
Stephanie Buckland 

Chief Executive Officer  

Tourism Western Australia 

 
 

 
 



[image] 

AN EXTRAORDINARY CHOGM 



 

 

  

 

Sunday Times Magazine (December 2011) 

 

CHOGM and the Queen – the number one hit of 2011 

‘If only every day could be a CHOGM day in the city’ 

 
 

 



CONSISTENT MESSAGE 

 BUT TWO DIFFERENT AUDIENCES   

 

  Busy, inaccessible visitors   

• delegates most able to influence others 
• differentiate our marketing from others 
• find ways to get information they wanted to them  

  Inconvenienced locals 

• show the benefits 
• win approval and support 
• get them involved 

 

 



MANY MESSAGES 

Functional Motivational City Vibrancy 

Public holiday shift Free u/13 show entry Welcome delegates 

Free transport Commonwealth Festival Create local ownership 

Road closures/city access Sporting events Dress the city 

See the Queen 



MARKETING PRIORITIES 

• State Branding to create cohesion 

 

• association to official CHOGM activity 
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COLLABORATION – CHOGM TASKFORCE 



USE OF CHOGM LOGO 

 

•  extended their brand 
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•  legitimised our messaging 

 



USE OF CHOGM LOGO 

 

•  extended their brand 

•  legitimised our messaging 

•  enabled access to delegates 
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COLLABORATION – TRANSPORT 



TRANSPORT ACCESS 

  

•  prime target audience 

 



TRANSPORT ACCESS 

  

•  prime target audience 

•  great advertising real estate 

 

 



TRANSPORT ACCESS 

  

•  prime target audience 

•  great advertising real estate 

•  free travel cards 

 



[image] 

COLLABORATION – CULTURE AND ARTS 



CULTURE AND ARTS 

 

•  CHOGM good news 
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CULTURE AND ARTS 

 

•  CHOGM good news 

•  Commonwealth Festival 

•  integrated a range of cultural activities 

 

 

 



CULTURE AND ARTS 

 

•  CHOGM good news 

•  Commonwealth Festival 

•  a range of cultural activities 

•  extended the brand and message 
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COLLABORATION – PASSPORT TO PERTH 



PASSPORT TO PERTH 

 

•  produced by Tourism WA 
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•  map from City of Perth 
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PASSPORT TO PERTH 

 

•  produced by Tourism WA 

•  map from City of Perth 

•  travel pass from Transport 

•  WA Key messages 

•  funded by both governments 
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COLLABORATION – WA MEDIA STAND 



MEDIA CENTRE 

 

•  produced by Tourism WA 
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•  produced by Tourism WA 

•  enabled by Taskforce 

•  staffed by 6 organisations 

 

 

 

 

 

 



MEDIA CENTRE 

 

•  produced by Tourism WA 

•  enabled by Taskforce 

•  staffed by 6 organisations 

• 4500 coffees in 6 days 

 

 

 

 

 



DID IT WORK? 

   

  Busy, inaccessible visitors   

• not easy to measure 
• messages got through 

 

  Inconvenienced locals 

• won their support 
• they became involved 

 
 

 

 



THE COMMUNITY 

 

  

 

98% WA public awareness of CHOGM  90% awareness public holiday shift 

record numbers attended Royal Show  100,000+ at Big Aussie Barbeque 

less than15% city car bays used in city  

up to 130,000 used free transport to CBD on Saturday 

up to 260,000 used free travel on network over both days 

 

 



MEETING STATE’S OBJECTIVES 

 

  

94% of Perth community was aware of events for the public during CHOGM 

20% of Perth community participated in at least one event 

73% of Perth public agreed CHOGM showcased WA to the rest of the world 

73% agreed hosting CHOGM was good for WA’s economy 

61% agreed CHOGM contributed to a stronger sense of community in WA 

65% agreed CHOGM made ‘me feel proud to live in Western Australia’ 

   (Tourism WA Brand Tracking Study 2011) 

 

 



ACROSS AGENCY COLLABORATION 

 

  

 

•  flexible membership 

•  clear objectives 

•  motivation 

•  right but not same people 

 
 

 

 

• right attitude 

• information sharers  

• opportunity seekers 

• patience 
 

 

  



THE FINAL WORD  
FROM THE WORKING GROUP, ON 

COLLABORATION 

•  energy and talent 

•  opportunity for creativity 

•  increased understanding of government 

•  benefits of networking and contacts 

•  new skills gained 
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THE FINAL WORD  
FROM THE WORKING GROUP, ON 

COLLABORATION 
THANK YOU 


