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Direct Connections
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International Connections
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Queenstown - Southern Lakes Region

Queenstown ‘%‘W
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Our RTO Region #2%2.DMO->
Regional Tourism

Organization

%@ W@T%

Our catchment

* Queenstown
* Glenorchy

* Kingston

* Arrowtown

* Gibbston Valley (to Roaring Meg)
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Queenstown Today

Key facts

«20,000 population (A2 A)

*3.3 million visitors (ERJ5%&3.38 A A)

« 1.9 million overpight
(=R1 9E B )

« 1.4 million day visitors
(H)EO1. 4@75)0

Z $2.3 bill
Nﬂ'f%'/ éﬁf n(‘z”zaS ’E?KIZS JL) (161018H)

*New Zealand’s premier year round holiday
destination

NZDEFARBRDER S EHE
*Qutdoor and adventure activities
7INRTBLUT RRFv =7 074 T474
*Biking and walking/hiking
BAOUTW)I\AF2T

*Golf, wine, spa, food, film
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Drone Restrictions
it must be obtained from the CAA

s a drone at Skyline Queenstown.
Il be notift
without

A valid perm!
orQLDC to fly
The police Wi
flying a drone

ed of any person
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6 Luge Rides |

Adult 569
Child £

@ ADULT 15 + @cmws—nyu

FAMILY
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| LUeE

O

1 5 Luge rides

Family of 4
Family of 5

3 Luge rides
Family of 4
Family of 5

Family of 5{2
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Bl Arrowtown T-LRSvao# (BRNTERERICRBHE)
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GES TRAI

Centennial Avenue
From this point Tollow the trail south ‘above the ArTow
River Gorge to the Kawaa® Suspension BidgE d
Gibbston-

35km
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| Wanaka YAU&ER (3Z4b)

WanaHaka

e Tol ori Culture

"(ﬂ w et

‘s with
A wh, ‘fu
auee“":ol aland's 5P

acular

a® o
wanaHa\(“ak aan d

out on
we‘:: - cu\ture\hc n‘i\'a\ otago red" orld, We

ent an
des! ng @ i
of N};“:‘[;\.\ nders‘af‘d‘ ana\’\a\"“e®pe(\ences W
0!

Wine Tours

* Maori Cultural Experiences v . with Maori Culture

+ Wine Tours with Maori Culture ’ ) y Receive an authentic Maori culture
. s and wine experience; visiting
Y0utique Central Otago wineries
1 the Wanaka, Tarras, Cromwell
ad Queenstown area.

ahaka® provides personalised Maori cultural and

\tour experiences. We want to create exceptional

'\t_sfur YOU, as we connect you with the people
and land of New Zealand

. . .wanahaka.co.nz
WanaHaka® provides personalised Maori cultural - , CALL: +64 215 19730
and wine tour experiences. We want to create S )
exceptional memories for YOU, as we connect you
with the people and land of New Zealand.

www.wanahaka.co.nz
CALL: +64 215 19730
ebsite and OV

stern our
i O“ book‘“g \/d Lo hostingY
Tobo o simple e\ook forwar pe“e“ce

e e e new 4 :0 . ﬂi ﬁ % ﬁ& ’J} N 7 j. U I { b g&::

NAVEHER / XAU+D1 Y7 -
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B} wayfarett Health & Safety Manager

Brenden Winder¥—>v—hse7U> 4
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Bl wayfarett Health & Safety Manager
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Plan
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-Kawarau Bungy Centre
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GES TRAIL

Centennial Avenue

From this point follow the trail'south above the Arrow
River Gorge to the Kawarau Suspension Bridge and

Morven Ferry Road 3skm @

Kawarau Bungy Bridge  8.6km @

Gibbston 1s1km @ T

« EVNSLZEERALEDLMYPTVRTENS
o YAV TA—ADAI7FBREBRELGLDEETLRLUTEES
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HREEfA-=A
AMANDA CUSHEN
TOURISM BUSINESS ADVISOR QUALMARK NEWZEALAND
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Qualmark - Introduction Sarah
Handley

Qualmark General Manager, Gregg A“dmﬁﬁME TO N_IN’S B}&/~ -

¥ 1002 PURE
4 NEW ZEALAND




Our Visitor Economy

Grow regions and

Seasonal dispersal Data, insight and

product innovation

Investment in amenities
and shared infrastructure

Grow value
and spend

High-value visitors
choose New Zealand
for their next holiday

Kiwis see the value of tourism
and embrace visitors

1007; PURE

Awarer)ess an'd preference NEW ZEALAND V|S|tor_s embraced
for NZ's destination brand as whanau



WP Enriching New Zealand through destination readiness

Equip industry for the future: proactive supply of data and
insight that supports strategic decision making and product
design

Guide NZ Inc: collaborating to support sound investment and
system design

Engage New Zealanders: Build understanding of the
contribution of tourism to country and community. Engage
kiwis with inspiring stories of our industry and manaakitanga.

100%; PURE Experience +: Support ongoing improvement to the visitor
experience

NEW ZEALAND

—fAEETEN BRI



The role of Qualmark -

Experience+

Building capability across the sector
and supporting ongoing quality
improvement to the visitor experience

1750 licence holders

Sustainable Tourism Business criteria
introduced covering four key areas for
assessment: Health and safety |
Environment | Social/people |
Economic

Compliance management for Tourism
New Zealand around ADS and H&S
obligations for famils and media

Qualmark —

the name of Tourism
New Zealand’s official
mark of quality

Criteria badges —
the criteria by which
Qualmark is awarded
and rated

-EET1, 750031 > A&RFFa
201 74 (CHBT B RER BB R OB EZNE>T -V R, 2)V\—. TO> X T5H

St DA)

QUALMARK

SATED /’,;a\ *ATED

= LIGHT — — SAFE — — WARM-—

FOOTPRINT & SOUND WELCOME

Noms? Nawe /' Neeon

*x Kk Kk Kk k-

The silver fern —

a New Zealand icon
and a link to Tourism
New Zealand

Tier rating —

- gold, silver or bronze

Star rating —

used for accommodation

only (not experiences)
from1-5

i-SITE. newzealand.comADEBLHRI/BE. fam NMYIADEBIERIRBNRE



The Qualmark

Membership Continuum

- Quality
Capabili Acsuran

Y ce

New businesses

New owners Star Gradings

New product Com plia

Benchmarking

Consumer

Seekin
improvemgent expectation
n Ce Peer/consumer
recognition
ADS

TNZ/Chain/RTO/DO
C requirements



The Process

There are four key areas we look at:

4L

ar Social & People

Economic

. Environment & Culture

Energy and Resource, the business is:

AWARE MONITORING

Aware of all resources used to Usage is actively monitored and
operate, with some initiatives are in place to reduce
understanding of usage is these

demonstrated

Discharge & waste, the business is:

AWARE MONITORING

All discharge and waste
streams caused through the
operation of the business can
be shown

Discharge and waste are being
active monitored and measures are
in place to mitigate/reduce

Customer Engagement / Involvement:

MAKE AWARE PROMOTION

The environmental
stance/initiatives/culture is actively

Through various channels a
customer can gain an

FUTURE PROOFING

A clear culture of reducing usage is
evident. Alternate and more efficient
ways of reducing energy in are being
actively pursued.

FUTURE PROOFING

A clear culture of reducing discharge
and waste is evident. Alternate and
more efficient ways of reducing energy
out are being actively pursued.

ACTIVELY ENGAGED

The business actively encourages
participation in its environmental

2-3 hour on-site assessment across 26 criteria

Assessed on a 1-5 scale resulting in a Gold, Silver
or Bronze Award

Annual process
11 independent contractors (home based)

Reviewed by Auckland based team

« Economic

« Environment & Culture
« Social & People

+ Health & Safety

-26DE#E, 2~ 3FHEDRIGHE
-AER11OMIIGFREFENITS



Accommodation

« 10 Categories

+ Apartment i 4@

« Backpacker

« Bed & Breakfast ENDORSED B:;
« Boutique & Lodge LUXURY

* Holiday Home QUALMARK LODGES

« Holiday Park NEW ZEALAND QUALMARK

* Hotel AR T

* Motel *x * %

« Student Accommodation

+ Venue

« Luxury Lodges of New Zealand

| A= wR=5 | HIF5FUTA
Hh73Y — 10 3

FEER 575NZD~ £930,000
7~ 7 JL'1,000NZD~



Accommodation - Stars

Schedules Exterior

Management Lighting

Evidence Security

Wear & Tear Parking

Ablutions / Communal Gardens / Landscaping
Grounds

Equipment & Facility Bedding / Mattresses
Maintain & Replace Amenities

Wear & Tear Bathrooms

Furniture, Appliances, Provisions Bedrooms

Recreational Facilities



Endorsed Visitor Services

« Endorsed Visitor Activity
« Endorsed Visitor Service
Endorsed Visitor Attraction
Endorsed Visitor Transport

Tourism Export Council

QUALMARK
[PARTNER |

Tourism Export Council
INBOUND
TOUR OPERATOR

QUALMARK

[BRONZE |

— LIGHT — —SAFE— — WARM —
FooT

P':iTm WELCOME
N \_/ Nenon/

EOMARITIME

NEW ZEALAND

WORK

NEW ZEALAND| e

é/ b NZ TRANSPORT AGENCY
WAKA KOTAH|



Additional Criteria —

Activities/Transport etc

Minimising Visitor Impact Horse Welfare & Equipment

Adventure Biking Safety Aspects Horse Trekking Rider Instruction

Sea Kayaking Bus & Coaches

Sea Kayaking Equipment Levels Bus & Coach Standards
Sea Kayaking Personnel Driver Competency
Sea Kayaking Safety & Instruction

Sea Kayaking at Night



New Product Developments

« 100% Pure New Zealand Experiences

QUALMARK

1007 PURE
NEW ZEALAND

EXPERIENCE
2019AWARD

Third Tier product

« Aimed directly at capability building

« Entry level product

« Pathway to full Qualmark

« Probably online & aspects self-assessed
« Tutorials or Toolkit

» Potentially multi-lingual

« Complimentary to TIA Tourism
Sustainability Commitment



So why Qualmark?

9.0/10

OVERALL

SATISFACTION OF

NEW ZEALAND
EXPERIENCE

Protecting New Zealand’s key drivers of preference

m‘ =
Landscapes

Visitors are highly satisfied with
their New Zealand experience

EXPECTATIONS
OF NEW ZEALAND
EXPERIENCE MET
OR EXCEEDED

Clean &
unpollute

And we are meeting or exceeding
the expectations of a New Zealand
experience that visitors have

W ~100% PURE
.. NEWZEALAND

—RRFLEIE N EEERYEIR

BEAs
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Bl TDestination Queenstown |47+ Z55k
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Queenstown Today

Key facts

«20,000 population (A2 A)

*3.3 million visitors (ERJ5%&3.38 A A)

« 1.9 million overpight
(=R1 9E B )

« 1.4 million day visitors
(H)EO1. 4@75)0

Z $2.3 bill
Nﬂ'f%'/ éﬁf n(‘z”zaS ’E?KIZS JL) (161018H)

*New Zealand’s premier year round holiday
destination

NZDEFARBRDER S EHE
*Qutdoor and adventure activities
7INRTBLUT RRFv =7 074 T474
*Biking and walking/hiking
BAOUTW)I\AF2T

*Golf, wine, spa, food, film

'}
A the
A,
I ENEA SO s
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Queenstown Inc

Destination Queenstown

* Official Regional Tourism Office

« Marketing and promotion
mandate

(N—=T74>7ET0F—-33)
ﬁlﬂ& }:'_Et}_l_I:E"fE
« Domestic and International

*Incorporated Society

« Established in 1986

« A small group of local
businesses

« Independent of council
(ATEHDSDIEIT)
*Purpose
« Promote the destination first
« Tourism marketing

TEIZ AR FEDTHTIFE, OIFEES A0

M the
Queenstown | ingpiialion
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Destination Queenstown

Our Constitution

* Role
« Constitution or ‘rules’ defines

* Funding (BE&)
« Partnership with QLDC (council)
» Targeted Tourism promotion levy
* ALL commercial
properties/businesses rates
* Governance (TBEEHA)

« Sector representative Board elected
by ‘members’

« Accommodation, activities, service
and retail, general. 2 co-opts.

SEEOREECERINZBERLAFEORTRREEHTCALZHT
(WO ET S IE, DERBICIE U TEARE L THIR)

R— K X /R —30%

Z DD HbKEBITL10% Al
(BE2% TU/74ET 424 FBEfabEAETIRY) queestn pitn
HHEROF ZERO B
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Richard Thomas

Richard was born in Queenstown and lived here most
his life. He has a strong governance background and is
a chartered member of the Institute of Directors

Richard has been heavily involved in the Queenstown

Lakes District business community with a deep level of
experience in media, marketing, branding and tourism.

He is the former publisher of Mountain Scene
newspaper and his previous governance roles include;
board member and president of the New Zealand

Communitv Newsbpaoers Association. independent éﬂ&ﬁ{ /&/\ {EE@E%&)ILT)@%T&
N 4 s



Destination Queenstown

Our Constitution (cont.)

* Members

« Any business funding DQ through the targeted
rate is eligible

« Property owners or leasing/renting.
« About 800 registered members
« Member benefits

* Neutral and independent voice
* Advocate for tourism in Queenstown
* Annual Budget approx. NZS4.5 million.
(e FHF45BANZRL 3481 50 05MH)

* Annual Business Plan
« Transparent and open processes
« Clear objectives and accountability

WD X > /N—[F3010% (19864F) QLDCICEE% L T
BERIZENZEDOROMERME L TTAXIC L7
590 05BOMEA At

Queenstown ‘M‘P‘WG"
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Jl TELea80EB

« FPERECIEOEESIDIESTRE
- RF3.38ANZ$ (2E318HMA) Hoen
2020F (6HRERR) [F4.58ANZ$ (3E158HM) NEEEZIESTOLR
« S5DMODAHEL.2HANZ$ (8485HH) 17% { . }

TAXE L TS %

T L DEFFREICIL LT
0.001~0.0001 %

B (SER) ‘
» Strategic board member

DQ
Destination Queenstown

A4 =X T

=

- Promote the destination first
1990$ (198635@]”') ZOOOE Tourism marketing
SBHD9I 0 %A F&  4,500,000NZ$ _‘
EFRICREREREE (3155 /A1) )
FE  700,000NZ$ 22 D50% A l
(49E ) BN R EEY AL G



DQ Team i

Chief Executive
Graham Budd

Marketing & Queenstown
Communications Winter Festival

Businass Developme
& Convention Burea
Director
Kiran Nambiar

Director
Sarah O'Donnell

Director

Harald Ulriksen

i . QcB
y HR:& . Communications ﬁqrankd 1.zj_m:l International " lniezit’llonﬂl _ Qcs NZ Business
::qmls ration Manager I\:Ilr eting Markets Manager ar EAs' Bz ':‘:5'"955 DE;E‘G&F'EER Development
q Shas Jessica Harkins . anager Western 2 @MAger — Aus & Marketing Manager
Katie Obermoser Diana Mendes Kate Baxter . .

Ella Zhang Jana Kingston

Accounts
Manager
{Contract)

| I I

Reception & Communications e —— _ Business Business
Member &Media Igttal Marketing Market_mg Development Development
Services Executive e iis Executive Executive Executive

Marg Taylor Ella Kinney LI Linda Mcintosh Chelsea King

i
—AHEENE N B CIRAEAS
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Destination Queenstown

Core Activities
*Consumer Marketing | 2.8EANZS
BEEADN—T4> (159 6 0 0737)

- 2 H1400 5 HIZE/N
eCommunications and Media AILXRRET — & |Z

e e L HBE
LT ZIWN=TT42T | < S e a2

*Travel Trade and Industry 0.58 /INZS
FATAGTIEN - (35005F)
*Conference and Incentive
MICE B
g{' {3
QM’&" it

—RRFLELE AN BRSNS
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. Trade Resources

Meet the Team N S S 2 ENDEN
Business Development & Convention Bureau Director éﬂJXL%j: ;gj\ {E)ﬁ{zﬁﬁ% />C ”ﬁ\:T}%L%T%
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« SREEELTIEZK
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Queenstown Resort College

4 HM3

ESDIRIRDTETLY

Plan See & Do Stay Eat & Drink Stories WMy Queenstown (0) Q

Study Queenstown

For more information on studying in Queenstown, visit the official Study
Queenstown website

Study Queenstown website

Useful Information




Southern Hemisphere’s premier four seas

~ 5] éens own ‘ffd %’0"
ISERIZE LT LA s LY
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Our Brand

A o
Queenstown "WM"

AFEFIZCIEIT-> 7=

mEnznEnszEFIr LT (—XF VT4 %5%<7F)
RERZEERLIT TR HEITEPS

the
W£%%&WM
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The mountains, the lakes, the
steep valleys and gullies. The
stage that makes it all possible.

Majestic

o LR
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Queenstown
visitor snapshot

year end June 2019

Visitor numbers International visitor nationalities

Queenstown

Seasonality

Overnight & day trip visitors International visitors by expenditure

30%

[Source: Criows YE June 2019] ‘ﬁ

Visitors by market
Purpose of visit

-
- )
)ﬁﬂ ;% 22

p f;x. -

f [Souree: Monthly Regional

Touriam Estimates YE June 20719]

International visitors

gmgs%c o HOLIDAY OR VACATION 81%

VISITORS
VISITING FRIENDS &
o RELATIVES 1 0 %

BUSINESS 3 %

[ oial fation Monitor YE June 20197

06

CONFERENCE OR 2
CONVENTION %

OTHER 4%

ISource: Sectiatics NZ: intl Travel and Migration
Customised annual data YE June 2019]

Guest nights by season

DOMESTIC

25%

23%
&%

&
V.

INTERNATIONAL

[Source: Commercisl Aocommodation Monitor YE June 20797

—HALEDEN (EEE IR 4



Queenstown Key Insights

Visitor accommodation

Commercial guest nights by month

Accommodation types

& nightly capacity
DO e
NUMBER OF NUMBER OF
350 - PROPERTIES ROOMS/UNITS
& 300 H HOTELS 38 3312
g‘ 250
-
g’“’" ........... “ MOTELS 57 1277
Fal
ﬁ 150 ... B B B AR
) {i} BACKPACKERS 21 2326
100 SN SSS. O B ... BN ... B =
50
TR Hounay 7 1102
o R
E TOTAL 118 8017
[Saurce: YE June 2018] B NTERMATIONAL [ pomesTic TOTALDALY
CAPACITY (PAX)
Total Queenstown guest nights
(commercial & non-commercial) H HOTELS 6425
g |.] BACKPACKERS 2559
E TR e 2612
[}
TOTAL 15,146
OTHER INCLUDING
ﬁ PRIVATE HOMES 6000
: ;
LA ‘# “" ‘ﬁ "* "’ * TOTAL BEDS INQUEENSTOWN 21,146
[ FY 17/18 COMMERCIAL I FY 18/19 COMMERCIAL FY 17/18 TOTAL m— FY 18/19 TOTAL
GUEST NIGHTS GUEST NIGHTS GUEST NIGHTS GUESTNIGHTS
[Source: Ce ion Monitor & Qrious YE June 2019] [Source: Ci A YE June 2019

Accommodation type by capacity (pax)

-\ 4

® HOTELS @ HOLIDAY PARKS

© MOTELS ® OTHER (including

& BACKPACKERS private homes)
{Source: YE June 2019)

Annual commercial guest nights
by market

TOTAL

302

70%

3,677,237

{Source: YE June 2019)

m" f
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Oueenstown Kev Insicghts

Visitor expenditure

Airport Arrivals

Annual airport passenger arrivals

Visitor expenditure by market

£ $2.378 billion
Arrival Total expenditurs
Damastie 814,000 $1.532 billion
Flight International expenditure
Arrivals by
International :!8,000
Flight
Total
Amivals 42,000
$846 million

H H H H H H H H H H H Domestic expenditure

o 200,000 400,000 600,000 800,000 1,000,000 1,200,000
[Source: Queenstown Airport Fassenger History YE June 20197 [Source: hly Regi: Touriam Eati YE June 2019]
Visitor expenditure by product type Spend by country of origin in Queenstown

3% BEVERm s
4 Serane serces Newzeatand [ :246m

13%

P
®

[Source: Monthly Regional Touriam Estimates YE Juns 2019]

RETAIL SALES - OTHER

OTHER FASSENGER
TRANSPORT

ACCOMMODATION

CULTURAL,
RECREATION AND
GAMBLING SERVICES

‘OTHER TOURISM
CTS

RETAIL SALES - FUEL &
OTHER AUTOMOTIVE

.
vor [ #259m

China _ $193m

vk [ 5112m
Germany [[7] $551m
Japan . 539m
korea [J] 535m
Canada [ 522m

nevord IR <332m

S0m

$200m

$400m

[Source: Monthly Regional Touriam Estimates YE June 2019]
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Destination Queenstown
~ . Strategic Plan FY19-2

Al

Queenstown
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Guiding Principles

PLACE MAKING COLLABORATION

« Community, resident and business » Industry, regional and community
sentiment and engagement partnerships

» Making our place welcoming

KNOWLEDGE SHARING STORYTELLING

» Thought leadership » Telling the story of our place and
building our brand

- As destination experts sharing
information and insights

flte

Queenstown ’ ipialion
LR VB S
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Organisation’s Aspirations

To grow visitor To grow domestic To maintain

expenditure ahead visitation Queenstown’s share of

of volume growth international visitors in
line with the national
growth Level

Annual growth goals over three years:

VALUE % VOLUME %
GROWTH GROWTH

THE GOAL IS

TO ACHIEVE @ VISITOR SPEND BY 2021

Motivate shoulder
season travel

fel e

mewm

—AAtENEN OB CITRAEAS
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Portfolio of Markets

e Critical Core

* New Zealand, Australia
e Pacific Rim

 North America, China, South East Asia
* Long Haul

* UK, Germany, India

* Emerging
 South America, Indonesia

220F% (—T v b AXXCHEHERELGE) TEZDOEZHED .
D, BWWZIZITT, =T v T4 T7%%iTo>TW5B Queenstown ingpiaalion
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e iR WL XA FRICOVT BIBICOVWT BENS-SEHE v—r710957—2 BELEDE f (©

SADO Tourism Association

12 A3HEEDMOD Y A A —T7 ">
https://sado-dmo.com/
EENBCIEGIE.
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https://sado-dmo.com/

Bl s

. https://www.queenstownnz.co.nz/  J4—>XAFIERIE

. https://www.aroundthebasin.co.nz/ Y49V v7—

« https://www.wanahaka.co.nz/ YAUNALAKRER
 https://www.wayfare.nz/ Z&EIESHT

« https://www.kjet.co.nz/ Z1vhh—batt

« https://www.bungy.co.nz/queenstown/kawarau-bungy-centre/ \>>—
« https://www.qualmark.co.nz/ 9A=ILN—%
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https://www.queenstownnz.co.nz/
https://www.aroundthebasin.co.nz/
https://www.wanahaka.co.nz/
https://www.wayfare.nz/
https://www.kjet.co.nz/
https://www.bungy.co.nz/queenstown/kawarau-bungy-centre/
https://www.qualmark.co.nz/

