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Australia’s South West (ASW) is the peak 
tourism body for the South West region of 
Western Australia, including the regions  
of Margaret River, the Great Southern, 
Bunbury Geographe, and the Southern 
Forests and Valleys.

Funded by and partnering with Tourism 
Western Australia and our member base 
of operators. Our role is to enable visitor 
economy development at local level by 
engaging people culturally, emotionally 
through domestic and international 
marketing strategies and by supporting 
and driving Australia’s South West 
region’s tourism industry through industry 
engagement and development, product 
development, training and education. 

We aim to provide the consumer with 
information on how to spend more and stay 
longer while in the region – to ultimately 
deliver increased visitor numbers and 
expenditure for our members, the regional 
tourism businesses. 

We facilitate relations between the tourism 
industry and the operators in the South West 
and draw upon the wealth of experience from 
our members and board. 

Who we 
are
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MANAGEMENT TEAM

JANICE PLATT 
DESTINATION MARKETING 
COORDINATOR

Janice delivers marketing and 

communications support to our 

members and consumers to tell 

the story of Australia’s South West 

and all that it has to offer. Janice 

develops content for ASW’s channels 

including the website and collateral. 

Janice is responsible for actioning 

the communications of ASW to 

members, media and stakeholders. 

Janice represents ASW at consumer 

and industry events. Janice manages 

and delivers the social media for The 

South West Edge.

Catrin Allsop 
CHIEF EXECUTIVE OFFICER

Catrin leads the team and manages 

the organisation’s operational 

activities and industry relationships. 

Catrin steers the organisation’s 

direction, develops strategies and 

represents the region at trade and 

industry events. Catrin ensures that 

industry leaders and stakeholders 

have the opportunity to collaborate 

with and are informed on key 

upcoming ASW activities and 

projects. Catrin engages with both 

local, State and Federal tourism 

bodies to ensure ASW is advised 

on tourism related issues and 

developments.
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Glen Thompson
GREAT SOUTHERN TOURISM 
AND TRADE MANAGER

Glen drives engagement and 

destination development in the Great 

Southern region in partnership with 

the Great Southern Development 

Commission. Glen delivers 

event development, destination 

management, tourism industry and 

stakeholder engagement and is the 

TradeStart manager for the Great 

Southern. Glen liaises with State 

Government and private enterprise 

particularly in the produce, wine and 

trails sectors which compliments 

his trade responsibilities to create 

opportunities for members and 

tourism stakeholders.

CLAIRE SAVAGE
BUNBURY GEOGRAPHE 
TOURISM MANAGER

Claire is the Bunbury Geographe 

Tourism Manager on behalf of 

ASW. Often on the road meeting 

with operators, Claire is focused on 

providing marketing outcomes and 

support to tourism stakeholders 

to meet the strategic objectives of 

the Bunbury Geographe Tourism 

Partnership. Claire represents 

BunGeo at consumer and industry 

events, and runs BunGeo’s 

social media channels, website, 

communications and is responsible 

for the production of the Found 

magazine.



MANAGEMENT TEAM

fiona Duyvestein
ADMINISTRATION AND 
FINANCE SUPPORT

Fiona is our administration and 

finance support, working hard 

behind the scenes to keep the 

wheels of the organisation turning. 

Fiona’s previous experience is in 

the banking sector and running 

her own administration services 

business.

carly watts 
GREAT SOUTHERN TREASURES 
MARKETING AND INDUSTRY 
LIAISION COORDINATOR

Based in the Great Southern 

region, Carly’s role is focused on 

providing marketing outcomes and 

industry liaison support to tourism 

stakeholders to meet the strategic 

objectives of the Great Southern 

Treasures Tourism Partnership. 

Carly runs the Great Southern 

Treasures social media channels, 

website, and communications. 

Carly provides support to relevant 

initiatives such as trails that drive 

visitation to the region.

EMMA BROWN

TOURISM INDUSTRY 
ENGAGEMENT OFFICER

Emma is responsible for 

coordinating new members and 

assisting existing ones. As the 

first point of contact for all ASW 

members and the wider tourism 

industry, Emma assists members 

to select the relevant marketing 

activities for their business and 

coordinates their representation at 

various trade and consumer shows. 

Emma travels throughout the South 

West meeting with members to 

gain a thorough insight into their 

business.
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Australia’s South West is 
the peak tourism body of 
the South West of Western 
Australia. The Board 
of directors comprises 
four elected industry 
representatives and four  
skills based positions 
and an independent chair. 
Nominations are called 
in August each year for 
positions on the board. 
Terms are usually for  
two years; board positions 
are voted on by individual 
sub regional members and 
the skills based positions 
by the board members.

CORPORATE 
GOVERNANCE Board directors

CHAIRPERSON 	

lianne cretney-barnes 	 Independent Chair

DEPUTY CHAIRPERSON 

Lenore Lyons	 Skills Based Position

TREASURER

rhys pearce	 Skills Based Position

Steve millhouse 	 Great Southern

gail ipsen cutts	 Southern Forests and Valleys

julie hillier	 Bunbury Geographe

lisa spencer	 Skills Based Position

Kym Francesconi	 Tourism Western Australia (ex-officio)
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Australia’s  
South West Vision 

Destination vision 

Our vision is for Australia’s South 
West to be a leading, prosperous 
and sustainable tourism destination.

Leadership

CORE VALUES

Growth

Collaboration

Creativity

Our purpose 

We are an inspirational 
destination management leader 
that supports and facilitates 
a dynamic and collaborative 
tourism destination.
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STRATEGIC 
PRIORITIES 

We will promote and drive desire for our 
region with a relevant marketing strategy and 
competent use of our marketing spend.

We will work collaboratively with our 
stakeholders to build a resilient tourism industry 
and a cohesive region, and perform a conduit 
role between Tourism WA and industry. 

Efficient and Effective 

Marketing and Promotion

We will support and work with Tourism WA to 
grow accessibility into our region and develop 
strategies and initiatives to encourage dispersal 
around our region.

access to the region  

and regional dispersal

We will be the catalyst to support stakeholders 
achieve the region’s development priorities to 
drive visitation and spend in our region.  We will 
also support growth in capacity and capability 
of regional tourism operators.

Destination 

development

Driving Industry  

Engagement
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key  
initiatives

To make Australia’s South West a strong and future-ready 
organisation, we will promote our region through the 
following initiatives

Strategic Theme 1:  

Efficient and Effective Marketing and Promotion

We will promote and drive desire for our region with a relevant marketing strategy and competent use of our 
marketing spend.

1.1. Experience led tactical campaigns that are thematic with member buy-ins that generate leads and drive conversion

1.2. Resource provision for efficient and effective marketing

1.3. Assist in the development, diversification and marketing of niche markets

1.4. Review and implement trade engagement strategy

What does it mean?

As a Regional Tourism Organisation (RTO) our role is to paint a picture of our region to entice visitors to dream about and book our destination. Marketing can 
seem like some strange and ethereal thing but in essence we get imagery created, purchase ads and try and connect directly with the visitor to tell them what an 
amazing experience they could have in the South West. Marketing is most effective with a greater pool of funds so often we seek to collaboratively market with 
our partners and member operators.

AUSTRALIA’S SOUTH WEST STRATEGIC PLAN 2021 - 2024 8



Strategic Theme 2:  

Access to the Region and Regional Dispersal

We will support and work with Tourism WA to grow accessibility into our region and develop strategies and 
initiatives to encourage dispersal around our region.

2.1. Facilitate access via flights from intrastate, interstate and international direct to the region

2.2. Drive dispersal within the region via promotion of a self drive hero route and supporting itineraries

2.3. Utilise the trails network as a driver of dispersal

What does it mean?

With direct flights straight into the South West we now have the opportunity to get visitors to stay longer and spend more with our operators. Our goal is to 
get more direct flights into the region and importantly, to get them to disperse once they get here. There is so much to be discovered across our region, we 
hope that through strategic marketing like the South West Edge we can get visitors to discover the unexpected corners of our region. 
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Strategic Theme 3:  

Destination Development

We will be the catalyst to support stakeholders achieve the region’s development priorities to drive visitation and 
spend in our region. We will also support growth in capacity and capability of regional tourism operators.

3.1 Develop and implement the destination management plan in partnership with Tourism WA and regional stakeholders

What does it mean?

As an organisation, we do so much more than just marketing and some times we have to plan for the future. In developing a Destination Management Plan 
(DMP) we are essentially creating a wish list of realistic opportunities for our region, all nestled together in a 10 year plan. This could be anything from identifying 
what new infrastructure we need to what new markets we will want to work with in the future or identifying opportunities for growth in the region.
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Strategic Theme 4:  

Driving industry engagement 

We will work collaboratively with our stakeholders to build a resilient tourism industry and a cohesive region and 
perform a conduit role between Tourism WA and industry. 

4.1. Develop and implement initiatives to build member conversion, value, retention and growth

4.2. Grow use and effectiveness of the Generator Network to deliver increased member opportunities and build a cohesive region

4.3. Alignment planning with strategic partners and grow new partnerships

4.4. Deliver strong stakeholder communication to further build our reputation and identify ways to influence relevant decision makers

What does it mean?

Our region is only as strong as the tourism businesses, the local governments, the development commissions and the other organisations that make it up. All 
owned, operated and managed by locals who have a passion for sharing their home with visitors. We strive to be an anchor point for all those people to come 
together and connect.
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key Performance 
indicators 

2026 Target: Increased leads to 
operators YOY

2026 Target: Marketing campaigns that 
deliver outcomes in key metrics

1 Direct Leads to 

operators

2026 Target: Achieve grow YOY

2Industry Financial 

Contribution

2026 Target: Increase satisfaction 
results YOY

4Industry survey 5Marketing outcomes

2026 Target: Increased visitation and 
spend YOY

3Intrastate Visitation 

and spend
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Australia’s South West’s 
role is to enable visitor 
economy development at 
a local level by engaging 
people culturally and 
emotionally through 
domestic and international 
marketing strategies. 
We support and drive 
our region’s tourism 
industry with engagement, 
development, training, 
education and product 
development.

Membership 
benefits
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purpose of visit

1	   EAT OUT / dinING 

2   Go to the beach

3   Visit friends & relatives  

4   Sightseeing / looking around 

5   Visit wineries

6   Visit national parks/state parks

7   go shopping 
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Visitation 

statistics

Analysis of the 
visitation statistics 
into the Australia’s 
South West region 
shows a three year 
average annual 
growth rate of 4.5%.

Source: Tourism Research Australia - 

International and National Visitor Surveys
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$1.6$1.55$1.5$1.45 $1.65 $1.7

$1.63

$1.62

2019 $1.67

$1.55

$1.50

$1.58
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$1.75 $1.8 $1.85

Post-COVID-19 
STATISTICS
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australiassouthwest.com p. (08) 9791 9197 #australiassouthwest


