
The Queenstown Lakes’                     
Visitor Experience Survey is a 
collaboration between Destination 
Queenstown and Lake Wānaka 
Tourism which seeks to better 
understand visitor expectations, 
experiences and behaviours while in 
the region. 

METHODOLOGY

Respondents are recruited through an on the ground field 
programme and through online social campaigns. To 
qualify respondents must have been in the region for at 
least 1 night and be over the age of 18.  At least 1000 
response will be gathered each year, and the research 
can be split into the domestic and international visitor 
markets. Summary results are updated quarterly in the 
visitor insights dashboard and every six months a more 
detailed report (this document) is published. For further 
information about methodology please refer to the 
research methodology section. 
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DQ and LWT partner with respected industry researcher 
Angus & Associates to conduct the primary research. In 
July 2023 the survey was significantly redesigned to better 
align with the objectives of Travel to a Thriving Future, the 
Queenstown Lakes destination management plan.  
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https://www.queenstownnz.co.nz/data-and-insights-hub/visitor-insights/
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Source: Queenstown Lakes Visitor Experience Survey, Destination Queenstown and Lake Wānaka Tourism, conducted by Angus & Associates. 
Time period: 1 July 2024 – 30 June 2025. Base: Queenstown Visitors – total sample (n=841). 

DESTINATION CONSIDERATIONS

Queenstown's stunning natural scenery continues to be 
the number one drawcard attracting visitors to the 
region, followed by opportunities for relaxation and the 
local food and drink. International visitors are more 
motivated by tourism activities, adventure, and 
discovery, while domestic visitors are more motivated by 
opportunities for relaxation and local dining. South 
Island visitors are generally less motivated by 
experience-based drivers compared to those from the 
North Island.

Natural environment 59%

Food and beverage 45%

Relaxation 45%

Tourism activities 42%

Discovery 35%

Reputation 34%

Weather 29%

Adventure 27%

Sports and recreation 24%

Safety 18%

History and culture 12%

Locals and their ways of life 9%

Social connections 9%

Special deals 8%

PURPOSE OF TRAVEL

The majority of visitors to Queenstown came to the 
region for a holiday or short break.15% of domestic 
visitors came to either visit friends or family in the 
region (VFR) or to attend an event held by friends or 
family (e.g. wedding, funeral, reunion).
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Natural environment: Enjoy stunning natural scenery
Food and beverage: Enjoy the local food and drink

Relaxation: Recharge and unwind

Tourism activities: Experience the many tourism activities and attractions

Discovery: Explore a new place and experience new things

Reputation: Visit a well-known destination

Weather: Enjoy the good weather or experience a particular season

Adventure: Experience challenge and exciterment

Sports and recreation: Participate in a sport or recreational activity (such as golf. skiing or hiking)
Safety: Visit a safe destination

History and culture: Learn about the local history and culture

Locals and their ways of life: Learn about the locals and their ways of life

Social connections: Meet new people and make friends

Special deals: Take advantage of special deals on transport, activities, or accommodation
Low-impact/Convenient location: A nearby destination. which means | limit my carbon footprint
Regenerative tourism: Visit a destination that is becoming a regenerative tourism destination
Other

None of the above

Total
Sample
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TRANSPORTATION

Most North Island residents (80%) arrived by plane, 
while South Island residents (79%) drove their own 
vehicles. Australians primarily arrived on direct trans-
Tasman flights (65%), while other international visitors 
used a mix of flights, rented vehicles, private vehicles, 
and buses/shuttles. Half of all visitors, both domestic 
and international, rented a vehicle for travel within the 
region.

ACCOMMODATION

Hotels were the preferred accommodation, followed by 
private holiday rentals (e.g. Airbnb, Bachcare). 
Domestic visitors stayed an average of four nights and 
international visitors stayed an average of five nights. 
Most domestic visitors (86%) stayed exclusively in 
Queenstown, while almost half of all international 
visitors (45%) also stayed overnight in Wānaka. 
International visitors, with longer stays, were more 
likely to explore the wider district, with almost two-
thirds travelling to Wānaka.

Walking 52%

Rented vehicle (exc. campervans) 50%

Taxi/Uber (or other ride sharing service) 20%

Private vehicle (excluding campervans) 20%

Public bus service (exc. airport bus) 14%

Tour bus 13%

Shuttle 7%

Public airport bus 5%

Ferry 5%

Bicycle 5%

Domestic flight 35%

International flight 27%

Rented vehicle 23%

Private vehicle 17%

Public bus/shuttle service 3%

Other transport 1%

4
Average nights 

stayed (median) 

Hotel 34%

Private home (rented) 23%

Private home (no payment) 10%

Serviced apartment 9%

Backpackers/hostel 7%

Motel 6%

Camping ground/holiday park 6%

Luxury lodge 2%

Other 2%

B&B, Homestay or Farm stay 2%

AROUND REGION

TO REGION

Source: Queenstown Lakes Visitor Experience Survey, Destination Queenstown and Lake Wānaka Tourism, conducted by Angus & Associates. 
Time period: 1 July 2024 – 30 June 2025. Base: Queenstown Visitors – total sample (n=841). 
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ACTIVITIES/ EXPERIENCES

The most popular activities in Queenstown were dining 
out, shopping, sightseeing, and walking/hiking. 
International visitors participated in a broader range of 
tourism and adventure activities than domestic visitors.

DISPERSAL WITHIN REGION

International visitors, with longer stays, were more likely 
to explore the wider district, with almost two-thirds 
travelling to Wānaka.

Queenstown Town Centre 94%

Arrowtown 66%

Frankton 52%

Glenorchy 31%

Lake Hayes 21%

Arthur's Point 20%

Gibbston Valley 20%

Other Queenstown Urban Area 18%

Kelvin Heights/Kelvin Peninsula 10%

Kingston 9%

Wānaka (NET) 53%

Wānaka Town Centre 47%

Cardrona Valley 22%

Lake Hāwea 20%

Glendhu Bay (and surrounds) 5%

Luggate 4%

Makarora (and surrounds) 3%

Restaurants and cafes 84%

Shopping 66%

Sightseeing 61%

Walking/ hiking 54%

Lake cruising and river activities 36%

Bars/nightclubs 32%

Wineries or other wine experiences 25%

Art, museums, historic buildings 21%

Ski, snow, ice activities 20%

Adrenaline activities 18%

Wellness experience 15%

Farm, animal or nature experience 14%

Cultural or heritage experiences 13%

Cycling/biking 12%

Land activities 11%

Flying/air activities 9%

Community event/giving back 8%

Golf 4%

Source: Queenstown Lakes Visitor Experience Survey, Destination Queenstown and Lake Wānaka Tourism, conducted by Angus & Associates. 
Time period: 1 July 2024 – 30 June 2025. Base: Queenstown Visitors – total sample (n=841). 
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Restaurants and cafés

Shopping
Sightseeing (independently or on a tour)
Walking, hiking, climbing, trekking, tramping
Lake cruising and river activities

Bars/nightclubs

Ski, snow, ice activities

Wineries or other wine experiences

Art galleries, museums, historic buildings or sites
Adrenaline activities

Wellness experiences

Farm. animal or nature experience

Cultural or heritage experiences

Land activities (eg. 4WD trip, wildlife park)
Flying/air activities

Cycling/biking

Community event/giving back to the region

Golf

I

Domestic
Visitors

88%
67%
50%
44%
26%
32%
17%
25%
21%
14%
17%
9%
8%
9%
6%
9%
8%
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International
Visitors,

83%

68%

67%

57%

43%

33%
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21%
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19%

15%

18%

18%

12%

13%

1%
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BEHAVIOURS WHILE IN QUEENSTOWN

The most common sustainable travel behaviour was 
reducing waste by avoiding disposable items (64%). 
Regenerative or sustainable behaviours were similar 
between domestic and international visitors.

Limited environmental impact by reducing excess waste 64%

Reduced carbon emissions by using public transport or 
walking/cycling to get around

51%

Explored the local area and attractions more than most other visitors 
would have

50%

Travelled outside of peak seasons to limit the impact of 
overcrowding

47%

Intentionally supported businesses that demonstrate sustainability 
initiatives

41%

Slowed down and stayed longer than most other visitors would have 39%

Got to know and connected with a range of local people 36%

Took time to care for or restore the natural environment in some way 30%

ATTITUDES HELD BY VISITORS

80% of visitors believe that respect and preserving 
local cultural heritage and traditions is important. 
Three out of four believe that protecting and restoring 
the local environment at a destination is important. 

11%

16%

20%

33%

35%

38%

21%

36%

40%

42%

41%

42%

40%

35%

32%

21%

19%

17%

28%

14%

8%

4%

4%

4%

0% 50% 100%

Considering carbon emissions
when choosing and travelling to a

destination

Connecting with locals and
understanding their ways of life

Considering over-tourism and the
negative impact of tourists

Leaving places better than they
were when you arrived

Protecting and restoring the local
environment at a destination

Respecting and preserving local
cultural heritage and traditions of

a destination

Extremely important Very important Somewhat important Not very important

Source: Queenstown Lakes Visitor Experience Survey, Destination Queenstown and Lake Wānaka Tourism, conducted by Angus & Associates. 
Time period: 1 July 2024 – 30 June 2025. Base: Queenstown Visitors – total sample (n=841). 
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DESTINATION VALUES

Queenstown visitors felt welcomed (average 
agreement rating of 8.1/10) and felt connected to the 
natural environment (average rating 
7.9/10).International visitors were more likely than 
domestic visitors to agree that they felt welcome, that 
locals cared about their wellbeing, that they were 
empowered to travel sustainably, and that there were 
opportunities to learn about the local culture and 
heritage.

Key focus areas include:

• Fostering meaningful exchanges where visitors can share 
knowledge (average rating 5.8/10).

• Empowering visitors to travel sustainably (average rating 
6.2/10).

• Providing opportunities to learn more about the local 
culture and heritage (average rating 6.5/10).

Rank  ou t  of 10

I felt welcome 8.1

I felt a sense of connection with the natural 
environment in the area

7.0

My visit included meaningful 
experiences/meaningful connections

7.9

I felt that locals care/cared about my 
wellbeing

6.9

There were opportunities for me to learn 
about the local culture and heritage

6.5

I felt empowered to travel in a sustainable 
way

6.2

I was able to share my knowledge/ 
reciprocate meaningfully in some way

5.8

INTERACTION WITH LOCALS

Half of Queenstown visitors had moderate to high 
levels of interaction with locals. Interaction levels were 
similar for both international and domestic visitors.

A lot
9%

Moderate
45%Not very 

much
43%

None at all
3%

Source: Queenstown Lakes Visitor Experience Survey, Destination Queenstown and Lake Wānaka Tourism, conducted by Angus & Associates. 
Time period: 1 July 2024 – 30 June 2025. Base: Queenstown Visitors – total sample (n=841). 
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OVERALL SATISFACTION

Visitors to Queenstown report high satisfaction with 
their experience. Domestic visitors rate their 
experience 8.3/10, while international visitors rate it 
higher at 8.9/10.Overall satisfaction is notably higher 
among North Island residents than South Island 
residents.

Source: Queenstown Lakes Visitor Experience Survey, Destination Queenstown and Lake Wānaka Tourism, conducted by Angus & Associates. 
Time period: 1 July 2024 – 30 June 2025. Base: Queenstown Visitors – total sample (n=841). 
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Promoter
76%

Passive
20%

Detractor
4%

+70
NPS

NET PROMOTER SCORE

Queenstown's NPS of +70 reflects strong visitor 
advocacy. International visitors have a higher NPS (+77) 
than domestic visitors (+56).

Source: Queenstown Lakes Visitor Experience Survey, Destination Queenstown and Lake Wānaka Tourism, conducted by Angus & Associates. 
Time period: 1 July 2024 – 30 June 2025. Base: Queenstown Visitors – total sample (n=841). 
Note: NPS in graph is a 12 month rolling average figure. 
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Intend to 
return
66%

Don't 
intend to 

return
34%

INTENTION TO RETURN

Most domestic visitors (83%) and half of all 
international visitors (52%) intend to return to 
Queenstown within the next two years.

AREAS FOR IMPROVEMENT

The most frequent themes mentioned for improving the 
visitor experience include:

• Parking - availability, cost, and time limits.

• Traffic management - improving flow and reducing 
congestion.

• Affordability - reducing costs for activities, 
accommodation, and food.

• Minimising roadworks and construction disruptions.

• Addressing overcrowding.

Improve parking (availability, cost) 10%

Reduce cost of visiting (accommodation, food, 
activities)

7%

Improve traffic flow/traffic management/road access 9%

Limit roadworks & construction 4%

Improve public transport 3%

Improve accommodation (options, cost) 1%

Source: Queenstown Lakes Visitor Experience Survey, Destination Queenstown and Lake Wānaka Tourism, conducted by Angus & Associates. 
Time period: 1 July 2024 – 30 June 2025. Base: Queenstown Visitors – total sample (n=841). 
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METHODOLOGY

At least 1,000 visitors to the Queenstown-Lakes 
District will participate in the research over the course 
of a year (n=500 New Zealanders and n=500 
international visitors: n=500 overnight visitors to 
Queenstown and n=500 overnight visitors to Wānaka).

Visitors are recruited to participate in the survey via 
two channels: 

• In-Region Intercept: Angus & Associates recruit survey 
participants in the Queenstown Lakes region and by 
approaching visitors at designated locations. Visitors can 
choose to complete the survey on their own device, by 
email, or on a tablet provided. This approach ensures a 
representative sample of visitors.

• Digital Campaigns/e-newsletters: A link to the online 
survey is shared by DQ and LWT through social media 
channels and e-newsletters to target recent visitors.

To qualify to participate, respondents must be 18+ 
years of age, live outside of the Queenstown Lakes 
District, and have stayed overnight in the Queenstown 
or Wānaka regions within the past three months.

Following extraction, quality control and cleaning 
procedures, the survey data is weighted to better 
reflect the actual proportions of domestic and 
international visitors to the Queenstown and Wānaka 
regions (see opposite). 

To incentivise participation, visitors who complete the 
survey are offered entry into a quarterly prize draw to 
win their choice of either a Lasting Legacy Pack (five 
native trees planted in the Queenstown/Wānaka area 
on their behalf with Trees that Count and a $150 
donation made in their name to Love Queenstown/Love 
Wānaka), or a selection of organic wines from 
Amisfield, shipped to their door.

The online survey is programmed and administered by 
Angus & Associates' affiliate company. Get Smart. The 
average (median) survey length is 10 minutes.

For further questions about the visitor experience 
survey please reach out to Destination Queenstown. 

R E S E A R C H  
D E T A I L S

mailto:eilidhb@queenstownnz.nz


DEMOGRAPHIC PROFILE

AGE

GENDER

PRIOR VISITS TO THE REGION

V I S I T O R  
P R O F I L E

18-19 years 3%

20-29 years 18%

30-39 years 23%

40-49 years 17%

50-59 years 19%

60-69 years 15%

70-79 years 6%

Male 42%

Female 57%

Gender Diverse 1%

This is (or was) my first visit 39%

I have visited once before, or a few times 33%

I have visited many times 25%

I used to live in the Queenstown region 3%

Source: Queenstown Lakes Visitor Experience Survey, Destination Queenstown 
and Lake Wānaka Tourism, conducted by Angus & Associates. 
Time period: 1 July 2024 – 30 June 2025. Base: Queenstown Visitors – total 
sample (n=841). 
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