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Domestic Visitor Experience 

Net Promoter Score Visitor Satisfaction

Tourism Sentiment Index Score

TSI Score

Vs national score: 55 National: 20
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The tourism industry of Queenstown Lakes has much to be proud of 
● The region is known for strong economic performance and has seen incredible change over the last 

century. 

● There is no doubt that the combination of majestic natural landscapes and a world-class tourism system 

has underpinned this success. 

Prior to COVID-19, this region saw a tourism boom 
● Visitor expenditure grew exponentially, from $1.3B in 2009 to $3.1B in 2019 

● Tourism remains a foundation of the local economy, accounting for 55% of GDP and around half of all 

employment.

Despite this success, the region’s tourism industry faces significant, interrelated challenges 

driven by local, national and global factors
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Created with and for local communities;

• 8 x design forums and 7 x community events held throughout the district. 

• 60 + 1-on-1 interviews. 

• Forum specific for tourism operators.

• Regenerative Tourism by 2030 questions included in the QLDC Quality of Life 2021 survey.

• Pinnacle Event: Interactive three-hour session that included a panel discussion, keynote address and 

community workshop as part of WAO Summit.

What do you love about this place?   

What are your taoka?

What would you like the future of this place to look like for your great, great 

grandchildren and for those who visit us in future? 
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➢ Residents see tourism’s potential to make the world a better place to live. 

➢ This vision recognises that the visitor economy has an important role in achieving value 

economically, socially, culturally and environmentally. 

➢ The vision also aligns with Vision Beyond 2050, which is based upon the values that collectively 

define what is unique about the Queenstown Lakes district.

Improving local and visitor wellbeing and experience, forging connections between people and 

places, and enabling ecosystems to thrive, so that… 

The district becomes known as a leading example of how  tourism can be used to create a better 

future. 



➢Draft plan open for feedback 15 July – 3 August

➢Head to www.regenerativetourism.co.nz

➢Final version to be ratified by RTO Boards and goes to September Council 

meeting for adoption
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- Thanks to those that gave feedback

- Available for review in the Member Extranet portal

- Focus on destination marketing but introducing some 

destination management activity



DQ has a twofold responsibility over the short and medium term. There is

an immediate need to encourage the return of visitors for our businesses,

but also to ensure that it returns in a style that supports social and

environmental initiatives and benefits and enhances the lives of people that

live here.

The challenge is to meet the following objectives as part of

DQ’s two-fold responsibility:

1. to support the recovery of the local visitor economy by generating

demand and preference for Queenstown from the domestic, Australian

and selected long-haul markets

2. to participate in the delivery of initiatives from the Queenstown Lakes

destination management plan that seeks to move the industry toward

regenerative tourism by 2030, to enrich the district on all levels —

economically, environmentally, socially and culturally.



DQ will continue to commit its full resource from the QLDC tourism levy to driving

demand from both the domestic and international markets, converting this demand to

visitation and expenditure.

While destination marketing will remain a priority in FY22-23 to support recovery, initial

work programmes from the region’s new destination management plan will be

introduced.

Visitors who enrich  Queenstown’s 

social, cultural, environmental & 

economic wellbeing.

Attract high value visitors who 
spend longer in our region, seek 
the experiences we offer and 
value our environment and 
community. 

Demand generation  and 

conversion to  support 

tourism  business.

Limit susceptibility to  

negative macro events  

through diverse portfolio.

Market stimulus and 
development. Diversity of 
visitors and markets.

Reactivation of visitor 

markets  to drive 

demand as they open.

On the pathway to  
regenerative tourism in a  

community that feels tourism  
enriches our place.

Commence destination 
management 
implementation

Pride of place and 

building  community 

support for  tourism.

FY21–22 FY22–23 FY23–24

Protect our reputation 

and  build our brand 

through  stories of people 

and place.

Define our destination’s values, 
articulate this in our brand, 
celebrate our culture, share 
our stories 

A desirable destination  

brand well positioned to  

attract high value visitors.
BRAND

VISITOR

VALUE

COMMUNITY



1. Target high-value visitors

2. Nurture our destination brand and foster  positive destination

reputation

3. Keep our destination brand alive in international markets

4. Promote and leverage events

5. Support member capability building  

6. Attract business events

7. Be a data and insights driven organisation



1. Enrich communities and the visitor experience
Embrace and nourish the unique identity of  our communities in ways that 

enhance visitors’  experience and their sense of connection to our place.

2. Foster an environmentally regenerative  visitor economy
Ensure the visitor economy has a positive  environmental impact and is 

aligned with being  net zero emissions and zero waste by 2050.

3. Build resilience, capability, and  productivity
Nurture development of a thriving visitor economy that is resilient, 

productive and ready  for the future

4. Enable a regenerative visitor economy  

Create and support the relationships,  structures and systems needed to 

enable a  regenerative visitor economy.
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• Grow our destination preference and foster positive destination reputation
• Harness the potential of high value visitors
• Growth in visitor participation in our key segments

• Targeted growth in visitor expenditure
• Recovery of tourism's contribution to QLDC GDP 
• Recovery of number of FTE's related to tourism in the QLDC 

• Maintain Community Sentiment and social license to operate in the region with 
the return of international tourism

• Grow awareness and participation of the Regenerative Tourism by 2030 
Destination Management Plan

• Commitment to caring for our environment
• Building awareness/ knowledge and measuring impacts
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- Domestic & Australian Winter Campaign

• 468k website visits, 92k member referrals

- Our People, Our Home series – tourism sentiment campaign

• 945k video views 

- Launch of direct-to-consumer eDM strategy 

- Launch of Event Marketing Campaign ‘What’s on this Winter’ 

- Launch of Member Data & Insights Hub and Monthly Data Snapshot 

- Media Programme

• 13 famils, 7 content partnerships

- Re-commencement of ‘Queenstown Connect’
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- Winter brand video production

- Food and drink industry partnership photoshoot – first activity from MDP

- Production of ‘Our People, Our Home’ series two

- Launch of always-on digital strategy in NZ & AU

- Spring campaign 

- Golf Market Development Plan finalisation

- Media programme | famils and content partnerships

- ‘Emerging Trends’ Consumer Demand study

- Launch of Destination Management Plan – September

- New Marcomms quarterly report launching this quarter



https://www.youtube.com/watch?v=ygA4gBCGrgE
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+29%

+19%

+3%
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