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The Gold Coast tourism industry continued to grow and prosper in 2016-17.

We welcomed record numbers of domestic and international overnight visitors to the Gold Coast, underpinning a strong and positive year for the 
destination. Total visitor expenditure topped $5 billion for the year, showcasing the value of tourism to our economy.

With preparation for the Gold Coast 2018 Commonwealth Games dominating the year, we have seen literally billions of dollars invested in 
infrastructure, sports facilities and hotels across the city. This is a sign of enormous confidence that celebrates, but extends well beyond, the 
impact of the Commonwealth Games.

So much of our tourism success comes down to access and the destination benefitted from another strong performance from Gold Coast Airport. 
Annual growth of 3.3% saw almost 6.5 million passengers pass through Gold Coast Airport, with 22% of those international. This was an 11% 
increase in international long-haul passengers. We have always welcomed Brisbane Airport as an important gateway to the Gold Coast and 
similarly its international passengers increased 6.9% to 5.6 million and its domestic numbers edged up 0.2% to 17.24 million.

Connectivity on the ground is critically important and Gold Coast Tourism (GCT) continues to lobby the State and Federal Governments for 
continued improvements to the M1 Motorway as the major artery to Brisbane and the vital day-tripper market. This is Queensland’s major highway 
between the State’s two biggest cities and it needs to improve or it will only continue to worsen with congestion.

Attracting almost 13 million visitors to the Gold Coast last year came at a time of increasing competitiveness, and the year was not without its 
challenges. 

The Gold Coast needs more renewal of its attractions to drive repeat visitation. The dive wreck off the Coast, the cable car to Springbrook, 
authentic Indigenous cultural offerings, a network of Hinterland walking trails – all of these projects need to move forward. We have talked about 
them long enough.

The average length of stay for Internationals has dropped off marginally and that remains a strong focus for GCT going forward. Inexpensive 
beach holidays in Bali, Fiji and Thailand continue to compete directly with the Gold Coast and cruising vacations have taken 1.2 million domestic 
passengers – many of whom would have been destined for a Gold Coast holiday. We are missing out on that lucrative market and that is why GCT 
is pleased to see a potential cruise ship terminal progress to feasibility study stage. 

We also feel compelled to make mention of the tragedy at Dreamworld in October 2016. Our thoughts remain with those so terribly affected. As 
a result, the sector has had to draw on all its compassion and resilience to rebuild. It is a long and testing path to recovery but it is heartening 
to see the theme parks continuing to invest in new attractions such as the DC Rivals Hypercoaster and Top Golf at Movie World and Legoland at 
Dreamworld.

 In my 10th year as Chairman of Gold Coast Tourism, I continue to be inspired and amazed at the energy and dedication of our industry, including 
our great relationships with City of Gold Coast, Tourism and Events Queensland and Tourism Australia. 

The tourism sector is always changing. The rush of new hotels and apartments, along with more than 3000 Airbnb rentals on the Gold Coast is 
impacting our occupancy rates but our industry has a track record of responding to disruption and challenges and rising to new heights. Our new 
branding positioning is moving the dial of perception and now we are in the phase of adjusting our messaging to ensure we retain the core spirit 
and offering of the destination. I am confident we will ride the wave to the Games and then continue to thrive thereafter.

I offer my appreciation to Gold Coast Tourism’s Board of Directors, management and staff and others who work with us to achieve our goals. I 
look forward to continuing this valuable work with you.

Paul Donovan | Chairman - Gold Coast Tourism Corporation Ltd

CHAIRMAN’S REPORT

Gold Coast Tourism’s most significant development in the past year has been the launch of the new brand platform in February.

We Are Destination Gold Coast received wide acclaim when it was unveiled and is proving a versatile and effective driver for the marketing and 
promotion of our great destination.

This new brand position is about telling a broader and more contemporary story of the Gold Coast, particularly to our mature domestic markets. 

The experience offering across the destination has evolved significantly in the last few years and we believe We Are Destination Gold Coast is the 
ideal platform to sell the full picture. We are building on the launch and constantly rolling out new creative, both domestically and internationally. 
Equally, we are refining the messaging for target markets to ensure the DNA of the destination is maintained while, at the same time, celebrating a 
greater diversity. To align with this new brand approach, we have also reengineered the way we do business internally with the changes designed 
to bring the most contemporary, best value and highest impact to the marketing of the Gold Coast. 

This comes at an important time as we welcome record numbers of visitors to the city but in an increasingly volatile and dynamic environment, we 
must stay sharp and current.

Our Gold Coast Business Events completed another successful year securing 138 conferences valued at approximately $130 million for the City. 

Tourism Research Australia figures show International visitors to the Coast reached a record 1.056 million, up 7.2% on the previous year. This cohort 
spent a total of $1.2 billion on the Gold Coast, which was slightly down from a record high of $1.26 billion last year.

China was again the dominate source market with more than 303,000 arrivals, a 7.3% increase year on year. New Zealand continued strongly with 
more than 206,000, up 4.4%, as did the United Kingdom with a 2.5% increase to 70,000. On top of that we saw rapid growth out of Japan (18%) 
and USA (22%), confirming the benefits of our activity in these markets over the last 12 months and showing the direct impact new air routes can 
make.

Domestically, we also saw the Gold Coast attract a record 3.95 million visitors. This is on top of the 7.9 million day-trippers that form an important 
part of our visitor economy. Underscored by a summer of wonderful weather, many of our members reported a bumper holiday season.

But within these figures of success are two statistics of concern. Visitor expenditure is driven largely by length of stay and both these figures 
softened in 2016-17. International average length of stay dropped 0.9 nights to 9.5 nights, undoing much of the strong gains we made in visitor 
numbers. Despite the growth in domestic volumes and a slight increase in average length of stay, total expenditure has not grown at the same rate. 
We have responded quickly and are working with key stakeholders to understand and address these trends. 

The tourism industry has much to be proud of as we look over the last year and even more to be confident about as we enter the year ahead. The 
Gold Coast 2018 Commonwealth games is sure to be a defining, signature moment for our city and industry. I am sure that like me, you can’t wait 
to show the 1.5 billion viewers from all parts of the world our wonderful home. 

I would like to sincerely thank our GCT staff, our board and chairman, our partners, members and supporters across the city and around the globe. 
It has been a dynamic year and we are positive about the years ahead.

CEO’S REPORT

Martin Winter | Chief Executive Officer - Gold Coast Tourism Corporation Ltd
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The Gold Coast Tourism Corporation Board is the envy of many organisations. A combination of experience, stability and entrepreneurship means 
decisions are made with due diligence and courage. 

The Destination Tourism Management Plan (DTMP) is the roadmap for the city when it comes to the visitor economy.

It is a multi-faceted agreement between City of Gold Coast, Gold Coast Tourism and Tourism and Events Queensland (TEQ), with support from 
Study Gold Coast, Surfers Paradise Alliance, Broadbeach Alliance and Connecting Southern Gold Coast.

The DTMP identifies seven key strategy areas to drive the visitor economy forward. Each of these made significant progress in 2016-17:

1.	� Stronger Partnerships – GCT is working closer than ever with the City and TEQ. The We Are Destination Gold Coast brand has been 
adopted across the Gold Coast. Open dialogue between all parties continues to improve as we strive for one voice and one vision.

2.	� Balanced Portfolio of Markets – GCT has identified key markets based on the criteria of Invest; Maintain and Monitor. The India and 
Middle East markets are being monitored, with ad hoc opportunities being seized. The Domestic and New Zealand markets are being 
maintained. China, United Kingdom, Japan and USA offer growth opportunities and active investment into these markets is under way.

3.	� Infrastructure and Investment Attraction – GCT is pleased to see the proposed Cruise Ship Terminal progress to feasibility stage. A 
cultural theme park is proposed for vacant land at Nerang and long-term tourism development at The Spit remains possible with a 
planned community master plan to be undertaken.

4.	� Quality Service and Innovation – The Be My Guest program has been rolled out jointly between GCT and the City. Hundreds of business 
operators have undertaken the course and the 15,000 Commonwealth Games volunteers will also see elements of it.

5.	� Iconic Experiences – Part of the new brand development is the establishment of a suite of signature experiences that tell the best story 
of the Gold Coast. This is under way.

6.	� Nature and Culture – The ocean, beaches, waterways, rainforest and hinterland remain the most visual parts of Destination Gold Coast. 
The emerging arts, dining and performance scene is adding a new layer to the city narrative.

7.	� Events – An overarching events strategy for the city is still to be established but already key events with genuine visitor attraction qualities 
are populating our calendar. 

GCT continues to work with the City on updating the DTMP and its goals.

OUR BOARD DESTINATION TOURISM MANAGEMENT PLAN

Paul Donovan, Chair  
Aviation and tourism veteran. Gold Coast Airport Executive, TEQ Board, and former Titans Board member.

Adrienne Readings, Vice Chair  
General Manager, Gold Coast Exhibition and Convention Centre; experienced senior manager with hotels.

John Punch, OAM , Hon. Secretary  
An original member and founding director of Gold Coast Tourism, he has been a continuously serving member of its 
board since its formation in 1975.

Peta Fielding 
CEO of Burleigh Brewing Company, a QLD Business of the Year winner; Board member of GOLDOC, and previous 
member of Bond University Council.

Craig Davidson  
CEO of Dreamworld, WhiteWater World and SkyPoint. Former General Manager, Destination Development, Tourism 
Australia, and Executive General Manager Operations for Voyagers Hotels and Resorts.

John Morris 
General Manager, RACV Queensland Resorts. With over 25 years hospitality experience, John has a background in senior 
sales, marketing and general management roles domestically, in the Pacific and in South East Asia.

Lindsay Wallace 
Marketing & Communications Director at Gold Coast Arts Centre. Experienced marketing roles with Pacific Fair, Gold 
Coast Tourism, Mulpha Sanctuary Cove, Palazzo Versace and Surfers Paradise Marriott Resort.

Cr Peter Young  
Division 5 Councillor for City of Gold Coast and a member of Council’s City Infrastructure, City Planning and Gold Coast 
Water and Waste Committees.

Nick Scott  
Leading national media executive. More than 37 years working in senior roles within the media, including Southern Cross 
Austereo on the Gold Coast.

Adam Twemlow  
Partner at KPMG. Formerly Royal Bank of Scotland in London and KPMG USA. Board member of the Perry Cross Spinal 
Research Foundation and on The Southport School Council.
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OUR MARKETING APPROACH DESTINATION GOLD COAST

Gold Coast Tourism is the premier destination marketing organisation for the city. Its remit is to lead the Gold Coast brand nationally and 
internationally. 

More than 83% of GCT’s funding is devoted to marketing. We work with a range of partners from Tourism Australia to Expedia, from TEQ 
to Flight Centre, from Virgin Australia to the Suns and Titans to ensure we stretch every marketing dollar further. 

This whole-of-destination approach, with private sector zeal, driven by members and a passionate digital focus is a formidable 
combination that can be relied upon to deliver for the Gold Coast.

2016-17 was the last year operating under a traditional structure, defining our activity and internal divisions by geography alone. From 
July 1 2017 we move to a new structure encompassing:

-	 Global Consumer Marketing

-	 Global Partnerships 

-	 Global Business Events

-	 Global Marketing Hub

-	 Destination Engagement

-	 Corporate Services

GCT has moved wholeheartedly into a “digital first” approach to its marketing. The world lives, shops, does business and decides on its 
holidays online so that’s where the bulk of our attention is as well. And we are turning to data to inform those decisions more and more. 
Data and digital go hand in hand.

We Are Destination Gold Coast rises out of more than a year’s worth of research, analysis and discussions.

We believe the Gold Coast is a special place. It has qualities that make you feel energised.

We wanted to define Destination Gold Coast by the qualities that best represent the sense of place, as well as the true experience of 
visiting here.

This coincides with a unique time in this city’s history. On the back of the Commonwealth Games momentum we have billions of dollars 
of investment in the city and a billion of the world’s eyes on the city in April next year. 

The role of the conventional destination marketing organisation (DMO) has shifted. Traditionally DMOs have operated to inspire and raise 
awareness about a destination.

We are now moving into the ‘experience’ and ‘recommend’ realms, where we want visitors to feel the destination deeply and then tell 
others about it.

And driving that change in approach is our prime marketing goal: to be Australia’s Most Recommended Destination.

This is our end game.

It taps into where the consumers are and what drives them to choose a destination – that is, other travellers and their experiences.

It’s a collective goal. We will strive together to make the Gold Coast No.1.
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GAMES READY… … SET, GO

Much has been said about the Gold Coast 2018 Commonwealth Games, and rightly so. The last year has been dominated by 
preparations for the biggest event in the city’s history and there is no doubt this will continue until the Games get under way in April 
2018.

The launch of the Queen’s Baton Relay in London in March provided a wonderful opportunity to focus global attention on the host 
destination. Supporting the lead shown by Tourism and Events Queensland, Tourism Australia, GOLDOC and City of Gold Coast, there 
was great opportunity for GCT to establish meaningful partnerships with trade and media partners in the UK. As the Baton winds its way 
across 70 Commonwealth states to Australia, it becomes symbolic of the growth in GCT’s connections with these partners. Commercial 
and publicity opportunities have been brokered in New Zealand, the UK and further afield.

Closer to home, GCT has taken a lead role in managing community expectations around Games-time accommodation. The launch of the 
accommodation directory has provided consumers with a definitive list of available Games-time accommodation.

Another major GC2018 project involving Gold Coast Tourism is around media promotion and hosting.

This has taken a three-fold approach, all with the intention of gaining maximum exposure for the We Are Destination Gold Coast 
message.

The first component is GCT’s partnership with the City and TEQ in the Main Media Centre during the Games. GCT will share a booth 
within the MMC, located in the Gold Coast Convention and Exhibition Centre, and work with the world’s accredited sports media from 
this location. Planning for this project was completed in 2016-17.

A second facet of our media strategy is as a content partner in the Gold Coast Media Centre, to be located in Kurrawa Park at 
Broadbeach. This is the headquarters for the non-accredited media interested in being on the Gold Coast during Games time. Typically 
these will be travel writers, lifestyle and food journalists, business writers, freelancers and social media influencers. Planning during 
FY17 involved collaborating with City of Gold Coast, TEQ, Office of Commonwealth Games, Study Gold Coast and Health and Knowledge 
Precinct to map out a range of content strategies in the months leading up to and including April next year.,

Lastly, GCT has hosted journalists from around the world completing preliminary assignments and reconnaissance trips in the lead up to 
the Games. This included supporting the World Press Briefing and World Broadcast Briefing in April. The media famils program that we 
undertake each year has already included GC2018-related visits from UK, New Zealand and interstate journalists.
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“

HIGHLIGHTS

‘Split for Winter’ 

Split for Winter was the most successful email acquisition campaign of the year. Run in partnership with Webjet, the objective was to 
grow the DestinationGoldCoast.com subscriber database and brand advocacy.

Showcasing a diverse range of experiences on offer throughout the city, entrants had the chance to win a trip for two to the Gold 
Coast worth up to $5000. This was also complemented by a partnership with Webjet.com.au to ignite entrants and boost acquisition 
and engagement for all.

In market for 5 weeks, the campaign delivered a fun and interactive experience utilising Facebook connect, with bonus entries 
available to those who decide to share via Facebook, Email or Twitter. Plus, exclusive offers were also delivered to all entrants through 
automated confirmation sends.

The competition delivered 73,700 total entries, of which 44,000 were new DestinationGoldCoast.com subscribers.

AUSTRALIA MARKETING

The Gold Coast welcomed a record 3.95 million domestic overnight visitors, generating $3.1 billion in overnight visitor expenditure with 
an average length of 3.7 nights. This included positive year-on-year growth from Holiday and Visiting Friends & Family overnight trips, up 
10% and 15% respectively. 

The Australian Marketing Team delivered 24 campaigns across the year to drive demand and leveraged co-operative marketing funds of 
more than $1.37m. Key partners included Tourism and Events QLD, Gold Coast Airport Ltd, Jetstar Airways, Webjet and Virgin Australia.

Across the year, the DestinationGoldCoast.com database increased by 25% from 235,000 to 315,000 active subscribers. Electronic 
Direct Mail (EDMs) were distributed every 21 days and resulted in 15,000 leads to member product on DestinationGoldCoast.com. 

GCT leveraged the TEQ RTO Incentive Fund to partner with News Corp and bring to life the new destination brand with undiscovered 
and unexpected Gold Coast stories via our “WE ARE” supplement. This supplement was distributed on March 19 via Sunday Mail QLD 
(350,000); Sunday Telegraph NSW (440,000); Sunday Herald VIC (410,000) and Sunday Mail SA (225,000). The News Corp total 
audience reach was 1.4 million - geared towards women (25-54) likely to be the travel purchase decision makers. 

As we near the 2018 Commonwealth Games, we continued to profile our calendar of Sports and Events, providing paid marketing and 
owned channel exposure to 25 key events; among them: Swell Sculpture Festival, Gold Coast 600, Australian PGA Championships, Jeep 
Magic Millions Racing Carnival, Surfers Paradise Sand Safari Arts Festival, Quiksilver and Roxy Pro, Bleach*, Blues on Broadbeach, Cooly 
Rocks On and Gold Coast Airport Marathon. 

”
Testimonial 

“Participating in Gold Coast Tourism’s online holiday offer program is a fundamental part of how we present our latest 
properties, initiatives and offers to those visitors. Being showcased on DestinationGoldCoast.com with the supporting 
media promotion and EDM inclusions to the important Sydney, Melbourne and Queensland drive market gives us 
additional reach to these regions, sending the visitor directly to our own websites. They provide a trackable lift to our 
site visitation and conversion, at a relatively low investment cost with the added benefit of reporting insights during and 
after each campaign.” - Sue Elliott, Village Roadshow Theme Parks

Marketing Activity 

-- 68,000 - Total leads to members via our Online Holiday Offers
-- 173 - Total Online Holiday Offers over three campaigns, featuring 89 unique Gold Coast Tourism member products
-- $1.37m in co-operative funding
-- 15,000 - Total leads to members via Electronic Direct Mail (EDMs)
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Visitor numbers from Gold Coast’s key international source markets continued to perform strongly in 2016-17, recording overall growth 
of 7.2%., to hit a record high of 1.056 million. China maintains its position as our number one source market in terms of volume, with 
303,000 visitors to the Gold Coast, up 7.3% for the year. We also witnessed strong growth rates recorded from Japan and USA with 
18% and 22% respectively. It is no surprise that these three markets have captured our attention in terms of investing in this growth 
through partnerships and marketing initiatives. There are particularly strong results from our critical New Zealand market with visitor 
growth of 5.4% to 206,000 and a significant 9% growth in visitor nights, keeping it firmly in the top position for the Gold Coast in 
terms of expenditure. GCT’s International Department hosted over 70 media and trade familiarisations across 12 international markets 
throughout the year, ensuring that every five days on average another overseas connection was treated to the best of our destination. 
This is an important pillar in our efforts to keep Destination Gold Coast at front of mind for agencies, partners and consumers. As 
mentioned in the CEO’s Report, the strong performance in terms of numbers was tempered a little with a dip in visitor spend and 
length of stay. Business, education and VFR segments all suffered reduced length of stay while holiday visitors were relatively stable.

HIGHLIGHTS

New Zealand

GCT continued to invest heavily in the New Zealand market with a significant national television and digital campaign in the first quarter 
of 2017, and a range of co-operative trade tactical promotions with New Zealand’s leading retailers Flight Centre and House of Travel. 

China

GCT continued to work closely with partners in Shanghai, Beijing and Guangzhou. This included more than 15 trade familiarisation tours 
and 30 retail workshops in-market, to ensure the delivery of a wider range of Gold Coast experiences that meet the evolving needs of 
the new Chinese travellers. Digital campaign activity with celebrity model Xiao Wen and multi-channel tactical campaigns with Hong 
Kong Airlines and Jetstar ensured the Gold Coast remained front-on-mind with Chinese consumers.

Japan

GCT successfully staged its annual Japan Roadshow, off the back of Queensland on Tour, along with participation in Tourism Australia’s 
Japan Walkabout. Strong seasonal tactical campaigns were undertaken with both JTB and HIS, integrated into a national digital 
campaign, leveraging celebrity author Masatomo Tamaru and focussing on the ever-important honeymoon and couples market.

Malaysia

Whilst growth from Singapore and Malaysia was restrained in FY17, GCT remained active across both markets with significant brand/
tactical campaign and trade/media familiarisation activity with airline partners Air AsiaX and Scoot, and promotional leveraging of the 
Gold Coast’s inaugural hosting of the “Wimbledon of Badminton”, the Sudirman Cup. 

INTERNATIONAL MARKETING
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Gold Coast Business Events (GCBE) delivered a broad range of sales initiatives in 2016-17 as it continued to establish the Gold Coast as a 
leading business events destination, both nationally and internationally. Member engagement is critical to the success of our co-operative 
events and as such GCBE initiated a “Trade Events Advisory Panel” with 15 members invited to participate, who represent a  cross section 
of business events product. This is Gold Coast Business Exchange in May 2017 was a resounding success with 51 participating members 
hosting 860 appointments with 18 professional conference organisers and 35 association and organisation planners.

The number of business event wins by GCT was a record 138. The combined result of international and national events resulted in an 
economic contribution of more than $130 million to the city. A highlight of the year has been the winning of the Infinitus China incentive 
group which will visit the city immediately following the Gold Coast 2018 Commonwealth Games. Over several weeks, this one event will 
bring 6000 people to the Gold Coast with a direct and indirect spend of close to $40 million. 

Two other special international events are worth noting. The Deaf-Blind International Conference (600 delegates) will be on the Gold Coast 
in 2019 and the ISAAC (International Society for Augmentative and Alternative Communication) Conference (1200 delegates) next year, 
secured in partnership with the Gold Coast Convention and Exhbition Centre. Both require specific elements of accessibility and GCT worked 
with key members, the City of Gold Coast and the GC2018 Legacy initiatives to secure the conferences. In winning these bids, GCT mobilised 
an array of wonderfully proactive and progressive members to embrace the needs of the conference delegates. Surfers Paradise Marriott 
Resort and Spa was able to highlight its one-level meeting space, braille room numbers and signage and overall accessibility. GCT worked 
with Able Australia to provide appropriate activities and tours with strong appeal to the delegates, with attention to feel and touch. Other 
hotels and venues supplied lists of rooms that meet the varying requirements and levels of accessibility. Members such as Currumbin Wildlife 
Sanctuary, Dreamworld and Gold Coast Cabs have adapted their accessibility to suit. Equally, the Street Carnival in Surfers Paradise was a 
great collaborative success with support from the Surfers Paradise Alliance. These are fine examples of the industry and agencies working 
together for mutually beneficial outcomes.

HIGHLIGHTS

This is Gold Coast Business Exchange

-- 100% satisfaction level with the program content
-- 93% would definitely consider selecting and booking the Gold Coast for future business
-- 78% say they now see Gold Coast as a premier Business Events destination
-- Incorporated inaugural PCO (Professional Conference Organiser) component in the event, with 18 qualified PCOs from Australia 

and New Zealand attending
-- 35 corporate and association planners from Australia and New Zealand and the UK plus five national and international BE trade 

media attending
-- The program included a combination of themed social events, a trade exhibition with 860 pre-scheduled appointments, and a 

range of exciting destination experiences on the post-famil. A total of 51 members participated, with most securing new leads 
and business contacts

-- The highlight was Polo By the Sea to showcase the style of events the city can deliver that can be incorporated into a conference 
program 

Infinitus China Win 

-- Gold Coast Tourism, with support from TEQ and close collaboration from local suppliers and members, bid for and secured the 
2018 Infinitus China Reward Program that will deliver a $40 million direct and indirect injection into the local economy.

-- Up to 6000 delegates from Greater China will visit the Gold Coast on a five-night/six-day itinerary operating in four waves over a 
four-week period in May 2018

-- The conference program includes a gala dinner at Gold Coast Convention and Exhibition Centre, a visit to a wildlife sanctuary, 
learn to surf, visits to theme parks, viewing the city from 88 levels above the ocean at Skypoint, shopping at HarbourTown and 
tasting our local cuisine. 

-- Significantly, securing this event helps put the destination on the map in terms of attracting these large incentive group 
movements from China. Infinitus is a multi-level marketing company in China selling herbal health, beauty and skin care 
products. The company has developed 89 high-quality herbal products in five series that are marketed under six brands, and has 
established 40 branches, 30 service centres and nearly 5000 exclusive stores across China. 

BUSINESS EVENTS
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The launch of the We Are Destination Gold Coast brand platform in February 2017 centred on delivering ‘destination reframe’ 
communications to the Gold Coast’s largest source market - domestic consumers. Since its launch, Gold Coast Tourism has worked to 
facilitate maximum adoption and integration of the We Are Destination Gold Coast brand platform by industry and our city partners. With 
this solid foundation in place and industry and partner endorsement, brand extension activity is now underway to tailor the master brand 
platform’s appeal to other key markets and segment therein. 

Gold Coast Tourism’s media and publicity strategy assisted in the delivery of $51.7 million in advertising value equivalency in FY17. 
Throughout the year, media activity was geared primarily towards reframing our destination with a greater emphasis on digital media. 
Destination coverage spanned influential digital platforms such as Huffington Post, The Guardian, News.com.au and Lonely Planet; as well 
as national coverage through Fairfax and Newscorp; The Daily Mail and The Telegraph in the UK; a number of news, leisure and Business 
Event print and digital channels across China including Daily News and Sohu.com; and The New Zealand Herald. 

As part of the support for GCT’s new brand position, a major overhaul of the corporation’s digital platforms was undertaken during the 
2016-17 year. This involved a transition from VisitGoldCoast.com to DestinationGoldCoast.com as our major website. Likewise, GCT’s 
social media channels for English-speaking markets (Facebook, Instagram, Youtube & Twitter) were updated with visual branding, URLs 
and refreshed messaging consistent with the new brand. GCT’s new digital team worked closely with Facebook, Google and Twitter and 
these changes were successfully accomplished.

This significant body of work has recalibrated and aligned all digital platforms with the We Are Destination Gold Coast brand and 
narrative. While this sets up GCT with the capacity for highly successful marketing and messaging going forward, it has also forced 
a downturn in total web traffic. Significantly, despite a 47% drop in website visitation the number of leads to members has remained 
stable. This would indicate that much of the previous digital audience was less than relevant and that issue has now been remedied.

Another significant change in GCT’s digital marketing approach in China is to use social media accounts and ‘handles’ in the campaigns’ 
call-to-action rather than just URLs. Social audiences in this market grew as a result, while website views reduced.

COMMUNICATION AND 
MARKETING SERVICES

Website Visitation 2017

DestinationGoldCoast.com 1,640,591 

VisitGoldCoast.cn: 5215 (China)

VisitGoldCoast.kr: 1712 (Korea)

VisitGoldCoast.jp: 10,506 (Japan)

Total visitation FY17: 1,658,024 (-47% YoY)

Leads to Members

FY16 Total Leads to Members from DGC websites: 220,590

FY17 Total Leads to Members from DGC websites: 218,695

Change: -0.85%

Social Channels

Overall: 2,341,029 followers (+ 5%, YoY)

Facebook: 1,130,398 (up 1% from 1,115,450)

Instagram: 195,801 (up 33% from 147,649)

Twitter: 9921 (up 25% from 7,985)

Weibo: 892,627 (up 6% from 845,275)

Wechat: 111,075 (up 3% from 107,742)

Youtube: 1,207 (up 32% from 911)

Publicity Outcomes

-- $51.7 million in advertising value equivalency

HIGHLIGHTS
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Gold Coast Tourism’s Destination Engagement team has facilitated skills development across the visitor economy. This is the unit that 
pro-actively co-leads the monitoring, evolution and progress of the DTMP (Destination Tourism Management Plan) on behalf of GCT 
and intersects with all areas of the business, our partners and our industry supporters. Over the year, GCT has worked hard to align 
with the city’s investment and tourism priorities. Working with City of Gold Coast, we are establishing an agreed set of benchmarks 
around visitor measurement, satisfaction and service delivery. This is a complex task but progress has been made and will continue 
in the coming year.

The Be My Guest programs, co-delivered with the City, has been a centrepiece of Destination Engagement this year, with particular 
focus on the Gold Coast 2018 Commonwealth Games. It is during this period of high exposure to new visitors and the world’s media 
that the reputation of the city’s welcoming nature and service ethic will be most visible. The Be My Guest program helps frontline 
operators put their best foot forward.

Gold Coast Tourism also partnered with TEQ to deliver storytelling workshops, which were well attended and have been in higher 
demand in subsequent months. We also witnessed strong growth rates recorded from Japan and North America with 18% and 22% 
respectively. It is no surprise that these three markets represent key priorities for the destination in terms of investment by way of 
partnerships and consumer marketing initiatives. 

China is at front of mind for all industry members and additional “Engaging the China Market” sessions were conducted during 
2016-17. More than 72 participants completed the full-day workshops, held eight times during the year. Destination Engagement 
also secured more than $114,000 jointly-funded Industry Development projects for FY17 under the TDDI 2016/17 Tourism Industry 
Capability Program.

The Be My Guest program was enhanced for 2016-17 and a total of 204 participants attended over 12 full-day workshops.

Improvements include development of an online resource, including a new video that celebrates the essence of the program.

One major advance in the last year has been the incorporation of the Be My Guest messaging into the GC2018 volunteer recruitment 
and orientation process. This involved the 25,000 volunteer applicants, including the 15,000 selected, engaging with the Be My Guest 
video and online resources.

Be My Guest resources have also been shared with the organisers and volunteer networks associated with the GC600 V8 Supercars 
event and the Gold Coast Airport Marathon.

Gold Coast Tourism partnered with stakeholders to raise awareness of inclusive and accessible tourism and drove initiatives aimed at 
enhancing the local inclusive tourism experience. 

More than 170 people attended the inaugural Accessible Tourism Forum co-presented by GCT, the City and GOLDOC.

The first “Discover Gold Coast Accessibility Challenge” reached 24 industry and key stakeholders – creating accessibility awareness 
through actively experiencing and discovering different regions of the Gold Coast. Gold Coast products were experienced from an 
accessible viewpoint during this challenge, which was reported in local media to help keep the issue at the fore.

Leveraging the strong focus that GOLDOC has on accessibility in the lead up to the Commonwealth Games, GCT enhanced the GC2018 
accommodation directory on our website to include the inclusive capacity of providers, as an extra guide to those visitors who require 
greater accessibilty.

DESTINATION ENGAGEMENT

Be My Guest

Accessible Tourism

HIGHLIGHTS
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The GCT membership base continues to grow and increase its engagement. We finished the FY17 year with 544 financial members 
and maintained a four-star satisfaction rating and 91% retention rate. Gold Coast Tourism was delighted to award 17 Longevity Awards 
(20-40 years membership) during the year, along with two new Honorary Life Members, being Paul Donovan and Peter Graham. A 
total of 71 events, conferences and engagements were attended during the year and a further 22 events were held that reached 1750 
members and stakeholders. GCT introduced the first standalone “Research Roundup” with research insights from GCT in conjunction 
with STR and TripAdvisor. This was held at Bond University and attended by almost 200 people and was so well received it has now 
been added to the calendar permanently. Eight Digital Workshops were also conducted to enhance the skills and knowledge of 
members in this critical marketing and communications area and two “International Ready” workshops were held in conjunction with 
ATEC.

The year also presented some challenges as GCT modified its membership fees for businesses based outside the Gold Coast boundary. 
Communicating the need for these changes required close consultation with the 63 out-of-region operators. One major project that 
occupied a lot of time in 2016 was the development of the Online Calendar for members, showcasing the key dates and events across 
the year. After months of development this was launched in July 2017.

HIGHLIGHTS

-- $439,931 - membership revenue 
-- 138 new members acquired
-- 378 engagement meetings conducted
-- 22 Industry events and workshops conducted
-- Business Events membership increased 9% on last year 
-- 91% say member meetings were valuable. 
-- 94% rated GCT events as “satisfied/very satisfied”
-- Eight Digital workshops and two International Ready seminars co-funded by government grants
-- Online collateral and resources developed to improve sustainability and currency

MEMBERSHIP SERVICES
VISITOR INFORMATION  

CENTRES

HIGHLIGHTS

-- $1.5 Million - Member product sales 
-- 200,000 - Visitor enquiries 
-- 128 - VIC member packages

Gold Coast Tourism continues to operate two fully accredited Visitor Information Centres (VICs) – situated in the key locations of Cavill 
Mall in Surfers Paradise and in the domestic terminal of Gold Coast Airport.

The centres’ friendly and knowledgeable staff and volunteers currently welcome an average of 16,000 visitors each month. The visitor 
experience is further enhanced by the ability of our staff to book accommodation, tours, cruises, bus, train and light rail tickets, theme 
park tickets and sell Gold Coast 2018 Commonwealth Games™ branded merchandise. 

As online content grows globally, finding trusted information sources is an increasing challenge. Although VICs need to continually 
evolve to take advantage of these digital opportunities, they remain a recognised and significant source of unbiased information for both 
domestic and international visitors. This is especially relevant in the lead up to the Gold Coast 2018 Commonwealth Games™ during 
which visitor enquiries and sales are expected to more than double. Our Cavill Mall VIC will be revamped prior to the Commonwealth 
Games. In addition we will oversee a Visitors Centre in the Games Village as well as provide support to three Pop-up VICs to be located 
in the main precincts of Southport, Broadbeach and Coolangatta.
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Gold Coast Tourism is the peak body for the tourism and visitor sectors of the Gold Coast, Australia’s sixth largest city and the nation’s 
premier holiday destination. GCT a not-for-profit, membership-based, destination marketing organisation whose primary purpose is to 
promote the city as a leisure and business event destination through global and domestic trade, media and travel industry channels. 
It directly represents a membership of more than 500 leading accommodation venues, theme parks, attractions, tour operators, 
restaurants, cafes, entertainment venues, transport providers and professional support services. Gold Coast Tourism also works on 
behalf of almost 27,000 commercial businesses which contribute to its operation via a tourism levy. Industry partnerships include 
those with City of Gold Coast, Tourism Australia, Tourism and Events Queensland, Study Gold Coast, Connecting Southern Gold Coast, 
Broadbeach Alliance and Surfers Paradise Alliance.

OUR ROLE

Visitors to the Gold Coast injected $5.05 billion into the local economy in 2016/17, supported more than 3000 tourism businesses and 
accounted for 26,000 direct jobs and 15,000 indirect jobs in the city. Established in 1975, Gold Coast Tourism’s team of marketing, 
communications and sales professionals identifies and leverages strategic opportunities to positively promote the city. Our work generates 
exposure and converts the interest of potential leisure and business consumers from outside the Gold Coast region into visitation for the 
businesses of the city. We employ sound research when formulating our strategies and activities, developing them in consultation with 
the local industry, government, state and national tourism bodies, national and international travel trade and other industry partners. Gold 
Coast Tourism also manages two accredited Visitor Information Centres on the Gold Coast. 

OUR VISION

For the Gold Coast to be recognised locally, nationally and internationally as one of the world’s great tourism and business events 
destinations. For Gold Coast Tourism to be universally acknowledged as a successful, globally-aware destination marketing organisation 
that embraces a culture of continuous improvement, customer focus, current technology, contemporary leadership and excellence.

OUR MISSION

To grow tourist visitation and expenditure for the benefit of the tourism and business events sectors and other community stakeholders. 
To add value to members through promotion and increased and improved destination awareness.

BUSINESS GOALS

-	 Increase visitor demand, arrivals and expenditure for the city

-	 Operate with a sustainable business model

-	 Deliver value to members

-	 Deliver business outcomes based upon quality research, best practice and return on investment

-	 Apply available resources in the most effective and productive manner

-	 Identify and invest in growth opportunities

-	 Build the capacity of Gold Coast Business Events (GCBE)

-	 Demonstrate industry and destination management leadership

-	 Establish Gold Coast Tourism as an employer of choice

ABOUT GOLD COAST TOURISM

CORPORATE GOVERNANCE

As a public company largely funded by the tourism-related businesses of the Gold Coast (via a tourism levy collected by the City of Gold 
Coast) and the Queensland Government (represented by Tourism and Events Queensland), Gold Coast Tourism is committed to observing 
best practice corporate governance. 

By acting transparently, professionally and ethically, Gold Coast Tourism ensures the effective investment of its funds for the greatest 
benefit to its levy payers and members, while maintaining the sustainability of Gold Coast Tourism for the benefit of the Gold Coast in 
future years.

Responsible corporate governance is evident in Gold Coast Tourism’s operations at many levels, some examples including:

-	 Regular self-assessment by the Board to improve performance

-	 Regular reviews of Gold Coast Tourism’s risk register

-	 Regular reviews of Gold Coast Tourism’s insurances, as assisted by a respected insurance agency

-	 Documentation and discussion of any possible conflicts of interest

-	 Selection criteria for prospective Board members to maximise and balance skill sets

-	 An annual independent financial audit by a respected audit firm

-	 Regular Director workshops to enhance the Board’s performance

-	 Keeping a gift register for any gifts received by staff

AUDIT AND FINANCE COMMITTEE

This Committee oversees the annual audit process, risk management and insurances, legal issues and compliance and reports to the 
Board on these matters. The Committee has a clear charter and seeks independent advice as appropriate.

The Committee consists of at least three independent Board Directors. Committee members are appointed by the Board with the 
Committee meeting at least twice a year.

The current Committee members are:

Adam Twemelow (Chair)

Adrienne Readings

Lindsay Wallace

Committee meetings are also attended by the Chief Executive Officer and the Director Corporate Services.
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GOLD COAST TOURISM CORPORATION LIMITED 
ACN 009 935 184 

DIRECTORS' DECLARATION 

In the opinion of the Directors of Gold Coast Tourism Corporation Limited: 

• the attached statements financial

financial
financial

financial

and notes thereto comply with the Corporations Act 2001, the Accounting
Standards, the Corporations Regulations 200 l and other mandatory professional requirements;

• the attached statements and notes thereto give a true and view fair of the Company's position as
at 30 June 2017 and of its performance the for year ended on that date; and

• there are reasonable grounds to believe that the Company will be able to pay its debts as and when they become
due and payable.

Signed in accordance with a resolution of the Directors made pursuant to section 295(5) of the Corporations Act 2001.

On behalf of the Directors 

Director 

Broadbeach, 26 September 2017. 
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