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INTRODUCTION 

 
This briefing provides you with an introduction to the Tourism portfolio and Vote Tourism.  
It summarises key areas of policy and major policy issues in the light of the 
Government’s stated intentions in this portfolio.  It also lists pending actions and 
decisions that you will need to consider in the next three months.  This document will be 
supplemented by separate, more in-depth briefings as required. 
 
Issues within the portfolio are led by the Ministry of Tourism, a semi-autonomous Ministry 
within the Ministry of Economic Development.   Ray Salter is the General Manager of the 
Ministry of Tourism.   
 
The Ministry seeks to foster an environment in which enterprising and innovative tourism 
businesses are able to compete effectively in a dynamic global market place, grasp 
opportunities and provide high quality New Zealand experiences in order to deliver 
sustainable growth for the New Zealand economy.  
 
This briefing is supplemented by the Ministry of Economic Development’s broader 
overview brief on Key Economic Development Opportunities and Challenges, and a 
Guide to the Ministry of Economic Development, which details the Ministry’s role, 
structure, and functions. 
 
We would welcome an early meeting with you to discuss your priorities and how we can 
best help you achieve them. 
 
 
 
 
 
 
 
David Smol 
Chief Executive 
Ministry of Economic Development 

 

 

 
Ray Salter 
General Manager 
Ministry of Tourism 
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OVERVIEW 

 
Tourism is central to New Zealand’s economy 
 
1.  Tourism is a core part of New Zealand's economy. Two and a half million visitors 

come to New Zealand each year to experience world-class products and services.  
They travel to the furthest regions of the country and many also pursue business 
and immigration opportunities while they are here.  

 
2.  Tourism generated $8.8 billion in foreign exchange earnings in the year to March 

2007. Add domestic tourism to the mix, and total expenditure increases to $20.1 
billion. New Zealand’s development of tourism also serves to: 

 
• diversify the economy, reducing our reliance on primary sector commodity 

exports 
• contribute to New Zealand’s image and presence in offshore markets 
• underpin our aviation linkages to key markets 
• add economic vitality to regions through both international and domestic 

expenditure  
• generate economic benefits from protected assets such as the conservation 

estate 
• generate GST revenue from foreign exchange spending. 

 
3.   Key challenges within your portfolio are: 
 

• responding to the impact of current global economic conditions 
• implementing the New Zealand Tourism Strategy 
• lifting productivity in the tourism sector 
• getting good coordination across government and the tourism sector  
• ensuring effective destination marketing  
• improving aviation linkages to our markets  
• making the most of New Zealand’s environmental advantages 
• building effective infrastructure that supports the tourism sector. 
 

4. These issues are discussed in more detail in the Major policy and implementation 
issues section of this briefing. 

 
The New Zealand Tourism Strategy sets out the sector’s vision and action agenda   
 
5. The New Zealand Tourism Strategy 2015 (NZTS), launched in November 2007, 

continues an industry and government partnership approach to maximise the 
benefit of tourism to New Zealand.  

 
6. The vision of the NZTS is for tourism to be valued as the leading contributor to a 

sustainable New Zealand economy by 2015, by ensuring that: 
 

• New Zealand delivers a world-class visitor experience 
• New Zealand’s tourism sector is prosperous and attracts ongoing investment 
• the tourism sector takes a leading role in protecting and enhancing the 

environment 
• the tourism sector and communities work together for mutual benefit. 
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7. NZTS implementation planning has helped coordinate this large and diverse sector 

with priority areas being picked up by the appropriate private or public sector 
organisations. We are now entering the implementation stage.  

 
Work on tourism is carried out within the Ministry of Tourism and Tourism New Zealand 
 
8. Your portfolio plays a leading role in defining New Zealand’s profile in our 

international markets through the presentation and delivery of New Zealand’s 
destination brand. In addition, the portfolio provides research and statistics to 
enable informed investment and other key decisions within the sector.  

 
9. We provide tourism policy advice to you and work with other government 

departments on tourism-critical policy issues. We also have responsibility for the 
tourism research and statistics noted above.  

 
10. We provide advice to you on Tourism New Zealand (TNZ), the Crown entity tasked 

with marketing New Zealand to international visitors. Our advice focuses on the 
overall contribution of TNZ to the government's policy objectives as well as 
assisting you in your role as Minister responsible for the Board governing Tourism 
New Zealand. 

 
11. The Ministry of Tourism is a part of the Industry and Regional Development Branch 

of the Ministry of Economic Development which is led by Mark Steel as Deputy 
Secretary.  The Branch also deals with major events policy, coordination of the 
Rugby World Cup 2011, and regional policy. 

 
12. More information on the Ministry of Tourism and the Industry and Regional 

Development branch can be found in the Guide to the Ministry of Economic 
Development. 

  
Vote Tourism Appropriation 
 
13. The annual operating appropriations for Vote Tourism in 2008/09 total 

approximately $86.8 million, covering the following:   
 

• $9.4 million (or 10.9 percent of the Vote) is for a policy advice and tourism 
research 

• $73 million (84.1 percent) is for purchasing outputs from Tourism New 
Zealand  

• $4.0 million (4.6 percent) is for implementing the New Zealand Tourism 
Strategy 2015  

• $0.3 million (0.4 percent) is for Tourism Facilities Development Grants. 
 
14. The budget baseline for 2009/10 is forecast to be around $78.1 million (a reduction 

of $8.7 million or 10.0 percent). This mainly reflects the staging of time-limited 
funding for implementing the New Zealand Tourism Strategy 2015 and the 
Strategic Tourism Marketing of New Zealand in China.  

 
15. In line with your policy for State services, the Ministry is reviewing all Vote 

expenditure it has responsibility for, and is looking at specific opportunities to 
improve the cost effectiveness of delivering the Government's priorities.  This 
includes identifying any areas where savings might be considered. 
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MAJOR POLICY AND IMPLEMENTATION ISSUES 

Responding to the impact of current global economic conditions 
 
Global economic conditions are already impacting on the tourism sector... 
 
16. The tourism sector is anticipating very challenging times ahead as the current crisis 

impacts on international and domestic consumer activity.  
 
17. Following a decade of strong growth, visitor numbers are declining as a result of 

global economic conditions.  Figure 2 shows our recent international arrivals and 
annual growth rates in the context of the last eighteen years. The impact of the 
Asian financial crisis can be seen in 1998.  

 
Figure 1:  Visitor Arrivals to New Zealand 
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18. Domestic tourism activity is also declining, and existing tourism forecasts 

formulated prior to the escalation of the financial crisis are now overly optimistic. 
 
19. Latest data confirms this downward trend. International arrivals fell 6.6 percent in 

the month of September compared with the same period last year. At year end, 
arrivals were down 0.3 percent for the 12 months to the end of September. The 
number of nights spent in commercial accommodation was also down 5.2 percent 
for the month of September.  

 
20. We are monitoring these indicators closely. Trends will be further clarified by the 

upcoming data releases listed below:  
 

• International Visitor Survey (spend data) – (released 19 November, data to 
September 2008) 

• International Visitor Arrivals (to be released 21 November, data to October 
2008) 
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• Commercial Accommodation Monitor (to be released 11 December, data to 
October 2008) 

• Domestic Travel Survey (to be released 5 December, data to September 
2008) 

 
21. Even before the current global situation, a number of factors had begun to limit the 

strong growth that the sector has enjoyed over the last decade - including 
increasing fuel costs, air capacity constraints caused by a shortage of new 
generation aircraft, and a high exchange rate. Airline issues, and correspondingly 
our access to key markets, remain extremely challenging as concerns turn from 
fuel prices to reduced demand. 

 
...although some improving conditions may help 
 
22. Fuel prices have dropped considerably reducing the cost pressure on airlines, the 

value of New Zealand dollar is easing making a New Zealand trip less expensive 
and outbound travel is declining - which may have an upside for domestic travel.  

 
23. In the past, New Zealand tourism has been relatively resilient to localised external 

shocks such as the Asian financial crisis. New Zealand’s diversified portfolio of 
source markets has helped to ensure relatively swift recovery.  And while the global 
scale of this current situation may prove more challenging than past shocks, 
Australia and possibly the United Kingdom are international source markets that 
could play a lead role in a tourism response strategy. 

 
Focusing on increasing sector productivity and investment will be central to any response 
 
24. The growth prospects for New Zealand tourism depend on improving the factors 

that lead to productivity gains. Maintaining a focus on yield, quality and broadening 
our tourism season remains highly relevant as the sector works through the current 
difficulties. 

 
25. Our brand positioning and international profile is of paramount importance and will 

be an essential factor in both our ability to operate during the crisis and make a 
strong recovery when conditions begin to improve.  In downturn situations strong 
brands advance while weak brands fall away. There may therefore be opportunities 
within the current situation to capture market share from competing destinations 
who choose to reduce their presence in our markets.  

 
26. In terms of economic stimulation, tourism has the potential to generate economic 

activity relatively quickly. This may complement other stimulation initiatives such as 
infrastructure investment that have longer timeframes. Tourism also offers the 
potential for economic stimulation activity to target small to medium enterprises 
which make up much of the sector, and to distribute economic activity to regions 
that may be difficult to assist by other means. 

 
27. There are investment options, including new marketing investment through TNZ, 

that could ensure that tourism can contribute to our country’s response to the 
current economic situation. We expect that the financial situation will be high on 
your priority list and are working with key economic agencies to prepare for this 
discussion within a tourism context. 

 

865195 November 2008 7 of 22 



VOTE TOURISM: BRIEFING FOR THE INCOMING MINISTER 2008 

Getting good coordination across the tourism sector 
 
The size and diversity of the sector makes coordination critical... 
 
28. As a large and diverse sector, tourism faces coordination and alignment 

challenges. Many businesses such as taxi companies, restaurants, movie theatres 
etc, may not see themselves as working in tourism. This makes achieving cohesion 
and ensuring industry wide progress on key issues complex and challenging.  

 
29. The diverse nature of the industry means it is linked to a wide range of government 

policy and operational activity - such as the Department of Conservation’s 
management of the conservation estate, local government’s management of local 
infrastructure, and the advice given by the Ministry for the Environment on 
environmental management.  

 
...including coordination across government agencies 
 
30. With this in mind, we must work effectively across government agencies in order to 

maximise tourism’s contribution to New Zealand. Coordination is also important at 
a Ministerial level.  

 
Lifting productivity in the tourism sector 
 
There is room to lift productivity across the tourism sector 
 
31. Our work on tourism yield shows that the sector as a whole has positive financial 

yields.  However, some sub-sectors of the industry have low yield compared to the 
opportunity cost of capital, and compared to some of the better performing sectors 
elsewhere in the economy.  

 
32. Tourism is a sector where New Zealand is competitive internationally as a niche, 

high quality visitor destination. To leverage this advantage we need to focus on 
factors that increase tourism’s return to business owners, communities and the 
New Zealand economy.  

 
Key ways to lift sector productivity include better use of capital and labour... 
 
33. There are good opportunities to increase productivity in the tourism sector through 

more effective use of capital and enhanced labour productivity, particularly given 
the labour-intensive nature of the sector. This is reinforced by the fact that our 
people and our friendly and welcoming approach are an important part of New 
Zealand tourism’s value proposition.  

 
34. This provides a strong rationale for focusing on labour issues such as skills, 

retention strategies, and other productivity initiatives. The NZTS 2015 identified 
priorities in this area and we will be briefing you on initiatives under development by 
the Tourism Industry Association for support from the NZTS 2015 Implementation 
Fund.   

 
...getting good information to businesses... 
 
35. Gathering accurate and timely sector information is critical, but is well beyond the 

capacity of individual tourism businesses.  Because of this, these businesses can 
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experience difficulties in planning, access to capital, product development and 
effective marketing.  

 
36. Consequently, New Zealand has developed a core tourism data set managed by 

the Ministry. This programme gathers and disseminates key information on sector 
performance and annual economic contribution, as well as providing a forecasting 
programme to assist the sector’s forward planning. This information assists the 
private sector as well as providing a base for government policy decisions.  Other 
key information provision within the Vote includes Tourism New Zealand market 
intelligence and visitor satisfaction data gathered in key offshore markets and 
disseminated to businesses.  

 
37. The value to the sector and government of tourism information provided from the 

Vote depends upon the quality of the data, user relevance, accessibility and 
timeliness. We believe that the information base is very effective at a national level, 
but to be more effective at a regional or sub-sector level it will require additional 
investment and stronger partnerships with industry. 

 
...broadening our tourism season... 
 
38. Tourism in New Zealand has very strong seasonal patterns with most international 

visitors arriving and departing between November and March. Figure 3 shows the 
very high peak in December and January.  

 
 
Figure 2:  Arrivals seasonality 
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39. This seasonal pattern has productivity implications through the inefficient use of 

assets, and in the difficulties it creates for training and retaining skilled staff when 
employment is not necessarily available throughout the year. 

  
40. This is a significant challenge. Our seasonality patterns have not altered in any 

meaningful way for many years. Change will need to be driven by new approaches 
such as targeting marketing effort in some markets away from high season to 
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shoulder season growth and developing markets that have a better seasonal profile 
such as India. 

 
...stronger targeting of major events and conferences... 
 
41. We can broaden our current marketing – which currently focuses on holiday visitors 

- in order to generate significant value and seasonality benefits from major events 
and conventions and incentive travel.  

 
42. Major events provide an opportunity to generate a range of profile and legacy 

benefits to New Zealand. The most significant single event in New Zealand’s near 
future with the potential to have a large scale economic impact is the 2011 Rugby 
World Cup. The tourism sector has an integral role in contributing towards an 
effectively run event and in maximising legacy benefits. It is also important to think 
more broadly than this single event and to ensure New Zealand has an ongoing 
calendar of large scale events.  

 
43. This requires us to work closely with the Major Events policy team and the Rugby 

World Cup coordination office, both of which are managed within Vote Economic 
Development. This focus will increasingly require your attention along with other 
relevant Ministers as the lead up to the Rugby World Cup intensifies. 

 
44. Conference and incentives visitors spend more on average than any other visitor 

type. There is strong growth potential for international conferences to New Zealand. 
However, our international bidding capacity is limited at the large convention end of 
the market, because New Zealand lacks facilities to handle more than 1,500 
delegate meetings. This severely constrains New Zealand’s ability to be 
competitive, especially in the Asia regional and Australian conference and 
incentives market where significant growth opportunities are bypassing New 
Zealand.  The importance of investment in such infrastructure is discussed further 
below. 

 
...helping build Māori tourism business capability... 
 
45. Māori businesses are playing an increasingly important role in the tourism sector. 

Many Māori businesses also deliver distinctly New Zealand Māori tourism product 
into a global tourism market that is seeking distinctive and authentic experiences.  

 
46. There is a clear opportunity for the sector to benefit from Māori tourism business 

growth.  However, work by the portfolio agencies has shown that Māori tourism is 
still relatively underdeveloped. The current focus is to seek this growth through 
enhancing Māori tourism business capability and product quality, rather than 
seeking to accelerate the numbers of Māori tourism businesses. We will be briefing 
you on initiatives under development by the New Zealand Māori Tourism Council to 
achieve this objective.  

 
...and an increased but targeted focus on domestic tourism 
 
47. Domestic tourism comprises 57 percent ($11.3 billion) of tourism expenditure and it 

underpins the performance of many New Zealand tourism businesses. Central 
government has a role in supporting product development, quality improvement 
and provision of information and research.  
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48. Our strong focus on international tourism over recent years has left a relative 
knowledge gap on domestic tourism as a driver for businesses across the sector. 
Addressing this gap and integrating this knowledge across the portfolio will assist 
business performance and potentially identify opportunities for enhancing our 
destination’s overall competitiveness.  

 
Ensuring effective destination marketing  
 
Marketing keeps New Zealand to the forefront of international travel consumers’ 
destination choices... 
 
49. Government plays an active role in destination marketing through its investment in 

Tourism New Zealand’s (TNZ’s) marketing activity. Over 85 percent of Vote 
Tourism is appropriated for this purpose. Government also has a less direct role as 
a majority shareholder in Air New Zealand, our other major destination marketing 
player. 

 
50. The major share of Vote Tourism’s destination marketing budget is spent delivering 

our 100% Pure NZ destination brand. The brand is highly regarded and well 
supported by the industry.  There are regular and ongoing opportunities to evolve 
the brand to meet changing market demands and our product offer.  

 
51. Overall, investment in destination marketing has been relatively static in a global 

market environment that has become increasingly challenging. We face well 
funded competition from countries emerging in our market niche and rising 
advertising costs in key markets. This has implications for New Zealand’s profile 
and, correspondingly, our competitiveness.   

 
...and it needs to be effective and well-targeted 
 
52. Given limited resources, it is critical that this spending is effective.  The Ministry of 

Tourism is responsible for advising you on the effectiveness of government’s 
investment in offshore marketing through TNZ.  This is a challenging area, as it is 
very difficult to isolate the marketing influence of TNZ from the multitude of other 
factors that affect tourism performance. We are working closely with TNZ on 
developing a revised set of performance measures and will be seeking your views 
to ensure that the measures reflect your priorities.  

 
53. As a small country with limited resources and a range of potential markets, it is also 

essential that our destination marketing activity is well targeted. TNZ’s focus is 
visitors who seek out new, authentic experiences that involve engagement with 
natural and cultural environments. These ‘interactive travellers’ make up 35-50 
percent of long-haul travellers in our key and emerging markets. While this very 
broad target segment is a good fit for what New Zealand has to offer, interactive 
travellers do not spend more than other types of visitor. An enhanced and/or more 
finely targeted approach will be required to deliver on the sector’s objective of 
targeting higher value visitors in the long term. 

 

865195 November 2008 11 of 22 



VOTE TOURISM: BRIEFING FOR THE INCOMING MINISTER 2008 

Improving aviation linkages to our markets 
 
Airline strategy will have a major impact on New Zealand tourism and other export 
sectors... 
 
54. The ongoing availability of international air linkages is critical for tourism’s access 

to key markets. This is also the case for a significant portion of New Zealand’s high 
value exported goods and for New Zealand’s overall attractiveness as a location for 
foreign direct investment.  

 
...and it is important that we understand what is driving this strategy 
 
55. In an increasingly dynamic international aviation environment, and given our 

geographic position, it is important that we understand the drivers of airline 
strategy, and the risks and the opportunities that developments in this environment 
pose for the New Zealand economy.  

 
56. We have identified knowledge and coordination gaps in this area and are 

progressing a project to address these. We are working with the Ministry of 
Economic Development, Tourism New Zealand and other key agencies to ensure 
that we address tourism issues as well as wider economic development issues. We 
will be briefing you on the scope and objectives of this work within the next month. 

 
Making the most of New Zealand’s environmental advantages 
 
Environmental performance gives New Zealand tourism a competitive edge 
 
57. Tourism New Zealand’s ongoing campaign tracking and visitor satisfaction 

research show that our landscapes are the main reason people are attracted to 
visit New Zealand. 

 
58. Visitors experience all aspects of New Zealand’s environmental performance and 

not just those delivered by the tourism sector. Because of this, a New Zealand-wide 
environmental policy and action agenda is essential for tourism and will be of 
importance to other export sectors. The tourism sector has committed to taking a 
leadership role in this area through the NZTS. There is an opportunity to build from 
this to establish a stronger consensus and cooperation across other sectors where 
environmental performance is fundamental to export business success.  

 
Climate change and environmental management pose some significant challenges... 
 
59. On climate change, New Zealand is particularly exposed to changes in demand 

should consumers choose to limit long haul air travel, or if climate change policy 
settings impose significant new costs on the price of international air travel. 
Domestic policy settings such as the emissions trading scheme will also pose 
transitional challenges for the sector over the short term.  

  
60. On environmental performance, while New Zealand has a strong international 

reputation for environmental sustainability we should acknowledge that there are 
areas where New Zealand’s practices fall short of those that our international 
visitors are used to at home. Recycling and other waste management issues stand 
out as areas where our delivery most consistently fails to satisfy visitors. 
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...and we have been working with businesses on how to address them 
 
61. Our focus to date has been on enabling business to increase their environmental 

performance in response to market demands, and in preparation for a trading 
environment where their carbon emissions are constrained. Activity has included 
working with tourism business and relevant agencies to develop a Tourism Climate 
Change Action Plan, the provision of market intelligence, tools and face to face 
advice. We have also provided environmentally sustainable businesses with 
options for independent verification and market advantage through Qualmark, New 
Zealand’s quality assurance scheme. 

 
62. Linkages across other government agency policy work are fundamental to this area 

– particularly the Ministries of Transport and the Environment. 
 
Building effective infrastructure that supports the tourism sector 
 
Infrastructure planning and resourcing need to factor in tourism-related demand... 
 
63. Infrastructure underpins tourism’s contribution to the economy. This encompasses: 
 

• our core infrastructure such as roads, water and broadband 
• infrastructure nodes that are critical for tourism, such as airports  
• specific infrastructure that provides opportunities for tourism to generate 

direct economic benefits, both regionally and nationally. 
  
64. Tourism sector needs are frequently overlooked in core infrastructure planning as 

visitors pass through rather than being a ‘resident’ stakeholder group. This can 
constrain tourism’s ability to grow its contribution to both the national and regional 
economies. It can also lead to undesirable impacts as infrastructure capacity is 
exceeded by demand which has not been planned for. 

 
...both at a local and national level 
 
65. There are cases where tourism can place demands on local infrastructure that are 

beyond the ability of local ratepayers to provide. Central government has, in the 
past, provided some limited assistance in these cases.  There are also some 
elements of the national infrastructure that play a direct and critical role in enabling 
tourism and these can, from time to time, require significant tourism policy 
attention. 

 
Addressing infrastructure gaps has the potential to enhance the sector’s productivity 
 
66. There are opportunities to significantly enhance tourism’s contribution to the 

economy by addressing identified tourism infrastructure asset gaps. These include 
a primary cruise ship terminal on Auckland’s waterfront and development of a large 
scale international convention facility. 

  
67. Realising these growth opportunities will require sustained effort at a policy and 

Ministerial level. There is work underway at a local and regional level and strong 
national level support from industry.  Early steps may include proposals for central 
government consideration at the feasibility and scoping stages. We will be able to 
brief you in more detail should these proposals become more fully developed. 
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UPCOMING MINISTERIAL DECISIONS 

 
68. This section highlights upcoming decisions which you will have to consider in your 

first three months as a Minister. Besides the initiatives presented in the table below, 
the other key decisions you will need to make in relation to the Vote will be for 
Budget 2009.  

 
Issue/Topic Pending Decision/Action Expected 

Timeframe 
Contact 
Person 

NZTS 2015 
Implementation 

We plan to provide you with a 
small number of proposals for 
funding from the NZTS 2015 
Implementation Fund totalling 
around $4M. These proposals will 
derive from stakeholders seeking 
to implement agreed NZTS 
actions as per the Strategy's 
Implementation Plan. You approve 
all allocations from the 
Implementation Fund, with joint 
approval from the Minister of 
Finance where a proposal is over 
$250,000. 
 

November Simon Hughes  

 
A segment of text has been withheld under section 9(2)(j) of the Official Information Act 1982 
because negotiations on the matters concerned were not yet complete, and the withholding of that 
information is not outweighed by other considerations which render it desirable, in the public interest, 
to make that information available. 
 
NZ Tourism 
Board (TNZ) 
appointments 

Three NZ Tourism Board 
appointments are due for renewal 
in January 2009. These board 
members have agreed to continue 
to serve on the board through to 
March 31 should it be required. As 
the appointing Minister, we will 
provide you with a shortlist of 
potential candidates as soon as 
practicable. 
 

December Ray Salter 

Tourism 
Facilities Grants 
Programme 
decisions 

Nine applications totalling 
$441,000 received as part of the 
current funding round have been 
assessed. Our recommendations 
are ready for your consideration 
when you are ready to receive 
them. 
 

As required Simon Hughes 
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APPENDIX 1 
  

MINISTERIAL RESPONSIBILITIES IN RELATION TO CROWN ENTITIES 
AND OTHER BOARDS 
 

New Zealand Tourism Board (Tourism New Zealand) 
 
The New Zealand Tourism Board (NZTB) which operates as Tourism New Zealand 
(TNZ) is the Crown entity responsible for marketing New Zealand as a tourist destination. 
It was established under the New Zealand Tourism Board Act 1991, to market New 
Zealand as a visitor destination and to maximise the long-term benefits to New Zealand.  
 
Tourism New Zealand is governed by a Board of up to nine directors, each appointed for 
a term of up to three years by you as Minister of Tourism. The current Chairman is Greg 
Muir. Appointments for three board members will come up for your consideration in 2009. 
 
The Board Members are, Susie Johnstone, Paul Bingham, Sean Murray, John Barrett, 
Kay Mckelvie, Malcolm Johns, Glenys Coughlan and Henry van Asch. 
 
The Chief Executive is George Hickton. 
 
TNZ is headquartered in Wellington with marketing functions led out of an Auckland 
office. There are offshore offices in Sydney, London, Los Angeles, Tokyo and Shanghai 
and smaller offices in Mumbai, Bangkok, Singapore, New York and Seoul.  
 
TNZ delivers its activity across three areas: 
 
• ‘Come now’ Campaign; which encompasses development and delivery of the 100% 

Pure NZ global brand campaign in key markets including special events and 
promotions (such as the ‘Rugby Ball’ first deployed in Paris for the 2007 RWC). 

 
• ‘Do more’ Channel; which encompasses trade development (e.g. travel agent 

training) and international media activity (e.g. hosting foreign media). 
 
• ‘Send others’ Capability; which encompasses activity with the industry to ensure 

the delivery of an exceptional New Zealand tourism experience for visitors. This 
includes operations through subsidiary organisations such as Qualmark NZ and the 
Visitor Information Network (i-Sites).  
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APPENDIX 2 
 
LEGISLATION ADMINISTERED BY THE MINISTRY UNDER VOTE 
TOURISM 

New Zealand Tourism Board Act 1991 
 
This Act sets out the objective, functions and powers of the New Zealand Tourism Board 
(which operates as Tourism New Zealand) that governs the Board’s operation. The 
purpose provided is “to ensure that New Zealand is so marketed as a visitor destination 
as to maximise long-term benefits to New Zealand”. To this end, the functions are to 
“develop, implement and promote strategies for tourism” and “advise the government 
and the New Zealand tourism industry on matters relating to the development, 
implementation and promotion of those strategies”. 
 
Crown Entities Act 2004 
 
The Tourism Board is a Crown entity for the purposes of the Crown Entities Act 2004. 
Under this Act the Board must provide you with an annual agreement of projected 
outputs, liabilities and estimated outcomes for approval. As a Crown Agent under this 
Act, you may direct the Tourism Board to amend its annual output agreement or issue 
policy directives for implementation by the Board. 
 
This Act empowers you to appoint members of the Board of Directors. 
 
This Act imposes certain requirements on the Board, including a requirement to provide 
a Statement of Intent and an Annual Report each year. 
 
New Zealand Māori Arts and Crafts Institute Act 1963 
 
The Act established the New Zealand Māori Arts and Crafts Institute (MACI) to 
“encourage, develop and promote all types of Māori culture and the practice and 
appreciation of Māori arts and crafts”. The Act provides for the Crown to appoint a Board 
of up to seven members for a three year term and for MACI to provide an annual report 
with audited accounts to the responsible Minister to be tabled in Parliament. MACI is not 
subject to the Crown Entities Act 2004. Harry Burkhardt is the Chairman of the MACI 
Board. 
 
MACI (trading as Te Puia) sells tourism services worth $12 million per annum comprising 
tours of the Whakarewarewa thermal valley, concerts, carving and weaving 
demonstrations and retail products. Annual trading profits averaged $3.2m over 2001 to 
2006 but fell to around $2.5m in 2008. 
 
MACI pays around $450,000 in annual rent to lease the reserves from the Crown for a 30 
year term renewable in perpetuity. This will change on passing of legislation transferring 
the land to a joint Trust. 
  

865195 November 2008 16 of 22 



VOTE TOURISM: BRIEFING FOR THE INCOMING MINISTER 2008 

Tourist and Health Resorts Control Act 1908 
 
This Act provides for government management of natural springs, spa baths and various 
reserves. It also regulates the removal of mineral water and sulphur from the reserves. 
The Act now only applies to three residual reserves, all in Rotorua. These are: 
 
• Arikikapakapa, most of the northern part is leased to the Rotorua Golf Club and the 

southern part is leased to the Māori  Arts and Crafts Institute (MACI); 
• Whakarewarewa Thermal Springs, also leased to MACI which includes the famous 

Pōhutu geyser; and 
• Roto-ā-Tamaheke, which is unoccupied, consisting of a large boiling lake, mud 

pools and scrub land. 
 
The Ministry of Tourism manages the leases and advises the Minister on the use of 
these reserves. 
 
The government recently introduced legislation to vest the southern part of 
Arikikapakapa, Whakarewarewa and Roto-ā-Tamaheke in an interim joint Trust 
comprising Ngāti Whakaue and Tuhourangi-Ngāti Wahiao. This Bill is with the Māori 
Affairs Select Committee.  
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APPENDIX 3 

KEY STAKEHOLDERS 

Tourism Industry Association New Zealand (TIANZ) 
 
The Tourism Industry Association New Zealand (TIA) is the tourism industry’s trade 
association. It represents around 2,000 members ranging from small owner-operated 
businesses to large stock exchange-listed companies. TIA states that its members make 
up over 85 percent of the country’s tourism turnover.  
 
TIA has a Wellington based executive, which services the membership and represents 
the industry on tourism issues. Its Chairman is Norm Thompson and the Chief Executive 
is Tim Cossar. A key part of its role is as an industry advocate with local and central 
government, and in the media.  
 
The Association also manages the annual trade event, Tourism Rendezvous New 
Zealand (TRENZ). TRENZ is New Zealand’s largest annual tourism business event (ASB 
Showgrounds, Auckland 8 to 11 June 2009). TRENZ provides an opportunity for 
international and domestic trade, and consumer media to find out about the latest 
developments in New Zealand tourism product and meet leading tourism industry 
representatives. 
 
The New Zealand Tourism Conference was run by TIANZ on an annual basis, but this is 
now being reviewed. No conference will be held in 2009 and from 2010 a tourism week is 
proposed, which would incorporate a variety of industry events.  
 
Regional Tourism Organisations 
 
There are 30 geographically-based regional tourism organisations (RTOs). Their primary 
role is to market and promote their region domestically and, increasingly, internationally. 
They are mainly funded by district and city councils and also by the private sector and 
regional councils. The actual mix of private and public funding varies between the 
different regional organisations. Central government does not provide any direct funding. 
The organisations’ combined income in 2003/04 was $30.1 million.  
 
RTOs work together in the collective; Regional Tourism Organisations of New Zealand 
(RTONZ). The RTONZ Chair is Paul Davis.  
 
Māori Regional Tourism Organisations 
 
Māori Regional Tourism Organisations (MTOs) are collectives of Māori tourism operators 
who work together to improve Māori participation in tourism, including the development 
of quality tourism product and the development of working relationships with regional 
tourist organisations. There are 12 MRTOs representing various regions around New 
Zealand. 
 
The New Zealand Māori Tourism Council (NZMTC) 

The NZMTC is made up of 12 Māori Regional Tourism Organisations which represent 
the interests of Māori tourism operators in regions. Nine elected councillors, nominated 
from by MRTOs, make up the Board of the Council. The Chief Executive of the NZMTC 
is Neville Forman. 
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The Council’s mission is “to provide a mutually supportive network for the development 
of best practice by member MRTOs which leads to business growth and prosperity for 
Māori in tourism”. 
 
Major Corporations  
 
A number of sizeable companies and organisations operate in the New Zealand tourism 
industry. Those listed on the New Zealand Stock Exchange include: 
 
• Air New Zealand Limited 
• Auckland International Airport Limited 
• Jasons Travel Media Limited. 
• Millennium and Copthorne Hotels Limited 
• Sky City Entertainment Group Limited 
• Southern Travel Holdings Limited 
• Tourism Holdings Limited 
 
The structure of the industry is overwhelmingly dominated by small and medium sized, 
privately-owned firms and individuals. This makes the coordination of the industry 
particularly challenging.  
 
New Zealand Hotel Council (NZHC) 
 
The New Zealand Hotel Council is an incorporated society that represents the interests 
of over 100 international chain, independent, privately-owned and boutique hotels 
throughout the country. Its Chief Executive is Sharon Jennings and its Chairperson is 
Jennie Langley.  
 
The Council represents the interests of its members with key tourism, business, local and 
central government leaders. It also produces newsletters, regular updates, research 
reports and forecasts for the industry on the performance of the accommodation sector.  
 
Inbound Tourism Operators Council (ITOC) 
 
ITOC is a trade association that represents the New Zealand inbound tourism industry 
and allied tourism industry suppliers. Paul Yeo is the Chief Executive.  
 
ITOC’s stated mission is to “unite all inbound tour operators for the purpose of marketing 
New Zealand as an internationally competitive tourist destination by promoting and 
arranging inbound travel of the highest standards through encouragement of 
development of services, facilities, training and education”. Members agree to abide by a 
code of ethics and practice. 
 
Hospitality Association of New Zealand (HANZ) 
 
The Hospitality Association is a trade association representing 2,000 hospitality 
businesses. The Association serves as a local and national advocate for its members, 
providing them with advice on business matters, such as employment and liquor 
licensing matters, and negotiating purchasing benefits. The composition of the 
association’s membership is diverse and its members employ an estimated 32,000 staff. 
 
The President of HANZ is Bill McLean and the Chief Executive is Bruce Robertson. 
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Motel Association of New Zealand (MANZ) 
 
MANZ is the national trade body for the New Zealand motel industry and headed by 
Chief Executive, Michael Baines. The Association works to enhance the quality of motel 
product by supporting members in all aspects of running a motel business. They also 
work to ensure that the government is kept aware of the national importance of the motel 
industry to commerce and to tourism in New Zealand. The association has over 1,000 
members, representing self-contained motels and apartments. 
 
Holiday Accommodation Parks of New Zealand (HAPNZ)  
 
HAPNZ is a membership based and funded organisation, representing the interests of 
over 295 holiday parks and is headed by Fergus Brown. It has five core areas of work: 
industry advocacy, business networking, industry development programmes, 
membership services and industry standards. 
 
Local Government New Zealand 
 
Local Government New Zealand represents the interests of territorial and regional local 
authorities on a wide range of issues, including their involvement in tourism. Local 
authorities are important stakeholders in the sustainable development of the tourism 
industry; but vary in their understanding of, and commitment to, their roles in tourism. 
 
The CEO of Local Government New Zealand is Eugene Bowen.  
 
Local government plays an active role in the success of the New Zealand tourism 
industry, through: 
 
• funding regional tourism organisations, which are responsible for marketing their 

region to potential domestic and international visitors 
• providing core utilities and infrastructure such as roads, water, signage, lighting, 

museums, art galleries, sports stadia and parks 
• their responsibilities under the Resource Management Act, planning and managing 

for the natural and cultural resources on which tourism depends. 
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APPENDIX 4 
FORMAL INTERNATIONAL CONNECTIONS 

 
Australian Standing Committee On Tourism / Tourism Ministers Council  
 
New Zealand is a member of the Australian Standing Committee on Tourism (ASCOT). 
ASCOT aims to “improve coordination and cooperation of government policies and 
activities as they affect tourism”.  
 
Committee members are government representatives from each Australian 
Commonwealth, State and Territory as well as from New Zealand and Papua New 
Guinea. ASCOT meetings are held twice a year.  
 
ASCOT membership gives New Zealand the opportunity to participate in, and learn from, 
high-level discussion about issues affecting tourism. Recent discussion topics have 
included: tourism responses to climate change, strategies to address tourism labour and 
skills shortages, and growing domestic tourism.  
 
ASCOT reports to the Tourism Minister’s Council. The Council provides a forum for 
discussion of tourism policy matters of mutual interest to the Commonwealth, State, 
Territory and New Zealand Governments and meets once a year. You are a member of 
this Council.  
 
APEC Tourism Working Group  
 
The Ministry of Tourism supports you at Asia Pacific Economic Co-operation (APEC) 
Tourism Ministerial Meetings and contributes to the work of the APEC Tourism Working 
Group.  
 
The APEC Tourism Working Group is guided by the APEC Tourism Charter which 
reflects a collective commitment to improve the economic, social and environmental well-
being of APEC through tourism. 
 
The Charter has four goals:  
 
• remove impediments to tourism business and investment; 
• increase mobility of visitors and demand for tourism goods and services; 
• ensure sustainable management of tourism outcomes and impacts (chaired by 

New Zealand); 
• enhance recognition and understanding of tourism as a vehicle for economic and 

social development. 
  
The APEC Tourism Working Group meets twice a year. APEC Tourism Ministers' 
Meetings are held every two years with the next meeting planned for 2010 in Japan. 
 
United Nations World Tourism Organisation (UNWTO) 
 
New Zealand is not a member of the United Nations World Tourism Organisation, the 
peak international body on tourism with a membership base of over 150 countries.  
 
New Zealand does however contribute to the technical and statistical work of this United 
Nations organisation. 
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APPENDIX 5 
A SNAPSHOT OF TOURISM SECTOR PERFORMANCE 

International arrivals 
 
For the year ended September 2008, there were 2.469 million international visitor 
arrivals, down 11,000 or 0.3 percent on the previous year. 
 
Outbound tourism 
 
The number of overseas trips undertaken by New Zealand residents totalled 1.976 
million for the year ended September 2008, up 33,000 or 1.7 percent on the previous 
year. 
 
International visitor expenditure 
 
International visitors spent a total of $6,177 million in New Zealand for the year ended 
June 2008 (excluding international airfares), an increase of 4.7 percent ($276 million) on 
the previous year. 
 
Total tourism expenditure 
 
Total tourism expenditure for the year to March 2007 was $20.1 billion, up 4.7 percent (or 
$896 million) on the previous year. It comprised 56 percent domestic and 44 percent 
international tourism expenditure. 
 
Contribution to the economy 
 
Tourism's direct and indirect value-added contribution to the economy was $14.1 billion 
(excluding GST, import duties and other taxes on production), which represents 9.2 
percent of New Zealand’s total GDP. 
 
Export earnings 
 
International tourist expenditure represented 18.3 percent of New Zealand's total export 
earnings in 2007. Tourism remains New Zealand's largest export earner, ahead of key 
export product groups such as dairy ($7.3b or 15.2 percent of exports). 
 
Employment 
 
Tourism is estimated to support 181,000 full-time equivalent jobs directly and indirectly, 
or 9.7 percent (one in ten) of the total New Zealand workforce in 2007. 
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