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Go further. Get closer. Discover more.
	Position title
	Marketing Manager

	Business unit
	Southern Discoveries

	Department
	Marketing

	Location
	Queenstown, with regular travel to Milford Sound and Te Anau for shoots, signage and site work

	Reports to
	General Manager Marketing

	Direct reports
	Nil. Gives day-to-day direction on marketing work to the Marketing Executive, the Sales & Marketing Coordinator and the Content Creator

	Employment type
	Permanent

	Hours of work
	Full time — 40 hours per week

	Date
	October 2026


POSITION PURPOSE
Southern Discoveries has been taking people onto Milford Sound for more than 70 years. We run cruises, coaches, Small Group Travel, scenic flights and the Queenstown Wine Tour, and we care about doing every one of them properly. The Marketing Manager makes sure the world keeps hearing about it, and that every piece of work we put out is as good as the place itself.
This is the hands-on role in our marketing team, and the General Manager Marketing's closest working partner. Together they shape the marketing plan; the GM Marketing sets the strategy, the brand direction and the budget and makes the final call, and the Marketing Manager brings the ideas, the market knowledge and the plan for getting it done, then makes it happen, on time, on brand and on budget, and runs the team's marketing work day to day.
The role holds the working relationship with our agencies (the GM Marketing holds the commercial relationship), owns our production suppliers end to end, writes and signs off copy, runs our shoots and signage, prepares the monthly marketing data and leads day-to-day PR.
The role is guided by our five values — Kaitiakitanga, Safety First, Manaakitanga, Rangatiratanga and One Crew, in how we work, how we decide, and how we represent Southern Discoveries with partners, agencies and guests.
KEY DUTIES AND OUTCOMES
The key areas of responsibility for this position and the outcomes expected in each. Duties may develop over time as the needs of the business change. Weightings indicate the expected balance of time and priority across the role.
	Key area
	Duties and expected outcomes

	Marketing delivery and campaigns (30%)
	1. With the GM Marketing, build the annual marketing plan, campaign plans and planning documents from the marketing strategy and company objectives, then run their delivery from brief, through production and approvals, to live and the look back afterwards.
1. Own the marketing calendar; keep the wider business in the loop on what is launching and when.
1. Resource the plan, through your own work, the team, our agencies or contractors, and manage marketing contractors and freelancers day to day.
1. Write clear briefs and check that every campaign goes live on time, on brand and with the right product, pricing and booking details.
1. Shape tactical activity around how we are trading, booking pace, capacity, the season and the market, and bring opportunities to the table early.
1. Decide and run ad hoc promotions: set them up in the booking system (Ibis), brief the Marketing Executive to load them to the website and OTAs, and advertise them. Action the OTA promotions and listing improvements that come out of the GM Marketing's channel analysis.
1. Develop combo products and seasonal specials with our combo partners; the Marketing Executive sets them up across channels.
1. Build the launch plan for new and updated products, agree it with the GM Marketing, and write and sign off the launch material.
1. Produce the fortnightly trade email with the Sales Managers and support the Sales team with trade presentations, imagery and product information.
1. Outcome: campaigns, promotions and launches go live on the dates in the calendar, with no product, pricing or booking errors once they are out.

	Brand, copy, shoots and signage (20%)
	1. Share ownership of the Southern Discoveries brand, and our sister brands Milford Sound Select, Queenstown Charters and the Fiordland iSite, with the GM Marketing. Apply the brand guidelines and tone of voice to every piece of work and check the team's and agencies' output before it goes out.
1. Write and edit copy, product pages, campaign copy, collateral, signage, launch material, to the brand's tone of voice and product rules, and sign it off before it goes out.
1. Set the standard for the brand asset library, templates and image library (maintained by the Marketing Executive), and keep product names, descriptions and inclusions accurate across every channel.
1. Plan and run our photo and video shoots from brief to delivery: shot lists, talent and releases, locations, permits, logistics with Operations, weather back-ups and safety planning; manage post-production approvals and asset cataloguing.
1. Manage display and signage across the business, vessels, wharves, terminals, coaches, the iSite and retail outlets, from brief and design through quotes, proofing, production and installation, with Operations and Health & Safety.
1. Handle in-house design requirements and know when a job needs the agency instead.
1. Outcome: work released by the team and agencies meets the brand guidelines first time; brand and asset libraries are current.

	Agencies and suppliers (15%)
	1. Be the day-to-day contact for our paid media, digital, creative, web and PR agencies: run the briefing, timeline, feedback and approval cycle so their work lands on schedule and to brief.
1. Chase deliverables, check accuracy before anything goes live, and keep one clear view of everything in progress.
1. Raise scope, cost or performance concerns early and work through them with the GM Marketing, who holds the commercial relationship with our core agencies.
1. Own the end-to-end relationship with our production suppliers, photographers, videographers, signage, print and display, including quotes, proofing and delivery.
1. Outcome: agency work lands to brief and on schedule, and anything that could affect a launch is flagged before it does.

	Communications and PR (10%)
	1. Coordinate day-to-day public relations with the GM Marketing and our PR agency: supply the facts, images and product information behind media releases (written by the agency and approved by the GM Marketing), prepare press kits and respond to media image and information requests. No contact with media on SDL's behalf without CEO approval.
1. Own media famils and hosted visits, who, when and what we want from them — with the Marketing Executive handling logistics; make sure they are followed up and coverage is captured.
1. Prepare awards submissions and supporting material; deliver our content and placement partnerships, sponsorships and local events from brief to live and reporting.
1. Get disruption communications out quickly from the agreed holding statements, website, social and partner updates during Milford road closures, weather events and other interruptions, with Reservations and Operations.
1. Keep the business informed: product updates, launch briefings and training material for frontline, Reservations and Sales teams.
1. Work with the Content Creator so our brand storytelling, including our conservation and sustainability work, is consistent across social, web, email and partner channels.
1. Outcome: media and partner opportunities are answered quickly and accurately; disruption updates go out within the agreed timeframes; nothing reaches the media without the right approval.

	Reporting, insight and budget (10%)
	1. Review the channel data the Marketing Executive compiles each month, add campaign results, paid media and your view, and hand the GM Marketing a clean data pack reconciled to Ibis and the source systems. The GM Marketing owns the weekly channel reporting, the monthly marketing report and board commentary, and OTA channel analysis.
1. Report on campaign and promotion results against what each set out to do, with a short first view of what worked and what to change next time.
1. Use the guest surveys, review and NPS summaries and competitor monitoring the Marketing Executive runs, and bring what we learn into product development, combos and campaigns.
1. Spot trends, anomalies and opportunities early and flag them with a view on what to do; keep dashboards, tagging and tracking in good order.
1. Track marketing spend against budget, purchase orders, invoices, the spend tracker, flag variances in the month they arise, and bring budget considerations into the annual planning round.
1. Outcome: the monthly data pack is complete, reconciled and ready on the agreed date; spend variances are flagged in the month they arise.

	Team coordination (10%)
	1. Give the Marketing Executive, the Sales & Marketing Coordinator (marketing work) and the Content Creator clear day-to-day direction: allocate work, set priorities and deadlines, review output before it goes out, and run the weekly work-in-progress meeting.
1. Coach the team on process and quality, using our brand checklists and tone-of-voice guides as the standard, so attention to detail becomes the team's own habit.
1. Give regular feedback and bring capability, workload and performance observations to the GM Marketing, who holds line management and runs reviews and development plans.
1. Keep the team's task tracker current so workload and progress are visible at a glance.
1. Outcome: the team has clear priorities and timely feedback, and the quality of first drafts improves over the year.

	Websites and digital projects (5%)
	1. Own the websites as a product, with our digital contractor: development, SEO and conversion programme, tracking and performance. The Marketing Executive keeps content current day to day.
1. Lead the delivery of website development and rebuild projects, Southern Discoveries and our sister-brand sites, and the booking-experience (UX) work, with the web agency and UX partner, with the GM Marketing setting the direction.
1. Oversee email marketing production and sends; the Marketing Executive builds and sends them.

	Health & Safety
	1. Under the Health and Safety at Work Act (HSWA) 2015, all staff must take responsibility for health and safety, and ensure wherever practicable and reasonable that they, or others, are not harmed by something they do, fail to do, or do incorrectly.
1. Promptly report any accident, incident or near miss that occurs in the workplace using the appropriate procedure, and adhere to all operating procedures including identifying and acting upon any new hazards or risks.
1. Plan shoots, signage installs and events with a documented risk assessment, including when working at or near SDL vessels, vehicles, wharves and roadsides, and follow all site and vessel inductions and the direction of operational crew.
1. Ensure team members, contractors and suppliers working on location are briefed on and follow our safety requirements.
1. Suggest improvements, and attend and participate in Health & Safety meetings.


You acknowledge that your role may develop to include other tasks in addition to those listed above.
KEY RELATIONSHIPS
Internal
1. General Manager Marketing
1. Marketing Executive, Sales & Marketing Coordinator and Content Creator
1. GM Sales, International Sales Managers and Sales team
1. Revenue Optimisation Manager
1. Operations Managers and crews (Milford Sound, Te Anau, Queenstown)
1. Reservations and frontline teams
1. Accounts
1. Health & Safety Manager
External
1. Paid media, digital, creative, web and PR agencies, and the UX partner
1. Photographers, videographers and production suppliers
1. Signage, print and display suppliers
1. Combo and product partners
1. Media, and content and placement partners
1. Industry and destination partners such as Tourism New Zealand, Destination Queenstown, Destination Fiordland and Great South (as directed by the GM Marketing)
AUTHORITIES
1. Authority to brief, direct and approve day-to-day agency and supplier work within agreed scope and budget.
1. Authority to approve marketing output and copy for release once it meets brand, accuracy and legal requirements; campaign concepts, new creative directions and spend outside the approved plan require sign-off from the General Manager Marketing.
1. Authority to allocate and direct the day-to-day marketing work of the Marketing Executive, the Sales & Marketing Coordinator and the Content Creator. No line management authority; performance and employment matters sit with the General Manager Marketing (and the General Manager Sales for the Coordinator).
1. No authority to change agency scope or commercial terms, or to make pricing or product changes.
1. No authority to represent the company, or partner companies, in the media. Any media enquiries must be referred to the Chief Executive Officer and/or the General Manager Marketing.
1. Financial approval limits as per company policy.
PERSON SPECIFICATION
Qualifications and education
1. Relevant marketing, communications or business qualification preferred — the track record matters more than the certificate.
Experience and knowledge
1. At least five years in marketing, with two or more delivering campaigns from brief to live.
1. A track record of managing agencies and suppliers to brief, deadline and budget.
1. Comfortable reading and questioning marketing performance data — GA4, paid media and email reporting — well enough to brief our agencies and know whether their work is doing its job.
1. Experience organising photo or video shoots and managing print or signage production.
1. Experience directing or coordinating the work of others.
1. Strong written English and a good eye for brand and design consistency.
1. Tourism, hospitality or destination marketing experience, and knowledge of the Queenstown and Fiordland visitor market, an advantage.
1. Working knowledge of OTA platforms and website content management systems an advantage.
Personal attributes and skills
1. A doer — takes a brief and gets it finished.
1. Highly organised, with excellent attention to detail; comfortable running several projects and deadlines at once.
1. Confident and clear with agencies, suppliers and colleagues right across the business.
1. Practical and solutions-focused; adapts quickly when the weather, the operation or the priorities change — and in Fiordland, they do.
1. Commercially aware, with real respect for accuracy in product, pricing and booking information.
1. A genuine partner to a strategic lead — brings ideas, pushes back when something is not right, and gets behind the decision once it is made.
1. Coaches rather than corrects — lifts the standard of others' work without doing it for them.
1. Genuinely enthusiastic about Milford Sound, Queenstown and showing them to the world.
Other requirements
1. Current full New Zealand driver's licence and confidence driving the Milford Road in all seasons.
1. Willingness to travel regularly to Milford Sound and Te Anau, including the early starts a good shoot needs.
1. Legal right to work in New Zealand.
APPROVAL
This position description has been reviewed and approved for use.
	Hiring manager
	

	People & Culture
	

	Date approved
	


ACKNOWLEDGEMENT
I have read and understood this position description. I understand that it forms part of my employment agreement and that my role may develop over time. Please initial each page.
	Employee name
	

	Signature
	

	Date
	



Southern Discoveries  |  Position description – Marketing Manager  |  October 2026	Page 1 of 2   Initials: ______
image1.jpg
A& southern
JAY discoveries




