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Dear Sir 
 
Exclusive Dealing Notification 
  
Tourism Western Australia wishes to lodge an exclusive dealing notification for potential third line 
forcing conduct under Section 93(1) of the Trade Practices Act 1974 (Commonwealth of Australia).  
 
Please find included with this communication, the following advice:  
 

1. Notification of Exclusive Dealing (Form G), including detailed responses in support of the 
notification (attachment).  Please note, in reference to the implementation of the proposed 
policy (Form G - 2b), it is anticipated that the transitional period will conclude at the end of 
2009. 

 
 
2. Lodgement fee of $100 in respect of third line forcing notification (Form G) has been 

arranged today through electronic bank transfer (in accordance with advice provided by 
the Adjudication area of the Canberra office of the ACCC) to Official Administered Receipt 
Accounts, Canberra BSB 032730 A/c No. 146550 re Third line forcing notification (Tourism 
Western Australia).  

 
Please contact Elizabeth Smith (elizabeth.smith@westernaustralia.com or 08 9262 1740) Policy 
Manager, in the first instance, if you have any queries in relation to the attached notification.  
 
 
Yours sincerely  
 

 
 
 
DAVID ETHERTON  
Executive Director  
Industry Development and Visitor Servicing 
 
30 October 2007 
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Form G 

Commonwealth of Australia 
Trade Practices Act 1974 -subsection 93 (I) 

NOTIFICATION OF EXCLUSIVE DEALING 

To the Australian Competition and Consumer Commission: 

Notice is hereby given, in accordance with subsection 93 (1) of the Trade Practices 
Act 1974, of particulars of conduct or of proposed conduct of a kind referred to 
subsections 47 (2), (3), (4), (9, (6), (7), (8) or (9) of that Act in which the person 
giving notice engages or proposes to engage. 

PLEASE FOLLOW DIRECTIONS ON BACK OF THIS FORM 

1. Applicant 
(a) Name of person giving notice: 
(Refer to direction 2) 

Western Australian Tourism Commission (trading as Tourism Western Australia) N q 3 2 1 5 
(b) Short description of business carried on by that person: 
(Refer to direction 3) 

Tourism Western Australia is the State Government statutory authority responsible for: 
o the promotion of Western Australia as an attractive tourist destination, and 
o the development of an enhanced tourist industry, infrastructure and product base in 

Western Australia, 
for Australian and international visitors. 

Tourism in Western Australia is an important contributor to the Western Australian economy 
accounting for $5.7 billion ($3.6b direct and $2.lb indirect) of Gross State Product. An 
estimated 63,000 jobs (43,000 directly related to WA's tourism industry, with a further 20,000 
indirectly related to tourism. In total, this represents 6% of Western Australian employment 
(Access Economics July 2007). 

It is very important that tourism growth be nurtured by government to safeguard the economic 
contribution from tourism, and the conduct covered by the notification is intended to support a 
self-regulating mechanism for improved performance by the tourism sector, through the 
development and enhancement of the business practices of tourism productlservice 
providers. 

(c) Address in Australia for service of documents on that person: 

Tourism Western Australia 
GPO Box X2261 
Perth WA 6847 
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2. Notified arrangement 
(a) Description of the goods or services in relation to the supply or acquisition of which this 
notice relates: 
 
Tourism WA provides opportunities for tourism product/service providers to participate in 
(predominantly) marketing programs.  These programs (in the context of this notification to be 
called ‘particular services‘) currently include: 

WA Visitor Centre services: Various opportunities are available for marketing to 
consumers, eg messages on hold, display space, etc. 

WA Tourism Network:   This is a membership based online marketing opportunity for 
WA based tourism operators to enhance marketing activities. For an annual fee of 
$345 for accommodation, tour, hire and transport businesses, or $115 for attractions, 
restaurants and retail businesses, Tourism Western Australia offers tourism operators 
a cost effective way of reaching potential visitors all over the world. Each business is 
promoted complete with images, a full description, facilities, experiences and rates 
that can be updated at any time. Benefits are many and varied and are included at 
Appendix 1. 

Consumer Advertising Campaigns:  Advertising opportunities for tourism 
produce/service providers to appear within selected programs, for example, the 
Western Australian Wildflower Holiday Guide.  

Familiarisation visits:  A familiarisation visit brings key trade and media from within 
Australia and around the world to Western Australia to experience first hand, the 
products and experiences available. Media reports on the state's varied holiday and 
touring attractions while trade groups (wholesalers, inbound operators and retail travel 
agents) are educated about the products available for sale to their clients. In addition 
to its own Media and Trade Awareness Program, Tourism Western Australia also 
participates in Tourism Australia's Visiting Journalist Program by funding 50 per cent 
of land arrangements for media groups. 

Selected Online Marketing Services: 
Advertising opportunities – banner advertising on westernaustralia.com is available to 
promote Western Australia tourism products. 
Consumer e-newsletters - editorial opportunities 
E-marketplace websites – developed by and linked to Tourism WA websites for 
selected product. 
 
Trade Marketing: 
Trade shows are an ideal and cost-effective way of servicing a large number of travel 
agents, tour operators and tour wholesalers in a short period of time.   
WA Travel Exchange (WATE) is the major opportunity for Western Australian tourism 
product/service providers. 
Consumer Shows provide the opportunity for tourism product/service providers to 
promote their business or regions directly to the general public. 
 

It is intended that these and other similar opportunities will be made available to tourism 
product/service providers in the future.   
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(b) Description of the conduct or proposed conduct: (Refer to direction 4) 
 
Tourism WA wishes to implement the following policy: 
 

(i) Tourism WA will offer discounts on its fees charged to tourism 
product/service providers for particular services coordinated by Tourism WA 
on condition that the providers acquire accreditation of a Tourism 
Accreditation Australia Limited (TAAL) approved program (Appendix 2 is a 
current list of TAAL-approved programs).  This will apply for a transitional 
period. 

 
(ii) Tourism WA will not supply particular services coordinated by Tourism WA 

unless tourism product/service providers acquire accreditation status of a 
Tourism Accreditation Australia Limited (TAAL) program.  This will apply 
following a transitional period.   

 
(iii) Any business demonstrating a certification standard equivalent (or higher) to 

the minimum standard set by the Australian Tourism Accreditation Standard 
will be exempt from this policy. 

 
Government funds are used for marketing purposes which in some of the initiatives listed 
above, generally have the effect of directly promoting individual operators.  These are 
therefore subsidised programs, which is believed should only benefit tourism operators who 
have committed (through accreditation) to meet minimum standards in terms of customer 
service, safety, quality assurance and business practices.  Public funds are therefore spent 
responsibly by Tourism WA at the same time as assisting industry to increase the take up of 
accreditation thereby lifting standards. 
 
TAAL is a company limited by guarantee established for the purpose of developing a national 
consistent system of accreditation for the tourism industry in Australia.   TAAL has adopted 
cross-sectoral minimum requirements for accreditation which is called the Australian Tourism 
Accreditation Standard.  To ensure uniformity of approach across states and national 
programs as well as adherence to the Standard, a framework has been established. This 
addresses the issue of state administration of Accreditation Programs together with the 
monitoring of the Standard.  The Australian Government provided funds to initiate the 
implementation of the Standard and the Framework which became the Australian Tourism 
Accreditation System. 
 
 
 
3. Persons, or classes of persons, affected or likely to be affected by the 
notified conduct 
(a) Class or classes of persons to which the conduct relates: 
(Refer to direction 5) 
 
Tourism product/service providers operating throughout Western Australia 
 
(b) Number of those persons: 
(i) At present time: 
 

Page 3 of 15 



Estimated to be around 4700 tourism product/service providers (as listed on 
westernaustralia.com) 
Of those, some 900 could be considered core targets for the particular services included in 
this notification of which approximately 400 are already TAAL accredited.    
  
(ii) Estimated within the next year: 
(Refer to direction 6) 
 
Total estimated numbers are expected to stay around 4700 (with some newcomers and 
turnover). 
Of those some 1000 could be considered core targets for the particular services included in 
this notification, of which approximately half will be expected to be TAAL accredited. 
 
 
(c) Where number of persons stated in item 3 (b) (i) is less than 50, their names 
and addresses:     
 
N/A 
 
 
 
4. Public benefit claims 
(a) Arguments in support of notification: 
(Refer to direction 7) 
 
Background to accreditation in WA: 
 
Tourism accreditation is a business development tool and process designed to establish and 
continually enhance industry standards. It enables operators to help meet domestic and 
international visitors’ expectations of receiving professional products and services leading to 
a positive experience.  
 
Accreditation provides consumers and the industry with an assurance that a tourism operator 
is committed to quality business practice and professionalism. 
 
The primary focus is to ensure that standards of service delivery meet and, where possible, 
exceed the visitors' expectations. 
 
To gain accreditation, tourism businesses must demonstrate their commitment to and use of 
specific practices. These business practices are the essential elements of the Australian 
Tourism Accreditation Standard which reflects ISO-9002. 
 
The Standard requires that a business has documented and active:  

• Compliance with both business and industry-specific regulations (including 
prescribed levels of public liability insurance cover); 

• Adherence to industry sector standards and codes of practice; 
• Risk management procedures and training; 
• Corporate, strategic, business and marketing plans; 
• Human resources management policy and procedures; 
• Customer service policy and procedures; 
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• Environmental management policies and procedures; and 
• General maintenance schedules and procedures. 

 
Tourism Accreditation Australia Limited (TAAL)-approved programs: 
 
Appendix 3 is a document produced by TAAL that outlines the Australian Tourism 
Accreditation System.  It provides a brief history of where and why the system was developed 
and the organisational and operational frameworks for the system and its players.  It also 
specifically includes a description of the accreditation process for both program managers 
and tourism businesses.   
 
The Australian Tourism Accreditation Standard (the Standard) is the set of principles 
established by TAAL to apply to all Accredited Tourism Programs.  It is a checklist of the 
features found to be essential for a viable tourism business and is clearly outlined in Section 
4 of the document. 
 
Tourism Council Western Australia (TCWA) is the peak body for tourism in WA.  It is a not-
for-profit, independent organisation representing members’ interests, funded and governed by 
its members.  TCWA is responsible for the rollout and administration of the National Tourism 
Accreditation Program (NTAP).  The NTAP has been running in WA since 1996 and is the 
TAAL-approved program in WA which has the most membership.  
 
NTAP is membership based and currently attracts around 550 tourism businesses out of an 
estimate of 4700 tourism businesses.  Businesses accredited with TAAL-approved programs 
are denoted by a nationally used symbol (yellow tick in a green circle): 
 

 
 
Tourism Western Australia has chosen to work with TCWA (with the NTAP (WA)) because of 
its long standing and recognised expertise and demonstrated penetration of coverage with 
Western Australian tourism operators. The NTAP (WA) is accessible to all WA operators due 
to extensive regional delivery. It is also applicable to all tourism businesses regardless of 
what sector the business is in or the size of the business.  The NTAP (WA) has the capacity 
to add modules to the core business requirements, being able to cater for sectors that have 
been identified as needing additional standards.  This also avoids duplication for operators of 
being accredited with more than one program the additional sector modules currently 
available with NTAP (WA) include: 

• Visitor Centres 
• Holiday Accommodation Managers. 

The module now being developed is 
• Adventure Tourism 

Modules to be developed in 2008 include 
• Holiday Homes 
• Cruise Shipping.  

 
The costs associated with the process for tourism operators are dependent upon the TAAL-
approved program, as all programs have different costs of delivery.  For example the National 
Tourism Accreditation Program (TAS) undertake auditing up-front and have lower travel costs 
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to service their businesses compared with the NTAP (WA) which, due to geographic size and 
logistics, audit within the first 12 months and then once every 3 years.  The costs for the 
NTAP WA program are listed on Appendix 4. 
 
Alternative providers of TAAL-approved programs: 
 
Whilst Tourism WA works closely with NTAP (WA) all TAAL-approved programs are 
acknowledged. 
 
There are twelve TAAL-approved programs available to tourism operators in Western 
Australia, as indicated in Appendix 2. While all but two of these programs are administered in 
other States/Territories, Western Australian tourism operators may choose to become 
accredited with one or more of them.  Likewise, operators in other States may become 
accredited with the NTAP (WA) (currently there are four NSW’s operators and two Qld 
operators accredited under NTAP (WA)).    
 
The ‘generic’ program managers around Australia (as the NTAPs in States/Territories are 
known) are currently working together to ensure there is a national consistency with their 
programs.  For example cooperation in the development of an online environment is currently 
being progressed which will deliver greater cost and operational efficiencies for these 
programs.  Consistency across these programs will also support small tourism businesses 
that operate in several States/Territories (for example between Kununurra and Darwin).    
 
Benefits of Accreditation: 
 
Accreditation is seen by the tourism industry as a vital quality assurance and self regulation 
tool for achieving sustainable growth through: 

• Ensuring customer confidence; 
• Repeat visitations; 
• Stronger yield 
• Building the capacity of the enterprise; and 
• Recognising the contribution to the triple bottom line of economic, environmental 

and social aspects. 
 

Accreditation benefits operators, the industry and consumers. It confirms to consumers and 
industry that tourism business operators are committed to professionalism and continuous 
improvement in their conduct and delivery of service. 
 
Operator benefits are summarised as: 

• The ability to assure customers of the continued quality of services provided by that 
business, leading to improved customer relationships and reputation – resulting in 
repeat business; 

• Documentation of formal operational and management procedures that can add 
value and direction to a tourism business.  This will improve business knowledge, 
competence, management and predictability; 

• Improved risk management procedures and training which in turn create the 
opportunity to contain public liability insurance premium levels; 

• Industry standards underpin risk mitigation; 
• Assists implementation of measures to enhance the visitor experience; 
• Facilitates continuous business improvement through alignment with quality 

assurance principles; 
• Competitive advantage in the marketplace and increased market share; 
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• The accreditation logo being recognised and promoted in government-sponsored 
programs and tourism publications; 

• Encourages the operator to identify and cater for consumer needs; 
• Encourages operators to identify strengths and weaknesses of their business; 
• Assist businesses to comply with regulatory requirements by interpreting these and 

providing small business friendly solutions; 
• Improvement in profitability and yield; 
• Marketability; 
• Improved employee morale; 
• Improved training and communications; 
• Reduced complaints; 
• Ability to display national accreditation logo at point of business and on all 

promotional and advertising material; 
• Listing on national website; and 
• Benefits associated with national and international promotion of the accreditation 

logo as a symbol of quality within the tourism industry. 
 

In some markets, accredited operators receive discounts and/or value added benefits when 
participating in marketing and advertising programs – a benefit that often far exceeds 
accreditation fees. 
 
Industry benefits are summarised as: 

• Contributing to a more sustainable business; 
• Making Western Australia a more competitive destination particularly in the 

International market place; 
• Demonstrating industry leadership and initiative; 
• Self-regulation reducing the likelihood of imposed (government) regulation; 
• Ensuring that tourism operators are committed to quality business practice, 

professionalism and delivering what they promise; and 
• Raising the survival rate of new tourism businesses in difficult times. 
 

Consumer benefits are summarised as having an assurance of: 
• Reliability; 
• Consistency; 
• Certainty; 
• Security and safety through improved risk management procedures; 
• Confidence; and 
• A commitment to quality. 
 

Accreditation is aimed at ensuring acceptable (as a minimum) standard of quality assurance 
of tourism product (facilities and services) available to visitors to Western Australia.  Improved 
standards increase visitor satisfaction, promotes positive word of mouth advertising and 
promotes competition between tourism providers (which serves to benefit consumers).  
Increased competition encourages continued improvement in standards of quality amongst 
individual providers and the tourism industry as a whole which improves the reputation of 
Western Australia as an attractive tourist destination.   
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Why TAAL-approved accreditation is so important to the Western Australian tourism industry; 
 
Various accreditation programs exist in the tourism industry with varying levels of success.  
The benefits of the TAAL-approved programs include: 
 
Government and Industry Benefits: 
• The TAAL-approved programs unite the highly fragmented industry across sectors like 

accommodation, attractions, tour operators (land and sea) and transportation activities. 
• The TAAL-approved programs maintain and increase the standard and professionalism in 

the industry by basing accreditation on Australian and International Standards through ISO-
9002. 

• Businesses in each sector are often based in regional areas and are managed by people 
who entered the industry as a lifestyle choice.  The industry is extremely susceptible to poor 
delivery of product and service standards and a lack of professionalism.  TAAL-approved 
programs address these issues across WA. 

• The Accreditation logo is promoted nationally and internationally as a symbol of quality 
within the tourism industry. 

• Self-regulation reduces the likelihood of imposed regulation. 
 
Consumer benefits: 
• TAAL-approved programs are the only ones with wide enough coverage of the industry to 

provide consumers with consistency which promotes quality assurance in almost all tourism 
sectors. 

• When businesses operate based on accreditation processes, mistakes are prevented from 
occurring and problems can be overcome prior to (adversely) affecting consumers’ 
experience. 

• Consumers have reliability, consistency, certainty, security, confidence and commitment 
that the tourism products and services they purchase are of a high standard. 

 
Business benefits for members: 
• Ensures formal documentation of operational and management procedures, assists in 

educating businesses and clarifying business direction. 
• Facilitates continuous business improvement aligned with Quality Assurance principles. 
• Improves the businesses’ reputation and provides a greater degree of marketability 

including discounts on marketing, printing and insurance. 
• Reduces consumer complaints which tarnish the operator’s and industry’s reputation. 
 
Tourism Western Australia supports the TAAL-approved National Tourism Accreditation 
Program (NTAP) WA and wishes to support the uptake of the program by offering access to 
and lower prices for particular services offered by Tourism WA to accredited tourism 
product/service providers.  
 
 
(b) Facts and evidence relied upon in support of these claims: 
 
The tourism industry is incredibly diverse.  There are limited barriers to entry, many are small 
or regional businesses, and people who enter the industry as a lifestyle choice therefore lack 
basic knowledge and experience to deliver quality tourism products. 
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These businesses are at risk of delivering inadequate tourism products to visitors.  Failure of 
these businesses to meet basic international standards tarnishes WA’s image around the 
world. 
 
While empirical research relating to the benefits associated with accreditation is sparse, there 
is widespread acknowledgement that the TAAL-approved NTAP can be seen as a business 
development tool that seeks to assist operators in meeting the rising service expectations of 
both domestic and international visitors (Cowan 2002 in Carlsen et al 2006).  Further, “as 
consumers and investors begin to determine the link between business standard and quality 
of service, it is suggested that they begin to demand guarantees of performance.  
Compliance with voluntary standards can be translated into competitive advantage for 
businesses, and as such can be supported by governments.” (Carlsen, J., Jago, L., Harris, R., de 
Silva, R. (2006) Australian Tourism Businesses Accreditation – factors impacting the uptake of the ATAA standard 
in Australia, CRC for Sustainable Tourism Pty Ltd, Australia. – the full report is at Appendix 5.)  
 
As at July 2007, the Australian Government is leading a series of related initiatives aimed at 
protecting the quality of Australia’s tourism product, including  
• Accreditation: 

o Developing a Tourism Business and Accreditation Portal 
www.qualitytourism.com.au  

o Providing funding for  
 The Australian Tourism Export Council (ATEC) Export Ready Online 

and Tourism Export Code of Conduct. 
 Guides of Australia Tour Guide Accreditation 
 Restaurant and catering accreditation initiatives 

• Strengthening the China Approved Destination Status (ADS) arrangements (to ensure 
Chinese visitors to Australia enjoy a quality holiday experience) 

• Improving the communication and consumer information particularly for North Asian 
markets to facilitate bilateral action on pricing and fair trading matters, including compliance 
legislation. 

 
 
 
5. Market definition 
Provide a description of the market(s) in which the goods or services 
described at 2 (a) are supplied or acquired and other affected markets 
including: significant suppliers and acquirers; substitutes available for the 
relevant goods or services; any restriction on the supply or acquisition of 
the relevant goods or services (for example geographic or legal restrictions): 
(Refer to direction 8) 
 
The relevant market likely to be affected by the proposed conduct is the market for suppliers 
of tourism facilities and services, including those operating in the following sectors: 
 
o Accommodation* : Hotels/pub, motels, apartment hotel, self-catering, resort, guest-house, 

bed & breakfast, tourist/caravan park, backpackers, houseboat 
o Transport :  airlines, railways, coaches, cruise ships, ferries, taxis, hire cars 
o Attractions : natural, cultural, heritage, man-made, contemporary, theme park, (especially 

where a fee is charged for entry) 
o Tours : land content only (half day, day and extended), packaged with transport, 

packaged with accommodation 
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o Tourism and travel Information :  Visitor centres**, brochures, ‘what’s on’ booklets, maps, 
on-line sites. etc 

 
* short-term focus i.e. less than 3 months 
** see Appendix 6 for current notifications regarding Visitor Centres and Regional Tourism Associations and how 
they will work with the proposed policy. 
 
 
Other affected markets: 

• significant suppliers and acquirers:   
 
State Government organisations operating facilities for tourists, eg national parks, museums, 
art galleries, etc. 
Airports, shipping ports and other major gateways 
  

• substitutes available for the relevant goods or services:  
 
Tourism WA is a major player in marketing the State, in both international and domestic (ie 
Australian) markets, but it is not the only player.  Australian tourism product/service providers 
may also buy marketing services from retailers, wholesalers and inbound tour operators.  
Some of the major organisations include: 

o Great Aussie Holidays (a wholesaler), www.aussieholidays.net.au  
o Discover West Holidays (a wholesaler), www.discoverwest.com.au 
o Tourism Associations (numerous websites) via westernaustralia.com 
o Australian Tourism Export Council (the representative body for inbound tour 

operators) www.atec.net.au  
These organisations offer significant proportions of the available marketing opportunities for 
Western Australian tourism product/service providers. 

While the TAAL-approved programs are not the only accreditation programs available in 
Western Australia, they have been agreed to by the peak tourism industry body, Tourism 
Council WA, and supported by Tourism WA.   

TAAL-approved programs are the major ones, but there are others, as demonstrated on the 
Australian Government’s portal Quality Tourism (www.qualitytourism.com.au). 

• Are there any restrictions on the supply or acquisition of the relevant goods or 
services (for example geographic or legal restrictions)? 

 
Any restrictions on participating opportunities would not be expected to be for or relate to 
geographic or legal reasons or factors, but more likely to relate to the ‘market-readiness’ of a 
tourism product/service and its suitability for the particular marketing services opportunity. 
 
 
 
6. Public detriments 
(a) Detriments to the public resulting or likely to result from the notification, in 
particular the likely effect of the notified conduct on the prices of the goods 
or services described at 2 (a) above and the prices of goods or services in 
other affected markets: 
(Refer to direction 9) 
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Tourism Western Australia considers there will be no public detriment resulting from the 
proposed conduct because: 
 

o Tourism WA’s particular services offered will be available to accredited/quality 
suppliers, so the public will be exposed to increased numbers of accredited/quality 
suppliers rather than non-accredited or variable-quality suppliers 

o Tourism WA and accredited suppliers are confident that those suppliers offer superior 
facilities/services, resulting in better business operations which benefit tourists, the 
public and also enable a more sustainable tourism industry. 

o Consumers will continue to be exposed to a wide range of tourism products and 
services (so are not obliged to purchase accredited products/services). 

 
Some more isolated areas of the State are likely to have more geographically diverse 
suppliers, lessening the ‘competitive encouragement’ to become accredited and maintain 
quality standards.  This situation would however be common to all industry sectors, not just 
tourism.   
 
Tourism WA plans to invoke a ‘special circumstances’ clause in the application of Tourism 
WA’s internal policy to such companies when a specific locality or product must be selected 
or newly emerging tourism product has yet to become accredited - for example, tourism 
industry media or travel agent familiarisations to isolated areas for selective tourism 
experiences where only there is only one operator (who may not be accredited).  Consumers 
may therefore continue to be exposed to isolated or developing tourism product which may 
not be accredited. 
 
Steps have been taken to reduce the potential detriment of accreditation to small business in 
WA and these will increase further with an additional Western Australian government 
allocation of $500,000 over three years (2007-09) to expand the NTAP (WA) to operators 
across the state.   These steps include: 
 
(Existing)  

• Sliding scale of fees (as per Appendix 4) for NTAP (WA) membership which reflects 
the capacity of small businesses to pay. 

• Templates are available for all accreditation requirements, in both electronic and hard 
copy, to assist businesses in meeting industry best practice standards and the 
requirements of NTAP (WA).  These include templates for business and marketing 
plans, check lists, forms and examples (using tourism business award winners – i.e. 
best practice).  These templates have been tailored for 15 different tourism sectors.  
Appendix 7 provides more details. 

• Increased numbers (10 per year) of regional workshops/road shows are being held to 
promote the value of accreditation, and to explain in depth the processes involved. 

• Increased sales staff to assist one on one - particularly for regional small businesses - 
in the process of accreditation application. 

• The Tourism Awards are an important marketing opportunity for small tourism 
businesses. Eligibility to the awards in Western Australia is only available to 
accredited businesses.  Many of the criteria (for example Risk Management 
procedures, Environmental Policy) to be addressed for the awards are aligned with 
those required for accreditation, enabling a more streamlined and efficient process for 
developing tourism award submissions. 

• Tourism WA Regional Managers have been briefed to support tourism business 
enquiries regarding accreditation. 
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• Business Enterprise Centres located in the regions have been provided with 
information on the accreditation program.  

• Tourism Council WA has increased support in its Perth office for telephone enquiries 
on accreditation. 

 
(To come)  

• On-line application processes, including the availability of the templates, checklists 
and examples listed above, links to relevant research information, business 
development tools and other documents regarding the why’s and how’s of applying for 
accreditation. 

• Education and support for tourism businesses to make use of the on-line technology. 
 
 
 (b) Facts and evidence relevant to these detriments: 
 
Rather than detriments, tourists and the public will be positively impacted through Tourism 
WA’s coverage and reach of tourism providers through such programs as: 
 

o Tourism WA’s website westernaustralia.com lists some 4700 tourism products and 
services available in Western Australia.  Currently only approx 400 are TAAL-
approved NTAP accredited.  Listing on westernaustralia.com is not a ‘particular 
service’ in the context of this notification and will therefore continue to be available to 
non-accredited tourism product/service providers. 

o WA Tourism Network (an online marketing opportunity for WA tourism providers) 
members number more than 1300; of the more than 900 core businesses some 36% 
are already TAAL-approved NTAP accredited.   

o Overseas research indicates that consumers are not willing to pay a premium for 
accredited products, rather it is a cost that suppliers have had to absorb (making it 
necessary for them to be more efficient), and in the best of cases has allowed market 
access, but the cost has not been passed to the consumer. (Source: Proposal for a 
Sustainable Tourism Stewardship Council, December 2001, Planeta.com)  It is 
therefore not anticipated that increased costs will result from this policy. 

o In respect to whether the policy will adversely impact upon public access and 
exposure to the substantial number of WA tourism operators, providers or marketing 
agents, the following Google search data of Australian page results are relevant: 

o ‘Western Australia tourism’ results in a listing of more than 2.7 million 
o ‘Western Australia tourism operators’ results in a listing of 848,000 
o ‘Western Australia tourism providers’ results in a list of 548,000 
o ‘Western Australia tourism marketing agents’ results in a list of 862,000 
o ‘Western Australia tourism product suppliers’ results in a list of 327,000 
o ‘Western Australia tourism services suppliers’ results in a list of 489,000 
 

These results highlight the extensive opportunities for the public to access information 
relating to Western Australian tourism product/service providers, irrespective of accreditation 
status. 
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7. Further information 
(a) Name, postal address and contact telephone details of the person authorised 
to provide additional information in relation to this notification: 
 
David Etherton 
Executive Director 
Industry Development and Visitor Servicing 
Tourism Western Australia 
2 Mill Street 
Perth WA 6000  
 
 
 
Dated  30 October 2007 
 
 
Signed by/on behalf of the applicant 
 

 
 
 (Signature) 
 
 
David Phillip Etherton  
(Full Name) 
 
 
Tourism Western Australia  
(Organisation) 
 
 
Executive Director, Industry Development and Visitor Servicing. 
(Position in Organisation) 
 

Page 13 of 15 



APPENDICES 
 
 
1. WA Tourism Network – Membership Benefits 
 
2. Tourism Accreditation Australia Limited – Approved Programs (Licensee Managers) 
 
3. Tourism Accreditation Australia Ltd – Australian Tourism Accreditation System 
 
4. National Tourism Accreditation Program (WA) Registration costs 
 
5. Carlsen, J., Jago, L., Harris, R., de Silva, R. (2006) Australian Tourism Businesses 

Accreditation – factors impacting the uptake of the ATAA standard in Australia, CRC 
for Sustainable Tourism Pty Ltd, Australia 

 
6. Current notifications regarding Regional Tourism Associations and Visitor Centres and 

how they will work with the proposed policy 
 
7. National Tourism Accreditation Program (WA) Template Support Material 
 
 
 
. 

Page 14 of 15 



DIRECTIONS 
1. In lodging this form, applicants must include all information, including supporting 
evidence that they wish the Commission to take into account in assessing their 
notification. 
Where there is insufficient space on this form to furnish the required information, 
the information is to be shown on separate sheets, numbered consecutively and 
signed by or on behalf of the applicant. 
2. If the notice is given by or on behalf of a corporation, the name of the corporation 
is to be inserted in item 1 (a), not the name of the person signing the notice, and 
the notice is to be signed by a person authorised by the corporation to do so. 
3. Describe that part of the business of the person giving the notice in the course of 
the which the conduct is engaged in. 
4. If particulars of a condition or of a reason of the type referred to in section 47 of 
the Trade Practices Act 1974 have been reduced in whole or in part to writing, a 
copy of the writing is to be provided with the notice. 
5. Describe the business or consumers likely to be affected by the conduct. 
6. State an estimate of the highest number of persons with whom the entity giving 
the notice is likely to deal in the course of engaging in the conduct at any time 
during the next year. 
7. Provide details of those public benefits claimed to result or to be likely to result 
from the proposed conduct including quantification of those benefits where 
possible. 
8. Provide details of the market(s) likely to be affected by the notified conduct, in 
particular having regard to goods or services that may be substitutes for the good 
or service that is the subject matter of the notification. 
9. Provide details of the detriments to the public which may result from the proposed 
conduct including quantification of those detriments where possible. 
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APPENDIX 1 

 

WA Tourism Network - Membership Benefits  

Expose your business to a world-wide audience by joining the WA 
Tourism Network today!  

Premium Membership Package  
1 July 2007 to 30 June 2008  

 
Membership Inclusions 

• Comprehensive listing in WA Tourism Industry Database 
including:  

• 4 colour images  
• 300 word description  
• Tariff information  
• Hyperlink email and website addresses for direct consumer 

contact  
• Book this product facility  
• Monthly performance reports on 'hits' to your listing.  
• PDF version of your brochure online  
• Translated product content displayed in foreign languages on 

australia.com  
• Online data self-load and maintenance facility  
• Priority listing for businesses with National Tourism 

Accreditation  
• Monthly e-newsletter from the WA Tourism Network  
• Help desk to assist you in maximising your benefits 

Bonus Benefits 

• The Real Thing campaign 
westernaustralia.com is the preferred call to action in all 
marketing and promotions of Tourism Western Australia 
ultimately driving the consumer to your listing. Benefit from 
the campaign which includes television, extensive media, 
billboards, cinema and online marketing.  

• Free Brochure Display 
Your Network membership incorporates free positioning of 
your brochure within the WA Visitor Centre. 
the world encouraging them to travel to Australia.  

• australia.com 
Used as the call to action for Tourism Australia's advertising 



campaigns that communicate to millions of people around the 
world encouraging them to travel to Australia.  

• Online Marketing 
WA Tourism Network members have an exclusive FREE 
opportunity to promote special offers in the Holiday Specials 
section of westernaustralia.com.  

• E-newsletters 
Themed e-newsletters are issued direct to over 240,000 
consumers in Australia, UK, Europe and Singapore. With a 
growing permission based database, WA Tourism Network 
members have priority to feature in this opportunity each 
month.  

• Brand WA 
Take advantage of extensive research and development by 
connecting your business to the attributes of Brand WA. WA 
Tourism Network membership includes a licence agreement 
with the Brand WA Visual Identity System.  

• Research Data 
A vast array of industry research is readily available to WA 
Tourism Network members, including the latest figures for 
international and domestic visitation to regional areas.  

• Trade Marketing 
WA Tourism Network members receive discounts (non-
cumulative) when participating in most trade activities 
organised by Tourism Western Australia.  

• The Network 
The Virtual Call Centre and a supporting network of over 40 
Visitor Centres accessing our database ensures the travelling 
consumer can receive information on your  
business state-wide. 

Distribution Channels 

Your business will be exposed on all of these popular websites! 

westernaustralia.com  
australia.com  

Details of your business will also be accessible through: 

• Australian Tourism Data Warehouse  
The Australian Tourism Data Warehouse provides your 
business with access to high traffic websites and their 
regional, national and international consumers. 
WA Tourism Network members have their business details 
listed in the Australian Tourism Data Warehouse (ATDW). The 
ATDW is a national tourism database that is utilised by other 

http://www.atdw.com.au/


tourism websites to market Western Australian destinations 
and business.  

• Other commercial distribution channels. Details on Australian 
Tourism Data Warehouse. 

Membership Investment*  
 
Accommodation, Tour, Hire and Transport businesses $345  
Restaurant, Retail and Attraction Businesses $115  

 
*The provision of Network entitlements for Accommodation, Tour, 
Hire and Transport businesses is conditional upon operators being a 
member of their local visitor centre. 
*Membership is based on 12 months, from July to June or part 
thereof 

To become a Member contact the WA Tourism Network Team 
network@westernaustralia.com or Tel: 1300 369 125 for further 
information and assistance.  

View the WA Tourism Network Terms and Conditions  

WA Tourism Network Membership Agreement (76KB) 

 

http://www.atdw.com.au/
http://www.atdw.com.au/
mailto:network@westernaustralia.com
http://www.tourism.wa.gov.au/Publications Library/WATourismNetworkMembershipAgreement.pdf
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BETTER BUSINESS TOURISM 
ACCREDITATION PROGRAM  
 
Ian Nicolson 
Secretary 
Tourism Accreditation Board of Victoria Inc 
(ABN 89 160 567 048) 
c/- Service Skills Victoria 
Level 2, 10 Queen Street 
MELBOURNE  VIC  3000 
Phone: (03) 9620 4199 
Fax: (03) 9620 4366 
Mobile 0417933399 
Email: iann@ssv.org.au
 
 
CAMPING WITH CONFIDENCE 
ACCREDITATION PROGRAM 
 
David Petherick 

Executive Officer 
Australian Camps Association Inc. 
(ABN 93 457 861 043) 
Locked Bag 2000 
COBURG   VIC   3058 
Phone: (03) 9350 1700 
Fax:  (03) 9350 1077 
Mobile: 0417 553 151 
Email: dpetherick@auscamps.asn.au 
 
 
EVENTS INDUSTRY ASSOCIATION (WA) 
ACCREDITATION PROGRAM 
 
Camille Bradsmith 
President 
Events Industry Association (WA) Inc 
(ABN 55 719 954 327) 
PO Box 3132 
MYAREE   WA   6154 
Phone: (08) 9315 3413 
Camile 08 9479 3666 
Fax: (08) 9315 1343 
Mobile 0411 227 536 
Email: camille@ccpwa.com
Admin@eia.com.au 
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As at Mar 2007 
 
Licensee Managers Mar 2007 
USEUM ACCREDITATION PROGRAM 

wan McGillray 
anager, Accreditation 
useums Australia 

ABN 83 048 139 955) 
O Box 385 
ARLTON SOUTH  VIC 3053 
hone: (03) 8341 7340 
ax: (03) 8341 7333 
obile 

mail: map.am@mavic.asn.au
elbourne Museum 
arlton Gardens, Melbourne Vic 3053 

ARAVAN INDUSTRY AUSTRALIA  
ATIONAL ACCREDITATION PROGRAM 

oman Zawadzki 
ational Accreditation Manager 
aravan, RV & Accommodation Industry of 
ustralia Inc, 
ational Office 

ACN 057 668 041) 
3 9326 4466 
 A contact: 
hone: (08) 8363 1566 
ax: (08) 8362 1989 
obile 
mail: accreditation@crva.com.au 

ATIONAL TOURISM ACCREDITATION 
ROGRAM (ACT) 

oseph Griffith 
ational Tourism Accreditation Program 
ourism Industry Council (ACT & Region) Ltd 

ABN 14 095 850 838) 
2A Thesiger Court 
anberra ACT 2600 
PO Box 287 
anberra ACT  2601 
hone: (02) 6283 5242 
ax: (02) 6232 4711 
obile  

mail: joseph.griffith@ticact.org.au 

mailto:iann@ssv.org.au
mailto:camille@ccpwa.com


TOURISM ACCREDITATION AUSTRALIA LTD  PROGRAM MANAGERS 

NATIONAL TOURISM ACCREDITATION 
PROGRAM (SA) 
 
Ward Tilbrook     
Accreditation Manager South Australia 
SA Tourism Accreditation Board 
(ABN 64 992 585 804) 
GPO Box 1972 
ADELAIDE  SA  5001 
Phone: (08) 8463 4580 
Fax:  (08) 8305 0275 
Mobile 0400 606958 
Email:  ward.tilbrook@saugov.sa.gov.au
10/50 Grenfell Street 
Adelaide SA 5000 
 
 
NATIONAL TOURISM ACCREDITATION 
PROGRAM (TAS) 
 
Daniel Leesong     
Chief Executive Officer 
Tourism Council Tasmania 
(ABN 24 095 539 843) 
GPO Box 2158 
HOBART  TAS  7001 
Phone: (03) 6224 1930 
Fax: (03) 6224 2471 
Mobile 0417 119243 
Email: leesong@tctas.com.au
 
 
NATIONAL TOURISM ACCREDITATION 
PROGRAM (WA) 
 
Sally Hollis 
State Accreditation Manager  
Tourism Council Western Australia Ltd 
(ACN 095 581 776) 
1 Resort Drive 
PO Box 91 
BURSWOOD  WA  6100 
Phone: (08) 9472 0000 
Fax: (08) 9472 0111 
Mobile:0429 002 551 
Email: shollis@tourismcouncilwa.com.au  
www.tourismcouncilwa.com.au 
 
 

 

 

 

NORTHERN TERRITORY TOURISM 

ACCREDITATION PROGRAM 
 
Sharon Johnson 
Accreditation Manager NT 
Northern Territory Tourism Accreditation 
Program 
GPO Box 1155 
DARWIN  NT  0801 
Phone: (08) 8999 3807 
Fax: (08) 8999 3832 
Mobile 0438 418316 
Email:  info@accreditnt.com.au 
 
 
 
ECOTOURISM CERTIFICATION 
PROGRAM 
 
Stephen Pahl 
Chief Executive 
Ecotourism Australia 
(ABN 92 909 103 274) 
GPO Box 268 
Level 5 / 379 Queen Street 
Brisbane Queensland 4000 
BRISBANE  QLD  4001 
Phone: (+61) 07 - 32295550 
Fax:    (+61) 07 – 32295255 
Mobile 0419 931 008 
Email: CEO@ecotourism.org.au
 
 
RESPECTING OUR CULTURE TOURISM 
DEVELOPMENT PROGRAM 
 
Lois Peeler 
National Coordinator 
Respecting Our Culture (ROC) 
Tourism Development Program 
Aboriginal Tourism Australia Ltd 
(ACN 093 174 380) 
PO Box 18315 
Collins Street East 
1/47 Bourke Street 
MELBOURNE   VIC   3000 
Phone: (03) 9654 3811 
Fax: (03) 9654 3822 
Mobile:0419 506 004 
Email: admin@rocprogram.com  
 

As at Mar 2007 
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1.  FOREWORD

The 1990s saw increased recognition by many industries, in Australia and
overseas, of the need to embrace quality assurance and accreditation
systems, resulting in the significant investment which many firms put into
gaining ISO 9000-series accreditation.  It was inevitable but essential that
this trend should involve the Australian tourism industry.

Continuous improvement and best business practices are critical to the
ongoing success of the Australian tourism industry in meeting the demands
of a constantly changing marketplace.  Such challenges can best be met
through the establishment, maintenance and enforcement of agreed
industry standards.

“The most powerful form of advertising is satisfied customers. It is
therefore important that standards of service delivery be responsive to
consumer demand. As the proportion of inbound visitors increases, more
emphasis will need to be placed on meeting international best practice
standards.

Quality assurance programs and the accreditation of operators will be
essential in helping to raise service standards to acceptable levels.
Accreditation systems should not, however, be administered by
governments but established and operated by the industry, based on
minimum acceptable standards.”

Tourism: Getting it right for the Millennium (industry input to the
development of a national Tourism Action Plan, written by Mr Jon
Hutchison, October 1997, p171.)

Tourism accreditation is a process designed to establish and continually
improve industry standards for conducting tourism businesses.  It aims to
assist every tourism business to improve the way it operates.  Thus,
accreditation provides consumers and the industry with an assurance that a
tourism operator is committed to quality business practices and
professionalism in all aspects of the enterprise.

There is no other industry in Australia as diverse as the tourism industry.
Its sectors embrace transportation (including air, rail, coach, water),
accommodation (whether backpacker hostels or camping/caravan parks,
B&Bs, farm stays or boutique hotels, resorts  to five-star hotel chains), and
tourism operators, attractions, visitor information centres and events too
numerous to mention.

Several unrelated moves of varying quality had been taken to address the
need for accreditation.  It had become obvious that a national coordinated
approach was necessary to gain or regain the confidence and support of
the industry.
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In 1997 the peak industry body Tourism Council Australia (TCA) convened
a meeting of stakeholders in Brisbane to decide on how to bring together
the various accreditation initiatives to form a national system.

The two main outcomes of that meeting were:

a) To establish a national framework for tourism accreditation using the
identification of a national Logo.

b) To establish a national accreditation organisation made up of
representatives of all states and territories to oversee the preparation of
the system and to monitor its operation.

These objectives were achieved working under the umbrella of TCA.  That
organisation went into administration in December 2000 and persons
involved in accreditation set up an independent company, Australian
Tourism Accreditation Association Ltd (ATAA), to carry on the process.

In July 2004, as a result of the Tourism White Paper initiatives and the
findings of the National Tourism Accreditation Working Group (NTAWG),
ATAA changed its name to Tourism Accreditation Australia Ltd (TAAL) and
a new interim Board of Directors was appointed.

The objective of the new organisation was to build upon the strengths of
the existing national tourism accreditation framework and to endorse
generic and sectoral programs that comply with national core standards.
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2.  A FRAMEWORK FOR NATIONAL ACCREDITATION

2.1  Introduction

In accordance with the decision of the 1997 Brisbane meeting, TCA
established a National Accreditation Committee, which was subsequently
entitled the Australian Tourism Accreditation Authority (ATAA) and is now
known as Tourism Accreditation Australia Ltd (TAAL).

It was agreed that the most efficient method to further the establishment of
the national program incorporating the existing initiatives was to evolve and
adopt cross-sectoral minimum requirements for accreditation. This was
called the Australian Tourism Accreditation Standard (the ‘Standard’).

Although in some states TCA had taken a leading role in administering
accreditation using a broad based model, other states used existing
associations or other parties to develop and administer their own programs.
National associations may administer programs across state boundaries.

To ensure uniformity of approach and adherence to the Standard, a
framework has been established.  This addresses the issue of state
administration of Accreditation Programs together with the monitoring of the
Standard. Federal Government provided funds to initiate the
implementation of the Standard and the Framework which became the
Australian Tourism Accreditation System.

“Our competitors overseas, such as New Zealand with its ‘Qualmark’
brand, actively sell their brand and product in the market using national
accreditation programs. Reality is that Australia will never be the cheapest
or closest destination for most tourism markets so we must compete on
increasingly important intangibles like quality, value, consumer
expectations and visitor satisfaction’.”
“Tourism’s growth lies in the industry’s ability to deliver ‘Platinum Plus’
products and services by meeting and exceeding customer expectations”

The Hon Joe Hockey MP
Minister for Small Business and Tourism

13 February 2004
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2.2  Key Features

The main features of the national industry driven, voluntary tourism
accreditation system are:

a) recognised and accountable accreditation authorities at state,
territory and industry sector level, as well as a national
coordinating organisation operating with simple, transparent and
cost effective administrative processes;

b) national consistency between jurisdictions in the interpretation
and implementation of the accreditation standard, programs,
guidelines and administration;

c) adherence to a national accreditation standard which encourages
more consistent approaches to enable effective, efficient and
sustainable business management and activities;

d) a unified and coordinated approach to promote the significance
of accreditation to industry and consumers, including a nationally
recognised accreditation trade mark (Logo);

e) assistance, processes and partnerships to develop and provide
resource materials which assist businesses to achieve
accreditation; and

f) authority, ability and independence of Program Managers
capable of delivering, administering and enforcing accreditation
programs to preserve the integrity of accreditation and its
commercial value to participating enterprises.

2.3  Definitions

a) Tourism Accreditation Australia Ltd (“TAAL”), (formerly
Australian Tourism Accreditation Association Ltd) is a company
limited by guarantee established for the purpose of developing a
national consistent system of accreditation for the tourism
industry in Australia.

b) Australian Tourism Accreditation Logo (“Logo”) is the trade
mark that may be used by tourism businesses to indicate that
they have achieved accreditation.

c) Australian Tourism Accreditation Program (“Program”) is a
formulation of requirements and documentation prepared by a
Program Manager to be followed by businesses seeking
accreditation.
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d) Australian Tourism Accreditation Program Manager
(“Program Manager”) is a person, company, association or group
of associations licensed by TAAL to implement an approved
Program.

e) Australian Tourism Accreditation Standard (“Standard”) is the
set of principles established by TAAL to apply to all Accredited
Tourism Programs.  It is a checklist of the features found to be
essential for a viable tourism business.

f) Australian Tourism Accreditation System (“Accreditation
System”) is the coordinated operation of approved Programs
throughout Australia by Tourism Accreditation Australia Ltd

g) Onsite Verification is the process employed by Program
Managers to ensure that tourism businesses continue to operate
within documented and approved programs thereby meeting the
Standard.

3.  THE ORGANISATIONAL FRAMEWORK

3.1  The Role of TAAL

TAAL’s charter is to provide leadership and coordination in the
development and implementation of accreditation programs for the
tourism industry within a national framework. It will provide for
continuous increases in industry professionalism and standards, a
quality experience for tourists throughout Australia and deliver clear
business benefits for tourism enterprises.

TAAL has 11 Directors nominated from TAAL membership,
appointed at the Annual Meeting and comprising:

• three persons representative of Tourism Industry Associations;

• four persons representative of Tourism Accreditation Program
Managers, two of whom shall represent Generic Program
Managers and two of whom shall represent Sectoral Program
Managers;,

• two persons nominated by ASCOT, and,

• two independent persons.

• The Chairman is appointed by the Directors
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Additionally, membership of TAAL is available to interested entities
representative of the categories of Tourism Industry Associations,
Tourism Accreditation Program Managers, Australian State and
Territory Tourism Organisations, and, individual and interested
parties/organisations.

TAAL retains the ownership of the Logo and will apply and maintain
a range of processes to ensure the consistency and rigor of the
Standard.  These will include the following:

3.1.1 Objects

a) encourage the development and implementation of nationally
consistent, industry driven, voluntary, Tourism Accreditation
System throughout the tourism  industry;

b) evaluate and approve Accreditation Programs with or without
amendment and issue a licence, with or without an annual licence
fee, to approved Program Managers covering the use of the
Logo;

c) ensure the maintenance and development of the Standard for
mandatory inclusion in all of the TAAL approved Accreditation
Programs across Australia;

d) authorise the maintenance and development of mandatory criteria
for the approval of Accreditation Programs with respect to
assessment, administration and enforcement procedures;

e) facilitate the establishment of a Program License Holders Forum
Representative of all Program Managers,

f) Work with the Program License Holders Forum to ensure
consistent practice and standards;

g) ensure all Program Managers institute and maintain a system
whereby all accredited businesses are subject to an onsite
verification visit at least every three years;

h) establish and facilitate a database to enable all Program
Managers to regularly update and maintain a web based register
of tourism businesses that are accredited pursuant to the
Standard; This database being accessible to industry and
interested parties.

i) oversee continuous development and quality improvement of the
national system and provide national leadership in tourism
accreditation;
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j) advise and assist in the marketing and promotion of the Logo, in
partnership with Government tourism agencies and other
interested parties;

k) encourage marketing initiatives which increase consumer and
industry awareness and understanding of tourism accreditation
conducted by or in partnership with Government tourism agencies
and state, territory and industry sector Accreditation
Organisations;

l) advise and assist in the development of training and education
programs for tourism accreditation;

m) review of any legal issues and obligations which may arise and be
associated with tourism accreditation;

n) recognise and involve all boards, associations or organisations
operating Accreditation Programs approved under the former
Tourism Council Australia administration;

o) establish a technical advisory committee to make
recommendations for the continuous improvement of the
Accreditation Program, Standards and their implementation.

3.2  The Role of the Technical Advisory Committee

An advisory committee has been established to support the
operation of the TAAL in respect to technical aspects of
accreditation.

Committee membership is limited to four (4) persons with experience
in the development and administration of accreditation standards
and programs. Members are appointed directly by the TAAL Board
and the Chairperson shall be a TAAL Director
.
The Committee has been established to:

a) examine and make recommendation to TAAL on the approval of
all tourism accreditation programs;

b) make recommendations to TAAL for the continuous improvement
of the National Standard, administrative process and procedures;

c) research, report and provide technical advice to TAAL as
required on all matters relating to accreditation;

d) provide a forum for the exchange of experiences in the operation
of Programs so as to ensure the highest degree of national
uniformity possible, given the inherent differences that exist;
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e) ensure a national consistency in the delivery of tourism
accreditation across all Nationally Accredited Programs and
sectoral compliance with the standard;

f) development of the assessment/verification/auditing guidelines for
TAAL
(1) in respect of accreditation programs and
(2) through accreditation programs to operators;

g) development of the National license agreement and additional
franchisees agreement; and

h) technical alignment of tourism accreditation with the National
Tourism Awards.

3.3  The Role of the  Program License Holders Forum

The Program License Holders Forum is established to provide a
formalised discussion forum for all endorsed license holders under
the TAAL framework.

The purpose is to allow these programs to meet and discuss issues
that confront them and determine suggested collaborative solutions
to streamline their operation.

The forum has been established to:

a) provide a formalised mechanism for license holders to meet and
discuss issues that affect them and the operation of their
programs;

b) provide a formalised linkage between license holders and the
TAAL board;

c) establish a collective position of the license holders to aid in the
decision making process of the TAAL board;

d) identify issues and threats to the Accreditation Program on a
national basis from a program perspective;

e) make recommendations to the TAAL board on operational,
marketing and program delivery issues that need to be
addressed.

Each Tourism Accreditation Program endorsed by TAAL shall have one seat at
the forum. The Chairperson shall be a director of TAAL and shall be elected at
the first meeting of the Forum after each Annual General Meeting.
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3.4  Australian Tourism Accreditation Program Managers

Program Managers may be industry bodies or associations either
individually or in consortia or may be individual persons or
companies.

Program Managers will have prepared or commissioned the
preparation of an Accreditation Program which will have been
submitted to and approved by TAAL.

The approval of the Program by TAAL shall result in a licence being
issued to the Program Manager to implement that Program, collect
fees and approve the use of the Logo by accredited businesses.

When submitting an Accreditation Program for endorsement by
TAAL the Program Manager must:

a) ensure that the Program requires businesses to clearly meet all
aspects of the Standard;

b) provide a statement of requirements for accreditation as well as
the method by which an applicant’s submission for accreditation
is assessed;

c) provide a simple statement of principles upon which the Program
is based;

d) provide a full copy of any associated documentation;

e) provide full detail of fees to be charged for accreditation including
any discounts or concessions. These details are to cover the life
of the Program so as to facilitate the application of the license
agreement with TAAL;

f) demonstrate that the program and its management is open to
public scrutiny at all points of the accreditation process including
the assessment and renewal process;

g) identify adequate support for businesses relating to industry
information and professional development programs, i.e. include
a description of how the Program is to be supported including
any resources which can be provided to the business by the
Program Manager to achieve and maintain accreditation, eg.
resource materials, professional development programs, staff
training etc;
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h) require that the applicant acknowledge that accreditation is
issued on an annual basis and that upon renewal, the applicant
be able to demonstrate to the Program Manager continued
compliance and improvement against the business principles and
standards;

i) require the applicant to provide an annual statutory declaration of
compliance and commitment to the business principles and
standards contained within the Program;

j) outline a procedure whereby persons suitably qualified and
knowledgeable in all aspects of the program will carry out on site
verifications of all accredited businesses at least every three
years after the initial accreditation;

k) incorporate an appropriate complaints management process with
documented procedures for dealing with advice received from
consumers that allege unsatisfactory performance by accredited
businesses;

l) incorporate into the complaints management process an appeal
provision in favour of the business in respect to action taken by
the Program Manager;

m) acknowledge that TAAL retains the right to recover use of the
Logo from the Program Manager or directly from an individual
business entity and that this is clearly identified within the
Program.
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3.5 The Accreditation Process

A tourism business can become accredited by making application
and paying the appropriate fees to a licensed Program Manager and
preparing and submitting the documentation necessary to show that
the business meets all requirements of the Standard.

Businesses making application can expect to receive advice and
assistance from the Program Manager to achieve accreditation
status

It is a commitment of businesses that having gained accreditation,
they continue to maintain the Standard and continue to strive for
excellence in their operation.

Each endorsed program defines how a tourism business gains
accreditation through their program.  The process may vary slightly
between programs but in all circumstances they must meet the
minimum requirements.  These are:

The initial desk top assessment deems the business to have
completed all aspects of the program.

Following receipt of provisional accreditation all businesses
must be subject to and satisfactorily complete an onsite
verification every three years.

It is noted that operational practice in the past years indicates that
the majority of businesses will have their verification undertaken with
12 months of their desk top assessment.

In arranging for onsite verifications to be carried out the Program
Manager shall ensure that:

a) notice is given of intention to carry out an onsite verification and
that this is arranged for a mutually convenient time;

b) persons carrying out onsite verifications do so in a non-
threatening courteous, and value adding manner. The purpose,
nature and outcomes of the audit are to be explained in advance;

c) persons carrying out onsite verifications are well trained in all
aspects of the relevant program and have the manner and skills
to carry out the task effectively and with minimum interference to
the business;

d) any subcontractors appointed to effect onsite verifications shall
have all the attributes of an employee employed in the task;

e) all on site verification details are treated as confidential and not
discussed to a third party without the written authority of the
accredited tourism business.
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3.6  Australian Tourism Accreditation System Flowchart

Tourism Accreditation
Australia Ltd (TAAL)

Technical
Advisory
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Accredited Tourism
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4.  THE OPERATIONAL FRAMEWORK

4.1  The Australian Tourism Accreditation Standard

The Standard has been approved by TAAL and is applicable to all
sectors of the tourism industry in all States and Territories. The
Standard describes the essential features required of a tourism
business to achieve accreditation. Compliance with the Standard
requires evidence of suitability for accreditation based on the degree
of sound business practices appropriate to the size and nature of the
business.

The Standard is clearly defined with principal components and
specific descriptive elements. These principles will be verified
through a verification audit process that will seek evidence of
specific elements. Satisfactory verification confirms compliance with
the Standard and hence achievement of accreditation for the tourism
business.

All Accreditation Programs seeking to be licensed by TAAL will
require participating businesses to provide evidence of the following:
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A
ustralian Tourism

 A
ccreditation S

tandard
R

equirem
ent

Elem
ents

G
eneral Interpretation G

uidelines

Legal
C

om
pliance

� 
Business registration/certificate of incorporation

� 
Australian B

usiness N
um

ber
� 

Licences and perm
its

� 
Insurance appropriate to the business, including
$5m

illion m
inim

um
 cover for public liability

� 
Food safety com

pliance (if applicable)
� 

C
om

pliance w
ith relevant codes of

conduct/ethics.

Table listing pertinent details of regulatory com
pliance including licence, perm

it
num

bers, issuing authority, issue and expiry dates.
Table listing pertinent details of insurance coverage including insurer, policy
num

bers, issue and expiry dates.
Evidence of food safety com

pliance.
Sign-off on com

pliance w
ith the national C

ode of C
onduct or sectoral C

ode, if it
exists.

Strategic/
B

usiness
Planning

C
orporate, strategic and/or business plans

incorporating, as applicable:
� 

Business description and product/service range
� 

SW
O

T analysis

� 
O

verview
 and statem

ent of objectives
� 

M
arket research and com

petitive positioning
� 

M
arketing plan

� 
Budget and action plan to support the above.

Applicants to provide a brief (50 w
ords) description of their business.

Applicants to com
plete a SW

O
T analysis and incorporate, as a m

inim
um

, the key
headings of: C

ustom
ers, C

om
petitors, Environm

ent and C
om

pany broadly.
Evidence of docum

ented objectives and supporting strategies.
Evidence of m

arket/custom
er research.

Provide basic tem
plate for plan including O

bjectives and Strategies, action plan
and budget.

H
um

an
R

esource
M

anagem
ent

Policy and procedures for:
� 

Staff recruitm
ent (including job descriptions,

organisation chart, roles and responsibilities)
� 

Staff rostering
� 

Training program
 for staff (including an

induction program
, custom

er service training
and ongoing professional developm

ent
initiatives)

� 
M

aintenance of personnel records
� 

Procedures to ensure occupational health and
safety.

Evidence of docum
ented organisation chart, job descriptions, roles and

responsibilities.
Evidence of staff rostering.
Evidence of a planned training program

, and docum
ented procedures for induction,

custom
er service, training, and professional developm

ent com
pleted.

Evidence of personnel records.
Evidence of O

H
&

S training.
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R
equirem

ent
Elem

ents
G

eneral Interpretation G
uidelines

Environm
ental

M
anagem

ent
D

ocum
ented policy and practices for sustainable

environm
ental protection (e.g. TC

A C
ode of

Sustainable Practice, N
ational Ecotourism

Accreditation Program
 or other sectoral C

odes).

Evidence of docum
ented planning and application of procedures for environm

ental
sustainability, and sign-off on the relevant C

ode.

A
dm

inistration
A

nd
O

perations

Sound, consistent procedures for day-to-day
adm

inistration and operations, including:
� 

Financial m
anagem

ent processes (banking
and record docum

entation)
� 

Purchasing and storage (including preferred
suppliers, purchasing, storage and sales
procedures).

Evidence of a procedures/operations m
anual including all elem

ents listed and
evidence that procedures are being follow

ed.

C
ustom

er
Service

� 
Printed, available code of conduct for delivery
of quality custom

er service
� 

Procedures for how
 the prom

ised
product/service quality w

ill be delivered (e.g.
telephone answ

ering)
� 

Fair, equitable and publicised term
s and

conditions for bookings and cancellations
� 

Periodic evaluation of custom
er feedback, and

follow
-through m

echanism
s to ensure

custom
er view

s are noted and acted upon
� 

C
om

plaints handling
� 

Truth in advertising and m
arketing.

Evidence of docum
entation related to service delivery and service standards

provided to all staff.
D

ocum
ented procedures to support all areas of custom

er service.

Evidence of docum
ented term

s and conditions.

Evidence that feedback is collected.

D
ocum

ented com
plaints handling procedures.

Evidence that advertising, collateral, im
ages and claim

s are a true representation of
the product offered.
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R
equirem

ent
Elem

ents
G

eneral Interpretation G
uidelines

R
isk

M
anagem

ent
Policies, procedures and planning to m

inim
ise the

likelihood of risk to hum
an, physical and/or

inform
ational resources, to include:

� 
Internal controls that ensure products,
equipm

ent and food are safe and “fit for
purpose”

� 
Know

n hazard m
anagem

ent procedures in the
w

orkplace (physical, chem
ical and biological)

� 
M

aintenance of safe storage of goods, plant
and equipm

ent, particularly of perishables
� 

W
orkplace safety procedures know

n by all
em

ployees
� 

Prom
inently displayed em

ergency and
evacuation procedure guides.

Evidence of docum
ented risk m

anagem
ent plan incorporating policies and

procedures relevant to the industry sector, and evidence that procedures are being
follow

ed.

Em
ergency and evacuation procedures docum

ented and accessible to staff and
custom

ers.

M
aintenance

D
ocum

ented procedures, records and schedules
for cleaning, inspection, servicing, repair and
replacem

ent of equipm
ent, buildings, transport

and signage.

Evidence of docum
ented m

aintenance and cleaning procedures for equipm
ent,

buildings, transport and signage.
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The above core principles and guidelines of the Standard are the
elements to be audited, and upon which the recognition of business
entities will rely, regardless of the particular Program.

The use of the TAAL Logo will identify to the consuming public those
businesses that have successfully achieved the Standard.

4.2  Australian Tourism Accreditation Programs

Programs offer a pathway through which TAAL seeks to encourage
the development and maintenance of effective, efficient and
sustainable business practices.

It is integral to Programs that they expect accredited businesses to
develop and maintain a strong commitment to service excellence
seeking at all times to exceed the expectations of the consumer.

Programs fall into two categories, both of which require applicant
businesses to conform to the Standard set by the TAAL.

Sectoral Programs would normally be initiated by an industry
association and be specifically directed to businesses covered by
that sector of the industry.  In addition to the requirements of the
Standard such a Program would include the provision of facilities
and standards peculiar to that sector. An early example of a Sectoral
Program had been prepared by Caravan Industry Australia and
approved by the TAAL. Sectoral Programs would normally have a
national focus.

Generic Programs whilst containing the requirements of the
National Standard are not directed to any specific sector of the
industry. It would be expected that where appropriate compliance
with any industry regulations or requirements would be covered as
part of the Standard. The State/Territory Programs are generic
programs, which have the ability to have sector specific
requirements added (‘bolted on’).

If a proposed Program fails, initially, to meet the requirements of the
TAAL, then TAAL or The Technical Advisory Committee will provide
the necessary guidance and negotiate a specified time frame within
which the Program Manager must aim to comply with the Standard.
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4.3  Licensing

4.3.1 Australian Tourism Accreditation Licence Agreement

The Tourism Accreditation Australia Ltd Licence Agreement is a
signed contract between TAAL and the Program Manager (the
business entity) which finalises the endorsement of a Tourism
Accreditation Program that has met the Australian Tourism
Accreditation Standard and can operate within the Australian
Tourism Accreditation System.

4.3.2 The Australian Tourism Accreditation Logo

TAAL owns the trade mark constituting the Logo in the following
format showing a yellow tick on a green background.  The Logo shall
contain the words “Accredited Tourism Business” and “Australia”.

Program Managers licensed by TAAL, are authorised to grant the
use of the Logo to businesses achieving accreditation status.

TAAL and the Program Managers (in conjunction with the Program
License Holders Forum) will promote the Logo as a symbol of the
commitment by accredited businesses to the pursuit of quality and
excellence.

4.3.3 The Australian Tourism Accreditation Certificate

Program Managers are to issue the approved TAAL accreditation certificate to
tourism operators when they have satisfactorily passed the requirements of the
Standard. Artwork/masters for this certificate are available from TAAL.
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5.  FURTHER INFORMATION

For further information contact:

John Sweetman
Executive Officer
Tourism Accreditation Australia Ltd

Telephone: (03) 9850 7537
Mobile: 0419 754 796
Email:  jsanda@bigpond.com
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TOURISM COUNCIL WESTERN AUSTRALIA 
NATIONAL TOURISM ACCREDITATION PROGRAM (WA) 

 
2007 PROGRAM REGISTRATION FORM & TAX INVOICE 

 
1.  Complete details below and enclose cheque to: 

 
Tourism Council Western Australia (ABN: 69 095 581 776) 
National Tourism Accreditation Program (WA) 
PO Box 91    
BURSWOOD   WA   6100 

   
2. The payment amount is based on the number of full-time equivalent staff working in the 

business, whereby 2 part-time or 3 casual staff members equals 1 full-time equivalent.  
Owner/operators and working directors should be included.  Fees are pro rata according to the 
month of registration listed in the chart below. All amounts include GST and are as applicable 
until the 30th June 2008. 

 
Please tick the box, which is appropriate to your business.   

 
 

   Month of Registration  

 
Employee Numbers: 

 
  
  

 
  
  
  

 

 
1 to 3 
4 to 8 
9 to 15 
16 to 25 
26 to 50 
51 to 100 
101+ 

Jul – Sept 
$259.00 
$492.00 
$565.00 
$732.00 
$931.00 
$1,330.00 
$1,596.00 

Oct - Dec 
$195.00 
$369.00 
$423.00 
$549.00 
$698.00 
$997.00 
$1,197.00 

Jan - Mar 
$131.00 
$246.00 
$281.00 
$366.00 
$465.00 
$664.00 
$798.00 

Apr – Jun 
$67.00 
$123.00 
$139.00 
$183.00 
$232.00 
$331.00 
$399.00 

   
 
TRADING NAME OF BUSINESS: _______________________________________________ 
 
COMPANY NAME: __________________________________________________________ 
 
STREET ADDRESS: _________________________________________________________ 
 
__________________________________________________ POST CODE: ____________ 
 
POSTAL ADDRESS: _________________________________________________________ 
 
__________________________________________________ POST CODE: ____________ 
 
TELEPHONE: ( ____ )______________________ FAX: ( ____ ) ______________________ 
 
EMAIL:  ___________________________________________________________________ 
 
WEBSITE: _________________________________________________________________ 
 
CONTACT PERSON: ________________________________________________________ 
 
CHEQUE AMOUNT:  $___________CHEQUE NUMBER:_____________ DATE:_________ 
Please accept full payment to cover Registration to the National Tourism Accreditation Program 
(WA).  The business understands that the registration is valid until 30th June 2008 when it must be 
renewed. 
SIGNATURE: __________________________________________  DATE: ______________ 
                                            Senior Executive of the Business 
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SUMMARY 

In the interests of ensuring that high quality tourism products and services are delivered throughout Australia, 
there is an urgent need to identify the reasons why the national tourism business accreditation standard has not 
been fully embraced by the tourism industry. It was intended that this report examine the background of 
accreditation and identify the issues impacting the uptake of the Accreditation Standard at a national level. The 
study should provide a base upon which further work in tourism accreditation can be undertaken. 

The key objectives of this study were: 
• To identify what key informants understand the meaning and purpose of ‘accreditation’ to be; 
• To identify factors serving to facilitate the uptake of a national tourism business accreditation standard; 

and 
• To identify factors serving to inhibit the uptake of the standard. 

With regard to the issues identified in the report and the related research, the Sustainable Tourism 
Cooperative Research Centre suggests that:  

• The existing national accreditation structure is used as the platform for developing a truly national, 
representative and impartial organisation to administer tourism business accreditation; 

• Although the setting of an acceptable minimum standard is still a core objective, any new accreditation 
structure needs to allow for the wide range of standards within the tourism industry to be acknowledged 
and recognised; 

• After a period of seed funding, the national organisation for accreditation should devise appropriate 
mechanisms that allow for it to be funded on a cost-recovery or self-funding basis; 

• The national accreditation standard criteria should be used as the core basis for all subsequent sectoral 
accreditation programs that are developed; 

• More economical and feasible procedures should be put in place for auditing accredited tourism 
businesses. Care should be taken not to duplicate the efforts of existing government and private 
agencies which administer forms of awards, permits or licenses to tourism business operators. Where 
possible, efforts should be made to seize opportunities for linking the extensive resources of such 
organisations; 

• In terms of promotional activity, partnerships need to be identified and strategies adopted in order to 
facilitate the recognition and acceptance of the standard and its benefits within the tourism industry and 
by consumer groups; and 

• Further efforts are needed to investigate and quantify the benefits achieved by tourism businesses as a 
result of accreditation. Building on previous work, this can provide tangible evidence to assist the future 
credibility of the tourism accreditation standard and the increased prospect of the involvement of 
tourism businesses. 

Several areas for future research have been identified as a result of this project. These are: 
• A quantification of the benefits of accreditation to operators by such means as case studies that seek to 

be representative of businesses in different industry sectors and on different scales. Such case studies 
would be identified in association with appropriate tourism industry bodies; 

• An assessment of the role that accreditation plays in consumer purchase decisions and what can be done 
to enhance this. This is an area of limited research to date, and its exploration would likely involve 
substantial primary research; and 

• An exploration of the approaches used by a range of industry-based accreditation systems to undertake 
the task of auditing individual program participants. 
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Chapter 1 

OBJECTIVES OF THE STUDY 

This scoping study was undertaken by the Sustainable Tourism Cooperative Research Centre (STCRC) with the 
support of the Australian Tourism Accreditation Association (ATAA). During the STCRC’s consultation 
process, accreditation was identified as an issue requiring further examination. Whilst there was strong support 
for the principle of accreditation, the uptake of accreditation by operators within the tourism industry has been 
quite low. As a consequence, the STCRC undertook to examine the factors impacting upon the acceptance by the 
industry of the ATAA Standard. This study provides a basis upon which further research in tourism accreditation 
can be developed. The key objectives of this study were to identify: 

• Key informants understanding of the meaning and purpose of accreditation; 
• Factors that facilitate the uptake of the national accreditation standard; and 
• Factors that inhibit the uptake of the national accreditation standard. 
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Chapter 2 

LITERATURE REVIEW 

An extensive literature review was undertaken to background the development of accreditation in general, and 
tourism accreditation in particular. This review included academic literature as well as industry submissions and 
government policy documents. The review was conducted with the specific purpose of mapping the problems 
and successes encountered in developing and implementing accreditation programs. It helped reveal gaps in 
knowledge with regards to the structure and process related to tourism business accreditation.  

Accreditation in Tourism  
As the tourism industry is very diverse, continuous improvement and best business practices are critical to the 
ongoing success of this multi-faceted industry if it is to meet the demands of a constantly changing marketplace. 
One significant means of meeting this challenge is the establishment, maintenance and enforcement of agreed 
industry standards via an accreditation program (Langer 1997). It is noteworthy in this regard that tourism 
industry managers themselves are increasingly viewing accreditation as a means of achieving this goal 
(McKercher 1998). It is not surprising therefore that various voluntary accreditation programs have emerged in 
the tourism industry in recent years, including a National Tourism Accreditation Program.  

The term accreditation has wide currency across a broad range of disciplines and their respective definitions 
are used interchangeably across the literature because of their shared history and assumptions (Langer 1997; 
Issaverdis 1998a). The Dictionary of Professional Management defines accreditation as ‘the official recognition 
and certification of a desired, required or acceptable level of quality, value, ability and competence through the 
review and evaluation of the education, training, experience and performance of professional educators and 
practitioners’ (Banki 1997). It is this definition that will be employed in this discussion.  

Tourism business accreditation is a voluntary procedure that assesses, monitors, and gives written assurance 
that a business, product, process, service, or management system conforms to specific requirements. It awards a 
marketable logo or seal to those that meet or exceed the baseline standards, i.e. those that, at a minimum, comply 
with national and regional regulations, and typically fulfil other declared or negotiated standards prescribed by 
the program in which they are involved (Sanabria, Font & Sallows 2001). In the case of the National Tourism 
Accreditation Program operated by the ATAA, a standard qualification process has been developed with the 
intent of allowing those member businesses to establish and continually improve their business practices. This 
program aims to assist every tourism business to improve the way it operates, and as such can be seen as a 
business development tool that seeks to assist operators in meeting the rising service expectations of both 
domestic and international visitors (Cowan 2002).  

Accreditation programs, in performing their aforementioned function, provide a means of establishing the 
extent to which a business offering tourism experiences meets industry nominated standards. In effect they serve 
as a ‘mirror’ for businesses in which they can see their practices in a given context and by so doing serve to 
encourage the delivery of consistently high quality products and promote continuous improvement (Issaverdis 
1998a). By completing the accreditation process, operators are therefore being prompted to review their business 
activities and processes, identify any strengths or deficiencies in these, and determine any actions they may need 
to take, e.g. staff training (ATAA 2001). The National Tourism Accreditation Scheme and its incorporated 
sector-specific programs also provide operators with detailed recommendations and expected training 
requirements. For instance, as part of the accreditation process operators must provide evidence of a training 
program for staff, including documented procedures for staff induction, customer service, training and 
professional development. Accreditation can therefore also be seen as setting benchmarks and streamlining the 
process of identifying operators' key training needs which may have been overlooked or under-estimated. 

It is to be noted that at present the accreditation of tourism businesses in Australia is not solely through the 
National Tourism Accreditation Scheme operated by ATAA. Indeed, such programs have proliferated in 
Australia in recent years, with over 100 programs now in existence. These programs may be limited in scope to a 
specific state, or they may be national in their coverage. Some are also international in nature. The operation of 
so many different programs globally, along with the various logos and labels associated with them, has 
undoubtedly created confusion in the minds of consumers, which in turn has led to a lack of consumer demand 
for accredited tourism services. Furthermore, only about one per cent of businesses have joined these schemes 
(ATAA 2002). This failure to establish awareness and recognition, it could be argued, might seriously 
undermine the potential of accreditation to bring about sustainable tourism (WWF 2000; Byers 2002).  
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Performance of the National System for Tourism Business Accreditation  
Of the 50,000 plus recognised tourism characteristic businesses in Australia (BTR 2003), there are currently less 
than 3,000 operators accredited with the ATAA (ATAA 2002a). The genesis of the National System was 
established by the Victorian Tour Operators Association (VTOA). A program developed by the Western 
Australian Tourism Commission (WATC) was then operated in several other states by individual branches of 
Tourism Council Australia (TCA). Its requirements were used to formulate the Australian Tourism Accreditation 
Standard. When TCA went into administration in December 2000, steps were taken to establish an independent 
body to continue the task of implementing and maintaining the Australian Tourism Accreditation System. The 
ATAA was subsequently registered in January 2001. The ATAA then secured the intellectual property rights for 
the Australian Tourism Accreditation System (ATAS), and federal funds were provided to ensure the ongoing 
viability of the program. As at September 2003, six states and territories – Victoria, Western Australia, 
Tasmania, South Australia, the Northern Territory and the Australian Capital Territory – are operating ATAA-
endorsed state-based accreditation programs. The state-based programs are generic and applicable to all industry 
sectors. The programs have been designed so that if a sector wishes to add any elements to the program for its 
members, this can be included as a simple ‘bolt on’ component, without the sector having to introduce a whole 
new program (ATAA 2001). 

Tourism industry sectors that do have their own programs and wish to be part of ATAS must ensure their 
programs include all elements of the Australian Tourism Accreditation Standard and comply with the national 
requirements. To date, there are six ATAA-endorsed industry sector programs which are operated by Caravan 
Industry Australia, Museums Australia, Camping Association of Victoria, Events Industry Association (Western 
Australia), Aboriginal Tourism Australia and the Outdoor Recreation Industry Council of New South Wales. 

As at 30 November 2003, 2,711 accredited tourism businesses throughout Australia, ranging from bed and 
breakfasts to regional airlines, have met the Australian Tourism Accreditation Standard and are proudly 
displaying the Australian Tourism Accreditation logo, providing customers, retailers, wholesalers and the 
industry with an assurance of quality products and services (National Tourism Accreditation Program [NTAP] 
2004). 

Benefits Associated with Accreditation 
According to a recent submission from ATAA to the then Federal Minister for Tourism, the Hon. Joe Hockey 
(ATAA 2002), accreditation benefits individual operators as well as the whole industry. It confirms that tourism 
business operators are committed to professionalism in their conduct and delivery of service. The Tourism White 
Paper (Commonwealth of Australia 2003), stresses the need for a standard which delivers tangible business 
benefits that exceed the costs of compliance. Such a standard would also bring with it a range of operator 
benefits, as Issaverdis (1998b) notes:  

The major benefits for operators who subject themselves to the processes of benchmarking, accreditation, best 
practices and auditing are often not the outcome itself but rather the value of closely scrutinising the operation. 
The process can assist in identifying areas in need of improvement and the implementation of measures which 
will enhance the value of the experience for consumers, improve environmentally sustainable practices and 
increase yield for the business. 
Accreditation also provides federal, state, and local government agencies with a tool for managing 

relationships with the tourism industry and individual enterprises (Cowan 2002). It does so firstly by allowing 
standards to be developed more quickly than if they were required to pass through the legislative process. This 
means they can respond more efficiently to socio-economic and environmental changes as they occur. Font and 
Bendell (2002) also raise the issue of cost savings associated with the standard monitoring process becoming the 
responsibility of the accrediting authority, rather than requiring government to fund an inspection regime. 
Another area of benefit relates to competition. As consumers and investors begin to determine the link between 
business standard and quality of service, it is suggested that they begin to demand guarantees of performance. 
Compliance with voluntary standards can be translated into competitive advantage for businesses, and as such 
can be supported by governments. 

As the widespread development and uptake of voluntary standards has been a relatively recent phenomenon, 
and because this has often happened without the involvement of governments, so the question of how 
governments relate to voluntary standards is not well studied (Font & Bendell 2002). The available research 
suggests that governments will need to consider how industry self-regulation with voluntary standards affects 
domestic regulatory capacity, because it can compete with or complement national regulatory norms. For 
example, in regulatory enforcement actions undertaken by government, the existence of a credible voluntary 
standard can assist in obtaining convictions or avoiding penal liability. There is evidence that governments are 
being more proactive in their support of voluntary accreditation programs, through regulatory relaxation 
schemes, tax breaks, government participation in standards development and the incorporation of standards into 
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regulations, amongst other activities. Some public authorities have sought to lead by example, by aligning the 
practices of state-owned enterprises with international standards. One recent example has been governmental 
references to international voluntary standards when inquiring about foreign operations of corporations based in 
their country.  

Problems Associated with Accreditation 
A range of potential problems and limitations also exist with accreditation programs of a voluntary nature. Some 
of these arise because of the reliance on civil society and the market in creating the incentives for the voluntary 
uptake and implementation of standards. Others are directly linked to questions of the efficiency of monitoring 
regimes. As regards this latter issue, it can be assumed that a lack of appropriate monitoring resources (human 
and technical) will result in problems ranging from the inability to manage vast geographical areas, to a 
deficiency in actual skills for monitoring the variety of elements which the standards consist of (Font & Bendell 
2002). 

Given the range of accreditation programs now operating in Australia, it may well be the case that individual 
tourism enterprises are suffering from ‘code overload’, and that consumers, investors and other stakeholders are 
becoming increasingly confused as to what different standards mean (Font & Bendell 2002). The issue of market 
confusion may be arising because many accreditation schemes have undergone significant changes in recent 
times and because there is no widely accepted framework against which to measure these programs. This 
situation has arisen because tourism accreditation programs have, for the most part, been developed by the 
industry itself. These include monitoring or review procedures that range widely from self-evaluation to fully 
accredited third party audits. It is also the case with accreditation programs associated with environmental 
standards that the proliferation of logos, labels and terms advertising environmental or sustainability credentials 
that have emerged over the last few years have made it difficult, if not impossible, for consumers to distinguish 
between accreditation schemes. Tourism businesses that have responded to the environmental, social or 
economic agenda have therefore been left scrambling to prove their legitimacy (Elper Wood 2002). 

Another understandable issue from an operator perspective is how the criteria of voluntary standards, and the 
paperwork involved in demonstrating compliance, can marginalise smaller as well as non-Western producers 
(Bass & Danielson 2001).  

The Way Forward 
There is a clear need for an analysis of the range of existing certification programs as a first step to improving 
both credibility and comparability. Inspections are important to ensure that products or service standards are 
maintained. Furthermore, a series of tools and methods need to be designed or adapted for managers and 
employees to strengthen organisational systems, prevent problems and improve quality. The ethics of 
accreditation will also have to be considered. Many small companies do not have the economies of scale to 
consider certification due to costs, and if accreditation increases the need to be certified, this will need to be done 
with capacity building and other incentives in mind. These in turn are often perceived as the responsibility of 
governments. Businesses will need to clearly see how efficiency-related savings, increased business or added 
value can offset any extra costs flowing from the need to be accredited. In this regard it will likely be easier to 
convince large companies than small ones, and the latter are likely to only be able to enter through the 
accreditation of whole chains of supply (Sanabria, Font & Sallows 2001). 

An organisational structure for accreditation administration with an autonomous financing model will be 
important to the successful expansion of tourism enterprise accreditation as one of the major problems with 
tourism certification programs to date has been the fact they have often been established with the assistance of 
grant money. Participation/membership fees have, on the whole, been low and often subsidised by the 
certification body themselves in a bid to increase the number of businesses involved.  
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Chapter 3 

METHODOLOGY 

In April 2003, the research team met with the ATAA Board in Adelaide to discuss the basis for the project. Since 
this project was intended to consolidate knowledge that already existed and provide a platform for future 
research efforts, the approach adopted was to undertake in-depth interviews with key informants. The ATAA 
Board assisted greatly with the selection of these individuals. The key criteria used in determining the list of 
interviewees was their knowledge of, or involvement in, tourism industry accreditation, rather than their attitude 
towards it. Key informants were program managers, board members, government agencies and tourism industry 
association representatives. These ranged from state and federal tourism departments, endorsed and non-
endorsed business accreditation programs and schemes, and individual certification and accreditation programs. 

The interviews were semi-structured and conducted either face-to-face or via telephone. The duration of each 
interview was approximately one hour, with the issues covered centring upon the three previously stated research 
objectives. It should be noted that the original list of interviewees was expanded to encompass others who were 
identified during the first round of interviews as having knowledge on accreditation. In total, 30 in-depth 
interviews were conducted. 

The interview round was followed up by a validation stage whereby a summary of responses was circulated 
to all the key informants to allow for modification and comment. All feedback from the validation stage has been 
factored into this report. 
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Chapter 4 

FINDINGS 

The response to requests for interviews was excellent. Indeed, everyone who was contacted agreed to be 
interviewed for this study. Irrespective of whether interviewees were in favour of tourism business accreditation 
in principle or in practice, all were quite passionate in their responses and it was often quite difficult to conclude 
the interview at the end of the allocated hour. To quote one interviewee, there is a vigorous acknowledgement of 
the benefits of accreditation and a shared commitment towards improving the quality of the tourism product. 

There was widespread agreement that accreditation schemes can play an important role in bringing about a 
more sustainable tourism industry. One interviewee noted that a generic accreditation system is the key driver to 
elevate tourism business standards to an acceptable level in the progression to a minimum standard of best 
practices and processes, while another stated that business accreditation offers the tourism industry a unique 
opportunity to prove its credibility and commitment to best ‘back of house’ practices, quality in the processes 
behind the delivery of the tourism product and long-term business sustainability. On the other hand, there is a 
need for clarity within the industry, and the failure to establish a clear standard and underlying framework could 
seriously undermine the potential of such schemes to bring about sustainable tourism practices in Australia. 

Meaning and Purpose of Accreditation 
Although a majority of the interviewees in this study had been actively involved with accreditation for an 
extended period, there was substantial confusion about what the national tourism business accreditation standard 
is trying to achieve in practice. Much of this uncertainty related to whether accreditation is a business 
development tool, a marketing tool, or a combination of both. Many interviewees had difficulty in articulating 
the purpose of accreditation, indeed, one asked what is it supposed to deliver? One interviewee, who was not 
overly disposed towards accreditation, felt that accreditation did not offer any benefits for business or protect 
standards in a way that was not covered by other bodies, believing that Licensing laws pick up the shonky 
operators anyway.  

There also appeared to be substantial confusion about the relationship between the individual sectoral and 
geographical schemes included in the existing accreditation standard and structure. Few interviewees seemed 
conversant with the key objectives of its board, which suggested a break-down in communication even amongst 
those with direct involvement with the organisation. There was also a perception that accreditation has multiple 
purposes, but the extent to which it can deliver benefits to businesses, government and customers depends on the 
level of support and recognition it receives from industry, government and the community. 

The misconception that accreditation is just another licensing requirement constrains uptake within the 
industry, particularly amongst small businesses which predominate in tourism. There is a conflict between 
perceptions of what a national accreditation standard is supposed to deliver and what it actually does deliver. At 
the end of the day the standard can deliver confidence but not necessarily profitability, sustainability or quality 
of the tourist experience. On a more positive note, however, accreditation is seen as instrumental in the early 
identification of problems in processes and procedures related to tourism operations and areas where 
Governments expose themselves unnecessarily.  

Accreditation Issues 
It was interesting that many of the interviewees could see a symbiotic relationship between factors facilitating or 
inhibiting the expansion of accreditation, in that many of the issues were basically opposite sides of the same 
coin. This being the case, the task of separating facilitators and inhibitors for the purposes of this report proved 
both difficult and somewhat artificial. For this reason it was decided to use the more generic heading of issues.  

National Framework 
There was general consensus amongst interviewees that having an accreditation framework with national focus 
was a substantial benefit. It was seen by many as the only mechanism that would give accreditation in the 
tourism industry any chance of gaining the prominence that it had in other industries. One example given was 
the nationally recognised ‘tick’ given to selected foods by the National Heart Foundation.  



AUSTRALIAN TOURISM BUSINESSES ACCREDITATION 

  7

Having a national framework was also seen as the only way that an accreditation program would obtain both 
federal and state funding in order to ensure its long term sustainability. A nationwide climate that is more 
accommodating of the accreditation drive was cited as being crucial to the acceleration of its uptake across the 
tourism industry. At present, it would appear that many tourism businesses do not realise that they have access to 
the national accreditation standard. These vary from state to state: generally, larger states are more complex and 
less accepting of initiatives, which are in direct competition with their existing structures.  

The existence of a national framework was identified as a requisite for obtaining any form of significant 
corporate sponsorship that would provide much-needed funding to underpin growth. This sponsorship was 
recognised as leverage for the purpose of gaining stronger backing of national accreditation efforts by major 
industry associations.  

Whilst the benefits of a national framework were generally well-recognised, the fact that the existing ATAA 
standard does not have the endorsement of all states was seen to be one of the biggest weaknesses of the 
program. Many interviewees suggested that since Queensland and New South Wales account for at least half of 
Australia’s tourism product, non-adherence of the two biggest state players in the tourism industry is perhaps 
the single most debilitating external obstacle in the path of the a nation-wide objective. The lack of support and 
endorsement at this level erodes the credibility of the standard both within those states and at the national level. 
There was a strongly held view amongst many of the interviewees that the endorsement of Queensland and New 
South Wales will very much determine the uptake of the a national standard and indeed its future survival. Many 
interviewees also suggested that access to federal funding for accreditation was highly dependent on the program 
being truly national. 

Some interviewees suggested that the present structure carries the stigma of the now non-operational 
Tourism Council Australia (TCA) and is associated with the failures of TCA, which is regarded as a disincentive 
by some operators. 

Operator Benefits 
There was a general consensus amongst interviewees that demonstrating the tangible benefits that can be derived 
from accreditation to operators was an essential ingredient in expediting the uptake of accreditation. 
Interviewees felt strongly that accreditation and the present structure have not been well enough promoted and 
the positive attributes are certainly not communicated well enough to the potential beneficiaries. Indeed, most 
operators were seen as being largely oblivious to what business accreditation means, let alone its supposed 
benefits in areas such as enhanced efficiency.  

A number of interviewees suggested that little had been done to quantify the benefits of accreditation in order 
to enhance its saleability. One interviewee suggested that mostly benefits are seen by the organisation in 
hindsight, after the accreditation program has been undertaken. Another suggested that no real business case 
had been made as regards accreditation, and what was needed was a series of case studies that clearly showed the 
outcomes of accreditation for different types of businesses. Additionally, several interviewees suggested that 
benefits would likely differ with the size of a business, with larger businesses already operating at or above any 
standards that might be associated with an accreditation scheme. This raises the issue of where the focus (in 
terms of business size) should lie in an accreditation scheme. 

Most interviewees were able to list quite a few of the potential benefits from accreditation that they believed 
helped entice operators to consider becoming accredited. However, there was a reiteration of their views that few 
of these benefits had been quantified and promoted adequately to operators. The potential benefits that were 
most frequently mentioned by interviewees included access to extended leases in protected areas, access to state 
and territory marketing campaigns, right to use the ATAA logo, enhanced service quality and improved business 
operations. A number of interviewees suggested that some operators that go down the accreditation path become 
increasingly aware of the benefits of good business practice and proceed to enter business award programs. 
Some of these operators become champions of better business practice, improving the performance of their own 
business as well as seeking to help others. Whilst the financial benefits of obtaining access to licences to operate 
in some national parks or of having the right to an extended lease because of being an accredited operator are 
easy to demonstrate and quantify, many of the other benefits are not so easily measured.  

Interviewees suggested that many operators had become accredited because of state government rhetoric on 
the fact that operators would have to be accredited if they were to be given the right to participate in state 
government sponsored marketing programs. As a result of concerns regarding third line enforcing and the stance 
that the Australian Competition and Consumer Association (ACCC) was likely to take, few states and territories 
proceeded to enforce the need to be accredited to participate in government programs. According to 
interviewees, the fact that this benefit was not realised created angst for many operators who had become 
accredited and acted as a deterrent for others that were wavering on whether to join the program. It was 
nonetheless felt by a number of interviewees that if issues surrounding this matter could be worked through, 
benefits surrounding marketing of tourism product could be become significant drivers of accreditation.  

Indeed, this raises the issue of the need to ground accreditation in ‘real’ (e.g. concessional access to 
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insurance, licenses and/or permits in natural areas, access to government programs etc) as opposed to potential 
benefits. This would go a long way towards converting the accreditation sceptics. As there is a cost, in time and 
money, in becoming accredited, failure to adequately quantify the value of the benefits of accreditation acts as a 
major inhibitor to operators becoming involved. Small businesses make up the vast majority of tourism 
businesses and the costs of accreditation can seem substantial to these operators. Day-to-day survival for small 
businesses makes the prospect of accreditation standard compliance seem daunting, and even intimidating. 
However, a number of informants identified areas where accreditation had contributed directly to improvements 
in business practices as well as providing discounts for insurance and co-operative marketing campaigns. 

Consumer Demand 
Many interviewees suggested that the best way to enhance the uptake of accreditation by operators was to have 
consumers express a preference for accredited product. Once this happens, operators would have little choice but 
to jump on the accreditation bandwagon. According to interviewees, many operators believe (or did believe) that 
accreditation would provide them with a competitive edge in the market. However, without a substantial 
marketing program designed to raise consumer awareness of accreditation, this expectation remains unfulfilled, 
resulting in disillusionment amongst many operators. ATAA is not seen as a market differentiation factor as 
consumers are unaware of the standard, let alone its guarantees. 

The ATAA logo was suggested as the key mechanism via which consumers would be able to identify an 
accredited product; indeed, some interviewees indicated their belief that this logo was introduced specifically for 
this purpose. However, the fact that there has been no substantial marketing to alert consumers to the 
significance of the logo is a disadvantage. Interviewees agreed unanimously that undertaking a promotion 
campaign to consumers about accreditation and its benefits would be costly and would take years to achieve a 
level of substantial awareness. However, many of the interviewees felt that some expenditure in this direction 
would be well placed. 

There was also a view that accreditation had to achieve a critical mass of accredited businesses before 
consumers would begin to recognise the logo and choose accredited businesses. This has been seen in other 
accreditation programs that initially struggled to gain consumer recognition but eventually became widely 
recognised. 

Third Line Enforcing and the ACCC 
Few states and territories have hitherto proceeded to enforce the need to be accredited to participate in 
government programs. This was largely due to concern that such a requirement bore the risk of falling foul of the 
provisions of the Trade Practices Act (1974) and the stance of the Australian Competition and Consumer 
Association (ACCC) relating to third line forcing. A court ruling based on notifications lodged by Tourism 
Victoria came into effect in March 2003, granting legal immunity from the TPA. Essentially the notifications 
detail a proposed policy whereby incentives offered to accredited businesses were not regarded as third line 
enforcing as prohibited by the TPA. It is also possible to obtain immunity from action by the ACCC by notifying 
the ACCC of the conduct or even obtaining an authorisation of the conduct from the ACCC. This has given a 
boost to the ATAA Accreditation business program and created a favourable precedent for the immunity to be 
granted nationally.  

Avoiding Duplication 
Linked to the earlier issue of a national framework is the issue of avoiding duplication amongst competing 
accreditation programs. Many interviewees expressed concern with the proliferation of accreditation programs 
and suggested that the existing national standard had the potential to pull together the various accreditation 
schemes under one umbrella organisation. This, they indicated, was a major facilitator for operators as it would 
potentially simplify the choices that they had in this area. That said, however, recent experience indicates that the 
proliferation of competing accreditation programs, symbols and definitions continues and has the potential to 
completely undermine the effectiveness of the ATAA Standard. One issue of particular note here is the existence 
of both product and business accreditation programs, and the extent to which both can be accommodated within 
the ATAA framework.  

ATAA has engaged with at least seven sectoral programs and three accreditation programs; however some 
interviewees still felt that the inflexibility of the present standard in the accommodation of potentially 
complementary programs has created the perception of an exclusive organisation. The fact that many of the key 
stakeholders in tourism business accreditation are involved or aligned with the operation of alternative or rival 
programs has undermined the effectiveness of the existing standard. To some extent, this has led to a lack of 
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willingness on behalf of some state governments and industry groups to embrace the existing national standard. 
According to some interviewees, support for the tourism business standard has been undermined by the 
additional confusion created when some state governments endorse or even fund accreditation programs 
developed by other non-participating tourism industry associations.  

Failure to address the widespread proliferation of accreditation standards both within the industry and across 
the country impedes guarantees of business standard conformity and does not inspire either consumer or operator 
confidence in accreditation per se. Interviewees suggested that this lack of commitment at the national and state 
levels to the existing tourism business accreditation standard is very much to the detriment of the accreditation 
agenda, which is in danger of losing credibility.  

The lack of well-defined terms of federal support for the immediate and long-term future of the national 
accreditation program is also viewed as constraints to the ability to contain the proliferation of accreditation 
programs. Interviewees were concerned about the proliferation of tourism certification processes – especially 
those based on paid membership in the certifying organisations and self-evaluations. 

Although a number of accreditation schemes are recognised under the current standard framework, a number 
of interviewees felt that more should be done to recognise other schemes that are not currently part of the 
framework, especially those that are clearly well above the standards set by ATAA. Some interviewees 
suggested that the approach adopted by ATAA in this area was somewhat inflexible and antiquated.  

Audit and Standards 
Interviewees suggested that setting standards and processes that need to be met were an important attraction for 
many operators in seeking to be accredited. However, most interviewees expressed substantial concern with the 
fact that there was so little audit of the scheme. Some exceptions aside, there was too much reliance on self-
assessment rather than at least an annual inspection by a trained inspector. It was seen to be of vital importance 
for the credibility of the whole accreditation scheme that a group of auditors be trained to carry out inspections 
of operations to ensure that they met the standards required of the accreditation program.  

A number of interviewees felt that some higher-performing operators considered that the standards set under 
the current accreditation system are much lower than the level at which they are operating and displaying their 
accreditation logo would tend to devalue their operations. Interviewees felt that this issue was more of a problem 
in Queensland where there tended to be a greater number of larger properties  

The one size fits all approach was questioned by many interviewees, with a number suggesting that a tiered 
approach to accreditation is necessary in order to attract a broader range of operators, especially those currently 
offering a higher quality of product. The star system that is used to rate accommodation was given as an 
example, as was the ABC system used in the Green Globe program. 

Funding 
A national accreditation framework, such as that proposed under the present standard, provides an opportunity to 
obtain funding from national and state governments as well as via corporate sponsors. The reality at this stage, 
however, is that funding is sorely lacking and the existing national accreditation framework operates on a “hand 
to mouth” existence, relying heavily on the goodwill of a few key people, especially in Western Australia. The 
non-permanent nature of its present secretariat and the absence of mechanisms to ensure consistency in 
implementation across the country were cited as other key obstacles to progress in building Australia’s national 
tourism accreditation scheme.  

Funding was also considered essential to generating a national consumer awareness campaign to promote the 
benefits of accreditation. An ATAA submission to the federal government highlights the need for federal 
funding for this purpose.  

The issues of the cost of running a national accreditation scheme and whether such a scheme could be self-
funding were raised by interviewees from all areas. Interviewees from Queensland and New South Wales, for 
example, were particularly concerned with the cost of funding a national accreditation scheme, and this concern 
is likely to be a key factor in these two states lack of active engagement with ATAA. Indeed, unless it is clear 
that a national accreditation scheme had a real chance of becoming self-sustaining, it would be difficult, if not 
impossible, to gain the support of these states. In the case of New South Wales, while support in principal for a 
national accreditation scheme might be present, the experience of this state’s tourism commission in accrediting 
visitor centres has caused it to be particularly sensitive to the possibility of having to prop up accreditation 
schemes with public funds over extended periods.  

This issue was also seen as significant by some Queensland interviewees, along with the absence, as yet, of a 
clear business case for accreditation. The lack of any major ‘push’ from industry for accreditation was also 
identified as an issue inhibiting government involvement in the area in these states. There was a general concern 
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expressed by many interviewees that if government agencies became involved in the funding of an accreditation 
scheme that the money will come out of marketing, which will adversely impact our key constituents. 

Structural Issues 
Most interviewees had great respect for what key individuals had contributed to the operation of the national 
standard and what the organisation had achieved as a consequence. There is general agreement, however, that the 
existing structure needs to be reconstituted, with a clear and mutually acceptable agenda being established for 
this purpose. The lack of a comprehensive and contemporary model of compliance, and the need for a 
centralised, objective and clear leadership structure were blamed by some interviewees for a range of operational 
problems. The cost, time and effort implied in its administration, lack of expertise in macro-skills, and the lack of 
an independent verification structure prove to be problems for accreditation. The fact that the present 
framework lacks industry association status is blamed for its inability to lay claim to large-scale corporate 
endorsement, which is an important pre-requisite for it to be perceived as ‘industry-driven’. It was further 
suggested that organisational weaknesses are preventing the national accreditation structure from serving its 
purpose.  

A concern was also expressed by a number of interviewees that the present framework was more interested 
in looking after schemes within its portfolio than it was in accreditation itself. The fact that the existing standard 
does not recognise some other schemes or organisations that employ higher operational standards was given as 
evidence for this. Some large hotel chains, for example, have standards and processes that are substantially more 
onerous than that required under the national tourism business accreditation standard, and yet businesses that 
have been ‘accredited’ under these schemes still have to go through the latter process. This, according to one 
interviewee, makes a mockery of accreditation. Whilst the existing national standard has a process in place to 
assess and recognise other accreditation schemes, a number of interviewees felt that a truly national structure 
needs to be more flexible or accommodating. 
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Chapter 5 

RECOMMENDATIONS 

Listed below is a series of recommendations that were put forward during interviews or were interpreted to be 
the logical extension of comments made during interviews. At the end of each thematic subheading is a 
recommendation that is made by the STCRC researchers. 

Organisational Structure 
The present structure is not conducive to delivering the objective of a nationally adopted and recognised business 
standard for tourism. Such a standard needs to exist, however, and its importance must not be understated. A 
national accreditation framework must be truly national, involving all states and territories. It is essential for the 
success of accreditation that New South Wales and Queensland become partners in the program. Additionally, 
the executive needs to be re-structured into an impartial board. At this point in time, ATAA is perceived by 
many as being representative of competing sectoral interests rather than as an independent body responsible for a 
national standard. A large percentage of independent directors would greatly enhance the credibility and 
operation of the organisation. While not proposing that state board models are accepted (for example South 
Australia and Victoria), they can serve as useful starting points for discussions regarding a revised organisational 
structure for tourism. Existing tourism business accreditation structure could be used as the platform for 
developing a truly national, representative and impartial organisation to administer tourism business 
accreditation in Australia.  

Funding 
A model must be put forward that demonstrates clearly how accreditation under a national framework can be 
sustainable financially. If additional funds are required to launch or sustain the program, it must be clear what 
the source of such funds will be. There must be sufficient funds to finance an appropriate executive and 
secretariat for the organisation. While it is conceivable that federal and state governments may be willing to play 
an initial role in funding the further development of the program, managers of the program will need to develop 
a business plan that clearly shows how it will progress to the point of being self-funding within a reasonable 
timeframe. Without such a plan, states with higher stakes in tourism will remain uncommitted to the rollout of a 
national program. After a period of seed funding, the national tourism accreditation body could devise 
appropriate mechanisms which allow for it be funded on a cost-recovery or self-funding basis. 

Integration with Existing Accreditation Schemes 
There needs to be a more flexible system in place to recognise other accreditation schemes such that businesses 
do not need to try to satisfy multiple schemes. Capturing other tourism-related accreditation schemes within the 
national accreditation ‘orbit’ will likely require a clear quantification of the benefits such an association will 
bring. Any amendments to the existing structure of tourism business accreditation would have to give 
consideration to existing programs of accreditation and allow more flexibility in terms of mutual recognition. 

Auditing 
A national audit system must be introduced that involves an inspection of every business that has been 
accredited on, at minimum, a biannual basis. Self-assessment is not seen as credible and the mechanisms for in-
field testing and assessment are viewed as inadequate and as such have done little to enhance the reputation of 
the program within the tourism industry. More economical and feasible procedures should be put in place for 
auditing accredited tourism operations. Care should be taken not to duplicate the services of industry 
associations and other agencies which presently administer awards, permits and licenses to tourism business 
operators. Where possible, efforts should be made to seize opportunities for linking the extensive resources of 
such organisations in coordination with the audit leading to the award of the tourism business standard. 
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Promotion to Industry and Consumers 
There needs to be an expanded promotional effort to establish the national accreditation logo as a strong aspect 
of the brand of those businesses that become accredited. The consumer element of this would be a long term 
process. There needs to be an expanded effort at communicating the nature and benefits of the national 
accreditation program to industry, which many members have little understanding of. Before such a program is 
commenced, however, issues associated with the clear articulation of program benefits must be resolved. 
Appropriate targets need to be set, partnerships identified and strategies adopted in order to facilitate the 
recognition and acceptance of the tourism business accreditation standard and its benefits within the tourism 
industry. Over time, effort should be made to enhance consumers’ understanding of the value of accreditation. 

Quantification of Benefits 
It is important that the benefits of accreditation to operators are identified and quantified so that the accreditation 
message can be sold more strongly. In order to achieve this, the business case for accreditation needs to be made 
much clearer through such means as case studies that clearly identify and quantify benefits for various types and 
scales of business. Further research efforts are needed to investigate and quantify the benefits achieved by 
tourism businesses as a result of accreditation. Building on previous work, this can provide tangible evidence to 
assist the future credibility of the tourism accreditation standard and the increased prospect of the involvement of 
tourism businesses. 

Future Research 
Several areas of future research have been identified as a result of undertaking this project. Specifically these 
are: 

• A quantification of the benefits of accreditation to operators by such means as case studies that seek to 
be representative of businesses in different industry sectors and of different scales. Such case studies 
would be identified in association with appropriate tourism industry bodies. 

• An assessment of the role that accreditation plays in consumer purchasing decisions and what can be 
done to enhance this. This is an area of limited research to date, and its exploration would likely involve 
substantial primary research.  

• An exploration of approaches used by a range of industry-based accreditation systems to undertake the 
task of auditing individual program participants. 
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APPENDIX A: INTERVIEW SCHEDULE 

Listed below is an overview of the questions that underpinned the semi-structured in-depth interviews 
conducted in this study. 
 
1. Basic Information: 
Name:  
Organisation:  
Type:  
Position: 
Relevance to ATAA process: 
 
2. Definitional Questions: 
What is the primary focus of the accreditation process from your organisation’s perspective?  
How would you classify your level of knowledge /understanding of the ATAA standard? 
What do you see as the key elements of the ATAA standard? 
Other than the ATAA standard, what other accreditation/certification schemes are you aware of that are 
presently operating in the tourism industry? 
In your opinion, how does the ATAA standard differ from the accreditation/schemes you have identified above? 
 
3. Approaches to Accreditation  
What do you/your organisation see as the present and potential facilitating factors to the acceleration of 
Australian tourism business accreditation uptake?  
What do you/your organisation see as the present and potential barriers and constraints to the acceleration of 
Australian Tourism business accreditation uptake?  
What can your organisation do to assist in accelerating the uptake of accreditation in Australia? 
 
4. Structural Questions: 
Do you/your organisation have any suggestions as to how such the ATAA organisational structure could be 
improved? 
Do you/your organisation have any suggestions as to how such a revised organisational structure might be 
funded? 
Do you/your organisation have any suggestions as to how such a revised organisational structure might operate? 
 
5. Delimitation of the ATAA’s jurisdiction, scope and enforceability: 
Do you/your organisation foresee a conflict between the implementation of the ATAA standard and the existing 
legal and policy framework?  
What can be done to alleviate the conflict, or potential for conflict, if any exists? 
Are there any national or international schemes/examples which you/your organisation know of that can assist 
with the management and development of the ATAA standard? 
How realistic would it be to forecast the accreditation of say 50% of the businesses in your sector within the next 
three years?  
If not, what level of accreditation in percentage terms do you think would be realistic? 
Who else should be included in this study on identifying problems with the uptake of accreditation in the 
Tourism Industry in Australia? 
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APPENDIX B: TOURISM ACCREDITATION PROGRAMS 
REPORT 

N.B. There are a number of accredited operators in New South Wales and Queensland that have been accredited 
by other states or industry groups 
Source: ATAA (2003)  
 

ACCREDITED TOURISM BUSINESSES 

As at 15th September 2003 
  

PROGRAM ACCREDITED

 Better Business Tourism Accreditation Program (Victoria) 495 

 National Accreditation Program for Caravan Parks (CIA) 56 

 Camping with Confidence Accreditation Program (CAV) 117 

 Events Industry Association (WA) Accreditation Program 0 

 Museum Accreditation Program 33 

 National Tourism Accreditation Program (ACT) 10 

 National Tourism Accreditation Program (SA) 329 

 National Tourism Accreditation Program (TAS) 910 

 National Tourism Accreditation Program (WA) 594 

 Northern Territory Tourism Accreditation Program  73 

 ORIC Organisational Accreditation Program 6 

 Respecting Our Culture Tourism Development Program (ATA) 0 

TOTAL 2,623 
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APPENDIX C: ATAA ENDORSED ACCREDITED TOURISM 
BUSINESSES SEPTEMBER 2003 

 

 WA SA TAS NT VIC ACT QLD NSW TOTAL 

 
SECTOR SPECIFIC PROGRAMS 
Camping with Confidence (CAV)     117    117 
Events Industry Association 
(WA) Accreditation Program 

        0 

Museum Accreditation Program     33    33 
National Accreditation Program 
for Caravan Parks (CIA) 

8 1  3 24  11 9 56 

ORIC Organisational Program        6 6 
ROC Tourism Development 
Program (ATA) 

        0 

GENERIC PROGRAMS 

Better Business Program VIC     494   1 495 
NTAP (ACT) 
 

     8  2 10 

NTAP (SA) 
 

 328      1 329 

NTAP (TAS)  
 

  910      910 

NTAP (WA) 
 

592       2 594 

NT Tourism Accreditation 
Program 

   71   2  73 

 600 329 910 74 668 8 13 21 2,623 

Source: ATAA 2003  
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GLOSSARY 

Accreditation: the official recognition and certification of a desired, required or acceptable level of quality, 
value, ability and competence through the review and evaluation of education, training, experience and 
performance. 
 
Accreditation Body: private, public or third sector body responsible for issuing credentials or certificates in 
accordance with the policy (and) or legal requirements established (1) by the local, state or government authority 
(2) the constitutional or legislative principles and provisions of state government (Banki 1997). 
 
Certificate of compliance (c.f. Conformance): document issued by a contractor, vendor or a supplier certifying 
that a contracted material, product or service meets certain specified, local state, national or international quality 
control criteria, standards and requirements (Banki 1997). 
 
Certification (professional): process and result of conferring recognition of professional, technical or 
experiential competence to individuals who have met specified qualification standards or criteria by an 
independent organization association, institution or body (Banki 1997). 
 
Tourism Business Accreditation: in the Australian context, tourism business accreditation is described as ‘a 
process designed to establish and continually improve industry standards for conducting tourism business. It 
aims to assist every tourism business to improve the way it operates’ (ATAA 2001). 
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The Sustainable Tourism Cooperative Research Centre (STCRC) is established

under the Australian Government’s Cooperative Research Centres Program.

STCRC is the world’s leading scientific institution delivering research to

support the sustainability of travel and tourism - one of the world’s largest

and fastest growing industries. 

Research Programs

Tourism is a dynamic industry comprising many sectors from accommodation to hospitality, transportation to retail and many more.

STCRC’s research program addresses the challenges faced by small and large operators, tourism destinations and natural resource

managers.

Areas of Research Expertise: Research teams in five discipline areas - modelling, environmental science, engineering &

architecture, information & communication technology and tourism management, focus on three research programs: 

Sustainable Resources: Natural and cultural heritage sites serve as a foundation for tourism in Australia. These sites exist in

rural and remote Australia and are environmentally sensitive requiring specialist infrastructure, technologies and management. 

Sustainable Enterprises: Enterprises that adhere to best practices, innovate, and harness the latest technologies will be

more likely to prosper. 

Sustainable Destinations: Infrastructural, economic, social and environmental aspects of tourism development are

examined simultaneously.

Website: www.crctourism.com.au  I   Bookshop: www.crctourism.com.au/bookshop  I   Email: info@crctourism.com.au

Postgraduate Students: STCRC’s Education Program recruits high quality postgraduate students and provides scholarships,

capacity building, research training and professional development opportunities. 

THE-ICE: Promotes excellence in Australian Tourism and Hospitality Education and facilitates its export to international markets. 

Education

Extension & Commercialisation

STCRC uses its research network, spin-off companies and partnerships to extend knowledge and deliver innovation to the tourism

industry. STCRC endeavours to secure investment in the development of its research into new services, technologies and

commercial operations. 

Australia’s CRC Program
The Cooperative Research Centres (CRC) Program brings

together researchers and research users. The program

maximises the benefits of research through an enhanced

process of utilisation, commercialisation and technology

transfer. It also has a strong education component

producing graduates with skills relevant to industry needs.
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APPENDIX 6 
 
 
 
CURRENT NOTIFICATION REGARDING REGIONAL TOURISM ASSOCIATIONS 
AND VISITOR CENTRES AND HOW THEY WILL WORK WITH THE PROPOSED 
POLICY: 
 
 
The operations of Notifications lodged in 2001 and 2002 by Regional Tourism 
Associations and Visitor Centres in association with Tourism WA requiring tourism 
operators to become members of their relevant authority in order to receive network 
entitlements have been modified.   
 
In 2004/05, there was a restructure of the 10 regional tourism associations into 5 
regional tourism organisations.  At the same time, the prerequisite for a tourism 
operator to become a member of the WA Tourism Network changed to require 
membership of the local Visitor Centre only. 
 
At present, to become a member of the WA Tourism Network, operators are required 
to be a member of their local Visitor Centre. 
 
Discounts will be available for operators who want to join the WA Tourism Network 
and who are accredited by a TAAL-approved program.  This discount will not be 
available to businesses not accredited with a TAAL-approved program. 
 
It is proposed that access to the benefits of the WA Tourism Network following the 
transitional period will only be available to business accredited with TAAL-approved 
programs.  The requirement for Visitor Centre membership is expected to remain. 
 



APPENDIX 7 
 
 

NATIONAL TOURISM ACCREDITATION PROGRAM (WA)  
TEMPLATE SUPPORT MATERIAL 

 
The National Tourism Accreditation Program (WA) provides support material 
to operators to assist them in meeting the program requirements that are 
required under the Australian Tourism Accreditation Standard. 
 
There are fifteen (15) different sector operations manual templates available 
in both hard and electronic formats for operators to utilise. The templates 
provide different forms and example checklists that operators can use to 
assist them in creating their own business procedures and systems.  
 
Examples of the support material in each template includes; 
 
HUMAN RESOURCE MANAGEMENT  
 Record of Human Resources 
 Personnel File Template  

Responsibility and Authority Chart  
 List of Suppliers Form 
 
TRAINING 

New Employee Induction Checklist  
Staff Training Procedure 

 
BUSINESS PLANNING AND FINANCIAL PROCEDURES 
 Future Objectives and Strategies Form 

 SWOT Analysis – Strengths, Weaknesses, Opportunities and Threats 
Form 
Business Marketing Strategies Form 

  
OPERATIONAL PROCEDURES  
 
 CUSTOMER SERVICES PROCEDURES 

Answering the Telephone Procedure 
Bookings procedure 
Cancellation Policy 
Checking In and Out Procedure 
Handling Customer Feedback Procedure 
Customer Feedback Form 
 
MAINTENANCE PROCEDURES 



Ordering and Storage of Products Procedures 
Cleaning Procedures 
Maintenance Procedures 
 
OCCUPATIONAL HEALTH AND SAFETY PROCEDURES 
Risk Management Policy 
Occupational Health and Safety Policy 
Emergency Evacuation Procedure 
First Aid Equipment List 
Potential Hazards and Risks Form 
Chemical Handling List 
Incidents Report Form 
 

ENVIRONMENTAL MANAGEMENT  
Environmental Policy 
Environmental Indication Chart 

 
 
The fifteen templates available include; 
 
Caravan Parks 
Hotel/Motel/Resorts 
Self Catering and Chalets 
Small Accommodation 
Car Rental 
Retail 
Tourism Associations 
Restaurant 
Winery 
Attraction 
Dive Tour Operator 
Marine Charter 
Air Charter 
Tour Operator 
Visitor Centre 
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