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Tourism is the backbone and driver of Queenstown’s economy.

Destination Queenstown exists to influence the sustainable maintenance and 

future growth of tourism for the long term wellbeing of our business owners, 

stakeholders, employees and communities. 

We intervene to help shape and control our future and ensure external parties and 

market forces don’t define what happens to us.

This presentation and proposal seeks to summarise the role of DQ and outline why 

the DQ Board is recommending that members support a funding increase. 

Introduction
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Destination Queenstown is a non-profit Incorporated Society. We are a community 

funded membership organisation which is the official tourism office for Queenstown.

Funded through a targeted rate on commercial and accommodation properties called 

the ‘tourism promotion levy’ this funding model ensures our operating neutrality, both 

politically and commercially.

Through an elected sector representative Board we are directly accountable to the 

business members of DQ and the entire commercial sector who fund us through the 

QLDC targeted rate.

We are also responsible to our funding partner, QLDC, who represent the wider 

community and provide 5% of our funding through general rates. 

About Destination Queenstown (DQ)
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Our ROLE is to: 

Position Queenstown as the Southern Hemisphere’s premier four season lake and 

alpine resort. 

Our PURPOSE is to:

• Promote, motivate and facilitate sustainable year round visitor demand.
• Be the guardians and promotors of our destination values and brand.
• Form strategic alliances and collaborate with travel trade and industry.
• Work with the Queenstown community to engage, inform, influence and maintain 

our ‘sense of place’. 

About Destination Queenstown (DQ)
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Our goals (Plan 2019-2021*)

* 3 Year Strategic Plan revised in 2018 – available on the DQ website members area
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Strategic focus to achieve goals



Our strategic focus translates 
to DQ’s role of influence and 
market intervention to achieve 
the key objectives of a diverse 
visitor portfolio and to grow 
value ahead of volume.

Strategies into actions
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Motivating first time visitors
70% of Queenstown 
visitors are first time.

We have a core role to 
at least maintain a 
pipeline of demand 

throughout the year to 
even sustain current 

visitor levels. 
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Influencing how long they stay

Each visitor itinerary 
that adds an extra 
day has a significant 
economic benefit 
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Stimulating off-peak visitation

For some markets we 
can influence when
they visit and take 
advantage of their 
market preferences for 
our shoulder periods
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Inspiring repeat visits

For domestic and 
Australian markets we 
can motivate repeat 
visits and consider the 
‘lifetime’ value of each 
visitor.



13

Summary of DQ’s influence
70% of Queenstown 
visitors are first time. 

We have a core role to 
at least maintain a 
pipeline of demand 

throughout the year to 
even sustain current 

visitor levels. 

Each visitor itinerary 
that adds an extra 
day has a significant 
economic benefit 

For some markets we 
can influence when
they visit and take 
advantage of their 
market preferences for 
our shoulder periods

For domestic and 
Australian markets we 
can motivate repeat 
visits and consider the 
‘lifetime’ value of each 
visitor.
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The markets we can most readily influence

Long term priority
Sustained investment 

Balanced portfolio
Nimble & responsive to 
change and opportunity
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Summary of key points

• Tourism remains the backbone of Queenstown’s economy.

• DQ’s purpose is to position and promote Queenstown for the long term benefit of our members and the 

community. Our shared funding model and governance structure ensures fairness and accountability.

• We have a responsibility to participate in destination management challenges to ensure we have a viable, 

sustainable and welcoming host community for all - residents and visitors.

• 70% of Queenstown visitors are first time arrivals and this pipeline of business must at least be 

maintained through marketing and promotional activity for the long term security of investment, business 

viability, job security and the economy.

• Future growth is focussed on achieving value increase at twice the rate of volume. 

• DQ has clear goals and strategies - as well as marketing and specific market and channel plans - to achieve 

or influence these outcomes. 
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The DQ funding model has many advantages including relative security of funding, the membership model it 

supports, operating neutrality and shared destination and member benefits. However the single most evident 

downside is that annual funding is directly linked to QLDC rates movements and the annual budget is set by 

the council and not members.

The only way to achieve a change in the budget requires DQ to seek member agreement through the process 

outlined here and to provide evidence of this in a submission to QLDC during an annual plan process. 

The Board of DQ is recommending to members a funding increase of $900,000 for the 2019/20 financial year.

 This would be effective from the 1st July 2019

 Core funding would increase from $3.6million in 2018/19 to $4.5million in 2019/20.

 Subsequent years would revert to normal rates increments as set by QLDC rates movements.

It is important to note that due to the rate based funding model being distributed across all accommodation, 

commercial and mixed use properties there has generally been a decrease in the amount paid by members 

due to the significant growth of the number of rateable properties in the Wakatipu between 2017/18 and 

2018/19. 

Proposal
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For DQ to perform the role, and achieve the outcomes, expected by our members and the community 

sufficient resources are required.

However market developments, sector diversity and growth, resources and skills, channel fragmentation 

and overall cost increases have resulted in a diluted ability to fund the activity expected in 2019 and in 

future years.

The previous DQ funding increase agreed by members was in 2008 for an additional $1 million. For the 

last 11 years DQ funding has increased only incrementally at an average rate of 2.3% (to 2018).

We have also seen increased resources from competing destinations, domestic and international and a 

consequent reduction in our share of voice and influence.

Providing for a long term sustainable sector environment our members and wider community need and 

deserve the best possible representation - that is also appropriate for New Zealand’s largest* and most 

important international visitor destination. 

* Excl Auckland

DQ Board recommendation to members
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DQ levy funding summary 2007 to 2020
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1. $500k Australian market
• Our most important long term international market, we will invest in core winter, autumn and spring. 

We have been outspent by other regions in recent years and our ability to attract co-investment has 

been limited.

• Australia has huge untapped future potential and is core to our resilience should there be 

international shocks, impacts or economic slowing in other long haul markets.

2. $120k Domestic shoulder season marketing.
o Our most valuable single market and the most readily able to motivate with promotion activity. Invest 

in autumn and spring activity where we have seen significant success with current limited budgets.

How we will apply additional investment
Four priority areas



20

3. $180k visitor insights, research and data
o Various investments and projects to better understand and monitor trends and data to inform DQ 

marketing activity as well as community stakeholders and decision making. Investment areas would 

include:

 Visitor destination perceptions

 Visitor motivations

 Visitor experience tracking 

 Key visitor metrics and analysis

 Understanding of non-commercial accommodation use and growth

How we will apply additional investment
Four priority areas

4. $100k Queenstown Winter Festival
o Core investment in Queenstown’s annual celebration of the start of ski/winter 

season. One of New Zealand’s iconic events celebrating its 45th year in 2019.
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Process and timeline

The proposed increase requires a member consultation process to be completed 
followed by a submission to the QLDC annual plan process. This must be completed by 
the 5th April 2019 to meet QLDC’s deadline.

The member process will culminate in a vote on the proposal at a DQ member general 
meeting to be held at 9.00am on Wednesday the 3rd April.

By agreement a 75% vote in support from DQ members must be achieved for QLDC to 
accept a submission for an increase from DQ. 

Key consultation details and dates are at the end of this document and will be published 
in DQ newsletters and public notices.
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The Board of Destination Queenstown is recommending to members that they support an 

increase of funding.

Queenstown’s economy remains based on tourism and Destination Queenstown exists only to 

serve the best interests of our diverse membership and community. 

This proposal is based on the premise that, in a changing and competitive environment, 

sufficient, appropriate funding will allow DQ to fulfil this expectation in a considered and 

prudent manner.

With a shared funding model it is estimated that the impact on individual businesses will 

mostly be modest and actually continue to reduce over time as new developments are 

completed and more rateable properties contribute to the targeted levy. In fact many 

members are paying less in 2018/19 than the prior year due to this effect.

Summary
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Further information & key dates
• DQ 3 year strategic plan 2019 – 2021 and DQ Annual Plan 2019 are available to members HERE

• Frequently Asked Questions FAQ’s and examples of a range of tourism promotion levy rates HERE

• Key dates

– Member consultation February 28th to April 3rd 2019

– Member forum to present proposal February 28th 9.00am Copthorne Lakefront

– Member update March 14th 8.00am Crowne Plaza

– Member meeting for vote on proposal April 3rd 8.30am Copthorne Lakefront

– Submission to QLDC due April 5th

https://www.queenstownnz.co.nz/member-area/destination-queenstown-member-area/business-documents/
https://www.queenstownnz.co.nz/assets/Special-Remarks-Uploads/DQ-Funding-Proposal-Frequent-Asked-Questions.pdf
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Thank You


