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Value of tourism in Hawke’s Bay
(pre-cyclone)

« $696m total annual direct visitor
spending in Hawkes Bay

« 1in 10 employed (9,468)

« Visitor industry 39 highest contributor
to regional GDP (after processing/
manufacturing and agriculture).

7% of total ‘all industries’.




A year of two halves

Return of international visitors

Record NOV & DEC on spend

Cyclone devastation

minus S50m downturn
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Key Performance Indicators -

results 2022/23 T A Report TV
Key Performance Indicator Measure Performance
» Visitor spend, benchmarked against national performance. |* Increase our market share of domestic Tracking at 3.20% to Y/E June 23
visitor spend to 4%
* Data provided by MBIE's Tourism Electronic
Card Transactions.
« Increase industry contribution « $200k cash v/ $311,131.50 cash
« $50kin kind v/ $111,113 contra

* Increased membership numbers
v  ¢.$5.3 EAV

Membership:-28 (off the back of
discontinuation of free membership
offered during Covid, and some
business closures)

* Develop membership engagement on climate change * No less than 50 members signed up to TIA v' 52 businesses signed up
mitigation and adaptation — environmental sustainability Sustainability Commitment
* Increasein members signing up to Tourism Industry * Promote low-impact transport and energy v' Workshops with TIA undertaken
Aotearoa’s “Tourism Sustainability Commitment” reductions solutions (e.g. cycle trail that OCT ‘22
* Support/align to HBRC's organisational commitments. connects food and wine country tourism
operators) v Discussions with EIT to ascertain to

sustainability alignment.

( : ; Red — not on track, requires attention)
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Key Performance Indicators

results 2022/23 cont’d

HBT Annual Report FY23

Key Performance Indicator

Measure

Performance

* Maori Tourism Development

Work with partners to support the
development of a regional identity and
story framework for region-wide use
based on Te Matau-a-Maui

Increased story building capability
amongst tourism operators

v' Continuation of Cultural Brand
Framework mahi — Destination Te
Matau-a-Maui

e Industry advocacy.
* Support existing tourism operators to develop new
products, and expand into new markets

Deliver annual series of workshops to build
industry capability

Support Hawke's Bay Regional Council with
tourism expertise and support

v' Workshops undertaken in August,
September and October —
marketing, branding, cruise,
sustainability

* Lead the implementation of the Hawke's Bay Destination
Management Plan

Achieve support and partnership from key
stakeholders to commence actions from
DMP.

v" Plan circulated to Council
Mayors, CEOs, MBIE, RTNZ

( ; ; Red — not on track, requires attention)
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Domestic Visitor Economy Overview HBT Annual Report FY3

1.42m S374m 861k

Annual unique Value of Domestic Domestic guest
domestic visitors Tourism Electronic nights in commercial
. . ( 7 |
Card Transactions accommodation -
(excludes cash & online)

3.20% 2.4

Share of Domestic Average nights
Tourism Electronic stayed per guest
Card Transactions in commercial

accommodation
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Domestic Tourism Electronic Card Transactions HBT Annual Report FY23
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Domestic tourism card transactions by distriet e reporteyz;

S374m

Hawke's Bay
total region

* For 12 months to June 2022

* Domestic visitors only

» Point of sale card transactions
— no cash or digital payments
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$23m

Central Hawke's
Bay District

B

S176m

Napier City

S159m

Hastings District

S16m

Wairoa District
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ViSitor EStimates HBT Annual Report FY23
Monthly average counts at midday, via mobile data
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Commercial Accommodation

1

53.2%

Last year

44.1%

National occupancy

53.8%

WWW.HAWKESBAYNZ.COM

75.3%

Last year

55.4%

National occupancy

66.8%

Data set too small

Last year

Data set too small

National occupancy

64.5%

81.7%

Last year

66.7%

National occupancy

73.4%

30.1%

Last year

32.1%

National occupancy

29.3%

80.2%

Last year

68.6%

National occupancy

70.9%

Data set too small

Last year

Data set too small

National occupancy

51.6%

HBT Annual Report FY23




FYZZ IllCOme Sﬂlll'ces HBT Annual Report FY23

% of overall income

FY23 - total $2.88m FY22 - total $2.71m

-

m FAWC ticket Sales
$213,130

m FAWC ticket Sales
$240,265

= External/Other
$182,253

= External/Other
$228,980

= HBRC Grants = HBRC Grants
$1,520,000 $1,520,000

7 = Industry Partner
Membership $161,848 Membership $145,704

= Industry Partner

= REF $173,488 = REF $83,714

= STAPP $552,151 = STAPP $565,149

*FAWC ticket sales impacted by Summer FAWC postponement
and event cancellations due to restrictions
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Digital channels summal'y HBT Annual Report FY23

607,753 309,747 102k Facebook E&

TOTAL sessions on ORGANIC sessions on likes
hawkesbaynz.com hawkesbaynz.com
1 4 3 k Instagram @
g followers
19 4 3 64 And the wir_mer'f_or
! the most views is:

pageviews on Enigma Escape 2 4 . 7 k :z:)as,t():‘?t?e rs g

operator listings Rooms

**5,066**
Social media
2 - 1 m reach
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Toplille Media alld PR l’esults HBT Annual Report Y23

$5 3' I l S1.7m $394k $248k $267k $56k

GWC F.A.W.C! accomm.

rofile romo venues Events Cruise
Equivalent Advertising Value (EAV) - :
for media coverage. 1 29% »
S$S230k S116k S$1.6m S42k
Cyclone S1m individual Food & Maori
I I l visitor Art Deco operators Wine culture
return (exl. accm) Country

Total potential readership
from 243 pieces of

media coverage 1 30% /\
TRAVEL+
(BS54  TRAVEL  lordypne

1 9 aL, o fEE 2 -

==Y =) Stuff Cuisine
in-region media famils FROM NEW ZEALAND TO THE WORLD

hosting key journalists T by 2pax 1 akwewzeauano inuicT wacazine

cKiaOra ESCAPE [viva

signature luxury
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Consumer Events

HAWKE'S BAY
v’ 48 events

v’ 8176k ticket sales
v 91% rated Excellent or Good
- - - - v’ 28% of ticket sales to visitors

FOOD AND WINE CLASSIC (excludes visitor tickets bought by locals)
4th ~ 13th November 2022

HAWKE’S BAY

v' 59 events
v’ 8185k ticket sales

v’ 93% rated Excellent or Good
i - & p v' 19% of ticket sales to visitors

2nd — 25th JUNE 2023 (excludes visitor tickets bought by locals)
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HBT Annual Report FY23

Regional Events Fund support allocated to:

<

GEOQUEST

AUSTRALIA'S PREMIER ADVENTURE RACE

\\'/; IRONMA RI P
N C N
SPRING “VELING 0
CHALLENGE CENTRAL HAWKE'S BAY
HaWke,S Bay SEPTEMBER - NOVEMBER

FAWCH

FOOD AND WINE CLASSIC

Hawke's Ba
y www. fawe.co.nz

Yoga Festival



Great Wine Capitals launch HET Annual Report FY23

et iz il A9
Realtor
accused
of telling
buyer to lie

Coverage earned: 23 May 2023 - 1 July 2023
Pieces of coverage: 63+

Equivalent Advertising Value: $1,695,907

Potential audience reach: 166,001,133

Hawke S Ba\/ declared a vvorld wine cap:tal

Bo e Moo Febnuary,
timingcouki ot bobattor*fortha  Valloy (US) - Fwho

erca wreCoian “hesald,

= homas we,
Otago—andcnly the I2Ahinthaworid  process. Dt hosaid. This coukdnlboa Linden Estataplanstoroopents
AWire

Captal
The Great Wine Capitals Giobal

Bordeaux, Napa Valley and now ... Hawke's Bay.

Our region (not Marlborough or Central Otago)
hasbeen named the 12th Great Wine Capital of the
World, and it could be abig tourismboost.

GARY HAMILTON-IRVINE REPORTS P3

ITI-
e — Gref

STUDIO | NAPIER . "

NAMED AHEAD OF MARLBOROUGH AND CENTRAL OTAGO

OSPITAL NURSES TO STRIKE TODAY + FACEBOOK: BREAKFASTONI * EMAIL: BREAKFAS w1 30 SR 300

ok harp.

7 ARRESTED OVER SEPARATE RACIST INCIDENTS AIMED AT REAL MADRID WINGER am
ngs 16° & New Plymouth 17° @ Waiouru 10° & Whanganui 17° m
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With sincere thanks to
our principal funder:

HAWKES

TE KAUNIHERA A-ROHE O TE MATAU-A-MAUI
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