










06     New Zealand Tourism State of the Industry Report 2019

Only 66% agreed that improved access to insight will 
advance their business.  Underlying this is the 
perceived quality of the current insights.  Data and 
insights are seen as imperative for quality 
evidence-based decision-making processes and there 
are strong criticisms of the quality, availability and 
reduction in Government-produced data sets that can 
be used to make informed strategic and operational 
decisions.  

Respondents commented ‘Data and insights are 
critical. There is a lot of data available, but it is difficult 
to aggregate/disaggregate to make meaningful 
insights. There is also high variability and some large 
assumptions which reduces confidence, especially where 
some data just seems to defy what we are seeing at an 
operational level’ (Anonymous, marketing and promotional 
business, Rotorua).  

Another participant commented that ‘We have a desperate 
need for real time data and insights to understand more 
about where the industry is going and how successful it 
will be.  We are doing business in the dark right now 
(Anonymous, marketing and promotions business, 
Canterbury).  

Strongly disagree         Disagree              Neutral           Agree Strongly agree 

Engagement with local communities
27.7%47.1%19%5 2%

1%

A stronger focus on sustainabil ty
27 9%49.2%18.6%2 9%

1 5%

Improved access to insight
20 5%45 3%30.2%3 1%

Improved productiv ty

1%
22.1%46 3%26.5%4 1%

1%

Attracting higher value visitors
35.3%36%21.9%

1%

5 4%

Increased domestic connectivity
30.8%43.4%22 3%3 9%

1 5%

Increased international connectivity

36.2%45%16 7%1%

1%

Improving the visitor experience
44 2%45.9%7.9%

1%

1%

WHAT CAN ADVANCE MY BUSINESS



Deteriorate              Stay the same             Improve 

50%36%14%

64%26%10%

Over the past 12 months, 47% of tourism 
businesses experienced an improvement 
in their business situation, slightly down 
from 50% in 2018 and 64% in 2017. 
Those who considered their business 
situation has deteriorated over the past 
12 months was 22%, up from 14% in 
2018 and 10% in 2017.   

Of particular note, the slowing of growth has 
been welcomed by some respondents as 
they see it as a good chance to consolidate 
the growth that has occurred over the past 
few years.  

One respondent commented that ‘It seems 
we have a chance to maybe take a breath 
and take stock over the next two years. That 
is a blessing! We need to review and reset the 
scrum and get action around the main issues 
that face us and be prepared for what’s to 
come and work together more effectively’ 
(Anonymous, transport operator, Dunedin).  

BUSINESS CONFIDENCE

47%31%22%
2019

2018

2017

PAST 12 MONTHS
Another commented that ‘In many 
respects, our tourism industry has matured 
and “come of age” over the last few years 
to the point we have a solid core business 
that we should be able to rely upon. 
However, it seems that we have become a 
little too obsessed with growth for growth’s 
sake…, we should be diverting more 
resources into fixing what we already have 
and using this time to consolidate and 
protect our core business’ (Anonymous, 
tourism and hospitality consultant, 
Auckland).
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VALUE OVER
VOLUME
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Achieving value over volume continues to be a 
challenge for the industry with only 46% of 
respondents agreeing that their business is 
having success in targeting high value visitors 
and only 33% attracting an optimum visitor mix 
for sustainable growth.  

One respondent commented ‘high value 
customers are an absolute must. We cannot 
continue in a sustainable way without targeting 
this segment’ (Anonymous, accommodation 
provider, Otago). 

Where tourism businesses are seeing success in 
achieving value over volume, they have cited 
targeting special interest groups, niche markets, 
conference and incentive groups and increasing 
visitation during the shoulder periods.  

One respondent commented  ‘To see the value in 
high value visitors you have to have the visitor 
experience that aligns with their needs and wants. 
Our region is increasing its higher end offerings, 
but this takes time. High value visitors will travel 
when they want to as they have more disposable 
income to pay peak prices – I don’t see high value 
being swayed into shoulder season travel. 
Off-peak for travel for our region is influenced by 
widening of cruise season schedules, school 
holidays and Easter. Our best opportunity to really 
target off-peak in an effective way is to focus on the 
conference market’ (Anonymous, marketing and 
promotions company, Marlborough). 

On a positive note, 66% of respondents believe 
that they are well prepared for opportunities 
presented by visitors from new markets.  

This optimism is somewhat tempered by the ability 
of businesses to meet the needs and expectations 
of some value customers as well as the time it 
takes to build new markets.  One respondent 
commented ‘we really like the idea of attracting 
high value visitors to New Zealand. As a small

Strongly disagree          Disagree            Neutral            Agree Strongly agree 

My business is attracting the optimum 
visitor mix for sustainable growth

3.9%29.8%46.1%17.8%2 5%

Off-peak marketing is having a positive 
impact on my overall business growth

5 8%27.9%38.4%22.5%5.4%

My business is well prepared for 
opportun ties presented by vis tors 

13.6%52 3%26.2%7 0%

0 8%

My business is having success in 
targeting high value visitors

10.1%33.5%37.2%16.5%2 7%

My business is seeing the benefits of the work 
being done to attract high value visitors

7 6%27 7%41.5%19%4.1%
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One respondent commented ‘We have 
achieved success in attracting what many 
would consider “high value visitors” e.g. with 
a spend of $1,500 per person per day or 
more.  However, we feel there is much work 
yet to be done to define “high value”.  Is it the 
$$$ they spend, the regional or seasonal 
spread, product utilisation, interaction with 
New Zealanders?  If we dismissed all but 
these visitors based on per diem spend, our 
industry would no longer be sustainable. 
A visitor that spends $150 per person per day 
in regions such as Northland, Coromandel 
and the Catlins is more valuable to that 
region as there are probably 500 such 
visitors to the 1 spending $1500 per day’ 
(Matt Brady, Pan Pacific Travel, Auckland). 

Another respondent provided a contrasting 
perspective on the definition of value over 
volume by stating ‘There needs to be a proper 

definition of what a high value visitor is.  It’s too 
vague so everyone defines that visitor to fit 
their own business profile. In order to improve 
productivity, the visitor profile should be such 
that it fills our existing product capacity.
Looking for a visitor profile that is not able to be 
hosted or does not fit with what New Zealand 
has to offer in terms of product fit means 
increased dissatisfaction and worse, lower 
productivity and ROI gains’ (Brian Westwood, 
YHA New Zealand). 

country we cannot sustain ever increasing 
tourism numbers. Although we are not yet 
seeing the results of this, nor the increase in 
off-peak visitors to our business/region, we 
definitely feel this is the way to go forward 
and understand it will take some time to 
achieve’ (Anonymous, attraction and activity 
operator, Otago). 

Tourism businesses appear to be relatively 
critical of the advocacy and promotional work 
being done by the industry to attract high 
value visitors and off-peak business, with 
only 35% of respondents agreeing that their 
business is seeing the benefits of the work 
being done to attract high value visitors and 
only 34% believing that off-peak marketing is 
having a positive impact on their overall 
business growth.

The most cited barriers to achieving a value 
over volume strategy is the difficulty in defining 
what a high value visitor actually is.  
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Unsurprisingly, the industry strongly reaffirmed its 
position on the quality and availability of facilities and 
amenities for visitors, with only 35% of respondents 
agreeing that facilities and amenities meet the needs of 
visitors.  Providing this infrastructure is difficult due to 
the multi-user nature of most tourism facilities and
 amenities.  

However, they are imperative for destinations to be able 
to deliver a quality visitor experience.  One respondent 
stated ‘We continue to strive to give visitors that unique 
NZ visitor experience. It’s what sets us apart as a 
destination.  

Our facilities and amenities including toilets, camping 
areas and road infrastructure are all areas where future 
planning and future proofing is essential to cope with 
increased tourist numbers’ (Jan Kennedy, Steampunk 
HQ, Otago). 

The feedback on whether Tikanga Māori (Māori culture) 
is fostered within the tourism industry highlights its 
increasing importance to the industry.  There were over 
20 comments on this topic and the fact that only 57% of 
survey participants were in agreement that Tikanga 
Māori is fostered by the industry demonstrates the 
variability in capability across the tourism industry.  

One respondent stated ‘Tikanga Māori is fostered at 
government and industry levels but not necessarily at 
grass roots operator level’ (Jane Hindle, R. Tucker 
Thompson Sail Training Trust, Northland).  

Another respondent commented ‘I believe Aotearoa 
is a unique holiday destination for our manuhiri. We 
have a gorgeous backyard that we all take pride in 
and a strong cultural identity that many want to 
connect with.  However, we are still behind the eight 
ball in our customer service and fostering Tikanga 
Māori with the tourism industry and wider. Some 
within the industry are only doing the basics to tick 
boxes while others embrace fully our Māori culture 
and tikanga. There needs to be a concerted and 
consistent effort from the retailers,  supermarkets, 
gas stations, right through to the accommodation, car 
rental and tourism activity operators to embrace even 
the simplest words – Kia ora’ (Anonymous, attraction 
and activity operator, Waikato). 

One respondent commented ‘The reason why I disagree 
with “NZ offers good value experiences for international 
visitors” is more to do with expensive accommodation than 
attractions. Our costs have risen sharply in the last 18-24 
months mainly due to accommodation costs.  I realise if we 
compare with other nations’ hotel rates, they seem 
competitive; however, when you factor in the higher cost of 
even getting to our remote location – then it is not so good 
value for money’ (Anonymous, attraction and activity 
operator, Waikato). 

Of concern, only 58% of survey participants believed that 
New Zealand offers good value experiences for domestic 
visitors.  Suggestions to increase value for the industry and 
domestic visitors include targeting domestic visitors during 
shoulder and off-peak seasons where there is often 
capacity to offer incentives to domestic visitors.

One participant commented ‘Domestic travellers don’t 
perceive value for money while travelling their own country. 
They have a perception that all tourism businesses are rip 
offs. We travel regularly and feel ripped off!  I would like to 
see a national register for “local’s rates” that tourism 
businesses can sign up to offer local rates.  A bit like a “Gold 
Card” register to’ (Anonymous, accommodation provider,
Tasman).  
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In the 2018 survey, infrastructure was a significant issue for the industry and it continues to be 
top of mind for most respondents. Only 22% of respondents agreed that current 
infrastructure can meet the needs of visitors, and just 16% are confident that future 
infrastructure investment will keep up with demand from visitor growth. There are deep 
concerns within industry about the sustainability of destinations and their ability to host visitors 
given the current provisioning.  

One respondent commented ‘Tourism is simply highlighting 
the inherent under-investment in infrastructure (3 waters for 
example) which has existed for decades – particularly in 
regional NZ. In the main centres we are seeing the result of 
our inability as a nation to understand the exponential 
function – we talk about 7% or 10% growth, yet are 
seemingly oblivious to the fact that by definition sustained 
growth at these rates means the quantity of whatever is 
growing doubles every 10 years (at 7%) or 7 years (at 10%)’ 
(Anonymous, attraction and activity operator, Manawatu 
-Whanganui).

The approach taken to address inadequate infrastructure 
during peak periods varies across the industry with some 
believing increased spending is required while others 
believe that the current infrastructure needs to be better 
utilised throughout the year before investment occurs. 

One respondent commented ‘Building infrastructure for 
only 6-8 weeks (during peak season) of the year is a 
waste of money.  The other 46 weeks it is underutilised. 
We have parking issues for only 6 weeks, and it is not 
worth increasing car parking for the remainder of the 
year when it is empty. We are better off restricting 
numbers during the peak season and pushing them 
into shoulders’ (Anonymous, tour operator, Tasman).  

Another respondent commented ‘There is a real 
mismatch between visitor expectations and what can 
be provided by Local Government through rates. 
The rating system is not suitable for infrastructure 
which has to cope with fluctuations over peak 
periods’ (Jane Hindle, R. Tucker Thompson Sail 
Training Trust, Northland). 

The accommodation sector in particular was highly 
critical of Local and Central Government funding 
being used to develop freedom camping sites.  One 
participant commented ‘Why should camping 
grounds and holiday parks with good infrastructure

in place already be required to fund (through rates and 
taxes) a free camping spot nearby that undermines 
their business? Especially when there is often plenty of 
availability in the parks and camping grounds. We 
should be promoting the safe, family-oriented camping 
facilities already in place.  To make more free camping 
sites available is to indicate that government no longer 
wants the current kiwi camping places to exist anymore’ 
(Suzanne Cooper, Clarks Beach Holiday Park, 
Auckland). 

There were 74 comments received on infrastructure, 
with 30% on the topic of funding models.  83% of 
respondents were in agreement that infrastructure 
projects require additional Central Government 
funding.

INFRASTRUCTURE
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One participant commented ‘We would all like to be less 
reliant on workers that require visas – many of our base 
positions are not high skill or high value positions, but our aim 
should be to pay a fair wage for the work done. Training and 
development for senior roles and encouraging more people to 
join the sector should occur’ (Anonymous, accommodation 
provider, Otago). 

71% of respondents agreed that ‘tourism provides career paths’ 
and 67% agreed that their business would benefit from a 
coordinated campaign encouraging people to work in tourism. 
Of note, work has already begun in this area with research 
conducted by ATEED and TIA resulting in the initial launch and 
now a $5.2m expansion of the ‘Go with Tourism’ initiative.  This 
initiative looks at addressing the estimated 40,000 new 
tourism workers needed by 2025 to address forecast labour 
shortages. There were many barriers identified by survey 
participants in the recruitment and retention of staff. 

The performance of tourism education providers and the 
qualifications they deliver was commented on by many 
respondents, with only 28% agreeing that tourism 
qualifications match the skill requirements of industry. 

One respondent commented ‘Qualifications that match 
industry requirements!? Why do we have 2 to 3 year 
Polytech courses in outdoor leadership where graduates 
do not even exit with the NZOIA qualification that industry 
uses’ (Anonymous, activity operator, Wanaka). 

This criticism was balanced by the 51% of respondents 
who agreed that they are engaged with their local 
education providers. There was acknowledgement from 
the education sector that connections need to be 
stronger, with one respondent commenting ‘There 
needs to be more emphasis on Polytechnic and 
University collaborations with tourism in terms of 
research and capacity building’ (Anonymous, Education 
provider, Otago). 

Respondents suggested that education providers need 
to provide more flexible study options to better meet the

needs of the current labour market conditions and operational 
realities of the industry.  

One respondent commented that ‘Tourism courses work to 
academic years not coinciding with peak tourist times thus 
preventing great work experience opportunities. We would 
happily take interns if the courses would adapt’ (Clare, The 
Resurgence, Tasman).

66% of respondents agreed that people can learn most skills 
on the job and it is evident from the comments from 
respondents that many tourism businesses conduct 
significant amounts of in-house training.  

However, as costs rise, the return on some in-house training 
seems to be declining.   One respondent commented ‘If the 
industry wants to attract the right people, we need to ensure 
that we are valuing our own businesses. You cannot train all 
people on the job and expect them to be able to perform. A 
focus on qualifications that are hospitality-specific and ones 
that are transferable to the industry would be good’ 
(Anonymous, accommodation provider, Wellington).

The most significant of these were:

• low wages;
• seasonality of visitors;
• migrant worker visa processing issues;
• remoteness;
• accommodation and living costs;
• qualification and skills not meeting the needs of visitor groups;
• low productivity of domestic labour; and
• the size of some businesses making it impossible to hire staff.



Encouraging visitors during the off-peak appears to be the most challenging way 
of increasing productivity. 34% of tourism business experienced an increase in 
off-peak visitation and improving asset utilisation was achieved by just 36% of 
respondents. Labour productivity improved for only 37% of businesses. 

The low levels of labour productivity improvement were likely impacted by the 
$1.20 increase in minimum wage which came into effect on 1 April 2019.  This 
pressure is likely to be more acutely felt over the next two years with Government 
signaling that the minimum wage will rise to $18.90 in April 2020 and to $20 from 
April 2021.  

Unless tourism businesses are able to make meaningful improvements to labour 
productivity, it is likely that some will have to reduce staffing levels to control 
labour costs.  
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PRODUCTIVITY

Strongly disagree         Disagree            Neutral             Agree Strongly agree 

PRODUCTIVITY

My business has seen an increase 
in staff productivity

4.5%32 6%45 9%14 3%2.7%

My business is seeing greater year 
round utilisation of its assets and 
services (eg: average occupancy)

3.3%32.4%33.7%25 2%5.4%

My business is attracting visitors from 
a broader range of markets

3.9%46.5%32.4%14.9%2.3%

My business is experiencing more 
visitors in the off-peak season(s)

2.7%31.4%30 8%26.9%8 3%

Tourism businesses reported relatively low levels of improvement 
across this set of productivity metrics despite the fact that 
improving productivity is essential for remaining competitive with 
international destinations and for businesses to better meet the 
needs of visitors with the same or fewer resources. 
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Domestic tourism expenditure makes up over 60% of all tourism 
expenditure and 79% of respondents agreed that domestic visitors 
are important for their businesses.  

One respondent commented ‘Domestic tourism is vital for the 
industry and is often under-rated’ (Jonathan Milne, Simply New 
Zealand, Christchurch). 

69% of respondents agreed that their business would benefit from 
more resources on how to target domestic visitors, but only 25% 
were in agreement that the industry is doing enough to encourage 
growth in domestic tourism.  

Respondents noted an appreciation for the support given by RTOs 
in encouraging domestic visitation, but showed some frustration in 
the apparent lack of Central Government support in developing 
the domestic visitor economy.  

Strongly disagree       Disagree            Neutral           Agree Strongly agree 

My business would benefit from more 
resources on how to target domestic 

21 9%47 5%19 4%7 6%3 5%

Domestic destinations offer good value 
when compared to international destinations

8 9%37 8%27 7%19 2%6 4%

The industry is doing enough to encourage 
growth in domestic visitors

2 9%21 9%42 4%27 3%5 6%

My business is maximising the opportun ties 
from domestic vis tors

17 6%41 3%23 1%13 6%4 3%

Domestic vis tors are important for my 
business

50 4%28 1%7 8%4 5% 9%

DOMESTIC
TOURISM



One respondent stated ‘I think RTOs and businesses are doing 
a lot more to encourage domestic visitation, but it seems to be 
forgotten in the Central Government views because it is not 
‘new money’ coming into the economy.   Tourism New Zealand 
is a highly visible and vocal marketing organisation and their 
sole focus is to promote to the international market. The work 
they do is ‘sexy’ and puts international visitors to the forefront 
of the tourism sector. This is their role and they do it brilliantly, 
but there is no organisation that champions domestic visitors 
like Tourism New Zealand does’ (Anonymous, marketing and 
promotions organisation, Marlborough). 

48 comments were received on domestic tourism, with 30% 
citing affordability and price sensitivity as key reasons for 
many businesses not targeting domestic visitors.   

One respondent commented ‘New Zealanders are not willing 
to pay for the things that make international visitors flock to our 
shores. New Zealanders dislike guided experiences and find 
hotels expensive. They prefer to visit free things and carry a 
picnic lunch. They do not see the benefit in experiencing local 
attractions, and even museums find this’ (Anonymous, 
attraction and activity operator, Auckland). 

This view was not shared by all respondents with one stating 
‘56% of our visitor spend is domestic. Industry supports 
investment in domestic visitor attraction which is appreciated 
and critical for the destination’ (Anonymous, marketing and 
promotions organisation, Rotorua). 

Destinations need to consider their value proposition for 
domestic visitors, with only 47% of respondents agreeing 
domestic destinations offer good value when compared to 
international destinations. The cost of some tourism 
experiences in New Zealand does not offer a strong value 
proposition compared to some international destinations for 
some domestic market segments. 

One respondent commented that ‘New Zealand is expensive. 
Domestic Tourism is relatively expensive for the consumer 
when compared to many overseas destinations’ (Anonymous, 
guided hunting and horse trekking operator, Canterbury). 

Another commented that ‘Domestic destinations cannot match 
international ones when it is cheaper to go overseas for a 
seven night holiday than it is just to fly from one end of NZ to 
the other’ (Anonymous, accommodation provider, Taranaki). 
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There was significant feedback on the authenticity of 
sustainability programmes and initiatives, and a strong 
desire for them to be robust to have a meaningful impact 
for tourism businesses and host communities. 

One respondent commented that ‘Sustainability is not 
about signing a commitment, it’s about managing 
resources so our products are presented to the guest in 
the best possible way’ (Anonymous, accommodation 
provider, Otago).  

Another commented that ‘We need to do better than just 
be sustainable.  The challenge for tourism operators is to 
make the places they operate better rather than be 
content with leaving them the same’ (Paul Anderson, 
NZSki Ltd., Otago). 

The challenge for the New Zealand tourism industry is to 
build on the awareness of sustainability, and to develop 
sustainability metrics which result in an improvement in 
sustainability across the industry.  

One respondent commented that ‘In short, we have 
words…but do NOT measure.  At the present we DO have 
the governance and leadership and it is time to really step 
up’ (Anonymous, education provider, Canterbury).  

Of note, in a global context New Zealand achieved the 
highest ranking for environmental sustainability in the 
Asia-Pacific region.  The factors cited as contributing to this 
ranking were: low levels of air pollution, the stringency of 
environmental regulation and enforcement of these 
regulations by government agencies (World Economic 
Forum, 2019). 

Of the respondents to the survey, 78% were members of 
the Tourism Sustainability Commitment and 22% were not. 

The respondents were evenly split on whether the industry 
is doing enough to ensure its sustainability, with 36% of 
those surveyed in agreement, 29% disagreeing and 35% 
being neutral. Of the respondents in agreement, they 
highlighted the increased importance of sustainability to the 
industry, host communities and to our visitors.  

One respondent commented ‘TIA has made HUGE steps with 
the Tourism Sustainability Commitment since 2018’ (Sue 
Patterson, Arrowtown Promotion and Business Association 
Inc., Arrowtown) and another commented that ‘New Zealand is 
doing pretty well with awareness and including the visitors.  We 
get many positive comments’ (Anonymous, accommodation 
provider, Northland).

carbon emissions, especially the lack of alternatives 
for the aviation industry;

additional costs of sustainability initiatives;

infrastructure barriers and limiters;

knowledge gap when it comes to best practice 
initiatives;

the measurability of sustainability indicators;

political leadership; and

the authenticity of sustainability programmes and 
initiatives. 
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• 
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• 

• 
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• 

SUSTAINABILITY
The key areas identified by tourism businesses 
relating to sustainability were:



Strongly disagree         Disagree             Neutral            Agree Strongly agree 

My business educates vis tors about the 
importance of the natural environment

26.9%45.3%20.5%6.2%

1 2%

My business is identifying ways it can 
contribute to the enhancement and 
restoration of the natural environment

28.9%49%16.3%5%

0 8%

My business is actively working to 
reduce its environmental footprint

24.6%53.3%16.3%5%

0 8%

My business measures and 
understands ts carbon footprint

13 8%30.8%32 2%19.2%3 9%

NATURAL
ENVIRONMENT
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New to the 2019 survey was a section on the natural environment. 
Respondents indicated that the industry is strongly committed to achieving 
good conduct in relation to the natural environment with: 78% actively working 
to reduce its footprint, 78% identifying ways to enhance and restore our natural 
environment, and 72% educating visitors about the importance of the natural 
environment.

Carbon reduction accounted for 22% of the comments 
received, with the majority focused on the difficulty in 
measuring carbon emissions and the need for clear 
measurement tools for understanding the impact of 
tourism on the environment.

One respondent commented that ‘It would be good to 
have a global model for understanding carbon footprint. 
Introducing a tool to measure this would be a great 
initiative for TIA as part of the sustainability charter’ 
(Hadley Dryden, Destination Coromandel).  

Another commented ‘We have been carbon neutral for 
three years now and certainly have this as a genuine 
focus’ (James Dalglish, GO Rentals, Auckland).   

•  
• 
•
• 

carbon reduction;   
stewardship for future generations; 
measurement of the impact of tourism on the natural environment; and 
education about reducing the impact tourism is having on the natural 
environment.

There were 47 comments received with the following themes:
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