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Agenda

• Colin Keel – Queenstown Airport

• Andrew Waddell – Tourism New Zealand

• Destination update

• DQ Aussie view

• Business plan 2019/20

• DQ Funding proposal
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Market spend

National Queenstown
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Visitor spend – Ye January 2019

National Queenstown
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Visitor spend - Ye January 2019

National Queenstown
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CAM guest nights 
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CAM December 2018 y/e
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Australia
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5 million
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5 million



18

2.5 million
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700,000
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Australian visitors – monthly 2018  
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Australian spend categories
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Queenstown visitor motivations
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Reason for visit
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Destination choice
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Queenstown visitor expectations 
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Multiple expectations
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Satisfaction with Queenstown experience
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Experience vs expectations
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Experience vs expectations
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Overall Queenstown Experience
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Propensity to recommend
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Likely to return
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How many visits?
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Primary Audiences

Self Developer Reward Seeker

Target Audiences
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Winter Proposition
Proposition: Fun on and off the mountain

• Premier ski and winter holiday destination in Australasia, 
located in the heart of the Southern Alps

• Choice of four ski fields within a short drive catering for all 
abilities

• Range of year-round activities provide fun on and off the 
slopes.

• Vibrant nightlife and après ski scene.

• Queenstown Winter Festival is the Southern Hemisphere’s 
biggest winter celebration announcing the start of winter.

Target market: single adventurers and self developers.
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Spring Proposition
Proposition: Snowy mountains, green valleys

Spring is the perfect season to enjoy everything 
Queenstown has to offer. Longer, warmer days mean you 
could be carving fresh tracks or hitting the terrain park on 
your snowboard in the morning, and playing a round of 
golf or finding an adrenalin thrill in the afternoon.

Queenstown is a premier ski destination with varied 
terrain and great snow conditions in spring.

Target market: single adventurers and self developers.
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Domestic & Australia Always On
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER

STORY 
PLATFORMS

EVERGREEN

FOOD AND WINE

WALKING AND HIKING

WHAT’S ON - EVENTS 

ADVENTURE

QUEENSTOWN HOLIDAY & EVENTS

FAMILY FUN

LANDSCAPES

PULSE

MOUNTAIN BIKING MOUNTAIN BIKING

GOLF GOLF

SUMMER 
SUMMER IS 
HERE

WINTER IS 
COMING SKI AREAS OPEN CORE WINTER

WINTER FESTIVAL

WINTER GAMES

GAY SKI WEEK

SPRING

HIGH IMPACT

AUTUMN 
CAMPAIGN

WINTER CAMPAIGN WINTER CAMPAIGN
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Domestic & Australia Always On
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Winter Campaign Launch
VIPs & Media

• Exclusive campaign screening

• Queenstown après ski theme

• Networking with potential partners

• Attendees included:

– Vogue

– Channel 7

– Fairfax

– Boss Hunting

– Triple J

– TimeOut

– Woman’s Day

– Matty J (The Bachelor)

– Mountain Watch
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Winter campaign 2019
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Campaign results

Platform Reach Views

Facebook 3,851,532 237,219

Trueview 1,277,374 1,592,783

TOTAL 4,858,906 1,830,002
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Winter Campaign Supporting Activity

Snows Best

Specialised Ski

Boss Hunting

Men’s Lifestyle

Time Out

City Lifestyle
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Trade marketing

• Consumer marketing and campaigns lead and inform our 

trade channel and industry activity. 
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The markets we can most readily influence

Long term priority
Sustained investment 

Balanced portfolio
Nimble & responsive to 
change and opportunity
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Summary of Australia

• Very large market 

• Close and accessible

• We have what they don’t

• What we offer is highly appealing

• High value visitors – spend

• Repeat ‘lifetime value’ market
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Business Plan 2019/20
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Strategic priorities 2019 - 2021

• Our brand – Our place – Our stories

• Growing visitor value

• Our visitor portfolio

• Sustainable host community
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Goals
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FY19-20 Organisation Objectives

• Continue to build our brand positioning to inspire visitors and strengthen 
Queenstown’s reputation.

• Continue to target a diverse portfolio of visitors to optimise opportunities 
and drive sustainable future demand for our members

• Grow the value of visitors to Queenstown by positioning Queenstown as an 
aspirational and accessible destination for travellers of all styles

• Engage with our stakeholders to support positive community sentiment 
toward tourism



Our strategic focus translates 
to DQ’s role of influence and 
market intervention to achieve 
the key objectives of a diverse 
visitor portfolio and to grow 
value ahead of volume.

Strategies into actions
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Market Matrix
Market 

Type

Market Objective Target Audiences High 

impact 

campaign

Always 

on 

digital

Content 

and  

website

PR and 

media

IMP Trade QCB

Critical Core New Zealand Grow domestic visitation in Autumn, Winter and 

Spring by continuing to build seasonal propositions.

• Independent professionals 

• Active Boomers

• Conference and Incentive market

✓ ✓ ✓ ✓ ✓

Australia Grow our share of Australian outbound travellers, 

targeting winter and spring visitation, maximising 

opportunities through integrated consumer and trade 

marketing activity.

• Independent professionals

• Active Boomers

• Conference and Incentive market

✓ ✓ ✓ ✓ ✓ ✓ ✓

Pacific Rim China Influence high value segments to travel outside of 

peak Chinese travel seasons, specifically developing 

our winter and spring propositions, targeting tier 1 & 

2 cities in China.

• High value young professionals

• High value multi-generational FIT family 

groups

• High value ADS groups

• Incentive market

✓

(via 3rd 

parties)

✓ ✓ ✓

North America Target premium visitors across the channels, raising 

the profile of  Queenstown in new ports as well 

existing ports

• High value young professionals and 

active boomers

• Incentive market

✓ ✓ ✓ ✓

South East 

Asia

Grow Queenstown's share of New Zealand arrivals 

from SEA

• Independent professionals

• Incentive market

✓ ✓ ✓ ✓

Long Haul India Target high value visitors that travel in autumn and 

spring, aiming to both grow overall Indian arrivals into 

Queenstown in shoulder months and increase length 

of stay.

• Family market (travel in May)

• Honeymoon market (travel October -

January)

• Incentive market

✓ ✓ ✓ ✓

UK & Germany Reenergise and reinforce our adventure credentials, 

specifically with the youth market.

• High value travellers of all styles

• Youth market

✓ ✓ ✓ ✓

Emerging Indonesia, 

Brazil and 

Argentina

Develop market entry strategy and leverage TNZ-led 

opportunities

TBC ✓ ✓
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Next steps

• Draft Plan live on www.queenstownNZ.nz and via Special Remarks 
newsletter

• Feedback welcome by 2 April to saraho@queenstownNZ.nz

• DQ’s Strategic Review Board meeting 9 April

• Submission to QLDC Annual Plan 12 April 

• Questions/feedback?

http://www.queenstownnz.nz/
mailto:saraho@queenstownNZ.nz
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Destination Queenstown
Funding Proposal



Tourism is the backbone and driver of Queenstown’s economy.

Destination Queenstown exists to influence the sustainable growth of 

tourism for the long term wellbeing of our business owners, 

stakeholders, employees and communities. 

We intervene to help shape and control our future and ensure 

external parties and market forces don’t define what happens to us.



MARKET OPPORTUNITY
MATRIX

New, 
first 
time 

visitors

How 
long 
they 
stay

When 
they 
visit

Repeat 
visitors

Domestic

Australia

All long haul

Some long haul
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1. $500k Australian market
• Our most important long term international market, we will invest in core winter, autumn and spring. 

We have been outspent by other regions in recent years and our ability to attract co-investment has 

been limited.

• Australia has huge untapped future potential and is core to our resilience should there be 

international shocks, impacts or economic slowing in other long haul markets.

2. $120k Domestic shoulder season marketing.
o Our most valuable single market and the most readily able to motivate with promotion activity. Invest 

in autumn and spring activity where we have seen significant success with current limited budgets.

How we will apply additional investment
Four priority areas
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3. $180k visitor insights, research and data
o Various investments and projects to better understand and monitor trends and data to inform DQ 

marketing activity as well as community stakeholders and decision making. Investment areas would 

include:

 Visitor destination perceptions

 Visitor motivations

 Visitor experience tracking 

 Key visitor metrics and analysis

 Understanding of non-commercial accommodation use and growth

How we will apply additional investment
Four priority areas

4. $100k Queenstown Winter Festival
o Core investment in Queenstown’s annual celebration of the start of ski/winter 

season. One of New Zealand’s iconic events celebrating its 45th year in 2019.
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The only way to achieve a change in the budget requires DQ to seek member 

agreement and to provide evidence of this to QLDC during the annual plan process. 

The Board of DQ is recommending to members a funding increase of $900,000

 Effective from the 1st July 2019

 Core funding increase from $3.6million to $4.5million.

There has generally been a decrease in the amount paid by members due to the 

significant growth of the number of rateable properties in the Wakatipu. 

Recommendation
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DQ levy funding summary 2007 to 2020
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Further information & key dates

• Proposal document and Frequently Asked Questions FAQ’s available to members.

• Key dates

– Member consultation February 28th to April 3rd 2019

– Member forum to present proposal February 28th 9.00am Copthorne Lakefront

– Member update March 14th 8.00am Crowne Plaza

– Member meeting for vote on proposal April 3rd 8.30am Copthorne Lakefront

– Submission to QLDC due April 5th
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Thank You


