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EXECUTIVE SUMMARY 

Trends in consumer demographics and behaviour, technology and competition have changed the tourism 
environment requiring the industry to take a more strategic destination management approach to its planning to 
remain competitive (Nordin, 2003; Russell, 2000). In the future, the focus will be on refining these strategies and 
determining the best approach for each individual destination within a collective whole. In the past the 
Australian Government’s key purpose for the tourism industry has been on ‘jobs growth’ (Tourism Australia, 
2007, pg. 6). The future will see the Australian economy, and thus the tourism industry, affected by labour and 
skills shortages, climate change, an ageing population and further domestic and global economic fluctuations. 
This will make it necessary for the industry to change its previous strategies for competitive advantage and 
advocacy. 

 
This scoping study provides an overview of a detailed analysis undertaken on 76 Australian national, 

state/territory, regional and local tourism strategies and plans. It was undertaken at the request of the Sustainable 
Tourism Cooperative Research Centre (STCRC). This study aimed to compile an extensive desk top audit and 
review in order to create a document database and to identify current issues concerning the Australian tourism 
industry. Many of the strategies that emerged were sourced from local or state/territory government bodies, a 
result of strong government involvement in the tourism industry at the regional and local level. Often these 
strategies were developed based on an industry consultation process and represent the viewpoint of a number of 
stakeholders. The methodology applied was secondary content analysis, which is a recognised qualitative 
technique often applied in tourism planning (Janesick, 2000; Dey, 1993; Glesne, 1999). The primary outcome of 
the study was to assist STCRC in its planning for future research and to secondarily inform the national Tourism 
Alliance’s Australian Tourism Industry Strategy. The top 10 key issues that emerged from the study (ranked in 
order of the most referenced) were: 

 
• product and market development (i.e. diversification and niche market development) 
• leverage Australia’s many strengths 
• development through clustering (i.e. collaboration and networking) 
• develop aviation 
• fluctuating Australian and global economies 
• plan, promote, attract and increase investment in tourism infrastructure 
• raising the profile of the tourism industry with government and the community 
• technology’s impact on the distribution system 
• maximise and grow yield and dispersal 
• a Sustainable Tourism Destination Management approach to planning 
 
However these issues could be grouped with other arguments on similar topics. The most discussed 

collective topic was ‘Marketing and its current effectiveness’. The three key issues under this discussion topic 
were ‘Poor marketing and segmentation’, ‘Brand marketing, development and integration’ and ‘Improve and 
increase marketing and promotion’. 
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Chapter 1 

INTRODUCTION 

Tourism in Australia grew rapidly last century, but increasing globalisation, competition and changing consumer 
behaviour has slowed growth. This has forced the tourism industry at a state/territory and regional level to take a more 
strategic destination management approach to its planning in order to remain competitive (Nordin, 2003; Russell, 2000). 
The Queensland Tourism Strategy (2008) defines destination management as ‘a strategic approach that coordinates 
stakeholders in the planning, development, marketing and application of resource to grow tourism in a destination for 
the benefit of the tourism industry and the wider community’ (pg. 13). The trend towards this type of planning is 
expected to continue in the future with the requirement being on refining the strategies and determining the best 
approach for each individual destination within a collective whole.  

 
The fundamental key to economic development and growing industries is to improve people’s standards of living 

within a country by allocating resources in the most appropriate way (Gillespie, 1999; Shah & Burke, 2006), and 
tourism has been used in the past as a tool for economic development and growing jobs. In the future, the tourism 
industry will be increasingly shaped by changes to demographics and population shifts. There will be a tighter labour 
market, which will make it necessary to change the industry’s previous focus on growing jobs and its prior strategies for 
competitive advantage and industry promotion. 

 
Detailed analysis of the 76 Australian national, state/territory, regional and local tourism strategic planning 

documents allowed the identification and ranking of key strategic issues and priorities. This report presents the 
outcomes of this research by outlining and discussing the issues and priorities that emerged for the Australian tourism 
industry.  

 
This report has the following structure: 
 
• Background and Methodology  
• Summary of the Key Issues 
• Discussion of the Key issues 
• Conclusion 
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Chapter 2  

BACKGROUND AND METHODOLOGY 

This scoping study of national, state/territory, regional and local tourism strategies and plans was undertaken at the 
request of Sustainable Tourism Cooperative Research Centre (STCRC). The primary objective of this study was to 
compile an extensive desk top audit and review and analyse the content of Australian tourism strategic plans at the 
national, state/territory, regional and local level. This was in order to create a document database and to identify current 
issues concerning the Australian tourism industry. The primary outcome of the study was to directly inform the national 
Tourism Alliance's Australian Tourism Industry Strategy. 

 
This study was limited by time. In order to obtain a good cross-section of relevant strategies, a sampling frame was 

devised based on all local government areas in Australia. This sample frame was constructed from visitor numbers 
derived from Tourism Research Australia’s International and National Visitor Surveys. Visitor numbers were 
considered to be the most appropriate as this top-line tourism variable would have the most impact on planning issues. 
Furthermore, the relevant statistics were readily available and more reliable at the local level than other variables due to 
weighting issues. 

 
The initial literature search obtained 262 documents that related to tourism strategies and planning. This search 

uncovered strategies dating from 1996 to documents that were current at the time of this report’s submission. A number 
of documents were culled from the initial search. For example, those that dated prior to 2000 were excluded to ensure 
relevancy.  

 
The vast majority of documents were available online. However, to increase and guarantee coverage across the 

sample frame, emails were sent to all state/territory tourism organisations and a selection of regional tourism 
organisations and local government associations requesting copies of missing plans. Several strategies were unable to 
be obtained as they were in development. For example, the Yarra Valley and the Murweh Shire were all in development 
stages. It was also difficult to obtain strategies directly from organisations as many failed to reply or were overly 
protective of their strategies and so refused to provide them to the public. Due to government involvement in the 
tourism industry, particularly at the local level, many of the strategies were sourced from local or state/territory 
government bodies. However, these were often developed through an industry consultation process and thus represent 
the viewpoint of a number of stakeholders. 

 
The document analysis commenced with a total of 270 relevant documents obtained either from web searching or 

direct contact. Refer to the full technical report for a list of the strategies and planning documents that were able to be 
obtained over the course of the four weeks that this project was in field. Working from these 270 documents the 
researcher analysed all national (Table 1) and, due to time restrictions the most relevant state/territory documents (Table 
2) and a smaller sample of the regional (Table 3) and local strategies (Table 4).  

 
Full analysis occurred on 76 documents. These were selected based on the sampling frame and industry expert’s 

indication of relevance. Content analysis was utilised, which is a recognised and commonly used method for analysing 
secondary data sources (Janesick, 2000). This qualitative technique allows for analysis results in the documents to be 
uncovered progressively through reading and annotation of the material which leads to the natural creation of categories 
and cumulates in identifying the key data for the study (Dey, 1993; Glesne, 1999). This method has been applied 
previously in the study of tourism planning. Those documents directly related to tourism strategic planning were coded 
based on all issues, while those relating to industry sectors such as sport and restaurants were coded based on references 
to tourism issues. The coded references that emerged from the study are presented in Appendix B in the full technical 
report. Detailed individual summaries of the national, state/territory, regional and local strategies are presented in 
Appendix C, D, E and F, respectively. 

 
Approaching the analysis of the sixtieth document it was noticed that no new major issues or themes were emerging. 

The remainder of the two hundred and seventy documents were quickly scanned for any possible relevant issues that 
were not discovered in the core research documents. While there is a possibility that some minor issues were 
overlooked in this process, all major issues come across in these additional documents were already addressed within 
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the initial analysis. This further supports the findings discussed in this report. 
 
A limitation of this study is the potential bias towards larger and more highly planned tourism states/territories and 

regions, or towards states with numerous regions and local areas. This is due to these regions having more formalised 
government structures and websites and thus greater availability of planning documents. Another possible bias would 
be misinterpretation, miscoding and personal biases associated with the researcher. While the researcher has 
endeavoured to remain accurate and impartial while drawing out relevant issues, these biases would be inherent. A final 
limitation of this report is that the data was based on secondary documents that dated from 2000. This means that much 
of the data and strategic thinking contained in the documents are already dated and perhaps not inclusive of the most 
recent industry issues.  

 
Under the assumption that this report will be utilised by tourism industry leaders and experts the researcher has not 

endeavoured to explain all industry related concepts. 
 

Table 1 Strategic Documents Analysed at the National Level 
 

Level Organisation Year Document Website or contact 

National  Sport and Tourism Division 2000 
 

Towards a national Sports Tourism 
Strategy 

3Uhttp://catalogue.ausport.gov.au/ 
fulltext/2000/feddep/ 
SportTourismStrategy.pdf H 

National Australian Tourist Commission 
(ATC) 

2001 Olympic Games Tourism Strategy  

National Tourism Australia 2002 China Strategy and Actions 
 

3Uhttp://www.tourism.australia.com/cont
ent/Research/ China_study_101002.pdfH  

National Australian Government 2003 Tourism Green Paper 3Uhttp://www.ret.gov.au/Documents/Tour
ismGreenPaper20031107160414.pdfH  

National Australian Government 2003 Tourism White Paper 3Uhttp://www.industry.gov.au H 

National OCDE 2003 national Tourism Policy Review of 
Australia 

3Uhttp://www.ret.gov.au/General/Touris
m-
BMET/Pages/nationalTourismInvestm
entStrategy.aspxH  

National Tourism Events Australia 2004 Tourism Events Australia 
Discussion Paper 

 

National Restaurant and Caterers 
Australia 

2004 Complete Policy Document http://www.restaurantcater.asn.au/rc/co
ntent.aspx?id=10 

National Tourism Australia 2005 national Road Tourism Strategy 
Fact Sheet 

3Uhttp://www.tourism.australia.com/cont
ent/Niche/NRTSFactSheet.pdf H  

National Department of Industry, 
Tourism and Resources 

2005 Restaurant and Catering Industry 
Action Agenda 

3Uhttp://www.ret.gov.au/General/Touris
m-
ILT/Pages/RestaurantandCateringIndus
tryActionAgenda.aspxH  

National Tourism Australia 2006 The Experience Seeker–A 
Uniquely Australian Invitation: 
Strategy and Execution 

3Uhttp://www.tourism.australia.com/cont
ent/Destination%20Campaign/Strategy
%20and%20Execution.pdfH  

National Department of  
Industry, Tourism and 
Resources 

2006 Revised Action Plan for the 
Development of the Australia-
Pacific Cruise Industry 

3Uhttp://www.tourism.australia.com/cont
ent/aussie_experiences/2007/RevisedA
ctionPlanForAustralianCruiseIndustry2
006.pdfH 

National Tourism Australia 2006 Action Plan for Japanese Tourism: 
Embracing change 

4Uhttp://www.ret.gov.au/Documents/FIN
AL_JAPAN_ACTION_PLAN2006_23
030620060323122603.pdf H  

National Department of Industry, 
Tourism and Resources 

2007 Australian Government national 
Tourism Investment Strategy 

4Uhttp://www.ret.gov.au/Documents/AGr
esponse_jan20070110165941.pdfH  

National Department of Resources, 
Energy and Tourism 

2007 national Tourism Incident 
Response Plan 

4Uhttp://www.ret.gov.au/Documents/NTI
RP20070321093000.pdfH 

National Department of Resources, 
Energy and Tourism 

2007 Tourism White Paper Annual 
Progress Report, 2006 

4Uhttp://www.ret.gov.au/Documents/TW
P_Progress_Report_062007042017184
3.pdfH 

mailto:info@crctourism.com.au�
http://sustainabletourismcrc.cmail3.com/l/424209/s4i6d21/www.surveymonkey.com/s.aspx?sm=cCMy_2fyZbjAjkr2Vy5LopCg_3d_3d�
mailto:info@crctourism.com.au�
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Table 1 Strategic Documents Analysed at the National Level (cont.)  
 

Level Organisation Year Document Website or contact 
National Winemakers Federation of 

Australia 
2007 Wine Australia: Directions to 2025 4Uhttp://www.ret.gov.au/Documents/TW

P_Progress_Report_062007042017184
3.pdfH 

National Indigenous Tourism Australia 2007 national Strategy for Indigenous 
Tourism 2007–2012 

4Uhttp://www.indigenoustourism.australia
.com/content/PDF/Indigenous%20Roa
dshow%20Rpt%20LR.pdfH 

National Tourism Australia 2007 Planning for Inbound Success 4Uhttp://www.tourism.australia.com/cont
ent/Marketing/planning_for_inbound_s
uccess/planning_for_inbound_success_
2007.pdfH  

National Restaurant and Caterers 
Australia and the Department 
of Industry Tourism and 
Resources 

2007 The Business of Eating Out – 
Including Status updates Part 1, 2 
and 3 

http://www.ret.gov.au/Documents/ 

National Tourism Australia 2008 Tourism Australia’s Corporate 
Plan 

4Uhttp://www.tourism.australia.com/cont
ent/About%20Us/Corp_plan0708_091
0.pdfH 

National Tourism Research Australia 
 

2008 Through the looking glass 4Uhttp://www.tra.australia.com/content/d
ocuments/Domestic%20Stage%203/FI
NAL%20-
%20Through%20the%20looking%20gl
ass.pdfH 

National Department of Resources, 
Energy and Tourism 

2008 Industry Quality and Standards  

National AusIndustry 2008 Business Ready Program for 
Indigenous Tourism & the 
Australian Tourism Development 
Program 

4Uhttp://www.ausindustry.gov.au/library/
BRPIT_Feb08_final20080229023449.
pdfH; 
HUhttp://www.ausindustry.gov.au/library/
ATDP_final_feb200820080229015736
.pdfH 

National Department of Resources, 
Energy and Tourism 

2008 national Tourism Accreditation  

 

http://www.ausindustry.gov.au/library/ATDP_final_feb200820080229015736.pdf�
http://www.ausindustry.gov.au/library/ATDP_final_feb200820080229015736.pdf�
http://www.ausindustry.gov.au/library/ATDP_final_feb200820080229015736.pdf�
http://www.ausindustry.gov.au/library/ATDP_final_feb200820080229015736.pdf�
http://www.ausindustry.gov.au/library/ATDP_final_feb200820080229015736.pdf�
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Table 2 Strategic Documents Analysed at the State Level 
 

Level Organisation Year Document Website or contact 
State Tourism New South Wales 2002 Towards 2020: New South 

Wales Tourism Masterplan 
5Uhttp://corporate.tourism.nsw.gov.au/Sites/SiteID6/objLi
b10/Masterplan%20-%20Full%20Version.pdf H 

State Tourism New South Wales 2008 Tourism New South Wales 
Surf Tourism Strategy 
Summary 

http://corporate.tourism.nsw.gov.au/Sites/SiteID6/objLi
b14/GDayUSA_SurfTsmStrategy_FactSheet_FINAL.pd
f 

State Tourism Victoria 2002 Victoria’s Tourism Industry 
Strategic Plan Summary 
2002–2006; & Victoria’s 
Tourism Industry Strategic 
Plan 2002–2006 

5Uhttp://www.tourism.vic.gov.au/strategicplan/plan2002_2
006/pdfs/summary_version.pdfH  
5Uhttp://www.tourism.vic.gov.au/strategicplan/plan2002_2
006/pdfs/complete_plan.pdfH 

State Tourism Victoria 2002 The Significance of Tourism 
Strategic Plan 2002-2006 

5Uhttp://www.tourism.vic.gov.au/strategicplan/plan2002_2
006/pdfs/section2.pdf H 

State Tourism Victoria 2003 Victoria’s Tourism Industry 
Strategic Plan 2002–2006 
Addendum 2003 

5Uhttp://tourism.vic.gov.au/strategicplan/plan2002_2006/a
ddendum_oct_03.htm H 

State Tourism Victoria 2004 Victoria’s Tourism Industry 
Strategic Plan 2002–2006 
Addendum 2004 

5Uhttp://tourism.vic.gov.au/strategicplan/plan2002_2006/a
ddendum_oct_04.htm H 

State Victoria Tourism Industry 
Council and Victoria Events 
Industry Council 

2006 Tourism and Events Strategy 
2016 

5Uhttp://www.vecci.org.au/resources/tourism+and+events
+strategy+2016.pdf H 

State Department of Innovation, 
Industry and regional 
Development 

2006 Tourism and Events Industry 
Strategy 

5Uhttp://www.diird.vic.gov.au/corplivewr/_assets/main/lib
60026/tourism-strat.pdf H 

State Tourism Victoria 2007 Tourism Victoria Business 
Plan 2008–2011 

5Uhttp://www.tourism.vic.gov.au/images/stories/3yearplan.
pdfH 

State Tourism Queensland 2008 Queensland Tourism Industry 
Strategy 

6Uhttp://www.tq.com.au/tqcorp_06/index.cfm?E98B24EA
-BF4E-9693-F458-46147C183D91H 

State South Australian Tourism 
Commission 
 

2002 South Australian Tourism 
Plan 2003–2008 

6Uwww.tourism.sa.gov.au H  

State South Australian Tourism 
Commission 

2006 South Australia’s Strategic 
Plan: Tourism 
Implementation Action Plan 

6Uwww.tourism.sa.gov.au H 

State Tourism Western Australia 2005 The State Report: Destination 
Development Strategy, 2004–
2014 

6Uhttp://www.tourism.wa.gov.au/Publications%20Library/
Polices%20Plans%20and%20Strategies/Destination%20
Development%20Strategies/Statewide%20Destination%
20Development%20Strategy%202004-2014.pdfH 

State Tourism Western Australia 2007 Strategic Plan 2008 to 2013: 
building for the future 

6Uhttp://www.tourism.wa.gov.au/Publications%20Library/
Executive%20Services/Strategic%20Plan_2008.pdfH 

State Tourism Tasmania 
December, 2007 

2007 Tourism 21: Strategic 
Business Plan 2007–2010 

6Uhttp://www.tourismtasmania.com.au/pdf/2007_tasind_t2
1dec.pdf H 

State Northern Territory Tourist 
Commission 

2003 
2004 

Northern Territory Tourism 
Strategic Plan 2003–2007 & 
Strategic Plan Update 

Contact: Valerie Smith, email. HUValerie.smith@nt.gov.au H 

State Northern Territory Tourist 
Commission 

2008 Five Year Tourism Strategy 
Plan: A plan to guide the 
direction and success of the 
Northern Territory Tourism 
Industry 2008 to 2012 

Contact: Valerie Smith, email. HUValerie.smith@nt.gov.au H 

State Environment ACT 2000 Nature Based Tourism 
Strategy for the Australian 
Capital Territory 

6Uhttp://www.tams.act.gov.au/__data/assets/pdf_file/0015/
13029/nbtstrategy.pdf H 

State Australian Capital Tourism 2005 Seeds for Success Contact: Justin Lalor, email. HUJustin.lalor@act.gov.au H  

State Australian Capital Tourism 2005 Our Industry – Our Future Contact: Justin Lalor, email. HUJustin.lalor@act.gov.au H  

State ACT & Region Chamber of 
Commerce and Industry 

2006 Canberra’s tourism industry 7Uhttp://www.ticact.org.au/documents/Lobby_Policy/Posit
ion%20Paper%20-%20September%202006.pdfH 

 

mailto:info@crctourism.com.au�
http://sustainabletourismcrc.cmail3.com/l/424209/s4i6d21/www.surveymonkey.com/s.aspx?sm=cCMy_2fyZbjAjkr2Vy5LopCg_3d_3d�
mailto:info@crctourism.com.au�
mailto:info@crctourism.com.au�
mailto:info@crctourism.com.au�
mailto:Valerie.smith@nt.gov.au�
mailto:Valerie.smith@nt.gov.au�
mailto:Valerie.smith@nt.gov.au�
mailto:Valerie.smith@nt.gov.au�
mailto:Valerie.smith@nt.gov.au�
mailto:Valerie.smith@nt.gov.au�
mailto:Justin.lalor@act.gov.au�
mailto:Justin.lalor@act.gov.au�
mailto:Justin.lalor@act.gov.au�
mailto:Justin.lalor@act.gov.au�
mailto:Justin.lalor@act.gov.au�
mailto:Justin.lalor@act.gov.au�
mailto:info@crctourism.com.au�
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Table 3 Strategic Documents Analysed at the Regional Level 
 

Level Organisation Year Document Website or contact 
Regional Tourism New South Wales 2002 South Coast: regional 

Tourism Plan 2003–2006 
7Uhttp://corporate.tourism.nsw.gov.au/Sites/SiteID6
/objLib13/South_Coast_regional_Tourism_Plan.p
dfH 

Regional Riverina regional Tourism 2003 regional Tourism Action 
Plan 

Fiona Last, email. 
HUnaturally@riverinatourism.com.au H  

Regional Hunter regional Tourism 
Organisation 

2005 The Hunter Region 
Strategic Tourism Plan 
2005–2008 

Not Applicable: sourced by the Sustainable 
Tourism Cooperative Research Centre 

Regional Tourism Victoria 
 

2005 Mornington Peninsula: 
regional Tourism  
Development Plan 2004–
2007 

Paul Albone, email. 
H7paul.albone@tourism.vic.gov.au 
7Uhttp://www.tourism.vic.gov.au/images/stories/Do
cuments/About_Us/mornington-peninsula-rtdp-
2005-update.pdfH  

Regional Geelong Otway Tourism 2007 Strategic Plan 2007-2010 http://www.geelongotway.org/uploads/39561663
2___2007-2010StrategicPlan.pdf 

Regional Tourism Queensland 2004 Sunshine Coast Destination 
Management Plan 

7Uhttp://www.tq.com.au/shadomx/apps/fms/fmsdow
nload.cfm?file_uuid=63FFE5CD-D5BC-D9C0-
D1B2-D3A528A8B0CD&siteName=tqcorp_06H  

Regional Gold Coast Tourism Bureau 2006 Gold Coast Tourism: Five 
Year Plan 

Steven Holle, email. steven.holle@gctourism.com 

Regional Tourism Queensland 2007 Destination Management 
Plan for Tourism in South 
East Queensland Country, 
2007–2010 

7Uhttp://www.tq.com.au/shadomx/apps/fms/fmsdow
nload.cfm?file_uuid=8D6D630B-C382-1795-
6D6B-C88ED474684C&siteName=tqcorp_06H  
 

Regional Tourism Tropical North Queensland 2007 2007–2008 Business Plan Annie Riddet, email. Annie.riddet@tnq.org.au 

Regional Riverland Strategic Tourism Plan 
Steering Committee 

2005 River Integrated Strategic 
Tourism Strategy 

Not Applicable: sourced by the Sustainable 
Tourism Cooperative Research Centre 

Regional Alexandrina Council, District 
Council of Yankalilla, City of 
Onkaparinga, City of Victor Harbor 
and South Australian Tourism 
Commission 

2007 Fleurieu Peninsula Region 
Integrated Strategic 
Tourism Plan 2007–2012 

7Uwww.tourism.sa.gov.au H  
 

Regional Tourism Barossa, South Australian 
Tourism Commission, Barossa 
Wine & Tourism Association 

2007 Tourism Marketing Plan 
2007–2008 

7Uhttp://www.barossa.com/webdata/resources/files/
Tourism_Barossa_Marketing_Plan_07- 08.pdfH  
 

Regional Tourism Western Australia 2007   

Regional Augusta Margaret River Tourism 
Association 

2008   

Regional Northern Tasmania Development 2007   

Regional Launceston City Council, Tourism 
Tasmania, Northern Tasmania 
Development and SCA Marketing 
and Red Inca 

2005   

Regional Australian Tourism Industry 
Association, Alice Springs Town 
Council, Chamber of Commerce 
Northern Territory, Department of 
Natural Resources, Environment 
and the Arts, Department of the 
Chief Minister, Tourism NT 
Prepared by National Centre for 
Studies in Travel and Tourism 

2005   

Regional Australian Tourism Industry 
Association, Alice Springs Town 
Council, Chamber of Commerce 
Northern Territory, Department of 
Natural Resources, Environment 
and the Arts, Department of the 
Chief Minister, Tourism NT 

2007   

 

mailto:naturally@riverinatourism.com.au�
mailto:naturally@riverinatourism.com.au�
mailto:naturally@riverinatourism.com.au�
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Table 4 Strategic Documents Analysed at the Local Level 
 

Level Organisation Year Document Website or contact 
Local Manly Council 2006 Manly Sustainability 

Strategy: For Today and 
Future Generations 

8Uhttp://www.manly.nsw.gov.au/Sustainability-
Strategy.htmlH 

Local Orange City Council 2003 Orange City Cultural 
Plan 

8Uhttp://www.orange.nsw.gov.au/download.cfm?Downloa
dFile=3CF04011-E7F2-2F96-3F3463F6485B33B2H 

Local Orange City Council 2006 Orange City Council 
Strategic Heritage Plan 

8Uhttp://www.heritage.nsw.gov.au/docs/incentives/hs_ora
nge.pdfH 

Local Country Victoria Tourism 
Council 

2001 Planning for Tourism: 
Summary of Wangaratta 
Tourism Strategy 

8Uhttp://www.decipher.biz/PopupPages/packet_frame.asp
x?packet_id=FN5cYLxuofw%3d&record_usage=BFw
HmG4lRqg%3d&pathway_id=vlZe9Gyx0hU%3d&clie
nt_id=a2GSpnDbruI%3d&client_code=4o0GN%2fQ1B
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Local Latrobe City Council 2006 Latrobe 2021: The vision 
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Local City of Albany Council 2005 City of Albany Tourism 
Strategy 
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pdfH 
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Chapter 3  

SUMMARY OF KEY ISSUES 

From the analysis of the strategic planning documents, several insights into the planning strategies of the different 
levels of government emerged. At the national level, the focus was more heavily upon marketing rather than strategic 
planning. Other sorts of strategic planning, such as tourism business development, seemed to come from multiple 
organisations such as AusIndustry, Tourism Australia and the Department of Resources, Energy and Tourism. At the 
state/territory level some organisations appeared to be more advanced with their planning compared to other 
states/territories. At the regional level, there were a substantial number of documents, however, at the local level 
documents became sparse or less easy to obtain. Generally across all the levels the availability of strategic documents 
was correlated with visitor numbers, size of the government and reliance on the tourism industry. For example, Victoria 
had a substantial number of tourism plans and strategies across all tiers of government.  

 
National documents, as would be expected, discussed ‘big issues’ that were affecting the industry, while regional 

and local plans tended to be more focused on micro details, such as signage and hours of business operation. The 
regional and local strategies made a number of comments regarding the need for funding and support for tourism 
development, while this was less of an issue at the national and state/territory levels. Some of the smaller or more rural 
local governments were still attempting to establish visitor information centres. Regional tourism organisations business 
plans, when they were available, were often solely focused on marketing and market growth performance indicators and 
ignored business planning and development issues. This sort of planning, if it was addressed at all, was instead 
generally left to the local government authority with the strategies being incorporated into wider local government 
economic development plans. Other regional and local tourism organisations did not yet have a strategic plan, for 
example the Outback South Australia, the Yarra Valley in Victoria and the Murweh Shire in Queensland (all three 
indicated that they were in development). 

 
Most state/territory tourism organisations had regional tourism strategies; however they were again heavily focused 

on marketing. Some larger local governments had their own tourism strategies which did not necessarily align with the 
state/territory’s tourism strategy. Others, however, were well integrated and referenced to their STOs. An inconsistent 
message from government to industry on planning and development matters would be confusing operators and investors 
and slowing growth. There is a need to determine appropriate and satisfactory roles and responsibilities.  

 
The ten main issues identified from the analysis of the tourism strategic plans were: 
• product and market development (i.e. diversification and niche market development) 
• leverage Australia’s many strengths 
• development through clustering (i.e. collaboration and networking) 
• develop aviation 
• fluctuating Australian and global economies 
• plan, promote, attract and increase investment in tourism infrastructure 
• raising the profile of the tourism industry with government and the community 
• technology’s impact on the distribution system 
• maximise and grow yield and dispersal 
• a  Sustainable Tourism Destination Management approach to planning 
 
However, these issues could be grouped with other arguments on similar topics. The most discussed collective topic 

was ‘marketing and its current effectiveness’. The three key issues under this discussion topic were ‘poor marketing’, 
‘improve and increase marketing’ and ‘brand marketing and development’. 
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The key collective topics that emerged in order of most referenced were: 
• marketing and its current effectiveness 
• distance and access 
• destination management 
• the labour market 
• infrastructure and investment 
• industry structure 
• product and market development 
• demand, awareness and appeal 
• politics 
• research 
• price, yield and dispersal 
• product strengths 
• the environment  
• adverse externalities and risk management 
• the economy 
• technology’s impact on tourism 
• service and product quality 
• major and business events 
• changing consumer behaviour 
• increasing competition 
• Indigenous tourism  
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Chapter 4  

DISCUSSION OF THE KEY ISSUES 
This section will present a brief discussion of the key issues and highlight their importance and possible effects on the 
tourism industry in the future. For logical progress of this section, reporting will discuss topics in the following format: 

• changing consumer behaviour 
• increasing competition 
• demand, awareness and appeal 
• product and market development 
• marketing and its current effectiveness 
• product strengths 
• distance and access 
• price, yield and dispersal 
• service and product quality 
• infrastructure and investment 
• major and business events 
• indigenous tourism 
• the economy 
• politics 
• the labour market 
• the environment 
• destination management 
• industry structure 
• research 
• adverse externalities and risk management 
• technology’s impact on tourism 

 

Changing Consumer Behaviour 
Of major concern, particularly at the national and state/territory levels were changes to consumer behaviour, 
demographics and holiday patterns that were being influenced by: 

• an ageing population 
• the retirement of baby boomers 
• attitudes to careers and work/life balance 
• changes to annual leave patterns 
• increased housing and credit card debt 
• increased stress 
• shorter breaks 
• increased outbound travel 
• affects of terrorism and SARS 
• significant population shifts 
• changes to family structures 
• fluctuations in demand for outputs from key Australian industries 
• globalisation 
• new emerging travel markets 
• competition 
• poor tourism marketing 



ANALYSIS OF NATIONAL, STATE, REGIONAL AND LOCAL TOURISM STRATEGIES AND PLANS  
 

 11

Increasing Competition 
There are a number of references made to increasing competition. The competitive forces affecting the tourism industry 
are cited as being sourced from: 

• tourism industry businesses 
• overseas tourism destinations 
• destinations in Australia (across state/territory, regional and local levels) 
• tangible goods 
• changing trends in the labour market (i.e. reduced leisure time and lack of workers) 

Demand, Awareness and Appeal 
Declining or flat growth in visitation from key markets, such as the Japanese market and domestic market, was of 
considerable concern due to a perceived reliance on these markets. A number of strategies were concerned over low 
market awareness or poor images of regional or niche products, resulting in poor visitation and yield. It was suggested 
that current market awareness of the product was not being translated into interest or intention. Proposed strategies for 
increasing awareness and appeal were value adding to current strengths and educating emerging niche markets (such as 
China and India) on the Australian product. Suggested changes to demand in the future included increases in 
experiential tourism, active holidays, ‘learning’ holidays, eco-tourism, adventure tourism and customised or unique 
experiences. 

 
Some strategies identified that the key problem was that many regions had diversified and were using this as their 

key marketing strategy. However such strategies were being more frequently criticised in the more recent planning 
documents. As the Riverina regional Tourism Incorporated’s (2003) Regional Tourism Action Plan (2003–2006) states: 

Most leisure travel to the Region would appear not to combine the diverse elements the Region offers ... (pg. 10) 
 
Later it goes on to note that: 
Because of its diversity, the Region has struggled to find a clear point of differentiation in the tourism market. Among the 
weaknesses identified for the Region was the fact that the Riverina was seen to be poorly defined. Its diversity has, in the 
view of the Group, hindered the Region in achieving a clear position in the market place. That is, there is no discernable 
value in trying to say we have it all.  (pg. 43, emphasis in original). 

Product and Market Development 
There appears to be considerable differences in the strategies over how product development should occur. While some 
strategies propose a need for niche market development and product base diversification, others suggest that due to 
market fragmentation and weak branding there is a need to focus on strengths and develop ‘core products ’. For 
example, Tourism Victoria’s (2002) Victoria’s Tourism Industry Strategic Plan 2002–2006 places emphasis on the fact 
that food and wine  is a ‘core product strength’ and identifies the Yarra Valley as its key food and wine destination for 
marketing both domestically and internationally. However, many of the strategies identify similar products as their 
strengths and areas for development. For example, continuing on discussing the food and wine tourism arena, both 
South Australia and the Gold Coast also note the food and wine product in their strategic growth plans. One strategy 
raised concern of a possible oversupply of wineries and cellar door experiences. Such an oversupply would be causing 
businesses to be less profitable, reducing their viability. Numerous strategies noted the need for product and market 
development through diversification into niche markets. The emphasis was on diversifying the product base and 
targeting markets so that the destination is better able to cope with risk and seasonality. 
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The key products highlighted for growth tend to be: 
• major and business events 
• nature based- and eco-tourism 
• Indigenous tourism 
• the Chinese and Indian emerging markets 
• the drive market 
• education tourism 
• food and wine 
• arts, music and craft 
• wildlife viewing  
• family holidays 
• heritage, mining and gold rush 
• the Outback 

 
Sometimes it may be better for destinations to take a comparative advantage approach and compete on different 

product strengths, rather than attempting direct competition on homogenous products. For a simple example, instead of 
two regions directly competing in wine tourism, the more recognised wine region could be developed as ‘the’ wine 
region and the second, although still having strengths in wine, could be marketed as ‘the’ food region. Such an approach 
would require coordination at the national level to retain diversity of product within the Australian destination and to 
aid compromise. This strategy would reduce direct competition between destinations and increase demand (particularly 
domestic) for certain regions as they would be supplying highly unique and iconic products that are not widely available 
elsewhere. 

Marketing and its Current Effectiveness 
There were also considerable differences amongst the strategies regarding marketing and its current effectiveness. A 
majority of the strategies stated that current marketing was not achieving the desired results. Marketing efforts were 
generally considered to be effective in those strategic planning documents prepared by the same organisations that were 
responsible for undertaking the development and roll out of the marketing campaign. The strategies (across all levels) 
that indicated current marketing was not effective reasoned that it:  

• is unadaptive 
• is not benefiting all stakeholders equitably 
• is missing the mark 
• is fragmented and multi-layered (due to diversity of product) 
• is resource intensive (due to diversity of product) 
• is poorly branded (weak association and poor image) 
• has a marketing, demand and supply mismatch 
• has gaps between customer expectation and satisfaction. 
 
In reference to the national tourism marketing campaign, Victoria’s Department of Innovation, Industry and 

Regional Development’s (2006) Tourism and Events Industry Strategy questioned: 
Can campaigns that ask ‘So where the bloody hell are you’ attract sophisticated travellers to Victoria’s boutique wineries 
and Melbourne’s fashionable shopping and food precincts? (pg. 16) 
 
More generally, the above statement is supported by Tourism Tasmania’s (2007) Tourism 21: Strategic Business 

Plan 2007–2010: 
Recent research has found that domestic travel is of diminishing interest to Australians and most travel marketing misses 
the mark, focusing on the destination, not the personal desires of the traveller. (pg. 9) 
 
Tourism Tropical North Queensland (2006) notes in its 2007–2008 Business Plan that a negative factor of current 

marketing is the inconsistency of Brand Australia and weak national tourism marketing  
campaigns (pg. 8). 

 
There was evidence of such an argument also being applicable at the state/territory level in some regional and local 

documents. The marketing, demand and supply mismatch which is leading to gaps in customer expectations, 
experiences and satisfaction was considered a serious problem. Ironically, for an industry based on marketing 
principles, is the strong suggestion existing that the tourism product must be developed to match ‘strong marketing 
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campaigns’. There is a basic need to ensure that the product is in place prior to the marketing and attraction of the 
visitor in order to save on customer disappointment and bad word of mouth.  

 
The strategies strongly called for improvements and increases to marketing.  At the regional and local levels there 

continues to remain a focus on brand development and marketing. In fact, some regions have become so focused on 
branding their tourism industry that they are now calling their strategy a ‘Whole of City’ brand that is applied to all 
economic development in order to attract investment in other areas. However, the more recent national and 
state/territory strategies are referencing the need for cooperative marketing in order to increase marketing resources and 
impact and that these campaigns should cut across state/territory borders with a focus on the experience, rather than the 
destination. Given the focus on regional dispersal, such a strategy does have an inherent logic. Many of the smaller 
regional and local organisations portend a lack of destination awareness and resources for marketing. 

 
Tourism Australia’s marketing campaign is based on the ‘Experience Seeker’. However, while marketing to this 

visitor has already been occurring, there is still a need to properly identify this consumer with Tourism Australia’s 
(2008) Corporate Plan 2007–08 to 2009–10  identifying a need to undertake: 

Further research into Tourism Australia’s target market—the Experience Seeker—[to provide] insights into consumer 
behaviour, attitudes and emotional triggers, socio-demographics, etc. (pg. 14).  
 
Given the focus on niche markets in most of the strategies, there is frequent reference to ‘Target Marketing’ across 

the documents. Several documents were taking this marketing strategy, although they tended to be older documents—
see for example Northern Territory Tourist Commission’s (2003) Northern Territory Tourism Strategic Plan, 2003–
2007. The benefits of this claim that mixed target marketing allows for efficient and effective use of resources and 
increasing resilience to economic, global and seasonal trends. 

Product Strengths 
Continuing on with the earlier discussion of the debate between diversification and focusing on strengths, Australia’s 
core strength is considered to be its diversity of product. The analysed strategies have focused on their strengths and 
potential opportunities for growth. Some of Australia’s strengths that were identified included: 

• food and wine 
• events and festivals 
• arts, music and craft 
• wildlife viewing 
• diverse natural attractions 
• touring 
• beaches 
• alpine and ski  
• range of accommodation 
• competitive packaging 
• good infrastructure 
• shopping 
• adventure 
• Indigenous 
• golf 
• spa and well-being 
• education 
• entertainment 
 
However a weakness identified in the strategies is that not all regions have, nor can they create, all (or sometimes 

even any) of Australia’s strengths. Thus there is a need to take a destination management approach to developing 
individual regions with a focus on its own inherent core strengths. These strategies should link to a national level 
strategy for destination management that allows for competitive and comparative advantages. Currently there is a void 
of this type of management. 

 
Distance and Access 
One major weakness of Australia is the tyranny of distance. This is a key weakness for the domestic market, with many 
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domestic travellers comparing some destinations in Australia relative to an overseas trip. The growth of tourism is 
traditionally linked to good locations, population growth and well developed access (Butler, 1980; Gunn, 1979). Indeed, 
a key strength identified by Tourism Victoria (2002) in its Victoria’s Tourism Industry Strategic Plan was the state’s 
compactness. Developing affordable access to Australia’s destinations is critical if they are to be successful. 

 
A method that has been developed to deal with this issue is the ‘Drive’, ‘Fly/Drive’ or ‘Touring’ market. The 

disadvantage of distance can itself be a strength, with many international travellers and caravanners perceiving distance 
as an ‘authentic’ experience. In addition, with increases in aviation, remote and long haul destinations will become 
increasingly more affordable and accessible with capital cities acting as gateways to regional areas, Tourism Western 
Australia (2007), Australia’s Gold Outback: Destination Development Strategy 2007–2017. 

 
An issue associated with distance and access is road quality and signage. This is highlighted as a key area for 

product development, particularly in regional areas. Current signage is considered to be of poor quality and consistency. 
The strategies promote the need for uniform tourism directional and interpretative signage that links to a brand. Care 
must be taken in their development to ensure they have minimal negative impacts on the destination, such as a high rate 
of foreign language signs. In some strategies there is discussion of a need for a tourism signage policy or guidelines that 
outline standards, maintenance and development. Proposals also include the integration of signage with maps and 
brochures and investigating new GPS navigational technologies for development of tourism products. 

 
In terms of developing public transportation, the focus was on air access and the need to increase and attract 

additional seating capacity, direct and more frequent flights, route development and regional services. In this regard, the 
key reasoning behind South Australian Tourism Commission’s (2006) aviation strategy, as outlined in their South 
Australia’s Strategic Plan: Tourism Implementation Action Plan, can be summarised as: 

Air access is critical to tourism. If the growing international market to Australia is motivated to visit SA, but can’t get 
here, then marketing effort is inefficient. In addition, airlines are powerful marketing partners that can contribute to brand 
strength. Assist existing direct Adelaide services to achieve average annual load factors in excess of 80% to ensure 
sustainability (through cooperative marketing) (pg. 4). 
 
A number of strategies called for further liberalisation of the Australian aviation sector in order to reduce 

development issues and delays. Other discussions of transport noted a need to develop the cruise line industry 
(particularly the Tasmania and the Northern Territory state/territory strategies). At the regional and local level there was 
a need to develop additional inter and intra regional public transport (i.e. buses and rail) and to increase their scheduling 
and affordability. 

Price, Yield and Dispersal 
The Australian Government’s (2003) Tourism Green Paper and Tourism White Paper state a need to focus on high 
yield visitors in order to enhance business profitability and dispersal and develop regional economies. These strategies 
were repeated in numerous documents across all destination levels.  

 
Some documents note a need to increase and improve packaging of different tourism and associated products, 

particularly in regional areas and for emerging markets. There is emphasis on the development of regional products and 
experiences to attract the visitor, with a number of more recent documents noting a lack of affordable accommodation 
and transport, particularly in regional areas. 

 
The price of aviation was discussed in terms of cheaper flights that have become available between the major capital 

cities and for outbound travel with the introduction of the low cost carriers and the substantial increases in price 
competition particularly with Asia and other Australian destinations.  

 
It was generally concluded that Australia is considered an expensive destination and that consumers were becoming 

increasingly price sensitive. To deal with this issue there were several strategies that included suggestions for the development 
of an industry pricing strategy. With increasing pressure from fuel prices and inflation, Australia would struggle to position 
itself as a low cost destination, particularly when up against the low cost tourism destinations emerging in Asia. 

 
Many regions are attempting to target the ‘high yield’ international visitor in order to position themselves, and 

Australia, as a quality destination to compete on a different level against Asia. This, however, is increasing competition 
between Australian regions. For example, the previously strongly positioned quality region of Launceston is now 
struggling to maintain competitiveness against typically low cost Australian regions that are not focusing on yield.  
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As Launceston City Council, Tourism Tasmania, Northern Tasmania Development and SCA Marketing and Red 
Inca (2005) Launceston Tourism Plan 2005–2010 notes: 

In order to lift the standards of existing product and services to a level that will stave off regional competition, increased 
expenditure by private operators is required. In the short term, this will erode margins. If, however, industry does not 
differentiate on quality then they will be forced to compete on price and in doing so, erode margins even further (pg. 9). 
 
To remain competitive, the tourism industry must focus on high yield which means it needs to invest in and upgrade 

its product. The industry is still struggling with this strategy. 

Service and Product Quality 
On the subject of service and quality, Riverland Strategic Tourism Plan Steering Committee’s (2005) Riverland 
Integrated Strategic Tourism Strategy eloquently quotes John Bell (CEO of Esprit): 

It has been said that in business today, service is not an issue—if you don’t provide service you are out of business. 
Quality is not an issue—it’s something you have to have (pg. 27). 
 
Australia is promoted as a quality destination, but it is currently struggling with varying service levels and a need to 

upgrade and develop its product offering. Tourism Australia acknowledges that ‘there has been an overall decline in the 
product and service quality standards across the board ...’ (Tourism Research Australia, 2008, pg. 9). The report goes on 
to remark that ‘there is a lack-lustre feel for many of Australia’s domestic offerings and a general lack of renewal that 
needs to be somehow addressed’ (Tourism Research Australia, 2008, pg. 9). Given that the strategy section of Tourism 
Australia appears to be at a loss as to how remedy the situation it clearly shows a lack of strategic planning in this area. 

 
If Australia is to continue to focus on yield, the destination must deliver to higher customer expectations of product 

and service. Other strategic plans that were analysed proposed the following tactics: 
• foster business excellence 
• increase training and education 
• develop accreditation systems 
• encourage the uptake and enforce compliance of accreditation 
• educate the community about tourism (to ensure visitor acceptance) 
• standardise elements of destinations (such as operating hours and signage) 
• reduce crowding 
• ongoing maintenance to ensure quality of destinations 
• increase barriers to entry 
• develop innovative solutions (i.e. increase productivity) 
 
It was observed across the strategies that the unstructured or non-accredited areas of the industry tended to be in 

regional areas, niche products, emerging products or those destinations with a high proportion of SMEs. 

Infrastructure and Investment 
There was strong awareness of the need to increase, promote, attract and manage investment in tourism infrastructure in 
order to grow the industry. This included both new developments and the upgrading of ageing infrastructure. As 
Tourism Victoria’s (2002) Victoria's Tourism Industry Strategic Plan 2002–2006 surmises: 

Marketing alone will not sustain visitor growth. There is a need to focus on staying one step ahead of the market by 
delivering supply led infrastructure initiatives that induce and feed market growth, creating an economically sustainable 
industry (pg. 113). 
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Some areas for development included: 
• mid-range accommodation (particularly eco-accommodation) 
• cruise ship facilities 
• sporting infrastructure 
• wildlife interpretative centres 

 
In general, the strategies concluded that Australia has a well developed and diverse range of tourism and support 

infrastructure. In the past, the growth in this infrastructure has been the result of strong entrepreneurial investment 
(Russell, 2000). The strategies identified a current insufficient level of private sector investment in the tourism industry. 
Some major factors that have limited tourism investment are identified by the Australian Government’s (2003) Tourism 
White Paper: 

… a history of low rates of return … lack of basic information to help potential investors … the inherent cyclical and/or 
seasonal nature of tourism … the complexities of dealing with multilevel government project approval processes …  (pg.  
38). 
 
Department of Industry, Tourism and Resource’s (2007) National Tourism Investment Strategy: Investing for our 

future also identified the following as areas for attention: 
… regulatory barriers and taxation issues … continued liberalisation of air services arrangement … pursuit of efficient 
asset utilization … regional issues … improvements in education and training for tourism workers … [and the need for] 
clarity of vision and good leadership (pg. 2). 
 
There is a need to create a positive investment climate to attract private investors. Suggestions for facilitating such a 

climate included: 
• investor partnerships 
• state of the industry investment reports (to inform investors of opportunities) 
• promoting destinations to investors 
• decreasing planning regulations 
 
In some well positioned destinations, population growth will continue to support growth in infrastructure. These 

regions will instead struggle with crowding and maintenance. Regional areas, on the other hand, will continue to 
struggle with infrastructure gaps, which the strategies identified as being a lack of basic facilities and amenities such as: 

• accommodation 
• airports, roads and signage 
• lookouts and walkways 
• toilets 
• visitor information centres 
• disabled facilities (including those that can support an ageing tourist population) 
• conference and meeting facilities 
• street lighting 
 
There is a need to ensure the development of tourism infrastructure is approached in a sustainable manner by 

selecting investment projects that are appropriate, viable and environmentally sensitive (i.e. ‘green’ investment). 

Major and Business Events 
The strategies highlight a need to further develop, attract and retain major and business events in order to use them as a 
method for regional economic development, risk management and stability (i.e. in seasonality).  The significance placed 
on major and business events for economic growth is highlighted in the Australian Government’s (2003) Tourism White 
Paper: 

Governments invest in staging events because they recognise they make both direct and indirect contributions to the 
economy. They attract visitors with a particular interest who are more likely to travel during difficult times and are less 
price sensitive (pg. 14). 
 
And this conclusion is further supported by the Victorian Government’s (2006) Tourism and Events Industry 

Strategy:  
An innovative and growing tourism and events industry is now a hallmark of a modern and sophisticated economy (pg. 6). 
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At the regional and local level there were indications that there is a lack of major events and that those in place are 
declining. The strategies suggested the development of small regional events into iconic events that link in with, and 
build brand awareness for the destination. The strategies discussed the need for a nationally coordinated Events Strategy 
and Annual Events Calendar that would reduce destination clashes, seasonality and pre and post touring. Seasonality 
was identified as a major weakness in tourism and the distribution of events across the whole year was mainly aimed at 
overcoming this flaw. Leveraging the events for marketing purposes was another key goal behind the development of 
events with cited case examples being the Olympic and Commonwealth Games.  

Indigenous Tourism 
A key market identified for growth and development was the Indigenous tourism market. Australia’s Indigenous culture 
and heritage is a strength and there is potential to develop this into a core tourism product. Several strategies noted that 
this product has been found to have significant consumer demand and potential to help under-privileged areas of the 
Australian population (see for example the Australian Government’s 2003 Tourism White Paper and Indigenous 
Tourism Australia’s (2007) National Strategy for Indigenous Tourism).  The strategies indicated a need to: 

• develop Indigenous tourism businesses 
• engage Indigenous people 
• develop collective marketing capacity 
• increase employment and stability for Indigenous people 
• address Indigenous land access, tenure and management issues  
• organise, package and develop access to the product. 

The Economy 
The fluctuation currently occurring in the global and Australian economies was noted as a key issue in the strategies due 
to the affects these are having on consumer confidence, discretionary spending and tourism. Key drivers of economic 
instability impacting either directly or indirectly on the Australian tourism industry were identified as: 

• fluctuating exchange rates 
• increasing inflation 
• increasing oil and fuel prices 
• economic growth of developing Asian countries 
• increasing levels of household debt (housing and credit cards) 
• the mining boom 
• more substitutes for tourism (increased competition) 
 
Tourism businesses were generally identified as having low profitability and poor access to capital. Increasingly 

they are struggling with rising costs in labour, input products, insurance and compliance. A number of documents noted 
that traditional financial institutions are not appropriately geared for dealing with tourism businesses and investment 
which is typically seen as risky. The strategies noted a need to improve business productivity, reduce their costs and 
increase their viability. 

 
Many governments have embraced tourism as a tool for economic development, particularly for regional and 

Indigenous communities. With some traditional industries such as agriculture continuing to decline, the trend towards 
service and knowledge based industries will continue in order to diversify economies. However this diversification 
trend is also being applied against tourism. For example, both the Gold Coast City Council’s (2007) Gold Coast 2010: 
Economic Development Strategy—Action Plan and Manly Council’s (2006) Manly Sustainability Strategy: For Today 
and Future Generations note an over reliance on service based industries, and tourism in particular, citing a need for 
diversification into other industries mainly due to weak tourism performance, investment and susceptibility to 
systematic risk.  
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Politics 
Promoting the value and importance of tourism in the political arena, and increasing community awareness of the 
industry was stressed as a key issue discussed in many of the strategies. Due to a lack of awareness and support for the 
industry it was noted that there is a need to: 

• raise the profile of tourism organisations 
• strengthen the industry’s collective voice 
• inform and educate the community about the benefits of tourism 
• increase community engagement 
• educate local government on the importance of tourism 
• increase the industry’s profitability, viability and stability 
• improve the standards of jobs in the industry 
 
While many of the strategies call for a ‘whole of government’ approach to tourism management, they also note a 

lack of role clarity, coordination and policy alignment. To deal with these issues, several strategies advocate the 
creation of either a ‘Tourism Strategy and Policy Division’, a ‘Tourism Branch’ or simply a ‘Tourism Officer’ who is 
responsible for the tourism industry’s strategic direction, decision making, coordination and advocacy. 

 
Other key issues discussed in the strategies relating to tourism policy included: 
• regional economic agreements and ‘Approved Destination Status’ 
• the  Commonwealth Governments 10 year Tourism Strategy, the Uhrig review and the perception that the 

Government has not kept its White Paper promises 
• the need to decrease and simplify tourism taxation and regulations  
• tourism strengths in tourism planning, strategic thinking and local government support and involvement. 

The Labour Market 
Labour is vital to the tourism industry. The Australian Federal Government’s (2003) Tourism White Paper states:  

Tourism is a people oriented sector and friendly, efficient, professional service is a major ingredient in establishing a 
Platinum Plus destination. Development of a skilled workforce, capable of sustaining high levels of service is critical to 
this labour intensive industry (pg. 25). 
 
The focus on jobs follows through into Tourism Australia’s corporate plan but takes a slightly different context. The 

corporate plan states that its key purpose is to grow jobs by successfully marketing tourism.  
 
The strategies allude to an approaching or existing labour shortage. This is particularly noted in several of the more 

recent strategies developed at the state/territory level (see for example, Australian Capital Tourism’s (2005) Our 
Industry—Our Future and Tourism Queensland’s (2008) Queensland Tourism Industry Strategy). The Victorian 
Governments Department of Innovation, Industry and Regional Development’s (2006) Tourism and Events Industry 
Strategy cites a study undertaken by the Tourism Transport Forum: 

 A recent national survey of member businesses of the Tourism and Transport Forum indicated that 75% of businesses are 
seriously affected by labour shortages and are having difficulty filling positions. Skilled labour is crucial to the delivery of 
quality tourism experiences, especially as demands for service quality increase (pg. 26). 
 
Tourism labour shortages have been noted to be particularly prevalent in tourism in regional areas. To cope with 

this, several strategies called for the importation of tourism labour through the Working Holiday Maker scheme. 
Interestingly, Tourism Queensland’s Destination Management Plan for Tourism in South East Queensland Country, 
2007–2010  notes that while some regional areas are struggling to find skilled tourism labour, ‘the catchment of well 
trained hospitality staff in Brisbane is currently not being accessed’ (pg. 41). 

 
Australia’s tourism labour force is generally highly skilled, an outcome of a well developed education system. 

However, some strategies refer to the possibility that the generally highly skilled tourism labour force has hidden skilled 
labour gaps, such as a lack of chefs. A number of the strategies argue for the need to increase training and skill levels in 
the tourism labour force through education, training and accreditation that targets industry needs. For example, Tourism 
Queensland’s (2008) Queensland Tourism Industry Strategy recognises that ‘tourism businesses require a workforce 
with skills and capabilities, attitudes and educational qualifications matching market needs’ (pg. 38).  The strategies 
suggested a need for the identification of tourism labour shortages and skills and training gaps at the local level.  

 
One way to develop business productivity is through developing the industry’s human resource practices to increase 
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labour attraction and retention (Baum & Szivas, 2008). Many of the strategies draw this conclusion stating that there is 
a need to: 

• promote tourism career pathways and opportunities 
• encourage lifelong learning 
• develop accreditation and excellence awards (particularly for volunteers) 
• improve working conditions and wages 
• provide and encourage staff to take annual leave 
• ensure tourism jobs are more stable (i.e. regular hours/reduce seasonality). 
 
The tourism labour market was described as high quality, flexible, transient and increasingly multicultural. A key 

area highlighted for development over the next decade was language and cultural skills, particularly to cope with the 
expected increase in Asian visitors (see Tourism Queensland’s (2008) Queensland Tourism Industry Strategy). A 
multicultural tourism labour force is an issue that the tourism industry must be mindful of when undertaking marketing, 
i.e. ‘don’t build brands based on particular cultures or people’ (Baum, 2007a, 2007b). 

The Environment 
It was acknowledged that Australia has a diverse array of natural attractions, many of which are World Heritage listed. 
These attractions need to be appropriately managed in order to retain them as a tourism assets. This means ensuring 
appropriate tourism development and increasing tourist and industry awareness of the need to protect Australia’s 
environment. 

 
An issue that will impact on the environment in the future, and thus inadvertently on tourism, is climate change and 

global warming. Due to the significant impact that carbon gas emissions from aviation have on the environment and the 
degradation that often follows mass tourism, the industry is currently seen in a somewhat negative light and this is 
leading to some pressure to reduce travel, particularly air travel. As Tourism Tasmania’s (2007) Tourism 21: Strategic 
Business Plan 2007–2010 notes: 

Tourism experts agree with the United Nations World Tourism Organization that reducing travel is a simplistic response 
to climate change and fails to acknowledge the many benefits of tourism, both locally and globally (pg. 9). 
 
Broad concerns over environmental sustainability and social awareness are increasing. There is a strong opportunity 

to use this interest to help protect the environment and use this as a means to increase the tourism industry’s profile. 
This may be achieved through ‘carbon’ credits on airfares and developing best practice environmental business and 
infrastructure models. 

Destination Management 
Sustainable tourism economic development, management and business practices were the focus of many of the 
strategies, with calls for sustainable development guidelines to assist destinations, investors and operators. Some 
strategies discussed Green Globe 21 accreditation in this context. A management issue that was frequently discussed at 
the regional and local destination level was the need for the further development and maximisation of Visitor 
Information Centres (VIC). Suggestions for improvement included: 

• VIC Management strategies 
• standardised hours of operation 
• establish VIC Management Committees 
• ensure VICs are established in regional destinations 
• use VICs to promote tours 
• upgrade facilities 
• develop standardised VIC customer recording systems 
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Additionally, many strategies discussed the need for increased government funding for marketing, research and 
development. For example, Riverina Regional Tourism Incorporated’s (2003) Regional Tourism Action Plan (2003–
2006) remarks: 

... the Region’s tourism organisation (Riverina Regional Tourism Inc. (RRT)) is financially hamstrung in its ability to 
devise and implement strategies for the sustainable growth of tourism (pg. 1). 
 
Government funded agencies will always be constrained by budgets and the need to justify expenditure. This means 

they require strong research to support their decision making. 

Industry Structure 
A major weakness of the tourism industry is its fragmentation. The strategies indicate a lack of industry lead strategic 
management due to poor coordination and cohesion; a direct result of the magnitude of Small- and Medium-Sized 
Enterprises (SMEs) within the industry’s structure. There is some deliberation within the analysed strategies over who 
should provide leadership for the tourism industry. The general consensus is that the industry needs both government 
and industry leadership for growth. Currently the strategies portray an industry only being led by government. This 
directly relates back to the previous discussion on poor advocacy in the political arena where it was noted that the lack 
of a strong tourism industry voice in policy is resulting in a lack of support for the industry. There are more recent 
indications that the industry, as a whole, is becoming more coordinated with areas that had previously been lacking 
industry leadership now having new associations, such as Victoria’s Tourism Industry Council. 

 
Many strategies for growth were focused on industry collaboration, coordination and cooperation. By strengthening 

the tourism industry’s networks regions were attempting to develop ‘clusters’ or ‘hubs’ of linked products and events 
which could be linked with a single brand. However, to do this effectively there is a need to increase networking both 
within the industry (within and across regions and tourism bodies), across government and with other industries such as 
sport, wine, national parks and arts, although a number of strategies do go on to note that other regions and industries 
are considered competitors. It is necessary to assess potential alliances and ensure the most strategic are facilitated. 
 

Research 
Nearly all of the documents that were analysed made some mention of the need for additional research. A number 
mentioned that current research capabilities were weak. Overwhelming, the largest number of references to research 
focused on the need to support and improve strategic decision-making. However, there was a lack of consensus as to the 
type of research required with several strategies stating that alternative approaches should be investigated. Some 
suggestions included: 

• customised supply and demand modelling 
• scenario planning 
• forecasting 
• benchmarking 
• economic  impact analysis 
• environmental impact analysis  
• cost-benefit analysis 
 
It was noted in several strategies that there is a lack of monitoring and management of emerging issues and that 

research needs to be more forward-looking and strategic. Without this type of research the tourism industry fails to be 
properly supported by the very government that it looks to for direction and management. As the South Australian 
Tourism Commission’s (2002) South Australian Tourism Plan 2003–2008 notes with the pace of change, governments 
and institutions generally lag behind appropriate response to trends and issues (pg. 9). 

 
Furthermore, many of the documents postulated a need to build the recognition and communication of the full 

benefits and value of tourism by broadening it beyond the traditional direct impact on jobs and the economy. By doing 
so, the tourism industry will be supported by government and the community, will attract more investment and will 
grow in a more appropriate and resource efficient way. 
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Besides supporting investment and development decision making, it was also considered that there was a strong 

need to support marketing through market research into areas such as: 
• consumer perceptions, motivations and expectations 
• consumer satisfaction and loyalty 
• brand tracking 
• niche market or product (i.e. sport, education, and trip cycles/touring routes) 
 
Research development was highlighted particularly at the regional and local level, probably due to the national and 

state/territory levels already being supported by relatively robust research in this area. At the regional and local level 
there were suggestions made for the development of a series of Triple Bottom Line indicators that could be maintained 
on an ongoing basis.  

 
It was generally concluded that current research initiatives need to be maintained and developed in the following 

areas: 
• research dissemination 
• expenditure 
• economic analysis (direct and indirect) 
• relevance 
• timeliness 
• regional accuracy and reliability  
• time series/updating 
 
Finally, several strategies, particularly at the regional and local level suggested a need to work more closely with 

Universities and STCRC in order to develop innovative approaches to industry issues. 

Adverse Externalities and Risk Management 
Due to its very nature, the tourism industry has always struggled with externalities and risk management. A 
considerable number of strategies and plans mentioned recent dramatic and unforeseen events that have affected travel 
behaviour, including the Asian Economic Crisis, Terrorism, SARs, the Iraq War, September 11, the collapse of Ansett, 
geo-political conflicts and natural disasters.  

 
However, as South Australian Tourism Commission’s (2002) South Australian Tourism Plan 2003–2008 points out: 
 Tourism is a resilient industry. [While] it has recently sustained unprecedented ‘multiple shocks’, [it has had] previous 
adversity such as the oil crisis, pilots’ dispute and Gulf War before it, [which] have been followed by recovery and growth 
(pg. 6). 
 
Events, like those mentioned above, have increased visitors’ concerns for safety and security. Dealing with public 

safety, crime and other hazards is of great concern to government, particularly at the local level due to little or no risk 
management planning to support the industry during their occurrence or in the recovery process. A number of strategies, 
particularly at the national and state/territory level note the need to develop and improve risk management and 
contingency planning through a coordinated and communicative approach. At the national level the National Tourism 
Incident Response Plan has already been developed and rolled out. There is a need to raise awareness of this type of 
planning and ensure it occurs across the industry and at all destination levels. 
 

Technology’s Impact on Tourism 
Technology has been advancing and developing at a rapid pace, resulting in global structural change in business and 
people’s perceptions. A number of the plans mentioned technology’s impact on the distribution system. Most focused 
on how the Internet will affect the industry by increasing direct marketing, informing the customer, influencing 
communication channels (i.e. word of mouth) and changing competitive advantages (i.e. integration, alliances and 
innovation). The strategy also suggested that technology will affect the way travel information is accessed and booked, 
for example, via the Internet, mass media, multimedia products, search engines and mobile phones. A number of 
strategies at the state/territory level promoted the need to increase the industry’s online presence and capabilities. 
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References to technological development in the strategic plans took a focus on online capabilities and marketing, 

with far less mention of developing production efficiencies and labour use reduction techniques. There are fears that 
innovation in technology may move at a faster rate than what the tourism industry is able to match. There is a need to 
improve existing business practices by encouraging new innovations that focus on building productivity and 
profitability. As the Restaurant and Caterers Australia and the Department of Industry, Tourism and Resources (2007) 
note in The Business of Eating Out: 

Traditionally, while the restaurant and catering industry has been innovative in menu and food development, it has been 
slow to adapt to new technologies and methods of production that may lead to greater efficiencies and competitiveness. 
This is seen as a symptom of various factors, including the conservative approach adopted by many operators to new 
technologies and innovations, the high proportion of small businesses operating in the sector, relatively low operating 
profit margins, and the effectiveness of new technologies in the marketplace (pg. 28). 
 
Tourism needs to shift from its previous focus on growing jobs to one of improving standards of living through 

better working conditions, increased wages and higher education. In the future, the industry will be increasingly shaped 
by a constrained labour market. To remain profitable and viable the tourism industry must look to technology for 
innovations that will allow it to increase its productivity and reduce its reliance on labour. 
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Chapter 5  

CONCLUSION 

In recent years, Australia has dramatically altered the way it approaches tourism with an increasing emphasis placed on 
strategic destination management. However, despite the increased management approach, the analysis of seventy-six 
Australian tourism strategic plans revealed the industry is struggling due to a lack of growth in the market, among other 
challenges. The analysis found that there is a need to assess and refine current strategies to determine the best approach 
for the future. 

 
This study has revealed that the tourism strategies in this analysis have focused on: 
• product and market development through diversification and niche market development 
• destination clustering through collaboration and networking 
• leveraging Australia’s many strengths (diversity of product) 
• taking a ‘Sustainable Tourism Destination Management’ approach to planning 

 
The strategies have called for: 
• increased investment in tourism infrastructure 
• further aviation development 
• increased and targeted education and training 
• industry advocacy and leadership 
• more effective marketing 
• improved research capabilities 
• industry innovation and improved productivity 
 
There is a need to take a more strategic approach to Australia as a tourism destination. In doing so it will be possible 

for the industry to strategically build a competitive advantage based on comparative advantages at the destination level. 
This would further reduce fragmentation, allowing destinations to become very unique, branded and focused on their 
strengths. 
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Appendix A: Coded References from the Analysis of Australian Strategic 
Plans 

Category of Issue Issue Number of 
References 

Poor marketing & segmentation 25 

Brand marketing, development & integration 21 

Improve & increase marketing & promotion 18 

Need for cooperative & consistent marketing 18 

Develop a marketing strategy—online development, international approach, 
position management 

8 

Strong brand 7 

Regions, markets, fashionability & mass tourism declining 6 

Strong Australian brand & marketing campaign 5 

Develop quality packaging & marketing collateral/visitor guides 5 

Target affluent interstate markets, high spending leisure visitors & the short 
break market 

5 

Review, broaden & clarify positioning by creating a point of difference 5 

Target marketing  4 

Differentiate based on strengths 4 

Invest in & productively market regions—achieve economies of scale, return 
on investment & synergies 

4 

Support marketing & leverage off major events 3 

Grow markets through wholesale & retail relationships & famils 3 

A decline in & a lack of destination marketing support & resources 2 

Shift towards marketing the primary motivators for travel & the 'experience 
seeker' 

2 

Align & leverage from STO marketing campaigns & initiatives 2 

Aggressively market identified strengths & attractions 2 

Irrelevant brand, challenge to establish a strong destination brand 2 

Leverage off strong, positive & internationally recognised brands 2 

Lack opportunities for direct distribution of product & lack of in-market 
representation 

2 

Sub-regions & organisations compete with regional brand/marketing 2 

Region often confused with other regions or sub-regions 2 

Destination approach to marketing 2 

Marketing and its current 
effectiveness 

Brand as an asset, align with market needs & product development 2 

Develop Aviation 37 

Public transport issues 15 

Air transport liberalization—low-cost travel will influence travel demand  14 

Develop uniform directional & interpretative tourism signage that links with a 
brand 

11 

Improve/upgrade inter-& intra-regional public transport 8 

Distances within Australia 8 

Improve access & transport 8 

Increase regional access i.e. Improve roads 7 

Directional & informational signage is currently of poor quality & consistency.  7 

Distance and access 
  
  
  

Highly populous regions are more easily & comfortably accessed 6 
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Issue Number of 

References 

Strategic locations allow for growth 4 

Close to large population/capital city 4 

Access & Transport constraints—congestion, poor parking, seasonal air 
capacity 

4 

Further develop cruise industry 4 

Easy access & compact diversity of some regions is a competitive advantage 4 

Larger or growing regions have issues with car parking & traffic congestion 3 

Limited direct access & high cost of aviation i.e. Fuel, emissions tax, airport 
service charges 

3 

'Touring' as an activity—need to increase car hire facilities 3 

Decline in competitive access to Australia & certain regions 3 

Populous regions, or those near highways, generally have good road quality 2 

Improved road & rail services 2 

Drive through destination rather than stop-over 2 

Category of Issue 
  
  
  
  
  
  
  
  
  
  
  
  
  

Perception of access barriers—need adequate access for key markets 2 

Sustainable Tourism Destination Management approach to planning 29 

Visitor Information Centres—develop, upgrade, coordinate & maximise use 21 

Regional Tourism Organisations—ensure right structure, increase active 
membership & industry representation, ensure they are accessible, well-
funded, accountable, transparent, skilled in tourism & focused on core 
activities & strengths 

18 

Funding—limited, insufficient, duplicated, spent on admin, variable, reliant on 
KPIs & grant funding 

14 

Local government associations—levels, quality, awareness & relevance of 
tourism planning varies, some LGA's contribute significantly to tourism 
marketing & planning 

10 

Need to manage & enhance stakeholder relationships i.e. RTO, STO, TA, 
LGA etc 

4 

Confusion of roles for RTO, LTO, STO & levy boards—need to reduce 
overlap of functions 

3 

Develop stakeholder forums, projects & networking activities 3 

Facilitate & enhance strategic alliances & linkages between tourism, 
government & the community 

3 

Lack of capacity restricting growth—need to strengthen & build tourism 
industry capacity 

3 

Develop & facilitate long term plans & strategies 3 

Regional tourism planning & destination development 3 

Destination Management & Planning 3 

Ensure sustainable & appropriate urban development—manage high tourism 
growth areas 

3 

Economies are reliant on tourism with many regions development being led by 
tourism 

3 

Form tourism action groups for implementing strategies 3 

A number of Australian destinations are in decline 2 

Commitment of industry to make tourism work 2 

Some regions are well funded—have successfully applied for funding for 
various tourism initiatives 

2 

Develop Tourism Strategies based on research & resources, implement, 
monitor & evaluate strategies 

2 

State Tourism Organisations—unclear information, poor coordination, 
inconsistent budgets, lack of marketing, strategies not linked & integrated with 
LGAs plans  

2 

Destination Management 

Build relationships with sub-regions & improve dispersal. 2 
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Category of Issue Issue Number of 

References 

Need to increase education, training, professionalism & skills (life-long 
learning) 

28 

National labour & skills shortages 15 

Increase training, education & accreditations effectiveness & targeting  11 

Need to increase staff retention & recruitment: overcome poor working 
conditions & wages 

9 

Develop the industry's Human Resource Management 8 

Flexible but transient tourism labour market (i.e. Working Holiday Makers) 6 

Develop a tourism workforce development plan—careers campaign, cross-
border employment, labour portability arrangements 

6 

Tourism jobs in regional areas lack trained tourism workers 5 

Operators lack skills & need training 5 

Enhance industry knowledge 5 

Tourism creates new & a diverse range of employment opportunities 4 

Develop the tourism labour market including indigenous employees 4 

Identify training gaps—skills & labour audit 4 

Seasonality, weekend fluctuations & 24/7 nature of the industry affects labour 
market 

3 

Changes in the labour market i.e. casualisation, long working hours, leave 
being accumulated 

3 

Liaise with industry & training & vocational education providers to ensure 
appropriate tourism training 

3 

Need to maintain & improve a uniform high standard of service through 
training 

3 

Reforms to workplace relations & superannuation 3 

Managers/owners lack time & incentive to undertake training & development 3 

High quality labour due to quality training & education system 2 

Poor perceptions of the industry as an employer 2 

Develop a nationally recognised database of preferred tourism trainers 2 

The Labour Market 

Develop & build a strong tourism workforce 2 

Plan, promote, attract & increase investment in tourism infrastructure 32 

Lack or variable quality of basic facilities—need to develop this area 15 

Develop new or upgrade existing accommodation—particularly mid-range or 
specialty 

15 

Low or lack of private sector investment (due to low demand/yield) 14 

Regional or niche market infrastructure gaps/issues 8 

Strong investment occurring in some destinations 7 

Australia generally has well developed infrastructure 6 

Population & visitor growth will support infrastructure development in some 
regions 

5 

Oversupply, undifferentiated & consolidation of certain destinations, 
accommodation & attractions 

4 

Sustainable Tourism infrastructure development   3 

Decrease planning issues, changes & restrictions 3 

Uncoordinated or poor development —non-complying, poor design, lack of 
strategic leadership 

3 

High occupancy & yield levels 3 

Need to ensure maximum use of existing infrastructure 2 

Increase economic impact of tourism investment & infrastructure development  2 

Infrastructure and investment 

Ongoing funding to ensure infrastructure complies with Australian Standards 2 
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Category of Issue Issue Number of 

References 

Variable quality of infrastructure—different levels of upgrading, refurbishment 
& professionalism 

2 

Maintain current infrastructure & maximise its use 2 

Develop partnerships to build tourism infrastructure, Increase industry & 
cooperative investment 

2 

Infrastructure impediments to tourism development 2 

 

Lack of Public funding for infrastructure development & maintenance i.e. 
Public transport 

2 

Development through clustering i.e. cooperation, coordination, collaboration, 
representation, partnerships & networking 

41 

Lack of industry cohesion & structure (fragmented, dispersed, dominated by 
SMEs) 

20 

Work with other regions, tourism bodies, industries & cross government 12 

Highly developed, dynamic, diverse, resilient, strong, large & adaptable 
industry (passionate people) 

10 

Lack of industry lead strategic management—lack of direction 10 

Need for industry & government leadership & coordination for tourism 6 

Conservative nature slowing diversification, innovation, use of technology & 
training 

4 

Need for an industry-led body or association 3 

Need to develop, improve & manage supply chains 3 

Lack of defined approach to developing inter & intra regional linkages 3 

Low understanding of tourism structure—businesses sometimes don't 
recognise themselves as part of tourism, some sectors are not recognised as a 
part of tourism 

3 

Increase industry leadership, business participation & collaboration 2 

There is a strong & committed Industry peak body with national coverage 2 

Communicate with ITOs 2 

Take a bottom up approach to the industry—decentralise & encourage local 
participation 

2 

Develop a strong professional & profitable industry, Tourism business 
development 

2 

Industry Structure 

Corporate ethics & compliance 2 

Product & market development i.e. Diversification & niche market 
development 

63 

Lack of product diversity, development & renewal 17 

Identify, prioritise & develop iconic products & experiences based on existing 
synergies & core strengths—constrained by access & development issues 

14 

Need new markets, products, experiences & services 10 

Target markets that reduce risk & seasonality 6 

Ample variety of established Tours, Attractions & Activities 4 

Create & promote unique products  3 

New products in development 3 

Develop the Inbound market 2 

Identify & align individual products & experiences for development with 
overall strategy 

2 

Design products to meet market needs 2 

Develop products that will be or are profitable—sustainable product 
development 

2 

Product and market 
development 

Strengthen & refresh existing markets 2 
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Category of Issue Issue Number of 

References 

Declining or flat growth in visitation from core markets—plans to grow 
declining markets 

28 

Good image, brand recognition, reputation & awareness of region 15 

Seasonal & fluctuating demand in the industry—particularly regionally 15 

Low awareness & poorly defined—regional & niche 11 

Demand for extended, standardised & consistent operating hours i.e. for 
shopping, restaurants, bars & cafes to overcome issues with accessing meals & 
merchandise 

8 

Improve positioning & increase awareness & appeal by value adding to current 
strengths & increasing consumer awareness 

5 

Demand for customised holidays & unique experiences, Customised holidays 
& niche market tours becoming increasingly popular, growing interest in niche 
markets 

5 

Emerging travel markets in developing countries (i.e. China & India) will 
influence travel demand & create new business opportunities 

5 

Poor image of Australian destinations 3 

Demand for experiential tourism, active holidays & for "learning holidays" 3 

Market awareness of where particular destinations are but not translated into 
interest or intention Other destinations more competitive—higher market 
awareness & international air access 

3 

Weak market share 3 

Increase visitation & length of stay 3 

Economic growth of China & India stimulating tourism demand 2 

Established markets with high awareness of product 2 

Heavy reliance on certain low growth markets 2 

Industry has had good growth 2 

Demand, awareness and appeal 

Strong appeal in the international markets for the generic beach holiday 2 

Raise the profile of the tourism industry with the government & community—
minimise the negative impacts & promote positive effects 

31 

Develop & improve tourism policy, decision making, advocacy & 
coordination (Strategy Division)  

17 

Clearly define roles & responsibilities—enhance coordination 9 

Decrease & simplify taxation, regulations & compliance costs 8 

Take a 'whole of government/region' approach to tourism 8 

Regional economic agreements & 'Approved Destination Status' 7 

Increased local government support & involvement in tourism 6 

Strong parochial, negative or complacent attitudes about tourism 5 

Community resistance towards tourism—work with community on tourism 
planning & development, develop partnerships with major community groups 

5 

Commonwealth Governments 10 year Tourism Strategy, the Uhrig review & 
the view that Government is not keeping Tourism White Paper promises 

4 

Strengths in tourism planning & strategic thinking 3 

LGA, RTOs, LTOs & tourism levy boards lack awareness of tourism issues 3 

Tourism has under-developed public relations & lacks a unified political 
position 

3 

Tourism lacks integration into regional destinations 3 

Join the UNWTO 2 

Government recognition of the benefits of tourism 2 

Politics 

Changing government policy—government elections 2 
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Category of Issue Issue Number of 

References 

Politics Some sectors of tourism have legislation-based advantages, Potential political 
backlash from areas that are not identified priority  

2 

Develop market research—motivation, satisfaction, brand tracking, product 
development 

20 

Research aimed at improving decision-making  18 

Need to build industry’s research capacity & application—particularly at the 
regional level  

9 

Lack of research, modelling, forecasting, data & analysis by niche 
market/product 

7 

Weak research capabilities  6 

Need to increase research dissemination—including online accessibility 5 

Undertake gap analysis/audit of destinations (i.e. Infrastructure, labour) 5 

Develop a series of destination based indicators for the triple bottom line 4 

Work with Universities & STCRC for research 4 

Improve current research—particularly expenditure & economic (direct & 
indirect) analysis 

4 

RTO to provide region specific data, research & advice 4 

Increase research, technology & innovation through a planned strategy & 
action groups 

5 

Benchmark restaurant & hotel occupancy & winery operators nationally 3 

Need to maintain current visitor research 2 

Research 

Collate & summarise all past research & update old studies & assess change 2 

Maximise & grow yield & dispersal— target high yield experience segments 29 

Increase & improve tourism packaging & value adding 17 

Australia is seen as expensive—reduced affordability 7 

Affects of the introduction of low cost carriers (i.e. Increased outbound travel) 5 

Lack of affordable accommodation particularly in regional areas 4 

Focus on regional development of products & experiences & increasing visitor 
dispersal 

4 

Encourage longer stays 4 

Increased costs of domestic travel 3 

Impact of discounting on quality goods i.e. Online discount travel booking 
sites 

3 

Increased price sensitivity 2 

Policy & pricing issues—need pricing strategy 2 

Mass produced, cheap & imported tourism products threatening unique & 
quality products & creating a credibility issue 

2 

Price, yield and dispersal 

Low operating profit margins, Low profits & low yields 2 

Leverage Australia's many strengths 48 

Marketing should focus on strengths & synergies 10 

Strength in diversity 6 

There are both natural & built attractions 5 

Potential to increase & promote local products 3 

Can't cater to Australia's core strengths 2 

Lack of a single product strength 2 

Product strengths 

The 'reality' of Australia 2 
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Category of Issue Issue Number of 

References 

Tourism impacts on the environment i.e. long haul flights 14 

Climate change & global warming 11 

Environmental sustainability & social awareness 10 

Australia has many natural attractions that need management 9 

Investigate, create & apply best practice international sustainable development 
& environmental models & guidelines 

8 

Conserve ecological assets & manage access 5 

Develop interpretive centres & ecotourism  4 

Need to protect ecosystems & increase awareness of conservation 3 

Improve eco-efficiency, encourage waste/litter reduction, promote public 
transport 

3 

The Environment 

Need to adopt to a carbon constrained economy—'carbon managed' economy 2 

Dramatic unforeseen events or disasters affect travel behaviour  22 

Visitor safety & security—negative perceptions or publicity 10 

Develop & improve risk management & contingency planning 8 

Risk & prohibitive costs associated with public liability insurance 6 

Effects of new laws impacting on tourism 6 

External threats with little risk management 5 

Globalisation & increased competition 5 

Drought & water supply issues 3 

Australia is a safe & friendly destination 2 

Worldwide standardised security measures will increase airfares 2 

Adverse externalities and risk 
management 

Environmental, social & cultural change 2 

Fluctuating Australian & Global  35 

Tourism businesses poor access to capital & low profitability  9 

Tourism as a tool for economic development 9 

Structural changes & growth occurring within the regional or greater economy 8 

Increasing growth in developing Asian economies 3 

Strengthen the link between economic development & tourism 2 

The Economy 

Global economic growth & the health of source market  economies 2 

Impact on the tourism distribution system 30 

Rapid change in technology—distribution, communication, information & 
transport 

8 

Increasing Tourism Businesses productivity 7 

Mass media & online presence increasing consumers awareness of tourism 
products 

7 

Innovation in technology may move quicker than tourism industry & only 
occur in certain areas/businesses 

4 

Little development in productivity or business processes 3 

Technology's impact on tourism 

Increase & encourage industry's awareness & use of technology & innovation 
to build competitiveness 

2 
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Category of Issue Issue Number of 

References 

Develop service & product quality to meet higher consumer expectations 15 

Develop accreditation/licensing/certification & encourage uptake & 
compliance 

9 

Varying service levels & product quality 5 

  

Quality Destination associated with quality products & service 4 

Poor or inconsistent customer service—need to be reviewed 4 

Increase industry capabilities, capacity, professionalism & standards 4 

Maintain quality & presentation of destinations & products 3 

Increase & improve the excellent network of accredited visitor information 
centres (VIC) 

2 

Unstructured & non-accredited operators  2 

View that Australia & some icon locations are overcrowded 2 

Service and Product Quality 

Service levels constrained (i.e. by labour/culture) & not meeting market 
expectations 

2 

Further develop, attract & retain Major & Business events 22 

Develop a national Events Strategy & Annual Events Calendar 10 

Develop business, convention & incentive travel 7 

Link & coordinate events with other sectors that have synergies 7 

Range of community based events, festivals & conferences in regional & rural 
areas 

5 

Major and Business Events 

Few major events & those in place are declining 3 

Changing consumer behaviour, demographics & holiday patterns 25 

Ageing population & Baby boomers retirement (more leisure time) creating 
new demand 

7 

Changing household consumption patterns, higher levels of debt 6 

Increase in stress & increased focus on natural remedies & health & fitness.  2 

Changing Consumer behaviour 

Travel is of diminishing interest to Australians—weak domestic tourism 2 

Increasing competition i.e. With other destinations & with other industries 21 

Reduced leisure time & discretionary spending couples with more substitutes 
for travel 

6 

Competition for positioning—other regions identified as competitors rather 
than alliances, destinations diversifying into & strengthening products that are 
other regions strengths 

5 

Strong & competitive product  2 

Increasing competition 

Become the major destination for core strength 2 

Grow, develop & promote Indigenous tourism to meet demand 15 

Indigenous land access, tenure & management  5 

Engage the Indigenous people & increase their employment & stability 5 

Indigenous Tourism Australia & an Indigenous tourism strategy 3 

Lack of product due to difficulties with organisation, access & packaging 3 

Focus has been on Indigenous tourism business development 2 

Indigenous tourism 

Range of Indigenous art, cultural & heritage products 2 

This table excludes those issues mentioned only once. However when determining top line topic rankings they were included. 
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The Sustainable Tourism Cooperative Research Centre 

(STCRC) is established under the Australian Government’s 

Cooperative Research Centres Program. STCRC is the 

world’s leading scientific institution delivering research to 

support the sustainability of travel and tourism – one of 

the world’s largest and fastest growing industries.

Introduction 

The STCRC has grown to be the largest, dedicated tourism 

research organisation in the world, with $187 million 

invested in tourism research programs, commercialisation 

and education since 1997.

The STCRC was established in July 2003 under the 

Commonwealth Government’s CRC program and is an 

extension of the previous Tourism CRC, which operated 

from 1997 to 2003.

Role and responsibilities 

The Commonwealth CRC program aims to turn research 

outcomes into successful new products, services and 

technologies. This enables Australian industries to be more 

efficient, productive and competitive.

The program emphasises collaboration between businesses 

and researchers to maximise the benefits of research 

through utilisation, commercialisation and technology 

transfer.  

An education component focuses on producing graduates 

with skills relevant to industry needs.

STCRC’s objectives are to enhance:

•	 the contribution of long-term scientific  

and technological research and innovation  

to Australia’s sustainable economic and social 

development;

•	 the	transfer	of	research	outputs	into	outcomes	of	

economic, environmental or social benefit to Australia;

•	 the	value	of	graduate	researchers	to	Australia;

•	 collaboration	among	researchers,	between	researchers	

and industry or other users; and efficiency in the use of 

intellectual and other research outcomes.
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