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2019 Annual General Meeting

Wendy Morris – Chair’s Report
18 October 2019

TTNQ 2021 AGM
Ken Chapman – Chair’s Report

01 July 2020 – 30 June 2021
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COVID THE BIGGEST IMPACT IN OUR REGION’S HISTORY
SIGNIFICANTLY LONGER DURATION THAN THE PILOTS STRIKE
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RECORD DOMESTIC NUMBERS IN MAY & JUNE
UP FROM JUST 17% IN JULY 2020 TO 81% IN JUNE 2021
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SINCE 2019 TNQ’S DOMESTIC SHARE HAS HELD AT 11.9% 
YE MARCH 2020 WAS AT 15.2% THE SECOND HIGHEST YEAR SINCE 2014 PEAK (16.3%)

QLD HAS BEEN LOSING MARKET SHARE SINCE 2010 (28.1%) DOWN TO 23.5% (AVG LOSS OF 2% SHARE / 8.8% ANNUAL DROP)
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INTEGRATED WINTER CAMPAIGN
APRIL – JUNE 2021
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CAIRNS STILL A TOP GOOGLED DESTINATION
#3 BEHIND SYD & MELB FOR AUSTRALIANS PLANNING THEIR HOLIDAYS
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REVENUE BY SOURCE – BOOSTED BY FEDERAL & STATE GRANTS 
TEQ FUNDING INCREASE FROM 11% TO 22% FROM HOLIDAY DOLLARS
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EXPENDITURE FOCUSSED ON MARKETING (70%)
INCREASE IN EVENTS, NDUSTRY SUPPORT & SMALL INCREASE IN ADMINISTRATION



No. of Members (2019/20 vs 2020/21)

Ø RETAINED MEMBERSHIP at 466 members (down from 512 at our peak)

Ø REVENUE FROM MEMBERSHIP down due to waiver of 6 months of membership fees

Ø COOPERATIVE MARKETING INCOME up from $2M to $2.97M this year
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Thank you…

Any questions?



TTNQ 2021 AGM
Mark Olsen - CEO Report

01 July 2020 – 30 June 2021
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SUMMARY OF RESULTS (2020-2021)
YEAR IN REVIEW

Share of Voice : #1 Destination in Queensland on Google ✓

AVE of $147M ($64M / $100M) ✓
Campaign Generated Spend $113M ($100M) ✓

Visitor Spend: Visitor spend held to $2.3B ($1.4B forecast) ✓

Share of Queensland Nights 11.9% (12%) ✓

Conference Leads & Referrals $64M ($30M) ✓

Sustainability: Dispersal of visitors 54.6% (35%) ✓

Aviation seat capacity 81% of pre-COVID (80%) ✓

8 weeks under 6,000 pax in accomm (5 wks) ✘
Satisfaction: Net Promoter Score 29% (30%) ✓

Member Satisfaction 87% (80%) ✓

Coop Marketing Contribution  $2.97M ($2M) ✓
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CAIRNS REMAINS QLD’S MOST GOOGLED DESTINATION
#3 BEHIND SYD & MELB FOR AUSTRALIANS PLANNING THEIR HOLIDAYS



AVE of $147M, WELL ABOVE THE $100M TARGET
ALL AREAS OF THE BUSINESS EXCEEDED THE TARGET



CAMPAIGN GENERATED SPEND AT $113M 
WELL OVER THE $100M TARGET, MOSTLY FROM CHDs ($3.7M) & EVENTS (+$5M) 



AVE: $15.6M
• $4.5M PR
• $6.3M Paid media value
• $4.8M Retail media value

OVE: $20.9M
• $9.7M Retail OVE 
• 20k Retail Pax spending $505, 5.9 days, 

lead time 112 days
• $11.2M Brand campaign referrals (60,000 

operator leads)

REACH: 6M
• 15M impressions
• 420k reach from influencers

OWNED CHANNELS:
• IG +65%, FB +8%
• 60k views of landing page (600 per day)
• Best day = 1,500 unique visitors

SUMMER IN THE TROPICS
DEC-JAN: $16M MEDIA AND $21M SPEND
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SUMMER LIVES ON
FEB – MAR: Strong Retail and Brand 

AVE: $10M 
• WOTIF Tourism Town of the Year
• National press coverage (print and TV)
• Strong social media presence

OVE: $6M 
• Expedia, Wotif, and Helloworld
• Virgin Australia & Alliance partnerships

WEBSITE REACH 1M UNIQUE USERS

Intrastate numbers back to pre-COVID 
levels with BNE back to 76%, Townsville back 
to 77% and Intraregional back to 89%. 

BNE TO CNS THE BUSIEST ROUTE 
IN AUSTRALIA
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ESCAPE WINTER TO THE TROPICS
APR – JUN: BIGGEST CAMPAIGN PUSH

AVE: $18M
- National print, TV, digital and PR push
- Breakfast TV weather and crosses
- Huge social and digital presence
- Today Show, Sydney Morning Herald

OVE $26M
- Airline partnerships VA, QF and JQ
- Retail partnerships with My Qld and Expedia

Leads to Operators: 
– over 230,000 leads generated in 2020/21

RECORD DOEMSTIC VISITOR NUMBERS 
– PRIOR TO THE LOCKDOWNS
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Reach: reached 2M+ generating 21,875 leads

How: Social, owned channels development (web/social), 
trade shows (Caravan & Camping), print (DNQ map) and SEM

PARTNERSHIP WITH OUTBACK, TSV, WHITSUNDAYS, & 
MACKAY

drivenorthqueensland.com

Sessions: 24,279
Sessions per user: 1.12
Page views: 28,506
Operator Referrals: 72%
Av time on page: 2:12

RECORD NUMBERS TO THE CAPE AND GULF IN 2020/21
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DRIVE NORTH QUEENSLAND
YEAR ROUND ACTIVITY – REACHING 2M AUSTRALIANS



AD HOC CAMPAIGNS
CAIRNS HOLIDAY DOLLARS: Delivered $2.4M in direct 
bookings and 5,702 additional trips in our region 

WORK IN PARADISE: nearly half of all the 1,700 jobs taken up 
were in our region

ECO-LUXURY: $5M in AVE and leads to industry from this 
campaign focussed on international-style holidays at home

ADVENTURE: strong social and digital campaign backed by 
influencers to regain our position as Australia’s Adventure 
capital 

GBR EDUCATION SUBSIDY: support from the State Govt for 
Queensland schools and from the Federal Govt for operators 
to continue reef monitoring
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Any General Business?

Thank you


