CARNAMAH

Tourism Assessment & Destination Management Plan

READING THIS REPORT
The Carnamah Tourism Destination Management Plan has been prepared by DTM Tourism as requested by the Shire of Carnamah (SoC). Consultation for this report has included
representation from councilors, retailers, tourism operators and stakeholders with extensive knowledge of Carnamah-Eneabba. The Shire of Carnamah Tourism Assessment & Destination
Management Plan project report is divided into two parts:
PART 1: TOURISM ASSESSMENT

•

Visitor Servicing

This section comprises of concise, contextual information and details of the project recommendations

•

Destination Marketing

for consideration.
Section 1:

Carnamah-Eneabba’s Tourism Snapshot

PART 3: SUPPORTING APPENDICES

Section 2:

Strategic Context & Impact of Covid-19

This section includes supporting documents detailing the research, analysis and consultation that has

Section 4:

Target Audience Segments

informed the development of recommendations and supportive actions.

Section 5:

Tourism Brand

Section 6:

Communication Assets & Content Management

Section 8:

Governance

Appendix 1:

Stakeholder Consultation Database
DISCLAIMER

PART 2:

DESTINATION MANAGEMENT PLAN (DMP)

Section 1:

Strategic Approach & Tourism Community

Section 2:

Year 1 Action Plans
•

Tourism Marketing Strategy

•

Storytelling & Place Brand

•

Community Buy-In

•

Amenities & Services

•

Compelling Experiences

•

Capable Tourism Operators

•

Events

Any representation, statement, opinion or advice, expressed or implied in this document is made in
good faith but on the basis that Distinctly Travel Management Pty. Ltd, T/A DTM Tourism, directors,
employees and associated entities are not liable for any damage or loss whatsoever which has
occurred or may occur in relation to taking or not taking action in respect of any representation,
statement or advice referred to in this document.
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ACRONYMS

ACC

Australia’s Coral Coast

CVC

Carnamah Visitor Centre

MoU
MWDC

Memorandum of Understanding

TRA

Tourism Research Australia

Midwest Development Commission

TWA

Tourism Western Australia

DBCA

Dept Biodiversity, Conservation &
Attractions

NTO

National Tourism Organisation

DMO

Destination Marketing Organisation

PPC

Pay Per Click Advertising

DMP

Destination Management Plan

DTM

DTM Tourism

RTO

Regional Tourism Organisastion

GENX

Generation X Consumers

SEO

Search Engine Optimisation

HVT

High Value Travellers

SLA

Service Level Agreement

IATA

International Air Traffic Authority

SoC

Shire of Carnamah

KPI

Key Performance Indicators

SoD

Shire of Dandaragan

LGA

Local Government Authority

STO

State Tourism Organisation

LTO

Local Tourism Office

TMS

Tourism Marketing Strategy

PR

WC

Wildflower Country

Public Relations
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PART 1:
Tourism
Assessment
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introduction
The development of a Tourism Destination Management Plan (DMP) will provide a road map to guide the Shire of Carnamah (SoC) in valuing its visitor economy as the community looks to
consider tourism as an economic driver. The DMP is underpinned by reimagining a tourism positioning for Carnamah-Eneabba through creating a destination narrative, establishing sound
communication protocols and leveraging operational strategies to encourage consumers to consider Carnamah as a stopover point on the Midlands Road, en-route to Geraldton.
•
•
•
•

The Shire of Carnamah, which encompasses the towns of Carnamah and Eneabba, lies in the MidWest region of Western Australia. It is known for the high quality and volume of wheat production
as a major economic driver. Tourism has been identified as a priority secondary industry for the
SoC. The two towns are located on major transport routes that connect Perth to Geraldton and
form part of Wildflower Country.

14 x Stakeholder Interviews
1 x Site visits to Carnamah-Eneabba
4 x SoC project meetings
1 x Presentation to SoC Council

The following guiding principles have been considered in recommendations:
PURPOSE OF THIS REPORT

1.

Build awareness of Carnamah-Eneabba through the development of a communication
plan

The Shire of Carnamah (SoC) has taken a proactive role in elevating tourism as an economic driver
and is seeking guidance in its approach to grow tourism awareness of Carnamah-Eneabba. The
scope of work requested for this project includes:

2.

Meaningfully connect with priority target audience segments

3.

Build a sense of intrigue around Carnamah-Eneabba’s authentic visitor experience and
capitalise on access routes as a competitive advantage

4.

Positively influence current perceptions of the visitor experience in Carnamah-Eneabba
year-round



Strategic Approach to Growing Tourism In Carnamah-Eneabba



Define the Carnamah-Eneabba Tourism Positioning & Strategic Alignment
Recommend Communication Opportunities
Recommend Visitor Experience Development & Capability Building
Review Existing Events and Identify Opportunities For Potential Events
Define Tourism Product gaps






The DMP aligns to actions identified in the Shire of Carnamah Strategic Community and
Corporate Business Plan 2021-2031:
GOAL 2: 2 – Capitalise on the district’s distinctive arts, cultural, heritage and natural assets
2.2.1 Improve coordination of tourism marketing (subject to tourism strategy under

METHODOLOGY

development)
The SoC appointed DTM Tourism to undertake an assessment of the current visitor experience in
the region, identify gaps and opportunities, together with a recommendation for a structure to move
the SoC’s tourism aspirations forward. A consultation process was conducted which represented
the collective input of local tourism stakeholders in Carnamah-Eneabba, tourism industry
stakeholders and the wider community of the SoC. The process of consultation included:

2.2.2 Support regional tourism initiatives, including Wildflower Country (eg Regional
Trails Master Plan, a grant funded Wildflower Country project)
GOAL 4: 2 – Improvement in communication, effective community partnerships and advocacy
4.2.5 Continued focus on communication, effective community partnerships and advocacy

distinctlytourismmanagement.com.au
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STRATEGY FRAMEWORK
The framework for a tourism DMP recognizes that a focus to tourism is in its infancy for the SoC. Traditionally, the region has relied on the wildflower season to influence visitation and limited
resources have been made available to further tourism strategy, communication and infrastructure. This Tourism Strategy Framework aims to simplify the role of this DMP report and identify
the strategic gaps that are required to enable the top-line findings contained within this initial document.

Midwest Development Commission Strategic Plan

The DMP has assessed tourism
developments in the context of product gaps
and concept opportunities, however a
Tourism Marketing Strategy (TMS) has been
identified as a gap in the SoC’s approach to
tourism management.

Shire of Carnamah Corporate Business Plan

Tourism Marketing Strategy

Maximising the market opportunity for
existing and future visitor experiences
requires the development of a tourism brand
and communication plan to drive the strategic
direction for increasing awareness and
leveraging partnerships in the region. It is
recommended that funding is sought to
develop a TMS as a priority next step.

Destination Management Plan (DMP)
(12 Month Goals & Actions)

Marketing Campaigns

Visitor Servicing

Capability
Development

Events

Analysis, Reporting and Review

distinctlytourismmanagement.com.au
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IMPACT OF COVID 19
In 2020, domestic tourism in Australia was impacted by a seismic shift in demand as a result of a ‘once

from Perth who are visiting the Coalseam National Park. Travel restrictions as a result of Covid-19

in a 100 year’ bushfire season and the Covid-19 global pandemic. Over $10 billion of travel spend was

have generated “new” traffic to the SoC and the upcoming Wildflower season is expected to be bigger

cancelled as borders closed to international travel and across domestic boundaries.

and better than 2020. The expected increase in visitors passing through the region provides an
immediate opportunity to share the unique history and attractions of the SoC to a wider audience,

HOW COVID HAS RE-SHAPED THE DOMESTIC MARKET

however, they need a reason to stop. In the short term, a simple concept to encourage a break in

Like most small regional towns around Australia, Carnamah-Eneabba has always attracted a higher

journey is needed, which can be built on over time; “Trip Them Up” as they pass through so the

percentage share of domestic visitors, reliant mostly on VFR holiday makers and wildflower

opportunity is not lost.

enthusiasts. However, the restriction on travel outside of WA and limited flight destinations within
the state, has resulted in Perth consumers taking to short roadtrips and exploring regional areas that
have not traditionally been in their consideration set. The caravan and camping market has boomed.

Action Required
•

WHAT DOES THIS MEAN FOR CARNAMAH-ENEABBA?

An immediate simple idea to encourage stopovers in Carnamah is needed. In Year 1, the aim of
this concept is to simply switch visitors from passing through to stopping.

In a recent report released by Urban List, the challenge for domestic destinations like Carnamah-

•

Eneabba, has been identified as being one of perception:

A commitment to a Tourism Marketing Strategy (TMS) for SoC is needed to provide a detailed
communication plan that will establish a tourism brand, guidelines for communication,

“We have a job to do to overcome our decades-old cultural cringe, to unpack a pretty deeply
entrenched second-best psyche, and undo this preconceived notion that what’s going on “over there”
is more culturally enriching and worthy of our most precious resources: money and time. We need to

leadership roles and a recommended budget.
•

Advocacy is required at community level to achieve buy-in to the strategic direction and
commitment to resourcing tourism operations to meet market demand.

convince Australians that our destinations aren’t just places — they are cultural experiences every bit
as worthy of their investment; experiences that are at their very best in this moment — uncrowded,

Risk Implications to SoC of Inaction

safe, restorative .”Urban Insights: Wanderlust or Wanderbust; Travel Marketing In Australia 2021

•

Adhoc tourism projects may be misaligned to strategic priorities and therefore unsustainable

•

Carnamah-Eneabba fails to be recognized as an appealing stopover destination on the Midlands

Where Carnamah-Eneabba has experienced an acknowledged seasonal visitation in the past

Road – Wildflower Way, reducing opportunities for visitor spend.

influenced by the Western Australian wildflower season, the visitor experience focused on regional
roadtrips is now meeting the demands of a new consumer. The Carnamah Visitor Centre reports that
traffic during 2020 was up on previous years during the Wildflower Season. This includes daytrippers
distinctlytourismmanagement.com.au
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DESTINATION MARKETING ALIGNMENT
Whilst Covid-19 is impacting tourism beyond any destination’s control, the reality is that markets will rebound. Australia will be viewed as a ‘safe’ destination; a country of amazing natural
wonders and unique attractions. Attracting sustainable visitor growth means that new markets will need to be explored. Accordingly, a TMS for SoC needs to consider how it aligns to the
tourism messages that Destination Marketing Organisations (DMO’s) including Tourism Australia and Tourism WA, take to market.
TOURISM AUSTRALIA is the National Tourism Organisation

Primarily, ACC’s role is to partner with tourism operators and

(TO) and a division of Austrade in the Australian Government.

stakeholders to promote inspiring, region-wide

Their role is to influence travel to and within Australia through

itineraries; mostly for a domestic market. Their campaigns

marketing inspiring content, targeted to High Value Travellers.

channel bookings directly to their members and they provide
rich content to support TWA ‘s in-market promotions.

Tourism Australia (NTO)
Tourism WA (STO)

TOURISM WA is the State Tourism Organisation (STO). When
Australia is in a consideration set for international consumers,

WILDFLOWER COUNTRY is the Local Tourism Organisation

TWA’s role is to position WA as an exciting destination with

(LTO) responsible for promoting tourism to Carnamah and 9

plenty to do. They partner in market with travel agents to

other LGA’s.

enable bookings.

experiences and demonstrate how a visitor can move through

Australia’s Coral Coast (RTO)

the region, aiming to increase length of stay. Their primary
AUSTRALIA’S CORAL COAST is the Regional Tourism

Wildflower Country (LTO)

Their role is to promote very localized

market is Perth and Southwest regional.

Organisation (RTO) in which Carnamah-Eneabba resides.
TOURISM WA – ADVENTURE AWAITS!

SoC Destination Marketing

In 2018-19, Tourism WA undertook a narrative project entitled ‘Our Story’ designed to understand the unique market position for
tourism in Western Australia. Out of this process, a new brand essence was developed – Adventure Awaits – and 5 experience
pillars were developed to assist destinations and tourism operators to understand how to create content inspired by adventure.
Carnamah has a unique story to tell in Agricultural Heritage and best aligns to natural adventure and local characters. However,
there is an immediate need to create inspiring digital content to leverage market opportunity through TWA’s channels and a
narrative is required to guide their content team in positioning Carnamah-Eneabba’s visitor experience. Ultimately, a tourism
brand needs to position Carnamah as an intriguing stopover on a ‘path less travelled’; a highlight of ‘Backroads Touring’ in WA’s
Mid-West.

distinctlytourismmanagement.com.au
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VISITOR PROFILE
VISITOR NUMBERS

These figures point to a buoyant industry travelling on the Indian Ocean Drive, just a short distance
away. The opportunity for SoC is to create content that encourages this market to travel the

Tourism Research Australia (TRA) is the federal government authority which collates tourism

‘Backroads’ route between Perth and Geraldton via the Midlands Road; exploring the quaint,

statistics as a division of Austrade. This data is widely used to inform tourism decisions. However,

heritage communities of the Mid-West.

the data sample size for the SoC has traditionally been too small to provide an LGA profile.

Development of real-time visitor statistics for the overnight and through traffic to Eneabba and
Carnamah would aid in the definition of the visitor profiles and demonstrate the economic value of

The closest LGA geographically to SoC is the Shire of Dandaragan (SoD) and their profile is shown

tourism through calculating spend metrics. Tourism statistics will assist in grant applications and

below in Figure 1. Though we can summise that the volume of visitors is not a direct comparison, we

establishing a baseline to measure return on investment.

can draw some conclusions as to the opportunity that the visitor mix brings in Figure 2. There are
close to 400,000 visitors annually to the SoD; the majority of these are from the intrastate market
and there is a substantial visitor spend, being $93M across the region with the biggest spend on
Domestic overnight.

Figure 2: Tourism Research Australia – LGA Profile Visitor Mix , Shire of Dandaragan

Action Required
•

Establishment of data set from existing sources that show through traffic in the towns

•

Development of data capture system from local businesses to build a profile of visitation

Figure 1: Tourism Research Australia – LGA Profile Visitor Numbers, Shire of Dandaragan
distinctlytourismmanagement.com.au
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THIS IS OUR AUDIENCE RIGHT NOW
HOW CAN VISITOR DATA BE SUPPORTED BY INDUSTRY?
Establishing a baseline for tracking visitor numbers will assist the local industry to gain a ‘real-time’
appreciation for growth. This requires co-ordination and is potentially a role that a Tourism CoOrdinator could initiate and manage. Accommodation occupancy including room nights and visitor
mix (ie. Corporate vs Leisure) would be helpful to understand peaks and troughs over time. Footfall
traffic from the Visitor Centre and key attractions would be helpful to understand the volume of
visitors engaging with tourism assets in the town centre.
In addition, reporting of visitor statistics associated with events is required. Ideally, this would be a
condition of permit that could be managed by the SoC and reported to the community post event.
Event Organisers would be required to report on visitor numbers, ticket sales and post code data to
determine origin markets.
All marketing data has a direct correlation to identifying target audiences, interest segments and
origin markets. This information allows for targeted spend in advertising.
Action Required
1. Establish a protocol of data reporting.
•
•
•
•
•

CVC to report footfall
Postcodes recorded for CVC enquiries
Analytics data reviewed from website
Accommodation room nights shared including post code data, leisure vs corporate
and room type
Camping data from DBCA

Risk Implications to SoC of Inaction
• Decision making is made on inaccurate and past dated data
• Covid travel limitations will continue to impact on the region leaving service levels
exposed

www.dtmtourism.com.au
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HOW CARNAMAH COMPARES TO GERALDTON
ASSESSING MARKET POTENTIAL
When assessing the tourism opportunity for
Carnamah and the potential to encourage visitors to
consider an alternative route from Perth to the Mid
West, it is relevant to review the visitor mix for
Geraldton. Carnamah is situated approx. 180kms
from Geraldton. Leveraging Geraldton intenders and
creating visibility for Carnamah and the Midlands
Road to Perth in the Geraldton region should be
considered a priority.
KEY OBSERVATIONS
42% of visitors travel for Holidays
48% are aged 20-49 years
78% stay between 1-3 nights
The data supports that the opportunity for Carnamah
to grow its tourism market, through leveraging visitors
to Geraldton, will come from targeting Adult Couples
and Young Families who intend to holiday in the area
and may be looking for alternative experiences to a
route that they have travelled many times before.

Source = Tourism WA Local Government Area Profiles – City of Greater Geraldton

www.dtmtourism.com.au
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DOMESTIC CONSUMER PROFILE
POST COVID-19 TOURISM CONSUMER
#1 Virus safety measures will be as important as price for domestic consumers
#2 Consumers are conscious of support for employees & relief efforts – buy Australian; support local

Sentiment
•

Worst is behind us

•

Travel in Australia is safe

•

Travel ranked #1 of things to do

Concerns
•

•

post lockdown, BUT
•

•

50+ yrs concerned about infection

Welcome back & value past guests

children

•

Best in class hygiene

– show you care

issues

•

Expect to travel in 2-6 months

•

Fewer crowds & social distancing

•

Uncertainty due to border restrictions

•

Flexible booking conditions

and quarantine

•

Value add e.g. thanks for business

nears normal

•

Public transport & air travel is

Aware of the need to simplify life

•

Millenials worried about financial

Will vaccinations be successful?

considered not as safe as the car
•

Gen X Couples (41-55 yrs) are most
likely to travel, including school aged

•

Luxury spending declining in favour

•

Demand Drivers

for aged relatives

Irresponsible to travel far until life

of making do with less
•

Intent

•

International travel is considered a
long way off

•

Relax/Getaway, short roadtrips close

upgrade

to home

•

Spending time in outdoors

Boomers (52-66 yrs) & Silvers (66+ yrs)

•

Simple pleasures

fastest growth in digital purchases

www.dtmtourism.com.au
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THE CUSTOMERS WE WANT
our target audiences are EXPERIENCE SEEKERS
A renewed tourism direction for Carnamah-Eneabba will seek to make connections with
target audiences across multiple demographics. They will have an appreciation of nature and
an appreciation of landscapes which are visually appealing. They will love the open road and
have a desire to learn and explore. The Carnamah-Eneabba visitor experiences will appeal
to:
•

Young Adult Couples (Millenials)

•

Active Couples

•

Active Families

The Carnamah-Eneabba visitor experience, particularly for wildflowers and backroads
touring is intrinsically aligned to Tourism Western Australia’s core audience segment – High
Value Travellers (HVT). “High value travellers traditionally travel long haul (out of region) on
a regular basis and the Coral Coast is in their consideration set. They are more likely to stay
longer and disperse further and their average trip spend is higher than average. Key drivers
of their destination choice align with Carnamah-Enneabba’s strengths – nature, but this
market demands better standards in accommodation and dining experiences.
In the short term, a marketing strategy will need to focus on HVT consumers in the Domestic
Market with a particular focus to driving visitation from Perth. However, there is potential
for increased visitation from Victoria & NSW, aligned to Wildflower and Backroad fly-drive
itineraries. International markets are likely to be some time before travel resumes to preCovid19 levels. Deloitte Economics is predicting 2024*.
*https://www2.deloitte.com/au/en/pages/consumer-industrial-products/articles/tourism-hotel-outlook.html

www.dtmtourism.com.au
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DESTINATION MARKETING
DESTINATION MARKETING
The SoC has identified tourism promotion as a core goal it’s Strategic Community and Corporate
Business Plan, however destination marketing is challenged in Carnamah by under-resourcing; both
in planning and execution.

regional tourism organization (RTO) to distribute collateral and participate in consumer events on
their behalf. The result is that the organisation and by association, Carnamah-Eneabba’s market
presence, is diluted, despite best intentions.

Without a clear tourism narrative and point of

difference for Carnamah-Eneabba, there is limited opportunity for the towns to establish a clear
share of voice in destination marketing partnerships.

Currently, the SoC funds Wildflower Country Inc (WCI) $4.5k per annum, to undertake destination
marketing activity on the Shire’s behalf to promote the wildflower season and defined routes,
including the Midlands Road.

WC is a not-for-profit local tourism organization (LTO), and a

collaboration between 10 LGA’s. “The purpose of Wildflower Country Incorporated is to promote
the mid-west region as a unique and captivating tourism destination, for the collective mutual benefit
of the entire Wildflower Country region. Wildflower Country assists with collaborative destination
marketing, and in producing memorable & positive visitor experiences, as well as assisting to develop
the tourism industry within the area”.

At a local level, digital tourism marketing is limited to a visitor information section on the SoC
website, which whilst functional, lacks the inspirational content and/or optimization to generate an
online search footprint. This is an opportunity missed for Carnamah in particular, where there are
significantly important heritage stories to tell, visually appealing heritage facades and more services
than some of the surrounding communities.
A review of the www.carnamah.com.au domain reveals that this directs to the Carnamah Historical

Significant recent projects undertaken by WCI include a Regional Trails Masterplan which identifies
infrastructure opportunities to support increased visitation year-round. WCI produces a regional
destination website which features a destination page for Carnamah and Eneabba, an annual visitor
guide and social media accounts. WCI have reported that whilst their website traffic is relatively low,
their engagement on social media is growing and it presents an opportunity for SoC to grow
destination awareness through leveraging social media traffic. SoC can access WCI’s shared image
and videography assets for promotional purposes, which a role established under the SoC’s
communication plan.
With limited resources, WCI rely on a collaboration with Australia’s Coral Coast (ACC), the

Society and Museum site. The site is a wealth of information for the destination and does much to
contribute to a heritage ‘theme of experience’ for Carnamah. It also serves a functional purpose due
to the very limited hours that the museum is physically open. However this, in itself, is a challenge in
marketing the destination.

Limiting the opening hours of the Museum to a Friday afternoon

represents a potential miscalculation of the current visitor profile. In regional areas where visitors
skew to a 55+ demographic, there is a preference to travel midweek to avoid weekend traffic.
Limiting the opening hours of the Museum and Visitor Centre will result in a perception that there is
nothing to do in Carnamah and it is simply not worth stopping.
Combining volunteer resources at the Museum with visitor servicing would contribute positively to
the visitor experience. A better solution would be to co-locate visitor servicing at the Museum,
where visitors will naturally gravitate with increased opening hours.

distinctlytourismmanagement.com.au
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TOURISM PRODUCT
MAJOR TOURISM ATTRACTIONS
Currently visitation to Carnamah-Eneabba is influenced by the WA Wildflower season between

cornerstone of a year-round tourism narrative for Carnamah which can ultimately be developed

August to October annually. The region is best known for carpets of everlastings and the unique

through a TMS.

‘Harlequin Bell’. The season spikes visitation on weekends as daytrippers from Perth seek out the
perfect Instagram shot, but is mostly supported by the caravan and camping market. The success of
the season is traditionally weather dependent.

infrastructure and experiences, which both the Macpherson Homestead and the Carnamah Museum

Carnamah holds a unique position in not only Western Australia’s agricultural heritage story, but
also that of Australia and its post-war immigration policies. The establishment of ‘Ready-Made
Farms’ encouraging European settlement post World War 1, is a story that Carnamah can claim.
When this story is understood, the beating heart of the community and its heritage value makes
sense. It is the

Macpherson HOMESTEAD

Positioning Carnamah as a town of unique agricultural heritage, is reinforced by heritage
support. However, these assets will be undervalued if visitors can’t access them. To maximise the
SoC’s commitment to moving tourism forward, a plan for supporting the volunteer organisations
associated with heritage attractions is required which provides funding for a permanent Visitor
Servicing officer. It is recommended that this role co-ordinates volunteers in partnership with the
attractions to ensure that a heritage tourism experience is always open.

CARNAMAH MUSEUM

distinctlytourismmanagement.com.au
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TOURISM PRODUCT cont…
SUPPORTING CARNAMAH attractions
One of Carnamah’s best opportunities to encourage visitors to stop is to maximise the charm of the two main cafes, primarily because of consistent opening hours. Creating a ‘signature’ food experience has
the potential to encourage visitors to seek out the experience and the resultant increase in visitors will naturally demand that attractions are open to increase the length of stay in town.

Bank gallery

Book exchange & CvC

Tractor museum

One L of a Good Feed

The Bush Basket

Art + Heritage Trail

distinctlytourismmanagement.com.au
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TOURISM PRODUCT cont…
SUPPORTING NATURAL attractions
With limited built attractions and tourism facilities in Eneabba, the tourism opportunity is about creating supply services to explore the region’s natural assets. However, there is much to do in creating
content for the parks to guide visitors in how to experience walking trails, landmarks and potential camping locations which would contribute to keeping visitors exploring the SoC for longer. A collaborative
approach to positioning Eneabba as a supply town for exploring the national parks is recommended in partnership with DBCA.

YARRA YARRA LAKES

LAKE INDOON

STOCKYARD GULLY

BEEKEEPER RESERVE

tathra NATIONAL PARK

ASTRO TOURISM

distinctlytourismmanagement.com.au
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PRODUCT GAPS
PRODUCT GAPS
During site visits to the SoC, observations were made to assess tourism products and services required to meet the demand of current visitors. To guide future tourism planning, gaps have been assessed as topline recommendations, which will require additional investigation to position Carnamah as a base to explore the region on the Midlands Road. The observations are grouped into 3 priority areas for attention.

ACCOMMODATION

VISITOR SERVICES

AMENITIES

Additional powered campsites are required during peak season
with a potential to use the town oval as overflow camping for
non-powered options.

A tourism-focused website is required for visitor servicing,
which inspires target audiences.

Wayfinding is needed to maximise the visitor experience in the
Shire’s national parks.

Additional, self-catering chalets are required year-round at the
Carnamah Caravan Park to cater for leisure self-drive
consumers.

Rich content is needed to guide visitors in understanding how
to experience Carnamah-Eneabba

Establishing an entry statement to national parks in the Shire’s
boundary is needed to support Eneabba’s development as a
supply town.

Motel-styled accommodation at the Carnamah Hotel is in need
of upgrades.

Additional opening hours are needed for Visitor Servicing

Shade spaces and day visitor services are needed at Yarra Yarra
Lakes, including picnic locations and interpretive signage.

Family styled accommodation, including farmstays and
AirBnB’s are needed to for accommodated self-drives.

Co-location of Visitor Servicing is needed at the most desirable
tourism attraction. i.e The Museum

Public Amenities at nature attractions and parks.

An RV stop is potentially needed on the access route between
Eneabba and Carnamah to drive traffic into both towns.

Co-ordination of volunteers in one collaborative partnership to
ensure that attractions are regularly open.

Public Wi-Fi zones create a reason for visitors to linger longer
in towns.

Worker styled accommodation is required to support seasonal
tourism and agricultural workers, releasing space at the
Caravan Park for leisure tourists.

Ancestry tourism services to be promoted in partnership with
the Historical Society.

Seated dining options are challenged in the afternoons due to
limited opening hours of cafes, meaning visitors are limited to
takeaways.

All accommodation suppliers need to move to online booking
capability.

Customer Service workshops lead by the SoC to educate the
community on the value of the visitor economy.

Food services require co-ordination to ensure that there is
always a 7 day trading environment.

Walking trails to be developed in partnership with DBCA for
the conservation and national parks

distinctlytourismmanagement.com.au
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SWOT ANALYSIS
STRENGTHS
•
•
•
•
•
•
•
•
•
•

OPPORTUNITIES

Carnamah is situated on Midlands Road Tourist Drive between Perth to Mingenew
Eneabba is situated on Brand Highway , between Perth to Geraldton
The Shire is located in the middle of Wildflower Country making it a logical overnight stop
or base to explore
Access from the popular Indian Ocean Drive to national parks
Heritage facades in town centre
Heritage museums and art gallery
Attractive public spaces
Quality café and coffee
Attractive rural landscapes
High traffic on drive routes during wildflower season

•
•
•
•
•
•
•
•
•
•

Diversify visitor mix through growth in accommodation options at the Carnamah Caravan
Park and Carnamah Hotel
Eco camping and RV Friendly locations to be explored.
Wildflower planting to be established in both towns
Development of Midlands Road as a ‘Backroads Tourism Drive’ with a focus to agricultural
heritage
Develop a ‘Carnamah Classic’ signature food experience to encourage stopovers
Increased hours for food and beverage offerings, especially in Wildflower season.
Themed signage around Carnamah township
Increase length of stay by acting as wildflower hub in Carnamah
Regional events using recreational facilities
Communication strategy to drive destination

WEAKNESSES
•
•
•
•
•
•
•
•
•
•
•

Limited presence in market with a low online destination footprint
No official tourism website and inability to book online
No social media profile for tourism
Limited promotion of Midlands Road as alternative route to Geraldton
Wildflower Way partnership is under-resourced
Limited food and beverage opening hours
No enticement to break journey and explore Carnamah
Limited hours for visitor servicing
Limited accommodation options to meet needs of target audiences
Gap in tourism community leadership
Small rate-base to fund tourism projects

THREATS
•
•
•
•
•
•
•

Aging local population; attracting families to town is critical to keeping services at a
contemporary standard
Turnover of staff at shire level creates gaps in local leadership
Succession planning is needed to continue commitment to tourism developments
Wildflower hub is claimed by other towns
Intrastate tourism declines following a relaxation of Covid restricted borders
Reputational damage if tourism assets and visitor services are neglected due to resourcing
or lack of strategy planning
Wildflower Way collaboration dissolves and ACC and TWA shift focus to the Coastal Route

distinctlytourismmanagement.com.au
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TOURISM
MARKETING
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OUR CORE MESSAGE TO MARKET

WE ARE A TOWN THAT VALUES THE BYGONE
CHARM OF LIFE ON THE LAND
We’re inviting visitors to experience the sense of pride that exists in our rural
community. The pride in our town extends to valuing our heritage facades and creating
charming public spaces. We want guests to feel at home here and a desire to stay an
extra night. The best things come in small packages. We are small enough to be
personable, but contemporary enough to shine.

wildflowers

NATURE

We are a Wildflower Town.
Strategically positioned in
the heart of Wildflower
Country, Carnamah is a
quaint country village from
which to explore.

Early Summer is an
incredible time to visit to see
fields of wheat ready for
harvest and our mesmerizing
Pink Lakes, just a few hours
drive from Perth.

dtmtourism.com.au

agricultural
HERITAGE
Our story is intrinsically linked
to the foundations of
Australia’s agricultural
foundations. Our architecture
reflects a bygone era.

EVENTS
We are a town that knows
how to celebrate life. Our
events are an opportunity to
showcase diversity and
vibrancy in our community.
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Core visitor experiences
A clear understanding of the visitor experiences within core themes determines the imagery and videography that is needed to promote Carnamah- Eneabba. The list, whilst not exhaustive,
provides topics which can shape a social media strategy and highlights gaps where inspiring content needs to be created that includes relevance for priority target audiences.

AGRICULTURAL HERITAGE

WILDFLOWERS

NATURE & LANDSCAPES

EVENTS

•

Heritage Facades

•

Wildflowers

•

Wildflower Walks

COMMUNITY

•

Historic locations

•

Bird watching

•

Wildflower Guides & Sightings

•

Local Exhibitions

•

Heritage Walking Trails

•

Landscape Painting

•

Planting and streetscapes

•

Local Sports Fixtures

•

Heritage Farm Machinery

•

Photography

•

Wildflower entry statement

VISITOR

•

Museum

•

Scenic Drives

•

Artist Retreat

•

Regional Sports Fixtures

•

Art Gallery

•

Camping

•

Art Exhibitions – The Bank Gallery

•

Farmstays

•

Stargazing

•

Carnamah Night Skies

•

Primary Produce

•

Lakes

•

Eneabba Campdraft

•

Public Art Installations (Memorial)

•

Walking Trails

•

•

Indigenous Culture/Bushfoods

North Midlands Agricultural Society
Art Show

dtmtourism.com.au
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CREATING A TOURISM BRAND
A brand is the collection of associations that people have about a product, business or place. We make assumptions about people by the way they dress, the behavior they exhibit and their
personalities. It is the same process which helps consumers to associate with place brands. Your brand helps determine how people feel about your destination, and how they would describe it
to others. A brand is more than just a logo.

EXAMPLES OF PLACE BRANDS

WHY IS IT NEEDED?
Your brand is uniquely yours. It defines your competitive advantage and speaks your truth.

Your

brand should be consistent wherever customers interact with your destination. This includes its
physical location and its online presence, including your website, social channels, signage and all
printed marketing materials. Each point at which the customer engages with the brand is a ‘touchpoint’
where the brand and its promise is reinforced, and the visitor experience and value perception starts to
be built. A consistent brand will help people recognise your destination and its visitor experience
promise, no matter where they interact or connect with it.
WHAT DOES THIS MEAN FOR CARNAMAH-ENEABBA?
Place (or tourism) brands perform an important role within LGA’s to define the unique character of a
town, guide a destination narrative and position a destination experience. Place brands need to be
complimentary to the Shire’s brand, which is essentially designed to communicate livability. Synergy
can be achieved through:
•

Complimentary visual creative

•

A memorable tagline

•

An inspiring positioning statement

•

A compelling story

Place brands are most powerful when the community is engaged with the development process,
achieving buy-in at a local level. Ideally, we want the community to love their visual identity and be
proud to own it and promote it.
distinctlytourismmanagement.com.au
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CREATING A TOURISM BRAND
MOVING FORWARD
Establishing place brands for both Carnamah and Eneabba need to be considered with a degree of

Copywriting

practicality based on the tourism experience, amenities and services in each town. From a tourism
perspective, it makes sense to position Carnamah as the hero tourism place within the Shire, whilst
Tagline

Images

positioning Eneabba as the service town to the Shire’s natural assets which include the national parks.

Website

A facilitated brand workshop with the community is ideal, however, if the community has already
contributed to the redevelopment of the brand for the Shire, it could be considered that the findings of this

Advertisements

Brochures

process would be consistent with the process to develop a tourism brand. A review of Carnamah’s history
and tourism products point strongly to a brand which needs to reflect a unique positioning in Agricultural
Heritage & Wildflowers. As an example, Dalwallinu have created a tagline: “A place of wheat and wattle.”

Carnamah
Tourism
Brand

The brand development is recommended as the first task of a Tourism Marketing Strategy, incorporating a
Signage

Communication Plan and Content Development Plan. Both of these functions will provide the direction
required to implement new creative direction for all communication touchpoints.

Emails

Logos

Action Required
•

Implement a new tourism brand for Carnamah incorporating a new brand mark / logo

•

Ensure Community Buy-in to new tourism brand

Phone Etiquette

Social Media

Risk Implications to SoC of Inaction
•

Carnamah is limited in differentiating its brand position and competitive advantage in the short term

•

Undervaluing of the tourism experience in Carnamah

Reputation
Management

E-Newsletters

Sales Tools

distinctlytourismmanagement.com.au
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COMMUNICATION LEADS TO CONVERSION
Initiating a new marketing strategy requires a communication plan which seeks to grow awareness of products and services through all stages of the conversion funnel. The
communication plan recognises the tourism needs of target audiences, the accessibility to target markets and the communication tools required to extend market reach. All
communication leads to a Visit Carnamah Tourism Website.
Action Required

Awareness

Engagement

Consideration

Book

Awareness
Create compelling content, implement social
media plan, create positive PR and leverage DMO
partnerships.
Engagement
Increase distribution of bookable product in all
markets, including consumer and trade, aligned to
target audiences
Consideration
Influence travel choices, through well timed,
integrated campaigns
Book
Ensure online booking channels and measurement
tools are robust through the CVC Website

The conversion funnel model dictates that the majority of resourcing is initially required at the awareness stage. As a result, the
immediate priority in the first 12 months is to leverage regional awareness and build on opportunities within the Perth metro
market. Awareness in broader markets is achieved through online distribution of tourism experiences, tourism trade partnerships
and PR management. Over the life of the SoC’s ongoing strategy, the majority of resources are required at the mid level of the
conversion funnel, with a continuous focus on content creation and co-operative campaigns to generate opportunities for increased
conversion.
dtmtourism.com.au

1.

A dedicated Tourism Co-Ordinator is recommended to manage
consistency in communication and implement strategy tasks.

2.

A Communication protocol is required between the SoC and
local tourism stakeholders

3.

Partner with ACC to leverage media & PR relationships

4.

Develop a content and social media plan, including PPC
strategy to increase website traffic

5.

Introduce a capability building program to mentor tourism
operators in becoming bookable online

Risk Implications to SoC of Inaction
•

Failure to resource a dedicated Tourism Co-Ordinator exposes
SoC to continued, fragmented communication and gaps in
engagement by both consumers and local stakeholders.

•

Unoptimised destination content on the CVC website dilutes the
region’s ability to deliver succinct messaging of the region’s
tourism experiences. It also contributes to limited web traffic
(i.e. the site is not found organically).

•

Failure to implement a consistent PPC strategy will limit website
traffic in the short term.

•

Inadequate
tourism supplier online booking systems
demonstrates a gap in destination experiences on major travel
sites.

•

Without booking channels at the CVC, measurement of
conversion from campaign activity is limited.
Page 29
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GOVERNANCE
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RESOURCING TOURISM IN SOC
Getting started on a new tourism direction in regional areas where resourcing is limited can seem daunting. However looking to a comparative community as a
benchmark of achievement, can perform an important role in demonstrating what is possible. We have selected Dalwallinu as a benchmark community.
The town of Dalwallinu is an equivalent size to Carnamah with a
population of approx. 700. Like Carnamah, it is located in the heart
of the wheatbelt and agriculture drives its local economy. It is a
‘support’ town which services the regional faming district and
unlike Carnamah, has very few ‘attractions’ to appeal to visitors,
with the exception of the Discovery Centre.
Dalwallinu is located 250kms north of Perth and is widely regarded
as the first overnight stop on the ‘Wildflower Way’; an
internationally recognized drive route between Perth and Mullewa.
Despite the similarity in town size, Dalwallinu can accommodate
more visitors than Carnamah and is better able to accommodate
the target audience that Carnamah needs to pursue. Critically, the
accommodation provides consistent dining options. Available
accommodation includes:
Caravan Park
• 44 powered sites,
• Washing Machine/Dryer Facilities,
• Chemical dump point available to all free of charge
Dalwallinu Hotel/Motel
• 8 hotel rooms, shared shower/toilet.
• 11 units (2 twins 1 family 8 double, Airconditioned, ensuite)
• Hotel serves breakfast, lunch and dinner.
• Licensed restaurant
Wheatland Motel
• 4 family suites
• 18 double/ twin rooms all with en-suite, coffee and tea,
TV and telephone.
• Licensed restaurant
• Function room, video, teleconferences, private

bookings with or without catering.
The Old Convent
• 16 rooms in old building various configurations, tea and
coffee, bar fridge, WIFI, air conditioning, shared
bathrooms.
• 12 new en-suite rooms air conditioning/heating TV,
desk, fridge.
The Rest Bed and Breakfast
• 2 Queen rooms shared bathrooms, 1 queen en-suite
with disabled access, single beds and portable cot
available
The Shire of Dalwallinu manages visitor servicing and employees 2
full-time visitor centre staff, located at the Dalwallinu Discovery
Centre. During wildflower season, the VC is open 7 days a week.
They produce a Shire-wide tourism brochure, but tourism
information is located on the SoD website.
The SoD co-ordinates a tourism committee who meet regularly
during March to November. The committee includes SoD
representatives and local tourism stakeholders. There are 3-4
major events held in Dalwallinu annually.
Learnings from the Dalwallinu example suggest that in the shortterm, SoC need to consider resourcing tourism with a defined
Tourism Co-ordinator role, working with the community to ensure
consistency in visitor servicing.
Initial funding is needed in
generating awareness through a marketing and communication
strategy, with a long-term view to investing in accommodation
infrastructure.

dtmtourism.com.au

SOC

Tourism
Committee
Tourism
Co-ordinator

Communications
Officer

CVC

Website Build

Local
Stakeholders

Creative Agency

Wildflower Way

Media & PR
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PART 2:
DESTINATION
MANAGEMENT
PLAN
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STRATEGIC CONTEXT
The Destination Management Plan (DMP) is designed to guide the Shire of Carnamah in the process from strategy to implementation over a 12 month period. The rationale for strategic
direction in tourism development projects is contained in PART 1: TOURISM ASSESSMENT of this report and marketing actions will be guided by a Tourism Marketing Strategy (TMS).
DESTINATION MANAGEMENT MODEL
Tourism
Strategy

The DTM Destination Management model recognizes 9 key components to drive growth in a
tourism destination, within which there are equivalent focus areas which guide activation plans.

Storytelling

Destination
Marketing
Local
Leaders

Place
Brand

Community
Buy-In

Campaigns

The 2021-22 DMP will provide the rationale for action in each component, with the intent that
over subsequent years, action plans will be reviewed, analyzed and updated budgets applied.

Advocacy

Events

carnamah

Event Packages

Audit &
Gaps

Wildflower
Packages

Ultimately, activity in each of the focus areas will provide the destination with the best
opportunity to implement successful marketing campaigns, which are targeted, visitor centric
and can be measured. Inattention in one component will have a direct impact on its
corresponding plan. i.e without Compelling Experience enabled through a focus on Product
Development, Destination Marketing is diluted through lack of destination appeal.

Amenities
& Services

The DMP aligns to actions identified in the Shire of Carnamah Strategic Community and
Corporate Business Plan 2021-2031:
GOAL 2: 2 – Capitalise on the district’s distinctive arts, cultural, heritage and natural assets

Mentors

Product
Development

2.2.1 Improve coordination of tourism marketing (subject to tourism strategy under
development)

Visitor

2.2.2 Support regional tourism initiatives, including Wildflower Country (eg Regional

Servicing
Capable
Tourism
Operators

Compelling
Experiences

Trails Master Plan, a grant funded Wildflower Country project)
GOAL 4: 2 – Improvement in communication, effective community partnerships and advocacy
4.2.5 Continued focus on communication, effective community partnerships and
advocacy

distinctlytourismmanagement.com.au
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1.

Tourism Marketing Strategy

The findings of the Destination Assessment (Part 1 of this report), indicate that there is tourism
opportunity for Carnamah-Eneabba, albeit with much to do in developing the infrastructure
required to support growth in visitation. However, to guide the SoC’s intent in establishing tourism
as an economic driver in the region, all decisions must be considered as being aligned to a tourism
brand. This is the first function of a TMS that supports the SoC’s Strategic Community and
Corporate Business Plan. The TMS should be considered as a strategy component that is future
focused over a quantified period, sets realistic budgets and KPI’s with an understanding of success
measurement.
The TMS serves the purpose of setting the guiding principles for SoC’s investment in tourism
development. Components of a TMS include:
•
•
•
•
•
•

Market Assessment
Place Brand Development
Destination Narrative
Communication Plan
Creative Concepts
Advertising Recommendations

REF

TASK

1.1

Once this direction is established, all other components of tourism development are annually
reviewed in the structure of a Destination Management Plan (Part 2 of this report).
The activation tasks for the TMS are considered under section 9. Destination Marketing.
In essence, destination marketing is the communication plan that shares the achievements of all
action undertaken in the DMP. It not only considers communication tools for direct marketing to
consumers, but also includes:
•
•
•
•

Collaborative Tourism Partnerships
Membership with Destination Marketing Organisations (DMO’s)
Tourism Industry Distribution
Tourism Industry Accreditation

BUDGET

ASSIGNED

COMMENCE

COMPLETE

Develop an RFQ for the delivery of a Tourism Marketing Strategy (TMS)

TBA

SoC Community
Development

Sept 2021

Dec 2021

1.2

Establish local leadership governance model and representation through the
Tourism Marketing Advisory Committee (TMAC)

n/a

SoC Community
Development

Immediately

Ongoing

1.3

Seek tourism mentoring to guide SoC Community Development Officer & TMAC
in implementing the tourism plan

TBA

SoC Community
Development

TBC

1.4

Establish a quantified tourism growth target to guide strategy success
measurement

n/a

SoC Tourism Committee

www.dtmtourism.com.au

Page 35

2. STORYTELLING & PLACE BRAND
The first task of the TMS is to establish a tourism place brand and narrative. The place brand
establishing the values, personality and tone of all communications which will drive visitation to the
region.

The aim of storytelling is to guide tourism stakeholders to recognize where their own story
intersects with that of the destination. When local stakeholders understand the narrative, the
opportunity is that they will include storytelling in their own marketing communications and the
result is a co-ordinated tourism community.

A place brand is more than a logo; it contains:
•

A memorable tagline

•

An inspiring positioning statement

•

A compelling story

Importantly, once motivated by the destination promise communicated through storytelling and
content, visitors will seek reinforcement of their perception when they arrive in the region and so it
is important that the brand is understood and embraced at community level.

REF

TASK

BUDGET

ASSIGNED

COMMENCE

COMPLETE

2.1

Implement the recommendations of the place brand strategy,
including the development of new brand elements & assets

TBA

SoC Community
Development

July 2021

September 2021

2.2

Implement ‘Carnamah’s Destination Story’ across all channels and
share with DMO partners and tourism stakeholders

n/a

Carnamah Visitor
Centre

September 2021

Ongoing

www.dtmtourism.com.au

Page 36

3. COMMUNITY BUY-IN
The process of implementing the recommendations of the DMP relies on the local tourism
community and residents alike, to understand that tourism is an economic driver which will either
directly or indirectly affect their prosperity and livability. The tourism direction needs to be relatable
for residents to value their towns and welcome visitors with open arms. Whilst the SoC Strategic
Community Plan and Corporate Business Plan articulates that the ‘highest priority for improvement
for the community as a whole’ includes tourism, there is a reality as to how much the community will
actually embrace.

potentially be used in a communication, as part of a TMS.

One way to tackle this is through a workshop targeting residents to highlight the value of tourism
across the shire. The process also serves to educate the community about the skillset which resides in
each town, which could contribute to roles in a Tourism Marketing Advisory Committee.
Transparency in the selection process is imperative in small, regional communities.

Establishing protocols which enable the community to submit ideas or to test sentiment for new
tourism initiatives need to include a clear rationale for the activity and the outcome of its
implementation. When the community can see that an activation is well thought through, managed
efficiently and is measurable, they are more likely to want to be involved.

TOURISM BRAND

The development of a COMMUNICATION PLAN for the community is considered a PRIORITY
outcome of the TMS.

TOURISM COMMUNICATIONS
Ultimately, the community will be more likely to embrace new directions in tourism product and
experiences when they have had an opportunity to take ownership of new ideas. This is particularly
important for tourism activations and events.

The development of a tourism brand could achieve efficiencies in feedback from an existing
consultation process used to develop the SoC’s new corporate brand. However, it’s important that
the community understands the process to develop the creative assets and how they will be

REF

TASK

BUDGET

ASSIGNED

COMMENCE

3.1

PR Release of SoC’s new tourism direction with community update to
demonstrate the value of tourism and opportunities to grow.

n/a

SoC Communications

TBA

3.2

Establish a Tourism Marketing Advisory Committee of Council and
local stakeholders to implement tourism recommendations

n/a

SoC

July 2021

3.3

Establish Community consultation process for the development of a
tourism brand.

n/a

SoC Communications

TBA

3.4

Establish protocols for the co-ordination of volunteers in tourism
activations

n/a

SoC Community Officer

TBA
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COMPLETE

June 2022
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4. AMENITIES & SERVICES
The tourism assessment for SoC has identified a number of areas within tourism amenities and
services that will need attention in order to leverage tourism partnership opportunities which will
contribute to a sustainable tourism future. They are summarized as follows:

RETAIL & HIRE SERVICES:

Increase in shopping experience, and opening hours, food and
beverage variety and availability , attractions open on weekends,
possible markets

ACCESS:

Roads, tracks and trails; walking and cycling paths; scenic drives
and transport links

FAMILY FACILITIES:

Playgrounds, age-appropriate interpretation, food & beverage
venues.

ACCOMMODATION:

Assessment of capacity for target audiences including families
and adult groups; occupancy patterns; leisure vs corporate
requirements; opportunities for investment in accommodation
options for HVT’s

The DMP serves the purpose of identifying a project which can be considered as a suitable candidate
for grant funding in a 12 month period, necessitating a project plan and funding application. However,
focus should continue to be applied to each of the identified gaps as having a project plan will
potentially expediate grant opportunities.

CARAVAN & CAMPING:

Demand assessment, competitor destination assessment,
services including parking and RV suitability; identifying
sites in partnership with DBCA, solar power in remote locations

CONNECTIVITY:

Public WiFi zones; high speed internet; 5G coverage in remote
areas

In 2021-22, it is recommended that ACCOMMODATION is considered the PRIORITY project.
Projects for consideration could include:
• Additional self-catering chalets and number of bays at Carnamah Caravan Park
• Collaboration with owners of the Carnamah Hotel to address accommodation and
services gaps in food and beverage including opening hours
• Nature-based camping locations on private property to support trails development

WAYFINDING:

Place branded signage; directional signage, interpretive signage
for local attractions and information bays

REF

TASK

BUDGET

ASSIGNED

COMMENCE

COMPLETE

4.1

Initiate a feasibility assessment to capacity at the Carnamah Caravan
Park

TBA

SoC

Sept 2021

June 2022

4.2

Develop a prospectus to seek investment in farmstay accommodation
and nature-based camping sites on private land.

n/a

SoC

ASAP

Ongoing

4.3

Work with the owners of the Carnamah Hotel to develop a collaboration
plan for infrastructure improvements.

n/a

SoC

Aug 2021

October 2021

4.4

Prepare project plan to complete wayfinding and interpretive signage
around Carnamah Township

n/a

SoC

July 2021

Sept 2021

www.dtmtourism.com.au

Page 38

5. COMPELLING EXPERIENCES
Developing compelling visitor experiences in Carnamah, starts with understanding the core themes of
experience identified in the place brand development, assessing the needs of target audiences and
identifying gaps across the region that Carnamah can fill. It is currently known as a town on the
Wildflower Way but struggles to claim a unique ‘share of voice’ within the collaboration and limiting
the visitor experience as a wildflower destination restricts the appeal of the destination on a yearround basis. Therefore, shifting the primary focus to Agricultural Heritage provides the catalyst
sustainable investment in backroads touring, supported by wildflowers in peak season.
AGRICULTURAL HERITAGE
Within the region, Carnamah is one of the primary receiving towns for grain. The scale of broad-acre
farming is an unknown experience for many markets, but a key motivator for ‘backroads agritourism’.
Fulfilling visitor demand can be achieved through Farm tours, Farmstays and Farmgate experiences.
Carnamah has a distinct advantage over other regional towns in Western Australia with the
opportunity to develop Hal Walton’s Heritage Tractor Museum and the narrative for its inspiration.
Supported by VR experiences to demonstrate the use of these machines in changing farming
techniques could add a unique perspective to a traditional experience.
Continued focus to re-purposing the use of heritage buildings, maintaining heritage facades and
enabling dining experiences that align to the perception of a farming community and home-cooking is
an opportunity that could be immediately investigated. Capturing visitors through a simple baked
item has the potential to ‘put Carnamah on the map.’ A simple Carnamah Rock Cake is on message for
the brand. They were promoted by the Ministry of Food during the Second World War and sit

REF

TASK

5.1

comfortably in a vintage, baking experience aligned to a farming district. Developing a signature
recipe should involve the community, supported by PR to establish a ‘fear of missing out’ market
demand. This is a year-round strategy designed to motivate passing traffic on the Midlands Road to
simply stop.
WILDFLOWERS
Establishing a point of difference for Carnamah in the Wildflower region lies in claiming the Harlequin
Bell as a guaranteed sighting. Whilst the wildflower season is weather dependent annually, Carnamah
has the potential to establish itself as a Wildflower Attraction achieved by a town beautification
programme. The use of planter boxes and gardens to generate a colourful and interesting streetscape
with the addition of a guaranteed experience of the rare Harlequin Bell, ensures that visitors
remember Carnamah as a town which embraces it’s location in the heart of Wildflower Country.
The installation of planter boxes contributes to a ‘Main Street’ strategy that supports directing visitor
traffic to key attractions and businesses. Multiple planting themes and activations could be considered
throughout the year including Harvest, Christmas or annual Sunflowers.
VR should also be considered for Wildflowers, delivering a ‘Wildflower Experience’ out of season.
Like any event, the purpose is to leverage the event to deliver visitation at other times of the year and
vice versa. A VR experience has the potential to encourage transiting visitors to return in Wildflower
season.

BUDGET

ASSIGNED

COMMENCE

COMPLETE

Develop a collaborative business plan to make Hal Walton’s Tractor
Museum a priority attraction

n/a

SoC Community
Development

June 2021

June 2022

5.2

Establish a community advocacy event & PR plan to develop a
signature recipe for a Carnamah Rock Cake.

n/a

SoC Community
Development

June 2021

June 2021

5.3

Develop a beautification plan for a McPherson Street Wildflower
Activation

n/a

SoC

July 2021

Oct 2021
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6. CAPABLE TOURISM OPERATORS
Developing an approach to capability in the tourism sector for SoC resides in the community
understanding the value of tourism in the first instance. Secondly, there is a need for the community
to understand consumer behaviour and how this impacts the perception of things to do within the
SoC.

one business mentoring to guide businesses to develop refreshed visitor experiences, aligned to
SoC’s DMP. However, equally important is the need to guide LGA Tourism Officers to understand
the tourism industry, the value of partnerships and logistics to assist businesses in their community.
A combined approach will establish strong foundations to encourage entrepreneurship and grow
reach through new partnerships in the wider tourism sector.

Whilst the top experiences on Tripadvisor for Carnamah-Eneabba are listed as:
1.
2.
3.
4.

Stockyard Gully National Park
Macpherson Homestead
Carnamah Historical Society and Museum
The Bank Gallery

the reality is that the ability for consumers to engage with these attractions and additional
experiences is limited by resourcing both online and in the community. There is a need to improve the
quality of content and the consistency of visitor servicing to demonstrate to potential visitors that
there is more to the region than they expect. Positioning Carnamah as a destination to not only stop
and visit, but to stay overnight and explore, resides in accommodation options being found online and
being instantly bookable on recognized accommodation booking sites including Booking.com,
Wotif.com, Expedia and others. Currently, a search for accommodation suggests the Coorow Hotel as
the best option for online bookings.

Key Objectives of Capability Building are:
• support new and established businesses in product and service development, trade
market-readiness, and business diversification and expansion;
• develop the skills and expertise of tourism operators to enhance business productivity;
• encourage and support business collaboration; and
• prepare businesses to aim for ‘best in class’ quality assurance to achieve tourism
accreditation.
GETTING STARTED
Establishing the needs of local businesses can be achieved through a tourism business health check,
the results of which should direct businesses to established support services. Whilst tourism logistics
is a specialized service, a programme of capability building is recommended that includes Mid-West
business services through the ‘Business Local’ support service of the Small Business Development
Corporation.

HOW TO BUILD CAPABILITY AND INCREASE DISTRIBUTION
Capability Building is about taking a tailored approach to tourism industry training through one-on-

REF

TASK

BUDGET

ASSIGNED

COMMENCE

COMPLETE

6.1

Initiate a tailored capability development program for the SoC
Community Officer to guide tourism development

TBA

SoC Economic
Development

Feb 2022

June 2022

6.2

Seek capability development mentoring to guide the Carnamah
Caravan Park in tourism operations and online bookings

n/a

CVCI

June 2021

June 2021

6.3

Establish a program of business support in general marketing for SoC
local businesses.

n/a

SoC

July 2021

Ongoing
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7.

VISITOR SERVICING

To align with the aspiration of the SoC community in recognizing tourism as a priority in economic
diversification, visitor servicing needs to be considered as a PRIORITY. Understandably, small
communities like Carnamah find this to be challenging when relying on the good will of volunteers. In
this instance, the need for online visitor servicing through an optimized, appealing tourism website is
even more important to satisfy the needs of visitors. However, if the community is clear in its intent
to invest in tourism, both offline and community services require a reimagined approach.
CONSOLIDATING RESOURCES

CREATING A COMPETITIVE ADVANTAGE
In addition to the community communication benefits, reimaging the structure of visitor servicing has
the potential to create a competitive advantage for Carnamah on the Midlands Road tourism route.
Currently, there are no accredited visitor centres on either the Wildflower Way or the Midlands Road,
meaning that there are no centres with a visible
on either of these access routes from Perth to Wildflower Country. Achieving Level 2 Visitor Centre
accreditation includes:
•

Working together as a ‘Close Knit’ community to pool volunteer resources has the potential to
achieve positive outcomes through:
•
•
•
•
•

Efficiency gains in business planning
Collaboration in development of tourism content and website proficiency
Co-ordination of volunteers to increase opening times of attractions, particularly in peak
season
Improved opportunities for grant funding
Consistency in destination marketing and access to partnerships

Implementing a collaborative approach to tourism is reliant on leadership which is representative of
relevant tourism stakeholders, ensuring consistent communication to their committees and
contributing to the SoC’s desire to strengthen Shire-community partnerships.

REF

TASK

7.1

•
•

Use of the yellow and blue ‘i’ sign trademark at point of business and on all promotional
and advertising material.
Listing as an Accredited Visitor Centre on key consumer websites including
westernaustralia.com, holidayinwa.com.au, Visitor Centres WA and WA’s five RTO’s
consumer websites in Western Australia.
Support through state and national marketing activities and campaigns, encouraging
travellers to visit an Accredited Visitor Centre.

Co-locating the current CVC and the Carnamah Historical Society and Museum would provide the
optimum tourism experience for visitors who will be more interested in seeking information at a
Museum than a community resource centre. Ultimately, achieving visitor centre accreditation is
about encouraging visitors to seek out Carnamah as a resource to enhance their visit and a catalyst
for driving increased patronage for retail and services.

BUDGET

ASSIGNED

COMMENCE

COMPLETE

Initiate an MoU in partnership with CVCI to provide Visitor Servicing
over agreed days, including seasonal considerations

n/a

SoC Economic
Development

June 2021

June 2022

7.2

Establish a protocol of visitor data reporting on a monthly basis from
local tourism stakeholders to be shared with the TMAC.

n/a

TMAC / CVC

July 2021

Ongoing

7.3

Proceed to secure Visitor Centre Accreditation through Tourism
Council WA

TBA

CVC

October 2021

December 2021

www.dtmtourism.com.au

Page 41

8. EVENTS
The tourism assessment has established that there are limited events in the SoC and that this is
considered a gap in the visitor economy. Events can be categorized as either COMMUNITY or
VISITOR events. They serve the purpose of showcasing quintessential experiences of the region
which spike visitation and drive awareness, which is then leveraged year-round.
Assessing the tourism opportunity for new events is about developing local capacity; this includes
accommodation, camping, amenities, tour operator linkages etc. The current reality for Carnamah is
that the accommodation is lacking to support larger visitor events and SoC needs to consider that
accommodation will need to be sourced in other locations to satisfy the need. This means that
partnerships need to be established in neighbouring towns. Likewise the shared facilities for events
needs to be considered.

tourism brand and defined target audience. A simple assessment matrix can be developed to
understand the tourism value and operational capacity.
In Year 1, the priority focus is to establish clear communication protocols to ensure that community
and visitor services are prepared for an increase in visitors as a result of planned events; specifically
sporting and wildflower-based events. Opening hours for meals are critical to visitor satisfaction.
A good place to start is to look to SOC destination competitive advantage for inspiration.
Suggestions of Events that make sense.
•
•
•
•
•

Anecdotally, stakeholders suggest that the biennial Art show is the biggest event for Carnamah and in
Eneabba it has been suggested that equestrian events in addition to the Campdraft, could be explored.
However, the brand will dictate the type of visitor event that is on message. In the first instance, an
event for Carnamah should be considered to leverage Agri-tourism and secondly, a wildflower event.

•

The SoC therefore needs to consider how proactive it wants to be in seeking new events or managing
current ones.
In both instances, the assessment of events needs to consider how it connects to Carnamah’s

REF

TASK

8.1

Annual Art show to tap into the rich art history
Sporting Events such as Bowling Tournaments to utilise the recreation facilities
Equestrian Events in Eneabba to reflect the stockyard history and cattle drives
Ancestory weekends across both towns
Agricultural Special Interest tours to explore new and developing broad acre farming
practices
Markets in wildflower season, possibly 1 per month for 3 months

BUDGET

ASSIGNED

COMMENCE

COMPLETE

A Tourism Committee is required to assess and co-ordinate local
events in partnership with SoC, with consideration to tourism
outcomes using an assessment matrix.

TBA

SoC Tourism Committee

TBA

Ongoing

8.2

A communication protocol is required between the SoC and the CVC to
share PR and Events information

n/a

SoC Community Officer

July 2021

Ongoing

8.3

Initiate a pilot visitor event and establish an operations plan to seek
tourism funding.

TBA

SoC Tourism Committee

TBA

8.4

Initiate a pilot community event and establish an operations plan to
seek community funding

TBA

SoC Tourism Committee

TBA
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9. DESTINATION MARKETING
In year 1 of a Tourism Marketing Strategy, it is recommended that the priority focus is applied to
building a foundational structure in managing marketing communications. This requires the SoC to
establish a leadership role for tourism, which will work in partnership with a tourism committee
(TMAC) to develop communication channels, manage content creation and represent the SoC in
tourism partnerships.

The PRIORITY is establishing a TOURISM WEBSITE and social media channels, together with
CONTENT DEVELOPMENT. These tasks are specifically responsible for encouraging visitation to the
region.
Once visitors are in the region, the development of collateral to support visitor servicing is needed,
which includes a regional visitor guide, business directory and town maps.

Ultimately there is a reality to budgets which can applied to Destination Marketing and expected
returns. This is where partnerships with DMO’s are most important. However, partnerships are only
as effective as the content which is shared with them. SoC needs to consider that adequate resources
will be needed in year 1.

REF

TASK

BUDGET

ASSIGNED

COMMENCE

COMPLETE

9.1

Establish all tourism social channels and website domain aligned to
www.visitcarnamah.com.au
Establish new social accounts as #visitcarnamah

n/a

SoC

June 2021

Sept 2021

9.2

Develop a content and social media plan

n/a

SoC

Sept 2021

Nov 2021

9.3

Redesign tourism maps and visitor guides aligned to new tourism
brand creative assets

TBA

SoC

Sept 2021

Ongoing

9.4

Investment in content development is critical, specifically in
positioning the Midlands Road as a designated tourism itinerary

TBA

SoC

Sept 2021

Nov 2021

9.5

Partner with ACC / Wildflower Way to leverage media & PR
relationships

n/a

SoC

Sept 2021

Ongoing
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