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Domestic competition is fierce with STO’s appealing to
younger couples and friends traveling together
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Drive tourism appeals to all holiday travellers
Queensland pl_ans\\\to become famous for drive
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Multi-destination drive holiday markets

Figure 1: The value of drive tourism to Queensland

Holiday Drive
Market OVE
~

2032 Targets

$20B

Total Drive
Market OVE

$12B

Holiday Drive
Market OVE

~

\ $4.58°~.

\‘ Muiti-destination

Multi-destination (22.5% of Total Drive Market)

Road Trips (2-7 nights)
Younger market to grow

¢ 7% of Holiday Drive Market ($0.6Bn)

e #3 behind New South Wales & Victoria
e Young Adults (<30yrs)

e Traveling Friends & Families, Couples

¢ Highest spend per night — 60% more than
Journeys

Journeys (8+ Nights)
Lucrative, older market

¢ 28% of Holiday Drive Market ($2.4Bn)
e Queensland #1 state

¢ +50 years are 55% with a balanced
distribution among other age groups.

¢ Highest spend per visitor 2.5x more than
road trips

 Multi-destination trips are forecasted to grow to $4.5 billion in 2032,
representing a 45 per cent increase from $3 billion in 2023

« The opportunity is to evolve beyond the traditional grey nomad
demographic — to become a fresh, contemporary travel option for all.
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Hero Routes

1. Pacific Coast Way . .
2. Matilda Way
3. Great Inland Way . .

- Pacific Coast Way, Matilda Way and Great Inland Way are the
key arterial routes that connect 90% of Queensland.

- Pacific Coast Way the 'hero'. Marketed as Great Barrier Reef
Drive (SGBR to TTNQ) and Great Sunshine Way (Gold Coast
to Hervey Bay).

- Together these three hero drive journeys:

- Have expansive North to South and East to
West coverage

- Cross other key arterial roads that provide
greater access to regions.

- Provide drive travellers with broad access to
the state via their routes and connecting roads.

* No routes cross Bundaberg, although it is easily accessible via Pacific Coast Way.
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Drive traveller needs

Aspirational Freedom & Outdoor Slow
Self-actualisation \ '"dependence reconnection tourism

& esteem
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Love Connection Affordable Flexible Nature &
& belonging scenery
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Safety Navigation & Parking & Rest areas & Clean Emergency Info centres

. . signage EV fuelling waste restrooms &  services & Wi-Fi
& physiological disposal drinking water access

SUSTAINABILITY




Implementation
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TEQ Board Strategy Launch Implementation Creative Platform
Endorsement DestinationQ Funding & Campaign Launch
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The objectives are supported by
targeted priorities, implemented
In two phases.

1. Phase One (2025-28): Focused
marketing and secure funding

Grow incremental Build commercial
Beﬁgmsug:;::"y drive holiday OVE and strategic
ific h from key partnerships to
SpEdlShE ) international grow shared
Journeys. markets. value.

2. Phase Two (2029-32): Invest in
capabilities and enhance experiences

Develop
itineraries to
align with
consumer
interests and
enhance the
consumer
journey.

Elevate hero
experiences and
iconic events.
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February - March drlve

"Too Great To Wa't"

Map update
& national
distribution 4
00+ VICs 40+
RACQ stores
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Pacific Coast
Way and
Travelers
50yrs+

$120k TEQ
Intrastate
media buy;

radio, video,
digital, social,

press

RTO buy in:
Sunrise
Pacific Coast
Way road

trip

Whole of State

July onwards

Broader
consumer
ta rQEtingl
Nationally.

Create
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Drive Tourism Marketing

Strategy Discover Queensland

‘ TOURISM ANﬁéVENTS QUEENSLAND’S

I RIVE TOURISM MARKETING STRATEGY 2032
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https://teq.queensland.com/ | = &
au/en/industry/who-we- TR
are/strategic-plans
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Thank you

Consumer: queensland.com
Corporate: teq.queensland.com

teg.queensland.com/subscribe
facebook.com/visitqueensland

@queensland #thisisqueensland @teqld

@Queensland #thisisqueensland

I youtube.com/Queensland

] ‘;’Q\i’gggn PPPPP ly accredited White Ribbon
I Workplace By Withs, Ribbon Australia
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