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Executive Summary

Executive Summary

The Townsville North Queensland tourism and events industry
embraces visitors who come to the region for leisure, business,
events, visiting friends and relatives (VFR) and education. The
industry contributes $2.4M to the region’s economy every day and
supports 4,000 jobs. In line with the Queensland target of doubling
the value of tourism by 2020, the target for the destination is to lift
the value of overnight visitors in the visitor economy from $662M in
2013 to $1.04B in 2020 (an increase of $382M or $54.5M and 5.25%
growth per annum).

Townsville

This Destination Tourism Plan (DTP) was developed in consultation with
industry, Government and the community and sets the short, medium
and long term strategy for the destination including the sub-regions
of Townsville, Hinchinbrook, Burdekin, Charters Towers, Magnetic
Island and Palm Island. The DTP has identified the priority projects and
activities in collaboration with Local Government, Townsville Enterprise
Limited and industry to achieve the long term strategy.
The vision, goals, and targets for the Townsville North Queensland
Region are set out below:

VISION & GOALS

TARGETS

The 2020 vision is:

By 2020 the region will increase expenditure from:

“Townsville North Queensland is recognised as the thriving
heart of Northern Australia, where visitors are immersed in
leisure, learning, business and cultural experiences and
events in the Tropics.”

		
2013			

The vision will be achieved by:
1.

Increasing the value of overnight expenditure to
$1.04B (2020)

$662M

$1.04B

2020

This will be achieved by:
•• Assist in increasing Queensland’s market share of
education visitors by growing our share by 1%.

2. Positioning the destination as a leader in learning
experiences in nature (known as ecotourism)

•• Assist in increasing Queensland’s market share of sports
tourism by growing our share by 4%

3. Leveraging the destinations strengths in business,
education, arts and culture and sports tourism

•• Assist in increasing Queensland’s market share of
business events by growing our share by 3%.

4. Growing awareness and preference of the destination
through promotion of the region’s hero experiences under
the new brand positioning

•• Assist in increasing Queensland’s market share of NSW
and VIC interstate visitors by growing our share by 0.25%
(with remainder of interstate leisure growth at 0.1%).

5. Ensuring that the growth of the visitor economy is in
harmony with the community, the environment and the
destination’s commitment to responsible tourism

•• Assist in increasing Queensland’s market share of
intrastate visitors by growing our share by 0.1%.
•• Assist in increasing Queensland’s market share of Europe
and UK visitors by growing our share by 0.5%.
•• Assist in increasing Queensland’s market share of Asia
business and other purpose of travel visitors by growing
our share by 1.5%.
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The Strand

Tourism and events bring communities across the region together
with a common purpose and contribute to the commitment
to regional economic collaboration between Councils within
the Townsville North Queensland region. Each Council has
recognised the importance of tourism and events in their economic
development plans, and this Plan articulates their shared vision
and links to the State and Commonwealth plans for growing the
visitor economy.

PRIORITIES

ENABLERS OF SUCCESS

The top priorities for the region are listed below. Please note
that the order of these priorities do not indicate importance

Through the collaboration of the partners in the region’s visitor
economy, the following will be achieved:

1.

Develop and promote Magnetic Island as a sustainable
tourism destination and a Hero Experience for the
Townsville North Queensland region

•• Increase stakeholder focus and investment into marketing
of the region under the new brand positioning to raise
awareness of the destination and its hero experiences

2. Positioning the region as a Centre of Excellence for
providing educational, nature based and cultural
tourism experiences

•• Market drive journeys across the region’s wetlands,
outback, Great Barrier Reef islands and rainforest all within
close proximately to an urban centre

3. Develop and promote Townsville North Queensland as one
of Australia’s leading regional centres for arts and culture

•• Improve air access into the region through direct
international flights and increased direct air access from
Australian capital cities

4. Development of a world class Integrated Stadium and
Entertainment Centre
5. Work with TEQ to attract major events, build capacity
within the events industry and develop a bid fund for
event acquisition
6. Attract business events that align to the region’s
Industry Sectors
7. An integrated campaign to target regional Queensland and
Brisbane, promoting events, entertainment, services and
quick escapes, with extensions interstate where possible
8. Facilitate tourism investment into infrastructure and
attractions in the region
9. Develop a region wide Ecotourism plan, including an
Ecotourism Product Opportunity Portfolio

Executive Summary

Tourism industry development is a key strategy to drive regional
economic development and achieve diversification for the North
Queensland region. The DTP is strongly aligned to the North
Queensland Regional Economic Development Plan 2014-2031
and aims to contribute to building a diversified economy and a
preferred lifestyle choice. The DTP also aims to support the goal
of positioning the destination as a commercial hub for Northern
Australia and the Asia Pacific.

•• Leverage the region’s strong industry sectors to grow
business events, sports tourism and international
education groups
•• Attract private and public investment to develop new, and
improve existing tourism and events infrastructure through
tourism oriented planning schemes
•• Develop and maintain strong Government agency and
industry relationships to ensure the destination has an
agreed strategic direction and the priorities of this plan
are implemented
•• The development of new innovative products aligned to the
region’s hero experiences

10. Partner with Townsville Airport Pty Ltd to enhance domestic
and international marketing in key source markets in line
with the Townsville Airport Aviation Strategy
11. Mentor and support businesses to encourage the
introduction of new reef experiences
12. Promote the region to the UK and Europe Youth and
Adventure market to encourage visitation as they travel
along the Queensland Coast
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Acronyms

Acronyms
DTP – Destination Tourism Plan

QTIC – Queensland Tourism Industry Council

TEL – Townsville Enterprise Limited

DTMR – Department of Transport and Main Roads

TEQ – Tourism and Events Queensland

QPWS – Queensland Parks and Wildlife Services

TRA – Tourism Research Australia

BEA – Business Events Australia

IVS – International Visitor Survey

ATEC – Australian Tourism Exchange Council

NVS – National Visitor Survey

DTESB – Department of Tourism, Major Events, Commonwealth
Games and Small Business

STCRC – Sustainable Tourism Cooperative Research Centre
NQEIF – North Queensland Economic and Infrastructure
Framework
TOBMI – Tourism Operators and Businesses Magnetic Island
LGA – Local Government Area
GBR – Great Barrier Reef
CSIRO – Commonwealth Scientific and Industrial Research
Organisation
NRL – National Rugby League
NQ – North Queensland
HTS – Holiday Tracking Survey
TNQ – Tropical North Queensland
FY – Financial Year
VFR – Visiting Friends and Relatives
TFC – Tourism Forecasting Committee
DAE – Deloitte Access Economics
ISEC – Integrated Stadium and Entertainment Centre
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Burdekin Shire

DSDIP – Department of State Development, Infrastructure and
Planning
LTO – Local Tourism Organisation
JCU – James Cook University
TAPL – Townsville Airport Pty Ltd
NPRSR – Department of National Parks, Recreation, Sport and
Racing
VIC – Visitor Information Centre
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Setting the Scene

Setting the Scene

Magnetic Island

What is a Destination Tourism Plan (DTP)?

What is the role of the DTP in the destination?

The Townsville North Queensland visitor economy, embracing visitors for
leisure, visiting friends and relatives, business and education contributes
$2.4M to the region’s economy a day and supports 4,000 jobs.

Tourism is recognised as one of the four pillars of the Queensland
economy and a significant contributor to employment and
the future economic prosperity of the State. The Queensland
Government, through the inaugural DestinationQ Forum in 2012,
acknowledged the fundamental role of the destinations in returning
Queensland to its rightful place as Australia’s pre-eminent tourism
destination. Each destination has its own unique experiences,
opportunities and challenges and therefore each needs to set its
own clear direction.

Through the process of preparing this DTP, Townsville Enterprise Limited
(TEL), as the lead agency for tourism destination management in the
region, has engaged industry and government stakeholders to articulate
a clear and definitive direction for tourism and events towards 2020.
This shared vision for the future highlights the resources required to
create a sustainable and competitive tourism industry in the Townsville
North Queensland region.
For the purpose of this document, the Townsville North Queensland
region, comprising of the Local Government Areas listed below, will be
referred to as ‘the region’.
•• Townsville (including Magnetic Island)
•• Burdekin
•• Hinchinbrook
•• Palm Island
•• Charters Towers

This document sets the short, medium and long term strategy
for the destination including the sub-regions of Townsville,
Hinchinbrook, Burdekin, Charters Towers, Magnetic Island and
Palm Island. The DTP will influence the priority projects and activities
of Local Government, TEL and industry to achieve the long term
strategy.
The 2020 target for the destination is to lift the value of overnight
visitors in the visitor economy from $662M in 2013 to $1.04B in 2020
(an increase of $382M or $54.5M and 5.25% growth per annum).

What are the objectives of a DTP?
•• Develop and implement a best practice plan to attract visitors,
distribute economic benefits to the destination and support a
sustainable tourism industry
•• Outline the value of tourism and events to the wider regional
economy in terms of expenditure, jobs and industries supported
by tourism and events
•• Recognise and build on the unique features of the destination
and its stakeholder needs
•• Identify unique tourism experience, product and event
development opportunities and associated key infrastructure
requirements to meet the needs of consumers
•• Confirm a clear tourism and events marketing strategy and
direction
•• Confirm a clear events strategy and direction
•• Influence policy and legislation to benefit the tourism industry
and to facilitate continual improvement (capacity building)
•• Strengthen environmental management and planning for
future growth
The Strand, Townsville
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Flinders Street

Role of Tourism and Events in the Community

Role of Tourism and Events in the Community
Tourism is a vital part of the diverse economy and community of the Townsville North Queensland region. Figure 1 below provides a range of
economic and community indicators from a variety of sources, presenting the most up-to-date picture available (due to data limitations) of
the contribution of the visitor economy to the region.
Figure 1: Tourism Economic Indicators in the Region

Visitor Expenditure
For the year ending June 2013, domestic overnight visitors in the Townsville region spent $574M and
international overnight visitors spent $88M ($662M) with an additional $202M spent by domestic day visitors
this equates to $864M in total value or $2.4M per day.

$2.4M per day

[Source: Tourism Research Australia – International Visitor Survey, National Visitor Survey]
Note: 2020 Targets do not include expenditure from domestic day visitors

Employment
In 2007-08 tourism directly accounted for 4,000 jobs in Townsville North Queensland, or 3.2% of those
directly employed (122,600 people) in tourism in the State. Retail trade had the largest share of tourism
employment (26%), followed by accommodation (19.3%) and cafes and restaurants (13.6%).

4,000 direct jobs

[Source: STCRC – Regional Economic Contribution of Tourism Destinations in Queensland - published June 2010]

Community Support
71% of residents like the way tourism is developing and 94% of residents agree that festivals and events raise
awareness of the region.

71% community
support

[Source: 2013 Tourism and Events Queensland Townsville North Queensland Brand Health Report]

Economic Importance
In 2013 overnight visitor expenditure contributed $662M to the economy. In 2007-08 (the most recent
economic value model) tourism made a contribution of 2.9% of the region’s economy, compared to 3.7% for
Queensland and 3.0% for the national average.
[Source: Tourism Research Australia – The Economic Importance of Tourism in Australia’s Regions – published April 2011]

$662M
In 2013
2.9% of GRP
(2007-08)

Tax revenue
In 2007-08, net taxes on tourism products arising from tourism consumption in Townsville raised $83M in
federal, state and local government revenues, and were 4.8% of total taxes on tourism products of $1.7 Billion
for Queensland.

$83M in tax

[Source: STCRC – Regional Economic Contribution of Tourism Destinations in Queensland - published June 2010]

Tourism Businesses
There were 2,215 tourism related businesses in Townsville North Queensland as at June 2011, of which 9 in 10
were small businesses with less than 20 employees.

2,215 tourism
businesses

[Source: Tourism Research Australia – Tourism Businesses in Australia June 2009 to June 2011 – published July 2012]

7

Role of Tourism
and Events in the Community
1 Context

Strategic Importance of Tourism and Events
Tourism industry development is a key strategy to drive regional
economic development for the Townsville North Queensland region.
Tourism and events bring communities across the region together
with a common purpose and contribute to the commitment
to regional economic collaboration between Councils within
the Townsville North Queensland region. Each Council has
recognised the importance of tourism and events in their economic
development plans, and this Destination Tourism Plan articulates
their shared vision and links to the State and Commonwealth plans
for growing the visitor economy.
Tourism Australia is committed to an ambitious target of doubling
the value of the visitor economy to the nation by 2020, driven by
growth in inbound travel (particularly from Asia) and supported by
continued growth in the domestic market.
The Queensland Government, through Tourism and Events
Queensland, has adopted a similar target, with the aim of growing
the value of the visitor economy to the State to $30 Billion by
2020 through a range of priority initiatives including growth from
Asia, lifting the quality of the experience to boost yields and
attracting investment in new assets and experiences. In addition,
the Queensland Ecotourism Plan and the Strategic Marketing
Plan provide a clear direction for the State as a leader in quality
experiences targeting higher yielding visitors that appreciate our
environments.
At a regional level, the Department of State Development,
Infrastructure and Planning (DSDIP) working with key regional
stakeholders has developed the North Queensland Economic
and Infrastructure Framework (NQEIF). The NQEIF highlights
the economic potential of the region and a range of economic
development opportunities aimed at encouraging private sector
investment and participation in local business, industry and
infrastructure projects. The NQEIF will inform the completion of the
NQ2031 North Queensland Regional Economic Plan comprising a
shortlist of significant regional projects.
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The North Queensland Regional Economic Development Plan
2014-2031 discusses five key regional themes that will help achieve
the region’s vision of experiencing growth, a diversified economy
and a preferred lifestyle choice. The Plan incorporates tourism as
a key theme in positioning the destination as a commercial hub
for Northern Australia and the Asia Pacific. It is envisaged that this
theme will be achieved through the development of a destination
brand to clearly identify tourism and events in the region and an
Integrated Sports and Entertainment Centre.
The Townsville City Economic Development Plan 2013-17 has
identified the development of tourism precincts as an important
component of Townsville’s four strategies to drive economic
development in the Townsville Local Government Area over the
next five years. The three precincts are Magnetic Island, Townsville
City and Balgal Beach and surrounds. A range of initiatives have
also been identified to progress development of these tourism
destination precincts.
Aligned to the Townsville City Economic Development Plan is
the Magnetic Island Tourism Plan, prepared by the Local Tourism
Organisation (Tourism Operators and Businesses Magnetic Island).
The plan outlines activities required to strengthen visitor services,
infrastructure and the character on Magnetic Island and enhance its
appeal as a local and national destination, targeting new sources
such as ecotourism.
The 2013-2018 Burdekin Shire Economic Development Strategic
Plan identifies maximising regional tourism opportunities as
one of eight key economic devleopment priority areas. While
the Economic Development Strategic Plan recognises that the
Burdekin is not well endowed with iconic tourism attractions,
tourism is still a considerable opportunity area for the region given
its strategic location for self-drive tourists along the Bruce Highway.
International backpacker tourism also provides a key source of
seasonal labour for the region’s sugar and horticultural industries
and benefits the local tourism industry.

The 2010-2014 Hinchinbrook Shire Council Economic Growth
Strategy identifies the key catalyst initiatives to secure long term
employment outcomes that support local sustainability and lifestyle
values. Expanding and developing the region’s tourism industry
is identified as one of the key ways to develop and diversify the
Hinchinbrook Shire economy. Ecotourism and the self-drive market
are seen as the region’s main target marktes.
The Charters Towers Region Economic Development Strategy 20122017 identifies tourism as one of the region’s proven competitive
strengths alongside agriculture, mining and education which form
the basis of the region’s economy. The strategy identifies a major
opportunity for the Charters Towers tourism industry to capitalise
on increased market interest in inland Australia and ‘genuine’
experiences. Encouraging people to visit and experience Charters
Towers is identified as one of seven development priorities for the
region.
The Palm Island Economic Development Plan provides a
clear outline of Local Government vision for future economic/
commercial activity, identifying tourism as a key area for potential
future economic and commercial development. The Island’s key
stakeholders identified a strong preference for ‘eco’ product to
align with the region’s nature based attractions. Support services/
infrastructure have been identified which would assist
in the development of a tourism industry on Palm Island.
A common theme across all of these strategies is the importance
of ecotourism to every community across the region. Ecotourism
is more than just tourism in well preserved environments (see
Figure 2 below), ecotourism involves interpretation that leads to
understanding of natural and cultural landscapes. The region is
uniquely placed with both the research and education institutions
and the natural and cultural landscapes to be a leader in this
area. The role of this DTP in realising the potential for tourism
industry development in 2020 is in prioritising the next steps and
highlighting the importance of the visitor economy within the overall
context of regional planning and development.

Role of Tourism and Events in the Community

The Strand, Townsville

Figure 2. Ecotourism, Nature-based tourism and Sustainable Tourism

SUSTAINABLE
TOURISM

NATURE-BASED
TOURISM

ECOTOURISM

Encompasses a spectrum of
nature based activities that
foster visitor appreciation
and understanding of natural
and cultural heritage and are
managed to be economically and
socially sustainable
Any sustainable tourism activity or
experience that relates to the natural
environment, whether for relaxation,
discovery or adventure

The drive to make every tourism business
and traveller ecologically and culturally
sensitive by building environmental
awareness and practice into all aspects of
the travel product and its consumption
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About the Destination
The Townsville North Queensland region consists of five Local
Government Areas (see Figure 3):

About the Destination

•• Townsville (including Magnetic Island)
•• Burdekin
•• Hinchinbrook
•• Palm Island
•• Charters Towers
The main population centre of Townsville acts as a regional
business and industry hub, with tourism and events leveraging off
the region’s strong economic base and high community amenity.
The neighbouring Hinchinbrook and Burdekin Shires are highly
productive agricultural areas with economies built around sugar and
other primary industries. Visitation to these areas is predominantly
driven through nature based product, with seasonal employment
opportunities in agriculture another key driver.
The inland Charters Towers Local Government Authority, has a solid
heritage and war history-based tourism economy linking to the
region’s gold mining history is a key industry alongside the area’s
current mining, beef cattle, and rural education sectors. Charters
Towers is authentically outback Australia, while remaining highly
accessible with stunning heritage streetscapes.
While Palm Island LGA and the island groups of the Great Barrier
Reef has yet to develop a significant holiday related tourism
industry, the Islands are home to many striking natural assets and a
rich, authentic Indigenous culture.
In the year ending 30 June 2013, the region was host to:
•• 888,000 domestic visitors
•• 3,841,000 domestic nights
•• 114,000 international visitors
•• 1,732,000 international nights
Overnight visitor expenditure in 2013 was around $662M (TEQ,
2013a). In order to meet the region’s share of the Queensland target
of increasing overnight visitor expenditure to $30 billion in 2020,
the region’s visitor expenditure is required to grow to $1.04 Billion .
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Townsville

Destination Vision
“Townsville North Queensland is recognised as the
thriving heart of Northern Australia, where visitors
are immersed in leisure, learning, business and
cultural experiences and events in the Tropics.”
The region will be positioned as a centre of excellence for
educational, nature based and cultural tourism experiences (known
as ecotourism) located within and in close proximity to a thriving
urban centre supported by globally respected education and
research institutions and a modern city. Corporate, sporting and
leisure events throughout the region will be used as catalysts to
leverage local tourism products and attractions to increase visitors
length of stay and expenditure.

Destination Brand
A destination brand has been developed to clearly identify the
tourism positioning of the region and what the region stands for
from a consumer perspective.
‘Immerse Yourself in Hands-on Learning about Nature in the
Tropics’ has been identified as the destination brand positioning
which leverages off the strength the region has as a Centre of
Excellence for a range of industries including the educational
centre for the Great Barrier Reef. Figure 3 below explains the
attributes of this positioning.’

NORTHERN TERRITORY

HINCHINBROOK

PALM
ISLAND
MAGNETIC
ISLAND

TOWNSVILLE

About the Destination

TOWNSVILLE NORTH
QUEENSLAND
REGION

BURDEKIN

CHARTERS
TOWERS

SOUTH
AUSTRALIA

NEW SOUTH WALES
Figure 3: The Region
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Townsville North Queensland Brand

Charters Towers

Townsville North Queensland Brand
Townsville North Queensland, Alive with curiosity, represents the
region as a whole and captures Townsville North Queensland’s
incredible diversity and uniqueness. It was created in consultation
with the local tourism and events operators, local governments and
other stakeholders to be used in all future marketing and promotion
of the region.
The brand personality is a direct reflection of Townsville North
Queensland’s unique culture and subsequently, what visitors
experience when they travel there. The brand personality shines
through in every word and image that is used to represent
Townsville North Queensland to the world.
Born from the core brand promise of ‘Immerse yourself in handson learning about nature in the tropics’, the brand gives people a

ENERGETIC
EXCITING
IMMERSIVE
NATURAL
THE TROPICS
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feeling of why they should holiday in Townsville North Queensland.
Townsville North Queensland is engaging, enriching, warm and
friendly. The region is surprising, immersive and teaches visitors
something new. Most of all, Townsville North Queensland gives
visitors a feeling of invigoration and delight - of being alive.
The brand will be used in ongoing communication through all
tourism and events marketing campaigns into the future and
Townsville Enterprise Limited and Tourism and Events Queensland
welcomes and encourages stakeholder use of the brand through
the marketing of the region.
To find out more, download your Brand Toolkit, which includes your
Brand Operator Manual, logos, fonts, images and links to our social
media assets. Visit www.townsvilleenterprise.com.au

LEARNING
SURPRISING
RICH AND ENGAGING
INTERESTING
WEALTH OF ATTRACTIONS

Destination Hero Experiences and Themes
Hero Experiences are those moments that change the way our visitors think and feel, and help to differentiate a destination from its
competitors. An overview of the region’s Hero Experiences and key themes are provided below
Figure 5: The Region’s Hero Experiences
Hero Experience

Description

Key Supporting Themes/products

Great Barrier
Reef Centre of
Excellence

Experience one of the many world leading conservation
and research programs that protect and preserve the
World Heritage listed Great Barrier Reef (GBR) and
understand why it is the world’s best managed and
presented reef environment.

•• Tours, snorkelling and diving
•• Reef HQ Aquarium National Education Centre
of the GBR
•• GBR Marine Park Authority
•• Australian Institute of Marine Science
•• James Cook University Marine Science Department
•• Townsville Reef Guardian Townsville City Council’s,
‘Eye on the Reef’ Program
•• CSIRO

Eventful Life in
the Tropics*

There is never a dull moment in Townsville North
Queensland - be entertained all year round through
an array of music festivals, sporting events, culinary
fiestas and carnivals that celebrate the Aussie lifestyle.

••
••
••
••
••
••
••
••
••
••
••
••
••
••
••
••

Magnetic Island –
a special place in
nature

Located just 8km off the coast of Townsville, Magnetic
Island is the perfect tropical escape and offers an
experience like no other Great Barrier Reef Island. With
23 beaches and bays, Magnetic Island has the natural
beauty and serentiy of untouched paradise in a vibrant
and thriving community of 2,000 residents.

•• Largest colony of wild koalas living in Northern Australia
•• Great Barrier Reef Island experience with 2,000
passionate locals part of a thriving tropical community
•• Two thirds National Park and over 25km of walking
tracks with a strong focus on environmental
sustainablility
•• Wide variety of accommodation options available from 5
star hotels through to backpacker accommodation and
holiday houses
•• Magnetic Island is supported by other special places in
nature throughout the region including:
•• Hinchinbrook Island
•• Orpheus Island
•• Wet Tropics World Heritage listed area, bird
sanctuary, diverse wildlife
•• Fishing – inland and coastal
•• Wallaman Falls - largest single drop waterfall in the
Southern Hemisphere
•• Outback landscapes

Accessibility to and on the island is easy with over 18
ferries to and from Townsville every day and topless cars,
four wheel drives and sedans available to hire on the
island, along with public transport.
Supported by other special places in nature in the region,
Magnetic Island is two thirds National Park where you can
discover intimate and personal natural encounters on a
road less travelled.
See koalas in the wild on Magnetic Island, find the elusive
platypus at Paluma, discover the abundant birds in the
Tropics wetlands, hike the magnificent Thorsborne Trail
and discover secluded GBR islands and beaches.
Culture and
Heritage

As one of Australia’s largest regional centres for
arts, culture and heritage in the tropics, visitors can
experience engaging and immersive events such as the
Strand Ephemera and Australian Festival of Chamber
Music as well as the nationally acclaimed galleries and
civic theatre. Visitors will also experience the region’s
rich history, stemming from pioneering settlement, the
days of the gold rush, military and maritime history,
agricultural heritage and the stories shared by local
Indigenous people.

••
••
••
••
••
••
••
••
••
••
••
••
••
••
••
••

Destination Hero Experiences and Themes

Australian Festival of Chamber Music
Townsville 500 Supercars
Groovin the Moo
Glencore Greek Fest
Australian Italian Festival
Goldfield Ashes
SeaLink Magnetic Island Race Week Yacht Regatta
10 Days in the Towers
Australian Hand Cane Cutting Championships
Pub with no Beer Re-enactment
Burdekin Water Festival
NRL NQ Cowboys Games
Troy Dunn PBR Invitational Rodeo
Townsville Fashion Festival
Adventurethon
Paluma Push

Charters Towers
Military and War History Tours
Zara Clark Museum
Venus Gold Battery
Maritime Museum
Museum of Tropical Queensland
National Trust Heritage Centre
Ravenswood
Strand Ephemera
Perc Tucker Regional Gallery
Pinnacles Gallery
Umbrella Gallery
Townsville Civic Theatre
National trust properties
Heritage Festival
Indigenous expereinces
•• Mungalla Aboriginal Tours
•• Palm Island

*The list of key supporting themes/products for ‘Eventful Life in the Tropics’ is not exhaustive
and only provide an example of the extensive calendar of events from across the region.
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Destination Tourism Perceptions

Destination Tourism Perceptions

Magnetic Island

Visitor Perceptions

Community Perceptions

The 2013 Townsville North Queensland Brand Health Check
revealed that the region is best known for being a place where
consumers can feel relaxed, have the freedom to be who they want
to be, feel like one of the locals, reflect and recharge at their own
pace and leave the cares of the world behind. While the perceptions
of consumers align well with the destination’s attributes, it positions
the region in consumers minds as offering similar experiences
to Mackay, Southern Queensland Country and Northern New
South Wales. A clear brand distinction, leveraging the education
and ecotourism potential of the region is needed to differentiate
the region.

Building stronger consumer loyalty goes hand-in-hand with
stronger consumer commitment and consumer advocacy.

One in ten Queenslanders aren’t aware of any reasons to visit
the region and Townsville North Queensland does not appear in
the consideration set. There is a great opportunity to increase the
number of people who would consider taking a holiday in the region
by increasing awareness of the destination’s Hero Experiences and
iconic products. Research also indicated that the region only has a
small foundation of consumers emotionally loyal to the destination.
As shown in Figure six, the region has not succeeded in lifting brand
equity since 2009, with the Brand Equity Index (BEI) averaging 1.0,
trailing destinations such as Tropical North Queensland (1.9), Gold
Coast (2.3) and Sunshine Coast (1.8).
Source: 2013 Tourism and Events Queensland Townsville North Queensland Brand
Health Report

71% of residents like the way tourism is developing
94% of residents agree that festivals and events attract tourists and
raise awareness of the region
Townsville is the largest city and epicentre of Northern Australia.
Young at heart with more than half of its 230,000 residents under
the age 45, most having lived in the area for 20 years or less.
Townsville locals are much more positive about tourism than the
average Queenslander. They have greater contact with tourists
(92% compared with QLD 78%) and even though residents like the
way tourism is developing in their Region (71% compared with QLD
59%), they feel the region should do more to attract tourists (69%
compared with QLD 45%). Across the region, residents are more
likely to feel the community benefits of tourism than the average
Queenslander.
i Source – Queensland Regional Profile for Townsville City Local Government Area,
Government Statistician, Queensland Treasury and Trade.

Figure 7: Community Perceptions of Tourism in the region
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90%
80%

Figure 6: Townsville North Queensland Brand Equity
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Townsville North Queensland

Queensland

Lifting Awareness and Preference

Destination Tourism Perceptions

Townsville

The region has solid awareness amongst Queensland consumers
(78%) which means the brand is getting noticed by some, however
there is potential to strengthen how well Queenslanders know the
region by broadening their knowledge of what is on offer.

The Roy Morgan Research Holiday Tracking Survey (HTS) asks
survey respondents to identify destinations across Australia that
they have a ‘preference’ for visiting, that they have an ‘intention’ to
visit and those they have ‘visited’. Analysis shows that there is a
clear correlation between the amount of influential marketing and
publicity a destination generates and its ‘preference’, as well as a
direct correlation between the level of visitation and a destination’s
‘preference’. Increasing the level of influential communications
increases ‘preference’ and higher level of preference flow-on to
higher visitation.

Preference for the destination has been in decline since 2004
(which follows the Queensland trend) with lifts in preference
corresponding with lifts in visitation over the period. These gains
however have not been sustained.

Preference

Visitation

Oct12-Sep13

Mar13-Feb14

May12-Apr13

Dec11-Nov12

Jul11-Jun12

Feb11-Jan12

Apr10-Mar11

Sep10-Aug11

Nov09-Oct10

Jun09-May10

Aug08-Jul09

Jan09-Dec09

Oct07-Sep08

Mar08-Feb09

May07-Apr08

Jul06-Jun07

Dec06-Nov07

Feb06-Jan07

Sep05-Aug06

0
Apr05-Mar06

0%
Nov04-Oct05

5

Jun04-May05

1%

Aug03-Jul04

10

Jan04-Dec04

2%

Oct02-Sep03

15

Mar03-Feb04

3%

May02-Apr03

20

Jul01-Jun02

4%

Dec01-Nov02

25

Feb01-Jan02

5%

Apr00-Mar01

30

Sep00-Aug01

6%

Marketing and PR Value ($ millions)

Figure 8: Destination Preference and Visitation against marketing and PR value

Marketing and PR Value
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Competitor Analysis

Hinchinbrook

Competitor Analysis

From a domestic standpoint, the region has a set of key direct
competitors including Tropical North Queensland (TNQ),
Whitsundays, Brisbane, Outback Queensland and Darwin. In Figure
9 each competitor has been assessed against the region, based
on visitation and expenditure as well as Hero Experiences, which
identify the region’s competitive advantage. The region’s key
differentiation revolves around the authenticity of local experiences,
in regards to GBR research and education, military, and mining
history and heritage. Where the region can effectively communicate
its points of differentiation, the large pool of visitors drawn to TNQ
becomes an important source market for the region.
TNQ and Whitsundays are mature tourism destinations with well
established awareness and core infrastructure to support the
natural assets they offer. In order to differentiate the region, but still
represent the outstanding natural environment, the region’s key

identifying feature is the authentic, laid back Australian lifestyle and
the immersive, engaging hands-on learning opportunities available.
Whitsundays currently receives less visitors than the region,
however expenditure into the Whitsundays is significantly more.
There is a great opportunity for the region to increase expenditure
from the current visitation to boost the economic impact from
tourism.
Business events is a key sector for the region. As the region’s
main competitor in this space, Brisbane offers regular air access
from major capital cities and advanced facillities to host a range
of business events. Corporate Social Responsibility programs and
itineraries have been developed, aligning to the Hero Experiences
and brand positioning, to differentiate and attract the business
events market to the region.

Figure 9: Competitor Analysis

Indicator

TNQ

Townsville North
Queensland

The Whitsundays

Brisbane

Outback

Darwin

Domestic
Overnight

1,645,000

888,000

473,000

5,104,000

433,000

523,000

International
Overnight

709,000

112,000

181,000

992,000

20,000

141,000

Total Visitors

2,354,000

1,001,552

654,000

6,096,000

453,000

665,000

$2,586

$662

$705

$4,866

$264

$856

Expenditure ($m)

Hero Experiences •• Great Barrier
Reef
•• The world’s
oldest
tropical
rainforest
•• Aboriginal
and Torres
strait islander
people
•• Tropical
lifestyle and
culture
Source: 2013 Tourism Australia NVS and IVS
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•• Great
Barrier Reef
Centre For
Excellence
•• Special
Places in
Nature
•• History and
Heritage
•• Eventful life
in the Tropics

•• Diverse
Island
Paradise
•• Sailing,
Flying,
Snorkelling
and Diving
•• Iconic
Landscapes
in the heart
of the Great
Barrier Reef
•• Airlie Beach
and Mainland

•• Vibrant,
relaxed,
urban
outdoor
lifestyle
•• Events and
Culture

•• Heritage and
Locals
•• Dinosaurs
•• Outback
Adventures

•• Timeless
Landscape
•• Nature at
and Endless
your doorstep
Sky
bursting with
colour and
life

Where Are We Now?

Burdekin

Domestic Visitors and Nights

Year ending June
Total

Total

Where Are We Now?

The volatility of domestic visitors to Townsville can be seen in the
table below. In a positive sign, the number of visitors for FY 2013
was greater than the five year average. In further positive news,
the number of nights spent in the region by domestic visitors has
increased significantly. Despite the volatility, in the last two financial
years almost one million additional visitor nights have been added
to the region.
2004

2005

2006

2007

2008

2009

2010

2011

2012

2013

Visitors

857,000

965,000

828,000

1,055,000

969,000

894,000

820,000

779,000

996,000

888,000

Annual
Change

-

12.6%

-14.2%

27.4%

-8.2%

-7.7%

-8.3%

-5.0%

27.9%

-10.8%

Nights

3,057,000

3,521,000

3,141,000

4,331,000

3,580,000

2,995,000

3,471,000

2,878,000

3,484,000

3,841,000

Annual
Change

-

15.2%

-10.8%

37.9%

-17.3%

-16.3%

15.9%

-17.1%

21.1%

10.2%

Source: 2013 Tourism Australia NVS and IVS

Domestic Visitors Purpose of Travel
Within these overall numbers for visitors and visitor nights, greater
consistency becomes evident in the purpose of travel. In the table
below, the share of visitors travelling to the Townsville region for
either Holiday or VFR purposes, has remained reasonably constant
despite the overall gyrations. Both have maintained an average
share of one third of total visitors. Until recently, the remaining third
had been a combination of both Business and Other travel. As can
be seen below however, this has changed in recent years with a
decline in the actual number of Business visitors as well as in their
share of total visitors.
Year ending June
Holiday

VFR

Business

2004

2005

2006

2007

2008

2009

2010

2011

2012

2013

Visitors

299,000

269,000

303,000

357,000

365,000

278,000

258,000

258,000

313,000

307,000

Annual
Change

-

-10.0%

12.6%

17.8%

2.2%

-23.8%

-7.2%

0.0%

21.3%

-1.9%

Share of
Total

34.9%

27.9%

36.6%

33.8%

37.7%

31.1%

31.5%

33.1%

31.4%

34.6%

Visitors

273,000

301,000

257,000

330,000

310,000

248,000

220,000

269,000

330,000

290,000

Annual
Change

-

10.3%

-14.6%

28.4%

-6.1%

-20.0%

-11.3%

22.3%

22.7%

-12.1%

Share of
Total

31.9%

31.2%

31.0%

31.3%

32.0%

27.7%

26.8%

34.5%

33.1%

32.7%

Visitors

220,000

275,000

235,000

299,000

246,000

287,000

234,000

188,000

267,000

187,000

Annual
Change

-

25.0%

-14.5%

27.2%

-17.7%

16.7%

-18.5%

-19.7%

42.0%

-30.0%

Share of
Total

25.7%

28.5%

28.4%

28.3%

25.4%

32.1%

28.5%

24.1%

26.8%

21.1%

Source: 2013 Tourism Australia NVS and IVS
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Domestic Visitor Nights Purpose of Travel
The purpose of travel in visitor nights also shows some stability,
however rather than a constant, this stability shows an upward
trend in the number of visitor nights for both Holiday and VFR. In the
last two years, both Holiday and VFR visitors have added over half
a million nights to the region and together now account for 76.8% of
all visitor nights. By contrast, Business visitor nights have shown a
decline over time and now account for 13.6% of visitor nights.
The growth in Holiday visitors and particularly the growth in Holiday
visitor nights indicates momentum and further opportunity. The
Year ending June
Holiday

VFR

Where Are We Now?

Business

disproportionate growth in visitor nights also suggests that this
market presents a great opportunity to improve overall yield within
the region.
A similar opportunity is apparent through VFR with comparable
results in the growth of visitors and visitor nights. Though the yield
on VFR is usually much lower than Holiday visitors, a cost efficient
and carefully crafted and targeted local campaign could provide low
cost gains. The transfer to Townsville last year of a whole battalion
of the Australian Army offers a great opportunity to trial inexpensive
VFR initiatives.

2004

2005

2006

2007

2008

2009

2010

2011

2012

2013

Nights

917,000

1,157,000

1,279,000

1,596,000

1,396,000

826,000

1,156,000

851,000

1,067,000

1,397,000

Annual
Change

-

26.2%

10.5%

24.8%

-12.5%

-40.8%

40.0%

-26.4%

25.4%

30.9%

Share of
Total

30.0%

32.9%

40.7%

36.9%

39.0%

27.6%

33.3%

29.6%

30.6%

36.4%

Nights

1,203,000

1,066,000

1,018,000

1,497,000

1,183,000

1,140,000

1,039,000

980,000

1,390,000

1,550,000

Annual
Change

-

-11.4%

-4.5%

47.1%

-21.0%

-3.6%

-8.9%

-5.7%

41.8%

11.5%

Share of
Total

39.4%

30.3%

32.4%

34.6%

33.0%

38.1%

29.9%

34.1%

39.9%

40.4%

Nights

544,000

911,000

711,000

859,000

862,000

721,000

862,000

775,000

614,000

523,000

Annual
Change

-

67.5%

-22.0%

20.8%

0.3%

-16.4%

19.6%

-10.1%

-20.8%

-14.8%

Share of
Total

17.8%

25.9%

22.6%

19.8%

24.1%

24.1%

24.8%

26.9%

17.6%

13.6%

Source: 2013 Tourism Australia NVS and IVS

Domestic Market Breakdown Purpose of Travel

greater number of direct flights.

In considering the purpose of travel by domestic source market,
the behavioural differences between markets becomes apparent.
In the table below, Brisbane is shown as an important source
market with 18.4% of all visitors to the region. Though with 12.7%
of holiday visitors to Townsville and 33.2% of business visitors,
Brisbane’s contribution as a source market to Townsville has a
heavier business emphasis. Regional Queensland’s role as a source
of visitors to Townsville is opposite that of Brisbane with a much
stronger representation in Holiday visitors and less in Business
visitors. In overall terms, intrastate source markets dominate with
78.5% of all domestic visitors. Whilst interstate source markets
make up the balance, their impact is diluted due to smaller
individual results with wide geographic dispersal.

The destination for most VFR and Business visitors has been
predetermined to a large degree by the nature of the visitors travel
motivation. As their friend/relative or business activity is already
located in a specific region, a much more focussed strategy is
required. The target market becomes residents of Townsville
and the strategy is to give them the idea, the reasons, and the
motivation to invite friends, relatives and business colleagues to
Townsville.

To develop a balanced portfolio of markets, a greater diversity of
domestic markets would dilute the current reliance on intrastate
markets. Both New South Wales and Victoria offer some potential,
however it is off a low base which limits specific data. In the table
below, New South Wales has the largest share with an even
distribution across Holiday, VFR and Business visitors as well as a

Market Share of Purpose
Holiday

VFR

Business

FY 2013

Business visitor nights peaked in FY 2009 at more than 720,000
nights, however since then the cyclical nature of other industries
has reduced this by 27.5%.

Brisbane

Reg Qld

Qld

Sydney

Reg NSW

NSW

Melb.

Reg Vic

Vic

Interstate

12.7%

67.4%

80.1%

3.6%

5.2%

9.1%

5.2%

1.6%

6.8%

19.9%

9.1%

69.1%

78.3%

4.2%

6.0%

10.2%

4.3%

3.1%

7.4%

21.6%

FY 2013

21.0%

55.9%

76.9%

2.4%

7.2%

9.7%

3.1%

1.7%

4.8%

22.8%

5 Year Avg

15.1%

62.6%

77.6%

5.0%

6.3%

11.2%

3.9%

1.5%

5.6%

22.4%

FY 2013

33.2%

42.2%

75.9%

9.6%

n/p

9.6%

9.1%

1.6%

10.7%

24.1%

5 Year Avg

24.9%

56.7%

81.7%

5.8%

n/p

8.1%

n/p

n/p

6.5%

18.2%

Brisbane

Reg Qld

Qld

Sydney

Reg NSW

NSW

Melb.

Reg Vic

Vic

Interstate

FY 2013

18.4%

60.1%

78.5%

4.1%

5.0%

9.0%

5.0%

2.0%

7.0%

21.5%

5 Year Avg

15.8%

64.1%

79.9%

4.6%

4.8%

9.3%

4.3%

1.8%

6.1%

20.1%

Source: 2013 Tourism Australia NVS and IVS
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Business visitors made up 21.1% of domestic visitors to Townsville
during FY 2012. The five year average was 26.9%, however since
2009, business visitors have declined 34.9%, mostly due to the
volatility of intrastate business visitors.

5 Year Avg

Market Share of Total
Total

Business

Hinchinbrook

International Visitors and Nights

Year ending June
Total
Total

Visitors

Where Are We Now?

In the table below, despite a protracted period of decline, the data
for the year ended June 2013 indicates that the total number of
international visitors to Townsville increased 4.5%. Interestingly
the total number of international visitor nights to Townsville
has increased significantly over the last five years, indicating a
substantial increase in the average length of stay for international
visitors to Townsville.
2006

2007

2008

2009

2010

2011

2012

2013

135,000

138,000

147,000

148,000

140,000

123,000

109,000

114,000

Annual Change

-

2.2%

6.2%

1.0%

-5.6%

-12.3%

-10.8%

4.5%

Nights

1,015,000

1,445,000

1,358,000

1,240,000

1,533,000

1,446,000

1,119,000

1,732,000

Annual Change

-

42.4%

-6.0%

-8.7%

23.7%

-5.7%

-22.6%

54.8%

Source: 2013 Tourism Australia NVS and IVS

International Visitors Purpose of Travel
The main purposes of travel for international visitors to Townsville
was Holiday and VFR. These two accounted for 91.5% of all visitors
to June 2013. The four years prior to 2013 showed a consistent
decline in both Holiday and VFR visitors, though while the share of
total visitors for Holiday visitors declined, VFR remained relatively
stable. Though specific visitor numbers for other purposes were too
small to publish, in several areas there was sufficient information to
provide a sense of direction. For example there are signs of growth
in those international visitors travelling to the region for education,
particularly from the USA. The number of visitors travelling on
Working Holiday Visas has also increased, particularly from
Europe, however the overall numbers remain below the
publishable threshold.
Year ending June
Holiday

VFR

Visitors

2006

2007

2008

2009

2010

2011

2012

2013

113,000

115,000

122,000

120,000

112,000

96,000

84,000

91,000

Annual Change

-

2.3%

5.5%

-1.4%

-6.7%

-14.5%

-11.9%

7.7%

Share of Total

83.4%

83.5%

83.0%

81.0%

80.1%

78.1%

77.3%

79.6%

Visitors

15,000

16,000

14,000

19,000

18,000

16,000

17,000

14,000

3.3%

-10.5%

31.5%

-4.0%

-9.9%

3.3%

-18.6%

11.5%

9.7%

12.6%

12.9%

13.2%

15.3%

11.9%

Annual Change
Share of Total

-

Source: 2013 Tourism Australia NVS and IVS
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Townsville

International Visitor Nights Purpose of Travel
Where Are We Now?

Though visitor numbers have declined across Holiday and VFR, the
number of visitor nights for both purposes increased significantly
over the last five years, particularly in the last twelve months.
While specific numbers for visitors on Working Holiday Visas
are unavailable, these long stay visitors contributed a significant
number of holiday visitor nights to the Townsville region in FY
2013. This may have been an isolated spike however as there was
a similar loss of holiday visitor nights in southern Queensland
during the year due to floods and the subsequent loss of seasonal
work opportunities.
Year ending June

2006

2007

2008

2009

2010

2011

2012

2013

440,000

550,000

512,000

601,000

588,000

494,000

424,000

749,000

Annual Change

-

25.1%

-6.9%

17.3%

-2.1%

-16.0%

-14.2%

76.7%

Share of Total

43.3%

38.1%

37.7%

48.4%

38.4%

34.2%

37.9%

43.2%
358,000

Holiday

Nights

VFR

Nights

168,000

260,000

252,000

210,000

287,000

316,000

270,000

Annual Change

-

54.3%

-2.9%

-16.8%

36.8%

10.1%

-14.7%

32.6%

Share of Total

16.6%

18.0%

18.6%

16.9%

18.7%

21.9%

24.1%

20.6%

Source: 2013 Tourism Australia NVS and IVS

International Market Breakdown Purpose of Travel
Travellers from Europe dominate international visitors to Townsville,
making up 69.5% of all visitors and 81.1% of holiday visitors. New
Zealand comprises 8.2% of all international visitors, however with
their large proportion of business and VFR, they contribute only
5.2% of international holiday visitors to the region. Visitors from Asia
remain below the sample size threshold, however they represent
approximately 4% of holiday visitors.
Market Share of Purpose
Holiday

VFR

UK

Germany

Oth Europe

USA

NZ

Asia

FY 2013

24.2%

21.1%

35.8%

3.8%

5.2%

4.1%

5 Year Avg

25.6%

19.1%

34.1%

4.7%

4.6%

3.4%

FY 2013

21.7%

2.4%

9.5%

9.7%

16.6%

17.4%

5 Year Avg

20.8%

4.4%

12.5%

10.0%

22.0%

14.1%

UK

Germany

Oth Europe

USA

NZ

Asia

FY 2013

22.2%

17.6%

29.7%

6.7%

8.2%

7.2%

5 Year Avg

23.4%

15.8%

29.6%

6.8%

8.3%

6.3%

Market Share of Total
Total

Source: 2013 Tourism Australia NVS and IVS
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Where Will We Be in 2020?
Vision

Target Markets

“Townsville North Queensland is recognised as the
thriving heart of Northern Australia, where visitors
are immersed in leisure, learning, business and
cultural experiences and events in the Tropics.”
Goals

Primary:

Increase the value of overnight expenditure to the visitor
economy from $662M (2013) to $1.04B (2020)

•• Intrastate Connectors (primarily families) in Brisbane and
regional Queensland
•• National Business Events and Conventions targeting PCOs
and associations with head offices in Brisbane
•• International Study Tours (US, UK, Asia)

2. Position the destination as a leader in learning experiences in
nature (known as ecotourism) supporting growth in both the
domestic and international market
3. Leverage the destinations strengths in business, education,
arts and culture and sports tourism
4. Grow awareness and preference of the destination (leading
to visitation) through integrated marketing activities across all
mediums through promotion of the regions Hero Experiences
under the new brand positioning by both industry and the
tourism organisations
5. Ensure that the growth of the visitor economy is in harmony
with the community, the environment and the destination’s
commitment to responsible tourism.

Where Will We Be in 2020?

1.

The market mix required to achieve the 2020 targets (see Table
10 below) is built on growing the strength of the intrastate market
through VFR, events and niche markets (see over page) but also
looks to lift the region’s share of emerging international markets.
If the 2020 targets are to be reached it requires a lift in volume
and expenditure per person in the region which means lifting the
number of experiences each visitor engages in.

Secondary:
•• Interstate Connectors (primarily families) in Melbourne
and Sydney
•• Cruise and military ships
•• International: UK, Europe, Youth and Adventure (backpacker)
•• International Leisure and Business visitors from New Zealand
•• International Business and Travel for a Purpose from Asia,
leveraging Sister City and broader economic alliances
•• Leisure visitors from Darwin
Emerging target markets:
•• International: China, Japan

Figure 10: Contribution to 2020 Targets
SUMMARY
Market Segment

Additional
Visitor Nights

Additional Expenditure
(estimated)

% contribution to
2020 Target

$ Contribution to
2020 Target

1,300,000

$236,300,634

62%

$649,580,634

Domestic
Intrastate
Interstate
TOTAL DOMESTIC

900,000

$84,562,562

23%

$245,282,562

2,200,000

$320,863,197

86%

$894,863,197

International
United States

66,569

$6,064,291

1%

$14,761,115

New Zealand

59,086

$5,382,630

1%

$13,101,882

United Kingdom

142,557

$12,986,621

3%

$31,610,788

Europe

173,902

$15,842,039

4%

$38,561,173

Asia

119,532

$10,889,052

3%

$26,505,086

Remaining International

111,943

$10,197,716

2%

$24,822,304

TOTAL INTERNATIONAL

673,588

$61,362,349

14%

$149,362,349

$382,225,545

100%

$1,044,225,545

Total Visitors

2,873,588
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Growth Market Opportunities
Through the DTP process the region has identified seven growth
markets that have the potential to make the biggest contribution
to the 2020 targets (domestically and internationally). Figure 11
below shows the current value and potential contribution of these
markets, identified because of their alignment to the CSIRO
Megatrends (see over), global trends in these markets and Statewide identification of their potential identified documents such as
the Queensland Ecotourism Plan (see following pages).
Currently, the region relies heavily on visitors from regional
Queensland (60.1% of domestic visitors). While this market is
predicted to have the largest contribution to the 2020 value,
the opportunity remains in growing interstate and international
markets who have higher spend per day. The 2013 Townsville North
Queensland Visitor Perception Survey revealed that while there is a
78% awareness level of the region from across

Where Will We Be in 2020?

Queensland, it also revealed the significant opportunity to lift
awareness of what is on offer in the region in order to extract more
yield from this and other markets.

The region’s brand promise of being ‘Alive with Curiosity’ presents
an opportunity to increase awareness in new markets such as
Education, Events including Business Events, as well as looking to
value-add to business travel already occurring into the region along
with other ‘Travel for a purpose’ segments. Fundamentally, the
region needs to lift its marketing and PR value to raise awareness
of the destination offering and increase the range of value-added
products and services available to lift spend per person (including a
reef trip and new tour products).
Growing international markets are vital to help the region reach its
2020 targets. This includes growth the base of existing markets
such as international drive market and backpackers, International
Study Groups (this high yielding niche continues to grow out of the
US) as well as leveraging existing relationships being established in
Asia for trade, investment and Sister Cities to build the international
market. The majority of the international growth will come from
partnerships and alliances between tourism, education, trade and
investment along with efforts to increase the representation of
Townsville product internationally and reinstating products such as
a reef trip.

Figure 11: Potential Growth Markets for the region towards 2020
Market

2020 Growth Strategy

Current Value
(2013)

% of QLD
Share (2013)

2020 Value

Contribution
to 2020 Target

1. Education

Assist in increasing Queensland’s market
share of education visitors by growing our
share by 1%.

$39,116,657

10%

$63,152,337

6%

2. Sports Tourism

Assist in increasing Queensland’s market
share of sports tourism by growing our
share by 4%.

$16,315,677

7%

$37,107,189

4%

3. Business Events

Assist in increasing Queensland’s market
share of business events by growing our
share by 3%.

$113,910,426

5%

$266,668,219

26%

4. Interstate Leisure

Assist in increasing Queensland’s market
share of NSW and VIC interstate visitors by
growing our share by 0.25% (with remainder
of interstate leisure growth at 0.1%).

$48,213,833

3%

$72,888,767

7%

5. Intrastate Leisure

Assist in increasing Queensland’s market
share of intrastate visitors by growing our
share by 0.1%.

$91,535,138

5%

$131,993,547

13%

6. International
Leisure

Assist in increasing Queensland’s market
share of Europe and UK visitors by growing
our share by 0.5%.

$44,733,791

16%

$91,241,637

9%

7. Travel for a
Purpose

Assist in increasing Queensland’s market
share of Asia business and other purpose
of travel visitors by growing our share by
1.5%.

$11,282,322

3%

$35,390,186

3%

$698,441,822

67%

TOTAL CONTRIBUTION TO 2020 TARGET
CONTRIBUTION FROM REMAINING VISITORS (AT TFC GROWTH)
ACTUAL 2020 TARGET

$345,562,571

33%

$1,044,004,453

100%

The target has been set for Queensland to double visitor expenditure by 2020 and Townsville North Queensland will need to be focused on
growing key markets that will not only increase the destination’s share of visitation and expenditure, but will grow Queensland as a whole.
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Tourism Megatrends
While we work towards meeting and exceeding the region’s targets, we must consider external factors
which will contribute towards success. CSIRO (2013) has identified seven Megatrends which will shape
the Queensland tourism sector over the next 20 years. The individual Megatrends and their interactions
between each other will have significant implications for the region’s tourism industry.

Megatrend

Description

Implications for the Region

The Orient
Express

The world economy will significantly change over coming
decades. Rapid income growth within emerging economies
will create new markets and new sources of competition.
Major growth opportunities are associated with attracting
new tourists from the developing Asia region and ensuring
Queensland is a differentiated and aspirational destination for
domestic and international travellers.

As the developing Asia region brings return visitors, the region
may be able to be included in the consideration set for this
market. Operators in the region will need to better understand
the needs of this market and develop their business to
accommodate them. While Asia is not a large market for the
region, it is a long term development opportunity, with growth
potential in business and events supported by domestic flight
connectivity from key international airports.

A Natural
Advantage

Global biodiversity and natural habitats are disappearing at
alarming rates. Those areas of remaining pristine natural
habitats are of increasing value. As the world’s population
grows and becomes increasingly urbanised, tourists will be
drawn to nature based experiences. Queensland’s natural
assets will become an increasingly important drawcard for
locals and visitors alike.

The region is set to benefit from its abundant and well
protected natural assets, as biodiversity and pristine natural
assets become more scarce globally. The key challenge
remains to leverage the region’s assets to attract visitation,
given the more established nature tourism regions along the
Queensland coast. The region’s natural beauty is underpinned
in the Brand Positioning Statement and should be reflected in
all marketing and promotion.

Great
Expectations

As incomes grow, people shift their discretionary expenditure
towards experiences as opposed to products. The experiences
future tourists will seek will be ‘authentic’ to the destination and
its people, personalised and often involve social interaction
and emotional connection.

The region has identified Hero Experiences that will match the
expectation of future visitors. There is an opportunity to work
with the tourism industry to embrace the Hero Experiences and
understand how to market the experiences they are providing
for visitors, rather than their product.

Bolts from the
Blue

Sudden and hard to predict events such as extreme weather
and infectious disease outbreaks have greater likelihood in a
world with a changed climate, antimicrobial drug resistance
and increased human mobility. When combined with the
growing importance of safety perceptions, these events will
have both positive and negative impacts on Queensland
tourism expenditure depending on where they occur in the
world and the perceptions potential travellers have regarding
their impacts.

The region has a reputation as a safe destination in regards
to infectious disease outbreaks and crime, however negative
publicity around weather events may impact consumer travel
decisions, particularly during the shoulder period. Care must
be taken in order to promote and maintain visitor safety,
particularly around natural assets. Cyclones are a key risk
factor with the capacity to impact visitation significantly. Should
natural disasters happen, the region needs to be able to react
quickly to limit the loss of visitation by communicating the
status of natural attractions and access.

Digital
Whispers

In the digital age, models of human communication and
decision making are changing over time. Information flows
much more rapidly and via widely distributed channels. The
perceived credibility of information sources is also changing.
The online world has created new risks and opportunities for
the tourism sector.

New communications provide a key opportunity for the
region to raise its profile as an authentic Australian tourism
destination through strong online reviews /recommendations.
All regional campaigns and projects will have a digital element.
Digital Development opportunities should continue for
operators to improve their online presence.

On The Move

People are becoming increasingly mobile. While leisure
remains a strong motivator for travel, people are travelling
further and more frequently for many reasons including trade,
business, events, conferences, education and health care.
Technological advances in the transport sector, particularly
aviation, will enable the continued rise in mobility as people are
able to move greater distances faster.

The region can further leverage its existing business,
education and health care sectors to generate increased
visitation. Convenient aviation access both nationally and
internationally is the key challenge in order to capitalise on
these opportunities. Conversely the region risks losing its share
of key intrastate visitation as broader national and international
destinations become more accessible.

The Lucky
Country

Queensland and Australia have travelled through the financial
turbulence of the last decade exceptionally well compared to
many other wealthy countries. Australia and Queensland are
expensive destinations. Local tourism operators face higher
costs than many overseas competitors.

The destination and the tourism operators in the region must
ensure that value for money is portrayed through marketing
and also delivered on the ground by operators to ensure the
region continues to be affected by this Megatrend.

Where Will We Be in 2020?

The main implications of each Megatrend for the region is considered in Figure 12.

Paluma Range National Park
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Ecotourism as a driver of the future

Consumer Segmentation

The Queensland Ecotourism Plan works towards achieving the
below identified vision by 2020:

TEQ’s extensive research into the domestic market has defined six
market segments based on visitor needs and wants giving valuable
insight into consumers’ emotional connection to what they expect
from a holiday.

‘Queensland is Australia’s number one ecotourism destination and
recognised as a world leader in ecotourism’.
In order to achieve this vision, the following strategies have been
identified in the Plan to be implemented across the State:
1.

Deliver world class experiences

2. Facilitate product development and innovation
3. Raise the profile of Queensland’s ecotourism experiences
4. Foster thriving operators
5. Embrace a partnership approach between industry and
government

Where Will We Be in 2020?

These strategic priorities have been considered and are reflected in
this document in order to align with other destinations across the
State to achieve the Ecotourism vision. A major initiative moving
forward for the region is to work with industry operators and
government to identify opportunities for marketing, investment
and development of world class ecotourism experiences in order
to raise the profile of the region. This will involve the development
of a region wide Ecotourism plan, including an Ecotourism
Product Opportunity Portfolio. Ecotourism product is an important
component of the offering in the region, identified through the
Hero Experiences and brand positioning. The region will continue to
promote and develop this sector to grow visitation and expenditure.

Connectors – Connectors see holidays as a chance to connect
with people they care most about. They will often subordinate
their own preferences in terms of activities to ensure everyone
has a good time.
Social Funseekers - Social Fun-seekers look for lots of activity
and plenty of people to share the fun with. They’re always
seeking new destinations, and will often look overseas.
Self Discoverers - When they holiday, Self Discoverers seek
out meaningful experiences. It’s about journeys of discovery,
enrichment of the self and an improved sense of well-being.
Unwinders - Unwinders don’t like to travel too far. Holidays are
about catching their breath, feeling calm and peaceful, and
gaining perspective.
Stylish Travellers - Stylish Travellers seek out holidays that
reflect their high achievements, and are the segment most
likely to travel overseas. They look for unique and exotic
holiday experiences that make them feel discerning, stylish
and successful.
Active Explorers - Active Explorers want to be challenged by a
holiday and love to explore and take part in adventure activities
such as bushwalking, sailing, scuba diving, horseriding and
surfing. For Active Explorers, holidays are all about pushing
their own personal boundaries and feeling alive.

Connectors have been identified as Townsville North Queensland’s
primary target market as their needs and wants are best suited to
the experiences and products of Townsville North Queensland.
They are a valuable target market as they represent a sizable group
of Australians whose holiday needs, wants and preferences suit
the region’s holiday experience. Through identifying this target
market the Townsville North Queensland tourism industry can
tailor campaigns and messaging to better engage with potential
holiday makers and strengthen the region’s competitive advantage.
The habits, travel patterns and holiday preferences of Connectors
are tracked continuously through studies such as Roy Morgan
Research’s Holiday Tracking Survey. This monitoring of Connectors
confirms that they are a strong, measurable, sizable and stable
target market.
The consumer segmentation based on the consumer’s emotional
connection to what they expect from a holiday is then overlayed
with more traditional geographic and trip purpose classifications to
identify targeted source markets
to attract to Townsville North Queensland.
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Townsville

Reaching the 2020 targets will impact the region in various ways.
Some of the key growth implications are considered below:
Access: Improved access will be required to service the projected
increases in visitor numbers with a focus on the reinstatement
of international services through Townsville Airport and further
expansion of direct connectivity to Australian capital cities.
Road infrastructure will not be dramatically impacted, however
focal points such as Wallaman Falls will require forecast market
demand reviews. The dispersal of visitors within Townsville North
Queensland may require development of transport options from
Townsville to regional centres.
Accommodation: Forecasts of required accommodation under
the 2020 targets and implied occupancy levels based on 2010
supply are provided in Figure 13. The forecasts suggest that the
region has sufficient existing capacity to service the projected
increase in demand, though the projected occupancy of over
80% in 2020 suggests that additional supply will be required
to service any further visitor growth. Seasonality must also be
taken into consideration and focus should be around increasing
visitation during the region’s shoulder periods, and any growth in
accommodation should be targeted towards higher-end and niche
markets such as caravan and camping.
Figure 14: Townsville North Queensland region Accommodation
Demand and Supply

Attractions: The projected visitation and expenditure increase will
require a significant marketing investment to promote current
attractions and increase visitation dispersal throughout the region.
Stakeholders will need to attract private and public investment to
develop new and improve existing tourism infrastructure to suit the
needs of the target markets and to reflect the brand positioning and
Hero Experiences of the region.

Where Will We Be in 2020?

Growth Implications

Community: While there will need to be an acceptance of increased
visitation to the region, the 2020 target increases are not of a
scale to cause any major change in community identity or amenity.
Effectively communicating the benefits of increased visitation is key
to ensuring ongoing community support.
Workforce: Deloitte Access Economics (DAE, 2012) estimates
suggest that reaching 2020 targets would require labour force
growth of around 2.2% per annum, with the majority of the labour
required being low skilled. While the region’s historical population
growth would suggest this is attainable, labour force constraints
may become a key issue depending on the distribution of the
increased visitation.
Other Infrastructure: The projected increase in visitation particularly
from international selfdrive markets (NZ, UK, Europe) will generate
significantly higher usage of community infrastructure e.g
Townsville’s Strand, regional campgrounds, etc). New infrastructure
such as the proposed integrated stadium and entertainment centre
in Townsville will be required in order to facilitate the increased
visitation, length of stay and expenditure . The development of
additional infrastructure will also encourage an increase in the
average length of stay, resulting in a higher yield from visitors.

Year

Rooms

Occupancy rate Under 2020 Target Forecasts

2010 Available

2,960

-

2010 Required

1,840

62.2%

2015 Required

2,170

73.3%

2020 Required

2,470

83.4%

Source (Delloitte Access Report, 2012)
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What are the Top Opportunities and Challenges for the Region?

What are the Top Opportunities and
Challenges for the Region?

Burdekin

Top Opportunities
•• Increase stakeholder focus and investment into the marketing
of the region under the new brand positioning to raise
awareness of the destination and its Hero Experiences.
•• Improve air access into the region through direct international
flights and increased direct air access from Australian capital
cities
•• Leverage the region’s strong industry sectors to grow business
events and international education groups
•• Attract private and public investment to develop new, and
improve existing tourism and events infrastructure
•• Market drive journeys across the region’s wetlands, outback,
Great Barrier Reef islands and rainforest all within close
proximately to an urban centre

Top Challenges
•• Lack of funding to market the region and create and encourage
a positive and desirable destination perception to stand apart
from competitors
•• Lack of adequate infrastructure to accommodate large scale
business and leisure events
•• Poor international air access and modest access from major
domestic centres
•• Low awareness level of the range of regional attractions and
experiences leading to a lower yield from current visitation
•• Limited support available for product development including
indigenous experiences

Paluma Range National Park
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Top Priority Actions for the Region

Townsville

Top Priority Actions for the Region

The following priorities have been identified through the
consultation process and reflect those activities with the greatest
potential to deliver on the vision, the goals and the potential growth
markets to drive the region towards the 2020 target
(see page 22): Please note that the numbers beside the Priorities
below are for reference only and do not indicate importance
Priority
1.	Positioning the region as a Centre of Excellence for providing educational, nature
based and cultural tourism experiences
2.	Development of a world class Integrated Stadium and Entertainment Centre (ISEC)
in Townsville’s CBD.
3.	Attract business events that align to the region’s Industry Sectors
4.	Work with TEQ to attract major events, build capacity within the events industry
and develop a bid fund for event acquisition.
5.	An integrated campaign to target regional Queensland and Brisbane, promoting
events, entertainment, services and quick escapes, with extensions interstate
where possible
6.	Develop and promote Townsville North Queensland as one of Australia’s leading
regional centres for arts and culture
7.	Develop and promote Magnetic Island as a sustainable tourism destination and a
hero experience for the Townsville North Queensland region
8.	Facilitate tourism investment into infrastructure and attractions in the region
9.	Develop a region wide Ecotourism plan, including an Ecotourism Product
Opportunity Portfolio
10.	Partner with Townsville Airport Pty Ltd to enhance domestic and international
marketing in key source markets in line with the Townsville Airport
Aviation Strategy.
11.	Mentor and support businesses to encourage the introduction of
new reef experiences
12.	Promote the region to the UK and Europe Youth and Adventure market to
encourage visitation as they travel along the Queensland Coast
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What are the Destination Strategies?

What are the Destination Strategies?
Throughout the consultation process with the region’s
stakeholders, a number of priority strategies have been identified
which align to the 20 Year Tourism Plan and address the identified
opportunities and challenges.
Timings:
Short term – 12 months
Medicum term – 12 months – 4 years
Long term – 4 – 6 years
Please note the bold in Responsibillity and Timing indicates the lead
agency to facilitate the strategy and its actions
Please note that the numbers beside the strategies are for reference
only and do not indicate priority.
Responsible Agency Acronyms
TEL – Townsville Enterprise Limited
TA – Tourism Australia
TEQ – Tourism and Events Queensland
QTIC – Queensland Tourism Industry Council
DTMR – Department of Transport and Main Roads
QPWS – Queensland Parks and Wildlife Services
BEA – Business Events Australia
ATEC – Australian Tourism Exchange Council
DTESB – Department of Tourism, Major Events, Commonwealth
Games and Small Business
DSDIP – Department of State Development, Infrastructure and
Planning
LTO – Local Tourism Organisation
JCU – James Cook University
TAPL – Townsville Airport Pty Ltd
NPRSR – Department of National Parks, Recreation, Sport and
Racing
VIC – Visitor Information Centre
TOBMI – Tourism Operators and Businesses Magnetic Island

28

The Strand, Townsville

Priority strategies
Strategy

Why

1 Strong Partnerships
1.1 Develop and maintain strong Government
agency and industry body relationships to
ensure strategic direction of the destination
aligns to broader State and National plans,
strategies and budget cycles

Strengthen advocacy and representation of the region to ensure maximum marketing and
development opportunities are communicated and realised.

1.2 Better package the region’s products
for ready markets such as tourism, events,
education and cruise related visitation

Event packages will allow consumers to not only visit the region for an event, but
experience a range of activities resulting in increased length of stay and expenditure.
As key niche markets for the region, education and cruise will continue to provide increased
visitation.

What are the Destination Strategies?

By developing packages, tourism operators can benefit by maximising opportunities while
these visitors are here and increase yield.

2. Balanced Portfolio of Markets
2.1 Increase visitation from regional
Queensland and Brisbane for events,
entertainment, services and quick escapes

The region is heavily reliant on the intrastate market with 78.5% of domestic visitors sourced
from this market. Marketing and development activities need to concentrate on maintaining
and growing this market, both from regional Queensland and Brisbane.
This strategy also aligns to the region’s Eventful Life in the Tropics Hero Experience.

2.2 Leverage the destinations positioning as
a regional, state and national sporting hub
to grow the sporting events market

As a regular host of regional, state and national sporting events (including televised rugby
league and basketball matches) there is great potential to increase visitation from this
market by bringing more sporting events to the Townsville North Queensland region

2.3 Grow the region’s market share of
international groups for hands-on learning
experiences with a focus on Universities in
US and Asia

The region has positioned itself as a destination of excellence for study abroad with
teaching and learning delivered by high standard, experiential learning facilitators.

2.4 Leverage the region’s strong business
and corporate sector to grow national
business events and conventions targeting
PCOs and associations with head offices in
Brisbane

Brisbane is the region’s largest market for business travellers outside of regional
Queensland. There is an opportunity to extend the stay and expenditure of this high yield
market by packaging business events with tourism.

2.5 Increase interstate leisure visitation by
promoting the region under the new brand
positioning

21.5% of visitors to Townsville North Queensland are from interstate. This important market
provides an opportunity to increase visitation and grow awareness from Victoria and New
South Wales

2.6 Increase awareness and visitation
from New Zealand from the leisure market
primarily through trade, business and the
education sector.

New Zealand makes up 8.2% of the region’s international visitation and is more accessible
due to its proximity. Holiday visitors make up 5.2% of international visitation, while the
remainder is made up of education and business travellers.

2.7 Increase the region’s share of the
growing market from Asia, primarily from
the leisure market through promotion
of reef access as well as through trade,
business and education sectors.

The region is poised to offer a significant trade and investment gateway for Asia, as
identified in the NQ Economic Development Plan (2014-2031). The tourism sector will play a
key role in the success of this initiative.

Universities provide the opportunity for group bookings that are higher yield. The groups
are attracted to the region’s Hero experiences including the Great Barrier Reef Centre of
Excellence.

The Corporate Social Responsibility itineraries are aligned to the region’s brand positioning
and Hero Experiences and offer a point of difference for the region to attract the business
events market.

2.8 Grow the region’s share of UK and
Youth travel is a growing segment and both TNQ and Whitsundays are actively pursuing
Europe Youth and Adventure market as they growth in these markets, self-drive visitors will travel through the region by need to be
travel along the Queensland Coast
encouraged to stay.
2.9 Attract major events to the region during
the shoulder seasons.

Securing major events during the shoulder season will increase visitation and lengthen
the tourism period in the region. This strategy will also raise the profile and strengthen the
brand positioning in the region’s key target markets.
This strategy aligns with the Hero Experience of Eventful Life in the Tropics.
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Strategy

Why

What are the Destination Strategies?

3. Nature and Culture
3.1 Progress the development and promotion
of infrastructure, events and experiences
within the arts and culture industry in
Townsville North Queensland.

The arts and culture industry in Townsville North Queensland delivers products, events
and experiences that drive visitation. Townsville is well positioned to be recognised as
Australia’s regional leader of arts and culture in the Tropics and the development and
promotion of this industry will promote a mature and sophisticated region that will support
an increase in visitation

3.2 Promote existing natural assets in the
region with a focus on Magnetic Island
and work with operators to build industry
capacity

The promotion of natural assets with a focus of Magnetic Island as a Hero Experience
will help to build a key differentiator for the region and will support the region’s brand
positioning and Hero Experiences in order to deliver competitive strength.

3.3 Encourage more businesses in the
region to adopt environmental accreditation
to boost the regions profile as a leader in
corporate social responsibility and as a
leader in environmental tourism.

Increasingly the consumer, particularly cruise, corporate and conference organisers, are
seeking certified environmentally responsible businesses and environmentally friendly
experience for their clients.

3.4 Support the introduction and
development of reef experiences.

The Great Barrier Reef offers a competitive advantage for the region against other regions
of Australia, however this is undermined by the lack of a reef operator.

This strategy will address the Megatrend of Natural Advantage.

4. Investment and Access
4.1 Advocate for funding and investment into This strategy strongly aligns with the Townsville City Council Economic Development Plan
an Integrated Stadium and Entertainment
and CBD Master Plan. The development of this infrastructure will attract priority source
Centre (ISEC).
markets by providing a venue for large scale business, sport and entertainment events.
Townsville is in danger of losing licences for national sporting teams due to a lack of
facilities.
Business visitation is a strong sector for the region’s tourism industry and the development
of the stadium will provide opportunities to target new and larger conferences. This strategy
will help the region to address the identified ‘On the Move’ Megatrend as people become
more mobile and travel for many reasons other than leisure.
4.2 Stimulate investor confidence in
Townsville North Queensland as a desirable
destination for investment into new and
renewed tourism assets

For Townsville North Queensland to maintain its competitiveness as a destination,
it requires an increase in investment and reinvestment in its product base. Investor
confidence can be enhanced by raising awareness of the tourism investment potential of
the destination through a clear demonstration of its pro-investment outlook and investment
ready opportunities. In Destination Success:
The 20-Year Plan for Queensland Tourism, investor confidence is identified as a key
strategic direction for attention under the “Grow investment and access” theme.

4.3 Work with NPRSR and industry
stakeholders to develop a region wide
Ecotourism Plan to identify opportunities for
investment and commercial application. The
focus areas will be: Magnetic Island, Palm
Island Wallaman Falls, Wongaloo, Cape
Pallarenda and the Town Common.

The development of tourism access, infrastructure and experiences in national parks
aligns with the tourism industry Megatrend of ‘A Natural Advantage’ where consumers
are seeking nature based experiences due to the disappearance of the world’s ecological
habitats.

Identify and facilitate opportunities for
investment into new ecotourism product in
and adjacent to protected areas. Key focus
will concentrate on Magnetic Island, Palm
Island Wallaman Falls, Wongaloo, Cape
Pallarenda and Town Common.
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The conservation, sustainable management and preservation of natural assets are
important aspects of competitiveness in the global tourism market.

Strategy

Why

4.4 Support Townsville Airport in the
attraction of new aviation routes into
Townsville.

Improved access will be required to service the projected increases in visitor numbers to
reach 2020 targets. International flights and increased direct air access from Australian
capital cities will be required to accommodate the additional visitors.

4.5 Provide access to Wallaman Falls and
This strategy will support the region’s Hero Experience of ‘Special Places in Nature’ and
Mount Fox as key nature based experiences enable the region to develop product that meets visitor expectations. Maximising tourism
in the Wet Tropics.
opportunities by improving access to Wallaman Falls and Mount Fox will also deliver on key
strategies outlined in the Queensland Ecotourism Plan.
The Townsville-Port-Urban-Waterfront Master Plan is a vision for transforming waterfront
lands located in interface areas between the City and Port from former industrial work
sites into vibrant, accessible and appealing destinations for the community that celebrate
the strong historical maritime values of the area and integrates with the City’s adjoining
community, tourism, retail and entertainment precincts.
The lands examined in this Master Plan are key waterfront sites and include areas in:
•• Ross River;

What are the Destination Strategies?

4.6 Support the Port of Townsville in the
progression of the Townsville-Port-UrbanWaterfront Master Plan.

•• Ross Creek East;
•• Ross Creek West;
•• Upper Ross Creek; and
•• Breakwater Marina.
These areas are landmark waterfront sites located in the city-port interface, offering a
unique opportunity for development and the extension, enhancement and connectivity
of Townsville’s public domain network (particularly in relation to the Ross Creek and Ross
River waterfronts).
An opportunity exists to re-connect the Ross Creek waterway to the Townsville Central
Business District and reinforce and consolidate the role of Ross Creek as a Mixed Use
Precinct including residential, commercial, tourism and supporting retail activities.
The Ross River site will reinforce and consolidate the River’s role as a major leisure and
parkland precinct, creating a vital recreational marine asset to Townsville’s open space
network.
The progression of the activities in this plan will also enhance the cruise/military passenger
experience which is a focus for Townsville North Queensland since the completion of the
$85million investment in the Wharf 10 and Quayside Terminal specifically to attract this
market.
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5. Iconic Experiences
5.1 Promote the region’s Hero Experiences
listed below through marketing and
development and under the new brand
positioning.

The Hero Experiences differentiate the region from its key competitors. Consistent use
of Hero Experiences by industry and stakeholders will increase awareness and visitor
perceptions of the destination.
This strategy is aligned with the ‘Great Expectations’ and ‘Lucky Country’ Megatrends.

•• History and Heritage
•• Great Barrier Reef Centre of Excellence
•• Magnetic Island – a Special Place in
Nature

What are the Destination Strategies?

•• Eventful Life in the Tropics
5.2 Work with management agencies and
industry to re-establish a day reef trip from
Townsville to service leisure, corporate and
educational groups, including international
visitors.

The Great Barrier Reef is one of Queensland’s best known attractions, whilst the region
does offer small scale snorkelling/diving day trips and live aboard cruises it is lacking
options to service and facilitate large scale snorkelling/diving day trips. A Marine Parks
permit is in place and active to enable such a large scale commercial tourism operation
but the region requires support to establish a viable business model and to promote and
package the experiences it would offer.

5.3 Develop Indigenous ecotourism
experiences to increase visitation to the
region.

This strategy strongly aligns with the Queensland Ecotourism Plan. The development of
Indigenous ecotourism experiences aligns to the History and Heritage Hero Experience.

5.4 Drive greater regional dispersal through
marketing of key regional experiences to
the drive tourism and youth travel markets
through various touring routes such as the
Great Tropical Drive and Overlanders Way

The drive market is incredibly important for the region and working with local touring routes
will help to increase awareness of the destination to this market.

A focus on the development of Indigenous eco experiences will assist Indigenous
communities both economically and socially.

This strategy will help to grow and maintain visitation to this market and increase dispersal
throughout the region to raise expenditure.

6. Quality, Great Service and Innovation
6.1 Educate the community and businesses
in the region to recognise the benefits of
tourism.

This strategy will improve community perceptions of the tourism industry and increase the
quality of the consumer experience. Building partnerships between the tourism industry
and the broader community is essential to building a sustainable community.
A highly educated and engaged local community will increase visitation from the VFR and
business market.

6.2 Develop best practice and innovative
digital marketing campaigns.

Invest in marketing and development activities that competitively position the region at the
forefront of digital and social marketing trends.

6.3 Build the reputation of the destination
with trade partners by delivering quality
products and services through industry
development programs such as domestic
and international ready, better business
practice, service delivery, digital ready and
crisis management.

Advance the tourism industry so that it is connected and efficient, doing business better
and reaching more consumers to increase visitation and expenditure. This strategy aligns
with the Megatrend of ‘Digital Whispers’ and reacts to the current digital age, where models
of human communication and decision making are evolving.
This strategy also reflects the ‘Great Expectations’ Megatrend, to ensure consumers are
receiving quality experiences in the region. Megatrend ‘Bolts from the Blue’ will also be
addressed through Crisis Management.
The region’s tourism industry needs to be technologically smart, connected and efficient,
doing business better and reaching consumers in innovative ways in order to provide
quality experiences for consumers.

6.4 Review and develop the long term
strategy of Visitor Services in the region.
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One of the most significant global trends influencing tourism performance is the
distribution of information. Tourism and Events Queensland and Townsville Enterprise
Limited are currently undertaking a review of visitor services from a State and local
perspective. The region needs to develop an innovative approach to providing visitor
services in the region and to do so, must develop a strategy that will address the needs of
visitors.

Tier Two Strategies

Townsville

Tier Two Strategies

In addition to the priority strategies outlined in this document, a number of Tier Two strategies have been identified which will continue to
assist increasing tourism growth in Townsville North Queensland.

Strong Partnerships
Develop and encourage advocacy within the local tourism industry and between operators
Foster strong community relationships to advocate the importance and need for an Integrated Stadium and Entertainment Centre
Identify key Public Private Partnership infrastructure projects that help to sustain ongoing economic growth in the region
Partner with the Defence industry to promote Townsville North Queensland

Balanced Portfolio of Markets
Maintain, develop and grow partnerships within the cruise industry
Develop strong partnerships with neighbouring RTOs to increase awareness and maximise benefits
Develop and promote a cluster of tourist parks to target the regional drive market
Target the Darwin leisure and business events market, capitalising on the direct flights to Townsville
Identify and grow the domestic education market by promoting educational tourism to domestic universities

Nature and Culture
Grow niche markets including mountain biking, fishing, camping, bird watching and four wheel driving to leverage the region’s natural
assets
Connecting Great Barrier Reef islands for an overall reef experience
Develop nature based events to attract visitation and raise awareness of our natural attractions

Investment and Access
Identify the gaps in infrastructure to allow adequate Internet access for operators
Acknowledge the importance of Wickham Street in the connectivity of the Townsville CBD
Strengthen Magnetic Island product and infrastructure by completing the Magnetic Island/Nelly Island Precinct Project
Work with DECEMAG on the development of Townsville Motorsport Precinct

Quality, Great Service and Innovation
Work with industry to ensure the region delivers quality experiences with a high standard of service, showcasing the region lifestyle
Continue to advocate to industry the importance of offering free Wifi to enhance the visitor experience within the region
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