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ED/05/05 
Mayor and Councillors 
COUNCIL 

7 MARCH 2013 

Meeting Status: Public 

Purpose of Report: For Decision 

DESTINATION MARKETING BRAND FOR KĀPITI  

PURPOSE OF REPORT 

1 The purpose of this report is to seek Council’s endorsement of the proposed 
destination marketing brand for Kāpiti.  

SIGNIFICANCE OF DECISION 

2 This report does not trigger the Council’s Significance Policy. 

BACKGROUND 

3 During 2011/12 a review of Council’s economic development activities was 
undertaken which resulted changes to the way in which it delivers economic 
development services.  

4 Rather than continue to fund Nature Coast Enterprise to carry out tourism 
activities on Council’s behalf, Council decided to contract out these services. As 
part of this process, it was identified that a new tourism destination marketing 
brand was needed. The Kāpiti tourism sector no longer has a destination 
marketing brand which it can use to identify Kāpiti as a unique destination and 
attract more visitors to the district.  

5 Following a contestable process in September 2012, a team headed by a local 
company, Eden Design, was contracted to deliver a new destination marketing 
brand. The key objective was to develop a brand that would help businesses to 
attract more visitors to Kāpiti.  Also important was recognisable connection 
between the Council logo and entrance signage and the destination marketing 
brand. 

CONSIDERATIONS 

Issues 

Destination marketing brands  

6 A destination marketing brand needs to speak to what visitors see as attractive 
about a destination rather than what residents may think about it. It needs to be 
an appealing and distinctive visitor focused brand for Kāpiti which conveys a 
powerful message about the District and motivates an increase in visitors overall.  

7 A destination marketing brand is not just the core logo. It also comprises the 
colours of the logo, the language which can be used in association with it and 
the context in which it can be used.  



SP-13-784 

 Page 2 of 5 

8 Given the potential for regional governance reorganisation in the future, ensuring 
that the visitor sector has a destination marketing brand which it can use to 
identify Kāpiti as a unique destination and attract more visitors to the district 
becomes even more important.  

Developing the proposed brand  

9 In developing the destination marketing brand, Eden Design was asked to: 

a) Undertake relevant research on the essential nature and characteristics of 
Kāpiti as a destination and what motivates visitors to come to the area 
including consideration of: 

 The district’s assets and features, perceived competencies, future 
directions and aspirations and emotional attachments.  This includes 
symbols and key images associated with the district, concepts, ideas, 
events and people associated with Kāpiti and what we have that no 
one else does.   This included consideration of: 

o the welcome signage erected at either end of the district and at 
Kāpiti Coast Airport in 2011;   

o the imagery used in current rebranding work being undertaken 
by the Council; 

o the District-wide views expressed by the local communities in 
the Community Outcomes; 

o the Council’s Strategy for Supporting Economic Development; 

o the 2011 document ‘Envisioning an Economic Future for Kāpiti 
2031’; 

o the Council’s Strategy for Supporting the Arts;  

o the existing and likely future origin of visitors to the district; 

o the proximity to Wellington and the implementation of direct 
daily flights to and from Auckland from Kāpiti Coast Airport; 

o the key features and attractions in the district, particularly 
Kāpiti Island; 

 what positive images visitors and tourism industry partners  have of 
the district; 

 what value (physical and emotional) visitors get from the district and 
why they would come back;  

 which destinations compete directly with Kāpiti and what would 
motivate visitors to choose Kāpiti over them. 

b) Use this research as the foundation for the development of brand ideas that 
demonstrate a unique identity and ownable footprint for the Kāpiti story.   

10 The process used to develop the brand included: 

 a research stage - gathering relevant baseline statistics and information and 
research into visitor motivation and behaviour via interviewing a random 
selection of visitors and carrying out an on-line survey of visitors; 

 a workshop with key local stakeholders to distil key ideas for the brand 
foundation.  
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 This information was then used to develop a proposed brand (see Appendix 
1 for the proposed brand). 

The proposed brand  

11 Key elements to note about the proposed brand include: 

 the use of Kāpiti in the name as the distinctive identifier; 

 the use of a natural colour palette: green, blue and a warm colour to contrast 
the cool green and blue; 

 the use of an innovative design element (for use in the logo and potentially in 
photography and typography) that provides a subtle reference to a boundary 
or line or space between things. This boundary, space or line does not need 
to be symmetrical; 

 the brand is intended to convey the sense that Kapiti is “an easy escape to 
feel refreshed and enjoy amazing nature, new tastes and intriguing heritage”. 
This includes these types of themes “amazing nature, refreshed, 
authentic/real, undiscovered, sheltered coastline and beaches and easy 
escape”;  

 the logo does not include a strapline as straplines are no longer considered 
best practice;  

 the logo is intended to give a sense of: escape, relaxation to breathe and 
enjoy Kāpiti – “a place where lines, layers, and links define the boundary (the 
space between)….land and sea, flat land and hillsides, one side of the tracks 
and another, past and present, city and country, Kāpiti Island and the 
Tararua Ranges, and even the South Island and the North Island”;  

 it is important that there is a recognisable connection between the Council 
logo and entrance signage and the destination marketing brand. Council staff 
have worked closely with Eden Design to ensure that linkage is established. 
The idea of the sweeping landscapes of Kāpiti and the connection between 
these landscapes, link both the proposed logo and the entrance signage. 
Kāpiti is a place of geographic layers and sweeping hills. This idea of 
sweeping and connecting hills has been brought through into the ‘k’ symbol 
representing a sweeping green hill or island; 

 the proposed logo will be usable in a wide variety of marketing media. It is 
purposely designed so that tourism operators can easily add it to their 
existing material, for example, adding it to websites and brochures; and 

 the proposed logo may also be usable outside the tourism sector, for 
example, by the food sector, as an umbrella brand.  

12 Eden Design has tested the proposed brand with a number of the key 
stakeholders previously consulted in the development of the proposed brand and 
the response has been positive.  

Next steps 

13 If the Council endorses the brand, Eden Design is contracted to do further work 
to develop guidelines for its use. The guidelines will define the brand positioning, 
and themes, language, use of the logo and recommendations on photography, 
and positioning.  This will cover a range of digital and print media including 
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design examples for the web, brochures, direct mail, advertorial and 
advertisements.   

14 The brand, once finalised, will be owned by the Council and will made available 
to all tourism operators who might want to use it provided they comply with the 
guidelines for using it. The guidelines will be developed to a sufficient stage that 
they can be used by tourism operators without the need for additional design 
work or costs being incurred in relation to the use of the brand logo. 

15 In order to maintain the quality of the brand and to have some control over how 
and by whom the brand is used, Council may need to trademark the logo. 
Further work is being done on how this can be achieved.  

16 Considerable work will need to be put into launching the brand and encouraging 
local operators to use it. The Kāpiti Company Ltd will be responsible for this 
marketing and implementation phase.  

Financial Considerations 

17 There are no financial issues. This project is covered by existing budgets.  

Legal Considerations 

18 There are no legal considerations.  

Delegation 

19 The Council has the authority to approve this project.  

Consultation 

20 Eden Design has consulted with a range of key stakeholders as they have 
developed the proposed brand.  

Policy Implications 

21 The development of a destination marketing brand is important for the successful 
implementation of the tourism section of the Strategy for Supporting Economic 
Development. There are no further policy implications.  

Tāngata Whenua Considerations 

22 Iwi were invited to be part of the preparation of the destination marketing brand.  

Publicity Considerations 

23 A communications plan will be required to launch and promote use of the 
proposed brand. Care will be needed to explain and position the brand’s purpose 
for destination marketing.   

 

RECOMMENDATIONS 

 
24 That the Council endorses the proposed tourism destination marketing and 

promotion brand for Kāpiti (including the logo and associated brand attributes) as 
attached in Appendix 1 to SP-13-784.  
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Report prepared by: Approved for submission by: 
  

Philippa Richardson Gael Ferguson 

Strategic Projects Manager  Group Manager Strategy and 
Partnerships  

 

ATTACHMENTS: 

Appendix 1: Kāpiti Destination Marketing Preliminary Logo  
 
 


