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Worldwide Tourism

ÅIn 2010 international travel worldwide 

grew 6.7%, after a decline of (-) 4.3 % in 

2009.

ÅInbound tourism in 2010:

ïAsia and Pacific +13% 

ïMiddle East +14% (from big drop in 2009)

ïAmericas +8% 

ïAfrica +6%   

ïEurope +3%

ÅAustralia inbound grew 5.1% in 2010

Image source: Bing.com, 2011
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Source: Tourism Research Australia, State of the Industry 2010 Report, based on ABS and TRA data

Tourism Across Australia is Underperforming 

Hence the National Long Term Tourism Strategy
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Visitor Trends in WA (All visitors)
Visitors Spend

(ó000) $ million
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YE March 2011 Visitors

Annual growth 

rate

(3 year avg)

Spend

Annual growth 

rate

(3 year avg)

Est. $ per 

visitor

Total 18,081,600 0.05% $5,914m 0.02% $330

International 706,600 2.37% $1,919m 6.31% $2,720

Interstate 1,017,000 0.80% $926m 1.55% $910

Intrastate 4,109,000 -5.17% $1,893m -5.53% $460

Daytrip 12,249,000 1.80% $1,176m -0.80% $100
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Outbound Challenge for WA
(ó000)

Outbound 

Trips

Annual growth 

rate
(3 year avg)

Intrastate Trips Annual growth 

rate
(3 year avg)

YE Sept 2010 YE March 2011

Western 

Australians

1,020,187 15.6 % 4,109,000 - 5.2%
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Sources: Australian Bureau of Statistics, Western Australian Statistical Indicators (WASI) YE Sept 2010 ; Tourism 

Research Australia, National Visitor Survey (visitors aged 15+ years). YE December 2010 Sample Size: 3,559 

Western Australian residents. 

*AAGR = Average Annual Growth Rate
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Total Visitors: 

Å225,000 visitors pa 

ÅStay 6.9 days on average

Intrastate: 

Å104,800 visitors pa (46% of all visitors)

ÅStay 5.9 days on average

ÅThe majority come from Experience 
Perth (61%)

Visitors to Broome

Estimates are based on a 8 year average: YE Dec 2003 ïYE Dec 2010 for Broome

Source: Tourism Research Australia, National and International Visitor Survey YE Dec 2003-2010 Sample size across 8 years = 

Intrastate n=700, Interstate n=393, International n=2,466
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Interstate: 

Å82,800 visitors pa (37% of all visitors)

ÅStay 7.9 days on average

ÅMajority come from Victoria and New 
South Wales

International: 

Å37,400 visitors pa (17% of all visitors)

ÅStay 7.5 days on average

ÅA fifth of visitors come from the UK 
and Germany respectively

Visitors to Broome

Estimates are based on a 8 year average: YE Dec 2003 ïYE Dec 2010 for Broome

Source: Tourism Research Australia, National and International Visitor Survey YE Dec 2003-2010 Sample size across 8 years = 

Intrastate n=700, Interstate n=393, International n=2,466
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Tourism WA 

Elements of the strategy 
owned and executed by 
Tourism WA to achieve 

the goal.

Government Agencies

Elements of the strategy 
to be incorporated into 

other Government 
agenciesô activities in 

order to achieve the goal.

Industry

Elements of the strategy 
that peak bodies and 

operators need to 
participate in to achieve 

the goal.

State Governmentôs Strategy for Tourism 

Ownership and Involvement with the Strategy
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The Goal

ÅThe Goal...to double in value by 2020

Å [[[[[

ÅLinks to the National Long Term Tourism Strategyôs 

2020 Potential
Across Australia:

Overnight and daytrip 

visitors spend

2010

$6 billion

Overnight and daytrip 

visitors spend

2020

$12 billion

2020 Industry Potential

From $ 52 billion in 2010 to 

between $115 and $140 

billion
ÅLabour and skills ïextra 100,000 workers

ÅAccommodation ïextra 50,000 rooms

ÅAviation ïcapacity to grow 25% domestic 

and 50% international 
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Indigenous 

Tourism

Every visitor the 

opportunity for 

Aboriginal tourism 

experience

Regional Dispersal

Increase 

visitors to

regional WA

Asia

Grow our share of 

the Asian 

market, particularly 

China

Events

Position WA as a 

recognised events 

destination for locals 

and visitors

7 Broad 

Strategies

Infrastructure

To support growth:

Hotels, Aviation

Workforce

Business Tourism

Increase the 

contribution from 

business travel

Brand

Firmly establish 

the 

Experience 

Extraordinary 

brand
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State Budget 2011/12

2010/11

$Million

2011/12

$Million

2012/13

$Million

2013/14

$Million

2014/15

$Million

Marketing 36.0 36.8 29.7 29.8 30.4

Events 21.7 36.7 32.5 32.7 30.7

Infrastructure 8.1 8.2 8.1 8.1 7.9

Total 65.8 81.7 70.3 70.6 69.0
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Last yearôs position for 2011/12 

to 2013/14: 
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Major Funding Changes in State Budget

China $5.2 m over 4 years

Events $60 m over 4 years

International Golf $7.2 m over 3 years

V8s $4.725 m over 4 years

ATE 2012 $2.650 m for 2011/12

CHOGM $0.79 m for 2011/12

Kimberley SCS $4.175 m over 4 years
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Structure to Achieve Our Goals

Minister for Tourism

Board of 
Commissioners

Chief Executive 
Officer

(Stephanie Buckland)

Marketing
(Laura 

Dawson)

Eventscorp
(David Van 

Ooran)

Infrastructure 
& Investment 

(James 
Hewitt)

Executive & 
Strategic 
Services 
(Derryn 
Belford)

Corporate 
Comms

(Neil Poh)

Corporate & 
Business 
Services 

(David Lowe)
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Å China Strategy

Å Brand Activation

Å Event Calendar

Å Events promotion

Å Caravan & Camping

Å Cruise Shipping

Å Hotel Development

Å Broome Air Services

Å Margaret River Airport

Å Kimberley SCS

Å Perth promotion

Key Initiatives 2011/12

Double the value of WA tourism to $12 billion by 2020

Brand Events Regional Asia Business

Indigenous Hotels, Aviation & Workforce
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Marketing Highlights 2010/11

Domestic Market

Å$7.8 million campaign cinema, press, online and in-flight

ÅCampaign has reached 2.2 million Australians 

ïExcellent unprompted recall ï40% intrastate and 

24% interstate

Å20 cooperative partners have invested $2.5 million 

ï10 partners generated 22,731 pax ($16.35 million 

spend)

Å$18 million in PR value to date (including 3 episodes of 

Masterchef filmed in WA)
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Film
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Press
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Online Display
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Website
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Social Media

Facebook

= 21,049 
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Social Media

Twitter

= 8,942 
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Social Media

YouTube

Video views =  84,470

Channel views = 47,015
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Domestic Cooperative Marketing
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Domestic Cooperative Marketing

Direct flights mentioned on social 

media channels

News item on westernaustralia.com

Billboards in Brisbane
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Caravan and Camping Domestic 

Marketing Activity
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ÅJerry Hall famil


