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Visitor Centres are an 
important and 

valuable part of the 
visitor economy in 
Western Australia
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E C O N O M Y  I N  

W E S T E R N  A U S T R A L I A



‘ V A L U E ’  I S  O F T E N  H A R D  T O  M E A S U R E  D U E  T O  
T H E  N A T U R E  O F  T H E  S E R V I C E S  P R O V I D E D :  

• Offering local knowledge and 
advice

• Free maps and guides
• Recommending itineraries and 

tourism experiences
• Referrals to local businesses
• Taking bookings
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In 2015, Tourism Research Australia (TRA) in conjunction with 
Tourism WA and TCWA, conducted a study that found visitor 
centres in WA contributed

$ 1 1 6  M I L L I O N

T O  T H E  V I S I T O R  E C O N O M Y  A N N U A L L Y

I T  W A S  T I M E  F O R  
A N  U P D A T E !

S P E N D
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BUSINESS METRICS

• How visitor centres operate / function
• Bookings through visitor centres

CONSUMER METRICS

• Usage
• Profiles
• Impact on behaviour and spend

M O R E  I N F O R M A T I O N  A B O U T  
V I S I T O R  C E N T R E S …



T C W A  Q U A R T E R L Y  B U S I N E S S  S U R V E Y
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63%

Service Fees

Other

Tours by VCs

Memberships

State Government

Commisions

Retail sales

Local Government 9 out of 10 visitor centres have 
some funding from their LGA

Two thirds of visitor centres 
are confident that they will 
continue to receive funding in 
the long term (5-10 years)

4 out of 10 visitor centres are 
100% funded by their LGA

F U N D I N G  S O U R C E

T C W A  V I S I T O R  C E N T R E  S U R V E Y



S E R V I C E S  T O  V I S I T O R S

11%

16%

18%

24%

27%

31%

36%

56%

73%

89%

93%

96%

Food and Beverage

Tours operated by VCs

Equipment hire

Mobiel staff servicing

Attractions operated by the VC

Self-help information kiosks

Events operated by VCs

Bookings

Destination website listing tourism producte

Retail offering

Brochure racks

In-person information, advice and referrals

xx

n=45, % of visitor centres

T C W A  V I S I T O R  C E N T R E  S U R V E Y



xx

n=45, % of visitor centres

24%

27%

44%

49%

54%

76%

Training to tourism businesses

Representation of individual businesses to
Local Government

Representation of industry to Local
Government

Development of destination experiences
(eg trails and events)

Industry networking events

Destination Marketing and promotion

T C W A  V I S I T O R  C E N T R E  S U R V E Y

S E R V I C E S  T O  I N D U S T R Y



Metric Sample size Volume
Average/

per centre
Avg. % of total 
interactions

Door counts 40 1,451,951* 36,299 22%

Phone calls 27 78,321 2,901 2%

Emails 24 81,807 3,413 2%

Web visits 19 2,337,019 123,001 74%

$ 2 8 8 K  P E R  
V I S I T O R  

C E N T R E  I N  
B O O K I N G S  

( N = 1 7 )

$ 8 9 K  P E R  
V I S I T O R  

C E N T R E  I N  
R E T A I L  

S A L E S  ( N = 2 6 )

*NVS/IVS reports almost 2 million visitors to all Visitor Centres  in 2023

T C W A  V I S I T O R  C E N T R E  S U R V E Y

S E L F  R E P O R T E D  T R A F F I C
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o 2,307 INTERCEPTS IN REGION

o 182 ON -LINE SURVEYS FROM VC CONTACT LISTS

o 376 ON -LINE SURVEYS THROUGH QR CODES DISPLAYED IN VCS

o 1,083 GENERAL POPULATION ON -LINE SURVEYS INTERSTATE AND INTRASTATE

A L M O S T  4 , 0 0 0  P E O P L E  
C O N T R I B U T E D  T O  T H E  R E S E A R C H
1 , 4 7 2  V I S I T O R  C E N T R E  U S E R S ,  1 , 3 9 3  N O N - U S E R S ,  
1 , 0 8 3  G E N E R A L  P O P U L A T I O N

M E T H O D O L O G Y



U S E R S
A N D

U S A G E



Demographics: 
Not hugely different, however users are more likely to be in the age bracket 
35 -54 years , be travelling with family (young or maturing), and in higher 
income brackets.

Travel behavior:
Users are significantly more likely to be on holiday (rather than VFR), visiting a 
location for the first time , staying overnight in location and staying in rented 
apartments or caravan sites

Planning and booking:
Users prefer to plan their trips independently , utilizing travel sites including 
visitor centre  websites , and are more likely to contact operators directly .

Yield:
Compared to non -users, visitor centre users stay longer (+0.8 days), take part 
in more activities (+25%), and spend more (+30%).

V I S I T O R  C E N T R E  
U S E R S  A R E  G R E A T E R  

A D V O C A T E S  F O R  A  
D E S T I N A T I O N ,  W I T H  

6 6 %  S A Y I N G  T H E I R  
T R I P  W A S  B E T T E R  
T H A N  E X P E C T E D ,  

V E R S U S  4 1 %  O F  
N O N - U S E R S .

V I S I T O R  C E N T R E  U S E R S  ( v  N O N - U S E R S )  P R O F I L E



Top Triggers for visiting a visitor centre  
are visiting a new location and 
seeking general advice.

Map s and information on  attractions / 
activities are the main services travellers  
seek from a visitor centre .

However, around 50%  of respondents said 
they prefer  using online  sources of 
information about a destination.

V I S I T O R  C E N T R E  U S E R S  R E A S O N  F O R  U S E



Aside from a lack of awareness, prior 
familiarity  with the location and already 
being well -researched  were key 
reasons for not using the visitor centre.

Only 40% of non -users were aware of the Visitor 
Centre in the town they were visiting.

N O N - U S E R S



Almost half of non -users would 
be likely to enter a visitor centre 
if they happened to go past it

Coupons or deals would be the best 
way to attract non -users

N O N - U S E R S
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9 6 %  O F  V I S I T O R S  
A R E  S A T I S F I E D

V I S I T O R  C E N T R E  U S E R  E X P E R I E N C E …



U S E R S  G O T  W H A T  T H E Y  C A M E  F O R  …



Value of 
Visitor 

Centres

V A L U E  O F
V I S I T O R  

C E N T R E S



U S E R S  
( N = 1 4 0 7 )

N O N - U S E R S  
( N = 1 3 7 6 )

T O T A L  
S P E N D  I N  

D E S T I N A T I O N

S P E N D  A S  A  
R E S U L T  O F  

V I S I T I N G  T H E  
V I S I T O R  
C E N T R E

TOTAL VISITOR 
SPEND 

SUPPORTED 
BY VISITOR 

CENTRES

VISITOR SPEND, 
DIRECTLY 

ATTRIBUTABLE 
TO A VISITOR

 CENTRE VISIT 

T E L L S  
U S

M I N U S E Q U A L S

D A T A  C O L L E C T E D



Spend by overnight 
visitors, directly 
attributable to a 

Visitor Centre visit 

Spend by day-trip 
visitors, directly 
attributable to a 

Visitor Centre visit 

Incremental total 
spend by Visitor 

Centre users 
versus non-users

Direct 
Comparison 

to 2015

Total visitor spend, 
directly 

attributable to a 
Visitor Centre visit 

Total visitor spend 
supported by 

Visitor Centres

$226M

$116M

$35M $261M $740M

D A T A  C O L L E C T E D



T O U R I S M . W A . G O V . A U

V I S I T O R  C E N T R E
R E S E A R C H  S U M M A R Y
I N F O G R A P H I C



For more information:

@TourismWesternAustralia

@TourismWesternAustralia

@WesternAustralia

Tourism -western -Australia

@westernaustralia

#WAtheDreamState

Subscribe to Talking Tourism
TOURISM.WA.GOV.AU

THANK
YOU
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