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Executive Summary 
 

 
Introduction 
Central Otago has never before had a tourism strategy that brings together the individual 
threads of the greater Community.   
 
The people of Central Otago have clearly defined what is important to them in this vast land 
of uncompromising beauty.  Central Otago people have a strong sense of “Love of Place” 
and are proud to share their place with visitors from throughout New Zealand and across the 
world.  However there is a strong sense by individuals and communities that a balance 
between the environment, community and that the development of a tourism industry needs 
to be maintained and well managed.  The discerning interactive traveller find themselves 
absorbed on a journey of self discovery while embracing the same values that the local 
community treasure - the vast land of uncompromising beauty and a strong sense of place.  
 
The Central Otago District Council has endorsed a destination management approach to 
how they do business.  Destination Management is essentially about communities and cross 
agency co-operation in all areas to both capitalise on and maintain what is special in this 
place. Because the tourism industry is complex, involving a mixture of communities, private 
companies, local and central government, there is a need to build and maintain effective 
working partnerships between these players if a sustainable future is to be achieved.  The 
notion of managing a destination calls for a whole-of-community approach. 
 
Tourism Now 
Tourism in Central Otago is a relatively young industry in comparison to other regions 
through New Zealand.  Tourism Operators are of small to medium size with 370 
accommodation, activity and service providers throughout the region.  
 
Overall international and domestic travellers spend an estimated $77.2 million in Central 
Otago and this is projected to increase to $94 million by 2012.  In 2005 there were a total of 
782,000 visitor nights within the region. Visitor Nights are projected to increase 8.5% by 
2012 with international visitor nights up 45,000 or 31%.  Domestic visitor nights are projected 
to increase 3.4% (21,000). The average time spent in the region was 5.24 days in 2005.  It is 
anticipated that the average stay will drop to 4.1 days in the future.  This is due to the 
changing balance between Domestic and International visitors nights.  The flow of visitors to 
the area is characterised by a high number of international visitors coming through the area 
from the western access points eg the Lindis Pass and West Coast while domestic visitors 
still use eastern access routes such as through Roxburgh.   Overall visitor flows show higher 
number of visitors coming through the district from western access routes than the traditional 
eastern routes. 
 
The following organisations are involved in marketing Central Otago – Tourism Central 
Otago, Cromwell Promotions, Maniototo Promotions, Promote Dunstan and Promote 
Alexandra.  The promotion groups tend to focus on their local areas while Tourism Central 
Otago provides the regional perspective to both the domestic and international market place.  
Enhancing the relationships between all these groups is a major outcome of the strategy. 
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Areas of Attention 
Touring routes are a way of allowing visitors to a community to experience a certain aspect 
of the community in a relatively controlled way which provides some of the best or most 
accessible aspects.  Touring routes are international marketable product that bring people to 
an area for a specific reason.  The aim of touring routes is to change the pace, depth of 
interaction and speed of visitors through the area.  The strategy recommends investigating 
opportunities for a touring route in conjunction with neighbouring regions. 
 
The Otago Central Rail Trail is a year round recreational facility that travels from 
Middlemarch to Clyde. One of the challenges is aligning the marketing materials, quality and 
standard of product with visitor expectations. 
 
A key theme throughout the consultation in developing the strategy was the lack of 
communication within the industry locally and with the wider community of Central Otago.  It 
was felt that a comprehensive communication plan needed to be developed. 
 
Seasonality in Central Otago is noticeable.  The busy season is October to April with the 
peak in January to April.  Increasing yield is a key factor to enable profitable, sustainable 
businesses.  This requires growth in visitor numbers particularly outside the peak period, 
increasing length of stay and most importantly increased visitor spend in all seasons. 
 
Research is required to increase the understanding of Central Otago visitors, visitor flows, 
origins, spending patterns and core interests.  Better understanding through research and at 
a greater depth than nationally supplied statistics will provide detailed information for those 
looking to invest in the area and highlight or target where investment is required.  It is now 
timely for a Central Otago specific tourism research programme to be developed. 
 
Visitor Information Centres are responsible for providing a range of products and services to 
meet the needs of local, domestic and international visitors.  One of the primary roles of 
Centres is to provide Information on New Zealand’s attractions, transport and 
accommodation facilities.  
 
Central Otago has two i-sites, Alexandra Visitor Information Centre and Cromwell and 
Districts Information Centre/Museum and Associate Member of VIN inc, the Maniototo Visitor 
Information Centre.  There is also a visitor centre in Roxburgh, the Roxburgh Valley Visitor 
Information Centre.  All of which are currently funded by the Central Otago District Council 
through rates.  Once the tourism strategy is finalised a review of provision for Visitor 
Information Centres will be carried out.  The terms of reference for this review are on page 
67 of this document. 
 
There a strong acknowledgement that Central Otago has endless recreational opportunities. 
With its distinct valleys, rivers and mountains plus good accessibility to these features; it is 
relatively easy for people to get out in the landscape and experience activities such as 
mountain biking, 4 wheel driving, fishing, hunting and rock climbing.  Many of these activities 
are in their infancy.  However already there are challenges to some of these opportunities 
with access to high country areas an issue and biological threats for water activities such as 
fishing with didymo potentially invading rivers and lagorasiphon in the lakes. 
 
Another topical subject was that of New Zealanders passion for camping with freedom 
camping being a core cultural value and a diminishing number of camping areas throughout 
New Zealand.  Recommendations include the development of an outdoor recreation product 
development strategy and the development of a management strategy for freedom camping. 
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There are a range of opportunities within the Arts, Events, Heritage Tourism, Wine and Food 
sectors to further develop the tourism product within these sectors.  Opportunities were also 
identified within the Conference and Meetings, Cruise and Film sectors all of which are small 
but important to some tourism operators.  Many sectors made comment on their concern for 
the shrinking number of volunteers available to assist with a range of activities and the 
sustainability of events into the future. 
 
Across many of the sectors quality and standard of service from businesses throughout 
Central Otago has been identified as a key issue.  There is currently not the consistency of 
service throughout the region or from season to season, with quality varying markedly from 
area to area within the region.  This could destroy the Central Otago experience. Also 
identified was the need for operators or events to have crisis management strategies in 
place. 
 
Central Otago District Council plays a major role within the tourism industry in providing 
appropriate infrastructure not just for the local community but for visitors to the region.  This 
includes public water supplies, wastewater systems, parks and reserves, refuse and roading. 
 
 
Timeframe 
For this strategy to be implemented within the five year time frame both public and private 
sectors will need to engage co-operatively as well as source additional funding if the 
potential benefits of tourism for Central Otago are to be achieved.  Any major actions that 
involve Council will be subject to going through the Annual planning process. 
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Tourism Strategy Recommendations 

 
Recommendations through out this document have been prioritised as urgent, high, medium 
or low over the 5 year period.  Responsibility for carrying out and completing the 
recommendations has been identified. 
 
 
Marketing 

Page  Recommendation Priority Responsibility 
52 The coordinated positioning of Central Otago to New 

Zealanders as a vibrant, exciting, attractive and natural 
holiday destination must continue to be strongly 
communicated through the ‘A World of Difference’ Regional 
Identity. 

Urgent TCO 

 Develop a marketing strategy. Urgent TCO 
 TCO continues to work closely with trade (domestic and 

international), inbound operators and wholesalers through 
targeted sales calls and hosting familiarisation visits. 

High TCO 

 Distribute commissioned Central Otago stories to domestic 
media for publication. 

High TCO 

 Identify further opportunities to collaborate with neighbouring 
RTO’s to develop and market sellable product. 

High TCO 

 Ensure Central Otago participation at TRENZ. High TCO 
 Develop a “know your own product” programme with operators 

able to familiarise themselves with other Central Otago 
product. 

High TCO 

 Increase the number and scale of shoulder and low season 
domestic and international marketing campaigns to targeted 
audiences e.g. Australia, Auckland, Wellington, Canterbury, 
Otago and Southland for short break holidays. 

Med TCO 

 
 
Marketing Resources 

53 Continue to develop an image library which focuses on 
Central Otago’s unique points of difference. 

Urgent TCO 

 Develop an electronic quarterly newsletter for key international 
wholesaler, TNZ and inbound operator personnel. 

High TCO 

 Develop display stands for use in both the domestic and 
international markets. 

High TCO 

 
 
Communication & Stakeholder Relationships 

55 A strategic alliance is formed between TCO and DOC. Urgent TCO & DOC 
 A strategic alliance is formed between TCO and Promotion 

Groups 
Urgent TCO & PG’s 

 TCO develops a comprehensive relationship management 
and communication plan with community, public and private 
sectors and relevant tourism bodies. 

Urgent TCO 

 Build closer links and understanding between tourism 
operators, business and the community throughout the region.  

Urgent TCO & other 
agencies 

 Provide regular communication of the role of TCO. High TCO 
 Communicate industry performance to all stakeholders. High TCO 
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Profitability & Yield 
Page  Recommendation Priority Responsibility 

57 Further develop Central Otago retail product offerings.  High Private sector 
 Ensure that the tourism sector has a “voice” and inputs into 

district and regional plans, including – Local Authority Annual 
Plans, Long Term Council Community Plans, Otago 
Conservation Management Strategy and the Regional Land 
Transport Strategy.  

High All stakeholders 

 Facilitate research to assist investors identify product 
development opportunities.  

High CODC – Business 
Dev. 

 Building SME capabilities, business competence and skills 
through training, clustering and mentoring programmes.  

High Otago Chamber of 
Commerce 

 Explore pricing strategies to improve yield by increasing 
unique packaging of offerings, improving customer defined 
value and differentiating offerings in target markets.   

Med Local operators 

 Employ marketing strategies to grow current domestic tourism 
visitors and through the “A World of Difference” Brand build 
regional attractiveness and identity.  

Med TCO 

 Focus product development on products that target high yield 
markets and market segments. Encourage low and shoulder 
season activity e.g. Events and Conventions.  

Med Local operators, 
TCO 

 
 
Promotions Groups 

61 That PG’s commit (with other organisations joining on project 
basis) to bi-monthly meetings with TCO reporting on current 
and future activities and vice versa. 

Urgent Promotion Groups 
& TCO 

 Investigate a collective PG Strategy for Central Otago. High/Urgent PG’s 
 The PGs actively look for opportunities to work and promote 

together. 
High PG’s 

 TCO start a regular ‘Promotions Groups’ column in the 
electronic newsletter ‘Central Discovery’ that is distributed to 
its tourism operator database. 

High PG’s & TCO 

 Explore the possibility of a promotions group for the Teviot 
Valley 

Urgent RTVCP Group 

 Explore the possibility of Promote Alexandra and Promote 
Dunstan becoming one promotions group. 

Med PA and PD 

 
 
Community Plans 

62 Community plans will be used productively, positively and to 
recognise community aspirations when developing tourism in 
Central Otago. 

High All Stakeholders 

 
 
Research 

64 Develop a template for measuring economic returns from 
tourism and make this available to business and events in the 
area. 

Urgent CODC – Bus Dev 

 TCO provide an overview and explore options to establish a 
tourism research programme, secure funding partners for the 
programme and identify a tourism research work plan to better 
understand Central Otago visitors, visitor flows (seasonality), 
origin, spending patterns, environmental impacts and core 
interests.  

Urgent TCO/Bus Dev 
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Visitor Centres 
 
When the Visitor Information Centre Review is carried out that the following are taken 
into account: 

Page  Recommendation Priority Responsibility 
67 When the Visitor Information Centre Review is carried out that 

there are terms of reference developed to include: 
 

• Appropriate location of Visitor Information Centres 
• Appropriate operational hours of Visitor Information 

Centres 
• Appropriate service levels 
• Operations reflect the demand of service 
• Cost of operation, funding requirements and sources 

of funding. 
• Explore alternative ways of providing a Visitor 

Information service 
 

Urgent CODC 

 Through consultation carried out as part of this strategy the 
following was identified for consideration in the review: 
 

• Relocating of the Cromwell Visitor Information Centre 
to State Highway 8B as a Showcase Centre for 
Central Otago. 

 
• The hours of the Maniototo Visitor Information Centre 

are extended at either end of the day.  Summer 
8.00am to 6.00pm and Winter 10.00am to 4.00pm and 
that the Centre becomes a seven day a week 
operation all year around. 

 
• Roxburgh Information Centre hours be extended to: 

Summer 11.00am to 6.00pm and Winter 11.00am to 
4.00pm.  The Centre becomes a seven day a week 
operation.  Issues associated with signage and 
location to reviewed to ensure the best operational 
environment for the centre. 

 
• Once the Alexandra Visitor Centre is fully developed 

the Centre will see growth in numbers and therefore 
require additional staffing to provide the level of 
service is required with possible extended hours in the 
summer. 

 

Urgent CODC 

 
 
Recreation 

69 Development of the Outdoor Recreation Product Development 
Strategy. 

Urgent CODC – District 
Dev, DOC, other 
stakeholders 

 Develop a Management Strategy for camping and overnight 
parking.  

Urgent CODC 

 Ensure that development of areas for recreation enhances the 
image and reputation of Central Otago.  

High All stakeholders 

 Ensure that supporting infrastructure such as toilets, rubbish 
disposal and camping areas are available for use by those 
undertaking recreation pursuits in our wide open landscape. 

High CODC 

 Develop further education of those who use high country 
areas which outlines when areas are accessible, designated 
roads to use, code of access and environmental care code. 

High CODC, DOC, 
landowners 
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Eco-tourism 

Page  Recommendation Priority Responsibility 
71 Encourage increased appreciation and awareness of Central 

Otago’s unique biodiversity among tourism operators and the 
general community. 

Low TCO, DOC, 
Tourism operators 

 Develop specific biodiversity stories and interpretation for 
marketing. 

Low TCO, DOC, 
Tourism operators 

 Encourage the development of ecotourism product in Central 
Otago. 

Low TCO, DOC, 
Tourism Operators 

 
 
Touring Routes 

72 Investigate opportunities for a touring route in conjunction with 
neighbouring regions. 

High TCO 

 
 
Cultural Heritage 

76 Develop a register of heritage sites and collate a resource of 
heritage information which can be used to increase 
appreciation, awareness and value of Central Otago heritage 
among community groups, individuals and operators. 
 

Urgent Heritage Working 
Group, CODC, 
HPT, DOC, 
Landowners 

 Develop a common look, standardised quality and template for 
heritage interpretation in Central Otago. 

Urgent TCO/CODC 

 Develop an integrated series of heritage trails. High PG’s, Community 
Plan groups, 
CODC 

 Develop a heritage strategy. High Heritage Working 
Groups, CODC, 
HPT, DOC 

 Provide information on how to develop heritage product. Med TCO 
 Develop a heritage section on the www.centralotagonz.com  

tourism website. 
Med TCO 

 
 
Otago Central Rail Trail 

80 Collate information and other groups research on the Rail Trail 
and develop a collective approach for collection of this 
information in the future.  This will help identify need and 
opportunities for investment associated with the Trail. 
 

Urgent All stakeholders 

 Ensure nationwide i-SITE centres are aware of the 
requirement for pre booking Rail Trail accommodation during 
the busy times. 
 

Urgent TCO 

 Encourage communities to be involved in the development of 
the Otago Conservation Management Strategy. 
 

Urgent DOC, all 
stakeholders 

 Develop a strategic alliance between the Otago Central Rail 
Trust, DOC, Rail Trail Operator Group and TCO to align the 
product with visitor expectations and meet the associated 
recommendations in this section. 
 

Urgent DOC, TCO, OCRT, 
Rail Trail operator 
group, All 
stakeholders 

 Educate and talk with the Rail Trail Operators Group and 
individual operators on standards and requirements expected 
by visitors. 
 
 

High Rail Trail Operators 
Group 
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Page  Recommendation Priority Responsibility 
 Establish a Mystery Shoppers programme to monitor 

standards of service. 
High Rail Trail Operators 

Group 
 Promote the Rail Trail through programmes such as Push 

Play (Sport Otago). 
High Sport Otago, Rail 

Trail Operators 
Group 

 Develop consistent accurate information (in conjunction with 
the Otago Central Rail Trail Trust) that operators and 
organisations promoting the area can use. 

High DOC, TCO, OCRT, 
Rail Trail operator 
group, All 
stakeholders 

 Encourage further basic customer service training for 
businesses on the Trail. 

Med Rail Trail operator 
group, Chamber of 
Comm 

 Develop a strategy for reinvestment in business associated 
with the Rail Trail. 

Med CODC – Bus Dev 

 Promote the Trail to return visitors based on the seasonal 
differences that can be experienced. 

Med All stakeholders 

 A register of operators on the Central Otago Rail Trail be 
established which have met all Council and tourism industry 
requirements relating to services being provided to ensure 
visitors are receiving the required standard of service. 
 

Med Chamber of Comm 

 
 
Events & Multisports 

83 Co-ordination of a calendar of events with links to 
Queenstown, Wanaka, West Coast, Christchurch, Southland 
and Dunedin. 

Urgent PG’s, TCO 

 Undertake market research on events held in the area, who 
attends, where visitors are from and the value to the local 
community.  Create a template for the for event organisers to 
use to collect this data. 

Urgent TCO/Bus Dev 

 Co-ordinated event support person to provide information 
(sponsorship/funding, organising, event management and 
marketing, public relations, resource library of information and 
support services) possibly from within TCO. 

Med TCO or other 
providers 

 Further education to the wider community on the economic 
value of events to the community. 

Med PG’s 

 Ensure that investment in new events occur at the times of the 
season when there is appropriate capacity for new events 
while taking into account existing events. 

Med PG’s 

 Further development of events that can be packaged and sold 
to national or international visitors. 

Low Event organisers 

 
 
Food & Wine 

88 Investigate the development of an educative series on service, 
combining information and stories of the area with local wines. 
 

Urgent CDN 

 Assess the need to develop a formalised Central Otago Food 
Network. 

High CODC – Bus Dev  
and Food Network 
(FN) 

 Develop a ‘Know Your Own Product’ familiarisation series, 
whereby local food producers experience each others 
products.  

High FN 

 Educate food providers on local wine products and encourage 
Central Otago operators to use or buy local products. 
 

High CDN 

 Tourism Central Otago to work with the Central Otago Food 
Network to market the food tourism experience. 
 

Med TCO and FN 
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Page  Recommendation Priority Responsibility 
 Investigate the development of a movement similar to that of 

The Slow Food Movement in Italy for Central Otago. 
Med FN 

 Develop a food trail throughout Central Otago. Med FN 
 Encourage Central Otago hospitality establishments to use or 

buy local food products. 
Med FN 

 Encourage restaurateurs and producers from outside the 
region to become familiar with Central Otago food produce. 

Med FN 

 Tourism Central Otago to work with Cellar Door Network to 
market the wine tourism experience. 

Med TCO, Cellar Door 
Network (CDN) 

 A stronger wine trail is developed for the Alexandra basin to 
feed into Cromwell and Queenstown. 

Med CDN 

 
 
Conference & Meetings 

90 Undertake market research on what venues, number of beds 
and activities are available in the region to assist in the 
development of the corporate meetings, weddings and trade 
markets. 

Med TCO, Conference 
and meetings 
group 

 Develop a Conference & Meetings section in the Central 
Otago Product Directory and on the www.centralotagonz.com  
website. 

Med TCO, 

 Creation of a coordinating role to develop the conference and 
meetings market. 

Med TCO, Conference 
and meetings 
group. 

 Provide coordination of corporate meetings and trade material. Low TCO, Conference 
and meetings 
group 

 Creation of a conference and meetings group. Low TCO, Conference 
and meetings 
group 

 
 
Cruise 

91 Tourism Central Otago continue to work closely with Inbound 
Operators involved in the cruise market to provide an 
awareness of product available in Central Otago. 

Low TCO 

 Tourism Central Otago continue to work closely with local 
operators interested in the cruise market to develop 
appropriate product suitable for this market. 

Low TCO 

 
 
Film 

93 Maintain an excellent web presence to profile the Central 
Otago area for film. 

High CODC – Bus Dev 

 Explore the opportunities of regional co-operation to grow the 
film industry in Otago and look to increase activity and 
economic impact in Central Otago.  

Med CODC – Bus Dev 

 Develop a photo library for film. Low CODC – Bus Dev 

 
 
Arts 

96 Creation of a full time arts co-ordinator to profile the region by 
carrying out the following activities – media opportunities, 
marketing, packaging tours and education. 

Urgent Arts Groups 

 Creation of an arts calendar and ensure this information is  
displayed on the Central Otago website – centralotagonz.com 

High Arts co-ord 

 Develop an arts self drive tour for Central Otago.  
 

Med Arts Co-ord 
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Page  Recommendation Priority Responsibility 
 Hold educational workshops for the arts community on product 

development and how to market themselves. 
Med Arts co-ord 

 Central Stories is encouraged or assisted in developing a 
historical and contemporary art collection on permanent 
display which depicts Central Otago.  

Med Central Stories 

 Develop the awareness of arts and the cultural and social 
importance of arts to the local community. 

Low Arts co-ord 

 
 
Maori Tourism 

98 Coordinate annual meeting between Maori tourism operators. High Maori Tourism 
Group, TCO 

 Conduct research on Maori and their stories within Central 
Otago. 

Med Maori Tourism 
Group, TCO 

 Provide workshops for tourism operators on Maori 
pronunciation and interpretation of Maori stories. 

Low Maori Tourism 
Group, TCO 

 Interpretation – develop key Maori stories which can be 
weaved/included into existing product. 

Low Maori Tourism 
Group, TCO 

 
 
Standards of Service 

100 Encourage all Central Otago tourism businesses to participate 
in a basic standard of service course. 

Urgent TCO,  

 Develop an annual training programme for local operators 
which includes crisis management contingency planning, 
communications and media strategies.  

Urgent TCO, Industry 
providers 

 TCO encourages Central Otago operators to comply with 
appropriate legislative requirements. 

High TCO,  

 TCO staff are trained on requirements during a crisis. High TCO 
 Central Otago businesses are encouraged to participate in the 

Qualmark Quality Assurance System and obtain the mark. 
 

High Private business, 
Industry providers, 
TCO  

 Encourage the establishment of a business mentoring 
programme for Central Otago.   
 

High Private business 

 
 
Infrastructure & Tourism Planning 

102 Ensure there are potable water supplies throughout the 
district and that these are clearly identified in promotional 
material. 

High CODC 

 Ensure the level of visitors to the area during the summer 
season is managed so that adequate water supplies can be 
provided in a manner affordable to the community 

High CODC 

 Where water is not suitable for drinking then investigate ways 
of stating it is not for human consumption. 

High CODC 

 Have appropriate campervan waste disposal areas through 
out the region that are well signposted and easy to find. 
 

High CODC 

102 Increase awareness of recreational facilities for visitors to the 
district. 

Med CODC 

103 Review the Council Toilet Strategy with consideration of 
visitor requirements in the future.  

Urgent CODC 

103 Review the service levels with respect of cleaning public 
toilets. 
 

High CODC 

104 Review the Council Waste management plan with 
consideration of visitor requirements in the future.  

Med CODC 
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Page  Recommendation Priority Responsibility 
 Develop publicity material for visitors to encourage 

responsible waste management and use of facilities. 
High CODC 

 Support a Zero Waste philosophy. 
 

High CODC 

 Waste Minimisation should be encouraged at all public 
events. 

 

High All operators, event 
managers 

 Area maps and information should be able to identify recycle 
and waste locations. 
 

High Operators, 
Wastebusters,CODC 

 Recycling containers located in public areas. 
 

High Wastebusters, 
CODC 

106 Review main town and rural signage. Urgent Transit, CODC  
 Identify key visitor roadside stopping locations which view 

iconic sites or have photo opportunities. 
High Transit, CODC 

 Develop a framework for the management of roadside 
stopping locations. 

High Transit, CODC  

 Develop a consistent signage policy with Transit and CODC 
and implementation of this policy. 

High Transit, CODC  

 Close liaison between agencies involved in the provision of 
roading 

High CODC, Transit 
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1.0 Background 
 
1.1 Why is Tourism Important? 
 
Tourism has traditionally been one of the smaller industries in Central Otago.  The District 
has been dominated by agricultural and horticulture with viticulture growing in importance 
over the last few years.  Central Otago has traditionally been a domestic tourism destination 
with international visitor numbers increasing steadily from a low base over the last five to ten 
years.   A recent survey of residents indicated that tourism promotion was seen as very 
important (94%) and 91%1 considered it important Council had a role in tourism promotion. 
 
Tourism is seen as an innovative sector that engages people.  Being people dependent and 
therefore labour intensive tourism offers unique opportunities for youth and adults to train 
and work within their local environment.  Tourism also enables people and communities to 
share their unique stories and hospitality in return for benefit economically, socially and 
culturally. 
 
 
1.2 Why do we need a Tourism Strategy? 
 
Central Otago has never had a formal Tourism Strategy.  This has meant there is no overall 
picture for the tourism industry in Central Otago.  The challenge in undertaking a Tourism 
Strategy for the district is to accurately capture and record the current state of tourism, to 
create a plan that delivers significantly better future outcomes and to clearly identify actions 
to achieve this.  Having a strategy is a means of recognising tourism as a social and 
economic force, to create community awareness of the benefits of tourism, be a guide for 
new investment and to ensure facilities and infrastructure are adequate to cater for future 
growth. 
 
Particularly important is the need to identify the tourism potential for the region and ensure 
that the people of Central Otago are engaged in this process so that the best outcomes for 
the region are achieved.  In this respect the strategy will welcome a stronger and larger 
participation by the community and operators in future tourism.  However the strategy 
recognises that the benefits and deliverables from tourism must not detract from, or 
unnecessarily damage, the social, cultural, environmental or economic assets of Central 
Otago identified in the new Central Otago Regional Identity2.  The aim has been to develop a 
framework to deliver sustainable future outcomes. 
 
To secure the future of tourism in Central Otago the recommendations within this strategy 
will need to be resourced.  This may be a combination of local government, central 
government, industry support and other funding such as local trusts.  Funding needs to be 
confirmed on a long term basis to allow for the effective implementation of this strategy, 
including its longer term goals.  
 
The aim is to have a comprehensive strategy that covers product development, 
infrastructure investment and visitor management and planning. 
 
  
 
 
 
 

                                                
1
 Central Otago District Council Resident Opinion Survey 2006. 
2
 Central Otago District Regional Identity 2005. 
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1.3 Who is the Strategy for? 
 
This regional strategy will be of use and interest to many different audiences in Central 
Otago.  The aim has been to develop a strategy that is readable, educating and has 
identifiable recommending actions to better inform and align the thinking of local tourism 
stakeholders. 
 
It is intended that the Strategy will be widely circulated to tourism operators, economic 
development agencies, Maori, neighbouring local Councils, marketing partners, central 
government agencies such as Department of Conservation, business associations and local 
communities or individuals.  We will include anyone with an interest in Central Otago tourism 
who wishes to realise the full potential of the region and its people. 
 
 
1.4 Strategy Development Timeline 
 

• August – Sept 2006 – Project brief developed and collation of background data on 
tourism in Central Otago.  Invitation to working group to be involved. 

• September 2006 – Working group - Meet with working group to assess background 
information and undertake and an assessment of opportunities, threats etc for 
Central Otago. Identify gaps to be filled. 

• October/Nov – Sector groups - meet with various sector groups on requirements for 
their sectors e.g Rail Trail, promotions, food/wine, heritage etc. 

• November 2006 – Working group – meet to further develop strategy. 
• Jan/Feb 2007 – Draft Strategy finalised and released to stakeholders for comments. 
• February 2007 – Draft Strategy to Council for comment. 
• May 2007 – Submissions received and heard. 
• June 2007 – Strategy finalised. 

 
 
RECOMMENDATIONS: 
 
Recommendations through out this document have been prioritised as urgent, high, medium 
or low over the 5 year period.  Responsibility for carrying out and completing the 
recommendations has been identified. 
 
Each priority has been defined as the following: 
Urgent – completed in the next twelve months (1 year) 
High – completed in the next 24 months (2 years) 
Medium – completed in the next 3-4 years 
Low – completed within 5 years 
 
It should also be noted that carrying out the recommendations will be dependent on 
resources provided by all stakeholders involved. 
 
Any major actions that involve Council will be subject to going through the Annual Planning 
process. 
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2.0 Vision  
 
 

To maximise the economic contribution of inbound tourism to the Central Otago community 
through a coordinated destination management approach while retaining those values 
deemed core to the lifestyle of Central Otago residents. 
 
 
Developing tourism in Central Otago in a sustainable manner means that tourism to the 
region: 
 

� Is developed according to the principles of the Regional Identity – “A World of 
Difference”.  

� Is profitable and delivers benefits to Central Otago as a whole 
� Is a satisfying experience for visitors 
� Safeguards Central Otago’s natural and historic resources 
� Is supported by the Central Otago community 
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3.0 Key Principles Underpinning the Strategy 
 
3.1 Sustainability 
 
Sustainable tourism development (economically, culturally, environmentally, socially) and the 
application of sustainable management principles are critical to ensure the benefits of 
tourism will not be short-lived. This will require greater focus and attention on destination 
management. It will require local people to embrace the values of Central Otago.  
 
Achieving sustainable development involves a different way of thinking and working. It 
requires:  

. • looking after people  

. • taking the long-term view  
 • taking account of the social, economic, environmental and cultural effects of  
              decisions  
 
A sustainable development approach gives a way of thinking about these issues and finding 
solutions that give the best outcomes - not just for the life of our communities and cultures, 
but also for the environment and the economy.  

There is an increasingly strong 'business case' for adopting a sustainable development 
approach to addressing business growth and development issues in the tourism sector.  The 
New Zealand Tourism Strategy (NZTS) 2010 and this strategy have 'sustainability' as a key 
principle, sustainable development being identified as critical for ensuring the benefits of 
tourism are not short-lived. Furthermore that unless an integrated sustainable management 
approach is taken the opportunities for further growth, development and well-being of the 
sector will be lost, or at least not maximised. There are strong interconnections between the 
tourism sector and the local economy, environment, society and culture.   

Future growth projections for tourism are strong and Central Otago has an opportunity now 
to adopt a sustainable development approach for tourism and to avoid some of the problems 
that are becoming apparent in other regions of New Zealand e.g. crowding and waste 
disposal in some areas. By so doing, decisions that are made will be made in a sustainable 
context ensuring the wellbeing of current and future generations. The challenge is to 
manage and plan for increased visitor growth while enhancing Central Otago’s 
environmental, cultural and social values.   

However, there are risks that have been identified which could impact on the future of 
tourism.  These include the current reliance on oil and its increasing price, possibility of 
disease which could suddenly make New Zealand a less attractive destination and the 
increasing awareness of climate change and reducing the carbon footprint which could affect 
New Zealand as a destination as visitors have to travel significant distances to get here. 
 
Central Otago has determined some guiding principles with its regional identity work.  A 
comprehensive social/health impact assessment measuring and accounting for the social, 
economic, cultural and environmental effects on the community needs to be considered.  
This would be useful in identifying the positive and negative impacts of tourism on the 
residents of the area.  
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3.2 Destination Management 
 
Destination management is essentially about communities and cross agency co-operation in 
areas of planning and environmental management, provision of visitor information centres, 
management of infrastructure, marketing and site management.  Because the tourism 
industry is complex, involving a mixture of private companies, local and central government 
and communities, there is a need to build and maintain effective working partnerships 
between these players if a sustainable future is to be achieved.  The notion of managing a 
destination calls for a whole-of-community approach. 
 
As part of a destination management approach looking at what other successful tourism 
destinations have done and the way they do business will be important.   
 
 
3.3 Tourism Business Profitability 
 
Profitability is the ultimate enabler. Profitable tourism businesses can present to visitors 
quality infrastructure, fully trained staff, demonstrate sustainable practices and deliver high 
levels of customer satisfaction because they can afford to. Marginal, lifestyle or unprofitable 
businesses may be characterised by degrading infrastructure, poor or short-sighted pricing 
policies and discounting practices, poorly trained staff and delivery of unsatisfactory visitor 
experiences.   

Increasing financial returns for tourism businesses will require emphasis to be placed on 
addressing seasonality, on growing visitor numbers and on strategies that focus on 
increasing spend per visitor. Throughout this strategy the initiatives are designed to improve 
the profitability of Central Otago’s tourism businesses. 
 

 
3.4 Public and Private Commitment to Tourism 
 
The public and private sectors will need to source additional funding if the potential benefits 
of tourism for Central Otago are to be achieved. Public funding will need to move to a longer 
term funding cycle and the number and value of private sector marketing partnerships will 
need to increase. 
 
 
 
3.5 Monitoring and Evaluation 
 
Monitoring of the actions in the strategy will be required.  This will be undertaken by an 
annual meeting of the working group.  Review of the overall strategy will be required in mid 
2011 to ensure that the strategy remains current to meet the needs of the community. 
TCO will facilitate the actions in the strategy with milestones being created to easily measure 
progress.
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4.0 Current State of Tourism 
 
Notes when reading this information: 
The information has been sourced from various datasets.  Each dataset has its own 
characteristics. 
 
CAM - The Commercial Accommodation Survey is a census of GST registered commercial 
accommodation providers.  Care should be taken with interpretation of data from the 
Commercial Accommodation Monitor, because the CAM does not count visitors staying in 
privately-owned or free accommodation.  It is not a complete measure of accommodation 
usage by visitors.    
 
DTS - The Domestic Travel Survey is a sample-based survey of New Zealand residents 
aged 15+ years.  The sample is weighted up to match the total New Zealand population 
(excluding under 15 year olds). Because the DTS is representative of domestic visitor flows 
and behaviour, numbers are smaller for less frequented places, purposes of visit, transport 
types and so forth. Care should be taken with interpretation of data where weighted visitor 
numbers or nights are less than 100,000.  Values less than 100,000 may be out by +/-50% 
(increasing as the sample gets smaller).  Trips are assigned to a region based on where the 
Main Destination was.  Main Destination is defined as the furthest location from the origin of 
the trip (for a day trip) or the location where the most nights were spent (for an overnight 
trip). Because trips include only one Main Destination, this data will exclude visits to 
locations that are not the Main Destination. 
 
IVS - The International Visitor Survey is a sample-based survey of departing international 
visitors aged 15+ years.  The sample is weighted up to match the number of departing 
international visitors. Because the IVS is representative of international visitor flows and 
behaviour, numbers are smaller for less frequented places, activities, transport types and so 
forth. Care should be taken with interpretation of data where weighted sample sizes are less 
than 5,000.  Values less than 5,000 may be out by +/-50% (increasing as the sample gets 
smaller). The methodology used to conduct the IVS was revised at the start of 2003. 
Because of this, it is not possible to make meaningful comparisons between 2002 and 2003 
data for some of the variables.  Variables most affected by the change in methodology 
include the 'Length of Stay' and 'Nights in Area' data, where significant changes are due 
mainly to changes in the survey methodology. Data least affected by the change in survey 
methodology includes the 'Visitor Number' and 'Total Expenditure' data. 
 
Forecasts - Forecasts are based on data from the core tourism data-set (CAM, DTS, IVS) 
and other official statistics.  Modelling techniques have been used to project historical trends 
into the future.  The forecasts provide a soundly based indication of future tourism demand 
levels.  However they do not provide exact numbers, for example, forecasts of international 
visitor arrivals for the 2002 year under-estimated actual arrivals by 1.1%.    
 
Also note that these forecasts are demand-based models. It is assumed that key supply-side 
variables like air travel, accommodation and transport capacity will adjust to accommodate 
changes in demand. 
 

 



 

 22 

4.1 Summary of visitor statistics 
 

A national perspective –  

International visitors: 

• International visitors number approximately 2.4 million for the year to November 

2006. 

• Total international visitor days is 48.7million days per annum. 

• Average length of stay is approximately 19.9days 

• Origin of international visitors to New Zealand is (approx) Australia -27%, 

UK/Nordic/Ireland – 23%, Americas – 13%, Japan – 6% and rest of Europe 13%. 

• Total expenditure is approx $6.5 billion  with average expenditure per night of 

$141 or $2,969 per trip (excludes international airfares). 

• It is estimated this expenditure will grow to $10.1 billion by 2012. 

 

Domestic visitors: 

• Domestic day and overnight visitors has been dropping for the last three or four 

years.  

• Expenditure on domestic tourism is approximately $6,815 million with an 

average spend per day trip of $58 and average spend per overnight trip of $204. 

• It is estimated that expenditure will grow to $8.2 billion by 2012. 

• Common reasons for travel are have a holiday (39%), visit friends and relatives 

(30%) or business related (18%).  

 

Overall Tourism expenditure is approximately $17.5 billion and direct and indirect 

contribution to GDP is 9.4%.  Tourism employs 102,000 direct and 69,000 indirect full 

time equivalent jobs.  This is approximately 9.9% of the total workforce. 

 

Central Otago. 

International visitors: 

• In 2005 there were 615,000 visits by domestic and international visitors. 

• International visitors totalled 67,000 and accumulated a total of 150,000 visitor 

nights in the area. Approximately 30,000 of these visitors stay overnight with the 

remainder day visitors. 

• The overall trend has seen visitor numbers grow by 260% from 1997 to 2005. 

• The common reason to visit is on holiday. 

• The average time spent in the district was 5.24 days in 2005.  This is down from 

a high of 8.8 days in 1997.  It is anticipated this average stay will drop to 4.1 

days in the future. 

• Average spend per overnight visit was $317 with day visitors spending $43. 

• Total expenditure by international visitors is $12.8 million per year. 

• Common visitors to the region originate from Australia, UK/Nordic/Ireland and 

the Rest of Europe. 

 

Domestic: 

• To Dec 2005 there were 342,000 day visits and 206,000 overnight visitors. 

• Overall the number of domestic visitors has fluctuated markedly over the last few 

years and this may have been the result of events such as floods and fires.   

• Overall numbers have dropped by 30% from the highs in 2000. 

• Overall length of stay is 3.1 days. 
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• The common reason to visit the area is on holiday. 

• Expenditure by domestic visitors totals $64 million per year. 

• Average spend by day visitors is $52 per day and $260 per overnight visit. 

• Visitors are commonly from Otago, Southland or Canterbury 

• Overall guest nights in the district totalled 283,000 as measured by the 

Commercial Accommodation Monitor.  This is a monitor of 56 accommodation 

providers in the area. 

• There was a total of 782,000 visitor nights for the Central Otago area in 2005. 

 

Overall international and domestic traveller spend $77.2 million in Central Otago and 

this is projected to increase to $94 million by 2012. 

Visitor nights are projected to increase 8.5% by 2012 with international visitor nights up 

45,000 or 31%.  Domestic visitor nights are projected to increase 3.4% (21,000). 

 

Visitor Information Centre data. 

This shows a seasonal trend with January and February being the busy times and 

overall numbers have been steadily increasing in most of the visitor information centres. 

 

Visitor flow data: 

This information shows the flow of visitors through the district in 2005 using the State 

Highways.  Note that SH 8 Alexandra to Roxburgh and SH 8 Roxburgh to Raes Junction 

are similar figures and this is why this section of road is not separately identified. 

When looking at all visitors the commonly used roads are  

• SH 8 to Roxburgh to Alexandra – 1,040,000 visitor movements per annum 

(vmpa) 

• SH 85 to Ranfurly – 155,000 vmpa 

• SH 85 Ranfurly to Alex – 107,000 vmpa 

• SH 8 Alex to Cromwell – 990,000 vmpa 

• SH 8 at Tarras 1,172,000 vmpa 

• SH8B at Cromwell – 1,656,000 vmpa 

• SH 6 Wanaka to Cromwell – 1,097,000 vmpa 

• SH 6 Cromwell to Queenstown – 1,994,000 vmpa. 

Overall the trend has been for a slight decrease (less than 5% for 2001 vs 2005) in 

numbers on all main roads into the area and this is due to the significant decrease in 

domestic visitor numbers. 

 

When looking at international visitor flows commonly used roads are: 

• SH 8 to Roxburgh to Alexandra – 136,000 vmpa 

• SH 85 Ranfurly to Alex – 7,000 vmpa 

• SH 8 Alex to Cromwell – 160,000 vmpa 

• SH 8 at Tarras 499,000 vmpa 

• SH8B at Cromwell –  636,000  vmpa 

• SH 6 Wanaka to Cromwell –585,000 vmpa 

• SH 6 Cromwell to Queenstown – 1,154,000 vmpa. 

Overall international visitor movements have increased approx 20-30% on all roads from 

2001 to 2005. 

 

Domestic overnight visits are shared very evenly across the district with the following 

key routes.  These numbers have declined 20-30% from 2001 to 2005. 



 

 24 

• SH 8 to Roxburgh to Alexandra – 450,000 vmpa 

• SH 85 Ranfurly to Alex – 26,000 vmpa 

• SH 8 at Tarras 430,000 vmpa 

• SH 6 Wanaka to Cromwell –300,000 vmpa 

• SH 6 Cromwell to Queenstown – 525,000 vmpa. 

 

Domestic day visits (2005) are characterised by the key routes used being SH8 to 

Alexandra and SH 6 to Cromwell.  These numbers have declined 10-20% from 2001 to 

2005.  

• SH 8 to Roxburgh to Alexandra – 447,000 vmpa 

• SH 85 Ranfurly to Alex – 74,000 vmpa 

• SH 8 at Tarras 142,000 vmpa 

• SH 6 Wanaka to Cromwell –207,000 vmpa 

• SH 6 Cromwell to Queenstown – 317,000 vmpa. 

 

Visitor flows by Air. 

 

Number of passengers using airports in the area: 

Alexandra – 11,000 users per annum – primarily to and from Dunedin Airport. 

Queenstown – 440,000 users per annum – primarily to and from Christchurch, Auckland 

and Milford. 

Wanaka – figures currently not known. 
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New Zealand Tourism 
 
Tourism is a key driver of the New Zealand economy directly and indirectly.   
 
At July 2006 International visitors arrivals number 2,376,150 down -1.1% on the previous 
year.   

International visitor arrivals 1996-2006 (July end 

year)
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The key markets were Australia, UK, USA, Japan and Korea which account for 69.4% of all 
international visitors. 49.6% of international visitors were in New Zealand for a holiday with 
28.9% visiting friends and family.  Overall the trend for visitor numbers has seen a steady 
increase.  There has been 55% increase in visitor numbers from year ending May 1999 to 
May 2006.  It is anticipated that by 2012 international visitor arrivals will reach 3.1 million or 
an increase of 4% average per year.  
 
Origin of International Visitors to NZ 2005 and 2012 

Chart 3: Regional Tourism Activity by Origin of Traveller in 2005 and 2012
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Origin of all visitors in NZ 2005 and estimated 2012. 

Chart 3: Regional Tourism Activity by Origin of Traveller in 2005 and 2012
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Total expenditure by international visitors was $6,504 million* with average expenditure per 
night $141 or $2969 per trip. (to December 2005). (* excludes international airfares).  The 
amount they spend is forecast to grow at 6.5% a year, to reach $10.1billion by 2012. 
 
Average spend per night for international and domestic visitors. 

Chart 1: Regional Tourism Activity by Year
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Guest nights by accommodation saw motels account for 33.7% of all guest nights followed 
by Hotel (31.5%), camping grounds (19.5%), backpacker (13.5%) and hosted (1.8%).  Total 
guest nights were 31,418,211.  (Year ended May 2006).  Average length of stay was 17.8 
days. 
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Domestic tourism saw a total 45 million day trips and 20.4 million overnight trips.  Overall the 
trend from 2000 to 2005 for both day trips (-26%) and overnight trips (-15%) has seen a 
decrease in numbers and much of this may be attributable to factors such as increasing fuel 
prices and cheap international airfares.   
 
 
Number of Domestic Day visits 1999 – 2012 (estimated) 

Domestic Visitor Day Visits for NZ 1999-2012
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Number of Domestic visitors with an overnight visit 

Domestic Visitor Overnight Visits for NZ 1999-2012
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Overall domestic visitor nights have also declined to 51 million in 2005 down from nearly 66 
million in 1999, a decline of 22.7%. 
 
 
 
 



 

 28 

 
Domestic visitors nights for NZ 1999-2012 (estimated) 

Domestic Visitor Nights for NZ 1999-2012
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Expenditure on domestic tourism is $6,815 million with average spend per day trip of $58, 
and average spend per overnight trip $204.  It is estimated that by 2012 expenditure on 
domestic tourism will top approx $8.2 billion.   
 
Average spend per overnight visit 

Domestic Visitor Average Spend per Overnight Visit for NZ 1999-2012
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Average spend per day visit 

Domestic Visitor Average Spend per Day Visit for NZ 1999-2012
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Total domestic spend for visitors 1999-2012 (estimated) 

Domestic Visitor Total Spend for NZ 1999-2012
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Purpose of visit saw 39% of domestic trips on holiday, 30% visiting family and friends and 
18% on business  (Year ended December 2005).   
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Reason for travel – domestic visitors 

Reason for Travel Domestic Visitors in 2005 and 2012
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Overall total tourism expenditure was $17.5 billion ($8.1 billion international and $9.4 billion 
domestic, includes airfares).  Direct and indirect contribution to GDP by tourism is 9.4% of 
New Zealand’s total GDP (Year ended March 2005). 
 
Total spent International and domestic visitors 1999-2012 (note excludes airfares/travel costs). 

Chart 1: Regional Tourism Activity by Year
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Tourism employment – tourism supports 102,700 direct and 69,300 indirect (172,000 total) 
full time equivalent jobs (9.9% of the total workforce of New Zealand) 3(Year ended March 
2004). 

                                                
3
 Key Tourism Statistics August 2006 – Ministry of Tourism. 
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4.2 Key Central Otago Tourism Data 
 
In the year to Dec 2005 the Central Otago Regional Tourism Organisation (RTO) 
experienced a total of  615, 097 visits by international and domestic visitors.    
 
Total number of visitors to Central Otago 

Chart 1: Regional Tourism Activity by Year

0

100,000

200,000

300,000

400,000

500,000

600,000

700,000

800,000

900,000

1999 2000 2001 2002 2003 2004 2005 2006f 2007f 2008f 2009f 2010f 2011f 2012f

Domestic

International

Total

Measure Total Visits Destination RTO Central Otago RTO

Pivot Chart x Year

Year

Market

 
 
This total was made up of 66,744 international visitors in the 2005 year, accumulating a total 
of nearly 150,000 visitor nights in the area.   The common reason to visit is for a holiday. The 
overall trend in international visitors to Central Otago has seen the numbers increase by 
264% from 1997 to 2005.  This has been an average increase of 29.3% per year however it 
should be noted that this has occurred from a very low number of visitors.    
 
Number of international visitors to Central Otago. 

International Visitors to Central Otago 1999-2012
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International visitors numbers and purpose of visit to Central Otago 1997-2005. 

 
 
The primary reason for international visitors to come to Central Otago is holiday (67%) 
followed by visiting friends and relatives (24%). 
 
International visitors purpose of visit by % to Central Otago 1997-2005. 

Chart 2: Regional Tourism Activity by Purpose of Travel in 2005 and 2012
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The average time international visitors spend in the district is 5.24 days in 2005.  This has 
varied over the years but is down from a high of 8.8 days per visit in 1997. It is anticipated 
that in future years the average length of stay for international visitors will be approximately 
4.1 days. 
 
 
 
 

Central Otago - Visitor numbers by purpose - International visitors
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Length of stay – international visitors 1997-2005 
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The average spending per year by international visitors was $13m for the year ending Dec 
2005.  This is anticipated to increase to $19m per year by 2012. 
 
Average spend for international visitors in Central Otago in 2005 was $317 per overnight 
visit or $43 per day.  This is anticipated to increase to $372 and $44 respectively by 2012. 
 
Average spend for international visitors. 

Average spend for international visitors 1999-2012
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 Origin of international travellers to Central Otago. 

 

Origin of international visitors to Central Otago 1999-2005 
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Domestic visitors. 
There are 342,500 domestic day travellers to Central Otago and 205,800 overnight visitors.  
Overall the number of domestic visitors has fluctuated significantly and appears to depend 
on circumstances such as natural events such as flooding and fires.  Overall domestic visitor 
numbers have dropped 30% from the high experienced in Dec 00.   
 
Domestic visitors to Central Otago – Day visits, overnight visits and visitor nights. 
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Overall the average length of nights stayed by overnight visitors is relatively constant at 
about 3.1 nights per visit and this is anticipated to continue in the future. 
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Average Nights per Overnight Visit Domestic visitors 

to COD 1999-2012
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Of the total domestic visitors to Dec 2005 61% visited the district while on holiday, 19% were 
visiting family and friends and 16% were on business.  This trend is anticipated to be similar 
in the future. 
 
Domestic visitors reason for visiting Central Otago 2005 and 2012 (estimated) 

Chart 2: Regional Tourism Activity by Purpose of Travel in 2005 and 2012
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Travel to the area was primarily by car or van (99% of visitors). 
 
Attractions/activities undertaken while visitors are in the area are as follows – sightseeing, 
walking and trekking (25.6% of visitors), golf (11.6%), cycle sports (9.1%), dining (9.5%), 
shopping (12.9%) and visiting family and friends (9.5%). 
 
Expenditure by domestic visitors totals $64,000,000 per year (to Dec 05).  This has 
fluctuated over time but has dropped by 16.9% since 2004 when a high of $77,000,000 was 
spent in the district. 
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Domestic spending in Central Otago 1999-2012
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Average spend by domestic visitors 1999-2012
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Overall expenditure by domestic and international visitors to the district totalled $77 million to 
year ended Dec 2005.  This is projected to increase by $17.4 m (23.3%) to $97m  by 2012.  
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Total spend by visitors COD 1999-2012
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Trend of number of guest arrivals and guest nights – international and domestic for Central 
Otago (Source CAM) 
 

Guest nights and arrivals in Central Otago. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Number of guest nights and guest arrivals to May 06
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Trend of guest arrivals to Central Otago per quarter. 

 
The Commercial Accommodation Monitor figures is based of 56 establishments in Central 
Otago that turnover greater than $30k per year and feed information to the monitor.  It 
should be noted there are many smaller operators in the area that are not recorded in these 
figures.  Note there are approx 135 accommodation providers in the visitor guide. 
 

 
 
 
 
 
 
 
 
 

Commercial Accommodation Guest Arrivals by Territorial Authority
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Origin of visitors to the district in 2005 and anticipated 2012. 
 

Chart 3: Regional Tourism Activity by Origin of Traveller in 2005 and 2012
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Visitor information centre numbers 2003 - 2006. 
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Cromwell  
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Maniototo 
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5.0 “A World of Difference” 
 
5.1 The Purpose of a Regional Identity 
 
In November 2005, the Council led a Regional Identity project, where the community worked 
to formulate a set of clear principles as part of working towards a Destination Management 
approach with the aim in maintaining Central Otago as a great place to live, work and play.   
 
This regional identity has set Central Otago apart from other places as community has given 
a clear message about what kind of place, lifestyle and development it wanted now and for 
the future.   
 
The purpose of the Regional Identity is to clearly identify those things, which are special to 
the people of Central Otago.  These unique values need to be understood and projected to 
those outside the region. 
 
The people who live in Central Otago are a diverse group of people sparsely spread over a 
wide region.  Finding a unique story, which helps to position the region, is critical in 
expressing Central Otago’s special difference. Our Regional Identity will reinforce the things 
Central Otago people want in terms of live, work and play. 
 
The Regional Identity needs to make sense to every corner of a community.  The brand has 
to make sense to people and be a sound idea which people of all ages can relate to. It 
needs to last and be enduring.  The brand must capture people emotionally. Whether it be a 
resident, or visitor we must capture people’s hearts and well as their minds. 
 
The Regional Identity is much more than a logo.  It is an experience that lives in the hearts 
and minds of the consumers.  This experience must be created in a unique way, managed 
and constantly re-invigorated. 
 
 
5.2 What is Central Otago? 
 
Defining Central Otago’s identity is the first step in the implementation of destination 
management.  Having a clear identity will assist in providing integration in management 
within the council, community, recreation and tourism etc. It will:- 
 
- inspire renewal of the Central Otago community culture 
- differentiate the region from Queenstown Lakes District and other regions 
- assist with regional opportunities from a social, economic and environmental perspective 
- provide a definition of the character of “Central”  
 
Every region has its special differences, which help to shape its identity.   In Central Otago’s 
case it could be said that we have probably the most distinctively different set of natural 
circumstances in New Zealand. 
 
- Rich history 
- Block mountains 
- Iconic schist geology 
- Distinctive seasons 
- Powerful river 
- Knee-high flora 
- Ankle high flora  
- Space and scale 
- Air and light 
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- Silence 
- Birdlife 
- Night sky 
- Length of days 
- Desert like conditions 
 
From these properties comes the development of the associated activities.  These will 
change and develop over the years.  The Rail Trail in terms of its ability to generate tourism 
revenue already contributes significantly to the region’s economy.  It is an example of 
wonderful creativity and renewal without unnecessarily harming the landscape.    
 
For many the gift of abundant cultural energy, refreshment with the scented airs and 
wildflowers in the open slightly modified Central Otago meadows.  The bright blue fields of 
borage and golden muhlein in the summer time or the wild thyme in the late spring.  The 
golden ‘italian’ poplars in the autumn and the prominent rock tors studded with cloaks of 
lichens and mosses in the winter.  The uncluttered distant views of the ribbed block 
mountain ranges highlighted in the evening shadows, clothed in golden tussock and 
seasonally topped with snow – often memorably captured in the moonlight of the still bright 
frosty nights.  The ‘cultural energy element’ is frequently referred to as the experience of 
‘recharging the batteries’ and ‘decoking refreshment’ – something that is experienced by 
those using the Rail Trail and other high country jaunts. 
 
The Regional Identity will help people focus their efforts in the development of co-operative 
activities.  To share resources, transfer knowledge, and complete these things in an orderly 
way, above a certain threshold of quality standards. 
 
Central Otago is a collection of communities, which are fiercely independent yet they tend to 
be united in their love of the region.  Of course they will express it differently between each 
community but that’s perfectly okay.  A growing number of New Zealanders relocating to 
Central Otago are contributing economically and socially and wish to become part of this 
wonderful communal fabric. This will provide opportunities and challenges in the future to 
retain the things people like about this area.  
 
 
5.3 Icons and Symbols 
 
A set of unique icons, symbols and colours help to differentiate a place in a special way.  
These are the unique aspects of Central Otago.  By using these in the application of the 
brand identity, the region’s special differences can be promoted.  Some already have this 
recognition, the idea is to continue to build these as much as possible in featuring Central 
Otago.  For example curling is a unique sport carried out in this part of New Zealand.  The 
image of the frozen lakes and winter activity is something very special to Central Otago. 
 
The Icons and Symbols include: 
- Landscapes 
- Trails 
- Wine 
- Wildflowers 
- Merino 
- Rivers 
- Four Seasons 
- Schist Architecture 
- Heritage 
- Curling 
- The Muster 
- Fruit – summer and pipfruit 
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When speaking with somebody who has visited Central Otago, or indeed lives in the region, 
you will receive a varying set of responses – generally positive and sometimes quite 
emotional.  It seems to be the landscape which catches people most, the clear air, the 
overwhelming feeling of space.  Capturing this feeling and reminding people of it is part of 
the story of Central Otago.  These are the sort of emotional memories we are trying to 
indelibly create in the visitor’s mind. 
 
 
5.4 Spreading the word 
 
There are many networks within a community.  School teachers, retailers, farmers, real 
estate agents and many more who collectively will make a significant difference to the 
identity of Central Otago.  Capturing these groups is integral to the success of the brand.  
Each network needs to understand “what’s in it for them” and how they can specifically 
involve themselves as brand ambassadors and champions of the region. 
 
The Regional Identity, a reflection of our people, will be sustainable, self-sufficient and true 
to “us”.  It will provide the glue to bind our region together. 
 
Great regional identities are built on three dimensions – social, economic and environment.  
Accordingly the Regional Identity will encourage a certain type of entrepreneurial business to 
locate here and develop in ways that are consistent with our community values.  It will 
encourage a certain kind of free-spirited traveller to visit and enjoy the recreational 
experiences Central has to offer. 
 
Living in the region will also have a certain meaning and freedom that just isn’t possible 
anywhere else.  The Central Otago brand will identify the region we want to be, and the 
region we don’t want to be, today and in years ahead, on the basis of these three 
dimensions. 
 
Within Central Otago there are different programmes many of which operate in isolation.  
The Regional Identity will assist in helping to bind these programmes in a focused way.  Its 
role is to re-invigorate the region, while protecting Central Otago’s natural and heritage 
resources and creating the right infrastructures in a non-invasive way.  In the absence of a 
strategy to defend a region’s architectural integrity, one-off planning issues and showdowns 
become regular events. The Regional Identity needs to define its key principles before 
events of this kind become potential problems, which can divide the community.  
 
The Identity should help to celebrate the region’s architecture and living styles, thereby 
reminding people as to what they don’t want.   
 
 
5.5 Positive steps 
 
Pro-activity in this way is seen as taking leadership in the development of the region 
aesthetically. (Planning needs to reflect the identity values) 
 
Central’s approach to renewal will build wealth from tourism, then attract new business 
energy to the region, to deliver the intellectual property required to sustain our “value not 
volume” tourism approach.  (Economic structure needs to reflect the Identity) 
 
The key is to develop a process of economic diversification that builds tourism wealth first, 
then “grows its entrepreneurs” around the spin-off industries that emerge.  To encourage the 
development of businesses, to see new opportunities in the natural resources, character and 
unique offerings of Central Otago. 



 

 49 

 
There is a growing frustration amongst urbanites in relocating their businesses to perhaps 
more agreeable circumstances which could well be beneficial to their business and way of 
life.  Stable staff, wonderful lifestyle, away from a complex urban environment.  The 
challenge for the region is to define the kind of businesses they wish to attract which will not 
be detrimental to the splendid environment.  It should be acknowledged that coming to 
Central Otago is a gateway to a different lifestyle.  Recognition of this fact will help to define 
the kind of future the area wishes to have. 
 
Central Otago has wonderful living heritage which people still enjoy.  Looking after this and 
encouraging it is a must in the development of the region.  Some would say that Central 
Otago has been caught in a time warp.  It has done the region a favour.  Against all the 
vagaries of modern urban living, Central has been preserved from the planning conflicts and 
excesses of the nineties which have troubled many other communities. 
 
Essentially the success of the Regional Identity will be in capturing the people and their 
enthusiasm for its development.  This means explaining it very carefully to people and 
showing precisely how they can participate in some particular programme which is of interest 
to them. 
 
 
Thus the long term regional vision for Central Otago is: 
 

Imagine Central Otago as a vast land of uncompromising beauty. 
 

People with a noble nature, strength, beauty, ingenuity, high spirits, freedom and  
pride that soars. 

 
A place that attracts new thinking. 

 
Central Otago will be a better world for those that succeed us. 

 
 
To achieve the vision above the following regional principles have been developed: 
 
‘Central Otago – A World of Difference’ 
 
To maintain Central Otago as a great place to work live and play.  We will aspire to using the 
following principles when using the Regional Identity. 
 

• Making a difference – we will inspire and lead others with our special point of 
difference. 

• Respecting others – we will respect our cultural and personal differences. 
• Embracing diversity – we will recognise differences and embrace diversity. 
• Adding value – we will always ask ourselves if there is a better way – one that 

achieves a premium status. 
• Having integrity – we will seek to be open and honest. 
• Learning form the past – we will learn from past experiences with future 

generations in mind. 
• Making a sustainable difference – we will make decisions in business with the 

community in mind and in harmony with the natural environment. 
• Protecting our rich heritage – we will protect and celebrate our rich heritage in 

landscapes, architecture, flora and fauna and different cultural origins. 
• Meeting obligations – we will meet our legal obligations at both local and 

national level. 
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The Regional Identity is reflected in the following brand logo: 
 
 

 
 
 
Creating a unique mark – As local people we enjoy the most generous environmental 
footprint of all New Zealanders.  A unique world like no other.  A different world of discovery, 
enterprise and magical lifestyles. 
 
To represent this, and our values, the upper part of the symbols circular form represents a 
solitary cloud whisked upward against a vast deep blue sky.  The lower form represents both 
the landscape and the New Zealand native falcon, the Karearea.  In symbolic language, the 
falcon is associated with noble natured people, strength, bravery, ingenuity and high spirits, 
evoking freedom and pride as it sours above the golden, contoured land.  We too can soar 
here.  
 
People can use the brand logo if they are in the region and able to represent the brand 
values identified above. 
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6.0 Who is involved in Tourism? 
 
6.1 Tourism NZ 
 
Tourism New Zealand (TNZ) is the crown entity responsible for marketing New Zealand 
internationally as a tourism destination.   
 
TNZ does this primarily through the 100% Pure New Zealand global marketing campaign 
which was launched in 1999.  This is a campaign designed to capture the unique 
experiences available in New Zealand.  The campaign initially focussed on establishing and 
building an awareness of New Zealand and creating a platform from which TNZ’s trade 
partners offshore could operate. Now six years on, the successful global campaign 
continues to evolve. The 100% Pure New Zealand is an integrated campaign that combines 
advertising, internet, international media coverage, events and trade training to market 
destination New Zealand in the key target markets.  

The internet is a key component of the 100% Pure New Zealand campaign and was 
launched in 1999. Purenz.com is an important part of any potential visitor’s travel decision-
making and planning. It provides authoritative factual and motivational information for visitors 
to New Zealand.   

The website lists more than 6,000 accommodation, transport, activities and visitor 
attractions. Special features on current events and activities are continually updated, as well 
as travel journals, 40 driving routes combining New Zealand highlights and activities and a 
full listing of all visitor information centres.  

TNZ’s International Media Programme (IMP) targets international media to produce 
motivating, accurate and inspirational coverage of New Zealand as a quality tourism 
destination.  The IMP strategy targets high-quality media and around 350 media are brought 
to New Zealand each year.  The IMP hosts and supports international media visitors to New 
Zealand, with the help of Regional Tourism Organisations (RTO) tourism operators and the 
industry. 

TNZ has a strong commitment to working closely with industry, RTOs and tourism product 
suppliers to promote New Zealand products in the international marketplace. As a marketing 
partner in selected key New Zealand events, TNZ aims to increase the destination coverage 
of New Zealand during the event, as well as attracting visitors for the event itself. Recently 
TNZ has supported events such as the Rally of New Zealand, Eco-Challenge, Southern 
Traverse, Speight’s Coast to Coast, the America’s Cup, New Zealand Ironman, Montana 
World of Wearable Arts and the Ellerslie Flower Show.  
 
Trade training organised by TNZ gives New Zealand operators the chance to present to front 
liners and wholesalers in key tourism markets. Training is coordinated by TNZ staff, or 
representative offices based offshore and includes training seminars and product education; 
organising familiarisation trips to New Zealand; public relations activities aimed at travel 
trade audiences; and responding to travel trade enquiries.   

TNZ also assist in strengthening marketing and branding capability in the regions through 
destination management and are shareholders and contribute funding to both Qualmark and 
to the VIN Network.  

TNZ is funded by central government through Vote Tourism and maximises this funding 
through joint venture marketing initiatives. TNZ operates from 15 offices in 13 countries and 
employs approximately 100 staff.   
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6.2 Ministry of Tourism 
 
In recognition of the importance of tourism to New Zealand’s economy, from 1 January 2002 
the government restructured the Office of Tourism and Sport (OTSp) to become the Ministry 
of Tourism (TMT).   

The Ministry of Tourism is part of the Ministry of Economic Development (MED). Significantly 
this relationship facilitates the contribution of tourism perspectives and issues to 
government’s economic and regional development policies.  

TMT is focussed on representing the interests of tourism within government to ensure that 
New Zealanders benefit from the sustainable development of the industry.  The Ministry 
provides advice to government on tourism issues, facilitates the delivery of tourism research 
and statistics, manages and monitors government investments in tourism, assists with major 
events and administers the Tourism Facilities Grants Programme.  

Tourism policy encompasses the economic, social and environmental sustainability of the 
tourism industry.  This includes overseeing the provision of appropriate visitor facilities and 
access to our country, developing our culture and Maori heritage as visitor attractions while 
respecting their values, appropriate use of our natural resources and planning for the 
development of the tourism industry and the economy.  

The Ministry’s role in the provision of research and statistics involves providing the core 
tourism statistical series, applied research, a research and development strategy, 
dissemination mechanisms and secretariat support for the joint public-private sector Tourism 
Research Council New Zealand.   

The relationship between TMT and TNZ is a contractual relationship through the Minister of 
Tourism. The Ministry does not have a direct role in marketing New Zealand as a visitor 
destination; it advises the tourism Minister regarding the allocation of funds to TNZ for 
marketing purposes.  

Much of the work undertaken by TMT is guided by the NZTS 2010.  This landmark document 
was developed by industry and government and sets out a comprehensive range of 
principles, objectives and enablers to promote the sustainable development of the industry to 
2010.  The Ministry was heavily involved in preparing the strategy and assists in its 
implementation through available funding, development of policy to implement particular 
aspects and co-operation with other tourism stakeholders to ensure the objectives of the 
strategy are met.    
 
 

6.3 TIANZ 
 
The Tourism Industry Association New Zealand (TIANZ) is based in Wellington and 
represents around 3500 tourism operators and organisations across the industry. 
Membership is broad and includes government organisations such as TNZ; however the 
majority of TIANZ members typically run small to medium sized tourism businesses.  
 
The organisation is based on the principle that the tourism industry is very influential if it 
speaks with ‘One Voice’. TIANZ provides members with leadership, guidance and related 
services to help foster a viable and sustainable tourism industry for all New Zealanders to 
value and enjoy. TIANZ provides a range of other benefits and services that help members 
add value to their businesses.  
 
 
TIANZ core business includes managing three national industry events each year - TRENZ, 
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New Zealand’s largest tourism trade event, the organisation and presentation of the New 
Zealand Tourism Awards, and the New Zealand Tourism Conference.    
 
Also central to the TIANZ role is a close relationship with central and local government, and 
with central agencies such as TMT and its research branch. This allows the industry to 
communicate and advocate the wider strategic issues affecting tourism businesses, and 
provides an opportunity to assist government decision making, and develop solutions to 
problems.    
 
By belonging to TIANZ, members gain access to leading edge quality improvements in the 
industry. TIANZ sponsored projects such as Green Globe 21 and TIANZ association with the 
Qualmark quality assurance system have provided members with the tools and systems to 
improve their product in line with visitor demands for high quality, safe and environmentally 
friendly products. 
 
 
6.4 NZ Maori Tourism Council 
 
The New Zealand Maori Tourism Council (NZMTC) was formed in August 2004, and initiated 
by 13 Maori Regional Tourism Organisations (MRTO) to provide a mutually supportive 
network for the development of best practice by member MRTOs which leads to business 
growth and prosperity for Maori in tourism.  
 
The New Zealand Tourism Strategy 2010 is the common point of reference for the collective 
work of the council and the individual MRTOs.  The council offers a ‘one stop shop’ for the 
tourism sector to engage with Maori in tourism. 
 
 
6.5 Qualmark 
 
The Qualmark programme is administered by Qualmark New Zealand Limited, New 
Zealand’s official quality agency, which is 51% owned by Tourism New Zealand and 49% 
owned by New Zealand Automobile Association.   
 
The Qualmark programme has been undergoing significant expansion since 2002 when it 
was relaunched in response to the New Zealand tourism industry’s strategy to deliver high 
quality visitor experiences.  Its aim is to have up to 3,000 officially quality-assured tourism 
businesses by 2006.  
 
The primary intent of the Qualmark quality mark is to help consumers and travel 
intermediaries (e.g. wholesalers, agents, and travel media) find, book and experience quality 
assured New Zealand tourism products and services.    
 
The integrated quality assurance approach for all accommodation and tourism activities 
under a single brand is world leading, and offers significant benefits for consumers in terms 
of recognition and ease of understanding. Qualmark uses the same fern brand as TNZ so 
there is a direct link between international advertising by TNZ and tourism product in New 
Zealand.    
 
The Qualmark New Zealand approach contrasts with many other countries where different 
quality assurance methodologies and brands are often found for different tourism product 
types and/or may apply only in certain states or regions.  
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6.6 KiwiHost 
 
KiwiHost are New Zealand’s premier service training network with a solid pedigree of 
providing training to enhance local businesses and help improve their operations and foster 
success. 
 
KiwiHost was first introduced to New Zealand in 1989 by the New Zealand Tourism Board 
(now Tourism New Zealand).  Back then only two products were offered and thousands of 
New Zealanders working in the tourism and hospitality industry completed these workshops 
and became staunch KiwiHost advocates. It was during this time that the saying "Yes! I've 
done KiwiHost" derives from. 
 
In 1998 KiwiHost was sold to private owners and became the franchise system that it is 
today with over 18 local franchisee offices throughout New Zealand from Kaitaia to Bluff.  
There is a franchisee office in Cromwell which services Central Otago, Southern Lakes and 
Southland. 
 
It was during this time that the product range expanded, and now caters for any business - 
any industry at every level from senior management to frontline staff, from customer service 
to sales agents. With over 18 products or services ranging from short half day to two day 
programmes, there is something for everyone. 
 

KiwiHost has a number of Corporate Partners with whom they have a long term relationship 
with.  Specific relationships include TIA NZ, New Zealand Retailers Association, Town 
Centre Association, Air New Zealand, Employers & Manufacturers Association and The 
Aviation, Tourism & Travel Training Organisation (ATTTO). 
 
 
6.7 Inbound Tour Operators Council 
 
The Inbound Tour Operators Council of New Zealand (ITOC) is a Trade Association 
representing the New Zealand inbound tourism industry and tourism industry operators.   It is 
made up of 47 Inbound Tour Operators and their suppliers. ITOC's mission is clearly 
focused on inbound tourism, and ITOC is well placed to play a key role within the tourism 
industry in New Zealand.  
 
ITOC has represented the interests of inbound tourism for thirty years, and today its full and 
allied members collectively handle most of New Zealand's visitor arrivals. ITOC plays a vital 
and supportive role in the expansion of New Zealand tourism at the 'sharp end' of our 
overseas marketing.  
 
Inbound tour operators provide a vital link between the suppliers of New Zealand tourism 
product and the overseas travel companies which buy it. As specialists in inbound tourism, 
ITOC full members promote and sell New Zealand travel packages to offshore buyers such 
as wholesalers, travel agents, meeting planners and event managers. They also play an 
important role as tourism 'brokers' for overseas travel companies, providing a wide range of 
services including advice on product, price and availability, co-ordination of travel 
arrangements and payments, and supervision of product delivery.  
 
ITOC’s skill is to understand the interests, needs and cultures of overseas markets, and 
keep abreast of New Zealand product development. Through their work in generating 
bookings for suppliers and handling land arrangements for overseas travel companies, ITOC 
members make a substantial contribution to New Zealand's rapidly growing inbound tourism 
industry.  
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Many people assume ITOC tour operators only look after group package tours.   This is no 
longer so, and ITOC tour operators now cater for the growing number of free and 
independent travellers (FIT's) who often purchase simple airfare/accommodation packages.  
 
ITOC is a family of full tour operator members and allied member product suppliers. ITOC 
full members endeavour to support and market allied member products, because they meet 
quality standards and offer the overseas visitor a New Zealand experience to remember. 
 
 
6.8 RTONZ 
 
Regional Tourism Organisations (RTOs) play a leading role in the New Zealand tourism 
sector.  They act as a bridge between tourism operators, national tourism bodies and local 
and central government. RTOs are also responsible for destination marketing - the 
promotion of their regions to potential domestic and international visitors. 

Currently there are 30 RTOs across New Zealand. They vary widely in size, structure, and 
the scope of activities they undertake. RTOs are largely funded by local authorities. 

The New Zealand Tourism Strategy 2010 made recommendations relating directly to RTOs. 
This prompted RTOs to unite and form Regional Tourism Organisations New Zealand 
(RTONZ) as a response to the recommendations in the Tourism Strategy and with funding 
assistance from the Minister of Tourism, RTONZ has completed a wide range of projects. 
These range from examining the roles of tourism organisations within New Zealand to 
reviewing the research and monitoring needs of RTOs, to building relationships with Maori 
Regional Tourism Groups. 

This non-incorporated collective plans to seek charitable trust status.     

 
6.9 Tourism Central Otago 
 
Visitor marketing was originally carried out by Alexandra Promotions; the organisation’s 
focus was primarily on the promotion of the Alexandra area, Blossom Festival and running of 
the Visitor Centre.  It was in a part time capacity; however, lobbying started in the mid-late 
90s for the need of a more regional focus and in a full time capacity.   
 
The organisation sought official regional tourism organisation (RTO) status with TNZ in the 
mid-late 90s. In 1998 the RTO Tourism Central Otago was formed and in 2001 the 
organisation took on a full time position within the CODC. 
 
Tourism Central Otago (TCO) is the Regional Tourism Organisation (RTO) for Central 
Otago.  It works closely with Tourism New Zealand, local and national tourism organisations 
to coordinate and facilitate destination management including marketing of Central Otago as 
a visitor destination.   
 
TCO is funded by the CODC (from rates) and local operator subscriptions, sitting within the 
District Development Department of the CODC and is one of 30 RTO’s within New Zealand 
today.  RTO’s are recognised as the voice for the industry in that region on all things related 
to tourism. 
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TCO is one of the lowest funded regional tourism organisations in New Zealand.  For the 
year ended 30 June 2006, TCO received $238,294 of which $106,820 is spent on direct 
marketing initiatives.  The balance of $131,474 provides for 1.5 staff, administration for 
example industry memberships, stationery, postage, telephone, insurance, training, travel, 
ACC, depreciation and a portion of Council overheads.  It should be noted that operators 
currently provide contributions towards additional marketing initiatives. 
 
Visitor information centres are also funded by CODC (rates).  This provides information 
centres at Cromwell, Alexandra, Roxburgh and Maniototo.  Funding for information centres 
is $421,282. 
 
 
6.10 Local Government 
 
Local Government by statute drives the planning and management of New Zealand’s natural 
and cultural resources and provides the core utilities and infrastructure on which tourism is 
based. These include roading, lighting, water and sewerage, public transport, signage, 
airports and ports and attractions such as museums, art galleries, sports stadiums, 
convention centres, parks, gardens and other amenities. Local Government provides funding 
to enable regional marketing through RTOs and visitor information through the VINs. Local 
Government, with DOC, provides the regulatory framework to ensure that the effects of 
tourism are managed and the integrity of the environment maintained.  
 
The Central Otago District Council (CODC) stance is one of Destination Management and it 
has restructured accordingly.   CODC has recognised that tourism in Central Otago is 
important and currently funds 1 full-time and 1 part-time personnel in Tourism Central Otago 
and 14 personnel, of which 2 are full-time and 12 part-time, within the four Visitor Centres 
throughout the region.   
 
As part of its destination management approach Council has encouraged local communities 
to determine their future.   Emphasis is placed on obtaining views of the community and 
identifying their points of difference, while determining what opportunities there might be to 
ensure that local communities remain an attractive and desirable place in which to work, live 
and play.  From this process has resulted in many tourism related actions that can be 
undertaken in each local community.  (See Community Plans section page 61) 
 
 
6.11 Department of Conservation 
 
The Department of Conservation (DOC) administers most of the Crown land in New Zealand 
protected for scenic, scientific, historic or cultural reasons, or set aside for recreation. This is 
almost a third of New Zealand's land area, including national, forest and maritime parks, 
marine reserves, nearly 4,000 reserves, river margins, some coastline and many offshore 
islands.  
 
Its mission is to conserve New Zealand's natural and historic heritage for all to enjoy now 
and in the future (ko ta Te Papa Atawhai he whakaute he tiaki i nga taonga koiora me nga 
taonga tuku iho hei painga mo te katoa inaianei, mo ake tonu ake). 
 
DOC's work with natural heritage includes saving threatened native species, managing 
threats like possums and weeds, ecosystem restoration, caring for marine life and protecting 
natural heritage with help from landowners. It also looks after historic heritage on public 
conservation land. 
 
Providing for recreation is a major part of DOC's core work and covers family picnic sites to 
rugged backcountry tracks and walks.  
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In all areas, DOC works with local communities, other organisations and iwi where it can. 
 
Within the Central Otago Area, DOC administers 44,163 hectares, made up of 337 separate 
parcels of land including scientific, recreation and nature reserves, as well as conservation 
areas.  The Area’s major public conservation lands comprise the emerging Kopuwai 
Conservation Park (Old Man Range), the Oteake Conservation Park (Hawkdun/Ida Range), 
and the Remarkables Conservation Park and conservation areas on the Dunstan Mountains 
and in the Manorburn headwaters.  The Area actively manages 12 historic sites, 11 of which 
are components of the Otago Goldfields Park.  Many visitors are attracted to these places 
and there is also a marked increase in usage of the other conservation lands within the Area, 
particularly the extensive high country tussock lands and herbfields.  
 
Recreation opportunities within the Central Otago Area are made available through access 
by vehicle, walking, cross country skiing and mountain biking.  Two thirds of the Otago 
Central Rail Trail lies within the Central Otago area and the remaining third is in the Dunedin 
City area with this new walking/cycling facility receiving national attention and growing 
support from communities along the route. 
 
 
6.12 QEII Trust 
 
The Trust is a statutory organisation independent from Government and managed by a 
Board of Directors. It was established in 1977 under visionary legislation to aid conservation 
on private land.  
 
QEII enables landowners to protect special features on their land through its open space 
covenants. QEII offers:  

� Expertise in legal protection  
� Expertise in monitoring programmes  
� Field representatives working with landowners  
� An independent relationship with landowners  
� A reputation of trust, respect and partnership with landowners.  

 
QEII also owns 27 properties, which collectively protect over 1,800 hectares of significant 
habitat. These have mostly been gifted to the Trust. Effective stewardship of these 
properties is greatly assisted by local communities and management committees.  
Landowners throughout the country have voluntarily protected some 74,000 hectares of their 
land through QEII covenants (or protection agreements). The Trust also helps by 
contributing funds for covenant projects and advising landowners on managing their 
covenants.  

 
 
6.13 Otago Chamber of Commerce 
 
The Otago Chamber of Commerce's mission is to actively promote and encourage business 
growth and opportunity in Otago. They represent more than 1500 businesses and 
professional people who are loyal to Otago and who work together to make Otago a better 
place to do business. 
 
The Chamber does this by: 

• Being the business voice on relevant economic and growth issues  
• Identifying, exploring and facilitating common growth issues for organisations within 

the business sector  
• Being a key provider of business information  
• Providing and facilitating networking opportunities for all members  
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The Chamber has been very active in the Central Otago area through its Central Otago 
branch.  It has been actively involved with operators on the Central Otago Rail Trail.  It has 
been acting as secretary to the Rail Trail Operators Incorporated group and has been 
providing administration support to this group since its inception. 
 
Other activities to promote the Central Otago tourism industry include training workshops on 
subjects such as: 

• developing effective business plans 
• effective advertising 
• pricing and costing for the tourism sector 

In-house and industry-specific workshops can also be organised through the Chamber on 
request. 
 
 
6.14 Promotion Groups 
 
Refer to pages 70 - 72 for information on promotions groups in the Central Otago area. 
 
 
6.15 Community 
 
Locals are also key stakeholders in the visitor industry.  Locals act in several roles to visitors; 
as hosts, tour guides, advocates and custodians of heritage and values.  It is also important 
to recognise the value of volunteers in our community and their role in tourism eg 
organisations such as the Keep Alexandra Clyde Beautiful Society, volunteers who run 
various events or the volunteers in many of the public facilities in the district.  These people 
are critical in spreading the word regarding Central Otago and ensuring there is things to do 
or nice places to visit when visitors are here.  There is a heavy reliance on these people that 
is possibly not fully recognised.  Many of the groups that do operate in the community rely on 
funding from various local funding agencies for their continued operation.  This reliance is a 
concern in that if the various funding agencies should alter their funding arrangements many 
local groups may struggle to continue.  Should this happen this would be a concern as it may 
diminish the community role in tourism.  
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7.0 Marketing the visitor experience 
 
7.1 Seasonality 
 
Seasonality in the Central Otago visitor market is a noticeable issue.  It should be noted that 
the visitor season for Central Otago somewhat differs from other regions.  The busy season 
is October to April with the peak in January - April with high numbers using the Rail Trail.  
Summer is a popular time for holiday makers and visitors primarily from the surrounding 
Otago and Southland region.  The peak in domestic visitors in the summer season (January) 
places pressure on infrastructure such as accommodation being full and water supplies 
running at capacity.   This is an issue for places like Clyde and Naseby where the population 
more than doubles in the holiday season.  It should be noted that seasonality does not 
necessarily relate to the seasons of winter, autumn, spring and summer but to the tourism 
season. 
 
In the low of winter the issue reverses with low visitor numbers affecting cash flows and 
business profitability.  Many of the businesses take their holidays over this winter break and  
are not open for business and thus create a boom bust cycle.   There is an identifiable need 
to increase the shoulders (September and May) of the season, to lengthen the busy season 
and to increase the visitor market over the winter period.  This should be further explored 
with the development of a proposed marketing strategy for the area. 
 
Seasonality also has a major impact on employment opportunities and year round 
employment of staff.  Staffing levels vary significantly between the high and lows of the 
season.  It is estimated that there is demand for approximately 10,000 workers in Central 
Otago to meet the needs of the horticulture and viticulture industry.  With this overall demand 
for employees attracting labour to meet the needs of the tourism service industry will be a 
challenge in the future.   This demand for seasonal labour provides challenges with workers 
taking up low end accommodation and results in this not being available to visitors to the 
area.   
 
Central Otago is not seen as such an attractive location to come to live, due to the increased 
cost of living and housing costs.  This is making attracting permanent labour harder and 
retaining existing workers a challenge.  The need to retain key staff through the low season 
demand periods, through flexible employment arrangements or meeting the industry 
standards for remuneration, is critical rather than recruiting and training new staff annually.  
Ultimately this will increase the standard of service and experience in the industry. 
 
 
7.2 Marketing 
 
Defining Central Otago’s identity is the first step in the implementation of destination 
management.  Having a clear identity will assist in providing integration in management 
within the council, community, recreation and tourism etc. It will:- 
- inspire renewal of the Central Otago community culture 
- differentiate the region from Queenstown Lakes District 
- assist with regional opportunities from a social, economic and environmental perspective 
- provide a definition of the character of “Central”  
 

Every region has its special differences (unique points of difference), which helps to 

shape their identity.   In Central Otago it’s the landscape, the heritage – curling, gold 

and wine, Otago Central Rail Trail and burgeoning Pinot Noir wine industry.  See page 

37 for further information on the Central Otago Regional Identity.  It is important to note 

at the outset that Central Otago is located alongside the “premier” visitor destination in 
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New Zealand today – the Queenstown Lakes district.  Central Otago may be seen as 

complementary to this area with different visitor sector strengths to our neighbour.  
 
International airports are in Queenstown and Dunedin with a domestic airport in Wanaka.  
There is potential for an air link between these airports and Alexandra.  It is acknowledged 
that there are neighbouring regions in competition for the visitor night and spend, Central 
Otago needs to clearly define its marketing position and who its target markets are.     
 
Potentially the visitor market could change due to the aging population resulting in the needs 
of the traveller altering.  Moving into their ‘freedom years’, more wealthy and mobile, better 
educated and computer literate, healthy and with prospects of being active into later years 
may change the demographic of the visitor market both domestically and internationally.   
 
Consideration of risks, outlined earlier in the document, such as climate change and carbon 
miles need to be considered when considering marketing for the area. 
 
Considering the possibility of creating strategic alliances with other sustainable rural tourism 
areas in NZ, Australia and Europe.  In other parts of the world people are going through 
similar exercises and may have similar values and products to Central Otago.  There may be 
longer term opportunities to market to like minded travellers who are already visiting these 
locations.   
 
Clearly stating how Central Otago positions itself will be defined in the proposed marketing 
strategy and cover many of the points raised above. 
 
 
7.3 Domestic 
 
Traditionally the domestic (New Zealand) market has been the key visitor market into the 
region.  However over the past number of years the domestic visitor numbers have 
fluctuated significantly and appear to depend on circumstances such as natural events.  
Overall there has been a drop of 30% in domestic visitor numbers from the high experienced 
in December 2000. 
 
Marketing and more importantly the focus and targeting of domestic marketing is an effective 
way to address seasonality issues.  Domestic visitors to Central Otago conform to a 
seasonal pattern.  Central Otago is viewed generally to be a summer/autumn holiday 
destination and as a result receives high numbers of holidaying domestic visitors mainly from 
Otago, Southland and Canterbury over the November to March period.   
 
The Otago Central Rail Trail has put the region firmly on the map with currently over 10,000 
visitors (mostly domestic) completing the trail each year, potentially staying in the region for 
3-5 days.  Large visitor numbers into the region will at some point on their stay in the region 
walk or cycle a section of the Rail Trail.  The North Island markets of Auckland and 
Wellington, while small to Central Otago currently, have been identified as potential new 
markets to aggressively target in the medium to long term. 
 
Australia, our closest international market, is considered a domestic market due to the 
proximity of the destination and the short break holiday seeker.  Visitors numbers from the 
Australian market are small; however, this market has the potential to grow substantially 
through targeted marketing initiatives, particularly with access to the region made easier with 
direct international flights to Queenstown and Dunedin.  
 
Wholesalers will work directly with tourism operators rather than through an inbound 
operator as most of the trade personnel have a good understanding of New Zealand, if not 
New Zealanders themselves.   
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It is suggested that a range of targeted marketing initiatives be developed to grow summer 
visitation and to stimulate and create opportunities to extend domestic visitation over the low 
seasons.   
 
Domestic marketing of Central Otago must fully consider the impacts and distortions caused 
to the market by seasonality and seek to minimise rather than exacerbate these.  This said it 
is still important that industry marketing secures Central Otago’s fair share of summer 
visitors as the seasonal peak still sustains the industry.  The coordinated positioning of 
Central Otago to New Zealanders as a vibrant, exciting, attractive and natural holiday 
destination must be strongly communicated through “A World of Difference” Regional 
Identity. 
 
TCO has not been actively involved in domestic marketing until recently.  It has identified key 
sectors of the industry in which cost effective marketing can be done.  These are: 
Domestic media - TCO has commissioned a number of stories to be developed and these 
now need to be distributed to the domestic media and to be followed up with the opportunity 
for media to familiarise themselves of the region. 
Domestic Travel Agents – TCO has identified approximately 250 travel agencies 
throughout New Zealand who sell domestic travel.  Distribution of the Central Otago Product 
Directory together with generic regional brochures and identifying product to package 
product are key opportunities.  To build on this database and combine published media 
stories with packages sold through the domestic agencies is another opportunity identified. 
AA Domestic Campaign - ‘101 Must-Do’s for Kiwis’ is the AA’s new domestic tourism 
initiative to run from September 07 to May 08.  The campaign sets out to capture the New 
Zealand public, encourage them to experience a Kiwi holiday and discover something new 
about their own backyard.  The campaign covers television, radio and print together with 
website, maps and primary & Intermediate school packs.  The 101 Must-Do’s were 
nominated by RTO’s then selected by a panel of industry personnel – the Otago Central Rail 
Trail and Curling being selected from Central Otago.  
Targeted sales calls – Directly into the Australian market, targeting key wholesalers, TNZ 
staff and airline personnel, in collaboration with a neighbouring RTO. 
 
Promotion groups actively market to the domestic market.  Promotion groups throughout the 
area attend marketing opportunities such as the Christchurch A & P Show, Go Otago and 
are exploring the possibility of attending the Ellerslie Flower Show. 
 
 
7.4 International  
 
Central Otago currently receives 66,744 international visitors (2005), accumulating a total of 
nearly 150,000 visitor nights in the region.  The overall trend in international visitors to 
Central Otago has seen the numbers increase by 264% from 1997 to 2005; however, it 
should be noted that this has occurred from a very low number base.  
 
The key international markets to Central Otago are United Kingdom, North America and 
Europe, visitors to the region primarily on holiday or visiting friends and relatives.  The 
Japanese and Asian markets are not featuring at all; however, there is potential opportunity 
to target the South East Asian markets, particularly the free and independent (FIT) travellers 
as the markets mature and look for new regions to discover.  The emerging Chinese market 
offers potential opportunity for the region particularly with the gold mining connection. 
 
The current length of stay is approximately 5 days; this has varied over the years, but has 
decreased from a high of 8 days in 1997.  It is anticipated that in future years the average 
length of stay for international visitors will be approximately 4 days.  Peak season for 
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international visitors to New Zealand is generally from February to mid-April for traditional 
markets.  Central Otago reflects this trend. 
 
The target sector of the international visitor market is primarily the discerning interactive 
traveller.  The interactive traveller travels regularly, participates in a wide range of 
experiences in the natural environment, is environmentally and culturally aware and seeks 
authentic and new experiences.   
 
Through targeting specific wholesalers in the home country and inbound operators who work 
with these wholesalers the region is gaining recognition as an emerging region of choice.  
TCO is developing key industry relationships through one on one meeting’s with these 
industry personnel.  It is important to maintain a constant presence and TCO recognises the 
need to develop an electronic quarterly trade newsletter to keep these international 
wholesalers and inbound operators up to date with new product and services in the region. 
 
TCO also recognises the importance of getting the inbound operator and wholesaler to the 
region to familiarise themselves with the Central Otago product.  Annually at least two 
inbound operator familiarisations are coordinated and hosted by TCO.  Other familiarisation 
visits are coordinated and hosted in conjunction with TNZ through the trade training and IMP 
programmes.    
 
TCO visit domestic and international wholesalers and inbound operators based in 
Christchurch and Auckland twice a year, and attend New Zealand’s largest tourism trade 
show Tourism Rendezvous New Zealand (TRENZ) annually.   
 
TRENZ  brings together New Zealand tourism businesses (sellers or ‘exhibitors’) and 
‘buyers’ from New Zealand’s major and emerging visitor markets who come to purchase 
accommodation, transport and activities at wholesale rates, and include them in brochures 
and itineraries for forthcoming seasons.  TRENZ is a closed trade event and admission is 
available only to pre-registered and approved international buyers and exhibitor delegates. 
 
In 2006 the total number of New Zealand exhibitor companies was 408 (under the Central 
Otago region there were 5, including TCO exhibitors). The total number of international 
buyer delegates was 372.  Around 60 journalists (half domestic, half international) attended 
a dedicated media programme at TRENZ.   
 
TRENZ has operated since the early 1960s and has been held annually in its current format 
since 1994.  TRENZ is a key component in TCO’s international marketing programme. 
 
Gaining international media exposure for New Zealand (and Central Otago) is a must if 
tourism is to maintain its status as New Zealands major industry.  TNZ’s IMP provides one of 
the most effective ways of ensuring positive international exposure for our region (and 
country).   
 

Each year IMP hosts hundreds of international media to New Zealand.  The stories they 
write in their home countries send positive messages about New Zealand to millions of 
people New Zealand could not afford to reach through advertising alone.  TCO works closely 
with TNZ to coordinate itineraries and host media while in the region  Annually, 
approximately 12 media will visit Central Otago through the IMP.  Once stories have been 
published, TNZ will forward copies of the printed article to the RTO for distribution to 
operators who have received coverage or participated in the itinerary. 
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Working in the international environment offers a lot of benefits when done right i.e. targeting 
inbound operators and offshore sales calls.  It is an effective way of establishing 
relationships with wholesalers.  It is however an expensive option and if TCO is to look at 
going offshore to target specific markets it must collaborate together with another RTO and 
identify opportunities for product development and market opportunities. 
 
 

RECOMMENDATIONS: 
 

• The coordinated positioning of Central Otago to New Zealanders as a vibrant, 
exciting, attractive and natural holiday destination must continue to be 
strongly communicated through the ‘A World of Difference’ Regional Identity. 

 

• Develop a marketing strategy. 
 

• TCO continues to work closely with trade (domestic and international), 
inbound operators and wholesalers through targeted sales calls and hosting 
familiarisation visits. 

 

• Distribute commissioned Central Otago stories to domestic and international 
media for publication. 

 

• Identify further opportunities to collaborate with neighbouring RTO’s to 
develop and market sellable product. 

 

• Ensure Central Otago participation at TRENZ. 
 

• Develop a “know your own product” programme with operators able to 
familiarise themselves with other Central Otago product. 

 

• Increase the number and scale of shoulder and low season domestic and 
international marketing campaigns to targeted audiences e.g. Australia, 
Auckland, Wellington, Canterbury, Otago and Southland for short break 
holidays. 

 
 
7.5 Marketing Resources 
 
TCO is able to provide generic marketing resources, and has a range of promotional 
materials that are distributed to travel trade for the purpose of educating sellers about and/or 
assisting in the sale of Central Otago supplier products.  These materials include: 

• Central Otago Product Directory – produced for distribution to trade only 
• Central Otago Visitor Guide – produced for distribution to visitors and trade 
• Photographic CD-ROM and transparencies 
• Access to on line photographic image library on request 
• Central Otago product information 
• Central Otago specific brochures 

 
A Regional Identity brochure is currently being developed.  A further opportunity was 
identified to create a DVD which promotes Central Otago as a tourism destination based on 
our “A World of Difference”  and this could be used on inbound flights to NZ for Air NZ and 
other inbound airlines.   This could be a drawcard appealing to peoples sense of curiosity 
and discovery of wealth in the most unlikely places. 
 
TCO can assist accredited industry and media personnel with familiarisation visits to the 
region through coordination of itineraries.   
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International travellers, travel professionals and travel trade are increasingly using the web 
to do their travel research, demanding current information that is innovative and motivational.  
The internet is a global platform for communication which allows cheap, fast and cost-
effective marketing worldwide.  Having a presence on the internet is not only beneficial, it is 
essential.   
 
The website should be recognisable as coming from the same business as the print 
marketing material.  It should be part of the same brand family in terms of its visual 
appearance, tone and content. 
 
The Central Otago tourism website www.centralotagonz.com provides detailed information 
on the range of products and services available in Central Otago.  The website also provides 
general information on the region as well as an events calendar.  Central Otago tourism 
operators have the opportunity to link their website to the centralotagonz.com site and the 
Promotions Groups websites are also linked.  Other opportunities exist from using the 
internet and technology in general to directly reach consumers through activities such as 
online bookings, further web based services, blogging and podcasts.  There is a need to 
respond rapidly to new technologies to meet visitor needs and expectations.  Further 
exploration of marketing options can be undertaken in the proposed marketing strategy.  
 
TCO communicates with the local tourism operators through a monthly electronic newsletter 
– Central Discovery.  The newsletter keeps the operators informed on the activities TCO are 
undertaking and the opportunities available for operator involvement.  The challenge is to 
ensure all tourism operators receive the newsletter as many are not completely comfortable 
with email technology. 
 
 
RECOMMENDATIONS: 
 

• Continue to develop an image library which focuses on Central Otago’s unique 
points of difference. 

 

• Develop an electronic quarterly newsletter for key international wholesaler, 
TNZ and inbound operator personnel. 

 

• Develop display stands for use in both the domestic and international markets. 
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8.0 Communication and Stakeholder Relationships 
 
A key theme that has come through from many of the focus group meetings, discussions 
with operators in the tourism industry and the general public is the lack of communication 
within the industry locally and with the wider community of Central Otago.  As is noted in the 
sections on sustainability and the Regional Identity the whole community is a key player in 
the tourism industry and are affected by the downstream effects of tourism – both positive 
and negative. 
 
Thus the need to clearly communicate with the community on what is happening in tourism, 
what is coming up, what are the impacts and the effects on the local community will help with 
the acceptance of activities and ensure that tourism does not encroach too far and start to 
destroy the aspects of why people live in this area.  
 
An example of getting the word out about tourism is as follows: 
 
“Maybe you think tourism isn’t worth it!” 
 
Read on…. 
 
For years Jim Little, former CEO for Tourism Bay of Plenty has been frustrated by industry 
communications that say things like, ‘Tourism is worth $16.5 billion a year or tourism is worth $7.4 
billion in export earnings’. Those in the industry and economists understand that tourism benefits the 
wider community but often the wider community thinks someone else is making all the money. 
  
Back in the late 80’s, Tourism Rotorua did a survey of major hotels to determine how many dozen 
eggs and how many litres of milk etc were consumed by visitors. Now Tourism Rotorua has done it 
again! 
 
Did you know that in the last year visitors to Rotorua consumed over 1 million litres of milk, 439,239 
dozen eggs, 299,081 kilos of apples, 80,312 kilos of kiwi fruit, 651,099 kilos of beef/lamb/pork, 
376,784 bottles of wine and 100,621 kilos of cereal! 
 
The great thing is that most of the consumers were imported and the bulk of the produce did not have 
to be exported. 
 
The other facts from this simple, meaningful information include the number of building consents 
directly related to the visitor industry and the amount of laundry that had to be done as examples. Jim 
said “if this information doesn’t convince the skeptics, I don’t know what will?”  
 
Now, if we extrapolate this across the whole of New Zealand for last year, whereby we had 2 million 
international visitors arrive in our wonderful country and they stayed an average of 21 days, this 
means they could have consumed 42 million breakfasts, 42 million lunches and 42 million dinners! 
Imagine how many litres of milk, dozens of eggs, loaves of bread, kilos of fish and kilos of lamb these 
people purchased.    
 
Once again these visitors were imported into New Zealand to consume the food and beverages 
produced by farms, orchards, vineyards and fishing companies who didn’t have to export their goods. 
 
One interesting calculation based on 42 million guest days is if each international visitor had one $3 
cup of coffee per day then they bought $3 x 42 million = $126 million of coffee!  How many people 
were employed to make these lattes and cappuccinos? 

 
Source – Inside Tourism article by Jim Little.  Jim Little has been involved in marketing and 

communications for 34 years as well as the visitor industry for the past 14 years. Jim regularly contributes to 

Inside Tourism a leading industry publication and is the former CEO of Bay of Plenty Tourism.” 
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The new “A World of Difference” brand positioning requires Central Otago to be the best 
partner to do business with and for the region to be positioned as the obvious first choice 
partner for external stakeholders to trial and implement new initiatives and investment. The 
effectiveness of the Regional Identity and the opportunity for the Central Otago region to 
achieve better outcomes than other regions, more trialling of new initiatives, more 
investment, and the establishment of stronger marketing alliances is directly related to the 
creation of open, proactive, inclusive relationships and partnerships with tourism 
stakeholders. These relationships must “Bridge the Gaps” between all stakeholders – 
government agencies, local government, Central Otago communities, tourism operators, 
Maori, investors and associations. TCO must present tourism and the important role that 
tourism can play in the sustainable economic development of the area with assurance, and 
as a region and sector that is willing and able to do business and to welcome investors and 
visitors.   

It has also been noted that within the tourism industry there needs to be better 
communication.  There is a need for better understanding of what various sectors of the 
tourism industry provide and a better knowledge required of what other providers have.  It 
was also noted that there needs to be good communication between Tourism Central Otago 
and the operators of the area to make best use of the opportunities that arise. 
 

It is recommended that TCO develop a comprehensive relationship management and 
communications plan. The plan will incorporate industry roadshows, briefings and key 
contact call plans.  There will be an annual survey to seek feedback on the implementation 
of the Tourism Strategy 2007-2012 along with identification of major initiatives for the future. 
Important in this plan will be the identification of ways to increase the tourism understandings 
of Central Otago communities, the Tourism Strategy goals and vision and to create 
opportunities for communities to input and participate in implementing the strategy 
recommendations. The strategy will also provide the opportunity for a strategic alliance with 
promotion groups to be created ensuring seamless promotion of the Central Otago area. 

It is noted that both local government and DOC are major stakeholders in tourism both in 
New Zealand and in the Central Otago area.   Priority should be given to developing a 
strategic alliance between TCO and DOC to implement and communicate environmentally 
sustainable tourism outcomes for Central Otago. This alliance will be founded on the shared 
vision of protecting the natural environment and the conservation estate and enhancing 
Central Otago’s residents and visitor’s experience of the natural environment. (See section 
on sustainability). It is envisioned that the alliance will be formalised with a protocol 
agreement between TCO and DOC.    

RECOMMENDATIONS: 
 

• A strategic alliance is formed between TCO and DOC. 
 

• A strategic alliance is formed between TCO and Promotion Groups. 
 

• TCO develops a comprehensive relationship management and communication 
plan with community, public and private sectors and relevant tourism bodies. 

 

• Build closer links and understanding between tourism operators, business and 
the community throughout the region.  

 

• Provide regular communication of the role of TCO. 
 

• Communicate industry performance to all stakeholders. 
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9.0 Profitability and Yield 
 
Increasing yield is a key factor to enable profitable, sustainable businesses.  This requires 
growth in visitor numbers particularly outside the peak period, increasing length of stay and 
most importantly increased visitor spend in all seasons.    

This poses a challenge for the region due to seasonality causing uneven visitor flows, which 
can encourage industry practices such as discounting and discount price boarding.   Refer to 
graph on page 29, Commercial Accommodation Guest Arrivals by Territorial Authority. 

It is best to maintain relatively constant product pricing and avoid discounting as this can not 
only have a negative effect on the sustainability of individual businesses, but can also give 
visitors a perception of poor quality and therefore does nothing for customer relations and 
perceptions of quality and value in the long term.    

A broad view of pricing practices needs to be taken with business giving consideration to 
product packaging, creating a point of difference or unique selling proposition, along with 
quality and value added options. The profitability of individual businesses can also be 
improved by reducing business costs, information sharing, improved use of technology and 
business capability building through training and professional development.  

To recognise good tourism operators an independent Tourism award has been developed 
which will acknowledge those operators with good business strategies and their points of 
excellence. 
 
It must also be recognised that compliance costs and the changes to the Holidays Act have 
put increased pressure on operators and decreased the margins for businesses – especially 
small businesses (See also 10.3) 
 
Opportunities 

� Operators reviewing pricing strategies with the aim of increasing yield.  
� Maintaining a constant product price and avoid discounting. 
� Industry ensuring offerings are correctly positioned and priced to segments e.g. 

school holidays family prices, cruise at quality and value points to meet high 
expectations, tour and guided price points.   

� Product packaging and the inclusion of special attributes (quality and authenticity) to 
differentiate offerings to determine and achieve value. This will allow premium pricing 
to different markets e.g. USA, and avoid all pricing being set by the ability to pay and 
price points for domestic visitors.  

� Maximising (increasing) retail opening hours in the high season and for special 
events.  

� Building SME capabilities, business competence and skills through training, 
clustering and mentoring programmes.  

� Encouraging better utilisation of the internet and use of technology.  
� Encourage service providers to provide better internet and communication coverage.  
� Create strategic alliances with areas that promote themselves in a similar manner so 

as to attract like minded visitors. 
 
Marketing  

� Maintaining domestic visitors, growing short break visitation from Christchurch and 
Auckland.  

� Targeting marketing to the Tourism New Zealand (TNZ) “Ideal Traveller”.   
� Target International visitor Free & Independent Traveller (FIT) markets (holiday). 
� Encouraging length of stay using the VIN’s (4,6 day tour plans).  
� Set targets to exceed forecast growth rates for international visitors.  
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� Building the “A World of Difference” brand, regional attractiveness and identity.  
� Increasing emphasis on the use of the web and web marketing.    

 
 
Product Development  

� Developing new products that focus on higher yield segments of the market. 
� Encourage the provision of quality lower yield product for the domestic market.  
� Targeting product development to the TNZ “Ideal Traveller” e.g. Eco-tourism.  
� Providing sound research to assist investors to identify development opportunities.  
� Continuing to develop and increase interpretation of the visitor sites in the district  
� Identifying and developing non weather dependent attractions.  
� Encouraging low season activities e.g. events and conventions.  
� Encouraging more use of regional infrastructure in the low season e.g. targeting of 

non seasonal dependent segments e.g. education markets.  
� Developing retail opportunities e.g. shopping programmes for rail trail and bus 

visitors.  
� Looking for opportunities to commercialise the “A World of Difference” experience 

through product development e.g. increased retail product including general and 
Central Otago specific souvenir products.   

 
Infrastructure and planning  

� Identifying the infrastructure needs that are of particular priority for tourism and 
encouraging Territorial Local Authority (TLA) and other investment in infrastructure to 
support growth, development and investment.   

� Ensuring that the tourism sector has “voice” and inputs into district and regional plans 
and planning processes.   

� Identifying potential investment opportunities and investors for the region.  
 
Sources of possible advice/funding for small tourism businesses can be found at the 
following and it is recommended the industry maximise use of these resources where 
possible: 

www.biz.org.nz  
http://www.frst.govt.nz/business/index.cfm 
http://www.nzte.govt.nz/section/11964.aspx 
http://www.tianz.org.nz/Membership-Benefits/Tourism-Business Builder.asp 
Enterprise Training, Enterprise Development Grants, and Escalator Programme and 
Incubator Funding Awards from www.nzte.govt.nz  

 
 
RECOMMENDATIONS: 
 

• Further develop Central Otago retail product offerings.  
 

• Ensure that the tourism sector has a “voice” and inputs into district and 
regional plans, including – Local Authority Annual Plans, Long Term Council 
Community Plans, Otago Conservation Management Strategy and the Regional 
Land Transport Strategy.  

 
 

• Facilitate research to assist investors identify product development 
opportunities.  

 

• Building SME capabilities, business competence and skills through training, 
clustering and mentoring programmes.  

 

• Explore pricing strategies to improve yield by increasing unique packaging of 
offerings, improving customer defined value and differentiating offerings in 
target markets.   
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• Employ marketing strategies to grow current domestic tourism visitors and 
through the “A World of Difference” Brand build regional attractiveness and 
identity.  

 

• Focus product development on products that target high yield markets and 
market segments. Encourage low and shoulder season activity e.g. Events and 
Conventions.  

 
 
 
 
 
 
 

 
 
 
 
  



 

 70 

10.0 Tourism Understanding for Communities and 
Town Clusters 

 
10.1 Promotion Groups 
 
The region has four recognised Promotions Groups; Cromwell Promotions, Promote 
Dunstan, Promote Alexandra and Maniototo Promotions.  A fifth, Teviot Valley Promotions 
ceased to exist in early 2006.  Through the process of completing the strategy it was 
identified that there is a need for  a promotions group in the Roxburgh and Teviot Valley.  
Each Promotions Group has its own Committee and members and receives an annual 
contribution to its budget from its respective Community Board.  The promotions groups tend 
to focus on the domestic market for their marketing initiatives.  All have a primary purpose of 
promoting their area to the wider community with varying objectives within each Promotions 
Group. 
 
Cromwell Promotions has an annual budget of $110,000 currently ($90,000 from the 
Cromwell Community Board) and employs a full-time staff member.  Key objectives are to 
grow the Cromwell area; to visit, play, stay and work in the Cromwell area for the benefit and 
betterment of all existing residents and ratepayers.  In general, the role of the promotions 
group is to provide the environment in which local organisations and operators can work 
within. 
 
It has a committee of 12 people, including the Chairs of two sub-committees that are under 
Cromwell Promotions.  These include: 
Tourism Cromwell - a committee of 14 people, who promote the town of Cromwell, have 
their own website and provide networking functions for local operators.  They receive no 
funding only the subs paid by tourism operators to Cromwell Promotions. 
The Mall Committee – has a Chair and secretary and membership is made up of businesses 
in the Cromwell Mall.  It receives $6,000 from Cromwell Promotions. 
 
Cromwell Promotions is involved in a number of key activities held in the Cromwell area 
including the Summer Series – Gut Buster, the inaugural Cherry Pip Spitting Competition 
and helps various organisations in the community including Speedway and Collie Club by 
providing funding for advertising, produces various guides and brochures and attends the 
annual Christchurch A&P Show.  It also has its own website www.cromwell.org.nz which is 
linked to the www.centralotagonz.com website. 
 
Promote Dunstan covers the areas of Clyde, Earnscleugh and the Manuherikia.  It has an 
annual operating budget of $85,000 currently ($10,000 received from the 
Earnscleugh/Manuherikia Community Board).  Key objectives include the development and 
promotion of heritage and cultural tourism in the area with a focus on quality product 
development and maintaining what is already available in the area.  Promote Dunstan is 
looking to develop a paid part time coordinator role. 
 
Key activities include the Clyde Food & Wine Festival held annually at Easter, Feraud’s Long 
Lunch in November, on going brochure production of self drive and walking (new) brochures 
and the development of a Dunstan News sheet with Allied Press.  Promote Dunstan 
maintain the www.clyde.co.nz website which is also linked to the www.centralotagonz.com 
website. 
 
Promote Alexandra has an annual budget of $63,500 currently ($61,000 received from the 
Alexandra Community Board) and primary objectives include to promote, enhance and 
develop the tourism potential as well as the interest and welfare of business in Alexandra 
town and its environs.  To endorse, organise, develop and promote special events, activities, 
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exhibitions, cultural and entertainment programmes that encourage participation and 
involvement of the Alexandra Community.  
 
Key activities include the Alexandra brochure, Christmas lights, Safer Communities, Thyme 
Festival, running a by-line of current events on the Channel 9 Television Promotion (see 
Maniototo Promotions) and assistance with the set up of the Dredge Trust.   Upcoming 
projects include the track to Roxburgh as well as supporting conferences in the town through 
signage, brochures and can provide funding if requested. 
 
Maniototo Promotions currently receives an annual contribution of $10,000 from the 
Maniototo Community Board.  Its key objectives are not only to promote the area and its 
activities, but to also attract businesses and new residents to the area.  To initiate, promote, 
assist and liaise with community events.  The promotions group provides practical support 
for events in the area by supplying regional brochures and there is the opportunity to provide 
financial support if requested. 
 
Key activities Maniototo Promotions are involved in include attendance at the Christchurch A 
& P Show, supporting the Art Deco Festival held annually in Ranfurly, the Rail Trail Duathlon 
and the Junior World Curling Champs in January 2007.   The www.maniototo.co.nz website 
has recently been upgraded, provides a free listing for all Maniototo operators and is linked 
to the www.centralotagonz.com website.  Maniototo Promotions has invested in television 
promotion through Channel 9 (Dunedin based) targeting visitors staying in accommodation 
such as hotels, motels etc.  The programme runs daily in Dunedin and three times a week in 
Christchurch.  The Rail Trail, Art Deco and Oturehua are featured.  An upcoming project will 
be the Heritage Trail, with which the promotions group will be heavily involved.  
 
All the Promotions Groups (PGs) see Tourism Central Otago (TCO) as the overall body to 
promote the Central Otago region with each PG promoting their own area under that 
umbrella.  Currently the PGs are not working together regularly and lack the coordination of 
a common vision with the communication between each other poor.  Is there the opportunity 
to have one promotions group for Alexandra and Dunstan? 
 
There is the opportunity to have a closer relationship between TCO and the PGs, through 
communication (Chairs meeting regularly with TCO and to wider community through 
electronic mail to local operators on PG activities), website linkages and actively looking for 
opportunities to work together e.g. attendance at the Christchurch A&P Show, opportunity to 
showcase the region annually. 
 
The PGs have the challenge of maintaining their membership and volunteer resources as 
most (with exception of Cromwell Promotions) are run by volunteers and do not have a 
dedicated employed staff member.  Because the PGs are community based there is a lack 
of resource (financial and time) and buy-in from the community.  Many of the community are 
in retirement years, have done their service to the community and no longer want to be 
involved in volunteer work.  
   
While the majority of the Community Boards support the PGs and what they do, it would be 
advantageous to have a Community Board representative on the PG Committees regularly 
reporting back on the PGs activities.   
 
It is hoped that in the future there will still be promotions groups, with better coordination and 
collaboration between all groups and the local RTO. 
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RECOMMENDATIONS: 
 

• That PG’s commit (with other organisations joining on project basis) to bi-
monthly meetings with TCO reporting on current and future activities and vice 
versa. 

 

• Investigate a collective PG Strategy for Central Otago. 
 

• The PGs actively look for opportunities to work and promote together. 
 

• TCO start a regular ‘Promotions Groups’ column in the electronic newsletter 
‘Central Discovery’ that is distributed to its tourism operator database 

 

• Explore the possibility of a promotions group for the Teviot Valley. 
 

• Explore the possibility of Promote Alexandra and Promote Dunstan becoming 
one promotions group. 
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10.2 Community Plans 
 
Community Plans for local areas have been designed to encourage community participation 
at a local level. Emphasis is placed on obtaining views of the community and identifying their 
points of difference, while determining what opportunities there might be to ensure that the 
local community remain an attractive and desirable place in which to work, live and play. 
 
The community plans distil those individual opinions into what might be agreed as a 
collective community vision and propose a number of key recommendations that might 
assist in the development of a sustainable community.   While the plans have no legal status 
for many of the organisations involved or identified, it does provide an important insight on 
the direction the community would like to head.   
 
In defining any community it must also be acknowledged that there is a wider community 
including both individuals and national organisations which for historical, ancestral and 
heritage reasons consider themselves to hold an interest in our local communities.   
 
To this end Council has helped facilitate the community plan process in the following areas – 
St Bathans, Roxburgh and Teviot Valley, Clyde, Naseby, Alexandra, Maniototo and 
Patearoa with upcoming plans suggested for Tarras and Waipiata.   Other communities may 
also be covered in the future as they indicate they would like to take part in the community 
planning process. 
 
Some of the key tourism themes that have arisen from the completed community plans 
include:  
 

• Development of a district heritage trail which links into regional touring routes.  This 
trail would be based on national standards for touring routes.  Explain the heritage 
and stories of the district.  

• Assess and identify options for developing and maintaining local walkways in the 
area. 

• Inform current and potential accommodation providers about visitor trends and 
expectations and the quality of services required to meet these expectations. 

• Ensure there is appropriate land and zoned areas for future accommodation 
requirements. 

• Identify unique landscapes in the area and review the rules governing sustainable 
growth and development in these areas. 

• Develop a marketing strategy for specific communities of the region. 
• Ensure there are updated brochures for areas which outline attractions and services 

in the area. 
• Consider changes or upgrades to infrastructure that may enhance the visitor 

experience in the area eg upgrade toilets, sealing of specific roads, creating 
footpaths to attractions and ensuring that basic core services such as water, 
wastewater and roading continue to be safe to use. 

 
 
RECOMMENDATION: 
 

• Community plans will be used productively, positively and to recognise 
community aspirations when developing tourism in Central Otago. 

 
 
 
 
 



 

 74 

10.3 Social Impact of Tourism 
 
When considering the impacts of tourism there must be consideration of the social costs of 
tourism to a community.  Achieving many of the outcomes identified throughout the strategy 
such as staff retention and a stable workforce are important.  Achieving these outcomes is 
important to improving community cohesion and stability in neighbourhoods, and for 
community facilities such as schools and early childhood centre rolls.  Consideration also 
needs to be given to fluctuating numbers of seasonal workers and visitors on health services 
in Central Otago.  Funding for primary care (PHO’s) and secondary services (Dunstan 
Hospital) is based on resident population.  All visitors are expected to pay for services.   
 
Many workers in the tourism sector receive low pay rates and may have several part time or 
split shift jobs which impacts on family, social life as well as personal job satisfaction.  This 
has an overall negative impact for the community. 
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11.0 Enabling the visitor industry 
 
11.1 Research 

 
Currently research on tourism and the visitor industry is carried out in a rather spasmodic 
manner.   At a national level there is research carried out on the following: 
 

• Commercial Accommodation Monitor (CAM) monitors visitors staying in commercial 
accommodation providers,  

• The Domestic Travel Survey (DTS) is a sample based survey of New Zealand 
residents aged 15+ and their trips by main destination, 

• The International Visitor Survey (IVS) is a sample based survey of departing 
international visitors of locations visited and spending during their visit. 

• Forecasts are also prepared from the core data of the CAM, DTS and IVS plus other 
official statistics and modelling techniques are used to project historical data into the 
future.  The forecasts do not provide exact numbers but tend to be trend based. 

• Statistics New Zealand collects data such as the New Zealand Satellite accounts 
including economic value of tourist activities and visitor flow information into New 
Zealand. 

 
The key point with this national data is that while it gives a good idea of trends and 
information at a national level its reliability at a regional or district level has a greater margin 
of error. 
 
On a local level research and collection of data is randomly collected.  Research has been 
carried out or collected in the following way: 

• There have been research projects undertaken by universities on various aspects of 
tourism in Central Otago such as the rail trail, 

• Data collection by local providers such as the Otago Central Rail Trail Trust on value 
of the rail trail to Central Otago, 

• Collection of data on use of facilities eg DOC collect rail trail use data, Council 
collects information on use of visitor information centres, 

• Collection of road traffic statistics and use by Transit New Zealand. 
 
As can be seen there is no comprehensive collection of data on visitors to the area.  There is 
a lack of data on where visitors to the area are from, why they are here, what activities they 
do and how much they spend. 
 
It is now timely for the development of a Central Otago specific tourism research programme 
to inform and evaluate tourism product, marketing and development initiatives, and 
supplement the nationally generated information.  This information will be of value to the 
community as well as operators.  

Research is required to increase the understanding of Central Otago visitors, visitor flows, 
origins, spending patterns and core interests.   Better understanding through research and at 
a greater depth than nationally supplied statistics will provide detailed information for those 
looking to invest in the area and highlight or target where investment is required.  Without 
access to good information the temptation for investors to develop capacity (particularly in 
the accommodation sector) to meet peak seasonal demand has adverse effects on asset 
utilization and profitability which in the long term can become a driver of low season 
discounting.  
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The following areas have been identified as opportunities for specific research:  

1. Visitor movement around the Central Otago District and along the Rail Trail. 
2. Central Otago visitor origin, spending patterns and core interests (both fulfilled and 

unfulfilled). 
3. Central Otago visitor satisfaction levels (ongoing monitor).  
4. Central Otago tourism supply characteristics (accommodation, attraction capacity 

etc) and the relationship to demand to inform priorities and address seasonality.  
5 Economic impact reports (programmes and events).  

6 Environmental impacts of tourism activity (ongoing - benchmarking and 
measurement).  

Additional resources and funding may be needed to develop a tourism research programme.  

 
RECOMMENDATIONS: 
 

• Develop a template for measuring economic returns from tourism and make 
this available to business and events in the area. 

 

• TCO provide an overview and explore options to establish a tourism research 
programme, secure funding partners for the programme and identify a tourism 
research work plan to better understand Central Otago visitors, visitor flows 
(seasonality), origin, spending patterns, environmental impacts and core 
interests.  
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11.2 Visitor Centres 
 
VIN – i-SITE Visitor Centres 
VIN Inc (Visitor Information Network Incorporated) is an official provider of independent 
visitor information within New Zealand.  
 
The Visitor Information Network (VIN) was formed in 1990.  Since its inception the VIN 
concept and brand has evolved with TNZ taking a key role in its development.  In 1999 VIN 
became an Incorporated Society (VIN Inc).  
 
The VIN consists of over 90 Visitor Information Centres (VICs) located throughout New 
Zealand in most towns and cities.  These range from national centres, which are large 
commercial operations, with up to 15 staff, to medium regional centres operating around 4-6 
staff through to small local centres operated by one or two staff members often relying on 
input from volunteers.  In addition DOC operates seven centres.  
 
VICs are responsible for providing a range of products and services to meet the needs of 
local, domestic and international visitors.  One of the primary roles of Centres is to provide 
information on New Zealand’s attractions, transport and accommodation facilities.  Other 
services provided by Centres include the provision of brochures, booking services and 
itinerary planning. Accreditation to VIN allows members to use the VIN branding - i-SITE.  
 
The majority of VIN Centres are owned and funded (in full or part) by local government either 
directly or indirectly (through Incorporated Societies, Trusts, Council Controlled Trading 
Organisations (CCTOs) or through RTOs.  TNZ is the principal funder of VIN Inc, funding 
core marketing activities and day-to-day management and administration.  
 
Vin Inc’s mission statement is to be ‘The most valued source of objective New Zealand 
Information and travel services for the independently minded traveller’. 
 
Goals that are consistent with/or complementary to the recommendations of the New 
Zealand Tourism Strategy 2010 have been identified to achieve this vision, these goals are 
to:  

• Provide a comprehensive nation-wide service  
• Provide a consistent high quality visitor experience  
• Maximise customer value  
• Maximise visitor centre value within and to the industry  

By offering:  
• A comprehensive range of NZ information and bookings with personalised 

and friendly advice  
• Related travel products and services  

Through:  
• A national application of local knowledge  
• A national network of VIN centres  
•  An internet gateway  
•  Selective commercial partnerships and alliances  

 
To increase awareness of the full range of services and to direct consumers to the Network 
the new unique i-SITE brand was recently developed and this is being supported by a New 
Zealand advertising campaign.  In addition to the development of the new brand, 
membership standards were updated. Accreditation to the Network allows members to use 
the Network’s branding - i-SITE - being an accredited member means an individual 
organisation has met Network standards, which includes ensuring staff are knowledgeable 
and provide objective, quality information.   
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Central Otago has two i-Sites, Alexandra Visitor Information Centre and Cromwell and 
Districts Information Centre/Museum and one Associate Member of VIN Inc, the Maniototo 
Visitor Information Centre.  There is also a visitor centre in Roxburgh, the Roxburgh Valley 
Visitor Information Centre.  These are all currently funded by the Central Otago District 
Council through rates.  There is also a Visitor Centre in Naseby which is run by volunteers. 
 
Early in 2006 a working party of four councillors was formed and has met twice and reported 
back to an information workshop of council during November 2006.  At this workshop a 
direction to maintain the status quo. i.e. visitor information provision within each of the 
current townships where visitor centres are currently located was provided by the council.  
The aim once the tourism strategy is finalised will be to decide on the best method and level 
of service to meet the direction provided above. 
 
Over the past few years we have seen a change in market with Dunedin and Southland once 
being the market travelling to Central Otago via our eastern gateway of Roxburgh and 
Alexandra.  Today Cromwell is the gateway where visitors from Auckland and Christchurch 
enter Queenstown and Wanaka.  To service the visitor needs in Cromwell and capture the 
minds of those passing by Cromwell that Central Otago is an option for a short term stay or 
return visit a showcase Central Otago Visitor Centre could be located on State Highway 8B 
beside the big fruit.  This centre could showcase all of Central Otago with strong visual 
displays.  This centre could operate from  8 a.m. – 8.00 p.m. in Summer and 9.00 a.m. to 
5.00 p.m. in Winter.  Any review that occurs of this centre would need to include the 
implications/consequences of the shift on the rest of the mall.  There were several 
submissions which supported the move to SH 8 B with one submission opposing. 
 
There are growing numbers visiting the Maniototo and increasing pressure to extend the 
visitor centre hours to a seven day operation and extend the hours of operations throughout 
the day.  This concern was identified in the Maniototo Community Plan.  One suggestion is 
to open the centre at 8.00 a.m. to service the visitors leaving early on the Rail Trail and close 
the centre at 6.00 p.m. at the end of the day.  From submissions it was not accepted that the 
information centre should close for two hours at lunchtime and that there should be a split 
shift with staff to cover the extra time.  Submissions also indicated the preferred hours were 
8.00am to 6pm in the summer and 10am to 4pm in the winter.    
 
The Alexandra Visitor Centre has recently relocated with the Central Stories building.  With 
the combination of the Museum, Art Gallery and Visitor Centre a visitor attraction is in the 
making for future visitor markets.   Once the centre is fully developed it is envisaged that the 
Centre will see growth in numbers and therefore require additional staffing to provide the 
level of service required.   
 
Currently the Roxburgh Valley Visitor Centre is located within the Service Centre on the 
State Highway.  The numbers visiting this centre are small at the current time.  Should the 
proposed Cycle Trail be developed then visitor numbers would increase; however, this 
project could take ten years to get off the ground and is dependent on landowner and 
community support.  The proposal is in the very early stages of discussion.  The current 
feeling is that this centre could be down graded to provide information only, with bookings 
diverting to a call centre within either the Alexandra or Cromwell centres for bookings.  The 
Centre would operate the hours of the service centre 9.00 a.m. to 4.30 p.m. where it 
currently only operates 10.00 a.m. to 4.00 p.m. in Summer and 10.00 a.m. to 2.00 p.m. in 
Winter.  From the submissions received there was significant opposition to the downgrading 
of services.  It was seen as a critical service for visitors, seasonal workers and the elderly in 
the Teviot Valley as a means of making bookings for travel and holidays.  Submittors felt that 
amalgamation with the service centre would not work and this would reduce the standard of 
service for both facilities.  Submittors considered that as visitor numbers continue to rise the 
Roxburgh VIC will continue to grow in use.  Signage and location was considered to be poor 
and it was felt that if these were improved then use would significantly increase.  This would 
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be enhanced by mainstreet upgrade proposals currently being investigated.  There were 
numerous comments on the possible need to move the VIC to a more prominent site – be 
this the memorial hall at the front of the current building or a street front shop – this would 
help increase numbers using the facility also.  Suggested opening times were – Open 7 days 
with issues associated with signage and location to be reviewed.  Summer hours 11-6pm 
and Winter hours 11-4pm. 
 
It is identified within the Clyde Community Plan that there is a recommendation to assess the 
need for an Information Centre in Clyde.  This could be incorporated as part of the Visitor 
Information Centre review. 
 
It was also noted that there needs to be work done on maintaining a relationship with 
Naseby Information Centre. It was suggested that their may need to be provision of an 
information service within St Bathans in the future. 
 
 
RECOMMENDATIONS: 
 
When the Visitor Information Centre Review is carried out that there are terms of 
reference developed to include: 
 

• Appropriate location of Visitor Information Centres 

• Appropriate operational hours of Visitor Information Centres 

• Appropriate service levels 

• Operations reflect the demand of service 

• Cost of operation, funding requirements and sources of funding 

• Explore alternative ways of providing a Visitor Information service. 
 
Through consultation carried out as part of this strategy the following was identified 
for consideration in the review: 
 

• Relocating of the Cromwell Visitor Information Centre to State Highway 8B as a 
Showcase Centre for Central Otago. 

 

• The hours of the Maniototo Visitor Information Centre are extended at either 
end of the day.  Summer 8.00am to 6.00pm and Winter 10.00am to 4.00pm and 
that the Centre becomes a seven day a week operation all year around. 

 

• Roxburgh Information Centre hours be extended to: Summer 11.00am to 
6.00pm and Winter 11.00am to 4.00pm.  The Centre becomes a seven day a 
week operation.  Issues associated with signage and location to reviewed to 
ensure the best operational environment for the centre. 

 

• Once the Alexandra Visitor Centre is fully developed the Centre will see growth 
in numbers and therefore require additional staffing to provide the level of 
service is required with possible extended hours in the summer. 
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11.3 Recreation 
 
Recreation opportunities abound in Central Otago.  With the wide open spaces, weather that 
is reliably good and a distinct landscape of rivers, valleys, hills and mountains there is 
something for everyone and makes this area is a truly great place to live, work and play.   
 
The Central Otago District is a very large territorial area (approx 10,000 km²) but has little in 
the way of population (approx 16,600 people).   Recreation opportunities and facilities are 
provided by many organisations in the community including CODC, Department of 
Conservation, schools and private providers.  Recreational facilities and opportunities are an 
important economic driver for the Central Otago area through both domestic and 
international tourism.   Central Otago has a significant influx of domestic visitors particularly 
from Coastal Otago and Southland over the summer months.  These people are significant 
users of the district’s facilities. 
 
The landscape is a great opportunity for Central Otago.  With its distinct valleys, rivers and 
mountains plus good accessibility to these features; it is relatively easy for people to get out 
in the landscape and experience activities such as mountainbiking, 4 wheel driving and trail 
biking, fishing, hunting and rock climbing.  Many of these activities are in their infancy.   
However already there are challenges to some of these opportunities with access to 
highcountry areas an issue and biological threats for water activities such as fishing with 
didymo potentially invading rivers and lagorasiphon in the lakes.   
 
There is a further opportunity in packaging of tours or groups of activities for the domestic 
and international visitors to the area. As a means of identifying opportunities for recreation 
CODC is proposing to undertake an Outdoor Recreation Product Development Strategy 
which will help for future planning of recreation in the district. 
 
In recent times the district has experienced an increasing number of events associated with 
active recreation and physical activity such as the Goldrush, Otago Central Rail Trail 
Duathalon and New Zealand Mountain Bike championships.  The area is well catered for 
with more passive recreation opportunities such as sports grounds, gardens, bowling clubs, 
golf courses, walking tracks and parks and playgrounds.   
 
The area is experiencing a significant increase in activities associated with the Otago Central 
Rail Trail.   
 
There has been a continued strengthening of indoor attractions throughout the area such as 
wineries and museums.  These provide visitors with an alternate experience and there is an 
opportunity to further develop these. 
 
A further opportunity exists for camping and this heralds from New Zealanders passion for 
this activity.  With freedom camping being a core cultural value and a diminishing number of 
freedom camping areas throughout New Zealand, Central Otago could position itself as a 
freedom camping region.  Freedom camping is defined as a location where people can camp 
at anytime and there are no facilities provided.  To develop this point of difference for Central 
Otago would involve identifying areas that could be used for freedom camping.  Currently 
many camping areas are not on land owned or administered by Council and thus the ability 
to manage freedom camping is reduced.  With respect of this there needs to be cross 
agency communication so that the many different agencies are clear on issues relating to 
freedom camping in the area. 
 
Currently there are some locations within Central Otago that provide minimal infrastructure 
eg toilets and water.  In the future there may be a requirement to assess the need for this 
type of camping. 
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Mention must also be made of the motor home visitors as this group is a large and growing 
entity which could have considerable impact on future tourism in Central Otago.  At present 
there are 17,000 members of the NZ Motor Caravan Assn and this group has been growing 
at 13% per annum.  The members tend to be in the older age group, many retired and are 
now taking the opportunity of travelling NZ.  They tend to stay in regions for quite long 
periods and therefore have an impact particularly in the area of spending as many have 
considerable expendable income.  Many of these motor homes are totally self contained 
(approx 38% are certified as such) and are designed to meet sanitary needs for three days 
without needing to discharge waste.  Self containment certification allows motor homes to 
stay overnight independently at locations with minimal infrastructure where it would 
otherwise be inappropriate to camp.  Thus there is a need for designated independent 
overnight parking spots and other infrastructure such as easily available dump stations. 
 
It should also be noted that there are around 2,500 rental motor homes available which are 
fully booked and all are on the road during peak times of the year. 
 
It was identified that a risk for camping, in Central Otago, is the long term sustainability of 
camping grounds, due to the increasing value of land.  With the increased value of land it 
could make camp grounds uneconomical and will make converting camping areas to other 
uses more attractive.  This issue needs to be considered when looking at the long term 
future of camping in the area and developing a long term management plan. 
 
Lakes Roxburgh and Dunstan along with the many other water bodies in the area present 
many opportunities for the future.  Assessing possible uses, opportunities and management 
issues of these areas will be covered under the proposed Outdoor Recreation Product 
Development Strategy.  Walking was another significant opportunity identified for the area 
and the need to ensure facilities cater for all age groups has been clearly identified.  The 
Alexandra to Clyde walkway, the Otago Central Rail Trail and proposed walkways such as 
the proposed Clutha Matau Au River Parkway or the Roxburgh to Lawrence Trail will form an 
important part in the thinking on walkways.   
 
As product is identified and developed concerns must be recognised for continued access to 
areas.  Abuse of these areas will (and in some cases abuse already has) altered access 
rights and affects the lifestyle we all currently enjoy.  
 
A further recreation opportunity identified was the release of salmon sprat and fish species to 
improve local waterways for fishing. 
 
As these recreation opportunities develop there will need to be further development of 
aspects of the tourism industry to mitigate what might be seen as negative aspects. 
 
 
RECOMMENDATIONS: 
 

• Development of the Outdoor Recreation Product Development Strategy. 
 

• Develop a Management Strategy for camping and overnight parking.  
 

• Ensure that development of areas for recreation enhances the image and 
reputation of Central Otago.  

 

• Ensure that supporting infrastructure such as toilets, rubbish disposal and 
camping areas are available for use by those undertaking recreation pursuits 
in our wide open landscape. 
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• Develop further education of those who use high country areas which outlines 
when areas are accessible, designated roads to use, code of access and 
environmental care code.    

 
 

 
 
 
11.4 Eco-tourism 
 
Ecotourism as described by Tourism Industry Association of New Zealand is ‘sustainable 
tourism with a natural focus which benefits the environment and communities and fosters 
environmental and cultural understanding, appreciation and awareness’. This type of 
tourism, although it has been around for decades, is becoming more and more popular as 
more visitors are choosing to go on holidays where they can experience the beauties of the 
natural world while learning more about ‘mother nature’ and giving something back. 
 

New Zealand’s indigenous (native to New Zealand) biodiversity is globally distinctive and 
unique, a consequence of evolution through a long period of isolation after separation from 
other continents some 80 million years ago.  ’Biodiversity’ is defined as the totality of genes, 
species and ecosystems, and includes both the biotic (living) and abiotic (non-living) 
elements of communities and habitats.   
 
The distinctive climate of Central Otago means that many of the environments, distinctive 
habitats and species that occur in the region are special to it, contributing the biodiversity 
strand to the “A World of Difference” brand. The regions climate is determined by a 
combination of southern latitude, distance from the coastal maritime influence, and the rain 
shadow effect created by the Southern Alps to the west and the Old Man Range and Garvies 
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to south.  Geology and the age of the Central Otago’s parent material also contribute to the 
diversity mix further defining the “A World of Difference” distinctiveness. 
 
The environmental and biological diversity is reflected in the number of land environments 
described, with the region amongst the top ten (positioned sixth) most ecologically diverse of 
the 74 territorial authorities. Therefore Central Otago’s contribution to New Zealand’s 
ecological diversity is disproportionably large relative to other territorial local authorities. The 
regions distinctiveness is reflected in the number of land environments that are largely 
confined to the Central Otago region and nowhere else.  The region also represents just 
3.7% of the New Zealand’s land area but contains 12% of New Zealand’s 890 listed 
threatened vascular plants species.   
 
There is a high degree of flora & fauna unique to Central Otago including the Cromwell 
Chafer Beetle, Otago Skink, Olearia hectorii Tree Daisy, Sigaus childii Grasshopper and 
Puccinellia  raroflorens Saltgrass which are already protected within scientific reserves and 
conservation areas such as Flat Top Hill Conservation Area, Chapman Road, Scientific 
Reserve, Mahaka Katia Scientific Reserve at Pisa Flat, Cromwell Chafer Beetle Reserve and 
Kopuwai Conservation Area (Old Man Range).  The region has unique geology and related 
fossil history e.g. inland lake Manuherikia pre historic forest and animal fossils.  Community 
recognition of this ecological significance has seen the recent establishment of the Central 
Otago Ecological Trust (Moko Moko).  
 
The key challenges include the low level of recognition or understanding within the 
community on what is in the region.  It is not mainstream in education or public domains.  
There is wide understanding and value of New Zealand’s forests and glaciers but knowledge 
and appreciation of salt pans and inter tussock species is critically deficient.  Understanding 
and significance of landform and geology is low and dry to the uninitiated!   The product is 
cryptic and small (being knee high rather than tree high).  Plant diversity per square meter in 
semi arid grassland is far richer than an equivalent area under a beech forest, and is 
generally cold and prickly (not warm and fuzzy like kiwi or Kakapo). 
 
A significant proportion of biodiversity values is under threat of extinction through exposure 
to intensive land uses and with little or no protection.  A majority of valley floor eco tourism 
features are in private ownership so access can be restricted. 
 
Opportunities include increasing communities understanding and value of the regions 
biodiversity, geology and landform.   This could be through Learning Outside The Classroom 
(LOTC) in schools, Central Stories Museum and having local specialist talks/seminars.  
Education of tour operators on the depth and diversity of Central Otago’s biodiversity 
geology and land form ecotourism with development of eco tour operations augmenting 
existing operations e.g. 4WD tours, Mountain Biking; photography macro.   
 
Potential exists for enhancing the understanding, appreciation and preservation of these 
varied forms of biodiversity, geology and land form ecotourism via partnerships, planning, 
and education.  Another opportunity is the incorporation of unique flora into local plantings 
recognising the significance and place of biodiversity unique to here and nowhere else. 
 
TCO recognises and continues to market the diversity and distinctiveness of the flora, fauna 
and geology of the region as part of the regions unique points of difference.  
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Other opportunities include: 
� Growing the resource of public information on key examples of flora, fauna, geology 

and landforms - DOC Central Otago. 
� Growing public education facility via Central Stories Museum 
� Farming diversification opportunities exist but as yet un-tapped for all aspects 
� Fit with ‘A World of Difference’ Regional Identity complimenting climatic, landscape 

and geological differences 
� I-site and Visitor Centre education & familiarisation 
� Increased on-site interpretation 

 
On a macro landscape level it is obvious we are different, our eyes and senses tell us so!! 
However the homogenous landscape colour and generic largely schist rock geology belies a 
much richer, diverse and complex systems. The challenge is to bring these micro level 
layers alive and closer to the hearts of the local community and visitors alike.  Seeing the 
woods for our knee high trees! A different story for a different place! 
 
Central Otago Ecological Trust 
The Central Otago Ecological Trust is a group of Alexandra residents with interests in wildlife 
conservation and community participation.  In March 2005 a charitable trust was formed 
(Central Otago Ecological Trust) consisting of seven trustees and three advisors. The trust 
has partnerships with the Department of Conservation, Landcare Research, and the 
Alexandra Museum, and is supported by foundation members, donators, volunteers, and a 
range of professionals with specialist skills.   
 
Key objective is to establish Central Otago’s first community-led conservation project to: 

� Provide opportunities for Central Otago communities to be actively involved in 
conservation 

� Provide ecotourism opportunities for the wider general public 
� Educate people about the special values of dryland ecosystems 
� Reintroduce fauna that has been lost from the Alexandra basin (starting with Otago 

skinks)  
� Restore a representative dryland ecosystem 

 
 
RECOMMENDATIONS: 
 

• Encourage increased appreciation and awareness of Central Otago’s unique 
biodiversity among tourism operators and the general community. 

 

• Develop specific biodiversity stories and interpretation for marketing. 
 

• Encourage the development of ecotourism product in Central Otago. 
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11.5 Touring Routes 
 
Touring routes are a way of allowing visitors to a community to experience a certain aspect 
of that community in a relatively controlled way which provides some of the best or most 
accessible aspects.   Touring routes are international marketable product that bring people 
to an area for a specific reason.   In contrast a tourist trail such as heritage, arts, wine or 
food is a short term product, i.e. 1-4 hours, that visitors do once they are within the region 
and which highlight local features of an area.  

Touring routes have signage the length of the route and often run over regional boundaries 
e.g. Southern Scenic Route. 

Central Otago has opportunities to build further touring routes both for motorised visitors and 
for more passive exploration such as cycling or walking.  It has been identified that touring 
routes could be based around heritage, pastoral and an ecological trail taking in some of the 
distinct ecology of this area.  In developing touring routes using these themes they could be 
wholly within Central Otago or may be part of an Otago wide proposal. 

For touring routes to be successful they need to be well signposted, have good interpretation 
information of distinctive areas, have good supporting infrastructure including roading, 
parking areas, toilets, clear signage and brochures, appropriate safety features e.g. hand 
rails that ensure visitors can use facilities in safety and can participate regardless of age or 
disability. 

Should touring routes be further developed then there will need to be appropriate 
accommodation and eateries along the routes.  Because of the unpredictability of numbers 
using the touring routes this could cause problems with accommodation being already fully 
utilised at busy times of the year.  Appropriate information will need to be provided to ensure 
people using the touring routes are aware of the need to book ahead with accommodation at 
certain times of the year.  

The aim of touring routes is to change the pace, depth of interaction and speed of visitors 
through the area.  The following outcomes to be achieved: 

� Reduce rushing to complete unrealistic day trips or circuits 
� Increase visitor nights 
� Provide regular means (pull-offs) to remove slow vehicles like camper vans from 

touring roads to reduce impeding traffic 
� Increase visitor interaction and experience with Central Otago environments 
� Increase visitor satisfaction through interaction and education 
� Deliver lower environmental impacts from visitors and tourism 
� Promote environmental standards, presentation and interpretation 
� Add value to communities throughout Central Otago by encouraging more interaction 

and spending by visitors 
� Good signage associated with a touring route 

 
RECOMMENDATIONS: 

• Investigate opportunities for a touring route in conjunction with 
neighbouring regions. 
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11.6 Cultural Heritage 
 
Heritage is an integral part of Central Otago and the experience that is offered to visitors to 
this area.  Heritage is a valued, celebrated and integral part of Central’s identity and noted in 
the Regional Identity work carried out.    
 
For New Zealand and Central Otago as a whole, the landscapes and culture are increasingly 
becoming the basis of our economic prosperity which attract visitors.   Cultural heritage is 
popularly perceived as being about the true nature of our lives past and present.   
 
The concept of heritage may be divided into three key aspects: 
 

� The natural heritage – The character of our landscape with a variety of habitats and a 
wealth of flora and fauna.  This is illustrated with the distinct character of our 
landscape with large tracts of land with minimal modification and the wide open 
space visitors experience in our area.   

 
� The man made heritage – The landscape is dotted with evidence of the “hand of 

man”.  This is best illustrated with the gold mining remains and early signs of pastoral 
farming endeavours located throughout the district. 

 
� The cultural heritage – The spirit and values of Central Otago, heavily influenced by 

the landscape and man’s struggle in it, is there to be discovered in our literature, 
stories of the area, our crafts, our activities which can be undertaken in our distinct 
landscape.  A definition for cultural heritage may be “that activity which enables 
people to explore or experience the different way of life of other people, reflecting 
social customs, religious traditions and the intellectual ideas of heritage which may 
be unfamiliar”4.   

 
These three aspects of heritage must be fostered and we must help visitors explore and 
appreciate them.   As the economic and cultural balances shift for heritage, it is widely 
feared that commercial exploitation threatens to destroy what is authentic and real.   One of 
the keys for the future of heritage in this area is balancing these fears and ensuring that what 
is precious to us is not destroyed. 
 
The key aim is to educate the community that with having a quality heritage experience, 
there are opportunities to celebrate these assets and allow for an economic return which in 
turn allows for the further development of quality heritage assets.  Thus the cycle is as 
follows: 
 
 
 

                                                
4
 Cultural Tourism – Edited by J M Fladmark – Cultural Diversity in a Changing Europe by L Borley 
and Heritage in Ireland’s Tourism Recovery by S Browne - Pages 4 and 16. 

Quality 
heritage 
assets 

Celebrate Economic 
return 
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Heritage has a multiple focus in Central Otago with mining having been an integral part of 
the early times in the area.  Mining remains can be found right across the district and many 
of the small towns such as St Bathans or Naseby originated from this activity.  Agricultural, 
horticultural and farming history in the area is also significant with the whole district having 
examples of this type of heritage.   Many of the towns in the area also have a heritage focus 
with places such as Clyde, St Bathans, Naseby, Ranfurly and Old Cromwell all focussing on 
their heritage buildings.   Many people from throughout New Zealand can trace ancestors 
back to Otago or the Central Otago goldfields and thus have a connection with this area. 
 
Thus there is an opportunity for heritage around the many old cemeteries in the area.  
Increasing interest is being expressed by people wanting to learn about the early times.  
Some communities have recognised this opportunity such as Cromwell, St Bathans, 
Hamiltons and Roxburgh.  There is much early history on European and Chinese settlers 
that came to the area for mining opportunities.  It was noted that there is an opportunity for 
Chinese tourism with many Chinese coming from the Victorian goldfields to the Otago 
goldfields and cemeteries provide a link with the history of these people.  It was felt there 
should be further research and obtain funding to restore old tombstones and panels listing 
those buried in local cemeteries. 
 
As is noted in the Rail Trail section this facility is promoted on its heritage theme and many 
of the accommodation or food premises in the area have a focus on the history of the local 
area.   
 
DOC is a major partner in the management of the heritage assets of the area.  They manage 
a significant number of heritage areas and ensure these heritage assets remain for future 
generations.  However it should be noted that DOC only manage heritage assets that are 
only administered by the department.  HPT, CODC, OGHT, the local communities and 
general public have an important role to ensure these heritage assets remain for future 
generations. There has been concern expressed that heritage assets are not being 
maintained and are not seen as being of economic value. 
 
The heritage theme has come through in much of the marketing for Central Otago.   
Identifying what is Central Otago’s point of difference and developing those points which 
cannot easily be replicated anywhere else in New Zealand will help to position this area.  In 
promoting this heritage experience Central Otago must be careful not to spoil its strengths 
by allowing uncontrolled growth or development that may compromise the heritage of an 
area.  The heritage experience can be developed on the three fronts identified on the 
previous page – the natural, man made and cultural heritage.  Development should be in 
keeping with the image the area is promoting or this image may be damaged and the 
reputation of Central Otago as a heritage destination could be compromised. Some of the 
points of difference which have been identified include stories around gold, gold mining and 
dredging, natural landscape including the scenery, geology, geography, the distinct flora and 
fauna of the area including thyme and the early pioneers of the area including Chinese, 
Maori and Europeans.  
 
With significant amounts of heritage and cultural stories in the area there are opportunities 
for the development of touring routes and/or heritage trails which capture the important 
aspects of the Central Otago community.  Ensuring trails are developed with good signage, 
good interpretation panels, pull offs for roading to allow users of routes to travel in safety and 
other amenities such as toilets and picnic spots all need to be considered in making touring 
routes or heritage trails a great experience.  Having a common standard for signage and 
interpretation will ensure there is a consistent quality of heritage information presented 
across the district. 
 
An example of this is the Goldfields Heritage Trail which traverses the region and allows 
visitors to see notable goldfields areas.  The Goldfields Heritage Trail is being gradually sign-
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posted, and is identified by the distinctive gold and black gold-panning miner logo on 
pioneer-red flag signs. Reassurance markers also show the trail direction, and yellow 
fingerposts point to specific sites. 
 
Heritage interpretation and telling the stories of heritage areas will be important as visitors to 
the area want to know about how, why and when heritage items and sites were created.  
Again this is enhancing the experience visitors have in Central Otago.  Working with DOC 
and having an organisation/s that can undertake work at other non DOC sites may be 
required in the future. 
 
The key aim of having cultural heritage as a visitor attraction is to encourage visitors to stay 
a longer time in the area and passing visitors from one heritage attraction to another in the 
district will help facilitate this aim. 
 
Other opportunities identified include: 

� Partnerships with landowners and other agencies are important to enable funding or 
permission for heritage activities to occur. 

� Further collection of the stories of people of the Central Otago area. 
� Having an identifiable logo or brand that approved heritage products can use. 
� The importance of cemeteries for heritage activities. 
� Need good comfortable accommodation for the interactive traveller. 

 
Challenges identified include: 

� Parochialism with each area wanting to do its own thing. 
� This conflicts with the need to complement other attractions by encouraging 

operators to recommend other visitor attractions in the district. 
� Outdated or photocopied promotional material not creating a good image. 
� Encouraging people to see heritage as an opportunity rather than a cost. 
� Achieving consistent interpretation of heritage trails and signage. 
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Otago Goldfields Heritage Trust 
The Otago Goldfields Heritage Trust’s aim is to develop, represent and promote the goldfield 
heritage sites, trails, towns and gold-related events of Otago. Its membership now ranges 
New Zealand-wide, with ex-officio representation from the Department of Conservation. 
 
One of the Trust’s activities is the promotion of the Otago Goldfields Heritage Trail, a trail 
that connects many of the 19th century goldfields sites in Otago. For this, they have 
produced a 30-page brochure, so that visitors can explore the sites independently, and 
appreciate them all year round. Signage and interpretation panels have been erected by the 
Trust to guide and inform travellers. 
 
To date, there are brochures for the Nevis Valley, Thomson’s Gorge and Alexandra 
Walkways 1 and 2. Identifying further important goldfield sites is an ongoing process for the 
Trust. 
  
Goldfields Heritage Celebrations have been held annually in Otago since 1987.  For several 
years, a horse-drawn gold coach travelled to all Otago communities whose heritage was 
built on gold. In their own way, individual towns recreated those golden days of the past. 
 
Then, in 1991, the celebration format changed, when the Trust created the first of the 
Cavalcades. Some 240 horses, 222 riders and wagons travelled the Old Dunstan Road to 
commemorate and experience the difficult journey the miners (around 200 a day) faced in 
getting to the Dunstan Goldfields in the early 1860s. 
 
Since then, the Cavalcade has become an annual event, with around ten separate trails all 
heading to and converging on a different Otago gold town each year. With up to 500+ 
participants, the Cavalcade is recognised as a major event in Otago’s calendar. It is held late 
February/early March. 
 
Yet another of the Trust’s activities is the National Gold Panning Championships, which are 
held each year at Old Cromwell Town on Labour Day Monday. 
  

 
Historic Places Trust 
The New Zealand Historic Places Trust Pouhere Taonga is a charitable trust established by 
an Act of Parliament in 1954. It is currently governed by a Board of Trustees and a Maori 
Heritage Council. The national office for the Trust is in Antrim House,Wellington, with 
regional and area offices located in Kerikeri, Auckland, Tauranga, Wellington, Christchurch 
and Dunedin.  The Trust’s mission is to promote the identification, protection, preservation 
and conservation of the historical and cultural heritage of New Zealand.  
 
The distinctive characteristics of New Zealand’s land and buildings are important to the way 
we shape our communities; socially, economically, aesthetically and culturally. The Trust 
believes the conservation of this heritage enables New Zealanders to develop a greater 
understanding of our history and identity.  Part of this heritage is lost forever each time an 
historic place is irrevocably changed. The Trust’s goal is to minimise unnecessary losses 
and damage by ensuring that the value of our heritage is acknowledged, before irreversible 
damage is done.  

 
It should be noted that there is also a local branch of the HPT which has recently been set 
up.  This group have been actively involved in the heritage working group which is 
undertaking the  proposed Heritage Inventory. 
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Museums 
 
There are museums spread across the district which play key roles in all three aspects of 
cultural heritage outlined.  For many they are the main public face of heritage in Central 
Otago.  Museums provide a repository to collect and store stories of the region in a 
systematic manner.  There is much written, digital and moveable heritage of Central Otago 
stored at the museums.  This also provides for research opportunities eg the Alexandra 
Museum and Art Gallery has a dedicated research facility.  Retention of heritage in such 
locations provides an opportunity for further education and transfer of information to young 
people, locals and visitors to the area.  

 
There are other stakeholders that have an interest in heritage in Central Otago, such as 
CODC, ORC, DOC, QEII Trust, the heritage working group and Old Cromwell Town to name 
but a few. 
 
 
RECOMMENDATIONS: 
 

• Develop a register of heritage sites and collate a resource of heritage 
information which can be used to increase appreciation, awareness and value 
of Central Otago heritage among community groups, individuals and 
operators. 

 

• Develop a common look, standardised quality and template for heritage 
interpretation in Central Otago. 

 

• Develop an integrated series of heritage trails. 
 

• Develop a heritage strategy. 
 

• Provide information on how to develop heritage product. 
   

• Develop a heritage section on the www.centralotagonz.com tourism website. 
 

• Encourage research and obtain funding to restore old tombstones and panels 
listing those buried in local cemeteries. 
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11.7 Otago Central Rail Trail 
 
The Otago Central Rail Trail is a year round recreational facility that travels from 
Middlemarch to Clyde.  The 150 km long trail follows the former Otago Central Branch 
railway line.  The railway was completed at the turn of the century and provided a vital link 
for transporting agricultural and horticultural produce to our nearest city – Dunedin.  For 83 
years the railway enabled people to travel in and out of the area and linked many of the 
towns and communities in Central Otago.  In 1990, the railway was closed permanently. 
 
The initial vision for the railway line was shared by DOC, that along with some local 
government representatives and private individuals.  The Otago Central Rail Trail Trust was 
formed in 1994.  The Department of Conservation saw the disused railway’s potential and 
acquired the line in 1993.  In conjunction with the Otago Central Rail Trail Trust six years 
were spent preparing and upgrading the closed railway line which included re-decking the 
trails 68 bridges and furnishing them with handrails.  DOC is responsible for maintenance 
(continued upkeep) of the trail.  The Trust raises funds for improvements, enhancements 
and promotion of the Rail Trail.  The Trust also works with communities who have seized the 
opportunity to capitalise on the economic growth the Rail Trail has provided. 
 
Officially opened in February 2000 the Rail Trail (the Trail) was the first of its kind in New 
Zealand.  It has preserved, largely intact, an important part of Otago’s heritage and enables 
access to areas unable to be seen from the highways.  The Trail is designed for walkers, 
mountain bikers and occasional horse use on sections.  It is public reserve, can be walked or 
ridden in either direction and has many access points along the way.  There is no charge for 
using this facility in general; however, commercial use of the trail needs a concession.  
 
Time taken to complete the Trail varies depending on fitness, the weather conditions and 
other distractions such as savouring the scenery or exploring the small towns on or close to 
the Trail.  Generally 3-5 days for biking and 5-7 days for walking should be allowed.  It is 
easy for families to complete together and does not require a high level of fitness. 
 
Currently the Trail’s peak season is November to April and it is quiet over the winter months.  
There are opportunities to look at activities that lengthen the season and ensure that 
businesses associated with the trail are more financially viable. 
 
The Trail is managed by DOC primarily from the Central Otago office in conjunction with the 
Coastal Otago area office.   DOC manages the Trail in accordance with its Otago 
Conservation Management Strategy (CMS).   This sets the maintenance and operational 
standards for the Trail.   This strategy is up for review in late 2007 and will require significant 
public consultation.  Input into this strategy will be important in determining the future of this 
significant asset. 
 
DOC recognises some of the special qualities of the Trail as being: (Please note these are 
still in draft and may be modified in the future or as the CMS is developed) 
 

• The challenge of the whole journey is what makes the Trail special and draws people 
to Central Otago from all over the world. 

• Clearly, the natural and historical heritage values of the Trail and corridor should be 
preserved, enhanced and interpreted to increase the value of the visitor experience. 

• The rural working landscape outside the corridor appeals to people use to city life. 
• The distinctive natural landscape setting beyond the corridor is another special 

quality, from the near landscape of schist rock in various forms to the waterways, 
wetlands and mountains. 

• The pace of the journey is another special quality; cycling at normal speed allows the 
rural and natural landscape to unfold, and for the visitor to be in tune with the pace of 
rural life around them. 
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• The ‘undeveloped” nature of the trail is another important attribute. The unsealed 
surface influences the pace of travel and its surface is in keeping with the working 
rural landscape setting. 

• Side trips (to natural or historic heritage sites) are possible off the trail for people of 
all kinds of fitness or ambition. Tenure review outcomes will add to these in the 
future. There is a great deal of unrealised potential for side trips based on the tourism 
infrastructure that is building up around the trail. The trail therefore has attributes as 
an arterial route from which side trips can be taken. 

• The strong seasonal differences in Central Otago mean there is probably more 
potential for people to want to make repeat trips than in the case of most other DOC 
facilities. 

• Because of its frequent connections with public roads and the frequency of tourist 
infrastructure facilities along it the trail may be done in many ways, and is therefore 
achievable for an extremely wide range of people. This flexibility is a key attribute.  

 
As noted above the key point about the Trail is the experience of the natural landscape, 
heritage and the opportunity to see the rural lifestyle and meet the local people.  It is this 
experience and sense of getting away from the bustle of city life that draws people to Central 
Otago and will draw them back for repeat visits.  It is this experience that must be protected 
or people will not be prepared to return. 
 
The Rail Trail Operators Group is a group of operators along, or associated with, the Trail.  
They have administration support from the Otago Chamber of Commerce.  From the initial 
meetings of this group was the formation of "Rail Trail Operators Incorporated".  This group 
provides a united voice of operators associated with the Trail, an effective group to liaise and 
communicate issues that arise surrounding the Trail and enhance and promote the Rail Trail 
experience in a professional manner and raise quality standards.  It has been suggested that 
the operators group could monitor standards of service on the Trail and encourage members 
to maintain high standards. 
 
Use of the Trail has been steadily increasing over the last six years and it is estimated that 
there are approximately 10,000 visitors annually who complete the whole trail and anywhere 
from 40-60,000 people doing parts of the Trail.  Currently there is little information on who 
these visitors are, where are they from, why they come here, how long they stay and where 
do they go when they finish the Trail.  
 
One of the key challenges for the Trail is aligning the marketing materials, quality and 
standard of product with visitor expectations. 
 
Services associated with the Trail were identified as being key to its future.  Currently there 
is a shortage of accommodation and other support services such as eateries along the Trail.  
Visitors need to book to ensure they will have accommodation.  Investment in 
accommodation is tricky due to the limited extent of the season and poor utilisation over 
winter.  Investors need to understand that accommodation will have a seasonal nature with 
this facility.   
 
It was identified for facilities associated with the Trail that good standards of service are 
required to ensure that people have a good experience and will be prepared to come back or 
tell their friends to visit.  Increasing the standards through good basic training and having a 
customer service approach will ensure that people have a positive experience. A way of 
assessing standards was to have a Mystery Shopper programme where facilities associated 
with the trail are visited over the course of the year to assess the standard of service and 
receive reports on how they fared.    
 
Attracting staff was noted as a concern for businesses associated with the Trail.  Many of the 
businesses are small but require limited numbers of staff who have had experience in the 
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service industry.  With the current low unemployment rate it was noted that this is an area of 
concern.   
 
Other opportunities associated with the Rail Trail have been identified as follows: 

� Could look at linking to other trails such as the proposed Roxburgh to Lawrence trail. 
� Promotion of the Trail using programmes such as Push Play. 

 
Challenges include: 

� Rail Trail is too accessible – hard to control numbers on it.  To many of people could 
spoil the experience people have on the trail.  Pressure on services such as toilets, 
rubbish/pollution, camping facilities could be an issue. 

� Unauthorised traffic on trail can damage it or spoil experience for people using trail – 
eg motorbikes. 

� No source of income from trail users for further Rail Trail enhancement, repairs and 
maintenance. 

� A limited domestic market to use the facility and takes too long for most international 
visitors. 

� Seasonality of the rail trail business. 
� Ensuring the surface meets expectations of users for walking and riding. 
� Legislative requirements for operators.  
� Inconsistency of customer service and the quality of tourism product. 
� Retention and employment of staff. 

 
Otago Central Rail Trail Trust 
The Otago Central Rail Trail Trust operates independently from the Department of 
Conservation but works closely along side the Department to provide community services on 
the rail trail.  The Trust focuses its resources on the development of the trail which in turn 
gives support to the enhancement and business opportunities for surrounding communities 
to develop. 
  

The Trust has been formed to attract and dispense donations to support the formation and 
development of the trail and to provide focus for community support of the trail which may 
include donations, services or goods.  The Trust has successfully raised more than 
$350,000 for major surface improvements, 10 new shelter sheds and a major signage and 
interpretation programme installed in 12 shelter sheds.  Ongoing income for the Trust comes 
from advertising revenue from the Official Rail Trail website, from the sale of Rail Trail 
merchandise, sales of the Rail Trail passport and from the Trust book outlining the history of 
the Otago Central Rail Trail. 
  

The Trust liaises with the Department on management decisions, establishing development 
priorities, the implementation of work programmes, with policy development and the annual 
work plan and advocates for Rail Trail users when required.  Trustees do not receive 
payment or reimbursement ensuring all funds raised are used for the enhancement of the 
Rail Trail. 
 
 
RECOMMENDATIONS: 
 

• Collate information and other groups research on the Rail Trail and develop a 
collective approach for collection of this information in the future.  This will 
help identify need and opportunities for investment associated with the Trail. 

 

• Ensure nationwide i-SITE centres are aware of the requirement for pre booking 
the Trail accommodation during the busy times. 
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• Encourage communities to be involved in the development of the Otago 
Conservation Management Strategy. 

 

• Develop a strategic alliance between the Otago Central Rail Trust, DOC, Rail 
Trail Operator Group and TCO to align the product with visitor expectations 
and meet the associated recommendations in this section. 

 

• Educate and talk with Rail Trail Operators Group and individual operators on 
standards and requirements expected by visitors. 

 

• Establish a Mystery Shoppers programme to monitor standards of service. 
 

• Promote the Rail Trail through programmes such as Push Play (Sport Otago). 
 

• Develop consistent accurate information (in conjunction with the Otago Central 
Rail Trail Trust) that operators and organisations promoting the area can use. 

 

• Encourage further basic customer service training for businesses on the Trail. 
 

• Develop a strategy for reinvestment in business associated with the Rail Trail. 
 

• Promote the Trail to return visitors based on the seasonal differences that can 
be experienced. 

 

• A register of operators on the Central Otago Rail Trail be established which 
have met all Council and tourism industry requirements relating to services 
being provided to ensure visitors are receiving the required standard of 
service. 
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11.8 Events and Multisports 
 
Events 
Central Otago has many events that occur during the year, including: 

� the multi sports events (as mentioned under the multisports section in the strategy),   
� Yearly events such as the Thyme Festival, Blossom Festival, Art Deco Weekend, 

Easter Bunny Shoot, Ferauds Long Lunch, Cavalcade   
� Central Otago farmers markets and market days held around the district  
� Arts and crafts events held at various times over the year 
� Cromwell and Omakau Races, the Roxburgh Trotting Club meet and the Millers Flat 

Rodeo  
� Otago Motorcycle Club Brass Monkey Rally 
� Cromwell Speedway events 
� Old Cromwell Town Fair and NZ Gold Panning Championships. 
� Clyde Harvest Wine and Food Festival. 

 
The range of events is wide reaching.  Successful events usually have interested organisers, 
driven by individuals or interest groups who are passionate about the event.  They are 
supported by the community and typically grow over time.  They are characterised by large 
contributions of voluntary labour and resources and it is noted that volunteerism is extremely 
important to the future of events in the area.  Events deliver on multiple levels eg sport, art, 
culture and community with tourism being only one of the many beneficiaries.  Events can be 
a strong icon of an area, highlighting its regional character, identity, pride and demonstrate 
regional capability or achievement eg Blossom Festival.  A large number of Central Otago 
events are held in the traditional shoulder season (Autumn/Spring) thus extending the peak 
season. 
 
However, volunteer input in events has been shrinking as people often don’t have the time or 
commitment to helping organise events.   This is due to changes in society such as working 
weekends, many more recreation activities available for people so overall less numbers 
involved in any one event.  Events are now a competitive market with other regions hosting 
similar events.   
 
There has also been a move from volunteer to paid professionals for event organisers but 
this has resulted in an expectation that events will be more professionally run, increased 
costs of operating events and increased entry fees for those participating to help cover 
costs.  It can be these three issues – shrinking volunteer sector, competitive market and paid 
professionals that create a vicious cycle for events as they attempt to remain viable and 
competitive in this market. 
 
Strengths of events held in the area thus far include being accessible for families, many are 
based on stories or themes of the area e.g. gold, use the natural assets of the district 
including the landscape, locals get involved in events and are friendly. 
 
Events are held for a variety of reasons but generally there are three effects.   

1 This is about promoting the Central Otago area to a regional, national or 
international market, 

2 Providing an economic return both to the organiser and the wider 
community,  

3 Community benefit through local fundraising, and community unity 
created by an event.   

 
Depending on the event and the reasons for holding it the proportion of importance of the 
above three may vary for any community. 
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Things that could be weaknesses or a risk for events held in the area are: 
� Isolation from other events and depending on domestic markets. 
� Fuel prices dictate the number of people willing to come to Central Otago for events. 
� Growth of events or growth in the economy could wreck the image of Central Otago.  

There is a need to manage growth. 
� Ensure that locals are kept onside and don’t get sick of the number or range of 

events being held in the area.  If locals won’t attend events, don’t like to pay for 
events or leave town during events then the balance of events working with the 
community is probably not quite right. 

� Experiences at events need to be good quality so as to ensure people will come back 
and use word of mouth to encourage others the come to Central Otago. 

� A risk of operator accident or serious accident at an event which could reflect badly 
on events held in Central Otago and discourage people from coming here. 

� Ensure that organisers and participants don’t get complacent with events or suffer 
from event fatigue.  There is a need to continually review events to ensure they 
remain fresh. 

� Quality or amount of appropriate support infrastructure such as accommodation for 
events. 

 
Opportunities exist for further special interest events such as wine and food but these events 
will require a clear point of difference.   In order to grow the regional character of events 
organisers need to be encouraged to identify and grow the unique elements of events that 
particularly demonstrate Central Otago’s special attributes and identified in its Regional 
Identity and in this document.  Further opportunities are as follows: 
 

� Further training courses/education for event and new events organisers is required. 
� Heritage events that tell the stories of the area and have a point of difference e.g. 

Ferauds Long lunch. 
� Increased co-ordination and collaboration of events calendars 
� Increased research on the value of events.  Clearly identify the value of events which 

can be used to help educate communities on the benefits.   
� TCO provide a co-ordinating role – assist or advise with sponsorship/funding, 

organising, event marketing, public relations, resource library of information and 
support services.  Currently this is not a role of TCO and is not currently resourced 
for provision of this service. 

� Better co-ordination of events required at a regional level e.g. Southern New 
Zealand. 

� Any events that appeal to an international market will require additional levels of 
planning, time requirements and higher standards than local events. 

� Clearly identify the markets we are trying to attract for certain events. 
 
Multisports 
The opportunities for multisport in the area has been highlighted over the last few years with 
the development of a whole suite of multisport events.  This has occurred due to several 
factors including: 

� An active group of participants and organisers interested in multisport living in the 
area.  

� Ready access to a challenging landscape/environment for multisport events with a 
good mix of river, road and running opportunities throughout the district. 

� Increasing interest in participation in multisport events. 
� The development of infrastructure such as the Otago Central Rail Trail which is 

unique and already caters for multisport events such as the Rail Trail Duathalon. 
 
Events have been developed such as the Cromwell Half Marathon, Bannockburn Gutbuster 
for Mountainbiking, Bannockburn Mountain Bike Classic, Lake Dunstan Cycle Challenge, 
Lake Dunstan Triathalon, Otago Central Rail Trail Duathalon, Gold Rush, Ghost to Ghost 
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Triathalon, Carricktown Crusher Mountainbiking and R & R Sport 12 Hour Naseby Challenge 
for mountainbiking, Roxburgh Triathlon or the Clutha Classic series.  
 
Many of the challenges and opportunities identified are similar to the events section above 
however there are some issues unique to multisport. 
 
Successful multisport events usually have interested organisers who are passionate about 
the event.  The issues surrounding volunteers and competition with other multisport events is 
similar to concerns raised in the previous Events section. 
 
Compliance with required standards such as roading, traffic management plans, food 
standards for the various regulatory agencies is a concern for the multisport organisers.  
They want a set of standards that are evenly applied for all applicants so that all organisers 
know what is required when planning an event.  Currently assistance is provided by Council 
(for all events) and Sport Otago (for multi sport events) for preparing traffic management 
plans for use on local roads in the area. 
 
Strengths of multisport events held in the area include many based on stories or themes of 
the area eg gold, use the natural assets of the district including the landscape or railtrail and 
locals get involved in events in a friendly and welcoming way.  Many strengths are the same 
as for events in the previous section. 
 

� Further training courses/education for event and new events organisers is required. 
� Increased co-ordination and collaboration of multisport calendars 
� Increased research on the value of events.  Clearly identify the value of events which 

can be used to help educate communities on the benefits.   
 
Things that are concerns for events held in the area are: 

� A risk of operator accident or serious accident at an event which could reflect badly 
on events held in Central Otago and discourage people from coming here. 

 
RECOMMENDATIONS: 
 

• Co-ordination of a calendar of events with links to Queenstown, Wanaka, West 
Coast, Christchurch, Southland and Dunedin. 

 
• Undertake market research on events held in the area, who attends, where 

visitors are from and the value to the local community.  Create a template for 
event organisers to use to collect this data. 

 
• Co-ordinated event support person to provide information 

(sponsorship/funding, organising, event management and marketing, public 
relations, resource library of information and support services) possibly from 
within TCO. 

 
• Further education to the wider community on the economic value of events to 

the community. 
 

• Ensure that investment in new events occur at the times of the season when 
there is appropriate capacity for new events while taking into account existing 
events. 

 
• Further development of events that can be packaged and sold to national or 

international visitors. 
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11.9 Food and Wine 
 
The New Zealand Food & Wine Tourism Network’s (NZFWTN) vision is that the New 
Zealand food and wine tourism experience is world class and that New Zealand food and 
wine tourism experiences become a key driver in attracting visitors.  The objectives of the 
NZFWTN are: 

1. To generate greater awareness of, and demand for, New Zealand food and wine 
tourism experiences, products and destinations through collaborative marketing to 
international visitors and media. 

2. To develop more ‘export ready’ food and wine tourism experiences at an individual 
business level and within regional clusters. 

3. To improve the quality of food and wine tourism experiences including the 
development of quality standards. 

 
Food producers 
Central Otago boasts a wide variety of food producers.  These food producers range from 
lifestylers to exporters producing juices and oils to preserves and dried fruits.  There has not 
been a formalised group to represent the varied food producers of Central Otago, however in 
recent times a number of food producers have met through facilitation from CODC, to 
discuss what opportunities there maybe to work together. 
 
The opportunities include maximising the unique selling points of the region (as identified 
through the Central Otago Regional Identity) and articulating the points of difference each 
producer has.  Showcasing Central Otago produce beyond the region as a collective and 
access to wider markets through points of distribution have also been identified as 
opportunities.  It is imperative that the food producers of Central Otago are recognised as a 
distinctive region, with a clear Central Otago identity and not to be confused or mixed in with 
the Southern Lakes region. 
 
There is an organisation called The Slow Food Movement founded in 1986 in Italy in direct 
response to the opening of McDonalds in the Piazza di Spagna.  The Slow Food 
Movement’s manifesto is simple: ‘A firm defence of quiet material pleasure is the only way to 
oppose the universal folly of Fast Life.’ 
 
The Movement calls for the safeguarding of local economies, the preservation of indigenous 
gastronomic traditions and the creation of a new kind of ecologically aware consumerism 
committed to sustainability.  On a practical level, it advocates a return to traditional recipes, 
locally grown foods and wines, and eating as a social event.  The Movement is not just about 
the appreciation of culinary skill, but rather a whole ethos that encompasses the production, 
harvesting, processing, consumption and creation of food.  Something similar could be 
developed for the Central Otago region. 
 
Currently the Farmers Markets in Old Cromwell Town are seen as a way of showcasing 
some product.  However perhaps there is an opportunity to extend this further and look at a 
joint food and wine tasting experience showcasing what is in Central Otago with celebrity 
chefs or judges participating, to encourage and further educate the people of Central Otago 
and beyond of what is available.  Food producers to know what each other produce and to 
be familiar with each others product is important for the development and nurturing of the 
food network in Central Otago.  To be supportive of one another rather than being 
competitive.   
 
The Harvest Wine and Food Festival in Clyde was identified as an opportunity to highlight 
food and wine for the area.  The Teviot Valley was suggested as an area the could have a 
food focus with the wide range of food and orcharding products already produced.  It could 
market itself as fruit specialists or organic production. 
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It has been identified that there is a need for food producers to align with the wine growers, 
perhaps create a food and wine tourism network, however there are concerns that the wine 
growers view the food producers as not important to them.   
 
Other opportunities identified include: 

� Become the organic or naturally grown centre for New Zealand. 
 
The challenge is there is no formal group or network of local food producers, all are 
operating individually with varying success in distributing own product or having access to 
distribution points.  Many producers are in it for the lifestyle and not as a commercial 
business.  To raise the standard of quality and quantity of product and to provide the goods 
once access to wider markets is obtained is seen as another challenge.  However there is 
also the need to retain the personal approach to food production.   
 
Other challenges identified include: 

� Identifying who the food producers are and how visitors into the region can access 
them. 

� The poor experiences overseas visitors have when they meet and work for local 
orchards.  If given a realistic idea of earnings along with the experiences they could 
have this may be a winning formula.  Some visitors are given false hope at the 
moment.  

 
Wine 
New Zealand has ten main wine growing regions, each displaying a great diversity in climate 
and terrain.  
 
Recent statistics from the Ministry of Tourism show that approximately 413,000 visitors 
visited wineries in 2005; 60% were domestic and 40% international visitors (7.5% of total 
international visitors to New Zealand).  The current trend is seeing the domestic market 
decline and the international market grow. 
 
Visitors from Australia, the UK and US are the largest share of all international visitors in 
2004-05 with the highest numbers in the 25-34 and 45-64 year age groups.  High spending 
international visitors are the largest group of wine visitors. 
 
Central Otago is New Zealand’s highest and the world’s most southerly wine region.  It is 
also New Zealand’s only true continental climate with greater extremes of daily and seasonal 
temperatures than are found in any of the country’s maritime regions. 
 
Wine was first produced in Central Otago in the 19th century for sale to gold miners, but it 
was another 100 years till the industry took off.  Central Otago is now New Zealand’s 
seventh largest wine region with Pinot Noir the dominant grape variety, with Chardonnay, 
Sauvignon Blanc and Riesling being the other major grape varieties produced.   
 
Central Otago is comprised of four distinctive sub-regions separated by mountain’s and deep 
gorges.  The Cromwell basin includes Bannockburn in the south, Lowburn, Wanaka Road 
and Bendigo in the north.  In the Southwest of the region are Clyde and Alexandra, with 
vines nestled among rugged schist tors in a dry intermontane basin.  The remainder sit 
outside of the Central Otago boundary in Gibbston and Wanaka. 
 
The interactive visitor wine experience in Central Otago currently sits in the Cromwell basin 
where the majority of cellar doors (open regular hours) in the region are.  Within the 
Alexandra basin there is a distinct lack of cellar doors open regular hours with currently only 
two operating regularly from 14 in the area.  Some wineries are not interested in tourism, the 
focus being on producing rather than providing a visitor experience.  Many wineries are still 
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in the development stage with money being spent on growing the business rather than 
marketing the business.   
 
The challenges include the lack of organised tours especially in the Alexandra basin, given 
that there are only two cellar doors open regularly, there is an opportunity to develop tours 
that link the Cromwell and Alexandra basins.  The policy on signage needs to be clear, 
especially road signage, the development of distinctive signs allowing people to get from one 
area to another - collaboration rather than duplication.   
 
Other challenges are the inconsistent cellar door experience and a varying view on the 
importance of tourism to the wine industry and vice versa. 
  
The Holidays Act Legislation has meant that many of the wineries that have restaurants are 
closed on statutory holidays e.g. New Years Day.  This sends a negative message to visitors 
that the region is closed over holidays.   
 
Central Otago wine and tourism sectors can benefit from working together to reinforce a 
region’s unique sense of place, the ‘real’ Central Otago.  Local wine growing identities, 
family heritage and histories, wineries associated with significant events etc. are all 
important.  Strong relationships with local winegrowers allow hospitality providers to retell 
their story – tying in the restaurant/hotel to the place and the people of the area.  Visitors 
yearn for these stories – it is an essential part of the tourism experience.  Wine happens to 
be a great way of engaging visitors in these regional stories, both because of its highly 
sensual and sensuous nature and its romantic attachment to place.  This is already 
happening at a regional level in other parts of New Zealand through formal food and wine 
tourism networks, where businesses are leveraging off each other to create the impetus to 
attract visitors. 
 
Product development opportunities include quality interactive wine tour packages linking the 
Alexandra and Cromwell basins (based from Central Otago), creating a food and wine 
experience for the visitor.  Developing education programmes for local operators as well as 
‘front of house’ staff in the hospitality industry to include wine tasting and the story behind 
the wine.  The education process is important in reinforcing the regions unique sense of 
place.   
 
There is a need to perhaps look at the development of a formalised Food and Wine network 
throughout Central Otago, or at least closer communications between the two industries and 
collaboration on marketing opportunities. 
 
There are three organisations in Central Otago currently representing the local wine industry: 
 
Central Otago Wine Growers Association 
Since the late 1980’s Central Otago has had an association for wine growers and wine 
makers with the formation of the Central Otago Wine Growers Association (COWA), formerly 
the Grape Growers Association. COWA represents Otago Wine Growers and is affiliated to 
the New Zealand Wine Growers Association.  The organisation has approximately 200 
members (full or associated) and has a President, Executive Officer and a Committee of 9 
people.   
 
COWA’s key role is an educational and social one, to provide opportunities for members to 
learn through seminars, field days and invited speakers.  Key objectives of COWA are to 
provide a forum to offer technical and professional development for members and to act as 
the representative of the New Zealand Wine Growers Association.  The organisation has lent 
encouragement to the formation of the Central Otago Cellar Door Network, a newly formed 
network of local wineries whose key objective is to develop wine tourism in the region.  
COWA also produce the Central Otago Wine Map. 
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A subsidiary company under the umbrella of COWA is the Central Otago Pinot Noir Ltd 
(COPNL) whose key role is branding and marketing; helping members market their wine 
through building the Central Otago brand nationally and internationally.  Key international 
markets targeted are Australia, North America, United Kingdom, Canada and Asia.   
 
COWA’s key relationships include contacts in the education sectors, Government 
programmes and tourism.  It sees wine and tourism as a positive, working together with 
other sectors to enhance the visitor experience to the region. 
 
Central Otago Pinot Noir Limited 
The company was formed in June 2002 under the name of the Central Otago Winegrowers 
Association (COWA).  Central Otago Pinot Noir Limited (COPNL) was formed following the 
COWA annual general meeting in September 2002 effectively becoming the marketing and 
promotional arm of COWA.  COPNL has a Board of 6 elected Directors who represent 
members.  Two independent contractors manage the marketing and administration of 
COPNL.  COPNL members are producers of Central Otago wine.  COPNL acted on behalf 
of 48 members throughout the 2005/06 period and the region includes wines from Gibbston 
Valley, Bannockburn, Cromwell, Earnscleugh, Alexandra, Pisa Flats, Bendigo and Wanaka. 

 
The prime objective of COPNL has been the preparation and implementation of an ‘export 
marketing strategy for Central Otago wine’.  Its mission is to promote Central Otago as a 
premium international wine growing region through its commitment to quality and distinctive 
wines.  Key focuses include: 

� Encourage quality 
� Use our people to present our wines 
� Define the distinctive characteristics and geographical boundaries of our region 
� Form strategic alliances and industry partnerships 
� Be part of generic NZ wine promotions ensuring Central Otago is recognised 

  

COPNL focuses its marketing on key export markets including the USA, UK, Asia and 
Australasia and has close alliances with NZ Winegrowers and NZ Trade & Enterprise.  
COPNL conducts an outbound programme which includes hosting of Trade Tastings and 
involvement in Wine Fairs together with other types of trade specific activities. COPNL also 
conducts an inbound programme which includes the Central Otago Pinot Noir Celebration, 
Wine Writer and Wine Buyer hosting, as well as other Central Otago based events/tastings.  
The COPNL membership is uniquely different to other tourism operators in Central Otago, in 
that the boundaries of its membership cross over 3 different RTO’s, ie. Tourism Central 
Otago, Destination Queenstown and Lake Wanaka Tourism.  This is both a challenge and 
an opportunity.  The opportunity is for COPNL members to work with all three separate 
RTO’s on tourism focused activities and events.  

 
Central Otago Cellar Door Network 
The Central Otago Cellar Door Network is newly formed (December 2006) and has been 
developed under COWA as not only a way for cellar door managers to meet with each other 
regularly, but also to vertically integrate with Tourism Central Otago, various education 
sectors and Government programmes. 
 
Key objectives include: 

� Wine Tourism – development of a wine tourism strategy. 
� Development of viticulture and winemaking knowledge by cellar door staff – better 

knowledge of products and processes means better experience for visitors at the 
cellar door. 

� Development of ‘global’ wine knowledge - allows cellar door staff to better 
understand Central Otago’s place in the global wine market. 
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� E-commerce, website, database, marketing development – seminars developed for 
cellar door network members through Otago Chamber of Commerce. 

� Industry nights and chef hosting – educating staff from local restaurants, cafes, pubs 
etc for a briefing on the local wine industry and chef hosting – international chefs 
work on wine/food matches and cooking workshops, help raise the profile of the 
region’s wines in international markets. 

 

 
 
RECOMMENDATIONS: 
 

• Investigate the development of an educative series on service, combining 
information and stories of the area with local wines. 

 
• Assess the need to develop a formalised Central Otago food network.  

 

• Develop a ‘Know Your Own Product’ familiarisation series, whereby local food 
producers experience each others products. 

 

• Educate food providers on local wine products and encourage Central Otago 
operators to use or buy local products. 

 

• Tourism Central Otago to work with the Central Otago food network to market 
the food tourism experience. 

 

• Investigate the development of a movement similar to that of The Slow Food 
Movement in Italy for Central Otago. 

 
• Develop a food trail throughout Central Otago. 

 

• Encourage Central Otago hospitality establishments to use or buy local food 
products. 

 

• Encourage restaurateurs and producers from outside the region to become 
familiar with Central Otago food produce. 
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• Tourism Central Otago to work with Cellar Door Network to market the wine 
tourism experience. 

 

• A stronger wine trail is developed for the Alexandra basin to feed into 
Cromwell and Queenstown. 

 
 
11.10 Conference and Meetings 
 
The main conference season in New Zealand is from April to September, making it an ideal 
market in which to address issues of seasonality.  It also attracts a significantly higher daily 
spend than leisure tourism.  Figures supplied by the New Zealand Convention Association 
(2003) indicate the following:  

Domestic:  
Average daily spend for domestic delegate conferences - $296  
Average daily spend for domestic association conference delegates - $389 
Domestic delegates account for approximately 85% of all conference delegates at 
conferences in New Zealand. 
  
International:  
Australia (most likely international market for Central Otago) average daily spend $411 
Australia provides 55% of international conference delegates in New Zealand. 
 
The key areas of conference expenditure are accommodation, registration fees, food and 
beverages, shopping, entertainment and transport. 
  
There is currently no statistical information on conferences and meetings held in Central 
Otago and its economic value to the region.  
 
Central Otago has facilities to host small to medium conferences with some conference 
venues offering accommodation.  These venues are in Cromwell, Alexandra and Roxburgh.  
Some venues within Central Otago have outstanding facilities, but many of the venues are 
either too small or simply out of date, not offering the level of technical services or customer 
comfort expected of modern facilities. 
 
A conference venue should be suitable for presentations, symposiums and activity sessions. 
 

Challenges identified include: 
1. Lack of market research on conference market in Central Otago. 
2. Undervaluing the facilities and activities available in the region; there is the 

perception that Queenstown has it all, what is there in Central Otago? 
3. Most Central Otago activities can not cope with large conferences for pre/post 

conference activities. 
4. Lack of re investment in properties and technology will affect growth of Conference 

and Meetings (C&M) business as the capabilities of servicing this market to meet 
expectations will falter. 

5. Access to leads to quote on conference business.   
6. Lack of capacity eg accommodation and support services. 

 
A constant threat to attracting this market to Central Otago is the lack of coordination among 
venues and accommodation providers to attract large conferences to the region, with 
activities and venues spread out across the region.  There is a quality inconsistency 
amongst accommodation and conference venue providers throughout the region with no one 
venue able to accommodate large conferences. 
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The success of any business hinges on the people it employs.  Unemployment levels are at 
record lows, leaving tourism and hospitality businesses struggling to recruit and retain the 
right people.  Ongoing skill shortages in the sector may not only impact on growth, but 
threaten to compromise our ability to deliver a consistently high quality experience to visitors.   
 
The key opportunities identified include the need for research - to know what is available 
throughout the region; venues, accommodation and activities and their capabilities.  To 
clearly define what sectors of the C&M market the region should be targeting e.g. corporate, 
meetings, weddings, exhibitions, conferences. Identify the Unique Selling Points of holding 
conferences, meetings etc in the region, package and promote to Professional Conference 
Organisers (PCO’s) in conjunction with the local Regional Tourism Organisation. 
 
There is also a need for increased involvement in the C&M market by activity operators who 
may need to adapt and package their products to take advantage of conference/meetings 
opportunities. This includes developing evening product.  Activity operator creativity and the 
offering of a wider selection of tailored activity options and customised events will directly 
impact on the regions ability to attract and win more conference/meetings business.  
  
Clearly there is a need to develop a small cohesive group of venue and accommodation 
providers to market the region as a conference and meetings destination.  A further 
opportunity is a person to coordinate packages to help convert inquiries/leads into sales.  
Currently this is not a role of TCO nor do they have the resources to provide this facility. 
 
Other opportunities identified include: 

� Close proximity to Queenstown International Airport and Wanaka Airport and with the 
cities of Dunedin and Invercargill only 2.5 hours drive away, Central Otago is 
accessible as a day or overnight conference/meetings destination.  

� Day meeting venue for organisations based in Otago and Southland. 
� Support new incoming operators. 
� Lift the standard of facilities, increase number of beds, improve activities and provide 

the most up to date technology. 
 
 
RECOMMENDATIONS: 
 

• Undertake market research on what venues, number of beds and activities are 
available in the region to assist in the development of the corporate meetings, 
weddings and trade markets. 

 

• Develop a Conference & Meetings section in the Central Otago Product 
Directory and on the www.centralotagonz.com website. 

 

• Creation of a coordinating role to develop the conference and meetings 
market. 

 

• Provide coordination of corporate meetings and trade material. 
 

• Creation of a conference and meetings group. 
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11.11 Cruise 
 
Since the 1980’s the growth rate of the cruise market to New Zealand has been 6.5-8% pa, 
this growth is continuing.  Cruise visitors contributed $137 million to the New Zealand 
economy in 2005-06 cruise season.  A total of 67,956 cruise passengers and 32,000 ships 
crew visited New Zealand in 2005-06 with Otago receiving $13.1 million of the total cruise 
industry direct expenditure.  Each passenger generates around $2,040 in value added for 
the economy. 
 
The length of the cruise season in New Zealand is continuing to grow, and is now operating 
for 9 months of the year.  Majority of the passengers are from the US with New Zealand, 
Australia and UK passengers rounding out the top four.   

The 2006-07 season will see 66,000 cruise visitors arriving in New Zealand, and this is 
expected to increase to 83,000 in 2007-08.   In the 2007/08 season a 20% growth in ship 
visits and port passenger days is expected, this growth being dominated by the larger ships 
of 2000+ passengers.   

Cruise New Zealand is the marketing organisation marketing New Zealand to International 
Cruise Lines and working with a wide range of issues including at Government level.  It is a 
non profit organisation with currently 28 members throughout the country. 
 
Before cruise ships berth at ports in New Zealand the passengers onboard have had an 
opportunity to purchase onshore day (generally 5-6 hours) excursions to explore the 
surrounding city/region.  Some packages are overnight with passengers disembarking and 
travelling overland to re join the cruise ship at the next port destination.  These excursions 
are operated by inbound operators in association with cruise lines.  
 
Central Otago product has not featured in day or overnight excursion packages in this 
market until recently.  In the 2006/07 season product in the region will be hosting cruise 
visitors who are on overnight excursions for lunches.   There is the opportunity for operators 
to develop high quality day packages from the Port of Otago, providing the cruise visitor with 
a ‘real’ Central Otago experience.  Utilising the unique points of difference the region has 
over its neighbouring regions, for example; heritage (curling, gold, horticulture and farming), 
wine (particularly Pinot Noir) and the Otago Central Rail Trail.  Generally the packages 
developed need to cater for 10-180 people and provide a quality, high standard of service.  
 
 
RECOMMENDATIONS: 
 

• Tourism Central Otago continue to work closely with Inbound Operators 
involved in the cruise market to provide an awareness of product available in 
Central Otago. 

 

• Tourism Central Otago continue to work closely with local operators interested 
in the cruise market to develop appropriate product suitable for this market. 
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11.12 Film 
 
Experience true solitude and get close to nature in an inspiring and timeless land.  First time 
visitors are silenced and energised by this tumble of mountain, river, rock and tussock.  See 
the grandeur of breathtaking vistas and be moved by their surging natural power.  Central’s 
clear light brings mountains within an arm’s reach and displays a star-studded night sky.  It is 
a place of extraordinary contrasts, our middle earth.   
 
Central Otago is a land of extremes: it is the coldest, driest part of New Zealand. The 
seasons are sharply defined: summers are hot and low in humidity; winter mornings are 
often misty, the days cloudless and windless and the nights freezing.   
 
Feature films based in Central Otago: 
 
Battletruck    1982                             Dir. Harley Cokliss 
Illustrious Energy   1987                    Dir. Leon Narbey 
Starlight Hotel    1987                        Dir. Sam Pillsbury 
50 Ways of Saying Fabulous  2004  Dir. Stewart Main 
In My Fathers Den   2004                  Dir. Brad McGann 
 
Feature films with location shoots in Central Otago 
Lord of the Rings trilogy  1999-2000 Dir. Peter Jackson 
The Chronicles of Narnia  2004         Dir. Andrew Adamson 
 
Central Otago has been a popular place for filming with its wide open vistas, its high 
mountain areas, large valleys and river gorges along with few people in the area to be 
affected by filming.  There are also many advertisements shot in the area with groups such 
as DOC receiving many queries on filming on locations such as the Rail Trail. 
 
The district has had several high profile films that have highlighted the area and following on 
from these there have been positive tourism and profile spinoffs both for New Zealand and 
Central Otago.  There however is a catch to this exposure in that films portray an image of 
Central Otago and visitors to the area expect to see or experience the image gained from 
the film.  The managing of expectation may be a significant issue in the future. 
 
Filming has tended to rely on infrastructure provided from outside the area with Queenstown 
or Dunedin providing support services for filming in Central Otago.  Post production, sound 
mixing and other production services rely on industry based in the major centres such as 
Auckland, Wellington or overseas with Queenstown providing more on the ground services 
such as casting, helicopter services, catering etc.  When filming in Central Otago many of 
these services are required to be brought into the area.    
 
Currently Central Otago would struggle to cater for a large film being shot exclusively in the 
region with a possible shortage of accommodation and experienced film operators and other 
support services being an issue. 
 
The concept of “Film Friendly” is becoming more important nationally.  With the proliferation 
of filming in New Zealand, local regional authorities and district councils offer their full 
support to the film industry and many have implemented film friendly policies in conjunction 
with Film New Zealand. 
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Gaining Film Friendly status is formal recognition that local authorities have the necessary 
processes and policies in place to meet screen production industry needs as they arise, 
without compromising the councils' statutory obligations.  Screen production activity is 
recognised as a significant economic contributor in many regions of New Zealand. In fact, 
many projects may involve activity over multiple council boundaries. The ability to have 
consistent and transparent treatment for screen production activity throughout the country is 
considered desirable for promoting the continued growth of this industry in New Zealand. 
 
By practicing Film Friendly, councils benefit from repeat economic activity, higher profile as a 
desirable production location, ease of consent and permission processing, and the ability to 
leverage off successful films shot in that location.  This type of support will recommend this 
area and help to promote it.  This will ultimately increase the economic and social benefits of 
film to the community. 

 

(Source: Film New Zealand Web site) 
 
 
RECOMMENDATIONS: 
 

• Maintain an excellent web presence to profile the Central Otago area for film. 
 

• Explore the opportunities of regional co-operation to grow the film industry in 
Otago and look to increase activity and economic impact in Central Otago.  

 

• Develop a photo library for film. 
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11.13 Arts 
 
The arts industry and its relationship with tourism could best be described as in a fledgling 
state.  While there are many artists in the area, there is a wide range, from some of 
international renown to people that undertake art as a hobby.  So far there has been little 
active promotion of the arts for tourism purposes.   
 
The Otago Arts Guide was developed in 2001 and identified many of the artists in the area at 
that time.  However this never resulted in an arts trail or a formal means of viewing art and 
artists products in the district.  The Arts Guide while being a very good reference tool in its 
time is now somewhat outdated and needs a review.  Funding for carrying out this review is 
a concern and having a person to co-ordinate the review is also required.  It was noted that 
an updated arts calendar is required and this should be put on the www.centralotagonz.com   
website. 
 
Currently there are artists that produce across a wide range of mediums within the district.  
The predominant focus for Central Otago is on the visual and performing arts.  There are 
many groups or organisations within the community which represent the arts.  Some of these 
include: 
 

� The co-operative at Old Cromwell which is a collective of artists in Old Cromwell. 
 

� CO Arts Society which promotes and fosters arts within the community.  It shows 
members work through its gallery on Manuherikia Rd (The Studio) and is involved in 
events such as the Clyde Wine and Food Festival and Blossom Festival where art 
shows are held. 

 
� DOC residencies - The Department of Conservation and Creative New Zealand 

launched the Wild Creations Artists in Residence programme in 2002. The 
programme provides New Zealand artists with an outstanding opportunity to 
experience the people, stories and challenges associated with our country’s unique 
natural and historic heritage. Three residencies are awarded each year to artists 
selected by a panel of representatives from the Department of Conservation and 
Creative New Zealand.  Wild Creations gives artists the opportunity to focus solely 
on their art, to step outside their everyday lives and be surrounded by wild New 
Zealand. They become immersed in the environment, taking inspiration from their 
surroundings, space and solitude. The influence of a Wild Creations residency may 
be readily apparent in works created while on residency, or may show up in years to 
come. Recipient artists use the time to work on specific artworks, to research and 
develop planned works, or to gain inspiration for the future. 

 
� Rural Education Activities Programme (REAP) – have the arts co-ordinator position 

within this organisation.  Currently funded for 2 days per week from the Central Lakes 
Trust and covers Wanaka, Cromwell, Alexandra and Roxburgh areas.  Help organise 
the Thyme Symposium and as a point of entry into arts for leisure and creativity.  
This role is very important in the local arts community and there is a need to have 
this role full time to further enhance the media opportunities, marketing, packaging of 
tours to the area and education of both locals and visitors on the arts in Central.  

 
� Community Arts Council – there are three local community arts groups under this 

organisation in Alexandra, Roxburgh and Maniototo.  Each group is made up of local 
people in the area interested in arts and are responsible for distributing Creative New 
Zealand funding for the arts to local groups. 
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� Creative New Zealand – provides funding for local community arts councils and also 
provides funding for practising artists.  There is also funding available through the 
Ministry for Social Development.  

 
� Rural Art Deco Maniototo (RADM) – provides an artist in residence programme 

based in Ranfurly. 
 

� The Henderson Trust have an artist in residence programme. 
 

� Central Stories – has an arts collection and could in the future be a central focus for 
arts in Central Otago.  

 
� Roxburgh has a number of artists, potters, photographers, steel work sculptures and 

painters.  There is a strong Arts Society which is active year round and there is a 
biennial Roxburgh Arts Festival which gets bigger each time. 

 

With a small population base such as Central Otago there is a great reliance on visitors to 
the area to buy art or attend galleries.  In the surrounding area of Wanaka and Queenstown 
there are well established galleries and infrastructure that supports art.  It is this market that 
Central Otago must rely on and try and attract to the district.   To attract these people to 
Central Otago there needs to be a point of difference that this district will be remembered by.  
Whether this is more interaction with artists or studios or some other factor has yet to be 
determined.  Marketing to areas such as Auckland or Christchurch which have identifiable 
arts communities and large populations has been suggested.  It has also been noted that the 
buying power of the local community is somewhat limited for arts products and this is 
another reason to attract visitors to the area.  
 

A challenge for the local arts community is that similar symposiums or art activities cannot 
be offered each year eg Thyme Festival activities, as the local market for these activities is 
limited.  Thus there needs to be continual change of arts activities to ensure the local 
community remains involved.  Currently in conjunction with the Thyme Festival a 
Photography exhibition of South Island photographers is held. 
 

 It has been noted that there is limited arts infrastructure in the district such as galleries or 
common areas to view the arts.  For a viable arts trail to be developed there needs to be 
locations where people can view arts product, that are open at regular times and provide a 
good level of service.   Providing a quality level of service is critical to meet the needs of 
visitors to the area and training in customer service skills may be required for some 
operators to ensure the service and experience visitors receive is high. 
 

If a proposed arts trail is to be developed there needs to be locations that people can view, 
buy art and have the best of experiences for an arts trail.  This could be a self drive trail that 
clearly explains what people will experience, where they have to go to view art and what 
times places are open.  It has been suggested that if a trail is developed it should be linked 
with wine and food as incorporating arts with the wine and food experience has been 
successful elsewhere.  The possibility of a tour operator to do arts tours was also suggested.  
If an operator was already operating wine tours or other activities then an art trail could be 
an adjunct to their current service. 
 

Opportunities include: 
� A niche market in recovered materials – a point of difference. 
� Use the visitor information centres more for getting out information on arts. 
� Arts school potential for the area. 
� Build up a collection of public works – Council and Museum buy art. 
� Get people going on the rail trail into art galleries – capture this market. 
� Get more discussions going between agencies including arts, tourism and economic 

development. 
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Challenges include: 
� Geographically many of the artists are spread around the district. 
� Limited co-ordination between arts groups. 
� Getting information from artists is difficult – for website, calendar and trail 

opportunities. 
� Getting artists confident in marketing themselves. 
� Change the community view of arts in the area and get the local community to value 

art. 
� Convince funding agencies of the importance of funding the arts. 

 
 
RECOMMENDATIONS: 
 

• Creation of a full time arts co-ordinator to profile the region by carrying out the 
following activities – media opportunities, marketing, packaging tours and 
education. 

 

• Creation of an arts calendar and ensure this information is displayed on the 
Central Otago website – www.centralotagonz.com   

 

• Develop an arts self drive tour for Central Otago.  
 

• Hold educational workshops for the arts community on product development 
and how to market themselves. 

 

• Central Stories is encouraged or assisted in developing a historical and 
contemporary art collection on permanent display which depicts Central 
Otago.  

 

• Develop the awareness of arts and the cultural and social importance of arts to 
the local community. 
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11.14 Maori Tourism 
 
Ngāi Tahu are the Māori people of the southern islands of New Zealand - Te Waipounamu - 
the Greenstone Isle.     
 
The South Island Maori gained their food through gardening, hunting, fishing and gathering.  
Due to the extreme climatic seasons in the South Island, Maori would travel great distances 
to follow the lifecycles of bats and rats, growth cycles of plants and climatic conditions.  They 
used Central Otago as a hunting ground and tended to travel through the region during the 
summer and autumn.  They hunted eels, waterfowl and birds such as the tui, kereru, kaka 
and the plentiful (at the time) moa.  The remaining evidence of the early occupation of Maori 
in Central Otago are several archaeological sites, such as cooking ovens and hunting sites. 
 
There is limited information regarding Maori in tourism in Central Otago.  Traditionally this 
area is seen as a mono-cultural society, there has not been (to date) an emphasis on Maori 
tourism or Maori in tourism in Central Otago.   
 
A perception is that the Central Otago region has a lack of cultural diversity.     
 
Key opportunities identified include working with Maori operators or investors on product 
development and operators keen to include a Maori perspective into product.  Educating 
local people about the contribution Maori have made to tourism locally – historically e.g. The 
Maniototo, quartz mine in Oturehua, Oven Hill at Roxburgh, pathways and now e.g. The Big 
Picture, Otago Trout Fishing, Koura Enterprises and Kila Hepi’s Bike Shop.  Maori legends 
of the area e.g. heritage, landscapes, flora and fauna and people, through interpretation and 
perspective have an opportunity to add depth and dimension to existing product and the 
region.   
 
There are a number of organisations who can assist Maori in tourism.  This includes the 
Maori Tourism Council (see under Industry Organisations) and the following: 
 
Te Puni Kokiri 
Te Puni Kokiri is principal advisor on government – Maori relationships, leading Maori Public 
Policy, and managing relationships and information. 
 
Te Puni Kokiri’s broad functions include promoting increases in levels of achievement  
attained by Maori with respect to education, training and employment, health and economic 
resource development.  Monitoring and liaising with each department and agency that 
provides, or has a responsibility to provide, services to or for Maori, for the purpose of 
ensuring the adequacy of those services.  
 
Federation of Maori Authorities 
The Federation of Maori Authorities (FoMA) is easily New Zealand’s largest Maori business 
network with a voluntary membership of Maori Incorporations, Maori Land Trusts, Maori 
Trusts Boards and Runanga, and emerging communally owned entities. 
 
The mission of FoMA is to progressively foster and promote the development, sound 
management and the economic advancement of Maori Authorities and in turn the wider 
Maori communities they benefit.  Services offered by FoMA to its members include advocacy 
- input into FoMA policy that in turn is advocated to Government, networking - access 
knowledge and experience from Maori business people, land administrators, and their 
advisers, research and training – better leverage and access to resources and application 
writing – assistance with application writing and advocating on members behalf. 
 
FoMA membership includes some of the largest, most successful Maori entities engaged in 
communal enterprise.  



 

 112 

RECOMMENDATIONS: 
 

• Coordinate annual meeting between Maori tourism operators. 
 

• Conduct research on Maori and their stories within Central Otago.  
 

• Provide workshops for tourism operators on Maori pronunciation and 
interpretation of Maori stories. 

 

• Interpretation – develop key Maori stories which can be weaved/included into 
existing product. 

 

 
11.15 Standards of Service 

 
Across many of the sectors in this document the quality and standard of service from 
businesses throughout Central Otago has been identified as a key issue.  There is currently 
not the consistency of service throughout the region or from season to season with quality 
also varying markedly.   
 
It has been identified that good standards of service are required to ensure that people have 
a good experience.  Increasing the quality of standards through good basic training and 
having a customer service approach will ensure that people have a positive experience. 
 
There is a relatively urgent need to ensure that local businesses throughout the region are 
encouraged to participate in a basic standard of service programme either through the 
KiwiHost programme or through an annual training programme that is developed especially 
for sectors of the industry. 
 
Encouragement of participation in Qualmark which will assist in increasing the standards of 
service throughout New Zealand.  (Also see the Qualmark section page 44). 
 
It was suggested that a business mentoring programme be developed for Central Otago. 
This would see businesses hosting other local businesses to find out about standards of 
service and what each does well.    Currently there is no programme and this would be of 
benefit to individual businesses and the region as a whole in raising standards of service. 
 
 
11.16 Compliance 
 
Providing quality tourism experiences is a critical part of Central Otago and New Zealand’s 
success as a visitor destination. Tourism Central Otago’s (TCO) mandate is founded on a 
‘destination management’ principal which requires that member businesses must adhere to 
the following principles:  

• All relevant consents, permits and operating licenses must be held  
• The contact details for the service / product must be administered (i.e. phones 

answered and emails checked) 
• The advertised tour, product or service must be delivered  

 

Not all operators comply with regulations.  It is essential that operators comply to develop a 
quality and long term sustainable industry. 
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11.17 Crisis Management 
 
Crisis management is considering whether TCO and operators in Central Otago are 
prepared for an event that could have negative impacts for the local industry.   This event 
could range from an operator accident to a natural disaster which could portray Central 
Otago in a negative light and have a wider impact on other operators in the area.   
 
The need to ensure operators have a plan for what to do when an accident or crisis hits is 
essential.  This will reflect how professional the business is and how quickly they will recover 
after the event.  Tourism operators need to have a crisis management strategy in place 
which clearly assesses the risk of what could go wrong, what are methods to reduce this 
risk, appropriate insurance cover, what actions should occur should a crisis event occur eg 
medical services, transportation etc, a clear indication of lines of communication in a crisis, 
how to handle the media, liaising with TCO to minimise the effect on the rest of the industry. 
 
TCO needs to be clear on what its role will be during a crisis event. It will need to have 
considered lines of communication with the media, have a media management plan, be 
prepared to help the operator with logistics of dealing with the media, co-ordination of other 
groups or Departments such as DOC, ensuring that other operators are not adversely 
affected where possible and co-ordination of an emergency response if required.  
 
 
RECOMMENDATIONS: 
 

• Encourage all Central Otago tourism businesses to participate in a basic 
standard of service course. 

 

• Develop an annual training programme for local operators which includes 
crisis management contingency planning, communications and media 
strategies.  

 

• TCO encourages Central Otago operators to comply with appropriate 
legislative requirements. 

 
• TCO staff are trained on requirements during a crisis. 

 

• Central Otago businesses are encouraged to participate in the Qualmark 
Quality Assurance System and obtain the mark. 

 

• Encourage the establishment of a business mentoring programme for Central 
Otago.   
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11.19 Infrastructure and Tourism Planning 
 
There is a vast range of infrastructure across the district.  Central Otago District Council 
plays a major role within tourism industry in providing appropriate infrastructure not just for 
the local community but for visitors to the region.  This includes public water supplies, 
wastewater systems, parks and reserves, refuse and roading. 
 
 
Public water supplies 
In the Central Otago District, there are presently ten public water supply systems, to which 
around 7500 properties are connected – at Alexandra, Cromwell, Clyde, Omakau/Ophir, 
Naseby, Ranfurly Patearoa, Pisa Village, Lake Roxburgh Village and Roxburgh. 
 
There is a total of 250km of water supply network with a total replacement value of $50 
million.   It should be noted that there are many private water supplies with individuals 
responsible for sourcing their own water.  
 
Approximately 5,000 people obtain their water by other means – most from their own private 
bores, and there are a number of very small reticulated supplies that serve other than single 
premises – at the various schools, whare, vineyard developments and camping grounds. 
 
Key issues associated with water include: 

� Ensuring there is an appropriate quantity in holiday spots such as Naseby and Clyde 
where the population expands markedly over the holiday period. 

� Having potable (drinkable) supplies along the rail trail for users and other out of the 
way areas. 

� Ensuring the use of high country areas do not create a contamination risk of water 
sources. 

� Ensure that visitors to the area are clear on the risks associated with drinking from 
water races. 

 
 
Wastewater systems 
In the Central Otago District, there are presently eight sewerage schemes, to which around 
6050 properties are connected – at Alexandra, Cromwell, Bannockburn, Omakau, Naseby, 
Ranfurly, Lake Roxburgh Village and Roxburgh. 
 
There is a total of 150km of wastewater network with a total replacement value of $40 
million.  Where there are not formal wastewater systems then individual properties have their 
own disposal – generally using septic tank method.  
 
Approximately 6,000 people dispose of their wastewater by other means – most from their 
own private septic tanks and disposal systems and a number of very small reticulated 
supplies that serve other than single premises – at the various schools, marae, vineyard 
developments and camping grounds. 
 
Key issues with wastewater include: 

� Disposal of wastewater in remote or unserviced areas such as along the rail trail. 
� Having appropriate campervan waste disposal areas through out the region that are 

well signposted and easy to find. 
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RECOMMENDATIONS: 
 

• Ensure there are potable water supplies throughout the district and that these 
are clearly identified in promotional material. 

 

• Ensure the level of visitors to the area during the summer season is managed 
so that adequate water supplies can be provided in a manner affordable to the 
community. 

 

• Where water is not suitable for drinking then investigate ways of stating it is 
not for human consumption. 

 

• Have appropriate campervan waste disposal areas through out the region that 
are well signposted and easy to find. 

 
 
CODC Parks and Reserves  
This activity covers reserves and open spaces used for recreation, beautification and 
cemetery purposes; most being Crown derived. It does not cover toilets or buildings in these 
reserves as these are covered in the Property Activity Management Plan. It also does not 
cover service roads, footpaths and car parks which are covered in the Roading section.  
 
Over all, throughout the district, Council administers and/or maintains approximately: 

� 48 hectares of maintained road verges 
� 4 hectares of town centre gardens and green areas (includes Cromwell Mall) 
� 13 sports grounds/domains consisting of 102 hectares (7 run by Reserve 

Committees or Trusts) 
� 94 hectares of reserve land and open spaces used for recreation or beautification   
�  8 tracks totalling 20 kilometres 
� 14 playgrounds 
� 249 litter bins emptied on a daily or three times a week basis  

 
Council recognises that reserves and open spaces in their various forms, contribute to the 
desirability and attractiveness of living in Central Otago as well as visiting.   Reserves and 
open spaces perform an important function to facilitate both passive and active recreation as 
well as provide and support ornamental, and heritage values.  
 
It should be noted that there are many other tracks and reserve areas throughout the district 
that are not Council assets.  There are also many crown land areas such as marginal strip 
alongside rivers and DOC land in the district.  With the continuation of tenure review there 
will be further conservation land in Central Otago.  As is noted earlier in this strategy there is 
a proposal for an Outdoor Recreation Product Development Strategy which will identify 
recreation opportunities for the district.  
 
Council also provides swimming pools in Alexandra, Clyde, Cromwell, Roxburgh, Millers 
Flat, Omakau, Ophir, Ranfurly and Naseby. 
 
 
RECOMMENDATIONS: 
 

• Increase awareness of recreation facilities for visitors to the district. 
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Public Toilets 
The Central Otago District Council has a key role in the provision of Public Toilet facilities 
throughout the District.    These facilities are provided throughout urban and rural areas.  
Public toilet facilities are a core asset provided by Council.  Being a major provider of these 
facilities the Council has to take a proactive role in the provision, and operation of these 
facilities either as a direct provider or in a facilitation role.  
 

� The promotion of health and hygiene in busy areas 
� Good facilities attract visitors, which in turn aids the economic development of the 

district 
� The provision of public toilets contributes to the promotion of a clean environment. 

 
Under these key directives the Council can establish where public toilet facilities should be 
located, and how they are managed. 
 
It is recognised that the provision of public toilet facilities is an important factor in delivering 
an acceptable ‘people friendly’ environment for both residents and visitors.   To be of value, 
the Council accepts that toilets must be provided in the places they are needed, and be 
available at the times they are required.   There are also many other providers of toilets 
throughout the district ranging from tourism operators to shops to toilet facilities as part of 
shopping malls. 
 
 
RECOMMENDATIONS: 
 

• Review the Council Toilet Strategy with consideration of visitor requirements 
in the future.  

• Review the service levels with respect of cleaning public toilets. 
 
 

Waste Minimisation 
The current waste management plan (WMP) was written in 2000 and is being reviewed. This 
will determine the way we manage our waste, including a waste minimisation plan. When 
adopting the plan in 2000, the Council adopted a Zero Waste Policy; 
"To reduce the rate per person of solid waste going to landfill, taking into account real costs, 
as follows,"  
1.  by 50% by year 2005 
2.  by 75% by year 2010, with a review of these goals at that time 
3.  by 100% by year 2015 
  
The vision for the WMP 2000 was "To minimise the impact of solid waste on the 
environment and community of Central Otago, while keeping the cost to rate payers within 
the present overall budget in real terms" 
  
Central Otago WasteBusters carry out weekly household collection of recyclables, run a 
Resource Recovery Park and operate several rural recycling drop off points.  
 
The 4 main goals of WasteBusters are:  
1.  to work with CODC to achieve Zero Waste Targets 
2.  to provide employment and skills to people in the community who struggle to find 

employment and skills development elsewhere 
3.  to provide community education and awareness in waste minimisation 
4.  to find recycling markets for difficult products 
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A domestic wheelie bin waste collection service operates in: Alexandra, Cromwell, 
Roxburgh, Clyde, Ranfurly, Naseby, Omakau/Ophir, Roxburgh Hydro, Rural Roxburgh, 
Ettrick and Millers Flat.  There is a shared landfill with QLDC and Council operates Transfer 
Stations at Cromwell, Alex, Ranfurly and Roxburgh. 
 
Operators and Council should advocate to Ministry for the Environment for container deposit 
legislation (as part of the Waste Minimisation (Solids) Bill).  This will provide an incentive for 
locals and visitors alike to recycle their containers. 
 
 
RECOMMENDATIONS: 
 

• Review the Council Waste Management plan with consideration of visitor 
requirements in the future.  

 

• Develop publicity material for visitors to encourage responsible waste 
management and use of facilities. 

 

• Support a Zero Waste philosophy. 
 

• Waste Minimisation should be encouraged at all public events. 
 

• Area maps and information should be able to identify recycle and waste 
locations. 

 

• Recycling containers located in public areas. 
 
 

Roading 
The Central Otago District Council roading network comprises a number of separate ward 
networks, which are connected by a backbone of State Highways.  The State Highway 
network (SH 8, SH 8A, SH 8B, SH 85, SH 87 and SH 6) carries traffic through the district 
and is used by residents and visitors alike to commute between the various areas of the 
district.   
 
There are some cross range high country tracks which also provide links between the 
various wards.  These are typically dry weather roads which traverse areas which have 
harsh winter weather conditions and challenging topography.  These are used for farm and 
recreational access. 
 
The local networks provide access to property, business and back country areas.  This is 
typically a low volume roading network, where the majority of roads are unsealed rural 
roads.  Of the 1,725.3km of rural roads maintained only 21.8km carry more than 1,000 
vehicles per day.  Of this total of rural roads there is 335km of sealed rural roads plus an 
additional 117 km of sealed urban streets throughout the district.  
 
In addition to the roads themselves Council provides many ancillary services such as road 
markings, 172 bridges, footpaths in many of the urban areas throughout the district, surface 
water drainage and channels, road name sign posts and information sign posts.    
 
Safe and easy passage around a district is critical in being a visitor destination of choice.  
Narrow winding roads, unsealed tourist routes, one lane bridges and in some areas a lack of 
good signage are all seen to slow movement or reduce the experience desired when 
travelling through the area. 
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Touring by private car, rental car and camper van are the predominant methods of transport 
in the Central Otago. There is an increased use of bicycles due to increasing use of the Rail 
Trail.  It was identified in the Clyde Community plan that an underpass at Clyde which links 
the rail trail with Clyde township would enhance the safety of visitors using the rail trail.   The 
Walking and Cycling Strategy for Central Otago has identified the need for safe passage of 
walkers and cyclists throughout the district and the need for the appropriate provision of 
access to recreation activities in the area.  The Walking and Cycling Strategy will be 
reviewed regularly and should take into consideration the Tourism Strategy and the 
proposed Outdoor Recreation Product Development Strategy.  It has been identified that in 
terms of visitor experience there needs to be consideration of appropriate parking in towns to 
cater for varying types of transport such as campervans.  With in an increasing number of 
visitors to the area road safety eg driving on the right hand side of the road becomes a 
critical issue for getting around the district safely. 
 
Signage was identified as an important issue for the district.  The aim of signage is to 
provide for appropriate design, location and erection of signs so as to assist visitors to the 
district in finding attractions, activities and services while enhancing road safety and 
protecting the visual amenity of the Central Otago District.  The use of visitor oriented signs 
is limited to visitor oriented operations such as arts and crafts, gardens, heritage and cultural 
activities, walkways, gourmet food production, wineries, cafes and restaurants, visitor 
accommodation or other appropriate tourism traffic generators.   
 
Signage to key towns in the district has been noted as lacking.   It has also been noted that 
there are varying standards for signage between local roads and state highways.  It has also 
been raised about the proliferation of signs is some areas and the need to review the 
number of signs in some locations.  Signage on local roads was identified as an issue.  Once 
visitors get off a State Highway they can often get lost.  A possible solution is information 
signs at the first major intersection off the state highways thus clearly showing where people 
are heading and allowing visitors to easily return to the State Highway network if they wish.  
 
In almost all regions of New Zealand, roadside stopping places vary in design and concept 
and are often organised in an ad hoc fashion.  In many cases clearly defined stopping places 
are missing.  As a result, roadside stopping places have inconsistent standards of facilities 
and servicing standards especially with regard to waste management. Developing a 
framework to categorise roadside stopping places including a structure for the provision of 
facilities and levels of service.  This should help prioritise the distribution and management of 
roadside stopping places both on the state highway and local roading network.  
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RECOMMENDATIONS: 
 

• Review main town and rural signage. 
 

• Identify key visitor roadside stopping locations which view iconic sites or have 
photo opportunities. 

 

• Develop a framework for the management of roadside stopping locations. 
 

• Develop a consistent signage policy with Transit and CODC and 
implementation of this policy. 

 

• Close liaison between agencies involved in the provision of roading. 
 
 

Airports 
 
Central Otago has small airports in Cromwell and Roxburgh with a sealed runway at 
Alexandra.  In the surrounding area there is Queenstown airport, which is a significant 
international and domestic airport which caters for many visitors during the year but is prone 
to weather restrictions, and the Wanaka airport which has recently secured two commercial 
flights per day.  There is also an international/domestic airport at Momona in Duneedin.  It is 
interesting to note that the Alexandra airport has not created more interest over the years. 
Considering the closeness to Queenstown, the Alexandra airport could be used when 
weather conditions in Queenstown make it unsuitable for aircraft to land. 
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Appendix 1 – Working group and focus groups 
 
People that have attended working group/focus group meetings or provided comments on 
sections. 
 
Tourism Strategy Working Group. 
Name From. 

John Gibson Patearoa 
Jane Shaw Cromwell 
Selar Henderson Alexandra 
Mark Templeton Alexandra 
Jean Tilleyshort Cromwell 
Marion Van Der Goes Dunedin 
Mike Tubbs Alexandra 
Graham Dillon Millers Flat 
Ian McDonald Alexandra 
Glen Kelly Earnscleugh 
Marnie Kelly Earnscleugh 
Phil Winterbottom Roxburgh 
Glen Christiansen Cromwell 
Malcolm McPherson Alexandra 
 
 
Events and Multisport Focus Group. 
Name From. 

Selar Henderson Alexandra 
Graeme Duncan Wedderburn 
Jane Shaw Cromwell 
G Dowling Naseby 
Linda and James 
Armstrong 

Becks 

Martin McPherson Alexandra 
Suzette Battrick Alexandra 
 
Maori Tourism 
Name From. 

Kila Hepi Naseby 
Phil Parker Cromwell 
Dean Whaanga Ranfurly 
 
Conference and Meeting. 
Name From. 

Glen Christiansen Cromwell 
Shayne Hitchcock Alexandra 
W Robertson Springvale 
P Winterbottom Roxburgh 
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Rail Trail 
Name From. 

Neville Grubb Alexandra 
Daphne Hull Alexandra 
Mike Tubbs Alexandra 
John Christie Dunedin 
Alistair Church Dunedin 
 
Heritage 
Name From. 

Elisabeth Williamson Cromwell 
Selar Henderson Alexandra 
Brian Patrick  Alexandra 
Maree Davidson Clyde 
 
Wine 
Name From. 

Sue Edwards Earnscleugh 
Miri Stacey Alexandra 
Martin Anderson Cromwell 
Phil Parker Cromwell 
Matt Dicey Cromwell 
Barbara Robertson 
Green 

Cromwell 

Sue Stark Cromwell 
Warrick Hawker Cromwell 
 
Promotion Groups 
Name From. 

Suzette Battrick Alexandra 
Selar Henderson Clyde 
Graeme Duncan  Maniototo 
Adrian Somerville Cromwell 
 
Food Group 
Name From. 

Sandy Noble Cromwell 
Lon Johnson Moa Creek 
Jane Shaw Cromwell 
Camille O’Conner Clyde 
Lesley Miller Cromwell 
 
Arts Group 
Name From. 

Nigel Wilson Alexandra 
Selar Henderson Alexandra 
Graeme Sydney Ida Valley 
Odele Marshuis Bannockburn 
Liz Kempthorne Alexandra 
Kathi McLean Alexandra 
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Comments by independent people not involved in the process. 
Name From. 

Dot Piper Kokonga 
Jolyon Manning Alexandra 
Ingrid Temple Alexandra 
Tara Druce Alexandra 
 
A draft copy and presentation has also been made to the Councillors of the Central Otago 
District Council who provided comment. 
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Appendix 2 
 
SWOT Analysis Tourism in Central Otago completed by Tourism 
Strategy Working Group in September 2006 
 
Strengths 

New brand- opportunity - chance to work together 

People recommend others businesses - referrals. 

Wine industry 

Weather/climate - unique and reliable. 

Rail Trail. 

Agriculture - strong industry - backbone of local eco - need to have a balanced eco.  
Shrek the sheep. 

Stories of the area - heritage, wine etc. 

Heritage - goldrush, dredge and tailings. 

Landscape - hills.  Geology - five distinct areas of geology, distinct ecology. 

Accessibility - to landscape and heritage 

People can do things in landscape - mountainbiking. 

Space - lack of crowdedness - contrast - about how we present this.  Quite isolated - 
wide open spaces. 

Fishing and hunting opportunities - also cheap. 

Skyline 

Clutha rivers - rivers in general. 

Can design what our industry will look like. 

18-25 - world travller market - working market - like Central. 

Labour shortage - approx 10,000 - need to meet this market. 

Horticulture/viticulture 

Events -support for these. 

Excellent facilities. 

Conference - small ones possible. 

So close to Dunedin and Invercargill. 

Close to Qtn and Wanaka 

Proximity to Qtn international airport. 

Ecology - distinct. 

Quietness 

Polytechnic 

Real New Zealanders 

Safe 

Arts community 

Good food 

Kiwihost - improving training and skills 

Hospital - facility 

4 WD opportunities 

Recreation Opportunities - incl curling, rock climbing, sports events, walking.  Good range 
of products - package 

Unique brand -  destination management 

Promotion groups 

Inclusiveness of community. 

New people in community - great skills/leaders  
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Weaknesses 

What are Central Otago’s weaknesses? 

Water based product - not enough - access to water. 

Isolation depending on market. 

Bad treatment by employers - international visitors working here. 

Event management - CO can't deliver - conferences, weddings 

Staffing issues/wage rates. 

food establishments - not developed enough 

Poor staff training/customer services. 

Poor wages 

Housing prices high/cost of living high. 

Ag industry drags wage rates down. 

no food trail - eg Orange County. 

Need for further trail development 

Public transport - taxis, buses,transport 

People need to commute to work Alex to Crom and vice versa 

Fuel prices high 

Quality of accomm/ product variable 

Lack of understanding of visitor market- esp with international/ of product, tourism 

Self contained units not there. 

To closed and conservative esp in Alex. 

Large retired population. 

Parochialism between Alex and Crom. 

Local operators not understanding the market - eg commission, not serious 

Lack of hotels - have big and little ones but nothing in between.  No large hotel in 
Alex. 

Lack of co-ordination in hospitality industry. 

Guaranteed quality in hospitality - who enforces quality.  Consistency and quality 

Regulatory and standards - kitchens.  Lack of enforecement. 

Visitor markets in Alexandra - some markets don't want to eat out. Market trends 
change. 

Is standard of food and price okay?  What the market wants? 

Need for family accommodation. 

Growth - wreck image before even started -damage reputation.  How do we manage 
growth? 

Rail Trail is to accessible - puts pressure on toilets, rubbish/pollution, camping need 
facilities. 

Cant charge to go on the rail trail. 

Need to slow visitors down coming throught the Central Otago area - eg West Coast 
model. 

Promotion groups 

Cromwell mall 

Small ratepayer base - to pay for infrastructure. 

Not enough locals driving change 

Product diversity 

Lack of co-ord between accom operators 

Lack of investment and returns 

Infrastructure to meet targeted markets.  
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Opportunities 

 differing landscape 

 Highways - access - touring routes. 

 Food trails 

 
Tourism strategy - collective presentation of views for CO. Get small players on board 
- have focus and have a structure. 

 Look at West Coast model 

 Accommodation - need for larger accomm in towns 

 Packaging and products 

 
Educate - accessibility - designated roads, code of access - environmental care code - 
esp for 4WD opportunities 

 Build on agricultural heritage - cavalcade experience, farming experience - interactive. 

 Bendigo Stn - food. 

 More students - High, school, uni, polytech 

 Product development for recreation 

 
Events - Cavalcade, Blossom Festival, Thyme Festival, Clyde Wine and Food Fest, 
Multi Sport events, Art Deco, Merino Shears. 

 Organic or naturally grown - centre for NZ 

 Sustainability 

 Interaction with people - locals are friendly. 

 Balance between economic and lifestyle - sustainability. 

 Boundary creep from Wanaka and Qtn - ride on back of these destinations 

 
Clearly define our differences from Qtn/Wanaka - highlight positive differences, trade 
on differences 

 More about educating on brand/destination management 

 Team working ability - as an industry and as a region. 

 Schools - educate upcoming generation on brand/opportunities 

 Airports - Dunedin and Qtn.  Also an opporunity for Alex airport 

 Golf - differing courses - large range across CO. 

 Recreation - see strengths sheet.   

 Australian market - greater short haul travel 

 
Aged market - 45+ interactive traveller - marketing to 18+ will be the same as 
marketing to 45+.  They will want to do similar things. 

 
Constantly review visitor centres - should be on highways with high visibility.  
Showcase the region like DOC one at Haast. 

 Seasonality 

 Chinese market - middle class - new FIT. 

 Getting more business here. 

 Attract Central Otago youth who may want to come back. 

 Natural resources such as lignite/oil shale. 

 Safe destination - low risk of terrorism. 

 Educate local people about the industry and value of tourism industry. 

 Welcome type training for accommodation  and other activities eg like wine. 

 Co-ordinated approach for investment from local government. 

 Opportunities via technology eg web - blogging. 

 Low cost housing - see Summit County Colorado as example. 

 Lower speed limit at Cromwell - from bridge to SH corner 

 Get more support for what Central Otago wants to be at national level. 

 Night life for young people. 

 work with operators or investors on product development - fill gaps. 

 Look at opportunity from the end of oil - better funded domestic visitors  
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Threats 

 Damage reputation (negativity - feedback -rail trail 

 Pollution eg rail trail - accessibility can contribute to pollution 

 4WD/access in general - fishing/walking/4WD 

 Dogs 

 
Laziness of locals/sick of tourism and don't want anymore - need to keep community 
onside 

 Lack of balance between lifestyle and business. 

 
Boundary creep - clearly define our region.  Careful not get tarred with problems 
from Wanaka/Qtn 

 Buyin from the community - brand recognition/use 

 Managing operators to work together/cohesive 

 Transport - getting people here is expensive - turn people off/away 

 International economy/ NZ $$$ exchange rate critical 

 
Fuel costs - end of oil and what it means for us.  Expensive travel international and 
domestic. 

 Terrorism 

 Competing use of resources - windfarms, rivers, mining. 

 Bio threats - didymo, pandemic, varroa, botritis 

 Not sustainable when committed to being sustainable 

 Seasonality - operators not operating year round. 

 Bad experiences 

 Chinese market - Air NZ discount fares to/from China attracting wrong market. 

 Air NZ strategy not in line with CO strategy 

 Air NZ sold off/collapse 

 Water issues/mining rights 

 Over reliance on tourism 

 
Manufacturing/business opportunities to be produced here in region/NZ.  Intellectual 
property here but produced off shore. 

 Natural disasters 

 Operator accident. 

 Qtn to Dunedin flights. 

 Yield - lack of investment/reinvestment. 

 
Perception of closedness of Alexandra people vs openness of Cromwell people.  
Differing perceptions of different areas in region. 

 Parochialism between areas within region. 

 Not enough locals driving change 

 DOC - attitudes and concessions. 

 Historic Places Trust.  
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Research identified for Central Otago. 

Research that can be done at a local level. 

Funding required and moving forward. 

What attracts people here? 

Infrastructure - accom, activities, support, info - quality and quantity for all. 

Length of stay. 

Capacity 

International trends - what may happen at end of oil? World and national environment. 

Information on what people have said about their experience - visitor experience, opportunity to 
have books in accom/activities and questionairre to fill out - collate (CODC) 

Technology 

Other regions - how it works and what is not working eg West Coast 

Define local govt and community/business involvement.  Responsibility lies with whom? 

Benchmarking -  Moab Utah (near Salt Lake) mountain biking, isloated. 

Low cost housing - local govt got involved.   Summit County in Colorado 

Dawson City - casino 

Opotiki  
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Appendix 3 
 
Glossary of Abbreviations and Terms 
 
 
 
CAM  
CDN 
CODC 
COPNL 
COWA 
DOC  
DTS  
EDAs  
FIT 
FN  
FTE  
GDP  
IMP  
INZ  
IVA  
IVS  
LGNZ  
MfE  
MoCH  
MRI  
NZHPT  
NZTS 2010  
ORC 
OSH 
PG 
RDAs  
RTOs 
SMEs  
TCO 
TEC  
TIANZ  
TLAs  
TMT  
TNZ  
TRCNZ  
TRENZ 
TSA  
VIC 
VIN  
VFR  
VPMA 
 

Commercial Accommodation Monitor  
Cellar Door Network 
Central Otago District Council 
Central Otago Pinot Noir Limited 
Central Otago Wine Growers Association 
Department of Conservation  
Domestic Travel Survey  
Economic Development Agencies  
Free Independent Traveller  
Food Network 
Full Time Equivalent Employee  
Gross Domestic Product  
International Media Programme (TNZ)  
Industry New Zealand  
International Visitor Arrivals  
International Visitor Survey  
Local Government New Zealand  
Ministry for the Environment  
Ministry of Culture and Heritage  
Major regional Initiative (INZ)  
New Zealand Historic Places Trust  
New Zealand Tourism Strategy 2010  
Otago Regional Council 
Occupational Health and Safety 
Promotion Groups 
Regional Development Agencies  
Regional Tourism Organisations  
Small and Medium Enterprises  
Tourism Central Otago  
Tertiary Education Commission  
Tourism Industry Association New Zealand  
Territorial Local Authorities  
The Ministry of Tourism  
Tourism New Zealand  
Tourism Research Council New Zealand  
Tourism Rendezvous New Zealand 
Tourism Satellite Account  
Visitor Information Centre 
Visitor Information Network  
Visiting Friends and Relatives  
Vehicle movements per annum 
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