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2) A focus on growing value from visitors to reduce the need to grow volume 

3) A prosperous sector that invests in its capability and provides meaningful jobs, and 

4) Actions that enrich the cultural, physical and mental well-being of the communities in Taranaki. 

Tourism strategy 
Taranaki has gradually been transforming its reputation, from a traditional rural province to one with 

a sophisticated arts and food scene and welcoming hospitality. It is a place to experience nature in a 

more relaxed way than other parts of New Zealand.  

To be successful and to effectively compete going forward, Taranaki needs to further define its 

unique selling points. An important step in this strategy evolution is to investigate and cross-map our 

regional offerings, or those which could be further developed against emerging visitor segments and 

preferences. These would be overlaid with low emissions and growing sustainability consciousness. 

COVID-19 has had a significant impact on the tourism sector. There has been a loss of revenue during 

the lockdown period, no international tourists are coming into the region and many events, 

conferences and sports tournaments that help bring in visitors all year round have been cancelled.  

As the date for reopening of New Zealand’s borders is unknown, the emphasis on domestic tourism 

has been brought to the forefront for the sector. This Transition Pathway Action Plan (TPAP) 

considers immediate actions in response to COVID-19, given the impact on the longer-term position. 

The impacts of COVID-19 will also be considered as part of taking the action plan forward in 2020 

and the subsequent two years (via the regional recovery plan and its economic pillar ‘return to 

better’ tactical plan). 

Actions 
The following actions have been identified across the areas below:1 

 

 

 

 

 

 

1) Environmental stewardship and low-emissions tourism  

a. Support low-emissions travel and experiences. 

a. Implement sustainability initiatives, e.g. signage and information on the Tiaki 

Promise2, and supporting tourism operators to undertake sustainability 

commitments.    

 

 
1 It should be noted that these capture discussion at the workshops and are not a prioritised list.  
2 The Tiaki Promise is a commitment organisations and individuals can make to care for New Zealand, for now 
and for future generations. Refer to https://tiakinewzealand.com/ 
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2) Marketing and promotion 

a. Undertake a COVID-19 domestic marketing campaign, including marketing the 

Taranaki Crossing as soon as possible. 

b. Complete the Taranaki Story. This is an overarching regional story (aligned with the 

successful New Zealand Story) and a range of sub-stories, including a visitor story. It 

also includes updating imagery to support the story.  

c. Update branding guidelines, marketing products (websites and free maps) and 

consider innovative methods to promote the region.  

d. Create a step change increase in marketing budget as a medium-term aim.   

3) Experience and product development  

a. Complete a design-thinking exercise on the domestic market to inform product 

development and immediate response.3  

b. Complete existing investments in experiences as soon as possible (e.g. Taranaki 

Crossing, Kaitake Trail, Taranaki Cathedral, Parihaka Visitor Centre, Dawson Falls 

Lodge). 

c. Experience development in cluster areas where competitive advantages and mutual 

benefits exist (e.g. ecotourism, artisan food, arts, rural experiences, cycleway 

experiences, well-being tourism and products).  

d. Development of commissionable products 

e. Events strategy – implement a smart, multifaceted and exciting approach.  

4) Leadership, structures and collaboration 

a. Initiate regional collaboration on the three drive journeys (the west coast, the 

central region and a coastal arts trail).   

5) Access, amenities, services and infrastructure 

a. Complete existing infrastructure investments (e.g. investments already noted in the 

Infrastructure and Transport TPAP such as SH3 and SH43, and others such as car park 

developments and Yarrows Stadium) 

b. Advocate for emerging investments, especially those reducing pressure on the 

environment and supporting low-emissions transport and active modes of travel   

c. Support smaller towns and CBD experiences.   

6) Capability and development 

Workshops to support tourism operators in: 

a. Digital capability   

b. Following tikanga Māori in operations, supporting the Māori role in resource 

management and working in partnership with iwi and hapū. 

In addition, activities are needed that help the whole region to be visitor ambassadors and 

promoting our green tourism sector as an attractive career option. 

 
3 To expand on this, this exercise would put the visitor at the heart of development and understand their 
needs, problems and insights. This exercise will build on this TPAP, and consider the region’s competitive 
advantages, and where products can be developed using a strengths-based and user-centric, empathy 
approach. 
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Next steps 
The actions in this pathway action plan will feed into a wider programme that will work with all 

stakeholders to take actions forward.   
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Context 

Aotearoa New Zealand is moving towards a low-emissions economy 
The world has committed to taking action to lower greenhouse gas emissions.  

In 2016, Aotearoa New Zealand ratified the Paris Agreement. Under this agreement, New Zealand 

needs to reduce emissions to 30% below 2005 levels by 2030.  

Taranaki is seeking to lead the transition to a low-emissions economy in New Zealand after the 

coalition Government announced it would grant new petroleum exploration permits only for 

onshore Taranaki and nowhere else.4 New Zealand’s two largest contributing sectors for emissions 

are agriculture and energy (including transport)5. These sectors are a key part of Taranaki’s economy. 

While forestry has considerable potential to offset emissions, a significant transition to a low-

emissions economy will be required. 

In addition to this, in the first half of 2020, the COVID-19 pandemic led to major restrictions on the 

movement of people, with subsequent impacts on economic activity. New Zealand – including 

Taranaki – was not immune. The economic shock is forecast to significantly increase regional 

unemployment, reduce gross domestic product (GDP) growth and lead to economic restructuring in 

industries most impacted6.  These impacts may take time to manifest themselves given the dynamic 

nature of Taranaki’s regional labour market and its underlying strength. 

The past shows us that the impact of large transitions, such as what we need to do to lower our 

emissions and the economic shock of COVID-19, can lead to a legacy of negative impacts for some. A 

just transition is about managing these effects to continue to build a fair and inclusive New Zealand. 

For Taranaki, it means ensuring we keep what is great about our region while planning for more 

people to share in these benefits.  

A just transition, requiring system-wide behavioural and institutional change to ensure more parity in 

outcomes for people, is needed. Co-creation with communities, iwi, local and central government, 

businesses, educators, unions and workers is the cornerstone of the approach we are taking in 

Taranaki. The Taranaki 2050 project has been designed to ensure the change process is developed 

from the bottom up and ensure no-one across Taranaki’s communities is left behind.  

Our vision is for Taranaki to be a low-emissions economy  
Our vision for Taranaki in 2050 has been co-designed by the region. It considers not just how our 

economy will change, but all aspects of our lives. It provides the opportunity to plan for inclusive 

growth as we transition to a low-emissions economy. 

 
4 https://www.beehive.govt.nz/release/planning-future-no-new-offshore-oil-and-gas-exploration-permits . 
Note that existing off-shore permits remain in place. 
5 The New Zealand Productivity Commission, Low-emissions economy: Final report, August 2018, p.30. Data 
from 2016 figures.  
6 Infometrics, Economic Impacts of COVID-19 on the Taranaki Economy – Early Estimates, April 2020. The report 
was commissioned by Venture Taranaki and the New Plymouth District Council and anticipates a 8.5% 
contraction in regional GDP for the year to March 2021. Jobs are expected to decline 9.5% in the region.  



http://www.taranaki2050.org.nz/
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Based on the co-design themes and the emerging opportunities identified in the Taranaki 2050 

Roadmap, the methodology took the divergent thinking and opportunities identified in the Roadmap 

and channelled them into a more convergent set of tangible actions and outputs to define the short-

term actions and medium-term strategy needed to achieve the region’s long-term vision for 2050. 

Tourism Transition Pathway Action Plan  
The output from the three TPAP Tourism workshops is described in this document. In preparing it, 

the Taranaki 2050 team would like to thank everyone who has been part of the process. Your 

contribution has made a real difference in defining the short-term actions and medium-term strategy 

needed to meet the goals and vision of the Roadmap. We recognise your time commitment, but 

more importantly, your respect for the value of manaakitanga during the process. By showing 

respect, generosity and care for others, you helped create an environment where people felt 

comfortable sharing diverse opinions. 
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Introduction  
This Transition Pathway Action Plan (TPAP) considers the tourism sector in Taranaki, which includes 

a wide number of services, such as visitor attractions, accommodation, transportation, hospitality 

and retail expenditure. The flow of this expenditure on the wider regional economy is shown in the 

diagram below.  

 

The terms ‘tourism’ and ‘visitors’ are intertwined. ‘Visitor’ is a broader term and better relates to the 

way the impact and value of the sector is measured. Statistics NZ views the visitor sector as 

encompassing all the activities undertaken by people away from their home for less than 12 months. 





https://www.mbie.govt.nz/dmsdocument/5482-2019-new-zealand-aotearoa-government-tourism-strategy-pdf
https://www.mbie.govt.nz/dmsdocument/5482-2019-new-zealand-aotearoa-government-tourism-strategy-pdf


https://tia.org.nz/tourism-2025/




http://about.taranaki.info/Taranaki2050/Taranaki-2050-Roadmap-(1).pdf
http://taranakimounga.nz/the-project/vision/
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also be home to flourishing toutouwai/robin, kākāriki, kākā, kōkako, bats and tīeke/saddleback 

populations. 

This extraordinary environment has so much more to offer as an experience. We can use this 

restored environment to create deep and meaningful experiences by connecting with nature for our 

own people and our guests. The Taranaki Crossing is an opportunity to offer this experience, with 

Dawson Falls being a gateway to a unique experience on the Maunga.  

It’s important that activities in the national park respect the mana of Taranaki Maunga, and that 

they operate in partnership with iwi and follow tikanga Māori. 

2) A focus on growing value from visitors to reduce the need to grow volume 

Creating green, low-emissions, decent and meaningful jobs will need an approach that seeks higher-

value visitors, rather than focusing on volume. This includes the type of visitors we seek, the 

activities they undertake and how long they stay. This also includes widening the visitor market to be 

year-round. 

Because many attractions are free, it is difficult to leverage funding for destination development 

from non-ratepayer sources. Seeking value will help address this.  

3) Helping to create a prosperous sector that invests in its capability and provides meaningful 

jobs 

The seasonal nature of tourism often means jobs are short term. The sector also tends to have low 

rates of pay and low union membership. If the sector is seen as a way to diversify the Taranaki 

economy and provide new employment as part of the transition, it is important that decent and 

meaningful jobs are provided, as well as career pathways.  

Workshop participants noted that tourism can have a role in supporting Taranaki’s smaller towns, 

both in employment opportunities and vibrancy.   

4) Actions that enrich the cultural, physical and mental well-being of the communities in Taranaki 

Tourism takes place in our backyard, so it is essential that any activity is welcomed by our 

communities. The sector must be a good citizen – engaging with communities, providing quality 

employment and using supply chains that benefit the local economy. Workshop participants noted 

that it is also important that free access be retained for locals, e.g. to Te Papakura o Taranaki and 

attractions mostly funded by local ratepayers. 

 

 

 

  



https://ecoprofile.infometrics.co.nz/%20taranaki%20region
https://ecoprofile.infometrics.co.nz/%20taranaki%20region


https://store.frost.com/global-mega-trends-to-2030.html
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Strategy 

Target markets  

Domestic visitor demands 

Colmar Brunton research into domestic visitor expectations indicates Taranaki is well-positioned to 

meet domestic market demands, given we already offer a range of family-friendly, nature, wine, 

food and music activities. 

Most common activities sought by domestic visitors, Colmar Brunton 

 

International visitors 

Research commissioned by Tourism New Zealand suggests international visitors want personalised 

experiences; a share in the ‘local’ way of life; nature-based experiences; short stay, multi-experience 

visits and peer-to-peer Facebook photo opportunities. 

The international tourists who visit Taranaki tend to be from Australia, Europe and the United 

States, and their preferences tend to align with New Zealand domestic tourists.  

The graph below shows that Taranaki has offerings in areas popular with international tourists. The 

main challenge is how to differentiate from other parts of New Zealand that also offer these 

activities.  
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Destination Taranaki defined – our unique selling points into the 

future 
Taranaki was historically perceived as a rural province – off the beaten track, with some family-

friendly free activities and some challenging tramping tracks.  

Over the last decade, significant investments, events and accolades have gradually transformed this 

reputation. Visitors are frequently impressed by the burgeoning café and arts scene, the iconic Len 

Lye Centre and the hospitality around the Maunga. For example, in 2017 the Taranaki region was 

named by Lonely Planet as the second-best region to visit in the world. Guest nights have increased 

by 100,000 over 10 years (although relative to many other regions in New Zealand the scale/size 

remains modest). 

The importance of Taranaki’s visitor market is not only in its direct contribution. It also indirectly 

links to the broader regional goals of vibrancy and showcasing the region for its lifestyle and its 

appeal as a place to live and work. 

The importance of considering visitor consumer trends and evolving preferences – including a 

COVID-19 and low-emission overlay, and how those may cross-map to Taranaki’s offerings (or those 

which could be further leveraged) – will help define unique selling points into the future. 

 



https://tiakinewzealand.com/






https://www.doc.govt.nz/our-work/taranaki-crossing/
https://www.stuff.co.nz/pou-tiaki/122023364/parihakas-planned-visitor-centre-will-tell-sites-own-story
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a) Digital capability16   

Travellers are becoming increasingly confident researching and booking their holidays online. It is 

therefore essential that operators have an online presence. If customers can't find a business online, 

there's a good chance they'll go elsewhere. It is also important operators understand how to use 

search engines, social media and popular travel websites, such as TripAdvisor.  

Travellers are also using social media and blogs to update friends and family from the road, and 

these updates can act as personal recommendations in real time to an individual's entire network. In 

addition, people are increasingly guided by review systems on websites when making a booking. 

While there is no way to control what is said about an organisation online, it is important operators 

understand strategies to manage this – with the first one being providing excellent customer service.  

This action builds the online capability of Taranaki’s tourism operators.  

b) Cultural competency and engaging with iwi and hapū16   

Māori culture is a unique feature of New Zealand. It is important that all parts of the visitor sector 

appropriately incorporate elements of tikanga Māori within their operations. It’s also important the 

sector recognises Māori as tangata whenua in resource management and works in partnership with 

iwi and hapū in Taranaki.   

This action offers workshops to support tourism operators in this area.  

c) Whole region being a visitor ambassador and promoting the sector as an attractive career option 

The workshops stressed that people in Taranaki are the region’s number one marketing tool, and 

also play a pivotal role in visitors having an excellent and memorable experience. It is also important 

that the sector is seen as an attractive career choice and one that people want to be part of. This is 

reflected in the action statement of a sector ‘driven by a collaborative and passionate region, 

bursting with pride’. This action is to continue work to ensure the region supports tourism and sees 

its potential.  
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Critical success factors 
The following critical success factors were identified: 

1) Having a unique selling proposition that is appealing to visitors 

2) Recognition of Māori as tangata whenua 

3) Offering a low-emissions experience 

4) Having strong leadership, vision and coordination 

5) Having skilled and capable people working in the sector 

6) Building the sector’s identity by showing success and telling local stories of successful 

tourism businesses and visitor experiences  

7) Identifying and nurturing strategic partnerships 

8) Commitment and funding support from local and central government 

9) Being inclusive and diverse 

10) Build in resilience, adaptability and flexibility  

11) A community that is welcoming and supportive of the industry. 
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Implementation 

Stakeholders 
A key step in the process is to review stakeholders and build an engagement plan to ensure the right 

level of engagement is attained. The figure below identifies the influence and interest of the main 

stakeholders across the visitor sector.  
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Links with other parts of 2050 
There are links between actions in the Tourism pathway and actions in the other transition 

pathways. The links will be considered after all TPAPs are finalised. The table below summarises how 

the tourism actions link to other parts of the 2050 Roadmap. 
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Opportunity Description Cost T2050 TPAP Links 

COVID-19 related 
recovery work for 
Tourism  

A number of initiatives to support 
marketing the region for the domestic 
tourism market, supporting product 
development and capability building  

TBC Food and Fibre, 
Innovation & R&D, 
Arts, Māori, 
Metrics and 
Evaluation 
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