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Destination Wairarapa 

Q1 2022/2023 General Manager’s Financial Report 

 

Unaudited Financials 30 September 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 

YE 30 September revenue shows as being $67k below budget (does not include STAPP funding).  

 

This is due to  

• The MDC invoice for Q4 2021/2022 is still to be paid 

 

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. 

 

Expenditure 

 

Operating Expenditure 

YE 30th September is $62K over budget. This however includes $75k of STAPP funded project spend 

– which wasn’t budgeted to be spent in this quarter. 

 

In terms of BAU, YE 30th September is $13K under budget. 

 

This is predominantly due to  

• Board fees not yet paid for this quarter 

• Less contract hours due to illness 

• Less iSite wages due to reduced hours because of winter and illness 

 

YE 30th September net profit is $127k over budget. (Includes STAPP funding money) 
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Budget Variance
Destination Wairarapa Inc.
For the 3 months ended 30 September 2022
Cash Basis

JUL-SEP 2022
JUL-SEP 2022

OVERALL
BUDGET

VARIANCE VARIANCE %

Trading Income
Retail Sales 217 900 (683) -76%

Accommodation Commission 2,492 1,500 992 66%

Bookit 393 750 (357) -48%

Grants - CDC 13,992 13,992 - -

Grants - MDC - 70,728 (70,728) -100%

Grants - SWDC 32,988 32,988 (1) 0%

Interest Received 295 - 295 -

Less Cost of Sales (23) (375) 352 94%

Membership 2,545 - 2,545 -

Other Revenue 62,578 62,537 41 0%

Ticket Commission 127 75 52 70%

Tourism Products 177 75 102 135%

Travel Sales 505 1,050 (545) -52%

Wairarapa Visitor Guide 806 - 806 -

Total Trading Income 117,093 184,220 (67,127) -36%

Gross Profit 117,093 184,220 (67,127) -36%

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
ACC Levies 898 800 98 12%

Accounting Fees 2,970 2,970 - -

Audit Fees 91 - 91 -

Bank Fees - ANZ 147 170 (23) -14%

Board Fees - 5,902 (5,902) -100%

Contract staff 12,599 15,000 (2,401) -16%

Depreciation - 1,791 (1,791) -100%
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JUL-SEP 2022
JUL-SEP 2022

OVERALL
BUDGET

VARIANCE VARIANCE %
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Distribution 2,417 2,400 17 1%

Domestic Marketing 1 2,022 - 2,022 -

Domestic Marketing Email Distribution 2,694 2,250 444 20%

Domestic Marketing Facebook 296 750 (454) -61%

Domestic Marketing Wings Campaign 1 20,044 - 20,044 -

Equipment Rental 272 273 (1) 0%

Fringe Benefit Tax 1,541 1,541 0 0%

General Expenses 72 375 (303) -81%

Imagery 1 257 - 257 -

Information Technology 2,523 1,500 1,023 68%

Insurance 1,240 1,260 (20) -2%

International Marketing Alliance 1 2,247 - 2,247 -

Kitchen Supplies Corporate - 75 (75) -100%

Kitchen Supplies i-SITEs 11 75 (64) -86%

KiwiSaver Employer Contributions 3,702 3,000 702 23%

Marketing Projects 1 4,513 - 4,513 -

Membership Expenses 485 500 (15) -3%

Merchant & BNZ Bank Fees 118 225 (107) -48%

Office Supplies & Photocopying Corporate 1,305 1,500 (195) -13%

Office Supplies i-SITEs - 300 (300) -100%

Personnel incl. Training Corporate 1 3,060 - 3,060 -

Photocopier i-SITEs 430 390 40 10%

POS i-SITEs 627 660 (33) -5%

Project 1 11,164 - 11,164 -

Relationship Marketing 376 300 76 25%

Rent & Rates Corporate 6,864 6,561 303 5%

Rent & Rates i-SITEs 1,543 1,560 (17) -1%

Salaries Corporate 72,240 74,000 (1,760) -2%

STAPP Funded Salaries & Expenses 1 31,385 - 31,385 -

Subscriptions & Membership 5,197 4,350 847 19%

Telecom incl Mobiles Corporate 1,184 1,350 (166) -12%

Telecom i-SITEs 468 480 (12) -3%



Budget Variance

JUL-SEP 2022
JUL-SEP 2022

OVERALL
BUDGET

VARIANCE VARIANCE %
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Trade Events & Training 31 - 31 -

Training & Recruitment (2060) 1 190 - 190 -

Travel & Transport 517 500 17 3%

Vehicle Leases 26 - 26 -

Vehicle Operating Costs 5,808 4,500 1,308 29%

Wages i-SITEs 41,564 46,000 (4,436) -10%

Website 1,484 1,500 (16) -1%

Total Operating Expenses 246,623 184,808 61,815 33%

Net Profit 187,442 314,583 (127,141) -40%

1. STAPP Funded Project
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Destination Wairarapa 

Q1 General Manager’s and Marketing Report 2023 

July 2022 – September 2022 

 

2021/2022 Deliverables 

 

Visitors 

 

The below graph shows the Accommodation Data Programme (ADP) data for Wairarapa until 

September 2022. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The purple line on this graph represents the area which Destination Wairarapa (RTO) covers. The 

x-axis shows the months with available accommodation data, and the y-axis shows the value for 

the selected accommodation type and measure. 

 

 

 

 

 



2 | P a g e  
 

July showed an uptick in guest nights, and then a drop down in August – traditionally the 

lowest point in the year predominantly because of the inclement weather. As with last year, the 

uptick in July will be due to the Greytown Festival of Christmas and the school holidays 

 

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. 

 

 
 

Nationally: 

Monthly domestic spend up, international spend down on August 2019 levels – Monthly 

domestic TECT spend in August 2022 was up 19% compared with August 2019. However, 

international TECT spend was down 13% in the same period. This figure means that 

international electronic card activity was 87% of pre-COVID levels in August 2022 compared 

with August 2019. 

August-2022  RTO Summary Table
Data Source: Tourism Electronic Card Transations (TECTs), Ministry of Business, Innovation and Employment 

RTO
August-2022 

domestic 

spend

August-2022 

International 

spend

Percent change in 

domestic spend 

from August-2021

Percent change in 

International spend 

from August-2021

Percent change in 

domestic spend 

from August-2019

Percent change in 

international spend 

from August-2019

Annual domestic 

spend year to 

August-2022

Annual International 

spend year to August-

2022

Percent change in 

domestic spend from 

Year to August-2021

Percent change in 

International spend 

from Year to August-

2021

Percent change in 

domestic spend 

from Year to August-

2019

Percent change in 

international spend 

from Year to August-

2019

New Zealand $850m $184m 49% 236% 19% -13% $10,543m $1,214m -6% 33% 10% -63%

Auckland Unlimited $187m $55m 64% 149% 13% -21% $1,844m $428m -14% 17% -9% -57%

Central Economic Development Agency (CEDA)$24m $2m 59% 70% 17% 22% $299m $19m 2% 41% 13% 6%

ChristchurchNZ $81m $15m 64% 168% 28% -16% $966m $126m -1% 34% 22% -58%

Destination Clutha $3m $0m 21% 95% 3% -7% $43m $1m 12% 26% 14% -72%

Destination Coromandel $18m $1m 35% 131% 14% -15% $357m $10m -5% 24% 17% -74%

Destination Great Lake Taupo $25m $2m 59% 245% 28% -24% $341m $17m -4% 18% 24% -77%

Destination Kaikoura $3m $0m 45% 533% 26% -25% $50m $3m -8% 57% 28% -87%

Destination Marlborough $9m $1m 10% 194% 16% 13% $168m $11m -9% 24% 24% -75%

Destination Queenstown $53m $46m 45% 1433% 60% -4% $477m $133m -12% 137% 39% -73%

Destination Rotorua $21m $3m 44% 217% 3% -47% $275m $22m -13% 37% -5% -83%

Destination Wairarapa $10m $1m 45% 149% 20% 55% $160m $7m 4% 33% 28% -39%

Development West Coast $8m $2m 34% 561% 26% -38% $140m $8m -8% 53% 31% -91%

Enterprise Dunedin $30m $3m 56% 126% 18% -7% $365m $29m -1% 35% 9% -59%

Hamilton & Waikato Tourism $54m $5m 55% 114% 13% -8% $646m $49m -6% 32% 2% -47%

Hawke's Bay Tourism $27m $3m 49% 113% 23% 24% $382m $29m -6% 37% 18% -46%

Hurunui Tourism $6m $1m 25% 220% 14% -1% $85m $4m -12% 23% 16% -72%

Lake Wanaka Tourism $24m $10m 38% 786% 96% 5% $197m $30m -3% 111% 57% -66%

Mackenzie Region $6m $2m 24% 1230% 34% -43% $70m $7m -10% 112% 28% -88%

Nelson Regional Development Agency (NRDA)$13m $2m 31% 80% 8% -7% $257m $22m -9% 12% 20% -70%

Northland Inc $35m $3m 36% 106% 22% 8% $530m $31m -7% 10% 17% -63%

Not elsewhere classified $18m $1m 30% 147% 22% 18% $261m $8m 3% 40% 27% -46%

Tourism Bay of Plenty $41m $4m 45% 107% 11% 20% $635m $45m -1% 30% 15% -34%

Tourism Central Otago $7m $1m 38% 321% 21% -15% $124m $5m 5% 28% 26% -74%

Tourism Waitaki $8m $1m 44% 340% 24% -23% $102m $4m 5% 44% 23% -77%

Trust Tairawhiti $6m $1m 36% 154% 22% 69% $99m $8m -7% 38% 22% -22%

Venture Taranaki $17m $2m 49% 123% 18% 12% $241m $18m 2% 33% 17% -31%

Venture Timaru $12m $1m 43% 167% 21% 16% $160m $6m 3% 44% 17% -58%

Visit Fiordland $1m $1m 34% 1208% 13% -45% $33m $4m -13% 66% 26% -93%

Visit Ruapehu $9m $1m 16% 295% -22% -24% $77m $5m -13% 64% 2% -78%

Visit Southland $17m $1m 45% 129% 26% -3% $231m $11m 5% 10% 20% -55%

Visit Whanganui $7m $1m 37% 80% 20% 40% $99m $6m 1% 45% 17% -14%

Wellington Regional Economic Development Agency (WREDA)$71m $13m 49% 138% 4% -14% $829m $112m -7% 35% -4% -53%

MONTHLY ANNUAL
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Destination Wairarapa:  

DW still continues to perform well with spend continuing to increase. The staggering figure for 

this month however – compared to national results, is the percentage change in international 

spend from August 2019 compared to August 2022. Destination Wairarapa had the second 

highest growth percentage in the country compared to pre covid times.  

 

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) 

 

Destination Wairarapa’s contract with MBIE was varied during the previous quarter to allow the 

organisation further time to deliver on the outcomes.  

 

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). 

 

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 2 key 

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 making good progress with both Iwi supportive of the draft. The Maori Tourism 

Council have also been briefed on this project. 
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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. 

 

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 

well. 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. 

 

3. Marketing  

 

This period covered Winter, the School Holidays and early Spring. It was a soggy, soggy winter 

but one which, due to work undertaken in the last two years, allowed us to establish ourselves 

more strongly as a winter and winter school holiday destination.   

 

Events  

We supported and promoted the following through our channels:  

• Festival of Christmas – covering a month and including the School Holidays this was a 

major focus for us in this period (more detail below).  

• Jazz Martinborough – back after 2 years with a truncated event. The very lean Jazz team 

reached out and sought support. We dialed up all our channels and tactics and got 

right behind the event. A great result as the 2 concerts were sold out. The town also got 

behind the event with pop-up street performances. The weekend became a sum of 

smaller parts organised by numerous partners – a great response. Hopefully will set the 

event up well for next year.  

• Wairarapa Garden Fiesta Clareville  

• Longbush Cottage Tulip Festival - despite rubbish weather still attracted 500 people. 

• Carterton Daffodil Festival – a much welcomed return 

• Bookshop Hop – a new event wrapping around 13 retailers in the region and layering 

up on National Bookshop Day. A remarkable success with reports of great sales 

achieved, over 440 individual visits to stores (captured via the prize entry), average 

“bookhopper” going to 4.3 stores and Manawatu visitors especially noted. It was a 

lovely day weatherwise, but in fact this is a weatherproof event at a time of year when 

we need distinctive reasons to visits. Many of our members involved, wide geographical 

involvement and both the White Swan and Finom Kitchen had Bookshop offers which 

drove business for them also.    
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During this period, we worked with other major events coming up: some key events also have 

new management:  

• Pukaha Garden Tour 

• Toast Martinborough  

• Wings Over Wairarapa 

• 121 Festival 

• Wairarapa Walking Festival  

•  

We strive to add value to these events, provide guidance and maximize STAPP funding. This 

beautiful advertisement showcasing 3 separate but equally lovely Wairarapa garden related 

events, was placed in both the September and October NZ Gardener magazine. The artwork 

was made available for use online and on social channels to each party also.    
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Tourism NZ Spring campaign: we drove the development of a White Swan offer and secured it 

as a featured deal in the big TNZ funded domestic Spring campaign.  These are screen shots of 

the in situ funded placement the offer received – great exposure regardless of bookings.  

To be eligible for this advertising the venue had to be Qualmarked, on the Tourism New 

Zealand website, and willing to provide an offer. The Wairarapa has few businesses/products 

able to make the most of these types of opportunities through Tourism New Zealand. This is 

also a focus of Chrissy’s – our new Product Development Manager. 

 

 

During Tourism NZ’s Treat yourself to Winter domestic campaign, Parehua Resort had an offer 

featured also. It drove 39 bookings across the 3-month period made with the unique promo 

code. 

The promo was only valid for mid-week stays (Mon-Thurs) and had to be 2+ nights. So that's 

potentially 39 mid-week bookings or (78+ room nights) that Parehua may not have received 

without this Tourism New Zealand Campaign promo.  

That campaign also had the same eligibility criteria as for the previous campaign 

https://www.nzherald.co.nz/sponsored-stories/get-cosy-at-these-hot-winter-spots-around-

nz/NSD6KE6NKGM35YQKHHNY6RBQK4/                                                              

 

Festival of Christmas 

This event carries us through winter – we announced it and other Winter events and reasons to 

visit boldly in late June after many months of widespread illness:   

https://www.nzherald.co.nz/sponsored-stories/get-cosy-at-these-hot-winter-spots-around-nz/NSD6KE6NKGM35YQKHHNY6RBQK4/
https://www.nzherald.co.nz/sponsored-stories/get-cosy-at-these-hot-winter-spots-around-nz/NSD6KE6NKGM35YQKHHNY6RBQK4/
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This wrap was on both the Dompost and Manawatu Standard. This format, which we have used 

several times now, allows us to showcase quite a lot of regional content in a condensed but 

easy to consume manner.  

There were also MRECs (digital ads on STUFF) supporting this. 



8 | P a g e  
 

While the Festival grabs attention, this year DW focused on setting out ideas for things to do 

right across the region for the month of July. Essential so that we maximize visitation and so 

that accommodation across the region is in demand, especially in the school holidays.  

 

 

 

 

 

The newspaper ad was reformatted into a handout for accommodation and for use by all DW 

folk on social and online: supported by a school holiday guide at i-SITEs and online.  
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Above Tots N Teens – funded article about the many family things to do in the region.  

Awareness of the Festival of Christmas has grown and sees us being included in other media 

content with terrific reach: 

 

Here we are at the TOP of a list of ten school holiday activities near major cities on Stuff:  

School holiday staycation: Ten of the best things to do over the winter break: 

https://www.stuff.co.nz/travel/experiences/family-holidays/300634691/school-holiday-

staycation-ten-of-the-best-things-to-do-over-the-winter-

break?fbclid=IwAR3YWmSGqa1iZnS2d6EEhiiVSRBpVjqjgkZymV3V-oawQ6hYGuQWqrZ-6i0    

 

 

 

 

https://www.stuff.co.nz/travel/experiences/family-holidays/300634691/school-holiday-staycation-ten-of-the-best-things-to-do-over-the-winter-break?fbclid=IwAR3YWmSGqa1iZnS2d6EEhiiVSRBpVjqjgkZymV3V-oawQ6hYGuQWqrZ-6i0
https://www.stuff.co.nz/travel/experiences/family-holidays/300634691/school-holiday-staycation-ten-of-the-best-things-to-do-over-the-winter-break?fbclid=IwAR3YWmSGqa1iZnS2d6EEhiiVSRBpVjqjgkZymV3V-oawQ6hYGuQWqrZ-6i0
https://www.stuff.co.nz/travel/experiences/family-holidays/300634691/school-holiday-staycation-ten-of-the-best-things-to-do-over-the-winter-break?fbclid=IwAR3YWmSGqa1iZnS2d6EEhiiVSRBpVjqjgkZymV3V-oawQ6hYGuQWqrZ-6i0
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WgtnNZ funded July Kia Ora Air NZ magazine also featured the festival:  

 

 

Tourism NZ funded content in the NZ Herald:  

https://www.nzherald.co.nz/travel/nz-travel-some-of-the-countrys-best-winter-shows-and-

festivities/U63TL4JUQYYQIEECLF7I34VVS4/     

This was also pushed out via The Herald’s huge travel email.  

 

WgtnNZ also funded attendee research for the festival – top line results were:  

● 82% attendees from outside Wairarapa  

● 26% attendees were from outside greater Wellington region  

● 54% of visitors stayed an average of 2 nights, and spent $544 pp  

● 24% were day visitors, spent an average of $130 pp  

● 61% were attending the FOC for the first time  

● 32% visited Greytown for the FOC twice or more 

https://www.nzherald.co.nz/travel/nz-travel-some-of-the-countrys-best-winter-shows-and-festivities/U63TL4JUQYYQIEECLF7I34VVS4/
https://www.nzherald.co.nz/travel/nz-travel-some-of-the-countrys-best-winter-shows-and-festivities/U63TL4JUQYYQIEECLF7I34VVS4/
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A final comment about winter. 

In a world where images rule – this image (captured last year by us but used judicially after a 

good dump of August snow this year) became our-best-ever-social post.  Over 129,00 people 

reached.  
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Digital Reach Campaign with Tomahawk  

We continued with our investment with Tomahawk – driving messaging and content via paid 

social, widely into the lower half of the North Island. While the initial winter phase featured the 

Festival of Christmas (there’s no doubt the visuals of the festival are extraordinarily effective in 

every medium) the most satisfactory outcome was below. Our ads with passionate producers, 

school holiday ideas and wellness messaging– where we simply lay out appealing features 

about the region with quality imagery is reaching and engaging a big audience. Our 

overarching objective is to get the region in front of more people -the numbers we can achieve 

are compelling.  

 

 

 

 

 

 

 

 

 

 

 

The Classic NZ Wine Trail  

 

DW hosted all the Trail partners (Hawkes Bay Tourism, WellingtonNZ, and Destination 

Marlborough) in the region for a strategy/marketing planning hui. Since Covid DW has 

promoted the route, encouraging and leading joint activity including media hosting and print 

and online STUFF work. All regions have funds set aside from STAPP which must be spent 

attracting Australian visitors. Tourism NZ have developed a series of ‘buy-in’ campaigns 

managed by their agency in Australia and using their own deep and rich audiences developed 

through audience retargeting. As a Trail we will join forces in one of these ‘packaged’ 

opportunities which through ads and social media video will drive traffic to the Trail website.  

This has pushed us into rejuvenating The Trail Facebook page and in setting up Instagram also.  

More broadly there’s a commitment to work together in an ongoing way for a focus on 

domestic markets. This is very positive for Wairarapa as we benefit from the firepower of four 

regions together on this essential visitor route.  
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Website development 

 

The WairarapaNZ website is our most important asset as an RTO. However, the technology that 

supports our current website becomes obsolete next year. We therefore need to upgrade our 

site before this happens. 

We have drawn on the learnings from analysis done by Tomahawk on our website, and on our 

own insights in regards to user experience. We have explored the gaps in our current site and 

opportunities with new technology. In particular, working alongside Jo Stevens-Love to identify 

possibilities for accommodation booking to make it beneficial to consumers, Destination 

Wairarapa members and our i-SITEs. 

We are moving ahead with a Tourism New Zealand functionality to pull through member 

listings to our website ensuring multiple wins for Destination Wairarapa. By using this 

functionality, we are getting more members onto New Zealand.com (a highly trafficked site), 

creating more Wairarapa content on NZ.com for a strong regional presence, pulling through 

this content to our own new site to avoid doubling up and efficiency of our resources, and 

ensuring content is up to date and putting our effort into this for the benefit of our own site 

and NZ.com. 

We have identified functionality from Booking.com which will allow us to integrate a 

Booking.com feed into our site. This will provide us with commission and allowing a direct 

booking channel for a good user experience.  

We have spoken with other RTOs who also work like this with New Zealand.com and 

Booking.com: they’re  positive about the different systems and the benefits they provide. 

Working with other RTOs and receiving their feedback has very helpful to us. By reaching out, 

RTOs are happy to work with us in a collegial manner and share their positive and negative 

views about systems/tools they have on their own sites.  

This information is pulling together well to feed into our RFP for a new site. 

 

Media results 

Plenty of great results in this period - highlights being:  

Seven Sharp Festival of Christmas – hitting national TV on this popular show with a gorgeous 

piece on Greytown was a wonderful result and one which Walt worked on for many weeks, 

refining and presenting and presenting then pitching.    

https://www.youtube.com/watch?v=A_FwopaGyOM I have no doubt this kick start at the very 

beginning of the festival drove significant visitation.  

We appeared again on Seven Sharp again after the death of the Queen – in this charming 

piece about Queen Elizabeth Park.  

https://www.facebook.com/sevensharp/videos/857926441812078/    

The Classic NZ Wine Trail cohosted freelance writer Jo Bates earlier in the year - this resulting 

story in the Australian Financial Review appeared is a gem and timing is extraordinary, given 

borders widely open now.  

AFR has a monthly readership of almost 3.5million, so a great piece to secure.   As this is a 

subscriber only site, we have this PDF to view it from.  

https://www.youtube.com/watch?v=A_FwopaGyOM
https://www.facebook.com/sevensharp/videos/857926441812078/
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 AFR PDF of online story   

 

This Broadsheet Australia story - was funded by WgtnNZ as part of a campaign they worked on 

with Tourism NZ, TNZ has opened up a developed a range of investment levels for co-funded 

campaigns (for larger RTOs) and we’re fortunate that when Wellington partner up, they feature 

us in some elements.   

A Guide to the Tiny New Zealand Town That Boasts Twenty-Five Wineries (broadsheet.com.au) 

 

Anna Nielson – General Manager  

July 2022 

https://t.wellingtonnz.com/c/gGL7MwivN0aLk-JcNDIVHQ
https://t.wellingtonnz.com/c/4pGldLTTp0KbC68phnR-qA





































