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I am pleased to present the Tourism Central Australia
Strategic Plan for 2Ot7 - 2020. This is a working document
outlining the initiatives and projects to be undertaken over
the next three years. The Plan not only provides a platform
for achieving a sustainable future for the Association but
provides a viable strategic direction. The Plan works in

closely with our three-year funding agreement with
the NT Government and Tourism NT. We have 1 year
remaining for this current agreement and are working
with the Minister and Tourism NT on a new 5-year

agreement for our organisation's financial stability into
the future.

This Strategic Plan consolidates many sources of information.
The Tourism NT 2020 strategy, input from NT Covernment
agencies,TCA Board members, staffand our members have all
been canvassed to create this strategy.

We have achieved so much as an organisation in the last 12
months; most significantly winning back to back QANTAS

National Tourism Awards for Visitor Services (2015 and 20L6)
and the 2016 NT Brolga Awards for Destination Marketing

and Visitor Services. Our continuing commitment to improved
corporate governance is demonstrated with the ongoing
work undertaken by the Board and CEO. A review of our
Membership structure was commissioned by the board and
undertaken in the 16117 financial year. lmplementing these
review outcomes will sha pe our organisation into the future.

Our Stntegic Plan is one that will continue our key areas of
being a customer focused organisation, responsive to our
member base and offering innov¿tive targeted marketing on

behalf of our members and funders. We are also looking to
target the broader Business and Government communities
reiteratíng the importance of the visitor economy to the
success ofthe Northern Territory and Australia.

We are keen as an Association to continue to promote the
#RedCentreNT as an adventurous destination that has

something on ofier for allvisitors.

Cheers

Ms. DaleMclver
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Our Vision

Organlsatlon Vlslon
Tourism Central Australia is the leading Regional Tourism
Organisation in Australia. Everyone in the #RedCentreNT
vlsitor economy engages with us for guidance and support,
and we are globally connected.

Destination Vislon
The #RedCentreNT is the pllgrimage that everyone
makes. lt remalns an outback destination, famous for its
authenticity and adventurous experlences.

Our Mission

Tourlsm Central Australia ls a business led organisation,
committed to sustainably growing the visltor economy
in the #RedCentreNT. We are the leading provider of
Tourism information and marketing services in the region,
continuously improving our services.

Our Objeçtives

The objectlves and purpose of the Association are as follows
. To provlde leadership and to work in partnership with
the toud¡m industry ln Centnl Au¡tralia to asslst
the development of tourlsm product, marketing and
lnfiastructure

. To promote the Central Australia Region to increase visitor
numbers, yield and dispersal

. To work wlth lndustry stakeholders to facilitate quality
tourism experiences and products are presented to vlsltors
to the Reglon

. To repre¡ent and advocate on behalf of members in relation
to tourism l¡sues, and to facilitate within the tourlsm
lndustry collaboration and professionalism

ObJectlves 5ummary:
1.To provide leadership of and work with businesses in

the visitor economy in the #RedCentreNT to develop
experiences, products and infrastructure that appeal
to travellers.

2.To market the #RedCentreNT to increase visitation,
expenditure, reglonal dispersal and length of stay.

3. To advocate on behalfof businesses in the visítor economy
for policies and programs that increase visitation to
the #RedCentreN| and to provide opportuníties for
businesses to collaborate and increase their capabllities.

Key Challenges

BACKCROUND
The #RedCentreNT region ls the heart, soul and centre of
Australia. lt is a loose region of outback areas, from northern
outback South Australia in the south to Newcastle Waters in
the north, and from the edge ofthe Gibson Desert near the
WA border to the Queensland border includingthe Slmpson
Desert, encompassing Alice Spríngs, Yulara, Watarrka and
Tennant Creek amongst other regional towns (refer Maps
1& 2).

Tourism Centnl Austnlia is one of two Regional Tourism
Organisations ln the Northern Territory, the other being
Touri¡m Top End which services the region north of
Newcastle Waters. Tourism Central Australia supports a wlde
rrariety of stakeholders including individuals, businesses
and organisations to help grow the vlsitor economy in the
#RedCentreNT. tt also manages the Alice Springs Visitor
lnformation Centre.

Tourism Central Australia operates within a highly competitive,
yet growth focussed, tourism environment. Tourism ln the NT
contrlbutes 52.5b to the Northern Territory and provides over
15,000 jobs both directly and indirectly.

Our competitive strengths are based upon the natural
outback landscape, our cultural heritage and unique events.
The competitive posttion of the Northern Territory and the
#RedCentreNT is affected by diffculty and cost of access and
the afiordability of competing destinatlons.
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MAP 1. Tourism Central Australial government funded
operating area (Tourism NT)

Tourism Central Australia is the official industry association
for the visitor economy in the #RedCentreNT. As such,

the organisation works in partnership with stakeholders
including all levels of Covernment to benefit the visitor
economy.

Tourism Central Australia recognises the importance of
tourism to the NT economy and the huge potential of the
industryto further contribute to the economic development
of the Northern Territory.

Deloitte's 'Catching the next wave' report has identified
tourism as one of the world's fastest growing industries,
with an expected increase of 4% each year for the next
15 years.tlJThis increase has been further reflected in the
Northern Territory's visitation numbers, with 2015-16
receiving the highest number of domestic visitor nights over
the last decade.t2l

Consumers are engaging with the tourism industry through
a number of digital touch points, including social media for
information gathering and booking purposes. Along with
the increase of channels used by the consumer, multiple

,'.'l

MAP 2. Tourism CentralAustralia's wider operating area

devices and digital platforms are used throughout their
expeíence.

Social medía provides an outlet for consumers to review
and share their experience with the public, this can further
infl uence futu re consu mers.l3l

Domestic holiday makers are further engaging in social media
to obtain information on tourism destinations and products.

Traditional media such as television and print will continually
play a less important role in tourism marketlng.t4l

The Northern Territory is dependent on air transpott to
connect the local towns and communities with Australian
citiestsl. Air access to Central Australia will continue to play
a major role in the growth or otherwise of the tourism
industry, none more so than in Alice Springs where the
lack of an ongoing presence of a budget airline affects the
area's competitiveness. lf there is a generated increase in
passenger demand to Central Australia, the need for aviation
expansion will be requíred.l6l

Global economic conditions can have major impacts on the
localtourism economy given that 3I% of all holiday visitors
to Central Australia are lnternatíonal.t?l The growth of travel
and tourism is increasing at a greater rate than the global
economy, conti n u i n g to benefi t con necti n g i nd ustries.lsl

lll Deloitte Touche Tohmatsu. (2014). Catching the next wave. (n.p.). p.32
l'zl Northern Territory Covernment. (2017). Northern Territory Budget 2017-

rs.(np)
l3lDeloitte LLP (2015). Travel Consumer 2015, Engaging the empowered

holidaymaker. (n.p.). p.2
t4r ibid
15ì Department ofTransport. (2016). Aviation lndustry and 5ervices Strategy

2020. (n.p.). p.6
t6l lbid. p.12
t'lTourism Research Australia, (2016). lnternat¡onal Visitor Survey, (n.p.)

t'lWorld Travel and Tourism Council. (2017). Travel and Tourism Economic

lm pact 2017 Austr alia. (n.p.l
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Our Operating Context

TH E FACTS
The total number of overnight holiday visitors to the
Northern Territory was an average of 840,000 per annum
(three-year average to the year ending December 2016),
with international holiday visitation of 250,000. Of the
total number of visitors to the Northern Territory 55%
visited the #RedCentreNT.

Northern Territory Vísitors by Regíon
(3 year average)

I Top End

I Barkly

I Alice Springs - MacDonnell

! Lasseter

Manyv¡sitors travelled to and through several reglons ln lhe NT, wh¡ch accounts forthe
total be¡ngover 100%.

Central Australia received a total of 460,000 overnight
visitors on average over the three years ending
December 2015.

Visitors to Centra I Australia
(3 year average)

I lnternational

I lnterstate

I lntrastate

lnternational visitors to the Northern Territory primarily
arrive from the United Kingdom, Europe (Germany, Fnnce,
Spain) the U.S.A, New Zealand and Asia.

Visitors to Central Australia stay for an average of
4.5 nights. Visitors to Central Australia spent 5960 million
that year in the region. lnternational visitors to Central
Australia primarily arrive from the USA, UK, Germany,
Japan and France.

Domestic visitation is the greatest proportion of visitation
and travel booking value to the Alice Springs VlC. Followf ng
can be found details on the number of travellers and value
of their trade based on travel sales data recorded in the
BookEasy booklng system. This data includes all visitation
and purchases since data began to be tracked on the

Bookings by Domestic Travellers at Alice Springs
Visitor lnformation Centre, by Value
(3 year average)

lrur
I Nsw

I vrc

I qLo

Isn
Iwa
I r¡s
I ncr

BookEasy system in 2012,

Alice Springs remains the place from which visítors to the
NorthernTerritory are most likelyto dlspersefrom. Desptte this
being the case dispersal from Alice Springs to the rest ofthe
Northern Tenitory has suffered a gradual decline since 2010
fromTO%to 62%. Dispersalfrom Lasseter and Barkly remains
steady al 5 4% a nd 20% r esp ectiv ely.
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Our Operating Context

Bookings by Domestic Travellers at Alice
5prings Visitor lnformation Centre, by
Number of Bookings
(3 year average)

lrur
I Nsw

I vrc

loto
Isa
lw¡
I r¡s
I ncr

Bookíngs by lnternationalTravellers at the Alice
Springs Visltor lnformation Centre, byValue
(3 year average)

I cermany

I otherEU

I Netherlands

I canada

I ctr¡na (including Hong Kong)

I otherCountriesWhilst the share of bookings both value and quantity are

comparable for most states, it is interesting to note that
NSW provides slightly more value for money than the
Northern Territory sourced bookings.
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Our Operating Context

Bookings by lnternationalTravellers at Alice
Springs Visitor lnformation Centre, by
Number of Bookings
(3 year average)

The value of bookings made by people from the UK can be
seen when comparing the previous two charts. Whilst the
share of number of bookings made by people from the UK
is only  %,the share of the value of those bookingsisL3%.

Booking Sources at the Alice Springs Visitor
lnformation Centre by Number of Bookings
(3 year average)

I walk-ins

I rhone Enquiry

! webslte Enquiry

I EmailEnquiry

I Events

I oirect website Booking

I othersource

Walk-ins are by far the largest source of bookings for the
Centre, however when considering phone and digital
enquirÍes, L4% of bookings come from these combined
sources. Currently all Centre staff service all enquiries
whatever the source. Digital and phone enquiries are
growing steadily, and so it may soon be necessary to
dedicate a staff member to servicing these enquiries to test
if it can Brow more quickly.

MODES OF TRANSPORT
Visitors to Central Australia utilise a variety of modes of
transport. The following three tables show the various modes
oftransport used to getto each ofthethree reglonsthat make

up Central Australia.
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TRANSPORT USED - HOLIDAY VISITORS - BARKLY REGIONAL

FIY fl]{tY FLY/DRIVE DRIVE (IIILY C(IACH/BU$ TRAI]I (ITHER

I]{TERSTATE oo/o tso/o 42o/o 8o/o oo/o oo/o

IilTRA-TERRIT0RY oo/o 7o/o 79o/o oo/o oo/o oo/o

ll{TERllßTlflNAt 1o/o 460/o 2go/o oo/o 4o/o 21o/o

(NB: Flgures may not add up to 100016 rs some responders werc not asked thls guestlon e nd somo may have u.sed multlple lormr of transport)

E

E

+

+
FIY flilLY TTY/DRIVE IIRIVE (IIITY CÍIACII/BU$ TRAI]I llTHER

IilTER$TATE 32o/o lso/s 3so/o 13o/o 8o/o 1o/s

II{TRA-ïERRIT0RY 3o/o oo/o 94o/o oo/o ovo 2o/o

ll{TERilATllll{At s8o/o 19o/o Svo 3vo 5o/o 24o/o

(NB: Flgures may not add up to lOO% rs some responder¡ worc not askod thls questlon and some may have used multÞlo forms of trancport)

+
FLY (IIITY FLY/DRIVE DRIVE llIITY CIIACH/BU$ TRAII{ llTHER

II{TER$TATE 39o/o 15o/o 31o/o 12o/o oo/o 1o/o

|}|TRA-TERRITORY 1o/o Bo/o 74o/o 8o/o oo/o oo/o

ll{TER}lATl(lllAt s9o/o 16o/o 4o/o oo/o 3o/o 24o/o

(NB: Flguros may not odd up to looo/o ðs some responders were not asked thls guestlon and somc mry have used multlple forms of tranrport)

Data courtesy ofTourism NT.

This data enables Tourism Central Australia to better understand the visitor economy, to identlfr trends in visitation and
expenditure statistics that will help us focus on the best allocation of resources to programs and projects.

I
a a

TRANSPORT USED - H()LIDAY VISIT()RS . ALICE SPRINGS/MCD()NNELL

TRANSPORT USED - H()LIDAY VISIT()RS . LASSETER REGI()NAL



I(I TOURISMCENTRALAUSTRALIA 5TRATE C I C P LAN 2017 -2020

TOURISM !

ìì 
', 

ii': t :1j: ni

)
.d

Ou r Va lues

Jorrisr'rr ( r'nlr.rl jrusir¡li.; irLrici: iirtr lrrliowinll .r:, litt. <r'\,

v,rlttr'.',rl I itt' orrS,trti';,rt irrrt

. lrr!'¡lrity Iot¡risrn ( (ll{r.¡i ¡\u\tr,rli.rl. ,,t,rlt, l-jo¿rrtl ,¡nti
volrrrtt(,(.f! [;t'licvrt i.ir.ri ircinrì fronr',,1 trrrl ir¡lvir¡r: rLron!l
rtì()r¿lt)rirì(i¡lir'',,rrr"'.,st'trlia ilrlr:¡ïilvirrrlt¡(ir'',tr.ìtì\t)(ìrctì(\'
rr'',PIr l,¡rìti r¡lr¡rrrril rlrt:¡ri 1r¡,rll rr,,,rrrrnsrirrlitr|,,

. i:rìri,/[_ÌPllìolrt it';..ìtlltnlrrth i', '¡rt,rl í(): llt¡',¡¡1i,',¡l¡¡;¡1,¡i
',t.1((rr.,,, ior.lrisrr t r.lrir,¡l ,\usir,ilt.r .,i,rll iìo,¡rtj .lrrri
,rolr¡licr.'r'.,.¡ttivciv('rrtt,r{('¡¿ilit,'¡tirol.ilt.r,rr¡t'nrir,'r ,.tttr:
.,l,rkt'ilrlltir'r., lr¡ rrt,,¡irtt¿irr r l oitt',,ivl rnrl r r)ll,riror.rttrrr'
Iou t i:,rn irtrl Lrç L¡r'

¡tri¿frt,rirrlllr, í irarr¡¡t i', ronrl.rtrl lot¡risllr ( r'rlr¿l
ÂusLr¿li.r,rr1.r¡ri.,.¡¡¡¡1 ¡'r71¡1r71',, lir¡ot¡t'ir llrr",c, r ir¡rrLlr''. ,rrtrl

i orrl iru.rliv itrr¡rrovr",, klt'trirt¡1 ,¡,,',¡1¡ ,rí ( orrìFrirl()r',
( ()rì\iL¡c'r¿l ron ltrt-rr i:,rn ( erttt,rl ¡\r¡.,i r,rlia .trt ïrr'rc lo lrr'l¡r

¡rr,rr¡llc r rr',tLc lift:lorrri ¡irr,,il ivl rrr('ûr()r¡r',,; r¡uirr,Lirt'i 1 irr.

rlìt'nrircr, ,¡r¡ri ,l,rkr'iroiri('f -. !)r au\l(¡rnlr','¡vir(, ll,lr, ,rrrrl

lrr¡olr il¡r.it ,¡r,r i,rl iri¡r',



Tourism eent¡'al,&ust¡'alia - Strategie Foeus Areas

Based on the information discussed in this document, ourthree-year plan willfocus on the followingthree areas

1-. Advocacy for Pro-Tourism Policies and Developments

2. Marketing the #RedCentreNT

3. Becom i n g a Best-Practice Regiona I Tou rism Orga n isation

Fte EJS ÅREÂ 1: ADVOCACY FOR PRO-TOURISM POLICIES Al\D DEVELOPMEI{TS

National lndigenous Art/Cultural Centres and Trails
. Advocate for the items identified in the Tourism Central Australia 201-7 National lndigenous Cultural Centre Position Paper
. Continue to deliver and grow the Tourism Central Australia Art Traíls Program

Strategic Events Capacity Development
. Develop a Regional Events Plan in line with Territory and Nationaltourism events plans
. 

I nvestigate ways to develop the ca pacity of event orga n isers operating tou ris m events i n the region

Digital Capacity Development
. Continue through to completion the Digital Leap Project
. lnvestigate ways of continuing and resourcing Dlgital Leap Project
. Continue the Digital lntegration Program, and ínvestigate ways to resource it into the future
. Take advantage of opportunities as they arise to assist the tourism industry to digitally innovate

Yulara Visitor lnformation Centre
. Lobby for and present the business case for the creation of an accredited Visitor lnformation Centre in the Yulara area, to be

operated byTourism Central Australia in partnership with relevant businesses and agencies

lmprove drive access
. Advocate forthe sealing ofthe Mereenie Loop Road
. Advocate for the continued sealing ofThe Outback Way

Plenty Region and East MacDonnell Ranges Revitalisation
. Advocate a nd apply for a tourism masterpla n for the area
. Use opportunities as they arise to advance the area's tourism businesses and assets

FGCUS AR.EA 2: MARKETING THË #REDCENTRFf\tT

Research and target the markets of greatest opportunity
. Contínue liaising and working with Covernment, University and private research agencies to ensure marketing is targeted

appropriately

Deliver information in the ways travellers will consume ¡t
. Adopt an 'always on'marketing approach
. Continually innovate to deliver information and calls to action to consumers in targeted ways

Market our outback adventure exper¡ences
. Using existing and future adventure collateral, produce tactícal marketing to highlight our regional adventurous activities to

a ppropriate ta rget ma rkets

Ft€ti5 ARËA 3: BECOM¡hlC A BEST PRACTICE REGf ONALTOURISM ORGANISAT¡ON

Membership Review lmplementation
. Develop an implementation plan for the recommendations of the Membership Review
. Action the implementation plan
. Communicate the recommendations and implementation to members and stakeholders

lncreased sales and revenue sources for Tourism Central Australia
.lnvestigatenewsalesandrevenueopportunitiestodiversifyfundingtowardsself-sustainability
. Refresh existing sales and revenue sources to maximise benefit
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Summary

The strategic directions identified in this plan are flexible and will respond to change.

A range of data has been used to set the context ofthe operating conditions for Tourism Central Australia. The ten strategic
items identified under three focus areas will provide guidance for the business plan and budget of the organisation for
the 2oL7/2018 financialyeaç and these strateglc items will be reviewed príor to the 20L8/2019 financial year to ascertain
continued relevance.

References:

Tourism Vison 2020: Northern Territory Strategy for Growth

Tourism Northern Territory aggregated data adapted from Tourism Research Australia

Tourism Central Australia Membership Review
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TOURISM EMPIOYS 8,500 PEOPLE Total tourism
share of employment

in the Northern
Territory 11.6%

Tourism is the 3rd largest Tourism is the
private enterprise 6th largest direct
employer in the employer in the

NorthernTerritory NorthernTerritory15,500 are directly employed
in tourism in the NT'

PEOPTE ACROSS THE NT'
more than agriculture, mining

and resources combined
2000 PEoPLE

are indirectly
employed as a result
of tourism in the NT' $.1 ,21 I For every 91 of

government funding
put into Tourism
Central Australia,
$1,215 is generated
in direct visitor
expenditure in the
Red Centret
(99% above peer
group average)

INBOUND REVENUE PASSENGER

ARRIVATS TO AYERS ROCK AIRPORT

aa
oa
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781243" quttz.ov"¡ $960,000,ooo
Total Red Centre

visitor expenditure
-Australian 1732m

- Overseas visitors 1228m!

ATICE SPR!NGS AIRPORT

3O4t462"¡utz.zu¡

HELP US
ACHIEVE
OUR FOCUS
FOR L7 lLB

NATIONAT INDIGENOUS ART/CUtTURAt CENTRES AND TRAILS

STRATEGIC EVENTS CAPACITY DEVETOPMENT

DIGITAT CAPACITY DEVETOPMENT

YUTARA VISITOR INFORMATION CENTRE

IMPROVE DRIVE ACCESS

PI.ENTY REGION AND EAST MACDONNETL RANGES REVITATISATION

RESEARCH AND TARGET MARKET OF GREATEST OPPORTUNITY

DETIVER INFORMATION IN THE WAYS TRAVETTERS WItT CONSUME IT

MARKET OUR OUTBACK ADVENTURE EXPERIENCES

MEMBERSHIP REVIEW IMPTEMENTATION

INCREASED SATES AND REVENUE SOURCES FOR TCA

TOURISM CENTRAL AUSTRALIA ¡roneoftwoofficialRegionalTourismorganisationsintheNorthern
Territory (the other being Tourism Top End). Tourism Central Australia looks after the region between northern outback South
Australia, outback QLD and outback WA, up to and including Newcastle Waters. This area includes Yulara, Alice Springs, Tennant
Creek and many other regions and communities in between. Tourism Central Australia has four main objectives - to provide
industry leadership, to promote the #RedCentreNT, to work with industry to facilitate quality tourism experiences and to
represent and advocate on behalf of our members.

TOU RISM CENTRAL AUSTRALIA
Corne¡ of Todd Mall & Parsons Street, Alice Springs
8L69 L427 or info@discoverca,com,au
www.discovercentralaust¡alia.com
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Gos lndustry Myths Exposed

Mylh l: The depth of shole & tight gos deposils meons
frocking is sofe. There is no lhreol lo groundwoler
which is o concern on lhe eosl coosl of Austrolio
where CSG is exlrocled from shollower cool seoms.

A number of US studies hove implicoted shole gos
drilling in the contominotion of groundwoter with
heovy melols, solts ond gos. Depth is noi the only
focÌor deciding whether pollution will occur - if o gos
well is foulty, it will be o pollution risk no motïer how
deep it is. Wells con foil due to foulty construction,
repeoted hydroulic frocturing or corrosion. Doto from
one US stote shows thot 6-7% of new shole gos wells
were foulty ond leoking gos. Also, the hozordous
wostewoter thot is produced from frocking is o mojor
risk to soil ond woter during storoge, tronsport ond
disposol.

Myth 2: Smoll omounls of chemicol oddilives ore
used in frocking, ond lhese ore found in fomilior
household producls.

Chemicol odditives moke up only 0.5-2% of frocking
fluid but this still tronslotes into very lorge octuol
quontifies. For exomple, o typicol l5 million liire
shole gos frocking operotion uses between B0 ond
330 tonnes of chemicols. Mony frocking chemicols
hove not been ossessed for their long-term impocts
on the environment ond humon heolth. Frocking
compounds used in Austrolio hove been shown
to include mony hozordous substonces, including:
corcinogens, neurotoxins, reproductive toxins, ond
endocrine disruptors.

Myth 3: The gos induslry will creole jobs ond revive
olllng rurol economies.

The oil ond gos industry is one of the smollest
employers in Austrolio, employing less lhon 0.2% of
lhe Austrolion workforce. Most workers ore flown in
eoch week from mojor cities, ond very little money
is spent in lhe locol economy. Most gos is exported
overseos ond 84% of mining profìts in Austrolio go to
overseos sho reholders.

Shole gqs ¡n

lhe Northern Terr¡tory

A number of potentiol shole gos torgets hove been
idenlifìed in the Norlhern Territory cnd there moy
olso be prospective tight gos resources. More thon
9O% of the NT is covered by explorotion licenses ond
opplicoiions ond there ore o number of componies
octively exploring for shole gos ocross the Territory.
These octivities include explorotory frocking
operotions.

The Territory's most treosured ond iconic culturol ond
noturol oreos ore NOT protected from gos explorotion
ond production. lndigenous londs from Arnhem
Lond to Centrol Austrolio ore under threot from the
impocts of invosive gos mining. Notionol Porks ond
Reserves, river systems ond wellonds, morine ond
coostql hobitots ore oll ot risk.

The lorge omounl of woler required in frocking
operotions would impoct vitol NT groundwoter
resources relied upon for domestic use ond the
postorol industry. Ihe pollution of wetlonds, rivers ond
morine hobitots with contominoted wostewoteris olso
o signifìcont concern in the monsoonol environments
of the Territory, ond could lhreoten professionol ond
recreotionol fìsheries.
* Cover phofo; Queens/ond coo/seom gos fe/d.

Gas



lmpocls of unconventionql gos operotions:

O Air pollution from o wide ronge of hozcrdous oir pollulonts releosed from wells ond infroslructure.

Ø Loss of lorge oreos of formlond & bushlond for well pod:;, pipelines & roods.

€) Fugitive emissions from leoks in wells, pipes & infrostructure.
() Contominotion of underground woter resources due to well cosing fcilure.

€) Soil & woter pollulion from spills, leckoge & overflow of toxic wostewoter.

@ So¡l & groundwcter contominotion from reinjection of poorly ïreoted or untreoied wostewoier.

Ø Pollution of wcierwoys from wostewoler & chemicol spills ond releose of poorly trected wosTewoler.

@ Migrotion of gos ond toxic substonces into groundwoler through noturol foulls ond frocking induced pothwcys

I WoÌer, soil ond crop contominotion from reuse of poorly Ireoted or untreoted wostewoter on formlond.

@ Noise & oir pollution from lrucks, drill rigs cnd mochinery.

o

Unconventionol gos: lnvolves using invasive
'unconvenlionol' melhods to crock rocks thot hold
methone gos deep underground. Unconventionol
techniques ore used to extrcct melhcne from shole
rocks (known os 'shole gcs') ond from low permecbility
sondstone rocks (known os 'tighl gos').

lnvosive induslriql gosfìelds: Shole cnd tight gosfìelds

involve the industriolisction of enlire lcndsccpes with
numerous closely spcced wells. Typicol gosfìelds

contoin lhousonds of wells. Gosfìelds clso require vost
networks of occess rocds, gos pipelines, processing
plcnls, compressor slotions, ond wostewoter holding
doms ond treolmenf plonts.

Frocking: Techniques such os horizonlcl drilling ond
hydroulic frocluring (frocking) ore used to extroct
shole ond light gos. Frocking involves pumping lorge
volumes of woler, chemicols ond sond inlo the ground
of high pressure to relecse gcs. Tight gos olso requires
ocidotion, which involves pumping ocids into the well
to dissolve The cemenls between rock grcìns.

Woler use: Frccking is on exfremely woter-intensive
prcctice. A single shole gos frock uses ll-34 million
litres of woter in the frocking fluids. Thot's roughly 3ó0

- ll00 truckloods. Wells ore often frocked on multiple
occosions, somelimes up lo len times, multiplying
overcll woter use. Some of this fluid returns Io the
surfoce os flowbock, bui most stcys underground ond
is never recovered - esTimotes suggest 707" or more
remoins underground.

Woslewoler: WostewoTer from gos operolions includes
flowbock from frocking ond 'produced' woter thot
is present in the source rock. This produced woler
is brought Io the surfoce during gos production.
The wostewoter moy contcin heovy metols, solts,

rodiooctive moteriols ond volctile orgcnic compounds.
The mcssive volumes of wostewcter produced moy be
stored in lorge ponds, porticlly 'treoted' ond releosed
into woterwoys or re-injected bock underground
- o process thot oflen leods lo ecrth tremors ond
eorthquokes.

*Sources for ctll information provided ore ovoiloble ot:
ht I p: / / w w w.lockt he gote.org.o u / obo ut shole _ond-fighf_gos

Wastewater storage Gas processing and water trealment plant þ nir pollutant emis ions Water pollution pathways
I

*Grophic odopted from: Gos frocking: Con we sofely squeeze fhe rocks? UNEP/GEAS, 2012.
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INTRODUCTION TO GREEN DESTINATIONS Home 0 / lntroduction to Green Destinations

Green Destinations ¡s a non-profit organ¡sation
for sustainabte tourism, leading:

A g[obaL Partnership (http://greendest¡nations.org./partnerships./)of expert organisations, companies and academic institutions

The Green Destinations Community (http://greendestinations.orgldestinations-community/green-destinations-community./)of destination

stakehoLders

Ip. // greendesti nations.org) a
q

GREEN VALUES

Green Destinations' core vaLues are:

. Genuine and authentic: supporting the celebration of local cuLture and tradition;

. Responsibte: defending peop[e against exptoitation and human rights viotation, and enhancing accessibiLity for peopte with disabiLities;

. EconomicaL[y sustainabte: invotving the locaL business community and enhancing Local community emptoyment during and beyond the holiday season;

. Environmentatty sustainable: ensuring public heatth, safety and sound environmental managementl

. Nature & scenery: protecting scenic views, habitats and witd[ife, and respecting animals that are used in tourism.

Green Destinations Community

These GREEN vatues are also promoted by the members of our Green Destinations Community, dedicated sustainabitity leaders representing the network of

participating destinations, regions and countries

\:llhy Green Values

Adopting the GREEN values will help destinations to attract 'green travellers', who are attracted by the core values of ihe destination and are expected to show

more respect to these va[ues,

Cooperation

Green Destinations works together with tourism business and media partners in order to make the green offer of destinations better visib[e in the marketp[ace.

DESTINATION ASSESSMENTS, A!íARDS AND CERTIFICATION

Green Destinations devetoped a compLete, affordab[e and easy-to-use Assessment & Certification programme that frts the needs of both smat[ and larger

destinations, lt is operated through an online Assessment & Reporting (http://greendestinations.orglassessment-reporting-ptatform./) platform based upon

the GSTC-Recognised Green Destinations Standard(hltp://greendestinations.orglgreen-dest¡nations-standard/) and the GD Database with data from 2ooo

destinations. The platform helps destinations to improve sustainabitity management and performance, best price guaranteed. For more information, visit Awards &

Cert¡ficat¡on (htlpi//greendesl¡nations.org./awards-certification./), Destinations that subscribe to the GD Assessment & Reporting ptatform become member of

the Green Destinations Community (http:.//greendestinat¡ons.orgldestinat¡ons-community/green-destinations-community/),

http://greendestinations.org/home/inf rod uction/ ,U3
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GREEN DESTINATIONS COMMUNITY

Destinations, regions and countries are connected to the world's [argest sustainab[e destinations community through their Green Destinations Ambassadors

(http://greendest¡nations.orglgreen-destinations-ambassadors/\ f he community aLso inctudes Ambassadors from Qual¡tycoast, QualityTourism, and

Slovenia Green destinations Green Destinations Ambassadors share knowtedge and experiences with cotteagues from around the wor[d, Together with Experts

and sotution providers (http://greendestinations.orgl4-cotumns,/), GD Ambassadors heLp their destinatìon to improve by promoting Sustainabitity solutions

(http://greendest¡nat¡ons.orgl4-cotumns/),

GREEN DESTINATIONS DAYS AND TOP 1OO

The Green Destinations Community was frrst Launched at ITB Bertin 2015, and had successful meetings and presentations at ITB 2016, and al Global Green

Destinat¡ons Day lhltp://greendestinationsday.com,/) in LjubLjana (Stovenia), the Largest gLobaI sustainab[e destinatìons meeting ever heLd, convening 35o

people from 36 countries. ccDD'16 presentations and picture gallery can be viewed here (http:.//greendestinationsday.comlnews/),

Members of the Community are encouraged to nominate their destination for the Sustainable Destinations Top 1oo competit¡on, that was f rst organised in zor4

(http://greendestinat¡ons.orgl2o14-top-1oo,/), and repeated in 2ot6 (hltpi//greendestinations.orgl2016-top -Loo/land 2077

(http:.//greendestinations.org./zor7-top-loo,/), The aim of the competition is to hightight success stories in destìnation management, and to exchange good

practices between destinations, for exampLe at Green Destinations Days

Members of the Green Destinatìons Community are encouraged to organise their own local, regionaI or national Green Destinatìons Day.

O Members of the Green Destinations Community are encouraged to organise their own locat, regional or national Green Destinations Day.

About (Http://Greendestinations.Org,/)

Introduction (Http://Greendestinations OrglHome./lntroduction./)

Team (Http://Greendestinat¡ons Org / Home /feam/)

Internships (Http://Greendestinations,org,/Home/lnternships/)

Partnerships (Http://Greendestinations.org,/Home/Partnerships,/)

contact Us (Http:,/Greendestinations OrglHome/Contact/)

Assessment & Awards (Http://Greendestinations OrglAwards-Certif cation/)

Awards & Certificat¡on (Httpr,/Greendestinations.org,/Awârds-certification,/)

creen Destinations Standard (Http://Greendestinations,OrglGreen-Destinations-Standard/)

Sustainabitity N4anagement System (Http:,//Greendestinations,OrglSustainabitity-Management-System/)

Assessment & Reporting Ptalform (Httpr,/creendestinations Org,/Assessment-Reporting/)

country BaseIine Assessment (Http:,/Greendeslinations.Org./Country-Basetine-Assessment./)

Auditor Training (Http://Greendest¡nations OrglAuditor-Training/)

Destinations (Http:,/Greendesl¡nations.org,/Green-Destinations-Community/)

Green Destinations community (Http://Greendestinations,Org,/Green-Destinations-Commúnlly/)

Green Destinations Ambassadors (Http:./Greendestinations Org,/Green-Destinations-Ambassadors,/)

2oV Top 10o (Http:,//Greendestinalions Ory/ zo77-fop-7oo /)
zo16 Top 1oo (Http:,/Greendestinations.Org./Green-Destinat¡ons-Community/2o16-Top-10o/)

2or4fop 10o (Http://Greendestinations,orglGreen-Destinations-community/2o4-Top-1oo/)

Viami (Http://Greendestinations,OrglGreen-Destinations-Community/Viami/)

creen Destinations CotLection (Http:,ZGreendestinations,org,/Green-Destinations-CoLtection/)

SoLuLions (Http://Greendestinations OrglSoLutions/)

Green Solutions PLatform (Http://creendestinations.OrglSotutions/)

2o16 Top 10 Green Sotutions (Http:,/Greendestinations.orglSoIutions/2o16-Top-Sotutions/)

Events (H ttpr//Greendestinations Or g / Ev enls / I

NL Green Deslinations Day (Http://Greendestinations.Org,/Events/N!Green-Destìnat¡ons-Day,/)

2016 GlobaI Green Destinations Day (Http:.//Greendestinationsday,Com./)

News (Http://Greendest¡nations.Org,/News/)

http://greendestinations.org/home/introduction/ 213
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