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Welcome to the Six-Month Report for Tourism Bay of Plenty, a CCO of Tauranga City Council “
and Western Bay of Plenty District Council, covering the period 1 July to 31 December 2025. '

This report outlines progress against our 2025/26 Statement of Intent and provides an
overview of the strategic programmes, partnerships and initiatives delivered during the first
half of the financial year.

Below is a summary of key activity areas, with further detail provided within the body of the
full report.

Destination visitor servicing remains central to our operational delivery, spanning iSITE
- 2 locations in downtown Tauranga, central Mount Maunganui, and cruise-day operations at
: the Port of Tauranga. The 2025/26 cruise season commenced strongly, with 25 ship visits
. hosted over the reporting period, being circa of 47,000 passengers and 21,000
‘ crew. Forward bookings continue to track well despite a slight downturn on last season,
Tauranga will see out the 2025/26 cruise season stronger than other New Zealand ports, with
55 additional ship visits expected through to May 2026.

Our team, supported by trained volunteer ambassadors, has coordinated passenger

< arrivals, on-the-ground wayfinding, and cruise desk ticketing, ensuring seamless
«\ connections between visitors, tour operators, retailers, and transport providers. Close
- liaison continues with the Port of Tauranga, Tauranga City Council, traffic management
~_ teams, iwi partners, Mount retailers and residents to ensure operations are safe, compliant,

and welcoming.

. In parallel, we have continued national-level advocacy through the NZ Cruise Association
and direct engagement with cruise line executives, reinforcing the value proposition of the
coastal Bay of Plenty as a premier port-of-call within New Zealand itineraries.

Our domestic activity through July - December 2025 has centred on strategic campaign
deployment, PR amplification, and event-led storytelling. Working in collaboration with
councils, event promoters, and regional stakeholders, we have delivered integrated

campaigns designed to maintain strong domestic visitation during the shoulder and early
summer periods.

Content production and digital channel optimisation have remained a focus, ensuring
Tauranga and the wider coastal BOP retain strong presence across consumer platforms. We
have continued to position the region as a leading New Zealand event destination, leveraging
major sporting, lifestyle and cultural events to drive incremental visitation and reinforce
destination appeal.

—
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We have maintained proactive engagement with international trade and distribution
partners across Australia, North America and the UK/Europe. In particular, the period saw
the formation of ‘Kiwi North’ — an inaugural, first of its kind collective marketing initiative that
has seen the 15 RTO’s of the North Island come together focus on trade and consumer
opportunities internationally.

This has included integration of regional boost funding provided by central government
(through the likes of the international Visitor Levy — IVL) to target campaigns and initiatives
into Australia, with North America and China to follow in early 2026. This collaboration has
seen Tourism Bay of Plenty increase its reach and participation in offshore trade
engagements and hosting of travel buyers and media. It has also enabled us to gain greater

outcomes and collaboration with Tourism New Zealand.

Our Place DNA® framework continues to anchor programme delivery, reflecting the
distinctive attributes of coastal Bay of Plenty being; horticulture, natural landscapes, Maori
culture, ocean and beaches. Flagship platforms such as Flavours of Plenty, alongside
; regenerative and cultural storytelling initiatives, have remained central to strengthening
j\ community connection and regional identity. We have continued to work alongside iwi,
- local producers, entrepreneurs, and experience providers to ensure authenticity and
= . cultural integrity underpin visitor experiences.

- Beyond core marketing activity, Tourism BOP continued to be involved in wider council-
aligned initiatives, including the leveraging major events, cycleway and trail map updates
and our digital wayfinding kiosks. Digital innovation remains a differentiator. Our expanding
network of smart kiosks and destination app functionality continues to provide real-time
visitor information while also offering shareholder councils a direct communication channel
for events, service updates and emergency messaging. In closing, | acknowledge the
continued dedication of our team and the guidance of our Board throughout this reporting
period. As a council-controlled organisation, we remain disciplined and prudent in our
stewardship of public funds, ensuring delivery aligns with shareholder expectations while
advancing our purpose to lead the prosperity of our people and place through tourism.

Noho ora mai,

Oscar Nathan
General Manager | Tumuaki

Tourism Bay of Plenty | Tapoi Te Moananui a Toi
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Achieved On track Work in progress At risk

Visitor Spend (Western Bay Combined) Percentage of residents who agree that
tourism has a positive impact on the community

Total Spend Domestic Spend International Spend
Target: 62%

. . Supported a minimum of 3 Maori tourism operators to Key actions and programmes are in place which build
connect their experience offering to a digital platform. on climate change mitigation and adaptation progress
i relating to tourism.

Based on YE June 2025 employment engagement

1 survey: (Next survey June 2026) :
l\ Updated copies of the Western Bay of Plenty and
= Tauranga cycle trails booklet were printed in

Target: 80% November 2025, with distribution underway.

Elevate the region’s food story. Operators supported to engage in capability building
programmes, with a minimum of five additional

operators being endorsed with Qualmark certification.

Events

Flavours of Plenty Festival 16 April- 3 May 2026.

Business Events.

Promote destination to target markets.
Deliver an updated domestic marketing campaign

which incorporates the destination’s DNA elements Conference bids submitted. Yearly target is 30.
and is focused on the target markets.

Confirmed conferences. Yearly target is 10.



e An additional 20ft container has been set up on the port
to support operator sales which includes 5 operator
desks and 13 operators.

e TBOP continues to work closely with Port of Tauranga,
Tauranga City Council and Road Safe to ensure the
delivery of a safe and successful visitor experience.

e TBOP continues to work alongside key stakeholders to
e create an exceptional visitor welcome and support cruise
day operations.

. o e TBOP developed a sales brochure for distribution on
‘ cruise days with a digital version available on the TBOP
website.

e InDecember, TBOP launched an Australian targeted
Google Ads campaign to raise awareness, generate
operator sales and promote the digital version of the
brochure. The campaign will run through to the end of

February 2026.

TBOP facilitated operator pre-season familiarisation
tours to ensure the cruise sales team are well informed
on what passengers can experience when visiting the
region to support operator sales.

TBOP facilitated a workshop with cruise operators and
Tauranga City Council to help mitigate carpark challenges
and help inform a cruise bylaw.

TBOP helped to facilitate the Te Kura Waka & Discovery
Princess’s arrival into Tauranga.

25 Total sfuf)//i 24 ship days 47,247 passengers 20,624 crew

(*55 refhaining) =
p /;

g /
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Whilst the Flavours of Plenty Festival continues to grow and evolve each year, the more important aspect is the
fact that Flavours of Plenty platform is an integrated network that enables us to uncover, connect and celebrate
the distinctive eco-system of growers, suppliers and purveyors of the unique Coastal Bay of Plenty food and
hospitality across the region.
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e The Pretty Good campaign was a fun ‘humble brag’
campaign that positioned the Coastal Bay of Plenty
as a compelling domestic short-break destination,
delivered through targeted digital channels and
OOH placements and radio advertising.

e  Over the campaign period, it generated 125,700+
video views, 1.2 million impressions, 3,000+ website
visits and 1,200+ new EDM subscribers.

. Independent research showed 51% campaign
awareness and 80% positive intent to travel,
demonstrating strong cut-through, engagement, and
impact on future visitation consideration.

e 30,000 copies of a refreshed regional visitor guide
‘ were printed and distributed to accommodation,
airports and ferries around New Zealand.

e 6,500 copies of the 2025 cycle trails booklets were
printed in November. The new version includes 16
1 trails across Tauranga and the Western Bay of
_‘\ Plenty and has been distributed to information
centres, airports, accommodation providers, bike

shops, cycle groups and shopping centres.

NN WOEA A ] ey

~ B%[Bay of Plen TIMES
. i

o

e TBOP news media responses, media releases, and
media mentions generated a digital advertising
value (EAV) of $772,820* and reached a combined
potential audience of 83.5 million readers. (*Data

& | ’e

excludes print and broadcast coverage.)

Retailers brace for

e Ofthe 55 articles, some of the most far-reaching b t“
were about the start of the 2025/2026 cruise a__~ us ng summer
season, the biggest ever AIMS Games, extra retail T I ﬂ ‘ iy -i.:

spending during the peak visitor season, the
Discovery Princess’s maiden visit (featuring a
welcome by Te Kura Waka), and articles in three
editions of Bay of Plenty Business News (including a e — ¢
full-page spread of attendees at the launch of our
Business Events strategy).

e
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e  OQurdigital kiosk network provided accessible, after-
hours visitor information across key locations.

e  During this period, we enhanced functionality by
updating proximity sensors and introducing event-
specific pop-up splash screens, enabling timely
promotion of major events and local deals.

(@) Visitor Information
e The networkis now displaying emergency alerts and

real-time updates, supporting visitor safety and Q Redso
timely communication across the region.

J——. =l
M e  Support provided to 46 events via social, digital, 7 100% PURE
. . o § . " A NEWTEALAND
and print promotions, including Kia Ora magazine
oSN submissions and seasonal event guides. z

‘ e  Significant support for the World Triathlon in
Wollongong, including a branded regional booth
and travel giveaway.

e  Supported Tauranga City Council with a Zespri AIMS
Games document for local businesses.

L ] | o

Down 9.7% compared to July-Dec 2024 Up 1.7% compared to July-Dec 2024
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*Electronic card transactions only. Excludes cash, online & pre-bookings. Source: Marketview
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e Acollaboration of North Island RTO’s to establish a
dedicated trade marketing strategy to drive
visitor growth for North Island regions. A key focus
for the region in the international trade market,
driving a more partner-based approach.

. Included Kiwi North campaigns through Fiji Airways
out of Auckland and Jet Star out of Hamilton.

. BOP itineraries also submitted.

. Kiwi North Trade Event in Sydney attended with 50
product managers and over 160 frontline travel
agents.

e TBOP hosted an operator connect with over 30
operators to connect our industry and encouraged
collaboration in our region.

includes Muirs Tours, Avocado Tours, Mana Maori
Experiences, which resulted in 470k (Reach), 598k
(Shares), 28k (Likes), 1473 (Saves). Operators saw a
significant increase in traffic and bookings. The

\ e TBOP Facilitated a campaign with Roady that

content continues to be used as a promotional
resource for trade experiences.

TBOP created itineraries as part of regional boost
funding to increase exposure for the region in

national and regional campaigns and partnership
activity.

TBOP alongside key operators hosted the StarRV
media famil.

Overall, the above activity has resulted in higher
reach and profiling within international markets to
generate more bookings.

e
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INTERNATIONAL TRADE & MARKETING

TRADE FAMILIARISATIONS

e  TBOP hosted various industry and trade leaders
over the period, including the likes of Air NZ North
America, StarRV Media Familincluding 3 key
publications, RoadyNZ

OPERATOR QUALMARK ACCREDITATION

T e  TBOP continues to support operators to become
Qualmark accredited, which in turn also enables
them to be included within Tourism New Zealand
international marketing and familiarisations.

‘ e Newly accredited operators include:

- Warbirds
- Beyonder

- Kewpie Tours
=7
DA oA

INTERNATIONAL ELECTRONIC VISIT

e

OR SPEND*

TAURANGA INTERNATIONAL VISITOR SPEND
Up 23.7% compared to July-Dec 2024

WESTERN BOP INTERNATIONAL VISITOR SPEND
Up 33.6% compared to July-Dec 2024
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e TBOP hosted a variety of professional conference
organiser’s and event planners from around NZ
Including: Plumbing World, Event Revolution, Orbit,
BCD Travel, NZ Association of General Surgeons,
Sanitarium, and NZ Acoustics Society.

. Hosted a destination famil with 6 key professional
conference organisers alongside Mercury Baypark,
Tauranga City Council, University of Waikato, Trinity
Wharf and Quest Mount Maunganui.

e TBOP developed a new Business Event Strategy °

‘ Out of the Boardroom and Into the Blue’ combining

both the region’s high-performing people and

spectacular landscapes. It is designed to make

conferencing in the Bay seamless and inspiring. The

strategy is both an invitation and a challenge to step
= beyond traditional meeting spaces and rethink what
«\ a business event can be.

.\‘(‘.:' s‘: _ % o

TBOP alongside Tauranga City Council, Bay
Venues, Trinity Wharf, Tauranga Art Gallery and
University of Waikato attended the annual Business
Events Expo. Attendance generated over 5 current
leads and 30 potential future connections.

TBOP showcased in the Meetings News Magazine
with a double spread promoting launching the new
‘Out of the Boardroom and Into the Blue’ Strategy.

This is one of the main media outlets for BE
promotion in NZ with over 3,000 subscribers.

As a result of the above activity, our regional
presence in business events is strengthening,

accompanied by an increase in both demand and
supply.

y A4 '
7 e

e
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THE
GREEN
ROOM

135 organisations have now completed our Green Room sustainability programme, making it the
largest tourism-related programme of its type in New Zealand.

From July 2025, the programme transitioned from recruiting new organisations to supporting existing
organisations in their sustainability journey and aligning with nationwide initiatives.

TBOP has also successfully negotiated free access to Tourism Industry Aotearoa’s nationwide
sustainability programme called Akiaki, which provides a wide range of resources to further assist all
Green Room participants.

A

W

, ‘ %’b ; - N .

ol



—— T—

The next six months have very much been shaped by the tragic events at Mauao and “
Papamoa in January. Our activity will be actively focussed on communicating destination

recovery and vibrancy.

Accordingly, Tourism Bay of Plenty will continue to work closely with Tauranga City Council,
Western Bay of Plenty District Council, Priority One, Tauranga Chamber of Commerce, Main
Street organisations and Tourism New Zealand to ensure a unified, clear and responsible
pathway forward — particularly as support those adversely impacted through direct or in-
direct consequence.

Immediate and short-term remedial activity is focused on restoring visitor confidence,
supporting affected businesses and reinforcing that the wider region remains open, safe

“# -—. and welcoming.

‘ e Coordinated messaging with councils and TNZ reinforcing that Tauranga and the
coastal BOP remain open for business (with clarity on closures and safety updates).

o Targeted domestic recovery campaigns across digital and PR channels, prioritising
Auckland, Waikato and Wellington source markets (budget allowing).

j\ e Event-led stimulus activity to support accommodation and hospitality operators
= through late summer and autumn.

e Communication of alternative experiences and itineraries while Mauao remains
closed, redistributing visitor flows across the wider region.

Active monitoring of sentiment, media framing and booking patterns, working with

TNZ’s offshore offices to address misinformation or reputational risk.

Deployment of updated visitor messaging across digital kiosks, iSITE channels and
the destination app reflecting track closures, safety guidance and alternative
experiences.

Integration of relevant council updates and feeds to ensure public safety and
emergency alerts.

Clear wayfinding and visitor redirection strategies to manage displaced visitation
flows.

Strengthened collaboration with Western Bay of Plenty District Council to ensure
consistent cross-boundary messaging.

e
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e Maintain direct engagement with cruise line shore excursion teams to reassure
around operational readiness and alternative excursion offerings.

e Continue convening the regional cruise stakeholder taskforce to align messaging,
logistics and on-the-ground delivery.

e Support enhanced ambassador presence and curated experiences that showcase
the wider Bay of Plenty beyond Mauao.

e Coordinate advocacy through the NZ Cruise Association and national channels to
protect Tauranga’s standing as a core New Zealand port-of-call.

. o Work alongside councils and transport agencies to ensure safe, efficient TMP
¥ passenger movement and positive visitor experiences.

e Continued participation in forums with Tauranga City Council, Western Bay of Plenty
District Council, Priority One, Tauranga Chamber of Commerce and relevant Main
Street organisations.

g e Provide operators with clear communications, recovery toolkits and market
j\ intelligence.
e Support access to government relief mechanisms where available.

o Facilitate industry briefings to maintain transparency and alignment across the
sector.

Continue progressing alternative funding model assessments through the Board
funding committee.

Engage with national discussions relating to visitor levies and resilience funding
mechanisms.

Incorporate destination risk and crisis-readiness considerations into future planning
frameworks.

Work with shareholder councils to ensure tourism recovery initiatives are
appropriately resourced and aligned with broader city and regional recovery plans.



ACCOUNTS

STATEMENT OF COMPREHENSIVE REVENUE & EXPENDITURE
FOR THE SIX MONTHS ENDED 31 DECEMBER

2025 2025 2024
Actual Budget Actual
REVENUE
Funding - Tauranga City Council 1,190,386 1,190,388 1,233,914
Funding - Western Bay of Plenty District Council 175,000 175,002 134,000
Funding - Whakatane District Council 0 0 43 260
Retail sales 6,599 7,250 6,940
sincaitl '« .. [Finance revenue 4 376 9,200 14,767
Other revenue 109,149 51,200 153,833
o Total revenue 1,485,510 1,433,040 1,586,814
EXPENDITURE
‘ Cost of sales 5,235 6,000 6,540
Operating & Marketing 248 996 258,280 291,404
Administration & overhead 212 476 217,914 208 644
Finance costs 0 0 0
o Employee benefit expenses 857 666 801,690 805,559
= 3\ Trustee fees 48 938 48936 48,938
= Depreciation and loss on sale of assets 20,022 25 842 25,738

Total expenditure 1,393,333 1,458,662 1,386,823

Total Comprehensive Revenue & Expense 92177 (25622) 189 891

STATEMENT OF CHANGES IN NET ASSETS/EQUITY
FOR THE SIX MONTHS ENDED 31 DECEMBER

2025 2024
Actual Actual

Met Assets/Equity at start of the year 575,797 857,483
Total comprehensive revenue and expenses 92 177 199 991

BALANCE AT 31 DECEMBER 667,974 1,067 474

—_—t

The accompanying notes form part of these financial statements

—
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ACCOUNTS

STATEMENT OF FINANCIAL POSITION
AS AT 31 DECEMBER

2025 2024

ASSETS

Current assets

Cash and cash equivalents 521,657 711,654

Investments 500,000 800,000

Debtors and prepayments 117,686 126,283

Work in Progress 20,450

Inventories 8178 6,104
s— - Total current assets 1,167,971 1,644,041

B Non-current assets
Property, plant and equipment 107,315 153,679
‘ Intangible assets 39,932 4 291
Total non-current assets 143,247 157,970
TOTAL ASSETS 1,311,218 1,802,011

LIABILITIES

Current liabilities

Creditors and accrued expenses 84 077 157,379
Revenue Received in Advance 331,014 442 691
Employee benefit liabilities 228,153 144 467
Total current liabilities 643,244 744 537

TOTAL LIABILITIES 643,244 744 537
TOTAL ASSETS LESS TOTAL LIABILITIES 667,974 057,474

EQUITY
Net Assets / Equity at start of the year 575,797 857,483

Current year retained earnings 92177 199,991
TOTAL EQUITY 667,974 1,057,474




These financial statements include the operations of TBOP and the Tauranga i-SITE. The
financial summary shows an overall surplus YTD of $92k compared to the budget deficit of
$25k for the six months, a favourable variance of $117k.

Income totals $1.485M compared to the budget of $1.433M which reflects a decrease in
total revenue of $52k. This is mainly due to the timing of Flavours of Plenty funding receipts.

Income is down on last year by $101k which is due to funding from Councils down by $45k,
interest revenue down by $7k due to lower cash balances held and iPort desk licenses
invoiced one month later than last year $25k.

Expenses at $1.393M are $65k below the budget of $1.458M. This is mainly due to not
replacing one staff member.

The total of cash held at ASB bank is less than to December 2024 by $490k, due to our prior
year and current year deficit budget position using our cash reserves.

.~ Work in progress is the design phase of the new iSite location in the Te Manawataki O Te
> Papa civic centre.

Fixed assets value shows a new website $36k and decreases due to asset disposals and
depreciation $62k.

Equity is currently at $667k a decrease over December 2024 of $389k. The Statement of
Intent 2023-2026, states an equity ratio target of 0.5 to 1.00; As of 31 December 2025, this is
within the range at 0.51.

We expect the results to June 2026 to be on target with a circa deficit of $268k.



- - \ Western
auranga City Bay of Plenty
” District Council

MINISTRY OF BUSINESS,
INNOVATION & EMPLOYMENT
HIKINA WHAKATUTUKI
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. bayofplentynz.com
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APPENDIX: KPls PROGRESS

FOCUS AREA

ECONOMIC
Wellbeing

SOCIAL
Wellbeing

CULTURAL
Wellbeing

ENVIRONMENTAL
Wellbeing

TBOP
ORGANISATION
Wellbeing

PROJECT
DELIVERABLE

Grow the value of
tourism to the
western bay
economy.

Enhance the value of
tourism to our
community
(according to the
community).

Improving the cultural
wellbeing of the
community through
tourism.

Improving the
environmental
wellbeing of the
region via
environmental
sustainability and
regeneration projects.

Enhance TBOP’s
ability to achieve its
goals through high
staff engagement.

MEASURE

Trends in visitor spending via
electronic card transactions.

Residents’ sentiment towards
tourism. Measured by the
percentage of residents who
agree that tourism has a
positive impact on their
community. Residents provide a
rating of 1to 10, where 1 is
strongly disagree and 10 is
strongly agree.

Facilitation of programmes that
elevate the Maori cultural
tourism proposition in the
western bay region.

Industry-focused environmental
sustainability and regeneration
initiatives facilitated or enabled
by TBOP.

TBOP staff engagement.

TBOP

Direct
Partnered
Indirect

Direct
Partnered
Indirect

Direct
Partnered

Direct
Partnered

Direct

SOURCE

Marketview.

Resident surveys
conducted by the
respective councils.

TBOP Six-Month and
Annual Reports.

Programme reports.

Employee
engagement survey.

TARGET BY JUNE 2026

Increased visitor spend in the
Western Bay compared to YE
June 2025.

Tauranga City Council resident
positive impact sentiment: 62%

Western Bay District Council
survey currently paused.

Supported a minimum of 3
Maori tourism operators to
connect their experience
offering to a digital platform.

Key actions and programmes
are in place which build on
climate change mitigation and
adaptation progress relating to
tourism (connecting with the
Tauranga Climate Change AlP,
where relevant).

Employee Engagement score of
280%.

Tourism Bay of Plenty, Six Month Report Jul-Dec 2025

UPDATE

Total spend: -4.5%
Domestic spend: -9.5%
International Spend: +17.9%

YTD = 66%.

Maori tourism operators, cultural history
and stories continue to be updated on
various platforms, including the TBOP
website, digital kiosks and Te Ara Whanui

app.

135 Green Room organisations,
supported through nationwide Tourism
Industry Aotearoa programme, Akiaki.

YE June 2025 Employment Engagement
score of 94%.

STATUS

At risk.

On track.

On track.

On track.

On track.
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APPENDIX: KPls PROGRESS

FOCUS AREA

DESTINATION
MANAGEMENT &
MARKETING

PROJECT
DELIVERABLE

Elevate the region’s
cycling proposition.

Build operator
capability to enhance
the quality of the
region’s tourism
offering.

Coordinate activity
that attracts key
business events to
the western bay
region.

Elevate the region’s
food story and
proposition.

Promotion of the
western bay region to
key target markets
(cultural explorers,
surf & beach lovers,
outdoor adventurers,
and eco-travellers).

MEASURE

Develop, update, and promote
informative material on cycle
trail options in the western bay.

Provide opportunities for
western bay operators to train
or upskillin sales, marketing
and trade capability areas while
also gaining, retaining or
achieving higher Qualmark
rated certification.

Facilitate leads and bids for
business events in the region.

Promote and support the
delivery of the Flavours of
Plenty Festival to draw visitors
to the Coastal Bay of Plenty
region.

Annual development and
delivery of marketing
campaigns that incorporate our
key DNA™ pillars that reach and
convert the travel intentions of
our target markets to visit, stay
and spend in the region.

Direct
Partnered

Direct
Partnered
Indirect

Direct
Partnered

Direct
Partnered

Direct
Partnered

SOURCE

Council’s feedback.

Capability
programme report.

TBOP Six-Month and
Annual Reports.

Festival delivery.

Campaign
collateral.

TARGET BY JUNE 2026

Cycle trails booklet updated.
The western bay region
becoming known as a
destination for cycling within
New Zealand.

Operators supported to engage
in capability building
programmes, with a minimum
of five additional operators
being endorsed with Qualmark
certification.

Facilitated 30 leads or bids for
business events in the region
and won 10.

Continued TBOP support of
Flavours of Plenty, via key
visitor marketing channels,
reaffirms the festival as a
signature DNA™ event for the
region.

Annual review and delivery of
relevant campaigns and related
PR activity that incorporates
our DNA™ pillars and converts
the travel intentions of our key
target markets to visit, stay and
spend in the region.

Tourism Bay of Plenty, Six Month Report Jul-Dec 2025

UPDATE

6,500 copies of the Western
Bay of Plenty and Tauranga
cycle trails booklet were
printed, distributed and
deployed online.

The value and relevance of
Qualmark for many operators is
declining. TBOP continues to
work with Tourism New Zealand
who own Qualmark, to better
understand the future of the
certification programme.

12 conference bids have been
submitted, of which 9 have
been confirmed.

The Flavours of Plenty festival is
scheduled for the 16" of April to
3rd of May, with 55+ events
confirmed at time of writing.

Relevant campaigns and PR
activity continue to be
monitored and optimised for
our key target markets.

STATUS

Achieved.

On track.

On track.

On track.

On track.
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