
D E S T I N A T I O N  
D I G I TA L  &  S O C I A L 
Y E A R  I N  R E V I E W

J U LY  2 0 2 4  –  J U N E  2 0 2 5



H I G H L I G H T S 

$3.1M
A D V E R T I S I N G  VA L U E 
E Q U I VA L E N T  ( AV E ) 1

+ 1 4 %  Y O Y

31M
T O TA L  O R G A N I C  

R E A C H 1

+ 3 3 %  Y O Y

229K
O U T B O U N D  R E F E R R A L S 

F R O M  W E B S I T E

- 1 8 %  Y O Y

1.3M
L I F E T I M E  O F 
G R E AT N E S S 

S U P P O R T E R S 2

19
S P O N S O R E D  S O C I A L 

I N F L U E N C E R S

90.2K
E M A I L 

S U B S C R I B E R S

1. Includes Corporate, Business Events, Japanese and Chinese channels (website, social, eDM). 2. alifetimeofgreatness.com



1 . 9 M
TOTAL  
USERS

- 5 %  Y O Y

5 . 3 M
TOTAL  

PAGE VIEWS

- 9 %  Y O Y

2 . 2 M
TOTAL  

SESSIONS

- 9 %  Y O Y

2 . 4
TOTAL  

PAGES/SESSION

+ 5 %  Y O Y

0 0 : 5 2
TOTAL AVERAGE 

SESSION DURATION

+ 1 3 %  Y O Y

7 8 1 K
TOTAL ORGANIC 

 USERS

- 2 0 %  Y O Y

2 . 5 M
ORGANIC  

PAGE VIEWS

- 1 1 %  Y O Y

1 M
ORGANIC 

SESSIONS

- 1 4 %  Y O Y

2 . 5
ORGANIC  

PAGES/ SESSION

+ 3 8 %  Y O Y

0 2 : 5 4
ORGANIC AVERAGE 

SESSION DURATION

+ 1 0 %  Y O Y

D E S T I N A T I O N  W E B S I T E  O V E R V I E W
T R O P I C A L N O R T H Q U E E N S L A N D . O R G . A U

O R G A N I C  S E A R C H  T R A F F I C

traffic acquision

Due to changes on consumer search behaviour and AI search limiting click through, we have seen a reduciton in web traffic. However, web traffic quality remains exceptional.
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C A I R N S  
3 0 K  1 . 5 %  

T O W S V I L L E
4 3 K  2 . 1 %

S Y D N E Y
3 1 4 K  1 5 . 7 %

M E L B O U R N E
2 1 0 K  1 0 . 5 %

C A N B E R R A
1 6 K  1 %

A D E L A I D E
6 2 . 6 K  3 . 5 %P E R T H

3 6 . 4 K  
2 . 0 3 %

S U N S H I N E  C O A S T  
1 K  0 . 3 5 %  
B R I S B A N E  
3 9 5 K  2 0 %
G O L D  C O A S T  
1 8 K  1 %

T O P  O R G A N I C  PA G E  V I E W S

1 T H I N G S  T O  D O  I N  C A I R N S 1 2 3 , 8 4 1

2 T H I N G S  T O  D O 9 0 , 2 3 7

3 H O M E  P A G E 5 9 , 7 5 6

4 W A T E R F A L L  C I R C U I T 4 1 , 0 2 3

5 W H E R E  T O  G O  >  P A L M  C O V E 3 7, 3 2 3

6 B E S T  M A R K E T S  N E A R  C A I R N S 2 8 , 5 5 4

7 2 0  W A T E R F A L L S  N E A R  C A I R N S 2 5 , 6 9 1

8 W H E R E  T O  G O  >  D A I N T R E E 2 4 , 9 0 5

9 D E A L S 2 2 , 74 6

10 D A Y  T R I P S  F R O M  C A I R N S 2 1 , 3 8 6

268K
T O TA L  

C L I C K S

3.5M
TOTA L 

I M P R E S S I O N S

T O TA L  U S E R S 

B Y  L O C AT I O N

SEO & SEM 

A U S T R A L I A 1 . 3 M 6 8 %

N O R T H  A M E R I C A 1 2 6 K 6 . 3 %

U K  &  E U R O P E 1 6 7 K 8 . 4 %

N E W  Z E A L A N D 6 . 5 K 2 . 8 %



2 5 K  ( - 5 3 % ) 
S AV E S  &  S H A R E S

T O TA L

2 . 5 K  ( - 4 3 % )
C O M M E N T S 

T O TA L

2 6 2 K ( - 4 4 % )
I N T E R A C T I O N S 

T O TA L

5 . 3 M  ( - 1 7 % ) 
R E A C H 

O R G A N I C

9 . 1 K  ( + 8 4 )
L I N K  C L I C K S 

T O T A L

2 2 9 K  ( 0 % ) 
F O L L O W E R S  

T O T A L

M O S T  E N G A G I N G  I N S TA G R A M  P O S T SD E S T I N A T I O N 
I N S T A G R A M  
O V E R V I E W

@ T R O P I C A L N O R T H Q U E E N S L A N D

Algorithm changes, shifts in consumer behaviour, and reduced paid social 
activity resulted in lower organic reach and content interactions. A revised 

strategy focused on growing click-through traffic to the website also influenced 
engagement patterns. The 2023–24 figures were elevated by a viral post that 

reached 4.3M, so the current results reflect a correction.



D E S T I N A T I O N  
F A C E B O O K  
O V E R V I E W

@ T R O P I C A L N O R T H Q U E E N S L A N D

1 0 7 K  ( - 4 6 % )
L I N K  C L I C K S

T O TA L

1 2 . 8 M  ( + 1 2 2 % )
R E A C H 

O R G A N I C

5 . 8 K  ( - 2 6 % )
C O M M E N T S 

T O TA L

1 6 7 K  ( + 1 4 % )
I N T E R A C T I O N S 

T O TA L

2 3 8 K  ( + 8 3 % ) 
F O L L O W E R S  

T O T A L

1 9 . 4 M  ( - 5 6 % )
I M P R E S S I O N S 

T O T A L

H I G H E S T  R E A C H  FA C E B O O K  P O S T S

Organic reach increased by 122% compared to the previous reporting period. 
This reflects a correction following the significant decline experienced in 
2022–23, when algorithm changes and reduced paid activity contributed                    

to lower reach. 



I N F L U E N C E R 
P R O G R A M
S P O N S O R E D  S O C I A L 
I N F L U E N C E R S  &  C O N T E N T 
C R E AT O R S

Each partnership had its own 
objectives, from content creation 
to social influence and editorial 
coverage. These were to align with 
specific campaign activities or 
objectives. 

C O M B I N E D  F O L L O W E R S :  5 M +

A D V E R T I S I N G  VA L U E 
E Q U I VA L E N T :  $ 1 . 6 M

@ K I N G A P H I L I P P S 
J O U R N A L I S T

 2 0 K  F O L L O W E R S

@ S A M _ E Y L E S  
S O C I A L  A W K W A R D  Y O U T U B E R

 1 8 5 K  F O L L O W E R S

@ R Y M A N _ T R A V E L L E R  
A U T H O R

 2 1 . 2 K  F O L L O W E R S

@ T A B I T H A L I P K I N 
P E R S O N A L  B L O G

 8 4 . 8 K  F O L L O W E R S 3 3 1 K  F O L L O W E R S

@ E N N AYA M I S H I R O ( J P ) 
I L L U S T R A T O R  /  P A I N T E R

 2 2 . 6 K  F O L L O W E R S

@ W E A R E S H E P P A R D                     
M U S C I A N / B A N D

 1 1 0 K  F O L L O W E R S

@ C A M E R O N R O S I N 
W R I T E R

@ S A M J B L O O M 
S P E A K E R ,  M U M  T O  3  B O Y S ,            

S C I  S U R V I V O R

 7 4 . 5 K  F O L L O W E R S  2 . 2 M  F O L L O W E R S

@ D R A L E X G E O R G E 
H O W  T O  B U I L D  Y O U R  M E N T A L  F I T N E S S

@ R I C H I . S H A H 
D I G I T A L  C R E A T O R

 1 . 5 M  F O L L O W E R S

 1 2 3 K  F O L L O W E R S

 @ E S C A P E . V I D E O                       
R E E L  C R E A T O R

 3 1 0 K  F O L L O W E R S

@ E L L I E S I M M O N D S          
S I N G A P O R E A N  I N  S Y D N E Y



3 5 M
R E A C H 
T O TA L

I N F L U E N C E R 
P R O G R A M

7 7 0 K
I N T E R A C T I O N S 
T O TA L

 2 M  F O L L O W E R S

M R  L I Y A N                                           
D O M E S T I C  C H I N E S E  I N F L U E N C E R

M S  Y U A N C H A O 
D O M E S T I C  C H I N E S E  I N F L U E N C E R

 2 . 5 M  F O L L O W E R S

M S  S H I X I N                                 
D O M E S T I C  C H I N E S E  I N F L U E N C E R

 1 . 7 M  F O L L O W E R S4 3 . 6 K  F O L L O W E R S

T A B I M U S E                           
C O M M U N I T Y

 1 8 1 M  F O L L O W E R S  2 . 1 M  F O L L O W E R S

M R S H AW N Y U E M A N L O K 
H O N G  K O N G  I N F L U E N C E R

M R X AV I E R 
D O M E S T I C  C H I N E S E  I N F L U E N C E R

M R  M E N G  F E I                               
C H I N E S E  T V  P E R S O N A L I T Y

 3 3 . 7 M  F O L L O W E R S



1 9 1 K
TOTAL  
USERS

- 1 %  Y O Y

1 8 8 K
TOTAL  

NEW USERS

+ 4 %  Y O Y

4 1 1 K
TOTAL  

PAGE VIEWS

+ 3 %  Y O Y

2 6 8 K
TOTAL  

SESSIONS

+ 6 %  Y O Y

1 . 4
TOTAL  

PAGES/SESSION

0 %  Y O Y

0 0 : 5 6
TOTAL AVERAGE 

SESSION DURATION

- 3 . 5 %  Y O Y

J A P A N E S E  W E B S I T E  O V E R V I E W
T R O P I C A L N O R T H Q U E E N S L A N D . O R G / J P

J A P A N E S E  T O P  P E R F O R M I N G  S O C I A L
 @ C A I R N S J P    @ C A I R N S _ J P   @ C A I R N S J P

H O W  T O  S P E N D  A R R I V A L  D A Y
R E A C H :  3 7 K  E N G A G E M E N T S :  3 . 2 K

C A I R N S  5  N I G H T S  6  D A Y S  S C H E D U L E 
R E A C H :  3 3 K  E N G A G E M E N T S :  1 . 5 K

C A I R N S  M A R A T H O N
R E A C H :  1 5 K  E N G A G E M E N T :  6 1 5

C L O S E S T  C I T Y  F R O M  J A P A N
R E A C H :  4 1 K  E N G A G E M E N T S :  1 K

D U N D E E ’ S  R E S T A U R A N T
R E A C H :  7 K  E N G A G E M E N T S :  5 4 3



C H I N A  W E I B O ,  W E C H A T  &  L I T T L E  R E D  B O O K 
O V E R V I E W

W E L C O M E  T O  C A I R N S 
R E A C H :  1 . 6 M  E N G A G E M E N T :  9 2

L I F E T I M E  O F  G R E A T N E S S 
R E A C H :  1 . 4 M  E N G A G E M E N T :  2 1 6

C A T H A Y  D I R E C T  T O  C A I R N S
R E A C H :  1 4 9 K  E N G A G E M E N T :  3 8

C H I N E S E  V A L E N T I N E ’ S  D A Y
R E A C H :  3 5 1 K  E N G A G E M E N T :  2 3

C A I R N S  L A G O O N
R E A C H :  3 4 0 K  E N G A G E M E N T :  1 3

374K
A D V E R T I S I N G  VA L U E 

E Q U I VA L E N T  ( AV E )

+ 5 6 %  Y O Y

7.9M
T O TA L 
R E A C H

+ 5 3 %  Y O Y

22.3K
T O TA L  

E N G A G E M E N T S

- 1 4 %  Y O Y

T O P  P O S T S
凯恩斯与大堡礁     凯恩斯与大堡礁 ( C O N S U M E R - F O C U S E D )    凯恩斯与大堡礁北昆士兰官方机构 ( T R A D E - F O C U S E D )

Continued organic growth and strong engagement were achieved across all Chinese social media platforms, with notable spikes in January and April–May 2025 driven by targeted PR and paid digital 
campaigns. The January launch of the “Chief Experience Officer (CEO)” campaign generated significant traction, followed by the successful “Lifetime of Greatness” campaign in April and May. In 

November 2024, media value reached a record high during the visit of Chinese TV personality Mr. Meng Fei. Although not a paid collaboration, the visit delivered an estimated AVE uplift of $9 million.



I F  Y O U  H AV E  A N Y  Q U E S T I O N S , P L E A S E  
C O N T A C T  M A R K E T I N G @ T T N Q . O R G . A U

T H A N K  Y O U


