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BEST OF BRISBANE REGION EXPERIENCES SUPPORT
PROGRAM: A PRACTICAL GUIDE FOR YOUR BUSINESS
Your go-to-guide for navigating through and getting the most out of Tourism and Events
Queensland’s (TEQ) Best of Queensland Experiences (BoQE) Program for your business.

THE

Guide

The Guide starts by introducing the idea of a business
development and recognition pathway, recognising that
every business is at a different level.

YOU CHOOSE WHICH OF THE FOUR STEPS ALONG THE
PATHWAY ARE APPROPRIATE TO YOU:

Step 1 – Australia Tourism Data Warehouse
Gain or increase exposure for your business – through the Australian Tourism Data Warehouse (ATDW).
The ATDW is a simple starting point for all businesses looking to reach more customers. Once listed, your
business can automatically participate in the BoQE Program.

Step 2 – Best of Brisbane Region Experiences Support Program
Measure performance in meeting customer expectations and delivering
exceptional experiences – through the BoBRE Support Program.
The BoBRE Support Program will enable you to assess how well you are meeting customer needs and
expectations based on the BoQE criteria. You can identify where your business is performing strongly and
where there is room for improvement to increase bookings and sales and become identified as a Best of
Queensland Experience.

Step 3 – Best of Queensland Experiences Program
This is for businesses who have become BoQE and looking to be recognised for delivering exceptional
experiences – through maximising the BoQE Program benefits.
This is for businesses who have become BoQE and looking to maximise the marketing opportunities and
benefits this offers. You will be acknowledged for your achievement in becoming a BoQE champion and
receive recognition as a Best of Queensland Experience in the Brisbane Region for use in your marketing and
communications.

Step 4 – Transformational Experiences Mentoring Program
Be at the forefront of the purpose-led economy – through the Transformational
Experiences Mentoring Program (TEMP).
This step is for businesses achieving the BoQE benchmark and looking to innovate and develop
transformational experiences that meet current local/global and changing visitor needs.

Brisbane Economic Development Agency (BEDA) is committed to supporting local businesses to
continually exceed customer expectations. The Guide is a crucial tool for BEDA to support businesses
across the Brisbane region to increase their positive word of mouth, booking and sales through the
delivery of exceptional customer experiences.
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The Guide has been developed by BEDA in collaboration with TEQ and the seven local government
areas (LGAs) in the Brisbane region: Brisbane, Ipswich, City of Logan, Moreton Bay, Redlands Coast,
Scenic Rim and Somerset.

HOW TO USE THE GUIDE
The Guide is delivered as a series of 13 modules to allow you to focus on the topics most important
to your business. Case studies of local businesses currently achieving BoQE status are provided
throughout the Guide.
Any repetition across the modules is intended to enable each module to stand alone.
The modules include:

MODULE 01

MODULE 02

MODULE 03

CONSUMER TRENDS

INTRODUCTION
Introducing Best of
Queensland Experiences
Program

bookings and sales.

Outlines current trends
impacting consumer
expectations and what
they mean for your

MODULE 05

MODULE 06

MODULE 07

MODULE 08

LISTING ON AUSTRALIAN
TOURISM DATA
WAREHOUSE

CRITERIA: 1
Consistent Delivery of an
Exceptional Experience
Based on Positive
Customer Reviews

CRITERIA: 2
Website with a Secure
Online Booking Platform

YOUR BUSINESS
DEVELOPMENT AND

RECOGNITION PATHWAY
Introduces the four main
steps for businesses
seeking to maximise their

THE VALUE OF THE
BEST OF QUEENSLAND
EXPERIENCES PROGRAM

MODULE 09

MODULE 04

SELF ASSESSMENT

business.

MODULE 10

MODULE 11

MODULE 12
HOW TO LEVERAGE
BRANDS AND

CRITERIA: 3
Active and Engaging

Social Media Presence

CRITERIA: 4

Regional Tourism
Organisation Membership

CRITERIA: 5

Accreditation

MARKETING

Takes you through how

you can use the local
destination, Brisbane
region and Queensland

brand content, including
images and stories to
enhance what you share

MODULE 13
YOUR ROADMAP
Provides a template road
map and key contact
details to help you
undertake any actions
you identified when
working through the
modules.
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in your social media
posts, website content
and collateral.

Through the support of BEDA and your local council,
you may have access to a mentor to help you use this
Guide, become rated as a Best of Queensland Experience
and receive special recognition as a Best of Queensland
Experience in the Brisbane Region.
Binna Burra Lodge, Scenic Rim
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WHO IS THE GUIDE DESIGNED FOR?

New or existing businesses

Anyone wanting help to recover
and grow their business during
challenging times

For businesses identified as a BoQE.
The Guide offers a helpful refresher
of the BoQE Program criteria, plus
access to current resources for
business development.

Private and local government
owned operations

Anyone looking to maintain or improve
their level of sales and bookings
and positive word of mouth

Anyone seeking to diversify
into tourism

Regional festivals and events
While events are not currently assessed
through the BoQE Program, the Guide
contents are relevant for all businesses
seeking to attract existing and new
customers.
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Yura Tours, Stradbroke Island

MODULE ONE

YOUR BUSINESS DEVELOPMENT AND PATHWAY
In this module, we look at what’s involved in taking a deliberate path to your
business development. Four Programs offer valuable stepping stones for
businesses seeking to maximise their performance at each step.
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Lake Somerset

7

BEST OF QUEENSLAND
EXPERIENCES
PROGRAM

BEST OF BRISBANE
REGION EXPERIENCES
SUPPORT PROGRAM

AUSTRALIAN TOURISM
DATA WAREHOUSE

STEP 1
Gain or increase
exposure for your
business – through the
Australian Tourism
Data Warehouse
(ATDW)

STEP 3

STEP 2

Be recognised for
delivering exceptional

Measure performance
in meeting customer
expectations and

TRANSFORMATIONAL
EXPERIENCE
MENTORING PROGRAM

STEP 4
Be at the forefront of the
purpose-led economy
Participate in the

experiences

Transformational

Maximise the marketing

Program

Experience Mentoring

opportunities as a BoQE

delivering exceptional
experiences

Recieve a certificate of
achievement as a BoQE

Become identified as
a Best of Queensland

Gain recognition as a

Experience

Best of Queensland

List on Australian

Experience in the

Tourism Data

Brisbane Region

Warehouse

ACTIONS
Live and current listing

Complete the Best

Work with your

Participate in

on Australian Tourism

of Brisbane Region

LGA, local tourism

Transformational

Data Warehouse

Experiences Support

organisation, BEDA

Experience Mentoring

Program modules

and TEQ to profile your

Program

Links to website and
social media
Linked to Google My
Business

business in marketing

Be assessed against
the BoQE criteria - If
your score is at least 80
out of 100, you will be
identified as a Best of

campaigns

Develop an action plan

Use your recognition as

Deliver transformational

a BoQE in the Brisbane

experiences

Region in your marketing

Queensland Experience

and communications

Identify how to use
destination, Brisbane
region and Queensland
brand content in your
stories

BENEFITS
Increase exposure for

Increase the profile

Enhance your profile as

Be recognised

your business through

of the business with

a Best of Queensland

as a provider of

listings on travel

local, regional and state

Experience

transformational

websites

tourism industry

experiences
Maximise opportunities

Gain efficiencies

Become a Best of

to participate in

Receive the highest level

in marketing your

Queensland Experience

marketing campaigns

of priority involvement

and activities

in marketing campaigns

business

and activities
Receive a Certificate of
Achievement as a BoQE
and special recognition
as a Best of Queensland
Experience in the
Brisbane Region
Be eligible to participate
in TEMP
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Moreton Bay

The Scenic Rim
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STEP ONE

Gain or increase exposure for your business
Listing on the Australian Tourism Data
Warehouse (ATDW), the national business
directory, puts you in the starting gate. It
provides your business with exposure by having
your product or service appear live on key
travel websites that consumers are using when
dreaming of and planning holidays and day
trips.
A core reason for ATDW is to ensure consumers
have access to current and accurate information
about what’s available so they are inspired
to book and spend. ATDW also provides
efficiencies to businesses as it distributes the
information from one central database to
multiple websites. You only have to maintain
the information in one place.
The travel sites where consumers can find
your information include:
• Visit Brisbane www.visitbrisbane.com.au
• TEQ’s consumer site www.queensland.com
• Tourism Australia www.australia.com
• Queensland’s regional tourism organisation
(RTO) websites (for members) and many more.
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STEP TWO

Measure performance in meeting customer
expectations and deliver exceptional experiences
Businesses looking to build their profile and
increase their marketing reach can access the Best
of Brisbane Region Experiences (BoBRE) Support
Program. The core element of the Program is this
practical self-paced Guide designed to help you
become a Best of Queensland Experience (BoQE)
and gain access to the associated marketing
benefits. Businesses may be able to access a
mentor to help in using the Guide.
All businesses with a current and live listing on
ATDW on the required date are automatically
assessed annually against the BoQE criteria and
receive a report that provides valuable consumer
insights. The BoBRE Support Program Guide
includes 13 modules with tips and resources to help
you satisfy the requirements of the criteria.
The BoQE Program assessment allows you to check
in with what consumers are thinking about your
business and where enhancements could be made.
You can also see how you are performing compared
to your competitors.
If you score at least 80 points out of 100 in the
assessment, your business is identified as a Best
of Queensland Experience and you have access to
the associated benefits (see Module 3 for a list of
benefits).

FIND OUT MORE
Read Module 6 to learn what being part of ATDW means to Brisbane region businesses and
information on how to sign up for and maintain your ATDW listing.
View the full list of ATDW distributors
For reminders on ATDW and BoQE timeframes, sign up to TEQ’s Eye on Q Industry News and
BEDA’s Tourism Alerts by emailing tourism@brisbane-eda.com.au
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Consistent
delivery of an
exceptional
experience
based on
positive
customer
reviews
60 points

Website with
secure online
booking
platform

Active and
engaging social
media presence

Regional
Tourism
Organisation
membership

Accreditation

15 points

15 points

5 points

5 points

BUSINESS THAT ACHIEVES
80 POINTS OR MORE

BEST OF QUEENSLAND EXPERIENCES

TEQ is committed to maintaining and evolving BoQE as a Program for businesses because of the value
it offers in lifting the quality of experiences across Queensland and supporting businesses in improving
their profitability.
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STEP THREE

Be recognised for delivering exceptional experiences.
When your businesses is achieving the rank of a BoQE, this step in the pathway is designed to help
you maximise the opportunities and benefits this status offers. All businesses in the Brisbane Region
identified as a BoQE will receive a certificate of achievement and gain recognition as a Best of Queensland
Experience in the Brisbane Region, which can be used in their marketing and communications.
The BoBRE Support Program Guide remains a helpful tool for BoQE businesses seeking to refresh their
knowledge of the BoQE Program criteria and take advantage of the tips and resources provided.
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STEP FOUR

Be at the forefront of the purpose-led
economy
If you have an appetite for innovation,
are keen to go to the next level to further
improve your customer experience, and
are scoring high with BoQE, designing and
delivering transformational experiences
may be a natural next step for you. TEQ have
developed The Ultimate Transformational
Experience Guide to assist you.
The Guide is designed to help you to take
advantage of and respond to consumers
growing demand for purpose-led brands.
Many consumers today are making their
purchase decisions based on how brands
treat their people, the environment, and the
communities in which they operate.

Purpose-driven companies witness higher
market share gains and grow on average
three times faster than their competitors, all
the while achieving higher employee and
customer satisfaction.
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TEQ also offer a Transformational Experience
Mentoring Program (TEMP) to help you
identify the actions you need to undertake to
your operation to provide transformational
experiences. Participation is dependent
upon being selected by BEDA and funding
availability. Your BoQEP operator report is used
as a measurement tool, providing an annual
check-up on how well are performing in the
eyes of your customers.
Completion of TEMP will lift you up the
list of preferred businesses to be involved
in the marketing activities and experience
development opportunities TEQ and BEDA
offer. It will enable you to directly link and
leverage TEQ’s Travel for Good initiatives and
Brisbane’s regional brand.

ADDITIONAL PROGRAMS
The Business Development and Recognition Pathway will continue to evolve with additional
Programs added as required to support local businesses in their development and growth.
FIND OUT MORE
Download a copy of the Transformational Experience guide:
www.teq.queensland.com/industry-resources/how-to-guides/experience-development
Access Queensland Tourism Industry Council resources for all tourism businesses:
www.qtic.com.au/industry-development/business-resources/
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Case Study
FLOATING IMAGES HOT AIR BALLOONS, IPSWICH

Ipswich

Floating Images offers the opportunity to combine a city and country balloon flight over the
heritage city of Ipswich and the Scenic Rim and Somerset countryside with its spectacular views of
the Great Dividing Range.
1. Tell us about your ‘pathway to growth’ through
ATDW and BoQE. What has it involved for you
and your business? What was your motivation?
We celebrated our 20th birthday on 1 December
2021, so we’ve been on our business pathway
journey for a while. A significant step for our
business was changing our mindset. We started
our business as an aviation company. Over time
we have evolved our thinking and embraced
that our product is in fact a unique tourism
offering. We’re now on our fourth website and on
1 December 2021, we hit 500 TripAdvisor reviews.
We became an RTO member in the early part of
business and have not missed an opportunity
to learn. Attending networking events,
learning from industry peers and taking part
in workshops have been key to our business
growth.
2. What practical outcomes has your business
experienced from participating in business
development Programs?
Participating in ATDW and BoQE and other
Programs provided by BEDA and TEQ has been
tremendous for our business. By maintaining
our BoQE status, keeping our ATDW profile
1 Deloitte Insights, 2019, referencing Jim Stengel Co., “Purpose,”
https://www2.deloitte.com/us/en/insights/topics/marketing-and-sales-operations/
global-marketing-trends/2020/purpose-driven-companies.html/#endnote-sup-3

12

content and imagery current and having an
online booking system, we have been able to
participate in TEQ campaigns including the
recent Brisbane Holiday Dollars and Great
Queensland Getaway campaigns.
3. Any lessons or tips you would suggest to other
businesses
Reach out and ask for support from industry
experts through TEQ and BEDA. There is great
support available from participating in these
Programs and being a member of BEDA. As a
husband-and-wife team, we have learned that
we can’t do everything and when possible, we do
seek help from industry experts such as for our
website and social media.
Recent marketing campaign activity with TEQ.

Case Study
G’DAY ADVENTURE TOURS, MORETON BAY
G’day Adventure Tours provides tour
experiences on Bribie Island, Moreton
Island and the Sunshine Coast, including
day trips and overnight stays.
1. Tell us about your ‘pathway to growth’ through
ATDW and BoQE. What has it involved for you
and your business? What was your motivation?
Being part of ATDW and BoQE has helped us
in reaching customers. Through BoQE, we have
built a good social platform, gained listings on a
range of travel sites and built up a rate sheet for
the trade and wholesalers.
2. What practical outcomes has your business
experienced from participating in business
development Programs?
Through our engagement with TEQ and BEDA,
we’ve been provided with access to a mentorship
Program on how to work with agents and
sell them our product. This helped us secure
contracts with cruise lines.
3. Any lessons or tips you would suggest to other
businesses
Get a rate sheet into the broader market.
Agents need to know about your business and
the experience you offer, otherwise they can’t
sell your product. That will also help you to gain
positive reviews and build up your social media
following.

Tangalooma Wrecks Moreton Island
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MODULE TWO
CONSUMER TRENDS

Keeping a consumer focus means you can be aware of changes in their
needs and expectations and what is required to attract them into your
business and increase your sales and profit.
Collectively, if we can lift the profile of the Brisbane region through
providing exceptional experiences, we will increase consumer demand and
spend. With Brisbane hosting the 2032 Olympic and Paralympic Games,
now is the time to get ready to maximise the opportunities that brings and
provide the best possible service experience.
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North Stradbroke Island

CONSUMER SENTIMENT
Consumers across all industries are expecting higher quality
experiences and service. This reflects a changing consumer
economy from a focus on consuming products to our current
purpose-driven economy. People today are looking to achieve
a greater sense of purpose in their lives, which has been
magnified by COVID-19.
Sentiment research shows today’s consumers are looking for:

64% of Australians are
looking for purposeful
travel where there are
opportunities to give
back to the destination.

■ Memorable experiences that emotionally connect them
with special places, people and cultures or gives them a
sense of personal achievement.

■ Exceptional experiences from when they start dreaming
about their trip or holiday through to when they book,
experience and return home.

■ Transformational experiences that enrich, awaken and 		
transform them, and eventually the world.

■ Meaning and personal growth from cultural immersion
and experiential learning.

■ Purpose-led brands that align with their own

69% of Australians are
seeking transformative
experiences that bring
self-discovery and
growth.

personal beliefs and values.
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2 Tourism and Events Queensland research, 2021

Moreton Island
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“YOU MAY ALREADY BE
RUNNING A PURPOSE-DRIVEN
OPERATION BUT JUST NOT
LETTING PEOPLE BEYOND
YOUR BUSINESS KNOW.”

Some examples of purpose-driven behaviours include:

■ Donating a percentage of sales or profits to environmental or humanitarian causes.
■ Collaborating with local charities on initiatives such as donating unsold items or repurposing used items.
■ Procuring goods / services from the local community.
■ Hiring talent from the local community.
■ Recycling initiatives to minimise environmental impact and / or achieve carbon neutrality.

“PEOPLE DON’T BUY WHAT YOU DO, THEY BUY WHY YOU DO IT.”
If you are offering customers what they are seeking AND also enable them to contribute to
something with a larger mission, you are likely to create loyalty, advocacy and positive word of
mouth. Make sure you are sharing what you are doing to make the world a better place in your
communications with your customers.
Trends arising as a result of COVID-19
Border closures and lockdowns as a result of COVID-19, have impacted traveller behaviour and
booking decisions. Trends to be aware of include:

■ Short booking lead times: Recent research shows lead times remain short, with 			
bookings being made as close as two weeks before travel and more travellers are booking 		
accommodation and experiences directly with operators than pre-COVID.

■ Full refunds: Consumers across industries (hotels, air, cruise, car rentals, holiday rentals) value
the ability to get a full refund if their plans change over and above any other considerations.

■ Need to rebuild trust: Building trust early and quickly with consumers is necessary to convert
their interest into a booking.

When booking trips in the next year, more than half of travellers (53%) want to trust that the
provider will deliver on their promises. Providing clear policies and guidance if customers find they
have to amend or cancel bookings due to COVID-19 are needed, alongside the promise of full refunds.7
3 Consumer Insights Research, Tourism Australia 2021
4 Simon Senek, Start With Why
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FIND OUT MORE
COVID-19 Toolkit, with advice on how the industry should handle cancellations and manage the flexibility
of their policies: www.siteminder.com/r/covid-19-toolkit-coronavirus-today-tomorrow/
Managing refunds and cancellations: www.businessaustralia.com/how-we-help/be-a-better-employer/
getting-legal-advice/employer-guide-to-coronavirus/managing-refunds-and-cancellations

Online reviews
Businesses today have less control of their marketing messages as their customers are marketing
them via reviews, positive or negative. What customers are saying about you online has a
significant impact on your business performance as their reviews are driving customer decision
making and conversion. This online word of mouth is one of the most powerful marketing tools for
businesses and it’s free!
90% of consumers read online reviews before making a purchase. 8
93% of consumers say online reviews impact their purchase decision.

9

92% of consumers trust recommendations over all other forms of advertising. 10
Nearly 79% (8 out of 10) of TripAdvisor users are more likely to book a hotel with a higher
bubble rating when choosing between two otherwise identical properties, and over half (52%)
agree that they would never book a hotel with no reviews. 11
Consumers want to hear about the experience you offer from people like them. The online reviews
for your business can be what pushes a potential customer from consideration to purchase.
Consumers are also digging deep into reviews to find out as much as possible about your
customer experience.
82% of consumers say a review’s content has convinced them to purchase. 12

5 Multiple sources: Tourism and Events Queensland, IHG Hotels and Resorts
6 Expedia Group, Traveler Value Index, 2020
7 Choice, https://www.choice.com.au/consumer-advocacy/policy-submissions/2021/july/report-on-fairer-consumer-protections-for-australian-travellers, 2021
8 Multiple sources: Qualtrics, Nielson, Capterra
9 Podium, 2017 State of Online Reviews http://learn.podium.com/rs/841-BRM-380/images/2017-SOOR-Infographic.jpg
10 Tourism and Events Queensland, Best of Queensland
11 TripAdvisor, July 2019; https://ir.tripadvisor.com/news-releases/news-release-details/online-reviews-remain-trusted-source-information-when-booking
12 Podium, 2017 State of Online Reviews
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Redlands Coast
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MODULE THREE

INTRODUCING THE BEST OF QUEENSLAND
EXPERIENCES PROGRAM
The Best of Queensland Experiences (BoQE) Program assesses how well you
are performing in meeting customer needs and expectations — through
the eyes of your customers.
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Wynnum Jetty

The Program was created by Tourism Events Queensland (TEQ) to help businesses across Queensland
improve their experiences, create positive word of mouth for their business and help to attract more
customers. The insights are also used to help inform industry stakeholders such as Regional Tourism
Organisations (RTOs), Queensland Tourism Industry Council, the Queensland Government and TEQ on
how they can best focus their initiatives.
If your business is listed on the Australian Tourism Data Warehouse (ATDW) and your listing is current
and live on the required date each year, you are automatically included in Program.
The BoQE Program assesses your business annually against an independent set of criteria that
incorporates online customer reviews and your response to consumer expectations for online
communications and bookings. You receive an individual report with insights on your customers’
perceptions of the experience you provide and where improvements could be made to deliver an
exceptional Queensland experience and ultimately create positive word of mouth and increase sales and
business performance.
Assessment also includes consideration of your commitment to excellence through RTO membership
and relevant industry accreditation.
The assessment criteria include:

Consistent
delivery of an
exceptional
experience
based on
positive
customer
reviews
60 points

Website with
secure online
booking
platform

Active and
engaging social
media presence

Regional
Tourism
Organisation
membership

Accreditation

15 points

15 points

5 points

5 points

BUSINESS THAT ACHIEVES
80 POINTS OR MORE

BEST OF QUEENSLAND EXPERIENCES
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BENEFITS THE BOQE PROGRAM OFFERS
YOUR BUSINESS INCLUDE:
■ Enables you to measure how well you are rating

online across over 175 review platforms in relation to
your competitors and confirm what you are hearing
on the ground from customers on their experience.

■ Allows you to benchmark your experience against
similar operators across the state and Brisbane.

■ Provides you with a free consumer insights report

(ReviewPro Operator Report), valued at more than
$1,000, to help you to identify where to put your
attention to improve positive word of mouth and
sales.

■ Shows you the impact of having a digital presence

Prestige Day Tours

■ Enables you to be better aligned to the destination,

Success for any business depends on how well you
not only meet, but exceed consumer expectations,
especially those in the tourism industry. If you
can WOW every single customer so that they leave
as an advocate for your business, you can build
a positive reputation through word of mouth
recommendations and reviews.

■ Provides you with priority access to media famils and

This will ensure the Brisbane region and
Queensland broadly, remain top of mind for
potential travellers, leading to more visitors, greater
expenditure and increased market share.

and customer focus on your online reputation.

■ Helps you to improve operational efficiencies, such as
by developing a social media calendar.

regional Brisbane and Queensland brand stories and
leverage those in your own marketing to gain greater
reach.
marketing campaigns and other marketing activities
and publicity by TEQ and Brisbane Economic
Development Agency (BEDA).

■ Gives you higher priority in TEQ’s marketing as your
ReviewPro GRI™ score increases, in recognition of
those who are truly delivering the best experiences
according to consumers.

■ Enables you to show customers your commitment to
providing an exceptional experience. (Participating
businesses that achieve a BoQE score of 80+ will also
be recognised as a Best of Queensland Experience in
the Brisbane Region.)

Benefits for business can also include increased
revenue. A 1% increase in a hotel’s ReviewPro GRI
score (eg, 80 – 80.8) for example, is resulting in a
0.96% increase in RevPAR. A one-star increase in
Yelp ratings of US restaurants is leading to a 5-9
percent increase in revenue.
As noted in the Introduction, you may have access
to a mentor to help you make the most of this
Guide, become rated as a Best of Queensland
Experience and receive special recognition as a
Best of Queensland Experience in the Brisbane
Region.

FIND OUT MORE
For a more detailed explanation of each component of the BoQE report:
www.teq.queensland.com/experiences/best-of-queensland-experiences/best-of-queensland-experiencesoperator-report
FAQs: www.teq.queensland.com/experiences/best-of-queensland-experiences/faqs-and-contact-us
Digital support: www.qtic.com.au/industry-development/business-Programs/digital-ready/
13 The Impact of Social Media on Lodging Performance, The Centre for Hospitality Research, Cornell University School of Hotel Administration
14 Reviews, Reputation, and Revenue: The Case of Yelp.com; Harvard Business School, 2016
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MODULE FOUR
SELF ASSESSMENT

In this module, you are encouraged to undertake two quick assessments of
your business and current situation.
This will help to put you in your customers shoes and understand where
you currently sit on the experience spectrum. With that knowledge you can
more easily see where you need to focus energy to enhance the customer
experience at all stages of their customer journey and progress along the
spectrum to become a Best of Queensland Experience and ultimately a
Transformational Queensland Experience.
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O’Reilly’s Rainforest Retreat, Scenic Rim
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HOW DOES EXPERIENCE DESIGN DRIVE VALUE?
How Does Experience Design Drive Value?
Consumer Needs

Moving along the experience spectrum to become a Best of Brisbane Regi

Experience Design Elements

Aspirational

Self-actualisation
Desire to become the
most that one can be

Evolving product to deliver World/Self moments and
allowing consumers to feel revitalised and renewed while
participating and contributing

Transformational
Experience

Esteem

Interpretation and storytelling to
create engaging and lasting memory
for visitors

Customer Value Proposition

Emotional

Respect, self-esteem,
status, recognition,
strength, freedom

Friendly and seamless
customer service to delight
consumers

Best of
Queensland
Experience

Love and Belonging
Friendship, intimacy,
family, sense of
connection

Adoption of
Environment
al Best
Practices

Safety

Personal security,
employment, resources,
health, property

Consumer
Consumer
Experience
Experience

Functional

rience Design Drive Value?

gn Elements

Physiological
Air, water, food shelter, sleep,
clothing, reproduction

Interpretation and storytelling to
create engaging and lasting memory
for visitors
Friendly and seamless
customer service to delight
consumers
Adoption of
Environment
al Best
Practices
Commodity
Island
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Commodity
Island

Moving Moving
along the
experience
spectrum
to become
a Best
ofofBrisbane
Region
Experience
and Transformational
Experience
along
the experience
spectrum
to become
a Best
Queensland
Experience
and Transformational
Experience.

Evolving product to deliver World/Self moments and
allowing consumers to feel revitalised and renewed while
participating and contributing

er
nce

Product

Island Resort

Product

Island Resort

gh
ou
r
th

n
tio
va
o
n
In

ion
iat
t
n
re
ffe
i
D
Experience

Transformational

Indigenous Turtle Tracking
program - observe , learn
and inform research

Turtle Encounter while
Snorkelling with friends

Service

Dive/Snorkelling
Instruction
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E

Turtle
Snork

Service

Dive/Snorkelling
Instruction

QUICK SELF-ASSESSMENT TOOL
WHERE ARE YOU CURRENTLY ON THE EXPERIENCE SPECTRUM?
Putting yourself in your customers shoes, consider these questions:
1. Where do you currently sit on the spectrum?

☐ Commodity
☐ Product
☐ Service
☐ Experience (Best of Queensland Experience)
☐ Transformational Experience
2. Where do you want to be on the spectrum in the next five years?

☐ Commodity
☐ Product
☐ Service
☐ Experience (Best of Queensland Experience)
☐ Transformational Experience
3. What customer needs are you currently seeking to address
(refer to consumer needs in diagram and consider how you address each one)

☐ Functional (e.g. safety, health, shelter)
☐ Emotional (e.g. sense of connection and belonging)
☐ Aspirational (e.g. personal growth)
4. What are your customers telling you in their reviews and feedback?
What are the main threads you are seeing in terms of the needs you address?

☐ Functional (e.g. safety, health, shelter)
☐ Emotional (e.g. sense of connection and belonging)
☐ Aspirational (e.g. personal growth)
5. What are the gaps? What needs could you be addressing better
in order to enhance the experience?

☐ Functional (e.g. safety, health, shelter)
☐ Emotional (e.g. sense of connection and belonging)
☐ Aspirational (e.g. personal growth)
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Ipswich
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QUICK SELF-ASSESSMENT TOOL
Customer Journey Mapping
Use the Five Stages of Travel diagram below to understand the customer journey. The Five Stages of
Travel allow you to identify at what touch points you are engaging with your customers. Rate your
engagement based on the checklist. This will help you understand where you may need to focus your
energies to improve your customer experience and maximise the outcomes from your marketing.

(Source: Graphic from TEQ’s Transformational Experiences Mentoring Program)
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Read each statement and decide how well you agree with it based on:
Strongly Disagree = 1 Disagree = 2

Neutral = 3 Agree = 4 Strongly Agree = 5

1. DREAMING

2. PLANNING

Dreaming is where customers imagine or aspire
to the possibility of escaping their everyday.

Planning is where customers investigate what a trip
might be more concretely, although they haven’t
committed yet.

Our business has a strong brand story and we
know how it connects to the local destination
brand, Brisbane region and Queensland brands.

Our website is mobile friendly.

We have an up-to-date content bank of images,
video and copy that helps tell our story.

Our physical and digital presence accurately reflects our
brand message and aligns with our local destination
brand, Brisbane region and Queensland brands.
We are an accredited business and display this on our
digital assets.

We have an up-to-date ATDW listing.
We partner and support broader tourism
initiatives to extend our marketing reach.

Our cross promotion and partnerships with other business
make it easy for customers to find out what’s on offer and
experience Brisbane.

We leverage and disseminate content across a wide
variety of platforms relevant to our customers
(e.g. website, social media, travel review sites).

TOTAL

Our ATDW listing links to our social channels and website.

/ 25

TOTAL

3. BOOKING

4. EXPERIENCING

Booking is commitment. The potential customer
becomes your confirmed customer.

Experiencing is the heart of your offering.
We understand and accommodate for customers’ needs
and expectations.

We make it easy for guests to book with us in their
channel of choice (e.g. website, mobile phone) and
preferred payment mechanism.

We understand how our experience connects into the
Brisbane experience pillars.

Our ATDW listing is linked to our booking channel
to make it easier for customers.

We make our guests feel comfortable and looked after.

We have a clear sales funnel with automated
communications post the booking being made.

TOTAL

/ 25

We make it easy for our guests to enjoy our experience.

/ 15

TOTAL

/ 20

5. SHARING
Sharing is where you and your customers connect
with future customers. They share both the good and
the bad of what they experienced with you, becoming
advocates or detractors.

ASK YOURSELF:
1. How well are you engaging with your
customers at each of the five stages?

We encourage our customers to share
their experiences.

2. Where do you need to focus your energies to
enhance the customer experience?

We address and leverage feedback both
positive and negative.
Our ATDW listing is linked to our Google
My Business account.

TOTAL

/ 15

3. What are some practical things that
you can do to achieve this?
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MODULE FIVE

THE VALUE OF THE BEST OF QUEENSLAND
EXPERIENCES PROGRAM
This module shares case studies of two businesses’ experience of the Best of
Queensland Experiences (BoQE) Program. They summarise some of the benefits
they have gained from the Program and that are available to you, such as:

■ Tracking consumer sentiment about your business
■ Benchmarking peformance against peers
■ Reviewing the effectiveness of your customer engagement on social media
■ Tracking your progress over time
■ Identifying areas in your business that need attention
■ Accessing marketing benefits.

26

Green Falls Hiking Track, Mt Glorious

Case Study
AUSTRALIAN SUNSET SAFARIS, LOGAN

Sunset Safaris is a 4WD Eco Adventure Tour Company offering 1-to-7-day tours to some
of the most prestigious natural attractions (Moreton Island, Fraser Island and Lady Musgrave Island)
in Queensland.
1. What does the BoQE Program mean to you
and your business?
BoQE serves as a great benchmark for us as to
how we are tracking in continuously improving
customer experiences and attracting new
visitors. It is very important for us to see that
we are meeting the criteria and consumer
expectations – and the ReviewPro Consumer
Insights Report shows us that. If our reviews
are great and we act on any feedback, we can
continue to improve the business and provide a
better experience for visitors. We want our score
to increase every time – it’s great for business.
I am proud to be part of the BoQE Program as
it means we are the cream of the crop and can
stand out and be recommended as a BoQE.
It also means alot to us that the benchmark
is set by TEQ, our state tourism body, as it has
credibility.
2. What value does the ReviewPro Consumer
Insights Report have for your business? How do
you use the Report?

us if we have fallen below the benchmark and
highlights where we need to focus to improve
our rating.
By meeting the criteria, we also benefit from
access to marketing benefits.
3. What are the practical impacts on your
business from meeting the required criteria and
achieving a rating as a BOQE?
The BoQE Program helps us to review our
presence and engagement with consumers
on social media. Through the Program we are
looking at what posts are generating a better
response, how people are reacting to certain
posts and what creates a sense of urgency.
We are also regularly reviewing our website
and asking for feedback from new staff and
customers on what is and isn’t working well.
We want to know if any information is confusing
or unclear, if any information can be improved
and what change or impact this will have on our
BoQE score.

Reviews and social media feedback give us the
opportunity to act on certain elements of our
business. The Consumer Insights Report tells
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Feedback received via email and social
media channels has enabled us to provide
a better experience to our guests on our
Moreton Island tour. Originally as part of
our snorkelling experience at Tangalooma
shipwrecks, we supplied those guests with
low to no swimming ability with boards
to help them swim from the shore to the
wrecks (about 50m). The feedback told us
that they still struggled or weren’t confident
to swim in open waters. In response, we
tailor-made a large floatation board to attach
to a jetski (an additional purchase to help
improve safety procedures in marine waters).
Our guests can hold onto the sides and be
towed out to the wrecks. Our confident
swimmers can also enjoy a free ‘taxi service’
to and from the wrecks if they choose.
As a result of the change, we received lots of
positive feedback. Our guests commented
that they felt safe as they could reach out
to the floatation device whenever they felt
insecure or tired during their swim. Some
guests also told us the device made it
possible for them to swim in the ocean for
the first time, and were very thankful for the
experience of a lifetime.
4. Top tips for other businesses on making
the most out of the Program
It’s important for businesses to jump on
board BoQE, especially smaller operators,
and devote time and budget to managing
your reviews, website and social media
presence as these really help to improve
the product. The feedback that comes
through allows us to examine our product
and determine what needs to be improved
and how we can make our experience more
memorable.
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Moreton Island

Case Study
INDIGISCAPES CENTRE, REDLANDS COAST
Redland City Council’s environment
education centre offers native botanical
gardens, a native nursery, bush trails, a
nature playground and café specialising in
local cuisine with a bush tucker twist.
1. What does the BoQE Program mean to
you and your business?
The BoQE Program encourages us to
constantly improve the business and make
it a seamless experience from the moment
a guest books to the acknowledgment and
thank you message they receive when they
provide us feedback.
2. What value do the ReviewPro reports
have for your business? How do you use the
report?
The BoQE Consumer Insights Report
provides valuable confirmation of the
positive experience our customers are having
and recognition of the work that goes into
the centre and in delivering great customer
service. Our staff were really proud to see the
BoQE report and satisfied to know they are
delivering a great service to the community.
3. What are the practical impacts on your
business from meeting the required criteria
and achieving a rating as a BoQE?
We use our BoQE report as an internal
business development and assessment tool.
Achieving BoQE status confirms we are on
track and validates Redland City Council’s
ongoing investment into the centre.
4. Top tips for other businesses on making
the most out of the Program
Use BoQE to understand customers’ views on
your business and where you could improve
your service. Engage with your customers
after their visit to gain their feedback, and
respond to all reviews.
FIND OUT MORE
Read case studies and testimonials from
tourism operators across Queensland:
www.teq.queensland.com/experiences/
best-of-queensland-experiences/operatorcase-studies-and-testimonials
29
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MODULE SIX

LISTING ON THE AUSTRALIAN TOURISM
DATA WAREHOUSE
This module shares case studies of businesses using the Australian Tourism
Data Warehouse (ATDW), the national business directory, to increase
exposure for their business. Use the module to walk through the steps in
creating and managing your ATDW profile
Why is ATDW important for your business?
Creating and maintaining a current listing on ATDW means that your
product or service appears live on the key travel websites that consumers
are using to plan and book their holidays.
ATDW also allows you to track the number of views you are seeing and
where leads are coming from to hone your marketing.

30

Kooroomba Vineyard and Lavendar Farm

Case Study
ARIA CRUISES, REDLANDS COAST
Aria Cruises offers sailing options to suit everyone, including private charters, sunset cruises, island
tours, and Moreton Bay and Brisbane River cruises.
1. What does ATDW mean to you and your
business?
Our ATDW listing gives us recognition by the
wider Queensland and Australian tourism
industry and provides a platform for our tours
to be promoted through visitor information
centres and by other businesses. It has also
been a great launch pad to take part in
tourism campaigns such as the Brisbane
Holiday Dollars and Great Queensland
Getaway.

photos. It’s quite a simple process and not as time
consuming as I expected. It doesn’t ask for anything
you don’t already have access to at your fingertips.
5. Tips for other businesses on making the most
out of ATDW
Get on there and give it a go. You will be surprised
how many connections it opens up within the
industry. For us, ATDW has connected us with
customers through visitor information centres and
travel agents.

2. Why is it important to maintain your listing?
Maintaining and updating our listing is
important for us to be recognised as a
professional tourism operator. It also ensures
that travel agents and the visitor information
centres accessing information from ATDW
are seeing the most up to date information.
If we don’t maintain our listing, we have the
potential to miss business opportunities.

Aria Cruises’ active use of ATDW has meant
involvement in a range of marketing campaigns,
including Great Queensland Getaway and
Brisbane Holiday Dollars.

3. What is your process for keeping your
listing content current?
Across the seasons our product may look
different so throughout the year we review
our listing and update with fresh images. We
also check the information remains accurate
and links are working correctly. We are pretty
consistent in what we offer throughout the
year so we don’t have to make many major
changes to our product information.
4. What steps did you take to list with ATDW?
We attended a tourism marketing workshop
where we learnt about the database and its
importance as a tool to help us reach visitor
information centres and tourism websites and
get in front of more customers.
On the ATDW website, we copied over the
descriptions from our website and uploaded
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Case Study
EXTRACTION ARTISAN COFFEE, LOGAN
Extraction Artisan Coffee Roasters and Cafe
are passionate about encouraging a love and
appreciation of coffee in the city of Logan.
1. What does ATDW mean to you and your
business?
A listing with ATDW means we are automatically
eligible to be considered in the BoQE Program.
We feel very proud to be rated as a BoQE. It also
means to us that we’re representing Logan well
and helping achieve our business purpose of
‘Reaching Out to Humanity’.
2. What steps did you take to list with ATDW?
It is a very easy process of inputting the online
information into the ATDW database.
3. Why is it important to maintain your listing?
We want to ensure our information is always up to
date. Customers are very savvy and will search the
internet to find out all they can about you before
potentially visiting. So we want to make sure
they have access to the best and most current
information.
4. What is your process for keeping your listing
content current?
When I receive an email prompt from ATDW, I use
that as an opportunity to check everything is upto-date.
5. Tips for other businesses on making the most
out of ATDW
For under an hour of your time to set up, it’s
something you should consider, especially if your
business is tourism or food focussed.
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Creating and Managing Your ATDW Profile
The following provides an overview of the steps in listing on ATDW and keeping
your profile current and live for customers.
List on ATDW

List on
ATDW

Step 1: Go to www.atdw-online.com.au and enter your username (email address)
and password.
Step 2: Select ‘Create your first profile’, choose your profile category and complete
all mandatory fields.
Step 3: Click on Send for Review when you have finished.
Step 4: You’ll receive an email from ATDW Quality Assurance once your profile
passes, or if there are any changes that need to be made.

Keep
current

Step 5: Your listing will be live on various ATDW distributor websites within
approximately 48 hours, which includes queensland.com and visitbrisbane.com
Keep Current
Step 6: Make sure your content is current. From your profile Dashboard, click the
UPDATE button next to the profile you would like to update.
Step 7: Navigate to the section you would like to update by using the orange menu
on the left, or by clicking on Summary to get an overview of your profile.
Step 8: Click on Send for Review when you have finished updating your profile.

TEQ
review

Step 9: Incorporate your social media links as they will display on your ATDW profile.
TEQ Review
Step 10: Mark on your calendar when your annual BoQEP assessment is expected.
Step 11: TEQ and BEDA will contact you with a reminder to make sure your listings
are up to date before the annual assessment.
Step 12: Listings need to be updated and live by the required date each year
to be assessed in the Program.

BoQE
Program

BoQE
Step 13: Receive your annual BoQE Consumer Insights Report.
Step 14: Identify where actions are needed to improve or maintain performance levels.
Step 15: Reach out to BEDA for support as needed.

TIPS FOR MAKING THE MOST FROM YOUR ATDW
LISTING
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Enter your website and online booking URL as
that will enable customers to book instantly – 		
increasing your conversion



Link your social media, Google My Business
and TripAdvisor accounts. You can add
these sites in the social accounts section of your
profile on ATDW. This is important to ensure
your customer reviews can be identified and
evaluated for your BoQE Program assessment.



Enter any accreditations, COVID Safe 			
recognition etc.



Look out for the new dashboard which will 		
allow you to track how many click/leads you are
getting as a result of your ATDW listing.



The BoQE Program assessment timeframes
can change. The Program timeframes will be
advised through TEQ and BEDA. The best way
to stay informed about the deadlines is to sign
up to BEDA’s Tourism Alerts and TEQ’s Industry
Newsletter (Eye on Q).

 Schedule time to maintain an accurate and
current listing on ATDW
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FIND OUT MORE
Links to ATDW resources
How to video www.youtube.com/watch?v=tDJwUpz-CmY - an instructional video you can
watch to help you sign up for ATDW.
Alternatively, you can follow the instructions here on how to register and list on ATDW:
www.atdw.com.au/listing-with-atdw/
Learn about linking your Google My Business and ATDW profiles
Book a free ATDW Health Check to help you keep your ATDW fresh and up to date with
engaging content for your customers. The ATDW team at TEQ will provide feedback and help
you maximise your listing.
For further information or to book your Health Check, please contact TEQ’s ATDW team via
atdw@queensland.com or call 1800 629 749.
Sign up to BEDA’s Tourism Alerts by contacting: tourism@brisbane-eda.com.au
Sign up to TEQ’s Industry Newsletter ‘Eye on Q’: www.teq.queensland.com/eNewsletters
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New Farm, Brisbane

MODULE SEVEN

CRITERIA 1: CONSISTENT DELIVERY OF
AN EXCEPTIONAL EXPERIENCE BASED ON
POSITIVE CUSTOMER REVIEWS
Criteria 1 of the BoQE Program assesses how well you are meeting the
needs of your customers, based on the feedback they provide on review
sites. This module explores the practical value of customer reviews and
takes you through:

■ How to interpret the BoQE Consumer Insights Report, step by step
■ Ways you can encourage reviews
■ Responding to reviews
■ Ways to handle any negative reviews
Why are customer reviews important for your business?
The number of reviews you receive online can directly affect conversion
rates and revenue. Gaining a higher volume of ratings will improve your
competitive online position and visibility by boosting your position and
ranking on both search engines, third party distribution websites and review
sites.
A high number of reviews will encourage potential customers to spend
their money with you because your business comes across as reliable and
delivering on expectations. People talking about you (positively) online is
the most important seal of approval you can achieve.
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Scenic Rim
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Case Study
FLOATING IMAGES, IPSWICH
Floating Images offers the opportunity to combine a city and country balloon flight over the
heritage city of Ipswich and the Scenic Rim and Somerset countryside with its spectacular views
of the Great Dividing Range.
1. Why are customer reviews important to your
business?
Customer reviews are so important to our
business. Customers are doing their research
and when spending their hard-earned dollars,
they want to know they will have a really good
experience. As owner of the business and in
charge of flying the hot air balloons, the decision
on whether or not we fly (due to safety reasons) is
in my hands. Through reviews, my customers are
assured their safety is my number one priority.

Attend any workshops on the topic through your
local tourism organisation or RTO (BEDA) and
learn from other businesses. Take the time to
set up your email mailings and follow up with
every guest booking your experience. Make use
of the TripAdvisor Review Express email system
if your customers are using TripAdvisor. It saves
you time as it allows you to send review requests
to guests within 72 hours of their experience, via
TripAdvisor.

2. What platforms are your customers using to
share their reviews of your business?

7. What is your process for responding to
reviews?

TripAdvisor, Facebook, Instagram, Google My
Business and email.

We try to stay on top of this by checking and
responding to reviews and feedback daily. We
want to be highly responsive to our customers,
and it only takes a few minutes each day.

3. What practical impact are customer reviews
having on your business?
Guests are making their bookings as a result of
positive reviews. Reviews are critical! We find
this out directly when we speak with guests over
the phone and conversations over breakfast after
the flight.
4. How are you encouraging customers to leave
reviews?
We send an email to guests following their
experience and include links should they wish
to share any feedback or a review of their
experience with us. We encourage guests to
leave us a review as part of the conversation
towards the end of their experience. We use
the TripAdvisor Review Express email system to
encourage reviews on TripAdvisor.
5. How are you promoting/sharing the reviews
you receive?
We upload reviews onto our website and
occasionally share on social media.
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6. Tips for encouraging reviews

8. Tips on handling negative reviews
Always respond. Grab a cup of tea and walk away
from the computer for a while if you must. Try
to not to take it personally as 99% of your visitors
are most likely very happy. Take the feedback on
board and thank the customer.
The following is an illustratation of Floating
Images encouraging TripAdvisor reviews
through their social media and highlights the
importance of reviews to their customers.

Case Study
BRISBANE WHALE WATCHING, MORETON BAY

Brisbane Whale Watching provides cruises of Moreton Bay on board a purposebuilt whale watching vessel to encounter the southern humpback whales.
1. Why are customer reviews important to your
business?
You can get tunnel vision with your product, so
reviews provide great customer feedback on areas
for the usiness to consider and improve.
2. What platforms are your customers using to
share their reviews of your business?
TripAdvisor and Facebook, and we also encourage
people to share their experience on Instagram.
3. What practical impact are customer reviews
having on your business?
The feedback we receive through reviews guides
our ongoing business improvement and drives
referrals and bookings.
4. How are you encouraging customers to leave
reviews?
After each tour we email every guest with review
links. These emails are automatically generated
and built into the booking system.
5. How are you promoting/sharing the reviews you
receive?

We use the reviews as a sales tool on our website
and social media. They highlight the different
whales seen. We could have a quiet day on the
water in terms of the number of whale sightings but
people still think the whales were incredible and will
say so in their reviews.
6. Tips for encouraging reviews
Guests notice the little things such as a cold glass of
water on arrival or a thank you chocolate at the end
of the day. Encouraging your staff to be attentive
with the little things goes a long way to delivering
an exceptional experience. The reviews from our
guests tell us we’re successful.
7. What is your process for responding to reviews?
We try to respond to most reviews. We always
respond on social media as there is often banter in
a public space. We want our customer relationships
to be more of a personalised experience so our
engagement in these reviews is important.
8. Tips on handling negative reviews
We have procedures in place where negative
reviews go to the manager. We always respond
in a positive way with a follow up email direct to
the guests. Communicating with the guests on
board the boat will often smooth over situations
beforehand if guests are disappointed or unhappy
about anything. Our team are watchful to pick up
on cues from our guests.
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POPULAR REVIEW SITES
Encourage customers to leave
reviews across all relevant online
review platforms.
Here are some of the most popular
platforms, with links directly to the
pages to set up your account.
GOOD TO KNOW
Facebook recommendations are
an important part of influencing
the consumer experience and
consumer travel decisions. Due
to changes in its user review
system, however, Facebook review
ratings do not contribute to
the ReviewPro GRI calculations.
Comments that accompany
Facebook recommendations will
continue to contribute to the
ReviewPro summary information,
including the Customer Review
Word Cloud (see Word Cloud
example on page 40) and the list
of review sources.

Booking.com
Google
TripAdvisor
Expedia
Hotels.com
Aqoda
Ctrip
Wotif
Yelp
True Local
Holidaycheck
Facebook
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Bribie Island

Quick exercise to track your ‘bookings to
review’ conversion rate
Take your monthly review volume, divide by
the number of bookings during this period,
and calculate the score. Monitor this over
time and also the impact on your revenue.

Best of Queensland Experiences
Example Operator Report

Best
of Queensland
Your results
compared toExperiences
other Tour Operators
Example Operator Report

Consistent Delivery of an Exceptional Experience

Interpreting the Consumer Insights Report
Results summary
Your online reviews demonstrate how well
your business is consistently delivering an
exceptional experience – as determined
by customers. Your business requires at
least 25 reviews over a 12-month period in
order to create a ReviewPro Global Review
Index™(GRI). Businesses who receive a
GRI™ of 80 or more will receive 60 points.
The GRI™ is determined by ReviewPro, the
global company that aggregates online
reviews from over 175 global platforms. The
GRI™ is calculated by an algorithm that
generates a score from 0 to 100 and seeks to
give you the most objective picture of your
online reputations.
In the Review Pro summary section
you can see:

80
Your results compared
toName
other Tour Operators
Product
Your ReviewPro GRI score: 87.9
ReviewPro GRITM benchmark:
TM

Consistent Delivery of an Exceptional Experience

60 60
80

ReviewPro GRITMAVAILABLE
benchmark:

ACHIEVED

Brisbane Tour Operators
Product Name

87.9

YourThis
ReviewPro
score:
sectionGRI
of your
report
TM

allows you to benchmark your
ReviewPro GRI™ score against
other operators in your product
AVAILABLE
ACHIEVED
category across
Queensland.

60 60

Queensland Tour Operators
Brisbane Tour Operators

This section of your report
allows you to benchmark your

15

Queensland Presence
Tour Operators
ReviewPro
score against
Active
& GRI™
Engaging
Social Media

other operators in your product
category across Queensland.

AVAILABLE

35%

22%

Active & Engaging Social Media Presence

This section allows you to
benchmark your Social Media
score against other operators
in your product category.
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AVAILABLE

65%

BRISBANE Tour Operators

35%

Queensland Tour Operators
78%

20%

Did not meet Social Media criteria

This section allows you to
benchmark your Online Booking
score against other operators in
your product
category. ACHIEVED
AVAILABLE

15

15

Queensland Tour Operators

BRISBANE Tour Operators

85%

15

Met SocialAVAILABLE
Media criteria ACHIEVED

Queensland Tour Operators

Online Booking 15%

This section allows you to
Did not meet Social Media criteria
benchmark your Social Media
score against other operators
in your product category.

15

78%

BRISBANE Tour Operators

15

ACHIEVED

Met Social Media criteria

22%

Online Booking

65%

85%

15

ACHIEVED

Queensland Tour Operators

BRISBANE Tour Operators

15%

80%

80%

20%

Online
Booking
ThisSecure
section
allows
youPlatform
to
benchmark
No Secure your
OnlineOnline
BookingBooking
Platform
score against other operators in
your product category.

Secure Online Booking Platform
No Secure Online Booking Platform

Global Review Index is your overall GRI™ score
and the change compared to the previous
period.
Reviews refers to the number of reviews you
have received compared to the same date
range of the previous period.
Semantic Analysis provides a summary of
reviews broken down into mentions and shows
you the distribution of your percentage of
either positive consumer sentiment (green)
and negative sentiment (red) and how this has
changed since the previous period.
Management Response identifies the
percentage of reviews that you have responded
to compared to the previous period.

North Stradbroke Island

TIP: Recent reviews are weighted more heavily in the GRI™ calculation compared to
older reviews. So it’s important to continuously encourage consumers to leave reviews
of their experience.
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Your ReviewPro GRITM score is benchmarked against the average of others in the region and
Queensland wide to see how you are competing.
Word Cloud summary
The Word Cloud provides a visual summary of what customers are saying about your business in
reviews; with positive sentiments in green and negative in red. The larger the word, the higher the
volume of reviews.

Source of your reviews
The Review Results by Source provide you with a quick snapshot of where the majority of your
customer reviews are coming from and how that may have changed from the previous period.
The Consumer Insights Report identifies the key sources for your ReviewPro GRI™, your total
number of reviews per source and the percentage of positive and negative mentions in the reviews
received from each source and the review results by language.

Summary of your response rate to reviews
You can also use the Report to monitor the total number of respondable reviews, the percentage
that have been responded to and the average time of your responses.
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Note:
The average time is only calculated based on channels that provide a date/time. A response time of less
than 3 days is considered by ReviewPro as positive, 4 to 5 days as neutral shown in orange, and anything
responded to in more than 5 days as negative, shown in red.

Find more information about
Understanding Your Report
Best of Queensland Experiences Program

Tourism and Events Queensland: teq.queensland.com
ReviewPro: reviewpro.com

This report
has been
compiled byTO
Tourism
and Events Queensland.
The Best of Queensland Experiences Program incorporates
SOME
METHODS
ENCOURAGE
REVIEWS:
information provided by third parties that may not be independently verified. Although every care has been taken in the administration
of this program,
Tourism
Events
Queensland recognises
there 		
is a possibility that the assessment information may be
At the
end and
of the
experience,
thank that
your
a followwho
upengage
email
toTourism
your customers,
incorrect. customers
The Best of Queensland
Experiences
Program
measures
consumer
among operators
with
for choosing
your
business
and
inviteexpectations Send
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them to share their experience on their preferred
review site.

41

During the check-out process ask your customers
if they enjoyed their experience. If they did,
encourage them to share this with others online.

repeating any messages you shared while they
were with you, and inviting them to comment on
their experience on their preferred review site (see
Module 8 for using booking systems to automate
follow up emails).

Provide a small momento or thank you card at
the end of the experience, with an invitation to
comment about their experience on their preferred
review site.

Ensure your team are aware you want to
encourage reviews. Providing suggested words
and highlighting the opportunities may be
helpful for new staff.

Kangaroo Point Cliffs
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Responding to reviews
Responding to all reviews, negative and positive
is important for many reasons. It enables you to
actively engage with your customers and take
control of your business’ reputation, rather than
leaving it to reviewers. The way you are seen to
handle difficulties can speak volumes about your
business. People will recognise your efforts if you
react efficiently and professionally and may even
be impressed by your team’s responsiveness
and commitment to delivering exceptional
experiences.

Did you know?

Key Messages:
Encourage your customers to leave reviews on
their favourite platform.
Schedule time to respond to your reviews e.g. 1
hour every Monday morning.
Seek feedback from your customers during their
time with you.
Look for patterns in the reviews you are
receiving to identify your strengths and where
improvements may be needed.
Wamuran Strawberry Farm

77% of travellers are more likely to book
when business owners respond to reviews.
(TripAdvisor, 2019)

Handling negative reviews
Dealing with negative reviews can be upsetting
Some suggested steps for responding in a
professional manner include:
Address the person by name whereever possible.
Thank them for their review, e.g., “Thank you
for your review. I’m sorry to hear you had a
frustrating experience, but I really appreciate you
bringing this issue to my attention.”
Even if its not your fault, say sorry, as this builds
trust in your business, e.g., “We apologise that our
service did not satisfy your expectations.”
Take responsibility for what happened as this
acknowledges the customer’s experience, e.g.
“I’m so sorry. We’re normally known for our
exceptional attention to detail. Thanks for taking
the time to bring this to our attention. We will
use the feedback to ensure this doesn’t happen
again.”
Take the conversation offline and talk to your
customer directly if needed.
Thank them again and leave on a positive note,
e.g, “Thank you for bringing this matter to our
attention. Please call or ask for me when you
next visit.”

FIND OUT MORE
Further tips to increase reviews and responding
to reviews.
Make use of the TripAdvisor Review Express service
to send customised review request emails.
More details on responding to negative reviews
from Review Trackers.
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MODULE EIGHT

CRITERIA 2: WEBSITE WITH A SECURE ONLINE
BOOKING PLATFORM
Criteria 2 of the BoQE Program assesses your online bookings service for
customers. This module gives you insights into the impact of online booking
systems on local businesses, steps you through the BoQE Consumer Insights
Report and provides some tips on choosing the right online booking platform.
Why are online bookings important to your business?
Research shows that consumers have an expectation of being able to instantly
book experiences online . If your business accepts bookings in advance, it is best
practice to offer a secure online booking platform to your customers.
Make it easy for consumers or else they may choose another business. If you
provide live availability, pricing and instant bookings, you are less likely to miss a
booking.
Why use online booking software?
• Increase your bookings
• Greater revenue
• Business insights
• Greater or enhanced customer experience
• Saves you time
• Improves your search-engine ranking.

Did you know?
66% of Australian
travellers booked their
last trip online
(Source: Tourism Australia’s
Consumer Demand Project 2020)

What is online booking software?
Online booking software provides you with a booking engine and a book-now
button on your website, to allow customers to book directly with your business.
The software houses rates and availability for all your bookable products and
provides customers with instant confirmation, helping you to streamline
payments and back-of house operations seamlessly. The software can also help
maintain your inventory in real time.
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Mt Barney, Scenic Rim
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Case Study
HAIGSLEA EWE NIQUE HOBBY FARM, IPSWICH

Haigslea Ewe Nique Hobby Farm offers visitors the opportunity to get up close and personal
with alpacas, sheep, lambs, goats, geese and chickens in a relaxed rural setting.
1. What was the motivation for installing an online
booking platform into your business?
A key motivation was to save time. We were running
the farm full time during the day and often up to
11pm answering enquiries and taking bookings. We
needed a more effective way to handle bookings
that wouldn’t take us away from other aspects of
running the farm.
2. In practical terms, what has it meant for your
business? What outcomes have you seen as a
result?
At our busiest times, our online booking platform
has saved me four hours a day as I’m no longer
spending that time on the phone answering
questions and going back and forth with customers.
An occasional challenge is handling a last-minute
surge in bookings overnight.
The positive outcomes for our business have been
enormous. We can now see upcoming booking
which allows us to manage staffing and catering
levels. We also have more time to look at other
parts of the business. Our time management has
improved greatly.
3. What has the ROI been for your business of
introducing the online booking system?
Over time the benefits and flow-on effect of
bookings has outweighed the cost of introducing
the online booking system (only $40/month). When
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researching systems, we took into account
our pricing structure to ensure the costs of
the system would be covered.
4. What functionality was important for you
in choosing a platform?
We did a lot of research as we wanted a
platform that suited the business - we did
not want to change our business model for
the platform. We chose Bookeo for a number
for reasons. The booking system is easy to
use which was very important as I’m not
that computer savvy, and it is relatively low
cost. It also enables group bookings to be
made under one name (individual names are
not required). The platform also has other
marketing capabilities that we use including
the ability to send emails to our customer
database with special offers, news and
events. This adds more efficiencies for our
business!
5. Top tips for businesses looking at
introducing an online booking platform
An online booking platform allows you to
manage your business better by keeping
you off the phone and investing time in
other areas of the business. Use the platform
to generate customer reviews. We send
an email to guests through the platform
thanking them for their visit and inviting
them to leave feedback or a review on their
experience.

Case Study
BRISBANE WHALE WATCHING, MORETON BAY

Brisbane Whale Watching provides cruises of Moreton Bay on board a purpose-built whale
watching vessel to encounter the southern humpback whales.
1. What was the motivation for installing an online
booking platform into your business?
We wanted to offer more flexibility for our guests.
With the online booking system our guests can
check availability online and book a tour when it
suits them. From a business point of view, an online
booking system offered a solution for improved
business efficiencies. We’ve been able to reduce
resources and have all our advertising directed to
the same place – our website – where guests can
then make their bookings.
2. In practical terms, what has it meant for your
business? What outcomes have you seen as a
result?
Our online booking system has completely changed
the way people book with us, with the vast majority
of bookings now being made via our website,
particularly interstate and international travellers.
We still cater to customers who prefer to call in
person.

use it as a marketing tool, by capturing key
data such as postcodes and using it to send
promotional messages to our database. The
system integrates simply into our website
with plugins and works seamlessly with our
business systems such as our accounting
system. The system can also be changed
to different languages which ensures
visitor information centres, travel agents,
wholesalers and international markets can
sell and book our product.
4. Top tips for businesses looking at
introducing an online booking platform
Online booking has made business so
much easier and many customers expect
it to be offered. It’s still important though
to have a system in place for taking phone
calls or bookings in person. By catering for
everyone’s preferred booking method, the
customer experience is off to a positive start.

3. What functionality was important for you in
choosing a platform?
In choosing a platform, the non-negotiables were a
system that was user-friendly for the customer and
would deliver benefits and savings to our business.
We’ve been using Rezdy since 2015. In essentially
three clicks a booking is complete for the customer.
From a business perspective, the system has the
ability to ask the right questions and we are able to
45

Case Study

BEENLEIGH ARTISAN RUM DISTILLERY, LOGAN

Beenleigh Artisan Rum Distillery is Australia’s oldest operating
distillery and offers tastings, tours and product sales.
1. What was the motivation for installing an online booking
platform into your business? What outcomes have you seen as a
result?
An online booking system helps us connect to other businesses and
event suppliers as well as domestic and international tour groups. It
also streamlines our booking process and gives customers instant
access to all our products online.
2. What functionality was important for you in choosing a
platform?
Our main needs were ease of use, full flexibility to control rates
and timings as well as provide access to suppliers like inbound
tour operators and domestic tour operators. We use Rezdy which
has wide industry support, enabling us to easily connect with the
tourism industry.
3. Top tips for businesses looking at introducing an online booking
platform.
Use the system that best works for your needs. When researching,
find out what system your local competitors are using. With a
good system in place, you are well positioned to start collaborating
together. I can recommend Rezdy, as we have used it for 2 or 3 years
and find it works really well.
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Case Study

CEDAR CREEK LODGES, THUNDERBIRD PARK, SCENIC RIM
Cedar Creek Lodges offers a range of
accommodation options, conference venues
and family friendly adventure activities
alongside Tamborine National Park on
Tamborine Mountain in the Scenic Rim.
1. What was the motivation for installing an
online booking platform into your business?
What has that meant for your business?
Our main motivation was to save on labour
costs. Previously, we took phone bookings which
would keep the team busy on the phone rather
than engaging with customers. It was really
important for our business to drive bookings
online. The majority of our bookings are now
made online, although we still accommodate
customers wanting to speak to someone
directly.
2. What has the ROI been for your business of
introducing the online booking system?
We have saved on labour costs from moving
away from phone bookings. If customers haven’t
been online on our website, the staff member
has to take them on a tour over the phone and
sell them the experience. Then they have to
collect the booking details manually and process
payment. Now the customer is entering their
details and making the booking themselves.
3. What functionality was important for you in
choosing a platform?
We needed a system that would integrate with
our property management system and work
across all departments including maintenance,
food and beverage and housekeeping. It was
important that the functionality incorporated
a channel manager. We load availability and
prices and the channel manager pushes the
information out to booking engines such as
Wotif.com.
4. Top tips for businesses looking at introducing
an online booking platform
Do your research. The systems available are
all similar but you need to figure out what is
important to you and your business model and
make sure it can deliver on that.
47

TOTAL POINTS AVAILABLE
TOTAL POINTS REQUIRED
TOTAL POINTS ACHIEVED

100
80
95

You have been identified as a
Best of Queensland Experience
Your results are shown in purple

an Exceptional Experience
Brisbane City

Interpreting the Consumer Insights Report
You can earn 15 points if you have your own
website and customers can book online
and receive an instant confirmation of
their reservation. Make sure to have those
details included in your ATDW listing as that
information will determine if you are eligible to
receive the points.
The report allows you to compare yourself with
other businesses in your product category in
terms of online booking capacity.

5

Online Booking

15

ED

nts)

AVAILABLE

15

ACHIEVED

BRISBANE All Operators

M

15%

How to choose the right online booking
platform for your business:
1. List all the things you need your booking
system to handle.
2. Identify where your bookings are coming
from and what they are costing you in terms of
fees and commissions.
3. Research competitors’ websites for a type of
system you want for your website.
4. Talk to BEDA to find out if they have any
suggestions or alliances that might impact your
decision.
5. Upskill yourself in online distribution if this is
new to you.
6. Shortlist your booking systems and call
a business whose using it and ask for their
opinion.
7. Find out what support is provided by the
booking system: Is it all online, do they have a
help desk, do their times suit you?
TIPS

✔

Know how your market books and purchases
experiences from you and have systems in place
to meet their needs and expectations. This may
mean still offering phone bookings despite
moving to an online booking system to cater
for people that want to call and talk to you oneto-one for a more personalised experience.

85%
QUEENSLAND All Operators

25%

%

It’s a good idea to offer a standard package and
price point for online bookings.

75%

Make sure your website and booking system are
mobile friendly. 51% of global internet traffic to
websites were from mobile phones. 17

Secure Online Booking Platform
No Secure Online Booking Platform
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17

Fareharbor, quoted in Destination New South Wales resource

If you don’t take bookings
Some businesses including, but not
limited to, cellar doors, breweries, galleries,
museums, cafes and shopping centres etc
may not accept advance bookings (whether
online or via telephone or email). In these
instances, consumers also don’t typically
have an expectation to book in advance. If
this is the case for your business, you should
apply to be exempt from the online booking
criteria.

Your online booking exemption request will be evaluated
and if approved, your BoQE Program criteria scoring will
be weighted as follows:
Criteria
Consistent delivery of an exceptional experience
Active and engaging Social Media presence
Regional Tourism Organisation membership
Accreditation

Points
75
15
5
5

Total

100

Key Messages
Understand how your market books and purchases from you and have systems in place to meet their
needs and expectations.
If you are not yet offering online bookings, identify the functions you would need a system to offer and
talk to other businesses with online booking systems for any learnings.
Make sure your website and booking system are mobile friendly.
Consider incorporating the capability to send emails to your database if this is a gap for you.
Current booking systems
Online Booking Software

Products they service

Booking Boss

Tours, activities and attractions

Rezdy

Tours, activities and attractions

Bookeo

Tours, activities and attractions

Bokun

Tours, activities and attractions

Fareharbor

Tours, activities and attractions

Respax

Tours, activities and attractions

Tour Manager

Tours, activities and attractions

Tour Amigo

Multi-day tours

HiRum/HiSite

Accommodation

Levart

Accommodation

Little Hotelier

Small scale accommodation up to 20 rooms

ResOnline

Accommodation

RMS Cloud

Accommodation

Room Manager

Accommodation

SiteMinder

Accommodation

(Source: Based on a resource created by
Destination NSW. This list is not exhaustive, nor
an endorsement or recommendation for any one
platform.)

FIND OUT MORE
Learn more about choosing an online booking system and digital ready Programs to help you make
the most of your website.
www.teq.queensland.com/experiences/best-of-queensland-experiences/assessment-and-criteria/
website-with-a-secure-online-booking-platform
This online book also has some great points on the features to consider and why online bookings
are so important to your business www.online.flippingbook.com/view/119814176/4/
Complete this short form to request to be excluded from the Online Booking criteria.
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MODULE NINE

CRITERIA 3: ACTIVE AND ENGAGING SOCIAL
MEDIA PRESENCE
Criteria 3 of the BoQE Program assesses your level of engagement with
potential and existing customers using social media.
In this module, case studies provide insights into the value of maintaining
an active social media presence and ways to do that within your business.
Tips are included to assist in meeting the criteria.
Why is social media important for your business?
Social media is everywhere and it’s incredibly important for your consumers
in their decision making. They use it in their ‘Dreaming’ and ‘Planning’
phases of the customer journey to find out about your business and engage
with you.
Social media also provides an opportunity for your customers to share their
own photos and stories of their experience, generating word of mouth
recommendations that could result in additional business.
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River to Bay Tour, Moreton Island

Case Study

SUMMER LAND CAMELS, SCENIC RIM
Australia’s largest commercial camel dairy,
Summer Land Camels, provides camel milk health
and wellness products, farm tours, camel rides
and a farm store and café in the Scenic Rim.
1. Why is maintaining an active social media
presence important for your business?
As a tourism business, social media has been the
best platform to directly reach and communicate
with our existing and potential customers at little
to no cost.
We have a large number of different products
to promote in addition to our animals and tours.
Planning and scheduling content on social media
ensures we are able to shine a spotlight on the
different aspects of our business as needed.
2. How important is good content for your
business?
Quality and variety in our social media content is
massively important. Our focus is very much on
authentic content with a mix of promoting our
products and ‘keeping it real’ and ‘staying in the
moment’. We find people are very interested in
what we do day-to-day around the farm so we
want to share that with them.
3. What is your approach to social media
scheduling? Who handles this in your business?
We work on a weekly schedule for posting. A staff
member generates a weekly data report which
looks at our online ads (social media and google)
and post engagement. We also have a 12month
marketing plan and check in at our weekly
staff meetings to see if we are on schedule or if
anything needs to change to connect with the
market.
Scheduling content and marketing dollars across
all our products is a challenge as our product
list continues to grow. We have meat, vodka,
skincare, chocolate and milk powder as well as
our tours. This makes planning even more critical.
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4. What content is generating the highest reach for your business right now?
Our major event (Market Day, as part of the Mary Muster) has generated a huge reach, along with posts
on our skincare products showing before and after results. Baby animal posts are always popular, and
on special occasions like Remembrance Day historical posts relating to camels and their important role
during the war years.
5. Top tips for an active social media presence
Build a crowd of supporters and followers.
Get clear about what is different about your brand, product or service that sets you apart from others
For us, we have animals that are usually only seen in the desert and products people have never seen
before.
Identify what is good content - what engages people and what doesn’t.
Decide if you will handle social media inhouse or outsource. We have outsourced our social media
in the past but have found more success in keeping our social media management in house and
focussing on what’s in front of us.
Following are examples of a weekly schedule and two
recent posts that received high levels of engagement:
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Case Study

EXTRACTION ARTISAN COFFEE, LOGAN

Extraction Artisan Coffee Roasters
and Cafe are passionate about
encouraging a love and appreciation
of coffee in the city of Logan.

1. Why is maintaining an active social media presence important for your business?
Our social media is everything. It’s a way of connecting with our current customers and talking to
new customers. It’s a way of showing people your values and who you are as a business.
2. How important is good content for your business?
Good content is important but doesn’t have to be expensive
The most important thing is to be authentic
Don’t pretend to be something you aren’t
Find your tone of voice and don’t be afraid to have fun
Be consistent with font and colours and style of images.
3. What is your approach to social media scheduling? Who handles this in your business?
We handle all the social media marketing for our business in house. I generally try to post at least
four to five times a week. If you outsource your social media, just make sure it’s not generic. Make
sure the images used are authentic and don’t under estimate the power of video. I am in the
process of scheduling posts to go live during our Christmas holidays. This is very easy to do via
Facebook Business Manager.
4. What content is generating the highest reach for your business right now?
Video always does well but I also find content about our team has positive impact.
5. Top tips for an active social media presence
For the time poor, start by just allocating one hour every week where you can schedule in a
week of content. Even just posting consistently twice a week will have a positive impact on your
engagement. Consistent posting is also important to your BoQE scoring.
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Interpreting the Consumer Insights Report

The objective of this criteria is to assess your level of engagement with potential and
existing customers using social media.
You’ll receive 15 points if you achieve two out of three of these benchmarks on either
Facebook or Instagram. You are measured on your average number of posts per week,
the consistency of your posting and the level of engagement you achieve.

The Report also benchmarks you against the social media activity of other
operators in your product category in the Brisbane region and Queensland broadly.
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TIPS
Ensure your Instagram account is a Business Account and connected to your Facebook in
order to make the most of the platform’s capabilities and be assessed through BoQE. That way
you can also add contact buttons and address details to your account and have the ability to
run Instagram ads. (Instagram introduced changes in 2018 where data from personal accounts
can no longer be accessed publicly and is therefore not available for BoQE assessment.).
Connect your Instagram Business Account to your Facebook account in six easy steps:
1. From your Facebook Page, click Settings.
2. Click Instagram.
3. Click Connect Account.
4. Choose to allow Instagram messages in your Facebook inbox and click Continue.
5. Enter your Instagram username and password and click Log In.
6. Choose to save your login information in your browser by clicking Save Info or “Not Now.”
Make sure you’re using active social media accounts in your ATDW listing.

KEY MESSAGES
Be clear about your point of difference and make that a consistent thread in the story
content you use in your posts.
Find your tone of voice and don’t be afraid to have fun.
Be consistent with font and colours and style of images.
Identify what is good content - what engages people and what doesn’t.
Decide if you will handle inhouse or outsource.
Develop a weekly schedule of the content you wish to share.
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Southbank, Brisbane
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MODULE TEN
CRITERIA 4: REGIONAL TOURISM ORGANISATION
MEMBERSHIP
Criteria 4 of the BoQE Program assess whether you are currently a member of your regional
tourism organisation (RTO). The Program encourage businesses to become a member to take
advantage of the benefits membership offers.
BEDA is Brisbane’s RTO and has the role of building strong relationships with local
governments and tourism organisations and taking the lead in marketing activities to achieve
the desired tourism outcomes for the region. BEDA forms an important part of the tourism
‘ecosystem’.

State
Regional Tourism Organisation
Local Tourism Organisation or Local Government
organisation and consumer website

Local Council / Local Tourism Organisation

Businesses and the experiences they provide

Australian Tourism
Data Warehouse

Federal

Businesses

(Source: Adapted from the Tourism Pyramid, Moreton Bay Region Industry & Tourism, 2021)

In this module, case studies provide insights into the value of being a member of BEDA.
Why is RTO membership important for your business?
BEDA provides industry expertise, research, resources and development activities to their members to
help them create the best experience possible.
Getting involved with your RTO also helps you to align your product and experience with the broader
destination message and leverage the branding to help gain greater cut through in a very crowded
marketplace.
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Brisbane Valley Rail Trail

Case Study

CITY WINERY, BRISBANE

Brisbane’s first urban winery since 1860, City Winery is a full micro winery providing restaurant
dining, tastings, tours and special events.
1. Why did you become an RTO member and what does membership offer your business?
City Winery has been a member of BEDA since we started the business. We have seen immense value
from our membership, not only from a financial perspective. Membership has given us access to
market intelligence, statistics, and best practice, a sounding board for ideation of new tourism product,
inclusion in famils, media opportunities and connections. The benefits we have received through BEDA
have been extraordinary, and helped shape our business and our tourism product for the better.
2. Do you have any tips to other businesses on the importance / benefits of relationships /partnerships?
To be successful in this sector, it’s critical that you have strong connections and affiliations with
those working and advocating for the tourism sector. Our partnership with BEDA has enabled us to
strengthen our business and really cement our position in the Brisbane tourism landscape.
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Case Study

AUSTRALIAN SUNSET SAFARIS, LOGAN

Sunset Safaris is a 4WD Eco Adventure Tour Company offering 1 to 7day tours to some of the most
prestigious natural attractions (Moreton Island, Fraser Island and Lady Musgrave Island) in Queensland.
1. Why did you become an RTO member?
We believe it important that our offering and marketing is aligned with what BEDA is trying to achieve
for the destination. We want to be part of the action, so we can be marketing Brisbane as a region and
help draw more people to Brisbane.
RTO membership also helps us to identify with where we are from. When people hear you are from a
certain region, they can identify you immediately. The first question wholesalers ask is where are you
from.
2. What does membership offer your business?
The BEDA networking sessions are really important as they provide us with opportunities to get
together and network with the RTO and other operators and TEQ. We were part of the Leaders’ Summit
last year because we were members. That opportunity was possible because of our membership.
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Case Study

G’DAY ADVENTURE TOURS

G’day Adventure Tours offers tour experiences on Bribie Island, Moreton Island and the Sunshine Coast,
including day trips and overnight stays.
1. Why did you become an RTO member?
We wanted to connect with people in the same line of business to pass on ideas and gain feedback We
also saw RTO membership as helping with our business marketing by enabling us to align with and
connect into a bigger message.
2. What does RTO membership offer your business?
The networking and access to a range of different Programs are tremendous. We value the social
networking events, meetings with BEDA and Moreton Bay Region Industry & Tourism and learning
about the BoQE Program. If we weren’t a member of the RTO we would miss out on the Programs and
opportunities, tools and resources and contracts.
Interpreting the Consumer Insights Report

KEY MESSAGES
Becoming a member and maintaining
membership of your RTO, in this case
BEDA, will offer eligibility for another five
points. It’s an easy way to improve your
BoQE score.

Talk to BEDA about creating an action plan
for how you can get the most out of your
membership. Email the the membership team
to arrange: membership@brisbane-eda.com.au
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MODULE ELEVEN
CRITERIA 5: ACCREDITATION

Criteria 5 of the BoQE Program assesses your current accreditation status.
The Program encourages you to demonstrate your commitment to delivering a
quality experience through accreditation standards. In this module, the benefits
accreditation offer businesses are discussed, with insights shared from local
businesses.
Why is quality accreditation important for your business?
Industry accreditation Programs are valuable business tools. They can assist you
to develop and implement business plans, policies and procedures to deliver
better experiences for your customers and ensure your experience is reliable,
consistent and sustainable long term.
Accreditation is also important if you wish to enter the Queensland Tourism
Awards as it provides an assurance of quality standards being met. As a
minimum, to be eligible for any of the accommodation categories excluding
Unique Accommodation, all entrants are required to meet a specific Star Rating
accreditation (dependent on their category). All entrants in non-accommodation
categories are required to complete certain business standards known as Level 1
of the Quality Tourism Framework. This paves the way towards obtaining official
accreditation for your business.
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Moreton Island

Case Study

FLOATING IMAGES HOT AIR BALLOONS, IPSWICH
Floating Images offers the opportunity to
combine a city and country balloon flight
over the heritage city of Ipswich and the
Scenic Rim and Somerset countryside
with its spectacular views of the Great
Dividing Range.
1. What accreditation have you achieved?
We have achieved and maintain multiple
accreditations:
ATEC COVID Ready/ WTTC Safe Travels 		
Stamp
Civil Aviation Safety Authority
COVID Clean Practicing Business
COVID Safe
India Host
Japan Host
Korea Host
Quality Tourism Accreditation
Sustainable Tourism Accreditation
2. Why did you seek accreditation?
Accreditation gives our customers as well as
industry (wholesalers and agents) confidence
that they are dealing with and booking a
quality tourism experience. It also shows our
genuine care and concern for the people,
industry and environment we operate in. Our
status as a host business for India, Japan and
Korea demonstrates we are prepared and
ready to engage with the opportunities from
those international markets.
3. What practical impacts has accreditation
had on your business?
Seeking official accreditation has allowed
us to maintain our BoQE status. It also
ensures our presence on the Discover
Ipswich website and allows us to participate
in TEQ campaigns which is important to our
marketing and business success.
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Case Study

BRISBANE WHALE WATCHING, MORETON BAY

Brisbane Whale Watching provides cruises of Moreton Bay on board a purpose-built
whale watching vessel to encounter the southern humpback whales.
1. What accreditation have you achieved?
Ecotourism is our main accreditation.
2. Why did you seek accreditation?
Accreditation is a must-have for our tour because it provides acknowledgement that we are operating to
certain standards and helps us to be competitive.
3. What practical impacts has accreditation had on your business?
Accreditation reassures the consumer they are booking a quality experience. The general public and
tourism agents are looking for businesses with accreditation. As a result, it helps to drive referrals and
repeat passengers.
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Case Study

MOUNT BARNEY LODGE, SCENIC RIM

Mt Barney Lodge offers camping, glamping, cabins, homesteads and adventure activities in the Scenic Rim.
1. What accreditation have you achieved?
Climate Action Business Certified by Ecotourism Australia
COVID Clean Practicing Business
Eco Certified (Advanced Ecotourism) by Ecotourism Australia
Quality Tourism Accredited Business
2. Why did you seek accreditation?
We have actively sought ways to express our personal philosophies through our business. Achieving
ecotourism accreditation was the perfect answer to our sustainable and nature-based mindset.
Accreditation also allows us to differentiate ourselves and set the bar very high for our business practices.
3. What practical impacts has accreditation had on your business?
The impacts of accreditation include a stronger, more efficient and eco-friendly business, and a business
that is socially accepted and ultimately that thrives.
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Accreditation Programs available:
1. The Quality Tourism Framework (QTF) which comprises:
Quality Tourism Accreditation (previously known as the Australia Tourism Accreditation Program,
or ATAP) (To address gaps in support and be of real value as businesses try to move from survival to
a recovery phase, the QTF includes two complimentary modules: a COVID Tourism Recovery Plan
module and COVID Clean Practising Business module.)
Star Ratings (previously AAA Star Ratings)
Australian Tourism Awards, including Queensland Tourism Awards (Entrants are required to
complete the standard business module (Level 1), however, it is not identified by Queensland
Tourism Industry Council or BoQE as full accreditation and does not qualify for the 5 points.
2. Caravan Industry Association of Australia National Accreditation Program
3. China Ready Training and Accreditation
4. Customer Service Institute of Australia – International Customer Service Standard
5. EarthCheck
6. Ecotourism Australia
7. Gold Anchor Global Marina Accreditation
8. National Accommodation, Recreation and Tourism Accreditation
9. Queensland Visitor Information Centre Accreditation

Interpreting the Consumer Insights Report

The criteria are measured in partnership with Queenstland
Tourism Industry Council (QTIC). If you are accredited with
one of the recognised industry accreditation Programs,
you will be eligible for five points.

KEY MESSAGES
• Review the list of accreditation options on QTIC website to identify the best fit option(s).
• Ask your peers with accreditation for any insights from their experience.
FIND OUT MORE
Learn more about the accreditation Programs available: www.qtic.com.au/industry-development/
accreditation/
Learn more about the Queensland Tourism Award requirements.
Email QTIC with any questions about the accreditation Programs: accreditation@qtic.com.au
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MODULE TWELVE

HOW TO LEVERAGE BRANDS AND MARKETING
Your brand is how you present your business and the experiences you offer to potential and
existing customers and your industry peers. It’s who you are and the reason your business exists.
This module will help you to understand where your brand fits within the local destination, Brisbane
region and Queensland tourism brands and stories. A case study and tips on using brand content
are included to assist you to increase the impact of your marketing.
Why is this important for your business?
Businesses providing exceptional experiences of the Brisbane region know what makes them stand
out from others–their points of difference–and share stories with their customers through their
imagery, website content and their face-to-face conversations.
Use this module to help you draw on the local destination, Brisbane region and Queensland brand
content, including images and stories to enhance your own brand and what you share in social
media posts, website content and collateral.
Your business and the experience you provide are part of the local destination story and brand. You
are adding to the identity and stories of a place. In an already saturated market, having a compelling
story and brand helps a business and a destination to remain competitive. It is important to provide
the best experience and use the marketing resources available to reach and attract customers.
The following diagram provides an overview of the brands and how they relate to your own
messages and social media engagement with your potential and existing customers.
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Lake Somerset
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OUR TOURISM BRANDS
Queensland Brand
QUEENSLAND EXPERIENCE PILLARS

Experience Pillars
These five experience pillars have been identified through consumer research as categories that set
Queensland apart. They form the backbone of Tourism and Events Queensland’s creative strategy and define
how the Queensland brand messaging is delivered to consumers.

REEF, ISLANDS AND
BEACHES

NATURAL
ENCOUNTERS

ADVENTURE AND
DISCOVERY

LIFESTYLE, CULTURE
AND PEOPLE

EVENTS

Brisbane Region Destination Brand

A pristine bay of
Aboriginal culture
and wildlife

A majestic rim of
mountain peaks, fertile
valleys and world
heritage rainforests

Australia’s urban
adventure capital

A global, open-air
green city embracing
the river at its heart

Local Destination Brand

The stories and images of the Brisbane region and your local area
that give meaning and bring to life each experience pillar

Your Key Messages

Your social media schedule and website content

Your social media posts and website content

Potential and existing customers
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A city that
embraces events
and welcomes
visitors as our own

Howard Smith Wharves

“Making a direct correlation (from a brand)
to revenue is tough. But consider some of the
world’s best-known brands like Apple or CocaCola. They are valuable because they have built
customer loyalty and trust over time. That trust
and reputation make every new product from
those companies more credible and appealing.” 18
Identify your role within your local destination
brand and story
Use the following questions to think about the role
of your business in your local destination brand and
story.
1. What is the local destination brand?
This is the overarching story your local destination’s
people are telling and experiencing.
2. What is my business’ story?
How did it begin? What are its values? What
experiences does it provide to visitors?
What are the points of difference from others?
3. How does your story overlap with the local
destination brand?
This is your chapter within the local destination’s
story. With this question, you can support the
destination while remaining true to your business’
unique experiences.
4. How can you support the local destination
brand?
Businesses can often start to contribute to the
larger story in small ways, for example, use of
visuals and written content in your marketing and
social media that reflect your version of the local
destination brand.

Extend your marketing as part of the Brisbane
region story
Beyond the local destination brand, you have
an opportunity to also align the experiences
you offer to the five experience pillars (and 13
sub themes) that BEDA has identified as heroes
in the Brisbane region story. The experience
pillars are the ‘hero’ experiences that represent
the essence of the Brisbane region. The same
questions above apply. Each hero experience
has a series of stories that bring that experience
to life in different ways, and it is the combination
of these experiences that form the broader
Brisbane region story.
It is important that you are able to tell your
own brand story and consider the Brisbane
experience pillars that it links to.
By seeing yourself as part of the Brisbane
region brand you open your business up to
opportunities to extend your marketing reach
such as:
Using BEDA’s media assets such as images and
videos and story content
Participating in marketing campaigns focused
on the experience pillars
Taking part in media famils and activations
Having your business featured in social media
posts and campaigns.

BEDA’s experience pillars have been developed
to align with Queensland’s brand and
experience pillars to provide even greater reach
for Queensland, Brisbane and your business.

18 https://destinationthink.com/blog/tourism-businesses-need-to-know-about-destination-branding/
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Case Study

TANGALOOMA ISLAND RESORT, BRISBANE
Tangalooma Island Resort is a holiday destination on Moreton Island, offering unique adventure,
educational or nature-based experiences including the opportunity to hand-feed wild
bottlenose dolphins.
1. How are you leveraging marketing opportunities
through Brisbane Economic Development
Agency(BEDA) and Tourism and Events
Queensland (TEQ)?
Some of the key opportunities for us are famils and
public relations activation such as hosting media
and high profile visitors. For example, in 2021,
Tangalooma was one of a handful of destinations
chosen as a backdrop for the Queensland NRL
trophy tour. On other occasions we have hosted
Jeff Horn, Roger Federer, and other VIP’s which
generated significant media coverage.
Our strong relationship with BEDA and TEQ
coupled with our iconic and unique tourism
experiences, enabled our experiences to be
promoted as hero product’s in the recent Brisbane
Holiday Dollars and Great Queensland Getaway
campaigns. This resulted in placements in valuable
advertising space such as News Limited papers. We
also invested in marketing opportunities through
TEQ’s IMATE service that complimented our own
in-market activity, helping us achieve hundreds of
bookings through the campaigns.
2. How are you leveraging destination and/or
Queensland brands in a practical sense, e.g using
imagery, story content, experience pillars, key
messages
We strive to be the hero coastal, aquatic, and
adventure experiences for visitors to Brisbane, as well
as positioning ourselves as a destination for unique
wildlife encounters. All of these experiences align
well with TEQ and Brisbane region’s experience
pillars. At the same time, we also focus on our story
and branding which shows our guests immersed
‘in-the-moment’ of a Tangalooma experience.
We aim to highlight these lifestyle moments in
our brand pieces -particularly guests enjoying
uniquely Tangalooma moments such as snorkelling
shipwrecks in our clear blue waters, hand-feeding
wild dolphins, or riding quad bikes upon our golden
sand dunes.
3. What impact does good content mean for you?
And what do businesses need to do to create good
content?
Inspiring content that supports our brand story
is very important. We’ve worked hard to grow our
social media following and as a result see thousands
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of great photos and videos uploaded to social
media channels every month. We amplify the
social media posts that are performing well by
reposting with our hashtag #tangalooma. We
also syndicate guest-generated content to our
website connecting Instagram and Facebook
with various products of the business which gives
greater authenticity to our content.
So many amazing photographers and
videographers are drawn to Tangalooma
wanting to capture the natural beauty and fun of
the destination and we encourage them to use
the Resort as a base to curate incredible content.
4. How are you leveraging other brands? And
what does this look like practically?
We build our interstate brand recognition
by partnering with brands that fit with our
brand story and can amplify our voice. These
partnerships enable us to leverage off their
marketing spend, databases and increase
awareness of our destination. Recently we
partnered with the retail brand Surf Dive N
Ski. Our vibrant images are being used in their
campaign material, we are marketing the Resort
to their database, and partnering on a holiday
giveaway. Other brands we’ve worked with
in recent times include Lorna Jane, QANTAS,
Carnival Cruises, GoPro, Canon, and countless
others that closely complement the Tangalooma
spirit. We also work collaboratively with Brisbane
Airport on VIP famils, and other initiatives to drive
visitation to Brisbane.

How to use the Brisbane and Queensland brands
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Once you understand how your experience aligns with the local destination, Brisbane
region and Queensland brands and stories you can start to integrate and leverage
them to support your marketing activity.
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Be clear about who is your audience, so you can tailor your content to resonate with them.
Access creative content from your local council or local tourism organisation (LTO), BEDA and TEQ to
use in your marketing activity.
Make sure your ATDW listing content is up to date so it can be listed on other travel booking
platforms. BEDA searches ATDW for events and content about experiences and draws out what is
relevant to feature in consumer pieces such as What’s on articles, blogs, campaigns, social media etc.
Get involved in cooperative campaigns that align your experience with the Brisbane region and
Queensland brands. The Great Queensland Getaway campaign is an example of a cooperative
marketing campaign to extend the reach of your brand via Queensland.com.
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Include the Brisbane and Queensland
story on your website (via a ‘Destination’
or ‘About Us’ page).
Share relevant social content from
Queensland and Visit Brisbane
channels on your own channels and
add your own personalised content.
For example, Tangalooma Island Resort
tagged @VisitBrisbane
in a story on Instagram, who in return
shared the post encouraging people to
enter a Win a Holiday competition at
the Resort.
Allocate one hour each week to engage
(like, comment, share) with relevant
content on the LGA/LTO, Queensland
and Visit Brisbane social channels. Find
content that relates to your experience
and post a genuine comment, like it
or if it will resonate with your audience
share it to your own channels.

Take the time to connect with the
marketing teams at your local council
or LTO, BEDA and TEQ and understand
what requirements they have around
sharing content to their channels e.g.,
video or photos, long or short blocks of
text, specific style of content, etc.
Aim to design one post per week
with the goal of having it shared by
Queensland or Visit Brisbane channels.
It may take a few months, but they
will start to recognise you (and don’t
forget to include tags and hashtags as
appropriate).
Share your media releases and any
business updates with your local
council or LTO and BEDA so that they
can distribute update blogs/articles
and via their media agency to a bigger
audience.

Subscribe to your local council or LTO, BEDA and Queensland.com industry
newsletters to ensure you are kept up to date with opportunities to collaborate and
get involved to leverage your brand (see links below).
Get familiar with your local and regional events calendar and find festivals and events
that align to your brand (e.g., if you are a café are there and food-based events in your
local destination?) and create packages and cross promote to your audience and build
your brand.
Upload content into BEDA’s Brisbane Content Toolkit so it can be featured in
campaigns and social media activity.
Showcase your brand by hosting an event as part of a bigger event opportunity e.g.
the Scenic Rim Eat Local Week.
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RTO DESTINATION WEBSITE
AND HASHTAG

FACEBOOK

INSTAGRAM

INDUSTRY NEWSLETTER SUBSCRIPTION

Visit Brisbane
www.visitbrisbane.com.au
#visitbrisbane

@visitbrisbane
www.facebook.com/visitbrisbane

@visitbrisbane
www.instagram.com/visitbrisbane/

Email
tourism@brisbane-eda.com.au to be
added to tourism email database.

Visit Moreton Bay Region
www.visitmoretonbayregion.
com.au
#visitmoretonbay

@visitmoretonbayregion
www.facebook.com/visitmoretonbayregion

@visitmoretonbayregion
www.instagram.com/visitmoretonbayregion/

Visit Redlands Coast
www.visitredlandscoast.com.au
#RedlandsCoast

@RedlandsCoast
www.facebook.com/RedlandsCoast

@RedlandsCoast
www.instagram.com/redlandscoast/

Experience Somerset
http://www.experiencesomerset.
com.au/
#experiencesomerset and #somersetqld

@experiencesomerset
www.facebook.com/experiencesomerset

@experience_somerset
www.instagram.com/experience_
somerset/

Visit Scenic Rim
www.visitscenicrim.com.au
#scenicrim

@visitscenicrim
www.facebook.com/visitscenicrim

@visitscenicrim
www.instagram.com/visitscenicrim/

Discover Ipswich
www.discoveripswich.com.au
#discoveripswich and #ipswichqld

@discoveripswich
www.facebook.com/discoveripswich

@discoveripswich
www.instagram.com/discoveripswich/

Email tourism@ipswich.qld.gov.au to
be added to tourism email database

Explore Logan
www.explorelogan.com.au
#explorelogan #cityoflogan #surprisinglydifferent

@exploreloganau or @exploreloganqld
www.facebook.com/explorelogan

@exploreloganau or @exploreloganqld
www.instagram.com/explorelogan/

Email explore@logan.qld.gov.au to be
added to tourism email database

Queensland
https://www.queensland.com/au/
en/home
#thisisqueensland

@VisitQueensland
www.facebook.com/visitqueensland

@Queensland
www.instagram.com/
queensland/?hl=en

Australia
https://www.australia.com/en
@SeeAustralia #HolidayHereThisYear

@Australia.com
www.facebook.com/SeeAustralia

@Australia
www.instagram.com/australia/?hl=en

Subscribe at www.mbrit.com.au/
tourism-alert

Subscribe at www.visitredlandscoast.
com.au/industry

Email mail@somerset.qld.gov.au to
be added to tourism email database

Subscribe at www.investscenicrim.
com.au

https://teq.queensland.com/newsand-media/contacting-teq/enewsletters

https://www.tourism.australia.com/
en/news-and-media/newsletters/subscribe.html

Captain Logan Campground, Lake Wivenhoe

71

FIND OUT MORE
Brand Queensland Resources include a guide to what is Brand Queensland and guidelines on
how to use the brand in your marketing.
Queensland Storytelling Toolkit provides ideas and tips for helping you create, develop and
deliver exceptional experiences through storytelling.
Queensland Image Library for access to images for use in your online content
Details on marketing campaign opportunities – information about TEQ’s current and
upcoming marketing campaigns and advertising opportunities.
Best practice Social Media Guide steps you through how to create content that engages your
customers and leads to increased bookings and sales.
Brisbane Content Toolkit gives you access to a library of free, destination images and videos to
use in your communications and marketing.
Tips on how to get featured on @Australia social channels
Ask your LGA for their brand guidelines/toolkits.
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Lone Pine Koala Sanctuary

MODULE THIRTEEN
YOUR ROADMAP
Wherever you are on your business development journey,
it is important to document the actions you need to
undertake to help you progress and achieve your goals
and targets. This module provides a template for to
you customise your own short term road map (to start
immediately) and a long term road map to capture actions
you don’t want to lose sight of but will not look to action for
3 to 4 years.
Look for announcements of when the Best of Queensland
Experience (BoQE) annual results will be available. The
results will impact your next steps as they will identify if you
are ranking as a BoQE business and/or highlight any areas
requiring more attention.
If you are a high scoring BoQE with an appetite for
innovation and going to the next level to improve your
customer experience, discuss with Brisbane Economic
Development Agency (BEDA) and your local council and/
or local tourism organisation the opportunity to participate
in Tourism and Events Queensland’s Transformational
Experiences Mentoring Program (TEMP).
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Wivenhoe Outlook
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SHORT TERM ROAD MAP
ACTIONS

WHEN

Australian Tourism Data Warehouse (ATDW)
Update ATDW content when changes to product and
links (website, social media)

Immediate

Link Google My Business with ATDW

Immediate

Review content to ensure current

Every 6 months

BoQE
Operator Report:
Review to identify where performing well and where
changes needed to achieve score of 80+
Customer Reviews:
Check and respond to online reviews.

Daily

Bookings:
Online booking platform review.
(Insert specific actions you need to take)
Social media:
Weekly social media schedule of posts.
RTO membership:
Commit to membership.
Attend networking events.
Participate in marketing and experience
development initiatives.
Accreditation:
Complete and maintain the accreditation
appropriate for your business.
Seek advice from BEDA as relevant.
Marketing
Access creative content from LGA/LTO/BEDA/TEQ to
update website and social media
Like, comment, share relevant content on the LGA/LTO,
Queensland and Visit Brisbane social channels

Transformational Experiences Mentoring Program
Discuss with BEDA the requirements to participate.

OTHER ProgramS
Discuss with BEDA the requirements to participate.
Note specific Program actions
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Weekly, with posts uploaded through the
week as per schedule

WHO BY

LONG TERM ROAD MAP
These are the actions required over 3 to 4 years to continue to evolve and enhance your business
and the experiences you offer.
ACTIONS

WHEN

WHO BY

ATDW

BOQE

TEMP

OTHER ProgramS

NOTES:
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Key contacts

Brisbane Economic Development
Agency

T: +61 7 3006 6200
Tourism enquiries / support: tourism@brisbane-eda.com.au
Media: media@brisbane-eda.com.au

Tourism and Events Queensland (Best
of Queensland Experiences Program)

www.teq.queensland.com/experiences/best-of-queensland-experiences
BoQE Program enquiries: experiences@queensland.com
Media/Tourism product news: shelley.winkel@queensland.com or
info@queensland.com

Australian Tourism Data Warehouse

T: 1300 137 225
T: +61 7 3112 1760
support@atdw.com.au
distribution@atdw.com.au
www.atdw.com.au

Queensland Tourism Industry Council

T: +61 7 3236 1445
www.qtic.com.au

Moreton Bay Region Industry & Tourism

T: +61 7 3453 1400
tourism@mbrit.com.au
www.mbrit.com.au

Logan City Council

T: +61 7 3412 3412
explore@logan.qld.gov.au
www.visitlogan.com.au

Ipswich City Council

T: +61 7 3810 6666
tourism@ipswich.qld.gov.au
www.discoveripswich.com.au

Redland City Council

T: +61 7 3829 8999
tourism@redland.qld.gov.au or media@redland.qld.gov.au
www.visitredlandscoast.com.au

Scenic Rim Regional Council

T: +61 7 5540 5111
T: 1300 360 555
tourism@scenicrim.qld.gov.au
www.visitscenicrim.com.au

Somerset Regional Council

T: +61 7 5424 4000
mail@somerset.qld.gov.au
www.experiencesomerset.com.au

Level 20, 69 Ann Street, Brisbane Qld 4000 Australia
www.brisbane-eda.com.au | www.visitbrisbane.com.au | www.choosebrisbane.com.au

‘Fill your life with

adventures
not things.

stories

Have
to tell,
not stuff to share.’
- Anon

Jollys Lookout Moreton Bay

Level 20, 69 Ann Street, Brisbane Qld 4000 Australia
www.brisbane-eda.com.au | www.visitbrisbane.com.au | www.choosebrisbane.com.au

77

