EXPLORE BEHAVIOURS,
MOTIVATIONS, AND TRENDS THAT
DRIVE VISITORS TO TAKE PART IN
EXPERIENCES WITHIN THE DISTRICT
AND ACROSS NEW ZEALAND.

The Segment Insight Guides provide members with an
understanding of how visitors engage with activities and

experiences in Queenstown and Wanaka. They align with the
RTOs’ activity segment strategy, targeting high-intent
audiences who share the region’s values and seasonal
interests, supporting sustainable year-round demand and
local businesses.

Insights are drawn from reputable regional and national
sources, such as the Queenstown Lakes Visitor Experience
Survey and New Zealand International Visitor Survey.
Variations may occur where data is limited, and some
generalisations are based on survey findings.

Note: For consistency with survey categorisation, ‘arts culture and heritage’
in this research includes visiting a place that is significant to maori, a public
museum or art gallery, a live performance of dance, a play / drama or music,
culture or heritage experiences and visiting art galleries, museums, historic
buildings or sites.



NEW ZEALAND
INSIGHTS

INTERNATIONAL VISITOR SURVEY INSIGHTS

The following insights are drawn from International Visitor Survey* holiday respondents who participated in an arts,
culture or heritage experience® while visiting New Zealand. It was not necessarily their main reason / motivation for travel
to NZ. These findings should be interpreted as “holiday visitors to New Zealand who participated in an arts, culture or
heritage experience tend to show the following characteristics and behaviours”.

Participation Top countries of origin Average length of stay

*  Australia

e 2 3.7 2.7
0 «  China 1 8 AVERAGE NIGHTS IN AVERAGE NIGHTS IN
0 ® QUEENSTOWN WANAKA

PARTICIPATION RATE * United Kingdom AVERAGE DAYS IN REGION * REGION
NEW ZEALAND
Travel style Regions visited Topregions visited

46% 15%

AVERAGE NUMBER OF
0,
REGIONS VISITED IN flgn - pulee
Group Tour, NEW ZEALAND 46%  Queenstown

22%
39% Christchurch

Independent
Traveller, 70% 30% Rotorua

27% Mackenzie

Share of respondents that stayed at least one night in
respective regions. Not additive to 100% as visitors stay
in different locations during their trip.

Gender* Average spend per trip
FEMALE MALE $ 5 ) 5 5 3
AVERAGE TRIP
SPEND IN
NEW ZEALAND

Inclusive of all on the ground costs and international flights

*The International Visitor Survey is designed for nationaluse and has an unknown margin of error when segmented to regional or activity specific analysis. Users are advised to considervalues as indicative and not rely on them for important decisions.
*IVS categories are “visiting a place that s significantto maori, a public museum or art gallery, a live performance of dance, a play / drama or music”

#1f the gender categories do not add to 100%, this reflects respondents who chose not to disclose their gender or who identify with anothergender

Source: International Visitor Survey data (year ended June 2025), accessed on 23 September 2025. Time period: 1 July 2024 — 30 June 2025. Sample size: 2775



Sheet1

		Activity 		2,775

		Total		5,306										Average of Value		Attribute

				52%										2183.75264848		cost_accomm

														965.9838172629		cost_car_rentals

														109.5266405241		cost_day_cruise

														240.5514535212		cost_dom_flights

														568.3846450987		cost_dom_travel

														1214.3920407921		cost_eating_out

														648.3998681499		cost_entertainment

														1045.1331296814		cost_food_drink

														676.3504656557		cost_other

														510.7634868756		cost_shopping

														372.0512627		cost_tour_package

														3136.2980324236		exc_cost_int_flights

														31.7775470238		exc_cost_multi_night_cruise

														286.1725218426		exc_cost_travel_insurance






QUEENSTOWN WANAKA
INSIGHTS

VISITED ART GALLERIES, MUSEUMS, HISTORIC BUILDINGS OR SITES | VISITOR
EXPERIENCE INSIGHTS

The following insights are drawn from Queenstown Wanaka Visitor Experience Survey* respondents who visited visiting art
galleries, museums, historic buildings or sites* while visiting the region. It was not necessarily their main reason /
motivation for travel to the region. These findings should be interpreted as “visitors to the region who visited art galleries,
museums, historic buildings or sites tend to show the following characteristics and behaviours”.

Participation Net Promoter Score

Detractor

Passiv“
79

0 21% of respondents visited an art
2 1 /0 galleries, museums, historic buildings
or sites while in the Queenstown

PARTICIPATION RATE Wanaka Region. NPS
Promoter
Top motivations for visiting Locations visited Top locations visited
0,
Enjoy stunning natural scenery 90 /0 Queenstown town centre
Recharge and unwind 5 Y 4 80% Arrowtown
Enjoy the local food and drink AVERAGE NUMBER 66% Wanaka town centre
. OF LOCATIONS VISITED
Explore a new place and experience new things 53% Frankton
Experience the many tourism activities and
attractions 39% Cardrona Valley
Good weather or a particular season
Visit a well-known destination
Experience challenge and excitement
Visit & safe dostination Activities undertaken Segment activities undertaken

Learn about the local history and culture

67% Walking or hiking

0% 50%
o 41% Lake cruising or river activities

0 o . .
AVERAGE NUMBER 34% Wineries / wine experiences
OF ACTIVITIES 28% Cultural or heritage experiences
] UNDERTAKEN
Intention to return 229%, Ski, snow or ice activities

Other activities undertaken

0 42% of respondents who included
0 an arts, culture or heritage 94% Restaurants/ cafés

experience in their visit intend to

INTEND TO return in the next 12 months. [ .
RETURN IN THE NEXT 78%  shopping
12 MONTHS 74% Sightseeing

33% Bars, night clubs

* Visitor Experience category is “visiting art galleries, museums, historic buildings or sites.” respondents
Source: QueenstownWanaka Visitor Experience Survey, Destination Queenstown and Lake Wanaka Tourism, conducted by Angus & Associates. Time period: 1 July 2023 - 30 June 2025. Sample size: 488.



QUEENSTOWN WANAKA
INSIGHTS

PARTICIPATED IN CULTURE OR HERITAGE EXPERIENCES | VISITOR
EXPERIENCE INSIGHTS

The following insights are drawn from Queenstown Wanaka Visitor Experience Survey* respondents who participated in
culture or heritage experiences® while visiting the region. It was not necessarily their main reason / motivation for travel to
the region. These findings should be interpreted as “visitors to the region who visited art galleries, museums, historic
buildings or sites tend to show the following characteristics and behaviours”.

Participation Net Promoter Score

Detractor

Passiv“
81

0 21% of respondents participated in
2 1 /0 culture or heritage experiences while in
the Queenstown Wanaka Region.

PARTICIPATION RATE NPS
Promoter
Top motivations for visiting Locations visited Top locations visited
0,
Enjoy stunning natural scenery 93 /0 Queenstown town centre
Recharge and unwind 5 ° 5 81 % Arrowtown
Explore a new place and experience new things AVERAGE NUMBER 69% Wanaka town centre
Experience the many tourism activities and OF LOCATIONS VISITED
attractions 51 % Frankton
Enjoy the local food and drink 42% Glenorchy
Good weather or a particular season
Visit a well-known destination
Learn about the local history and culture
Experience challenge and excitement ACtIVltleS underta ken Segment activities Underta ken
Visit a safe destination
70% Walking or hiking
0% 50% 7 3 500/ Art galleries, museums, historic
[ ] 0 buildings or sites
AVERAGE NUMBER 47% Lake cruising and river activities
OF ACTIVITIES
UNDERTAKEN 28% Wineries / wine experiences
Intention to return 23% Adrenaline activities

Other activities undertaken

0 37% of respondents participated in
0 culture or heritage experiences in 91 % Restaurants/ cafés

their visit intend to return in the next

INTEND TO 12 months. ’ | |
RETURN IN THE NEXT ey .
12 MONTHS 73% - Snosei

34% Bars, night clubs

* Visitor Experience category is “visiting art galleries, museums, historic buildings or sites.” respondents
Source: QueenstownWanaka Visitor Experience Survey, Destination Queenstown and Lake Wanaka Tourism, conducted by Angus & Associates. Time period: 1 July 2023 - 30 June 2025. Sample size: 488.



TRENDS AND INSIGHTS

Queenstown Lakes District is recognised for its vibrant creative sector and is New Zealand’s second most creative region
(after Wellington). The region supports a diverse community of visual artists, musicians, filmmakers, and designers,
showcased through galleries, studios, and public art. Artist-run spaces and community organisations help ensure creative
practice remains accessible and visible. Across Queenstown and Wanaka, the arts are strongly represented through
galleries, artisan workshops, and the crafts market, with many practitioners drawing inspiration from the surrounding
landscapes, embedding a strong sense of place in their work.

Together, Queenstown and Wanaka present a dynamic cultural landscape where contemporary creativity is supported by
active community networks. While Maori and European heritage provide a historical foundation, the district’s artistic
identity continues to evolve through the creativity, collaboration, and cultural diversity of those who call it home.

TRENDS

DEMAND FOR AUTHENTIC, COMMUNITY-CENTERED EXPERIENCES

Travellers increasingly seek cultural experiences that feel genuine, are locally led, and demonstrate social as well as
environmental benefit. Research shows more than half of travellers now consider tourism’s impact on local communities
when choosing and booking trips. Destinations that make it easy to find transparent, responsible options and demonstrate
visible community outcomes are winning preference and spend. Cultural-led and community-based experiences can
differentiate New Zealand and spread benefits regionally when operators co-design stories and revenue pathways with iwi
and local groups.

INDIGENOUS LEADERSHIP AND CULTURAL RESURGENCE

There is growing global recognition that culture should be stewarded and interpreted by its knowledge holders. Sector
principles emphasise living heritage and community identity over extractive commodification. Destinations that elevate
indigenous governance and storytelling create deeper visitor connection and protect integrity. In New Zealand, NZ Story
works to embed Maori values and narratives into the country’s international brand, reinforcing authenticity while
supporting iwi-led storytelling, language, and creative practice.

FESTIVALS AND MAJOR CULTURAL EVENTS DRIVE IMPACT

Well-planned arts and cultural events catalyse local development, dispersal, and repeat visitation when tied to long-term
goals. International guidance highlights the need to integrate cultural programming with transport, accommodation, and
legacy planning. Independent evaluations show strong economic and social returns from large-scale gatherings. Locally
events such as At the World’s Edge Festival and Wanaka Festival of Colour illustrate how cultural programming can attract
new audiences and stimulate off-season demand.

CULTURE’S ROLE IN PLACE-MAKING AND THE VISITOR ECONOMY

Culture is a proven driver of urban regeneration, creative districts, and destination distinctiveness, with measurable
contributions to GDP and jobs. The impacts and outcomes of a thriving cultural atmosphere spills over into skills,
innovation, and social inclusion, well beyond visitor spend alone. Investing in artist ecosystems, facilitates, and heritage
precincts builds year-round reasons to visit. The Queenstown Lakes District ranks second in the national Infometrics
Creativity Index and its creative sector has contributed around $70 million to the local economy per annum in recent
years.

MANAGING GROWTH AT ICONIC SITES

With global international arrivals now exceeding 2019 levels, coupled with demand to experience iconic sites and
locations, pressure is intensifying on popular cultural and natural heritage sites. Locations are trialling timed entry,
diversified itineraries, and narrative re-framing to balance access, conservation, and resident wellbeing. Proactive
planning at high-profile precincts, alongside strong interpretation and dispersal to lesser-known sites, can help protect
heritage values while sustaining the quality of the visitor experience.

Booking.com, “Booking.com’s 2025 research reveals growing traveler awareness of tourism impact on communities,” https://news.booking.com/bookingcoms-2025-research-reveals-growing-traveler-awareness-of-tourism-impact-on-
communities-both-at-home-and-abroad/

Global Sustainable Tourism Council, “Booking.com 2025 Travel & Sustainability insights,” https://www.gstc.org/gstc-at-booking-2025-travel-sustainability-report-launch/

OECD, “Tourism Trends and Policies 2024,” https://www.oecd.org/en/publications/2024/07/oecd-tourism-trends-and-policies-2024_17ff33a3.html

Infometrics, “Creativity Index 2024,” https://www.infometrics.co.nz/product/creativity-index/


https://news.booking.com/bookingcoms-2025-research-reveals-growing-traveler-awareness-of-tourism-impact-on-communities-both-at-home-and-abroad/
https://news.booking.com/bookingcoms-2025-research-reveals-growing-traveler-awareness-of-tourism-impact-on-communities-both-at-home-and-abroad/
https://www.gstc.org/gstc-at-booking-2025-travel-sustainability-report-launch/
https://www.oecd.org/en/publications/2024/07/oecd-tourism-trends-and-policies-2024_17ff33a3.html
https://www.infometrics.co.nz/product/creativity-index/

ABOUT

ABOUT THE RTOS

Destination Queenstown (DQ) and Lake Wanaka
Tourism (LWT) are the Regional Tourism
Organisations (RTOs) responsible for destination
marketing, both domestically and internationally,
and destination management, delivering selected
initiatives from the Queenstown Lakes’ destination
management plan.

The RTOs’ role is to market Queenstown and
Wanaka as leading tourism destinations. This
focuses on attracting high contributing visitors and
supporting the delivery of the destination
management plan to ensure we have a resilient and
future focused industry, within a thriving community
and environment. DQ and LWT communicate and
connect with visitors to generate preference for our
region and to create understanding of our place and
our values. We help businesses to be resilient and
prepared for the future through capability building
and we engage with our community and show
leadership in caring for our place.

The RTO strategy has evolved to support the goals of
Travel to a Thriving Future, as well as continuing to
support the visitor economy with values aligned
marketing, product development and capability
building in line with a regenerative tourism future.

ABOUT THE SEGMENTS

The RTOs use a segment-led approach to connect
with visitors who are drawn to the region’s key
activities and experiences and who share similar
interests and values. Marketing efforts focus on
influencing high-intent audiences, encouraging
them to experience Queenstown and Wanaka
responsibly, and attracting values-aligned, high-
contributing visitors. This approach supports
sustainable, year-round demand and benefits a
broad range of local businesses.

The segment-led strategy is especially important in
the New Zealand and Australian markets, where
segments help position and strengthen the
destination brands, driving sustainable demand and
attracting the right visitors.

SEGMENTS

* Adrenaline

* Biking

* Hiking / walking

* Skiing

* Golf

* Food and drink

* Arts, culture and heritage

* Stargazing
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