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Financial Year 2024-2025 was another busy 
year for the team at Tourism Tropical North 
Queensland (TTNQ). During the year, the team 
worked tirelessly to make the greatest impact 
in the last year of the $15 million Federal 
Government International Tourism Recovery 
Program (ITRP) grant. Over the past two years 
the campaigns supported by this funding 
that TTNQ has led with our industry partners, 
generated bookings that brought close to 
200,000 additional international visitors to the 
destination, with results still coming in. TTNQ’s 
management has made the best use of the 
funding to deliver exceptional results that have 
exceeded targets and elevated Cairns & Great 
Barrier Reef as an international destination. 

Recognising 2024-25 was the final year of this 
exceptional funding, TTNQ continued its great 
partnership with Advance Cairns and the Cairns 
Chamber of Commerce to join a delegation 
of more than 25 Tropical North Queensland 
business leaders including Cairns Mayor Amy 
Eden to Canberra to discuss key priorities for 
the region with senior representatives from the 
Australian Government, Opposition and federal 
crossbench. 

While our international marketing strategy was 
making an impact in the region, our advocacy 
ensured bipartisan support in the leadup to 
the May Federal Election resulting in the re-
elected Albanese Government announcing a 
$10 million Reef Educational Experience Fund 
to introduce the first federal student subsidy 
for Australian school students to visit the Great 
Barrier Reef so they can see it, love it and be 
part of its protection, which will further add to 
this legacy. As part of this funding the Federal 
Government announced $3 million for TTNQ 
to support our efforts in the international 
marketplace over the next 2 years. 

TTNQ instigated and led a world-leading 
initiative to lift awareness and desire to travel 
to the entire Great Barrier Reef, with the 
outstanding Lifetime of Greatness campaign. 
Reaching over 5 billion viewers worldwide, 
our nomination to have the Reef become 
the first non-human to win a UNEP (United 
Nations Environment Programme) Lifetime 
Achievement Award, has more than 1.3 million 
supporters.

This year was also the final year of our five-
year agreement with Cairns Regional Council, 
and the signing of a new four-year agreement. 
Over the past five years the $16 million 
investment by Cairns Regional Council was 
matched by $22 million in industry investment, 
and TTNQ’s advocacy generated $41 million 
of State and Federal grants matching every 
dollar of Council’s investment with four dollars 
of partner funding. This investment allowed 
TTNQ to deliver more than $1.1 billion in 
advertising value equivalent and $864 million 
in leisure and event visitor expenditure from 
our campaigns and support, delivering a 42:1 
return on investment for Council. 

TTNQ’s advocacy in the wake of Cyclone 
Jasper also came to fruition in 2024-25 with 
the industry support strengthened by the 
three Tourism Recovery Officers achieving 
extraordinary results. The Officers, whose work 
was part of the $35 million secured in direct 
support for our industry, helped more than 230 
operators navigate financial support, resources 
and mentoring to ensure our region made 
the most of the Disaster Recovery Funding 
Arrangements. 

The team exceeded their goal in the six months 
of operation by helping an additional 80 
operators with more than 1000 interactions 
over the phone, email and face-to face. 

C H A I R ’ S  R E P O R T
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They were successful in securing financial 
support for 219 operators, which meant more 
operators in region received funding, and all 
funds were expended.

After much work by the TTNQ staff to plan 
beyond the International Tourism Recovery 
Program, the TTNQ Board approved the TTNQ 
2025-26 Business Plan and TTNQ 2025-28 
Strategic Direction. TTNQ CEO Mark Olsen 
and his team have risen above and beyond to 
achieve extraordinary marketing results for our 
region and the Great Barrier Reef, and I thank 
them for their passion and hard work. 

Thank you once again to our government 
partners. The success of our organisation is 
underpinned by the strong partnership and 
commitment of the Cairns Regional Council led 
by Mayor Amy Eden. We thank them once again 
for their continued support. 

Equally, over the last 3 years, TTNQ has 
benefited from the generous support of  
the Federal Government via the ITRP.  
The recent election announcement of a further 
$3 million is also appreciated as is the personal 
support of the Prime Minister and Minister for 

Trade, Tourism and Investment. Lastly, to the 
Queensland Government we say thank you for 
your ongoing support via Tourism and Events 
Queensland. 

Finally, I would like to thank my fellow Board 
members for their strategic insights to help 
us navigate the challenges and triumphs of 
the past year and welcome Rachael Hodges 
who was appointed as a Director in February. 
Of course, it is our members who are the 
backbone of our destination marketing 
organisation, and on behalf of the Board, 
I thank them for their support, insight and 
dedication to their industry. 

 
John O’Sullivan 
Appointed Director – Chair
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The 2024-25 financial year started with 
international visitor expenditure to the 
region at just over $830 million and finished 
with international spend on par with 2019 
expenditure at $1.1 billion. Through the 
effective use of the Federal Government’s 
$15 million ITRP funding and working with our 
industry, aviation partners, Tourism Australia 
and Tourism and Events Queensland, the 
TTNQ team delivered $141 million in direct 
international visitor spend for the destination 
in this year alone, from 131,038 additional 
visitors. 

The team kept its focus on the all-important 
domestic market with 14 domestic brand 
and retail campaigns as well as the 110 
international trade campaigns in 2024-
25 driving a record $281 million in direct 
expenditure for the destination. 

We still have results coming in from the two-
year international recovery program, but to 
date our region has received an extra 198,091 
international visitors, spending $226 million in 
direct bookings. These results were generated 
through great partnerships delivering $444 
million in advertising value equivalent (AVE) 
reaching billions of consumers worldwide. 

Included in this success was the world-first 
Guardian of the Reef campaign which delivered 
more than $20 million in publicity driven AVE 
and $13.4 million in sales right across the Great 
Barrier Reef and the Lifetime of Greatness 
Project. This innovative concept to drive global 
publicity and good will by nominating the Great 
Barrier Reef for a UNEP Lifetime Achievement 
Award, has global coverage exceeding 5 billion 
viewers and more than 1.3 million people 
giving their support. 

Our international market focus and results 
have supported four new direct international 
routes in 2024-25. Cathay Pacific started 
seasonal flights from Hong Kong over Chinese 
New Year, in April 2025 Fiji Airways arrived 
from Nadi with links to North America and 
Jetstar year-round flights from Christchurch, 
and AirAsia launched flights from Bali in August 
2024.

The new Domestic Tourism Statistics (DoTS) 
survey means the most recent comparable 
data for Tropical North Queensland is the 
year ending December 2024. The region 
held its share of domestic holiday nights at 
12.3% (above the target of 11.5%), its share 
of spend at 14.1% of Queensland’s domestic 
holiday spend and our share of domestic 
holiday numbers remained above the target at 
10.1% (target 9%). This was supported by our 
domestic campaigns generating $31 million in 
advertising value and generating more than 
$47 million in direct sales for our industry. 

Business Events secured by the industry and 
supported through Business Events Cairns and 
Great Barrier Reef brought in $42 million in 
expenditure and $64 million in future business 
for the destination. TTNQ’s subvention support 
helped secure events like Australia Next, 
bringing 89 international incentive buyers, 15 
media and 105 sellers to Cairns in September 
2024 and resulting in $6.1 million in leads. We 
were also delighted to announce that Amway 
Korea would inject $12 million into the Cairns 
regional economy in November and December 
2025. 

C E O ’ S  R E P O R T
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Major and regional events, including those 
supported by the joint flood recovery funding 
from TTNQ’s advocacy, contributed $26 million 
in overnight visitor expenditure. The calendar 
of events has grown to bolster shoulder 
season travel with May and October featuring 
a full schedule of sporting, cultural and music 
events. 

I want to thank our Chair John O’Sullivan and 
the Board for their insight and commend the 
TTNQ team on their passion for the destination 
underpinned by an extraordinary work effort 
that has seen our organisation capitalise on 
the funding opportunity of the past year.

 
Mark Olsen  
Chief Executive Officer
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D E S T I N AT I O N  M I S S I O N

D E S T I N AT I O N  V I S I O N
A g lobal  leader  in  nature - based and ecotour ism,  

dr i v ing  v is i tor  spend.

Suppor t ing  internat ional  recover y, 
de l i ver ing  $7. 5B of  tot a l  v is i tor  spend by  2032.

D E S T I N AT I O N 
 U P D AT E



T H E  Y E A R  I N  R E V I E W  2 0 2 4 - 2 5

D E S T I N AT I O N  K P I VA L U E %  O F  TA R G E T

O V E R N I G H T  V I S I T O R  S P E N D  ( M A R  2 5 ) $ 4 . 4 B 9 3 %

S H A R E  O F  Q U E E N S L A N D  N I G H T S  ( M A R  2 5 ) 1 2 . 3 % 1 0 7 %

G O O G L E  R A N K # 5 8 0 %

A C C O M M O D AT I O N  O C C U PA N C Y 6 9 % 9 9 %

V I S I T O R  S AT I S FA C T I O N 8 2 . 5 % 1 0 3 %

Domestic expenditure is estimated to have 
grown to $3.4 billion for the year ending March 
2025 using the new survey methodology 
replacing the National Visitor Survey, called the 
Domestic Tourism Survey (DoTS). 

The March 2025 year-end data from NVS 
and the new DoTS, showed Tropical North 
Queensland attracted 2.1 million domestic 
visitors representing 8% of Queensland’s 
visitors, staying 9.2 million nights (9%) with 1.04 
million holiday visitors (9.7%) staying 5.1 million 
nights (11.9%). The average length of stay was 
4.4 nights above the Queensland average of 
3.8 and the average spend per night of $367.50 
(Qld $311).

Of these, 1.4 million visitors were 
Queenslanders staying 4.9 million nights and 
675,000 interstate staying 4.2 million nights. 

N V S + D O T S  Y E A R  E N D  M A R C H  2 0 2 5 

E X P E N D I T U R E $ 3 . 4 B 

V I S I T O R  N I G H T S 9 . 2 M 

S P E N D  P E R  N I G H T $ 3 6 7. 5 0

AV E R A G E  S TA Y 4 . 4  N I G H T S 

D O M E S T I C  V I S I T O R S

R E G I O N A L  R E S U LT S  2 0 24 - 2 5
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Nearly two-thirds of our region’s visitors 
arrive by air, and this year was a big one for 
our partners at Cairns Airport. Cairns Airport 
recorded 4.9 million passenger movements 
in 2024-25 including 335,652 arrivals at 
the International terminal. Seat utilisation 
exceeded 80%, up from 68% last year. Four 
new international routes were introduced 
with the support of the State Government’s 
Attracting Aviation Investment Fund: 

•	 Fiji Airways launched a three-day a week 
service between Nadi and Cairns from April 
2025 providing a one-stop flight to the US 
and a reduced flying time of 16 hours. The 
route can bring an extra 52,000 US visitors 
annually injecting more than $160 million into 
the region’s economy.

•	 Jetstar launched direct services between 
Christchurch and Cairns in April 2025 which 
will generate a $20 million economic boost in 
the first year. This is a year-round service and 
provides the region with a great opportunity 
to grow NZ traveller numbers as the Pacific 
Islands reach capacity. 

•	 Cathay Pacific started seasonal flights 
between Hong Kong and Cairns between 
December and March for the Chinese New 
Year period and announced that they would 
operate again in 2025-26.

•	 AirAsia launched Bali to Cairns flights in 
August 2024 providing greater connectivity 
for destinations throughout South East Asia. 
In its first three years, AirAsia is anticipated 
to bring in 15,000 international visitors, 
generate up to $31.1 million in overnight 
visitor expenditure and create up to 100 
direct and indirect jobs.

AV I AT I O N

International visitor expenditure reached $1.1 
billion growing 13.7% to match the 2019 levels 
of international spend. The year ending March 
2025 data showed Tropical North Queensland 
attracted 557,000 international visitors (up 
13.4%), however, average length of stay 
dropped by 1.8 nights as the markets shifted. 
Spend per night for international visitors 
increased 20.5%, lifting spend per trip to 
$1,951, well above the State average showing 
our region is attracting high spending visitors. 
Of these visitors, 494,000 (87%) came on 
holidays, up 14.1%, and we had our strongest 
growth from Japan up 17% to 98,000, USA up 
6% to 88,000 and UK up 4.5% to 74,000. China 
grew to 38,000 and across Europe we saw an 
11.3% increase for a combined total of 129,000 
visitors. 

I N T E R N AT I O N A L  V I S I T O R  S U R V E Y 
Y E A R  E N D  M A R C H  2 0 2 5

E X P E N D I T U R E $ 1 . 1 B 

V I S I T O R  N I G H T S 5 . 1 M 

S P E N D  P E R  N I G H T $ 2 1 5 

AV E R A G E  S TA Y 9 . 1  N I G H T S 

I N T E R N AT I O N A L  V I S I T O R S
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~ Services to Nadi (Fiji) with Fiji Airways commence April 2025.

~

C A I R N S  A I R P O R T  R O U T E  M A P

   T T N Q  A N N U A L  R E P O R T  2 0 2 4 - 2 5    11



Tropical North Queensland continues to 
be a leader in delivering high quality visitor 
experiences, with our global satisfaction rating 
at 82.5%, above the target of 80%. These 
results put our region in the top 10% of regions 
globally. Compared to competitors like Fiji 
(shown in the graphic) the region has a higher 
overall sentiment. The region’s attractions 
(90.1% satisfaction) and our food and beverage 
offering (84.9%) are stand-outs for the visitor 
experience. 

V I S I T O R  S AT I S FA C T I O N 

Occupancy rates across the region at the end of the 2024 calendar year were well above 2023 
figures, but 2025 got off to a slow start. The weather once again played a role with wet conditions in 
February and then TC Alfred in the south-east corner impacting visitation in TNQ in March and April. 

Conferences and events in May, including the Cairns Crocodiles and Crankworx helped to lift what 
was a challenging month. Overall, occupancy rates averaged 69%, just below our 70% target, and 
average daily rate continued to hold strong. 

A C C O M M O D AT I O N

S E N T I M E N T

V S

/ 1 0 0 / 1 0 08 2 . 5 8 1 . 9

Reference: Localis
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O R G A N I S AT I O N 
 U P D AT E

O R G A N I S AT I O N  M I S S I O N

O R G A N I S AT I O N  V I S I O N
A highl y  va lued and respec ted,  resul t s - dr i ven organis at ion ,  work ing 

in  par tner ship  w i th  our  s t akeholder s  to  de l i ver  wor ld - c lass , 
innovat i ve  des t inat ion market ing ,  suppor ted by  our  communi t y.

T hat  ever y  v is i tor  leaves  as  a  cus todian of  our  reg ion and 
i t s  s tor ies ,  shar ing  their  exper ience  g lobal l y  to  dr i ve  f uture 

v is i t at ion.



T H E  2 0 2 4 - 2 5  Y E A R  I N 
R E V I E W  F O R  T T N Q

O R G A N I S AT I O N  K P I VA L U E %  O F 
TA R G E T

T T N Q  G E N E R AT E D  V I S I T O R  S P E N D $ 2 8 1 . 2 M 1 5 9 %

A D V E R T I S I N G  VA L U E  E Q U I VA L E N T $ 2 74 . 5 M 1 8 3 %

B U S I N E S S  E V E N T S  W I N S $ 6 4 M 1 5 2 %

C O O P E R AT I V E  M A R K E T I N G  C O N T R I B U T I O N $ 9 M 2 2 5 %

M E M B E R  S AT I S FA C T I O N 8 6 % 1 0 1 %

The organisation met or exceeded 12 of its 14 KPIs, with key metrics including Advertising Value 
Equivalency at 183% of the annual target, campaign generated visitor spend at 159% of the target 
and cooperative marketing contributions at 225% of the target. The organisation supported our 
industry to secure business events worth $64 million and exceeded our targets for website traffic in 
a challenging market. 

One indicator below target was operator referrals reaching only 92% of the target at 229K. The 
number of referrals to members is slightly below target due to the change in search behaviour and 
AI search pushing the consumer directly to the operator. The organisation had strong support from 
the industry with member satisfaction at 86%. 

T T N Q  R E S U LT S  2 0 2 4 - 2 5

G R O W I N G  O U R  S H A R E :  
I N C R E A S E  T H E  R E G I O N ’ S  AWA R E N E S S 
T O  B O O S T  O U R  S H A R E  O F  Q U E E N S L A N D 
V I S I T O R  N I G H T S  A N D  S H A R E  O F  VO I C E

D R I V I N G  V I S I T O R  S P E N D :  
D I V E R S I F Y  O U R  M I X  O F  M A R K E T S  A N D 
I N C R E A S E  OV E R N I G H T  V I S I T O R  S P E N D 
G E N E R AT E D  T H R O U G H  O U R  C A M PA I G N  A C T I V I T Y

E N S U R I N G  S U S TA I N A B L E  G R O W T H :  
D R I V E  Y E A R ‑ R O U N D  A N D  D I S P E R S E D 
V I S I TAT I O N  A N D  G R OW  A C C O M M O D AT I O N 
O C C U PA N C Y  A N D  AV I AT I O N  C A PA C I T Y  T H AT 
S U P P O R T S  L O C A L  B U S I N E S S E S  A N D  J O B S

I N C R E A S I N G  S AT I S FA C T I O N :  
B E  A  R E S U LT S ‑ D R I V E N  A N D  R E S P E C T E D 
O R G A N I S AT I O N  T H AT  I S  I N C R E A S I N G  V I S I T O R , 
M E M B E R ,  A N D  C O M M U N I T Y  S AT I S FA C T I O N  A N D 
O U R  D E S T I N AT I O N ’ S  N E T  P R O M O T E R  S C O R E

A S  A N  O R G A N I S AT I O N  I N  T H E  V I S I T O R  E C O N O M Y  T T N Q  C A N  I N F L U E N C E : 
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•	 The organisation achieved a total Advertising 
Value Equivalent (AVE) of $274.5M and 
campaign generated Overnight Visitor 
Expenditure (OVE) of $281.2M.

•	 Our Webjet domestic campaign in October 
2024 sold out in just 36 hours and was the 
strongest campaign since the pandemic with 
a 2,138% increase in interstate passenger 
volumes compared to the day prior and a 
2,916% intrastate increase. The second burst 
of activity in February sold out in just 72 
hours.

•	 Australia Next brought 89 international 
incentive buyers, 15 media and 105 sellers to 
Cairns in September 2024 to showcase the 
destination with a 100% satisfaction rating. 
To date this has secured 18 leads worth 
$6.1M.

•	 Amway Korea was confirmed to bring 
2,700 delegates to Cairns in November and 
December 2025 in waves of 650 delegates, 
injecting $11.7M into the Cairns regional 
economy.

•	 The Guardian of the Reef campaign launched 
in September 2024 in North America and 
United Kingdom, with TEQ extending it into 
Australia. Partnering with Expedia Group, the 
campaign generated $13.4M in sales of Great 
Barrier Reef products and 32,100 bookings 
though $20M worth of publicity reaching 
more than 200M people.

•	 The Lifetime of Greatness Project launched 
in April 2025 to drive global publicity and 
visitation to the Great Barrier Reef, by 
nominating the Great Barrier Reef to be the 
first non-human recipient to win a UNEP 
Lifetime Achievement Award. The campaign 
has received more than 1.3M signatures 
of support, while global coverage for the 
campaign has exceeded 5B. 

•	 International activity included 110 trade 
campaigns while domestic activity delivered 
14 brand and retail campaigns. 

•	 The first annual TNQ Sustainability Report 
was published charting the extensive work 
undertaken in 2024 and identifying priority 
actions for 2025.

H I G H L I G H T S
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M A R K E T I N G  
 



 VA L U E %  O F  TA R G E T

M A R K E T I N G  AV E $ 3 1 . 3 M 1 1 0 %

C A M PA I G N  O V E $ 4 7. 3 M 2 4 9 %

TTNQ maintained a strong share of voice by generating a record $182.5 million worth of global 
publicity for the region, up 48% from the previous year’s record of $123.3 million. This included 
$165.3 million in publicity AVE across international markets and $17.3 million in the domestic market.

We hosted more than 80 different trade and media famils throughout the region from domestic and 
international markets. This included 108 individual media (84 international and 24 domestic) who 
were hosted in region utilising more than 1,200 member products across their itineraries.

Our team engaged with 6,182 international trade, ITO and agents through online training sessions, 
in-market seminars, roadshows and in-region visits to grow destination awareness and product 
knowledge of Tropical North Queensland.

TTNQ had six major retail campaigns and eight 
brand campaigns in the domestic market to 
support year-round visitation and heightened 
focus on the low season, contributing $14.1 
million to the total marketing AVE of $31.3 
million. The campaigns delivered $47.3 million 
in OVE and driving 56,651 visitors to the region. 
The Cairns Unearthed magazine was published 
for the fourth year with 100,000 copies 
distributed in Sydney and Melbourne mastheads 
and online.PEPR Agency continued to manage 
domestic PR achieving $17.3 million in AVE and 
510 million in reach. 

This was achieved through:

•	 24 media famils

•	 4 broadcast opportunities with Taste of 
Australia with Hayden Quinn, Road Less 
Travelled, My Way and Sunrise 

•	 An average of seven pitches per month with a 
conversion rate of 65%

•	 Attending IMM, Australia’s largest travel media 
networking event

D O M E S T I C  M A R K E T I N G

 
5 6 , 6 5 1  D I R E C T  PA X 

T O  R E G I O N  F R O M 
C A M PA I G N S 

 
2 4 

 M E D I A  FA M I L S 

S H A R E  O F  VO I C E

$ 2 4 8 . 4 M
G L O B A L  M A R K E T I N G 
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 8 8 . 5 K
V I S I T O R S  T O  R E G I O N  

D I R E C T  F R O M  G L O B A L 
C A M PA I G N S 

$ 1 9 1 M
G L O B A L  M A R K E T I N G  

C A M PA I G N  G E N E R AT E D  
S P E N D

1 8 2 . 5 M
VA L U E  I N 

G L O B A L  P U B L I C I T Y
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The International Tourism Recovery Program 
(ITRP) funding enabled TTNQ to have a record 
110 campaigns in market internationally in 
2024-25, and the destination is starting to reap 
the benefits with direct campaign generated 
OVE of $143.6 million in the financial year and 
$225.5 million across the two years of ITRP. 
These figures will increase with more than 40 
campaign reports still to be captured in the 
next quarter. With $3.9 million invested in 
conversion campaigns this financial year, the 
return on investment is currently sitting at 
36:1.

The campaigns included partnerships with 
Expedia in the USA, Canada, Japan, UK and New 
Zealand. Trip.com in Japan, China, UK, Hong 
Kong and Singapore, Singapore Airlines in the 
UK, Netherlands, Germany, Singapore and 
India, Fiji Airways in USA, Cathay in China, Hong 
Kong and UK, HIS and JTB in Japan, Trailfinders 
in UK, Best of Travel Group in Europe, House of 
Travel in NZ, and more.

Expedia Group delivered 18,318 pax from USA, 
NZ, UK, Canada, and Japan, with total direct 
sales of $8.3 million and an ROI of 20:1.

Trip.com delivered 7,191 pax from UK, China, 
Japan, USA, and Hong Kong, with total direct 
sales of $11.2 million and an ROI of 25:1.

These returns prove how important it is to 
invest in marketing and validate the Federal 
Government’s strategic investment in our 
destination through the International Tourism 
Recovery Program.

TTNQ has negotiated campaign partner 
contributions to stretch this funding and 
further amplify the success of the campaigns. 
For every dollar spent in the past 12 months 
we have turned it into three dollars by 
encouraging our campaign partners to add 
to the spend. This means our investment 
of $7.6 million into international trade 
conversion campaigns across the two years 
of international tourism recovery funding is 
forecast to achieve $22.8 million in campaign 
value.

I N T E R N AT I O N A L  M A R K E T I N G

 
1 3 1 , 0 3 8  D I R E C T  PA X 

T O  R E G I O N  F R O M 
C A M PA I G N S 

 
6 0 +  

T R A D E  A N D  M E D I A 
FA M I L S 

 VA L U E %  O F  TA R G E T

M A R K E T I N G  AV E $ 2 1 4 M 2 0 4 %

C A M PA I G N  O V E $ 1 4 3 . 6 M 1 4 2 %
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•	 Japan: Tobu Top Tours group famil with 11 
agents.

•	 Singapore: Singapore Airlines ITO famil with 
20 agents.

•	 UK: Group key distribution partner famil with 
6 agents from Elegant Resorts, First Class 
Holidays, Audley, Turqoise Holidays, Travel 
Counsellors and Travel Bag, and Trailfinders 
Academy famil with 10 agents across 5 days 
in TNQ.

•	 North America: Air Canada Vacations famil 
with 10 travel agents.

•	 China: Group famil with 15 agents from 
Beijing’s U-Tours.

•	 Europe: Northern Europe famil with 9 agents 
from Pacific Island Travel, Campers Down 
Under, Live to Travel, Masters in Travel-by-
Travel Experts, Master Tours, Anders Dan 
Anders, Best of Travel and Kriski Plus, and a 
French trade famil with 8 Aussie Specialist 
Program agents.

•	 Global: Domestic ITO group famils for a total 
of 25 agents reaching Europe, UK, Japan, 
China, USA, India and New Zealand.

W E  H O S T E D  7 3 5  T R A D E  A G E N T S  A N D  I T O S  O N  FA M I L S  I N  R E G I O N ,  I N V O LV I N G 
M O R E  T H A N  8 0 0  O P E R AT O R  E N G A G E M E N T S .  H I G H L I G H T S  I N C L U D E D :

L O C A L  I N T E R N AT I O N A L  I N B O U N D  F L I G H T  S E A R C H  2 0 2 2 - 2 0 2 5

Reference: Localis
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•	 ATEC Meeting Place

•	 ATEC Explore North Queensland

•	 ATEC Queensland Showcase in Sydney

•	 G’Day Australia

•	 Australia Marketplaces in UK and Europe, 
Japan and South Korea

•	 Queensland is Calling Roadshows in North 
America, China and New Zealand 

•	 Experience Queensland in Brisbane for South 
East Asia and India

•	 Tokyo Marine Diving Fair

•	 TTNQ Mission and Roadshows to United 
Kingdom, Europe, Japan and China

•	 Australian Tourism Exchange (ATE)

We encouraged more members to work 
with trade through trade-ready workshops 
and programs involving 10 operators with 
accommodation and tours in Cairns, Cassowary 
Coast, Atherton Tablelands, Kuranda, Port 
Douglas and Cooktown commencing this 
journey in the 2025 intake.

T T N Q  A L S O  PA R T I C I PAT E D  I N  A  S E R I E S  O F  L E I S U R E  T R A D E  E V E N T S  B O T H  I N 
A U S T R A L I A  A N D  I N T E R N AT I O N A L LY .  K E Y  E V E N T S  I N C L U D E D :
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W E S T E R N  M A R K E T  H I G H L I G H T S
• 	 44 trade campaigns, including campaigns in 

partnership with TA and TEQ

• 	 Generated $44.4M direct campaign OVE from 
western markets

• 	 188 agents in region on famils from US, UK, 
NZ and Europe 

• 	 Training sessions for over 1,794 agents 
through trade events/workshops

• 	 TTNQ included in or hosted 1,055 agents in 
training webinars with 21 TTNQ members 

• 	 20 media/influencer famils

• 	 517 agents trained across 210 trade 
meetings and sales calls by Global Spot

A S I A  M A R K E T  H I G H L I G H T S
• 	 29 trade campaigns in Japan, India, Indonesia 

and Singapore

• 	 Generated $62.9M direct campaign OVE from 
Japan and South East Asian markets

• 	 429 agents in region from Japan, India and 
Singapore, including 13 workshops for TTNQ 
members

• 	 Training sessions for over 824 agents through 
trade events/workshops

• 	 TTNQ included in or hosted 289 agents in 
training webinars 

• 	 22 media/influencer famils to TNQ from 
Japan, India and Singapore

• 	 Japan social media posts (X, Instagram, 
Facebook) gained 5,000 followers with a total 
of 45,192

C H I N A  M A R K E T  H I G H L I G H T S
• 	 37 trade campaigns, including campaigns in 

partnership with TA and TEQ

• 	 Generated $33.3M direct campaign OVE from 
Greater China markets

• 	 114 agents in region from Greater China

• 	 Training sessions for over 925 agents through 
trade events/workshops

• 	 TTNQ included in or hosted 264 agents in 
training webinars 

• 	 6 media/influencer famils

• 	 1,336 agents trained across 192 trade 
meetings and sales calls by Contineo

• 	 Total organic reach of 7.3M across 3 social 
platforms

• 	 Total organic reach of 3.7M+ across 3 
platforms 
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TTNQ, in partnership with Ports North, 
continues to drive growth in the cruise 
market by working with the cruise industry, 
local operators and volunteer Welcome 
Ambassadors to expand the quality and variety 
of activities available to cruise visitors and 
ensure the region continues to score well 
in visitor reviews that are key to our ports’ 
ongoing inclusion in future cruise schedules. 

In 2024-25 there were 142 cruise ship 
arrivals in Cairns, Yorkeys Knob, Port Douglas, 
Cooktown and Thursday Island. Cairns and 
Yorkeys Knob welcomed more than 173,000 
passengers, more than 65,000 arrived in Port 
Douglas, almost 7,000 in Cooktown and more 
than 8,000 on Thursday Island. 

One important project within this work is 
the delivery of the cruise map on which 
participating TTNQ members highlight their 
products on a printed map that is distributed 
to cruise visitors disembarking in Cairns and 
Yorkeys Knob ports of entry. 

With the goal of continually growing 
engagement between the cruise industry and 
local operators, TTNQ again facilitated its 
annual cruise seminar and famil in May 2025 
with almost 100 members attending. Hosting 
representatives of three major cruise lines and 
four ground handlers to the region allowed 
TTNQ to showcase a range of experiences in 
the Cairns and Port Douglas/Daintree region 
across food and dining, attractions and 
experiences. 

TTNQ is pleased to be continuing our 
membership with the Australian Cruise 
Association and attending their annual 
conference to maintain the region’s visibility 
and familiarity with cruise lines and shore 
excursion operators. 

C R U I S E
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D I G I TA L  R E A C H

TTNQ achieved almost 2 million unique website users (down 5% YoY), driving 5.3 million page views. 
While the slight decrease is reflective of the shift in consumer search behaviour and the evolution 
of AI, the results still exceeded annual targets. The excellent audience quality is evident through 
the strong volume of page views which resulted in an average of 2.4 page views per user and 
demonstrates how cairnsgreatbarrierreef.com is still an essential resource for planning trips to the 
region and choosing operators.

TTNQ’s increasing international search visibility continues to generate high levels of organic traffic 
from key international markets. Activity delivered throughout the two-year ITRP funding has resulted 
in substantial growth in international traffic to the site, from 7% in 2021-22, to now 32% in 2024-25 
with 56,000 operator referrals.

Members benefited from 228,814 operator referrals (outbound link clicks), including 16,000 from 
the destination deals page. Of the total operator referrals, strong growth in consideration and 
conversion resulted in 56,000 of these being from international markets. 

5 . 3 M
T O TA L 

PA G E  V I E W S
- 9 %  Y O Y

0 0 : 5 2
AV G .  S E S S I O N 

D U R AT I O N
+ 1 3 %  Y O Y

2 . 4
T O TA L 

PA G E S / S E S S I O N
+ 5 %  Y O Y

2 . 2 M
T O TA L 

S E S S I O N S
- 9 %  Y O Y

1 . 9 M
T O TA L 
U S E R S

- 5 %  Y O Y

T O TA L  D E S T I N AT I O N  W E B S I T E  O V E R V I E W  ( PA I D  A N D  O R G A N I C )

T O P  P O S T S

$3.1M DIGITAL  AVE 228.8K INDUSTRY 
REFERRALS

15  INFLUENCERS 
REACHING 35M+

1. 3M+ L IFET IME 
OF  GREATNESS 
SUPPORTERS

8 NEW BLOGS  
&  IT INERARY PAGES

229K OUTBOUND 
REFERRALS FROM 
WEBSITE

9.5%+ TA  SOCIALS 
TNQ SOV

27.6% • 	
TEQ SOCIALS  
TNQ SOV
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@ 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

@ E L L I E S I M M O N D S 
PA R A LY M P I C  C H A M P I O N

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

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

@ 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 TA L  F I T N E S S

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

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

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

@ 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

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

 1 8 5 K  F O L L O W E R S  1 2 3 K  F O L L O W E R S  2 0 K  F O L L O W E R S  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

 1 1 0 K  F O L L O W E R S  3 1 0 K  F O L L O W E R S  2 2 . 6 K  F O L L O W E R S  1 8 1 M  F O L L O W E R S  1 . 5 M  F O L L O W E R S

1 . 9 M  W E B S I T E  V I S I T O R S  I N  2 0 2 4 - 2 5
520K in 2020, 1.9M in 2021, 1.7M in 2022, 2.1M in 2023

1 9  I N F L U E N C E R S  R E A C H I N G  3 5 M +

W E B S I T E  U S E R S  B Y  O R I G I N
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P O R T  D O U G L A S  C A R N I VA L E

E V E N T S
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Business Events Cairns & Great Barrier Reef 
(BECGBR) secured 50 future business events 
worth $63.8 million in overnight visitor 
expenditure in 2024-25. The team’s biggest win 
in 2024 was Amway Korea which will see 2,400 
delegates visiting the region from 16 November 
to 10 December in 2025, bringing an estimated 
$11 million in overnight visitor expenditure.

Incentive buyers from around the world were 
in awe of how much Cairns & Great Barrier 
has to offer after experiencing the region at 
Tourism Australia’s major incentive showcase, 
Australia Next 2024. Held at the Cairns 
Convention Centre’s newly expanded facilities 
in September, the event had 80 business 
event planners and 15 media meeting with 96 
Australian industry representatives, including 
18 TTNQ members. The event received 100% 
satisfaction rating from both buyers and sellers 
and 18 leads worth $6.1 million. 

Positioning the region as a premium business 
events destination with a strong sustainability 
story backed by a professional industry, 
BECGBR targeted the sales funnel from 
awareness to conversion with a strategic focus 
on content development, global marketing, 
famils, site inspections and use of the 
subvention fund. 

Our marketing activities generated $9.3 million 
in value across business events platforms for 
the financial year. 

BECGBR trade famils hosted business events 
planners from North America, Singapore, New 
Zealand, China and India in addition to the 
collaborative member focused approach for 
domestic planners. Overall, the region hosted 
over 170 event planners across 18 educational 
programs in the region. Supporting site 
inspections to convert business was a big focus 
for the team with 21 groups hosted in the 
region, again, in partnership with the business 
events members. 

We offered opportunities throughout the 
year for members to meet buyers in person 
including a collective approach for the Asia 
Pacific Incentives and Meeting Event (AIME). 
Business event leads from across Australia 
were secured following the annual Business 
Events Cairns & Great Barrier Reef Regional 
Showcase. The team was accompanied by 18 
local business events suppliers to a hosted 
lunch in Brisbane, breakfast in Sydney and 
afternoon in Melbourne, meeting with 100 
association and corporate buyers, professional 
conference organisers and destination 
management companies. 

“I just wanted to take a moment to personally acknowledge the incredible support the Veritas Team have 
received from BECGBR during our current event planning.

To put it simply the bureau has been an absolute lifesaver. Their knowledge, responsiveness, calm nature 
and can-do attitude have not only made a huge difference to the program, but quite frankly, have been 
integral to us not breaking down in a heap during what has been an intense two weeks! Every challenge 
and roadblock we’ve encountered, they bulldozed through with solutions and ideas!

The bureau has gone above and beyond and has been a true partner in helping us navigate every moving 
part with clarity and confidence.”

C L I E N T  T E S T I M O N I A L

B U S I N E S S  E V E N T S
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•	 Business Events Australia (BEA) China 
Showcase 

•	 BEA China Seminar in 6 cities 

•	 TEQ Taiwan Queensland Showcase 

•	 BEA CEO India Mission 

•	 BEA USA Roadshow and SMU Trade Show

•	 IMEX USA with a hosted breakfast for  
80 USA buyers

•	 Business Events Expo Auckland

B U S I N E S S  E V E N T S  T R A D E  E V E N T S 

E V E N T S 6 6

D E L E G AT E S 2 2 , 5 1 4 

D E L E G AT E  D A Y S 7 1 , 4 6 0

VA L U E $ 5 8 . 1 M  ( W I T H 
H A L O  -  $ 8 7. 1 M )

B U S I N E S S  E V E N T S  H E L D  
2 0 2 4 - 2 0 2 5  W I T H  B E C G B R  S U P P O R T

E V E N T S  W O N 5 7

D E L E G AT E S 2 1 , 1 7 5

D E L E G AT E  D A Y S 1 2 1 , 5 1 5

VA L U E $ 6 4 . 9 M

B U S I N E S S  E V E N T S  W O N  
2 0 2 4 - 2 0 2 5  W I T H  B E C G B R  S U P P O R T

BECGBR also participated in a series of business events trade events both in Australia and 
internationally. Key events included:
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L E A D S  &  R E F E R R A L S 1 3 3

D E L E G AT E S 4 0 , 4 0 2 

VA L U E $ 1 1 7 M

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

E V E N T S  W O N 1 0

P R O J E C T E D  D E L E G AT E S 6 , 7 7 0 

P R O J E C T E D  D I R E C T 
E C O N O M I C  I M PA C T $ 2 9 . 1 M

P R O J E C T E D  T O TA L 
S U B V E N T I O N  I N V E S T M E N T $ 3 6 5 , 0 0 0

P R O J E C T E D  R O I 8 0 : 0 1

2 0 2 4 - 2 0 2 5  S U B V E N T I O N  F U N D I N G 
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I N T E R N AT I O N A L 
• 	 Media partnerships delivered 26 (21 digital & 

5 print) earned and paid content pieces 

• 	 Media outlets: Conference Meeting World 
– CMW, HQ Magazine, TTG Asia, Meeting 
Newz, CI&T World, Boardroom, Meetings 
Today, Prevue, Travel Daily, Travel tour World, 
eTurbo news

• 	 Partnered with BEA through the Advance 
Program delivering 12 pieces of content 
between Conference Meeting World, TTG 
Asia & Headquarters (8 digital and 4 print) to 
achieve $1.35M AVE

D O M E S T I C 
• 	 Domestic media delivered 31 pieces of 

content (27 digital and 4 print)

• 	 Media outlets: Spice, Micenet, CIM, Travel 
Weekly, Executive PA, Meeting Newz, Event 
Organiser, Nibbler, B&T, Travel Weekly, Misfits 
Media

B U S I N E S S  E V E N T S  M A R K E T I N G

T O TA L  AV E  $ 9 . 3 M
U P  F R O M  $ 2 M 
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M A J O R  A N D  R E G I O N A L  E V E N T S
TTNQ work in close partnership with Cairns Regional Council and TNQ’s local 
tourism organisation partners to support major and regional events targeting both 
overnight visitor expenditure and destination profiling. The portfolio of major and regional events 
supported through these partnerships achieved $31 million in overnight visitor expenditure and 
$12.7 million in AVE. 

Masters’ events were prominent this year with the Great Barrier Reef Masters Games, UCI Masters 
Mountain Bike World Championships and the Masters Trans-Tasman Challenge held in May and June 
2025. 

Savannah Sounds was introduced to Port Douglas Carnivale on the back of the successful Savannah 
Sounds on the Reef held the previous year. The spin-off from Savannah in the Round added $1.1 
million to the economy through 3,288 visitor nights. 

M T  G A R N E T  R A C E S 
A N D  R O D E O

TA S T E  P O R T  D O U G L A S

C O O K T O W N  D I S C O V E R Y 
F E S T I VA L

C R A N K W O R X  C A I R N S

C A I R N S  C H I L D R E N ’ S  F E S T I VA L

O V E  $ 3 1 M 

P O R T  D O U G L A S  G R A N  F O N D O
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S AVA N N A H  E V E N T S  AT  A  G L A N C E

E X P E N D I T U R E $ 1 0 . 8 M 

V I S I T O R  N I G H T S 3 0 , 3 1 8

V I S I T O R S 9 , 7 9 7

I N T R A S TAT E 7 8 . 4 %

I N T E R S TAT E 6 . 6 %

E X P E N D I T U R E $ 1 . 1 M

V I S I T O R  N I G H T S 3 , 2 8 8

V I S I T O R S 2 , 1 6 5

I N T R A S TAT E 6 0 . 4 %

I N T E R S TAT E 7. 8 %

S AVA N N A H  I N  T H E  R O U N D
1 1 - 1 3  O C T O B E R  2 0 2 4

S AVA N N A H  S O U N D S
2 3 - 2 5  M A Y  2 0 2 5
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J U LY  2 0 2 4 S E P T E M B E R  2 0 2 4

O C T O B E R  2 0 2 4 M A R C H  2 0 2 5 

A U G U S T  2 0 2 4

N O V E M B E R  2 0 2 4 

A P R I L  2 0 2 5 J U N E  2 0 2 5 M A Y  2 0 2 5 

S A V A N N A H  I N  T H E  R O U N D

P O R T S  S H O R T  F I L M  F E S T I V A L

S H I N E  O N  G I M U Y

Y A R R A B A H  M U S I C  &  
C U L T U R A L  F E S T I V A L

D R E A M  A L O U D

C A I R N S  A M A T E U R S

P O R T  D O U G L A S  G R A N D  F O N D O

O U T B A C K  B Y  T H E  S E A

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

B A B I N D A  H A R V E S T  F E S T I V A L

C A I R N S  F A S H I O N  W E E K

U N D A R A  R O C K  &  B L U E S  F E S T I V A L

T A S T E  P O R T  D O U G L A S

C A I R N S  F E S T I V A L

C A I R N S  C U P

C R A N K W O R X  C A I R N S

U C I  M A S T E R  M O U N T A I N  B I K E 
W O R L D  C H A M P I O N S H I P S

P O R T  D O U G L A S  C A R N I V A L  
&  S A V A N N A H  S O U N D S

G R E A T  B A R R I E R  R E E F  
M A S T E R S  G A M E S

G R E A T  W H E E L B A R R O W  R A C E

C A I R N S  C H I L D R E N ’ S  F E S T I V A L

M T  G A R N E T  R O D E O  &  R A C E S

E A S T E R  A T  E I N A S L E I G H

F E A S T  O F  T H E  S E N S E S

C A I R N S  I N D I G E N O U S  A R T  F A I R

L A U R A  Q U I N K A N  D A N C E  F E S T I V A L 

M A R E E B A  R O D E O  F E S T I V A L

C A I R N S  I T A L I A N  F E S T I V A L

I R O N M A N  C A I R N S

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

E C O  F I E S T A

2 0 2 4 - 2 5  E V E N T S  C A L E N D A R
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S U S TA I N A B L E 
G R O W T H 



TTNQ’s advocacy over the past five years has 
directly injected more than $100 million in 
grants and funding support into our industry. 
State and Federal Government grants, along 
with our core funding from Cairns Regional 
Council, matched by our industry led to 
a record year of expenditure for TTNQ of 
$30.5M. 

The organisation continued its focus on 
efficiency and delivering on results, with 90% 
of all expenditure going into market to drive 
demand or support our industry, with just 10% 
for the administration of a record number of 
domestic and international campaigns and 
contracts. 

The contributions by our Local (11%), State 
(5%) and Federal Governments (27%) were 
more than matched with 56% of total income 
coming from cooperative marketing ($16M) and 
membership income. For our local supporter, 
Cairns Regional Council‘s investment in TTNQ 
of $3.4M was matched by $16.8M from 
industry and $9.6M from the State and Federal 
Government for a total income of $29.9M. 

Members will note that TTNQ is recording 
an operating loss of $676,739 this financial 
year. This comes from an organisation and 
Board decision to draw down some of the 
organisation’s retained earnings from the 
past five years to run additional domestic 
campaign activity. Recognising the challenges 
our industry was facing in a slowing domestic 
market, the organisation allocated $750,000 
to dedicated domestic campaigns and made 
operational savings of $73,261. 

Over the coming three years the TTNQ budget 
is forecast to drop to less than one-third of 
the 2024-25 budget, making the challenge of 
maintaining market share that much more 
challenging. Alternative forms of sustainable 
funding are needed for TTNQ to continue 
to deliver the record return on investment 
the organisation has delivered in campaign 
generated overnight visitor spend at $283M 
and Advertising Value Equivalent at $275M, 
equating to at least 18:1 ROI. 

S U S TA I N I N G  T T N Q

2 4 - 2 5 2 3 - 2 4

M E M B E R S H I P  A N D  C O O P  M A R K E T I N G 5 6 % 2 9 %

C A I R N S  R E G I O N A L  C O U N C I L 1 1 % 2 0 %

S TAT E  G O V E R N M E N T  ( I N C .  T E Q ) 5 % 1 4 %

F E D E R A L  G O V E R N M E N T 2 7 % 3 7 %

2 4 - 2 5 2 3 - 2 4

M A R K E T I N G 7 9 % 6 7 %

A D M I N I S T R AT I O N 1 0 % 1 5 %

PA R T N E R S H I P S  &  E V E N T S 	 8 % 1 5 %

I N D U S T R Y  S U P P O R T 3 % 3 %

T T N Q  I N C O M E  2 0 2 4 - 2 5  
( V S  2 0 2 3 - 2 4 )

T T N Q  E X P E N D I T U R E  2 0 2 4 - 2 5  
( V S  2 0 2 3 - 2 4 )
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TTNQ continues to demonstrate our leadership 
in sustainable and regenerative tourism by 
publishing our first annual Sustainability 
Report charting the extensive work we have 
undertaken in 2024 and identifying our priority 
actions for 2025.

Our destination has 240 experiences with 
Ecotourism, Sustainable Tourism or EarthCheck 
accreditation. 

The Sustainability Leaders Cluster Group 
increased from 71 to 113 members in 2024-25 
with its members benefiting from workshops 
with Renewables Centre Australia, connections 
for shared learning and resourcing, and 
support to measure, record and utilise their 
sustainability data.

At least 20% of TTNQ members are measuring 
and offsetting their impacts through local 
conservation programs that also engage 
visitors in the ‘Leave Greater’ story. More than 
30 members are partnering with Reforest and 
TTNQ in our Promise of Greater Good offset 
program restoring Mabi forest, with the most 
recent planting of 3,150 trees undertaken in 
January 2025. 

This planting alone will remove 637 tonnes 
of carbon dioxide over the next 25 years and 
create a wildlife corridor for the endangered 
tree kangaroo on the Atherton Tablelands.

The TNQ First Nations Tourism Action Plan 
recognises that all tourism is on Country, 
supporting Indigenous tourism experiences 
to develop, and encouraging more visitors to 
connect with culture. 

The TTNQ annual Indigenous Experiences 
Showcase was held on 9 June at The Benson 
Hotel with 12 Indigenous Experiences 
showcasing their tours and attractions to 10 
distribution and tourism partners including 
our cruise volunteers, bus companies, tour 
desks, event partners and marketing partners 
including the Tourism and Events Queensland 
team from Brisbane. 

With funding from the State Government’s 
Strategic Indigenous Tourism Program, the 
organisation hosted three operator famils 
for 20 Indigenous tourism experiences to 
build the network. This resulted in 10 new 
experiences becoming a part of the Deeper 
into Dreaming Trade brochure that now has 
over 50 Indigenous tourism experiences, art 
centres, events and accommodation listed as 
international-ready. 

The region also developed a TNQ First Nations 
Experience Marketing Plan to guide our 
activities over the coming years.

S U S TA I N I N G  O U R  R E G I O N
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M E M B E R S H I P

B U I L D I N G  C O M M U N I T Y  A N D  C A P A C I T Y  A C R O S S 

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



T H E  2 0 2 4 / 2 5  LT O  /  LTA  N E T W O R K
• 	 Cassowary Coast Tourism (LTO) 

• 	 Cooktown Chamber of Commerce (LTA) 

• 	 Gulf Savannah Development (LTA) new in 
2024-25

• 	 Mareeba Shire Tourism (LTO) new in 2024-25

• 	 Tourism Atherton Tablelands (LTO)

• 	 Tourism Palm Cove (LTA)

• 	 Tourism Port Douglas Daintree (LTO) 

• 	 Trinity Beach Promotion Association (LTA)

M E M B E R S H I P  I N  N U M B E R S 
• 	 Membership revenue (2024-25) - $680,484 

(exceeded target)

• 	 Member retention – 89%

P E R F O R M A N C E 
Member satisfaction with TTNQ’s performance 
increased from the previous year.

• 	 86% were overall satisfied (84% in 2023)

• 	 94% found e-comms useful (90% in 2023)

• 	 86% satisfaction with advocacy (84% in 2023)

• 	 87% approved the strategic direction (79% in 
2023)

N E W  M E M B E R  O R I E N TAT I O N 
S E S S I O N S
• 	 A total of 77 attendees participated across 

eight online sessions.

TTNQ MEMBERS BENEFITTED FROM 12  MONTHS OF  TRADE ,  EDUCATIONAL 
AND NETWORKING OPPORTUNIT IES  ACROSS A  RANGE OF  EVENTS

T H E  M E M B E R S H I P  N E T W O R K

The 2024-25 membership year closed with a total of 604 members, of which: 

•	 A record 61% of members assessed were awarded with “Best of Queensland Experience”.

•	 Just over 50% of all members were based outside the Cairns area.

•	 Just under 30% (172 of 604) were non-financial members, connected via their active membership 
of their own Local Tourism Organisation (LTO) or Local Tourism Association (LTA).
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T H E  M E M B E R S H I P  N E T W O R K

M A J O R  M E M B E R  E V E N T S 

S E P T E M B E R • 	 TTNQ Member Marketing 
Basics Workshop

O C T O B E R • 	 Expedia TNQ Tourism 
Industry Excellence Awards

N O V E M B E R • 	 ATDW / BOQE Experts 
Sessions hosted in both Port 
Douglas and Mission Beach 

M A Y • 	 10 members complete 
the International Trade 
Engagement Program

• 	 TTNQ Cruise Seminar

J U N E • 	 My QLD TNQ Tourism 
Conference

M E M B E R  N E T W O R K I N G  E V E N T S

A U G U S T • 	 Sunshine Tower Hotel

S E P T E M B E R • 	 Cairns Harbourside Hotel

N O V E M B E R • 	 Ochre Restaurant 

D E C E M B E R • 	 Niramaya Villas and Spa 
(Port Douglas) 

F E B R U A R Y • 	 Cairns Convention Centre

A P R I L • 	 Hilton Cairns - celebrating 
launch of Fiji Airways 
connection

MEMBER EVENTS

TTNQ also supported LTO/LTA Networking Events in Palm Cove, Mareeba and Port Douglas.

N I R A M A Y A  V I L L A S 
 A N D  S PA

T N Q  T O U R I S M 
C O N F E R E N C E

S U N S H I N E  T O W E R  H O T E L
H I LT O N  C A I R N S  C E L E B R AT I N G 
L A U N C H  O F  F I J I  A I R WA Y S
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B O A R D  O F  D I R E C T O R S

J O H N  O ’ S U L L I VA N  
[ F R O M  1 9  O C T O B E R  2 0 2 3 ] 
C H A I R  –  A P P O I N T E D  D I R E C T O R
Experience Co, CEO & 
Executive Director

WAY N E  R E N O L D S 
D E P U T Y  C H A I R  – 
A P P O I N T E D  D I R E C T O R
The Reef Hotel Casino, General 
Manager Hotel

J A N E T  H A M I LT O N  
A P P O I N T E D  D I R E C T O R 
Cairns Convention Centre, 
General Manager

R I C H A R D  B A R K E R 
A P P O I N T E D  D I R E C T O R 
Cairns and  
Mackay Airports, CEO

B E N  WO O DWA R D  
G E N E R A L  D I R E C T O R
The CaPTA Group,  
Director of Sales and Marketing

A L A N  WA L L I S H 
G E N E R A L  D I R E C T O R
Passions of Paradise,  
Managing Director

J A N I N E  B OW M A K E R  
G E N E R A L  D I R E C T O R 
Banora International, 
Managing Director

N I K K I  G I U M E L L I 
G E N E R A L  D I R E C T O R
Green Arrow Consultancy, 
Tourism Consultant & Project 
Manager

R A C H A E L  H O D G E S  
[ F R O M  F E B R UA R Y  2 0 2 5 ]

A P P O I N T E D  D I R E C T O R
Mossman Gorge Cultural 
Centre, General Manager

J E F F  G I L L I E S 
[ U N T I L  O C T O B E R  2 0 24 ]
G E N E R A L  D I R E C T O R
Coral Expeditions  
Chief Commercial Officer 

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

J A N E T  H A M I LT O N 
C H A I R
Cairns Convention Centre, 
General Manager

J O H N  O ’ S U L L I VA N
Experience Co, CEO & 
Executive Director

F I N A N C E ,  A U D I T  A N D  R I S K  M A N A G E M E N T  C O M M I T T E E

G R E G  N U C I FO R A 
C H A I R
Bell Potter Securities,  
Branch Manager

WAY N E  R E Y N O L D S 
D E P U T Y  C H A I R
The Reef Hotel Casino,  
General Manager Hotel

J O H N  O ’ S U L L I VA N
Experience Co, CEO & 
Executive Director

WAY N E  R E Y N O L D S 
The Reef Hotel Casino, General 
Manager Hotel 

R I C H A R D  B A R K E R
Cairns & Mackay Airports, CEO

J OA N N E  PA R I S I
Parisi Foley Law Pty Ltd

M A R K  O L S E N 
TTNQ, CEO and Company 
Secretary

M A R K  O L S E N
TTNQ, CEO and Company 
Secretary

K R I S T Y  PA P R O T H
TTNQ, Finance & Corporate 
Services Manager and 
Company Secretary

J E F F  G I L L I E S
[ U N T I L  O C T O B E R  2 0 24 ]  
Coral Expeditions, Chief 
Commercial Officer 
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M A R K E T I N G  &  C O N T E N T PA R T N E R S H I P S  &  E V E N T S

L A N I  C O O P E R 
G E N E R A L  M A N A G E R  –  M A R K E T I N G

R O B  D E A N 
I N D U S T R Y  R E L AT I O N S  M A N A G E R

K AT H E R I N E  C U T L E R 
S A L E S  &  M A R K E T I N G  M A N A G E R 
–  W E S T E R N  M A R K E T S

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

H A R R I E T  GA N F I E L D 
S A L E S  &  M A R K E T I N G  M A N A G E R  –
G R E AT E R  C H I N A  |  S U S TA I N A B I L I T Y 
P R O J E C T  M A N A G E R

C O R R I N N E  S I N G L E T O N 
M A R K E T I N G  &  C A M PA I G N S 
S P E C I A L I S T

TA N YA  S N E L L I N G 
S O C I A L  M E D I A  A N D  M A R K E T I N G 
( C O N T R A C T O R )

TA R A  B E N N E T T 
G E N E R A L  M A N A G E R  – 
PA R T N E R S H I P S  &  E V E N T S

N ATA L I E  J O H N S O N 
M A N A G E R  –  B U S I N E S S  E V E N T S

K I R S T Y  B OAS E
E V E N T S  C O O R D I N AT O R

T R A C E Y  K I N G S T O N - B U L L
M A R K E T I N G  C O O R D I N AT O R

B R I T TA N Y  N AS H 
D I G I TA L  &  C O N T E N T  S P E C I A L I S T
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PA R T N E R S H I P S  &  E V E N T S C E O  O F F I C E  &  A D M I N I S T R AT I O N

M A R K  O L S E N 
C H I E F  E X E C U T I V E  O F F I C E R 
A N D  C O M PA N Y  S E C R E TA R Y

K R I S T Y  PA P R O T H 
F I N A N C E  &  C O R P O R AT E  S E R V I C E S 
M A N A G E R  A N D  C O M PA N Y 
S E C R E TA R Y  ( C A S U A L )

J U DY  L L OY D 
E X E C U T I V E  A S S I S TA N T  T O  T H E 
C E O  /  O F F I C E  M A N A G E R

J A M E S  S C U L L E N 
B U S I N E S S  S Y S T E M S 
M A N A G E R  ( PA R T - T I M E )

S U E  K R AS I C K I 
S E N I O R  F I N A N C E  O F F I C E R

G E O R G E  B E L L 
I N D I G E N O U S  E X P E R I E N C E S  C L U S T E R 
C O O R D I N AT O R  ( PA R T - T I M E )

L I Z  I N G L I S 
C O R P O R AT E  M E D I A 
C O M M U N I C AT I O N S  ( C O N T R A C T O R )
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V I S I T  O U R  C H A N N E L S

C O N S U M E R
 @tropicalnorthqueensland 
 @tropicalnorthqueensland 
 @cairnsGBR 
 tropicalnorthqueensland.org.au 

# E X P L O R E T N Q  # E X P L O R E C A I R N S G B R

B U S I N E S S  E V E N T S
 Business Events Cairns & Great Barrier Reef 
 businesseventscairns.org.au 

# M E E T I N C A I R N S G B R

C O R P O R AT E
 @ttnq-industry 
 tourism.tropicalnorthqueensland.org.au 
 Tourism Tropical North Queensland (TTNQ)

https://www.facebook.com/tropicalnorthqueensland/
https://www.instagram.com/tropicalnorthqueensland/?hl=en
https://x.com/cairnsgbr
https://tropicalnorthqueensland.org.au/
https://www.linkedin.com/company/business-events-cairns-great-barrier-reef/posts/?feedView=all
https://businesseventscairns.org.au/
https://www.facebook.com/TTNQIndustry/
https://tourism.tropicalnorthqueensland.org.au/
https://www.linkedin.com/company/tourism-tropical-north-queensland/posts/?feedView=all

