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Directors Summary

Marketing & Communications Team

The DQ marketing communications team had a busy spring season, focused on generating
sustainable demand, which has converted strongly over summer. It's been wonderful to see
Queenstown vibrant and buzzing with visitors enjoying our beautiful home, but we have had significant
challenges with with staff shortages to also contend with. Demand for Queenstown continues to grow,
and this is evident with visitor numbers over the last quarter nearly in line with 2019 numbers.

With confidence in ongoing visitor demand, the team is exploring ways to ensure DQ activity evolves
to support the region’s regenerative tourism ambition. In December the completed Queenstown
Lakes regenerative tourism strategy, “Travel to a Thriving Future,” was shared and it centres on
tourism supporting thriving communities in the Queenstown Lakes region. The strategy has exciting
and bold goals for our industry and region, which will ensure we have a vibrant and healthy industry for
years to come. With forward demand for Queenstown looking so strong, the challenge for the
marketing communications team is to review the dream-plan-book model we have used so
successfully for the last three years to drive referrals to your businesses, and translate this to a model
that identifies and targets visitors that represent value for Queenstown economically, environmentally,
and socially. An updated model will underpin the activity we plan for the FY23-24 year, but it will
certainly see a greater focus on telling the stories of our people and place and showing the heart and
soul of our amazing businesses, with a focus on sharing our efforts in the regenerative space. Of
course we will continue to ensure we build the Queenstown brand and generate destination
preference, but the activity and model may look a little different — an exciting evolution.
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Always-on Campaign | 1 October - 31 December

DQ’s always-on digital marketing and social campaign means
Queenstown has a digital destination presence in both the domestic
and Australian markets year-round, aimed at supporting sustainable
demand, as opposed to high impact seasonal campaigns. The activity )
and content are designed to shape the destination reputation, share ' (%
stories about our place and people and attract likeminded visitors. facebook

10:44 4

facebook

Calling those who seek adventure. Hear the call
from this majestic place and let it inspire you to
go further than you've gone before.

Experience Queenstown's rich heritage sites at
The current full-funnel (dream - plan - book) strategy means DQ has a relared pace. Here's how o explore
L . . . . . Queenstown's top three diverse Tohu Whenu
activity live in all layers of the travel consideration funnel, generating sites by bike 3%,
brand awareness and engagement, driving website visits to

QueenstownNZ.co.nz and member referrals via product listings.

‘Your Queenstown adventure awaits.

THINGS =
IN QUEENSTOWN

Thinking about atrip to Queestown?
. Discover what to do while you e
DQ's consumer segment videos have recently been updated and
launched into the always-on digital campaign. The new 30 second
and 15 second videos take a story-led approach, leveraging visitor
motivations and drivers for a passion-first holiday. The first five spring
and summer segments can be viewed here: Hiking, Golf, Adrenaline

Mountain Biking and Biking.

queenstownnz.co.nz
Queenstown's Top Three  |_earn more
Heritage Sites by Bike

queenstownnz.co.nz
Queenstown, Home of Vear more
Adventure

# Write a comment... (- ) G

Always-on digital campaign results:

QO a1 25 comments 21 shares

oY Like (D comment 2> Share

17 comments 16 shares

. Paid social reach 2.17m (Facebook, Instagram & TikTok) O comment 2> share

e  Paid social engagements 376k

e Video views 819k (Facebook, Instagram & YouTube)
. Web sessions 460k (AU & NZ only)

. Referrals 130k (AU & NZ only)


https://www.youtube.com/watch?v=y_jBAksx0AI
https://www.youtube.com/watch?v=LnKX8M14vjM
https://www.youtube.com/watch?v=UvePAVGAJiQ
https://www.youtube.com/watch?v=mOgBJ-dSBmw
https://www.youtube.com/watch?v=KpTumpgTPiI
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Consumer Marketing Activity

QueenstownNZ.nz Website | 1 October - 31 December

QueenstownNZ.co.nz is the official information source on Queenstown, providing
travel inspiration and everything visitors need to plan and book their trip.
QueenstownNZ.co.nz is the call to action on all DQ marketing activity. We aim to
drive the visitor down the consideration funnel from planning to booking, ultimately
resulting in conversion via operator listings.

Some of the website developments for the quarter include:

Homepage - Following the release of the Queenstown Lakes regenerative tourism
strategy goal of “Carbon Zero by 2030”, the homepage received a significant update
to reflect the new focus. This entailed announcing the goal and plan, as well as re-
aligning content to reflect the direction of the 'Travel to a Thriving Future' strategy.

Love Queenstown - While the Love Queenstown community fund is being
developed, we produced a holding page to capture interest and build anticipation
for the project.

Members area - The members area has been refreshed with relevant information,
including quarterly reports, marketing communications and information on how you
can getinvolved with DQ's activity.

QueenstownNZ.nz blog creation - 19 new blogs were produced over the quarter,
along with ongoing refinement and development to existing blogs on the website.
Five of the new blogs were created to highlight sustainability and community,
speaking to the great initiatives operators are implementing for the community.

Website performance: Top five cities (website traffic):

. Over 540k visits . Auckland 24%
. Over 152k member referrals o Sydney 10%
. Conversion rate: 28.0% . Christchurch 8%

. Melbourne 7%

. Brisbane 5%

Queenstown Lakes Is Going Carbon Zero By 2030.

& queenstownnz.conz

LOVEe

QUEENSTOWN

To Love Queenstown means to
care and protect this place while

you're visiting, being conscious
about the decisions you make
and how they impact the
environment that makes it all
possible.

We're building a giving platform
supporting localised climate
and environmental projects that
actually make an impact. Learn more

r mission h


https://www.queenstownnz.co.nz/regenerative-tourism-2030/
https://www.queenstownnz.co.nz/regenerative-tourism-2030/
https://www.queenstownnz.co.nz/love-queenstown-newsletter/
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Digital Activity | 1 October - 31 December

Direct-to-Consumer Email Strategy

DQ's direct-to-consumer email campaigns are tailored to reach domestic, T
Australian and long-haul audiences with relevant and inspiring content that

aligns with their interests. Content is aligned to DQs consumer segments,

highlighting activities such as biking, hiking, food and drink, golf, and family-

friendly adventures. This work includes an ongoing paid EDM subscription

11:388 ol
& queenstownnz.co.nz

AMa Queenstown NZ

=== Sponsored - @

Iasq

campaign to encourage people to sign up for DQ’'s communications.

In the last quarter, DQ produced seven EDMs:

Adrenaline | 4 October | 40.9% OR | 19% CTOR
Family | 12 October | 39.8% OR | 11.5% CTOR
Golf |8 November|58.5% OR | 12.9% CTOR
Biking | 18 November | 52.1% OR | 14.2% CTOR
Hiking | 2 December | 47.4% OR | 17.8% CTOR

From music and food festivals to golf
tournaments and mountain marathons,
Queenstown's summer calendar is ... See more

WAl Queenstown NZ

Events/Things to do | 13 December | 42.5% OR | 17.8% CTOR = X
Thinking about a Queenstown escape? Get

Food & Drink | 16 December | 43.3% OR | 8.8% CTOR o ST B S

Event Marketing

What's on

'What's On’ is the domestic event marketing campaign created to generate this summer o,

awareness of upcoming major events happening in Queenstown throughout
the seasons. The event marketing activity is live across digital channels,
including Facebook, Instagram, and Paid Search, directing people to the
Queenstown Events Hub on QueenstownNZ.co.nz. This campaign includes

Queenstown Bike Festival: Roam Central: 26 - 29
20 - 29 January Learn more January Learn more
What's on this summer What's on this summer

© You, Raegen Tyrer and 29 others

marketing support for major events such as Crankworx Summer Serries, queenstownnzconz oy like (O Comment > share
. j Get Queenstown Inspiration Sign up
Roam, Queenstown Bike Festival, and the New Zealand Golf Open. Subscribe to Queenstown NZ

OR = Open Rate, CTOR = Click to Open Rate g e () oot p)ishens


https://marketing.queenstownnz.nz/acton/rif/44251/s-0058-2210/-/l-0007:461e/q-0015/showPreparedMessage?sid=TV2:BKAEGKlqQ
https://marketing.queenstownnz.nz/acton/rif/44251/s-005c-2210/-/l-0007:461e/q-001c/showPreparedMessage?sid=TV2:v0NY9bcii
https://marketing.queenstownnz.nz/acton/rif/44251/s-006f-2211/-/l-0007:461e/q-001b/showPreparedMessage?sid=TV2:nLoqb97WV
https://marketing.queenstownnz.nz/acton/rif/44251/s-0073-2211/-/l-0007:461e/q-001f/showPreparedMessage?sid=TV2:1uLtaipQV
https://marketing.queenstownnz.nz/acton/rif/44251/s-007a-2212/-/l-0007:461e/q-001d/showPreparedMessage?sid=TV2:sOecG4FcS
https://marketing.queenstownnz.nz/acton/rif/44251/s-0086-2212/-/l-0007:461e/q-0021/showPreparedMessage?sid=TV2:AYMeTXRKn
https://marketing.queenstownnz.nz/acton/fs/blocks/showLandingPage/a/44251/p/p-0043/t/page/fm/0
https://www.queenstownnz.co.nz/things-to-do/events/
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Social Media Activity | 1 October - 31 December
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Over the quarter, DQ's social channels continued to promote
aspirational and educational content to drive preference for
the spring and summer seasons.

Content during this quarter was curated to align with our core
spring and summer consumer segments including hiking,
biking, family, adrenaline and golf.

Queenstown NZ's TikTok account continued to leverage
the ever-growing popularity of short-form video content
by posting weekly user-generated content from a range of
locations across the region.

Queenstown NZ's Instagram account continued to post daily
content throughout the week, made up of a range of posts,
reels, guides, and partnership posts with Roady NZ.

Queenstown NZ’'s Facebook account continued to promote
arange of owned blogs, media editorial, news stories and user
generated content.

Social post highlights of the quarter

Id this walk to your
ueenstown bucket list

Queenstown NZ - 11-11
) If you love nature and winning views,
ou'll want to check out Bob's Cov.

ing for a unigue p
D Liked by Fuby;

£ Original audio. quee

Tik Tok

Ziptrek x Roady NZ Bob’s Cove Nature Walk
Views: 62k Views: 226K

Likes: 2,348 Total watch time: 253 hours
Comments: 54 Likes: 7,909

Saves: 209 Saves: 1,791

Shares: 447

Steamer Wharf Rainbow

Reach: 150K
Reactions: 5,093
Comments: 297
Shares: 339
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Additional Marketing Activity | 1 October - 31 December

A range of additional marketing activity was rolled out over the quarter to I oo

support DQ’s consumer marketing and always-on activity. This additional
activity includes passion-point led partnerships and collaborations as well as
new content production or photoshoots.

Cerethat Otage Jowking Route,

Road Trip

With plenty of @chargenetnz stations along this stretch of 03 With plenty of @chargenetnz stations alon this stretch of road
It was the perfect route for an £V roady. + it veas the prfact ute for an TV roady. §

be o The route can be done in either ditection and is super convenient
o with @queenstownairport & @dunedinairport having

@sixtnenzealand depots at etther end.

15 super convenient
thaving

Queenstown Wanaka Dirt Reports - The Queenstown Wanaka Dirt Report is
a collaboration between DQ and Lake Wanaka Tourism designed to promote
the regions mountain biking parks and riding areas, as well as events and
community initiatives. Promoted across digital channels, the fortnightly video
series launched 13 October, and will run through until 1 March 2023.

incwzealand depots at cither end.
We picked up our @polestarcars from the @sixtnewzealand
depot at Queenstown Airport and our road tip started in the
adventure capital of @queenstownnz It was then through the
stunning centralotagonz before finshing p aiong the East
2

olestarcars from t

We picked up our
depot at

Coast in @auncainnz.

ons along the Central Otaga Tousing Here are 15 recommendations along the Central Otago Touring
Route:

Route:

- Spend a night at the beautiful @driftawayqueenstown - Spend a night a the beautiful @driftawayqueenstown

- Fy through the trees with @ziptreknz & - Fly through the trees with @ziptreknz &

NZ Cycling Journal - DQ partnered with Pedal Press Media to bring editor
Liam Friary to Queenstown for a 4-day Queenstown Trail famil, resulting in a 16-
page feature in the December publication of NZ Cycling Journal telling stories
of people and place along the trail.

@D ke by rbysoole and M1 athers

Roady NZ Central Otago Touring Route - In partnership with Enterprise
Dunedin and Central Otago Tourism, Roady NZ completed a low-impact Central
Otago Touring Route itinerary using an EV and experiencing sustainable and S ———

regenerative activities along the way, resulting in a social media campaign, blog
and trade video.

Food & Drink Content Production - The food and drink content development
project was launched to DQ members in October and received over 25
expressions of interest from various restaurants, bars and cafes. Production
logistics and details have been finalised, and a long-range shoot schedule has
been created with the first shoots planned for summer 2023.

Qv A

@ Uked by queenstowntrails 3nd 60 others

©
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Additional Marketing Activity | 1 October - 31 December

Love Queenstown, Community Fund - The first project from the Queenstown Lakes
regenerative tourism strategy, Love Queenstown is a giving platform raising funds for localised
climate, conversation and environmental projects, supporting the organisations on the ground

who are championing this work, as well as funding the innovators and change-makers who are Love

building solutions to achieve a regenerative, carbon zero future.
QUEENSTOWN

Over the quarter, the brand identity has been developed and finalised, with the website landing
page and other marketing assets in development.

e
N -k .

Community and member socialisation of the fund has begun, with two Queenstown Connect
sessions completed. To Love Quesnstoun means o care and protect thisplce whls you'r visiing, being
conscious about the decisions you make ar

ind how they impact the environment that
makes it all possible.

ed climate

mental projects that actually

NZ Mountain Biker Magazine - DQ partnered with Pedal Press Media to produce a 12-page R
feature on the Queenstown Mountain Biking scene, celebrating the local legends behind
the trails and the passionate community who dedicate their time and effort to growing and
maintaining Queenstown’s mountain biking reputation. Feature will be live in January 2023.

Hold Tight - Good Things Are Coming In 2023

Virgin Australia is in Queenstown, New Zealand.
Roady NZ Hiking Campaign - Leveraging Roady NZ while they were in Queenstown for the ol
Central Otago Touring Route, a suite of hiking videos and activity was produced and published
across Roady NZ social media channels ahead of summer to give their audience inspiration on low
impact ways to experience Queenstown's landscapes.

48 hours in Queenstown, in 48 seconds, with GoPro

[T 4

Virgin Australia First Flight Support - DQ supported Virgin Australia on their first post-covid
flight back to Queenstown, partnering with GoPro and three of their Australian Ambassadors to
produce a range of content highlighting sustainable and new experiences.

@B ke by rubysaote s 2,283 others

® ©O Reelist, TravelManagers-Penny Stansfield and 600 others 142 comments 20 shares
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Media Activity

Media Programme Activity | 1 October - 31 December

The Media team supports DQ's overall marketing and positioning
activity by facilitating and encouraging written and visual
storytelling which aligns with the DQ segments and strengthens
the destination narrative.

Over the last quarter, the DQ media programme pitched stories
and hosted journalists to deliver editorial content aligned with the
key seasonal segments including, food and drink, family, winter
lovers, and ski enthusiasts. The DQ Media team also organised
sponsored content in publications aligned with the campaigns and
wrote blog content for the DQ website.

Editorial Generated via DQ Media Programme

Freelance writer Anna King Shahab'’s ‘Sustainable Travel: Environmental friendly activities in Queenstown'’ - live in November.

Virgin Australia media group famil outcomes, ‘Hilton Queenstown is a lakeside retreat for adventure seekers’ in Executive
Traveller,‘Get on your bike: Queenstown top 7 bike trails to explore’ in Virgin Australia inflight magazine, ‘Abondoned flight
route to NZ back with big sale’ in News.com.au, 'Virgin Australia makes it return to NZ" in Executive Traveller, 'How To Do A Long
Weekend In Queenstown If You've Chewed Up All That Sweet Annual Leave'’ in Pedestrian. There will be a further 4 articles to
come from the famil trip.

Anthony Dennis 'Kamana Lakehouse review' post famil in May.

West Australian wrote the article ‘Queenstown reveals its tasty side’ after pitching.

Traveller Australia wrote ‘Traveller's four greatest sunrise and sunset moments for 2022" after Anthony Dennis's famil in May.

Freelance writer Craig Tansley wrote the article ‘Gin-tasting takes to the skies' which has been published across 11 regional
publications in Australia. He also wrote ‘Traveller's 17 greatest moments in food for 2022 which was published in Traveller
Australia and the Sun Heard.

Sally Scott wrote the article 'High Tea at Wakatipu Grill, Hilton Queenstown’ after her famil in October.

Concrete Playground did a review of The Carlin Boutique Hotel after their famil in August.

Joanna Hunkins wrote 'Dishes and Destinations’ and ‘The Golden’ in Australian Gourmet Traveller post famil.

Qantas Travel Insider magazine's article ‘Eichardts Private Hotel - Hotel Review' is now live post famil in May.

Famil Activity (Experience New Zealand - (TNZ))

National Geographic (UK) showcasing the region in the December edition.

Content Partnerships

The final of our bi-monthly, four-part series in dish magazine profiling some of Queenstown’s talented chefs and winemakers
was published.

Partnership with New Zealand Cycling Journal undertaken, creating a 16-page article showcasing the Queenstown Trail as a great ride.

Partnership with New Zealand Mountain Mountain Biker magazinedelivered, creating a 14-page article showcasing the
mountain bike community behind the trail building throughout the region.


https://www.nzherald.co.nz/travel/sustainable-travel-environmentally-friendly-activities-in-queenstown/P7WP7PIOURVW5CTJ5O2WE3VYNI/
https://www.executivetraveller.com/hilton-queenstown-hotel-review
https://www.virginaustralia.com/inspiration/nz/travel-tips/mountain-biking-queenstown
https://www.news.com.au/travel/travel-deals/abandoned-flight-route-to-new-zealand-back-with-big-sale/news-story/f28cc27cb819c7a826a70641cf24ff7f
https://www.news.com.au/travel/travel-deals/abandoned-flight-route-to-new-zealand-back-with-big-sale/news-story/f28cc27cb819c7a826a70641cf24ff7f
https://www.executivetraveller.com/news/virgin-australia-new-zealand-queenstown#:~:text=After%20several%20false%20starts%20and,times%20weekly%20schedule%20from%20Melbourne
https://www.pedestrian.tv/travel/queenstown-long-weekend-itinerary/
https://www.pedestrian.tv/travel/queenstown-long-weekend-itinerary/
https://www.traveller.com.au/kamana-lakehouse-review-queenstown-new-zealand-one-of-the-best-views-of-one-of-nzs-most-spectacular-locales-h27cfl
https://thewest.com.au/travel/queenstowns-tasty-treats-c-8499249
https://www.traveller.com.au/100-moments--sunsets-h27xdz
https://www.exploretravel.com.au/story/7922611/heres-a-tonic-gin-tasting-takes-to-the-skies/
https://www.traveller.com.au/seventeen-of-the-best-cultural-travel-moments-from-2022-h27xcp
https://highteasociety.com/reviews/high-tea-wakatipu-grill-hilton-queenstown/
https://concreteplayground.com/auckland/hotel/the-carlin-boutique-hotel
https://www.qantas.com/travelinsider/en/explore/south-pacific/new-zealand/queenstown/eichardts-private-hotel-review.html
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Communications Activity | 11 October - 31 December

The Communications team is responsible for member Media releases sent covered
communications (newsletters, reports, news media relationships, . . .
. . P . . P . Best snow conditions in decades set Queenstown up for record 2022 winter
events), actively managing the reputation of the destination
and crisis management. The team also supports with DQ and o ‘Tourism for a Better Future’ regenerative tourism strategy to be enhanced following feedback

Experience New Zealand (TNZ) media famils. . . . . o
. Queenstown Lakes announces intention to be first carbon zero tourism destination in the world

Member events

. Regenerative Tourism update
............................................................................................ . Queenstonn Connect sessions for emerging traveller rends and Love Queenstown

o End-of-year update

Enquiries responded to covered a range of topics including
....................................................................................................... ¢ Tourismrecovery
. Regenerative tourism
o Tourism Minister's funding announcement
............................................................................................ . What's new for summer

o Queenstown affordability.
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Data and Insights Activity | 1 October - 31 December

The data and insight's function provides DQ staff, members and stakeholders with quality data,

information and research to enable informed decision making and guide activity. T L e e e Al

Responsible for anything data and research related including running the 90 day forward
outlook, monthly data snapshots, quarterly reporting, and managing research providers.

Golf market development plan

The Queenstown Golf Market Development plan was finalised and shared with the wider DQ

B ‘-n.|
M [T
[Ngin czie
membership base. o I
: i
Read Queenstown Golf Market Development plan. ll'
Emerging Traveller Trends Research ‘
This report explores how travellers’ expectations, desires and demands have shifted because
of factors such as the pandemic, climate change, generational shifts and geopolitical situations.

Destination Queenstown in collaboration with Brad Rowe from Thrive held two Queenstown
Connect sessions to explore and discuss the report further with the DQ membership.

Microsoft Power Bl 1of5 >

Read Emerging Traveller Trends.

Forward outlook evolution

The forward outlook resource is undergoing an evolution to improve user experience. In Q2 the = 4
Forward Outlook evolution project was scoped and built. The roll out of the new and improved Destlnatl()n

Forward Outlook will happen mid-February 2023. 4 QlleellStOWIl

GOLF DEVELOPMENT MARKETING PLAN
1 AUGUST 2022


https://assets.simpleviewinc.com/simpleview/image/upload/v1/clients/queenstownnz/Golf_Market_Development_Plan_for_Queenstown_NZ_November_2022_285e667e-ab1b-4484-9b44-c1cad1152538.pdf
https://assets.simpleviewinc.com/simpleview/image/upload/v1/clients/queenstownnz/Emerging_Traveller_Trends_5d1d7463-02ed-4a9b-8d65-d2013fb14595.pdf



