
• 2pm -  Welcome

• 2:15pm - Tourism Central Otago Update

• 2:30pm - Cam Hayes, Tiaki New Zealand / Tourism New Zealand

• 2:45pm - Ewan Mackie, Real NZ

• 3:00pm - Mark Button, Waipiata Hotel

• 3:15pm – Josie Spillane, Highlands Experience the Exceptional

• 3:35 -  Panel Chat

• 4:00pm – Networking and Nibbles



Market Snapshot
Spending by visitors to Central 
Otago totalled $282 million in 

the year ending March 2023

37% above its pre-Covid level 
from 2019, compared to a 22% 

increase nationally over the 
same period

Visitor spending growth is well 
above the 19% rate of inflation 

which has occurred over the 
period

86% of visitor spending is by 
domestic travellers, with 

international visitors 
representing 14%

Importance of growing and 
supporting visitation from 
international markets for 

Central Otago is critical, with a 
softer domestic travel market 

during 2024

Australian Marketing – direct 
and through partnerships

Long Haul Markets - Southern 
Lakes International Marketing 
Alliance partners (Destination 

Queenstown and Lake Wanaka 
Tourism) to ensure 

representation through 
Tourism New Zealand activity

Domestic visitor NPS is +15 
(the same as last year’s) versus 

a regional benchmark of +2

NPS is considerably higher 
amongst more recent visitors 

(+47), although this is two 
points lower compared with 

last year’s. 

NSW and Victoria provided 
three quarters of all Australian 
visitors in the past 12 months

Increases to the IVL and VISA 
costs

TNZ to focus on off-peak 
visitation Mar-Nov

“Visitor spending filters into a range of 

industries as visitors travel, stay, shop, 

eat, and do activities. The visitor 

economy can also enhance Central 

Otago’s brand by exposing travellers to 

products they can purchase once they 

return home (e.g. wine) and provides a 

window into the area for people looking to 

live, work, or do business.”
Benje Patterson. 







Campaigns & Activity
• Escape (Spring Awareness Campaign)

• Neatplaces 

• Trails Marketing (trailhub.co.nz Gutsy Girls Film 
Festival & Big Bike Film Festival)

• Southern Way Collaboration

• Central Otago Business Events

• Finding Balance

• New digital content and blogs

• Travel Trade Engagements
• Inbound Operator Days
• TRENZ 2024
• Southern Lakes IMA
• TNZ UK Trade Famil (Virtual)









Media









DMP Projects

Additional focus has been put on Education & Capability, 
partnerships, Experience Development and Destination 
Stewardship – where we can leverage the attention of our 
visitors, the contribution they make to place 
(economically and socially)

• Trails Demand Forecast Report

• Events Framework

• Regional Collaborations (IMA, Southern Way, Trails, 
Media)

• Heartland Ride - Nevis Valley

• Enhanced CRM and website content



Honouring the past, embracing the present, navigating the future

Ko Te Toa i a Tini i a Mano o Te Takata

We possess the strength of many, it is the contribution of the multitudes that ensures success
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