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Around the world we see a mixed picture on 
tourism funding 

We are spending 
taxpayers’ and donors’ 

money and we (rightly) will 
be held to account for it 
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So how do we 
maintain our 

funding? 
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We need to play our ACEs 

A 

C 

E 

llies 

ollaboration 

vidence 
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The Ace of Hearts - Allies 

• Don’t wait till your budget is under 
pressure!  

• Cultivate respected figures whose 
views will carry weight: 

– Treasury 

– Auditors General 

– Take a ‘whole of government’ 
approach 

– Respected external institutes 

• Think the broader visitor economy 

• Ensure the public is on side 

• Know who your allies are In Florida’s case, the governor 
intervened to overturn the 

budget bill 
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The Ace of Diamonds - Collaboration 

• Work with your allies to talk with 
one voice 

• Not the moment for 
grandstanding  

• The leader is the one who can 
best bring effects 

• Like the diamond – many facets, 
one gem that can cut through 
anything 

“Why do the government do this to you?  
Because they can... This is a not a party 

political point, we did the same when we 
were in government. You don’t have a 

unified voice” 
Statement by opposition tourism 

spokesman at a conference* 

*Conference conducted under the Chatham House Rule 
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A case study (1): Aligned Advocacy 

• PATA was part of the ‘aligned 
advocacy’ that lobbied the UK 
Government on the APD 

• But the industry spoke with a 
consistent voice  

• Found benefits for all 

• Made it easy for people to 
participate 

• 20,000 Britons emailed their MPs 
in support of lowering the tax 

• Although still high the UK did 
reduce the tax band 
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Case study (2) – Reducing the backpacker tax 

• More than 20 different 
associations from agriculture, 
tourism and the regional 
economy came together 

• Included audiences who were 
policy priorities 

• The equivalent of ‘charismatic 
megafauna’ 

• Reduced the backpacker tax to 
15% 
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Don’t know what messages to talk about – if all 
else fails 

CHANGE THE LANGUAGE: 
TALK JOBS, ESPECIALLY FOR 

YOUNG PEOPLE 

TALK AMENITIES – AND 
BACK IT UP 

TALK JOBS, ESPECIALLY FOR 
YOUNG PEOPLE 

TELL SUCCESS STORIES – 
AND GET OTHERS SHARE 

THEM 

REWARD ALL: 

ADVOCATES, LEADERS AND 
LOYALISTS 

DID I MENTION TALK 
JOBS? 
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 The Ace of Clubs – Evidence 

• We need to substantiate our claims 
with a sound evidence base 

• Gives our allies the talking points 

• Helps us identify the messages to 
build our collaboration around 

• But needs to be the right sort of 
evidence: 

– Robust, but sound and sober 
evidence 

– ROI studies are great for 
comparing campaigns but 
treated with scepticism by 
politicians 

– Use Economic Measures – ideally 
consistent ones  
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Some useful evidence  
Roger Dow, USTA 

Beyond the support of the 
Governor, Florida could draw on 

the evidence from its budget 
office of its effectiveness 
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The Missing Link – especially in a post truth world 

• Do we know what the beliefs framework 
of our key stakeholders is? 

• If we don’t know this how can we talk to 
them and hope to be heard? 

Despite practicing many of the 
steps that we outline, Texas still 

had its budgets cut.   
Could this be the missing link? 

Source: TNS 
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The 5 key insights 

1 Plan as though the budget cut is coming tomorrow 

2 
Seek to understand your audience – it’s a form of marketing 

3 Understand who has authority to support your case 

4 Make your points solid, but sound 

5 ACE it! 
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Disclaimer: Please note that the information and data contained in this proposal has been prepared for the specific 
purpose of addressing the items for the proposed research between MyTravelResearch.com Pty Ltd and Delegates 
at the SPTO Tourism Insights Conference. 
 
It may not be suitable for other applications. The use of this data for any other purpose should be discussed with the 
lead author. MyTravelResearch.com accepts no responsibility for unauthorised use of this data by a third party.  
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