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THE MISSION

Our mission is to ensure good governance of our capital City.

THE VALUES

The Council is:

about people

professional
enterprising
responsive
inclusive

making a difference

We value people i our community, our customers and
colleagues.

We take pride in our work.

We look for ways to create value.
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6.3 Christmas Decorations 2018...........ccceiiiiiiiiiiiiiiiiiii e 66
6.4 Update - Measurement System, International Relationships........... 77
COMMITTEE ACTION STATUS REPORT ...cooiiiiiieeice e 83
7.1 Committee Actions - Status Report.........ccoeevvviiiiieeeeiee e 83
QUESTIONS WITHOUT NOTICE ...ccooiiieiieeeeeeeeeeeeeeeeeeeeeeeeeeee 90
CLOSED PORTION OF THE MEETING.......cccitiiiiiiiiiieeeeeeeeeeeeiii e 91
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Economic Development & Communications Committee Meeting (Open Portion)
held Thursday, 24 May 2018 at 5:00 pm in the Lady Osborne Room, Town Hall.

COMMITTEE MEMBERS Apologies:

Cocker (Chairman)

Zucco

Ruzicka Leave of Absence:
Thomas Alderman T M Denison.
Denison

ALDERMEN

Lord Mayor Christie
Deputy Lord Mayor Sexton
Briscoe

Burnet

Reynolds

Harvey

1. CO-OPTION OF A COMMITTEE MEMBER IN THE EVENT OF A
VACANCY

2. CONFIRMATION OF MINUTES

The minutes of the Open Portion of the Economic Development &
Communications Committee meeting held on Thursday, 19 April 2018, are
submitted for confirming as an accurate record.

3. CONSIDERATION OF SUPPLEMENTARY ITEMS

Ref: Part 2, Regulation 8(6) of the Local Government (Meeting Procedures) Regulations 2015.
Recommendation
That the Committee resolve to deal with any supplementary items not

appearing on the agenda, as reported by the General Manager.

4. INDICATIONS OF PECUNIARY AND CONFLICTS OF INTEREST

Ref: Part 2, Regulation 8(7) of the Local Government (Meeting Procedures) Regulations 2015.

Aldermen are requested to indicate where they may have any pecuniary or
conflict of interest in respect to any matter appearing on the agenda, or any
supplementary item to the agenda, which the committee has resolved to deal
with.


../../../RedirectToInvalidFileName.aspx?FileName=EDC_19042018_MIN_908.PDF
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TRANSFER OF AGENDA ITEMS

Regulation 15 of the Local Government (Meeting Procedures) Regulations 2015.

A committee may close a part of a meeting to the public where a matter to be
discussed falls within 15(2) of the above regulations.

In the event that the committee transfer an item to the closed portion, the
reasons for doing so should be stated.

Are there any items which should be transferred from this agenda to the
closed portion of the agenda, or from the closed to the open portion of the
agenda?
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6. REPORTS

6.1 City Centre Marketing
File Ref: F18/18371; F17/113743

Report of the Senior Marketing and Promotions Coordinator and the
Associate Director Communications and Marketing of 17 May 2018 and
attachment.

Delegation:  Council
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REPORT TITLE: CITY CENTRE MARKETIN G

REPORT PROVIDED BY: Senior Marketing and Promotions Coordinator

Associate Director Communications and Marketing

1. Report Purpose and Community Benefit

1.1

2.1

2.2.

2.3.

2.4.

2.5.

2.6.

2.7.

2.8.

2.9.

The purpose of this report is to provide an update on Hello Hobart, a
marketing campaign for the Hobart city centre.

Report Summary

Hello Hobart is a marketing campaign for the Hobart city centre that
was endorsed by Council in 2016.

The campaign endeavours to showcase Hobart as a diverse and
interesting destination, focusing on a broad range of stores and
developing editorial style posts for social media that create dialogue
and discussion online.

The campaign is different from traditional shopping destination
campaigns, as it focuses on the experience of visiting the city and
encouraging exploration.

To date, the marketing components of the campaign include Facebook
and Instagram pages, a brochure, website, electronic newsletter to
retailers, civic banners, television advert, as well as general advertising.

The Hello Hobart Facebook page is performing well and currently has
5554 followers as at May 2018. The page has shown a steady growth in
followers over the last year, which shows that the content resonates
with the greater Hobart community.

Some of the posts created have reached audiences of over 47,000
people, with strong engagement, shares and many positive comments.

Social media is the ideal platform to promote the city centre, as it allows
for people to become advocates for the stores in the city centre as they
share and comment on posts.

Over 80 stores have been interviewed and featured on the Hello Hobart
Facebook page since August 2017. Itis envisaged that this number will
grow over time, as more stores are featured and more retailers become
aware of the campaign.

Through the Hello Hobart campaign, officers have developed a good
relationship with a number of key retail stakeholders in the Hobart city
centre and regularly engage with them on a one-to-one basis. New
relationships have now also been developed with H&M and the Icon
complex.
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2.10. Through the awareness of the Hello Hobart campaign, businesses have
engaged with officers directly to discuss store openings and activations
and have benefited from having a single point of contact through the
Communications and Marketing Division.

2.11. The campaign work undertaken to date provides a positive connection
between the City and Hobart centre business.

2.12. The campaign is performing well and future activities will include a new
website, further competitions and activities in the city centre.

3. Recommendation

That based on the success of the Hello Hobart marketing campaign for
the city centre the Council endorse the continuation of the campaign
with the annual cost of $75,000 being attributed to the Communications
and Marketing function in the draft 2018-19 budget estimates.

4. Background
4.1. At its meeting held 9 May 2016 the Council resolved the following:
AThat:

1. AiHell o Hobarto be endorsed as the ne
marketing strategy.

2. On completion of the twelve month marketing strategy evaluation
assessment, a further report be prov

4.2. The Hello Hobart campaign was endorsed by Council at a time when
city businesses were being negatively impacted by road closures,
footpath redevelopments and construction in the city centre. City
businesses sought assistance from Council to bring people back into
the city to shop.

4.3. The Hello Hobart campaign has the following three strategy objectives:

4.3.1. Objective one: for people to choose the city centre over other
shopping destinations, including online.

4.3.2. Objective two: to encourage people to stay longer in the city
centre and visit more often.

4.3.3. Objective three: to encourage city workers to spend more time
in the city.

4.4. The strategy takes a long-term view to create a solid foundation for
future years, thus reinforcing the Cou
economic development and the growth of the city centre moving
forward.
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4.5. Some delays were experienced with the start of the campaign as
officers sought to secure the registered trademark and website domain
before proceeding with the campaign.

4.6. The campaign uses social media as its main promotional tool, so it can
connect directly with target audiences and promote individual stores
and events in a timely and continual manner.

4.7. The campaign endeavours to showcase Hobart as a diverse and
interesting destination, focusing on a broad range of stores and
developing editorial-style posts for social media that create dialogue
and discussion online.

4.8. The campaign stands apart from traditional shopping destination
campaigns as it takes a more sophisticated approach, focusing on the
experience of visiting the city and encouraging exploration, rather than
a traditional campaign showing people shopping in the city.

481. Research indicated that people did
shopping bagsdé, as can be seen in t
advertising, and that they found the Hello Hobart campaign to
be different and refreshing.

4.8.2. Unique hand drawn illustrations were created to add interest to
the promotional collateral. The illustrations were tested through
a focus group and people found that this creative approach
reflected the original and quirky nature of Hobart.

49. The campaign has strong synergies with
campaign 6égo behind the sceneryod, as i
the products and the stores and give followers of the page a meaningful
connection with each store that is featured.

4.10. To date, the marketing components of the campaign include a
Facebook page, an Instagram page, a brochure, website, electronic
newsletter to retailers, civic banners, television advert and general
advertising.

Hello Hobart Facebook page

4.11. The objective of the Hello Hobart Facebook page is to raise awareness
of the Hobart city centre and encourage people to visit more frequently.

4.12. The Hello Hobart page creates a positive narrative on the city centre,
and regular stories continually remind local audiences of interesting
things to see and do in Hobart. The page showcases Hobart as a
unique and interesting retail, lifestyle and tourist destination.

4.13. The page also allows the City to provide marketing support for city
centre businesses, promote events and activities and communicate new
developments.
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4.17.

4.18.

4.19.

4.20.

4.21.
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The Hello Hobart Facebook page is performing well and currently has
5554 followers as at May 2018. The page has shown a steady growth in
fans, which shows that the content resonates with the greater Hobart
community.

The growth of the site has been primarily due to a focus on editorial-
style posts, as well as competitions to win shopping vouchers in the
Hobart city centre.

The page has promoted predominately independent retailers, and the
posts that have done well often have an interesting story and showcase
the business owners or staff.

To develop editorial for the page, officers will visit the store and
interview the business owners or staff. This provides face-to-face
contact with city centre businesses and helps to develop a good
understanding of the services provided so they can be promoted
successfully.

4.17.1. From time to time a consultant has been engaged to gather
additional content for the page.

The search for new content has led to a good rapport with city centre
businesses and officers have received many unsolicited compliments
from businesses that are pleased that the City of Hobart is helping to
promote their business.

Posts on new stores that have opened in the city centre often perform
well.

4.19.1. A post on the H&M store was posted on 30 January 2018 and
reached 20,157 people, received 500 reactions, 204 comments
and 26 shares.

4.19.2. A story on the new kikki.K store in Cat & Fiddle Arcade reached
48,881 people, attracted 1200 reactions, 721 comments and 56
shares.

Posts that profile smaller retailers who are committed to their artisan
wares or handmade products are also well supported by Hello Hobart
audiences.

4.20.1. An editorial story on Yambu, a Latin American café restaurant,
on 15 January 2018 reached 14,000 people, received 308
reactions, 119 comments and 25 shares.

4.20.2. A feature story on Bury Me Standing performed well with
audiences reaching 17,485 people, received 252 likes and
reactions, 20 comments and 17 shares.

Competitions to win vouchers to stores in the Hobart city centre have
played an important role in driving awareness of the Hello Hobart
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Facebook page, as well as helping to share the range and variety of
stores in the city centre.

4.21.1. In September 2017 a competition was run to win the ultimate
shopping challenge. The winner received $500 to spend on a
shopping spree in the Hobart city centre. To enter the
competition people had to list four shops in the city centre that
they would spend their prize on.

4.21.1.1. The competition performed well and reached 37,171
people, received 510 entries and had 47 shares.

4.21.1.2. The competition anecdotally provided some good
research on which were the most popular fashion
stores in Hobart.

4.21.1.3. Additionally, many of the entrants also listed
independent stores that the page had previously
featured, showing that awareness and popularity of
these stores was growing.

4.21.1.4. The winner was delighted with her shopping spree
experience and remarked on how the experience
had introduced her to stores in the Hobart city centre
that she had not known about and would visit again.

4.22. There are clear indications from the post comments and the increasing
|l i kes that the Facebook page is contri
the Hobart city centre.

4.23. People are reacting positively to the page with many people indicating
in their comments under each post that they are planning to visit the
stores featured. These people then become advocates for the stores
through their social media networks and their friends and families.

4.23.1. A post on Coterie and Co. on 6 March 2018, included many
comments encouraging people to visit the store for the food,
coffee and service. Many people responded by tagging their
friends and recommending a visit. This post reached over
16,000 people and was shared 45 times with 60 comments.

4.24. The page is meeting its objective of providing a forum and dialogue for
the Hobart city centre. People are rediscovering existing retailers and
are excited about new stores, and i importantly i they are sharing this
information within their online networks, becoming unofficial champions
and promoters for the Hobart city centre and for Hello Hobart.

4.25. Although Facebook continues to refine its business advertising criteria,
it still remains an important communication tool in Tasmania,
particularly as the growing trend is for people to spend more time on
social media and online.
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The page following is growing steadily each month, showing us that
there is a strong interest in quality stories about the Hobart city centre.
The page is also showing a strong organic reach, although due to
algorithm changes to Facebook, paid posts are now required to ensure
that posts are seen by followers.

It is the intention of the City to continue to promote city centre
businesses, continue to develop a positive rapport with retailers and
continue to provide reasons for people to visit the city.

collateral

Hello Hobart has also used a range of other advertising media to drive
awareness and interest in the campaign.

A brochure was developed for Hello Hobart which shows a map of the
city centre in relation to the Cruise Ship Terminal and waterfront. The
brochure has been widely distributed and can be found at the Cruise
Ship Terminal, Brooke Street Pier and the Tasmanian Travel and
Information Centre. It can also be found in cafes and hotels throughout
southern Tasmania.

Civic banners were produced to promote the Hello Hobart marketing
campaign. The banners are regularly displayed in the Hobart city
centre.

A television advert was created for Hello Hobart and aired in August
2017 and again in the lead up to Christmas to remind people about
visiting the city centre. The advert was also shared through social
media.

Postcards were created for the campaign and are available as
promotional giveaways during activations.

Posters for Hello Hobart were displayed in the lifts in city centre car
parks to drive awareness of the campaign.

The Hello Hobart website provides basic information and allows for city
centre businesses to be shown on a map with contact details. The
website is not ideal and cannot easily be modified without costs being
incurred.

4.34.1. A new website will be developed later in the year which would
be more useful for city businesses and consumers. This would
be a sub-site of the current City of Hobart website. The new site
would be easy for officers to update and would not incur any
financial cost to create, other than graphic design.

Information cards were printed to give to city centre businesses. These
show the contact details for the campaign, and encourage stores to sign
up to the mailing list and to share content with us so we can promote
them on the Facebook page.
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Activations

4.36. Several activations and events have occurred throughout the last 12
months under the umbrella of the Hello Hobart campaign.

4.37. Super Sidewalk Saturday was promoted as a Hello Hobart promotion in
August 2017. The event was extensively promoted through the website,
the Facebook page, a television advert, printed collateral and posters.
During Super Sidewalk Saturday, staff wore Hello Hobart t-shirts and
distributed Hello Hobart postcards to people at the event.

438. A chi | dr e n-ia storybaok wasicreated dor Christmas 2017.
This was distributed by the Elizabeth Mall Booth and businesses in the
city centre. The book included a treasure hunt to find stickers in the city
centre. Children had to solve the clues to locate the stickers located in
stores within the Hobart city centre. Copies were also distributed to the
Doone Kennedy Hobart Aquatic Centre and the Tasmanian Travel and
Information Centre to distribute to children and families. The activity
was also promoted on local radio.

4.39. On 5 May 2018, a Hello Hobart activation was staged for the opening of
the H&M store in Hobart. Staff wearing Hello Hobart t-shirts handed out
branded cupcakes to people waiting in line for the store opening. 300
cupcakes were given out and people were encouraged to like Hello
Hobartds soci al media accounts.

4.40. The activation was very successful with many people learning about
Hello Hobart and liking the Facebook page on the day. Additionally,
many people in line were also followers of the page already and were
very enthusiastic about the stories and content that was being shared.

Engagement with city centre retailers

441. A retailer workshop was held at Hadl ey
2017. This workshop provided an initial briefing of Hello Hobart, its
goals and objectives and promotional opportunities available to stores.

4.42. Over 80 stores have been interviewed and featured on the Hello Hobart
Facebook page since August 2017.

4.43. The City of Hobart has a good relationship with a number of key retalil
stakeholders in the Hobart city centre and regularly engages with them
on a one-to-one basis. Key stakeholders include the management
team at Cat and Fiddle Arcade, Centrepoint, Myer, Les Lees and Red
Herring Surf. New relationships have now also recently been
developed with H&M and the Icon complex.

4.44. These relationships have been very useful. Businesses have engaged
with officers directly to discuss store openings and activations, and
have benefited from having a single point of contact through the
Communications and Marketing Division.
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4.45. Hello Hobart has established a mailing list of over 250 businesses in the
city centre. This mailing list was originally collated during Super
Sidewalk Saturday, when officers visited each business to gather their
contact details. This email list is a very effective communication tool and
allows the City to share information in an economical and timely way.

4.46. A regular Hello Hobart newsletter is sent to city centre business to
inform them of marketing opportunities and activities that they can
participate in, as well as inform them about the City of Hobart marketing
grants.

Feedback from retailers and industry

4.47. The City of Hobart has worked collaboratively with the Hobart Chamber
of Commerce in the past, and the Communications and Marketing
Division regularly met with its Business Development and Relationship
Manager, prior to the recent disruption within the organisation over the
past year.

4.48. Dr Louise Grimmer is a retail academic and researcher in the Tasmanian
School of Business and Economics at the University of Tasmania. She
supports the work that the City of Hobart is undertaking through Hello
Hobart.

448.1. 6 The visible improvement in the r1et
experience and overall confidence in the Hobart CBD can
certainly be attributed, in part, to the work being undertaken
through the OHell o Hobartoé initiatdi

4.48.2. dhis work is focused on building the brand of the City of Hobart
as a destination featuring an array of boutique, national and
international retailers, as well as fine food and more casual and

A

innovative eateries. 0

449. Katinka Challen is the owner of O&6Lily
located on Elizabeth Street. She supports the Hello Hobart marketing
campaign, as it promotes smaller retailers who may not have marketing
budgets of their own.

449.1. 6Hel | o Hobart has really helped to
quite literally, via its website and brochure that visitors use to
find our stores! As a locally owned small business in a strip of
independent cafés and bars, we dondédt have the mark
spend of large chains, so the support we receive through Hello
Hobartdos digital marketing channel ¢
Facebook stories about our crochet classes and Tasmanian-
made gifts have enabled us to extend our reach.
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Further, Hello Hobart highlights the diverse retail mix that is our
city; supporting precincts like midtown to grow through
increased footfall and bringin
proposition. Both | ocals and vis
sceneryo® beyond the high street and
Hobart encourages shoppers to move beyond the malls and

A

shop |i ke a |l ocal . o

g aut
[ [

Research

4.50.

4.51.

4.52.

4.53.

4.54.

4.55.

4.56.

4.57.

Research has been conducted in the Hobart city centre to gauge
awareness of the Hello Hobart campaign and measure key baseline
performance indicators, such as average spend of shoppers in the city
centre, visitation frequency and sentiment.

In 2015 the first research study was conducted to obtain benchmark
data prior to the commencement of the marketing campaign. In
November 2017 a second research study was conducted, enabling a
comparison of the results between the two-year period.

Both research studies interviewed 300 members of the general public
and provided a similar demographic split of people from the greater
Hobart area, as well as a good proportion of workers and non-workers
(visiting the city for shopping, appointments or for personal reasons).

The research found that the frequency of visitation was very similar to
the previous period, with 70% of non-workers visiting the city at least
weekly and 19% visiting on at least a monthly basis.

Average spend was slightly down on 2015 figures, with city shoppers
spending an average of $58 per person compared to $67 per person in
2015. The average spend by Hobart city workers was $25, which is
unchanged from the previous period.

When respondents were asked to rate the key aspects of the city, such
as the presentation of the city, atmosphere, variety of shops, customer
service, general presentation and cleanliness, toilets and parenting
facilities, most categories showed a positive percentage increase.

4.55.1. Overall the number of people providing a positive rating (a 4 or
5 score out of 5) increased from 55.7% in 2015 to 65.5% in
2017.

The only key aspect that received a decrease in positive rating was for
parking, which decreased from 53.6% in 2015 to 47.6% in 2017. This is
a drop of 8%, with the comments relating to the lack of available parking
and perceived expense.

A comparison with online shopping has found that close to 70% rated
the city centre better or about the same as shopping online.
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4.58. One of the benchmark indicators was to gain an understanding of the

city centre marketing campaign. When surveyed, 14% of workers were
aware of the Hello Hobart campaign in the city centre. Additionally
13.2% of all females were aware of the campaign.

4.58.1. Although this percentage may seem low, this is a good
awareness for a new campaign, where traditional radio and
television has not been widely used.

5. Proposal and Implementation

5.1.

5.2.

5.3.

5.4.

5.5.

5.6.

5.7.

5.8.

The components of the Hello Hobart marketing campaign that have
been developed over the past 12 months provide for a solid foundation
for future activities.

The campaign will continue to expand its online presence, using social
media to grow awareness of the Hobart city centre.

Officers will continue to engage with the business community, as they
interview both new and existing city centre stores to feature on the
Facebook and Instagram pages.

Hello Hobart activations and competitions will continue to be run
throughout the year, driving awareness with the local community and
visitors alike.

Planning is underway to redevelop the website so that it is more
functional and provides more promotional opportunities for city centre
businesses. The relaunch of the website will also enable officers to
promote the new features of the overall campaign to city centre
retailers.

The Hello Hobart television commercial will screen on local stations,
where budget permits, during key retail periods.

Civic banners for the campaign have just been recently reprinted as the
existing ones had faded. It is envisaged that these banners will be
displayed in the city centre periodically throughout the year.

The campaign brochure will continue to be distributed through the
Tasmanian Travel and Information Centre and Tourism Brochure
Exchange, ensuring that it is widely available throughout southern
Tasmania, cafes, hotels and airports.

6. Strategic Planning and Policy Considerations

6.1.

This item responds to Goals 1 and 4 of the Capital City Strategic Plan
2015 - 2025, namely:

Economic Development, Vibrancy and Culture-A Ci ty gr owt h, vi k

and culture comes when everyone

partic
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Financial Implications
7.1. Funding Source and Impact on Current Year Operating Result

7.1.1. An allocation of $75,000 for the Communications and Marketing
function, for the Hello Hobart campaign, has been included in
the 2017-18 Annual Plan.

72. Il mpact on Future Yearso Financi al

7.2.1. An annual budget allocation of $75,000 is required for the
Communications and Marketing function, for the Hello Hobart
campaign for future years.

Legal, Risk and Legislative Considerations

8.1. The social media risks have been explored and a risk matrix has been
prepared to identify relevant actions, should any negative commentary
or issues appear on the Hello Hobart Facebook page.

Marketing and Media

9.1. The Hello Hobart marketing campaign is a City of Hobart initiative.
Recognition of the City of Hobart is promoted through the use of a logo
lockup on all collateral.

9.1.1. Additionally, when introducing new businesses to the campaign,
officers always explain that the campaign is a City of Hobart
initiative.

9.1.2. The logo lock up has been extensively used through print
advertisements and television advert.

Community and Stakeholder Engagement

10.1. As detailed in this report extensive engagement has been undertaken
with city centre retailers in the development and promotion of Hello
Hobart.

Delegation

11.1. This matter is delegated to the Council.

Resu
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As signatory to this report, | certify that, pursuant to Section 55(1) of the Local
Government Act 1993, | hold no interest, as referred to in Section 49 of the Local
Government Act 1993, in matters contained in this report.

/ Vh

Trish Stagg Umesh Ratnagobal

SENIOR MARKETING AND ASSOCIATE DIRECTOR
PROMOTIONS COORDINATOR COMMUNICATIONS AND MARKETING
Date: 17 May 2018

File Reference: F18/18371; F17/113743

Attachment A: Hello Hobart Campaign Brochures g
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Attachment A - Hello Hobart campaign examples

Brochure

SHOPPING %" any < HELLO
CENTRES FOR [ _ HORART
SEASONAL f »

?&IL;NXD;VMR ) K PARKING SPACES :.:
: F . 90 MINUTES" FREE PARKING MON-SAT =
GREAT COFFEE. ] S| 3HOURS® FREE PARKING SUNDAY =
X For further information visit \1’
AND : : )
DISCOVERTHE & HOBART'S Follow us on Facebook and Instagram g
UNEXPECTED. ,i JB = ARCADES FOR
" S E \ g HIDDEN GEMS T
' ¥ aoiock  HELLO | 2 REDISCOVER HOBART' CITY CENTRE

) TREASURES ~ HOBART | Tl

STVLE, SOUL °
ANDCITY o
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General advertising

-

REDISCOVER HOBART’S CITY CENTRE

NEW STORES | FAVOURITE SPOTS | SHOPPING INSPIRATION | ENTERTAINMENT

An initiative of

Follow us on Facebook and Instagram
@HelloHobartTasmania 5=

FOR FURTHER INFORMATION VISIT HELLOHOBART.COM.AU Cityof HOBART
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Civic banners
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HELLO
HOBART

HELLOHOBART.COM.AU

HOBART

HELLOHOBART.COM.AU

An Initiative of

An Initiative of
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Cityof HOBART

Cityof HOBART
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Postcards




Item No. 6.1 Agenda (Open Portion) Page 23
Economic Development & Communications Committee Meeting ATTACHMENT A
- 24/5/2018















































































































































































































