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Tourism Whitsundays acknowledges the Gia, Ngaro, 
Juru, Jangga and Birriah people, the Traditional 
Custodians of the beautiful Whitsundays region, 
and recognise their ongoing connections to land, 

sea and community. We pay our respect to
Elders past, present and emerging.
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OUR VISION
To collaborate with stakeholders and community to position The Whitsundays 
region as the globally recognised Great Barrier Reef destination.

OUR MISSION
To drive economic growth and sustainability of the tourism industry by increasing 
the visitor economy through marketing, advocacy and industry development.

OUR GOAL 
To increase The Whitsundays overnight visitor expenditure to $2.1b in line with the 
2032 Queensland Tourism Strategy.

Tourism Whitsundays Limited (TW) is a not-for-profit marketing organisation tasked to 
market The Whitsundays as a whole, support industry with product development and 
deliver visitor services. 

TW’s core funding is provided by Tourism and Events Queensland (Queensland 
Government) and the Whitsunday Regional Council. The organisation’s focus is to 
increase visitation and length of stay and drive dispersal throughout Airlie Beach, Bowen, 
Collinsville, Islands, Proserpine and everywhere in between, with the outcome being an 
increase in visitor expenditure.

A LITTLE BIT ABOUT THE ORGANISATION

WHO ARE WE
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2022/23 brought with it open borders and free movement, 
making it our first year of restriction-free operations in The 
Whitsundays in three years. The year’s positive results were 
overwhelming and highlighted the importance of our intrastate 
and interstate visitors as the international market was slow to return.

The value of a holiday to the domestic traveller remained high in the 2022/23 financial 
year, giving The Whitsundays a bump up on the domestic traveller’s list. As international 
airfares remained high and capacity limited, holidaymakers sought the overseas experience 
without overseas travel. Throughout this year, the awareness of The Whitsundays in the 
domestic market continued to increase. The region continued to build on its status as an 
iconic Great Barrier Reef destination.

Tourism Whitsundays’ marketing activities drove visitation from key local, intrastate and 
interstate markets. The latest National and International Visitor Survey (NVS and IVS) data, 
year ending June 2023, shows The Whitsundays delivered $1.3 billion in overnight visitor 
expenditure (OVE). This OVE is a 150% increase on our pre-COVID numbers of $860 million, 
an incredible result. The total spend per visitor increased to $1,724, with the average length 
of stay also increasing by one night to 5.5 nights. These numbers, impressive as they are, 
don’t necessarily flow onto all operators within The Whitsundays; some operators are still 
struggling without a strong international market.

The international market has slowly started to return to The Whitsundays. For the year 
ending June 2023, there were 68,000 international visitors to The Whitsundays; of 
those, 65,000 were holiday visitors. The highest international visitation was from our key 
international markets: the UK, Europe and Northern US. The year ahead will bring more 
international travellers and a more stable international market. While this market has been 
slower than expected to return, 2023/24 will see a significant increase in international 
travellers.

The year ahead for Tourism Whitsundays will see our team continue to advocate for 
our industry, highlighting The Whitsundays’ struggle with long-term accommodation, 
infrastructure, land-based experiences, skills and labour shortages and sustainable funding. 
Through marketing and publicity activations, our team will continue to build the region’s 
profile for our intrastate, interstate and international markets and look to the digital 
enhancement of our website to continue to drive sales to our members.

On behalf of the Board and the Tourism Whitsundays team, thank you to our members, 
the wider industry and our financial partners for all your support in 2022/23. The team at 
Tourism Whitsundays, whom I consider the best in class, will continue to advocate and help 
drive our industry into a successful future.

Regards, 
Rick and Julie.

A MESSAGE FROM 
OUR CHAIR AND CHIEF 
EXECUTIVE OFFICER

Annual Report 2022/2023
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The Tourism Whitsundays Board consists of a maximum of 11 directors, made up of seven 
elected directors and up to four invited directors. 

The intended purpose of giving the Board scope to invite up to four directors is to identify 
specialist Board members such as an accountant, governance specialist or simply vital 
stakeholders from the tourism industry if the Board deems it necessary. 

Chair, Julie Telford,  
Elected Representative from 

youth sector

Arpad Romandy, Elected 
Representative from island 

resorts sector

Mayor Julie Hall, Whitsunday 
Regional Council 

Deputy Chair, Craig Turner, 
Elected Representative from 

tour and transport sector

Daniel Gschwind, Invited 
Representative

Secretary, Crystal Lacey, 
Elected Representative from any 

sector of the tourism industry

Greg McKinnon, Elected 
Representative from 

accommodation sector

Matt Boileau, Elected 
Representative from any 

sector of the tourism industry

Treasurer, Trevor Rees, 
Elected Representative from 

marine sector

Jenn Honnery, Invited 
Representative

Tom Young, Invited 
Representative

A big thank you to outgoing board 
member Kate Purdie who resigned 
during this financial year, for her 
service to the Tourism Whitsundays 
Board.

OUR BOARD OF DIRECTORS
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OUR TEAM

Rick Hamilton,  
Chief Executive Officer

Aimee Cameron,  
Executive Assistant

Jessica McDiarmid, Digital 
Marketing Specialist

Laura Knipe, Marketing 
Manager

Ben Summers,  
Digital and Marketing 

Coordinator

Dea Huvonen, Visitor 
Services Manager

Paige Moore, Finance and 
Operations Manager

Alyssa Turner, Brand and 
Marketing Executive 

Bec Timmins, Member 
Services and Marketing 

Coordinator

Suzy Bohan,  
Trade Manager

Cait Fleming, Publicity and 
Communications Executive

Thank you to outgoing team 
members:

- Alison Rosemond

- Donna van ‘t Hoff

- Nele Graebs

Annual Report 2022/2023
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The Wonders of The Whitsundays campaign ran from January – March, in 
response to the industry’s need periods. The campaign employed a broad 
spectrum of creative media, which included hyper-targeted Xaxis digital 
display, Facebook and Instagram paid social, out-of-home activity (billboards 
and street furniture), an influencer partnership executed and amplified with 
Mammamia, radio, Spotify, Google Ads and TikTok activity. 

The campaign’s objective was to ensure The Whitsundays remained front of 
mind for domestic travellers, therefore boosting destination consideration and 
growing the number of visitors to The Whitsundays to increase expenditure. 
The creative took on an action-centric approach, drawing consumers into 
moments of wonder and inspiring them to experience the breadth of available 
activities in The Whitsundays. 

Following the Wonders of The Whitsundays campaign, we resumed our Always On activity in March. As a part 
of this, we ran targeted paid search and social, including a Pinterest trial that delivered promising results. Our 
overall Always On campaign activity delivered 4,400 bookings, which equated to $5.4 million in revenue, with 
a 14.5x return on investment.

Throughout April and May, 
we ran our first campaign in 
the Newcastle and Hunter 
Region to promote the new 
direct Bonza flight path 
from Newcastle Airport to 
Whitsunday Coast Airport. 
This campaign was supported 
by Whitsunday Coast Airport, 
Bonza and Newcastle Airport.

The first phase of the campaign (April – May) was focused on building awareness for the route, with general 
destination creative using cheeky Bonza-style messaging across bus wraps, radio, digital retargeting, social 
media and billboards at Newcastle Airport. 

This campaign activity generated over 4.5 million impressions, and through the campaign period, Bonza 
reported a 63% increase in Fly Bonza App downloads in the region. Phase two of the Newcastle Bonza 
campaign took a more tactical approach to drive bookings and was supported by Whitsunday Coast Airport, 
Bonza, Newcastle Airport, Tourism and Events Queensland and 20 local Whitsundays operators; these results 
will be in FY 23/24.

In March and April, we executed an aviation campaign through Jetstar and Qantas, respectively, in 
partnership with Hamilton Island and InterContinental Hayman Island Resort. This campaign focused on 
utilising Jetstar and Qantas’ extensive database to raise awareness of accessibility to The Whitsundays and 
promote the flight and accommodation specials to drive bookings.

DESTINATION MARKETING

In July 22 – December 22, our Always On campaign ran utilising Meta (Facebook and 
Instagram) and Google Ads. We had a spike of activity in October and November to 
include radio and out-of-home in Brisbane, Sydney and Melbourne. To support our Always 
On digital activity, Xaxis programmatic display advertising went live in December. This 
November spike served as an awareness campaign and primed our audience for the Major 
Wonders of The Whitsundays campaign, which kicked off in January. 
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DESTINATION MARKETING  

KEY HIGHLIGHTS

DOMESTIC

22/23 Year Destination Marketing Activity

Total campaign sales $5,414,454
Campaign Budget $926,975 

($800K from TW + $126K member investment)

Total media value $2,204,021
Campaign Return on Investment 4.8:1 ROI

•	 Website views: Over 1.3M

•	 Radio reach: Over 3.2M

•	 Out-of-home billboard impressions: Over 18M

•	 Spotify impressions: Over 2M

•	 Digital display (Xaxis) impressions: Over 6M

•	 Instagram and Facebook reach: Over 8.5M

•	 TikTok reach: Over 1.5M

•	 Influencer campaign impressions: Over 5M

AVIATION

Jetstar Campaign

Room Nights Booked 642
Total Accommodation Bookings 183
Total Flight Seats Sold 864
Total Jetstar Revenue $376,136

QANTAS Campaign

Room Nights Booked 311
Total Accommodation Bookings 81
Reach 2,234,097
Total Qantas Revenue $356,295

Across both QANTAS and Jetstar campaigns

Return on TW Investment 6.5:1 ROI

Annual Report 2022/2023
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Newcastle Bonza Campaign - Phase One

Campaign Budget $90,000
($50K from Whitsunday Coast Airport, $40K from 
TW)

Market Newcastle and Hunter Regions
Total media value $103,759
Total campaign clicks 19,780
Total campaign impressions 4,547,036

•	 Social media impressions: Over 2.7M

•	 Digital display (Blis) impressions: Over 798K

•	 Radio reach: 152K

•	 Out-of-home billboard impressions: Over 887K

DRIVE

Drive North Queensland

•	 Collaboration between Tourism Tropical North Queensland, Townsville 
Enterprise, Mackay Isaac Tourism, Tourism Whitsundays and Outback 
Queensland Tourism Association with a total investment of over $60,000. 

•	 Content partnerships with Australian Geographic and Motor Media.

•	 50,000 copies of the Drive North QLD map were produced for distribution.

Drive North Queensland activity Results
Organic social media Facebook followers: 3063

Instagram followers: 1784
Engagement rate: 4%

Website traffic 30K website users
SEM 7.3% click-through rate
Publisher partnerships 3M reach

Drive Queensland

•	 Attendance at Brisbane, Melbourne and Sydney Caravan and Camping Shows 
and 4x4 Shows. A total of six shows with 215,646 people attending.

DESTINATION MARKETING  
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YOUTH AND ADVENTURE 

•	 Tourism Whitsundays continued to market to the youth and adventure audience under the 
#AdventureAirlie brand on Facebook and Instagram.

•	 Content creators @thegreenertwo were engaged to produce 100 content pieces to assist with marketing 
to the adventure market across social media and digital.

•	 Tourism Whitsundays engaged the youth and/or adventure members to understand what they would like 
to see and how we can collaborate to continue supporting these products.

TOWNSHIP 

Tourism Whitsundays produced dedicated activity focusing on Airlie Beach, Bowen, 
Collinsville and Proserpine.

•	 Full-page features in Tripping magazine, encouraging exploration within the region. 

•	 Dedicated Meta awareness campaigns for each town received over 7.7 million 
impressions. 

•	 Mini guides with activity suggestions and maps for each town continued to be produced 
and distributed to members and local information centres.

•	 Dedicated radio ads showcasing each township ran across the local drive market during 
their need periods.

•	 Media support for the Big Mango’s 21st birthday celebrations, including Sunrise weather, 
media release distribution and media interviews.

•	 Tourism Whitsundays May Networking event in partnership with Bowen Tourism and 
Business celebrating the Big Mango’s 21st birthday. 

•	 Team famil and member visits to Bowen and Collinsville.

•	 12 videos and 40 images produced to promote the experiences 
available in Bowen and Collinsville in collaboration with influencer 
Mark Fitz. 

•	 Township focused articles for national media outlets.

•	 Collinsville and Airlie Beach national media coverage via famil with 
The Caravanning and Camping Show.

DIGITAL 

The Whitsundays destination website received 1,364,260 page views over the 2022/23 
financial year. The Wonders of The Whitsundays and Always On campaigns continued to 
help drive consumers to the website.

The Whitsundays social channels continued to grow, reaching a combined audience of over 
56 million people. New video content was also created and shared, totalling 4,732,087 
views across our social channels – a rise of 1,627% from last year. 

Combined Social Channels
Total Impressions Engagement Rate Follower Growth

56,682,167 4.8% 11.8%

DESTINATION MARKETING  

THE HEART OF THE PIT PONY

#lovewhitsundays

Annual Report 2022/2023
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Veranstalter: Explorer World of Travel GmbH, Hüttenstraße 17, 40215 Düsseldorf.  Preise in Euro, p.P. bei 2 Pers./DZ. Die Reise ist nicht barrierefrei. Bild © Tourism and Events Queensland

Queensland The Whitsundays
2 Tage Kurztour „Übernachten auf dem Great Barrier Reef“ ab Port of Airlie

ab € 421,-

explorer.de

AUSTRALIEN

Further trade activity included coordinating and hosting trade famils, attendance 
at trade events and facilitating travel agent training sessions.  All trade activity is 
conducted to promote The Whitsundays and its members, improve trade product 
knowledge, and increase the diversity of products contracted through trade programs.

TRADE CAMPAIGN CREATIVE EXAMPLES

Tourism Whitsundays participated in campaign activity to target and 
convert travellers to The Whitsundays; the activity was activated in the 
domestic market and in the main inbound source markets of the UK, US, 
Germany, and NZ. The activity was a mix of standalone Whitsunday-specific 
campaigns, and co-op campaigns in partnership with Tourism & Events 
Queensland. Total investment by Tourism Whitsundays was $193,000 
in nine trade campaigns, generating over $2.1 million in revenue for The 
Whitsundays, booked via trade distribution channels. 

TRADE

Explorer Fernreisen

Travel Vector Index
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5* qualia resort, Great Barrier Reef, The Whitsundays
Save £300 · 7 nights fr £4,745pp  Inc flights  · 1/9 - 30/11/23

KOH SAMUIGREECE MEXICO

SOUTH AFRICA

BORNEO ABU DHABI

ANTIGUA GRENADA SEYCHELLES

LAS VEGAS

CUBA

Save 20% + transfers at 
5* Gaya Island Resort Save 10% AI at 5* Rixos 

Premium Saadiyat Island

7 nights fr £1,395pp  
Inc flights · 1/4 - 30/6/23

5 nights fr £1,495pp  
Inc flights · 4/6 - 27/6/23

7 nights fr £2,249pp 
Inc flights · 1/9 - 2/12/23

7 nights fr £699pp 
Inc flights · 27/4 - 23/5/23

7 nights fr £1,575pp  
Inc flights · 1/11 - 4/12/23

9 nights  
fr £1,695pp 
Inc flights · 18/4 - 30/6/23

7 nights fr £2,495pp 
Inc flights · 1/5 - 25/6/23

7 nights fr £2,055pp 
Inc flights · 17/6 - 18/8/23

7 nights fr £2,475pp 
Inc flights · 1/9 - 30/9/23

7 nights fr £3,299pp 
Inc flights · 1/9 - 18/10/23

7 nights fr £1,599pp 
Inc flights · 1/5 - 25/6/23

7 nights fr £2,479pp 
Inc flights · 1/5 - 30/6/23

7 nights fr £1,899pp 
Inc flights · 12/4 - 30/4/23

Save 15% on a pool villa 
at 5* Anantara Lawana

Save 30% + free HB at  
5* Eagles Palace & Spa

Save 50% AI at 5* Se-
crets The Vine Cancun

Save 50% on this  
Garden Route fly drive

Save 20% AI Save 30% AI Save £880Save 40% AI Save 60% AI Save £550

Save 10% + $150 credit 
at the 5* Cosmopolitan

Save £175 AI at Iberos-
tar Selection Varadero

Discover a sanctuary nestled in 
the hillside of an ancient rainforest 
with the outline of Mount Kinaba-
lu on the horizon. Accessible only 
by boat, this resort features a mul-
titude of activities, a Spa Village 
and unique dining experiences. 

This luxurious family getaway, 
overlooking the Arabian Gulf, 
connects centuries-old traditional 
Arab culture with oriental court 
gardens and extensive water fea-
tures to create a beachfront palace. 

Discover an island paradise and 
surround yourself with soft sand 
and palm trees galore in this 
picture-perfect setting, with all 
the class you’d expect from an 
Anantara resort, you’ll be extremely 
spoilt in your villa with private pool.

Blending beautifully into the 
stunning island of Halkidiki and 
affording breath-taking views of 
the island and the coastline, this 
resort has a private golden sand 
beach and 4 restaurants overseen 
by an award winning chef.

Escape to an adults-only re-
treat of the highest order 
with seclusion and 
romance, bordered by 
the cerulean waters 
of the Caribbean and 
some of Mexico’s 
finest white sand 
beaches. With a focus 
on unlimited luxury, the 
resort aims to exceed all 
expectations with every 
amenity you could ask 
for and more. 

Driving Africa’s Garden Route is 
a truly special experience and this 
triple-centre trip helps you do it 
in style. You’ll have the chance to 
see the very best of Cape Town, 
admire the pinnacle of South 
African wildlife at Amakhala Hlosi 
Game Lodge (includes meals, 
drinks and game drives) and 
experience the lovely beaches of 
Plettenberg Bay, while staying 
at the tranquil Robberg Beach 
Lodge.

Rising splendidly from the 
heart of the Las Vegas Strip, 

the Cosmopolitan of Las 
Vegas is a vast luxury 
resort that represents the 
very best that this superb 

city has to offer. With 
accommodation available 
in two stylish high-ris-
es, each of the modern 
rooms and suites are 
distinguished by their 

fabulous views across 
the city. 

Set amonst tropical gardens in a 
revered location, this resort offers 
a wonderful array of options to 
relax and enjoy your Cuban holi-
day. Beginning with crystal-clear 
waters and the Varahicacos nat-
ural reserve, you’ll get a surefire 

example of the stunning natural 
beauty on show here. With 

Varadero Beach not far away 
and scuba diving on offer 

too, this is a holiday 
for those who like to 
make a splash.

Discover the un- 
rivalled private  
luxury of your very  
own Cove Suite at  
Blue Waters Resort &  
Spa, with captivating views of the 
Caribbean Sea, a glorious infinity 
pool and powder-soft sand.

Located on 2 white- 
sand beaches in  
Tamarind Bay, the  
Royalton Grenada  
Resort offers relaxing  
ocean views, gourmet à la carte 
dining and a host of activities, per-
fect for a luxurious beach getaway.

Bringing a unique  
approach and  
modern design to  
the Seychelles, 5*  
Constance Lemuria  
uses the stunning local nature as 
a complement to luxurious archi-
tecture and spacious suites.

Royal treatment  
awaits at Sandals  
Royal Barbados, an  
all-suite resort offer- 
ing an escape like no  
other. Stay in a South Seas Club 
Level Junior Palm Suite with Out-
door Tranquility Soaking Tub.

Coconut Bay Beach  
Resort & Spa on  
the exotic southern  
coast is a rewarding  
spot to take in the sun,  
be it beside the pool, indulging 
at the beach grill or in between 
treatments at the oceanfront spa.

A tropical paradise  
awaits at 5* Finolhu,  
located on the stun- 
ning UNESCO pro- 
tected Baa Atoll. Luxury  
villas on the beach, lagoon or over 
the water offer a high degree of pri-
vacy, allowing you to chill outdoors. 

BARBADOS ST LUCIA MALDIVES
EXCLUSIVE HOTEL OFFERS WITH FLIGHTS INCLUDED

7 nights from £1,875pp
Inc flights · 1/3 - 31/3/23

Save 10% at the 5* Heritage 
Awali Golf & Spa Resort

MAURITIUS

WISH YOU WERE HERE?
0333·300·1506

DialAFlight

 ECONOMY BUSINESS
Antigua fr £479 fr £2345
Auckland fr £1149 fr £5515
Bali fr £795 fr £3545
Bangkok fr £699 fr £2795
Barbados fr £525 fr £2199
Cancun fr £525 fr £2095
Cape Town fr £659 fr £2235
Cyprus fr £99 fr £625

 ECONOMY BUSINESS
Dubai fr £399 fr £1499
Faro fr £99 fr £399
Hong Kong fr £579 fr £2385
Jamaica fr £645 fr £1995
Johannesburg fr £545 fr £1945
Las Vegas fr £559 fr £2359
Los Angeles fr £449 fr £2359
Maldives fr £695 fr £2519

 ECONOMY BUSINESS
Mauritius fr £579 fr £1915
Melbourne fr £1009 fr £4379
Miami fr £425 fr £2199
New York fr £369 fr £1879
Orlando fr £429 fr £2299
Perth fr £995 fr £4199
Phuket fr £739 fr £2955
San Francisco fr £449 fr £2355

 ECONOMY BUSINESS
Seychelles fr £609 fr £2215
Singapore fr £599 fr £2645
St Lucia fr £535 fr £2349
Sydney fr £985 fr £3295
Tenerife fr £119 fr £495
Toronto fr £405 fr £1975
Vancouver fr £519 fr £2239
Vietnam fr £719 fr £2499

Flexifares - Allowing you to plan ahead with maximum flexibility

ATOL
Protected

CLIENT TRUST  
ACCOUNT ABTA No 76705

Where you’ll 
always get a 

bigger choice, 
better value and 

expert advice

See our website 
for these and many more offers 

4 nights fr £1,245pp  
Inc flights · 1/4 - 6/4/23

IF YOU fancy a holiday where you can call a 
butler to cater for your every need then look no 
further than this week’s 10 very special offers.

Just pick up the hotel phone and your very 
own Jeeves will be on hand to deliver your 
dining requests, sort out your spa treat-
ments or fix up exciting excursions.

Call our travel team today and let one of 
our experts organise a great holiday where 
you don’t have to lift a finger. As usual, we 
will answer your call within FIVE seconds.

Call for Jeeves. 
10 hotels where 
you’ll have your 

own personal butler

1

7

2

8

3

9

4

10

5

6

SEYCHELLES Save £850 AI on a pool villa 
Anantara Maia
7 nights fr £6,095pp Inc flights

DUBAI Save 15% on half board
Burj Al Arab
5 nights fr £5,175pp Inc flights

ANTIGUA Save 45% on all inclusive
Sandals Grande Antigua
7 nights fr £3,095pp Inc flights

MALDIVES Save 20% HB on a pool villa 
Soneva Fushi
7 nights fr £4,875pp Inc flights

LANGKAWI Save 20% + 2 free nights 
The St Regis
7 nights fr £1,499pp Inc flights

MAURITIUS Save 30% + room upgrade
JW Marriott
7 nights fr £1,649pp Inc flights

CANCUN Free room upgrade on AI
Le Blanc Spa Resort
7 nights fr £2,995pp Inc flights

ST LUCIA 1 free night on all inclusive 
Jade Mountain
7 nights fr £5,575pp Inc flights

MALLORCA Euro 350 F&B credit 
The St Regis Mardavall
7 nights fr £3,315pp Inc flights

BALI Save 20% + transfers 
Six Senses Uluwatu
7 nights fr £2,595pp Inc flights

Soneva Fushi

Calls
answered

LIVE 
in FIVE

seconds

TRADE  

Dial  A Flight

KAYAK

Travelbag

Swain Destinations

Sky Vacations

Annual Report 2022/2023
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         29.3%

The latest National and International Visitor Survey (NVS and IVS) data, year ending June 2023, shows The 
Whitsundays delivered $1.3 billion in visitor expenditure on the back of 765,000 domestic visitors (up 11.7% on 
average over the past three years) and 68,000 international visitors. 

Annual overnight visitor expenditure (OVE) grew by 29.3% over the last three years. Spend per night grew by 
11.3% on average over the period to $315 per visitor. Total nights grew by 19.5%, resulting in 4.2 million domestic 
nights. Total spend per visitor increased by 19% over three years to $1,724 per person. The increase in spending 
was mostly due to the surge in accommodation expenditure. 

Holiday visitation accounts for 66% of domestic visitors to the region, growing by 13.6% on average over the 
past three years to 501,000. Interstate visitation reached 327,000 visitors, an increase of 30% over three years.

$1,724$1.3 BILLION

VISITOR STATISTICS

From the marketing activities executed within this period, some incredible results were 
reflected through a number of different data sources. 

*International visitor data is only just becoming available as surveys in the International Airports resumed in January 2023.

EXPENDITURE SPEND PER VISITOR

INTERSTATE 
VISITATION
327,000

INTRASTATE 
VISITATION
438,000 6%

30%

TOTAL DOMESTIC VISITORS DOMESTIC TRAVEL PURPOSE

TOTAL INTERNATIONAL VISITORS

VISITORS
FROM EUROPE
27,000
VISITORS
FROM UK
20,000
VISITORS FROM 
NORTHERN US
11,000

3-YEAR TREND

*Data to 30 June 2023
**Percentage increase based on three-year trend

HOLIDAY 
VISITORS
501,000

VISITING 
FRIENDS & 
RELATIVES
148,000

13.6%

BUSINESS & 
OTHER
116,000

OTHER 
COUNTRIES
10,000
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VISITOR STATISTICS  

The Whitsundays occupancy detailed in the table below shows relatively high occupancy across the region, 
especially in 2022. As expected, in 2023, we saw a decrease in occupancy due to outbound international 
travel. The region’s average daily rate (ADR) soared, breaking records. 

OCCUPANCY (%)

AVERAGE DAILY RATE ($)

Annual Report 2022/2023
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Tourism Whitsundays appointed a Sydney-based PR agency in July 2022 to help drive 
much-needed publicity for the Whitsundays region. This partnership brought in 1,440 
media clips with a total reach of 71,047,094 across corporate, leisure and event PR, 
totalling an estimated value of $284 billion. 

PUBLICITY & CONTENT

As international borders were opened, the organisation 
hosted famils in conjunction with Tourism and Events 
Queensland. Flight capacity and fares remained too 
high for the organisation to fund any international famils 
independently. Through quarterly PR updates and media 
releases, the organisation ensured that The Whitsundays was 
kept front of mind in the international market. 

The Whitsundays was represented across various domestic 
publications, with over 17 media famils hosted, resulting 
in features in publications such as Australian Community 
Media, RACQ, Weekend Edition, Daily Mail, Lux Nomade, The 
Guardian, Women’s Day, Elle Quebec, Woman’s Weekly UK 
and online outlets.

The Whitsundays was put on the global stage with seven 
TV shows and movies being filmed and aired to a global 
audience.

Travel deals were distributed to showcase key deals, news 
and events from across the region. Members are provided with an opportunity to be involved in an ‘always on’ 
approach to share deals and news, which is sent to media contacts specialising in tourism.
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PUBLICITY & CONTENT 

Airlie Beach was announced as one of Queensland’s 
best holiday destinations in the 2023 Queensland 
Top Tourism Town Awards, being awarded the 
Top Small Tourism Town. These awards are an 
opportunity for Regional Tourism Organisations, 
Local Tourism Organisations, and Councils in 
conjunction with accredited Visitor Information 
Centres to showcase their local towns as great visitor 
destinations and raise awareness of what’s special 
and unique about their part of Queensland. Airlie 
Beach gained automatic entry to the national Top 
Tourism Town Awards held to compete for the crown 
of best holiday town in Australia.

KEY HIGHLIGHTS 

•	 Leisure publicity reach of 61,659,972

•	 Corporate publicity reach of 9,387,122

•	 Five days of weather crosses with Today show 
weatherman, Tim Davies, reaching an audience of 
343,000 per day

•	 16 domestic media famils

•	 Three international media famils

•	 Three influencer/content creation famils

 

The Whitsundays Visitor Guide was printed again in 
A5 size, with over 23,000 copies distributed across 
Queensland Visitor Information Centres, Caravan and 
Camping Shows, Whitsunday Coast Airport arrivals, 
travel agents such as Flight Centre, Helloworld and 
Travel Associates, and RACQ branches. 

Annual Report 2022/2023
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Tourism Whitsundays, with the support of the Whitsunday Regional Council, facilitates 
through administration and funding, the Volunteer Cruise Ship Ambassador Program. The 
group has grown over the years with a strong group of volunteers currently involved in the 
program. 

In 2022/23 the region welcomed 80 cruise ships into Airlie Beach, seven ships anchored at Shute Harbour and 
73 came into Port of Airlie. The cruise ships tendered 181,879 passengers and crew into the two ports. Of those, 
over 117,000 spent time exploring Airlie Beach, whilst over 27,000 went on tours booked through the cruise 
line’s shore excursion program. 

The Volunteer Cruise Ship Ambassadors were at the port every morning to meet passengers and crew as they 
came off the tenders. They handed out 40,000 Airlie Beach maps and around 1,000 Whitsundays Visitor 
Guides and shared the cruise ship specials offered by some of our local operators. 

Tourism Whitsundays, in partnership with Tourism and Events Queensland and Whitsunday Regional Council, 
actively support the cruise segment via engagement with cruise lines, inbound tour operators and itinerary 
and product development.

CRUISE

Image credit - Tourism and Events Queensland
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Type of Enquiry  2022/23 Annual increase  
Walk-Ins  4,282 +5%

Phone  930 -47%
Website chat  436 -55%

Email 339 +21%
TOTAL 5,987 -7%

The Whitsundays Visitor Information Centre (VIC) welcomed just under 4,300 travellers 
and, together with website sales, generated $348,243 in bookings and $45,384 in 
commission. The VIC also represented The Whitsundays at Caravan and Camping Shows 
in Melbourne, Sydney, Brisbane, and Townsville, answering consumer enquiries and 
distributing Whitsundays collateral. 

The Whitsundays Visitor Information Centre 
retained its accreditation and remained open 
seven days a week, only closed on Christmas Day, 
Boxing Day, New Year’s Day, ANZAC Day and 
Easter Friday. 

The Whitsundays Visitor Information Centre 
(VIC) team is led by a Visitor Services and Sales 
Manager and a team of regular volunteers. The 
volunteers assist during the busier months in 
greeting visitors and providing information; this 
past year, the small group of volunteers donated 
a total of 95.5 hours. 

VISITOR SERVICES & VOLUNTEER PROGRAM

Annual Report 2022/2023
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VISITOR SERVICES & VOLUNTEER PROGRAM  

VISITOR INFORMATION CENTRE PASSPORT 

The Visitor Information Centre Passport was a collaboration between Bowen Tourism and Business, Mackay 
Isaac Tourism and Tourism Whitsundays to encourage travellers to stop at all three Accredited Visitor 
Information Centres (Bowen, Proserpine and Sarina). It was developed to include information about both 
regions and entice travellers to collect stamps at each destination to go into a draw to win $1,200 worth 
of holiday vouchers. From 1 October 2022 to 31 March 2023, roughly 1,500 passports were handed out to 
travellers with 152 entries and email addresses received. 

Passport Facebook Ad Statistics 

Amount Spent $554.90

Ad Clicks 1,202

Ad Reach 58,262
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VISITOR SERVICES & VOLUNTEER PROGRAM  

THE WHITSUNDAYS VOLUNTEER AMBASSADOR PROGRAM 

The Volunteer Cruise Ship Ambassadors welcomed 79 cruise ships during 2022/23, missing only one smaller 
ship on Christmas Day. 

Throughout the year, Tourism Whitsundays, together with members, organised eight morning teas, an annual 
Christmas Party and three touring Famils for the group. 

Majority of the morning and afternoon teas 
were hosted by the Whitsunday Sailing Club, 
with one each held at 3 Little Birds Espresso 
and Creative Hub and Proserpine Golf Club. 
Each venue provided the venue, drinks and food 
complimentary. Their generosity allowed the 
volunteers to meet, hear updates from Tourism 
Whitsundays and network together. The 
community further supports the group through 
free membership to the Whitsunday Sailing Club 
and free parking permits (on cruise ship days) 
through Whitsunday Regional Council. 

Whitsundays Visitor Information Centre Volunteers

Total number of volunteers Number of famils provided Total volunteer hours

5 3 95.5

Volunteer Cruise Ship Ambassadors

Total number of 
volunteers

Number of famils 
provided

Number of cruise ships 
welcomed to POA and 

SH

Number of passengers 
welcomed

34 3 79 181,200

Annual Report 2022/2023
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The Whitsundays is an optimal destination for corporate gatherings, boasting a diverse 
range of venues suitable for all types of business events, whether they be conferences, 
incentives, or other functions. With a spectrum spanning from indoor facilities tailored for 
expos and product launches to enchanting outdoor settings ideal for gala dinners, The 
Whitsundays ensures a match for every business event’s needs. Our event and conference 
venues can accommodate 10 to 1,000 delegates, providing flexibility and choice. In the 
previous year, Tourism Whitsundays witnessed the potential of this segment, receiving and 
effectively responding to over 58 leads with an estimated value of over $12 million.

Tourism Whitsundays achieved the following outcomes for the region:

•	 Attended Asia Pacific Incentives and Meetings Event

•	 Updated and distributed Business Events Compendium for The Whitsundays

•	 Featured The Whitsundays in Association of Australian Convention Bureaux, micenet, and CoreLife 
magazine 

•	 Business Events targeted LinkedIn campaign to promote The Whitsundays

•	 Regular communication via edms with Tourism Whitsundays’ business events database

BUSINESS EVENTS
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The positive economic impact and interest in a community that holds a successful regional event calendar can 
help build a sense of local pride, foster confidence and strengthen the entire community.

Tourism Whitsundays aims to support events that:

•	 Generate local economic activity and development 
in the destination

•	 Attract external visitation to the destination

•	 Drive social and community outcomes for the 
destination, noting the important link between 
community outcomes and economic benefit

•	 Enhance the profile and appeal of the host 
destination

The organisation was proud to support and work 
with several events throughout The Whitsundays 
to assist with marketing guidance, review funding 
applications and provide event mentoring. Other 
areas Tourism Whitsundays provided support and 
marketing for in the events space included:

•	 Heart of Events Calendar

•	 Promotion of events and What’s On webpage 
through consumer, trade and PR e-news 
with the website page generating 40,120 
pageviews

•	 Inclusion in the Whitsundays Visitor Guide 
events calendar

•	 Inclusion on social media platforms as 
appropriate 

•	 Issuing joint press releases to leisure media 
database 

•	 Support with ATDW event listing 

•	 Sharing blogs on the Tourism Whitsundays 
website 

•	 Inclusion of event-specific banners on 
tourismwhitsundays.com.au 

#lovewhitsundays @WhitsundaysQLD

Want to know more? Visittourismwhitsundays.com.au/whats-on

REGIONAL EVENT MARKETING & SUPPORT 

In 2022/23, Tourism Whitsundays continued to support key destination events that 
increase the region’s visitation, dispersal, and length of stay.

Annual Report 2022/2023
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WHITSUNDAYS TOURISM AWARDS

After a two-year hiatus, the much-anticipated 2022 Whitsundays Tourism 
Awards marked a triumphant return, celebrating excellence in the industry. 
The event, held in collaboration with Airlie Beach Festival of Music, unfolded 
under the iconic big top at the Whitsunday Sailing Club, with strong support 
from the Reef Gateway Hotel. A total of 54 awards were presented, 
comprising 58 tourism nominations and an additional 67 Business Awards 
nominations. The night was well received with much excitement from the 350 
attendees, hailing from all over the state, and was warmly embraced as a 
significant success within the community.

PRODUCT AND INDUSTRY DEVELOPMENT

In 2022/23, Tourism Whitsundays was able to achieve the following key industry 
development activities: 

•	 Carnival Cruises Senior Product managers famil and industry contracting sessions.

•	 Regular meetings with Indigenous Groups to encourage and develop an understanding 
of a commercial tourism product.

•	 Whitsundays Tourism Exchange held in The Whitsundays to promote operators to ITOs, 
OTAs and trade partners.

•	 Hosted Whitsundays East Coast Roadshow in Brisbane, Melbourne, Newcastle and 
Sydney, promoting Whitsundays products to 400 trade buyers.

•	 ATE Ready Program – Tourism Whitsundays took six operators to ATE to introduce 
them to the format of trade events. Each operator was given the chance to meet with 
buyers and sit in on buyer appointments.

•	 QTIC Tipsy program – Tourism Whitsundays supported this initiative from QTIC to 
better support and train new workers in tourism.

TEMP Program

The Tourism Experience and Mentorship Program (TEMP) ran in 2022/23 with many local operators taking 
part. The program ran for 10 weeks and provided operators with a mentor who ran one-on-one sessions to 
equip businesses with tools to reimagine their visitor experiences and meet the evolving expectations of 
travellers. 

ATDW Platform

Tourism Whitsundays worked alongside Whitsundays operators to load and update their products on the 
Australian Tourism Data Warehouse ensuring The Whitsundays has as strong presence. ATDW hosts most of 
the country’s tourism operator information and sends information through to websites such as queensland.com 
and Australia.com. The Whitsundays currently has 120 operators on ATDW with more being onboarded. 

Best of Queensland

This program, run by Tourism and Events Queensland, uses a combination of reviews, business presence and 
offerings to score operators and curate a list of Queensland’s best operators. Tourism Whitsundays has spent 
2022/23 working with operators to further their understanding of the program and how to enhance their 
score. The 2023 Best of Queensland list includes 111 Whitsundays operators.

INDUSTRY LEADERSHIP
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INDUSTRY LEADERSHIP

TOURISM FUNDING 

With so much uncertainty around funding for marketing the destination, the organisation invested time in 
applying for relevant grants throughout the year. Below is a list of grants that were applied for, including those 
that were successful. 

Event applications include: 
Recovery for Regional Tourism Funding, Federal Government $3,000,000
Tourism and Events Queensland Contestable Funding $300,000
Tourism and Events Queensland RTO Working Together Fund $100,450
Export Market Development Grant $90,000
Total successful funding: $3,490,450

* Tourism Whitsundays received grant funding from the Australian Government under the Recovery for 
Regional Tourism program in the 2021/22 & 2022/23 financial years.

ADVOCACY

Tourism Whitsundays is passionate about engaging in positive and meaningful advocacy work designed to 
benefit The Whitsundays tourism sector. This year we were able to support our industry through advocating 
for the workforce and visa support, key infrastructure priorities, eco-tourism developments, event support and 
increased funding. 

MONTHLY NETWORKING NIGHTS

Tourism Whitsundays facilitates monthly networking nights hosted by various industry or corporate partners. 
The purpose is to encourage relationship development between industry colleagues, provide an update on 
recent Tourism Whitsundays activity, and allow the host venue to showcase their 
product to the attendees. 

In 2022/23, Tourism Whitsundays saw the number of attendees slightly decrease 
across networking events, with an average of 155 members attending each 
event. 

Annual Report 2022/2023
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INDUSTRY LEADERSHIP

CORPORATE COMMUNICATIONS 

Tourism Whitsundays promotes the organisation’s activities and achievements through various platforms, 
including fortnightly industry e-newsletters, media releases, corporate social media channels, and columns in 
all key newspapers within the region. Some key execution points for 2022/23 include: 

•	 Distribution of 25 industry e-newsletters

•	 Distribution of 12 Insights updates

•	 30 media releases distributed with an average open rate of 35%

•	 Combined 12,309 followers on Tourism Whitsundays Facebook and LinkedIn pages, which is an increase of 
18.4% from the year prior

•	 Fortnightly CEO columns in the Whitsunday News Newspaper

Tourism Whitsundays generated over $37 million in corporate publicity value via media interviews across radio 
and television, highlighting the purpose and outcomes of Tourism Whitsundays.
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ULTIMATE MEMBERS

During 2022/23, Tourism Whitsundays increased its already strong membership base to 
over 370. The tourism industry is provided with the opportunity to invest in a membership 
with the organisation, which helps to not only raise the investment in destination marketing 
but also allows the industry to be featured in relevant activity.

CORPORATE PARTNERS

MEMBERSHIP

Annual Report 2022/2023
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Liability limited by a scheme approved under Professional Standards Legislation.

Ian Carlisle House 12 Gregory Street, Mackay QLD 4740 07 4951 9333 admin@concar.com.au www.concar.com.au
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Liability limited by a scheme approved under Professional Standards Legislation.
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Financial liabilities
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Financial assets
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Equity instruments

Derecognition of financial liabilities

Derecognition of financial assets
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General approach

Simplified approach

Purchased or originated credit impaired approach
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Low credit risk operational simplification approach

Recognition of expected credit losses in financial statements
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www.tourismwhitsundays.com.au 
+61 7 4948 5900         

reception@tourismwhitsundays.com.au         
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