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2.1. About TMKU 

The  purpose  of TMKU is to  deve lop  a  long-te rm  stra tegic Destina tion  
Managem ent Plan  (DMP) for the  Te  Manahuna /Mackenzie  District as part of 
a  wide r tourism  journey tha t includes Aoraki/Mt Cook Nationa l Park, the  
uppe r Waitaki Valley and  Burkes Pass. 

The long-term goal of TMKU is to achieve a vibrant, dynamic, 
and sustainable future: one that speaks to visitors and our 
community – mana whenua, locals, farmers, adventure seekers, 
artists, and conservationists.  

TMKU explore s options to  chart the  way forward  regard ing Te  Manahuna’s 
visitor econom y and  will be  used  to  in form  investm ent p lann ing across 
agencie s to: 

 m anage  p ressure  on  in frastructu re , conse rva tion  va lues, com m unitie s , 
and  the  environm ent; 

 de live r on  com m unity asp ira tions for Te  Manahuna ; 
 de live r on  the  stra tegic p rioritie s of the  m em ber agencie s and  m ana  

whenua ; 
 protect the  cu ltu ra l va lues and  h istory with in  the  environm ent; and  
 recove r from  the  COVID-19 even t in  the  form  of a  re se t to  va lue -based  

tourism . 

It needs to  a lso be  noted  tha t the  boundary of the  a rea  designa ted  as TMKU 
extends beyond  the  Mackenzie  District TLA boundary in to  parts of the  
Waitaki TLA and Waim ate  TLA. The  Waitaki Destina tion  Managem ent Plan  is 
a lso near com ple tion  a t the  tim e  of pub lish ing the  TMKU DMP. Discussions 
have  been  he ld  be tween Mackenzie  District Council and  Waitaki District 
Council to  ensure  tha t where  possib le , in itia tives for fu tu re  p roduct 
deve lopm ent a re  we ll a ligned  and  fu tu re  syne rgie s ach ieved  for m arke ting, 
noting tha t som e  key p roducts such  as the  A2O sta rt in  the  Mackenzie  and  
fin ish  on  the  coast in  Waitaki, by way of exam ple . 

 

2.2. An iterative, collaborative process 

In  deve lop ing TMKU, the  p roject team  worked  a longside  those  d irectly involved  in  the  visitor econom y, a long with  the  b roade r 
com m unity and  a  varie ty of gove rnm ent agencies. It involved  an  e leven -stage  p rocess, which  is sum m arised  in  Figure  3. 

Figure 3: TMKU’s process  
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2.3. A collaborative methodology 

TMKU involved  extensive  and  ongoing consu lta tion . The  engagem ent was unde rtaken  with  m ana  whenua , the  loca l tourism  industry, the  
broade r industry as we ll as re siden ts and  dom estic visitors. Dom estic and  in te rna tiona l visitor pe rcep tions were  exam ined  th rough  an  
extensive  da ta  scrap ing exe rcise  of on line  da ta  source s . The  consu lta tion  was unde rtaken  th rough  a  varie ty of form ats includ ing face -to-
face  in te rviews, workshops, focus groups, com m unity d rop -in  sessions and  su rveys  over 15 m onths.  

 

 

The Greedy Cow, Takapō 

Hydro Café, Twizel 

Matuka Lodge, Twizel 
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Figure 4: Te Manahuna Visitor Profile Summary 2 

 

 

2 Source  da ta  are  included in  Appendix 1 . 
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2.4. Te Manahuna’s visitor profile 

The visitor economy plays a vital role for Te 
Manahuna. Stimulated by the major tourism 
drawcards within its boundaries (Aoraki/Mount Cook 
and Lake Takapō), the region has historically enjoyed 
ongoing visitor growth, particularly from the 
international visitor market.  

COVID-19, however, has had  a  m ajor im pact on  tourism  
th roughou t the  coun try and  particu la rly im pacted  those  
destina tions tha t typ ica lly a ttracted  a  strong in te rna tiona l m arke t; 
Te  Manahuna  is one  of these  destina tions. 

Figure  4 provide s a  sum m ary of the  visitor p rofile  for Te  
Manahuna . Source  da ta  for th is sum m ary as we ll as m ore  de ta iled  
da ta  a re  included  in  Appendix 1 and  Append ix 4.  

Before  COVID-19, visita tion  to  Te  Manahuna was growing, spurred  
on , in  part, by the  success of the  100% Pure  cam paign , the  globa l 
tourism  boom 3  and  socia l m ed ia  p rofiling of New Zea land’s 
tourism  icons (such  as Aoraki/Mount Cook and  Lake  Takapō). In  
2019, 1.97 m illion  visitors  undertook a  trip  to  Te Manahuna , 36% 
of whom  were  dom estic day trippe rs 4. COVID-19 saw visita tion  to  
Te  Manahuna  decline , fa lling to  a  low of 1.1 m illion  visitors in  2021 
– a  decline  of 44% (or 862,000 visitors) be tween  2018 and  2021. 

 

3 Tourism ’s boom  is not un iversa lly we lcom e , The  Econom ist, February 20, 2019, h ttps:/ /www.econom ist.com /graph ic-de ta il/2019/02/20/tou rism s-boom -is-not-un iversa lly-welcom e  
4 A dom estic day trip  is de fined  by MBIE as a  trip  m ade  with in  1 day, ou tside  the  a rea  in  wh ich  the  re spondent usua lly lives or works day to  day, involving trave l of a t least 40km  one  way from  hom e , or trave l by aeroplane  or fe rry service . By way of exam ple , a  re sident from  Christchurch  who 
trave ls to  Aoraki /Mount Cook for 5 hours and  then  re tu rns hom e  is considered  a  dom estic day tripper to  Mackenzie  region .  

Tota l day trip  trave l (dom estic and  in te rna tiona l) m ade  up 62% of 
tota l visita tion  to  Te  Manahuna . While  th is is an  im portan t m arke t, 
the  ove rn igh t visitor m arke t tends to  con tribu te  fa r m ore  to  the  
loca l econom y (th rough  spend ing on  accom m odation , add itiona l 
food  and  beve rage  (F&B), transport e tc.) while  having a  sim ila r 
socia l and  environm enta l im pact footp rin t to  the  day m arke t. To 
support the  desire  to  focus on  a  h ighe r-yie ld ing visitor m arke t, 
the re  needs to  be  an  increased  em phasis on  ways to  conve rt day 
trip  visitors in to  ove rn igh t trave lle rs.  

Lake  Takapō  and  Aoraki/Mount Cook have  trad itiona lly been  the  
focus of the  in te rna tiona l visitor m arke ts, with  these  destina tions 
be ing strongly p rofiled  on line  and  via  socia l m ed ia . Of the  1.97 
m illion  visitors to  Te  Manahuna , 65% stopped  in  Lake  Takapō , 
followed  by Aoraki/Mount Cook (27%), Twize l (22%) and  Fa irlie  
(4%). 

Figure  5 provides a  sum m ary of in te rna tiona l visitor flows in  Te  
Manahuna  in  2019. It shows tha t: ha lf of Te  Manahuna’s 
in te rna tiona l visitor m arke t on ly trave lled  to  Lake  Takapō ; and  
on ly a  sm all p roportion  of in te rna tiona l visitors stopped  in  Fairlie  
and  Twize l.  

To he lp  sp read  the  econom ic bene fits of the  visitor econom y m ore  
wide ly, the re  is a  need , ove r tim e , to  d ispe rse  visitors th roughou t 
Te  Manahuna ra the r than  just concen tra ting visita tion  in  
trad itiona l visitor hubs, and  when  new product op tions a re  
ava ilab le  th roughou t the  region  to  support th is. 

The  Austra lian  and  Asian  m arke ts m ade  up  the  la rgest share  of 
in te rna tiona l visitors to  Te  Manahuna . In  2019, one -quarte r of 
in te rna tiona l trave l to  Te  Manahuna  was by Austra lians and  a  
fu rthe r 17% was by those  from  the  “Rest of Asia”. While  the  
Chinese  m arke t m akes up  only 4% of visita tion , the  spend p rofile  
of th is m arke t cannot be  ignored , with  Ch inese  visitor spend ing 
com prising 19% of tota l visitor spend ing.  

Before  COVID-19, Te Manahuna  had  one  of the  h ighest 
p roportions in  the  coun try of its visitor spend ing origina ting from  
the  in te rna tiona l m arke t – the  on ly TLAs above  were  Westland , 
Sou th land , and Queenstown.  

COVID-19 has sh ifted  the  focus m any regiona l destina tions had , 
with  m ost p ivoting to  a  stronge r dom estic m arke t out of ne cessity. 
The  dom estic m arke t a lso has a  grea te r p ropensity to  visit in  the  
shou lde r and  low seasons, as opposed  to  the  in te rna tiona l m arke t 
which  tends to  be  heavily focused  on  peak visita tion  pe riods. 

Im portan tly, COVID has offe red  Te  Manahuna  the  opportun ity to  
reca lib ra te  tota l visita tion  and  plan  for the  rebound  in  
in te rna tiona l visita tion  e specia lly, which  shou ld  have  a  fa r 
stronge r focus on  a ttracting ove rn igh t ra the r than  day visitors. 
The  sam e  shou ld  a lso app ly to  dom estic visitor m arke ts. 

To ach ieve  th is, however, will necessita te  the  in troduction  of new 
accom m odation  and  a ttractions  expe riences a long with  
enhancing a  num ber of existing p roducts  so the  appea l of the  
region  grows . 
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Figure 5: International visitor  stops and flows  (2019) 5 

 

 

 

5 NZ In te rna tiona l Visitor Survey 
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2.5. Te Manahuna’s tourism offering 

Figure  6 provides a  sum m ary of Te  Manahuna’s tourism  offe ring. More  de ta iled  supporting da ta  are  ava ilab le  in  Append ix 2 and  Append ix 3. 

Figure 6: Te Manahuna’s tourism offering  

434 accommodation 
properties 

More than 50% are holiday homes 
and boutique properties  

3,128 accommodation rooms 
 
Provided mostly by hostels, caravan 
parks and DOC huts  

43% of properties are in Takapō & 
30% of rooms are in Twizel 

+44 average NPS  
(based on over 33,200 
reviews)  

The highest NPS scores were 
for lodges (+75) and 
apartments (+75). 

Accommodation Properties & Rooms  Accommodation Net Promoter Score  

238 
attractions/ 
experiences 

Attractions & experiences a re  largely 
outdoor recreation products. 45% of 
a ll p roducts  com prise  tram ping tracks. 

65% of product is 
(predominately) free  

+61 average NPS 
(based  on  over 17,000 
reviews) 

The  h ighest NPS scores were  for gu ided  products 
includ ing trekking and cycling tours (+96), 
adventure  tou rs (+88), scen ic fligh ts (+84) and  je t 
boa ting (+84). 

Attractions & Experiences  Free vs Paid Product  Attractions & Experiences Net Promoter Score 
 

     

#1 Aoraki/Mount Cook #2 Lake Tekapo #3 Hooker Valley Track #4 The Church of the Good 
Shepherd 

#5 Aoraki/Mount Cook National 
Park 

Top Sights (according to Google) 
 




