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Destination Wairarapa 
December 2014 

General Manager’s Report 
 
 
More Visitors, Staying Longer & Spending More 
Overview 

Visitor Arrivals 
Wairarapa outperforming all other feeder centres along SH2 has been interrupted 
through October and November. Arrivals down 4.1% is somewhat mitigated by a 
slight increase in length of stay to 1.85 nights. Wairarapa isn’t alone in these results 
with only Hawkes Bay and New Zealand increasing guest arrivals in the 12 month 
comparison. 
 

 
 
 
  

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

Wairarapa

Greater 

Wellington

Hawkes 

Bay Taupo National

Guest Arrivals

2014 107,999 1,108,700 449,839 534,782 17,040,297

2013 112,406 1,178,193 442,650 551,959 16,614,358

Variance -4.1% -6.3% 1.6% -3.2% 2.5%

Guest Nights

2014 200,112 2,444,883 951,886 976,513 34,369,224

2013 206,074 2,408,532 959,120 965,358 32,600,248

Variance -3.0% 1.5% -0.8% 1.1% 5.1%

Occupancy

2014 21.6% 59.9% 33.2% 37.4% 39.4%

2013 22.3% 59.1% 33.0% 36.4% 37.6%

Variance -0.7 0.8 0.2 1.0 1.8

Length of Stay

2014 1.85 2.21 2.12 1.83 2.02

2013 1.83 2.04 2.17 1.75 1.96

Note: Greater Wellington excludes Wellington City

Wellington inventory dropped by 800 rooms a day
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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. Auckland’s 
slight retreat in spend has continued but is still at 120% of 2008 average 
spend and above CPI adjustments. Hawkes Bay continues its spend growth 
and is now well above 2008 index levels. 
 

 
 
 

Domestic Volume of Transactions 
 October and November were record months for total domestic transaction 

volumes with only August missing the mark in the past 12 months. 
 Wellington transactions continue to climb and the shallower winter month 

troughs are very encouraging for addressing seasonality 
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Wellington 12 per. Mov. Avg. (Auckland)

12 per. Mov. Avg. (Hawke's Bay) 12 per. Mov. Avg. (Manawatu-Wanganui)

12 per. Mov. Avg. (Wellington)
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International Level of Spending 
 Eleven of the past 12 months have produced record international transaction 

levels in contrast to the spend levels where: 
o Only Australia has hit any new spending benchmarks (four) in the past 

12 months. 
o The importance of Tourism 2025 initiative to grow visitor spend over 

visitor volumes is vital. 
 

 
 
Winning Conferences 
November Architectural Designers conference materialised 
 
 
Established Products and Markets 
Classic New Zealand Wine Trail (CNZWT) & Australia 
Assisted with biking collateral to be used by Positively Wellington Tourism at the  
Sydney GO Bike Expo. 
  
Trade 
Successful in securing two domestic tours group through contacts direct with 
Auckland based tour companies. Overall 60 people came for 3-4 nights for the 
Pukaha Mount Bruce Garden Tour. We worked with them to develop their full 
itinerary which included Pukaha Mount Bruce, Kahikatea Gardens, olive groves, 
Parkvale Mushrooms, Carrington House, Gladstone Inn.  Both of these companies 
are keen to bring more groups to the region.  
 
Renaissance Tours (a major cruise ship ground handler) brought a tour of 200 to 
Greytown and Martinborough. We worked with Cobblestones to provide an authentic 
colonial village/fair type experience complete with performance by the Greytown 
Primary School Kapa Haka group.  Lunch was held at 4 vineyard location in 
Martinborough. Well received by the company and their passengers but given this 
was a one-off exercise it was a lot of work for us with limited ongoing traction.  
 
Managed all tour content for a 4 night visit by luxury tour company Bill Peach 
Journeys from Australia. They stayed in Martinborough over Xmas and took in 
Wharekauhau, Kahikatea Gardens, Murdoch James. Barbara had met with them 
several years ago in Sydney.  
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Domestic Marketing   
Platinum Partners marketing forum met again: our joint efforts were well 
demonstrated in the Wings over Wairarapa tabloid supplement in the DomPost in mid 
December. Destination Wairarapa provided all editorial and imagery relating to 
events and regional stuff to do in that publication as well as wrangled the 
combination page where smaller Wairarapa operators/events featured.  
 
2015 Visitor Guide/Wine map was distributed. Here it is: 
http://wairarapanz.com/sites/default/files/image_library/PDF/Visitor%20Guide%20201
5%20web.pdf 
 
A significant campaign was developed and put in place for WINGS – included emails, 
website content, a prize draw and Facebook activity. A full report of this campaign 
will be developed in early February.  
 
Working closely with the re-vitalised Balloon Festival team as they develop and 
promote their 2015 event. 
 
Online/Social: 
We undertook a ‘clean up’ campaign (offering tickets to Toast Martinborough as the 
incentive) to those in our database whose interests we did not know – we were able 
to reduce ‘unknowns’ by 10%.   
 
Undertook a Facebook page LIKE campaign between Xmas and Jan 8th to grow our 
likes – gained 1,151 new page likes for an investment of $350. 
 
The investment in the website is showing great returns with the last six months 
August – January producing record revenue for operators through online 
accommodation bookings. 
 
 Media  

- http://www.stuff.co.nz/travel/destinations/nz/63701987/manukura-and-the-
forest-clowns 

- Contributed story ideas to Wairarapa Lifestyle Editorial meeting 

- Provided to all lifestyle media details of new site for Farmers Market 

- Hosted 5 overseas journalists as part of a Tourism NZ media famil along the 
Classic NZ Wine Trail which came out of FAWC Festival in Hawkes Bay 

- Hosted a conference magazine journalist and an Australian lifestyle writer 
from a Perth Daily newspaper at TOAST Martinborough   

- Hosted two separate media visits via PWT from Australian cycling journalists 

i-SITE Visitor Centres 
 
Highlights: 

 i-SITE Total Sales 
 November and December were record revenue months for the i-SITE Visitor 

Centres.  
 i-SITE Visitor Centre gross revenue for YE December 2014 ($516,612) was 

up 5.3% on the previous 12 months. As forecast, November and December 

http://wairarapanz.com/sites/default/files/image_library/PDF/Visitor%20Guide%202015%20web.pdf
http://wairarapanz.com/sites/default/files/image_library/PDF/Visitor%20Guide%202015%20web.pdf
http://www.stuff.co.nz/travel/destinations/nz/63701987/manukura-and-the-forest-clowns
http://www.stuff.co.nz/travel/destinations/nz/63701987/manukura-and-the-forest-clowns
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2014 were stronger than the same months in 2013 and finished the calendar 
year strongly. 

 i-SITE revenue of $516,612 for 2014 is up 26.8% on revenue generated in the 
YE 2011. That’s annual growth of 8.9%. 

 

 
 
 i-SITE Foot Count  
The year ending December 2014 saw the i-SITE Visitor Centres with 51,668 
visitors which is 1,094 (2.0%) down on the previous year. 

o October 4,374 – up 1% 
o November 4,311 – up 3% 
o December 4,871 – down 22% 

 
Product Development 

 South Coast Transport Operator 
o Operator has travelled to Auckland to inspect potential vehicle 

 Cattle Muster 
o Product has been tested and feedback given 
o Full launch expected prior to March 

 Masterton Vineyards, Orchards and Groves Cycling 
o Product has been trialled and feedback given 
o Soft launch expected before end of February 

 
Operator Development 

 Thinking differently session was held with Wines from Martinborough 
 Post summer accommodation and NZ Cycle Trail session will be held 

 
David Hancock 
General Manager 
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Financials 31 December 2014 
 The financial statements are attached and summarised below: 

 

 
 

 All revenue and expenses are performing better than budget. While marketing 
spend is higher than budget it’s great to have had the room to spend more on 
our core function 

 Other Revenue is additional grants from Councils for Huri Huri but is offset 
through expenditure in Domestic Marketing and Contractor Staff 

 Gain on Sale is from return of lease vehicles 
 Some big ticket marketing expenses are still to come with conference trade 

shows, Australia and Auckland travel and the Huri Huri Wairarapa Bike 
Festival 

 Contractor Staff is higher than budget with Catherine Rossiter-Stead being 
engaged to manage Huri Huri 

 Salaries is lower than budget with much of the annual leave liability having 
been removed 

 Domestic Marketing expenditure is up on budget due to Huri Huri 
 

 

Destination Wairarapa
Profit & Loss Summary

Actual Budget Variance Actual Budget Variance
Revenue $48,526 $67,397 -$18,871 $429,568 $411,828 $17,740

Expenditure
Corporate Support $29,793 $36,862 $7,069 $193,382 $207,688 $14,306
Marketing $9,892 $5,145 -$4,747 $104,304 $90,520 -$13,784
i-SITEs $18,413 $18,400 -$13 $102,785 $109,601 $6,816
Total Expenses $58,098 $60,407 $2,309 $400,471 $407,809 $7,338

Net Surplus/Deficit -$9,572 $6,990 -$16,562 $29,097 $4,019 $25,078

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 $13,661 $0 -$13,661

Closing Rimutaka Cycle Trail funds in Retained Earnings $24,423 $0 $24,423

Total Net Surplus/Deficit -$9,572 $6,990 -$16,562 $15,436 $4,019 $11,417

December 2014 YTD












