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Executive Summary

There issignificant.,J2 G SY G A £ F2NJ 0KS
strong growth in the visitor economwvhile protecting the
natural environment for future generations

Soread across its 40n of coastlire lie the six townships of PaekakarRaumati, i
t I NF LI NI dzYdzzZ 2 | A | yelacBiadividudlly dfferiNgss ownyimtquen { ‘J},,
essence and vihdutmore |mportantly collectively representingn opportunity to ;
provide a vergpecial experience for those that travel there.

Traditionallycentringits tourism offering orits geographical andatural assetsy n LJA U
has the advantage of beimgeographicallglose toa significantirbanpopulationwith
bSé %St I ywelington Gty leds hdn 5@m awayAs the main visitor
d2dz2NOSs GKS YnLIAGA NBIA2Yy 2FFSNR 2 St f
their busy city lifewith the easy access to naturbeaches and a more favourable
climatebeing key dawcard for both daytrippers and multinight stays.

Beyond this natural offerinjpoweve | Yy R Ay LJ NI A Odzf I NJ A
Island there lacks a solicharketLJ2 8 A GA 2y Ay 3 2F gKI G YnLA
Asaresulty n LIAGA & | adzadlAylrofS (2dz2NRAY
investment inboth ensuring that its tourism offering vgell stockedwith quality
experienceghat appeal to its customer basand that its promotional efforts

accurately and successfuilgflect this.

This Destination Management PIEDMP)aims to help achieve this, by providing a
longdl SN aGNF GS3IAO0 FTNIYSg2N] (2 adNBy3id
through sustainablelevelopment andsisitation. Bringing all the key elememkthe
industry togetherthe DMPaims to guide tourism development, marketing and
industry involvementandimprove visitor experience aridfrastructure,with the
utimate3 2t 2F AYyONBlIaAy3a GKS @FrfdzS 2F
number of visitors, their length ofay, and the ability to spend more money in the
region.
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VISION

A thriving coastalcommunity that lives, works and plays sustainably,
collaboratively striking balance between business and the environment

LYONSFasS GKS @l tdzS 2F GKS YnLIAGA *AaAG2N 902y2Ye
more money in the region while ensuring thaiur environment and communitycontinue to thrive.

STRATEGRRIORITIES

Effective and collaborative | 5 S @St 21LJ G KS Y Grow quality experiences to
leadership acrosswi, industry
and community. position the district as a
sustainable visitor destination

Eachstrategy has a suite of actions identified that aim to increase leadership, visitation, average length of stay,
yield, customer satisfaction and repeat/referral visitation throughout the year and into the future.

YnLAGA /2Fad 5SaidAyiupiezay al yF3SySyid tftty p iv



STRATEGIC PRIORITIES

TheYn LIAGA [/ 2F &G 5 S a0 Angsithgakdggoahof aligniBgisoBygoiiomygifowtlywithother community
benefitsacrosshe four pillars of wellbein¢Social, Cultural, Environmental and Econarifitisalsorepresensa key
influence on the@commenad strategic priorities and associated actions included in this regmfollows:

Build dfective and e 5808t 2L) (KS YeJ@rﬁva\quality experiences to e Create a destination e Develop a destination that is
collaborative leadership destination story to build encourage new and existing recognised for acting on well connected: This
acrossiwi, industry and awareness and position the markets to visit and spend: sustainability: Sustainability strategic priority is
community: district as a sustainable Whilst there are many into the future was a strong multifaceted. It is about

For the visitor economy to visitor destinatiorn opportunities for visitors to aspiration expressed by many  ensuring that the district is
grow and prosper within the Building awareness of the the district to engag@eople within the community. The easy to navigate and get
region, strong leadership and destination is imperative for and placethroughout the counciliscurrently exploring aroundwith good transport
collaborative relationships the sustainable growth of the region, there is very little in strategic imperatives to links and that there is a

are needed. A common GAaAG2N SO2y 2 Ye théFvaapNaf prikd Epeviemded (i A support this aspiration at a sense of place and arrivin
theme to the consultation Coast. This awareness is not Tourism is an emomic wider community level, but the district when approaching
sessions held was a feeling just about knowingvhat enabler and can assist in this aspiration was shared by from the south or from the
that the relationship between there is to do in the region, delivering multiple benefits stakeholders and industry north. It is also about
council,industry and which is important, but it is G2 GKS YnLRAGA |/ @ithidtbe visitérleconomy ensuring that there is
community stakeblders also about knowing whahe achieve growth in terms of adequate and strong internet
GAGKAY GKS YnLA®XAN g6 a5 RBY §A U8 theeondmicSnvivonmdhti A connectivity throughout the
FTNI IYSYGSRD ¢KS Coaqﬁ iggrefsure i | 3 G social and cultural well region and identifying areas
needs to determine what marketed and promoted beings. of concern and potential
success for the district looks effectively. solutions.

like for tourism how it will be
measuredand the collective
actions required to achieve
that success.
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DESTINATION MANAGEMENT PLANNING

Effective and sustainable Destination Management involves the management of all aspects of the destination that

O2ZYuUuNAROdzuSa uz2 | GAaAlZ2ZNRa SELISNASYOSOD
In order to ensure that this is done correctlige plan The Ministry of Business, Innovation and Employment o
must takeinto account the expectations of a range of  (MBIE)have identifiedl6 components that need to be Figure 1. MBIE Rstinationmanagement
stakeholdersThis includes consider when developingdestination management components
q Visitors plan.All 16 of these have been addressed within the
development of this plan.
T an2NRAKAGAKKELIMKGKI VI dz P P
 Tourism industry Figure 1 represents the 16 components in a
) ) . honeycomb visualThese can be groepl into four DATA. RESEARCH
1 The wider business community T L & ANALYSIS
specific categories:
T Localresidents 1 DARK BLUEomponents that help to artitate the
 Central Government current situation for the destinatiog this includes MARKETING &
. . . PROMOTION
1 Local Government benchmarkingand current positioning. G}
Destination Management is designed to identify a l LIGHTBLUEComPonents .that.are required for
pathway forward for a destination toward a common growth and effective destination management. - oerience o NG
and agreed uponisionthat will achieve a range of 1 DARK GRE¥omponents that are enablers for POSITIONING R sl
social, cultural, environment and economic bengfit growth andeffective destination management
The plan is for the destination, and will be relianton all ¢ | jght Grey:Components thawill enable the
stakeholders working together to achieve the destination to succeedral monitor that success To make it easier to idgify the sections that are
identified goals. into the future. applicable to each of these components, a visual

representation of these have been added intésth
document. You can find the honeycomb components
applicable to each section in the tojght-handcorner
of the page that marks the start of the section.
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DATA. RESEARCH

| AN

5SAUAYIGAZ2Y YnLIAOGA [ 2F af

DEFINING THE REGION
The Physical Region Figure 2. Map of the region
¢CKS YnLAGA /2Fa0 RAAGNROG aiuNBarOKSa
0KS ¢F NI NHzZE wlky3aSs FNBY tIFS{nTheNX A
district offersfive hundred hectares of parks and sports facilitisd almost

80 km of walkways, cycleways and herigkng paths thainvite exploration
andallow people to engage with the natural environment in numeraays

The region is defined B0km ofcurvedcoastline offering stunning beaches
and coastal views. Between ti@raruaranges and that coastlinehére are
severalcharacterful villageshat offer a different experiencéor visitors who
make the time to stopYou can cover the 50km road journeyasd than an

hour via car and there are a range of roading and infrastructure projects that
will make that driveeveneasier.

Kapiti Island

Paraparaumu
Beach

The iconicY n LIA (i AKo te &vhewadR LIA GA 2 ¢ NI, wl dzt Raumati Beach
located 5km to the west of Paraparaumu beach, [isedator-free nature
reserveoffering a unique visitor experience that is accessed by approved Rairiati South

operators onlyThe iconic 1%5 square & island can be seen from almost
every part of the district providig a form of easy navigation.

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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Access & ANALYSIS

TA RESEAR

¢ KS CoakiDistict is dependent on efficient transport
routes

Road connections are vital to residents as many opt to live along the coast but work within Wellington city. Visitorgadeilep

2y GKS aryYS NRIFIR& (2 00Saa GKS O2lade ¢KS 3S23INI LKIO

city for day or weekend trips, but also from regions to the north. SH1 carries around 4500 AADT (Average Annual Dailjhér:

O O completion of Transmission Gully (estim{:\ted to bg SeptembeAr %mmproAvide visitors with guickerwayto get to theCoast
When completed,lie Pek t S1 I G2 n Owillfeinovs tEatfidNddm ianérldistriict roads, but make it easygdotential
GAaA02NRAR (2 oedligétker 6 KS YnLAGA /21 &

?

Visitors and commuters can travel by train from Wellomgto Waikanae station multiple times a day, witlree stops throughout
0KS Yn LIACKAS NBSA & (NSBA @ Ay A G SRI R NPROSHE DB (BSYn ki AR | yR (K
North.

)

o
o

Kiwirail also operatethe Northern Explorera 10 and a quarter hour train journey between Auckland \&falington stopping at
ParaparaumuThe current timetablés weighted tocommuters during the weekKirainsare oftenswitched to busebetween
Wellington Cityandout to the Coast onweekendsand during many holidays. This extends the journey time and makes the sel
e.g. bike transportinavailable at key recreational times.

Intercity offersa range ofong-distancecoach options througlhe district These connectiorerive and depart from the Railway
Station located on the Main Road, Paraparauiftuere are a range of local bus routes throagtthe region alsavhich connect

DDD the beach suburbs with the main rail stations.

The regional aport in Paraparaumu provides an opportunity to service the entire districtr@ lare currently daily flights on Air
Chathans between Auckland and Paraparaunithese flights are timed to coincide with business travellers arriving early in th
morning and @parting late afternoon.The aiport presents opportunities for visitors from smaller regions into and ouhef
region, but also for the local community to travel with ease. Thereasecurrently two airportswithin aone-and-a-half-hour
drive fromthe Y n LA3Argbik - Wellington and Palmerston North.

| 7| 58|
QO
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DATA. RESEARCH
& ANALYSIS

Population GDP and Growth

¢KS OdzNNBy il LRLzZ FGA2y Sadex000wits T 2 NIInfoliericstNRIDA A A2 AG DS A ASBHEDOYI S8 AYyRAOIGS (K
just under14% of the populatiod SAy 3 2F an2NRA R®& OSy liekpenercEd HL4% giduitHo Deca@mer 2020 compared to the national

nonan 2 NRA Ay has&redidhage ©fMA Xydaemd 26.9ears for 2.6% decline. The GDP figure for the December 2020 quarter was 1.8% higher
a n 2 N district experienced a growth of 9.3% between 2013 and 2018, than it was inthe 2019.The GDP derived from tourisdeclined slightlyfrom

and that growth is anticipaito continue due to the increasembnnectivity 4.9% in 2019 to 4% in 2020. Given the resultant lockdowns and the effect

with Wellington via theExpressway and Transmission Gullye population is these have had on the tourism sector this was not unexpected.

forecast to grow by 30,000 people (62%) by 2050viost residents live in the

largertowns within the district, and these will see the largest population Figure3. YnLAGA D5t o0& {SOG2NJ

growth chamge through to 2050.
The Regional Economy

m Health Care and Social Assistance
= Professional, Scientific and Technical Services
Thecurrent makeup by secto? ¥ (i K Soastoari bk $eén in/ Figuté. . = Construction

These strengths are not surprising githa growing population and large
construction and roading projects in the region combined with the gaining

population and increased number of aged ctaeilities. m

Rental, Hiring and Real Estate Services
m Manufacturing
= Unallocated
The tourismeconomg & ndd: 2F (GKS WhadNAOGQaA
accommodation and food seices a significant contributor to the tourism
dollar in the region, and a large employer accounting for 7.5% of filled roles in

2019.Due to the fact the region has only a small reliance on international @
visitors, and the domestic market is currentlydtimg the visitoreconomy % 8%
/

m Owner-Occupied Property Operation
= Retail Trade

m Education and Training

= Tourism

= Financial and Insurance Services

0§KNRdzZAK2dzi bSg %S lintusty RD a sirénh§ positiorth (i A

. - = All others
remain resilient through the effects of COVIR
1 Statistics New Zealand population estimates 2020 SYnLIAGA /21ab 5Aa0GNROG 902022YA 0 5S@St 2LIvySyid {dGNr GS3e
2 https://webrear.mbie.govt.nz/theme/gdgby-industry/map/barchart/2018/kapiticoast “ https://www.kapiticoastnz.com/doingbusinessin-kapiti/economieinsights

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u 8



LAND MANAGERS AND REGULATORY AGENCIES
YnLIAGA [ 21 5Aa0NAOG [/ 2dzy OAf

¢KS NRtS 2F YnLRAGA /21 ad 5 A drkdindy
and to enable democratic local decisioraking to promote the social, economic,
SYG@ANRYYSyidlft FyR OdzA §dzNT ¢

9 Facilitates solutions to local needs

a

1 Advocates on behalf of the local community with central goweent, other
local authorities and other agencies

Develops of local resources

Manages local infrastructure including network infrastructure (eg, roads,
sewage disposal, water, stormwater) and community infrastructure (libraries,
parks and recreational fdities)

9 Carries out environmental management

9 Plans for the future needs of the District.

Ly Fdzf FAfEAY3a AGa LlzNLIR2aSx:
responsibilities conferred on it by legislation.

WellingtonNZ

WellingtonNZ is th® NB I G SNJ 2 St f Ay 3 (iZeyelopiddrifgedoy Q a
(EDA) and Regional Tourism Organisation (R@y receive funding from both
the Wellington City and Greater Wellington Regional Couhie#. organisation
supports businesses taibd capability invests in events to host, ragivic venues
for the city of Wellingtorandis also esponsible for destination development and
marketing.Theyshouldwork closely with mana whenuarough purposeful iwi
engagemeni | YR (i KS stfigt CHuricikto énsute thébasbissmarketed

in the right way, through the right channels, and operators within the district are
appropriately supported.

0KS YnLRAIGA

Whilst this arrangement is not currently as well leveraged as it should be, there are
opportunitiesfor WellingtonNZ to work much more closely and effectively to
promote Kapiti as a place to visit, stay, live and play.

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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Mana Whenua

Whakamlnengam nLIA G A QKSmanayasSai
LSa ar{‘d ?ocaluggverﬁmelht in New%galaﬁ\%igglmﬁ\'ﬁﬁs gP{)lﬁjp is lI'!o%o‘gter a
utually beneficial relatlonshlp between Ihe counC|I and Iangata whefba.
iU A &2 A By of 092 Whnbiidssdnade 2oy OA £ Q2
the three iw of the AR ' Awa, Raukawa, Toapnfederation. The group signed a
Memorandum of Partnership in 1994 and guides the relationship between council
andiwi.¢ KSNBE | NB OdNNByiafte Gg2 St SOGSK

S§OG SR NI LN
lFLAh 2 nidk{A FyR ¢Satmanyly3l 2 b3Indr ¢2t

LI

Through the treaty settlement process, there dracts of land within the district
GKIFG FLHEt Ayad2z GKS OFGS3I2NE 2F an2NR
economic opportunities for tourism operations within the region.

[ Iy

Greater WellingtonRegiaal Council

The Greater Wellington Regional Couiscd regional council with eight territorial
cpuacls yvithin hgirbeuRdrrigsthe respapgiyifefor thisgegipmgl povrslh  Liz 5 & N&
include the management of natural resourdes the benefit of the whole regin

(including the large recreational areas Queen Elizabeth Park, Akatarawa Forest Park
and parts of the Waikanae amdaki Rivers)essential community services such as

9 Oradmnmimtgnéncelanduse and subdivisions, community health and community

services. ¥rious Acts of Parliamestuch as the Local Government Act 2002 and
the Resource Management Act 1991 provide the council with a framefootkeir
activities.

Department of Conservation

'y AYLERNIIFYyG NBES 64
LatlyR A3

The Department o€onservatiorLJt | & a
both for the tourism industry and the broader communityn LIA { A
bSg %S|t yRQanatrg derves and tfie\ Depadnhent of
Conservation manages the island and all ag¢est. The only way for visitors to
access the island is to go with an approved operator isl@DoC concessionaire.
Visitors are strictly managed and must go through a procebgosecuritybefore
being allowed access to the island.



TA RESEAR

FUNDING AND MANDAETS: B ANALYSS
During the development of the Destination Management Plan, an ongoing issue was

raised in regards to the roles for each of the local government agencies identified At the time of writing a ong/ear funding agreemerbetween WellingtonNZ and its
above with regards to the delivery of tourism promotion and support, and the Greater Wellington Regional Council shareholder has recently been signed and this
funding provide for this activity. has acknowledged the challenge described and provided for direct investment to be

. . . ) L . _ made to sukregional marketing beyond Wellington City.
WellingtonNZ is the Regional Tourism Organisation for most of the Wellington Region

including Wellington City, Poriid KS 1 dzii i ++ £t S8 | yR GKS Pigaspopsiare novjalgojasieryay befveen ¥ LiEkabdmigDevelopment

mandate for Tourism Promotion has been constrained as thisigcis only funded Kotahitanga Board, Wellington NZ a¥idy L@oastDistrict Council for the creation of
directly by the Wellington City Council as a component of their core funding. an agreement confirming how the organisations will work together to support the
WellingtonNZ does do some visitor destination promotion for the wider region but delivery of the Degtation Management Plan and other economic development
the investment level relative to that for Wellington City is low. activities.

In the 2@0/21 and 2021/22 years, WellingtonNZ has received government funding

from Covid19 recovery budgets based upon the resources it receives from

Wellington City Council for tourism promotion. WellingtonNZ has utilised some of

this money to support the devepment of subregional Destination Management

tftlya O0AYyOftdzRAY3I GKS YnLAGA /2Frad 5SadAylrdAazy albyl3aSySyd tftlyoz NBIA2YyLE RS
promotion and supporting the building of resilience and capability amongst tourism

businesses from across the region.

Both inregard to the core funding and this special government funding there has

688y O2yOSNY FY2y3ad €20kt YnLAGA &GF | 1SK2f RSNB lo2dzi K26 2S8SttAy3d2yb®nQa Fdzy RA

raised and consequently how it can be used. These stakeholders would like to see a

greater investmat made from rates funding received by WellingtonNZ on the

LINEY2GA2Y 2F YnLAGA a | @GA&aAG2NI RSalAYylIGAz2y o 20K GKS YFLIAGA /2F&ad 5AaiNR
WellingtonNZ have identified this situation as one that needs resolution. This

concern has been raised bynumber of stakeholders during the consultation

completed for this project and they are clear that they see that this has created

fAYAGEFGA2YA F2NJ YnLIAGA yR AGa RS@GSt2LIVSyd Fa + @GAaAil2NI RSalAyridiAazyo
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STRATEGIC CONTEXT

National Tourism Strategic Context
TOURISM 2025 AND BEYOND

Provides a clear pathway towards a sustainable tourism industry for Aotearoa, New
Zealand. It has been creatég industry for industry and places the value firmly on
communities, individuals, the environment, the economy and visitors. The vision for
GKS FNIYSg2N] Aad GDNBgAyYy3I |
%BSEEfl yYRSNE P&

The Framework has four kgpals:

1 Make sure our visitors are having great experiences

1 Make sure our communities are happy with and benefitting from tourism
1 Make sure our environment benefits from tourism

i Bring economic success.

NEW ZEALAND/ AOTEAROA GOVERNMENT TOURISM STRATEGY

The ®vernment wants tourism growth to be productive, sustainable and inclusive.
The goals of the New Zeala#dtearoa Government Tourism Strategy are:

9 Tourism supports thriving and sustainable regions

9 Tourism sector productivity improves

1 NewZealandAotearoa delivers exceptional visitor experiences

' Tourism protects, restores and champions New Zealalii S NB | Qa
environment, culture and historic heritage

T bSs %SIHtlIyRSNEQ fA@GSa |

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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DATA. RESEARCH
& ANALYSIS

In May 2019 Government and Toumidndustry Aotearoa have agreed to five key
priorities for immediate action in the coming year. These are:

1 Sustainable growth

Improved data and insight

Building the tourism workforce

RESMBHER BAP0qMPR DY RIAEY G kI & 0 Sy STAGA bSa

1 Carbon and climate change.

While there has been no revision of theme, these immediate priorities provide clear
guidance for regions on the current important issues to deliver on the national
tourism strategic goals.

NEW ZEALAND TOURISM SUSTAINABILITY COMMITMENT

As part of implementing theourism strategies, Tourism Industry Aotearoa has
developed the Tourism Sustainability Commitment to enable tourism operators to
voluntarily work towards achieving the four pillars of sustainability.

The Tourism Sustainability Commitment has bdeweloped by industry for industry
to progress the vision of New Zealand leading the world in sustainable tourism. It
comprises 12 commitments across the four pillars of environment, community,
visitor, and economy that individual businesses sign up Yer @400 tourism

Vi t&ﬂﬂ,estses have already committed to this programme which is becoming an

industry standard. Commitment requires

a1 Havigenepsustaigability plan with goals for all 12 Commitments

1 Making measurable progress towards the goals

1 Embedding sustaability into business systems, processes, and plans
9 Providing an annual update on progress

9 Telling communities and visitors about our sustainability efforts.

As a result, this programme enables the tourism industry and individual operators to
demonstrate heir performance to potential visitors as well as the community within
which the industry operates.



District Plans and Relevant Tourism Strategies
ANNUAL AND LONGERM PLANS

The longterm plan sets the direction for theouncil and governance of the district
and provides financial and infrastructure strategies to determine budget over a
long period of time. The Annual Plans outline the stierin specifics that are
needed in order to achieve the long plan, and identiffesactivities, and resource
required to deliver the plans and where those resources might come from.

CARBON AND ENERGY MANAGEMENT PLAN

This strategic plan sets the objectives for measuring, managing and reducing
emissions, improving energy efficiency,reesing the use of renewable energy,
improving the resilience of operations to energy supply disruptions, and aiding the
development of a lowcarbon economy.

An environmental ethos and sustainability in the tourism sector in the future was a
strong aspirabn for the community. This strategy helps to outline how the district
will measure, manage and reduce emissions and developing-addvon

economy.

ECONOMIC DEVELOPMENT STRATEGY AND IMPLEMENTATION-RBAN 2020

A recent addition to the suite of strategi@splace to help guide the work of the
YnLAGA S5A&GNROG / 2dzyOAf X GKAA LI Iy
community to continue to foster a thriving economy in the district. It outlines how
council and businesses can work together to harmesal knowledge, skills, and
resources, while setting goals to help make the best decisions.

This strategy outlines a few tourism specific goals, but also identifies where cross
sector collaboration would be beneficial and how the council are committed to
g2NJAy3 (23SGKSN) gAGK odzaAySaasSa (2
A key action in the Economic Development Strategy is to support the growth of the
visitor economy, including strengthened air linkages and supporting infrastructure
suchas Te Uruhi (Kapiti Gateway), and a medium term outcome is the growth of
the visitor economy.

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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Y' tL¢L w9/ h+x9w, t[!b

CKAA LX Ly 2dziftAySa | LI GKgre (G261 NR
outlines a recovery framework via 6 achievable objes, with 4 foundation values
at its core.

HNHN

NE Oz

a'hwL 9/ hbhalL/ 59x9[ hta9b¢ !'b5 29[ [ . 9LbL

an2NRA SO2y2YAO RS@OSt2LIYSyd Aa yz2ad 2yte
the district as a whole. Mana whenua within the district contribute te th

economic, environmental, social and cultural growth locally, regionally and

nationally. As iwi settle historic grievances through the Treaty settlement process,
GKA& IRRa (G2 GKS AgA FaaSid ol asS adzJli2 NI’
employers andaf-employed individuals.

¢C2dzNRAAY Aa Fy SO2y2YAO Syl of SNJ F2NJ an2NJ
community wealth derived from the sector.

Future Tourism Strategies
WELLINGTON REGIONAL DESTINATION MANAGEMENT PLAN

A destination management plan for tii@reater Wellington Region will be

LINEG&816peuthat Will pbikt fo e dspiratidng AIdthe Rglan, thd bpBortifled dAn Sa & =

challenge that exist on the journey to achieving these aspiratién& S Y n LJA G A  /
destination management plan will be a key part iromfiing this regiorwide plan

whichwill identify the common themes and recommendation actions that should

be taken in order to manage the broader destination effectively.

OKNRARGAY3I SO2y2Yeé Ay (GKS YnLRAGA /
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AMENITIES,
SERVICES &

DATA. RESEARCH INFRASTRUCTURE

& ANALYSIS

MARKETING & BRAND

PROMOTION POSITIONING

(Awareness)

The VisitorEconomy

PreCOVID G(GKS (2dz2NAaY |yR K2aLAGFtAGe &S Wisiter spendys daingtdd byrretailsales (6%), ®llowed by $oyd atdzbeveraye 2 dza
over1,100 peopleand generated $172 million in tourism spend. There was a serving (12.%9, other tourism products (9%) and other passenger transport

decline of 1.45% in domestic spend for that same period, which would suggest  (999. Accommodation accountsfor 282 ¥ G241 f @AaA G2 N & LIS
that this growth came from international markets. The domestic tourism market ~ Coast’

accounedfor 78% oftotal visitorspendin Y n- LJAith the top three markets Finally, we note that there has ba a decrease of approximately%in visitor

eomlng .from Wellington, Manewe{Wanganw aed Aucklaed. The top three spend in the wider Wellingtoregion when compared to the year to October
international markets for the distriavere Australia, the United Kingdom and 2019. While we cannot conclusively state that this is solely due to the GTVID

America¢ 2 G I £ 3dzSal yA3IKGa Ay O2YVYSMOALL L AOEYYHRY i dafedhad Yignflckreimpadt ¥ Ud k § 2y n Lax i
grew 12% from 2017 to YE 2018 with visitors staying for a total of 199,633 however, the decrease was just unde¥@&nd it appears that the visitor

nights. economy has fared reasonably well due to being less reliant on international
Immediately following COVID lockdown and border closuiisipxs to the visitors?0

YOLAGA /2Fad alSyd pupo YALEAZY Ay d KI'I?e Vlglt§l’ e%\llo%)?(spgc(ﬁclélﬁ/ %éﬁhﬁmﬂdﬂtfﬂ)maﬁd food s%r@ c%gné\dusﬁy?l y

majority (824 of this expendlture was generated by domestic visitors, arfd 18 accounts for 7.860f filled employment in 2019 and a 283 KI NB 2 F (i K S
by international visitor§.¢ 2 i F f @A &A G2 NI SELISY RA (i dzZNB %MF’C Ié'sgtﬁan %mle%ﬂe&and a%év@hHle MH}E asSyiaa

just over 10% of visitor spend in the Wellington region and 0.6% of the value of
the visitor economy nationafl®

Visitors from the Wellington region are estimated to have spent $55 million on

GKS YnLAGA /2Fad Ay GKS @SIFNId2 hOlG20SNI HaunX FYyR (GK2aS FTNRY alyl gl Gdz
Whanganui spent $28 million, while visitors from Auckland spent $13 million.

International spend is predominantly generated by visitors from Australia ($8

million), and the US and UK (both with $4 million). While visitors from Germany

are more numerous than those from the US, they only spent $1 millfon.

5 Annual Regional Tourism SpendQotober 2020 {IBIE) 9 Annual Regional Tourism Spend to October 2019 (MBIE)
6 Annual Regional Tourism Spend to October 2020 (MBIE) WYnLIAGA / 2FaG 902y2YAO 5S@St 2 LIy Sya023{kemdI) 4§ S3& I yR
7 Annual Product and Country by TA and RTO to October 2020 (MBIE) UYRLRAGA /2Fai 902y2YAO0 58058t 2 LIV Sy223(kEmd) G S38 | yR

8 New Zealand Visitor Activity Forecast (Freshlinfo)

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u 9



NEW ZEALAND

OVERSEAS VISITOR
ARRIVALS

3.9 Million pa
PRE COVID-19

@

Visitor arrivals came to a ?

standstill in March 2020 as  * (o)) -
New Zealand shut its & 00 -
borders to international 3

travel due to the COVID-19
pandemic.

N

INTERNATIONAL TRAVEL
TO NEW ZEALAND
looks set to remain low

for some time due to the ongoing
pandemic, with the most promising light on
the horizon, a potential travel ‘bubble’ with

The borders remain
closed to everyone

except citizens and

residents.

T BOOST IN POST LOCK DOWN
DOMESTIC TRAVEL TO
1 TOTAL SPEND
b T up 5.2% NEW ZEALAND’S REGIONS
] - 2 h lert
Australia to $17.2 billion ¢8| | I fe\?e'}?ggaa - &
1,550,680 region by region A
- basis is have
ongoing effects O /
USA DOMESTIC TOURISM e.g. the Auckland region (a key
370,879 worth 23.7 billion pa domestic source market) moving
S (up 3 3%) back to alert level 3 in August
pre COVID-19 CURRENTLY STRONG DEMAND
China FOR DOMESTIC HOLIDAYS
367,000 driven by a desire to
, B Z support the

Y - 4 GUEST NIGHTS ; < gEblyfnd fo

United TR oemmm  see more of

-~ Kingdom awen New Zealand,
231,235 thorcerm

Australia in the next three to six months.

Approximately 43% of New Zealanders that
intend to holiday within next 12 months
intend to spend

more than they » ‘

typically would
on domestic lo
holidays

YnLIAGA /21 a&ad

5840 AYIuN2022y al yI 3SYSyi

With over half planning on a
weekend trip:
« more than 60% a short
or week-long trip,
» 55% visit a place they
haven’t been to before

ttly p

Long-term outlook for the domestic travel market
is encouraging, as indicated by the number of New
Zealanders’ intent to continue to

52%

choose domestic
holidays over
international’

1.Statistics New Zealand (February 2020)

2 .Statistics New Zealand, year ended March 2019

3.Statistics New Zealand, year ended March 2019

4.Tourism New Zealand {July 2020}, Kantar Domestic Sentiment Study
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VISITOEEXPERIENCES

TKS NBIA 2 y-knawnand igoinicdd S A 2 NJ | G G NI OG;
a nature reserve and bird sanctuary accessible only with an approved t
operator. The Colmar Brunton research highlighted that a visit to Kapiti
Island appeals to many domestic tourists, on par with the Tongariiaé\lp
Crossing and feature exhibitions at Te Papa.

The many beaches and bushwalks of the region are a drawcard for visi
seeking rest, relaxation and rejuvenation. However, the region also ha
much to offer the active visitor from walking and cycling ¢df gnd

fishing.

There are a number of local food producers offering products such as o
oil, chocolate, honey, limoncello and preserves, and multiple craft
breweries including the famous Tuatara Brewery andapty named
Zhange Maké@TheY n LJA (i A sBotvéasedNan-ZaaMhd packaged
food and beverage, other relatde&B products and the unitenations of
ready to eat foodMaoriland Film Festival anttaki Kite Festival are other
local events thaprovide compelling reasons to visittha KJA G A/ 2

¢CKS YnLIAGA ! NIA ¢NIAf KFa 2@0SNJ
an annual Arts Trail event in November most of the artists also welcom
visitors all year round.

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u A1l
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PROMOTION POSITIONING
(Awareness)

DEMANDRESEARGHCO-MAR BRUNTON

The Colmar Brunton research (commissioned in late 2020 by Wellington NZ as part

of the regional Destination Management Plan developnocess) intdomestic ForNew Zealan@ dzNJ f I NBS&d YIFNJ SGZ ! dzO1f+yRZI Yn
¢NI SSEf SN wSasSkNOK  OF LW dzNBR Ay &aA3IKiGa Moptgppean@spert ofithe seqidiatrabAneklandars o8 a short priongmtealy § K S
Coast and what could drive greater levels of appeal. It should be noted that the ¢KS YnLAGA C22R CIANIFtaz FSIUdNBR Fa |

findings articulated in this section refer to the domestic market only, andaio n
reflect what international visitors might see as the current appeal of the region.

When shown specific itineraries, 21% o$pendents were extremely likely or very
likely to do a multiday break where you spend most of your time in Wellington by go
This research showed that the most common reason for visitation to Kapiti currently 02 G KS YnLAGA /2Fad F2NJ I Rieo

is to visit friends and family (51%), followed by exploring the outdoors and relaxing
or escaping from daily stress. This is represented by the word cloud opposite.
Wellingtonians made up 38% of current visitors.

Figure 4. Reasons for visitngn LA G A / 2 &

¢KS NBX&aSIFNOK RSUGSNX¥AYSR (KFG GKS YnLRA TA2Y
weekend or longer break when subjects waemprompted. However, appeal

increased markedly once respondents were shown what there was to do within the E X [ I h l r

region, indicating that the issue is one of low awareness. This was limited to the p ore t € O L td OO S

experiences currently available and the natural assets thatbumdant within the

district. Interest rose from residents in the east coast of the South Island, and into

the upper regions of the north island rose considerably once they knew what V t f d f I’ l’ l I y

experiences were on offer. The target segments that showed strong adlalitio I S l r I e n S a I

AYyGSNBad Ay GKS YnLAGA /2Fad 6SNB GKS

Relaxation and Wellbeing and Explore Nature. Niialityv F1m e with nartner

I YnLIAGA Lat |l ywR LéxpédeNde i kthavidel Wellingy region
that appeared in thedp 15 experiencesdentified as appealingvithin the regionby
those who took part in the researciihe experiences that increabthe appeal for
thosewho were initially not interested in visiting the region, are the beaches and
nature walks

Discover new things or places

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u 12



KEY TAKE OUTS

Akey take out of the Colmar Brunton report was that there is a distinct lack of

g NBySaa gAdGK NBIFNRa G2 GKS YnLRAGA

destination increasing significantigr potential visitors throughout New
Zealand once they kmewhat the destination had to offer in terms of
experiences.

That spike in appeal through New Zealand showed significantly lxplere
Nature, Relax anwellbeing and Wine, Food and Scenenarket segments.
These segments present an opportunity éxperience development within the
region and have helped shape the recommendations made within this plan.
These market segments represent sizeable target audiences, representing a
combined 37% of the New Zealand domestic travel market.

By increasing theumber of experiences in the region that directly resonate
with the targe markets identified, andhe district was marketed and promoted
to increase that awarenessspeciallyin the regions were appeal spiked once
they knew what that district had to offethen positive impacts should be see
in the visitoreconony.

l'f K2dzZ3K GKS ClFYAf@ YR CNASYR&a YIFNJ]Si

source of visitors and represents 20% of the national market, the level of af
did not increase significantly once shown what experiences were available.
Therefore, increased@al NBy Saa Aa dzyt A{Ste (2

likelihood to travel. P POPULATION

Figure 5.

/21 ai

a
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& ANALYSIS
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MARKETING &
PROMOTION
(Awareness)

RSalGAYylLGAZ2Yy ®

2 A 0K

Heat map showigincrease in appeal once awareeperiences.
|.

BRAND

POSITIONING

LILIS | €

HIGH INTEREST (@) 33%+

@ 25-32% @ 1724% ® 10-16% 5-9% 0-4%  LOW INTEREST
asaysSyiu Aa Odz2NNbByufte YILAUWGAQA
FAMILY & | FAMILY | RELAXATION | pypiope | trear | _WINE | KNOWLEDGE | SPORTS &
FRIENDS FUN wEu‘;EmG NATURE MYSELF :g::é;, SHOPPING SEEKING EVENTS
e o 2 5 =T
(] 24 P A » % A\ (. Q )
! | »r '
20% 15%) | 15% 12% (1% - Mo% 9% | 5% | 3%
| <
@ 2532% 17-24% 10-16% 5-0% @o0-4%  LOW INTEREST

HICH INTEREST (@) 33%+

12 https://www.dgit.nz/domestictraveller-segments/

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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Accommodation in the region district is centred on Paraparaumu and Waékan
and beaches, and ranges from budget to more luxurious. Most of the
accommodation available to visitors is private (rental holiday homes) rather

than commercial (hotel, motel, backpacker, holiday park, bed and breakfast,
lodges etc). There are only 1lcacnmodation providers listed on the official
YnLAGA [/ 21adG (G2dNAaY ¢So0aAdSs odzi A
region), Bookabach (212 listings), Bach Care (43 listings) and Booking.com (82
listings). On the Booking.com website there twe hotels and 10 motels listed,
GAGK Y2al 0SAy3a 0O02yOSyiaN)}GSR Ay GKS
The Accommodation Data Programme collates data from 16 commercial
FOO2YY2RIGA2Yy 2LISNIG2NB 2y GKS YnLRd
available but doesot provide a breakdown according to property type. Three
properties are Qualmark certifieglBarnacles Seaside Inn in Paraparaumu Beach
(2 Star +), Waikanae Beach Motel (3 Star +) and Greenmantle Estate in
Paraparaumu (which has Luxury Lodge status)thdleBarnacles nor Waikanae
Beach Motel are still operating having been privately purchased to house
G2N] SNE F2NJ 6KS RAAGNRAOGIQA &aAIYATFAOL

There are five commercial campgrounds/holiday parks and at least half a dozen
glampingo NI} A2y & aLINBIFIR f2y3 GKS fSy3ai
Paekakariri to Otaki. In addition, there are nine designated freedom camping
sitesforsefO2y G AYSR @SKAOf Sasx YFAydlrAySR
www.KapitiCoastNZ.com.

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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I/ h! {¢
There is currenyl no annualised data available for commercial accommodation
¢ the last available data series produced by StatsNZ was for the year ended
{SLWSYOSNI HAaMpd ¢KAE RFEGF aK2gSR |y A
Horowhenua region of 9.8 percent on the pi@vs year, to just over 296,000.
International guest nights rose 4.3 percent (to 43,288) and domestic guest
pights rose fR532fgsrpiacieasof 108 percgnyy The averagg lgngth ¢f tay 5
in commercial accommodation for the year to September 2019 wagiis)
with an average occupancy rate of 23.6 percent.

Phe el Ndcdmmidatioh Dhth Préglamrelhastb®sh dctie since June 2020 and
shows average length of stays between 2.3 (July) and 2.9 (June) nights, with
fverags pegugancy fatgsranging fom29.6 pergagne) and 41 peraepty gz 5 |
(October). The methodology differs from that of the StatsNZ Commercial
Accommodation Monitor, and therefore direct comparisons cannot be made.

There are some DoC camp sites available in the area, some that have
accessibility issueshen roads or access are damaged. These camp sites are
integral as the region provides access into the Tararua Forest park and the
yatigeskhgrisbied (0 NHzO G dzNB LIN2 2S00 a @

K 2F GKS YnLWAGA /21Fad FNRY

08 YnLWAGA /7 2F&ad S5Aa0GNRAROG / 2dzy OAf
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COUNCILFUNDED:E9 b ¢{ hb ¢1I 9

¢CKS YnLAGA /2Fad al22N) 9@gSyida
/ 21+ &b 5A &l N8 Etododzif Delvelopndent Strategy, recognising
the economic contribution generated through hosting events. Events also
generate social and culturbkenefits including increased pride and a sense of
community anccanalsoprovide a platform for showcasing the diversity within a
region!3

The fund was initially set at $160,000 per annum, but in 2019 was raised to
$200,000 including $25,000 allocatema@vent feasibility studie¥: Major events
in the region that have been recipients of this funding include:

T an2NAflyR CAfY CSaliAdlIt o0FdzyRSR I ONR A
2021/2022)

nidlF 1A YAGS CSaidA@lt oFdzy Risdng 2001K828)a
YnLAGA C22R CFANJ 0FdzyRSR | ONR&a Ydz GA

Coastella (funded 3 years)

=A =4 =4 =4 -4 =

nikalp)A2 NA wlk OAy3 /tdz CIFNYSNEQ al NJSi
YnLAGA /2Fad LYGSNYylFGA2yFE WHTT CSau)\-'
YnLAGA vaP(furded 1 @& G A

1 XTERRA Wellington (funded 1 year)

CCC[!Lw9X aldFNR]TA [AIKEG ! NIha Céamm!
received feasibility funding. !

¢tKS SA3IKG S@PSyilia GKIG KI@S 0SSy ?dzyﬁé—

generated a sigjficant ROI for the Council and drawn a high proportion of
visitors from the wider Wellington region and further afiéfd.

3 Walters and Insch (2018) How comnity event narratives contribute to place brandirpurnal of
Place Management and Development.

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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activities for the district/ 2 dzy OA f Q& 902y 2YA O 5505t 2LIrSy
destination marketing under the brand KapitiCoastNZ through the destination
website and Facebook page.

WellingtonNZ marketing tends to focus on day trips to the distriexperience a
handul of key activities from the tourism offdias it is limited to promotion of
Qualmark rated businesses) and the promotion of regional trails. KapitiCoastNZ
marketing activity focuses on the range of experiences on offer from activitiggs a
events, to hospitality to accommodation

. —c DL .y,

NEW ZEALAND

WellingtonNZ.com

é 3 ] Absolutely Positively

L KapitiCoastNz AN

6Y/l 51
{ G NI (R&re(KCDC AQASK H N a |

¥y n LA G A
1Y n LA G A

/I 2FH&aG al 22N 9@Syida
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|
Community Aspirations

In order to accurately reflethe community aspirations
future priorities and the opportunities that affords the

region, this plan takes theerspectives of iwi, stakeholders,

DEFINE THE
DESTINATION ENVIRONMENTAL

STEWARDSHIP

ASPIRATIONS
SocialWellbeing

Opportunitiesthat led to a strongeand more prosperousommunity for the people
2T G KS Yn Lisharkd aspidtiagnliiwasicledr that those who live and work

AYRdAzZGNE | YR 0 NRI RSNJ Oifty Y dzy Aoiihg cSagswantio geteifefiondocalshrive [nipithe fture Thegplaced affot
consideration

Aspirations from the community were gathered througirposefulstakeholderand
communityengagemensessionsield within the Kajiti Coastcombined withsocial
pinpoint, an online community consultation toatilised by TRC Tourism. You can
read more about the results from Social Pinpoint in Appendix A.

When these aspirations were distillethere were strong commonalities shared
between thae who were consultedn order to articulate these aspirations in a

more cohesive way, this plan outlines them under the headings of the four

communitywellbeing pillarsof the Living Standards FramewoTihe aspirationgre

then expanded on to outline vdt that means for the destination, and the
opportunities that might exisbn the journey to achievinthem.

16 https://www.educationcounts.govt.nz/

YnLAGA

/21 &d
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of emphasis onvhat the community would need tmake that happen.

Increased Employment Opportunitied?lore employment opportunities across a

broad range of industriewill allowthe community to thrive The population within

0KS YnLAGA /21 ad Aa 5KabdudderfleyearsohagekK Th&R U 2
is a dstinctive lack ofesidents age@0-50, and hcreased employment opportunities
across a broader range of industri@suld provide a reason to stay, or to move back.

Iwi indicated that they would like to stem the flowafn 2 NA  Suedbuty 3 (G K S
highlighted that there was a lack imicentive or reason for them tstay, orreturn.

Family Friendlyt KS YnLIAGA /2Fad Aa asSSy Fa | 3N
families, and to retire, but theresia desire from the community to see more faiei
and activitiesbe createdcatering to teens angloung adults.

Education Providerswhilsttherearen 1 A OK2 2t & A V5 pedpl8 Y n LIA G
seeking higher educatiomightneed to leave the coast or commute into Wellington.

Tez2 ny | y 3l 2offevd adzinde bfltertiary educatiamourses andouldbe

developed to deliver strong indigenous education programmes across multiple

sectors, including tourisnThis aspiration resonates with iwi who would wettw

the opportunity for their Rangatahi tiearn the stories and histories of their people.

17
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Sensef Identity and Civic PrideThe identity is clearly distinct from others in
proximity, with itcleartobthl2 OF f & I YR @A&AA0G2NA 6KI
[ 2Fadod 2 KF{ Vilexp&ignceizhat viillkiStorssee While they are in
the district and how will they feél Currently there is a feeling ofidconnection in
the communitybetween council, community, and stakeholdeifsat needs to be
dealt wih for thisaspiration to be realised.

Community Spacesviany in the community believed that a strong social step
forward would be to provide spaces for community groups to gathkere is a
AUNBY3I NI A
that might also derive potential economic benefit would beaiiliclI&ctivewith
associatedjallery. A business hudould also provide valuencouragng government
g2NJ] SNE (2 NI Hbwing themyfostiV matsa definéd sgackzioork.

Improved ConnectivityWhile there ardinkages through to Wellington, and a few
that journey north, there is a general perception that the intercahnections on the
coast need to be improvedincreased services that would makeoving throughout
the district would be welcomed.

More EventsEEvents ag a way for the local community to come together, but also

the catalyst toattract visitors into the regionPeople in the community believe that
more could be done to attract visitors GyNBE I 6 A y3 S@Syida ol aSR
strengths: art, produce, nature trails, and history

EnvironmentalWellbeing

Aspirationghat worked to protect and preserve the natural environments in and
FNBdzyR GKS YnLRAGA /21 ald oddNBd&KFI NBR
communities and theounger generations within the communityavea particularly
strong shared desire to sem environmental ethos being fostered within ten LJA ( A
Coastfor the benefit of future generationd hese aspirations were haround
keepingvisitors and locals away frothese naturalassets butentredmore around
educating visitors and locals alike on how to engage with thethe right way, and

how to live sustainablgs an extension of this

0é

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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DEFINE THE
DESTINATION

ENVIRONMENTAL
STEWARDSHIP

Living SustainablyA shared gsiration for many washe desire to protect and

LI I OF
Coast. This could inclug®enductinglarge scalenvironmental audithrough to

educating locals and visitors around aspectseafycling and how to travel through

the destination limiting any impact they might have on natural environments

Retentionand RegenerationThere are over 500 hectares of green space along the
Y n LJA { Aith/the hutnérdls parksforestsandrivers providingstrong ecology
corridorsfor native birdpopulations andlocals and visitors alikeighlyvaluingthe

F' YR Odzf ( dzZNB o &roetiagnplé af $oac® dz3 K Acdassibilitk & thedeatdaRiganeratifghréasd Back to native foresandretaining

and protectingthese areas for future generationsre importantinitiativesto

ensuringthe environmental wellbeing of the community into the future.

Carbon NeutralityTheY n LJA G A/ 2 | & (iswérking ibwakd Ogbominga dzy O A
carbon zeralestination by 2025, and this goal fits into the overall environmental
aspiratiors expressed by viaus groups consulted.

An EceDestination:Y n LA GA / 21 &l 0 S O 2skdan fodbeirySvalli A y I
managedand committed to sustainablpractices This would include having a wide

range of highquality naturebased tourism experiences within thegien that

enables visitors and locals to engage with the naturaktssin the districin a
sastainabl& vy IRwWodldiaNdgraYideiaf opportunity for them toontribute

towardsthe conservation efforts of thandustryitself.

Utilise Marine/Shore AssetsThedevelopmentand utilisation of the Knpiti coastline
andmarinereservewere potential initiatives raise@n severaloccasionghroughout

the stakeholder and community engagement processiorkel hire, dive tours, stand
qupIélc%IS bogrc-frs and [§a§ak %Q‘%rd&%ﬂ%pﬁm need to make tleseassetamore
accessible to everyorend have moravays in which people canteract with and

enjoy then were common themege.g.,Dive School, Waka Am&cientific

researchimarine discovery centie

18



CulturalWellbeing

[ dzf GdzNF £ | ALIANI GA2y & F2 Nhdnfdhinthe LIA G A
community.¢ KSNB A& | adGdNRBy3a | yR dzyildzS
other regions to the south andorth andprovide the opportunity tacreatea point of
difference for the district.

an2NA ¢ 2dzNR alvK D EYISINR BN O/S&IVA | ot this is
also a chapter of a larger regional story that could and should beTblg ability for
visitors and locals to engage with mana whenua and hear the storiethldght
way by the right people is a shared aspiration among many in the coityn As an
economic enabler, tourism is an industry that iwi would like to explordetermine
what the opportunities are, and the benefits associated with them.

Storytelling: Iwi have articulated the aspiration to identifiye stories they want to

build commercial entities around, and those that might be used to market the district
as a destination. These entities would assigirovidingemployment opportunities

to bring iwiY S Y 6 $honke.Q

Reenergisand Connect WhanauA large aspiration from locaki is to have
FILOAfAGASAT 2LISNI G2N&BR 2N gl yI y3al
who whakapapa back to the district connect with people and plasenentioned,
driving employment is a strong motivator, but it is also about reenergising the local
GKI ylFdzz KFELIM YR AgA (2 NBO2yySOi
from.

Build CapacityResourcin@gencies antbusinesses to assist liuilding the capability
2F an2NA ¢A0KARY 2 NK StauGdy ¥dand siody deh, but need
help to build the capabilityo turn these assets into a commercial entity that can
derive financial independence amsdistainable employment into the future

Cultural Infrastructure:Wayfinding and having cultural infrastructure to mark the
entrance into the region botfrom the north andsouth Iwi in the region have a

strong art identity and having these assets to welcome and farewell people, while
also heping them to navigate their way around the district would be of benefit both
F2NJ t20rfa YR QGAAAG2NAE (2 GKS YnLRAGA

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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DEFINE THE

DESTINATION ENVIRONMENTAL
STEWARDSHIP
EconomidVellbeing @ @

/ 2 Pravidingse$playmestandid dirgprBriunity wealthwould derive economic
& (i 2 NBendfitkdr ryfanyQnlithjn thie dogfirhunitiMéaisy ofYhodedbn$ulteddsgiréddoiia 6 A G K

vibrarcy to the district with a diverse offering of boutique stores, eateried a
entertainment precincts that would attract younger professionals and fasitb the
atG2NE G2 GSf

Encourage New Businesdgth a Diverse OfferingWhile construction, healthcare

and services, box store retail and hospitality were strong contributors to the
SO2y2Yeé GAGKAY (KS Yn LIAramthe/c@mmeanity seé K S NB
more businesses offering a more diverse range of services and products. In
particular, the need fomore diverse dining option§ Y K y OS Y Sy (i -tinge¥
S O 2 y 2aMbeuEique retail open on weekends warentioned.

0K :

Attract and SupportStart-Ups: The need to incentivise SMiEart-upsto begin

operationin the region was highlighted by several stakeholder groupstential

methodsto improve thelikelihoodof thisincludedimprovingthe provision ofkey
informationvia relevant, accurat datg affordable access to business mentoring and

V&' RP) I LIk GRINY X Okl K
notedduringa SUS NI f 2F UKS&S RAA&Odzis8ignificdrd 0 KI U
business expertise and acumamongstthe community, with many retireclemt

refjd gesidpisdhaving Rl Sry suqcepsiul carRess AN KbyEINesy Wagds O 2 v §
Economic Benefit Derivetfom Land, Histories and Storie$here is huge potential
GAGKAY GKS YnLRAGA /2FradG (G2 Ayoeud&l &S
utilisingthe natural assetandhistoriesof the region, along with thetories that
connect the two. There is a need to build tkeowledge andapabiity of local
entrepreneurs who are interested in pursuing commeraigtivitiesof thisnature,
relative to thesuite ofoptions already available in the region.

0 KS

[ 2F&adGo
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Diverse IndustriesDevelop opportunities to attract industries that are not currently

2LISNF GAYy3 SAGKAY GKS YnLIAGA /2Fadz
a great place to live, with facilities for people with young families, and would be
attractive given its proximity to Wellingtorfor smaller industries andtart-upsto
come to the district.

Leverage the Wellington Opportunity Betteki/ellingtonians account for near0%
2F OdzNNBy ( @ hvas widedy KeH thal, &hilevhavirdy \iellidytoriyci
nearby represented a considerable opportunity in terms pbgential visitor source,
0KS YnLRAIGA
inconsistent manner A wellconsidered, strategic, definitive and collaborative
approachwould improve the information available to potential visitors within the
Wellington area, teaching them both whathMLJA G A K| & {2
maximise their time thereTe Uruhid Y n LJA ( A, ofzé dbrBpiete®@inomi@022
will help to sd the stories within the districtprovide a location for visitors to head

to in order to discover what there is to do within the district and to provide relevant

and up to date information with regards teavelling through the district and

NE 3 FBeifig répeesehtedid veryhidigmerged &hal & A (

2FTFSNIZ

DEFINE THE
DESTINATION

ENVIRONMENTAL
STEWARDSHIP

2 i A RSN NEIPN: yr kzamdrtadeo cks voL

Through consultation with the communitg,range of words were used over and
over by a variety of community groups consulted. These identifieduture
FALIANI GAZ2Y F2N (K S toYestinitionimanageinent] This wad
then tested with community groups throughout the feedbagssion. This share
vision is:

Al

A thriving coastalcommunity that lives, works
and plays sustainably, collaboratively striking

balance between business and the
environment.

maximising tle opportunity for visitors to stay longer and spend more while they are

there.

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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Positioning the Region

To do this,tiis important to firsdefineits identity. What
characteristics and elements are unique to this distaiat
YIS 0KS YnLAGA /2Fad GKS

A particular challenge for n Liithiafit isvery muchthe sum of its partswith the
regionmade up ofseveralcharacterfulvillages dotted along the cogstachwith
their own essenceand vibe This challengbas the potential tde turned into an
advantage however, adl of theseindividual offeringgombineand interactto form
aunique point of difference Add to this tke distinct geographgnd natural assets
that the region enjoysthe favourable climaten offer, the cultural connection and
history the region hathe abilityto share,andthe creativepeople who live there,
andyou can start to appreciate thdistinct and unique sense of place that is the
YnLAGA /21ado

With the addition of Te Uruhi in mi@022, it will provide a physicatory telling place

R ogistiay) e

MARKETING & EXPERIENCE &
PROMOTION PRODUCT
(Awareness) DEVELOPMENT

CAPABILITY &
DEVELOPMENT

With this in mind focus should benade onimproving both the clarity in which

visitor informationand the ease of interconnectedness (both by experience type, and
een Rach \S,hage Rreaente%n(épromoted Teachingboth

potential andrealised visitors K 209y I LJA imprevingih@ information available
AdzNNR dzy RAYy 3 G KS W ahdimproving theipnéydindiSgabilitytp R WK 2
maximise theiKnpiti experience

POSITIONINGYAMID

Compelling destinations allow visitors to engage with the local people within the

natural environment and hear the stories that connectthe tWop LJA G A  KIF & | O
many natural assets that provide motivation for visitors to visit. The Colmar Brunton
demand work points strongly towards these natural assets increasing the appeal for

the destination for visitors.

Ascertaining the hero experiences that can drive the awareness and appeal of the

f2NJ GKS YnLIAGA &G2NEB FyR LINPOARS AyF2NNIR RWQQ?M@@P”"W'QQBC"G@‘W'é“RH?rlzt*ﬂFﬁ‘es’x"';h%ipszteu”k”§ theassh A 2 y ¢

engage with aspects tie story that resonate with them the modt will assist in
O2yySOGAY3 GAaAAG2NA G2 YnLAGA G6AGK
who tell them.

HOW TCPOSITION ' t L ¢ L

While Kapiti is largely seen in a positive light, there is a laalvafeness as tahat
(outside of a visit to #piti Island)a visit to the area wouléntail. As mentioned
above thisproblem is exaggerated hifie geographicdy dispersedature of the
district, with a lack ofinformation available tgotential visitorssurroundingwhat
eachdistinct village can offecombining withan unclear pattof connectedness
betweeneachcentre.

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u

positioningfor the Y n LJA i AWhilst2hlesg érereas of sength, there is also a

(K & 9rga e sl oM for Wine Wk 8@ Y (RS BASARRoLar YRS oW

whicha stronger,more definedresilient,and cdesive tourisnpostioning can be
created.

From this positioning, development areas, requirements for growthsmborting
infrastructure and amenities can be identified. This divensityvides theadditional
benefito @ | G2ARAY3I GKS wS33a Ay 2yS ol aisSic
on only one major strengthallowing one or the other to be dialled up or down

depending on future evenfgircumstanceor audience
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Hero Experiences

Hero experiences are, oafie the potential to be, world class iconic
experiences that provide strong competitive advantage for
destinations and focus on truly unique, memorable and engaging
offerings that meet the needs of new and existing target markets.
Through consultation ancesearch completed in the development of
GKAA LXIFTYyS GKNBS KSNR AYl 3&6the ¢
YIEGdzNF € SY@ANRYYSYyGE YnLRAGA L

ax

The natural landscapes of Aotearoa have always been a major
motivator for visitors, and th€olmar Brunton research has
determined that activities that take place within the natural
environment dramatically increase the appeal of the destination. The
depth and breadth of access available for visitors and locals to enga
with the environment presnts a range of opportunities for paid
experiences throughout the region.

YnLAGA LatlryR ¢l & ARSYGAFASR @
only iconic paid experience currently available. As an experience it
articulates many of the values and attrilmst that make the region
unique and allow visitors to gain an insight into the diverse and fragil
ecological environments along the coast. It also provides an additior
layer of uniqueness as it is a predator free paradise that can only be
accessed by appved tour operators who provide bisecurity
measures before accessing the island itself.

The 40kms of stunning curved coastline and tranquil beaches provid
strong compelling reason for people to visit the destination. The

opportunity to walk along théeach, enjoying the sunshine, the clean
air, the solitude and the stunning beauty of the coastline looking out
G26FNR YnLAGA LatryR akK2ga (KS

YnLIAGA /2Fad 5Sadayuyizezay al ylF3SySyi
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Figure 6.

Positioning Pyramid

HERO EXPERIENCES:
The natural environment, KapitiIsland and coast.

SUPPORTING THEMES
r and horse riding, outdoor activities, heritage
and history, arts and culture, and M3ori experiences.

ACCOMMODATION, ATTRACTIONS, HOSPITALITY, RETAIL, EVENTS& CONFERENCES
Develop more accommodation options, attractions and experiences which leverage
hero and supporting themes.

SUPPORTING INFRASTRUCTURE, AMENITIES/SERVICES, POLICIES/REGULATION
Establish Te Uruhi as a core enabler for the industry and destination, leverage PP20 and TG, improve
connectivity and wayfinding, improve sector capability.

LRGSyidArt 2F (KAa AO02yA0 KSNRO®
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@ | 4
OiO jq H
Cycling, walking anttorseriding.

TARGET SEGMENTS: Explore Nature, Relaxation and Wellbeing

There is an excellent and weflaintained network of trails for walkers, cyclists and

horse enthusiasts that are suitable for all ages and fitness levels. They provide the
opportunity for visitors to engage with the natural assets in and arounddben
andA Y ONB I &S 2ySQa 26y LIKeaAOlt gStfoSAy-:
supporting theme is there, visitors are unable to engage with locals, and hear the
stories along the way. This could be done through a fully guided experience on these
tracks, or through virtual or physical interpretation panels that bring these unique
aspects to life.

Experiencing the region on foot, cycle or horse allows people to travel at their own
time and build lasting memories with the natural environments. Theaeks have the
ability to boost the community benefits across all four of the wellbeing pillars,
especially if new or existing operators within these areas offer purpose brand
elements to their offering, visitors then have the opportunity to give backvers

real and authentic way.

¢CKS YnLAGA /2Fad KlFra | f2y3 Ay@2ft @SYSy
offerings. There are even accommodation providers that have stables and barns
suitable for people to holiday alongith their horse and dog. This allows visitors to
engage physically with the equestrian culture and heritage of the area, and offer a
unique way for visitors to engage with the destination.
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Nature activities Heritage and history

TARGET SEGMENTS: Explore Nature, Wine giob®cenery, Relaxation and TARGET SEGMENTS: Knowledge Seeking

Wellbeing CNRY G(GKS Sa0l LI RS&a 2F ¢S wlhdzlJ N} KI | yR
CKSNB A4 y2 RSyeAy3I GKFG YnLAdGA Latl yR TR Baodansayeush o thiy3 Yaings statioped in flarggjon quing WWilg g
2FFSNAYIS FYyR GKS YIAYy F20dsa 6KSy Al oFWes UheS Sy idgagndrYed | GazNNEsY Ut Y Flphdad 202!
offer. There are, however, many additiogali NA y 34 G2 YnL}A GAQa yRgadaNGnatigehgriage 5igry that shauld be shared and celebrated more widely.
diverse range of offerings and ease of access to these offerings being particularly Importantly, the telling of these storgeprovides the opportunity for both the

strongd dzOK & b3In. alydz wSaSNIS community and visitors to learn, acknowledge and appreciate what actions and
SpSyia KI@FS YIRS YnLAGAZ YnLAGAZT GKSGK!
an2NAZ 2N 2F 020Kky SA(KSowhalso hasti@pofeyitalO i A
to answer several more of the community aspirations identified, including re

energising and reonnecting whanau, providing a source of renewed sense of identity
and civic pride, the development and inclusion of cultural infrattire, and the
development of new tourism experiences, along with the economic and social

benefits that these bring with them.

Harnessing this strong point for the region will however require a more strategic
approach than peviously applied. With many natufecused activities being free to
access, care must be taken that the economic potential of these assets is captured,
while of course ensuring that a sustainable and environmentally responsible approach
is always takenOpportunities therefore lie not only in promoting the existing natural
assets more optimally, but also developing new ways in which visitors can access,
experience and positively contribute to these assets. This could include

improvements to the surroundg infrastructure, the development of new tourism Care must be taken here however, that these heritage stories and associated
products, and the establishment of relevant supporting services. experiences are delivered in a manner which apptathe available target audience

like Southward Car Museuln ¢ KS &dz2o 2S00 2F (KS&S SEL
FlLaKA2YSRU 06& GKSANI OSNEB yI (GdNBX odzi
interpreted, or experienced must be. The data showed that altimaiings segment is
important to the local community, it is attractive as a proposition to a certain extent,

but it is not a large market.

Leveraged and buibn successfully, the natural assets also have a real ability to
deliver results throughout all four of the community \ading pillars. The

environmental wellbeing being the be most obvious, with the potential for visitors

and locals alike to help protect the very natural assets they are there to enjoy through
initiatives like citizen science and other tangible regeneeatourism practices.

Placing importance on enhancing nature and greenspace provides additional social
0SySTAGa (2 GKS NBIA2yQa O2YYdzyiAide FyR OFy |fa2 LINRPPARS 2LILRNIdzyAdGASa G2 RS@S
unique cultural experiences and infrastructure, with the opportunityrterpret the

Y2dzyillAyads NAGSNAR | yR a4SF GKNRBdzZAK | dzyAljdzS an2NAR Odz GdNTF £ f Sy a
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Arts and culture Accommodation, attractions, hospitality, retail, events and ferences
TARGET MARKETS: Knowledge Seeking There is a desire among various community groups to see the number of

. . . accommodation providers increasing throughout the coast. There was an identified
Home to over 130 artists across a multitude of mediums, aedibst of the we need for a miehigh range accommodation to add to the offerings already availabl
Sa(l 0t AAKSR I yR ad008aaTdd WYn LIA4nbwnl NI a o8 (952 Midhigh fange acgommodaion 0 YR TR 0% §?VY%N%|-R
regionally for its thriving art scene and increasehe number of beds available. While there are a number of great
¢ y ¢ ' restaurants throughout the coast, the need for more of them, ease of finding them
Strongly connected with both of the other tourism pillars identified, Arts & Culture as  and opening hours that reflect visitor movements into the region was identified.

a pillar of strenth has the ability to really bring the regions natural, cultural and .
.p . h . y Y i g g . . o There are a number of eventisat are already well attended by locals and visitors to
historical assets to life through both creative interpretations and via specific events.

. . . A .o . the regign,.but there is scope, tg increase the number,_and patentially braaden th
CSAY3 LINBR2ZYAYIYGte K2daSR Ayaded®s NI 5P CRAEES S fp%% '%*TEH}% ' TPﬁPué iplly proade ihe ¢

. - . market scope with new events which support the positioning. Given the number of
experiencefor visitors to the region. . . . .

community members who are artists their own right, more performance venues

While undoubtedly strong, the watebut for this tourism pillar is to ensure that the were identified as a need for the community and would help to build the vibrant
artistic offering is given the opportunity to be enhanced dramatically by the viewer community people are looking for.
physically visiting the artist or gallery. The strgnigere are the characters, stories
and interpretations behind the art, optimising the introduction and intersection of
these with the art lover/potential visitor and ensuring the offering is more than just a
passive experience is the key to success wihiourism context. The data showed
that although this segment is important to the local community, it is attractive as a
proposition to a certain extent, but it is not a large market.

There is a clear need for more experiences throughout the coaptatally those that
leverage the hero experiences identified, or fall into the supporting themes that help
G2 LRairxdArAz2y GKS YnLRAGA /2Faldd ¢KSAS gAf
of the plan.
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EXPERIENCE OPPORTUNITIES

¢ KS Yn LR { lot td offer I&céls aidd: visitors to the district, but at
present, there are a limited number of paid experiences currently availabl
within the district that allow visitors to engage with the natural environme
understand what makes the district uniquend to hear stories from locals.
Through the consultation process, a range of opportunities were identifiec -
that could enable better access for visitors to engage with the people anc
place and hear the stories that connect the two.

an2NR {2 dzNbiligy ¥or visitorR and I&cSls tb engage with the storie
and histories of mana whenua in the region was a shared aspiration for
2F (K2&a$8 O2yadzZ 6GSRd LYy FRRAGAZ2Y
opportunity pillar within the district, the potentigbr this sector is so broad,
that it should be considered across all positioning pillars, and identified
opportunities showcased below.

YnLIAGA /21 &G 5SadAayduyizezay al yIF3SySyid tfly up 27
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KAPITI COAST VISITEXPERIENCE OPPORTUNITIES

WAYFINDING AND
INTERPRETATION SIGNAGE
Build points of entry and exit into the
region that help to create a sense of
place. Use interpretive signage or
develop place based story telling
assets throughout the region that give
: insight to the story, and provide
MAORITOURISM potential tour options.
Throughout the coast there are
distinct opportunities for Maori to add
value to the Kapiti Coast visitor
experience, derive economic benefit
for whanau, hapt and iwi, and at the
same time achieving aspirations they
have for people and place.

NATURE TOURISM

Opportunity to build experiences
around existing natural assets, and
derive economic benefit from them.
Maori tourism operators would provide
a unique element of storytelling,
breathing life into these assets in a
strong cultural way.

HERITAGE TOURS

The Kapiti Coast has a rich and
colourful past, and publicly accessible
sites that played significant roles in the
cultural, economic and social growth of
Aotearoa New Zealand.

RELAXATION AND WELLBEING
Explore and develop experiences that
help people to unplug and reconnect
with nature and themselves. Being in
close proximity to Wellington, these
will be sought after experiences from
that market.

ARTS AND CULTURAL
TOURISM

There is a large arts and culture sector
along the coast. There is potential for
arts trails, workshops and education
programmes, and galleries with public
spaces to add to the districts
positioning. Ability to provide cross
sector collaboration.

TRANSPORT AND
CONNECTIVITY

With the expressway, the old SH1 could
be used as a scenic route, if the airport
can be kept then there is the potential
to be more accessible to other
markets — top of the south as an
example.

CYCLEWAY, WALKWAY AND
BRIDALWAY

Provides the potential for guided tours,
cycle or equipment hire, and the
development of interpretive signage to
tell the story that aligns to the journey
they are taking. Potential for horse and
Mountain Bike tracks developed.

ONWATER TOURISM

The marine reserve is an under-utlised
asset within the coast that could be
used for experiences. There are many
rivers in the coast that could also
provide tour experience options. Waka
ama and waka hourua options are also
a potential.
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CHALLENGH® SUCCESS

Transitioning to the aspired future s&for the district, a range of challenges
wereidentified. As is the case with many challengegh time and resources,

they can be turned into an oppamity that could deliver a range of benefits

to the district.

Lack of QualityPaid Experiences

There is a distinct lack of product in the region. While there are many places
to go and things to dthat are unpaid, there should ke focus on developing
paid experiences throughout the coast to support the community aspirations
for employment and economic benefit. These experiences shoutflibkty
experiencathat provide visitors with a level of sisrance with regards to the
experience they are paying for.

Accommodation

The lack of accommodatiomas identified as aignificant barrier to success
for the destination as well as theange available. Many during consultation
highlighted the need fohighr-end accommodation in the districtAlong with
new development, the existing accommodation stocgasceived asged,

with additional investment required to ensugequality accommodation
experience is maintained.

b2 S5AAGAYOG YnLIAGA {G2NE

Y n Lakdiisia proposition anstory of its own to tell. This story can assist in
positioning the region as a destination, provide a tone of voice for how the
destination is marketed, and provideconsistent message thatdividual
operatorscanlink ther own marketing effortgo.

YnLIAGA /2Fad 5SadAayuyizecay al y+F3ISySyd ttly u
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Cellular Connectivity

Visitorsinsist on having consistent and stroognnections, and it was
identified through consultation that there are gaps on the coast where
connectivity is an issue

Community Connections

Understaring collaborative advantage over competitive advantage would be
of benefitfor the industry, and the building of crosectorrelationships and
packaging.

Public Transport Gaps

There are rail issues on the weekends antidays where trains are replaced
by buses and the trip is longer than anticipatétiere area fewintra-
township bus links or connections to experiences throughout the district.
There are also no transport options to the start of walking or cyclindc$rac
wS3dzZA F NJ aSNIBAOSaE (2 nidl A
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Target Markets

THE IDEAL VISITOR
In contrast, the type of domestic visitors that are foredagtTourism New Zealand
Recent research has found that in the short term (over the next 12 month®jpi72 G2 GAarld GKS YnLAGA /21 ad LINBFSNI I OGA DA

New Zealanders intend to take a domestic holiday and that there is an increasing galleries, dolphin/whale viewing and attending food and wine evéhts.

desire for we&end/short stay breaks. ] ) ) o
PreCOVID, Australians were predicted to continue to compfdbe majority of

Tourism New Zealand scenario modelling shows that domestic tourism demand will  jnternational vsitors, followed by those from the UK. China were fifth but forecast

continue to bemore than98%of pre-COVIBLY levels for the next two years and to overtake Germany and the US to become the third largest source of visitors to
rising to over 1106in 2023. Based on the assumption tizter the border with GKS YnpLIAGA /21ai PAGKAY (KS ySEG FTAgS @

Australia operdin April 2021, the models show a recovery to%80f pre-COVID
levels by the end of 2021, while if the borders to the rest of the world open in
January 2022, a recovery to ¥&f pre-COVID demand is not forecast until the end

Though notechnicallyvish 1 2 NE > (GKS YnLIAGA NBEIA2YyQa NE
not be forgotten. Irfact, in many waythe locals can prove to be the most

of 202317 important consumer of tourism products and experiences. For they, have the

potential toprovide alongterm, repettive and consistent customdrase. They are
The New Zealand Visitor Activity Forecast presents a leteger view and was alsofar more likely toutilise these products both offeak and midwveek helping to
developed in early 2019, before the COMMsituation unfolded globally. As such, it smooth out seasonality issues. Finalsidentscanbecome powerful ambassadors
does notconsiderthe latest pandemic adjusted trends and so must be interpreted for local tourism products, providing invaluable westimouth recommendations
with caution. For that reason, here we provide a highel overview of trends only for both visiting friends and relatives, and to the widerget audience.

rather than basing an analysis on the predicted numbers.

Ly FdzidzNBx GKS (G28LIS 2F AYUSNYylLGAz2ylf @GAaArG2NR (G2 GKS YnLWAGA /2Fad FNBE LINBRAOI
those who enjoy engaging in adtigs such as going on day walks, seeing native
birds, visiting museums and art galleries, and exploring a national park.

17 Tourism New Zealand Scenario Models (Dec 2020) 19New Zealand Visitor Activity Forecaste$trinfo)
8Domestic Travel Quarterly (Sepct 2020) KANTAR
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F2NJ GKS YnLIAGA /21 ad

SEGMENT/ DESCRIPTION EXPERIENCE DRIVERS RELEVANT TQ ¢ L DEMOGRAPHICS
DOMESTIC
Explore Nature exploring the outdoors asawayto Yn LA GA Latl yRx ¢ K S _ ¢ I NJ NIzl  Active Boomers and Independent Professionals
relax 2 f1AYIAKKALTAYAS 0@ 0fS NI At (couples, no kids)
Wine, Food and Scenegyndulge or reward Local foodlocal markets Couples, no kids, 65+
themselves with friends or visiting énds Arts/ cultural events
Craft Breweriestasting rooms
Knowledge seeking Yn LA GA § Ngh MahlR Mus@uomyart galleries, Couples no kids

SEKAOAGAZ2YyAaSY LINJA& FyR 3 NI
musicperformance, special events

Predominantly 65+
Some younger families

Relaxation and wellbeingJnplugged Wellingtonians + A & A G Ay 3

0SI OKSaszx FT2NBad o1

Active Boomers and Independent Professionals

getting out of the city for a chance to relax ONBGSNASasS 062dziAljdzS &K2 LIy (couples, no kids)
Sports and EventsWatching/participating in {LER2NIAY3IsS FNIa I yR OdziuindzNJ t Active Boomers and Independent Professionals
sport/cultural event with friends and family Paraparaumu Beach Golf Club (couples, no kids)
Families for sporting trips
Family Furg bond with family YnLAGA OdzNNByidte €1 014a &2y Couples 354 with school age kids or younger

for kids over the age of 10, but de&ave secondary
experiencesd S+ OKX LJ NJ ax Oe& Ofsdashi
pads, train and tram

Friends and Familygoing to visit friends and family =~ Walking, foodgardens, beach, arts and culture, events
(including students) Yn LA G A

LAaflyR> b3l al ydz

45+

Small business events {2YS6KSNB dzyAljdzSk RAFFSNBYI
Fun group team building activities

Corporatesgovernment and leadership teams

Local Residents All

All, but skewtowards older age brackets to align
with general population of the region.

INTERNATIONAL

International Leisure travellers YnLAGA
Proximity to Wellington and beaches
MTB trips¢ Ranges to Sea
I Al AYy3Z

b3n

LAt yR ¢2d2NE&

al ydz

Free and Independeritavellers
Aust/UK/Europe/US

International VFR Visiting friends and family
Coming for an everdt specific time®f the year

Free and Independent Travellers mainly from
Australia
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