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Western Australian Tourism Commission

PART 6 - Minister for Mines, Tourism, and Sport and Recreation

DIVISION 36

APPROPRIATION AND FORWARD ESTIMATES


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

RECURRENT 







Item 53 Amount provided to fund outputs for the year

28,288
23,615
32,413
29,406
28,186
29,032

Sub Total

28,288
23,615
32,413
29,406
28,186
29,032









Item 54 Administered Grants and Transfer Payments

577
210
140
75
15
-

Total Recurrent Services

28,865
23,825
32,553
29,481
28,201
29,032

CAPITAL







Item 146 Amount provided for Capital Services for the year

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

Item 147 Administered Capital Grants and Transfer Payments

3,000
2,000
2,000
2,000
2,000
2,000

Total Capital Services

3,000
2,000
5,230
4,500
4,500
92,590

GRAND TOTAL

31,865
25,825
37,783
33,981
32,701
121,622









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

CUSTOMISATION OF MARKETING

· With the Industrial Age superseded by the Information Age, major changes to the manner in which tourism business is conducted will be required in order to remain competitive in this global industry.

· The increasing importance of electronic mediums as an information source for consumers and trade in the travel and tourism sector provides a diverse range of challenges and opportunities, including managing information as well as encouraging industry to embrace this growing phenomenon.  Opportunities exist for consumers, intermediaries and/or operators to communicate directly in a cost effective manner to ensure products and experiences are customised.  Databases on consumer preferences for holiday types and experiences can be built that provide opportunities for targeted marketing activities.

· In the past, Western Australia's destination and product information has been principally communicated in printed form.  The WATC has thus been faced with the challenge of ever increasing distribution costs in reaching the industry's many markets and audiences.

· The challenges and the opportunities that exist in the Information Age will be the major issue for the Commission's marketing strategy in 1999-2000.

NATIONAL MARKETS

· One of the key issues in the National market is that of competition from other states.  This, combined with the national static trend in interstate tourism, will see all states concentrate on campaigns designed to stimulate the domestic market and stem the flow to overseas destinations and competing consumer products.  Increasing the desire for Western Australians to visit their own State will continue to be a prime marketing initiative with a specific focus on developing programs to build business during low periods.

· The main focus during 1999-2000 will be on continuing to raise consumer awareness through Brand WA television campaigns with co-operative partners in the intrastate, Victorian and NSW markets.

INTERNATIONAL MARKETS

· In order to continue to compete effectively in the global tourism market the Commission and the industry must continue to be selective about the markets to which they allocate resources.  The Market Potential Assessment Model used by the Commission identifies markets that will provide the greatest return on investment.  This objective assessment has seen WA well positioned having selected the following core international markets for 1999-2000: United Kingdom, Germany, Singapore, Malaysia and Japan.

· The ongoing Asian economic situation and the fluctuating value of the Australian dollar will also continue to influence the growth in visitor arrivals to WA during 1999-2000. Strategies have been altered to deal with the rapid shifting in SE Asian financial markets but Western Australia will remain committed to this region.

· As the economic restructure continues to re-shape the destiny of many Asian countries, inbound tourism to Western Australia has fared better than most other states in Australia by capitalising on the increased awareness of the State achieved through major brand and cooperative tactical marketing campaigns during the past two years.  WA will continue to be marketed as an attractive short-break destination in South East Asia exploiting the State's close proximity to this area, and continue to build awareness, visitation and expenditure for the State.

· Japanese visitor numbers continue to grow strongly despite the economic uncertainty facing Japan.  While the mature 'silvers' market contracts due to uncertainty over future prosperity, the Experienced Female Traveller (EFT) market incorporating young office ladies, honeymooners, and free-independent travellers (FIT) continues to grow.  During 1997-1998, Japanese arrivals increased over the previous financial year, compared to a levelling of the market across Australia.  The WATC will continue to target Japanese FIT travellers (incorporating those with flexible package-tour itineraries).  Japanese visitors (particularly EFTs) are gaining confidence and travelling more widely into our State's regional areas.

· The State's marketing strategies in the UK and European markets have been very successful and these markets will continue to be a focal point in the Commission's strategic campaigns.

· Following the success of Brand WA in the UK in 1998, a new campaign is planned for 1999.  The ATC, a major airline partner, and key tour operators will be participating in the campaign.

· Visitation from Germany has remained strong and interest in Western Australia remains high.  In 1999-2000, the WATC will continue building trade awareness amongst key wholesalers and retailers.  The Internet is also growing in value as a reliable source of information for European travellers and the launch of the WA site in April 1999 will greatly enhance the State's marketing efforts.

· With the introduction of the Euro throughout Europe on 1 January 1999, the UK and German offices will monitor its potential impact on the travel and tourism industry.  Although the Euro is already in operation, it is unlikely it will be available to the public until 2002-2003.

TOURISM INFRASTRUCTURE & PRODUCT

· With the increased awareness generated by the successful marketing campaigns comes the issue of ensuring the development of a diverse and appropriate range of tourism product and infrastructure to meet the evolving and changing needs of the domestic and international visitor.  This is particularly important in terms of continuing the State's high level of repeat visitation.  To identify product opportunities, the Commission will continue to research the markets and inform local industry about the product gaps and opportunities.  The Commission will also be working to assist potential developers of tourism projects by achieving pre-approval for identified tourism development sites.  The Tourism Development Fund and Investment Attraction Fund will assist the development of tourism projects and infrastructure across the State.

CONVENTION & INCENTIVE BUSINESS

· With increased national and international competition in the convention business, the need to respond with greater speed, efficiency and creativity has been amplified.

· Business from this market continues to be affected by the economic instability of the Asian region.  In such a volatile marketplace, flexibility to respond to emerging market opportunities is seen as a critical success factor.  In response to this situation, the WATC, in partnership with the Perth Convention Bureau has decided to decrease direct overhead costs in Singapore by servicing the market from Perth.  However, a strong market presence will be maintained through increased sales calls, direct mail and site inspections.  It is believed that the area will continue to provide excellent growth opportunities for Western Australia, particularly in the corporate and incentive sectors.

EVENT TOURISM

· Event tourism continues to show strong growth with corresponding increasing competition between tourism destinations in bidding for and developing events.  The two-fold benefits of event tourism are to generate economic impact and to build the image of the tourism destination through national and international television broadcasts of the event.

· Trends in international television (PAY-TV, free-to-air), and other forms of communications, also impact greatly on sports events.  Keeping abreast of these trends in the television industry and the potential for distribution of sporting event programs are issues for competing events agencies such as WATC's EventsCorp Division.

· A major issue facing event tourism in WA is the balance of generating incremental business and raising awareness of the destination.  Linked to this is the need for the State's tourism industry to leverage product off events and add value around events.

· With the continued growth of sports marketing as big business, the competition for the sponsorship dollar for events will place increasing pressure on generating revenue for the State's events.  This will also be an issue for the WATC, particularly in the lead-up to the Sydney Olympics and the predicted aftermath of depleted sponsorship availability where corporations will have financed their Olympic sponsorship from future budgets.

AIRLINE ACCESS

· The Commission continues to work closely with all airlines, Westralia Airports Corporation and the Department of Transport to develop additional direct international air services from 'high priority' regions into the State.  Routes identified as 'high priority' include Japan, Singapore, Malaysia, Taiwan, China and the Middle East.

· Airline access and airfares continue to be a major issue.

SYDNEY 2000 0LYMPICS

· The Sydney 2000 Olympics will give Australia unprecedented exposure in 1999-2000.  The challenge will be to focus a large part of this attention on Western Australia and convert it to visitation, while maintaining a strong presence in our current core markets.

LEAVE LIABILITY MEASURES

The Commission’s liability for employee leave entitlements has been reduced in 1998‑99.  Active steps are being taken on an ongoing basis to control these entitlements which are considered to be at a reasonable level.

MAJOR POLICY DECISIONS

Details of major policy decisions impacting on the Agency since publication of the 1998-99 Budget to Parliament on 30 April 1998 are outlined below.


1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

South East Asia Advertising Campaign

1,600
1,600
1,600
1,600

Year 2000 ITU Triathlon World Championships

1,100
-
-
-

New Events

-
1,100
1,100
1,100

Hopman Cup

-
-
100
100

Rally Australia and Heineken Classic

-
-
700
800

Convention and Exhibition Centre

3,230
2,500
2,500
90,590







OUTPUT AND APPROPRIATION SUMMARY


1997-98

Actual

$'000 (a)
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

RECURRENT







Outputs







National  Marketing

5,862
7,372
6,427




Tourism Information Distribution and Retail Booking Service

2,120
1,936
2,062




International Marketing

6,510
7,217
7,330




Event Tourism

7,133
6,360
6,790




Convention and Incentive Travel

1,279
1,069
1,041




Strategic Market Intelligence

851
887
813




Tourism Planning and Infrastructure

244
679
4,000




Tourism Product and Industry Development

3,124
3,332
3,117




Total Net Cost of Outputs (a)

27,123
28,852
31,580
31,885
30,687
119,606

Adjustments for non-cash items







· depreciation

(363)
(389)
(386)




· other

(139)
36
18




Total Cash Cost of Outputs

26,621
28,499
31,212
31,548
30,326
119,260

Adjustments







Adjustment for cash balances

964
(5,312)
4,000
-
-
-

Purchase of Assets

372
375
375
300
300
300

Capital repayments

53
53
56
58
60
62

Other funding sources

278

(3,230)
(2,500)
(2,500)
(90,590)

Appropriation Provided to Fund Outputs

28,288
23,615
32,413
29,406
28,186
29,032

Administered Grants and Transfer Payments (b)

577
210
140
75
15
-

Consolidated Fund Recurrent Appropriations

28,865
23,825
32,553
29,481
28,201
29,032










1997-98

Actual

$'000 (a)
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

CAPITAL







Capital Investment







Asset replacement/maintenance

372
375
375
300
300
300

Asset expansion

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

Total value of investment

372
375
3,605
2,800
2,800
90,890

Adjustment for cash balances and other funding sources

(372)
(375)
(375)
(300)
(300)
(300)

Appropriation Provided to Fund Capital Investment

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

Administered Capital Grants and Transfer Payments (b)

3,000
2,000
2,000
2,000
2,000
2,000

Consolidated Fund Capital Appropriations (c)

3,000
2,000
5,230
4,500
4,500
92,590

Total Consolidated Fund Appropriations

31,865
25,825
37,783
33,981
32,701
121,622









(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, a representative of the accountable authority and the Chief Executive Officer.

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 WA 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.  Develop strong alliances with transport providers, regional tourism associations and other relevant organisations to promote the State as a desirable destination.


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

6,510
7,825
6,915


Less Operating Revenues (a)

648
453
488


Net Cost of Output

5,862
7,372
6,427


Adjustments for non-cash items

(47)
(65)
(66)


Cash Cost of Output

5,815
7,307
6,361








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

Output Measures (a)


1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Quantity




Number of interstate consumer awareness strategies

1
1
                                                                                                                                                                                                                                                          


Number of intrastate consumer awareness strategies

1
1
                                                                                                                                                                                                                                                          


Number of trade awareness strategies

1
1
                                                                                                                                                                                                                                                          


Number of Incremental Business Strategies

1
1
                                                                                                                                                                                                                                                          


Number of information enquiries serviced

*50,000
150,000
Implementation of information distribution system on Internet. *Estimated value for a new measure not previously recorded.

Number of regional tourism authority contracts managed

10
10


Number of advices provided to Government

100
100


Quality




Interstate Consumer Awareness - Perceived Knowledge: Percentage of people aware of WA as a holiday destination

*7%
7%
*Estimated value for a new measure not previously recorded.                                                                                                                                                                                                

Interstate Consumer Awareness - Propensity to Consider: Percentage of people with a preference to travel to Western Australia for 3 nights or more

26%
26%


Interstate Consumer Awareness - Level of advertising awareness of Western Australia as a holiday destination

10%
10%


Intrastate Consumer Awareness - Level of advertising awareness of WA as a holiday destination

26%
27%


Intrastate Consumer Awareness -  % of Western Australians preferring to travel within WA in the next 12 months

35%
36%


Trade Awareness - Knowledge levels of WA product

51%
60%
Cumulative effect of previous promotional activities.                                                                                                                                                                                                      

Trade Awareness - WATC's contribution to current knowledge levels  (rated significant or above)

74%
80%
Cumulative effect of previous promotional activities.                                                                                                                                                                                                      

Trade Awareness - Likelihood of recommending WA as a holiday destination compared to the previous 12 months

49%
50%
Cumulative effect of previous promotional activities.                                                                                                                                                                                                      


Visitor expenditure generated by tactical campaigns

$1.01m
$3.0m
More tactical promotional campaigns being implemented.                                                                                                                                                                                                     

Overall level of customer satisfaction of information accessed

*80%
80%
*Estimated value for a new measure not previously recorded.                                                                                                                                                                                                


1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Proportion of contract conditions met

100%
100%


Proportion of first drafts accepted

90%
90%


Timeliness




Delivered according to Operational Plan timeframes

100%
100%
                                                                                                                                                                                                                                                          


Proportion of advices provided within agreed timeframes

95%
95%
                                                                                                                                                                                                                                                          


Cost




Cost per interstate consumer awareness strategy

$1.642 Million
$1.432 Million
                                                                                                                                                                                                                                                          


Cost per intrastate consumer awareness strategy

$.547 Million 
$.477 Million
                                                                                                                                                                                                                                                          


Cost per trade awareness strategy

$1.6 Million
$1.346 Million
                                                                                                                                                                                                                                                          


Cost per incremental business strategy

$.674 Million
$.492 Million
Particular campaigns selected more cost efficient.                                                                                                                                                                                                         


Cost per service enquiry

*$30.30
$10.10
Cost efficiency of internet facility plus impact of development cost in 1998/99.

*Estimated cost for a new measure not previously recorded.                                                                                              


Average cost per contract managed

$.183 Million
$.164 Million
                                                                                                                                                                                                                                                          


Average cost per advice provided

$140
$140







Effectiveness

This output contributes to the desired outcome by increasing consumer and industry awareness of WA as a attractive destination in the domestic market.  The Commission will use three measures from an ongoing independent research survey to assess the impact of promotional strategies on the level of consumer awareness within Australia: (a) perceived knowledge of WA as a holiday destination; (b) propensity to consider WA as a holiday destination; and (c) level of advertising awareness of WA as a holiday destination (for Sydney and Melbourne markets only).

Similarly the level of domestic trade awareness is measured: (a) knowledge levels of WA as a holiday destination, (b) the Commission's contribution to those knowledge levels; and (c) propensity to recommend WA as a holiday destination.

The value of incremental tourism business generated provides a measure of the effectiveness of cooperative tactical campaigns.  Finally, the level of industry support and revenue generated for all national marketing activities is measured.





(a) The Full Time Equivalents (FTE's) employed in this output during 1998-99 was 25 and is estimated to be 25 for the 1999-2000 Budget.

MAJOR ACHIEVEMENTS FOR 1998-99

· The third phase of the WA Brand image campaign was implemented and supported by cooperative and tactical activity in the primary and secondary segments of the markets.

· Destinational and tourism product information distribution was made more effective with the implementation of an electronic distribution system which connects to the Internet.  As well as providing Internet users with a showcase of WA's major tourism destinations tourism product providers are able to display their information on the system on a user pay basis.

· Cooperative marketing campaigns such as the Winter Breaks resulted in significant incremental business being generated.

MAJOR INITIATIVES FOR 1999-2000

· Implementation of the fourth phase of the Brand WA advertisements featuring Elle McPherson in the markets of NSW, Victoria and Intrastate.  This is in line with the Commission's commitment to increase the consumer awareness of WA as a holiday destination.  This will be undertaken in conjunction with the Industry which will provide the 'product' that is advertised in conjunction with the Brand commercials.

· The commencement of the second and third phases of the Electronic Distribution Strategy which will be the development of a consumer database for customised marketing activity and an e-commerce platform for on-line booking.  By September 1999, $US14 billion worth of leisure tourism business will be transacted worldwide.  WA needs to ensure its industry is in a position to benefit from this trend.

· The Commission will implement a comprehensive marketing strategy in the national market to promote the new Western Australian website.  The strategy will target both consumers and trade in both on-line and off-line format.  The new website will also be used to capture information from visitors to the site that will be used for customised marketing purposes.  Reference to the website will be made in all Commission campaign activity.

· The Harvey World International Conference is being held at Burswood in November 1999.  This will present an opportunity to showcase Western Australia to approximately one thousand national and international travel agents.

· Winter Breaks will continue to be a key program in the intrastate market as a means of encouraging visitation during low and shoulder periods.

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

Output 2: Tourism Information Distribution and Retail Booking Service

Output Description: 

The Commission operates a Western Australian Tourist Centre in Perth to enable domestic and international visitors to obtain tourist information on Western Australia and to generate incremental business by providing a retail booking service for  accommodation and other tourist services.  Provides destinational and product information  to the retail travel trade and potential visitors to Western Australia.


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

2,980
2,958
3,084


Less Operating Revenues (a)

860
1,022
1,022


Net Cost of Output

2,120
1,936
2,062


Adjustments for non-cash items

(123)
(83)
(93)


Cash Cost of Output

1,997
1,853
1,969








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

Output Measures (b)


1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Quantity




Number of Enquiries Serviced - Walk-ins

320,000
320,000


Number of Enquiries Serviced - Telephone

185,000
185,000


Number of passengers booked

31,000
31,000


Quality




Overall customer satisfaction with level of service: Walk-ins and Telephone sales

80%
80%
                                                                                                                                                                                                                                                          


Overall level of customer satisfaction

80%
80%


Timeliness




Customer satisfaction with timeliness

80%
80%


Cost




Cost per Enquiry - Walk-in

$2.31
$2.41


Cost per Enquiry - Telesale

$4.00
$4.17


Cost per passenger

$47.71
$49.74







Effectiveness

This output contributes to the desired outcome by providing promotional and tourism product information to visitors, potential visitors and the trade about WA to encourage travel to and within the State.  There are two measures of effectiveness.  Firstly, an independent research survey is conducted each year to determine the level of customer satisfaction with the destinational information and product information provided.  Secondly, the value of incremental tourism business generated by the booking service is measured.



(b) The Full Time Equivalents(FTE's) employed in this output during 1998-99 was 34 and is estimated to be 34 for the 1999-2000 Budget.

MAJOR ACHIEVEMENTS FOR 1998-99

· The Centre implemented and expanded an electronic mail information and booking service for customers.

· Implementation of an incoming telephone call manager to stream incoming calls to improve efficiency and responsiveness to callers.

· A finalist in Australian Federation of Travel Agents Tourism Awards for "Best Tourism Office" Category.

· Winner of a Western Australian Tourism Award for general tourism services.

MAJOR INITIATIVES FOR 1999-2000

· The provision of a foreign exchange service for customers which will encourage additional business from overseas customers.

· A significant increase in tourism product bookings through electronic mediums thereby reducing telephone costs to the Centre and improving response times to telephone callers.

· Implementation of the recommendations of a PricewaterhouseCoopers Report aimed at improving the operational efficiency of the Centre.

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 distribution 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.


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

7,741
8,468
8,683


Less Operating Revenues (a)

1,231
1,251
1,353


Net Cost of Output

6,510
7,217
7,330


Adjustments for non-cash items

(108)
(73)
(79)


Cash Cost of Output

6,402
7,144
7,251








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

Output Measures (a)


1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Quantity




Number of consumer awareness strategies

1
1


Number of trade awareness strategies

1
1


Number of incremental business strategies

1
1


Number of trade information enquiries serviced

*10,000
14,000
*Estimated value for a new measure not previously recorded.

Number of pages in wholesaler brochures (millions of pages)

48.5m
53.1m
                                                                                                                                                                                                                                                          


Number of increased air transport seats into Western Australia targeted

N/A
11,000
Improved influence on airline companies and airport operators.

Number of markets reviewed against criteria

20
20


Number of educational seminars conducted

4
4


Number of advices provided to Government

30
30


Quality




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

S'pore 11%,UK 3%
S'pore 11%,UK 3%
                                                                                                                                                                                                                                                          


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

S'pore 25%,UK 27%
S'pore 25%,UK 27%
                                                                                                                                                                                                                                                          


Knowledge level of WA tourism products (using the rating of 8/10 and above)

65%
65%
                                                                                                                                                                                                                                                          


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

63%
63%
                                                                                                                                                                                                                                                          


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

68%
68%
                                                                                                                                                                                                                                                          


The extent to which visitor expenditure is generated by incremental tourism activities

$7m
$8.99m
                                                                                                                                                                                                                                                          


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

80%
80%
                                                                                                                                                                                                                                                          


Proportion of targeted air transport seats into Western Australia obtained

N/A
100%
                                                                                                                                                                                                                                                          


Accuracy of reviews

100%
100%
                                                                                                                                                                                                                                                          


Participation satisfaction with educational seminars conducted

80%
80%
                                                                                                                                                                                                                                                          


Proportion of first drafts accepted

90%
90%
                                                                                                                                                                                                                                                          


Timeliness




Delivered according to Operational Plan timeframe

100%
100%
                                                                                                                                                                                                                                                          


Meetings held as per Operational Plan timelines

100%
100%
                                                                                                                                                                                                                                                          


Proportion of advices provided within agreed timeframes

95%
95%
                                                                                                                                                                                                                                                          








1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Cost




Cost per consumer awareness strategy

$3.691 Million
$3.364 Million
Element of cooperative revenue processed through the ATC in 1999-2000. 

Cost per trade awareness strategy

$2.08 Million
$2.602 Million
Additional expenditure on major Trade   Shows hosted in Perth.

Cost per incremental business strategy

$1.745 Million
$1.828 Million
Increased scope of  campaigns with   increased industry support.                                                                                                                                                                                           


Cost per information enquiry service

*$44.36
$29.11
*Estimated value for a new measure not previously recorded.

Cost per million pages in wholesaler programs

$9,145
$7,674


Cost per seat targeted

*N/A
$0.82
*New measure. Previous results cannot be estimated.                                                                                                                                                                                                        


Cost per market review

$734
$726


Cost per educational seminar conducted

$11,003
$10,887


Average cost per advice provided

$176
$200







Effectiveness

This output contributes to the desired outcome by increasing consumer and tourism industry awareness of WA as an attractive destination in the international market.  The Commission uses two measures in three international core markets to assess the impact of promotional strategies on the level of consumer awareness: (a) perceived knowledge of WA as a holiday destination; and (b) propensity to consider WA as a holiday destination.

Similarly the level of domestic and international trade awareness is measured: a) knowledge levels of WA as a holiday destination; (b) the Commission's contribution to those knowledge levels; and (c) propensity to recommend WA as a holiday destination.

The value of incremental tourism business generated provides a measure of the effectiveness of cooperative tactical campaigns.  Finally, the level of industry support and revenue generated for all national marketing activities is measured.





(a) The Full Time Equivalents(FTE's) employed in this output during 1998-99 was 30 and is estimated to be 30 for the 1999-2000 Budget.

MAJOR ACHIEVEMENTS FOR 1998-99

· In the Japanese market, the Commission was successful in convincing the Australian Tourist Commission (ATC) to feature Western Australia as a key destination in its "A Heartwarming Experience, Australia Time" campaign.  This was a significant achievement for the State and was the first time that Western Australia had been featured in television commercials in Australia's largest market.  First phase of the $5.16 million campaign, featuring television and print, was run in Tokyo and Osaka during April and will continue in May and June.

· The second phase of this highly successful campaign, featuring Elle McPherson, was launched in London on March 1, 1999.  In partnership with the Australian Tourism Commission and Australian tour specialist, Austravel, this campaign comprised television, print and extensive PR.  The campaign continues to generate enormous interest in Western Australia in the State's major international market.

· The Commission maintained a high profile in South East Asia, particularly Singapore, through a strategy of comprehensive campaigns that had Western Australia featured in television, print and major consumer travel shows from August 1998 through to May 1999.  The campaigns continued to position the destination of choice for Singaporeans looking for a short break holiday.

MAJOR INITIATIVES FOR 1999-2000

· Marketing of the Commission's Electronic Distribution system in core and future international markets.

· Host the Travel Australia Business Show (TABS) in October 1999.  This is the premier forum for Australian sellers to meet with Asian tour wholesalers and retail travel operators.

· Continue the joint Australian Tourism Commission destination campaign featuring Western Australia in Tokyo and Osaka television (October 1999 to March 2000).

· Implement third phase of Brand WA campaign in the United Kingdom planned for September 1999.

· Work with airlines to develop additional direct international air services from 'high priority' regions into the State.  Routes identified include Japan, Singapore, Malaysia, Taiwan, China and the Middle East.

· Work with SOCOG and the Australian Tourism Commission to position Western Australia as the "Western Gateway to the Sydney 2000 Olympics".

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 industry 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.


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

12,473
9,460
10,270


Less Operating Revenues (a)

5,340
3,100
3,480


Net Cost of Output

7,133
6,360
6,790


Adjustments for non-cash items

(90)
(61)
(62)


Cash Cost of Output

7,043
6,299
6,728








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

Output Measures (a)


1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Quantity




Number of bids submitted for events:

 - One Off

4
2


 - Regular

4
3


Number of Consumer Awareness Strategies (c)
1
1


Number of strategies for incremental business through hosted events

1
1
                                                                                                                                                                                                                                                          


Number of event products developed

21
27
Increasing support from industry for proposed event products. 

Number of advices provided to Government

100
100


Quality




Estimated economic impact of successful  bids for events -    One Off,  Regular

$34m
$33m
Bids for higher yield events.                                                                                                                                                                                                                              

Value ($) of television media coverage in selected tourism markets  for events hosted

*$2m
$2m
*Estimated value for new  measure not previously recorded.                                                                                                                                                                                                 

The value of economic impact generated by incremental tourism activity ie events hosted

$21.8m
$35m
Increased economic impact from events.                                                                                                                                                                                                                     

Value of visitor expenditure generated by event products

$2m
$300,000
Unique one off event, Australia South Africa rugby test in 98/99 produced an unusually high impact.                                                                                                                                                        

Proportion of first draft advices to Government accepted

90%
90%


Timeliness




Bids made in accordance with Operational Plan timelines.

100%
100%
                                                                                                                                                                                                                                                          


Proportion of consumer awareness strategies implemented in conjunction with events hosted

100%
100%
                                                                                                                                                                                                                                                          


The proportion of events held on time

100%
100%


Proportion of event product developed on time

100%
100%


Proportion of advise provided in agreed timeframes

95%
95%
                                                                                                                                                                                                                                                          


Cost




Cost per bid submitted (one off and regular events)

*$92,297
$132,129
*Estimated value for new measure not previously recorded.  Wide variations in the cost of bids can occur depending on the   nature of each event                                                                                                          

Cost per consumer awareness strategy for events hosted

$114,745
$110,672
                                                                                                                                                                                                                                                          


Cost per incremental business strategy (equates to the number of events hosted)

$7.916 Million
$8.831 Million
                                                                                                                                                                                                                                                          


Cost per event product developed

$10,196
$7,711
Increase in industry support has led to  reduced cost per output 

Cost per advice provided

$172
$165









Effectiveness

The hosting of events provides the opportunity to promote WA as an attractive destination as well as generating incremental economic impact for the State.  All events can be regarded as incremental tourism business.  Therefore the  main measures of effectiveness are 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.

The value of the media exposure leveraged from those hosted events is measured as it relates to the promotional element of the output. Finally the level of industry support and revenue generated is measured as another element of effectiveness.



(b) The Full Time Equivalents(FTE's) employed in this output during 1998-99 was 23 and is estimated to be 23 for the 1999-2000 Budget.

(c) Number of events hosted in 1998-99 and targeted for hosting in 1999-2000 is 5 of varying cost.

MAJOR ACHIEVEMENTS FOR 1998-99

· EventsCorp won five major event bids and secured the Hyundai Hopman Cup for a further three years (estimated $3m in economic impact). The most notable of these events was the ITU Triathlon World Championship which is estimated to attract $14 million in economic impact. Other events include the Rugby Union Test  between Australia and Ireland ($0.5m), the Australian University Games ($2.9m), the Pan Pacific Masters Swimming Championships ($2m) and  the Margaret River Masters ($0.5m). The total estimated amount of economic impact represented by the one-off events plus the successful bid for a further three years of the Hyundai Hopman Cup is $22.9m.

MAJOR INITIATIVES FOR 1999-2000

· The Best on Earth in Perth campaign will be in its third successive year in 1999-2000 and will feature a record fourteen international events, guaranteeing that Western Australia is seen by the rest of the world and the country as a destination which is lively and providing an exciting holiday opportunity.  The Best on Earth in Perth reinforces Brand WA's cohesive branding of Western Australia while at the same time adding economic value to tourism in Western Australia through the creation and promotion of event packages designed to stimulate the local tourism  industry.

· Further initiatives in 1999/2000 focus on researching the benefits of event tourism. WATC, together with Edith Cowan University, have won a Federal Government grant to develop a methodology for measuring economic impact to be used as a national model in the future.

· The international media impact of specific events will be measured for the first time in order to value the image building facet of event tourism. As traditional media costs continue to increase, this is becoming increasingly important.  The ultimate aim is to measure the contribution to consumer awareness of WA as a destination from event media exposure.

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

Output 5: Convention and Incentive Travel

Output Description: 

To identify and attract to Western Australia national and international conventions, exhibitions, corporate meetings and incentive travel groups which generate incremental visitor expenditure.  Directly bid or assist local organisations to bid for such events.  Monitor the conduct of secured bids and measure the actual visitor expenditure generated from previously secured bids.  Work with meeting planners and the local tourist industry to boost delegate numbers for secured conferences and increase pre and post conference touring activities.


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

1,368
1,069
1,041


Less Operating Revenues (a)

89
-
-


Net Cost of Output

1,279
1,069
1,041


Adjustments for non-cash items

(33)
(2)
(2)


Cash Cost of Output

1,246
1,067
1,039








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

Output Measures (b)


1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Quantity




Number of bids for conventions

43                                                
46                                                


Number of bids for incentive travel groups

30                                                
30                                                


Number of incremental tourism activities ie conventions hosted to generate incremental tourism

30                                                
33                                                
                                                                                                                                                                                                                                                          


Number of incremental tourism activities ie incentive travel groups hosted to generate incremental tourism

20                                                
20                                                
                                                                                                                                                                                                                                                          


Number of advices provided to Government

15                                                
15                                                


Quality




Projected visitor expenditure from successful bids for conventions

$41m                                              
$50.53m                                           
                                                                                                                                                                                                                                                          


Projected visitor expenditure from successful bids for incentive travel

$16.2m                                            
$21.56m                                           
                                                                                                                                                                                                                                                          


Actual visitor expenditure from incremental tourism activities ie conventions held

*$15m                                             
$17.33m                                           
*Estimated value for new measure not previously recorded.                                                                                                                                                                                                  


Actual visitor expenditure from incremental tourism activities ie incentive groups

*$13m                                             
$17m                                              
*Estimated value for new measure not previously recorded.                                                                                                                                                                                                  

Proportion of first drafts accepted

90%                                               
90%                                               



1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Timeliness




Bids for conventions made according to operational plan timeframes

100%                                              
100%                                              
                                                                                                                                                                                                                                                          


Bids for incentive travel groups made according to operational plan timeframes

100%                                              
100%                                              
                                                                                                                                                                                                                                                          


Proportion of conventions held as planned

100%                                              
100%                                              
                                                                                                                                                                                                                                                          


Proportion of incentive groups conducted as planned

100%                                              
100%                                              
                                                                                                                                                                                                                                                          


Proportion of advices provided within agreed timeframes

95%                                               
95%                                               
                                                                                                                                                                                                                                                          


Cost




Cost per convention bid

$16,815                                           
$15,381                                           


Cost per incentive travel bid

$10,329                                           
$10,108                                           


Cost per incremental tourism activity ie convention held

$799                                              
$603                                              
                                                                                                                                                                                                                                                          


Cost per incremental tourism activity ie  incentive group held

$513                                              
$426                                              
                                                                                                                                                                                                                                                          


Average cost per advice provided

$124                                              
$155                                              







Effectiveness

All additional conventions, exhibitions, corporate meetings and incentive travel groups conducted in WA can be regarded as incremental tourism business for the State.  The main measures of effectiveness are:

The extent to which visitor expenditure is generated from incremental tourism initiatives.  This measure is based on an estimated value of visitor expenditure during the year, resulting from conventions and incentives held this year.

The extent to which bids were successful for conventions and incentive travel.  This measure is based on the estimated value of visitor expenditure expected from successful bids during the year.





(b) The Full Time Equivalents(FTE's) employed in this output during 1998-99 was 1 and is estimated to be 1 for the 1999-2000 Budget.

MAJOR ACHIEVEMENTS FOR 1998-99

· In October 1998, the Western Australian Tourism Commission entered into an agreement with the Perth Convention Bureau to provide convention and incentive marketing and promotional services for the next five years.

· The Government's decision in April 1998 to contribute up to $100 million towards the development of a dedicated convention and exhibition centre has provided a major boost for the meetings industry.  In the wake of the announcement, the Partnership with the Perth Convention Bureau has facilitated industry input and feedback about the proposed centre,  and also provided the opportunity for consultation.

· The creation of a 'Dream Team' of Honorary Ambassadors to sell WA as a convention destination in 2001 has been a key marketing initiative in 1998-99.  Involving leading Perth identities from the corporate, education and cultural and sporting communities, the campaign aims to generate more than $3 million worth of incremental meeting and incentive travel business for the State.

· The United Kingdom, European and South African markets have provided a major focus for marketing activities in the wake of the economic crisis in South East Asia.  The strong interest among buyers to participate in thirteen site inspection programs is an encouraging sign of future growth from these markets.

MAJOR INITIATIVES FOR 1999-2000

· The 2001 'Dream Team' campaign will provide the launch pad for a major co-operative promotion with key industry members to generate corporate meeting business from the Sydney and Melbourne markets.  The promotion will be based on a 'team Western Australia' theme incorporating both the 'Dream Team' ambassadors and members of the Perth Convention Bureau.

· Allied to this activity will be a local host advertising campaign designed to motivate WA-based associations to bid for their national and international conferences.

· With the groundwork having been laid the previous year, the Bureau will be developing E-commerce activities to generate international convention bidding leads.

· The Commission will, via the Bureau, also be participating in a range of 'Team Australia' activities to achieve economies of scale in the International marketplace.  Members of 'Team Australia' include other Australian bureau, Qantas and the Australian Tourist Commission.

· Ongoing marketing activities include undertaking a sales mission to South East Asia as well as coordinating a WA stand at AIME, Australia's premier MICE trade show.

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

Output 6: Strategic Market Intelligence

Output Description: 

Deliver the latest available domestic and international tourism information to meet WATC and industry needs.  Interpret and communicate a standard level of market intelligence to the WA tourism industry free of charge.  Provide a cost recovery consultancy and strategic market research service to the industry on market intelligence and general tourism information.


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

870
892
815


Less Operating Revenues (a)

19
5
2


Net Cost of Output

851
887
813


Adjustments for non-cash items

(24)
(16)
(14)


Cash Cost of Output

827
871
799


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

Output Measures (b)


1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Quantity




Number of data tables available to industry and updated quarterly.

180
180
                                                                                                                                                                                                                                                          


Number of Industry Education Seminars delivered.

2
4
                                                                                                                                                                                                                                                          


Number of consultancy requests serviced.

3000
3000


Quality




Level of industry satisfaction with information provided.

70%
70%
                                                                                                                                                                                                                                                          


Level of satisfaction with industry education services provided.

80%
80%
                                                                                                                                                                                                                                                          


Level of satisfaction with consultancy services provided.

85%
85%
                                                                                                                                                                                                                                                          


Timeliness




Services delivered according to Operational Plan timeframes.

100%
100%
                                                                                                                                                                                                                                                          


Satisfaction with timeliness of consultancy services provided

85%
85%
                                                                                                                                                                                                                                                          


Cost




Cost per data table.

$2,879
$2,457


Cost per industry education program

$37,358
$18,659


Cost per consultancy request

$99.62
$99.51


Effectiveness

The comprehensive research and strategic information provided to the tourism industry enables comparison of industry performance across the State and regional tourism zones.  An independent survey is undertaken each year to assess the industry satisfaction with service provided.

(b) The Full Time Equivalents (FTE's) employed in this output during 1998-99 was 5 and is estimated to be 5 for the 1999-2000 Budget.

MAJOR ACHIEVEMENTS FOR 1998-99

· The Commission developed and provided strategic market information for the Western Australian tourism industry by:

· undertaking jointly funded market research programs with the Bureau of Tourism Research;

· analysing and interpreting research information generated through the Commission and Bureau of Tourism Research and other providers;

· developing and implementing strategic market research methodologies in association with academia and industry;

· producing a range of publications to provide strategic market information to the industry;

· creating effective opportunities for industry education; and

· providing consultancy services to the industry for tourism research information.

MAJOR INITIATIVES FOR 1999-2000

· Deliver reliable domestic and international tourism information to meet Commission and Industry needs.  Priority projects include:

· Bureau of Tourism Research; and

· Modelling IVS/MVS to develop state and regional composite data.

· Further develop closer relationships with universities offering tourism courses and providing tourism research to ensure that outputs meet the Australian Tourism Commission's need in the marketplace.  These partnerships are important to extend limited research dollars to get implemental research programs into the marketplace.

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

Output 7: Tourism Planning and Infrastructure

Output Description: 

Develop strategy and provide planning advice on identified tourism issues.  Identify new infrastructure requirements for the tourism industry and ensure their development


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

256
684
4,000
Funding for the dedicated Convention and Exhibition Centre.

Less Operating Revenues (a)

12
5
-


Net Cost of Output

244
679
4,000


Adjustments for non-cash items

(9)
(6)
(14)


Cash Cost of Output

235
673
3,986








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

Output Measures (b)


1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Quantity




Number of reports and submissions commented on.

40
40
                                                                                                                                                                                                                                                          


Number of infrastructure projects analysed on.

6
6


Number of policy advices provided to Government.

10
10
                                                                                                                                                                                                                                                          


Quality




Level of industry  satisfaction with advice provided

80%
80%
                                                                                                                                                                                                                                                          


Number of infrastructure projects completed

0
1
Projects happen over a number of years.                                                                                                                                                                                                            

Proportion of first drafts accepted

90%
90%


Timeliness




Percentage of reports and submissions completed within agreed timeframe

100%
100%
                                                                                                                                                                                                                                                          


Proportion of infrastructure sites implemented or produced within agreed timeframe.

100%
100%
                                                                                                                                                                                                                                                          


Proportion of policy advices provided on time

95%
95%


Cost




Cost per comment / report provided.

*$3.128
$2.211
*Estimated value for new measure not previously recorded.                                                                                                                                                                                                

Cost per infrastructure site developed to implementation or approval stage.

*$93,001
$651,702
More complex sites in 1999/2000 require additional resources.   *Estimated value for new measure not previously recorded.


Cost per policy advice provided.

$125
$160












Effectiveness

The output provides strategy and planning advice on identified tourism issues and identifies infrastructure development opportunities throughout the State for the public and private sectors to enhance the tourist industry.  The number of tourism related infrastructure sites progressed to "approval" and "implementation" stage provides a measure of effectiveness.  In addition, an independent survey is undertaken each year to assess the level of industry satisfaction with services provided.



(b) The Full Time Equivalents(FTE's) employed in this output during 1998-99 was 5 and is estimated to be 5 for the 
1999-2000 Budget.

MAJOR ACHIEVEMENTS FOR 1998-99

· Established a task force and commenced work on the Barrack Square Redevelopment Project to revitalise the Barrack Square precinct and reconnect that part of the Swan River foreshore with the City of Perth.

· A task force commenced procurement of the Perth Convention and Exhibition Centre to provide Perth with the ability to host conventions of up to 2,500 delegates and make Perth competitive with other mainland capital cities in the meetings sector.  Responsibility for managing funds allocated to this project was transferred to the Commission with effect from 1999-2000.

· Completed the identification of an alternative site for the relocation of Broome International Airport so that the town of Broome is able to expand towards Cable Beach .

· Commenced the process of developing a National standard for tourism signage.

MAJOR INITIATIVES FOR 1999-2000

· Commence the review of the Western Australian Tourism Development Strategy.

· Commence development of accommodation on the west coast of the North West Cape and in the Karijini National Park.

· Commence the process to develop additional three to four star accommodation in Kununurra.

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

Output 8: Tourism Product and Industry Development

Output Description: 

Provide mechanisms which will improve industry professionalism and quality of product in WA.  Develop new products in cooperation with industry which meet market demands.


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
Reason for Significant Variation

Total Cost of Output

3,196
3,339
3,124


Less Operating Revenues (a)

72
7
7


Net Cost of Output

3,124
3,332
3,117


Adjustments for non-cash items

(68)
(46)
(38)


Cash Cost of Output

3,056
3,286
3,079








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

Output Measures (b)


1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Quantity




Number of product development consultancy requests processed

13,500
13,500
                                                                                                                                                                                                                                                          


Number of new tourism products and  projects developed

25
25
                                                                                                                                                                                                                                                          


Number of operators registered for the National Tourism Industry Accreditation Scheme

500
750
                                                                                                                                                                                                                                                          


Number of "value of tourism" presentations

28
28


Number of advices provided to Government

250
250


Quality




Overall  level of customer satisfaction with the consultancy service provided

80%
80%
                                                                                                                                                                                                                                                          


Total value of tourism products and projects approved

$8m
$8m
                                                                                                                                                                                                                                                          


Number of operators accredited under the National Tourism Industry Accreditation Scheme

150
300


Overall level of satisfaction by attendees to "value of tourism" presentations

80%
80%
                                                                                                                                                                                                                                                          


Proportion of first drafts accepted

90%
90%


Timeliness




Services delivered according to Operational Plan timeframes

100%
100%
                                                                                                                                                                                                                                                          


Services delivered according to Operational Plan timeframes

100%
100%
                                                                                                                                                                                                                                                          


Services delivered according to Operational Plan timeframes

100%
100%
                                                                                                                                                                                                                                                          


Proportion of advices provided within agreed timeframes

95%
95%
                                                                                                                                                                                                                                                          



1998-99

Estimated
1999-00

Target
Reason for Significant Variation between 1998-99 Estimated and 1999-00 Target

Cost




Cost per consultancy service processed

$83
$94


Cost per tourism product and project funded

$72,975
$56,950


Cost per registered operator

$635
$462
Economies of scale achieved because more operators became registered with the scheme.                                                                                                                                                                     

Cost per value of tourism presentation

$1,260
$1,376


Cost per advice provided

$157
$173







Effectiveness

The projects, grants and advice provided are aimed at enhancing the tourist industry product base.  The effectiveness of this is measured in two ways: (a) A survey is undertaken each year to assess the level of industry satisfaction with the service provided; and (b) The number of new products/projects developed in Western Australia.  Effectiveness is also measured by the number of Western Australian Tourism Operators registered and accredited to the National Tourism Accreditation Program which is based on quality assurance principles.



(b) The Full Time Equivalents (FTE's) employed in this output during 1998-99 was 18 and is estimated to be 18 for the 1999-2000 Budget.

MAJOR ACHIEVEMENTS FOR 1998-99

· In respect to mechanisms for industry professionalism, the Western Australian model for quality assurance accreditation for the tourism industry was broadly accepted as the national model placing the Western Australian tourism industry in a good position.

· Inauguration of the "Golden Guide Award" in association with CALM and FACET (Forum Advocating Cultural and EcoTourism) as another industry professionalism mechanism.

· Production of a "Dive WA" video to promote dive tourism  product in Western Australia following the sinking of the former RAN vessel the HMAS Swan.

· Development of "Nature's Pathways" concept in the Mid West region.

· Development, in conjunction with the Department of Conservation and Land Management, of a comprehensive Tour Operators' Manual for the Kimberley region.  This benchmark will be applied to other regions.

· A public seminar on the use of strata titling as a financing technique was held to promote the commercial opportunities and legal obligations for this form of investment in the tourism industry.  The seminar was very well received and a further seminar will be held in the coming year.

· Commenced the development of a National Wine Tourism Strategy through a national taskforce.

· Twenty seven projects were approved for funding from the Tourism Development Fund.  The total value of the projects jointly funded was in excess of $8 million.

MAJOR INITIATIVES FOR 1999-2000

· The finalisation of the Nature Based Tourism Strategy will provide opportunities to exploit the worldwide interest in nature based travel.  Specific outcomes include:

· Development, in partnership with CALM, of a "Nature-Based Tourism" website for dissemination of interpretive information to operators which will provide quality improvement to current standards of service delivery;

· Development of Ibis Aerial Highway product, commencing with improved packaging and distribution of existing product, then improvements in ground operations, in particular the development of "safari" camps;

· Production of an "eco guide" to Western Australia in conjunction with the Department of Conservation and Land Management; and 

· Develop tourism product plans which will detail the tourism products and infrastructure which meet market needs, for each region of the State.

FINANCIAL STATEMENTS

OPERATING STATEMENT

(Controlled)


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

COST OF SERVICES







Operating expenses







Salaries and allowances (a)

6,992
7,343
7,600
7,866
8,141
8,426

Superannuation

635
514
540
567
595
625

Services and Contracts

6,170
5,862
9,023
5,755
5,857
5,964

Advertising and promotion

7,168
9,908
9,740
9,645
9,867
10,100

Depreciation

363
389
386
361
361
346

State taxes

392
370
300
300
300
300

Interest

133
134
127
120
107
98

Grants, subsidies and transfer payments (b)

2,801
1,000
1,000
4,500
2,500
90,590

Event Operations

10,640
9,310
9,152
9,063
9,271
9,490

Other

196
65
64
63
65
66

TOTAL COST OF SERVICES

35,490
34,895
37,932
38,240
37,064
126,005

Operating revenues







User charges and fees (c)

735
790
870
890
910
930

Interest

289
224
220
217
216
215

Net profit on disposal of non-current assets

2
-
-
-
-
-

Other

7,341
5,029
5,262
5,248
5,251
5,254

Total Operating Revenues

8,367
6,043
6,352
6,355
6,377
6,399

NET COST OF SERVICES

27,123
28,852
31,580
31,885
30,687
119,606

REVENUE FROM GOVERNMENT







Appropriations

28,288
27,615
31,643
31,906
30,686
119,622

TOTAL REVENUES FROM GOVERNMENT

28,288
27,615
31,643
31,906
30,686
119,622

CHANGE IN EQUITY RESULTING FROM OPERATIONS

1,165
(1,237)
63
21
(1)
16

CHANGE IN EQUITY AFTER ABNORMAL ITEMS

1,165
(1,237)
63
21
(1)
16









(a) The Full Time Equivalents (FTE's) for 1998-1999 Estimated Actual and 1999-2000 Estimate are 136 and 136 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)


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

CURRENT ASSETS







Cash resources

5,086
79
279
278
278
278

Investments

305
-
3,800
3,800
3,800
3,800

Accounts receivable

705
4,686
686
686
686
686

Prepayments

81
120
124
129
134
134

Total current assets

6,177
4,885
4,889
4,893
4,898
4,898

NON-CURRENT ASSETS







Land and buildings

644
644
644
644
644
644

Plant, equipment and vehicles

493
598
607
561
520
474

Other non-current assets

174
55
35
20
-
-

Total non-current assets

1,311
1,297
1,286
1,225
1,164
1,118

TOTAL ASSETS

7,488
6,182
6,175
6,118
6,062
6,016

CURRENT LIABILITIES







Employee entitlements

952
925
875
825
825
825

Accrued salaries

-
113
117
121
125
130

Accounts payable

1,872
2,243
2,275
2,302
2,303
2,298

Borrowings from WA Treasury Corporation

55
53
56
58
60
62

Other liabilities

118
-
-
-
-
-

Total current liabilities

2,997
3,334
3,323
3,306
3,313
3,315

NON-CURRENT LIABILITIES







Employee entitlements

1,964
1,610
1,610
1,610
1,610
1,610

Borrowings from WA Treasury Corporation

1,198
1,146
1,087
1,026
964
900

Total non-current liabilities

3,162
2,756
2,697
2,636
2,574
2,510

TOTAL LIABILITIES

6,159
6,090
6,020
5,942
5,887
5,825

EQUITY







Accumulated surplus/(deficit)

685
(552)
(489)
(468)
(469)
(453)

Asset revaluation reserve

644
644
644
644
644
644

Total equity

1,329
92
155
176
175
191

TOTAL LIABILITIES AND EQUITY

7,488
6,182
6,175
6,118
6,062
6,016









STATEMENT OF CASHFLOWS (a)

(Controlled)


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

CASHFLOWS FROM GOVERNMENT







Recurrent appropriations

28,288
23,615
32,413
29,406
28,186
29,032

Capital appropriations

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

Net cash provided by government

28,288
23,615
35,643
31,906
30,686
119,622

CASHFLOWS FROM OPERATING ACTIVITIES







Payments







Salaries and related costs

(7,344)
(7,601)
(7,867)
(8,142)
(8,427)
(8,722)

Services and contracts

(4,636)
(4,458)
(4,919)
(4,486)
(4,302)
(4,566)

State taxes

(358)
(320)
(300)
(300)
(300)
(300)

Interest

(142)
(134)
(127)
(120)
(107)
(98)

Advertising and promotion

(10,236)
(9,898)
(10,845)
(9,866)
(9,450)
(10,046)

Grants, subsidies and transfer payments

(1,566)
(1,100)
(1,200)
(3,600)
(3,299)
(90,590)

Event Operations

(9,618)
(9,300)
(10,190)
(9,271)
(8,879)
(9,439)

Other

(67)
(65)
(71)
(65)
(62)
(66)

Receipts







User charges and fees

685
740
820
840
860
880

Interest

281
224
220
217
216
215

Other

6,380
3,413
3,267
3,245
3,424
3,472

Net cash from operating activities

(26,621)
(28,499)
(31,212)
(31,548)
(30,326)
(119,260)

CASHFLOWS FROM INVESTING ACTIVITIES







Purchase of non-current assets

(372)
(375)
(375)
(300)
(300)
(300)

Other payments for investing activities

(325)
-
-
-
-
-

Receipts from the sale of non-current assets

12
-
-
-
-
-

Other receipts from investing activities

35
-
-
-
-
-

Net cash from investing activities

(650)
(375)
(375)
(300)
(300)
(300)

CASHFLOWS FROM FINANCING ACTIVITIES







Repayment of borrowings

(53)
(53)
(56)
(58)
(60)
(62)

Net cash from financing activities

(53)
(53)
(56)
(58)
(60)
(62)

NET INCREASE(DECREASE) IN CASH HELD

964
(5,312)
4,000
-
-
-

Cash at the beginning of the reporting period

4,427
5,391
79
4,079
4,079
4,079

Cash at the end of the reporting period

5,391
79
4,079
4,079
4,079
4,079









 (a) NOTE TO THE CONTROLLED CASH FLOW STATEMENT

Reconciliation of Operating Result to Overall Change in Cash Holdings


1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

Change in Equity Resulting from Operations
(1,237)
63
21
(1)
16

Adjustment for non-cash items:






Depreciation

389
386
361
361
346

Increase/(decrease) in salaries and related costs

(268)
(46)
(46)
4
5

(Increase)/decrease in accounts receivable

(3,981)
4,000
-
-
-

Increase/(decrease) in accounts payable

371
32
27
1
(5)

(Increase)/decrease in prepayments

(39)
(4)
(5)
(5)
-

Net Cash from Operating Activities and Government

(4,765)
4,431
358
360
362

Cashflows for Financing and Investment Activities:






Repayment of borrowings

(53)
(56)
(58)
(60)
(62)

Payment for purchase of assets

(375)
(375)
(300)
(300)
(300)

Net increase/(decrease) in cash held

(5,193)
4,000
-
-
-








OPERATING STATEMENT

(Administered expenses and revenues)


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

EXPENSES







Grants, subsidies and transfer payments

3,577
2,210
2,140
2,075
2,015
2,000

TOTAL ADMINISTERED EXPENSES (a)

3,577
2,210
2,140
2,075
2,015
2,000

REVENUES







Appropriations

3,577
2,210
2,140
2,075
2,015
2,000

TOTAL ADMINISTERED REVENUES

3,577
2,210
2,140
2,075
2,015
2,000









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

STATEMENT OF CASHFLOWS

(Administered transactions)


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

CASH OUTFLOWS FROM ADMINISTERED TRANSACTIONS







Operating Activities







Grants, Subsidies and Transfer Payments

(3,577)
(2,210)
(2,140)
(2,075)
(2,015)
(2,000)

TOTAL ADMINISTERED CASH OUTFLOWS

(3,577)
(2,210)
(2,140)
(2,075)
(2,015)
(2,000)

CASH INFLOWS FROM ADMINISTERED TRANSACTIONS







Operating Activities







Receipts from Appropriations

3,577
2,210
2,140
2,075
2,015
2,000

TOTAL ADMINISTERED CASH INFLOWS

3,577
2,210
2,140
2,075
2,015
2,000

NET CASH INFLOWS/(OUTFLOWS) FROM ADMINISTERED TRANSACTIONS

-
-
-
-
-
-









DETAILS OF CONTROLLED GRANTS, SUBSIDIES AND TRANSFER PAYMENTS


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000









Tourist Development Fund

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

Perth Convention Centre Development

-
-
-
2,500
2,500
90,590

TOTAL
1,000
1,000
1,000
4,500
2,500
90,590









DETAILS OF THE ADMINISTERED TRANSACTIONS EXPENDITURE


1997-98

Actual

$'000
1998-99

Estimated

Actual

$'000
1999-00

Budget

Estimate

$'000
2000-01

Forward

Estimate

$'000
2001-02

Forward

Estimate

$'000
2002-03

Forward

Estimate

$'000

STATUTORY AUTHORITIES







Rottnest Island Authority - Recurrent Grant

577
210
140
75
15
-

Rottnest Island Authority - Capital Grant

3,000
2,000
2,000
2,000
2,000
2,000

TOTAL
3,577
2,210
2,140
2,075
2,015
2,000









CAPITAL WORKS PROGRAM

The Western Australian Tourism Commission's planned capital works expenditure is primarily for progressing the development of the Perth Convention and Exhibition centre to the stage where preferred provider status is awarded by June 2000.

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 some $2.2 billion to the State's economy in 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 at $200-$300 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 urban renewal of the Perth City precinct. 


Estimated

Total Cost

$'000
Estimated

Expenditure

to 30-6-99

$'000
Estimated

Expenditure

1998-99

$'000
Estimated

Expenditure

1999-00

$'000

COMPLETED WORKS





Capital Grants–





Contribution to Rottnest Island Authority 1998/99

2,000
2,000
2,000
-

NEW WORKS





Convention Centre

98,820
-
-
3,230

Capital Grants–





Contribution to Rottnest Island Authority 1999-00

2,000
-
-
2,000


102,820
2,000
2,000
5,230

SOURCE OF FUNDS





Total Cost of Capital Works Program



2,000
5,230

Capital Appropriation



2,000
5,230







