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General Directors - 2 vacant positions

Five (5) nominations received:

1. Kylie BRAJAK
2. Nikki GIUMELLI
3. Steve MOLNAR
4. Erin SIMPSON
5. Ben WOODWARD

NOMINATIONS FOR VACANT BOARD POSITIONS



TTNQ 2023 AGM
Ken Chapman – Chair’s Report

01 July 2022 – 30 June 2023



TTNQ DELIVERING A RECORD RETURN ON INVESTMENT (14:1)
IN DIRECT EXPENDITURE FROM CAMPAIGNS ($166M) PLUS $247M IN ADVERTISING VALUE DRIVING VISITATION

$7.7M             $8.8M                  $13.5M               $12.5M                 $11.7M
 

$247M

$48M

$64M

14:1

6:1

$166M



INTEGRATED CAMPAIGNS & BUDGETS
MAKE THE DIFFERENCE & DRIVE RESULTS
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$247M IN AWARENESS    $197M INTERNATIONAL AVE INCREASED SEAT  $166M IN CONVERSION
GENERATING ACTIVITY     THROUGH 6 PR AGENCIES          CAPACITY BY 3,400/DAY SPEND FOR OUR
                  MEMBERS



July 2022 – Jun 2023

DESTINATION KPI VALUE % OF 
TARGET ORGANISATION KPI VALUE % OF 

TARGET

Overnight Visitor Spend (Mar 23) $4.8B 155% Campaign Generated Spend $166M 169%

Share of Queensland Nights (Mar 23) 13.1% 114% Advertising Value Equivalent $247M 214%

Google Rank #5 #4 Conference Leads & Referrals $96M 120%

Website Traffic 1.74M 116% Operator Referrals 223K 112%

Aviation Passengers vs 2019 (YTD) 87% 112% Coop Marketing Contribution $2.3M 115%

Accommodation Occupancy 70% 117% Member Satisfaction 92% 108%

Visitor Satisfaction 31 97% Base Funding Increase $2.26M 226%

YEAR TO IN REVIEW (2022-23)
EXCEEDED OUR TARGETS IN ALL BUT GOOGLE RANK AND OVERALL VISITOR SATISFACTION
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2030 Forecast $7B in total spend

Total Visitor numbers forecast to be back to 
2019 levels by Q1 2024

Total Visitor Nights forecast to be back to 2019 
levels in Q2 2024

$4.8B VISITOR SPEND IN YE MARCH 2023
THE $10M INVESTMENT BY FEDERAL GOVT GENERATED $300M IN ADDITIONAL SPEND (30:1 ROI)
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165% OF 
2019 DOMESTIC 
VISITOR SPEND

$10M FUNDING 
BOOST FOR 
DOMESTIC

50% OF 2019 
INTERNATIONAL 
VISITOR SPEND

$15M FUNDING 
BOOST FOR 

INTERNATIONAL



TOTAL VISITOR NUMBERS ARE AT 99% OF Q2 2019
DOMESTIC IS 125% OF Q2 2019, INTERNATIONAL BACK TO 40% OF 2019 NUMBERS (TARGET RECOVERY 2025)

125%

135%

99%

125%

86%40%
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100%
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RETAINED EARNINGS HAVE STABILISED AT $2M
UP FROM $700K IN 2016/17 REPRESENTING 1.5YRS OF OPERATING COSTS
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TTNQ REVENUE BACK TO $11.9M FROM $15.9M 
REDUCED STATE & FEDERAL GRANTS, CRC STEADY ($3.4M), MEMBERSHIP REVENUE A RECORD



Slide 16

RECORD TTNQ EXPENDITURE ON MARKETING (77%)
ADMIN AT 21% ON PAR WITH 2019, MARKETING UP FROM 2019 AT 77% (DOWN FROM PEAK FUNDING)
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RECORD TTNQ MEMBERSHIP & REVENUE
666 MEMBERS & $614K REVENUE WITH STRONGER LTO PARTNERSHIPS

PARTNER MARKETING INCOME also a record $3.2M this year



Thank you…



TTNQ 2023 AGM
Mark Olsen - CEO Report

01 July 2022 – 30 June 2023



JUST SOME OF THE BIG WINS FOR 2022/23…
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Direct visitor spend from 
campaigns to TTNQ 
members

Share of spend, up from 10% 
in 2019

Of direct visitor spend from 
every dollar invested by our 
Members

Advertising Value (AVE) from 
campaigns

In Business Events leads and 
referrals to operators and $46M 
in events won

Member satisfaction with 
TTNQ, and $3.1M of coop 
income

$4.8B

$166M1.7M

$247M

$92M

92%

 $270

13%

Visitors to our website, 
generating 223K referrals to 
our members

Visitor spend, $1.5B above 
‘high’ forecast a record for TNQ
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… & SOME ORGANISATION WINS
Delivery of both Crankworx Oct 2022 and May 2023, which were be 
seen by over 21M viewers worldwide

TTNQ launched both our Accessible Tourism Hub and our 
Sustainability Toolkit and brand extension – Promise of a Greater 
Good

Delivered over $197M in international media activity hosting ATEC 
Meeting Place and G’day Australia and trade campaigns delivering 
$44M in direct sales from key international markets. 

Confirmed and commenced activity under the $15M budget 
commitment from the Federal Government for International 
Recovery

Officially launched the region’s First Nations Tourism Action Plan 
the only one of its kind in Australia at a regional level

Over 130 Business Events leads generated with 68 confirmed 
events including events out to 2026

Launched new services from Haneda, increased capacity from SQ 
and welcomed back 78% of the region’s 2019 direct international seat 
capacity.



INTERNATIONAL AIRPORT BACK TO 79% OF 2019
DOMESTIC SITTING ABOVE 2019 LEVELS
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ACCOMMODATION OCCUPANCY AVERAGED 70% 2022-23
SLIGHTLY AHEAD OF THE 2021-22 AVERAGE OF 66% DUE TO THE STRONG RESULTS IN 2022
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DOMESTICALLY CAIRNS GAINING GROUND ON PERTH
CONTINUED IMPROVEMENT THROUGH SUMMER AND INTO WINTER 
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DRIVEN BY EVENTS AND DOMESTIC CAMPAIGNS

Crankworx 41M (Oct 22)

Gold Coast

Cairns

Crankworx (May 23) Brisbane

Always on digital Drive North Qld (Jan-Jun)

Spring / Summer $10M sales

Savannah Way 
flood recovery



INTERNATIONALLY CAIRNS HAS GROUND TO MAKE UP
THE CAPITAL CITIES GAINED GROUND THAT WE ARE MAKING UP 
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INTERNATIONAL TRADE & PR CAMPAIGNS

Crankworx (Oct & May)

Gold Coast

Cairns

Brisbane

Expedia USA Mar-Jun

My Queensland NZ (Oct)

HIS Osaka (Mar-Jun)

Goway USA / Can (Apr-Jun)
VA Sales launch

$197M in PR

DERTour & Trailfinders 
Mar-Jun

In market missions – USA, 
Japan (3), Korea, India, 
Singapore, UK/EU, NZ
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Unique website visitors

OVER 1.7M WEBSITE VISITORS IN 2022-23
GENERATING 223,000 LEADS TO OPERATORS

300k (2018)              450k (2019)              520k (2020)



ADVOCACY PRIORITIES & WINS
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Ø Business Support: Working holiday maker campaign funding, Savannah Way recovery 
program, business development grants (Accessible tourism)

Ø Aviation attraction: Singapore Airlines services increased, Virgin Australia Haneda 
flights commenced supported by launch events and campaigns

Ø Future Funding: $15M International Recovery fund (May 23), two-year agreement with 
Cairns Airport, $550k contestable grants won from TEQ

Ø International Re-Entry: hosting ATEC Meeting Place, International trade famils, hosting 
G’day Australia

Ø Events Support: secured Crankworx funding for the event and site works

Ø Working with Partners: Regional Parliament hosted in Cairns, Launch of First Nations 
Tourism Action Plan, Accessibility hub and publicity 

Ø State Strategy: Funding secured for Climate Action Stages 1&2, support for DMP and 
forecasts (BDA)



THE OUTLOOK AND FOCUS FOR 2023-24
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Ø International Recovery: Invest $7.5M to drive demand on key routes (Singapore - EU, 
Japan, NZ - US). Leverage TA and TEQ investments in key markets and support in-market 
activity and continued PR contracts. 

Ø Aviation retention and service: Work with Cairns Airport to drive demand on both 
domestic and international routes, around Business and Major Events and freight to drive 
seat capacity and frequency. 

Ø Events Support: seek increased TEQ support for major events including Crankworx and 
focus on driving yield and off-peak visitation through Business Events.  

Ø Hold domestic share: utilise the positive brand associations and marketing database of 
domestic visitors to hold domestic market share through Summer and Autumn leading into 
domestic peak in winter ($550k secured for Spring Summer campaign).

Ø State Strategy: adopt the State Strategy to 2032 into an updated destination management 
plan and our First Nations Tourism Action Plan (due in early 2024). 

Ø Future Funding: next four year agreement with Council, BE funds, extension of the GBR 
Education subsidy, push for a greater focus / funding on GBR.
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THANK YOU 
KEN CHAPMAN



Any Questions?

Thank you
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2023 TTNQ AGM
Any General Business?
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WELCOME JOHN O’SULLIVAN


