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CHAIRPERSON’S REPORT

Kia ora koutou katoa

It is my pleasure to present the Tépoi'Te Moananui a Toi | Tourism Bay of Plenty (TBOP) Annual Report
2020-2021. In my first year as Chair to the Board, | have seen the team embrace our Destination
Management Plan and roll out new initiatives that are in keeping with our strategy, Te Ha Tapoi | The Love
of Tourism. Despite the challenges of the current tourism environment, we are ‘walking the talk’ and
demonstrating the relevance of regenerative tourism more than ever.

It has become very clear that the COVID-19 world requires a new approach to tourism that better serves
communities and visitors in wellbeing terms, not just economic terms.

When we co-created the Te Ha Tdapoi | The Love of Tourism strategy through extensive consultation with
iwi, stakeholders, industry, and the community, we didn’t realise at the time that it would act as a recovery
plan. And it is an ideal one at that. Because we can no longer think the way we thought before but need to
take a long-term view that builds a robust and resilient tourism sector that leaves our TBOP rohe (region)
better than it was before.

The impact of COVID-19 on parts of the sector should not be downplayed, however, and in the first six
months of our reporting year, TBOP was focussed on delivering support services to our local operators as
well as marketing campaigns targeting mostly domestic visitors in an environment where international

" travel remained off-limits.

It must also be remembered that border closures came just four months after the eruption of
Whakaari/White Island in December 2019, so the level of disruption to normal business operations for
many in our rohe (region) has been significant for an extended period. | want to acknowledge the strength
and resilience of many operators who have managed to keep their doors open in the face of many
challenges, which in recent months have also included severe labour shortages in the hospitality sector.

Throwing our industry and team another major curveball was the recent COVID-19 community outbreak,
sparking our country’s second Alert Level 4 nationwide lockdown in August. Our team immediately began
working remotely to connect and reach out daily to support operators across the sector.

In July 2020 TBOP received a $700,000 funding boost from the Government’s Strategic Tourism Assets
Protection Programme (STAPP) for the COVID-19 economic rebuild. Thanks to ahead-of-the-curve
planning, and ambitious regenerative goals of our Te Ha Tapoi | The Love of Tourism strategy, the team
was well-placed to seize the opportunities this funding enabled.

Consequently, our organisation was able to immediately pour its energy into building capability, fast-
tracking some projects, and trialling others, developing products, and creating compelling domestic
marketing campaigns. We were also able to trial new initiatives, specifically around the contracting of
passionate locals to lead the activity in the identified areas of regional DNA®. This has proved so successful
in the horticultural provenance and Maori cultural tourism space that we will continue this work and
expand it to include the ocean and beaches DNA® element in this coming financial year.
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The key areas of focus for STAPP funding were to:

= Build industry capability by delivering a series of tailored workshops to tourism operators, who
were able to upskill and meet current industry standards in health and safety and digital
capability.

= Elevate the region’s DNA, in particular this year the horticultural provenance prospects by
developing a framework for the horticultural provenance ‘passion group’; we also trialled a joint
venture with restaurants and developed a regional food brand, Flavours of Plenty.

= Accelerate regenerative tourism by hiring a ‘Regenerator’ to lead activity related to
environmental stewardship, to help us to better understand the impact of tourism across the
four wellbeing areas, and to identify opportunities to upskill industry players; collaborating with
neighbouring regions and other RTOs to complete the ‘Back to Life’ regenerative tourism
programme by international experts Anna Pollock and Michelle Holliday; and progressing the
Eco-Destinations’ Green Destination Status for the region.

In September 2020, the Government also announced financial support for tourism in the form of a Regional
Events Fund (REF). Part of the Government’s Tourism Recovery Package, the REF is intended to support the
visitor sector by stimulating domestic travel to events, to help replace some of the international visitor
spend lost due to the COVID-19 pandemic and international border closures.

TBOP’s successful application has resulted in a grant of $865,000 to be used within three years. We have
received several excellent expressions of interest for the contestable portion of this fund (over $500,000)
and look forward to working with event organisers to bring to life some attractive, exciting events that align
with the region’s DNA.

Of course, the board also appointed acting Tumuaki | Chief Executive Officer and former board trustee
Oscar Nathan to the permanent role of General Manager. The robust recruitment process showed excellent
talent vying for the role. Oscar stood out as a strong leader with a superb reputation within and outside
the industry. It has been heartening to see Oscar’s consistent positivity, dedication, and determination to
bring to life the organisation’s strategy. Something we look forward to seeing more of in the coming year.
For the vacancy on the board that Oscar left, we are currently undergoing a process to recruit for this role.

We are only as good as the sum of all our parts, and central to our success at TBOP is the successful
collaboration with our key stakeholders. These include Tangata Whenua and funding partners Tauranga
City Council, Western Bay of Plenty District Council, Whakatane District Council, and Ministry of Business,
Innovation and Employment (MBIE). Also, Tauranga Airport, Air New Zealand, Tourism New Zealand, and
neighbouring tourism partners. Our industry operators are the real heroes though, and to whom we owe
a great debt of gratitude for their resilience and persistence during this time.

I would like to acknowledge Kristin Dunne for her commitment and leadership over the last five years as
Tumuaki | Chief Executive of TBOP. Kristin was instrumental in transforming TBOP to a leading Destination
Management Organisation. Her legacy will live on through TBOP’s Te Ha Tapoi [ The Love of Tourism
strategy. The TBOP Board wish to thank Kristin for her leadership and strong contribution to the
organisation and region.

| would also like to thank my trustee colleagues for their strong governance, and the TBOP team for their
outstanding contribution and commitment in such unprecedented times. Nga mihi mahana kia koutou
katoa. :

Manaaki Whenua, Manaaki Tangata, Haere whakamua.

The most important things are place, people, and progress.

Laurissa Cooney

Chairperson

Tapoi Te Moananui a Toi | Tourism Bay of Plenty
30 June 2021



GENERAL MANAGER’S REPORT

Kia ora

As we grapple with the latest effects of COVID-19 during a country-wide lockdown, it throws into focus the
critical nature of tourism to our New Zealand economy and why we must tackle our future head on by
adding new ways of doing business to our repertoire. The realities of COVID-19 are here to stay.

As newly appointed General Manager at Tapoi Te Moananui a Toi | Tourism Bay of Plenty (TBOP), | have
relished the responsibility and opportunity to front our stakeholder engagement, to reach out to key
entities and community partners and where possible provide support and awhi to our operators. At times
like this, activity on the surface simply stops for many tourism-related businesses, making our industry one
of the hardest hit by lockdowns. Below the surface, many remain busy providing alternative options,
processing refunds, revising bookings and/or rearranging travel itineraries and event or conference plans
for affected clients.

Taking this into consideration, what we do know without a doubt is that we need to stamp out the virus.
If it takes a short, sharp lockdown, to coincide with the ramping up of our national vaccination programme,
then that is what we must do to recover the overall picture of health.

In the year ending June 2021, total visitor spend in the region increased by about 19% on the previous year
(YE June 2020). This growth was driven by an approximate 28% increase in spend from the domestic
market. The growth of this crucially accessible market has been our focus this year with the absence of the
international visitor market, and we are proud of this result.

Yet while there has been some inspirational resilience from many of our operators to date, there are a
number that have been precariously close to breaking point and this latest lockdown will not be good news
for them. This is particularly the case with those operators affected by closed borders. Retail and hospitality
sectors are seeing the benefits of a larger domestic market, but operators in tourism transport, cruise
sector, and tours, as well as accommodation providers, are struggling.

As a Destination Management Organisation (DMO) we undertake activities to support the growth of the
visitor economy in the region, including campaigns, public relations activity, and social media
activity. Whilst we will adapt to the curveballs that the pandemic throws at us, we remain resolute about
delivering our overall programme of activity to ensure our local industry is supported. Of course, our
immediate focus remains on the local, domestic, and Australian markets, while maintaining a presence in
other international markets.

Our major achievements this year include:

=  Flavours of Plenty was launched as a brand, a collective, and a vehicle for funding, designed to
bring the food community together and to help share the region’s food story. Plans for a new
food festival are lined up to ignite the region in autumn 2022.

* The launch of Te Whanau Tapoi Maori 6 Tauranga Moana, a Maori tourism operator collective in
Tauranga, which continues our activity in the Maori cultural tourism space.

= Digital capability training for operators, which received excellent feedback and almost all the 30+
participants made changes to their digital platforms based on these sessions.

= TBOP’s media famil programme, which achieved at least one travel story in a major New Zealand
publication every month. The total investment in this media programme was $38,000, with a
total net return in Equivalent Advertising Value (EAV) of $1.5 million, representing a 3,878%
return on the investment.



= The Sure to Make You Smile marketing campaign targeting domestic visitors achieved 3,471,396
impressions and 320,428 full video plays. The campaign includes a suite of videos and marketing
material completely aligned to the destination’s DNA® and, for the first time, an infusion of Te Ao
Maori guided by a cultural advisor.

»  The establishment of the Leadership Advisory Group, with Graeme Marshall as our appointed
independent chair. The first hui took place with representatives from Ngati Ranginui, Ngai Te
Rangi, Priority One, Tauranga Chamber of Commerce, Department of Conservation, MBIE,
EnviroHub, Zespri, Bay Trust and many others.

The Te Moananui 3 Toi | Coastal Bay of Plenty was on a strong growth curve before COVID-19 hit. Since
the emergence of the pandemic, our industry has continually adopted new disciplines and ways of
operating. As part of our regenerative approach to tourism, as outlined in our strategy Te Ha Tapoi | The
Love of Tourism, we have made moves to better align our focus and delivery on tackling the challenges
alongside industry.

Staff resourcing and a reorganisation process has been challenging on the team in recent months. Whilst
it has resulted in some of our desired outcomes not being achieved, the conclusion of the organisation-
wide realignment now enables us to better deliver on a practical level as we move out of a strategising
phase and into much needed delivery.

Essentially, we have now established a delivery team focussed on a two-pronged approach and
responsibility to both Destination Management and Destination Marketing. This will future proof us as
Tapoi Te Moananui a Toi | TBOP to remain a vehicle for tourism transformation. It will also allow us to
demonstrate how a destination that is well networked and managed can see tourism benefit the
environment, regional economies, Maori, and the community’s social wellbeing, and, as it turns out, be a
major player in a sound recovery plan.

Throughout the year ending 2021, several performance measures have been met, including budget and
business targets, and planning and reporting requirements. Tapoi Te Moananui a Toi | TBOP has met all
budget and business plan targets and the total income and expenses were both higher than budget due to
extra income and costs from the Regional Events Fund (MBIE).

Tapoi Te Moananui a Toi | TBOP also met all planning and reporting requirements of Tauranga City Council,

Western Bay of Plenty District Council, and Whakatane District Council. Of the 48 strategic and business

plan objectives and performance measures, 32 were achieved. Of those remaining, 8 were not achieved, 7

are on hold or were delayed due to the cruise sector being unable to operate, or because of delays by
. providers or other external parties.

The final performance measure was for progressing the Te Tomokanga (the Visitor Information Centre)
plan for Mount Maunganui, which has been indefinitely suspended due to funding limitations.

This annual report 2020-2021 reflects the mahi (work), determination, and motivation behind Tapoi Te
Moananui & Toi | TBOP. | am proud of the courage and enthusiasm that the team has displayed during
these times of transition, and | am equally buoyed by the opportunity that our region has before us.

NG reira, | would like to thank Tapoi Te Moananui & Toi | TBOP, the board, and our funders, partners, and
other stakeholders. We look forward to continued success in these surreal times in 2021-2022.

Oscar Nathan

Tumuaki | General Manager

Tapoi Te Moananui a Toi | Tourism Bay of Plenty
30 June 2021
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IMPACT OF THE COVID-19 PANDEMIC

The COVID-19 pandemic significantly impacted tourism during the 2020 to 2021 financial year. The
global pandemic indefinitely changed the travel sector and is responsible for closing Aotearoa New
Zealand’s international borders and ceasing nearly all non-essential travel throughout the world.

These impacts present an ongoing challenge that we will face for a long period to come. The
international border closures have forced a focus on the domestic market as the key to the survival of
the region’s tourism industry. While the border has opened to Australia for periods of time, these have
been intermittent due to COVID-19 outbreaks in Australia. Te Moananui a Toi | the Coastal Bay of
Plenty did welcome a small number of Australian visitors while borders were open, most of whom
were visiting family and friends.

In this uncertain environment, TBOP has been conscious of remaining flexible enough to meet changes
while also delivering the organisation’s key fundamental functions and meeting our performance
measures. There are four planned activities on hold or delayed until the next financial year due to
COVID-19 and the cruise ban that is in place because of this. Specifically, measuring cruise sector
spend, reviewing the cruise model, and undertaking research to explore perceptions of residents
(particularly related to cruise) are currently delayed until more information regarding the return of
the cruise sector is available. The pandemic has also interrupted momentum regarding private
investment in product development.

The changing face of international tourism and growing demands on Tauranga City Council’s limited
funds meant that the Council decided not to proceed with Te Tomokanga, the Visitor Information
Centre that was planned for Mount Maunganui. The project plan has consequently been indefinitely
suspended and the activity will not be achieved.

MBIE provided the Strategic Tourism Assets Protection Programme (STAPP) to stimulate domestic
tourism in the current challenging environment and to help the industry survive this disruption. TBOP
was successful in securing $700,000 of additional funding through this programme, the maximum for
a Regional Tourism Organisation of its size. The STAPP funding has allowed us to extend our activity
across the areas of Destination Management and Planning; Industry Capability Building and Product
Development; and Domestic Marketing.

COVID-19 has presented the world and Aotearoa an opportunity to rebuild a regenerative tourism
future that better serves our people and place beyond monetary value. The pause in travel has forced
a rethink of the type of tourism that we welcome into our homes. Te Ha Tapoi | The Love of Tourism
2020 — 2023 continues to be globally recognised as a prescient roadmap for this regenerative tourism
future.

We strongly believe that Te Ha Tapoi | The Love of Tourism 2020 — 2023 is even more valid in the
wake of this global crisis and that this strategy will continue to act as our recovery plan. Now, more
than ever, we need to be committed to destination management, to this plan, and to the actions
identified therein, to build a more resilient and robust sector for our future manuhiri (visitors) to enjoy.



2020-2021 TOURISM LANDSCAPE

Overview of Te Moananui a Toi | The Coastal Bay of Plenty Tourism Landscape
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Visitor Economy

The COVID-19 pandemic has had a significant impact on the tourism industry overall, and on Te
Moananui a Toi | the Coastal Bay of Plenty’s visitor economy. The visitor economy was experiencing
a period of significant growth prior to the pandemic.

Visitor spend year ending June 2021, compared to previous year

In the year ending June 2021, total visitor spend in the region increased by around 19% on the
previous year (YE June 2020). This level of growth is higher than the national average of 4%
growth.

This growth was driven by an approximate 28% increase in spend from the domestic market.
TBOP undertakes activities to support the growth of the domestic visitor economy in the
region. These include campaigns, public relations, and social media activity. While this level of
growth is significant, it falls slightly below the national average growth in domestic visitor
spend of 30%.

Meanwhile, international visitor expenditure halved over the same period due to continued
international border closures. Nationally, there has been a 70% decrease in international
visitor spend.

The COVID-19 pandemic and associated travel restrictions and control measures in the latter
half of the YE June 2020 impacted visitor spend during that year. Therefore, it may be more
prudent to consider spend relative to the YE June 2019.

Visitor spend year ending June 2021, compared to year ending June 2019

In the year ending June 2021, total visitor spend in the region increased by about 12%
compared to YE June 2019. This was driven by a 19% increase in domestic visitor spend. The
growth of this market has been more than enough to offset the loss of the international
market during this time.

Source of all visitor spend figures: Marketview Tourism Dashboard. Note that these data reflect spend via electronic card
transactions only and therefore exclude pre-bookings, online purchases, and cash purchases. As such trends should be read
as indicative only. International visitor spend may be inflated by repatriating New Zealanders using international cards.



Change in visitor spend
YE June 2021 compared to YE June 2020
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Total visitor spend per industry

At the aggregate level, most industries have benefited from the growth of the domestic market.
However, operators in the transport and travel sector, such as cruise tour operators, have been
significantly affected by COVID-19 and the associated travel restrictions.

Change in visitor spend per Industry
Compared to the previous year
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Source of all visitor spend figures: Marketview Tourism Dashboard. Note that these data reflect spend via electronic card
transactions only and therefore exclude pre-bookings, online purchases, and cash purchases. As such trends should be read
as indicative only. International visitor spend may be inflated by repatriating New Zealanders using international cards.
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Changes in Monthly Visitor Spend

The recovery of the domestic visitor market across the region and throughout the year is clear when
looking at monthly visitor spend compared to the same month in the previous year. It's particularly
positive that the growth continues throughout the year. Note that the change in spend in the March
to May period is obviously inflated due to the Alert Level four lockdown in 2020.
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Source of all visitor spend figures: Marketview Tourism Dashboard. Note that these data reflect spend via electronic card
transactions only and therefore exclude pre-bookings, online purchases, and cash purchases. As such trends should be read
as indicative only. International visitor spend may be inflated by repatriating New Zealanders using international cards.



DESTINATION MANAGEMENT

Te Ha Tapoi | The Love of Tourism Annual Plan 2020 — 2021 outlines TBOP’s commitment to its role
as a Destination Management Organisation. Considering the balance of economic growth with the
social, cultural, and environmental well-being of the community, underpins all that TBOP does.

TBOP’s Visitor Economy Strategy 2018 — 2028 and Te Ha Tapoi | The Love of Tourism 2020 - 2023
identify four strategic pillars to collectively grow demand for the destination, while enhancing the
visitor experience and increasing investment and supply. These pillars are:

1. Target the right visitors at the right time with the right messages;
2. Connect with residents;

3. Enhance the visitor experience;

4

Grow capability and increase supply.

The key achievements in these areas for the year July 2020 to June 2021 are highlighted in the sections
below.

gy



Pillar 1: Target the right visitors at the right time with the right messages

New domestic marketing campaign achieved 1.6 million impressions

The Sure to Make You Smile marketing campaign targeting domestic visitors

achieved 3,471,396 impressions and 320,428 full video plays. The campaign,

launched in October 2020, includes a suite of videos and marketing material

p ¥ completely aligned to the destination’s DNA® and, for the first time, an infusion of
S\ Te Ao Maori guided by a cultural advisor.

Direct marketing support provided to operators following lockdown

Travel restrictions resulting from COVID-19 had a significant impact on tourism
businesses. To support local tourism operators, TBOP provided direct social media
advertising for 20 businesses, resulting in over 5,500 total clicks directly to their
websites. TBOP also developed approximately 17 stories focussed on the operators,
which were shared via digital channels and paid advertising in print media. In
addition to this, our Digital Industry Advisor assisted operators to upskill their digital
capability to elevate their own digital marketing.

Domestic packages were also created to align with Tourism New Zealand's
campaigns for singles, couples, families, and cashed up retirees. These were shared
via newzealand.com and other TNZ digital channels. They were also promoted by
the i-SITE team at Fieldays.

TBOP spread awareness of the region and what experiences visitors can do here
amongst international agencies. This was done via virtual training alongside eXplore
Central North Island and Tourism New Zealand,

Greater domestic marketing reach through collaboration with neighbouring regions

In collaboration with neighbouring Central North Island regions, the successful Get
Out More NZ campaign was launched in October 2020. It achieved 8.2 million
impressions and exceeded 110,000 clicks to the website www.getoutmorenz.com.
We also attended the Field Days with the Get Out More collective. As a result of
this, we gained over 1,000 new subscribers to the Sure to Make You Smile database.

|l

'“East Coast Beach” Do Something New, New Zealand campaign. Locations included Moutohors,
Foodie Trail=" Mataatua, and Izakai Bar & Eatery. Tourism New Zealand also chose to launch its
M partnership with Richie McCaw at Skydive Tauranga, and this gained national press

coverage.

Tourism New Zealand included Te Moananui a Toi | the Coastal Bay of Plenty in its

\

Raised awareness of the region as a fantastic destination for business events

. T _‘ TBOP has attended two Business Event focussed trade shows in the 2020-2021

financial year- BE Reconnected and MEETINGS. These two tradeshows combined
had attendance of over 1,000 people, generating leads for business events in 2021
and 2022. TBOP has worked alongside Tourism New Zealand to bring the Royal
College of Pathologists Australasia to Tauranga and Trinity Wharf Hotel for its
September 2021 Conference.



$1.5 million of Advertising Value Equivalency (AVE) achieved

Harley tours to Hangl: Taurangas best As a result of hosted media familiarisations and pitched stories, more than 40

cultural experiences

oovoo

stories about Te Moananui d Toi | the Coastal Bay of Plenty were published, during
the 2020-2021 financial year.

The total investment into the media programme was $38,000. The total net return
in Advertising Value Equivalency (AVE) of this media activity was $1.5 million,
representing a 3,878% return on the investment.

Contribution of STAPP funding

STAAP funding has enabled the following activity in relation to this pillar:

<\

Tracking and understanding visitation levels and patterns.

Research to understand perceptions of Te Moananui & Toi | the Coastal Bay of Plenty among the
domestic market.

Extension of domestic campaigns to entice New Zealanders to visit Te Moananui a Toi | the Coastal Bay
of Plenty, including leveraging opportunities to partner with Tourism New Zealand.

Participation in a regional collaboration campaign with the eXplore Central North Island collective to
drive touring visitation to the region.

Increased development and sharing of stories and content that align with the region’s Place DNA® and
the personalities behind the businesses. Sharing of these stories with media and via digital channels.

Additional familiarisations with key national media.
Support of local events that drive visitation, in collaboration with the Tauranga City Council events team.

Development of a sales and marketing plan to drive awareness of business events facilities and drive
conference bookings for the region.
































































































