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CHAIRMAN’S MESSAGE

The COVID-19 pandemic has had a major 
and far-reaching impact on the way we 
all live, work, travel and operate.

As with many destinations around the 
world, in Western Australia, our tourism 
industry has been particularly hard hit. 
In recognition of this, Tourism Western 
Australia (Tourism WA) has worked hard 
and collaboratively to offer support to 
businesses. This has included the $14.4 
million Tourism Business Survival Grants 
and the Tourism Recovery Fund, as part 
of the Western Australian Government’s 
$150 million allocation to tourism-related 
initiatives within the WA Recovery Plan.

Tourism WA has also introduced a 
number of initiatives to attract visitors to 
travel to all corners of Western Australia 
and spend their money to support the 

local economy.

Our highly successful intrastate 
campaign ‘Wander Out Yonder ’ was 
launched last June and has resonated 
strongly with locals, who have taken up 
the call to explore their own backyard. 
As part of this campaign, Tourism WA 
introduced initiatives such as the ‘A 
Million Reasons to Wander Out Yonder ’ 
voucher program to encourage people 
to book tours and attractions around the 
State and more recently the Relook and 
Book campaign, encouraging Western 
Australians who have had holiday plans 
impacted by state border closures to 
have another look at local holiday 
destinations.  Our ‘Stay, Play and Save’ 
promotions have encouraged people 
to enjoy a city hotel staycation and get 
behind our hotel operators and Perth-
based businesses.

In addition, the introduction of 50,000 
affordable airfares between Perth and 
Kununurra, Broome and Exmouth have 
made it more attractive for people to 
experience a holiday in these popular 
areas.

While these examples are all positive 
steps, there is still much work to be 
done as we strive towards our vision 
of positioning Western Australia as a 
destination of choice, and ensuring the 
sustainable growth of the State’s visitor 
economy in a COVID-19 environment.

The Tourism WA Corporate Plan 2021 – 22 
(Corporate Plan) outlines the approach 
to how the agency will achieve this goal 
in the months ahead and provides the 
first step in the development of a ten-
year plan to reset and reinvigorate the 
tourism industry in this State.
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Tourism WA will work across three 
key strategic pillars which address 
the current priorities of the industry –
experience, demand and access.

I am excited to be the new Tourism WA 
Chair and I am confident this Corporate 
Plan will play a vital role in guiding the 
direction of Tourism WA as we continue 
to work with stakeholders to build a 
strong, resilient tourism industry into the 
future.

Di Bain 
Chairman

WE WILL CONTINUE 
TO WORK WITH 

STAKEHOLDERS TO 
BUILD A STRONG, 

RESILIENT TOURISM 
INDUSTRY INTO THE 

FUTURE.



ABOUT TOURISM WESTERN AUSTRALIA

The Western Australian Tourism 
Commission, trading as Tourism Western 
Australia (Tourism WA), is the Western 
Australian 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 David Templeman 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 industry 
capacity, 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.

BUSSELTON JETTY
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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 (2021-22).

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

The Corporate Plan for 2021-22 outlines 
the agency’s focus on resetting the 
industry as we work through the impacts 
and implications of COVID-19, giving 
consideration to the continuing travel 
restrictions and the uncertainty around 
the opening of Australia’s international 
borders.

The Corporate Plan is guided through 
the development of three key strategic 
pillars aimed to support the State’s 
tourism industry through the next twelve 
months where we expect to continue to 
live with COVID-19, and is also cognisant 
of the State Government COVID-19 WA 
Recovery Roadmap.

Strategies within this Corporate Plan 
take a holistic approach to development 
of the State’s visitor economy, through a 
focus on activities which will encourage 
economic growth and job creation, and, 
where appropriate, aligning initiatives 
with other programs and developments 
undertaken by the Western Australian 
Government to maximise the impact on 
the visitor economy.
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OUR VISION

To position Western Australia as a 
destination of choice, ensuring the 
sustainable growth of the State’s  
visitor economy.

OUR PURPOSE

The purpose of this plan is to support 
the recovery of the Western Australian 
tourism industry in 2021-22.

OUR OBJECTIVES

To define the strategies and policies for 
Tourism WA for 2021-22 to ensure growth 
can be realised when the time is right.

To achieve this, Tourism WA has 
identified three key strategic pillars 
which enable it to target efforts and 
resources into activities that provide the 
greatest opportunity for positive impact 
upon the tourism industry and the State’s 
economic drivers:

• Experience;

• Demand; and

• Access
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TO POSITION 
WESTERN AUSTRALIA 

AS A DESTINATION  
OF CHOICE, 

ENSURING THE 
SUSTAINABLE 

GROWTH OF THE 
STATE’S VISITOR 

ECONOMY.

CAPE TO CAPE TRACK,     
MARGARET RIVER REGION
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1.  EXPERIENCE

Tourism WA will support the development 
of existing and emerging tourism 
experiences and events including a focus 
on workforce to create the foundations 
for a meaningful traveller experience.

In 2021-22, Tourism WA will work towards:

• Ensuring Western Australia is 
developing a reputation as the best 
destination for authentic Aboriginal 
tourism experiences by implementing 
the first year of the Jina: Western 
Australian Aboriginal Tourism Action 
Plan 2021-2025

• Partnering with industry to tackle 
current workforce shortages to 
address the supply and demand gap

• Growing the arts and cultural events 
program in Perth by identifying future 
event and marketing opportunities 
through key stakeholder relationships

• Guiding and facilitating an increase 
in the number, range and uniqueness 
of the State’s tourism offering by 
focussing on priority experience 
themes.

2. DEMAND

Tourism WA will drive consumer desire 
and preference for a holiday in Western 
Australia over any other destination in 
Australia.

In 2021-22, Tourism WA will:

•  Prioritise the domestic tourism 
market, through dedicated marketing 
campaigns and initiatives, to 
disperse visitors throughout the 
State whilst balancing the potential 
opening of other international 
markets

• Attract major events to drive 
visitation, visitor nights, spend 
and destination awareness for 
metropolitan and regional areas

• Develop and activate agreements 
with funded partners to encourage 
visitor participation in tourism 
experiences throughout the State.

• Explore and develop new partnerships 
to fully realise the potential of the 
culture and arts industry in driving 
tourism visitation and spend.

• Work with the State’s Regional Tourism 
Organisations, on the development 
of product and experiences which 
encourage Perth residents to travel 
throughout the State.

3. ACCESS

Actively seek to reinstate and grow 
access to all parts of Western Australia 
exploring new and existing opportunities 
for direct connectivity between Perth and 
other destinations.

In 2021-22, Tourism WA will:

• Work to extend affordable airfare 
programs and grow regional aviation 
capacity

• Work with aviation partners to 
re-establish interstate aviation 
capacity and secure opportunities for 
additional interstate air routes

• Work with aviation partners to 
ensure we are prepared to return to 
pre-COVID-19 international aviation 
capacity within two to three years 
of borders or quarantine-free travel 
reopening.

• Identify and evaluate opportunities 
for growth and expansion of the 
domestic self-drive market.
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ACTIVELY SEEK TO 
REINSTATE AND 

GROW ACCESS TO ALL 
PARTS OF WESTERN 

AUSTRALIA EXPLORING 
NEW AND EXISTING 

OPPORTUNITIES FOR 
DIRECT CONNECTIVITY 
BETWEEN PERTH AND 

OTHER DESTINATIONS.



FINANCIAL AND ECONOMIC 
RESPONSIBILITY

Tourism WA works with government on 
its vision for a strong and diversified 
economy delivering secure, quality jobs.

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 tourism 
industry is competitive and sustainable 
over the long term.

OUR PARTNERSHIP APPROACH

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

Tourism WA works across government, 
including local government, to develop 
a shared understanding of expectations 
and to ensure the most positive 
outcomes for tourism and contribute to 
the State’s overall economic development 
and diversification.

INDUSTRY PARTNERSHIP  
FOCUS

To achieve the goal of maximising the 
economic value of tourism in the State, 
Tourism WA works in partnership with the 
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 
potential visitors have the right 

information and access to quality tourism 
experiences to drive increased customer 
bookings.

In addition, Tourism WA undertakes cooperative 
marketing across 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 visitors and the ability to 
retail a wide range of 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) and the 
Australian Tourism Export Council.

GLOBAL TRENDS

The table below outlines the global trends that 
will impact Australian tourism and implications 
for Tourism WA throughout 2021-22. 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 continues to monitor global trends 
to inform and adapt its destination marketing, 
event tourism and destination development 
activities.

10 TOURISM WESTERN AUSTRALIA  /  CORPORATE PLAN 2021-22

OPERATING CONTEXT AND TRENDS



PERTH

             11



1. TA State Tourism Satellite Account 2019-20

2. BDA Status and Outlook for Tourism WA February 2021

3. Deloitte Tourism and hotel market outlook Edition 1 2021

4. TAs Greenlight Dashboard 7th May 2021
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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

Global changes impacting Australian Tourism1 Implications for Tourism Western Australia

ECONOMIC

• COVID-19 has delivered the largest shock the Australian tourism industry has ever experienced. Every part of the industry has been affected. The 
industry has shown resilience in the past to social, environmental and economic shocks. However, COVID-19 has been a far greater challenge (1).

• The Australian economy is recovering strongly, with GDP in growth, and household expenditure recovering as saving rates ease (2).

• In 2019, Australians took over 11 million overseas trips, with 45 per cent of all travel expenditure being spent on overseas travel (6). This currently 
represents a massive opportunity for domestic Australia tourism.

• Although COVID-19 is still a major issue in many countries, consumer confidence is growing, noticeably across Australia’s core international markets (3).

• Western Australia is well positioned to grow tourism spend as the world recovers from the impact of COVID-19. Whilst the prospects for 
international travel remain limited in 2021-22, there is significant pent-up demand domestically.

• The strong domestic economy coupled with increasing consumer confidence, will enable Tourism WA to promote the State as a premium 
destination worthy of the cost, time and distance barriers to be overcome when travelling here.

• COVID-19 has created a two-tier tourism economy, with many businesses prospering as a result of the increased domestic demand, but others 
suffering due to the lack of international visitors. Tourism WA will need to continue to provide support to industry through this difficult period, to 
ensure survival and recovery.

CONSUMER

• Global vaccination rates are increasing, with some countries forecast to reach herd immunity rates later in 2021 (4).

• Safety is the most important factor for holiday destination choice in Australia’s core international markets, with Australia considered a safe place 
to visit by the majority of people. 

• Desirability, consideration, and intention to visit are all on the rise for Australia (5).

• Tourism WA must constantly revisit its international market prioritisation in line with changes to international border restrictions and government 
policies.

• Tourism WA needs to continue to position itself as a highly desirable destination within Australia, to take advantage of the pent up demand that 
exists across international and domestic markets to travel.

TECHNOLOGY

• Businesses and customers have accelerated their digitisation as a result of the pandemic, creating a permanent step change in the way people 
work and consume information (6).

• In recent years a number of measures have been taken by Apple, Firefox and others to limit the use of third party cookies and in August 2022 their 
use will end completely when Google introduces further measures. 

• Tourism WA must ensure that its website and all its digital assets are in line with consumer needs in the enhanced digital age.

• Business travel is unlikely to automatically recover to pre-COVID levels, and therefore the visitor economy will be impacted. Tourism WA and its 
partners will have to adopt new strategies to encourage business visitation and spend.

• Tourism WA will focus on the use of first party data to deliver more personalised user experiences.

TOURISM  
INDUSTRY

• The international outlook is for demand to return to pre-COVID-19 levels by 2024 (7).

• Global domestic air travel is forecast to recover rapidly, and be above 2019 levels by the end of 2022. International air travel, however, is unlikely to 
recover until 2024 (8).

• International border closures have not only affected tourism spend, but also the availability of workers, especially in regional areas.

• Competition between States to attract domestic tourists has intensified, with Roy Morgan data showing State Tourism Organisations increased 
their national paid media spend by an average of 53 per cent in 2020 (9).

• Tourism WA will continue to focus on the domestic market, but shift its focus from intrastate to interstate as domestic air travel returns to ‘normal’.

• Tourism WA will need to add a tactical layer in how it promotes visitation to the State, as availability of tourism product has been severely 
impacted by closures, incremental intrastate demand and workforce availability.

• Innovative media spend strategies will need to be adopted interstate to get cut-through in an increasingly competitive market.



3. Deloitte Tourism and hotel market outlook Edition 1 2021

4. TAs Greenlight Dashboard 7th May 2021

5. Ourworldindata.org

6. Tourism Australia – Consumer Demand Project February 2021

7. McKinsey Global survey of executives Oct 2020

8. Tourism Economics Air Passenger Forecasts: Will  
air travel take-off again in 2021

9. Roy Morgan Research 2021 
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Global changes impacting Australian Tourism1 Implications for Tourism Western Australia

ECONOMIC

• COVID-19 has delivered the largest shock the Australian tourism industry has ever experienced. Every part of the industry has been affected. The 
industry has shown resilience in the past to social, environmental and economic shocks. However, COVID-19 has been a far greater challenge (1).

• The Australian economy is recovering strongly, with GDP in growth, and household expenditure recovering as saving rates ease (2).

• In 2019, Australians took over 11 million overseas trips, with 45 per cent of all travel expenditure being spent on overseas travel (6). This currently 
represents a massive opportunity for domestic Australia tourism.

• Although COVID-19 is still a major issue in many countries, consumer confidence is growing, noticeably across Australia’s core international markets (3).

• Western Australia is well positioned to grow tourism spend as the world recovers from the impact of COVID-19. Whilst the prospects for 
international travel remain limited in 2021-22, there is significant pent-up demand domestically.

• The strong domestic economy coupled with increasing consumer confidence, will enable Tourism WA to promote the State as a premium 
destination worthy of the cost, time and distance barriers to be overcome when travelling here.

• COVID-19 has created a two-tier tourism economy, with many businesses prospering as a result of the increased domestic demand, but others 
suffering due to the lack of international visitors. Tourism WA will need to continue to provide support to industry through this difficult period, to 
ensure survival and recovery.

CONSUMER

• Global vaccination rates are increasing, with some countries forecast to reach herd immunity rates later in 2021 (4).

• Safety is the most important factor for holiday destination choice in Australia’s core international markets, with Australia considered a safe place 
to visit by the majority of people. 

• Desirability, consideration, and intention to visit are all on the rise for Australia (5).

• Tourism WA must constantly revisit its international market prioritisation in line with changes to international border restrictions and government 
policies.

• Tourism WA needs to continue to position itself as a highly desirable destination within Australia, to take advantage of the pent up demand that 
exists across international and domestic markets to travel.

TECHNOLOGY

• Businesses and customers have accelerated their digitisation as a result of the pandemic, creating a permanent step change in the way people 
work and consume information (6).

• In recent years a number of measures have been taken by Apple, Firefox and others to limit the use of third party cookies and in August 2022 their 
use will end completely when Google introduces further measures. 

• Tourism WA must ensure that its website and all its digital assets are in line with consumer needs in the enhanced digital age.

• Business travel is unlikely to automatically recover to pre-COVID levels, and therefore the visitor economy will be impacted. Tourism WA and its 
partners will have to adopt new strategies to encourage business visitation and spend.

• Tourism WA will focus on the use of first party data to deliver more personalised user experiences.

TOURISM  
INDUSTRY

• The international outlook is for demand to return to pre-COVID-19 levels by 2024 (7).

• Global domestic air travel is forecast to recover rapidly, and be above 2019 levels by the end of 2022. International air travel, however, is unlikely to 
recover until 2024 (8).

• International border closures have not only affected tourism spend, but also the availability of workers, especially in regional areas.

• Competition between States to attract domestic tourists has intensified, with Roy Morgan data showing State Tourism Organisations increased 
their national paid media spend by an average of 53 per cent in 2020 (9).

• Tourism WA will continue to focus on the domestic market, but shift its focus from intrastate to interstate as domestic air travel returns to ‘normal’.

• Tourism WA will need to add a tactical layer in how it promotes visitation to the State, as availability of tourism product has been severely 
impacted by closures, incremental intrastate demand and workforce availability.

• Innovative media spend strategies will need to be adopted interstate to get cut-through in an increasingly competitive market.

LAKE BALLARD



DENMARK

14 TOURISM WESTERN AUSTRALIA  /  CORPORATE PLAN 2021-22

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



MARKET CHALLENGES

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:

• International borders opening – timing 
of borders opening will determine 
Tourism WA’s re-entry into priority 
international markets. National 
vaccination rates are likely to play a 
factor in when borders or approved 
travel green zones open.

• Aviation Access – remains impacted 
by volatility of interstate borders 
and quarantine requirements which 
affects the confidence of airlines to 
re-establish or grow services, and the 
capacity at which they choose to do 
so.

• State Border Volatility - interstate 
trade sentiment shows there is some 
consumer hesitation in booking flights 
interstate due to border volatility and 
changing quarantine requirements. 
Increasing national vaccination rates 
are likely to positively impact this over 
the next twelve months.

• Competitor Marketing - ability to 
cut-through with allocated budget in 
what is a very aggressive marketing 
space, and continue “warm-up” 
messaging in closed interstate and 
international markets.

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.

Since that time the agency’s Audit and 
Risk Committee has continued to monitor 
the register, updating it as the agency’s 
operating environment changes.
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