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TOURISM WESTERN AUSTRALIA — DOMESTIC MARKETING CAMPAIGN 2010–11 

Statement by Minister for Tourism 

DR E. CONSTABLE (Churchlands — Minister for Tourism) [12.03 pm]: I would like to update the house 
on Tourism Western Australia’s 2010–11 domestic marketing campaign, which I launched today. This 
$7.9 billion multifaceted marketing campaign builds on the significant momentum generated by the Experience 
Extraordinary brand. As I said when the brand was launched in February, Experience Extraordinary markets the 
destinations and experiences unique to Western Australia. This new campaign features the stunning imagery and 
passenger experiences from the Extraordinary Taxi Ride. The strategy is to make sure that our brand marketing 
is accompanied by strong consumer offers; that is why partnerships like the one with Jetstar that I announced in 
August are so important.  

This campaign includes cooperative advertising with a range of travel partners who are contributing $3 million 
to the campaign. I can tell members that the Extraordinary Taxi Ride campaign has built up demand among our 
target consumers. It has increased the desire to travel to Western Australia amongst east coast consumers, while 
consideration of local holidays for Western Australians has also grown. It has produced a strong return on 
investment with all campaign partners reporting increases in bookings in excess of 20 per cent as a direct result 
of the campaign. 

At every stage of the Extraordinary Taxi Ride, videos, photographs, blogs and diaries captured the reactions and 
emotions of the participants as they experienced Western Australia’s truly unique and extraordinary destinations. 
The campaign draws on the rich pool of that material. It will remind Perth residents of the extraordinary holiday 
destinations in their own backyard, and it will target our core interstate markets of Sydney, Melbourne and 
Brisbane. This campaign is expected to reach five million people through cinema, press, digital and in-flight 
advertising. The rationale for choosing cinema advertising is straightforward. Research shows that cinema 
advertising reaches our target audience. It is a visually powerful medium that allows us to promote Western 
Australia’s extraordinary experiences and inspire a captive audience. 

In 2009, Australians went to the movies more than 90 million times and spent a record $1 billion at the box 
office to watch their favourite movies on the big screen. Starting today, cinemagoers in Perth, Melbourne and 
Sydney will see a series of stunning 60-second advertisements promoting Western Australia. The campaign will 
run until June 2011. Shot in documentary style with narration from the Extraordinary Taxi Ride passengers, it 
features Karijini National Park, the Bungle Bungle Range in Purnululu National Park, swimming with the whale 
sharks at Ningaloo Reef, the Valley of the Giants tree top walk, and the Antony Gormley sculptures at Lake 
Ballard. It delivers a powerful visual and emotional message. 

The suite of advertisements will expand later this year to include separate ads for Perth and Margaret River. 
Those same ads will also be shown by Qantas in flight, with a potential reach of close to 1 000 000 passengers a 
month. A series of nine 30-second advertisements featuring other extraordinary experiences will be shown online 
at westernaustralia.com and through our partners’ websites. The campaign includes press advertising in The West 
Australian, The Sydney Morning Herald, Melbourne’s The Age and the Qantas in-flight magazine. It also 
includes a comprehensive digital marketing presence as well as social media channels. 
 


