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What did we set out to do?

STRATEGIC AIM:

To provide Australia's Golden Outback (AGO) with a holistic view of their perceived

performance amongst members to help inform future strategic and marketing decisions.

SPECIFIC OBJECTIVES:

1. Measure the opinions held by members regarding Australia's Golden Outback and their
perceived value of membership.

2. Analyse Australia's Golden Outback’s performance across primary areas of focus,
including facilitation and opportunities, region awareness and marketing and

communication.

3. Evaluate Destination Perth’s unique stated drivers for membership value and sign up.




Quick methodology snapshot...

Approach

Fieldwork was conducted from November
10t 2022 to January 4th 2023.

This is the fifth wave of this research; with
previous waves occurring in 2014, 2018, 2019
and 2021.

This is the second wave that the survey has
been conducted by Painted Dog Research,
with prior research run by another agency.

Where relevant, historic results have been
used to draw attention to trends. Comparisons
between historic waves have been significance
tested at the 95% confidence level.

Using provided contact lists, online survey
invites were emailed by Painted Dog to a total
of n=875 unique members. Of the n=875
unique members, n=128 came from Australia's
Golden Outback’s provided list.

In total, n=205 completed the RTO member
survey. Of these, n=34 are members of
Australia’s Golden Outback.

Significance is tested at the 95% confidence
interval.

Differences between sub-groups are indicated
by stars:

Significantly higher

Significantly lower

Differences over time (between waves) are
indicated by arrows:

Significantly higher

Significantly lower

All figures reported are percentages, unless
otherwise stated.

Some percentages may not add to 100% due
to rounding or multi-response type questions.



Additional RTO Membership 2021

. . Destination Perth | 3 10
Sample Profile — Australia's Golden rstalin's Coral Conct 0
O U t b acC |< Australia's North West [} NET: 26% 7
Australia's South West 3

n=34 survey responses were collected from AGO members. A quarter of ORGANISATI,ON TYPI,E
AGO’s members also hold memberships to other RTOs. Local /Shire Council 21
Accommodation 23
Attraction 13
Visitor Centre 17
Tours and/or Transport 13
Local Tourism Organisation (LTO) E 7
Food & Drink 3] 3
Other 13

EMPLOYEES #
None [ 23
Between 1-10 7

Between 11-20

Between 21-50 -
Between 51-100 -
More than 100 -

LENGTH OF MEMBERSHIP
Up to 12 months 8
1-2 years -
3-5 years 46
More than 5 years 46

Base: 'AGO Members’ 2021 (n=30), 2022 (n=34)



Member Registration,
Overall Performance &
Value




Two in three AGO members have

an ‘extremely positive’ opinion of
their RTO.

Net: Negative Net: Positive
2021 2022 2022 2021

Australia's Golden Outback 10 15 76 73
All Other RTO Members 11 11 83 80
I
Don't know 0-2 3-4 5 6-7 8-10
Extremely negative Extremely positive

Q10. Thinking about all your interactions in the past 12 months with your RTO and what you know about its activities and functions within your region, what is your overall opinion of your RTO? Base: ‘AGO Members’ 2021 (n=30), 2022
(n=34); ‘All Other RTO Members 2021’ (n=193); 2022 (n=171)



Su PPO rt for destination marketin g Members from other RTOs are significantly more likely to have joined their
rema | ns th e tO p reason fOr RTO for the purpose of gaining greater exposure of their products and

services. Conversely, members from AGO are significantly more likely to have

b ecom | N g amem be I joined for destination management purposes.

2021 2021

To support the destination marketing of the region 70 A 70

See value in being associated with the RTO -
To gain greater exposure for my product or service 78 * 63
Networking opportunities 60 60
Destination Management including Agritourism, Dark Sky Tourism, Cruise etc. - | 4T
Buy in to advertising opportunites 40 53
To generate leads and revenue for my business -

To access support from RTO staff and marketing advice including trade-ready 52 50
To participate in trade & consumer shows 28 33

To get letters of support from the RTO for grant applications 10 10

Interested in member-only benefits 19 13

To meet a condition of grant applications 9 7

Under the recommendation of another tourism body 16 @ 10

Other 6 3] 20

5 |
All other RTO Australia's Golden
Members Outback

Member
Q7. Why did you become a member of your RTO? Base: ‘AGO Members’ 2021 (n=30), 2022 (n=34); ‘All Other RTO Members’ 2021 (n=193); 2022 (n=171)



Three quarters believe that AGO's
destination marketing of the region
has been effective.

The number of AGO members who indicated the destination marketing of the
region was not been effective dropped notably this wave, from 27% to 18%.

Net: Not Effective Net: Effective
2021 2022 2022 2021
Australia's Golden Outback 27 18 I 9 74 70

All Other RTO Members 16 14 9 28
| |
0-2 3-4 5 6-7 8-10
Not at all effective Extremely effective

Q11. One of the key roles of your RTO is to promote the region your business operates in. Overall, how effective do you believe your RTO's destination marketing has been in the last 12 months? Base: ‘AGO Members’ 2021 (n=30), 2022
(n=34); ‘All Other RTO Members’ 2021 (n=193); 2022 (n=171)



...with the majority of those finding their membership to be ‘extremely

Four fifths of AGO's members valuable.
consider their membership to

Interestingly, all AGO’s members that don’t think their membership is

be Va | Ua b | e.. valuable consider it as not valuable; no AGO members selected 5 out of
10 or ‘don’t know'.

Net: Not Valuable

Net: Valuable
2021 2022 2022 2021
Australia's Golden Outback 23 21 79 70
All Other RTO Members 13 12 77 7
I
Don’t know 0-2 3-4 5 6-7 8-10

Not at all valuable Extremely valuable

Q17a. Within the last 12 months, how valuable do you consider your membership with your RTO to have been? Base: ‘AGO Members’ 2021 (n=30), 2022 (n=34); ‘All Other RTO Members’ 2021 (n=193); 2022 (n=171)



In their own words...

| see a lot of value being a member

Support for coop marketing activities including the collaboration
whgre none would otherwise be opportunities for marketing and
available due to budget constraints in promotion, networking opportunities,
Ongoing open and strong Wheatbelt LTO's. visitor information, industry updates
relationship with AGO. Visitor Centre, Gold and how it relates to the AGO region.
Local Shire, Gold | believe my membership pays | have besn very impressed Local Shire, Gold
' for itself with the amount of ' : '
It : ' P with the support that has LN P
N V4 additional revenue raised been given, thatit is easily
- - through bookings made - - accessible and really - -
following campaigns of encouraging for my business
awareness. — —-—
- Attraction, Silver

Accommodation, Gold

] ]
: I=| ' ‘M'
n3|

Q17b. You rated trfd value of your membership a [INSERT RATINGEFROM Q17a] out of 10. What makes you say this?fase: ‘AGO Members’and 0-10 at Q17a ( 10



Other Key Performance
Metrics




Satisfaction across AGO’s core operations is strong, with minor gains made
wave-on-wave across all metrics.

Three quarters of members are
‘completely satisfied” with AGO staff’s
hard WOrk and COmmitmeﬂt There are no significantdifferences petweenAGO members and non-AGO

members across all operational metrics.

NET: NET:
Satisfied % Satisfied %
# N (AGO Members) (All Other RTO Members)
rvaasgoenowtsack e 2022 2021 2022 2021
Being hardworking and committed H Gl 9 74 82 Y 86 82
Understanding tourism operators in the region H 3 Y 68 79 73 75 75
Sharing the RTO strategy with RTO members n 79 73 79 73
Supporting initiatives of local tourism bodies, n 6 1 56 76 70 78 7
local governments and operators
aligning with Tourism WA 3 6 K 59
Understanding which markets to target n 12 K 65 74 73 75 75
I |
Don’t know 0-2 3-4 5 6-7 8-10
Not at all satisfied Completely satisfied

Q13. How satisfied are you with how your RTO has performed in each of the following in the past 12 months? Base: ‘AGO Members’ 2021 (n=30), 2022 (n=34); ‘All Other RTO Members’ 2021 (n=193); 2022 (n=171) 12



Satisfaction with marketing efforts
remains high.

The results between AGO members and members from other RTOs is again
similar and sees no significant differences.

NET: NET:
Satisfied % Satisfied %
P (AGO Members) (All Other RTO Members)
austliliésgolr::‘r;nulba_:k.c;; 2022 2021 2022 2021
Promoting the region within WA 18 62 79 77 81 84
Developing brand campaigns
that build awareness iy 18 56 74 10 8 s
Developing quality content appropriate
for distribution in WA's key n 9 18 56 74 N/A 82 N/A
markets and market segments
Representing the region in a compelling
way to target markets n 3 I 53 n 70 8 72
Developing tactical campaigns
that drive conversion a 6 21 47 68 63 74 67
I ]
Don't know 0-2 3-4 5 6-7 8-10
Not at all satisfied Completely satisfied

Q14. Thinking about the extent to which your RTO is helping to build awareness of the region, how satisfied are you with how your RTO has performed in each of the following in the past 12 months? Base: ‘AGO Members’ 2021 (n=30),
2022 (n=34); ‘All Other RTO Members’ 2021 (n=193); 2022 (n=171) 13



There have been improvements
across all industry support metrics

this wave.
NET: NET:
Satisfied % Satisfied %
#_i ( L (AGO Members) (All Other RTO Members)
s go..:’:r..u..m.k - 2022 2021 2022 2021
Providing networking opportunities for members n 6 21 59 79 70 82 74
Providing opportunities for members
to promote their products 6 B 62 6 r 8 "
Facilitating the development of tourism in the region 3 21 56 76 63 75 67

Facilitating collaboration in the region . 53 74 67 70 66

Facilitating capacity building in the region 44 74 63 64 62
I |
Don't know 0-2 3-4 5 6-7 8-10
Not at all satisfied Completely satisfied

Q15. Thinking about the extent to which your RTO is supporting the local industry and operators, how satisfied are you with how your RTO has performed in each of the following in the past 12 months? Base: ‘AGO Members’ 2021 (n=30),
2022 (n=34); ‘All Other RTO Members’ 2021 (n=193); 2022 (n=171) 14



AGQO's performance across all
communication and relationship
metrics is outstanding.

Have open lines of communication

Open and honest with me

Are always there if | need to
speak with a representative

Supportive and accessible

Are collaborative with their marketing endeavours

Don't know 0-2 3-4
Not at all satisfied

Q16. Thinking about your relationship with your RTO in the past 12 months, how satisfied are you with each of the following? Base: ‘AGO Members’ 2021 (n=30), 2022 (n=34); ‘All Other RTO Members’ 2021 (n=193); 2022 (n=171)

At least four in five are satisfied across all metrics, the majority across each
being ‘completely satisfied’.

NET: NET:
Satisfied % Satisfied %
#‘i (- (AGO Members) (All Other RTO Members)
Susvaissgokenouiac e 2022 2021 2022 2021

O - - -
H 15 71 85 80 82 81
HB 6 79 85 77 87 83

82 7 86 85

79 83 81 7

~
» I~
N

6-7 8-10
Completely satisfied



Australia's Golden
Outback: Specific Question
on Business and Region
Development




AGO members are looking for further
marketing and content support to
help their business and region.

Further, members request direct collaboration with AGO in the development
of the region, and further for AGO to work collaboratively with other
government bodies (such as tourism WA) in their development of the region.

Interestingly, several members referenced AGO’s strategic plan and were
directly encouraging of AGO continuing their current efforts.

Provide opportunities to collaborate on marketing and trade events to reduce costs of
doing these as stand alone events. This also provides the chance to develop a strong
brand narrative and destination development.

Local Shire / Council, Gold

Promote the latest marketing communication that businesses can use to promote
the region, and develop products and materials. Be more involved in Economic
Development initiatives that drive tourism.

Visitor Centre, Silver

Continue content creation which weaves into greater destination marketing campaigns
for the subregions. Mentoring programs to help build capacity and continue to elevate
the quality of experiences and product on the ground. Facilitating collaboration
between development commissions, operators, investors, traditional owners, DBCA
and ALL stakeholders to create a successful and thriving social tourism fabric.

Accommodation, Gold

\

N
i

Collaborate and communicate
with government bodies / sub

4 regions / regional
organisations

o 32%

Continue with the »
current strategic

direction and initiatives x
29%

Create content and promote all
sub-regions of AGO

38%

No Suggestion Given

12%

Q23e22. What is the most important thing that Australia's Golden Outback can do to 1) help your business and 2) help develop the region? Base: 2022 ‘AGO Members’ (n=34).

17



Wrapping Up




The key take-outs...
Satisfaction among AGO members is
high across all performance metrics,
with communication resuits heing

particularly strong.

Marketing support, business
opportunities and staff support are
the top activities that help to drive
member value.

Members cite marketing content
generation, collaboration with
government/ tourism organisations
and the continuation of AGO’s current

strategic direction as the hest ways to
help the region and businesses.

19



Hunt Smarter.

Painted Dog Research Suite 1, Level 2, 658 Newcastle Street Leederville WA 6007

\ T 08 9227 6464 E info@painteddogresearch.com W painteddogresearch.com




Appendix




Core operations:
RTO comparison

DESTINATION , e AUSTRALIAS il
NET: Satisfied (% AUSTRALIXS Ll N
(%) = Perth = (ORALGoasT = Smen = Sty « NN
m 82 82 84 77 71 63 80 73 74 63 82 73 75 66 82 70 71 74 80 73 76 68 77 73
91
88 88
| | | 74
Being hardworking and Sharing the RTO strategy with  Strategically and operationally ~ Supporting initiatives of local Understanding tourism Understanding which markets to
committed RTO members aligning with Tourism WA tourism bodies, local operators in the region target

governments and operators

Q13. How satisfied are you with how your RTO has performed in each of the following in the past 12 months? Base: 2021 (n=223); 2022 (n=205).
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Marketing & promotion:
RTO comparison

DESTINATION AUSTRALIA'S _ AUSTRALIAS #- " -
NET: Satisfied (%) m perth ® CORAL COAST northiast 'S@MT u ﬁ‘-.‘!

m 81 89 84 77 New in 2022 A 80 70 72 68 7370 67 55 75 63

82 il K 82
79
I I i I |
Promoting the region within WA Developing quality content appropriate  Developing brand campaigns that Representing the region in a Developing tactical campaigns that

for distribution in WA's key markets build awareness compelling way to target markets drive conversion
and market segments

Q14. Thinking about the extent to which your RTO is helping to build awareness of the region, how satisfied are you with how your RTO has performed in each of the following in the past 12 months? Base: 2021 (n=223); 2022 (n=205).
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Facilitation & opportunities:
RTO comparison

DESTIATION AUSTRALIA’S AP pUSTRASIAS T
NET: Satisfied (%) ® perth ™ CORALCOAST = Torikiast ™ Sehet m m“’

m 79 68 84 73 67 61 7% 63 76 58 84 70 64 50 82 67 64 47 73 63

A A

A
11 g 88

82 82 o

76 76 76
74 72 74 70 74 74
i
Providing opportunities for Facilitating the development of Providing networking opportunities Facilitating collaboration Facilitating capacity building
members to promote their products tourism in the region for members in the region in the region

Q15. Thinking about the extent to which your RTO is supporting the local industry and operators, how satisfied are you with how your RTO has performed in each of the following in the past 12 months? Base: 2021 (n=223); 2022 (n=205).



Communication & relationship
development: RTO comparison

DESTINATION AUSTRALIA'S _ AUSTRALIA'S
" ™ CORAL COAST S ™ Sevith West
NET: Satisfied (%) Perth northiwest —
83 74 82 80 85 82 84 77 83 79 89 80 81 76 86 77
92 92
87 88 87 83 § 88 83 § 88
i | | | | | | 85
Open and honest with me Supportive and accessible Have open lines of communication  Are always there if | need to speak  Are collaborative with their marketing
with a representative endeavours

Q16. Thinking about your relationship with your RTO in the past 12 months, how satisfied are you with each of the following? Base: 2021 (n=223); 2022 (n=205).
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Membership
Sentiment & Value

RTO Performance

Positive perceptions of
RTO membership
remained strong and
stable this wave.

More than 3in 4
members feel
positively about their
RTO, find their
membership ‘valuable’
and are satisfied with
destination marketing
efforts.

Across both overall
sentiment and
membership value
metrics, Australia’s
Coral Coast improved
this wave — restoring
a historic lead across
both metrics.

Conversely,
Australia’s North
West decreased
across both metrics.
following the gains
made last wave.

Performance among
other RTOs remains
strong and stable.

Members in higher
membership tiers
($301+) consider their
RTO’s destination
marketing significantly
more effective.

However, members in
the lower tiers place
greater importance on
the RTOs’
understanding of the
region and its operators.

Membership Member —
. Communication
Drivers Engagement
e For the first time, The number of *  The number of members
‘supporting destination opportunities taken who say their RTO
marketing’ has become advantage of by members communicates ‘the right
the primary reason for increased this wave — amount’ has remained
RTO member sign-ups. likely a result of easing strong this wave.
« Effective destination .COVlD. restrictions All other communication
o improving engagement. . .
marketing is seen as metrics also see minor
necessary for an RTO Significantly more changes, if not slight
yetis not a strong members feel satisfied improvements.
conscious value driver. with their RTO’s provision
. Members agree that
of networking .
However, when I . their RTOs are
opportunities this wave. .
prompted, most accessible and
members referred to supportive — a driver of
their RTO'’s support as a membership value.

primary driver of value.
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