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GAIN A DETAILED UNDERSTANDING
OF DQ AND LWT’S GEOGRAPHIC
FOCUS MARKETS THROUGH
PROFILES THAT EXPLORE KEY DATA
POINTS, TRAVELLER MOTIVATIONS,
EXPERIENCE, EVOLVING TRENDS
AND MARKET CONTEXTS

The Business Events Market Insights Guide is designed to
support members by providing valuable insights into visitors
from DQ and LWT’s key focus markets, with a particular
emphasis on business events travellers.

While the guide draws on a range of data and research
sources, including the International Visitor Survey and
International Visitor Arrivals data, it is important to note that
due to classification limitations, the insights primarily reflect
those attending conferences and conventions, and lacks
insights into the role of the domestic business events market
and events types like incentives. This guide should be
considered an indicative resource rather than a
comprehensive representation of all business events
visitors, including those travelling for incentive or other
purposes.




NEW ZEALAND
TRAVEL INSIGHTS

CONFERENCE INTERNATIONAL VISITOR ARRIVALS INSIGHTS

In 2024, New Zealand welcomed 62,157 international visitor arrivals who came with the purpose of conferencing,
accounting for 1.9% of total international arrivals. Australia was the largest geographic market of origin, with 36,144
arrivals, accounting for 58% of arrivals. Length of stay was on average 6.3 days for a conference visitor.

INTERNATIONAL VISITOR ARRIVALS BY MONTH (2019 COMPARED TO 2023 AND 2024)
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CONFERENCE NEW ZEALAND TRIP INSIGHTS

2% of visitors who indicate their purpose of travelling to NZ is for a conference travelled to more than four regions in
NZ. They spent an $287.1 million, but it is important to note this would only cover personal spend — not spend by the
event organisers. Average spend per trip was $2,374, with an average daily spend of $379, well above the average
visitor daily spend of $204.
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QUEENSTOWN LAKES

TRAVEL INSIGHTS

VISITOR EXPERIENCE INSIGHTS*

Queenstown Lakes has a Net Promoter Score (NPS) of +70 over the past 12 months from visitors with the purpose of

visiting the Queenstown Lakes District to attend a conference, convention or other business event indicating advocacy

for the region as a destination.

NET PROMOTER SCORE

Detractor

LOCATIONS VISITED

3.3

AVERAGE NUMBER OF LOCATIONS VISITED

ACTIVITIES UNDERTAKEN

4.4

AVERAGE NUMBER OF ACTIVITIES UNDERTAKEN

Passive
90% Queenstown town centre 91% Restaurants and cafés
5504 Arrowtown 60% Shopping
7 O 45% Frankton 399%  Walking/ hiking
s 21% Gibbston Valley 37% Sightseeing
20% Wanaka town centre 34% Wineries or other wine experiences
Promoter 18% oy 33% Bars/nightclubs
1 8% Glenorchy 32% Lake cruising and river activities
18%  LakeHapes 18%  Llilingsorstes
15% Kelvin Heights/Peninsula 17% Adrenaline activities
9% Kingston 17% Ski, snow, ice activities

SUSTAINABLE TRAVEL ATTITUDES AND BEHAVIOURS*
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OVERVIEW

The global business events industry - encompassing conferences and incentive travel - has rebounded strongly, with
activity levels by late 2024 nearing or surpassing those of 2019. Now valued at around $1.6 trillion, the sector is evolving
through innovation, sustainability, and inclusivity. Key trends include the integration of Al, renewed focus on attendee
experience, a shift toward hybrid and localised formats, and greater emphasis on impact and purpose. While the outlook is
promising, ongoing geopolitical, technological, and economic pressures require the industry to remain agile. Long-term
success will hinge on embracing new technologies, enhancing engagement, and embedding sustainable practices

throughout event design and delivery.

CURRENT LANDSCAPE

In 2024 and early 2025, the business events sector saw a
surge in activity, with record-setting performance metrics
underscoring a renewed appetite for in-person
engagement. IMEX America 2024 reached 15,500
attendees and facilitated over 86,000 pre-scheduled
meetings, exemplifying the industry’s desire to reconnect
face-to-face. Data from Amadeus, STR, and Cvent show
hotel group bookings and RFP activity returning to, or
surpassing, 2019 levels. At the same time, the number of
events globally rose by 52%, highlighting the need for
standout, high-quality experiences. While in-person
formats dominate, hybrid models remain relevant, driven
by accessibility needs, environmental concerns, and
work-life balance. The integration of Al continues to
reshape event delivery, from personalised marketing to
immersive virtual environments. Amid ongoing
geopolitical and economic uncertainty, agility and
inclusivity are increasingly critical for navigating risk and
ensuring events remain relevant and resilient.

ENVIRONMENTAL CONSIDERATIONS

Sustainability is a consideration in the business events
industry, driven by growing expectations from attendees,
sponsors, and organisers. Events are increasingly
incorporating practices such as reducing carbon
emissions, diverting waste from landfills, eliminating
single-use plastics, and sourcing local catering. Venues
with green certifications and suppliers committed to eco-
conscious operations are in demand. Leading initiatives
like the Net Zero Carbon Events and the Events Industry
Council’s Sustainable Event Standards are providing
frameworks and accountability, with examples such as
IMEX America achieving zero-waste status and PCMA’s
Convening Leaders attaining silver certification. However,
challenges persist, including inconsistent sustainability
data and reporting, and competing priorities like cost and
safety. Despite these barriers, sustainability is gaining
traction as an integral part of event planning and delivery.

ECONOMIC CONSIDERATIONS

The economic climate for booking business events in
2024 and 2025 is shaped by both rising costs and ongoing
demand. Event planners face increasing expenses, with
hotel room rates reaching 119% of 2019 levels by late
2024 (EIC, 2024), tightening budgets and prompting more
strategic planning (Skift Meetings, 2024). Travel
disruptions, such as airport delays and dampened
sentiment toward U.S. travel, further complicate
logistics. As a response, planners are exploring more
affordable midsize city venues (Maritz/IMEX, 2024).
Despite economic uncertainty shortening planning cycles
and prompting caution, demand for in-person
engagement remains strong due to its proven value for
relationship-building and strategic outcomes.
Demonstrating return on investment (ROI) and return on
relationships (ROE) has become critical to justifying
participation in business events.
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ABOUT

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.

FOCUS GEOGRAPHIC MARKETS

The RTOs prioritise key geographic markets based
on strategic considerations, including aviation
connectivity, the likelihood of visitors choosing
Queenstown/Wanaka, and alignment with the
behaviours of high-contributing visitors. This
approach maximises return on investment for
members while enabling effective collaboration with
partners such as Tourism New Zealand. By aligning
with Tourism New Zealand’s international marketing
efforts, the impact of regional initiatives can be
further amplified.

BUSINESS EVENTS FOCUS MARKETS

The RTOs have identified and prioritised key
geographic markets through a strategic business
events lens. This prioritisation is informed by factors
such as travel propensity, alignment with the
behaviours of high-contributing visitors, aviation
connectivity, and the ability to engage effectively
and efficiently with each market. Markets marked
with an * indicate priority focus areas for the
business events team, while those marked with a #
represent markets where a presence maintained
and leads supported, in addition to any other
geographic market not specifically listed below.

PRIORITY FOCUS MARKETS
* New Zealand *

* Australia *

* China *

* United States of America *

SECONDARY FOCUS MARKETS

* India #

» Southeast Asia (Malaysia, Singapore, Indonesia) #
* United Kingdom #

* Europe (Germany) #

ADDITIONAL MARKET PRESENCE / SUPPORT
* Japan*
 South Korea*

* Rest of world #
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