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Appendix 1 Infographic Source Data 

The  source  da ta  for the  sum m ary in fograph ic is as follows. 

 Total visitation , Visitation by type , Domestic versus in ternational visitation : New Zealand 
International Visitor Survey, NZ Stat International Travel and Migration and Fresh Info’s New 
Zealand Visitor Activity Forecast .  

 Visitor spend : MBIE’S Tourism Electronic Card Transactions (TECTs) . 
 Age profile, P ackaged v non -packaged travel : Fresh Info’s New Zealand Visitor Activity 

Forecast 
 Where international visitors are visiting : New Zealand International Visitor Survey  
 Origin of domestic overnight visitors : Fresh Info’s New Zealand Visitor Activity Forecast  
 Origin of international overnight visitors : New Zealand International Visitor Survey  
 Visitor spend by product area : MBIE'S Tourism Electronic Card Transactions (TECTs). 
 Top 10 destinations with the largest proportion of international spend : MBIE'S Tourism 

Electronic Card Transactions (TECTs). 
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Appendix 2 Accommodation Audit 

The  following p rovides a  tou rism  product aud it for Te  Manahuna . Th is includes two aud its: one  
focused  on  accom m odation  offe ring and  one  on  a ttractions and  expe riences. The  purpose  of the  
aud it is twofold :  

 firstly, to  asce rta in  where  p roduct gaps m ay exist in  the  tourism  product m ix; and   
 second ly, to  com ple te  sen tim en t ana lysis on  the  existing p roduct in  Te  Manahuna .  

The  aud it is p rim arily based  on  an  extensive  ‘da ta  scrap ing’ exe rcise  tha t leve raged  the  following 
sources: The  New Zea land  Tourism  Opera tor Da tabase , TripAdvisor, Booking.com , Google  Trave l and  
Google  Maps.21 This was unde rtaken  in  March  2021. 

✚ Audit by Property Type & Bookable Units 

The  accom m odation  aud it focused  p rim arily on  com m ercia l form s of accom m odation . When 
asse ssing the  aud it, it is im portan t to  recogn ise  tha t: 

 som e  prope rtie s a re  listed  on line  across m ultip le  ca tegorie s - in  these  cases, Stafford  has 
se lected  the  m ost app licab le  ca tegory based  on  on line  in form ation  ava ilab le ; 

 for each  p rope rty, the  num ber of bookab le  un its 22 was a lso included  which  typ ica lly re flects 
room  num bers (where  th is in form ation  was ava ilab le ); 

 for ca ravan  parks, bookab le  un its were  on ly requ ired  for cab ins, cha le ts, and  villas - site  num bers 
have  been  excluded  from  the  assessm ent as th is da ta  are  difficu lt to  ob ta in  with  accuracy; 

 for DOC Huts, the  num ber of bunks has been included as these  can  be  ind ividua lly u tilised , 
a lthough  ve ry few are  bookab le ; 

 for holiday hom es and  apartm ents, bookab le  un its a re  recorde d  as “1” because  they can  on ly 
be  booked  by one  party and , the re fore , rep rese n t one  un it.  

Figure  11 provides a  sum m ary of accom m odation  in  Te  Manahuna  broken  down  by accom m oda tion  
type .  

Based  on  the  aud it, the re  a re  433 accom m odation  p rope rtie s in  Te Manahuna  and  an  e stim ated  
3,128 bookab le  un its. Of the  433 p rope rtie s, ju st unde r ha lf of the  p rope rtie s iden tified  a re  holiday 
hom es, rep rese n ting 47% of a ll p rope rtie s. If holiday hom es a re  excluded  from  the  assessm ent, the re  
a re  228 p rope rtie s and  2,803 bookab le  un its. 

DOC hu ts m ake  up  the  fourth -la rgest sha re  of p rope rtie s and  the  second -la rgest share  of un its. Th is 
dem onstra te s the  sign ificance  of DOC as a  p rovide r of backcoun try visitor e xpe riences across Te  
Manahuna  and  its popu la rity as a  tram ping destina tion . Backcoun try hu ts and  cam psite s a re  not, 
however, acce ssib le  as accom m odation  on  the  sam e  te rm s as m any of the  othe r ca tegorie s liste d .  

Although  holiday hom es m ake  up  the  la rgest share  of p rope rtie s, hote ls m ake  up  the  la rgest share  
of room  stock, to ta lling 22% of a ll bookab le  un its in  Te  Manahuna  (iden tified  via  the  aud it). Th is is  
im portan t to  note  and  dem onstra te s the  im portance  of hote ls in  p rovid ing room  capacity for Te  
Manahuna .  

The  la rgest p rope rty (by the  num ber of room s) in  Te  Manahuna  is The  Herm itage  Hote l (offe ring 164 
room s and  com prising 5% of room  stock), followed  by Peppe rs Bluewate r Resort Lake  Takapō (142 
room s, 5% of room  stock). 

  

 

21 It is important to note, therefore, that the audit may not be fully comprehensive, p articularly for those operators who are not listed online.  22 If a hotel has 25 rooms, this is recorded as 25 bookable units. If a holiday home has 4 bedrooms, this is recorded as 1 booka ble unit as this can 
only be booked by the one party.  
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Figure 11: Mackenzie Accommodation Audit (by Property Category)  
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✚ Audit by Sub-Region  

Figure  12 and   Figure  13 provide  a  sum m ary of accom m odation  by sub -region . The  key find ings a re  
as follows. 

 Accom m odation  p rope rtie s a re  ve ry clearly geograph ica lly cluste red  a round  four key cen tre s 
with in  Te  Manahuna  - Fairlie , Lake  Takapō, Aoraki/Mount Cook and  Twize l. The re  a re  som e  
p rope rtie s sca tte red  e lsewhere  in  the  region , however, the  m ajority of these  (63%) a re  DOC hu ts. 

 Lake  Takapō has a lm ost ha lf (43%) of p rope rtie s iden tified  in  the  region , however, the  bulk of 
these  p rope rtie s (60% or 111 p rope rtie s) a re  holiday hom es. Lake  Takapō has 54% of a ll holiday 
hom es iden tified  in  the  en tire  Mackenzie  region . It a lso has 76% of a ll apartm ents iden tified  
across Te  Manahuna .  

 Bookab le  un its a re  m ore  even ly d istribu ted  th roughou t Te  Manahuna  than  p rope rty num bers – 
with  22% be ing from  prope rtie s in  Lake  Takapō, 30% from  Twize l, 15% from  Aoraki/Mount Cook, 
30% from  othe r parts of Te  Manahuna  and  the  rem ain ing 3% be ing in  Fairlie . 

 Fairlie , Lake  Takapō and  Twize l have  m ore  holiday hom es than  any othe r p rope rty type , 
com prising 32%, 60% and  64% of p rope rtie s, re spective ly. Aoraki/Mount Cook’s p rope rtie s a re  
m ore  even ly d istribu ted  across the  accom m odation  m ix, with  m ote ls, DOC Huts, bou tique  
accom m odation  and  hoste ls each  m aking up  18% of the  accom m odation  m ix. 

 In  te rm s of bookab le  units, Lake  Takapō and  Aoraki/Mount Cook have  the  grea te st share  of 
room s supp lied  th rough  hote ls (33% and  45% of room s re spective ly a re  supp lied  via  hote ls). In  

Twize l, holiday parks com prise  m ost of the  room  stock (45%) and  in  Fa irlie , hote ls com prise  29% 
of room  stock.  

 Most re sponsib le  cam ping site s a re  situa ted  in  Fa irlie  and  Twize l, each  having th ree  site s. Th is is  
followed  by Lake  Takapō which  has two site s. 

 Hoste ls were  on ly iden tified  for Lake  Takapō (5), Aoraki/Mount Cook (1) and  othe r a reas (3).  
 There  a re  few holiday parks in  Te  Manahuna , with  on ly five  identified  as part of the  aud it. these  

were  even ly d istribu ted  th roughou t the  region , excep t for Aoraki/Mount Cook. 
 Lake  Takapō’s accom m odation  m ix is characte rised  by sm alle r-sca le  form s of accom m odation  

includ ing holiday hom es and  apartm ents. 
 Fairlie s’ accom m odation  m ix is d istribu ted  be tween  holiday hom es and  bou tique  form s of 

sm alle r-sca le , com m ercia l accom m odation  (such  as cottages, guest house s, cha le ts e tc.). 
 Aoraki/Mount Cook - due  to  its loca tion  with in  a  na tiona l park - has a  m ore  lim ited  supply of 

accom m odation  bu t its m ix is m ore  re flective  of trad itiona l tourism  com m ercia l accom m odation  
includ ing bou tique  p roducts , m ote ls, DOC hu ts and  hoste ls. 

 Twize l’s accom m odation  m ix re flects a  m ore  non -com m e rcia l focus, with  64% of a ll p rope rtie s 
iden tified  be ing holiday hom es.  

 Te  Manahuna ’s accom m odation  m ix is la rge ly dom ina ted  by non -com m ercia l p rope rtie s. Only 
ha lf the  p rope rtie s iden tified  in  the  region  a re  classified  as com m ercia l p rope rtie s 23 . While  
having holiday hom es (includ ing Airbnbs and  Bookabach) a re  an  im portan t part of the  
accom m odation  m ix, a  ca re fu l ba lance  m ust be  ach ieved . 

 

23 This includes apartments, boutique accommodation properties (guesthouses, chalets), club lodges, farmstays, holiday parks, hostels, hotels,  
lodges, and motels.  
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Figure 12: Mackenzie Accommodation Audit (by Sub -Region & with Property Category Breakdown)  

 



 
 

Te  Manahuna  Ki Uta  /  Destina tion  Mackenzie |  Appe ndices 67  

 Figure 13: Mackenzie Accommodation Audit (by Sub -Region & with Room Share Breakdown)  
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✚ Net Promoter Score Assessment (Accommodation) 

To unde rtake  a  top -line  assessm ent o f the  qua lity of a  region’s tourism  product offe ring, the  Ne t 
Promoter Score (NPS) metric can be used. This is a measurement of consumer loyalty . In a tourism 
context, this translates to a visitors’ willingness to not only return for another st ay but also make a 
recommendation to their family, friends, and colleagues. NPS scores are reported with a number 
from -100 to +100, with a score above 30 considered good and a score above 50 considered excellent.  

The NPS is calculated using a scale (see Figure 14), with:  

 a  score  be twee n  0-6 be ing conside red  unhappy custom ers who a re  un like ly to  re tu rn  and  m ay 
even  d iscourage  othe rs from  the  p roduct. 

 a  score  be tween  7-8 be ing passives, m ean ing they a re  sa tisfied  with  the  p roduct bu t m ay not be  
happy enough  to  be  conside red  p rom ote rs; and  

 a  score  be tween  9-10 a re  conside red  p rom ote rs who a re  typ ica lly loya l and  en thusiastic 
custom ers and  who a re  like ly to  re tu rn  and  strongly p rom ote  the  p roduct. 

 

TripAdvisor and  Google 24  use  a  sca le  of 1-5 for consum er ra tings on  accom m odation  p roducts. 
Converting th is to  the  NPS sca le  m eans tha t a  ra ting of 1-3 a re  conside red  “de tractors” for the  
p roduct, a  score  of 4 a re  the  p roduct’s “passives” and  a  score  of 5 a re  the  p roducts “p rom ote rs”.25 
Only p roduct with  m ore  than  5 reviews was included  in  the  NPS asse ssm ent to  ensure  a  robust 
sam ple  size . 

Of the  433 p rope rtie s iden tified , NPS ra tings we re  ab le  to  be  ob ta ined  for 244 p rope rtie s (56%).  

Figure  15 on  the  following page  p rovides a  sum m ary of the  NPS re su lts for Macke nzie ’s 
accom m odation  m ix. The  find ings a re  as follows.26 

 Mackenzie ’s accom m odation  stock rece ives an  ove ra ll NPS of +45, based  on  26,696 reviews. 
Breaking th is down by accom m odation  type  p roduces the  following re su lts: 

 Lodges: +75 (based  on  2,116 reviews); 
 Apartm ents: +75 (based  on  1,276 reviews); 
 Boutique  accom m odation : +70 (based  on  2,115 reviews); 
 Farm stays: +69 (based  on  314 reviews); 
 Mote ls: +38 (based  on  6,349 reviews); 
 DOC Cam psite s: +37 (based  on  93 reviews) 
 Hoste ls: +36 (based  on  3,400 reviews); 
 Holiday parks: +27 (based  on  2,837 reviews); 
 Club  lodges: +17 (based  on  6 reviews); 
 Holiday hom es: +9 (based  on  5,706 reviews) 
 Hote ls: -29 (based  on  9,069 reviews). 

This dem onstra te s tha t typ ica lly, m ore  bou tique  form s of accom m odation  in  Te  Manahuna  
ach ieve  h ighe r NPS scores than  la rge r-sca le  p rope rtie s. 

 The  low hote l NPS of -29 is in te re sting and  im portan t to  note . Upon  m ore  de ta iled  qua lita tive  
ana lysis (i.e ., reviewing individual feedback item s), nega tive  consum er feedback appears to  be  
cen tred  on  a  d isequ ilib rium  in  the  p rice  to  va lue /qua lity offe ring. 

 Looking a t NPS scores on  a  sub -regiona l basis, Twize l ach ieves the  h ighest ave rage  NPS (+55) 
followed  by those  not in  a  sub -region  (+49), Lake  Takapō (+40), Fa irlie  (+29) and  Aoraki/Mount 
Cook (+23). 

 In  Fa irlie , bou tique  accom m odation  gene ra te s the  h ighest NPS score  (+70), while  hote ls gene ra te  
the  lowest (-38). 

 In  Lake  Takapō, apartm ents gene ra te  the  h ighest NPS score  (+80), while  hote ls gene ra te  the  
lowest (-17). 

 In  Aoraki/Mount Cook, hoste ls gene ra te  the  h ighest NPS score  (+42), while  hote ls gene ra te  the  
lowest (+1).  

 In  Twize l, lodges gene ra te  the  h ighest NPS score  (+95), while  hote ls gene ra te  the  lowest (-36).  
 In  “othe r”, bou tique  accom m odation  gene ra te s the  h ighest NPS score  (+99), while  hote ls 

gene ra te  the  lowest (-52). 

 

24 Booking.com  has not been  used  to  de rive  a  NPS because  it does not provide  a  sca le  of score s, bu t ra ther, on ly provides an  overa ll score . 
The re fore , an  NPS is unable  to  be  ca lcu la ted  from  Booking.com  listings. 

25 https://b irdeye .com /blog/ne t-prom ote r-score-expla ined/  
26 The  da ta  scraping for NPS scores was unde rtaken  in  Decem ber 2020. The  num ber of reviews there fore  is re flective  of th is period.  

Figure 14: NPS Score Scale 



 
 

Te  Manahuna  Ki Uta  /  Destina tion  Mackenzie |  Appe ndices 69  

Figure 15: Accommodation NPS Summary  
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Appendix 3 Attractions/Experiences Audit 

✚ Audit by Attraction/ Experience Type 

Because  the  tourism  sector is so  fa r-reach ing, the re  a re  m any 
products, expe riences and  asse ts which  can  be  conside red  
tourism  based . Th is aud it, has, however, focuse d  on  those  which  
a re  conside red  p rim ary tou rism  expe riences, tha t is, those  which  
a re  m arke ted  and  positioned  as “th ings to  do” when  visitors trave l 
to  Te  Manahuna . Those  p roducts which  a re  p rim arily u tilised  by 
the  loca l com m unity have  been  excluded . 

To be  ab le  to  derive  qua lita tive  and  m ean ingfu l find ings from  the  
p roduct aud it, p roduct has had  to  be  listed  with in  p roduct 
ca tegorie s.  

When read ing the  p roduct find ings, it is im portan t to  note : 

◼ Regiona l conse rva tion  lands and  othe r non -na tiona l pa rks 
a re  excluded from  the  aud it because  of the  num ber of these  
th roughou t Te  Manahuna  which  would  skew the  find ings; 

◼ even ts have  been  excluded  from  the  audit; and  
◼ gene ra l food  and  beve rage  (cafe s, re stau ran ts, bars), ra the r, 

the  audit on ly focuse s on  un ique  food  expe riences such  as 
d istille rie s, food  tours, cooking classes e tc. if these  a re  
ava ilab le  in  the  a rea . 

Figure  17 illustra te s the  find ings of the  a ttractions aud it. 

Based  on  the  aud it find ings, the re  a re  238 tourism  
a ttractions/expe riences in  Te  Manahuna . 

Te  Manahuna ’s a ttraction /expe rience  m ix is la rge ly dom ina ted  by 
tram ping tracks, com prising 44% (105 expe riences) of the  
a ttractions/expe riences iden tified .  

Te  Manahuna ’s p roduct m ix is skewed  towards free  p roducts, 
cove ring m ore  than  ha lf (65%) of a ll experiences/p roducts 
iden tified . These  a re  la rge ly walking and  m ounta in  b iking tra ils, 
a long with  na tu ra l site s of sign ificance . Although  free  p roduct 
form s an  im portan t part of a  destina tion’s product m ix, it is  
im portan t to  ensure  the re  is a  ba lance : pa id  p roduct gene ra te s fa r 
grea te r econom ic bene fit which  can  assist in  growing socia l 
licence  for tourism . 

Aside  from  a  sm all se lection  of p roducts , the re  a re  lim ited  a ll-
weathe r expe riences for visitors to  unde rtake  during tim es of 
inclem ent wea the r. 

There  a re  th ree  ski/snowboard  a reas, though , these  a re  la rge ly 
club /loca l facilitie s ra the r than  in te rna tiona l ski destina tions 
(when  com pared  with  th is in  Queenstown, for exam ple ).  

While  the re  is an  a rray of adven tu re -based  p roducts, the re  
appears to  be  a  lack of m ore  passive -based  p roducts for those  
visitors with  younger fam ilie s to  unde rtake . 

It is unde rstood  tha t the  hunting and  fish ing ava ilab le  in  Te  
Manahuna , in  particu la r, is h igh  qua lity and  p resen ts 
opportun itie s to  leve rage  (with  appropria te  com plem entary 
p roducts). 

Te  Manahuna  has two in te rna tiona l bucke t list d rawcards, be ing, 
Lake  Takapō and  Aoraki/Mount Cook. While  th is p re sen ts m any 
opportun itie s for the  region , it can  a lso be  conside red  a  “doub le -
edged  sword” when  trying to  encourage  visitor d ispe rsa l and  
when  trying to  m anage  carrying capacity and  susta inab ility 
m easures.  

Based  on  the  tourism  expe riences and  a ttractions on  offe r, Te 
Manahuna  cou ld  curren tly be  characte rised  as la rge ly an  ou tdoor, 
recrea tion  and  adven tu re  destina tion . One  of the  cha llenges with  
th is is tha t due  to  the  lack of a ll-weathe r p roducts, Te  Manahuna  
m ay be  avoided  during seasons and /or pe riods of bad  wea the r.  
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Figure 16: Mackenzie Attractions/Experiences Audit (by Attraction/Experience Category)  
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✚ Audit by Sub-Region 

 Figure  17 provides a  sum m ary of tourism  a ttractions/expe rience s 
by sub -region  and  illustra te s the  following. 

 Like  accom m odation , tourism  a ttractions/expe riences a re  
la rge ly cluste red  a round  the  hubs of Twize l (m aking up  22% 
of p roduct), Aoraki/Mount Cook (18%), Takapō (18%) and , to  
a  le sse r exten t, Fa irlie  (5%). 

 Takapō is the  on ly sub -region  tha t , based  on  the  aud it, has a  
grea te r p roportion  of pa id  p roducts (represen ting 
approxim ate ly 60% of the  product iden tified ) com pared  to  
free  p roducts (40%).  

 Of the  four sub -regions, Fa irlie  has the  h ighest proportion  of 
free  p roducts (represen ting 58% of p roducts) followed  by 
Aoraki/Mount Cook (56%) and  Twize l (56%). 

 Takapō a lso has a  m ore  d ive rse  and  d istribu ted  tourism  
a ttraction  and  expe rience  m ix. Th is is poten tia lly because  of 
Lake  Takapō be ing a  m ajor visitor d rawcard  tha t a ttracts 
la rge  num bers of in te rna tiona l visitors. As a  re su lt, the re  is a  
la rge r m arke t for ope ra tors to  leve rage . 

 Most adven ture -based  p roduct is situa ted  in  the  
Aoraki/Mount Cook sub -region . it com prise s 20% of the  sub -
region ’s a ttractions/expe riences m ix. Th is is expected  given  
the  na tu ra l asse ts tha t the  sub -region  has (glacie rs, 
backcoun try ski a reas, he li-ski a reas e tc.).  

✚ Net Promoter Score Assessment (Attractions) 

When assessing NPS scores for a ttractions, it is im portan t to  
recogn ise  tha t the  ava ilab ility of da ta  to  colla te  NPS score s is m ore  
heavily skewed  towards bookab le /com m issionab le  and /or m ajor 
tourism  expe riences/p roducts. Often , expe riences such  a s fre e  
walking tra ils e tc. a re  not listed  on  TripAdvisor. 

 

27 The  da ta  scraping for NPS scores was unde rtaken  in  Decem ber - January 2020. The  num ber 
of reviews the re fore  is re flective  of th is period.  

For Te  Manahuna , NPS score s were  ab le  to  be  ob ta ined  for 76 of 
the  238 (32%) a ttractions/expe riences iden tified . If walking tra ils  
a re  rem oved , NPS scores were  ob ta ined  for 66 of the  142 (46%) of 
the  a ttractions/expe riences which  is a  good  sam ple  size . 

Only p roduct with  m ore  than  5 reviews was included  in  the  NPS 
asse ssm ent to  e nsure  a  robust sam ple  size . 

Figure  18 provides a  sum m ary of the  NPS re su lts for Te 
Manahuna’s a ttraction’s m ix. The  find ings a re  as follows.27 

 Mackenzie ’s a ttractions/expe riences p roduct rece ives an  
ove ra ll NPS of +61, based  on  17,068 reviews. This is an  
exce llen t NPS ra ting and  ra te s above  the  accom m odation  
NPS ach ieved  (+44). 

 The  p roduct ca tegory tha t rece ives the  h ighest ave rage  NPS 
score  is Trekking & Bike  Tours, with  a  ve ry h igh  NPS of +96. 
Th is is based  on  254 reviews across 6 d iffe ren t ope ra tors. 
Th is is followed  by Adven tu re  Tours (+88) and  Scen ic Fligh ts 
and  Je t Boa ting, Boa t Tours & Kayaking Tours both  rece ive  an  
NPS of +84. 

 The  Nigh t Sky and  Obse rva torie s p roduct re ce ived  a  re la tive ly 
low (+36) score  when  com pared  with  othe r p roducts. Th is 
was su rp rising given  our unde rstand ing of Te  Manahuna  as 
a  h igh -quality, dark skie s destina tion . Upon  fu rthe r 
investiga tion  in to  the  qua lita tive  feedback beh ind  these  
quan tita tive  scores , it appears cloudy even ings and  the  lack 
of a  h igh -quality a lte rna tive  p roduct sign ifican tly im pact the  
reviews of these  p roducts. 

 Although  Fa irlie  has the  h ighest ove ra ll NPS (+76) it is  
im portan t to  note  tha t th is is on ly based  on  two a ttractions 
(the re  a re  lim ited  a ttractions in  Fa irlie ). Aoraki/Mount Cook 
rece ives the  second -highest ove ra ll NPS (+63), and  th is is 

based  on  a  m ore  robust num ber of a ttractions (26 a ttractions 
with  5,616 reviews). 
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Figure 17: Mackenzie Attractions/Experiences Audit (b y Sub-Region)  
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Figure 18: Attractions/Experiences NPS Summary  
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Appendix 4 Visitation Data 

✚ The Challenge with NZ Tourism Data 

There  a re  sign ifican t da ta  gaps in  New Zea land  tourism  da ta . Be fore  2012, a  com prehensive  da tase t cove ring regiona l tourism  was issued 28, however, th is fu ll da tase t is no longe r ava ilab le . As a  re su lt, da ta  
m ust be  collected  from  seve ra l diffe ren t sources 29, each  of which  u ses a  d iffe ren t m e thodology and  often  have  d iffe ring boundaries app lied  (due  to  the  sh ifting na tu re  of NZ RTO boundarie s). Th is m akes it  
extrem e ly cha llenging to  de te rm ine  a  com ple te  p ictu re  of visita tion  to  a  region  and  pe rform  trend  ana lysis. 

✚ The Methodology Applied for TMKU 

To de te rm ine  a  com prehensive  p ictu re  of visita tion  to  Te  Manahuna , a  varie ty of da tase ts have  been  leve raged . These  a re  sum m arised  in  Tab le  14. 

Table 14: Data Used in TMKU 

Metric Source Used 

Visitor Spend – Domestic & International   
Visitation – Domestic Day Trip   

Visitation – International Day Trip   

Visitation – Domestic Overnight   

Visitation – International Overnight   
Comparative TLAs (spend & visitation)   

 

28 Including tota l visita tion  by m arke t (ove rn ight and  day trips by in te rnationa l and  dom estic visitors), spend, average  length  of stay e tc. 
29 Including the  IVS, MBIE’s visitor spend da ta , the  Accom m odation  Monitor, Qrious da ta  e tc. 
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Appendix 5 Visitor Forecasts and Projections 

Table 15: Full visitor forecasts  

Year Domestic Day Domestic Overnight International Day International 
Overnight Total 

2018  705k 385k 527k 354k 2.0m  

2019  715k 390k 517k 347k 2.0m  

2020  650k 355k 108k 72.9k 1.2m  

2021  715k 390k 2.7k 1.8k 1.1m  

2022  723k 398k 3.0k 1.5k 1.1m  

2023  730k 406k 6.6k 6.6k 1.1m  

2024  737k 414k 16.4k 26.9k 1.2m  

2025  744k 422k 31.2k 53.8k 1.3m  

2026  752k 426k 59.2k 108k 1.3m  

2027  759k 431k 118k 108k 1.4m  

2028  767k 435k 124k 129k 1.5m  

2029  775k 439k 137k 155k 1.5m  

2030  782k 444k 178k 232k 1.6m  

2031  790k 448k 213k 349k 1.8m  

2032  798k 453k 256k 488k 2.0m  

2033  806k 457k 266k 513k 2.0m  

2034  814k 462k 277k 538k 2.1m  

2035  822k 466k 280k 571k 2.1m  

2036  831k 471k 283k 610k 2.2m  

2037  839k 476k 285k 659k 2.3m  

2038  847k 480k 288k 679k 2.3m  

2039  856k 485k 291k 686k 2.3m  

2040  864k 490k 293k 693k 2.3m  

2041  873k 495k 294k 700k 2.4m  

2042  874k 496k 296k 701k 2.4m  

2043  875k 496k 297k 702k 2.4m  

2044  877k 497k 299k 703k 2.4m  

2045  878k 498k 300k 704k 2.4m  

Year Domestic Day Domestic Overnight International Day International 
Overnight Total 

2046  879k 499k 302k 705k 2.4m  

2047  881k 499k 303k 706k 2.4m  

2048  882k 500k 305k 707k 2.4m  

2049  883k 501k 306k 708k 2.4m  

2050  885k 502k 308k 709k 2.4m  

2051  886k 502k 309k 710k 2.4m  

2052  887k 503k 309k 711k 2.4m  

2053  888k 503k 310k 712k 2.4m  

2054  889k 504k 310k 712k 2.4m  

2055  890k 504k 310k 713k 2.4m  

2056  890k 505k 311k 714k 2.4m  

2057  891k 505k 311k 715k 2.4m  

2058  892k 506k 311k 715k 2.4m  

2059  893k 506k 312k 716k 2.4m  

2060  894k 507k 312k 717k 2.4m  

2061  895k 508k 312k 717k 2.4m  

2062  896k 508k 313k 718k 2.4m  

2063  897k 509k 313k 719k 2.4m  

2064  898k 509k 313k 720k 2.4m  

2065  899k 510k 313k 720k 2.4m  

2066  899k 510k 314k 721k 2.4m  

2067  900k 511k 314k 722k 2.4m  

2068  901k 511k 314k 722k 2.4m  

2069  902k 512k 315k 723k 2.5m  

2070  903k 512k 315k 724k 2.5m  

2071  904k 513k 315k 725k 2.5m  

2072  905k 513k 316k 725k 2.5m  

2073  906k 514k 316k 726k 2.5m  
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Year Domestic Day Domestic Overnight International Day International 
Overnight Total 

2074  907k 514k 316k 727k 2.5m  

2075 908k 515k 317k 727k 2.5m  

2076 908k 515k 317k 728k 2.5m  

2077 909k 516k 317k 729k 2.5m  

2078 910k 516k 318k 730k 2.5m  

2079 911k 517k 318k 730k 2.5m  

2080 912k 517k 318k 731k 2.5m  

2081 913k 518k 319k 732k 2.5m  

2082 914k 518k 319k 733k 2.5m  

2083 915k 519k 319k 733k 2.5m  

2084 916k 519k 319k 734k 2.5m  

2085 917k 520k 320k 735k 2.5m  

2086 918k 520k 320k 736k 2.5m  

2087 919k 521k 320k 736k 2.5m  

2088 919k 521k 321k 737k 2.5m  

2089 920k 522k 321k 738k 2.5m  

2090 921k 522k 321k 738k 2.5m  

2091 922k 523k 322k 739k 2.5m  

2092 923k 523k 322k 740k 2.5m  

2093 924k 524k 322k 741k 2.5m  

2094 925k 525k 323k 741k 2.5m  

2095 926k 525k 323k 742k 2.5m  

2096 927k 526k 323k 743k 2.5m  

2097 928k 526k 324k 744k 2.5m  

Year Domestic Day Domestic Overnight International Day International 
Overnight Total 

2098 929k 527k 324k 744k 2.5m  

2099 930k 527k 324k 745k 2.5m  

2100 931k 528k 325k 746k 2.5m  

2101 931k 528k 325k 747k 2.5m  

2102 932k 529k 325k 747k 2.5m  

2103 933k 529k 326k 748k 2.5m  

2104 934k 530k 326k 749k 2.5m  

2105 935k 530k 326k 750k 2.5m  

2106 936k 531k 327k 750k 2.5m  

2107 937k 531k 327k 751k 2.5m  

2108 938k 532k 327k 752k 2.5m  

2109 939k 532k 328k 753k 2.6m  

2110 940k 533k 328k 753k 2.6m  

2111 941k 534k 328k 754k 2.6m  

2112 942k 534k 329k 755k 2.6m  

2113 943k 535k 329k 756k 2.6m  

2114 944k 535k 329k 756k 2.6m  

2115 945k 536k 330k 757k 2.6m  

2116 946k 536k 330k 758k 2.6m  

2117 946k 537k 330k 759k 2.6m  

2118 947k 537k 331k 759k 2.6m  

2119 948k 538k 331k 760k 2.6m  

2120 949k 538k 331k 761k 2.6m  

2121 950k 539k 332k 762k 2.6m  
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Appendix 6 The Preferred Scenario Detail 
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Appendix 7 Regenerative Tourism Definition 

 

Regenera tive  tourism  encou rages and  facilita te s visitors to  ‘give  back’ to  the  p laces they visit. 
Trad itiona lly New Zea land  had  a  clea r focus on  susta inab ility (a  susta inab le  ‘harvest’ from  ecosystem  
se rvices) while  m ore  con tem pora ry expressions now focus on  m ore  active  con tribu tions from  
tourism  towards deve lopm ent goa ls to  re storing past dam age  with  fu rthe r asp ira tiona l goa ls to  the  
regeneration of eco - and socio -cultural services.  These draw  on the same compass bearings as 
sustainable tourism across the four (natural) capitals: environmental, social, cultural, and economic.  
They do however come with the promise of more demanding standards over time.  

For Te Manahuna, a focus on regenerative to urism would require a refined tourism system that 
shapes and encourages the visitor and industry to become directly and indirectly engaged with 
environmental and social initiatives. To this end, the local community, other industry sectors and 
MDC would nee d to also actively encourage this refined tourism system and illustrate that other 
sectors are also working to achieve aligned outcomes for Te Manahuna .  

For Te Manahuna , approaches to regenerative tourism could involve examples such as follows:  

 Dete rm in ing environm enta l m itiga tion  costs as a  founda tion  e lem ent and  in troducing (use r 
pays m ode ls  – with  a  clear in te rpre ta tion  of the  uses to  which  paym ents a re  d irected . 

 Visitors, as a  m in im um , be ing fu lly engaged  with  loca l waste  re duction  system s. Pack ou t what 
you  pack in . 

 Visitors purchasing pest traps or con tribu ting financia lly to  the ir clea ring and  m ain tenance  
 Visitors e ithe r purchasing (or p lan ting) trees . 
 Visitors be ing active ly involved  in  environm enta l clean -up e fforts (land  and  wate r-based). 
 Visitors he lp ing to  unde rtake  m ain tenance  work on  walking tra ils, cycleways e tc. 
 Visitors be ing involved  in  bush  regene ra tion  p rogram s (re foresta tion  and  rem oval of weeds 

e tc). 
 Visitors he lp ing to  re store  cu ltu ra lly sign ifican t site s or structu re s (e .g., plan ting, m ain tenance  

works). 
 Tourism  business m ode ls tha t avoid  environm enta l and  cu ltu ra l im pacts, m in im ise  the ir use  of 

na tu ra l re sources, m ode l re spect for Te  Manahuna’s va lues, and  accoun t for m ultip le  “bottom  
lines”. 
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Appendix 8 Methodology for Recommendation Prioritisation 

To de te rm ine  the  re fined  list of opportun itie s, each  has been  assessed  aga inst the  we igh ted  crite ria  
ou tlined  in  Table  16. 

A weigh ted  score  has been  used  to  re flect tha t som e  of the  crite ria  have  a  stronge r positive  im pact 
or a  h ighe r leve l of im portance  to  each  stakeholde r than  othe rs. Th is we igh ting has been  ranked  and  
te sted  with  the  Project Working Group  to  de live r an  agreed  we igh ting sp read . 

Where  possib le , the  assessm ent has u tilised  quan tita tive  da ta  (particu la rly for those  p rojects where  
feasib ilitie s or business cases have  been  deve loped). In  the  absence  of such  assessm ents, howeve r, 
a  qua lita tive  assessm ent has been  unde rtaken  based  on  loca l knowledge , stakeholde r consu lta tion , 
p rofessiona l expe rience , and  a  gene ra l assessm ent of the  pe rce ived  bene fits.  

Table 16: Opportunity ranking criteria  

Criteria Score Weighting Description 

Encourage mana 
whenua involvement 
in the visitor 
economy  

Yes = 1 
No = 0 

15 Projects that actively encourage mana 
whenua involvement in the visitor 
economy and/or which grow mana 
whenua ventures are ranked higher.  

Ability to help 
address climate 
change impacts  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

6 Projects that may assist in helping to 
mitigate climate change impacts are 
ranked higher.  

Ability to improve the 
environment  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

6 Projects that comprise environmental 
initiatives are ranked higher.  

Ability to act as a 
catalyst project to 
stimulate other 
investment projects  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

5 Projects that are more likely to 
encourage additional or 
complementary investment into other 
projects are rated higher.  

Ability to attract a 
higher spending 
visitor market  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

5 Those which are likely to be drivers for 
encouraging visitation by those 
markets which typically spend more 
are ranked higher  

Ability to be a major 
regional economic 
enabler  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

5 Projects that may act as major regional 
economic enablers through 
encouraging additional investment, job 

Criteria Score Weighting Description 

creation and great er spend ing (direct 
and indirect) are ranked higher  

Ability to grow visitor 
yield  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

5 The ability of the project to increase 
visitor yield. Projects which are likely to 
encourage greater overnight stays 
(particularly in commercial 
accommodation) and those which 
introduce commissionable elements 
are ranked higher.  

Likely to avoid 
reducing community 
social licence  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

5 Those projects that may potentially 
grow and/or not impact the 
community’s social licence for tourism 
are ranked higher.  

Size of private 
investment  

<$100,000 = 1 
<$500,000 = 2 
<$1,000,000 = 
3 
>=$10,000,000 
= 4 

5 Projects which are more likely to attract 
private sector investment (regardless 
of the value of this investment) are 
ranked higher.  

Likely to be 
supported by 
community  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

4 Those projects that may be supported 
(either through visitation or general 
support) by the local community are 
ranked higher.  

Likely visitor appeal  None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

4 The projects which are likely to have a 
stronger appeal to the visitor market 
are ranked higher than those which 
may generate lower visitor interest.  

Regional dispersal of 
visitors  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

4 If a project can encourage stronger 
visitor dispersal throughout the region, 
it is ranked higher.  

Uniqueness of 
product  

None = 0  
Limited = 1  
Medium = 2  
Strong = 3 

4 The uniqueness of the product is 
ranked according to whether it is 
unique across NZ (ranked higher), 
across Te Manahuna , or whether the 
product is likely to be unique only to 
the specific area it is situated in (ranked 
lower).  
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Criteria Score Weighting Description 

Ability to  encourage  
stronge r dom estic 
visita tion  

None  = 0 
Lim ited  = 1 
Medium  = 2 
Strong = 3  

3 Those  which  a re  like ly to  encourage  
stronge r dom estic (ra the r than  loca l) 
visita tion  a re  ranked  h ighe r. 

Ability to  secure  govt. 
Fund ing for p roject 

None  = 0 
Lim ited  = 1 
Medium  = 2 
Strong = 3  

3 Those  p rojects which  m ay be  m ore  
like ly to  be  ab le  to  secure  gove rnm ent 
fund ing (CAPEX or OPEX are  ranked  
h ighe r. 

Short te rm  to  activa te  Yes = 1 
No = 0  

2 If the  p roject is like ly to  be  ab le  to  be  
activa ted  in  a  shorte r pe riod , it is 
ranked  h ighe r.  

Size  of pub lic 
investm en t 

<$100,000 = 4 
<$500,000 = 3 
<$1,000,000 = 
2 
>=$1,000,000 
= 1 

2 Projects which  have  a  stronge r pub lic 
sector investm ent requ irem ent a re  
ranked  lower. 

Ability to  encourage  
stronge r 
in te rna tiona l 
visita tion  

None  = 0 
Lim ited  = 1 
Medium  = 2 
Strong = 3  

1 Those  which  a re  like ly to  encourage  
stronge r in te rna tiona l visita tion  and  
p rofile  a re  ranked  h ighe r. 

Criteria Score Weighting Description 

Landowner  DOC = 0 
Mana whenua  
= 1 
Council = 2 
Other Govt. 
Agency = 2 
Priva te  = 3 
 

1 Projects which  a re  situa ted  on  priva te  
land  a re  ranked  h ighe r because  the re  
a re  like ly to  be  fewer constra in ts. 

Like lihood  to  be  
p rofiled  by Tourism  
NZ 

None  = 0 
Lim ited  = 1 
Medium  = 2 
Strong = 3  

1 The  ab ility of the  p roject to  grow the  
region’s destina tion  p rofile . Projects 
which  m ay have  stronge r m arke ting 
budge ts (particu la rly those  run  by 
la rge r tourism  p laye rs), as we ll as 
h igh ly unique  p roducts , a re  ranked  
h ighe r. 
 

Requirem ent for 
ongoing ope ra tiona l 
govt. Fund ing 

None  = 4 
Lim ited  = 3 
Medium  = 2 
Strong = 1  

1 If the  p roject is like ly to  requ ire  
ongoing gove rnm ent con tribu tions to  
fund  ope ra ting costs, it is ranked  lower. 
If the  p roject is like ly to  be  
com m ercia lly viab le /susta inab le , it is 
ranked  h ighe r. 
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Appendix 9 Project Ranking Matrices 

Table 17: The full matrix with attributes  
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Table 18: The full matrix with scores (unweighted /weighted score)  
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Appendix 10 Economic Impact Summary 

Te  Manahuna  is an  a rea  of sign ifican t cu ltu ra l va lues, and  like  m any othe r a reas in  NZ, is facing 
deve lopm ent p re ssure s tha t have  to  be  care fu lly m anaged  and  addressed . Protecting, p re se rving, 
and  enhancing na tu ra l landscapes and  cu ltu ra l va lues a re  cen tra l to  the  loca l deve lopm ent p rocess.  
M.E’s a ssistance  cove red : 

 The  econom ic narra tive  and  supp lying background  in form ation , 
 Defin ing a  business as usua l (BAU) fu tu re  to  fram e  the  base line  econom ic ou tlook, 
 Techn ica l assessm ent, from  an  econom ic pe rspective , of: 

- The  a lte rna tive  growth  scena rio , and   
- The  p roject package  and  the  associa ted  costs and  bene fits. 

The  econom ic asse ssm ent consisted  of th ree  key parts: 

 The  base line  and  business-as-usua l ou tlook, 
 The  scenario  asse ssm ent looked  a t the  poten tia l econom ic im pacts of a lte rna tive  growth  

pa thways in  Value  Added (like  GDP) and  em ploym ent te rm s, and  
 The  costs and  bene fits associa ted  with  the  p roject package .  

✚ Baseline And Business-As-Usual Future 

The  econom ic a sse ssm en t u sed  a  range  of da ta se ts and  p rojections, includ ing popu la tion  p rojections 
p repared  for the  Council, officia l in form ation  published  by Sta tsNZ cove ring dem ograph ics, 
depriva tion  leve ls, em ploym ent leve ls, sectora l pe rform ance  and  GDP da ta  published  by MBIE. The  
m ain  poin ts abou t the  curren t situa tion  and  the  ou tlook a re : 

 The  popu la tion  base  is sm all bu t it is growing. Estim ates suggest tha t the  d istrict has 4,950 
re siden ts. The  popu la tion  is expected  to  expand  ove r the  short, to  m ed ium  te rm  with  the  
popu la tion  p rojected  to  increase  by 2.9% pe r year to  6,750 by 2031 and  7,900 by 2041. The  
growth  is expected  to  tape r off ove r the  longe r te rm .  

 The  popu la tion  is p rojected  to  age , and  the  age ing e ffect will have  seve ra l flow-on  im plica tions, 
ranging from  sh ifts in  the  dem and  for schools, changes in  household  structu res (sm alle r 

 

30 Published  by MBIE 
31 a  MEC, or m odified  em ployee  count, is a  headcount of em ployees and  working proprie tors.  

households and  m ore  single -person  households), as we ll as changing incom e  leve ls and  varying 
ab ilitie s to  participa te  in  the  labour force .  

 Officia l in form ation 30 suggests tha t in  2019 (pre -Covid), the  d istrict had  a  GDP of $259m  with  
tota l em ploym ent of 2,910 MECs 31. The  loca l econom y’s size  and  structu re  have  been  changing, 
re spond ing to  m arke t sh ifts and  p ressures.  

In  sim ple  te rm s, the  loca l econom y has th ree  core  parts: 

 Agricu ltu re  and  the  ru ra l econom y,  
 The  visitor econom y (tou rism ), and   
 a  com ponen t tha t se rvices the  loca l popu la tion  (re siden ts). 

The  h istoric tre nds were  linked  to  known lim its and  constra in ts to  form  the  BAU Future  sce nario . 
Growth  is expected  to  con tinue  on  a  strong founda tion , with  the  Covid  pandem ic having a  m arked  
im pact on  the  im m edia te , short-te rm , growth  pa tte rns. The  recove ry pa thway is however unce rta in  
and  sub ject to  exte rna l forces. Under the  BAU Futures, the  loca l econom y is expected  to  grow to  
$780m  by 2101. This equa te s to a  long-te rm  growth  (com pound) ra te  of 1.3%. Tota l em ploym ent is 
expected  to  increase , reach ing an  e stim ated  7,170 MECs (includ ing working p rop rie tors) by 2101.  

Over the  next decade , growth  is  expected  to  com e  in  a t 1.2%, dragged  lower due  to  the  unce rta in ty 
associa ted  with  in te rna tiona l trave l, and  globa l geopolitica l deve lopm ents. However, recen t 
announcem ents a round  borde r re -open ings will support the  tourism  activity in  the  short te rm  – 
clearly the re  a re  upside  risks.  

In  the  absence  of any conce rted  econom ic deve lopm ent e fforts to  red irect the  econom y, the  
structu re  will rem ain  b road ly stab le . Agricu ltu re  activitie s will con tinue  to  p lay an  im portan t role , bu t 
sectora l sh ifts a re  an ticipa ted  in  re sponse  to  changing environm enta l p re ssure s and  m arke t 
expecta tions. Under the  BAU se ttings and  ove r the  long te rm , othe r livestock fa rm ing (e .g., dee r, e tc.) 
will increase  from  1.0% of the  d istrict’s Value  Added  (VA32) to  1.8%. Fish ing and  aquacu ltu re  will see  
strong increases in  con tribu ted  va lues – growing from  a round  $5m  to $31m  ove r the  long te rm . Th is 
growth  is d riven  by recrea tiona l fish ing as we ll as the  poten tia l to  deve lop  com m ercia l aquacu ltu re  
opportun itie s. However, the  em phasis is expected  to  fa ll on  the  recrea tiona l segm ent and  its links to 

3232 VA is sim ila r to  GDP, but the re  are  sm all d iffe rences in  how som e taxes a re  treated .  
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tourism  activitie s. The  sector’s share  of VA will approach  4%. Im portan tly, the  fu tu re  ava ilab ility of, 
and  cond itions associa ted  with , the  wate r re sou rce  will be  key.   

As the  su rround ing ru ra l econom y grows ove r tim e , a  degree  of m arke t sca le  will be  ach ieved . In  turn , 
th is will enab le  loca l agricu ltu re  support businesses to  p rovide  the  se rvices, substitu ting in te rregiona l 
im ports. While  still re la tive ly sm all, the  support sector will grow from  $4m  of VA to $28m  (VA) by 2101.  

With  re fe rence  to  tourism -re la ted  activitie s con tinued  growth  is expected , including: 

 Retail trade  will see VA increasing from around $9m to $28m but the relative share of the 
overall economy will remain relatively flat, staying rangebound between around 3% and 4%.  
(importantly, the VA presented here is the value of retailing and excludes the value of goods that 
retailers sell and it relates to the total retail sector which also includes services to  households).   

 Accommodation and food services will see VA increase from $39m to $88m over the long 
term.  However, the share of VA that these activities generate is expected to fall from 13% to 11% 
over the long term.  Activities like AirBnB are not recorde d in the accommodation sector’s data 
meaning that the true value of accommodation is likely to be understated in official data.  

The demographic shifts will flow through and have economic effects, with growth in some sectors 
expected in response to the shi fts.  The core shifts are:  

 Health care and social services  growing from $8m to $32m over the long term. The VA 
contribution increases from 3% to 4% of local VA.  

 Personal and other services  increasing from $8m to over $28m.  The relative contribution of 
these  activities to the overall economy remains around 3%.   

 Arts and recreation  services will see an increase from $25m to $68m, and  
 Local government increases  from 1% to 2% of the economic VA – a marginal increase based 

on increasing the VA from around $3m to $12m over the long term.  

The economy is concentrated, with large parts of the VA delivered by a small selection of 
sectors.  The local Tress Index 33 is 77, meaning that the economy is highly concentrated.  Long 
term, this level of concentration is expected to see a small decrease, but the overall level will 
remain high.  Being highly concentrated means that the economy is exposed to external 
shocks, making it vulnerable to sudden market shifts, or developments in the local area (e.g. 
natural hazards, localise d events).   

The  ana lysis h igh ligh ts the  role  of labour and  labour constra in ts in  the  econom y. Labour shortages 
and  the  poten tia l m ism atch  be tween  labour dem and  and  labour supp ly (skill leve ls and  a ttribu te s) 

 

33 This index shows the  leve l of concen tration .  

are  key cha llenges facing loca l businesses. These  cha llenges a re  not un ique  to  the  d istrict, and  like ly 
to  rem ain  acu te  for the  fore seeab le  fu tu re .  

✚ Scenario Assessments 

A key part of the  DMP process re la ted  to  working with  stakeholde rs to  de fine  the  vision , deve lopm ent 
p rincip le s and  the  va lues tha t would  gu ide  the  DMP process going forward . This e ngagem ent p rocess 
re su lted  in  th ree  scenarios:  

 Scenario 1: Status Quo Plus (Status quo and demand -driven approach):  The  scenario  
re flects life  as be fore  bu t m ore  m indfu l of avoid ing susta inab ility issues and  peak seasona l p inch  
poin ts. The  scenario  re flects unce rta in ty, uneven dem and , and  deve lopm ent la rge ly in itia ted  by 
pub lic sector in itia tives. 

 Scenario 2:  Growth (Volume and Value Push):  The  scenario  re flects susta inab ility p rincip le s 
tha t a re  wide ly accep ted , gove rnm ent investm ent tha t leverages p riva te  investm ent and , 
partne rsh ips sta rt to  activa te . 

 Scenario 3:  Stretch (Value Push):  This scenario  re flects ea rlie r activa tion  of p rojects tha t a re  
leve raged  by pub lic sector fund ing and  a  strong link to  p riva te  sector activity and  in itia tives ove r 
the  m edium  te rm . 

The  scenario  ana lysis re flected  the  re la tivity be tween  the  scenarios and  a re  based  on  a  range  of 
assum ptions. The  scenarios were  fram ed  as a lte rna tive  growth  pa thways based  on  visitor num bers, 
spend ing pa tte rns, length  of stay and  visitor com position  (dom estic vs in te rna tiona l visitors). The 
scenarios have  d iffe ren t degrees of susta inab ility and  environm enta l e lem ents, and  these  im portan t 
e lem ents a re  in tegra ted  in to  a ll the  scenarios. However, scenario  3 has the  deepest and  m ost 
com prehensive  in tegra tion  of these  aspects. Regenera tive  tourism  is specifica lly m entioned 34.  

The  scenarios were  assessed  in  te rm s of the  poten tia l econom ic im pacts (GDP/VA and  em ploym ent), 
ove r tim e  and  com pared  aga inst the  BAU Futu re  to  iden tify key sh ifts and  the  loca l constra in ts. The  
scenarios a re  not ‘ta rge ts’ and  were  used  to  gu ide  the  p rocess. 

The economic impacts (GDP and employment) estimated for each scenario should not be 
treated as benefits – GDP (or V A) is not a benefit, it is a measure of economic production.  
However, th is part of the  econom ic assessm ent (for the  DMP process) is conce rned  with  loca l 
p roduction , the  like ly sh ifts in  econom ic activity, and  the  an ticipa ted  constra in ts. There fore , GDP 
rem ains an  appropria te  m e tric. The  scenario  ana lysis revea led : 

34 Regene rative  tou rism  encourages, and  facilita te s, visitors to  ‘give  back’ to  the  p laces they visit 
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 In  te rm s of visitor num bers: 
- Over the  m edium -te rm  (10 yea rs), Scena rios 1 and  2 re tu rn  the  h ighest growth  in  visitor 

num bers, with  be tween  2.2m  and  2.3m  visitors 35. In  con trast, Sce nario  3 is lower, and  the  
e stim ated  visitor num bers is 1.8m . Over the  next two decade s (to  2051), a  gap  opens 
be tween  a ll scenarios. Scena rio  3 will see  the  lowest visitor num bers and  th is trend  
con tinues ove r the  en tire  assessm ent pe riod . Scenario  3 consisten tly re tu rns  the  lowest 
visitor num bers (in  day equiva len t te rm s). 

 From  a  spend ing pe rspective :  
- Even  a fte r accoun ting for the  lower visitor num bers, Scenario  3 re tu rns the  h ighest 

spend ing ove r the  long te rm .  
- Over the short term (i.e., visitor sector’s recovery)  scenarios 1 and 2 are expected to see 

the highest numbers, but this reverses from around 2041 onwards.   
 On an indexed basis that combines total spending and visitor numbers:  

- Scenario 3 returns an index of 1.1, increasing to 1.36 over the long term.  This contr asts with 
an index of between 0.91 and 1 for the other two scenarios.   

- The index suggests that after allowing for scale (visitors), the level of spending per visitor, 
and shifts over time, that scenario 3 delivers the highest spending on a per visitor basi s.  

The scenario analysis clearly points to scenario 3 as delivering the most favourable value 
proposition.   

Looking past the specific scenario, the economic analysis showed that:  

 The three scenarios all deliver a larger economy over the initial 10 -year period.  This step change 
highlights the recovery profile across the three scenarios.  

 Over the short and medium term, the difference between the scenarios (in terms of economic 
VA) is not large.  The percentage difference is 4.8% ($19m) between the largest (S cenario 1) and 
the smallest (Scenario 3) scenario.   

 Under Scenario 3, the economic performance pulls ahead of the other scenarios from the 
second decade onwards.   

The analysis highlights that, regardless of the scenario, the district will enter a higher gr owth pathway.  
Importantly, labour issues are likely to be limiting constraint on the economy.  If labour constraints 
are not addressed, then the intended level of activity (and full opportunity) is unlikely to materialise.  
Labour pressures are expected to b e particularly acute in the initial 10 -year period.  Addressing 
productivity challenges will need to be part of rolling out the DMP projects.    

 

35 Visitors refer to day -equivalents.   

✚ Assessing the projects (costs and benefits) 

Using the  scenarios a s a  gu ide  to  in form  the  p rojects, the  team  deve lop  a  list of p rojects tha t would  
de live r on  the  vision  and  p rincip le s of the  DMP. The  p rojects were  a sse ssed  as a  group , not 
ind ividua lly, in  te rm s of the  socia l cost and  benefits. The  CBA exam ines the  re la tionsh ip  be tween  the  
costs and  bene fits of the  p rojects in  aggrega te . The  Cost-Benefit Ra tio  (CBR) p rovides a  use fu l way to  
show if the  p rojects de live r bene fits tha t will ou twe igh  the  cost (>1 m eans tha t the  bene fits a re  
grea te r than  the  costs) and  if th is is the  case , then  the  com m unity would  be  be tte r off. The  following 
tab le  reports the  CBA resu lts unde r d iffe ren t d iscoun t ra te s.  

Table 19: CBA Results  

 

Discount rate  
Benefits  

$m  
Costs  

$m  
Net position  

$m  CBR 
Av Annual  

$m  
0% 26,392  14,387  12,005  1.83 120.05  
3% 6,091  3,530  2,561  1.73 25.71  

5% 3,152 1,910  1,242 1.65 12.54 

7% 1,923  1,214 709  1.58 7.22  
9% 1,298  850  448 1.53 4.61  

Mixed*  10,409  5,783  4,224 1.80 46.34  

* - Declin ing d iscoun t ra te  (from  5% to  0.5%) 

 

The  5% d iscoun t ra te  is the  de fau lt ra te  and  a ligns with  the  Treasury and  Waka  Kotah i NZTA se ttings. 
Under th is d iscoun t ra te , the  CBR is e stim ated  as 1.65 – well above  1. This suggests tha t the  DMP 
projects, and  the  change  in  focus from  volum e  to  a  va lue  approach , would  de live r bene fits tha t 
ou twe igh  the  costs. The  positive outcome (>1) is observed across all the discount rates , includ ing 
the  h igh  ra te  of 9%. In  rea lity, the  ove ra ll va lue  is like ly to  be  towards the  upper end  of the  spectrum  
because  the  lower d iscoun t ra te s (includ ing the  ‘m ixed’ ra te ) show a  m ore  ba lanced  view of the  tim e  
p re fe rence  of m oney.  

The  ana lysis a llows for econom ic va lues like  consum er and  p roduce r’s su rp lus, as we ll as deadwe igh t 
losse s, d isp lacem ent, and  opportun ity costs. The  DMP and p roject-leve l de ta ils will be  re fined  as part 
of the  im plem enta tion  p roce ss, and  the re fore  it is not possib le  to  include  fine (r) de ta ils (e .g., bene fit 
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values) a round  im portan t m atte rs like  environm enta l im provem ent and  cu ltura l ga ins. Includ ing 
these  m atte rs a re  however like ly to  increase  (lift) the  CBR.  

Im plem enting the  p rojects will take  tim e  and  the  bene fits will be  cum ula tive , bu ild ing ove r the  long 
te rm . A sim ula tion  approach  re flecting d iffe ren t im plem enta tion  pa thways was used  to  assess the  
tem pora l d istribu tion  of e ffects. The  figure  shows the  trend  in  ne t position  ove r tim e  (the  th in  line  is 
the  fitted  trend  line , and  the  dots show the  ave rage  va lues ove r m ultip le  sim ula tions). Note , the  
annua l va lues a re  bene fits and  include  non -m arke t va lues and  shou ld  not be  viewed  as VA.  

Som e  vola tility can  be  expected  ove r the  short te rm , where  the  costs ou twe igh  bene fits. This re flects 
the  change  in  de live ry approaches, re spond ing to  the  m arke t recove ry and  position ing for the  long-
te rm  activitie s and  ove ra ll change . Next a  pe riod  of h igh  annua l ne t positions is iden tified , cap tu ring 
the  m ove  towards h igh(e r) va lue  activitie s.  

Following from 2051, the steady improvement in net position continues.  Over the long term, the 
annual net benefits approach $200m/a . These benefits are substantially higher than the short 
and medium terms.  This underscores the important point that the DMP is not a quick fix, but 
a transitioning, and restructuring of the visitor economy that would deliver the outcomes over 
the long term.   

The overall proje ct will see significant investments in diversifying the commercial opportunities, how 
the local economy interacts with the natural resource, protects it and how value is derived from the 
visitor market.  The short -term costs and shallow net benefit position s over the short term should not 
be viewed as a barrier to working towards the material gains that would manifest over the medium 
to long term.  

✚ Concluding remarks 

The  econom ic asse ssm ent conside red  the  h istoric trends, BAU Future  as well as th ree  growth  
scenarios. Underlying econom ic issues, like  labour constra in ts and  the  need  for p roductivity growth  
m ust be  incorpora ted  in to  the  wide r deve lopm ent p rogram m e, the  DMP and  deve lopm ent activitie s 

to  ensure  tha t the  true  poten tia l of the  a rea  is reached . These  issues risk unde rm in ing the  long-te rm  
rollou t of the  DMP, and  the  we llbe ing of the  loca l com m unitie s.  

The  scenario  ana lysis confirm ed  tha t scenario  3 is the  appropria te  p re fe rred  op tion , and  suggested  
tha t th is op tion  would  de live r the  grea te st GDP im pact a t the  lowest re la tive  increase  in  visitor 
num bers (i.e ., re flecting the  sh ift to  va lue  from  volum e . The  CBA ana lysis found  tha t the  re la tionsh ip  
be tween  the  costs and  bene fits  to  be  robust and  favourab le . Even  if h igh  d iscoun t ra te s and  m ore  
aggressive  se ttings were  used , the  CBR rem ained  positive .  

 

 

 

Trend in net position  




