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LOOKING BACK
TOURISM VALUE

Tourism is a vital economic driver of the Northern Territory economy and has a broad impact upon many other 
industry sectors.  The NT economy is much more reliant on the tourism industry than the national average, with 
tourism contributing 6.7% of Gross Value Added compared to 3.8% nationally.  This means the NT economy also 
has a higher risk factor in the event of external shocks to the industry such as terrorism, disease, wars and natural 
disasters.

Tourism employs 11 135 Territorians (11.7% of the Territory workforce)�, so is a major contributor to local 
employment.  Tourism employment is concentrated in the air and water transport (17.7%), retail trade (15.1%), travel 
agency and tour operator services (14.4%) and accommodation (12.8%) industries.  

The World Tourism Organisation forecasts the global tourism market will grow to over 1.56 billion international 
travellers by 2020.  For Australia, the tourism industry is facing a downgrading of previous forecasts due to the 
higher Australian dollar simultaneously making Australian holidays more expensive for international visitors and 
making overseas travel a more attractive substitute to domestic holidays for Australians.   

FORMER PLAN

2002 saw the release of the NT Tourism Strategic Plan 2003-2007, which was developed during a depressed 
environment for the tourism industry immediately following the September 11 2001 terrorist attacks in the USA 
and the collapse of Ansett Airlines.  Since that time Tourism NT has received a major funding boost from the NT 
Government, which has been confirmed in the ongoing commitment of an extra $10 million each year.

The former Plan was instrumental in engineering a focus on global branding campaigns under the Share our Story 
banner, epitomised by the successful Global Kakadu campaign in 2007.  Additionally, Tourism NT has placed an 
increased focus on developing and promoting nature-based experiences and made a concerted effort to engage 
Indigenous tourism suppliers, leading to the development of sustainable Indigenous tourism products.

This new Plan aims to build on the strong foundations created under the auspices of the 2002 Plan.

VISITATION�

NT tourism� has grown markedly since 2002, although it has not quite recovered to levels experienced immediately 
prior to the world-changing events of 2001 (in terms of visitor numbers).  The greatest impact on the local industry 
over the past five years has been the balance between interstate and international holiday visitors: in the 2000-01 
financial year international holiday visitors outnumbered interstate holiday visitors, in 2006-07 the converse is true.

International source markets to the NT have been slow to recover from the impact of events during 2001.  In recent 
years, the Japanese market to Australia (and the NT) has been depressed, which has dragged down overall figures 
for international holiday visitation.

On the other hand, interstate holiday visitation to the NT during the past five years has experienced dramatic 
growth after a sharp contraction during the 2001-02 financial year immediately following the collapse of Ansett 
Airlines.  Interstate holiday visitors reached all-time highs during the 2006-07 financial year, a positive reflection 
on recent Tourism NT marketing efforts and activities of its wholesale division, Territory Discoveries. 

Tourism businesses in the NT have reported a 77% increase in sales and a 57% increase in profitability over the 
past five years. This positive experience is translating into plans by much of industry for further investment in their 
operations.�

�	 Source: NT Tourism Satelite Account 2003-04 (Revised August 2007)
�	 Sources: Tourism Research Australia, National Visitor Survey and International Visitor Survey, June 2007
�	 Considering just visitors who come to the NT for a holiday
�	 Source: AECgroup, NT Tourism Operator Survey, April 2007
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VISITOR SATISFACTION

Tourism NT’s consumer research indicates the majority of the international and interstate visitors are satisfied with 
their trip to the NT.�  Visitors from overseas and interstate have indicated:

The most important features, and those they were most satisfied with, are the Territory’s attractions, 
information services, roads, friendliness of locals and local atmosphere. 

The most common activities on the NT trip were sightseeing, visiting nature reserves, historical sites and 
waterfalls.

More than 80% indicated that the physical landscape and ‘outback Australia’ met or exceeded their 
expectations, particularly nature-based and spiritual experiences. 

91% of visitors said they would recommend the NT as a place to visit.

Most people said they would like to visit the NT again in the next five years.

80% of visitors who expected an opportunity to experience Indigenous culture thought their experiences met 
expectations, half of whom said their experience exceeded expectations. Most satisfying experiences were 
listening to an Indigenous guide explaining survival methods, hearing Indigenous people playing traditional 
instruments, interacting with cultural centres and observing and learning about Indigenous art.

Although these are positive results, we need to remember that they are not benchmarked against other 
destinations. We cannot afford to become complacent and must continue to improve our products and services in 
order to compete effectively in the global marketplace, particularly as we prepare for emerging new markets and 
diversify to meet the changing expectations of our visitors.

�	 Source: Destination Visitor Surveys 2006-2007

•

•

•

•

•

•

Sailing tour, Darwin Harbour
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CHANGING DYNAMICS
The global market is incredibly competitive with over 200 countries jostling for a share of the tourism pie.  A 
significant number of destinations offer experiences similar to those available within the Northern Territory.  

Tourism is a vulnerable industry, both in terms of unexpected global shocks and in regard to its high reliance 
on consumers’ discretionary spending ability and competition for consumers’ share of wallet from other leisure 
activities (eg; entertainment and shopping) or life commitments (eg; mortgage, education expenses).  

In an environment characterised by changing consumer preferences and varying financial pressures, the challenge 
for the NT tourism industry is to clearly focus and understand the type of visitor it needs to target, keep abreast of 
developing trends and diversify to meet shifting expectations.

THE TRAVELLER

Tourists as Tourists Tourists as Travellers

1960s 1970s 1980s 1990s 2000s
Stage 1 Stage 2 Stage 3 Stage 4 Stage 5

Products and 
Activities, Places and 
Things

Service Differentiation, 
Niche Indulgences

Products and 
Emotions, Exhilaration 
and Adventures

Experiences: Learning, 
Authenticity and 
Sustainability

Experiences: Meaning 
and Purpose

Pre-packaged 
holiday rewards for 
hard work

Hand-written paper 
tickets

Bookings via travel 
agents

•

•

•

Holiday as reward/ 
opportunity for 
indulging passions 
and fulfilling 
interests and 
pursuits

Typed tickets

Telex bookings

•

•

•

Holiday as an 
escapist active 
adventure with high 
intensity emotions

Introduction of 
Global Distribution 
Systems

Facsimile bookings

•

•

•

Holiday as an 
opportunity to learn 
and be engaged.  Tap 
into local knowledge/ 
culture

Emerging 
sustainability 
considerations

Tailoring of holiday 
packages through 
travel agents

Beginning of Internet 
for bookings

Introduction of  
e-ticketing

Loyalty Programs

•

•

•

•

•

•

Increased demand 
for special interest 
needs and rarity. 
Seeking authenticity 
and highly sceptical 
of over marketing

Emerging 
environmental and 
social consciousness

Dynamic packaging 
and tailored 
packaging online

Consumer direct 
bookings over the 
Internet

Disintegration 
of traditional 
distribution channels

E-ticketing and  
e-check-ins

•

•

•

•

•

•

Source: Adapted from McEwan (2007)

Consumer trends indicate tomorrow’s visitors will want:

special interest experiences (travelling for a particular purpose).

interactive learning experiences (different cultures, personal enrichment).

an authentic experience (with the experience mattering more than the destination).

physical or psychological challenges (particularly nature and culture).

ecologically sustainable experiences.

customised and flexible travel (a package but not a packaged holiday).

value for money.

•

•

•

•

•

•

•



	 A plan to guide the direction and success of the Northern Territory tourism industry 2008 to 2012             � |

Tourism NT uses a psychographic market segmentation approach to guide its marketing activity and assist in 
maximising its return on investment.  The aforementioned trends align with the type of visitors identified as the 
Territory’s ideal targets. We refer to these visitors as Spirited Travellers (domestic market) and Experience Seekers 
(international markets). �

These visitors are Internet savvy using various forms of technology to plan and inform their travel decisions, and 
touch a broad range of key traveller groups as depicted by the diagram below.

THE MARKETS

Tourism NT uses a rigorous strategic planning tool to help compare markets according to a range of factors and 
variables, for now and into the foreseeable future. The methodology is based on a portfolio analysis and allows 
the model to be reviewed on a regular basis as new information and market intelligence becomes available. The 
objective is to highlight the relative importance and potential of each market and guide the strategies and resources 
required for individual markets.

Source: Market Prioritisation Model, Tourism NT, June 2007

�	 The different titles simply reflect the ownership of the respective market segmentation research ie; Tourism NT and Tourism Australia, 
respectively.
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The domestic market (Australia) together with the United Kingdom, Germany, United States and Japan are expected 
to continue as the primary sources of visitors to the Northern Territory for the immediate future. These markets 
typically stay the longest time in the NT or spend a considerable amount of money while they are here, and have 
a strong affinity with NT experiences. There also continues to be solid NT product representation within the 
distribution network in these markets. Visitors from the US and Germany are particularly interested in Indigenous 
culture in Australia and other experiences offered in the Territory. 

There will be some challenges, particularly in the American market given the fragile state of the US economy, but 
also UK and Germany given issues with direct aviation access. Our strategy must be cleverly targeted in order 
to obtain maximum reach and cut through in these highly competitive environments. Collaborative activities 
with industry partners will remain vital in order to grow market share to the Northern Territory from long haul 
destinations via entry ports around Australia. 

Japan will also be a challenge given Japanese holiday visitors to Australia have declined since 2005. The relatively 
high value of the Australian dollar in relation to the Japanese yen, decreased direct air access to Australia and other 
structural issues in the Japanese market continue to present a challenge to the entire tourism industry. But because 
this market still represents more than ten per cent of our international holiday visitors, and forecasts predict it is 
likely to remain a significant market over the next five years, it is worthy of continued investment. However, our 
strategy will need to focus on reinforcing our position in this market and working closely with airlines to improve 
access. 

Steady growth is expected from Canada, Scandinavia, France and Italy. These markets represent unique 
opportunities for high-yield segments and improving regional dispersal. Their affinity with NT products is relatively 
high and our ability to influence the distribution system is also quite high. Growth from the New Zealand market will 
be heavily dependent on our ability to lure these travellers from the east coast of Australia to the NT. 

While there is much excitement about the potential from Asia because of its large population and geographic 
proximity to the Territory, it’s important to keep this in perspective. Forecasts of high visitor growth rates for these 
markets are from a very low base and it will be some time before visitation from Asia remotely looks like overtaking 
our UK, European or North American markets. Regional dispersal from these markets is also typically very low, and 
the presence and amount of activity undertaken by competitor destinations is high.

With specific reference to China, it is one of the world’s strongest growing outbound tourism markets given its 
massive economic growth and a rapidly expanding middle-class. However, the market currently represents less 
than one percent of international holiday visitors to the Northern Territory, despite it being the fifth largest source 
market for Australia. While Tourism NT has increased its marketing investment in China over recent years, increased 
visitation from this market is dependent on the industry investing time to learn about and tailor its products and 
services to cater for the Chinese visitor. 

Collectively, the industry needs to prepare over the life of this Plan for the time when tapping into China and other 
nearby Asian opportunities (eg; Korea, India) is ripe. A thoroughly considered strategy is needed as the Northern 
Territory will never be a mass market destination for these travellers. High end and niche segments could be 
targeted and incremental steps taken during the next five years to further understand and appeal to these segments: 
what products need to be on offer in the Northern Territory to attract them, what service standards do they expect 
and how do we best reach them? 

THE DISTRIBUTION CHANNELS

The operating environment is evolving rapidly, with more travellers using technology to find out about experiences 
offered by destinations.  More and more they want to book online in real time.  If we can’t provide this service, 
they are likely to choose somewhere that can.  Tourism businesses need to be able to provide this service, either 
themselves or through an online partner. 

This trend to more consumer direct activity varies between source markets, so it will be important to strike a 
balance between traditional approaches and how we move forward in the future: continually reassessing our position 
and adapting strategy as either consumers’ develop and/or traditional partners adopt online techniques. This is 
particularly important for the international market given the complexity of the Northern Territory as a destination, 
consumers’ varying levels of understanding of the distances between and disparate qualities of regional locations 
and the lack of interlining services between low cost and mainstream airline carriers for those who wish to enter 
Australia through Darwin. 
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THE ENVIRONMENT AND CLIMATE CHANGE

Climate change is impacting on business development and investment decisions around the world, resulting in a 
plethora of government and private entities entering the carbon debate.  Indeed, over recent years, environmental 
lobby groups in the Northern Territory’s core international source markets in the United Kingdom and Europe have 
even been actively discouraging long-haul travel to Australia and New Zealand.

There is evidence to suggest that consumers in these markets are increasingly aware of the contribution of aviation 
and the travel industry to global greenhouse gas emissions. In response, a number of large airlines and travel 
companies in Australia (and overseas) have established carbon offset or carbon neutral programs. Examples include 
Qantas, Virgin Blue, Europcar and World Expeditions.

Consumer research undertaken by Tourism NT in the United Kingdom, Europe, North America, Japan and Australia 
during 2007 indicated a heightened concern regarding climate change among our target market segments. The 
research indicated that, at this point in time, consumers from these markets also appear to place more importance 
on reducing the emissions associated with their daily life and question the amount of unnecessary travel undertaken 
by business people.  There also appears to be an undercurrent of cynicism regarding ‘commercial’ carbon offset 
programs - that they are used for administration rather than actually benefiting the environment. Therefore, any 
program/s offered in the NT will need to be highly credible and transparent for consumers to take up the option.

While climate change does not currently appear to be the biggest consideration for most holiday makers, it is very 
likely that more and more weight will be placed on the ‘green’ credentials of tourism destinations (including efforts 
to reduce carbon emissions) in the very near future. This trend is already noticeable in the business tourism sector. 

Yellow Water Billabong, Kakadu National Park
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SWOT ANALYSIS
The following SWOT analysis outlines the conditions, trends and factors that will either help or hinder the NT 
tourism industry in achieving the five-year vision, and has been used to help determine the strategies outlined in 
this plan.

Strengths
Iconic natural attractions and two World Heritage National 
Parks (Kakadu and Uluru-Kata Tjuta).

Unique historical and contemporary culture, especially 
Indigenous culture.

The NT during the cooler months is a welcome escape from 
a southern winter.

Significant level of infrastructure investment in the NT, 
including a new convention centre and cruise terminal in 
Darwin. 

NT tourism industry performance over the past five years 
has been sound.

Global demand for nature and culture experiences are 
growing – the NT is well placed to meet this demand.

Tourism NT has maintained an active marketing program 
and has developed branding tools to strengthen its 
marketing message.

Tourism NT’s autonomous entity alignment with DBERD 
allows for collaboration on major projects.

New and refurbished accommodation infrastructure coming 
on line.

•

•

•

•

•

•

•

•

•

Weaknesses
Lack of diverse and innovative tourism product.

Air and road access constraints to the NT due to geographic 
isolation from other major centres, and within the NT due 
to seasonal closure of roads.

Development requirements (eg; accommodation capacity, 
all weather off-site venues, service standards) in Darwin to 
meet the needs of the business tourism market.

Fragmented and geographically dispersed industry and lack 
of critical mass and linkages in tourism networks.

Visitation to the NT is still highly seasonal.

Challenges in engaging Indigenous communities.

Constraints to investment due to size of the NT, the 
distance between major centres and limited number of 
integrated businesses.

Domestic travel makes up more than two thirds of the NT 
tourism industry and this market is only expected to grow 
at a slow rate.

Lack of private investment and industry dependence on 
Government for tourism marketing and development.

•

•

•

•

•

•

•

•

•

Opportunities
Growth in independent ‘experiential’ travel, increased social 
and environmental awareness and trend towards more 
frequent short-stay trips with focus on high quality product 
and service standards.

With global economic growth predicted, people are more 
willing to spend money on discretionary items such as 
travel.

Rapid growth in outbound travel from China, Korea and 
India.

Domestic visitation to the NT is growing despite declines 
experienced across Australia.

Modest expansion in aviation capacity and significant 
growth in cruise ship industry.

Increased low cost carrier routes in Asia providing affordable 
access to Australia and the NT.

Improved business and traveller confidence due to no large 
shocks over the last two years.

Increasing use of the Internet by consumers to plan and 
book travel, and rapidly changing distribution networks.

•

•

•

•

•

•

•

•

Threats
Competition for the ‘Outback’ positioning.

Increased competition from global destinations due to open 
tourism market and growth in Asia-Pacific region.

Minimal growth in domestic travel due to rising fuel costs, 
high debt levels and reduced leisure time, coupled with 
increased outbound travel due to low cost airlines and a 
strong Australian dollar.

Difficulty in attracting skilled labour, especially in regional 
areas.

Climate change impacts on the natural environment and 
traveller behaviour.

Negative perceptions of NT destinations reinforced through 
non-tourism media and news reports, particularly issues 
associated with remote Indigenous communities.

Risks associated with war, terror and disease affecting 
international visitation have attributed to poor traveller 
confidence.

•

•

•

•

•

•

•
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LOOKING FORWARD
Key to our vision is the understanding that the NT tourism industry will never thrive by simply following the rest 
of the pack. As our industry grows, we must continually look to how we can do things in a uniquely NT way. The 
industry should develop and celebrate the NT’s unique environment and culture in a way that is attractive to both 
Territorians and visitors alike.

STRATEGY MAP

Vision A thriving, profitable and distinctly ‘NT’ industry that:

Combines the NT’s unique natural assets with innovative 
approaches and products that exceed visitors’ expectations.

Involves Indigenous people and their culture in delivering a uniquely 
NT experience.

Is recognised as the foremost destination for the genuine Australian 
outback experience.

Is built on cooperation in environmental, social and economic 
sustainability.

Develops opportunity and infrastructure for all Territorians.

Creates employment and contributes strongly to the growth of the 
NT economy.

•

•

•

•

•

•

Aspirations Improve tourism yield and profitability of our industry.

Build market strength in innovative, unique and experiential tourism 
product.

Be the leader in Indigenous tourism in Australia.

Own the outback experience segment in Australia. 

Maximize the environmental sustainability of our industry.

Be a truly e-enabled industry.

•

•

•

•

•

•

Themes Developing the unique NT experience.

Enhancing access, infrastructure and investment.

Improving skills and industry standards.

Marketing and promoting the NT experience.

Enhancing environmental sustainability.

•

•

•

•

•

Performance 
Measures

Tourism product: character, attractiveness and satisfaction with the 
NT tourism experience.

Tourism investment: development of infrastructure and facilities.

Tourism demand: numbers of visitors, average spend and length of 
stay.

Tourism in context: benchmarking performance against other States 
and Territories.

•

•

•

•
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THE IMPORTANCE OF PARTNERSHIPS

“Look outside the square always – that’s 
where you’ll find opportunities.”

[Sylvia Wolf – Tourism Top End]

In a dynamic changing and tightening fiscal environment we must think more globally and innovatively in order to stay 
ahead of the game.  By thinking, planning and working together, tourism industry members, arms of Government, 
private sector enterprises, educational institutions and community groups can accomplish goals that could not have 
been achieved alone. 

In addition to the substantial research and market analysis undertaken, a wide range of stakeholders have provided 
input and contributed to the development of the principles and strategies contained in this plan. The combined 
contribution of these important partners to the implementation of the plan will be critical to continue making a 
difference and driving our industry forward over the next five years - who we work with and how we go about it will 
determine our ultimate success. This is an industry plan, so while key partners responsible for individual strategies 
have been outlined, it is recognised that many and varied industry stakeholders may be involved in the realisation of 
the vision for the Territory’s tourism future.

Strong viable partnerships that produce lasting change are critical to the ongoing growth and prosperity of our 
tourism industry. We must engender in others the same level of commitment and buy-in towards our tourism goals 
whilst appreciating their primary purpose and business focus: striking a mutually beneficial balance is essential.  
Everyone has a role to play – Territory, Commonwealth and local Government agencies, peak representative bodies, 
industry associations, tourism operators and the community as a whole as demonstrated by the examples below. 

Indigenous tourism development will progress with the support of NT Government agencies such as DEET and 
DBERD that assist Indigenous people to develop basic capacity issues such as literacy and numeracy and other 
business readiness skills. Commercial development on Indigenous owned land will be advanced by strengthening 
relationships with NT land councils, traditional owners, and cooperation with Parks Australia and NRETA. 

Nature-based tourism is heavily dependent on strong partnerships with NRETA and Parks Australia. Tourism 
investment and commercial opportunities in parks are more likely to succeed when these partners are fully engaged 
and a shared appreciation for the needs of the land, as well as those of the consumer, is established. 

Environmental sustainability is also essential to our industry’s current and future viability. Our key partners are 
industry operators themselves, but we must work with NRETA, DCM and the federal departments of Climate Change 
and Resources, Energy and Tourism to secure long-term outcomes. 

Improved access and infrastructure cannot happen without the support of partners that have demonstrated 
commitment to the Territory such as commercial airlines, airports, rail and cruise companies.  DPI is vital to providing 
and maintaining road access and infrastructure for tourism sites across the Territory.

Industry knowledge will be enhanced not only via our own research initiatives but also through relationships with 
Tourism Australia and collaborative activities with other STOs for consumer based insights.  

A myriad of partners is essential to improvements in industry skills and standards such as DBERD and the 
Department of Immigration and Citizenship for overseas recruitment, CDU for tailored training programs and 
accreditation providers to engender confidence and trust in our products.  

Cooperative arrangements on a local level with the Alice Springs and Darwin Convention Centres are critical to 
the ongoing growth of the business tourism sector, and with Tourism Australia, AACB and ICCA to leverage 
opportunities at the national and international level. 

Tourism Australia is a critical partner for marketing and promoting our tourism products internationally.  It will 
continue to be important for the Northern Territory to work cooperatively with Tourism Australia and leverage to our 
best advantage that agency’s substantial inbound tourism marketing budget.

Our Regional Tourist Associations and Visitor Information Centres (RTAs/VICs) are integral to providing on-
the-ground support to industry members and for regional marketing and product development.  Their future role 
in assisting our tourism industry to become truly e-enabled and to deliver superior business and service standards 
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cannot be under estimated.  They too are embracing change in order to deliver better outcomes for the industry.  
RTAs and VICs are the face of coordinated destination marketing on the ground and an important feedback 
mechanism for the industry.  The way in which they distribute information needs to be innovative and seamless, and 
their aims and future direction aligned with those of the NT Government. 

Local governments are by their nature at a level where they have the closest interaction with the NT’s communities. 
As such, the role of local government in the development of tourism needs to be encouraged. Local governments in 
the Northern Territory are increasingly recognising the opportunities available through tourism so we must work with 
them to ensure that their tourism development strategies are aligned to and support development plans of broader 
regions and the Territory as a whole.

Strong partnerships with a variety of non-government organisations including Indigenous organisations, 
training providers, industry sector associations and the Chamber of Commerce are important as we rely on these 
organisations to support new and emerging tourism businesses.  These organisations are needed to foster the 
business leadership and entrepreneurship required to facilitate product innovation and the capabilities of Territorians 
to deliver on visitor expectations.  

Finally, it is important that community and non-tourism businesses appreciate the importance of the tourism 
industry and feel empowered to contribute to the industry’s development, especially as the new type of traveller is 
increasingly looking for local and community engagement. A range of businesses benefit from visitors to the Territory, 
not just those who experience the direct spin-offs such as restaurants, transportation providers and retail outlets. A 
host of companies who provide goods and services which are later consumed by tourists (eg; food producers, cleaning 
companies) profit indirectly. Growth in tourism is dependant on high quality products and service standards for every 
aspect of a visitors’ experience in the Territory.

Injalak Arts Centre, Gunbalanya (Oenpelli)

Partnerships 2008-2012
*	 Collaboration
*	 Alignment
*	 Mutual Benefit
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DEVELOPING THE UNIQUE  
NT EXPERIENCE

Strategy Milestones Responsibility

Develop a suite of Signature Experiences that 
personify the NT and act as a drawcard to attract 
target market segments. 

Commence Jan 2008 Tourism NT
Industry partners

Identify innovative ways to establish authentic 
and sustainable Indigenous tourism enterprises, 
and encourage increased employment of 
Indigenous Territorians in the mainstream 
tourism industry.

Indigenous Tourism 
Developmental Program
Dec 2008

Industry partners
Representative Indigenous 
organisations
Traditional owners
IBA
Tourism NT
DBERD
NRETA
Parks Australia

Identify and encourage the development of new 
tourism experiences in national parks consistent 
with sustainability principles and destination 
integrity.

Ongoing Tourism NT
NRETA
Parks Australia

Develop and expand areas of niche specialisation 
to attract special interest travellers and 
encourage regional dispersal. 

Review of ‘Special Interest’ 
product developments
Dec 2008, 2009, 2010

Industry partners
Tourism NT

Maximise heritage and history assets, and 
festival events, by clustering and cross-
promoting complementary experiences.

Review Dec 2009, 2010, 2011, 
2012

Industry partners
Tourism NT
NRETA

Undertake and encourage innovative research to 
inform future strategic tourism development.

Research agenda developed in 
2008 and reviewed annually

Tourism NT
DBERD
CDU
Industry partners

Develop the industry’s capacity to service the 
needs of the business tourism market.

Ongoing Tourism NT
DBERD
DCC
ASCC 
Industry partners

“The future of NT tourism is fundamentally 
linked to the natural and cultural attractions 

of our national parks.”

[Graham Phelps – Department of Natural Resources, 	
Environment and the Arts]

1
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STRATEGIC CONTEXT

The Northern Territory is not a mass tourism destination. We will be competitive based on maintaining and building 
on our reputation for unique experiences and quality that pervades the entire industry. We must think creatively, 
innovatively and collaboratively to develop new products and enhance existing ones. From accommodation to visitor 
attractions to conference venues to eating places, we need to ensure our tourism offer is appealing to potential 
visitors, whether leisure or business, and then exceed their expectations. 

Essential to developing the unique NT experience is a true understanding of who we are targeting, what they want 
and the price they are willing to pay for it. The Territory’s ideal visitor types are Spirited Travellers (domestic) and 
Experience Seekers (international), and are found in a broad range of travel groups. 

We know that ‘nature’ and ‘culture’ motivate Spirited Travellers and Experience Seekers. Given the Territory has 
an abundance of natural and cultural assets we are well placed to attract these travellers. However, as they are 
also being pursued by other destinations offering similar experiences, we need to present a compelling point of 
difference so our products are chosen above others. 

Our compelling point of difference will be the way we design and deliver experiences so that all product 
development reflects (as far as practical) what the consumer is looking for. For example, if building or enhancing an 
attraction, elements of interactivity, information exchange and the natural or cultural context for its existence should 
be incorporated because we know our ideal travellers want opportunities to learn and truly immerse themselves in 
the destination. To complete the package, visitors must get a taste of the NT’s distinctive personality which means 
developing the skills and capabilities of our people to deliver high standards of service so that we delight them (refer 
Theme 3 – Improving Skills and Industry Standards).

We need to maximise our strength as a nature and culture destination and foster innovative product development 
centred around environmentally and culturally sustainable experiences:

engaging with authentic Indigenous culture.

exploring captivating nature.

discovering Australia’s genuine outback.

contributing to responsible tourism.

As the Territory’s lead marketing body, Tourism NT will promote these Signature Experiences globally with the aim 
of building a distinctive, credible product portfolio and marketing platform.

CULTURE

Indigenous …

Indigenous culture is a major drawcard for a large proportion of international tourists as well as a significant number 
of domestic visitors.  Recent research� shows these consumers want to observe Indigenous art and painting plus learn 
about Indigenous belief systems and their relationship to the land.  While there is a small section of the market that 
is interested in fully immersive Indigenous cultural experiences, there is a much larger proportion looking for easily 
accessible, affordable but still authentic and engaging experiences. There is also a need to better educate visitors 
about Indigenous history, customs and culture prior to visiting the Northern Territory and during their visit, including 
information provided through visitor information centres, accommodation establishments and attractions. 

Indigenous experiences provide a great opportunity to grow tourism in the NT, not only in terms of cultural aspects 
but also because a significant amount of the Territory’s natural assets are located on Indigenous owned land.  
Tourism is one of the few industries that can provide sustainable economic and social independence for Indigenous 
people through jobs, education, training and business ownership. It is also one of the few industries that has the 
potential to provide economic opportunities in remote parts of the Territory.

Facilitating the development of Indigenous tourism product and taking that to market in a culturally appropriate way 
will continue to be a major focus. Tourism NT has already identified over 100 Indigenous products and experiences 
currently available in the NT, and interest has been expressed by a number of Indigenous communities wanting to 
establish tourism businesses. 

�	 CDU’s Product Assessment 2006 and Tourism NT’s Indigenous Experiences Research 2007.

•

•

•

•
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Engaging Indigenous people in tourism is complex and requires careful planning, cultural awareness and open 
and honest consultation. Once established, it requires sensitive management, ongoing education, mentoring and 
patience. It is unrealistic to expect rapid advances in this area. What we can do over the next five years, however, 
is take incremental steps to create a solid foundation upon which to achieve authentic and sustainable Indigenous 
tourism for the future. We can do this by working collaboratively, particularly in partnership with Indigenous 
organisations and traditional owners, to identify innovative ways to:

Facilitate joint-ventures between investors (preferably established tourism operators) to develop product in 
partnership with traditional owners with the aim of fully transferring ownership and operations to traditional 
owners after a fixed term.

Secure long-term leases on Indigenous land to enable non-Indigenous owned tourism enterprises to operate 
in tandem.  Reliable tenure on Indigenous land impacts the decisions of investors and is an issue of strategic 
importance for the tourism industry.  

Develop practical tools to guide Indigenous people and non-Indigenous operators and/or investors on how to 
work effectively together.   

Educate Indigenous people about the tourism industry, its structure and complexity and build their capacity to 
undertake tourism ventures. This is critical as some communities may choose another industry over tourism 
because they might view it as easier and lower risk. 

Encourage increased employment of Indigenous Territorians in the mainstream tourism sector (ie; 
accommodation providers, hire outlets, retail etc). 

Develop niche experiences by linking a range of emerging Indigenous products within a specific region or 
according to a particular special interest.  For example, ‘Aboriginal Art Trails’ links art centres to other art-
based experiences, Conservation Projects link to other environmental organisations. 

Work with Territory and Commonwealth agencies to coordinate appropriate resources to support enterprise 
development. 

History, Heritage, Festivals …

The Territory has a rich history and heritage that complements our primary tourism strengths, particularly our 
pioneering, World War II and multi-cultural origins. 

As our historical and heritage assets are scattered throughout the Territory, they generate regional dispersal and 
provide context for themed drive routes. Government investment in major projects such as the proposed Defence 
of Darwin Museum will enrich our asset base and can be used as a centrepiece from which to promote other 
related experiences. Opportunities lie in clustering products and working together to coordinate collaborative and 
complementary promotional activities. 

Festivals provide opportunities for visitors to experience the richness, depth and diversity of cultures in the Territory. 
They can also assist in addressing seasonality issues if the tourism industry works with organising entities to 
convene unique events in the shoulder and low seasons. Such festivals could be key features in seasonal campaigns 
such as the ’Darwin Tropical Summer‘ and the ’Red Centre Way‘.

NATURE-BASED TOURISM

The other cornerstone of our tourism foundation is the Territory’s natural assets.  The range of interactive nature-
based experiences that attract our ideal visitors range from appreciation of nature (eg; bird-watching, photography) 
to soft adventure (eg; hiking, canoeing, fishing) and fully immersive eco-tourism experiences (eg; coastal 
management programs, eco-lodges designed to leave a minimal environmental footprint). 

To stay competitive, a diverse range of nature-based experiences is needed, catering for our visitors’ differing 
desires.  Infrastructure and facilities in natural surrounds will also be required to provide a balanced menu of options 
and supporting tourism products for our customers - these might range from permanent camping grounds, to 
walking huts along iconic walks, to luxury tented accommodation and wilderness lodges.  

The Territory’s network of parks and reserves are critical to tourism so in addition to improving general facilities 
and amenities within these areas for tourists, we also need to pursue opportunities for tourism infrastructure 
development. Innovative and alternative ways of funding, developing and maintaining parks may need to be 
identified to support this process. Sensitivity to issues of sustainability and destination integrity will also be 
required.

•

•

•

•

•

•

•
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Alternative models for funding park infrastructure and maintenance have already been tried and tested in other parts 
of Australia and New Zealand. For example, in Tasmania a tourism business has negotiated to lease several areas 
within a National Park, with lease payments being used for maintaining visitor amenities within that park. We can 
learn from these examples and adapt them to the Territory context. 

An issue of increasing importance and impacting on consumer travel behaviour is climate change. A competitive 
advantage for the Territory is to demonstrate that it is cognisant of, and responsive to, this issue (refer Theme 
5 – Enhancing Environmental Sustainability).  To reinforce this, facilities and amenities in our nature parks and 
reserves should reflect the Territory’s ‘green’ credentials.  Therefore, ‘climate-friendly’ power generators, waste 
disposal systems and water conservation are encouraged.

NICHE PRODUCT

Developing new areas of niche specialisation is important for regional dispersal. Niche products are designed to 
attract people who travel for special interest or with a particular purpose in mind, and often offer higher yielding 
rates of return. Although “niche” is specialised it has a broad scope for application and ranges from holidays for 
people who want to give back to the world (eg; community projects, habitat conservation) to people who want to 
learn through active involvement (eg; working cattle stations) to nature enthusiasts (eg; bird watchers) to purveyors 
of fine art (eg; Indigenous art trails). This presents a good opportunity for the tourism industry to work with 
parks agencies to supply paying holiday makers for the purpose of assisting in conservation and land management 
programs. 

Creating the Experience 2008-2012
*	 Signature Products
*	 Compelling Point of Difference
*	 Indigenous Engagement

Bamurru Plains, Mary River flood plains
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ENHANCING ACCESS AND 
INFRASTRUCTURE INVESTMENT

Strategy Milestones Responsibility

Attract new investment to deliver more uniquely NT 
accommodation styles.

Attraction Investment Action Plan 
developed Dec 2008

Ongoing

Tourism NT, DPI, DOJ, NRETA
Accommodation providers
Major investors

Strengthen strategic partnerships with airlines and 
lobby the Australian Government for more favourable 
aviation regulations and policies for airports in the 
Northern Territory.

Aviation strategy released 2008
Implementation 2008-2010
Review and update strategy in late 
2010

DBERD
Tourism NT
NT Airports
Airlines

Promote Darwin and the Top End as a distinctive cruise 
destination with world-class facilities, and encourage 
cruise passengers to undertake pre and post touring in 
Northern Territory destinations.

New cruise terminal opened 2008  

Ongoing

Tourism NT
Darwin Port Corporation

Provide regular feedback on tourism priorities 
regarding road infrastructure.

Annually via established processes Tourism NT
DPI
NRETA

“We must strike a balance between tourism 
interests and the commercial sustainability of 

services by airlines”
[Rob Gurney – Qantas]

STRATEGIC CONTEXT

The Northern Territory is considered remote for both our domestic and international holiday and business tourism 
markets.  Our major tourist attractions are spread over a large area, meaning visitors have to travel considerable 
distances to access the range of attractions on offer.

Efficient and effective access for both domestic and international visitors to and within the Territory is vital for the 
continued development of our tourism industry.  We need to continue our efforts on expanding and promoting the 
range of affordable transport options available to visitors including rail, cruise, air and road-based transport.

AIR ACCESS

The aviation industry has undergone massive change in the past five years, especially with the expansion in the low 
cost airline model globally, but also with airline rationalisation and the gradual liberalisation of the aviation industry. 
Technological advances, such as the development of the Airbus A380 superjumbo and Boeing 787 Dreamliner, are 
presenting significant opportunities for the tourism industry as travel patterns and behaviour continues to change. Our 
ability to respond, adapt to and influence these changes will remain a key strategic driver in growing our tourism industry.

We need to continue our pursuit for new routes from established and emerging markets by demonstrating and 
highlighting opportunities to airlines. This will involve undertaking a range of proactive aviation development 
activities such as presenting business cases to airlines, encouraging strategic charters and providing marketing 
support to ensure new services are sustainable over the longer term and provide real benefits for our tourism 
industry. This requires both private sector and Government working together to attract new airlines.  

At the same time we need to build on and support existing airlines who have demonstrated a commitment to the 
Territory by maintaining and growing their operations. Competition is important in terms of providing choice for 
travellers and cheap airfares, but it will need to be balanced against the sustainability and continued viability of 
existing routes. This will be achieved by strengthening our partnerships with airlines, working cooperatively with them, 
monitoring the performance of routes and working to minimise regulatory barriers to airline expansion in the Territory.

2
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CRUISE SHIPPING

The global cruise shipping industry continues to record strong growth buoyed by steady demand globally. The 
popularity of Australia as a cruise shipping destination has increased over recent years, with the number of cruise 
ships visiting Australia increasing by 25% in 2006-07 alone.

The Darwin Waterfront Development includes a new $5 million cruise terminal and upgrades to the Fort Hill Wharf. 
The new terminal will provide an improved arrival experience for cruise visitors, while meeting current international 
security requirements.

Encouraging more cruise ships to Darwin will be critical in realising the full potential of this substantial investment 
and will require suitable product to be developed for the cruise market in-line with that outlined in Theme 1. 
Encouraging pre and post touring in the NT by cruise ship passengers arriving or departing Australia in ports other 
than Darwin is also an important part of our strategy to capitalise on the potential of this sector.

ROAD INFRASTRUCTURE

Suitable road infrastructure is critical for visitors to access national parks and other major natural tourist attractions.  
Improving visitor access to key attractions by developing touring loops through regions of interest, such as Red 
Centre Way and the northern access road to Litchfield, reduces the need for backtracking and increases visitor 
exposure. This is especially important for regional dispersal as ‘fly-drive’ travel grows in-line with the increased 
popularity and growth of low cost airlines.

While all-weather, year-round road access to key tourism sites across the Territory is ideal, the considerable 
investment required for such an undertaking means this will continue to be an aspirational goal. Therefore, as an 
industry, we need to objectively consider what needs to occur over the next ten years from a tourism perspective, 
and clearly communicate those priorities during consultations for road funding. While formal and informal 
mechanisms already exist to discuss tourism priorities, consumer research and regular analysis of visitor travel 
patterns would further assist in presenting an objective case. 

ACCOMMODATION AND INFRASTRUCTURE INVESTMENT

While many of the NT’s target markets are driven by natural and cultural features, the quality of infrastructure 
and accommodation is important to their overall satisfaction. Research undertaken by Tourism Research Australia 
in 2007 identified a general lack of accommodation in Australia that represents value for money and displays 
character. Many of the NT’s existing hotels and motels need refreshing and there is little by way of personalised 
accommodation (such as hosted station stays and ‘green’ lodges) in the NT. 

The evolving traveller is increasingly looking for accommodation with individuality, character and a distinctly 
local feel, as well as comfort and quality fittings.  We will need to work together to develop more uniquely ‘NT’ 
accommodation styles that appeal to Spirited Travellers and Experience Seekers, helping differentiate the NT 
experience from the rest of Australia.  A product gap identified by Tourism NT is appropriately themed experiential 
accommodation such as wilderness lodges in key locations – we need more immersive nature experiences, similar to 
those offered at Kings Canyon Wilderness Lodge and Bamurru Plains, while being mindful of the need to maintain a 
diverse range of accommodation options. 

There is currently considerable investment in hostel, hotel and service apartment accommodation in Darwin and in 
hostel accommodation in Alice Springs.  Some of these developments will provide a higher quality of product than 
was previously available. However, refreshment is still needed in other areas of the accommodation sector and in 
other areas of the Territory.

Attracting investment from major national and international accommodation providers remains an ongoing focus 
for Tourism NT. These large investors can deliver a style of accommodation in the Territory not possible for small to 
medium enterprises and help drive tourism growth through their own marketing channels. However, investment in 
new tourism accommodation, particularly in regional areas, is challenging and prohibitive in many instances due to a 
lack of basic infrastructure such as access to water and electricity.

Tourism NT will work with relevant agencies and partners to develop an action plan to attract investment in tourism 
accommodation and infrastructure. The plan will outline practical measures to fast-track the investment decision 
making process whilst also serving as a mechanism by which to attact a greater pool of potential proponents. 
Approaches undertaken in other parts of Australia, such as the Landbank initiative in Western Australia, will be 
considered.
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BUSINESS TOURISM

Business tourism is travel undertaken for the purpose of attending or participating in a convention, meeting, 
exhibition or incentive, and is potentially higher yielding than leisure tourism.  Business tourism offers us an 
opportunity to flatten seasonality peaks by targeting business events held in the shoulder and low seasons. It also 
assists in developing business cases with airlines carriers for increased capacity or changes in scheduling – as 
evidenced by occasions when Qantas has put on larger planes to Alice Springs to accommodate large delegate 
numbers from the east coast. 

Business events do not simply provide revenue for the mainstream tourism industry (eg; hotels, off-site venues, 
touring operators, local attractions, airlines), but are also an important revenue generator for other industries (eg; 
primary producers, catering suppliers, local bars and restaurants, retail shops, taxis, local performers, sound and 
staging companies). 

Globally business events are an estimated US$280 billion industry with significant international growth experienced 
over the last ten years. It is estimated that the Territory currently captures less than 2% of business tourism events 
held in Australia. However, with the new Darwin Convention Centre and its 1500 delegate capacity opening in mid 
2008, in addition to the positively performing Alice Springs Convention Centre, business tourism is a growth sector 
for the Territory. Key to success, however, is appropriate accommodation infrastructure to support demand and a 
professional tourism industry to deliver the standard of products and services expected by the business visitor.   

Business tourism requires a long-term approach and commitment as conference and convention organisers make 
decisions about where to hold their events up to three or five years in advance.  Therefore, the work we do today will  
reap financial benefits several years in the future.  

Developments and Challenges …

The new Darwin Convention Centre will significantly boost opportunities for tourism and other industries in the Top 
End - similar to the experience had in Central Australia with the Alice Springs Convention Centre. A major challenge 
though is that Darwin-based businesses currently have limited experience in servicing this market. To induce market 
growth and provide benefits for the Top End, we must work together as a destination and foster the right approach 
in terms of committing long-term accommodation allotments at value for money prices, provide easy access to and 
around the city and ensuring the appropriate standards of accommodation and services expected by this market.  
Further investment in infrastructure such as four and five star accommodation and all-weather venues in which to 
host off-site dinners and functions for large numbers of people (ie; 500 or more) is highly desirable.

The Alice Springs Convention Centre has the capacity to host up to 1200 delegates, but the accommodation supply 
of Alice Springs itself often precludes securing conferences of this size.  The development of additional four or five 
star accommodation within one kilometre of the Convention Centre would assist in realising its full potential. 

Investment Growth 2008-2012
*	 Proactive Approach
*	 Innovative and Visionary
*	 Variety and Choice
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IMPROVING SKILLS AND  
INDUSTRY STANDARDS

Strategy Milestones Responsibility

Inform and educate the tourism industry 
about consumer expectations and market 
trends, including facilitating annual 
industry forums. 

Forums to be held in Darwin and Alice 
Springs on an annual basis

Tourism NT
RTAs

Identify innovative ways to bridge skills 
shortages and up-skill and retain staff 
resources.  

Review June 2008, 2009, 2010, 2011, 2012 Tourism NT
DBERD
DEET
CDU
RTAs
Industry partners

Develop an NT Tourism Standards Program 
to implement a multi-faceted approach to 
standards improvement.

2010 Tourism NT
RTAs
Industry partners

“No accreditation, no operation!”
[Peter Grigg – Tourism Central Australia]

STRATEGIC CONTEXT

We all know the Northern Territory is blessed with an abundance of natural beauty, however, deficient business 
practices and poor customer service will take the shine off even the best visitor experience. Happy visitors are more 
likely to spend more, stay longer, return for another visit and become ambassadors. Providing tourism experiences 
that meet global standards is the responsibility of the industry as a whole – we need to know what our visitors 
expect and deliver this through high levels of customer service and professional business practices. 

UNDERSTANDING VISITOR EXPECTATIONS

We need to ensure visitors to the Northern Territory have a wonderful time: that they are surprised and delighted by 
their experiences so they will come back for a repeat visit and recommend us to friends and family.  Understanding 
who our customers are and what they want will help us achieve this aim.

Tourism is a complex system. Consumer trends are changing rapidly and the travel industry is being re-defined by 
technological advancements. Understanding social, environmental and economic trends will help our industry to 
succeed and give us the edge over our competitors.

Reliable data and research is fundamental to meeting this challenge because it allows us to be strategic in the 
way we reflect on our past performance and plan for tomorrow. It provides the lights to guide us through an 
unpredictable future with confidence.  While the framework of our research strategy already exists, it will be 
important to strengthen and refine it over the coming years.

To help inform operators of the latest research, Tourism NT will facilitate annual industry forums in both Alice 
Springs and Darwin, providing an opportunity for strategic partners such as Tourism Australia, airlines, specialist 
experts, tourism researchers and industry colleagues to discuss and debate trends and issues. 

Tourism NT can work with suppliers to undertake research projects into consumer expectations and market trends, 
and to disseminate these findings and insights. However, these insights will only deliver outcomes if tourism 
operators contribute to these projects (where appropriate) and attend industry forums to better understand evolving 
market requirements and external factors impacting on their business. 

3
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PEOPLE AND SKILLS

Customer service impacts on profitability of the entire industry. We need to set quality standards, encourage uptake 
of training and think laterally to find solutions to our skills shortage.

As a service-based industry, tourism is labour intensive and has a workforce characterised by:

relatively younger workers compared to other industries.

more casual and part-time workers.

a high proportion of occupations requiring minimal formal educational qualifications.

large amounts of informal on the job training.

high staff turnover due to seasonal requirements and transient population.

7 day, 24 hour working requirements.

lower than average weekly earnings.

Given the long hours and less favourable conditions compared to other industries, employment in tourism is often 
viewed as ‘a job you do before you get a real job’. Despite this, there are within the Territory’s tourism industry a 
significant number of people whose passion and commitment has made our industry what it is today – we need 
more of them! 

Strong economic growth over the last decade has seen unemployment fall to historically low levels.  This sustained 
period of high growth, particularly within the mining and resources sector, has absorbed most of the labour force, 
meaning there is only a small pool of workers to drive continued expansion of the tourism industry. 

According to the 2006 Census, approximately 53,600 people or 28% of the Territory population is Indigenous.  
Only 33% of Indigneous Territorians who are of working age are employed, compared to 60% for the NT population 
overall, which means that employment participation rates by Indigenous Territorians are significantly lower than 
the rest of the population. Indigenous people present a potential long-term resource and asset to our industry, 
although it must be recognised that many of these Indigenous residents are located in remote locations whilst the 
job opportunities are mainly in the urban areas.

We need to position tourism as an industry of choice for workers, provide opportunities for staged entry, explore 
opportunities to engage more Indigenous Territorians in mainstream operations, look beyond our shores to recruit, 
up-skill our existing employees and do better at retaining staff within our industry. Together we must explore ways 
to:

Engender the appeal of tourism while our future workforce is still at school and considering future careers 
– including offering attractive traineeship and apprentice opportunities.

Consider ways by which to attract mature age workers, particularly those who may be travelling themselves 
and looking for short-term work. 

Identify competencies needed now and for the future (eg; technologically savvy, language skills) and work 
with training institutions to tailor industry based programs to meet these needs. 

Deliver training programs at times and in ways that suit the size and make-up of our industry – so that small 
to medium enterprises can take up these opportunities without worrying about how absences will impact on 
the ability to continue business operations. 

Increase the employment of Indigenous Territorians in mainstream tourism. 

Leverage migration and overseas employment programs approved by the Commonwealth Government.  

Explore portability arrangements to enable employees (or trainees) to move between employers or regions 
without loss of accrued entitlements, thus enabling them to increase their knowledge of the NT and skills 
base whilst broadening career prospects.  

Investigate reciprocal arrangements with interstate tourism operators whose peak season requirements differ 
to the NT and may be conducive to the cross-border sharing of staff. 

•

•

•

•

•

•

•
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•
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INDUSTRY STANDARDS

Most holiday decisions are influenced by personal recommendation.  We want to make the Northern Territory a 
must-visit, must-return destination: so we need to ensure we get the service, quality and value for money elements 
right. Professional business operations and friendly service must be the norm that visitors can rely on and will be 
factors which will distinguish us from our competitors. Tourism is everyone’s business, so businesses of all kinds 
have a role to play in making the Northern Territory a destination of choice.   

Visitors to the NT expect a basic level of cleanliness, quality and consistency, and for businesses to behave 
professionally. Advertising and promotional material should be accurate and not misrepresenting the product on 
offer. Complaints should be dealt with swiftly and professionally, and Government regulations must be enforced. As 
an industry we need to commit to these fundamental business standards, and to continuous improvements, so that 
visitors want to return to the Territory and our reputation is not tarnished.

Tourism accreditation programs are an excellent tool by which to achieve minimum standards and a structured 
approach to business operations. There are a number of voluntary accreditation programs, however, uptake of these 
programs has been limited. If we’re serious as an industry about improving and delivering quality experiences, then 
we need to get serious about accreditation and provide strong incentives for operators to gain sector appropriate 
accreditation. 

While a concerted whole of industry effort is needed to increase quality and tourism standards, Tourism NT will lead 
the charge by implementing a multi-pronged program  that aims for continual improvement and incorporates both 
accreditation and training.  Additionally, Tourism NT’s marketing and promotional activity will, over time, be geared 
towards tourism businesses that are accredited.  

Memorable Encounters 2008-2012
*	 Market Understanding
*	 Skills Development
*	 Pervasive Quality

Art Gallery, Alice Springs
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MARKETING AND PROMOTING THE  
NT EXPERIENCE

Strategy Milestones Responsibility

Build the online and digital capability of the NT Tourism 
Industry to enhance the distribution and promotion of 
NT tourism experiences and products.

July 08 and annual review Tourism NT
TD/VICs
DBERD
RTAs

Strengthen and align the NT’s destination marketing 
campaign under the Share Our Story banner to deliver 
highly targeted and integrated consumer marketing 
campaigns in key global markets. 

Annual review Tourism NT
Industry Partners

Promote a suite of Signature Experiences to strengthen 
the NT’s position in the global marketplace to 
differentiate the NT’s nature and culture positioning.

July 08 and annual review Tourism NT

Ensure NT products and experiences can be booked 
easily by trade and consumers. 

July 08 and annual review Tourism NT

Undertake a program of consumer focussed research 
to assist with refining the NT’s strategic marketing 
approach, including specific research into emerging 
markets (such as China) and target segments.

July 08 and annual review Tourism NT
Tourism Australia

Develop awareness and appeal of the NT as a business 
tourism destination. 

Ongoing Tourism NT
DCC
ASCC 
Industry partners

Promote experiences to special interest travellers, 
particularly those that encourage regional dispersal.

July 08 and annual review Tourism NT
CDU
MAGNT
Parks Australia
DEWR
Tourism Australia
NRETA
Representative associations

Leverage the National Landscapes program to enable the 
Red Centre and Kakadu to be marketed amongst the best 
of Australia’s natural and cultural assets.

Review July 2008 Tourism NT
Parks Australia
Tourism Australia
NRETA

 “Pivotal to future marketing success is 
continually evolving our online and campaign 

strategies.”

[Maree Tetlow, Tourism NT]

4



| 32	 Five Year Tourism Strategic Plan

STRATEGIC CONTEXT

The customer centred word of travel has truly arrived with consumers demanding and searching for unique travel 
experiences, tailored to their needs and offering transparent pricing. Those successfully responding to this shifting 
paradigm are moving away from packaging products to “wrapping up” experiences, and leveraging advances in digital 
and online technology to communicate and transact in real time with the customer.  

The rate and speed of change is resulting in unprecedented levels of consolidation and integration across the travel 
distribution system. Travel businesses and the more traditional distribution players have to make hard decisions 
about the type of business and value proposition they need to offer to remain relevant.  

As the full consumer cycle (ie: from raising awareness to actual visitation) can’t be controlled entirely on the 
Internet, strategic alliances with non-traditional and third party distributors (eg news and media based companies) 
are increasing in importance because so many players are trying to offer consumer direct information and booking 
interfaces. Consumers are time-poor and constantly bombarded with a plethora of information from various 
industries trying to sell them products. Consumers need to be able to cut through the clutter and easily find what 
they want to buy. There is an opportunity for the traditional trade to diversify their business models and develop 
unique online services to make life easier for consumers.

TECHNOLOGY AND CONVERGANCE

Technology is becoming more and more important, requiring a shift in focus from promotion to the travel trade to 
promotion direct to consumers. In saying so, however, a carefully considered transitional strategy is needed in order 
to reflect consumer confidence in individual markets and incrementally adjust this approach as markets develop. 
For example, in the USA, use and confidence with using the Internet for researching and booking travel is very 
high compared to France and Italy where confidence with the security of online travel bookings has restricted the 
penetration within these markets.  Also, in Asia the rise of low cost airline carriers is positively impacting the use of 
consumer direct bookings via the Internet, although the rate of direct bookings still makes working with the travel 
distribution system important. 

Technology is also changing the way travellers expect to experience their trips. Already travellers are accessing 
the Internet wherever they go, through mobile devices. Increasing numbers of travellers are, therefore, accessing 
information once they’ve arrived at a destination to find directions, restaurants, accommodation and attractions. 
Travellers are also booking elements of their travel post arrival.  In this changing world Visitor Information Centres 
that offer technology based information and real time booking technologies are becoming increasingly important.  
Therefore, aligning and ensuring consistency of information is communicated to travellers about the NT and its 
products pre and post arrival is critical.  

Before the trip WOO them!

During the trip WOW them!

After the trip WOM� them!

Our overall electronic distribution strategy must focus on providing comprehensive information and booking 
capabilities whilst at the same time providing the same level of service on the ground throughout the Territory. 
In short, we must embrace e-marketing and e-commerce.  There is a need for higher level coordination between 
Tourism NT and Visitor Information Centres to ensure this occurs.

To succeed and provide the NT with a substantial competitive edge, all operators must as an absolute minimum 
have web capacity that enables consumers to readily find them and to transact in real-time online, either direct or 
through a distribution partner. 

MARKETING CAPACITY

Our local industry mainly comprises small to medium sized enterprises that employ less than 20 staff and/or have 
a gross annual turnover under $5 million. There are very few big players with the financial capacity to substantially 
contribute to the strategic marketing of the Northern Territory. Therefore, our industry relies significantly on 
Tourism NT to do this and will continue to do so for the foreseeable future.  In light of this, Tourism NT must 
continue to find economies of scale in the development and implementation of marketing campaigns and projects.

�	 WOM = Word of Mouth

•

•

•
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In 2004 Tourism NT changed the look and feel of its branding platform to better target the NT’s ideal visitor in 
response to changing global trends and stiffening competition from nature and culture based destinations such 
as New Zealand, Tasmania and South Africa. The new market segmentation approach used to identify the ideal 
visitor is based on psychographic factors (ie; personal motivations and emotional needs) rather than the traditional 
approach of segmenting by demographics (ie; age, sex and income) and/or holiday behaviour (ie; drive market, 
backpacker, touring group). 

TAKING THE BRAND TO MARKET

The refreshed branding platform, which is underpinned by the tagline ‘Share Our Story’, has realised significant 
benefits for Territory tourism but we now need to build on this to ensure continued success beyond tomorrow. 
We need to constantly ask ourselves how can we do things smarter, how do we shout louder than others to get 
in the face of the consumer, how do we make our product stand out and compel people to buy it? This requires a 
global outlook and an integrated approach across all activities, as well as a marketing strategy built around a strong 
brand and a product portfolio that reflects what visitors want to buy.  Tourism NT has already begun to align core 
marketing and communication messages across all key markets to make more effective use of limited resources 
and produce greater results.  Forging relationships with global partners that align with our brand and campaign will 
remain a focus for Tourism NT. 

Signature Experiences ….

The aim is to establish a world-renown reputation as the place to have unique experiences, the standard and quality 
of which you can’t get elsewhere. A diverse range of tourism products and services can be ‘wrapped up’ as signature 
experiences, but gaining traction in the highly competitive global marketplace will entail featuring specific products 
in integrated campaigns in the first instance. Once consumer interest has been secured, linkages to surrounding 
products and services can be made in order to expand the menu of choice, thus enabling the consumer to tailor 
experiences to suit individual travel needs.  

In leading the way, Tourism NT will identify and promote a suite of signature experiences that reflect the core 
attributes of nature and culture, and differentiate the Territory from other destinations, increasing its appeal as a 
must-visit destination.  

The current experience themes identified for further development are:

engaging with authentic Indigenous culture.

exploring captivating nature.

discovering Australia’s genuine outback.

contributing to responsible tourism.

As a potential example, experiences in Central Australia might incorporate the National Landscapes program which 
seeks to market experiences that represent the ‘best of the best’ natural or cultural assets and which appeal to our 
target segments.

Niche Approach …

Complementing the ‘signatures’ platform and key to stimulating new markets and growing overall market size 
(rather than just stealing share from other destinations) is a niche marketing approach. The Northern Territory 
is a niche travel destination – that is to say it is not a mass tourism destination.  The Northern Territory’s niche 
marketing approach will target people who travel for special interest or with a particular purpose in mind (for 
example Indigenous art seekers, environmental conservationists, volunteer travellers, bird watchers, photographers), 
and provides us with the opportunity to enhance the appeal of the Territory by creating value-adding (potentially 
higher yielding) experiences that differentiate us from the rest of the pack. The challenge for the Territory is to 
think laterally and offer unique experiences that others don’t – experiences and/or events that will compel potential 
travellers to journey to the Territory. 

Trends indicate social consciousness is on the rise within the NT’s core source markets such that people 
are becoming more aware of issues impacting our planet and desire to be more responsible in terms of how 
their behaviour contributes to the situation. Responsible travel is core to their decision making, driven by 
interest not destination they are looking to connect to a cause that can be offered through our experiences. 
Passion + Purpose = Profit!  Therefore, it is timely to not only encourage opportunities for volunteerism in 
the Territory, but also to establish and promote the Territory’s ‘green’ credentials so that these people see our 
destination as being responsible and actively working to protect the environment.   

•

•

•

•
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The size of niche markets and communication methods used to reach them will differ country by country, but clever 
use of technology and online forums will be standard for all.  In developing and marketing niche experiences to these 
enthusiasts, we need to look outside the traditional distribution network to boutique travel agents, membership and 
special interest clubs, and alumni organisations. 

Tactical Approach …

Brand marketing is about building and increasing knowledge of the Northern Territory as a tourism destination, 
and fostering intent amongst consumers to actually visit the Territory one day. Integral to converting interest into 
visitation is tactical activities that create urgency to travel. 

Given the increasing importance of technology, partnering with entities that have online transacting capacity and 
the flexibility to adapt in line with changing consumer trends, as well as a genuine interest in selling the Northern 
Territory will be vital going forward. Tourism NT’s tactical arm, Territory Discoveries, will be reconsidering its own 
business model and identifying how it can provide value-adding services to the industry in order to secure effective 
and appropriate distribution of NT operator products and offerings. We will benefit from a coordinated distribution 
strategy that ensures the full range of NT operator products and experiences are available to and can be sold by 
trade and direct to consumers.    

We need to work together and fully integrate all activities to ensure that every encounter that a visitor has in the 
Territory reinforces our position as a leading nature and culture destination.  

Business Tourism …

The way in which we market business tourism is very different compared to leisure tourism. Business tourism is still 
very much a business to business relationship – it involves networking and connecting with the right people that 
get a destination in the decision makers’ consideration set.  Word of mouth recommendations rate very high, so the 
importance of ensuring a professional and seamless experience for the business visitor cannot be underestimated. 
Technology too is rising in importance, particularly for communicating key messages and ensuring information on 
our capacity to host business events can be easily found.  

From a business tourism perspective, it is a challenging environment in which we operate. A number of competing 
destinations are offering cash incentives to secure business events, and various convention centres around the globe 
are now promoting their ‘green’ credentials to attract the environmentally conscious traveller.  Our challenge is to 
attract business by leveraging the emotional pull of the Territory under the tag line of ‘Extraordinary Meeting Places’ 
and demonstrating that we are an environmentally friendly destination that provides value for money experiences.

Other strategies to attract the business tourism market include collaborative partnerships with select destinations 
within Australia that have the capacity to host events on a much larger scale than we can in the Territory. For 
example, in 2009 Melbourne will open a 5,000 seat six green star rated convention centre – a very attractive option 
for the international market. If we work with Melbourne to bid for an event by offering the chance to hold a satellite 
meeting in the Territory in order to study a theme of particular interest to that group, then both destinations will 
benefit.  

The Territory, due to its proximity to Asia, has a competitive edge over other Australian destinations to appeal not 
only to the Asia Pacific market, but also to develop an Asian component to domestic conferences making them more 
attractive to delegates and adding depth to the meeting experience. 

Compelling Marketing 2008-2012
*	 E-enabled Industry
*	 Effective Distribution
*	 Integrated Global Campaigns
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ENHANCING ENVIRONMENTAL 
SUSTAINABILITY

Strategy Milestones Responsibility

Minimise the impact of tourism on the environment through 
the adoption and promotion of sustainable initiatives. 

Review - Dec 08 and annually 
thereafter

Tourism NT
NRETA
Industry partners 

Explore opportunities to develop carbon abatement and 
carbon offset schemes. 

June 2008 Tourism NT
NRETA
Industry partners

Identify and promote the NT’s ‘green’ credentials. June 2008 and review annually 
thereafter

Tourism NT
Industry partners

“We’re selling the environment, if we don’t get 
on board with this we’re bloody idiots.”

[Don Wait – Wayoutback Desert Safaris]

STRATEGIC CONTEXT

The NT’s tourism industry depends heavily on nature-based, outdoor attractions and activities. Favourable climatic 
conditions at destinations are a key motivator for visitors and a positive influence on demand. Forecast warming of 
the earth’s climate due to accumulation of greenhouse gases in the atmosphere is not positive for the NT tourism 
industry. The tropical and desert climates of the NT mean it is particularly exposed to any marginal warming as a 
result of climate change. The NT already faces problems, with heat at certain times of the year not only being a 
major disincentive to people visiting famous sites such as Kakadu and Uluru, but also resulting in closure of walks 
due to concerns for safety. 

The tourism industry is a significant contributor to climate change.  Air, sea, road and rail transport all contribute 
to green house gas emissions, primarily through the consumption of petroleum based fuels.  The tourism industry 
is also a significant user of electricity and water, with accommodation establishments, tour operators and tourism 
services notable consumers. 

Our core markets in UK and Europe are increasingly concerned about the sustainability and carbon impact of their 
travel decisions.  As we are a long distance from our core markets, and with large distances between attractions 
within the NT, increasing concerns regarding the carbon intensity of travel has the potential to hurt our industry 
harder than many other destinations. 

RESPONDING TO CLIMATE CHANGE

The Northern Territory Government recognises that climate change is a major issue with broad ranging impacts on 
the economy, industry, communities and the environment. This is highlighted by the recent establishment of the 
Climate Change Policy and Coordination unit within the Department of the Chief Minister which is responsible for 
leading and coordinating policy responses across the Northern Territory Government.

The burning of savanna woodlands and grasslands contributes to more than 40% of the Territory’s carbon 
emissions. One of the Northern Territory Government’s many strategies for addressing climate change is proactively 
working to minimise the emissions resulting from savanna burning utilising fire management practices aimed at 
reducing the size and extent of wildfires. Practical measures such as support for the West Arnhem Fire Abatement 
Program demonstrate the Government’s commitment to addressing climate change.

The Australian Government has indicated that it intends to implement a carbon trading scheme by 2010. 
Complementary measures to reduce emissions will require companies and governments to reduce emission levels 
by investing in energy efficient or cleaner technologies. The industry sectors immediately impacted by the policy are 

5
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energy producers, manufacturers and industrial and mining companies. The implications for the tourism industry are 
not yet clear, however, it can be assumed that it will only be a matter of time before the effects begin impacting on 
the tourism industry. 

‘Carbon Neutrality’ is an umbrella term commonly used to collectively describe a number of inter-related activities 
such as increasing energy use efficiency; developing low emissions technologies and participating in carbon trading 
with the objective of ensuring that the activities of the organisation do not result in any nett carbon emissions 
to the atmosphere. It is imperative that our tourism industry pursues carbon neutrality given the industry’s 
fundamental reliance on nature-based tourism experiences and the increasing focus consumers are placing on the 
environmental credentials of businesses when making purchase decisions. Embracing energy efficient measures will 
not only help reduce the effects of climate change, but may also contribute to a healthier bottom line for business.

Minimising the tourism industry’s carbon footprint is an issue of national attention and debate. A national taskforce 
was recently convened to develop an Action Plan on Climate Change for the Australian Tourism Industry, an aim of 
which is to develop mitigation measures, assist the industry to reduce its carbon footprint and better understand 
the likely consumer response. Tourism NT is represented on this taskforce and will ensure that recommendations 
arising from the taskforce are appropriately communicated the tourism industry in the NT. Other initiatives will be 
explored also, including the potential to leverage environmental initiatives such as the federal Department of Climate 
Change acknowledging Alice Springs as Australia’s Solar Centre. 

GREEN CREDENTIALS

As global awareness of climate change heightens, there is likely to be an increasing trend by consumers to make 
purchase decisions based on the broader environmental credentials of the businesses selling the various goods and 
services. Therefore, it would be sensible to, from the outset, develop a comprehensive carbon neutrality strategy 
that results in an environmentally sustainable tourism industry.  

Sustainable tourism in its purest sense is an industry which attempts to make a low impact on the environment 
and local culture, while helping to generate income, employment and the conservation of local ecosystems. 
It is responsible tourism which is both ecologically and culturally sensitive. In order to reach a carbon neutral 
environment (where net carbon emissions equals zero), a combination of increased resource use efficiency, low 
emissions technology and carbon credit trading will be necessary. 

Various tourism establishments and operators in Australia (and elsewhere in the world) are already taking action 
to establish their ‘green’ credentials. Given nature-based tourism is integral to the future growth of our industry, 
we have a golden opportunity to lead the way.  Members of industry may feel this approach is burdensome and 
unnecessary, but “green” is a lot more than just environmental sustainability. It’s about gaining a competitive 
advantage in our core markets – critical if we want to continue to do business in the UK and Europe. Investment in 
green business practices is likely to be a  drawcard for the increasing number of sustainably-minded visitors, not to 
mention potential savings in energy and waste bills.

Environmental Sustainability  2008-2012
*	 Turn Challenges into Opportunities
*	 Protect Natural Assets
*	 Create a Competitive Edge
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EVALUATING PERFORMANCE
Performance measurement is essential to drive our decision making and monitor the effectiveness of various 
strategies.  Tourism organisations have tended to base success on total visitor numbers.  However, this is not a true 
reflection on performance as business travellers are likely to travel regardless of a destination’s marketing activity.  
Additionally, a focus purely on volume is unlikely to be sustainable in the long-term as it will place increasing 
pressure on our natural attractions.  Instead, it is important we attract tourists that stay longer, spend more, travel 
widely and visit outside of the traditional peak seasons.  This will help create an environment where businesses can 
improve and employment is generated. 

Tourism has a central role to the continued growth, development and sustainability of our economy, being one of 
the most significant industries in the Territory.  Economic growth, through tourism, can be achieved by one or more 
of the following:

•	 attracting visitors that stay longer and spend more.

•	 encouraging those that come to come back for repeat visits.

•	 fostering regional dispersal.

•	 addressing seasonality. 

Tourism NT, as the NT Government’s organisation responsible for the development of tourism, is committed 
to achieving an appropriate balance between all of these factors. Priorities are made where efforts will be most 
profitably rewarded. Clearly, measuring success on only one of these factors, or viewing each of them in isolation, 
can lead to a distorted view of success.

To monitor the overall effectiveness of the strategies outlined in this Plan, Tourism NT will develop a set of 
broad indicators for the performance of the NT tourism industry that incorporates a mix of key statistics, leading 
indicators from visitor surveys, industry investment and benchmarking. In summary, the four key performance 
groups to be incorporated are:

•	 Tourism product: The character, attractiveness and satisfaction with the NT tourism experience will be measured 
through regular visitor surveys.

•	 Tourism investment: The development of infrastructure and facilities will be measured against targets 
and visitor use. Tourism operator surveys will measure business confidence, performance and investment 
expectations.

•	 Tourism demand: Key statistics such as numbers of visitors, average spends, length of stay will continue to be 
measured.

•	 Tourism in context: Benchmarking against the overall performance of the other states and territory is important 
to account for impacts that are beyond the control of the NT. The outbound performance of key source markets 
will also to be measured. 

Tourism NT will report annually on progress made in implementing this Plan.  If this Plan works, achievement will 
exceed official forecasts developed by the NT Tourism Forecasting Panel, subject to no unforseen external shocks to 
the tourism industry.

Implementing the strategies in this Plan will not, in most part, require an increase in resources but rather a 
prioritisation and realignment of existing resources. Any additional NT Government resources required for individual 
proposals developed under the auspices of this Plan will be subject to Budget processes and accompanied by a 
robust cost-benefits analysis.
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BACK TO THE FUTURE
Imagine it’s now 2012.  What might our industry look like if we have worked proactively together to advance the 
strategies outlined in this Plan?  Looking back from 2012, one would describe a tourism industry that is increasingly 
recognised within Australia as offering the closest alternative to overseas travel, with character, cultures and 
landscapes that cannot be found in other parts of the country.  Australians are travelling to the NT for contrast and 
to learn about peoples and places that they have heard about, but do not really understand.

Work to position ourselves at the forefront of climate change responsibility is paying dividends to the NT as carbon 
awareness is now driving consumer decision making in many of our most important source markets around the 
world. 

Even small tourism businesses are taking advantage of the Internet with e-commerce now considered the dominant 
retail model for the global tourism industry.  We are towards the front of the online pack, not in terms of size, but in 
terms of presence in the right places.  Our work to stay abreast of developments in tourism e-commerce continues 
unabated, as the online world continues to rapidly evolve. 

The tourism industry is poised to take advantage of the growth expected from nearby Asian markets. There 
are signs that these markets are ready to experience what we have to offer, with small numbers having already 
visited the Territory.  It has been the steady groundwork conducted over previous years in learning to understand, 
and prepare for, these markets within the NT context that has positioned us so well to now capitalise on that 
investment.

Indigenous businesses with interests in the tourism sector are increasingly leading the way having built their own 
genre of tourism product. Indigenous businesses are now linking with each other, with friendly competition driving 
new products and delivery styles that offer a truly world class experience. 

Nature-based tourism operators have developed an international reputation for innovative, luxury, indulgent 
experiential products and services. Many operators have incorporated cultural elements within their nature based 
experience that offers a truly unique NT experience.

Growth in the business tourism sector has been unprecedented with both the Darwin Convention Centre and the 
Alice Springs Convention Centre reporting events of full capacity. The positive spin-offs that this has provided to 
other businesses and service industries is readily recognised and appreciated by all. 

We have seen strong growth in visitor numbers and yields over the last five years, including a dramatic improvement 
in low season performance, which has led to operator profitability increasing and business confidence growth.  Our 
workforce is skilled and career driven, providing superior service levels.  Our industry has continued to increase its 
contribution to the overall Territory economy and has distributed these benefits to the regions.

Tourism remains everyone’s business…

Sand Dune, Simpson Desert
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ACRONYMS
AACB	 Australian Association of Convention Bureaux

ASCC	 Alice Springs Convention Centre

CDU	 Charles Darwin University

DBERD	 Department of Business, Economic and Regional Development (NT)

DCC	 Darwin City Council

DCM	 Department of the Chief Minister (NT)

DEET	 Department of Employment, Education and Training (NT)

DEWR	 Department of Employment and Workplace Relations (Australian Government)

DOJ	 Department of Justice

DPI	 Department of Planning and Infrastructure (NT)

DRET	 Department of Resources, Energy and Tourism

IBA	 Indigenous Business Australia

ICCA	 International Congress and Convention Association

MAGNT	 Museum and Art Gallery of the NT

NRETA	 Department of Natural Resources, Environment and the Arts (NT)

RTAs	 Regional Tourist Associations

STOs	 State Tourism Organisations

TA	 Tourism Australia

TD	 Territory Discoveries

VICs	 Visitor Information Centres

Devils Marbles, Barkly Region
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