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QCB Q4 Quarterly Report Quarterly & Annual

Market Insights

Leads Summary

Segmentation 

Sources

Lost Reasons

C-19 Impact

Campaign

Activity Summary

Forward Outlook

Calendar of Events

https://www.queenstownnz.co.nz/destination-queenstown-member-area/queenstown-convention-bureau-reports/
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QCB Annual Leads Summary 

+30%
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QCB Annual Activity Summary

+50%

Down

Down

Down
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QCB Total Events FY 2019-20

## +38%
$$ +94%
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QCB Forward Outlook – Confirmed

Numbers Holding
Value Trending Down
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QCB Prospective Leads

## +62%
$$ +44%
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July-August Leads: 

July-Aug Australia New Zealand ROW Total 

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
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Potential

Why?

Components

Benefits

Opportunity
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CSR: Community Connection Programme
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Community Connection 
Programme prospectus

https://assets.simpleviewinc.com/simpleview/image/upload/v1/clients/queenstownnz/Destination_Queenstown_Community_Connect_Programme_Website_c0d64c3a-24ac-4139-b8be-4001b6603790.pdf
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16 progs



Business Events  Data Collection
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Business Events Venues



QCB Remarkable Domestic Famil
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How did you find the 
communication leading up to and 

during the event?

93.3% said communication was 
Extremely Clear

Were the travel arrangements to and 
from Queenstown convenient and 

did they run smoothly?

100% said yes

Participant Feedback
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Participant Feedback
Was the Queenstown famil an effective way to 

meet your needs?

100% said yes

How did rate your overall 
experience with the famil 

itinerary?

100% were extremely satisfied
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QCB Members Feedback

Was being part of the QCB Domestic Famil a 
satisfactory way to meet your business needs?

50% were extremely satisfied, 50% were satisfied

If you were part of the tradeshow component please rate 
your satisfaction with the quality of the buyers/ 

attendees and the tradeshow format?

50% were Extremely Satisfied, 50% were satisfied
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Click here to be 
taken to the video 
on YouTube

https://www.youtube.com/watch?v=GRZpjM0GJIw&feature=youtu.be


QCB Domestic Strategy
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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 



QCB Weddings Campaign 2020
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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 

• Campaign learnings will inform our way forward 

https://www.queenstownnz.co.nz/plan/event-planning/weddings/
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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
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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

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

• Facebook & Instagram out performed search & display 
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Weddings
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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 



Domestic C&I Campaign 2020 
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Strategy  
• Focus on the domestic C&I 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
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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 
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Target Audience 
Decision makers and event planners include:

• CEOs 

• EA/PA

• Office manager 

• PCO

• Event Planner

• Sales team 

• Marketing team 

Target Segments:

• Corporate events

• Corporate conferences

• Association conferences

• Corporate incentive travel
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Campaign Structure

PLAN
Provide targeted information to 

assist in decision making and benefit 
wide range of members

DREAM
Drive preference 

BOOK
Promote products 

and packages, 
support direct 

channels

Hero Content 
Showcasing why our target audience 

should choose Queenstown 

TARGETED CONTENT
Written content and articles specific 

to key business event segments: 
Offsite board meetings, Executive 

retreats, tradeshows, PR launches etc

PRODUCT CONTENT
Feature C&I packages driving traffic to 

website and referrals to members

TargetingCampaign AssetConsideration stage

Reach 
Business event planners and decision 

makers

Qualify
Website visitors

High intent audiences

CONVERT
Campaign engagers

Website visitors
High intent audiences
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Campaign Creative 
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Campaign Creative 
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Campaign Creative 
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C&I Campaign Overview
Webpages: 
• Rebuilt all business event landing pages on the website: Click here 

Events Inspiration: 
• 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

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


Questions?


