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Opening Comments
Trent Bartlett, Chair

MRBTA



Governance – Transitional Board



Governance – Merging 2 Entities



Governance



Strategy

The Vision of the MRBTA as defined by the Board

By 2020, the MRBTA will be regarded as Australia’s leading Destination Tourism 
Association, inspiring the world to explore The Margaret River Region. 

The Purpose of the MRBTA as defined by the Board

The purpose of the MRBTA is to attract visitors to the region and preserve our natural 
assets for the benefit of its members who seek increased visitation and spend



Approach to Strategy



Approach to Partnerships



Grant Applications

$1.5 Million received 
for Lighthouses

Visitor Servicing  
$120K received, more 
pending 



Longer Term – BMRR Airport

3 days of Operation per 
week (Tuesday, 
Wednesday, Thursday)

10 scheduled services 
per week 

532 flights handled 

27 876 passengers flew 



Flight plan is a sevenfold 

passenger rise and freight

A Cathay Pacific Boeing 747 freighter, right, at the 

terminal of Wellcamp Airport, which will be close to the 

future bypass tollway

Source: The Australian, 11th April 2016



Regional umbrella brands as a means to 

generate synergies  between tourism and the 

export of agricultural products

Prof. Dr. Harald Pechlaner  

Mag. Michael Volgger  

AProf. Christof Pforr

Margaret River (WA), February 2016



Key Highlights
Pip Close – CEO



Brand Launch – Key Initiatives



1,130,000 Sessions

↑15%

715,000 Users 

↑12%

3.2 Million Pageviews

↑3%

86,000 Blog page views (new)

Website - margaretriver.com



“Must-Visit Food Region”

“Outstanding Region in Australia”

Directly generated more than

$260,000 
in media coverage for the region

35,000 Likes 

↑14%

8,600 Followers 

↑34%

20,500 Followers 

↑200%

25,500 Website visits 
from Social media 

↑200%

PR & Social Media - Key Initiatives



Margaret River Mobile App

Chinese Version App



Food and Wine 
partnership 
with     SWDC



USA Trade FamilFeedback from Wine Australia



Some of the comments 

have included:

Margaret River 
was just eye 

opening…

The non-wine experiences - the sea plane in Sydney, 
the caves in Margaret River….great experiences

Outstanding 
balance of wine & 
non-wine events, 

particularly in W.A.

Margaret River 
excellent from the 

seminars to the non-
wine events and 
amazing food.

How unique Margaret 
River is and the quality of 

wines there. 
The opportunity to sell 

Australian cab in the US.



New Product Café Leeuwin Lighthouse



Survey Results

Staff 
satisfaction



Staff Satisfaction

• 76 responses

• How likely is it that you would recommend
MRBTA as a place to work to a friend or colleague
86% responded positively

• How likely is it that you would recommend MRBTA's 
products/services (e.g. Visitor Servicing, Attractions)? 
99% responded positively

• On a scale of 1 to 5, how satisfied are you with your role?
97% satisfied or completely satisfied



Results

Member survey



Member Survey

• 209 responses

• How likely is it that you would recommend 
MRBTA to a friend or colleague
80% responded positively

33% of those were 10/10

• Most feel we are doing a great job

• Some feel disconnected because of our size & would 
like to more ‘town specific’ promotion



TripAdvisor Results

customer 
satisfaction



Attractions: An overall satisfaction rating of 
4.48 out of 5 (90%) was achieved

Visitor Centre: An overall average rating of 
4.31 out of 5 (86%) was achieved



Membership fees



Statistics
2016



Attractions Visitor Origins 2016

• Perth 21%
• WA Regional 6%
• Singapore 5%
• Queensland 3%
• Victoria 3%
• UK 3%
• China 1%
• USA 1%
• Germany 1%
• France 1%

• NSW 1 %
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Our Income Streams
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2017 

What’s ahead



ASW partnership



Nature & Adventure Strategy



Margaret River Wine Story





Singapore Wine tourism promotion





Grant funds $274,000
MRBTA funds $203,750

Inkind $46,000

Spent on:
Renovations at MRVC (stage one)

BVC fit out (railway house)
4 X 55’inch multi touch screens AVC DVC

AVC 1X VR / Head mounted display platform
Digital Content and platform development

Completed by June 2017

Visitor Servicing Grant – Stage 2 



New Busselton Visitor Centre

Margaret River Visitor Centre floor plan



Virtual Reality



Web Chat  - Visitor Servicing



New YMRR Branded signage at all attractions



Cape Leeuwin Cottage 1 Design



mammoth



Cape nat picture

Coming soon 
• New tourism product 
• Viewing platform
• Café
• New interpretive centre
• New children’s playground

Cape Naturaliste Lighthouse 



Aboriginal 
Food experiences with 
Cape Cultural Tours



. 



Financial results  
Consolidated

Cinde Fisher 
Corporate Services



$’000

GBTA  & AMRTA
Combined

2015
Actual

New MRBTA
Consolidated

2016 

Income $8,237 $8,403

Cost of Sales $650 $662

Expenditure $7,206 $7,255

Operating Surplus
Before Depreciation

$380 $486

Operating surplus is reinvested into 
improvements in the organisation 

2015/2016 Financial Results



$’000

Cash at Bank $1,000 Does not include:  Grant funding - $1,452K

CAPEX 
Expenditure

$193

Cape Naturaliste Lighthouse & Cultural Centre Improvements
MRVC Improvements
Ngilgi Lighting
Computer Hardware & Software
Plant and Equipment across sites
Signage
Website and App Development

Net Cash Surplus $148
Attraction Ticket Sales Income was up on budget for the year 
which allowed us to be ahead on the bottom line

Membership # at end of year  - 780

MRBTA Financials



2016 MRBTA Income

Admissions
65%

Commissions
6%

Airport
5%

Membership
3%

Leases
1%

Retail 
16%

Funding
2%

Other
2%



Visitor Servicing
25%

Attractions
42%

Airport
4%

Admin
14%

Marketing
15%

2016 MRBTA Expenses



Item 8. 

General
Business



Board Elections



Thank You Ross Ashton



Thank you


