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CHAIRMAN’S MESSAGE

During 2018 and 2019, tourism in Western 
Australia has increased significantly, 
and the State has benefited from record 
visitor numbers, both internationally and 
domestically. Tourism Western Australia 
has much to be proud of in achieving 
its objective to “drive increased share 
of leisure and business events markets 
for Western Australia”, as outlined in its 
Two-Year Action Plan for Tourism Western 
Australia – 2018 and 2019 .

As we all know, since early 2020 the 
global economy has been turned on its 
head due to the COVID-19 pandemic, 
and our industry (like many others) finds 
itself in unchartered waters.  Western 
Australia’s tourism industry faces 
unprecedented challenges in responding 
to, and recovering from, the impacts of 
this global pandemic.

We head into 2020-21 uncertain of 
the full repercussions the pandemic 
will have had on our international 
markets, and unsure of when interstate 
and international travel will again be 
permitted.

However, Tourism WA’s primary focus is 
to maximise employment opportunities, 
through ensuring we are well equipped 
and ready to implement plans when our 
interstate and international borders do 
reopen.

This Corporate Plan outlines Tourism 
Western Australia’s recovery strategy, 
to support our tourism industry over the 
coming months.  We will do everything 
we can to ensure our industry is well 
positioned to promote Western Australia 
as the most desirable tourism location, 
not only in Australia but globally.

In 2020-21, Tourism WA will  build on 
the strong foundations set by the Two-
Year Action Plan, which delivered us 
the highest visitor numbers on record 
in 2019, and refocus our efforts as we 
start to reboot our marketing of Western 
Australia to global markets. As we 
navigate the future, we will be guided by 
a ‘change is opportunity’ approach. We 
will remain flexible enough to respond to 
what may be new and emerging markets, 
ensuring we not only retain our previous 
market share but grow market share in 
the years to come.  

The regeneration of the tourism industry 
across the globe is already seeing a 
change in consumer behaviour and, 
while traveller confidence will take time 
to fully rebuild, we see this as a great 
opportunity to relaunch and refresh in-
market campaigns with our story, “Spirit 
of Adventure” .
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This year Tourism WA will launch its new 
narrative and brand, which was designed 
so it could be applied to tourism 
businesses right across the State.  I am 
excited by the opportunities this will 
present for tourism in Western Australia, 
and I know that the industry will also 
welcome this new brand direction.  
Through this new branding, Tourism 
WA will aim to provoke the “Spirit of 
Adventure” in every visitor to the State.

We will continue to prioritise the 
development of events, which help to 
attract visitors to the State and regions. 
Monitoring the event space will ensure 
that once our borders open, visitors will 
have a time-critical reason to travel to 
Perth and beyond, and provide what will 
be a much-needed economic boost to 
these communities.

In 2019-20, Tourism WA was negotiating 
and launching direct flights from our 
key international markets.  We secured 
a direct flight from Japan in September 
2019 and, in January 2020, just prior to 
the outbreak of COVID-19, we began 
a second direct Chinese trial flight 
from Shanghai with China Eastern 
Airlines.  We also worked hard to provide 
easier access directly into the regions, 
working with Jetstar on its Melbourne to 
Busselton flights.  While these activities 
are currently paused, Tourism WA is 
already in discussions with airline 
partners to ensure we are in a position 
to maximise these opportunities when 
travel restrictions are lifted.

Tourism WA’s Two-Year Action Plan (2018 
and 2019) has now come to an end and a 
new Action Plan and Long-Term Tourism 
Strategy will be developed as we begin 
to recover from COVID-19, to ensure we 
leverage learnings and position tourism 
in Western Australia for a successful 
future. 

Thanks to the success of the Two-Year 
Action Plan, we entered 2020 in a strong 
position as a tourism destination and 
this will be used to our advantage when 
we are once again open for business. 

On behalf of the Board of Commissioners 
and all the staff at Tourism WA, thank 
you for your support of our activities to 
date and I hope you will continue this 
support as we work towards ensuring 
as many Western Australian tourism 
businesses as possible can recover from 
the events of 2020. 

Nathan Harding 
Chairman

WOOLEEN STATION
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ABOUT TOURISM WESTERN AUSTRALIA

The Western Australian Tourism 
Commission trading as Tourism Western 
Australia (Tourism WA) is the Western 
Australian State Government statutory 
authority, established under the Western 
Australian Tourism Commission Act 1983 
(the Act), to  facilitate the development 
and marketing of tourism in Western 
Australia. Located within the Department 
of Jobs, Tourism Science and Innovation, 
the agency sits under the portfolio of the 
Hon Paul Papalia CSC MLA, Minister for 
Tourism, and is governed by a Board of 
Commissioners.

Tourism WA’s role is primarily as an 
economic development agency focusing 
on facilitating the development and 
promotion of Western Australia as 
a holiday, event and convention 
destination. These functions are achieved 
by marketing the State as a competitive 
destination; developing, attracting and 
marketing major events; and supporting 
improvements in access and the 
development of tourism infrastructure. 

The 2017-18 State Budget commitment 
to tourism of $425 million over five years 
provides funding certainty and funding 
flexibility allowing Tourism WA to plan 
strategically for marketing activity and 
event attraction.

WILLIE CREEK
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ABOUT THIS CORPORATE PLAN

Tourism WA has statutory requirements 
to produce Corporate and Operational 
Plans that provide an overview of its 
strategic direction and operation for the 
coming financial year (2020-21). 

The Corporate Plan (Plan) for 2020-
21 will focus on a Global Recovery 
Strategy, particularly in the first half of 
2020-21, and continue to build on the 
achievements of the Two-Year Action 
Plan for Tourism Western Australia - 2018 
and 2019 (Two-Year Action Plan) released 
in March 2018.  

The Act, provides for the Board to review 
and revise the plan at any time, and it 
is prudent during these current times 
that the Corporate Plan is reviewed on 
a regular basis and revised as required 
to reflect the ever-changing environment 
in which we operate due to the COVID-19 
pandemic.

As we plan for 2020-21, it is important to 
note that the impacts of the COVID-19 
pandemic and associated travel 
restrictions are on-going, and in many 
ways have not yet been fully realised.  
Tourism WA’s Global Recovery Strategy 
is supported through six key objectives 
aimed at planning and implementing 
strategies to support the State’s tourism 
industry through recovery from COVID-19, 
and is also cognisant of the State 
Government COVID-19 WA Roadmap.

Beyond recovery, the Corporate Plan will 
also build on the achievements of the 
Two-Year Action Plan. The International 
Visitor Survey and National Visitor Survey 
results in the Year-Ending December 2019 
were very positive for Western Australia – 
with the highest interstate holiday visitor 
numbers and spend recorded; the highest 
growth rate in international holiday 

visitors recorded; and highest spend of 
all States.  The Global Recovery Plan was 
developed with the mindset that ‘change 
is opportunity’, and it is with this mindset 
that we will utilise the opportunity 
before us to support Western Australia’s 
tourism industry to rebuild, knowing that 
what they we were doing pre-COVID-19 
was working.

The Tourism WA Board is now focused 
on recovery efforts, to ensure we are in a 
position where we can be as competitive 
as possible when the time is right and 
when it is safe to do so.

 

XXXXXXXXXXXXX
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OUR VISION

To make Western Australia the  
most desirable leisure destination  
and business events destination 
 in Australia.

OUR PURPOSE

To sustain and support the recovery of 
the Western Australian tourism industry 
by driving visitation through  
an increased share of leisure markets 
and business events markets for  
Western Australia.

OUR OBJECTIVES

To define the recovery strategy, action 
plan and targets for Tourism Western 
Australia.

To achieve this, Tourism WA has 
identified six areas of focus being:

• Objective 1: Ensure Industry   
  Sustainability

• Objective 2: Maximise the   
  Intrastate   
  Tourism Opportunity 

• Objective 3: Maximise the   
  Interstate   
  Tourism Opportunity

• Objective 4: Prioritise    
  International   
  Market Opportunities

• Objective 5: Re-establish our  
  Aviation Access

• Objective 6: Events

These six objectives enable Tourism 
WA to target efforts and resources into 
developing activities that provide the 
greatest opportunity for immediate 
and sustained positive impact upon 
the industry and the State’s economic 
drivers.
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TO DEFINE THE RECOVERY 
STRATEGY, ACTION PLAN 
AND     TARGETS        FOR        TOURISM 
WESTERN     AUSTRALIA .

HORIZONTAL FALLS
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O U R  P L A N  FO R  2 0 2 0 -2 1  

1. ENSURE INDUSTRY 
SUSTAINABILITY

Tourism WA will support iconic West 
Australian tourism businesses in order to 
ensure the key attractions for tourists are 
ready and available as markets open.

Tourism WA will:

• Ensure industry is aware of 
Government assistance measures 
which may be available to it, such as 
the tourism industry survival grant 
schemes. 

• Identify which tourism products/
experience will be best suited for our 
markets post COVID-19 and develop a 
strategy to market these.

• Promote shovel ready tourism projects 
(infrastructure) in a bid to obtain 
funding from Government where 
appropriate.

• Identify opportunities for projects to 
be included in the Tourism Attraction 
Case Management Framework – 
especially those products that align 
with Tourism WA’s new brand.
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2. MAXIMISE THE INTRASTATE 
TOURISM OPPORTUNITY

Prioritise intrastate marketing activities 
to convert the highest intrastate booking 
numbers in recent years.  Position 
Western Australia’s tourism product 
in preparedness for interstate and 
international travel.

Tourism WA will:

• Encourage Perth residents to travel 
throughout the State and invest in 
tourism experiences.

• Launch our first major Intrastate 
marketing campaign.

• Secure and prepare partnership 
agreements to promote visitation and 
access.

• Finalise a new partnership structure 
with the State’s Regional Tourism 
Organisations, increasing focus on 
product and experience development.

• Investigate actions to extend the 
seasons in the north of the State.

• Relaunch Western Australia and its 
hero destinations intrastate.
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3. MAXIMISE THE INTERSTATE 
TOURISM OPPORTUNITY

Once Western Australia’s interstate 
borders are re-opened, Tourism WA will 
prioritise driving the interstate tourism 
market given the opportunity to win 
market share from the proportion of 
(non-Western Australian) Australian 
travellers who typically make a leisure 
trip overseas each year – directing  
their investment into Western  
Australian tourism.

Tourism WA will:

• Relaunch Western Australia as the 
preferred destination interstate.

• Launch a major interstate marketing 
campaign, promoting Western 
Australia over any other Australian 
destination.

• Secure and prepare partnership 
agreements with key interstate 
distribution partners to promote and 
drive visitation to Western Australia.

• Relaunch Western Australia’s hero 
destinations on the east coast.
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THE KIMBERLEY
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4. PRIORITISE INTERNATIONAL 
MARKET OPPORTUNITIES

Tourism WA will drive international 
tourism, through focusing on those 
markets which are most likely to open 
sooner (in terms of access), and have  
the largest consumer groups most  
likely to travel and spend.

Tourism WA will:

• Work with Tourism Australia to 
identify and gauge short term and 
long term opportunities globally.

• Undertake detailed analysis to 
redefine market prioritisation.

• Relaunch Western Australia as a 
safe and desirable destination 
internationally, in digital and social 
channels within identified priority 
markets.

5. RE-ESTABLISH OUR  
AVIATION ACCESS

Re-establish aviation partnerships and 
recommence contracts with all existing 
partners.  Identify opportunities for 
potential new routes and expanded 
capacities.

Tourism WA will:

Regional Aviation 

• Investigate opportunities to support 
tourism businesses in the north of the 
State through increased capacity.

• Implement programs for affordable 
airfares to promote visitation into 
Western Australia’s regions.

Interstate Aviation 

• Re-establish east-west Interstate 
aviation access as soon as border 
restrictions are lifted.

• Identify opportunities for additional 
routes to regional centres ex-east 
coast.

International Aviation

• Re-establish International aviation 
networks and develop airlines 
prioritisation process.

• Investigate the creation of a joint 
industry/Government aviation  
restart fund.

6. EVENTS

Tourism WA will continue to identify 
opportunities for Western Australia, 
building the events calendar long-
term for the post COVID-19 era. Where 
restrictions limit event attendees, greater 
consideration will be given to events 
which deliver strong media outcomes. 

Tourism WA will:

• Retain the maximum possible event 
content from COVID-19 impacted 
events.

• Investigate opportunities to maximise 
regional event content.

• Identify those events which can still 
proceed in some form under existing 
restrictions.

• Look for opportunities for Western 
Australia to host displaced events.

• Give consideration to events which 
deliver strong media outcomes, where 
restrictions limit attendees.

• Continue to identify long-range  
event opportunities, for the post 
COVID-19 era.
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O P E R AT I N G  CO N T E X T  A N D  T R E N DS

FINANCIAL AND ECONOMIC 
RESPONSIBILITY

Tourism WA works to meet the 
Government goal of financial and 
economic responsibility.  The Government 
goal supported by Tourism WA is Future 
Jobs and Skills.

This alignment clearly articulates the 
relationship between the functions 
and responsibilities of Tourism WA 
and its Corporate Plan, as well as 
overall Government goals. The desired 
outcome recognises the value of tourism 
is more than economic and that the 
agency is charged with ensuring the 
Western Australian tourism industry is 
competitive and sustainable over the 
long term.

OUR PARTNERSHIP APPROACH

A partnership model that recognises the 
distinct roles of both Government and 
industry is critical to the achievement 
of the growth aspirations for tourism in 
Western Australia. 

Tourism WA actively collaborates with 
government and industry to create 
demand for travel to Western Australia 
through partnership marketing. This 
approach increases the opportunity to 
reach target customers and increase 
share of voice in the highly competitive 
global tourism environment. 

GOVERNMENT PARTNERSHIP 
FOCUS

Tourism WA works with key government 
partners to develop policy and manage 
key infrastructure projects creating a 
favourable environment for tourism 
investment. 

This Corporate Plan has been developed 
in consideration of the current State 
of Emergency declared on 19 March 
2020 and in accordance with COVID-19 
coronavirus: WA roadmap.

Tourism WA works across government 
to develop a shared understanding of 
expectations and to ensure the most 
positive outcomes for tourism in the 
State.

INDUSTRY PARTNERSHIP  
FOCUS

To achieve the goal of maximising the economic 
value of tourism in Western Australia, Tourism 
WA works in partnership with the State’s tourism 
industry.

Tourism WA funds and works with key delivery 
partners - Regional Tourism Organisations, 
Business Events Perth, and the Western Australian 
Indigenous Tourism Operators Council to ensure 
that potential visitors have the right information 
and access to quality Western Australian 
tourism experiences to drive increased customer 
bookings.

In addition, Tourism WA undertakes cooperative 
marketing across our key markets with 
trade distribution partners such as airlines, 
wholesalers, retail travel chains and online 
tourism retailers. This enables Tourism WA 
greater reach to attract leisure visitors and 
the ability to retail a wide range of Western 
Australian tourism product.  

The agency also supports tourism product 
capability, competitiveness and sustainability 
through grants and service agreements with 
peak industry bodies such as Tourism Council  
WA; the Australian Hotels Association (WA);  
the Australian Tourism Export Council  
and local government.
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KALBARRI

GLOBAL TRENDS

The table below outlines the trends 
that will impact Australian tourism 
and implications for Tourism Western 
Australia throughout 2020-21.  These 
include global economic factors, 
consumer behaviour changes, shifts 
in the media landscape and the likely 
composition of the travel industry 
post COVID-19. It is likely that these 
trends will shift and change over 
time as the COVID-19 crisis evolves. 
Tourism WA will continue to monitor 
global trends to inform and adapt its 
destination marketing, event tourism 
and destination development activities. 
such as Tourism Council WA; the 
Australian Hotels Association (WA); the 
Australian Tourism Export Council and 
local government.
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1. Tourism Research Australia, State Tourism Satellite  
Account 2017-18.  

2. Kantar, COVID-19 Australia – Thriving in the New Normal 
Webinar, April 2020.

3. The Lab Strategy, COVID-19 Brand Navigator Insights,  
https://www.covid19brandnavigator.com/sparks

4. GWI, Coronavirus Research – April 2020, multi-market  
research Wave 3.

5. Oxford Economics, Air Passenger Forecasts: 2020 falls, 
expected recovery and long-run opportunities APAC,  
webinar April 23 2020.
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G LO B A L  C H A N G E S  I M PAC T I N G  AU S T R A L I A N  TO U R I S M

ECONOMIC

• Over recent years, tourism has  
been a key economic driver for 
Western Australia.1   

• Whilst the global outlook is 
increasingly uncertain, closer to 
home, the tourism sector will be 
significantly negatively impacted 
by the COVID-19 pandemic and 
associated restrictions placed on 
travel and operations.

• Competition for market share 
across all global markets will be 
intense.  Western Australia must 
ensure it remains competitive, agile 
and flexible in its ability to quickly 
respond to global markets and 
trends.

MARKETING CHANNELS

• Digital marketing and social media 
will be key channels in enabling 
more relevant and responsive 
communication.

CONSUMER

• Already we are seeing trends emerge 
such as increasing awareness of 
physical and mental well-being, 
reassessment of financial priorities, 
a growing sense of community, and 
a desire to reignite or develop new 
passions.2,3 

• Consumers are becoming increasingly 
aware of their environmental impact. 
It is possible the COVID-19 crisis 
will bolster this increased focus on 
sustainability and preference for  
eco-friendly options. 

TECHNOLOGY

• Technology disruptors expected 
to continue to impact the tourism 
industry include growing use of the 
sharing economy (AirBnB, Uber etc.), 
emerging payment platforms, and 
augmented and virtual reality.5 

• Rapidly increasing consumption of 
online content, video content, and 
use of social media over recent years 
has been boosted further during the 
COVID-19 pandemic.4

TOURISM INDUSTRY

• Globally, domestic travel is expected to  
return to 2019 levels by 2022, but international 
travel is not expected to return to 2019  
levels until 2023. 

• Travel to/from and within the Asia Pacific 
region is expected to recover faster than the 
other regions around the world, and the Asia 
Pacific region is expected to continue to be 
the dominant growth driver of global travel 
over the longer term.5  

• Aviation industry will be significantly 
negatively impacted by COVID-19.  

• Negative feedback for the cruise industry 
following significant COVID-19 spread is likely 
to make it difficult for the major cruise lines 
to recover quickly.
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ECONOMIC

• The economic fallout of COVID-19 
has had significant impacts on both 
tourism supply and demand. The full 
extent of the impact is not yet known. 
Tourism WA will need to support the 
industry through survival, recovery, 
and beyond. 

• Important to maintain flexibility 
in marketing investment across 
a balanced portfolio of markets, 
recognising not all markets will 
recover from COVID-19 at the same 
rate.

MARKETING CHANNELS

• A balanced approach will be 
taken when targeting marketing 
communication channels.  Particular 
emphasis will be placed on digital 
marketing and social media.  

• Direct-to-consumer marketing will 
also remain an essential element 
of our strategy, as will partnerships 
with key airlines and travel agent 
partners. 

CONSUMER

• Tourism WA will need to continuously 
monitor changes in consumer trends 
and sentiment. 

• Adapting strategies and plans to 
match changing consumer needs, 
desires, and expectations in a post-
COVID environment will be critical to 
success.  

TECHNOLOGY

• Tourism WA must continue to 
recognise and identify opportunities 
to capitalise on technology trends 
and work with industry to maximise 
the opportunity of these trends. 

• Tourism WA must develop a 
connected and digitally focused 
marketing approach.

TOURISM INDUSTRY

• It could take two to three years for Western 
Australia’s tourism industry to return to 
levels seen in 2019, with markets recovering 
at different speeds. Tourism WA must 
closely monitor and prioritise markets while 
maintaining a balanced portfolio.  

• A focus on rebuilding and developing aviation 
access into and around Western Australia 
will be critical to the recovery of the State’s 
tourism industry.

• An aggressive approach will be required to 
ensure aviation capacity returns to Western 
Australia.  A partnership with Perth Airport 
will be required to target key aviation 
opportunities.  

• Monitor developments that impact demand 
for Western Australia as a cruise destination.



BUNGLE BUNGLE RANGE

A    KEY   RESPONSIBILITY   OF    THE 
TOURISM WA BOARD IS THE 
RISK MANAGEMENT OF ALL 
KEY BUSINESS, STRATEGIC 
AND  OPERATIONAL    RISKS .
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MARKET CHALLENGES

The COVID-19 outbreak and resultant 
travel and social gathering restrictions 
have had direct and indirect effects on 
Western Australia’s economy. Whilst the 
total impact will depend on the severity 
and duration of the crisis, it has had a 
substantial effect on Western Australia’s 
tourism industry, an $11 billion per annum 
sector. 

Being able to travel easily to Western 
Australia, and within the State, continues 
to be critical and the ability of carriers 
to operate in a post COVID-19 world 
will determine Tourism WA’s focus over 
the next 12 months. Tourism WA will 
continue to support the development 
of international aviation capacity to 
Western Australia, and domestic routes 
to support and develop regional aviation 
to achieve visitation growth.

Key Constraints

In the current climate key constraints 
limiting Tourism WA’s ability to achieve 
the objectives set out in this corporate 
plan are:

• Borders opening – timing of borders 
opening will determine Tourism 
WA’s re-entry into the interstate and 
international markets.

• Aviation Access – impacted by timing 
of when Western Australia’s borders 
open; and also confidence/ability of 
airlines in re-establishing services 
as well as consumer confidence in 
travelling interstate or overseas. 

• Competitor Marketing - ability to 
cut-through with allocated budget in 
current aggressive marketing space.

STRATEGIC RISKS

A key responsibility of the Tourism WA 
Board is the  management of all key 
business, strategic and operational risks. 
In 2019, action was initiated to improve 
on the last formal review of Tourism 
WA’s agency risk register. This work was 
conducted with the assistance of a risk 
management consultant to review the 
previous risk register; facilitate a risk 
workshop with relevant staff; and assist 
with completion of the final agency risk 
register. 

This process involved reconfirming 
Tourism WA’s ‘Critical Success Factors’ 
based on the strategic direction and 
operational context of the agency; and 
identified and analysed key risks for 
Tourism WA. In addition, the process also 
included defining Tourism WA’s strategic 
risk appetite, which articulates the types 
and levels of risk that the agency is 
willing to accept in order to achieve its 
strategic objectives.  

The final agency risk register is due to be 
tabled before the Tourism WA Board for 
final review and approval in 2020.
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