
ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATI 

Monday, 18 October 2010 

Minister for Tourism 

Question No. AI: Hon Ljiljanna Ravlich (Member for East Metropolitan Region) asked for a 
copy of the report prepared by The Marketing Centre at the request of the Tourism Western 
Australia Board during its Strategic Analysis? 

Answer: Attached is a copy ofthe Tourism Western Australia Board commissioned Tourism 
Funding Models Benchmarking Report (Attachment 1) and the draft Tourism WA Marketing 
spend analysis report (Attachment 2) both prepared by The Marketing Centre. 
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e While most tourism organisations around the world continue to rely to a large extent 
on government support) the long-term security of this funding source can fluctuate 
with the political and economic climate) for example: 

G During the period 1993 to 1997) the World Tourism Organization 0NTO) 
estimated that collective worldwide national tourism organisation budgets 
declined from US$2) 224 million to US$l ) 791 million. 

G The Colorado state government withdrew all funding from its state tourism office 
in 1993) forcing it to close. 

e Over-reliance on government funding is therefore of concern to many destination 
marketing organisations (DM Os) . 

e Under a typical commercial model) an organisation sells products and services to 
generate sales revenue and ultimately profit. However where an organisation has no 
obvious products or services to selL it must devote significant resources to generating 
sources of funding. 

e For destination marketing organisations (DMOs) globally) funding is a critical issue. 

2 





1& For this research, different DMO funding models from around the world have been 
reviewed, as well as the models of marketing organisations in different sectors, where 
the industry influences strategy and the use of promotional funds. 

1& Benchmarking has revealed the following revenue sources: 

1. Government appropriation 

2. Accommodation tax 

3. Business tax 

4. Airport fees 

6. Member subscriptions 

6. Cooperative campaigns 

1& These funding models are presented in more detail on the following pages. 
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® In 2004 the World Tourism Organization undertook a survey of 250 DMOs from 
around the world. 

® The survey revealed that at the national level, 88% of DMOs are either a department of 
the national government or an agency accountable to the national government and 
that at the state level, the majority are accountable to the state government. 

® The primary source of funding for DMOs at the national and state levels is 
government appropriation. Other significant sources of finance are membership fees 
and activity or advertising related income from tourism businesses, but in the majority 
of cases these account for less than 30% of budget. 
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@ Fill accommodation tax is a supplementary sales tax levied by state and/or local 
governments I added to the base price of a hotel room. 

@ The key benefit of an accommodation tax is that because it reaches a large 
percentage of the visitor industry revenue basel it can generate substantial amounts 
of revenue for a relatively low cost: 

Iil In Chicago I accommodation taxes were expected to generate US$62 million in 
2008 1 up from US$37.3 million five years earlier. 

Iil Revenue from San Francisco I s accommodation tax has increased by 40% in the 
last decade and in 2008 was projected to top US$200 million. 

Iil Accommodation tax revenue in New York City now exceeds US$330 million 
annually and in Las Vegas it generates US$400 million each year. 

@ Other benefits of an accommodation tax include that it directly targets the tourism 
industry, it gives the central marketing agency a more defined stream of income and 
sets out the ground work for more robust visitor data collection and statistics. 
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e These include: 
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.. Siphoning - there is a risk that the funds will be siphoned off by government into non-tourism 
related areas: 

- There are instances in the US of accommodation taxes being used to maintain 
municipal sewer systems (Atlanta), support low income housing (San Francisco), and 
invest in schools (Las Vegas) and jails (Phoenix). 

.. Loss of other funding streams - there is a risk that it will give government an excuse to 
withdraw or reduce existing funding. 

.. VoJatJ.1ity - a revenue system highly dependent on tourist taxes can also be vulnerable to 
fluctuation, leading to funding declines in an economic downturn when investment in 
tourism promotion should increase. 

- One solution to this problem (adopted by the Las Vegas Convention and Visitors 
Bureau) is to establish a separate "rainy day" tourism promotion revolving fund into 
which a percentage of the revenues from the tourism promotion tax is deposited. In an 
emergency, money could be withdrawn from the fund to augment current collections 
to fund tourism promotion. 

.. Reduced competitiveness - in a world of severe competition for the tourist dollar, rising 
taxes could have a detrimental effect on destination competitiveness and hence on the 
growth momentum of the tourism sector overall. 







® In the US, accommodation taxes are typically collected by local government and 
invested locally in initiatives that make destinations more appealing to travellers 
(convention centre expansions, new sports stadiums, etc) and in promotion of the 
destinations. There are also instances of the funds being collected by state 
governments and being used to fund the state DMO. 

• Taxing tourists is often viewed as a low risk political manoeuvre by local governments 
because it generates money without placing much burden on their constituents. 

® In 2005, the average city hotel tax in the US was calculated to be 11.6%, and now 
exceeds 12%. An average of 56% of the funds collected was dedicated to funding the 
local Convention and Visitors' Bureau. 

• Accommodation tax rates tend to be higher in cities that cater largely to less price 
sensitive business travellers. 
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.. Allocations of the proceeds of the accommodation tax vary from city to city in the US: 

41 Boston reserves 45% of the hotel tax for general use. 

41 San Francisco dedicates 57% to the general fund. 

41 Los Angeles keeps 60% for general expenses. 

41 By contrastl Houston and Indianapolis dedicate 100% of the hotel tax to 
improving or marketing the cities (although Houston also has a state hotel taxl of 
which a portion goes to the general fund). 

41 In Texas legislation dictates that every expenditure of city hotel taxes must 
directly promote tourism and the convention and hotel industry. 

.. In Orlandol countless attempts by local authorities to appropriate the accommodation 
tax for the countyl s general fund have been thwarted by a powerful tourism lobby. 
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8 In a survey of delegates attending the 1999 Scottish Hospitality Industry Congress, 
93% of respondents were against the idea of a hotel tax, although 35% indicated 
possible support if 100% of revenues were invested in the tourism industry. 

8 New York's bed tax, introduced in 1990 (and repealed in 1994), was the subject of 
strong criticism from industry. 

8 In the US, hoteliers often complain that they are singled out to be piggy banks for 
governments, and argue that everyone who benefits from the expenditures of the 
hotel tax should contribute to it. 
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• The potential for any countri s tourism industry to develop depends largely on its 
ability to maintain competitive advantage in its delivery of tourism products and 
services. Among the various factors affecting destination competitiveness, the cost of 
visiting a destination is a major determinant. 

• In 2004 a US study found that, on average, a 2% increase in accommodation tax would 
cost destinations enough business to make the net gain less than half the revenue 
generated by the higher tax rate. 

• A review of New York City tax rates following the imposition of an additional 5% tax in 
1990, coupled with a decrease in funding for the successful "I Love New York I! 
promotional campaign (funded by accommodation tax revenues), found that the city 
essentially had given up $2.00 in related taxes for every incremental dollar collected. 

• By contrast, other research has concluded that accommodation taxes, given their 
relatively minor share of total travel expenditure, have minimal impact on destination 
attractiveness. 
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• With the introduction of the GST in Australia in 2000, the tax revenue generated by the 
tourism sector more than doubled and tourism became the third largest contributor to 
the total national GST revenue. 

• A comparison of the share of tax revenue attributable to the tourism sector with those 
of the mining and retail sectors indicates that tourism bears a disproportionately large 
tax burden and that the burden is increasing. 
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(I A 2006 study of the tourism 
industry in South Carolina 
investigated the return on 
investment of accommodation 
tax expenditures. It found that 
local governments received 
their best return when 
accommodation tax funds 
were used for the promotion 
of the arts, cultural events, 
and other tourism related 
events. Further the study 
found that, managed well, 
these investments could 
create a virtuous cycle of self
perpetuating growth in the 
tourism sector. 
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• These taxes are an attempt to spread the tax burden more broadly across the tourism 
industry's revenue base by taxing all businesses that benefit from tourism 
(accommodation, restaurants, attractions, hire cars, etc). 

• The idea is based on collective industry promotion models, such as that found in 
agriculture. 

• Most collective agricultural promotion programs are producer-financed, typically 
through industry associations. 

e For example, in the US, Florida citrus growers received government approval to 
tax themselves to finance a series of television commercials. 

• Typically, industry members are required by national or state legislation to pay these 
assessments. 

• Organising and administering privately financed collective promotion programs in 
most industries is facilitated by the fact that the direct beneficiaries of primary or 
generic promotion are easy to identify. 
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Ell The key difference between collective promotion for tourism and for agriculture is that 
it is difficult to determine precisely who benefits from tourism promotion. 

Ell Tourism is a broadly defined industry comprised of businesses that sell a diverse 
range of products and services. Additionally, businesses often count tourists and 
local residents among their customers. 

Ell For these reasons, it is difficult to determine which businesses should be required to 
belong to the local or national tourist industry association and how much each 
member should contribute to collective promotion. 
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e A disadvantage of this type of tourism tax is that it does not differentiate between 
residents and non-residents. 

e As an alternative, revenue may also be raised through visa application fees. 

e The Himalayan country Bhutan, which has adopted a controlled tourism and 
development policy to safeguard its rich natural environment and culture, has a 
delightful take on this kind of tourism tax, and an extract from a Bhutan tourism 
agency website describing the tax is provided overleaf. 
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• Membership to organisations that use this model is voluntary, and because 
destination marketing creates benefits that can also be absorbed by non-member 
organisations, free-riding is a common problem. 

• The implication is that a DMO using this model must make a compelling enough offer 
for membership to be attractive. 

• This requires the creation of a nemork of benefits that can be obtained only through 
membership, such as access to proprietary information and other services. 
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• One of the most common examples of public-private partnership in tourism is the 
cooperative funding of promotional campaigns. 

• Almost all the DMOs studied for this research made use of joint campaigns, however 
at least one DMO noted that private investment is increasingly difficult to source due 
to changes in distribution models and the growth in industry participants' online 
presence. 

• With $10.7 million of its $35.4 million marketing budget being contributed by the 
private sector, Tourism Queensland provides a good example of how cooperative 
campaigns can be used as an effective revenue generator. 
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• DMOs must: 
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• Demonstrate the funding modelJs benefit to stakeholders. Every stakeholder will 
asses the value equation ry = B - C). 

• Demonstrate industry support for the model to government. 
• Involve state tourism industry leaders during the development of funding models. 
• Use boards or commissions of industry leaders and government officials to steer 

the allocation or collection of tourism dollars. 
• Have the appropriate legal mechanisms in place. 
• Allocate all revenues generated from the scheme into investment in the growth of 

the tourism sector. 
• Ensure that revenues generated focus on the visitor and do not penalise local 

residents. 
• Find a mechanism that is cost effective to implement and administer. 
• Where possible J ensure the system is equitable and minimises freeloading by 

members of the industry. 
• Design the model in such a way that it does not reduce the destinationJs 

attractiveness to visitors. 





• The survey revealed that at the national level 88% of DMOs are either a department of 
the national government or an agency accountable to the national government and 
that at the state level, the majority are accountable to the state government. 

• The primary source of funding for DMOs at the national and regional levels is 
government appropriation. Other significant sources of finance at the regional level 
are membership fees and activity or advertising related income from tourism 
businesses, but in the majority of cases these account for less than 20% of budget. 

What percentage of this budget comes from each of the following 
sources? (NTO/NTAs ) percentage of total sample base with income in 
each ranQe 

1-20% 21-40% 41-60% 61-80% 81-100% 

National Government 0 0 4 22 48 
Regional provincial/state or local 5 0 4 0 0 
government 
Hotel tax or other specific indirect 5 5 4 0 0 
tax 
t·Aembership fees from tourism 10 0 0 0 0 
businesses 
Activity related or advertising 19 19 4 0 0 
income from tourism businesses 
Other 14 0 0 0 0 

48 
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• Typically the decision process will be influenced by: 

e Local politics 

e Community acceptance of tourism 

e Destination life-cycle stage and industry maturity 

e Economic importance of tourism relative to other industries 

e DMO history and current structure 

• Finding the right balance between fixed costs and promotional spending is a key 
challenge for DMO management. According to the WTO, for national tourism 
organisations with incomes of over US$50 million, typically 74% of the budget is 
allocated to marketing. This drops to 64% for organisations with budgets of between 
US$20 million and US$50 million. 
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• But the most strongly endorsed view was that "A public private partnership is the best 
way to promote and organise destinations II • 

Marketing budget 

How much was your organisation's marketing budget for 2003 excluding • 
staff and overheads? By number oHourist beefs (000=1<) 

<31< 3-51< 5-101< 10-201< 20-S0K SOK+ 
Up to US$ 1 00000 46 21 22 13 9 5 
US$l 0000 1 to 200000 31 21 15 10 0 0 
US$20000 1 to 300000 0 13 0 3 9 2 
US$30000 1 to 500000 12 21 19 23 12 7 
US$500001 to 1 miiron 12 8 11 16 18 10 
US$1 to 5 million 0 17 22 32 29 41 
US$5 to 10 million 0 0 7 0 12 2 
More than US$l 0 million'" 0 0 4 3 12 32 

(Base) {26} '---__ {g4L_ (27) (3J) (~~l i41 ) 
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iii The objective of this project was to gain an understanding of the quantum of 
spending. 

iii In addition to this we have a reasonable understanding of who is making the 
investment and the use of mediums. 

iii A more precise examination is needed to determine exact spend and to assess the 
strategies being employed, current, historic and forecast expenditure and the target 
market for expenditure. 

iii This is a draft summary of the findings to date of the four tourism areas of our initial 
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focus: 

e Tourism Authorities 

e Accommodation 

e Airlines 

e Tour Operators 



1& The data used in the analysis is from AC Nielsen during the period of 27 Ju12008 - 26 
Ju12009. 

1& International spend is not available. 

1& This includes 'hard l media spend only. Does not include productions costs etc. 
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• WA Tourism Authorities spend $1.96 million in WA 

• WA Tourism Commission spend $1. 45m 

• WA Tourism Authorities spend $687)000 in other states 

• WA Tourism Margaret River spends $458)000 

• Other State Tourism Authorities spend $666)000 in WA 

• Excludes Tourism Queensland and NSW Tourism Commission 

• WA Tourism Authority spends $37)000 in national campaigns (far less than other 
State) 
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WA Tourism Authorities spend $1.96 million in WA 

By channel 
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Albany Historical Society Inc 

Albany Tourist Bureau 

Albany Visitor Centre 

Armadale Visitor Centre 

Augusta Margaret River Tourism Assoc Inc 

Australia's North West Tourism 

Balingup & Districts Tourism 

Beachcomber Resort 

Beverley WA Tourism 

Bickley & Carmel Valley Tourism 

Boyup Brook Tourist Commission 

Bunbury Tourist Bureau Inc 

Christmas Island Tourism Association 

City Of Swan 

Dwellingup Visitor Centre 

Esperance Tourist Bureau 

Geographe Bay Tourism Assoc 

Geraldton Tourist Bureau 

Gingin Coast Tourism Association 

Harvey Visitor Centre 

Kalamunda Visitor Centre 

Kalbarri Tourism Bureau 

Kalgoorlie Goldfields Visitor Centre 

Kojonup Tourist Committee 

Kununurra Tourist Bureau 

Lancelin Holiday Accommodation & Tourist.. 

Mackerel Islands P/L 

Mandurah Visitor Centre 

Nannup Tourist Assoc Inc 

Nannup Visitor Centre 

Northam Visitor Centre 

Northcliffe Tourist Centre 

Pemberton Tourist Centre 

Pinjarra Visitors Centre 

Roebourne Visitor Centre 

Rottnest Island Tourism Auth 

Serpentine Valley Visitor Centre 

Shark Bay Tourist Assoc 

Shire Council Of Ashburton 

Shire Council Of Burnett 

Shire Council Of Busselton 

Shire Council Of Menzies 

Swan Valley Tourism Council 

Tourism Council WA 

Tourism South West 

Wheatbelt Tourism Association 

York Tourist Bureau 
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WA Tourism Authorities spend $687,000 in other states 
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• WA Tourism Commission spends $37 J OOO in national campaigns. 

• Comparison: 

Tourism Authority National spend 

NSW Tourism Commission $939,000 

NT Tourist Commission $575,000 

Tourism Victoria $480,000 

Tourism Queensland $335,000 

SA Tourism Commission $341,000 

Tourism NT $166,000 

Tourism Tasmania $92,000 

• Total of $4.7m is spent on national campaigns (includes other countries promoting in 
Australia) 
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Other State Tourism Authorities spend $666,000 in WA 

By Tourism Authority 
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$3.B4million WAmedia spend 

~channel 
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Total media spend in each State 

20000000 .,----------------------------

18,064,000 
18000000 
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Total = $53,346,000 
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Airline spend in each state: 

NT, 0.30% 

State Spend 
WA $7,522,000 

NSW $42,303,000 

VIC $32,923,000 

OLD $16,963,000 

SA $3,760,000 

TAS $811,000 

NT $349,000 
VIC, 28.50% 

NATIONAL $10,715,000 

TOTAL $115,346,000 
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By channel 
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Singapore Airlines, 
420000 

Emirates Group, / 
740000 

Other, 1490000 

Virgin Blue Airlines 
PIL, 1109000 

... But we don't know what they are promoting 
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Air Asia X, 4270000 

Etihad Airways, 
4440000 

Other, 21189000 

QANT AS, 22739000 
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Tour spend in each State: 

State Spend 
WA $2,043,000 

NSW $18,770,000 

VIC $9,606,000 

OLD $6,004,000 

SA $790,000 

TAS $148,000 
VIC, 23.67% 

NT $103,000 

NATIONAL $4,116,000 

TOTAL $40,579,000 
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Villa Carlotta Tours 

Traveljoy 
Leeuwin Ocean Adventures 

Interasia Tours P/L 

Restored Beauty Getaways 

Showbiz Entertainment Agency 

Beyond Fear 

Masterdavid P/L 

Outback Discovery 
AustTours For Sport 

Go West 

Go See Touring 

Dwellingup Adventures 
DC3 Australian Air Holidays 

West Coast Rail & Coach 

Blue Juice Charters 

Royal Gala Tours 
Made Easy Tours 

National Trust WA Escorted Tours 
Australian Geographic P/L 

Bushtucker Tours 

Getaway Club The 

Karratha Adventure Sports P/L 

Orient Express Holidays 

Windward Balloon Adventures 
Africa Safari Co The 

All Terrain 4WD Safaris 

Beachcomber Tours 

Finders Keepers Gold Prospecting Adventures 
Fremantle Tram Tours 

Grand Pacific Tours P/L 

Kumuka Expeditions 
Lower Ord Tours 

Margaret River With Neil McLeod 

Sno N Ski Tours 

Swan Jet Adventure Tours 

Broome Sightseeing Tours 

Cheers Winery & Scenic Tours 

Garden Clinic Club 

Goldrush Tours 

Great Trains Of Europe Tours 

Green Island Travel & Tours 

Ningaloo Blue Dive 
Rockingham Wild Encounters 

Travel Impressions 

Wyndham Vacation Resorts Asia Pacific 
All Terrain Safaris 

Coate's Wildlife Tours 
Fanatics Sports Tours 

Ngilgi Cave Tours 

Journey's Of The Spirit 

Morapoi Station Outback Adventures 
One Tide Charters 

Rivergods Sea Kayaking/Rafting 

Tagalong Australia 

Wendy Wu Tours 
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ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A2: Hon Ljiljanna Ravlich (Member for East Metropolitan Region) asked how 
many written and verbal submissions were received in relation to the Tourism Western 
Australia Board's Strategic Analysis, what happened to them and were they analysed? 

Answer: Tourism Western Australia Chairman Kate Lamont invited over 3,000 subscribers 
to Tourism Western Australia's regular industry e-newsletter Talking Tourism to provide 
comment on future opportunities for tourism in Western Australia and comment on where and 
how Government's financial contribution to tourism might be best invested in the future. 33 
interviews were conducted and 49 submissions were received. It should be noted that the 
staff workshop was counted as one and the industry forum was counted as one. 

For details refer to question A3 and Attachment 3 for a copy ofthe Tourism Western 
Australia Board Strategic Analysis commissioned report prepared by Mills Wilson 
Communications Consultants. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A3: Hon Ljiljanna Ravlich (Member for East Metropolitan Region) asked for 
the Tourism Western Australia Board Strategic Analysis commissioned report prepared by 
Mills Wilson Communications Consultants. 

Answer: Attached is a copy of the Tourism Western Australia Board Strategic Analysis 
commissioned report (Attachment 3) as prepared by Mills Wilson Communications 
Consultants. 
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TOURISMWA 

Board Strategic Analysis 

2009 

MILLS WILSON 

Prepared by Mills Wilson Communication Consultants 

Interviews conducted in August and September 2009 

A3 - Attachment 3 



OVERVIEW 

This report summarises the methodology and input to the 2009 Tourism WA Analysis. 

Stakeholders were invited to provide comments and suggestions on a range of matters generally 
relating to demand and supply barriers and constraints! and the role! function and effectiveness of 
government in the tourism sector. 

An email inviting people to participate in the analysis was sent to 3000 subscribers on the Tourism WA 
Talking Tourism database: 

In total! there were: 
EI 33 one-on-one interviews 
EI 49 written submissions 

EI A Tourism WA staff workshop (attended by 16 people) 
EI An industry forum (organised by industry) and attended by 24 people 

Interviews were led by Marie Mills and sometimes attended by Tourism WA Chairman Kate Lamont 
(often at the interviewee!s request). At least one interview was also attended by Commissioner Trish 
Ridsdale. 

Board members were not present during the staff interviews or workshop. 

Mills Wilson!s role in the analysis was to obtain opinions! observations and ideas from key stakeholders. 
Stakeholders were encouraged to be forthright and full in their interviews or submissions on strategic 
matters. Though the Board was not seeking marketing or new business ideas! many took the 
opportunity to make submissions on these matters. 

All information obtained from submissions! interviews! the staff workshop and the executive one-on
ones was collated and evaluated by Mills Wilson. 

In order to obtain the most honest and candid feedback possible! respondents were assured the overall 
content and messages contained in their submissions and interviews would be received! considered and 
reported! but that they would not be attributed to individuals or otherwise identifiably linked to 
individuals. 

Submissions 
A call for submissions was sent out by Kate Lamont on 11 August 2009 outlining what the Board was 
seeking. A dedicated email address was created to which invitees could send their thoughts and ideas. 
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The areas of policy development, demand and supply, events and the drivers of the tourism spread were 
included as suggested discussion points. 

Interviews 
A call for registrations for a face-to-face interview was sent out by Kate Lamont on 11 August 2009. 
Stakeholders were invited to register with Mills Wilson their interest in a discussion to take place at the 
end of August 2010. 

Some 33 interviews were completed from August 25 until September 7 2009. Interviews were facilitated 
by Mills Wilson and the Tourism WA Board, with one or more stakeholders from each company and/or 
organisation present. 

In these interviews, discussion generally revolved around key points, including: 

• Interest and role in tourism in WA 
• Interface with Tourism WA 
• Experience with Tourism WA 

• Governance of Tourism WA 

• Role of government in general 
• Role of industry in general 
• Perception of Tourism WA's role in developing, promoting and protecting WA's tourism 

experiences 

• Perception of Tourism WA's role in increasing the competitiveness, viability and profitability of 
the sector 

• Perception of Tourism WA's relationship with the industry 

• Events and tourism activities 

Industry body 
Tourism Council WA and the Australian Hotels Association WAjointly conducted a Tourism Industry 
Leadership Industry body on Wednesday 16 September 2009 to develop a collective tourism industry 
response for the Board. 

There were 24 attendees at the Industry workshop, some of whom were also interviewed individually or 
made submissions. They included industry groups; airports; Regional Tourism agencies and operators; 
airlines and a public relations agency. 

Australian Hotels Association WA also conducted a survey amongst their members and provided the 
results to the Tourism WA Board in confidence. 

Executive one-on-one meetings 
Tourism WA's Executive Team was invited to discuss their opinions in a one-on-one situation with Marie 
Mills. Board members were not present at these meetings. 

Staff workshop 
A workshop was organised by Tourism WA and facilitated by Marie Mills on 7 September 2009. There 
were 17 attendees from Eventscorp, Industry Development, Executive Services, Marketing and 
Corporate and Business Services. Board members were not present at this session. 
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THE TABLE 

The table below summarises the range of views expressed during the consultation and provides sample 

comments, providing some of the detail and "flavour" attached to those views. It groups the topics 

covered: 

GO Structure and governance 

GO Perceptions of Tourism WA 

GO Policy 

GO Barriers to supply 

GO Supply mix 

GO Demand generation (Marketing) 

GO Geographical spread (Driving the spread) 

GO Events 

GO Indigenous involvement 

Contributors have been categorised as follows: 

GO Industry body 

GO Forum (industry forum) 

GO Tourism service 

GO Accommodation 

GO Business/private sector 

GO State Government 

GO Regional Tourism Organisation 

GO Federal Government (Indigenous Business Australia) 

Topics and views included in the table below were the most commonly represented. A comprehensive 

analysis of how many held which view is not feasible because of the variety of perspectives and 

comments made, and the group sessions where there was not necessarily or always consensus on views 

or comments. Having said that, we believe the table below is a good representation of what was 

presented to the Board Analysis. 
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needs a senior 

Tourism WA 
should be 
managed by a 
single agency 

Tourism should 
have a single 
focus, but 
changed 
structure 

Combine 
government 
and industry 
funds to 
manage events 
and promotion 

Development 
should rest with 
a Tourism 

"(Tourism WA) is a junior portfolio, 
needs to have a dedicated Minister." 

"It is conducive to have a single 
agency with a tourism focus to 
integrate the marketing functions, 
policy advice, industry development 
and tourism side issues." 

"Premier and Cabinet should have a 
dedicated tourism policy division." 

"Get a tourism department, not the 
we have now." 

"I would see Tourism supply 
generation getting lost in the myriad 
of other alternative industries." {RE 
Tourism Development Support 
merging into a broader economic 

"Consideration should be given to the 
creation of an industry fund that 
could be a combination of 
government and industry funds and 
used to promote the State and 
attract events." 

"All of industry development needs 
to be completely removed from 
Tourism WA and be given to a 
Tourism Develooment Authoritv that 

Forum 

Industry body 

Industry body 

Federal Government 

State Government 

Tourism service 

Industry body 

" .. strongly supports the existing structure 
and role of Tourism WA." 

I nd ustry body 

on Industry forum 

Federal Government 



Authority 

Visitor centres 
are losing 
functions 

Eventscorp 
should have its 
own structure 
and direct 
funding from 
Government 

Marketing 
be done by 
contract 

and 

"It is time for Government to remove 
development from the Tourism WA 
agenda and hand it over to the 

commission." 

a Tourism Development 

"We feel there is value in developing 
a tourism advisory board that works 
with Tourism WA Board and 
executive on marketing strategy 

"Visitor Centres are becoming 
redundant." 

"Eventscorp should have its own 
structure and direct funding from 
Governments." 

Regional Tourism 
Organisation 

Accommodation 

Regional Tourism 
Organisation 

Industry body 

Industry body (forum) 

need] a new Eventscorp Board Accommodation 
charged with the development of WA 
events." 

"Eventscorp should not be part of 
Tourism WA." 

"The Government should 
Tourism WA and hire marketing 

"Contract out as much as you can, 
PR, advertising, research, in fact 
tourism could be contracted out." 

Tourism should be left with 
marketing, events and a minimum 

on statistics 

Government needs to be engaged at 
all levels to ensure continued 

State Government 

Regional Tourism 
Organisation 

body 

Industry body (forum) 

Federal industry body 

"Our Visitor Centre has to move away from Regional visitor centre 
its core business of visitor servicing and 
fund other areas of revenue." 

"Tourism WA should be left with just 
marketing, events and a minimum spend 
on statistics." 

shouldn't do anything else other 
than marketing of tourism." 

"Key activity ofTourism WA should be 
marketing of the State." 

I nd ustry body 

Industry 

Tourism Service 
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More funding "More funds (should be) allocated to Industry body (forum) 
should be marketing activities and less in 
allocated for administration." 

Cut overheads and put money into Tourism service 

Tourism WA "(Tourism WA needs to focus their Industry body 
needs to attention on) increasing funding from 
increase Treasury, at least doubling." 

Operators have "It has been left to operators to Accommodation 
to fund own largely market not only itself but also 

the on a standalone basis." 

appears to be a lack of Regional Development 
awareness or interest about what Commission 
learning, networking and funding 

are 

Advertising, "There are other aspects to a quality Tour provider 
marketing and product and experience which need 
customer to be monitored based on customer 
expectations expectations and requirements." 
need to be 
measured 

"The limited ability to monitor Education provider 
service quality across the sector (is a 

~~,~ .. II.,~_~~.~ .. !<:JE 
"Advertise, measure, analyse, Accommodation Regional 

Tourism 

challenges include the Education provider 
availability of timely and accurate 
data to monitor market and product 
performance" 

"There does not appear to be a Tour provider 
strong investment in tourism Accommodation 
management and monitoring at a 
local destination leveL" 

Barriers to paper paper Tourism service 
supply issues hamper June 2008) highlighted some 

development / regulatory issues that hamper the 
remove red development of entertainment 
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tape precincts including complex 
bureaucratic regimes across the 
various levels of government that can 

~.~.~E.~!..~.~!E~.EE~: 
"There's no certainty for planning State Government 
environmental 

State Government 

"Perhaps Tourism WA as an State Government 
organisation should focus on 
removing the red tape and then let 
the market sort itself out re 

Work with government to encourage Industry body 
the removal of the red tape that 

of 

"(There is a) failure to constrain other Industry body 
government departments from 
imposing rules and regulations 
harmful 

the and confusion Accommodation 
through the present raft of 
regulations and restrictions that have 

the 

"The current situation is a joke and Business 
will continue to discourage any type 
of new tourist development, 
development that can provide 
appropriate facilities to suit its 
location, expectation and reasonable 
rack rates." 

"Tourism WA, State and local Accommodation 
government provide far too many 
obstacles to tourism 

"Government restrictions and local Tourism service 
government red tape creates a lot of 
unnecessary time wastage and lost 
ideas when it comes to tourism and 
activities." 

"Unquestionably, the planning Business 
for the establishment 
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Retail trading 
hours 

Events 

Land zoned 
tourism is often 
rezoned for 
other 

Lack of 
availability of 
resea rch and 
information to 
support 
investment 

Increased reta i I 
trading hours 
would increase 
Perth's vibrancy 

suitable tourism attractions facilities 
is unbelievably protracted, complex, 
unwieldy and uncoordinated. It is a 

barrier." 

"If the small business owner would 
have less restrictions what they can 
or can't do on their own land or 
rented land, heaps more fun 
activities would be on offer." 

Tourism service 
Regional Tourism 
Organisation 

all local governments have Industry body 
their own policy or have no policy 
(for establishing small 
accommodation businesses) and this 
makes it extremely difficult for 
potential operators keen to enter the 

"We were hindered by unhelpful Tourism service 
comments and high handed 

"Tourism zoned land in any proposed 
development is important however it 
rarely remains zoned for tourism." 

"The dissemination of research and 
information to support investment 
and decision making (is a challenge 
for WA)." 

trading hours are out of step 
with competitive destinations in 
Australia and internationally and 
make it difficult to attract visitors and 
new retail 

"We are also challenged with limited 

"Ensure Perth can exceed visitor 
expectations ... including the 
liberalisation of retails trading 

events have 

Regional Tourism 
Organisation 

Education provider 

Tourism service 

Industry body 
State Government 

Industry body 

State Government "A more diverse of events of 
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events have a 
significant 
impact on 
tourism in WA 
and should be 
increased 

There needs to 
be a larger 
budget for 
events 

significant impact on tourism in this 
State." 

"Should we consider the 
establishment of a new cultural event 
that overtime will be as identifiable 
to WA as other well established 
overseas events, i.e. Running of the 
Bulls in Spain; Octoberfest in 

activities." 

"Evidence demonstrates that iconic 
events can be a major driver of 
inbound tourism" 

"We recommend that Tourism WA 
devotes resources to attracting and 
delivering quality events from 
overseas and interstate." 

"To improve the quality of visitor 
experiences to Perth and indeed the 
future of the whole State, there is a 
need to attract more high profile 
events to WA." 

"Events are an important product for 
driving repeat visitation and 
increasing the profile of 
destinations." 

"With this broader ambit (of event 
success measurement) should come 
a much larger budget and much 
broader Pllnprt;,tinns 

"Promoting the State and attracting 
iconic events cannot be 
accomplished without appropriate 

Tourism Organisation 

Business 

Tourism service 

Industry body 

Industry body 

Regional Tourism 
Organisation 

State Government 

Tourism service 

required. Past event focus on sporting." 

"Focus should be spread to a wider range Industry body (forum) 
of smaller events that target specific 
sectors with 

"WA Tourism is not involved with any Business 
unique, underground or special businesses 
that are devoted to promoting the State, 
they only play the big cards, only the big 
events." 
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Demand 
generation / 
service 

It's important to 
attract people 
with events 
during non peak 
times 

There is a lack 
of coordination 
in developing 
events, with 
levels of 
government, 
with and 
amongst 

Increase focus 
on regional 
events 

The current 
measurement 
of event success 
is not broad 
enough 

Tourism 
workers need 
training to 
ensure better 
customer 
service 

"We need more events ideally 
outside of peak tourism." 

Coordinate all events in Perth and 
WA to ensure world class events on 

"It is in my experience that many 
home grown events are usually 
enveloped in isolation of potential 
partners and wider promotional 
opportunities." 

A robust events calendar is key to 
increasing domestic and international 
visitation to the Perth gateway and 
facilitating the movement of visitors 
out to WA's hubs." 

"Developing and supporting a suite of 
WA events." 

"My personal view is that the events 
ambit is wider than economic impact 
and media impact. .. (it) needs to be 
broadened to include social impact, 
community pride, community 
entertainment, sports development 

"One of the major detractors to 
tourism in Western Australia is, I hate 
to admit, the appalling service 
offered by country town retailers" 

"Improve product standards in 

"It is our reliance on volunteers, our 
reliance on unskilled and sometimes 

Regional Tourism 
Organisation 

Accommodation Industry 
body (forum) 

State Government 

Industry body 

Industry body 

State Government 

Not for profit / operator 

Industry body 

Tourism service 

Regional Events Scheme is important 1 
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Supply mix Improve 
standards to 
improve quality 
and service 

There is a 
shortage in 
accommodation 
(metro area; 
regional areas, 
particularly 
along eco-trails 
and northwest 

unmotivated people that lead us 
down a of failure." 

"In my experience working with local 
regional communities the level of 
knowledge about the tourism system 
is low." 

"Problems with acquisition and 
retention of trained, quality tourism 

need to lift the 

"The industry needs to up-skill its 
staff to train the next generation of 
leaders." 

is a critical issue." 

"Poor quality businesses that are not 
safe need to be forced out or forced 
to improve their products." 

"There appears to be a lack of 
clarity/definition of what quality 

is.1I 

does not appear to be 
of dissatisfied customers." 

"It is our understanding that there is 
currently a shortage of quality hotels 
rooms in Perth at a range of price 
levels and for a range of markets." 

options for families outside the CBD 
or Fremantle." 

"Western Australia's traditional 
coastal destinations are becoming 
over utilised as far as impromptu 
accommodation 

"Perth is faced with a 

Tour provider "One of the terrific services offered by Tourism service visitor 
Tourism WA was the ability for Visitor centre 
Centre staff to receive a Certificate III or IV 
in Tourism Central TAFE." 

Education provider 

Tourism service 

Regional Tourism 
Organisation 

Accommodation 

Accommodation 

Industry body 

Tour provider 

Tour provider 

Tourism service "Our region does not need any more Regional Tourism 
tourism accommodation." Organisation 

Tourism service 

State "There are issues in some markets of 
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There is not a "Where accommodation properties 
suitable mix of exist they are often unaware of the 
accommodation needs of visitors," 

existing Perth gateway has 
significant capacity constraints 
ranging from constrained airport 
facilities, weak transport logistics and 
limited accommodation," 

.. no overnight accommodation on 
track," 

"Encourage not discourage 
investment in tourism 
accommodation facilities," 

Public Public transport "Advocate to the Public Transport 
transport/ to tourism Authority and Department of 
access destinations Transport for improved provision of 

needs to be public transport to and within 
tourism destinations," 

"Perth Transit must adopt a much 
more visitor oriented attitude," 

"There are a couple of areas to which 
could be extended," 

"It is not possible to take bikes on 
buses and virtually impossible on 
trains to destinations," 

There is a "We receive complaints regarding a 
shortage of shortage of taxis both at the airport 
taxis in Perth 

Taxi service is a 

Sustainable Increase the "We have an amazing opportunity to 
tourism offer in relation build this brand and market niche 
product to Wellbeing (wellbeing tourism)," 

tourism/ 
sustainable 
tourism 

Development, at Tourism 
WA should focus their attention 

Government 

Tourism service / visitor 
centre 
Regional Tourism 

Regional Development 
Commission 
Accommodation 

State Government 

Industry body (forum) 

Local Government 

Local government 

Tourism service 

Tourism service Regional 
Development Commission 

Tourism service 

Tour provider 

Industry body 

oversupply of accommodation, 
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nature based tourism. 

"There must be quality sustainable Tourism service / visitor 
tourism product and amenities centre 
supported by a good marketing 

Perth Airport "We have one of the best floras in Business 
needs the word and a real reason to come 
improvement to WA but we are neglecting to show 

our best at the 

"Greater emphasis must be placed on Industry body (forum) 
aviation to Perth." 

"The existing Perth gateway has Regional Development 
significant capacity constraints Commission 
ranging from constrained airport 
facilities, weak transport logistics and 
limited accommodation." 

"Better tourist signage at both Perth Accommodation Industry 
domestic and international 

"Potentially the greatest threat to Tourism service 
WA is the appalling state of Perth Accommodation 
Airport. It is the worst international 

" 
Local government 

international airports provides an 
opportunity for Tourism WA to 
partner with Westralia Airport 
Corporation to improve visitor 

WA needs to organic food, and Not for profit - operator 
explore food as farmers markets are huge growth 
an attraction areas around the world." 

"WA should have a serious food and Viticulture 
wine festival in 

" ... the importance of the Tourism service 
industry is not being exploited as well 
in Western Australia as it in all other 
States and over the world." 

Trails can "The potential of trails Tourism in WA Tourism service 
attract is big." 
interstate and 
overseas 
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Infrastructur 
e 

visitors 

Trails require 
more 
infrastructure 

facilities 

We need more 
attractions in 
WA for all 
weather 

Liquor licensing 
regulations 
interfere with 
tourism 
activities 

State Government 

Regional Tourism 

Track is missing Tourism Service 
facilities - hotels transfers" 

"It is virtually impossible to hire a Tourism service 
bike anywhere other than the Perth 
foreshore." (in relation to lack of hire 
facilities on 

need more built attractions, 
things to see and do irrespective of 
the season or weather." 

"There is a short supply of fun 
activities to do for teenagers and 
very limited all weather activities." 

"Currently there is no opportunity for 
wineries to do tastings at Farmers 
Markets." 

Regional Tourism 
Organisation 

Tourism service 

Viticulture 

"The city will need to further provide Industry body 
the appropriate visitor infrastructure 
to support the tourism industry." 

"The development of Landbank is a 
constructive way forward for the 
State's tourism industry." 

"The existing Perth gateway has Regional Development 
significant capacity constraints Commission 
ranging from constrained airport 
facilities, weak transport logistics and 
limited accommodation." 

"We need to advocate tourism 
considerations in planning and 
determining infrastructure 

"Tourism needs to have a 

Local government 
EMRC 
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in all major government 
infrastructure decisions." 

"We need to further provide Industry body 
visitor infrastructure." 

Tourism should Local government 
be considered 
in planning and 
determining 
infrastructure 

Transport to and within WA is a Regional Tourism 
that needs to be addressed 

"Remove barriers to traveL" Business 

Geographical Trails have the "Trail experiences provide a means to Local government 
spread potentia I to disperse visitors throughout the State 

increase the with flow on benefits to all regions." 
spread ofWA 
tourism 

"Tourism opportunity, create trails Tourism service 
hubs." 

Regional hubs "To overcome the geographic Industry body 
disperse people isolation of WA's destinations the 
across the State focus must be on centralising tourism 

infrastructure, attractions and 
in hubs." 

"We strongly support the Regional Development 
development of a regional hub or Commission 

Coastal "The regional centres of Broome, Business 
attractions and Exmouth, Mandurah, Geographe Bay, Industry body 
services would Albany and Esperance could all offer 
increase safe mooring to the recreational 
tourism boating sector and increase tourism 

"Consider establishment of an Business 
intra coastal cruise line travelling 
from Albany to Bunbury return, 
stopping at all major tourist 

Travel to Tourism service visitor 
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regional gateway to key tourist hubs will work centre 
destinations is to facilitate the dispersal of 
difficult international visitors to the far 

reaches of the State." 

"A continued focus on improving Industry body 
aviation entry to the Perth gateway 
and regional centres is also needed 
to facilitate the dispersal of visitors to 

WA." 

"The challenge for regional tourism Regional Tourism 
destinations is to overcome the Organisation 
access and isolation impediments Industry body 
without compromising the very 
reason visitors attended the region in 

first 

State Government 

Tourism provider 

an international airport in Tourism service 
south west us a waste oftime and money 
unless Tourism WA was able to get a 
written guarantee from an airline that it 
would services." 

"Upgrade Busselton airport so flights Industry body (forum) 
can be received from the East 

development of a Broome Regional Tourism 
airport has dramatically increased Organisation 
visitation to the Kimberley region, 
and we believe the development of a 
Busselton airport would have the 
same positive impact for the South 
West." 

Indigenous An integrated "We encourage government to Federal Government 
involvement approach is support the involvement of 

required for Aboriginal people at all levels." 
Indigenous 
involvement in 
tou rism to be 
successful 
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Perception of 
TourismWA 

Cultural tourism 
has economic 
benefits 

Indigenous 
Culture is WA's 

Tourism WA 
doesn't have 
industry 

Tourism WA 

"Market Aboriginal Tourism as well 
as accelerate the development of 

"Domestic and international cultural 
tourists stay longer at their 
destination and spend more than the 

. stand for? 
Indigenous art/culture and 

Industry body (forum) 

Industry body 

State Government 

"The positive imaging of Indigenous Federal Government 
tourist products as a distinguisher for 
the Western Australian 

"Nature based and Indigenous Industry body 
tourism offer WA two key 
opportunities to revamp its product 
offering, bringing a more 
differentiated experience to the 

"Tourism WA is addressing Accommodation 
Indigenous Tourism to a degree 
however this needs to be fully 
embraced, supported and developed 
into what should and could be our 

iconic feature." 

"Offering Indigenous experience that Industry body (forum) 
will 

"Tourism WA as an organisation is 
tired." 

Tourism service 

"Tourism WA has put itself at odds Accommodation 
with manvWA 

" ... Tourism WA being called in certain Accommodation 
circles as anti tourism commission" 

believes Tourism WA is one 

"We relate to you our frustrations in 
our dealings with Tourism WA on a 

Business 

"Tourism WA has always been there when 
we needed them." 

Business 
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should have a 
more 
commercial 

have less do things quicker and 
act more commercially." 

"Agency needs to have an 
independent and commercial 

Business 

Tourism WA "TWA is too big to get things done." Regional Tourism 
Organisation needs to reduce 

in size 

Tourism WA 
needs to engage 
in consultation 
and 
partnerships 
with i nd ustry / 
tourism 
operators 

"Get rid of 123 or so staff." 

"The solution is structure and careful Business 
recruitment." 

"We might ask ourselves along the Accommodation 
way why Tourism WA employs so 

attention on) lifting the effectiveness 
of the large emolovment force." 

"Tourism WA needs to contain 
industry experts, people with real 

within the tourism 

"Tourism WA need to focus attention 
on developing partnerships with 
operators." 

"There is clearly a need for further 
strengthening of collaborative 
economic strategy, or cluster 
development." 

"Tourism WA needs to consider as a 
priority the decentralisation of 
services it provides to the region. 
Fundamentally, it is the lack of 

Industry body (forum) 

Accommodation 

Industry forum 

Regional Development 
commission 

Regional Development 
commission 

"We believe the Peel region is being under 
represented through Experience Perth and 
therefore we are not realising the benefits 
of the activities outlined in the strategic 
plan." 

Industry body 
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There is a lack 
of awareness 
about Tourism 
WAand 
clarification of 
its role is 

t:n\lol"nn-aon+ Tn,.ric".., chr.I.!~ 

Coordination be a priority 
across 
Government 

Images 

and product development 
coordination that is hindering the 
development of tourism within the 

"Clarification of the roles and support 
available to industry would be 
helpful." 

seems to be a prevailing view 
that government is responsible for 
tourism 
UTnllricrn rY\llct ho o."..,hY-:lrCH·~ -:Ie ":tn 

Important activity by all of 
government with other departments 
such as Infrastructure and Planning 

role to 

to be 

"Pull agencies together and reignite 
the passion for tourism." 

"Better linkages with agencies who 
can allow tourism development will 

be 

"Advocate where developments by 
agencies provide the opportunity for 
tourism experiences or attractions to 
be intpgrritprL 

Accommodation 

Regional Development 
Commission 

Tnllricn'\ cal"\1ira 

State Government 

local government 

State Government 

local government 

"There needs to be a greater effort to Industry body (forum) 
influence other government agencies 
which impact tourism." 

"Should there not be an increased Tourism service 
focus applied by State Government 
and industry advocates such as 
Tourism WA to developing integrated 
campaigns that support a regional 

Tourism Service / Visitor 
Centre 

and Industry 
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resource and 
needs some 

OTHER COMMENTS 

"While there are some fantastic images we 
don't see any strategy for refreshing the 

basis." 

Regional Tourism 
Organisation 

As well as the issues, views and comments detailed above, numerous respondents commented on the marketing of Western Australia as a 
whole or in relation to specific regions or attractions. Those comments were not relevant to the Strategic Analysis but are summarised as 
follows: 

International access: 

• Build access s points into and within WA: Push to global clients that Perth is a short hop from Asian destinations. 

• Encourage more frequent and varied direct access points into WA. 

• Joint marketing with other destinations such as Singapore. 

• Perth needs more points of entry for air services. 

• Potential to work closely with International educational industries, that invest a great deal to attract overseas students, and those 

students spend money on tourism. 

• Operators should develop activity packages to make it easier for tourists to explore. 

• Entice people here with packages. 

• Airlines and accommodation venues could collaborate on packages. 

• Better partnerships with overseas companies to package. 

• Greater focus on youth and backpacker market 

• Need to identify areas of growth and new markets 

• 
• Peel should be promoted as a destination for conferences 
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I» Capture conference attendees by promoting Perth as a holiday destination: at the airport, road signage and getting taxi drivers to 

promote destinations 

I» Media is effective in promoting WA, the challenge is making WA messages stand out from the clutter 

I» Develop packages - get industry working together 

I» Board could consider funding tourism operators to participate in trade fairs 

I» Enhance Australia as a product, WA is part of the process but is currently working in isolation 

I» Promotional should be regional/destination - tourism focussed like Broome 

I» Define and articulate a single brand for WA 

I» WA has to be clear on points of difference 

I» WA marketed as a fun, adventurous, quality destination 

I» Focus on drawcards and specific regional areas 

I» Increase online marketing 

I» The V3 system is complicated for the small business operator 

I» Stay in front of new marketing tools - i.e. social marketing, 

I» Tourism websites need to be updated and integrated 

I» Visitor ability to search find and book needs improvement 

I» Wasting time on online booking system 

I» Smaller operators rely on anecdotal evidence or personal experiences when marketing 

I» Interstate marketing needed 

I» Intrastate marketing going well 

Others took the opportunity to share business ideas or suggest new infrastructure projects. Those ideas included: 

I» There's an untapped market for Seniors with high disposal income and time to take extended holidays. Business plan to look after 

visiting seniors with potential to generate employment 

I» Build section of Perth Darwin Highway from Perth to Bullsbrook 

I» Dredge Swan River to All Saints Church, and make river accessible for tour operators 

I» Midland Authority to enhance Perth's connection with Swan Valley 

I» Signage is lacking - directing to tourist attractions 
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RESU l TS ANALYSIS 

*Staff workshop is counted as one; Industry 
forum counted as one submission 
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*Staff workshop is counted as one management level under Other. 
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*AII Tourism WA interviews and submissions are included 

under WA - General. Staff workshop is counted as one. 
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ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A4: Hon Ljiljanna Ravlich (Member for East Metropolitan Region) asked for a 
copy of the briefs provided to Mills Wilson Communications Consultants and The Marketing 
Centre to undertake work on the Tourism Western Australia Board's Strategic Analysis. 

Answer: Attached is a copy of the briefs provided to Mills Wilson Communications 
Consultants and The Marketing Centre (Attachment 4). 
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A4 - Attachment 4 

David Lowe 

From: David Lowe 

Sent: Friday, 31 July 2009 5:17 PM 

To: mariem@millswilson.com.au 

Subject: Invitation to quote 

Dear Marie 

As discussed, a follow-up email on the invitation to quote for work associated with an industry 'analysis' 
exercise. 

This invite is on behalf of the Chairman of Tourism WA's Board of Commissioners, Kate Lamont. 

Background 
Note: The following are extracts from either the draft terms of reference or a draft communication to 
industry operators and industry peak bodies. 

Government can influence the growth of the tourism sector in two ways: 
1. Stimulate consumer demand through marketing (includes advertising, promotion, events and PRJ 
2. Influence industry supply by promoting a conducive investment environment and desired 

style/product. 

The Board of Tourism seeks your opinion regarding the future emphaSis the Agency should have to the 
tourism sector's demand and supply. 

The Board believes that tourism strengthens the lifestyle and livability of WA, provides economic diversity, 
wealth and skilled jobs and combines with resources and agriculture as the engine rook of our economy 
and as such deserves focus from government. 

The Board wants to hear your views on where and how the government financial contiribution to tourism 
is best priorities. 

Your ideas and input around demand generation, policy development, reduction of barriers to supply, the 
type of supply the State needs, events, and how to drive dispersal are especially welcome. 

Task seeking quotes on 
The task is involves collating information from a range of sources and writing a report which could form 
the basis of a cabinet submission. 

The report would be written under the direction of the Board of Commissioners and guided by the Terms 
of Reference. 

Information may come in the form of written submissions, oral presentations and interviews. 

In addition, a desk audit will need to be undertaken to investigate existing structures in other Australian 
state tourism organisations and selected international government tourism agencies. Seeking to 
determine best practice. 

Timeframes 
Yet to be finalised. However, expectation is commencement almost immediately with a considerable 
work occurring over a six week period. 

Estimated work time is unknown at this stage. Therefore, please quote on the basis of both full/part days 
and a hourly rate also indicating any standard additional charges. Quotes should also indicate if GST is 
inclusive or exclusive of prices shown. 

Any queries, please give me a call. 

Kind regards 
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David Lowe 
Executive Director Corporate & Business Services 

WESTERN AUSTRALIA 

Level 9, 2 Mill Street PERTH 

GPO Box X2261 PERTH WA 6847 

Tel: 08 92621852 Fax: 0892621787 

Tourism WA Corporate Explore westernaustralia.com 
This e-mail and any attachments are confidential and intended solely for the use of the individual or entity to which they are addressed. If you 
have received this e-mail in error please delete it and any attachments immediately and notify the sender. If you are not the intended recipient. 
you must not. directly or indirectly. use. disclose, distribute, print. or copy any part of this message or any attachment. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A5: Han Ljiljanna Ravlich (Member for East Metropolitan Region) asked for 
details on the Return-an-Investment calculations for the Holiday at Home (2009) and 
Extraordinary Taxi Ride (2010) campaigns? 

Answer: Attached is a copy of the ROI for the Holiday at Home campaign (Attachment 5) 
and the Extraordinary Taxi Ride campaign (Attachment 6). 



Population of Perth (35 years and above) 
729,598 

Source: ABS catalogue number 3201.0 (as of June 2006) 

Trip summary for Intrastate visitors YE March 2009 
Average daily spend ($) 124 
Average length of stay (nights) 3.8 
Average spend per trip ($) 471 

Source: NVS, YE March 2009 

Proportion of target market who saw Holiday at Home campaign 
70% which equals 510,719 

Booked a holiday in WA & seen advertising 
15% which equals 

Source: Tourism WA Brand Tracking Study, 2009 

Commentary 

$ 
76,608 

36,097,591 

A difference of $ 

Initital campaign investment = 

Return on investment (ROI) = 

Booked a holiday in WA & not seen advertising 
7% which equals 

$ 

12,032,530 or $12 million 

A5 - Attachment 5 

51,072 
24,065,060 

Total intrastate spend pa = $2121m YE March 09 
Difference accounts for 0.6% 

$884,000 

13.61146 or 1:14 

70% of people in the target market (35-64 years, household income $100K per annum) surveyed recalled seeing the campaign advertising. 

15% of respondents within the target market who saw the advertising booked a holiday in WA whilst only 7% of those who had not seen the advertising booked a holiday. 
Based on these figures and using the spend data from the National Visitor Survey, it is estimated that the campaign generated an incremental $12 million in tourism revenue. 

The campaign, therefore, is estimated to have generated a 1 :14 return on investment. This means for every dollar invested in the campaign, $14 in revenue has been 
generated for the WA economy. 

Full Source Information: 
Australian Bureau of Statistics, ABS catalogue 3201.0 (as of June 2006) 
Tourism WA Brand Tracking Study 2009, conducted by Synovate Research 
Tourism Research Australia, National Visitor Survey (NVS), YE March 2009 ROllnvestigation conducted by Tourism WA Research team, August 2009 



Extraordinary Taxi Ride - ROllnvestigation 2010 

BOOKINGS 
(Proxy for Visitation to Western 

Australia) 

A5 - Attachment 6 

% Intrastate Exposed to Advertising + 
Booked 

% Interstate Exposed to Advertising + 
Booked 

3% Interstate 10% Intrastate 
(Equivalent to approx. 83,776 people) (Equivalent to approx. 87,794 people) 

Sources: 

Proportion Attributable to 
Advertising 

25% Intrastate 
(Equivalent to approx. 21,299 

people) 

Avg. Spend per 
Trip - Intrastate 

$446 

Direct Advertising Impact 

$72,719,280 

1 
Proportion Attributable to 

Advertising 
75% Interstate 

(Equivalent to approx. 65,845 
people) 

1 
Avg. Spend per 
Trip - Interstate 

$960 

Australian Bureau of Statistics, ABS catalogue 3201.0 (as of June 2006) 
Tourism WA Brand Tracking Study Feb-June 2010, conducted by Synovate Research 

Campaign 
Investment 
$5,800,000 

Tourism Research Australia, International Visitor Survey and National Visitor Survey, YE Dec 09 

Metrix Consulting, August 2010 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A6: Hon Ken Travers (Member for North Metropolitan Region) asked for a 
breakdown of how the $8. 5 million provided by Government as transitional funding for the 
restructure, will be spent in 2010111? 

Answer: 

Transitional Budget 2010/11 

Redeployee management and Employee severances (voluntary) 
Transitional staff resources, office and overhead resources 
Tourism eMarketplace transition 
Western Australia Visitor Centre (Information Services contract and accommodation) 
Transfer of functions 
Indigenous Tourism Strategy 
Project management and other costs 
Total 

2010/11 
$'000 
4,310 
1,113 

370 
1,060 
1,446 

30 
221 

8,550 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A 7: Hon Ken Travers (Member for North Metropolitan Region) asked for 
information on any event that Eventscorp has secured in recent times that has made a return 
on investment equal to or better than the World Lacrosse Championships held in WA? 

Answer: In 2002 Eventscorp contributed $400,000 to the 2002 World Lacrosse 
Championships. The economic impact ofthe event was $11.5 million resulting in a ROI of 
1:29. 

Without a more specific indication of what the Hon Member meant by 'recent times' it is not 
possible to provide a meaningful answer. However, by way of example, over the past couple 
of years I can confirm that the Australian Polocrosse Championships held in October 2008 
delivered an ROI of 1:40.8. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A8: Han Ken Travers (Member for North Metropolitan Region) asked for a list 
of One Movement for Music Festival events, tickets sold, attendance figures and how many 
free tickets and to whom. 

Answer: Tourism Western Australia advises that attendance documents contain commercial 
information sensitive to third parties from the public and private sectors, and that the public 
release of such information would provide rival host cities with an unfair advantage over 
Perth. This would have a significant adverse effect on the agency's business, professional, 
commercial and financial affairs, as well as those of associated third parties. The Committee 
is respectfully requested to reconsider its request in light of these additional facts. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A9: Hon Ljiljanna Ravlich (Member for East Metropolitan Region) asked for 
confirmation of the date Tourism Western Australia A/Chief Executive Officer, Ms Stephanie 
Buckland, was advised by Tourism Australia of the 14 September 2010 announcement and 
media statement by the Hon Martin Ferguson AM MP, Federal Minister for Tourism The 
Oprah Winfrey Show Comes Downunder '. 

Answer: The night of Monday 13 September 2010. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. Ai 0: Hon Philip Gardiner (Member for Agricultural Region) asked for the 
guiding principles on the risk that Tourism Western Australia has in relation to forward 
purchasing contracts via the Western Australian Treasury Corporation? 

Answer: Tourism Western Australia's management of foreign exchange risk, including the 
current management of an existing forward purchase contract for Euro associated with the 
now cancelled 2011 Red Bull Air Race, is approached on the following basis: 

CD Compliance with Treasurer's Instruction (TI) 826, Managing Foreign Exchange Risk, 
established under the Financial Management Act 2006. 

Compliance with Tourism Western Australia's internal policy, Foreign Currency 
Exposure. 

TI 826 requires that foreign exchange risk to be identified, measured, considered and 
managed. This is actioned through the agency's Audit & Risk Committee, an 
established sub committee of the Tourism WA Board. The Audit & Risk Committee 
has delegated authority from the Tourism WA Board (the Accountable Authority) for 
the management of foreign exchange risk. 

Where a material foreign exchange exposure has been identified, in all cases, advice is 
sought and obtained from the Western Australian Treasury Corporation (WATC). This 
is actioned via meetings between senior management of Tourism Western Australia and 
officials from W ATC and also includes presentations by officials from W ATC directly 
to the Audit & Risk Committee. 

Senior management of Tourism Western Australia then processes the available 
information and advice and provides a recommendation on the management of foreign 
exchange risk to the Audit & Risk Committee for approval. 

In addition to the above, Tourism Western Australia's management of foreign exchange is a 
scheduled audit area within the agency's rolling three-year internal audit program. This area 
of activity was last audited in July 2010. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. All: Hon Ken Travers (Member for North Metropolitan Region) asked for 
information on the nine Naturebank sites that Tourism Western Australia and the Department 
of Environment and Conservation are collaborating on evaluating? 

The Naturebank initiative is managed through a partnership between the Department of 
Environment and Conservation (DEC) and Tourism Western Australia and in some cases, 
also with Aboriginal communities to realise the development of low-impact accommodation 
in protected areas. The ability of agencies to deliver on the timelines provided below is based 
on best-knowledge. However, it should be noted that external influences may impact on the 
ability to deliver against the intended milestones. These influences include seasonality, 
environmental constraints, Aboriginal heritage issues and Native title outcomes (where 
applicable). 

The process for clearance to the Expression of Interest (EOI)/Request for Proposal (RFP) 
stage is: 

.. 

.. 

.. 

.. 

.. 

.. 

Site Identification 
Environmental Impacts 
o may include, but are not limited to findings of Flora, Fauna and Marine studies. 
Built Assessment 
o may include, but are not limited to findings of Hydrology, Geotech, Landscape, 

Access and Fire studies. 
Social Assessment/Cultural Heritage 
o may include, but are not limited to - consultation with Traditional Owners, 

Cultural Heritage Ethnographic and Archaeological studies and Native Title 
issues. Naturebank is committed to working directly with Aboriginal people 
irrespective of the native title status of the land on which the project is situated. 

Marketing 
o Soft marketing - destination specific information only to raise market awareness. 

Specific information on site/s within the destination is not released; 
o Pre-Expression of Interest marketing - site specific information is released to 

prospective investors. 
EO I1RFP Stage 

Current Naturebank sites and their anticipated EOIlRFP are: 

.. Purnululu (Kurrajong), East Kimberley 
o Site was released to market in December 2009. Successful proponent was 

announced in September 2010. 
.. Purnululu 2nd site, East Kimberley 

o If site proceeds, EOI release late 2011 
.. Francois Peron National Park, Shark Bay, Gascoyne 

o If site proceeds, EOI release late 2011 



o Cape Le Grande National Park, Esperance/Goldfields 
o If site proceeds, EOI release 2011112 financial year. 

o Wharncliffe Mill (near Margaret River), Bramley National Park, South West 
o EOI release 2011112 FY. 

.. Windjana National Park, West Kimberley 
o If site proceeds, EO I release 2012113 financial year. 

o Millstream Chichester National Park (Python Pool), Pilbara 
o If site proceeds, EOI release 201212013 financial year. 

.. Miriuwung Gajerrong Conservation Area, East Kimberley 
o Note: The Miriuwung Gajerrong Conservation Area is Aboriginal land managed 

under an agreement with DEC. Any development proposal will be subject to and 
with the Miriuwung Gajerrong people. 

o If site proceeds, EO I release late 2011. 
o Mt Hart Station, West Kimberley 

o Awaiting advice from DEC on Native Title circumstances for Mt Hart which will 
inform the opportunities available at Mt Hart station, due diligence requirements 
and timing. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A12: Hon Liz Behjat (Member for North Metropolitan Region) requested a copy 
of the Western Australian Indigenous Tourism Operators Committee (WAITOC) Review - The 
Way Forward? 

Answer: Attachment 7 is a copy of Western Australian Indigenous Tourism Operators 
Committee (WAITOC) Review - The Way Forward. 
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Western Australian Indigenous 
Tourism Operators Committee 
(WAITOC) Review .. The Way 
Forward 

II 14 May 2009 



SKM 

Western Australian Indigenous Tourism 
Operators Committee (WAITOC) Review .. 
The Way Forward 

FINAL REPORT 

14 May 2009 

Sinclair Knight Merz 
ABN 37 001 024 095 
590 Orrong Road, Armadale 3143 
PO Box 2500 
Malvern VIC 3144 Australia 
Tel: +61 392483100 
Fax: +61 392483400 
Web: www.skmconsulting.com 

COPYRIGHT: The concepts and information contained in this document are the property of Sinclair 
Knight Merz Pty Ltd. Use or copying of this document in whole or in part without the written 
permission of Sinclair Knight Merz constitutes an infringement of copyright. 

LIMITATION: This report has been prepared on behalf of and for the exclusive use of Sinclair 
Knight Merz Pty Ltd's Client, and is subject to and issued in connection with the provisions of the 
agreement between Sinclair Knight Merz and its Client. Sinclair Knight Merz accepts no liability or 
responsibility whatsoever for or in respect of any use of or reliance upon this report by any third 
party. 

The SKM logo trade mark is a registered trade mark of Sinclair Knight Merz Pty Ltd. 
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1. Executive Summary 
Sinclair Knight Merz (SKM) was commissioned by Tourism Western Australia (Tourism WA) to 

undertake a review of the Western Australian Indigenous Tourism Operators Committee 

(W AITOC) and formulate a five year strategic plan for the organisation. 

The first phase of this project comprised a situational analysis, an analysis ofWAITOC's strengths, 

weaknesses, opportunities and threats (SWOT) and an assessment of the suitability of the current 

Regional Tourism Organisation (RTO) operational model as a model for W AITOC. The results of 

this exercise are set out in the interim report. 

This report sets out SKM's recommendations for a strategic and operational model for WAITOC 

over the next five years. Key recommendations are presented on page 5. 

Vision, Purpose and Mission 

It is recommended that WAITOC's vision is changed slightly to: To see the creation of a vibrant, 

authentic Indigenous experience as a component of Western Australia's tourism industry, in order 

to reflect WAITOC's state rather than national focus. 

One criticism levelled by a number of stakeholders was that this vision translated into a mission 

statement required WAITOC to focus on too many diverse objectives at once. The new mission 

statement should therefore reflect a greater focus on core and highly valued services that W AITOC 

can provide. It should also recognise the value of strategic partnerships that help W AITOC achieve 

its vision, harnessing the credibility and profile it has achieved since 2000, as well as signal 

WAITOC's leadership role for the Western Australian Indigenous tourism industry. 

On this basis, SKM suggests the following mission statement going forward: 

Provide leadership and direction for the Western Australian Aboriginal tourism industry and the 

presentation of culturally authentic, sensitive and sustainable tourism activities (experiences) by 

being the credible peak representative of the Aboriginal tourism sector. 

Develop and harness strategic partnerships with government, mainstream tourism operators and 

representative organisations, specialist service providers for Aboriginal communities and regional 

communities and organisations to achieve WAITOC's vision. 

Focus on providing services that harness WAITOC's core strengths, namely marketing, advocacy, 

encouraging partnerships and networking. 

SINCLAIR KNIGHT MERZ 
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Proposed Services 

The strategies and associated services that will support the mission (please refer to Section 5) will 

need to be selected on the basis of whether W AITOC can deliver a service that is of val ue and that 

can be delivered at a competitive price. The following criteria for evaluation of strategies and 

services are suggested: 

1) That stakeholders have identified them as major strengths in the situational analysis; 

2) They can contribute to achieving Western Australian Government policy objectives; 

3) They require Aboriginal ownership or control, or are worth purchasing from an Aboriginal 

organisation; 

4) They do not duplicate existing structures (primarily Tourism WA, but also specialist providers 

of training or business advice). 

Based on an analysis of the strategies and actions contained in WAITOC's current business plan, it 

is suggested that for the next five years, W AITOC focus on four key strategies. These are: 

1) Marketing; 

2) Advocacy; 

3) Encouraging partnerships; and 

4) Networking. 

These strategies recognise the key roles W AITOC can play in achieving its vision and mission, 

while providing a valuable and unique service to relevant state government agencies (in particular 

Tourism WA and AED) and avoiding duplication with services provided through existing 

structures. The services and actions suggested under these strategies are presented in Table 2 in 

Section 5.4. 

Governance 

Good governance and accountability for resources received were identified as weaknesses during 

the first phase of the project. In particular, Tourism WA and AED managers referred to difficulties 

in terms of continuing requests for resources without the identification of clear outcomes, and 

difficulties in justifying continued financial support. 

Tourism WA managers support Aboriginal operator control of WAITOC and value its autonomy. 

The need for W AITOC to be an autonomous organisation - i.e. a service provider to government 

rather than government-supported without clear agreements - was particularly highlighted. 

During the situational analysis, it was acknowledged that the enthusiasm and personal commitment 

of the WAITOC Board members has played a substantial role in the organisation's survival and 
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achievements to date. However, a number of concerns were raised with respect to the size, 

composition and performance of the Board. The Board's size (12 members) clearly places a strain 

on WAITOC's limited resources (in 2007/08, Board travel cost $45,888). Other comments related 

to the internal politics of the Board, members' capacity and understanding of directorship 

responsibilities, as well as their ability to get out to regions and provide support at the local level. 

Based on this and the cost implications of having a Board of the current size, it is therefore 

recommended that Board size be reduced to five members (including one chairperson), 

representing Western Australia's five tourism areas. Individual Board members should be 

nominated to provide advice on particular issues, for WAITOC staff to draw on where required. 

For the organisation of the Australian Indigenous Tourism Conference (A lTC), a conference 

committee of 12 members (including at least three Board members) should be formed. 

To broaden and deepen the available skills base, it is also suggested that a voluntary panel of 

experts with extensive tourism experience and good networks is established to support the Board. 

Together with two non-voting expert Board members, the panel could provide general support and 

ad hoc specialist advice. 

SKM also suggests that WAITOC's incorporation arrangement is changed from an association to 

an Aboriginal Corporation. This would facilitate access to assistance, support and information and 

training programs while meeting the objectives of the current incorporation agreement. 

Recommendations for Operating Model 

The key issue in WAITOC's future development is the need to become an autonomous body that is 

able to contribute to, and constructively criticise, state and Commonwealth government policy and 

strategy. Currently, this is difficult for two reasons: the lack of funding and the dependence on state 

government, without clear agreements on roles, responsibilities and performance requirements. 

This creates an environment of insecurity on both sides which is not conducive to clear outcomes 

and a sustainable working relationship. 

In addition, with expected budget cuts, Tourism W A and AED are unlikely to be able to provide 

current funding levels in the new financial year without commitment from Premier and Cabinet. 

To put W AITOC in a position where it can take a business approach to providing services to 

government and others for a fee, it is recommended that W AITOC is incorporated as an Aboriginal 

Corporation and contracted to government under an RTO-type agreement. 

The selection and appointment of the right person as executive officer is key to W AITOC's 

success. Based on the suggested services and the envisaged operational requirements, SKM would 

recommend that the executive officer position is advertised and offered to an applicant with 
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suitable skills, experience and networks. He or she should be supported by a full-time 

marketing/administrative staff. It is considered that both should be based in a serviced office, which 

would be more cost-effective than renting a small office. 

Other accommodation options such as co-location with Tourism WA or Australia's Golden 

Outback have not been considered. Tourism W A and AED indicated they would not be preferred 

options in working towards independence for W AITOC. 

Potential Revenue Streams 

Four potential revenue streams have been identified which should be developed by the executive 

officer over time, with a view to diversifying WAITOC's revenue streams. These are: 

.. Opportunities and capabilities to deliver ad hoc and long-term fee-for-service programs to state 

and Commonwealth Government agencies; 

.. Additional funding from Commonwealth agencies; 

.. Corporate funding and sponsorship; and 

.. Revenue from membership by reviewing membership and fee structure. 

1.1. Key Recommendations 

.. WAITOC's vision should be slightly modified and a new mission introduced that focuses on 

leadership, strategic partnership and core service delivery; 

.. W AITOC should focus on four core strategies: 

1) Marketing; 

2) Advocacy; 

3) Encouraging partnerships; and 

4) Networking. 

.. To deliver actions under these strategies, WAITOC should be contracted to government 

through an RTO-type agreement at a cost of $405,000 per annum; 

.. The Board size should be reduced to five members and a voluntary panel of experts, plus two 

non-voting expert members introduced; 

.. W AITOC should be incorporated as an Aboriginal Corporation; 

.. The executive officer position should be advertised and filled with a person of suitable skills, 

experience and networks; 

.. There should be one full-time marketing/administrative support staff; 

.. W AITOC should be based in a serviced office in or close to Perth CBD . 
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2. Introduction 
Sinclair Knight Merz (SKM) was commissioned by Tourism Western Australia (Tourism WA) to 

undertake a review of the Western Australian Indigenous Tourism Operators Committee 

(W AITOC) and formulate a five year strategic plan for the organisation. 

In the first phase of the project, SKM conducted an analysis of W AITOC' s current situation with 

respect to its vision and purpose, the products and services it provides, its governance and 

management, its financial situation and the systems that underpin its operations. 

Arising from the situational analysis, SKM conducted a Strengths, Weaknesses, Opportunities and 

Threats (SWOT) analysis and assessed the suitability of the current Regional Tourism 

Organisations (RTO) model as an operational model for WAITOC. The results of this exercise, 

which involved a desktop review and wide-ranging stakeholder engagement, are presented in the 

separate interim report. 

The project did not include a detailed assessment ofWAITOC's contributions with respect to: 

a) The achievement of government policy objectives; 

b) Support for Aboriginal tourism businesses in overcoming obstacles; and 

c) Growing Aboriginal tourism in Western Australia. 

However, it is quite clear from the engagement undertaken, that stakeholders overwhelmingly see 

W AITOC as having made a significant number of achievements since 2000, especially given a 

resource constrained operating environment (please refer to Section 2.2 - W AITOC Past 

Achievements and Section 2.3 of the interim report). 

This document sets out SKM's recommendations for a strategic and operational model for 

W AITOC over the next five years. It includes a five year operating budget for the organisation 

which is presented in Section 11. 

2.1. Background 

Aboriginal tourism is a significant policy direction for the Western Australian Government and 

plays an important role in achieving the key performance indicators of Tourism W A. Aboriginal 

tourism is one of the strategic objectives of the Tourism WA Strategic Plan for 2008-2013, and in 

2006, Tourism W A launched a separate Aboriginal Tourism Strategy for 2006-2010. 

Many stakeholders consulted in the first phase of this project, particularly senior managers within 

Tourism W A, and those within mainstream tourism representative bodies, indicated that Aboriginal 

tourism is a significant 'hook' to enable Western Australia to attract more international tourists. 
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There was a strong consensus that Aboriginal tourism could deliver important spin-off benefits for 

mainstream tourism. 

Tourism would also appear to be a significant contributor to growing the number of Aboriginal

owned enterprises within the state. It therefore plays a role in achieving WA's overall policy 

objective of increasing Aboriginal involvement in the mainstream economy. 

Aboriginal tourism businesses, like other Aboriginal businesses, are affected by lower educational 

achievement levels, difficulty in accessing capital and relatively few business operator role models. 

2.2. WAITOC Past Achievements 

Stakeholder views gathered during the first phase of this project indicate a significant number of 

W AITOC achievements since 2000. Views ranged from ardent and enthusiastic suppOliers who 

thought it was essential the organisation continue, to a small number of adamant critics who 

indicated it should be closed down. Some of the most enthusiastic supporters were non-Aboriginal 

stakeholders from mainstream tourist organisations, and some of the most strident critics were 

Aboriginal operators. 

Nearly all Aboriginal operators were able to identify a number of products and services delivered 

by W AITOC that they considered useful. The key areas where W AITOC was seen to have 

achieved success were: 

II Advocacy and representation; 

II Marketing; 

II Conferences; 

II Networking; 

II Assistance and advice for Aboriginal tourism operators; and 

II Being the only state-level Aboriginal tourism representative body. 

Among other issues, a number of stakeholders indicated that W AITOC was trying to undertake too 

many diverse roles and that it needed to focus on fewer objectives. This feedback and all other 

stakeholder responses received during the first phase of the project have played a key role in 

framing the future strategy and operational model for W AITOC that is set out in this report. 

Detailed stakeholder responses as well as views on specific services are presented in the interim 

report (Section 4 and Appendix A). 
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3. Vision and Purpose 
WAITOC's current vision, as presented in its 2007 business plan, is: 

To see the creation of a vibrant, authentic Indigenous experience as a component of Australia's 

tourism industry. 

While no specific question as to the suitability of the vision was asked during engagement, it is 

quite clear that stakeholders support WAITOC's aim which can be summed up as above. That 

stakeholders so widely support WAITOC's vision gives credit to the organisation's profile and 

achievements. It should be seen as recognition of W AITOC' s efforts since its inception. 

It has however been noted particularly by state government stakeholders that a focus on Western 

Australia is important to W AITOC's future, as state government cannot fund national bodies. It is 

therefore suggested that the vision is modified slightly to: 

To see the creation of a vibrant, authentic Indigenous experience as a component of Western 

Australia's tourism indusfly. 

Section 4 describes the suggested mission that will help W AITOC achieve its vision, and the 

suggested strategies that support the mission. 
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4. Mission and Key Strategies 

WAITOC's current mission, as set out in its 2007 business plan is to: 

Accelerate the participation of Aboriginal people in the tourism industry and the presentation of 

culturally authentic, sensitive and sustainable tourism activities (experiences) by being the credible 

peak representative of the Aboriginal tourism sector. 

For WAITOC to position Western Australia as the premier destination in Australia for authentic 

unique Aboriginal experiences. 

It is suggested that for the next phase ofWAITOC's development, its mission should reflect 

WAITOC's leadership role for the Western Australian Indigenous tourism industry. It should 

provide a focus on strategic partnerships, as opposed to WAITOC 'going it alone' as reflected in 

the above mission statement. W AITOC now has the credibility and profile to influence the services 

and outcomes of other key organisations, and these strategic relationships should be recognised. 

The mission should also reflect a greater focus on core and highly valued services that W AITOC 

can provide, noting that the previous mission was perceived to require too many diverse actions: In 

WAITOC's business plan, the vision and mission translated into six objectives with 16 underlying 

strategies (please refer to Appendix D of the interim report for existing objectives and strategies).l 

On this basis, SKM suggests the following mission statement: 

Provide leadership and direction for the Western Australian Aboriginal tourism industry and the 

presentation of culturally authentic, sensitive and sustainable tourism activities (experiences) by 

being the credible peak representative of the Aboriginal tourism sector. 

Develop and harness strategic partnerships with government, mainstream tourism operators and 

representative organisations, specialist service providers for Aboriginal communities and regional 

communities and organisations to achieve WAITOC's vision. 

Focus on providing services that harness WAITOC's core strengths, namely marketing, advocacy, 

encouraging partnerships and networking. 

The strategies and associated services that will support the mission (please refer to Section 5) will 

need to be selected on the basis of whether WAITOC can deliver a service that is of value and that 

I Note that W AITOC's business plan uses the language of 'objectives' with supporting 'strategies'. In this 
document, SKM instead uses the language of' strategies' with supporting' actions' or 'services' . 
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can be delivered at a competitive price. The following criteria for evaluation of strategies and 

services are suggested: 

1) That stakeholders have identified them as major strengths in the situational analysis; 

2) They can contribute to achieving Western Australian Government policy objectives; 

3) They require Aboriginal ownership or control, or are worth purchasing from an Aboriginal 

organisation; 

4) They do not duplicate existing structures (primarily Tourism WA, but also specialist providers 

of training or business advice, both government and private). 

Table 1 shows SKM's assessment ofWAITOC's existing strategies and actions with respect to 

these criteria. 

III Table 1 Assessment of Existing Strategies and Actions 

Action 
Strength 

Contribution Require Lack of Overall: 
to Policy Aboriginal Future 

Duplication 
Objectives Ownership Inclusion 

. Str~tegY1:AchiE:lve;gr~ater, .. reoogniti()npflndigehoI.l9touri$m· as~nefonomicandso.cial.c;oPtributorto .. 
AborigiQalpeople.andtheState

t
: ..: .... ..... .• ... .. . .... . ......•... ;. .. .... ... . ••...••.... 

1.1 - Research No Yes No No No 

1.2 -Advocacy Yes Yes Yes Yes Yes 

1.3 - Communication Yes Yes Yes Yes Yes 

Sti"ategy2:,A,chieve greater integration of Indigenous tourism operations with the .broadel".toul"ism industry, 

2.1 - Participation! 
Communication 

Yes Yes Yes Yes Yes 

Strategy 3 :Cd~tribute t() theimprovedq llality and authenticity of Indigenous tourisfQproductsleadingtoan 
eqhancedcustomer experience. ..... . . .. .... . ..... 

3.1 - Accreditation and No Yes No No No 
Membership 

3.2 Mentoring No Yes No No No 

3.3 - Networking and 
Facilitation 

Yes Yes Yes Yes Yes 

3.4 - Training No No No No No 

Strategy4:. Growlndigelious tourism's market sh~reofWestern Australia:s tourism industry. 

4.1 - New Product Yes Yes Yes Yes Yes 

4.2 - Promotion Yes Yes Yes Yes Yes 

4.3 - Market Yes Yes No Yes Yes 
Positioning (Branding) 

Strategy.5:.lncreaseemploymentof Indigenous people.in the .t",urism industry. .. .. .... ~ 

5.1 - Training No Yes No No No 

5.2 - Facilitation No Yes Yes No No 

<. 

Strategy-6:GrQwlllember and other noncgovernmentresource ~upportofVVAIJQO andconsolidate .•. 
goverrments!JPport. .. .. ....... . '.. ... . .• 
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Major 
Contribution Require 

Lack of 
Overall: 

Action to Policy Aboriginal Future 
Strength 

Objectives Ownership 
Duplication 

Inclusion 

6.1 - Membership Yes Yes Yes Yes Yes 

6.2 - Sponsorship Yes Yes Yes Yes Yes 

6.3 - Government No Yes Yes Yes Yes 
Funding Support 

Based on the analysis above, it is suggested that for the next five years, W AITOC focus on four 

key strategies. They do not directly reflect existing strategies but represent a combination of 

existing and additional actions under the umbrella of four new strategies. These are: 

1) Marketing; 

2) Advocacy; 

3) Encouraging partnerships; and 

4) Networking. 

These strategies recognise the key roles W AITOC can play in achieving its vision and mission, 

while providing a valuable and unique service to relevant state government agencies and avoiding 

duplication with services provided through existing structures. They were also recognised as key 

strengths during the first phase of this project. The services and actions suggested under these 

strategies recognise the current lack of organisational sustainability and viability, and focus on the 

development of stable revenue streams. 

The rationale for focusing on these four strategies, and the actions and services to be provided 

under them, are set out in Section 5 (Proposed Services). 

SINCLAIR KNIGHT MERZ 

PAGE 11 



SKM 

5. Proposed Services 

Under the four key strategies set out above, W AITOC will be able to provide many of its current 

services by focusing on its core strengths. With the right governance and operational structure to 

underpin the strategies (please refer to Sections 6-9), W AITOC will also be able to minimise its 

weaknesses and threats. Please refer to Appendix A for the results of the SWOT analysis. 

Below, the rationale for focusing on these strategies is set out. Subsequently, Table 2 shows the 

suggested actions under Strategies 1-4. It shows the value W AITOC can potentially deliver to 

government - if the right agreement is put in place. 

The right agreement in this case is considered to be the operational model currently used for the 

Regional Tourism Organisations (RTOs) (please refer to Section 10 of the interim report for a 

description of the model). This is because the strategies set out in Section 4, identified as key 

strengths by stakeholders, very clearly resemble the remit ofRTOs. Indigenous tourism is a distinct 

market sector and a type of special interest 'destination'. It requires a targeted marketing strategy 

with input from those who can represent the area and have a detailed knowledge of its products. 

In this sense, the suggested future role of W AITOC and the current role of RTOs share objectives 

relating to: 

II Promoting their destination and making it recognised and highly desirable to visitors; 

II Working with Tourism W A to improve marketing intrastate, interstate and internationally; 

II Promoting local attractions; and 

II Building partnerships and fostering co-operation. 

Introducing the RTO model for WAITOC would overcome the issue of a lack of clear agreement 

between W AITOC and its funding organisations, and enable the relationship to be clarified in 

terms of purpose, goals and responsibilities. It would also have the advantage of being an 

established delegation model and agreement structure that is tested and known to work. The RTO 

model provides an approach that would enable W AITOC to remain under Aboriginal control 

through an independent Board, but be accountable for the use of public funds. Mentoring of 

W AITOC by an RTO could also be an option. 

5.1. Marketing 

Marketing was the single most universally supported area where WAITOC's success to date was 

acknowledged by stakeholders, and where the organisation could make a valuable contribution to 

Aboriginal tourism and Aboriginal tourism operators. 
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Examples include the preparation and distribution of marketing collateral, participation in 

international road shows and a presence at major trade events. 

The W AITOC website and newsletter were specifically mentioned by various stakeholders, as were 

the product manual and the self-drive map. The Australian Indigenous Tourism Conference (AITC) 

was repeatedly cited as one of W AITOC' s achievements, particularly the elements that enabled 

direct dialogue and relationship-building with potential buyers (please also refer to Section 5.4-

Networking). 

Tourism WA managers saw particular value in having WAITOC's input into its marketing 

materials. They see this as an opportunity to harness WAITOC's unique position as a 

representative body for Aboriginal tourism operators, and the collective cultural knowledge that 

W AITOC holds. One Tourism W A manager noted that: Their input has helped increase the 

accuracy and appropriateness of our marketing materials considerably'. 

5.2. Advocacy 

Advocacy was one of W AITOC' s functions that was strongly supported by all but two of the 41 

stakeholders consulted during the first phase of this project. They acknowledged the organisation's 

achievement in building a distinct and respected profile for Aboriginal tourism operators (please 

refer to Section 4.2.1 of the interim report for detailed stakeholder feedback). 

The case for a representative body for Aboriginal tourism operators should be based on whether: 

.. Aboriginal tourism is a significant 'destination' or market sector; 

.. There are special interests and views of the sector that need to be represented to government, 

industry and others; 

.. The existence of a representative body will encourage the development of the sector; 

.. The best way to represent the sector is to enable Aboriginal tourism operators to form a 

representative entity. 

There would seem little doubt that: 

.. Aboriginal tourism is a special sector and 'destination' as significant as any regional 

destination; 

.. It has special and unique issues in terms of the culture of the operators, the marketing needed 

and the product development challenges; 

.. Its existence as an entity controlled by Aboriginal people encourages and sets an example for 

other potential Aboriginal operators (as repeatedly emphasised during consultations); 
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III The only way to authentically represent the sector in any credible way to government and 

industry is for it to be represented by Aboriginal operators. 

Promoting Aboriginal tourism is one of the key objectives of Tourism WA's strategic plan to 2010 

and contributes to other objectives relating to regional dispersal, visitor yield and contribution to 

WA's lifestyle and social development. Aboriginal tourism can also playa role in advancing 

Aboriginal economic development and encouraging tourists to come to W A, helping to achieve 

state policy objectives. The support of an effective advocacy group may be useful to Tourism W A 

for an emerging industry sector facing a period of likely market contraction. 

The strength of W AITOC lies in the passionate support it has from the maj ority of Aboriginal 

tourism operators. Feedback indicates that WAITOC has credibility at the state and national levels. 

There would therefore seem to be a need for a continuing representation and advocacy role to: 

III The state and Commonwealth governments; 

III Major (mainstream) industry operators and representative organisations; 

III The regional level- promoting awareness of the value Aboriginal tourism brings to regional 

areas and towns to enhance local community and business understanding and support. 

In particular, W AITOC should continue to provide two Board members for representation on the 

Tourism W A Aboriginal Tourism sub-committee. 

5.3. Encouraging Partnerships 

During the situational analysis, encouraging partnerships was frequently mentioned as one area 

where W AITOC could make a significant contribution. Particular areas mentioned included 

partnerships with the private sector and contributing to the planning and strategy development of 

Tourism WA and RTOs. 

W AITOC could have a similar role to that of the RTOs, participating in annual strategy policy 

discussions with Tourism W A and contributing to the state-wide approach to marketing. Given the 

importance of Aboriginal tourism in the state's strategic approach to tourism development, 

specialised input into strategy development by those with pmticular knowledge of Aboriginal 

issues would seem of value. As one Tourism WA senior manager said, if Aboriginal tourism 

operator representatives were involved, they could 'help Tourism WA understand how they can best 

promote the concept of Aboriginal tourism '. 

Ongoing involvement in the quarterly meetings of the WAITOC Business Reference Group -

including W AITOC, the Aboriginal Economic Development Branch (AED) and Tourism WA - is 

also recommended. The purpose of the group is communication, knowledge-sharing and provision 

of direction for W AITOC. 
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Other partnership opportunities include encouraging stronger links with major mainstream 

operators and taking a greater role in liaising with the mainstream tourism industry. Providing a 

single point of contact representing the small Aboriginal tourism operators with airlines, travel 

agents, tour wholesalers and large operators was one of the most useful WAITOC functions 

highlighted by stakeholders. 

Collaboration on marketing material - such as the self drive map with RAC - was also well 

received by stakeholders. 

5.4. Networking 

It is clear that product development is an important issue for Aboriginal tourism. However, there 

are many other sources of product and business development support including Indigenous 

Business Australia, the Small Business Development Corporation, programs provided by the 

Department of Education, Employment and Workplace Relations and Tourism W A. 

The question is whether W AITOC has any special contribution to make to this role that adds value 

to, or fills a gap in, the services delivered by others. It is suggested that this contribution consists of 

networking and the ability to bring Aboriginal people together in an environment where they feel 

comfortable to support each other and share experiences. 

The opportunity to visit each others' operations ('famils'), seek advice from those who are more 

advanced and share experiences was particularly highlighted. Many stakeholders, particularly 

Aboriginal operators and Board members, spoke of the advantages of Aboriginal operator 

networking where people are able to see the practical ways that others, coming from a similar 

background and culture, have used to overcome problems. 

Networking opportunities were also seen as one of the most positive features ofthe AITC, both in 

terms of bringing operators together to learn from each other, and linking small operators directly 

to larger wholesalers and mainstream organisations. 
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III Table 2 Suggested WAITOC Strategies and Actions 

Strategy Actions 

1. Marketing Further develop and maintain the WAITOC website to inform industry, government 
and Aboriginal people of the opportunities and activities associated with Indigenous 
tourism. 

Further develop and distribute a quarterly electronic newsletter to members and 
other interested parties in industry, government and the general public. 

Annually update and distribute the WAITOC product manual. 

Annually update and distribute the 'Indigenous Tourism Experiences in Western 
Australia' consumer brochure to visitor centres and overseas trade offices. 

Annually update and distribute the Indigenous tourism self-drive map. 

Provide content, editorial and imagery input into government marketing materials, 
initiatives and relationship-building exercises to ensure authenticity, effective 
dissemination of information, accuracy and increased Aboriginal participation. 

Provide a representative presence for Aboriginal operators and product at the 
annual Australian Tourism Exchange and other trade and travel shows, using 
existing research to identify priority markets. 

Identify relevant tourism, general news and Aboriginal media and conduct media 
briefings on Aboriginal tourism. 

Identify and implement advertising opportunities in relevant trade and 
consumer publications. 

Brief tourism industry meetings at a regional and state level, using WAITOC 
materials to increase awareness of activity and opportunities. 

2. Advocacy Continue to provide two WAITOC Board members for representation on the 
Aboriginal Tourism Sub Committee. 

Advocate and represent the interests of Aboriginal operators with state government 
ministers and agencies, the Tourism Council of Western Australia (TCWA), RTOs, 
Commonwealth ministers and agencies such as Indigenous Business Australia 
(IBA), and at the regional level. 

3. Encouraging Provide strategic input to Tourism WA (Aboriginal Tourism Strategy and annual 
Partnerships marketing strategy), AED and Ministers. 

Develop a) corporate sponsorship, b) specific project sponsorship and c) corporate 
funding for services through researching and approaching corporations with a 
history of support for Indigenous organisations. 

Actively encourage Aboriginal operators to consider joining appropriate industry 
groups, e.g. Visitor Centres, RTOs and TCWA. 

4. Networking Continue to organise, promote and manage the biennial Australian Indigenous 
Tourism Conference (AITC) as an important networking and partnership facilitation 
forum for Indigenous and mainstream tourism operators as well as wholesalers. 

Increase the opportunities for Aboriginal operators to network with other operators, 
both Aboriginal and non-Aboriginal (facilitate 'famils'). 

----
Act as a conduit and facilitator for Tourism WA and others (e.g. AED), utilising its 
ability to bring Aboriginal operators together, to effectively deliver actions and 
services under the Aboriginal and state tourism strategies. 

Section 11 (Operating Budget) sets out the financial implications (both revenue and costs) of the 

actions outlined above. 
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6. Governance 

Good governance and accountability for resources received were identified as weaknesses during 

the first phase of the project. In particular, Tourism WA and AED managers referred to difficulties 

in terms of continuing requests for resources without the identification of clear outcomes, and 

difficulties in justifying continued financial support. 

Tourism WA managers support Aboriginal operator control of W AITOC and value its autonomy 

but highlight the need for W AITOC to be an accountable service provider to government. 

If this is implemented, WAITOC will maintain its credibility as an Aboriginal-controlled 

organisation which is representative of Aboriginal tourism operators, can function as an advocate 

on their behalf and provide services that both benefit its members and add value to a wide range of 

state and Commonwealth government agencies (please refer to Section 9.1 for an outline of 

potential agreements with state government). This would represent organisational development 

compared to the current situation, where much of the interaction between WAITOC and its 

government partners is about funding rather than policy. 

The recommendations set out in this and the following sections reflect this objective of W AITOC 

as an autonomous organisation. 

6.1. Current Board Composition 

During the situational analysis, it was acknowledged that the enthusiasm and personal commitment 

of the WAITOC Board members has played a substantial role in the organisation's survival and 

achievements to date. Especially the fact that WAITOC is Aboriginal-controlled drew widespread 

recognition and support. However, a number of concerns were raised with respect to the size, 

composition and performance of the Board. 

The size of the Board (12 members) was of concern, given the organisation's limited resources and 

the high costs of convening Board meetings estimated at around $15,000 per meeting from 

previous budgets. 2 According to WAITOC's executive officer, it was decided from the 

establishment of W AITOC that representation was needed from a cross-section of language groups 

across Western Australia. It also reduced the commitment load of Board members, as most have 

2 Full Board meetings currently occur on average 2-3 times a year. Each meeting costs on average $12,000 
($7,000 for flights and $5,000 for accommodation and meals), depending on the availability of the Board 
members and their length of stay (usually 2 days). In 2006/7, Board travel expenses accounted for 18% 
($18,150) of all WAITOC expenses. The percentage fell to 7% in 2007/8, largely due to the high expenses 
related to the AITC conference ($490,626). Expenses for Board travel increased to $45,888 that year. 
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their own small business to run as well. Being part of the Board is also seen to act as a capacity

builder for individuals and their respective business and/or community. 

There were a number of comments relating to the Board being dominated by people from the 

Kimberley (seven of the current members). Other comments included the view that it was Board 

members who were selected to attend trade shows and international marketing trips, and it was 

therefore their particular products that were promoted most vigorously on these occasions. Issues 

were also raised about the Board's capacity and understanding of directorship responsibilities, as 

well as their ability to get out to regions and provide support at the local level. 

6.2. Board Recommendations 

The Board's achievements since its inception are clearly impressive, and its provenance as a 

representative committee of several language groups is appreciated. However, the current size of 

the Board places a significant strain on WAITOC's resources. It is also suggested that the language 

representation function is now less relevant than at WAITOC's beginnings, as the organisation is 

now clearly established and accepted as a representative body. 

Based on this and the cost implications of having a Board of the current size, it is therefore 

recommended that Board size be reduced to five members (including one chairperson), 

representing each of the five tourism regions. These are: Experience Perth, Australia's North West, 

Australia's Coral Coast, Australia's Golden Outback and Australia's South West. 

Also due to cost implications, and also for reasons of accountability and transparency, Board 

members' expenses will be covered, but no remuneration will be offered. 

Meetings should be conducted quarterly in person and additionally by teleconference as required. 

Minutes of meetings should be available to all members electronically or in hardcopy. 

If necessary, individual Board members should be nominated to provide advice on particular 

issues, for WAITOC staff to draw on where required. For reasons of transparency, WAITOC 

members should also be made aware of these responsibilities, so they can input into the Board 

where necessary. 

Organisation of the AITC would exceed the capacities oftwo staff members and five board 

members. It is therefore suggested that a conference committee of 12 members is formed 

specifically for the organisation of the AITC. The committee should comprise at least three Board 

members plus additional participants drawn from the membership base. Involving Board members 

in the conference committee will ensure continuity with WAITOC's strategic direction, while 

having participants from WAITOC's membership base will provide them with professional 

development opportunities. 
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Another possibility raised during consultation was having experts (both Aboriginal and non

Aboriginal) with extensive tourism experience and good networks to participate on the Board. This 

would enable access to a broader and deeper skills set than is currently represented on the Board. 

The overwhelming view of Aboriginal operators was that this was positive as long as it did not 

diminish the level of Aboriginal operator control. Expert advice could be incorporated through 

having two non-voting expert Board members and access to a voluntary panel of experts. They 

could provide continuing general support and ad hoc specialist advice. 

To address the current internal politics issues - where Board members often represent the 

organisation at trade shows without necessarily having the knowledge to adequately represent all 

operators - it is vital that an executive officer with in-depth knowledge of all member operations 

and adequate resources is the key person to fulfil this role (please refer to Section 7). Board and 

other W AITOC members are of course free to attend events if self-funded. 

6.3. Current Incorporation Arrangements 

W AITOC currently is an incorporated association under the W A Associations Incorporation Act 

1987. It operates under the' Rules of Incorporation for the W AITOC Association Inc.' 

Full membership is open to existing Indigenous tourism operators in W A. Only Indigenous 

operators can be nominated to the Board. Associate membership is open to non-Indigenous tourism 

operators and individuals or organisations who want to support Aboriginal tourism in W A. 

Associate members do not have voting rights. 

According to WAITOC's business plan, the current incorporation arrangement has been chosen to 

meet the following current and identified future needs: 

.. Membership for credibility and maximum input across the state; 

.. Capacity to receive a wide range of grant funds and other incomes; 

.. Capacity to trade when appropriate and enter into contracts; 

18 Need to accept a non-Aboriginal membership. 

6.4. Recommendation on Incorporation 

The current incorporation arrangement has served W AITOC well so far; however for the future 

strategies and services as outlined above, it is suggested that W AITOC become an Aboriginal 

Corporation under the Corporations (Aboriginal and Torres Strait Islander) Act 2006 (the CATS} 

Act). According to the Office of the Registrar of Aboriginal and Torres Strait Islander 

Corporations, "the Registrar's office can provide a higher level of assistance to corporations than if 

they incorporate in another way". The main benefits for incorporating under the CATSI Act are: 
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III The members can choose, when they register the corporation, not to be liable for the debts of 

the corporation; 

III The rule book that governs how the corporation is run can take into account Aboriginal or 

Torres Strait Islander customs and traditions; 

III It is free to register as an Aboriginal and Torres Strait Islander corporation; 

III Profits of the corporation can be distributed to members if the rule book allows for this; 

III Aboriginal and Torres Strait Islander corporations can access client assistance, support and 

information and training programs offered by the Registrar of Aboriginal and Torres Strait 

Islander Corporations. 

Incorporation would enable W AITOC to access the following resources: 

III Governance training for Board members; 

III New Corporations (Doorway Training); 

III Introduction to Corporate Governance; 

III Certificate IV in Business (Governance); and 

III Diploma in Business (Governance). 

III A number of publications and 'plain English' guides to the rules and procedures for operating 

as an Aboriginal Corporation. 

Under the Act, non-Aboriginal membership is possible as long as 51 % of the membership is 

Aboriginal. Incorporation as an Aboriginal Corporation would still fulfil WAITOC's needs as set 

out in the criteria above. It would also position W AITOC more as a business delivering services to 

Tourism WA and other state and Commonwealth agencies, while opening up possibilities for 

access to specialised support and resources. 

The reporting requirements under the CA TSI Act would also compel W AITOC to prepare and 

lodge with the Registrar an annual general report and other reports as required (e.g. financial or 

directors' reports). This would increase transparency and accountability to stakeholders, as the 

general report is made public through the Register of Indigenous Corporations. W AITOC currently 

has no responsibilities for reporting to the Commissioner. 3 

The detailed implications with respect to the incorporation arrangements are outside the scope of 

this exercise. It is suggested legal assistance is sought to confirm that an Aboriginal Corporation is 

the best way forward. 

3 Please refer to http://www.oric.gov.au/html/materiaIlORIC Snapshot-comparative-table vl-O MarOS.pdf 
for a comparative table of Commonwealth, state and territory incorporation legislation. 
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7. Management and Staffing 

To ensure that WAlTOC can be a representative body to all members, a skilled and motivated 

executive officer is vital to the continued success of the organisation. The executive officer would 

lead the implementation of actions as recommended in Section 5 and be the key contact point. 

Should the current executive officer not continue in her role, it is important that any current 

W AITOC activities are handed over in such a way that minimal disruption occurs. In consultation 

with the W AITOC Board, a list of current activities should be compiled and responsibilities 

assigned, until the executive officer and marketing assistant have been recruited. A government 

agency may choose to work with the W AITOC Board in the interim. It is important that key 

stakeholders (namely the Board) are aware of and support the decision. 

The incoming executive officer should have clear perfonnance requirements with respect to 

implementing the actions set out in Section 5, but also developing other revenue streams as 

discussed in Section 9. It will be essential to WAITOC's continued success that the executive 

officer has significant experience and networks within the state and national tourism industry. 

There are several options for identifying and engaging such an individual. 

The first - and probably cheapest - option is having a Tourism WA public servant seconded as the 

executive officer. Aboriginal operator control would be safeguarded by the development of a 

partnering agreement covering the provision of the seconded officer. The job description and work 

plan and reporting requirements would be agreed between W AITOC and Tourism W A. Both would 

participate in performance reviews. The disadvantage of this option would be the lack of an arms' 

length, more independent relationship as envisaged by Tourism W A. 

The second option is to publicly advertise the position of the executive officer, based on a to-be

developed position description. This should ensure the necessary experience and skill but is a 

comparatively costly option. It is suggested that the position is advertised at approximately pay 

level 7 or 8 (an estimated $100,000 per annum plus 20% additional costs and benefits). Another 

potential disadvantage is that the executive officer would largely be working in isolation, with the 

support of one marketing assistant (please refer below and Section 8 - Operational Systems). Co

locating the executive officer with Tourism W A is an option; however Tourism W A indicated that 

this would not be preferred - again for the reason of compromising WAlTOC's independence. 

The third option is to contract the executive officer position to a specialist tourism consultant. This 

would be a more flexible and economical option. It would also give access to existing networks, 

skills and experience, and ensure that the executive officer does not operate in isolation. While the 

pure personnel cost would likely exceed that of option 2, there would be no added cost for office 

accommodation, IT provision and the like (please refer to Section 8 - Operational Systems). As 
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with the second option, a detailed agreement would be necessary to ensure the requirements of 

W AITOC and government are met through this arrangement. Stakeholders have noted that they 

consider a full-time executive officer - dedicated completely to W AITOC - essential. It is 

therefore questionable whether the flexibility of this option offers a real advantage. 

For all options, the executive officer should be supported by one marketing/administrative staff. It 

is considered that the actions proposed in Section 5 warrant a full-time support post. 

Cost projections for the different options and associated operational systems requirements are 

presented in Section II (Operating Budget). 
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8. Operational Systems 

The current absence of premises to operate out of is clearly a hindrance to W AITOC' s operations, 

as there is no physical point of contact for the organisation. In addition, the lack of premises is a 

security and business continuity risk, as all documents relating to W AITOC are currently stored at 

the executive officer's home rather than in secured premises. 

As with the appointment of the executive officer, there are a number of options for the procurement 

of offices and related operational systems. 

The first - and cheapest - option - would be to return to having accommodation within Tourism 

WA. It was indicated by Tourism WA stakeholders that this is not a preferred option, as it is not 

conducive to the independent relationship they are attempting to build. It is therefore not presented 

as a budget option. 

It was suggested by a member of the Aboriginal Tourism Committee that co-location ofWAITOC 

with one of the Regional Tourism Organisations, namely Australia's Golden Outback, could be 

another cost-effective option. Australia's Golden Outback's chief executive, Mr Jac Eerbeek, 

indicated that only one open plan workstation would be available within the current office space. 

This would not be sufficient for the two suggested W AITOC staff (executive officer and marketing 

support). Tourism WA also indicated that this would not be a preferred option. It is therefore not 

presented as a budget option. 

The second option is to rent a small (1-2 people) office near the Perth CBD in reasonable 

accommodation. This option would provide WAITOC with the desired independence. It would 

however also require a fit-out as well as furniture and equipment, and ongoing cost for utilities and 

communications. 

The third option is accommodation in a serviced office, which would provide desk space as well as 

reception facilities, a meeting room and phone and internet access. Costs for this would be slightly 

higher than office rental on an ongoing basis; however there would be no need for an initial outlay 

on the fit-out, furniture and equipment. 

If the executive officer position is contracted out, office accommodation would not be needed, as 

they would work out of their own office. 

Section II (Operating Budget) sets out the cost implications of the different options for operational 

systems. 
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9. Potential Revenue Streams 

As discussed in Section 7 (Management and Staffing), the incoming executive officer should have 

clear performance requirements with respect to developing other revenue streams such as: 

II Opportunities and capabilities to deliver ad hoc and long-term fee-for-service programs to state 

and Commonwealth Government agencies; 

II Additional funding from Commonwealth agencies; 

II Corporate funding and sponsorship; and 

II Revenue from membership by reviewing membership and fee structure. 

These potential revenue streams are outlined in more detail below. Their expected financial 

implications are set out in Section 11 (Operating Budget). 

9.1. Agreements with State Government 

It is acknowledged that WAITOC's reliance on government funding is likely to continue. Efforts 

should however be made to put this relationship on a more even footing, whereby WAITOC's 

responsibilities and accountabilities for funding are clearly defined and enforced. This could be 

achieved by the following possible solutions: 

II Government and W AITOC negotiate a partnering agreement which sets out the outcomes and 

performance requirements of the organisations (as they do with RTOs) within which WAITOC 

can exercise its own discretion; 

II W AITOC positions itself more as a business operation delivering contracted services to 

government (a fee-for-service relationship); or 

II A combination of the above. 

As discussed in Section 5, the partnering agreement currently used by Tourism WA for Regional 

Tourism Organisations (RTOs), or alternatively that used for the Perth Convention Bureau, is 

recommended as a model that provides independence but also accountability. As with the RTOs, 

the annual fee-for-service stipend that WAITOC would receive from government would need to be 

supplemented by alternative revenue streams (please see below), while providing the security of a 

three year funding commitment for at least enough to cover staff and administration costs. 

Anticipated budget cuts within Tourism WAin 200911 0 are expected to reduce the project budget 

for the Aboriginal Tourism Development Action Plan. Budget cuts will also affect Tourism WA's 

marketing funding, which along with the Aboriginal Tourism Unit, has traditionally contributed 

substantial funds to WAITOC activities. These budgetary reductions are certain to affect Tourism 

WA's capacity to provide the previous level of support for WAITOC. 
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It may be an option to reduce existing funding to each RTO and use the funds to support WAITOC 

instead. The feasibility and extent of this will need to be decided by government. 

The key decision to be made by government is whether W AITOC can deliver a service that is of 

value; that W AITOC can deliver at a price which is competitive, and that this is the best use of 

government resources in the current financial situation. 

9.2. Commonwealth Government Funding 

Commonwealth government funding can be obtained both through grants and fee-for-service 

programs. Specific agencies to be approached include but are not limited to the Department of 

Education, Employment and Workplace Relations; the Department of Resources, Energy and 

Tourism (Indigenous section) and Indigenous Business Australia. 

Again, the identification of suitable schemes and programs should form pmi ofthe executive 

officer's scope of works, particularly in the first year of their employment. 

9.3. Corporate Funding 

Corporate funding and sponsorship is one of the key areas W AITOC should seek to develop. It is 

acknowledged that in the past W AITOC has not had great success in securing corporate 

sponsorship. In addition, the global economic crisis is likely to impact companies' willingness to 

sponsor community organisations. Projected income from this revenue stream is therefore likely to 

be relatively low over the next years. It is however still considered an area of future growth that 

should receive ongoing attention and development. 

In identifying corporate sponsorship, W AITOC should focus on companies and sectors that have a 

history of supporting Aboriginal organisations and initiatives. This funding could have a regional 

focus, whereby organisations that have operations in regions with significant Aboriginal tourism 

operator presence could be approached to provide local support. 

For sponsorship of W AITOC, there is no real regional constraint, although companies operating in 

Western Australia will be more likely to sponsor a Western Australian body. However, the example 

ofQantas' sponsorship of the Australian Indigenous Tourism Conference (AITC) shows that any 

large Australian company - or international company with significant operations in Australia - can 

potentially be approached. 

An increasing number of large corporations now have community investment funds. It will be a 

matter of identifying those whose investment is wholly or partly aimed at Aboriginal people. 

Resource companies will likely have this specific focus, but utilities companies and financial 

institutions - for example - are also likely candidates. 
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The identification of specific companies to approach is beyond the scope of this exercise. It should 

however form a part of the performance requirements for the incoming executive officer. 

9.4. Membership Fees 

Currently, all members pay an annual fee of approximately $80, regardless of size and income. 

Annual income from membership accordingly is on average between $4,000 and $5000 - a small 

amount for an organisation with WAITOC's membership base. While it is acknowledged that 

W AITOC wants to reduce barriers of entry for small tourism operators, the annual fee is considered 

rather low for established operators. 

Once the new strategies have been put in place and available sources of funding have been 

investigated, W AITOC may wish to review its fees and put in place a more equitable structure. 

This could include different categories such as corporate and individual membership. Fees could 

also be based on the size and/or revenue of the member organisation, or on the level of services 

W AITOC provides them with. As an example, the membership status could determine whether 

individual operators receive standard or extensive listings on the W AITOC website, or none at all. 

This way, new members could still be encouraged to join WAITOC, and larger operators would 

contribute fees that are commensurate with their size and/or the service they receive. 
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10. Recommendations for Operating Model 
The key issue in WAITOC's future development is the need to become an autonomous body that is 

able to contribute to, and constructively criticise, state and Commonwealth government policy and 

strategy. Currently, this is difficult for two reasons. First, WAITOC is under-funded for the large 

set of objectives it is trying to achieve, leading to a loss of focus and the available resources being 

spread too thinly. Secondly, the majority ofWAITOC's funding is currently derived from state 

government (through Tourism W A and AED) but lacking clear agreements on roles, 

responsibilities and performance requirements. This creates an environment of insecurity on both 

sides which is not conducive to clear outcomes and a sustainable working relationship. In addition, 

with expected budget cuts, Tourism WA and AED are unlikely to be able to provide current 

funding levels in the new financial year without commitment from Premier and Cabinet. 

To put WAITOC in a position where it can take a business approach to providing services to 

government and others for a fee, it is recommended that W AITOC is incorporated as an Aboriginal 

Corporation and contracted to government under an RTO-type agreement. 

The selection and appointment of the right person as executive officer is key to WAITOC's 

success. Based on the suggested services and the envisaged operational requirements, SKM would 

recommend that the executive officer position is advertised and offered to an applicant with 

suitable skills, experience and networks. He or she should be supported by a full-time 

marketing/administrative staff. It is considered that both should be based in a serviced office, which 

would be more cost-effective than renting a small office. 

Other accommodation options such as co-location with Tourism WA or Australia's Golden 

Outback have not been considered. Tourism W A and AED indicated they would not be preferred 

options in working towards independence for W AITOC. 
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11. Operating Budget 

The following table sets out the five year budget implications for the operating model suggested in 

Section 11. It is based on an RTO-type fee-for-service arrangement with government, with 

additional income from membership fees, the AITC, corporate sponsorship and Commonwealth 

Government funding. 

ill Table 3 WAITOC Five Year Operating Budget 

Income 
Government fee·for·service (RTO model) 
Membership fees 
Australian Indigenous Tourism Conference (AITC)* 
Corporate sponsorship 
Commonwealth Government funding 

Grants 
Fee for service activity 

TOTAL INCOME 

Expenses 
Administration costs 

Accounting/audit/legal fees 
Bank fees 
Insurance 
Office IT and maintenance 
Serviced office rent 
Postage and couriers 
Printing, stationery and business cards 
Telephone - office 
Telephone - mobile 

Staff costs 
Executive officer salary and costs (full time) 
Executive officer car and parking 
Marketing support salary and costs (full time) 
General travelling and meeting expenses 

Board costs 
Travel and accommodation (quarterly Board meetings) 
Other Board costs (non-voting members and voluntary experts) 
Board briefings with industry 
Board -AGM 

General marketing costs 
Website (further development and maintenance) 
Newsletter (development and distribution) 
Product manual (update and distribution) 
Consumer brochure (update and distribution) 
Self-drive map (update and distribution) 
Image library 
Media and industry briefings (materials, meeting costs) 
Promotional material 

Intrastate marketing costs** 
4WD Expo 
Caravan & Camping Show 
Advertising (in 3 publications (tbd)) 

National/international marketing costs** 
Corroboree Europe 
Australian Tourism Exchange 
Tourism WA UK/Europe Roadshow 
Internationale Tourismus Borse (ITB) 
Advertising (in 3 publications (tbd)) 

Advocacy costs (materials, meeting costs) 
Sponsorship development (materials, meeting costs) 
Networking costs 

Australian Indigenous Tourism Conference (AITC)* 
Facilitation of operator famils 

TOTAL EXPENSES 

OPERATING PROFIT 

* Income and costs for AITC organisation have been annualised. 
** Specific trade and consumer events to be confirmed annually. 
Expenses are assumed to be subject to 2% inflationary increase. 
Does not include potentiallBA support. 

2009/10 
405,000 

5,000 
189,210 

5,000 
0 
0 
0 

604,210 

53,800 
10,000 

500 
3,000 
3,400 

22,000 
3,200 
4,000 
4,500 
3,200 

204,000 
120,000 

20,000 
55,000 

9,000 
32,000 
20,000 

5,000 
2,000 
5,000 

37,000 
10,000 

3,000 
5,000 
2,500 
5,000 
2,500 
4,000 
5,000 

22,500 
2,500 
8,000 

12,000 
36,000 

3,000 
9,000 
7,000 
5,000 

12,000 
3,000 
3,000 

209,920 
199,920 

10,000 
601,220 

2,990 

2010/11 2011112 2012/13 2013/14 
405,000 405,000 405,000 405,000 

5,500 6,000 6,500 7,000 
192,994 196,854 200,791 204,807 

5,100 5,202 5,306 5,412 
10,000 15,100 20,202 25,306 

5,000 5,100 5,202 5,306 
5,000 10,000 15,000 20,000 

618,594 628,156 637,799 647,525 

54,876 55,974 57,093 58,235 
10,200 10,404 10,612 10,824 

510 520 531 541 
3,060 3,121 3,184 3,247 
3,468 3,537 3,608 3,680 

22,440 22,889 23,347 23,814 
3,264 3,329 3,396 3,464 
4,080 4,162 4,245 4,330 
4,590 4,682 4,775 4,871 
3,264 3,329 3,396 3,464 

208,080 212,242 216,486 220,816 
122,400 124,848 127,345 129,892 
20,400 20,808 21,224 21,649 
56,100 57,222 58,366 59,534 

9,180 9,364 9,551 9,742 
32,640 33,293 33,959 34,638 
20,400 20,808 21,224 21,649 

5,100 5,202 5,306 5,412 
2,040 2,081 2,122 2,165 
5,100 5,202 5,306 5,412 

37,740 38,495 39,265 40,050 
10,200 10,404 10,612 10,824 
3,060 3,121 3,184 3,247 
5,100 5,202 5,306 5,412 
2,550 2,601 2,653 2,706 
5,100 5,202 5,306 5,412 
2,550 2,601 2,653 2,706 
4,080 4,162 4,245 4,330 
5,100 5,202 5,306 5,412 

22,950 23,409 23,877 24,355 
2,550 2,601 2,653 2,706 
8,160 8,323 8,490 8,659 

12,240 12,485 12,734 12,989 
36,720 37,454 38,203 38,968 

3,060 3,121 3,184 3,247 
9,180 9,364 9,551 9,742 
7,140 7,283 7,428 7,577 
5,100 5,202 5,306 5,412 

12,240 12,485 12,734 12,989 
3,060 3,121 3,184 3,247 
3,060 3,121 3,184 3,247 

214,118 218,401 222,769 227,224 
203,918 207,997 212,157 216,400 

10,200 10,404 10,612 10,824 
613,244 625,509 638,019 650,780 

5,350 2,647 -220 -3,255 

28 



Appendix A SWOT Analysis Summary 

Figure 1 summarises the strengths, weaknesses, opportunities and threats described within the situational analysis, as well as the identified timeframes for opportunities and 

threats. Strengths and weaknesses have not been assigned timeframes, as they can all be considered current features. 

1m Figure 1 SWOT Analysis 
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ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A13: Hon Ljiljanna Ravlich (Member for East Metropolitan Region) requested 
an up-to-date progress report on the implementation of the eight recommendations contained 
in the Western Australian Indigenous Tourism Operators Committee (WAITOC) Review - The 
Way Forward. 

Answer: An update of the eight recommendations are: 

Progress report on the implementation of Recommendations 1-3: 
The Western Australian Government has entered into a three year partnership with W AITOC 
based on the outcomes of the WAITOC Review. The partnership has a financial commitment 
of $440,000 (ex GST) per year for three years (10111,11112,12/13) and is based on WAITOC 
delivering on the four core strategies identified in the WAITOC Review (marketing, 
advocacy, networking and encouraging partnerships) that will fundamentally encourage and 
deliver on the growth of the Aboriginal tourism sector in Western Australia. 

Progress report on the implementation of Recommendations 4 and 5: 
Recommendations 4 and 5 were not support by the WAITOC Board nor Tourism Western 
Australia Board. 

Progress report on the implementation of Recommendations 6-8: 
W AITOC undertook a thorough recruitment process to appoint an experienced and 
professional Chief Executive Officer to provide leadership, direction, management and 
implement the organisation's business and administrative activities. Mr Johnny Edmonds has 
been appointed to the position and commenced on 1 November 2010. Mr Edmonds will 
determine his support staff requirements and finalise office accommodation. Tourism W A 
has committed to provide three months temporary accommodation for Mr Edmonds within its 
office at 2 Mill Street, Perth. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A14: Hon Liz Behjat (Member for North Metropolitan Region) requested a copy 
of Tourism Western Australia's Strategic Plan for 2010111. 

Answer: The change in focus for Tourism Western Australia, announced in May 2010, has 
delayed the preparation of the Strategic Plan for 2010111. A copy of this document will be 
provided before the end of 20 1 O. 
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On Thursday 20 May 2010 the Western Australian Government announced major 
changes to the business model and focus of Tourism Western Australia (Tourism WA) 
as part of the 2010/11 Budget. 

Changes to the business model and focus of Tourism WA were initiated by the Tourism 
WA Board after consultation with industry. 3,000 stakeholders were invited to voice 
their opinion, and most felt that the focus for the agency should be on driving 
customers to Western Australia, as well as a focus on air access and events. With 
these focus areas, the Tourism WA Board has set an aspirational goal of doubling the 
current annual economic contribution tourism makes to the State's economy by the 
year 2020. 

On Monday 19 July 2010 the re-focused Tourism WA came into operation. The 
agency now focuses on three key operational areas which aim to increase visitor 
numbers and the tourism industry's contribution to the State economy: 

o Marketing the State as a competitive tourism destination. 

o Developing, attracting and marketing major events. 

o Supporting significant tourism infrastructure and development projects. 

The changes to Tourism WA will free up more than $31 million in marketing funding 
over the next four years. Tourism WA will partner with industry to develop the most 
effective marketing campaigns to drive visitor numbers and boost the bottom line of 
tourism businesses. 

Tourism WA is withdrawing from activities that will not provide significant tourism 
growth, with some of these activities being transitioned to other agencies through an 
integrated whole-of-government approach to the tourism sector. This includes formal 
agreements with Regional Development Commissions, the Small Business 
Development Corporation, Department of Environment and Conservation and others. 

Tourism WA has renewed its contracts with the five Regional Tourism Organisations 
for a further five years, and these organisations will continue to work with Tourism WA 
to encourage Western Australians to travel within the State. 

To increase customers to Perth and regional tourism businesses, 15 priority 
infrastructure projects have been identified by Tourism WA. These include major hotel 
developments in Perth and Rottnest, as well the establishment of interstate and 
international air access to the Margaret River Wine Region, and Broome as a northern 
aviation hub for international services. 

The following sections of this document cover: 

o Strategic Intent over the next 10 years: 2010/11 - 2019/20. 

o Primary Focus for Tourism WA for 2010/11. 

o Tourism outlook over the next five years: 2010/11 - 2013/14. 
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1.0 Strategic Intent 2010/11 -2019/20 

The Tourism WA Board established the 10 year Strategic Intent statement for Tourism 
WA on 30 July 2010. 

Purpose: 

To promote and develop Western Australia's iconic tourism experiences. 

Vision: 

In partnership with private sector and government, the State's tourism industry will 
achieve its full potential by delivering against the tourism brand promise - Experience 
Extraordinary Western Australia. 

Aspirational Goal: 

To double the tourism industry's contribution to Western Australia's Gross State 
Product by 2020. 

Strategic objectives: 

• Deliver innovative marketing to make Western Australia famous for its 
extraordinary experiences and convert consumer preference to visitation. 

• Develop, attract and market events that fortify Western Australia's brand, deliver 
visitors to the State, activate infrastructure, add social vibrancy and encourage 
community participation. 

Facilitate tourism infrastructure development to provide access to, and 
accommodation around, Western Australia's extraordinary tourism experiences. 

Key Performance Indicators: 

• Gross State Product (GSP) contribution ($). 

• Total visitor spend/visitor numbers. 

• Events Return on Investment (ROI). 

• Tourism infrastructure investment. 
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2.0 Primary Focus for Tourism WA, 2010/11 

Better targeted resources and more funds directed to marketing Western 
Australia 

The Tourism WA Board undertook a Strategic Analysis in 2009/10. This has resulted 
in a significant change to the focus of the agency to deliver greater business growth for 
tourism operators and investors, and to increase the industry's contribution to the State 
economy. 

The Tourism WA Board has moved to focus the agency on three key operational areas 
to increase visitor numbers: 

• Marketing the State as a competitive tourist destination. 

• Developing, attracting and marketing major events. 

• Supporting significant tourism infrastructure and development projects. 

During 2010/11Tourism WA will concentrate on activities that have the potential to 
accelerate the growth of tourism and cease activities that deliver marginal economic 
benefit. 

Greater flexibility in a dynamic marketplace 

The WA Government has provided additional funding in the 2010/11 year of $8.5 
million to transition Tourism WA to a new business model. The implementation of the 
outcomes of the strategic analysis, including new structure, transition of functions to 
other agencies, and a communications strategy for industry and stakeholders will be a 
key focus for the agency in 2010/11. 

Strong commitment to marketing and partnerships 

Tourism WA's commitment to promote Western Australia as an extraordinary holiday 
destination will be strengthened. Marketing programs will focus on activities that drive 
significant business to Western Australia and stronger partnerships to achieve the most 
effective use of resources. 

Tourism WA remains committed to its marketing relationships with key industry bodies 
such as the Regional Tourism Organisations (RTOs), the Perth Convention Bureau 
and the Western Australian Indigenous Tour Operators' Committee (WAITOC). 

Tourism WA will continue to fund and support the five RTOs to promote regional 
tourism through new five-year marketing agreements. The contract with the Perth 
Convention Bureau to provide business events marketing will also be maintained. 
Tourism WA will continue to fund and work closely with WAITOC to promote 
Indigenous tourism experiences. 

New major events strategy 

Eventscorp will build on the work done to date with the development of a new major 
events strategy that will deliver an annual world-class events calendar for the State. 
The calendar will feature international cultural, arts and sporting events as well as a 
range of unique, home-grown Western Australian events. 
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The annual calendar will: 

• attract visitors to Western Australia. 

• deliver strong, ongoing economic and social benefits to metropolitan and regional 
Western Australia. 

• showcase Perth and Western Australia globally. 

• excite the population and enhance the vibrancy of the State. 

• activate new major infrastructure. 

• attract investment and development to the State. 

New approach to tourism infrastructure development 

To deliver a sharper focus on significant tourism infrastructure, the Infrastructure and 
Investment division will focus on developing the significant projects that will have the 
biggest impact on the growth of tourism. Key priorities include the development of: 

• more quality hotel rooms in Perth. 

• eco-retreats across the State to provide greater access to our extraordinary 
tourism experiences. 

• national and international aviation access to the Margaret River region. 

• Broome as a genuine international aviation gateway. 

2.1 Operational Priorities for Tourism WA, 2010/11 

The operational priorities below were established by the Tourism WA Executive and 
ratified by the Tourism WA Board. 

1. Implement the outcomes of the strategic analysis including new structure, 
transition of functions to other agencies, and a communications strategy for 
industry and stakeholders by 30 June 2011. 

2. Develop and implement the marketing plan for 2010/11 including the integration 
of events marketing into mainstream marketing campaigns, leveraging the 
investment made in content development for the Extraordinary Taxi Ride, 
supporting aviation development and increasing industry investment in marketing 
campaigns. 

3. Develop an integrated events strategy. 

4. Develop and begin executing an implementation plan (resources and actions) for 
the top 15 infrastructure priorities, including encouragement of investment in 
Western Australia. 

5. Develop and implement a five year Aviation Route Development Strategy. 

6. Develop an engagement/public advocacy strategy for key projects that will clearly 
identify the roles of the Tourism WA Board and Executive, the Minister for 
Tourism and industry in moving projects forward. 
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2.2 Marketing Division, Primary Focus 2010/11 

The Marketing division's objective is to make Western Australia the holiday destination 
of choice for our target consumer groups and to move consumers through the 
conversion model from awareness to purchase. 

Tourism WA, in conjunction with industry, aims to grow tourism spend faster than the 
national average and faster than visitor numbers, and to improve dispersal to Western 
Australia's regions. 

In 2010/11 Marketing will continue to focus on markets that present the best 
opportunity for tourism growth (see market prioritisation model overleaf). In addition, 
Tourism WA will continue to position Western Australia as an extraordinary holiday 
destination and implement compelling campaigns in key markets. 

The 2010/11 domestic campaign will draw on the rich content of the passenger 
experiences from the Extraordinary Taxi Ride to highlight the emotional engagement 
with particular destinations in Western Australia. The campaign will promote key 
journeys and destinations, with the aim of driving business into the State during 
shoulder and off-peak seasons. 

Events, both large and small, are also an integral part of Tourism WA's marketing 
strategy, as events attract visitors to and around the State. In this time of increasing 
outbound travel by Western Australians, events also encourage local people to spend 
their disposable income in Western Australia. 

Importantly, Tourism WA will strengthen industry partnerships and ensure a focus on 
cooperative campaigns with the potential to drive significant incremental business to 
the State. 

In summary, the following marketing strategies will be implemented in 2010/11: 

., Continue to communicate the 'Experience Extraordinary' brand position for 
Western Australia using the content created through the Extraordinary Taxi Ride. 

Ensure a focus on domestic and short-haul markets, and markets in which 
Tourism WA can make a difference in generating increased visitation to the 
State. 

Provide leadership and work in partnership with Regional Tourism Organisations 
(RTOs), tourism operators, and other strategic partners in marketing Western 
Australia, and to align activities with Tourism Australia as appropriate . 

., Focus on the most effective marketing channels that appeal to and attract our 
target market, with an increasing focus on digital and public relations activities . 

., Integrate events marketing into mainstream marketing campaigns . 

., Engage and educate in-market trade to ensure awareness of Western Australia 
and that Western Australian product is included in key distribution channels. 

Support existing aviation access and work to support future growth. 
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In 2010/11, marketing performance will be measured against the following areas: 

• Brand Effectiveness. 

• Partnership Leveraging. 

• Public Relations coverage generated. 

• Campaign return on investment. 

Market Prioritisation Model 

Tourism WA applies a marketing prioritisation model as a key input to guide marketing 
focus in 2010/11. Key inputs to the model include past market performance, forecast 
future performance, spend per visitor and aviation access. The Market Prioritisation 
Model reflects industry feedback. Markets are grouped into five categories: 

• Maximise Potential: The markets in this category are believed to provide the 
greatest potential for short to medium term business for the State's tourism 
operators. These markets are the closest to Western Australia geographically, 
and enjoy excellent aviation access, including low cost carriers. Accordingly, 
Tourism WA will focus financial and human resources on these markets. 
• Singapore 
• Malaysia 

• Protect Our Position: The markets in this category are very important source 
markets for Western Australia. However, given economic conditions, it is unlikely 
they will produce significant growth in the short term. Therefore, our aim is to 
protect our market share by focusing our resources on key business drivers, 
including improving consumer desire and partnerships with key tourism 
operators. 
• Domestic • New Zealand 
• United Kingdom • United States of America 
• Germany 

• Aviation Development: Strong growth in visitation from this market is expected 
only once there is direct air access to Western Australia (five year strategy). 
Detailed aviation strategies are needed, with marketing activities having a tactical 
focus to fill seats to show potential and commitment to supporting direct flights. 
• China 

ConsolidatelNiche Market Activities: These markets have not exhibited growth 
potential in line with Tourism WA's past investment. Therefore, Tourism WA will 
consolidate our focus on the activities that are expected to deliver returns in 
these markets. 
• Japan 
• Korea 

• Monitor: The markets in this category show potential. However Tourism WA 
does not have resources (human or budget) to establish a marketing presence in 
these markets. Tourism WA will monitor these markets and may selectively 
invest to drive specific outcomes. 
• India • Gulf Countries 
• Indonesia • South Africa 
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2.3 Eventscorp, Primary Focus 2010/11 

Eventscorp's objective is to build an exciting, diverse and complete events calendar by 
securing high profile international events that will drive visitation and add vitality to the 
State, while developing and nurturing home grown events. This will ensure Perth and 
Western Australia receive national and international media attention, and are 
consistently viewed by the community and visitors to the State as an exciting and 
vibrant event and tourism destination. 

In 2010/11 Eventscorp will focus on the following key areas: 

1. Developing and implementing a new Events Strategy that is aligned with the 
Experience Extraordinary brand, working with Government to increase funding to 
competitive levels. 

2. Building a complete and integrated calendar of events for future years, including 
Western Australian-owned events. 

3. Supporting the development of a dynamic events calendar across regional 
Western Australia. 

4. Working with Tourism WA's Marketing division to ensure marketing and public 
relations opportunities for events are maximized. 

5. Continuing to build knowledge of competitor activities and awareness of current 
sponsorship markets. 

The 2010 events calendar as at July 2010 is appended to this document. 

2.4 Infrastructure and Investment Division, Primary Focus 2010/11 

The Infrastructure and Investment division will concentrate on significant tourism 
development opportunities in focused geographic areas such as the Kimberley, 
Ningaloo Reef and the South West, as well as the Perth metropolitan area. The 
emphasis will be on aviation access and driving new tourism supply that will service 
both high end consumers and deliver affordable holidays for locals that will significantly 
contribute to Gross State Product. Tourism infrastructure development priorities across 
the State will be identified and Tourism WA will work with and through other 
Government agencies and the private sector to bring them to fruition'. 

The following four areas will be the focus for 2010/11: 

1. Top 15 Development Priorities: Assess, rank and prioritise the Top 15 
development projects, considering each project's ability to deliver an increase in 
Gross State Product. Identify a five year implementation strategy for each priority 
project with critical internal milestones. Additional projects will be identified for 
future inclusion as top priorities are achieved. (Note: Subject to Tourism WA 
Board approval, the Top 15 list may be reviewed as part of this process) 

2. Landbank and Naturebank: Continue release of current sites and identify future 
site release programme in consultation with key stakeholders being the 
Department of Environment and Conservation, LandCorp, Department of Lands 
and selected local government authorities. 
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3. Investment Attraction: Finalise cross agency investment strategy with key 
partners the Department of State Development, LandCorp, and East Perth 
Redevelopment Authority. Identify separate focus on affordable and high yield 
investment opportunities. Develop and implement a plan for a series of inbound 
investment missions. 

4. Aviation Development: Develop and implement a five-year Aviation Route 
Development Strategy for the State. Develop and maintain partnerships with key 
carriers, including Memorandum of Understanding agreements. Assist in the 
route development aspects of the proposed BusseltonlMargaret River airport, 
and work with key stakeholders to bring about the establishment of Singapore to 
Broome services and the establishment of non-stop China to Perth flights. 
Contribute to the National Tourism Access Working Group and provide input to 
State and Federal policy impacting on aviation matters. 

2.5 Executive and Strategic Services and Corporate and Business Services 
Divisions, Primary Focus 2010/11 

The Executive and Strategic Service division delivers three key functions for the 
agency: 

• Manage the agency's brand and reputation. 

• Provide policy advice and research insights. 

• Provide support to the Minister, and to the Tourism WA Board and Executive. 

The Corporate and Business Services division provides support services to the agency 
and ensures compliance with legislative and government policy requirements, and 
recognised accounting and management standards. 

Key focus for the two divisions in the next 12 months include: 

• Developing a five year Strategic Plan for the agency, alongside the Events, 
Marketing and Infrastructure and Investment subcommittees of the Tourism WA 
Board. 

Conducting a comprehensive review of key performance indicators for 
recommended changes in the 2011/12 budget. 

Transitioning to the WA Government's Shared Services facility for the delivery of 
Finance and Human Resources functions. 

• Improving Tourism WA's risk management and governance framework, including 
the update of the agency's risk register, business continuity plan, disaster 
recovery plan and all corporate policies, procedures and guidelines and the 
conduct of Accountable and Ethical Decision Making training. 

• Assisting the agency with the change management and benefits realisation 
processes associated with the transition to the new business model. 
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3.0 Tourism Outlook 2010/11 - 2013/14 

3.1 International Tourism 2009/10 (benchmark year) 

During the financial year 2009/10 (YE June 2010) international visitor numbers to 
Western Australia were 683,700, only 700 less than the previous year. At the same 
time, however, international visitor spend grew by 4.3%. 

Over the last three years international tourism to Western Australia has grown on 
average across all key measures; spend, numbers and nights. Western Australia has 
outperformed the national average in visitor spend growth for YE June 2010, but is 
behind on visitor numbers and nights growth rates. 

Growth in visitor numbers to Western Australia has come predominantly from the VFR 
(visiting friends and relatives) market and business tourists: (+) 7.0% and (+) 6.8% 
respectively. Growth has also come from short haul markets Malaysia (+ 8.2%) and 
Singapore (+ 6.9%). China has also grown substantially in the last 12 months 
(+ 59.5%), with an additional 4,900 visitors this year over last. 

Spend ($ Mil) 
Visitors -0.1% 1.0% 
Nights 0.3% 7.1% 

Spend ($ Mil) $16,000 $16,486 3.0% 4.0% 
Visitors 5,120,600 5,279,700 3.1 % 0.8% 
Nights 174,160,200 182,677,300 4.9% 6.4% 
Source: Tourism Research Australia, International Visitor Survey, YE June 2010 

3.2 Domestic Tourism 2009/10 (benchmark year) 

The domestic tourism market in Australia is challenging, and has been for the last 
decade. The increasing number of airlines travelling to and from Australia, both legacy 
and low cost carriers, has encouraged Australians to travel overseas in ever increasing 
numbers. The recent strength of the Australian dollar has pushed growth rates up 
even more significantly in the last year. 

Western Australia is seeing exactly the same pattern of declining domestic and 
increasing outbound travel. In 2009/10 (YE June 2010) international outbound leisure 
travel grew by (+) 32.2%, to reach an all time high of 624,500 trips. Outbound travel for 
all purposes grew by (+) 23.5%, reaching 985,900 trips in the 12 month period 
(Australian Bureau of Statistics). 

Intrastate visitors are still Western Australia's largest tourism market, at over 4.5 million 
visitors per year. However, these numbers are in decline, and in the last year dropped 
by (-) 17.6%. Spend and nights have also declined, by (-) 14.9% and (-) 17.5% 
respectively for YE June 2010. 

The three year averages show a similar pattern of decline each year. 
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Australia has also seen decline on all intrastate tourism measures, although Western 
Australia is declining at a faster rate. This is partially due to the fact that Western 
Australia did not go into recession during the Global Financial Crisis of 2009, and with 
consumer confidence and the Australian dollar both high, Western Australians are 
travelling overseas. At the time of writing there are 52 flights a week from Perth to Bali, 
and research indicates there has been an increasing trend for family holidays in Bali 
rather than 'down south' or to other coastal destinations in Western Australia. 

Interestingly, however, research also shows that intention to travel in Western Australia 
amongst Perth residents remains high, at seven in 10 people. However, this intention 
is not translating into behaviour. Regional events, which research shows are a 
significant trigger for intrastate travel, are now factored into forward plans for Tourism 
WA, Regional Tourism Organisations and Eventscorp to encourage short breaks within 
Western Australia. 

Spend ($ Mil) $17,576 $17,508 -0.4% -2.2% 
Visitors 45,828,000 45,027,000 -1.7% -4.7% 
Nights 141,457,000 140,798,000 -0.5% -3.9% 
Source: Tourism Research Australia, National Visitor Survey, YE June 2010 

After more than two years of decline in the interstate estimates from the National 
Visitor Survey, figures for YE June 2010 now show growth. The NVS shows interstate 
travel to Western Australia having increased by (+) 10.2% and spend by (+) 3.9%. 

This level of volatility in the figures has been of ongoing concern to Tourism WA, and is 
the subject of a national review. 

Tourism WA has been monitoring interstate passenger numbers through Perth Airport 
as an indicator of interstate tourism. For YE June 2010 passenger numbers grew by 
(+) 1.8%. 

It is Tourism WA's view that interstate tourism is growing in Western Australia. 
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Interstate PAX 4,856,031 4,944,127 1.8% 2.5% 

Spend ($ Mil) $16,902 $17,591 4.1% -1.9% 
Visitors 22,657,000 22,709,000 0.2% -3.0% 
Nights 116,118,000 117,863,000 1.5% -3.9% 
Sources: Tourism Research Australia, National Visitor Survey, YE June 2010; 
Westralia Airports Corporation, Passenger Data (PAX) 

The Quarterly Tourism Snapshot research and statistics document provides the latest 
snapshot of tourism activity in Western Australia and can be found on the Tourism WA 
corporate website (www.tourism.wa.gov.au). 

3.3 Tourism Forecasts 2010/11 - 2013/14 

National tourism forecasts are released by the Tourism Forecasting Committee every 
six months. 

International visitors and nights to Australia are predicted to grow in the coming years, 
with higher economic growth in selected inbound source markets and expanding 
aviation capacity the key drivers. 

After falling to an 11 year low in the calendar year 2009, domestic visitor nights 
nationwide are forecast to improve by almost 8% in 2010 and 4% in 2011. Western 
Australia visitor nights are forecast to decline again in 2010, however they will start to 
grow slowly from 2011, boosted by interstate nights. Leisure travel (holiday and 
visiting friends and family) is forecast to contribute most of the growth in nights, 
supported by an expected increase in domestic aviation capacity. 

Outbound travel nationally is forecast to slow in the next five years, driven by a gradual 
depreciation of the Australia dollar to US$0.81 in the period to 2015. 

Table 4: National and Western Australian Visitor Forecasts 

International visitor nights 
Outbound travelers 

Domestic visitor nights - 4.0% 0.3% 0.6% 0.3% 0.5% 
Source: Tourism Forecasting Committee, June 2010 release (financial year and calendar year figures); 
Tourism Research Australia, International Visitor Survey, YE June 2010 

Updated forecasts can be sourced through the Tourism WA corporate website 
(www.tourism.wa.gov.au). 
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ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A15: Hon Ken Travers (Member for North Metropolitan Region) asked for 
details on the selection process for cooperative partners for Tourism Western Australia's 
2010111 marketing campaign. 

Answer: Tourism Western Australia established two cooperative marketing funds for its 
2010111 domestic marketing campaign. The National Cooperative Marketing Fund was 
established for larger wholesalers, tour operators, airlines and accommodation providers 
whose marketing campaigns are national in scope. The Regional Cooperative Marketing 
Fund was established for smaller Western Australia based tourism operators. 

The process and selection criteria for the National Cooperative Marketing Fund was as 
follows: 

Process: 
1. Expressions of Interest (EOIs) to partner with Tourism Western Australia in cooperative 

marketing campaign activity in 2010/11 were sent to all past and potential domestic 
trade partners in June 2010. 

2. The closing date for EOIs was early July and a panel of Tourism WA marketing staff 
assessed the applications in mid July against the selection criteria (listed below). 

3. Preliminary approval notifications were provided to applicants and discussions occurred 
with shortlisted partners to firm up campaigns/contributions. 

4. Face-to-face meetings occurred with all preliminary approved applicants to discuss 
Tourism Western Australia marketing and media activity to achieve alignment with the 
agency's campaign activity and brand intentions. 

5. By mid to late August all preliminary approvals were finalised for the period September 
2010 to June 2011. 

In addition: 
• Where cooperative activity occurred prior to the completion ofthe above process, early 

exemption could be provided if the applicant met the selection criteria. The Director 
Domestic Marketing assessed this separately and implemented this alongside the above 
process. 
Based on budget allocations from Round One, meetings and negotiations are continuing 
with potential partners where business opportunities are presented, subject to meeting 
the selection criteria. 

Selection criteria: 
1. Campaign Return-on-Investment. 
2. Ratio of Tourism Western Australia vs partner contribution required (value for money). 
3. Value of the partnership. 
4. Estimated tourism business for Western Australia predicted to be generated. 
5. Seasonal and regional relevance. 
6. Spread of regional tourism product. 



7. Brand and marketing strategy fit (for example, timing, seasonality, willingness to 
reinforce Tourism Western Australia Experience Extraordinary brand messages). 

The process and selection criteria for the Regional Cooperative Marketing Fund was as 
follows: 

Applications were invited from groups consisting of at least three tourism operators. This 
could be a mix of categories; e.g. accommodation, tour company, visitor centre, Regional 
Tourism Organisation (RTO), and/or local government. 

To be eligible, applicatiolls must cOllsider the followillg assessmellt illformatioll: 
• Funding is available for marketing activity only and will not be made available for 

product development or brochures that may conflict with existing regional collateral, 
such as RTO campaigns, brochures or holiday planners. 

• The campaign must be something new and innovative. Funding will not be approved to 
subsidise existing activity, however, activity that will leverage off existing large 
Tourism WA or RTO campaigns with an innovative strategy will be considered. 

• Proposals must be endorsed by the relevant RTO either in principle, in kind, or with 
funding support. 

• Activity must target consumers. Business to business activity will not be funded. 
• Tourism WA will contribute up to 25% of the total budget for the activity. The 

remaining 75% must be funded by the applicants. 
• Ideally, proposals will present marketing activity for Tourism WA's domestic markets -

Perth, Sydney and Melbourne. 
• Marketing activity should align with Tourism WA's target audiences, where possible; 

o Tourism WA's target audience are united by some common attitudes. They are 
naturally curious, adventurous and open-minded. They value experiences. They 
believe that you get back from a holiday (and life) what you put in. So they're not 
your typical "fly and flop" traveller. They want to experience new and different 
things, get off the beaten track and believe that a holiday is about more than just 
rest. 

• The campaign should fit into an overall marketing strategy and not just be a 'one off. 
• A full report must be provided with results of the activity no later than three months 

after the completion of the activity. 

To apply for thisfulldillg, applicallts Ileeded to illclude tltefollowillg details: 

• Campaign description: A description of the campaign strategy including any history, 
regional focus, how the campaign fits into an overall marketing strategy, campaign 
partners, product offers and draft media plan. 

• Objective: The key objective(s) of the campaign. 
• Outcomes: Predicted incremental business that will arise from the marketing activity; 

e.g. forecast enquiries and bookings. 
Target audience: Who is being targeted and what market; e.g. intrastate and/or 
interstate? 

• Key messages: What is the key message? What is the call to action? 
• Timing: Preferred commencement and completion dates of the campaign and any key 

milestones. Timing of the campaign activity should aim to support front and back 
shoulder periods of the region. 
Budget: The total budget, including industry contributions from partners, local 
government funding, and RTO funding (if relevant). Tourism WA will only fund up to 
25% of the total campaign cost. 



Integration: 
o How did the activity complement the activity of the relevant RTO? 
o Any promotional and/or other activities to support this campaign; e.g. PR, 

regional media involvement, travel agent training. 
o How the activity will reinforce the State tourism brand 'Experience 

Extraordinary' . 
Contact details: Contact details of the lead person managing the marketing activity. 
The activity needs to be managed entirely by the applicant/group. 
General: Applications must include: 
o Bank account details, ABN status, and GST details for payment of funds. 

Funding Process: 
CD Applications should be for more than $10,000, up to a maximum request of $25,000. 
CD Funding will be allocated to applications best meeting the assessment information and 

would not be allocated equally to regions. 
• Tourism W A will pay the funds to an appointed representative nominated in each 

application. 
• Funding will be paid on approval of submitted creative and media plan (if applicable). 

How will your application be assessed? 
Applications will be assessed by a panel of industry representatives made up of two marketing 
representatives from Tourism WA, one RTO representative, and one industry representative. 
If further information is needed as part of the assessment process, the panel will discuss 
applications with the nominated contact person. 

Approval timelines: 
Submissions will be considered once in 2010111 being the pilot year of the program: 
e Submissions for 2010111 were due on or before Wednesday 27 October 2010. 
e Approved marketing activity will ideally be in Feb - June 2011. 
e It takes at least one month for applications to be assessed and for applicants to be 

advised ofthe outcome. Tourism WA aims to provide approvals by Tuesday 23 
November 2010. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A16: Hon Ljiljanna Ravlich (Member for East Metropolitan Region) requested 
an update on the 20 recommendations related to the issues of planning, finance and 
investment, contained in the Review of Accommodation Development in Western Australia -
Final Advisory Study, prepared by Jones Lang LaSalle Hotels and the Perth Hotel Economic 
Impact Study prepared by Access Economics. 

Answer: The Perth Hotel Economic Impact Study prepared by Access Economics was an 
economic impact assessment on the lack of hotel rooms in Perth and did not provide 
recommendations. 

The Review of Accommodation Development in Western Australia - Final Advisory Study, 
prepared by Jones Lang LaSalle Hotels contained 20 recommendations. An update on each 
recommendation follows: 

Recommendation 1 - A Vision 
Status: Completed 
The Experience Extraordinary brand positioning was released in early 2010. The new 
positioning is being used to guide the development, implementation and promotion of the 
tourism industry in Western Australia. 

Recommendation 2 - Strategic Sites 
Status: In progress 
The Department of Planning has determined that strategic tourism sites are no longer 
required to be identified. Tourism Western Australia has been advised by the Department of 
Planning that the review of Planning Bulletin 83 on Planning for Tourism proposes removal 
of reference to strategic sites. 

Recommendation 3 - Tourism Zones and Definitions 
Status: In progress 
The Department of Planning is currently reviewing the Model Scheme Text that provides 
standardised definitions for all land uses. 

Recommendation 4 - Tourism Accommodation in Rural and Environmentally Sensitive 
Areas 
Status: Ongoing 
This recommendation is being implemented (in part) through Tourism Western Australia's 
LandbanklNaturebank initiatives. 

Recommendation 5 - Major Development / Development of State Significance 
Status: In progress 
The amendment to the Planning and Development Act 2005, which will come into effect in 
November 2010, initiates the establishment of Development Assessment Panels (DAPs), that 



will determine development applications over a certain value and type. DAPs are anticipated 
to commence by mid 2011. 

Recommendation 6 - Case Management 
Status: Pending national approach 
There is currently no formal mechanism to initiate a case management process for tourism 
development in Western Australia and Tourism Western Australia is awaiting the advice of 
the National Long Term Tourism Strategy's Investment and Regulatory Reform Working 
Group on this matter. 

Recommendation 7 - Percentage Residential 
Status: In progress 
Tourism Western Australia has been advised by the Department of Planning that the review 
of Planning Bulletin 83 on Planning for Tourism proposes that the amount of residential 
accommodation anticipated on tourism land should be considered on a case by case basis. It 
also addresses the need to prepare master plans for key tourism precincts. Tourism Western 
Australia has also been advised by the Department of Planning that the review of Planning 
Bulletin 83 on Planning for Tourism is anticipated to be finalised in November 2010. 

Recommendation 8 - Length of Stay 
Status: In progress 
Tourism Western Australia has been advised by the Depmiment of Planning that the review 
of Planning Bulletin 83 recommends a maximum length of stay of three months in any 12 
month period for tourist accommodation. 

Recommendation 9 - Site Land Release 
Status: Ongoing 
This recommendation is currently being implemented through Tourism Western Australia's 
Landbank initiative and through Government development authorities such as LandCorp and 
the East Perth Redevelopment Authority (EPRA). 

Recommendation 10 - Mixed Use Developments 
Status: On hold 
The Department of Planning's State Planning Policy (SPP) for Tourism is the most 
appropriate mechanism to facilitate this recommendation by incorporating provisions and 
incentives to encourage tourist accommodation within mixed use developments on non 
tourist zoned sites. Tourism Western Australia has been advised by the Department of 
Planning that the SPP is on hold pending the review and release of updated Planning Bulletin 
83. 

Recommendation 11 - Adaptive Re-Use 
Status: Ongoing 
In 2008, Tourism Western Australia commissioned the Perth CBD Hotel Property 
Conversion Study. The Study resulted in a shortlist of 14 buildings in Perth with potential for 
hotel conversion. The owners of the short listed buildings were approached by Tourism 
Western Australia to determine whether they would consider converting the building into a 
hotel. None of the privately owned property owners expressed interest at the time. 

In October 2010 the Government announced the appointment of a developer and operator for 
the conversion of the Old Treasury Building into a 46 room boutique hotel. 



Recommendation 12 - Infrastructure Costs 
Status: Ongoing 
Royalties for Regions regional grants scheme provides funding to assist in the development 
of infrastructure, services and community projects, including the provision of head works, and 
to assist in the broad development of the community. For funding to be provided on a 
strategic basis, support should focus primarily on the infrastructure needs of 
LandbanklNaturebank sites and LandCorp/EPRA developments. 

Recommendation 13 - Establishment of an Equity Fund 
Status: On hold 
Significant Government financial commitment and risk is required to implement this 
recommendation. Other options should be considered in the first instance. 

Recommendation 14 & 15 - Land Tax 
Status: In progress 
As announced in the 2010111 State Budget, the existing land tax concession for caravan parks, 
park homes and camping grounds was increased from 50 per cent to 100 per cent. 

Recommendation 16 - Invest in Supporting Tourism Infrastructure 
Status: Ongoing 
Tourism Western Australia is working with approval and development agencies such as 
LandCorp, Department of Planning and EPRA, as well as key local governments in the 
creation of destinations, including the Perth Waterfront, Northbridge Link and Scarborough 
Beach. 

Recommendation 17 - Major Events 
Status: Ongoing 
Eventscorp continues to target and develop events based around the Experience 
Extraordinary brand and is working on establishing more major Western Australian owned 
events in future years. 

Recommendation 18 - Aviation Attraction Plan 
Status: In progress 
Tourism Western Australia has identified that the development of a South West Airport is the 
most significant regional tourism infrastructure project and is actively working with the Shire 
of Busselton to expand the Busselton Regional Airport. The Broome Aviation Gateway and 
Perth Airport Redevelopment also feature in Tourism Western Australia's Top 15 Tourism 
Development Priorities which highlights the importance of aviation to the State. 

Recommendation 19 - Payroll Tax 
Status: In progress 

Recommendation 20 - Accelerated Depreciation 
Status: In progress 
This is a Federal matter and the National Long-Term Tourism Strategy - Investment and 
Regulatory Reform Working Group is currently investigating tax depreciation issues. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A17: Hon Liz Behjat (Member for North Metropolitan Region) requested a copy 
of the previous year's Tourism Western Australia Strategic Plan 2008 to 2013 Building for 
the Future. 

Answer: Attachment 8 is a copy of Tourism Western Australia's Strategic Plan 2008 to 
2013 Buildingfor the Future and Attachment 9 is its Addendum 2009110 which should be 
read in conjunction with its parent document. These documents are not static and are subject 
to periodic review. 
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FOREWORD 
We are pleased to present the Strategic Plan for Tourism 
Western Australia in accordance with the Western Australian 
Tourism Commission Act. 

This Strategic Plan - Building for the Future, presents direction 
for Tourism WA and the Western Australian tourism industry 
to the year 2013. It is a major step forward, based on the way 
the world is today and how we currently fit within it. We firmly 
believe it outlines the strategies that need to be pursued for 
success. 

Over the life of this plan, the world and Western Australia can 
expect to see accelerating change. There will be intensified 
pressures from climate change, rapid evolution in consumer 
attitudes and expectations, and further changes to security 
and biosecurity. 

Whilst the purpose of this plan is to guide our forward action, 
it is useful to look back and understand what has changed in 
the past five years to get the State's tourism industry to where 
it is today. 

Competition for labour has grown significantly. The 
unemployment rate in WA five years ago was 5.6% (in June 
2002) and is now 3.3% (as of June 2007). (Source: ABS 
Western Australian Statistical Indicators). 

In 2005 and 2006 Perth experienced the fastest demand 
growth in accommodation for 18 years. This has driven hotel 
occupancies to record highs. 

Australian Bureau of Statistics data suggests that Perth is 
experiencing impressive hotel yield growth - approximately 
20% in 2006, 19.5% in the first quarter of 2007 and double 
digit growth forecast for the next two to three years. 

Construction costs have jumped 12 % to 15 % in the past two 
years making feasibilities for new developments difficult, hence 
the need to focus on conversions of existing developments. 

Western Australia must become known for its unique quality 
products and services. For this reason renewed emphasis is 
being placed on quality product and investment attraction. 
A new objective to differentiate our State's product from 
competitors will see us focussed on developing commercially 
viable and sustainable Aboriginal tourism products and 
experiences. 

Increasing awareness of the impact of people and tourism on 
the environment has been growing rapidly and it is clear this 
will continue. The tourism industry in WA needs to respond 
proactively to this trend and, together with the State's isolation 
from our core markets, presents us with unique challenges. 

To ensure we have a labour force into the future the industry 
needs to become competitive in terms of pay and conditions 
for employees. Collectively these three issues result in us 
continuing to market Western Australia in a competitive 
environment, however growth in market share is not sought 
over profitability of the industry. 

The Tourism Western Australia Board and the Executive 
Management Team endorse this Strategic Plan for Tourism 
Western Australia. 

Kate Lamont - Chairman 
Tourism Western Australia 

Richard Muirhead - CEO 
Tourism Western Australia 
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STRATEGIC OVERVIEW 
Purpose - Why We Exist 

We develop, promote and protect Western Australia's 
iconic tourism experiences. This will lead to the increased 
competitiveness, viability and profitability of the WA tourism 
industry. 

Tourism WA ensures that the State's tourism industry activities 
are planned and managed to meet community requirements 
now and into the future. 
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STRATEGIC OBJECTIVE: Improve the quality of visitor experiences 
to match or exceed customer expectations continued ... 

Strategies to be employed include: 

Consumer Research - Our intention is to focus on improving 
the State's current offerings and working together to develop 
new products and services. The challenge for the tourism 
industry and many operators is knowing how to address the 
gaps between visitor expectations and satisfaction, and the 
creation and promotion of unique and highly desirable visitor 
experiences. 

Product Quality - Specific effort (time and resources) will 
be directed towards motivating and educating businesses, 
local government authorities and other public service providers 
to focus on the quality of products and services. 

Without a focus on quality and value, repeat visitation and 
referrals are difficult to achieve. Innovation will become a key 
strategic activity of Tourism WA, where we will focus on being 
the 'fast followers' initially. 

Service quality is most often directly related to the calibre of 
employees, which highlights the need to address the skills 
shortage and lack of skills development opportunities for staff 
in the industry. Tourism WA will also support the delivery of 
quality product through a national accreditation system for 
tourism operators. 

Customer Access and Feedback - Positive word of mouth 
from visitors is the most important source of destination 
information. It is critical we leverage and improve our share 
of voice in this regard. Activities will be implemented to 
encourage the creation of and distribution of this content to 
key markets. 

Deliver Sustainable and Innovative Visitor Servicing -
The provision of innovative visitor information services will be 
pursued. It is critical to maximise visitor experiences via the 
provision of relevant, timely and motivational information 
services. 

A variety of information platforms will be considered in order 
to engage in new and creative ways with visitors. In particular, 
the technological landscape will provide opportunities for 
innovation in visitor servicing that will not only improve visitor 
satisfaction, but provide means to influence visitor yield, 
dispersal and length of stay. 

In addition, visitor servicing will continue to be provided 
through the Western Australian Visitor Centre that has both 
an improved physical and online presence. 

Market Deliverable Experiences - As a principle, Tourism 
WA will align its marketing strategies to promote our unique 
WA positioning in line with actual product capacity and quality. 

Deliver World Class Major Events - EventsCorp, the events 
division of Tourism WA, will also seek to improve the quality 
of visitor experiences by identifying and attracting new and 
exciting major events that promote and enrich Perth and 
Western Australia. 

How will we measure success against 
this objective? 

In addition to strategically managing agency activities to ensure 
delivery on initiatives outlined in this plan, the following key 
performance indicators will be used to assess achievement. 

Key Performance Indicators 
(to be confirmed through the State Budget Process for 2008-09) 

Percentage of visitors whose 
expectations were met or 
exceeded upon visiting 
Western Australia. 

Percentage of visitors who 
have or will refer others 
toWA. 

Year 1 - At least 80% of 
visitors surveyed report 
that expectations were 
met or exceeded. 

With a minimum of 50% 
of visitors' expectations 
having been exceeded. 

50% of visitors surveyed 
indicate that they intend 
to recommend a holiday 
in WA to others. 

* Note: Once a baseline is established in year 1, 5 year 
targets will be set. 
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Initiatives to be undertaken: 

Strategy: Consumer Research 

1.1 Work with industry and 
consumers to improve 
understanding of what 
consumers want, now 
and into the future. 

Strategy: Product Quality 

1.2 Engage industry and gain 
support for strategic 
directions. 

1.3 Communicate relevant 
research intelligence and 
insights to the tourism 
industry to build capacity 
and quality. 

1.4 Create innovative tools 
allowing industry real time 
access to relevant information. 

1.5 Develop and prioritise 
iconic areas for improvement! 
development. 

1.6 Drive product quality and 
service improvements. 

1.7 Influence the creation of Perth 
as a vibrant city. 

Gather research intelligence on current 
and future trends from both consumers 
and industry related to key target markets 
with a focus on identifying the most critical 
determinants of visitor satisfaction. 

Successful case studies will be sourced, 
analysed and communicated to encourage 
innovation and product enhancements by 
industry. 

Partner with key industry partners 
with quality business practices. 

Empower the industry by providing ready 
access to the latest market research and in-
market intelligence. 

Conduct a series of capacity building activities 
throughout regional Western Australia, 
in partnership with relevant stakeholders, 
including: 

• Better Business Blitzes 

• Regional Manager activities 

• Sector specific development 

To focus on priorities identified by the local 
tourism industry, and based on research with 
current and potential customers. 

Implement tools that allow industry 24n access 
to relevant information to improve business 
practices. 

Priority sectors will be determined, research 
undertaken and innovation encouraged by 
increasing the industry's understanding of 
world's best practice examples. 

Visitor Satisfaction research will be used to 
prioritise locations or tourism sectors. 

Comprehensive review of Destination 
Development Strategies with research driving 
updates. 

Regional Tourism WA staff will work with 
industry to improve their businesses and 
products offered. 

Participate/influence planning for Perth's 
city foreshore, Northbridge Link, Burswood 
Peninsula and other projects with potential 
tourism benefits. 

/ / 

/ / 

/ 

/ 

/ / 

/ / 
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/ / / IDVS & 
Marketing 

/ / / IDVS & 
Marketing 

/ IDVS& 
Marketing 

/ / IDVS & 
Marketing 

/ 

/ / / IDVS 
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Initiatives to be undertaken continued ... 

1.9 Support a truly national tourism 
accreditation program and its 
roll out into the industry. 

The industry will be regularly informed about 
options for accessing staff, solutions to 
current shortages will be canvassed with the 
Commonwealth and initiatives to enhance 
the reputation of the tourism and hospitality 
sectors will be conducted. 

Leverage off Commonwealth Government 
initiatives in this area. Regular communication 
with the Commonwealth and distribution of 
information to the industry will be ongoing. 

Increase the promotion, delivery and benefits 
of tourism accreditation in WA in association 
with Tourism Council Western Australia and 
other TAAL endorsed programs. Work with 
the Commonwealth to increase geographical 
coverage of accreditation. 

Strategy: Customer Access and Feedback 

1.10 Enable consumers to easily Ensure marketing activities are aligned to and 
identify and access quality meet consumer information needs, and focus 
product and experiences. on the promotion of iconic experiences and 

quality product. Also see 1.16. 

1.11 Keep pace with consumer Ensure WA is well represented online in 
technology trends and create key markets through the development and 
a comprehensive and effective promotion of a comprehensive information 
WA digital presence for base of quality product aligned to iconic 
consumers and improve WA holiday experiences and user friendly online 
share of voice. functionality across a broad spectrum of 

tourism sectors and stakeholders, and the 
effective distribution of that content to increase 
WA share of voice. 

Ensure consumer data is shared with and from 
industry and used to improve decision making. 

Undertake proactive and targeted online 
communications direct with prospective visitors 
in partnership with industry. Allow consumers 
to push or pull this information based on 
their needs. 

Regularly reinvent the WA Tourism Network to 
enhance the WA tourism database. Leverage 
relationship with ATDW to maximise electronic 
distribution of WA product and motivational 
content. 

1.12 Encourage and promote Ensure positive word of mouth and referrals 
positive word of mouth and are widely distributed to key markets, and 
referrals post a consumer's encourage consumers to refer and recommend 
holiday to WA, and facilitate WA. (refer 1.4). Use positive consumer 
visible and effective feedback referrals as examples to others. 
mechanisms between 
consumers. 

..; ..; ..; ..; 

..; ..; ..; ..; 

..; ..; ..; ..; 

..; ..; ..; ..; 

..; 

..; 

..; 

..; 

IDVS 

IDVS & 
Marketing 

Marketing 

Marketing 

IDVS 

Marketing 
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Initiatives to be undertaken continued ... 

Strategy: Deliver Sustainable and Innovative Visitor Servicing 

1.13 Deliver sustainable visitor Ensure the WA Visitor Centre is an effective 
servicing. and efficient operation, which optimises the 

service provided to visitors. 

1.14 Using new technologies, New information services to engage with 
implement innovative visitors in new and creative ways, to improve 
information services visitor satisfaction, yield and dispersal and to 
for consumers currently aid sustainable, cost effective visitor servicing. 
travelling WA that are timely, Partner with industry to deliver these services. 
relevant and compelling. 

Strategy: Market Deliverable Experiences 

1.15 Establish a clear and highly Promote agreed brand positioning to target 
desirable positioning for markets to raise the awareness and desirability 
WA and its key experiences of WA and its iconic experiences and 
and destinations vis a vis our destinations. 
competitors. Ensure brand positioning guides the 

development of significant new product 
initiatives. 

1.16 Promote iconic experiences Promote appropriate iconic experiences and 
and destinations aligned destinations to manage consumer expectations 
with consumer demand, and maximise satisfaction. Conduct campaigns 
consumer expectations and with key industry partners with quality business 
product capacity. practices. 

1.17 Improve marketing and Identify further and improved opportunities 
promotion of events in to market and promote events to ensure 
conjunction with the event increased awareness and participation. 
holders. 

Strategy: Deliver World Class Major Events 

1.18 Deliver world class major 
events. 

1.19 Deliver a WA owned event(s}. 

Through research and event industry networks, 
identify upcoming trends and potential major 
events that promote and enrich Western 
Australia. 

Identify and develop Western Australian 
based events that align with the State's iconic 
tourism experiences. This includes developing 
new major iconic Western Australian events 
as well as supporting existing events that 
have the potential to appeal to national and 
international audiences. 

./ 

./ 

./ ./ 

./ ./ 

./ ./ 
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./ ./ ./ IDVS 

./ ./ ./ IDVS & 
Marketing 

./ ./ ./ Marketing 

./ ./ ../ Marketing 

./ ./ ./ EventsCorp 

EventsCorp 

EventsCorp 



Increase in visitor dispersal 
to regions where occupancy 
levels require it. 

Year 1 - 5 targeted local 
planning tourism 
strategies completed. 

There has been an increase 
in visitation (or spend) 
in targeted lower 
occupancy regions! 
destinations. (Intrastate 
and others) 
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Strategy: Develop Sustainable Destinations 

Identify existing products and 
product gaps, according to 
consumer target market needs 
- now and in the future. 

Increase the number and 
variety of tourist facilities at 
and close to major tourist 
attractions. 

Influence appropriate 
Commonwealth, State 
and local government 
organisations. 

Increase the development of 
sustainable tourism products 
and experiences. 

Update the Destination Development Strategies 
every five years, distribute broadly within 
government and industry. 
Use to prioritise and focus product 
development and marketing activities. 

Implement the Destination Development 
Strategies to prioritise efforts and to create 
sufficient facilities to match demand. 

Identify priority organisations and regularly 
communicate with them. 

Increase update of Eco Accreditation. Research 
and communicate re Environmentally Sensitive 
Design principles and practices in tourism. 

Enhance Regional Products and Experiences - refer to initiatives under Product Quality strategy 

Deliver Value for Money for Target Markets 

Partner with operators 
to improve affordable 
tourism experiences. 

Partner with new and existing 
operators to identify and 
develop uniquelhigh yield 
product. 

Tailor make Better Business Blitzes in 
suitable locations to drive affordable tourism 
improvements. Work with local communities 
to deliver 'free' experiences to visitors. 

Identify global examples of high yield 
attractions and products that suit WA. 
Release Landbank sites in iconic locations for 
high yield 'outback luxury' tourism products. 

Strategy: Support and Develop a Dynamic Events Calendar Across Regional Western Australia 

Identify and attract major 
events to regional 
Western Australia. 

Further build and enhance 
the Regional Events Scheme. 

Develop and deliver an 
innovative and engaging 
regional event training 
program. 

Through research and event industry networks, 
identify potential major events that can be 
hosted in the regions and generate significant 
tourism and social benefits. 

Build the capacity of the Regional Events 
Scheme to increase visitor dispersal, regional 
promotion and community benefit. 

Deliver interactive event management 
workshops to assist regional event stakeholders 
in developing and delivering quality events. 

Strategy: Dispersal - Spreading the Demand 

Stimulate the demand 
from Western Australians 
for local tourism experiences. 

Ensure sufficient local demand exists to create 
an environment where the development 
of affordable and desirable local holiday 
experiences thrives. 

Work closely with the five regional tourism 
organisations to create State-wide marketing 
strategies to strengthen their individual 
marketing activities and facilitate mUlti-regional 
promotions where appropriate. 
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IDVS& 
Marketing 

IDVS 

IDVS 

IDVS 

IDVS 

IDVS 

EventsCorp 

EventsCorp 

EventsCorp 

Marketing 



Work in conjunction with 
the regional tourism 
organisations to market 
targeted regional areas 
with capacity to Western 
Australians, to drive intrastate 
demand and dispersal. 

Improve access to regional 
tourism hubs. 

Drive visitation to key regional 
destinations particularly 
during shoulder seasons by 
undertaking targeted 
partnered campaigns, 
targeting high yield segments. 

Target market segments with a high propensity 
for dispersal i.e. A desire to travel beyond 
major gateways to regional destinations 
within the State and encourage dispersal via 
marketing activities. 

Ensure that the regions are consulted, aware 
of and understand Tourism WA's marketing 
strategies and can leverage agreed marketing 
opportunities. 

In conjunction with the Department for 
Planning and Infrastructure develop a long 
term access plan for major hubs. Clarify 
infrastructure requirements and responsibilities. 
Source private sector commitments where 
required. 

Work with influential distribution partners, 
including airlines, tour operators and Tourism 
Australia, on targeted collaborative advertising 
to attract high yield visitors in times of available 
capacity throughout key regional destinations 
with a focus on iconic experiences and quality. 

V' V' V' V' IDVS& 
Marketing 

V' V' V' V' Marketing 
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WA's total spend grows 
faster that the national 
average and faster than 
our visitor nights. 

Total spend in WA must 
be growing faster (or 
reducing slower) that the 
total visitor spend in 
Australia. 
Average daily spend must 
also be increasing. 
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Initiatives to be undertaken: 

Strategy: Consumer Research 

3.1 Consumer research to Undertake comprehensive analysis of segments y" y" y" Marketing 
understand the high yield according to potential yield and product match 
consumer. - prioritise market segments accordingly. 

3.2 Consumer research to Conduct consumer research to better y" y" Marketing 
understand within identified understand critical consumer touch points for 
segments, the conditions yield maximisation. 
required to maximise yield. 

Strategy: Brand Positioning - refer to initiatives under Market Deliverable Experiences strategy 

Strategy: Targeted and Partnered Marketing 

3.3 Target identified high yield Work with partners to maximise the pool y" y" y" y" y" Marketing 
market segments in of marketing funds and WA's share of 
conjunction with industry voice. Implement agreed Conversion Model 
and other key partners to to increase yield by focussing and aligning 
maximise marketing return marketing activities according to the 
on investment. segment's needs. 

3.4 Target key consumer touch Work with industry to develop and evolve yield y" y" y" y" Marketing 
points to influence yield. maximisation strategies, including using best 

practice examples to evolve marketing and 
product development activities. 

3.5 Expand air services and Develop and implement a multi-faceted y" y" y" y" y" Marketing 
overall air capacity into approach to increase frequency and capacity 
and throughout Western on existing routes, attract new airlines to and 
Australia from identified throughout WA and introduce new non-stop 
market segments. air linkages to service core and emerging 

markets. 

3.6 Undertake targeted trade Identify opportunities to showcase WA and y" y" y" y" Marketing 
initiatives to increase its tourism product to influential travel trade 
awareness and desire to sell across all targeted markets and to facilitate 
WA and its tourism product. ease of use/representation of WA. Improve the 

share of voice of WA product with key trade 
partners compared to competitors. 

3.7 Improve major event Work with event holders to improve marketing y" y" y" y" EventsCorp 
marketing activities to and promotional activities which build visitor 
increase event visitation numbers and encourage visitors to stay longer. 
and length of stay. Innovative tourism product development, 

destinational marketing and communication 
strategies will be key initiatives. 
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Initiatives to be undertaken continued ... 

Strategy: Quality Visitor Information - refer to initiatives under strategies related to Product Quality and Customer 
Access and Feedback 

Strategy: Business Tourism 

3.8 Manage the increased funding 
to the Perth Convention 
Bureau and monitor 
performance through the 
Marketing Services Agreement. 

3.9 Work with the Perth 
Convention Bureau to 
improve business event 
marketing to maximise 
delegate numbers and 
length of stay. 

Strategy: Market Improvement 

3.10 Facilitate the development 
of better quality tourism 
producVattractions/ 
accommodation aligned with 
iconic tourism experiences 

Under a new five year agreement, there will be 
a significant increase in resources to establish 
an international market presence and to seek 
out and bid for large scale major business 
events in excess of 900 delegates. 

Additional funding will be focused on providing 
improved bid development and sponsorship 
for large scale business events. There will 
also be additional trade marketing activities 
undertaken including alignment with Tourism 
WA's marketing activities. 

Additional opportunities will be developed in 
the areas of pre and post touring for business 
bvent delegates. 

Increased destination marketing will result 
in delegate boosting to confirmed business 
events and an increase in awareness of Perth 
Western Australia as a major business events 
destination. 

Identify global examples of high yield 
attractions and products that suit WA. 
Release Landbank sites in iconic locations for 
high yield 'outback luxury' tourism products. 

Work with land owners (govt and non govt) 
and private investors to increase development 
of quality attractions. 

/ / / / / EventsCorp 

/ / / / / EventsCorp 

IDVS 
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STRATEGIC OBJECTIVE: Accelerate the 
development of Aboriginal tourism continued ... 

Additionally, all Tourism WA staff and relevant personnel 
across the tourism industry in WA will be actively involved 
in cross-cultural training and an increased integration of 
Aboriginal culture in existing places, signage, stories, 
products and experiences will be championed. 

Product Delivery and Employment Pathways - We will 
work with the tourism industry and seek partnerships with 
related industries over the next five years to ensure that 
the capacity and skills development of Aboriginal tourism 
personnel and suppliers is enhanced. Employment pathways 
and opportunities will be sought. 

Product Marketing - Western Australia will commence 
the marketing of our Aboriginal experiences to key market 
segments. Aboriginal products will be more prominent in 
wholesaler programs, in relevant markets and we will build a 
strong presence for WA Aboriginal tourism at the Australian 
Tourism Exchange. 

How will we measure success against 
this objective? 

In addition to strategically managing agency activities to ensure 
delivery on initiatives outlined in this plan, the following key 
performance indicators will be used to assess achievement. 

Key Performance Indicators 
(to be confirmed through the State Budget Process for 2008-09) 

Growth in number of 
export ready Aboriginal 
tourism products in WA. 

Number of visitors 
partaking in an 
Aboriginal experience. 

20% growth in export 
ready products per year 
(as per the Tourism Australia 
Product Manual). 

5 year target - WA product 
doubled (based on 2008/09 
figures). 

Achieve 350,000 visitors in 
5 years. 
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Initiatives to be undertaken: 

Strategy: Product Development 

4.1 Undertake market research to Incorporate research questions in Annual / / / / / Marketing 
identify key target segment Visitor Satisfaction Research about 
in our prioritised markets and availability and performance of Aboriginal 
clarify product and experience tourism product. 
expectations of these segments. 

4.2 Assess current offerings Conduct consumer research to determine / / Marketing 
and competitor offerings current perceptions, as well as desirable 
against consumer needs experiences, and review existing iconic tourism 
(current and future) to experiences and synergies with Aboriginal 
establish direction for product/experiences. 
future product development 
and marketing activities. Assist WAITOC to produce Aboriginal tourism / / / / / IDVS 

in WA publications, analysing existing 
businesses. Undertake desktop research and 
communicate findings. Analyse best practice 
in interpretive centres and interpretation 
generally, and distribute findings. 

4.3 Develop partnerships with Source details on relevant partnership / / / / / IDVS 
resource sector and traditional opportunities and communicate these 
tourism stakeholders to develop opportunities to interested resource and 
Aboriginal tourism. tourism stakeholders. 

4.4 Facilitate the development Use research findings to encourage the / / / / / IDVS 
of high quality, unique and development of clusters of appropriate 
innovative Aboriginal tourism businesses to deliver a critical mass of 
product. Aboriginal projects in targeted locations. 

Develop community tourism plans with high 
potential development clusters. 

4.5 Develop micro-business. Proactively work with project proponents, one / / / / / IDVS 
on one, to bring projects to fruition. Focus will 
initially be on targeted high potential areas or 
clusters. 

4.6 Build a unique Western Undertake research, stakeholder consultation / / / EventsCorp 
Australian Aboriginal event. and extensive project planning to develop a 

unique Aboriginal event. 

Deliver a world class Aboriginal event. / / / / EventsCorp 

4.7 Incorporate Aboriginal elements Work with event holders to introduce / / / / / EventsCorp 
in events funded by EventsCorp. appropriate, high quality Aboriginal activities 

into events. 

Increase the Regional Events Scheme pool to 
target additional Aboriginal events. 

4.8 Improve access to finance for Provide financial infrastructure support for / / / / / IDVS 
Aboriginal tourism projects. targeted Aboriginal tourism projects. 

Introduce Aboriginal proponents to 
mainstream tourism product suppliers. 
Encourage partnerships between Aboriginal 
and non-Aboriginal operators. Improve capacity 
of targeted Aboriginal proponents to seek 
finance and/or equity. 
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Work with WAITOC, Indigenous Business 
Australia, Tourism Australia and Aboriginal 
Tourism Australia to improve Aboriginal 
tourism. 

Strategy: Product Delivery and Employment Pathways 

Build capacity and skills 
development of Aboriginal 
tourism personnel and 
suppliers. 

Work with industry to 
actively involve (employ). 
Aboriginal people in service 
delivery. 

Strategy: Product Marketing 

Develop marketing messages 
around Aboriginal product, 
aligned with WA brand 
positioning. 

Market Aboriginal experiences 
to appropriate market 
segments, matched 
with product capacity and 
quality to maximise yield and 
visitor satisfaction. 

Mentor existing Aboriginal businesses. 

Continue Indigenous Better Business Blitzes. 

Extend the Indigenous Cadetship program. 

Continue the Indigenous Traineeship program. 

Ensure marketing messages are aligned with 
consumer needs and contribute to the strength 
of the agreed WA brand positioning. 

Aboriginal tourism to feature prominently in 
trade marketing. 

Work on first building awareness and desire, 
then visitation, according to market readiness 
and product availability. Apply the Conversion 
Model to ensure appropriate marketing 
activities are implemented according to the 
focus required in each target market. 

Create partnerships with key stakeholders to 
ensure alignment of messages and to maximise 
share of voice. 

Track consumer responsiveness to product 
over time and increase the relative strength 
of overall marketing messages as consumer 
desire, satisfaction and capacity increases. 

../ ../ ../ ../ ../ IDVS 

../ ../ ../ ../ ../ IDVS 

../ ../ ../ ../ ../ IDVS 

../ ../ ../ ../ IDVS 

Marketing 

Marketing 

Marketing 
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Initiatives to be undertaken: 

Strategy: Opportunity Identification/Business Case Development 

5.1 Develop a comprehensive Expedite tourism projects within Western ../ ../ ../ ../ IDVS& 
portfolio of investment Australia through the identification of Marketing 
ready opportunities in strategically important sites and facilitation 
Western Australia aligned of pre-approvals and pre-feasibilities to 
with agreed WA positioning, get them 'investor ready'. Extend Tourism 
iconic experiences and Landbank and promote this to domestic and 
destinations, and future overseas investors. 
consumer needs. 

5.2 Promote a whole of Work with the identified 29 government ../ ../ ../ ../ ../ IDVS 
state approach to tourism agencies, as well as local and 
infrastructure needs. Commonwealth Governments to ensure 

that the tourism priorities identified in the 
five Destination Development Strategies are 
taken into account in their forward planning 
and funding prioritisation. 

5.3 Provide input and direction Work closely with the relevant agencies ../ ../ ../ ../ ../ EventsCorp 
into event related infrastructure. involved with new and existing major event 

infrastructure to ensure effective policy 
development, planning and operation. 

Strategy: Investor Partnerships 

5.4 Pursue big brands, attraction and Revisit priorities for brands and developers. ../ ../ ../ ../ ../ IDVS 
accommodation developers, to Develop and implement communication 
increase investment. strategies for them. Seek out project 

offerings (through Landbank and other 
initiatives) and deliver them to targeted 
investors. 

5.5 Identify key high profile Develop opportunities to influence key ../ ../ ../ ../ ../ Board & 
champions for our industry (both decision makers in WA as to the value EMT 
individuals and organisations). of tourism to the economy and the 

community. 

Strategy: Market Investment Opportunities 

5.6 Develop clear long term view of Develop investment attraction strategies ../ ../ ../ ../ IDVS 
Western Australia for investors. that promote WA to domestic and overseas 

investors as a profitable and safe investment 
• Create an image/brand environment. 

position for Western Australia. 

e Raise profile of that image. 

And addressing all three strategies 

5.7 Expand air services and overall Develop and implement a multi-faceted ../ ../ ../ ../ Marketing 
air capacity to and within approach to increase frequency and capacity 
Western Australia. on existing routes, attract new airlines to 

and throughout WA and introduce new 
non-stop air linkages to service core and 
emerging markets. The resultant increase in 
air services and overall capacity is expected 
to become evident over 2 to 5 years. 
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Broader business community 
assessment of the value of 
tourism. 
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year - estimate: 
• 50% of the broader 

business community agree 
that tourism enhances the 
unique WA Lifestyle. 

• 50% of the broader 
business community agree 
that tourism supports the 
natural environment. 



Initiatives to be undertaken: 

Strategy: Increase Industry Adoption of Sustainable Practices 

6.1 Develop sector specific strategy for 
managing the tourism industry's 
impact on climate change. 

6.2 Lead the industry in adopting 
more environmentally sustainable 
practices. 

-
6.3 Promote green travel behaviour. 

6.4 Enhance and promote nature 
based tourism in WA. 

Strategy: Industry Evaluation 

6.5 Lead the industry in developing 
new methods of measuring the 
social and/or environmental value 
of tourism and events. 

6.6 Measure the social and 
environmental value of tourism, 
in addition to the economic value. 

6.7 Target specific groups 
(within industry and external) and 
communicate triple bottom line 
message behind tourism activities. 

6.8 Measure recognition of triple 
bottom-line with key stakeholders. 

Strategy: Industry Partnerships 

6.9 Create industry partnerships to 
achieve the above objectives. 

6.10 Promote and publicise successful 
partnerships between Tourism 
WA and tourism operators and 
government agencies. Provide 
successful case studies as examples. 

Within the State Government Climate 
Change framework clearly annunciate 
what the tourism industry can do to 
mitigate its climate footprint. 

Collate information on environmentally 
sustainable design and operation, 
workshop improved practices with 
industry, share information about 
improving practices, reward improved 
practices creatively. 

Understand consumer interest in green 
practices, emerging enVironmentally 
sensitive travel practices and best 
practice industry/product examples, and 
communicate these to WA's visitors 
directly and through the industry. 

In partnership with the Department 
of Environment and Conservation, 
improve tourism infrastructure in our 
national parks and conservation reserves, 
encourage sustainable tourism in our 
old growth forests, and foster the long 
term sustainability of the Ningaloo Reef. 
Work with the RTOs to promote these 
partnerships to gain community and 
consumer recognition. 

Partner with independent researchers and 
event holders to implement new research 
initiatives for major events. Results will 
enable a better understanding of the 
wide ranging social benefits produced 
by events. 

Partner with independent researchers to 
rneasure triple bottom line contribution of 
tourism overall. 

Communicate results to industry and 
Government, work with the industry to 
demonstrate more widely the value that 
tourism delivers for Western Australia. 

Measure, analyse and adjust strategies 
according to results. 

../ ../ ../ ../ ../ IDVS 

../ ../ ../ ../ ../ IDVS 

../ ../ IDVS & 
Marketing 

../ ../ ../ ../ ../ IDVS& 
Marketing 

../ ../ ../ ../ ../ EventsCorp 

../ Marketing 

../ ../ ../ All Divisions 

../ ../ ../ ../ ../ Marketing 

All Divisions 

All Divisions 
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RESOURCING THE STRATEGY 

The five year Strategic Plan will guide the activities of all staff, 
ensuring we focus on core business activities. 

Recruitment, selection, training and development activities will 
ensure that new and existing staff have the skills to support 
the strategic direction. 

The 2008 to 2013 Strategic Plan will require both additional 
funding (recurrent and non-recurrent) and reprioritisation of 
organisational strategies. 

The State Budget process for 2008 - 2009 onwards will 
determine the financial resources to this agency. This 
information will be added to the online version of this Strategic 
Plan and will show a breakdown by strategic objective and 
division. 

The resourcing of the plan will be reviewed on an annual 
basis as part of our ongoing planning cycle. 
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CORPORATE ENABLEMENT 

Tourism WA's capability to deliver on this Strategic Plan comes 
directly from our employees and internal business processes, 
and our relationships with stakeholders. 

Our ability to establish a sustainable competitive advantage will 
come from continuously developing existing resources, and 
creating new resources and capabilities in response to rapidly 
changing market conditions. 
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KEEPING EVERYONE INVOLVED AND INFORMED 
To succeed it is essential that we understand the needs and 
expectations of our customers, stakeholders and partners, and 
work cooperatively with them. Tourism Western Australia's 
Strategic Plan aims to balance the needs of these groups: 

Consumers 

• Western Australian community 

• Business and leisure visitors from intrastate, 
interstate and overseas 

Tourism Western Australia 

• Our Board 

• Our committees 

• Our staff 

• Our volunteers 

Government 

• Minister for Disability Services; Tourism; Culture and the 
Arts; Consumer Protection 

• State and local government 

• Other government agencies 

• Tourism Australia 

• Other State tourism organisations 

Tourism Industry 

• Regional tourism organisations 

• Visitor centres 

• Travel agents, wholesalers and inbound tour operators 

• Tourism operators; business and leisure 

• Tourism industry bodies 

• Perth Convention Bureau 

• Airlines 

• Cruise Operators 

Event Industry 

• Event industry bodies 

• Suppliers 

• International federations 

• Event organisations 

• Venue owners 

• Community groups 

Business Community 

• Related industries, organisations and associations 

• Educational institutions 

• Media - local, national and international 

• Corporate sector 

Communication Strategy 

Tourism Western Australia is committed to open and 
accountable two-way communication with its staff, 
customers, stakeholders and partners. 

Our communication is both corporate and marketing focussed, 
with the key objective of creating an environment in which 
Tourism WA can operate effectively. 

Communication activities are designed to enhance the 
achievement of corporate objectives. They also reinforce our 
industry partnerships and include Board/executive regional 
visits, advisory committee meetings, regular peak industry 
body briefings, industry forums and the work of regional, 
interstate and international staff. 

Corporate Governance 

In line with contemporary thinking on managing organisations, 
delivery of the Strategic Plan is underpinned by a strong 
commitment to corporate governance. 

Enabling Legislation 

Our organisation was established under the Western Australian 
Tourism Commission Act 1983 ('The Act'). The Minister 
responsible for Tourism WA is the Minister for Disability 
Services; Tourism; Culture and the Arts; Consumer Protection. 

The Act provides for the establishment of a governing Board 
of 10 members appointed by the Governor, one of whom is 
appointed by the Governor as Chairman. 

The Act provides the functions (Section 13) of Tourism WA 
and the necessary powers (Section 14) to undertake and fulfill 
those functions. 

We are governed by a number of other Acts, including 
the Financial Management Act 2006 and the Public Sector 
Management Act 1994. 

Role of the Board 

The Board has overall responsibility for corporate governance. 
It sets the strategic direction of Tourism WA and the goals 
of management. Day-to-day operations are delegated by 
the Board to the Chief Executive Officer and the Executive 
Management Team. 

Committees 

To assist the Board in achieving the highest standards of 
corporate governance, Board members closely involve 
themselves with critical areas of Tourism WA's activities 
through the establishment of advisory committees. 
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WESTERN AUSTRALIA 

Tourism Western Australia 

2 Mill Street 
PERTH WA 6000 

GPO Box X2261 
PERTH WA 6847 

Tel: 08 9262 1700 
Fax: 08 9262 1702 

info@tourism.wa.gov.au 
tourism.wa.gov.au 
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Tourism Western Australia Strategic Plan 2008 to 2013 - Building for the Future 

Tourism WA Purpose: 
To develop, promote and protect Western Australia's iconic tourism experiences. 

Strategic Objectives: 
1. Improve the quality of visitor experiences to match or exceed customer expectations 
2. Secure the future of regional tourism 
3. Grow visitor expenditure faster than visitor nights (numbers) 
4. Accelerate the development of Aboriginal tourism 
5. Influence major infrastructure priorities and attract private investment 
6. Build recognition that tourism and events enhance the unique Western Australian lifestyle and support the natural 

environment 

Government Desired Outcomes, Key Effectiveness Indicators and Targets 

Government Goal Desired Outcome 

Financial and Economic Responsibility: Increased competitiveness and viability of the 

Responsibly managing the State's finances through the efficient and Western Australia Tourism Industry. 

effective delivery of services, encouraging economic activity and 
reducing regulatory burdens on the private sector. 
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Key Effectiveness Indicators and Targets 

Percentage of visitors whose expectations were met or exceeded 
upon visiting Western Australia 

Visitor expenditure in WA (international, interstate and intrastate 
markets): 

- grows faster than the national average 

- grows faster than total WA visitor numbers 

Broader business community assessment of the value of tourism 

2009-10 
Target 

90% 

WA growth greater than 
National Average 

Growth in 
WA visitor 

expenditure 
greater than growth in 

WA visitor 
numbers 

50% of the broader 
business community agree 
that tourism enhances the 

unique WA lifestyle. 

50% of the broader 
business community agree 

that tourism supports the 
natural environment. 

Service 

All 

All 

All 

All 
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Key Efficiency Indicators and Targets 

Ratio of Tourism WA Marketing spend to visitor spend 

Ratio of Tourism WA Event spend to the value of projected direct 
expenditure generated by events (future years) 

Ratio of Tourism WA Event spend to the value of direct 
expenditure and media impact generated by events (current year) 

Total cost of Industry Development and Visitor Servicing as 
compared to percentage of visitor satisfaction 

2009/10 Agency Budget and Resourcing 

Division Total Budget 

Marketing 22,208,287 

Industry Development 8,230,124 

Aviation 856,371 

Eventscorp 18,936,286 

Corporate and Business Service 5,513,177 

Executive Service 1A90,755 
Total 57,235,000 

2009-10 
Target 

$1 : $153.15 

$1 : $23.70 

$1 : $6.11 

$140,998 per 
% visitor satisfaction 

Division 

Marketing 

Service 

Marketing 

Events 

Events 

Industry 
Development 

Total FTEs 

52 

ID 46.85* 

Aviation 1 

Eventscorp 16* 

Corporate and Business Service 33.6 

Executive Service 6.8 

Total 156.25 

* Industry Development includes 2 trainees 

and one cadet and Eventscorp includes one cadet 

Marketing FTEs include 7 overseas offices and 

1 eastern states office 

Industry Development includes 8 regional 

offices across WA 4 



Strategic Plan - Delivering Year 2 (2009/10) 

Background 

Tourism Western Australia (Tourism WA) has a 5 year Strategic Plan 2008 to 2013 - Building for the Future. We are about to 
embark on delivering year 2 of this plan. 

As a result of the global financial crisis there have been some significant changes in the short term direction for Tourism WA. While 
these changes have not affected our overall purpose or strategic objectives there are implications for initiatives planned to deliver 
these strategies in year 2. 

This document is an addendum to the Strategic Plan 2008-2013 - Building for the Future outlining key changes and needs to be 
read in conjunction with this plan. 

Tourism Forecast 

Tourism WA commissioned work to assess the potential impact of the global financial crisis on WA's tourism industry in October 
2008. The Carmody Report indicated that the global financial crisis would result in a decline in both consumer incomes and 
consumer confidence in most of our key markets. This was expected to influence all discretionary consumer spending, including 
tourism, and it was predicted that tourist numbers and tourism spend will decline. 

The latest Tourism Forecasting Committee report (July 2009) showed that 2009 is expected to see a decline across international 
and domestic markets, but with some level of recovery in 2010. 

The key forecast figures are: 
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Key Changes 

Tourism WA has significantly modified its marketing strategies to focus on geographic markets and consumer market segments 
most likely to continue to travel in the short to mid-term. These include short-haul markets, particularly those serviced by low cost 
carriers, such as Singapore, Malaysia, Sydney and Melbourne. More emphasis is being placed on getting locals to holiday in 
Western Australia via 'Holiday at Home' campaigns. 

There has been a significant increase in outbound competition as a result of unprecedented price reductions on seats to drive 
demand and maintain passenger load. The focus for aviation in 2009/10 will be maintaining or increasing regular passenger 
transport (RPT) aviation capacity to and within the State. 

An additional $5.7 million to support Destination Marketing has been provided to Tourism WA for the 2009/10 financial year. A 
further amount of $2.3 million has been directed to Destination Marketing from other operating areas of the agency for a 12 month 
period only (2009-10) to counter some of the short term affects of the global financial crisis. 

Implications for Marketing 

The strategic objective for Tourism WA's Marketing Division is to make Western Australia the holiday destination of choice for 
our target consumers and then to move them through the conversion model from preference to purchase. 

Specifically, our objectives are to: 

- Halt the decline of the Intrastate market - The Intrastate market, Western Australia's largest tourism source market (73% 
visitors, 45% spending), has been on a downward trend for the past 7 years. For the 12 months ending March 2009, spending 
was down -4.8% and visitors were down -10.1 % versus the previous 12 months. For many tourism operators, particularly those 
in regional areas, the intrastate market is the life blood of the industry. Therefore, it is critical that we reinvigorate Western 
Australians' desire for a holiday at home. 

- Grow WA's market share of the Interstate market - The Interstate market is Western Australia's second largest source market 
contributing 16% of visitors and 19% of spending. Recent aviation competition has made Western Australia a significantly more 
affordable holiday option for prospective visitors from the east coast. Yet Western Australia's share of the interstate market is 
underdeveloped with Western Australia's market share only 4.3% of interstate visitors and 5.2% of spending for the 12 months 
ending March 2009. 
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- Grow WA's market share of the International market - International markets contribute 11 % of Western Australia's visitors and 
36% of spending. International markets have been a success story for the State with Western Australia regularly outperforming 
the rest of the nation. Our goal is to build on this strong foundation and continue to grow the State's share of international 
visitors and spending which were 13.2% and 10.7%, respectively, for the 12 months ending March 2009. 

In order to achieve these objectives, Marketing will employ the following strategies: 

- Improve Our Brand: First and foremost, we must communicate a clear brand proposition for WA and broadcast it with a BIG 
marketing idea. For consumers in the Interstate and International markets, Western Australia is often more expensive than 
other options in the Australia / Pacific region. Therefore, we must communicate what is truly unique and extraordinary 
about Western Australia in an exciting and 'breakthrough' way. Consumers in the Intrastate market think that they know 
what is offer in their State; however, their knowledge of Western Australia can be somewhat limited. Our new brand campaign 
must position Western Australia as offering experiences that are not available elsewhere. 

- Target the Right Consumers: In order to make our marketing more effective, we must target consumers who have a greater 
propensity to travel to Western Australia - those for whom Western Australia's experiences are compelling. In addition, as a 
result of the Global Financial Crisis, we need to appeal to consumers' sense of practicality - the desire to stay closer to home 
and to take shorter breaks. Therefore, we will focus on geographic markets that are closer to WA, consumer segments that are 
more likely to continue travelling and those consumers who are most likely to find WA appealing. 

- Measure and Communicate Results: To ensure that our investment in Marketing is achieving the desired results, we will 
develop a consistent methodology for measuring our marketing campaigns. We will clearly communicate the effectiveness of 
our marketing, and we will apply learning to future campaigns. 

- Form Strong Partnerships: Tourism WA will align its marketing activities with those of Tourism Australia, the five Regional 
Tourism Organisations, Perth Convention Bureau and tourism operators. These partnerships will make our marketing dollars go 
further. Partnership with Tourism Australia will give our messages significantly greater reach, and partnerships with industry will 
round out our campaigns with tangible booking options improving marketing return on investment. 

- Focus on Efficient Media Channels: Consumers utilise a range of media channels when researching, planning and booking a 
holiday. Tourism WA will understand our target consumers' use of media channels and focus on those channels which will drive 
the desired result. We will not simply fall back into the comfort zone of television and press advertising. In particular, we will 
improve our capability in the digital and public relations channels. 
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- Educate the Trade: Many consumers still rely on the traditional distribution channels (wholesalers and retail travel agents) -
particularly those who are travelling long distances to visit Western Australia or those for whom English is not the first language. 
Therefore, Tourism WA plays a critical role in educating retail travel agents about Western Australia so that they can advocate 
our destination. Equally, Tourism WA act as a conduit between wholesalers 1 tour operators and Western Australian operators 
to ensure that WA product is included in key programmes. 

- Support Aviation Access: Tourism WA will work closely with airlines to leverage existing aviation routes into and within Western 
Australia. These partnerships will not only deliver business in the short term but also lay the groundwork for future 
improvements in access. 

Tourism WA's Marketing budget is $22.5 million in 2009/10 (+7% versus 2008/9). The Activity component of the Marketing budget 
is $15.3 million, an increase of $2.8 million versus 2008/09. The total 2009/10 budget includes $5.7 million in 'boost' funding 
allocated by the Government, $2.3 million diverted from elsewhere in the Agency and $1.3 million relief from government 
advertising cuts. 

Implications for Eventscorp and the Perth Convention Bureau (PCB) 

The overall Event Tourism budget is $18.94 million in 2009/10. Eventscorp has a budget of $15.63 million; this includes a $1 
million reduction as a result of a reallocation to Marketing and $480,000 for the 3% government efficiency dividend. There is a 
further $3.31 million for Perth Convention Bureau, which includes a $100,000 reduction for the 3% government efficiency dividend. 

Eventscorp 
Event hosting plans for events in 2009/10 are largely confirmed and committed, however three event concepts have been deferred 
due to budget changes. Planning to build future diverse event calendars that deliver strong tourism outcomes and take into 
consideration the current economic climate continues. Unique 'Western Australian' events are being supported and developed and 
major events of high value to the State continue to be a key focus. 
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The three event concepts that were under development and have now been deferred are: 

1. 'WA Blue' (internal working title only) 
WA Blue is a key initiative towards developing WA owned events strongly linked to WA's iconic marine experience and involves the 
following events: 

• Rottnest Channel Swim 
• Lancelin Ocean Classic (windsurfing) 
• Avon Descent 
• Anaconda Adventure Race 
., The Doctor - Rottnest to Scarborough World Cup Surf Ski (highest rating) 

The estimated economic impact of the event was $500,000, and the estimated media impact was $1 m. 

2. Racing the Planet 
250 competitors from 25 countries racing 250kms over seven days from the Bungle Bungles to EI Questro Station. There is 
potential for an annual event in WA. The estimated economic impact of the event is $600,000 and the estimated media impact was 
$600,000. 

3. Perth Marathon 
Discussions for this event were well-advanced, however will now be deferred to 2011/12. The estimated economic impact for this 
event was $2m and the estimated media impact is $600,000. 

The reduction in funding to the Perth Convention Bureau (PCB) of $100,000 is not expected to have a significant impact. The PCB 
has advised that they are still hopeful of achieving their 2009/10 Direct Delegate Expenditure (DOE) target of $81 million. 

Implications for Industry Development 

Delivering on the marketing promise through product quality and value for money is important in the current environment. 
Increasingly, strong national and international competition means Western Australia must continue to improve product and service 
quality to ensure the State's tourism offerings gain preference. The labour shortage in the tourism industry, which has had a 
negative effect on service quality, is expected to ease as a result of the global financial crisis but skill shortages will continue to 
impact. 
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Development within the industry continues to face delays due to complexities and delays in approval processes. The industry is 
also facing difficulties in securing finance and this is compounded by some restrictions related to tourism development in Western 
Australia. A review of tourist accommodation development in Western Australia has commenced. 

To further build Western Australia's competitive advantage it is important to focus on high yield and differentiated products, such as 
Indigenous and eco-tourism. 

Industry Development will therefore have the following 5 key areas of focus for 2009/10: 

1. Improving tourism products (with an emphasis on helping them through potentially difficult economic times); includes 
business guides and advisory services for operators, work on national accreditation and visitor satisfaction research. 

2. Facilitating new and improved tourism supply: accommodation, attractions and essential infrastructure; includes 
Destination Development Strategies, a Review of Tourism Accommodation Development, the LandbanklNaturebank 
program and investment missions, new CBD hotel supply and key infrastructure such as a South West Airport. 

3. Build the capacity of the Aboriginal tourism sector, includes; revision of the Aboriginal Tourism strategy, capacity building, 
support of WA Indigenous Tourism Operators Committee (WAITOC) and Aboriginal cadets and trainees. 

4. Influence policy settings to support tourism outcomes such as the National Long Term Tourism Strategy, Pastoral land 
policy, Caravan Parks, Climate change, the Nature Based Tourism Review and delivering a Local Government Tourism 
Conference. 

5. Maintain visitor information levels via the WA Visitor Centre, West Oz Welcomers (WOWS), WA Tourism Network and the 
Visitor Centre Association of WA (VCAWA) conference. 

The Industry Development budget for 2009/10 is $8.230m and includes a reduction of 3% as part of government efficiency dividend 
and $1m redirected to Marketing. This will result in cessation or reduction of activities in the areas of Workforce development, 
Landbank, the Better Business Blitz programme, the Virtual Call Centre, Cultural Tourism and WA Visitors Centre. 

10 



Implications for Aviation Development 

The pressure on airlines as a result of the global economic crisis and the H1 N1 Influenza 09 pandemic is significant with a 
downturn in air traffic demand and, as a consequence, severe fare discounting is occurring both on domestic and international 
routes. Notwithstanding this, Perth Airport continues to be under pressure to handle current and expected traffic volumes. Plans to 
consolidate all large aircraft services into the current international airport precinct will be phased in and is not expected to be 
completed until between 2018 and 2021. 

The tourism industry continues to consider the affect that climate change will have on the industry and travel behaviour. The 
industry's carbon footprint in Australia has now been measured and it is not currently considered to be an emission intensive 
industry. 

Focus for aviation in 2009/10 will be maintaining or increasing regular passenger transport aviation capacity to and within the State. 

Implications for Corporate and Business Services and Executive Services 

Tourism WA has had to review its current level of support to the TeM program and also start considering the longer term role this 
agency should play in the continued maintenance, development and the provision of the underlying delivery infrastructure for the 
program. 

~ In the short term (i.e. the next 24 months) Tourism WA will be able to maintain TeM websites, in their current form, in 
accordance with the established terms of the TeM partnership agreements (contract). This includes the provision of 
website hosting and user support. However, in the absence of future capital funding, Tourism WA will be unable to further 
develop the functionality for TeM websites. 

~ For the longer term, Tourism WA will commence planning in consultation with industry for a sustainable business operating 
model for the TeM program (i.e. maintenance, development and infrastructure) that is not reliant on capital funding from 
Government. 

Corporate and Business Services budget is $5.513m and Executive Services budget is $1.490m (this includes funding for the 
Board). Both budgets include a reduction for 3% efficiency savings and a total of $300,000 redirected to Marketing. 
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ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. Al8: Hon Ken Travers (Member for North Metropolitan Region) asked for a 
copy of the Perth Convention Exhibition Centre (PCEC) Key Performance Indicators and 
advice of any monitoring of any negative impacts on the rest of the convention industry 
following the opening of the PCEC 

Answer: Please refer to the Media Release on this matter, released on 29 March 2010, at 
http://www.tourism.wa.gov.au/Publications%20Library/Media%20Releases/29-03-
201 0%20N ew%20way%200fOIo20business%20for%20PCEC.pdf. 

Tourism Western Australia has not monitored any negative impacts on the rest of the 
convention industry since the 24 August 2004 opening of the Perth Convention Exhibition 
Centre. 



ESTIMATES AND FINANCIAL OPERATIONS COMMITTEE 

QUESTIONS ON NOTICE SUPPLEMENTARY INFORMATION 

Monday, 18 October 2010 

Minister for Tourism 

Question No. A19: Hon Ken Travers (Member for North Metropolitan Region) requested 
information on the return-on-investment expectedfrom the 2011 V8 Supercars event. 

Answer: The Government took the initiative to host the V8 Supercars for the next five years 
to build a diverse events calendar for Western Australia with high profile events that will 
drive visitation and add vitality to the State. Staging the V8 Supercars in Perth will ensure 
that Western Australia receives national and international media attention, and is viewed by 
the community and visitors to the State as an exciting and vibrant event and tourism 
destination. 

Upgrades to Barbagallo Raceway, funded through the Department of Sport and Recreation, 
that are necessary to hold the V8 Supercars in Perth in 2011 will also benefit local motorsport 
clubs and individuals that use the facility year round. 

The V8 Supercars is expected to deliver a positive economic impact for the State and an 
independent economic impact assessment will be undertaken during the 2011 event. 




