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1. INDUSTRY EXPERIENCE 
In the caravanning and holiday park (Tourist Park) industry, BDO is in the unique position of having: 

 Extensive experience in undertaking independent research studies  

 In-depth expertise and experience with the financial operations of parks 

 An understanding of the dynamics, participants, stakeholders and challenges of the industry. 

Independent research studies 

BDO undertake a number of industry, business and staff studies and surveys using a variety of methods.  These include online, telephone, personal 
interviews, hard copy surveys, as well as through partnerships with academic institutions such as universities.  Our expertise extends from data collection 
methodology to the analysis and production of meaningful reports. 

International surveys include the BDO Motor 150 Report and BDO Global Ambition Survey.  Nationally, we produce a number of industry surveys.  These 
include:  

 BDO Not-For-Profit Fraud Survey 

 BDO Fraud Survey – Club Sector 

 BDO A-REIT Survey 

 BDO Motor Dealer Services Salary Survey 

 BDO Energy Outlook Summary 

 BDO Listed Property Trust Survey 

 BDO Brand Survey. 

In South Australia, we also provide leadership on a number of survey initiatives.  These include: 

 Top Tourist Park Trends 

 Annual Survey of South Australia’s Fast Movers 

 Client feedback survey. 
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Tourist park experience 

BDO has a unique understanding of the Australian tourist park industry and has developed a solid reputation in providing services to Australian tourist park 
operators and industry bodies.  Our people are recognised experts, as demonstrated by regular invitations to speak at industry conferences across Australia 
including CRVA, VicParks, QParks, WA Parks and SA Parks annual conferences, and in New Zealand at the Family Parks conference.  BDO also administrates 
a forum on LinkedIn called Tourist Park Insights. 

BDO release authoritative reports on industry trends and are sought after advisors, being one of the few service providers that understand the unique 
nature of these businesses. 

Accommodation Pricing Tool (APT®) 

In response to the needs of the Australian tourist park industry, BDO has also developed the Accommodation Pricing Tool (APT®) to assist operators of 
tourist parks to make more informed decisions about their tourist park business.  There are currently several hundred parks across Australia who use APT®.  
APT® has a benchmarking facility that lets Tourist Park owners quickly and easily compare spending on areas like staffing, marketing and occupancy costs, 
to spending by other similar parks.  Equipped with this information, operators can evaluate changes to improve operational efficiency of parks and 
increase profits, undertaking ‘what if’ analysis on the effects of changes being considered before they are implemented.  More information on APT® can be 
found in the Appendix E: Accommodation Pricing Tool (APT®). 
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3. EXECUTIVE SUMMARY 
 This report considers the economic impact that Commercial Caravan Holiday Parks have on their local region from the spending undertaken by the 

park and park operators 

 This report does not consider the flow on effect of tourists spending with other businesses within the parks local region 

 Commercial caravan parks studied in this report contribute in excess of $1.26m on average to their local region / economy per year, not including the 
flow on effect of tourists spending with other businesses in the region 

 For every $1 of park income, $1.38 of local economic activity is generated, by the individual park 

 Commercial caravan holiday parks contribute financially to their local area by way of direct expenditure from the parks and expenditure in the local 
region by the park owners 

 Non-financial contributions made by parks play a key role in developing a socially cohesive community or region 

 The commercial caravan park industry has had some very strong growth over the past 15 years, however, the pressures of the overall  economic 
climate are  starting to be felt and growth is declining; coming more into line with (but still exceeding) CPI 

 On a revenue per site basis, park operators are running more efficiently now than perhaps ever before 

 Tourist parks account for approximately 12% of accommodation industry revenue and 9% of industry employment 

 Although four to five tourist parks with greater than 40 powered sites have closed down every quarter for the last 15 years, revenue has continued to 
grow at 6.75% per year for the last 15 years 

 Multipliers are used to estimate the flow on effect of tourist park expenditure to their local region, in a round by round approach, taking into account 
‘leakages’ from the area each round 

 There are several different approaches to determining the multiplier or flow on effect; an algebraic approach has been adopted 

 There are limitations to multipliers when using them to make an investment decision, however, they are quite effective when determining the 
economic impact on a particular region. 
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4. INTRODUCTION 

What is the report about? 

BDO (SA) Pty Ltd (BDO) have been engaged by the Caravan, RV & Accommodation Industry of Australia Limited (CRVA) to prepare an economic benefit 
report into the contribution made by a commercial caravan park to a local community.  BDO have developed a methodology and approach to determining 
the amount of total expenditure by a commercial caravan park in their local community and the flow on impact this has from a financial, social, 
environmental and general community point of view.  

In particular, BDO has quantified how $1 of income earned in a park translates to greater than $1 of economic activity in the local region. 

This report is specifically focussed on the park and does not take into consideration the spending patterns of tourists.  It may be possible to determine the 
spending patterns of these visitors to the area and this should be thought of as additional economic activity that a park generates from accommodating 
and attracting tourists. 

The work undertaken is based upon on the letter of engagement acknowledged and signed by Stuart Lamont (Chief Executive Officer of CRVA) on 18 May 
2012, including detailed work program for agreed upon procedures, which has been summarised in Diagram 1 below. 
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Diagram 1 – Summary of agreed upon procedures 
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What is a commercial caravan park and what is a local region/community/economy? 

For the purposes of this report, we have adopted a similar definition of a commercial caravan park to the holiday park definition contained within the 
Holiday Parks (Long-Term Casual Occupation) Act NSW 2002, which is detailed in appendix A of this report.  It should be noted that, for the park to be 
commercial in nature, it needs to be a caravan or holiday park, operated on a commercial basis and subject to all relevant regulations and legislation of 
the local, state and federal government departments. 

 

Due to the lack of an authoritative definition for different park types, for the purposes of this report, we have separated parks into the four categories 
below:   

 Transient Parks  

 Long Term Parks 

 Short Stay Parks  

 Destination Park  

Each park category is further defined in appendix A of this report.  

Given the nature and potential uses of the findings in this report, we consider that the focus of the reader should be towards transient accommodation 
providers (as opposed to long term parks). 
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Quantification of a local region, community and economy is a little more subjective.  To provide a simple definition, we have tended towards using the 
borders of the relevant Local Government Area to define each local region/community/economy. 

We recognise that there are some limitations to adopting this approach and that some local regions will have supply constraints that will force park 
operators to spend in other regions or areas.  To ensure that the data in this report is representative of the national picture, we have selected parks from 
a diverse range of local government areas to assist in building the financial model, as discussed later in the report and the appendices. 

What elements is this report concentrating on and what areas are not considered? 

When undertaking a report on such a large scale, and with so many potential users and stakeholders, it is difficult to cater for everyone’s needs.  In order 
to make this report as meaningful as possible for the largest number of parties, we have focussed on certain areas and left others for future consideration. 

The main focus of this report is the economic contribution that a commercial caravan holiday park makes to a local region.  This means that we are 
approaching the research from a park’s viewpoint.  We are not considering the value added to the local economy by the consumers (tourists) the park 
attracts.  The dollars spent by park visitors outside the park have not been considered.  

There are many contributions that a park makes to the local community and we have listed below those that will be discussed in this report: 

 Direct expenditure in the local community 

 Flow on expenditure created within the region 

 Social benefits 

 Positive environmental impacts 

 Other general positive community outcomes. 

  



 

10 

5. COMMERCIAL CARAVAN PARKS & AUSTRALIA’S MACRO ECONOMY 

What is the national size of the industry? 

Data for the tourism industry in Australia is somewhat limited to that provided by the Australian Bureau of Statistics (ABS).  Unfortunately, the ABS ceased 
collection of data relevant to the tourist park industry in 2010.  

In the latest year to the end of March 2012 (at the time of writing, June 2012 data is yet to be published) Hotels, Motels, Resorts, Guest Houses and 
Serviced Apartments with 15 or more rooms/units accounted for in excess of $8.7bn in accommodation revenue with more than 110,000 persons being 
employed at the end of the period1.   

Until June 2010 the Australian Bureau of Statistics (ABS) collected industry specific data for the tourist park industry.  At that point in time, estimated 
annual industry turnover, for parks with greater than 40 powered sites, was around of $1.13bn.  Based on our independent research data and estimates to 
the end of March 2012, we believe that industry turnover would be around $1.2bn, with more than 10,500 persons employed in the industry2. 

This seems to show that the tourist park industry is perhaps more efficient in its use of labour than other service providers.  In any sense, it highlights the 
size of the industry and the contribution made to the national accounts. 

Other numbers that we have estimated, based on ABS data and our own research to the end of March 2012, are as follows2: 

 1,614 tourist park establishments with greater than 40 powered sites 

 135,576 powered sites 

 39,040 cabins 

 54% annual occupancy.   

 

 

 

 

                                                 

1 Australian Bureau of Statistics, March 2012, Tourist Accommodation, Australia (Cat 8635.0), accessed online http://www.abs.gov.au   
2 BDO, 2012, Australian Tourist Park Industry Distinctively Different Insights: March 2012 
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What are industry trends? 

Over the last 15 years there have been some strong trends emerging from the tourist park industry.  These include3: 

 Tourist Park establishments have decreased by approximately 280 parks between December 1997 and March 2012.  That equates to approximately 4 or 
5 parks every quarter over the last 15 years 

 The reduction in the number of parks has seen onsite van numbers fall, as well as the number of powered and unpowered sites 

 Over the same period, industry revenue has gone from $500m to $1.2bn, which works out to about 6.75% growth rate per annum (compared with CPI 
rate of 2.7% over the same period) 

 The past two years has seen a slowdown in the revenue growth of Tourist Parks (5% growth from June 2010 to March 20123)  

 Occupancy rates have risen, although the average park on a typical night would have in excess of 50 powered or unpowered sites unused and available 
for occupancy 

 Cabin numbers have more than doubled, leading to a higher number of employees per park on average 

 Park improvement and development is high on the list of priorities, however, capital expenditure has slowed in more recent times. 

Why is this information relevant and what does it mean for park operators around the country?   

It is fair to say that, based on the numbers above, Tourist Parks have demonstrated strong growth over the past 15 years.  The industry has weathered 
these times of economic uncertainty well.  There has been some slowdown in the last two years, however, when compared to the economy as a whole, 
parks are still achieving above average growth.  CPI growth for the period from June 2010 to March 2012 inclusive was 4.3%4 when compared to the 5% 
growth rate achieved by the tourist park industry over the same period, as mentioned above. 

Over the last 15 years, it appears that the efficiency of operations has dramatically increased.  The average number of sites in total has not varied much 
at all, based on ABS statistics to 30 June 2010; however, turnover, profit and value have all had substantial increases.  This efficiency appears to be 
driven, at least in part, by a change in the mix of sites. 

                                                 

3 BDO, 2012, Australian Tourist Park Industry Distinctively Different Insights: March 2012 
4 Australian Bureau of Statistics, Jun 2012 & Jun 2011, Consumer Price Index (Cat 6401.0), accessed online http://www.abs.gov.au 
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6. THE COMMERCIAL CARAVAN PARK CONTRIBUTION 

Where are the parks? 

As you can see, Map 1 shows that parks are spread right across the country.  As logic may suggest, the spread of these parks links pretty closely with the 
general population spread in Australia, shown in Map 2, with a scattering of parks through the middle of the country to allow for sightseeing. 

 
 

 

 

 

 

 

 

 

 

 

 

 

Map 1 – Caravan parks in Australia5 Map 2 – Australian population density6 

                                                 

5 Google, 2012, Caravan Parks in Australia, accessed online www.google.com.au/maps 
6 Maps of The World, 2007, Australia Population Density, accessed online www.google.com.au/images 
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What non-financial contribution do parks make?  

Tourist parks are not limited to only providing a financial benefit to their local area.  There are many intangible benefits provided that, by nature, may 
not be as obvious as a tourist driving into the park with a caravan in tow and paying to use a site.  These benefits, however, should be fully appreciated 
for the contribution they make to the local region. 

Such benefits may include social, environmental and community outcomes.  We have quoted below a number of responses from our survey of parks 
themselves, to give you a better idea of just a few of the non-financial benefits that a park may provide. 

“Without my park here, the total community would struggle to exist. OK, sounds dramatic but our full-time 
population is very small!! Businesses here rely on the holiday crowds and without the facilities in the park, people 
would go elsewhere and spend their money outside the community. The influx of visitors to the park and the facilities 
supplied make it possible for businesses to make their money, trades businesses to do repairs and installations and 
full-time residents to get their daily supplies as off-peak, many shops would just not survive. I am asked by other 
businesses what my bookings are like so they can prepare stock needs and labour needs. Essential we all work 
together!!” 
- SURVEY RESPONDENT NUMBER 76 

 
“Tourist information which encourages our guests to stay in the area longer and spend money in the area.” 
- SURVEY RESPONDENT NUMBER 1 

 
“Employment local tradesmen, local goods and services, local and community support involvement and donations, 
environmental awareness and involvement in dune care and Landcare.” 
- SURVEY RESPONDENT NUMBER 9 

 
“First aid, rescue - sea and land, tourist information, citizen advice, caring for the local environment, performing 
community service i.e. clean ups, lost and found, wild life rescue, fire fighting, neighbourhood watch (unofficial).” 
- SURVEY RESPONDENT NUMBER 124 

 
“Emergency short term accommodation. Use of facilities after natural disasters. We were used heavily by the 
community after Cyclone Yasi.” 
- SURVEY RESPONDENT NUMBER 178 
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It may be that, in the current economic climate, it is more important to focus on the financial benefits (which the majority of this report does), however, 
it is always worth remembering the non-financial and intangible benefits that flow from having a community base.  From these excerpts, we have 
identified the breadth of non-financial benefits that a caravan park brings to a local community.  Table 1 below describes some of the roles that a caravan 
park (commercial or otherwise) plays in any particular region or community - outside of what may have been expected. 

Training provider  First aid office Child care centre 

Tourist information centre Emergency services relief Regional tourism promotions 

Meeting place Environmental protection office Marine environment study centre 

Social committee Fire brigade Retirement village 

Business referral partner Neighbourhood Watch centre Catering service 

Employer Conference centre Board member & director  

Disaster relief centre Wild life rescue  Secure storage facility 

Table 1 – Caravan park roles 

Obviously, the parks/park operators do not play all of these roles by themselves.  There are many other people in any local government area that play a 
vital role to achieve a functional, cohesive community.  It is worth mentioning that this particular survey question (Question number 10, refer to appendix 
D) had around 180 responses and the above table was drawn from 10 of these responses. 

The breadth and extent of the commitment of park operators to their local community certainly should be commended. 
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7. QUANTIFYING FINANCIAL CONTRIBUTIONS 

Primary information used 

There were a number of steps involved in quantifying the contribution that a commercial caravan park makes to a local government area. 

To undertake a project of this size and maintain credibility in the result, it was necessary to go directly to the source of the information, the parks, and 
leave the CRVA as independent of the process as possible.  CRVA contacted their member base on our behalf and encouraged participation in the study to 
enable enough data to be collected. 

From this, BDO spoke with 43 parks willing to provide financial statements and other detailed financial information for the period 1 July 2010 to 30 June 
2011.  At the time of commencement of the study, the 2011 financial year was the latest financial year that had been completed.  Using a financial year 
instead of a calendar year also allowed for comparison of the parks own internal financial data with that of their financial statements as prepared and 
reviewed by their independent accountancy firm.  We felt this provided a cross checking mechanism to add further credibility to the data used. 

The parks own internal financial records were interrogated in order to develop a model around what each park spent in the local economy. 

Collection of financial information was followed by a short survey (Appendix D) that was aimed at, among other things, substantiation of the analysis of 
financial information provided by the parks and determining/estimating what the park operators’ marginal propensity to consume may be, in each of the 
local areas.  Results of the survey are discussed in more detail below. 

Financial model 

From the 43 participants, BDO selected 25 parks we felt would provide a representative cross section of different park types, turnover levels and local 
government areas.  Also taken into consideration was the accuracy of their source data file when compared with their independently prepared financial 
statements.   

A review of each item of expenditure was then undertaken, using the parks financial records for the 2011 financial year.  We considered that, given the 
detail of interrogation, careful selection of parks and testing procedures, 25 was statistically significant for the purposes of developing a model that could 
be validated against data from APT® and applied to the general population7.   

                                                 

7 Selvanthan, Selvanthan, Keller & Warrack, 2004, Australian Business Statistics 3rd Edition  
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Following validation, we calculated the confidence interval (margin of error) at +/- 4.86% based on the estimated population of 1,614 parks and at 
minimum, 325 unique samples8.  325 unique responses is a conservative estimate, as you will see in the testing section to follow, given the almost 
identical results between the sample group and over 400 users of APT®.  We believe that the 25 parks so closely followed the overall trends of the APT® 
population of relevant data, that the parks are able to be aggregated for the purposes of determining statistical significance. 

Basically, this means that we can be 95% certain that the numbers extracted from the parks are within + or – 4.86% of the entire population7. 

Clearly it was not possible to contact each individual park to determine the precise location for every single item of expenditure for an entire year.  
Therefore, some assumptions were required to be made.  These assumptions are included in Appendix B.  It should be noted that each item of expenditure 
for each of the parks was reviewed, and the supplier located, in order to determine whether the money was spent in the local government area. 

From this data, extraction a financial model was constructed.  This detailed what each park spent in line with the categories used in the Accommodation 
Pricing Tool (APT®).  You will see in Table 2 below, an example of what the end result looked like for a particular park. 

  

                                                 

8 Creative Research Solutions, 2012, Sample Size Calculator, accessed online http://www.surveysystem.com/sscalc.htm  
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Category LGA Spend  
($) 

Total  
($) 

% LGA  
of Category 

Total %  
to Income 

APT® %  
to Income** 

% difference  
APT®  to actual 

Turnover / income  854,091     

Owners drawings Excluded -     

Interest expense Excluded -     

Capital expenditure - -     

Accommodation supplies & promotions 11,960 39,481 30% 4.62% 3.15% 1.47% 

Accounting & legal Fees - 3,904 0% 0.46% 0.60% -0.14% 

Bank charges - - - - 0.73% -0.73% 

Cost of goods sold 25 1,153 2% 0.13% 2.53% -2.40% 

Insurance 89 11,911 1% 1.39% 1.10% 0.30% 

Marketing & franchise fees 1,180 41,363 3% 4.84% 1.83% 3.02% 

Motor vehicle expenses 10,253 12,233 84% 1.43% 0.76% 0.67% 

Occupancy costs 41,356 95,369 43% 11.17% 10.37% 0.79% 

Other expenses 10,986 34,913 31% 4.09% 1.75% 2.34% 

Printing, postage & stationery 1,361 5,158 26% 0.60% 0.66% -0.05% 

Rent - - - - 3.29% -3.29% 

Rental & hiring fees 773 773 100% 0.09% 0.04% 0.05% 

Replacements, repairs & maintenance 57,269 78,543 73% 9.20% 5.45% 3.75% 

Staff on costs 1,775 45,939 4% 5.38% 3.97% 1.41% 

Telephone & fax - 10,523 0% 1.23% 0.74% 0.50% 

Gross wages*** 160,120 160,120 100% 18.75% 21.50% -2.76% 

Totals 297,146 541,383 55% 63.39% 58.45% 4.94% 

Table 2 – Example individual tourist park summary of expenditure and cross check to APT® 
** Please note the APT® benchmark % used in this table is specific to this type of park, location and turnover level.  This benchmark % is only used as an example of one 

particular parks analysis in building the financial model.  There are several different benchmark %, depending on the park’s individual circumstances, that were used. 

***Tax has not been taken out at this level, on the assumption that all tax is paid at the individual level, whether withheld from your wages and later reconciled on your tax 

return or through distribution of profits for self employed persons.  Therefore, an adjustment has been made for tax when measuring the employees’ marginal propensity to 

consume and calculating the net profit of the park. 
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Testing the model 

Following the extraction of this data from each of the 25 parks, it was validated against the benchmark data from APT®.  There are several different 
benchmark ranges for different levels of park turnover, type, location and ownership.  The relevant benchmarking percentages were chosen for each park 
and an analysis undertaken to determine how close the sample group of 25 was to of the data of more than 400 parks using APT®.  

If looked at on an individual category level, misallocations in the parks source data file could skew the results.  To address this, we took an overall picture 
of each of the 25 parks and compared that to the relevant benchmark percentages.  After necessary adjustments were made to ensure APT® and the 
financial model were reporting on the same basis, the difference between the two data sets was 1.67%.  

Survey process 

During the process of quantifying the financial contribution parks make to their local government area, BDO worked autonomously as, with the exception 
of obtaining the actual park data, consultation with the parks was not undertaken.  To provide a full picture, we considered that it was necessary to ask 
questions of parks operators to: 

 Further justify and test assumptions made 

 Understand financial, employment and ownership characteristics of a statistically significant number of parks 

 Determine what the ‘marginal propensity’ of parks operators is to consume in their local area (please see next section for further explanation) 

 Locate the different LGA’s that have contributed to the report 

 Allow parks to comment generally and in relation to non-financial benefits provided. 

Questions to address the above issues were posted online through www.surveymonkey.com, and the CRVA sent an email to all park members to complete 
the survey.  The survey questions and a summary of the results are included in Appendix D of this report. 

Survey results 

Overall there were 344 unique responses to the online survey.  Some of the respondents chose not to answer each question, with the maximum answers to 
a particular question being 336 and the minimum being 106.  In general the questions that required a significant amount of writing had lower answer rates. 
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A summary of the results is included in the appendices, with, commentary on each of the questions provided in Table 3, below. 

Question Responses  
(# / 344) 

Comments 

Question 1 336 The report was prepared on the basis that the park contributors are to be kept confidential; therefore, they are not disclosed. 

Question 2 332 Determine the different local government areas that are being represented and the spread of participant parks across the 

country. 

Question 3 333 Understand ownership types of parks and the proportion of parks that responded that were owned as opposed to leased. 

Valuable insight into the proportion of owned vs leased parks.  Also provides an indication that a majority of respondents where 

commercial caravan park owners. 

Question 4 333 Showed an overwhelming majority approx ¾ of park owners lived locally.  We recognised that ownership outside of the park’s 

LGA may increase potential leakage from the area. 

This has been addressed through the survey and in development of the financial model. 

Question 5  336 Vast majority of parks are in the ‘average’ region or turnover up to $1.4m.  Still a significant amount of parks from the sample 

that are larger sized operations. 

Question 6 336 Showing employment generated by different parks.  Total number of employees, full time and part time, equates to 3,045 with 

an average of 9 employees per park. 

Question 7 200 Determine the level of park’s expenditure that is within the local government area.  This does correlate roughly back to the 

results extracted from the financial model and highlights that parks are more likely than not to incur expenses in their LGA. 

Question 8 201 Show how much of the park owners own money is spent within the local area.  This doesn’t include the expenditure in Question 

7; however they may still spend their own funds on park related expenses. 

By calculating the average weighted response to this question the park owners would spend approximately 67% of their funds in 

their LGA. 

Question 9 191 How much would a park operator spend in the local economy should they come have additional disposable income, i.e. what is 

the future spending pattern.   
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Question Responses  
(# / 344) 

Comments 

As opposed to the above question which measured how much the park operators would currently spend in the local community. 

The answers in the summary to this response do not seem to quite add up.  That is because they are an average of each 

individual result, rather than the total.  Some respondents only completed one or two of the options to spend or save their total 

$100. 

After the required adjustments, which can be cross checked with the weighted average, local consumption was $59 or 59%.   

The average for question 8 and 9 is 63% or $63 per $100 of local spend for park owners.  This is used in the next section. 

Question 10 181 General comments about the non-financial benefits that a park brings to the local area.  Some of these comments have been 

incorporated into section 6. 

Question 11 200 Question has limited application in the report.  Answers were as expected. 

Question 12 106 Other comments made by respondents.  Some responses from this question were also used to ascertain certain non-financial 

benefits a park may provide. 

Table 3 – Survey results 

Multiplier effect 

What are multipliers? 

The ‘multiplier effect’ means that for every dollar spent, there is a greater economic benefit generated.  Basically, this implies that for each region there 
is a difference between actual dollars spent and the effect on the economy, through an increase in Gross Domestic Product (GDP) or other economic 
activity. 
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Multipliers are commonly used by governments to calculate the effect that fiscal policy will have on the economy, in times when the economy needs to be 
stimulated to promote further growth or contract to prevent excessive inflation9.  Basically it is an economic principle that recognises the fact that the 
spending in a particular area is not limited to the direct amount spent.  Rather, there is flow on effects for a number of rounds within any economy, with 
certain leakages from the region in each round.  This applies from a macro (national) or micro (LGA) perspective. 

Refer to Table 4 and the accompanying Graph 1 (below) which are designed to give you a clearer representation of the concept behind the multiplier 
effect and a round by round economic contribution.  

 

 Change in  
Real GDP 

Cumulative Change 
in Real GDP 

Round 1 402,387 402,387 

Round 2 253,504 655,891 

Round 3 159,707 815,598 

Round 4 100,616 916,214 

Round 5 63,388 979,602 

Round 6 39,934 1,019,536 

Round 7 25,159 1,044,695 

Table 4:  Flow on effect round by round 

***Derived from model developed in Taylor J.B. et al, 2002,  

Macroeconomics 2nd Edition, but based on numbers relevant to  

the study: $402,387 local spend, 63% local consumption.  

 

                                                 

9 Taylor J.B. & Moosa I., 2002, Macroeconomics 2nd Edition 
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The type of multiplier used for the purposes of this report is a Keynesian style multiplier, which is based around identifying streams of income (GDP) and 
resources which are generated in ‘rounds’, which diminish in geometric progression because of leakages at each round.  This style of multiplier has been 
chosen, given this project is determining the direct and indirect impact to a local economy that a particular item of expenditure has10.      

There are several different ways to calculate the multiplier based on the marginal propensity for consumption (MPC) for those within the test area. 

The marginal propensity to consume (MPC) can be defined as ‘the amount that any person will spend for every additional dollar of disposable income’.  For 
the purposes of this report, we have measured the marginal propensity of the parks operators to consume locally, consume elsewhere (imports) and to 
save/invest11.   

There may be an argument that taxes further add to the local economy because, in some way, shape or form, they return to the local economy through 
government contracts, employment of local residents, government allowances spent in the local area and so on.  Due to the nature of this project, 
however, we have excluded any impact that government spending may have on the GDP of the local region.  To support this, we have also excluded taxes 
that residents of the area pay.   

There are three different approaches to determining the relevant multiplier based on MPC using the Keynesian approach:  

1) graphically 

2) algebraically  

3) following the rounds of expenditure indefinitely through the economy (as indicated in Table 4 above). 

Using an algebraic derivation of the multiplier, a formula can be used to calculate the size of the multiplier for a particular circumstance.  This formula is 
Change in Income (Y) = 1 / (1 – MPC)11. 
 

 

 

 

                                                 

10 Horwath Tourism & Leisure Consulting, 1981, Tourism Multipliers Explained 
11 Taylor J.B. & Moosa I., 2002, Macroeconomics 2nd Edition 
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Park owners’ multiplier 

Survey results above have shown that the park owners have a marginal propensity to consume (MPC) locally of 63% - or 63 cents in the dollar.  This is the 
weighted average of question 8 and question 9 from the survey.  This equates to a multiplier of 2.70 and is not too dissimilar to the multiplier used in an 
earlier study conducted by IRIS Research, investigating the economic impact that holiday parks had on a particular region in NSW12.  This multiplier should 
be applied to items such as net profits of the park and is useful in determining the multiplier to be attached to other items of expenditure (below). 

Park owners’ multiplier = 2.70. 

Park employees’ multiplier 

To calculate a relevant multiplier for park employees, we first looked at what the marginal propensity to consume was for the general population.   
This has been considered by the Reserve Bank of Australia (RBA) in relation to tax cuts.  The average marginal propensity of Australian residents to 
consume in this study was $0.87 or 87%, with $0.13 or 13% saved13.  This clearly isn’t a measure of the park employees’ marginal propensity to consume 
locally.   Therefore, there are some adjustments required to have affect in our study. 

Firstly, we adjust for the effect that tax has on the individual employees as the RBA Research Discussion Paper inherently considered after tax revenue.  
We consider that an average tax rate of 20% to be a reasonable estimate of the average tax rate of the average park employee.  Therefore, if we now 
reduce the $0.87 figure by 20%, we end up with $0.70 remaining that can be spent locally or spent on ‘imports’ from elsewhere (savings/investment has 
already been accounted for). 

It could be argued that the park owners would be in a better position to import goods or travel and spend in other regions than park employees.   
Granted there are itinerant employees and employees that live in other regions to the park, however, in an overall context, the proportion of these is so 
insignificant that we don’t consider there would be a material impact on the results.  Again, to take a conservative approach we have used the lowest 
propensity from the survey of park owners that asked to differentiate between their local and other consumption (question 9).  This being $59 local spend 
out of $81 available for consumption (remaining $19 will be saved or invested).  
 

                                                 

12 IRIS Research, 2004, Kiama Council – Economic Impact Kiama Holiday Parks 
13 Berger-Thomson L, Chung E & McKibbin R, 2009, Reserve Bank of Australia, Research Discussion Paper – Estimating Marginal Propensities to Consume in Australia Using 
Micro Data 
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Applying this proportion to the remaining available income of the employees leaves a marginal propensity to spend locally of $0.51 (0.70 * 0.59 / 0.81) 
which equates to a multiplier of 2.04. 

Park employees’ multiplier = 2.04.      

Multiplier for other expenditure 

You would expect that business owners would have a similar marginal propensity to consume to those in their immediate region.  You would also expect 
that the supply constraints would be similar; therefore, we have assumed the park owners’ multiplier to be the same as that of the other business owners’ 
multiplier in the region and consider that 2.70 would be the relevant multiplier for other items of expenditure. 

Other expenditure multiplier = 2.70. 

Multiplier limitations 

There are certain limitations to the multiplier approach and, indeed, with any theoretical approach.  We consider the approach taken to be a common 
sense approach interlaced with sound economic principles.  Wherever a judgement call is required to be made, a conservative approach has been taken. 

Below we have discussed some of these limitations and how some of these limitations have been addressed to provide the most accurate estimate 
possible14:   

1. Limitation: Data deficiency – Multiplier analysis requires a detailed database, many researchers do not allocate enough time or resources to generate 
this database.   

 Resolution: This report has developed a statistically significant database and allocated significant time and resource to developing and testing a 
model based on data taken directly from the source. 

2. Limitation: Restrictive assumptions and limitations – Some models try to take into account too many different industries or industry sub groups which 
can lead to considerable assumptions being made in construction of an economic model and lack of consideration paid to such things as; economies or 
diseconomies of scale, average rather than marginal relationships, stable trading patterns and so on. 

                                                 

14 Horwath Tourism & Leisure Consulting, 1981, Tourism Multipliers Explained 
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 Resolution: Focus on one area, being the economic contribution of a tourist park, this is not a general tourism model and has a very specific purpose 
and application.  This has been based on the expenditure of tourist parks alone and does not consider flow on effects of tourists spending within the 
region.  Each individual expense for the park was identified and classified and there were very limited assumptions required. 

3. Limitation: Existence of Supply Constraints – Supply may not necessarily be elastic and there may not be extra capacity to meet demand in a 
particular area. 

 Resolution: There may be supply constraints in existence in a particular area which by nature will create excess demand.  Excess demand can either 
be filled by increasing prices for outputs, therefore decreasing demand (and increasing regional revenue) or creating additional supply through new 
suppliers or innovative processes of existing suppliers. 

 By identifying expenditure in a large number of different and types of areas (size, location etc), supply constraints have already been taken into 
consideration.   

 Occupancy levels would suggest supply constraints of the parks themselves are not an issue.  There may be some areas and times of the year where 
there is limited available accommodation in a particular park.  Again, market forces should bring supply and demand back into equilibrium. 

4. Limitation: Homogenous Consumption Function – Most multiplier models assume that as household incomes increase, expenditure will occur on the 
same products as previously and doesn’t allow for changes in the type of goods purchased. 

 Resolution: The multiplier effect used clearly focuses on the marginal propensity to consume and consume locally.  That is, where the next dollar of 
income will be spent.  It would be remiss not to consider previous patterns of spending as this may give some indication of spending habit; however, 
the marginal (i.e. next dollar) effect is the basis of the survey conducted. 

5. Limitation: Repercussive feedback mechanism – Few models take into account the effect increased incomes outside of the study area resulting from 
imports within the study area. 

 Resolution: When talking about tourism, this may in fact generate additional tourism and expenditure in the study area.  If there is additional income 
outside of the study area it may result in further travel and expenditure in the study area.  Given the focus has been on a micro (LGA) economy prior 
to extrapolating results, this limitation has no real impact, other than positive impact. 
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Overall contribution 

We consider the tourist park contribution is made up in two parts:   

1. The contribution that is made directly by the park from day to day expenditure in the local region.  This has beenmeasured, summarised and averaged 
over the 25 parks (on which the data was modelled), in the table below on a category by category basis   

2. There is the amount that the park owners spend in the local region from the profits generated by the parks. 

We have firstly calculated the contribution that park owners make through their profits and then calculated the contribution that the parks make 
themselves in Table 6 on the next page.   

Park owners’ contribution 

Average Park Turnover (Excl GST)  $912,770 From financial model 

Estimated Profit (per APT®)  $421,973 Profit figure is before interest, depreciation and tax 

Less:   

Interest & Depreciation (capex)  $182,536 From financial model 

Tax @ 25%  $59,859 Corporate tax rate is 30% less allowance for use of personal concessional rates 

Net Available Profit to Owners  $179,578  

Multiply:   

Park Owners Local Consumption 

Propensity 

 $0.63 $0.63 per dollar or 63% 

Local Expenditure  $113,134  

Flow on Effect of Local Spend  $192,328 Park owners’ multiplier 2.70 

Total Economic Impact  $305,462 Economic Contribution from Park Owners’ Net Profit 

Table 5 – Estimated park owners contribution from profits 
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Commercial caravan park’s contribution 

Category Direct LGA 
Spend ($) 

Total  
($) 

% LGA of 
Category 

Relevant 

Multiplier 

Indirect/Flow 
On Effect ($) 

Total 
Contribution ($) 

Turnover / income  912,770     

Owners drawings Excluded -     

Interest expense Excluded -     

Capital expenditure 60,783 150,618 40% 2.70 103,331 164,114 

Accommodation supplies & promotions 4,265 10,768 40% 2.70 7,251 11,516 

Accounting & legal fees 2,314 6,850 34% 2.70 3,933 6,247 

Bank charges - 7,894 0% 2.70 - - 

Cost of goods sold 20,767 24,441 85% 2.70 35,304 56,071 

Insurance 1,330 9,928 13% 2.70 2,262 3,592 

Marketing & franchise fees 6,335 33,985 19% 2.70 10,769 17,103 

Motor vehicle expenses 5,860 11,826 50% 2.70 9,962 15,822 

Occupancy costs 46,414 118,279 39% 2.70 78,904 125,319 

Other expenses 4,930 20,377 24% 2.70 8,381 13,310 

Printing, postage & stationery 1,520 4,477 34% 2.70 2,583 4,103 

Rent 8,439 12,976 65% 2.70 14,347 22,786 

Rental & hiring fees 193 6,134 3% 2.70 328 520 

Replacements, repairs & maintenance 39,858 63,785 62% 2.70 67,759 107,618 

Staff on costs 1,515 25,520 6% 2.04 1,576 3,091 

Telephone & fax 463 8,859 5% 2.70 787 1,250 

Gross wages*** 197,400 197,400 100% 2.04 205,296 402,696 

Totals 402,387 714,115 56%  552,773 955,159 

Table 6 – Park day to day expenditure, contribution to the local economy  



 

28 

The result  

Simple arithmetic would suggest that adding these two contributions together leaves you with an estimated average economic contribution to a local 
government area from a commercial caravan tourist park as follows:   

Contribution 

Type 
Change in  
Real GDP 

Park owners 305,462 

Caravan park 955,159 

Total $1,260,621 

In practical terms, this means that the average park (as calculated in preparation of the financial model for this report) adds at least $1,260,621 of value 
back to the local economy over a 12 month period. 

Or, to put it another way, the $912,770 of income earned in a park translates to $1,260,621 of economic contribution in a local government area, being a 
ratio of $1.38 of economic contribution for every $1 of commercial caravan park turnover.  
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Participant parks – Local government areas represented 

The two maps below show each of the local government areas represented by the participant parks.  This does not identify where the parks themselves 
are located, merely an idea of the regional representation and spread.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Map 3 – Participating regions – Financial information15 Map 4 – Participating regions – Survey responses15 

 

                                                 

15 Google, 2012, Local Government Areas in Australia (specified addresses), accessed online www.google.com.au/maps  
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8. RELIANCE & QUALIFICATIONS 
This report has been prepared by BDO on the basis of agreed upon procedures with CRVA for the purpose of estimating the economic impact a commercial 
caravan tourist park has in a local region.  BDO will not accept any responsibility for use of the report by any other party. 

To the extent permitted by law, BDO will not be liable for any loss or damage suffered by reliance on this report, whether foreseeable by BDO or those 
using this report. 

It is our understanding that the scope of work undertaken by BDO is sufficient for CRVA in connection with the outcomes it wishes to achieve. 

The statements and opinions given in this report are made in good faith, but in the preparation of the report BDO has relied upon information referenced 
in the body of the report, information provided by the CRVA or participant parks and survey responses provided by participant parks.   

BDO does not imply and it should not be construed that the work carried out in preparing this report constitutes an audit or review of financial statements 
in accordance with generally accepted auditing standards and the Corporations Act.   

In addition, it should not be construed that the procedures include a review and assessment of the accounting or other procedures or systems of internal 
control of the participant parks.  Had we been required to perform additional procedures for an audit in accordance with generally accepted auditing 
standards, additional matters may have come to our attention that would have been reported.  These matters may have been material. 
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A. DEFINITION OF KEY TERMINOLOGY 
 Commercial Caravan Holiday Park16 – Operated on a commercial basis and subject to rules and regulations imposed by local, state and federal 

authorities and is:  
a) a caravan park (that is, land, including a camping ground, on which caravans, or caravans and other dwellings, have been, are or are to be 

placed, installed or erected), or 
b) a manufactured home estate (that is, land on which manufactured homes have been, are or are to be placed). 

 Manufactured Home16 – Means a self-contained dwelling (that is, a dwelling that includes at least one kitchen, bathroom, bedroom and living area 
and that also includes toilet and laundry facilities) that comprises one or more major sections and includes any associated structures that form part of 
the dwelling. 

 Local Government Area17 - A Local Government Area (LGA) is a geographical area under the responsibility of an incorporated local government 
council, or an incorporated Indigenous government council. The LGAs in Australia collectively cover only a part of Australia. The main areas not 
covered by LGAs are northern parts of South Australia, a large part of the Northern Territory, the western division of New South Wales, all of the 
Australian Capital Territory and the Other Territories. The number of LGAs and their boundaries can change over time. Their creation and 
delimitation is the responsibility of the respective state/territory governments, and are governed by the provisions of state/territory local 
government and other relevant Acts.  
The types of LGAs in each state and the Northern Territory are:  

a) New South Wales: Cities (C) and Areas (A);  
b) Victoria: Cities (C), Rural Cities (RC), Boroughs (B) and Shires (S);  
c) Queensland: Cities (C), Shires (S), Towns (T) and Regional Councils (R);  
d) South Australia: Cities (C), Rural Cities (RC), Municipalities/Municipal Councils (M), District Councils (DC), Regional Councils (RegC) and Aboriginal 

Councils (AC);  
e) Western Australia: Cities (C), Towns (T) and Shires (S);  
f) Tasmania: Cities (C) and Municipalities (M); and  
g) Northern Territory: Cities (C), Towns (T), Municipalities (M) and Shires (S). 

                                                 

16 NSW Government, Holiday Parks (Long-Term Casual Occupation) Act 2002 – Section 3, accessed online http://www.austlii.edu.au 
17 Australian Bureau of Statistics, 2011, Census Dictionary (Cat 2901.0), accessed online http://www.abs.gov.au 



 

 

 Transient Parks – Transient Parks cater in the main to the worker, corporate or tourist market.  There would generally be more facilities than a long 
term park for example swimming pool(s), recreation centre, playground etc.  The park may also accommodate some permanent residents.  You would 
expect residents to stay for a period of time then longer than a short stay and perhaps Destination Park but less than a long term park. 

 Long Term Parks – Long Term Parks are the sort of park that would be predominantly if not all long term residents that are either permanent tenants 
of the park or have purchased a park home and lease the land from the park.  The residents would, in the main, be fully self contained and communal 
facilities would be limited. 

 Short Stay Parks – Short Stay Parks are mainly aimed at the tourist market.  They have ample communal facilities and are mainly for the passing 
through or travelling tourist.  Facilities in a short stay park may not be as extravagant as a destination park.  Tourists are usually visiting the area for 
other reasons and choose to base themselves in the park during their short stay. 

 Destination Park – Destination Parks are parks you travel to and don’t actually need to go anywhere else.  The park is an attraction itself rather than 
the area and the facilities would usually be the best and most diverse of all the different types of parks.  Notwithstanding the area may have other 
attractions and you may not spend all your time in the park, the option to do so is there.  

 Participant Parks – Parks that provided information to enable completion of this report.  Participation could have been by providing source data or 
completing the survey.  

  



 

 

B. ASSUMPTIONS 
Assumptions made when determining whether a purchase was made inside or outside of the park’s local government area. 

Type of Expenditure Comments LGA Other Exclude 

Drawings / private expense    

Debtors / creditors     

GST & income tax     

Gross wages     

Amortisation / depreciation     

Bank interest & fees     

Supermarkets & deli’s If in LGA**    

Hardware stores & trade supplies If in LGA**    

Department stores & furniture If in LGA**    

Petrol stations If in LGA**    

Postage      

Telecommunications providers     

** If the relevant supplier was present in the LGA it was assumed the purchase was made with that supplier. 
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Economic Benefit Study 

1. Park Name:

 
Response 

Count

  336

  answered question 336

  skipped question 8

2. Location (LGA):

 
Response 

Count

  332

  answered question 332

  skipped question 12

3. Park Ownership:

 
Response 

Percent

Response 

Count

Freehold (mainly) 70.0% 233

Leasehold (mainly) 30.0% 100

  answered question 333

  skipped question 11
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4. Park Owners:

 
Response 

Percent

Response 

Count

Live locally 74.8% 249

Other 25.2% 84

  answered question 333

  skipped question 11

5. Estimated annual accommodation turnover (exclusive of GST):

 
Response 

Percent

Response 

Count

Turnover less than $800,000 63.1% 212

Turnover between $800,000 and 

$1.4m
22.6% 76

Turnover $1.4m to $2m 8.3% 28

Turnover greater than $2m 6.0% 20

  answered question 336

  skipped question 8

6. No of Employees:

 
Response 

Percent

Response 

Count

Full time 
 

90.5% 304

Part time 

 
84.5% 284

  answered question 336

  skipped question 8
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7. Excluding wages and owners drawings, in your opinion, what percentage of your 

park’s total expenditure is spent in your local government area? (Please select one):

 
Response 

Percent

Response 

Count

0 - 10% 0.5% 1

10 - 20% 5.0% 10

20 - 30% 7.5% 15

30 - 40% 6.5% 13

40 - 50% 8.5% 17

50 - 60% 13.5% 27

60 - 70% 11.5% 23

70 - 80% 21.0% 42

80 - 90% 16.5% 33

90 - 100% 9.5% 19

  answered question 200

  skipped question 144
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8. Approximately how much of your own wages/drawings/profits is spent in your local 

government area, whether this is for private or park related purposes? (Please select 

one):

 
Response 

Percent

Response 

Count

0 - 10% 2.5% 5

10 - 20% 4.5% 9

20 - 30% 7.0% 14

30 - 40% 5.0% 10

40 - 50% 10.9% 22

50 - 60% 9.5% 19

60 - 70% 10.9% 22

70 - 80% 22.9% 46

80 - 90% 18.9% 38

90 - 100% 8.0% 16

  answered question 201

  skipped question 143
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9. Suppose that you were given an extra $100 of disposable income (after taxes), 

irrespective of how this income came about, please split your use of that income into 

the categories below (NB for these purposes consumption includes all types of 

expenditure):

 
Response 

Average

Response 

Total

Response 

Count

Consumption – Local Region $ 
 

  61.49 11,191 182

Consumption – Other $ 

 
  29.41 4,264 145

Savings $ 

 
  24.63 3,645 148

  answered question 191

  skipped question 153

10. A business can have a non-financial impact on a local area, in terms of social, 

environmental and community outcomes. Considering these aspects, what benefits 

does your park bring to the local area? (please list below):

 
Response 

Count

  181

  answered question 181

  skipped question 163
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11. Please number in order (1 being greatest, 4 being the least) the following influences 

on your day to day purchasing decisions:

  1 2 3 4
Response 

Count

Price 26.0% (44) 32.5% (55) 23.7% (40) 17.8% (30) 169

Quality 50.3% (88) 25.7% (45) 18.3% (32) 5.7% (10) 175

Proximity (distance from park) 13.9% (24) 27.2% (47) 24.3% (42) 34.7% (60) 173

Timeliness of Delivery (availability) 18.2% (34) 24.6% (46) 27.3% (51) 29.9% (56) 187

  answered question 200

  skipped question 144

12. Do you have any further comments to make in terms of the economic benefits 

generated by parks in their Local Government Area? (please use space provided below):

 
Response 

Count

  106

  answered question 106

  skipped question 238



 

 

E. ACCOMMODATION PRICING TOOL (APT) 



 How do i continue to prosper as a tourist park?
The past decade has seen some real changes in Tourist Parks. By September 2009, only 1,646 
caravan parks* were in business, compared to 1,818 at June 2000, a decline of almost 10%. 
In contrast, cabin numbers (including villas etc) increased from 24,067 to 34,903, an increase 
of 45%. There are a number of reasons why these two circumstances have occurred. But one 
of the key reasons is that the land on which parks are situated has tended to become more 
valuable over time. So, park owners have either given in to the temptation of big money by 
selling to developers, or they have invested in their parks to grow their turnovers. 
This investment has taken the form not only of buying more cabins and improving park 
facilities, but also professionalising the operations of their park.  To stay in business, operators 
have sought to maximise the return on their valuable parks. Consequently accommodation 
takings almost doubled from 2000 to 2009.

The Accommodation Pricing Tool
In 2003, in response to the needs of the industry, BDO developed the Accommodation Pricing 
Tool (APT®) for operators of tourist parks. The APT® is an internet-based software program 
designed by us to specifically help operators of tourist parks to make informed decisions about 
the direction of their business.

What are the benefits of using APT?
APT® is principally a decision support tool. Based on the information entered by the park 
operator, APT® will generate key financial data to assist with management decisions. In 
addition,  APT® is capable of supporting a number of versions. This allows users to easily 
generate different operational scenarios and look at their impact financially.
Using APT® will allow the operator to: 
•	calculate average nightly tariffs and occupancy rates;
•	summarise direct costs;
•	 identify gross profit margins per accommodation type;
•	conduct sensitivity analyses, such as consideration of a park’s expansion,  increasing tariffs 

and so on; and
•	maximise the returns on their park.

What information does APT need?
The information entered into APT® is predominantly annual financial data combined with 
detail of your park’s infrastructure. Most of the information required is already contained in 
your park’s financial statements and reservation system.

Is my financially sensitive information secure? Absolutely. Each operator’s data is securely 
stored at a server administered by BDO(SA). Data access is restricted to APT® support staff. 

SECTOR
Tourist Parks / Tax & Advisory

“ The APT® is an internet-
based software program 
designed by BDO to 
specifically help operators 
of tourist parks to make 
informed decisions about 
the direction of their 
business.”

 apt - accommodation 
pricing tool
A Practical Tool for tourist park operators

Join the LinkedIn Group  
- Tourist Park Insights 

Keep up to date with the latest  
discussions, issues and events



BDO (SA) Pty Ltd ABN 37 008 146 021 is a member of a national association of independent entities which are all members of 
BDO (Australia) Ltd ABN 77 050 110 275, an Australian company limited by guarantee. BDO (SA) Pty Ltd and BDO (Australia) Ltd 
are members of BDO International Ltd, a UK company limited by guarantee, and form part of the international BDO network of 
independent member firms. Liability limited by a scheme approved under Professional Standards Legislation (other than for the acts or 
omissions of financial services licensees) in each State or Territory other than Tasmania. 
BDO is the brand name for the BDO network and for each of the BDO member firms.

More inforMation
rudy Pieck 
T: 08 7324 6166
E: info.adelaide@bdo.com.au 

1300 138 991  
www.bdo.com.au

AdelAide • BrisBAne • CAirns

dArwin • HoBArt • MelBourne 

PertH • sydney

Data transfer and data back-up on the web site is secured by encryption software. For further 
details, visit www.apt.net.au and read our Privacy Statement.

How do I access APT?
Tourist park operators can visit www.apt.net.au and purchase a licence to use APT®. An 
individual account is established enabling the park operator secure entry and use of the 
software.

What are the costs?
The cost of accessing the time and energy saving benefits of APT® in your tourist park are:

•	$264** First year
•	$110** Subsequent years

Free 30 day trial
Visit www.apt.net.au to start your free 30 day trial, giving you access to pre-entered data that 
you can view and modify.  You will learn first hand, just how simple, yet powerful APT® is and 
how it can help you build a better business. 

Build a better business using APT ® benchmarking!
Imagine the benefit in being able to compare costs in your tourist park business to a tourist 
park ‘industry average’!
As part of your subscription to APT®, benchmark information is available allowing tourist park 
owners and managers find out how their tourist park is performing against industry averages 
across a range of cost areas including:
•	occupancy
•	repairs and maintenance
•	salary costs
•	marketing
•	profits, and more.
Armed with this information, you can quickly identify the areas of your park that are under 
performing, and consider strategies to improve these areas for increased efficiency, and 
increased profits.
What’s more, you can even compare strategies before you make any changes by using the 
‘what if’ features within APT®.  
Safety in numbers
As at January 2011, over 400 users have become subscribers to the Accommodation Pricing 
Tool.

BDO National tourist park 
industry focus group

BDO has a specialist Tourist 
Park Industry Focus Group to 
understand and service the 
needs of Australia’s tourist park 
industry.  
We have worked with tourist 
park operators in each state of 
Australia to help them:
•	Prepare annual accounting and 

tax returns
•	Set up APT® in their business
•	Determine the feasibility of park 

redevelopments
•	Undertake financial due 

diligence, and 
•	Undertake residential rent 

reviews.

* Parks with 40 or more sites. Source: ABS catalogue 8634.0,8635.0.

**Prices in AUD include GST and indicate cost for 12 month licence. Secure payment can be made online.




