CHAIRMAN’S report
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.

LEADING TOURISM IN

The Coromandel

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

Karangahake Gorge
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DESTINATION Coromandel
Destination Coromandel is the regional tourism organisation
charged with marketing The Coromandel to both the domestic
and international markets for the purpose of increasing
visitor spend in The Coromandel. Established in 1991 as
Tourism Coromandel it was then restructured to Destination
Coromandel in 2012. In 2015 ownership and managment
of the Thames and Whitianga i-SITE Visitor Centres was
transferred and now forms the visitor services team at
Destination Coromandel.

MISSION
To attract year-round visitation
to The Coromandel

VISION
The Coromandel is New Zealand’s
must visit destination

PURPOSE
Promote tourism that enables sustainable
development of our environment and
enhances our communities

INDUSTRY MEASURE
To deliver to our region annual visitor
spend equal to or greater than the
equivalent annual measure*
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Estimates

OUR Story

OUR Brand

400km of coastline surrounding a mountain range cloaked in sub-tropical forest. Endless golden beaches and hidden
bays to enjoy. Walking tracks and cycle trails to explore. All just one hour down the road from New Zealand’s largest
airport and city. Charming old-world towns and intriguing relics in the rugged hills connect you to the past and its
people. Inspiring landscapes attract many talented artisans, whose studios and workshops are hidden in the green
valleys. Creativity and originality abound, making this the ideal place to recharge your senses. Its all in The Coromandel,
a place where Kiwis holiday and where it really is good for your soul.

ESSENTIALLY HOMEGROWN on The
Coromandel
The bohemian nature of locals is embodied in their
sustainable hunter-gatherer lifestyle and shared through
their artisan produce, whimsical crafts and fine arts, and
relaxed warm hospitality.

The Coromandel, A SIMPLE WAY OF LIFE
Kiwis are at their best when they are on holiday in The
Coromandel. Take a break, slow down and reconnect with
life as it should be.

The Coromandel, WHERE KIWIS HOLIDAY
Whether you’re heading for the campground, bach
or something more glamorous, “endless” summer
barbeques, fishing expeditions, bush walks to swimming
holes, and picnics at the beach await you.

The Coromandel, OUR GOLDEN HERITAGE
Discover the relics and stories of those who came before,
and come away with a deeper understanding of the
people and this place.

The Coromandel is Good for your Soul
The Coromandel good for your soul is the regional brand and tagline for The Coromandel. Geographically this includes
Thames Coromandel and Hauraki Districts. Locally The Coromandel good for your soul speaks to the region’s four
pillars; essentially homegrown, a simple way of life, golden heritage and where kiwis holiday. Externally and in the
visitor market its purpose is about stirring desire and stimulating action. It’s about creating a dream and converting the
dream to visiting The Coromandel. It connects on an emotional level and creates a vision of the culture and ethos of
The Coromandel.
Our work must live up to the brand promise and contribute to the brand value and equity. Everything associated with
The Coromandel good for your soul, including imagery, messaging and content must reflect the brand pillars and ethos
of The Coromandel, only then does it receive the stamp of approval - The Coromandel good for your soul logo.

HISTORY

GEOGRAPHICAL BOUNDARY

The regional tourism organisation responsible for
marketing The Coromandel as a visitor destination
was established in 1991. Towards 2020, the founding
document for the organisation, highlighted the
importance of the brand as reflected in the extract below:

The Coromandel encompasses both the ThamesCoromandel and Hauraki Districts, from Orere Point at the
top of the Seabird Coast to Orokawa Bay on the Eastern
side and down to the Karangahake Gorge in the South.
When referencing the region, The Coromandel is written
in italics to emphasize the region as a visitor destination.

n	
The

Coromandel brand and marketing should reflect
the region’s commitment to sustaining the natural
environment.

n	All

As a place where Kiwis holiday,
The Coromandel’s iconic coastline
reveals hundreds of natural
hideaways

Coastal Walkway

local and regional marketing should reflect The
Coromandel brand, ensuring that visitors who respect
the special values and experiences of The Coromandel
are attracted.

n	To

market and manage a world-class – and thus high
yield – visitor experience, The Coromandel must
guarantee quality and a high level of service.

WHY THE COROMANDEL
n	Differentiates

between the region (The Coromandel)
and the town (Coromandel Town)

n	Introduces

and reiterates (by association) what makes
the region special.

n	Encapsulates

the Hauraki Plains as well as the
Coromandel Peninsula

The Coromandel good for your soul is the regions consumer brand. Destination Coromandel are the guardians of the brand
and are charged with ensuring it is used in accordance with the brand guidelines.

OUR Position
Total Visitor Nights 4.2million
Total Visitor Nights in
Registered Commercial
Accommodation

Total Visitor
Spend

Total Visitor Nights
including VFR

4.2m

920k

$458m

CAM Nights YE June 2018
TCDC
Total Visitor

HDC
Total Visitor

$370m

Domestic

$272m

Tourism GDP contribution

$88m

Domestic

International

3.9%

$12m

17.2%

As at the 2017 Infometrics

Monthly Regional Tourism Estimates as at year end July 2018

The domestic market provides 80%
of total visitor expenditure to The
Coromandel. 70% of the total visitor
spend in The Coromandel comes
from our drive markets (Auckland,
Waikato and Bay of Plenty).

Thames
Coromandel
District

Hauraki
Coromandel

International

$75m

$98m

AA Traveller & IVS YE July 2018

There’s never been a better time to
engage in The Coromandel tourism
industry, with successive highs being
recorded in visitor arrivals, nights and
spend data.
The opportunity to maximise yield
during the peak is illustrated by the
volume of visitors in the region, while
the growing number visiting in the
shoulder seasons presents a more
sustainable opportunity than what’s
been available in the past.
To make the most of this opportunity
existing businesses need to increase
their appeal and value to the visitor
market, as do new businesses who
need a plan to address dramatic drop
off in the low season.

TOTAL VISITOR SPEND

MONTHLY REGIONAL TOURISM ESTIMATES
(Monthly Visitor Spend) TO THE COROMANDEL

$ MILLIONS

Visitor Spend in The Coromandel

YEARS

TOTAL VISITOR SPEND TO THE COROMANDEL FOR YEAR TO JULY 2018

■ Auckland

5%
9%

■ Waikato

28%

6%

■ BOP
■ Rest of NZ

10%

■ Australia
17%

■ UK/Europe

25%

■ Rest of World

What are international visitors
spending their money on?
$2m

$37m
$17m
Accommodation

What are domestic visitors spending
their money on?

$21m

Passenger
Transport

Food &
Beverage
Services

$20m

$14m

Tourism Product
(eg. activities)

$160m

Passenger
Transport

Food &
Beverage

Fuel &
Automotive
Retail Sales

Retail Sales

$14m

$57m

$23m

$51m

$41m

Tourism Product
Fuel &
(eg. activities)
Automotive

Accommodation

As at YE July 2018

Source: www.mbie.govt.nz

As at YE July 2018

Note: Spend data does not include the booking of holiday homes

The performance of the local tourism sector is crucial to the Thames Coromandel and Hauraki District economies.
Total visitor spend contributes $370 million and $88 million to these districts respectively (a total of $458m for The
Coromandel*).
The benefits are not just limited to Accommodation, Activities and Transport; these tourism categories are secondary
to Food & Beverage and Retail Sales (including fuel), which are the biggest recipients of visitor expenditure in The
Coromandel.

*As at YE July 2018

HOW can we help?
Product Development, Seasonality and Quality are the
3 key areas The Coromandel tourism industry needs
to work on to remain competitive as a year round
holiday destination.
Word of Mouth remains the most powerful form of
marketing, which is why the quality of your product
experience is crucial to the success of your business.
However it is necessary that you capture the attention
of travelers considering options in The Coromandel.
Destination Coromandel manages qualified channels
that engage with your target markets 24 hours a day,
7 days a week, 365 days of the year.
Below is a list of marketing and advertising opportunities
to help you budget and plan ahead. Not all activity
requires a financial investment. Communication is key,
please contact Destination Coromandel with any updates
or queries.

DIGITAL PLATFORMS
Website - www.thecoromandel.com is the official visitor
website for the region and is an essential marketing tool
for businesses in The Coromandel. If you want to gain
exposure for your business with people researching and
booking travel to The Coromandel, www.thecoromandel.
com is the ideal place to start. The site receives over
600,000 user sessions per year, over 1.8million page views
and referred over 125,000 users to operator’s websites.
Facebook, Instagram, Newsletter - Should you have
quality content worth sharing, Destination Coromandel
has built a highly engaged and growing audience across
Facebook (55k fans), Instagram (14k followers) and the
Consumer Newsletter (17k subscribers).
Digital resources - A selection of widgets is available free
of charge to assist with your content delivery. Widgets
include feeds for local events, tide times, accommodation
suppliers, activity providers, transport and dining.

PRINT
Visitor Guide - The official Visitor Guide for The
Coromandel contains a comprehensive range of
tourism industry products and services available in
The Coromandel. 100,000 are printed annually and
distributed at i-SITEs nationwide wide.
Maps - Town maps are produced for both Thames and
Whitianga.
Signboards and Posters - A non-invasive medium to
capture visitor attention in ideal locations at the ideal
time. Options are available at both the Thames and
Whitianga i-SITE Visitor Centres.
*As at Oct 2017

BROCHURE DISPLAY
Brochure display options are available at both the Thames
and Whitianga i-SITE Visitor Centres. The i-SITEs play a
key role in encouraging visitors to stay longer and spend
more. These local experts save travelers precious time
by matching tourism experiences with their interests
on the spot. This is an engaged visitor who has arrived
at their destination eager to experience the best of The
Coromandel.

MEDIA LIBRARY
Images are one of the most important and effective ways
to promote your business so it’s crucial you use quality
images in your marketing. Destination Coromandel has a
comprehensive library of both images and video footage
which is available for you to use.

EVENTS
Events are a great way to encourage travel to The
Coromandel, particularly for the domestic market.
Selected events are promoted across many of
Destination Coromandel’s channels (Visitor Guide,
www.thecoromandel.com, social media, newsletters,
press releases).

MEDIA AND PRESS FAMILS
Destination Coromandel is often the first port of call for
visiting domestic and international media. We always
design media itineraries to ensure the products and
experiences match the interest of the media audience.
We also host media as part of our domestic marketing
campaigns.

INTERNATIONAL
ECNI - Destination Coromandel are part of the ECNI
(Explore Central North Island) International Marketing
Alliance with 7 other central North Island regions. These
regions profile export ready product to the travel trade in
New Zealand and targeted off shore markets. ECNI host
the annual EXPLORE trade show in Auckland, showcasing
regional products to Inbound Travel Agents, Tourism New
Zealand, i-SITE staff, Conference and Incentive reps and
media. ECNI also engages in offshore trade shows and
meetings either stand alone or alongside Tourism New
Zealand as a joint venture.
Export Ready - If your business is export ready (ie.
provides a quality and safe experience and pays
commission) and you’re listed on www.thecoromandel.
com you can be profiled on the Export Ready section of
our website for Free.
Coromandel Coastal Walkway
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