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Purpose
The annual report of Tourism NT
provides a record of the performance
and achievements for the 2018-19
financial year.
In order to comply with annual
reporting requirements under
Section 28 of the Public Sector
Employment and Management Act 1993,
Financial Management Act 1995 and
Information Act 2002, the report aims
to inform Parliament, Territorians,
and other stakeholders of:
• Tourism NT’s primary functions and
responsibilities
• significant activities undertaken
during the year highlighting
specific achievements against
budget outputs
• Tourism NT’s fiscal management
and performance.

Target Audience
This annual report informs many target
audiences about Tourism NT’s activities
and achievements for the 2018-19
financial year. It is tabled by the Minister
in Parliament.
The report provides information for
government agencies and the wider
public about the range, purpose and
success of activities undertaken by
Tourism NT.
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3 Our Visitors
Letter to the Minister

Dear Minister
I am pleased to present you with the 2018-19 Annual Report of Tourism NT, which
has been prepared in accordance with the provisions of Section 28 of the Tourism NT
Act 2012. Pursuant to my responsibilities as the Accountable Officer under the Public
Sector Employment and Management Act 1993, the Financial Management Act 1995
and the Information Act 2002, I advise that to the best of my knowledge and belief:
(a) proper records of all transactions affecting Tourism NT are kept and all employees
under the CEO’s control observe the provisions of the Financial Management Act
1995, its regulations and applicable Treasurer’s Directions;
(b) procedures within Tourism NT afford proper internal control and these procedures
are recorded in the Accounting and Property Manual which has been prepared in
accordance with the requirements of the Financial Management Act 1995;
(c) there is no indication of fraud, malpractice, major breach of legislation or
delegation, or major error in, or omission from, the accounts and records;
(d) in accordance with Section 15 of the Financial Management Act 1995, the internal
audit capacity was adequate and the results of all internal audit matters were
reported to me as CEO;
(e) the financial statements for Tourism NT are included within those of the broader
Department of Tourism, Sport and Culture, and have been prepared from proper
accounts and records and are in accordance with the Treasurer’s Directions;
(f) all Employment Instructions issued by the Commissioner for Public Employment
have been satisfied; and
(g) in respect to the CEO’s responsibilities pursuant to Section 131 of the Information
Act 2002, processes have been implemented to achieve compliance with the
archives and records management provisions prescribed in Part 9 of the
Information Act 2002.

Yours sincerely

Simonne Shepherd
Chief Executive Officer
Tourism NT
30 September 2019
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2018–2019 Highlights

Ellery Creek Big Hole
Photo by: Tourism NT / Peter Eve
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Introduction

What has been rewarding for me in the last few years, is
seeing this renewed focus on the value of tourism, not just
from the NT Government’s perspective, but from all sectors
of the economy. It has been a long time since the entire
community has been united with regard to developing our
tourism industry and the results from this cohesive effort are
looking positive.
Tourism Research Australia data for the 2018-19 financial year
reported interstate holiday visitors, who represent the largest
single focus area for Tourism NT, grew by 9.1% for the year,
whilst international holiday visitors increased by 3.0% over
the same time. Overall, the Northern Territory achieved $1.13
billion in overnight holiday expenditure, representing 11%
growth on the previous year.

From the
Chairperson
On behalf of the Tourism NT Board
of Commissioners, I am pleased to
introduce Tourism NT’s Annual Report
for 2018-19.
The Turbocharging Tourism initiative,
is the Northern Territory Government’s
most significant tourism investment
to date, and has recognised the
importance of tourism to the entire
Northern Territory economy. The visitor
economy is now worth 9.5% of the NT’s
total Gross Value Added (GVA) and
supports some 17 100 jobs or 12.4%
of the Territory’s employment.
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The Northern Territory’s tourism industry is transitioning
from the Tourism Vision 2020 Strategy to a new NT’s Tourism
Industry Strategy 2030, co-developed with industry, setting the
foundation to address priority objectives by government, the
community and the tourism industry working together over
the next 10 years.
With $2.5 billion in total visitor expenditure and 1.95 million
total visitors for 2018-19, the Tourism Vision 2020 target
of 1.7 million visitors has been reached this year. As we all
know, we need to keep attracting new visitors in order to
maintain and grow these numbers, given the ever-changing
competitive global market.
We are on track to outperform the NT’s Tourism Vision
2020 targets and there is much to feel positive about in
the Northern Territory. I thank Simonne Shepherd, CEO
of the Department of Tourism, Sport and Culture and
Andrew Hopper, Deputy CEO Tourism and Events for their
leadership and commitment to achieving these results and I
also acknowledge the broader Management Team for their
outstanding contribution, commitment and expertise.

Michael Bridge
Chair of the Board of Commissioners
Tourism NT
30 September 2019

Introduction 1

Further momentum will be gained through TURBO2 funding
for the tourism sector announced in April 2019 and the NT
Government’s ongoing funding commitment to support the
Territory’s parks, arts, sport and cultural offerings.
To increase awareness of the destination and drive demand,
Tourism NT delivered 118 cooperative Turbocharging Tourism
marketing campaigns comprising 31 domestic campaigns, seven
global campaigns, 46 campaigns in international western
markets and 34 campaigns in international eastern markets,
showcasing the Territory to these key source markets.

From the Chief
Executive Officer
It is with pleasure that I present
the 2018-19 Tourism NT Annual
Report, reflecting on the significant
achievements to attract more visitors
to the Northern Territory.
The collaboration and hard work of
industry and government in delivering
on Turbocharging Tourism initiatives
has delivered a range of significant
results. By 30 June 2019, more than
60 000 holiday bookings had been
achieved against a target of 53 000,
contributing to the increase in tourism
numbers in the Territory.

A major integrated marketing campaign leveraging the
feature film Top End Wedding was also implemented,
delivering great national exposure for the Territory and all it
has to offer visitors. The movie alone utilised the services of
180 local suppliers and vendors, injecting $1.5 million into our
economy and creating 190 jobs.
The campaign further leveraged the film through a consumer
competition which promoted many local businesses and
tourist attractions to thousands of people across Australia,
including those planning a destination wedding. Location
Scouts, a quirky web series commissioned by Tourism NT in
parallel to Top End Wedding, was produced to raise awareness
of the Territory, the locations and the film.
The second round of the Visitor Experience Enhancement
Program (VEEP), a Turbocharging Tourism initiative, has
supported many tourism products across the Northern
Territory and stimulated local infrastructure development
worth $8.76 million.
$1.64 million from the Turbocharging Tourism NT Business
Events Support Fund has been committed or paid to secure 45
confirmed business events. These events will generate $32.8
million in estimated delegate expenditure between 2018 and
2022, and deliver 13 725 additional delegates.
We have a great deal to look forward to in the year ahead and
will continue to strive to deliver excellent results in growing
the holiday and business events markets.

Simonne Shepherd
Chief Executive Officer
Department of Tourism, Sport and Culture
Tourism NT
30 September 2019
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3 Our Visitors
1 Introduction

2018-19
Highlights

1.95m

885 000

Total visitors

Holiday visitors

11%

$2.54b

$1.13b

Overnight spend

Overnight holiday spend

18%

11%

$1 307

$1 272

Total average spend per trip

Holiday average spend per trip

6.2%
6
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8.7%

Introduction 1
Waterline Charters,
Wessel Island

Social media

Northern Territory – Australia
@northernterritoryaustralia
Facebook fans

315 713 |

9%

@NTaustralia
Instagram followers

264 412 |

24%

Participation in
Aboriginal cultural
activities during trip

@NT_Australia
Twitter followers

10 171 |

15%
International holiday visitors

76%

Domestic holiday visitors
Tourism NT
LinkedIn followers

4 577 |
#NTaustralia

*NA
previous
years

10%

Combined holiday visitors

40%
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About Tourism NT

Our Vision
To grow the visitor economy
in the NT to $2.2 billion
by 2020 as measured by
overnight visitor expenditure.
Tourism NT is a statutory authority constituted by the
Northern Territory Government under the Tourism NT Act
2012, responsible for:
• marketing the Northern Territory as a desirable
destination

About
Tourism NT

• encouraging and facilitating the sustainable growth of
the tourism industry in the Northern Territory
• advising the Minister on all matters relating to tourism in
the Northern Territory.
Tourism NT operates within the Tourism and Events division
of the Department of Tourism, Sport and Culture.

Our Strategic Plan
Our Vision
Our Strategic Plan

Tourism NT activities for the year were guided by Tourism
Vision 2020: Northern Territory’s Strategy for Growth
(Tourism Vision 2020).
Four strategic requirements were identified in Tourism
Vision 2020:

Our Structure

1. grow value

Our Leadership

2. address supply constraints
3. improve visitor experience
4. improve business sustainability.
Tourism Vision 2020 detailed a partnership approach
between Tourism NT, government and industry to
collaborate and achieve this vision.
Tourism Vision 2020 recognised the value of the whole
visitor economy; that is all visitors who come to the
Territory for leisure, business events, corporate travel, to
visit friends and family (VFR) and other purposes. Tourism
NT led the delivery of this vision, and, as a destination
management organisation, has a particular focus on
growing leisure and business events markets.
The NT’s Tourism Industry Strategy 2030 is due to be
launched in mid-September 2019 and will guide growth
of the sector and activities of Tourism NT over the next
decade.

8

Tourism NT Annual Report 2018-19

About Tourism NT 2

Our Structure
Tourism NT operates within the Tourism and Events division of the Department of Tourism, Sport and Culture. Our role is to:
• grow visitation by promoting diverse and sustainable visitor experiences
• actively work with local businesses and industry partners to strengthen their capacity and capability
• support the investment in relevant tourism related infrastructure to maximise improved experiences for visitors.
Tourism NT incorporates the functional areas of Industry Development, Marketing and NT Business Events.

Our Leadership
Guiding Tourism NT’s strategic direction and objectives are the Minister for Tourism, Sport and Culture, the Hon. Lauren Moss
MLA, and the Board of Commissioners, chaired by Michael Bridge. The Chief Executive Officer is responsible for implementing the
strategic direction set by the Board, with the Deputy Chief Executive Officer managing the day-to-day operational, administrative
and marketing functions of the organisation.

Minister for Tourism,
Sport and Culture

Hon Lauren Moss
MLA

Tourism NT Board
of Commissioners

Chief Executive Officer

Simonne
Shepherd

Deputy Chief
Executive Officer

Andrew
Hopper

NT Business
Events

Industry

Development

Marketing

Field of Light, Uluru
Photo by: Tourism NT / Matt Glastonbury
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Our Visitors

Visitation
Key variations
In 2018-19, holiday travel accounted for 46 per cent of
all trips and 44 per cent of total expenditure. Holiday
travel is the primary target of Tourism NT’s marketing
and promotional activity, and this section reports on the
performance of the holiday market.

Our
Visitors
Visitation
Progress to Tourism Vision 2020 Targets
Regional Snapshots
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Domestic holiday visitation (interstate and intra-Territory
visitors) increased +1.3 per cent to 634 000 travellers,
with New South Wales (25 per cent) and Victoria (16
per cent) being the largest interstate source markets.
Interstate holiday visitors grew by 9.1 per cent for the
year. The smaller growth of total domestic holiday visitors
was impacted by declining intra-Territory visitation, i.e.
Territorians travelling less within the Territory. Domestic
holiday visitors spent $764 million in the Territory during
2018-19 (+8.4 per cent).
International holiday visitation grew by +3.0 per cent to
251 000. Significant growth was achieved from Japan (up
56 per cent) and China (up 35 per cent). The Territory’s key
international holiday source markets were Japan (38 000
visitors), the United States (34 000 visitors), the United
Kingdom (25 000 visitors), Germany (24 000 visitors) and
China (20 000 visitors).
Growth in holiday visitation in 2018-19 was concentrated
in some regions. The Lasseter area, which includes Uluru,
experienced strong consumer interest in the lead-up to the
closure of the Uluru climb in October 2019; holiday visitors
to Lasseter increased by 10 per cent. For the Red Centre
region interstate and international holiday visitors increased,
however, overall holiday visitor numbers were down by
6.3 per cent due to a drop in intra-Territory holiday visitation.
For the Top End region, overnight holiday visitors increased
5.6 per cent.

Holiday Visitor Expenditure in the NT
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Key Deliverables

2019-20

Budget

Estimate

Actual

Budget

Domestic2

631 000

653 000

634 000

677 000

International

275 000

259 000

251 000

261 000

Domestic2

$671M

$832M

$764M

$859M

International

$388M

$359M

$362M

$364M

Holiday Visitors1

Holiday Visitor Expenditure1

1

The increase in 2019-20 reflects projected outcomes from the TURBO2 initiative.

2

Domestic visitation includes both interstate and intra-Territory visitors.
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3 Our Visitors

Progress to Tourism Vision 2020
Since Tourism Vision 2020 was released in 2013, there has been a major increase in visitor expenditure
in the Territory, rising from $1.7 billion to $2.5 billion. Average length of stay has declined, reflecting a
general trend towards more, but shorter holidays; and declines in the backpacker market in recent years.
Airline seat capacity and inbound revenue passengers have both declined slightly, reflecting a softer
demand from the corporate travel sector, primarily driven by the completion of the INPEX project.
Increased availability of point-to-point travel options was also a factor in this trend.

Demand

$2.54b

6.3 nights

$1 307

Expenditure

Average length of stay

Average spend per trip

53%

1.4 nights

$20 per trip

2.13m

9 481

1.50m

Inbound airline seats

Hotel rooms

Airline inbound revenue passengers

Supply

1.4%

*

up 30%*

A change in data collection methods for accommodation supply data occurred in 2016.
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1.6%

Our Visitors 3
Our Visitors 3

Regional snapshots
Visitors to NT tourism
regions by origin

Interstate
Intra-territory
International

2018-19 holiday visitors
(‘000s)

211

131

Change
on 2017-18

+5.2%

+34%
75

90

+0.3%

50

-8.1%

27

+36%

33
Greater
Darwin

+13%

Kakadu
Arnhem

49
28

15

-32%
22
1
14
Barkly
Mountain biking in the Red Centre, NT
Photo by: Tourism NT

97

-27%
-8.9%

Katherine
Daly

174

113

-6.2%

+7.1%

-62%

3

174

+33%

-86%

+5.7%

-16%

-95%
+4.4%

Alice Springs
MacDonnell

Lasseter
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Turbocharging Tourism

Turbocharging
Tourism

The initial $103 million Turbocharging
Tourism investment enabled an
important, strategic step to attract
more holiday tourists and business
event travellers to the Territory. This
funding package was implemented in
the 2017-18 and 2018-19 financial years.
The NT Government announced TURBO2, an additional $62.8
million extension of the Turbocharging Tourism initiative over
the next two financial years (2019-20 and 2020-21) to attract
more visitors, create local jobs and help grow the economy.

Highlights 2018-19
• Turbocharging Tourism saw more than 60 000 holiday
bookings against a target of 53 000 holiday bookings –
contributing to the increase in tourism numbers with 1.95
million visitors to the NT, and a spend of $2.4 billion.
• The announcement of the NT Government’s additional
investment of $62.8 million over two years through TURBO2
– to build on the significant momentum and outcomes of
the initial Turbocharging Tourism package.
• Through Turbocharging Tourism, the NT Business Events
Support Fund invested $1.64 million to secure 45 confirmed
business events that will generate $32.8 million in estimated
delegate expenditure between 2018 and 2022, with visitation
from 13 725 delegates. 359 leads were generated during
2018-19, 37 per cent more leads than the year prior (262
leads for 2017-18).
• A $3 million Turbocharging Tourism investment to restore
the national heritage listed Hermannsburg Historic Precinct
made significant headway in 2018-19 with the asbestos
management plan, building and structural audit, and salt
remediation works completed.
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118
Cooperative marketing
campaigns1

60 000
Holiday bookings2

60
Visitor experience
enhancement projects3

1 Comprising 31 domestic campaigns, seven global
campaigns, 46 campaigns in international
western markets and 34 campaigns in
international eastern markets. 122 cooperative
marketing campaigns were undertaken in 2017-18.
2 Against a target of 53 000 holiday bookings.
3 At a value of $1.62 million as part of VEEP grants.

Future investment

$27.7m
Boost to national and
international cooperative
marketing over two years.

$20m

Turbocharging Tourism 4

Visitor Experience Enhancement Program (VEEP)
In 2018-19 the Visitor Experience Enhancement Program (VEEP) awarded $1.62 million
to 60 projects across the Northern Territory. Businesses were successful in obtaining
grants to undertake product improvement projects based on visitor feedback, as part
of their project proposals.
Projects supported by the program included Banyan Tree Caravan Park to lay recycled
bitumen on the caravan park roads, the Royal Flying Doctor Service of Australia to
develop a virtual reality experience and Mary River Houseboats for upgrades to the
reception area. The program gives priority to projects that demonstrate the greatest
need for visitor enhancement.
The total value of projects supported this year through VEEP was $8.76 million,
demonstrating the significant private sector investment unlocked with the support
of the NT Government.

Hermannsburg Historic Precinct established
as a cornerstone attraction
Restoration works within the national heritage listed Hermannsburg Historic Precinct
gained momentum in 2018-19. Following a full condition report and services audit
of the buildings on site, an innovative stone wall salt extraction process was chosen
to help limit future cracking and deterioration to the walls of the buildings, some of
which date to the 1880’s when it was originally built and used as a German Lutheran
mission.
The landscape design work was awarded to a consortium of local businesses:
Tangentyere Design and Arid Edge Environmental Services. The visitor interpretation
contract was awarded to Navin Officer Heritage Consultants Pty Ltd. The works across
the site will significantly enhance the experience for visitors to the Hermannsburg
Historic Precinct located in the West MacDonnell region – 125 kilometres southwest
of Alice Springs. As part of the upgrades, necessary water main and electricity supply
modifications have been incorporated to ensure contemporary utilities standards
are met.
Hermannsburg is renowned as the home of Aboriginal artist, Albert Namatjira,
and is one of the few standing and intact bush missions in Australia. The $3 million
restoration project is funded under the Turbocharging Tourism initiative and is
expected to be finished in March 2020.

Major events and community
festivals across the Territory
over two years.

$15.1m
Enhance visitor experiences
in parks and through arts and
cultural experiences over
two years.

Hermannsburg Historic Precinct
Photos by: Tourism NT / Felix Baker
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Our Performance

Grow
Value
Highlights

2.52 million

Our
Performance

Major media partnerships
with Channel 9 across multiple
platforms, including the Today
Show, nine.com.au and Married at
First Sight, leveraged the feature
film ‘Top End Wedding’ and reached
2.52 million Australians.

Grow Value
Improve Visitor Experience
Address Supply Constraints
Improve Business Sustainability

14%
Achieved a 14 per cent increase
in NT tourism operator listings on
Australian Tourism Data Warehouse
(ATDW) and an 18 per cent boost
in online distributors, resulting in
more NT products being promoted
across a larger distribution network.

237%
Consumer website
northernterritory.com saw
a 40 per cent increase in users,
a 237 per cent increase in airline
and travel agent leads and
a 94 per cent increase in leads
to tourism operators, compared
to 2017-18.
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Objective
Increase the desirability
of the NT as a travel
destination, inspiring
more people to visit,
stay longer and spend
more.

Masterchef and
Bachelorette finale drive
holiday bookings
Two cooperative campaigns with
Jetstar Australia delivered huge
national reach for the Territory during
the MasterChef and Bachelorette
television series in 2018-19. The
Territory featured in two episodes
of MasterChef on Network 10
reaching 1.658 million viewers across
Australia in November 2018. Episodes
were filmed at Stokes Hill Wharf in
Darwin and Cicada Lodge in Nitmiluk
National Park. The coinciding Jetstar
MasterChef campaign was a great
success with 1 557 passengers booked;
a return on investment of $74 for every
$1 spent.
Securing the filming location for the final
episode of The Bachelorette Australia
in 2018 was a big win for Tourism NT.
It’s the first time the popular primetime TV show has filmed its finale on
Australian soil. As part of the episode,
the Bachelorette, Ali Oetjen, visited
Tjaynera Falls at Litchfield National Park,
the Mary River wetlands and Kakadu
National Park. Tourism NT leveraged the

opportunity by partnering with Jetstar
Australia on a special travel deal. The 48hour sale enticed viewers to book a trip
to Darwin and then return home free.
The travel periods for the Top End deal
were over the low season: mid-January
to early April, and early May to the end
of June 2019.

Tjaynera Falls, Litchfield National Park
Photo by: Tourism NT / Mitchell Cox
Opposite: Driving through the Red Centre
Photo by: Tourism NT / David Anderson
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Our Performance

Case study
ATEC Meeting Place
hits record attendance
in Darwin

Bondi Rescue heads to the
Red Centre

Driving global travel trade
awareness of the NT

As part of Tourism NT’s domestic public
relation activities, popular reality television
program Bondi Rescue undertook filming
in Alice Springs as part of a collaboration
with the 2018 Rotary Henley-on-Todd
Regatta. The episode aired to millions of
viewers across Australia in a one-hour Red
Centre special and promoted travel to the
region. The feature episode, a destinationdriven spin-off of the Bondi Rescue series,
highlighted adventure tourism activities
in and around Alice Springs including
mountain biking, hiking and the region’s
unique festival and events.

This year’s industry participation
and international trade awareness
activities included the successful
delivery of Adventure NT held in
China and Singapore in October
2018. The delegation included 19
local tourism operators promoting
Territory products to the greater China,
Singapore and Malaysian markets. NT
tourism operators conducted business
meetings and product training with 170
key distribution and industry partners
across a series of events held as part of
the Adventure NT program.

Mountain biking in the Red Centre
Photo by: Tourism NT / Flow Mountain Bike
Above: Overview of Palm Valley
Photo by: Tourism NT / Steve Strike
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In April 2019, the USA NT roadshow
reached 170 travel agents and 19 media
and influencers, promoting destination
and product updates in Los Angeles,
San Diego, San Francisco and Dallas.
In conjunction with the roadshow, the
popular ‘Outback Payback’ travel agent
incentive program was reinstated,
which involved a larger campaign plan
leveraging Business-to-Business digital
advertising, travel agent consortium
partnerships and driving agents to a
landing page on northernterritory.com
to book their clients four nights to the
Northern Territory in order to receive a
$100 gift card. The campaign resulted
in driving incremental passengers
to the NT quickly and increased the
average length of stay by 113 per cent.

In a first-ever for the Territory,
Darwin hosted the Australian
Tourism Export Council (ATEC)
Meeting Place: one of Australia’s
leading inbound tourism
conferences. A record number of
410 delegates, 95 inbound tour
operators and nearly 300 Australian
sellers and industry professionals
attended in November 2018.
Darwin’s selection as the host
city was a big win with ATEC’s
theme being ‘Authentic Australia’.
The event provided a significant
opportunity for local businesses to
build their profile and showcase
the Territory as a destination to
Australian travel sellers. Highlights
included eight conference
familiarisation programs for buyers
to Darwin and surrounds, Kakadu
National Park, Arnhem Land, Mary
River and the Katherine regions, as
well as industry leadership meetings
and valuable Business-to-Business
workshops.
The event generated an estimated
$1.13 million in delegate
expenditure. In addition, most
familiarisation participants reported
their knowledge about the Northern
Territory increased from “fair” prior
to the event, to “very good” after
the site visits, which will improve
their ability to sell the Territory to
their clients.

More than 400 delegates converged
in Darwin for the Council (ATEC)
Meeting Place
Photo by: Alexandra Orme Photography

Case study

Top End
Wedding
promotes
the Territory

Top End Wedding
campaign highlights
• Filming of the romantic
comedy took place in the Top
End throughout 2018, which
delivered a local economic
contribution of $1.6 million
using 180 local suppliers and
vendors, and created 190
local jobs.

This year saw Tourism NT fulfil its ambitious goal to co-launch an Australian
romantic comedy alongside an integrated marketing campaign aimed at
promoting the Northern Territory as an irresistible holiday destination.
The much-anticipated (and much-loved) Top End Wedding premiered in cinemas
on 2 May 2019, taking over $1 million in its first weekend at the box office. Wordof-mouth continued to see it perform strongly in theatres around Australia and at
screenings at the Sundance Film Festival in Utah, Edinburgh International Film
Festival and Adelaide Film Festival.
Tourism NT took the opportunity to leverage the feel-good movie, starring the
Territory’s-own Miranda Tapsell along with a cohort of well-established actors
including Bohemian Rhapsody star Gwilym Lee. Activities involved extensive media
placements with television, digital media, social platforms and public relations
activity, combined with advertising, content articles, videos and a ‘Win a wedding
in the Top End’ competition. Trade partners provided holiday packaging and access
to extensive databases throughout the campaign, which included Qantas, Flight
Centre, Accor and SeaLink.
Top End Wedding showcases the distinctive beauty of key tourism destinations
throughout Darwin, Tiwi Islands, Katherine, Kakadu National Park and East Arnhem
Land with sweeping shots of these incredible landscapes featured prominently
throughout the movie. The momentum continued with the digital release of
Location Scouts, a spinoff series about two fictional locations scouts navigating to
find the ‘perfect filming spot’ for the filming of the feature movie.
Tourism NT played a major part in bringing the film to life – providing destination
insights, development funding and production support from inception to
completion. Working with Channel Nine as the media partner and conversion
partners, the movie has been well received by audiences across Australia
and internationally. Since the film’s release there has been a 7 per cent rise
in the number of Australians considering the NT as a wedding destination.

Synopsis
The film tells the story of successful lawyer Lauren, played
by Darwin-born Miranda Tapsell, and her fiancé Ned, played
by Bohemian Rhapsody star Gwilym Lee. The couple has just
ten days to find Lauren’s mother in the Northern Territory,
reunite her parents and pull off their dream wedding. Miranda

• The launch of a Top End
Wedding competition helped
promote local Territory
businesses and wedding
suppliers with the winners’
wedding broadcast live on the
TODAY Show on 6 May
2019 – attracting more than
13 000 entries. The prize was
valued at more than $75 000.
• Location Scouts online video
series was released on 10 May
2019, as part of an innovative
and humorous six-part web
series to provide additional
trip planning content. The
series achieved over 17 700
views.
• The Territory Government
provided $495 000 in seed
funding to the film, in order to
boost tourism (over 2017-18
and 2018-19).
• Over 5 000 NT holiday
packages were sold through
Flight Centre, generating an
estimated $6.03 million in
visitor expenditure in the NT.

Tapsell co-wrote, produced and starred in the movie while
travelling across a backdrop of iconic Top End destinations:
Darwin, Tiwi Islands, Kakadu National Park, Arnhem Land
and Nitmiluk Gorge in Katherine. The creative team included
Aboriginal director Wayne Blair and Australian production
company Goal Post Pictures who also collaborated on the
box office hit The Sapphires.
19
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Objective
Work with Tourism Australia and gateway
destinations to maximise our investment in
identified priority international markets, with
a focus on growing the NT’s share of high
growth markets.

East Coast Australia
cooperative campaign
targets international youth
What: Backpacker Deals campaign
Campaign period: February – June
2019
Aim: Increase international youth
visitation through promoting
backpacker deals in Australia’s
gateway cities.
Target audience: International
youth travellers and international
working holiday makers.
Strategy: Position the NT as a mustsee destination to complete the
Australian journey.
Message: Chase adventure and
experience the NT’s ‘endless
summer’.

In 2018-19, Tourism NT continued
its activity to attract international
youth to the Territory by launching
a cooperative campaign with online
travel agency, Backpacker Deals,
targeting international youth travelling
along the East Coast of Australia.
The campaign involved a mix of
digital display, social media and
direct marketing initiatives, driving
prospective customers to Northern
Territory content and deals. The
campaign had a social media reach of
1.8 million impressions, promoting
the Northern Territory as a must-see
adventure destination. 1 190 passenger
bookings were made, generating
an estimated $1.7 million in visitor
expenditure in the NT.

Tourism NT leverages
Tourism Australia’s
investment in ‘Undiscover
Australia’ campaign to
generate awareness in
high growth Asian markets
In September 2018, Tourism NT
partnered with Tourism Australia as
part of their $10 million investment in
the Undiscover Australia campaign in
South and South East Asia.
The campaign targeted high-value
travellers in the region and aimed
to challenge the perceptions and
stereotypes of what Australia has
to offer as a holiday destination
by showcasing unfamiliar and
unexpected Australian attractions and
experiences. Tourism NT leveraged
Tourism Australia’s marketing activity
in Singapore and Malaysia as the
region’s proximity, growing middle
class, improved aviation capacity and
increasingly competitive air fares,
make them ideal targets for attracting
inbound visitation.
The focus of the campaign was
destination awareness among high
value travellers with Tourism NT
leveraging Tourism Australia’s media
buy across relevant digital platforms in
Singapore and Malaysia as well as the
promotion of Tourism Australia’s social
media channels and consumer website
australia.com. Campaign creative
assets included video and ad content
featuring lesser known Northern
Territory experiences such as airboating
in the Top End, Field of Light at Uluru
and a Dinner Cruise on Nitmiluk Gorge.
Short itineraries based on key themes
also featured on australia.com.
The campaign resulted in 18 025
unique visitors from Singapore and
25 016 unique visitors from Malaysia
visiting Tourism Australia’s Northern
Territory campaign landing page, with
an average dwell time of over two
minutes.
Although this was primarily a brand
awareness activity, key distribution
partners reported 474 passenger
bookings, generating an estimated
$682 000 in visitor expenditure in the NT.
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Odigeo digital campaign
(France)
What: Multi-phase marketing
campaign with Europe’s leading
online travel agency group
Campaign periods: 1 October –
30 November 2018, 1 January –
31 March 2019 and 1 – 30 June 2019
Aim: Increase visitation through
promoting key NT experiences to
French consumers
Target audience: High-value
traveller segment and youth
segment
Strategy: Leverage eDream’s
Odigeo online travel platform to
target French consumers in-market
looking to book a holiday
Messages: Northern Territory: the
true colours of Australia; and choose
a working holiday in the Northern
Territory
As part of Tourism NT’s international
marketing activity, a digital campaign
was launched via the online travel
agency eDream Odigeo, Europe’s
largest online travel group. The twophase digital marketing campaign
featured display banners and included
two dedicated NT landing pages on
Opodo.fr and eDreams.fr.
The campaign delivered 269 flight
bookings and 1 268 room nights.

Goway digital campaign
(Americas)
What: Online digital campaign with
major US online travel agency
Campaign period: 15 March –
15 May 2019
Aim: To drive bookings to the
Northern Territory through
promoting the NT as part of a wider
Australian itinerary

Expedia campaign
(United Kingdom)
What: Expedia ‘Always On’ campaign
Campaign period: 16 December
2018 – 2 June 2019
Aim: Increase bookings to the
Northern Territory in-market
Target audience: UK consumers
considering a holiday

Target audience: US consumers
intending on booking a holiday to
Australia

Strategy: Promote key experiences
in Darwin, Kakadu, Katherine,
Alice Springs and Uluru to increase
bookings to the Northern Territory

Strategy: Curate competitive
NT-focussed packages on Goway’s
site that continue to be bookable
beyond the campaign period

Message: Book now to Darwin if you
are thinking about Australia; and add
on the outback to your trip to Bali

Message: Visit the outback on your
Australian holiday
Tourism NT worked with Goway, one of
the biggest sellers of Australian product
in the United States of America, to
promote the Northern Territory as
part of an online digital campaign
targeting US consumers intending to
book a holiday to Australia. During
the campaign period, NT homepage
banners featured prominently, driving
traffic to a dedicated bookable landing
page.

This campaign included drivers on and
off the Expedia site, thereby attracting
a broad UK audience. It delivered 293
flight bookings, 970 room nights and
a total of 1 111 passengers over the
campaign period. In addition, an ‘Add
on Darwin’ offer was promoted to
those travelling to Bali, which resulted
in 19 bookings. Overall, the Expedia
campaign saw strong traffic, with an
average engagement time of 127
seconds.

A major element of the campaign was
to compile and showcase competitive
NT-focused packages that will continue
to be bookable via Goway into the longterm. The campaign was successful
in driving passenger bookings to the
Northern Territory, achieving 196
bookings with a total of 431 passengers
and 492 room nights.

21

3 Our Visitors
5 Our Performance

iTrip.com trade campaign
(China)
What: A multi-channel digital
campaign with Australian travel
booking platform iTrip.com

What: Digital campaigns executed
simultaneously across kayak.de,
swoodoo.de and momondo.de

Campaign period: 20 January –
30 April 2019

Campaign period: 25 February –
31 May 2019

Aim: Increase NT product bookings
on iTrip.com

Aim: Increase bookings to the
Northern Territory via online travel
agencies kayak.de, swoodoo.de and
momondo.de

Target audience: Chinese free and
independent travellers
Strategy: Use a multi-channel
approach to drive awareness of the
Northern Territory on a popular
booking platform for Chinese
consumers
Message: Explore the Northern
Territory’s unique nature and
adventure
Tourism NT partnered with iTrip.com
to undertake a multi-channel approach
in order to create a highly targeted
campaign that would entice Chinese
consumers to book a holiday to the
Northern Territory. The campaign
promoted key nature and adventure
experiences around Darwin, Alice
Springs and Uluru. As part of the
campaign, six new NT products
showcasing the Top End were
developed. The campaign resulted
in 539 bookings and a total of
1 261 travellers.
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Target audience: German consumers
considering a trip to the Northern
Territory
Strategy: Promote the NT as an addon destination to German consumers
considering a holiday to Australia and
similar long-haul destinations
Message: ‘If you haven’t done the
Outback, you’re not done with
Australia’ and ‘Planning a longhaul holiday? Book your Australia
adventure now!’
The campaign had a promotional focus
on the most direct entry to the NT:
either into Darwin via Singapore; or
Alice Springs and Yulara via multiple
Australian entry ports. Tourism NT
targeted users looking at booking
flights to Australia as well as users
searching for long-haul destinations in
the Asia-Pacific region including Bali,
Thailand, Malaysia, Singapore and New
Zealand. The campaign generated 1 868
incremental passengers to the Territory.

Lonely Planet
Best in Travel 2019 (Italy)
What: Lonely Planet campaign
Campaign period: 23 October 2018
– 23 March 2019
Aim: Drive destination awareness
and increase bookings for the
Northern Territory
Target audience: Young Italians
(aged under 44 years) interested in
travelling long-haul to Australia or
the South Pacific
Strategy: Use a tactical airfare
offered by Singapore Airlines to drive
bookings for Darwin
Message: Discover the spiritual heart
of Australia
The campaign leveraged the ranking of
the Red Centre at #4 in Lonely Planet’s
Best in Travel 2019, with a tactical
component with Singapore Airlines and
key distribution partners Alidays and
Naar as the call-to-action. Singapore
Airlines provided a competitive fare
for the campaign of EUR 1 010 which
included an Alice Springs add-on as part
of the fare. In addition to a dedicated
campaign landing page on its website,
Lonely Planet published 17 Red Centre
focused articles, with an estimated
media value of $98 936.

Our Visitors 3
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Objective
Grow the visitor economy by focusing
on niche market and product segments
with the greatest propensity to travel.

The world’s biggest art gallery is in the NT
Andreas Schunck (Lieb Management – NT account), Martin Kaesler
(SATC), Christine Klein (SATC), Katja Bockwinkel (Lieb Management
– NT account), Kirsten Clarke (Tourism NT) and Danielle Thomas
(Tourism NT).

What: Territory Arts Trail campaign

Case study

Target audience: Domestic NT intenders 35-49 and
consumers who have an interest in art and culture.

New Experiences Roadshow kicks off in
Europe with success
Tourism NT continued its efforts to deliver the most
effective marketing and distribution platforms for NT
tourism industry partners. The inaugural New Experiences
Roadshow was held in 2019, collaborating with South
Australian Tourism Commission (SATC) to promote the
Explorers Way. The teams travelled with local operators to
the United Kingdom and Germany in February to meet with
international trade representatives. In total, 22 key product
managers from the United Kingdom and Northern Europe
attended a full day of meetings with 10 NT operators and
10 South Australian operators on 25 February in Central
London. This was followed by an evening networking
event for trade, airline and media attracting more than
100 people including naturalists and TV presenters Nick
Baker and the Urban Birder, David Lindo. The roadshow
moved to Manchester on 26 February where an evening
trade event was held – attracting a further 44 travel agents,
product managers and marketing managers. In Zurich and
Munich, 20 product partners participated in meetings with
100 agents attending. The program included a product
manager workshop with 27 participants from Germany,
Switzerland, France and Italy; which received press
coverage in the Swiss trade media.

Campaign period: February – June 2019
Aim: Increase visitation through promoting the NT’s
Aboriginal art and culture experiences.

Strategy: Position the NT as the premiere destination to
experience Aboriginal art and culture.
Message: The world’s biggest art gallery, see the bigger
picture on the Territory Arts Trail.
The Territory Arts Trail is a new initiative to attract visitors,
promote experiences throughout the Red Centre and Top
End and position the NT as the premier global destination to
visit for Australian Aboriginal art and culture. The advertising
campaign, launched in 2019, included bold and eye-catching
imagery featuring the Territory’s distinctive art and culture
in high foot traffic locations in major Australian cities. Other
advertising on digital and social media platforms directed
holidaymakers to a dedicated landing page:
territoryartstrail.com.au
featuring Holidays of
The world’s biggest
Australia packages and
art gallery isn’t in NYC.
airline trade deals.
The campaign achieved
It’s the NT.
7 857 conversions clicks,
which exceeded the
target by 31 per cent.
One of the campaign
partners, Qantas,
reported 400 passenger
bookings, generating
SEE THE BIGGER PICTURE, ON THE TERRITORY ARTS TRAIL
an estimated $482 000
in visitor expenditure in
the NT.
Field of Lights, Uluru

The Territory is a living, growing exhibition 65,000 years in the making. It’s a 1.3 million square
kilometre canvas where art comes to life. Despite being home to the world’s oldest continual culture
on earth, the art created here every day is surprisingly fresh, and sometimes quite unexpected.
The Territory Arts Trail makes it easy to discover the best of the NT’s art, artists, and much more.

Visit territoryartstrail.com.au and tailor your trail.
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Military history campaign
What: Military history campaign
Campaign period: February – June
2019
Aim: Increase awareness of the
significant military history of the NT
and promote Territory Tribute with
trade deals to drive conversion.
Target audience: Domestic 45-70
(primary) and 25-54 (secondary) with
an interest in military heritage.
Strategy: A strategic awareness and
education media buy targeting a
specific domestic audience.
Messaging: ‘A call from the Territory’
and ‘Darwin is calling’.

As part of the 2018 Turbocharging
stimulus funding, military history was
identified as a priority sector that enhances
the experiences of travellers and can be
quickly switched on to drive visitation to
the Territory. Activities were themed
around the Territory Tribute event – a
three month program starting with the
Bombing of Darwin commemorations
and ending on ANZAC Day. The aim of
the military campaign was to increase
conversion for travel, specifically in
the shoulder periods where tourism is
generally slower to the Territory. The
campaign included video, digital display
ads, social media (including instant
experience), as well as content articles
across relevant publishing partners.
Trade partners reported 47 passengers
booking military history packages, with
an estimated $60 000 visitor spend in
the Territory. In addition, 824 leads were
generated to operator websites from
digital and social media advertising.

Objective
Increase the NT Brand
and product presence
across digital channels,
creating desire for
the destination and
connecting consumers
with experiences they
want to purchase.

Australian Traveller
exclusive content
collaboration
An exclusive partnership with one
of Australia’s biggest selling travel
magazines, Australian Traveller, saw the
development and delivery of tailored NT
content to more than 100 000 potential
customers in 2019.
The content partnership was designed
to move the customer towards
purchase, provide customer insights and
help identify travellers who are close to
booking a trip to the Territory – allowing
the team to dynamically serve holiday
packages to readers based on their
interests. A suite of new articles, travel
itineraries and a dedicated ‘Outback
Special’ landing page was developed as
part of the project.

Global mountain biking
partnership campaign
Mountain biking is a growing area of
interest for travellers to the Territory
with the development of new trails
attracting international riders. In AprilMay 2019, Tourism NT worked with
the global mountain biking community
platform Pinkbike to bring two worldclass mountain bikers to Darwin and
Alice Springs to showcase the Territory’s
epic trails. The campaign launched on 2
May 2019 with a complete takeover of
Pinkbike.com including video, imagery
and content articles driving traffic to the
consumer website northernterritory.
com. The video received more than
19 000 views, with the United States
being the largest audience, followed by
Australia.
The NT Government is investing
in new mountain bike trails and
developing existing trails as part of
the Turbocharging Tourism initiative,
including the Red Centre Adventure
Ride, which will see more than 200
kilometres of tracks link Alice Springs
Desert Park to Glen Helen in Tjoritja/
West MacDonnell National Park,
creating a unique trail adventure for
riders of all levels.

A conversion rate of 12.9 per cent
was achieved through this content
integration collaboration.

Mountain biking in the Red Centre
Photo by: Tourism NT / Jay French
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Objective
Develop a longterm, comprehensive
strategic approach to
major events, festivals
and regional events
that leverages the
NT Brand, activates
infrastructure,
energises local
communities and drives
visitation and yield.

Local series showcases
foodie experiences and
regional events
Local television series, NT Out and
About, was commissioned to encourage
Territorians and their visiting friends
and relatives to explore further afield by
showcasing the Top End and Red Centre
regions. The series was themed around
foodie experiences, travelling to the
Territory’s unique regional events and
highlighting what they have on offer
for locals and visitors alike – including
Taste of Kakadu, Barunga Festival
and Uluru Camel Cup. The series was
filmed across key tourism locations and
featured local hospitality businesses and
foodie tourism products around Darwin,
Katherine, Alice Springs and Uluru. The
program aired on Imparja and Channel 9
in early 2019.

Forward focus
• Launch a refreshed tourism
brand and build a whole of NT
message with key audiences.
• Drive sales volume by increasing
understanding of customer
insights and effectively amplify
the NT’s share of voice through
national and global digital
channels.
• Strengthen and showcase the
Northern Territory’s distinctive
Aboriginal cultural tourism
experiences.
• Deliver campaigns with
specialty sector messaging
around unique experiences,
products and events, including
bushwalking, birdwatching,
food, luxury, mountain biking
and study tours.
• Deliver the second phase of the
Territory Arts Trail campaign,
continuing to position the NT
as a premier destination for
Aboriginal arts and cultural
tourism experiences and
provide planning tools for
potential visitors to identify
relevant trail experiences.

Kungkas Can Cook
Photo by: Tourism NT / Mel Brautigam
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Improving
the Visitor
Experience
Highlights

New five-year funding
agreements were implemented
to improve visitor services
provided by Tourism Top End and
Tourism Central Australia.

Objective
Ensure visitor services across the Territory are
provided in a coordinated manner reflective of
current and emerging consumer behaviour.

Connecting visitors to free Wi-Fi services
As part of the NT Government’s support to improve the visitor experience in regional
areas 25 free Wi-Fi hotspots have been installed across the Territory. The provision
of Wi-Fi services at visitor locations include Uluru Kata Tjuta Cultural Centre, Timber
Creek and Mary River Homestead. In 2018-19, more than 173 000 consumers
accessed the NT Government’s free Wi-Fi spots across the Territory. On login, users
were asked if they would like to receive more holiday information from Tourism NT,
with a result of more than 27 000 users opting to sign up. The Northern Territory
Government contributed $330 000 to the program in 2018-19.

16 projects
Tourism NT partnered with the
Department of Trade, Business
and Innovation to deliver 16
projects for small Aboriginal
tourism businesses to assist with
improvements to their social
media and booking systems.
Sunset at Uluru
Photo by: Tourism NT

$3 million
Delivery of the two-year $3 million
Visitor Experience Enhancement
Program – a key component of
the Government’s $103 million
Turbocharging Tourism package.
115 projects were supported, with
the NT Government’s investment
matched by additional private
sector investment of $11.6 million.

The long-term Business Events
Strategy was further developed
in 2018-19 involving an analysis
of the business events sector,
competitor analysis, positioning
statement and development of
focus areas to achieve growth.
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Evidence-based research
cornerstone of industry
development
Insights on trends in tourism visitation
and spend were shared through fact
sheets and snapshots throughout the
year, in order to inform industry and
governments regarding performance
and provide evidence for policy and
strategy development. Information
included international and domestic
visitor markets, visitor profiles by
regions, tourism accommodation and
economic contribution of tourism to the
Territory.
Primary research was undertaken to
gain a deeper understanding across key
and emerging source markets – focusing
on what motivates travellers to the

Northern Territory. Projects included
the Darwin to Uluru aviation service;
a destination satisfaction study in the
regions; an industry sentiment poll;
and a tourism enterprise study which
examined the challenges facing local
tourism businesses.

Welcome to China program
Tourism NT’s Welcome to China program
assisted a further 19 local operators to
enhance amenities and provide translated
and culturally appropriate tourism
material to more effectively service the
rapidly growing Chinese market. The
program provides resources to operators
on how to adapt the visitor experience
for Chinese consumers, being a high
growth market to Australia. Details of
recipients are included at Appendix 2.

Our Visitors 3
Our Performance 5

Objective
Build the experience
base of our destination
to meet visitor
expectations and
drive growth.

Visitor Experience Enhancement Program (VEEP)
In 2018-19, the Visitor Experience Enhancement Program (VEEP) awarded $1.62
million to 60 projects, worth $8.76 million in total. Businesses were granted funding
to undertake product improvement projects aimed at directly addressing visitor
feedback. Projects supported included Banyan Tree Caravan Park to lay recycled
bitumen on the caravan park roads, the Royal Flying Doctor Service of Australia to
develop a virtual reality experience and the Alice Springs Reptile Centre for upgrades
to signage and language translation services. Full details of funded projects are
detailed in the Appendix 1.

Top Left: Airborne Solutions Photo by: Tourism NT / Cait Miers Top Right: Alice Springs Reptile Centre Photo by: Tourism NT / Shaana McNaught
Bottom Left: Harbour tours with Sea Darwin Photo by: Tourism NT / Nick Pincott Bottom Right: Dining at Char Darwin Photo by: Tourism NT / Nick Pincott
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Ubirr, Kakadu National Park
Photo by: Tourism NT / Shaana McNaught

Objective
Develop new
experiences within the
national parks estate
(NT Government and
Parks Australia) that
reflects the needs of
the visitor economy.
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Kakadu Tourism
Master Plan
In 2018-19, Tourism NT continued to
work with local stakeholders and the
Australian Government to progress the
development plan for Jabiru and Kakadu
National Park. The master plan will set
the roadmap to support visitor planning
and infrastructure upgrades to improve
the visitor experience as well as identify
new visitor activities and long-term
investment opportunities in the area.
The forecast signing of a Memorandum
of Understanding in August 2019 will
support the town’s future as the tourism

heartland of World Heritage-Listed
Kakadu National Park. Stakeholder
workshops being held in September 2019
will inform the master plan that is due to
be released in 2019-20. The Australian
Government has committed $216 million
to Kakadu, while the NT Government has
committed a further $135.5 million
to Jabiru.

Our Visitors 3
Our Performance 5

Forward focus
• Finalise the Northern Territory
Aboriginal Tourism Strategy,
establish a reporting framework
and commence implementation
of short-term actions.

Guluyambi Culture Cruise, Kakadu National Park
Photo by: Tourism NT / James Fisher

Objective
Build on the NT’s
reputation for the
delivery of quality
authentic Aboriginal
cultural experiences.

Aboriginal Tourism Advisory
Council (ATAC)
Tourism NT continued working with the
Aboriginal Tourism Advisory Council
(ATAC) to progress the development
of the Northern Territory Aboriginal
Tourism Strategy throughout 2018-19.
The strategy aims to provide a platform
for actions to ensure the Territory is a
recognised national leader in Aboriginal
tourism experiences. Extensive regional
consultation was held in late 2018. In
addition, ATAC continued to support
department discussions focusing on
skills development leading to jobs for
Aboriginal people seeking to be part of
the tourism sector. The strategy will be
released in 2019-20.

• Assist in the facilitation
and promotion of new and
enhanced tourism product and
investment in infrastructure
development, in cooperation
with the Department of Trade,
Business and Innovation.
• Deliver Destination
Managements Plans for the
Big Rivers (Katherine and
surrounds), Barkly, MacDonnell,
Lasseter and Arnhem Land
regions in consultation with the
tourism industry.
• Deliver a dedicated strategy for
the youth market, ensuring an
integrated strategic approach
to industry development,
strategic marketing and
infrastructure investment.
• Continue to work with key
stakeholders and the Australian
Government to progress the
Kakadu Tourism Master Plan.
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Address supply constraints
Highlights
Donghai Airlines launched a oneweekly supplementary service
during the month of August 2018
to cater for Darwin’s peak travel
season.

Jetstar commenced its first
direct flight between Brisbane
and Uluru on 3 August 2018.

Jetstar Asia increased the
frequency of its Singapore to
Darwin flights from four to five
services per week from 28 October
2018, and subsequently operated
seven times a week on a seasonal
basis from 15 April through to 24
July 2019.

Qantas Airways launched its first
direct commercial flight from
Adelaide and Darwin to Uluru
on 3 April 2019 to meet growing
demand from travellers to the
Red Centre.

Darwin welcomed its first Airnorth
flight from the Gold Coast (via
Townsville) on 3 April 2019; which
will operate as a seasonal basis
through to 20 October 2019.

The Tourism Business Enterprise
Development Program booklet
was developed and delivered a
key tool as part of working with
the local industry to help develop
business enterprise knowledge
and skills.
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Objective
Encourage a supply of commercial accommodation
to both support and induce growth in visitor demand.

Investment attraction
A range of investor engagement activities
to increase the awareness and interest in
the Northern Territory as an investment
destination were successfully undertaken.
With the launch of the Donghai Airlines
service from Shenzhen to Darwin,
Tourism
NT joined Reaching South, a major trade
and investment delegation led by the
Northern Territory Chief Minister to
Shenzhen in August. The 33 individuals
who attended represented 17 companies
from various sectors including the
Chinese Provincial Government. The
tourism investment roundtable was a
collaboration between the Department
of Tourism, Sport and Culture and three
other NT Government agencies – the
Department of the Chief Minister, the
Department of Trade, Business and
Innovation and the Land Development
Corporation.
The Territory’s investment profile was
captured in a six-page feature titled
Territory Turbocharged, in Informer
Magazine. Considered Australia’s most
widely distributed accommodation
business and property market magazine,
Infomer is published by Resortbrokers,
Australia’s longest established and most
experienced specialist agency active in
the accommodation sector.

In April 2019, a Northern Territory
Tourism Investment Forum was delivered
as part of the Arafura Games 2019
Business Engagement Program. The
forum included a roundtable, networking
opportunities and site visits. Delegates
received valuable insights into the
Territory’s long-term tourism outlook
including the NT’s Tourism Industry
Strategy 2030 and the Kakadu Master
Plan. Delegates included investment
decision makers, advisers and industry
representatives such as business owners,
lawyers, lenders, developers and
investment bankers.
In May 2019, the Minister hosted a
tourism investment roundtable in
Singapore for 12 representatives of
companies from a range of investment
interests including tourism, agribusiness,
retirement living and technology. A new
16-page Tourism Investment Guide and
three-minute investment video was
launched to the attendees. Singapore’s
Travel Weekly covered tourism
investment in a broader NT tourism story.
In July 2019, Investment Attraction
will be moved to Investment Territory,
operating as part of the Department of
Trade, Business and Innovation, as part
of the Northern Territory Government’s
commitment to lead a whole-ofgovernment effort in attracting and
securing investment in the Territory.

Our Performance 5

Objective
Support the growth
of sustainable aviation
services to the
Territory.

Domestic aviation

International aviation

Connecting Central Australia with the rest
of Australia and the world remains a key
priority for Tourism NT. During this
financial year, active engagement with
airlines saw Jetstar Airways inaugurate
flights between Brisbane and Uluru in
August 2018. This new route is important
as it marks the first time there has been a
commercial flight between the two cities.

Tourism NT’s approach to growing
international air services into the
Territory is premised on ensuring
additional capacity is matched with
demand. Through ongoing discussions
with the Territory’s airlines partners,
Jetstar Asia has committed to operate
an increased flight frequency between
Singapore and Darwin from four to
five weekly services, and subsequently
seven times a week on a seasonal basis.
Similarly, SilkAir also undertook to step
up its frequency from six flights a week
to seven, taking effect from July 2019.

Qantas Airways launched its first direct
commercial flights from Darwin and
Adelaide to Uluru in April 2019. This new
connectivity is strategically important
for the Territory as it encourages more
international visitors arriving via Asian
ports to enter or depart Australia at
Darwin, rather than solely relying on the
major east coast gateways. The service
offers almost 700 seats to Uluru each
week.
On a regional front, Darwin welcomed
its first Airnorth flight from the Gold
Coast (via Townsville) on 3 April 2019.
This service operates seasonally until 20
October 2019.
Tourism NT led a range of initiatives
during the year seeking to strengthen air
connectivity into Alice Springs, following
reduced capacity from a major carrier.
Introducing additional services into
Alice remains a key priority, with route
development activities continuing into
2019-20.

Through cooperative marketing efforts,
we successfully secured an agreement
with Jetstar Asia to theme one of
its aircraft with a specially designed
Northern Territory livery, coinciding
with Jetstar Asia’s 10th anniversary of
operating flights between Singapore
and Darwin. The aircraft with the
Northern Territory inspired livery will
operate flights throughout Jetstar
Asia’s international destination network
and has the potential to create visitor
interest in the Northern Territory to a
new international audience.

Jetstar Asia Northern Territory themed
aircraft livery on a flight to Darwin
Photo by: Tourism NT

In April 2019, Virgin Australia Airlines
introduced a new seasonal service
connecting Denpasar (Bali) with Darwin.
This new flight has the potential to
bring long stay European visitors in Bali,
along with residents in greater Indonesia
living in Jakarta and Surabaya, to visit
the Territory. Territorians also directly
benefit from greater schedule flexibility
and affordable fares to their favourite
overseas holiday destination. The service
will provide 528 new inbound seats per
week.
As part of our China growth strategy,
we successfully secured additional
seat capacity from Donghai Airlines via
supplementary flights that operated
over Darwin’s peak inbound travel
season of August, enabling greater
access and flexibility for Chinese tourists
to visit the Territory.
In addition to scheduled airline
services, the agency, along with other
stakeholders were able to bring in a
number of international charter flights
taking Japanese tourists to Alice Springs.
One flight occurred in August which
also incorporated Darwin, and a series
of four charter flights from Tokyo,
Nagoya and Osaka took place in October
2018. Japanese visitors to the Northern
Territory grew 56 per cent 2018-19 aided
by the additional connectivity and extra
wholesaler marketing of the destination.
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Objective
Ensure visitor needs for access are considered in transport planning, including for
roads, public transport and cruise ship facilities.

Visa reform attracting
working holiday makers

Key changes to the WHM and Work and
Holiday program announced over the
year included:

Business Enterprise
Development Program

As part of the national Tourism Visa
Advisory Group, Tourism NT advocated
for ongoing improvements to Australia’s
suite of visas, including ensuring visa costs
remain competitive, accessibility was
improved for non-English speaking
applicants, processing timeframes were
minimised and monitored implementation
of increased age limits for 417 (Working
Holiday Maker - WHM) visas.

• The option of a third WHM visa for
WHMs who complete six months of
specified work in their second year
after 1 July 2019.

Tourism NT worked in partnership
with Tourism Top End, Tourism Central
Australia and the Department of Trade,
Business and Innovation to better service
the Northern Territory tourism industry
through a new Business Enterprise
Development Program. This program
was developed to provide a clear path
to help businesses succeed and grow
in an ever-changing marketplace. As
part of Tourism NT’s support toolkit,
the Tourism Business Enterprise
Development Program booklet was
developed and delivered this year.
The booklet is used in conjunction to
working with industry partners to help
local tourism operators upskill on their
business enterprise knowledge. Tourism
NT has committed to provide funding for
the program in 2019-20.

• The expansion of the maximum
eligibility age to 18-35 years inclusive
for France.
• The commencement of new
arrangements with Ecuador (100
places available annually) and Greece
(500 places annually).
• Increases to the number of places
available to travellers from Chile
(from 2 000 to 3 400 places annually),
Argentina (from 1 500 to 2 450),
Malaysia (from 100 to 1 100),
Singapore (from 500 to 2 500) and
Portugal (from 200 to 500).

Wangi Falls, Litchfield National Park
Photo by: Tourism NT
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Cruise shipping

their commitment to growing the visitor
experience in the traditional low season.

Vessel highlights of the 2018-19 cruise
season included first-time visitor to
Darwin Viking Orion with more 930
passengers, the Norwegian Jewel and
Majestic Princess combined with over
5 800 passengers and the Explorer of
the Seas, one of the largest cruise ships
to ever visit Australia, with over 4 000
passengers and crew members.

Throughout 2018-19, 73 ships were
welcomed to Darwin, bringing with
them 49 550 visitors (down from 51 147
visitors in 2017-18).

Home porting by Coral Expeditions’
Coral Adventurer was secured for the
2019 cruise season. Having the Coral
Adventurer home porting in Darwin
provides increased economic impact
to the Top End, providing additional
opportunities for many local businesses
as passengers extend their stay before
or after their cruise. The Coral Adventurer
joins the Coral Discoverer and Coral
Expeditions 1 to continue the company’s
24-year history of Darwin visitation and

Tourism NT is an active member of
Cruise Lines International Association,
representing the NT at cruise industry
exhibitions and trade events positioning
Darwin as Australia’s gateway port.
Tourism NT continues to work closely
together with industry and the Cruise
Working Group consisting of Tourism
Top End, Darwin Port Operations,
Activate Darwin, City of Darwin, Darwin
Waterfront Corporation and the Darwin
City and Waterfront Retailers Association
in an effort to constantly enhance the
unique offering Darwin has for cruise
passengers through tours, attractions
and the retail sector.

Forward focus
• Take a proactive aviation
development position by
targeting key airlines and
routes that support our
visitor targets in regional,
domestic and international
markets, underpinned by
unique cooperative marketing
agreements for each airline and
route opportunity.
• Stimulate demand for
international air services
through marketing and
promotion, leveraging
the Territory’s key natural
attractions and building on
direct air links.
• Lead delivery of a dedicated
drive market strategy with
consideration given to both
supply and demand side
issues.
• Advocate for additional
investment in
telecommunications
infrastructure to improve
network access in remote
and regional communities.
• Deliver an updated cruise
market activation plan ahead
of the current plan’s
conclusion in 2020.

Darwin, NT
Photo by: Tourism NT
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Improving
Business
Sustainability
Highlights

Objective
The Tourism: Towards 2030
conference delivered concise
information relevant to tourism
operators including presentations
from Tourism Australia, STR
and the AOT Group. It provided
industry with relevant tools
and actionable outcomes that
can be implemented across
their businesses. The inaugural
conference was held in Darwin
and Alice Springs in March 2019.

Consultation workshops on the
NT’s Tourism Industry Strategy
2030 engaged with over 200
individuals and 90 businesses.

Adopt a partnership approach between industry
and Government to grow the visitor economy.

Tourism 2030 conference
The inaugural Tourism: Towards 2030
Conference was held in Darwin and
Alice Springs in March 2019. The
Department partnered with Tourism
Top End, Tourism Central Australia and
the Department of Trade, Business and
Innovation to help tourism businesses
succeed and grow in an ever-changing
marketplace. The Darwin conference
was attended by 200 members of the NT
tourism industry and the Alice Springs
conference by 130 members.
The conference was designed to meet
the current needs of the Northern
Territory tourism industry, with
program and content design that
provided industry with relevant tools
and actionable outcomes that can be
implemented across their business
models. The program included breakout
sessions covering digital marketing,
strategy – execution and success,
distribution, funding business growth
and online reputation management.

NT’s Tourism Industry
Strategy 2030
A major piece of work for the year has
been the development, in partnership
with industry, of a co-developed and
co-authored, long-term tourism industry
strategy to replace the existing Tourism
Vision 2020 which expires next year.
Development of the plan for the next
decade was a commitment under the
Turbocharging Tourism stimulus package.
Deloitte Access Economics undertook
a significant consultative process, with
over 200 individuals participating. The
strategy proposes visitor and expenditure
targets to 2030 projected to reach
between 1.16 million and 1.46 million
holiday visitors and between $1.52 billion
and $1.91 billion in holiday expenditure.

The inaugural Tourism: Towards 2030
Conference held in Darwin
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Objective
Build a vibrant, sustainable and profitable industry
to deliver on the NT brand promise.

Brolga Awards and Qantas Australian Tourism Awards
The 2018 Brolga Awards, affectionately known as ‘the Brolgas’, received 57 entries
with 20 businesses winning awards across 23 categories. Two newly introduced
categories attracted six new entrants to the awards program. Katherine Outback
Experience won the new Visitor Experience Award and Karrke Aboriginal Cultural
Experiences and Tours won the Emerging Aboriginal Tourism Award.
In March 2019, the Northern Territory secured five accolades at the national Qantas
Australian Tourism Awards. Cicada Lodge at Nitmiluk National Park won two gold
awards for Luxury Accommodation, and Tourism Restaurants and Catering Services,
also claiming silver in the Aboriginal and Torres Strait Islander Tourism category.
Katherine Outback Experience won bronze in Tourist Attractions and Tourism Central
Australia won bronze for Visitor Information Services.

Forward focus
• Collaborate with industry to
create promoters of tourism
and champion the Northern
Territory as a desirable
destination.
• Continue a strong focus on
industry engagement through
key corporate channels
including the corporate
website, Facebook and
LinkedIn.
• Collaborate with the
Department of Trade, Business
and Innovation on industry
engagement initiatives.
• Deliver the second Tourism:
Towards 2030 conference in
March 2020.

Representatives from Nitmiluk Tours and the Jawoyn Association including Chairperson Lisa
Mumbin and Nitmiluk Tours Chief Executive Officer Jane Runyu-Fordimail with Northern Territory
Minister for Tourism, Sport and Culture Lauren Moss and Katherine Mayor Fay Miller.
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Corporate Governance

Board of Commissioners
Tourism NT is governed by a Board of Commissioners who
report to the Minister for Tourism, Sport and Culture as per
the Tourism NT Act 2012.
The primary role of the Board is to provide strategic direction
to Tourism NT and foster the sustainable growth and success
of the Northern Territory tourism industry. The Tourism NT
leadership team is responsible for implementing strategies
which are recommended by the Board.
The Board is guided by a charter of operations which sets out
the role and responsibilities of the Commissioners. A copy of
the charter and the Tourism NT Act 2012 can be sourced from
the corporate website tourismnt.com.au.
Commissioners are appointed by the Minister and selected
with the aim of ensuring the Board comprises the optimum
mix of skills, knowledge and experience necessary to fulfil its
role and achieve its objectives.

Term and remuneration

Corporate
Governance

Members are appointed for a period not exceeding two years.
Remuneration is provided in accordance with the provisions of
the Assembly Members and Statutory Officers (Remuneration and
other Entitlements) Act 2006.
The Chair is remunerated at $82 363 per annum and the
Commissioners at $44 349 per annum. The Chief Executive Officer
is not entitled to additional remuneration as a Board member.

Board of Commissioners

Interaction with industry

Marketing Steering Committee

The Tourism NT Board engaged with the NT tourism industry
through the following activities and functions:

Finance, Risk and Audit Committee
Accountability and Standards

• informal gathering with members of the Aboriginal Tourism
Advisory Council
• met with appointed consultants Deloitte to receive an update
on progress of the NT’s Tourism Industry Strategy 2030
• refreshed skills through a facilitated Australian Institute
of Company Directors course – In the Boardroom:
Responsibilities and Practice
• attended the 2018 Brolga Northern Territory Tourism
Awards in Darwin
• attended a SKAL International Darwin Club networking event
• visited Parrtjima – A Festival in Light in Alice Springs
• advocated for Australian Government investment in Kakadu
National Park
• attendance at the Tourism: Towards 2030 conferences in
Darwin and Alice Springs and the Australian Tourism Export
Council Meeting Place held in Darwin
• board meeting presentations included updates on aviation
route development, concept design proposals for Bruce
Munro: Tropical Light, project and product opportunities
in NT Parks, NT Arts Trail promotional campaign and
progress updates on the NT’s Tourism Industry Strategy 2030.
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Board of Commissioners

Michael Bridge, Chairperson
Michael was reappointed as Chair of the
Board of Commissioners in September
2019. Michael was CEO of Airnorth for
19 years, having overseen the company’s
growth from a small charter company to
Australia’s second oldest continuously
operating airline brand. He has years of
experience on Boards including as Chair;
some examples include the Regional
Aviation Association of Australia and the
Aviation Industry Superannuation Trust.
He currently serves on the Board of the
Civil Aviation Safety Authority (CASA)
and is Chairman of national labour-hire
group, CGH.
Meetings held: 5 Meetings attended: 5

Simonne Shepherd, CEO
Department of Tourism, Sport and
Culture / Tourism NT
Simonne’s background is in diversifying
tourism markets, developing strategic
partnerships and providing innovative
executive leadership, both in Australia
and internationally. She has held
executive roles including ACT Tourism
and Destination NSW and most recently
held a senior advisory role to the
Department of Culture and Tourism in
Abu Dhabi. Simonne has strong existing
relationships within the Australian
government tourism agencies through
long standing membership on the
Australian Standing Committee on
Tourism.

Trish Angus, Commissioner
Trish is a Jawoyn woman from
Katherine with more than 20 years’
in senior executive public sector
positions in the human services areas
of health, housing, and community
services. Trish has worked in community
controlled organisations and has
extensive governance experience. She
is a director of CareFlight, Voyages
Indigenous Tourism Australia, Venture
Housing Company and Bluearth
Foundation and a member of the
Northern Territory Heritage Council.
Meetings held: 5 Meetings attended: 4

Meetings held: 5 Meetings attended: 4

Rachel Beaumont–Smith,
Commissioner
Rachael has been the managing
director and co–owner of Darwin
Harbour Cruises since 1998. She cochairs Tourism Top End, chaired the
Business Advisory Council and currently
sits on the Domestic Commercial Vessel
Advisory Committee for the Australian
Maritime Safety Authority.
Meetings held: 5 Meetings attended: 5

Mick Burns, Commissioner

Jeff Huyben, Commissioner

Mick developed Crocosaurus Cove
and is the owner operator of Darwin
Crocodile Farm. He has owned and
operated a number of hotels and was a
board member of the Australian Hotels
Association for over 20 years, including
President of its NT branch. Mick was
also a previous Chairman of the Tiwi
Bombers Football Club and is still
actively involved.

Jeff has been in hotel regional and
general management roles for nearly
30 years at Sanctuary Cove, Ayers Rock
Resort, Kings Canyon, El Questro and
Alice Springs. Jeff’s board experience
includes Chair of Tourism Central
Australia and the Australian Regional
Tourism board. He was awarded
the 2018 Australia Day Centralian
Volunteer of the Year and 2015 Central
Australian Industry Achiever award.

Meetings held: 5 Meetings attended: 4

Meetings held: 5 Meetings attended: 5
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Helen Martin, Commissioner

Dale McIver, Commissioner

Helen is the Business Director of
Banubanu Beach Retreat, on Bremer
Island off the coast of Nhulunbuy. She
is a member of the Gove Community
Advisory Committee and spent 17
years working in the Commonwealth
Government. She is Chairperson of the
Aboriginal Tourism Advisory Council.

Dale is a born and raised Territorian
and has resided in Alice Springs her
entire life. She has worked in the
tourism industry for over 20 years.
Dale is the Director of Alice Event
Management and Consultancy and
current Chairperson of Tourism Central
Australia. She is a member of the Board
of Australian Regional Tourism and
the Central Australian Chamber of
Commerce board.

Meetings held: 5 Meetings attended: 5

Meetings held: 5 Meetings attended: 4

Denis Pierce, Commissioner

Geoff Weeks, Commissioner

As Group Managing Director with
inbound tour operator ATS Pacific
(Australia, NZ and Fiji), Denis led the
company through sustained revenue
growth and into a public listing. He
has over 40 years of global industry
experience including his current role as
Chairperson of the Australian Tourism
Export Council. He is also a former
board member of Tourism New South
Wales and Tourism Tropical North
Queensland.

Geoff was appointed General Manager
of Halikos Hospitality in 2010 having
previously worked at a number of
prestigious properties around Australia.
He has overseen the growth of their
portfolio from 230 hotel rooms to
over 1,100 rooms including serviced
apartments, making Halikos the
largest accommodation provider in
Darwin. Geoff is also a member of
the Australian Institute of Company
Directors.

Meetings held: 5 Meetings attended: 4

Meetings held: 5 Meetings attended: 3

Kata Tjuta,
Uluru-Kata Tjuta National Park
Photo by: Tourism NT
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Key achievements

Forward focus

• Oversight of the non-infrastructure elements of the
Northern Territory Government’s $103 million Turbocharging
Tourism stimulus package and additional $62.8 million
TURBO2 investment

• Implementation of the Aboriginal
Tourism Strategy

• Liaison and promotion to industry and Government of the
benefits, initiatives and positive outcomes achieved through
tourism stimulus funding
• Supported the Aboriginal Tourism Advisory Council (ATAC)
with the development of the Aboriginal Tourism Strategy,
and monitored and ensured progression of key ATAC matters
• Reviewed and endorsed recommendations towards
completion of the Long-Term Business Events Strategy,
including growth targets and strategic decisions
• Contribution, review and finalisation of the NT’s Tourism
Industry Strategy 2030
• Oversight of the new tourism brand project
• Involvement in the development, key messaging and
advocacy plans related to current and future funding for
Kakadu National Park
• Supported round two of the Visitor Experience
Enhancement Program (VEEP) to address improving
existing visitor experiences in the Northern Territory

• Execution of the Long-Term
Business Events Strategy
• Monitor the delivery and
performance against the six
priority elements of the NT’s
Tourism Industry Strategy 2030
• Promoting the new tourism brand
• Continue advocacy for
maintaining and, where possible,
increasing air services into the
Northern Territory, including
more flights to Alice Springs
• Overseeing the progression
of destination management
plans for Territory regions
• Ensuring delivery of strategic
research into the drive market and
development of a dedicated
drive market strategy.

• Compiled a road infrastructure priorities project list to
progress the tourism benefits and safety analysis of
Northern Territory roadways
• Undertook a review of the Brolga Awards with an aim to
increase participation and provide support to entrants
through internal programs and courses facilitated by
Regional Tourism Organisations. Implemented two new
award categories
• Oversight of the Board’s Finance, Risk and Audit Committee,
endorsing the implementation and strengthening of
policies, procedures and risk management plans
• Oversight of the Board’s Marketing Steering Committee
who implemented qualitative assessment, return on
investment and risk management plans for marketing
campaigns and agreements.
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Marketing
Steering
Committee
The role of the Marketing Steering Committee is to provide
constructive strategic input, feedback and advice on upcoming
marketing activities and key items arising from Board meetings.
The Steering Committee met prior to each Board meeting and
membership included four Tourism Board Commissioners.
Matters addressed include:
• Budget expenditure
• Industry engagement
• Major domestic and international marketing campaigns,
including awareness and conversion activity
• Exploring new markets
• Strategic direction of the Northern Territory’s tourism
marketing

Marketing Steering Committee Members
July 2018 – June 2019
Role

Member

Meetings
Attended

Meetings
Held

Chairperson

Denis Pierce – Commissioner
Tourism NT Board

5

5

Member

Dale McIver – Commissioner
Tourism NT Board

4

5

Member

Helen Martin – Commissioner
Tourism NT Board

2

5

Member

Rachel Beaumont-Smith –
Commissioner Tourism NT Board

5

5

Advisor

Tony Quarmby – Executive General
Manager Marketing, Tourism NT

5

5

Committee
Secreteriat

Provided by Marketing,
Tourism NT

4

5
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Finance, Risk and
Audit Committee
The role of the Finance, Risk and Audit Committee (FRAC) is to
oversee Tourism NT’s approach to risk management and audit
through a governance framework and internal audit program.
Membership of FRAC comprised representatives of the Board
of Commissioners and an external member from DTSC. The
Deputy CEO Tourism and Events attended meetings as an
observer.

FRAC Committee Members: July 2018 – June 2019
Role

Member

Meetings
Attended

Meetings
Held

Chair

Geoff Weeks – Commissioner
Tourism NT

4

5

Member

Jeff Huyben – Commissioner
Tourism NT

5

5

Member

Trish Angus – Commissioner
Tourism NT

4

5

Member

Cathy Fong – Director Corporate
Governance, DTSC

5

5

Advisor

Andrew Hopper – Deputy Chief
Executive Officer, DTSC

5

5

Committee
Secreteriat

Provided by Business Services,
Tourism NT

5

5

Gunlom Plunge Pool, Kakadu, NT
Photo by: Tourism NT
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Accountability
and Standards
Planning Framework
Government Policy e.g. Economic
Development Framework

Operating Environment
and Industry Scan
Cabinet Decisions

Department of Tourism, Sport
and Culture Strategic Plan
Tourism 2020 Vision

Turbocharging Tourism
Action Plan

Performance Measurement
and Key Deliverables

Tourism NT Annual Report
Budget Paper 3

Information Management
Tourism NT accountabilities under the Information Act 2002
include responsibilities for records management, Freedom
of Information (FOI) and privacy. The DTSC Chief Executive
Officer is the decision-maker in relation to FOI applications
received. A specialist records management unit in DTSC
services the requirements in this area, including adherence
with the Information Act 2002. Further information can be
found in the DTSC’s annual report.
Details of information held by Tourism NT, including an outline
of how to make an application under the Act, can be found on
the Tourism NT corporate website. Two FOI applications were
received during 2018-19.

Tourism NT Operational Plan
The Operational Plan serves as the business plan each financial
year. It articulates how Tourism NT intends to achieve the
long-term target of the strategic plan – Tourism Vision 2020
– and Turbocharging Tourism strategic and tactical initiatives
for implementation over the coming year, with associated
measures. It also aligns with individual sector strategies and
plans, as well as the operational plans of other agencies with
which Tourism NT carries out joint activities. It is approved by
the Tourism NT Board and the Minister for Tourism, Sport and
Culture.

Business Planning Including Risk
Assessments
Business Plans are prepared by members of the leadership
team and include a statement of the projects and actions
that each business unit needs to complete in order to achieve
Tourism Vision 2020’s strategic requirements, Turbocharging
Tourism targets and key strategy initiatives. Division Risk
Assessments are prepared by division management for
endorsement by the Finance, Risk and Audit Committee.

Staff Performance and Development Plans
Performance and Development Plans are developed annually,
as a collaboration between line managers and staff. They are
intended to outline tasks that staff need to achieve during the
financial year to contribute to their unit’s Business Plan.
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Litchfield National Park
Photo by: Tourism NT
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Financial Report

Tourism NT operates within the Tourism and Events division
of the Department of Tourism, Sport and Culture.
Tourism NT had a direct annual budget of $52.9 million
in the 2018-19 financial year largely funded through NT
Government appropriation. The actual expenses incurred
by Tourism NT for 2018-19 totalled $53.5 million.

Revenue

Financial
Report

Tourism NT received $0.5 million in own source revenue
and $0.3 million in miscellaneous revenue relating to the
return of prior year’s unspent grants. The majority of the
remaining income was provided by the Northern Territory
Government as output appropriation.

Expenses
Tourism NT incurred expenses of $53.5 million in 2018-19.
This included $8.9 million for employee expenses and
$5.1 million on grant programs such as the Visitor Experience
Enhancement Program, China Ready and funding supplied
to Regional Tourism Organisations. Additionally $10.1 million
was spent on contributions to cooperative marketing
campaigns.
The majority of Tourism NT’s expenditure is on marketing
and promotion, which is classified as administrative
expenses. In 2018-19 administrative expenses of $28.4
million were used to position the Territory and its tourism
products in key target markets to stimulate interest in and
desire to travel to the Territory through consumer activity
and partnerships with travel and trade distribution partners.
An annual operating statement has been prepared to reflect
the financial activity of Tourism NT.
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Tourism NT
operating statement

2017-18

2018-19

$’000

$’000

95

20

49,357

51,359

775

0

Sales of Goods and Services

313

464

Goods and Services received free of charge

329

754

–

6

30

317

50,899

52,920

7,800

8,850

27,188

28,428

35

20

Depreciation and Amortisation

152

195

Other Administrative Expenses

330

778

7

–

Current

3,589

3,500

Capital

2,383

1,617

Cooperative Marketing Contributions

8,293

10,126

49,777

53,514

1,122

(594)

Income
Grants and Subsidies Revenue
Current
Appropriation
Output
Commonwealth

Foreign Exchange gain
Other Income
Total Income
Expenses
Employee Expenses
Administrative Expenses
Purchase of Goods and Services
Repairs and Maintenance

Foreign Exchange loss
Grants and Subsidies Expenses

Total Expenses
Net Surplus / (Deficit)
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Moline Rockhole, NT
Photo by: Tourism NT / Matt Cherubino
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Procurement Contracts Awarded
Type of
Procurement

Tender
Number

Title of Requisition

Consultancy

18-0564

Darwin - Consultancy - Million Dollar Fish Impact Survey

Consultancy Total
Services

Count

Sum of
Contract
Value $

1

255,910

1

255,910

18-1208

Melbourne - AIME 2019 Tradeshow - Stand Space Includes Exhibitor Registration

1

141,048

18-1209

Melbourne - AIME 2019 Tradeshow - Stand Design

1

44,194

18-1398

Darwin - Provision of Video Production for Fishing Australia

1

26,000

18-1419

Perth - Australian Tourism Exchange - ATE Stand Build

1

76,199

18-1771

Cruise Lines International Association (CLIA) Executive Partner Membership

1

33,934

19-0016

Australian Tourism Exchange - ATE Accommodation Perth - 2019

1

41,328

19-0109

Darwin - Provision of Website Translations

1

70,773

19-0154

Darwin - Provision of Services for Australian Tourism Exchange (ATE) 2019 Registration Costs

1

22,660

19-0472

London Office Cooperative Administrative Agreement

1

163,865

19-0705

Melbourne - AIME 2020 Tradeshow - Stand Space including Exhibitor Registration

1

141,048

19-0829

Alice Springs - Provision of Website Translations Services - ATDW Listings

1

67,200

19-0961

Accommodation with Davidsons

1

19,900

18-1382

Darwin - Manager - Aviation Route Development - Tourism

1

13,750

18-0394

Darwin - 2018 Brolga Northern Territory Tourism Awards Gala Event

1

80,844

14

942,743

Services Total
18-0561

Global International Media Buy for a Period of 3 Months

1

850,000

18-1606

Darwin - Subscription to Global Aviation Intelligence Data for a Period of 12 Months

1

25,000

19-0814

Provision of Euromonitor Passport Service Software for a Period of 12 Months

1

25,000

19-0029

Provision of Tourism Representation Services for Tourism NT in the Americas
(North America/ Canada) for a Period of 24 Months

1

683,520

18-0519

Provision of Tourism Representation Services For Tourism NT in Japan for
a Period of 24 Months

1

300,602

18-0543

Provision of Business Events Focused Media, Communications and Public
Relations for a Period of 12 Months

1

88,000

19-0009

Darwin - Tourism Industry Collection and Reporting for a Period of 12 Months

1

16,500

19-0076

Darwin - ReviewPro software for a Period of 24 Months

1

106,460

18-0919

Darwin - Provision of Public Liability Insurance for a Period of 12 Months

1

24,054

18-0149

Provision of Full Tourism Representation Services For Tourism NT in Central
Europe for a Period of 24 Months

1

710,285

18-0171

Darwin - Panel Contract for Delivery of Creative Services for a Period of 24 Months

1

3,200,000

17-0536

All Centres - Provision of Sitecore Managed Hosting Services for a Period of
36 Months

1

326,700

17-0661

Darwin - Provision of Sponsorship Management Services for a Period of 12 Months

1

185,365

Services - Period
Contract Total

13

6,541,486

Grand Total

28

7,740,139

Services
- Period
Contract

47

3 Our Visitors
8 Appendices

Grant and
funding
recipients

1. Visitor Experience Enhancement Program
The Visitor Experience Enhancement Program (VEEP) is an initiative of the
Turbocharging Tourism stimulus package to assist the tourism industry to undertake
projects that will improve the on-ground visitor experience in the Territory.

Recipient

Total $
25,000.00

Airborne Solutions
Alice Central Backpackers Pty Ltd T/A Alice Motor Inn

*

5,000.00

Recipient

Total $

Mary River Houseboats

45,454.55

Mercure Alice Springs Resort

40,260.00

Alice On Todd

50,000.00

Moyne Fishing Enterprises Pty Ltd

20,000.00

Alice Springs Reptile Centre Pty Ltd

21,185.45

National Pioneer Women’s Hall Of Fame

Arnhem Land Coastal Camp Pty Ltd

36,208.18

NT Bird Specialists

Ausmobar Pty Ltd

50,000.00

Oceanview Developments Pty Ltd

10,000.00

Aviation Historical Society of NT

21,725.00

One Mile Brewery (NT) Pty Ltd

50,000.00

Banyan Tree Caravan Park

8,880.00

Outback Elite Tours

8,636.00
8,654.00

9,568.18

Beagle Motor Inn

25,000.00

Outback Spirit

Berry Springs Tavern

25,000.00

Outer Edge Photography Pty Ltd

5,000.00

Char Restaurant @ Admiralty

50,000.00

Point Stuart Wilderness Lodge

5,000.00

Chow

10,000.00

Reidy Investments Pty Ltd

30,000.00

Daly Waters Pub

50,000.00

50,000.00

Darwin Central Hotel Pty Ltd

45,000.00

Royal Flying Doctor Services of Australia
Central Operation
Salty Plum Pty Ltd T/A Yots Cafe*

30,000.00

Savannah Way Motel

30,000.00

Sea Darwin Pty Ltd

50,000.00

Snapper Rocks Bar & Kitchen

50,000.00

Darwin Military Museum

6,600.00

Discovery Holiday Parks Darwin*

25,000.00

Emu Run Experience

10,000.00

Eva’s Cafe

40,193.47

Finke River Adventures

12,705.00

Halikos Hospitality Pty Ltd

50,000.00

Hayes Creek Wayside Inn

25,000.00

Hidden Valley Holiday Park

25,000.00

Humbug Fishing Pty Ltd

19,991.82

Jump Inn Alice Budget Accommodation

50,000.00

Katherine Coaches Pty Ltd

12,725.00

Katherine School of the Air Council
Knotts Crossing Resort*

9,018.18
25,000.00

Litchfield Safari Camp

5,000.00

Little Roper Stockcamp

9,090.91

Manbulloo Homestead Caravan Park

25,000.00

Tailor Tours Pty Ltd T/A Tailormade Tours
Territory Expeditions
Territory Guided Fishing
The Cavenagh Hotel
The Finch Cafe
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8,275.00
10,000.00
8,000.00
26,635.00
5,000.00

Tiwi Island Retreat Pty Ltd

50,000.00

Top End Mountain Bike Tours

50,000.00

Travel North Pty Limited

50,000.00

Voyages Indigenous Tourism Pty Ltd

30,000.00

Walking Country Pty Ltd

50,000.00

Wharf One Food & Wine

33,000.00

Wildman Wilderness Resort Pty Ltd
Winmarti Tours

These projects were provided funding in 2018-19, however returned
the grant in full during the year as projects were unable to progress.
*

50,000.00

Total

9,950.00
20,000.00
1,616,755.74
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2. Welcome China
The Welcome China Program grants provide funding to
assist local industry to understand the Chinese consumer
and develop amenities and provide translated, culturally
appropriate tourism material to improve the visitor
experience for Chinese visitors.

Recipient

Total $

3. Regional Tourism Organisations
and Visitor Information Centres
Funding primarily supports the four key Northern Territory
regions to provide visitor information services, and also
assists Tourism Top End and Tourism Central Australia to
deliver intra–Territory marketing and agreed projects.
Recipient

Total $

Adventure Rentals

1,818.18

Battery Hill Mining Centre

Arnhem Land Coastal Camp Pty Ltd

1,818.18

Katherine Town Council

297,000.00

Cathy's Place

2,000.00

Tourism Central Australia

150,000.00

China Ready & Accredited Pty Ltd

867.42

Tourism Central Australia

825,000.00

China Ready & Accredited Pty Ltd

62,950.00

Tourism Top End

150,000.00

City Savvy App Pty Ltd

4,545.45

Tourism Top End

825,000.00

Darwin City Hotel

1,000.00

Total

Darwin Convention Centre

1,818.18

Darwin Harbour Fishing Charters

1,818.18

Darwin Ski Club

1,818.18

Fun Supply

1,818.18

GPT Property Management Pty Ltd

4,545.45

Groote Eylandt Lodge Pty Ltd

1,818.18

House of Fulton Jewellery

1,818.18

Labelle Candles & Essential Oils

1,818.18

Learning Exchange Australia

3,000.00

Manna NT Pty Ltd

2,000.00

Recipient

New Asia Pacific Travel Pty Ltd

4,545.45

Various (24 recipients)

Oka Teppanyaki

2,000.00

Outback Cycling Pty Ltd

1,909.50

Prostyle Hair Studio NT Pty Ltd

1,818.18

Raroya Pty Ltd

1,818.18

Readback Books & Art

1,545.00

Star Kitchen

1,818.18

Uluru Camel Tours

2,000.00

Unique Minibus Services Pty Ltd

1,818.18

Yiyuan Acu Therapy

2,000.00

Total

118,544.61

97,870.91

2,344,870.91

4. Cooperative Marketing
Recipient
Various

Total $
10,126,134.25

5. NT Business Events Support Fund
Total $
420,363.61

6. Other Grants
Recipient
BetEasy Pty Ltd (Million Dollar Fish campaign)
Karrke Pty Ltd
Katherine Outback Experience
The Darwin History And Wartime Experience
Total

Total $
590,000.00
4,545.45
18,181.82
4,545.45
617,272.72
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Parrtjima Festival,
Alice Springs
Photo by: Tourism NT
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National
Contacts

International
Representatives

Darwin (Head Office)

The Americas
(also representing Canada)

8th Floor, Charles Darwin Centre,
19 Smith Street Mall, Darwin NT 0800
Postal Address
GPO Box 1155, Darwin NT 0801

Alice Springs
Level 1, Alice Plaza, Cnr Todd Mall and
Parsons Street, Alice Springs NT 0870

Sydney
Level 29, 420 George Street,
Sydney, NSW 2000
Email
generalservices.tourismnt@nt.gov.au

Myriad Marketing – Los Angeles
6033 W. Century Blvd Suite 900
Los Angeles, CA 90045 USA
Myriad Marketing – New York
20 W 22nd Street, Suite 603
New York, NY 10010 USA
Telephone +1 424-309 0879
Email tcarvajal@myriadmarketing.com

Central Europe (representing
Germany, Switzerland, Austria)
Lieb Management – Frankfurt
Neue Mainzer Str. 22, 60311 GERMANY

France (also representing Belgium)
Pierre Vives Tourism Consulting
4 Avenue des Fleurs
Bagnolet 93170 FRANCE
Telephone +33 148 576 064
Email pierrepvtc@gmail.com

China
Travel Link Marketing
Room 603 -Lido Office Tower,
Building No. 6
Jiantai Road, 100004 Beijing CHINA
Telephone +86 137 6062 9692
Email lifenghua@tlmchina.com

Telephone +49 89 6890 638 716
Email andreas@lieb-management.de

Japan

Italy

AVIAREPS Marketing K.K
26-3 Sanei-cho, Shinjuku-ku
Tokyo 160-0008 JAPAN

AIGO – Milan
Piazza Caiazzo 3
Milan, 20124 ITALY
Telephone +39 02 669 927213
Email a.bitetti@aigo.it

United Kingdom
(also representing Ireland, the
Netherlands and Scandinavia)

Telephone +81 3 3225 0008
Email NFukuda@aviareps.com

Singapore
Pacific Leisure Marketing Pty Ltd
371 Beach Road #12-06
City Gate, 199597 SINGAPORE
Telephone +65 6292 7675
Email grace@pacleisure.com

Trade Marketing Agency –
Endeavour Tourism Marketing Ltd
6th Floor Australia House Strand,
London WC2B 4LG, UK
Telephone +44 20 7438 4642
Email
fsainsbury@tourismnt.australia.com
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Nitmiluk Gorge Tour, NT
Photo by: Tourism Australia / James Fisher

Tourism NT
GPO Box 1155
Darwin, NT, 0801, Australia
Corporate website

tourismnt.com.au
Consumer website

northernterritory.com

