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The first five months of 2025-26 saw a return 
to strong visitation bolstered by international 
market growth driven by the results from 
the Australian Government’s $15 million 
investment in the International Tourism 
Recovery Fund. However, December to April 
were extremely tough for the industry with 
the weather once again creating uncertainty 
amplified by the Middle East crisis. 

Tourism Tropical North Queensland (TTNQ) 
responded quickly to the slow start and the 
uncertainty created through the skyrocketing 
fuel price, making the most of the TTNQ 
team’s careful management of budgets to 
reinvest these savings into the industry with 
an additional winter campaign. The integrated 
brand and retail campaign included a $300 
incentive program with Ignite - My Queensland 
and delivered $3.2M in sales through 1,782 
pax booked during the May to June campaign 
period. TTNQ’s advocacy was part of Tourism 
and Events Queensland’s decision to launch 
the recently announced $100 regional rewards 
program as part of the That Holiday Feeling 
campaign.  

TTNQ successfully secured both the State and 
Federal Government’s support to have a Great 
Barrier Reef student subsidy, and a further 
$3 million funding for international marketing 
of the Reef from the Federal Government. 
With the support of our partners, we ensured 
Cairns hosted national and international events 
including the CAPA Airline Leader Summit, 
Amway Korea, Helloworld Owner Manager 
Conference and the Ocean Business Leaders’ 
Summit.  

The power of working collectively is never 
more apparent than when we face tough times 
and come together, and with the support of 
our industry TTNQ delivered $216 million 
in advertising value equivalent and $267.5 
million in campaign generated visitor spend 
supporting an estimated 1,450 extra jobs in 
our community in 2025-26.  This comes off 
the back of record growth in international 
visitors supported by the $15 million Federal 
funding that brought an additional 282,000 
international visitors making direct bookings 
for our members and spending $450 million in 
our region. 

The tourism industry threw its weight behind 
TTNQ’s hard work to generate a strong return 
on investment in 2025-26 resulting in one of 
highest proportions of co-operative income, 
despite decreased funding. The industry 
co-contribution to marketing the destination 
exceeded $6.3 million in 2025-26, consistently 
the highest co-contributions of any region in 
Queensland.  

TTNQ had record investment by 624 members 
of more than $700,000 in direct membership 
contributions which is a good result in tough 
times. Our member survey results reflected 
the support of the industry which showed unity 
in the region not seen since the pandemic. 
Members’ overall satisfaction with TTNQ 
averaged 90%, the highest since 2022-23.   

This support came on the back of TTNQ’s 50th 
anniversary celebrations, a special occasion 
and commemorative history book looking back 
at the many people and businesses that have 
shaped our industry over five decades of highs, 
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lows and working together as a team.  

Competing globally is an expensive ambition 
for any destination, and it’s more competitive 
than ever with the headwinds of rising costs 
of travel.  We’ve seen the direct benefits to 
the region and our industry when a well-
funded TTNQ can deliver integrated domestic 
and international campaigns that drive direct 
bookings.  The challenge ahead for the 
destination is how we can do more with less as 

our Federal grant funding comes to an end.   

I congratulate the TTNQ staff on their ability 
to react quickly to external change and 
work together to maximise the benefits and 
minimise the impact to the industry. Thank 
you to the TTNQ Board for their assistance 
in navigating the challenges of the past year 
together to ensure our destination is a key 
player in the State’s Destination 2045.

 
John O’Sullivan 
Appointed Director – Chair
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The TNQ tourism industry is recognised for 
its leadership, innovation and excellence so it 
was so great to see the industry recognised 
at the 40th Queensland Tourism Awards with 
23 awards including nine gold, and TTNQ’s 
own Lifetime of Greatness campaign received 
a gong. At the Australian Tourism Awards in 
Freemantle, gold went to both Novotel Cairns 
Oasis and Cape York Peninsula Lodge, silver for 
the Cairns Convention Centre and Bronze for 
The Reef House Adults Retreat.   

For the TTNQ team the 2025-26 financial year 
was another action-packed year. It was the 
first year of the new $3 million Great Barrier 
Reef Marketing Program and closed with the 
launch of our draft Destination Management 
Plan (DMP). The team continued to deliver an 
outstanding return on investment through our 
leisure and business events programs, with 
campaign-generated visitor spend exceeding 
$267.5 million in direct expenditure going to 
our members and the wider industry. 

Looking to our region’s bright future, our 
draft DMP TNQ 2045 positions Tropical North 
Queensland (TNQ) as a key region in achieving 
the State’s aspirations in 2045 and beyond. Our 
goal is to reach our stretch target of $10 billion 
by driving growth in visitor spend and length 
of stay, to surpass our 2045 forecast of $8.6 
billion.

The bold strategic aspiration of our DMP is 
to ensure we regain our share in our key 
international markets. The results to date are 
promising with international visitor spend 
reaching a record $1.3 billion in the year 
ending March 2026, increasing by 27.6% from 
the same period in the previous year.  

This year we launched Tasting the Tropics, our 
month-long celebration of local produce and 
producers in April, supporting our region’s 
growers as the fuel price spiked.  Featuring 17 
dedicated foodie events alongside 28 month-
long activations it provided a platform to share 

our region’s incredible food stories, and we 
hope will be a feature for many years to come.

Our combined campaign activity reached 
our target consumers nearly 50 billion times 
through our publicity, digital, campaigns and 
trade activity. Publicity, digital activity, five 
domestic campaigns and 67 international trade 
campaigns, including results coming from 
the finalisation of the International Tourism 
Recovery Program generated more than $193 
million in advertising equivalent value. The 
return on investment this year is one of our 
best, considering the tiny budget we have in 
comparison to our competitors who outspend 
us by at least four times. 

Of course, these results are buoyed by the 
Australian Government’s International Tourism 
Recovery Program investment of the previous 
two years and the team’s hard work in ensuring 
a legacy from that record $15 million in 
funding. Now in its $3 million second phase, 
we look forward to seeing the Great Barrier 
Reef education program launched nationally, 
a concept initiated by TTNQ to promote 
stewardship of our World Heritage area and 
support the operators who care for it.

The first full year of new Domestic Tourism 
Statistics show 1.7 million visitors spent $3.2 
billion in TNQ in the year ending March 2026 
achieving 9% market share of the spend in 
Queensland. Our holiday expenditure market 
share was higher at 12% with $1.8 billion and 
915,000 holiday visitors, 8% of the State’s 
market share. TNQ was No.10 in Australia for 
overnight holiday expenditure and 11th for 
total expenditure. 

We are seeing the power of business events 
now the Cairns Convention Centre is in full 
swing with the ability to run concurrent and 
larger events. It is not just the expenditure of 
$140 million annually that it brings, but the 
influential people who help to promote our 
destination. Cairns Crocodiles with more than 
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2,500 marketing people and the Helloworld 
Travel’s Owner Manager Conference achieve 
publicity that you can’t buy. Business Events 
also show the potential for direct aviation 
routes, for example Amway Korea which 
brought waves of charter flights from Seoul to 
Cairns.

Confidence remains strong in the destination 
with the most substantial investment in 
tourism infrastructure since the construction of 
the Crystalbrook hotels before the pandemic. 
This includes the $85 million redevelopment of 
Skyrail Rainforest Cableway, $40 million Double 
Island Lodge and public facilities, $55 million 
Skyhaven accommodation at Cairns Airport and 
140 room Hilton Palm Cove redevelopment. 
TNQ was the only destination to have two 
projects awarded Tourism Icons Funding and 
we have the State Government investment in 
the additional Smithfield Mountain Bike Park 
trails and the completion of the Wangetti Trail.

TTNQ has delivered our second sustainability 
report and work continues in elevating 
Indigenous tourism through the Cluster Group. 
We are proud to have delivered our first 
Reconciliation Action Plan.

I thank our Chair John O’Sullivan and the Board 
for their insight and applaud the TTNQ team on 
the tireless promotion of our destination which 
comes from a genuine passion for both our 
industry and our region.

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

D E S T I N AT I O N  M I S S I O N
A thr i v ing  t ropic a l  des t inat ion del i ver ing  $5.4B of 

v is i tor  spend by  2032.

Aus tra l ia ’s  #1  ecotour ism reg ion ,  a  g lobal  leader  in 
ad venture  and regenerat i ve  tour ism,  dr i v ing  v is i tor  spend.

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 5 - 2 6

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 $ 4 . 1 B 8 9 %

S H A R E  O F  Q U E E N S L A N D  N I G H T S 1 1 . 6 % 8 9 %

N O N - C A P I TA L  G O O G L E  R A N K # 1 1 0 0 %

A C C O M M O D AT I O N  O C C U PA N C Y 6 0 % 8 5 %

V I S I T O R  S AT I S FA C T I O N 8 9 % 1 1 1 %

The first full year of new Domestic Tourism 
Statistics show 1.7 million visitors spent $2.84 
billion in Tropical North Queensland in the year 
ending March 2026 achieving 10.4% market 
share of the spend in Queensland. Our region 
was No.10 in Australia for overnight holiday 
expenditure and 11th for total expenditure. 
The average length of stay was 4 nights with a 
total of 7.1 million visitor nights and a spend of 
$1,629 per visitor, the highest in the State.

Our 915,000 holiday visitors (8% of the State’s 
market share) spent $1.8 billion (12% market 
share); business 170,000 (6%), $272.6 million (9%); 
VFR 530,000 (5%), $605.1 million (8%). Interstate 
visitor spend was $1.5 billion with Sydney $529.4 
million, NSW $792 million, Melbourne $300 million 
and Victoria $445.3 million. Intrastate spend was 
$1.4 billion, Brisbane $416.7 million, inter-regional 
$424.8 million, regional Queensland $949.8 million.

N V S + D O T S  Y E A R  E N D  M A R C H  2 0 2 6 

E X P E N D I T U R E $ 2 . 8 B

V I S I T O R  N I G H T S 7. 1 M 

S P E N D  P E R  N I G H T $ 4 0 3

AV E R A G E  S TA Y 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 2 5 - 2 6
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Cairns Airport recorded 4.9 million passenger 
movements in 2025-26 including 332,460 
arrivals at the International Terminal and 
2.02 million at the domestic.  AirAsia ceased 
direct flights to Bali in September and Jetstar 
announced the cessation of its Christchurch 
service from October 2026.

Air Niugini increased capacity to Cairns with 
the introduction of its new A220 aircraft, 
supporting additional travel demand linked 
to Papua New Guinea’s entry into the NRL in 
2028. The introduction of this modern aircraft 
will inject close to 65,000 seats into the Cairns 
market each year.

Air New Zealand again added frequencies and 
capacity, supporting not only additional New 
Zealand visitation but also North American 
markets visiting both countries. While Cathay 
Pacific reduced its season over the Luna New 
Year period, shorter season load factors and 
yield surpassed the previous year.

Singapore Airlines announced they would 
be including a fifth weekly service from July 
– September 2026 and daily flights from 
December 2026, supporting increased 
Singaporean and Indian visitors as well as our 
traditional European traffic.

AV I AT I O N

International visitor spend in Tropical North 
Queensland reached a record $1.3 billion in 
the year ending March 2026, increasing by 
27.6% from the same period in the previous 
year. The International Visitor Survey showed 
record international spend in Australia of $40.9 
billion up 20.5% and Queensland, up 35.2% 
to $8.2 billion, with figures not yet showing 
any impact from the Middle East crisis which 
started the month prior.

Visitation and the average length of stay also 
increased with international visitors to TNQ 
jumping by 14.3% to 637,000. They stayed 6.2 
million nights, up 23.1%, an average stay of 9.8 
nights, up 0.7%, and spent $1976 per visitor, 
an increase of 11.6%. There was growth across 
all segments with 562,000 holiday visitors, 
up 13.9%, 47,000 VFR, up 3.8%, and 15,000 
business, up 33.9%.

China showed the greatest growth with a 54.4% 
increase to 58,000, followed by New Zealand 
with 45.6% growth to 39,000. The US was the 
largest source market with 110,000, up 24.7% 
and Canada grew by 3.4% to 21,000 with the 
North American market growing by 20.7% to 

131,000, reflecting the additional seats and 
time efficiency from the Fiji Airways route. 
Japan was the second largest source market up 
0.7% to 99,000, followed by the UK up 10.3% to 
82,000. 

Continental Europe grew by 1.9% to 132,000 
with the growth helped by a 20.7% increase 
to 14,000 from the Netherlands. Germany fell 
by 13.5% to 28,000, Scandinavia by 16.2% to 
14,000 and France by 16.3% to 14,000.

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 6

E X P E N D I T U R E $ 1 . 3 B

V I S I T O R  N I G H T S 6 . 2 M 

S P E N D  P E R  N I G H T $ 2 0 2 

AV E R A G E  S TA Y 9 . 8  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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Seasonal services.

Jetstar flying to Tokyo Narita. Virgin Australia flying Tokyo Haneda.#
*

#
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Hong Kong *

Port Moresby

*

Christchurch

>  Services to Christchurch with Jetstar commence April 2025.

>

Sunshine Coast 
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Nadi

~ 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
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Tropical North Queensland continues to be a leader in delivering high-quality visitor experiences, 
with net sentiment score at 78% (up from 76% last year) and average satisfaction rating at 92% (up 
from 90% last year).  Suitability for families and staff friendliness top the rankings, with room to 
improve in transport waiting and queues.  

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

Occupancy rates across the region suffered with the effects of the weather, amplified by negative 
media coverage, and the fuel crisis pushing occupancy rates down on average 10-15% from 
November right through until May.  Conferences and events in May, including the Cairns Crocodiles 
once again helped to lift what was a challenging month. Overall, occupancy rates averaged just 60%, 
below our 70% target, with average daily rate down 2% per annum.  

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

O R G A N I S AT I O N  M I S 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 5 - 2 6  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 6 7. 5 M 1 2 6 %

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 1 6 M 2 7 5 %

B U S I N E S S  E V E N T S  W I N S $ 5 3 M 1 0 6 %

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 $ 6 . 1 M 1 2 3 %

M E M B E R  S AT I S FA C T I O N 9 0 % 1 0 6 %

The organisation exceeded 10 of its 12 KPIs, with social share and Queensland holiday market share 
falling just shy of target in the 93% and 92%, respectively. Key metrics included AVE at 212% of the 
annual target, Campaign Generated Visitor Spend at 121% of the target and Cooperative Marketing 
Contributions at 127% of the target. The organisation supported our industry to secure business 
events worth $53 million and exceeded our targets for website traffic in a challenging market. After 
appointing a new digital agency and refining our website SEO, content and AI strategy, we have seen 
this year hold our website visitors and operator referrals relative to the changing environment, and 
exceeded our referral target of 120,000 with 181,099 (151%). The organisation had strong support 
from the industry with member satisfaction at 90%.  

T T N Q  R E S U LT S  2 0 2 5 - 2 6

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  V O 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  O V 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 O W  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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• 	A M WA Y  K O R E A  I N C E N T I V E  P R O G R A M 
brought 2800 delegates over 22 days in 
November and December 2025 injecting up 
to $13M into the economy.

• 	U N B U D G E T E D  W I N T E R  I N C E N T I V E 
C A M PA I G N  was developed and generated 
$3.2M million in domestic visitor expenditure.

• 	TA S T I N G  T H E  T R O P I C S  delivered more 
than 50 activations and events highlighting 
the TNQ food story to help drive visitation in 
April 2026.

• 	R E F R E S H E D  B U S I N E S S  E V E N T S 
W E B S I T E  launched at Asia Pacific Incentives 
and Meetings Event (AIME).

• 	C O N S U M E R  W E B S I T E  R E F R E S H  with 
improved capacity information, search and AI 
functionality, plus new itineraries integrating 
sustainability and themes aligned to ESG 
goals.

• 	T H E  G U A R D I A N  O F  T H E  R E E F 
C A M PA I G N  A N D  T H E  L I F E T I M E  O F 
G R E AT N E S S  P R O J E C T  earned TTNQ 
the Initiative of the Year in the global 
Regenerative Travel Impact Awards 2025.

• 	T H E  L I F E T I M E  O F  G R E AT N E S S 
P R O J E C T  became one of the most 
successful destination advocacy campaigns 
undertaken by TTNQ. Over one million 
people internationally pledged their support 
for the Great Barrier Reef to receive a 
Lifetime Achievement Award, generating 
global coverage exceeding five billion and 
strengthening support for reef stewardship, 
education and long-term conservation 
outcomes. 

• 	T H E  L I F E T I M E  O F  G R E AT N E S S 
P R O J E C T  W O N  G O L D  for Destination 
Marketing at the Queensland Tourism Awards 
2025.

• 	T N Q ’ S  D R A F T  D E S T I N AT I O N 
M A N A G E M E N T  P L A N , TNQ 2045, which 
is aligned to the State Strategy, was launched 
at the TNQ Tourism Conference. The Plan 
outlines our region’s bold vision to be a $10 
billion visitor economy in 2045, more than 
double the current value through a focus on 
ecotourism, adventure and key international 
markets. 

• 	IN T E R N AT I O N A L  V I S I T O R  S P E N D 
I N  T R O P I C A L  N O R T H  Q U E E N S L A N D 
R E A C H E D  A  R E C O R D  $ 1 . 3  B I L L I O N  in 
the year ending March 2026, increasing by 27.6% 
from the same period in the previous year.

• 	F I J I  A I R WA Y S  F I R S T  Y E A R  O F  D I R E C T 
F L I G H T S  to Cairns helped to boost TNQ’s 
US and Canada visitor numbers by 29,000 to 
131,000, worth an estimated $56 million to 
our regional economy. 

• 	C A I R N S  R E G I O N A L  C O U N C I L  A N D 
T T N Q  J O I N E D  F O R C E S  with local hotels 
and resorts to launch a new Water Wise 
Accord, pledging collective action to reduce 
pressure on the region’s water supply.

• 	B U S I N E S S  E V E N T S  C A I R N S  &  G R E AT 
B A R R I E R  R E E F  H O S T E D  T H E I R  F I R S T 
I N - R E G I O N  T R A D E  P R O G R A M  for 
conference organisers since before the 
pandemic.  Connect in Cairns and the touring 
extension, Delve into Port Douglas, included 
24 event organisers, three media and TEQ 
undertaking a four-night program.

• 	T T N Q ’ S  R E C O N C I L I AT I O N  A C T I O N 
P L A N  was officially accredited by 
Reconciliation Australia, marking another 
milestone in our organisation’s work to 
elevate First Nations tourism.

• 	T T N Q ’ S  5 0 T H  A N N I V E R S A R Y 
C E L E B R AT I O N  commemorated the people 
and businesses who have shaped the TNQ 
tourism industry.

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 $ 2 2 . 3 M 1 7 2 %

C A M PA I G N  O V E $ 2 5 . 5 M 3 1 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 2 8 K 1 7 5 %

M E D I A  FA M I L S 3 5

TTNQ maintained a strong share of voice, even with a pause to international PR contractors 
(recommenced March 2026), by generating $85.3 million worth of global publicity for the region. This 
included $65.8 million in publicity AVE across international markets and $19.5 million in the domestic 
market, inclusive of major and regional event publicity.

We hosted more than 50 different group trade and media famils throughout the region from domestic 
and international markets. This included 98 individual media (63 international and 35 domestic) who 
were hosted in region utilising more than 1,100 member products across their itineraries.

Our team engaged with 4,102 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.

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

S H A R E  O F  VO I C E

$ 1 9 3 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 3 3 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

$ 8 5 M
VA L U E  I N 

G L O B A L  P U B L I C I T Y

This was achieved through:

•	 35 individual media famils 

•	 4 broadcast opportunities with Fishing 
Australia TV, 11 x segments on Seven’s 
Weekender, Channel 10 live crosses, and Pat 
Callinan’s 4x4 Adventures

•	 An average of five pitches per month with a 
conversion rate of 70% 

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

TTNQ had five major retail campaigns and five 
brand campaigns in the domestic market to 
support year-round visitation and heightened 
focus on the low season, contributing $22.3 
million to the total marketing AVE of $193.4 
million. The campaigns delivered $190.8 
million in OVE and driving 133,206 tourists to 
the region. The Cairns Unearthed magazine 
was published for the fifth year with 100,000 
copies distributed in Sydney and Melbourne 
mastheads and into National News Mastheads 
online and print strip ads in Adelaide and 
Brisbane.

TTNQ appointed a new domestic PR agency, 
Dentsu Creative PR, who achieved $19.5 
million in AVE and 1.2 billion in reach, covering 
destination and events. 
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The completion of the International Tourism 
Recovery Program (ITRP) funding and the 
commencement of the Reef Educational 
Experiences Fund (REEF) enabled TTNQ 
to report on 67 campaigns in market 
internationally in 2025-26 with direct campaign 
generated OVE of $165.4 million delivering an 
average return of investment of 72:1. These 
figures will increase with a further 22 campaign 
reports still to be captured in the next quarter. 

These returns prove how important it is to 
invest in marketing and validate the Federal 
Government’s continued strategic investment 
in our destination through the Reef Educational 
Experiences Fund.

The campaigns included partnerships in North 
America with Expedia, Travel Answers Group, 
Avanti, About Australia, Fiji Airways and Goway. 
In United Kingdom with Expedia, If Only, First 
Class Holidays, Prestige, and in Europe with 
Go Australia, Booking.com, Australia Tours 
and Singapore Airlines. In Japan partnerships 

included HIS, JTB, Hot Holiday, Veltra, and in 
China with Trip.com, Go Fun, ZuZu Che, PTC. 
New Zealand saw partnerships with Helloworld 
and YOU Travel and in India, TTNQ partnered 
with SOTC and Thomas Cook.

TTNQ has negotiated campaign partner 
contributions to stretch this funding and 
further amplify the success of the campaigns. 
For every $1 spent in the past 12 months we 
have turned it into $2.50 by encouraging our 
campaign partners to add to the spend. 

TTNQ undertook an extensive international 
trade engagement program across key global 
markets including North America, the United 
Kingdom, Europe, Japan, China, Singapore 
and New Zealand. Through roadshows, 
trade missions, famil programs and hosted 
events, the organisation strengthened trade 
relationships, increased product knowledge 
and positioned Tropical North Queensland to 
capture future visitor growth.

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

 
1 0 2 , 5 3 4  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 

 
1 1 0 +  

I N D I V I D U A L  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 $ 1 6 8 . 3 M 3 7 3 %

C A M PA I G N  O V E $ 1 6 5 . 4 M 1 2 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 1 0 5 , 2 5 5 1 2 1 %

I N D I V I D U A L  T R A D E 
A N D  M E D I A  FA M I L S 1 1 0 +
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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
• 	 16 trade conversion campaigns contracted in 

2025-26, including campaigns in partnership 
with TA/TEQ

• 	 Generated $32.3M direct campaign OVE from 
western markets

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

• 	 Training sessions for more than 1,000 agents 
through in-market and in-region trade 
events, workshops and training webinars

• 	 16 media/influencer famils to TNQ from 
western markets

A S I A  M A R K E T  H I G H L I G H T S
• 	 9 trade conversion campaigns contracted in 

2025-26 in Japan and India

• 	 Generated $63M direct campaign OVE from 
Japan and South East Asian markets

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

• 	 Training sessions for more than 1,224 agents 
through trade events and webinars

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

• 	 Japan social media posts (X, Instagram, 
Facebook) continued with year-on-year 
growth to a total of 46,572.

C H I N A  M A R K E T  H I G H L I G H T S
• 	 6 trade conversion campaigns contracted in 

2025-26 

• 	 Generated $62.4M direct campaign OVE from 
Greater China markets

• 	 28 agents in region from Greater China

• 	 Training sessions for more than 1,196 
agents through trade events, workshops and 
webinars

• 	 24 media/influencer famils to TNQ from 
China 

• 	 Total organic reach across 3 social platforms 
of 3.6M+ 

• 	 More than 40 members attended China-
market workshops

• 	 Chinese market readiness programs 
expanded
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• 	 Japan: Tobu Top Tours group famil with 11 
agents.

• 	 JTB Group Famil with 16 agents

• 	 JTB FIT Seminar with 15 agents

• 	 Hot Holiday Senior Famil Workshop in region 

• 	 GZL Famil in Cairns and Port Douglas with 18 
agents

• 	 Golden Wattle Holiday Famil with 2 agents

• 	 CITS Shenzhen Famil with 20 Agents

• 	 Prestige Travel UK Famil with 6 agents

• 	 Jetstar NZ Famil with11 agents 

• 	 GOWAY USA Famil with 11 agents

• 	 DivePlanit USA Famil with 6 agents

• 	 My Dream Adventures USA Summit with 8 
agents

• 	 ANZCRO North America famil with 1 VIP agent

W E  H O S T E D  6 74  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 6

Reference: Localis
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• 	 ITO Queensland Showcase in Sydney

• 	 TTNQ China Domestic Roadshow

• 	 Experience Queensland – Japan and South 
Korea

• 	 House of Travel and Cairns Airport New 
Zealand Roadshow

• 	 TTNQ Mission and Roadshows in China and 
Japan

• 	 Australia Marketplaces in USA, China, South 
East Asia and India

• 	 Queensland is Calling Roadshows in UK and 
Europe 

• 	 Experience Queensland in Brisbane for 
Southeast Asia and India

• 	 Tokyo Marine Diving Fair

• 	 ATE

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 :

We continue to encourage members to engage with trade. From the cohort of over 20 operators 
that have benefitted from our trade-ready programs over the past three years, we were pleased to 
have aligned five operators to subsidies available through Tourism and Events Queensland (TEQ) 
to support them attending Australian Tourism Exchange (ATE26) for the first time in 2025-26. New 
product to showcase our region included ocean, rainforest and outback adventure touring and 
accommodation options.
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TTNQ continued its partnership with Ports 
North in 2025-26 to deliver exceptional 
cruise arrival experiences that will maintain 
the destination’s appeal and secure a strong 
pipeline of future calls. The period saw 99 
calls into Cairns or Yorkeys Knob with many 
also travelling to Port Douglas, Cooktown 
or Thursday Island. This is slightly up on 
the previous period, boosted by the regular 
departures of seven-day itineraries by Carnival 
Cruise Lines which are now home-porting at 
the Brisbane International Cruise Terminal.

TTNQ continued working with operators on the 
design and print of the Cruise Map distributed 
by Welcome Volunteers at all Cairns Cruise 
Terminal and Yorkeys Knob calls. This map 
will be refreshed and relaunched each cruise 
season.

TTNQ has maintained its Australian Cruise 
Association (ACA) membership, keeping the 
region visible and approachable. With ACA 
hosting its annual conference in Brisbane 
in September 2026, TTNQ looks forward to 
showcasing the region to international cruise 
dignitaries visiting for that event.

In June 2026, TTNQ hosted its annual 
Cruise Industry Update, again joined by 
representatives from Australia’s largest ground 
handlers. As small group money-can’t-buy 
experiences become increasingly attractive to 
cruise line clients, TTNQ also showcased some 
existing and developing operators through a 
bespoke famil program.

Recognising the region’s potential for 
expansion in Expedition Cruise, TTNQ 
supported a push to explore potential in 
the of the Gulf of Carpentaria. Alongside the 
ACA, TEQ, Shorex Australia, local councils and 
maritime operators, a full-day session was held 
in Karumba in November 2025 exploring the 
potential expansion of land and sea itineraries 
in the region.

Ongoing projects include discussions on 
an alternative tendering solution for Cairns 
Marlin Marina arrivals to supersede Yorkeys 
Knob tender calls. TTNQ is also continuing to 
support the potential for Mourilyan Harbour to 
welcome small to mid-sized cruise calls.

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

TTNQ achieved 1.7 million unique website users (down 15% YoY), driving 4.6 million page views. 
While the 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 the lowest bounce 
rate on record of only 6.2%. These results demonstrate how cairnsgreatbarrierreef.com is still an 
essential resource for planning trips to the region and choosing operators.

TTNQ’s increasing website and AI strategy enables consumers to easily source destination 
information direct to site or via AI (LLM) platforms due to the high authority ranking of the site. This 
enables cairnsgreatbarrierreef.com to maintain the direct organic users, paid user traffic and reach 
broader audiences globally who are leaning to LLMs for their trip inspiration and planning. 

Members benefited from 181,999 operator referrals (outbound link clicks), including 17,295 from 
the destination deals page. Of the total operator referrals, strong growth in consideration and 
conversion resulted in 36,973 of these being from international markets. 

T O P  P O S T S  I N S TA G R A M

T O P  P O S T S  FA C E B O O K

$2.6M DIGITAL  AVE 182K OPERATOR 
LEADS

1 .75M UNIQUE 
USERS TO WEBSITE

14  GLOBAL 
INFLUENCERS 
REACHING 4. 3M

9 NEW BLOGS  
&  IT INERARY PAGES

4.6% TA  SOCIALS 
TNQ SOV

27% • 	
TEQ SOCIALS  
TNQ SOV

   T T N Q  A N N U A L  R E P O R T  2 0 2 5 - 2 6    23



1 . 7 5 M  W E B S I T E  V I S I T O R S  I N  2 0 2 5 - 2 6
520K in 2020, 1.9M in 2021, 1.7M in 2022, 2.1M in 2023, 1.9M in 2024-25

W E B S I T E  U S E R S  B Y  O R I G I N

4 . 6 M
T O TA L 

PA G E  V I E W S

0 0 : 3 1
AV G .  S E S S I O N 

D U R AT I O N

2 . 3
T O TA L 

PA G E S / S E S S I O N

2 M
T O TA L 

S E S S I O N S

1 . 7 5 M
T O TA L 

U S E R S

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 )
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1 4  I N F L U E N C E R S  R E A C H I N G  3 5 M +

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 :  2 . 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 :  $ 2 0 0 K

@ D A N E A N D S T A C E Y 
C O N T E N T  C R E A T O R

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

@ E L L E H A L L I W E L L 
J O U R N A L I S T

 2 9 . 4 K  F O L L O W E R S

@ L O G A N A N D J O R D Y 
C O N T E N T  C R E A T O R S

 2 6 . 1 K  F O L L O W E R S

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

 1 2 4 K  F O L L O W E R S 1 . 2 M  F O L L O W E R S

@ H A Z _ A N D _ L O Z 
C O N T E N T  C R E A T O R

 2 1 0 K  F O L L O W E R S

@ T H E B U C K E T L I S T . T R A V E L L E R S               
C O N T E N T  C R E A T O R S

4 5 . 9 K  F O L L O W E R S

@ P A D I T V 
W I N  A  T R I P  T O  G R E A T  B A R R I E R  R E E F

@ E V I E W I L D E R N E S S 
P H O T O G R A P H E R  &  C O N T E N T  C R E A T O R

 3 1 0 K  F O L L O W E R S  6 3 . 6 K  F O L L O W E R S

@ W O R L D _ M A P P E R S 
C O N T E N T  C R E A T O R S

@ T H E W H O L E O F U S 
C O N T E N T  C R E A T O R S

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

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

 @ B R I S B A N E F O O D A D V E N T U R E                       
C O N T E N T  C R E A T O R

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

@ F R U I T A Q U A R I A N                
C O N T E N T  C R E A T O R
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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



Business Events Cairns & Great Barrier Reef 
(BECGBR) secured 51 future business events 
worth $53.2 million in overnight visitor 
expenditure in 2025-26. The team’s biggest 
destination success in 2025 was the hosting 
of Amway Korea with 2,400 delegates visiting 
the region from 16 November to 10 December, 
bringing an estimated $13 million in overnight 
visitor expenditure.

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. 

The BECGBR team offered opportunities 
throughout the year for members to meet 
buyers to educate and attract new business for 
the destination. These included:

AUG 2025 Tropical Showcase. BECGBR 
was joined by 24 members, the largest 
contingent yet, for hosted events in Sydney and 
Melbourne. The annual event targets PCO’s, 
association planners, destination marketing 
companies and corporates to raise the profile 
of the destination and encourage dialogue 

direct with our members. Jointly the events 
attracted more than 100 business planners 
with $8 million in potential new business and 
an additional $12 million in existing events 
recorded by the members.  

NOV 2025 Connect in Cairns. The newly 
imagined event held in Cairns with post touring 
to Port Douglas combined a business-to-
business trade session with offsite events, 
site inspections and touring. Attended by 24 
business events professionals and three media, 
the format showcased the destination and its 
diverse business events offering. 

FEB 2026 AIME. The 2026 Asia Pacific Incentive 
and Meetings Event in Melbourne saw BECGBR 
facilitate a destination stand built by local 
partners NQ Exhibitions to be zero waste and 
bring to life the destination’s vibrancy, food 
story and natural assets. The team was joined 
by 13 members with the destination securing 
approximately $33 million in new business 
leads for the destination and attending 
members. 

JUN 2026 New Zealand Showcase. Another 
first for the bureau saw five members join the 
team in Auckland and Christchurch to promote 
the region and reconnect with 24 planners and 
media who visited in recent years on famils.  

“TTNQ has been an outstanding strategic partner and a key driver in the continued growth and 
sustainability of the business events sector in Cairns. The team consistently demonstrates extensive industry 
expertise, professionalism and a truly collaborative approach. 

Through their guidance, market intelligence, bid support and valuable networking opportunities, they 
empower local operators to secure and successfully deliver high-value events. 

Their proactive leadership not only benefits individual businesses but also strengthens connections and 
collaboration across the entire regional industry. We are incredibly fortunate to have such a passionate 
and forward-thinking organisation championing our region and contributing to its long-term success.”

M E M B E R  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 5 3

D E L E G AT E S 1 7, 9 1 2

D E L E G AT E  D A Y S 7 7, 1 4 9

VA L U E $ 6 6 . 7 M  ( W I T H 
H A L O  $ 1 0 0 M )

B U S I N E S S  E V E N T S  H E L D  
2 0 2 5 - 2 0 2 6  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 1  ( 3 9  WA S 
T H E  TA R G E T )

D E L E G AT E S 1 3 , 6 1 6

D E L E G AT E  D A Y S 5 1 , 3 6 5

VA L U E $ 5 3 . 2 M

B U S I N E S S  E V E N T S  W O N  
2 0 2 5 - 2 0 2 6  W I T H  B E C G B R  S U P P O R T

BECGBR expanded its international footprint through targeted international trade activity, re-
engaging representation in China, and a range of hosted buyer programs that strengthened 
awareness of Tropical North Queensland as a premium incentive and conference destination. 
BECGBR also participated in a series of business events trade events both in Australia and 
internationally. Key events included:

BECGBR hosted trade famils for business events planners from North America and the UK post 
Australia Next in addition to the collaborative member focused approach for domestic planners. 
Overall, the region hosted more than 130 event planners across 14 educational programs in the 
region. Supporting site inspections to convert business was a big focus for the team with 23 groups 
hosted in the region, again, in partnership with the business events members. Trade activity saw 
more than 800 planners and MICE agents trained throughout the year. 

The figures represented less events and 
delegates but more delegate days and higher 
yielding than 2024-25.

The conversion rate for the year on RFP was 35% 
which is 10% higher than what is considered top 
tier/excellent for convention bureaux.
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L E A D S  &  R E F E R R A L S 1 7 1

D E L E G AT E S 5 9 , 3 6 8

VA L U E $ 1 9 8 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 2 1

P R O J E C T E D  D E L E G AT E S 7, 6 8 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 8 . 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 $ 4 7 9 , 0 0 0

P R O J E C T E D  R O I 5 8 : 0 1

2 0 2 5 - 2 0 2 6  S U B V E N T I O N  F U N D I N G 

Trend of smaller numbers throughout the year 
saw overall delegate numbers to events lower.
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I N T E R N AT I O N A L 
• 	 Media partnerships delivered 17 (6 print and 

11 digital) earnt and paid content pieces

• 	 Paid media outlets: Conference Meeting 
World – Conference Meeting World (CMW), 
HQ Magazine, TTG Asia, Meeting Newz

• 	 Partnered with BEA through their Advance 
Program delivering two pieces of content with 
TTG Asia (1 print & 1 digital)

• 	 Earned media outlets: Meetings Newz, TTG 
Asia, CMW, HQ Magazine, TTG Mice

D O M E S T I C 
• 	 Paid activity delivered 30 pieces of content 

for all Domestic (27 digital and 3 print)

• 	 Paid media outlets: Spice, Micenet, CIM, 
Travel Weekly,

• 	 Earned media outlets: B&T, Spice, Travel 
Weekly, CIM, Micenet, E-Turbo News, 
The Conference Shop, Event Organisers, 
Executive PA.

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

D O M E S T I C  T O TA L  AV E 
$ 2 , 1 5 3 , 9 5 4 *

The Business Events Marketing program delivered strong, measurable outcomes this period, driven 
by the successful launch of the refreshed business events website and a targeted mix of paid 
and earned media activity. In its first five months, the website saw a 21% increase in page views, 
171% growth in direct users and page views grew to 3.57, reflecting solid market engagement and 
increased visibility across key audiences.

*To note the reporting metrics for earned and 
paid AVE was revised and adjusted down from the 
previous year’s to better reflect the industry value.
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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. In 2025-26 the partnership saw the adoption 
of the Cairns & Great Barrier Reef Major Events Strategy 2026-2035.  The portfolio of major and 
regional events supported through these partnerships achieved $51 million in overnight visitor 
expenditure and $14.5 million in AVE. 

The inaugural Cairns Rainforest Rumble, encompassing the 2026 Oceania Continental Series Finale, 
was held at the Smithfield Mountain Bike Park on 16-19 April. Supported by TEQ, TTNQ and Cairns 
Regional Council, the AusCycling event featured the downhill and cross-country Olympic finals in the 
series to continue TNQ’s reputation for sporting events and elevate the regions mountain biking.

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  $ 5 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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J U LY  2 0 2 5 S E P T E M B E R  2 0 2 5

O C T O B E R  2 0 2 5 M A R C H  2 0 2 6 

A U G U S T  2 0 2 5

N O V E M B E R  2 0 2 5 

A P R I L  2 0 2 6 J U N E  2 0 2 6 M A Y  2 0 2 6 

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

B E  S O C I A L

S E P T E M B E R  2 0 2 5

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

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

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

C A I R N S  R A I N F O R E S T  R U M B L E 
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  S U P E R  C A R N I V A L 

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

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

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 5 - 2 6  E V E N T S  C A L E N D A R

T A S T I N G  T H E  T R O P I C S
TTNQ developed and launched the region wide Tasting the Tropics initiative in April to celebrate Tropical 
North Queensland’s food, beverage and agritourism experiences. Designed as an annual legacy program, 
the initiative connected producers, restaurants, accommodation providers and event organisers to 
strengthen the region’s food tourism proposition and grow visitation through culinary experiences.
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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 to our industry.  An 
extension of our Federal Government grant 
for International Recovery of $3M over two 
years started in 2025-26 which, along with 
our core funding from Cairns Regional Council 
and matched by our industry, contributed to 
expenditure of $14 million, around half that of 
the previous year.  

The organisation therefore focussed on 
efficiency and delivering the best results 
from each investment, ensure close to 80% 
of all expenditure was going into marketing 
and events to drive demand or support our 
industry, with just 19% for the administration, 
well below the State average for Regional 
Tourism Organisations.  

The contributions by our Local (26%), State 
(14%) and Federal Governments (8%) and these 
were more than matched with 51% of total 
income coming from Cooperative Marketing 
($7.2 million) and Membership income. For 
our local supporter, Cairns Regional Council’s 
investment in TTNQ of $3.75 million, which 
included funds held over from the previous 

financial year, million was matched by a total 
of $7.2 million from industry and $3.2 million 
from the State and Federal Government for a 
total income of $14.2 million.  

Members will note that TTNQ is recording an 
Operating Profit of $181,092 this financial year, 
this comes as a result of retained earnings to 
invest in future Business Event in 2026-27.  The 
team have already secured $22.8M in future 
Business Events for the coming year. 

Following the 2026-27 financial year the 
organisation’s base budget is forecast to 
reduce further as this is the final year of the 
Federal Government International Recovery 
Program ($3M over 2 years). Base funding from 
Cairns Regional Council ($3.5M) and the State 
Government via TEQ ($1.3M) will be matched 
with membership and cooperative marketing 
income, with a forecast income of ~$7M per 
annum, 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 
return on investment the organisation has 
delivered over the past five years.  

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

2 5 - 2 6 2 4 - 2 5

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 1 % 5 7 %

C A I R N S  R E G I O N A L  C O U N C I L 2 6 % 1 1 %

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

F E D E R A L  G O V E R N M E N T 8 % 2 7 %

2 5 - 2 6 2 4 - 2 5

M A R K E T I N G 6 2 % 7 9 %

A D M I N I S T R AT I O N 1 9 % 1 0 %

PA R T N E R S H I P S  &  E V E N T S 	 1 5 % 9 %

I N D U S T R Y  S U P P O R T 4 % 2 %

T T N Q  I N C O M E  2 0 2 5 - 2 6  
( V S  2 0 2 4 - 2 5 )

T T N Q  E X P E N D I T U R E  2 0 2 5 - 2 6  
( V S  2 0 2 4 - 2 5 )
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TTNQ continues to demonstrate our leadership 
in sustainable and regenerative tourism by 
publishing our second annual Sustainability 
Report charting the extensive work we have 
undertaken in 2025 and identifying our priority 
actions for 2026.

Of Tropical North Queensland operators, 
31% hold a certification or accreditation with 
Ecotourism, Sustainable Tourism or EarthCheck 
accredited organisations. During the year, four 
additional TNQ tourism businesses entered the 
Ecotourism Hall of Fame in recognition of more 
than 20 years of continuous certification

The Sustainability Leaders Cluster Group 
maintained its 113 members in 2025-26 with its 
members benefitting from workshops with Cairns 
Regional Council, connections for shared learning 
and resourcing, and support to measure, record 
and utilise their sustainability data.

At least 24% of TTNQ members are measuring 
and offsetting their environmental footprint 
through local conservation initiatives that also 
engage visitors in the Leave Greater story. 
Across the region, 20 members have planted 
more than 6,100 trees as part of restoration 
projects, 38 businesses have contributed 
to local conservation initiatives, and 43 
businesses supported community projects 
through volunteer projects. 

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 fifth year of the annual TNQ Indigenous 
Experience Showcase attracted more than 
50 attendees including 19 operators during 
National Reconciliation Week at The Benson 
Hotel. The mini trade show helped the region’s 
Indigenous operators to connect with key 
industry people including agents, tour desks, 
hotels and potential partners and they met 
TEQ’s new Aboriginal and Partnerships Director 
Gael Duff.

With funding from the State Government’s 
Strategic Indigenous Tourism Program, the 
organisation hosted an operator famil in North 
West Queensland and supported 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 implemented the first phase of its TNQ 
First Nations Experience Marketing Plan to guide 
our activities over the coming years, resulting in 
the higher number of visitors to our region having 
an Indigenous Experience ever recorded, including 
a record 100,000 domestic visitors.

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 5 / 2 6  LT O  /  LTA  N E T W O R K
• 	 Cassowary Coast Tourism (LTO) 

• 	 Cooktown Chamber of Commerce (LTA) 

• 	 Gulf Savannah Development (LTA) 

• 	 Mareeba Shire Tourism (LTO)

• 	 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 (2025-26) - $700,682 

(exceeded target)

• 	 Member retention – 89%

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

• 	 88% were overall satisfied (86% in 2024-25)

• 	 96% found e-comms useful (94% in 2024-25)

• 	 89% satisfaction with advocacy (86% in 2024-
25)

• 	 88% approved the strategic direction (87% in 
2024-25)

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 63 attendees participated across 

four online sessions in July, October, January 
and May.

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 2025-26 membership year closed with a total of 628 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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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 Distribution Essentials 
Workshop - Rydges Esplanade 
Resort

O C T O B E R • 	 Qantas & Jetstar 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 • 	 TTNQ Cruise Essentials 
Workshop - Pullman Cairns 
International

J U N E • 	 My Queensland TNQ Tourism 
Conference - Shangri-La, the 
Marina Cairns

• 	 Hilton Cairns Hotel

• 	 Cruise industry update

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

J U LY • 	 Mexicairns

S E P T E M B E R • 	 James Cook University

N O V E M B E R • 	 Crystalbrook Flynn, Whiskey 
& Wine

D E C E M B E R • 	 Sheraton Grand Mirage 
Resort Port Douglas

F E B R U A R Y • 	 The Benson Hotel

A P R I L • 	 Salt House

J U N E • 	 Shangri-La, the Marina 
Cairns

MEMBER EVENTS

TTNQ also supported LTO/LTA Networking Events in Atherton, Mareeba, Cooktown and Port Douglas.

S A LT  H O U S ET N Q  T O U R I S M 
C O N F E R E N C E

J A M E S  C O O K  U N I V E R S I T Y
Q A N TA S  &  J E T S TA R  T O U R I S M 
E X C E L L E N C E  AWA R D 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  
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
TAFE Queensland North, 
Director of Client and 
Commercial Operations

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

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 
[ U N T I L  N OV E M B E R  2 0 2 5 ] 
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 

J OA N N E  PA R I S I  
[ U N T I L  N OV E M B E R  2 0 2 5 ] 
Parisi Foley Law Pty Ltd

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

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

N I K K I  G I U M E L L I 
[ F R O M  M A R C H  2 0 2 6 ] 
C H A I R  
TAFE Queensland North, 
Director of Client and 
Commercial Operations

J A N I N E  B OW M A K E R  
[ F R O M  N OV E M B E R  2 0 2 5 ] 
Banora International, 
Managing Director

K E U N A  M C I N E R N E Y 
[ F R O M  N OV E M B E R  2 0 2 5 ] 
MacDonnells Law, Associate

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

K R I S T Y  VA R D A N E GA 
TTNQ, Finance & Corporate 
Services Manager 
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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 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

E L E N A  C O R R E D E R A 
D I G I TA L  &  C O N T E N T  S P E C I A L I S T

R E B E C C A  R O J A S  G R E N E R T 
FA M I L S  &  A D M I N I S T R AT I O N 
C O O R D I N AT O R

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

P E R I N A  D R U M M O N D 
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 
 @tropicalnorthqueensland 
 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)


