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Western Australian Tourism Commission

PART 6 -
Minister for Mines; Tourism; Sport and Recreation; Racing and Gaming

DIVISION 37

APPROPRIATION AND FORWARD ESTIMATES


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

RECURRENT 







Item 58 Amount provided to fund outputs for the year

23,615
32,542
30,562
28,292
28,493
28,949

Sub Total

23,615
32,542
30,562
28,292
28,493
28,949









Item 59 Rottnest Island Authority

199
140
75
15
-
-

Total Recurrent Services

23,814
32,682
30,637
28,307
28,493
28,949

CAPITAL







Item 152 Amount provided for Capital Services for the year

-
3,230
2,500
2,500
90,590
10,000

Item 153 Rottnest Island Authority

2,000
2,000
2,000
2,000
2,000
2,000

Total Capital Services

2,000
5,230
4,500
4,500
92,590
12,000

GRAND TOTAL

25,814
37,912
35,137
32,807
121,083
40,949









MISSION

To accelerate the sustainable growth of the tourism industry for the long term social and economic benefit of the State.

SIGNIFICANT ISSUES AND TRENDS

· The Government's continued commitment to further accelerating the sustainable growth of Western Australian tourism is essential for the economic, social and environmental benefit of the State and for the net betterment of Western Australians.  Tourism has been one of the major success stories in Western Australia over the last five years with the industry currently injecting an estimated $4 billion in tourism expenditure directly into the Western Australian economy and employing 8.5% of the Western Australian workforce directly.  For every new tourism job created, four more are created across all industry - many in regional, rural and remote Western Australia.

STRATEGICALLY DEVELOPING THE BUSINESS

· The most significant issue for the WATC in 2000-01 will be commencing the implementation of Partnership 21 and the development of associated key strategic initiatives in order for the State to achieve a competitive advantage in the global tourism market place. Underpinning initiatives will include:

· The extension of Brand WA to include an “emotional icon” taking advantage of the growing consumer trend towards brand based purchasing;

· The implementation of the WA Tourism Network.  This core structural initiative will underpin the action initiatives developed into the 21st Century and will be a principal focus for the WATC’s strategic development in 2000-01; and

· Further development of an electronic distribution system to achieve greater connection to the consumer. Consumer research worldwide is identifying that consumers are looking for personalised tailor made products deliverable in a one to one situation. A fundamental premise of the Partnership 21 Plan is that the WATC must get “close to the consumer” and hence in 2000-01 there will be a primary focus on establishing the platform necessary to address this issue.

GROWING NATIONAL MARKETS

· In the next twelve months the WATC focus will be on promoting Western Australia as one of the world’s leading nature-based tourism destinations offering a value-for-money experience as well as increasing visitor numbers to specific parts of the State during off-peak times of the year.

· The 2000 Olympics will focus attention on Sydney in September with many domestic holiday-makers expected to attend the Games. Competitive airfares will be the catalyst for any marketing activity undertaken.

· The price sensitivity of consumers is expected to continue.  Concerns over interest rate rises, competition from other leisure activities and home entertainment, together with job uncertainty and a changing work culture will see the trend towards fewer and shorter holidays extended.  Western Australian participation in the $16 million Domestic Tourism Initiative should help highlight the world-class product range and benefits of an Australian holiday.  Greater attention will also be directed towards the seniors market, specifically the caravan sector, which has the time, propensity and resources to travel throughout the State.

· Announcements that Virgin, Spirit and Impulse Airlines plan to service the domestic market in the near future will increase competition for leisure business and should drive the cost of air travel down.  Western Australia is expected to benefit significantly from lower fares and increased frequency, although it will probably be another year or so before services to the West Coast commence.  Discussions will be held with all carriers to maximise the opportunities for the State.

· Increased use of the Internet by people of all ages will help improve the distribution of destination and product information in the national market.  Campaigns associated with the Internet can help develop lists with customer profiles of holiday interests which can be used to target market specific experiences.

· To ensure that Western Australia maintains its position as the second most preferred domestic holiday destination for stays of three nights or more, it must be promoted on a more regular basis.  Consumer awareness has improved over the last few years and increased advertising in the four key interstate markets will help build on recent successes.  As public attention turns to the environment and the need to embrace nature, Western Australia is well placed to position itself as a premier nature-based holiday destination.

FOCUSED ON INTERNATIONAL MARKETS

· The Sydney 2000 Olympics will continue to give unprecedented global exposure of Australia throughout the lead up, during and post the Games.  Western Australia’s challenge will be to ensure that it capitalises on this exposure and converts it to visitation in the future.

· The economic restructure in Asia following the crisis in late 1997 has resulted in an economic resurgence in countries such as Singapore, Malaysia and Thailand. This resurgence will provide the State with growth opportunities in these markets.  The WATC will continue to market the State as a short break destination to high yield segments.

· For a number of years, Japan has been the largest source of International visitors to Australia.  Whilst economic uncertainty in the market has resulted in a downturn in visitor numbers to Australia, Western Australia has fared well.  Continued strong growth through to the end of 1999 and promising figures early on for 2000 forecast another positive year of growth.  On the national front, the downturn for Australia has precipitated a need to rethink traditional approaches to marketing in Japan.  Experienced Female Travellers have traditionally been the mainstay for Australian business and whilst the Australian Tourist Commission plan to continue working this segment they also plan to expand their focus to include the new 50’s market – empty nesters seeking experiential activities.  This strategy will complement Western Australia’s positioning in the market place.

· Europe will continue to be a strong market for travel to Western Australia but will need a consolidated market effort focused at this market in order to be able to capitalise on the opportunities available.

· Airline access and airfares continue to be a major issue.  The WATC will continue to work with all airlines, Westralia Airports Corporation and the Department of Transport to develop additional direct international air services from “high priority” regions.  Routes identified as “high priority” include Japan, Malaysia, Taiwan, Peoples Republic of China and the Middle East.  It is important that supply remains in front of demand.

· Increased usage of the Internet, electronic marketing and distribution of information and an increased focus on E-commerce will improve distribution opportunities for both distributors and providers of Western Australian tourism product. It is important that the Western Australian industry takes advantage of these global opportunities through the WA Tourism Network. 

PROMOTING AND CAPITALISING ON MEETINGS, CONVENTIONS AND EVENTS

· Perth and Western Australia are expected to enjoy continued growth as an event, convention and incentive travel destination. Meetings, incentive travel groups, conventions and events not only attract economic and media impact, they encourage repeat tourism visitation and, most importantly, generate an image of vibrancy and activity for a city or region. It was on this premise that Western Australia’s successful marketing campaign, the Best on Earth in Perth, was created.  An array of top-class international events sits under this banner which aims to showcase to the world the broad range of major events happening in Western Australia.  Or put simply: to convey a message that there is lots to do and see in Perth.

· Events continue to offer bold and exciting opportunities for both increasing incremental visitor expenditure and in the marketing mix of tourism destinations.  World trends indicate event tourism will continue to grow.

· One significant trend impacting the ongoing viability of event tourism is the increasing competition among bidding cities to host major events.  This is pushing up the cost of events that in turn affects the cost benefit ratio of investment. In addition, increasing globalisation of television networks is resulting in high profile international sports attracting the lion’s share of the television dollar, whilst at best, the smaller sports are having to rely on niche broadcasters for television coverage and are generally struggling. These two factors combine to create a great deal of pressure on distributors seeking to attract major international events to generate both incremental tourism and consumer awareness of the destination.

· Another trend is that although more destinations are vying for high profile events, there are now increased opportunities to create a destination’s own event to establish an image of a city.  The future suggests the development of regular “icon” events is a cost-effective way of countering the increasing costs and expectations of international sporting federations. Western Australia will therefore continue to develop a calendar of major events for the State, which are a mix of major one-off events that attract large numbers and television’s regular events that provide ongoing commitment for the local industry, and purely media events, which promote the image of the State.  With strong media weighting, these events showcase tourism backdrop images.  For example, the ITU World Triathlon Championships will be held with a city backdrop with the ride component going through the picturesque Kings Park.

· Increased infrastructure development including the upgrading of existing facilities and the development of the Perth Convention and Exhibition Centre will provide international and national conference and event planners with arguably the most versatile selection of meeting venues in Australia.

· The time taken for associations to decide on Perth as their conference destination has increased significantly over the past two years. 

· Incentive travel continues to recover from the effects of the Asian economic crisis which impacted dramatically on the number of visitors from the region.  While group sizes have been smaller, it is expected that these will return to their past numbers as the region enters a period of stability and a return to economic growth.

· During 2000-01 an updated delegate expenditure survey will be completed.  The last survey was undertaken in 1994.  This initiative will provide invaluable data in measuring the economic impact of the meetings sector.

PARTNERING WESTERN AUSTRALIAN TOURISM INDUSTRY DEVELOPMENT

· As competition in tourism continues to increase, it has become clear that in order for businesses to succeed it is critical that they have access to information and knowledge in order to make informed decisions.  Achieving this is now possible with on line distribution of research data and this must be a focus of the WATC over the next 2 years to achieve this objective.

· Consumer product trends show that tourists are seeking a high quality innovative product with a strong preference for nature based experiences. It is critical that Western Australia ensures its product is developed to ensure these expectations can be met.  Hence the State's focus must be on continuing to foster creative partnerships with business associations to further develop quality accreditation in the industry and strive as a destination to achieve world best practices.  Over the next two years the WATC will focus a large proportion of its resource in this area to develop meaningful nature based experiences that will reflect the environmental aspects of the State's base. This experience must be both informative and a self-discovery in nature.

· Western Australia still needs to improve the tourism infrastructure necessary to drive the industry forward.  In particular, transport access and significant landmarks need to be focused on. To address this need in the short term, priorities will be the Perth Convention and Exhibition Centre, accommodation at Karijini National Park, eco-lodge development, Mauds Landing accommodation and air transport in the North West.

MAJOR POLICY DECISIONS

Details of major policy decisions impacting on the Agency since publication of the 1999-2000 Budget to Parliament on 6 May 1999 are outlined below.

 
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

Partnership 21 Tourism Plan

2,060
1,220
820
720







OUTPUT AND APPROPRIATION SUMMARY


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

RECURRENT







Outputs







National  Marketing

7,187
5,531
6,173




Visitor Servicing

2,319
2,583
3,050




International Marketing

6,347
8,509
8,024




Event Tourism

5,550
7,550
7,053




Convention and Incentive Travel

1,072
1,045
1,068




Strategic Market Intelligence

706
999
830




Tourism Planning and Infrastructure

2,327
413
719




Tourism Product and Business Development

1,267
3,308
3,624




Total Net Cost of Outputs (a)

26,775
29,938
30,541
28,274
28,434
28,949

Adjustments for non-cash items







· Depreciation

(339)
(379)
(405)




· Other

(1,242)
-
(13)




Total Cash Cost of Outputs

25,194
29,559
30,123
27,849
28,042
28,449

Adjustments







Adjustment for cash balances

(2,213)
869
-
-
-
76

Capital repayments

54
1,198
31
33
27
-

Other funding sources

580
916
408
410
424
424

Appropriation Provided to Fund Outputs

23,615
32,542
30,562
28,292
28,493
28,949

Administered Grants and Transfer Payments (b)

199
140
75
15
-
-

Consolidated Fund Recurrent Appropriations

23,814
32,682
30,637
28,307
28,493
28,949

CAPITAL







Capital Investment







Asset replacement/maintenance

369
386
408
410
424
424

Asset expansion

-
3,851
2,500
2,500
90,590
10,000

Total value of investment

369
4,237
2,908
2,910
91,014
10,424

Adjustment for cash balances and other funding sources

(369)
(1,007)
(408)
(410)
(424)
(424)

Appropriation Provided to Fund Capital Investment

-
3,230
2,500
2,500
90,590
10,000

Administered Capital Grants and Transfer Payments (b)

2,000
2,000
2,000
2,000
2,000
2,000

Consolidated Fund Capital Appropriations (c)

2,000
5,230
4,500
4,500
92,590
12,000

Total Consolidated Fund Appropriations

25,814
37,912
35,137
32,807
121,083
40,949









(a) After adjustment for operating revenues including resources received free of charge.

(b) To be funded by separate appropriation.

(c) Supporting details are disclosed in the Capital Budget Statement.

RESOURCE AGREEMENT

The following outcome, output and financial information is the subject of a Resource Agreement signed by the Minister, the Chairperson of the accountable authority, the Chief Executive Officer and the Treasurer.

OUTCOMES, OUTPUTS AND PERFORMANCE INFORMATION

Outcome: Western Australia is promoted as an attractive tourist, event, convention and incentive travel destination.

Output 1: National Marketing

Output Description: 

The Commission undertakes image and promotional campaigns designed to increase consumer and trade awareness of Western Australia as a desirable tourist destination within the national domestic market.  Implement co-operative tactical campaigns with the industry to generate incremental tourism business.  Develop and implement destinational and tourism product information distribution systems to support marketing initiatives.


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

8,109
6,244
6,723
2000-01 includes new Partnership 21 initiatives.

Less Operating Revenues (a)

922
713
550


Net Cost of Output

7,187
5,531
6,173


Adjustments for non-cash items

(149)
(54)
(66)


Cash Cost of Output

7,038
5,477
6,107








(a) Includes user charges and fees, net profit on asset disposal, other revenues and resources received free of charge.

Output Measures (b)


1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quantity




Interstate consumer awareness strategies

1
1



Intrastate consumer awareness strategies

1
1



Regional tourism authority contracts managed

10
10



Trade awareness strategies

1
1



Incremental business strategies

1
1



Information enquiries serviced

150,000
285,000
Increasing use of Internet facility


Increased air transport seats into Western Australia

na


2,000


New measure for 2000-01.  No comparative results available.


Advice provided to Government

100
100









1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quality




Interstate Consumer Awareness:





i) Perceived Knowledge: Percentage of people with knowledge of WA as a holiday destination (for category "a lot")

7%
8.5%



ii) Propensity to Consider: Percentage of people with a preference to travel to Western Australia for 3 nights or more

26%
30%



iii) Interstate level of advertising awareness of Western Australia as a holiday destination

10%
12%



Intrastate Consumer Awareness:





i) Level of advertising awareness of WA as a  holiday destination (for category "a lot")

27%
33%



ii) Propensity to consider: Percentage of Western Australians intending to travel within WA in the next 12 months

36%
38%



Proportion of regional tourism authority contract conditions met

100%
100%



Trade Awareness:





 i) Knowledge levels of WA product (using rating 8 and above on 10 point scale)

60%
60%



ii) WATC’s contribution to current knowledge levels (rated significant or above)

80%
76%



iii) Likelihood of recommending WA as  a holiday destination (using the scale more likely now)

50%
50%



Visitor expenditure generated by tactical campaigns (in millions)

$3 m


$2 m


Reduction in resources allocated to tactical campaigns.


Overall level of customer satisfaction with information accessed

80%
80%



Proportion of targeted air transport seats into Western Australia

na
100%



Proportion of first drafts accepted by Minister

90%
90%



Timeliness




Key activities delivered in accordance with operational plan timeframes

100%
100%



Advice provided to Government within agreed timeframes

95%
95%



Cost




Cost per interstate strategy

$1,338,342
$2,792,078
See footnote (c)


Cost per intrastate strategy

$447,781
$699,269



Average cost per contract managed

$171,382
$153,863



Cost per trade awareness Strategy

$1,381,114
$751,148
See footnote (c)


Cost per incremental business strategy

$476,149
$545,060



Average cost per serviced inquiry

$5.79


$1.33


1999-2000 includes development costs.  In addition, the 2000-01 cost reflects the increasing volume of requests for information through the Internet.


Average cost per seat targeted

na
$4.37



Average cost per advice provided

$175.78
$87
Reduction in resources allocated.







(b) The Full Time Equivalents (FTEs) employed in this output during 1999-2000 was 20 and is estimated to be 19 for the 2000-01 Budget.

(c) During 1999, a new five year plan was developed in consultation with the tourism industry. Activities that create a direct benefit for industry should be paid by the industry. The 2000-01 Budget has been adjusted to reflect this philosophy and the variation in cost measures is the result of the reallocation of resources.

Key Effectiveness Indicator (a)


1999-00

Estimated
2000-01

Target

The effectiveness indicators for the Commission in achieving this outcome are measured by the:



-
impact of promotional strategies on the level of consumer awareness within Australia;



-
level of domestic trade awareness; and



-
value of incremental tourism business generated;



as detailed in the output measures table under “Quality”.







(a) More details of effectiveness indicators in annual report.

MAJOR ACHIEVEMENTS FOR 1999-2000

· Brand campaigns were conducted intrastate and in the Victorian and New South Wales markets, resulting in significant increases in consumer awareness of the State’s nature-based attractions.

· A trade roadshow was undertaken to Brisbane, Sydney, Melbourne and Adelaide with representatives from each of the regions and key wholesalers.  Over 460 travel agents were educated about Western Australian product and attractions.

· Winter Breaks continued to go from strength to strength, generating a record 57,000 bed nights, up on last year’s figure of 45,000 bed nights.

· Western Australia maintained its position in the domestic market as the second most preferred domestic holiday destination for stays of three nights or more.

MAJOR INITIATIVES FOR 2000-01

· A significant increase in consumer advertising will take place in the core markets of Victoria and New South Wales using the Brand WA “Elle” commercials tagged with bookable product.  Opportunities to promote Western Australia via other media will be explored, especially those with a nature-based bias.  There will also be an increase in the amount of advertising in the Queensland and South Australian markets.

· The popular Winter Breaks campaign will continue with fees priced to encourage participation by more operators.  The development of similar campaigns will be explored to build business for operators during off-peak periods in Perth and the Kimberley.  The possibility of extending the reach of all tactical campaigns into the interstate market will be investigated.

· Participation at major consumer travel shows will be increased, in association with representatives of the Regional Tourism Associations.  A generic brochure on Western Australia will be produced for distribution in the national market, particularly at these events.

· A trade strategy has been developed for the interstate market with greater emphasis placed on developing relationships with major transport providers, wholesalers and AAA Tourism.  A cornerstone of the WATC’s interstate activity will be the establishment and servicing of a specialist sales network, to which all consumer bookings will be directed.  A close alliance has been fostered with Parternship Australia Domestic Limited to leverage opportunities presented via the Domestic Tourism Initiative.

· The WATC’s web site will be promoted wherever possible in all campaign activity and there will be a greater emphasis on targeting consumers via the Internet.

· The development of a virtual call centre network using leading edge technology will provide consumers with a highly efficient and effective information and booking service.  This should translate into additional business for the State’s tourism industry and set it on the right path for the next five years.

Outcome: Western Australia is promoted as an attractive tourist, event, convention and incentive travel destination.

Output 2: Visitor Servicing

Output Description: 

In order to ensure all visitors have access to distributed information and an efficient booking mechanism the Western Australian Tourism Commission co-ordinates a State-wide visitor network.  In addition, the Commission operates a central "call centre" so as to provide the necessary coordination at the default location for all enquiries.  In each operation there is the provision of a sales mechanism once information has been provided so as to provide “best practice” service to the visitor. 

The Commission also provides an information service for Travel Agents throughout Australia so as to ensure their visitors to Western Australia also receive the best personal service.

The principle of providing information and access to product sales is that this will lead to incremental travel throughout the State, ie. through greater dispersal and an increased length of stay and higher yield.


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

3,236
3,621
4,279
2000-01 includes new Partnership 21 initiatives

Less Operating Revenues (a)

917
1,038
1,229


Net Cost of Output

2,319
2,583
3,050


Adjustments for non-cash items

(441)
(100)
(106)


Cash Cost of Output

1,878
2,483
2,944








(a) Includes user charges and fees, net profit on asset disposal, other revenues and resources received free of charge.

Output Measures (a)


1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quantity




Enquiries serviced

505,000
540,000



Passengers booked

31,000
33,000



Quality




Overall level of customer satisfaction with level of services

80%
80%



Visitor expenditure generated (in millions)

$20 m
$20 m



Timeliness




Customer satisfaction with timeliness

80%
80%



Cost




Average cost per enquiry

$3.42
$4.55



Average cost per passenger

$61.09
$55.20








(a) The Full Time Equivalents (FTEs) employed in this output during 1999-2000 was 36 and is estimated to be 37 for the 2000-01 Budget.

Key Effectiveness Indicator (b)


1999-00

Estimated
2000-01

Target

The effectiveness indicators for the Commission in achieving this outcome are measured by:




· an independent research survey which is conducted each year to determine the level of customer satisfaction with the destinational information and product information provided; and




· the value of incremental tourism business generated by the booking service; 

as detailed in the output measures table under “Quality”.







(b) More details of effectiveness indicators in annual report.

MAJOR ACHIEVEMENTS FOR 1999-2000

· A significant refurbishment was undertaken at the Perth Tourist Centre in 1999-2000 which will enable the State to better handle the Visitor Servicing challenges of the future.  The Tourist Centre was a finalist in the General Tourism Services section of the WA Tourism Awards. Working with industry partners, the Centre was able to increase average booking yield by nearly 20% over previous years.  Sales training of all staff early in 2000 accompanied with the incentive program launched in January reinforced the Tourist Centre’s commitment to converting visitors’ desire to travel to affirmative action.

MAJOR INITIATIVES FOR 2000-01

· The beginning of this financial year will see the implementation of an altered structure at the Centre to take into account the Centre’s role in the overall WA Tourism Network.  The implementation and operation of the Virtual Call Centre will position the State for maximising our Visitor Servicing.  The centre will be rebranded to reflect our role in the WA Tourism Network.  Staff in 2000-01 will also be able for the first time to sign a revenue based Workplace Agreement reflecting the Centre’s commitment to the efficient provision of a sales function once information has been provided so as to provide best practice service to our clients.

Outcome: Western Australia is promoted as an attractive tourist, event, convention and incentive travel destination.

Output 3: International Marketing

Output Description: 

Undertake promotional activities and cooperative consumer advertising in the core and future international markets to increase consumer and trade awareness of Western Australia as a desirable holiday destination.  Implement strategies to generate incremental tourism business, increase destination and tourism product information and increase airline access to WA.  Identify international tourism product needs of those markets and educate the industry to meet the opportunities presented in the international markets.


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

8,033
9,910
9,245
1999-2000 includes 1998-99 deferred activities

Less Operating Revenues (a)

1,686
1,401
1,221


Net Cost of Output

6,347
8,509
8,024


Adjustments for non-cash items

(375)
(85)
(91)


Cash Cost of Output

5,972
8,424
7,933








(a) Includes user charges and fees, net profit on asset disposal, other revenues and resources received free of charge.

Output Measures (b)


1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quantity




Consumer awareness strategies


1
1



Trade awareness strategies


1
1



Incremental business strategies


1
1



Trade information enquiries serviced


14,000
18,000



Pages in wholesaler programs (in millions)

53.1
na
See footnote (c)


Increased air transport seats into Western Australia targeted


11,000
11,000



Educational seminars conducted


4
3



Markets reviewed against criteria


20
20



Advice provided to Government

30
30









1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quality




Consumer awareness of Western Australia:





i) Perceived Knowledge: Percentage of people aware WA as a tourism destination ( for category "a lot")


S'pore 11%, UK 3%

na
S'pore 12%, UK 3%, Japan 3%



ii) Propensity to consider: Percentage of people who will consider a trip to WA (for the category of definitely consider)


S'pore 25%, UK 27%

na
S'pore 20%, UK 28%, Japan 2%



Trade awareness:





i) Knowledge levels of WA product (using the rating 8/10 and above)

65%
65%



ii) WATC’s contribution to current knowledge levels (using the ratings significant and very significant)

63%
65%



iii) Likelihood of recommending WA as a holiday destination (using the rating more likely now)


68%
50%



The extent to which visitor expenditure is generated by incremental business initiatives (in millions)

$8.99 m
$9.5 m



Level of satisfaction by industry with  tourism product and destination information distribution


80%
80%



Proportion of targeted air transport seats into Western Australia obtained


100%
100%



Participant satisfaction with educational seminars conducted


80%
80%



Accuracy of market reviews


100%
100%



Proportion of  first drafts accepted by Minister

90%
90%



Timeliness




Key activities delivered in accordance with operational plan timeframes


100%
100%



Meetings with air transport operators held as per operational plan timelines


100%
100%



Advice provided within agreed timeframes


95%
95%



Cost




Cost per consumer awareness strategy

$3,926,939
$4,619,602
See footnote (c)


Cost per trade awareness strategy

$2,714,144
$2,066,286
See footnote (c)


Cost per incremental business strategy

$1,964,608
$1,545,180



Average cost per information enquiry service


$43.42
$52.08



Cost per million pages in wholesaler programs

$11,446.66
na
See footnote (c)


Average cost per seat targeted


$0.96
$0.86



Average cost per educational seminar conducted


$12,612
$15,154



Average cost per market review


$841
$758



Average cost per advice provided


$351.47
$196
Reduced allocation of resources.











(b) The Full Time Equivalents (FTEs) employed in this output during 1999-2000 was 31 and is estimated to be 32 for the 2000-01 Budget.

(c) During 1999, a new five year plan was developed in consultation with the tourism industry. Activities that create a direct benefit for industry should be paid by the industry. The 2000-01 Budget has been adjusted to reflect this philosophy and the variation in cost measures is the result of the reallocation of resources.

Key Effectiveness Indicator (a)


1999-00

Estimated
2000-01

Target

The effectiveness indicators for the Commission in achieving this outcome are measured by the:




· impact of promotional strategies on the level of consumer awareness in three core international markets;




· level of international trade awareness; and




· level of industry support and revenue generated for all international marketing activities;

as detailed in the output measures table under “Quality”.







(a) More details of effectiveness indicators in annual report.

MAJOR ACHIEVEMENTS FOR 1999-2000

· The continuation of the successful UK Brand campaign and the first ever, major consumer advertising campaign in Japan were the highlights of the International Marketing Division’s 1999-2000 media activities.  The UK Brand campaign generated nearly 10,000 consumer inquiries and in excess of 6,000 bookings, worth an estimated $9 million in visitor expenditure for the State.  The United Kingdom also held the number one place for consumer enquiries through the Australian Tourist Commission (ATC) Consumer Helpline during the peak sales months of September to January.

· The “Shimoki Campaign” in Japan was strategically planned to build destination awareness of Western Australia amongst identified prime target audiences.  The $2.58 million campaign, heavily supported by the ATC and Qantas Airways involved television and print advertising as well as an extensive visiting journalist program and trade educationals.

· Asian Winter Initiatives media campaigns were once again conducted to build visitor growth during the traditional low season.

· Western Australia’s highly successful hosting of the Travel Australia Business Show (TABS), in October 1999 and the management of and participation in a joint marketing initiative in the United Kingdom with Commerce and Trade and other Western Australian Government departments, under the banner of “The Land of Plenty”, proved highly successful in generating awareness and business for the State.

· The International media and trade familiarisation program continued to grow with record numbers of participants for the first half of the 1999-2000 budget year.  The 2000 Olympic Games and TABS were major reasons for the growth in demand for familiarisations in Western Australia with a significant increase in broadcast media being hosted.

MAJOR INITIATIVES FOR 2000-01

· The WATC will continue with its successful strategy of incorporating both brand and tactical advertising in all campaigns including the UK Brand campaign planned for September 2000.  In the light of resurgence in the Malaysian economy, an increase in consumer marketing activity is planned for Malaysia in 2001 as part of the Winter Initiatives campaign.

· Negotiations are continuing with potential strategic partners to undertake a further high impact consumer campaign in Japan during 2000-01 to build on the groundbreaking success of the inaugural “Kamiki and Shimoki” advertising campaigns.

· The WATC will continue to leverage promotional opportunities presented through Australia’s hosting of the 2000 Olympic Games and maintain a high profile through media and trade familiarisation and visiting journalist activities in conjunction with the ATC and strategic partners.

Outcome: Western Australia is promoted as an attractive tourist, event, convention and incentive travel destination.

Output 4: Event Tourism

Output Description: 

Identify and attract suitable events of national and international significance that could be hosted in WA. Bid for these events. Develop contacts in the special event and sporting industries to facilitate the winning of events.  Establish a calendar of regular events which will boost the State's image as a vibrant tourist destination and generate significant economic impact from such events.  Ensure that secured events are conducted via a contracted party where possible or directly managed.  Work to gain maximum media exposure to promote WA via events.  Work with tour wholesalers to attach travel and tour packages with events to generate incremental tourism business.


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

9,697
13,424
10,188
1999-2000 includes funding for ITU World Triathlon

Less Operating Revenues (a)

4,147
5,874
3,135


Net Cost of Output

5,550
7,550
7,053


Adjustments for non-cash items

(294)
(67)
(68)


Cash Cost of Output

5,256
7,483
6,985








(a) Includes user charges and fees, net profit on asset disposal, other revenues and resources received free of charge.

Output Measures (a)


1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quantity




Bids for events

5
5



Consumer awareness strategies (equates to number of events hosted)

5
5



Strategies for incremental tourism business through hosted events (equates to the number of events hosted)

5
4



Event products and packages developed

27
28



Advice provided to Government

100
100



Quality




Estimated economic impact of successful bids for events (in millions)

$33 m
$35 m



Value of television media coverage in core tourism markets for events hosted (in millions)

$2 m
$6 m



Value of economic impact generated by incremental tourism activity (in millions), ie events hosted

$35 m
$40 m



Value of visitor expenditure generated by event products (FIT’s, special interest and incentive travel)  (in millions)

$2 m
$0.5 m



First drafts accepted by Minister

90%
90%



Timeliness




Bids made for events according to operational plan timelines

100%
100%



Consumer awareness strategies implemented in conjunction with events hosted

100%
100%



Events held on time

100%
100%



Event products and packages developed on time

100%
100%



Advice provided within agreed timeframes

95%
95%



Cost




Average cost per bid submitted

$160,048
$147,611



Average cost per consumer awareness strategy for events hosted

$157,468
$114,284



Average cost per incremental business strategy

$2,297,463
$2,162,649



Average cost per event product and package developed

$11,102


$7,583


Costs vary with the nature of the events being held.

Average cost per advice provided

$493
$156
Reduced allocation of resources.











(a) The Full Time Equivalents (FTEs) employed in this output during 1999-2000 was 24 and is estimated to be 24 for the 2000-01 Budget.

Key Effectiveness Indicator (a)


1999-00

Estimated
2000-01

Target

The effectiveness indicators for the Commission in achieving this outcome are measured by the:




· estimated value of economic impact from successful bids secured during the year and the value of economic impact generated in the year in question; and



· value of media exposure leveraged from those hosted events as it relates to the promotional element of the output;

as detailed in the output measures table under “Quality”.







(a) More details of effectiveness indicators in annual report.

MAJOR ACHIEVEMENTS FOR 1999-2000

· Event Tourism has generated an average of $40 million a year in incremental tourism for the past three years.  The 1999-2000 year should generate in excess of its target, primarily because of the late securing of the ITU World Triathlon Championships, which were held in April 2000.  The securing of this event for the second time was unprecedented and very exciting for 2000 since it is at the 2000 Sydney Olympics that this burgeoning sport will make its debut.

· Another major achievement for EventsCorp in 1999-2000 was the securing of the Telstra sponsorship of Rally Australia for the next three years.  Joining forces with one of Australia’s most dynamic businesses is a perfect match for one of Australia’s most dynamic hallmark events.

· Telstra Rally Australia generated more than $4.2 million in private sector revenue for the 1999 event.

MAJOR INITIATIVES FOR 2000-01

· The 2000-01 year will be one where several business development projects will come to fruition.  These will embrace both one-off events and the initial stages of development of another regular major international event for Western Australia.

· The State’s regular core events such as Telstra Rally Australia and Hyundai Hopman Cup will move into different phases with the Hopman Cup, for instance, moving closer to ownership by the International Tennis Federation.

· EventsCorp will be devoting more resources to assessing the media impact of events, as Western Australia increasingly looks to events to increase Brand WA awareness in the international tourism market.

· In the first part of the 2000-01 year, EventsCorp will be focusing on the development of a number of regional events and assist the Regional Tourism Associations in their event tourism objectives.  The WATC has created a campaign called “It’s Happening in WA” to provide Western Australia a banner under which its regional events and other major events will be promoted.

· This will be similar to the "Best on Earth in Perth" marketing campaign which will continue but will only feature major international events which attract the top competitors or exponents in the world.

Outcome: Western Australia is promoted as an attractive tourist, event, convention and incentive travel destination.

Output 5: Convention and Incentive Travel

Output Description: 

Through this output the Commission has contracted the Perth Convention Bureau to identify, develop and convert leads for potential new national and international meetings and incentive travel business, bid for new business, support the tourist industry and work with meeting planners and the local tourist industry to boost delegate numbers at confirmed national and international conferences and increase pre and post conference touring activities.

1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

1,162
1,047
1,068


Less Operating Revenues (a)

90
2
-


Net Cost of Output

1,072
1,045
1,068


Adjustments for non-cash items

(8)
(2)
(2)


Cash Cost of Output

1,064
1,043
1,066








(a) Includes user charges and fees, net profit on asset disposal, other revenues and resources received free of charge.

Output Measures (b)


1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quantity




Bids for conventions and incentive travel groups

76
77



Incremental tourism activities (ie. conventions and incentive travel groups hosted)

53
38



Advice provided to Government

15
15



Quality




Projected visitor expenditure from successful bids for conventions and incentive travel groups (in millions)

$72.09 m
$80.98 m



Actual visitor expenditure from incremental tourism activities, ie conventions and incentive travel groups hosted (in millions)

$34.33 m
$32 m



First drafts accepted by Minister

90%
90%



Timeliness




Bids made for conventions and incentives made according to operational plan timeframes

100%
100%



Conventions and incentive travel groups held as planned

100%
100%



Advice provided within agreed timeframes

95%
95%



Cost




Average cost per convention and incentive bid

$13,519
$12,851



Average cost per incremental tourism activity

$312


$1,996


Increase is due to the targeting of larger groups for conventions in anticipation of the completion of the Convention Centre.


Average cost per advice provided

$204
$175



(b) The Full Time Equivalents (FTEs) employed in this output during 1999-2000 was 1 and is estimated to be 1 for the 2000-01 Budget.

Key Effectiveness Indicator (a)


1999-00

Estimated
2000-01

Target

The effectiveness indicators for the Commission in achieving this outcome are measured by the extent to which:




· visitor expenditure is generated from incremental tourism initiatives based on an estimated value of visitor expenditure during the year, resulting from conventions; and



· bids were successful for conventions and incentive travel based on the estimated value of visitor expenditure expected from successful bids during the year:

as detailed in the output measures table under “Quality”.








(a) More details of effectiveness indicators in annual report.

MAJOR ACHIEVEMENTS FOR 1999-2000

· The Perth Convention Bureau’s Scholarship Program was expanded in 2000 with the awarding of three $10,000 scholarships to local association executives.  The program - designed to assist in the professional development of both honorary and paid executives working with non-profit associations - identified 23 new international convention leads.  Launched in 1999, the initiative has been warmly welcomed by the Australian Society of Association Executives.

· In what is believed to be a world first, the Bureau is now able to provide personalised welcome messages for convention and incentive travel groups arriving at Perth International Airport.  The sign, installed in the customs hall with the cooperation of Westralia Airports Corporation, is updated remotely by the Bureau.

· The upgrading of the Bureau’s web-site has made it a far more effective resource for both meeting planners and members.  For planners, the site now has the Suppliers Directory and quarterly “Perth Bugle” newsletter online, plus additional information about the destination.

· Considerable work has been undertaken during the year to substantially increase the listings of association and corporate meeting planners on the Bureau’s database.

· The Bureau commissioned a survey, which will provide valuable up-to-date information on delegate spending patterns.  The last survey was conducted in 1994.

MAJOR INITIATIVES FOR 2000-01

· With the appointment in May 2000 of the preferred developer to build the Perth Convention and Exhibition Centre, a co-operative marketing plan targeting incremental business will be implemented.

· The cornerstone of the MICE (Meetings, Incentive travel groups, Conventions and Exhibitions) activities, this plan incorporates an integrated destination marketing campaign designed to attract the larger 500+ delegate conventions to Western Australia.  The campaign, including advertising, direct mail, public relations and site inspections, will target the Bureau’s core international markets of the United Kingdom and Europe, South Africa and South East Asia as well as Australia and New Zealand.  A key element of the campaign will be to source and develop potential Australian hosts both locally and nationally.

· Greater emphasis is to be given to marketing Western Australia’s regions to convention and incentive travel groups through the development of specialist MICE units and expertise within selected regional tourism associations.

· In another initiative, the Bureau is planning to broaden its funding base by targeting major corporate players and public utilities that are substantial beneficiaries of the meetings' sector.

Outcome: An enhanced tourist industry, infrastructure and product base.

Output 6: Strategic Market Intelligence

Output Description: 

Deliver the latest available tourism information to meet the WATC and industry needs, interpret and communicate a standard level of market intelligence to the WATC and the tourism industry free of charge.  Provide a cost recovery consultancy and strategic market research service to the industry.


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

726
1,011
852
1999-2000 includes funding to make research available via the Internet that was carried over from 1998-99

Less Operating Revenues (a)

20
12
22


Net Cost of Output

706
999
830


Adjustments for non-cash items

(65)
(15)
(15)


Cash Cost of Output

641
984
815








(a) Includes user charges and fees, net profit on asset disposal, other revenues and resources received free of charge.

Output Measures (b)


1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quantity




Data tables available to industry and updated twice yearly

180
180



"Common Good Research" consultancies

3,000
1,810
See footnote (c)


Education programs

4
6



Publications maintained for sale

na
26
See footnote (c)


Consultancy requests serviced

na
216
See footnote (c)


Quality




Proportion of industry (registered) having access to Common Good Research

85%
100%



Overall level of satisfaction with  "Common Good Research" consultancy service

na
85%



Level of customer satisfaction with industry education service provided

80%
80%



Level of customer satisfaction with publications provided

na
85%



Level of customer satisfaction with consultancy services provided

na
85%









1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Timeliness




Updated data tables available on time

100%
100%



Satisfaction with timeliness of "Common Good Research" consultancy services provided

na
85%



Satisfaction with timeliness of industry education services provided

85%
85%



Satisfaction with timeliness of publications produced

na
85%



Satisfaction with timeliness of consultancy services provided

na
85%



Cost




Average cost per data table

$3,267
$1,826
See footnote (c)


Average cost per "Common Good Research" consultancy

$112.70
$273
See footnote (c)


Average cost per education program

$21,153


$1,621


1999-2000 includes development costs.


Average cost per publication

na
$242



Average cost per consultancy

na
$58













(b) The Full Time Equivalents (FTEs) employed in this output during 1999-2000 was 5 and is estimated to be 5 for the 2000-01 Budget.

(c) During 1999-2000 a new 5 year plan was developed in consultation with industry.  Services delivered under this output have been modified in accordance with the new plan.  Output measures have been developed to reflect the changes and the variation in cost measures is the result of the reallocation of resources.

Key Effectiveness Indicator (a)


1999-00

Estimated
2000-01

Target

The effectiveness in achieving this outcome is measured by an independent survey undertaken each year to assess the industry satisfaction with the services provided as detailed in the output measures table under “Quality”.







(a) More details of effectiveness indicators in annual report.

MAJOR ACHIEVEMENTS FOR 1999-2000

· The WATC worked closely with the other States to develop a national model to provide domestic visitors statistical information.  The model will be sufficiently developed by June 2000, to allow meaningful testing of data to provide the industry with comparable statistical information for decision-making on tourist visitation nationally with State specific information.

· The WATC commenced the development of statistical information delivery to clients via the Internet to be part of a broader electronic distribution system being developed by the WATC.

MAJOR INITIATIVES FOR 2000-01

· The Internet database system, will be further progressed as part of the WATC electronic distribution system development to be incorporated into an overall knowledge centre for industry to service their research needs.

· The WATC will help develop a national approach to a visitor satisfaction survey to assist in marketing programs to not only reach new business but to help increase repeat business.

· The WATC will implement a customised research workshop format to assist industry in using and interpreting research information.

· The WATC will provide the Basic Common Good Research for the industry as well as continue to provide the half yearly Research Brief Report.

Outcome: An enhanced tourist industry, infrastructure and product base.

Output 7: Tourism Planning and Infrastructure

Output Description: 

Identify the State's infrastructure needs in consultation with all tourism stakeholders to achieve a coordinated development plan for infrastructure.  Within this plan key, infrastructure priorities will be identified which will then be developed on a project management basis.


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

2,349
1,046
720


Less Operating Revenues (a)

22
633
1


Net Cost of Output

2,327
413
719


Adjustments for non-cash items

(66)
(15)
(15)


Cash Cost of Output

2,261
398
704








(a) Includes user charges and fees, net profit on asset disposal, other revenues and resources received free of charge.

Output Measures (b)


1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quantity




Annual stakeholders infrastructure plan reviewed

na
1
See footnote (c)


Tourism investment and job registers produced

na
2
See footnote (c)


Reports and submissions commented on

40
na



Infrastructure projects worked on

7
6



Advice provided to Government

10
50
See footnote (c)








1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quality




Annual stakeholders infrastructure plan produced annually

na
80%



Investment and job register produced twice yearly

na
100%



Value of infrastructure projects worked on (in millions)

na
 $500 m



First drafts accepted by Minister

90%
90%



Timeliness




Key activities completed in accordance with operational plan timeframes

na
100%



Infrastructure projects progressed to the agreed stage

100%
100%



Advice provided within agreed timeframes

95%
95%



Cost




Cost per comment provided

na
$30,838
See footnote (c)


Average cost per register

na
$35,980
See footnote (c)


Average cost per report and submission commented on

$2,830
na



Average cost per infrastructure project worked on

$132,808
$102,542



Average cost per advice provided

$291
$39
Reduced allocation of resources.







(b) The Full Time Equivalents (FTEs) employed in this output during 1999-2000 was 5 and is estimated to be 5 for the 2000-01 Budget.

(c) During 1999-2000 a new 5 year plan was developed in consultation with industry.  Services delivered under this output have been modified in accordance with the plan.  Output measures have been developed to reflect the changes and the variation in cost measures is the result of the reallocation of resources.

Key Effectiveness Indicator (a)


1999-00

Estimated
2000-01

Target

The effectiveness indicators for the Commission in achieving this outcome are measured by:




· the number of tourism related infrastructure sites progressed to "approval" and "implementation" stage; and




· an independent survey undertaken each year to assess the level of industry satisfaction with services provided.








(a) More details of effectiveness indicators in annual report.

MAJOR ACHIEVEMENTS FOR 1999-2000

· The WATC has taken the lead role in providing or assisting with the provision of significant projects that will be catalytic to other developments to support the growth of tourism throughout the State.  These include the Perth Convention and Exhibition Centre, which will shortly have its developer nominated and the Barrack Square/Swan Bells project that is nearing completion.

· The State won and subsequently allocated the ex HMAS Perth as a dive wreck/artificial reef to Albany to further support the development of segments of the Nature based tourism industry in Western Australia.

· The WATC took the lead role in progressing accommodation development on the North West Cape to further develop tourism in the remote areas of Western Australia.

MAJOR INITIATIVES FOR 2000-01

· The updated version 2000-04 of the Western Australian Tourism Development Strategy will be launched as part of the Partnership 21 suite of documents to provide direction to the community on tourism development for the State over the next 5 years.  In addition, a new consultative process will be introduced which will, on an annual basis, determine the State’s infrastructure priorities at a regional level.

· During the year the Barrack Square/Swan Bells project will be finalised to provide an added visitor attraction to Perth.

· Major tourism projects in the NorthWest will be worked on with the WATC taking the lead to provide facilities to further develop the industry.

· The WATC will work with the City of Albany to develop the HMAS Perth into a link project in the State’s emerging dive trail.  This incorporates both natural and man-made reefs to service the dive/snorkelling markets.

Outcome: An enhanced tourist industry, infrastructure and product base.

Output 8: Tourism Product and Business Development

Output Description: 

Provide mechanisms, which will improve industry professionalism, quality of product in Western Australia and develop new products in cooperation with industry, which meet market demands. 

This provides opportunity for the State to gain a competitive advantage via developed and developing tourism product in key niche markets and by ensuring that operators consistently deliver on the promise.


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

1,331
3,356
3,686
2000-01 includes new Partnership 21 initiatives

Less Operating Revenues (a)

64
48
62


Net Cost of Output

1,267
3,308
3,624


Adjustments for non-cash items

(183)
(41)
(55)


Cash Cost of Output

1,084
3,267
3,569








(a) Includes user charges and fees, net profit on asset disposal, other revenues and resources received free of charge.

Output Measures (a)


1999-00

Estimated
2000-01

Target
Reason for Significant Variation between 1999-00 Estimated and 2000-01 Target

Quantity




Tourism products developed to the agreed stage

25
22



Product development consultancy requests processed

13,500
2,000
See footnote (b)


Specialist products progressed to the agreed stage

na


7


New measure for 2000-01. No comparative results available.


Additional operators registered for the National Tourism Industry Accreditation Scheme

176
350
See footnote (b)


"Value of Tourism" presentations

28
na
See footnote (b)


Advice provided to Government

250
250



Quality




Total value of tourism products worked on (in millions)

$4 m
$4 m



Level of customer satisfaction with consultancy service provided

80%
80%



Total value of specialist tourism products worked on

na


80%


New measure for 2000-01. No comparative results available.


Number (cumulative) of operators accredited under the National Tourism  Industry Accreditation Scheme

300
750



First drafts accepted by Minister

90%
90%



Timeliness




Services delivered according to Operational Plan timeframe

100%
100%



Advice provided within agreed timeframes

95%
95%



Cost




Average cost per tourism product worked on

$61,230
$90,895
See footnote (b)


Average cost per consultancy service

$100.55
$231
See footnote (b)


Average cost per specialist product worked on

na


$89,557


New measure for 2000-01. No comparative results available.


Average cost per registered operator

$2,138
$1,539
See footnote (b)


Average cost per "Value of Tourism" presentation

$1493.10
na
See footnote (b)


Average cost per advice provided

$198.98
$235













(a) The Full Time Equivalents (FTEs) employed in this output during 1999-2000 was 18 and is estimated to be 18 for the 2000-01 Budget.

(b) During 1999-2000 a new 5 year plan was developed in consultation with industry.  Services delivered under this output have been modified in accordance with the plan.  Output measures have been developed to reflect the changes and the variation in cost measures is the result of the reallocation of resources.

Key Effectiveness Indicator (a)


1999-00

Estimated
2000-01

Target

The effectiveness indicators for the Commission in achieving this outcome are measured by:




· a survey undertaken each year to assess the level of industry satisfaction with the service provided; and




· the number of Western Australian Tourism Operators registered and accredited to the National Tourism Accreditation Program, which is based on quality assurance principles;



as detailed in the output measures table under “Quality”.



(a) More details of effectiveness indicators in annual report.

MAJOR ACHIEVEMENTS FOR 1999-2000

· The WATC has continued to work with Tourism Council Australia to see the National Accreditation Program develop both within Western Australia and across Australia to support customer servicing.  A new licensing agreement has been finalised around the intellectual property of the accreditation program owned by the WATC.

· The WATC in partnership with Industry has developed a Wine Tourism Strategy for Western Australia to further develop the lifestyle connections between wine, food and tourism in which Western Australia has a competitive advantage and will help the branding positioning of WA in the marketplace around the “naturalism” of the State.

· Significant regional attractions have been financed throughout Western Australia via the State's Tourism Development Fund initiative that sees $4:$1 contribution for the State's $1 million investment.

MAJOR INITIATIVES FOR 2000-01

· The quality accreditation system will be reviewed and structures put in place to ensure that “environmental” aspects are included and a framework is in place to ensure the Partnership 21 direction, that only accredited product can be included in cooperative marketing by 2003.

· Minor product and infrastructure will be developed in regional areas with the focus on enviro-tourism to link into the marketing positioning of the State and extend the implementation of the State’s nature based tourism strategy.  In particular, three "be touched by nature" packages will be developed throughout the State.

· Special focus will also be given to product development in the Swan Valley, a region close to Perth, with developing product centred around wine tourism experiences.

· The extension of the national accreditation program will be emphasised to increase operator involvement. This will give the critical mass required to ensure that quality delivery is a high priority focus for the industry providing greater visitor satisfaction.

FINANCIAL STATEMENTS

OPERATING STATEMENT

(Controlled)


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

COST OF SERVICES







Operating expenses







Administration

2,880
2,868
2,146
2,460
2,742
3,223

Salaries and allowances (a)

6,355
7,570
7,845
8,126
8,417
8,959

Superannuation

829
666
651
654
664
664

Services and Contracts

3,225
3,906
3,877
3,877
3,877
3,912

Accommodation

133
227
225
225
225
225

Advertising and promotion

8,993
9,930
10,749
8,872
8,492
8,089

Depreciation

339
379
405
424
424
424

State taxes

415
386
385
385
385
385

Interest

127
58
5
2
-
-

Grants, subsidies and transfer payments (b)

3,629
2,459
2,459
1,459
1,459
1,459

Event Operations

7,308
10,806
7,705
7,820
7,937
7,987

Other

410
404
309
306
296
297

TOTAL COST OF SERVICES

34,643
39,659
36,761
34,610
34,918
35,624

Operating revenues







User charges and fees (c)

784
1,028
1,316
1,337
1,367
1,402

Interest

353
220
220
220
220
220

Net profit on disposal of non-current assets

1
-
-
-
-
-

Other

6,730
8,473
4,684
4,779
4,897
5,053

Total Operating Revenues

7,868
9,721
6,220
6,336
6,484
6,675

NET COST OF SERVICES

26,775
29,938
30,541
28,274
28,434
28,949

REVENUE FROM GOVERNMENT







Appropriations

23,615
35,772
33,062
30,792
119,083
38,949

TOTAL REVENUES FROM GOVERNMENT

23,615
35,772
33,062
30,792
119,083
38,949

CHANGE IN EQUITY RESULTING FROM OPERATIONS

(3,160)
5,834
2,521
2,518
90,649
10,000









(a) The Full Time Equivalents (FTEs) for 1999-2000 Estimated Actual and 2000-01 Estimate are 140 and 141 respectively.

(b) Refer Details of Grants, Subsidies and Transfer Payments table for further information.

(c) Includes resources received free of charge. This treatment may differ from the agency's annual report.

STATEMENT OF FINANCIAL POSITION

(Controlled)


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

CURRENT ASSETS







Cash resources

673
279
279
279
279
288

Investments

2,505
3,768
3,768
3,768
3,768
3,835

Accounts receivable

520
501
501
501
501
502

Goods and Services Tax receivable

-
-
180
199
194
196

Prepayments

139
158
159
159
159
159

Other

-
90
377
554
809
1,075

Total current assets

3,837
4,796
5,264
5,460
5,710
6,055

NON-CURRENT ASSETS







Land and buildings

677
677
677
677
677
677

Plant, equipment and vehicles

588
669
687
693
693
693

Infrastructure

-
3,852
6,352
8,852
99,442
109,442

Other non-current assets

110
35
20
-
-
-

Total non-current assets

1,375
5,233
7,736
10,222
100,812
110,812

TOTAL ASSETS

5,212
10,029
13,000
15,682
106,522
116,867

CURRENT LIABILITIES







Employee entitlements

1,077
1,131
1,321
1,535
1,778
2,048

Accounts payable

2,816
2,815
3,040
3,001
2,956
3,010

Goods and Services Tax payable

-
-
47
48
49
51

Borrowings from WA Treasury Corporation

56
31
33
27
-
-

Other liabilities

25
26
26
27
27
26

Total current liabilities

3,974
4,003
4,467
4,638
4,810
5,135

NON-CURRENT LIABILITIES







Employee entitlements

1,894
1,930
1,949
1,969
1,988
2,008

Borrowings from WA Treasury Corporation

1,142
60
27
-
-
-

Total non-current liabilities

3,036
1,990
1,976
1,969
1,988
2,008

TOTAL LIABILITIES

7,010
5,993
6,443
6,607
6,798
7,143

EQUITY







Accumulated surplus/(deficit)

(2,475)
3,359
5,880
8,398
99,047
109,047

Asset revaluation reserve

677
677
677
677
677
677

Total equity

(1,798)
4,036
6,557
9,075
99,724
109,724

TOTAL LIABILITIES AND EQUITY

5,212
10,029
13,000
15,682
106,522
116,867









STATEMENT OF CASHFLOWS (a)

(Controlled)


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

CASHFLOWS FROM GOVERNMENT







Recurrent appropriations

23,615
32,542
30,562
28,292
28,493
28,949

Capital appropriations

-
3,230
2,500
2,500
90,590
10,000

Net cash provided by government

23,615
35,772
33,062
30,792
119,083
38,949

CASHFLOWS FROM OPERATING ACTIVITIES







Payments







Salaries and related costs

(6,545)
(7,524)
(7,776)
(8,031)
(8,295)
(8,810)

Administration

(2,261)
(2,813)
(2,150)
(2,460)
(2,712)
(3,000)

Superannuation payments

(728)
(666)
(644)
(634)
(644)
(644)

Services and contracts

(3,660)
(3,700)
(3,760)
(3,718)
(3,760)
(3,760)

State taxes

(445)
(386)
(385)
(385)
(385)
(385)

Interest

(129)
(58)
(5)
(2)
-
-

Advertising and promotion

(8,220)
(10,896)
(11,293)
(8,687)
(8,396)
(7,945)

Accommodation

(137)
(227)
(225)
(225)
(225)
(225)

Grants, subsidies and transfer payments

(2,948)
(2,459)
(1,459)
(1,459)
(1,459)
(1,459)

Event Operations

(5,832)
(7,306)
(6,487)
(6,909)
(6,736)
(6,848)

Goods and Services Tax

-
-
(2,726)
(2,503)
(10,513)
(3,202)

Other

(245)
-
-
-
-
-

Receipts







User charges and fees

770
941
1,229
1,250
1,280
1,315

Interest

358
220
220
220
220
220

Goods and Services Tax

-
-
2,546
2,522
10,508
3,204

Other

4,828
5,315
2,792
3,172
3,075
3,090

Net cash from operating activities

(25,194)
(29,559)
(30,123)
(27,849)
(28,042)
(28,449)

CASHFLOWS FROM INVESTING ACTIVITIES







Purchase of non-current assets

(369)
(4,237)
(2,908)
(2,910)
(91,014)
(10,424)

Other payments for investing activities

(250)
-
-
-
-
-

Other receipts from investing activities

39
-
-
-
-
-

Net cash from investing activities

(580)
(4,237)
(2,908)
(2,910)
(91,014)
(10,424)

CASHFLOWS FROM FINANCING ACTIVITIES







Proceeds from borrowings

-
91
-
-
-
-

Repayment of borrowings

(54)
(1,198)
(31)
(33)
(27)
-

Net cash from financing activities

(54)
(1,107)
(31)
(33)
(27)
-

NET INCREASE/(DECREASE) IN CASH HELD

(2,213)
869
-
-
-
76

Cash at the beginning of the reporting period

5,391
3,178
4,047
4,047
4,047
4,047

Cash at the end of the reporting period

3,178
4,047
4,047
4,047
4,047
4,123









(a) NOTE TO THE CONTROLLED CASH FLOW STATEMENT

Reconciliation of Operating Result to Overall Change in Cash Holdings


1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

Change in Equity Resulting from Operations
5,834
2,521
2,518
90,649
10,000

Adjustment for non-cash items:






Depreciation

379
405
424
424
424

Increase/(decrease) in salaries and related costs

90
209
234
262
290

(Increase)/decrease in accounts receivable

19
-
-
-
(1)

Increase/(decrease) in accounts payable

(1)
225
(39)
(45)
54

(Increase)/decrease in prepayments

(19)
(1)
-
-
-

Other accrued revenue

(89)
(420)
(194)
(249)
(267)

Net Cash from Operating Activities and Government

6,213
2,939
2,943
91,041
10,500

Cashflows for Financing and Investment Activities:






Repayment of borrowings

(1,198)
(31)
(33)
(27)
-

Proceeds of borrowings

91
-
-
-
-

Payment for purchase of assets

(4,237)
(2,908)
(2,910)
(91,014)
(10,424)

Net increase/(decrease) in cash held

869
-
-
-
76








OPERATING STATEMENT

(Administered expenses and revenues)


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

EXPENSES







Grants, subsidies and transfer payments

2,199
2,140
2,075
2,015
2,000
2,000

TOTAL ADMINISTERED EXPENSES (a)

2,199
2,140
2,075
2,015
2,000
2,000

REVENUES







Appropriations

2,199
2,140
2,075
2,015
2,000
2,000

TOTAL ADMINISTERED REVENUES

2,199
2,140
2,075
2,015
2,000
2,000









(a) Further information in the table "Details of the Administered Transactions Expenditure".

STATEMENT OF CASHFLOWS

(Administered transactions)


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

CASH OUTFLOWS FROM ADMINISTERED TRANSACTIONS







Operating Activities







Grants, subsidies and transfer payments

(2,199)
(2,140)
(2,075)
(2,015)
(2,000)
(2,000)

TOTAL ADMINISTERED CASH OUTFLOWS

(2,199)
(2,140)
(2,075)
(2,015)
(2,000)
(2,000)

CASH INFLOWS FROM ADMINISTERED TRANSACTIONS







Operating Activities







Receipts from Appropriations

2,199
2,140
2,075
2,015
2,000
2,000

TOTAL ADMINISTERED CASH INFLOWS

2,199
2,140
2,075
2,015
2,000
2,000

NET CASH INFLOWS/(OUTFLOWS) FROM ADMINISTERED TRANSACTIONS

-
-
-
-
-
-









FINANCIAL POSITION - SUMMARY AND OUTLOOK

The Commission’s Operating Statement for 1998-99 reported an Accumulated Deficit of $2.475 million resulting from the following:

· A number of projects totalling  $2.012 million scheduled to be undertaken during 1998-99 were deferred until 1999-2000.

· Treasury delayed to the 1999-2000 financial year, a drawdown of $4.0 million from the    1998-99 appropriation of $27,615,000.  In July 1999, the $4.0 million was received and has been included as revenue in the 1999-2000 estimated actual position. 

As a consequence of the above, the Commission has budgeted for an operating surplus for      1999-2000 of $1.98 million.

The Cashflow Statement and Statement of Financial Position for 1999-2000 and outyears reflect the decision made by the Commission during 1999-2000 to retire a loan of $1,198,000 from the WA Treasury Corporation and the re-financing of the resulting premium over a three year term.

DETAILS OF CONTROLLED GRANTS, SUBSIDIES AND TRANSFER PAYMENTS


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000









Tourism Development Fund

2,000
1,000
1,000
-
-
-

Regional Tourism Authorities

1,629
1,459
1,459
1,459
1,459
1,459

TOTAL
3,629
2,459
2,459
1,459
1,459
1,459









DETAILS OF THE ADMINISTERED TRANSACTIONS EXPENDITURE


1998-99

Actual

$'000
1999-00

Estimated

Actual

$'000
2000-01

Budget

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000
2003-04

Forward

Estimate

$'000

STATUTORY AUTHORITIES







Rottnest Island Authority - Recurrent Grant

199
140
75
15
-
-

Rottnest Island Authority - Capital Grant

2,000
2,000
2,000
2,000
2,000
2,000

TOTAL
2,199
2,140
2,075
2,015
2,000
2,000









CAPITAL WORKS PROGRAM

The Commission’s capital works program to the last quarter of 2002 will be focused primarily on the development of the Perth Convention and Exhibition Centre to commissioning stage.

The Centre will provide the ability to host conventions of up to 2,500 delegates making Perth competitive with other mainland capital cities in the meetings sector.  The Centre will also be able to host smaller audiences for such activities as corporate meetings and large scale exhibitions.

It is expected that the Centre will generate between $1.5 billion and $2 billion economic impact to Western Australia over its first decade of operation.  It is estimated that the construction period will provide 2000 jobs with 600 full and part time positions being created when it is operational.

The value of the Centre itself is estimated in excess of $350 million.  The development may also include complementary and ancillary facilities such as hotel, retail, residential and sporting facilities.  It will provide a valuable boost to the City of Perth. 


Estimated

Total Cost

$'000
Estimated

Expenditure

to 30-6-00

$'000
Estimated

Expenditure

1999-00

$'000
Estimated

Expenditure

2000-01

$'000

WORKS IN PROGRESS





Convention Centre

109,441
3,851
3,851
2,500

COMPLETED WORKS





Capital Grants -





Contribution to Rottnest Island Authority 1999-00

2,000
2,000
2,000
-

NEW WORKS





Capital Grants -





Contribution to Rottnest Island Authority 2000-01

2,000
-
-
2,000


113,441
5,851
5,851
4,500

SOURCE OF FUNDS





Total Cost of Capital Works Program



5,851
4,500

LESS





Internal Funds and Balances



621
-

Capital Appropriation



5,230
4,500







