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TOURISM — ADVERTISING — LOCAL CONTENT 
Grievance 

MR V.A. CATANIA (North West Central) [9.31 am]: My grievance today is to the Minister for Tourism and it 
highlights some of the enormous challenges being experienced by operators as a result of the mandatory lockdown, 
Western Australia’s locked border, limited supply chains, the fact that we are still rebuilding and the sudden influx 
of Western Australians now exploring our wonderful state. 
As the Premier pointed out in Parliament yesterday, Western Australians, and many Western Australian businesses, 
are in a fortunate position compared with others in Australia. Although the removal of regional borders and the 
increased movement of people within WA has been hugely beneficial to the industry that was decimated after having 
to effectively shut down and accrue large fixed-costs debts, we need to remember that it is still far from business as 
usual. Unfortunately, many are still not able to capitalise on this increased visitation for many reasons, with the most 
pressing reason being that they are unable to source workers. Even if many businesses in Exmouth, Coral Bay, 
Shark Bay and Kalbarri could get workers, there is no accommodation available for them. Support for businesses at 
the forefront of tourism and hospitality is crucial and obvious to most, but there are many, many other associated 
businesses and industries in WA that support tourism that have been impacted by COVID-19 that also need the state’s 
support. This includes preserving our crucial, local, creative and artistically talented advertisement agencies.  
With the Western Australian state government pushing for locals and local businesses to support each other, 
spending local at all levels will undoubtedly help our intrastate economy. Although we have all been encouraged 
to spend locally and support local businesses, it seems from the Tourism WA website and anecdotal information 
that, unfortunately, some local businesses that have been developed to support tourism have not been supported in 
favour of eastern states organisations. It seems that the Tourism WA management team has a strong connection 
with the east coast, with some senior people originating from the east. They have worked for businesses in the 
east, which have subsequently been awarded local WA contracts over and above local agencies and companies. 
Surely, that is not in keeping with the Buy Local policy because it does not support and grow our own local WA 
talent and businesses. It seems that Tourism WA is currently guided by a management team that is completely 
from the eastern states or overseas. Is it true that the managing director recently moved his family from Bali, where 
they were residing, to Western Australia due to COVID-19? Is it true that the deputy managing director is living 
in New South Wales with his family and that he runs Western Australian tourism interests from his Sydney office? 
Is it true that the marketing director moved to Western Australia from New South Wales after leaving a senior role at 
The Monkeys, which, I understand, is the advertisement agency that was subsequently appointed as Tourism WA’s 
lead ad agency ahead of leading local agencies The Brand Agency, Marketforce and content producer Sandbox Media? 
Surely, that is not the buy-and-support-local approach that we have all been asked to adhere to while millions of 
dollars in creative fees have been sent to NSW.  
The Western Australian government announced that it has, at a significant but undisclosed cost, employed another 
NSW tourism expert, John O’Sullivan, who oversaw the employment of the advertising agency that produced 
the $38m Crocodile Dundee II advertisement, which was played during the Super Bowl in the United States. He 
is ex-Tourism Australia and close friends with the deputy managing director and managing director of Tourism WA, 
who are both from NSW. How much money is the government spending on interstate expertise to run the 
WA tourism industry when local investment in the sector has dried up? It seems that the government is supporting 
east coast–based talent, limiting investment in developing local tourism industry talent to help run the industry. Surely 
senior local industry people would be best placed to consult on campaigns such as Wander out Yonder, which, it 
has been claimed, is a record $2 million campaign that seems to have almost no television component at all. It is 
still the largest reach of any media. I have been advised that The Monkeys has been paid around $400 000 to create 
the Wander out Yonder campaign. It has been reported that booking agency Initiative will receive about 11 per cent 
of the $2 million campaign for booking the advertising—that is, $620 000 spent before a single advertisement is 
produced. Is it true that there is no television advertising because there simply was not enough money available 
after the exorbitant bookings and creative costs that are being spent interstate and not with local companies? Is it 
true that Tourism WA marketing budgets provided to support the local industry are actually less than the spend 
allocated in 2019 after the claim of a record campaign and increased investment in tourism marketing? 

The claim is that money is being juggled between budgets when the real effect is that local tourism has fewer 
real dollars than last year to promote local tourism. Tourism WA’s April 2020 report titled “Visitation to 
Western Australia: Overview” shows that 80 per cent of all visitation and spend in Western Australia is made by 
locals—that is, Western Australians holidaying in their own state. Approximately 12 per cent of visitors in 2019 
were from interstate and eight per cent were from overseas. It seems that the department will receive in excess of 
$200 million in state government funding this calendar year, but this money is not being spent with local businesses. 
When actual budgets are reviewed, local market spend to activate Western Australian spend is less than 20 per cent 
of Tourism WA’s marketing spend with 80 per cent set aside for international and interstate. What business would 
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survive spending 80 per cent of its budget marketing its product to 20 per cent of its customers? Instead of re-diverting 
that 80 per cent to engage locals to travel intrastate, it has been forced to be deferred to the 2021 budget. Is that true?  

The state government needs to put a 100 per cent moratorium on all state expenditure of government funds instead 
of demanding that all government departments support local businesses and services, particularly in the hospitality 
and tourism sectors. In the case of local advertising, the local agencies would be given a chance to let their skills 
shine, money would be spent with local media promoting the industry and investment in local companies and 
tourism infrastructure would see improved experiences and services for all visitors travelling around WA, regardless 
of their origins. 

MR P. PAPALIA (Warnbro — Minister for Tourism) [9.38 am]: What an extraordinary presentation 
masquerading as a grievance—incredible. The member for North West Central has just conveyed exactly how 
little he knows about tourism. It is extraordinary that he has come into this place and made derisive comments and 
unsubstantiated claims about the high-quality leadership of Tourism Western Australia. I will say in this place right 
now that, firstly, the managing director of Tourism Western Australia is a Western Australian. If the member’s 
informant is incapable of identifying that Brodie Carr is a born and bred Western Australian who has also, funnily 
enough, had an expansive career around the globe and was selected as the best candidate from the biggest ever 
field of applicants for the role — 

Mr V.A. Catania: Where do they live? 

Mr P. PAPALIA: It is none of the member’s business where he lives! Brodie Carr is the best leader of the best 
tourism agency in the country. It is extraordinary that the member for North West Central would deign to come in 
here and air such ridiculous comments. Brodie Carr is an excellent managing director of Tourism WA. The fact 
that he has travelled the world and is a self-made man who had his own tourism marketing business in Europe is 
a good thing for Western Australia. The fact that he has garnered experience in tourism on the east coast is a good 
thing for Western Australia. Bear in mind that we are in the COVID pandemic right now, but as the Minister for 
Tourism for Western Australia, I hope that one day the borders will be open and we will be able to access those 
markets that we were doing so well in before COVID arrived. The last two years, which were overseen by Mr Carr 
in his role, saw the biggest growth in out-of-state visitors to Western Australia in history. It is far in excess of 
anything that was ever achieved under the previous government or any other governments in Western Australia 
since we have had a tourism agency. 

Tourism Western Australia was and is the best performing agency of its type in the country. The fact that it can 
access only the Western Australian market at the moment is exactly the same for every other tourism agency in 
the country. However, it is doing the best. We have the most open and active intrastate tourism market in the 
country. Our economy is undeniably better than anyone else’s in the country and Western Australians are travelling 
to the regions like they have never travelled before. The Wander out Yonder campaign is an absolute success. 
Wander out Yonder is working. It is not about television advertising. There is a range of media by which we can 
convey to a market the opportunities that are available to it. A lot of the money that is spent in the Wander out 
Yonder campaign is focused on partnerships. We have partnerships with hotel chains, the RAC and tour operators. 
Clearly, we are promoting tourism effectively and the campaign is working. More people are going to the electorate 
that the member for North West Central purports to represent than have ever been. More Western Australians are 
discovering the beautiful coral coast tourism region than have ever before. 

I refer to one issue that I think should have been a question on notice rather than a grievance, which the member read 
out word for word as conveyed to him by some aggrieved individual. I will read the response I have about the creative 
agency The Monkeys. The member obviously has some concern that the best agency getting a job is not the best process 
for Western Australia and he feels that we should choose someone who he would like to have the money rather than 
have an open and competitive process whereby an independent panel determines who should get the contract. 

Tourism WA’s contract with Cummins&Partners for strategic and creative advertising services expired in 
November 2019. It was not Western Australian. That is the company that the member’s government used to use. 
An open tender process for a new agency was carried out in accordance with State Supply Commission policies 
and the Western Australian industry participation strategy. There were no restrictions on who could bid and the 
procurement was facilitated by the Department of Finance. The evaluation process resulted in a recommendation 
to appoint one agency to strategic and creative services, and four agencies to production and implementation 
services. Three of the four agencies appointed to the production and implementation panel are from WA. They are 
The Brand Agency, Marketforce Group and Sandbox Productions, with the fourth agency being Sydney-based 
The Monkeys. The successful lead agency, The Monkeys, is a multi-award-winning agency with offices in Sydney 
and Melbourne. Other local agencies were evaluated; however, they were not competitive in the appointment 
process. Tourism WA’s creative advertising service agencies were all officially appointed on 19 February 2020. 
The estimated contract award value is $18 million over five years, and has been divided into strategic and creative 
services, which will get $6 million; and implementation and production services, which will get $12 million. 
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It is not outrageous to suggest that an agency with a lot of knowledge of Sydney and Melbourne where, pre-COVID, 
most of our interstate market was drawn from, won the contract. That is not outrageous. In an open and competitive 
process, it won the bid. Many Western Australian companies are associated with the contract too. Three out of the 
four companies are Western Australian. It was a ridiculous grievance. 
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