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2. BACKGROUND & INTRODUCTION 

The Destination Marlborough Strategic Plan 2008-2013 is a document that 
recognises Marlborough is evolving quickly as a visitor destination. For example, 
total visits by travellers to Marlborough are forecast to rise from 1.10m in 2006 to 
1.24m in 2013 - an increase of 13.1% or 1.8% per annum. Total visitor nights in 
Marlborough are forecast to rise from 1.7m in 2006 to 1.97m in 2013 - an 
increase of 16.2% or 2.2% per annum. Total visitor expenditure in Marlborough is 
forecast to rise from $188.8m in 2006 to $263.5m in 2013 - an increase of 39.6% 
or 4.9% per annum. This projected growth presents both opportunities and 
challenges for the Marlborough tourism industry and wider community. It is 
imperative that Destination Marlborough promotes a strong vision for the 
immediate future of the local tourism industry. The vision needs to take account 
of the ways in which we manage Marlborough as a visitor destination and the key 
messages upon which Marlborough is marketed throughout New Zealand and the 
world. Destination Marlborough is committed to aligning our i-SITES and 
marketing resources with a strong vision for developing the tourism industry in 
Marlborough during the coming five years and beyond. 
 
Before outlining our vision for the Marlborough tourism industry in the coming 
five years it is pertinent to consider some of the factors that have influenced the 
local industry and Destination Marlborough in recent years. Such factors include a 
growing awareness of Marlborough on the global stage, the performance of the 
New Zealand tourism industry, changing behaviours of visitors, sustainability, 
infrastructure development in Marlborough, community awareness of tourism in 
Marlborough and resource constraints. 
 
{ƛƴŎŜ ǘƘŜ мффлǎ aŀǊƭōƻǊƻǳƎƘΩǎ ǇǊofile on the global stage has increased. This has 
largely been due to the impact of Marlborough produced wines, especially 
Marlborough Sauvignon Blanc, throughout the world.  While Marlborough wines 
have enjoyed considerable success for more than twenty years, that success was 
often attributed to specific pioneering labels such as Cloudy Bay, Hunters Wines, 
Montana, etc. Now, however, while individual labels still enjoy considerable 
success, more recognition of the region in which the wines are produced is being 
generated. A result is that consumers in many parts of the world when asked 
about Marlborough are able to make a strong association with fine wine. This 
provides an opportunity for other industry sectors in Marlborough such as 
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aquaculture, who also take pride in producing top quality products and, in 
particular, tourism which can leverage off the growing awareness of 
Marlborough. From a tourism perspective, the ability to leverage off world class 
wine and seafood is extremely beneficial because it complements our high quality 
offerings in both natural environment (e.g. the Marlborough Sounds) and tourism 
products available. 
 
aŀǊƭōƻǊƻǳƎƘΩǎ ŦǳǘǳǊŜ ǎǳŎŎŜǎǎ ƛƴ ƎǊƻǿƛƴƎ ƛǘǎ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ƛǎ ǊŜƭƛŀƴǘ ǳǇƻƴ 
offering quality products, services and experiences. This approach has already 
been adopted in the New Zealand Tourism Strategy 2015. However, it is 
ƛƳǇƻǊǘŀƴǘ ǘƻ ƴƻǘŜ ǘƘŀǘ aŀǊƭōƻǊƻǳƎƘΩǎ ǎǳŎŎŜǎǎ ƛǎ ŘŜǇŜƴŘŜƴǘ ǳǇƻƴ Ƙƻǿ ǿŜƭƭ ǘƘŜ 
New Zealand tourism industry is performing at any given time. For the year ended 
April 2008, international visitor arrivals to New Zealand increased by 1.5%. 
International visitor expenditure increased 0.2% (year ended March 2007). This is 
modest growth compared to recent years. For example, between 1999 and 2003 
international visitor arrivals to New Zealand increased annually between seven 
and eleven percent while international visitor expenditure increased by between 
four percent and 22 percent annually during the same period. This slowing growth 
rate for international visitors to New Zealand presents a challenge for 
Marlborough alongside other regions throughout the country. That challenge is to 
keep growing our share of international and domestic visitors and to remain 
above the national average in terms of visitor nights and expenditure growth. 
 
The behaviour and expectations of visitors worldwide is continually changing as 
more information is available and expectations of destinations increase. New 
½ŜŀƭŀƴŘΣ ŀǎ ŀ ƭƻƴƎ Ƙŀǳƭ ŘŜǎǘƛƴŀǘƛƻƴΣ Ƙŀǎ ǇƻǎƛǘƛƻƴŜŘ ƛǘǎŜƭŦ ǘƻ ŀǘǘǊŀŎǘ άƛƴǘŜǊŀŎǘƛǾŜ 
travŜƭƭŜǊǎέΦ LƴǘŜǊŀŎǘƛǾŜ ǘǊavellers are broadly defined as; 

 Consume a wide range of tourism products and services  

 Seek out new experiences that involve interacting with nature, social and 
cultural environments  

 Respect the environment, culture and values of others  

 Are considered leaders by their peers  

 5ƻƴΩǘ ƳƛƴŘ ǇƭŀƴƴƛƴƎ ŀƴŘ ōƻƻƪƛƴƎ ƘƻƭƛŘŀȅǎ ŘƛǊŜŎǘƭȅ  

 Prefer authentic products and experiences  

 !ǊŜ ƘŜŀƭǘƘ ŎƻƴǎŎƛƻǳǎ ŀƴŘ ƭƛƪŜ ǘƻ ΨŎƻƴƴŜŎǘΩ ǿƛǘƘ ƻǘƘŜǊǎ  

 Enjoy outdoor activity  
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 Are sociable and like to learn  

 Have high levels of disposable income 
 
While the potential economic yield is greater for interactive visitors there are also 
greater expectations of levels of service if tourism businesses and destinations are 
to be successful in attracting and catering for these types of visitors. It is 
imperative for the Marlborough tourism industry to be flexible in meeting the 
needs of visitors who are sophisticated in terms of their travel requests and 
expectations. Marlborough tourism operators must continually strive to provide 
the quality sought by interactive travellers in the tourism products and services 
that they seek. 
 
Sustainability has emerged as perhaps the key concept in global tourism 
development during the past decade. As we attract more sophisticated visitors to 
our shores we must also recognise that their awareness of sustainability issues 
affecting the environment, communities, cultures and economies is increasing. 
Accordingly, tourism planners in New Zealand have understood that, in order to 
deliver on a prƻƳƛǎŜ ƻŦ ŀ άмлл҈ tǳǊŜ b½έΣ ǿŜ Ƴǳǎǘ ƘŀǾŜ Ǌƻōǳǎǘ ǎȅǎǘŜƳǎ ŀƴŘ 
measures in place throughout all regions to ensure that our tourism providers are 
working towards best practice in the area of sustainability. Initiatives such as 
carboNZero, Green Globe 21 and Qualmark now enjoy widespread support 
throughout the New Zealand tourism industry. Marlborough is playing its part in 
providing support and uptake for sustainable tourism initiatives but must remain 
vigilant and committed to increasing our range of sustainable products and 
services if we are to compete in a marketplace that demands information about 
and enhancement of the environments in which we live. Forward thinking tourism 
operators who utilise sustainable tourism initiatives will have a significant 
advantage, especially if they are able to incorporate their personal stories and 
messages about sustainability into the tourism experiences that they offer. 
 
Regions are dependent upon the local tourism infrastructure available for the 
growth of the local industry. Marlborough has experienced significant 
developments in this area in recent years. For example, the opening of the Omaka 
Aviation Heritage Centre in December 2006 has provided a tourism attraction of 
international significance for the Marlborough region. The Classic NZ Wine Trail 
has now emerged as an established touring route that will bring increasing 
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numbers of international and domestic visitors to our region. Additionally, the 
new Marlborough Convention Centre is now acting as a catalyst for interest in the 
region and provides opportunities for addressing ongoing seasonality issues for 
the local tourism industry. However, there are infrastructure challenges ahead. 
Marlborough must continually lobby for increased aircraft capacity to service the 
growing tourism industry. We must also encourage the provision of more four 
star plus accommodation beds from either existing hotels or potential new build 
projects to meet the growing demand and potential growth from corporate 
travellers, group travellers and high end leisure travellers alike. 
 
Perhaps the single most important factor in the future success of tourism in 
Marlborough is the level of awareness and engagement in the industry by the 
Marlborough community. Tourism is now a major driver in the Marlborough 
economy contributing nearly $180 million in 2006. However, the industry is often 
not as visible in the community as the Marlborough wine and aquaculture 
industries. An ongoing challenge for Destination Marlborough is to educate the 
local community about the importance of tourism in developing the local 
economy. If we view tourism in Marlborough as a host-guest relationship, it is 
evident that the wider Marlborough community needs to be a welcoming, 
engaging and responsible host to nurture and develop its relationship with its 
guests ς the tourists. In this way, both the community and tourists who visit can 
be enriched through their interactions and the potential for ongoing sustainable 
growth in the local tourism industry can be realised. 
 
Destination aŀǊƭōƻǊƻǳƎƘΩǎ ŀōƛƭƛǘȅ ǘƻ ƛƳǇƭŜƳŜƴǘ ǘƘƛǎ ǎǘǊŀǘŜƎȅ ŘŜǇŜƴŘǎ ƻƴ ǘƘŜ 
availability of resources to conduct our work effectively and our ability to 
establish, develop and leverage off strategic partnerships. Strategic partnerships 
are required at local, national and international levels and apply to funding, 
marketing and management of resources. For example, Destination Marlborough 
partners with both Marlborough District Council and local tourism operators to 
receive its funding. We partner with Nelson Tasman Tourism, Classic NZ Wine 
Trail, Positively Wellington Tourism, regions and AA Tourism to enhance our 
marketing effectiveness in our international, Australian and domestic markets 
respectively. The concept of establishing and nurturing effective collaborative 
partnerships is an important theme throughout this strategy as Destination 
Marlborough strives to maximise and focus the scarce resources available to us. 
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Vision  

In 2013 Marlborough will be preferred both nationally and internationally as a 

vibrant, professional and welcoming destination  where tourism experiences are 

of high quality , incorporate  a strong ñsustainability ò component and are  

supported by a local industry that displays initiative and a ñmust doò attitude 

towards servicing our guests.  
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3. NZ TOURISM STRATEGY 2015 

The Destination Marlborough Strategic Plan 2008-2013 should be read in 
conjunction with the NZ Tourism Strategy 2015 that was released in 2007. Like 
the NZ Tourism Strategy 2015, the Destination Marlborough Strategic Plan 2008-
2013 is based upon two central values; kaitiakitanga and manaakitanga. These 
values provide a foundation for sustainable tourism development at both the 
national level and for Marlborough specifically. 
 
Kaitiakitanga - Guardianship   

 We support the conservation and sustainability of the Marlborough 
environment and culture in the spirit of kaitiakitanga (guardianship). 
Sustainable development is critical to ensure the benefits of tourism will 
not be short-lived.  

 

Manaakitanga - Hosting 

 We support our staff and host community to better understand and 
embrace the spirit of manaakitanga (the warmth and hospitality offered to 
visitors). Our common focus must be oriented toward providing an 
excellent tourism experience and exceeding the expectations of visitors. 

 

The NZ Tourism Strategy 2015 contains four key outcomes. These include: 
1. NZ delivers a world-class visitor experience. 
2. b½Ωǎ ǘƻǳǊƛǎƳ ǎŜŎǘƻǊ ƛǎ ǇǊƻǎǇŜǊƻǳǎ ŀƴŘ ŀǘǘǊŀŎǘǎ ƻƴƎƻƛƴƎ ƛƴǾŜǎǘƳŜƴǘΦ 
3. The tourism sector takes a leading role in protecting and enhancing the 

environment. 
4. The tourism sector and communities work together for mutual benefit. 

 
The Destination Marlborough Strategic Plan 2008-2013 shares these outcomes as 
desirable achievements for the tourism industry in Marlborough and they emerge 
as themes in the priorities and strategies listed throughout this document. For 
ease of use, however, this document employs topic headings that reflect the 
challenges and opportunities specific to tourism in Marlborough. These include: 

1. Destination Marketing 
2. Marlborough i-SITEs 
3. Destination Management 
4. Organisation   
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4. DESTINATION MARKETING 

4.1 International Marketing  

PRIORITY: LƴŎǊŜŀǎŜ aŀǊƭōƻǊƻǳƎƘΩǎ ǇǊƻŦƛƭŜ ƛƴ ƻǳǊ ƪŜȅ ǘŀǊƎŜǘ ƛƴǘŜǊƴŀǘƛƻƴŀƭ 

markets resulting in more international visitor nights and increased expenditure. 

STRATEGIES: 

1. Develop and implement annual international marketing activities in conjunction with 
the Marlborough International Marketing Group. Focus areas will include growing 
existing markets in UK, Europe, Australia and North America as well as exploring the 
potential for new and emerging markets including Japan, Korea, China, South East Asia, 
India, Eastern Europe and South America. Joint venture marketing projects will be 
developed where appropriate. 

2. Work closely with Nelson Tasman Tourism to enhance the International Marketing 
Alliance (IMA) for the Top of the South regions. In turn, all IMA activities will be aligned 
with Tourism NZ offshore marketing activities wherever possible. 

3. Be an active partner region in further establishing the Classic NZ Wine Trail as New 
½ŜŀƭŀƴŘΩǎ ǇǊŜƳƛŜǊ ǘƻǳǊƛƴƎ ǊƻǳǘŜ ŀƴŘ ƛƴŎƭǳŘŜ /b½²¢ ƛƴ ƪŜȅ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ƳŀǊƪŜǘƛƴƎ 
initiatives involving Marlborough. 

4. Work alongside Positively Wellington Tourism and Christchurch and Canterbury Tourism 
to develop opportunities in the Australian market. This could include iconic 
Marlborough tourism assets such as the Marlborough Sounds and the wine industry 
being promoted in the Australian PR campaigns of neighbouring regions. Opportunities 
to package Marlborough tourism products in such wider regional campaigns will be 
pursued. 

5. Work with inbound operators and overseas wholesalers to further develop existing and 
emerging international markets. 

6. Actively support and participate in ¢ƻǳǊƛǎƳ b½Ωǎ LƴǘŜǊƴŀǘƛƻƴŀƭ aŜŘƛŀ tǊƻƎǊŀƳƳŜ ŀƴŘ 
trade delegations to encourage ongoing familiarisations to Marlborough by 
international trade and media key influencers. 

 

 

4.2 Domestic Marketing   

PRIORITY: Marlborough continues to be a leading destination for domestic 

visitors with increased visitor nights and expenditure during shoulder seasons (i.e. 

April ς June & September ς November). 
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STRATEGIES: 

1. Partner with AA Tourism and local tourism operators to ensure a strong Marlborough 
ǇǊŜǎŜƴŎŜ ƛƴ ǘƘŜ άмлм aǳǎǘ 5ƻ ¢ƘƛƴƎǎ ŦƻǊ Yƛǿƛǎέ ŀƴŘ ǎǳōǎŜǉǳŜƴǘ ŘƻƳŜǎǘƛŎ ŎŀƳǇŀƛƎƴǎΦ 

2. Partner with key transport carriers who service Marlborough to increase the awareness 
and uptake of Marlborough to domestic visitors. Such transport carriers include 
Interislander, Bluebridge, Air NZ, Sounds Air and Air 2 There. 

3. Encourage and support the development of Marlborough based festivals and events 
that occur in the shoulder seasons of April ς June and September ς November. 

 

4.3 Conference Marketing  

PRIORITY: Establish Marlborough as a region of choice of conferences and 

conventions. Conference organisers will utilise both the Marlborough Convention 

Centre and the full range of Marlborough conference venues. 

STRATEGIES: 

1. Explore suitable membership models and seek funding for a Marlborough Convention 
Bureau. 

2. Support Scenic Circle Convention Services in their marketing and promotion of the 
Marlborough Convention Centre. 

3. Target Professional Conference Organisers to encourage increased use of Marlborough 
conference venues and services. 

4. Bid for appropriate industry conferences for Marlborough when key infrastructure (e.g. 
hotel and transport capacity etc.) allows the region to showcase itself. Such conferences 
will include CINZ, ITOC and the New Zealand Tourism Conference. 

 

4.4 Events Marketing  

PRIORITY: Iconic events are used to profile the Marlborough region in target 

markets. 

STRATEGIES: 

1. LƴŎƭǳŘŜ ƛŎƻƴƛŎ ŜǾŜƴǘǎ ŀƴŘ ŦŜǎǘƛǾŀƭǎ ƛƴ 5Ŝǎǘƛƴŀǘƛƻƴǎ aŀǊƭōƻǊƻǳƎƘΩǎ ŘƻƳŜǎǘƛŎ ŀƴŘ 
Australian marketing activities such as promotional campaigns and trade and media 
famils. 
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2. Promote Marlborough events by providing accommodation, transport and activities 
ǇŀŎƪŀƎŜǎ ǘƘǊƻǳƎƘ aŀǊƭōƻǊƻǳƎƘΩǎ ƛ-SITEs. tŀŎƪŀƎŜǎ ǿƛƭƭ ǎǳǇǇƻǊǘ aŀǊƭōƻǊƻǳƎƘΩǎ ōǊŀƴŘ 
position including quality, innovation and sophistication. 

3. Encourage and support the development of Marlborough based events that take place 
during the traditional shoulder seasons of April to June and September to November. 

4. Support Marlborough 4 Fun in promoting and distributing information about 
Marlborough events. 
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5. MARLBOROUGH i-SITES 

5.1 Trust Deed  

PRIORITY: Review and update the Destination Marlborough Trust Deed with 

regard to i-SITE operations in conjunction with Marlborough District Council. 

STRATEGIES: 

1. Provide feedback to Marlborough District Council on the core activities of Blenheim and 
Picton i-SITEs and recommend any changes to our Trust Deed to reflect the evolving 
nature of visitor information centres and the tourism industry. 

 

5.2 i-SITE Packaging 

PRIORITY: Increase the range of services available through Marlborough i-SITES 

to include more packaging and itinerary options for clients.  

STRATEGIES: 

1. Develop and offer tailored accommodation, transport and activities packages to visitors 
attending Marlborough based events. 

2. Offer itinerary planning services and tailored packages to relevant niche market visitors 
using i-SITEs. E.g. Wedding itineraries. 

3. Promote a comprehensive Queen Charlotte Track itinerary and booking service for i-SITE 
users. 

 

5.3 Blenheim  i -SITE 

PRIORITY: Build a new Blenheim i-SITE in front of the existing Railway Station 

that incorporates strong elements of the Marlborough experience for visitors with 

a full range of visitor and booking services. 

STRATEGIES: 

1. Complete the process to have a new Blenheim i-SITE constructed through Marlborough 
District Council. 

2. Work with likely i-SITE partners to create a Marlborough experience as part of the new i-
SITE. Likely partners include Wine Marlborough, Dept of Conservation, Iwi, retail 
providers and cafe operators. 
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5.4 Picton i-SITE 

PRIORITY: Evaluate the effectiveness of the location and services offered at 

Picton i-SITE. Explore and develop closer synergies with the Queen Charlotte Track, 

Picton Museum, London Quay development and proposed national whale 

museum. 

STRATEGIES: 

1. Continue dialogue with Marlborough District Council about the future location of the 
Picton i-SITE. 

2. Explore the synergies of Picton i-SITE with the Picton Museum and the proposed whale 
museum for Picton. 

3. Establish Picton i-SITE as the preeminent centre for information, services and bookings 
for the Queen Charlotte Track. 
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6. DESTINATION MANAGEMENT 

6.1 Marlborough Sustainable Tourism Working Group  

PRIORITY:  The Marlborough Sustainable Tourism Working Group is supported as 

a collaborative initiative that identifies and facilitates solutions for destination 

management issues facing Marlborough tourism. 

STRATEGIES: 

1. Maintain and further develop linkages between Marlborough District Council, Dept of 
Conservation, Marlborough Regional Development Trust, Chamber of Commerce and 
Wine Marlborough with regard to sustainable tourism issues in Marlborough. 

2. Work with landowners, tourism industry and community stakeholders to implement a 
sustainable future for the Queen Charlotte Track. 

3. Work with the Tourism Industry Association and other national stakeholders to 
introduce a national code of responsible freedom camping that can effectively be 
implemented in Marlborough. 

4. Monitor destination management issues relevant to the Marlborough tourism industry 
and refer them to the Marlborough Sustainable Tourism Working Group for 
consideration and action. 

 

6.2 Infrastructure  

PRIORITY: Work with Marlborough District Council and relevant industry sectors 

to identify infrastructure issues that affect the Marlborough tourism industry and 

work collaboratively to improve investment in infrastructure. 

STRATEGIES: 

1. Encourage Air NZ to continue increasing capacity to and from Blenheim Airport on main 
routes. 

2. Encourage and support the expansion of Blenheim Airport. 

3. Encourage new and existing hotel operators in Marlborough to increase the number of 
four star plus hotel beds available in the region. 

4. Provide input and support for the development of port and rail facilities in Marlborough 
for the benefit of cruise ship and rail passengers. 

5. Work with Marlborough Roads to improve tourism and directional signage in 
Marlborough. 
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6.3 Product Development  

PRIORITY: Work alongside partner organisations locally and nationally to 

provide training and education to improve the competence and capabilities of 

Marlborough tourism operators at both entry level and for experienced operators. 

STRATEGIES: 

1. Provide individual mentoring and advice for new Marlborough tourism operators. 

2. Partner with, and provide support for, Business Training Marlborough, NMIT, Aviation 
Travel Tourism Training Organisation and the Marlborough Chamber of Commerce in 
providing business training programmes applicable to the local tourism industry. 

3. Support efforts to improve labour requirements and customer service levels for local 
tourism and hospitality sectors. 

4. Support the annual training workshops for local operators in the Top of the South by 
Tourism NZ, TIANZ and Qualmark. 

5. Encourage and support the uptake of more Maori tourism businesses in Marlborough. 

6. Work alongside Wine Marlborough to encourage and support the uptake of more wine 
tourism initiatives in Marlborough. 

 

6.4 Sustainability  

PRIORITY: Champion the uptake of best practice in sustainable tourism by 

Marlborough operators and provide ongoing advice to the Marlborough 

community about this major trend in global tourism. 

STRATEGIES: 

1. Provide ongoing support for the Marlborough Sustainable Tourism Working Group. 

2. Champion and encourage the uptake of Qualmark Green by Marlborough tourism 
operators. 

3. Seek funding from the Ministry of Tourism, the Ministry of the Environment and other 
central government sources when available to develop sustainable tourism practices in 
Marlborough. 

4. Provide individual advice for operators wishing to learn about sustainable tourism 
practices. 

5. Monitor the impacts of global trends influencing the tourism industry such as rising fuel 
and food prices. 
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6.5 Research 

PRIORITY: Lobby for ongoing improvements in regional tourism data nationally 

and provide regular tourism data summaries for the Marlborough tourism 

industry and community. Utilize data collected for marketing analysis and 

planning. 

STRATEGIES: 

1. Commission and distribute Marlborough tourism statistics through the Ministry of 
Tourism and Statistics NZ. 

2. Analyse Marlborough tourism data and assess market research implications on an 
ongoing basis. 

3. Contribute to national benchmarking exeǊŎƛǎŜǎ ǘƻ ƎŀǳƎŜ 5Ŝǎǘƛƴŀǘƛƻƴ aŀǊƭōƻǊƻǳƎƘΩǎ 
performance in comparison with other Regional Tourism Organisations. 
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7. ORGANISATION 

7.1 Trust Deed  

PRIORITY: Regularly review the Destination Marlborough Trust Deed and 

recommend changes to Marlborough District Council to ensure that Destination 

Marlborough remains highly efficient and effective as a Regional Tourism 

Organisation.  

STRATEGIES: 

1. Provide feedback to Marlborough District Council on the core activities of Destination 
Marlborough and recommend any changes to our Trust Deed to reflect the evolving 
nature of the industry and organisation. 

 

7.2 Resources 

PRIORITY: Work with the Marlborough community and tourism industry to lobby 

Marlborough District Council to provide adequate resources for Destination 

Marlborough to remain competitive with other regions in our marketing and 

promotion of Marlborough as a visitor destination. Our use of available resources 

will be transparent and well managed throughout the organisation. 

STRATEGIES: 

1. Provide advice and recommendations to Marlborough District Council regarding the 
structure and implementation of the Tourism Targeted Rate. 

2. Distribute updated benchmarking data relating to Regional Tourism Organisations to 
local industry and Marlborough District Council to show how Marlborough compares 
with other regions in terms of resourcing its regional tourism organisation. 

3. Continue to be audited annually by Audit NZ and demonstrate financially responsible 
operations. 

 

7.3 Office Relocation  

PRIORITY: Ensure that Destination Marlborough operates from a professional 

yet cost effective office setting with suitable facilities and amenities for staff and 

clients alike. 
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STRATEGIES: 

1. Review potential office space available for Destination Marlborough in terms of space, 
cost, amenities, professional setting, location and access.  

 

7.4 Staffing  

PRIORITY: Ensure that staffing levels remain adequate, within budgetary 

constraints, to achieve our core business activities. When budgeted resources do 

not allow, Destination Marlborough will prioritize its activities to stay within 

agreed budget parameters. 

STRATEGIES: 

1. Recruit, develop and retain high calibre staff in the areas of marketing, visitor 
information, administration and management. 

 

7.5 Communication   

PRIORITY: Regular communication will be provided by Destination Marlborough 

to the community, local and national tourism industry about our plans and 

activities. 

STRATEGIES: 

1. Take a leadership role in communicating tourism trends and issues to educate the local 
industry, community and stakeholders. 

2. Industry forums will be held at least twice per annum as a mechanism for Destination 
Marlborough to update the local industry about tourism trends and to seek feedback 
ŀƴŘ ƛƴǇǳǘ ƛƴǘƻ 5Ŝǎǘƛƴŀǘƛƻƴ aŀǊƭōƻǊƻǳƎƘΩ ǇƭŀƴƴŜŘ ŀŎǘƛǾƛǘƛŜǎΦ 
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8. APPENDIX  I ɀ SWOT Analysis for Tourism in Marlborough 2008  

STRENGTHS WEAKNESSES 

Convention Centre 
Climate 
Marlborough Sounds 
International Hotel Chain ς Accor 
Awareness/attitudes 
Vines ς Vineyards ς Wine 
Mature operators  
Major events 

 Blues, Brews 

 Grape Ride 

 Hunters Garden Marl. 

 Wine Festival 

 Havelock Mussel Festival 
 Classic Fighters 

Seasonality 
Budget constraints 
Funding 
Community awareness 
Labour ς over employment 
Signage 
Rental car stop over policies 
Ferry schedules/speeds 
Aircraft capacity 
Hotel capacity/standard (Blenheim) 
Limited attractions/cultural 
i-SITES 
Poor condition of attractions/museums, 
Edwin Fox 

OPPORTUNITIES THREATS 

Partnerships Kaikoura/Wellington 
Changing markets ς new markets 
Events 
MICE market 
Packaging & Product development   
Community involvement       
Participation by wine industry in 
tourism 
 Cruise ships ς smaller ships 
Maori tourism/stories 
Sustainability ς Position for 
Marlborough 
Regional wealth/growth/investment 
New revenue streams 
New attractions ς whale museum 
i-SITE product - packaging                                                                                                             

Fuel Prices 
Main market decline 
Global meltdown   
Regional competition 
Closing for Winter 
 

 


