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Disclaimer

This report has been prepared solely for the purposes stated in it. It should not be relied on for any
other purpose.

No part of this report should be reproduced, distributed, or communicated to any third party,
unless we explicitly consent to this in advance. We do not accept any liability if this report is used
for some other purpose for which it was not intended, nor any liability to any third party in respect
of this report.

Information provided by the client or others for this assignment has not been independently
verified or audited.

Any financial projections included in this document (including budgets or forecasts) are
prospective financial information. Those projections are based on information provided by the
client and on assumptions about future events and management action that are outside our control
and that may or may not occur.

We have made reasonable efforts to ensure that the information contained in this report was up to
date as at the time the report was published. That information may become out of date quickly,
including as a result of events that are outside our control.

MartinJenkins, and its directors, officers, employees, agents, consultants, and advisers, will not have
any liability arising from or otherwise in connection with this report (or any omissions from it),
whether in contract, tort (including for negligence, breach of statutory duty, or otherwise), or any
other form of legal liability (except for any liability that by law may not be excluded). The client
irrevocably waives all claims against them in connection with any such liability.

This Disclaimer supplements and does not replace the Terms and Conditions of our engagement
contained in the Engagement Letter for this assignment.
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Preface

This report has been prepared for Hawke's Bay Regional Economic Development Agency by Stephen
Knuckey from MartinJenkins (Martin, Jenkins & Associates Ltd).

For over 30 years MartinJenkins has been a trusted adviser to clients in the government, private, and
non-profit sectors in Aotearoa New Zealand and internationally. Our services include organisational
performance, employment relations, financial and economic analysis, economic development,
research and evaluation, data analytics, engagement, and public policy and regulatory systems.

We are recognised as experts in the business of government. We have worked for a wide range of
public-sector organisations from both central and local government, and we also advise business and
non-profit clients on engaging with government.

Kei te awhina matau ki te whakapai ake i a Aotearoa. We are a values-based organisation, driven by a
clear purpose of helping make Aotearoa New Zealand a better place. Our firm is made up of people
who are highly motivated to serve the New Zealand public, and to work on projects that make a
difference.

Established in 1993, we are a privately owned New Zealand limited liability company, with offices in
Wellington and Auckland. Our firm is governed by a Board made up of Executive Partners and
Independent Directors. Our Independent Directors are Jenn Bestwick and Chair David Prentice. Our
Executive Partners are Sarah Baddeley, Nick Carlaw, Allana Coulon, Nick Davis, and Richard Tait.
Michael Mills is also a non-shareholding Partner of our firm.

Our use of Al

We use Al on suitable tasks to increase productivity and support better decision making. In this review
project, we used Copilot to identify common themes from interview notes and to check that
summaries of our findings are consistent with our data and analysis. We always use strong quality-
control measures, with content validated by senior humans within our firm. This is supported by
policies, practices, and training.
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Executive summary

Introduction

This report, commissioned by the Hawke's Bay Regional Economic Development Agency (HBREDA),
provides a comprehensive review of the visitor economy and regional destination marketing in
Hawke's Bay. It draws on extensive data analysis, 55 stakeholder and tourism operator interviews, and
146 business survey responses to assess the economic and broader impacts of visitation to Hawke's
Bay, the effectiveness of regional destination marketing, and options for a sustainable delivery and
funding model.

The major benefits of the visitor economy

The visitor economy in Hawke's Bay delivers substantial and wide-ranging benefits, extending well
beyond direct visitor expenditure and the tourism industry. These benefits are grouped into four key
categories:

1. Economic Effects

1 Direct and multiplier impacts: In the year ended March 2025, visitor expenditure reached $801
million, with international visitors contributing $197 million. The total economic impact, including
direct visitor spending, tourism industry purchases of good and services from suppliers, and the
spending of employees of tourism and supplier businesses, was estimated at $1.4 billion in output,
$751 million in GDP, 7,614 jobs and $330 million in household income. That means that every
additional $1 of visitor expenditure generated $1.75 in regional output, $0.94 in GDP, and $0.41 in
household income.

1 Industry linkages: The visitor economy supports a wide network of suppliers, with 30% of flow-on
impacts accounted for by the top five supplying sectors (property, food and beverage, financial
services, construction, and professional services), and the remaining 70% spread across over 100
sectors. 24% of businesses surveyed reported that 26%-100% of their sales are indirectly linked to
visitors, and 35% reported 1-25%, highlighting the sector’s role in sustaining a diverse network of
suppliers and service providers.

1 Longer-term value: Visitors often become repeat purchasers, generating post-visit sales and
ongoing economic engagement. Based on New Zealand estimates, post-visit purchases for
Hawke's Bay in 2024/2025 could have been worth around $6.7 million.

2. Quality of Location

1 Infrastructure and amenities: Visitation supports investment in public infrastructure (roads,
airport, port, educational facilities) and amenities (parks, recreation areas, venues), benefiting
residents as well as visitors. Over a third of businesses surveyed in Hawke's Bay see the ability of
tourism to support investment in and the maintenance of infrastructure, transport, and cultural
assets as one of its top benefits.

1
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Natural environment: Tourism revenue supports conservation and environmental stewardship and
fosters a greater appreciation of the region’s natural assets. 15% of businesses surveyed identified
that more investment in maintaining the natural environment was one of the top five community
benefits of tourism, with 14% indicating that another key benefit was encouraging a greater
appreciation of the region's natural environment.

Service quality: Visitors encourage higher service standards and 13% of businesses surveyed
believed that enhancements to services in Hawke's Bay was one of the top five benefits of

tourism.

Vibrancy and quality of life: Enhanced amenities and services improve the vibrancy of Hawke's
Bay and quality of life for residents. Over 41% of business survey respondents rated tourism’'s
contribution to the vibrancy of communities and towns as one of its most important impacts and
42% suggested that the community is a more vibrant and friendly place to live due to tourism.

3. Image and attractiveness

1

Community pride and identity: Tourism boosts regional identity and pride, with 12% of surveyed
businesses seeing its role in enhancing the reputation and profile of communities and pride in
place as one of the most important benefits to their business, and 19% highlighting this as one of
the top five benefits to their community.

Event promotion: Signature events (for example, Art Deco Festival, Mission Concert, Marathon)
enhance the region’'s reputation and appeal and also bolster local communities. 12% of survey
respondents see tourism's ability to increase opportunities for community involvement in events
as a major benefit.

Brand advocacy: Visitors act as informal ambassadors, promoting Hawke's Bay through word-of-
mouth and social media - an effect recognised as one of the top three business benefits of tourism
by 17% of surveyed businesses.

Talent and investment attraction: The visitor economy helps attract students, skilled workers, and
investors, with post-visit activities generating further economic uplift. 17% of respondents noted
tourism’s role in showcasing the region to potential students, workers, or investors as one of the
top three business benefits, and 16% credited tourism'’s role in encouraging people to move to the
community or invest locally as one of the top five community benefits. Using national research on
post-visit economic activity, there was potentially another $39 million in post-visit activity
generated for Hawke's Bay in 2024/25.

4, Culture and diversity

il

Social cohesion: Tourism and events foster shared purpose and bring together community groups,
strengthening social bonds. For example, an international study found that 58% of people in areas
that host frequent visitors reported feeling connected to their community, compared to 35% in
non-tourism areas.

2
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I Opportunities for diverse communities: Tourism provides accessible employment and business
opportunities, particularly for young people, women, Maori and ethnic minorities. Nationally, 23%
of people employed in tourism are aged 15-24, higher than the New Zealand average of 15%, and
58% of people employed in tourism are women, compared to 47% across the economy.

9 Cultural learning and appreciation: Hosting visitors encourages locals to learn about and
appreciate their own culture and heritage, with 10% of Hawke's Bay survey respondents
identifying this as one of the top three benefit of tourism to their business. 23% of business
respondents in Hawke's Bay also saw tourism's role in encouraging an appreciation of historic
buildings and culturally significant sites as one of the top five community benefits of tourism. It
also creates opportunities for residents to engage with and learn about other cultures, with 10% of
survey respondents also seeing this as a major community benefit.

1 Knowledge and networks: Events, conferences and marketing campaigns facilitate knowledge
exchange and build professional and social networks. 9% of survey respondents indicated that one
of the top three benefits of tourism to their business was how it enabled people and organisations
to build up their knowledge and networks in Hawke's Bay.

Taken together, these benefits provide significant value that spans Hawke's Bay's economy, society,
culture and environment. They provide a solid foundation for the case for continued, coordinated
investment in the visitor economy.

The value of regional destination marketing to Hawke's Bay

Regional destination marketing is a critical lever for securing the broader benefits of the visitor
economy. It involves strategically positioning and promoting the region's image, experiences and
visitor propositions with the aim of increasing visitor numbers, length of stay and spend. It covers
market research and segmentation, brand development and promotion, domestic and international
marketing campaigns, digital content and social media, distribution and trade engagement, content
development and storytelling, and events and conference attraction activities.

Hawke's Bay Tourism (HBT), the region’s Regional Tourism Organisation (RTO), has played a central
role in promoting the region nationally and internationally. HBT's activities are distinct from those of
local councils and other organisations, which tend to focus on promoting specific events, attractions
and locations rather than the broader region, and regional destination positioning.

Key findings of this review include:

1 Return on investment: In 2024/25, Hawke's Bay received almost $514 of visitor spend per $1 of
local government investment in the RTO, close to the New Zealand average and higher than
several comparable regions.

1 Estimated impact: Research suggests that each additional $1 of destination marketing expenditure
returns an average of $15 in visitor expenditure, generating $26 in output and $14 in GDP. Even
conservative estimates suggest at least a $3 return per $1 invested.

3
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9 Stakeholder perceptions: Nearly two-thirds of survey respondents believe destination marketing
makes a large or major difference to visitation (increasing visitation by at least 10%), with generally
positive feedback about HBT's destination marketing initiatives from operators and national
partners interviewed. 70% of HBT's Trade Marketing Group members rated HBT as extremely
important and 25% rated HBT as moderately important in terms of its influence on travel trade
activity and business events.

1 Buy-in from businesses: Businesses have continued to contribute to HBT's activities in cash and in-
kind, indicating that they see value in these activities. Direct industry funding is higher in Hawke's
Bay than in most comparable regions (14% of total funding compared to 6% nationally). HBT has
also exceeded its KPIs for industry contributions — for example, in 2023/24 it received close to
$365,500 in cash and $59,600 contra and in 2022/23 it received around $311,130 in cash and
$111,110 contra, compared to annual targets of $200,000 cash and $50,000 in-kind contributions.

Table 1: The debate over public versus private funding of regional destination marketing

The recent changes in funding for HBT have raised questions about the roles of local government and
ratepayers in supporting regional destination marketing, compared to the tourism industry. Based on this
review, calls for regional destination marketing to be more significantly funded by the tourism industry on
the basis that tourism businesses are the primary beneficiaries miss the mark, particularly given the
following points:

1 The benefits of regional destination marketing and the visitor economy are enjoyed by most sectors
of the economy due to the flow-on effects through supply chains and spending of employees. They
also benefit families and residents more broadly by supporting improvements in infrastructure and
amenities, and contributing to vibrancy, community pride, talent and investment attraction, culture
and diversity, and the overall quality of life in Hawke's Bay.

1 Left on their own, private businesses will logically seek to free-ride on the investment of others in

destination marketing and regional positioning because they cannot be effectively excluded from
the benefits, which will lead to under-investment.

1 The tourism industry, and broader private sector, already contributes funding through rates and, in
addition, HBT has one of the highest proportions of direct industry funding in an RTO in New
Zealand.

9 There are a range of good rationales for ongoing funding through local government, including:

- itis difficult to coordinate co-investment in regional destination marketing due to the diversity of
beneficiaries - local government can more efficiently coordinate and pool funding through rates

- Councils can better leverage their existing investments in visitor-related infrastructure and assets
by attracting visitors and higher visitor spend through regional destination marketing

- alocal government backed regional tourism organisation is more likely to be seen as a more
impartial and reliable source of information by visitors and partner organisations.
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Challenges impacting on the region'’s ability to capture visitor economy
benefits

The review has also identified several barriers that limit the full potential of the visitor economy in

Hawke's Bay. Beyond infrastructure issues such as air transport, roading, accommodation and venue

constraints, the following challenges are particularly relevant to this review and to the future of

regional destination marketing:

f

Low and uncertain funding: Most councils across New Zealand provide core funding to RTOs due
to the broad benefits of destination marketing that spillover to businesses and communities,
public value rationales and underlying market failures (for example, to address free-riding
problems, overcome coordination and information problems, to leverage infrastructure
investment, and maintain a long-term strategic focus - see Table 1 overleaf). However, local
government funding for HBT is relatively low compared to other regions ($8.95 per capita, $314
per tourism employee, and 0.72% of Council rates income in 2024/25, compared to $11.45 per
capita, $331 per tourism employee, and 0.80% of rates income nationally).

Recent local and central government funding reductions have led to a significant decrease in
HBT's overall budget from $2.8 million in 2024/25 to $1.21 million in 2025/26. The reduction in
local government funding for HBT (from $1.52 million to $987,500) represents the most significant
decline across New Zealand's RTOs. This reduction in funding is constraining HBT's ability to
continue to invest in capability and has resulted in a reduction in staff and regional marketing,
trade and event activity.

Measurement and accountability: Estimating the value of destination marketing is challenging due
to the difficulty in attributing changes in visitor numbers and spending directly to marketing
activities. In addition, HBT has not traditionally been required to provide detailed performance
reporting when the Hawke's Bay Regional Council was the main funder. However, HBT's limited
impact reporting (relative to comparable RTOs) has made it difficult to assess the performance of
HBT's destination marketing activities and impacted on Council and some stakeholder perceptions
of the value of the RTO. This is acknowledged by HBT.

Lack of buy-in to an agreed strategy or plan - HBT has developed a visitor strategy which
includes a vision, objectives, strategic priorities and related actions for the Hawke's Bay visitor
economy. Despite the visitor strategy being developed through multiple forms of engagement,
most stakeholders had little to no awareness of the strategy. The lack of awareness means that the
strategy is not widely bought into by Councils, operators, or the wider business community and
the proposed actions are not reflected in workplans or funding decisions about regional
destination marketing.
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1 Fragmented institutional efforts: Multiple councils and organisations undertake destination
marketing and events activities in Hawke's Bay, which, even if focused on local promotion, can
dilute the regional message and complicate coordination. National partners (for example, Air New
Zealand, Tourism New Zealand) noted that an RTO enables them to deal with one organisation for
regional marketing and that multiple points of contact weaken Hawke's Bay's ability to advocate
for funding, attract events, or market itself effectively.

1 Regional inclusion - The region's "food and wine country” positioning is generally acknowledged
as a strength, providing a clear and differentiated brand. However, there was feedback the food
and wine focus does not reflect the full diversity of the region's offer or its potential markets.
Some tourism offers, such as Maori and cultural tourism, family-friendly activities and nature-based
experiences, and locations, such as Wairoa and Central Hawke's Bay, may be under-promoted or
overlooked.

Key recommendations for a sustainable delivery and funding model

The report outlines the following practical steps to ensure Hawke's Bay can continue to realise the
significant and broad benefits of the visitor economy through effective destination marketing and
management:

1. Maintain a single Regional Tourism Organisation

Keep one jointly supported RTO for Hawke's Bay to ensure a unified, region-wide approach to
destination marketing, incorporating all local authority areas and presenting a coherent identity to
visitors and partners.

2. Strengthen engagement between HBT and Councils

Foster both formal (quarterly reporting, joint planning) and informal engagement (site visits,
workshops, project groups) between HBT and Council funders to build trust, transparency, and
strategic alignment.

3. Develop an agreed, realistic performance measurement framework

HBT and Councils co-design a clear and balanced framework that links activities to outputs and
outcomes, focuses on outcomes within HBT's sphere of influence and sets realistic KPIs, and embed
these measures in accountability documents, such as the letter of expectations and funding
agreement, for structured reporting and continuous improvement.

4, Improve the assessment and communication of impacts

Invest in tools and processes to better evaluate and communicate the impact of destination marketing
activities, using both quantitative data and qualitative stories and case studies, and share regular
impact summaries with stakeholders through multiple channels (reports, newsletters, releases,
presentations).
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5. Refresh the visitor strategy with stakeholders

Collaboratively update the visitor strategy with input from councils, iwi, operators, and the community
to ensure visibility, buy-in, and alignment with regional and national priorities. The strategy refresh
should address if and how the Hawke's Bay's brand positioning should evolve beyond food and wine
and the extent to which destination management (encompassing product development, capability
development, environmental stewardship, and support for tourism infrastructure investment) should
be prioritised and funded. The refreshed strategy should also be aligned with the enhanced
performance measurement framework.

6. Commit to multi-year funding

All of the territorial local authorities, including Wairoa District Council, should provide stable, multi-
year funding to the RTO (ideally three years or more), indexed for inflation, and increase their
contributions to match peer regions (for total funding of $1.6 million to $2 million per year). Each
Council's share should be apportioned by an agreed formula, based on a combination of their share of
visitor activity, the tourism industry or population, and on strategic priorities that will benefit their
respective area. To supplement local government funding, HBT should continue to pursue central
government and industry funding, maintaining current levels of direct and in-kind industry
contributions.

There is also the potential for a national tourism development/accommodation night contribution to
be put in place in future. This is likely several years away. Furthermore, although the use of such a
contribution should be determined by the region and its priorities for tourism, proposals suggest it
should be positioned largely as a means to boost funding for tourism infrastructure and
transformational initiatives in future rather than as a replacement for core destination marketing
funding.

Based on the review findings, if local government funding for regional destination marketing ceases and
HBT closes:

I Hawke's Bay will continue to attract visitors, especially to established attractions and events,
and local councils and operators will maintain some level of promotion. However, without
regional coordination, the region will lose some ability to attract new, high-value, and
international visitors, and to grow market share.

I The impacts will be most pronounced in lost national opportunities (including a reduced ability
to attract central government funding), slower growth in visitor expenditure, and reduced

resilience.

9 Recovery is possible if funding is restored, but will be slow and costly.
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Conclusion

The visitor economy is a major driver of Hawke's Bay's prosperity, delivering significant economic,
social, environmental and cultural benefits. Regional destination marketing is vital for sustaining and
growing these benefits, but requires stable funding, strategic alignment, and robust performance
measurement and reporting. By implementing the recommendations, the region can ensure Hawke's
Bay remains competitive and maximises the value of its visitor economy.
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Background

In May 2025, Hawke's Bay Regional Economic Development Agency (HBREDA) commissioned a review
of the value of the visitor economy and regional destination marketing in Hawke's Bay.

This followed from the 2024 Economic Study of the Hawke's Bay region, which identified that tourism
is an industry of strength for Hawke's Bay and visitor expenditure has shown resilience following
COVID-19 and Cyclone Gabrielle.' Several sectors in the visitor economy have experienced strong GDP
and employment growth over the long-term, including food services, recreation activities and
retailing. The region also has a strong set of visitor attractors, including being recently named a Great
Wine Capital of the world. However, the study identified that the amount and quality of visitor
experience options varies across the region, visitation is highly seasonal, and long-term investment in
destination marketing is uncertain.

In scoping the review, HBREDA identified four key elements to the project:

M A review of the visitor economy landscape, challenges and opportunities for the region, and
related priorities and expectations for regional destination marketing.

1 An estimation of the economic value, impact, and beneficiaries of the visitor economy and
regional destination marketing.

1 Research on the business community's views on regional destination marketing and the
contribution the visitor economy makes.

1 Advice on what a sustainable delivery and funding model for regional destination marketing in
Hawke's Bay could be.

MartinJenkins was commissioned by HBREDA to undertake the review. Our approach involved:
1. Information Gathering:

We collected and analysed all relevant background data, reports and materials on destination
marketing and Hawke's Bay Tourism (HBT) and other national and international reports on the
value of the visitor economy and the rationales for investing in destination marketing.

We also completed 55 interviews with stakeholders and industry representatives and prepared
and distributed an online survey to gauge the broader business community's perceptions of the
value of the visitor economy and destination marketing (with 146 responses). We also drew on our
earlier interviews with tourism operators and stakeholders that were undertaken for the study on
“"Understanding Opportunities and Challenges for the Hawke's Bay Economy™".

! MartinJenkins (2024).
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Interviewees included tourism operators and other business representatives, representatives from
local government, regional tourism organisations, industry associations, event organisations,
transport and infrastructure organisations, government agencies, and Maori organisations. The
latter included representatives from Ngati Kahungugnu, Ngati Pahauwere and Hawke's Bay Maori
Tourism, Te Awahohonu Forest Trust, Tatau Tatau o Te Wairoa and New Zealand Maori Tourism,
although engagement with Maori tourism interests was lower than expected. This relates to a
finding of this review - that Maori and cultural tourism experiences are seen as an untapped
opportunity in the region - and a recommendation for iwi/Maori to be involved in refreshing the
visitor strategy.

Analysis: This phase focused on using the information in phase 1to consider key questions and
themes relating to:

1 The current HB visitor economy context, challenges and opportunities.

1  The value of/impact of the visitor economy on the region, including direct, indirect and
broader impacts.

M  The impact of destination marketing activities in the region (and elsewhere).
i Business and community views on the visitor economy.
9  Destination marketing delivery and funding models used and rationales.

The analysis was focused on making an assessment of the value of the visitor economy and
destination marketing, and to identify potential future funding and delivery options.

Options Assessment: We assessed options for ongoing delivery and funding of destination
marketing in the region. This included identifying key success factors for a sustainable delivery and
funding model, and a range of potential options that respond to these. We identified a preferred
option following an assessment of the options against success factors and other criteria.

Reporting: Drawing upon the previous phases, we prepared a draft report, and following
feedback, a final report (this report). We also prepared a separate technical report, which
provides further details on the research, visitor and tourism industry data analysis, survey results,
visitor economy benefits assessment, and delivery model options assessment.

A steering group, comprising representatives from HBREDA and HBT, provided input into the process
and feedback at key stages.

The following definitions are used in this report:

10
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Destination marketing - involves strategically positioning and promoting a place's image,
experiences and visitor propositions with the aim of increasing visitor numbers, length of stay and
spend. It covers market research and segmentation, brand development and promotion,
domestic and international marketing campaigns, digital content and social media, distribution
and trade engagement, content development and storytelling, and events and conference
attraction activities.? In this review we were particularly focused on destination marketing at the
regional level rather than at the local level.

Destination management - the coordinated approach to shaping, sustaining and enhancing a
place as a destination and experience for both visitors and residents, typically drawing on the
collective resources of central government, local government, tourism organisations, tourism
operators, Maori/iwi and communities. It goes beyond destination marketing to encompass
ongoing planning, infrastructure investment, product development, community engagement, and
environmental stewardship.?

Regional Tourism Organisation (RTO) - An RTO is the key regional agency responsible for
undertaking regional destination marketing, supporting regional destination management and
promoting the tourism sector for a defined region. Typically funded by local Councils, an RTO
leads regionally focused domestic marketing campaigns, partners with national tourism
organisations on international marketing campaigns, and coordinates regional tourism initiatives
(including the attraction of major events) to attract visitors and enhance the region's profile. RTOs
work closely with tourism operators, national and local tourism and event organisations, local
communities and other stakeholders to promote, advocate for and support visitor growth in a
region.* Hawke's Bay Tourism (HBT) is the RTO for Hawke's Bay.

Pike and Page, 2014; OECD, 2018a; 2018b; Sotiriadis, 2020; Tourism Economics et al, 2024.

Department of Conservation, 2011; MBIE, 2020; Regional Tourism New Zealand (n.d.), "Destination Management”,
https://rtnz.org.nz/destination-management/

Miles Partnership, 2023; Tourism Industry Association, 2025; Regional Tourism New Zealand (n.d.), “Regional Tourism Organisations”,
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Visitor expenditure and tourism in
Hawke's Bay

Visitor expenditure and numbers

In the year ended March 2025, Hawke's Bay received around $801 million in visitor expenditure. Close
to a quarter of this can be regarded as international exports, with $197 million representing spending
by international visitors. Despite challenges (for example, COVID-19, Cyclone Gabrielle and flooding
events), Hawke's Bay has experienced strong visitor expenditure growth over the last five years (2.7%
per year) and ten years (3.6% per year), stronger than other provincial regions and New Zealand as a
whole (Figure 1).> The region has also achieved strong growth in visitor arrivals post COVID-19 (11% per
year since 2022%) and experienced positive resident attitudes towards tourism.”

Figure1: Hawke's Bay domestic and international visitor expenditure, 2015 to 2025 (March years)
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June years. Visitor expenditure growth across provincial regions has been 3.5% per year over 10 years; growth across New Zealand
has been 3.1% per yar over 10 years.

7 Hawke's Bay Tourism (2023b).
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However, growth in visitor expenditure has been uneven. Although there has been strong growth in
international visitor spend (5.8% per year over the last five years), growth in domestic visitor spend
(1.8% per year) has been below other comparable regions and New Zealand as a whole. In addition,
although visitor expenditure growth in Hastings (3.7% per year), Napier (3.5%) and Central Hawke's
Bay (5.6%) has been solid to very strong over the last decade, Wairoa has experienced limited growth
in visitor expenditure (0.8% per year) (Figure 2). The lack of visitor expenditure growth in Wairoa
reflects, in part, the significant impacts that Cyclone Gabrielle and the flood events have had on the
district, for example, cutting off roading access and damaging community and recreational assets.®

Figure 2: Visitor expenditure in Hawke's Bay local authority areas, 2015 to 2025 (March years)
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Source: MartinJenkins, using Infometrics regional profile data

Furthermore, the region has traditionally experienced highly seasonal visitor expenditure, with large
peaks of visitor spending in the summer season and a trough of spend each year in the winter season.’
However, over time, visitor expenditure has grown in months outside the summer season, suggesting
the region is growing its value proposition in the low and shoulder seasons.

8 Although other factors, such as the district's location and more limited transport links, limited accommodation options and tourism

products, and small economic and demographic base, also contribute to slower growth in visitor expenditure.
7 Hawke's Bay Tourism (2023b).
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Although growth in guest arrivals in the region has been strong, it hasn't been as strong as growth
nationally™ and there has been a significant decline in average nights stayed per guest (from 2.6 nights
in 2022 to 1.9 nights in 2025, compared to a 2.3 to 2.1 night decline nationally).” There has also been
limited growth in active commercial accommodation establishments over this period. In combination,
this has meant that the region has experienced very slow growth in total guest nights (1.2% per year
over 2022 to 2025 compared to 19.3% per year nationally) and a decline in domestic guest nights (-
4.8% per year compared to +5.5% per year nationally). This is likely due a combination of the impact of
extreme weather events, particularly Cyclone Gabrielle, which caused extensive infrastructure damage
and disruption in the region and may have also contributed to perceptions of risk and uncertainty by
potential visitors, and the effect of the economic downturn, leading to shorter and less frequent
recreational and business trips to regional areas like Hawke's Bay."

Figure 3: Annval average growth in Hawke's Bay visitor expenditure by origin of visitor, 2019 to
2025
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Source: Martinlenkins, using Tourism Electronic Card Transaction (TECT) data from MBIE.

The region is reliant on domestic visitor spend, although this is similar to other provincial areas (in the
year ended March 2025, 75% of visitor expenditure in Hawke's Bay was domestic, compared to 73%
for all provincial areas and 63% nationally). The region particularly relies on visitors from Auckland,

Nationally guest arrivals have grown by 23.3% per year over 2022 to 2025, compared to 11% per year in Hawke's Bay.
June years. Note that this only includes guest arrivals in commercial accommodation (excludes Airbnbs).

For example, a Southern Cross Future of Travel research survey found that, in 2023, 83% of New Zealand travellers were trying to
reduce the cost of travel, including over a third taking few trips and a third taking shorter trips (Southern Cross Travel Insurance,
2023).
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Wellington, Waikato and Manawatu-Whanganui. In 2025, 56% of visitor expenditure in the Hawke's
Bay came from visitors from the four regions (and another 18% was through intra-regional visitors).™
This presents a risk to the visitor economy if connections to any of these regions or across the region
are disrupted. Over the last five years, Wellington has overtaken Auckland as the major source of
domestic visitor expenditure in Hawke's Bay. All key regional sources of domestic expenditure have
grown over this period, except Auckland (Figure 3).

Businesses interviewed suggested that domestic visitation has slowed in recent years due to fiscal
challenges and a reduction in government, corporate and conferencing travel. Stakeholders thought
there have also been ongoing perceptions by those outside the region that Hawke's Bay was still
recovering from the flooding events and this impacted overall visitor numbers. Some interviewees
believed that limited event venues and accommodation options, and inconsistency in the amount and
quality of tourism products and accommodation across districts are barriers to attracting larger
numbers of visitors or high value visitor segments. Distance and transport connectivity constraints
were also identified as a key challenge to increasing visitor numbers and spending, particularly for the
Auckland market, including flight frequency and capacity and road restrictions. These difficulties also
led HBT to focus its destination marketing efforts on the Wellington market rather than Auckland.

The tourism industry in Hawke's Bay

In 2024, the tourism industry was estimated to directly contribute around $333 million in GDP or 3% of
the Hawke's Bay economy, and around 5,160 filled jobs, or about 5.6% of employment (Table 2)." This
underplays the overall economic contribution of the industry (discussed further below).

Table 2:  Tourism in Hawke's Bay: key indicators

Indicator and year Tourism % of region
GDP (2024 $m) $ 333.1 3.0%
Filled jobs (2024) 5,161 5.6%
Employment location quotient (2024) 0.86

Estimated Productivity (GDP/FTE) (2024 $) $ 64,542 53%
Visitor expenditure, (2025, $m) $ 801.0

International visitor expenditure (2025, $m) $197.2 24.6%*

Source: MartinJenkins, based on data from Infometrics regional database. *international visitor expenditure as a proportion of total visitor
expenditure in the region.

s Infometrics regional database, year ended March.
“ Year ended March 2024.
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There has been limited to mixed growth in the industry (Figure 4):

M There has been virtually no change in estimated tourism GDP over 10 years and a slight decline
over five years (although tourism GDP has declined more significantly nationwide over the same
period).®

Figure 4: Annual average growth in Hawke's Bay tourism GDP, employment, productivity, visitor
spend and exports (international visitor spend)
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1 There has been slow tourism employment growth over the long-term 0.1% per year - slower than
other provincial regions (0.5% per year) and New Zealand as a whole (0.4% per year) over 10
years. There has been slightly better employment growth over five years (0.2% per year), which is
positive given that employment in tourism fell across other provincial regions and New Zealand
over the same period.™

- Tourism GDP in Hawke's Bay has declined by -0.2% per year over 2019 to 2024, compared to -2.6% per year across New Zealand.

e Tourism employment across provincial regions declined by -1.8% per year over 2019 to 2024. Tourism employment across New
Zealand declined by -3.7% per year over the same period.
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I Tourism productivity remains a challenge, with estimated productivity (GDP per filled job) at
around 53% of the average across all industries. However, productivity levels vary significantly
across tourism sectors, with productivity in car rental and scenic and sightseeing transport being
relatively high, and productivity in accommodation; cafes and restaurants; pubs, taverns and bars;
and takeaway food services being relatively low.

The largest sectors in the tourism industry in Hawke's Bay are supermarkets and grocery stores, cafes
and restaurants, takeaway food services, accommodation, retail stores, passenger car rental, fuel
retailing, and pubs, taverns and bars. There has been relatively low growth in the GDP contribution of
accommodation, pubs, taverns and bars, and supermarkets and grocery stores over the last five years,
and a decline in the GDP contribution of fuel retailing. Retail sectors, takeaway food services, and car
rentals have been stronger performers over the period.

Napier contributes the largest share of the tourism industry in the region, with 53% of the industry's
GDP and 49% of employment, much higher than Napier's share of the total regional economy (39%)
(Figure 5). Close to 40% of the industry's GDP and employment is based in Hastings, lower than
Hastings' share of the total regional economy (54%). Central Hawke's Bay's share of the industry
(around 6% of tourism GDP and 9% of employment) is proportional to its share of the total regional
economy. The share of the industry in Wairoa (2% of both GDP and employment) is currently smaller
than its share of the economy (4%).

Figure 5: Tourism: GDP, employment and visitor expenditure by territorial authority

EMPLOYMENT (FILLED JOBS, VISITOR EXPENDITURE (YEAR
GDP (2024 $M) 2024) ENDED MARCH 2025 $M)
Central Hawke's Bay, Wairoa, Central Hawke's Bay, Wairoa, Central Hawke's Wairoa,
20.8, 6% 51, 2% 475, 9% 78, 2% Bay, 60.9, 8% 7.4, 4%

Napier,

2598,
49%

Napier,
402.9,
52%

Source: Martinlenkins, based on data from Infometrics regional database
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Tourism GDP and employment have grown strongly in Central Hawke's Bay from very small bases over
the last decade, but there has been a slight decline in the value of tourism and tourism employment in
Hastings and a slight decline in tourism jobs in Napier over this period. However, tourism GDP and
employment in Hastings have grown slightly over 2019 to 2024. Napier experienced a slight decline in
tourism GDP and jobs over the last five years, and Wairoa experienced a large decline in tourism GDP
and employment over the same period.
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The broader value of the visitor
economy

The impacts of the visitor economy extend well beyond direct visitor expenditure and the direct

contribution of the tourism industry. Based on a wide-ranging research review, Figure 6 provides a

framework for the value of the visitor economy, showing four interlinked categories of broader
benefits:”

1

7

oL

Economic effects: In addition to its direct impacts on income, jobs, and value added, the visitor
economy has indirect impacts on supplying industries; induced impacts through household
purchasing and taxes; and longer-term impacts through after visit, repeat purchasing.

Quality of location: the visitor economy can support the enhancement of and investment in
natural resources (for example, through investment in sustainability and conservation); amenities
(such as shopping centres and precincts, parks and recreation areas); public infrastructure (for
example, educational and research facilities, public spaces, transport, venues): additional services
(such as arts and entertainment, leisure services, and the diversity of goods available); and the
overall quality of life in regions.

Image and attractiveness: the visitor economy can help to improve a region’'s reputation:; its
ability to attract talent, research and investment; the visibility of local brands and businesses; and
contribute to community identify and pride.

Culture and diversity: the visitor economy can enrich a region through the introduction of new
ideas and cultural influences and new opportunities to learn about local culture, by providing
employment and business opportunities for diverse communities, and by enabling a greater
appreciation of local cultural assets.

See, for example, Agarwal et al, 2023; Baron et al, 2025; Deloitte Access Economics, 2021; Godovykh et al, 2025; Nopuyani and
Wirawan, 2021; Tourism Economics et al, 2024; Tourism Industry Association, 2020; Vienna City Council and Vienna Tourist Board,
2021; World Bank, 2022a.
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Figure 6: Value of the visitor economy framework
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Economic effects are often monetisable. Most interviewees emphasised the importance of these
economic effects, including downstream impacts on supplying industries. A large range of benefits
from the other categories are generally not monetisable but can represent significant value. Although
most interviewees did recognise that the visitor economy generates broader benefits, they
particularly mentioned the contribution of visitors to the vibrancy of towns and urban areas.

A caveat

It's important to note that this review focused on the value or positive benefits of the visitor economy.
It is well recognised that tourism can also result in costs and negative impacts on regions, for example,
through overcrowding and congestion during popular summer weekends or major events or through
impacts on infrastructure and the environment.® This study did not review these potential costs.
Research suggests that the benefits of the visitor economy will exceed these costs, particularly where
(a) mechanisms are used to make visitors contribute to local infrastructure and conservation (for
example, through fees and levies); (b) measures are implemented to capture more local value from
visitors and reduce leakage (for example, through local procurement of suppliers to events, support
for local operators to access international buyers): (c) investment is made in local tourism products
and infrastructure to spread visitors seasonally and spatially; and (d) planning is undertaken to manage
the carrying capacity of areas requiring environmental protection.” These considerations were taken
into account in determining the future elements of a sustainable model for destination marketing and
management in Hawke's Bay (discussed later in this report)

A wide range of studies have demonstrated the significant economic impacts of the visitor economy
beyond direct visitor expenditure and the contribution of the tourism industry due to the ripple effects
of spending throughout the broader economy. When visitors spend their money at tourism-related
businesses such as hotels, restaurants and tour operators, these businesses then spend money on
downstream goods and services to support their operations. For example, a restaurant buys supplies
from local farmers and a motel gets its linen cleaned at a local laundry (these are referred to as indirect
effects). In addition, employees of these tourism businesses spend their earnings on local goods and
services such as groceries, housing and transport, which boosts the economy further (these are
termed induced effects).

In 2020, research on the economic impact of the hospitality industry nationally (accommodation and
food and beverage services) estimated that consumers spent $14.6 billion on hospitality and that, after
accounting for the flow-on impacts of input and wage spending, the industry contributed 232,000 FTE
jobs and $21.3 billion in GDP.2° In 2023/24, cruise tourism in New Zealand was estimated to generate

8 See, for example, Epler et al, 2019; Wasudawan and Weissmann, 2025. Event pressure was ‘frequently referenced' as an issue by
informants interviewed for the development of the visitor strategy (Hawke's Bay Tourism, 2023b).

4 See, for example, Higham et al, 2019; Lacher and Nepal, 2010; Meyer, 2023; OECD, 2020a; 2024a; 2024b; UNESCO (n.d.); World Bank,
2022b; 2024,

20 Olsen et al, 2021.
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total economic output of $1.37 billion, total value added of $681 million, total wage income of $426
million and 9,739 jobs.?' This same study estimated that the total economic impact of cruise tourism in
Hawke's Bay was $89.6m in output, 657 jobs, and $43.5 million of GDP. This is large but cruise tourism
represents only a small proportion of visitor activity and the total economic impact of the visitor
economy.

Table 3 below summarises our estimations of the total economic effects of the visitor economy on the
Hawke's Bay region. The results indicate that the total expenditure impact of the visitor economy in
Hawke's Bay, including its direct total output, indirect (industry purchasing) linkages, and induced
(household spending) impacts, was around $1.4 billion in 2024/2025. The key contribution of the
industry to the regional level of economic activity is best measured by the total value-added impact,
and this was close to $751 million.

The visitor economy had a total employment impact of 7,614 jobs and a household income impact of
just over $330 million in 2024/25.

Table 3: Visitor economy - estimated total regional economic impacts, 2025 (year ended March)

Direct Indirect Induced Direct + Indirect + Induced
Output ($m) $801.1 $335.6 $266.0 $1,402.7
GDP ($m) $431.622 $164.0 $154.9 $750.6
Net Household Income $215.8 $66.5 $47.8 $330.1
Employment (FTEs) 5,451 1,203 959 7,614

Source: MartinJenkins calculations using multipliers from Butcher Partners

What this means is that, over 2024/2025, every additional $1 of visitor expenditure in Hawke's Bay

generated:

91 an additional $1.75 of output (sales) in the region (across multiple industries)

1 an additional $0.94 of regional GDP

2 Cruise Lines International Association (CLIA) Australasia, 2024.

22 Note that this GDP figure is higher than the earlier tourism GDP figure of $333 million, which was based on Infometrics regional
database and modelling. Infometrics' tourism GDP estimate is based on their own TA-specific input-output multiplier model,
adjusted for national tourism GDP. Our higher estimate based on the economic impact analysis is closer to the equivalent proportion
of visitor expenditure in Hawke's Bay to visitor expenditure nationally - in 2024, Hawke's Bay represented 2.6% of visitor expenditure

nationally; 2.6% of New Zealand's tourism GDP of $31.116 billion in 2024 was $447 million.
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91 an additional $0.41 of household income in the region.
Each additional $1 of visitor expenditure is also estimated to generate around $0.26 in tax revenue.

The significant economic impacts of the visitor economy were also emphasised by survey respondents
and interviewees:

1 62% of survey respondents rated tourism as a "very important” economic contributor to their
local community, with a further 28% rating it as "important”. Only 1% thought that tourism was
not important (Figure 7).

Figure7: Importance of tourism as an economic contributor

Not important
Slightly important
Moderately important
Important

Very important

Source: Martinlenkins. Question: 2. How important is tourism as an economic contributor to your local community?

1 43% of responding businesses rated visitors as “very important” for the success of their business,
and 18% as "important”. Only 18% rated visitors as not important.

1 85% said income for businesses and 73% said employment and income for local households was a
major benefit to their local community from visitors and tourism activity (Figure 8).

1 53% said that supporting local employment was one of the three most important benefits of
tourism to their business.

9 47% said that supporting local business and a greater variety of goods and services being
available was an important benefit of tourism for businesses.

1 23% said more new businesses being able to open was an important benefit to the community
from tourism, and 21% said a greater variety of goods and services being available was an
important benefit (Figure 8).
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Figure 8: Economic benefits to the local community from tourism

A greater variety of goods and
services are available

More new businesses are able
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Employment and income for
local households

Income for local businesses

Source: MartinJenkins. Question: 6. What are the major benefits to your local community from visitors and tourism
activity? Please select your top 5. Note: the graph only shows the economic benefit options from a longer list.

Note that business respondents to the survey covered a range of industries, not just those that are
more directly tourism related. 22% of those that identified their industry were from ‘other services’;
14% from accommodation and food services; 8% each from professional and technical services, and
transport, postal and warehousing; 7% each from retail trade and arts and recreation services; 6% each
from agriculture, forestry and fishing, and public administration and safety; and 5% each from
construction, information media and telecommunications, and financial and insurance services.”

Industry linkages

Backward linkages to sectors supplying flow-on inputs to support the visitor economy, as captured in
the indirect economic impacts, are summarised in Table 2 below.

z The business respondents were also of various scales. Of those that provided an indication of employment, 35% had 1-5 employees,
20% had 6-19 employees, 18% were self-employed, 12% had 100+ employees, and 11% had 20-49 employees. A third indicated that
their turnover was up to $500,000, 14% have turnover of $500,000 to $1 million, 13% have turnover of $2 million to $5 million, 11%
have turnover of more than $20 million, and 10% have turnover of $1 million to $2 million.
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Table 4: Backward linkages supporting the visitor economy, 2025 (year ended March)

SALES REVENUE OR OUTPUT EMPLOYMENT

Sector $m | % Sector Persons | %

Non-residential property operation | 68 1% | Employment and other 148 7%
administrative services

Owner-occupied property 56 9% | Food and beverage services 138 6%
operation

Banking and financing; financial 21 3% | Building cleaning, pest control, 12 5%
asset investing and other support services

Residential property operation 20 3% | Advertising, market research, 101 5%

and management services

Construction services 20 3% | Residential care services and 98 5%
social assistance

Top 5 Supplying Sectors 185 31% | Top 5 Supplying Sectors 597 28%
Remaining 104 Sectors 417 69% | Remaining 104 Sectors 1,566 72%
Total Revenue Flow-ons 602 100% | Total Employment Flow-ons 2,163 100%

Source: MartinJenkins calculations

The table shows that about 30% of flow-on impacts are accounted for by the top five supplying
sectors, with a large number of sectors contributing the remaining 70%. This serves to illustrate the
extensive links that the visitor economy has on industries across Hawke's Bay. Sectors servicing the
visitor economy include property, construction, financial services, professional services (for example,
advertising, market research, legal, accounting, architectural services), food and beverage
manufacturing and services, health services, administration services (for example, building cleaning,
pest control), transport services, horticulture and fruit growing, meat and meat product
manufacturing, and energy, to name a few.

Interviewees also stressed that the visitor economy supports a network of suppliers, logistics, and
service providers, amplifying its economic footprint. This was backed by the survey responses, with
24% of businesses reporting that 26%-100% of their sales are indirectly linked to visitors, and 35%
reporting 1-25%. Only 29% reported that none of their sales were indirectly linked to visitors (Figure
10).
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Figure 9: Proportion of sales directly from Figure 10:  Proportion of sales indirectly from
visitors visitors

Source: MartinJenkins. Question: 3. For the last financial year, what  Source: MartinJenkins.
proportion of your business's sales came directly from visitors?
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