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WEA - Waikato Enterprise Agency 

RTO - Regional Tourism Organisation HWT 

HWT - Hamilton Waikato Tourism is the 
name of our RTO 

NZT - New Zealand Tourism 

FIT - Free Independent Travellers overseas 
travellers using their own means to travel 
around NZ 

i-SITE -Visitor Information Centres affiliated 
to Tourism New Zealand  These agencies 
are Qual  Marked and audited with very 
strict guidelines to operate within

Yammer - iSITE networking on-line commu-
nication tool  

Famils - Short for familiarisation tours 

Regional Cluster Meetings - The Waikato 
Regional Network of 15 visitor centres 
meeting on a 6 weekly basis to share ideas 
and work together in cooperation with the 
Waikato RTO 

New Zealand Inc - The big picture for 
tourism our identity and reputation as a 
country 

KDT - Kiwi Domestic Traveller

LOCALS – Residents

BBT - Boutique Bus Tours
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The industry’s contribution to our regional economy
The latest visitor expenditure statistics as provided by the Ministry of Business, 
Innovation and Employment (MBIE), highlighted the annual expenditure from 
international and domestic tourism into the Hamilton and Waikato Region for the 
year ended May 2017 at $1.42 billion.  This was an increase of 8% on the previous 
year with 2 streams of expenditure from international visitors contributing $355 million 
and domestic expenditure totaling $1.074 billion.
Domestic market is an important contributor to our district and we remain a key 
gateway into the Waikato Region.  Data released in May also highlighted that 
Tourism New Zealand’s shoulder season strategy saw stronger growth in arrivals for 
spring and autumn than the traditional summer peak.   Statistics New Zealand data 
shows holiday arrivals in the spring and autumn grew by 16.1 and 10.2 percent 
respectively.

The total number of international visitor 
arrivals to New Zealand rose +10% 
in the year ending May as compared to 
last year.  Statistic New Zealand’s latest 
data shows over, 6 million international 
visitors have arrived here in the past 
year with almost 1.9 million of them 
coming for a holiday.
We are also benefiting from an increase 
in airline activity and capacity making it 
easier to travel further for less, 
combined with the price of air travel 
plummeting significantly over the past 
year.  This has resulted in increases in 

holiday arrivals from the United Kingdom 
(UK), and America, with the Chinese 
market softening somewhat down to 
1.1% growth for the year.

New Zealand has received extremely 
strong endorsements from high profile 
Hollywood stars that have filmed here 
in recent times expounding our natural 
beauty, friendliness and safety all of 
these virtues are providing us with 
excellent numbers and future potential 
visitors to our shores.

Tourism Industry Overview

Tourism New Zealand is focused 
on ensuring we get a more 
even spread of visitors to New 
Zealand throughout the year 
and they were pleased to note 
this has been achieved as 
shown in the statistics gathered 
to the end of May 2017.

3

Operational Report for the Waikato District iSITE’S June 2016 to July 2017

This report focuses on the operational activities of the 
Waikato District i-SITE’s located at Huntly and Raglan 
and reflects the year July 2016 to June 2017.



When comparing annual visitor statistics 
to the previous 4 years we have 
observed steady growth in our numbers 
with some countries of interest showing 
increases aligned to key events.  The 
rugby world cup of 2011 and recent 
Lion’s tour have seen a significant leap in 
visitor numbers from the UK.  Either most 
of them are free independent travellers 
or in small boutique bus tours and they 
are well aware of the value that the 
network of iSITES in New Zealand provide 
as our counterparts in the region can 
confirm.  These fans of sport follow their 
teams and in turn visit less known 
communities thus sharing the wealth 
across many of our smaller towns.

We know that many Lion’s supporters 
stayed in Huntly booking out most of its 
accommodation providers and spending 
two great evenings at our local RSA.

The visitor breakdown from 2014 to 2017 
shows excellent growth in the Asian 
market up 10% over 4 years and slight 
increases in the United Kingdom and 
Europe with countries like Australia 
continuing to be a key international 
market. The market that is having the 
greatest impact in New Zealand is our 
domestic market going from strength to 
strength.

VISITOR ACTIVITY 
AND STATISTICAL ANALYSIS

Our international f ree independent market continues to 
evolve and grow however i t  can be a mixed bless ing as 
many communit ies come to terms with the economic 
benefits  and chal lenges that f reedom campers can create.

The information centres located at 
Raglan and Huntly hosted a 
combined total of 129,766 visitors.  
Huntly site hosted 98,546 that is an 
increase of +6,909 on this time last 
year with growth in the Asian, UK 
and USA markets.  

Raglan hosted 31,220 and a further 
+7,004 interactions with tourists via 
Facebook, email, website etc. 
Bringing Raglans total visitor 
interaction up to 38,224 up +3,238 
on this time last year.

4

Operational Report for the Waikato District iSITE’S June 2016 to July 2017



The statistical table below shows steady growth in most areas it is interesting to 
note the growth in the Asian market.  We have started recording visitors from 
South America; this is a new marketplace that seems to be gaining some traction 
particularly in Raglan.  Many South Americans are drawn to Raglan to surf.

The Free Independent Traveller - FIT market-place was developed as an acronym 
to identify international free independent travellers coming into countries as 
visitors who were in control of their own travel itinerary.  

The iSITE network has been able to add value to this marketplace and can take 
some pride in knowing it has contributed to excellent growth in this sector.  

International visitors know they can come to New Zealand with flexible plans 
because there are people available to assist them to purpose design their trip 
with no cost.  

Tourists know that they are getting excellent advice and ideas from experts in 
their field with local knowledge in a unique KIWI style that cannot be replicated 
on the internet.

During the past decade but in particular from 2012 a strong domestic market has 
grown to be the most significant contributor to tourism and is providing strong 
economic benefits to our district, region and nation.  

New Market Definition: KDT
(Kiwi Domestic Traveller)

Combined Yearly Visitor Sta�s�cs by interest 2014-2017 

  2014 2015 2016 2017 Total 

AUSTRALIA 13,523 16,370 21,329 21,049 
               

72,271 

ASIA 14,913 15,850 26,003 31,780 88,546 

UK/ Europe 26,692 17,951 9,288 30,002 83,933 

USA/ CAN 12,505 12,743 14,177 13,661 53,086 

Sth America (NEW) No Sta�s�cs No Sta�s�cs No Sta�s�cs 2,533 2,533 

NZ-DOM/LOCAL 25,341 31,222 33,039 30,741 110,343 

Media  Contact (New) No Sta�s�cs No Sta�s�cs 3,238 7,004 10,242 

Total 92,974 94,136 107,074 136,770 420,954 
 

Key events are also linked to supporting a strong domestic 
market place.  

Statistics New Zealand produced a monthly spend by group table that shows 
the Waikato Region sitting 4th behind Auckland at $260 million, (just up the 
road), Wellington at $115 million, and Christchurch at $95 million.  

Tourism expenditure for May 2017 for our region was $85 million for domestic 
tourism with Northland sitting 5th on a spend of $60 million.  It is an important 
marketplace offering unlimited potential for us to continue to evolve and 
explore on behalf of our operators within this sector, the opportunities come 
with encouraging and supporting key events for the Waikato District.
The statistics also showed the biggest spenders from the country of origin with 
domestic New Zealanders topping the spend at over $1,000 million.  The 
nearest country to this spend was Australia at just under $200 million.
Defining the domestic market is an important piece of work our teams will 
undertake moving forward, this market is extremely important to our district 
and region.
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The Free Independent Traveller - FIT market-place was developed as an acronym 
to identify international free independent travellers coming into countries as 
visitors who were in control of their own travel itinerary.  

The iSITE network has been able to add value to this marketplace and can take 
some pride in knowing it has contributed to excellent growth in this sector.  

International visitors know they can come to New Zealand with flexible plans 
because there are people available to assist them to purpose design their trip 
with no cost.  

Tourists know that they are getting excellent advice and ideas from experts in 
their field with local knowledge in a unique KIWI style that cannot be replicated 
on the internet.

During the past decade but in particular from 2012 a strong domestic market has 
grown to be the most significant contributor to tourism and is providing strong 
economic benefits to our district, region and nation.  

Key events are also linked to supporting a strong domestic 
market place.  

Statistics New Zealand produced a monthly spend by group table that shows 
the Waikato Region sitting 4th behind Auckland at $260 million, (just up the 
road), Wellington at $115 million, and Christchurch at $95 million.  

Tourism expenditure for May 2017 for our region was $85 million for domestic 
tourism with Northland sitting 5th on a spend of $60 million.  It is an important 
marketplace offering unlimited potential for us to continue to evolve and 
explore on behalf of our operators within this sector, the opportunities come 
with encouraging and supporting key events for the Waikato District.
The statistics also showed the biggest spenders from the country of origin with 
domestic New Zealanders topping the spend at over $1,000 million.  The 
nearest country to this spend was Australia at just under $200 million.
Defining the domestic market is an important piece of work our teams will 
undertake moving forward, this market is extremely important to our district 
and region.

Given the importance of the Kiwi 
Domestic Traveller and the 
location of the Waikato district, 
we will continue to gather data 
but connect more with the New 
Zealanders tripping around our 
region and district.   We will place 
a strong emphasis on capturing 
visitors contact information and 
directly connect to promote and 
drive events, activities, members 
and the value visiting and living in 
the Waikato district can offer.

6

Operational Report for the Waikato District iSITE’S June 2016 to July 2017



Our key market segments are KDT - Kiwi Domestic Traveller, LOCALS 
- Residents, FIT -International Free Independent Travellers, B/BT – 
Boutique/ Bus Tours. The following breakdown shows the 
percentage of value from each segment.

We are fortunate when combining 
both sites we get an even spread 
across the market segments.  
Aligning the destination of Raglan 
that attracts excellent numbers of 
national and international FIT 
travellers and the excellent location 

of the Huntly site on State Highway 
One.  This site attracts large 
numbers of boutique bus operators 
and the cruise liner market also stop 
in on their way to Rotorua and 
Waitomo as a day trip option from 
Auckland.

We have noticed that many of the visitors who have 
come into the Huntly iSITE off a bus tour have stocked 
up on brochures and they have indicated to staff that 
they intend to come back on their own next time.

Key Market Segments

The FIT segment continues to grow as 
the marketplace heads toward 
free(er) un-planned  travel options.  
However, it is important to note that 
the Huntly site has hosted huge 
numbers of internationals in this 
period who have come through the 
site on bus tours.  

This is a reversal of trends over the 
past few years and it may be a one 
off statistic we will of course monitor 
this outcome closely as this market 
had definitely been declining over 
the past few years.  
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The team have worked hard and developed a set of strategies that focus on 
doing the businesses of tourism to the highest standard and to that end; they 
have developed portfolios that has been aligned to individual team member’s 
strengths.  

Integration of Raglan and Huntly with staff working in both sites has ensured 
greater knowledge about the district and operational knowledge with smarter 
layers of support and teamwork.  

It will also provide greater variety in the work the staff do to ensure their work is 
interesting and stimulating.

This current team is dynamic and experienced enough to allow for a flat 
structure of leadership and responsibility for portfolios of work that tap into the 
varied and excellent range of skills and experience.  

This structure will require all staff to take ownership of the complete visitor 
experience as an equal leader within the sites.

i-SITE 
Strategic Focus
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Information Centre Strategy

Tourism Quality Service 
Leader 

Te Aronui 

Tourism Quality Service Leader   Responsible for ensuring 
staff have completed or initiated level 3 tourism training 
(minimum).  Display and present a service model that is 
to the highest standard in relation to options for uniforms, 
(if needed) name badges, local, regional and national 
knowledge of products and services.  Ensuring enough 
staff has level one first aid and those needing refreshers 
are planned.  Health and Safety requirements, training 
and resources are current, assessed and reviewed. 

Stakeholder Relationship 
Leader 

Yui 

Stakeholder relationship Leader  
Ensure all current and new members to the 
iSITES are made aware of our services and new 
members are approached to join.  Develop a 
duel membership model that has both sites 
combined as a standard proposition.  Look at 
what we can offer members as incentives to 
stay with us.  Work with General Manager to 
develop template  
 

Public Relations Leader 
Marigold 

Public Relations Leader 

Develop soft and hard promotional material to 
support members, develop a strategy to utilise 
visitors and members in line with Facebook best 
practice tools.  

 

               Tourism Product               
  Awareness Leader 

Alli 

Tourism Product Awareness Leader 
 Co-ordinate famils to members and activities ensuring 
staff are made aware of what the district has to offer as 
well as the region.  Ensure staff is made aware of new 
products as they come on stream, look at ways to 
communicate information effectively to staff to ensure 
information is made available. 

 

Retail Leader 
Denise 

Retail Leader  
Develop a plan for stock management in both Huntly 
and Raglan.  Responsible for the stock movement, 
management and seasonal purchases.  Ensure stock 
is presented to the highest standard and staff has 
excellent product knowledge.  Develop customer 
service training resources.   
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Both sites have a combined total 
membership of 98 with Raglan 
attracting over 70 members.  This 
figure can fluctuate as property 
owners now have the option of 
shorter membership to cover the 
seasonal requirements and will sell 
a property or take it off the 
market for their own use for a 
period of time. 

The weather is a big influence in a market place dominated by a strong 
domestic market, particularly for destinations such as Raglan.  Our staff 
record when we have wet days, as this tends to be the biggest spoiler of 
domestic movements. In 2016/2017 we experienced 193.5 sunny days and 
171.50 wet days. 

The average daily temperature for 243 days 
over summer was consistently below 19 
degrees. Road works have been a 
consideration for most of the year as the 
highway team forge ahead with the 
motorway project behind Taupiri Mountain 
set for a complete by pass of Huntly in 2020.   

The sites have had an increase in accommodation members; 
particularly in and round the North Waikato as properties, 

change hands and new owners come on-board. It is pleasing 
to note that 13% of our membership comes from local 

businesses supporting the sites.

iSITE Membership

Weather Watch 
for Raglan and Huntly

10

Operational Report for the Waikato District iSITE’S June 2016 to July 2017



The museum was open to the public 364 days per annum; 3,904 
opening hours averaged across 52 weeks equals 75 hours per 
week.  

The staff processed 4,057 entry 
transactions and 93 sales on behalf of 
the museum as part of its contribution 
to great local not for profit it provides 
these goods and services free of 
charge.

 It is good to note visitors to the 
museum continue to grow year on 
year with an increase of +565 on this 
time last year.  It is worth noting the 
average opening hours went from 
70.2 to 75 hours as the iSITE works to 
support its members and community.

Annual Museum Visitor 
Statistics
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• Huntly was open a total of 3,073 hours this averaged out at  
 59 hours per week
• Raglan was open a total of 3,904 hours this averaged out   
 at 75 hours per week
• Both sites collectively averaged 134 hours per week

Our commitment 
to doing the business 
of tourism for our district!

Annual Operating Hours

Staff on-sold 1,769 accommodation and activity based 
transactions on behalf of its members.

• 460 tickets were issued for residents purchasing travel.

• 98 businesses have paid to be promoted as members by the  
 i-SITES.

• Both sites are Qualmark Certified and passed their annual   
 audit.
  
• On-sold commissionable sales of $207,311.05 behalf of    
 members.  

The team work hard to market and promote our district and region to visitors.  
They focus on the products and services that our members offer but there are 
still customers who want to get the information and then make their decision 
particularly with accommodation when they have sited the venue etc. The 
following statistics highlights referrals to our members that were not 
commissioned.

- 1419 to accommodation members
- 871 to activity members
- 77 to business members

This intangible income is difficult to measure but important to acknowledge.
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The Power of Facebook
The team at Raglan have been strategic in their approach to using Facebook 
as a tool to promote members, local events and information of interest.  The 
average monthly statistics are showing good levels of engagement and are 
growing without purchasing extra reach.  As shown below they achieved a 
total reach of 62,333.  The example below shows the reach from one post.

 
July Aug Sep Oct Nov Dec Jan Feb Mar Apr May June Total Varience Accrued 

Likes 8 4 12 5 12 9 26 21 7 21 7 15 147 372 
Reach 2896 1201 3206 3222 4806 4752 4988 8373 2695 9873 8219 8102 62333 50727 
Page  
Views 19 24 38 45 50 0 80 55 29 67 32 37 476 901 
Total 2923 1229 3256 3272 4868 4761 5094 8449 2731 9961 8258 8154 62956 

Annual Facebook Sta�s�cs 2016-2017 
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Website Upgrades: 
Raglan
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Website Upgrades: 
Huntly
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Whilst we don’t always satisfy everyone all of the time 
we achieve high levels of satisfaction most of the time.

Customer Feedback
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The characteristics of an iSITE that meets the needs of the key 
markets it services must have a theme or point of interest, easy 
access and see, linked to other activities and if at all possible be 
associated to as many key events as is possible. 

An ideal iSITE has the following attributes:

• Safe and easy access – easy to find – lots of parking for small, medium   
 and large vehicles including camper vans, buses etc.

• Located with a cluster of businesses that provide food, petrol, expert   
 tourism knowledge access to fun activities and or iconic products and   
 services.

• Themed – able to provide interesting options for all visitor types but in   
 particular the domestic market.

• Promoting and marketing key events for our district and region

FORWARD FOCUS
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FIT - Free Independent Traveler
• Will need to access assistance within an hour of   
 landing at a major international airport that can..
• provide safe parking and Freedom camping, easy to  
 find and able to assist visitors to plan their entire trip.
• Excellent local and national knowledge

KDM – Kiwi Domestic Market
• Travels New Zealand as a visitor would – spends a lot  
 money
• Expects a high standard of products and services
• Utilises iSITES to book  the best place  to stay
• New Kiwis

Locals – Residents
• Able to be agencies such as courier. Herald, Dry   
 cleaning etc
• Be aware of closing hours of dump, local pools etc
• Be fully aware of any and all events

International Bus and Cruise Ship Visitors
• Able to provide quick service, souvenirs that are   
 affordable and light to carry
• Brochures to keep and prepare to come back and   
 try again
• Excellent customer service




