
 
The most ‘searched’ regional destination in Australia 
(supported through PR, SEM/SEO, brand campaigns and trade 
partnerships).

Maximise the value and volume of overnight stays (achieved 
through strategic global trade partnerships).

Year-round leisure and event visitation dispersed across the 
region (achieved through trade partnerships and marketing 
regional product inclusions). 

Destination reputation and visitor satisfaction.

S T R AT E G I C  D I R E C T I O N  
2 0 2 5  –  2 0 2 8
Tourism Tropical North Queensland, as the Regional Tourism Organisation, brings together 

the industry and community as the custodians of a destination and a suite of brands with 

a long and proud history of involvement in the visitor economy.  The destination is looking 

towards 2045 with our Destination Management Plan aligned to the State Strategy seeking to 

double the value of the visitor economy by 2045, and add an extra $1B of visitor spend in the 

region by the Olympics in 2032.   

D E S T I N AT I O N  V I S I O N

	 A U S T R A L I A ’ S  # 1  E C O T O U R I S M  R E G I O N ,  A N D  A  G L O B A L  L E A D E R  I N  A D V E N T U R E  & 

	 R E G E N E R AT I V E  T O U R I S M ,  D R I V I N G  V I S I T O R  S P E N D 

D E S T I N AT I O N  G O A L 

	 A  T H R I V I N G  T R O P I C A L  D E S T I N AT I O N  D E L I V E R I N G  $ 5 . 4 B  O F  T O TA L  V I S I T O R  S P E N D 

	 B Y  2 0 3 2 

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

Share of voice

Share of nights & spend

Sustainability 

Satisfaction

S T R AT E G I C  P R I O R I T I E S

C O N T I N U E  T O  G R O W  O U R  B R A N D  S T O R Y  T O  B E  G L O B A L LY  R E C O G N I S E D 
A S  A U S T R A L I A ’ S  M O S T  D E S I R A B L E  N AT U R E - B A S E D  A N D  E C O T O U R I S M 
D E S T I N AT I O N  F O R  L E I S U R E ,  M A J O R  A N D  B U S I N E S S  E V E N T S ,  A N D 
G A I N  G L O B A L  AWA R E N E S S  O F  O U R  I N C L U S I V E  A N D  A C C E S S I B L E 
E X P E R I E N C E S ,  I N C L U D I N G  F I R S T  N AT I O N S  C U LT U R A L  P R O D U C T S .

S U P P O R T  T H E  G R O W T H  O F  T H E  R E G I O N ’ S  AV I AT I O N  PA S S E N G E R 
N U M B E R S  O N  E S TA B L I S H E D  R O U T E S  A N D  N E W  R O U T E S  T H R O U G H 
T R A D E - F O C U S S E D  A C T I V I T I E S  I N  I D E N T I F I E D  TA R G E T  M A R K E T S . 

S E C U R E  T H E  R E G I O N ’ S  M A R K E T  S H A R E  O F  D O M E S T I C  A N D  G R O W  O U R 
S H A R E  O F  I N T E R N AT I O N A L  V I S I T O R  N I G H T S  A N D  S P E N D ,  I N C L U D I N G 
G R O W T H  I N  K E Y  L E I S U R E  M A R K E T S  A N D  I N  B U S I N E S S  E V E N T S  M A R K E T S 
T O  D R I V E  O F F  P E A K  V I S I TAT I O N ,  E N C O U R A G I N G  G R E AT E R  D I S P E R S A L . 

M A I N TA I N  O U R  S H A R E  O F  V O I C E ,  T H R O U G H  S T R O N G 
PA R T N E R S H I P S ,  E F F E C T I V E  P U B L I C I T Y ,  S T R AT E G I C  A L L I A N C E S , 
D R I V I N G  R E S U LT S  T H R O U G H  D I G I TA L  M A R K E T I N G  A N D  A  C U LT U R E 
O F  I N N O VAT I O N  I N  A N  I N C R E A S I N G LY  C O M P E T I T I V E  M A R K E T .

S U P P O R T  O U R  I N D U S T R Y  T O  A D A P T ,  S U P P O R T I N G  T H E  R E T U R N  O F 
I N T E R N AT I O N A L  T R AV E L L E R S ,  T O  L E V E R A G E  O U R  U N I Q U E  P O S I T I O N  A N D 
D E P T H  O F  P R O D U C T  I N  S U S TA I N A B L E ,  A C C E S S I B L E  A N D  I N C L U S I V E 
T O U R I S M ,  A N D  E N S U R I N G  W E  M A X I M I S E  A N D  L E V E R A G E  T H E  L E G A C Y  F R O M 
O U R  I N T E R N AT I O N A L  R E C O V E R Y  F U N D I N G  F O R  F U T U R E  Y E A R S .

 



 

O U R  G O A L S

S AT I S FA C T I O N :  A  S U S TA I N A B L E  O R G A N I S AT I O N , D E L I V E R I N G 
R E S U LT S  F O R  PA R T N E R S ,  M E M B E R S ,  V I S I T O R S  A N D 
O U R  C O M M U N I T Y  R E F L E C T E D  I N  M E M B E R , C O N S U M E R 
A N D  C O M M U N I T Y  S AT I S FA C T I O N . 

S H A R E  O F  V O I C E :  I N C R E A S E  T H E  AWA R E N E S S  A N D 
E N G A G E M E N T  W I T H  O U R  S T O R Y  T H R O U G H  O U R  PA R T N E R S 
N O W  A N D  I N T O  T H E  F U T U R E  T H R O U G H  T H E  S U P P O R T  O F 
O U R  I N D U S T R Y  T O  C R E AT E  N E W  S T O R I E S  T O  S H A R E . 

S U S TA I N A B I L I T Y :  S U S TA I N A B L E  F U N D I N G ,  D R I V I N G 
Y E A R - R O U N D  V I S I TAT I O N  A N D  D I S P E R S A L  A N D  E N S U R I N G 
T H E  O R G A N I S AT I O N  H A S  S U S TA I N A B L E  F U N D I N G .

S H A R E  O F  N I G H T S  &  S P E N D :  D R I V E  V I S I T O R  A R R I VA L S , 
N I G H T S  A N D  S P E N D  P E R  P E R S O N  I N  Q U E E N S L A N D 
A N D  A U S T R A L I A  T H R O U G H  C O N V E R S I O N  F O C U S S E D 
A C T I V I T I E S  I N  O U R  I D E N T I F I E D  TA R G E T  M A R K E T S .

T O U R I S M  T R O P I C A L  N O R T H  Q U E E N S L A N D ’ S  M I S S I O N

	 A  H I G H LY  VA L U E D  R E S U LT S  D R I V E N  O R G A N I S AT I O N ,  W O R K I N G  I N 

	 PA R T N E R S H I P  W I T H  O U R  S TA K E H O L D E R S  T O  D E L I V E R  W O R L D  C L A S S 

  I N N O VAT I V E  D E S T I N AT I O N  M A R K E T I N G ,  S U P P O R T E D  B Y  O U R  C O M M U N I T Y  

TTNQ will support this mission by gaining recognition that every visitor leaves as a 

custodian of our region and its stories, sharing their experience globally to drive 

future visitation.

The organisation faces the challenge of an operating budget that is 36% lower than 

2025-26 with less funding from Government partners, impacting on our KPIs in 

2026-27 (below).

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

Share of voice 

Share of nights & spend

Sustainability 

Satisfaction

O R G A N I S AT I O N  K P I s  ( 2 0 2 5 - 2 6 )

$130M of AVE and to secure at least 15% of 
combined TA (7%) and TEQ (23%) social media.

Drive 120,000 operator referrals and $147M of 
Campaign Generated OVE, including $40M in 
Business Event leads won from $70M in bids.

Reduce the gap between peak and off-peak season 
accommodation occupancy and encourage at least 
40% of visitors from campaigns to travel outside of 
Cairns.

$1.5M in Industry and Member contributions, 
stabilising at 625+ members with 80% member 
satisfaction.


