


ABOUT MEDIA &
COMMS

Destination Queenstown (DQ) and Lake Wanaka Tourism (LWT)
are the Regional Tourism Organisations responsible for both
destination marketing and destination management in the
Queenstown Lakes District.

Our role is to position the region in both international and
domestic markets and to work collaboratively with partners to
deliver the region’s destination management plan, focusing on
regenerative tourism by 2030 and attracting ‘high contributing’
visitors.

The Media and Communications team is responsible for place-
based story telling through hosted media programmes,
managing news media relationships and press releases,
corporate communications, keeping members updated with
local and industry news and ensuring the region is positioned
as a well-managed, safe, regenerative destination.
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COMMS
OBJECTIVES

e Build positive destination reputation for Queenstown and
Wanaka, leveraging unique destination attributes through
strategic communications.

e Support emergency management and crisis communications
planning for the Queenstown Lakes.

e Build member engagement in Queenstown and Wanaka to
support tourism operators across the region.

e Showcase and support Queenstown and Wanaka’s journey
towards regenerative tourism.

e Establish and strengthen advocacy for the tourism industry by
effectively engaging with key stakeholders, including central
and local government, industry partners, and the community.

e Build positive engagement with local communities through
open and transparent communication, highlighting the
benefits of tourism and addressing community concerns.
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COMMUNICATIONS PRIORITIES
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NEW ZEALAND

FORTNIGHTLY
REMARKS

Member Engagement

Providing DQ and LWT members with regular,
informative communications:

e Fortnightly Remarks newsletter
e Special Remarks updates

e Quarterly Member Updates
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Government investing $13.5m to
turbocharge’ tourism marketing
- Q QOO O

Morming Report 15 April 2025
Government investing $13.5m to ‘turbocharge tourism marketing
-~ O +auee &

The government is investing $13.5 million into Tourism New Zealand in a bid to turbocharge marketing to attract
international visitors. Destination Queenstown's chief executive Mat Woods spoke to Cerin Dann.

From Morning Report, 6:15 am on 15 April 2025

News Media Relations

Protect and build Queenstown Lakes District’s
reputation:

e Farned local and national news media
e | everaging the news cycle

e Partnering with PR agency PEPR for Australia
media opportunities

e Crisis management

Doing it right
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Destination Reputation

Ensure the region is positioned as a well-
managed destination:

e | ead a partnership approach to
collaboratively address and manage
destination reputation.

e Control the narrative around the region’s
news and aspirations through DQ’s LinkedIn
channel.
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MEDIA
OBJECTIVES

e Foster positive destination reputation and grow appeal for
Queenstown and Wanaka in international, domestic and
Australian markets.

e | everage major events and new developments in the region to
grow positive destination appeal.

e Support efforts to grow destination appeal in autumn, winter
and spring across Queenstown and Wanaka.
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Travel IQ Queenstown

Two's company in
Queenstown

Love is in the alpine air.
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Self-Rejuvenation In Lake Hawea and
Lake Wanaka

ACTEAROA, ADVENTURE

By Carolyn Enting June 14, 2024

Alpine Luxury Tou
Picnic at Middle Earth Waterfalls starts with
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with a tandem jump at the Kawarau
Bridge Bungy of take on the world's
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MEDIA PRIORITIES

- BEST OF QUEENSTOWN HOB a5 14°

DQ & LWT Media Programme

Working with New Zealand and Australian
media publications to deliver earned and paid
media exposure for our members:

e Media pitching
e [tinerary development

e Media famil hosting

Husband: Wanna go on a river
cruise in New Zealand? g

Just watched

Tourism NZ/Experience NZ Support
Supporting TNZ media famils that include a
Queenstown and Wanaka component:

e Support itinerary development

e Liaising with members

e Media hosting

I
Autumn glory

“in Queenstown

UTUMN is a magnificent time packages for differentdemographics,
1o explore Queenstown on all the way from Northern Territory to
Fa .

s, Shotover Gorge trail in NZ. Picture: Will Nelson

Alrlines for $1160 per person (down from
$2125), skyscanner.com.au

; Hittheroad

st
Disean ine Tour of ashu aders,
Gibbston Valley, which departs from Queen- SCOFe a bargain on Skyscanner marketplace for cars, That's a great excuse to

PR Assistance

Supporting media with information and
resources to carry out their work:
e [ntroductions to relevant members

e Film permitting resources

e Story development support
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DQ MEDIA PROGRAMME

PRE-TRIP

OPPORTUNITY

Proactively pitch a
Queenstown Lakes District
story angle to target media

Tourism New Zealand (TNZ)
Experience NZ team reach
out with an opportunity via
domestic or off-shore offices

PEPR & DQ/LWT work
together on engaging
specific Australian media in
alignment to key storytelling
angles or objectives

EVALUATION

Once the pitch or
opportunity has been
accepted, DQ/LWT
confirm dates,
participants, propose
an itinerary and
establish key
messages/objectives

PROCESS

DQ/LWT will then:

Engage with members
Organise and prepare
interviews

Health and safety
process

Film permits (if
required)

Finalise and book
itinerary

POST-TRIP

FAMIL

Host media in
the region with
support from
operators

OUTCOME

Famil results in either:

Written articles

TV programme/news
feature

Magazine

Radio

Social Media
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MARKETING OPPORTUNITIES WITH DQ

Comms & Events

Media Programme

Share your interest in working with
visiting media if you would like to
participate in the DQ/LWT or TNZ
Media Programmes.

Look out for member opportunities
in newsletters including Fortnightly
Remarks, Special Remarks and
Member Capability Updates.
DQ/LWT hosts regular Member
Connect sessions, Quarterly
Member Updates events and an
Annual General Meeting.

Let us know your media-friendly
stories that align with the region’s
regenerative tourism goals.

Sign up to our communications
here.

Send your latest assets

Providing DQ/LWT with high quality
imagery of your product or offering
ensures appropriate
representation of your business.
Ensure your assets have
permission for DQ/LWT and third-
party use, allowing us to use this in
our activity and across all
channels.

Send us your assets.

Sowing Seeds For Future Generations:
Queenstown Comes Together For
Planting Events

2,500 trees planted in two days to help restore and enrich the future

of this place.

Share your stories

We’re always keen to hear about
the regenerative or sustainability
initiatives at play in your business.
Send your stories and updates to
the team to help inform our activity
and storytelling.
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https://www.queenstownnz.co.nz/destination-queenstown-member-area/newsletter-sign-up/
mailto:info@queenstown-wanaka.nz
mailto:info@queenstown-wanaka.nz
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