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Case Studies Series 2021 
Core Values Awards 2021 Entry 
 

Case Study 1: Love your Local. Love KalaCash Gift Cards  

    

Highlights at a glance:  

• A City of Kalamunda project within the Perth Hills of Western Australia. 

• City of Kalamunda partnered with Community Bank Forrestfield & High Wycombe Bendigo Bank 

(CBF&HWB) branches to create the first ‘buy local’ gift card program of its type in Western Australia.  

• The KalaCash Gift Card initiative is a cost effective, long-term program with a large multiplier benefit 

to the local economy.  

• The program stimulates and strengthens the local business economy, driving widespread community 

engagement via the ‘buy local’ ‘get to know your local’ messages.  

• Created to support local businesses during the pandemic and beyond. 

• City-led engagement progressed to IAP2 spectrum levels ‘Collaborate’ and ‘Empower’ resulting in a 

local business and community-focussed initiative.  

• The program benefited from an integrated communication and consultation campaign across a 

variety of platforms, delivered in multiple phases ensured a broader reach and awareness across all 

sectors of community. 

 

Key search words: Local government, community vision, initiative, buy local, love your local, 
#LoveKalaCash, #CityofKalamunda, community deliberative engagement, collaborative, Community bank. 

IAP2 Australasia Case Study Series aims to provide members with access to factual stories which demonstrate 
successes, challenges and insights from completed public participation projects. This free resource aims to 
increase practitioner knowledge, improve engagement practices and the experience of public participation.  

To access and search the Case Study Library/Database (IAP2A Members: head to the Member Resources Section)  

Want to know more about publishing a Case Study? Email info@iap2.org.au 
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1.0 Introduction 

 

This case study details the City’s KalaCash Gift Card program, a ‘buy local’ initiative that is the first of its 
kind to be rolled out in Western Australia. The City of Kalamunda 
(City) and the local Community Bank Forrestfield & High Wycombe 
Bendigo Bank (CBF&HWB) branches partnered to create the local gift 
card in response to the economic uncertainties caused by the 
pandemic, and longer-term discussions with local businesses and the 
community. Following collaborative meetings and regular 
communication with the City’s Economic Development and the 
CBF&HWB’s Community Development teams, a four-stage 
Communications and Engagement Plan with key milestones and risk 
management strategies was created.  

The program launched in 2020, during the COVID-19 pandemic, with 
engagement focused on creating a sustainable solution to connect 
local businesses and the community through the ‘Love Your Local, 
Love KalaCash’ message. Co-branded collateral was designed for each 
phase including stationary, social media campaigns, advertisements, 
Point of Sale (POS) material, flyers, signage, gift cards, packaging, 
media releases and website content. Adjustments were made 
throughout the project in response to stakeholder requirements, 
including the creation of mini campaigns to educate and engage local community groups resulting in a 
sense of ownership and showcasing product suitability as well as providing options for fundraising. 

The engagement highlighted how: 

» forming a partnership benefited the overall project by sharing ideas, enthusiasm, skills and workload; 
» local businesses and services were empowered to self-promote their involvement with the program, 

connect with the community, and build a stronger local economy; and 
» informing and involving the community in the ‘buy local – support local’ program has created 

sustainable economic and social long-term benefits and solutions. 
The engagement was instrumental in providing statistics to the City around local economic patterns. This 
data provided valuable insight into stakeholder needs and assisted the City to better support them. 

The initiative has enjoyed enthusiastic uptake from stakeholders and the community, with all benchmarks 
and targets exceeded. 
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2.0 Background  

 

The City of Kalamunda (City) is in the eastern metropolitan region of Western Australian with 4,375 local 
businesses (ABS, 2019) across a variety of sectors from retail to accommodation and arts to technical 
services.  

Recognising the important role an Economic Development Strategy plays in supporting and facilitating local 
economic growth the City developed a strategy, with community consultation, that was adopted by 
Council in late-2017. In 2020, the COVID-19 pandemic placed the immediate future of many small 
businesses in serious jeopardy, causing a sudden fall in demand for products/services, labour shortages 
and supply disruptions. People isolating at home were consuming less and making purchases in different 
ways. As part of a comprehensive risk management strategy, the City developed a range of support 
services and resources to help businesses during the crisis and recovery phase. 

In July 2020, the City partnered with CBF&HWB to implement a Community Gift Card Program by “Why 
Leave Town (WLT) Promotions. Aligning with the City’s strategy to provide funding for creative and 
innovative projects designed to assist local businesses recover from the effects of the pandemic, the 
initiative is the first of its kind to be rolled out in WA. The program stimulates and strengthens the local 
economy, while increasing community connectedness and engagement through the ‘Love your local. Love 
KalaCash’ message (Kala is associated with ‘home’ in the local Noongar Aboriginal language). The Gift Cards 
are loaded with funds between $10 to $1000 at nominated ‘Card Load Up Stores’. Local businesses register 
as card redemption stores where gift cards can be spent. From launch the project has seen strong support 
by local businesses and the community.  

The program launch aligned with the roll out of the Go Local First campaign, an initiative of the Council of 
Small Business Organisations Australia (COSBOA). 

Stakeholder Mapping & Analysis: The City undertook stakeholder mapping to understand who may have 
an interest or an impact on the project prior to creating a Communications and Engagement Plan (Plan) to 
address each stakeholder’s needs through an integrated strategy. 
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Keep Satisfied – Consult / Inform Manage Closely – Involve / Empower 

• Local Small Business Advisory Groups 
• Mayor and Councillors – decision makers  
• Council Executive – delivery of plans 
• Bank of Bendigo - (Project Partner) 
• Why Leave Town (WLT) (Program 

Administrator) 

• Local Business owners/operators inc. 
tourism, retail, food & beverage, economic, 
service-based etc 

• Kalamunda Chamber of Commerce 
• Advisory Groups 

Monitor - Consult / Inform Keep Informed - Involve 

• Media - have moderate level of impact as 
they are very influential in swaying public 
opinion/perceptions 

• Local community members 
• Residents  
• Local Developers  
• Visitors 

 Level of Interest  
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The Plan progressed to IAP2 spectrum level ‘Empower’, with the City engaging directly with program 
partners CBF&HWB and stakeholders throughout the process, incorporating feedback and 
recommendations into its decision-making ensuring a whole of community approach.  

With community safety a priority in 2020 due to the pandemic, a variety of tools requiring minimal physical 
contact were used to deliver the program and collect data including: 

» The City’s website as the one source of truth and linking to the City’s contributing nodes ie. 
engagement platform, social media, and external card administration site. 

» Social media campaigns were hosted on the City’s Facebook, Linkedin, Twitter and Instagram pages 
with content shared with program partner CBF&HWB and local businesses. 

» Mailchimp for Email Direct Marketing (EDM). 
» Workshops and meeting conducted via Microsoft Teams, Zoom, email and phone. 
» Face-to-face meetings with business operators, tailored to meet individual requirements and 

COVID-19 small group restrictions and protocols in place at the time. 

The Communications and Engagement Plan had the following core objectives: 

» Provide clear, relevant, accurate and timely information to the local small business community. 
» Ensure two-way communication with the business community and being open to feedback. 
» Information is accessible to the City’s diverse business communities. 
» Adapting communication strategies and methods to meet changing needs or requirements. 
» See a strong uptake of the program from local businesses. (Minimum of 50 in 12 months.)  
» See consistent long-term growth in the uptake from community members. 

3.0 Implementation 

The buy local KalaCash Gift Card Program was implemented in four stages: 

» Stage One: Investigate the implementation of a community gift card program as one possible 
support solution in activating the local economy; and corresponding budget(s). 

» Stage Two: Seek business community interest in the program, targeting key businesses. 
» Stage Three: Engaging with the local community and program launch. 
» Stage Four (2021- ongoing): Building program sustainability collaborating with current registered 

businesses, empowering them by providing tools and support to self-promote their program 
involvement and continue informing and involving the community in the economic and social 
benefits of buying and supporting local. 

 



5 | P a g e  
 

Risk Management 

The following project risks and possible mitigation options were identified: 

Issue / Risk Mitigation 

Slow uptake by Businesses 

Maintain communication. Strong marketing to convince businesses to be some 
of the first. Provide information and support implementing and sustaining the 
program. Promote the positive outcomes of the Program.  
Visitation by representatives from the City or CBF&HWB who have existing and 
trusted relationships with business owners to convince business onboarding. 

Business Community 
Opposition  

Advise, consult, and inform widely and provide regular updates and refresh 
messaging to align with buy local positioning. 

Bigger operators/businesses 
may dominate the Program 

Advertise widely and encourage ALL business operators to participate. 
Ensure a variety of contact methods, including on and offline to encourage 
access to support/advise. 

Lack of awareness; missing 
smaller businesses/those not 
online) 

Integrate on and offline communication activities to reach all sectors of 
community. 
Providing a personalised service and improve delivery to affected stakeholders. 

Slow uptake by community to 
purchase the gift cards 

Advertise widely and encourage ALL community members to participate. 
Promote the positive outcomes of the Program. 
Integrate on and offline communication to reach all sectors of community. 

 

This initiative was conducted on a relatively low budget to ensure cost effectiveness and as City funding 
was in a state of transition due to the COVID-19 pandemic, the City and CBF&HWB jointly funded the 
exercise. 

Stage One: Engaging with local business community to ascertain support of the program. 

As part of a comprehensive risk management strategy, the City engaged with local businesses to develop a 
range of support services and resources to help them during the pandemic and recovery. Collected data 
validated information compiled during the City’s Economic Development Strategy engagement processes.  

In 2020, project engagement included one-on-one, small group, and online Small Business Advisory 
Sessions to better understand the types of initiatives businesses would benefit from in the longer term 
(Giving Small Business a Voice Survey); and directly targeting 4000 randomly selected residents to 
determine demographics, current context, and trends (2020 Markyt Community Scorecard Survey). 

The City’s Economic Development and Community Engagement teams collaborated extensively with the 
CBF&HWB (Project Partner), and Why Leave Town (Program Administrator) to comprehensively research 
the initiative, ascertain viability, allocate preliminary budgets, and prepare a Memorandum of 
Understanding and other legal agreements. In person and digital engagement was conducted along with 
significant liaison with other Councils in NSW who shared information regarding the implementation of the 
program in their region.  
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Stage Two: Seek business community interest in the program, targeting key businesses. 

   
Following a series of brainstorming workshops, the City and CBF&HWB developed a Communications and 
Engagement Plan and co-branded collateral informing business owners of the program and seeking their 
interest. Point of Sale (POS) material was created and costed by the City and ‘tweaked’ to include 
improvements and suggestions following further consultation and workshopping with CBF&HWB.  

Collateral included: co-branded stationary, a social media campaign, newspaper advertisement, posters, 
flyers, pull-up banners, a media release and website content. A QR code linking to the KalaCash page on 
the City’s website, with query string, was added to key marketing material to assist with user engagement 
data and analytics.  

The City’s Economic Development and CBF&HWB’s Community Development teams then took to the 
streets to deliver a personalised service to businesses. The City followed up on its earlier Business Advisory 
Sessions, promoting an initial buy-in to the KalaCash Gift Card program, receiving feedback and suggestions 
about any additional support businesses needed. The teams also attended local Chamber of Commerce 
meetings presenting the initiative and taking feedback. 

The initiative received strong support and resulted in additional collateral (POS wobblers, table tents and 
window decals) being created, while other proposed collateral was removed from the launch plan (eg. pull-
up banners as businesses felt they would take up too much space on their premises and/or be a safety risk; 
and video too expensive). A co-branded launch pack consisting of collateral that met their businesses 
needs and centred on their feedback was provided to all registered businesses and a list of Frequently 
Asked Questions added to the website. 

A photographer visited registered businesses taking photos of business operators displaying a KalaCash 
placard, building hope despite the sluggish economic market, and a sense of excitement leading to the 
launch. The actions empowered business operators, by providing them with tools they could use and build 
on. The photos were used by the City and CBF&HWB for further promotion. 
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Communications and Engagement tools and objectives for Business buy-in 

Engagement Tools Objectives Targeted Stakeholders 

Letter Directly targeting potential businesses for initial start-up. Initially target retail businesses (but not 
to the exclusion of any parties) 
Expand to all businesses Printed Flyer  Print is tangible, tactile, is viewed as trustworthy and 

reaches business operators who are less technological. 

Media Release 
(MR) 

Initial MR issued detailing City position  
re: support for local business community.  

All Businesses (and providing the 
community with a ‘heads-up’ that 
exciting plans were being made. 

Website 
Linking to 
contributing nodes  

Accessible, translatable, transparent. Single point reference 
listing all ‘support’ information and resources. Links to the 
Business Registration content/form (Card Administrator 
site), Engagement Portal and Social Media. 

ALL 

Email Direct 
Marketing  City of Kalamunda Business Subscribers. All business subscribers/registered 

users 

Face-to-Face 
Provide business support. Providing a personalised service 
and improve delivery to affected stakeholders. Encourage 
initial buy into the program. 

Small business visitation - initially target 
‘bricks & mortar’ retail businesses (but 
not to the exclusion of any parties) 
Expand to all businesses 

Social Media 
Platforms: Facebook posts, LinkedIn, Twitter, Instagram 
Targeted posts can reach stakeholders and affected 
stakeholders through common social media channels 24/7. 

Businesses (ie. LInkedin and Twitter) 

Face-to-Face 
Business engagement – Drop in Booth at the City.  
Attendance and promo at Chamber events  
Attendance and promo at the CBF&HWB AGM. 

All businesses 

 

Stage Three: Engaging with the local community and launching the program. 

In November 2020, the KalaCash Gift Card program launched to the community via a media release, social 
media campaign and a pop-up stall at the local night markets with $2500 in KalaCash Gift Card giveaways. 
The pop-up stall was an opportunity to talk to community members face-to-face. As a result of feedback, a 
hard copy flyer was created listing participating businesses, and distributed in small batches throughout 
the City of Kalamunda and updated regularly as new businesses came on-board. A button was added to the 
KalaCash website page giving direct access to the latest version. 

Flyers, posters, website content, eNewsletter articles, a newspaper 
advertisement, and social media campaigns were used to inform the 
broader community with the message “Shopping local provides better 
opportunities for face-to-face customer service experiences, supports 
bespoke local goods, creates jobs, and keeps wealth and skills where 
we live, love and play.” The City asked the community to get to know 
their local butchers, bakers, and business makers. They were 
encouraged to share their favourite shop, service, or experience by 
gifting a loaded ‘Love Kala Cash’ card to friends and family. 

The QR code to a KalaCash website page, with query string, was added 
to key marketing material to assist user engagement and analytics. The QR code was used 7.6% of the time 
to directly access the website. 

 “This buy-local initiative  
has enabled better opportunities  
for face-to-face customer service 
experiences, supports bespoke  
local goods, creates jobs and keeps 
wealth and skills where we live,  
love and play.” Mayor Thomas 

https://www.kalamunda.wa.gov.au/kalacash
https://www.kalamunda.wa.gov.au/kalacash
https://www.kalamunda.wa.gov.au/community/business/kalacash
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Communications and Engagement tools and objectives for Community Launch 

Engagement Tools Objectives Targeted Stakeholders 

Media Release Launch of program to community Community 

Website Single point reference listing all ‘support’ information  All 

Newspaper Advert Reach all community who do not have online access  Local community 

Email Direct Marketing  Reach City of Kalamunda Subscribers All subscribers 

Social Media Reach 24/7 All 

Point of Sale promotions Visual, tangible  All 

Printed Flyer Reach all community who do not have online access  Local community 

Face-to-face Program Launch Competition Local community 
 

Following further brainstorming between the City and CBF&HWB, feedback from the local community, and 
to expand reach and build empowerment, engagement was extended to not-for-profit groups via 
campaigns and giveaways. For example, the City’s Local Hero Program and CBF&HWB’s sponsorship of 
Darling Range Sports College’s Movember fundraiser received KalaCash vouchers as prizes – feeding funds 
back into the local business economy and creating a more connected community. 

Further social media campaigns were created and shared across the City’s, CBF&HWB’s, participating 
businesses’ and community members’ pages. 

A high level of transparency throughout the campaign was created, with the community being informed 
about the number of registered businesses; and the total amount of cards sold, and funds loaded via social 
media.  

 

Images: 

1. CBF&HWB’s Facebook post re sponsorship of Darling Range Sports College’s Movember Australia. 

2. $2500 in KalaCash Gift Card giveaways at the Kalamunda Night Markets. 

3. Example of a Facebook post created and shared organically by a community account.  

https://www.kalamunda.wa.gov.au/community/business/kalacash
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4.0 Outcomes, impact, and insights 

 

Stage Four (2021- ongoing): Building the program into a sustainable model.  

The City and CBF&HWB continue to meet and collaborate with 
current registered businesses and share the necessary tools and 
support so they can self-promote their involvement with the 
program. By empowering local businesses and continuing to 
involve them in the feedback process, the City is meeting its 
objective of building community and promoting the 
economic and social benefits of buying and supporting local. 
In 2021, the Communications and Engagement Plan was 
updated following workshopping with partner, CBF&HWB to 
include further social media campaigns, eNewsletter content, newspaper 
advertising and putting pull up banners back on the collateral list for use at local pop-up events.  The 
program will regularly be revised to incorporate feedback from businesses, the local community, and 
analytics from digital channels.  

The initiative has been highly effective.  

Despite being in its early stages, the launch followed by a successful Christmas campaign saw $10,000 
loaded on the cards in first three weeks of the initiative, and easily surpassing the six-month targets: 

» Target: 50+ Businesses registered. Purchase of 100 cards at a value of $4000 (first 6 months). 
» Actual: 78 Businesses registered. Purchase of 207+ cards at a value of $15000 (first 5 months, 

March 2021). 

Key outcomes showing the impact of engagement. 

» The program is more than a gift card initiative. The program was created to build community and 
support local businesses. 

» Word is out – and other external parties have enquired about providing value-adding initiatives to 
build on the existing project and increase its viability and sustainability. 

» The economic benefits to the City are measurable and data is assisting the City to better 
understand local economic patterns as well as delivering insight into stakeholder needs and how to 
better support them. 

Key engagement takeaways 

» The project continues to have a significant, positive impact on local businesses,  
» The program’s engagement plan progressed naturally from ‘Collaborate’ to ‘Empower’ IAP2 

spectrum level with all stakeholders due to the City remaining open-minded, agile, listening to all 
stakeholders, and incorporating feedback at every stage (whenever practical). 

» An integrated communication and consultation campaign across a variety of platforms, delivered in 
multiple phases ensured a broader reach and awareness across all sectors of community. 

  

“This is a fantastic initiative to 
support local businesses in our 
community and encourage residents 
to shop local. The program is so 
easy to be part of and will benefit 
many local businesses.” 
Sara Colombini, The Clip Joint 
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Alignment with IAP2 Core Values for the practice of public participation  

IAP2 Core Values  Example or evidence from this project 
1. Public participation is 

based on the belief 
that those who are 
affected by a decision 
have a right to be 
involved in the 
decision-making 
process  

The City of Kalamunda’s partnership with CBF&HWB has been a success due to 
the strong communication between both partners.  The teams met regularly to 
collaboratively workshop and contribute to the overall Engagement & 
Communication Plan. The Plan was revised regularly, incorporating input from 
each party as the program rolled out. The City and CBF&HWB engage with 
business and the community for ongoing input into the running of the program 
and the opportunities for collaboration. Feedback is provided on an ongoing 
basis, with review also ongoing.  

2. Public participation 
includes the promise 
that the public’s 
contribution will 
influence the decision  

The City of Kalamunda and CBF&HWB have taken ongoing feedback from 
businesses to see what they need and adjusted to suit, this has included the 
development of additional materials and the like. At commencement, the 
partnership spoke to a number of businesses to ensure there was an appetite to 
proceed.  

3. Public participation 
promotes sustainable 
decisions by 
recognising and 
communicating the 
needs and interests of 
all participants, 
including decision 
makers  

The process of the partnership formation and MOU was focused on ensuring 
sustainability and clarity regarding decision making by recognising and 
communicating the needs and interests of all participants, including decision 
makers. For example, following further brainstorming between the City and 
CBF&HWB, feedback from the local community, and to expand reach and build 
empowerment the campaign was extended to not-for-profit groups via 
campaigns and giveaways. For example, the City’s Local Hero Program and 
CBF&HWB’s sponsorship of Darling Range Sports College’s, Movember 
fundraiser received KalaCash vouchers as prizes – feeding the funds back into 
the local business economy and creating a connected community 

4. Public participation 
seeks out and 
facilitates the 
involvement of those 
potentially affected by 
or interested in a 
decision  

The City and CBF&HWB, regularly correspond with each other providing updates, 
ensuring approvals, and continuing to visit local businesses to ascertain their 
feedback and offer support. We are focused on collaboration with all member 
businesses and encourage businesses to take the lead with their own 
promotions of the KalaCash campaign, providing resources to assist them as 
requested.  

5. Public participation 
seeks input from 
participants in 
designing how they 
participate  

The project is opt-in, meaning businesses could decide if they wanted to sell 
KalaCash or be a redemption store. Only businesses who wanted to participate 
did so, on their own terms. Offering KalaCash as incentives and prizes for 
community groups was implemented as community feedback supported an 
expanded program.   

6. Public participation 
provides participants 
with the information 
they need to 
participate in a 
meaningful way  

Online, hardcopy and face-to-face information was provided. The City created a 
comprehensive website with links to an engagement platform and supported by 
FAQs, a social media campaign and a number of face-to- face events. A launch 
event was also held with the local Chamber of Commerce.  

7. Public participation 
communicates to 
participants how their 
input affected the 
decision  

The City of Kalamunda and the CBF&HWB promoted businesses who have 
chosen to participate along with sharing the success stories in regard to how 
much money has been spent locally. 
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For more information about this project see: 

• www.kalamunda.wa.gov.au/kalacash  
• engage.kalamunda.wa.gov.au/kalacash-nfp-giveaway  
• www.whyleavetown.com/kalamunda 
• www.facebook.com/CityofKalamunda  
• www.instagram.com/cityofkalamunda 
• https://twitter.com/CityofKalamunda 
• www.linkedin.com/company/cityofkalamunda 
• https://www.bendigobank.com.au/branch/wa/community-bank-forrestfield/ 
• https://www.facebook.com/communitybankforrestfieldandhighwycombe 

 

 

To connect with the authors: 

• www.linkedin.com/in/karen-taylor-creative/  

To access and search the Case Study Library/Database (IAP2 Australasia members): Head to the Members 
Resources section of IAP2 Australasia.  

Want to know more about publishing a Case Study? www.iap2.org.au/casestudy  
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