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The travel industry is experiencing rapid and ongoing structural 

change via digital disruption

1. Improve marketing effectiveness 

through investment in market and 

customer intelligence from internal 

and external sources

A x x x x x x

• TTAS is continuing ‘Go Behind the Scenery’

• 20% of Explorers arrive by Spirit of Tas

• 44% of Explorers rent a hire car

• TA is investing in coastal & aquatic / wildlife / 

restaurant Australia 

• BET is proactive in securing new business 

1. Grow revenues through industry and 

commercial marketing partnerships
A x x x x x x

Online is the dominant research and booking platform for leisure 

travellers:

• Time relevant content is an expectation

• 41% of FY17 Destinations web visits via mobile 

• MICE organisers rely on online information

1. Grow revenues through industry 

leading digital assets and online 

communication programs 

A x x x x x x

Smaller accommodation houses are taking market share from more 

traditional accommodation options through websites such as Stayz 

and Airbnb

1. Grow revenues by differentiating from 

smaller accommodation providers 

through signature experiences

B x x x x x x

RACT multi destination product offers some opportunity for cross-

sales. Property-direct as a booking channel accounts for 35% of sales 

(walk-in, phone, email).

1. Grow revenues through improved in-

destination and cross-destination sales
A x x x x x x

Access to RACT and national auto club membership and branch 

networks

1. Grow revenues through RACT and 

national Auto Club communication 

channels

A x x x x x x

MICE and wedding competition near Hobart has strengthened. 

Wedding demands are becoming more bespoke. MICE and weddings 

are most valuable to business in shoulder and winter

1. Grow revenues in shoulders and winter 

through bespoke MICE and wedding 

offers

A x x x x

Large volume of touring visitors in destination, not spending with 

property assets (including staying at competitor accommodation)

1. Grow F&B revenues through capturing 

day trade
B x x x x x

11% of touring visitors (> 2 days  outside Hobart) have not booked 

accommodation before arrival in TAS

1. Grow revenue by capturing bookings of 

accommodation and experiences on 

holiday

C x x x x

30% of visitors are here to spend time with friends and relatives

1. Grow VFR revenue by engaging RACT 

members to become brand 

ambassadors

A x x x x

Travellers are drawn to destinations by compelling experiences. The 

variety and volume of experiences will impact on length of stay

1. Grow leisure revenues by increasing 

average length of stay through alliances 

with destination experience operators

A x x x x

Retail travel trade delivers less than 15% of domestic bookings to 

Tasmania

1. Maintain retail travel trade revenues 

via contract and relationship 

maintenance

C x x

35% of MICE attendees pre and / or post tour Tasmania
1. Grow leisure revenues by supplying 

PCOs with pre/post touring product
C x x x x

Proposals are frequent at properties
1. Build wedding leads by identifying and 

engaging with on-venue proposals 
B x x x

Business Events Tasmania provide opportunities to tender for 

business

1. Grow MICE revenues by maximise the 

conversion of BET leads
A x X X

RACT (Group) has a large and diverse sponsorship portfolio
1. Leverage RACT sponsorship activities 

and ensure ROI
A x x x x x

International trade relationships allow access to markets that 

otherwise include barriers to entry

1. Align international trade initiatives 

with TTAS activity
B x x x

30% of visitors to Tasmania are on a Touring holiday. A few OTA’s 

dominate aggregation of travel bookings but don’t provide touring 

content. 

1. Grow interstate and international 

leisure revenues by engaging travelers 

in the ultimate touring holiday

A x x x

New product launches in FY18 provide RACT Destinations with an 

opportunity to leverage media channels

1. Grow awareness of RACT Destinations 

product through proactive media 

coverage

A x x x x x x

TYPE RATING ROOMS CONFIG QUALITIES FEATURES

Coastal Pavilion –
Bay View

4.5* 3 1 King
Natural, elegant and grounded. Our Coastal Pavilions are 
superbly designed to immerse you in the surrounding 
environment. Includes water view or direct water access.

• Outdoor bath – single person
• Spacious balcony
• Television, mini bar, coffee machine, free movies, free WiFi
• In-room breakfast option
• Optional hosted check-in
• See Coastal Pavilions sales tool kit for additional inclusions

Coastal Pavilion 4.5* 6 1 King

Natural, elegant and grounded. Our Coastal Pavilions are 
superbly designed to immerse you in the surrounding 
environment. Does not include water view.

• Outdoor bath – single person
• Spacious balcony
• Television, mini bar, coffee machine, free movies, free WiFi
• In-room breakfast option
• Optional hosted check-in
• See Coastal Pavilions sales tool kit for additional inclusions

Premier Spa Cabin 4.5* 10 1 King
Beautifully appointed cabin accommodation with a spacious 
granite bathroom and a separate double spa bath 
overlooking the picturesque natural setting. 

• Double spa bath
• Private balcony
• Television, mini bar
• En suite bathroom with walk-in shower and separate toilet
• Fluffy towels, bathrobes and slippers

Mountain Terrace 
King

4* 4 1 King
Stylish new terraced rooms with an offset configuration to 
ensure privacy. Bush views with glimpses of The Hazards 
mountains.

• Outdoor bath – single person
• Open deck
• Television, mini bar, coffee machine, pay-per view movies
• En suite bathroom with walk-in shower & toiletries

Mountain Terrace 
Family

4* 2
1 King

2 Single

Stylish new terraced rooms with an offset configuration to 
ensure privacy. Bush views with glimpses of The Hazards 
mountains. Family configuration.

• Outdoor bath – single person
• Open deck
• Television, mini bar, coffee machine, pay-per view movies, En suite

bathroom with walk-in shower & toiletries

Lodge King
(Wheelchair access)

4* 1 TBD

Arguably Freycinet Lodge’s most spectacular room, with an 
outlook over Great Oyster Bay as well as glimpses of The 
Hazards.  Located in the main Lodge, this room is wheelchair 
accessible.

• Outdoor bath – single person
• Dedicated deck
• Television, mini bar, coffee machine, pay-per view movies, En suite

accessible bathroom & toiletries, Wi-Fi, phone

Family Cabin 4* 16

1 King

2 Single

1 Sofa bed

A comfortable lounge area and a king-sized bed in the main 
room. Twin single beds are located in a separate bedroom. 
An excellent option for families or multiple couples seeking 
to share.

• En suite (dual access) bathroom with walk-in shower
• Private balcony
• Television, mini bar
• Kitchenette with cooking equipment available on request

One Room Cabin 4* 30
1 King

1 Sofa bed

This expansive cabin features a king-sized bed and sofa bed 
in an open living area. Glass doors lead to a private balcony.

• En suite bathroom with walk-in shower & toiletries
• Private balcony
• Television, mini bar





The Bay Restaurant
•

•
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•

Richardson’s bistro
•

•

•

•

•

Hazards Bar & Lounge
•

•

•



https://www.freycinetlodge.com.au/faq-en.html

