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EXECUTIVE SUMMARY

This Interim Report consolidates the 6 monthly financial statements for the Destination Great Lake Taupo Trust, an
assessment against key performance indicators in the Destination Great Lake Taupo 2024-25 Statement of Intent,
and a report on the Trust’s activities in accordance with Section 13.2(a) of the Trust Deed. For the purposes of this
report, the reader should interpret any reference to Taupo as an encompassing term for the Taupo district,
including Mangakino, Tarangi, Western Bays, Kinloch and the areas defined by the territorial authority.

Taupo region officially turns the page on COVID

In December 2024, the Taupo region officially turned the page on the COVID-10 pandemic and recovered
international spend, surpassing 2019 levels. According to MBIE date, the region is now $S86M stronger than pre-
covid, with tourism generating NZD$417.5M of direct spend, compared to NZD$331.28 in of December 2019.

This is an additional spend of $236k daily.

Tourism remains a profitable investment for Taupo district council, delivering an exceptional ROl for ratepayer’s
investment into the sector. Over the 12-month period to December 31 2024, DGLT has received $1.68M in grant
funding from Taupo District Council. For every dollar spent in attracting visitation to the region, domestic and
international visitors have contributed $245? of direct, in-region spend into the local economy as per MBIE’s TECTs.

Tourism Electronic Card Transactions (TECTs) Summary

TECTs were introduced by MBIE as a temporary replacement for MRTEs after COVID-19 disrupted the previous
methodology. They measure tourism-related electronic card transactions (ECTs) but do not estimate total industry spend.
TECTs rely on Paymark data (covering ~70% of ECT spend) and exclude cash, pre-purchases, and online transactions.
Domestic tourism spend is defined as transactions 40km+ from a visitor’s usual residence, while international spend is based
on overseas-issued cards. Due to differences in methodology, TECTs should not be directly compared to MRTEs.

Gvistr

Domestic visitors remain the Taupo districts most
important visitor market - providing over 81 % of visitor
spend YE December 20242, Whilst the region saw a slight
dip in domestic visitation over the period (-2%) it is
aligned with the national average (also -2%) and most
likely due to low availability of our accommodation sector
— particularly around Vinfast Ironman World
Championships. However, when compared to pre-
pandemic levels the region has increased domestic
visitation by 22.5% or $62M. The region has managed to
keep significant growth in domestic visitation during the
pandemic. This is doubly significant, as it enables the region to maintain V|S|tat|on to the reglon year- round but also
supports considerably international visitation. With more than 75% of international travelers using third-party travel
agents (vs direct booking) for part of the entirety of the holiday planning, conquering the domestic market is key to
unlocking international markets. That is doubly important in western markets where the travel distribution is less
fragmented and information sources more prevalent than in markets like Asia, notably China.
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International visitation has bounced back strongly in 2024. As of December, the region has attracted a higher
expenditure than pre-covid (575M3), achieving $79.5M. It is important to note that visitor spend had been within 1%
of the $75M since September.

In post covid, North America is now Taupd’s largest international market, representing close to 35% (US 30% /
Canada 3% / Rest of Americas 2%). They are followed by Australia (21%) and UK (18%). Even if when combining
UK(18%), Rest of Europe (11%) and Germany (4%) we only get 33%.

Consequently, close to 90% of the region’s international market are from western markets.

1 MBIE Tourism Electronic Card Transactions (TECTSs)

2 MBIE — TECTs through VISTR dashboard
3 MBIE — TECTs through VISTR dashboard



https://www.mbie.govt.nz/immigration-and-tourism/tourism-research-and-data/tourism-data-releases/tourism-electronic-card-transactions
https://app.powerbi.com/view?r=eyJrIjoiNTc3OTQxY2UtNTg0Zi00NTkwLTlmYzMtN2IxOWJmY2VhNmZiIiwidCI6IjI1YjZkMmRhLThmNTgtNGFmZS05NGZhLTE1OGQ1MWY0MzBmNiJ9&pageName=ReportSection5d749ddf968ba1a20aae___.Y3A0YTp0YXVwb2Rpc3RyaWN0Y291bmNpbDE2OTE2MzQ4MjA1NTA6YzpvOmE0MGU3ZmNhMzM0NGYyMzQxNmY3NDA4NmI0NmJiOGYxOjc6MTkwYzplZDRlNzE3MjI4NmIyMjk2NDgzYjViMmIwMjIxZmMyY2VjZTJhNDJkODU1NGQyMDUyOTYxM2E2ODJlZWQyYWNmOmg6RjpO
https://app.powerbi.com/view?r=eyJrIjoiNTc3OTQxY2UtNTg0Zi00NTkwLTlmYzMtN2IxOWJmY2VhNmZiIiwidCI6IjI1YjZkMmRhLThmNTgtNGFmZS05NGZhLTE1OGQ1MWY0MzBmNiJ9&pageName=ReportSection5d749ddf968ba1a20aae___.Y3A0YTp0YXVwb2Rpc3RyaWN0Y291bmNpbDE2OTE2MzQ4MjA1NTA6YzpvOmE0MGU3ZmNhMzM0NGYyMzQxNmY3NDA4NmI0NmJiOGYxOjc6MTkwYzplZDRlNzE3MjI4NmIyMjk2NDgzYjViMmIwMjIxZmMyY2VjZTJhNDJkODU1NGQyMDUyOTYxM2E2ODJlZWQyYWNmOmg6RjpO

The US market is booming for the region, showing massive increases YOY and that growth is set to continue with the
reopening of Huka Lodge and the refurbishment of Hilton Lake Taupo.

Salect Visitor Type Selact Time Measure  Select Destination Select Visitor Market  Selast Product Salect Sub-Region Salect for Pravious Menth Data
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This is a significant shift from pre-covid where the
most important international market for Taupo
were the UK, Australia and followed by the US.
Australia remains a unique opportunity for Taupo ”I ”
especially when targeting shoulder visitation for 1 ! 1iitl
Spring and Autumn.

Visitor Card Spend by Product
Ranked by Product Category per Month

Card Spend bv Market
Ranked by Product Category per Month

With Auckland Airport and Tourism New Zealand

focused on China and India, DGLT must develop a

strategy to target the right traveller for the I | | | | ‘ ‘ ‘ ‘
1 I | I

region.

nd figures represent electronic card spend only, For more information on spend i product categories refer to abaut & defintions | Yo

In terms of overall visitor numbers, New Zealand
recorded over 3.2 million international visitor “arrivals in the year ended June 2024, marking an increase from the
previous year.

Domestic market increasingly competitive

Domestic visitation continued to slightly decline in the year ending December 2024, a trend that had begun in 2023
with the reopening of international markets at first then followed by a decline in consumer confidence and spend —
which negatively affect both domestic and international travel. However, the region has managed to maintain its
market share in comparison to the national average, as such in December 2023 the loss was 6% compared to a
national average of 3%, in December 2024 it was a loss of 2% aligned with the national average of 2%. Thus, limiting
the regional losses — and increasing the region market share. The market is expected to remain very competitive as
cost-of-living pressures and the economic climate remain challenging. DGLT remains committed in owning the
domestic and Australian consumer audience, by investing in technology and social media.

The role of trade differs by market, with a broader shift towards direct air purchases in NA and SEA @
DGLT’s strategy is to focus on brand-building and driving ot 2o, e S Tt Pt o o et Tl e T
awareness and preference for the region. The increasing role of e Channel shae: 2024 s 20
social media and strategic storytelling is quickly becoming the
battleground for regions in attracting domestic and ultimately
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The changing landscape of travel has upended traditional .
distribution models. M ws mns

The Influence of Social Media on Travel Decisions

Social media has become a pivotal force in shaping global leisure travel, influencing how travelers discover, plan, and
share their experiences. Platforms like TikTok, Instagram, and Facebook serve as modern-day travel guides, offering
visual inspiration and real-time insights into destinations worldwide.

A significant number of travelers turn to social media for trip planning. According to a study by Phocuswright, over
half of all leisure travelers used social media platforms to aid in their travel decisions, with this figure rising to 81%
among travelers under 35. This trend underscores the growing reliance on user-generated content and influencer

recommendations in shaping travel choices.

4StatsNZ - Statista



https://www.statista.com/statistics/1406555/new-zealand-annual-number-of-international-visitors/

Destinations Transformed by Social Media Popularity
Several destinations have experienced a surge in tourism due to their social media presence:

Hallstatt, Austria: Dubbed the "most Instagrammable town in the world," Hallstatt saw a dramatic increase in visitors
after its picturesque landscapes went viral online. The influx became so overwhelming that local authorities had to
implement measures to manage overtourism.

Brussels, Belgium: Experiencing a 427.27% increase in Google searches over three years, Brussels' unique Flemish art,
gothic architecture, and culinary delights have captured the attention of travelers, partly due to social media
exposure.

The Role of Influencers and Viral Content

Influencers play a crucial role in promoting destinations. A study revealed that 78% of Americans were prompted by
social media influencers to explore new destinations, restaurants, or attractions. This statistic highlights the
persuasive power of influencers in driving travel interest and decisions.

DGLT’s marketing strategy continues to focus on attracting visitation, dispersal and spend from our domestic
markets, with some activity delivered in the high value international source markets of Australia, USA, and
UK/Europe.

Funding of the Business Events function is in scope as DGLT needs to review the industry partnership. In the current
state, only % FTE is employed again this segment which remains underserved. Industry is focused on having DGLT as
a lead generating entity but lack a collective vision, capability and share strategy to unlock it’s potential. Funding
cutbacks are forcing the organisation to consider the abandonment of this service,

Te Ihirangi, our Destination Management Plan (DMP), clearly articulates our vision and values as a community and
outlines a pathway that ensures a regenerative approach to the future management, development, and protection of
our region.

A review of the Love Taupo brand was a key action point in the DMP. Following extensive engagement and robust
discussion with the community, lwi, sector groups, Council, and tourism stakeholders the review was completed and
shared with stakeholder groups across the district. The Love Taupo brand is exceptionally strong, and the new brand
identity developed was very well received by the wider community.

With a unanimous consensus to retain the Love Taupo brand at all community workshops, we are now developing a
content plan to enhance, strengthen and celebrate the uniqueness of each community across the rohe. The newly
created role of communications and PR executive e within DGLT will support that ambition.

This will include increasing web content for Mangakino and Tarangi, the acquisition of web domains for
lovemangakino, lovetlrangi and lovekinloch and a redesign of the Love Taupo logo. A young Ngati Tiwharetoa
designer has been appointed to work with the agency on the logo design.

The cost for this review and logo redesign was funded by MBIE’s Strategic Tourism Assets Funding grant.



REPORT ON TRUST ACTIVITIES
Destination Marketing:

Our marketing activity for the 2024-2025 financial year continued to focus on 3 core objectives:

e drive awareness of the Taupo region and make it the destination of choice for New Zealanders & Australians.
e drive visitor referrals to our tourism operators
¢ leverage the rebound in international travel from the key markets of Australia, USA, and UK/Europe

Brand project

Final presentation back to the community, council and councillors on the brand outcomes was completed in October
2024. Overall, community and council feedback on the refreshed Love Taupo brand was overwhelmingly positive,
with no detractors.

Key themes from the engagement sessions include:

e Strong emotional connection: Communities expressed pride and passion for the new brand direction, with
some participants feeling emotional about the storytelling behind it.

e Alignment across the region: The architecture of Love Taup0, Love Tarangi, and Love Mangakino was well
received, balancing regional unity with individual town identities.

e Resonance with local identity: Tarangi, Mangakino, and Taupo communities appreciated the cultural and
historical storytelling within the brand, feeling that it genuinely represented their uniqueness.

e Appreciation for local design influence: There was strong support for the involvement of a local designer in
shaping the refreshed brand.

e Measured evolution: Feedback confirmed that the brand refresh struck the right balance—evolving without
being too drastic or disconnected from its roots.

e Desire for storytelling tools: A key takeaway was the need for resources to help both the community and
visitors understand and share the brand story effectively.

e The only constructive feedback from councillors focused on the rollout strategy, budget considerations, and
ensuring the right timing for implementation. A plan will be developed and wrapped into website project and
BAU.
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As part of this project the tagline “Heart of living waters” was developed through community consultation. Sugar and
Partners were commissioned to test this tagline and the branding with travelers from the Auckland market to see
how it resonated and understand Aucklanders’ perceptions of the Taupod region and identifying key opportunities for
positioning and messaging.

Key findings included:

e Audience insights: Aucklanders (40-70 years, high income) seek short breaks for relaxation, indulgence,
and connection, favouring soft adventure and wellness experiences.

e Perceptions of Taupo: Taupo is known for its lake and adventure sports but lacks a strong identity as a
wellness or cultural destination.

e Brand perception and positioning: The refreshed brand design was well received, but the tagline “Heart
of Living Waters” felt vague and not compelling for visitors.

e Strategic opportunities: Taupo can be repositioned as the North Island’s ‘volcanic lake’ escape, offering
immersive nature, wellness, and relaxation experiences.

Consumer Perception Research

One Picture has been commissioned to develop this research further to gain greater NZ wide insights and develop a
framework for future storytelling and personas to help drive future marketing activity.

The objective: to reveal the unique and compelling why for DGLT g;;-;l;!
with the domestic and Australian consumer audience.
TAUPO REGION,

To provide: PERCEPTIONS RESEARCH
1. A crystal-clear view of the functional and emotional assets we R o e
. CLEAR AND COMPELLING ‘WHY Taupd' STORY
own and how they position us;
A ONE PICTURE DEBRIEF
2. Defined traveler needs and mindsets and the job to be done for FEBRA 2022
each; and

3. The lead hooks and messages that will grow visitation.



Lovetaupo.com redevelopment and CMS migration

Destination Great Lake Taupo (DGLT) is undertaking a major digital transformation to improve its online presence,
focusing on two distinct websites:

1. "WorkWithUs" Microsite — A platform for business events, travel trade, industry operators, and media.
2. "lovetaupo.com" Traveller Website — A consumer-facing website aimed at engaging visitors, inspiring travel,
and boosting tourism revenue.

The project involves migrating from the existing Umbraco CMS to HubSpot, leveraging modern web technologies to
enhance usability, engagement, data capture and personalisation.

The aim is to launch the Traveller site in July 2025 and Work with us site in January 2026

This will ensure that the region remains competitive and continues to attract both visitors and industry partnerships.
By integrating advanced personalisation, improved lead generation, and an intuitive user experience, this initiative
will elevate Taupo’s tourism marketing and industry collaboration.

What have we done:

e Approved the project scope and defined our planning and management approach (Phase 1).

e Approved design embedding the new brand, wireframes and personalised user experience for the traveller
site

e Established our Search Engine Optimisation plan and approach (Phase 1 SEO).

e Developed Al tools to streamline the content audit and migration process and place Search Engine
Optimisation best practices in place.

e Introduced accessibility features to make sure the platform is usable for everyone, becoming the first
Regional Tourism Organisation in New Zealand to consider the needs of vision and hearing-impaired users.

e Kicked off development phase of the site.

e Kicked off design of 'Work with us’ site .

What are we focusing on next:
e Continue to build, migrate content and launch the traveller site by July 2025
e Migration of content from old site to the new site by May 2025.
e Defined tagging structure of content to enable personalisation and automation of content.
e Start the build of ‘work with us’ to launch in January 2026.



Taups Venues B Accommodation

Share your #LoveTaups storien with s

Results to date:

Over the past few months, we’ve laid strong groundwork for the new Love Taupo website by finalizing the new brand
design, setting clear project goals, and establishing a plan to improve our visibility on search engines. We also took
the lead among New Zealand’s regional tourism groups by adding features for visitors with vision or hearing
challenges and used computer-based tools to speed up content migration and remove outdated pages. Next, we’ll
connect to Tourism New Zealand’s systems to show local bookable activities, finish building the main parts of the
site, and complete all content transfers by May 2025—then test everything with real users to ensure it’s simple,
clear, and error-free.
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Online Commercialisation:

To streamline our commercialisation process, we replaced a paper-based ordering system with a Shopify-powered
online store. This web store allows operators to easily reserve “Featured Listings” slots based on high and low traffic
categories. As a result, we can now collect valuable data, automate renewal processes, generate financial reports for
direct invoicing, and reduce a previously week-long fulfiiment cycle to just 30 minutes per operator, freeing up
resource time to focus on optimisation and development on new Features on the website.

Additionally, the platform creates new revenue opportunities, such as merchandise sales, branded page takeovers,
and microsites.

This online transition delivered a 52% increase on year-over-year revenue, generating over $32,000 in sales and
positioning us for future growth.

v YOUR .
IMAGE \

CRM & Marketing automation optimisation project

Overview: Over the past six months, significant progress has been made in ensuring our CRM foundations are set up
to enable data capture that will enhance our marketing automation efforts through HubSpot. Allowing us to
streamline processes, deliver personalised content, and engage audiences effectively.

Key actions completed: Over the past six months, we have made significant strides in our marketing automation
optimisation through HubSpot. We have ensured data integrity by cleaning and decluttering data and properties. The
core foundations of HubSpot CRM architecture have been established, including the creation of custom objects for
operators and famils, the development of a featured listings process, and the implementation of a life cycle model
(Dream, Discover, Plan, and Book). Additionally, we have set up lead scoring foundations, designed new email
templates, established a famil process, and compiled a knowledge base and learnings.

Achievements: With the new consumer nurture journey, we’ve started testing a new email structure. Early results
have been promising, with an average open rate of 28%, a click-through rate of 56%, and a low unsubscribe rate of
0.3%. These are well above industry standards and is an early indication that the new email structure is resonating
well with our audience.
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In addition to this, we’ve created new email templates to align with the upcoming website redesign. The preference
center has also been built and tested, ready to go live alongside the website project.

@ R

Preferences Centre

A new adventure awaits

Through our automation efforts and new assets such as guides, our database has grown by 1,723 new contacts,
reflecting a 38% increase compared to 2023/24. We have had three ad acquisition campaigns live, with a fourth on
track to meet our target. These campaigns include:

o Bike: A collaboration with FourB offering a 10% off deal, resulting in 250 sign-ups.
o Golf: A newly developed golf guide, generating 430 sign-ups.
o Fishing: A partnership with Poronui to leverage their fishing guide, resulting in 770 sign-ups.

. Love Taupo X s

Unlock the Ultimate Guidebook to Fly-Fishing in
New Zealand, crafted by the experts at Poronui,
one of Taupd region’s premier See more

Getexpert lishing
knowledge

Upcoming initiatives: The upcoming consumer nurture journey, set to launch in July with the website launch. This
will allow us to engage with visitors at every stage of their journey (dream, discover, plan and book) providing
relevant, timely and personalised content to support their decision-making.

Currently, we are building the nurture journey from the backend of HubSpot. Additionally, new content is being
created to align with the lifecycle phases.

12



PR & media

We recorded a variety of media results in the last two
quarters of 2024. These ranged from video content made for
Nga Haeranga / Great Rides featuring Australian media star
and influencer Liv Phyland to a 6-page feature on the
Tongariro Alpine Crossing in Adventure magazine and mini-
golf in Kia Ora Magazine.

Taupo also featured in the 2024 edition of the Cuisine Good
Food Guide with two restaurants earning prestigious ‘hats’:
Embra (2 hats) and The Bistro (1 hat). Coupled with the new
Treats of Taupo food festival, we are using these
endorsements to leverage the Taupo food story for other
prospective media opportunities. ==

2025 has started with a bang and Taup0 is enjoying the limelight with two international travel giants including our
town in a list of 25 top places to visit in 2025 (CNN) and the most welcoming cities in the world (Booking.com). The
first accolade comes as the result of media pitches created by TNZ while the second is due to consumer reviews
supplied by visitors to Taupo. We sent out media releases to travel publications to highlight these achievements.

We have engaged Shona from Freeland Forever, alongside our existing content writers have been integral to driving
our pr strategy and media opportunities to achieve our goal of 52 newsworthy stories in the media per year.

Achievements
18 international media stories have been generated with an estimated advertising value of $759,977.
23 domestic media stories have been generated, with an additional 22 between Jan and Feb 25.

Taupo professional video Liv Phyland (Australian travel journalist influencer)
riding Taupo with Nga Haeranga / Great Rides

Tongariro Alpine Crossing - Adventure Magazine

THE TONGARIRO ALPINE CROSSING
The best one-day tramp in the world o
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https://www.nzcycletrail.com/inspire-your-ride/top-5-taupo-activities/
https://www.yumpu.com/en/document/read/68815072/adventure-magazine/24

On the cusp of triumph or disaster — mini golf

Home | Travelpews

| Taupd makes CNN's 25 best places to
(visitin 2025 list
: By Sarah Pollok

a Mukimedia ourmsiat - HZ et

Aty in A s mada CNN giobal 651 of th “25 best places 16 visitin
20257, 8 placamant ™ Nt 205750 @SIMMDS 10 be squivalent 1o $518,000
o aearising
Ench yoar CAN Travel reloases & highly anticicated st of 25

Shoud visit New 1t make the st in 2024, 2023,
2022, 202161 2020 bus this year cne city caught the eye of CHA Travel staft

Mangskde Chesmitz in Germany and Japan's Kansal, the couniry of Beliva, snd
Gdansi in Poland, i he idytic lakasige Town of nhich hiys “cinamatic
anascapes”

La Nouvelle-Zélande vient d'étre
nommeé pays «le plus beau du
monde» par un guide touristique

Mini Golf in Golfer Pacific magazine & KiaOra
magazine

CNN Places to visit in 2025 4 results

Le Figaro magazine (FR), featuring “the most
bueatiful country in the world:.

Booking.com ‘Most welcoming cities in the world’ 13
results so far this year.
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https://www.golferpacific.co.nz/newsblog/2024/11/8/on-the-cusp-of-triumph-or-disaster-mini-golf
https://edition.cnn.com/travel/best-destinations-to-visit-2025/index.html
https://www.facebook.com/photo/?fbid=1040864404747365&set=a.667120468788429
https://news.booking.com/bookingcom-reveals-the-worlds-most-welcoming-cities-for-2025/

Media tracker — 1 July — 31 Dec 24

Embra / bistro hat @ ‘? Aug 16, 2024 https://fwww.nzherald.co.nz/waikato-news/new..
Embra earns 2 hats in Cuisine Good Food Gui... [0 o Aug 24, 2024 https://cuisinegoodfoodguide co.nz/guide/em.
The Bistro earns one hat ta E) Aug 24, 2024 https://cuisinegoodfoodguide.co.nz/guide/the-
Embra earns 2 hats @ il Aug 28, 2024 https://www.bestrestaurants.nz/north-island/w.
SunLive - Treats of Taupo ® Aug 28, 2024 https://sunlive.co.nz/news/349999-taup---to-...
MNga Haerenga/great rides - Liv Phyland Q Aug 29, 2024 https://www.nzcycletrail.com/inspire-your-ride...
Fishing God Zone @ Sep 25, 2024 https://fishingingodzone.co.nz/FIGZ_sept_24/?...
Ask the expert - KiaOra Mag Q Sep 29, 2024 Bike Taupo chairman featured

Meeting Newz - 5 page feature BE ® Oct 1, 2024 Meeting Newz

Meeting Newz - Patrick's appointment @ Oct 1, 2024 https://www.meetingnewz.co.nz/images/storie..
Adventure Magazine - Tongariro Crossing - 6 ... () ? Oct 1, 2024 https://www.yumpu.com/en/document/read/é...
mini putt - Kia ora Mag (spin-off from Pacific . Q Oct 2,2024 https://www.golferpacific.co.nz/newsblog/202...
micenet - Digital BE Publication @ Oct 17,2024 https://mice.net.au/discover-unforgettable-bus...
Meetings Newz - BE Operator workshop ® Oct 22, 2024 https://www.meetingnewz.co.nz/news/hot-off..
NZ Herald - BE Operator Workshops ® Oct 29, 2024 https://www.nzherald.co.nz/nz/taupo-looks-to..
NZ Herald - Operator Hotel @ Oct 29, 2024 https://www.nzherald.co.nz/waikato-news/new...
Stuff - New Motel @ Oct 29, 2024 https://www.stuff.co.nz/business/360465338/t
Pacific Golf Maazine Q Nov 1,2024 https://issuu.com/golferpacificnz/docs/gpnz_2..
Catch Magazine - Todd Moen - Issue 82 Q Nov 30, 2024 https://catchmagazine.net/article/fly-fishing-ta..
Food Article - KiaOra mag Q Dec 1, 2024

NZ Herald - Treats of Taupo chefs @ Dec 9,2024 https://www.nzherald.co.nz/waikato-news/lifes.
Waikato Times - Taupo's Ironman ready to race @ Dec 10, 2024 https://www.waikatotimes.co.nz/nz-news/360..
NZ Herald - Treats of Taupo @ Dec 12, 2024 https://www.nzherald.co.nz/waikato-news/lifes

Campaigns
The Supervolcanic Trail Network campaign was launched to position Taupo as a premier biking destination,
leveraging its unique volcanic landscape. The campaign introduced a bold new brand identity and multi-channel
marketing strategy, generating significant awareness and engagement.

Key Results:

e 1.36 million unique viewers reached with high-frequency exposure (7.88x).

e 3.8 million total interactions, driven by strong video engagement (1.4 million ThruPlays).

e 19,363 landing page visits, with cost-per-visit dropping from $1.20 to $0.45—demonstrating campaign
efficiency.

e Embedded our pixel on FourB’s site to see ROI, confirmed 6 operator bookings via FourB, indicating early
success in converting interest into action, but without all biking operators onboard, it’s difficult to measure
full conversion.

e 578,269 total media investment, delivering strong ROl indicators.

e Our bike pillar page is the highest performing across our site with an increase of 324% yoy.

Strategic Insights:

Awareness-first approach built a strong foundation, leading to an effective transition into engagement and
conversion phases.
CTV and pre-roll video campaigns achieved high completion rates (98.3% and 84.3%, respectively), ensuring
deep brand engagement.
Targeted messaging evolution increased efficiency, with late-stage optimizations cutting cost-per-click
significantly.
The campaign successfully established the Supervolcanic brand as a must-ride experience, driving long-term
value for Taupod’s biking economy. Future phases will focus on refining audience targeting and enhancing
operator engagement to sustain momentum.
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Phase 1: Awareness
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Phase 2: Traffic
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Phase 3: Engagement
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Social media

From 1 July to 31 December 2024, our social media presence saw great growth, driven by key collaborations. On
Instagram, the main driver of growth was our lIronman-related posts, which were collaborations with the

Some of Aotearoa‘s best mountain biking

“ X

Come ride the incredible new Supervolcanic Trail Network in the Taupd region. 3, With over 30
wildly different trails to choose from, covering more than 380km - this is NZ's premier all-new

IT TAKES 22.000 YEARS

Leam more

& Share

O Love Tapo. x

o

Love Taupd o %
Sponsored (demo) @

Over 30 wildly different trails in the stunning Taupd region.
‘Whatever your level, we've got epic trails and packages to suit

% Discover what's on offer now.

SO g
DA
NN

W
&

Over River Scenic

30... Learn more Rides Learn more Rides
Oss e
dY Like Q comment @ Share

@ironmantri account (1.2 million followers), expanding our reach and engagement. Four of the top five posts during

this period featured Ironman World Championships content.

To extend our reach beyond event-driven engagement, we appointed Noora Tuikkanen from Social Tui as our new

social media manager in December. Her focus is to develop the social media strategy, content plan (which were both
previously done inhouse), enhance content quality, boost engagement, and position our destination as a must-visit

year-round. This also includes creating a TikTok account to ensure our destination is searchable on the platform,

which is one of the key channels for travel content.

To build our assets for social media, we engaged BareKiwi for a shoot and collaboration. Also, Jenny from Katalyst

social has been pivoted towards on the ground filming for social channels as we have a gap in our content for these

channels.
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Over the next six months, and in alignment with our broader marketing efforts and perception research, we will
focus on increasing reach and content interactions while ensuring our content remains high-quality, inspiring, and
valuable.

Metrics (compared to the previous 6 months):

Facebook Instagram

Metric Value Change (%) Metric Value Change (%)
Views 1.4 million |- Views 845.4K -

Reach 1.1 million |+153.3% Reach 217.1K +209%
Content 10.1K +14.5% Content 15.2K +100%
Interactions Interaction

Profile Visits 12.9K +14.1% Profile Visits | 11.9K -1.7K
Follows 683 +42.9% Follows 2.9K +710.7%

Top 3 best performing posts:

1. Ironman Reel - Instagram 2. Tongariro River Trail Carousel 3. Supervolcanic Trail Network
Post - Facebook Photo Post - Facebook
I::;::,:‘: and ironmantré O Love Taupd P Q Love Taupo

ated the stunning Lake Taupo. @
lovetauponz 9w

Moments that defined the VinFast
IRONMAN 70.3 World Championships.

jgh the Supervolcanic Trail Network. 2

& Athletes who gave it their all.
Fans who cheered with passion. &
Volunteers who kept the magic alive.

Event organizers who made it
unforgsttable

This was more than a race—it was a
global moment of connection. @

Relive the moments. tag your crew, and

save this for the feels. Who's ready for
the next one?

oQv A

@ 03 commen o
Marketing KPIs
KPM KPI (annual) Performance as of 31 Dec 24 | Achievement (50% of year)
Awareness of the | 3,000,000 website views 1,080,773 (-4.29 vs YoY) 40% at midyear.
region
Dgsire to travel 28,000 consumer marketing | 26k due to database cleans as 93% at midyear
contacts part of the marketing
atomisation optimisation project.
KPI measure changed to 2000
new contacts.
50,000 Facebook followers | 49,423 Facebook followers 98% at midyear
30,000 Instagram followers | 25,722 Instagram followers 85% at midyear
Engagement in 75% engagement 67.58% Lag of 7.5%
our channels 700,000 Active visitors 326,000 47% at midyear
Operator referrals: 300,000 | 100649 (-21.85% YoY) 34% at midyear
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https://www.instagram.com/reel/DD0IRRRzLAl/?fbclid=IwY2xjawIp9qJleHRuA2FlbQIxMAABHVwppPS8RxAQ_0Bcmu9Mpu-jgfA9GexiDJ72Q-Hpo6X4Yd9bUqIkauLAXA_aem_ieo9W2-jMDyk1OZAnUfcpQ
https://www.facebook.com/LoveTaupoNZ/posts/pfbid02VkwGfPUZSicwrLDy7ykJUh8k69p7an5wpy7wbZrJRphe6vXEQbSehiNrzou6JXt6l
https://www.facebook.com/LoveTaupoNZ/posts/pfbid02VkwGfPUZSicwrLDy7ykJUh8k69p7an5wpy7wbZrJRphe6vXEQbSehiNrzou6JXt6l
https://www.facebook.com/LoveTaupoNZ/posts/pfbid0dWtCiqXHbpaNigbHeHnk5gLb4Uba68DTwGZyHRxoyf2zEiFDHzK4g3aMpfohfVYYl
https://www.facebook.com/LoveTaupoNZ/posts/pfbid0dWtCiqXHbpaNigbHeHnk5gLb4Uba68DTwGZyHRxoyf2zEiFDHzK4g3aMpfohfVYYl

Trade Marketing and Industry Engagement

With international arrivals growing quickly, Tourism NZ re-entered the trade space with roadshows in the USA,
Germany, and the UK. Destination Great Lake Taupo worked alongside our Explore Central North Island partners
(ECNI) to represent the region at these events, as well as extending the ROI of the trip through additional
appointments across the USA and UK. We also hosted several Inbound Tour Operators in region, resulting in
increased inclusion of our product in their international itineraries.

In July we hosted 24 Inbound agents across 2 famils. Feedback was
exceptional and operators received immediate enquiries post famil.

Industry engagement and building industry capability remain key
priorities for the DGLT team. Our monthly social gatherings (started as a
morale booster during Covid) have continued to be a great way to bring
the industry together to share ideas with other tourism colleagues.

Industry capability workshops have included a digital workshop in
partnership with Amplify and a Health and Safety presentation to outline
the upcoming changes in the Adventure tourism space. The H&S
workshop also provided the opportunity to share DGLT’s new H&S procedures when hosting famils in region.

Our annual industry survey indicates the DGLT team is meeting expectations with an overall satisfaction rate of 93%
(up from 83% in 2022).

Business Events:

The Business Events (BE) portfolio continues to be an opportunity for the region — specifically in the shoulder
season. However, Taupo’s market share of business events has been in steady decline since 2010, when the region
attracted a 4% market share and in 2023 this had dropped to 1.8%.

Whilst a comprehensive strategy was developed in early 2024, it remains focused on attraction rather than
capability building. For Taupo to compete in the BE space, we would need to double our existing investment of
$100k (7salaries an activity) to $200k+. Additionally greater focus on capability building within the sector, driving
strategic offering and tactical activity.

Activity in the six months was focused on the completion and production of a new BE video, updated our BE Planner
and augmented our BE content on loveTaupo.com.

Other BE activity included attending the annual MEETINGS tradeshow in Rotorua, BEIA Conference, the BE Events
Expo and hosting a highly successful BE famil for 5 agents in July. There was limited industry participate in the famils
and the trade shows,
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The loss of the BE executive and the proposed revised funding for 2025-2026 is forcing the organisation to reconsider
the DGLT'’s involvement in the BE space. The challenges face our sector in this space are considerable.

A lack of collective vision from the tourism sector with regards to the Business events Sector
A lack of engagement, combined with low availability from accommodation providers who play a pivotal role
Lack of capability from operators, combined with ambitions for growth who play a secondary role

They are:

1.

2.

3.

4, No strategy to develop the BE sector collectively

5. Lack of significant/relevant conference/convention space
6. Lack of funding from DGTL/industry.

DGLT needs to develop a new partnership that will have industry substantially invested in the sector, as well as
leading activity rather than the opposite. Seeking partnership with DGLT as funding partner er rather than leading the
sector. DGLT’s focus should be in developing consumer facing campaigns to engage visitors to the region that are
likely to return with business events opportunities and connecting them directly with operators — the new website

and CRM will enable that.

Destination Management

Te lhirangi

The Destination Management Plan (DMP) was completed following
adoption by the members of the Leadership Advisory Group at the end of
December 2022. The advisory group has been disbanded as no further
funding was confirmed.

A DMP review has been proposed to ensure that the objectives identified
in 2022 remain relevant. Re-stablishing a leadership group to identify
strategic priorities would be essential to ensure the MP stays relevant and
a priority for the sector.

The enablement of the tourism sector and business remains a priority,
along with supporting regional ambitions for regenerative tourism.
Diversification of the tourism sector, notably focused on growth of the
shoulder seasons. All this whilst supporting affordable housing and
developing career paths for the tourism sector.
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https://www.lovetaupo.com/en/industry/destination-management-plan/

DGLT PERFORMANCE MEASURES

Performance against the principal objectives shall be assessed using the following measures.

Objective 1 — Grow the value of the

local tourism economy.

Strategic Priority

Data sources

Baseline data

2024-25

Interim result

On track

Comments

Growth in tourism expenditure

TECTs

TECTs YE June 2024

Retain domestic spend $348M

Grow international spend to
100% of pre-Covid level of $75M
(measured by TECT’s YE Jun
2019)

Objective 2 — Sustainably manage and develop the destination to create a ‘Destination of Excellence’ where tourism enriches our
community, culture, environment, and economy.

$338M

$79.5M

No

yes

The region failed to retain domestic spend vs.
FY2024. Many factors will have contributed to this -
the closing of Wairakei Resort, renovations at Hilton
and the overall lack of quality commercial
accommodation have made it a challenging
environment. Additionally increased competition
from Rotorua with regards to rates have exerted a
pressure on accommodation. Largescale events like
Ironman Worl have also pushed out the domestic
market.

International visitation has bounced back higher than
pre-pandemic levels

Strategic Priority Performance Measures Baseline 2024-25 Interim report On track Comments
Continue
Quarterly meetings of Te implementation of Te o - . .
Limit tivit N Th
Ihirangi Governance Group Ihirangi Destination imited activity Ongoing ° €re IS No governance group
Implement a Destination Management Management Plan
strategy ensuring the balance of . - A capability workshop for business events has been
. . . G dust bilit Indust ksh 2 ksh 2 ducted R
economic growth with the social, row industry capabiiity naustry workshops workshops conducte yes conducted as well as a workshop for trade readiness
cultural, and environmental well-being Work with Amplify and
of the community. Fill product gaps through new Iwi to identify new . . a partnership with Tawharetoa has been conducted
Ongoing Ongoing yes . _ - .
product development product development with Nga Kete o Tapoi
opportunities.
Biannual community
Social license - connect with sentiment survey — .
v N/A May 2026 yes next survey to be completed in may 2026

residents

survey completed May
2024
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Objective 3 - Run an efficient and effective regional tourism

organisation, strongly supported by the local tourism industry.

Strategic Priority

Data source

Baseline data

2024-25

Interim report

On track

Comments

Support for DGLT marketing initiatives

Measured by free of charge,
in-kind or advertising support
for marketing and famils
activity. Participation in DGLT
hosted activities and
campaigns

YE June 2023: $102,312

$85,000

$39,547

Yes

DGLT is on track to achieve it’s objective of $85k

Stakeholder satisfaction

Annual Industry Survey

2019: 67% 2020:
76%

2021: 82% 2022:
83%

2023:93%

85%

ongoing

ongoing

Survey has yet to be conducted as it was done in
June 2024 achieving 89%
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Statement of Comprehensive Revenue and Expense

For the Half-year ended 31 December

2024

Revenue
Operating grants
Revenue from services provided

Finance revenue
Total revenue
Expenditure
Personnel costs

Depreciation and amortisation expense

Finance costs
Other expenses

Total operating expenditure

Operating surplus/(deficit) before tax

Income tax (expense)/credit

Total comprehensive revenue and expenses

attributable to:
Destination Lake Taupd Trust

Note

11,12

Unaudited Unaudited Audited

6 Monthsto 6 Months to 12 Months to

31 Dec 2024 31 Dec 2023 30 Jun 2024

$ $ $

657,097 1,058,074 2,116,147
27,504 32,095 67,208
12,933 7,670 20,590
697,534 1,097,839 2,203,945
452,750 381,616 766,991
22,724 6,681 16,798
0 - -

429,774 510,519 1,164,191
905,248 898,816 1,947,980
(207,714) 199,023 255,965
(207,714) 199,023 255,965

Summary of significant accounting policies and the accompanying notes form part of these financial statements.

Statement of Changes in Equity

For the Half-year ended 31 December

2024

Net Assets/Equity at start of the year

Total comprehensive revenue and expenses

Balance at 30 June

Note

Unaudited Unaudited Audited
6 Monthsto 6 Monthsto 12 Months to
31 Dec 2024 31 Dec 2023 30 Jun 2024
$ $ $
666,231 410,266 410,266
(207,714) 199,023 255,965
458,517 609,289 666,231

Summary of significant accounting policies and the accompanying notes form part of these financial statements.
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Statement of Financial Position

As at 31 December 2024

Note
ASSETS
Current assets
Cash and cash equivalents 9
Trade and other receivables 10
Prepayments
Total current assets
Non-current assets
Property, plant and equipment 1
Intangible assets 12
Total non-current assets
Total assets
LIABILITIES
Current liabilities
Trade and other payables 13
Employee entitlements 14
Total current liabilities
Total liabilities
Net assets (assets minus liabilities)
EQUITY

Contributed equity 8
Accumulated funds 8

Total equity

Unaudited Unaudited Audited
As at As at As at
31 Dec 2024 31 Dec 2023 30 Jun 2024
$ $ $
336,205 706,131 658,641
11,421 9,258 36,096
41,964 39,098 30,415
389,589 754,488 725,152
13,824 12,891 15,957
150,102 12,985 117,459
163,926 25,876 133,415
553,515 780,364 858,568
42,310 110,437 154,963
52,688 60,638 37,374
94,998 171,075 192,337
94,998 171,075 192,337
458,517 609,289 666,231
100 100 100
458,417 609,189 666,131
458,517 609,289 666,231

Summary of significant accounting policies and the accompanying notes form part of these financial statements.
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Statement of Cashflows

For the Half-year ended 31 December
2024

Cash flows from operating activities

Receipts from customers
Receipts from Taupd District Council operating
grant

Finance revenue

Other revenue

Payments to suppliers
Payments to employees
Net GST refunded / (paid)

Net cash flow from operating activities

Cash flows from investing activities

Purchase and development of property, plant and
equipment

Purchase and development of intangibles

Net cash flow from investing activities

Net increase (decrease) in cash held

Add cash at start of period

Cash, cash equivalents, and bank overdrafts at
the end of the period

Reconciliation of Statement of Cashflows operating activities

Surplus/(deficit) after tax
Add/(less) non cash items:

Depreciation and amortisation

Add/(less) movements in working capital items
(increase)/decrease in accounts receivable

(increase)/decrease in prepayments

Increase/(decrease) in accounts payable
Increase/(decrease) in employee entitlements

Net cash inflow/(outflow) from operating
activities

Note

Unaudited Unaudited Audited
6 Months to 6 Months to 12 Months to
31 Dec 2024 31 Dec 2023 30 Jun 2024
$ $ $
30,070 29,261 68,206
564,306 1,058,074 2,116,147
12,933 7,670 20,590
89,977 2,225 -
(636,168) (632,639) (1,223,226)
(437,436) (392,653) (801,292)
22,110 34,663 (3,659)
(354,209) 106,600 176,766
(1,897) (5,389) (11,296)
(52,526) - (111,750)
(54,423) (5,389) (123,046)
(408,631) 101,211 53,720
658,640 604,920 604,920
250,009 706,131 658,640
Unaudited Unaudited Audited
6 Months to 6 Months to 12 Months to
31 Dec 2024 31 Dec 2023 30 Jun 2024
$ $ $
(207,714) 199,023 126,793
22,724 6,681 27,083
24,675 24177 1,566
(11,549) 14,333 (15,677)
(112,653) (126,576) (437,960)
15,314 (11,037) 12,396
(269,202) 106,600 (285,799)

Summary of significant accounting policies and the accompanying notes form part of these financial statements.



01. Statement of accounting policies for the Half year ended 31 December 2024

1.1 Reporting entity

The Destination Lake Taupo Trust (‘the Trust") is a Council Controlled Organisation of Taup0 District
Council, by virtue of the Council's right to appoint the Board of Trustees. Governance is provided by the
Trust Board as per the Destination Lake Taupd Trust deed. The relevant legislation governing the Trust's
operations includes the LGA. The financial statements of the Destination Lake Taupo Trust have been
prepared in accordance with the provisions of section 68 and section 69 of the Local Government Act 2002.

The primary objective of the Trust is to promote the Great Lake Taupd region to the domestic and
international visitor market with the specific intention of growing this market, rather than for making a
financial return. Accordingly, the Trust has designated itself as a public benefit entity for financial reporting
purposes.

The financial statements of the Trust are for the period ended 31 December 2024. The financial statements
were approved by the Board of Trustees on xxx.

02. Summary of significant accounting policies

2.1 Basis of preparation

The financial statements have been prepared on a Going Concern basis, and the accounting policies have
been applied consistently throughout the period.

This is dependent on continuing support from the Taupo District Council. On the 26th July 2023 Council
passed resolution TDC202207/09 agreeing to fund the Trust for the next 12 months.

Statement of compliance

The financial statements of the Trust have been prepared in accordance with the requirements of the Local
Government Act 2002, which includes the requirement to comply with New Zealand generally accepted
accounting practice (NZGAAP).

They comply with NZ PBE IPSAS as appropriate for public benefit entities.

The financial statements of the Trust have been prepared in accordance with Generally Accepted
Accounting Practice in New Zealand (‘NZ GAAP’). They comply with Public Sector Public Benefit Entity
Standards (PS PBE Standards).

The financial statements have been prepared in accordance with Tier 2 PBE accounting standards RDR as
it has no public accountability and has total expenses (including grants) of > $2million but < $30million.

These financial statements comply with PBE standards.

The Trust has adopted External Reporting Board Standard A1 Accounting Standards Framework (FP
Entities & PS PBEs Update) (XRB A1). XRB A1 establishes a PBE tier structure and outlines which suit of
accounting standards entities in different tiers must follow. The Trust is a Tier 2 PBE as it has no public
accountability and has total expenses (including grants) of less than $30 million.

Measurement base

The financial statements have been prepared on a historical cost basis except for certain classes of assets
and liabilities which are recorded at fair value. These are detailed in the specific policies below.

Functional and presentation currency

The financial statements are presented in New Zealand dollars, and all values are rounded to the nearest
dollar. The functional currency of the Trust is New Zealand dollars.

Changes in accounting policies

There have been no changes in accounting policies

2.2 Foreign currency transactions

The functional and presentation currency is New Zealand dollars. Transactions in foreign currencies are
translated at the foreign exchange rate ruling on the day of the transaction.

2.3 GST

The financial statements have been prepared exclusive of GST, except for trade and other receivables and
trade and other payables. Where GST is not recoverable as an input tax it is recognised as part of the
related asset or expense.

Commitments and contingencies are disclosed exclusive of GST.

Summary of significant accounting policies

The net GST paid to, or received from the IRD, including the GST relating to investing and financing
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activities, is classified as an operating cash flow in the cash flow statements.

2.4 Revenue

Revenue is measured at fair value.

Grants

All grants (including the grant from Taupo District Council) and bequests received, including non-monetary
grants at fair value, shall be recognised as revenue when there is reasonable assurance that:

(a) the entity will comply with the conditions accounting to them; and

(b) the grants will be received.

Vested assets

Where a physical asset is acquired for nil or nominal consideration, the fair value of the asset received is
recognised as revenue.

Sales of goods

Revenue from the sale of goods is recognised when the significant risks and rewards of ownership have
been transferred to the buyer.

Marketing fees

Marketing fees are fees charged for the advertising and promotion of businesses and tourism operators.
This includes but is not limited to website advertising and other print advertising. Marketing fees are
recognised as revenue when the Trust invoices the customer.

Interest and dividends

Interest revenue is recognised as it accrues, using the effective interest method.

No revenue is recognised if there are significant uncertainties regarding recovery of the consideration due,
associated costs or the possible return of goods.

2.5 Leases

(iYOperating leases

Payments made under operating leases are recognised in the surplus or deficit on a straight-line basis over
the term of the lease. Lease incentives received are recognised in the Statement of Comprehensive
Revenue and Expense as an integral part of the total lease expense.

2.6 Equity

Equity is the community’s interest in the Trust as measured by the value of total assets less total liabilities.
Equity is disaggregated and classified into a number of reserves to enable clearer identification of the
specified uses DGLT makes of its accumulated surpluses.

Equity is the community's interest in the Trust, and is measured as the difference between total assets and
total liabilities

2.7 Cash and cash equivalents

Cash and cash equivalents comprise cash balances and call deposits, and other short term highly liquid
investments with maturities of less than three months.

2.8 Financial assets

The Trust classifies its investments as loans and receivables.

Loans and receivables

Loans and receivables are non-derivative financial assets with fixed or determinable payments, which are
not quoted in an active market. They are included in current assets except for maturities greater than 12
months after the balance date, which are included in non-current. After initial recognition they are
measured at amortised cost using the effective interest method. Gains and losses when the asset is
impaired or derecognised are recognised in the Statement of Comprehensive Revenue and Expense.

2.9 Trade and other receivables

Trade and other receivables are initially measured at face value, less impairment losses (note 2.12). A
provision for impairment of receivables is established when there is objective evidence that the Trust will not
be able to collect all amounts due according to the original terms of receivables. The amount of the
provision is the difference between the carrying amount and the present value of the estimated future
cashflows, discounted using the effective interest method.
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Summary of significant accounting policies

2.10 Property, plant and equipment

Property, plant, and equipment consist of:

Operational assets — These include plant and equipment.

No property, plant or equipment owned by the Trust are subject to restrictions in title or have been pledged
as security for liabilities. There are also no contractual commitments for the acquisition of plant, property
and equipment.

Property, plant and equipment are shown at cost or valuation, less accumulated depreciation and
impairment losses.

Valuation methodologies

Subsequent costs are included in the asset’s carrying amount or recognised as a separate asset, as
appropriate, only when it is probable that future economic benefits associated with the item will flow to the
Trust and the cost of the item can be measured reliably. All other repairs and maintenance are charged to
the surplus or deficit during the financial period in which they are incurred.

Borrowing costs are not capitalised as part of the cost of an asset. They are recognised as an expense in
the period in which they are incurred.

Additions

The cost of an item of property, plant, and equipment is recognised as an asset if, and only if, it is probable
that future economic benefits or service potential associated with the item will flow to the Trust and the cost
of the item can be measured reliably.

Disposals

Gains and losses on disposals are determined by comparing the disposal proceeds with the carrying
amount of the asset. Gains and losses on disposals are reported net in the surplus or deficit. When
revalued assets are sold, the amounts included in asset revaluation reserves in respect of those assets are
transferred to accumulated funds.

When the use of a property changes from owner-occupied to investment property, the property is
reclassified to investment property at its fair value at the date of the transfer.

Subsequent measurement

Subsequent to initial recognition, classes of property, plant & equipment are accounted for as set out below.
Depreciation is charged on a straight-line basis at rates calculated to allocate the cost or valuation of an
item of PP&E, less any residual value over its remaining useful life.

Depreciation

Depreciation is provided on a straight-line basis on all property, plant, and equipment other than land, at
rates that will write-off the cost (or valuation) of the assets to their estimated residual values over their
useful lives. The useful lives and associated depreciation rates of major classes of assets have been
estimated as follows:

+ Office and computer equipment 4 -10years 8.5% - 30%

* Furniture and fittings2 - 10 years 7% - 33%

2.11 Intangible assets

Intangible assets are initially recorded at cost. Where acquired in a business combination, the cost is the
fair value at the date of acquisition. The cost of an internally generated intangible asset represents
expenditure incurred in the development phase.

Subsequent to initial recognition, intangible assets with finite useful lives are recorded at cost, less any
amortisation and impairment losses and are reviewed annually for impairment losses. Amortisation of
intangible assets is provided on a straight-line basis that will write off the cost of the intangible asset to
estimated residual value over their useful lives. Assets with indefinite useful lives are not amortised but are
tested, at least annually, for impairment and are carried at cost less accumulated impairment losses.

Realised gains and losses arising from the disposal of intangible assets are recognised in statement of
comprehensive income in the year in which the disposal occurs.

Summary of significant accounting policies

Software acquisition and development

Costs that are directly associated with the development of the development of the Love Taupd website are
recognised as an intangible asset.

Costs associated with maintaining the website are recognised as an expense when incurred.
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Amortisation

The useful lives and associated amortisation rates of major classes of intangible assets have been
estimated as follows:

Class of intangible asset Estimated useful life

Website 4 years

2.12 Impairment

An impairment loss is recognised for the amount by which the asset’s carrying amount exceeds its
recoverable amount. The recoverable amount is the higher of an asset’s fair value less costs to sell and
value in use.

If an asset's carrying amount exceeds its recoverable amount, the asset is regarded as impaired and the
carrying amount is written-down to the recoverable amount. The total impairment loss is recognised in the
surplus or deficit. The reversal of an impairment loss is recognised in the surplus or deficit.

2.13 Financial Liabilities

Short term creditors and other payables are recorded at their face value.

2.14 Employee entitlements

Provision is made in respect of the Trust's liability for salaries and wages accrued up to balance date as
well as annual leave.

Liabilities for annual leave are accrued on an actual entitlement basis, using current rates of pay.

Long-term employee entitlements

Employee benefits that are due to be settled beyond 12 months after the end of the period in which the
employee renders the related service, such as long service leave and retirement gratuities, have been
calculated on an actuarial basis. The calculations are based on:

« likely future entitlements accruing to staff, based on years of service, years to entitlement, the likelihood
that staff will reach the point of entitlement, and contractual entitlement information; and

« the present value of the estimated future cash flows.

Superannuation schemes

Defined contribution schemes

Obligations for contributions to defined contribution superannuation schemes are recognised as an expense
in the surplus or deficit when incurred.

2.15 Interest bearing borrowings

Borrowings are initially recognised at their fair value. After initial recognition, all borrowings are measured at
amortised cost using the effective interest method.

2.16 Income tax

The Inland Revenue Department has previously confirmed the Trust is exempt from income tax under
sections CW 40 of the Income Tax Act 2007. The Inland Revenue Department has advised that the
exemption is not back-dated and applies from the date that the trust deed was amended on 12 June 2015.

2.17 Budget figures
The budget (SOI) is approved by the Board in the Statement of Intent and in complying with sections 64, 66,
and 67 of the Local Government Act 2002.

2.18 Advertising costs

Advertising costs are expensed when the related service has been rendered.

03. Critical accounting estimates and judgements

In preparing the financial statements the Trust made estimates and assumptions concerning the future.
These estimates and assumptions may differ from the subsequent actual results. Estimates and
judgements are continually evaluated and are based on historical experience and other factors, including
expectations of future events that are believed to be reasonable under the circumstances.
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04. Revenue from services provided

Revenue from significant activities

Other revenue
Marketing fees

Total revenue from services provided

05. Revenue from grants

Grants
Other government grants™
Operating grant from Taupo District Council

Total revenue from government grants

» Other government grants includes the grant received from MBIE as part of the Strategic Tourism Assets

Unaudited Unaudited Audited
12 Months
6 Months to 6 Months to to
31 Dec 31 Dec
2024 2023 30 Jun 2024
$ $ $
- - 35,113
27,504 32,095 32,095
27,504 32,095 67,208
Unaudited Unaudited Audited
12 Months
6 Months to 6 Months to to
31 Dec 31 Dec
2024 2023 30 Jun 2024
$ $ $
89,834 - -
564,306 1,058,074 2,116,147
654,140 1,058,074 2,116,147

Protection [STAPP] Programme. The programme was nationwide and was intended to protect core tourism
offerings to ensure their survival through the disruption caused by Covid 19.

There are no unfulfilled conditions or other contingencies attached to the government grants which have

been recognised.

06. Finance revenue and finance costs

Finance revenue

Interest revenue
Less finance costs

Interest expense

Net finance costs

Unaudited Unaudited Audited
12 Months
6 Months to 6 Months to to
31 Dec 31 Dec

2024 2023 30 Jun 2024

$ $ $
12,933 7,670 20,590
12,933 7,670 20,590
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07. Operating expenditure

Employee benefit expenses

Salaries and wages

Increase/(decrease) in employee
entitiements/liabilities

Defined contribution plan employer contributions

Total employee benefit expenses

Depreciation by asset class:

Office Furniture & Equipment
Amortisation of intangible assets:

Website

Total depreciation and amortisation

Advertising

Audit fees for financial statements audit
Bad debts written off

Bank fees

Board meeting fees

Building Rental

Conferences & Industry Training
Insurance

Maintenance

Materials and supplies

Memberships and subscriptions

Other expenses

Printing & stationery

Professional services fees

Publicity

Taupo District Council administration fee
Travel & accommodation

Total Other expenses

Unaudited Unaudited Audited

12 Months

6 Months to 6 Months to to

31 Dec 31 Dec

2024 2023 30 Jun 2024

$ $ $
427,770 384,120 784,032
15,314 (11,037) (34,301)
9,666 8,532 17,259
452,750 381,616 766,991
2,841 2,913 5,754
19,883 3,767 11,044
22,724 6,681 16,798
208,834 236,167 578,473
7,096 7,194 12,533
97 120 247
10,616 12,455 25,032
6,665 9,340 16,005
10,518 18,152 32,528
1,476 1,407 4,243
3,770 4,065 7,650
5,824 3,260 14,629
46,789 67,578 139,706
82,682 45,458 134,675
17 289 559
6,016 30,664 60,581
1,175 874 874
25,000 25,000 50,000
13,198 48,494 86,456
429,774 510,519 1,164,191
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08. Net assets/equity

Trust Equity
Accumulated funds

Balance at end of period

Contributed equity
Equity
Balance at end of period

Total equity

Accumulated funds

Balance as at 1 July

Surplus for the period

Balance at end of period

09. Cash and cash equivalents

Cash at bank

Term deposits with maturities of less than three

months

Total cash and cash equivalents used in

statement of cashflows

The Trust has a BNZ Visa with a credit limit of $40,000.

Unaudited Unaudited Audited
12 Months
6 Months to 6 Months to to
31 Dec 31 Dec
2024 2023 30 Jun 2024
$ $ $
458,417 609,189 666,131
458,417 609,189 666,131
100 100 100
100 100 100
458,517 609,289 666,231
666,131 410,166 410,166
(207,714) 199,023 255,965
458,417 609,189 666,131
Unaudited Unaudited Audited
12 Months
6 Months to 6 Months to to
31 Dec 31 Dec
2024 2023 30 Jun 2024
$ $ $
(63,795) 306,131 258,641
400,000 400,000 400,000
336,205 706,131 658,641




10. Trade and other receivables

Trade receivables

Net debtors

Receivables from related parties (note 15)
Other

GST refund

Total current net trade and other receivables

Total debtors and other receivables from
exchange transactions

Total current net trade and other receivables
from non-exchange transactions

Total current net trade and other receivables

Debtors and other receivables are non-interest bearing and receipt is normally on 30-day terms, therefore
the carrying value of debtors and other receivables approximates their fair value.

Unaudited Unaudited Audited
12 Months
6 Months to 6 Months to to
31 Dec 31 Dec

2024 2023 30 Jun 2024

$ $ $
2,152 8,975 4,930
2,152 8,975 4,930
278 148 213
430 136 283
8,561 - 30,670
9,269 284 31,166
11,421 9,258 36,096
2,152 8,975 4,930
9,269 284 31,166
11,421 9,258 36,096

The status of receivables as at 31 December 2024 are detailed below:

Current

Past due 1-30 days
Past due 31-60 days
Past due 61+ days

Total Net receivables

Unaudited Unaudited Audited
6 Months 6 Months 12 Months
to to to
31 Dec 31 Dec
2024 2023 30 Jun 2024
$ $ $
- 3,858 4,930
- 4,600 -
- 517 -
- 8,975 4,930

The Trust holds no collateral as security or other credit enhancements over receivables that are either past

due or impaired.
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11. Property, plant and equipment

As at 31 December 2024
Cost

Opening cost
Additions

Closing cost

Accumulated depreciation
Opening accumulated depreciation
Depreciation expense

Closing accumulated depreciation

Total carrying amount at 31 December 2024

As at 31 December 2023
Cost

Opening cost
Additions
Disposals
Impairment

Closing cost

Accumulated depreciation
Opening accumulated depreciation
Depreciation expense

Closing accumulated depreciation

Total carrying amount at 31 December 2023

As at 30 June 2024
Cost

Opening cost
Additions

Closing cost

Accumulated depreciation
Opening accumulated depreciation
Depreciation expense

Closing accumulated depreciation

Total carrying amount at 30 June 2024

Office &
Furniture & Computer
fittings equipment Total

29,012 40,808 69,820
1,188 709 1,897
30,200 41,517 71,717
(23,614) (34,603) (58,217)
(525) (2,388) (2,913)
(24,139) (36,991) (61,130)
6,061 4,526 10,587
29,012 39,344 68,356
29,012 45,009 74,021
(23,614) (34,603) (58,217)
(525) (2,388) (2,913)
(24,139) (36,991) (61,130)
4,873 8,018 12,891
27,824 40,808 68,632
1,188 10,108 11,296
29,012 50,916 79,928
(22,121) (30,221) (52,342)
(1,493) (4,382) (5,875)
(23,614) (34,603) (58,217)
5,398 16,313 21,711
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12. Intangible assets

As at 31 December 2024
Cost

Opening cost

Additions

Disposals

Impairment

Closing cost

Accumulated amortisation
Opening accumulated amortisation
Amortisation expense

Closing accumulated amortisation

Total carrying amount at 31 December 2024

As at 31 December 2023
Cost

Opening cost

Additions

Disposals

Closing cost

Accumulated amortisation
Opening accumulated amortisation
Amortisation expense

Closing accumulated amortisation

Total carrying amount at 31 December 2023

As at 30 June 2024
Cost

Opening cost
Additions

Disposals

Closing cost

Accumulated amortisation
Opening accumulated amortisation
Amortisation expense

Closing accumulated amortisation

Total carrying amount at 30 June 2024

Capital
work in
Website progress Total

(157,449) (157,449)
(3,767) (3,767)
(161,216) (161,216)
(157,449) (157,449)
(3,767) (3,767)
(161,216) (161,216)
(4,617) (4,617)
(136,240) (136,240)
(21,208) (21,208)
(157,448) (157,448)
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13. Trade and other payables

Trade payables
Accrued expenses
Provision for ACC

Revenue in advance
GST payable

Payables to controlled entities (note 15)

Total creditors and other payables

Total creditors and other payables from exchange
transactions

Total creditors and other payables from non-
exchange transactions

Total current creditors and other payables from
exchange and non-exchange transactions

Trade payables are non-interest bearing and are normally settled on 30-day terms, therefore the carrying

value of trade payables approximates their fair value.

14. Employee benefit liabilities

Current portion
Accrued pay
Annual leave

Alternative leave
Total current portion

Total employee entitlements

Unaudited Unaudited Audited
6 Months 6 Months 12 Months
to to to
31 Dec 31 Dec
2024 2023 30 Jun 2024
$ $ $
36,105 39,258 77,811
5,573 60,921 150,177
489 380.38 865
143 2,225 -
- 7,652 -
- - 8,160
42,310 110,437 237,013
41,679 100,179 236,148
631 10,257 865
42,310 110,437 237,013

Unaudited Unaudited Audited

6 Months 6 Months 12 Months
to to to

31 Dec 31 Dec
2024 2023 30 Jun 2024

$ $ $
21,596 19,492 35,526
31,092 41,146 36,149
52,688 60,638 71,675
52,688 60,638 71,675




15. Related party transactions

The Destination Lake Taupo Trust (the Trust) is a Council Controlled Organisation of Taupd District Council
and received a significant operating grant of $564,306 (31 Dec 2023: $1,058,074) from the Council to
deliver it's objectives as specified in the Trust Deed. All transactions with related parties have been
conducted at arms-length.

Key management personnel

Unaudited Unaudited Audited
6 Months 6 Months 12 Months

to to to
31 Dec 31 Dec
2024 2023 30 Jun 2024
$ $ $
Remuneration (Trustees and Senior Management
Personnel) 176,648 176,648 320,042
Total key management personnel compensation 176,648 176,648 320,042
Total full-time equivalent personnel 5 7 7

Due to the difficulty in determining the full-time equivalent for both the Trustees and the Senior
Management Team, the fulltime equivalent figure is taken as the number of persons in these roles at
balance date.

Key management personnel include the Trustees and the Senior Management Team.

16. Capital and operational commitments and operating leases

The Destination Lake Taupd Trust sub-leases a building from the Taupo District Council in the normal
course of the Trust's business. The building is situated at 32 Roberts Street Taup0d. The sub-lease expired

on 2nd February 2023 and the lease is currently on a month by month basis. The future aggregate
minimum lease payments to be paid under the operating sub-lease is as follows:

Unaudited Unaudited Audited
6 Months 6 Months 12 Months

to to to
31 Dec 31 Dec
2024 2023 30 Jun 2024
$ $ $

Payable no later than one year S - -

Later than one, not later than two years - - -

Total non-cancellable operating leases - - -

17. Events after balance date
There were no significant events after balance date.

17. Contingencies
As at 31 December 2024 the Trust had no contingent liabilities or assets (31 Dec 2023: $nil).
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18. Financial instruments
Financial instrument categories

Assets
Cash and cash equivalent

Receivables
Total assets at 30 June

Liabilities

Payables and accruals
Total liabilities at 30 June

20. Explanation of major variances against budget

Total Revenue
Total Expenditure

Explanations for major variations from the Statement of
Intent

Major variances in revenue against budget
TDC Funding

STAPP Grant - balance of grant unspent at June 2022
higher than expected

Revenue from services provided - unbudgeted website
advertising

Finance Revenue - unbudgeted interest income

Major variances in expense against budget

Employee benefit expenses - higher than budget utilising
the additional STAPP funding

Marketing, advertising and other expenses - slightly over
budget utilising the additional STAPP funding

Actual - surplus before tax

DLTT
Loans and Loans and
receivables receivables
2024 2023
$ $
336,205 895,344
2,152 2,891
338,357 898,235

Measured at

Measured at

amortised amortised
cost cost
2024 2023
$ $
42,310 674,973
42,310 674,973
DLTT
Actual SOl
2024 2023
$ $
697,534 2,293,896
(905,248) (2,293,896)
Actual SOl
$ $
564,306 2,063,896
418,764 200,000
44,555 30,000
12,933
1,040,558 2,293,896
(452,750) (585,907)
(1,755,096) (1,707,989)
(2,207,846) (2,293,896)
(1,167,287) 0
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21. Impact of Covid-19

n July 2022, the borders re-opened to all international visitors. Numbers bounced back but were still down
on 2019 figures. Staff levels have been reinstated to pre-covid levels to deliver trade marketing initiatives.
Despite increased spending, the higher than budgeted balance of STAPP funding at June 2022 has
resulted in a surplus in the current year.

22. Going Concern
The financial statements have been prepared on the basis that the Trust is a going concern. The Trust is
dependent upon the continued financial support of Taupo District Council in order to continue as a going

concern. Taupo District Council has provided a letter of comfort to the Trustees that outlines the Council will
continue to provide support to the Trust to ensure it remains a going concern.
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