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This report is provided by the Christmas Island 
Tourism Association (CITA) as required under the 
Commonwealth Contract – Goods and Services 
Reference ID: PR 10024935 (CI) and provides 
an outline of activities of the Association in 
accordance with the Key Performance Indicator 
reporting requirements.  

CITA serves as Christmas Island’s tourism hub, 
actively engaging in initiatives to showcase the 
island’s natural beauty, diverse wildlife, and rich 
cultural heritage to visitors from around the world. 

CITA's Vision

Christmas Island Tourism will be known as:

• A vibrant, world-class industry leading
Association that shows leadership,
transparency, collaboration and innovation
in promoting, marketing and assisting the
tourism industry and all its stakeholders.

• A significant economic driver on Christmas
Island, through proactively forging 
partnerships, advocating for evidence-based 
enhancements and implementing actions 
that sustain, support and strongly position the 
tourism economy for the island.

CITA's Purpose

The purpose of Christmas Island Tourism is to:

1. Promote and market Christmas Island
and Australia’s Indian Ocean Islands as
world-class natural and cultural tourism
destinations.

2. Provide high quality information and services
for visitors.

3. Represent and facilitate the tourism industry
on Christmas Island.

4. Provide information relevant for all people
likely to benefit from tourism outcomes.
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Through strategic marketing campaigns, events, 
and partnerships, the association aims to create 
memorable and sustainable tourism experiences 
and grow the visitor economy on the island. 
Committed to responsible tourism practices, 
the Christmas Island Tourism Association works 
closely with the local community, businesses and 
stakeholders to preserve the island’s environment 
while providing enriching experiences for 
travelers. CITA support and facilitate the future 
facing direction for tourism on Christmas Island.

OVERVIEW
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CITA VALUES

CITA COMMITTEE

CITA TEAM

At the Christmas Island Tourism Association, our passion and commitment for the natural, cultural, 
social, and economic facets of Christmas Island drive our actions, with our core values serving as 
our guiding principles:

David Mulheron
Acting Chair

Sarah Coote 
Destination 

Marketing Manager

Mark Rochfort

Lyndon Beck 
Acting Vice Chair

Cheryl Molross
Visitor Centre 

Manager

Lynda Collett

Chris Carr 
Treasurer

Wendy Wood 
Visitor Centre 

Assistant Manager

• Forward Thinking: We are proactive,
constantly seeking innovative and beneficial
ways to enhance the future of Christmas
Island with a big picture, industry leading
focus.

• Community Minded: Embracing diversity
in cultures, beliefs, gender, race, age, and
abilities, we foster a welcoming environment
for all. Through strategic partnerships, we
strive for collaboration at every opportunity
to ensure a tourism future that reflects the
values of our community and local industry.

• Professional and Approachable: We
facilitate our role with professionalism and
integrity, ensuring our actions consistently
reflect the values, ethics, and transparency
synonymous with Christmas Island Tourism.

• Experts in Tourism: With a strong
expertise in all facets of tourism, we stand
among the most knowledgeable tourism
professionals on the island. We are
connected, innovative and resourceful and
can confidently lead the tourism industry to
achieve its outcomes.

• Evidence Based: We are dedicated to
interpreting pertinent information about
tourism. Our actions are grounded in
sound data and comprehensive analysis,
ensuring that our initiatives are well-
informed and impactful.

Through these principles, we are resolute in our 
mission to elevate Christmas Island’s tourism 
experiences, fostering sustainable growth and 
enriching the sustainable tourism offering on 
Christmas Island.

CHRISTMAS ISLAND TOURISM 
ASSOCIATION
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EXECUTIVE SUMMARY A FUTURE FOCUSED TOURISM VISION 
FOR CHRISTMAS ISLANDChristmas Island Tourism Association 

Annual Report 2022/23

A significant body of work was undertaken in 
2022/23 to develop a new three-year CITA 
Strategic Plan, increase membership to better 
support our tourism economy and increase 
visitor numbers to Christmas Island. 

The future for Christmas Island’s visitor economy 
will capitalise on the islands rich heritage both 
built and told, ‘one and only’ visitor attraction 
and unexpected nature experiences. We aim to 
connect visitors inspired by nature adventure.

Over the next 3 years, visitors will be attracted 
to Christmas Island through inspiring imagery, 
intriguing stories and new visitor experiences. 
Visitor servicing commitments will ensure that 
Christmas Island is open for business and visitors 
are welcome.

In the past year, the Christmas Island Tourism 
Association (CITA) undertook initiatives aimed 
at positively shaping the future of tourism on 
the island. With significant changes in CITA 
personnel over 2022-23, this had an impact on 
the organisation, however with the appointment 
of a new Marketing Manager, Visitor Centre 
Manager, Assistant Visitor Centre Manager and 
Tourism Officers, CITA has achieved significant 
outcomes across the board in tourism servicing, 
destination development and destination 
marketing.

A foundational development was the crafting 
of a three-year CITA Strategic Plan, placing 
emphasis on the preservation of cultural 
heritage, the creation of robust tourism 
community partnerships, a deep connection with 
nature and well-being, and a commitment to 
fostering adventure and nature-inspired tourism. 
CITA’s operational pillars were articulated 
through five key values: Industry Development & 
Sustainability, Destination Marketing, Advocacy 
& Membership, Visitor Services, and Visitor 
Experiences & Events.

CITA aims to drive a sustainable, growth orientated 
and quality tourism industry on Christmas Island. 
The appointment of a new Marketing Manager, 
Sarah Coote in January 2023, brought about a 
focus on strategic, measurable, and data-driven 
foundations. Marketing campaign highlights, 
include the ‘Destination Australia’ series (which 
was filmed in 2022 and aired in 2023) and 
the features in Australian Traveller magazine 
and digital. Online engagement saw significant 
growth across platforms, with the official CI 
website, Facebook, Instagram, and Mailchimp 
all achieving valuable metrics.

Undergoing a brand evolution, CITA introduced 
a modern logo design and branding toolkit, 
a collaborative effort reflecting the input of 
committee members.

The association played a supportive role for 
tourism operators throughout the period, 
extending financial assistance to events like 

WE WILL

• Value our CULTURAL HERITAGE and its 
preservation

• Create a TOURISM COMMUNITY where 
PARTNERSHIPS can thrive

• Immerse ourselves in NATURE and wellbeing

• Embrace new opportunities to establish an 
ADVENTURE & NATURE INSPIRED TOURISM 
future

Bird & Nature Week, Extra Divers Australia 
attending OZTek Advanced Diving Conference 
& Exhibition, ads for the CI Marathon, and 
Freedive CI attending the Freediving World 
Championships. Notable public relations efforts 
included coverage of the red crab migration and 
features in dive magazines, elevating Christmas 
Island’s global profile.

CITA Marketing Manager, Sarah Coote, attended 
Australian Tourism Exchange in 2023 on the 
Gold Coast representing Christmas Island and 
Cocos Keeling Islands. She held 127 meetings 
throughout the event, fostering connections with 
industry agents, wholesalers, media, and buyers. 
Additionally, BKB representation of Christmas 
Island at East Coast roadshows throughout the 
year expanded outreach further.

This year also welcomed a new Visitor Centre 
Manager, Cheryl Mollross. Despite the disruption 
of staffing changes and committee changes, 
visitor numbers demonstrated resilience, with 
total flight arrivals and leisure visitors maintaining 
positive trends. The Visitor Centre also recorded 
a substantial number of bookings, indicating 
sustained interest in Christmas Island.

A strengthened partnership with Cocos Keeling 
Islands, reflecting a collaborative marketing 
approach and opening avenues for mutual 
growth, will showcase a unique point of difference 
now the world has opened up to an international 
market and Christmas Island no longer have the 
monopoly on the captive Australia market.

Due to moving off island, CITA Chair, Simon 
Penn resigned from the role and instated Acting 
Chair, David Mulheron and Acting Vice Chair 
Lyndon Beck.

As CITA  charts its course forward, the focus 
remains on sustained growth, strategic 
partnerships, a collaborative industry and 
the delivery of exceptional visitor 
experiences, positioning Christmas Island as 
a premier destination in the dynamic tourism 
landscape.
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EFFICIENT AND 
EFFECTIVE 
MARKETING AND 
PROMOTION 
We will promote and drive 
desire for our region with 
an engaging, measurable 
and evidence based 
marketing strategy 
with effective use of our 
marketing spend. 

DRIVING INDUSTRY 
ENGAGEMENT 
We will work collaboratively with 
our stakeholders to build a viable, 
growth orientated and quality 
tourism industry and a cohesive 
destination. We will elevate 
CI’s position within the industry 
with supported infrastructure, 
processes, logistics and enhance 
visitor confidence.

1 2 3

54
A HIGH-PERFORMING 
ORGANISATION
We will seek to optimise our 
efforts by collaborating with 
key stakeholders, Cocos Keeling 
Islands and the RDO. We will 
endeavour to grow our operating 
budgets by growing sustainable 
funding sources.

ACCESS TO THE IOT
We will support and 
work with the RDO 
and relevant bodies to 
grow accessibility into 
our region and develop 
strategies and initiatives 
to encourage visitation to 
our island. 

DESTINATION 
DEVELOPMENT 
We will support the 
Christmas Island 
tourism industry with a 
holistic approach to the 
destination, working with 
stakeholders and members 
to drive visitation and 
increase visitor spend. We 
will also enable growth in 
capacity and capability. 

CITA'S STRATEGIC PLAN

CITA’s Tourism Strategic Plan 2023-2026 
presents a high-level strategic framework 
which is intended to guide destination 
development and marketing activity for the 
Christmas Island Tourism Association (CITA) 
over a period of three (3) years, supported by 
a 12-month implementation action plan for 
2023-24, to be reviewed annually.

The strategic document acknowledges that 
the challenges of access, funding, environment 
management, and supply chain pressures are 
beyond CITA’s direct responsibility. CITA’s role 
is to ensure that the local industry is ready 
and destination awareness is maximized, to 
leverage the delivery of major tourism projects 
which will ultimately be led by appropriate 
Government agencies.

The CITA strategic plan is underpinned by the 
objects of the Association identified as:

• To promote and market Christmas Island
as a world-class natural and cultural
tourism destination

• to increase visitation

• To help facilitate the development of
sustainable tourism

• To represent the interests of the Christmas
Island tourism industry

• To promote the interests of the Association
and its members

• To provide visitor and member services

• For the purpose of planning, CITA’s
association objects have been defined as
Strategic Planning

Values:
• INDUSTRY DEVELOPMENT &

SUSTAINABILITY

• DESTINATION MARKETING

• ADVOCACY & MEMBERSHIP

• VISITOR SERVICES

• VISITOR EXPERIENCES & EVENTS

A Destination Development Model for 
Christmas Island which defines Focus A reas 
and corresponding, Enabling Actions has been 
used to identify short- term projects for CITA 
which reside within the organisation’s 
values and align to regional plans.

To measure success, each focus area has an 
overarching goal for CITA to aim to and a 
number of objectives to achieve. To deliver 
sustainability, the approach to implementing 
the 3-year life of the strategy will be supported 
by a 12-month action plan underpinned by the 
following themes:

2023-24 Establish Foundations

2024-25 Building Momentum

2025-26 Maximising Growth

A copy of CITA’s Destination Strategy can be found here: 
www.christmas.net.au/strategy 

0706 Annual Report 2022/23 Annual Report 2022/23



EFFECTIVE AND EFFICIENT DATA 
DRIVEN MARKETING & PROMOTION01

Destination Australia
In November 2022, Destination Australia TV 
filmed content on Christmas Island to feature in 
a dedicated episode on their upcoming series. 
Produced by Guru Productions, the program 
is a national expansion of the Destination 
WA program and has a prominent viewership 
nationally and internationally. A dedicated 
website page was developed with a consistent 
call to action throughout the episode: https://
www.christmas.net.au/DA. This allowed us to 
measure engagement. 

The audience profile varied by channel. 

Destination Australia Website Insights & Analytics

The series is now 
being distributed 
internationally and will 
play in continental Europe, 
MENA, the Baltics and China/ 
Far East Asia in 141 countries/
territories in 2024/25. 
Viewership data provided by Guru Productions.

504,000 viewers aggregated across national 
premiere on Channel 9, 9HD, 9WIN and 9NOW. 
In addition it attracted another 128,000 views 
on 9LIFE. It was the second highest rating 
episode of the 6 part series 1, coming in second 
only to Lord Howe Island and eclipsing Norfolk 
Island by 23,000.

MARKETING CAMPAIGN HIGHLIGHTS

18%
of all views 

occurred

81%
Majority female 

audience 

Majority

25 to 54
years of age

Majority

40 to 66
years of age

Majority

40 to 64
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47% male

1,291  
Page Views

1,108   
Users

9NOW

Repeats on 9LIFE 

Channel 9 

Website Visitor Stats

Visitor Demographics

Location Data

Preliminary analytics after the episode showed a significant increase of website 
visits to Christmas Island’s destination website.
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Australian Traveller Magazine

PRINT DIGITAL

• Single Page Native Content created
by Australian Traveller’s Editorial
Team

• Exclusive positioning within main
editorial well: ‘Top 100’ within ‘Life
Aquatic’ Section

• Edition: ‘100 Emerging Destinations
& Experiences’ May/June/July
2023 Edition #98

Lead Generation Elements:

• Native Content Inclusion within 
Australian Traveller’s 100 Emerging 
Destinations Solus Email

• Boosted Facebook Post to Australian 
Traveller’s 45,668 + Followers

• Retargeting to Eastern Seaboard 
Audience

• Story Post on Australian Traveller’s 
Instagram Site (144,000 followers)

• Inclusion within Australian Traveller 
Weekly EDM Newsletter

• Digital Display Advertising Banners 
Run Of Site + exclusive to CI content 
with retargeting of AT Eastern 
Seaboard audience: 200,000 
impressions* guaranteed

The content for this campaign showcased 
a range of operators in the content, as 
well as a dedicated website page link to 
measure the outcomes of this campaign.

• 850 x word native content created
by Australian Traveller’s Editorial
Team.

• Posted on Australian Traveller
Website & hosted within www.
australiantraveller.com

• Hosted within 100 Emerging
Destinations Hub. Guaranteed
3,000 unique visitors to content

CITA Campaign Highlights

Campaign Digital Feature: 

www.christmas.net.au/australian-traveller/

Insights & Analytics
Visitor Stats 
1,567 Page Views
1,547 Unique Users

Location Data
24% Sydney
16% Melbourne
13% Brisbane
10% NA
10% Perth
8% Switzerland

Age
27% 25-34
22% 45-54
19% 35-44
16% 65+ 
15% 55-64

48% Desktop
48% Mobile
4% tablet

The offer featured a special offer by Swell 
Lodge of free flights, which directed straight 
to their landing page.
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DIGITAL ACTIVITY 

CI WEBSITE
• 308k page views
• 119k sessions
• 94k users
• 63% page views from organic search

FACEBOOK
• 83 posts (+38% 21/22)
• 868.6k Reach (+11% 21/22)
• 9% Engagement Rate (+13% 2021/22)
• 48K Page Likes (+8% 2020/21)

INSTAGRAM
• 72 posts (+80% 21/22)
• 802.1k Reach (+13% 21/22)
• 10% Engagement Rate (+45% 2021/22)
• 22.8K Page Likes (+13% 2020/21)

MAILCHIMP
• 7 EDMs
• 63% Unique Open Rate (Benchmark 23.5%)
• 12% Unique Click Rate (Benchmark 4.2%)
• 15,312 Subscribers (+15% 2020/21)

Job Opportunities Page Developed in 
Collaboration with IOTA
Website page on CITA’s website for current job 
opportunities on island is updated consistently 
with current positions. All members welcome 
to advertise their job opportunities on 
the page. This feature aligns with Tourism 
Australia’s Working Holiday Maker Campaign, 
which involves content shared, showcasing the 
lifestyle and ways of experiencing destinations 
through working holidays/ work placements. 
Further marketing of job opportunities on 
island will not only help in tourism offerings, 
but also destination development and support 
for operators on the island. 

Insights & Analytics
Visitor Stats
583 Page Views 
532 Unique Users 

Location Data
32% Perth
17% NA
8% Melbourne
8% Sydney
5% Brisbane
4% Singapore
2% Cairns

www.christmas.net.au/job-opportunities/

New Christmas Island 
Tourism Brand

Christmas Island Tourism Association have 
developed a new CITA brand with a modern 
approach to its logo design and branding 
toolkit. The logo was designed in collaboration 
with committee member comments and 
speaks to the essence of the island’s offerings. 

SUPPORT FOR TOURISM 
OPERATORS

Extra Divers OZTek Advanced Diving 
Conference & Exhibition
Extra Divers CI was supported by CITA to attend 
and hold a stand at OZTek Advanced Diving 
Conference & Exhibition in Melbourne from 
1-2 October 2022. OZTeK is Australia’s largest 
dive conference and exhibition. The show 
visitors are mainly very experienced divers, 
and are generally looking to reconnect with 
their suppliers and destinations. CITA funded 
support of $4,100 for Extra Divers to attend.

IOE- Bird & Nature Week
Indian Ocean Experiences’ Bird & Nature 
Week was successfully showcased in Birdlife 
Magazine with a dedicated A4 flyer included 
with each copy. By featuring the event in this 
publication, dedicated to birdwatching and 
nature enthusiasts, the event sold out and 
provided valuable exposure among a highly 
targeted audience. CITA funded support of 
$8,250 for Indian Ocean Experiences’ Bird & 
Nature Week.

Freedive CI World Championships 
Competition
Christmas Island wetsuit logo placement & 
meetings with freediving officials to establish 
an event on Christmas Island with support 
of The Department and Minister McBain for 
this event. CITA funded support of $3,800 for 
David Mulheron for wetsuit advertising and 
attendance of the event. 
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WA Tourism Awards Nomination Fee & Support for Operators
CITA supported Christmas Island tourism operators interested in entering the 
2023 WA Tourism Awards. CITA covered the costs of entry fees for any category 
Christmas Island, tourism business would like to enter.

Business Category

Swell Lodge Ecotourism & Unique Accommodation

Freedive CI Adventure Tourism

Indian Ocean Experiences Ecotourism & Tour & Transport Operators

Benefits of entering the awards 
include
• An opportunity to celebrate CI tourism

operators that lead our industry
• Raise CI’s profile industry wide by receiving

public recognition of destination finalists
• Benchmark against industry competitors.
• Encourage high standards of operations

amongst tourism industry on CI

Due to time challenges, the nominated 
businesses were unable to complete their 
award submissions. Next year, additional 
support/ further time will be reviewed to 
better support completion of Christmas 
Island’s entries into the awards. CITA will also 
be submitting Christmas Island for Top Tourism 
Town Awards in 2023. Nominations close in 
February so 2022/23 submission was missed 
with a new Marketing Manager taking the role 
in January 2023. 

CITA funded $900 for WA Tourism Award 
Nominations.

Tourism Australia - Australian Wildlife 
Journeys 
CITA supported Indian Ocean Experiences’ 
participation in Tourism Australia’s Australian 
Wildlife Journeys - one of only 20 operators 
accepted nationwide by providing funded 
video assets of Christmas Island for the 
program, along with supporting the famil of 
Australian Wildlife Journeys and journalist 
Caroline Beasley to Christmas Island. 

Extra Divers Christmas Island 
Marketing
CITA supported Extra Divers digital marketing 
initiatives by providing funded video assets of 
Christmas Island. 

MEDIA &
PR HIGHLIGHTS02

Red Crabs A Social Media Hit
Christmas Island’s 2022 red crab 
migration social media  activity reached 
over 280,000 people and has been 
viewed more than 500,000 times. Our 
posts have  been shared by Tourism 
Australia, Australian Geographic and 
other high-profile accounts across the 
industry.

Eco Tourism Australia 

Ultimate Divers Guide Magazine 
Special Edition
Christmas Island Tourism funded a 
double-page editorial in Scuba Diver 
magazine’s Ultimate Divers Guide 
special edition, promoting the island’s 
dive operators; Extra Divers Christmas 
Island and Christmas Island Wet’n’Dry 
Adventures. 
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Bird & Nature Week Flyer in Birdlife 
Magazine

Australian Traveller 
Sustainability Article 
February 2023

Australian Traveller Best 
walks & Wildlife Experiences
February 2023

Australian Traveller Best 
Snorkelling & Diving 
February 2023

Australian Traveller 
Itinerary Article April 2023

Australian Traveller Best 
walks & Wildlife Experiences 
February 2023

Australian Traveller Digital 
Edition Campaign
May 2023

CI Marathon Ad in Runners World

CNN Travel – December 2022

Travel & Leisure April 2023
Business Insider June 2023

1716 Annual Report 2022/23 Annual Report 2022/23

https://www.travelandleisure.com/trip-ideas/christmas-island-australia-travel-guide 
 https://www.travelandleisure.com/trip-ideas/christmas-island-australia-travel-guide 
https://www.businessinsider.com/video-cannibalistic-crab-eats-babies-on-netflix-show-our-planet-ii-2023-6 
https://www.businessinsider.com/video-cannibalistic-crab-eats-babies-on-netflix-show-our-planet-ii-2023-6 
https://www.australiantraveller.com/christmas-island/the-transformation-of-christmas-island/
https://www.australiantraveller.com/christmas-island/walks-and-wildlife-experiences-on-christmas-island/
http://Australian Traveller Best Snorkelling & Diving February 2023
https://www.australiantraveller.com/christmas-island/the-perfect-christmas-island-itinerary/ 
https://www.australiantraveller.com/christmas-island/christmas-island-accommodation-guide/ 
https://www.australiantraveller.com/christmas-island/christmas-island-swimming/ 
https://www.australiantraveller.com/christmas-island/the-transformation-of-christmas-island/
https://www.australiantraveller.com/christmas-island/walks-and-wildlife-experiences-on-christmas-island/
http://Australian Traveller Best Snorkelling & Diving February 2023
https://www.australiantraveller.com/christmas-island/the-perfect-christmas-island-itinerary/ 
https://www.australiantraveller.com/christmas-island/christmas-island-accommodation-guide/ 
https://www.australiantraveller.com/christmas-island/christmas-island-swimming/ 


Perth Is OK- August 2023

BBC’s Planet Earth II featured 
on Netflix June 2023

One post example from BBC & Netflix 
Accounts had over 610,000 views 
and over 3,000 comments from this 
one post alone. 

BBC’s Planet Earth II Featured on 
BBC Earth website June 2023

TRADE SHOWS

ATE Gold Coast 2023
May 2023
Australia’s largest industry trade show event. 

CITA Marketing Manager, Sarah Coote 
represented Christmas Island and Cocos 
Keeling Islands at the event. 127 meetings 
over the four-day event with industry 
agents, wholesalers, media and buyers. A 
dedicated page for agents was created to 
measure industry engagement from the 
event.

BKB East Coast Roadshow
November 2022
Melbourne | Sydney

BKB East Coast Roadshow
May & June 2023
Newcastle | Gold Coast | Maroochydore

BKB Victorian Road Show
September 2023

Dedicated Page to Measure Outcomes 
of Trade Event & Collate Information for 
Industry

Page: www.christmas.net.au/ATE

Insights & Analytics
Visitor Stats
221 Page Views 
219 Users 

Location Data
66% Australia
17% NZ
12% USA
5% China
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Visitation to Christmas Island

ACCESS TO 
THE REGION 

CHRISTMAS ISLAND 
PUBLICATIONS03 04

VISITOR NUMBERS Holiday/ Destination Guide What’s OnChristmas Island Visitor Centre 
Bookings

Overnight Visitor Stays Booked 
Through Visitor Centre

Visitor Information Collection & 
Surveys

Total Flight Arrivals

Total Leisure Visitors 

Total Number of bookings
(car hire, accommodation, tours) 

July 22 - June 23 
8

2
6

2022/23  

1874 accommodation nights
2693 days of car hire

2020/21  2020/21  

2020/21  

2019/20  

2019/20  2018/19  

6
,0

9
7

4
5

7

2
,5

7
3

5
,9

4
2

1
,7

0
3

2
,3

3
8

*CITA has not received figures for November 2022 from ABF 
despite requests. Data provided from Arrival Data from Arrival 
Cards from Australian Border Force

Monday to Friday: 8am – 4pm 
Saturday: 8am – 12 noon

Total Hours Open Per Week: 44 hours• CITA conducted Airport ‘meet and greet’
for all commercial passenger arrivals to
collect data on travellers.

• CITA conducted departure surveys at the
airport.

• Report on survey responses can be found
on page 22

he Christmas Island Destination guide
was distributed through Vanguard 
Media in a total of 2370 brochures 
throughout the brochure displays 
and 1300 through online orders in 
2022/23. Online orders included  
• Mount Barker Visitor Centre
• Villa Carlotta Travel
• Flight Centre Geraldton
• Perth Hills Visitor Centre
• Flight Centre Joondalup
• Perth Hills Visitor Centre
• Kalgoorlie Boulder Visitor Centre
• Fremantle Visitor Centre
• The Hotel Windsor
• Sheraton Grand Sydney Hyde Park
• RAC Touring West Perth
• WA Visitor Centre
• Kalbarri Visitor Centre
• RACV Royal Pines Resort

Taste, History & Visitor Guides,

Available for distribution at the Visitor Centre. 

CITA distributed an update of events and 
Island happenings through a ‘What’s On’ EDM, 
sent electronically to subscribers and printed 
for walk in traffic. This includes information 
showcasing local tourism operators and 
provides updates from the industry and island 
community. The What’s On feature is available 
via Facebook and on the Christmas Island 
Tourism website, further promoting events 
and local tourism businesses. This has been 
redesigned this year.5

,7
4

1
*

2022/23  2021/22  

5
,6

8
7

  

2019/20  
6

8
8

2021/22  

9
4

5

2
,4

8
0

*

2022/23  2021/22  

3
,4

8
1

Christmas Island Visitor Centre 
Opening Hours
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DESTINATION 
DEVELOPMENT

DRIVING INDUSTRY 
ENGAGEMENT05 06

CITA STRATEGIC PLAN 2023- 2026
Consultant appointed by CITA to deliver a strategic Plan, which included; 

Stakeholder Engagement - more than 20 stakeholders inc. tourism operators, Shire, The Department, 
accommodation providers and PRL. Desktop Research - more than 6 informing reports covering 
strategic direction and related research.

Consumer Surveys
2022/23 Visitor Survey Overview
A total of 874 surveys were conducted in 2022/23.
Please see the 2022/23 full survey response summary.
www.surveymonkey.com/stories/SM-cbuFwdIT4uMS1AhpwoVdqg_3D_3D/ and 
www.surveymonkey.com/stories/SM-4YZeE1aHKPFETquGAmc3Bw_3D_3D/
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By meeting the certification standards, 
businesses can showcase their commitment 
to environmental stewardship and attract 
a growing niche of responsible travellers. 
Christmas Island’s primary focus for industry 
is operator business viability to create the 
foundations of a sustainable tourism offering.

EcoTourism Australia for Grant Funding Deliverables

Membership & Membership 
Prospectus
Development of 2023/24 Membership 
Prospectus including member benefits, 
code of conduct and membership tiers. 

Sundowner Events
Bringing the Christmas Island Tourism 
Industry together, CITA held four 
Sundowner events in 2023/24. Two were 
in collaboration with Christmas Island 
Business Association and two were held 
to host visiting consultants. Each event 
has had a growing number of attendees 
across the tourism industry, which has 
been great to see growing engagement, 
collaboration and support. 

Tourism Australia 
Ongoing communications with Tourism 
Australia to discuss Christmas Island’s 
up to date offerings, operators, events 
and content to be shared with Tourism 
Australia’s vast national and global 
industry and consumer database. This 
information is shared across social 
channels, PR, famils and digital assets 
owned by Tourism Australia and is a 
valuable industry relationship to drive 
engagement with Christmas Island. 

Cocos Keeling Collaborations
We have nurtured a strong and continuous 
partnership with Cocos Keeling Islands. 
What sets the Indian Ocean Territories 
apart for both consumers and industries is 
the opportunity to experience two distinct 
yet complementary island destinations 
in a single holiday. Cocos Keeling Islands 
have embraced a similar evidence-based 
and measurable marketing approach as 
Christmas Island, opening up promising 
avenues for growth in the Indian Ocean 
Islands. In the coming year, our marketing 
efforts will be heavily influenced by 
collaborative campaigns and initiatives, 
reflecting our commitment to promoting 
these unique destinations in 2023/24.

Monthly meetings were held with Ecotourism 
Australia. The University of Queensland & 
EcoTourism Australia facilitating part of the 
marine parks grant offers an opportunity for 
CI businesses to attain Ecotourism Australia 
accreditation, align with ecotourism practices 
and attract eco-conscious travellers who 
seek authentic and sustainable experiences. 
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Key Achievements

• Approved to be part of and nominate for
the WA Tourism Awards.

• HR consultant engaged to develop new job
descriptions and employee pay reviews.

• Three-year strategy engaged to support
the direction and growth of tourism on
Christmas Island.

• Implementation of transparent and equally
accessible supportive funding process for
island operators.

• Implementation of evidence driven and
measurable data targeted marketing
for most effective use of marketing
investments.

• Collaborative approach created with key
island stakeholders for strong advocacy
in positive changes and outcomes for
Christmas Island.
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Directors’ Declaration



      AUDITOR’S INDEPENDENCE DECLARATION 
UNDER SECTION 80 OF THE ASSOCIATIONS INCORPORATION ACT 2015 

TO THE DIRECTORS OF CHRISTMAS ISLAND TOURISM ASSOCIATION INCORPORATED. 

I declare that to the best of my knowledge and belief, in relation to the audit for the financial year 
ended 30 June 2023 there have been: 

(i) No contraventions of the auditor independence requirements as set out in the
Associations Incorporation Act 2015 in relation to the audit; and

(ii) No contraventions of any applicable code of professional conduct in relation to the
audit.

Armada Audit & Assurance Pty Ltd 

Nigel Dias  
Director 
Perth, Dated 31 August 2023 

INDEPENDENT AUDITOR’S REPORT ON THE FINANCIAL REPORT 
TO MEMBERS OF CHRISTMAS ISLAND TOURISM ASSOCIATION INCORPORATED. 

Opinion 

We have audited the attached special purpose financial report of Christmas Island Tourism Association 
Incorporated (“the Association”) which comprises the statement of financial position as at 30 June 2023, 
the statement of profit or loss and other comprehensive income, statement of changes in equity and the 
statement of cash flows for the year then ended, and notes to the financial statements, including a 
summary of significant accounting policies, and the declaration by the members of the board.   

In our opinion, the accompanying financial report of Christmas Island Tourism Association Incorporated 
is in accordance with Associations Incorporations Act 2015 including: 

a) Giving a true and fair view of the Association ’s financial position as at 30 June 2023 and of its financial
performance and cash flows for the year then ended; and

b) Complying with Australian Accounting Standards to the extent disclosed in Note 3 to the financial
report.

Basis for Opinion 

We conducted our audit in accordance with Australian Auditing Standards. Our responsibilities under 
those standards are further described in the Auditor’s Responsibilities for the Audit of the Financial 
Report section of our report. We are independent of the Association in accordance with the auditor 
independence requirements of the Associations Incorporation Act 2015 and the ethical requirements of 
the Accounting Professional and Ethical Standards Board’s APES 110 Code of Ethics for Professional 
Accountants (“the Code”) that are relevant to our audit of the financial report in Australia. We have also 
fulfilled our other ethical responsibilities in accordance with the Code. We believe that the audit evidence 
we have obtained is sufficient and appropriate to provide a basis for our opinion 

Emphasis of Matter on Basis of Accounting 

We draw attention to Note 3 to the financial report, which describes the basis of accounting. The financial 
report has been prepared for the purpose of fulfilling the financial reporting responsibilities under the 
Associations Incorporation Act 2015. As a result, the financial report may not be suitable for another 
purpose. Our opinion is not modified in respect of this matter. 



Responsibilities of the Directors for the Financial Report 

The Directors of the Association are responsible for the preparation of the financial report that gives a 
true and fair view and have determined that the basis of preparation described in Note 3 to the financial 
report is appropriate to meet the requirements of the Associations Incorporation Act 2015 and is 
appropriate to meet the needs of the members. The Director’s responsibility also includes such internal 
control as the Director’s determine is necessary to enable the preparation of the financial report that 
gives a true and fair view and is free from material misstatement, whether due to fraud or error. In 
preparing the financial report, the Directors are responsible for assessing the ability of the Association to 
continue as a going concern, disclosing, as applicable, matters related to going concern and using the 
going concern basis of accounting unless the Directors either intend to liquidate the Association or to 
cease operations, or have no realistic alternative but to do so.  

Auditor’s Responsibilities for the Audit of the Financial Report 

Our objectives are to obtain reasonable assurance about whether the financial report as a whole is free 
from material misstatement, whether due to fraud or error, and to issue an auditor’s report that includes 
our opinion. Reasonable assurance is a high level of assurance, but is not a guarantee that an audit 
conducted in accordance with Australian Auditing Standards will always detect a material misstatement 
when it exists. Misstatements can arise from fraud or error and are considered material if, individually or 
in the aggregate, they could reasonably be expected to influence the economic decisions of users taken 
on the basis of this financial report. A further description of our responsibilities for the audit of the financial 
report is located at the Auditing and Assurance Standards Board website at 
http://www.auasb.gov.au/auditors_responsibilities/ar4.pdf. This description forms part of this auditor’s 
report. 

ARMADA AUDIT & ASSURANCE PTY LTD 

……………………………………………. 
NIGEL DIAS 
DIRECTOR 
Perth, Dated 31 August 2023 



  



  

    

(‘the Association’) 

‘ ’
‘ ’

 
 
 
 
 
 

These financial statements are presented in Australian dollars, which is the Association’s functional currency.

The Association’s primary source of funding comprises grants from Federal and State agencies with whom the 



 

“at fair value through profit or loss”, in which case transaction costs are expensed to 
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A financial asset is derecognised when the holder’s contractual rights to its





 



impairment losses. An asset’s carrying amount is written down immediately to its recoverable amount if

with the carrying amount of property, plant and equipment and are recognised net within “other income” in 

 

 

The carrying amounts of the Association’s non
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dependent on the asset’s ability to generate net cash inflows and where the Association would, if 

used to determine the recoverable amount. An impairment loss is reversed only to the extent that the asset’s 
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approximating the terms of the Association’s obligations. The calculation is performed using the projected unit 



 

reporting date represent present obligations resulting from employees’ services provided to reporting date and 

Revenue from Contracts with Customers (‘AASB 15’)

 
 
 
 
 

’s 

‘ ’

 



 

 

 

–
–

 

 

 

 

 

 

 

 

 

 








Christmas Island Tourism Association
PO Box 63, Christmas Island, WA 6798, Indian Ocean
Phone: +61 (0)8 9164 8382
www.christmas.net.au

https://www.facebook.com/ChristmasIslandTourism/
https://www.instagram.com/christmasisland/
https://www.youtube.com/channel/UC2cU9mSI1S-wf5VdCd-bxqw



