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Monthly Breakdown

January february march TOTAL

new FACEBOOK
FOLLOWERS

23 33 71 127

FACEBOOK PAGE
reach

2,367 59,569 36,577 98,513

 new INSTAGRAM 
FOLLOWERS

29 36 136 201

INSTAGRAM PAGE
REACH

2,155 2,291 4,714 9,160

WEBSITE VIEWS 28,275 38,682 34,139 101,096
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Website
Users

Where Are our users from?

Average engagement timeViews

49,004 37s101,096

We received views from across the globe, with users from over 110 countries coming to our website. 

top cities

  97.8%   82.9%    24.5%

statistics compared to last quarter
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Website
top 10 most viewed pages
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AI
We previously spoke of how the increase of AI usage is causing a global decline in website views. We recently 
discovered a program that scores websites based on their readability and discoverability through AI platforms 
such as ChatGPT and Copilot.  

Read below to see how our Destination Harvey Region compares to other tourism bodies.
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Website - Blog posts
Visit website - blog

invest website - blog
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Corporate website - blog
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accommodation 
Alongside the Shire of Harvey's Planning, Building and Health teams, we have clarified and streamlined the approval 
processes on short-term accommodation providers in the Harvey Region. 

Accommodation options are imperative to a thriving tourism region and as shown in our top website pages, places 
to stay is the top interest to users on the Harvey Region website. By improving the approval process we have been 
able to advertise and promote many more options on our website, social media channels and through our email 
database.

In this quarter, we added 32 new accommodation properties to the Harvey Region website. 

We also improved the search and filter functions on the Places To Stay landing page, to allow users to easily find 
properties that match their preferences.

We have also created a snapshot report, which analyses data from the Short Term Rental and Accommodation 
Register, highlight accommodation demand and peaks as well as general accommodation facts of the Region. 

You can view the report here.
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Social Media - Facebook

Social Media - Instagram

9,160

98,513

584

236,178

85,701

1,935

3,706

823

201

127

36

5,525

Total Reach

Total Page Reach

Total Accounts Engaged

Total Page Views

Total Views

Total Page Visits

Total Content Interactions

Total Post Interactions

New Followers

New Followers

Pieces of Content Shared

Link Clicks

   130.4%     209.4%     402.3%

  149%  91.6%  38.8%

   78.5%    82.7%

   189.4%

 9%

Statistics compared to last quarter's results
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Top performers social media

facebook

Views 18,060	
Reach 10,856
interactions 72	

instagram

Views 67,624	
Reach 52,836
interactions 1,905	
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Harvey harvest festival
A much-anticipated event in the Harvey Region calendar - The Harvey Harvest Festival. Celebrating the 
heritage, growers, producers and culture of our region, we aimed to promote this exciting event across the 
region and beyond. 

social media campaign
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Newsletter blast

website blog
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Perth food adventures x harvey harvest festival

To assist with showcasing the Harvey Harvest Festival Long Table Lunch as a premier food experience, as 
well as appealing to a younger demographic, we worked with one of Perth's biggest foodie influencer, 
@PerthFoodAdventures to attend the lunch and share the experience with their large and loyal following.
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As a result of our marketing campaign of the Harvey Harvest Festival, we generated quite a buzz with online 
media covering the festival weekend, further promoting the events.

The Perth Is OK! feature promoting the Harvey Harvest Festival 2026 provides valuable targeted digital exposure to a 
highly engaged Perth-based audience actively seeking events and weekend experiences. 

As a leading local media platform, Perth Is OK! reaches a large metropolitan audience through its website, social 
media, and EDM channels, positioning this coverage as high-intent promotion. Using conservative digital advertising 
benchmarks, a feature of this nature is estimated to deliver approximately $1,000–$2,500 in base media value, 
increasing to $3,000–$7,500 when applying a standard PR multiplier to reflect the higher trust and influence of 
editorial content.

Given the strong proximity of Perth audiences to the Harvey Region, applying a modest 1–2% conversion rate suggests 
the potential to drive ~200–800 visitors to the event. With average visitor spend of $180, this equates to an estimated 
$36,000–$144,000 in regional economic impact. This highlights the effectiveness of hyper-local media platforms in 
converting awareness into actual visitation, particularly for drive-market events like the Harvey Harvest Festival. 
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perth local x harvey region
To promote our region to a Perth audience, we worked with Lisa Gageler from @PerthLocal on an exciting 
partnership. Lisa, who is known in Perth for sharing fun and unique experiences across the state, spent a couple 
of days exploring the region and capturing some of our exciting offerings.

Across her social media platforms, Lisa has an impressive 187K followers, with the majority of her following 
being Australian females aged between 18 - 45.

We worked with local tourism operators to support her visit, and we will be sharing further insight of this 
campaign with our operators to further understand how impactful these sorts of partnerships can be.

In addition to the collaboration and promotion, we also gained fresh photography for our own database.

The collaboration generated strong digital reach and high-intent engagement, delivering a total of 98,786 video 
views across Instagram, supported by meaningful interaction including 1,259 likes, 28 comments, 1,596 shares/
sends, and 1,621 saves. Notably, “saves” and “shares” are considered high-value actions in travel marketing, 
as they indicate users are actively planning or recommending a future visit. Additional exposure on Facebook 
further amplified reach, with 1,275 likes, 240 comments, and 156 shares, extending visibility into local community 
networks. 
 
Using standard 2026 influencer benchmarks, content with ~100,000 views typically equates to a paid media 
value of approximately $2,000–$4,000, which increases to $6,000–$12,000 in PR value when factoring in the 
higher trust of organic recommendations. Based on a conservative 1–2% conversion rate, this campaign has 
the potential to drive ~1,000–2,000 visitors to the Harvey Region. At an average spend of $180 per visitor, this 
equates to an estimated $180,000–$360,000 in regional economic impact. 

reels
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venue spotlight posts

website blog post TIKTOK



Harvey Region Communications Report | Q3 2025/2026 18

coverage
australian traveller
Article: A Guide to 31 of Australia's Big Things

Perthisok!
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coverage
RAC
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social coverage

@HASHTAG.SUE

@perthmumma.littleg


