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NZSki chief executive Paul Anderson

Ski giant celebrates past, present and future
by Paul Taylor

NZSki boss Paul Anderson cracked a smile when
he walked past Fergburger late last month and
saw a queue outside.
After two years of the pandemic, the queue
remains a “great barometer” of the number of
tourists in town.
And with a perfect start to the ski season, with
more than a metre of snow dumping on The
Remarkables and Coronet Peak days before they
were due to open, it showed the town had its buzz
back.

“We couldn’t have scripted it better,”
Anderson says.
“Coronet Peak opened early for all the locals to
get out there and enjoy it, whole mountain, skiing
wall to wall.
“And in terms of engagement on social media,
which is the top of the marketing funnel if you
like, the best possible pictures we can have is just
mountains completely covered in snow.

“We get those out on our social channels and it
builds awareness, which is important because
I think we’ll see a bit of a change in booking
behaviour from Australians this year, more
short-term booking, looking to see whether the
conditions are right.”

Zealand, taking a substantial shareholding in
2002 and buying out the other shareholders over
the years until he owned it all.

If Fergburger is the barometer, then NZSki could
be considered the weather front itself, drawing
tourists into visit The Remarks and Coronet Peak,
and depositing them across town.

Such is the impact, Prime Minister Jacinda
Ardern and Tourism Minister Stuart Nash
themselves were up The Remarks for opening day
2022.

Ski tourists spent about $430 million in
Queenstown Lakes in 2019 according to a study
by economist Benjie Patterson, commissioned by
NZSki and RealNZ, accounting for about 6% of
the district’s GDP, or 14% of its tourism economy.
NZSki is the largest business in the Trojan
Holdings stable, the umbrella company run by
New Zealand tourism business giant and former
Queenstown mayor Sir John Davies.
Sir John bought the two Queenstown ski areas,
along with Canterbury’s Mt Hutt, from Air New

The three skifields welcome more than 700,000
guest visits a year, roughly 44% of the industry’s
1.6m visitors in the pre-pandemic years.

“They reached out and we were thrilled to
welcome them,” Anderson says.
“They flew in that morning, and that Saturday
was a spectacular morning, then a beautiful
drive up and they got to see the joy it brings, and
families out enjoying themselves. The feedback
we got was fantastic.”
The visit also gave Anderson a chance to make
his case to the PM over immigration settings, to
enable Queenstown Lakes businesses to rebound
from Covid.
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“Particularly hospitality. It’s really tough,
especially downtown, just trying to find staff to
maintain the service levels that we aspire to.”
NZSki will employ about 1300 people this year,
including 900 in Queenstown Lakes, slightly
more than in 2019 to prepare for people to be
absent with Covid and other sickness. It has 60
permanent staff.
Anderson also spoke to Nash about the National
Environmental Standards for Fresh Water,
with NZSki and Real NZ collaborating to make
submissions to the Minister for the Environment.
“It’s about making it a little more permissive for
us to work in our environments while we still
maintain a net zero impact objective.”
That will inform NZSki’s push to expand skiable
terrain at The Remarks from 385 hectares to
900ha by opening up the next valley, the Doolans,
cutting a 320m tunnel through from near the top
of the Curvey Basin chairlift.
It’s a long-term project, that will be a hard sell to
some outdoor groups, particularly those angered
by NZSki’s decision a few years back to charge
$10 to access the ski road in summer.
“We expect that,” Anderson says. “What we want
to do is understand what they want to achieve
as well. We think we can work together with all
parties, be it iwi, be it the outdoor community,
be it conservationists. We’re really proud of the
conservation work we do up there, and we want
to keep on building that.

“We see the opportunity to be able to
work together and make it better for
everyone.”
The next project at The Remarkables will be
replacing the Shadow Basin chairlift, likely the
summer after next, before expanding the NZSki
bus fleet and base facilities to accommodate the
extra numbers.
The Doolans would expand the ski area’s capacity
from about 4000 to 10,000, but without it and
other projects, such is the growth in popularity of
snow sports, the region’s skifields are expected to

The Remarkables on opening day
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reach capacity with 10 years.
Over at Coronet Peak, the mountain is celebrating
its 75th season. It became New Zealand’s first
commercial skifield after a single tow-rope,
designed by local inventor Bill Hamilton, was
installed in 1947.
The short-term investment is focused on
snowmaking, in particular continually upgrading
to the latest tech and replacing 30-year-old
ground pipes, following on from the installation
of the six-seater Leitner Telemix Coronet Express
chairlift / gondola in 2019.
“That was a nod to our aspirations to operate
Coronet Peak in summer, which we’ve done for
the past three years, but obviously all have been
affected by Covid.”
Coronet Peak, at 1,649 metres, is at a lower
elevation than The Remarks, at 2,319m, and
planning for the long-term future therefore takes
into account climate change and rising snow line
levels.
“You talk to people about what it was like here
40 years ago, and there was more snow, without a
doubt,” Anderson says.
“I think the snow levels will continue to go up.
Our climate adaptation strategy is based around
the snowmaking investment we’ve got and the
transition into a summer business up there.”
Summer business is based around sight-seeing
and, in particular, mountain biking.
NZSki is investing in trails through the skifield,
working with Queenstown Mountain Bike Club
on projects such as Upper Rude Rock Trail, which
has created a continuous 1200m descent down
the mountain.

“DQ wrote a mountain biking
destination management plan about a
year ago and we’re really keen to play
our part in that.”

2026 spending by visitors who bike could climb
to $209.8m. Of that, some $135.6 million would
be spent by people who come to Queenstown
Lakes mainly for the biking it offers.

“We’re continuing to nibble away
on expanding the track network,”
Anderson says, “and making it a key
part of the overall destination for
mountain biking that is Queenstown.”
Investment has been pretty constant during
Anderson’s 10 years at the helm, including the
$45m Remarks base building and Curvey Basin
chairlift, and $17m Sugar Bowl chairlift, the road
seal, $20m Coronet Express, snowmaking at both
mountains, not to mention hundreds of smaller
projects.
“That’s one of the reasons I’m still in this job,
I have a shareholder who’s really proud of
their investment in the mountains and keen
to continue to do what they can to deliver an
awesome ski experience and bring lots of people
to Queenstown for the benefit of the town.”
Anderson says the last two years have been tough
financially for the business.
“But we’re in a much better place than a lot of
other tourism businesses who have far more
reliance on overseas visitors, because we have an
awesome local community that supports us. We
really appreciate that support.”
And the signs now point to a return of the Aussie
market, which pre-Covid made up about 40% of
NZSki’s business.
“Hotel bookings are the key leading indicator
for us. That’s really just talking to the local
accommodation providers, and seeing what their
bookings are.
“They’re telling us that they’re very strong, all the
way through July and early August.”

Last month, Benjie Patterson released results of
another study, this time commissioned by bikemad billionaire Rod Drury, which showed that by

Coronet Peak at sunrise
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Fresh air’ing - Ben Logan
by Sue Fea

Ben, and daughter, Zahara, out exploring new ground with the family

In Ben Logan’s snow-clad, alpine classroom there is no room for egos or
pride, but there’s plenty of room for vulnerability.
An ex-elite New Zealand triathlon representative, Ben runs performance,
survival, leadership and resilience courses at his overnight to three-day
outdoor courses, mostly at Hawea, the Snow Farm, and other private
locations.
Faced with the most challenging crisis of his own life nearly 10 years ago,
Ben turned what he’d learned into a programme that’s now helping hundreds
of others, not only men.
Ben has already led hundreds of Kiwi men into the mountains to rediscover
their purpose and become better versions of themselves, but is now getting
an increasing demand from women too, and also from families to bring
kids.
However, with the borders closed until recently and many of his US and
Australian clientele unable to make it, Ben’s been enjoying some good buyin from Kiwi corporates sending leadership teams into the elements to gain
skills that can never be acquired in the boardroom.
“Corporate work has been quite big for us this past year, as well as men’s
health and bespoke courses for specialist groups,” he says.
While his men’s expeditions may require more than the average Kiwi bloke
physical might and courage, Ben says he gets huge satisfaction from sending
his clients home on a new life trajectory.
However, it’s a process and a painful one that he himself worked through after
being diagnosed with epilepsy six years ago and suffering frequent seizures.
He was forced to quit his high performance athletic training lifestyle and his
international triathlon career. “That had ultimately shaped my identity, who
I was,” he says.

That was a life defining moment for Ben and out of the battle, now seizure
free for six years, he says he headed to the hills to rediscover himself and
his inner man. It became a time of healing the emotional scars of a difficult
childhood, he says.

“No-one likes to create change and often
it takes someone else to prompt us. I
often get wives and partners gifting my
expeditions to their man,” he says. “I’m
seeing men step away from the structure
of daily life where there’s no cellphone
reception, and gain more perspective
with new goals and directions.”
Icy cold water immersion, struggling to build
a fire in the snow and carrying the heaviest
person of the team back to base camp, it’s all
about overcoming mental barriers and gaining
newfound confidence, says Ben. “It’s usually
very, very cold, like 3degC, and on Day One they
will do ice water immersion for 16 seconds and
think they’re the bee’s knees. Several may get up
to 40 seconds and then by the third day they’re
in there for 20 minutes. It’s hugely rewarding to
see them overcome that initial fear.
“We put limits on our actions through our
mindset and these activities help people realise
they’re more capable than they thought. There
are some huge mental shifts.”
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While there’s plenty of endurance and survival work involved in all of Ben’s
courses, it’s the outdoor campfire debriefs at night where even the most
hardy of blokes will open up and tears will sometimes flow.
“The physical stress is out of the way and that’s when the perception opens
up and they share their personal struggles and realise they’re not the only
one,” Ben says.
“It creates a dynamic of trust where men feel safe and vulnerable, rather
than sitting in a bar saying, ‘What time’s the rugby on this week?’” For men
there’s a stigma to talking about their feelings, he says. “Because of societal
constructs many men hold their feelings in and follow the supposed manly
traditions of working hard, mowing the lawns and catching up together at
the pub,” Ben says. “That’s a very unprogressive mindset and one that was
only acceptable a few generations ago when opening up emotionally was
seen as a sign of weakness.”

SNOW REPORTS
Up to date weather and traffic information to get you to the
fields, all the updated lifts and runs information for the day, plus
all the places to relax post a day on the mountain.

However, Ben says, while they’re helpful, his courses aren’t a quick fix. With
all of the expeditions it takes time to make sustainable realistic change. “We
spark those paradigm shifts that build new roads and directions.”
He’s seeing increasing numbers of corporate groups booking slots,
especially now that travel is opening up. These groups are learning things
about each other in a simulated emergency, or crisis situation, creating
new team dynamics and bonds through different survival scenarios like
helicopter crash simulations and rescues. “It all becomes very humbling and
vulnerable out there in the backcountry,” Ben says. “Quite often the clients
are in the dark and come across what seems to be an emergency.”

“They really learn to rely on their teammates and form
coherency as without respect and engagement there’s a safety
risk as well,” Ben says.
Ben’s also renowned for helping top athletes like All Blacks and All Blacks
captains through his programmes.
“One of the most rewarding things for me is seeing individuals tackle huge
challenges and overcome,” he says. “I think we’re all just horrifically busy
with a million jobs going on and societal requests. These courses help
individuals and families to temporarily step away from those pressures,
engage and gain a new perspective.”

DO YOU NEED
Small Business
HELP?
Anna has owned award winning small
businesses all her working life.
Anna has a passion for helping others
to succeed in all areas of business,
specialising in small business.
Anna will help you to succeed!
100% funding could be available.

Call Anna now on 027 232 4820
for a no obligation “free” catch up
over a coffee or a wine.

Cold water immersion training in Tasman Lake, Mount Cook

www.freedomconsulting.co.nz
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Standing out from the crowd
by Sue Fea

Long-time southern chef Ed Devereux is not afraid to swim against the
business tide so when other businesses were packing up and evacuating the
CBD for Frankton, Ed had other ideas.

“Café food is generally pretty good value for money,” says Ed, who’s tried
hard not to pass on too much of the exorbitant price increases hospitality
operators are facing.

A chef of some 30 years, Ed, and wife Bryony, opened the successful Odelay
Café at The Landing at Remarkables Park in Frankton eight years ago. Ed
says he’s always wanted to open a second café in central Queenstown but the
right location had never come up.

“Wages have gone up 15% in the past five years and food costs are up at
least 10 %,” Ed says. While he’s been fortunate to keep some of his loyal
Odelay team from prior to the 2020 lockdowns, others have moved on and
some wonderful staff left due to the mandates. “It’s been a bun fight since
November. We’ve had to say goodbye to some very strong members of our
team – a head chef and barista, which was difficult,” he says. “I recently
found three staff, but I really had to battle for them. I’ve been advertising
far and wide.” Ed says there a new generation of quite choosy job seekers,
who don’t only want to be paid $3 or $4 above good wages, but they want
to work part-time so they can ski or snowboard. “A lot of them only want
to work three, maybe at a stretch four days.” Fortunately local high school
students have been keen to learn new skills in a busy environment, but
staffing continues to be a battlefield.

While the timing may not have been perfect, that location did come up in
spring last year and after a four-month fit-out in late January the Devereuxs
launched Marmolada Café in The Station Building.
Not only were there challenges getting to that point, but within weeks of
opening the Omicron surge hit Queenstown, forcing Ed and Bryony to shut
the new café for a while, due to less turnover, channelling staff and efforts
back to Odelay.
It’s been a tumultuous start for Marmolada, what with huge labour shortages
in Queenstown and at least a 10% hike in food and running costs, up to
15% increases in wage costs. However, the clouds are now lifting, with
encouraging snowfalls and full international borders about to open, and
Marmolada is already attracting a good following.
“For all of us, it really comes down to good local support and word of
mouth,” Ed says, although Marmolada will obviously hopefully attract an
even larger contingent of overseas visitors.
“We’re wonderfully positioned in The Station building with NZSki and AJ
Hackett Bungy and all the courtesy coaches and buses pulling up there for
activities and tourist trips,” he says. The site has three different downtown
street entrances too, which helps drive foot traffic through the building.
They’ve gone all out to create a nice relaxed, cosy vibe in the new 60-seater
fit-out and with wifi installed, that’s already attracting workers, whether that
be local workers wanting a coffee or lunch-break, or visiting businesspeople.
“It’s a nice environment, with good light and very central. It’s a different
market in here in the CBD,” Ed says.

“It just makes that interview process even more critical. You need to ensure
they have the mettle. We need people who like to look after people.”
That’s especially important in these times when Ed says many customers are
under immense pressure. “There’s a lot of stress out there and you notice
that people seem to be under a lot of pressure at the moment.”
Ed and Bryony, who prior to Queenstown had a Dunedin café and ran the
catering at Larnach Castle, employ more than 20 full-time and part-time
staff, who are an extremely important function of the cafés.
However, with all of the challenges heaped in Ed says they’re still confident
they’ve made the right move expanding into town despite so many other
businesses moving to Frankton.
The move doesn’t come cheap. “You feel an acute sense of responsibility to
your brand. It’s seven days a week so it’s pretty brutal,” he says. “It’s had its
challenges. I was looking for something really positive to come out of this
pandemic and I feel the best way was to expand.”

“I understand the Marmolada site was a French Bistro-style café in the late
1990s, so we’ve brought it full circle.”
He’s tried to create a slightly different menu, but all the staple Odelay
favourites are still there - soups, fresh wraps, toasted sandwiches, cheese and
sausage rolls, and the hot favourite – Odelay’s Malaysian chicken noodle
laksa.
Odelay, predominantly very popular with locals, caters to about 85% locals
and the rest tourists, whereas Ed’s expecting the opposite at Marmolada.

Odelay and Marmolada owners Ed and Bryony took a step of faith

Perfectly positioned for the locals at Frankton – Odelay with its
plentiful outdoor seating, popular in warmer weather
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Don’t let your business die
Owning and running your own business is not easy at the best of times – you need,
amongst other attributes, passion, skills, qualifications, experience and the ability
to get the results you need, despite many issues contriving to block you. Right now,
there are extra impediments to your maintaining profitability – inflation worse
than we have seen for many years, staff shortages, supply chain disruptions, and
operational issues calling for an extra dollop of patience, good luck or even the odd
prayer or two.
You also need resilience, patience, and a longer term view of the horizon than you
are probably used to.
But, despite all of the above, some businesses really do need an injection of cash – to
fix a health and safety issue, you have to deal with an unexpected crisis, you need to
be able to take advantage of a market place circumstance (competitor leaving the
market, new contract with overseas supplier).
So, you decide you need some extra cash for a specific project, and apply for a loan.
Before you do, though, make sure you know, in detail, what amount you need and
how long you need it for. Shop around for an appropriate lender, do your research
into loan types, and ensure you are familiar with lending criteria, Loan Types, Terms
and Conditions. Perhaps most important of all, ensure your own financial position
can carry the extra load if you are successful in getting a loan - make sure you can pay
the loan back at the required level.
And what will you do if the loan is not approved? After all, research shows over 73%
of small business loan applications are declined. Banks have strict guidelines they
have to follow and they also have rules and regulations that have to be followed.
Here are some suggestions for concrete steps for you to take to get an approved Small
Business Loan:

The Devereux’s busy Odelay Café at The Landing in Remarkables
Park – a popular locals meeting place

• Get feedback from the lender – why was the loan denied? Try to get a face-to-face
meeting with a specific person. Pay very close attention to the rejection. Get into
the details, ask questions, ask what info would have made a difference. Ask when
can you re-apply, ask what needs to change to get an acceptance. Do not get angry
or argumentative. Make sure you respect the decision and want to know more
about it so you can reapply and get it right next time. You are looking for feedback
to fix the problem.
• Determine why your Business Loan application was rejected. Common reasons
include – poor credit, bad ratios, incomplete financials, poor cash flow, not enough
collateral, too much debt, or not enough historical info/data. Some of these are
quite easy to fix but some are not and may take time to do so - so you might have
to be more creative and source an alternative solution. The actual reason you have
been rejected may not be straight forward.
• Deal with a bad Credit Report – make sure it is accurate and up to date. Make sure
you identify what you can do to improve your credit rating.
• Assess your important Financial Ratios - go through your Profit and Loss, Balance
Sheet, and Cash Flow – ratios such as Total Debt to Total Assets, do current assets
exceed current liabilities? (if it is low you may be coming into cash flow problems),
Quick Ratio, Acid Test, Pre-tax return on Net Worth, Pre-tax return on Assets.
• Improve your Cash Drivers – sell more, sell more in cash and not credit, get rid of
old or unused inventory, reenergise your marketing , rebuild your sales programme.
• Change Lenders and Loan Tactics- remember to be transparent as lenders talk to
each other.
• Explore other Financing Options –if the High St Banks won’t lend to you try other
forms such as Grant Funding, Financial Technology Lenders, Crowd Funding,
Angel Investment, Venture Capital.
• Get a co- signer. This can be a lot to ask a business ally, friend or family. Usually
quite a risk. Can you sweeten the deal at all?
• Change your Business Plan – get back to basics. Review and Revise your Business
Plan.
This approach to extra funding can be quite straight forward but it could also be
daunting.
If you, or someone you know, needs a hand to make an application for a Business
Loan then please contact me. I was recently instrumental in a Business Loan of
$160,000 being approved for a client after a previous application was denied.
Robin Martin
Robin Martin Business Consulting

Lining up for a taste

0275 212 728
robin@martinbusinessconsulting.co.nz
www.martinbusinessconsulting.co.nz
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Support for local Māori business grows
by Staff Reporter

“With the whānau gathering, opportunities being
discovered and our community in a rebuild
phase thanks to Covid, KUMA is a welcoming
and connected business network, led by whānau
in the region, and is supporting a developing
Māori business economy and therefore is also
encouraging a thriving Māori community.”
KUMA’s local capabilities were strengthened
even further last year, with the introduction of
a paid coordinator position, filled by respected
facilitator Mel Wright (Ngāti Whātua). Another
coordinator, Keri Limmer, is based in Ōtepoti.

(From left) KUMA board member Celia Crosbie (Wānaka), coordinator Mel Wright, and Tāhuna
board members Karmela and Maria Rapata

The number of Tāhuna (Queenstown)
and Wānaka Māori-owned and operated
businesses are growing and becoming more
connected, thanks to the combined mahi of local
representatives for Te Kupeka Umaka Māori ki
Āraiteuru (KUMA).
When Queenstown entrepreneur Karmela Rapata
first discovered KUMA four years ago, she was
drawn by the prospect of connecting with the local
Māori business community and to discover specific
business development opportunities for Māori.
But what she found was so much more than that.
“What I realised is that KUMA is a place of
manaaki, tautoko and whanaungatanga – and
therefore a place where both business and
personal growth is interwoven. It is a community
that is invested in each other’s success,” she
explains.
Shortly before the start of the global pandemic,
when Karmela and her sister Maria established
tourism start-up Check In Queenstown, the
duo experienced first-hand KUMA’s founding
whakatauki ‘kia tipua tahi ai – let us grow
stronger together’. So when the sisters were asked
to consider standing for the KUMA board in
2020, it was a no-brainer.
“I felt it was a fitting way to continue my journey
with KUMA, to share with others what was
shared with me and to hold strong to our kaupapa
of growing together,” Karmela says.
The Rapata sisters (Ngāti Maniapoto, Ngāti
Raukawa, Ngāti Kahungunu, Ngāi Tahu)
strengthen Tāhuna Queenstown representation
for the Southern Māori business network
organisation. They’re joined by fellow board
member Celia Crosbie (Ngai Tahu), in Wānaka,
who was elected at the same time. Other
elected members are in Murihiku (Invercargill)
and Ōtepoti (Dunedin), ensuring widespread
representation across Central Otago, Otago and
Southland.

KUMA is pan-iwi – meaning it provides
opportunities to connect with whānau from all
iwi, hapū and rūnanga from across the motu.
KUMA has strong relationships with the Regional
Business Partner Network, MBIE’s Regional Skills
Leadership Group, Business South, Te Puni Kōkiri
and the University of Otago Business School.
It delivers support, advice and offers its own
training and professional development through a
range of business-focused programmes.
Supported by Government initiatives aimed
at building regional business capability and
strengthening communities, KUMA has initiated
coaching and mentoring programmes, connected
Māori trades businesses to grow capacity for
tendering for government and other construction
contracts, and, in the past year, has engaged with
wāhine in business through its Mana Wāhine
programme to provide tailored, strategic
coaching.

Ōtepoti-based tumuaki (chair) Claire Porima
(Ngāti Hikairo) has been a KUMA board member
since 2015 and chair since 2017. She says while
the collection of robust data about the number
of Māori businesses is still being developed,
Government reporting indicates that nationally,
there are approximately 1500 Māori SMEs, 9000
businesses with Māori shareholders, and 15,000
Māori sole traders. In Otago and Southland, data
suggests there are approximately 775 sole traders
and 350 Māori owned businesses.
The biggest change in recent years that Porima has
noticed is that the broader business community is
engaging more with Māori businesses and there
is an awareness of the richness of Māori culture,
values and ways of doing business.
“There are historical and hidden barriers that
have prevented equitable access to resources
and tools to develop and grow Māori businesses.
Having a network like KUMA keeps the focus
on success, growth and cultural wellbeing for
those who are members of KUMA as well as
those in our community who are allies and
deeply committed to enhancing a te ao Māori
perspective in business.”
Local Māori businesses interested in joining
KUMA can visit kuma.co.nz or email tahuna@
kuma.co.nz

It also plays an advocacy role – earlier this year
KUMA hosted Māori and Labour MPs, including
Minister Willie Jackson, and members were able
to discuss issues of critical importance to Māori
businesspeople in the Southern Lakes.
KUMA holds monthly hui across the region and
an annual Māori Business Awards. This year’s
awards will be hosted by Tāhuna and Wānaka
(venue still to be confirmed) in September.
Over the past two years, Karmela has noticed a
greater desire for uniting as a whānau community
in the Queenstown Lakes District – and with that
desire comes a greater need for accessing services
and support.
It’s a giant leap from when the Rapata family first
arrived in Queenstown 20 years ago. Back then,
Karmela recalls, there were only a handful of
Māori families in the district. In the past 10 years,
there has been an influx of Māori moving to the
region – but efforts to develop Māori enterprise
and support networks were siloed.

KUMA tumuaki (chair) Claire Porima

QT BUSINESS

July 2022 | Issue 21

At home in the mountains - Laura Hedley
by Paul Taylor

‘One more season’ before getting a job in the
real world has turned into a stellar career in
the mountains for Cardrona & Treble Cone boss
Laura Hedley.
The 36-year-old took the reins as general
manager of the RealNZ-owned skifields last
year, when long-time mentor Bridget Legnavsky
moved up to become company’s chief experience
officer.
For Hedley, it is the latest challenge in a career at
Cardrona that began way back in 2008.
“When I finished university, I did think to myself
I’d do one more season in the mountains, before
getting full time job.
“It was actually Bridget who hired me as a ski
instructor, she was ski school director at the time.
“I’m pretty sure she was just like ‘Kiwi,
experienced, here’s the instructors’ suit, you’re
hired’.”
Hedley had graduated from the University of
Otago with a Bachelor of Commerce (BCom) in
Marketing/Marketing Management, with a focus
on sports marketing.
She’d grown up in the mountains; her dad was
an instructor and mum a patrol nurse. Living in
Rotorua, they skied the Whakapapa skifield at Mt
Ruapehu, before moving to Christchurch when
she was still young.

“I grew up skiing. Before I could walk,
I was in a backpack, and then as soon
as I could, I was on skis. It was a pretty
good start to life.”
Her teenage years were spent between
Christchurch and Nelson’s beaches, skiing at Mt
Hutt and Rainbow ski resort, spending as much
time on the slopes as she did at school.
Her family followed the snow too, sometimes
spending the Kiwi summer in skiing at Lake
Tahoe, in the US, and Hedley spent a few OE
seasons out the during uni, working as a ski
instructor at Heavenly.
After her first season at Cardrona, she returned
to Christchurch but was drawn back by an events
job.
“It was kind of a fit with my marketing degree and
I enjoyed it, so I did that for about five years. We
used to run World Cups, Junior World Champs,
the Burton Opens, all of those events and all the
little smaller local events.”
Hedley also worked with Burton and the
Winter Games separately, in one of its earliest
seasons, as well as Quiksilver, looking after their
Christchurch retail store and the Queenstown
flagship store. She also travelled over to Australia
to help out with the Quiksilver Pro surfing comp.

“It was always the beach or the
mountains for me and they were nice
enough to let me continue with my
winter job.”

General Manager Cardrona & Treble Cone Experiences Laura Hedley

When she had her son Dylan, now eight, she
took the opportunity to move indoors in 2014,
successfully applying for the role of people and
performance manager. That’s HR in old terms.

measures, border closures and staff shortages.

By then, Real Journeys, now RealNZ, had bought
the skifield from Duncan Veall.

“It definitely makes you want to do right by them”.

“It wasn’t my background but it’s such an amazing
company, the leaders see the skills you’ve got and
help you grow.”
The advent of Real Journeys saw Cardrona grow
from a small family company employing around
400 people a year and a dozen in the summer, to
now more than 900 in winter and 150 in summer.
“Cardrona’s always been about its people, that’s
the cool thing about it. So, it was an awesome role.
“And it was a really good insight into the
corporate world and business. It came with a lot
more responsibility - it was probably the first time
we’d really reported to a board. There was a lot
more expectation, from what had been a pretty
cruzy field to work at.”
The role needed a deep understanding of staff
needs and, with a lot of internationals, an email
hotline to the Immigration New Zealand team.
Within four years, Hedley became part of the
senior management team, working on projects
to expand into Soho Basin and also bring Treble
Cone into the operation, after it was bought by
RealNZ in 2019.
The two teams had only just begun to merge in
2020 when Covid hit, followed by lockdowns,
and two pandemic hit winter seasons.
Hedley took over in the GM role in August
2021, so is yet to have what would be regarded
as a normal season, instead dealing with Covid-

The “big step” into the top job has been made
easier by the faith in her shown by the leadership
team and her mentors.
She has four direct reports. TC ski area manager
Ewan Mackie, Cardrona ski area manager Heath
Richmond, head of sport Garett Shore, and head
of hospitality James Mulcahy.

“I couldn’t do my job without them.
They are just as passionate as I am.”
The team’s philosophy is that even though the
business has grown, every member of staff should
have that same feeling of being absolutely stoked
to be up the mountains.
“We want them to be absolutely fizzing to come
up, have great experiences, and feel part of a
family when they work here. Then they pass that
feeling on to our guests, which is pretty cool.
“That’s what it was like when I started working
here, and it still is.

“I absolutely love my job. It comes with
its challenges but I love the people I
work with. I love those mountains. To
me, it’s home and family. When those
sorts of things combine, it’s pretty easy
to do job.”
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Home to roost - Kristy Kong
by Sue Fea

business role, which she learned to navigate. “My boss was female and she
told me stories about what husbands in the office could legally do to their
wives at home, which puts you in an unusual position when you’re working
closely with them.” However, when her male staff realised she knew her stuff
she was able to command a certain level of respect.
In 2011 back in New Zealand Kristy helped launch The Sound Radio
Station, an old rockers’ station, which involved building a brand from the
ground up.
Later when Kristy married Dan, who works for Adidas as a sales manager,
he got a job in Singapore, where she managed a big radio sales team for
three years. Singapore was more liberal but it was a challenge navigating the
multi-cultural interests of her 19 staff, including a melting pot of ethnicities.
“They all had very different customs and beliefs and I soon learned very
different business practices to us.
“I’m all about building relationships with clients and staff whereas the
Chinese are all about price, costs and budgets,” she says. “They all bartered
and wanted the biggest discount. They weren’t interested in being taken to
lunch. They wanted a better deal than their competitors.”

From left, little Kingston, husband Dan, Lennox, Kristy and wee Rocky

She’s batted against the best radio marketers around the world and, as
with so many other ex-pat Kiwis like her, Kristy Kong recently came home
to roost.
Covid disruptions and border closures saw Kristy and her husband, Dan
Kong, uproot their two pre-schoolers and baby late last year to move back
to Kristy’s Wānaka roots.
In January this year Kristy took up the role of general manager for
MediaWorks Queenstown, Wānaka and Central Otago – one she cherishes
as her first general manager role and so close to home.
Kristy, now 43, left the district in her teens to study for a Bachelor of
Broadcasting in Radio at the Christchurch Broadcasting School. Her first
radio DJ role was at The Edge, aged 20, and she worked for MediaWorks in
Hamilton, Christchurch, Wellington and Auckland in various roles. “After a
while I realised I wasn’t funny enough for on air so I switched to marketing,”
she says. “Sitting in the studio doing the night show by myself was so boring.”
Just as well she made the switch as Kristy found her niche, working all over
the world.
A national marketing manager role at The Rock for five years was a career
highlight.
After a two-year stint in recruitment in London, Kristy found herself
working for a radio group owned by Canwest in Istanbul, marketing three
stations. The general manager, an Aucklander, invited her into the role and
Kristy lived with her. “I often worked through interpreters and we had an
amazing driver taking us to work every day. The trip took two hours through
the crazy traffic in Istanbul,” she says. “The offices were in an industrial area.
I think there was a crematorium down the road as I swear they were burning
something every day – the most disgusting smell.” Just prior to that Kristy
had been working in London in 2007 when the tube was bombed so it was a
nerve wracking time to be living in Eastern Europe, she says. “We lived in a
compound though, so were safe.”
In Turkey, Kristy experienced incredible sexism as a woman in a leading

An outgoing young Kristy also learned that the Chinese can be quite
sensitive and reserved. “As Kiwis we can be a bit abrupt and say what we
think all the time, but I would see a funny look in their eyes,” she says. “I
needed a little more sensitivity and my feedback there had to be wrapped up
in positivity.” It was a very hierarchical business environment, but her staff
soon learned that Kristy liked to “lead on their level” and wasn’t afraid to be
hands on. “They hadn’t had managers before who’d asked their opinion, or
what they thought. I had a lot to learn from them and they loved that.” In
her three years in Singapore the sales team became extremely successful and
revenue grew. “That came down to my approach to management. I was their
biggest cheerleader and regularly went to see clients with them. I was more
of a support person than a manager.”
Her new Queenstown-based role comes fresh from a five-year hiatus as a
stay at home mum, living in Portland where Dan was eventually transferred
to.
“We heard there was going to be an MIQ room release mid last year and it
all happened quite quickly. I thought, ‘when are we ever going to get home
if not now’,” Kristy says. The timing was perfect with former MediaWorks
regional boss Rik Van Djik resigning to live in Bali for a while.
Kristy manages a strong sales team of account managers, along with an everexpanding advertising portfolio, including eight radio stations, local bus
backs and a newly-acquired digital company. MoreFM is the main station
and, while her early months were spent with the team working remotely to
protect staff, she says
things are definitely
ramping up with
clients now.
Kirsty’s delighted to
be back on home turf
with grandparents just
over the hill and Dan,
still with Adidas, can
work remotely, which
really helps with three
children aged five,
three and 18 months.
“MediaWorks has a
really flexible work
environment so I
can pick up the kids
a couple of days and
spend time with them
then work at night.”

Kristy at Anzac Cove in Gallipoli, Turkey (2007)
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Creating a chocolate empire – Alex Gimenez
by Sue Fea

Alex Gimenez may have a sharp eye for
opportunity, but he’s also got a healthy hankering
for good chocolate.
For Alex, at least, these two attributes have
certainly paid off.
The Argentinian creator of what’s arguably
Queenstown’s best-known handmade chocolate
brand, Alex and his wife, Lorena Giallonardo, a
food lover and experienced economist, have built
up Patagonia Chocolates from scratch. In just 17
years they’ve successfully launched six Patagonia
businesses locally in various forms, building up
quite an empire. Unfortunately, their popular
Beach Street waterfront Patagonia Chocolates,
selling ice cream, chocolates and dessert, became
a casualty of Covid times, says Alex. “With the
international borders closed we just couldn’t
afford to keep it. We had to take a hard line on
what was best for the business.”
However, despite a big proportion of their
business coming from domestic and international
visitors they’ve been able to retain their other five
businesses in the district, including the lakefront
ice creamery and chocolaterie café in Rees Street.
The Arrowtown outlet remains too, selling ice
cream, chocolate and desserts. The Café and
Roastery in Wanaka, Queenstown Airport store
and Glenda Drive ice cream factory have all also
survived.
It’s been a very tough few years for the team, whose
downtown restaurant and store have always
been a popular after dinner focus for visitors
strolling through town seeking out that sweet
treat. Alex’s boutique handmade chocolates, huge
range of innovative ice cream flavours, freshly
roasted coffee and line-up of some 30 different
desserts have topped off many a great downtown
Queenstown meal.
However, Alex hasn’t been resting on his laurels
waiting for the tourists to return. Quite the
contrary. He’s about to launch two new products.

Photo by Leigh Jeffery

Alex is currently
developing a new
liqueur chocolates line,
due out in the next
month or so, and his
own delicious hazelnut
spread, Nocciola –
Italian for hazelnut.
Alex has his own nut
roaster, which also
helps create the awardwinning
flavours
in
his
champion
hazelnut roast ice
cream, Cremino. He
pretty much cleans up
a wad of awards each
Lorena and Alex outside their popular lakefront ice creamery
year at the annual
and chocolaterie café in Rees Street
New Zealand Ice
Cream Awards where
Patagonia Chocolates’ popular Tramontana Europe, especially in Italy where he’s completed
and Vanilla Cookies flavours continue to take different courses. Even with all of his experience
pride of place on the leader board. Patagonia and success Alex says it’s still important to upskill
Chocolates won seven ice cream awards in 2020. and regularly teach yourself new techniques.
Alex’s sorbets, made with Patagonia Chocolates, He’d opened his first bakery by 18 and within a
are pretty good too. “We try to be innovative short time owned three, later training to become
and come up with interesting new flavours, but a pastry chef. “Argentinian pastry is more like
the customers don’t always want that,” Alex says. French or European-style, so we use a lot of
He keeps 20 flavours in his stores and needs to chocolate.”
ensure the old favourites are always on offer in
His interest in chocolate-making was piqued
each one. “People expect to see their favourite
back home when he travelled to Patagonia to
flavour in all of the shops.
visit a friend with a chocolate factory. She later
“We have a huge waffle cone machine here that came out to New Zealand and helped him set up
produces 3000 cones a day during the peak his original small handmade chocolate outlet in
summer period. Sometimes when it’s busy we use Arrowtown.
that many in one day.”
These days his ever-expanding business turns out
The coffee he roasts, using a blend of beans from 60 times what it did back then.
Central and South America, Kenya and Papua New
While he’s relieved to see the borders open, Alex
Guinea, is also sought after. During summer Alex
says he’s extremely concerned about the severe
sends a food caravan selling his ice creams and
labour shortage. “It will be really hard to maintain
coffee to Mount Maunganui in the Bay of Plenty.
that best experience of Queenstown,” he says. “It
The Rees Street café has become the showcase for will be hard for all businesses. Many may have to
the brand with additional seating for 50 people in operate restricted hours.”
the newly-expanded chocolate production room
upstairs. Alex and his chocolatiers make the
chocolates behind glass in an open plan, theatrestyle chocolate factory. Customers can sit and
enjoy their chocolate, ice cream, or dessert and
coffee, while watching the chocolates being made.
Creating in the kitchen is something that comes
as second nature to Alex, who’s been whipping
up delicious desserts and ice cream back home
in Argentina since he was four. “I came from a
long line of Italian food creators, who’ve been
in the ice cream making business for almost 60
years,” Alex says. “I learned a lot from them. I’ve
always had a love for food.” As a child he grew up
baking and cooking with his mum and even with
all of his experiences, prior to Covid times, Alex
would regularly head off to study new techniques
and trends. He says he’s picked up many of his
chocolate-making skills during travels around

Photo by Leigh Jeffery
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This bear’s out of hibernation
by Jessica Allen

Queenstown’s Crimson Badger Brewing have
brought their Mulled Ginger Bear and Mulled
Wine out of hibernation for the winter season.
Since the business’ inception in 2017 they’ve
created a mulled version of their quintessentially
Queenstown beverage, Ginger Bear, and have
recently added mulled wine to their remit. You’ll
find their mulled boxes in bars and restaurants
around town and up the mountain throughout
the winter.
Starting out of a garage in Fernhill and
subsequently
contract-brewing
out
to
Christchurch, Crimson Badger are now operating
out of ‘The Sett’ on Glenda Drive in Frankton.
Since their start they’ve grown year-on-year, even
throughout Covid-19, and have plans to spread
their wings throughout the North Island and
beyond.
It all began when Crimson Badger founder
Wesley McAllister was approached by NZSki’s
head of food and beverage at the time to create
a warm version of the drink in an easy-to-pour
unit for the NZSki staff. He went to work and
came up with the mulled units you’ll now see,
which heat the unique winter version of Ginger
Bear from a standard keg.
But simply heating Ginger Bear wouldn’t taste
quite right, so McAllister and fellow founder Sam
D’Cruze went through a lot of recipes to ensure
the right taste was delivered. They travelled up
to Christchurch to do the original large-batch of
Mulled Ginger Bear.
“A lot of trial and error has happened over the
years. We’ve just been making adjustments to it
each season and have been getting reviews since
it started — we’ve been tweaking it every year
with different rum and different recipes, but I
think we’ve landed on our long-term recipe,”
McAllister says.
Their Mulled Wine is a later addition to the
collection, only starting three years ago in a
smaller capacity when some bars and restaurants
they supplied Mulled Ginger Bear to requested it.

It’s grown since then and this year they’ve made
their biggest batch yet — the products are an easy
solution for staff, too.
“It started to grow slowly like everything else,
we started to order more and more, and saw
growing demand for the units. This year has been
surprising in the demand we’ve had for both
Mulled Ginger Bear and Mulled Wine.
“There are more people coming into town but I
would say the increase in demand is more that
people are hearing about the units because they’re
such an easy solution, and I think that’s been the
main driver. They don’t have to be prepped, and
I would even say that due to the lack of staff and
the lack of chefs, that would be a contributing
factor because that’s one less thing that the staff
have to deal with — it’s just order and job done.”
Prep for the products, which are only available in
winter, starts around March each year and winter
is their busiest period.
“Each year it kind of catches us off-guard. Last
year Covid played a real part in it and then this
year winter kind of arrived early — the cold snap
started a month early in comparison to the year
before so it kind of caught us off-guard. We’re just
going to build more units through the summer
and just keep chugging along so that we’re fully
prepared so that when someone wants it we’re
ready to launch it,” McAllister says.
“Winter is actually our busiest season funnily
enough, and the units just create more demand,
more hours and more labour. Then we also have
to supply more products, which is great, and
then when summer comes along it’s just good
old faithful Ginger Bear that takes the stage and
trucks along.”
Crimson Badger pride themselves on delivering
unique products to their customers and their
Ginger Bear design is a popular one — they
also produce a range of merch including ski/
snowboarding jackets. There are challenges
to operating out of isolated New Zealand, but
Australia can help out.
“At the end of the
day, New Zealand is
an island and so we
are restricted in some
ways with what we
want to buy. You can’t
always get that variety
or that unique item
that people will be like
‘oh, that’s cool’, and
so sometimes that’s
difficult — Australia
is usually the next stop
and they have a good
amount of variety.”
McAllister and the
team are looking
forward to the future

Crimson Badger Brewing Sam D’Cruze and Wesley McAllister

and continuing to expand. They’ve just purchased
more equipment to expand production at The
Sett and are fortunate to have a small but strong
team to keep up with demand.
“I think there’s a lot more people in town and
everyone’s getting busier, which is great, and now
it’s just a matter of can people keep up, and can we
keep up? We’re extremely lucky, and it’s awesome
to have the crew that we do, so I really couldn’t
have asked for more,” McAllister says.
You can find out more about where to find
Mulled Ginger Bear and Mulled Wine at Crimson
Badger’s social pages or at crimsonbadger.co.nz
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Where life leads you - Welcome Rock Gardens
by Sue Fea

American Brendan Lopez was enjoying an OE
biking his way around New Zealand working
short stints on organic farms when the main
2020 lockdown hit, leaving him stranded in
Garston.

When restrictions eased and the Remarkables
and Arrowtown Farmer’s Markets sprung up
again Brendan began to amass a loyal following
and that’s continuing to grow with market day
produce selling out each week.

However, the then 30-year-old Wisconsin-raised
gardening lover didn’t consider it stranded at all.
Instead he turned his situation into not only a
new business, but a new life.

He’s hoping to break into more restaurants and
cafés as the borders open this month and the
hospitality industry kicks into a higher gear
again. However, he’s already built up a small loyal
following of local chefs especially keen for regular
deliveries of fresh organic veggies, delivered the
day after harvest, within 24 hours of picking.
“Most of my mesclun goes to the restaurants
in summer.” Kinloch Lodge at the head of Lake
Wakatipu is a fan of Brendan’s organic produce
and he’s already growing specific varieties for
some Queenstown chefs, like Trent Watson, of
Eichardt’s. “He asked me to grow Kumi Kumi, a
small Māori pumpkin, which is great for roasting.
I’ve found it grows really well down here,”
Brendan says.

Chatting with the owners of Blackmore Station,
near Garston, where he had been working as a
WOOFer (Worldwide Opportunities on Organic
Farms), Brendan mooted the idea of starting a
small market garden on the property.
The owners, Tom and Katie O’Brien, currently
lease out the station, which has been in Tom’s
family for over 100 years, and also operate
Welcome Rock Trails from there. They allocated
Brendan an acre (.4ha) of land where he got busy
preparing and nurturing the soil before planting
his first Welcome Rock Gardens crops.
He’d arrived with a little market gardening
experience after working in the industry in Iowa
and says he’s quickly learned what are the best
high-yield, high-quality crops. “The climate is
very different to Iowa where I learned market
gardening. We had very hot summers and
very cold winters, but we have our own little
microclimate here.”
Gardening began as a hobby for Brendan while
he was in university and began growing his own
food. “It kind of developed as more of an interest
from there,” he says.
Before long he was delivering his Garston-grown
Veggie Boxes door to door in and around the
Wakatipu, a far cry from the Spanish and Political
Studies career he’d studied for.
“I’d planned to go to Law School, but I decided
that wasn’t for me and worked in Seattle,
Washington, for a while. Now even Queenstown
can be too big and busy for me,” Brendan says.
“But it’s close enough that if I need to be social I
can drive 45 minutes up the road.”
As word of mouth has spread this one-man band
has found himself pumping out 70-hour weeks
during peak summer seasons.

Brendan’s expansive gardens

“While it wasn’t the best time to open a wholesale
business, my personally delivered Veggie Boxes
have been really popular, especially with the
restrictions and precautions of the past few years.”
Brendan has had to expand his garden size to
keep up with demand from Queenstown veggie
lovers and now has 62 beds, 72cms by 15m long.
“Soil is key and I don’t till the ground to protect
the microbiology of the soil,” he says. “I pick
the popular crops and once people taste an
organically-grown carrot they won’t look back.
There’s so much more flavour. They’re crisp
and sweet and taste like carrots, not just orange
crunch.”
Brendan experimented with organic garlic last
year and his customers can’t get enough of the
large, 150g bulbs. “They’re incredibly pungent
and flavoursome.”
In summer he can’t keep up with demand for
yellow and green courgettes and French beans,
and in spring the customers love a good sweet
snow pea. While he’s turning out heaps of veggies
just now – kale, silver beet, leeks, radishes,
turnips and carrots, Brendan’s spending much of
the winter planning his future crops as rotation

Welcome Rock’s delicious fresh veggies

Brendan, of Welcome Rock Gardens,
keeping it natural

and timing are crucial. Broccolini is always
popular, as are basil, coriander, fennel and an
unusual German-style cabbage, kohlrabi. “It’s like
a giant green or purple radish which has beautiful
flavour grated raw into a slaw. I’ve been amazed at
how well it sells at the markets.”
In winter he only offers one size of Veggie Box,
packed with six to eight items, while in summer
he offers small and large. “The prices are pretty
comparable to supermarkets when you take the
big hike in petrol prices into account and the fact
that I deliver to the door as far as Sunshine Bay
and Arrowtown,” he says. He’s hoping to be able
to continue to absorb those increases, but if they
continue to go through the roof Brendan may
consider meeting customers at Frankton with
their deliveries. He’s offering discounted rates for
those signing up for a subscription, which helps.
Brendan’s not planning to get back on his bike
anytime soon. “Garston is home.”
For further information see:
www.welcomerock.co.nz

Awaiting the customers
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Helping hand for Queenstown Lakes businesses
by Jacqui Thomas

The Snow Gods did their bit, the first trans-Tasman flights have landed, and
slowly but surely our winter tourism businesses are rising to fight another
day. Whilst not a silver bullet, many of our local businesses have been able
to make good use of the Tourism Communities: Support, Recovery and Reset
funding package and for many this may be the lifeline that pulls them through
to brighter times ahead. If you are a tourism business in the Queenstown
Lakes area, it’s not too late to register for this funding with Reginal Business
Partners (RBP). It is open until the end of August. We talked to some local
operators who have already put the support to good use:
SnoPro offers a delivery model for ski rentals across Queenstown and
Wānaka, with Australian visitors making up a large portion of their clientele.
Border closures over the past two winters caused a reduction in custom of
over 50%, coupled with many trained and experienced winter staff also
being locked out for that time. The Tourism Communities funding has
been a huge help and eased the burden of decision making, allowing extra
resource for recruitment campaigns, staff training and servicing machinery,
all increasing the optimism for the winter season ahead.

business with the borders being
closed. Through the Tourism
Communities funding, they’ve
had the support to re-define their
business, allowing them to survive
through 2022 and hopefully come
back stronger in 2023. They’ve
used the funding to adapt and
evolve, building their online
profile to better attract overseas
visitors for 2023. Whilst they will
be able to do some of their camps
this winter, they don’t really see
overseas ski visitors coming back
strongly until next season.
Dean Hunter, Director, Rookie
Academy, says: “The support and
contacts, as well as the funding,
has made such a difference.
Although financially we’re not
strong, internally we’re in a much
stronger position, with more
clarity in our niche. Now we can
spend our money more wisely
with a better defined marketing
strategy, getting in front of the
right people. We’re very grateful
and humble for the support that
has allowed us to still be here and
feeling positive about this season and the coming 2023 season. The process
with Regional Business Partners has been a great experience with their help,
support and empathy.”

Justin Worth, Snopro

“With strong demand as the borders open again after a two-year hiatus,
our business may have struggled to deliver on its service. The reduction
in revenue meant some hard decisions about where to cut costs, but the
Kickstart fund has helped with an injection towards maintenance, software,
and staff training to give us the best relaunch to the international market. A
welcomed side-effect was a reduction of stress to ensure this business hits
its goals now and into the future. Thankyou RBP.” Justin Worth, FounderSnopro
In Wānaka, The Rookie Academy is a high end ski training brand offering
ski instructor training and advanced technical camps. With predominantly
overseas visitors coming to do their courses, they literally lost 100% of their
Marama Mains - Cranbury Court Apartments

At Cranbury Court Apartments it’s been a stressful couple of years with
occupancy rates of their quality self-contained apartments plummeting
through the halt on overseas visitors – their main customer base. Operating
with reduced hours and levels of service for the past two years, the majority
of their staff were sadly laid off at the beginning of Covid-19. Now they are
beginning to rebuild their team, but with the serious shortage of available
applicants in Queenstown, this has become a major challenge for the upcoming
winter season. The funding has helped them to start scaling up ready to
welcome international tourists, covering costs associated with recruitment of
staff and training required, and broadening their marketing programme.

Dean Hunter, Rookie Academy

Marama Mains, GM Cranbury Court Apartments., says: “The Tourism
Kickstart Fund has made a big difference to our business and our ability
to provide the normal levels of service to international tourists. It’s been a
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The small print
Events funding lights up Queenstown
Twenty sports, arts, music and culture events are expected to generate
almost $102 million for Queenstown Lakes over 2022-2023. Queenstown
Lakes District Council has confirmed its $527k grants for the year.
Crankworx looks set to make a return, after its hugely popular summer
series in December. It’s one of five events to be awarded over $30k,
the others being LUMA Southern Light Project, New Zealand Open Golf,
Winter Games and Wānaka’s Festival of Colour. Other events, receiving
less than $30k, include Arrowtown Autumn Festival, Challenge Wānaka,
Lake Hayes A&P Show, Michael Hill International Violin competition,
Motatapu and Winter Pride. Queenstown mayor Jim Boult says the events
support everyone from accommodation providers to sound engineers.
“Kudos should be given to the event organisers who have hung in during
the tough times and re-emerged to provide these fantastic experiences,”
he says.

Strong bookings

Simply Perfect Weddings. Photo by: Rich Bayley Photography

welcome reduction in the stress that we’ve been carrying for the last few years.
It’s encouraging to see bookings coming in and filling up our apartments
for the winter season. We are looking forward to seeing our apartments
occupied and welcoming international tourists back to experience all that
Queenstown has to offer.”
Simply Perfect Weddings plans destination wedding packages for
couples visiting Queenstown to tie the knot. With 95% of their business
couples coming from overseas, there was an initial shock to the business
when the borders closed, followed by the continued uncertainty around
borders re-opening affecting forward bookings, and lots of juggling with
postponements and cancellations.
Sarah Arkin, Simply Perfect Weddings, says: “The Kickstart Fund has
been essential in helping relieve some of the pressure of getting business
operations back to their normal levels since the border reopening was
announced. It’s also given us the confidence to continue to take future
bookings, knowing we have some funds to support some of our staff costs
over the next few months, which are typically quieter than the busy wedding
season ahead. The winter is looking quite good considering the lead time
most of our couples need to plan a wedding, and the rest of this year is
looking busier than even pre-Covid levels due to a number of postponed
weddings, alongside a surge in couples ready to travel and plan a destination
wedding again. The Kickstart fund finally felt like the financial help we
really needed, with funds available that were flexible enough to use when
and where we needed them most within our business.”
If you are a tourism related business in the
Queenstown Lakes region, you still have time to
register for the Tourism Communities: Support,
Recovery & Reset support. The first step is to
register at www.regionalbusinesspartners.co.nz
and then one of our local business advisors will be
in touch to talk you through the available support.

Destination Queenstown’s 90-day forward outlook shows occupancy of
the resort’s accommodation over 70% for the rest of July. The overlap
between the school holidays in New South Wales, which end 18 July, and
the NZ school holidays, running from 11-25 July, is expected to create the
some of the busiest days the town has seen this year, with occupancy
over 80%. August is also looking relatively strong with peaks between
70-80% Thursdays through to Sundays, and weeknights hovering around
60%. The outlook, published 1 July, is weighted 90% on current bookings
and 10% on prediction. Winter Pride, the Winter Games and Snow
Machine events provide a boost in late August and into September, before
occupancy tails off to between 50-60%, except for a school holiday bump
in late September. But, if bookings follow a similar trajectory to 2019, as
they appear to be so far, then businesses can expect decent numbers of
tourists throughout the rest of winter, with occupancy around 70%.

New landing page
Queenstown Airport has launched a new website to deliver an enhanced
customer experience. Designed and built by Tomahawk, a New Zealandowned and operated web development agency specialising in tourism
brands, the website aims to provide a “frictionless digital experience” for
guests, says Queenstown Airport GM Corporate and Community Affairs
Sara Irvine. It provides the latest travel info, enables people to connect
with the airport company, and also supports revenue diversification. It is
also on a resilient, adaptive platform. Airport staff will continue to tweak
the website as they go along, rolling out digital tools to improve user
interaction. You can visit the new website at queenstownairport.co.nz
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