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Here you will find QCB Managers Reports from sales trips, QCB Quarterly Activity Reports and other documents published by the Queenstown Convention Bureau for members.
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https://www.queenstownnz.co.nz/destination-queenstown-member-area/queenstown-convention-bureau-reports/

QCB Annual Leads Summary
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QCB Annual Activity Summary
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QCB Total Events FY 2019-20

TOTAL EVENTS =51
TOTAL ATTENDEES = 7832
TOTAL VALUE = $13,848,890

EVENTS
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QCB Forward Outlook — Confirmed

TOTAL EVENTS = 31
TOTAL ATTENDEES = 4606
TOTAL VALUE = $8,912,134

$2,782,600

Numbers Holding
Value Trending Down

$2,532,434
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COUNT

QCB Prospective Leads

HH# +62%
SS +44%

TOTAL COUNT = 102
TOTAL VALUE = $31,433,468
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July-August Leads:

- 2019 2020 2019 2020 2019 2020 2019 2020
Leads Generated 15 7 7 14 3 2 25 23
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QCB KPIs FY 2020-21

* Number of Leads generated (100 New Zealand, 60 Australia, 30 long haul markets, 190 total leads)
e Linked In led digital C&l Campaign Reach, Web Traffic and Leads generated

e Weddings Campaign Reach, Web Traffic and Referrals

* Seasonal Communication Reach (4 newsletters reaching 3,000 PCOs, Incentive and Corporates)

* Sales Calls completed (40 one-on-one and 200 webinars)

* Trade Road Shows in New Zealand and in-Market (130 attendees as buyers, 20 members as sellers)

* Famils and Site Inspections (50 participants hosted)
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DESTINATION QUEENSTOWN

QUEENSTOWN
CONVENTION
CENTRE

Advocacy Prospectus

Potential
Why?
Components
Benefits

Opportunity
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DESTINATION QUEENSTOWN

A Queenstown convention centre

GG
OPPORTUNIT

The development of a convention centre or a large-capacity conference

and event facility in Q will bring icand

social opportunities to the resort, with flow-on benefits dispersed
hroughout the wider Southern Lakes region.

To discover more about the convention
centre opportunity or conferencing

in Queenstown, please contact the
Queenstown Convention Bureau:

Kiran Nambiar

Business Development Director
kirann@queenstownNZ.nz

+64 27 611 3188

Jana Kingston

Business Development Manager - Australia
and North America
janak@queenstownNZ.nz

+61 422299177
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Community Community Connection
Connection Programme

T — Programme prospectus
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https://assets.simpleviewinc.com/simpleview/image/upload/v1/clients/queenstownnz/Destination_Queenstown_Community_Connect_Programme_Website_c0d64c3a-24ac-4139-b8be-4001b6603790.pdf

Whakatipu Wildlife Trust

Lakes District Museum Inc

About us

The Walatips Widife Trust (WWT) i

vhaun—n;m-bu-bum&v
e .

‘Wakatips flacin 10 that oer wbdife can

Sorish. W tarve ot the “beeger of e
big picture” foe ower 40 trapping grospe
4 balp thare resourons, craats

and 10 waek to being back the bisdy and
wikdifn now and for future genarations.

Woys to support

Caah donetion: A DOC 200 teap with bait
coate $100 and wwery brap purchased
can wid in bringing down our predetor
mumbere.

Sporaciship of Witd Placea: Marry of arer
snpopueted srast we n dics nead of
Tappng. Whils we have volustesrs cendy,
we are losking for epontors for armae

lice Moke Late, Gonge Koad and aean
whong the Road. A donation

o 30 trapa wosbd give ut the capacity

35 68 in the big gaps in the map creatng
Teger that are precasce free
.ﬂun.-d,'l?. “m.fpcmid b‘,_,

baskets of blessing

O info@baskatactblsssing co.ns
) baskatscftineng.cons

200 peadutors in » year,

Charitable

Quasnstowr's Barkets of Having
oeganmation

food packs »‘bd- strugglng from

Cash denation: Dosatione of sy valus
llow axpansion 10 resch moes famibes.
iﬂ;-’w‘-\—n—-‘-dumtl .

-::Andchnml.-p—dhqt-md
rutrtou borramads meals. For batkaty,

.g.
stationary, toys, crafts stc are sbways
ded
o

are faong cradibie challenges, typicaly

Thoas impacted range scrons s ages,
d

mhqﬁu@-ddﬂhbﬂdpﬁh

Sevvace flineas or injery, fnancal o mantsl
and wlo

affer wiffering fareibos an
mnnm-mndr-id,eumol-d

Aatress, separations pacartng ampowermeact s fficult Smes.
wl saka thair soll.

Velurtsar Offaring: Give your taam o
Barkats of Baseng crests certomised nom-geubhzu&qabuh-
gt baskats 10 relsforos that people o sart donaned prodicn, prepare
i bkt clBemimgie " eaisvol frowe St havob
meceive wirplus food from wpeemarkets and passion whils contributing to
St provioudly would have Bees helping famiies through challsnging
dacanded. rtaar taams segralarly timax. Groups cwm range feom fes 1o

F2ann pacple for spprosimataly thime 1o
foer hours.

About us

Tha Lskay Dvintrict Memassrn i s trues ren
s s we seiatd dhed is 10IE.
& iapproprissly set in tha foemar
gald mening boss of Arowioss. The
musum bs recogrised as ane of the
[smnt wmiall mussume in Haw Paaland.
Isdapicin foa history of the pre Esrcpan
idikcei, then Eurcspnan wstlars and gold
mvimarn, mnd tha {Chinses minsse. Cur
cellacton wea coeernihe whols of the:
Crmsanmtorwn Lakse Dintrice. Tha mussurs
sicrea the diviricn archives
and photogrephe, cusstas bty snd
it sachibationa, rene sn cral histary
secarding programms snd rune s ful ima
aducstion progiumme. Cer anchies mom
n ncthenly mnad by rassarchere, wribar
andd siudanie. The reussum. i scties in
[protacting snd rerinring 8 susber of tha
dniricks Bulidings mndl cwne and
m..mh"hg'.hmh'mah

Woys to support

aah donation: s welcoma any
centribution o curm
Eat mggeat $10) par ban wfmhﬂ
d:n-k-wl menint in s of our vy
e ng prajacte. The fri
-nhuhgu-u—-rdnumgn!mr

COMTACT: Dawtd Clarks

D mussumGueensiown.com

Queenstown Mountain Bike Club

phatographs, side snd maving foctags.
s Barvs n fargs collactinn and wewa gat
romss clreatic e wa nasad te sppmpristsly
vizen tham. The sacond iuike secording
of the wsceiae of our older reedesty se
part of aur Sl Habory Aschive. s have
schiewed meer 4] howreof isie s
imchuding the wsrm of sarly witisr
farrlias, sacly tnusium pionsers, was
enbarans ard wins growere. W bava a
long list of mbar pacpls whe nasd o

b misrciesd.

Spanuseship: Sponsorship basards the
r--an_.:ﬂhm':-vpnhunp-

-

The museurs i partly Boured in bwo

buildinge read wsiemic trangeharing
and resicestnn. Th i maseve
undsetaking snd tha messem i sctssly
fundranig 5o reise the 3 millios
F— ;-mu-mu_n that
will tnke the hulldng back i ix former

gbary, s aplays mre s be installad.

dintrict’skistoey and the seatoration of
-oma o the dibrici's fnsat beildnge.

About us

whawacd with tha locsl commenity snd

Ths Qs s ioram. Morrisin Bis: Clsb
FIMTEC) s the main provider of
moenisin biks Sesilecn the bl snd
mvenisin srousd Ousensiown, Tha dus
il med madresizg s sutesred sl
=aiwork thim ik which
muml‘:‘:m‘:rumﬂu
b Facisine mousten bikis

b CATHC trails mow ihe core.

o tha Chssmatoem mosnisin hicng
spariance,. brigi=g penpla from aroend
1h.unddbllpu-n:lll-ﬂ-.nﬂmﬂ
recuskan biks scparisnce. For lacab ki
wn ot that i S bz all

Msmnum
afa all

e S - —
The chibaisn provide s youth traisisg
ared conching pragramms cpsn is sy
mambare, The chb wn Ssrmad in 3083
[ TPy —

Woys to support

Caak donation: The oo o build s
qualty trail iapprosmeinly $20-830
Far st snd cur raiby ars batmsss
A0 b Ak lomg. Smnusl msintensncs
of g club's nabwork in 850,000 par
arnum wed s v reinimal Ersncisl
sepniance provided sowand this by local
governmant.

qmibcd

o naticnal

[Buiiding and martsiing trade iv the bay
componest of the GMTEC sols inidbe.
somreusity. Cour suparisnce, ssuplsd
wtih oer

o o b il trowl v that are sn st

CONTACT: Tha OMTEC Prasidest

D quesnsicwnsib.coss

1h-.||-—| ramain an sasek ihai in
for use and apen to ll who wish
i uss thare, Albsmatiesly spanscr an
wwvart for the commen ity o balp reies
funds in czniimus ser mporkastwark

i g o un ey e
b v e s g

2 Tha cluts
regat Wadsa edays, comiruciing wsd

of trabe, Comtact unts o i b poar
grouptajoin nwih oue hast dig rght.
e mapariancs nacaveary, sithough
perecnal proeciies scuinment ey be.
"y S ——

A

Queenstown

NEW ZEALAN

HOME OF
ADVENTURE

14



Business Events Data Collection
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Business Events Venues

Share of venues that are registered

Marlborough

Dunedin

Queenstown

Hawke's Bay

Auckland

wellington & Wairarapa

Rotorua

Taranaki

Christchurch & Canterbury

Manawatu

Taupo

Waikato

Northland

Wanaka

Nelson Tasman

Southland

Bay of Plenty

27%

Eastland | 0%

West Coast|0%

0% 10% 20% 30% 40% 50%

60%

70%
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Participant Feedback

How did you find the
communication leading up to and
during the event?

93.3% said communication was
Extremely Clear

Frmme e _
Wery clear .

Somewhat clear

Mot so clear

Mot ar all
clear

0%  10% 20% 30% 40% 50% 60% T0% B80% 80% 100%

Were the travel arrangements to and
from Queenstown convenient and
did they run smoothly?

100% said yes

- _

No

0% 10% 20% 30% 40% 50% 50% 70% 80% 90% 100%
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Participant Feedback

Was the Queenstown famil an effective way to
meet your needs?

100% said yes

- _

No

0% 10% 20% 30% 40% 50%  60% 70% BO%  90% 100%

How did rate your overall
experience with the famil
itinerary?

100% were extremely satisfied

Extremely
satisfied
Satisfied

Neither
satisfied no...

Dissatisfied
Very
dissatisfied

0%  10% 20% 30% 40% 50% 60% 70% 80% 20% 100%
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QCB Members Feedback

If you were part of the tradeshow component please rate Was being part of the QCB Domestic Famil a
your satisfaction with the quality of the buyers/ satisfactory way to meet your business needs?
attendees and the tradeshow format? 50% were extremely satisfied, 50% were satisfied

50% were Extremely Satisfied, 50% were satisfied

0% 10% 20% 30% 40% 50% 80% T0% B80% 90% 100%

0%  10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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https://www.youtube.com/watch?v=GRZpjM0GJIw&feature=youtu.be
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Domestic Strategy Recap

Strategy 1

* Develop a marketing strategy to generate leads and to grow
awareness focusing on the Queenstown C&I sector and building
on the QCB positioning pillars and key messages

Strategy 2

» Attend appropriate shows to grow the corporate/direct client
business & increase awareness of Queenstown

Strategy 3

* Grow value by upskilling and educating clients supplying them
with the tools to promote conferences & incentives

Strategy 4

* Drive preference for Queenstown as a wedding destination in the

domestic market A' \h HOME OF
Queenstown | ADVENTURE
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Weddings

Overview

* QCB have implemented weddings as our new target segment

* Rebuilt wedding landings pages on the website: https://www.queenstownnz.co.nz/plan/event-

planning/weddings/

* Ran a three week digital campaign

e Campaign learnings will inform our way forward

W+
OME OF
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https://www.queenstownnz.co.nz/plan/event-planning/weddings/

Weddings

Campaign Objectives

1) Generate awareness of Queenstown within the domestic wedding market
2) Drive traffic to QCB weddings landing pages

3) Drive member referrals from QCBs wedding landing pages

4) Validate the effectiveness of digitally promoting Queenstown as a wedding destination to inform future

investment

W+
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Weddings

Campaign Performance

* Campaign Reach = 313,754

* Website users up 5,005 vs 499 previous year

* Average time on page 1:30

e Member referrals = 531 (20% campaign referrals to QWA)

* Facebook & Instagram out performed search & display

W+
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Weddings

ey Queenstown NZ
st 25 May at 11:25 - Q

Get married in nature's cathedral, Queenstown.

QUEENSTOWNNZ.CO.NZ
Imagine Your Wedding in Queenstown Learn More
New Zealand's ultimate wedding destination. Q...

©O% 123 19 comments 3 shares

st qugenslqwn NZ ‘ A

#be 25 May at 11:26 - @

Planning your wedding? A Queenstown wedding might be closer % 5 2 2
than you think. The planners are on standby, the decorations look Destination wedding in

fab and the view is nearly as breathtaking as you'll be on the day.

See why people choose Queenstown for their wedding. Queenstown NZ?
A 4

We've got something
for every season.

QUEENSTOWNNZ.CONZ
Queenstown Weddings Learn More
New Zealand’s ultimate wedding d

OO 106

/
HOME OF
Qéen!ggg ADVENTURE

28



Weddings

Way forward

Strengthen QWA presence on our website — utilise their channel as a wedding directory
* Invest in more content for the website - want to become the ultimate guide

* Run wedding campaigns at key times during the year (1 Aug — 1 Dec & 1 Feb- 30 May) based on

monthly search trends
» Test tactical engagement such as a competition/giveaway
* Utilise video content to display Queenstown in a captivating way

W+
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Strategy

* Focus on the domestic C&| market, creating opportunities while the international boarder remains closed

* Position Queenstown as a credible business events destination

* Generate awareness and inspire potential event planners in the short, medium and long term

* Encourage week day travel and highlight the value in the short term to increase visitation in spring/summer
* Produce content to inspire planners and provide tools to assist with the planning process

* Have a multi channel approach across Marketing, Sales and PR

/
HOME OF
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Campaign Objectives

Objectives
* Generate awareness, position Queenstown and drive preference
* Stimulate immediate visitation in the short term — spring/summer

* Support direct bookings and demand generation for members

Campaign KPIs
* Drive traffic to key QCB webpages
* Increase lead generation

* Drive member referrals

W+
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Target Audience

Decision makers and event planners include: Target Segments:

* CEOs * Corporate events

* EA/PA * Corporate conferences

* Office manager * Association conferences

* PCO * Corporate incentive travel

e Event Planner
e Sales team

* Marketing team

W+
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Qéen!tbn ADVENTURE

nnnnnnnnnn

33



Campaign Structure

Consideration stage Campaign Asset Targeting
; DREAM Hero Content Reach
Drive preference Showecasing why our target audience Business event planners and decision
should choose Queenstown makers
PLAN TARGETED CONTENT Qualify

Provide targeted information to
assist in decision making and benefit
wide range of members

Written content and articles specific
to key business event segments:
Offsite board meetings, Executive
retreats, tradeshows, PR launches etc

Website visitors
High intent audiences

BOOK
Promote products
and packages,
support direct
channels

PRODUCT CONTENT
Feature C&I packages driving traffic to
website and referrals to members

CONVERT
Campaign engagers
Website visitors
High intent audiences

W =
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Campaign Creative Py

Host your guests somewhere truly spectacular.
Panoramic views across Lake Wakatipu.

Jvs Queenstown NZ A Sf’e?'_'if°‘f"," NZ anor .
asueme  Sponsored - @ PPONOrec Historic homesteads. A meeting room perched
on a cliff above the wild Shotover river. A table
Set the scene for an important meeting. Inspire LS4 i
S e pc"ems Some%imesp high in the mountains. Make your next event
y B P . unforgettable in Queenstown.

Executive Retreats in Queenstown. Find a fresh
perspective and make space to consider your
organisation’s future.

only extraordinary will do.

QUEENSTOWNNZ.CO.NZ
Meet In Queenstown LEARN MORE QUEENSTOWNNZ.CO.NZ %L:i,egiz\,ﬂ::;i?“z
Meet in Queenstown Conferences, meetings, and inc...

Queenstown hosts hundreds of ...
Conferences, meetings, and inc...
O

Like Comment Share Li C Sh
[{—\) D » i Like 3 Gommuent ' Stiare [ﬂ) Like () Comment 2> Share
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Campaign Creative

p Queenstown Convention Bureau (QCB)
,* S

Want to make an impression? Choose the most spectacular business event
destination in the world, where adventure fuels inspiration. Read our top locations
for executive retreats in Queenstown

Top locations for retreats in Queenstown

Top locations for retreats in Quet

e

Queenstown Convention Bureau (QCB)

Maybe it's time to take the team to Queenstown. Go somewhere that inspires you

and make space to consider your organisation’s future.

QOur team makes planning your event convenient and straightforward. Get free
advice on travel, venues, accommodation and conference organisers. Request a free
proposal today to start planning your Event.

Take the Team to Queenstown

queenstownnz.co.nz

& Like E Comment

@ Share VSend

7
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ampaign Creative

Queenstown Convention Bureau (QCB)

J .
A, A
There’s never been a better time to host your business event in Queenstown: Maybe it's time to take the team to Queenstown. Go somewhere that inspires you
- Sharp rates for groups and make space to consider your organisation’s future.

- Range of Accommodation
- Unique Venues

- Unforgettable Locations

- Sophisticated Event Experts
- Exhilarating adventures

Our team makes planning your event convenient and straightforward. Get free
advice on travel, venues, accommodation and conference organisers. Request a free
proposal today to start planning your Event.

Request a Free Event Proposal

Learn more
queenstownnz.co.nz
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C&I Campaign Overview

Webpages:
* Rebuilt all business event landing pages on the website: Click here

Events Inspiration:
e Curated content which aligns with the campaign strategy: Click here

Business Event Packages:
* The booking layer of the campaign will use targeted content and member packages/offers to
drive traffic to our website and generate referrals to our members: Click here

* If you would like to add a package please click here to read the communications on how to
submit a package

Campaign:
* The campaign went live 24/08/2020 and will be in market until 23/09/2020
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https://www.queenstownnz.co.nz/plan/event-planning/business-events/
https://www.queenstownnz.co.nz/plan/event-planning/event-inspiration/
https://www.queenstownnz.co.nz/plan/event-planning/business-event-packages/
https://mailchi.mp/6c47bbb810b9/domestic-business-events-campaign-opportunity-425091
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