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MESSAGE FROM THE MINISTER 
FOR TOURISM

The Northern Territory Government is making tourism an absolute priority, recognising it as crucial to its 
plans to build a bigger NT economy.

Despite the Territory’s iconic natural landscapes, rich cultural heritage and award winning tourism 
experiences, in recent years the NT has been falling short of competing destinations across a range of 
tourism measures. Visitation to the NT has been declining since 2000 requiring a significant change in 
strategic focus and a whole-of-Territory partnership to revitalise the sector.

Tourism Vision 2020: Northern Territory’s Strategy for Growth provides an essential blueprint for the 
sector, uniting efforts of industry and Government through an agreed set of strategies, actions and a 2020 
target aimed at delivering a $2.2 billion visitor economy by 2020.

Industry entrepreneurship and innovation will be key to delivering the turnaround required to meet the 
2020 target. Tourism NT has been restructured to strengthen its focus on tourism marketing in partnership 
with industry, working to ensure the NT brand connects with our key audiences and that marketing activities 
focus on driving bookings. Other portfolios within government are focused on delivering results for 
tourism in areas such as aviation development, investment attraction, business development, indigenous 
participation and regional development.

The NT Government as a whole is committed to resourcing this strategy for tourism. A thriving visitor 
economy is critical to the economic and social health of the Northern Territory. Through a shared 
commitment to Tourism Vision 2020, industry and Government will return the tourism sector to growth; 
stimulating investment, employment and regional development.

HON MATT CONLAN MLA,
Minister for Tourism
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MESSAGE FROM THE CHAIR 
AND CEO OF TOURISM NT

Tourism NT was tasked with developing a strategy on behalf of the tourism industry to return the sector to 
growth and capitalise on tourism opportunities emanating from changes in the wider economy.

Tourism Vision 2020: Northern Territory’s Strategy for Growth sets the direction for the Northern Territory 
tourism sector over the next seven years outlining a vision “To grow the visitor economy in the Northern 
Territory to $2.2 billion by 2020 as measured by overnight visitor expenditure”.

The 2020 NT growth target equates to 3.1% growth per annum, delivering an additional $535 million in 
visitor expenditure against 2011-12 levels and supporting an estimated 4300 new jobs.

A ‘business as usual’ approach simply will not deliver the turnaround required to return the sector to growth. 
Essential to achieving the target of a $2.2 billion visitor economy by 2020 is a genuine partnership approach 
between industry and Government, focused on opportunities that span all aspects of the visitor economy.

Tourism Vision 2020 identifies growth opportunities and partnerships outside traditional tourism markets 
and channels, positions the Territory to capitalise on rapid growth Asian markets and the high growth/high 
yield segments including business, cruise and education. Tourism NT will coordinate delivery of the Strategy 
and has committed to increasing its research capacity to guide industry’s collective investment in marketing, 
experience development and delivery.

We look forward to working with industry on this important initiative to shape the future of tourism in the 
Northern Territory.

Yours sincerely,

MICHAEL BRIDGE,  TONY MAYELL,
Chair   Chief Executive Officer

TOURISM VISION 2020  3
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CURRENT STATE OF PLAY

Tourism is a major employer and a key contributor to the Northern Territory economy, however despite a 
rich blend of natural and cultural tourism experiences unlike anywhere else on earth, visitation to the NT has 
been steadily declining since 2000. This downturn has been driven predominantly by global events, most 
recently the economic downturn in the US and Europe impacting inbound travel from the NT’s key Western 
hemisphere source markets and a strengthening Australian dollar fuelling rapid outbound domestic travel.

Central Australia has been most impacted by the decline in visitation due to the heavy reliance on holiday 
visitors from Western markets and the overall decline in regional visitation experienced across Australia. 
Reductions in aviation capacity in Central Australia have further exacerbated the decline. Visitation to the 
Top End has been buoyed by activity in the resources sector, although this has benefited Darwin city centre 
in particular, with little spill-over to regional destinations and market segments, such as leisure-focused 
extended tour product, due to the high proportion of business and employment related travel.

OPPORTUNITY

Increased resource and military sector activity in the NT, our proximity to the fastest growing travel 
market in the world, China, and rapid growth in niche segments such as cruise, business and education 
are just some of the emerging opportunities that the NT is well positioned to capitalise on.

The NT’s competitive strength as a leisure destination is in providing visitor experiences that deliver a 
unique blend of nature and culture. These remain powerful motivators for the NT’s core visitor markets 
and are attributes that can be leveraged to attract visitors from niche market and experience segments 
including working holiday makers, cruise, business tourism, education, luxury and special interest tourism 
(e.g. bushwalking, bird watching, photography). By connecting the right products with the right markets 
and increasing the sales focus of all marketing activities, the opportunity exists to inspire more visitors to 
come to the NT, stay longer and spend more. With technology and social media increasingly influencing 
the way consumers research, share and book travel there is an enormous opportunity to expand the 
NT’s presence across digital channels to ensure more consumers are being connected to bookable NT 
experiences with the ability to purchase in real time.

By adopting a more strategic approach to the NT’s major events, festivals and regional events, potential 
exists to leverage the NT brand, aid regional dispersal and address seasonality issues by providing visitors 
with a definite, time-based reason to travel to specific NT destinations.

While the current climate requires an increased focus on demand generating marketing opportunities such 
as those listed above, a supply-side focus is also important to enhance the NT’s competitiveness as a global 
destination. There are significant opportunities to improve the visitor experience in the NT from the range 
of product and experiences available, to the delivery of visitor information and the quality of service delivery. 
These improvements will also drive increases in visitation and yield.

Key enablers of visitation growth will be to increase access (aviation and transport), increase and improve 
accommodation (range and stock) and increase the availability of labour and skills.

EXECUTIVE SUMMARY
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1  The target has been formulated based on market intelligence available at the time of writing and does not take into account unforeseen events or shock
 impacts such as significant economic, environmental, health and terrorism events
2 Source: Tourism Research Australia – International Visitor Survey and National Visitor Survey Data

THE TARGET

“To grow the visitor economy in 
the Northern Territory to $2.2 billion 
by 2020 as measured by overnight 
visitor expenditure.” 1

The 2020 NT Growth Target, equates 
to 3.1% growth per annum, delivering 
an additional $535 million in visitor 
expenditure against 2011/12 levels and 
supporting an estimated 4,300 new jobs.

ACTION NEEDED

To arrest the decline in visitation and stimulate the visitor growth required to meet 
the goal of delivering $2.2 billion in overnight visitor expenditure by 2020, the NT 
must address the following strategic requirements:

•  Grow the value of the visitor economy through embracing opportunities outside 
of traditional leisure sectors, delivering inspiring marketing and communications 
that are sales oriented and focusing on priority markets and niche segments that 
will provide the best return on investment in terms of visitor growth.

•  Improve the visitor experience to live up to the NT Brand promise, to meet the 
expectations of the global traveller and to deliver a holiday experience that is 
internationally competitive from a value perspective.

•  Work across industry and Government to identify strategies to address the 
supply-side constraints of access (transport and aviation), accommodation 
and workforce capacity.

•  Improve business sustainability through a better coordinated, cohesive and 
profitable industry that is focused on quality.

•  Adopt a whole of Territory approach to delivering the targets outlined in 
Tourism Vision 2020 that sees industry and Government working in partnership

 to coordinate efforts with a focus on maximising outcomes for the visitor economy.

CALL TO ACTION

Overall, visitation to the Northern Territory has decreased by 0.5% per annum 
since 2000 and 1.5% per annum since 2008.2 The NT needs to significantly improve 
performance in key areas of the visitor economy if this trend is to be reversed and 
if the $2.2 billion target is to be achieved by 2020. Northern Territory’s success as 
a tourism destination relies on the combined success of all players in the sector. 
Through a shared commitment to Tourism Vision 2020, industry and Government 
can return the tourism sector to growth, stimulating investment, employment and 
regional development.
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Tourism is vital to the Northern Territory economy. According to the NT Tourism Satellite Account, in 
2011-12 the sector contributed $1.62 billion to Northern Territory Gross Value Added and provided 16,000 
jobs directly and indirectly. The sector drives economic growth at local, regional and Territory-wide levels 
through the creation of income, employment and investment opportunities and makes an important 
contribution to social and community development. A thriving tourism sector is critical to the economic 
health of the Northern Territory and as such the Government recognises it as an absolute priority.

Over the past five years, the mainstream Northern Territory tourism sector has been in decline, impacted 
predominantly by external factors including global natural and economic crises in key source markets, 
resultant exchange rate fluctuations and rapid growth in outbound travel. These external impacts have 
changed the composition of visitor source markets and have predicated the need for a change in strategy 
to capitalise on new market opportunities and return the Northern Territory tourism sector to growth.

This strategy, Tourism Vision 2020: Northern Territory’s Tourism Strategy for Growth outlines the 
Territory Government’s vision, key strategic requirements and partnership approach required to deliver 
the designated 2020 growth target. The strategy has strong alignment with the national direction for 
tourism while also taking into account the unique issues and trends that impact the Northern Territory 
tourism sector.

VISITOR PROFILE

In the Northern Territory the majority of visitation is for holiday/ leisure, with business travel accounting for 
another quarter of all travel (refer to Figure 1). Along with the ACT, the Northern Territory is more heavily 
reliant on business visitors than any other State or Territory. Longer-term, the proportion of business travel 
to the NT will continue to increase driven by major projects associated with the resources sector. The 
Northern Territory receives the least amount of visitors from the visiting friends and relatives segment, 
proportionately, of all the states and territories in Australia due to its smaller resident population.

 

16% 52%
Holiday / Pleasure

Business

Visiting Friends & Relatives

Business Event

Education

Other Reasons

26%

6%1%
1%

 Source: Tourism Research Australia, International Visitor Survey and National Visitor Survey 
 Results Year Ended December 2012

STATE OF THE INDUSTRY

FIGURE 1:

NT Overnight Visitors 
by Purpose of Travel
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THE VISITOR ECONOMY

The concept of the visitor economy is increasingly being 
adopted by the global tourism industry. It is broader than 
the traditional view of the tourism sector which focuses 
on the leisure market recognising that visitors travel for a 
variety of reasons and that their impact is not only felt in 
the tourism sector. The visitor economy includes all visitors 
that travel outside their usual environment to engage in 
activities including leisure, business, events, employment, 
education, or to visit friends and relatives. These visitors, 
which include the international, interstate, intrastate and day 
trip segments, provide benefits to the economy through the 
direct contributions of their tourism activities, as well as the 
indirect contributions via the value chain, such as the impacts 
of capital investment and Government expenditure. The visitor 
economy encompasses tourism’s contribution to employment, 
investment, infrastructure development, exports, provision of 
temporary labour and social vibrancy.

The visitor economy is a key driver for economic development 
and job creation in regional areas. 11.6% of the total NT 
workforce in 2010-11 was employed either directly or indirectly 
in the tourism sector.

CURRENT ECONOMIC CONTRIBUTION

The Northern Territory Tourism Satellite Account measures the 
direct and indirect contributions of tourism through the supply 
chain and provides baseline information on the inputs and 
direct benefits associated with day and overnight travel in the 
Northern Territory. The Tourism Satellite Account is the best 
available indicator of the performance of the visitor economy.

Key insights taken from the NT Tourism Satellite Account 
2011-12 include:

•  Tourism contributed $1.78 billion to NT Gross State Product 
(GSP) and $1.62 billion to Gross Value Added (GVA).

•  Tourism directly contributed 4.5% to Territory GVA, 
compared to a 20.7% contribution by the mining industry, 
12.1% by the construction industry and 2.9% by the 
agriculture, forestry and fishing industry.

•  Tourism consumption totalled approximately $1.966 billion, 
which supported 8,000 direct and 8,000 indirect full-time 
equivalent jobs in the NT.

•  Of the 8,000 Territorians directly employed in tourism, 
nearly one quarter have jobs in cafés, restaurants and 
takeaway food services. Following this, people are 
employed in retail trade, transport related services 
and accommodation.

•  The reliance of the NT economy on the tourism sector is 
far greater than at the national level overall, with tourism 
directly contributing 4.8% to Territory GSP compared to 
2.8% to Australia’s Gross Domestic Product.

Further NT Tourism Satellite Account insights and definitions 
can be sourced at: www.tourismnt.com.au/research

ADELAIDE RIVER
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CURRENT MARKET ANALYSIS

Global Context
According to the United Nations World Tourism Organisation, in 2012, international tourist arrivals grew by 
4.0% on the previous year to reach 1.035 billion. While global growth in international arrivals has steadied 
following a slight boost in the immediate post-Global Financial Crisis period, it is estimated that over the next 
decade, there will be an average annual growth rate in visitor arrivals of 3.8% worldwide, with the majority 
of growth emanating from Eastern markets.4

In 2011 Australia’s share of the global travel market was 0.6% which represented a slight decline from 
previous years.5 According to the World Economic Forum (2012), Australia ranked 13th out of 139 countries 
in terms of tourism competitiveness, down from ninth position in 2008.6

National Context
Australia has recorded growth of 8.5% per annum in outbound travel since 2001, driven by the relative 
strength of the Australian dollar and improvements in international air linkages (refer to Figure 2). The 
gap between inbound and outbound travel has never been greater. The surge in outbound travel has 
resulted in domestic overnight trips falling by 1.0% on average per year since 2001. Regional areas such 
as the Northern Territory that rely heavily on the domestic leisure market have been greatly impacted 
by this trend.
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 Sources: Australian Bureau of Statistics Overseas Arrivals and Departures Catalogue 3401.0, Domestic travel from 
 Tourism Research Australia’s National Visitor Survey Results Year Ended December 2012

The Tourism Forecasting Committee (TFC) estimates indicate that international markets will be core to 
growing the future value of tourism, with average annual growth rates in arrivals to Australia forecast at 
3.2% per annum over the 10 year period to 2021-22.7 Although domestic visitor expenditure remains by 
far the largest expenditure segment for Australia, the international visitor segment is projected to provide 
around two thirds of the increase in total visitor expenditure over the 10 year period to 2021-22.8 The 
Chinese market is anticipated to fuel the majority of this growth, providing for 32% of the total increase in 
international expenditure by 2021-22.

Figure 3 provides a graphical representation of the growth projections of Australia’s key international source 
markets between 2013 and 2020.

4 Source: http://www2.unwto.org
5 Source: Tourism Research Australia; State of the Industry Report 2012
6 Source: http://www3.weforum.org/docs/WEF_TTCR_ASEAN_Rankings_2012.pdf
7 Source: Tourism Research Australia, State of the Industry 2012 – Full Report
8 Source: Tourism Research Australia, State of the Industry 2012, Page 38

FIGURE 2:

Trends in Inbound, 
Outbound and 

Domestic Travel in 
Australia (1998 – 2012)
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 Source: Tourism Australia presentation to Australian Tourism Summit 2013

The Northern Territory must ensure that it is well positioned to meet the needs of Chinese and other Asian 
visitors in order to gain an increased share of these growth markets.

NT Competitive Position
The Northern Territory is not a mass tourism destination, rather the destination’s competitive strengths are 
based on its unique nature, culture and outback experiences. While the Northern Territory brand has good 
recognition in primary target markets, the Territory has been losing competitive position for some time in 
both interstate and international markets. Since 2008, overnight visitors to the Territory have declined on 
average by 2.0% annually driven predominantly by declining holiday visitation. Figures 4, 5 and 6 provide 
a historical overview of Northern Territory’s overall international and interstate visitation and the market 
share of visitors and spend of interstate and international arrivals in Australia.
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The loss in competitive position in the holiday leisure market is partly due to the relative access and 
affordability of other competing destinations offering similar core experience propositions, such as 
Africa, South America and Canada. Without decisive action the Northern Territory will continue to 
lose market share to competitors.

The Territory’s tourism industry, particularly Central Australia, has relied heavily on international 
holiday visitation from Western markets. As shown in Figure 7, international holiday visitation to the 
Northern Territory from Western markets has been trending downwards at a greater rate than the 
overall Australian experience.

FIGURE 5:

Trend Share of 
Overall Interstate 

Visitation and Spend

FIGURE 6:

Trend Share of 
Overall International 

Visitation and 
Expenditure
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In addition the Eastern markets, which have become increasingly more important to driving international 
holiday visitation growth to Australia, are not significantly reflected in the composition of Northern Territory 
visitation (refer Figure 8). Rapidly growing and high yielding Asian markets such as China remain relatively 
untapped by the Northern Territory and represent a significant opportunity for the future. Realisation of 
China’s tourism market potential will require a collaborative approach between industry and Government 
to maximise investment in both marketing and product development.
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The target equates to 3.1% growth per annum, increasing visitor expenditure by 
$535 million from 2011-12 figures and supporting an estimated 4,300 new jobs.

Background to the $2.2 Billion Growth Target
Overall, visitation to the Northern Territory has decreased by 0.5% per annum 
since 2000 and 1.5% per annum since 2008.9 Territory tourism needs to 
significantly improve performance in key areas of the visitor economy if this trend 
is to be reversed and to achieve the $2.2 billion target by 2020.

The TFC’s current growth scenario estimates 1.3% per annum growth in NT tourism 
spend, considered a conservative estimate as it does not take into account market 
growth strategies outlined in this strategic plan.

Figure 9 shows the comparison of the TFC forecast with the 2020 NT Growth Target. 
The 2020 NT Growth Target is 1.8% higher than the TFC forecast and will deliver an 
additional $325 million above forecasted TFC expenditure levels.
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9 Source: Tourism Research Australia – International Visitor Survey and National Visitor Survey Data

This Strategy proposes a return of 
the Northern Territory tourism sector 
to growth. The underlying strategy 
target is:

“To grow the visitor economy in 
the Northern Territory to $2.2 billion 
by 2020 as measured by overnight 
visitor expenditure.”

Sources: Tourism Research Australia, National Visitor Survey and International Visitor Survey 
Results Year Ended June 2012 Tourism Forecasting Committee, Forecast 2012 Issue 2, 
Tourism Research Australia, Canberra
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Achieving the $2.2 billion 2020 target will require growth across all markets with a specific focus on 
high growth, high yield market segments and requires a significant turn-around from the current 
market conditions. It is based on achieving a number of the key strategies outlined in this document.

The target has been formulated based on market intelligence available at the time of writing and does not 
take into account unforseen events or shock impacts such as significant economic, environmental, health 
and terrorism events which may impact the industry over the time period of the Strategy. Tourism NT will 
track performance against the target on an annual basis and make adjustments to the Strategy to reflect 
the latest market intelligence available.

Figure 10 provides an overview of the break up of the $2.2 billion growth target by segment.
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The target reflects an increased focus on the international market, comprising 25% of total overnight 
expenditure by 2020 (up from 21% in 2011-12). Internationally, the NT will maximise investment in the 
traditional source markets through partnerships with Tourism Australia and gateway state tourism 
organisations and increase investment and focus on the fast growing Eastern markets. The target for the 
domestic market is to grow visitor numbers by 2.4% overall from 2011-12 levels, with the majority of growth 
anticipated to come from high growth leisure (3.0%) and business tourism segments (2.5%). Individual 
segment targets will be reviewed on an annual basis.

In order to reach the 2020 targets, industry and Government will need to work together to address supply-
side constraints such as aviation, accommodation and workforce capacity. A focus on improving visitor 
experiences that drive visitation growth, especially in regional areas, will require existing experiences to be 
refreshed and new experiences to be developed, ensuring visitors have a greater diversity of high quality, 
authentic experiences to choose from.

For the tourism sector, achieving the $2.2 billion target will mean employment, economic stability and 
reinvestment. If achieved, the incremental growth will support an estimated 4,300 additional jobs by 2020.

FIGURE 10:

$2.2B Target by 
Growth Segment 
2012 – 2020

Sources: Tourism 
Research Australia, 
National Visitor Survey 
and International 
Visitor Survey Results 
Year Ended June 2012 
Tourism Forecasting 
Committee, Forecast 
2012 Issue 2, Tourism 
Research Australia, 
Canberra
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Integral to this strategy is a shift in 
focus from a tourism perspective to 
consideration of the broader visitor 
economy concept. This recognises that 
for some destinations and regions, 
greater opportunities may be presented 
by segments outside traditional leisure 
markets such as business events, 
education or military segments. New 
approaches will be required to meet the 
needs of these different types of visitors.

The strategy details specific areas and 
roles for Tourism NT, other government 
agencies and industry to work together 
to achieve the 2020 vision.

A PARTNERSHIP APPROACH

Role of Industry
•  Delivering the visitor experience – continuous improvement in providing the right 

experiences for consumers, in the right markets, at the right price. This involves a 
focus on our product and destination strengths of nature and culture experiences.

• Integrating and aligning business plans with objectives outlined in the Strategy.

•  Working in collaboration with Government to share market intelligence and insights 
to feed into critical decisions and strategic reviews.

• Embracing new technologies and market opportunities.

Role of Tourism NT
•  To market the Territory as a desirable visitor destination in partnership 

with industry.

Tourism NT will lead delivery of the strategy, communicating and engaging with 
industry and Government stakeholders and providing overall coordination of the 
partnership approach.

At a national level, Tourism NT will continue to provide input and ensure alignment 
of the Strategy to the national tourism agenda.

Role of Other Government Partners
Commonwealth, Territory and Local Government partners will play a vital role in 
facilitating adoption of a whole-of-Government approach to removing barriers to 
travel, labour supply, infrastructure development and service delivery with a focus 
on outcomes, not processes.

The key Northern Territory Government partners with a high level of involvement 
and influence over tourism outcomes include the Department of Business, Parks 
and Wildlife Commission of the Northern Territory, Department of Arts and 
Museums, Department of Transport, Department of Sport, Recreation and Racing, 
Department of Education and the Department of the Chief Minister. The aim is 
for the goals and strategies outlined in Tourism Vision 2020 to be reflected in 
individual agency strategies and local government plans.

The Strategy will align to the national tourism agenda and embrace Commonwealth 
initiatives where leveraging opportunities are identified. Partnerships with 
Department of Resources, Energy and Tourism,Tourism Australia, gateway state 
tourism organisations and Parks Australia to collaborate on key opportunities are 
also identified in this Strategy.

Role of Other Partners
As approximately 40% of the Northern Territory and one third of the Parks Estate is 
Aboriginal owned land or subject to cooperative management, the land councils and 
traditional owners have an important role to play in product development.
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In the last decade the tourism sector has been exposed to a 
number of shock impacts and continued volatility. It remains 
an extremely dynamic, rapidly changing industry which is 
subject to numerous external influences.

While the Northern Territory tourism industry cannot control 
the external forces driving global tourism demand and its 
impact on the local economy, it can plan for the future by 
understanding these influences, mapping out alternatives 
and equipping itself to respond to market changes.

Market challenges
Tourism demand is driven largely by economic outlook. 
The economic malaise in the US and Europe and the resultant 
global downturn in Western markets has been affecting 
Territory tourism exports for some time. Domestically, the 
strength of the Australian dollar has seen consumer spending 
increase on outbound travel and a shift in discretionary 
spending to items such as reducing household debt, 
electronic equipment and technology devices.

The global competition for visitors is fierce and the market 
is becoming increasingly crowded. Within Australia many 
State Governments are refocusing on the tourism sector 
with ambitious targets to grow visitor expenditure. Nationally 
there has been a shift in marketing focus towards the East 
capitalising on the high growth, high yield Asian markets. 
Strong visitor growth from these markets is driving changing 
visitor expectations in terms of experiences and destinations. 
Adjusting existing tourism products and developing new 
product to meet the needs of our Eastern visitors is essential 
if the Northern Territory is to share in the national growth from 
these markets.

The ageing demographic within Australia, key Western markets 
and Japan also influences the types of experiences consumers 
are looking for. While there is an increased need to cater to this 
market and its emerging preferences, it is also important to 
ensure that there is a focus on the youth market as it is key to 
the long-term sustainability of the industry.

Online sources continue to increase in importance in planning, 
booking and sharing holiday experiences about Australia, with 
46% of holiday travellers to Australia  booking some aspect 
of their trip online prior to arrival.10 Mobile applications are 
increasingly being used to inform, guide and book travel and 
social media is transforming how people share, research and 
rate their trips. The Northern Territory tourism sector needs 
to better engage in online distribution, increasing visibility 
through the development of exciting digital content to aid 

CHALLENGES AND CONSTRAINTS

in pre-trip planning and ensuring that products are easily 
bookable. Development and distribution of high quality digital 
content is integral to the success of marketing 
the Territory going forward.

The resources boom and major projects are impacting the 
profile of visitors to the Northern Territory, with strong growth 
in business travel. At peak times, the resources sector is having 
a crowding out effect on the leisure market, displacing leisure 
visitors from accommodation properties or rendering room 
rates unaffordable. This impact has a flow on effect to tour and 
attraction providers who rely heavily on the leisure segment 
of the market.

Increasing competition from other industry sectors is also 
impacting on the availability of an adequately skilled tourism 
and hospitality workforce to service the tourism sector. This 
is particularly apparent in the regions.

There is an ongoing requirement for the industry to be flexible, 
adaptable and resilient in order to mitigate risks and capitalise 
on opportunities emerging from the constantly changing 
operating environment.

Key Constraints
Three key supply side constraints will impact the ability of 
 the sector to deliver the 2020 target:

 • availability of suitable accommodation 
 • aviation capacity and competition 
 • access to an adequately skilled workforce.

Accommodation
Specific modelling has forecast that the Northern Territory will 
need an additional 205-225 hotel rooms per annum to 2020 
to keep occupancy at viable and sustainable levels from a 
demand and supply perspective. The majority of these rooms 
will be required in Darwin.

Aviation
Tourism NT has projected that as visitor numbers grow to the 
2020 target an estimated 20% increase in aviation capacity 
compared to 2012 will be required to accommodate increased 
passenger demand.

Labour
By 2020 the NT will need to employ an additional 4,300 
workers to deliver on the 2020 target, unless significant 
productivity gains or technologies can be adopted to reduce 
the reliance on labour.

10 Tourism Australia, Distribution in Australia’s International Markets: Situational Analysis, March 2013
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If the Territory is to achieve the target 
of a $2.2 billion visitor economy by 
2020, Government must adopt a 
genuine partnership approach with 
industry focused on outcomes that 
span all aspects of the visitor economy.

Four strategic requirements have been 
identified to deliver on the growth target 
as follows:

• Grow value 
• Address supply constraints 
• Improve the visitor experience 
• Improve business sustainability.

ACTION TOWARDS 2020

Under each of the strategic requirements, strategies and actions with the 
greatest potential to ensure the Territory achieves its tourism vision by 2020 
have been identified.

The action tables nominate key partners and delivery time frames as outlined below:

Immediate: To be implemented within 2013 and then ongoing; 
Short-term: To be implemented between 2013 and 2016; and, 
Medium-term: To be implemented between 2017 and 2020. 

BUCHANAN HIGHWAY, SAVANNAH WAY TOURIST DRIVE
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The NT growth target of $2.2 billion in overnight visitor expenditure by 2020 translates to achieving $325 
million in visitor spend above the TFC forecast.

In order to meet the gap between the TFC forecast and the Northern Territory Growth Target the Territory 
must employ innovative market growth strategies to attract more visitors to stay longer and spend more. 
This includes targeting priority markets for growth and delivering inspiring marketing communications that 
focus on converting consumer desire to actual bookings.

Strategies that encourage regional dispersal and address seasonality issues will also be important to 
ensuring that the existing capacity is maximised and sustainable growth is achieved. A ‘business as usual’ 
approach will simply not deliver the growth required to meet the 2020 targets outlined in Figure 11 below.

NT 2020 GROWTH TARGET

Expenditure % of 
expenditure

Visitors 2012-2020 
AAGR*($ million) (000s)

DOMESTIC

Leisure $823 37% 600 3.0%

Business $537 24% 242 2.5%

VFR $169 8% 407 1.7%

Other $134 6% 54 0.4%

Sub-total domestic overnight $1,663 75% 1,302 2.4%

INTERNATIONAL

Sub-total international overnight $559 25% 416 5.3%

TOTAL $2,221 100% 1719 3.1%

* AAGR (average annual growth rate)

The 2020 NT Growth Target for the domestic market is to achieve an overall average annual growth rate of 
2.4% through to 2020, 1.5% above the TFC forecasted growth for the Northern Territory.

The 2020 NT Growth Target for the international market is to achieve an average annual growth of 5.3% 
when averaged across all markets, a rate 2.5% higher than the TFC forecasted growth.

In order to deliver the projected growth targets; by 2020 the international market is projected to comprise 
25% of the total visitor market to the Northern Territory, up from 19% in 2011-12.

STRATEGIC REQUIREMENT 1: 
grow value

FIGURE 11:

NT 2020 
Growth Targets 

for Domestic 
and International 

Markets
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Resources will be focused in the following key areas to deliver the growth required:

•  Delivering inspiring marketing and communications that stimulate the need to 
visit the NT.

•  Targeting priority markets for growth including targeting identified travel ready consumers in the 
domestic market and maximising investment internationally by partnering with Tourism Australia 
and gateway state tourism organisations.

•  Adopting a niche marketing approach that focuses on high yield/ high growth segments with the 
greatest propensity to travel to the NT.

•   Extending reach and encouraging conversion by building digital capacity and capability in partnership 
with industry.

•  Developing a long-term, 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.

DELIVERING INSPIRING MARKETING AND COMMUNICATIONS

Competition for the visitor market is strong; the NT needs to be able to demonstrate the emotional, 
rational and experiential value of an NT holiday through delivering inspiring marketing and communication 
messages that connect with NT target audiences and stimulate the need to visit the NT.

The Northern Territory’s competitive strength is in the delivery of visitor experiences that are a unique 
blend of the natural and cultural experiential offering. Nature is about the setting; the varying and 
remarkable landscapes that inspire our visitors. Culture is about the people and their way of life; 
adding vibrancy and richness to the landscapes. The experiential offering comprises the following:

NATURE CULTURE

• The outback 
• National parks and icons 
• Drive journeys 
• Camping 
•  Fishing, bushwalking, 

photography, bird-watching 
and other nature-based activities.

• Indigenous 
•  Outback way of life – remote living, 

stations, School of the Air, Royal 
Flying Doctor Service

•  Heritage – pioneering and 
military history

•  Major events, regional events 
and festivals

• Markets and outdoor lifestyle 
• Vibrant urban centres.

The majority of the Territory’s domestic and international leisure visitors come to the Territory for these 
core experiences. The Territory’s core target audience are from all stages of life including youth, families 
and older couples. They each have different holiday preferences and are found across all of the NT target 
source markets. What unifies them is their interest in unique and compelling experiences that are interactive 
and are based around the core themes of nature and culture. In recent years, consumer awareness of the 
NT as a destination for nature and culture based holidays has been high; however there has been limited 
success in converting the high level of brand awareness to actual holiday bookings.
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STRATEGY
Increase the desirability of the Northern Territory as a travel destination, inspiring more 
people to visit, stay longer and spend more.

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

1.  Implement a compelling, consistent and long-term brand strategy for the 
Northern Territory that is experience-led, reflects our natural and cultural 
positioning and talks to our target audience.

TNT, NTG, RTOs, 
Industry

Immediate

2.  Partner with trade and suppliers to drive brand awareness 
and conversion through integrated marketing activity that includes brand 
messaging and product offers.

TNT, NTG, RTOs, 
Industry

Immediate

3.  Increase research capacity to guide NT’s collective investment in marketing, 
experience development and delivery.

TNT Immediate

4.  Increase the strength and reach of the Northern Territory brand by partnering 
with tourism and non-tourism industries, organisations and Government agencies 
to present a consistent compelling brand to the global marketplace.

TNT, NTG, RTOs, 
Industry

Short term

5.  Provide accurate information and tools to aid in trip planning activities to reduce 
perceived barriers to travel, addressing perceptions relating to accessibility, cost 
and available infrastructure.

TNT, RTOs, 
Industry

Short term

6.  Increase the focus on regional destinations by highlighting regional experiences 
within a consistent 365 day marketing program.

TNT, RTOs, 
Industry,

Short-term

In order to deliver the visitation growth required to meet 
the 2020 targets, marketing strategies will focus strongly 
on converting awareness to bookings. Increased use of digital 
channels enabling 24/7 delivery of consistent integrated 
consumer messages that focus on bookable NT experiences 
will not only keep the NT top of mind, but also ensure that the 
NT is ‘always on’ and open for business.

In addition, there will be an increased focus 
on market research to monitor the success 
of our activity and to guide the industry’s 
collective investment in marketing, experience 
development and delivery.
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TARGET THE PRIORITY MARKETS 
FOR GROWTH

Increasing competition and limited resources requires the 
Territory to focus on markets that offer the best return, 
contribute to achieving the $2.2 billion target by 2020 and 
positioning the Territory for capitalising on the high growth 
Asian markets into the future.

In the domestic market the key approach will be to take 
advantage of the high consumer awareness the NT has within 
the minds of consumers. At present the awareness is second 
highest across all destinations in Australia but second lowest 
in terms of conversion into actual bookings. The new approach 
will attempt to re-position the NT by addressing the barriers 
consumers perceive prevent them booking in the short term.

In the international market, the focus will be to maximise 
current investment in NT’s traditional source markets, to 
capitalise on the high growth potential of China and Singapore 
markets and to undertake targeted investment in key markets 
such as Italy, France, Scandinavia, Netherlands, Taiwan and 
Korea. Activity will be focused on leveraging relationships 
and investment through partnership activity with Tourism 
Australia and gateway state tourism organisations.

While the core values of nature and culture will continue to 
infuse the NT’s marketing activity across all markets, tailored 
marketing activities will be undertaken to drive growth 
from niche market and product segments with the greatest 
propensity to travel to the NT.

INTERNATIONAL MARKETS SHIFT 
IN FOCUS TO THE EAST

While the Northern Territory has a high level of reliance 
on domestic tourism, international markets will become 
increasingly important to driving industry growth towards 
2020. Much of the growth potential will come from the Eastern 
hemisphere markets and therefore will be an increasing focus 
of future marketing efforts. As the Territory is starting from a 
low base for the Eastern markets, their overall contribution to 
total visitor expenditure will remain relatively low over the 2020 
time horizon, however this period will set the foundation for 
capitalising on rapid growth expected from these markets 
into the future.

A market prioritisation model is used to categorise the 
Northern Territory priority source markets, ensuring a 
balanced investment portfolio is maintained to avoid over 
reliance on particular source markets. Each market is 
considered against an extensive list of criteria including 
economic, aviation, industry readiness, visas and other factors 
such as the propensity for the market to aid regional dispersal 
and address seasonality. Flexibility is employed to ensure that 

there is the ability to take advantage of new opportunities as 
they arise, such as when a new airline service may open up a 
potential new market. Priority source markets are reviewed 
on an annual basis at minimum.

Figure 12 on page 21 illustrates the priority source markets 
for the NT which have been categorised according to the 
market investment strategy as outlined below. The table 
includes reference to the 2011-12 performance to provide 
a point of comparison.

Build and Maintain markets include the NT’s traditional 
international source markets including the UK, Germany/ 
Switzerland, US/ Canada and Japan. The target for these 
markets is to grow them at a rate 3% above the TFC 
forecasted average annual growth rate, maximising the 
Territory’s marketing investment by leveraging the 
investments made by Tourism Australia and the relevant 
gateway state tourism organisations.

High Growth Potential markets include China and 
Singapore, NT’s priority growth markets from the East. 
The target is to grow the High Growth Potential markets at 
a rate 10% higher than TFC forecasted average annual 
growth rates. The NT’s strategy for these markets is to focus 
on increasing in-market activities, increasing participation 
and support for trade-focused events and schemes and 
increasing the profile of Territory destinations and product 
within targeted Asian market programs. This bold target has 
been set as China is identified as the key Asian destination 
to driving future growth to Australia and is currently under-
represented in the Northern Territory. The China Market 
Activation Plan, developed by Tourism NT in consultation 
with stakeholders in 2012, outlines the key activities to be 
undertaken by industry and Government in partnership, to 
deliver the target of 30,000 Chinese visitors to the NT by 
2020. Resourcing of this strategy is essential to realise the 
growth from this market and to reach the 2020 target.

Targeted Investment markets which include France, Italy, 
Korea, Netherlands, Scandinavia and Taiwan, are those markets 
that the Territory will conduct selective investment in, with the 
aim of reaching specific niche segments with a high propensity 
to travel to the NT. The NT Growth Target is set at 1% above the 
TFC forecasted average annual growth rate for these markets 
as the main focus of marketing and investment activity will be 
on Build and Maintain and High Growth Potential markets.

Opportunity markets include the remaining countries not 
included in the categories above. These countries will not 
be a core focus of NT marketing activity, however a watching 
brief will be maintained to ensure that they are considered for 
future activities should opportunities for growth be identified. 
The NT Growth Target for ‘Opportunity’ markets has been set 
at the TFC forecast growth rate.
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FIGURE 12:

International Current Performance vs. NT 2020 Growth Targets by Category and Market

INTERNATIONAL

 

Current performance (2011-12 ) 2020 NT Growth target

Expenditure Visitors Expenditure Visitors 
(000s)

($ millions) (000s) ($ millions)

BUILD AND MAINTAIN NT GROWTH TARGET 5.4% AAGR (TFC forecast rate + 3%)

United Kingdom  $46 35 $70 53

Germany / Switzerland $51 38 $84 62

USA / Canada  $61 45 $104 76

Japan $24 23 $37 35

HIGH GROWTH POTENTIAL NT GROWTH TARGET 15% AAGR (TFC forecast rate + 10%)

China (incl Hong Kong) $7 7 $46 30

Singapore  $8 5 $11 9

TARGETED INVESTMENT NT GROWTH TARGET 4.1% AAGR (TFC forecast rate + 1%)

France $23 18 $36 28

Italy $15  12 $23 19

Korea $7 5 $10 6

Netherlands $9 8 $11 10

Scandinavia  $15 13 $20 16

Taiwan $7 5 $10 7

OPPORTUNITY NT GROWTH TARGET 3% AAGR (equal to TFC forecast rate)

Rest of World  $76 50 $98 65

TOTAL NT GROWTH TARGET 5.3% AAGR (TFC forecast rate + 2.5%)

$352m
263,000 
visitors

$559m 416,000 visitors
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STRATEGY
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 Eastern markets.

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

7.  Maximise the Territory’s marketing investment in Build and Maintain markets 
leveraging the investment of Tourism Australia and gateway state tourism 
organisation partner spend.

TNT, Industry Immediate

8.  Increase in-market activity in High Growth Potential markets leveraging the 
investment of the National Tourism Organisation and gateway state tourism 
organisation partner spend (where appropriate), including developing the NT 
knowledge of key trade partners.

TNT, Industry Immediate

9.  Undertake targeted point-to-point marketing strategies in Singapore to 
maximise opportunities of the Asian hub and role as a direct full-service 
international gateway.

TNT, Industry Immediate

10.  Undertake targeted marketing strategies in Targeted Investment markets to 
maximise visitation from the high-yielding/ high dispersal segments.

TNT, Industry Immediate

11.  Implement and adequately resource Tourism NT’s China Market Activation Plan 
and continue to invest in Eastern Hemisphere focused trade events and trade 
support programs.

TNT, RTOs, DoB, 
Industry

Immediate

12.  Position Darwin as a key holiday gateway to Australia in the Asian market and 
foster regional dispersal throughout the Territory.

TNT, DoB Short-term

13.  Increase NT product inclusion and distribution in key international programs and 
channels that support priority market objectives.

TNT, DoB, 
Industry

Short-term
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FIGURE 13:

Niche Segments 
according to 
Priority Markets

FOCUS ON HIGH GROWTH NICHE SEGMENTS

Changing demographics, consumer preferences and the increasing availability of choice have fuelled 
growth in niche markets and experiences such as working holiday makers, cruise, business tourism, 
education, luxury and special interest tourism (eg. bushwalking, bird watching, photography and cycling). 
Building on the brand strengths, key Territory destinations and products are well positioned to leverage 
the growth from these niche segments.

The activation of these segments through targeted marketing efforts represents a key action to regain 
the Territory’s market share in the domestic market and an opportunity to grow visitation from our priority 
international markets. Realising this growth potential will require investment in product and market sector 
development, supported by effective marketing action plans.

Figure 13 provides an overview of the niche segments as they relate to our priority markets.
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Actions
The following actions have been identified to implement this strategy.

ACTIONS
POTENTIAL 
PARTNERS

WHEN

14.  Target the high growth business events segment by continuing to build on the 
Territory’s industry and community strengths.

TNT, Industry Immediate

15.  Target the luxury sector in our priority markets with the premium products and 
experiences available in the Northern Territory.

TNT, RTOs, 
Industry

Short-term

16.  Actively target niche international market segments that have a high propensity 
to travel to the NT such as working holiday makers in identified markets such as 
France, Korea, UK and Germany.

TNT, DoB, 
Industry

Short-term

17.  Implement the Cruise Sector Activation Plan 2013 which focuses resources on 
positioning Darwin as the preferred cruise gateway in Northern Australia.

TNT, DoB, DPC, 
TTE, Industry

Immediate

18.  Grow the NT’s market share of rail passengers and develop rail product and 
packages in key destinations to aid in increasing visitor dispersal and yield.

GSR, TNT, RTOs, 
Industry

Short-term

19.  Respond to the changing demographics of the Territory, particularly Darwin, 
targeting new defence and resource sector personnel for intra-Territory travel.

RTOs, Industry Immediate

20.  Position the Territory domestically and internationally as a recognised provider 
of enriching educational experiences through a partnership between the 
tourism and educational sectors.

DEEWR, TNT, DE, 
CDU, DoB, RTOs

Short-term

STRATEGY
Grow the visitor economy by focusing on niche market and product segments with the 
greatest propensity to travel.
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STRATEGY
Increase NT brand and product presence across digital channels, creating desire for the 
destination and connecting consumers with experiences they want to purchase in real time. 

Actions
The following actions have been identified to implement this strategy.

ACTIONS
POTENTIAL 
PARTNERS

WHEN

21.  Build the Territory’s digital marketing capability considering: 
• Online activity and search engine optimisation 
• Social media and advocacy programs (blogs etc) 
• Location servicing and QR codes for mobile devices 
• E-distribution and e-commerce opportunities for industry.

TNT, DoB, 
Industry, RTOs

Immediate

22.  Continue to track and share insights regarding digital marketing to ensure 
marketing efforts are focused on an evidence-based approach.

TNT Immediate

23.  Leverage digital media opportunities to develop rich content for the Northern 
Territory brand and share assets with industry.

TNT Immediate

24.  Continue to improve the NT’s tourism consumer website, including increased 
focus on showcasing events, festivals and other key activities that provide 
consumers with a reason to travel now.

TNT Immediate

25.  Develop and implement programs to accelerate incorporation of e-commerce 
capabilities by the tourism industry to enhance conversion opportunities.

TNT, DoB, RTOs Short-term

BUILD DIGITAL CAPACITY AND CAPABILITY

Technology and social media is having a major impact on 
the way consumers research, share and book travel products. 
Effective communication with target markets requires 
strategies that are responsive to the way consumers are 
making travel purchasing decisions. Together, industry and 
Government can work to ensure the Northern Territory has 
a strong presence across digital channels and that more 
consumers are being connected to the experiences they 
are seeking, with the ability to purchase in real time.

Tourism NT will continually enhance and develop its consumer 
website as well as leverage digital media opportunities to 
develop rich content for the Northern Territory brand and 
explore new partnerships to increase distribution networks. 
Improving industry websites and continuing efforts to enhance 
the functionality and booking mechanisms for Territory 
product is essential in order to convert consumer desire into 
actual bookings. Since January 2011, over $4 million in revenue 

has been generated for NT operators via the national TXA 
platform. A 63% increase in NT operator revenue occurred 
in the two months to July 2012, with further growth expected 
given the shift in consumer behaviour to booking online. 
Tourism operators who are not active in the digital space 
will increasingly miss out on opportunities from this change 
in purchasing behaviour.

Priorities towards 2020 include:

• Incorporating digital marketing elements in all 
 promotional activity 
• Capitalising on social media and advocacy 
• Providing digital media leadership and empowering industry 
 for e-commerce 
• Continued innovation and adoption of new technologies 
 e.g. mobile devices.
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colour of the Territory and contribute greatly to its positioning 
as a visitor destination. There are considerable opportunities 
to develop, build and leverage home-grown events that 
showcase the Northern Territory brand and take advantage 
of new infrastructure such as the Darwin Waterfront Precinct 
or unique locations such as our National Parks.

Delivery, coordination and support for festivals and events in 
the Northern Territory has traditionally been dispersed across 
a number of Northern Territory Government departments, 
with each taking on varying levels of involvement from 
sponsorship through to hands-on operational aspects. The 
opportunity exists to streamline efforts and leverage greater 
benefits for local communities, visitors and the economy 
through exploring more efficient modes of event delivery.

STRATEGY
Develop a long-term 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. 

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

26.  Review the NT’s event portfolio and resourcing to identify opportunities to 
streamline efforts and increase the strategic performance of events as key 
drivers for tourism.

TNT, DCM, RTOs Immediate

27.  Develop strategies that maximise tourism and economic benefits for existing 
iconic festivals and events in the Territory including Darwin Festival, Darwin Cup 
Carnival, Alice Springs Masters Games and V8 Supercars.

TNT, DCM Immediate

28.  Work with event organisers to develop an integrated marketing approach to 
ensure that events are communicated to target markets and can be factored 
into package development and inbound tour offerings.

TNT Immediate

29.  Develop a calendar of events and festivals in the Territory that complements 
the strategic marketing approach.

TNT, Industry, 
RTOs, DSRR, 

DoAM
Short-term

30.  Attract additional major events and build home-grown events which strengthen 
the NT’s brand positioning, visitation profile and regional dispersal.

TNT Short-term

Festivals and events have a key role to play in showcasing the 
Northern Territory brand, driving regional dispersal, increasing 
length of stay and providing visitors with a definite, time-based 
reason to travel.

Major events, such as the Darwin Cup Carnival and the 
SKYCITY Triple Crown V8 Supercars, provide considerable 
economic benefit for the Territory. Research for Tourism NT 
estimated that the 2012 V8 Supercars event alone injected $32 
million into the Territory economy.11 Regionally, events such as 
the Alice Springs Cup Carnival also make a major contribution, 
with the 2011 event estimated to have injected $1.76 million of 
new expenditure into the Alice Springs economy.12

From a tourism perspective, signature events, such as the 
Garma Festival or Henley on Todd Regatta, become part of the 

11 Source: Hall and Partners - Open Mind, Economic Impact of SKYCITY Triple Crown V8 Supercars, 2012
12 Source: Hall and Partners - Open Mind, Quantifying the Economic Impact of Alice Springs Racing Carnival, July 2011

DEVELOP A STRATEGIC APPROACH TO MAJOR 
EVENTS, FESTIVALS AND REGIONAL EVENTS
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ACCOMMODATION

Figure 14 provides an overview of the average occupancy rates for key destinations 
and the NT overall since 2009. In recent years occupancy rates for accommodation 
properties outside of Darwin have tracked below the national average.
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 Source: Australian Bureau of Statistics Survey of Tourist Accommodation, Year 
 ended December 2012

Tourism NT has forecast that the Northern Territory will need an additional 
205-225 hotel rooms per year to 2020 to meet the 2020 NT Growth target and 
keep occupancy at viable and sustainable levels. Overall accommodation is likely 
to present a key constraint to reaching the 2020 target if no action is taken to 
encourage investment in the sector.

In the short term there is a need to address the supply blockage in Darwin which is 
constraining growth in the business and leisure segments. Accommodation capacity 
and pricing pressures are being driven by increases in resource sector activity year 
round, locking out holiday visitors and impacting the Territory’s ability to bid for 
lucrative conference and events business.

In addition to accommodation capacity issues in Darwin, throughout the Territory 
there is a limited availability of high quality and destination-focused accommodation 
and numerous existing properties that are in need of refurbishment. Below- 
average occupancy rates, seasonality impacts and increasing competition from 
other sectors for bank finance is hampering investment in property upgrades. 

Increases in tourism capacity are 
required to deliver the 2020 target and 
to capitalise on the demand projections 
from our key markets.

Key supply constraints exist in the 
areas of:

• accommodation 
• aviation 
• labour and skills 
• transport infrastructure.

13  Darwin and Alice Springs comprise approximately 66% of the total room stock for the Northern Territory, with other NT destinations such as Yulara, 
Katherine, Tennant Creek and Kakadu comprising the remaining 44%.

14  The peak in occupancy for Alice Springs in 2010 can in part be explained by increased aviation access to the destination provided by Tiger Airways which 
ceased in 2011 and was reinstated in 2013.

STRATEGIC REQUIREMENT 2: 
address supply constraints

FIGURE 14:

Average Occupancy 
Rates NT (2009-12) 13, 14
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STRATEGY

Ensure a supply of commercial accommodation to both support and induce the growth in 
visitor demand. 

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

31.  Work with private investors and developers on business cases to encourage new 
visitor accomodation in the greater Darwin area.

DoB, TNT, DLPE Immediate

32.  Implement a whole-of-Government approach to improving the investment and 
regulatory environment for potential tourism investors in the Territory, including 
potential accommodation development incentive schemes and a strategic 
Crown land release program.

DLPE, DoB, DRET, 
Industry

Immediate

33.  Encourage existing accommodation properties to refresh and refurbish product 
by providing access to expert advice and information on grant availability.

DoB Immediate

34.  Encourage investment in high-end experiential focused accommodation 
developments that assist in showcasing the regions, increasing visitor dispersal 
and yield.

DoB, PWCNT, 
Parks Australia, 

DLPE, TNT
Short-term

35.  Investigate opportunities for the upgrade of existing properties or the 
development of new properties in Katherine and Alice Springs to increase 
room inventory at the 4 star level.

Industry, DoB, 
DLPE

Medium-term

The limited availability of quality accommodation, particularly 
in the regions, reduces the Territory’s experiential offering and 
the overall holiday value proposition for prospective visitors.

Key barriers to delivering additional rooms include the 
high cost of construction in the Northern Territory, likely to 
increase further during the construction phase of the INPEX 
Ichthys Project, and the relatively low return on investment 
for accommodation development over other property asset 
classes such as commercial and residential development.

Given lead-times in new accommodation development work 
and competing projects for potential developers’ funds, 
there is a need to improve certainty for investors and reduce 
barriers to new investment. A whole-of-Territory view must 
be taken to understand the broader benefits of encouraging 
accommodation development and industry have a role to play 
role in working with Government to ensure that relevant long 
term policy is developed.
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AVIATION

Given the remoteness and the distance to the other 
capital cities in Australia, aviation plays a crucial role in 
the Northern Territory.

In recent years, only Darwin International Airport has 
experienced any major growth in passenger numbers with 
Alice Springs and Yulara airports contracting in terms of 
both passenger numbers and services. Reductions in aviation 
capacity in Central Australia, including one airline operating 
out of Alice Springs between 2011 and 2013, have severely 
impacted visitation to the region. The growth in traffic through 
Darwin International Airport is mainly attributed to growth in 
the domestic outbound market rather than increases in holiday 
visitation to the Territory.

To deliver on the 2020 target an immediate priority is to 
continue demand generation activities to ensure that existing 
services are maintained. At the same time, to achieve the 
growth targets set for each of the source markets, the sector 
will need to focus on opportunities for aviation capacity 
expansion, encourage sustainable competition on existing 
routes and seek opportunities to deliver increased service level 
variability including alternative fare and scheduling options.

15 Source: Tourism Research Australia, International Visitor Survey, June 2012

Access from east coast gateways into the Territory continues 
to be the primary entry route to the NT for international 
visitors, with a total of only 12% of the NT’s international 
visitors entering Australia directly through Darwin International 
Airport. 46% of the NT’s international visitors enter Australia 
through Sydney airport and a further 15% enter through 
Melbourne Airport.15 This highlights the critical importance 
of domestic air-links to the flow of international visitors to the 
Territory and the need to undertake targeted efforts with the 
airlines to promote such links.

As visitor numbers grow to the 2020 target, an estimated 20% 
increase in aviation capacity compared to 2012 will be required 
to accommodate increased passenger demand. This growth 
estimate is based on delivering sustainable aviation capacity 
expansion to match comparable increases in demand.

Development of intra-territory regular passenger transport 
air services is a medium-term goal to aid in regional dispersal 
particularly to service Katherine and Tennant Creek, however 
this will need to be developed on the back of the successful 
demand generation in the key hubs of Darwin, Alice Springs 
and Yulara which remain the focus in the immediate to 
short term.

AIRBORNE SOLUTIONS, EAST ALLIGATOR RIVER
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STRATEGY
Support the growth of sustainable aviation services to the Territory.

Actions
The following tourism related actions have been identified to implement this strategy.

ACTIONS
POTENTIAL 
PARTNERS

WHEN

36.  Link marketing, promotions and trade relationships (domestic and international) 
to better leverage and support air access.

TNT, RTOs, 
Airlines, TA, 

Industry, 
NTAPL, DoT

Immediate

37.  Continue to expand the Darwin aviation hub with services from a range of 
domestic and international ports, especially in Asia.

DIA, Airlines, DoT Immediate

38.  Generate sufficient demand to retain all international carriers operating direct 
flights to and from Darwin.

Airlines, TNT, 
TA, DIA

Immediate

39.  Facilitate improved air services to Central Australia, including through capacity 
increases, scheduling improvements and retaining existing services..

NTAPL, 
Airlines, DoT

Short-term

40.  Explore options to improve air access for the China market. TNT, Travel 
Distributors, 

Airlines, NTAPL, 
TA, Industry, DoT

Short-term

41.  Explore opportunities for improved access at regional airports, particularly 
Katherine and Tennant Creek, and assist aviation related support industries to 
expand in the Northern Territory.

DoT, DME, 
Industry, 
Airlines

Medium-term
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TRANSPORT INFRASTRUCTURE

The Northern Territory encompasses a vast land mass with 
highly dispersed visitor destinations. Transport infrastructure 
is critical to delivering optimal visitor experiences and to 
supporting extended itineraries for visitors.

Efficient and effective access across the Territory relies on 
a well planned, integrated transport system. Road access is 
critically important for the regional dispersal of tourists beyond 
the major gateways and into key Territory destinations such 
as National Parks and other natural and cultural attractions.

37% of all overnight visitors to the Northern Territory 
self-drive. This market is vital in facilitating regional dispersal 
and access to the Northern Territory’s many and varied 
visitor experiences.16

Some of the Territory’s road infrastructure is of a low standard, 
is not suitable for two wheel drive vehicles or those towing 
caravan or campervans, is not accessible in periods of high 
rainfall and/ or presents a high risk for users. The impacts of 
poor road access are a key concern not only for the tourism 
sector, but also for many regional communities and other 
industry sectors.

Within urban areas there is an opportunity to reshape the 
public transport network to better cater for the needs of 
visitors, for example providing streamlined access from 
airports into city centres during periods of high demand. 
More effective movement of visitors within a city allows a 
greater number of attractions to be visited, enhancing a 
visitor’s experience and driving higher levels of expenditure.

The Ghan, the NT’s only major passenger rail service, runs 
from Adelaide to Darwin via Alice Springs and Katherine once 
or twice per week (seasonal) over two days. Like other great 
train journeys around the world, a journey on the Ghan is 
viewed as a tourism experience in its own right, not merely a 
form of transport. Similarly to other domestic rail journeys, 
however, the Ghan has experienced declining passengers 
numbers. The opportunity exists to improve the popularity 
of the Ghan as one of the great train journeys of the world 
and to increase regional dispersal by increasing the flexibility, 
availability and variety of side-trip experience options.

16 Source: Drive Market Sector Profile July 2009 - June 2011
17 Source: Cruise Down Under Annual Reports, 2009-2012

Cruise shipping has become an important growth sector for 
Territory tourism since the opening of the Darwin International 
Cruise Passenger Terminal in 2008. In 2011-12, Darwin received 
43 cruise ship visits, generating a total of 42,436 passenger 
days, with an additional 12,576 crew days. The direct economic 
impact of the sector in 2011-12 was estimated at $64 million.17 
The outlook for the NT cruise sector is positive with international 
passenger numbers growing at an average rate of 7.5% per 
annum since 1980 and Darwin’s close proximity to the identified 
future high growth cruise source markets of Asia.

As southern hemisphere cruise itineraries increasingly 
focus on Asia and Australia and passenger ships increase in 
size, the Northern Territory will need to invest in supporting 
infrastructure to best position the destination to capture its share 
of the growth. This will include additional port infrastructure and 
increased commitment from service providers such as customs, 
immigration, maritime administration, health and bio-security 
agencies. Alignment between the Cruise Sector Activation Plan 
and the NT aviation strategy will be important to determining the 
NT’s success in attracting a home-based cruise ship operation

As the sector grows there will be opportunities for local suppliers 
of fuel, food and beverage, waste management, port pilots 
and towage operators and new commercial opportunities 
for accommodation providers, tourism and retail attractions, 
extended shore excursions, language guiding services and high 
volume transport providers.
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STRATEGY
Ensure visitor needs for access are considered in transport planning, including for roads, 
public transport and cruise ship facilities.

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

42.  Implement Government’s strategies to address urban and regional transport 
networks, and maximise outcomes for the visitor economy including the 
following key regional road infrastructure priorities: 
 • Red Centre Way – sealing 43km of Larapinta Drive 
 • Arnhem Highway upgrades to support year round access 
 •  Litchfield Park Road – seal the remaining 24km of unsealed road between 

Cox Peninsula Road and the Litchfield National Park boundary.

DoB, DoT Short-term

43.  Continue to advocate for inclusion of the following tourism road priorities 
as part of future Department of Transport strategies and plans: 
 • Sealing a 140km section of Larapinta Drive from Namatjira Drive to 
  the Watarrka National Park northern boundary 
 • Improve access across the East Alligator River at Cahills Crossing 
 • Upgrade Oenpelli Road at Magella Creek, Kakadu National Park.

DoB, TNT, DoT Medium-term

44.  Work with Parks Australia to ensure Jim Jim Falls Road to Garnamarr 
Campground is upgraded to facilitate access for two wheel drive/ towing 
vehicles and to extend shoulder season access.

DoB, TNT, Parks 
Australia

Short-term

45.  Identify opportunities to enhance the rail experience for Ghan passengers 
and to leverage greater outcomes for overall levels of visitation and dispersal 
to the regions.

GSR, TNT, RTOs, 
Industry

Short-term

46.  Identify opportunities to develop regular transport services from Darwin to 
iconic locations such as Litchfield and Kakadu to expedite dispersal of visitors 
and overcome Darwin accommodation capacity constraints.

Industry, RTOs, 
TNT, DoB

Short-term

47.  Implement the priorities identified in the Cruise Sector Activation Plan 2013 
which focuses resources on positioning Darwin as the preferred cruise gateway 
in Northern Australia, attracting a home-base cruise operation to Darwin, 
providing commercial opportunity for the Northern Territory’s tourism 
operators and maximising the economic impact of the sector for the benefit 
of all Territorians.

TNT, DPC, DoB, 
Industry, TTE

Short-term
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LABOUR AND SKILLS

The NT is entering a significant period of growth yet labour 
and skills shortages are among the most critical challenges 
facing our economy and, more importantly, the tourism 
industry. With the resources boom and other major projects 
driving demand for workers, constraints in the labour market 
are becoming increasingly apparent.

While the tourism sector is a key driver of employment and 
economic development, supporting 16,000 jobs, the Northern 
Territory is experiencing the most acute labour and skills 
issues with the highest rates of unfilled tourism vacancies 
(16%) in Australia, the greatest recruitment difficulties (78%), 
the greatest skill deficiencies (63%) and the highest retention 
difficulties (65%). The difficulty in retention is reinforced by 
the very high employee turnover rate of 118%, which is more 
than double the national rate.18

These challenges have long been identified as an area of 
concern and as a factor increasingly impacting the industry’s 
performance. It is essential that industry and government are 
committed to a shared responsibility for nurturing a strong 
workforce that can adapt to the ongoing challenges of the 
changing global environment, respond to new and emerging 
markets and meet industry demand. The tourism labour force 
in the NT is the most dispersed in Australia. It has the lowest 
overall proportion of local residents employed (31%), with 
more staff originating from interstate (37%) and more than 
a quarter from overseas (27%). Tourism is a seasonal industry 
and combined with the relatively high share of non-local 

18 2011 Deloitte Access Economic Australian Tourism Labour Force Report

employees and external factors, such as affordable housing 
and the cost of living, both of which are more pronounced 
in the NT, recruitment and retention is an ongoing challenge 
for the sector.

In a highly competitive labour market tourism businesses 
need to focus on workforce planning and development if they 
are to be sustainable and competitive. A strategic approach 
to the attraction and retention of staff, provision of quality 
and relevant training and a focus on increasing productivity 
will assist businesses to become more sustainable and 
globally competitive.

According to Deloitte Access Economics labour force 
projections highlight that cooks, waiters and kitchen hands 
will be the most in demand occupations in the NT by 2015 
and the top occupations in terms of skilled labour shortages 
are projected to be gallery, museum and tour guides; 
housekeepers; chefs; cooks; kitchen hands and housekeepers. 
By 2020 the NT will need to employ an additional 4,300 
workers to deliver on the 2020 target, unless significant 
productivity gains or technologies can be adopted to reduce 
the reliance on labour.

People are the lifeblood of the NT tourism industry and a 
struggling labour force threatens the NT’s ability to deliver 
world class quality tourism experiences. In order to support 
the 2020 target, the sector must work together to develop 
a viable and efficient workforce.

JOBS IN TOURISM
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STRATEGY
Deliver a viable and efficient workforce that meets industry demand and supports a globally 
competitive and sustainable tourism sector.

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

48.  Promote the Territory as a great place to work and the tourism industry as a 
vocation of choice offering opportunities to up and cross skill.

DoB, CHARTTES Short-term

49.  Create local partnerships that leverage existing employment programs such 
as Indigenous traineeships initiative and build flexible models of employment 
including peer and mentoring programs.

 DoB, DEEWR, 
CHARTTES

Short-term

50.  Continue to lobby the Commonwealth Government on a range of key 
enablers including: 
 • Incentives for Australian residents to work in remote areas 
 • Additional flexibility within the Working Holiday Maker visa program.

TNT, DoB, RTOs Immediate

51.  Adopt a whole-of-Government approach to implementing recommendations of 
the Regional Tourism Employment Plans.

TNT, 
CHARTTES, DoB

Short-term

52.  Develop a more formal approach to the traditional seasonal labour swap 
and coordinate networks of businesses at a precinct or sub-regional level to 
collaborate on labour and skills programs and increase participation of the 
tourism sector in established support programs.

Industry, RTOs Short-term

53.  Seek synergies with other industries such as major projects and identify 
potential labour sources from within

CHARTTES, 
Industry

Ongoing
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STRATEGIC REQUIREMENT 3: 
improve the visitor experience

The Territory’s positioning as a visitor destination is in part built upon a larrikin, truly 
Territory-way of doing things. However, increasing consumer participation in global 
travel and increasing levels of industry competition, particularly from the Asia-Pacific 
region, is driving visitor expectations of experience availability and service quality to 
new levels. In order to grow market share, the Territory tourism sector needs to raise 
the bar on service quality and continue to develop innovative visitor experiences that 
build on the Territory’s unique positioning.

VISITOR SERVICING

Ensuring a great visitor experience requires the availability and accessibility of 
timely, accurate, consistent, engaging, meaningful and relevant information.

Visitor information is delivered in the Territory through a range of outlets 
and channels including visitor information centres, individual attractions, 
way-finding, welcome and interpretive signage, websites, brochures and maps. 
There is considerable opportunity to streamline and improve visitor information 
to increase consistency, include relevant safety information and make it more 
customer focused, including translations in key foreign languages such as Mandarin. 
In addition the development and promotion of user friendly trip planning tools which 
promote the key transport linkages will improve perceptions of the accessibility of 
our key destinations. Engagement with neighbouring jurisdictions including those 
across borders, will assist in improving visitor flows and catchment opportunities 
between destinations.

Much of this can be achieved through the adoption of visitor servicing technologies 
which are currently under utilised in the Territory. For example, opportunities exist to 
improve and integrate digital information available through existing websites and to 
employ mobile devices and location servicing in town centres, key airports, railway 
stations and the Darwin Cruise Terminal.

Improvements in the visitor experience 
will come from:

•  Increased adoption of technology in 
information provision and identified 
collaborative opportunities between 
visitor servicing providers to 
streamline efforts and cross-promote.

•  Experience development including 
adaptation of existing products and 
development of new products and 
experiences to inspire travel and 
meet with consumer expectations.
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Actions
The following actions have been identified to implement these strategies:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

54.  Consider mechanisms to provide visitor information service provision including: 
 •  Delivering a network of high-quality visitor experience gateways in Alice 

Springs, Tennant Creek, Katherine and Darwin that showcase experiences 
in each region and link with other Territory destinations.

    •  Deliver information using new technologies (e.g. location servicing on 
mobile devices)

    •  Provide consistent signage which crosses language barriers
    •  Ensure efficiencies in content for guides, maps and brochures
    •  Investigate the feasibility of utilising volunteer ambassadors to assist 

in the provision of information at key locations and special events.

TNT, RTOs, VICs, 
Industry, CoD, 

ASTC, CoP
Short-term

55. Develop free wi-fi hotspots in key visitor precincts across the Territory. CoD, ASTC, DPC, 
DIA, ASA, TNT, CoP

Short-term

56.  Continue to implement best practice approaches to providing visitor information 
and en-route planning tools for the drive and fly/drive markets including 
exploration of opportunities to collaborate across borders on key traffic routes.

RTOs, Industry Short-term

57.  Review touring route, themed tourist drives and road signage policies to 
ensure they comply with Australian Standards and suit the requirements of 
our global visitors.

DoT, DoB, TNT, 
NTSRG

Medium-term

STRATEGY
Ensure visitor services across the Territory are provided in a coordinated manner reflective of 
current and emerging consumer behaviour.
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19 Source: LEK (2010) cited by Tourism Research Australia; State of the Industry Report 2012

EXPERIENCE DEVELOPMENT

The Northern Territory has a reputation for quality 
experiences aligned with our core positioning strengths 
of nature and culture.

Ongoing support for existing tourism experiences is 
paramount. A diverse range of experiences which exemplify 
the Territory is essential to attracting increased numbers 
of visitors sufficient to reach the 2020 target. For example, 
key visitor experiences such as Darwin’s Mindil Beach sunset 
markets, or camel riding in Central Australia feature as part 
of the “Best of the Territory” experiences.

However, in order to increase market growth there needs to be 
a focus on the development of new visitor experiences, either 
through the adaptation or repackaging of existing products or 
through the introduction of new experiences. New experience 
development needs to respond to market trends, creating a 
competitive advantage for the destination or adding value to 
the existing tourism assets of the Northern Territory.

The recent decline in Northern Territory visitation is mainly 
due to the increasing trend towards short-break experiences 
domestically and declining demand for regional tourism 

experiences from international consumers. These trends can 
be dissected and may offer opportunities for new experience 
development, such as the development of short break 
packages from our key gateways for the domestic market.

In addition there are significant opportunities arising from 
the growth of the niche segments including cruise, business 
tourism, working holidaymakers and education, as well as the 
rapid growth anticipated from Eastern source markets such 
as China. These positive trends provide the Northern Territory 
with excellent opportunities for repositioning and repackaging 
existing experiences and delivering new experiences to meet 
the requirements of the segments.

A report by LEK (2010), investigating barriers to tourism 
investment in Australia, found that investment in new 
attraction development is extremely difficult due to the 
difficulty in developing viable stand-alone business cases for 
attractions.19 Opportunities lie in the clustering of products, 
working together to coordinate collaborative proposals 
whether it be to access grant funding and support or to 
maximise marketing opportunities.

DEVILS MARBLES CONSERVATION RESERVE (KARLU KARLU)
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Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

58.  Investigate the tourism impacts associated with major projects in the Territory 
(e.g. resource and military projects) to identify opportunities and mitigation 
strategies to be implemented.

TNT, DCM, DoB, 
RTOs, Industry

Immediate

59.  Deliver market insights, education and skills training to support experience 
development and service delivery aligned to the requirements of key Asian 
target markets.

TNT, ATEC, 
DoB, RTOs

Immediate

60.  Align capacity building programs, including grants, education and training 
seminars and business clustering opportunities to drive experience development 
and enhance quality (e.g. bring together arts and tourism sectors to look at 
business opportunities for collaboration).

DoB, TNT, RTOs Short-term

61.  Develop and promote year round tourism experiences building on the NT’s 
military history and heritage assets including maximising the Defence of Darwin 
Experience facility as a key hub for dispersal to other attractions.

DoAM, TNT, RTOs, 
VICs, Industry, 

DoB
Medium-term

62.  Investigate potential to grow market sectors in highly targeted/ high-yielding 
product such as guided bird watching, photography, fishing, cycling and trekking.

TNT, DoB, DSRR, 
RTOs, Industry

Medium-term

63.  Build alliances between the tourism industry and other sectors to drive 
experience development and packaging opportunities for the business events, 
education, cruise, luxury and working holiday maker segments.

NTG, DoB, TNT, 
Industry, RTOs

Medium-term

20 Source: National and International Visitor Surveys, Tourism Research Australia 2012

STRATEGY
Build the experience base of our destination to meet visitor expectations and drive growth.
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FIGURE 15:

Visitation to 
Northern Territory’s 
World Heritage 
Listed National 
Parks 2005-2011

EXPERIENCE DEVELOPMENT IN NATIONAL PARKS AND PROTECTED AREAS

Nature-based tourism generated more than $4 billion in revenue in 2012 and 61% of inbound visitors to 
Australia selected nature-based activities as the primary purpose of their visit.20 The Northern Territory 
has a wealth of outstanding natural and cultural assets including two World Heritage Listed Areas, 
Uluru - Kata Tjuta National Park and Kakadu National Park, that are key drivers of visitation for our 
international and domestic source markets.

In addition to the iconic parks of Kakadu and Uluru - Kata Tjuta managed by Parks Australia, a further 
90 parks and reserves covering approximately 3.5% of the Territory’s land area are managed by Parks 
and Wildlife Commission NT, including the highly visited parks of Watarrka, Litchfield, Nitmiluk and the 
West MacDonnell Ranges. National research shows that visitors to the NT are more likely to participate 
in nature-based tourism activities than visitors to other states in Australia.

While our natural attractions are a strong motivator of visitation, in recent years overall Territory parks 
have been experiencing declining visitation exemplified by the trend lines for the two World Heritage 
Listed National Parks (refer Figure 15).
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Today’s park visitors expect much richer experiences in nature, seeking to reconnect with the environment 
on a personal level. Increased visitation and use of national parks delivers regional economic benefits, as 
well as increased visitor awareness and an understanding of park values, ultimately contributing to long 
term conservation efforts.
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Aligned to this is the opportunity to capitalise on the growing consumer demand and investment interest 
in the experiential accommodation category. Unique, boutique and destination-based accommodation, 
such as Seven Spirit Bay, Mt Borradaile, Bamurru Plains, Wildman Wilderness Lodge and Cicada Lodge 
are standalone experiential products that act as a drawcards in their own right. As consumer demand for 
short break holidays and nature-based immersive experiences continues to grow, so will development 
opportunities for this high end/low volume product that is well matched to the Territory environment.

While there are management plans for individual national parks in the Northern Territory, there is no 
overarching tourism and recreation masterplan for the Parks and Wildlife Commission NT managed 
conservation estate to guide development and resource allocation for visitor use functions of NT parks. 
In the absence of a masterplan, development of visitor assets in national parks in the Territory is adhoc 
and often focused at an operational level. In addition, without reference to an overarching document 
funding cases for significant infrastructure developments through public or private sources are difficult 
to mount, further limiting opportunities to develop world-class experiences on NT’s conservation estate.

The opportunity exists to enhance Northern Territory’s parks and the experiences they provide to visitors 
through the development of a Territory-wide tourism and recreation masterplan. The masterplan will assist 
in guiding resource allocation towards identified tourism opportunities within the conservation estate and in 
addressing key visitor pressure points at popular tourism and recreation sites. Coupled with the masterplan, 
supporting policy, such a commercial development policy and an events policy, will assist in promoting and 
guiding commercial investment in the Parks estate, ultimately driving increased opportunities for visitor use 
and enjoyment.

Future planning and policy development for the Parks Australia and Parks and Wildlife Commission NT 
managed conservation estate in the Northern Territory should also reflect the content of the National 
Landscapes experience development action plans that have been developed for the two Northern Territory 
National Landscapes, Australia’s Timeless North and Australia’s Red Centre.21 These action plans have had 
significant input from tourism and conservation stakeholders and identify catalyst infrastructure projects 
that will drive visitation growth.

21  National Landscapes Program is a joint program managed through a partnership between Parks Australia and Tourism Australia that recognises 
 Australia’s key iconic landscapes. These landscapes have become a focus for national marketing and development efforts.

MT BORRADAILE; ARNHEMLAND; NT
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STRATEGY
Develop new experiences within the national parks estate (NT Government and Parks Australia) 
that reflect the needs of the visitor economy. 

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

64.  Finalise the Parks and Wildlife Commission (PWCNT) Commercial Development 
Policy and Events on Park Policy to guide commercial activities in the PWCNT 
conservation estate.

PWCNT, TNT, DoB Immediate

65.  Review processes of joint management in relation to commercial activities in the 
PWCNT conservation estate balancing the future vision and aspirations of the 
Traditional Owners with viable commercial options.

PWCNT, TNT, 
Land Councils, 

DoB
Immediate

66.  Prioritise and implement the actions listed in the National Landscapes 
experience development action plans for Australia’s Timeless North and 
Australia’s Red Centre as they relate to the conservation estate.

PWCNT, TNT, DoB, 
Parks Australia

Immediate

67.  Progress the development of the Visitor Experience and Tourism Development 
Masterplan to guide visitor use and visitor focused asset development within 
Northern Territory’s conservation estate.

PWCNT, DoB, 
Parks Australia, 

TNT, RTOs, 
Industry, Land 

Councils

Short-term

68.  Develop new park-based events (e.g. concerts and festivals), products (e.g. zip 
lines, mountain biking) and packages (e.g. iconic park packages) that will drive 
visitation growth, particularly outside of the peak season.

Industry, RTOs, 
Parks Australia, 

PWCNT, DoB, TNT
Medium-term

22 Source: Tourism Research Australia; State of the Industry Report 2012
23 Source: Tourism Research Australia, Destination Visitor Survey Indigenous Expectations 2007
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STRATEGY
Grow the visitor economy by building on the NT’s reputation for the delivery of quality, 
authentic Indigenous cultural experiences.

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

69.  Actively develop Indigenous people’s interest and capacity to develop and work 
in tourism where local opportunities exist, for example in joint management 
parks, in viable commercial or Government funded tourism projects.

DoB, PWCNT, 
Parks Australia, 
Land Councils

Immediate

70.  Leveraging partnerships and programs with Tourism Australia and Indigenous 
Business Australia, continue to be the leader in Indigenous tourism in Australia 
by actively supporting new and established Indigenous experiences.

DoB, TNT, PWCNT, 
Parks Australia, 

RTOs, VICs, 
Industry

Immediate

71.  Increase Indigenous cultural representation and interpretation in the delivery of 
tourism experiences, events and key infrastructure developments.

NTG, CoD, ASTC, 
CoP, DoAM, 

Industry
Immediate

72.  Develop Indigenous tourism experiences to meet with changing consumer 
preferences including short tour options; and tailored experiences for identified 
high growth segments such as cruise and business.

DoB, TNT, PWCNT, 
Parks Australia, 

Industry
Short-term

INDIGENOUS TOURISM EXPERIENCES

Indigenous culture is a major drawcard for a large proportion 
of international tourists as a well as a significant number of 
domestic visitors to the Northern Territory. Australia-wide, 
in 2011-12 there were around 1.2 million Indigenous tourism 
visitors who spent $5.8 billion during their trips.22 In a survey 
conducted in 2007 by Tourism Research Australia, 91% of NT 
visitors interviewed said they expected to meet and interact 
with Indigenous people, with 77% considering this an important 
part of their NT holiday.23 Indigenous tourism is a key 
competitive strength for the Northern Territory with more than 
140 market ready Indigenous tourism experiences operating 
in the NT offering a diverse range of products and services.

Indigenous experiences provide a great opportunity to grow 
tourism in the NT, not only in terms of cultural aspects but also 
because a significant amount of the Territory’s natural assets 
are located on Indigenous owned land, including national parks. 

Tourism is one of the few industries that can provide 
sustainable economic and social independence  for 
Indigenous people through jobs, education, training 
and business ownership.

The changing composition of NT’s visitor markets and 
shifts in consumer preferences present new opportunities 
for operators of Indigenous tourism experiences. For example, 
the trend towards short breaks domestically, the increased 
focus on the China market and the growth in cruise and 
business segments present opportunities for operators of 
Indigenous tourism experiences to create tailored short tour 
experiences that are easily accessible from our major centres.
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Tourism is a complex industry with a number of inputs and key players that 
contribute to the overall success of the visitor economy.

A major weakness within the tourism sector is the high degree of industry 
fragmentation which has resulted in low levels of industry-led strategic management 
due to poor coordination and cohesion. This is largely due to the high proportion 
of small to medium sized businesses within the sector and their geographic dispersal.

Historically there has been a heavy reliance by the private sector on Tourism NT 
to deal in all matters relating to tourism. In an increasingly competitive operating 
environment, the strategic management of tourism requires industry leadership 
with a responsive agile Government delivering the policy settings that support 
industry profitability, viability and long term growth. The industry must take an 
active role in shaping the future direction of tourism in the Northern Territory.

A PARTNERSHIP APPROACH

The private sector has commercial interests at its core and if unified, will be the 
most powerful force in ensuring that the 2020 goal is delivered. The 2020 target 
provides an opportunity for the tourism industry to demonstrate leadership 
in shaping the future of the Territory visitor economy, particularly in driving 
development in the regions.

From a Government perspective Tourism NT has traditionally led policy coordination 
and planning with respect to the visitor economy, with varying levels of success. 
Tourism NT’s main strength has always been in the area of tourism marketing with 
other Government portfolios better resourced and aligned in areas such as export 
development, investment attraction, business development, indigenous participation 
and regional development. Tourism NT’s slow evolution into these other portfolios 
diluted its ability to deliver on its key strength, an aspect that was redressed with the 
2012 restructure of the agency. In addition, in recent times, there has been a lack 
of engagement with industry on the Government’s tourism marketing approach. 
This Strategy is intended as a whole of Territory approach to delivering the targets 
outlined in this strategy through better coordination of departmental efforts and 
a shared direction for promoting the Territory in true partnership with industry.

The Strategy will require focused investment from Government and the private 
sector to ensure delivery of the 2020 target.

STRATEGIC REQUIREMENT 4: 
improve business sustainability

A stable and profitable tourism sector 
is vital to achieving the $2.2 billion 
2020 target, influenced by:

•  adopting a true partnership 
approach; and

• building industry capacity and quality.
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STRATEGY
Adopt a partnership approach between industry and Government to grow the visitor economy.

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

73.  Relevant Agencies to represent tourism interests outlined in the strategy 
through their seat on the Economic Development Standing Committee, which 
advises Cabinet on policies and projects aimed at driving a stronger and 
sustainable Northern Territory economy.

DPC, DTF, DME, 
DPIF, DLPE, 
DoT, DoB, 
DLRM, DoI

Immediate

74.  Develop formal mechanisms to foster better collaboration across industry and 
government on issues affecting the visitor economy and the strategies outlined 
in this Strategy. For example, the development of an overarching working 
group to provide oversight for the Strategy and identification of existing or 
development of new stakeholder working groups for key strategies such as 
labour and skills and aviation.

TNT, DoB, DoAM, 
PWCNT, DCM

Immediate

75.  Proactively support the development of public-private partnerships to deliver 
visitor economy growth.

NTG Immediate

76.  Strengthen and adapt approaches with the Regional Tourism Organisations 
through the Cooperative Agreement and implement biannual strategic 
review meetings.

TNT, RTOs Immediate

77.  Build stronger industry representation by encouraging tourism businesses to 
join Regional Tourism Organisations and sector groups such as the Australian 
Tourism Export Council and the Australian Hotels Association.

RTOs, Industry 
sector groups, 

TNT, DoB
Short-term
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BUILD INDUSTRY CAPACITY AND QUALITY

The Northern Territory tourism industry is made up of 
nearly 700 businesses including accommodation providers, 
attractions, tour and transport operators and vehicle and 
vessel hire companies.24 Approximately 10% of these are 
medium and large businesses with national or international 
operations, however, 90% of the industry is made up of 
sole traders, micro or small businesses that are owned and 
operated solely within the Territory.

Tourism businesses operate in an environment that is 
constantly changing, highly challenging and at times volatile. 
To ensure long term sustainability the industry needs to keep 
ahead of market trends, be flexible enough to adapt to changes 
in the operating environment and have a degree of resilience 
to ride out the inevitable troughs that go with operating in the 
global tourism industry.

Some of the key challenges facing Territory tourism 
businesses include:

• the overall downturn in visitation from traditional markets 
 and segments 
• increasing expectations of visitors 
• the acute labour and skills shortage impacting 
 service delivery 
• keeping abreast of required technology adoption 
• difficulties in accessing finance 
• rising costs impacting profitability.

Resilient tourism businesses are those that continually innovate 
to stay ahead of market trends, look for efficiencies to reduce 
costs, diversification opportunities to increase income, whilst 
retaining a strong customer focus.

The Northern Territory’s success as a tourism destination 
relies on the combined success of all sector players and for 
the frontline this requires a universal commitment to delivering 
improved standards of service, quality and value-for-money 
experiences to meet with the increasing expectations of the 
global traveller.

24 Source: Maximizer Customer Relationship Management software (Tourism NT)

For industry this includes participating in accreditation and 
quality improvement programs, the promotion of customer 
service and cultural awareness training for staff, embracing 
technology to improve the visitor interface and adopting 
environmentally sustainable practices to improve efficiency 
and reduce the environmental footprint of the industry.

Individual businesses need to be proactive in seeking out 
opportunities to grow and improve the industry in which 
they operate, working together to collaboratively develop 
new products, access new markets, improve standards, to 
work together on important issues and to generally share 
knowledge and market intelligence.

Government can assist businesses through providing 
awareness and education of consumer trends and 
expectations, business development advice, business 
development tools, information on industry standards and 
accreditation schemes, market research and analysis, training 
opportunities, grant provision and support.

In addition, at a broader level, Government formulates 
policy settings and the planning environment that has the 
potential to enable or inhibit market growth. For example, 
Government formulates policy on business regulations and 
requirements, controls delivery of major infrastructure and 
public transport provision and formulates policy in relation 
to access to national parks, all of which impact on tourism 
outcomes for a destination.

The opportunity exists for industry and Government to 
work more closely together to ensure greater alignment of 
policy and program delivery to industry needs with the aim 
of facilitating growth and driving continuous improvements 
in quality.
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STRATEGY
Build a vibrant, sustainable and profitable industry to deliver on the NT brand promise.

Actions
The following actions have been identified to implement this strategy:

ACTIONS
POTENTIAL 
PARTNERS

WHEN

78.  Invest in and share market intelligence to better inform decision making, build 
capability and industry resilience.

Industry, RTOs, 
DoB, TNT

Immediate

79.  Develop a formal mechanism for industry to provide input into Government 
tourism planning and policy development in relation to key issues such as labour 
and skills, aviation, licensing etc.

RTOs, Industry, 
NTG

Immediate

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

TNT, DoB, RTOs, 
Industry

Immediate

81.  Promote a commitment to industry quality by encouraging participation in 
industry accreditation schemes and award programs such as the Brolga Awards 
for Tourism Excellence and the National Tourism Awards.

TNT, RTOs, 
Industry, DoB

Immediate

82.  Align business support programs and services to facilitate industry growth 
including improved access to business to business networking; workforce 
planning information; training opportunities and grant funding programs 
to support the needs of industry.

DoB, TNT, 
CHARTTES

Immediate

83.  Develop programs that support existing businesses to transition into 
new markets (e.g. Asian markets), engage in new distribution channels 
(e.g. e-Distribution) and develop and adapt products to capitalise on 
growth opportunities.

TNT, DoB, RTOs, 
ATEC, Industry

Short-term

84.  Develop the NT’s future tourism leaders by working with education and 
training organisations and youth-related career development channels to 
promote career pathways in tourism and support the development of 
young tourism professionals.

RTOs, CDU, 
DE, Industry, 
CHARTTES

Medium-term
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Sustainable development of tourism requires an appropriate balance between all 
of these factors. Measuring success on only one of these factors, or viewing them 
in isolation can lead to a distorted view of success.

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

•   Product: The character, attractiveness and satisfaction with the visitor experience 
will be measured through regular product and destination assessment.

•   Investment: Business confidence and performance will be measured through 
regular online tourism operator surveys. Broader investment activity will be 
monitored on an ongoing basis.

•   Demand: Key statistics such as visitor numbers, average spend and length of stay 
will continue to be measured through national surveys.

•   Tourism in context: Benchmarking against the overall performance of the other 
states and territory will occur to account for impacts that are beyond the control 
of the Northern Territory.

Tourism NT will report annually on progress made in implementing this Strategy.

Delivery of the Tourism Vision 2020 will require an ongoing commitment 
to resourcing tourism programs and initiatives across Government.

MEASURING OUR PERFORMANCE

This Strategy focuses on growing 
visitor numbers and expenditure to the 
Northern Territory. Economic growth 
through tourism can be influenced by 
one or more of the following:

• increasing visitor numbers 
• attracting visitors that stay 
 longer and spend more 
• encouraging repeat visits 
• fostering regional dispersal 
• addressing seasonality.

TIWI ISLANDS, ABORIGINAL WOMAN
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AAGR – Average Annual Growth Rate 
ASA – Alice Springs Airport 
ASTC – Alice Springs Town Council 
CDU - Charles Darwin University 
CHARTTES - Culture, Hospitality, Arts, Recreation, Tourism, 
 Textiles, Entertainment and Sport Training Advisory Council 
CoP - City of Palmerston 
CoD - City of Darwin 
DCM - Department of the Chief Minister 
DIA – Darwin International Airport 
DE - Department of Education 
DEEWR – Department of Education, Employment and 
 Workplace Relations (Commonwealth) 
DLGR - Department of Local Government and Regions 
DLPE - Department of Lands, Planning and the Environment 
DLRM - Department of Land Resource Management 
DME - Department of Mines and Energy 
DoAM - Department of Arts and Museums 
DoB - Department of Business 
DoI - Department of Infrastructure 
DoT - Department of Transport 
DPC - Darwin Port Corporation 
DPIF - Department of Primary Industry and Fisheries 
DSRR - Department of Sport, Recreation and Racing 
DVS - Destination Visitor Survey, cooperative research projects 
 co-funded by Tourism NT and Tourism Research Australia 
GSP - Gross State Product 
GSR - Great Southern Rail 
NT - Northern Territory 
NTAPL – Northern Territory Airports Proprietary Limited 
NTG - Northern Territory Government 
NTSRG – National Tourism Signage Reference Group 
PWC – Power and Water Corporation 
PWCNT – Parks and Wildlife Commission of the NT  
RTO - Regional Tourism Organisation 
STO - State Tourism Organisation 
TA - Tourism Australia (Commonwealth)  
TFC - Tourism Forecasting Committee 
TNT - Tourism NT 
TRA - Tourism Research Australia (Commonwealth) 
UNWTO – United Nations World Tourism Organisation 
VICs - Visitor Information Centres 
WHM - Working Holiday Maker

LIST OF ACRONYMS
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