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The Hon. Jann Stuckey MP
Chair
Tourism Cabinet Committee
Level 26, 111 George St
BRISBANE QLD 4000
December 2014

Dear Minister
It is with great pleasure that we, the DestinationQ Steering Committee, present to you this final
report detailing the journey, debate and outcomes of the 2014 DestinationQ Forum.
DestinationQ is a powerful example of partnership in action. Over the past three years this new
approach has delivered progress for the Queensland tourism industry. Renewed engagement has
been met by action, and by working together we have moved closer to our vision for the future. A
vision agreed at the 2013 DestinationQ Forum and taken forward through Destination Success: the
20-year plan for Queensland tourism published in February 2014.
This year’s forum focused on, ‘grow your product – grow our industry’ and challenged industry
and individuals to deliver an exceptional experience to every visitor. Informed by regional
focus groups, social media research and industry best practice, delegates imagined what
could be, prioritised collective commitments and committed to act in their own businesses and
destinations. In practice the forum was about the grass roots efforts and commitment needed to
grow individual product and our industry.
Following a series of inspirational keynote speakers from across the globe, Australia and
Queensland, delegates workshopped commitments to achieve excellence in tourism. Almost 60
‘what if we’ questions informed 30 ideas that were crafted into potential collective commitments.
From these 30 ideas, 12 potential collective commitments were taken to the full delegation and
six included in the forum communique following live voting. The forum communique articulates a
collective agenda to deliver an exceptional experience to every visitor.
Guided by the commitment agenda agreed at the forum, our attention now turns to making
the commitments real. We have begun discussions with industry champions, are building
relationships with those that made commitments and are working across government to
coordinate our efforts. The opportunity for success has never been greater than through the
DestinationQ partnership and our collective commitment to excellence.
Regards

Dr Richard Eden
Director-General
Department of Tourism,
Major Events, Small Business
and the Commonwealth Games

Mr Daniel Gschwind
Chief Executive Officer
Queensland Tourism
Industry Council

Ms Leanne Coddington
Chief Executive Officer
Tourism and
Events Queensland
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Your guide to this report
This report is a reference guide to the 2014 DestinationQ Forum.
It works through the significant forum preparations, including the new research and insights
that were commissioned to inform discussions and how our tourism leaders were involved in
framing discussions.
It then details what happened at the forum, including key quotes from the sessions and speakers.
All of the information generated by delegates during the theme workshop sessions on day one are
provided. This section shows the progression of ideas from asking the big questions about what is
possible to the commitments of what delegates agreed were the most important things we could do
to support each other to deliver an exceptional experience to every visitor.
The top six commitments, as voted by delegates, and the individual commitments formed the
Commitment Agenda for Industry. All of the collective and individual commitments are detailed
in the Forum Communique signed by the Queensland Premier, Minister for Tourism, Major Events,
Small Business and the Commonwealth Games, and Chair of the Queensland Tourism Industry
Council (QTIC). This section details the industry ‘pitch’ delivered in support of each of the top six
commitments and then maps these commitments against our existing priorities and efforts in
Destination Success – the 20-year plan for Queensland Tourism.
Over the coming months, the department will work across government and with industry
champions to rally efforts to make the collective commitments prioritised by industry a reality.
We will also work with delegates to share their stories about how they are fulfilling their
individual commitments.
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Introduction
In the past two years, through the DestinationQ partnership, industry and government have
achieved much together:
• We have created a shared long term vision to secure growth through Destination Success: the
20-year plan for Queensland Tourism, which sets out what we need to be to succeed in the
coming decades.
• Destination tourism plans (DTPs) have been developed across the state, highlighting the
strategic priorities and actions for each destination.
• There is renewed optimism and confidence for tourism in Queensland.

Destination Success
Destination Success: the 20-year plan for Queensland tourism was released
in 2014 as a long-term plan to set the direction and guide the actions of
industry and government. Based on the strategic directions identified and
prioritised by industry at the 2013 DestinationQ Forum, the plan sets out
our vision for the future and the most important things we need to change
or build on to achieve it.
To support the delivery of the 20-year plan, the Destination Success
Action Plan outlines the first actions being delivered by industry and
government. The action plan represents an 18 month period and will be
updated for the life of the 20-year plan to ensure we progress our vision
for Queensland tourism.

DestinationQ Forum
Our theme this year was ‘grow your product, grow our industry’. The forum was about growth and
how to achieve it in a competitive market.
To prepare for the forum, the Queensland Government worked with QTIC and regional tourism
organisations (RTOs) to:
• engage with industry across Queensland to identify grass-roots issues
• undertake research and gain new insights on key industry issues
• conduct a Tourism Leaders’ Forum to consider the research findings and identify the key themes
for this forum.
This work allowed us to harness the momentum we have built through the DestinationQ
partnership and continue the journey to making Queensland Australia’s number one
tourism destination.
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Delegate demographics
As in previous years, delegate numbers for the forum were limited to match the capacity of
the venues and ensure all delegates have a voice in the proceedings. Due to the overwhelming
interest from stakeholders in attending the forum, a selection process was undertaken to ensure
the final numbers represented the breadth and diversity of the Queensland tourism industry.
Priority was given to people who committed to attend both days of the forum and were willing to
contribute to discussions through the pre-forum online survey.
The demographic information of the final industry delegate list are shown below. Please note,
figures represent percentage of industry forum participants and exclude those Queensland
Government officers who assisted with the forum.

Business size
Micro
(0–4 employees)
Large
(200+ employees)

Small
(5–19 employees)

Medium
(20–199 employees)
Figure 1: Percentage of industry delegates by business size
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Figure 2: Percentage of industry delegates by industry sector
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Regional breakdown (%)

Queensland (multiple regions)

Australia (national company)
Tropical North

Whitsundays
Townsville

Mackay
Outback
Capricorn

Gladstone

Bundaberg–North Burnett
Fraser Coast
Sunshine Coast

Southern
Brisbane
Gold Coast

Figure 3: Percentage of industry delegates by region
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Forum Communique
The final product of the forum was a communique, signed by industry and government,
containing the outcomes of the forum. The communique details the six collective commitments
prioritised by delegates and includes all the individual commitments made by delegates to
deliver an exceptional experience to every visitor.
A full copy of the communique, including all individual commitments, is available at
www.destq.com.au.
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Figure 4: Forum Communique available at www.destq.com.au
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Journey to the forum
Road to the 2014 DestinationQ Forum
In 2014 we set out to continue the DestinationQ Partnership by bringing industry and government together to…

Learn  Engage  Debate  Commit  Inspire

New research

The voice of
the consumer

Four research projects commissioned to
provide new insights into our challenge.

20 000 posts, 8400 reviews, every
Queensland destination
To discover what travellers are saying about
us and what influences their reviews.

Tourism Leaders Forum
Over 70 tourism industry leaders considered the findings from the research. They identified the key areas of focus for the forum
and acknowledged the new insights that could help us meet our challenge.

New insights to meet our challenge

Our natural wonders and friendly people make us
Our natural wonders and
friendly
make us
a great
placepeople
to visit...
a great place to visit...
Our natural wonders and friendly people make us
What visitors say about Queensland:
a great
place
to visit...
What visitors
say about
Queensland:

To EXCEL, we need to offer ‘one of a kind’
products and destinations...

What visitors say about Queensland:

Be exceptional
Live the promise
Deliver value

Source: Consumer Tourism Perceptions, Experiences & Reviews in Qld 2014

Good

Source: Consumer Tourism Perceptions, Experiences & Reviews in Qld 2014

Great

Where we want to be:

Delivering exceptional value for our visitors it’s how you make them feel...
Value is perceived by our customers as the product of:

Our experiences stand
alone and we realise
our 20-year
vision

One of
a kind

Time

Source: Consumer Tourism Perceptions, Experiences & Reviews in Qld 2014

71% of social
71% of socialmedia mentions
for Queensland
media mentions
for Queensland are positive
71% of social
are positive
media mentions
for Queensland
are positive

Feelings

Money
Source: Duane Knapp, BrandStrategy Inc.

SWATCH 1_SideB_back_2014
TCH 1_SideB_back_2014

At the forum

SWATCH 1_SideB_back_2014

SWATCH 3_SideB_back_2014

Delegates learnt from keynote speakers about
the new insights.
In small groups they debated the big
questions that, if answered, would enable
an exceptional experience.
As a single plenary, delegates committed to
collective and individual commitments that will
grow their product and grow our industry.
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 Theme 1: Enhance the
visitor experience
SWATCH 4_SideB_back_2014
Our challenge was to workshop
ideas to deliver what is important
to our visitors.
Delegates asked the big questions
related to delivering exceptional
service and involving the entire
community.
Collective commitments were agreed
to meet this challenge through
education and awareness rising.

T heme 2: Work
together to exceed
expectations
Our challenge was to workshop ideas
that would involve those that we
need on-side.
Delegates asked the big questions
related to breaking down barriers
and building an effective coalition.
Collective commitments were agreed
to meet this challenge by involving
others and unlocking Queensland’s
Indigenous experiences.

Direction and focus

Vision and planning

Our challenge in 2014

Our journey was guided by the:

By working together we developed a map:

Tourism Cabinet Committee – oversight
and cross-government action

Destination Success – the 20-year plan for
Queensland tourism

With strong leadership and map in hand,
we faced a new challenge to deliver an
exceptional experience to every visitor.

DestinationQ Post-Forum Working Group –
industry engagement and implementation

13 Destination Tourism Plans identified the
priorities of our tourism regions.

DestinationQ Forum Steering Committee –
on the ground delivery and execution.

The voice of
the operator

A challenge to ‘grow your product and
grow our industry’ in order to achieve our
long-term vision for Queensland tourism.

Industry
lifecycle

Destination
best practice

17 workshops, 300 operators, and
170 survey responses

Specialist analysis of Queensland’s
accommodation market cycle

International expert in destination
brand strategy

To identify what motivates operators
to invest in their product.

To place Queensland’s products on
a lifecycle spectrum.

To outline the features of a world class
destination.

Re-investment is
is critical
critical to
to meeting
meeting
Re-investment
visitor expectations...
expectations...
visitor
Re-investment is critical to meeting
The majority
majority
of Queensland’s
Queensland’s
accommodation isis
visitor
expectations...
The
of
accommodation

Understand what is important to visitors...
The top drivers of customer feedback by product group:
Accomodation

Attractions

Tours

Delivering on visitor expectations pays off...
The return on investment is real:

growing but
but aa high
high proportion
proportion isis not
not growing:
growing:
growing
The majority of Queensland’s accommodation is
growing but a high proportion is not growing:

Food

Notgrowing
growing
Not
Top driver of
positive reviews
Service

Signage

Friendly staff

Taste / food
Quality

Value for
money

Service

Taste / food
Quality

Growing

Top driver of
negative reviews
Service

Can lead to
increases in
bookings by

Not growing
Growing
Growing

Source: Queensland tourism product lifecycle, 2014
Source: Queensland tourism product lifecycle, 2014

Decorof
of
Decor
accommodation
accommodation
productsnegatively
negatively
products
mentioned
inall
all
Decorin
of
mentioned
destinations
accommodation
destinations

Source: Consumer Tourism Perceptions, Experiences & Reviews in Qld 2014

Source: Consumer Tourism Perceptions,
Experiences & Reviews in Qld 2014

Source: Queensland tourism product lifecycle, 2014

products negatively
mentioned in all
destinations

SWATCH 11_SideB_back_2014
11_SideB_back_2014
SWATCH

H 6_SideB_back_2014

 Theme 3: Drive new
ideas and investment

Individual commitments

SWATCH 11_SideB_back_2014

Our challenge was to workshop ways
to turn ideas into profit.
Delegates asked the big questions
related to implementing their ideas
and maximising the value of their
tourism assets.
Collective commitments were agreed
to meet this challenge through new
methods and systems to support
innovation and entrepreneurialism.

Next steps

SWATCH 7_SideB_back_2014

In closing the forum, delegates
were challenged to make an
individual commitment that they
would themselves pursue to
deliver an exceptional experience
to every visitor.
Led by the Queensland Premier,
Minister Stuckey and QTIC
Chairperson, delegates shared their
commitments boldly with each other
and the industry.

The six collective commitments and over 200
individual commitments are now contained
within the Forum Communique.
This report details each of these collective
commitments and industry leaders that have
thrown their support behind each one.
Over the next 12 months these leaders will
work with others in the industry to take the
collective commitments forward and meet
our challenge to deliver an exceptional
experience to every visitor.
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Department of Tourism, Major Events,
Small Business and the Commonwealth Games

Forum preparation
New research and insights
To understand how to grow your product, our destinations and therefore our industry, the
Queensland Government commissioned four key pieces of research to share with industry.

2014 DestinationQ Forum
Delegate workbook

Grow yourVoice
product,
grow our industry
of the consumer
Voice of the operator
What consumers say on social
media about what makes a
quality tourism product from
their perspective.

What operators across
Queensland say about
growing or changing tourism
products - what motivates
them, and what are the barriers
and enablers for innovation in
their product.

Great state. Great opportunity.

Industry lifecycle

Destination best practice

Analysed patterns of
investment in Queensland’s
tourism product and where
our accommodation sits in
the lifecycle spectrum.

What is international
best practice in growing
destinations and how
this could be applied in
Queensland.

Figure 5: New research to inform discussions

Each of these pieces of research was designed to generate new insights that encourage debate
and action in industry to promote growth. The full reports are available at www.destq.com.au.
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Tourism Leaders’ Forum
In July 2014, over 70 tourism industry leaders considered the findings from the four research
projects and identified the key areas of discussion at the forum. These key areas became the
structure of the forum, allowing delegates to focus their discussions on one of three themes
across separate venues.

We

Me

Enhance
the visitor
experience

Work
together to
exceed
expectations

Drive new
ideas and
investment

Deliver an
exceptional
experience

Figure 6: The forum design

DestinationQ Forum app
The DestinationQ Forum app was an essential tool for delegates
at the forum. Delegates were able to download and start using
the app as soon as they received notification they had secured a
place at the forum.
It was used in the lead-up to and during the forum – importantly,
the app provided the means for delegates to engage in live
voting sessions during the forum as well as access to a preforum survey and preference nominations for which theme
delegates wished to work in. The app also provided important
information about the forum, accommodation and travel
options, and enabled delegates to engage directly with each
other. It was a practical example of innovation to improve the
delegate experience and enhance the forum.

2014 DestinationQ Forum – Final report

9

Pre-forum survey
In the lead-up to the forum, delegates were asked to complete a short survey about how they
viewed their business and destination. Following a strong response, the survey showed that
individual businesses agreed that they were delivering an exceptional experience to visitors.
However, when asked the same questions about their destination, delegates agreed less than
when compared with their own business.
Never

Always

How often does your business exceed
customer expectations?

(4.3)

How often does your business seek feedback
from customers?

(3.8)

How often does your business deliver high
standards of service?

(4.1)

How often does your destination deliver high
standards of service?

(3.3)

How often does your business understand and
act on consumer trends?

(3.9)

How often does your destination understand
and act on consumer trends?

(3.2)

How often does your business engage the
community in tourism?

(3.4)

How often does your destination engage the
community in tourism?

(3.0)
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DestinationQ Forum master classes
For the first time, the 2014 DestinationQ Forum included an optional program of two master
classes designed to delve deeper into issues relevant to industry. Master classes preceded the
regular forum program and were held on 15 September 2014. Over 160 delegates, 80 at each
master class, gained first hand insight into issues relevant to their particular interests.

China – Rise of the independent traveller
This session was designed as a ‘myth buster’, to eliminate preconceived ideas about the Chinese
visitor market. The master class updated delegates on the characteristics of the Chinese traveller
and the growing trend away from group-based travel to free and independent travellers (FITs). The
session was facilitated by Richard Beere, Fastrak Asian Solutions, and keynote speakers included:
• Bernard Hughes, Nielsen Australia
• Kestrel Lee and Roger Yu, The China GAP
• Cheryl Zhong, Equity Travel
• Reder Wang, Shenzhen CEPT Int’l Travel Service Ltd
• Tony Duan, baicheng.com (formerly byecity.com)
• Andy Jiang, Tourism Australia
• Grace Pan and Wayne Carlson, Tourism and Events Queensland.
Material from the master class, including a video recording, is available at www.destq.com.au.
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Building successful local partnerships
This session examined best practice in local councils and tourism organisations working together
to grow tourism for the benefit of local communities. For many local communities, tourism offers
an enormous opportunity to increase economic growth, create jobs and improve liveability for
local residents. The session was facilitated by Stewart Moore, EC3 Global, and keynote speakers
included:
• Libby Coker, Surf Coast Shire Council and Director G21 Geelong Regional Alliance
• Mary Carroll, Capricorn Enterprise
• Greg Vann, Buckley Vann Town Planning Consultants
• Cr Bob Manning, Cairns Regional Council.
Material from the master class, including a video recording is available at www.destq.com.au.
RT @GillianBeth:
Masterclass on local
partnerships sees
arts/culture feature as a
factor in achieving the best
tourism outcomes :-) #DestQ
artsqueensland

12

2014 DestinationQ Forum – Final report

What happened at the forum
The DestinationQ forum is a working forum that brings industry and government together to
workshop ideas to deliver on our shared long-term goals. In 2012, we identified the immediate
issues required to get the industry back on track; in 2013, we developed the strategic directions
required to achieve our long term vision; and in 2014, we considered the individual and collective
commitments required to guide real change on the ground.
The forum theme, ‘grow your product – grow our industry’ represents a renewed focus on the
contribution of individuals towards the industry’s collective success. It is action at this level,
in every business and region, that will determine how favourably Queensland is perceived
by visitors. Informed by powerful insights, the 2014 DestinationQ Forum was about industry
commitment to industry growth.

I’m ready for DestinationQ event “Grow
your product, grow our industry”
#tourism #destq with @JannStuckeyMP @teqld

And we’re off ... #destq 2014 forum kicks
off at @sunshinecoastoz, QTIC proud to
represent industry @DestinationQld

danielleduell

TheQTIC

Our challenge: Delivering an exceptional experience
To be truly successful, our products and destinations need to deliver an exceptional
experience to every visitor by:
• exceeding visitor expectations
• being ‘one of a kind’ in a crowded market
• being ‘best in class’ no matter what product or experience you offer
• fully delivering our unique selling proposition
• differentiating our product from our competitors.
This is not a new concept in tourism, but it is more important than ever. The 2014 forum
centred on the consumer, their needs, interests and preferences, as the primary driver of
innovation and growth generating change.
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Forum at a glance
Opening session
Report to industry and keynote speakers
350 delegates

Enhance the visitor
experience

Work together to exceed
expectations

Drive new ideas and
investments

10 potential commitments
developed with an industry
advocate for each

10 potential commitments
developed with an industry
advocate for each

10 potential commitments
developed with an industry
advocate for each

110-120 delegates

110-120 delegates

110-120 delegates

Vote – Top 4 potential
commitments

Vote – Top 4 potential
commitments

Vote – Top 4 potential
commitments

Plenary session
Heard industry ‘pitches’ from the top 4 potential commitments from each theme
Vote – Top 2 for each theme
Individual commitment developed and shared with other delegates
Lodge – Each delegate lodged their one individual ‘me’ commitment about what they will
do to deliver an exceptional experience to every visitor

Communiqué and Commitment Agenda for Industry
Agreed collective and individual commitments presented in a communique from the
forum and presented to the DestinationQ partners as the Commitment Agenda for Industry

Figure 7: Forum process at a glance
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Opening session
In the opening session, Kerry Jones of the Gubbi Gubbi people delivered the Welcome to Country
and Minister Stuckey officially opened proceedings. Delegates heard first from the industry and
government partners in a report on progress since the last forum, and then from a number of
eminent international and domestic keynote speakers.

Report to industry
As in all previous forums, DestinationQ delegates received a report to industry by a panel of
the QTIC Chairperson, Shane O’Reilly, and Tourism Cabinet Committee members (joined by the
Attorney-General) in the opening session of day one. Delegates received a full update on the
progress made since the 2013 DestinationQ Forum and were provided an opportunity to ask
questions in a live Q&A session.

“Our strong partnership with industry has laid
the foundation to take the industry forward to
reach our goal of making Queensland Australia’s
number one tourism destination.”
The Hon Jann Stuckey MP
Minister for Tourism, Major Events,
Small Business and the Commonwealth Games

@JannStuckeyMP presenting at #destq.
‘I’m proud of the local partnerships
that have been built through the
Destination Tourism Plans.’

RT @MackayTourism: ‘Our job is to
create an economic environment for
businesses to create jobs.’ @JarrodBleijieMP
presenting at #destq.

MackayTourism

JarrodBleijieMP

“Never before has government shown so much
commitment to tourism … we’ve come a long way
in the past few years, at times we have had to
test our relationship … but have been brought
out of the shadow, tourism is a pillar of the
[Queensland] economy and we are all working
for the same goal.”
Shane O’Reilly
Chairman, Queensland Tourism Industry Council

2014 DestinationQ Forum – Final report
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Keynote speakers

Volker Richter, VP for Customer Quality
Management, BMW AG
“We stopped deciding what our customer
should have and started delivering what our
customers wanted – it’s now the foundation of
our corporate strategy.”

Based in Munich, Volker was recently appointed Vice President for Customer Quality Management
and is responsible for the BMW Group Initiative ‘Quality Leadership’. He was previously Vice
President for managing Total Vehicle Architecture and Integration. Volker holds a Mechanical
Engineering degree from the University of Aachen and has also undertaken automotive-focused
research at the University of Stuttgart and Harvard Business School in Boston.
The BMW Group is the most successful premium manufacturer in the world. With the three
brands, BMW, MINI and Rolls-Royce Motor Cars, the BMW Group has succeeded in growing
market share of premium automobiles in an environment where cheaper competitors abound.
Volker’s presentation enabled delegates to look at the important topic of how to meet customer
needs from a different industry perspective. Constant innovation and reinvention driven by
what customers need, want and respond to has been the key to BMW’s long term success as a
manufacturer that is best in class.
Volker’s keynote presentation is available at www.destq.com.au.

Be a GAME CHANGER not a GAME PLAYER #VolkerRichter @
bmw #destQ
danielleduell
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Russel Howcroft, GRUEN Transfer and Network
Ten Executive
“Throughout my career, it’s become clearer and
clearer that it’s less about what you say and
more about how you say it.”

Through his appearances on ABC1’s ‘The Gruen Transfer’, Russel has become a very public face of
brand marketing and advertising in Australia. Russel joined the TEN Network as Executive General
Manager in 2013. Prior to this role, Russel was Chairman and Chief Executive Officer Australia/
New Zealand at Young & Rubicam Brands. In his early 20s, Russel headed to London and spent five
years working at Lowe Howard-Spink. Russel returned to Melbourne in 1995 and
co-founded Leonardi Brandhouse. He spent the next 11 years running his own agencies before
joining George Patterson Y&R in 2006. The group includes The Campaign Palace, VML, ideaworks
and Brand Asset consulting.
Russel used the world of advertising to illustrate why achieving an emotional connection with
your consumers drives sales. He talked particularly about knowing your audience and how to get
your product in their minds.
Russel’s keynote presentation is available at www.destq.com.au.

One of the illnesses we suffer today is that we don’t
celebrate creativity. Russel Howcroft Network 10 #destq
ism4tourismbiz
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Duane Knapp, Founder and Chairman,
BrandStrategy Inc.
“What’s your promise to customers and how are
you delivering it?”

Duane is recognised as a worldwide brand expert and advisor to over 300 brands in 15 countries.
He is a pioneer in the field of branding and in developing multi-brand marketing programs
and brand alliances. Duane has served on dozens of boards of directors, and has held a
variety of senior executive positions, including Westin Hotels, Holiday Corporation, and
The Promus Companies.
Duane has taught and lectured at several universities and graduate schools throughout the United
States of America and is a frequent keynote speaker on the subject of branding. He has been
published in, or quoted or featured in publications such as BusinessWeek and CFO Magazine. His
book, The BrandMindset®, was selected by IBM and American Express as the must read book for
their top 400 executives. It is considered the definitive guide to building Genuine Brands.
Duane talked through a number of key concepts including delivering value, treating visitors as
G.U.E.S.T.s and the need to ‘live the promise’ of our businesses and our destinations in order to
stand apart from competitors and be ‘one of a kind’. He reminded us that how we deliver our
products and how we make people feel is what matters to our visitors, and is what differentiates
you in a crowded market.
Duane’s keynote presentation is available at www.destq.com.au.
A greeting is not a question! Don’t ask ‘Are you checking
in?’. Say ‘We’re glad you’re here’. @DuaneKnapp at #destq
MackayTourism
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Mike McCartney President and CEO, Hawaii
Tourism Authority
“It is our [Hawaii’s] people, place and culture
that represent our competitive advantage.”

Mike has served as President and CEO at the Hawaii Tourism Authority (HTA) since 2009. Prior
to joining HTA, Mike was the Executive Director of the Hawaii State Teachers Association. While
there, he was responsible for the operation of the 13 500 membership organisation, handling
strategic planning, negotiation, lobbying, and managing operations. Mike has more than 20 years
of experience working in various leadership positions. He was also President and co-creator of
the Hawaii Stars Television series, which ranked as the number one locally produced show in
the state. In 1988, Mike was elected to serve in the Hawaii State Senate representing the 23rd
senatorial district. During his decade in elected office, he served as Vice President, Majority
Leader, Education Chair, Labor Chair, and Governmental Operations Chair. Mike has received
numerous awards for his work, including Lawmaker of the Year from Small Business Hawaii.
Mike explained how the natural environment and Indigenous cultures form a central part of
the Hawaiian tourism experience. He used Hawaii’s experience to demonstrate how having a
pristine and picturesque environment is a solid foundation and your products have to overlay
that with experiences that enable visitors to feel connected and immersed in the location and
its people.
Mike’s keynote presentation is available at www.destq.com.au.

Tourism is about making peace - Mike McCartney #destq
PBenckendorff

2014 DestinationQ Forum – Final report
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Day one panel with keynote speakers
Following the individual keynote presentations, speakers participated in a Q&A session taking
questions from the floor. Delegates took this opportunity to stimulate debate between the
different perspectives represented by each keynote speaker.

Russel Howcroft

‘Advertising is everything’

Volker Richter

‘Engineer the product’

Duane Knapp

‘Live the promise’

What is the best advertisement for Queensland?
Russel Howcroft: The best advertisement for Queensland is the beach. Simple, pursue it with
vigour, pursue it creatively and pursue it with millions of dollars.
Duane Knapp: The most important thing is to work out what your promise is. If you don’t know
your promise, whatever your value proposition is, it will be ineffective over the long term. You
need to create a ‘one of a kind’ perception and that’s the secret to an enduring brand.
The experience you deliver has to match the message; it has to deliver on the promise.
Russel Howcroft: However, a big piece of advertising can be very powerful, when trying to wrestle
an idea as big as a ‘Queensland promise’ to the ground.
Duane Knapp: I agree, it can act as a training video that is a signal to others. But it has to reflect the
promise and be delivered by the product. That’s what sets genuine brands apart as ‘one of a kind’.

Humans are emotional beings. It’s not what you say but
the way you say it that gets results. @howcroft finishes his
presentation at #destq.
MackayTourism
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How do you adapt your experience of product improvement to the
Queensland tourism industry?
Volker Richter: For BMW, over 80% of the car is not built by BMW, we have over 3000 suppliers
that need to synchronise their efforts to produce a car. The challenge for Queensland is the same,
how do you synchronise your efforts to deliver a unique Queensland experience.
Russel Howcroft: That’s why I argue that you need an advertising led value proposition, to unite
the industry and define the value proposition.
Volker Richter: What we did in the past is focus on the product and not the customer. We called
it ‘fire and forget’; just get the product out the door and the customer will take care of the rest.
But we changed this, we started listening to the customer and found that the key is to deliver a
premium service and combine this with a sustainability approach.
In the past, cup holders were a key issue for our American sales. We now realise that you need
to understand your market; there are different customers on this planet and they have different
needs. The main thing is to live in the market, understand the people and how to exceed their
expectations.
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Day two panel with keynote speakers

Before the individual commitment session, the keynote speakers reflected on outcomes of the
live voting and shared their thoughts on the way forward for Queensland.

How does Hawaii illustrate the science behind the ‘promise’?
Duane Knapp: They exemplify the science in their collective marketing and branding as a collection
of destinations under a single umbrella. But more specifically, in Hawaii there is a strong culture of
‘me’. Behind the brand are individuals that build upon and complement Hawaii’s promise.

How do we learn from Hawaii about how to showcase our local
Indigenous cultures?
Mike McCartney: Permission is about respect; if you are going to use a person’s culture have
you asked their permission. It is a journey we are on in Hawaii and it’s a journey you will need to
begin as you move forward.
Duane Knapp: I think you have huge potential to bring Indigenous culture forward as part of the
Queensland promise.

Where do we go to from here?
Mike McCartney: The hardest conversations are those we have with ourselves and the people
around us. But you will find a way that works, your own way, and that’s the beauty of it.
Duane Knapp: I can’t be more impressed with the thinking behind and at DestinationQ. The path
is to get on with it, refine your promise, get behind the promise and that will propel you into a
position of privilege as ‘one of a kind’.
Mike McCartney: Your children are going to ask you one day what you did here, and will you be
able to say that you made peace; did you do anything more than put together marketing plans –
what’s your individual commitment?
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Theme workshop process
On the afternoon of Day One, delegates moved into their theme workshop groups. Working on
one of the three themes, delegates heard from two industry speakers about their experiences
and learnings related to the theme. Facilitators then took the group through key insights drawn
from the research before delegates worked on how, as individual operators and as an industry,
we could take it to the next level to deliver an exceptional experience to every visitor.
Delegates then worked in small groups before coming together and refining their ideas as a
theme group.
Small groups (of 10-12 delegates):
• Key insights: delegates discussed what the insights from the research and the speakers mean
for them, their business and their destination.
• Big questions: identified what the key questions are that we, as an industry, need to address
to deliver an exceptional experience for every visitor. The key questions took the form of “what
if we…?”.
• Industry commitments to excellence: each group identified what we need to do to support each
other to deliver an exceptional visitor experience. These commitments took the form “to deliver
an exceptional experience to all visitors, together we will….”. Each group elected an industry
advocate who developed a 90 second ‘pitch’ for the commitment.
Theme groups (110-120 delegates):
• Prioritise Industry Commitments: the advocates pitched their idea to the theme group – this
was their opportunity to convince their peers their idea was the most important thing we
need to do as an industry to support each other to deliver an exceptional visitor experience.
Delegates then voted using the forum app to prioritise the top four commitments from their
theme.
Outcomes – delegates prioritised a six-point Commitment Agenda for Industry:
• Our collective commitments – what ‘we’ will do: the advocates for the top four ideas from each
theme ‘pitched’ their ideas to the full forum on day two and the app was again used to vote on
and prioritise the top two commitments from each theme. Together, the top six commitments
formed the commitment agenda for our future and were detailed in the final communique.

2014 DestinationQ Forum – Final report

23

Theme 1: Enhance the visitor experience
Theme speakers
Craig Wickham, together with his wife Janet and their enthusiastic team have been sharing
Kangaroo Island’s secrets since 1986. This year they were awarded a Certificate of Excellence
from Tripadvisor and enjoy a five star rating and outstanding guest reviews.
Exceptional Kangaroo Island specialises in deluxe wildlife and work to create an atmosphere
where guests find themselves treated as special friends. Exceptional Kangaroo Island is
committed to long term sustainability. Due to this it has achieved advanced ecotourism
accreditation. Craig is currently on the Board of the Kangaroo Island Futures Authority and chairs
the Kangaroo Island National Landscapes Committee and Development Assessment Panel.
Ann Augusteyn, her late husband Ken and their three children took ownership of the ‘Capricorn
Caves’ in 1988. A system of above-ground caves nestled in a limestone ridge, with great
significance due to its history and housing of specific flora and fauna.
Ann, alongside her family and staff, endeavoured to preserve the natural values of the property
and the caves by implementing an environmental management policy. Her devotion to ensuring the
preservation of the caves and surrounding areas has led to Capricorn Caves achieving advanced
ecotourism certification in 1997, and winning various Queensland Tourism Awards since.

Key insights
Consumer perceptions of the Queensland tourism experience are generally positive. The voice of
the consumer research found that our natural wonders and friendly people make us a great place to
visit. But it also highlighted that the experiences we offer are not unique and are seen by consumers
to be offered by several of our competitors. Figure 8 illustrates the elements consumers associate
with Queensland and how they over-lap with other local and international destinations.
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+ Romance & culture
+ Signature culture, aesthetics,
markets & shopping
+ Romance, luxury
& culture

NSW

+ Food & wine

+ Food & wine

VIC

+ Shopping &
city life

+ Food & wine,
shopping & city life

Figure 8: How consumers see Queensland’s tourism experience relative to our competitors

The voice of the consumer research also tested the potential pay-off from improving online
review scores. Through high-level correlation analysis, the research indicated there is a direct
relationship between online review scores and bookings. In particular, it was estimated that a 10%
improvement in online reviews (either 10% fewer negative reviews, or 10% more positive reviews)
could lead to an increase in bookings of 1.5% to 2%.

10%
More positive
online reviews

10%

Can lead to
increases in
bookings by

1.5 to 2%

Fewer negative
online reviews

Figure 9: The pay-off from improving reviews
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The voice of the consumer research also found that consumer expectations vary widely and the
elements they consider important differs between product types. Here are the product elements
found to be most influential in a consumer’s overall review score on social media across the four
product types of accommodation, attractions, tours, and restaurants and hospitality:

Top 3 drivers of
negative reviews

Top 3 drivers of
positive reviews

Accommodation

Attractions

Restaurants /
Hospitality

Service

Appropriate
signage

Friendly
staff

Taste /
Food quality

Friendly
staff

Helpful staff

Service

Price

Facilities

Knowledge
of staff

Knowledge
of staff

Good menu

Service

Value for
money

Service

Taste /
Food quality

Facilities

Price

Price

Service

Room

Facilities

Value for
money

Unfriendly
staff

Figure 10: Top drivers of consumer reviews, by tourism product type
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The big questions
Working in small groups, delegates were asked to identify two big opportunities for the
industry in the area of enhancing the visitor experience. Framed in the form of a question –
“What if we… ?” – delegates workshopped the big questions that, if answered, would deliver
an exceptional experience for every visitor.

What if we…?
To enhance the
visitor experience

To deliver an
exceptional experience
for every visitor

Delegates in Theme 1 identified the big questions as:

What if we …
• listened more (from first contact to post communication) so that we understand our consumer’s
needs?
• better understood what the customer wants?
• knew what customers really want?
• welcomed visitors as guests and saw them leave feeling like family?
• guests had access to our local and distinctive stories?
• had a universal promise across the state so that once is not enough?
• capture our brand Promise in our experience delivery?
• had vision and passion for our product and people?
• treat our guests and staff like our favourite pets?
• worked as one to deliver elevated, consistent customer service and experience?
• every person is committed to deliver the best service?
• capture the essence of Queensland service, harness the essence, and reward the behaviour?
• had a statewide customer service and ambassador program?
• make tourism everyone’s business and walk the talk?
• ensured the community understood the economic and social benefits of tourism?
• got a consistent message and were able to communicate it more effectively?
• partnered strategically for the mutual benefit of industry and customer (guest)?
• create a culture of tourism as a valued profession supporting creativity and passion?
• staff behaved like they had a stake in the business?
• focused on the entire customer (guest) experience and enabled the workforce appropriately?
Over a break, the big questions were brought together and themed into up to ten opportunities
for growth. Delegates were then able to self-organise to work up a collective commitment for the
opportunity that interested them most.
2014 DestinationQ Forum – Final report
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Industry commitments to excellence
In this theme, delegates workshopped ten potential collective commitments developed in
response to themes emerging from the ‘what if we’ questions. Small groups workshopped
what we need to do to support each other to deliver an exceptional visitor experience. These
commitments took the form: “to deliver an exceptional experience to all visitors, together
we will…”.
We will… educate
the community to
understand the
positive social and
economic impact
of the visitor
dollar.

We will… advocate
that tourism is
not just a job,
it’s a ‘world’ of
opportunity.

We will… have
a “promise”
and deliver it –
each recruit two
operators to help
them deliver the
DTP promise
to grow their
business.

We will… adopt
a statewide
“Excellence in
Customer Service
Standard” based
on a Queensland
acronym, to
unify a focus
on consistent
excellent customer
service.

We will…
collaborate to
develop a platform
to provide a
consistent
yet tailored
experience.

We will… take
the opportunity
at every level
to collate and
distribute
information about
customer needs
and wants.

We will…
recognise and
reward individuals
that make guests
feel most at home
in Queensland.

We will… create
consistent
experiences
through a
Queensland brand
promise that can
be adapted at all
levels.

We will… create
engaged,
committed,
passionate
employees who
deliver exceptional
experiences.

We will… have a
universal brand
promise across
the state so
that once is not
enough!

Each idea was pitched to the group and the four highest priorities voted by delegates
(highlighted above) progressed to day two. Pitched to the full DestinationQ delegation, the four
highest priories were narrowed to the two most important collective commitments required to
deliver an exceptional experience to every visitor. The top two commitments from each theme, as
voted by delegates, were then collated and presented as a Commitment Agenda for Industry and
detailed in the Forum Communique.
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Theme 2: Work together to exceed expectations
Theme speakers
Lisa Bond is the Marketing Manager of multiple award-winning Whale Watch Kaikoura and has
filled many integral roles in the company. She began working for the company in 1995 as a guide
at the ripe age of 19 years. Before then, she had not spent too much time on the ocean, but from
the first time she saw a whale her heart was captured. She fell in love with the gentle giants of
the ocean and knew this was what she wanted to do—watch whales, care for whales and see
them protected so that future generations can see them in their natural environment.
Lisa worked her way up to captain and finally landed the role of Marketing Manager. Lisa has the
great privilege of representing the company, not only in New Zealand, but also abroad - dealing
with film crews, the media and educating others about whales.
Gary Smith is the Managing Director of Tourism Leisure Corporation. Tourism Leisure Corporation
runs several businesses within the tourism and leisure industries, including Kingfisher Bay and
Eurong Beach resorts on Fraser Island, Fraser Explorer Tours, Fraser Island Barges, and Twin
Waters Golf Course, to name a few.
Gary has many achievements under his belt and has made a significant contribution to the shape
of the tourism industry. In 2007, Gary was appointed to the Board of Flight Centre Limited. Gary was
Chairman of QTIC from 1996 to 2007 and now remains a Board Member. Alongside this, Gary is a
member of the Queensland Tourism Strategy Steering Committee and is also a past Deputy Chair
and Board Member of Ecotourism Australia.
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Key insights
Visitors want exceptional service, quality tourism products and to leave a destination with the
perception that their expectations have been met, or even exceeded.
While at an individual operator level there are things that businesses can do to deliver value
to our guests, improving collaboration has been identified as an opportunity to develop better
ideas, better products and better outcomes for visitors.
With the majority of operators in the industry having less than 20 staff, effective collaboration
provides businesses with the opportunity to leverage the products of other operators and create
a unique and memorable experience for their guests.

Overcoming barriers to growth
In the Voice of the Operator study, industry consultation was used to identify the range of
barriers to demand and supply growth in the industry. The most significant barrier was seen to
be a lack of collaboration and information sharing to grow the market (80%). There was also a
recognition that the industry needs to build partnerships across businesses and break down
perceptions of inter-region competition.

Top demand barriers
80%

Lack of collaboration and
information sharing to grow the
market

73%

Reducing access to funding both
for capital improvements and
operational needs

67%

Lack of destination awareness
and a clear common message to
market

60%

Need for investment in public
infrastructure including access

60%

Service quality is not improving at
the rate of customer expectation
and the level of industry
development is planned to reduce
not increase

Top supply barriers
80%

The planning approval process
is not tourism-orientated, and
planners don’t understand tourism

60%

Lack data to build a strong case
for investment

60%

Policy and regulatory changes are
made without effective industry
consultation or understanding
of the implications on tourism
businesses (60%) and government
is increasingly risk averse (60%)

40%

Knowledge management and
effective systems

60%

Telecommunications infrastructure

Figure 11: Top five demand and supply barriers identified by Queensland operators
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Building our heroes
Each destination has identified its hero experiences and we can work together to leverage these
heroes to build destination awareness (the Voice of the Operator study found this to be an issue
for 67% of operators). Hero experiences are about more than just one product – and delivering
them requires operators to work together.

Making tourism everyone’s business
If destinations are to ‘live the promise’, this means every part of a destination has a role to play.
Each encounter or touch point by a visitor – from arriving at the airport, using public transport,
arriving at a hotel, purchasing an item from a retailer to dining out – influences their perception of
the destination.

Community attitudes to tourism
Social indicators research, commissioned by Tourism and Events Queensland in 2013
to examine the social impacts of tourism on the local communities as perceived by
residents, found:
• Statewide trend of more residents confirming the positive impacts of tourism.
• On the whole, residents like the way tourism is developing and want to see the industry
continue to grow (59%).
• Residents like tourists and have grown fonder of them over the past three years (up to 57%
from 49% in 2010).
• 87% of Queenslanders agree that festivals and events attract tourists and raise awareness
of the region.
Only a small minority of Queenslanders feel passionate about the negative effects of
tourism (1% down from 2% in 2010) – increased prices and property values were the top
two negative outcomes.
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The big questions
Working in small groups, delegates were asked to identify two big opportunities for the industry
in the area of working together to exceed expectations. Framed in the form of a question –
“What if we… ?” – delegates workshopped the big questions that, if answered, would deliver an
exceptional experience for every visitor.

What if we…?
To enhance the
visitor experience

To deliver an
exceptional experience
for every visitor

Delegates in Theme 2 identified the big questions as:

What if we …
• worked together to elevate tourism as a respected career choice with a career pathway?
• could work together to find a way to elevate and acknowledge the status of working in the
tourism and hospitality industries as a career of choice?
• had everyone in Queensland buy into the ‘Tourism’ Promise?
• get Queensland communities behind the tourism industry to welcome every guest?
• develop educational toolkits to promote tourism culture in the community (eg. through
Australian host)?
• worked together to engage the entire community to be tourism ambassadors?
• could engage all community to know and sell the destination and showcase local product, food
and heroes?
• collaborated with community, industry, and government to deliver a united promise to our
guests?
• work together to create and live the ‘Promise’?
• could make or encourage every tourism operator and community in Queensland to be part of our
core promise?
• engage and connect with direct and indirect stakeholders and community within the region to
create ownership of the product?
• facilitate operators and regions coming together around the common goal of making tourism
everyone’s business – collaboration?
• authentically engage with local Aboriginal cultures to integrate oldest living culture into our
collective regional tourism identity and products?
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• incentivised accreditation to ensure a minimum standard?
• create one unified service promise across the industry – ‘warm-ware’?
• work together to break down barriers from individual operators for one common message?
• work together to define an overarching core brand promise supported by all destinations?
• work together to promote tourism experiences regardless of administrative boundaries?
• our Visitor Information Centre network is recognised as the primary touch point for community,
product, consumers and Local Government Associations in Queensland?
• worked together to triple the collective tourism marketing investment in Queensland?
Over a break, the big questions were brought together and themed into up to ten opportunities
for growth. Delegates were then able to self-organise to work up a collective commitment for the
opportunity that interested them most.
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Industry commitments to excellence
In this theme, delegates workshopped nine potential collective commitments developed in
response to themes emerging from the ‘what if we’ question. Small groups workshopped what we
need to do to support each other to deliver an exceptional visitor experience. These commitments
took the form “to deliver an exceptional experience to all visitors, together we will…”.
We will…
convince
Queenslanders
that tourism
matters.

We will… partner
with Aboriginal
& Torres Strait
Islander people
to share their
stories and
culture with the
world.

We will… raise
the bar through
incentivised
industry
accreditation
to deliver a
consistent brand
promise.

We will… work
together to drive
substantial
growth in
marketing
investments.

We will… ensure
our Queensland
Promise is to be
‘one of a kind’.

We will… engage
the Queensland
community to
share our friendly
experience
through a
‘welcome’.

We will…
build brand
Queensland by
promoting iconic
experiences
regardless of
administrative
boundaries.

We will… develop
a targeted
campaign to
promote the
tourism industry
as a career of
choice.

We will…
revolutionise
Visitor
Information
Centres into
local Welcome
Centres to deliver
the Queensland
Promise.

Each idea was pitched to the group and the four highest priorities voted by delegates
(highlighted above) progressed to day two. Pitched to the full DestinationQ delegation, the four
highest priories were narrowed to the two most important collective commitments required to
deliver an exceptional experience to every visitor. The top two commitments from each theme, as
voted by delegates, were then collated and presented as a Commitment Agenda for Industry and
detailed in the Forum Communique.
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Theme 3: Drive new ideas and investment
Theme speakers
Peter Gash is a self-made tourism and aviation entrepreneur – operating Sea Air, Queensland’s
most well-known and long established aviation tourism charter business, and the awardwinning Lady Elliot Island Eco Resort. The resort has received a plethora of awards including
five Fraser Coast Tourism Awards for Excellence since 2010 - two in the Environmental Tourism
category and one each for Best Tourism, Chairman’s Award for Best Submission and Winner for
Environmental Tourism. The resort’s success as an environmental champion and industry leader
is a representation of Peter’s work in fostering an environment that focuses on sustainable
energy and ongoing environmental education. Peter is a highly passionate and credible speaker
– who speaks from the heart yet has a clear business focus. He spoke at the 2013 Global Eco
Asia Pacific Conference and delegate feedback rated him as the most effective speaker of the
conference.
Peter Savoff is General Manager, Hotels, for the Anthony John Group, a highly successful,
Queensland based property developer. The Group’s Hotel Division was launched five years
ago with the opening of Brisbane’s Emporium Hotel, now the recipient of multiple Tourism and
Hospitality Awards.
Peter is a tourism professional with extensive experience spanning over 20 years in international
hotel management, where he has worked in all facets of operations, marketing and business
development within the industry. His senior management experience includes many years as a
hotel general manager and then as the area director of marketing for the InterContinental Hotels
Group across Queensland, the Northern Territory and Papua New Guinea.
The Emporium Hotel has been an outstanding success and will soon be joined by Emporium
Southbank in 2016.

Key insights
Bringing new and innovative ideas to our customers is part of being in the tourism industry.
While customer sentiment suggests that further product development is necessary to address
ageing stock and be distinctive, creating a point of difference is possible. Queensland’s images of
beaches and nature represent part of our offering; but it is not the full picture.
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The Voice of the Operator study found that there were some in the industry who were reliant on
the support provided by government and their RTO to stretch their business thinking and drive
innovation. Indeed, while understanding your customers goes some way to improving your
products to meet visitor expectations, a lack of new ideas may fail to address the challenge of
how to grow new markets and build your business.

Turning ideas into outcomes
Where good ideas exist, turning this into a tangible outcome is not always easy. Local government
planning approvals are deemed by industry to be challenging and difficult to overcome.
Some operators also struggle to build the case for investment with financiers and business
partners and acknowledge that they do not always have the mechanisms in place for measuring
success or ensuring business rules are followed.
The following SWOT Analysis highlights areas where Queensland operators believe the state is
performing compared to our competitors.

Strengths

Weaknesses

•

Strong client focussed industry and
attitude

•

•

Constant improvement and
competitive advantage is a driver

•

Keeping abreast of emerging trends
and new markets

•

A supportive government policy and
regional planning (e.g. DTP) process

Opportunities
•

New models for collaboration and idea
sharing

•

A state and destination culture of
innovation

•

Continue to capitalise on hero
experiences

•

Reintroduce a form of one-on-one
mentoring

Conversion of new ideas and new
markets

•

Lack of forecast data on global trends

•

Slow to react to technological changes

•

Staff engagement is a priority driver

Threats
•

Over-reliance on customer feedback

•

Lack of channels for idea inspiration

•

See other products as competitors

•

Lack of productive collaboration

•

Reliant on government funding
and slow to react to changes in
government policy

Figure 12: SWOT analysis drawn from feedback from Queensland operators

Refreshing our existing products
Reinvestment in our tourism products, including accommodation products, is critical to ensuring
our experiences remain new and visitor expectations are met. Indeed, the Voice of the Consumer
study found that the modernity of our accommodation stock has a significant impact on product
reviews.
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The majority of rooms in Queensland are in the growth stage
The Industry lifecycle study provides an appraisal of our current stock of accommodation in
Queensland. It found that the majority of Queensland’s accommodation rooms are in the ‘growth’
stage of the product lifecycle, with occupancy rates, average daily rates and revenue per average
room growing annually.

Decline

14.5%

Mature

32.0%

Growth

37.6%

Emerging

15.9%
0%

10%

20%

30%

40%

Figure 13: Queensland accommodation market product lifecycle (by total rooms)

There is, however, a large proportion of our accommodation stock reaching maturity – a situation
where occupancy rates have flattened, average daily rates are moving in line with inflation and
net operating income is stable. At the same time, there are only a limited number of new or
‘emerging’ rooms coming into supply.
This combined with current market conditions that are unfavourable to new developments means
our accommodation products are expected to continue to age over the next five to ten years. This
could lead to an increasing share of accommodation rooms falling into the ‘declining’ classification
– where occupancy, average daily rates and revenue per available room are flat or declining.
The stage of the product lifecycle describes the extent to which the asset currently meets
market needs. It is evaluated through a combination of factors:
• Age of asset
• Date of last major refurbishment
• Product re-positioning including change of brand
• Expected lifespan of asset (40 years for hotel/motel, 25 years for serviced apartments)
• Grade of property (the higher the grade, the more frequent refurbishment is expected)
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The industry lifecycle study also looked closely at the cycle of accommodation in regions and by
accommodation segment. This information is available at www.destq.com.au.

The four stages of the product lifecycle
Emerging:
• 1–3 years old or under current brand or format
• Operational and profit trends not established.
Growth:
• Profit growing annually at premiums to the competitive set.
Mature:
• Occupancy has flattened and average daily rate (ADR) is growing at inflation
• Net operating income (NOI) is stable.
Decline:
• Occupancy, ADR and revenue per available room (RevPAR) are flat or declining
• Profit is erratic and trending down.
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Strategies for accommodation providers to think about
1. Refurbishment is part of your business strategy
• Refurbishment programs should be developed in accordance with the long term strategy for
the accomodation asset, to best serve its target markets and be malleable enough to stand
the test of time.
• It is important to be proactive rather than reactive, to outline the optimal investment
strategy and identify the critical path for completion.

2. Proactive refurbishment can save in the long run
• If properly appraised, planned and executed, a refurbishment program can make a
significant contribution to the value of any asset.
• A failure to adequately assess and manage the refurbishment process can result in an
increased investment risk and diminished return on equity.
• A lack of adequate planning and foresight can lead to significant delays in the procurement
of services, fixtures and fittings.

3. Contemporary refurbishment
• Technology is likely to become a key differentiator as it requires significant investment in
infrastructure (e.g. cabling, wireless hot spots, bandwidth and functionality) which can
sometimes be difficult to install in old real estate product without extensive refurbishment.
• Sustainability initiatives are also becoming an important factor in refurbishment. Examples
include recycle/re-use, water saving, energy efficiency and maintenance/longevity.
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The big questions
Working in small groups, delegates were asked to identify two big opportunities for the
industry in the area of driving new ideas and investment. Framed in the form of a question –
“What if we… ?” – delegates workshopped the big questions that, if answered, would deliver
an exceptional experience for every visitor.

What if we…?
To enhance the
visitor experience

To deliver an
exceptional experience
for every visitor

Delegates in Theme 3 identified the big questions as:

What if we …
• stop writing plans and start taking ownership of the actions?
• changed the tourism model to world’s best practice?
• can bypass the political time cycles for tourism investment – certainty but flexibility
(bipartisanship)?
• advocate for an alternative funding model to promote growth and prosperity?
• build a unique statewide customer experience that exceeds expectations?
• are able to pre-empt future visitor’s needs through strategic partnerships and big data?
• redesign the way we look at products from a customer perspective?
• combine what we know with what customers dream of?
• developed a Queensland culture of welcoming and valuing the guest and their feedback?
• provide the best, unique, natural Queensland tourism experience in the world (including reef,
dinosaurs and Indigenous)?
• get maximum sustainable value from our natural environment?
• what would the Queensland brand be if we started today?
• every operator delivered one surprise to their guests?
• build a movement to inspire people to bring their ideas and energy to create passion for our
industry?
• convened a forum with insurance companies, local and state governments, and tourism
industry to reduce insurance premiums / costs, in order to recover from natural disasters more
effectively?
• could have the tourism industry as a mandatory subject in school?
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• leverage local global best practice through an exchange program, online information sharing,
cluster groups, and inviting global destinations to DestinationQ?
• unlock investment opportunities one stop shop in government for tourism investment with a
focus on the key tourism brand promise?
• provide a non-amenity camping park in each Queensland town?
Over a break, the big questions were brought together and themed into up to ten opportunities
for growth. Delegates were then able to self-organise to work up a collective commitment for the
opportunity that interested them most.

Industry commitments to excellence
In this theme, delegates workshopped nine potential collective commitments developed in
response to themes emerging from the ‘what if we’ question. Small groups workshopped what we
need to do to support each other to deliver an exceptional visitor experience. These commitments
took the form “to deliver an exceptional experience to all visitors, together we will…”.
We will… be open
for business
and forge
new tourism
structures that
implement
best practice in
the world that
overcomes the
political cycle.

We will… create a
centre for tourism
entrepreneurship
to incubate
innovations in
each region.

We will…
create a global
brand through
a ‘journey of
a thousand
memories’.

We will…
champion
Queensland’s
iconic natural
environment
experiences
– Queensland –
more than just a
beach.

We will… support
a funding model
that shifts
industry apathy
and allows
industry to take
responsibility for
action.

We will… instil
a Queensland
ambassador
culture in tourism
products by
engaging staff to
serve with pride.

We will… build
a Global Ideas
Exchange.

We will… develop
supplier clusters
to strengthen
skills, giving
our people the
confidence
to deliver the
emotional
connection
to exceed
expectations.

We will…
interweave
tourism as an
integral economic
driver within
the fabric of
our educational
system.

Each idea was pitched to the group and the four highest priorities voted by delegates
(highlighted above) progressed to day two. Pitched to the full DestinationQ delegation, the four
highest priories were narrowed to the two most important collective commitments required to
deliver an exceptional experience to every visitor. The top two commitments from each theme, as
voted by delegates, were then collated and presented as a Commitment Agenda for Industry and
detailed in the Forum Communique.
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Guest panel reflections on theme workshops
Day Two of the forum started with a panel discussion to re-cap and discuss the ideas
workshopped in the day one theme groups. The panel included theme speakers who kickedoff discussions the day before and participated in identifying collective commitments to drive
excellence and growth in the Queensland tourism industry.

What makes your tourism product exceptional?
Lisa Bond: It’s our commitment to provide the ‘wow’ for every customer.
Peter Savoff: We are focused on delivering our promise to be exquisite, our rooms and
architecture are designed to be exquisite, and we have an in-house service culture program
focused on delivering exquisite customer service.

How do you maintain the best possible service?
Peter Savoff: Seamless service only happens with incredible mechanics, hard work, practice and
a no blame culture of continuous improvement. It’s difficult and it just needs to be one of your
driving obsessions when running the business.
Craig Wickham: For us we nail down the non-negotiables, 60% of the experience our guides
don’t get a say [e.g. the colour of our vehicles] but the remaining 40% is there for our guides to be
themselves, no scripts – genuine conversations.
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How do we make tourism everyone’s business?
Lisa Bond: It’s not easy. By displaying perseverance and determinations others see this. You need
to keep the lines of communication open and keep engaging with others.
Craig Wickham: Our competition is Tuscany, Tanzania, Costa Rica; people have a set amount of
money and a set amount of time, they can go anywhere in the world. We need to make sure that
as team Australia we are giving the best experience so that they are leaving wanting to come
back to Australia.

Do you have any general comments and observations for others?
Craig Wickham: There is a move in Australia towards being seen as a contemporary and
sophisticated society, but we cannot afford to move away from our larrikin roots – it’s a genuine
part of our welcome.
Peter Savoff: Those who are successful are the ones that help themselves; don’t expect someone
to hold your hand to great tourism success.
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The Commitment Agenda for Industry
Collective commitments
On Day Two, the advocates for the top four collective commitments from each theme returned
to the stage to pitch their commitment to the full delegation. Delegates then voted on each
theme separately using the forum app to narrow the four potential commitments to the two most
important collective commitments required to deliver an exceptional experience to every visitor.
The top two commitments for each theme, as voted by delegates and indicated with stars below,
formed the Commitment Agenda for Industry and were captured in the Forum Communique.

Theme 1 – Collective commitments one and two
We will… recognise
and reward individuals
that make guests
feel most at home in
Queensland.

We will… educate
the community to
understand the
positive social and
economic impact of
the visitor dollar.

We will… advocate
that tourism is not just
a job, it’s a ‘world’ of
opportunity.

We will… create
consistent experiences
through a Queensland
brand promise that
can be adapted at all
levels.

Theme 2 – Collective commitments three and four
We will… convince
Queenslanders that
tourism matters.
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We will… partner with
Aboriginal & Torres
Strait Islander people
to share their stories
and culture with the
world.
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We will… raise the bar
through incentivised
industry accreditation
to deliver a consistent
brand promise.

We will… ensure our
Queensland promise is
to be ‘one of a kind’.

Theme 3 – Collective commitments five and six
We will… be open for
business and forge
new tourism structures
that implement best
practice in the world
that overcomes the
political cycle.

We will… create a
centre for tourism
entrepreneurship to
incubate innovations
in each region.

We will… champion
Queensland’s iconic
natural environment
experiences –
Queensland – more
than just a beach.

We will… instil
a Queensland
ambassador culture in
tourism products by
engaging staff to serve
with pride.

Individual commitments
In the final session of the DestinationQ forum, delegates were challenged to make an individual
commitment that they could take forward within their business or destination to deliver an
exceptional experience to every visitor. Over 200 individual commitments were made at the
forum and people have already begun work to make their commitment a reality within their
business and destination.
My commitment – what ‘I’ will do: delegates were also asked to develop their own individual
commitment to excellence “what will I do to deliver an exceptional experience to every
visitor?” Delegates wrote their commitment and name on a puzzle piece and placed it on a
board over the top of the collective commitments. These were subsequently captured within
the communique.

You can come up with all the plans, all the ideas, all the
research; but in the end you need to make the choice to do
this. #destq
MackayTourism
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“Provide leadership of QTIC that is inclusive of the whole state. That
is conscious of all stakeholders. That is decisive with clear vision and
expectations and is focused on economic contribution of tourism in this
great state of Queensland.”
Mr Shane O’Reilly
Chairman Queensland Tourism Industry Council

“The government I lead will continue to provide strong support and
leadership to the Queensland Tourism Industry.”
Hon. Campbell Newman MP
Queensland Premier

“I commit to maintaining and strengthening connections across
government to keep tourism ‘top of mind’.”
Hon. Jann Stuckey MP
Minister for Tourism, Major Events, Small Business and the Commonwealth Games

CCIQ’s commitment to #destq &amp; Qld tourism provides
strong advocacy to ensure small tourism operator’s voice
is heard
CCIQLD
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Forum outcomes and next steps
Taking the commitments forward
The Forum Communique detailing the Commitment Agenda for Industry is available at
www.destq.com.au. Our attention now turns to the practical steps individuals, government and
industry representatives are taking to make the DestinationQ Forum commitments reality.
Over the coming months, we will:
1. Work across government and with industry champions to formulate strategies and actions to
fulfil the collective commitments. These champions will rally available resources to make the
collective commitments prioritised by industry a reality.
2. Contact delegates who made individual commitments to share their stories with the industry.
By celebrating the actions of individuals, we will inspire others to act in a way that delivers an
exceptional experience to every visitor.
The information provided below details for each of the six commitments of the Commitment
Agenda for Industry, the pitch delivered by the industry advocate and then how these
commitments map to:
• the vision statements in Destination Success – the 20-year plan for Queensland tourism
• existing effort being delivered by industry and government partners detailed in the Destination
Success Action Plan 2012–2015
• the relevant individual commitments submitted by delegates in the final session of the forum.

#destq Queensland Tourism Industry - do not waste the
opportunity extended by Premier and Ministers to take on
specific red tape reduction
craigwick
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Collective commitment one
We will … educate the community to understand
the positive social and economic impact of the
visitor dollar
“If everybody saw the direct benefits that visitors
deliver to every local, then we wouldn’t have
to find ambassadors to make tourists feel like
guests.”
Industry advocate—Karl Kuhle
Seawalker Green Island

Pitch
‘Tourism is everybody’s business and we will educate all on the positive effects and benefits
that visitor dollars deliver so that everybody will help tourism thrive.
We all know that business thrives where tourism thrives. Bakers sell bread to hotels that
serve breakfast. Mechanics service cars that are owned by tourism businesses and their
staff. Everybody’s business employs more locals and less people have to leave in search of
work elsewhere.
If everybody took ownership of tourism, they would see the facilities aimed at visitors allow
locals to enjoy more and prosper. If everybody saw the direct benefits that visitors deliver
to every local, then we wouldn’t have to find ambassadors to make tourists feel like guests.
Everybody would just do that anyhow every day.
A sustained campaign driven by industry bodies and government needs to be implemented
at all levels; reaching personally into the local community. Financial benefits need to be
presented so that everybody sees why they should invest their own time and effort in
guests. Word of mouth is the best promotion we can get.
We will mobilise the iconic friendly Aussie local to make sure that when guests go home,
the words they tweet, post on Weibo or shout from a roof top in Tokyo give the ringing
endorsement we want their friends to hear. The money for this exists; it’s spent on mining
and the auto industry, and what return does everybody get from that as opposed to spend
on tourism.
Tourism is everybody’s business and when we turn that slogan into reality, imagine how
much money our industry, governments and others will actually save.’
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Alignment – 20 year plan
Theme 1: Build strong partnerships
1. Industry and governments will work in partnership at all levels, unified in
their approach to support the growth of tourism.
2. The tourism industry will have strong leadership that works collaboratively
across other industries, with communities and towards a long-term vision.
3. The community will be ambassadors for tourism, welcoming visitors and
recognising the benefits that the industry brings to Queenslanders.

Existing effort
Engage the community to make tourism everybody’s business.
Community attitudes to tourism and events:
• Undertake research, on a three year basis, to monitor community attitudes to
tourism and events against the benchmark set in 2010.
––Status: Delivered.
• Communicate the results of the research to assist in planning community
engagement actions.
––Status: Delivered.
• Create and disseminate messages about the value of tourism.
––Status: Ongoing.

Create an industry-wide collaborative culture that puts the customer
experience first.
Enhance public relations activities on local tourism stories:
• Work with local media outlets to identify and report on good news tourism
stories as part of building the industry’s reputation and connection to local
communities.
––Status: Delivered.
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Individual commitments
• I will research and communicate the economic value of tourism in Queensland.
• Promote the value and impact of tourism on our communities.
• I will make tourism matter in my area by helping to give understanding and engagement.
• I am going to spend more time to go out into the community to empower them to embrace
tourism and understand how it benefits our local economy and way of life.
• Will work to encourage all of community to embrace tourism as an economic driver for
our region.
• I will encourage my community to understand the importance of Tourism.
• To promote tourism and its benefits to my hometown including the local schools.
• I will commit to taking personal responsibility for helping others to understand the value of
tourism and why it is everyone’s business.
• Educate staff, friends and community that Queensland is a one of a kind destination!
• I will be an ambassador for Queensland and my region.
• I will use my influence to make sure everyone in my community becomes increasingly aware that
tourism drives my town – Cairns.
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Collective commitment two

We will … advocate that tourism is not just a job,
it’s a ‘world’ of opportunity
“Just 10 years ago, making a cup of coffee was
just a job. Now it’s an art form. It’s recognised
globally. We want to elevate the entire industry
to that status.”
Industry advocate—Paul Massingham
Logan City Council

Pitch
‘We will advocate that tourism is not just a job. It’s a world of opportunity. Why? To attract,
develop and retain talent, because without exceptional people you can’t deliver an
exceptional experience.
We want to elevate the perception of jobs in tourism to the highest level. To explode some of
the myths. For example, that people are leaving tourism for other professions. When in fact
the contrary is true. Other disciplines are coming to tourism. Lawyers, accountants, fashion
designers, engineers; the list is endless. Just 10 years ago, making a cup of coffee was just a
job. Now it’s an art form. It’s recognised globally.
We want to elevate the entire industry to that status. As is often the case, we’ll do this from
within our own ranks. From you, the people that are passionate about tourism. We need to
ban the just. We need advocates, ambassadors; we need heroes from the grass roots; from
every vocation within tourism to share their passion and their stories. A campaign if you
like, to promote the exceptional. And make it the norm. Ban the just. And reveal the world
of opportunity. Then as the perception and the expectation changes, we can confidently
market tourism as an aspirational profession and not just a job.’

Alignment – 20 year plan
Theme 3: Deliver quality, great service and innovation
1. We will deliver authentic, quality experiences with a local feel and high
standard of service, showcasing the best of the Queensland spirit—friendly,
welcoming and down to earth.
2. Our industry will be led by career-oriented professionals who are
passionate about tourism and their communities.
3. Our operators will be technologically smart, connected and efficient, doing
business better and reaching consumers in new and innovative ways.
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Existing effort
Identify workforce priorities to meet the needs of industry.
Industry-led workforce planning:
• QTIC’s workforce development plan, as part of the QTIC’s Industry Skills Body
(ISB) requirements.
––Status: Delivered.
• QTIC’s Tourism and Hospitality Best Practice Strategy and Human Resource
Guide to industry to improve attraction, recruitment and retention
of staff.
––Status: Delivered.
Trade skills pathway program:
• Implement a Registered Trade Skills Pathway Program to promote and
increase employment participation in the tourism and hospitality industry.
––Status: On track.
Tourism and Hospitality Career Council:
• Participate and promote national career initiatives.
––Status: Delivered.

Individual commitments
• Educate the next generation of tourism leaders to deliver one of a kind experiences.
• I will try and inspire the future leaders of tourism industry.
• I will pursue opportunities with University of Sunshine Coast regarding pathways for graduates
and Indigenous in regional tourism.
• I will promote the idea of the DestinationQ Passport being a baseline competency for good
customer service.
• Empower industry to solve its workforce development issues.
• I commit to working with industry to address its workforce training needs.
• I commit to sharing my successful training programs with the greater Queensland tourism
community.
• Volunteer to be involved in any programmes to focus on career prospects and service focus.
• I will develop our staff and instil a genuine passion for the region and our promise.
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Collective commitment three

We will … convince Queenslanders that
tourism matters
“Great service, more customers, more raving
fans, more growth.”
Industry advocate—David Stielow
Explore Group

Pitch
‘We’d like to convince Queenslanders that tourism matters. All tourism professionals in this
room I’m sure have had some bad service along the way.
So what we want to do – if we provide exceptional service across the entire state, this will
provide a unique selling point of difference for us over the rest of the country. By engaging
the community, the tourism stakeholders and then the guest, we get a ‘Duane-ism’, we
get a powerful three pronged marketing force promoting Queensland. Great service, more
customers, more raving fans, more growth.
What we need to do. I’m a Queenslander, Whitsunday, Hamilton Island boy but our mates of
Tourism Noosa, they’ve already done it. They’re on the job. We need to embrace this across
the whole state.
Then we need to develop collateral that is independent to everyone’s region and it’s
welcome to Noosa, welcome to the outback, welcome to Hamilton Island, welcome to Lady
Elliot Island. The whole state needs to embrace this.’

Alignment – 20 year plan
Theme 1: Build strong partnerships
1. Industry and governments will work in partnership at all levels, unified in
their approach to support the growth of tourism.
2. The tourism industry will have strong leadership that works collaboratively
across other industries, with communities and towards a common longterm vision.
3. The community will be ambassadors for tourism, welcoming visitors and
recognising the benefits that the industry brings to Queenslanders.
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Theme 3: Deliver quality, great service and innovation
1. We will deliver authentic, quality experiences with a local feel and high
standard of service, showcasing the best of the Queensland spirit friendly, welcoming and down to earth.
2. Our industry will be led by career-oriented professionals who are
passionate about tourism and their communities.
3. Our operators will be technologically smart, connected and efficient, doing
business better and reaching consumers in new and innovative ways.

Theme 5: Offer iconic experiences
1. We will focus on the consumer, and the experiences we offer will create
lifelong memories.
2. Our destinations will build on and leverage their strengths and heroes –
iconic people, places and events – giving visitors many reasons to stay,
explore and return.
3. Our hero experiences and icons are our points of difference, and this is
what we will showcase.

Existing effort
Engage the community to make tourism everybody’s business.
Local Ambassador programs and volunteering:
• Based on the ‘learnings’ of the Outback Mates Program and Brisbane
Greeters, develop additional ambassador programs aimed at empowering
locals to assist and to share knowledge on destination tourism experiences.
––Status: On track.
• Scope the role of the accredited visitor information centre (VIC) network in
volunteer programs subject to the recommendations of the VIC directions paper.
––Status: Delivered.
More campground volunteer hosts:
• Expand the popular campground host volunteer initiative, where hosts
stay and work in national parks, at a number of locations across North
Queensland.
––Status: Delivered.
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Deliver a quality service culture and standard.
Queensland Quality Service Framework:
• To guide a systematic approach to raising service standards across
Queensland, develop a framework that brings together all existing partners,
identifies any gaps and outlines priorities for the future. This framework will
be developed with widespread engagement across the services sector.
––Status: On track.
Destination Welcome:
• Encourage every destination to offer great service with a local flavour by
rolling out the ‘Welcome to … ’ programs tailored to individual destinations
and explore opportunities for pilot programs with councils.
––Status: On track.

Develop new and existing products to deliver experiences of quality and
value that consistently delight the customer.
Food and wine tourism:
• Recognise the importance of Queensland’s wide variety of food and wine to
the development of the destination visitor experience and reflect these in the
relevant destination tourism plans.
––Status: Ongoing.

Individual commitments
• I will work to inspire more Queenslanders to be part of Queensland’s great tourism story.
• I will take personal responsibility to convert local businesses into the tourism family.
• Love the state, share the dream and the product to grow the pie.
• I will lead my team to help spread the word that ‘Tourism is everybody’s business’.
• I will positively promote and help educate our community of how we all are in the business of
tourism.
• Delivery of capacity building initiatives to grow and support our industry.
• I will use my influence and resources in the media industry to share Queensland tourism stories
by being a champion of the people that make it happen.
• I will talk to more people in my town – Charleville, about what I do and how they are all part of
tourism.
• Educate staff, friends and community that Queensland is a one of a kind destination!
• I will be an ambassador for Queensland and my region.
• I will actively talk to local businesses to get them on board to welcome ‘guests’ to our region
‘with a smile’.
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Collective commitment four

We will … partner with Aboriginal and Torres
Strait Islander people to share their stories and
culture with the world
“We can create a spiritual connection with
our guests.”
Industry advocate—Cameron Costello
Minjerribah Camping

Pitch
‘Yura (welcome). Gurringinda nami (walking country together), maroomba bunji (with you my
good friends). Now is the time to bring the Dreamtime into now time. We must ethically and
authentically partner with Aboriginal and Torres Strait Islander people to share their culture
and stories with the world. We must do it because we’ve got the two unique cultures, the
Aboriginal and the Torres Strait Islanders.
In Fiji and Hawaii, they’re doing it better than us. New Zealand’s doing it better than us.
I can handle that for the Bledisloe but not this. We can create a spiritual connection with
our guests.
Feel the spirit of Quandamooka country. Feel the spirit of the Wik people, the Yindinji,
the Moa. We can do that. We can have uniforms for our Commonwealth Games volunteers
with Aboriginal and Torres Strait Islander designs, for Lisa Newman and her dresses. We
will welcome the country signage. We want dual signage for names and places. We want
accreditation, cultural accreditation and protocols for the tourism industry. We want
welcome in language. We want yura. Yura, say it with me, yura!’
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Alignment – 20 year plan
Theme 2: Preserve our nature and culture
1. Natural assets will continue to be the heart of the Queensland experience
– able to be enjoyed by visitors and locals alike, and preserved for future
generations.
2. Our unique, authentic character and cultural heritage will be preserved and
enhanced, and will always be at the heart of the Queensland experience.

Theme 5: Offer iconic experiences
1. We will focus on the consumer, and the experiences we offer will create
lifelong memories.
2. Our destinations will build on and leverage their strengths and heroes –
iconic people, places and events – giving visitors many reasons to stay,
explore and return.
3. Our hero experiences and icons are our points of difference, and this is what
we will showcase.

Existing effort
Maximise the tourism opportunities of heritage, arts, culture, nature and
indigenous tourism experiences.
Indigenous Experiences:
• Indigenous Experience Development – support the development of
indigenous product with programs, tools and market intelligence.
––Status: Ongoing.
• Showcase Indigenous Arts – Develop industry partnerships to showcase the
work of Indigenous artists and offer cultural tourists an authentic experience.
––Status: Ongoing.
• Develop Queensland Indigenous tourism business by: Identifying better and
innovative business practices, enhancing QTIC’s online tool kit and exploring
potential for an Indigenous tourism business database to deliver benefits to
business and their clientele.
––Status: Ongoing.
• Develop best practice Indigenous ecotourism operations through industry
forums with a focus on improving skills and business performance.
––Status: Ongoing.
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Develop new and existing products to deliver experiences of quality and
value that consistently delight the customer.
Support RTOs in product development:
• Support RTOs with programs, tools and market intelligence that will assist
industry to rejuvenate their existing product and to develop new tourism
product leveraging off agreed destination hero experiences.
––Status: Ongoing.

Individual commitments
• I will enhance and strengthen the Indigenous component of our tours.
• I will work with Gavin King MP to deliver a COE in tourism in Tropical North Queensland aligned
with an Indigenous business development hub being proposed by DATSIMA, and to work with
David Kempton MP.
• I commit to working with the industry, government and Aboriginal and Torres Strait Islander
communities to share our stories with the world.
• I commit to encouraging Indigenous tourism activities in the outback.
• I will work closer with Indigenous groups in our region to enhance the guest experience.
• As Mayor of my shire and representative for South West Queensland on Outback Queensland
Tourism Association I will do everything within my power to grow my region as a significant
tourism destination and incorporate the Indigenous story as part of that destination.
• Make a concerted effort to embrace and promote the local Indigenous culture in the Capricorn
region.
• Help Mary to engage Dreamtime Cultural Centre and other operators to have a conversation.
• Promote Indigenous tourism in accommodation businesses and ask for permission rather than
just moving ahead without consultation.
• I commit to tell my story as an Aboriginal lady. I will be ambassador for Tourism and my people.
• Advocate for a comprehensive strategy to use tourism to drive economic growth and jobs for
Indigenous communities.
• I will work hard to support Indigenous businesses to partner successfully with mainstream
through QTIC Indigenous Employment Champions Network.
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• I’m going to grow my business’s connection to genuine Aboriginal cultural experiences.
• I commit to contribute my knowledge, experience, and cultural understanding to building
partnerships between the tourism and Aboriginal people and Torres Strait Islanders across
Queensland in recognition of their dynamic stories, cultures and languages. Partner, respect,
prosper together.
• Encourage all in my region to treat visitors as a guest and encourage Indigenous stories.
• Commence the Indigenous cultural assessment with the Indigenous community in the South
Burnett.
• I will volunteer my time to help mainstream Indigenous culture into Queensland tourism
product.
• I am going to build a platform for the Queensland culture to be taken to the world as Australia’s
signature experience.
• To be of assistance to collegiately support the development of Indigenous engagement in
tourism and culture.
• Develop an Indigenous co-share product on the Gold Coast.
• Hire Indigenous staff.
• Develop ally Indigenous co-share product on Gold Coast.
• I will engage with local Indigenous business/product to broaden their opportunities.
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Collective commitment five
We will … create a centre for tourism
entrepreneurship to incubate innovations
in each region
“It will be a deliberate commitment on the
industry’s behalf to support innovative ways to
refresh existing product and make it easier and
more attractive to get new ideas off the ground.”
Industry advocate—Danielle Duell
People with Purpose

Pitch
‘We came to DestinationQ with the purpose of growing our product and growing our industry.
And we have an idea that could do just that. An idea that will build a culture of innovation.
An idea that will stimulate new ideas, greater investment and increased demand. An idea
that will help to attract the best young talent to our industry. An idea that will improve the
profitability of both existing businesses and new tourism projects.
So what is it? We will create a centre for tourism entrepreneurship. To incubate innovations
in every region throughout Queensland. It will be a physical and virtual environment, that
enables access to information and professional services, such as mentoring, funding,
collaboration and partnerships.
So how will we do it? It will be an independent collaboration of industry leaders, like
yourselves, universities, investors, consultants, banks, government and industry bodies
and most importantly, people with entrepreneurial tourism ideas. It will be a portal of
information, case studies and mentors. It will be events that connect the people with ideas,
with buyers of ideas. It will be a deliberate commitment on the industry’s behalf to support
innovative ways to refresh existing product and make it easier and more attractive to get
new ideas off the ground.’
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Alignment – 20 year plan
Theme 3: Deliver quality, great service and innovation
1. We will deliver authentic, quality experiences with a local feel and high
standard of service, showcasing the best of the Queensland spirit - friendly,
welcoming and down to earth.
2. Our industry will be led by career-oriented professionals who are passionate
about tourism and their communities.
3. Our operators will be technologically smart, connected and efficient, doing
business better and reaching consumers in new and innovative ways.

Theme 4: Target a balanced portfolio of markets
1. Visitors from Australia and around the world will aspire to visit our
destinations many times, exploring the diversity of our state.
2. We will target a balanced portfolio of markets that match our competitive
strengths and deliver the best results for our destinations.
3. We will always look to the future, understanding and acting on consumer
trends to appeal to traditional markets and grow new markets.

Existing effort
Develop the world’s best digital tourism systems and integrate
technological innovations across all tourism businesses.
Digital productivity champions:
• Identify and appoint respected tourism business people to champion the uses
and benefits of the internet and digital technologies within the tourism sector.
––Status: Yet to commence.
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Remove barriers to investment by reducing costs and stimulating investor
confidence, ensuring Queensland has a competitive global advantage
Attract new investment in Queensland Tourism: Promote and facilitate
investment by:
• Establishing pilot projects which accelerate private investment in tourism
opportunities on state land.
––Status: Ongoing.

Develop new and existing products to deliver experiences of quality and
value that consistently delight the customer.
Innovation prize:
• Award a prize annually for innovation in tourism product.
––Status: Ongoing.

Individual commitments
• I will volunteer to support the tourism centre of excellence.
• Work with destination on a centre of excellence concept with Mark and Danielle.
• I will drive innovation through working with the new innovation initiative.
• I will make Queensland tourism the most digitally savvy in the country.
• I commit to be a key player in the new tourism innovation incubator.
• I commit to mentor, coach and train the industry develop professional and profitable tourism
services and products.
• I will share my knowledge and skills to help tourism business prosper and grow.
• I’m going to share my ideas on how to use technology to innovate and do smart business.
• Offer assistance and support to Centre of Excellence. ‘iQ’.

62

2014 DestinationQ Forum – Final report

Collective commitment six
We will … be open for business and forge a new
tourism structure that implements best practice
in the world that overcomes the political cycle
“We will forge a new tourism structure, a new
tourism model that will implement not only
Australia’s best practice but the world’s best
practice.”
Industry advocate—Danial Rochford
Whitsundays Marketing and Development

Pitch
‘Now I need everyone in the room to close your eyes just for one moment please. Just close
your eyes. Imagine we’re on the steps of the Lincoln Memorial on that winter’s day in 1965
when Martin Luther King said what? I have a dream.
And ladies and gentlemen, we had a dream yesterday. Our dream was this state will continue
to be open for business and in particular, we will forge a new tourism structure; a new
tourism model that will implement not only Australia’s best practice but the world’s best
practice. And more importantly, it will overcome the political cycles of federal, state and
local governments.
Why do we need this? We need certainty for investment. We need to maximise efficiency.
We need to rationalise that duplication. Not only do we need to continue to reduce red and
green tape but we need to reduce tourism tape.
Ladies and gentlemen, bravado aside, we heard yesterday that it’s time for our industry to run,
and there’s no better example than implementing and having an adult debate. A constructive
debate of how our tourism industry is and how it should be structured in this day.’

Alignment – 20 year plan
Theme 1: Build strong partnerships
1. Industry and governments will work in partnership at all levels, unified in
their approach to support the growth of tourism.
2. The tourism industry will have strong leadership that works collaboratively
across other industries, with communities and towards a common longterm vision.
3. The community will be ambassadors for tourism, welcoming visitors and
recognising the benefits that the industry brings to Queenslanders.
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Theme 6: Grow investment and access
1. Well-planned, timely public and private infrastructure will enable tourism
growth and visitor access.
2. The ability of the industry to invest and innovate will be encouraged
through the continued reduction of unnecessary red tape.

Existing effort
Remove barriers to investment by reducing costs and stimulating investor
confidence, ensuring Queensland has a competitive global advantage
Reduce red tape - Actively progress a program of red tape reduction through:
• Liquor and gaming – continuing red tape reduction, responding to the expert
panel’s interim recommendations.
––Status: Ongoing.
• Leasehold land reform – implementing the first phase amendments to the
Land Act 1994 including making term leases for tourism purposes ‘rolling’
term leases.
––Status: Ongoing.
Improved planning for tourism - Deliver planning reform to support tourism
investment by:
• Regional plans – engaging tourism interests to ensure the drafting and review
of regional plans reflects key elements of destination tourism plans.
––Status: Ongoing.
• Key Queensland Government agencies with responsibility for development
approvals and land management will participate in destination tourism
planning.
––Status: Delivered.
Attract new investment in Queensland Tourism - Promote and facilitate
investment by:
• Develop statutory planning solutions as required to streamline and shorten
tourism development approval timeframes.
––Status: Delivered.

Develop new and existing product to deliver experiences of quality and
value that consistently delight the customer.
Tourism and Local Planning:
• Work with local councils to incorporate tourism land use planning in local
planning schemes and equip local planners to facilitate tourism development,
using the Next Generation Tourism Planning Guide.
––Status: Ongoing.
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Work together and with governments to ensure effective planning,
policies and investment for the life of the 20-year plan
Enhance industry and government accountability:
• Implement the Queensland Government and QTIC DestinationQ Partnership
Agreement.
––Status: Delivered.
• Tourism Cabinet Committee to meet twice yearly with the QTIC Board to
discuss, identify and deliver on priority tourism issues.
––Status: Delivered.
Tourism Reform Roadmap:
• Secure industry support for a new model for building sustainable destination
and the delivery of increased tourism marketing and development services.
––Status: Ongoing.
Partnership with Destinations:
• RTOs and Tourism and Events Queensland to collaborate to deliver destination
tourism plans.
––Status: Delivered.

Individual commitments
• Drive sectoral and structural reform, inclusive of differential and new sustainable funding
models.
• Be brave in supporting real industry reform.
• I will proactively facilitate old industry reform.
• I’m going to work towards formulating a new tourism system and resourcing of same.
• Volunteer my time for change in tourism structure.
• Be courageous. Develop opportunities and volunteer to create future funding and RTO
restructure.

2014 DestinationQ Forum – Final report

65

Post-forum survey
Through the post-forum survey, 95% of delegates reported that the forum added value to the
Queensland tourism industry. This is a strong result and confirmation that the forum is delivering
a meaningful opportunity for industry to engage with government and shape the change required
to advance Queensland tourism.

Do you believe the forum adds value to the Queensland tourism industry?
Unsure 5%

95% Yes

0% No

Figure 14: Survey results of extent to which delegates believe the forum adds value to the Queensland tourism industry

Overall satisfaction with the forum has increased year on year with the opportunity to contribute
again reported as the main reason for attending the forum. It is the contribution by individual
delegates at the forum and their willingness to engage with new insights that has made
DestinationQ a valued contribution to Queensland tourism.
Great work happening at #destq today. @DestinationQld
is #Queensland’s most important gathering for the
tourism industry and government.
EC3Global

66

2014 DestinationQ Forum – Final report

Poor

Excellent

How do you rate the general forum organisation?

(4.50)

How do you rate the quality of
keynote presentations?

(4.47)

Overall how do you rate the forum?

(4.38)

How do you rate the quality of theme speakers?

(4.34)

How do you rate the pre-forum communication?

(4.26)

How do you rate the use of the forum app?

(4.09)

How do you rate the quality of facilitators?

(4.09)

How do you rate the usefulness of the research
conducted to inform the forum?

(4.09)

How do you rate the opportunity to contribute?

(4.02)

The Sunshine Coast venues, organising team and DestinationQ Forum app proved highly effective
in meeting the expectations of delegates. The overall quality of the forum was widely commented
on by delegates who have witnessed the annual forum change over time to focus on the work
required to achieve our goals.

“Keep doing what you are doing, it’s fantastic. Continue to strive, evolve
and engage with the DestinationQ audience that has been captured over
the past three.”
Forum delegate

“Much prefer this year’s format and pace to 2013. Well done!”
Forum delegate
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Delegates also acknowledged the participation of Tourism Cabinet Committee members and greatly
appreciated the highly visible commitment by government to the Queensland tourism industry.

“I really appreciated the input and reporting on the last years projects by
the ministers who attended.”
Forum delegate

Looking forward, 90% of delegates reported that they felt inspired to fulfil their individual
commitment. By acting locally to grow individual tourism products and deliver an exceptional
tourism experience to every visitor we can grow our industry and achieve our goals.

Has the forum inspired you to fulfil your personal ‘me’ commitment made at the forum?
Unsure 7%

90% Yes

No 3%

Figure 15: Survey results of extent to which delegates felt inspired to fulfil their individual commitment

Bumpy the wombat – dig you next time!
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Table of acronyms
ADR

Average daily rate

CCIQ

Chamber of Commerce and Industry Queensland

CEO

Chief Executive Officer

COE

Centre of Excellence

DATSIMA

Department of Aboriginal and Torres Strait Islander and Multicultural Affairs

DTP

Destination tourism plan

FITs

Free and independent traveller

HTA

Hawaii Tourism Authority

ISB

Industry Skills Body

MP

Member of Parliament

NOI

Net operating income

Q&A

Question and answer

QTIC

Queensland Tourism Industry Council

RevPAR

Revenue per available room

RTO

Regional tourism organisation

SWOT

Strengths, weaknesses, opportunities and threats

VIC

Visitor Information Centre

Stay tuned and follow the journey via social media
	
On Facebook at: www.facebook.com/DestinationQld

	
On Twitter at: www.twitter.com/DestinationQld

On YouTube at: www.youtube.com/DestinationQ
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