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Destination Wairarapa 

October 2014 

General Manager’s Report 
 

 

More Visitors, Staying Longer & Spending More 

Overview 

Visitor Arrivals 
Wairarapa continues to outperform all feeder centres along SH2; Wellington, Hawkes 
Bay and Taupo. 
 
In the Wairarapa July and August have show some decline in arrivals and nights 
compared to last year but this decline is still at positive levels compared to the set. 
 
 

 
 
 
Visitor Spend 
This data measures indexed spend growth against the average month in 2008 and 
monthly transaction volumes. 
 
Domestic Level of Spending 

 All domestic markets continue to perform well for the Wairarapa. Only Auckland 
has started come back a bit in recent months in terms of spending levels but they 
are still performing well above the index. 
 

Commercial Accommodation Monitor
Statistics New Zealand 12 Months Ending August 2013 v 2014

Wairarapa

Greater 

Wellington

Hawkes 

Bay Taupo National

Guest Arrivals

2014 110,229 1,099,512 443,100 533,806 16,898,044

2013 109,861 1,186,776 443,796 561,652 16,508,515

Variance 0.3% -7.9% -0.2% -5.2% 2.3%

Guest Nights

2014 206,611 2,387,200 946,264 965,285 33,876,803

2013 199,307 2,433,157 956,893 963,653 32,283,162

Variance 3.5% -1.9% -1.1% 0.2% 4.7%

Occupancy

2014 22.3% 58.4% 33.0% 36.9% 38.8%

2013 21.9% 59.5% 32.1% 36.3% 37.2%

Variance 0.4 -1.1 0.9 0.6 1.6

Length of Stay

2014 1.87 2.17 2.14 1.81 2.00

2013 1.81 2.05 2.16 1.72 1.96

Note: Greater Wellington excludes Wellington City
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Domestic Volume of Transactions 

 July and September were record months for transaction volumes but only July 
was able to produce record levels of spend. August and September were 10 and 
20 points respectively off record levels. 
 

 
 
International Level of Spending 

 Ten of the past 12 months have produced record international transaction levels 
o This in contrast to the spend levels where only Australia has hit any new 

benchmarks (four) in the past 12 months. 
o This highlights the importance of the Tourism 2025 initiative to grow 

visitor spend over visitor volumes. 
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Winning Conferences 

Meetings 

Destination Wairarapa attended Meetings in Auckland from 18-19 June. A lead 

generated from that trade show for a 30 guest night conference, visit to Vintage Aviator 

and a vineyard confirmed for March 2015. 

 

Submitted a proposal to a medical conference for 200 guest nights in Sep-Nov 2015. 

 

Won the Architectural Designers New Zealand conference for November 2014. 30 guest 

nights, dinner and a lunch at a vineyard. 

 

 

Established Products and Markets 

Classic New Zealand Wine Trail (CNZWT) & Australia 
Assisted with biking collateral to be used by Positively Wellington at the  
Sydney GO Bike Expo. 
  
 
Trade 
There have been major trade famils organized by Tourism NZ during his period – we’ve 
hosted 3 groups in conjunction with operators; Canadians, Australians and Americans.  
 
Sara represented the region and fronted our section for trade training at a Mega Training 
day for Australian Trade in Auckland – this was a big event with over 200 people trained 
and we worked very closely with Positively Wellington Tourism. Sara did a great job and 
we were helped out by Dan Roxburgh from Tui HQ. 
 
Domestic Marketing   
Platinum Partners marketing forum met again: we’ve used this forum to scope a number 
of ideas and future opportunities including our overall presence in the DOMPOST Wings 
tabloid due out pre Xmas.  
 
Sara attended a Wines from Martinborough tasting event in Wellington, providing detail 
on events coming up plus wine maps etc. 
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Work continued on the 2015 Visitor Guide/Wine map which is now completed and 
100,000 copies being distributed. 
 
We attended and contributed to the Wairarapa Balloon Festival review meeting and then 
continued discussions to develop the event a marketing plan. 
 
Campaign work has supported The Wild Challenge, The Garden Tour, Labour weekend 
Huia Festival and Toast Martinborough - just some examples.  
 
Sara organized and led sales calls to some key North Island i-SITE Visitor Centres in 
conjunction with some Platinum Partners. 
 
Destination Wairarapa has lead the way with the development of Huri Huri Wairarapa’s 
Bike Festival. A cycling event built around the success we had with Jorge Sandoval in 
pitching for the Trust House Women’s Tour of New Zealand. 
 
Online/Social: 
Jen Cradock started with us. Jen will focus on reporting and analysis of our database in 
order to grow it and improve its usage and Google Analytics. She is also taking on the 
web grooming work which is constant. 
 
The Destination Wairarapa website booking engine is starting to show the benefit of 
development investment with August-October producing three consecutive record 
revenue months. 
 
 Media  

- Hosted Paul Rush a seasoned freelancer who will deliver a range of stories in 

coming months across key publications.  

- Achieved some good feature pieces in lead up to Labour weekend – including  

feature on Alice from Aratoi. Outstanding result for the Tora Walk as a cover and 

big story in Fairfax weekend escape magazine.  

- Supplied regional updates and detail for two visiting guide book writers. The 
Robb Report – luxury magazine/website 

 
i-SITE Visitor Centres 

 

Highlights: 

 i-SITE Total Sales 

 July-August and October were record revenue months for the i-SITE Visitor 

Centres. While September fell short it was still the second best September on 

record.  

 i-SITE Visitor Centre gross revenue for YE October 2014 ($498,031) was down 

10% on the previous 12 months. A slow November December last year is 

forecast to be replaced by strong revenue months this year and this result 

improved by the end of the calendar year. 
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 i-SITE Profit Reports 

Profits (excluding retail) for the year ending October 2014 ($29,792) were down 15% 

on the previous year.  

 

 i-SITE Foot Count  

The year ending June saw the i-SITE Visitor Centres with 52,930 visitors which is 

904 (1.7%) up on the previous year. 

o August 2,380 – down 21% 

o September 2,844 – down 5% 

o October 4,374 – up 1% 

 

Product Development 

 South Coast Transport Operator 

o Moving from concept to planning stage with a new operator 

 Cycle Trail Development 

o Meetings have been scheduled with GWRC/Tranz Metro to discuss 

increasing capacity for bikes on trains 

 Brown Tourist Signs have been installed at Tinui 

 

Operator Development 

 Revenue Development 

o Tourism 2025 was presented to operators at the AGM. This platform 

describes what would need to be done to increase tourism revenue in the 

Wairarapa by 58% by 2025. 

 Networking events were held in August and October. 

 

 

David Hancock 

General Manager  
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General Manager’s Financial Report 
 

Financials YTD 30 September 2014 

 The YTD financial statements are attached and summarised below: 

 

 
 

 The June EOY accounts were given a clean audit by Audit New Zealand. 

 The YTD September accounts show 

 Corporate Expenses are $7,000 down on budget\ 
o The bulk of this saving has been in salaries with holidays being used up 

in this period 

 Marketing Expenses are low but this is a timing issue more than underspend. 
o It was pleasing to see an over spend of $29,414 on budget in Marketing 

for the last financial year 
o Conference Marketing was up almost $20,000 

 The i-SITE expenses continue to be well managed with wages $6,000 under 
budget YTD. 

 

Destination Wairarapa
Profit & Loss Summary

Actual Budget Variance Actual Budget Variance

Revenue $96,279 $69,997 $26,282 $227,994 $205,287 $22,707

Expenditure

Corporate Support $32,169 $39,092 $6,923 $99,628 $106,469 $6,841

Marketing $27,018 $29,605 $2,587 $39,506 $58,615 $19,109

i-SITEs $14,169 $18,084 $3,915 $44,800 $53,622 $8,822

Total Expenses $73,356 $86,781 $13,425 $183,934 $218,706 $34,772

Net Surplus/Deficit $22,923 -$16,784 $39,707 $44,060 -$13,419 $57,479

PROJECTS

Opening Rimutaka Cycle Trail funds in Retained Earnings $38,084 $38,084 $0

Revenue $0 $0 $0 $0 $0 $0

Expenses $0 $0 $0 $9,910 $0 -$9,910

Closing Rimutaka Cycle Trail funds in Retained Earnings $28,174 $0 $28,174

Total Net Surplus/Deficit $22,923 -$16,784 $39,707 $34,150 -$13,419 $47,569

September 2014 YTD








































