
Segment Insights Guides

The Segment Insight Guides provide members with an 
understanding of how visitors engage with activities and 
experiences in Queenstown and Wānaka. They align with the 
RTOs’ activity segment strategy, targeting high-intent 
audiences who share the region’s values and seasonal 
interests, supporting sustainable year-round demand and 
local businesses.

Insights are drawn from reputable regional and national 
sources, such as the Queenstown Lakes Visitor Experience 
Survey and New Zealand International Visitor Survey. 
Variations may occur where data is limited, and some 
generalisations are based on survey findings.

Note: For consistency with survey categorisation, ‘ski and snow activities’ in 
this research includes the terms skiing snowboarding, sledging or other snow 
sports. 

S K I  A N D  S N O W

EXPLORE BEHAVIOURS, 
MOTIVATIONS, AND TRENDS THAT 
DRIVE VISITORS TO TAKE PART IN 
EXPERIENCES WITHIN THE DISTRICT 
AND ACROSS NEW ZEALAND.



N E W  Z E A L A N D
I N S I G H T S

INTERNATIONAL VISITOR SURVEY INSIGHTS

The following insights are drawn from International Visitor Survey* holiday respondents who participated in ski or snow 
activities+ while visiting New Zealand. It was not necessarily their main reason / motivation for travel to NZ. These findings 
should be interpreted as “holiday visitors to New Zealand who participated in participated ski or snow activities tend to 
show the following characteristics and behaviours”.

Top countries of origin

• Australia

• Singapore

• China

• Taiwan

Independent 
Traveller, 82%

Group Tour, 
11%

Package, 
8%

*The International Visitor Survey is designed for national use and has an unknown margin of error when segmented to regional or activity specific analysis. Users are advised to consider values as indicative and not rely on them for important decisions.
+  IVS category is “skiing, snowboarding, sledging or other snow sports”
#  If the gender categories do not add to 100%, this reflects respondents who chose not to disclose their gender or who identify with another gender
Source: International Visitor Survey data (year ended June 2025), accessed on 23 September 2025. Time period: 1 July 2024 – 30 June 2025. Sample size: n = 187. Please note this is a particularly low sample size, as with all survey data please treat any 
insights as indicative. 

Participation

4%
PARTICIPATION RATE

Travel style

16.0
AVERAGE DAYS IN 

NEW ZEALAND

9.3
AVERAGE NIGHTS IN 

WĀNAKA 
REGION *

7.8
AVERAGE NIGHTS IN 

QUEENSTOWN 
REGION*

Average length of stay

Regions visited

Gender#

$4,601
AVERAGE TRIP 

SPEND IN 
NEW ZEALAND

Average spend per trip

48%
FEMALE

52%
MALE

2.6
AVERAGE NUMBER OF 

REGIONS VISITED IN 
NEW ZEALAND

Top regions visited

68% Queenstown

25% Auckland

21% Christchurch 

19% Mackenzie 

17% Wānaka 

68%
VISITED QUEENSTOWN * 

17%
VISITED WĀNAKA * 

Inclusive of all on the ground costs and international flights

Share of respondents that stayed at least one night in respective 
regions. Not additive to 100% as visitors stay in different locations 
during their trip.


Sheet1

		Activity 		187

		Total		5,306										Average of Value		Attribute

				4%										2183.75264848		cost_accomm

														965.9838172629		cost_car_rentals

														109.5266405241		cost_day_cruise

														240.5514535212		cost_dom_flights

														568.3846450987		cost_dom_travel

														1214.3920407921		cost_eating_out

														648.3998681499		cost_entertainment

														1045.1331296814		cost_food_drink

														676.3504656557		cost_other

														510.7634868756		cost_shopping

														372.0512627		cost_tour_package

														3136.2980324236		exc_cost_int_flights

														31.7775470238		exc_cost_multi_night_cruise

														286.1725218426		exc_cost_travel_insurance







Q U E E N S T O W N  W Ā N A K A  
I N S I G H T S

VISITOR EXPERIENCE INSIGHTS

The following insights are drawn from Queenstown Wānaka Visitor Experience Survey* respondents who participated in ski 
or snow activities + while visiting the region. It was not necessarily their main reason / motivation for travel to the region. 
These findings should be interpreted as “visitors to the region who participated in ski or snow activities tend to show the 
following characteristics and behaviours”.

Participation

21%
PARTICIPATION RATE

21% of respondents participated in 
ski or snow activities while in the 
Queenstown Wānaka Region. 

Promoter

Passive

Detractor

76
NPS

Net Promoter Score

Locations visited

86% Queenstown town centre

63% Wānaka town centre

59% Arrowtown

51% Frankton

50% Cardrona Valley

Top locations visited

4.6
AVERAGE NUMBER

 OF LOCATIONS VISITED

Top motivations for visiting

23%

29%

31%

35%

41%

41%

44%

46%

59%

61%

0% 50%

Visit a safe destination

Visit a well-known destination

Explore a new place and experience new things

Experience challenge and excitement

Experience the many tourism activities and
attractions

Good weather or a particular season

Enjoy the local food and drink

Recharge and unwind

Enjoy stunning natural scenery

Participate in specific sport / activity

Intention to return

45% of respondents who included 
ski and snow activities in their visit 
intend to return in the next 12 
months.  

45%
INTEND TO RETURN

Activities undertaken

6.0
AVERAGE NUMBER  

OF ACTIVITIES
 UNDERTAKEN

Segment activities undertaken

57% Walking or hiking

30% Lake cruising or river activities

27% Wineries / wine experiences 

21% Art galleries, museums, historic 
buildings or sites

19% Adrenaline activities

Other activities undertaken

84% Restaurants/ cafés

68% Shopping

55% Sightseeing

39% Bars, night clubs

+  Visitor Experience category is “participated in ski, snow or ice activities” respondents
Source: Queenstown Wānaka Visitor Experience Survey, Destination Queenstown and Lake Wānaka Tourism, conducted by Angus & Associates. Time period: 1 July 2023 – 30 June 2025. Sample size: 500.



T R E N D S  A N D  I N S I G H T S

TRENDS
SHIFTING TRAVELLER EXPECTATIONS TOWARD QUALITY AND AUTHENTICITY
Travellers are increasingly motivated by high-quality, authentic experiences. Sustainability credentials, cultural 
connections, and tailored visitor services are becoming more important influences on destination choice. Visitors to New 
Zealand’s ski regions seek more than snow, valuing the full winter lifestyle. World-class food, wine, wellness, après-ski, 
and cultural activities now play as much a role in destination choice as the skiing itself.

DIVERSIFICATION INTO YEAR-ROUND, MULTI-SEASON DESTINATIONS
Resorts are reducing reliance on snowfall by investing in mountain biking, hiking, wellness, cultural activities, and new 
technologies, supporting resilience through year-round visitation. Despite climate pressures, the ski sector remains 
steady, with snow-making, diversified products, and new models and approaches mitigating risks. In New Zealand, 
Cardrona and Coronet Peak’s summer biking, alongside the region’s broader outdoor offering, align with smoothing 
seasonality.

EXPANDING PARTICIPATION AND GROWTH IN NEW MARKETS
Global ski and snowboard participation has rebounded strongly, with more than 366 million skier visits recorded in 2023-
24. Resorts are investing in infrastructure and service quality to sustain this momentum, while new growth is emerging in 
Asia-Pacific. China, South Korea and Japan are rapidly expanding their ski sectors. Australia remains New Zealand’s 
largest market for snow tourism, but diversification into Asia is increasingly relevant for future opportunitites, especially as 
China develops stronger outbound winter-sports travel.

SUSTAINABILITY, QUALITY, AND MANAGING DEMAND
Ski tourism can raise concerns about infrastructure pressure and crowding, while travellers are increasingly prioritising 
sustainability, authenticity, and high-quality experiences. Resorts are responding through working toward carbon 
reduction, waste minimisation, and community partnerships to protect alpine environments and maintain 
competitiveness. In New Zealand, ski field upgrades, including new lifts and expanded facilities, are being prioritised to 
improve capacity, ease visitor flows, and enhance the overall experience.

EARLIER AND MORE DELIBERATE HOLIDAY PLANNING
Globally, booking patterns are shifting, with more travellers planning ski and snowboard trips well in advance. Pricing, 
snow reliability, and destination availability drive this behaviour, alongside a desire for certainty and value. Australians and 
domestic visitors are booking early for peak school holidays, though snow conditions remain the key trigger, however in 
further afield emerging markets for NZ, such as China, bookings are likely to be planned in advance. Air access, 
accommodation supply, and seasonal expectations also influence decisions, varying by market.

Queenstown and Wānaka form New Zealand’s premier ski region, offering four resorts within easy reach: Coronet Peak, 
The Remarkables, Cardrona Alpine Resort, and Treble Cone. The season runs from early June to mid-October, supported 
by snowmaking for reliable on-piste conditions. Each mountain has distinct terrain and facilities, catering to beginners 
through to advanced skiers and snowboarders.

Visitors can choose from multiple resorts within a short drive of either town, all offering modern facilities, equipment hire, 
lessons, and transport options. For those wanting to go further, heli-skiing provides access to untouched alpine terrain 
across the Southern Alps, while Snow Farm NZ offers dedicated cross-country trails. Off the slopes, the towns deliver 
world-class dining, vibrant après-ski scenes, and a wide range of winter activities, making Queenstown and Wānaka a 
complete alpine holiday destination.

Travel Trends 2025 Report https://www.travelport.com/travel-trends-2025-report
International Report on Snow & Mountain Tourism 2025 https://eglobaltravelmedia.com.au/2025/04/17/2025-snow-mountain-tourism-report-reveals-global-winter-trends/
Mountain & Ski Resorts Market Report 2025 https://www.thebusinessresearchcompany.com/market-insights/mountain-and-ski-resorts-market-overview-2025
June 2025 Mtn Snowsports Industry Report https://www.skipedia.co.uk/2025/06/6-takeaways-from-the-june-2025-mtn-snowsports-industry-report/ 

https://www.travelport.com/travel-trends-2025-report
https://eglobaltravelmedia.com.au/2025/04/17/2025-snow-mountain-tourism-report-reveals-global-winter-trends/
https://www.thebusinessresearchcompany.com/market-insights/mountain-and-ski-resorts-market-overview-2025
https://www.skipedia.co.uk/2025/06/6-takeaways-from-the-june-2025-mtn-snowsports-industry-report/


ABOUT THE RTOS

Destination Queenstown (DQ) and Lake Wānaka 
Tourism (LWT) are the Regional Tourism 
Organisations (RTOs) responsible for destination 
marketing, both domestically and internationally, 
and destination management, delivering selected 
initiatives from the Queenstown Lakes’ destination 
management plan.

The RTOs’ role is to market Queenstown and 
Wānaka as leading tourism destinations. This 
focuses on attracting high contributing visitors and 
supporting the delivery of the destination 
management plan to ensure we have a resilient and 
future focused industry, within a thriving community 
and environment. DQ and LWT communicate and 
connect with visitors to generate preference for our 
region and to create understanding of our place and 
our values. We help businesses to be resilient and 
prepared for the future through capability building 
and we engage with our community and show 
leadership in caring for our place. 

The RTO strategy has evolved to support the goals of 
Travel to a Thriving Future, as well as continuing to 
support the visitor economy with values aligned 
marketing, product development and capability 
building in line with a regenerative tourism future.

ABOUT THE SEGMENTS 

The RTOs use a segment-led approach to connect 
with visitors who are drawn to the region’s key 
activities and experiences and who share similar 
interests and values. Marketing efforts focus on 
influencing high-intent audiences, encouraging 
them to experience Queenstown and Wānaka 
responsibly, and attracting values-aligned, high-
contributing visitors. This approach supports 
sustainable, year-round demand and benefits a 
broad range of local businesses. 

The segment-led strategy is especially important in 
the New Zealand and Australian markets, where 
segments help position and strengthen the 
destination brands, driving sustainable demand and 
attracting the right visitors.

A B O U T

SEGMENTS

• Adrenaline

• Biking

• Hiking / walking

• Skiing

• Golf

• Food and drink

• Arts, culture and heritage

• Stargazing 
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