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Executive Summary
In May 2014, Fraser Coast Tourism and Events
(then known as Fraser Coast Opportunities)
formed a regional Destination Tourism Plan
(DTP). The aim of the DTP was to provide a
roadmap for the growth of tourism and events
on the Fraser Coast leading up to 2020 and
highlight the resources required to create a
sustainable and competitive tourism destination
that achieves increased year-on-year visitation.
In 2016, Fraser Coast Tourism and Events Ltd
commenced the process of reviewing the
existing DTP to ensure content remains up to
date and relevant. Changes have been made to
goals and key objectives of the DTP so the
region is best positioned to contribute to
Queensland’s $30 billion 2020 stretch target for
overnight visitor expenditure to the State.
The region faces significant challenges to turn
around recent negative trends. In the year to
September 2016 overnight visitation to the
Fraser Coast was down 2.9%, with expenditure
dropping 12.8% in the same period. Since the
launch of the DTP in 2014, both visitor
expenditure and overnight visitation have
decreased by 15.5% and 9.6% respectively for
the Fraser Coast*.
* Source: TEQ Fraser Coast Regional Snapshot

ABOUT THE DESTINATION
The Fraser Coast Region is a holiday playground
blessed by nature, with long sandy beaches,
relaxing island retreats, abundant marine life
and pristine parks. There are a wealth of coastal
paradises, recreational pursuits, adventure
activities and historic explorations, rich in
diversity and natural beauty.
The Region encompasses Fraser Island, Hervey
Bay, Maryborough, the Fraser Coast Hinterland
and the Great Sandy Strait; covering an area of
7,116.7 km2. Manufacturing, health care and
allied health are amongst Fraser Coast’s largest
industries alongside tourism, and these
industries help to support a population of nearly
100,000 residents.
With a regional airport situated at Hervey Bay
and located within 300km of Brisbane, the
Fraser
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Coast is easily accessible by air and road, as well
as rail. The lack of flights from southern
markets, particularly Melbourne, is seen as a
shortcoming.
The mild year-round climate means the 733,000
annual overnight visitors can enjoy a subtropical
haven. The diverse Fraser Coast Region provides
the opportunities for whale and bird watching,
4WD, fishing, retail therapy and a variety of
adventure activities and events.
OUR KEY MARKETS
Tier One
• Older families and young families* in Regional
Queensland and Brisbane (400km radius of
Fraser Coast)
Tier Two
• Empty Nesters in Brisbane, Sydney and
Melbourne
• United Kingdom, USA, Canada, New Zealand,
Europe and Scandinavia
Tier Three
• Korea and Malaysia
New and Developing
• China, Taiwan and Hong Kong
*For further detail on Queensland’s domestic
consumer segments please refer to
http://teq.queensland.com/industryresources/marketing/brand-queensland

OPPORTUNITIES FOR GROWTH
To grow and prosper as a destination it is
recommended that the following markets be
considered as key target areas for growth of the
Fraser Coast’s visitor economy:









Drive Tourism, including growing RV
market
Sports and Events Tourism
Interstate Fly/Drive Visitors (NSW/ VIC)
Visiting Friends and Relatives (VFR)
Long Stay Visitors (seniors, grey
nomads)
Niche markets (marine, natural and
cultural heritage, military tourism and
agri-tourism)
Nature-based tourism (including fishing)
Travel for a Purpose (education).
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TOWARDS 2020
Our Vision
The 2020 vision for Fraser Coast is to be:

‘Globally recognised for world class personal
natural encounters, World Heritage Listed
Fraser Island and as Australia’s number one
whale experience destination.’
Strategic Objectives
1. Become a Top Tier Queensland Destination
2. Grow the quality of tourism experiences and
overall sector value
3. Position Fraser Coast as a high quality visitor
destination recognised via appropriate
industry and ‘best in category’ awards
4. Established clear market positioning around
‘personal natural encounters’ of the Great
Sandy Strait and Fraser Island
5. Attract broad community support and
enthusiastic partners

GROWING A BALANCED PORTFOLIO
The Fraser Coast is synonymous with its hero
experiences – whale watching and ‘personal
natural encounters’, adventure, fishing and
the iconic Fraser Island.
Development to fully deliver the potential of
these differentiators is essential, however, for
the destination to return to growth, these
hero experiences must be leveraged alongside
development and delivery of a region-wide
balanced portfolio of products and
experiences including;
•
•

•

•

Events (development and acquisition)
Positioning and implementing a program to
establish Fraser Coast as Australia’s fishing
capital
Niches exploited, including natural and
cultural heritage, nature-based and
marine, adventure, military tourism and
agri-tourism
Continued investment in key tourism
precincts including Hervey Bay foreshore.

2020 growth targets will be achieved through
a combination of strategies, which seek to
grow both volume and value: growing market
share in target markets and extending average
visitor length of stay and expenditure.
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Our Goals
 Cement the Region’s position as the leading
destination for personal natural encounters
by maximising the tourism potential of whale
watching and positioning Fraser Island to the
fore and rebuilding its status as an iconic
visitor attraction. Pre-requisites to achieving
this goal will be a program of innovative
marketing and compelling itineraries,
alongside high quality new products and
experiences.
 Establish the Region as a leading
Queensland events destination. We will
attract new event visitors and expenditure
via the successful acquisition and attraction
of new major events, in addition to growing
the impact and sustainability of existing
events.
 Increase our share of Queensland marine
tourism activities in the leisure market –
growing domestic overnight expenditure
(dive, snorkel, whale watching) and achieve
growth in the Region’s share of fishing (as an
activity), building on the strategic ambition
of developing a major new fishing event and
establishing Fraser Coast as Australia’s
home of fishing.
 Leverage off our natural advantage of whale
watching and the iconic Fraser Island and
the Great Sandy Strait to grow average
length of stay. Better targeting of the prime
target market (i.e. 400km radius) and further
development of identified leisure niches
(nature-based / marine, natural and cultural
heritage, education, adventure, military
tourism, agri-tourism, touring) will drive
expenditure growth. Creating a range of high
quality and unique experiences such as those
offered by the scuttling of the Tobruk are
fundamental if the region is to stand out in a
competitive market.
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 Growing the Region’s market share in
Queensland of target overseas markets (UK,
Europe, New Zealand and USA) and
interstate visitors (VIC/NSW).
In overseas markets, the Region needs to
leverage the potential offered by cooperative marketing as part of the Australia’s
Nature Coast partnership.
 Generating growth in repeat visits in existing
markets by instituting programs which
regularly measure visitor satisfaction and
willingness to recommend. Developing
excellence in service standards through
training. High quality experiences, starting
with a warm and genuine welcome, are
essential elements to building strong visitor
satisfaction. When this is accompanied by
new products and events, which provide
reasons to visit, then repeat growth becomes
a realistic underpinning growth strategy.
 Building thriving and mutually beneficial
partnerships with communities, industry and
public sector partners as the key enabler, to
facilitate sustainable growth. Building
engagement with communities, developing
vital and viable precincts, which will be
enjoyed by locals and visitors, will help
unlock the value in the VFR sector.

DESTINATION PRIORITIES
The following priority strategies have been
identified:
1.

Build on Fraser Island’s iconic status as a
world heritage area, positioning it as a high
quality and unique destination for
adventure, nature-based and marine
activities.

2.

Focus on drive itinerary development and
packaging targeting the 400km market. E.g.
Great Beach Drive, Relish food trail,
military trail, educational tourism.

3.

Bring the region’s natural encounters to life
through the creation of a tailored program
of itineraries which drive awareness and
increased length of stay, i.e. Lady Elliot,
Fraser Island, whale encounters,
dive/snorkelling trails, dolphins
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4.

Develop and implement a major marketing
and PR campaign targeting Tier 1
interstate/intrastate leisure markets
supported via ongoing development of the
destination’s hero experiences.

5.

Grow the international markets (starting
with long-haul western) through cooperative marketing with the Australia’s
Nature Coast partnership.

6.

Further develop the Fraser Coast’s position
as the leading destination for personal
natural encounters by further developing a
virtual ‘Centre of Excellence’ in marine
tourism through established education
partnerships.

7.

At an overall destination level, broaden the
range of experiences and product in
identified niches through targeted
marketing of current and planned products
to build demand for new products.

EVENTS PRIORITIES
8.

Build out the Regional Events Strategy to
positioning the Fraser Coast as a leading
Queensland event destination.

9.

Develop and implement a comprehensive
plan to position and establish Fraser Coast
as Australia’s home of fishing.

10. In partnership with industry, develop the
potential of the business meetings and
conference sector through leveraging links
with local business clusters and growing
average length of stay via development of a
program of pre and post trip itinerary
options.

INFRACTURE PRIORITIES
11. Secure funding for major public works for
tourism oriented projects, which also
deliver broader community benefits. Build
on existing initiatives to develop a high
quality investment prospectus.
12. Work with Council to progress the
foreshore master plan and development of
the Urangan Harbour Marina Precinct.
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ENABLERS OF SUCCESS
Air Access: Support the development and
maintenance of Hervey Bay Airport’s services
and route network.
Capacity Development: Establish a ‘Welcome to
Fraser Coast’ program to boost quality and
product referral and support for local operators
and event organisers to build professionalism
and sustainability.
Business and Community Engagement: Build
tourism business partnerships with FCTE to at
least the Queensland funding average (8% of
RTO budget). Broaden community appreciation
and support for tourism and future investment
via coordinated communication - identifying
tourism as a key pillar of the economy and
contributor to livability/quality of life.

Voice for Tourism:


Co-ordinated and evidence based lobbying to
ensure the impact of regulations and policies
on the tourism industry are fully understood
including tourism-oriented planning schemes
and frameworks, key marine and parks
regulations.



Industry engagement to encourage tourism
businesses to utilise FCTE to represent broad
and vital industry interests to key
stakeholders when necessary; and



Support Queensland Tourism Industry
Council where possible to lobby on behalf of
the tourism industry.

Road Access and Infrastructure: Support the
case for upgrading of the Bruce Highway; seek
incentives to improve inter/ intra-regional public
transport and build support for implementing
priority tourism signposting improvements.
Partnership:


Continued development of partnerships with
Local, State and Federal government to
explore tourism investment opportunities
and provide guidance on legislation,
regulation and policy.



At a strategic level, linking tourism with
broader economic development and inward
investment priorities, ensuring that tourism’s
contributions to ‘work, live and invest’
agendas as well as ‘visit’ are maximised.



Work with Queensland Parks and Wildlife
Service to prioritise investment in parks’
infrastructure where it delivers a maximum
return to the visitor economy through
management and infrastructure plans.



Continue to develop a close and effective
working partnership with QPWS on
developing sustainable nature encounters,
incorporates a range of policies, regulatory
frameworks and management plans.



Seek and build upon private investment in
niche leisure tourism products; and



Encourage stronger links between tourism
and the arts to proactively encourage art in
residential and CBD areas to improve liveability and sense of place.
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CURRENT
SITUATION
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Current Visitor Profile
Visitors
This past year (YE September 2016), Fraser
Coast received approximately 597,000 domestic
overnight and 667,000 domestic day trip
visitors.
Domestic overnight visitation to the Fraser
Coast has decreased by 13.2% since December
2013. At the same time international visitors are
on the rise. The region hosted 136,000
international visitors in the year to September
2016, an 11% increase since 2013.

Holiday ,
51%

Business
and
Other,
13%
VFR, 36%

Fig.1 Purpose of Visit – Overnight Visitors

Expenditure

In the Year Ending September 2016, domestic
overnight visitors (2.2 million) represented 77%
of the market with 23% (657,000) international
visitor nights. Since 2009, the domestic market
has risen 12% and the international market 1%.

According to the latest research on Fraser Coast
from Tourism Research Australia1, average
nightly expenditure for domestic overnight
visitors is $117. This is 35% lower than the State
average of $181. Regional international visitor
expenditure per night data is not currently
available.

Origin of Visitors

Average Length of Stay

The top international visitors to Fraser Coast are
from Europe (ex UK), United Kingdom,
Germany, North America and New Zealand
(Table 3).

The average length of stay (ALOS) for domestic
overnight visitors in year ending December 2013
to the Fraser Coast was 3.8 days. Visitor ALOS in
the Fraser Coast Region marginally declined in
the year to September 2016, as holiday
travellers opted for shorter breaks.

Country of
Residence

% of Int. Visitors
to Fraser Coast

Europe (ex UK)

50%

United Kingdom

26%

Germany

20%

North America

9%

New Zealand

6%

Table 2: International Markets to Fraser Coast, Sep 2016

Domestic overnight visitors are primarily
intrastate (75%), with the majority of these
visitors from Regional Queensland (62%).

This performance is slightly higher than the
Sunshine Coast (3.6), but lower than areas such
as the Southern Great Barrier Reef (4.0), the
Whitsundays (4.3) and the State average (4.0).
Average Length of Stay

Visitor Nights

5.00
4.00
3.00
2.00
1.00
0.00

Purpose of Visit
The primary purpose of visit for both domestic
overnight and international visitors is holiday,
followed by Visiting Friends and Relatives
(VFR).

1

Fig.2 Domestic ALOS vs. Competitors

Regional Tourism Profiles 2015/16
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International ALOS for Fraser Coast is 4.8 nights
and this has increased by 0.5 nights in the year
ending September 2016. However, it remains
significantly lower than the State average of
20.8 nights, which is heavily influenced by
longer stay working holidays.

Seasonality
Accommodation data from the Australian
Bureau of Statistics (ABS) for Fraser Coast
indicates a mild seasonality pattern in room
nights occupied. September and December
quarters are the most occupied, indicating a
possible preference for travel during the
warmer months and the impact of school
holidays.

Visit national parks or
State parks
Going to markets
Bushwalking
Pubs clubs discos etc
Go fishing
Go shopping
General sight seeing
Go to the beach
Visit friends and relatives
Eat out at restaurants

0%

20%

40%

60%

Figure 4: Top Ten Domestic Overnight Activities (YE
December 2015)
Charter boat / cruise / ferry
Visit botanical or other public
gardens

Figure 3: Average Room Nights Occupied 2015-2016
(YE June)

Activities
Eating out at restaurants is the most popular
activity for domestic overnight visitors, with ‘go
to the beach’ the most popular for international
visitors to the Fraser Coast. This is followed by
sightseeing/looking around which is also a
popular activity for both markets.
Data suggests a preference towards social and
nature-based activities in both markets.
The figures 4 and 5 highlight the top ten
activities for each market.

Go to markets

Bushwalking

Pubs, clubs, discos etc
Visit national parks / State
parks
Go shopping for pleasure

Sightseeing/looking around

Eat out / dine at a restaurant

Go to the beach

0% 20% 40% 60% 80% 100%
Figure 5: Top Ten International Activities (YE 2015)
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Market Segments
International
Tourism Australia (TA) focuses exclusively on
targeting key international markets, which
currently include the following:








America
China
Germany
India
Indonesia
Japan
Malaysia

To promote the vast array of unique Australian
adventures to these target markets, four key
Australian Experience Themes have been
identified:
1. Coastal/Coastal and Aquatic
experiences;
2. Consumer events;
3. Food and Wine; and
4. Nature.
Internationally the Fraser Coast Region offers
products that deliver to all of the four
experience themes. In particular, the Fraser
Coast is perfectly positioned to leverage Coast
and Aquatic and Nature based campaign
activity.

FRASER COAST TARGET MARKETS
Tier One
• Older families and young families in regional
Queensland and Brisbane (400km radius)
• United Kingdom
Tier Two
• Empty Nesters in Brisbane, Sydney and Melbourne
• USA, Canada, Europe and Scandinavia
Tier Three
• Korea, Malaysia and New Zealand
New and Developing
 China, Taiwan and Hong Kong
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Tourism and Events Queensland’s extensive
research into the domestic market has defined
market segments based on visitor needs and
wants, giving valuable insight into the most
powerful predictors of travel behaviour.
Queensland’s three most powerful predictors of
travel behaviour included:
1. The nature of the travel occasion (short
breaks, weekend getaways, real
holidays etc);
2. Life stage (Younger families, older
families, empty nesters, SINKS/DINKS);
3. Where consumers live (intrastate,
interstate, New Zealand).
TEQ will also strongly focus marketing activity
on several key experienced based themes,
including:
1.
2.
3.
4.
5.

Reef, Islands and Beaches;
Natural Encounters;
Outback and Adventure;
Events; and
Queensland lifestyle.

The Fraser Coast is perfectly positioned to
leverage several of these key themes, especially
given the region’s strengths in its natural assets
and nature based experience offering.
Older Families (families with no children under 5) – More
likely to travel in Australia, and more likely to consider
visiting Queensland for trips between 4-14 nights. It is on
holidays between 7-14 nights that they spend the most each
night.
Young Families (families with children under 5) – Tend to
take more holidays in Australia than other segments. Most
likely to visit Queensland, for stays between 4-14 nights. The
shorter the travel occasion, the more they typically spend
each night.
Empty Nesters (50+, no children) – Holiday slightly less often
than other segments, but typically spend the most per night
– especially on holidays longer than 15 nights. On longer
holidays, they are considerably more likely to choose to
holiday in Queensland.
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Neighbouring Destinations
Whilst acknowledging the strategic priority to
grow business and conference tourism, at
present, the Fraser Coast Region is
predominantly a holiday and visiting friends and
relatives destination that possesses two distinct
‘hero experiences’ –
 Fraser Island,
 Whale watching.
A resourcing comparison of Fraser Coast
Tourism & Events against nearby destination
Regional/Local Tourism Organisations (with
similar product offerings) has been made to
demonstrate the likelihood of Fraser Coast
overall visitation increasing rapidly leading up to
the year 2020 (1 million overnight visitors).
Differentiation and clear positioning to ensure
that Fraser Coast stands out from the crowd is
key. Whales behave differently and (include
why) are more accessible in Fraser Coast waters.

Noosa

Similarly, The Sunshine Coast and Noosa are fast
establishing themselves (through large scale
marketing efforts) as key gateways to Fraser
Island in both domestic and international
markets.
In terms of international markets, the region
competes with our southern neighbours
particularly when leveraging Fraser Island.
Whilst the Australia’s Nature Coast (ANC)
initiative assists in this regard, greater control
(marketing and product development) is
required by FCTE to truly recognise the potential
of the initiative for the Fraser Coast.

Domestic Overnight
Visitors

International Overnight
Visitors

Total Overnight Visitors

597,000 (-4.3%)

136,000 (+3.8%)

733,000

3,250,000 (+13.5%)

272,000 (+6.4%)

3,522,000

803,000 (+12.3%)

146,000 (+7%)

949,000

Fraser Coast
Sunshine Coast

In the domestic arena, with 28% of visitors
coming from Brisbane and 47% from regional
Queensland, the Fraser Coast Region’s primary
competitors are Queensland destinations close
to these source markets, such as the Gold Coast,
Sunshine Coast and Noosa regions – all offering
whale watching experiences of their own.

Annual Destination
Marketing Budget

Total Budget

$516,000

$2,554,500 (2016/17)
Ex-Events $1,882,500

Visit Sunshine Coast

$3,500,000

$5,077,000 (2015/16)

Tourism Noosa

$1,300,000

$2,300,000 (2015/16)

Fraser Coast Tourism & Events

Visitation figures based on year ending September 2015-2016 (Source: TRA 2016)

Fraser Coast Destination Tourism Plan – 2017

11

TOWARDS 2020
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VISION AND GOALS

Vision and Goals
Our Vision
The 2020 Destination Vision for Fraser Coast is:

‘Globally recognised for world class personal natural encounters, World Heritage listed
Fraser Island and as Australia’s number one whale experience destination.’
Strategic Objectives
1. Become a Top Tier Queensland destination.
2. Clear market positioning around ‘personal
natural encounters’ of the Great Sandy Strait
and Fraser Island.
3. Grow the quality of tourism experiences and
overall sector value.
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4. Fraser Coast to be regarded as a high quality
visitor destination through winning
recognition via appropriate industry and
‘best in category’ awards.
5. Community support and enthusiastic
partners.

13

KEY PERFORMANCE INDICATORS
•
•
•
•
•
•
•
•
•
•

Increasing average visitor length of stay in target markets
Growth of existing markets
Increasing repeat visitation
Improving Visitor satisfaction (TripAdvisor ratings)
Increasing the Region’s share of international visitors to Queensland
Increasing the Region’s share of event visitors
Community support for tourism (social indicators)
Partner satisfaction
ATDW product listings
Accredited and resilient businesses.

Visitor Expenditure and Visitation
The DTP first compiled in 2014 outlined
ambitious targets in terms of visitor expenditure
and visitation. Specifically, the plan outlined that
by the year 2020, the aim was for the region to
generate total annual visitor expenditure of
$760 million (currently at $304 million).
As such, FCTE have amended the targets
originally set in 2014, to more accurately reflect
current trends and current tourism market
conditions within Queensland and within the
Fraser Coast region.
Taking into account the below visitor number
growth targets, FCTE aims to reach an amended
Visitor Expenditure target of $400 million, which
will also result from increasing in average length
of stay.

Our Goals
 Cement the Region’s position as the leading
destination for personal natural encounters
by maximising the tourism potential of whale
watching and positioning Fraser Island to the
fore and building on its status as an iconic
visitor attraction. Pre-requisites for success
will be a program of innovative marketing
and compelling itineraries, alongside high
quality new products and experiences.
 Leverage off our natural advantage with
whale watching and destinations such as
the iconic Fraser Island and the Great Sandy
Strait to grow average length of stay by
increasing our share of Queensland marine
tourism activities in the leisure market –
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growing domestic overnight expenditure
(dive, snorkel, whale watching).
 Achieve growth in the Region’s share of
fishing (as an activity), building on the
strategic ambition of developing a major new
fishing event and establishing Fraser Coast
as Australia’s home of fishing.
 Target the drive market (i.e. 400km radius)
leisure market and identified leisure niches
(nature-based/ marine, natural and cultural
heritage, education, adventure, military
tourism, agri-tourism, touring) to deliver
expenditure growth. Building on
Maryborough’s heritage city status and
creating a range of high quality and unique
experiences such as those offered by the
Tobruk are fundamental if the Region is to
stand out in a competitive market.
 Establish the Region as a leading
Queensland events destination. We will
attract new event visitors and expenditure
via the successful acquisition and attraction
of new major events, in addition to growing
the impact and sustainability of existing
events.
 Growing the Region’s market share in
Queensland of target overseas markets (UK,
Europe, USA, Canada and New Zealand) and
interstate visitors (VIC/NSW). In overseas
markets, the Region needs to lever the
potential offered by co-operative marketing
as part of the Australia’s Nature Coast
partnership.
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REVISED DTP VISITOR GROWTH TARGETS
 Generating growth in repeat visits in existing
markets through training and development
of people and regular measurement of
customer satisfaction and willingness to
recommend. Achieving excellence in service
standards, providing a warm and genuine
welcome, and high quality experiences are
all essential elements in building strong
levels of visitor satisfaction and propensity to
visit again and provide positive
recommendations. When positive visitor
satisfaction levels are accompanied by new
products and events, which provide reasons
to visit, then repeat growth becomes a
realistic underpinning growth strategy.

Domestic Overnight
Annual % Change
International Overnight
Annual % Change
Total Overnight
Annual % Change

2016
597,000
- 4.3%
136,000
3.8%
733,000

2017
585,060
- 2%
141,440
4%
726,500
- 1%
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 Building thriving and mutually beneficial
partnerships with communities, industry and
public sector partners as the key enabler,
which will facilitate sustainable growth.
Building engagement with communities,
developing vital and viable precincts, which
will be enjoyed by locals and visitors, will
help unlock the value in the VFR sector.
 Build the contribution, which the business
and conference tourism sector makes to
Fraser Coast’s economy. We need to grow
average visitor length of stay by creating
accessible and compelling pre and post trip
itinerary options, and maximise trade in the
conferences and meetings sectors where
links between our smaller and quirky
meeting venues and existing clusters and
economic activity can be developed.

2018
596,761
2%
148,512
5%
745,273
3%

2019
620,632
4%
157,423
6%
778,054
4%

2020
657,870
6%
168,442
7%
826,312
6%
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DESTINATION GROWTH
PRIORITIES
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Destination Growth Priorities
The following priority strategies and supporting actions have been identified as having the potential to
enable the Fraser Coast Region to grow visitation, average length of stay and visitor expenditure leading
up to the year 2020.

TIMING: Ongoing, Immediate (1-2 years); Medium-term (3-5 years), Long-term (beyond 2020).

Priority

Hero Experience/
Market

Responsibility

Timing

1.

Experience
Theme:
 Fraser Island
 Adventure

FCTE
FCRC
QPWS
Industry
RDA

Immediate

Build on Fraser Island’s iconic status as a World
Heritage Area and re-establish the connection
between Hervey Bay and Fraser Island, positioning
the island as a high quality and unique destination for
adventure, nature-based and marine activities.
At overall destination level, broaden the range of
experiences for identified niches through targeted
marketing of current and planned products to build
demand for new products, including;

Key Markets:
 Domestic
leisure
 Int. Leisure

 Build the region’s appeal as a dive and snorkel
destination following the successful acquisition of
the Tobruk. Utilising Fraser Island as a point of
difference alongside the technical attributes of the
dive experiences has the potential to establish
Fraser Coast as a ‘must dive’ destination; Establish
a partnership of key agencies and businesses to
develop an investment-led approach, which seeks
to;
 Build the range of adventure and nature-based
experiences available to visitors;
 Establish a range of high quality accommodation
options which meet market expectations;
 Develop supporting access and signage
infrastructure;
 Unlock the marketing potential and leverage the
iconic nature of the destination via targeted
promotion of current and planned products to
build demand for new products (adventure,
nature-based) on the island.
2.

Focus on drive itinerary development and packaging
targeting 75% of the domestic overnight market that
live within a 400km radius of the Fraser Coast, to
extend stays and enrich the Visiting Friends and
Relative experience to drive revisitation. It is
estimated 448,000 of the total 597,000 domestic
overnight visitors come from intrastate locations.
 Continue to develop and promote drive itineraries
such as the Great Beach Drive initiative; liaise with
key stakeholders to implement physical signage
and develop promotional collateral;
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Medium-term

Immediate

Ongoing
Immediate
Immediate

Experience
Theme:
 Fraser Island
 Adventure
 Coastal and
Hinterland
 Heritage
 Fishing

FCTE
FCRC
QPWS
Industry

Immediate

Ongoing
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3.

Build a range of drive itineraries focusing on core
experiences, including nature, heritage and fishing
itineraries that are aligned with key demographics
within the drive market – i.e, young families, grey
nomads, budget, high end etc.
Facilitate discussions with key stakeholders and
tourism experiences to encourage the
development of new packages that are trade
ready, i.e can be distributed domestically and
internationally;
Develop and implement a drive market campaign
utilising existing and new drive route trails and
itineraries.
Implement the revitalised ‘Staycations’ initiative
to drive revisitation amongst the VFR segment,
whilst building a local salesforce through
encouraging locals to become regional
ambassadors.

Highlight the region’s natural encounters - delivered
via new and enhanced product and tours, including;
 Bring the natural encounters to life via creating a
tailored program of itineraries which drive
awareness and increased length of stay i.e. Lady
Elliot, Fraser Island, Whale encounters,
Dive/snorkelling trails, Dolphins, Great Beach
Drive;
 Marketing and supporting PR and communications
support which includes clear positioning of the
destination, explaining why the ability to
experience the natural encounters in Fraser Coast
is unique - enjoy the secrets enjoyed by locals;
(EG: Redefine the uniqueness of Hervey Bay’s
whale experience to combat southern
competition), and
 Continue to develop and implement a mutually
beneficial partnership with QPWS is a key enabler.

4.

Develop and implement a major marketing and PR
campaign for interstate/intrastate leisure markets,
supported via ongoing development of the
destination’s hero experiences;
 Seek and secure new resources to implement and
sustain a new major marketing push;
 Support operators to find their unique selling
point and a signature experience to feed the
Region’s rich digital content strategy;
 Broadening product and experience development
in areas such as recreational fishing, adventure
activities, access to Fraser Island, Great Barrier
Reef, the Great Sandy Strait and Hervey Bay,
Maryborough and hinterland as destinations in
their own right;
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Key Markets:
 Domestic
leisure
 VFR

Ongoing

Immediate

Short-term

Immediate

Experience
Theme:
 Whale
watching
 Great Barrier
Reef

FCTE
Industry
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Immediate

Key Markets:
 Domestic
leisure
 Overseas
Leisure
 Education

Ongoing

Ongoing
Experience
Theme:
 Coastal and
Hinterland
Lifestyle
 Fraser Island
 Whale
watching
 Adventure
 Great Barrier
Reef
 Heritage
tourism
 Fishing

FCTE
Industry
TEQ
RDA
Immediate
Ongoing

Immediate
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 Targeted PR and marketing investment with drive
packages and itineraries;
 Focus more effort on interstate fly/drive markets
with packages and itineraries if resources and
industry support allows for this;
 Support with mentoring activity which builds
business capacity and capability on use of digital
media and developing rich digital content;
 Instigate an annual experience development
mentoring program to encourage the
development and enhancement of new and
existing products that meet the needs of emerging
markets and embrace the Region’s hero
experiences;
 Prepare a critical gap analysis by market for the
Region’s hero experiences; and
 Develop a Drive Strategy, which builds the case for
better signage, and continue to target the drive
market with ongoing campaigns and packages
linked to real people and stories.
5. Grow the international markets (starting with longhaul western) through co-operative marketing with
the Australia’s Nature Coast partnership, including
 Use Australia’s Nature Coast as a catalyst to
increase international product representation and
build packages and itineraries that showcase the
best of the Fraser Coast;
 Support the development of product/experience
development initiatives to facilitate visitor
dispersal and increase length of stay, such as the
Great Beach Drive;
 Support the maintenance of existing aviation
services and support continued development of
new services;
 Support new products to become active in the
international market and ensure their product is
international ready through mentoring and
partnership;
 Implement a PR campaign to raise awareness of
the Region’s position as the leading destination
for personal natural encounters internationally
through Australia’s Nature Coast, including rich
digital content; and
 Work with inbound tour operators to develop and
implement a strategy which firmly positions
Hervey Bay as a key stopping point on youth
market and international FIT journeys and
itineraries, incorporating proximity/access to and
from Fraser Island, as well as Hervey Bay’s own
appeal as a destination.
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Key Markets:
 Events visitors
 Domestic
leisure
 VFR

Ongoing
Immediate
Ongoing

Immediate

Immediate
Medium-term

Experience
Theme:
 Coastal and
Hinterland
Lifestyle
 Fraser Island
 Whale
watching
 Adventure
 Great Barrier
Reef
Key Markets:
 United
Kingdom
Europe

FCTE
Australia’s
Nature Coast
Partnership
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Industry
TEQ
Inbound Tour
Operators

Ongoing

Immediate

Immediate

Ongoing

Immediate

Immediate
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6.

Further develop the Fraser Coast’s position as the
leading destination for personal natural encounters
by further developing a virtual ‘Centre of Excellence’
in marine tourism through established education
partnerships, including (Oceania);
 Establish formal partnerships with world
renowned humpback whale/marine mammal
researchers/scientists;
 Build university and school partnerships around
the scuttling of the Tobruk dive wreck
 Investigate the potential of placing Fraser Coast’s
whale calving story as part of a high profile
environmental documentary;
 Create year-round experiences building on the
whale research, linked to the Fraser Coast
Discovery Sphere;
 Integrate clear messaging on safe marine
experiences and natural encounters into
marketing; and
 Investigate continued opportunities to develop
curriculum-based education packages/engage
with schools, through initiatives such as the Junior
Whale Whisperer Program.

7.

8.

At an overall destination level, broaden the range of
experiences and product in identified niches through
targeted marketing of current and planned products
to build demand for new products, with key actions
including:
 Conduct a regional product/experience audit
across TEQ’s 5 ‘experiences pillars’;
 Conduct a gap analysis based on this audit – in
which areas do we as a region fall short?
 Identify which products, experiences, packages
and itineraries can fill these gaps, and what
assistance and direction needs to be provided to
these products to allow them to do so;
 Continue to work in partnership with key
stakeholders such as QPWS and cruise partners to
develop new experiences within National Park
areas.

Build on the Fraser Coast Regional Events Strategy to
position the Fraser Coast as a leading Queensland
event destination, with key actions including:
 Investigate the potential of establishing new high
profile sports events.
 Fill gaps in the calendar, by targeting events that
celebrate a fit with the destination and unique
experiences and are non-transferable.
 Work with local partners to build the sustainability
and long term viability of existing events; and
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watching
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Immediate
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Immediate
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9.

 Secure partnership support and investment from
Council and industry partners as a key driver for
sector growth.

 VFR

Develop and implement a comprehensive plan to
position and establish Fraser Coast as ‘Australia’s
home of fishing’;

Experience
Theme:
 Coastal and
Hinterland
Lifestyle
 Adventure

 Prioritise the development of fishing events,
utilising existing and new events (including
competitions, exhibitions and trade shows) to
boost visitation in main fishing season;
 Implement experience/industry development
programs to educate industry on the importance
and benefits of recreational fishing;
 Drive awareness of the fishing offer through
online and social media;
 Engage a broad range of commercial and public
partners in developing and delivering the
program;
 Marketing and itineraries to showcase valueadded products (charter hire, tour guides,
accommodation, equipment hire);
 Targeted supporting infrastructure investment at
key hubs – fish cleaning tables, marina capacity
etc. and foreshore development; and
 Conduct an audit and develop a sustainable use
policy (including carrying capacity, length of stay,
take policies) for the emerging and lesser known
fishing sites (sea and inland) in the Region and
actively promote these 'local spots'.
10. In partnership with industry, develop the potential of
the business meetings and conferences sector by;
 Growing the capacity of industry to service this
market through skills development
 Leveraging links with local business clusters to
generate new meetings and conference activity;
 Growing average business visitor length of stay via
development of a program of accessible pre and
post trip itinerary options; and
 Position the region in the business meetings and
conference sector through establishing clear
points of difference, utilising smaller/quirky
venues and leveraging our lifestyle attributes.
11. Secure funding for major public works for tourism
oriented projects, which also deliver broader
community benefits. Build on existing initiatives to
develop a high quality investment prospectus, which
incorporates;
 Precinct development plans for new tourism
oriented places e.g. Maryborough, Poona, Great
Sandy Strait villages, and Fraser Coast Hinterland;
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 Develop tourism linkages to the planned Hervey
Bay sports precinct;
 Co-ordinated program to raise resident awareness
and advocacy for local attractions as a means of
raising VFR spend; and
 Create a culture of community pride and leverage
ambassadors through increasing the use of digital
media database marketing / sharing.
12. Work with Council to encourage the progress of the
foreshore master plan and development of the
Urangan Harbour Marina Precinct, including;
 New beachfront dining and seafood dining
experiences getting the customer closer to the
environment;
 Focus on creation of Urangan Harbour linkage to
Fraser Island by both ferry and barge to
strengthen to Hervey Bay linkage, as well as
assisting the development of access to the
northern aspect of the island; and
 Leveraging events and precinct development to
grow the range of experiences, providing the
means of building destination attractiveness and
the opportunity to grow average length of stay.

ACRONYMS:
ALOS Average length of stay
AMSA Australian Marine Sciences Association
DAFF Department of Agriculture, Fisheries
and Forestry
DEHP Department of Environment and
Heritage Protection
DSDIP Department of State Development
Infrastructure and Planning
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Ongoing
Immediate

Immediate/
Ongoing
Experience
Theme:
 Coastal and
Hinterland
Lifestyle
Key Markets:
 Domestic
leisure
 VFR

FCRC
FCTE
Industry
Medium-term

Medium-term

Medium-term

KAC
Korrawinga Aboriginal Corporation
NPSR Department of National Parks, Sport
and Racing
QPWS Queensland Parks and Wildlife Services
QTIC Queensland Tourism and Industry
Council
RDA
Regional Development Australia
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