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1. Executive Summary

Destination Great Lake Taupo (DGLT) is a Council Controlled Organisation (CCO) for the purposes
of the Local Government Act 2002. It has no subsidiaries and is a not-for-profit organisation.

DGLT is governed by a Board appointed by the Taupo District Council (TDC) under the Trust Deed
(6 September 2010) establishing the CCO. DGLT is funded at 98% by a grant from TDC, on behalf
of Taupo District ratepayers. Industry and partnership contributions account for less than 2% of
the overall organisational funding.

Tourism sector GDP proportion of total GDP

« of total, March years

New Zealand

Tourism significantly impacts Taupd’s economy, with a GDP
contribution of $315M. The sector accounts for 9.3% of all
economic activity in Taupo, surpassed only by the agriculture, .,
forestry and fishing and Electricity, gas, water and waste services?®.
Tourism in the Taupo district is double that of the national average, .. _/1%
where it represents only 4.8% of GDP. However, this is a sharp

decline compared to 2000, where it was 14.9% of GDP. Whilst

tourism has grown since 2000, the region growth averaged 0.9%
compared with an average of 2.6% in New Zealand.

Composition of tourism expenditure

Inthe Taupd District tourists spent a total of $788.6m

Dermestic in 2024. Spending was up by 0.8% compared with the

previous year. By comparison spending increased by 5.5% in
New Zealand.

e International visitors contributed 24.1% in Taupo
District in 2024, while domestic visitors contributed 75.9%.
I I I Consequently, for each dollar invested in tourism by local

council, tourism offered a return of $375.

Accommodation remains the biggest hurdle for the district?. Whilst

)
the region has traditionally outperformed all central north island

districts in terms of accommodation spend (both in proportionand = T — .
nominal spend), Rotorua, through consistent funding and %'“7 / f_

resourcing has overtaken the district. Regions like the Hawke’s Bay . ,\\ /,//-'/ T

and Hamilton & Waikato Tourism, that have significantly cut their ..~/
RTO funding have seen declines in visitor overnight visitor volumes.

This leaves activity operators, with unused capacity and a loss of oo
opportunity.

"Infometrics GDP Contribution tool
2 MBIE Accommodation Data Programme
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Tourism sector employment relative to other industries, 2024

Filled jobs, year to March 2024

Name

Accommodation and food services
Construction

Agriculture, forestry and fishing

Retail frade

Manufacturing

Professional, scientific and technical services
Health care and social assistance
Education and training

Transport, postal and warehousing

Public administration and safety

Other services

Administrative and support services

Rental, hiring and real estate services

Arts and recreation services

Electricity, gas, water and waste services
Wholesale trade

Financial and insurance services

Mining

Information media and telecommunications

Total

Technology stays at the heart of our marketing strategy.
In order to outsmart regions with larger budgets and
staffing, we need to ensure a better legacy from our
tourism marketing investment; focusing on consumer

Level

2586
2560
2352

233

572
391
1,348
1,306
889

896

% of total

Level

2,807,834

% of total

39%

The tourism sector employed an average of 2,728 people
in Taupo District in 2024. This amounted to 12.8% of Taupo
District's total employment in2024as compared
to 20.7% in 2000. Tourism remains the largest employment
industry in the region, and for the district, it contributes
twice the national average of 6.5%.

Employment growth in the tourism sector in Taupo District
has averaged -0.2%pa between 2000 and 2024, compared
with an average of 1.3%pa in New Zealand.

Employment in the tourism sector declined by
0.1% in 2024 in Taupo District, compared with an increase
of 13.5% in New Zealand.

Again the lack of productivity associated with the sector
and capacity constraints are holding back innovation and
employment in the sector.

District

Current prices, year to March 2024

Auckland Regior

Walkato Region

$88.9m

acquisition and better mapping of the customer journey

to drive desire and attract visitors. DGLT refers to this

strategy as owning our
understanding and tracking consumer behavior and

developing personalised content for our audiences.

audience,

Wellngion Regior

$86.3m

which means

Eay of Plenly Hegion

$81.7m

Manawatl-Wharganui Regior

§72.3m

$o50r $50m §7sm S100m

§125n

Domestic tourism expenditure by tourist origin, top five regions In Taupo

$148.8m

u §150m

This technological shift requires significant investment in content development, image assets and

technology including Al.

This technological shift will benefit both domestic and international markets since 80% of Taupd’s
visitation remains from western markets, with visitors who research travel with similar behavior
pattern as domestic visitors.

Domestic tourism will remain a priority focus for DGLT, particularly in growing shoulder and out-

of-season visitation through
storytelling. Tracking the evolving perception, desirability
and competitiveness of the destination will be key.

Our international strategy will have a greater focus on

impactful

and strategic

Composition of tourism expenditure

% of 10tal, year to March 2024

International

Taupo District 24.1% 75.9%

product development and operator capability building,
including supporting the creation of a stronger Maori
tourism offering. Whilst

connecting and enhancing
awareness of the destination through trade will still be a key
component of our international strategy, DGLT needs to
focus on securing key accounts to drive sustainable and

New Zealand

65.6%

o 0% o0%

A0 50% 0%



strategic visitation to the region, in order to benefit

International tourism expenditure by tourist origin, top five countries . . .
Taupo District both accommodation providers and tourism
cuttent prices.yeario Mareh 20z operators. Focus will remain on key markets but
§50.6m DGLT will also draft market development strategies
for emerging markets like China, India and South

nited States of America

Auslralia $36.2m

East Asia.
Rest of Evrope $22.8m

Social media and earned media are increasingly
e $226m integral to achieving DGLT’s strategic and
s18.2m operational objectives. By expanding visibility,

strengthening credibility, and nurturing personal
connections, these channels help drive lifetime
consumer value, amplify region-wide ambassadorship, and attract off-peak visitation when
operators most need it.

$20m 830m $40m $50m

Key benefits include:

e Enhancing Lifetime Value and Building Ambassadors: Engaging content and user-
generated stories turn satisfied visitors into passionate advocates who repeatedly share
their positive experiences. This creates a virtuous cycle of repeat visitation and word-of-
mouth endorsements, growing the region’s reputation organically.

e Enabling Repeat Visitation Based on Interests: Through targeted social media messaging
and earned coverage, DGLT can spotlight niche interests (e.g., cycling, fishing, cultural
events), appealing to consumers’ passions and encouraging them to return for new or
deeper experiences.

e Strengthening Personal Connections: Authentic storytelling about local operators, iwi,
and community members fosters empathy and cultural understanding between visitors
and residents. This bolsters social license and enriches the overall visitor experience.

e Acquiring First-Party Data: Social media campaigns and earned media placements often
drive traffic to owned platforms, where first-party data can be gathered. This data feeds
the CRM model, optimizes content targeting, and informs audience segmentation. The
result: more effective marketing sorties, improved user experiences, and actionable
insights into audience behaviors.

e Off-Peak Visitation and Revenue Opportunities: Dynamic social and earned media
campaigns can be timed to stimulate travel during traditionally quieter periods, creating
revenue growth when operators need visitors most. This flexibility in messaging helps
manage demand, aligns with sustainability goals, and opens new income streams for
DGLT.

e Cost-Effectiveness and Adaptability: Social and earned media efforts can be scaled
according to budget and audience response. Real-time analytics let DGLT refine its
messaging rapidly, ensuring campaigns remain relevant and cost-efficient.

Council’s expectations for 2025-2028 emphasise funding diversification, strengthened iwi and
community relationships, sustainability, innovation, and enhanced collaboration with Council.
DGLT is committed to delivering exceptional ROl and sustainable tourism benefits to the Taupo
District community.



2. Strategic Priorities 2025 -2025

STRATEGIC PRIORITIES 2025-2028
1. Diversify Funding Sources
o Research and evaluation opportunities for new funding models, increasing
contributions from operators, regional stakeholders, and external partners. Focus
on innovation to diversify DGLT’s revenues widening the operating context.
o Co-invest with private sector in marketing campaigns, maximising resources and
impact.
o Achieve operational cost efficiencies through prudent procurement and fiscal
management.
2. Strengthen Community, Iwi, and Hapi Engagement
o Embed Maori narratives and perspectives into all marketing and promotional
activities.
o Promote equitable tourism benefits across local communities, ensuring
transparency and alignment with community aspirations.
o Foster cross-boundary collaborations to broaden tourism impacts.
o Strategically develop unique
3. Enhance Collaboration and Shared Resourcing with Council
o Develop shared resources and data insights to optimise marketing effectiveness
and resource utilisation.
o Align initiatives closely with Council's broader economic, sustainability, and
community development objectives.
o Implement regular structured engagement between Council elected members,
DGLT board, and management, with quarterly progress reviews.
4. Embrace Technology and innovation to drive productivity and competitiveness
o Build on the success of our technology driven marketing strategy.
o Implement productivity-driven processes

OPERATIONAL PRIORITIES
1. Performance Metrics
o Establish measurable performance targets to clearly demonstrate DGLT’s value
and ROI, regularly reporting outcomes to Council and stakeholders.
2. Sustainability
o Integrate responsible tourism and sustainability practices into all operational and
marketing activities.
o Support and promote environmentally sustainable tourism products and
experiences.
3. Innovation
o Pursue innovative marketing strategies leveraging technology and digital
channels.
o Explore new collaborative and funding opportunities to enhance destination
competitiveness.



KEY PERFORMANCE MEASURES (2025-2028)
e Diversification of revenue, measured by the proportion of non-council funding year-over-

year.

e Increased community and iwi satisfaction measured through annual stakeholder surveys
and engagement metrics.

e Improvement in sustainability indicators, tracked via destination management plan
outcomes and partnership with Taupo district council.

e Enhanced digital engagement and innovative marketing results, assessed through
analytics of campaign effectiveness and digital platform referrals.

While DGLT’s core focus is to promote the destination to attract more visitors, the organisation has
an advocacy and leadership role around management and development of the destination. It is
essential tourism not only brings benefit to the local economy but does so in a way that preserves and
enriches our environment, our culture and local community whilst delivering an exceptional world-
class experience for our visitors.

3. Tourism New Zealand 2024-2028 Strategy and FY25 Focus

Tourism New Zealand 2024-2028
Strategy and FY25 Focus

| 1007 PURE
#. | TR

Tourism New Zealand introduced its 2024-2028 Strategy in
2024 to address visitor expectations, ensure sustainable
growth, and enhance brand Aotearoa. The plan focuses on
attracting high-value travelers, fostering collaborative
partnerships, deepening Maori cultural narratives, and
leveraging technology to optimize marketing. By prioritizing off-
peak promotion, it seeks to disperse visitor flows and generate

year-round economic benefits across all regions.

For Destination Great Lake Taup0, the strategy underscores opportunities for co-branded campaigns,
data-driven targeting, and culturally enriched visitor experiences, ultimately delivering greater ROI for
local operators and stakeholders. Its overarching aim is a balanced approach that safeguards New

Zealand’s environment and communities.

SWOT Analysis for Destination Great Lake Taupo in the Context of TNZ's 2024—2028 Strategy

Strengths

H Weaknesses

- Natural & Cultural Assets: Taupd’s iconic lake, geothermal
wonders, and Maori heritage perfectly fit TNZ's brand focus. -
Growing Infrastructure: A robust event culture, strong
operator network, and strong domestic reputation.

- Year-Round Attractions: Spread visitor peaks through
shoulder/off-peak activities.

- Reliance on Domestic & Traditional Intl Markets: Could face
vulnerability if global trends shift.

- Limited Funding for Large-Scale Upgrades: Resource
constraints may slow adoption of advanced tech or major
developments.

-Accommodation/Housing Pressure: Peak-season worker and
tourist accommodation remains a challenge.

Opportunities

H Threats

- Alignment with TNZ’s Sustainable Strategy: Further
development of eco-friendly, high-value experiences.

- Co-Branded Campaigns: Joint marketing with TNZ to
broaden international reach, especially in shoulder seasons.
- Data & Tech Partnerships: Integrating with TNZ analytics
could refine marketing strategies and ROI tracking.

- Global Economic & Geopolitical Uncertainty: Could reduce
inbound travel or curb consumer spending.

- Increasing Competition: Other NZ regions vying for the same
pool of high-value tourists.

- Environmental & Climate Risks: Weather disruptions and
infrastructure strains may impact operations and brand

A summary of Tourism New Zealand’s Strategy can be found here.
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4. New Zealand Tourism Outlook

As we move into 2025, New Zealand'’s tourism landscape continues to adapt to changing global and
domestic realities. While key overseas markets have significantly rebounded, ongoing economic
considerations and changing consumer preferences shape the pace and pattern of recovery.

TECNZ Data Highlights (YE November 2024 Actuals & Forecast to 2027)
Overall arrivals in 2024 reached approx. 3.26 million—84% of 2019’s 3.88 million.

By YE March 2025, forecasts point to 3.43 million arrivals (88% of 2019), climbing to 3.73 million in
2026 (96%) and 3.95 million in 2027 (102%).

Australia, our largest overseas market, is already close to 90% of 2019 levels and is forecast to surpass
pre-Covid volumes by 2027.

Some markets—India, Fiji, the Philippines, and Ireland—now exceed 2019 visitor volumes, reflecting
new air routes, VFR (visiting friends and relatives) travel, and working holiday movements.

Other high-potential markets (China, Germany, Japan) remain at 60—70% of 2019, yet demonstrate
steady growth.

Key Trends and Implications

Strong but Selective International Recovery: Australia continues to dominate, with North American
and certain Asia-Pacific segments expected to strengthen further if economic conditions remain
stable. Regions reliant on long-haul or group travel may see a slower climb.

Resilient Domestic Travel: Domestic tourism persists as a solid cornerstone. Kiwis exploring local
options help maintain baseline demand despite rising competition between regions.

Sustainability and Cultural Authenticity: Tourism New Zealand (TNZ) and TIA remain committed to
environmentally responsible tourism and authentic cultural storytelling, aligning well with global
traveler expectations.

Digital & Direct Channels: The shift toward direct consumer research, social media, and influencer-
driven decisions reduces reliance on traditional trade channels. Operators who adopt agile digital
strategies can thrive.

Strategic Dispersal and Off-Peak Gains: Encouraging visitation outside prime seasons bolsters local
economies year-round, providing a more balanced spread of tourist flows.

For Destination Great Lake Taupo, the TECNZ forecasts underscore both opportunity and caution.
Our region can leverage strong trans-Tasman ties, a blossoming US market, and the slow-but-steady
return of Asian visitors. By emphasizing technology-driven marketing, compelling storytelling, and
year-round experiences, DGLT can attract high-value visitors while supporting sustainable growth for
local operators and communities.



4. Taupo District Tourism Outlook:

Visitor Spending in the Taupd Regi H
\‘Shl or Spending in the Taupd Region e\llstl’

Tourism is a major contributor to the
economic and social fabric of the Taupo

District, with total visitor expenditure
contributing $416M3 to the local economy
(+17.5% on pre-Covid).

w v
Month Overview - Jan '25  Card Spend by Product
Visitor Card Spend

Blactronic Card Transacs

Significant increase in spend since 2019
(up $67m) but Momentum is slowing
down. No real growth since 2023. Our
Domestic visitors competing against
international visitors. Regional occupancy
during peaks is limiting growth: we can’t
grow the summer months.

Domestic and international are competing for accommodation. Domestic/Australia are the only
markets to grow in winter and length of stay

Monthly Trends - 13 Months to Jan ‘25
Card Spend by Damestic Visitors Card Spend by International Visitors
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The only way to grow these markets are through social media and direct to consumer channel.

International markets make 19% of spend YOY growth 22% ($13.2M) 89% of international
visitors come from Western Markets

North America (40%), Europe (33%) and Australia (19%) are leading markets. They make up more
than 90% of visitor spend. Low acquisition cost - low product adaptability

5. Taupo District Tourism Strategy
Tourism Strategy 2025-2028

Guiding Principles
1. Domestic & Australian Foundations
Domestic travelers and Australian visitors remain our primary markets, given their
consistent arrivals and higher propensity for repeat visitation. These groups form the
bedrock of our visitor economy, helping operators maintain stability and mitigate risks
associated with long-haul volatility.

3. Insights-Driven Storytelling
Recent perception research reveals travelers want to go deeper: they're seeking
personal stories, local insights, and clear reasons why Taupo is special. Therefore, our
marketing will spotlight the unique voices, communities, and narratives across Turangi,
Mangakino, Western Bays, Kinloch, and Taupo itself. This approach not only inspires
prospective visitors but also encourages broader dispersal throughout the region.

5. Content Creation & Technology
Our largest single investment will be in developing content, visual assets, and fresh
footage, ensuring we deliver engaging stories through the right channels at the right
times. By leveraging advanced marketing automation, we can tailor these stories to
individual interests—transforming casual observers into highly engaged ambassadors.

3 MBIE TECTs — Year ending_Jan 2025
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This data-led methodology means we nurture consumers based on what they care
about, rather than just assigning staff to specific markets.

Earned Media & Social Media Emphasis
In today’s travel landscape, research shows that social media and earned media are two
of the most powerful influences on consumer decisions. By focusing on these channels:

o Social media offers agility, real-time engagement, and the ability to reach
potential visitors based on passion points (e.g., biking, hiking, cultural
experiences).

o Earned Media (such as travel articles, influencer coverage, and user-generated
content) amplifies credibility, telling authentic Taupo stories that resonate deeply
with audiences.

Together, these approaches help us stand out in a space where travelers increasingly plan their
own itineraries and rely less on traditional trade channels.

7.

Pivot in Business Events (BE)

Due to reduced funding, we will withdraw DGLT’s dedicated resource for business
events and adopt a partnership-driven approach. While we’ll continue developing
content, stories, and promotional assets for business events, operators will take the lead
on direct sector engagement, and we’ll offer campaign collaboration where possible.
This ensures Taupo remains visible in the BE sector without straining limited resources.

Refined Approach to International Trade

o Less Physical Travel: Budget constraints reduce our capacity for in-market visits.
Instead, we’ll focus on familiarization trips (famils) to Taupo, so key decision-
makers can experience the region firsthand.

o Key Account Focus: We will invest in relationships with domestic and Australian
trade partners who can move the dial. For longer-haul markets (USA, UK/Europe,
and emerging markets), we’ll pivot to capability-building for local operators—
helping them connect with the right trade contacts and innovating their product
offerings.

o Practical ROI: By ensuring any international marketing aligns with real potential
for bookings, we maximize the return on limited funding while preserving
momentum in growth markets.

Expected Outcomes

1.

Deeper Visitor Engagement

Engaging storytelling and tailored content create more informed, inspired, and satisfied
visitors, who then share their experiences organically amplifying our reach at minimal
extra cost.

Stronger Operator Partnerships

Demonstrating measurable ROl—especially through social and earned media—
encourages operators to invest in our campaigns. This co-investment model aligns well
with the trend of travelers relying on peer/influencer recommendations to plan their
trips.

Sustainable Growth & Seasonal Dispersal

With technology guiding our marketing in real time, we can promote shoulder-season
opportunities more effectively, supporting off-peak visitation and economic benefits
when operators most need a boost.

Continued Development of Cultural & Community Narratives

Embedding local and Maori perspectives in our content ensures Taupo stands out among

10



5.1

competing destinations, fosters community pride, and contributes to a more culturally
informed travel experience for visitors.

Resource Efficiency & Clear Priorities

By focusing on the initiatives with the highest impact—domestic/Australian markets,
storytelling content, strategic partnerships, earned media, and operator capability—we
remain fiscally responsible while still driving meaningful visitor growth.

Visitor Attraction.

DGLT will continue to prioritize domestic and Australian consumers as the foundation of
our visitor attraction efforts. However, our new strategy is informed by recent perception
research, which reveals that potential visitors crave deeper stories, unique insights, and a
clearer understanding of what makes Taupo special from a local’s perspective. We will
emphasize strategic storytelling that highlights the region’s iconic attractions, distinctive
communities (including Tdrangi, Mangakino, Western Bays, and Kinloch), and the broader
narrative that defines Great Lake Taupo.

To meet these expectations, our largest investment this year will be in the creation of
content, visual assets, and fresh footage, ensuring that every campaign is compelling and
timed to the right audience through technology-driven delivery. Concurrently, earned
media and social media remain top influences for modern travelers; we will actively
leverage both to drive awareness, spark engagement, and shape itineraries—especially
given the industry’s growing data that reflects a slowdown in trade-driven bookings and a
rise in direct consumer decision-making. We will anchor our campaigns in domestic and
Australian markets, using a more tech-centric approach that nurtures consumers based
on their interests and engagement, rather than assigning staff purely by geographic
market.

Due to reduced funding, a significant shift will occur in our business events involvement.
We will withdraw dedicated resources from the business events sector, instead
encouraging industry-led partnerships and offering DGLT support through content and
storytelling. By pivoting to a partnership model, we believe operators can lead business
events initiatives that still align with our regional brand, while DGLT provides strategic
marketing assets and optional collaborative campaigns.

In the international trade arena, we will cut back on in-person travel but sharpen our focus
on key domestic and Australian accounts, building operator capability and driving product
innovation. We will concentrate on familiarization trips to Taupo so influential decision-
makers can experience the region firsthand. This shift reflects both financial realities—less
council funding—and our ambition to sustain strong relationships with pivotal markets.
While certain long-haul markets like the USA, UK/Europe, or emerging regions in Asia
remain important, our immediate focus is ensuring that operators are better equipped,
our product remains innovative, and we can cultivate deeper partnerships that deliver a
compelling ROI for all stakeholders

.5.2  Build on the success of our technology driven marketing strategy.

Our website lovetaupo.com remains the primary call to action for all marketing initiatives,
serving as the central hub where prospective visitors are both inspired and directed toward
local tourism businesses. By embracing a customer journey mapping approach and focusing
on customer lifetime value, we use sophisticated marketing automation tools to transform
casual observers into highly engaged, repeat visitors who actively consider the Taupo region.
These technology-driven nurture campaigns have proven exceptionally effective, positioning

n



5.3

lovetaupo.com as one of the country’s leading destination websites. Over 280,000 referrals to
operators in the past year alone demonstrate the tangible returns delivered to our industry
partners—returns that encourage their continued financial investment and collaboration.

A key shift in our marketing strategy is a more technology-centric model—rather than
segmenting staff by market, we leverage platform-driven insights to deliver relevant content
based on a user’s interests, travel history, and engagement. This data-driven approach creates
clear opportunities for operators to invest, as it directly demonstrates ROl through
measurable conversions and ongoing consumer engagement. However, our five-year-old
website platform now requires a significant upgrade to meet rising expectations in
functionality and personalization; because our current grant allocation will not fully cover
these upgrades, we plan to use a portion of our equity to fund this vital project over the next
12 months.

Meanwhile, our ‘always on’ campaigns will maintain a steady flow of compelling content,
optimizing how we target potential visitors throughout the year—especially during off-peak
periods. By continuously refining our communications, we further strengthen consumer
loyalty, grow lifetime value, and reinforce the role of digital channels in building sustainable
tourism growth for Taupo.

Provide an advocacy and leadership role in the management and development of
our Destination.

We will support the ongoing collaboration with Iwi and Hapu to build effective
partnerships through a shared aspiration of working together for the benefit of both mana
whenua and the wider tourism sector. This will include supporting lwi and Hapd-led
cultural product development, providing opportunities for lwi and Hapu to share their
stories and the ongoing support of an lwi led initiative to develop employment pathways
into the sector.

DGLT acknowledges the partnership with Taupo District Council and will endeavour to
further develop a working relationship at both an operational and governance level.
Increased collaboration across all aspects of destination promotion and destination
management will ensure the aspirations of both community and visitors are met.

DGLT acknowledges the significant value and importance of the Mana Whakahono co-
governance agreement developed jointly by Taupo District Council and Ngati
Tarangitukua. DGLT’s involvement and efforts in the development of the relationship with
Ngati Turangitukua will be guided by the key principles set out in Part A of the Mana
Whakahono. The partners commit to the following principles under this Mana
Whakahono:

o Acknowledgement of Ngati Tdrangitukua as mana whenua over Ngati
Tarangitukua rohe;

o Recognition of and respect for Te Tiriti o Waitangi and its principles, including
partnership, active protection and participation;

o Recognition of and respect for the tikanga and kawa of Ngati Turangitukua;

o Acknowledgement of and respect for the role and responsibilities of the Council
under legislation, with an understanding that those roles and responsibilities may
change over time;
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o The need to operate in a manner that respects the individual autonomy, mandate
and authority of each of the Partners;

o A commitment to building a strong and enduring relationship based on respect,
good faith and open and honest communication, and

o A commitment to a genuine partnership.

o Grow our understanding of the history of mana whenua recognising their seminal
historical Treaty of Waitangi settlement with the Crown

DGLT will continue to work in partnership with Amplify and TDC to attract tourism
investment into the region, including the development of a 4-5 star hotel.

DGLT will purposely work to develop products that meet international standards to unlock
the potential of the region.

DGLT will actively work with Amplify to fast-track new businesses to the tourism sector,
create opportunity for capability building focusing on greater productivity for the sector.
Alignment with Amplify and the Taupo Business Chamber will ensure the delivery of these
opportunities are at a shared expense.

DGLT will continue it’s partnership with industry, such as the Making Trax Foundation to
support the development and promotion of Inclusive Tourism products and itineraries,
the Explore Centre North Island Collective, BYATA, Tourism Export Council, Tourism
Industry Aotearoa and other national bodies.

Effective stakeholder communication is vital to ensure that the district operates as a
coherent and collaborative entity. The DGLT team will focus on meeting with industry
through a regular calling schedule, quarterly industry events, regular updates on our
industry portal, and distribution of newsletters as and when required.

5.4 Operate an efficient and effective Regional Tourism Organisation that is focused on
delivering an exceptional ROI for all partners and stakeholders.

DGLT recognises its fiscal responsibility when using ratepayer funds to deliver our annual
programme of work. We remain steadfast in our commitment to transparency, ensuring
robust tracking and reporting of all activities to demonstrate value and accountability.
Maximising returns on this investment is a core priority across the organisation.

We also aspire to be the most attractive employer in the region, creating a workplace that
celebrates success, fosters inclusiveness, and maintains a clear sense of purpose. Through
regular employee opinion surveys and a supportive framework, we champion team
innovation, productivity, and morale. Our emphasis on collaboration, transparent
communication, and professional development helps every team member understand
how their contributions align with DGLT’s overarching mission.

The health and wellbeing of employees is paramount. We will continue providing a safe
and supportive environment under the Health and Safety at Work Act 2015, reinforcing a
positive and resilient workplace culture. By encouraging ownership, creativity, and
courage, we enable our staff to deliver outstanding results for the Taupo District.

We employ proactive risk management to identify, assess, and address factors that could
affect destination wellbeing, planning, or management. Given our growing responsibilities
in destination management, we will regularly review and refine our resourcing to ensure
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that DGLT remains fit for purpose, capable of effectively delivering on our vision for Taupo
and fulfilling our promises to the community, operators, and stakeholders.
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6. Performance and Other Measurements

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

2025-2026

2026- 2027

2027- 2028

Growth in tourism expenditure

Build consumer preference for Taupo through
technology

TECTs (or other value)

CRM database

TECTs

2025 database of 25k
consumers

Grow domestic market share by
2% / Grow international market
share by 4%

30k consumers engaged
consumers

Grow total spend by 3.5%

50k consumers engaged
consumers

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

Grow total spend by 3.5%

70k consumers engaged
consumers

social, cultural, and environmental well-being of
the community.

Strengthen Local & Maori Business Engagement

Enhance Destination Marketing & Major Event
Synergies

lhirangi Governance Group

Grow industry capability

Tawharetoa Internship
programme

Fill product gaps through
new product development

Actively seek Maori
businesses and fast track
tourism expertise

Actively support synergies
between Major Events and
Destination Great Lake
Taupo

Social license - connect with
residents

Management Plan

Industry workshops

Implement Tawharetoa
Rangatira into DGLT Staff

Work with Amplify to
identify new product
development opportunities.

Work with Amplify and Iwi to
identify new product
development opportunities.

work with Events Team to
enhance co-branded
marketing initiatives and
measure economic impact

Annual community
sentiment survey

DMP priorities as highlighted

4 workshops/ 2 in partnership
with Amplify

1intern over the summer

Review audit of Tourism
Businesses in the Taupo District -
support 10 tourism businesses
with trade journey

Audit of Maori tourism
Businesses in the Taupo District -
seek 3 Maori business
collaborations

6 events

May-26

4 workshops/ 2 in
partnership with Amplify

1 annual intern

Support 10 tourism
businesses with trade
journey

Seek 5 Maori business
collaborations

8 events

May-27

Strategic Priority Performance Measures Baseline 2025-2026 2026- 2027 2027- 2028
Implement a Destination Management strategy Continue implementation of

ing th | f i h with th | i f T E ith TD: impl
ensuring the balance of economic growth with the | Quarterly meetings of Te Te Ihirangi Destination ngage wit C to implement Ongoing Ongoing

4 workshops/ 2 in partnership
with Amplify

1 annual intern

Support 10 tourism businesses
with trade journey

Seek 12 mauri business
collaborations - hire a dedicate
Maori Tourism resources to
support industry

10 events

May-28
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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 2025-2026 2026- 2027 2027- 2028
Host reg}JIar targ.eted Host a minimum of one
networking that includes key tourism event to enhance
Connect our Local Industry stakeholders speakers that will upskilland | . . Aug-26 Aug-27 Aug-28
. industry connections and
connect our Tourism
; engagement.
businesses
Measured by free of charge,
in-kind advertising or
financial contribution
Support for DGLT marketing initiatives support for marketing and YE June 2023: $102,312 $100,000 $120,000 $150,000
famils activity. Participation
in DGLT hosted activities and
campaigns
Identify and implement long term revenue . .
streams for the DGLT to lessen financial Benchmark other regions 2024 Financial Conduct a minimum of 3 $250,000 $500,000
e . and revenue streams feasibility studies
dependency on Taupd district council
Stakeholder satisfaction Annual Industry Survey 2019: 67% 2020: 76% 85% 87% 89%

2021: 82% 2022: 83%
2023:93%
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6.1 Rationale for performance measures:

The performance measures included in this SOI reflect key strategic areas critical to the successful
achievement of DGLT's objectives. Growth in tourism expenditure provides a quantifiable measure
of economic benefit, vital for assessing ROI. Enhancing consumer preference through an expanding
CRM database enures ongoing engagement and targeted marketing effectiveness.

Destination Management performance measures ensure balanced growth respecting economic,
social, cultural, and environmental sustainability. Industry capability and Maori engagement metrics
underscore DGLT’s commitment to building resilience and inclusivity within the local tourism sector.

Event synergies and marketing support measures demonstrate collaboration efficiency and increased
leveraging of resources, crucial for maximising impact with constrained budgets. Community
sentiment and stakeholder satisfaction provide essential feedback loops, ensuring alignment with
local aspirations and validating community support.

7. Financial Disclosure

7.1 Reporting entity

The Trust is a legal entity. The Board has authority to govern Destination Great Lake Taupo (DGLT)
under the terms of this Statement of Intent as delegated to it by Council. It seeks to manage its
activities in 2023/24 within the base funding allocation provided by Council as in the attached
Statement of Comprehensive Revenue and Expense.

7. 2 Accounting policies and basis of preparation and compliance

These Prospective Financial Statements have been prepared for Destination Great Lake Taupo in
accordance with the Local Government Act 2002 and therefore also comply with Accounting
Standard PBE IPSAS for not-for profit organisations. The primary objective of the Trust is to
promote the Taupo District to the domestic and international visitor markets with the specific
intention of growing visitor arrivals, spend and dispersal, rather than making a financial return.
Accordingly, the Trust has designated itself as a public benefit entity for the purposes of
Accounting Standard PBE IPSAS for not-for-profit organisations.

The prospective financial statements are prepared using the historical cost basis except for certain
classes of asset and liability which are recorded at fair value. These are detailed in the specific
policies below.

The prospective 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.

The accounting policies set out below have been applied consistently to all periods presented in

these prospective financial statements. The following accounting policies, which materially affect
the measurement of results and financial position, have been applied.
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7.3 Goods & services tax

The financial statements have been prepared on a goods and services tax (GST) exclusive basis,
except for trade and other receivables and trade and other payables.

7.4 Revenue recognition

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

* the entity will comply with the conditions accounting to them; and

» the grants will be received.

Grants and bequests, other than those related to assets, shall be recognised as revenue over the
periods necessary to match them with the related costs which they are intended to compensate,
on a systematic basis. Grants and bequests of assets are recognised as revenue when control over
the asset is obtained.

Any grants and bequests received without conditions are recognised when control over the asset
is obtained.

If there are obligations in substance to return any grants or bequests if conditions of the grant are
not met, then the grants are initially recorded as grants received in advance and recognised as
revenue when conditions of the grant are satisfied.

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

The main sources of exchange revenue for the Trust are joint venture revenue from the industry
to support marketing initiatives.

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

Revenue from any services rendered is recognised in proportion to the stage of completion of the
transaction at the balance date. The stage of completion is assessed by reference to surveys of
work performed.

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.

7.5 Leases

Leases in which substantially all the risks and rewards of ownership transfer to the lessee are
classified as finance leases. At inception, finance leases are recognised as assets and liabilities on
the Statement of Financial Position at the lower of the fair value of the leased property and the
present value of the minimum lease payments. Any additional direct costs of the lessee are added
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to the amount recognised as an asset. Subsequently, assets leased under a finance lease are
depreciated as if the assets are owned.

Operating lease payments

Payments made under operating leases are recognised in the Statement of Comprehensive
Revenue and Expense 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.

Finance lease payments

Minimum lease payments are apportioned between the finance charge and the reduction of the
outstanding liability. The finance charge is allocated to each period during the lease term, to
produce a constant periodic rate of interest on the remaining balance of the liability.

Financing costs

Net financing costs comprise interest payable on borrowings calculated using the effective interest
rate method, foreign exchange losses, and losses on hedging instruments that are recognised in
the Statement of Comprehensive Revenue and Expense. The interest expense component of
finance lease payments is recognised in the Statement of Comprehensive Revenue and Expense
using the effective interest rate method.

7.6 Cash and cash equivalents

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

7.7 Financial Assets
The Trust classifies its investments as loans and receivables.

Loans and receivables are non-derivative financial assets with fixed or determinable payments,
which are not quoted in an active market. 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.

7.8 Trade receivables

Trade receivables are recognised at their cost less impairment losses.

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 the receivables.
The amount of the provision is the difference between the asset’s carrying amount and the
present value of estimated future cash flows, discounted using the effective interest method.

7.9 Property, Plant, and Equipment

Property, plant, and equipment consist of operational assets, which include office equipment,
furniture and fittings, computer equipment, and machinery. These assets are stated at historical
cost less depreciation. Historical cost includes expenditure that is directly attributable to the
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acquisition of the items. The cost of an item of property, plant or 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 reliably measured.

All the Trust’s assets are classed as non-cash generating, that is they are not held with the primary
objective of generating a commercial return.

Gains and losses on disposal are determined by comparing proceeds with carrying amount. These
are included in the surplus or deficit.

Depreciation has been provided on a straight-line basis on all plant and equipment. Depreciation
is provided at rates calculated to allocate the asset cost over the estimated useful life. The useful
lives and associated depreciation rates of major classes of assets have been estimated as follows:

Class of asset Estimated useful Depreciation
life rates

Office equipment 4-10years 13.33% - 25%

Furniture and 2-10 years 10% - 50%

fittings

Computer 4 years 25%

equipment

Machinery 4 years 25%

Property, plant, and equipment and intangible assets subsequently measured at cost that have a
finite useful life are reviewed for impairment whenever events or changes in circumstances
indicate that the carrying amount may not be recoverable.

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 the 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.

7.10 Financial liabilities

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

7.11 Employee entitlements

Provision is made in respect of the Trust’s liability for annual leave. Annual leave has been
calculated on an actual entitlement at current rates of pay.

Retiring gratuities and long service leave where there is actual entitlement is accrued at actual
entitlement using current rates of pay. In addition, there is an actuarial assessment of value for
which entitlement has not yet been reached. This assessment uses current rates of pay considering
years of service, years to entitlement and the likelihood staff will reach the point of entitlement.
These estimated amounts are discounted to their present value.
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Superannuation schemes

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

7.12 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.

7.13 Income Taxation

The IRD has confirmed the Trust is exempt from income tax under sections CW 40 of the Income
Tax Act 2007.

7.14 Advertising costs

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

7.15 Equity

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

7.16 Balance-sheet ratios

The Local Government Act 2002 Schedule 8 (9) requires the SOI to include the projected ratio of
shareholders’ funds to total assets within the Forecast Statement of Financial Position. As of 30
June 2023, the total Trust Equity comprised $410,266 and the total assets were $718,954. The
resulting equity to asset ratio was 57%. Projected ratios are included below.

7.17 Going Concern

The Trust consider that the continued adoption of the going concern assumption for the
preparation of this financial report is appropriate. This conclusion has been reached having regard
to assurances from the Taupo District Council that financial support and / or funding will be made
available to ensure that the organisation can continue its current operations.

7.18 Distributions to shareholders

The Trust is not expected to make profits; any surplus funds remaining from the annual operations
of the Trust shall be carried forward to the ensuing year to continue to meet the primary objective
of the Trust.

7.19 Procedures for the purchase and acquisition of shares

The Board will give approval before the Trust subscribes for, purchases, or otherwise acquires
share in any company or other organisation, which is external to the group.
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7.20 Value of settlor’s investment

The value of the settlor’s (Taupo District Council) investment is $100 as per the Trust Deed. There
is no other equity investment by the Council in the Trust.

7.21 Projected Statements of Comprehensive Revenue & Expense

Destination Great Lake Taupo
Projected Statement of Comprehensive Revenue & Expense

SOl SOl SOl
FY25/26 FY26/27 FY27/28

Income
Revenue from services provided 20,000 20,000 20,000
Grant Revenue from Taupo District Council 1,735,241 1,778,622 1,823,087
Interest Income 6,856 3,428 3,428

Grant Revenue - Other

Total Revenue 1,762,097 1,802,050 1,846,515

Expenditure

Employee benefit expenses 809,911 822,060 834,391
Management and Administrative expenses 173,218 175,817 178,454
Board costs 44,800 45,472 46,154
Marketing & advertising 481,600 487,882 499,184
Destination management 71,760 72,774 73,866
Partnerships (Commercial) 145,240 142,571 144,710
Total expenditure 1,726,529 1,746,576 1,776,758
Total Operating Surplus / (deficit) 35,567 55,474 69,758
Depreciation & Amortisation 118,506 152,279 166,490
Net Surplus / (deficit) -82,938 -96,805 -96,733

7.22 Capital Expenditure Forecast

The amount of capital expenditure over the next three years has been determined as follows:

Year S Purpose

2025/26 6,000 IT equipment, furniture replacement
100,000 Brand Image assets
50,000 Al Chatbot

2026/27 6,000 IT equipment, furniture replacement
50,000 Image assets

2027/28 6,000 IT equipment, furniture replacement
50,000 Image assets
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Any significant capital expenditure is funded from cash reserves.

7.23 Funding

Destination Great Lake Taupo

Projected Funding Sol sol sol
FY 25/26  FY 26/27 FY 27/28

Operating Surplus / (deficit) (before Depn / Amort) 35,567 55,474 69,758

Capital Expenditure -156,000 -56,000 -56,000

Total Cash Required -120,433 -526 13,758

Funded by:

Cash on Hand -120,433 -526 13,758

7.24 Projected Balance Sheet
Destination Great Lake Taupo
Projected Statement of Financial Position Sol Sol sol
FY 25/26 FY 26/27 FY 27/28

Total Equity 220,976 149,171 77,438
Assets

Current Assets

Cash & Cash Equivalents 92,081 92,241 107,691
Trade Debtors 1,667 1,667 1,667
Prepayments 30,000 30,000 30,000
Total current assets 123,747 123,907 139,358

Non-Current Assets

Intangible Assets 228,252 162,557 78,112
Property, Plant and Equipment 2,981 -2,602 -3,648
Total non-current assets 231,233 159,954 74,464
Total Assets 354,981 283,862 213,822
Liabilities

Current Liabilities

Trade Payables 84,005 84,691 86,384
Employee Entitlements 50,000 50,000 50,000
Total current liabilities 134,005 134,691 136,384
Total Liabilities 134,005 134,691 136,384
Net Assets 220,976 149,171 77,438
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7.25 Projected Cashflows

Destination Great Lake Taupo

Projected Statement of Cashflows Sol Sol Sol
FY 25/26 FY 26/27 FY 27/28
Cash flows from operating activities
Receipts from customers 21,083 20,000 20,000
Receipts from Taupo District Council operating grant 1,735,241 1,778,622 1,823,087
Finance revenue 6,856 3,428 3,428
Payments to suppliers -888,825 -878,358 -894,520
Payments to employees -809,911 -822,060 -834,391
Net cash flow from operating activities 64,444 101,632 117,604
Cash flows from investing activities
Purchase of property, plant and equipment -6,000 -6,000 -6,000
Purchase and development of intangibles -150,000 -50,000 -50,000
Net cash flow from investing activities -156,000 -56,000 -56,000
Net increase (decrease) in cash held -91,556 45,632 61,604
Add cash at start of year 228,437 92,081 92,241
Cash, cash equivalents, and bank overdrafts at the end of
the year 92,081 92,241 107,691

7.26 Other financial matters

DGLT utilises services, as per the Shared Service Level Agreement, from the Taupo District Council

for which we pay the following:

Year $

2025/26 50,000
2026/27 50,750
2027/28 51,511

8. Governance Statements

8.1 Approach to governance

The Board has a key role in promoting strategy on behalf of the Taup0 region’s tourism industry,
the identification and addressing of strategic issues and the provision of destination marketing
and tourism product advice to Destination Great Lake Taupo, Council, and the tourism sector.

As determined by the Destination Great Lake Taupo Trust Deed, in sections 4,5,6,7,10, and 11,
the approach to governance and details of structure, function and obligations apply. (Please
refer to Destination Great Lake Taupo Trust Deed for a full outline of its provisions).

8.2 Membership
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Appointments to the Board have been made for a three-year period; but consider the
importance of continuity in terms of existing members. The Council can remove one or more
Board members at any time should there be clear evidence of non-performance. The Council
shall include in its selection panel an independent selector with relevant skills and experience.
The Board may co-opt additional non-voting members at its discretion. (Co-opted members will
not be eligible for meeting fees or expenses).

8.3 Reporting to Council

For the financial year, proceeding the year when Council issues a new Long-Term Council
Community Plan, the Board shall deliver to Council recommended budgets required to deliver
Council’s contribution to those outcomes.

At least 5 months prior to the start of the financial year the Board shall deliver to the Council a
report setting out its recommendations on the DGLT annual budget, as reflected in the business
plan for that year.

After the end of each financial year, the Board must deliver to Council and make available to the
public, a report on the organisation’s operations during that year. The Board shall also deliver to
Council and make available to the public, the following statements: Comprehensive Revenue &
Expense, Changes in Equity, Financial Position, Cashflows and Service Performance Results. This
annual report should be completed within two months of the end of the financial year.

Within 2 months after the end of the first half of each financial year, the board must deliver to
the Council an interim report on the organisation's operations during that half year.

The Board is obliged to prepare a statement of intent each year setting out its intended activities
and objectives. It is also responsible for preparing an interim and annual report — the key
elements of these reports being the reporting of performance against the accountabilities
outlined in the statement of intent, along with financial information as per the accounting
policies, set out in section 5 of this document.

Within 2 weeks after each Board meeting, the Board shall make available to the public the
minutes of the previous Board meeting.

The final Statement of Intent will be published for public access from 1 July of each year.

8.4 Support Services

Management and operational services for the Board shall be provided by Destination Great Lake
Taupo.

Board members will be paid an honorarium based on Destination Lake Taupo Trust decisions at
the Annual General Meeting. Board expenses will be funded directly by Destination Great Lake
Taupo.

8.5 Guidance and Resources

The CCO will conduct itself in accordance with its Trust Deed, its annual statement of intent and
the provisions of the Local Government Act 2002.
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8.6 Board Performance and Accountability

e The Board will be responsible for setting an annual Statement of Intent each year and
ensure the interim and annual reporting is delivered within the timeframes set out by
the Taupo District Council and the Lake Taupo Trust Deed.

e The Chairman and Deputy Chairman will meet with the Mayor and Chief Executive
Officer bi-monthly and include a formal discussion of performance measure progress.

e All board members will endeavour to meet with the elected members and key TDC staff
frequently, but at least twice per year formally.

® The General Manager will meet with TDC representatives monthly. A reporting template
is to be developed to ensure performance measures are updated at these meetings.

e The performance of the Board and its individual members will be reviewed on an annual
basis.

e Professional development training will occur annually, including but not limited to
improving cultural competencies to support engagement with the mana whenua of the
region.

9. Contact Details

Destination Great Lake Taupo
Level 1/32 Roberts Street
Taupo 3351

New Zealand

Email: kiaora@loveTaupo.com

Chairperson and Trustees:
Kiri Atkinson-Crean (Chair)
Simon Jolly

Tom Loughlin

Hayden Porter

Sandra Greenslade

Kiri Atkinson-Crean
Chair

Approved by shareholder on: (Date):
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For Taupo District Council

This Statement of Intent is based on “Recommended Good Practice for the Governance of
Regional Tourism Organisations” developed by Local Government New Zealand (February 2004).
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10. Appendix One: Terms and Definitions

RTO — Regional Tourism Organisation

TDC — Taupo District Council

TIA — Tourism Industry Aotearoa

DOC — Department of Conservation

MBIE — Ministry of Business, Innovation and Employment

MRTE — Monthly Regional Tourism Estimates

TECT — Tourism Electronic Card Transactions

ECNI — Explore Central North Island — a marketing alliance between 8 neighbouring RTO’s within
the central North Island including Coromandel, Hamilton Waikato, Hawkes Bay, Rotorua, Taupo,
Ruapehu, Tairawhiti - Gisborne, Bay of Plenty

Amplify — the Economic development Agency for Taupo District

STAPP — Strategic Tourism Assets Protection Programme — funding granted to RTO’s by MBIE as
part of the Covid-19 Tourism Recovery package

Trade: Travel agents, travel wholesalers, Inbound Tour Operators, retail travel sellers and
airlines

C&I /BE: Conference and Incentive, meetings, and any business-related events
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