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Pursuant to section 82 of the Financial Management Act 2006, I give notice to both
houses that an answer to parts (e), (h) and (i) of Legislative Assembly Question on
Notice 4858 were not provided. Notice is also being provided to the Auditor General.

A copy of the question with my answers is attached for your information (Attachment
1). The specific parts that I am unable to answer are highlighted below.

Assembly 4858 - Ms Libby Mettam to the Minister for Tourism:

I refer to the Hotel Perth Campaign and Question on Notice 4292 and I ask:

(e) Will the Minister table the performance report for the key performance
indicators? If not, why not?

(h) Have any reports or assessments been prepared since the completion of
the campaign? If yes, what are the reports or assessments and will the
Minister table the reports? If not, why not?

(i) What was the increase in the number of people booking travel as a result of
this campaign?

In my answer, I did not table the Campaign Awareness/Performance Research Report
prepared by Kantar Public on behalf of Tourism Western Australia (Tourism WA) but
did table redacted versions of the following four Post Campaign Reports relating to the
Hotel Perth Campaign (Refer Attachment 1 for Tabled Paper 2642):

• Q3 Hotel Perth Post Campaign Report - prepared by Tourism WA s media
agency, Carat Pty Ltd, in consultation with Tourism WA s strategic creative
agency - Cummins & Partners.

• Q4 Hotel Perth Post Campaign Report - prepared by Tourism WA’s media
agency, Carat Pty Ltd, in consultation with Tourism WA’s strategic creative
agency - Cummins & Partners.

• Post Campaign Report - 23 February to 9 March 2018 - prepared by Helioworld
(Tourism WA’s cooperative campaign travel partner).

• Post Campaign Report - 6 to 31 May 2018 - prepared by Flight Centre (Tourism
WA’s cooperative campaign travel partner).

The four post campaign reports were redacted because some of the information has
been assessed by Tourism WA as being confidential and commercially sensitive. The
Campaign Awareness/Performance Research Report prepared by Kantar Public has
also been assessed by Tourism WA as being confidential and commercially sensitive.
A copy of Tourism WA’s Policy and Guidelines for the Release of Event Sponsorship
and/or other Commercial Information, which has been used to determine this
recommendation, is attached (Attachment 2).

In making this decision I have considered the public interest, and while the public has
a general right of access to information held by government agencies, this right has to
be balanced against the need to protect the financial and commercial affairs of the
State.
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The information requested has not been provided for the following reasons:

The post campaign reports for the Hotel Perth Campaign, prepared by Tourism
WA s media and strategic creative agencies - Carat Pty Ltd and Cummins &
Partners - and travel partners - Helloworld and Flight Centre - contain a range of
confidential and commercially sensitive information including:

• strategy/concept and objectives of the campaign;
• key performance indicators;
• increase in the number of people booking travel as a result of the campaign;

and
• amount that was invested with the travel partners.

All Australian States and Territories are competing with each other for visitors.
Tourism WA has invested significant amounts of money on behalf of the State to
gain a competitive advantage in its marketing activities to increase visitor
numbers and visitor spend within Western Australia. A key component of tourism
marketing strategies is cooperative marketing where a State Tourism
Organisation (STO) will jointly fund a campaign with a travel partner such as an
airline or travel agent.

Releasing the full post campaign reports prepared by Carat Pty Ltd in consultation
with Cummins and Partners would make commercially valuable information
publically available. If the campaign is considered successful by competing
STOs, they may adopt the same marketing strategies which could impact on
Tourism WA s market share of visitors. This is particularly important at the current
time with Western Australia recording significant increases in interstate visitation
through Tourism WA’s marketing strategies and activities.

The Helloworld and Flight Centre campaign reports also include detailed
information about each partner s sales revenue, bookings and room nights
generated during the campaign. This information is considered highly confidential
by each travel company.

Organisations engaged in competitive markets, such as travel, view information
about their campaigns as commercially sensitive. Releasing these reports would
provide information that would be a competitive advantage to their competitors.
Knowing that this information may be released would make travel partners
reluctant to enter into cooperative campaigns with Tourism WA in the future.

The Kantar Public report contains confidential information such as research
methodology, analysis and reporting techniques that has a commercial value. It
is common practice and understanding in the research industry that original
research outputs are not shared publically, unless explicit permission is given by
the research consultancy, as to do so would reveal the research consultancy s
approach to competitors.
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The release of Kantar Public s performance report could damage Tourism WA s
relationship with the consultancy, which may choose not to undertake research
for the agency in the future. Kantar Public is a renowned research consultancy.
It is beneficial for Tourism WA to maintain a positive relationship with Kantar
Public because of its expertise and experience in undertaking tourism related
research.

In summary, information in the full post campaign reports from Tourism WA s travel
partners, as well as the Kantar Public research report has a commercial value and full
disclosure could cause commercial harm to the State and its campaign travel partners.
These reports also contain the quantum of Tourism WA’s investment which could
provide a competitive advantage to other States and potential campaign partners.

The McGowan Government takes its responsibility to grow visitor numbers by
implementing a range of interstate marketing initiatives, including cooperative
marketing campaigns aimed at specific target audiences, very seriously. A key strategy
is to safeguard information that may jeopardise the State’s business relationships,
reputation and ability to negotiate successfully with campaign partners. It could also
provide a competitive advantage to other destinations if made public.

Should you have any queries about this matter, please contact Tourism WA
Director Business Management, Ms Michelle Ellis, by email to
michelle.ellis@westernaustralia.com or by telephone on 9262 1882.

Yours sincerely

MINISTER FOR TOURISM

Attachment 1 Extract from Hansard of LA QoN 4858 including Tabled Paper 2642
Attachment 2 Tourism WA s Policy and Guidelines for the Release of Event Sponsorship and/or other

Commercial Information
\
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TOURISM — “HOTEL PERTH” CAMPAIGN 
4858. Ms L. Mettam to the Minister for Tourism: 
I refer to the Hotel Perth Campaign and Question on Notice 4292 and I ask: 
(a) What was the final total cost of the campaign; 
(b) On what basis were the two hotel campaign periods determined; 
(c) Were there any events, concerts, exhibitions, sporting events or conferences in Perth during the 

two campaign periods? If yes, will the Minister provide a list of the events; 
(d) Did the key performance indicators include an expected increase, in percentage terms, or were marginal 

increases in the four KPIs considered a success; 
(e) Will the Minister table the performance report for the key performance indicators? If not, why not; 
(f) Was the campaign deemed a success? if yes, on what basis was the campaign deemed a success; 
(g) If yes to (c) will the Minister commit to expanding this program? If not, why not; 
(h) Have any reports or assessments been prepared since the completion of the campaign? If yes, what are 

the reports or assessments and will the Minister table the reports? If not, why not; 
(i) What was the increase in the number of people booking travel as a result of this campaign; 
(j) How was the increase in the number of people booking travel as a result of this campaign measured; and 
(k) What was the increase in “awareness of Perth” as a result of this campaign and how was this measured? 

Mr P. Papalia replied: 
(a) The campaign cost $1.99 million and was launched to counteract the decline in visitor numbers and poor 

perceptions of Perth as a tourism destination that were allowed to develop under the previous 
Government’s watch. 

(b) To generate visitation during low and shoulder periods to support the tourism industry. 
(c) The campaign ran over two defined periods, however, hotels that featured in the campaign had different 

‘valid for travel’ dates that ran between February 2018 and March 2019. A considerable number of 
events, concerts, exhibitions, sporting events and conferences will have been held in Perth over the period 
when travel was undertaken. 

(d) An increase in each of the KPIs was considered an indicator of success. 
(e) Information contained in the reports/assessments of the campaign, including the KPIs for the individual 

partners and the number of people booking travel directly with the travel partners, is commercially 
sensitive information and its disclosure could cause unreasonable detriment to both the State’s interests 
and the interests of Tourism Western Australia’s campaign partners. Tabling these reports in full could 
provide a competitive advantage to other States and reduce the effectiveness of the campaign and the 
State’s investment in it. However, Tourism Western Australia, in consultation with the partners, has 
created redacted versions of the following Post Campaign Reports for tabling: 

Q3 Hotel Perth Post Campaign Report – prepared by Tourism Western Australia’s media 
agency, Carat Pty Ltd, in consultation with Tourism Western Australia’s Strategic Creative 
Agency – Cummins & Partners. [See tabled paper no 2642.] 
Q4 Hotel Perth Post Campaign Report – prepared by Tourism Western Australia’s media 
agency Carat, in consultation with Tourism Western Australia’s Strategic Creative Agency – 
Cummins & Partners. [See tabled paper no 2642.] 
Post Campaign Report – 23 February to 9 March 2018 – prepared by Helloworld – Tourism 
Western Australia’s cooperative travel partner. [See tabled paper no 2642.] 
Post Campaign Report – 6 to 31 May 2018 – prepared by Flight Centre – Tourism Western 
Australia’s cooperative travel partner. [See tabled paper no 2642.] 

The Campaign Awareness/Performance Research Report that was prepared by Kantar Public, which were 
engaged by Tourism Western Australia, will not be tabled. Accordingly, I will notify the Auditor General’s 
office and both houses of Parliament that part (e) of this question will not be answered in full as per 
section 82 of the Financial Management Act 2006. 

I can advise, however, that the Hotel Perth campaign, together with the Government’s action to reinstate 
an interstate representative promoting tourism to WA on the east coast, which was something the previous 
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Government closed, has contributed to a surge in interstate visitors to WA. The National Visitor Survey 
for the year ending March 2019 shows that interstate visitors, nights and spend all increased compared to 
the previous year at a total (all purposes) level and for holiday and visiting friends and relatives (VFR) 
specifically. In addition, WA’s growth rate in interstate visitation was the highest of all States/Territories 
and WA’s market share of interstate holiday visitors increased from 3.5% to 3.7% year on year. 
Our market share of interstate holiday spend also increased, from 4.6% to 5.6% year on year. 

(f) The campaign was considered a success based on increases across the following KPIs: 
Sales revenue for Perth; 
Room nights booked; 
Number of people booking travel to Perth; and 
Awareness of Perth. 

(g) There are no plans to replicate the Hotel Perth campaign this financial year. Tourism Western Australia 
continues to build on the momentum created by past campaigns such as Hotel Perth, but it is important 
the agency continues to strive for continued growth by developing new campaigns. 

(h) Refer to part (e). 
(i) This information is commercially sensitive and its disclosure could cause unreasonable detriment to both 

the State’s interests and the interests of Tourism Western Australia’s campaign partners. Accordingly, 
I will notify the Auditor General’s office and both houses of Parliament that part (i) of this question will 
not be answered in full as per section 82 of the Financial Management Act 2006. 

(j) The increase in people booking as a result of the campaign can be measured via the sales results provided 
by travel partners that featured holiday deals as part of the campaign. However, these results only include 
direct bookings with the travel partners and do not include bookings that people make through other 
sources, including online hotel booking sites and directly with hotels. 

(k) ‘Awareness’ is measured through public recognition of the campaign and was independently assessed by 
Kantar Public, which found that 31 per cent of the east coast based target audience was familiar with the 
campaign. 
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RECAP OF THE BRIEF 

BUSINES S 

OBJECTIVE 

To increase visitation 
from the East Coast 

markets with specific 

offers through 
Helloworld 

MARKETING 

OBJECTIVE 

Engage the new 
'Bright Lights' 

audience in N SW & 
VIC to compel them 

to visit Perth by 

changing perceptions 
of Perth as being 

boring and expensive 

to vibrant and 
affordable 

COMM S OBJECTIVE 

Leveraging off the 

'Hotel Perth' message 
to showcase the 

multitude of 

experiences Perth has 
to offer 

MEDIA OBJECTIVE 

Run a combination of 
D reaming, Planning 

and Booking 

messaging to excite 
and entice audiences 

to find out more 
through TWA owned 

websites and 

ultimately make an 
enquiry through 

Helloworld 

CARAT 



WHAT WE 

PERTH VISITATION IS 
DOWN YEAR ON YEAR 

NEW BRIGHT LIGHTS 
SEGMENT IS AN 

OPPORTUNITY TO 
APPLY NEW CHANNELS 

�TIYATIONS AND 
� , PROM-OTION$ ARE KE Y
n TO DR.IVE Ci-!ANGE 
l �



. . ,. 



l
�.'il- ,; YOUNG COUPLES & FAMILIES 
� 61 % Male 39% Female 

Average age: 43 
Married/De Facto 73. 7% ix 123 

r- 2 -.I WORKING FULL TIME
• � Full time 68% ix 142 

Part-time 16% ix? 6 

i_ 
---�-. :: 

BIG SPENDERS
..4 Average household income $ 119k 

Big spenders 42% ix 111 / 
Medium spenders 33% ix98 / 
Light spenders 25% ix88 

8 SOURCE: TWA iCCS Survey 2017 

PSYCHOGRAPHICS 

[I] 
FAST PACE LI FE
30% ix 145 AGREE: 'I seldom have time for breakfast' 
27% ix 145 AGREE: 'I don't have time to spend 
cooking' 

STATUS DRIVEN 
30% ixl 32 AGREE: 'You can tell a type of person by the 
type of car they drive' 
15% ixl 31 'I wear clothes that will get me noticed' 

SOCIALITES 
24% ix125 AGREE: 'I like to be with a crowd of people' 
39% ix 123 AGREE: 'It is important to have a full social 
life' 

CARAT 
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BRIGHT LIGHTS MEDIA ON THE GO 

> The Bright Lights media mix primarily online, and heavy social consumers. Consuming traditional media online.

Media Touch-Point Daily Reach (Ranked by%) 
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SOURCE: TWA iCCS Survey 2017 
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CREATIVE EXECUTIONS 

• 

•--

Wi:h hunon?ds of brond new hotel rooms 

popping up a!I across the dty, it's like Perth 
Gone big hot�. Book yo.,- ,uiy todily 

Soot you, -.-c;kond 9e1.a\lr1Jy 1od:iyl 

,,,.... 

(_' l I I l 1111 i I l � � )c l I' 1 11 P 1 ·� 
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CREATIVE EXECUTIONS 

Western Australia 

5ept ber 9 at 9:6 m 

Checking in with the friendliest faces on Earth is just another day in WA. 
Explore Perth, the city that's like one big hotel. 

Stay 3 pay 2 nights from $155pp* 
•Conditions apply, based on twfn share. 

'itlLO'NORLO.CC,,"1.AU learn More 

Where can you chec k -in with 
friendly faces like this? 
justanothOlday.wcstcroausttalia.com 

!,ow can you always nab the 
best table? 
Ju•t•-..hlttd")',.,r<t�u•u• •-

(_'lJ f ll Ill ill� pa rt I wn-; 

You won't believe where we 
found Australia's largest 
swim-up bar. 
justanotherday.wcsternaustralia,com 

See what's inside this truly epic 
wine cellar ... 
j..UoNl'll-i!NM) �l!l'l'UUtt'.ai< 4' CO,,, 
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TV OVERVIEW & DELIVERY 

Market 

Sydney 

Melbourne 

Demo 

Sydney 

Melbourne 

70-75%

65-70%

66.9 

69.3 

50-55%

45-50%

Planned 

Ave Fre 

6-7 times

5-6 times

Total Delivered 

47 

49.5 

Ave Fre 

6.7 times 

6.2 times 

TARPS 

400 

400 

TARPS 

411.27 

462.52 

• The campaign over delivered against planned TARP weight objectives in both markets for the

period

• Sydney saw a + 2.8% over delivery

• Melbourne saw a + 15% over delivery

• Sydney fell slightly short against forecasted reach & frequency results due to underperforming

programming & program availability at time of booking (short lead time)

• Melbourne exceeded forecasted reach & frequency results for the campaign period

CH7
35%

TV SHARE 

30 second TVC 

.. CH10
'25% 

·----i
""" . .

40% 

, 
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TV DELIVERY - BY WEEK 
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200 
180 
160 
140 
120 
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80 
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40 
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25/02 04/03 11/03 25/02 

■ Planned ■ Paid ■ Billboards

• Both MCN & Nine delivered against planned weight objectives for the campaign period

MELBOURNE 

04/03 11/03 

■ Planned ■ Paid ■ Billboards

• Based on extremely limited inventory and underperforming programming, Seven fell short against planned weight objectives

• A one week extension was granted to recoup campaign shortfalls, however Seven still fell slightly short in Sydney by -17% (12.7 TARPs)

and Melbourne -21.8% (20 TARPs)

■ 
• As these shortfalls exceed our industry 10% benchmark, we have negotiated a makegood schedule to be applied to our Q4 Hotel Perth

campaign

CARAT 
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T O P  P E R F O R M I N G  P R O G R A M M I N G

5 TARPs

12.4 TARPs

6.2 TARPs

5.7 TARPs 4.7 TARPs

6.4 TARPs

9 TARPs

6.7 TARPs



RADIO BEYOND 

SPOTS 

INSPIRE 

ENGAGE 
INTERACT 





RADIO APPROACH 

nova nova100 

Talent Integrated Promotion/Competitions & Content Street Activations 

An integrated radio approach drove a high reach of key campaign messaging through a cross 

■ platform approach, driving engagement through street activations and digital and social

extensions. Combined with talent endorsement across each market further drove engagement as 

well as high awareness of the many Hotel Perth experiences available. 

CARAT 
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PROMOTIONAL & CONTENT DELIVERY 

Whippa/s Whip Away & Fitzy & Whippo /W!'n Keys to Perth/ 

Item 

Total Page Views 

Unique Entries 

HelloWorld Opt Ins 

Tourism Opt Ins 

Average Time On Page 

Date 

11 th March 

18th March 

Location 

Chatswood 
Mall 

Bondi 
Pavilion 

Delivery 

2,901 

868 

Novo benchmark: 433 

542 

552 

4 minutes 1 second 

Street Activations 

Approx. 
Reach 

700 

9,000 

Approx. 
Engagement 

30 

200+ 

Conversion 
Rate 

5% 

20% 

nova 

CARAT 
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PROMOTIONAL & CONTENT DELIVERY 

Chrissie/ Sam & Browny //Wt'n Keys to Perth// 

Item 

Total Page Views 

Unique Entries 

HelloWorld Opt Ins 

Tourism Opt Ins 

Average Time On Page 

Date 

11th Morch 

17th March 

Location 

Ackland 
Plaza 

Luna Park 

Delivery 

4,109 

1,030 

Novo Benchmark: 351 

643 

654 

2 minutes 51 seconds 

Street Activations 

Approx. 
Reach 

1,000 

500+ 

Approx. 

Engagement 

150 

100+ 

Conversion 
Rate 

5% 

20% 

nova100 

CARAT 
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CAMPAIGN REACH & FREQUENCY 

Market 

Sydney 

Melbourne 

Station 

NOVA969 & 

Smooth 

NOVAl00 & 

Smooth 

Planned 1 +
Reach 

37.50% 

35.84% 

Delivered 1 +
Reach 

43.33% 

39.67% 

Planned 3+ 
Reach 

20.54% 

20.06% 

Delivered 3 +
Reach 

26.34% 

20.06% 

Ave Freq. 

6.39times 

7.18 times 

The campaign exceed forecasted reach & frequency results across both markets for the 

campaign period 

CARAT 



DIGITAL VIDEO RESULTS 

PLACEMENT 

Am net 11 S seconds 11 nstreom 

Am net I 30 second I Outstreom 

Face boo k I Video 

TOTAL 

PRE ROLL VIDEO (INSTREAM} 

Completion rate of the video was slightly 
lower than the benchmark at 85% vs. 
88%. Although this is slightly below the 
benchmark we consider this a strong 
result as the CTR for lnstream was very 
high (0. 93%) and will have impacted the 

■final completion rate.

26 

IMPRESSIONS 

446,321 

646,583 

509,094 

1,601,998 

OUTSTREAM VIDEO 

VIDEO 

COMPLETIONS 

377,910 

157,638 

411,719 

947,267 

Completion rate for outstream video was 
lower than expected benchmarks (25% vs 
55%). incremental reaHowever, the low 
cost per completed view ($0. 1 2) meant 
that Outstream provided significant ch to 
the campaign. 

L-----'I *Facebook completions based on 3 second views 

BENCHMARK 

88 % 

55 % 

22% 

FACEBOOK VIDEO 

COMPLETION 

RATE 

85 % 

24% 

74% 

59% 

The video ads had a high average 
percentage viewed of 73. 86%, which is 
well above platform averages of around 
15%. With our TWA benchmark (based on 
last FY year results) slightly higher than 
the average at 22%, it's great to see we 
still exceeded well above benchmarks. 

CARAT 



NATIVE RESULTS 

SITE IMPRESSIONS 

Outbrain 45,022,899 

NATIVE 

The Native activity for Hotel 
Perth generated a significant 
amount of traffic to various 
articles across the JADIWA 
website. 

CTR across all creative was 
0.06% which is slightly higher 
than the 0.05% benchmark. 

Best performing creative was 
the "secluded beaches & food 

■ safaris" creative with 0.09%
CTR.

27 

CLICKS 

25,235 0.05 % 
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DISPLAY RESULTS (PLANNING) 

PLACEMENT IMPRESSIONS CLICKS BENCHMARKS 

Fairfax I 729,760 1,300 
Miniscroller 

Am net Billboard 412,891 365 

Am net Superskin 174,224 525 

Am net I Standard 
1,912,317 1,347 

Display 

Tot a I 3,229,189 3,537 

DISPLAY 

Fairfax miniscroller CTR was slightly 
below expectations O .19% VS 0. 18%. 
Although CTR was low, viewability was 
very strong at 7 4% compared to a 
benchmark of 60%. Average exposure 
time was also well above benchmark 
at 27.26% versus 0.18%. 

Standard display performed well 
across the campaign with a CTR of 
0.07%. This is consistent with overall 
TWA results across 2017/2018. 

High Impact (Billboard) activity also 
performed above the expected 
benchmarks - 0. 15% vs 0. 10%. 

On average this campaign performed 
right on the expected benchmarks as 
well as compared to TWA benchmarks 
across 2017/2018. 

0.19% 

0.10% 

0.28% 

0.05 % 

CTR 

0.18% 

0.09% 

0.30% 

0.07% 

0.11% 
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DISPLAY RESULTS (BOOKING) 

PLACEMENT 

Amnet I Standard 
Display (Booking) 

DISPLAY 

The booking campaign 
performed slightly above the 
average from a CTR perspective 
(0.07% vs. 0.05%) and the 
banners drove significant traffic 
to the campaign landing page. 

The performance banners 
delivered 6 booking enquiries 
which is lower than hoped. 

In this campaign the planning 

IMPRESSIONS CLICKS 

5,919,088 3,656 

and booking campaign was 
identical, in future campaigns it 
might be worthwhile trialling 
different concepts to see if this 
has a bearing on CTR & 
campaign performance. 

BENCHMARKS 

Tak�a, 
DlPvn 

�POOL. .. 

0.05% 

i 
SAMPLING 
t�MlNIBAR 

��-i.6... 

, 
- --

-

..it ...-

; y' 

0.06% 

" 
�it� 3P� 2 

NIGHTS 
***** fi 

tbtM[R 
ftoM 

$155pp· 
• t)��itn

-,WA 
... 
. ., 

.. 
·�

r "-: 

. - • 

L> .,,(�,L�E. � /. 

BOOK NOW 

hello world 

� 
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DISPLAY CREATIVE COMPARISON 

DISPLAY 

• From a creative perspective we didn't observe any difference between the two creative executions

(Rottnest, Cottesloe) used across display.

• Rottnest & Cottesloe creative executions achieved a 0.06% and 0.07% respectively and ran across both

booking and planning activity.

• The CTR was also consistent between the planning and booking phases at 0.06% for both creatives.

Rottnest Creative (Planning) Cottesloe Creative ( Booking) 

CARAT 



SOCIAL RESULTS 

AD TYPE IMPRESSIONS CLICKS 

Display 
1,768,367 10,494 0.59% 

Carousels 

Performance 
1,217,983 5,271 0.43% 

Carousels 

Performance Link 
11,585 34 0.29% 

Ads 

TOTAL 2,997,935 15,803 0.53% 

■ 

31 CARAT 
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SOCIAL RESULTS 

FACEBOOK CAROUSELS 

The average CTR is 0.63%, so this element of the campaign was slightly below this 

result too. In future, recommend having at least 2-3 variations of creative at this 

level to allow machine learning to optimise to best performer. 

The performance carousel featured the same creative as the display phase, which 

likely had ad creative fatigue. ■ 

. Recommend in the future having different creative for the 

different phases and streams - especially having creative that specifically speaks to 
the Bright Lights audience to really appeal to them. 

FACEBOOK LINK ADS 

Unfortunately remarketing to people who attended the Nova activation did not work 

as well as planned. The ads struggled to reach the attendees or people recently 

there - as such the full budget for this part was not spent out. 

IIC!loK!lt:xm.lli 
s.uy a .»r 2 �ams ffom 
$151P," 

a� ...

/) ... 

W"91 ll.ll'IO!i"l$ ct or.mo,.,..,, �Oi•;� ;,na 
tQC11ence�a•o•c1�ct, nlweflenll ,_ 
tlig IIO!III � ;HIIJ!!f; 1(11 �p1,t,ion1i11� 
�-....- ,111';.(tW'rlll�lbl'l fn)IV.i1�p l"'il Yw-e 
1idtl1-� I:.! 1-ttil:l!\i:l'O 1taw 
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298,083 

unique 
reach 

Peter Scully Waa Love Ouokka5' Bet you sllll hovenl taughl them 
to read+ you can pul up signs. to lelr people not lo feed them, but 
they af� mast�cs at ca!oliog treats ou1 of holidaymakers. 
So many great spots In W.A. + I moved around a bit when I livGd 
thGr8, an .. soo MOIG 

LIKO ROOIY {1W 

Mariola lirado 

Some and see how beauuful is dlat side of Australia 

Ll<e Reoly See Ono'1a (SP3!11:lll) 7w 

• Kathy Ribas Kokotatsios Nick Kokotatsios \-'otlen I come over! 

lll!e Reo1, !lw 

e Nick Kokot .. tsios no woules 

LU Reply 9-d 

e Robyn Rodrigues Need to go to Rottnest! 

l'l<e Reoi, 10\¥ 

70 l reactions 

25 comments 

21 shares 
l 15 page likes

CARAT 
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CONDENSING ACTIVE WEEKS ON-AIR/STRONGER SOY 

Wettem 

Australia 

-

Source: AQX 

-

Nothern 

Territory 

sin Ga Pore 
Passion Made Possible 

.Cali£ocoia 
dream. 

big 

CARAT 
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Q3 HOTEL PERTH - KEY LEARNINGS 

TV maintains a primary channel to 
maximise reach & frequency of 
campaign messaging. Where 

possible need to lock in TV as early 
as possible to secure avails 

Radio activations allowed us to 
drive engagement, as well as open 

up a new pool for remarketing 

Multiple forms of video (Pre Roll, In 
article) should continue to be 

considered as a way to extend reach 

& vary user experience. 

Online video showed good 
completion rates and the number of 
bookings from video show that it is 

reaching an incremental & engaged 
audience 

Having additional tagging 
opportunities allowed us to better 

optimize toward key media 
objectives being conversions, 

therefore where possible conversion 
tagging should be included moving 

forward 

Programmatic High Impact showed 
good CTR's and can replace 

premium publisher activity when we 
don't have bespoke publisher 

creative 

CARAT 



PLACEMENT KPI SUMMARY 

DREAMING 

Television 

Radio 

Facebook Video 

Amnet Video 

Amnet Outstream Video 

PLANNING 

Fairfax Miniscroller 

Amnet Billboard 

Amnet Superskin 

Amnet Standard Display 

Facebook Carousels 

BOOKING 

Am net Standard Performance 

Facebook Link Ads 

Facebook Carousel Ads 

Outbrain Native 

39 

KPI BENCHMARK 

1 + Reach 70% & Ave 5-6 

1 + Reach 36.67 & Ave 6-7 

22% Completion Rate 

88% Completion Rate 

55% Completion Rote 

KPI BENCHMARK 

CTR 0.19% 

CTR 0.10% 

CTR 0.28% 

CTR 0.05% 

CTR 0.11% 

KPI BENCHMARK 

CTR 0.05% 

CTR 0.11% 

CTR 0.11% 

$0.79 CPC 

RESULT 

1 + Reach 68.1% & Ave 6.5

1 + Reach 41 .5% & 6.8

7 4% Completion Rote 

85% Completion Rote 

24% Competition Rote 

RESULT 

CTR 0.18%

CTR 0.09% 

CTR 0.30% 

CTR 0.07% 

CTR 0.59% 

RESULT 

CTR0.06% 

CTR 0.29% 

CTR0.43% 

$0.79 CPC 

CARAT 
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HOTEL PERTH Q4 POST C AMPAIGN
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B AC K G R O U N D

PERTH VISITATION IS 
DOWN YEAR ON YEAR

NEW BRIGHT LIGHTS 
SEGMENT IS AN 

OPPORTUNITY TO 
EXPLORE NEW 

CHANNELS

KNOWLEDGE, 
AFFORDABILITY AND 

URGENCY IS STILL KEY



B R I E F  O B J E C T I V E S

Increase volume of  
short breaks to Perth 
from the interstate 

markets

Building on our  Q3 
‘Hotel Perth’ message 

to showcase the 
multitude of  

experiences Perth has 
to offer

Increase the 
knowledge share of 
short breaks to Perth 

within our Bright 
Lights audience 

segment

Expanding on our 
pool of our qualified 

‘Bright Lights’ 
audiences beyond the 
limits of NSW and Vic 

to drive awareness, 
engagement and 

conversion

BUSINESS 
OBJECTIVE

MARKETING 
OBJECTIVE

COMMS OBJECTIVE MEDIA OBJECTIVE



C R E AT I V E  E X E C U T I O N S



C R E AT I V E  E X E C U T I O N S



C R E AT I V E  E X E C U T I O N S



T V  OV E R V I E W  &  D E L I V E RY

Total Delivered

Market 1+ 3+ Ave Freq TARPS

Sydney 68.1 38.9 4.5 times 461.02

Melbourne 70.9 45 5 times 495.77

Planned

Market 1+ 3+ Ave Freq TARPS

Sydney 65-70% 40-45% 3-5 times 400

Melbourne 70-75% 45-50% 3-5 times 400

• The campaign over delivered against planned TARP weight objectives in both markets for

the period:

• Sydney saw a +15% over delivery, (61.02 TARPs)

• Melbourne saw a +23% over delivery (95.77 TARPs)

• Sydney fell slightly short on their 3+ Reach however overall campaign Reach & Frequency

met required objectives

CH10
23%

TV SHARE

30 second TVC

CH7
32%

CH9
37%

SBS
8%



T V  D E L I V E RY  – BY  W E E K

• All networks were able to deliver against booked weights across the campaign period

• We were able to leverage network commitment negotiations mid campaign to drive efficiencies into the last week of the campaign

period to ensure we met overall weight objectives

• Week Commencing 20th May in Sydney saw a slight shortfall based on underperforming programming, however the overall

campaign in this market met planned weight objectives

• The Nine sponsorship billboards drove incremental performance delivery across the campaign at no charge

SYDNEY MELBOURNE

0

50

100

150

200

250

13-May 20-May 27-May

Planned Paid Billboards

0

50

100

150

200

250

13-May 20-May 27-May

Planned Paid Billboards



D I G I TA L  V I D E O  R E S U LT S  – D R E A M I N G / B O O KI N G

PLACEMENT IMPRESSIONS
VIDEO

COMPLETIONS
BENCHMARK

COMPLETION
RATE

P r e - R o l l ( N S W ) 824,447 727,224 69% 74.4%

P r e - R o l l ( V I C ) 977,970 572,792 69% 69.5%

F a c e b o o k 1,573,110 264,249 22% 40.61%

T O T A L 3,375,527 1,564,265 53% N/A

PREROLL

Overa l l  p re ro l l  ach ieved  a  s ign i f i can t l y  h igher  comple t ion  ra te  than the  average indus t ry  benchmark ,  
w i th  a  comb ined  comple t ion  ra te  o f  74% and  a  combined  0 .34% CTR.  The In -S t ream p lacement  
cont inued  to  d r i ve  the  h ighes t  per formance,  a  cont inued  lea rn ing  f rom our  Q3 campa ign .

FACEBOOK 

The v ideo ad  had  264,253 th ree - second  v iews ,  a t  a  CPV of  $0.11.  Th is  i s  s l igh t l y  h igher  than our  
benchmark  o f  $0.10.  Our  average v ideo percentage v iewed  was  40.61%,  wh ich  i s  4 .6  seconds .  Th is  i s  
around the  expec ted  resu l t  fo r  the  leng th  of  v ideo so cons i s ten t  w i th  prev ious  campa igns .  Whi le  our  
CPM was  low for  the  ca rouse ls  and  l ink  ads ,  i t  was  h igher  fo r  sc reens  wh ich  i s  in  l ine  w i th  v ideo ads  
coming  in  a t  a  premium in  Facebook .  The v ideo ad  had  the  h ighes t  c l i ck  th rough ra te  o f  0 .67%.  



H I G H  I M PAC T  R E S U LT S  - P L A N N I N G

PLACEMENT IMPRESSIONS CLICKS BENCHMARK CTR

G u m G u m  I n - I m a g e  – V 1 626,276 4,579 0.46% 0.73%

G u m G u m  I n - I m a g e  – V 2 757,239 6,652 0.46% 0.87%

P l a y g r o u n d  X Y Z 364,517 1,307 0.69% 0.36%

B i l l b o a r d 174,276 215 0.08% 0.12%

M R E C 482,392 536 0.08% 0.11%

P a g e s k i n 2,412,280 1,897 1.20% 0.79%

F a c e b o o k  C a r o u s e l s 4,395,083 21,141 0.11% 0.48%

T O T A L 9,212,063 36,327 0.49% 0.44%

FACEBOOK CAROUSEL

The ca rouse l  was  the  bes t  per forming  asse t ,  d r i v ing  the  cheapes t  CPC and  the  second  h ighes t  CTR.  The ca rouse l  
ach ieved  a  2 /10 re levance score ,  wh i l s t  the  ta rge t ing  was  Br igh t  L igh t s  w i th  a  food /d r ink  in te res t  over lay  th i s  
sugges t s  c rea t i ve  was  not  resona t ing  wi th  th i s  aud ience.  A cons idera t ion  to  run  a t  leas t  two ve rs ions  o f  c rea t i ve  in  
the  fu tu re  to  avo id  fa t igue.

DISPLAY

The Gum Gum drove  a  s ign i f i can t l y  h igher  CTR than the  indus t ry  benchmark  ac ross  both  ve rs ions  o f  c rea t i ve .  Wi th  
a  comb ined  1 ,383,515 impress ions  and  11,231 c l i cks  de l i ve red ,  ach ieved  the  h ighes t  engagement  amongs t  a l l  h igh  
impac t  p lacements  fo r  the  campa ign .

Whi l s t  the  Pagesk in  ach ieved  a  CTR s l igh t l y  under  the  indus t r y  benchmark ,  i t  ach ieved  the  h ighes t  amount  o f  
impress ions  ac ross  a l l  H igh  impac t  fo r mats .  



N AT I V E  R E S U LT S  - P L A N N I N G

PLACEMENT IMPRESSIONS CLICKS BENCHMARK CTR

C h e c k  I n T o  P e r t h 841,155 508 0.05% 0.06%

E n j o y  Y o u r  S t a y 883,210 579 0.05% 0.07%

E n t e r t a i n m e n t o n
D e m a n d

658,208 373 0.05% 0.06%

F o o d  G l o r i o u s  F o o d 677,984 329 0.05% 0.05%

Y o u r  P o o l  A w a i t s 1,494,244 1,391 0.05% 0.09%

T O T A L 4,554,801 3,180 0.05% 0.07%

AMNET NATIVE

Overa l l  na t i ve  ac t i v i t y  exceeded  the  indus t ry  benchmark ,  w i th  a  comb ined  0 .07% CTR.  In  add i t ion ,  a l l  c rea t i ve  va r ia t ions  
met  the  indus t ry  benchmark  wi th  Food  Glor ious  Food  c rea t i ve  be ing  the  lowes t  per forming  however  s t i l l  meet ing  th i s  
benchmark .

Your  Poo l  Awa i t s  d rove  the  h ighes t  engagement  amongs t  a l l  c rea t i ve  va r ia t ions ,  w i th  a  CTR 0.09%,  wh ich  s imi la r l y  to  Q3 
lea rn ings  c rea t i ve  w i th  beach /water  v i sua ls  per formed the  bes t .

Check  In  To  Per th

Enjoy  Your  S tay  

Ente r ta inment  On Demand

Food G lo r ious  Food 

Your  Pool  Awa i t s



N AT I V E  R E S U LT S  - B O O K I N G

PLACEMENT IMPRESSIONS CLICKS BENCHMARK CTR

A m n e t  R e m a r k e t i n g  ( Q u o k k a ) 26,871 57 0.23% 0.21%

A m n e t  R e m a r k e t i n g  ( O c e a n ) 26,143 66 0.23% 0.25%

F a c e b o o k  I m a g e L i n k  ( N S W ) 3,052,818 9,329 0.30% 0.31%

F a c e b o o k I m a g e  L i n k
( V I C )

2,346,786 10,539 0.30% 0.30%

T O T A L 5,452,618 19,991 0.27% 0.27%

* DUE TO LIMITATIONS BY FLIGHT CENTRE, WE WERE NOT ABLE TO MEASURE BOOKINGS OF
CONVERSIONS.

FACEBOOK LINK ADS

The resu l t s  be tween NSW and  VIC were  re la t i ve ly  s imi la r  – NSW hav ing  a  h igher  CPC but  
a l so  a  h igher  CTR.  Overa l l  resu l t s  a re  s t rong  wi th  a  CTR of  0 .30%

REMARKETING

Remarket ing  was  a  las t  minute  add i t ion  based  of f  our  Q3 lea rn ings .  Th is  ac t i v i t y  ran  for  a  
shor t  amount  o f  t ime and  se rved  min ima l  impress ions ,  however  d rove  a  h igh  engagement  
fo r  a  min ima l  spend  when compared  to  the  prospec t ing  na t i ve  ac t i v i t y .  Th is  demons t ra tes  
the  re levance & impor tance of  th i s  channe l .  In  te rms  of  the  c rea t i ve  per formance,  wh i l s t  
the  Ocean c rea t i ve  d rove  a  s l igh t l y  h igher  CTR,  both  combined  met  the  indus t ry  benchmark  
o f  a  0 .23% CTR.



N AT I V E  R E S U LT S  - AC T I VAT E

PLACEMENT
IMPRESSI

ONS
CLICKS

BENCHMAR
K

CTR REFERRALS

R O K T 152,480 5,175 8.54% 3.40% 5,189

T O T A L 152,480 5,175 8.54% 3.40% 5,189

ROKT

Whilst the CTR fel l  s l ightly short of the industry benchmark,  the 
channel performance generated a s ignif icant  amount of referrals .  

The Ticketing and Travel s i tes contr ibuted to 56% of the total  email  
subscribers with the top three drivers being Hoyts (25%), Domino’s 
(21%) and Gumtree (12%).

NSW contr ibuted sl ightly more volume of email  subscribers than VIC 
with 58% of referrals .

20 - 25 year olds were the highest engaging demographic contr ibuting 
over 28% of referrals .



P L AC E M E N T  K P I  S U M M A RY

PLANNING KPI BENCHMARK RESULT

G u m  G u m CTR 0.46% CTR 0.80%

P a g e s k i n s CTR 1.2% CTR 0.79%

M R E C CTR 0.08% CTR 0.11%

B i l l b o a r d CTR 0.08% CTR 0.12%

P l a y g r o u n d  X Y Z CTR 0.69% CTR 0.39% 

A m n e t N a t i v e CTR 0.05% CTR 0.07% 

DREAMING KPI BENCHMARK RESULT

T e l e v i s i o n  ( N S W )
1+ Reach 65-70%
3+ Reach 40-45%
Ave. Freq 3-5 times

1+ Reach 68.1%
3+ Reach 38.9%

Ave. Freq 4.5

T e l e v i s i o n ( V I C )
1+ Reach 70-75%
3+ Reach 45-50%
Ave. Freq 3-5 times

1+ Reach 70.9%
3+ Reach 45%

Ave. Freq 5

F a c e b o o k  V i d e o 22% Completion Rate 40.6% Completion Rate

BOOKING/ACTIVATE KPI BENCHMARK RESULT

A m n e t  R e m a r k e t i n g CTR 0.23% CTR 0.46%

F a c e b o o k L i n k  A d s CTR 0.11% CTR 0.31% 

R O K T CTR 8.54% CTR 3.33% 
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Post Campaign Report Tourism WA

23rd February –9th March 2018

Legilsative Assembly Question on Notice 4858 
Tabled Paper 3



Marketing Medium -Tourism Western Australia – February 2018

FLYER INSERT 

8 Page (A4 Double sided, full colour) insert into Eastern Seaboard Metro regions of News Ltd publications - NSW (Sunday Telegraph), VIC 

(Sunday Herald Sun), QLD (Sunday Mail) on Saturday 24th and Sunday 25th February 

PRESS - bonus

Half page press ads featured in Sunday Herald Sun (VIC), The Sunday Telegraph (NSW) and The Sunday Mail (QLD) on Sunday 18th March 

OUT OF HOME– Bonus

A selection of digital roadside billboards were living during the week of the 26th February through NSW and VIC

TODAY SHOW – Bonus

2 x 40 second cross-overs aired on Today Show Thursday 1st March and 1 x 40 second cross-over aired on Today Extra Friday 2nd March 

RADIO

30 second radio commercials proposed ran across Macquarie and Gold FM (Sponsorship) throughout Mon-Wed week one of the campaign 

Monday 26th February – Friday 2nd March

SOCIAL MEDIA

Paid and Organic campaign content posting across Helloworld Travel’s social network inc. Facebook, Instagram and Twitter 

ONLINE

Tourism Western Australia had a dedicated campaign landing page on the Helloworld Travel website along with retargeting and onsite/offsite 

display. This includes measurement of online traffic and analytics. 

EDM: CONSUMER

An eDM distribution to Helloworld Travel’s e-mail database (200,000 customers and 180,000 agents)

IN-STORE 

- Digital screens - In-store posters

AGENT SUPPORT

Campaign products will be displayed in Helloworld Travel’s agent portal along with:

- Campaign social tiles - Recorded agent webinar  - Editable flyers  - Campaign signatures

2We kindly remind you that this report contains highly sensitive commercial information, and is strictly for your internal use

only. Please do not share this information with any third-party, non-Helloworld associated organisations, nor any suppliers.

Tourism Western Australia Investment: $200,000 (ex. GST)

Redemption Budget*: $40,000 (ex. GST)

Total Investment: $240,000 (ex. GST)

* Includes investment in Helloworld Travel systems, platforms, creative development and production



Press – Escape (Eastern Seaboard)

Half Page press ads appeared in the following publications:

Sunday 18th March 2018

• Sunday Herald Sun, VIC – Page 10

• Sunday Mail, QLD – Page 10

• The Sunday Telegraph, NSW – Page 8

3

Total Readership 

1,606,000

BONUS

PRESS



Press – Custom Publication – Eastern Seaboard 
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50,000

delivered nationally

to helloworld

agents

The Tourism WA Flyer 

Insert reached

918,000

Australians

PUBLICATION DATE QUANTITY

Sunday Herald 
Sun, VIC

25th

February
335,000

Sunday Daily 

Telegraph, 

NSW

24th

February 
402,000

Sunday Mail, 

QLD

25th

February 
181,000



Large format Digital Billboards were running in Sydney and Melbourne for the period Monday 26th February to Sunday 4th March 

Overall the billboards targeted high impact regions associated to top performing store locations.

Below is a proof of posting from the activity.

Outdoor – VIC & NSW 
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Site Location Live 

NSW, Lilyfield, City West Link

Monday 26th

February –

Sunday 4th

March 

(inclusive) 

NSW, Epping, Beecroft Rd

NSW, Leichhardt, Parramatta Rd

VIC, Chadstone, Dandenong Rd (Chadstone SC)

VIC, Richmond, Cnr Bridge & Punt Roads

BONUS

OUTDOOR



TV In Show – Today Show and Today Extra

2 x 40 second cross-overs 

aired on Today Show 

Thursday 1st March and 1 x 

40 second cross-over aired 

on Today Extra Friday 2nd

March 

Exposure to over 400,000 

viewers

6

BONUS

TODAY SHOW

Please press here to view TVC



Radio Activity – NSW, VIC, QLD 

HOW IT SOUNDED???

BMAD Placements

Campaign Radio total

Reach 1,552,000 @ 04.84 frequency
Based on People 25+  ESB

7

Radio as a medium achieved an excellent result with over 1.5M consumers over 25+ hearing the 30 second 

pre-recorded ad. ARN played the ad across their network 192 times in Eastern Seaboard metropolitan 

locations.



In-Store Material –Printed and Digital Posters

Printed Posters Digital Posters Associate Digital Posters

8



Online Activity – Landing Page

9

CAMPAIGN VISITORS

Retur

nin…

New

84%

Splash Landing Page

Breakdown of new vs. returning helloworld customers to 

your landing page

ENGAGEMENT

How did users interact with your content?

Average time on page

1:20
minutes

For dedicated landing page

17,097
views

In-store Deals Results:

• Mantarays Ningaloo Beach Resort: ---- 69 Page views

• Monkey Mia Dolphin Resort: ---- 37 Page views

• Ningaloo Coral Bay : ---- 37 Page views

• Sal Salis Ningaloo Reef : ---- 15 Page views

• Whale Shark Adventure Swim Tour: ---- 13 Page views

• Seashells Broome: ---- 101 Page views

• Oaks Cable Beach Sanctuary: ---- 55 Page views

• Oaks Broome: ---- 34 Page views

• El Questro – Emma Gorge: ---- 36 Page views



Campaign Pages
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Under $300 Tour Deals

Luxury Deals
Under $200

1,213 page views 275 page views

3,307 page views
587 page views



Online Activity – Landing Page

Reverse Co-op

Link Pageviews Avg time on page

https://www.helloworld.com.au/tourism-wa-ningaloo-feb18 38,648 1:26

https://www.helloworld.com.au/tourism-wa-kimberley-broome-feb18 3,929 1:20

https://www.helloworld.com.au/tourism-wa-sale-feb18 73 1:33

11



0.14%
CTR

580,000
Impressions

Online Activity – Offsite Display
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OFFSITE DISPLAY PERFORMANCE INDICATORS

Offsite Display activity

Well above the 0.05-0.07% 

avg CTR for Display



Social Media Activity – Paid Facebook
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168,496
Impressions

PAID SOCIAL MEDIA INSIGHTS:

• Facebook campaign resulted in 219 Post Likes, 74 Page Likes and 28 Post Shares

• Highest CTR is 1.19% for the age group 55-64.

• Weekday trends highlight Monday as the best performing day for conversions.

• Gender insights show that of all click-throughs, Males clicked through 37% of the time and

females, 63%. This gap is then further extended for conversions, with 90% of females

converting.

2.04% CTR 3,438 Clicks



Social Media Activity – Organic
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Facebook

2,322 People reached

56 Post clicks

45 Likes, Comments & Shares

Posted 2nd March

Twitter

4,517 Impressions

9 Total Engagements

0 Link Clicks

Posted 2nd March

Instagram

5,707 Impressions

4,514 Reach

253 Total Engagement

Posted 2nd March

Overview Facebook Performance: March 2018



Online Activity – SEM
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Search reached almost 8,700 impressions with a CTR of 2.13% created by 185 clicks.

• Perth Hotels Generic was the most cost effective strategy. Achieved high CTR (2.22%), low CPC and lowest cost per

conversion.

• Hyatt Regency product under the $200 category was the most searched product, followed by Pan Pacific (Under

$200) and Pagoda Resort (Under $300).



Direct eDMs – Agent and Online
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Online eDM
Agent eDM

eDM type Date Sent

Online – Feature 24 February

Online – Feature 06 March

Agent – Feature 27 February

Agent – Feature 06 March

Online eDMs:

Date Sent: 24/02|06/03

Clicks on banner: 

132(5.04%)|150(6.02%)

Open Rate: 31.92%|32.89%

Click Through Rate: 2.29%|2.26%

Agent eDMs:

Date Sent: 27/02|06/03

Open rate: 19.68%|19.26%

February average open rate: 19.72%



Total Pax

576

+51%

Room Nights

886

+79%

Sales Revenue

$386,230

+85%

Total Sales Performance –Perth Region All Sales
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Campaign sales period: 23rd February – 9 March 2018

Helloworld campaign targets are 10% year on year growth over campaign period for

Sales Revenue and Total Passengers

*All Bookings into Perth 2017 vs. 2018 for campaign period Only though Qantas Holidays (helloworld agents)

• The total sales performance report takes into account all product sales for the region defined as PER (excluding

the reverse Cooperative execution)

• Total sales revenue increased over the target of 10%, increasing from $208,461 in 2017 for the same period

• Room nights far exceeded expectations with a 79% increase, this combined with a 51% growth in passenger

numbers attribute to a successful result

• The objective of the campaign was to increase Hotel sales into Perth and 78% of the product contributing to

overall sales revenue was Hotel Sales and touring at 22%



Total Pax

355

+68%

Gross Sales Revenue 

$155,320

+121%

Advertised Products – Total Sales Performance

18

Campaign sales period:  23rd February – 9 March 2018 for all campaign products that featured in the campaign 

Helloworld campaign targets are 10% year on year growth over campaign period for

Sales Revenue and Total Passengers

*Advertised product only into Perth 2017 vs. 2018 for campaign period (helloworld agents)

Room Nights

537

+118%

• Advertised product attributed 40% of overall sales for the region over the period of the campaign

• Room nights for the product advertised throughout the campaign increased by +118% which is one of the

great success of the campaign

• The highest performing properties were Crown Metropol, Crown Towers, Pan Pacific Perth and the Duxton

Hotel Crown properties attributed 23% of total Hotel sales for the advertised product

• Advertised touring product attributed to 22% of total sales

• Highest sales of advertised product were from the source market of NSW, followed by in order (WA, VIC, QLD,

SA, TA)



Total Pax

69

+16%

Room Nights

113

+94%

Sales Revenue

$28,070

+81%

Sales Performance –Perth Reverse coop product only 
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Campaign sales period: 10th February – 31st March 2018

Helloworld campaign targets are 10% year on year growth over campaign period for

Sales Revenue and Total Passengers

*All Bookings into Perth 2017 vs. 2018 for campaign period Only though Qantas Holidays (helloworld agents)

• Properties promoted throughout the campaign period were Crown Towers Perth, Pan Pacific Perth, Travelodge

Hotel Perth and Rendezvous Hotel Perth Central

• The highest performing property is Crown Towers Perth attributing to 50% of sales and 32% of room nights

• The property with the highest performing room nights is Pan Pacific Perth with 36% of total room nights



Total Pax

52

-20%

Gross Sales Revenue 

$35,048

-3.49%

Advertised Product – Kimberley Region (Reverse Cooperative campaign)

20

Campaign sales period: 2nd February – 31 March 2018

Helloworld campaign targets are 10% year on year growth over campaign period for

Sales Revenue and Total Passengers

• Sales for the Kimberley region product were derived from the reverse cooperative part of the campaign as

executed by Tourism Western Australia

• Unfortunately all metrics were in decline

• Notably the product range being promoted in this region was predominantly Broome

*Campaign product only into  Broome 2017 vs. 2018 for campaign period (helloworld agents)

Room Nights

121

-5.47%



Total Pax

10

+233%

Gross Sales Revenue 

$12,901

+1352%

Advertised Products – Coral Coast (Reverse Cooperative campaign)

21

Campaign sales period: 2nd February – 31 March 2018

Helloworld campaign targets are 10% year on year growth over campaign period for

Sales Revenue and Total Passengers

• Sales for the Coral Coast region were derived from the reverse cooperative part of the campaign as executed by

Tourism Western Australia

• The highest performing property was Mantarays Ningaloo Resort, the hero of the campaign

*Campaign product only into Coral Coast 2017 vs. 2018 for campaign period (helloworld agents)

Room Nights

12

+500%



Thank you



Post Campaign Report
Perth – Tourism Western Australia

6–31 May 2018

tbeggs
Typewritten Text
Legislative Assembly Question on Notice 4858 Tabled Paper 4

tbeggs
Typewritten Text

tbeggs
Typewritten Text



Body copy goes here

Heading: SubheadCampaign Summary

Campaign Western Australia - Perth (Reverse campaign)

Partners Tourism Western Australia

Objective To increase Perth sales and passenger numbers through Flight Centre

Date Range 6–31 May 2018

Summary of channels 
& assets

• In-store digital screens
• Press
• Online - homepage banner on Flight Centre website, landing page and product pages
• eDM
• Social media
• Consultant training



Body copy goes here

Heading: Subhead

Approx 100 stores in high foot traffic locations are fitted out with high impact LED digital screens.

Instore Activity: Digital Screens



Online: Website

The campaign was promoted on www.flightcentre.com.au which receives 3.5million+ 
visits per month. Elements included key real estate across: 
• Home page product banner
• Deal page
• Dedicated campaign landing page (linking to campaign product)

All campaign pages are mobile responsive for easy viewing on phone and tablets, 
with optimization undertaken to support campaign performance.  

16,890 unique  
views during the  
campaign period

Landing page

Most viewed 
product:  

Eat, Drink, Walk 
Perth Small Bar 

Tour

www.flightcentre.com.au


Online: eDM

The Western Australia campaign was supported with a banner inclusion in a weekly Flight Centre all database eDM send 
on 14 May 2018

Recipients are highly qualified email subscribers who are customers transacting in 
Flight Centre stores, on the website or prospects who have signed up to  
receive regular travel offers from the brand. 

Send
Total send 1,550,169
Open Rate 20.47%
Clicks 591 banner clicks



Body copy goes here

Heading: SubheadPress & Magazines

The campaign was supported with double page strip ads, with supporting editorial alignment on  
19 May 2018 in the following publications:

• Good Weekend - Sydney Morning Herald

• Good Weekend - Melbourne Age

HERE’S A sad realisation: I’ll never 
be able to get excited about a 
cheese toastie again. Not now that 
I’ve tried Russell Blaikie’s truffled 

croque-monsieur. This is no ordinary grilled 
cheese sandwich: Perth chef Blaikie wraps 

pancetta around a long loaf stuffed with 
cheese and truffle, served piping hot. It’s a 
decadent meal by any definition, all the more 
so given it’s being dished up at breakfast.

Blaikie’s croque-monsieur was the  
highlight of last year’s Hunter’s Breakfast, a G
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Digging deeper
It’s known for its magnificent tall trees, but there are plenty 
of other reasons to visit WA’s Southern Forests region.

degustation meal that is one of the most 
popular events at Truffle Kerfuffle. Held each 
June, this foodie festival takes place in 
Western Australia’s Southern Forests, south 
of Margaret River. The Southern Forests 
region is best known for its impressive tall-
tree forests, but the area is rapidly gaining a 
reputation as an under-the-radar food hub, 
with 80,000 hectares of agricultural land 
producing 50 varieties of fruit and vegetables, 
not to mention a booming wine scene.

This is one of Australia’s key truffle-
growing regions, and the truffle events – 
anything from a truffle hunt to the Hunter’s 
Breakfast – are quickly booked out. There  
are plenty of additional activities on offer  
at the Festival Village, from food vans to a 
marketplace where farmers and providores 
sell their wares. Then there are food and wine 
master classes and a host of sit-down lunches 
and dinners.

“This started out as a grassroots event and 
has grown into one of the state’s iconic food 
festivals,” says Sophie Zalokar. The owner  
of Foragers in nearby Pemberton, which 
offers cooking classes and seasonal dinners, 
Zalokar says gourmet travel is becoming 
increasingly important for the region. “We 
started out as a nature-based destination, 
with the karri forests, inland waterways  
and the coast. But there is so much 
opportunity to satisfy the growing  
appetite for culinary tourism.”

Truffle hunts are a big draw during the 
winter months, but Zalokar says the area’s 
wide variety of produce means any time of 
year is a good time to visit. 

“In autumn we have an enormous array of 
produce in season, from heirloom tomatoes 
and pumpkins to pears and quinces, with 
apple season hitting its stride.”

A newly-launched four-day food experience 
aims to introduce visitors to local producers 

Good Living

Glenoran Pool,  
a swimming 
hole near 
Manjimup in 
WA’s south-west.

Restrictions & conditions apply. Please ask us for further details or visit our website at www.flightcentre.com.au/lowest-airfare-guarantee. †Interest Free: Approved applicants only. Fees, terms & conditions apply including $99 Annual Fee. Minimum finance amount $999. A minimum monthly repayment is required regardless of applicable Interest Free periods. Interest, currently 23.99% p.a. 
(variable), is payable on the balance outstanding after any Interest Free term. Credit provided by FlexiCards Australia Pty Ltd ABN 31 099 651 877 Australian Credit Licence number 247415 (FlexiCards). Lombard® is a trademark of FlexiCards Australia Pty Ltd, a subsidiary of FlexiGroup Limited. *Travel restrictions & conditions apply. Prices & taxes are correct as at 30 Apr 18 & are subject to 

PERTH ON SALE

BOOK NOW!

With Interest Free† Holidays.

Perth 
Airfare + 3 nights 

4-star

from

$529
*

Select travel 16 Aug – 30 Sep 18.

Deal 5181983

100s of new rooms, 100s of new experiences

TASTE WINE

There are about two dozen 
wineries producing elegant 
cool-climate wines, with pinot 
noir and riesling among the 
specialities. Silkwood Estate has 
an on-site restaurant and a cellar 
door open Friday to Monday.
SILKWOODESTATE.COM.AU

DO THE DUNES

The Yeagarup Dunes is one of 
the largest sand dune systems  
in the southern hemisphere: 
discover this natural wonder on  
a 4WD adventure. PEMBERTON- 

DISCOVERYTOURS.COM.AU

GO HUNTING

What’s more appealing than  
a cute-as dog? A cute-as dog 
with a nose for finding truffles,  

of course! Join in a truffle hunt  
in season, from June to August.
AUSTRALIANTRUFFLETRADERS.COM

IN BLOOM

August is the month to catch 
swathes of tulips and daffodils in 
full flower at Nannup’s Flower 
and Garden Festival. Some of 
the area’s glorious gardens also 
open as part of the Festival of 
Country Gardens, which takes 
place in spring and autumn.
NANNUPGARDENS.ORG.AU

CHIC STAY

Foragers at Pemberton has  
a range of stylish chalets with 
fully-equipped kitchens. There 
are one-, two- and three- 
bedroom options available.  
If possible, time your visit to 

coincide with one of Foragers’ 
acclaimed seasonal dinners.
FORAGERS.COM.AU

GET HIGH

A hike through the area’s soaring 
karri forests is a must. If you have 
a head for heights, take the Tree 
Top Walk in the Valley of the 
Giants, or scale one of the area’s 
climbing trees, such as the 
58-metre high Gloucester Tree.
VALLEYOFTHEGIANTS.COM.AU

GOURMET GOODNESS

The Genuinely Extraordinary 
Southern Forests Food and Farm 
Experience happens on the first 
weekend of every month and 
includes visits to farm gates and 
dinners with producers.
SOUTHERNFORESTSFOOD.COM

Go west

and showcase the best seasonal produce. The 
Genuinely Extraordinary Southern Forests 
Food and Farm Experience, running once a 
month, also introduces visitors to some of the 
area’s 50-odd vineyards, which are garnering 
plenty of critical acclaim.

“It’s still early days for the region, but 
we are seeing winemakers having more 
confidence to go forward and try new things,” 
says Rachael Niall, owner of Perth’s Budburst 
wine bar. During a series of wine tastings at 
Truffle Kerfuffle, Niall showed off some of her 
local favourites, which include rieslings, 
sauvignon blancs and pinot noirs.

“It is pretty much agreed that the Southern 
Forests has not only the best climate for pinot 
noir, but also beautiful soils,” Niall says. Her 
favourite wineries include Picardy, Pemberley 
and Woodgate. “There are plenty of others, 
too; Silkwood Wines has a beautiful shiraz 
and a great riesling.” n

The writer visited the Southern Forests region 
courtesy of Tourism Western Australia.

The Tree Top 
Walk, amid 

the tingle 
forest canopy 
in the Valley 

of the Giants.

Festival-goers
tuck in at  
Truffle 
Kerfuffle.

change without notice. Visit our website to see updates & corrections to advertised products at www.flightcentre.com.au/ads. Prices quoted are on sale until 31 May 18, unless sold out prior. Prices are per person & are subject to availability. Accommodation (if included) is based on twin share unless otherwise stated. Pan Pacific Perth: BONUS late check-out is until 12pm & is subject to availability. 
FREE WiFi is subject to hotel/resort conditions. The Tribe Perth: Property is self rated. FREE WiFi is subject to hotel/resort conditions. The Westin Perth: FREE WiFi is subject to hotel/resort conditions. FROM MELBOURNE. Flight Centre Travel Group Limited (ABN 25 003 377 188) trading as Flight Centre. ATAS Accreditation No. A10412.  gwv_12may_tps_wa

131 600Click, call or visit us in store today flightcentre.com.au

The Westin 
Perth

3 nights 5-star 

from

$559
*

Includes FREE WiFi & 24-hour 
room service.*

Select travel 16 Aug – 30 Sep 18.

Deal 5193786

Intercontinental 
Perth

3 nights 5-star

from

$439
*

Includes breakfast daily. 
Select travel 1 Aug – 13 Dec 18

Deal 5193785

Pan Pacific 
Perth 

4 nights 5-star

from
$398

*

Includes BONUS late check-out 
& FREE WiFi.*

Select travel dates 1 Apr – 30 Sep18

Deal 5100831

Rottnest Island, Perth



To support the campaign, our media team executed acquisition activity on Facebook. 
This was in the form of single product advertisement.

Social Media: Facebook

Best performing 
advertisememt



Western Australia training resources were uploaded the Flight Centre Travel Group’s online training platform Compass 
and were promoted to over 5,000 retail consultants prior to the campaign start date. Those consultants who completed 
the training entered a draw for a chance to win a Perth Famil.

Consultant: Incentive & Training

Learn

WA

about

and
to

PErTH

WIn!

ELIZABETH QUAY, PERTH

WA’s capital continues to transform...
Long celebrated as one of the world’s prettiest and most liveable cities, new  
attractions, accommodation, wining and dining offerings, cultural and entertainment 
precincts have flourished – a vibrancy that complements Perth’s natural beauty, plus  
its access to spectacular and unmatched regional experiences.
Go in the draw to WIN A FAMIL to Perth and Margaret River by logging into  
Compass, My Library, The Atlas, Destination - Australia and New Zealand,  
New Perth and completing the training. 

Departure dates are set for 14-17 June, 2018.* 
*You must be able to travel on these dates to be eligible.

88
consultants  

completed and 
passed training



Results: Sales

Overall Flight Centre were able to provide exposure across key channels as outlined in the proposal document including 
in-store collateral, social media, display, website deals, email and travel blogs
As the below results illustrate, the campaign has had a positive impact on sales, passenger numbers and room nights in 
Western Australia. Comparing the pre-campaign and campaign periods sales grew by +131% and passenger numbers by  
+125%. This further highlights the impact of this campaign within the market.

Pre-campaign 
(23 Apr – 5 May 18)

Campaign 
(6–31 May 2018)

2018 % var YOY 2018 % var YOY

Sales -12% +3%

Passenger numbers -3% +17%

Room nights +7% +25%

*Results obtained from Power BI (08.08.18) based on bookings made through Calypso, iCompare, Infinity Holidays, expedia, GTA and Holiday Beds.
Passenger numbers and room nights are derived from hotel bookings. Gross sales include all package elements excluding flights.



Results: Perth Sales

The below results illustrates the campaign success for the Perth region. 
We have significent increases across the board, with sales, passenger numbers and room nights increasingly 
throughout the campaign period. 

Campaign 
(6–31 May 2018)

2018 % var YOY

Sales +10%

Passenger numbers +24%

Room nights +51%

*Results obtained from Power BI (08.08.18) based on bookings made through Calypso, iCompare, Infinity Holidays, expedia, GTA and Holiday
Beds. Passenger numbers and room nights are derived from hotel bookings. Gross sales include all package elements excluding flights.



Results: Digital

Website

Unique Visits 16,890
*Unique visits to campaign landing page & product pages

eDM

Date 18 May 

Send 1,550,169

Open Rate 20.47%

Clicks 591

Facebook Advertising

Impressions 572,163

Reach 265,131

Clicks 9,408

Engagements 6,230
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Attachment 2 

Policy and Guidelines 
 

Release of Event Sponsorship 
and/or other Commercial Information  

 
 
1. Purpose 

This policy and guidelines document has been developed primarily to assist in providing advice 
to the Minister for Tourism in responding to parliamentary questions or other parliamentary 
proceedings1 that may involve the potential release of event sponsorship information and/or 
other commercial information (i.e. financial, contractual and/or other information acquired as 
part of either an event sponsorship process or other business activity). 
 
This document may also be useful in guiding the preparation of advice to the Minister for 
Tourism in any situation (including the above) where it may be considered “reasonable and 
appropriate” not to provide information to Parliament. 
 
 

2. Background 
Tourism Western Australia (Tourism WA), as a Western Australian Public Sector entity, operates 
within a governance and accountability framework established under both legislation and policy. 
The agency’s accountability depends on the availability of information about how the activities 
of the agency have been conducted. 
 
Section 82 of the Financial Management Act 2006 (FM Act) provides that, if a Minister decides 
that it is reasonable and appropriate not to provide certain information to Parliament 
concerning the conduct or operation of an agency, then within 14 days of the decision the 
Minister is to cause written notice of the decision to be given to both Houses of Parliament and 
the Auditor General. 
 
Section 24 of the Auditor General Act 2006 (AG Act) requires the Auditor General to report to 
Parliament an opinion “as to whether a decision by a Minister to not provide the information to 
Parliament concerning any conduct or operation of an agency is reasonable and appropriate”. 
 
Note:  Whilst the Freedom of Information Act 1992 may provide a valuable reference point in 
considering whether information should be withheld in answer to a request in Parliament, it is 
a separate process to that of responding to a request in Parliament. 
 
 
When are section 82 notices not required? 

A notice under section 82 of the FM Act is unlikely to be required in the following circumstances: 
• the Minister has advised that information will be provided at a later date and there is 

reasonable justification for the delay 
• an answer has been provided in a previous question 
• the information is already publicly available 
• the requested information does not concern the conduct or operation of an agency as 

required by the FM Act 

                                                           
1  Note: Section 82 of the Financial Management Act 2006 is not restricted to parliamentary questions on notice but to any 
parliamentary proceeding. 
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• the information is already being sought under the Freedom of Information Act 1992 
(however, refusal to provide information simply because it can be accessed under the 
FOI Act is likely to be considered unreasonable and not appropriate)2 

• the Minister refers the request for information to another Minister, with responsibility 
for the agency in question. 

Extract from the Office of Auditor General Audit Practice Statement www.audit.wa.gov.au 
 
 

3. Policy Statement 
Advice provided by the agency on the release (or not) of event sponsorship and/or other 
commercial information shall in all cases involve: 

A An assessment of the confidentiality of the commercial information (including 
contractual requirements3 in relation to confidentiality); 

B An assessment against reasonable criteria for determining the commercial sensitivity 
of the information and possible detriment to the State and/or other parties; and 

C Documentation of the above assessments. 
 
Other considerations may include the: 

i. Resources required to collect the information; 

ii. Information being protected by legal professional privilege; and/or 

iii. Information being protected by public interest immunity. 
 
 

4. Guidelines 
Contact Tourism WA’s Ministerial Liaison Unit prior to commencing any assessment action for 
additional assistance, including a copy of additional guidance documents and templates. 
 
A Assessing the confidentiality of the information 

(including any contractual requirements in relation to confidentiality) 
 
For the purposes of this policy, for commercial information to be considered as 
confidential, it must satisfy all of the following criteria: 
 

i. The information to be protected must be specifically identified. 
 
ii. The information must be ‘commercially sensitive’. (Refer guideline 4B Assessing 

Commercial Sensitivity of the information and possible detriment to the State 
and/or other parties.)  

 
iii. Disclosure would cause unreasonable detriment to the owner of the information or 

another party. 
 
iv. The information was provided under an understanding that it would remain 

confidential.  (This requires consideration of the circumstances in which the 
information was provided and whether there was a mutual, express or implied 
understanding that confidentiality would be maintained.) 

 
                                                           
2  Refer also to the 17 September 2015 Statement in the Upper House of Parliament by the Hon Barry House MLC, President 
of the Legislative Council regarding the FOI Act. HPRM Reference:  E15/16738 (file GOV/0460) 
3  Note: Section 81 of of the Financial Management Act 2006 requires that no contractual or other arrangement is to be 
entered into that would prevent or inhibit the provision of information by the Minister to Parliament concerning any conduct 
or operation of the agency. 

http://www.audit.wa.gov.au/
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B Assessing commercial sensitivity of the information and possible detriment 
to the State and/or other parties 

 
i. Is the information generally known or ascertainable? 
 

ii. Has the information already been disclosed by another party (e.g. by another 
government entity) and/or another process (e.g. a freedom of information request, 
annual reporting, media statement, response to other parliamentary questions or 
a parliamentary committee, etc)? 

 

iii. Is the information a trade secret or other business information that has commercial 
value and its disclosure could reasonably be expected to destroy or diminish that 
value? 
Some potential considerations: 
 
(a) Would the release of financial, contractual or other information compromise 

Tourism WA’s (the State Government’s) ability to successfully attract, 
develop and/or retain an event or other business activity for Western 
Australia? 

For example 
• Could it provide another city or State with an unfair advantage? 
• Could it lead to substantially increased costs should another city or 

State seek to attract the event or business activity?  
• Is the event or business activity sufficiently ‘mobile’ that it could be 

secured or hosted in another city or State? 
 

(b) Would the release of financial, contractual or other information compromise 
Tourism WA’s (the State Government’s) future ability to successfully 
negotiate favourable terms and conditions for an event or other business 
activity? 

For example: 
• If future event holders or other companies knew the information is not 

being treated as commercially sensitive, would they be more reluctant 
to negotiate favourable terms and conditions with Tourism WA (the 
State Government) because other cities or states may demand the 
benefit of the same business arrangements. 

 
 

C Documentation of the Assessment(s) 

The Ministerial Liaison Unit has a template to guide the documentation of the agency’s 
assessment and subsequent advice to the Minister for Tourism, given a thorough 
evaluation against relevant criteria is required (ie it is not sufficient for example to simply 
state the requested information is commercial in confidence). 
 
Wherever possible, the draft assessment should be referred to either the Executive 
Director or the Commercial Contracts Manager within the Corporate & Business Services 
division for internal review, prior to finalising the assessment.  This process step should 
also be reflected in the documented assessment, where applicable. 
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In instances involving a Question Without Notice, if the advice to the Minister for Tourism 
is not to provide information to Parliament, a conscious and deliberate consideration of 
the matter is still required to have occurred in preparing this advice.  However, whilst 
written documentation of the deliberative process is required in all cases, due to the time 
constraints in responding to a Question Without Notice, this documentation step may 
need to occur after the advice has been provided to the Minister for Tourism. 

 
 

Other considerations 

Contact Tourism WA’s Executive Director Corporate & Business Services for additional assistance 
if one or more of the following may be relevant to providing advice to the Minister for Tourism 
on whether or not to provide information to Parliament: 

i. The resources required to collect the information would be manifestly unreasonable; 

ii. The information is protected by legal professional privilege; and/or 

iii. The information is protected by public interest immunity (eg Cabinet Documents). 
 
 
5. Impact of Time 

Related to the above is the question of time: At what point in time does the information no 
longer have commercial sensitivity and, as such, no longer needs to be held in confidence?  The 
setting of a specific timeframe has not been deemed appropriate and therefore each case needs 
to be assessed on its own merits or context (i.e. parallels to other current events/business 
activity, potential for that or a similar event/business activity to return or recur in the near 
future, etc). 
 
 

6. Auditor General Reports for Referencing 
 
22/2016 | 13 October 2016 
Annual cost of 16 sponsorship agreements to Parliament. 
 
21/2015 | 8 October 2015 
Funding provided to attract a 2018 FIFA World Cop Socceroos’ Qualifying Match to Perth. 
 

12/2015 | 12 June 2015 
Sale of public land (FESA House). 
 

17/2014 | 25 September 2014 
Feasibility for International Cricket (Cricket Test Matches) and Analysis of the Experience 
Extraordinary campaign. 
 
3/2014 | 18 March 2014 
Funding for some Tourism WA sponsored events. 
 
9/2012 | 28 June 2012 
Funding for the Perth International Arts Festival. 
 
2/2012 | 22 February 2012 
Funding for some Tourism WA sponsored events. 
 
2/2011 | 23 March 2011 
Information on the theatre production of The Graduate. 
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7. Additional Information 

• State Solicitor’s Office (Nov 2016):  Guideline to Ministers Deciding Whether to Provide 
Information Requested by Parliament. 

• Identifying and Protecting Confidential Information, Australian Government Solicitor, Legal 
Briefing No. 64, 4 July 2002, http://www.ags.gov.au/publications/legal-briefing/br64.pdf 

• Audit Practice Statement, Office of the Auditor General (WA), www.audit.wa.gov.au 

• Various media articles including Victoria vows to fight for every major event "worth taking" 
(June 2015) refer HPRM reference: STM/0509 

• 17 September 2015 Statement in the Upper House of Parliament by the Hon Barry House 
MLA, President of the Legislative Council regarding the FOI Act.  Refer HPRM reference:  
E15/16738 (Tourism WA file GOV/0460). 

• Decision of the Office of the Information Commissioner (Decision Ref: D0062014):  Freedom 
of Information – refusal of access – clause 4(1) – trade secrets.  (Tourism WA file:  STM/0509) 

 
 

8. Legislative Base/Related Policies 
• Financial Management Act 2006 

• Auditor General Act 2006 
 
 

9. Forms & Templates 
Refer Tourism WA’s Ministerial Liaison Unit 

 
 

10. Version Control 

Version Date Approved 
By Comment/Amendment 

1.0 Jul 2012 CEO New policy. First version 

2.0 Jul 2015 CEO Revision to include other business activities (i.e. in addition to event 
sponsorship) and a clarification/expansion of the assessment criteria. 

3.0 Oct 2015 ED, CBS 
Insert of additional references: 
• Auditor General Report (21/2015) 
• 17 Sep 2015 Statement by the President of the Legislative Council. 

4.0 Jan 2017 CEO 

Revision to include additional information from the State Solicitor’s Office 
Nov 2016 Guideline to Ministers Deciding Whether to Provide Information 
Requested by Parliament. 

Insert of additional references: 
• Auditor General Report (22/2015) 
• Decision of the Office of the Information Commissioner (Trade Secrets). 

 

http://www.ags.gov.au/publications/legal-briefing/br64.pdf
http://www.audit.wa.gov.au/
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