
The importance of the visitor industry’s contribution to regional GDP is becoming more widely 
understood throughout New Zealand, and so too is the challenge to deliver visitor spend equal 
to, or above, the equivalent national measure for our region.

Destination Coromandel’s core business is destination marketing, and the focus continues to be 
directed towards the domestic market.  At $250 million the domestic market makes up 80% of 
the visitor spend in our region.  The Coromandel is also enjoying growth in international spend, 
beyond the national measure.

This year we launched a 10 year plan to grow visitor spend in line with national aspirations of 
Towards 2025.  Product development, seasonality and quality were deemed the three points of 
focus that would help The Coromandel achieve its vision while also providing an efficient return 
on investment to our stakeholders.

From an organisational perspective, taking time to improve the structure and reporting 
requirements will allow more time in the market place to lead discussions with our stakeholders 
on issues that will have a true impact on our key performance indicators, and ultimately help 
drive visitation to The Coromandel.

In committing funds for the next three years our key stakeholders, Thames Coromandel District 
Council and Hauraki District Council, demonstrated confidence in results achieved and a desire 
to grow tourism’s economic contribution to The Coromandel.

Brent Page 
Chairman
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Destination Coromandel’s role

The Coromandel good for your soul

The Coromandel is a popular visitor destination built 
around its unique cultural, historical and landscape 
heritage. 

The Coromandel has distinctive qualities and a global 
reputation for its exceptional landscapes and its 
exceptional people, a place where talent wants to live and a 
place where talent can thrive. The Coromandel is a region 
notable for the warmth of its people and their passion for 
protecting their special place on earth.

A region comprising distinctive townships, from the 
uniquely rural and distinctive Paeroa to the artisan and 
boutique, perhaps even bohemian, Coromandel township 
to such laid-back Pacific coast towns as Whitianga, 
Whangamata, Tairua, Pauanui and Waihi. 

From the contrasting coastlines of the Firth of Thames and 
the Hauraki Gulf, to the stunning white sand beaches of 

its eastern Pacific coast, these contrasts are blended by 
stunning unspoilt wilderness areas and Conservation lands.

Blessed with unique Maori and early European settlement 
and a gold mining heritage, The Coromandel has proved a 
fertile ground from which a world class creative sector and 
world renowned artists have grown.

Savour food crafted from The Coromandel’s bountiful 
seafood resources and the very best home-grown 
ingredients from one of our fine restaurants, then  
retire replete for the night to one of our many boutique 
accommodation providers. 

Follow the footsteps of the great Maori and European 
explorers to The Coromandel – with its plentiful supply of 
visitor accommodation, this special place is a unique blend 
of opportunities for the discerning visitor to indulge and 
replenish, there is simply nowhere better.  

Product development improves the profitability of tourism 
businesses by increasing the number of products and 
services available for visitors – as well as the number of 
visits, length of stay and spending by individual visitors.

While its core activity is marketing The Coromandel as a 
visitor destination, Destination Coromandel will also assist 
with the local tourism industry to inform and encourage 
the development of new, pivotal visitor product and 

infrastructure by providing visitor market insights and 
a broader context. The best time for assistance is in the 
research stage, then again when the product is ready to  
go to market.

Destination Coromandel will also encourage and where 
possible, manage visitor sector cohesion and development 
for the region including business capability building.

The Coromandel is a popular 
visitor destination built around 
its unique cultural, historical and 
landscape heritage. 



BUILDING CAPABILITY  
FOR YOUR BUSINESS



Building your business

First things first
• Discuss your business plans with local authorities; 

Regional Tourism Organisation, Local Council, 
Department of Conservation, Iwi etc

• Develop a sound business plan and marketing plan

• Develop a brand and identity

• Engage a web developer and digital specialist

• Capture stunning high resolution imagery 

• Develop relevant print collateral to support your 
marketing plan 

Getting your product known
Engage with Destination Coromandel,  your regional 
tourism organisation (RTO);

• Register with Destination Coromandel’s industry 
database

• Advertise in appropriate print and online marketing 
collateral (e.g. visitor guide, website, eXplore Central  
North Island)

• Participate in regional campaigns

• Maximise your online marketing promotions  
(e.g. specials, hero images, events)

• Assist with regional trade and media famils

• Leverage free marketing opportunities (e.g. Facebook  
& newsletters; trade, industry & consumer) 

• Attend TRENZ and eXplore and depending on product 
type, Meetings and wedding shows

Build relationships with  all Information Centres on  
The Coromandel;

• Make contact and introduce yourself and product

• Display brochures in key centres

• Get your product details uploaded on various 
databases (e.g. Ibis)

• Organise and host a familiarisation day for staff  
to experience your product first hand.

Audits & Accreditations
Adventure Activities Regulations - Safety audits are a key 
component of any safety system. The Adventure Activity 
Regulations 2011 have made it a legal requirement for 
some operators to undertake an external audit and become 
registered. www.supportadventure.co.nz

• Health and Safety Plan - Ensure your business has an 
up to date health and safety plan that is relevant  
to your business.

• Qualmark – The Qualmark assessment system is your 
way to ensure the quality and delivery of your product 
stays consistent, year after year. Joining Qualmark is 
also a way to ensure your tourism business gets the 
vital input required to maintain or improve business 
performance. www.qualmark.co.nz

List with Tourism New Zealand

A free listing on www.newzealand.com puts your business 
in front of over 36 million potential visitors each year. With 
newzealand.com being the key call to action for Tourism 
New Zealand’s marketing activity you reap the benefit of 
that global marketing influence

• List your product on Tourism New Zealand’s operator 
database

-   Reach global travel sellers through the travel trade 
website (www.newzealand.com/travel/trade/), and

-   Link directly with  the consumer via  
newzealand.com’s consumer website 
(www.register.newzealand.com) 

• Contribute articles. This will increase The Coromandel’s 
content on the web and in turn help with the exposure 
of your business

• Promote travel deals and specials to the international 
market 

Update all activities, accommodation and transport 
operators in the area, educating them on your product

• They will all be ambassadors for your product, as you 
will be for theirs

• Work alongside each other and pool resources where 
possible

• Organise and host a familiarisation day for these key 
operators

• Connect with Tony Keyworth, the Visitor Point 
distributer for The Coromandel and, 

-   scope potential to do The Coromandel loop with him, 
or 

-   arrange for him to distribute your brochures around 
The Coromandel circuit. tony.k@visitorpoint.co.nz 

 
 
 
 
 
 



Building your business

Build your online presence
Explain what your business is about in simple and 
appealing language.

Develop a website that allows for consumer 
engagement

• Optimize your content - SEO - for the search engines. 
Stay away from Flash and make your homepage 
keyword rich. Be sure to place those keywords in the 
headline, META tags, description, inside links & your URL.

• Consider real time booking
• Quality images
• Contact information
• Include internal links for keyword optimisation

List on key industry related websites

• Tourism New Zealand’s consumer website -  
www.newzealand.com 
Trip advisor – www.tripadvisor.com

• Rankers – www.rankers.co.nz
• Add your business to Google My Business -  

www.google.com/placesforbusiness 

Get savvy with Social Media

• Post videos and images regularly
•  Consider a Facebook page, Twitter account, Google 

Plus, YouTube, Instagram or Pinterest to start building 
communication with the online community

• Set up the integration of your social media sites to 
allow for single uploads which will be streamed over  
all media

• Engage in meaningful conversations

Build your database

• Develop a database system to use and manage 
regularly. Free options include: Mailchimp, Campaign 
Monitor and Zoho

•  Use your database to share your successes. i.e. media 
results, new product features, images, video exposure 
etc

Consider last minute booking engines to offer deals 
and expose your product

• Booking.com – www.booking.com
• Expedia – www.expedia.co.nz 
• Orbitz – www.orbitz.com
• Wotif – www.wotif.co.nz
• Last Minute – www.lastminute.co.nz
• Ezybed – www.ezibed.com
• Grab one – www.grabone.co.nz
• 1–Day – www.1-day.co.nz

Consider online booking engines  to manage your 
bookings

• Airb&b - www.airbnb.co.nz
• Bookit – www.bookit.co.nz
• Resbook – www.tomahawk.co.nz
• Booking.com – www.booking.com
• EvoSuite – www.evosuite.com 
• Booking Boss – www.bookingboss.com
• Rezgo – www.rezgo.com
• Whyte Waters – www.whytewaters.com
• Seekom – www.seekom.com
• Little Hotelier – www.littlehotelier.com
• Strait Reservations – www.straitreservations.com
• Rezdy - www.rezdy.com 

Consider channel managers to manage and update 
your online availability all together

• Siteminder – www.siteminder.com
• Seekom (iBex) – web.seekom.com
• Staah – www.staah.com
• Little Hotelier – www.littlehotelier.com
• Strait Reservations – www.straitreservations.com

Make the sales process simple 

•  Make bookings simple

• Answer all web, email, phone enquiries as soon as 
possible

• Remember first impressions count. Helpful friendly 
customer service goes a long way in making the sale

STILL NEED MORE...

Contact Destination 
Coromandel who will 

work with you on  more 
specialised ideas to 

promote your product.



ADDITIONAL OPPORTUNITIES 
THROUGH DESTINATION  
COROMANDEL



Assistance opportunities through Destination Coromandel

User pays marketing options
Digital Exposure  

• The official website for The Coromandel  
www.thecoromandel.com

Print Advertising

• Official Visitor Guide for The Coromandel

• Town maps for Thames and Whitianga

• Brochure advertising in the Thames and Whitianga 
i-SITE Visitor Centres

• Poster and outside display boards at the Thames and 
Whitianga i-SITE Visitor Centres

Trade Shows

• Attend TRENZ and eXplore (Trade ready products only)

In Market

• Joint venture opportunities with attendance at off shore 
trade events

• Load a special or deal on www.thecoromandel.com

• Supply media releases to reach a particular target 
market      

• Enquire about features via digital platforms

• Supply images for posts on Social Media

• Request feature and links in consumer newsletter 

• Enquire about participation in trade and media famils

• Request additional exposure in industry and trade 
updates for The Coromandel

• Enquire about assistance / support in marketing of 
your product and pricing especially with working in the 
international market

• Establish how to be included in shoulder season 
campaigns

• Mention in media stories where appropriate

• Promotion in Hauraki Herald Features

• Enquire about ways to up sell your product (i.e photos), 
package deals (i.e. with other operators), additional 
features (long and short tours), alternative option 
(alternative tours if conditions aren’t compatible) etc. 

Opportunities for support



WORKING THE  
INTERNATIONAL MARKET

Need to know info



Building International Relations

Working with international travel sellers can be 
challenging. Different cultures often have different ways 
of conducting business. As well as getting to know a new 
country, new language and new distribution channels, you 
will need to be mindful of the social protocols and business 
norms.

If you are serious about doing business in a new market it 
can be a good idea to employ someone who is familiar with 
the culture and language. This is particularly important in 
countries like China and Japan, where social and business 
norms are quite different and language can be a barrier. 

In most markets, it’s important to have regular face-to-face 
contact with the travel sellers with whom you are doing 
business. If you are working through an inbound tour 
operator, this is not so important, but if you plan to  
go direct to wholesalers and/or agents, you will need to 
plan regular sales visits to the market.

In order to make the most of these visits to market, be 
aware of business protocol and practices. For information 
specific to each country, see ‘Working in Market’ within 
each of our Markets on the Tourism New Zealand website. 
www.tourismnewzealand.com/markets-and-stats/

Destination Coromandel have established networks and 
long lasting relationships with the travel trade industry.  
It is recommended that you contact Destination 
Coromandel if you’re planning on attracting foreign 
business to see how they can best help your business.

For more information about building international relations and planning market visits check out  
Tourism New Zealand’s toolkit http://www.tourismnewzealand.com/tools-for-your-business/ 

working-with-the-international-travel-trade/



International Distribution Channels

One of the trickiest aspects of selling your product offshore 
is getting to know the international travel distribution 
process. Distribution refers to the way in which consumers 
find out about your product and the channels they use to 
research it and make bookings.

It’s important to spend some time identifying the most 
cost-effective and appropriate distribution method for your 
business. 

Travel distribution is different in each country and 
consumers prefer to book different products in different 
ways. For example, many travellers still book flights through 
their travel agent, but may book their accommodation 
online through an online travel seller and their activities 
direct with the operator once they arrive in New Zealand.

The traditional channels in the distribution process are 
retail travel agents, wholesalers, inbound tour operators 
and booking agents. With traditional channels, bookings are 

usually made in advance and paid for by the agent after the 
visit. These agents will charge operators a commission for 
the sale, which should be factored into your pricing.

In recent years, the distribution chain in some of our 
markets has become more simplified, with fewer 
intermediaries involved in the process. It pays to know  
how travel sellers sell their products in the markets in  
which you plan to operate. You will need to allow for 
appropriate commission structures, depending on the 
structure of the distribution chain.

In addition to other changes, online travel sellers  
have joined this group of distribution agents. Many 
consumers are now confident booking through websites 
such as www.expedia.com, www.orbitz.com and  
www.lastminute.com, and perceive these websites  
as offering good value for money.

Key Players
Inbound Operators

Inbound Tour Operators (IBOs) can be a good solution for 
operators that want to take their product offshore without 
actually travelling themselves. IBOs are usually based in 
New Zealand, although some will be based offshore with 
representatives in New Zealand. They are responsible for 
preparing itineraries and booking the ground arrangements 
on behalf of internationally-based wholesalers. They will 
give you access to new markets through their network  
of existing contacts, but this will add an additional layer  
of commission so ensure you plan for this in your  
pricing strategy. 

Travel Wholesalers

Wholesalers provide retail travel agents with brochured 
travel packages, usually offering transport, accommodation 
and activities. Most wholesalers are based outside of  
New Zealand. Some own retail agencies or sell directly  
to the public. If you work through a wholesaler, the 
wholesaler will present your product to the retail agent 
within a package or alongside a range of other products. 
This will give you easier access to a wide range of agents, 
but you will need to allow for wholesale commission  
as well as retail commission.

Online Travel Agents

Online Travel Agents (OTA) work in the same way as the 
traditional Retail Travel Agent, however instead of direct 
physical contact and often a shop front, an OTA’s activity  

is all digital. An OTA allows the consumer to search and 
book a complete package including accommodation, 
activities and transport from the one place, when and 
where they like. OTAs will charge a commission to the 
product operator as with IBO, Wholesalers and Retail  
Travel Agents.

Retail Travel Agents

Selling directly to the public, retail travel agents are the 
face of the travel industry consumers see every day. They 
will either deal direct with operators (particularly for 
short-break holidays) or sell products out of wholesaler 
brochures. As more consumers become confident booking 
travel online, online travel sellers have begun to gain 
market share at the expense of these traditional agents. 
However, in markets such as the US and UK, consumers still 
have a high level of trust in travel agents and some prefer 
the personalised service they offer, meaning travel agents 
will remain a key booking channel for the immediate future.

i-SITE Visitor Centres (New Zealand’s visitor 
information network)

The i-SITE Network has a central booking system that 
handles bookings around New Zealand, so it’s a good idea 
to ensure your product is listed with your local i-SITE.  
i-SITE visitor centres are one of the most popular channels 
for booking aspects of a holiday once visitors have landed 
in New Zealand. Many regions also have other independent 
booking agents. Each will often offer brochure display  
space at a cost.



International Distribution Channels

Guidebooks

National and regional guidebooks may be used as 
references by wholesalers, inbound tour operators and 
retail agents. Independent travelers use them to plan their 
own holidays, usually booking direct with operators using 
contact details from the guidebook. Popular guidebook 
publishers include Lonely Planet, Frommers and Rough 
Guides. Writers often travel incognito to ensure they are 
treated like ordinary holidaymakers and give unbiased 
reviews of tourism products.

The Internet

The Internet has become one of the most comprehensive 
and easily accessed sources of destination information. 
Internationally, travelers are becoming increasingly 
comfortable making bookings online, either direct through 
operator websites or through international travel sellers.

 

Don’t forget commissions

If you are selling your product offshore, it’s essential that 
you allow for commission payments within your pricing 
structure. Each part of the distribution channel will receive 
a commission payment at the rate you agree with them.

Levels of commission may vary, but the following offers a 
guideline of what you will need to allow depending on the 
number of stages in your distribution structure:

• Retail travel agents (selling direct to consumers) 10-15%

• i-SITE Visitor Centres (selling direct to consumers)  
10-15%

• Wholesalers (selling to retailers, who then sell on to 
consumers) 20%

• Inbound tour operators (who sell to wholesalers, who 
then sell on to retailers) 25%

Although commission rates for wholesalers and inbound 
operators are higher, these selling channels are likely to get 
your product placed in brochures and databases, meaning 
your product will reach more agents and consumers in the 
long-term.

Reference : Tourism New Zealand, International Distribution Channels  

Information supplied by Tourism Export Council - http://www.tourismexportcouncil.org.nz/distribution-system/ 

Traditional Distribution Channel Modern Distribution Channel



Working with Inbound Operators

International Market - Checklist

The international market can be a confusing and complex 
place for operators new to the tourism distribution process. 
Inbound operators are a one-stop shop that takes care 
of the communication, logistics and negotiation process, 
making it simple for your product to become part of an 
internationally-sold  tourism package.

One of the most difficult things about selling tourism 
products offshore is understanding and negotiating the 
international travel distribution process.

Inbound tour operators (IBOs) are a way of circumventing 
this process, a kind of one-stop-shop for both international 

operators wanting to put together packages within New 
Zealand, and for New Zealand tour operators who want to  
attract international visitors, but don’t have the resources 
to spend large amounts of time building relationships or 
travelling.

The Tourism Export Council website provides details on the 
international distribution system and how the international 
system works. 
 www.tourismexportcouncil.org.nz/distribution-system

Tourism New Zealand works with New Zealand operators to help them market their businesses offshore through 
their international trade events and marketing alliances, as well as through their international media and trade famil 
programme. To participate in some of these activities you’ll first need to meet the criteria below:

q Is your product well accepted in New Zealand? 

q Have you got a clearly identified target market? 

q Do you have a website?    

q Do you have 24-hour phone and email servicing? 

q  Have you got your pricing structures finalised and 
commission rates agreed?

q Do you have a plan for the growth of your business? 

q Do you have a full range of marketing materials? 

q  Are you working with your local Regional Tourism 
Organisation (RTO) and i-SITE?

q  Do you have the appropriate health and safety 
standards in place?

q Do you have your Qualmark rating or endorsement?

q  Have you participated in TRENZ and started building 
relationships with inbound tour operators?



Sustainability Tourism

Destination Coromandel is committed in ensuring our work 
makes a positive contribution to the sustainability of The 
Coromandel, in both our work environment and the region 
we promote. 

It is our philosophy to promote tourism on The 
Coromandel that enables sustainable development of our 
environment and enhances our communities. 

Destination Coromandel has signed up to the Tourism 
Sustainability Commitment, a national program hosted by 
the Tourism Industry New Zealand Trust, which outlines 14 
business-led commitments that over time will enable New 
Zealand tourism to achieve its goals.  The New Zealand 
Tourism Sustainability Commitment aims to see every New 
Zealand tourism business committed to sustainability by 
2025.  The vision is to lead the world in sustainable tourism.  

To deliver this vision, “businesses must achieve ambitious 
economic goals while sharing the overwhelming 
benefits with supportive host communities, contributing 
to restoring, protecting and enhancing our natural 
environment, and continuing to be a high-quality 
destination of choice for domestic and international 
travellers*”. 

* http://sustainabletourism.nz/

Destination Coromandel is inviting every tourism business 
on The Coromandel to join us on this inspirational 
sustainability journey. Sign up now to the Tourism 
Sustainability Commitment and adopt 14 Commitments 
that will ensure we achieve our goals. Together we can 
create a truly sustainable tourism industry that makes a 
positive and enduring contribution to The Coromandel and 
ultimately Aotearoa New Zealand. 



HELPFUL LINKS



Helpful Links

Trip Advisor Tips 
http://skift.com/2013/11/18/3-insider-tips-for-better-tripadvisor-performance/?utm_source=TMail%20Newsletter&utm_
medium=email&utm_campaign=TIA%20Appointments%20Hunting%20Business%20in%20Las%20Vegas%20
TripAdvisor%20Tips

Managing Negative PR 
http://www.entrepreneur.com/article/225059?utm_source=TMail%20Newsletter&utm_medium=email&utm_
campaign=Risk%20To%20Council%20Funding%20101%20MustDos%20Managing%20Negative%20PR 

Tips Do it yourself PR 
http://www.inc.com/lee-clifford-julie-schlosser/do-it-yourself-public-relations.html?utm_source=TMail%20
Newsletter&utm_medium=email&utm_campaign=Arrivals%20vs%20Forecasts%20US%20Hunting%20Trade%20Fair%20
PR%20Tips  

Deal With Upset Customers Using Social Media 
http://www.socialmediaexaminer.com/10-ways-to-deal-with-upset-customers-using-social-media/?utm_source=TMail%20
Newsletter&utm_medium=email&utm_campaign=Great%20TRENZ%20Buyer%20Numbers%20Member%20Offers%20
Deal%20With%20Disgruntled%20Customers 

Tool to help improve business performance 
http://www.hospro.org.nz/?utm_source=TMail%20Newsletter&utm_medium=email&utm_campaign=Great%20TRENZ%20
Buyer%20Numbers%20Member%20Offers%20Deal%20With%20Disgruntled%20Customers 

Tool to establish your breakeven point 
https://www.business.govt.nz/break-even-calculator/

Facebook for Business: The Ultimate Facebook Marketing Guide 
https://www.socialmediaexaminer.com/facebook-for-business-ultimate-facebook-marketing-guide/

Instagram for Business: The Ultimate Instagram Marketing Guide 
https://www.socialmediaexaminer.com/instagram-business-the-ultimate-instagram-marketing-guide/

Grants and help for new businesses 
https://www.business.govt.nz/how-to-grow/getting-government-grants/grants-and-help-for-your-new-business

Sustainable Tourism 
http://sustainabletourism.nz/



Please feel free to contact the team at Destination Coromandel for further assistance

Destination Coromandel
info@thecoromandel.com  |  07 868 0017  |  www.thecoromandel.com


