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Introduction 

ÅTourism in PNG is an important contributor for 
wealth creation. 

ÅThe country, being blessed with unique natural 
attractions with vast endemic flora and fauna 
species and a very diverse culture, attracts 
various types of travellers. 

ÅPNG-TPA (NTO and DMO) is the governmentôs 
tourism marketing and policy arm. 

ÅDespite rigid marketing activities, PNG, for 
several years, has a low level of awareness in 
the international marketplace as a potential 
destination for tourism (SPTO,2005). 



Research Motivation 

 

ÅVisual marketing is essential for successful 

destination marketing and can be successful 

depending on the interpretation and perceptions 

of the images by the potential international 

visitors.  

ÅConducting research on the effectiveness of the 

photos in enticing potential international visitors 

is of paramount importance. 



Research Questions 

ÅWhat are the selection factors considered 

by TPA for the photographic images used 

for their visual marketing activities? 

Å How do potential international visitors 

perceive Papua New Guinea as a tourist 

destination after seeing the photographic 

images? 

Å Are they feel enticed to come and visit 

Papua New Guinea after seeing the 

photos?  



Limitations of the Study 

ÅLimited photos 

ÅDue to resource constraints limited 

respondents were only considered 

(FB friends and friends of friends) 

ÅFuture researchers are encouraged to 

identify and bridge the gap of this 

research 


