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HERE are no quick fixes but business as usual is suicidal. 
You need to paint a picture of a better world and while 
tourism can’t do it alone, you can be a leader. New Zealand 

needs to think and act differently.” 
That was the message from the CEO of Desticorp, Anna Pollock 

whose wide-ranging address on “Beyond Recovery –Transforma-
tion” was riveting and complex as she pulled together a number of 
major social trends driving society and what that might mean for 
tourism.

Firstly she says growth in tourism, may not be as in the past. She 
told the NZ Hotel Industry Conference that while New Zealand had 
become used to steady growth over the past few years she felt now 
a more realistic model would be Butlers TALC model – a Tourism 
Area Life Cycle model. In every case this is where you have the 
early adopters who “discover” a location, region or country and 
as momentum builds to a peak the region reaches a period of con-
solidation and stagnation. Whistler in Canada, she said, for instance 
can’t get through the one million visitor mark.

At this point there is a tendency for decline or a requirement to 
rejuvenate.

If this was also true of international tourism, in order for it not to 
go into decline, 2010 will be a year of transformation.

She sees transformation as being about a major qualitative step 
change and in looking at the trends, she says we must look deeper. 
Social media for instance (with Facebook and Twitter) is just a 
surface trend, underneath that there is a much more powerful driver 
of change. “We are seeing, compressed into a 50 year time frame, 
a fundamental shift in how we view our relationships with each 

other and with the planet.” This, she says is driving a change in 
perception.

New Zealand’s challenges as she sees it – include the fact that 
growth drivers are weakening and the NICE times are over. Non 
inflationary constant expansion is coming to an end.

Pollock says another challenge is a misplaced belief in resilience. 
Markets have bounced back before but in the current downturn 
things had started to slow beforehand. “This is not a criticism of 
marketing; it is structural and you have to do things differently. You 
weathered this storm by turning your attention to Australia but I’d 
suggest to you, that as a long term strategy, you start to consider 
Australia as part of your domestic market.”

The third challenge is that traditional markets are weakening 
- travellers are maturing and have greater choice - it means travellers 
are more selective. “It’s simple maths , there are so many more exotic 
destinations that are available.”

The fourth challenge is in the emerging markets. They will seek 

different benefits and new routes will be required. “With the Brits 
you know what they want; so when somebody from Brazil or China 
visits what are they looking for? 

The fifth challenge is that New Zealand is remote and "losing 
control of the pipeline". Airlines have commoditised their product 
so much and that puts you in a vulnerable position, she said.

As a sixth challenge Pollock pointed to New Zealand’s brand 
promise versus delivery. “Are you as pure as you claim to be?” 

Commoditisation is another challenge. “Everyone wants to get 
the yield up but when a crisis comes along we drop our prices. 
Before the internet we could maybe do so and put them back; but 
now customers know far more and the internet has forced prices 
down. Standardization and homogenization mean a big challenge, 
for any destination, is how to reverse that trend. You have to acquire 
confidence in yourself – that you are offering wonderful things – you 
have to value it for what it is and stay aspirational, she said.

Looking even deeper Pollock pointed to a series of what she 
called key change drivers: 
1.	Changing sources of wealth creation: From a service economy 
to an experience economy – the age of information and the age of 
imagination. 
2.	The second key driver Pollock pointed to was the “anywhere 
revolution”. We haven’t seen anything yet – 1.2 billion people have 
internet access but the real revolution happening now is for people 
to break loose and communicate with each other. 
She says the web used to be a distribution channel; now it is a 
platform for collaboration. It’s a flow economy. The trend people talk 
about is social media - but all marketing now is purely social. It’s all 
about people having experiences who can communicate with people 
anywhere - become a platform for collaboration with your customer 
doing the talking - you have lost control. 
It’s about transparency and total exposure. Your job is not to tell 
people what you do but ensure you are the topic. You must become 
the topic of their conversation. 
She says the only metric that counts is what percentage of your visi-
tors go home and recommend that a friend come to NZ. You need to 
start to see your visitors as partners in developing your experience 
and communicating it with others.
3.	The next driver she says are biophysical realities - we are running 
out of space, energy, food, water and living on 1.4 planets and the 
limitations are real. “The economy is a wholly owned subsidiary of 
the environment.”

So there are tough choices head. 
“How can you grow without producing more waste; how do you 

de-materialise growth?”
We are moving from an industrial age to a networked com-

munity. If we understand network dynamics, then destinations are 
networked communities. We are not an industry we are a bunch  
of individual enterprises, all interdependent, trying to make a good 
living. n                                                                      - Annie GrayC

O
V

eR
 and




 images





 b
Y

 A
manda







 W
igne


L

L 
PH

O
tO

g
R

ap
H

Y



4 www.tourismbusinessmag.co.nz 

 

M and Minister of Tourism, John Key told the New Zealand 
Hotel Industry Conference that New Zealand needs to get 
“more bang for our marketing dollars”.

In announcing an additional $30 million for tourism marketing 
for the next year at the conference, Key said $25 million will be 
used to market New Zealand as a tourist destination overseas, in key 
places such as Australia, China and the United States. 

The other $5 million will be allocated to joint venture initiatives 
between regional tourism organisations and Tourism New Zealand. 

This follows an increase of $20 million in last year’s budget and 
will bring the Government’s total investment to just under $100 
million this year. 

He also noted that last year he had asked Tourism New Zealand 
to create a three-year strategy for marketing New Zealand. 

“The new strategy fundamentally changes the emphasis of how 
Tourism New Zealand reaches markets and potential visitors. We’re 
relying less on traditional mass media, and more on new digital 
technologies like the internet. 

“This means we can reach a bigger audience with less money. It 
means we can engage with potential tourists to find out what they 
want. And it means we can target our marketing towards those 
higher-value visitors we want to attract.” 

He also told the conference that alongside marketing efforts, the 
challenge for the industry is to remain price competitive. 

“Although we are aiming to attract visitors here for a high-quality 
experience, we are a long way from the rest of the world. 

“We need to think about the reasons tourists would and wouldn’t 

choose New Zealand as a destination. And part of that means offer-
ing competitive prices for everything from accommodation and 
airfares to food and wine.” 

He also pointed to the potential for an international-scale con-
vention and exhibition centre noting that the Government is con-
sidering how we can host more international business events in New 
Zealand in the future. - especially in the fastest growing segment of 
the market – the 1500-plus delegate range. 

Economic Development Minister Gerry Brownlee has recently 
held a series of meetings with venue owners and business event 
stakeholders in Christchurch, Auckland and Wellington looking at 
the possibility of developing an international-scale convention and 
exhibition centre; the development of a National Business Events 
Strategy and how the current network of convention venues in New 
Zealand can work together.

As far as the Rugby World Cup goes Key noted there had been 
some concerns about accommodation pricing for the World Cup. 
News reports show some visitors are being asked to pay much 
higher rates during the World Cup.

“Obviously hotels, motels, and travel wholesalers are going to 
make fair returns during the World Cup. Market forces will prevail 
to some extent. It’s a great opportunity for the industry to make 
some money during what is a quiet tourism season. 

“But if we take it too far and overcharge visitors, we’ll risk dam-
aging New Zealand’s tourism reputation. We need to balance the 
opportunity to make money on accommodation with how impor-
tant our reputation is.” n                                             - Annie Gray

Ew Zealand’s economic outlook 
may be brighter than it has been in 
recent years but it’s just as confused 

as ever.
That’s according to Stephen Toplis, head 

of research at the Bank of New Zealand. 
Toplis warned Hotel Industry Conference 
2010 delegates against becoming compla-
cent in their thinking around economic 
issues.

“The world is now a better place,” he 
said. “Cautious optimism is warranted but 
complacency is not. New Zealand’s risk pro-
file remains extremely concerning.”

To Toplis’ mind the good news is a seven-
part mix comprising an improved global 
outlook, the rising role of China, higher 
commodity prices, the weak New Zealand/
Australian dollar, net migration inflows, a 

pick-up in residential construction and the 
end of the slump in employment. 

But Toplis warned there is huge potential 
for another global shock. The removal of 
quantitative easing and its impacts -- espe-
cially in the United States – could trigger 
economic problems. So, too, could the 
removal of fiscal stimulus initiatives.

We must remain mindful of the timing 
and extent of future monetary tightening, 
and be aware of the impact of global depen-
dence on the emerging Chinese market. 

Then there are issues surrounding the 
realignment of emerging market curren-
cies, on-going problems in the banking 
sector and the possible emergence of asset 
bubbles. 

These, and other issues, mean there 
are probably more risks facing the global 

economy now than before, said Toplis. “But 
at least we can identify them. 

“They will stay with us for at least 12 
months, probably 24 months, and maybe 
up to 10 years. Don’t become complacent.”

From a domestic perspective, the reces-
sion is dead and buried, he said. Consumer 
spending is set to rise: that will be good for 
domestic tourism. For the next two to three 
years the outlook promises solid tourism 
partner growth. 

Tourism arrivals from Australia now 
represent around 45 percent of the total. 
This is both good and bad for New Zealand 
tourism: at least these visitors are here in 
significant numbers but individuals don’t 
tend to spend much. Tourism numbers 
from the UK have dropped off sharply and 
it will take almost all of the next three years 
to get back to previous levels.

The Chinese market - which supplies 
about four percent of New Zealand tourist 
visitors right now - could grow ‘substantial-
ly’. But we must attract high-spending visi-
tors. We need to go for quality not quantity 
with this market. n



 

maRtER industry collaboration could help grow the New Zea-
land tourism pie. That was the conclusion from three panellists 
from the luxury accommodation sector at the Hotel Industry 

Conference 2010.
Treetops owner John Sax suggested a deeper knowledge of guests’ 

preferences and interests could help luxury accommodation owners 
tailor their offerings. 

More to the point, if they were willing to share this information 
with other tourism operators, the wider New Zealand tourism sector 
could collectively pick up on opportunities to provide a richer experi-
ence.

He gave the example of an owner of a luxury lodge noticing a 
guest’s new top-of-the line camera. Why not, he said, suggest they 
could take a photographic tour with a specialist operator? 

And, within the bounds of the Privacy Act, why not pass on any rel-
evant information to the next venue where the guest may be headed?

Sax was joined by fellow panellists Sam Porter, CEO of Seasonz, 
and consultant Frank Mestrom. They were speaking at an open 
forum chaired by Horwath HTL Asia Pacific managing director Robert 
Hecker.

Sax said back in 2005 he estimated New Zealand took about 0.05 
percent of the potential United States luxury market. 

“How could we take a bigger stake of the luxury pie? I think there 
are huge opportunities to grow the sector but it would have to be done 

as a concerted effort: not just by individual players.”
When authoritative international publications such as Conde Nast 

write about New Zealand’s luxury lodges, Sax said, this has a knock-on 
effect for the rest of New Zealand’s tourism sector.

He added that people need to be passionate about owning and 
operating luxury accommodation. “Forget it, if you think you’re there 
for the dollars.

“It’s all about inter-personal relationships. Seventy percent of work-
ing in the luxury market is about the people. Thirty percent is about 
the place.”

Luxury, he said, is not just about price. “For some people it may be 
$150 / night accommodation. For others it might be $5000/ night.”

Consultant Frank Mestrom agreed that different people have very 
different ideas about what constitutes luxury.

He noted that our country offers a uniquely New Zealand lux-
ury experience underpinned by our diverse geography and natural 
resources.

Seasonz CEO Sam Porter argued that, as with other sectors of the 
market, growth in the luxury sector could come from extending into 
the shoulder season. “New Zealand is just as good in April/May and 
September/October as it is at other times of the year.” n    - Ruth Le Pla
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EO of Tourism NZ, Kevin Bowler told the NZ Hotel Industry 
Conference that the agency’s three year marketing plan would 
see it focus on the United States, China and German speaking 

Europe. Australia would still play a big role and more money would 
go to the India market and in restoring the Korean market 

The five foundations of the three year plan also included.-
•	 Strengthening its brand position: “I think we can use it more 
widely and see its value deepened. It is much more than a clean, 
green promise,” and opportunities like America’s Next Top Model  
(filmed here recently) would see the brand deepen.
•	 The RWC2011: With extra funding marketing it in Australia, the 
UK, France and South Africa. The target is expats in those coun-
tries.
•	 Partnerships: Partnerships are important in the three year plan and 
the new funds allocated will allow greater work with the private and 
public sector.
•	 Digital marketing: Bowler says this two-way media is great news 
for New Zealand. “Once you get past Australia we are a very small 
brand in world terms." They have an emerging vision that search 
needs more strategy and social media is arguably becoming more 
important. In some parts of the world mobile is more important than 
the PC. Tourism NZ is also looking at redeveloping nz.com to give it 
a more community feel.

He told the conference that as far as partnerships went air services 

were important; the largest partnership is with Air NZ and they were 
also working with Qantas and Singapore Airlines and were open to 
working with airports and travel trade. But he emphasised he was 
talking about big scale partnerships.

In answering further questions Bowler also said that 
Tourism NZ would be open with its research and find a way of  
sharing it.

“Digital allows to us to be a lot more clear and specific on 
[different]groups. I’d like to see Tourism NZ’s role growing in the 
sharing of insights into what they want…. We will get more visitors 
from China, I am sure of that and we need to know what they want 
to experience. You can expect me to communicate that to you.”

As far as Qualmark goes Bowler said they are currently reviewing 
that business from the point of view of how they can improve the 
performance and reduce compliance costs. While there are a lot of 
operational challenges he reiterated Tourism NZ's commitment to 
Qualmark. 

And finally asked about the tyranny of distance: “We have to stop 
thinking about that as a problem and think about it as the reason we 
are so special. It has shaped us a country and has had a huge impact 
... I think we need to celebrate that we not a high volume destina-
tion. 

“In the next decade our focus will migrate to the Pacific Rim, areas 
that are one flight away – the focus will be on the US and China and 
South America and I think ... that rim will extend to India and the 
hinterland of the US. n

HE Hotel Industry Conference 
2010 culminated in the release of 
next year’s top six action items. 

These are to:
•	 Recover the average daily rate
 	 (ADR)
•	 Improve service levels
•	 Retain good staff
•	 Increase international marketing
•	 Improve product quality
•	 Prepare for the Rugby World 
		 Cup 2011.
The action items were released at 

the end of a detailed market-by-market 
review of the hotel industry by a panel 
of local hotel leaders. 

Their analysis covered the Auckland,  

Wellington, Rotorua, Christchurch, 
Queenstown and Dunedin markets.

In global terms, the Asia Pacific mar-
ket is leading the way in RevPAR recovery 
(revenue per available room). Panel chair 
Vasso Zographou, managing director of 
Horwath HTL Australia, said the region 
has lifted RevPAR by 23.2 percent in the 
first three months of this year. This is in 
marked contrast to a 19.4 percent drop 
for the whole of 2009. 

The Asia Pacific region provides a rosy 
contrast to weak RevPAR recovery in 
Europe which lingers at just 3.7 percent 
for first quarter 2010. In North America 
it has dropped back by 1.1 percent in the 
same period. n
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