
Section 82 Notice – Financial Management Act 2006 – Legislative Assembly 
Estimates Committee B – Supplementary Information B11 

 
 
Pursuant to section 82 of the Financial Management Act 2006, I give notice to both 
houses that I am unable to provide a response to the first part of Supplementary 
Information No. B11, requested during the Western Australian Tourism Commission 
(trading as Tourism Western Australia)) appearance at the Legislative Assembly 
Estimates Committee B (the Committee) 2014/15 Annual Budget Estimates hearing on 
Tuesday 20 May 2014. A copy of the request is attached for your information 
 
Supplementary Information No. B11 requests that the Committee be provided with a 
copy of Tourism WA’s analysis of the Experience Extraordinary campaign. I have 
considered the public interest in releasing this information, and while the public has a 
general right of access to information held by government agencies, this right has to be 
balanced against the need to not compromise the financial and commercial affairs of 
the State and other parties. 
 
In 2010, Tourism WA developed a brand positioning for Western Australia (WA): 
Experience Extraordinary. Phase one of the Experience Extraordinary campaign is 
estimated to have generated visitor spending of $73 million and a return on investment 
of $13 in visitor spending for every $1 invested (13:1). 
 
On 24 September 2013, the second phase of Experience Extraordinary was launched 
to media and industry. The launch unveiled two new television commercials and 
advertising to promote Western Australia to be used on free-to-air TV and press in 
Perth, Sydney and Melbourne and national pay TV and cinema. The commercials 
feature some of the State’s most breathtaking landscapes from the North West and 
South West. They encourage consumers to travel to a destination that is perceived to 
be far away and costly by providing strong, emotional and visually aspirational 
advertising material. The advertising aims to create an emotional connection by 
focusing on getting away from everyday life and reconnecting with those who matter 
the most, while experiencing the magic and beauty of extraordinary Western Australia. 
 
Tourism WA has a Market Research Services Panel Contract with five research 
providers, including Ipsos Pty Ltd (Ipsos) who were commissioned to provide testing 
and advice on the Experience Extraordinary advertising films.  
 
Quantitative research was undertaken in June/July 2013 to understand the 
effectiveness of the advertising as well as their effectiveness within the broader 
advertising landscape. The resulting Tourism Western Australia Advertising Evaluation 
Report (the Report) was provided to Tourism WA on 29 July 2013. 
 
The information requested has not been provided for the following reasons:  
 
 Firstly, the Report contains Ipsos confidential data (Ipsos norms) and proprietary 

information and may not be disclosed or reproduced without the prior written 
consent of Ipsos. Tourism WA was advised by Ipsos that it does not want the 
information it owns made publicly available. Ipsos is a well-known worldwide 
research leader with its headquarters in France and four offices in Australia. The 
release of its intellectual property into the marketplace would have a material 



adverse effect on the group’s business, financial position, its ability to achieve its 
targets or forecasts and ultimately its share price. Disclosure of its intellectual 
property could cause commercial harm to Ipsos, which may lead to litigation 
involving the State Government. 

 
 Secondly, the reality of working in a highly competitive and commercial 

environment is that failure to keep commercially sensitive information out of the 
public domain could result in a marketing campaign becoming increasingly 
vulnerable to the competitive activities of other State and Territory Tourism 
Organisations (STOs). If the research report was released, it would diminish 
Tourism WA’s competitive position. This would impact on the State’s business, 
professional, commercial and financial affairs, undermining our market position. If 
research testing information was made public, competing destinations would gain 
an understanding of the methodology that Tourism WA uses to assess marketing 
campaigns. This information could then be used by the STOs to alter their 
advertisements or actively counter play Tourism WA’s advertisements. 

 
 As recorded in the 2012/13 Annual Report, Tourism WA expects that the 

materials developed for the advertisements (images and video) will have a useful 
life of approximately three years commencing in 2013/14. This is a critical time 
sensitivity of two more years (i.e. the useful life of these assets).The costs 
associated with developing the advertising materials have been amortised over 
that timeframe - similar to the way Tourism Australia does for its major brand 
advertisements. If another STO had access to the Report and the methodology 
behind Tourism WA’s advertisement, then the money the State Government has 
already invested could be weakened for the remaining two years of the useful life 
of these assets.  

 
It is acknowledged that information that is commercially sensitive can be identified as 
such to the Committee. However, it is at the Committee’s discretion as to whether that 
information is kept private or released to the public. I was not prepared to take the risk 
in this instance. 
 
Tourism is an important economic driver for the State, contributing $7.7 billion last year 
and supporting 91,000 jobs. The State Government takes very seriously its 
responsibility to grow visitor numbers and drive tourism’s economic and media impact 
in the State.  
 
Tourism WA’s marketing campaigns are proven to generate significant increases in 
visitor expenditure, and as such, it undertakes appropriate action to safeguard 
information that may jeopardise the State’s active and strongly performing marketing 
promotional campaigns. 
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