I, Matthew Lawson, Tumu Whakarae | Chief Executive, hereby give notice that
an Environmental and Economic Development Committee Meeting will be held on:

Date: Tuesday, 10 February 2026
Time: 1:00 pm
Location: Council Chamber, Wairoa District Council,

Coronation Square, Wairoa

AGENDA

Environmental and Economic Development
Committee Meeting

10 February 2026

MEMBERSHIP: His Worship the Mayor Craig Little, Cr Jeremy Harker, Cr Roslyn Thomas, Cr
Michelle Tahuri

The agenda and associated papers are also available on our website: www.wairoadc.govt.nz

For further information please contact us 06 838 7309 or by email info@wairoadc.govt.nz
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1 KARAKIA
2 APOLOGIES FOR ABSENCE

3 DECLARATIONS OF CONFLICT OF INTEREST

Members need to stand aside from decision-making when a conflict arises between their
role as a member of the Council and any private or other external interest they might
have.

This note is provided as a reminder to members to review the matters of the agenda and
assess and identify where they may have a pecuniary or other conflict of interest, or
where there may be a perception of a conflict of interest.

If a member feels they do have a conflict of interest, they should publicly declare that at
the start of the meeting, or at the relevant item of business, and refrain from
participating in the discussion or voting on that item.

If a member thinks they may have a conflict of interest, they can seek advice from the
Chief Executive of the Chief Operations Officer (preferably before the meeting). It is noted
that while members can seek advice, the final decision as to whether a conflict exists rests
with the member.

4 CHAIRPERSON’S ANNOUNCEMENTS
5 LATE ITEMS OF URGENT BUSINESS

6 PUBLIC PARTICIPATION

A maximum of 30 minutes has been set aside for members of the public to speak on any
item on the agenda. Up to 5 minutes per person is allowed. As per Standing Order 15.1
requests to speak must be made to the Chief Executive Officer at least one clear day
before the meeting; however this requirement may be waived by the Chairperson.
Requests should also outline the matters that will be addressed by the speaker(s).

7 MINUTES OF THE PREVIOUS MEETING

Nil.
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8 GENERAL ITEMS

8.1 WAIROA GRANT FINDER PLATFORM

Author: Austin King, Kaiwhakahaere Hapori me te Whakapapa | Community and
Engagement Manager

Authoriser: Juanita Savage, Chief of Operations

Appendices: 1. WAIROA GRANT FUNDER PROPOSAL - WAIROA DISTRICT COUNCIL
2026

1. PURPOSE

1.1 This report provides information for Committee about the Wairoa Grant Finder
platform, recently launched by Council.

1.2 The platform is designed to help local businesses, community groups, community
organisations and Council find and apply for funding opportunities.

1.3 No decisions are required by Committee at this stage.

RECOMMENDATION

The Kaiwhakahaere Hapori me te Whakapapa | Community and Engagement Manager
RECOMMENDS that Committee receive the report.

2. BACKGROUND

2.1 Council is regularly approached by local businesses, community groups, organisations
and individuals seeking support to identify funding and grant opportunities. The
opportunities are often spread across multiple agencies and websites, making them
difficult to locate and track.

2.2 To help address this, Council has engaged GrantGuru to provide a Grant Finder platform
that brings together relevant funding opportunities and avenues into one online, easy-
to-use portal. The platform is branded for Wairoa District Council and is available to the
public and Council staff.

2.3 The objective is to improve awareness of funding opportunities and increase the
likelihood of successful grant applications into the Wairoa district.

2.4 The Wairoa Grant Finder platform was officially launched on Monday 9 February 2026
and is now live and accessible to the community via the Council website. An intensive
communications campaign will be conducted over the next month and then followed by
regular updates via Council’s channels.

2.5 There are no previous Council resolutions specific to this platform. This report is
provided to inform Committee following the platform’s launch.

2.6 The Wairoa Grant Finder platform supports Council’s vision and outcomes by:

Iltem 8.1 Page 6
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2.6.1. Encouraging more external funding to be invested in the district
2.6.2. Supporting local economic development and community-led initiatives
2.6.3. Improving access to funding information for businesses and community groups
2.6.4. Reducing the need for Council staff to manually respond to individual grant
inquiries.
2.7 The launch of the Grant Finder platform aligns well with the Community Engagement

team’s series of funding workshops, delivered alongside the Department of Internal Affairs
(DIA), across the Wairoa district in October 2025. These workshops focused on building local
capability, improving understanding of funding opportunities, and supporting groups to
create stronger funding applications.

2.8 The platform provides a practical next step by giving the community an ongoing tool to
apply what was shared through those workshops.

2.9 Council and DIA will host and facilitate more funding workshops for community
organisations, groups and communities this year.
3. WHAT IS THE WAIROA GRANT FINDER PLATFORM
3.1 The Wairoa Grant Finder is an online portal that allows users to:
3.1.1. Register for free.

3.1.2. Search and browse available grant opportunities in New Zealand and across the
globe.

3.1.3. Receive email alerts when relevant grants open or change.
3.1.4. Save favourite grants and track key dates.

3.1.5. Access grants relevant to local government, businesses, community groups, and
individuals.

3.2 The platform is updated daily and removes the need to search across multiple
websites.

33 The portal is:
3.3.1. Free for the public to use.
3.3.2. Available to Council staff and Elected Members.
3.3.3. Branded and linked through the Wairoa District Council website.

4. REPORTING AND INSIGHTS FOR COUNCIL

4.1 Based on the use of the platform, monthly performance reports can be generated for
Council. These reports provide high-level information on:

4.1.1. What types of grants users are viewing and applying for.
4.1.2. The sectors applying for funding (for example, community groups or businesses).

4.1.3. The estimated value of funding being sought for projects in the Wairoa district,
where users choose to register and use the platform.

4.2 This information helps Council better understand funding demand, areas of
community interest, and the level of external investment being pursued locally.

Iltem 8.1 Page 7
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Further Information

Further information about the Grant Finder platform is available at www.grantguru.com.

The Wairoa Grant Finder site is also now live at www.wairoadc.govt.nz.

Iltem 8.1 Page 8
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GRANT

Proposal

Grant Finder for Local Government

Wairoa District Council

Not yet submitted
Prepared by Phil Gibson
GrantGuru Pty Ltd
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GrantGuru Offering

Thank you for considering our grants solution for Wairoa DC.

The objective of a Grant Finder for Wairoa DC is to enhance economic and community growth by improvingthe likelihood
of attracting more funds into the region. This can be achieved through an increase in grant program awareness and
understanding, applications and successful submissions from local businesses, community and council staff.

People want grants, but 90% do not know where to look. Business

2,000+ grants, worth $76.7B

H

Finding the right grants and understanding their requirements can be

daunting. At GrantGuru, we simplify this process by providing useful,

timely and relevant information about available grants. 89.% Community & Not for Profits
3,100+ grants, worth $69.4B

We jump the first hurdle to funding - knowing where the grants are - so A Local Government

that grants can be found easily and quickly, without having to search I]ﬁl] 320+ grants, worth $58B

thousands of websites.

Adding real value to your community

With GrantGuru your council can help create more projects that enhance economic and community development.

0 Successful project outcomes
Provide the right resources to support grant funding strategies

that lead to project development success.

° Engaged Community
Interact directly with local businesses, non-profits and

community groups to understand their projects and grant
funding requirements.

O Educated Community

Provide expert education resources and enhance your

community's grants management capabilities.

Join 300+ councils across Australia & New Zealand using GrantGuru

i
ﬂ' N ——. == Mackenzie - SouTHwARsRA®  Aaatasman | S
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oF Iy

Inclusions Overview fﬁ\“
More than just a grants database 4051"‘,‘3

Branded Grant Finder

We propose to provide a grant finder portal with free access for all to help raise grant

awareness amongst your constituents and, in turn, promote economic growth. The site
will be localised and linked to your web site and will not include grants from other states

that are not relevant for constituents of your electorate.

©4) Unlimited Users

Public Staff Management
Grant search same features same features
as public users as staff users

Email alerts + +

Favourites lists

B @ K O

Export grant lists 8‘% Admin portal
Grants calendar [+] Teams/staff @g@ Performance reports
o aaa collaboration (optional ‘ )
E" Manage grants extra cost) EU’ Promotions support

i

Onboarding workshops

[
e
e

Language translation

D

530 via API (optional
extra cost)

Technical support

D

Single Sign On

Optional (no extra cost)

5
[[=> Yourgrants section

(o . . .
Distaster funding lists

There are a lot of great funding opportunities out there, but the
Optional (extra cost) process of finding and applying for grants can be daunting and time-
consuming and many people don’t know where to start looking.

How to' videos Buller's Funding Finder will take the guesswork out of searching for

rants and help groups and businesses navigate the process.
E=| Letter of support g feilefel e g p
=

Buller District Council

h g

See Sections "Standard Inclusions" and "Optional Inclusions" for detail on each of these features.
Watch an explainer video.

Page 2 GRANT
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Your Investment

Subscription service
Initial payment is due when an invoice has been provided to you. You will then be invoiced every 12 months, unless notice
from either party is provided 30 days prior to renewal.

Description Price Qty Subtotal

Local Government Grant Finder $1,000/year 1 $1,000/year
Standard inclusions for a Grant Finder.

Optional: Teams $0/year 1 $0/year
Includes team leader dashboard with team oversight, and visual

alert for overlapping applications within council.

Optional: How to Video Pack $0/year 1 $0/year
2 Videos on 'Grant Strategy' and 'Winning Grants".

Optional: Additional User Information $400/year 1 $400/year
Add custom questions to the default questions on registration.

Optional: Letter of Support form $300/year 1 $300/year
Members of the public can request a letter of support.

—_

Optional: SSO via API $2,500/year
Allows staff who login to your system to be authenticated
through to your grant finder by API.

$2,500/year

Total Per Year $1,000

Your portal will include grants for local government, businesses, community and individuals in your area. This data is not
available for consultants/advisors and local government employees not from your organisation.

Lock in pricing by subscribing for more than 1 year.

For first time users, there is a one off establishment fee of $2,250. If you sign up for a 3-year commitment we will waive
the establishment fee.

Establishment Fees Subtotal

3 year commitment $0
Waives once off establishment fee, and fixes the price for 3 years.

Single Year commitment $1,700
Incurs once off establishment fee $1,700.

Total Establishment Fee $0

Page 3 GRANT
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Agreement

If you'd like to accept this proposal, including these terms and conditions, please sign below. Instructing us to start your portal is also
taken as acceptance.

2
~ Austin King

Austin King,
Wairoa DC

If someone else needs to sign this proposal, let me know via email phil.gibson@grantguru.com.au or phone 03 9853 9853.

Next Steps
- Super easy and quick onboarding

- Once you accept this proposal, we'll be in touch and get you on-board! No development or IT

department is required.

We look forward to working together with you to meet the needs of Wairoa DC and your
community. Please contact us on +61 3 9853 9853 if you have any queries.

“Our Grant Finder has helped us immensely by saving
staff time with requests from our local Businesses and
Community Groups in need of funding other than from

our Council grants program.

We can now provide a practical tool to help grow our
economy and the social fabric within our community by
supporting our NFPs. Plus we can find grants for our

Council - this tool pays for itself time and time again.”

Eurobodalla Shire Council

Page 4 GRANT
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Standard Inclusions

GrantGuru is the most comprehensive grants database in Australia that includes grants and assistance from all levels of government and
the private sector (philanthropic and trust and foundations), with each program summarised into a one-page template for easy reference.

The information is reviewed and updated by real people on a daily basis.

Q Search & Browse

Conduct unlimited number of searches.

We have a variety of search options available including keywaord,
filters and browse. We have pioneered search functionality to
quickly refine results. People can also browse by location,
activity or sector. These options cater to novice through to
advanced users.

E Branded Email Alerts

Public and council staff can choose to receive email alerts for
grants that align with their interests, as they are announced or
updated. This saves time searching on a regular basis and is one
of our most popular features. Email alerts are sent out with your
branding.

. Favourites List

Public users can easily create a shortlist of their ‘favourite’
grants by sawving them for later reference. Council staff can
create multiple “favourite’ lists for multiple projects saving time
and effort. The optional ‘Teams’ feature enables the viewing of
overlaps of interest in the same grant by different staff
members. This avoids the problem of multiple staff applying for
the same grant without co-ordination.

Grants Calendar

Keeps track of the opening, start by and closing dates of grants.
Our innovative calendar lets you visually see the dateson a
monthly timeline to quickly assess what is happening when.
Using our experience, we also give you advice when you should
start applications.

Manage Grants

Use our dashboard tools to manage grants, prioritise, plan and
track progress. People can track which stage of application they
are at. Priority and importance can be assigned too.

Export Reports

Council staff can export an unlimited number of professional
reports directly from favourite lists at a click of a button. There are
4 different formats, so they can guickly report and share interesting
grants with others.

E Onboarding Workshops

We will provide an initial GrantGuru training session for staff, to get
you up and running. If you're interested in purchasing additional
workshops or training sessions, we can customise these to meet
your specific requirements and can provide a quote accordingly.

Page 5
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©© Unlimited Users

Unlimited number of public and staff users.

m:s:;? Your Grants Section (optional)

Many councils have their own grant programs. We highlight these
programs for you and make them easy to find for the community.

Distaster Funding Quick List (optional)

Optional emergency funding button on your home page. Can be
turned on at any time.

®§® Performance Reports

Monitor and measure community engagement through monthly
performance reports, to keep track of your marketing efforts.
Reports include portal usage analytics (pdf) and a list of your new
users (csv). If you subscribe to the 'Teams’ option, the monthly
report will also give you insights into staff usage.

8@ Admin Portal

Your designated staff administrator can customise your GrantGuru
portal, such as updating logos, images and text. They can also add
public and staff users.

I;l? Promotions Support

We provide suppaort in the development of marketing
communications launch material with a view to ensuring maximum
awareness of this grants service within your community.

L
TA
The service can be accessed in 27 different languages, enabling
broad-based involvement within multicultural communities.

Language Translation

[;J Technical Support

Staff and the public can contact us via the help centre or via email
for assistance. Includes a Getting Started Video.

£3 Single Sign On

Microsoft or Google 550 is built in.

GRANTGURU

Page 14



ENVIRONMENTAL AND ECONOMIC DEVELOPMENT COMMITTEE MEETING 10 FEBRUARY 2026

Optional Inclusions

Teams/Staff Collaboration (extra cost)

This feature allows awareness across the team, to identify duplication. This avoids unnecessary competition and
encourages collaboration across your organisation.

Team leaders can see all the grants lists for different staff members, to allow easy management. They can also print
reports of council's overall interest in grants.

Team leaders can also access the team dashboard that shows organisation wide data on grants that staff are: ‘watching’,
‘applying for’, have 'won' or ‘lost.

You can have multiple teams.

Letter of Support (extra cost)

‘How to videos' (extra cost)

A page on your grant finder with a set of three 'How to' Your community might approach you with a request for a
videos to show your community how to: letter in support of their grant application. We make this
easy with a standard template form that captures the key
information you need in order to decide if you'll provide a
letter. The form is featured as an extra page on your portal,
offering your community a convenient way to engage with
you in a structured manner. Completed forms are forwarded
to an email address of your choice.

1. 'Get started’ - how to use your grant finder (part of the
standard inclusion in the help portal).

2. 'Get Strategic’ - plan grant seeking efforts.

3. 'Winning grants' - grant writing best practice.

€Y SSO via API (extra cost)

You can create a button on your internal staff portals to
automatically authenticate, create and log your staff into
your grant finder. Works via APL. This reguires some
installation by your IT team.

Page 6 GRANT
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About GrantGuru

A long history of working together to change communities

GrantGuru started in 2008 and was officially launched in 2014 by the Federal Small Business Minister. GrantGruru has
been a leader in the ‘grant space’, providing grant services including advice for Government on grant program
development and development of best practice grant making policy. Our grant services and the GrantGuru software
have helped over 300 councils, as well as advisors, banks, businesses, not for profits, universities and chambers of

commerce.

In 2024, we became the world's largest aggregator of funding information, having expanded into New Zealand and the
USA.

Who are we?

GrantGuru is a team of grant specialists, with a long history of award winning IT development. We know how grants
work, where to find them and how to successfully apply for them. Our team has experience assessing grant
applications, advising policy makers and also submitting grant applications. Previously, we have secured aver $900
million in grants. Now, we focus on sharing our knowledge and creating systems so that others can be effective.

GrantGuru is built by an Australian business to support people globally to get funding.

What do we do?

We think the biggest problem in winning grants is finding the right ones and understanding how they work. Qur aim is
to bring you the most useful information about grants, so you know what is available, whether you should apply and
what to do. Of course, there are other challenges, such as grant writing, which is why we have developed GrantGuru

Learn.

How we do it?

We use real people to collect real data and information. We believe grant pragrams need intelligent consideration and
assessment. We use researchers that examine grant data, talk to administrators and translate that information into a
consistent format, with consistent language in a way that is meaningful. We have 1000's of sources and contacts and
we draw information from hundreds of government departments. The result is high fidelity data - accurate, reliable
and complete.

What about security?

Secure platform that won't compromise your site

We value security so we don't use iframes, as they compromise your site’s security. iframes
make it easier for hackers to get your data! Many software providers use iframes without you
being aware - this a major security risk. Our architecture reduces the chance of data being
stolen by hackers.

Page 7 GRANTGURU
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GRANT

T. +61 3 9853 9853
W. grantguru.com
ABN. 29 391943 079
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8.2 HAWKE'S BAY REGIONAL VISITOR STRATEGY REFRESH

Author: Austin King, Kaiwhakahaere Hapori me te Whakapapa | Community and
Engagement Manager

Authoriser: Juanita Savage, Chief of Operations

Appendices: 1. DESTINATION MANAGEMENT GUIDELINES 2020 [

2. KIRI GOULTER WORKSHOP PROPOSAL TO WDC FOR DESTINATION
MANAGEMENT PLANNING 1

1. PURPOSE

1.1 This report provides information for Committee about an invitation for Wairoa District
Council to participate in the refresh of the Hawke’s Bay Regional Visitor Strategy on
Friday 13 February 2026, between 1pm and 3pm at the Wairoa isite.

1.2 The report also outlines how this regional work aligns with Council’s recent steps to
progress a Destination Management Plan for the Wairoa district.

RECOMMENDATION

The Kaiwhakahaere Hapori me te Whakapapa | Community and Engagement Manager
RECOMMENDS that Committee receive the report.

2. BACKGROUND

2.1 Hawke’s Bay Tourism and the Hawke’s Bay Tourism Industry Association have advised
that an independent review of the regional visitor economy was completed in December
2025 (see web link to the review below).

2.2 A key recommendation from that review was to refresh the Hawke’s Bay Regional Visitor
Strategy in collaboration with councils, iwi entities, tourism operators, and communities
across the Hawke’s Bay region.

2.3 The refresh is intended to establish a shared regional direction for tourism over the next
10 years, including what tourism should deliver for communities and how agencies work
together to achieve this.

3. WHY THIS MATTERS FOR WAIROA

3.1 The regional visitor strategy refresh aligns with the Long-Term Plan cycle and provides an
opportunity for Wairoa District Council to ensure local tourism priorities and community
outcomes are reflected in regional planning.

3.2 Council participation supports:

3.2.1. Clear representation of Wairoa’s tourism aspirations.

3.2.2. Better alignment between regional promotion and local priorities.

3.2.3. Tourism development that supports community wellbeing and economic
resilience.

Item 8.2 Page 18




ENVIRONMENTAL AND ECONOMIC DEVELOPMENT COMMITTEE MEETING AGENDA10 FEBRUARY
2026

4. DESTINATION MANAGEMENT PLANNING FOR WAIROA

4.1 In September 2025, Wairoa District Council engaged Kiri Goulter, an internationally
recognised destination management specialist, to support the development of a
Destination Management Plan for the Wairoa district.

4.2 A Destination Management Plan provides an overarching, place-based framework for
tourism. It focuses on how tourism can support communities, protect the environment,
and contribute positively to the local economy.

4.3 Kiri Goulter delivered a two-day workshop programme with Council staff from across the
organisation — including community engagement, the property team, planning,
communications, Wairoa isite and funding — to build internal capability in destination
management and destination stewardship, and to develop a practical roadmap for future
action.

4.4 The basis of these workshops took into consideration Wairoa’s unique context, its strong
Maori identity, rural character, and key natural and cultural assets.
5. ALIGNMENT BETWEEN LOCAL AND REGIONAL WORK

5.1 Participation in the Hawke’s Bay Regional Visitor Strategy refresh complements the
Destination Management Plan work underway for Wairoa.

5.2 Together, these processes help ensure that:

5.2.1. Wairoa’s local priorities inform regional strategy.
5.2.2. Regional ambitions align with Wairoa’s community-led approach.
5.2.3. Local values and aspirations are reflected in regional decision-making.

6. REGIONAL MARKETING AND COMMUNICATIONS COLLABORATION

6.1 As part of the broader regional visitor work, councils and Hawke’s Bay Tourism are
hoping to create a shared platform marketing and communications platform.

6.2 The aim of this platform is to create a space for shared insights on regional marketing
and communications activity aimed at visitors, in partnership with Hawke’s Bay Tourism.

6.3 Members of this group includes:
6.3.1. Hawke’s Bay Tourism.
6.3.2. Napier City Council.
6.3.3. Hastings District Council.
6.3.4. Central Hawke’s Bay District Council.
6.3.5. Wairoa District Council.

6.4 The platform will support shared understanding of:

6.4.1. Upcoming marketing, advertising, and promotional activity.
6.4.2. Events likely to attract visitors from outside the region.
6.4.3. Digital and social media reach, results, and trends.

6.4.4. Visitor data, trends, and insights.
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6.5 This collaboration could support better coordination across the region and helps
ensure Wairoa’s stories and priorities are visible in regional marketing activity.
7. REGIONAL MARKETING AND COMMUNICATIONS COLLABORATION

7.1 Hawke’s Bay Tourism has requested a meeting with Wairoa District Council elected
members and relevant officers to discuss tourism ambitions, priorities, and outcomes for
the district.

7.2 This meeting represents the first stage of a two-stage consultation process. A draft
regional ambition and priorities will later be presented to all councils for alignment.
8. PROPOSED TIMING
8.1 The strategy refresh is being led by Dr David Ermen of Destination Capacity Ltd.
8.2 A meeting has been proposed for Friday 13 February 2026, between 1pm and 3pm, with
an expected duration of 60 to 90 minutes.
9. PROPOSED TIMING

9.1 Council officers will confirm availability and advise Hawke’s Bay Tourism on appropriate
participants.

9.2 Outcomes from the meeting will be reported back to Council and considered alongside
the ongoing Destination Management Plan work.
Further Information

Review+of+the+value+of+the+visitor+economy+-+Final+report+05122025.pdf
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ISBN: 978-1-99-000478-0 (print)
ISBN: 978-1-99-000477-3 (electronic)
MBIE 5272 January 2020

Disclaimer

This document is a guide only. It should not be

used as a substitute for legislation or legal advice.

The Ministry of Business, Innovation and
Employment is not responsible for the results of
any actions taken on the basis of information in
this document, or for any errors or omissions.

Photo credit: Fraser Clements, West Coast
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The material contained in this report is subject to Crown copyright protection
unless otherwise indicated. The Crown copyright protected material may be
reproduced free of charge in any format or media without requiring specific
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INTRODUCTION

This document describes what Destination
Management (DM) is and how to go about

creating a DM plan. It provides suggestions
on components that could be included in a

plan and questions to stimulate discussion
and identify gaps, opportunities and areas

for further investigation.

This set of guidelines are based on research, international best
practice, case studies and industry consultation. It is a practical
tool that aims to assist people and organisations who have a role
in supporting, growing and developing the tourism economy
within their region, district or community. This may include
Regional Tourism Organisations (RTOs), Economic Development
Agencies (EDAs), central Government agencies, regional/local
government, Maori/iwi/hapl organisations, tourism enterprises
and key infrastructure owners. They can also assist broader
community groups such as Chambers of Commerce and Business
Associations that are part of the ecosystem of a destination.

Background

Growth in global travel means that some
destinations around the world are under pressure
from tourism, resulting in overcrowding and
negative effects on the quality of the visitor
experience, the environment and communities.

In addition, security concerns, climate change and changing
technology are influencing visitors’ decision making; their needs
and expectations are evolving, with more travellers concerned
about making responsible travel choices.

Visitors are also seeking greater connection and meaning from
their travel experiences, wanting to immerse themselves more in
communities and to connect with local people and cultures.

New Zealand has shared in this growth and many of these
challenges and opportunities are having an influence on
our situation.

Tourism is New Zealand’s largest export industry and a significant
part of the economy. International visitor growth has been steady
over much of the last decade, primarily driven by the decreasing
cost of travel and favourable global economic conditions. This has
been complemented by a buoyant New Zealand economy and
growth in domestic spending on tourism. While the number of
international arrivals has been slowing since 2017, visitor numbers
are expected to grow over the longer term.

DESTINATION MANAGEMENT GUIDELINES - INTRODUCTION
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The New Zealand-Aotearoa Government Tourism Strategy was
launched in May 2019 and aims to enrich New Zealand through
sustainable tourism growth, underpinned by productive,
sustainable and inclusive tourism.

1661

The Government’s goal is to enrich New Zealand Aotearoa
through sustainable tourism growth. This requires better co-
ordination across the range of individuals and agencies, both

public and private, that make up the tourism sector. We need to
make sure that tourism evolves in a way that is consistent with,
and supported by, local communities and Maori/iwi.

Destination Management and planning is the mechanism by
which New Zealanders can ensure that tourism in their region
reflects their wishes and they have an agreed way to maximise
the benefits that tourism brings whilst managing any negative

impacts. It helps give greater certainty to the private sector that
enables long term investment as well as confidence
to the public sector about the facilities and services they
need to provide.

Destination Management and planning plays a critical role in
the tourism eco-system and | would like to thank all of those
individuals who have contributed to the development of these
best practice guidelines.

lain Cossar, GM Tourism,
Ministry of Business, Innovation and Employment

DESTINATION MANAGEMENT GUIDELINES - INTRODUCTION
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DM is a key focus of the strategy and will contribute to the
following strategy goals:

> Tourism supports thriving and sustainable regions
> Tourism sector productivity improves
> New Zealand-Aotearoa delivers exceptional visitor experiences

> Tourism protects, restores and champions New Zealand-
Aotearoa’s natural environment, culture and historic heritage

> New Zealanders’ lives are improved by tourism
DM and planning is also a priority area of the Tourism Industry

Aotearoa’s (TIA's) strategy, ‘Tourism 2025 & Beyond — A
Sustainable Growth Framework,” https://tia.org.nz/tourism-2025/
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— 3 STATISTICS |

41% growth in visitor arrivals in the last 5 years
72% growth in spend in the last 5 years

3.9 million annual international visitors

589 tourism spending is by domestic visitors
5.1 million annual visitors by 2025

$17.2 billion or 20% of exports

$16.2 billion direct, $11.2 billion indirect
contribution to GDP

230,000 people employed, approx. 8% of
total workforce

NZ population 4.9 million - half a million increase in
the last six years

DESTINATION MANAGEMENT GUIDELINES — INTRODUCTION
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Sustainability
sits at the heart
of DM and
enables benefits
to be realised
while managing
the impacts of
tourism.

Photo credit: Justine Tyerman, Jagged Edge Infinity Pool
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| DESTINATION
MANAGEMENT AND
WHY IT IS IMPORTANT

DM involves the management of all aspects

of a destination that contribute to a visitor’s
experience, including the perspectives, needs and
expectations of:

> visitors

> Maori/iwi/hapi

> tourism industry
> wider businesses
> local residents

> central & local government.

CENTRAL & LOCAL LOCAL
GOVERNMENT RESIDENTS

MAORI/IWI TOURISM
/HAPU @___ m INDUSTRY
/7 \
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DM brings together different stakeholders to achieve the common
goal of developing a well-managed, sustainable visitor
destination. It is an ongoing process that requires destinations to
plan for the future and considers the social, economic, cultural
and environmental risks and opportunities.

DESTINATION MANAGEMENT GUIDELINES — DESTINATION MANAGEMENT AND WHY IT IS IMPORTANT
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Adopting a DM approach enables communities and destinations
to respond to changing conditions and determine the type of
tourism they would like to have and the benefits they would like
to receive, taking an active role in managing these.

Every region is different, with unique attributes, assets,
challenges and opportunities. There is no ‘one-size-fits-all’
approach to DM; solutions should be customised for the
destination. However, we can learn from international experiences
and enable productive, resilient, inclusive and sustainable
destinations across New Zealand-Aotearoa, creating better value
for visitors and residents alike.

Making the most of the benefits of tourism

Tourism helps to support local jobs and adds diversity, vibrancy
and prosperity to communities. Whilst New Zealand has seen
steady growth, visitor numbers and spending have not been
distributed evenly across regions and the percentage share of
international visitors travelling to the non-gateway regions has
remained unchanged over the past several years. In addition,
growth in off-peak travel has not been sufficient to address the
ongoing seasonality challenge for many regions, affecting the
productivity and viability of many tourism enterprises and the
destination’s ability to attract investment.

Maori/iwi/hapl increasingly want to be involved in the sector and
visitors are seeking authentic cultural/indigenous experiences.
DM and DM planning require inclusive engagement with Maori and
where appropriate, respectfully incorporate an understanding of
the destination’s unique Maori culture and protocols (tikanga). It
can provide opportunities for product development that will
enhance the visitor experience and the destination’s identity and
brand expression.

Tourism is integral to economic development and is a key driver
and tool to achieve wider economic development goals. DM and
visitor attraction strategies can play a role in building the
reputation of a region/place and attracting new residents,

businesses and students.

DM involves collaboration across the multiple
stakeholders that make up the ecosystem
of a destination.

DESTINATION MANAGEMENT GUIDELINES — DESTINATION MANAGEMENT AND WHY IT IS IMPORTANT
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Managing environmental and social issues

In some parts of New Zealand, destinations are under pressure
from visitors. This can often be the case during holiday periods
when both international and domestic visitors are travelling.
There is concern in some places that tourism and recreational
activities are negatively affecting the natural environment; this is
reducing the sector’s social licence in these communities.

TIA and Tourism New Zealand's (TNZ) ‘Mood of the Nation’ survey
in March 2019 showed that general community support for
tourism is declining, with more New Zealanders now feeling
worried about the pressures arising from visitor growth. This
particularly applies to the effects of international visitors, with
more New Zealanders thinking that international tourism puts too
much pressure on New Zealand. https://tia.org.nz/resources-and-
tools/insight/mood-of-the-nation/

The community is a core part of a destination’s brand. As visitors
seek deeper engagement with locals, it is important that
communities’ welcome visitors and support tourism. Where local
communities and tourism operators are engaged, well informed
and involved, visitor experiences are more likely to be high quality,
locally derived (unigue) and innovative, and the community is
more likely to be positive about the development of tourism.

DESTINATION MANAGEMENT GUIDELINES — DESTINATION MANAGEMENT AND WHY IT IS IMPORTANT
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Welcoming, supportive
communities are a vital part
of what New Zealand has to
offer our visitors. To ensure
New Zealanders continue to

offer manaakitanga to our
visitors, it is essential that
our destinations are well
managed to meet the
needs of both residents

and visito

Photo credit: Alistair Guthrie, Matapouri, Northland
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Photo credit: Kirsten Simcox Photography, Art Deco Ahuriri Marina
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AN INTEGRATED DESTINATION
MANAGEMENT APPROACH

CHAPTER 2
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AN INTEGRATED
DESTINATION MANAGEMENT
APPROACH

DM requires a holistic and integrated approach
with three interdependent components:

1. Visitor Experience: the destination’s experience offering,
including activities, attractions, supporting infrastructure,
services and amenities.

2. Marketing and Promotion: the destination’s marketing and
promotional activity, creating demand and enabling the
destination to be competitive, productive and sustainable.

3. Resource Management: the destination’s strategy, policy and
regulatory frameworks, Te Tiriti o Waitangi, organisational
structures and the investments that support the destination.

MARKETING & VISITOR
PROMOTION EXPERIENCE

RESOURCE
MANAGEMENT
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Compelling visitor experiences

Visitors engage with people, places and products, but they take
away experiences and lifelong memories. Great destinations
exceed visitors’ expectations and provide high levels of
satisfaction. This is how value is created in tourism. DM requires a
strong ‘visitor-centric’ view that has the visitor experience at the
heart of decision making. It makes sure the experience meets the
needs of the visitors, both current and future.

A destination’s ‘hero’ experiences act as key drivers of visitation,
creating awareness of the destination and providing compelling
reasons to visit. This helps to create demand from which other
tourism enterprises in the area can leverage off. Today’s global
travellers are spoilt for choice and have high expectations,
creating strong competition for the visitor dollar, both within
international markets and domestically across New Zealand's
regions.

Hero Experiences
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Supporting Infrastructure,
Amenities/Services, Policies/Regulation

66

Hero experiences are those
world-class or iconic experiences
that provide a destination with a
real competitive advantage over
other destinations. They focus on

what is truly unique, memorable or
engaging about the destination.

Tourism & Events Queensland

DESTINATION MANAGEMENT GUIDELINES — AN INTEGRATED DESTINATION MANAGEMENT APPROACH
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International research shows that successful destinations fulfil
each aspect of the visitor journey and experience. They have a
strong brand and a diverse offering. This includes a good supply
of natural, historic and cultural attractions, varied
accommodation types and a range of hospitality offerings. They
also have quality infrastructure, services and amenities, which
collectively help the destination to be attractive, competitive
and sustainable.

Destinations can be at different stages of maturity and scale and
therefore, may not be able to fulfil all of the above requirements.
Stakeholders need to understand how visitors’ experience their
place and be realistic about what they can offer and what
resources are available, setting their expectations and

priorities accordingly.

Effective Marketing and Promotion

A destination’s marketing and promotional activity is a core part
of managing a destination effectively, targeting the right type of
visitors, encouraging regional dispersal and addressing
seasonality — that is, the right product(s) to the right market(s)
at the right time(s).

Destinations focus on attracting both domestic and international
visitors, including general holiday visitors, and visitors who may
visit family and friends, or be attracted for an event, conference
or study opportunity. They target different markets and
segments through a range of promotional activities to realise
the value for their destination from tourism, given their goals/
aspirations and the types of experiences that appeal to their
selected markets.

DESTINATION MANAGEMENT GUIDELINES — AN INTEGRATED DESTINATION MANAGEMENT APPROACH
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Marketing activities often involve partnerships between

the RTOs/EDAs and the tourism industry, as well as TNZ in

the international market. RTOs play a lead role in coordinating
their destination’s domestic marketing activities.

Marketing can also be a vital communication tool for connecting
with the local community. It is important to bring locals along on
the DM journey. Every resident is an ‘ambassador’ (or detractor)
for the area; therefore, itis important to engage and empower
communities, keeping them informed in a way that encourages
them to be great advocates for the sector
and welcoming visitor hosts. It also helps
local residents to feel proud of their place.

Effective marketing can be used to
manage the effects of visitors in the

area by advocating for responsible visitor
behaviour e.g. the Tiaki Promise
https://tiakinewzealand.com/, as well as » -
directing visitors during crisis events or l l ﬂ k l

natural disasters. CHEE POE MO TRAL&MD

)l

~ & CASE STUDY |

HAMILTON & WAIKATO
TOURISM AMBASSADORS

The Ambassador training programme has been developed by
Queenstown Resort College and is designed to upskill frontline staff
from Hamilton tourism businesses, hospitality and accommodation
providers, transport operators, retailers and volunteers to help expand
their local knowledge by providing simple tools to create positive and
memorable experiences for leisure and business travellers to the city.
These include the history and unique stories of the Mighty Waikato
region and Kirikiriroa / Hamilton, including local Maori history and
legends, the experience of early settlers and how the local economy has
evolved to present day. They also receive tips on how to better connect
with visitors from key international markets, ensuring they are left with
a positive and lasting impression of Hamilton and the Waikato.

The Ambassador programme is now in six locations around New
Zealand, including Auckland, Queenstown, Wanaka and Northland.

Jason Dawson, CE, Hamilton & Waikato Tourism

DESTINATION MANAGEMENT GUIDELINES — AN INTEGRATED DESTINATION MANAGEMENT APPROACH
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Resource management

Central and local government strategies and policies, as well as
regulatory and planning frameworks, determine the environment
within which the tourism sector operates. This includes the
location, type and scale of tourism activity permitted within an
area. (See the Strategic Fit section of the Guide in Chapter 4).

Local government are also significant investors in the core
infrastructure, amenities and attractions that communities and
visitors enjoy, such as (but not limited to) museums, galleries,
convention centres, parks and reserves. They are responsible for
place making/shaping, which is an integral part of the destination
offering. They also determine New Zealand’s regional areas and
fund the structures that coordinate, develop and promote the
region/destination e.g RTOs, EDAs.

Successful destinations have strong leaders and champions, fit
for purpose organisational structures, and collaborative
partnerships and coordinated delivery across all aspects of the
destination. In the New Zealand context, this is particularly
important in partnerships between the Crown and iwi.

66

Place making lies at the very
heart of economic development.
Places that have invested in the

infrastructure and amenities that —EE——
make good experiences have
become the places that people
want to visit, live, study and work.
When destinations invest in place
making in a determined fashion
the flow on investment and
benefits go far beyond tourism as
businesses need to locate in the
places talent wants to live.

David Perks, GM Regional Development
Destination and Attraction, WellingtonNZ
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Successful destinations

are characterised

by a high degree of

alignment between
national, regional
and local planning

frameworks including

visions and goals.

Photo credit: Graeme Murray, Alpine Crossing, Ruapehu
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DEVELOPING A
DESTINATION
MANAGEMENT PLAN

DM planning can apply to a macro-area (e.g. South
Island), region (e.g. Taup0 Region), district (e.g.
Clutha District) or specific location (e.g. Milford
Sound). All of these layers are relevant in the
context of the destination and stakeholder needs.

Stakeholders will determine what constitutes a ‘destination’,
depending on who is leading/facilitating the development of a DM
plan, the way visitors experience the place, clusters of activity and
communities of interest. Also relevant is the resources and
structures supporting the destination, such as RTOs, EDAs and
local government authorities.

Collaborative and ongoing process

DM is an ongoing collaborative process. It requires inclusive and
coordinated leadership that enables various stakeholders to come
together to form a common goal and an agreed vision of success
to which they are all committed. It needs to engage residents,
tourism enterprises, businesses, Maori/iwi/hapi, RTOs, EDAs, TNZ
and local/regional and central government as appropriate.

Iwi & Maori
Organisations
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Commitment and resources

Embarking on a new DM planning process can be a lengthy
exercise requiring a reasonable degree of commitment and
resourcing. Stakeholders need to be clear about what they want
to achieve and be mindful of the resources, capability and
capacity available to develop and implement the plan. Small steps
can be taken and built on over time as capacity and resources
become available.

Many aspects of DM could already be captured in existing plans.
Some destinations may want to take a light touch approach,
coordinating components of existing plans and identifying gaps
and new areas to focus on. Other destinations may choose to
embark on a full DM planning process.

Whether you choose a light touch or detailed approach, be clear
about why you are developing a plan, who needs to be involved
with clearly defined roles and responsibilities and how the plan
will be implemented (and funded).

A detailed approach requires an appropriate governance/
leadership structure to lead and coordinate the DM planning
process. This could be one lead agency or a consortium as agreed
by relevant stakeholders and sponsors. Identifying the right
people with the right skills is important as well as ensuring they
have the appropriate support and mandate. Destinations can be
at different stages of maturity and stakeholders can have
different views on the size and scale of tourism that is
appropriate. Effective DM is along term commitment,
stakeholders should determine the scope and approach that best
serve the destination’s interests and aspirations.

DM plans should focus on
activation and critically determine S —
key areas that are realistic and

achievable.
1 3
- =
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Additional resources may be required to support the development
and implementation of the plan; therefore, the process needs to
be cognisant of central and local government planning and
funding cycles. DM should aim to provide continuity of activity
across both political and planning cycles, to provide confidence
for stakeholder commitment and investment.

Establish
leadership group

Define terms of

Revise, renew, reference for
re-engineer leadership group
& plan development

Destination

Management
planning

Plan implementation: Consultative
roles, responsibilities, planning informed
resources by data & insights

Plan development

Fit for purpose

To remain fit for purpose, successful destinations regularly revise,
review and re-engineer their plans, activities and structures to
respond to changing visitor or community needs and the macro-
and microeconomic influences.

Regardless of the approach, ambitious visions and comprehensive
programmes of activity are commendable; however, DM plans
should be realistic and focus on achievable outcomes, with short,
medium and long-term priorities and actions.

DESTINATION MANAGEMENT GUIDELINES — DEVELOPING A DESTINATION MANAGEMENT PLAN
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

~ & CASE STUDY |

SOUTHLAND MURIHIKU DESTINATION
STRATEGY 2019- 2029

“The 10-year Strategy highlights the importance of destination
management and presents a positive vision for the future where
Southland.

The Strategy has a strong commitment to embrace a holistic approach
to sustainably growing the visitor economy, looking at all the elements
that contribute to the overall visitor experience and having these at the
centre of positioning Southland as a sought-after travel destination.

The process to develop the Strategy has been extremely valuable, with
significant consultation and stakeholder engagement ensuring the
strategy vision had broad representation and was inclusive and
reflective of the regional tourism sector.

Through this process we have been able to align private and public
sectors that equally recognises the host community, local businesses,
the environment and of course our visitors. Many of the
recommendations made will not only influence the visitor economy but
help to make Southland a better place to live helping to ensure the
benefits of tourism are shared across the whole region.”

Bobbi Brown, GM Tourism & Events, Great South
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Photo credit: Corin Walker Bain, Waitomo Caves, Waikato
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COMPONENTS OF
A DESTINATION
MANAGEMENT PLAN
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COMPONENTS OF
A DESTINATION
MANAGEMENT PL/

Outlined to the right are the 16 main
components of a DM plan. These have
been developed using international
research, government frameworks

and industry consultation. Use

the descriptions and questions in

each component to focus thinking,
stimulate discussion and identify gaps,
opportunities and areas for further
investigation.

DESTINATION MANAGEMENT GUIDELINES — COMPONENTS OF A DESTINATION MANAGEMENT PLAN
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THE 16 MAIN COMPONENTS OF A
DESTINATION MANAGEMENT PLAN

DEFINE THE DESTINATION

DEFINE THE VISION

DATA, RESEARCH & ANALYSIS

STRATEGIC FIT

BRAND POSITIONING

TARGET MARKETS

EXPERIENCE & PRODUCT DEVELOPMENT (Attractions)

ACCESS

ATTITUDES

MARKETING & PROMOTION (Awareness)

AMENITIES, SERVICES & INFRASTRUCTURE

ENVIRONMENTAL STEWARDSHIP

CAPABILITY & DEVELOPMENT

LEADERSHIP & STRUCTURES

RISK & CRISIS MANAGEMENT

MEASURING SUCCESS
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

DEFINE THE DESTINATION

Defining the destination is important when
multiple stakeholders with various perspectives
are involved. In addition, it fosters a pragmatic
approach that can ensure progress and success.

Destinations vary in 0
geographical size and scale

of activity. The DM plan can DM planning can
focus on a specific app|y t0 a macro-
geographlcal/sfpatlal area, area, region,
such as a locality, town, ; ) .
district or region, ora district or SpECIfIC [
cluster of experiences that location. All of
has visitor appeal and these |ayers are
demand. relevant in the
While various perspectives context of the
are valuable, the approach destination and
needs to be ‘visitor-centric’, stakeholder needs.

to inform discussions and

decision making. Visitors do

not necessarily understand

geographical, locational or political boundaries. Therefore,

it isimportant to consider the current visitor movements

and behaviour in and around the destination, as well as the
destination’s relationship and links to neighbouring destinations.

i

A DM plan is most successful when the
tourism stakeholders have a natural affinity,
when there is a community of interest and it

is practical for them to work together.

DESTINATION MANAGEMENT GUIDELINES — DEFINE THE DESTINATION
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- ASK —

Are the DM plan boundaries relevant to the > Does the DM planning area recognise;
needs of the visitors and their movements > iwirohe (boundaries) that affect the

and behaviour? focus and responsibility/accountability
Is this a destination in its own right, and/or is of the destination?

it part of a broader destination or journey to communities and their needs and
reach another destination? aspirations?

Are there linkages to neighbouring organisational, political and funding

destinations and recognition of considerations that affect the focus

visitor flows? and responsibility/accountability of the
destination (e.g. the RTOs/Territorial
Local Authorities)?

Photo credit: Queenstown, Winter Wonderland lights

Iltem 8.2- Appendix 1




ENVIRONMENTAL AND ECONOMIC DEVELOPMENT COMMITTEE MEETING 10 FEBRUARY 2026

MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

DEFINE THE VISION

A clearly defined long-term vision, to which the
community and stakeholders are committed, with
an agreed understanding of what success looks
like, is critical to ensure all parties are heading in
the same direction.

Agree on outcomes that you would like to achieve, as well as
values/principles to guide the development of the plan. Focus on
outcomes that consider economic, social, environmental and
cultural measures, as well as the best way to monitor
performance. (See the Measuring Success section.)

Consider how well the vision aligns with national strategies and

plans, as well as the regional economic development strategy and
other relevant plans. (See the Strategic Fit section.)

1 DESTINATION MANAGEMENT GUIDELINES - DEFINE THE VISION
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- ASK —

> Isthere an agreed vision that includes the > Does the vision support other national
perspectives of visitors, tourism operators, and regional plans, as well as a sustainable
wider businesses, community, Maori/iwi/hapl approach?
and local government stakeholders? Do we have clearly defined outcomes and an
Is the vision aspirational, inspirational and agreed understanding of what success looks
engaging? like? Do these consider the four well-beings of
environmental, cultural, social, economic?

Have we identified values/principles to guide
the stakeholders and the development of the How will we know when we have achieved our
DM plan? vision?

N C

Destination Management should
promote the importance of the
customary context and protocols
(kawa and tikanga) which forms
the foundation for manaki
whenua (nurture, protect,
enhance) and manaki tangata
(protecting the relationship with
tangata whenua).

George Asher, Ngati Tiwharetoa

Photo credit: Miles Holden, Catlins Otago
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

DATA, RESEARCH &
ANALYSIS

DM requires data, research and insights to
inform decision making and measure success.
This includes understanding your visitors well,
how your destination delivers on visitor needs
and expectations, as well as measuring how your
community feels about visitors and the tourism
sector.

The tourism industry is o

affected by the global There is no single

environment, whichisina . :
constant state of change. It is solution or recipe

important to understand the for success —

micro- and macro-economic destinations need —
environments and stay to take account

abreast of developments that for their unique

could affect your destination. .
conditions,

opportunities and
challenges and
plan accordingly.

Understand your
visitors

Gather data and insights

about who your visitors are,

why they visit your destination

and the value they add to your economy and community. Consider
current and future trends, and set a baseline for measuring
progress and performance. Use both quantitative and qualitative
research.

Use sources such as (refer to appendix for links):

> Ministry of Business, Innovation and Employment (MBIE),
Tourism New Zealand (TNZ), New Zealand Transport Agency
(NZTA), Department of Conservation (DOC), New Zealand Trade
and Enterprise (NZTE) and Statistics New Zealand for regional
summaries and international visitor statistics

> Tourism Industry Aotearoa (TIA) for domestic visitors (DGIT)

> NZTE New Zealand Visitor Activity Forecast

> TIA & TNZ for the ‘Mood of the Nation’ survey and other
quantitative research on community attitudes to tourism

> Regional Tourism Organisations (RTOs), Economic Development
Agencies (EDAs) and i-SITEs

Bespoke research could be required if there are information gaps.
Working with partners is a cost-effective way of procuring
research where there are common needs.

DESTINATION MANAGEMENT GUIDELINES - DATA, RESEARCH & ANALYSIS
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- ASK —

Do we have a good understanding of our Where are our information gaps? How do we
visitors and their contribution to our address these?

economy? Are there specific sites that need deeper

Do we know who is coming, why they are analysis to understand demand, use, carrying
visiting, where they are coming from, what capacities, impacts and benefits?

they do and how satisfied they are? Is there a clear understanding of the supply-
Do we know how our visitors perceive us? and-demand potential for Maori-related

Are our data and insights reliable and robust, visitor experiences?

or only indicative? How are we monitoring community

What are the future visitor trends and satisfaction/sentiment about visitors and the
forecasts? tourism sector?

Understand the potential of your destination

Successful destinations differentiate themselves and offer compelling
reasons to visit, fulfilling visitor needs and expectations (while also being
vibrant places to live and work). A destination’s product offering should
support the brand and be aligned to target markets and community
aspirations.

Some places are destinations in their own right, others are part of the visitor journey between places,
and some are part of a hub-and-spoke configuration connected to an urban centre. Identifying the
type of destination that you are, and what you want to become will help you to focus on pragmatic
strategies and realistic outcomes.

Useful analysis tools:

> SWOT - identifies the strengths, weaknesses, opportunities and threats

> PESTEL - identifies the political, economic, social, technological, environmental and legal factors

> COMPETITOR ANALYSIS - identifies competitor destinations’ brands, product offerings and visitor
markets/profiles, share of visitors, visitor nights and visitor expenditure.

Identify your destination’s comparative and competitive advantages. Comparative advantages are the
resources within the destination, such as the people, environment, knowledge, economy,
infrastructure and historic and cultural/indigenous aspects. A competitive advantage is the ability to
use a destination’s resources efficiently and effectively over the long term (Crouch and Ritchie 1999).
The goal is to turn your comparative advantages into competitive advantages.

Photo credit: Vaughan Brookfield, Lake Pukaki, Canterbury
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

In addition, identify whether your destination can work
collaboratively with others, leveraging your comparative and
competitive advantages to further maximise opportunities. This
could include collaborations within and across products, sectors
and regions/destinations.

COMPARATIVE
ADVANTAGES

COLLABORATIVE COMPETITIVE
ADVANTAGES ADVANTAGES

Assess your destination’s product offering

i F d
-f.‘..ﬂv !5“r Carry out a ‘product audit’ to find out what your destination has
—_— to offer (built, natural, heritage and cultural assets) including
\ accommodation, attractions/activities and services such as cafes

and restaurants. Also consider what events, meetings and
conferences also attract visitors to the destination. Identify hero
experiences that create demand for your destination, as well as
supporting themes and experiences.

Assess whether these experiences are meeting visitor needs and
expectations in your target markets, as well as whether they are
increasing visitor spend, regional dispersal and off-peak visits.

Try to identify the scale and capacity of the experiences offered
and any existing limitations and pressure points, particularly with
regard to supporting infrastructure. GIS mapping can help with
identifying and analysing types of geographic features and spatial
data to inform planning and development.

DESTINATION MANAGEMENT GUIDELINES - DATA, RESEARCH & ANALYSIS
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What are the key assets of the destination?

What are our hero destinations and
experiences?

What are the supporting themes and
experiences?

How compelling and competitive is our
destination’s offering?

Does our destination have a unique selling
proposition/point of difference from other
destinations?

Are the offered experiences meeting the
needs and expectations of the target
markets? Are there differences between
domestic and international visitors in terms of
needs and expectations?

Could we encourage off-peak visits and
a better spread across the region? Which
markets could we influence?

Are there opportunities for new or enhanced
experiences that could help us to meet our
goals?

- ASK —

Are there any gaps or limitations in the
product offering?

Are we managing high-demand sites (icons/
heroes) appropriately in terms of carrying
capacity and supporting infrastructure? Are
we monitoring them effectively?

Do the destination’s core access modes and
infrastructure support the destination or
restrict it? (See the sections on Access and
Amenities, Services & Infrastructure.)

Are there opportunities to collaborate with
other destinations in initiatives related to
target markets, visitor journeys and product
development?

What are the micro- and macro-economic
perspectives that affect our destination?

What are they key product development
opportunities for the future?

Use this section to inform the
Target Market, Experience &
Product Development (Attractions)
components of the plan.

Iltem 8.2- Appendix 1
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

STRATEGIC FIT

DM planning needs to be cognisant of national
and regional planning frameworks to reduce the
potential for conflicting objectives and unfulfilled
goals. Destinations also have a role in influencing
the focus of these frameworks.

Central and local government strategies, policies, planning and
regulatory frameworks determine the environment within which
the tourism sector operates. This includes the location, type and
scale of tourism activity that is permitted within a destination.

Consideration also needs to be given to the policies and plans

of neighbouring regions if they have an influence on your visitors’

movements (e.g. port and airport ‘gateways’, travel routes,
consistent signage along a touring route if it crosses regional
boundaries).

Tourism is integral to economic
development and is a key driver and tool
to achieve wider economic development

goals.

The visitor economy should be a core
component of economic development
strategies.

DESTINATION MANAGEMENT GUIDELINES - STRATEGIC FIT
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Consideration of treaty partnerships and Crown-Maori relationships are part of managing
the destination. At the national level, this may include Treaty Settlements Acts and Crown
commitments and accords. Consider:

Sustainable
Development Goals

New Zealand-Aotearoa
Government Tourism

National Frameworks

National Transport
Strategies, Policies and
Plans

Government Economic
Plan

Tourism 2025 Tourism New Zealand

Resource Management
Act

DOC Visitor & Heritage
Strategy

Strategy (MBIE & DOC) 2 eyl Ul

Strategic Plan (in development)

Regional Frameworks

Local Government
District & Long Term
Plans, Community Plans

Regional Tourism
Strategy

Conservation
Management Strategies
and National Park
Management Plans

Freshwater Plans

Regional Economic
Development Strategy

Regional Coastal and Maori/iwi/hapt plans

Have we considered the various national,
regional and local strategies/plans/policies,
their desired outcomes and measurement
frameworks?

How does our DM plan give effect to

Te Tiriti o Waitangi?

Do the regulatory and policy frameworks
provide a supportive environment that
manages the sector productively

and sustainably?

Labour Market
Strategy

Regional Land Transport
Plans

=

What opportunities and challenges do
these present?

Have we provided input into, and/or drawn
from, the relevant plans and strategies
through planning cycles and processes (e.g.
Council Long Term Plans)?

Are we familiar with the neighbouring
regions’ or destinations’ frameworks? How
do these affect us? Is there an opportunity to
collaborate or share information?

Photo credit: Tourism New Zealand, Kawakawa Bay Track, Rotorua
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BRAND POSITIONING

Successful destinations have a clear brand and
positioning that captures the essence of the
destination. Collections of people, places and
experiences create the destination’s brand story
and value proposition. The destination’s logo is a
symbol that represents the destination and the
experience offered.

Building a brand involves extensive research and consultation to
identify the destination’s strengths, weaknesses and
opportunities, as well as the way visitors, the industry, Maori and
the community see it. Listen, learn and engage before making
decisions. Make sure local residents and businesses are engaged
in the branding process.

After developing the brand story, share the ‘brand assets’ with
stakeholders to make it easier for them to use and support the
destination’s brand.

Encourage your tourism operators to bring the destination’s
brand story to life through the delivery of their experiences and
communications.

Domestic and international visitors can have different perceptions
of your destination’s brand offering and therefore you may

need to be flexible when promoting to different markets at
different times.

Remember: the people and the community own the brand,
which is a reflection of them and their place; the Destination
Management Organisation owns the brand strategy and is
responsible for upholding its story, values/integrity, creative
execution and application. Branding a destination is a long-term
endeavour; it takes time to do it well.

DESTINATION MANAGEMENT GUIDELINES — BRAND POSITIONING
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Does the brand capture the essence,
character/personality and ‘tone of voice’ of
the destination?

Does it provide a clear point of difference
or competitive advantage and support the
destination’s offering?

Does it provide a strong platform for ‘place
making’ and ‘storytelling’?

Do the industry, key stakeholders and
community all support the brand?

Does the brand incorporate the essence of

“ASK —

Does the brand strategy clearly outline how to
use the brand? Does it link with other sectors
of the destination’s economy?

Do the marketing and communications
accurately reflect the destination brand?

Who is responsible for our regional brand
strategy marketing and stewardship?

Do we have a range of ‘consumer led
propositions’ which allow the brand to
be flexibly applied when promoting to
international or domestic visitors and at

10 FEBRUARY 2026

the cultural experience? Are Maori/iwi/hapi different times of the year?

involved in the branding process and its
stewardship?

L Q6 ——

Place DNA™ has helped us to
become clear about who we
are as a destination. This has
been gold for us. We're just
starting to implement The Love
of Tourism, but we have a really
clear picture of our DNA. Our
people (community) have given
this picture to us, so it has huge
authenticity and truth to it.

Kristin Dunne, CEO, Tourism Bay of Plenty

Photo credit: Miles Holden, Hooker Valley, Mount Cook National Park, Canterbury
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

TARGET MARKETS

It is essential to identify your target markets
through your data/insights and destination
analysis, as it should inform all planning,
development and marketing activity. Include both
domestic and international visitors and segment
the markets where possible, based on the visitors’
characteristics, motivations and behaviours.

TARGET MARKETS

A range of information sources can assist with this and TNZ
produces comprehensive international market research and
insights. In addition, it is helpful to conduct visitor surveys to
guide destination and product development and to inform
marketing activities and channels. (Refer to Data, Research &
Analysis section).

DESTINATION MANAGEMENT GUIDELINES — TARGET MARKETS
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Do we have a clear understanding of our
target markets?

What does our ‘ideal visitor’ look like?

- ASK —

Can we encourage repeat visitation and
increase the yield within our target markets?

Can we encourage visitation in the off-peak

Do our destination’s brand and experience season and greater regional dispersal?

offerings align with the needs of our target
markets?

Could the destination appeal to new markets?

Which markets are emerging? Are these worth
Are we focusing on the best value market for considering?
our destination? Are there market synergies with other regions

with which we can collaborate?

1 § 6 ——

How visitors experience New
Zealand differs based on their
culture, expectations and
perceptions. Understanding
what visitors want and need in
their journey through Aotearoa
ensures they go home smiling —
with real affection for the amazing
experience they had here.

Rebecca Ingram,
GM NZ & Government Relations,
Tourism New Zealand

Photo credit: Miles Holden, Ponsonby Central
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

EXPERIENCE &
PRODUCT DEVELOPMENT
(ATTRACTIONS)

Research shows that successful destinations
provide visitor experiences that meet the
visitors’ needs and expectations and are true to
the promises of their brand. They continuously
maintain and enhance their existing products
and where there are gaps or opportunities, they
invest in new products, infrastructure, services
and amenities that strengthen the destination’s
appeal and competitiveness.

Today'’s visitors are looking for engaging and enriching
experiences with strong storytelling which is often multi-
sensorial in nature. Designing great experiences requires good
planning and understanding your ideal customer to create
memorable experiences, provide value and high levels of
satisfaction.

Encourage opportunities to support experience development and
foster collaboration, entrepreneurial thinking, clustering and
specialisation with other sectors where competitive advantages

and mutual benefits exist.
[ L
| | |

Tourists are increasingly wanting
highly personalised experiences in
destination and the more they can be
involved in the design and delivery
of these experiences, the greater
the value of the experience in terms
of the visitor’s satisfaction and
willingness to pay a premium price.

Professor Terry Stevens,
Stevens & Associates, Wales UK

DESTINATION MANAGEMENT GUIDELINES - EXPERIENCE & PRODUCT DEVELOPMENT
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ASK —

Are the offered experiences meeting the Who are the right partners/actors to develop
needs and expectations of the domestic and the experience(s)?
international target markets?

Is the sector actively engaged in quality
Are we providing value and a quality visitor assurance (e.g. Qualmark) and sustainability
experience? programmes (e.g. the TIA Tourism

What are the current assets and strengths in Sustainability Commitment)?

our destination for developing products or What supporting infrastructure, services and
experiences that are genuine and authentic? amenities are required, in both the short and
Are there any gaps in the tourism offering long term, to improve and manage the visitor
and is there demand for it? experience better? Who are the potential

. partners in delivering these?
How can we develop new tourism

experiences or enhance the existing ones, What are the pathways for turning ideas into
with a focus on collaboration, innovation investable propositions?
and authentic and indigenous/cultural How do we attract investment?

experiences? What support is required and how can we

Is there an opportunity to create a hero access this (e.g. RTO, EDA, Te Puni Kokiri,
attraction(s) as a catalyst attractor? NZTE, TNZ, New Zealand Maori Tourism)?

1 66 ——

It’s always been a part of our
vision at Hobbiton Movie Set to
introduce a new experience or
develop an existing one each year.
This keeps the experience fresh
and ever evolving. It’'s crucial to
keep the visitor experience at the
core of what you do, and to ensure
this is a priority for any tourism
product development.

Shayne Forrest, GM Sales & Marketing,
Hobbiton™ Movie Set

Photo credit: WellingtonNZ.com, Wellington - Cuba precinct

Iltem 8.2- Appendix 1




ENVIRONMENTAL AND ECONOMIC DEVELOPMENT COMMITTEE MEETING

10 FEBRUARY 2026

Iltem 8.2- Ap

pendix 1

MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

ACCESS

Access to and around a region/destination is a key
enabler. It can either accelerate or hinder visitor
growth.

The more transport modes and gateways that regions have (air,
road, rail, sea), the more options visitors have. Physical
connectivity (roading, public transport, walking and cycling
options) supports visitor movement and it can also form part of
the visitor experience (e.g. heritage train journeys, cycleway
tours).

Soft infrastructure (signage, interpretation) contributes to the
quality of the visitor experience and touring routes provide a
guide to connecting visitors to places through a shared story,
encouraging dispersal and visitation into less-known areas and
communities.

Assess each type of transport mode for your destination for its
quality, capacity and supporting infrastructure (e.g. air
connections into target markets, capacity and frequency of
flights, cost, airport terminal facilities and ancillary services such
as rental cars, public transport). These should contribute
positively to the visitor experience. Also consider how accessible
your destination’s experiences are for visitors who may have an
impairment of some kind.

In addition you need to consider your emergency response
requirements, taking into account New Zealand’s physical and
climatic conditions and our remote locations.

DESTINATION MANAGEMENT GUIDELINES - ACCESS
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How are visitors travelling to the
destination?

Does each form of access and supporting
infrastructure cater for current and future
visitor flows/volumes, as well as their
expectations, satisfaction and safety?

Who are the key agencies/businesses
responsible for investing in and managing
the infrastructure involved in accessing the
area?

What planning and regulatory frameworks
do we need to consider?

Is there a plan for each access mode in terms
of maintenance, enhancement, expansion
and investment?

Do the destination’s access modes connect
to other services, to enable efficient
movement and dispersal across the region
and into neighbouring regions?

Does the destination provide hub-and-spoke
opportunities to connect urban areas to rural
attractions?

Is there a public transport service that meets
visitor needs, especially during peak times?

Have we considered the needs of less able or
impaired visitors?

10 FEBRUARY 2026

ASK —

Does the destination have a touring route
or highway/bi-way strategy? How effective
is it and are there opportunities to enhance
the experience (e.g. signage, interpretation,
themed itineraries)?

Is there adequate directional and amenity
signage to support the visitor experience? Is
there a strategy and process for developing
this?

Can the digital infrastructure meet the
current and future demand (including
Augmented Reality/Virtual Reality)? Is it
consistent across the destination?

Is there a plan for the growth and
development of digital services and
infrastructure (e.g. Wi-Fi and mobile phone
coverage)?

Are there any risks with regard to access (e.g.
poor-quality roads or port facilities)?

Have we considered future travel trends (e.g.
electric vehicles)?

Have we considered all the potential/likely
partners (public and private entities) in
developing access infrastructure?

1 6§ ——

Visitors need to be able to get to
where they want to visit safely in a
timely way for an appropriate cost.

This includes air, road, rail, sea, trails
and cycleways. It is important we all
work together on transportissues

in the tourism sector. This requires

a coordinated approach and the
alignment of national and regional

plans, strategies and polices.

Leigh Pearson, Acting GM, Engagement and
Partnerships, New Zealand Transport Agency

Photo credit: Vaughan Brookfield, Matukituki River, Wanaka
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ATTITUDES

While visitors primarily come to New Zealand for
the scenery and natural environment, their most
memorable moments are often the interactions
with our people and cultures. Our manaakitanga
and our local residents’ acceptance of visitors
and willingness to host them is important to the
success of the destination.

A broader level of community engagement in DM and planning is
required than has been undertaken in the past and not all
communities see tourism positively.

Some communities have become less receptive to visitors
because of overcrowding, visitor behaviour and the cost of
infrastructure that supports the tourism sector. For communities
to continue to welcome and host visitors, the tourism sector and
enabling partners need to work to address these challenges and
retain the social licence to operate.

Local residents often make assumptions about visitors’ behaviour,
expenditure, length of stay and so on. It is important that locals
have access to data and insights to understand the value and
benefits of the visitors coming to their place. Equally, itis
important to address the evidence-based impacts of the visitors

on the day-to-day lives of locals.

Each destination needs to B
establish their own definition

of ‘community’. Engagement Well informed and

will vary according to the size

: engaged communities
and demographics of the

and stakeholders

community. Meaningful o .
community engagement enhance the visitor
requires involving partners experience and help
and stakeholders who are build social licence.

associated with the visitors,
are affected by them (directly
or indirectly), or have a
common interest.

DESTINATION MANAGEMENT GUIDELINES - ATTITUDES
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What mechanisms and processes are in place
to engage actively and meaningfully with the
community (including Maori/iwi/hapt)?
https://tearawhiti.govt.nz/te-kahui-
hikina-maori-crown-relations/

engagement/

Have the views of the community been
considered in the DM process?

Are there some common interests that could
assist with engagement and dialogue with
fringe/less-connected groups?

Are the tourism businesses committed to
buying local and employing local?

Can visitors contribute to/volunteer in
community projects that deliver positive
community outcomes?

Are there incentives or benefits that support
community-run tourism enterprises?

Do we regularly have dialogue with the
community, communicating accurate,
consistent and timely information about the
sector so they are well informed?

ASK —

Does the local community have a positive
view of the tourism sector and its value to
the community?

How do we gather the local community views
and address opportunities and issues?

Can the local community freely access areas
for recreation and leisure?

Can the local community go about its day-to-
day activities with relative ease alongside the
visitors?

Are some areas off-limits to visitors because
of environmental/cultural significance; are
these restrictions well explained?

Are there partnerships between the public
and private sectors?

Are there programmes for developing
community hosts and ambassadors?

Do we encourage visitors to respect our
destination and do we educate them
about appropriate ways to behave? (See
Tiakinewzealand.com, drivesafe.org.nz and
mbie.govt.nz/responsible-camping)

—

10 FEBRUARY 2026

Raising awareness of the benefits
of tourism amongst communities is
helpful, and the benefits can include:

Boosting regional economies
Helping sustain local facilities and services

Stimulating civic pride and strengthening
communities

Creating jobs

Encouraging good management of the
environment — visitors may choose
destinations that are well managed, clean
and exhibit good environmental ethics

Celebrating local culture and language.

Photo credit: Fraser Clements, Te Puia, Rotorua
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

MARKETING AND
PROMOTION
(AWARENESS)

A destination’s marketing and promotional
activity is a core part of managing a destination
effectively, targeting the right type of visitors,
encouraging regional dispersal and addressing
seasonality. For a region to create a viable,
sustainable tourism sector, its needs to stand out
in a highly competitive marketplace.

Aregion’s RTO or EDA leads and coordinates the area’s destination
marketing activities, working in partnership with tourism
operators, TNZ and the tourism distribution system e.g tourism
travel trade.

RTOs/EDAs use a range of methods and communication channels
to attract visitors (e.g. digital, print, social media, PR) and aim to
influence visitor purchase decisions throughout the customer
journey.

2

DREAMING SHARING

DOC and i-SITE visitor centres provide connections to local stories
and experiences and can influence decision making, dispersal and
responsible visitor behaviour.

DESTINATION MANAGEMENT GUIDELINES — MARKETING & PROMOTIONS
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Are the marketing and promotional
activities of the destination aligned with
the aspirations of the tourism industry,
stakeholders and community?

How effective are the marketing strategies in
creating the right visitor demand?

Are there clear measures and tools for
assessing visitor awareness, marketing
effectiveness and return on investment?

Do we understand the visitor journey and
the information touchpoints that influence
visitor decision making?

Is there a coordinated, collaborative
approach between the public and private
sectors in the region?

Is there collaboration with other regions,
RTOs or EDAs?

How effective are the internal/external
communications, PR and reputation
management?

Are there opportunities for collective
marketing?

How do the marketing activities manage
visitor behaviour and risks, as well as issues
such as overcrowding at peak times?

How do we use our communications to
provide the local community with good
information about the local tourism sector?

10 FEBRUARY 2026

Photo credit: Hamish Johnson, Wellington Harbour, Aerial view
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

AMENITIES, SERVICES
& INFRASTRUCTURE

Visitors (both domestic and international) require
a range of services and amenities within a location
to fulfil their needs and expectations. They share
these amenities and services with the local
residents. Visitors become ‘temporary residents’,
often supporting a scale of community amenity
that benefits the locals, helping to sustain

the vibrancy, diversity and social, cultural and
economic fabric of communities.

B

Adequate and future-proofed infrastructure and services are
essential for both supporting the local population and providing
an attractive destination for visitors. The key forms of
infrastructure required are:

> access - e.g. road, rail, sea, air, digital (see the Access section)

> general publicinfrastructure — e.g. water, wastewater,
refuse collection, car parking/transport hubs, toilets, signage,
wayfinding.

The costs of this infrastructure can be a challenge in some places,
particularly if the residential rating base of the community is
small but the visitor numbers are high. These situations require
the deliberate use of a wide range of revenue tools to distribute
the costs fairly.

>
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Data on current and future population and visitor numbers should
inform infrastructure planning, product development and
investment. An understanding of visitor volumes and behaviour
can also help with identifying mechanisms to recover costs at the
source, if appropriate.

Great places to live are also great places to visit. Creating vibrant

places through place-making activities provides benefits for both
the host community and its visitors.

DESTINATION MANAGEMENT GUIDELINES — AMENITIES, SERVICE & INFRASTRUCTURE
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ASK —

What is the projected growth for residents What are the financing options for the

and visitors? provision of mixed-use infrastructure (e.g.
What visitor infrastructure and amenities targeted rates, levies, user charges)?

are required to support the destination How can we maximise the amenity for the
effectively, both now and in the future? benefit of the community and emphasise
What additional capacity in ‘mixed-use’ local stories and values?

infrastructure is required to support visitor What does the 20-40-year-plan for our
and local population needs? infrastructure and funding needs look like?

What plans and regulations do we need to What are our funding pathways for
consider? infrastructure, amenity and service provision
Are there opportunities for partnerships (if applicable)?

between the public and private sectors?

1 Q6 ——

Planning & investing in the right
level of infrastructure to meet
the needs of future residents

and visitors is a complex
challenge for Councils. Itis
only by working collaboratively
that we will be able to find
sustainable & affordable
solutions.

Peter Harris,
Economic Development Manager,
Queenstown Lakes District Council

Photo credit: Northland Inc Tourism, Northland Cape Reinga Lighthouse
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

ENVIRONMENTAL
STEWARDSHIP

New Zealand’s visitor experience depends on our
beautiful landscapes and natural environment;
therefore, it is essential that we protect and
restore our environment for current and future
generations to enjoy.

Sustainability and environmental stewardship is a key focus of
DM, given the connection between visitors, the natural
environment and social licence within our communities. This
requires us to understand and actively manage any potential risks
to our natural and cultural heritage across our whole destination,
as well as in specific locations with high visitor demand.

Climate change is affecting some locations, imposing the need for
careful consideration and planning to allow for adaptation over
time. As travellers become more environmentally, socially and
culturally conscious, they, too, are seeking experiences that
enable them to act responsibly and minimise their impact.

66—

Our natural environment is the backbone of
New Zealand-Aotearoa’s economy, culture
and wellbeing. To achieve sustainable
tourism growth, we must protect the
environment and manage activity within its
limits so New Zealand-Aotearoa will be in
great shape for the next generation.

Steve Taylor, Director Heritage and Visitors,
Department of Conservation

DESTINATION MANAGEMENT GUIDELINES — ENVIRONMENTAL STEWARDSHIP
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Is there a clear understanding of the
potential risks and impacts of visitors on our
environment (localised or widespread) across
our destination, including in high-demand
visitor locations?

Is the right amount of infrastructure in place
to manage the visitor experience at the
location/destination sustainably?

Do we understand the potential growth
forecasts for those locations (and/or the
destination as a whole) and their impact on
the infrastructure needs for the future?

Do the national/regional policies and
planning support having a sustainable
approach?

Do our tourism enterprises have a
commitment to environmental sustainability
(e.g. TIA Sustainability Commitment, Enviro
Mark)?

ASK —

What are the opportunities to support low-
carbon-emissions visitor experiences?

What are the opportunities to support
achieving low waste levels and/or better
waste management, including recycling?

Are we recognising and supporting the
cultural well-being of our people and place,
as well as our Maori/iwi/hapl partner
aspirations?

Is there a commitment to protecting and
enhancing the social licence to operate
within communities?

Is there a focus on educating visitors to
behave responsibly? (See the Tiaki Promise.)

Are we telling the story of our actions to
protect the environment, to generate further
momentum, improve visitor behaviour and
support our social licence)?

10 FEBRUARY 2026

L C ——

Our marine product is the
foundation of our business,
if we do not look after our
environment, our business will
be gone in no time. Our business
has sustainability at its core, we
all are in it for the long haul, and
thus sustainability becomes the
only smart platform to use.

Jeroen Jongejans, Owner and Director,
Dive! Tutukaka

Photo credit: Dean McKenzie, Nelson
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

CAPABILITY &
DEVELOPMENT

Investment in people and capability building is
critical to lifting the productivity of the tourism
sector and delivering quality visitor experiences.

Tourism needs to be seen as an attractive
career with clear pathways for student,
employee and employer success.

We need to attract and retain a skilled workforce and build the
capability of tourism businesses to improve their productivity,
profitability and ability to innovate, develop and grow.

A skilled workforce

A range of factors needs to be considered in thinking about a
i destination’s workforce, including:

> current national immigration and labour market regulatory
settings

> employment levels and competition with other sectors for
workers

> what the tourism sector is doing to attract, train and retain
staff

> regional workforce planning

> housing, schools and other factors affecting people’s ability to
work and live in a particular location.

MBIE is currently working in partnership with the tourism sector
to address some of the issues around the shortages of labour and
skills. The ‘Go With Tourism’ initiative seeks to promote tourism
as a valuable career (see https://www.gowithtourism.co.nz/).

In addition, a package of initiatives is being developed to:

> improve workforce planning and education systems to grow a
skilled workforce

> upskill employers and employees to improve their business
capability (including supporting them to understand and
leverage off the profile of the modern workforce)

> provide a national governance and coordination function for
consistency and efficiency

> make sure data and insight underpins all decisions and plans.

DESTINATION MANAGEMENT GUIDELINES — CAPABILITY & DEVELOPMENT
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Business development and innovation

Many tourism operations are small to medium-sized enterprises that work in isolation without much
connection into the area’s networks. They are often unaware of the range of business advisory
services available.

Facilitating the connections between businesses and capability services and supporting networking,
sharing and collaboration across tourism and the wider business community encourages clustering
and specialisation, as well as boosting opportunities for innovation and product development.

:0: :ﬂl—

Quality visitor experiences are
underpinned by investment in people
and education. Upskilling of tourism

businesses also plays a crucial role.

Networking, collaboration, partnerships
and the creation of clusters help
develop professionalism, innovation and
entrepreneurial activity.

What are the current and future workforce
supply and skill requirements? Do we have
data/evidence to support these?

Are we promoting the sector as an attractive
career option with clear pathways for
students and employees?

Have we consulted with the local education
and training providers?

(See Service IQ ‘Regional Roadmaps’ at
https://wWww.serviceig.org.nz/about-us/wfd/)

Have we analysed our business capability
(across employment, management and
innovation dimensions) and created a
programme to develop this further? Is a lead
organisation coordinating it?

Do we have connections to the various
enterprise development programmes and
services?

Do we have a clear focus on quality/value
services and products (e.g. Qualmark, the TIA
Tourism Sustainability Commitment)?

Could we assist tourism operators to develop
new and existing visitor experiences?

ASK —

Do we regularly connect with others in the
tourism sector for information sharing and
support?

Is there cross-sector engagement to
encourage product development and
innovation?

Are Maori/iwi/hapi organisations and
enterprises well supported and integrated/
connected into the wider system?

Are non-Maori tourism providers upskilled on
tikanga, historic events and pronunciation of
Maori place and tdpuna names?

Is there a focus on innovation, clustering and
investment readiness?

Are there opportunities to build enterprise
digital capability?

Is there a commitment to building capability
in sustainability and environmental
stewardship?

Do we have a focus on building DM capability
and capacity across our leadership/
stakeholder organisations?

Photo credit: Graeme Murray, Mount Maunganui, Bay of Plenty

Iltem 8.2- Appendix 1




ENVIRONMENTAL AND ECONOMIC DEVELOPMENT COMMITTEE MEETING 10 FEBRUARY 2026

MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

LEADERSHIP &
STRUCTURES

Leaders and champions are required across all
aspects of destinations, and partnerships and
collaboration are important for success. A focus
and commitment to building DM knowledge and
capability across all entities involved in supporting
the destination is important.

Destinations should determine the most appropriate structure(s)
required to support their areas.

A collective governance approach may be adopted where diverse
stakeholders can work in partnership to manage the destination
and implement the plan. This approach enables both public and
private sector entities to combine relevant skills and capacities
and can foster mutual learning and shared experiences. This
requires a commitment to collaborate and reach agreement on
solutions for each entity to take responsibility for leading and
implementing relevant components of the plan. A focus on
accountability and ensuring stability and consistency of the
governance group is required.

Another option is that a lead agency is identified which takes
overall leadership and coordination of managing the destination.
The agency would ensure that all elements and stakeholders work
effectively together to implement the plan. A stakeholder
advisory group may support the lead agency and advise and

e — . monitor progress.
[ ————|
=35
v Competently managed, well-
B : resourced Destination Management
E Organisations with strong leadership
b and a clear vision are integral to
success.
Professor Terry Stevens,
Stevens & Associates, Wales UK

DESTINATION MANAGEMENT GUIDELINES - LEADERSHIP & STRUCTURES
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Do we have the right leadership and
structure(s) to manage our destination
successfully and achieve the community’s
vision, values and goals?

Is the leadership inclusive and supported?
Does it include Maori and the community?

Does the leadership empower the community
and stakeholders and coordinate shared
delivery across multiple parties?

Is there a strategic, inclusive and
collaborative approach?

Are there clear roles, responsibilities and
accountability?

ASK —

Are there sufficient resources to give the
leadership structure(s) the capacity to be
effective?

Do we have a commitment to building
capability across our organisations and
stakeholders?

Do we have a clear understanding of how
we function effectively across multiple
parties in a supportive and collaborative
manner? Do we need to formalise this (e.g.
in a formal structure or Memorandum of
Understanding)?

To make fundamental changes,
Destination Marketing

L ¢ ¢ ——

Organisations (DMOs) often
require an expanded organisational
mandate, and this is no different
for us as we move to a Destination
Management Organisation and
lead the implementation of our
ambitious destination plan called
The Love of Tourism.

Kristin Dunne, CEO, Tourism Bay of Plenty

Photo credit: David Wall, Canterbury Plains, Canterbury
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

RISK & CRISIS
MANAGEMENT

Risk management is vital, given New Zealand’s
propensity to natural disasters such as
earthquakes, volcanic eruptions and severe
weather events. Both the tourism industry and
destinations must plan for such events, undertake
risk assessments and pre-plan and practise
response strategies.

New Zealand has developed a National Disaster Resilience
Strategy for all who live in, work in or visit our country. This
outlines the long-term goals for Civil Defence Emergency
Management.

(See https://www.civildefence.govt.nz/cdem-sector/plans-and-
strategies/national-disaster-resilience-strategy/)

DESTINATION MANAGEMENT GUIDELINES -RISK & CRISIS MANAGEMENT
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ASK —

Are we familiar with the National Disaster How will we respond to an emergency? Are
Resilience Strategy and ‘What Can You Do?’ the roles and functions determined and
fact sheets? tested?

Have we planned for possible natural or man- What are our destination’s key messages in
made disasters? times of disaster?

Are there good communication systems and Can/do we stay connected with the Visitor
stakeholder engagement in this area? Sector Emergency Advisory Group in times
Are there specific management plans in place of national disaster or with our local Civil
for key ‘hot spots’ within your destination Defence Emergency Management group

— that s, the places that are under pressure during local emergencies?

and where visitor safety is potentially at risk?

Do we know the key contacts at the

emergency services providers who can offer

support, especially if visitors are affected?

~ & CASE STUDY |

VISITOR SECTOR EMERGENCY
ADVISORY GROUP (VSEAG)

VSEAG works to ensure that the needs of international visitors to New
Zealand are accounted for in emergency planning. VSEAG's membership
includes representatives from the tourism industry, local government,
central government and other agencies who work with international
visitors, including the education sector.

During an emergency, VSEAG members use their networks to make sure
visitors to New Zealand and international audiences receive timely and
accurate information about the event. This makes sure our visitors
know where it is safe to travel, and can help protect New Zealand's
reputation as an international visitor destination. VSEAG can mobilise
the tourism sector’s resources to assist with national and local
responses, and improve the visitor sector’s resilience to emergencies.

Photo credit: Tourism New Zealand, Auckland
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

MEASURING SUCCESS

Successful destinations regularly revise and re-
engineer their plans and structures according
to the changing visitor needs and economic
influences.

It is important to know what success in your destination would
look like, based on your vision, strategic imperatives, goals and
focus areas.

Measuring the indicators of sustainable tourism incorporates the
four well-beings of social, economic, environmental and cultural,
and encourages going beyond the traditional metrics of visitor
volumes, nights and expenditure. Measuring visitor and
community satisfaction though sentiment indexes or net
promoter scores is also becoming more common.

Benchmarking your destination against others, both within New
Zealand and internationally, can provide opportunities to assess
how well you are performing and provide new ideas, approaches

and learni g.
| | I

How can we fundamentally leave our
place better than we found it? That's not
a concept that we can own; it comes from
our Indigenous Maori people. They have
a beautiful way of viewing the world and
doing business. What we’re trying to
achieve with this plan isn’t our thinking.
It’s very much a return or an elevation
of Maori thinking and values. The whole
point is to leave the place better for
future generations, and that means going
further than sustainability. That's where
we started to uncover regeneration, and
now we’re really passionate about this

concept.

Kristin Dunne, CEO, Tourism Bay of Plenty

DESTINATION MANAGEMENT GUIDELINES — ENVIRONMENTAL STEWARDSHIP
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ASK —

Are our key performance indicators aligned Are we benchmarking our destination against
with our vision, strategic imperatives, goals others?

? . A
and focus areas: Are we regularly revising and reviewing

Do our success measures match the our plans and structures to remain fit for
community’s aspirations and expectations? purpose?

Do we monitor and report on visitor, Are we sharing/communicating our
community and industry feedback and monitoring and evaluation data with the
satisfaction? Do the findings influence our local sector, community and national groups,
planning and development activities? to support continuous improvement?

Are we monitoring and managing tourism’s How are we monitoring community
effects on the environment and community satisfaction/sentiment about visitors and
(at the destination, organisation and the tourism sector?

enterprise levels)?

Photo credit: Fraser Clements, Abel Tasman
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MINISTRY OF BUSINESS, INNOVATION AND EMPLOYMENT

APPENDIX: USEFUL LINKS
& INFORMATION SOURCES

Ministry of Business, Innovation and Employment

> Tourism Strategy: https://www.mbie.govt.
nz/immigration-and-tourism/tourism/
new-zealand-aotearoa-government-tourism-strategy/

> Tourism data:_https://www.mbie.govt.nz/
tourism-research-and-data

> Regional Economic Development: https://www.mbie.govt.
nz/business-and-employment/economic-development/
regional-economic-development/

> Regional economic activity: https://webrear.mbie.govt.nz/

Tourism Industry Aotearoa
> https://tia.org.nz/

> Tourism Sustainability Commitment:
https://tia.org.nz/advocacy/tia-projects/tourism/

Tourism New Zealand

> https://www.tourismnewzealand.com

Department of Conservation
> https://www.doc.govt.nz/
NZ Transport Agency

> https://www.nzta.govt.nz/

Te Puni Kokiri — programmes for Maori enterprises

> https://www.tpk.govt.nz/en/whakamahia/
maori-business-growth-support

NZ Maori Tourism

> https://maoritourism.co.nz

Te Arawhiti — Guidelines for engagement with Maori

> https://tearawhiti.govt.nz/
te-kahui-hikina-maori-crown-relations/engagement/

New Zealand Trade and Enterprise

> https://wWww.nzte.govt.nz/our-services

> New Zealand Visitor Activity Forecast
https://freshinfo.shinyapps.io/NZVAF/

Regional Business Partner Network

> https://wWww.regionalbusinesspartners.co.nz/

Callaghan Innovation
> https://www.callaghaninnovation.govt.nz/

Business Mentors New Zealand

> https://wWww.businessmentors.org.nz/

Tourism Export Council

> https://www.tourismexportcouncil.org.nz

DESTINATION MANAGEMENT GUIDELINES — APPENDIX

68

Page 88



ENVIRONMENTAL AND ECONOMIC DEVELOPMENT COMMITTEE MEETING 10 FEBRUARY 2026

Photo credit: Whale Watch Kaikoura, Kaikoura Whale Tail
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@ +64 21686057

Kil’i GOUIter kiri@kgonconsulting.co.nz

DESTINATION STEWARDSHIP SPECIALIST www.linkedin.com/in/kiri-goulter-nz

DRAFT REVERSE BRIEF
Building Tourism Knowledge & Capability - Wairoa District Council
Prepared for: Austin King, Kiriwera Cotter

Prepared by: Kiri Goulter

Date: 14 July 2025

Tena koe Austin,

| welcome the opportunity to present this draft reverse brief and to work collaboratively to further develop
and refine the project’s details. By co-designing together, we can ensure the process genuinely reflects
your priorities, values, and aspirations, and delivers meaningful outcomes for the Wairoa District Council

and its communities.

Context and Purpose

Wairoa District is at an important point in its tourism journey. With its significant natural assets and strong
Maori identity, the district holds promising potential to grow tourism in a way that supports its
communities, environment, and economy. With community planning underway and renewed focus on
resilience and local economic development, now is the time to build community capability so Wairoa can

shape a tourism future that works for its people and place.

Recognising this opportunity, Wairoa District Council is seeking to build its internal knowledge,
confidence, and capability in Destination Management (DM) and destination stewardship, so that it can

actively guide its communities to determine how they would like tourism to develop for them in their place.

This proposal outlines a two-day, co-designed workshop series that will equip council staff with a
foundational understanding of sustainable tourism development and provide a practical roadmap to guide

future action. The workshop will include Council’s Community Engagement team and other relevant staff.

The Current Opportunity

District Snapshot

Wairoa District, located in the northern part of the Hawke’s Bay region, is home to approximately 8,900
people, with around 60-70% of residents identifying as Maori. The district is defined by its strong Maori
identity, rural character, and cultural vibrancy, and it stands out within the region for its authenticity and

sense of place.
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Wairoa has a compelling mix of natural and cultural assets that offer real potential for values-based
tourism development:
+ Lake Waikaremoana / Te Urewera - A place of deep cultural significance and ecological richness.
+ Mahia Peninsula - Known for its surf, coastal lifestyle, and as the home of Rocket Lab’s launch site.
* Morere Hot Springs & Wairoa River - Scenic and emerging attractions with potential for further
development.
» Local Culture & Rural Landscapes - A strong cultural narrative anchored in whakapapa, whenua,

and community, supported by expansive rural and natural environments.

Tourism is consistently recognised across key planning documents including Council’s Long-Term Plan
and Economic Development Plan. It is also emerging as an area of opportunity for sustainable

economic development and community wellbeing as part of the council’s community planning process
that’s taking place.

Objectives
This proposal aims to:

 Build shared understanding of destination management and stewardship.
+ Explore how tourism can be developed sustainably in partnership with iwi, hapt, and community.
+ Provide a practical and locally relevant roadmap for future planning and action.

» Equip council with the tools and knowledge to take a lead role, in collaboration with others.

Guiding Principles
* Empower, not deliver - Support Wairoa District Council to lead and own its tourism direction in
partnership with community.
* Grounded in place - Practical, tailored to Wairoa’s unique scale, context, and priorities.
* Maori partnership - Embed Maori values and support co-design and collaboration.

¢ Action-focused - Build clarity on the opportunity, priorities and where to start.

Workshop Structure

Day One: Building Foundations in Destination Management & Stewardship

Objective:

Establish a shared understanding of DM and destination stewardship, build confidence in the
concepts, and explore Wairoa’s current state and future potential.

Indicative Agenda:

+ Mihi whakatau / Whakawhanaungatanga - Welcome, introductions, and

whakawhanaungatanga activity.
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+ Workshop Objectives & Participant Expectations - Setting the scene for the day

+« What is Destination Management and Why It Matters - Presentation and group discussion

+ Case Studies - Examples from a range of contexts, followed by Q&A

» Local Voices - Short korero from a Wairoa tourism leader or community member

+ Wairoa in Hawkes Bay and New Zealand Context - Presentation and discussion

» Strategic Landscape Analysis - Combined SWOT and PESTEL assessment, including Maori
worldviews and values

+ Small Group Work - Identifying key insights and priorities

Wrap-Up & Reflections - Summary, participant feedback, preview of Day 2

Day Two: Enabling Sustainable, Community-Led Tourism
Objective:
Equip council with practical tools and processes to support the District’s tourism development that
reflects community values, builds local ownership, and aligns with strategic goals.
Indicative Agenda:
Defining Sustainable, Community-Led Tourism
» Explore core principles (e.g. kaitiakitanga, inclusivity, intergenerational value) and Wairoa’s role in
shaping a tourism future led by local aspirations.
» Visioning, priority areas, opportunities.
¢ Council’s role: enabler, connector, and facilitator.
Engagement Processes: Tools & Approaches
¢ Introduce practical engagement tools and approaches. Discuss what methods work best in different
contexts (e.g. hui, focus groups, informal korero) and how to build trust and shared ownership.
Co-Design: Opportunities and Building Momentum
« |dentify realistic starting points for engagement, potential pilot projects and partnerships to
storytelling initiatives that can build confidence and momentum.

» Activate existing strengths and link to strategic plans (LTP, EDP, community plans)

Next Steps
» Define next steps, key enablers, and potential risks.

» Clarify roles, responsibilities, and resourcing needs.
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Outcomes
By the end of the workshops, Wairoa District Council will have:

+ Ashared understanding of DM and destination stewardship.

*

Clearer knowledge of its current strengths, challenges, and priorities.

*

Greater confidence to lead tourism development in-house.

*

A draft roadmap to support next steps and enable locally led action.

*

Stronger foundations for partnership with iwi, hapt, and communities.

Thank you again for considering me to support this important kaupapa.

We have tentatively committed to the dates of 18-21 August for the workshop and related activities.

| look forward to working together to finalise the design of the workshop, and ensuring it aligns with the
objectives of the Wairoa District Council and the communities you serve. | look forward to hearing from
you.

Nga mihi nui

Kiri Goulter
Managing Director
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@ +64 21686057

Kil’i GOUIter kiri@kgonconsulting.co.nz

DESTINATION STEWARDSHIP SPECIALIST www.linkedin.com/in/kiri-goulter-nz

Kiri Goulter BIO

Kiri Goulter is an internationally respected strategist, practitioner, and thought leader in destination
management and sustainable tourism. With over 25 years’ experience across national, regional, and
local levels, she has led transformational change in Aotearoa New Zealand, including authoring the
government’s Destination Management Guidelines and designing and delivering an award-winning
national capability-building programme for Regional Tourism Organisations (RTOs).

Kiri was the founding Chief Executive of Hamilton & Waikato Tourism (RTO), where she re-established
the Regional Tourism Organisation and brought together seven councils and the private sector to co-
invest in tourism development. She has also worked at Tourism New Zealand in a national leadership
role focused on domestic strategy, industry partnerships, and regional growth.

Kiri played a central role in supporting all 31 regions across New Zealand to develop and implement
Destination Management Plans, working alongside, local government, industry, and communities. She
has worked extensively in Northland with Maori organisations and rural communities to identify and
unlock tourism opportunities that deliver genuine social and economic benefits at place level. Her work
has been instrumental in building regional capability, strengthening collaboration, and embedding long-
term, values-based planning approaches.

Internationally, Kiri has presented to the OECD Tourism Committee, and spoken tourism conference in
the USA, Chile and the Pacific. She is a recognised contributor on destination stewardship, systems
leadership, and purpose-led tourism. Her work bridges policy and practice, and she brings deep
practical insight, strategic clarity, and strong facilitation experience to every engagement. Kiri also
teaches Destination Management for Economic Development New Zealand.
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