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Tourism Port Douglas Daintree (TPDD) has today launched a bold new destination 
campaign designed to inspire Australians to choose Port Douglas and the Daintree for 
their spring escape, introducing a fresh creative direction that shifts the focus from 
simply showcasing the destination to celebrating how it makes people feel. 
Rolling out across Melbourne and Sydney from July, the campaign builds on Tourism 
Port Douglas Daintree's refreshed brand and style guide introduced in 2024 and marks 
the first full rollout of a new destination storytelling platform developed in collaboration 
with creative specialists. 
 
For generations, Port Douglas and the Daintree has been known as the place where the 
Reef meets the Rainforest. That story isn't changing - we're simply telling the next 
chapter. 
 
Today's travellers are increasingly seeking meaningful experiences that create lasting 
memories and emotional connection. They don't simply remember where they went - 
they remember how a place made them feel. 
The new campaign moves beyond describing the destination and instead celebrates the 
emotions it evokes. 
 
Developed around four complementary creative territories - This is Magical, Moments 
Like This, Come and Feel Small and This is Real - the campaign uses a consistent visual 
identity, typography and creative framework to tell different stories while presenting one 
powerful and cohesive destination brand. Each creative territory has been carefully 
selected to suit the imagery and experience being showcased, allowing the campaign to 
present a richer, more authentic story of Port Douglas and the Daintree while remaining 
unmistakably recognisable.  
 
Tourism Port Douglas Daintree Executive Officer Emma Tunnock said the campaign 
represents an important evolution in the way the destination is marketed. 
"For many years we've spoken about being the place where the Reef meets the 
Rainforest, and that will always remain one of our greatest strengths. But our destination 
is so much more than that." 
"People don't fall in love with destinations because of a tagline — they fall in love 
because of how those places make them feel. Whether it's standing beneath the canopy 
of the world's oldest living rainforest, experiencing the Great Barrier Reef, reconnecting 
with family, or simply slowing down, these are the moments people remember long after 
they've returned home." 
"This campaign has been designed to capture those emotions. By introducing multiple 
creative territories within one cohesive campaign platform, we're telling a broader, 
richer story of Port Douglas and the Daintree while continuing to build a strong and 
consistent destination brand for the future." 



 

We're pleased to see the destination enjoying a positive start to the peak season, but we 
also know sustained success depends on maintaining momentum beyond winter. This 
campaign is about keeping Port Douglas and the Daintree front of mind now, so we're 
well positioned to drive visitation throughout the important spring shoulder season." 
 
The integrated campaign will target two of Australia's most important domestic visitor 
markets, timed to drive demand for the critical spring shoulder season. 
 
Melbourne, the destination's largest domestic holiday market, will feature premium 
outdoor advertising, radio and, for the first time, a spectacular 23-metre mega tram 
wrap. Stretching across one of Melbourne's busiest tram corridors, the tram will feature 
a dedicated Port Douglas side and Daintree side, combining destination-led creative 
with campaign partner showcases. The Port Douglas side will feature Port Douglas 
Getaways, while the Daintree side will showcase Back Country Bliss and Daintree Eco 
Lodge, creating a striking visual celebration of the destination and some of the 
experiences that make it so unique. 
 
The campaign has also expanded into Sydney, reflecting the growing importance of New 
South Wales as a visitor market for the destination. The latest Tourism Research 
Australia domestic visitor data indicates an increasing share of holiday visitor nights 
originating from NSW. While comparisons with previous years should be interpreted 
with some caution following Tourism Research Australia's transition to the new 
Domestic Tourism Statistics (DoTS) methodology, the trend reinforces the strategic 
importance of continuing to invest in the market. 
 
Sydney activity includes a premium network of 14 digital roadside billboards 
strategically positioned throughout major commuter corridors and the Sydney Airport 
precinct. The campaign is expected to generate more than 1.2 million campaign 
exposures, reaching almost 473,000 people aged 25–54 across the city.  
 
The campaign has been developed as a destination-led initiative, with every element 
designed to build awareness of Port Douglas and the Daintree as a premier spring 
holiday destination while creating meaningful visibility for participating tourism 
operators. 
 
Through a collaborative co-investment model, campaign partners have helped unlock 
premium media opportunities and placements that would otherwise be beyond the 
reach of Tourism Port Douglas Daintree alone. By leading with the destination story and 
integrating partner experiences within that framework, the campaign delivers greater 
scale, stronger creative impact and broader market reach than could be achieved 
individually. 
 
"This campaign is a fantastic example of what can be achieved when industry invests 
behind a shared destination vision," Ms Tunnock said. 
"Our campaign partners aren't simply buying advertising - they're investing in growing 
demand for Port Douglas and the Daintree. By combining destination-first creative with 
outstanding local experiences, we're able to tell a richer story about everything our 



 

region has to offer while delivering exceptional visibility for the businesses that have 
chosen to invest alongside us." 
"When the destination succeeds, the benefits flow right across the visitor economy. 
That's why collaborative destination marketing continues to be such an important part 
of our approach." 
 
The campaign is further strengthened through Tourism Port Douglas Daintree's strategic 
partnership with Ignite Travel, adding a dedicated conversion layer that complements 
the destination awareness campaign with bookable holiday offers. This partnership 
ensures the campaign not only inspires travel but also provides a clear pathway to book, 
helping convert inspiration into visitation and driving demand during the important 
spring shoulder season. 
 
Tourism Port Douglas Daintree acknowledges and thanks the campaign partners whose 
investment has helped bring the campaign to life: 

• Back Country Bliss 
• Daintree Ecolodge 
• Hartley's Crocodile Adventures 
• Monsoon Port Douglas 
• Port Douglas Getaways 
• Sailaway Port Douglas 
• Sheraton Grand Mirage Port Douglas 
• Tin Shed 
• Wildlife Habitat Port Douglas 

ENDS 
 

https://backcountrybliss.com.au/
https://www.daintree-ecolodge.com.au/
https://www.crocodileadventures.com/
https://www.monsoonreefcharters.com.au/
https://www.portdouglasgetaways.com.au/
https://sailawayportdouglas.com/
https://www.marriott.com/search/findHotels.mi?pageType=advanced&searchType=InCity&destinationAddress.latitude=-16.501706&destinationAddress.longitude=145.465486&destinationAddress.destination=Sheraton+Grand+Mirage+Resort+Port+Douglas&nst=paid&cid=PAI_GLB0004FP8_GLE000BM6V_GLF000OPDR&ppc=ppc&pId=corpimedia&gclid=dba1eb4a98b81cdd60f5811fecbf9915&gclsrc=3p.ds&deviceType=desktop-web&view=list#/0/
https://www.thetinshed-portdouglas.com.au/
https://www.wildlifehabitat.com.au/

