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Destination Wairarapa 
Q2 General Manager’s and Marketing Report 2023 

October 2022 – December 2022 
 
2021/2022 Deliverables 

 
Visitors 
The below graph shows the Accommodation Data Programme (ADP) data for Wairarapa until 
November 2022. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Measures for all accommodation types in Wairarapa RTO, Nov-2022 
 

 
 
 
 

Month Measure Wairarapa RTO Wairarapa RTO 
(Same Month 
Last Year)

New Zealand New Zealand 
(Same Month 
Last Year)

1/11/2022 Number of establishments 31 32 2823 2873
Number of active establishments 30 29 2601 2472
Number of stay units 1000 1000 122200 125400
Average stay units per establishment 32.4 30.2 43.3 43.6
Monthly stay unit capacity 30100 29000 3666100 3760900
Available monthly stay unit capacity 24800 25000 3186400 2885500
Percentage of stay unit capacity available 0.82 0.86 0.87 0.77
Stay unit nights occupied 12500 9100 1807500 781000
Capacity utilisation rate 0.41 0.31 0.49 0.21
Occupancy rate 0.5 0.36 0.57 0.27
Total guest nights 24400 17600 3087700 1310300
Domestic guest nights 22100 17600 2153000 1253700
International guest nights 2300 100 934700 56500
Guest arrivals 13300 9600 1553300 578600
Average guests per stay unit night 2 1.9 1.7 1.7
Average nights stayed per guest 1.8 1.8 2 2.3
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As a region, Wairarapa continues to perform better than pre-covid. This is not the norm 
nationally with approximately two thirds of other regions still lagging behind pre covid guest 
night numbers. 
  
Spend 
 
The MRTE series of data has been disrupted by COVID-19, as the methodology for weighting 
the measured electronic card transaction spend up to the whole of industry spend became 
unusable.   
 
They have been replaced by an interim measure - the Tourism Electronic Card Transactions. 
The TECTs however are based almost exclusively on physical electronic card transactions, and 
do not include any other form of spending such as cash, pre-purchases or online spend. This 
results in the figures in the TECTs being substantially smaller than those of in the MRTEs so the 
two series should not be directly compared. 
 
When using TECT data, it is recommended we look at trends and comparison figures instead of 
dollar amounts. 
 
TECT expenditure Wairarapa (monthly) 
 
 
 
 
 
 
 
 
 
 
 
November 2019: $1.1 million vs November 2022: 13.5million 
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International TECT expenditure Wairarapa (monthly) 
 
 
 
 
 
 
 
 
 
 
 
November 2019: $10.9million vs November 2022: 1.7 million. These figures would suggest the 
region hit and then exceeded our pre COVID international spend figures very soon after the 
New Zealand borders fully opened in August 2022. 
 
TECT expenditure by TLA (Annual rolling sum) 
 

 
 
YE November 2019 
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YE November 2022 
 
Considering the devastating impact Covid and the closing of New Zealand’s borders (March 
2020 – August 2022) had on New Zealand’s tourism industry, the Wairarapa tourism industry 
has thrived during this period.  
 
Some may say more domestic tourists would have come here anyway, but the reality is there 
are plenty of other compelling places to visit in New Zealand they could have gone instead of 
here, and competition between regions for domestic visitor spend was fierce. We therefore did 
a good job of attracting the numbers/spend that we have. 
 
Without the $340k additional funding for marketing contracted to Destination Wairarapa by the 
Government during this time, this data set might have looked very different. 
 
STAPP Funding  
 
The Strategic Tourism Assets Protection Programme contract with the Govt. requires 
Destination Wairarapa to deliver outcomes under 3 headings 

1. Destination Management Plan Development 
2. Capability Building 
3. Marketing (Domestic – but not local, and in 2022 International) 

 
Destination Wairarapa’s contract with MBIE was varied during the previous quarter to allow the 
organisation further time to deliver on the outcomes.  
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The existence of this funding has allowed Destination Wairarapa to undertake some activity that 
has not been affordable previously.  
 
STAPP funding for the Wairarapa will finish at the end of this financial year (June 2023), and 
there will be no further variations. 
 

1. Destination Management Plan 
 
The Wairarapa Destination Management Plan has been received and endorsed by all 3 of the 
Wairarapa Councils. It is now truly a plan for the sustainable growth of tourism in the region - 
as aspired to by the Wairarapa community.  
 
Tourism is acknowledged in the refreshed Wairarapa Economic Development as a sector of 
importance and the DMP is noted as a plan to be supported within that strategy and 
subsequently by the governing forum. 
 

2. Product Development and Capability Building 
 
As identified in the Wairarapa Destination Management Plan under Strategic Imperative 2- 
ENHANCE THE BEACON – Empowering Destination Development, work has begun on 4 
identified actions. 
 
2.1 Develop experiences that support the positioning of the region. 
The Martin Jenkins Dark Skies investment proposal has also been submitted to WEDS.  
 
2.2 Work with iwi to determine tourism aspirations and provide support in the development of 
experiences. 
This project is now complete and ready for implementation. 
 
2.3 Develop a strategic approach for events that will invite investment and assist in positioning 
the region. 
At the recommendation of the WellingtonNZ Major Events Team, a consultant specialising in 
this area has been engaged to begin the groundwork on this strategic imperative. This 
groundwork will be complete by June 2023. 
 
2.4 Develop the capability of new and existing operators in the region. 

The engagement of Chrissy Cummings on a 1-year STAPP funded contract (concludes June 
2023) to assist with product development and capability building in the region has already led 
to many successes - not just for individual Wairarapa tourism businesses, but for the region as 
a whole.  

This has most notably been with the flurry of interest around incentive groups interested in the 
region and our product offering pre and post conferences to be held at the soon to be opened 
Wellington Convention Center – Takina.  

These groups will bring significant investment to the region over the years to come if we can 
maintain the service DW can provide currently with the addition of Chrissy to the team. 
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As highlighted in the Wairarapa Destination Management Plan, and supported by the Martin 
Jenkins Dark Sky report, a person in this role is critical to the region if assets such as the Dark 
Sky Reserve accreditation and the opening of Takina in Wellington are to be leveraged to their 
full potential. Without additional funding from either local government or central government 
post June 2023, the region will lose the experience, skill and networks of Chrissy, and those 
opportunities may not be fully realized. 

Despite ongoing investigation, funding to keep Chrissy working for the Wairarapa from Central 
Government has not been successful. This is primarily because of the significant investment 
already made in the region through STAPP funding. 

 
3. Marketing  

 
This period covered Spring, several major events returned or were held (with great success!) 
which added to activity and visibility for the region.  
  
The weather was at times very inclement – it even snowed. While this impacted some events, 
we were lucky to have ideal weather for both The Pukaha Garden Tour and for Toast 
Martinborough – a factor critical for both these outdoor events.   
 
Events: 
We supported and promoted the following through our channels:   

 New or upgraded cellar doors and venues: Nga Waka, Escarpment, Alexia, Ata Rangi 
and Tohi Gin Bar   

 Longbush Cottage Tulip Festival – terrible weather but still attracted over 400 people  
 Yarns in Barns - all across the region and with terrific attendance   
 Wairarapa Bookshop Hop - a new event involving 11 bookstores across the region. 

Attracted 454 store visits with an average visitor going to 4.5 stores. Attracted visitors 
from outside the region, including Palmerston.  

 Wairarapa Walking Festival - a varied event with walks all over the region, very well 
patronized and provides real appeal at this time of the year.    

 Pukaha Wairarapa Garden Tour - a sell out with increased numbers. On the same 
weekend Booktown event was sold out also   

 Wairarapa A&P Show - huge crowds  
 Mangatainoka Motors Show & Shine  
 Smokefest Drags event  
 Lighthouse Gin Garden Party (day before Toast)  
 Booktown event and Artisan Food Fair Toast Martinborough weekend    
 Summer Hummer concert Masterton   
 Christmas Races, Tauherenikau  
 

We have worked closely with both Toast Martinborough (in the lead up to that event) and 
Wings Over Wairarapa during this time. The DW team have considerable experience and 
knowledge of these events which we were able to draw on. With new event managers in place 
at both events, we’ve been able to add value. We provided guidance in relation to the 
promotional imagery and artwork for Wings and promoted the Local’s price offer.  
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Utilising STAPP funding we developed a ‘false’ wrap for the Dompost (see below) which ran in 
late October.  
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NZ Woman’s Weekly 90th Anniversary promotion:  
We were approached by ARE Media, the publisher for this hugely popular magazine, to offer a 
prize pack for their special edition.  
We have no doubt pre-Covid this opportunity would have been offered to a region like 
Hawke’s Bay. It has been interesting to see the benefits and flow on for the region by having an 
increased awareness.   
  

  
2023 Visitor Guide and Wine Map:  
The development of the guide and wine map is a major project for us. It was terrific to see new 
operators keen to be advertisers in this years edition.    
Completed here: https://wairarapanz.com/wine-map-visitor-guide   
  
Tourism NZ Spring campaign:  
We drove the development of a packaged operator offer (product development) and secured it 
as a featured deal in the big funded TNZ domestic Spring campaign.  The screen shot on the 
next page shows the funded placement (paid for by Tourism NZ) the offer received. This is 
great exposure regardless of bookings.  
The Green Jersey Explorer Tours - Remutaka Cycle Trail offer ran in November - December in 
the Australian market too. This is a great example of how the development of packaged 
tourism product can add sales to not just the operator, but it keeps visitors in the region 
engaging with locals and spending more. 



10 | P a g e  
 

  



11 | P a g e  
 

Sponsored Content:      

These STUFF features were developed in conjunction with Tourism NZ and funded by them.   

https://www.stuff.co.nz/travel/back-your-backyard/130249335/explore-wellington-and-
wairarapa-with-a-roadie-this-summer   
The print version ran in the Sunday Star Times.  
 

  
 
Digital Reach Campaign with Tomahawk:  
Utilising STAPP funding, we continued our investment with Tomahawk digital agency – driving 
messaging and content via paid social, widely into the lower half of North Island.  
Our overarching objective is to get the region in front of more people - the numbers we can 
achieve are compelling. Our ads with ideas for Wairarapa short breaks, walks and events, were 
seen 898,018 times by 163,487 unique users.  This activity has proved to be a powerhouse in 
terms of reach.   
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The Classic NZ Wine Trail:  
Again, utilising STAPP funding, we joined forces with our Classic NZ Wine Trail whānau Hawke’s 
Bay, Wellington, and Marlborough to co-invest in a paid campaign managed by Tourism NZ in 
Australia. Joining forces meant we could leverage the extensive media investment Tourism NZ 
has already made in identifying and developing high quality Australian audiences, primed to 
learn more about visiting. The campaign used paid social activity on Facebook, Instagram as 
well as YouTube.  
  
The Classic NZ Wine Trail Plan and Discover campaigns have reached over 1 million individuals, 
generated over 5 million impressions, and received almost 32,327 link clicks and 118,905 video 
views.    
The Trail co-funded this feature in the consumer NZ Wine magazine - seen in NZ but critically 
also distributed in Australia.  
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Website development:  
Ongoing and wide research was undertaken as we progress towards a RFP for this 
development. Potential providers, partners and CMS systems have been scoped, and learnings 
gleaned from discussions with other RTOs have been considered and investigated.    
 
Brand toolbox: 
The development of a brand toolkit – containing consistent messaging and supporting imagery 
etc, to assist with the promotion of Wairarapa by members and Stakeholders is underway. 
  
Trade:  
We worked with Tourism NZ for their North American trade famil – first we’ve had since 
Covid.   
We attended and facilitated attendance at WgtnNZ’s Wellington Tourism Operator Expo (like a 
mini expo) in November. Aimed at trade and front-line staff. Six operators from the region 
exhibited and had a very effective and useful day.   
  
Media:   
Hosted first Tourism NZ international media famil since Covid! A German writer whose focus 
was the Wine Trail.   
We also hosted Nadia Lim during her day at Toast Martinborough.  
 
Unfortunately, with the conclusion of STAPP marketing funding – with the exception of a 
couple of photo shoots in the region and an additional DomPost wrap which have been pre-
booked and pre-paid for, that will be the end of the print and sponsored activity we have so 
enjoyed doing over the last couple of years (made even more satisfying of course when you 
see the increase in spend during this very challenging time!) 
 
Anna Nielson – General Manager  
January 2022 
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Destination Wairarapa 
Q2 2022/2023 General Manager’s Financial Report 

 
Unaudited Financials YTD 31 December 2022 
Note: The Destination Wairarapa budget includes both BAU activities (as funded by the 3x Councils, 
Trust House Foundation and Membership Fees) and STAPP funded activities (as funded by Central 
Government).  
 
Revenue 
 
Trading Income 
YTD 31 December revenue shows as being $64.5k below budget (does not include STAPP funding).  
 
This is predominantly due to  

 SWDC invoice for Q1 2021/2022 still to be paid. 
 Banking Hub payment for quarter still to be paid. 
 Wairarapa Visitor Guide featured participants still to pay. 

 
A Note on Other Income 
For the past two years, Central Government – through MBIE, have funded the nation’s 31 RTO’s to 
undertake contracted work associated with the following projects. 

 Destination Management Planning 
 Capability Building 
 Domestic and International Marketing 

 
This funding support – known as STAPP funding was in response to the devastating effects COVID 
has had on the tourism sector.  
 
Destination Wairarapa received in total $800k to achieve specific milestones related to these 
projects. Not all contracted activities were completed in the 2021/2022 financial year however, and 
$316,971 remains to be spent at different stages in this financial year.  
 
Central Government have indicated that once the contracted milestones have been reached, and the 
funding spent, there will be no more on offer for the tourism sector. It will then be up to existing 
funding streams pre COVID to make the most of the investment made by central government in the 
regions. 
 
YTD 31 December. There is $88.5k left of STAPP funding – and that is allocated to product 
development and capability building people and activities as contracted by MBIE. 
 
Expenditure 
 
Operating Expenditure 
YTD 31 December is $29K under budget.  
 
This is predominantly due to  

 Depreciation not yet paid. 
 Board fees not yet paid for this quarter. 
 Less contract hours due to a change in personnel 
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 In addition, there were some STAPP funded activities budgeted to be spent in the first half 
of the year, which were delayed. 

 
YTD 31st December net profit is $34k under budget. (Includes STAPP funding money) with a net 
profit at quarter end of $13k as opposed to the budgeted $47k.  
 



Budget Variance Quarterly Report Destination Wairarapa Inc.                                                                                                                                                                                                              

Budget Variance
Destination Wairarapa Inc.
For the 6 months ended 31 December 2022
Cash Basis

JUL-DEC 2022
JUL-DEC 2022

OVERALL
BUDGET

VARIANCE VARIANCE%

Trading Income
Retail Sales 1,203 1,800 (597) -33%

Accommodation Commission 2,929 3,000 (71) -2%

Bookit 614 1,500 (886) -59%

Grants - CDC 27,984 27,984 - -

Grants - MDC 141,457 141,456 1 0%

Grants - SWDC 32,988 65,976 (32,989) -50%

Interest Received 1,830 - 1,830 -

Less Cost of Sales (358) (750) 392 52%

Membership 7,042 - 7,042 -

Other Revenue 64,290 75,074 (10,784) -14%

Ticket Commission 827 250 577 231%

Tourism Products 371 200 171 85%

Travel Sales 1,889 2,100 (211) -10%

Wairarapa Visitor Guide 929 30,000 (29,071) -97%

Total Trading Income 283,994 348,590 (64,596) -19%

Gross Profit 283,994 348,590 (64,596) -19%

Other Income
Covid-19 Wage Subsidy 1,800 - 1,800 -

STAPP Funding 315,171 315,171 - -

Total Other Income 316,971 315,171 1,800 1%

Operating Expenses
Advertising 800 550 250 45%

ACC Levies 898 1,600 (702) -44%

Accounting Fees 5,940 5,940 - -

Audit Fees 8,400 8,400 - -

Bank Fees - ANZ 276 245 31 13%

Board Fees 5,365 11,804 (6,439) -55%

Contract staff 24,701 32,000 (7,299) -23%



Budget Variance

JUL-DEC 2022
JUL-DEC 2022

OVERALL
BUDGET

VARIANCE VARIANCE%

Budget Variance Quarterly Report Destination Wairarapa Inc.                                                                                                                                                                                                              

Depreciation - 3,582 (3,582) -100%

Distribution 5,019 4,800 219 5%

Domestic Marketing 1 22,104 30,472 (8,368) -27%

Domestic Marketing Email Distribution 5,054 4,500 554 12%

Domestic Marketing Facebook 1,834 1,500 334 22%

Domestic Marketing Wings Campaign 1 57,549 52,220 5,329 10%

Electricity Corporate - 900 (900) -100%

Entertainment - 1,000 (1,000) -100%

Entertainment - Non deductible - 1,000 (1,000) -100%

Equipment Rental 545 546 (1) 0%

Fringe Benefit Tax 3,083 3,082 1 0%

General Expenses 457 750 (293) -39%

Imagery 1 8,007 15,946 (7,939) -50%

Information Technology 4,314 3,000 1,314 44%

Insurance 2,498 2,520 (22) -1%

International Marketing Alliance 1 43,974 40,000 3,974 10%

Kitchen Supplies Corporate - 150 (150) -100%

Kitchen Supplies i-SITEs 171 150 21 14%

KiwiSaver Employer Contributions 7,191 6,000 1,191 20%

Marketing Projects 1 10,316 5,153 5,163 100%

Media Hosting 161 - 161 -

Membership Expenses 1,529 1,000 529 53%

Merchant & BNZ Bank Fees 389 450 (61) -14%

Office Supplies & Photocopying Corporate 2,438 3,000 (562) -19%

Office Supplies i-SITEs - 600 (600) -100%

Other Travel & Transport 8 - 8 -

Personnel incl. Training Corporate 1 7,728 7,605 123 2%

Photocopier i-SITEs 629 780 (151) -19%

POS i-SITEs 1,274 1,320 (46) -3%

Project 1 15,047 23,757 (8,710) -37%

Relationship Marketing 481 600 (119) -20%

Rent & Rates Corporate 13,667 13,122 545 4%



Budget Variance

JUL-DEC 2022
JUL-DEC 2022

OVERALL
BUDGET

VARIANCE VARIANCE%

Budget Variance Quarterly Report Destination Wairarapa Inc.                                                                                                                                                                                                              

Rent & Rates i-SITEs 3,085 3,120 (35) -1%

Salaries Corporate 149,442 137,000 12,442 9%

STAPP Funded Salaries & Expenses 1 63,692 60,000 3,692 6%

Subscriptions & Membership 6,735 5,400 1,335 25%

Telecom incl Mobiles Corporate 2,292 2,700 (408) -15%

Telecom i-SITEs 936 960 (24) -3%

Trade Events & Training 431 - 431 -

Trade Famils 98 - 98 -

Training & Recruitment (2625) 1 844 5,018 (4,174) -83%

Travel & Transport 1,047 1,000 47 5%

Vehicle Leases 52 - 52 -

Vehicle Operating Costs 10,266 9,000 1,266 14%

Visitor Guide - 16,000 (16,000) -100%

Wages i-SITEs 84,537 83,500 1,037 1%

Website 2,641 3,000 (359) -12%

Total Operating Expenses 587,945 616,742 (28,797) -5%

Net Profit 13,019 47,019 (34,000) -72%

1. STAPP Funded Project


