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The Tasmanian tourism industry acknowledges the Tasmanian Aboriginal people and their enduring 

custodianship of lutruwita / Tasmania. We honour 40,000 years of uninterrupted care, protection 

and belonging to these islands, before the invasion and colonisation of European settlement. 

As a tourism industry that welcomes visitors to these lands, we acknowledge our responsibility to 

represent to our visitors Tasmania’s deep and complex history, fully, respectfully and truthfully. We 

acknowledge the Aboriginal people who continue to care for this country today. We pay our respects 

to their elders, past and present. We honour their stories, songs, art, and culture, and their aspirations 

for the future of their people and these lands. We respectfully ask that tourism be a part of that future.

C O N T E N T S



O U R  P U R P O S E  A N D  V I S I O N

Our Purpose

We are advocates for East Coast tourism, ensuring that visitors to our region enjoy an excellent 
experience. We work with partners to promote our destination and support our industry by providing 
operators with the tools and services they need to succeed. We are custodians of a brand which our 
community values and we engage with our community to ensure our industry is sustainable.

Our Vision

Tasmania’s East Coast will be the premier destination in a great tourism state. Our region will enjoy 
the highest levels of digital and business connection and take innovative approaches to the challenge 
of housing the workforce of the future. Our communities will value our tourism industry and the role 
we play in supporting its success. Our organisation will have a clear role in the Tasmanian tourism 
ecosystem, with sustainable funding and a reputation for understanding our industry and having a big 
impact on the ground. We will be Tasmania’s best regional tourism organisation, supporting tourism 
businesses that are happier, healthier and celebrated. 
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C H A I R ’ S  R E P O R T Jen Fry
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The last 12 months, over 2021 and 2022, the East 

Coast Tasmania Tourism (ECTT) Organisation has 

continued on its quest to advocate, facilitate, 

promote and support tourism and the community 

of Tasmania’s East Coast.

2021-2022 was another year of meeting 

challenges head on for the organisation, as we 

all recover from the lasting vestiges of COVID-19, 

trials still persist, but we have achieved much to 

be proud of. 

We have had a few staff changes and please join 

us in welcoming to the team Melissa Denkinger 

and Kiley Hay. I thank them for their contributions 

so far, they have certainly hit the ground running. 

We also said goodbye to Alex Sumner this year 

who, despite her departure, continues to have 

a big impact for tourism here on the East Coast. 

Alex you are missed here at ECTT, but we know 

you are doing great things. Our able marketing 

support officer, Jes Cunningham will also be 

leaving us, anyone who has seen her work on 

our social platforms and even just with the 

professional documents she creates, will know 

her amazing contribution to our organisation, we 

wish her the very best.

Our Board welcomed 4 new members and 

confirmed the reappointment of two to our mix.  A 

welcome to Allison Anderson (Deputy Chair), Joe 

Pickett, Barry LeFevre (BODC rep) and Jo McBain 

(Treasurer). Their insights have been a wonderful 

addition to our Board. We also reaffirmed Annette 

Hughes (Public Officer/Secretary) and Susan 

Carins to our Board. I thank these people, as well 

as all our Board Members for their continued 

service, willingness to speak up and care for our 

region. The ECTT Board will continue in its quest 

to support tourism businesses that are happier, 

healthier and celebrated.

As always, we must extend our gratitude to 

the Tasmanian Government through Tourism 

Tasmania and the Department of State Growth 

for their sponsorship and financial support, as 

well as to our partner councils; Break O’Day and 

Glamorgan Spring Bay.

This year ECTT celebrates its tenth anniversary. I 

well remember when the RTOs were created, the 

differing models and the influencers that ensured 

that what would work best for their region was 

enabled. A big thank you to all the previous Chairs 

and CEOs that have worked across industry to 

achieve a celebrated East Coast of Tasmania.

Some of the highlights from our activity this year 

include:

• Creating a new Organisation Strategic Plan 

that aligns the pillars of our statewide 

tourism view with ‘ground-up’ destination 

management planning.

• Creating a new visitor information app to 

assist those travelling to the coast with all of 

their information needs. An endeavour that is 

now being rolled out across the state.

• Holding an in-person tourism awards function 

to celebrate excellence together.

• Our mentions in the national and 

international press on our region’s need 

for better community-based planning, 

workforce accommodation, improved roads 

(with a resulting Federal Government budget 

commitment) and better visitor infrastructure.

• Creating and supporting the DAP groups to 

ensure cross fertilisation of ideas and mutual 

support for each other across this large 

region.

Much of our region’s success is also directly 

linked to the hard work of our outgoing CEO 

Rhonda Taylor and her team – Tony McLeod, Kate 

Smith, Karen Skews and Jes Cunningham. 



Jen Fry
Chair
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We have made extraordinary progress this year, 

and I’d like to personally thank Rhonda and every 

team member past and present for their energy, 

commitment and consistency in driving our region 

forward.

This coming year, our plans include:

• Building on our calls for better community-

based tourism planning and working towards 

a place-based regenerative tourism plan for 

the East Coast.

• Supporting the Tourism Industry Council and 

Government’s Tourism’30 partnership as we 

turn to the future of tourism which is required 

for our great State.

• Working with our partners in creating and 

promoting events that build on our unique 

East Coast offerings through a strategic plan.

• A refresh of our Rules of Association – to 

bring the organisation into the new era.

There are plans afoot for our region to be an 

exemplar for sustainable tourism, I cannot reveal 

much here, but I look forward to the start of that 

journey in 2023.

Finally I cannot end this report without 

acknowledging and thanking our outgoing CEO 

Rhonda Taylor. 

Rhonda has worked 

tirelessly for the 

past three years to 

support the tourism 

industry on the East 

Coast during a time 

of great upheaval 

and change. Rhonda 

has worked with 4 

Chairpersons during 

those 3 years to 

steer us all through 

the COVID-19 

catastrophe. It 

has been a remarkable achievement from a 

remarkable person. Thank you, Rhonda, your 

dedication, passion and energy have known no 

bounds. You have our very best wishes as you 

embark on your new adventure.

Thank you to all our industry here on the East 

Coast for another excellent year. I look forward 

to continuing to create Tasmania’s best tourism 

organisation, in partnership with you all.



C E O ’ S  R E P O R T Rhonda Taylor

Another extraordinary year for East Coast 

Tasmania as the evolving impacts of the COVID-19 

pandemic continued to provide challenges.

Domestic border restrictions continued through 

parts of 2021-22, while COVID-19 waves impacted 

staffing and new challenges of a limited labour 

market. However, the resilience of the East 

Coast Tourism Industry continued to shine with 

innovation and striving for excellence.

Across Tasmania’s four tourism regions, the 

preference seen in previous quarters for regional 

stays remains strong for the East Coast. The most 

recent results from the Tasmanian Visitor Survey 

(TVS), year ending June 2022, recorded 22% more 

domestic visitor nights in the June quarter 2022, 

than the June quarter 2019.

The results also show that along the East Coast, 

domestic visitors stayed longer and spent more. 

With international borders gradually opening 

through the first half of 2022, we are optimistic 

we will see the visitor economy continue to 

recover as our interstate and international visitors 

return to the East Coast once again.

East Coast Tasmania Tourism (ECTT) continues 

to work closely with our partners at Tourism 

Tasmania, State Growth, Events Tasmania, Parks 

and Wildlife Services, Tourism Industry Council 

Tasmania, Tasmanian Hospitality Association and 

our local Councils, Glamorgan Spring Bay and 

Break O’Day. We strive to maximise every channel 

to reach out with our challenges, opportunities 

and position from a regional level, to benefit the 

East Coast industry and communities.

Strong collaboration will continue to contribute 

to strong destination management that fosters 

a viable, vibrant and positive impact tourism 

economy, opening up new exciting opportunities 

across the East Coast.

We have continued to explore further funding for 

Industry and product development for the East 

Coast. 

We are very proud to advise that we were 

successful in securing funding to develop and 

launch the East Coast App. The App has been 

specifically designed to provide ‘on ground’ visitor 

information in the palm of your hand. The App 

also includes general services on the East Coast 

including boat ramps, EV charging stations, public 

toilets, playgrounds and so much more.

Our Board and Staff co-designed a 2 year 

strategic plan that defined our purpose and 

vision. Everything we do feeds into the T21 Visitor 

Economy Strategy, which exists as part of the T21 

partnership between Industry and government 

(represented by Tourism Tasmania and TICT).

The Federal election provided an opportunity 

for East Coast Tasmania Tourism to put voice 

to our Regional Priority Projects identified 

in our Destination Management Plan (DMP). 

Additionally, we supported RACT in their bid for 

funding to upgrade the Tasman Highway.

Workforce challenges have impacted our industry 

significantly. We have strived to bring about 

collaboration and supported Jobs Tasmania, 

Skills Tasmania, VXT, BODEC, BEST and Break 

O’Day and Glamorgan Spring Bay Councils, in 

attracting talent and training options to the East 

Coast. Additionally, we continue to advocate for 

development of affordable staff housing.

East Coast Tasmania Tourism continue to be 

concerned about the challenges our industry is 

facing and conduct regular surveys to ‘reach in’ to 

offer our support.

Strategic marketing has been paramount to 

ensure a strong visitor economy on the East Coast 

with a focus on visitor length of stay and spend.  

We developed independent campaigns for 

intrastate, interstate and international markets 
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including a social media campaign into NZ, 

Give the Gift of East Coast, various blogs, media 

familiarisations and established a partnership 

with a PR Agency. 

This year saw the exciting launches of our new 

Food and Drink Guide, upgrade of our Holiday 

Park and Camping Guide, and currently under 

construction, our Walking and Cycling Guide. 

Upgrades of our consumer and industry facing 

websites were also completed.

We continue to work closely with our partners 

at Tourism Tasmania, providing content and 

recommendations in the development of their 

campaigns i.e. Make Yourself at Home, Off 

Season, Spring. 

We are very grateful for the events and projects 

that were funded by the Australian Government 

under the Recovery of Regional Tourism program 

administered by Austrade.

Following the success of the inaugural Great 

Eastern Wine Week in 2021, in partnership 

with the East Coast Wine Trail Association, we 

developed the Great Eastern Wine Week 2022 

program and marketing strategy was launched. 

This event was supported by Events Tasmania.

The National Experience Content Initiative (NECI) 

provided at no cost to industry, a suite of new 

imagery and footage for 30 East Coast tourism 

experiences valued at $5,000 per business.

Our Destination Management Plan 2022 – 2025 

has been endorsed and we are excited to embark 

on the implementation of the actions contained 

within the plan. One of those actions is the 

scoping of a brief for an East Coast Master Plan – 

placemaking for positive future tourism growth.

The COVID-19 pandemic exposed this region’s 

reliance on tourism as a business sector, and 

as economic recovery continues, more people 

are becoming aware of the climate crisis and its 

potential disruptions locally and globally. East 

Coast residents are not alone in questioning the 

value of tourism and how it will continue to have 

a positive impact.

A regenerative 

approach to tourism 

is the best path 

toward a resilient 

tourism industry. 

A regenerative 

visitor economy is 

one that gives back 

more than it takes, 

a principle that is 

being adopted by 

leading places and 

tourism destinations 

around the world. 

Together, the East 

Coast has the opportunity, through the East Coast 

Master Plan, to rethink how the visitor economy 

works and to imagine how it can deliver social, 

cultural, economic and environmental benefits 

through tourism that also provides exceptional 

visitor experiences. 

On a personal note, this will be my final year as 

East Coast Tasmania Tourism’s CEO. 

Over the past three years I have been honoured 

and privileged to work with the East Coast 

Tasmania tourism industry and communities.

I have met and worked with some truly amazing 

people. I leave this role extremely proud of 

the many digital and innovative solutions 

and projects we have delivered and a strong, 

collaborative East Coast tourism and hospitality 

industry. 

I am very fortunate to have a great team, Chair, 

Board, Strategic Stakeholders and Industry 

partners, who have supported me and I am 

sincerely thankful to you all. 

I have loved being part of the East Coast 

community and will miss you all.
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B O A R D  O F  D I R E C T O R S

Name: Jen Fry - Chair 

Occupation: Director

Board Experience: Director since August 2021

Meetings attended: 5

Name: Allison Anderson - Deputy Chair

Occupation: Director

Board Experience: Director since November 2021

Meetings attended: 4

Name: Jo McBain – Treasurer

Occupation: Director 

Board Experience: Director since November 2021

Meetings attended: 4

Name: Annette Hughes – Public Officer and Secretary

Occupation: Director 

Board Experience: Director since July 2019

Meetings attended: 6

Name: Ange Boxall 

Occupation: Director

Board Experience: Director since November 2019

Meetings attended: 5

Name: Angela Turvey 

Occupation: Deputy Chair, Acting Chair and Director

Board Experience: Director since November 2016

Meetings attended: 6
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B O A R D  O F  D I R E C T O R S

Name: Joe Pickett 

Occupation: Director

Board Experience: Director since November 2021

Meetings attended: 4 

Name: Susan Carins

Occupation: Director

Board Experience: Director since March 2020

Meetings attended: 2 

(Leave of absence)

Name: Councillor Barry LeFevre

Occupation: Director 

Board Experience: Break O’ Day Council Appointee since November 2021

Meetings attended: 5 

Name: Councillor Rob Churchill 

Occupation: Director

Board Experience: Glamorgan Spring Bay Council Appointee since 
December 2020

Meetings attended: 6

Name: Donna Stanley 

Occupation: Director

Board Experience: Parks and Wildlife Service Appointee since March 2020

Meetings attended: 3

Temporary Attendance: Linda Overend

Meetings attended: 2

Note: Total meetings attended of 6 from 1 July 2021 – 30 June 2022
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Retired

Name: Glenn McGuinness 

Director

Retired: October 2021

Name: Anton Weismann

Director

Retired: October 2021 

Name: Matthew Routley 

Treasurer

Retired: October 2021 



K E Y  V I S I TAT I O N  S TAT I S T I C S

Tourism is a key contributor to the East Coast’s economy and employment and contributed to 50% of the 
overall regional economy.

The East Coast regional economy remains one of the highest dependent upon tourism in the 
nation, ranked second of 82 national tourism regions for its dependence on tourism (total effects from 
direct and indirect contribution).  

Employment
The number of employed persons in the tourism industry, full or part time.

Gross Regional Product
Gross Regional Product (GRP) is a measurement of the total of everything produced in the region. 
It only measures the final value of a product, but not the parts that go into it.

6  East Coast Tasmania Tourism Annual Report 2021-202212 

DIRECT / INDIRECT EMPLOYED TOTAL NUMBER OF PEOPLE

Directly Employed 3,645

Indirectly Employed 928

Total Employment Impact 4,573 (↑ 15% change from previous year) 

Source: RTSA 2020-21

DIRECT / INDIRECT GRP TOTAL GRP VALUE

Direct GRP $141.6 million

Indirect GRP $81.2 million

Total GRP $222.8 million (- 3% change from previous year)

Source: RTSA 2020-21 



K E Y  V I S I TAT I O N  S T AT I S T I C S
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Attractions Visited on the East Coast

PLACES TOTAL VISITORS

Freycinet National Park / Wineglass Bay 166,781

Bay of Fires 131,183

Maria Island National Park 27,370

St Columba Falls 21,922

Mt William National Park 16,010

Source: Tasmanian Visitor Survey (TVS) - YE June 2022

Visitation to the East Coast region

PLACES
TOTAL VISITORS 
(YE June 2022 and change from 
previous year)

NUMBER OF NIGHTS STAYED
(YE June 2022 and change from 
previous year)

Total visitors to Tasmania 797,300 (↑ 38.8%) 8,736,900  (↑ 49.9%)

Total East Coast 258,083 (↑ 41.8%) 787,495 (↑ 48.5%)

Coles Bay 132,631 (↑ 35.0%) 155,485 (↑ 50.7%)

Bicheno 133,390 (↑ 39.7%) 129,337 (↑ 26.9%)

St Helens 124,815 (↑ 32.0%) 163,541 (↑ 16.5%)

Swansea 111,075 (↑ 48.8%) 73,102 (↑ 46.7%)

Other East Coast 70,887 (↑ 30.6%) 198,982 (↑ 93.4%)

Orford 62,607 (↑ 45.9%) 43,212 ( ↑ 87.1%)

St Marys 48,493 (↑ 28.2%) 23,836 (↑ 162.9%)

Source: Tasmanian Visitor Survey (TVS) - YE June 2022



O U R  D I R E C T I O N  -  G O A L S

Our goals as outlined in the 2021 – 2025 East Coast Tasmania Destination Management Plan:

• Establish new and strengthen existing relationships, and instigate collaboration with local 
government, state agencies, community groups and businesses.

• Engage deeply and frequently with tourism operators and provide second-to-none support through 
training, communication and the provision of opportunities for connection and mentoring.

• Create a fresh brand and undertake marketing strategies across all platforms to position the East 
Coast as the premier destination in a great tourism state.

• Develop the diversity and quality of experiences and information available to visitors by facilitating 
industry experience development and investment, particularly for Aboriginal cultural experiences, 
to guide innovative opportunities that embrace positive impact tourism, and do so alongside our 
government partners.

• Work to encourage investment and attract sustainable, eco-friendly and high-end developments and 
experiences; ensuring the visitor footprint is minimal.

• Build a compelling case to live, work and invest on the East Coast.
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S T R AT E G I C  P I L L A R S 

The Pursuit of Regional Dispersal

The grant deed through which Tourism Tasmania provides funding to RTOs stipulates the following 
expectations. Our 5 x strategic pillars have potential to produce a very broad range of tactical activity.

Therefore, we must be clear about what we may do; and what we won’t do to ensure our strategic 
objectives remain clear and achievable.

Leadership
Industry and visitor economy leadership in delivering the priorities and outcomes of the T21 strategy to 
grow regional visitor economies.

Advocacy
Provide a voice for the region’s tourism industry, publicly representing our interests and common goals 
within government and community.

Industry Development
Mentor East Coast operators to ensure they are digitally literate and savvy.  The Industry operators 
and their workforce are skilled & capable to deliver on the T21 vision for 2030 in partnership with State 
Growth and relevant government agencies and organisations.  

Destination & Product Development
World class product year round. Established and continued investment in visitor product. Indirect tourism 
business are recognised and included as part of the visitor experience. Visitor information is easily 
found for all demographics and aligned with the brand.

Marketing / Drive Visitation
Increase awareness of our unique experiences and events available on the East Coast all year around. 
Ensure the brand of the East Coast is protected and effectively marketed and plays a critical role in 
developing and deploying marketing strategy at local, regional and state level in partnership with 
Tourism Tasmania.

Leadership Advocacy Industry 
Development

Destination 
& Product

 Development

Marketing 
& Drive 

Visitation
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S T R AT E G I C  P R I O R I T I E S

Our Strategic Priorities as outlined in the 2021 – 2025 East Coast Tasmania Destination Management 
Plan (DMP):

Strategic Priority 1
Encourage social, environmental, cultural and economic wellbeing through the visitor economy.

Strategic Priority 2
Strengthen the East Coast appeal as a destination.

Strategic Priority 3
Embrace and pursue effective partnerships and collaboration.

Strategic Priority 4
Invest in experience development to deepen the visitor offering.

Strategic Priority 5
Explore opportunities for, and barriers to, investment in positive impact tourism infrastructure.

Strategic Priority 6
Industry Development for business capacity and capability building to create innovative industry 
partnerships.

17



L E A D E R S H I P
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LEAD E RS HIP

Successful leadership for the East Coast Tasmania tourism Industry is about two-way positive 
communication and the development and support of the Industry to reach their full potential. 

It’s about equipping the Industry with the current information and the right tools and strategies not 
only to maximise the success for their business and the East Coast but also the lives of the local 
communities.

East Coast Tasmania Tourism strive to be inspiring and motivational to the tourism industry of the East 
Coast to achieve shared goals. Collaboration is the key to our success. We are one strong brand ‘East 
Coast Tasmania’.

Key Leadership activities

• 2022 - 2025 Strategic Plan - development by Board and Staff 

• Industry ‘Health Check’ Surveys - phone and in person

• Lifeline Accidental Counselling Training by staff

• East Coast Master Plan - Request for Quotation for scope of works

• Sip & Chat - Industry Network meetings with guest speakers 

19



A D V O C A C Y
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A D VO C AC Y

Advocacy is defined as an action that speaks in favour of, recommends, argues for a cause, supports or 
defends, or pleads on behalf of others. 

How can we improve successful outcomes in our advocacy on the East Coast?  Collaborate as one region, 
industry or town, and to make sure that the position/proposal is delivered constructively with positive 
researched solutions for the East Coast industry and communities.  Fragmentation is detrimental to the 
cause and brings about limitations to achieving great outcomes.

Advocacy will continue to play an integral role for East Coast Tasmania Tourism in ensuring we have a 
strong voice for sustainable tourism growth in the future.

We are at the table of various Committees including the following:

• Maria Island Management Committee

• Freycinet Visitor Gateway Reference Group

• Bay of Fires Master Plan Steering Committee

• Tourism Network Group

• Agritourism Project Management Group

Key Advocacy activities

• Regional Priority Projects

• Support of RACT election bid for Tasman Highway upgrade

• Impacts of COVID-19 on East Coast Industry and communities

• Workforce Meeting - coordinating collaboration in attracting talent to fill job vacancies and training 

• Affordable Staff Housing discussions with the Office of Coordinator General

21
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I N D U S T R Y 
D E V E L O P M E N T
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I N D U S T R Y  D E V E L O P M E N T

Tourism boosts the revenue of the local economy, creates jobs, develops infrastructure and plants a sense 
of cultural exchange between visitors and the local community.

Key Industry Development activities

• Digital Ready training programs

• Training Needs Assessment Survey (UTAS partnership) to develop 2022 Training Plan

• Support of TICT Ambassador Program

• Industry engagement of National Experience Content Initiative (NECI) 

• Encouraging ATDW engagement and addition of General Services listings

2021 East Coast Tasmania Tourism Awards

The East Coast Tasmania Tourism Awards night was held on Saturday 30 October 2021 at Spring Bay Mill, 
Triabunna. The next Awards night will be in June 2023.

The Winners for 2021:

Category 1: Accommodation – Holiday Park & Camping
• GOLD – Swansea Holiday Park
• SILVER – Scamander Sanctuary Holiday Park

Category 2: Accommodation – Self Contained
• GOLD –Sandpiper Ocean Cottages
• SILVER – Apartments on Fraser Bicheno
• BRONZE – Blue Seas Holiday Villas 

Category 3: Accommodation – Standard
• GOLD - Bayside Hotel 

Category 4: Accommodation – Deluxe
• GOLD – Picnic Island
• SILVER – The Ocean Retreat
• BRONZE – Bay of Fires Apartments

Category 5: Visitor Experience
• GOLD – Oyster Bay Tours
• SILVER – East Coast Cruises
• BRONZE – ALL4 // All Terrain Tours

Category 6: Food, Wine, Retail
• GOLD – Me & Mum’s
• SILVER – Craigie Knowe Vineyard
• BRONZE – The Bark Mill Tavern

Category 7: Community Initiative
• No nominations received

Category 8: Innovative Business Award
• No nominations received

Category 9: Event of the Year
• GOLD - Bicheno Lions Club - Rockpool

Category 10: The 2021 East Coast Tasmania Tourism 
Awards – Individual Contribution Award
• Lester Donges

Certificates of Appreciation
• Alison Stubbs
• Bernadette Darnell
• Karen Phillips 
• Zeps Café

23



D E S T I N AT I O N 
&  P R O D U C T 

D E V E L O P M E N T
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The development of product on the East Coast has seen a considerable boost with grant support from 
both the State and Federal Governments.  East Coast Tasmania Tourism received and/or supported 
grants that saw some exciting new products introduced and improved, to enhance the visitor experience 
on the East Coast.

Key Destination & Product Development activities

D E S T I N AT I O N  &  P R O D U C T 
D E V E L O P M E N T

• Secret Sculpture Trail St Helens

• Amos Family Bicentenary

• East Coast Tasmania Tourism App 

• Agritourism

• Swansea Bicentennial banners

• Food and Drink Guide

• Walking and Cycling Guide

• Update of Holiday Park and Camping Guide

• Review and update of websites

• 2022 Great Eastern Wine Week Festival

• Tourism 101 Toolkit

• Promotion of State Government Innovation Fund

• Austrade Funding project management 

• St Helens Mountain Bike Trails - Epic Trail

25



M A R K E T I N G  & 
D R I V E  V I S I TAT I O N
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M A R K E T I N G  &  D R I V E 
V I S I TAT I O N

Due to the significant impact of COVID-19, strategic marketing has been paramount to ensure a strong 
return for the East Coast industry with a focus on visitor spend.

We have delivered on many campaigns with Tourism Tasmania and direct to market, to ensure that the 
East Coast of Tassie was a destination of choice. 

There are so many hidden gems, beyond the icons, on the East Coast and we have done all possible 
to provide opportunities for everyone to have a voice. We do hope you have found our monthly blogs 
engaging and useful in your own marketing activities.

Collaboration in marketing is the key to our success - so please make sure you support and promote 
each other, so that we can focus on increasing length of stay and visitor spend.

27



M A R K E T I N G  A C T I V I T I E S

Strategic Planning

• Content Strategy

• Social Media Strategy

Campaigns 

• Give the Gift

• Win a Tasmanian Gift Pack 

• NZ Social Media Campaign

• Engagement in TTAS campaigns:

• Make Yourself at Home 

• Off Season

• Spring Road Trips & Agritourism

Visitor Information Guides

• Food and Drink Guide

• Holiday Park and Camping Guide 

• Walking and Cycling Guide 

PR and Media Famils

• Partnership with national PR Agency

• Media Famils

Event Support

• Great Eastern Wine Week

• Bicheno Beams

• AMOS Bicentenary

• Spoke Motorcycle Festival

• Swansea Heritage Festival

• ECHO Festival 

• Dragon Trail MTB

• Bay of Fires Winter Arts Festival

Ongoing Marketing Activities

• Consumer and Industry Websites 

• Social media marketing

• Consumer eDM - distributed monthly

• Industry eDM - distributed weekly

• Developed and published 15 x blogs

Key Marketing & Drive Visitation activities

A number of marketing activities were undertaken throughout the year including:
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S TAT I S T I C S

East Coast Tasmania App

The essential FREE visitor guide for the East Coast. Functions include; search, interactive map, 
general services and offline capability.

The app is integrated with ATDW to allow any tourism and hospitality business or event on the East 
Coast with an active ATDW listing, to be included at no cost.

PLATFORM DOWNLOADS

Apple / iOS 2,175

Google / Android 602

YE June 2022
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Website 

Alpaca Map 

ITEM STATISTICS % CHANGE FROM PREVIOUS YEAR

Unique Users 170,838 ↓ 6%

Sessions 218,211 ↓ 6%

Page Views 335,333 ↓ 11%

Outbound Links 73,215 ↑ 8%

Downloads 4,951 ↑ 47%

Device used Mobile 56%, Desktop 41%, Tablet 3%

Traffic Sources Organic 74%, Direct 18%, Referral 5%, Social 3%

Top 10 Pages

Home
Bay of Fires
Maria Island Penitentiary
Where to Stay 
Great Eastern Wine Week

Dining 
Maps & Visitor Guides
Luxury 
5 Places to Visit This Summer Blog
Dog Friendly Places on the Coast

Top 10 Outbound Links 
Clicked

Maria Island Penitentiary
Win a Tasmania Gift Pack
Roadtrips: Great Eastern Drive
Bed in the Tree Tops
Avalon Retreats

Dragon Fly Lodge
Windows on Bicheno
Saltwater Sunrise
Thalia Haven
The Eastcoaster Restaurant

S TAT I S T I C S

ITEM STATISTICS % CHANGE FROM PREVIOUS YEAR

User Impressions 10,414  ↑ 20.4%

User Interactions 5,719  ↑ 54.2%

Total Interactions 240,198  ↑ 125%

Average Interactions 42  ↑ 44.8 %

YE June 2022

YE June 2022



31

S TAT I S T I C S

Facebook

ITEM STATISTICS % CHANGE FROM PREVIOUS YEAR

Total Fans 23,737 ↑ 7%

New Fans 3,836 ↓ 49% 

Post Impressions 4.16 mil ↓ 31%

Post Reach 3.61 mil ↓ 30%

Reactions 106,438 ↓ 61%

Link Clicks 3,820 ↓ 13%

Comments 2,534 ↓ 56%

Number of Posts 248  ↓ 8%

 Instagram

ITEM STATISTICS % CHANGE FROM PREVIOUS YEAR

Total Followers 68,612 ↑ 8%

New Followers 4,812 ↓ 55%

Post Impressions 6.64 mil ↓ 19%

Post Reach 4.98 mil ↓ 23%

Post Likes 197,103 ↓ 24%

Comments 2,609 ↓ 25%

Number of Posts 258 - 0%

YE June 2022

YE June 2022

Statistic Analysis

Due to border closures, reduced social media activity from 1 July 2021 - 30 June 2022 resulted in a 
decrease in engagement and reach on various social media channels.

This demonstrated the importance of investing in ongoing social media marketing to deliver on our 
vision, positioning Tasmania’s East Coast as the premier destination in a great tourism state.



S TAT I S T I C S

ITEM STATISTICS % CHANGE FROM PREVIOUS YEAR

Number of Members 1,264 ↑ 247%

Number of Posts 673 ↑ 101%

LinkedIn

Facebook - East Coast Shines Community Group

ITEM STATISTICS % CHANGE FROM PREVIOUS YEAR

Follower Count 239 ↑ 108%

New Followers 114 ↑ 23% 

Post Impressions 10,740 ↑ 169%

Link Clicks 258 ↑ 103%

Comments 25 ↑ 213%

Number of Posts 105 ↑ 59%

ITEM STATISTICS % CHANGE FROM PREVIOUS YEAR

Follower Count 33 ↑ 313%

New Followers 27 ↑ 440% 

Post Impressions 6,157 ↑ 130%

Post Likes 46 ↑ 254%

Link Clicks 16 ↑ 254%

Number of Tweets 99 ↑ 371%

 Twitter
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S TAT I S T I C S

ITEM STATISTICS % CHANGE FROM PREVIOUS YEAR

Subscribers 6,501 - 0%

Open Rate (average) 37.8% ↑ 34% 

Click Through Rate (average) 6% ↑ 40%

Top Locations
1. Melbourne, VIC
2. Hobart, TAS
3. Launceston, TAS

Consumer News

Blogs

* Ceased distribution of blogs in February 2022

TOTAL BLOGS TOTAL PAGE VIEWS TOP BLOG POST

15 7,887
Secrets out! The East Coast hidden gems to 
include in your itinerary

YouTube

TOTAL SUBSCRIBERS TOTAL VIDEOS TOTAL VIEWS TOTAL WATCH TIME

7 (↑ 40%) 17 67 1.4hrs
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F I N A N C I A L 
S TAT E M E N T S

For the year ending 30 June 2022
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www.eastcoasttasmania.com.au

     @eastcoasttasmania

East Coast Tasmania Tourism ABN: 20 205 382 807 

PO Box 115, Bicheno TAS, 7215

E info@eastcoasttasmania.com.au


