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Wellington Tourism Action Plan 2004 - 2009
A Strategic Update

Foreword by Chief Executive Officer

The last ten years have seen Wellington’s performance as a tourist
destination steadily improve to the point where the city now has
more than 3.5 million visitor nights a year. These visitors generate
in excess of $760 million annually for the local economy.

The Wellington Tourism Action Plan aims to provide a framework
for Positively Wellington Tourism, Wellington’s tourism industry
and the people of Wellington to build on the success of the sector.
It takes its lead from the Strategic Plan 2001-2006: Doubling our
success through strategic partnerships. This set Positively
Wellington Tourism a five-year stretch goal of helping to double the
contribution tourism makes to Wellington’s economy by 2009.

Wellington is now a vibrant city offering visitors a sophisticated city
experience in a stunning natural setting. However, Wellington is
still maturing as an international visitor destination. It has great
scope to market itself more widely and to develop product that will
add depth to the international product offering, whilst
complementing the strong domestic platform already established.

To stay competitive and achieve the doubling goal, Wellington
must continue to develop a product offering that is appealing to
both the International and the Domestic traveller – both leisure and
business.

The original strategy also set new areas of focus for vibrant growth
identified as the five pillars of success. These represented an
evolution of Positively Wellington Tourism’s role from a purely
promotional body, to one which advocates for and assists in
product and infrastructural development. Positively Wellington
Tourism will continue to focus on these pillars.

Since the first Strategic Plan, Positively Wellington Tourism has
worked collaboratively with the Wellington tourism industry, non-
tourism partners and the Wellington City Council to turn these
areas of focus into tangible accomplishments or specific projects
upon which progress can be made.

There are many exciting steps forward in the Tourism Action Plan.
It envisages significant development of a number of key products,
including the Karori Wildlife Sanctuary and South Coast marketing.
It defines the Interactive Traveller - the international traveller
Tourism New Zealand has identified as a key target and explores
how to continue to attract them to Wellington through marketing. It
looks at how Wellington’s brand positioning fits with Wellington City
Council’s Creative Wellington - Innovation Capital vision.

By 2009, Positively Wellington Tourism wants Wellington to be:

• One of the top three destinations in New Zealand for
international visitors.

• Rated by 80% of New Zealanders as the ‘hottest city’ to
visit in New Zealand.

• Known for its variety of new tourism related product and
continued product renewal and refreshment.

The Tourism Action Plan has incorporated an implementation plan
to give even more backbone to the strategic pillars of success.

This Tourism Action Plan is an outline of what is needed to help
complete Wellington’s metamorphosis from ‘cardigan capital’ to
ultimate urban destination.

Tim Cossar
Chief Executive Officer
Positively Wellington Tourism
February 2004
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CHAPTER ONE: The Vision

Positively Wellington Tourism seeks to position Wellington as
a destination of choice domestically and internationally and
be regarded as the most vibrant, innovative and creative
centre for tourism marketing and development in New
Zealand.

It will achieve this by paying attention to both product
development and marketing.

Product development is a strategic priority for Wellington’s tourism
industry. The city has a number of key attractions, but more 365-
day per year commissionable product is central to achieving
Positively Wellington Tourism’s vision. Critical to this will be
developments such as the Karori Wildlife Sanctuary and the
Marine Conservation Centre.

The development of key infrastructure such as the proposed Multi-
Sport Stadium and a purpose-built Convention Centre as well as
the Waterfront will also be important.

Better infrastructure will help develop a comprehensive events
calendar for Wellington. A solid offering of events is crucial in the
context of a maturing visitor destination such as Wellington. Over
time, however, this may become less important as year-round
attractions and activities develop.

Positively Wellington Tourism must continually refine and develop
the way it markets the city.  It seeks to develop cutting edge
marketing programmes which are effective both domestically and
internationally and target both the leisure and the business
traveller. The internet, conferences, conventions and events will
continue to be key tools in Positively Wellington Tourism’s
marketing programme.

Cultural tourism is recognised as a key driver of the Interactive
Traveller. Positively Wellington Tourism will continue to work with
Central Government and the wider industry to strengthen and
market Wellington’s cultural tourism offering. This will lead to
exciting product developments and increased depth of product in
the cultural tourism sector.

The marketing initiative ‘nature close to the city’ will help drive
international visitation and is an attractive proposition for Tourism
New Zealand’s Interactive Traveller target. This initiative leverages
Wellington’s stunning natural areas, such as the South Coast, in
contrast to the vibrancy, creativity and energy of the city.

A shared understanding with Wellington City Council is essential to
achieving the vision. Council’s Creative City, Innovation Capital
initiative is well aligned with Wellington’s market position as the
arts and culture capital of New Zealand.
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Natural Cluster
Karori Wildlife Sanctuary

Marine Conservation Centre
Otari-Wilton Bush
Carter Observatory

Matiu / Somes Island
Botanic Garden and Cable Car

Town Belt
Zoo

Other Natural Attractions

   Arts and Culture
Film Museum

Embassy Theatre
Art Gallery

Arts Precinct
Arts Wellington

Waka House

City Infrastructure
Multi-purpose Indoor Sports Stadium

Convention Centre
Airport

Campground
Signage

Coastal Cluster
South Coast
F 69 Frigate

Surf Reef
Waterfront and Harbour

Oriental Bay Beach
Submarine Venture

     Tourism Product
Cultural Tourism
attraction / offer

12 Successful Tourism
SME’s

2004 Core
Stadium, Te Papa

Arts, Culture and Heritage
Attractions, Downtown

Marketing Vision 2004 – 2009

Positively Wellington Tourism aims to see:

• Wellington as one of the top three destinations visited in
New Zealand by international visitors.

• Wellington regarded by international travel trade as a
‘must-see’ destination.

• Wellington rated by at least 80% of domestic market as the
‘hottest’ city to visit in New Zealand.

• Highly active marketing programme operating in Australia,
with 200,000 visitors from Australia and Wellington
regarded by Australians as a must-see destination.

• Visitor Information Centre fully integrated into overall
marketing function and delivery of Positively Wellington
Tourism’s marketing and product development
programmes.

• Wellington as New Zealand’s leading events destination
with a calendar of events that addresses low and shoulder
season travel.

• Wellington as a leading conference destination with a
strong market presence in New Zealand and Australia.

• Wellington leading e-commerce trading in the tourism
industry with the most active RTO website in New
Zealand.

Product Development Vision 2004 – 2009

Positively Wellington Tourism aims to see the 2004 core
develop and expand:
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CHAPTER TWO: Setting the Scene

Positively Wellington Tourism : Leading the way

Positively Wellington Tourism aims to be an inspirational and
innovative leader in the tourism industry and to continue to
help tourism add even greater value to the Wellington
economy and community.

Positively Wellington Tourism is essentially a marketing body
whose purpose it is to maximise the contribution tourism can make
to Wellington City’s economy and lifestyle. Positively Wellington
Tourism also takes a lead role advocating and supporting product
and infrastructural development in a bid to add further depth to the
industry.

Brand Wellington

Wellington’s key brand elements are:

Creativity
Wellington is a hot-bed of creative thought. This is evident in all
aspects of the city, from public art to theatre, from scenic tours to
shopping.

Nationhood
The Capital City, Wellington is uniquely positioned to tell the
nation’s history through captivating and authentic experiences.

Accessible Nature
Wellington’s position between a stunning harbour and the South
Coast makes it a natural paradise – yet coffee is only ever a short
trip away.

City Excitement
Downtown Wellington offers the ultimate urban experience.
Shopping, cafes, bars, restaurants and entertainment all fill
Downtown creating a sense of excitement unique to Wellington.
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CHAPTER FIVE: The Markets

While the international and the domestic visitor markets are both
important to Wellington, each carries its own needs. Positively
Wellington Tourism must take into account the expectations and
travel motivations of both markets to meet their different needs and
so achieve ultimate tourism success.

Positively Wellington Tourism is aware of increasing competition
from other regions in both the international and domestic markets.
Regional Tourism Organisations around New Zealand have
increased their marketing presence, especially in the domestic
market, where Wellington City has strongly positioned itself in
recent years. There is also increased competition for the
discretionary dollar.

Domestic Market

The domestic market has performed well in the past three years. In
1999, there were just over 740,000 domestic visitor nights in
commercial accommodation, according to the Commercial
Accommodation Monitor. This figure grew to nearly 840,000 in
2002. The domestic Visiting Friends and Relatives market is also
very strong in Wellington; in 2002 more than 1.7 million visitor
nights were spent in Wellington by visiting friends and relatives, as
stated in the BRC Marketing and Social Research VFR Monitor.

Increasing Wellington’s domestic marketing activity and product
offering is a priority for Positively Wellington Tourism. The key will
be to keep Wellington fresh and appealing by creating new
reasons to visit.

For the domestic market, Wellington’s strengths remain:

• City excitement and nightlife
• Heritage and Nationhood
• Performing and Visual Arts
• Easy to get around / compact
• Strong VFR market
• Leisure weekend market established

Potential lies in:

• Growing the VFR market
• Events and conferences
• Family destination

• Growing the amount of weekend promotion
• Refining target marketing
• Nature close to the city
• Arts marketing
• New attractions and activities

Action Plan: Domestic Market Strategy

Positively Wellington Tourism’s domestic marketing focus has
moved away from the traditional target of household income in
excess of $40,000. Now and in the future, it will target market
segments by travel motivation. The likely mode of communication
to each will reflect the travel motivation.
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The four travel motivations are:

1. Energising and self-expansion
Target audience: adults without children.
Mood: uplifting, exhilarating, invigorating, indulging,
challenging.

2. Socialising and participating
Target audience: young singles, families and young couples.
Mood: lively, sociable, upbeat, friendly, easy going, casual.

3. Learning and discovery
Target audience: singles, parents wanting to educate their
children through travel. Also includes older adults.
Mood: strong cultural or historic / heritage status.

4. Relaxing and unwinding
Target audience: older couples, professional people with busy
lifestyles and older people.
Mood: relaxed, down-to-earth, comfortable, safe.

The three-pronged domestic approach

Positively Wellington Tourism is committed to a three pronged
strategic approach to the domestic market.  The aim is to deliver
the most comprehensive domestic marketing campaign in New
Zealand to achieve results in a range of markets.

1. “Outside In” Marketing: Positively Wellington campaign.

2. “Inside Out” Marketing: Visiting Friends and Relatives
and Downtown campaigns.

3. Events Marketing: Leveraging key events at certain
times.

                  Events

THE
DOMESTIC
MARKET

Inside Out
(VFR &

Downtown
campaigns)

Outside In
(Positively
Wellington
campaign)
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International Market

Since Positively Wellington Tourism’s initial Strategy was
published, Tourism New Zealand has identified the Interactive
Traveller as the group that best meets New Zealand’s tourism
needs. It is important to understand the characteristics of the
Interactive Traveller (IT) in planning international tourism
marketing.

The Interactive Traveller : A definition

The IT is a regular international traveller who consumes a wide
range of tourism products and services. They seek out new
experiences and demonstrate respect for natural, social and
cultural environments.

The IT is likely to fall into either the 25 – 34 or 50 – 64 age bracket.
They come from a range of countries, but many come from
Wellington’s key markets of UK, USA and Australia.

The IT chooses New Zealand primarily for the scenery and natural
wonders and secondly for the culture and history. As the arts and
culture capital of New Zealand, Wellington holds appeal for the IT.
Positively Wellington Tourism will work to develop, in particular, the
cultural tourism offering currently available for this group of
international visitors.

The Australian market

The IT from Australia is a key target of Positively Wellington
Tourism’s international marketing. Geographically close to New
Zealand, the Australian market is considered less vulnerable to
international influences such as terrorism or exchange rate
fluctuations.

A General Sales Agent will continue to sell Wellington in Australia.
A Public Relations agent based in Australia will continue to raise

public awareness of Wellington as a great place to visit. This is in
addition to a comprehensive travel trade education programme
and other joint venture activity.

For the IT, Wellington’s strengths remain:

• Heritage and nationhood
• Shopping
• Easy to get around / compact size
• North-South gateway / regional gateway
• Capital City
• Performing and visual arts
• Surprise and delight factor

Potential lies in:

• Contemporary cultural tourism product
• Nature close to the city
• Learning and discovery
• More commissionable product
• Creative and Innovative City

Action Plan: International Market Strategy

Onshore activity will focus on VIN sales and training, travel
network training and sales and ensuring information is available at
points of entry into Wellington, such as Interisland Line Ferries and
the Airport. The objective is to dramatically increase Wellington’s
international marketing presence onshore.

Offshore international marketing will continue to be delivered under
the Centre Stage regional model.

International events are likely to influence patterns of travel in the
global tourism industry. Terrorism, war and macro shifts in the
world aviation market will influence Wellington’s ability to grow its
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market. However, there are indications to suggest dramatic global
events have only short term impacts on New Zealand’s tourism
growth. There is strong evidence to suggest that 12 to 18 months
after a global event, New Zealand’s inbound market tends to grow.
This indicates New Zealand is perceived as a relatively safe
destination.

INTERNATIONAL

On Shore Internet Off Shore

VINS &
 Information Centres

Travel Network
eg. Backpackers

Sales

Internal Focus Inbound Focus

Trade (Centre Stage)
(including Japan)

Australian
consumers – GSA,

PR
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CHAPTER SIX: Programme of Implementation

Each of the strategic pillars has a range of sub-components. The
programme of implementation outlines who are the lead and
supporting agencies involved and the project timescale. In all
instances, Positively Wellington Tourism is involved.

1. New products.

Aim: To identify and assist in the development of new
products.

Product Lead
Agency

Project
Timescale
(years)

Supporting
Partners

• Karori Wildlife
Sanctuary
Gateway Project

Karori
Wildlife
Sanctuary.

1 – 4 Positively
Wellington
Tourism,
Wellington City
Council, Central
Government,
Greater
Wellington.

• Marine
Conservation
Centre

Marine
Conservation
Centre.

1 – 4 Positively
Wellington
Tourism,
Wellington
International
Airport, Wellington
City Council,
Central
Government,
Tourism
Operators.

• Nature Close to
the City

Positively
Wellington
Tourism.

1 – 4 Wellington City
Council, Greater
Wellington, Central
Government,
Karori Wildlife
Sanctuary, Marine
Conservation
Centre.
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• South Coast
marketing and
development

Positively
Wellington
Tourism

1 – 4 Wellington City
Council, Greater
Wellington, Central
Government,
Marine
Conservation
Centre, Positively
Wellington
Waterfront,
Positively
Wellington
Business, Tourism
Operators

• Cultural Tourism
Development

Positively
Wellington
Tourism.

1 -4 Wellington City
Council, Central
Government,
Positively
Wellington
Business, Te
Papa, Tourism
Operators.

• Visitor Information
Centre Expansion

Positively
Wellington
Tourism.

1 – 2 Wellington City
Council, Tourism
Operators,
Wellington
International
Airport, i-SITE.

• Film Museum The Film
Archive

1 -2 Positively
Wellington
Tourism,
Wellington City
Council, Central
Government,
Tourism
Operators.

• Arts Precinct Wellington
City Council.

1 – 4 Positively
Wellington
Tourism, Arts
Wellington.

• Art Gallery Wellington
City Council.

1 – 4 Positively
Wellington
Tourism, Arts
Wellington,
Museums Trust

• F69 Frigate F69 Trust 1 – 4 Positively
Wellington
Tourism,
Wellington City
Council, Greater
Wellington,
Wellington
International
Airport.

Note: Positively Wellington Tourism is working with a range of
other tourism development projects which can not be outlined
because of commercial confidentiality.



17

2. Events

Aim: To maintain emphasis on events as critical part of the
overall programme to grow visitation to Wellington.

Priorities Lead
Agency

Project
Timescale
(years)

Supporting
Partners

• Work with WCC to
ensure a significant
event development
fund is available to
develop a greater
calendar of “A” and “B”
level events.

Positively
Wellington
Tourism,
Wellington
City
Council.

1 - 2 Tourism
Operators.

• Ensure a significant
event marketing fund is
available to better
target the marketing of
events to the likely
audience.

Positively
Wellington
Tourism,
Wellington
City
Council.

1 - 2 Tourism
Operators.

• Ensure existing “A”
level events, including
the NZ Festival, Rugby
Sevens and the annual
rugby test, are
retained.

Positively
Wellington
Tourism,
Wellington
City
Council.

1 - 2 Tourism
Operators.

• Ensure targeted events
which fit the Wellington
brand, eg the
Wellington Fashion
Festival, are committed
to annually.

Positively
Wellington
Tourism,
Wellington
City
Council.

1 - 2 Tourism
Operators.

• Develop low and
shoulder season
events, especially in
the arts and cultural
area.

Positively
Wellington
Tourism,
Wellington
City
Council.

1 - 2 Tourism
Operators.

• Develop a more
extensive calendar of
participation events.

Positively
Wellington
Tourism,
Wellington
City
Council.

1 - 2 Tourism
Operators.

• Work with and support
Te Papa and other
venues to develop and
attract exhibitions that
are unique to
Wellington or give
Wellington a good
opportunity to capture
a strong market.

Positively
Wellington
Tourism,
Wellington
City
Council.

1 - 2 Tourism
Operators.
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3. New Infrastructure

Aim: To support and champion new infrastructure.

Priorities Lead
Agency

Project
Timescale
(years)

Supporting
Partners

• Purpose built
Convention Centre

Wellington
City
Council.

2 - 6 Positively
Wellington
Tourism,
Tourism
Operators.

• Indoor Sports Stadium Wellington
City
Council.

1 – 4 Positively
Wellington
Tourism,
Tourism
Operators,
Central
Government.

• Waterfront
Development

Positively
Wellington
Waterfront.

Ongoing Wellington City
Council,
Positively
Wellington
Tourism,
Positively
Wellington
Business,
Tourism
Operators.

• Increased capacity and
frequency of air access

Wellington
International
Airport.

2 - 6 Positively
Wellington
Tourism,
Wellington City
Council,
Positively
Wellington
Business,
Airlines.

• CBD campervan facility Positively
Wellington
Tourism.

2 - 6 Wellington City
Council,
Greater
Wellington,
Tourism
Operators.

• Signage to assist
visitors

Wellington
City
Council,
Positively
Wellington
Tourism.

1 – 4 Downtown
Retailers.
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4. Downtown

Aim: To strengthen Downtown competitiveness.

Priorities Lead
Agency

Project
Timescale
(years)

Supporting
Partners

• Evolve and grow
Downtown and Four
Quarter branding.

Positively
Wellington
Tourism.

1 – 2 Wellington
City
Council,
Downtown
Retailers.

• Continue to position
Downtown as central to
Wellington’s visitor
experience.

Positively
Wellington
Tourism.

1 – 2 Wellington
City
Council,
Downtown
Retailers.

• Continue to contribute
to WCC’s project to
ensure Downtown
delivers “Absolutely the
best Downtown
experience.”

Wellington
City
Council.

1 – 4 Positively
Wellington
Tourism,
Downtown
Retailers.

• Continue to identify and
support events that
celebrate and enhance
the Downtown
experience and brand,
eg: Wellington Fashion
Festival.

Positively
Wellington
Tourism,
Wellington
City
Council.

Ongoing Downtown
Retailers.

• Grow Downtown’s
share of Wellington’s
retail sales.

Positively
Wellington
Tourism.

Ongoing Wellington
City
Council,
Positively
Wellington
Business.

• Continue to enhance
the Downtown
shopping area.

Wellington
City
Council,
Positively
Wellington
Tourism.

Ongoing Downtown
Retailers,
Downtown
Businesses.

• Continue to monitor
availability of weekend
car parks to help
ensure that supply
better reflects demand.

Positively
Wellington
Tourism,
Wellington
City
Council.

Ongoing Downtown
Retailers,
Downtown
Businesses.
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5. International market

Aim: To increase Wellington’s international market share.

Priorities Lead
Agency

Project
Timescale
(years)

Supporting
Partners

• Continue to grow and
refine the Centre Stage
of NZ regional marketing
alliance and other
partnerships.

Centre
Stage,
Positively
Wellington
Tourism.

Ongoing Wellington City
Council,
Tourism
Operators,
Regional
Tourism
Organisations,
Tourism New
Zealand.

• Build Wellington’s profile
amongst consumers and
trade in the Australian
market.

Centre
Stage,
Positively
Wellington
Tourism.

Ongoing Regional
Tourism
Organisations,
Tourism
Operators,
Wellington
International
Airport, Airlines,
Tourism New
Zealand.

• Build Wellington’s brand
positioning as the
Capital that is vibrant,
cosmopolitan, situated
centrally in NZ within
easy access of nature.

Positively
Wellington
Tourism.

Ongoing Tourism
Operators,
Tourism New
Zealand.

• Build on-shore activity to
target international
visitors and increase
Wellington’s presence in
visitor centres,
backpackers and
locations where
travelers on less
structured itineraries see
what Wellington offers.

Positively
Wellington
Tourism,
Centre
Stage.

1 – 2 Regional
Tourism
Organisations,
Tourism
Operators,
Tourism New
Zealand.

• Ensure the experience
and offer FIT visitors
receive in Wellington is
second to none and
build on “surprise and
delight” factor to gain
increased length of stay
and positive word of
mouth.

Wellington
City
Council,
Positively
Wellington
Tourism.

Ongoing Qualmark,
Tourism
Operators.

• Target opportunities in
the education sector,
including students, their
visiting friends and
relatives and special
interest groups.

Positively
Wellington
Tourism

Ongoing Tourism
Operators

• Target mid-sized
conferences (100 – 500
delegates) especially
from within Australia.

Positively
Wellington
Tourism

Ongoing Tourism
Operators

• Target the international
VFR market, especially
out of Australia and the
UK, in partnership with
tourism and non-tourism
partners.

Positively
Wellington
Tourism

1 – 4 Airlines, Tourism
Operators,
Tourism New
Zealand
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6. E- commerce

Aim: To use the internet to better market Wellington as a
visitor destination.

Priorities Lead
Agency

Project
Timescale
(years)

Supporting
Partners

• Increase the use of the
internet and
WellingtonNZ.com to
actively target
consumers and place
greater emphasis on
conversion as well as
information provision.

Positively
Wellington
Tourism

Ongoing Tourism
Operators,
Wellington
City Council,
Tourism New
Zealand.

• Use the internet to build
stronger trade
relationships and to
directly reach
international and
domestic consumers.

Positively
Wellington
Tourism

Ongoing Tourism
Operators,
Wellington
City Council,
Tourism New
Zealand.

• Ensure the internet as a
marketing tool is
leveraged to the
maximum, that it is
central to all marketing
activity and strongly
linked to the operations
at the VIN.

Positively
Wellington
Tourism

Ongoing Tourism
Operators, i-
SITE,
Wellington
City Council,
Tourism New
Zealand

7. Domestic Tourism

Aim: Grow domestic tourism to further address seasonality
and weekend issues.

Priorities Lead
Agency

Project
Timescale
(years)

Supporting
Partners

• Develop and grow the
Positively Wellington
domestic campaign and
the Visiting Friends and
Relatives campaign.

Positively
Wellington
Tourism,
Wellington
City Council

Ongoing Tourism
Operators

• Maintain a strong
presence in the
domestic conference
market, using
conferences and
conventions to generate
low and shoulder
season trade.

Positively
Wellington
Tourism,
Wellington
City Council

Ongoing Tourism
Operators

• Continue to develop
products and offers for
the 1-5 hour drive
market.

Positively
Wellington
Tourism

Ongoing Tourism
Operators,
Regional
Tourism
Organisations.

• Maintain a strong
marketing presence in
the domestic education
market.

Positively
Wellington
Tourism

Ongoing Wellington
City Council,
Tourism
Operators

• Extend Wellington’s
brand presence and
strengthen the arts and
culture market.

Positively
Wellington
Tourism

Ongoing Tourism
Operators,
Arts
Wellington.


