
Norfolk Island Government Tourist Bureau 
December 2011 – June 2012 Report 
In the 6 Months January – June 2012 the NIGTB has achieved, or commenced 
initiatives and outcomes as follows: 
 
Tourism Strategy Review: The initial review was delivered in January 2012.  
Key outcomes include Bureau and Ministerial community engagement in forums 
aimed at the development of a new tourism vision for Norfolk Island.   
The vision developed through community and stakeholder input is as follows: 

• We will commit to a sustainable tourism industry that values the environment 
and community lifestyle. 

• We will welcome visitors to an experience surprising in its uniqueness, 
diversity and in the spirit of connectedness. 

• We will work together as an industry, exceeding visitor expectations 
 
The NIGTB has also engaged Peter Kenyon from the Bank of Ideas to assist in the 
industry and community engagement toward delivery of a new Tourism Strategy due 
to be finalised by September 2012 
 
 Transitioned to the Norfolk Island Government Tourism Advisory Board 
– This has resulted in the establishment of better lines of communication available 
for members and associations. Key outcomes  

- signing of a Code of Conduct by all Board Members  
- Reduced day to day management duties of the chairman. 
- Removed responsibility of the Board for the operation of the NIGTB budget.  

 
Transition to Air New Zealand Australian Services – The NIGTB has 
established good lines of communication with the Management of Air NZ Australia 
through initial presentations, consistent communications and feedback and the 
implementation of a consistent PR, Consumer awareness and Sales/Tactical 
advertising plans  
 
The NIGTB invested in both the FIT  market as well as a reinvestment in the Group 
markets and maintained support to the special events to ensure the changeover effect 
on wholesaler/travel agent relationships was managed.   
Key outcomes include  

- The signing of an MOU for tourism services support 
- The signing of confidentiality agreements to allow the flow of information 

aimed at assisting marketing and profile initiative performance evaluation. 
- An extensive media famil program  
- Periods of wholesaler advertising that have not relied upon NIGTB funding. 

 
Re-Establishment of relations with New Zealand partners – The NIGTB has 
successfully moved towards the re-establishment of communications with wholesale 
and airline partners in New Zealand. The NIGTB has invested in consistent 
sales/tactical advertising and backed that up with a major TVC destination 
awareness campaign which does show some signs of gaining traction. 
 Key outcomes include 

- Co-operative advertising programs and buy-in from the two largest 
wholesalers with funding 



- Air NZ running multiple tactical sales both through distribution and online  
 
 Commencement of an internal review – This has seen better understanding of 
the roles and responsibilities of the NIGTB in destination management, destination 
Sales and Marketing as well as the information centre services.  
Key outcomes 

- A significant saving in wages (budget reduction of $30,000 in the 12/13 
financial year)  

- reduction of staff from 14 to 9. 
- The development, in conjunction with Admin HR, of a draft HR policy for the 

NIGTB 
- The working development, in conjunction with the CFO, the CBT and the 

Auditors of financial policy and guidelines. 
 
Review of the Brand – This was seen as a priority to move forward with 
promotions in conjunction with the Air NZ airline service.  
Key outcomes for the collateral in conjunction with this campaign include  

- A Brand communication paper by SAI Marketing 
- A new photo library 
- The commencement of a video library 
- A new brand campaign  
- A new brochure and advertising collateral 
- A four month Australia and NZ TVC campaign 
- Commencement of a new Website  

 
Review of the Australia outsourced contracts – In January the Australian 
overseas contractors included one for creative, one for Public Relations and one for 
trade representation. A review was undertaken to ensure best return on investments 
Key outcomes 

- UTC was engaged to represent all three areas of responsibility 
- The savings by April 2012 were approx $15,000 per month 
- A sustained PR media famil campaign was launched 
- A sales/tactical was planned and executed for 4 months  
- A planned TVC advertising campaign was developed and implemented 
- The commencement of legal dialogue with DDI Australia and a hold on any 

payments since November 2012 subject to clarification of charges and 
resources utilised. 

 
Cruising – The Norfolk Island Government has supported the efforts to encourage 
the Commonwealth and Carnival to move forward with the development of a cruising 
industry to Norfolk Island. 
Key outcomes 

- A ‘value of cruising for Norfolk Island’ document to support submission 
information 

-  Meeting with Carnival Cruises to build relationships 
 
Budgeted funds – The NIGTB operated under budget for the 2012/13 period 
Key Outcomes 

- Implemented a secure server networking operation in house 
- Updated the VIC interior 



- Updated the Board room meeting facilities 
- Purchased an Apple iMac for media and a desktop PC for the GM 
- Spent an addition $60,000 on adverting in Australia 
- Spent an additional $47,000 on advertising in New Zealand 
- Spent an additional $20,000 in Media famils 
- Underspent approx $42,000 in wages 
- Underspent in a majority of non advertising votes.  

    
  


