
PERSPECTIVES ON WHAT ROLE LOCAL 
GOVERNMENT SHOULD PLAY IN 

TOURISM
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• Jill Barton – Administration and Membership Support Officer

Meet Our Team

Presenter Notes
Presentation Notes
As per introduction, my name is Laura and I’m business development manager at Destination Perth. I report to our outgoing CEO, Tracey Cinavas Prosser and work alongside a small team from an office on Murray Street in Perth to market the Perth region. 



Presenter Notes
Presentation Notes
You may or may not have heard of Destination Perth, so to give you some perspective, here’s an overview of the tourism family. Head of the family is Tourism Australia, our National Tourism Organisation (NTO), selling Australia internationally as a country to visit. Then their child is Tourism Western Australia, whom I’ll refer to as TWA from now on. They are the State Tourism Oganisation (STO) responsible for promoting WA as a holiday detestation both internationally and also interstate. They have a number of children, of which Destination Perth is one of them. We sit here with WA’s 4 other regional tourism organisations. Our parent TWA provides around 50% of our funding, our remaining funding comes from membership fees This is just a basic slide, but there are many fingers in the tourism pot, so this video should help paint a picture of where we sit. 



OUR PURPOSE

To support and promote our 
membership base of over 400 
tourism businesses and act as 
the conduit between industry 
and TWA

Intrastate Marketing Campaigns

Supporting TWA Interstate and 
internationally through Trade 
Activity 

Raise awareness of our 
destination through a wide 
variety of media

Presenter Notes
Presentation Notes
Our vision: to establish the Perth region as the western gateway to Australia and a must-visit and experientially diverse destination.��Our purpose: to work collaboratively with stakeholders to develop and facilitate cohesive destination marketing activities to increase visitation resulting in economic benefit.Destination Perth has just over 400 members. These are made up of tour operators, restaurants, hotels and local government areas located across the Perth region. Indeed, there is a misconception of where destination Perth covers. We in fact cover 6 tourism precincts:  Rockingham and Peel; Fremantle & Rottnest, the Swan Valley & Darling Range, the Avon valley, the Sunset Coast (which comprises of the coastal area running from Fremantle all the way to Lancelin and Perth city. Our objective as a not-for-profit organization is to drive visitation to the Destination Perth precincts from within our intrastate market. We mainly talk to West Australians, and in doing so, naturally our largest target market is those living in the Perth metropolitan area. So as much as we do support Tourism WA with their wider national and international campaigns to drive tourism to WA, our remit is to inspire the people of Perth to head out on a day trip to the countryside, check out a new restaurant, or try out a skydive, for example. We do this through traditional marketing, like local radio advertising, billboards, bus backs, press ads, but these days more heavily through digital marketing, of which social media plays a huge part. This is because it can be very targeted to a particular demographic and is therefore shown to give the best return on investment. 



OUR DIGITAL PRESENCE

Presenter Notes
Presentation Notes
visitation to destinationperth.com.au1.9M Users2.1M+ sessions3.3M page viewsOngoing communication with a database of 65K+ consumers, trade, media and industry stakeholders   A following of 301k+ across DESTINATION PERTH’S SOCIAL MEDIA CHANNELS – combination of Facebook and Instagram.

https://youtu.be/JnvLWAZr1tA


HOW VALUABLE IS TOURISM TO 
PERTH?

Presenter Notes
Presentation Notes
So why does TWA invest in a dedicated regional tourism organisation.  TWA supplied this slide using statistics from Tourism Research Australia. To highlight the importance of tourism for our region, 5% of the Perth region population is employed in tourism, there are nearly 25,000 tourism businesses, and despite the impact of COVID, nearly $4 billion was spent by tourists in Destination Perth between Oct 2020 and Sep 2021 alone. With the worst of the pandemic behind us, visitation to Perth is expected to exceed pre-pandemic levels from as early as 2023. 



WHO ARE OUR 
CUSTOMERS?

Presenter Notes
Presentation Notes
So we have the TWA research to show that tourism is important to the Perth region, but how do we find out more about who’s visiting Perth and what they are visitors looking to experience when they travel. What are their interests? How much money do they have? How old are they? What do they do for a living? At TWA and Destination Perth, we use Helix Personas supplied by Roy Morgan to provide us with these insights. Roy Morgan track the mobile devices that visit our region, which can be broken down as small as by LGA. 



AVAILABLE DATA 
AND CUSTOMER 

TRENDS

Presenter Notes
Presentation Notes
So along with counting the mobile devices visiting an area, the data also segments the owner of the devices into targetable groups according to their consumer behaviour, most of which is determined by their mobile telephone activity. Beware what you are Googling or the adverts you’re engaging with on Facebook.. Big brother is most definitely watching you!Destination Perth has had access to these persona profiles since 2019, although it’s fair to say the last 2 years would not be indicative of the norm in terms of the movement of people. Please note that this data should not be used as stand alone, but with supporting data such as NVS and IVS available via Tourism Research Australia, as Helix tracks mobile devices (that have their roaming switched on) not people. 



DOMESTIC VISITATION TO 
DESTINATION PERTH



DETAILED BREAKDOWN OF VISITATION



PARTNERING WITH LOCAL 
GOVERNMENT



WHAT IS THE ROLE OF LOCAL GOVERNMENT?

Place making – creating an attractive 
destination to work, rest and play
Delivering & maintaining infrastructure and 
services to facilitate economic activity
Hosting a calendar of events

Presenter Notes
Presentation Notes
Developing the experience



WHAT IS THE ROLE OF LOCAL GOVERNMENT?

 Investing in your authority-run attractions (seek out 
grant opportunities
Partnering with your RTO
Sharing information to leverage audiences

COLLABORATION is KEY!

Presenter Notes
Presentation Notes
Developing the experience



COLLABORATION IS KEY



CASE STUDY:  
SUNSET COAST



SUNSET COAST 
AUGMENTED REALITY TRAIL

Presenter Notes
Presentation Notes
The Sunset Coast alliance, constituting the councils of Wanneroo, Joondalup and Stirling, wanted to collaborate to engage consumers on the heritage aspects of their precinct in a unique and exciting way. Seven augmented reality videos were designed to bring locations back to life as how they would’ve looked in the past, or highlighting an historic event that had happened in that location in the past. By hovering your telephone over QR codes on signage at the locations on this map, you can effectively step back in time, and the results showed that in just a 2 month period, 16,000 people engaged with at least one sign and clearly enjoyed the link between history and technology. The easiest locations to find are around the Astor Theatre on Beaufort Street in Mount Lawley, or down at Cottesloe beach to the left of the Indiana Tea House. 



SUNSET COAST 
EXPLORER



OUR YEAR IN REVIEW 

https://youtu.be/U2nzUWTW6Kw


THANK YOU  Laura Anderson
 Business Development Manager
 bdm@destinationperth.com.au
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