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A major regional initiative to undertake a reviefvagortfolio of West Coast tourism projects is in
progress. The overall objective is to increasé boe international and domestic competitiveness of
the West Coast region as a visitor destination.

As part of that review the MRI Project Committeevdnanitiated a review of visitor centres and visito
information provision on the West Coast. The oliyed of the Visitor Centre Review Project are to
identify the opportunities for collaboration, sygis, and investment arising from the region'dafisi
information centres that will contribute to theléoling:

Enhancing the visitor experience in the region;
Encouraging product development;
Improving service delivery and quality;

Increasing industry profitability, through lengthstay, productivity improvements, and wider
awareness of options for activities and hospitaéityd

Increasing the region's competitiveness in tourism.

The review has been undertaken with:

Extensive consultation with West Coast and feeegion visitor centres, local councils, other
West Coast Tourism bodies and stakeholders;

A review of New Zealand and West Coast Tourismdsesnd strategies;
A review of New Zealand and international best pcadn visitor centre operation; and
A review of existing West Coast visitor centre @iEms.

The review has culminated in a range of recommeérrtatelated to West Coast visitor centre
operation and structure to meet the review objestiv

The West Coast currently has 5 i-SITE, 2 DOC are mnivate visitor information centres as well as a
number of smaller, operator and community run,rimgtion centres.

Whilst the current major visitor centres are wathr

None are profitable without Council or DOC supfedtimated at approximately $575,000
per annum across the key visitor centres);

They have a range of ownership structures;
There is very little co-ordination between visitantres;
There is no standardised branding; and

They offer a range of services which are not coasisacross the network.



Deloitte

Destination Planning Limited

&

Location of Key West Coast Visitor Information Centres

The West Coast visitor centres network should iskelWestport, Reefton, Punakaiki, Greymouth,
Hokitika, Franz Josef and Haast. A visitor cemair&ox Glacier is not currently required.

Other visitor centres such as Ross, Karamea ama significant community based visitor centres will
continue as currently and be included in the preda-ordination and training initiative, but itriet
recommended that they be raised to i-SITE lev#iiatstage.

i-SITE Membership

That all key West Coast visitor centres becomeeatiterd i-SITE members to benefit from i-SITE
branding, training, promotion, standards and netwail of the recommended key West Coast visitor
centres except Punakaiki and Haast are curre®@lyE members. DoC has advised that it has
recently been decided and agreed with i-SITE NZ ttiese visitor centres will join i-SITE.

IBIS as a Standard System

That IBIS, the i-SITE preferred system, be adoptethe standard product database, booking and
vouchering system within all West Coast i-SITEsstpuoviding a common product database with
booking functionality across the West Coast netveorét aligning with the national network.
Westport, Greymouth and Hokitika already operatéhenBIS system.

Structure

That West Coast Tourism adopts a structure of aksd co-ordination of visitor centres to increase
co-operation, effectiveness and consistency. rkdemmended that TWC be the co-ordinating
organisation with increased funding and resourtingndertake this function.

Funding

Individual visitor centres will continue to requioegoing annual support in the short and long term
even with improved operating efficiency and comriaropportunities. This is in recognition of the
public good in servicing local residents and thechior increased staffing to meeting growing visito
numbers.

In addition the new central co-ordination functieifi require additional funding. It is recommended
that this be provided from DOC, Council and otherders on a 3-5 year contracted basis to provide
certainty and continuity for TWC.

Visitor Network Co-ordination Manager

A Visitor Network Co-ordination Manager be employednanage the range of co-ordination tasks
and initiatives outlined in this review.

Story of the West Coast — Te Tai o Poutini

A comprehensive interpretation programme be deeeldp provide consistent interpretation and an
unfolding story as a visitor travels the West Coast

West Coast Expert Module

A West Coast Expert training module be developed@bh local staff and those from other regions to
set standards for West Coast Tourism knowledge.
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Feeder i-SITEs

A key to increasing length of stay and spend onest Coast is to educate the feeder i-SITEs who
influence visitors in the planning and pre bookpigses. It is recommended that an annual plan is
developed to deliver comprehensive relationshifpding, on-site training and West Coast
familiarisation visits for strategic feeder i-SITEs

Branding

Install West Coast of the Southern Alps brandedegig (in conjunction with and in addition to the i-
SITE branding) on the exterior, map panels at tiieaace and maps/branding behind counters of each
key West Coast visitor centre to position them astavork and to link them with the wider West

Coast position and marketing.

Common Enhanced Website

West Coast visitor centres currently have a pnaltfen of websites of varying quality and standard,
or no website at all. Tourism West Coast’s officegional web site should be enhanced to deliver al
of the content currently spread throughout thellpoamotions association web sites.

The internet is becoming an increasingly importamirce of information and bookings in the tourism
industry. The TWC website should be developed ¢tuste online availability and booking ability for
West Coast products. TWC and the key visitor certtea/e the opportunity to capture the position as
“the authoritative information and booking websitet the West Coast. If TWC and the i-SITEs do
not take this opportunity in a co-ordinated manitetjll be done by other commercial operators, but
is likely to be fragmented and less inclusive, hade less positive impact on West Coast visitation
and length of stay.

This may have some impact on commissions earnguiamtucts sold at West Coast i-SITEs. Some
form of commission sharing may be appropriate betwibe website operator and the i-SITE covering
the geographical region of the product booked eretihanced website.

Staff Sharing and Training

The existing i-SITEs note issues with freeing wgifdtme for training and familiarisations. Under a
co-operative structure it would be possible fortwiscentres to share part time trained “locumffsta
who would be able to be used by i-SITEs as cover.

Visitor Satisfaction Monitor

An independent visitor satisfaction monitor be deped to undertake independent customer feedback
surveying with timely reporting using consistentthoelology across the network. This should be
combined with any customer surveying initiativeatthWC may be planning.

Profiling Qualmark and Sustainable Practices

Quality is important to visitors. Sustainable piees are becoming increasingly important to visito

It is recommended that a consistent format be dgeel to give Qualmark and any emerging
sustainability accreditation programmes increagechmence and to provide prioritised profile to
operators committing to these programmes; andetimgtonmental sustainability plans be established
for each i-SITE.

Package Development

Develop West Coast packages such as short breakpanating the TranzAlpine, ground transport,
accommodation and tour options to be distributethieylocal and other region i-SITEs.
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Static Information Sites and Directional Signs

Enhance visitor centre directional signage andafiy gaps as part of an overall West Coast Tourism
signhage audit and design high quality static infation (kiosks) with consistent branding, tailored t
specific sites, to supplement the manned informatentres.

Tourist TV
Develop a tourism information channel delivereteitvia TV transmission or via an updateable
DVD played by each accommodation’s reception aridarked to each room. This could also be
used on i-SITE TV screens to inform visitors whilsty are queuing and increase product demand.

Co-ordinated Display Advertising with Increased Multi Media Use
Contract with a plasma screen advertising opetatdeliver more inspirational multi-media content
and weather information within i-SITEs. This opgmity could be packaged with existing brochure
display, poster advertising and other TWC advergjso simplify decisions and access by operators
and also raise the presentation standards for pigsphys by operators and i-SITEs.

& &

The estimated cost of the initiative is an incretak$220,000 to $500,000 per annum over and above
the current level of contribution to visitor cergtigy Councils and DOC. DOC have accepted the costs
noted as “DOC Specific Costs” as their costs asapsvand operators of those Visitor Centres, leaving
$180,000 to $410,000 per annum over the next faags still to be funded.

$000 Year end 30 June 2008 2009 2010 2011 2012
Employ Visitor Network Co-ord Manager $50 $100 $100 $100 $100
Story of The West Coast - Intial Stage $75
Develop West Coast Expert Module $30
Train Feeder i-SITEs $10 $10 $10 $10
Install IBIS as standard System $11 $2 $2 $2 $2
IBIS Training $5 $5
West Coast of Southern Alps branding $40 $40
Common Enhanced Website
- Development $40 $60
- Ongoing $30 $30 $30 $30
Skills Audit $3
Staff Sharing and Training $15 $15 $15 $15
Visitor Satisfaction Monitor $40 $20 $20 $20
Qualmark and Sustainable Practices $10 $10
Kiosk Development $50 $50
Tourism TV $20
Estimated Incremental Cost $234 $412 $227 $177 $177
DoC Specific Costs
Punakaikai & Hasst become i-SITEs $60 $50 $40 $30
Install IBIS as standard System $17 $30 $5 $5 $5
Total DoC Specific Costs $17 $90 $55 $45 $35
Total Estimated Incremental Cost $251 $502 $282 $222 $212
Costs are estimates

These estimates do not include replacement or dpgya&f current interpretation in DOC visitor
centres, nor “the West Coast story” production gusthllation, which is subject to further
specification and costing.
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Development West Coast (then known as The Westt@maglopment Trust), Tourism West Coast,
Department of Conservation, Te Runanga o Ngai BaltlNew Zealand Trade and Enterprise have
created a partnership to develop a major regiaitghiive to undertake a review of a portfolio oegl
Coast Tourism projects. The overall objectiveiftrease both the international and domestic
competitiveness of the West Coast region as avidi#stination. A major goal is to improve the
capability and collaboration of the organisatiompacting across all levels of the West Coast visito
industry.

Deloitte and Destination Planning Limited have bappointed to review visitor centres and
information provision on the West Coast.

. )#

The objectives of the visitor centre review projaat to identify the opportunities for collaboratio
synergies, and investment arising from the regigsisor information centres that will contribute t
the following:

Enhancing the visitor experience in the region;
Encouraging product development;
Improving service delivery and quality;

Increasing industry profitability, through lengthstay, productivity improvements, and wider
awareness of options for activities and hospitaéityd

Increasing the region's competitiveness in tourism.

11 +

The project scope includes:

A gap analysis regarding all aspects of serviceelsi, including locations, operational
functions, and physical assets;

Opportunities for improved inter-regional collabtioa;

Opportunities for technology investments in infotima and communication technology to
improve productivity and effectiveness;

Opportunities for improved inter-activity througéctnology, displays and audio visual
means;

Opportunities for staff training and interpretation
Interfaces with neighbouring regions, private sebtmoking services and major attractions;

Issues and options with respect to improved comiaevatcomes taken generally across the
network;
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Governance issues and co-ordination of resouratsaiaboration;
Funding needs and options for the future developmiea regional network;

The potential role of TranzAlpine Rail, Shantytosamd other major operators to act as portals
for visitor information and linkages to the regibweitor centre network;

The potential for the wider adoption of Qualmarlotirer relevant quality standards to be
promoted through the visitor information networke region;

Potential for West Coast residents to promotedigeon's i-SITEs / tourism products and
Services;

Opportunities to differentiate the region's i-Sl&kd visitor centre services to increase
revenue and length of stay;

The issues and opportunities around ownershipeo¥isitor information network and how
this may impact on service delivery and commengsaenue opportunities; and

Issues and options for the regional visitor netwiorkontribute to regional marketing in
general.

The approach taken to the visitor centre review. was
Initial scoping with DWC,;

Visit all West Coast visitor centres to review thaperations and hold structured discussions
with the visitor centre management;

Meet with other identified stakeholders to underdttheir current perception of the West
Coast visitor centres and views on what is requingte future;

Review New Zealand and overseas research on vigtire users and impacts;
Consider best practice developments in visitorresntlsewhere in New Zealand;
Briefly survey other region i-SITEs on strategiates into the West Coast;
Develop options for the future state of West Coéstor centres;

Report to the MRI Project committee to review tpdans;

Finalise a report to the MRI Project Committee inutg recommendations and an action plan
for the structure and investment to meet the revbjgctives;

Obtain feedback from stakeholders on the draftntegped recommendation; and

Finalise the report
A list of all visitor centres and stakeholders adred is attached in Appendix 1. This has includid
the major West Coast visitor centres, Councils magbr stakeholders except Te Runanga o Ngai
Tahu who have not been available for meetings te. da
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Planning for the West Coast’s visitor centre nekwmiust be cognisant of the wider regional and
national context. Whilst the West Coast shouldtseiwn goals and aim to deliver best practicés it
likely to be counterproductive to take a complet#fferent direction to the rest of the country.
Additionally many issues can only be dealt witmational level through cooperation amongst alltor a
least most of New Zealand'’s regions.

). & + (/0123

As of September 2007, the updated New Zealand JouStrategy 2015 remains in draft form with a
final version due out before the end of the ydadmder the outcome “New Zealand delivers a world
class experience” some priorities are:

New Zealand's product is easily booked by bothdradd consumensith the following

actions:

5.4.7 Invest in technology that enables moreties management of bookings and other
inventory.

5.4.8 Complement offshore channels with strengttietistribution systems within New
Zealand to cater to the increasing numbers of iadépnt international and domestic
visitors who research and book during travel.

The i-SITE network is recognised by visitors asi@ei valued source of high quality and
objective visitor information.

5.4.10 Build on the common business and informagigstems across the i-SITE network to:
- ensure a consistent, quality experience at i-SHEESSS the country,

- provide visitors to every i-SITE with access toationwide database of tourism
products and services.

5.4.11 Undertake research to better understanddlye that the i-SITE network can
complement the visitor experience in the futur&iswill build on previous research
into the information needs of i-SITE users.

Under the outcome “communities and regions recegaigl value the benefits of tourism”
one priority isregions and communities preserve and promote theal character and
incorporate this into all aspects of the visitopexiencewith the following actions:

8.4.14 Secure a stronger ongoing funding commitritem local government for i-SITEs to
ensure longer term planning certainty.

8.4.15 Build the capability of the i-SITE netwdikpromote local culture, connections with
the tangata whenua and the iconic landscape ofregabn.
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Following the release of the previous New Zealaodrism Strategy 2010, the Local Government
Tourism Strategy “Postcards from Home” was devealaad released in 2003. This called for more
consideration of tourism across all facets of lggalernment activity and particularly highlightdubt
importance of visitor centres which rely heavilylascal Government investment. The stated mission
is that Local Government engaged in the tourism sector in order to optirem®al, economic,
environmental and cultural outcomes for communitieough planning for sustainable development,
facilitating growth and managing effects.

Under Strategic Aim 3To take a lead role in destination management hyiftg partnerships with
key stakeholdersin outcome for 2010 is “The VIN system continueplay an important role in the
management of destinations. VIN offices are opregatfficiently.”

Action 3.3 is: To continue to support quality improvement and fugaf the VIN system and
advocate for improved financial performancehis action sought to secure current Local Govemtm
funding of visitor information centres, but equalbypromote scrutiny of financial efficiency of i
information centres so that high levels of publibgidy were not accepted without question.

MU BET ). &

Visitor Information Network Inc, trading as i-SITNZ, is the incorporated society representing the
official national Visitor Information Network comigsing Tourism New Zealand and the various paid
member centres operated by a mix of Councils, Ri@syporated societies and private entities.
There are currently 86 i-SITEs spread across Nealadid.

From 2001, Tourism New Zealand received additidfwk Tourism funding out of the NZ Tourism
Strategy 2010 to step up its investment in the adt\wand take a stronger position of influence ia th
network’s governance. In the following years i-BINZ has taken a number of progressive steps and
is considered a world leader in national tourisfarimation networks where overseas approaches for
i-SITE Inc intelligence are commonplace.

The national i-SITE context and strategy sets eonak framework and direction that is logical to
emulate and adapt at a West Coast regional level.

6 + *
This plan is due for an update but much of it remaelevant.

Vision: To be recognised globally as the most valued soafdNew Zealand visitor information and
travel services.

Mission: To provide quality objective information so thagitors within New Zealand are advocates
of i-SITE visitor services and destination New Zadl

i-SITE Strategic Goals

Provide benefits to stakeholders by enhancing igitor experience as evidenced by
increasing visitors’:

- Length of stay;

- Spend,;

- Geographical spread,;
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Make visiting an i-SITE a rewarding component & thscovery process;

Enhance visitors’ experience through the promotibguality products and the provision of
quality tourism services;

Deliver comprehensive and nationwide services;

Raise the professional standards and support canttimprovement of management
practices across network; and

Increase repeat visitor business.

The strategy identifies five strategic perspectivEle most relevant to this review is Strategic
Perspective 4. “Systems and Service Delivery”, Whiécbroken into the following key strategies:

4.1 Determine the optimal distribution of i-SI'V&sitor Centres to ensure a comprehensive
nationwide, high-performing, quality network.

4.2 Benchmark global best-practice and standanddacilitate continuous improvement in all
areas of business.

4.3 Ensure and enhance quality, whilst developifigient and effective work practices.

4.4 Exploit technology solutions and develop peactice in their execution while remaining
alert to technological advances which may impadt8ITEs.

Important i-SITE Strategy implementation milestoaasl activity since 2001 include:

Development and implementation of the new i-SIT&nol launched September 2002;

An ongoing marketing campaign for the brand invadpivebsite promotion and a domestic
campaign including airport billboards, newspap&s magazines;

Regional update meetings and presentations arestietg six months;
Consolidation of centres with i-SITE status witle tightening criteria;

A secure access i-SITE Extranet has been develmpetting policy and procedure
guidelines and templates covering customer sergjerator product information gathering,
supplier contracts, vouchering, sample job desongtand the regulatory environment such
as the fair trading and consumer guarantees alihks$ externally to NZTE's Biz web site
which in turn links to the Department of Labour vgi#te with items such as draft employment
agreements;

i-SITEs are now being quality assessed as paheofvider Qualmark programme as well as
being subject to independent mystery shopper aseets;

Standard terms and conditions for bookings have degeloped and a national tourism
database is being implemented. This is coveredare detalil later in this report; and

Tourism New Zealand is currently restructuring iS¢ TE NZ executive function delivered
from head office with two new full time staff pasms being created to help drive forward
network initiatives.

Feedback from i-SITE NZ Management is that theTiEShetwork is not actively looking for further
members as they believe there is generally goodgrgpbic coverage. The West Coast is an exception
because of the gaps left when DOC ceased bein@paBITE NZ. Hence the trial DOC i-SITE in
Franz Josef.
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Under the Department of Conservation’s chartead & visitor information responsibility, which has
to date been primarily focused on interpretatiod safety. In addition there is a strong involvetmen
in destination information both on and off publanservation land and providing information on
activities.

DOC'’s West Coast visitor centres are operated bly agea office and headed by a Programme
Manager, Visitor Information, whose responsibiktstends beyond visitor centres to include various
area publications and displays at other visitotresrand kiosks. As such each of the West Coast's
three main DOC visitor centres (Punakaiki, Frarsefand Haast) come under separate area offices,
which in turn all sit within the West Coast Consaey. A Hokitika based Technical Support Officer
Visitor Management also provides conservancy wikrsight of visitor centres.

Due to a focus on other DOC priorities, the DOC’sINigton head office visitor centre function has
been under resourced but this is now being steppe@he main head office roles are to provide
strategic input at the early stage of a visitortieproject and then take a watching brief. THeg a
provide or coordinate training for staff on intexation, working closely with Te Papa. In 2005 an
Interpretation Handbook was developed to estalglistielines and standards for visitor interpretation
A new Visitor Centre Service Standard is curreb#ing developed and should have been introduced
through North and South Island workshops in 20DQC Visitor Centre Redevelopment Guidelines
are also being considered.

DOC'’s focus on asset management in the last deseagl@isitor centre buildings included and
depreciated in the Visitor Asset Management SygiAMS) database. However, this did not
include visitor centre contents and displays. $8@0m that DOC received for asset improvement did
not apply to visitor centres and many, including West Coast visitor centres, have dated displays
and are due for overhaul. A new SAP based Assealjlement Information System (AMIS) will
include visitor centre inventory thereby enabliniglhassessment of the state of DOC’s currentisi
centre stock.

An approach is then likely to be made to governni@nhew funding for a comprehensive upgrade of
DOC visitor centres. In the meantime a number ©(Dvisitor centres including Cape Reinga, Mt
Cook and Punakaiki are already programmed for wagr,aalthough Punakaiki is only at concept
development stage.

1# 5+ " 2

In the 1990s DOC operated a number of VIN Centi#tien the new i-SITE branding and criteria
were developed in 2001 these were incompatible IMIIC’s operating policies of the time and
therefore DOC ceased operating any i-SITEs. Thaseremained a range of different interfaces with
i-SITEs where DOC effectively contracts provisidrpablic conservation information through i-
SITEs. Examples of the different DOC i-SITE inteda include:

++ / + - (+)

5/ / =" (

% # r (
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The West Coast Te Tai o Poutini Draft Conservakitamagement Strategy (CMS) contains
statements and policies on conservation informgtrorision through visitor centres. It still foass
on interpretation and education consistent with XO@tional policies.

DOC, with support from i-SITE NZ, have moved tattesiew DOC visitor centre / i-SITE operation
model with a pilot at the Franz Josef visitor centThis has been operating as a hybrid DOC / ESIT
centre since November 2006. Initial indications emcouraging and the concept has reasonable
support within DOC West Coast.

*1 1
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Tourism West Coast'¥est Coast Regional Tourism Plan — Targeting 206d9the mission iSTo
ensure the tourism industry’s future is managedifeoregional perspective and to provide focus,
direction and priorities for the West Coast to fiate the development of economically, ecologjcall
and socially sustainable tourism.”

The strategy proposes several destination manageniétives that are difficult for the RTO to
achieve given its limited funding. Most stakehotdim this review seemed to have a clear
understanding that Tourism West Coast had to retaery tight focus on specific destination
marketing activities unless it was provided witltraxong term funding. Some of the strategy has
been driven forward through the partnership with ©WThere is no mention of visitor centres in the
strategy although they can play a role in sevdri®@suggested actions such as:

Ensuring the spread of tourism visitors and busiegsre on a regional basis;
Majority of West Coast of the Southern Alps bussessare Qualmark accredited,;
Regional commitment to the provision of quality expnces;
Monitor regional visitor satisfaction levels angexences;
Seasonal marketing campaigns;
Channel expansion — web site / electronic travalimend
Calculate maximum capacity levels.
The existing West Coast Tourism Strategy is higiellesimple and concise and has laid a good

foundation for developing a quality industry. Haweg it needs to be reviewed and updated to
integrate aspects such as the visitor centre nktwbich are integral to a quality destination.

o &
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West Coast Tourism has undergone spectacular gageegrowth compared with most other regions
during the first part of the millennium.
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From 1998 to 2004 visitor numbers in commerciabaumodation increased 80% on the West Coast
compared with the national increase of 45@rowth slowed considerably in the latter par2@®5 in

line with national trends but has picked up agaierdhe last two years. The following graph shows
Statistics New Zealand Commercial Accommodation torguest nights by month over three years
from June 2004 to June 2007. The bars show grawtbach month against the corresponding month
the previous year. The jump in June 2005 corredp@rnth the British Lions Tour.

This chart illustrates the highly
seasonal nature of West Coast West Coast RTO Guest Nights
Tourism, being more seasonal than

major metropolitan centres which 200,000
benefit from corporate business durin¢ 1&m,a00
winter months and those regions with 120,000
local ski industry. Only a few regions  gp oo
such as Nelson-Tasman have a more  aggmn

extreme tourism peak in January a

caused by domestic summer holiday-

makers. This seasonality has major 681012248 810122 46 310122 4 6
014 04 04 04 05 05 05 05 05 05 06 02 08 D& D& 08 07 07 07

implications for managing adequate
staffing levels throughout the West
Coast Visitor Centre Network.
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Total international visits to the West Coast arec¢ast to grow by just under 30% or an annual
average of 3.8% through to 2013. This would result.45 million international visits including day
trips and overnight visits. The table below shdowescurrent and forecast share of visits to thetWes
Coast by origin of international visitor. Austral&aand should continue to be the biggest source of
international visitors followed by the UK and USAhe main shift is an increase in share from the
already important UK market.

International Shares These figures highlight that the West Coast
Origin 2006 2013f  change Will only see a small share of the large
Australia 26.7% 26.6% 0.0% increase in Chinese visitors to New Zealand.
United States 10.0% 9.0% -1.0% Thi ts that .. f Mandri
e s 39, 10% 0.3% is s_ugges S _a provision o_ an_ rl_n
South Koresa 0.9% 0.9% 0.0% speaking staff will not be a major priority
china LR Rk J4%  for West Coast visitor centres compared
United Kingdom 22.6% 24.7% 2.1% )
Germany 8.7%, 7.1%, -1.1% Wwith other areas such as Auckland, Rotorua
Rest of World 30.0% 30.0% 0.0% and Christchurch.
TOTAL 100.0%  100.0% 0.0%

Note: The "change” column describes the percentage
point difference, not the actual percentage change.

The following graph charts domestic and internaiamrigin markets alongside each other. This
shows the importance not only of Canterbury asraedtic visitor market, but also that West Coast
residents are a significant visitor market withie tegion so the visitor centres need to consider h
best to engage and serve these domestic segments.

! West Coast Regional Profile — The West Coast Dgweént Trust 2005
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The average length of stay for international ovgmhvisitors on the West Coast in 2006 was only 1.3
nights. This is amongst shortest length of stagllafegions with the Mackenzie region slightlydes

on 1.2 nights. Meanwhile the average spend péit fiag overnight international visitors was $128
which is slightly below the New Zealand averageifegbut by no means near the lowest ($65 in the
Manawatu region).

roo $ 2 2

Tourism is noted as one of the top three econonivers of the West Coast’s economy alongside
agriculture and mining. DWC predicts tourism waleate the most employment growth for the
regiorf.

In 2006, international and domestic travellers spetotal of $232.4m in the West CoasThis figure
should not be taken as “economic benefit” as itudes purchases such as airline tickets which do no
remain in the West Coast economy. A value adde® @&dure (taking out the import component of
this spend) is not available but is likely to bengavhere between 50% and 60% of the total spend
figure. Of this total spend 57.5% is internatioaatl 42.5% is domestic. This contrasts with many
provincial regions like Nelson-Tasman where doneestirism remains the dominant driver of the
industry despite growing importance of internaticoarism.

By 2013 total West Coast Tourism expenditure iedast to increase by $97.4m (41.9%) to $329.8m.
International visitors are forecast to accountafioreven greater share of this spend.

2 \West Coast Regional Profile — The West Coast gveént Trust 2005
3 Ministry of Tourism Forecasts by Covec
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An understanding of visitor flows is important fietermining the best visitor centre network. This
review has not included any new primary consumsgaech on visitor flows but draws on other
studies and input from visitor centre managerstandsm operators who were interviewed as
stakeholders.

In 2001, Lincoln University undertook a study proohg the report “Tourism in Westland: Challenges
for Planning and Recommendations for ManagemeAlthough this is now somewhat dated and is
limited to Westland District it included interviewsth 2,600 visitors and completion of 1,250 travel
diaries recording places visited by area. Sonmevegit findings including:

Travel patterns were driven by key icon destinaibath inside and outside the region. The
Glaciers and Punakaiki were the primary driversdastelopment of the top of the South
Island (especially Nelson) as a destination wameneasing influence;

Christchurch, Nelson and Queenstown were the noaatibns of the previous night's stay
although there were numerous other immediate olggiations;

International visitors tended to be younger andenpone to making itinerary decisions while
travelling, especially those from the UK, Europd &tandinavia. Other international markets
and the domestic market tended to be older and hiketg to make the decision to visit the
West Coast prior to embarking on travel;

Around half of all the visitors had never beentte YWest Coast before although 67% of
domestic visitors had been four or more times leefddf the internationals, Australians were
the most likely to be repeat visitors; and

Research subjects were divided into interest greagissome of the groups commenting
negatively on the “modern” Haast Visitor Centre fitting with surroundings but other
groups appreciated it.

During stakeholder interviews for this Visitor Cienteview, most estimated that between two thirds
and three quarters of visitors through the WestsCwaare heading from north to south, stopping at th
glaciers and then continuing on towards Queenstadmwever, most also noticed a slight trend
towards more south-north flow over the last 2 e8rg. Wanaka i-SITE stated that more of their
customers are choosing to travel back to Christithuia the West Coast and 10% of its total turnover
is for West Coast product. The majority of MuramsVisitor Centre’s visitors (59%) spent their
previous night to the north and were therefordyike be continuing south. For those Murchison
visitors who stayed the previous night on the W st, most are travelling from Greymouth and
Westport, followed by Glacier Country, Punakaikdathokitika, then Reefton. West Coast based
product represents 8% of the total number of Neis®ITE’s non-local bookings.

The following diagranfsare derived from the Ministry of Tourism’s tourigtows model showing
combined domestic and international visitors fod2@nd then a 2012 forecast. Roughly twice as
many visitors are heading south from Kumara Jundiii@tween Greymouth and Hokitika) as there
are heading north towards Punakaiki.

* Provided by Ray Sleeman, Tourism & Leisure Grdigm the Punakaiki MRI project consultation papers.
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These models indicate a more even balance of merdus south flow between Haast and Hokitika
than is suggested by the review stakeholders owist Coast. The predicted flows in 2012 indicate
significant growth in tourist movements but not mubange in the balance of flow.
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Caution — This analysis should be considered illustrative, not definitive. The visitor flow estimates are based on
limited samples (5,000 international traveller interviews and 17,000 domestic traveller interviews across the whole
of NZ, not just to the West Coast) extrapolated based on international and national visitor numbers.
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In the last four years several regions have reweieir visitor centres.

Kapiti-Horowhenua, where the two districts, hadrfoliN Centres in Foxton, Levin, Otaki and
Paraparaumu under three different management regith@ew combined Regional Development
Agency / RTO now runs the i-SITEs. Two of the iBintres in Foxton and Paraparaumu were
dropped from the official i-SITE network as morgrgient i-SITE accreditation was implemented.

Porirua City Council reviewed its service delivenntract with an individual private provider. Taer
were issues in obtaining appropriate reportingrimi@tion against the funding contract and i-SITE
accreditation was at risk. Subsequently, Counaktover the centre, upgrading the facility and
retaining i-SITE status.

Hutt City Council, as part of its visitor stratedgpk back responsibility for the visitor centrerin the
local business association, relocated it to thenroi@ic centre and re-established i-SITE status It
now playing a more strategic role in coordinaticganmodation for events in the city.

The Taranaki Regional Tourism Strategy (2004) natedes of coordination between the RTO /
Regional Development Agency and the three i-SITé&heun by different TLAs. A formal review is
yet to occur. One issue was a by-law precluding Ré&/mouth i-SITE from charging a commission
on bookings, thus making it inconsistent with tiieeo i-SITES.
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Coromandel, like the West Coast, has several i-Sidjierated by individual incorporated societies.
Coromandel’s 2003 regional strategy update raisgaks about coordination in the sector. Funding
sustainability issues came to a head in 2005 a<lpaitities funding became more difficult, District
Councils were gquestioning their grants and onereealmost had to be wound up. The 2005
Information Centre Review focused on structuregdgional coordination and built a case for
increased Council investment in i-SITEs. A keydiimg was a high level of usage by residents for
local community information and the extra demarndg would be placed on Council reception if the
visitor centres ceased to exist. Other recommeéntaincluded:

A centralised system for operator buy-in to broehdisplay and other advertising with the
RTO;

Increasing staff pay levels to national benchmaviels; and

A pilot programme to employ a co-ordinator to deyeh business case for the network and
systems.

Although the Councils did increase their investnienias not to the recommended level and they
included the previously free rentals on many ofdéetres. As such an apparent contribution of
$200,000 over five centres entailed a minor casbstment of just $25,000. The centres have
managed to continue operating but still rely oriougs contestable grants and therefore have
guestionable sustainability. The RTO is still iyito gain support for the proposed pilot projeks.
there are two Councils involved it will continuelie difficult to secure the required investment.

Enterprise Northland undertook an i-SITE Review dadeloped a draft regional i-SITE Strategy in
2005. The review found that over $400,000 of publibsidy was being applied across the five
centres and the i-SITEs needed capital investnmgased staffing and, with the exception of
Whangarei, needed to upgrade from manual to competkticket writing for their bookings. The
strategy proposed a number of measures to impervece, increase industry investment and reduce
the cost to ratepayers. A number of the recomnterdahave been progressed with further centres
moving to the IBIS system and a live accommodaitiventory system is being developed with
Vianet. However, many of the recommendations tbgiired additional funding have yet to be
finalised by the district councils and the recomdagion to centralise management has not yet been

implemented.
6 I &
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Kaikoura i-SITE Visitor Centre has proactively taken the district's green globe initiative to creeat
zero waste environment. This includes recyclirsifer centre materials, pointing out to visitors
where recycle bins are situated around Kaikourd,displaying Green Globe tourism product
brochures prominently. The i-SITE centre alsivaty promotes the local ‘Trees for Travellers'
programme enabling visitors to purchase trees datethen planted in Kaikoura to offset greenhouse
gas emissions.
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There is increasing use of digital billboards aciking billboards to
reduce clutter, provide entertainment during qugudeliver complex
messages, eliminate print costs for operators agthant i-SITE
revenue.

&1

Several i-SITEs have integrated Maori art and desitp their complexes
including Huntly and Taumaranui i-SITEs with ext@rearved panels and
waharoa. Matamata i-SITE displays a large carvedhhtreated by a local
marae, while Taupo’s revamped centre includes Istgeri carvings reflecting
regional heritage. Nelson’s new i-SITE involvedsg work with the local Maori
NRAIT trust with pou on the exterior and tukutukangls of specific local
design fronting the counter area. There is alssiderable Maori heritage
information in the regional videos playing in thentre.

Nelson i-SITE carved
figure and tukutuku
panels fronting the

colinters

Commercial Manager positions have evolved withirORThat operate visitor centres. By having this
position cover the RTO and visitor centre functidrsarries more responsibility and therefore
commands a better remuneration package thereb{impailtiraction of higher calibre candidates.
These roles tend to include overall financial mamagnt, administration and reporting systems, HR,
corporate services and contract management.

i-SITEs are facing increasing competition for th€ &aveller dollar from the likes of major
backpackers aggressively promoting their own traaéts and bookings. Competition is also
increasing from on line travel portals such as Whtwever the i-SITE network has a major
advantage in geographic coverage and ability teigeopersonal service.

+

Several companies are promoting installation oftoscreen information systems. Although these
initially seem to add value, issues include onlg person at a time being able to use them and the
need for yet more advertiser investment by theadlyestretched local operators. This means they
compete for funding with the visitor centre andestRTO industry funded initiatives. As only a few
operators invest, the information presented teadigtrestricted and therefore of limited use to the
user. With increasing public internet access goanid the future trend towards mobile internet sece
these are likely to become more redundant.
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Queue management is becoming an issue in busigeserNelson i-SITE
invested in an electronic queuing system whichatlasved visitors to ensure
the next available consultant whilst liberatingrnthizom standing in queues so
they can browse other information and visit theasafe DOC counter without
losing their place in the line for service.

$% 1 ,

More RTO operated i-SITEs are providing live intgrbooking facilities on their web sites. In
Wellington’s case, both their Australian and domtesbnsumer marketing campaigns drive
respondents to the WellingtonNZ.com web site witbking links on the home page. Air New
Zealand, as a campaign partner has an embeddetsiigrch screen while hotel and activity bookings
are handled through “Bookrite” where commissiotransferred directly to the i-SITE’s bank account
with no staff interaction whatsoever.

WellingtonNZ.com Home Page Wellington's Bookrite Activity Booking Web Interface
(a similar interface is available for accommodation)

&

Nelson and Auckland are two examples of regionbdliokks where more i-SITEs are being managed
as a group by the RTO.

Auckland’s RTO, Tourism Auckland has over the fasir to five years expanded its involvement in
the region’s i-SITE management to five of the RITEs in the Greater Auckland Region. The
Viaduct Basin, Sky City, Waiheke Island and twgart terminals are i-SITEs while the additional
Great Barrier Island Centre is not an i-SITE. Téaining six i-SITEs in the RTO region are run by
various Councils and local associations. Tourismkdéand’'s management has resulted in a reduction
of a large council funded operating deficit to rata significant operating surplus from the maidlan
sites which helps to fund other marketing actigitie

Nelson-Tasman Region is represented by one RT@udatNelson which is jointly owned by the two
unitary authorities, Nelson City Council and TasrBastrict Council. There are three i-SITEs from a
total of six “information centres”.

The main Nelson City i-SITE is operated by Latitiglson who is co-located in the same
council owned building.
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Golden Bay i-SITE (Takaka) which had been operbate@Golden Bay Promotions
Association was taken over by Latitude Nelson ttyegrs ago and the relationship between
the RTO and local association remains positive.

Motueka i-SITE and Murchison Information Centre aperated by local associations with a
tagged grant from Tasman District Council admimetlevia Latitude Nelson.

The recently published Nelson-Tasman Regional Boautrategy identified the Murchison
and Motueka centres as regionally strategic anghnezended a review of their management
and facilities. It has already been confirmed thatitude Nelson will assume management
and operation of Murchison from July 2008.

One of the benefits of centralised management bas the ability to package operator advertising
options whereby an operator can choose brochupkaglitn relevant i-SITEs and regional brochure
advertising all through one interaction on Latitileson’s web site.

AR $ &

Several regions have developed striking new vigigatre buildings or utilised heritage buildingatth
fit with their host region’s positioning.

Hastings — fits with Hawke’s Bay Art Deco and Spanish Napier — interesting modern sculpture, water feature and
Mission Architecture image Marine Parade setting with an open airy feeling
“Rotorua — heritage thermal resort buildings Ohakune — this centre was developed as part of the town’s

urban landscaping upgrade. The design is striking and
includes floor to ceiling windows on 3 sides and internal
partitions of volcanic rock

The conclusion from these and other regional i-Shgges is that some of the West Coast visitor
centres are far from being best practice in terhtledr initial external impressions and do littte
reinforce a unique West Coast identity.
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Since 1997 the Visitor Information Network has offé qualifications endorsed by ATTTO (Aviation,
Travel and Tourism Training Organisation) compigsof Unit Standards from the NZQA (New
Zealand Qualification Authority) Framework.

As a requirement of i-SITE membership, 60% of iHSNisitor Centre (paid) staff must hold one or
more of the following certificates:

Must be registered in the ATTTO National Certife&tt Tourism Level 4 training
programme; or

Must hold the ATTTO National Certificate in Touridmvel 4; or
Must hold the original VIN Certificate (no longevailable); or

Must hold the NZTB former VIN Certificate for Reaagjon of Prior Learning for having
worked within the Visitor Information Network forrinimum of 3 or 5 years (no longer
available).

An understanding of the i-SITE context highlighitattthere is already an excellent set of resources
and quality framework for West Coast i-SITEs toemdhto. However, i-SITE compliance does not in
itself ensure that West Coast i-SITEs will meetd@gional objectives for destination management
and product distribution. For example, the i-SIWETTO qualification and Qualmark framework
does not necessarily ensure that staff have extdtieal and regional West Coast product knowledge,
which is critical to satisfying both visitors anmthl tourism operators as customers.

W Gyt 1

In 2002, i-SITE NZ contracted a review of bookirnygtems to recommend to individual centres. The
Queenstown based IBIS vouchering and retail systamsuggested for smaller centres while larger
centres were steered towards a more complex Visgp$#em that had evolved out of Tourism
Auckland. Since that time IBIS has continued toagrde it's visitor centre product, while VisioNZ
was not further developed.

IBIS has since been taken up by a majority of iEdTincluding Tourism Auckland i-SITEs which
have recently changed to IBIS from VisioNZ), whtoiiped IBIS succeed in a 2006 - 2007 project to
select a system for coordination of a National ©urdatabase for the i-SITE network. This database
is due to go live in October 2007 with operatorgegng their own information and local i-SITEs
designated as local “host sites” with responsipititr vetting operator content and posting it te th

live database accessible by all i-SITEs. This gmaent will resolve issues of duplicated resounce
tourism data maintenance and achieves somethihgvthdd be difficult for Tourism West Coast to
achieve, that is access by all i-SITEs New Zealsige to comprehensive and up to date West Coast
Tourism product.

At this stage it is not planned that the i-SITEHao@&l database will be accessible for internet
consumers — it is seen as a strategy advantagSTfoE members.

An even more important decision is yet to be maderoviding a live inventory system to enable
both consumers and i-SITEs to access real-timdadniigtiy, confirmation and payment. Although
there have been several small players in live itorgrsolutions in New Zealand for years, the market
has recently transformed with the entry of someomgliayers and partnerships including:
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TradeMe partnering with Vianet (Kerikeri) to fornmadeMe Travel. This is only just
operational and is currently limited to accommauiatout will be a major force as part of
Fairfax Media and with the vast TradeMe domestlusstiber base;

Jasons Publishing and Strait Solutions, a Wellimggased live booking solutions provider
which operates the Roomsearch and DutyMotel systants

AA Travel and Roamfree, a large Australian resod Booking solutions provider aiming to
be “the Google of the Accommodation Industry”. Rifieee has also recently made a string of
multi-million dollar acquisitions of internet travleusinesses including Bookeasy, which
provides a more extensive solution than IBIS.

i-SITE NZ could partner with any one of these drastpotential live inventory operators.

Some RTOs have given up waiting for a nationallgrdmmated approach to live inventory and have
already commenced their own specific regional dgwelents. In regions like Northland and Dunedin
this results in the RTO competing with the loc8IITFEs and there are concerns about viability & thi
business model if the RTO site has insufficierffitdo generate enough bookings. Many
stakeholders believe there will continue to be svempeting providers, albeit with some business
failures and supplier consolidation over the lortgem.

i-SITE NZ are currently in discussions with these ather potential live inventory operators witle th
aim to provide i-SITEs with access to inventoryimfiation that can then be followed through and
booked using IBIS. Itis hoped that some formabdfison will be available to i-SITEs including thes
on the West Coast in the latter part of 2008.

Under this timeframe it is logical for the West GORTO and i-SITEs to wait and engage with i-SITE
NZ. If this timeframe extends significantly théretWest Coast should conduct its own specific
solutions review and implement a system as so@ossible whist retaining some flexibility to re-
engage with a nationally agreed solution shouyé@ntuate. It is critical to solve the issue déinet
consumers and feeder i-SITEs quickly finding andiiag accommodation for West Coast bound
visitors. This will also act as a tool for cooraiimg accommodation around major West Coast events.

“# 6 ) %

As noted earlier, New Zealand’s i-SITE network islely considered world best practice and TNZ are
repeatedly approached for information which is lapifidential. Few other national visitor centre
networks have been suggested as worth emulatingdar Zealand, however with increased funding
being invested by other countries, New Zealand hdile to work hard to maintain leadership.
Following is a brief overview of some other natibmedels to help set the international context.

Australia has developed a standardised visitoriné&ion brand with
a yellow i on a blue background with over 387 apprtbcentres
nationwide. Each state has its own peak bodytsireicfor example,

The Visitor Centre Association of Western Austrdtia
represents that state’s 101 visitor centres;

New South Wales has 173 accredited visitor informmatentres; and
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In Victoria, the Tourism Alliance Victoria coordites the sector at a state level but also
represents and supports the wider industry and ¢meernment sector. Accreditation is
administered by the Tourism Accreditation Board/mforia Inc, a voluntary non-
government committee of statewide industry assiocist Visitor Centre criteria in Victoria
were reviewed recently with recommendations faiaimg of standards but these criteria are
less stringent than i-SITE NZ's.

Australia also maintains three levels of accreitatvhereas New Zealand consolidated to a single
level when i-SITE branding was established.

Many Australian visitor centres also have a healignce on volunteer staff while in New Zealand
the trend has been to reduce volunteer staff, edfyewith increased liability around commercial
bookings.

Despite this apparent lack of commercialism, tlzeeenow more Australian than New Zealand visitor
centres that can offer efficient on-line bookingl gnackaging systems including live inventory. This
is largely due to progress by Bookeasy, a bookystesn that evolved from the Margaret River RTO
and has been aggressively rolled out through Alistrath 102 Australian visitor centre clients.
Bookeasy proposed entry to the New Zealand mankebde so far held back as New Zealand visitor
centres have waited for i-SITE NZ to develop itsavational database.

&

Ireland has 68 Tourism Information Offices (TIOsat have been operated by six Regional Tourist
Authorities. A restructure sees Failte Irelan@, fational Tourism Development Authority, establish
“Regional Partnerships” with responsibility for regal tourism development. This will entail TIO
operation passing to Failte Ireland, however aew@us being undertaken to consider new options such
as a few “Super TIOs”, some season based offiteshfiology-only” points and use of third parties to
operate a wider network under a common brand.

+ &

VisitScotland operates 122 Tourist Information Cent(TICs), 120 in Scotland and one each in
Cumbria and London. The organisation also operates 170 information points, kiosks, and 40
partnerships with either private businesses oripalglencies. Following a major review programme
in 2005 - 2006 five programmes of activity haverbekentified and are priority areas for pilot
projects. The five areas are:

Outreach (taking visitor services outside the TIC);
Content (maintaining good quality content for oalias well as print);
Partnerships (evaluating the effectiveness of diffepartnership models);

Ease of purchase (improving ways in which visittas purchase e.g. queue management);
and

Consumer relationships (capturing visitor feedback)
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There are 114 visitor centres throughout BritishuBibia and 19 Tourist / Visitor Information Booths
which are not officially branded. Six of the v@itcentres are owned and operated by Tourism Britis
Columbia through a contracted service provider. The Bri@®lumbia Visitor Centres (BCVCs) are
located at strategic border entry points and tragglidors throughout British Columbia. All BCVCs
provide a full suite of services including trip phang, publication display, accommodation
reservations, activity and transportation ticketamgl Super Natural British Columbia® souvenir
sales. Last year the BCVCs served 650,000 visitors

The community-based visitor centres are owned pedaded by a sponsor organisation that signs an
annual membership agreement and Trademark Licgmeeraent. They are guided by a set of
Network Terms, Conditions and Criteria that theg mquired to maintain as a condition of
membership in the Network Program. The networledd are similar to those of i-SITE NZ but not
as voluminous. Some criteria are more specifichss required levels of computer hardware and
software specifications. The visitor centres seqproximately 3 million visitors annually. Some
innovative components of Tourism BC’s Visitor Netwa@ompared with New Zealand include:

A managed and branded Super, Natural British Cola®letail and souvenir programme
which should provide good buying power and margi@gportunities exist for the West
Coast of the Southern Alps brand;

BCVCs receive a grant based on the number viditanslled over a five year period with a
review of levels every three years;

Centralised access to a Super, Natural British @bla® reservations system across the
network with live availability for both BCVCs andrsumers. Bookings through the BCVCs
deliver commission split 7.5% for the BCVC and 7.8%Tourism British Columbia; and

A formal programme for community centres that aveable to meet the main network
criteria. The official brand is not allowed to rged to avoid confusion but these centres are
still linked with the overall network and can bah&bm some of the systems and resources
to improve performance.

Despite these innovations, New Zealand'’s i-SITEvogk is handling more visitors and bookings with
fewer centres. However, this excludes the bookguisg direct to the Super, Natural British
Columbia® reservations system. This is illustraietbw

i-SITE BCVC
Number of Visitor Centres 86 114
Total Visitors per annum 10 million 3 million
Transactions per annum 1.1 million 650,000
Source - i-SITE 2007 Annual Survey, BCVC Statistics

® Tourism BC is funded through a proportion of acomwdation tax, government grants and commerciaviagcti
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Over the last decade the Internet has made a ingjact on the way that tourists access information
and decide on their travel destinations, accomnmmaaind activities. It is beginning to rank closer
the top sources of information used along with wofeinouth advice and independent travel
publications like Lonely Planet. While travel lgewn to be one of the biggest on-line sales sgctor
with continuing growth, the travel industry was trainsformed as fast as many were predicting. The
highest volume sales have been airline seats, faaigls and rental cars as these products are
relatively “commoditised”, simple to book, with litad variation between products and a high degree
of familiarity to the customer. These supplier pamies are also big enough to develop their oven liv
internet booking modules and distribute throughb@ldistribution Systems.

Much of the product that makes up a New Zealanerisiry is more boutique, increasing the need for
personal advice and interaction with the agenuppker. Despite this, internet bookings are mgkin
up an increasing business channel for visitor esrand small operators such as B&B hosts.
Predicting how information will be accessed in Bang time is difficult but there are a number of
current trends which suggest a major transformation

The world is moving to a Web 2.@nvironment placing destination image under irgiren
control of the consumer, giving them the abilityptast independent comment and blogs on
tourism experiences and destinations to a gloldieage. A number of web sites now allow
users to upload their own personal images, videloaaidio tour files;

Audio and video files can now be downloaded andl iseany consumer with an MP3
device;

Phones and MP3 players are beginning to mergecassaimer item. These new mobile
devices such as the iPhone and iTouch convertitradi internet content so that it is practical
to view on small screens. Audio files are alreadsily interfaced with standard car stereo
systems via a radio tuner;

Numerous destination web sites now include GP Stasismapping and tools to provide
written travel directions; and

It is common in the northern hemisphere for caisittude SatNav or similar systems, greatly
assisting tourists with navigation in unfamiliaistieations.

The above developments indicate that much of tke l@formation currently sought from visitor
centres may be easily accessed at the press tifom liuthe near future. Technology will also deab
accommodation and other services to be searchafirroed as available and paid for from mobile
devices.

The main catalysts will be comprehensive wirelessadband coverage (which in parts of the world is
already free) and wide-spread uptake by tourismplgeng of live inventory management systems.
There seems little reason why this will not be aehble on the West Coast in the next ten years.

® A term for new web technologies and practices withsumer driven content.
www.oreillynet.com/pub/a/oreilly/tim/news/2005/09/@hat-is-web-20.html
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While new technologies will enable new types obmfiation to be delivered more conveniently,
therefore changing demands on visitor centresillinat negate the need for manned centres. The
Web 2.0 environment is delivering a vast arrayasftent and the personal recommendations available
through blogs are difficult to verify so it has thetential to increase confusion. There will remai
fundamental preference by many travellers, esggcta growing retired traveller market, for human
interaction and personal recommendation. The piatesf new technology should however highlight
the risk of major investment in permanent printgidrimation and new manned visitor centre sites
becoming redundant or at least providing smalleielies than investment in electronic content
systems.

I 6 D&
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i-SITE NZ contracted annual research to surveyliESlisers in separate studies using NFO in 2002
and 2003 and using TNS since 2004. The studidsded a range of focus groups and surveys at 10
i-SITEs throughout New Zealand. Following are Higfits from the various surveys.

Overall the i-SITE user tends to match characiesisif TNZ's Interactive Traveller, the details of
which can be accessed on TNZ’s web'site

Over 50% of all international visitors used i-SITEEhe highest number were from Australia but
visitors from UK and Europe were the most likelyus®e i-SITEs. (e.g. 88% of all Swiss). Compared
with International Visitor Survey numbers, UK vimi$ are over-represented as i-SITE users and
Australian visitors are under-represented.

+ 2

Of the various information sources used by TNZtiactive Traveller, i-SITE visitor centres
achieved the highest mean satisfaction rating®b8.a 1-10 scale. By comparison, the next best
category, Travel Guide Books achieved a 7.8 satisfalevel.

9 out of 10 people agreed that visiting the i-SI$Ehe best way to find out about the region;

7 out of 10 people said that that their visit te #5ITE made them feel more positive about
the region;

94% of i-SITE users remain either very satisfietig6up from 51% in 2003) or satisfied
(33%). Only 1% were very dissatisfied with thevies;

There was little in the way of negative feedback-8tTEs but the most remarked upon
dislike related to crowding and cramped spaces;

88% of visitors who had used more than one i-SEIEthe service provided was consistent.
Of the few who felt service was not consistents thainly related to variations in staff
friendliness, levels of information and levels t#fEknowledge. This highlights the
importance of staff training and knowledge to reiné a consistent quality network;

" www.tourismnewzealand.com (corporate section)
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In terms of information that was not available, 2@Ptisers expected “more local information
and / or maps” than they found. There was alsm@ioation that provision of up to date
weather reports and active staff disseminationedtver information and non-weather
dependent options would add value for many usérss re-iterates the importance of
excellent materials and displays to help visitordarstand the local area. Since the initial
research, Weather Trek stations have been install@@ny i-SITEs and while awareness is
still relatively low, users have been positive attbem;

97% (2003) felt it was either “very important” (73%r “important” (23%) that staff members
are available to talk face to face;

The optimal waiting time for service is less th&inutes, but ideally less than 5 minutes;
and

The aspect of service that has the greatest ingpesétisfaction was “the information being
exactly what | needed”.

Although this seems to state the obvious, it suggest to achieve superior satisfaction levelssiVe
Coast visitor centres should aim to have relatihityh staffing levels with well trained staff who

listen

carefully to visitors’ needs, provide indiuialised attention and tailor information to visio

specific requirements.

$ &)
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85% of i-SITE visitors were aware there was ancadfinetwork of information centres in
New Zealand and this had increased from 77% in 200%s network awareness was higher
with domestic and local visitors (93%) than witkeimational users (77%); and

Prompted recognition of the i-SITE logo was algghtat 89% but 2007 research showed
brand awareness has plateaued and suggests thatlizand marketing might highlight the
fact that i-SITE is thenly official visitor information network.

$

78% of users have only “some” or “none” of theitidties planned before arriving at the i-
SITE, illustrating the opportunity for well resoexti-SITEs to significantly influence
visitors’ behaviour in a region;

65% of users intended to make a booking basedamhbres and information they had
received from the i-SITE. The proportion makingkings through an i-SITE is much lower
but has increased from 29% in 2005 to 37% in 2007;

77% (2003) of users would participate in at least pew activity they learnt about; and

This confirms the importance of visitor centresupporting tourism operators who often do
not realise that an i-SITE has had a role in degtheir business. It also highlights that
operators should not focus solely on the levelawikings they receive through i-SITEs.

& b+ "

Most users find i-SITEs by searching around an bkeaa town centre or by using signage.
This was more common than using guidebooks or ralipgugh for international users,
maps, guidebooks and accommodation provider refesewere also important;
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41% of users (2003) had used road signs or dirggtisignage to locate i-SITEs; and

Most users expect i-SITEs to be located in thecabentre/square of both main centres (70%)
and smaller centres (62%).

' 6 2 &

VisitScotland commissioned resedtam consumer information needs for trips to Scatlafihe
findings covered various categories of informatiequired at different trip stages. Some important
conclusions related to the importance of quali&ffst

Visitors’ practical requirements are underpinnecebyotional needs which are best met and
exceeded by personal interaction and understandihgs is the area where visitor centres can
really make a difference and deliver beyond viséixpectations;

Visitors require a different balance of inspiratenmd information at each trip stage. Pre-trip,
with plenty of planning time an equal balance gguieed. On arrival, immediate functional
needs take over so the priority is on informati®@uring the trip the balance shifts back to a
combination of both information and inspirationhefe was considered to be a partial failure
to deliver this inspiration in visitor centres wihatic information; and

Visitors want real recommendations on where steyuldgo rather than where theguld go
with insider knowledge giving a real flavour of tloeal area.

In New Zealand also, staff are often driven by Boy@f impartiality and a real fear of being aceds

by operators of favouritism if they are found tok@a personal recommendation. Where this results
in staff saying they cannot make personal recomutgos, it can disappoint the customer. Being
able to provide personal insight to visitors andain fair for local operators requires good staff
mentoring and experience.

Q' $ 2 26
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Several studies have sought to determine the edonopact generated by visitor centres in order to
satisfy funders. Although there is reasonableevig that well operated visitor centres can have a

positive economic impact by increasing the lendtstay and number of activities undertaken, there

are no robust quantifiable results or multiplidrattcould be applied to the West Coast. There is

certainly no multiplier that can be applied to istraent going into visitor centres to obtain resgjti
economic impact. This is because:

What visitors say they will do on exiting a visitmentre does not necessarily correspond with
their actual behaviour. Visitor centre exit iniews would have to be followed up by phone
interviews to determine actual behaviour, and beeaf the time lag, recollections of what
influenced behaviour may be clouded; and

It is difficult to isolate the influence of the isr centre from other influences such as local
resident advice, weather conditions, road signsodéimelr media within the destination.

8 visitScotland Research (Progressive 2005)
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In NSW Australia the National Parks Wildlife Sericommissioned a study titled “Falls River
Visitor Centre — The Economic Impact of Managersed Visitor Expenditur®. Despite the title,
the report does not provide an estimate of impagtsed by the visitor centre. It presents impact
figures for the direct operational activity of tbentre servicing 386,000 visitors with a Gross Beal
Product (GRP) figure of AU$490,000. The paper thesents a GRP of over AU$28ram spend
by visitors who used the centmeting that “as part of this expenditure wouldnany cases be driven
by other attractions in the region it would be imeot to attribute all of this expenditure to tlente
itself.”

The Australian Cooperative Research Centre (CRCSfistainable Tourism undertook a study in

2006 titled “Investigating Potential Tourism Yididm Visitor Centres”. This included a literature
review and a study involving eight visitor centiesegional Victoria. In the literature review key

points were:

Two key attributes will increase the yield fromitas information, these being effective
communication skills and capacity to handle largmhers of visitors;

Staff must have a good understanding of their an@iend provide personal experiences so
that the VIC experience is real, intimate and fligH;

A study of Colorado (USA) “Welcome Centres” usirigrgl entry data suggested that over
41% of respondents visited new areas as a restiiedfIC services;

A study of VICs in New South Wales found that 13f4espondents stayed additional nights,
21% undertook additional tours and 56% visited tholdil attractions because of VIC
informatiort*; and

A Nova Scotia study concluded that visitors at VEpend 11% more if serviced by trained
VIC staff (counsellors) and 36% visited a parthad province they would not have otherwise
visited*.

In the CRC for Sustainable Tourism’'s own (2006}gtased on visitor centre exit interviews, 18%
stated that the VIC information had influenced therstay longer. Of these, 45% would stay for one
or two days and 17% would stay for between two Bheéxtra nights. One third of all respondents
stated the VIC information had influenced themngage in more activities in the region. Of all
respondents 63% stated that they would returng/tl region as a result of using the VIC service,
with over 30% saying they would stay between twa &4 nights on the return trip. A high
proportion of VIC users had already visited thaaagreviously indicating that VICs are important
not just for first time visitors.

Tourism British Columbi& also undertakes visitor studies across its visiémtre areas. Excerpts
from two of the studies are shown below.

° Gillespie Economics - 2003

 Hansen & Eringa, 1998

1 Fallon & Kriwoken, 2002

2 Tierney, 1993

3 Symonds Travers Morgan, 1997

4 Nova Scotia Tourism Partnership Council, 2001

15 http://www.tourismbc.com/special_reports.asp?ids®0
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“The Campbell River VC had a positive impact orvéaléer behaviour. Forty percent of travellers
learned about new activities, places or attractid?s% reported that they would stay extra timehia t
region; 9% would stay extra time in other part8Boitish Columbia; and 30% would make another trip
to/in British Columbia as a result of the infornmatithey obtained at the Campbell River VC.”

“The South Cariboo VC had a positive impact on ¢lr behaviour. Thirty-nine percent learned about
new activities, places or attractions; 22% reporthdt they would spend extra time in the region; 8%
would spend extra time in other parts of BritisHu@abia, and 40% would make another trip to/in
British Columbia as a result of the information @ibed at the South Cariboo VC.”

*g"! 6 ,

Using the previously outlined research as a guiddli seems that somewhere between 15% and 25%
of visitors using visitor centres may have extentfetr stay as a result. The following calculasion
for the West Coast are presented merely as atrdtien.

The West Coast visitor centres handled approximat@0,000 enquiries in the last financial year.

If, say, 15% of these are the same person enquatingpre than one centre or more than once
at a single centre, this would equate to 590,06i@ors serviced by the West Coast centres. |If
15% of these (90,000) are influenced to spendxtra @ights on the West Coast at an
average spend of $100 per extra day / night (2@fes are $128 international and $90
domestic), this would translate to $13m of incretakgross spend by visitors on the West
Coast.

A more pessimistic scenario with an assumption g&yt, 40% of the enquiries are from
repeat visitor centre users, and only 10% areenited by the visitor centres to stay only one
night longer the incremental gross spend reducég

From this range of base impact figures it can le@m $lkeat an improvement in performance of the West
Coast i-SITE Network, (including increasing sattsian leading to more word of mouth promotion
and repeat visits, convincing more visitors to &atya nights and do more activities) could create
significant increase in economic impact for theioag

Note that this is gross incremental expenditurem& of the expenditure would be on products and
services imported into the West Coast (e.g. fushesfood items, etc). Therefore the estimatesbf n
economic value added to the West Coast would berdlvan these gross estimates.
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The West Coast has a range of visitor
centres including:

i-SITE visitor centres in
Westport, Reefton, Greymouth,
Hokitika and Franz Josef
(DOC);

Community visitor centres in
Karamea and Ross;

A privately owned visitor
information centre at Greymouth
Railway Station; and

Department of Conservation
Visitor Centres in Punakaiki and
Haast.

In addition a number of activity
operators offer limited information services.

The different visitor centres have different owhgrsand governance structures, different commercial
focus, different staff approaches (some includenigers) and different levels of training and pridu
knowledge and focus.

1T, 2 6

These are based on a visit to each visitor ceiniigryiews with management and a review of financia
and other information from the visitor centre.

In addition interviews were held with a number tfedent interested parties and stakeholders
(including DOC management, i-SITE management aaiditrg personnel, Tourism West Coast,
Council management, local promotions associatiogissame major operators) on the current visitors
centre and perceived strengths and issues.

_l I(I ; 2

Karamea Information Centre (“Karamea”) is operdigc local community group, Karamea
Information and Resource Centre Society Inc. Kamisa very small town with very few
commercial facilities. As noted in the name thetieacts as a community resource. In addition to

providing visitor information it sells fuel (the kyrservice station in the area), rents DVDs and ast
CRT farm agency.

The centre is a converted service station in the steeet of Karamea and looks smart with a local
theme.
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On the information side the centre handles abo@QIRvisitors per annum, providing brochures,
maps, bus tickets and DOC information. It doestalké bookings, except for the local Oparara
Valley Tours and some bus bookings. The centreadbpemwith 1 fulltime staff member and three part
time staff members for 364 days per annum, from 9d&pm daily except winter weekends where it is
only open 9am — 12am. The centre is reported telbetant to become a booking office.

Karamea relies on local council, Lottery, COGS atiger grants to cover costs.

This centre is a multipurpose community resouroe, @ whose focuses is visitor information on a
general level. It is a very different operatioritte specialised visitor information centres aigiTEs.

e 5+ "

Westport i-SITE is operated by the Buller Promotfssociation Inc
("BPA"). ltis located in the main shopping ar@aain old shop
owned by the BPA. Whilst it looks tired on the ©ide, the inside of
the i-SITE is interesting, well maintained and weehing with
recently updated DOC displays and a large muragnaiting local
attractions.

The Westport i-SITE offers full information and koag services to

i-SITE standards and has recently installed thd E®:ndorsed IBIS booking system. In addition it
has tourist retail products, public internet anfeéisfa camera to disk download service. It pravide
information services to approximately 40,000 visitper annum, but a

further 25%are serviced by internet and phone which is a rkaidy

high proportion.

The i-SITE has 2 fulltime staff and 5 part timefsta total of

approximately 4.5 fulltime equivalents). The twd fime staff hold

the i-SITE required National Certificate in Touris¥fisitor

Information (Level 4) and the manager is workingaeds the i-SITE

required National Certificate in Business (Level 3he i-SITE is open 364 days per annum between
9am and 7.30pm in summer, with reduced hours imniekends (to 5pm) and winter (to 4pm).

Tourism product sales have increased 76% from 200%s year. Retail sales are small.

The i-SITE has a small contribution from DOC fooyiding DOC information services, but relies on
a Buller District Council grant to breakeven. Thaeu@cil support is funded by a targeted tourism rate
on commercial businesses.

There are currently reasonable, but informal amitdid relationships between visitor centres on the
West Coast, and limited co-ordination. Relatiopstwith DOC and Tourism West Coast are good
but interaction is limited.

This is a well managed i-SITE with good staff. dfgpearance from the outside is somewhat
unwelcoming but inside it is well presented.

The i-SITE may be better located as part of thepsed Coaltown / library / cultural hub
development in Westport or at the SH2 junction idet®f Westport. This may be an issue for the
Buller Promotions Association, who operates thé&lES and own the existing building.
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The Reefton i-SITE is owned by a local communityugy, Reefton
Visitor Centre Society Inc. The i-SITE is locaiadh building built
by the society in central Reefton and is alignetth the strong
heritage design elements in the main street. Tidibg has a good
appearance and is large, including a coin opematathg stamper, a
large DOC interpretation area which is in needpzfating, a model
coal mine as well as retail and visitor informatamd toilet facilities.

The i-SITE has a young fulltime manager who is wagkowards the i-SITE required National
Certificate in Tourism, Visitor Information. In diion it has 4 part time staff, which brings tloéal
staff to approximately 2.5 FTE.

The i-SITE currently has manual booking and vouickgesystem, but is considering acquiring the
IBIS system.

The i-SITE provides full information and booking@ees, handling an estimated 70,000 visitors per
annum — up 13% from two years ago. Total touristivigg, transport and accommodation sales are
relatively low, but retail sales contribute strongh the operations. However the i-SITE reliesaon
large DOC grant and a small Buller District Courggidint to maintain a breakeven position.

The i-SITE has a good relationship and support fBl@C providing them with some field centre
support services such as monitoring their RT. Deding in Buller District, the DOC service
contract is managed from the Greymouth Area offitke i-SITE has limited and informal
relationships with other visitor centres and Colunci
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The Punakaliki Visitor Centre is operated by DOCis based at Punakaiki opposite the iconic
“Pancake Rocks” and receives 205,000 visits peuanfthe Pancake Rocks receive an estimated
400,000 visits per annum).

The building is now getting older but is well maiimted, though the interpretation displays are iggtti
tired. DOC currently has a project running to ¢desconcepts for a new visitor centre within the
next 3 - 5 years.

The visitor centre operates 364 days per annum &am - 6pm in summer and 9am - 4.30pm in
winter. In winter the visitor centre closes fondin for %2 hour between 12 and 1pm. The visitor
centre operates with 3.6 FTE plus 2 seasonal Gtaffonths) plus 2 casual as required staff. Sehier
7 month peak season it is staffed with 5.6 staff.

The key role of the visitor centre is to provideeipretation on the Paparoa National Park, but in
addition it operates a healthy retail businessdisplays some tourist information brochures, réfigrr
any booking requests to Greymouth or Westport.

This centre has very strong retail sales with adggrmss margin. The margin on retail business and
brochure display fees covers over half of the esti®h direct operating costs of the visitor centre.

Punakaiki has good relationships with other DOGQtaticentres and a good but informal relationship
with the local visitor centres as the centre manegalso responsible for DOC information and
displays in other centres. They currently refeokiogs to Greymouth Travel Service or the local i-
SITEs.
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This visitor centre is located at a West Coast logation and, in our view, should be an i-SITE.@©O
has traditionally had an issue with the i-SITE pre¢d approach of taking bookings and commissions,
but a pilot i-SITE operation at Franz Josef isradidation of a change in DOC thinking. Note: Whils
additional staff would be required, with the leeéretail sales, it is possible that it could tradenear
breakeven with the additional income it could reedrom taking bookings. However, this may have
a negative impact on local visitor centres who pipkbusiness by referral from Punakaiki.
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Greymouth i-SITE is operated by the Greymouth BessnPromotion Association Inc.

The i-SITE is open 364 days per annum from 8.30&apm in summer with reduced hours in the
weekends (9-6 Saturdays and 10-5 Sundays) andrwihdsing at 5 pm). The i-SITE provides full
visitor information and booking services, with atimated 100,000 visitors per annum plus a further
15% serviced by phone and email.

This is a well managed i-SITE with well trained dodg serving staff. The i-SITE has a fulltime
manager and 4 fulltime staff. The manager holdsuh i-SITE manager requirements - the National
Certificate in Tourism, Visitor Information (Levd) and the National Diploma in Business (Level 5).
Two of the staff also hold the National Certificatelourism Visitor Information.

The i-SITE has operated the IBIS booking systeroes2005.

Sales information provided by the i-SITE indicatiest 23% of the sales are within the Grey Distmct,
further 28% within the West Coast, 24% is for testrof New Zealand and 25% is transport.

The i-SITE has increased tourism bookings by 12fis#6 2005 to 2007. Major income sources are
commission on sales and charges for brochure gispleth a limited contribution from retail sales
and a small DOC fee.

To cover operating costs, the i-SITE relies onamgfrom the Greymouth District Council. This is a
reduction on previous funding due to improved aeperformance and the Promotions Association
has indicated to Council that further reductions lsa achieved. The Council support is funded by a
targeted tourism rate on commercial businesses.

There are currently reasonable, but informal amitdid relationships between visitor centres on the
West Coast, and limited co-ordination. Relatiopstwith DOC and Tourism West Coast are good
but limited also.

The i-SITE operates from an old theatre buildinthatend of the main shopping area. The
appearance of the building is tired from the owsigbpecially above the first level, but is reabbma
on the inside. The i-SITE may be better locatetti@iRailway Station or nearer the centre of the
shopping area.
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Greymouth Travel Service ("GTS”) is a private besia owned by Phillip Barnett and Robin
Verstrappen. GTS operates from the Greymouth Rail8tation, the terminus of the popular
TranzAlpine train trip.

GTS generates income from the booking of tourisoalpcts, operation of a tourist retail business,
lease of space to Rental Car operators, chargésdohure and poster display and provision of
baggage handling, TranzAlpine and other train bagkiervices to the landlord Toll, with whom there
is a long lease.

GTS operates on a MYOB voucher and accounting syste

GTS is open 364 days per annum, 9am — 5pm on waekahd 10am — 3pm on weekends. GTS has
a fulltime manager, 4 part time travel / retailfistand 2 part time baggage staff. It has alsomdge
appointed a sales rep to promote its travel ses\acel new internet service. This now brings total
staffing to approximately 5 FTEs.

GTS does not receive Council or other grant funding
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Hokitika i-SITE is operated under a 5 year contfeatn the Westland
District Council (WDC) by Barry Kennan and Mareex\&y of Pump
Action Limited which also operates a classic catakoperation.

The i-SITE receives approximately 60,000 visitoes gnnum and

handles a further 18% enquiries by phone and ensdtistics

provided by the operators indicate the visitors1&% local, 17% other

New Zealanders, 10% Australian, 25% European, 22%sB, 8% USA/Canada and 6% Asian.

This translates into approximately 6,500 bookingsgnnum, with sales up from 78% since in 2005.
Sales information provided by the i-SITE indicatiest 52% of the sales are within the Westland
District, a further 4% on the balance of the Wesas€l, 12% are transport, 10% are in the Southern
Lakes region, 13% in Fiordland and the balanceant&bury and Nelson / Marlborough.

The i-SITE has 3 full time and 3 part time stadtalling approximately 4 FTEs.

Hokitika i-SITE is not permitted to retail souvesiibooks and clothing under its WDC contract,
therefore the principal revenue sources are conmniss sales and fees charged for brochure display.
Its key costs are staffing, rental paid to thettaygning the Carnegie Building and operating costs
such as power and communications. Hokitika i-Sléuires the contracted Council support to cover
costs. The Council support is funded by a targeiadsm rate on commercial businesses. Further
WDC support is provided for the running of the elted Museum.
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The i-SITE is situated in the Carnegie Buildingestored historic
building on the edge of the main Hokitika commdraiga, containing
the i-SITE and a local museum and gallery spadee blilding has a
good appearance from the outside and is well maedianside. The i-
SITE space is reasonably small with limited couspece. This is not
a major issue at present, but may be with visitomgh and any
expansion in services (e.g. retailing).
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Ross is a small town 20 kilometres south of Hokitiklhe Ross Goldfields Information and Heritage
Centre is situated at the entrance to the Rossfi€lolsl Heritage Area, which is a large area ofksac
and historic relics of previous mining activities.

The Centre is owned and operated by the Ross @lddfinformation and Heritage Centre Inc, a
society established to create employment in the. aide Centre includes information on walks,
historical photographs and models, gold pan hiceratailing. It also has some visitor information
brochures and has recently started providing bgskivith very modest sales.

The Centre is staffed by 3 full-time staff and @a&t timer over summer and is open 364 days per
annum from 9am — 4pm in summer and 9am — 2pm itewin There are no visitor numbers recorded
by the Centre but DOC reports 30,000 people ustotiat tracks per annum.

The major revenue sources are retail sales of appately and rental of gold panning equipment.
DOC also contracts the centre to maintain the neaitets. Booking commission levels are minor
and the major cost is staffing. The centre dog¢setzive any local Council grant support and bseak
even, though the level of wages and salaries reddng the Centre indicates that there is a largeeva
of voluntary labour provided.

This is an excellent heritage attraction proje¢hvimformation provision as an added service. lairt
development of this and surrounding heritage waltiald be positive but there is no real case f& thi
to become an i-SITE, being less than 30 minutes tHwkitika, and with there being limited
commercial accommodation in Ross.
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The Franz Josef Visitor Centre is operated by tepadtment of Conservation. It is situated on the
main street of Franz Josef at the southern enovot tn a building constructed during the 1970s.
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Whilst the building on the outside is dated, isidl in reasonable condition. Inside it is spaciauth
a view from one end towards the Franz Josef Glacier

The visitor centre receives 120,000 visitors peuam The visitor centre is open from 9am - 6.30pm
in the summer with reduced hours in winter. Tletor centre is staffed by a manager, a full-time
ranger, 4 temporary staff and 1 casual, which iesaiimated full-time equivalent staffing of
approximately 4.2. It is estimated that 500,000ppe visit the Glacier each year.

Franz Josef has recently rejoined i-SITE as a fwlobther DOC visitor centres who may rejoin i-
SITE. Since November 2006 the visitor centre hadesl taking bookings and collecting a 10%
deposit / booking fee on those bookings (with thkabce payable direct to the operator by the
customers). Sales mainly comprise accommodatokibgs. In addition the visitor centre turns over
some retail sales and also receives brochure gliépds. The net revenue is estimated to cover over
half of estimated staffing and operating costs.

The interim view is that the i-SITE pilot has besmrtcessful and has added to DOC cost recovery.
The local DOC Area Manager is supportive of thé¢TiESbecause of this and the fact it brings people
into the visitor centre and exposes them to DO€rjmetation and safety messages. Other West Coast
DOC visitor centres (and i-SITE) are watching tharz Josef i-SITE pilot with interest to determine
whether they should increase visitor informatioovsion and start taking bookings.

The booking fee collected by DOC is inconsisterihwther West Coast visitor centres who collect
the whole value of the booking and pay the operatoinvoice. This practice could be confusing to
clients. The current DOC accounting system doésmadke taking the full booking value and paying
the suppliers easy. DOC report they are looking@iBIS system (as used by 3 of the 4 other i-SITE
on the West Coast) to get around this issue. i-N&& Zealand is making standardised booking
procedures and terms a priority as part of theonatidatabase project roll out.

(e = 1#6

The Haast Visitor Centre is operated by the Depamtrof Conservation.
It is situated on the main road through Haast anell signposted
although there are some safety issues with thestate highway
entrances. It was constructed approximately 15syago and is an
impressive building with ample space, surroundedpmcious decks and
wetland / water features.

The centre is not an i-SITE and focuses on DOGpnégation of the World Heritage Area including a
specific Ngai Tahu display. It also provides sdaowism information, brochures and referrals for
local operators and stocks brochures for the Skslahd destinations.

The visitor centre receives 100,000 visitors peman, a similar level to the two previous years but
down on the peak years of 2003 / 2004 (123,000p&0@ / 2003 (117,000). The visitor centre is
open 9am - 6.30pm in summer and 9am to 4.30pmlwitthtime closure in winter. It has an
experienced manager, two permanent part time stadf4 - 5 temporary staff, giving a total staffing
of approximately 3.6 FTEs. Additional staffing wdule required if Haast offered a booking service.

Haast has a reasonable retail turnover. Incormpeigded from margin on these sales and brochure
display fees, with the visitor centre still reqagisignificant funding from DOC to cover costs.
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The TranzAlpine rail journey is a major Canterbang West Coast attraction with a growing
reputation. It handles approximately 200,000 pagses a year, increasing at about 10% per annum.
The demand is highly seasonal with limited addgicavailability in the summer and lower volumes
in winter.

The majority of TranzAlpine sales are pre bookeith the majority of bookings being handled by
TranzRail and its internet site, followed by Clefairch i-SITE. Only a small percentage of
TranzAlpine bookings come from West Coast visitentces.

TranzAlpine are not interested in including a VM@stst visitor information centre on the train to
handle enquiries and booking. However they doetiity put a Greymouth guide from the

Greymouth i-SITE on every table of each Christchudeparture and refer enquiries to the Greymouth
visitor centres.

TranzAlpine currently work with some West Coastrapars to develop packages particularly in the
winter. They believe the best potential to inceeasitor length of stay on the West Coast will @m
from easy to book packages and education of inbopedator and out of region i-SITEs.

o + )
Shantytown is a major activity/attraction on thedM@oast located near Greymouth.

Shantytown has good relationships with the WessQaaitor centres and offers a commissionable
ticket to visitor centres and accommodation pragde incentivise them to encourage visitors tokboo
and visit Shantytown.

Although Shantytown is an iconic destination hag@nlarge number of West Coast visitors, we do
not recommend that Shantytown becomes a full biaigitor information centre. That said,
Shantytown has a role to play in providing inforioatand referrals for other West Coast activitaes,
do all West Coast operators.

& B+

As a large number of the visitors to the West Cpastplan and pre-book, a survey was undertaken of
the main West Coast feeder region’s i-SITEs in dlel$?icton, Blenheim, Murchison, Hanmer,
Christchurch, Queenstown, and Wanaka. Based obde&dhe total value of West Coast product
sales by the above feeder region i-SITE is sigaifi@and almost equal to the total West Coast visito
centres product sales.

This clearly indicates the importance of the feedgion i-SITEs to West Coast Tourism, which is no
surprise given that many visitor try to pre-boo&ithWWest Coast visits. They provide a key
opportunity to influence length of stay of West Sasitors through education, familiarisations and
online availability of accommodation -a key issweed by the majority of feeder i-SITEs.

The main products sold are Glacier Country tripghfs and accommodation but there is increasing
sales of product throughout the West Coast.

Christchurch i-SITE noted that while visitors useglan to head straight for the glaciers, there is
increasing awareness and queries on other locatimhsictivities en route. Wanaka i-SITE suggests
that more of their clients are choosing to retar@hristchurch via the West Coast route.
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The main other types of enquiries handled by tleesdres relate to driving times, road and weather
conditions and other activities. Many of Christatiui-SITE’s TranzAlpine clients ask whether it is
worth staying in Greymouth or return the same da@hristchurch. All of the centres reported
difficulties in helping their customers find Wesb&3t accommodation during peak season with few if
any duty motel systems. These centres use the @dest brochure and product manual to reference
information. Staff familiarisation visits were alsonsidered one of the most effective ways tcsassi
them in promoting the West Coast.

One i-SITE noted that some West Coast operators m@rsupportive and are not including a
commission in their pricing or accepting i-SITE cbers.

Makarora is a unigue situation being a logical sio@an otherwise isolated route from Wanaka to
Haast. The mostly unmanned DOC visitor centreuiches tourism brochures and heritage displays
accessible outside office hours. Next to thisnipavate “information and booking centre” withimet
Makarora Wilderness Lodge which includes budgebawoodation, with Kiwi Experience and Magic
Bus customers as a captive audience until lateght m the restaurant and bar. Tourism activities
promoted by offering prizes as part of the eveminggrtainment.

Clearly future investment options for West Coastifisim need to include increasing exposure and
West Coast knowledge in these centres of strategiortance. For example if a new i-SITE on the
West Coast was to cost a net of $100,000 per anawperate after construction and would mainly
address visitors who have already arrived to thetWeast, this may generate poorer outcomes than
investing half this amount in increased exposurie@der centres that can increase visitors to thetW
Coast.
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Following is an analysis and commentary of the msiior centres on the West Coast.
The analysis includes the following key visitor ten:
Westport i-SITE;
DOC Punakaiki Visitor Centre;
Reefton i-SITE;
Greymouth i-SITE;
Greymouth Travel Service;
Hokitika i-SITE;
DOC Franz Josef Visitor Centre and i-SITE;
DOC Haast Visitor Centre.

Other visitor centres such as Ross and Karameaaitinue as currently and be included in the
proposed co-ordination and training, but it is ¢cdeed not affordable, nor appropriate, to raissrth
to i-SITE level at this stage.

Based on our review and assessment the Karaméityfescprincipally a community resource centre
and Ross is principally an activity operator (ltke White Heron Tours, Scott Base and others).sRos
operates largely on voluntary labour. Though theih provide some visitor information and offset
costs to a small degree with commissions earnesal@s, their principal purpose is not visitor
information in either case. Both may and coulddfi¢from some of the initiatives that may ariseaas
result of this visitor centre review, but at thiage we do not believe they should be consideremas
of the major visitor centres on the West Coast.

Ir# &4
Apart from the three DOC Visitor Centres the reragrvisitor centres all have different ownership.

Westport is owned by the Buller Promotions Assaaigt

Reefton i-SITE is within Buller district but is owd by a local community incorporated
society with further a separate promotions entignigahua Tourism Promotions;

Greymouth i-SITE is owned by the local businessmwtion association;
Greymouth Travel Service is privately owned; and

Hokitika is owned by Council and contracted ouatprivate operator who also has a tourism
business.
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A summary of the latest financial information (béhe® information provided by the visitor centre
operators) is set out below:

Westport |Punakaiki |Reefton Qreymouth Gfeymouth Hpkitka F ranz Josef Haast Total
i-SITE i-SITE i-SITE [Tvl Service | i-SITE i-SITE
Visitor Numbers 000 40 205 70 100 60 116 100 691
Staffing - FTEs 4.5 5.0 25 5.0 5.0 4.0 4.5 3.6 34
$000
Retail Turnover $930
Travel Product Sales (Gross) $2,950
Retail Sales Margin Commercially Sensitive $380
Commission Earned $350
Brochure Display Fees $220
Other Income $150
$1,100

Wages $960
Other Costs $600
Operating Surplus(Deficit) before Council/DOC Suppo  rt ($460)
Funding - \| |
- Council Grants $221
- DOC Grants Commercially Sensitive $54
- DOC Funding (own centres) $301
TotalCouncil/DOC Support $576
Operating Surplus(Deficit) after Council/DOC Suppor  t \| \| | | $116
Based on information provided by operators for the last available financial year - generally June 2007. Includes some Deloitte estimates.

/I*I(I 6
These are estimates of the number of visitor whmecmto visitor centres.

The major visitor centres currently handle arou@d,@00 visitors per annum, ranging from 40,000 to
205,000 visitors per annum. The number excludeyBouth Travel Service which, being based in
the Railway Station, has a large number of visipassing through each day.

Numbers have been reasonably static over thehees fears, though DOC visitor centre numbers
have declined from a peak in 2003 / 2004.

Transaction statistics available from the ann@lITE survey indicate that between 1 in3and 1in 9
visitors actually make a booking transaction (tHotlgs is a crude statistic as some transactions ma
be for a family or group, whereas the visitor nurstare based on individuals).

/I*l 1 + 22
Staffing numbers range from 2.5 to 5 fulltime egl@nts.

Staffing remuneration varies by is consistent wigbdium i-SITE managers salaries and consultant
wage levels?

The total cost of wages and salaries across titernéentres is $960,000 per annum, ranging orra pe
visitor centre basis from $80,000 to $170,000 peuan.

18i-SITE Remuneration Survey June 2007
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From the visitor number and staffing levels itlsac that Punakaiki Visitor Centre staff must belem
intense pressure at peak times despite not prayhtioking services. Haast also noted that if & wa
to start taking bookings additional staffing woblel required.

[

The visitor centres on the West Coast have revefuaesmission on sales, margin on retail sales,
brochure display fees, interest, etc, excludingri@dwr DOC support) of $1.1 million, ranging from
$60,000 to $360,000 across the visitor centres.

The visitor centres turn over an estimated $2.9bamiin travel bookings, averaging an 11.8%
commission on sales. Sales breakdowns were nibalalesfor all visitor centres but based those
provided, the majority of sales were for West Ceastommodation and activities.

The visitor centres had a turnover of $930,00@tail sales (books, maps, phone-cards, clothing,
souvenirs, postcards, etc). The retail turnovegea from nil in Hokitika (where the Council comtra
does not permit any retailing in competition toomerator within the town centre) up to $270,000.
The margin on retail sales varies from 15% to adod@%. The i-SITE network as a whole averages
37% margin on retail sales.

There was a view expressed by one stakeholdeCthatcil / DOC supported visitor centres should
not be allowed to compete with local businesse® ndite that most i-SITE now retail product to
visitors as a service to visitors and to help dbuote to operating costs.

All the visitor centres also received income fropei@tors renting space to display their brochunes a
posters. This is common practice in visitor centhresughout New Zealand. Pricing often depends on
what the operator is prepared to pay. On the Weast prices for a DLE sized brochure (a tourism
standard — A4 sheet folded into three width wisepge from $60 including GST to $216 per annum,
with most at the $60 - $90 level. Hokitika does clwarge for display of local brochures as paitsof
Council contract.

% 6

None of the visitor centres on the West Coast avéitable on a standalone basis. The visitor centre
range from a $20,000 to a $130,000 deficit befavaril or DOC support. The local Councils and
DOC currently provide an estimated $575,000 in sdpjp West Coast visitor centres.

This is the norm for New Zealand Visitor Centrestvanly 10 of 86 i-SITEs in New Zealand

operating at a surplus before local governmentT® Rupport. The profitable i-SITEs are generally
in large centres or tourism destinations. Mediuregii-SITEs (with revenues of between $85,000 and
$270,000 per annum) receive, on average, annualddau RTO support of $76,000 each.

Individual visitor centres will continue to requioegoing annual support in the short and long term
even with improved operating efficiency and comnarapportunities. This is in recognition of the
public good in servicing local residents and thechior increased staffing to meeting growing visito
numbers.
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Generally stakeholders agree that the current dmkasitor centres is appropriate. We endorse tha
view.

Some stakeholders believed that there should @tarwcentre at Fox Glacier, however this is i t
view of the current visitor centre operators, n@®who recently closed their Fox visitor centre
because of declining visitor enquiries (despit@easing visitors to the glacier) and proximity i@z
Josef.

The DOC Visitor Centres are well located on themmaads in the appropriate locations in Punakaiki,
Franz Josef and Haast. Similarly the Reefton dfistentre is believed to be appropriately located.

There is some debate about the location of the pestHokitika and Greymouth i-SITES.

With Westport there is some support for a visitemtce to be based on the main road at the
SH2 junction;

With Greymouth there is comment from a number akaholders that the location at the end
of town (as well as the state of the current fagilis not a good location and at the Railway
Station or near the town roundabout intersectidh thie main road would be a better
location;

There was some mention of the need for a new caht&@mara Junction; and

With Hokitika there is some comment about whetheragn road location would be better.

In all three cases supporters of the current lonatargue that though the location may not be @btim
for the visitor centre, they are well signposted aring the most benefit to the town by bringing th
visitors through town. In the case of Westport Knidhara Junction, there is no robust evidence to
show that a visitor centre placed on a junctiort wfluence more than a minority of visitors atttha
point as they will have already made most of thigerary decisions.

This review has outlined the high relative impodaof investing in feeder i-SITEs and centres where
there is more opportunity to influence and charggppe’s travel plans.

It % &
Generally the visitor centres are branded eithe€C@Di-SITE (or both in Franz Josef's case).
In some locations where cost-effective off the Efafjs and signs have been used the impact is

mediocre while the exterior state of some of t&&TE buildings also impacts the brand presentation
of the network (e.g. Greymouth is displaying the ieSITE sign and rust stains on its side wall).

DOC is rolling out a new circular logo incorporagia Tui for its visitor centres although this ig tee
be utilised on the West Coast. i-SITE brandingfhaty rigid guidelines for use, monitored by the
Tourism New Zealand coordinators.

There is little use of the official West Coast mewl branding to present the centres as a consisten
network.



Destination Planning Limited

There is no prohibition or control on any businesling themselves a visitor information
centre or using the widely recognised informatigmisol (see right). This is an issue that n
the i-SITE NZ, the Tourism New Zealand supportesitor information group, recognised.

As a consequence they rebranded as i-SITE (s¢afefthave built the
reputation of the i-SITE brand through training apglity standards to ®
differentiate themselves as providers of qualitgependent visitor information.

B

Westport, Greymouth and Hokitika are all on theSBiavel system which is an integrated booking
and travel accounting system. The IBIS systene@ing the standard system used by most i-
SITEs and will be the platform of the i-SITE Natédt®©perator Database which is in development.

Reefton and Franz Josef i-SITEs are currently demiig IBIS. Haast and Punakaiki are not yet
selling travel activities so have no need for deays

IBIS does not have an accounting general ledgéesyso visitor centres use a range of accounting
packages from MYOB through to the DOC national $4Btem.

For HR and other policies and procedures, the ESI{except for Franz Josef) are using the i-SITE
standard systems. The DOC Visitor Centres usaadtienal DOC system.

e+

Whilst the current visitor centres are well run:
None are profitable without Council or owners suppo
They have a range of ownership structures;
There is very little co-ordination between visitantres; and

There is no standardised branding;

In the medium term the visitor centres are expetambntinue to need stakeholder funding support.
It will be difficult to bring the visitor centre®toperating at breakeven.
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4 &1 26

The West Coast is well provisioned with visitor tes with no more than a two hour drive
between key visitor centres on the main routes.

+ 22 2 !

Visitor centre staff appear to have great passoamd knowledge of their local districts.

"A, &
Very few visitor centre managers are new to thaisjand many have several years

experience elsewhere in the tourism industry. &humw to their roles are progressing well
towards leading standard qualifications within & TE framework.

#, B , 2:
In the main, West Coast Tourism operators seemdenstand the need for user pays services
to help fund visitor centre operation including coissions and brochure display fees. In

some New Zealand districts there remains signifiogerator resistance and expectation of
free services.

1 2+2 &

Although this can improve, West Coast visitor cest@re managing to generate a reasonable
level of their own income. Public subsidy levels similar to other provincial regions
outside the main tourism hubs.

, 21 =

Many of the centres have made significant effatstegrate local heritage information and
interpretation as part of the visitor centre exgreece. In the DOC centres this is integral
whereas in centres like Hokitika, Reefton and Rbsestage displays or operations are joined
to the visitor information function. Greymouthtie main exception.

+ $ &
The Ross, Hokitika and to a lesser degree Wesgsitor centre buildings have a high

heritage value that is in keeping with West Coasithge positioning. This does present
issues in terms of centres feeling welcoming amessible from the outside.

21

Generally the visitor centres are easy to findgigifiicial signage. Some omissions have
been identified for consideration in a signage taudi

= + 5+ " +

i-SITE NZ coordinates two mystery shopper visitpes year as a snapshot monitor of visitor
centre customer service. The West Coast i-SITEe keored well.
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Over last two years the relationship between thigori centres and Tourism West Coast
appears to have improved considerably to a posstals, despite there being limited
practical collaboration at this stage. In some N@aland regions there are major tensions in
relationships between visitor centres and their RTO

&"A, ) $++
The Hokitika and Greymouth i-SITEs have good ex@ere and knowledge of i-SITE NZ's

chosen national database and booking system, IBh& experience is being and can
continue to be shared with other centres as thaggdover.

& 6 +

A positive of the relatively low visitor numbers mnost of the current visitor centres is that the
staff to visitor ratio remains high, enabling alreglevel of one-to-one service. This is a key
satisfier according to visitor centre research such service is more difficult to provide in
busier centres such as Auckland and Nelson. Tdrerbowever issues at icon sites such as
Punakaiki and Franz Joseph in peak season.

+ 4 & 2 D %

There has been considerable effort, especially @sti@nd District, to install static visitor
information such as info kiosks at strategic lomagi to supplement manned visitor centres,
generally signposted with the transit bilu&hese include:

TWC “West Coast Local information kiosks such as these two at Granity WDC / DOC Information
Southern Alps” and Hokitika kiosks such as this one in
maps at a number Ross, spread over the
of operator locations Westland District

Generally these provide useful information. WD@ams that their kiosks were developed as
a millennium project and are located in 10 Westlawvahs. The total cost was $50,000.
There are some issues with these highlighted iftbaknesses section which follows.

$ & &

Surprisingly for a remote region there is relatyvgbod access to broadband with all West
Coast visitor centres having it. Mobile coverageiore of a problem.

I #, +
Several of the visitor centres have already takerstep to stay open well beyond 5pm in the

summer season. This is important for visitorsvarg late and being most in need of help
with accommodation.
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Industry operators may be confused by the rafiftérént visitor centre policies on
membership, display fees, booking and payment pesse They have to spend considerable
time contacting visitor centres, gathering inforimaton charges and it is difficult for them to
work out the best way to invest their money in g® that are most likely to provide a
return.

Note: i-SITE is currently working towards a startiprocess for operator terms of trade and
payment as part of its National Database initiativisich is in the process of being adopted by
network members and tourism operators.

22 +22=

Nearly all potential improvements to the qualityiitor centre servicing are dependent on
increasing paid staff hours. This includes enguaimigh level of personal interaction with
growing numbers of visitors and having staff coweenable more product training and
familiarisations.

1 % 2+ ) %

Coordination amongst the visitors centres is infdrand seems to have become even more so
over the last few years. The visitor centres comigaie on an ad hoc basis with the main
formal meeting occurring under i-SITE NZ and inchgiNelson & Marlborough, therefore
excluding West Coast visitor centres that areStTEs. Other networking tends to be
intermittent appearance by visitor centres represigas at Tourism West Coast’s industry
forums which are not focused on visitor centrekis prevents strategic initiatives that require
well planned coordination.

1% 2% 1

Although each centre maintains varying degreesusirtess monitoring data this is limited
and inconsistent. This makes it impossible tokiiadividual business trends on a range of
factors and to benchmark against other centreseffample it is impossible to obtain a figure
for the number of enquiries broken into walk-inpph, post, email / internet as only some
centres monitor this accurately).

1% 2 &, & + 2 +

Most of the visitor centres have a self compleiarvey to gain feedback on the visitor centre
and other destination attributes. These are edeprone to bias as the forms tend to have
to be filled out in view of a staff member and stafy be given directives to obtain a certain
guota of completed forms to meet a deadline. Thabeey results are also unable to be
compared accurately between visitor centres omagan average. The mystery shopper
exercise is independent but is limited to two sfpecustomer interactions. A consistent,
independently administered customer satisfactionitooneeds to be developed across the
network.
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Apart from manual accommodation coordination aroevehts like the Wild Foods Festival,
there is no efficient availability system amondst visitor centres and the feeder region i-
SITEs.

While most regions have effective Duty Motel systaimese don’t cover the increasing range
of non-motel accommodation and such systems onhit wgparts of the West Coast.
Establishing live availability for walk-in, phon@@ web enquiries is critical, not only for
West Coast visitor centres but also for feedes siteeh as Nelson and individual consumers
making remote enquiries.

+ & #, Do 25+"$ %

There is anecdotal evidence of accommodation opsratich as those in Glacier Country,
deliberately withholding available rooms from vigitentres in order to maximize the
achieved rate and avoid commission payment threxajk-up bookings. From a short term
individual business perspective this is understhiedand operators should be encouraged to
improve their yield. However this particular adtvimakes the visitor centres look sloppy
when a visitor is told there are no rooms and syibsetly find this to be untrue. It also risks
causing resentment from visitors when they sensgdhe being price-gouged by the local
industry.

There was also comment from Queenstown i-SITEdbate operators do not accept the
industry standard 10% commission and are instgaubtto add 10% onto their retail prices
for i-SITE bookings. Collectively the industry amiditor centres need to prioritise customer
satisfaction and resulting long term positive wofanouth, over short term pricing. This
issue may be partially addressed through ongoirgadpr education through workshops and
networking meetings.

2 2:22 C2 D

As tourism grows on the West Coast, private opesdtave increasingly seen the opportunity
to promote their offices as™or information centres with brochure displays &orange of

local products and a booking service for produthemthan their own. Examples are Scott
Base in Franz Josef, White Heron Sanctuary Tou¥8hataora, the Station Restaurant in
Moana / Lake Brunner, Mountain Helicopters at Fdadizr. These can provide a useful
source of local visitor information and in someasasuch as in Fox this is more legitimate as
there is no official visitor centre. In generabktbonfuses visitors who do not know what to
expect in terms of objectivity and comprehensivereggnformation. This is a national issue
most obvious in Queenstown where there are doZgmsendo information centres with one
on each of the four corners in the main CBD integlisa. The national response has been
stronger and better protected i-SITE branding.

At a West Coast level, while private operators caoe stopped from hanging up information
centre signs, through closer strategic industgti@hships, they could be encouraged to better
recognise the need for official consistent i-SI'Hasl promote more differentiation so as not

to confuse or mislead visitors.
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With the ongoing rise in importance of the interfeetconsumer travel planning and booking,
it is critical that the West Coast provides aniiita and high quality internet experience for
would be visitors. This is currently far from bgithe case. While Tourism West Coast’s
web site is smart and consistently branded aloegsicbther marketing collateral; and some
of the visitor centre sites are attractively présdrgiven limited budgets, there is a need for
much better coordination of internet investmentntike it easier and more appealing for the
visitor and to reduce the current duplication ddefin designing, publishing and maintaining
West Coast Tourism information and booking fa@sti

- Tourism West Coast’s site does not current allowkiotgs or have a logical navigation
to the local visitor information centres for perabassistance or enquiries. Ifa
potential visitor clicks on the “visitor informaid section they are provided with
general West Coast population and other informdiimiuding banks);

- Greymouth Travel Service has recently launched at\WWeast travel website
(www.westcoasttravel.co.nz) which does allow bogkamd enquires but it has limited
supplier listings;

- A quick scan of Hokitika.org shows only 24 accomiateh listings, 7 dining listings,
11 activity / attractions, 5 “retail and servicesid 12 art and craft operators; and

- Even the Greymouth site only has 40 accommodaistinds and 18 events and none of
these include images.

All of this information could easily be maintainemla higher quality within the main TWC
web site.

&+ 2 # &

Although several stakeholders suggested tourismagig is poor on the West Coast,
compared with many other regions there is extensdeeof the official brown and blue
tourism and facility signage and the visitor cesitifteemselves are well signposted. There is
an issue with clutter and information overload ome signs. For example the Buller Gorge
approach to the Westport junction has a sign iGGktph zone approaching a bend with
numerous points of limited relevance such as Wesgpgmopulation.

In some instances the signage is confusing ortdigeuisitors
to information points and attractions that areafidate. For
example the transit signage north of Franz Josietipg to
information, toilets, “Wild Food” BBQs, etc directsavellers
to a deserted site with a long drop toilet.

This should be subject to a careful audit of allsf\@oast
Tourism signage.
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As with web sites there are too many localisedaigirochures which have inconsistent
design quality and limited distribution. This lisiinvestment that operators can make in
more effective and more widely distributed broclsur&he focus should be on simple
giveaway map type information at a local level #meh maximize the comprehensiveness,
quality and distribution of the regional visitoride.

4, + 6 2 +
While progress on static visitor information kiosgoted as a strength, issues include:

- Some notable gaps in strategic locations wherermathvisitor centre would be cost
prohibitive such as the Cape Foulwind Walkway Cegplnangahua Junction Store and
Kumara Junction Café;

- There is a lack of consistency of content and tpafipresentation. Whilst the WDC
kiosks are standardised and attractive, a numbikreadthers need renovating and
updating; and

- Some kiosks are close to official visitor centrehjch with " signposting for both,
could be confusing for tourists. An example oftisi at Franz Josef where the i-SITE is
directly across the road from a WDC/DOC kiosk, withsignage pointing to both
sides of the road.

The West Coast currently has very poor mobile reégepn icon areas such as Punakaiki.
This will constrain opportunities to deliver timehformation via mobile devices.

& ! +
Despite positive public talk about regional coofiera localised interests of the district
councils and local promotions associations coultinoe to be a barrier to longer term
strategic initiatives.

+ + 22

Extreme seasonality, especially in the Glacier @yuand Haast makes it difficult to make
small increments to staffing levels to build upitaiscentre service and opening hours. For
example there is an insufficient pool of labouattvact quality employees to part time visitor
centre roles to cover the current winter lunch tolmsure of DOC visitor centres. These
destinations are too far from population centresmade it worth a part time employee
commuting to work. Only full time roles are likely convince an employee to relocate,
hence a greater staff investment is required.

+ 12 ,
As visitor centres undertake more commercial agtitviere is a risk that they will be seen as
competing unfairly with private sector businessédsibeing propped up by rates. On the
West Coast, concern appears to be mainly focuseibiiar centre souvenir and publications
retailing. There is validity in visitor centresopiding these services where there is customer
expectation and in order to reduce an otherwisatgreatepayer burden.
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This issue tends to be resolved locally where fangple Hokitika i-SITE has a very limited
retail offering due to there being plenty of prvatector alternatives. Future development
will have to consider impacts on local businessthistwill have to be balanced against an
objective to deliver a consistent range of servinesSITEs to underpin the national brand.

1%2 2 2 $ & ) %

There is little reinforcement of the official WeSbast of the Southern Alps branding across
the region’s visitor centre network. Most stakeleos supported better adoption of this brand.
This has to be balanced against the need to aetidaling from the recognised i-SITE
branding and a desire to retain a local flavougaath visitor centre.

1% 2 2 2"

With the exception of the DOC visitor centres, girlimited profiling of environmental care
messages for visitors throughout the network. $hiuld include information on plant pests,
toilet and dump station locations, littering aniietowaste issues.

Accredited sustainable tourism operators shouldl la¢sgiven profile in the centres to
reinforce the regional and national sustainabitigssage and to incentivise operator adoption
of sustainable practices.

I & & = 2

With the exception of Haast Visitor Centre, thevaidearth of information on Maori heritage
given research showing growing interest in thiseaspf New Zealand as a destination.
Interpretation needs to be carefully planned adfussietwork to avoid duplication and
present some unique information in each centre.

‘A6 "

Some of the centres, especially Greymouth and Wedbave tired building exteriors and
may appear unwelcoming to some visitors.

I &2 " 6 #,

Although most visitor centres have initiatives fecycling and reducing energy use, there was
little evidence of comprehensive sustainable opeggiractices by the visitor centres.
Implementing this across the network will reinfothe message to visitors and set an
example to the tourism industry.

$) 6 &
Apart from the DOC centres and Hokitika i-SITE, @lthe visitor centres are run by local

promotions associations. In Hokitika there is @aiBdown in the relationship between the
local business association and the privately opdreisitor centre which is counterproductive.

1'% 2 ! ,

There was no provision for foreign speaking visitacross the network. Despite official
forecasts suggesting Asian tourism to the West {Gadlssemain minor it is inevitable that
more of these visitors especially Chinese willtstanturing to the West Coast as independent
travelers. Itis not urgent in the short term loaiger term provision for Mandarin and

German speaking staff in the icon locations shbeldonsidered.
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$ )+ & & 2+

Although all centres have to comply with basic asdality regulations, some are still
inconvenient with rear access and difficult to odenrs. Provision of easy access for the
growing disabled visitor market will become a margent.

o' #,

4) 1 &2 #5 $%

Consumer willingness to not just research but bomkel services on line is growing rapidly.
The biggest barrier is access to live availabdityl instant booking functionality. The West
Coast visitor centres can build this market an@nere source significantly with the right
technology and systems in place, especially giaesed awareness of accommodation
shortages in peak season. Examples of i-SITEs#had a significant and growing on line
business include Wellington and Rotorua. By Wesd<E visitor centres being in this
business the commissions that operators will otlseryway organisations like TradeMe and
Wotif will remain in the West Coast to support tasiservicing or visitor promotion (TWC).

1 &2 6 ,

Visitor interpretation has been transformed by piggtions like Te Papa, raising expectations
of visitors. The West Coast visitor centres archations can provide a better experience than
other regions by investing in appropriate leadidgesinteractive interpretation.

& +

There is an increasing ability to deliver goodteisinformation and bookings at any internet
station 24 hours a day to supplement the servieeigeed by manned visitor centres. This is
reliant on a good web site and can be providedutitionternet cafes and accommodation
operators.

1#E 6

Many of DOC's visitor centres throughout New Zeadwave suffered from a lack of
reinvestment due to other priorities. DOC is nowlergoing a nationwide programme to
upgrade its visitor centre inventory and servicéh®oWest Coast has an opportunity to be at
the forefront of this initiative.

5+ " 1 1,

i-SITE NZ's adoption of the IBIS system to facitiésa nationwide tourism product database
will reduce efforts required to book product beydhe West Coast and deliver better West
Coast information to the rest of the i-SITE netwdrkis will make it much easier for smaller
i-SITEs to achieve best practice booking systems.

)

As with desktop internet use, mobile technologyneseasingly being used for travel
planning, especially during travel within a regibdastination and as accommodation
availability information is delivered on the intetn Devices such as the iPhone, iPod and
their successors are beginning to deliver a germboket mobile internet resource by
converting large screen content to a format thatewable on small devices.



Destination Planning Limited

Extensive use is likely to require comprehensivé&Mdccess points which are increasingly
free in places like the Silicone Valley. Improverhan West Coast mobile coverage will be
critical.

6

Until internet video with mobile devices becomeaqpical and accessible on the West Coast,
a tourism TV channel funded by advertisers coultrdeuseful information to visitors in
their accommodation, outside Visitor Centre opearbo

! & 6
Sustainable tourism management depends on a loeahanity that is supportive of tourism.
Visitor Centres are often neglected by local rasigidut can play a role in improving resident
awareness of the local tourism sector and encawagiem to invite friends and relatives and
do more with them when they visit (VFR tourism).déliberate communications and
marketing plan could promote more use of visitorties by local residents.

1 &2 , 6 "A,

Several leading visitor centres have developed taxep with a range of complementary
services in order to create a more compelling dvexperience and to retain the visitor's
interest for longer. Non-traditional services ua# good coffee and food and internet cafe
services. This can create a position for visimtres as places to gather information, relax
and read it over a coffee, check email and mak&ihgs. Often these extra services are
delivered through a sub-lease and are tenderedramercial terms to ensure fair opportunity
for the private sector. Rather than public fundimsidizing a private operator, if the leasing
is well structured the visitor centre can be subsiiby the private sub-tenants.

& & 1,

By working together as a more formal regional nekytraining on local product could be
enhanced using staff swaps and developing more elingpcareer paths for visitor centre
staff. This would begin with a skills audit acradkstaff to identify training and knowledge

gaps.

)1 o, 6
There are a number of planned urban and commeleielopments on the West Coast that

have potential to include new purpose designedovisentres. These include the Westport
2010 project and the Punakaiki Destination ManagerR&n.

& 4)

Growth in mining has seen some of the visitor amnplay a role in new resident settlement
coordination and Tourism West Coast is undertakipgrtnership to support new resident /
worker attraction. With mining companies predigggb$ demonstrating good corporate
citizenship and sustainable practices; and withigieritage a pillar of West Coast identity,
there is an opportunity to develop sponsorshipngaships between mining companies and
West Coast visitor centres.
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) 5& 2 F

In addition to interactive interpretation technigusew multi-media technology has made it
more viable for visitor centres to display videdatide shows showcasing more products and
experiences using large screens and computer tegynoThis can also be used as an
additional source of advertising revenue.

& % 1
The West Coast is largely seen as a touring déistinaith the main exception being the
domestic short break market. The visitor centoegccplay a role with Tourism West Coast
in promoting a range of packages and touring iéines as packaging becomes more feasible
through on-line booking technology. An off-seasomeéstic package incorporating the
TranzAlipne, shuttle and Punankaiki Rocks Hotel isn successful, but is not structured to
enable visitor centre or agency distribution. Stehiurch i-SITE felt they would sell such
packages if available.

1 $%

While it is positive that more consumers are pregdo book direct with tourism operators
and this represents a saving in distribution cfastthe industry, if visitor centres continue to
be bound by manual telephone contact to establitehility they will not only frustrate
customers, they will loose business to other mifreient booking agencies and direct
bookings.

+

As consumers are becoming more comfortable boakimgpaying on line, larger suppliers
become less dependent on retail agencies and fcad & reduce or completely cut
commissions. The global trend is towards morefdeeservice charges for manned booking
agents. Visitor centres may need to consider ¢eel fior booking fees over the next few
years to cover added value itinerary developmemices.

#l
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)

<'( 1 +
Whilst the West Coast visitor centres are geneggrating well:

They are separately owned,;

The ownership and operations structure varies fsowate enterprise (Greymouth Travel
Service) to privately operated (Hokitika is owngd@ouncil but operated under contract by a
private operator) to trust / incorporated socigigrated (Westport, Reefton, Greymouth) to
Department of Conservation owned and operated (RikiaFranz Josef, Haast);

The level of services varies across the West Gasisdr centres from full booking and retail
services (Reefton, Westport, Greymouth Travel $erand Greymouth i-SITE) to deposit
only booking services and retail (Franz Josef) kiimpservices only (Hokitika) and retalil
only (DOC Punakaiki and Haast);

They receive different levels of funding from lo€duncils and / or DOC;
The opening hours of visitor centres vary;

There is a level of parochialism in some West Coagions;

The branding varies (DOC, i-SITE and other);

They have different or no websites; and

There is currently little co-ordination or co-op@va.

To increase the effectiveness, consistency andyguadithe West Coast visitor centres these issues
will need to be addressed. The current ownerghigtsires could constrain this.

<| 1 1 #’

The effectiveness of West Coast visitor centresnimancing the visitor experience in the region,
encouraging product development, improving serdedevery and quality, increasing industry
profitability through length of stay, productivilmprovements, and wider awareness of options for
activities and hospitality; and increasing the oeg competitiveness in tourism could be enhanged b
improved co-ordination of visitor centres.

Some gains could be achieved by putting in placeesco-operation mechanism (e.g. regular
meetings). A model showing the possible continwfimptions is set out in the next section.
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< # 2 6 &

There are five apparent options for housing ofggorgal visitor centre coordination function. Th@gr
and cons of each option are summarised in the badbbsv.
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%
I(l +
Overall Tourism West Coast is considered to benthet appropriate organisation to be given
responsibility for regional visitor centre coordiiloa. It must be noted however that this can only
occur with significant additional funding and huntasource committed over a long-term (rolling 3 -
5 year contracts) otherwise TWC will not be ablelétiver on expectations and will be drawn away
from its current external marketing focus. It ddoaiso be noted that under timederate co-
operationandgreater co-operatioscenarios in the continuum in the previous sec&oRWC based
Visitor Network Co-ordination Manager will have lited ability to influence many visitor centre

practices as there would not be formal or contedatantrol over delivery and performance. There is
a risk of visitor centre managers resisting changiatives and not being accountable for failure.

"A, &

TWC may have space for an extra person. If noeitiea space required and communications costs is
unlikely to be a significant annual cost.

As soon as possible — early in 2008.
L | &

& & 6
It is anticipated that individual visitor centreglwontinue to require ongoing annual support at
similar to current levels in the short and longrerThis is consistent with medium sized i-SITEs in
regional areas.

It is anticipated that this will remain a local bhatity/ DOC responsibility recognising the wider
economic benefits delivered to the region fromigrarin the case of local authorities and the mandat
to provide visitor services and interpretationha tase of DOC.

This funding may be channeled through the Visitetwbrk co-ordination organisation to ensure
consistency.

5&
The key issues for the new structures adoptionogedation are likely to be political will / common
purpose and funding.

Despite positive public talk about regional coofiera localised interests of the district couneitxd
local promotions associations could continue ta b@rrier to longer term strategic initiatives.

The visitor network co-ordination functions willsal require additional funding.

Currently TWC exists on annual funding contractsiclr do not provide for continuity, acts as an
annual diversion of focus (to lobby future fundifiggm their core purpose and could lead to short
term decision making. By contrast the WDC Hokit#&ITE contract is a 5 year contract.
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It is recommended that the funding of TWC and tl&ter Centre co-ordination initiatives be based
on an agreed 5 year contract funding from Localr@ds, DOC and/or possibly DWC, updated every
2-3 years.

The benefits from improvement in visitor centrevgeas are unlikely to be directly experienced bg th
visitor centres, but would reflect in increasedtuissatisfaction and economic benefit in the wider
region.

6 ) % 5 &

It is recommended that the co-ordinating orgarasegimploy a Visitor Network Co-ordination
Manager (or similar title) to coordinate the netwand develop new collective systems. The position
description would include the following:

Develop an annual operating plan for the West Cdesstor Centre Network;
Service feeder i-SITEs with West Coast Tourismimiation and product training;
Develop a structured familiarisation programmeldéaal and feeder i-SITE staff;
Establish consistent and efficient data collectiod reporting mechanisms;
Coordinate quarterly networking meetings for thiewoek staff and management;

Maintain effective signage and static informatiodiaison with Transit NZ, the regional and
district councils;

Ensure the regional web site / visitor centre dadab are kept current, accurate and
comprehensive;

Develop live availability and booking for West Cbasoduct;
Develop West Coast travel packages;

Develop packages to simplify industry investmentigitor centre and RTO promotional
opportunities;

Investigate network coordination of retail stockghasing; and
Coordinate industry presentations to network siafifie visitor centres.
"A, &

The expected cost of this position including salashicle and travel cost is $100,000 per annum.

As soon as possible — early in 2008.

Lo+ 2 G H o,

To avoid ad hoc and inconsistent interpretatiothévisitor centres as money is invested, it is
recommended that the West Coast develop a commigkanterpretation programme, Story of the
West Coast — Te Tai o Poutini. This would cover-puman, Maori and post-European settlement
information and recent development on the Coasty{da, mining, brewing, etc) with elements
designed for each visitor centre, static informasde and multi-media presentation. It wouldtg#a
the story to evolve as visitors travel the Weststeath new learning’s at each site including
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elements of the existing West Coast Heritage Tralis will require a significant partnership with
tangata whenua and industry with a reasonable rimef to allow research and develop content. It
should also integrate the West Coast of the SoutAkrs branding.

"A, &

This project, if adopted, needs to be separatadgiipd and costed. Initial estimates are $50;000
$100,000 for specifying and initial developmentigadditional investment for material production
and installation (the amount will be dependenthaminitial specification project outcome).

It is possible that some funding may be able tsdweced as sponsorship from industry for this
project.

If this project is adopted, it could feed into atpeojects including the web site, the West Coaped
training module, multi-media presentation, touriBxhand visitor centre display upgrades, therefore
consideration of this project should be completed@on as possible.

I/l IIA’ &
The West Coast knowledge held by local and feed#ow centre staff is very important.

It is recommended that a West Coast expert traimodule be developed for both local staff and
those from other regions to set standards for \Wesst Tourism knowledge. This could be executed
in an on-line environment with incentives for othegion staff and used as a basis to upskill them
through a systematic programme of on-site trainimgjtive web information which they can access
to handle counter enquiries, more comprehensiveystananuals and ongoing familiarisation hosting
in the West Coast.

A possible approach to developing this module, ugdélance from the Visitor Network Co-
ordination Manger and with input from Visitor Cemtmanagers, is to use Gabrielle Reid who is
currently the contracted i-SITE NZ South Islandnea. Gabrielle currently manages the update and
delivery of the i-SITE National Certificate in Tasm, Visitor Information (Level 4) content, which
provides her with both a base to add to and a nieartke West Coast to include improved West
Coast knowledge in the standard i-SITE training.

This should include the information on tracks aadilities that DOC staff are currently focused on t
give a wider understanding of this information aeduce the reliance on DOC to provide it.

"A, &

The expected cost of this is $20,000 to $30,0Géxl. Updates could be managed by either the
Visitor Network Co-ordination Manager or contractad.

This should be initiated once the new structuiia gace and a Visitor Network Co-ordination
Manger is employed — say second half of 2008.

#(
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9’ & 5+ "

A key to increasing length of stay and spend onest Coast is to educate the feeder i-SITEs who
influence visitors in the planning and pre bookpigses. It is recommended that an annual plan is
developed to deliver comprehensive relationshifpding, on-site training and West Coast
familiarisation visits for strategic feeder i-SITE®luding Nelson, Picton, Blenheim, Hanmer,
Christchurch, Wanaka and Queenstown. Some of ththMsland’s key i-SITEs such as Auckland,
Rotorua and Wellington should also be covered eg #ne increasingly booking NZ wide itineraries.
This programme should be monitored using a datatbeisding individual staff and the West Coast
products they have visited, setting ongoing targetacrease their knowledge.

This would utilise the West Coast expert trainingienials and packages and would be partly
coordinated with inbound operator training alreadsried out by TWC.

"A, &

This would be delivered by the Visitor Centre Netkv@€o-ordination Manager and mostly utilise
resources budgeted elsewhere. Funding to sumitidrisations and hospitality costs associated
with on site training - $10,000.

Late 2008.

I<I 5+ n

All major West Coast Visitor Centres should becamambers of i-SITE and thereby benefit from the
i-SITE branding, promotion, standards and network.

Currently Westport, Reefton, Greymouth, Hokitikaldfranz Josef are i-SITE members. The
Department of Conservation has now confirmed tf@COPunakaiki and Haast will become members.

The implications of the DOC visitor centres rejoiii-SITE are:
Membership fee of $1,000 per annum (payable by-8BI&Es);

Employment of an additional staff member in Puniikand in Haast to cover the increased
workload of handling bookings. In time this mayfheded by commissions on bookings
(commission on $500,000 of accommodation, actiitgl transport sales is likely to provide
$50,000 per annum in additional income to DOC); and

Implementation of the i-SITE IBIS booking and natb database system — covered later.

Additional and current DOC staff would need to umalee i-SITE training to meet the i-SITE
criteria.

In addition Franz Josef (and other DOC visitor pesjt would be required to move to the i-SITE
standard system of taking full payment for bookiagpposed to the 10% deposit they currently
take. One standard system across the West Caasbisimended to avoid customer confusion and is
likely to become an i-SITE requirement when theamal database is implemented. All of these
visitor centres would need to cease their curresttpce of closing for lunch in the winter.
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"A, &

The expected cost of Punakaiki and Haast joini8{TiE would be an estimated $50,000 per annum
each (staff, membership and an estimate of additicommunication costs). It is expected that the
majority of this would be covered by additionalonte from booking commissions.

DoC regional management have confirmed that thts cekated to the DoC visitors centres joining i-
SITE will be paid by DoC as owners and operatorghefvisitor centres.

Inthe next 1 - 2 years.

v $+ + & &+

It is recommended that IBIS be adopted as the atdrgtoduct database, booking and vouchering
system within all i-SITEs thus providing a commanguct database with booking functionality
across the network and aligning with the natiormtvork. Westport, Greymouth and Hokitika
already operate on the IBIS system.

"A, &

IBIS software costs $2,000 per licence (to i-SIT&mbers) to operate front desk vouchering and back
office payments modules, and $1,500 per PC fosthek module (only 1 required per 2 PCs). In
addition there is an annual maintenance cost of @Jffte (pre i-SITE discount) software cost.

In addition IBIS requires a basic specification ®®@perate on (if existing PCs could not be usad),
thermal voucher printer, with a linked cash-draagmln optional extra.

Centre # | Software [# Stock # PCs # | Printer # Cash Total Annual
Module Drawer Capital |Maintenance
Cost per Unit $ 2,000 $ 1,500 $ 1,500 $ 575 $ 170 20% software
Requirements Cost
- Reefton 2]19%$ 4000)1]$ 1500|2]$% 3000)2]$%$ 575]2]% 340[$ 9415|$ 1,500
- Punakaiki 3]$ 6000)2]% 3000)3[$ 4500] 3 |$ 11503 |$ 510 $ 15160| $ 2,400
-Franz Josef | 3 |$ 6,000|2]$% 3,000) 3% 4500)]3 |$ 1,150]3 |$ 510|$ 15160]| $ 2,400
- Haast 2]$ 4000)1]$ 1500) 2% 3000]2]$% 575]2]|%$ 340|$ 9415]| % 1,500
Total 10| $ 20,000 6| $ 9,000 10| % 15000|10|$ 3,450]|10|$ 1,700 | $ 49,150 | $ 7,800
Training $ 10,000
Total Project $ 59,150 | $ 7,800
Based on IBIS i-SITE pricing advice 12 Feb 2007

Although IBIS estimate a budget of $1,000 per i45Fdr training, this should be delivered through
the Visitor Centre Network Co-ordination ManageA budget of say $10,000 could be applied to
educating local operators on the database ancetiefibs of keeping data up to date.

Winter 2008 (this should not be implemented in peedson).
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|>| $ &
Install West Coast of the Southern Alps brandedss{gh conjunction with

and in addition to the i-SITE branding) on the exie map panels at the
entrance and maps/branding behind counters ofi€aldrE.

This needs to be done in close liaison and wittettgicit approval of i-
SITE NZ to ensure i-SITE branding is not comprordis&ome design
work will be required to develop panels to best sach centre but this
example of an existing panel at Shantytown (alsalis TWC
publications) provides an illustration of the typfgoresentation.

"A, &
$10,000 per i-SITE - $80,000.

Late 2008.

I( 1 n &
Tourism West Coast’s official regional web site gldobe enhanced to deliver all of the content
currently spread throughout the local promotiorsbestion web sites. The individual information

centres should be given ability to edit their locahtent through a central approval process. This
should save the promotions associations around82,$5,000 each per annum.

By aggregating and rationalising the current diafgcontent the West Coast will benefit from
improved search engine ranking, increased viewiead the content and the ability to place local
content in a regional context to encourage dispefsasitors. It should be structured so that loca
groups can still promote their specific URL direditraffic to their part of the regional site. For
example, Greymouth Promotions Association coultstmote a URL that takes browsers directly
to the Greymouth District section of the common svieh

This initiative would also need to include the depenent of on-line availability and booking ability
on the West Coast website, along with the abibtyequest information and advice from visitor
centres. How this develops depends on the developai the i-SITE national database, whether it
has online availability and booking functionalityhether that can be used by members on their
website, and what model is used for operation atinient (outsource or manage in house).

The world is increasingly moving to the internetasource of information and booking. TWC and
the key visitor centres have the opportunity tawagpthe position as “the authoritative information
and booking website” for the West Coast. If TW@ #me i-SITEs do not take this opportunity in a
co-ordinated manner, it will be done by other comuia operators, but is likely to be fragmented and
less inclusive, and have less positive impact ostVe@ast visitation and length of stay.

This may have some impact on commissions earnguiamtucts sold at West Coast i-SITEs. Some
form of commission sharing may be appropriate betwibe website operator and the i-SITE covering
the geographical region of the product booked eretihanced website.
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"A, &
This project needs to be separately specified asted. Initial estimates are:

$100,000: Capital investment in initial design grdlive.

$30,000: Annual operation and maintenance.

Consolidation of existing websites — late 2008efafhanager appointed).
Online booking and availability — early 2009.

¢ + 22+ &
A skills audit should be conducted across the whetevork to inform a comprehensive training plan.

The existing i-SITEs note issues with freeing wgifdtme for training and familiarisations. Under a
co-operative structure it may be possible for wisttentres to share part time trained “locum” staff
who may be able to be used by i-SITEs as coveladded benefit would be the transfer of local
knowledge between centres.

"A, &
$3,000 for a skills audit; and

Based on i-SITE and current West Coast visitorregnénchmarks the cost of staff is $11 - 15
per hour. Therefore the cost of “locum” staffla tigher end of these rates is $120 per day
or $600 per week.

This should be initiated once the new structuiia @ace and a Visitor Network Co-ordination
Manger is employed — say second half of 2008.

I( 1 6 + 2
It is recommended that an independent visitor feati®n monitor be developed by tendering a
contract to undertake independent customer feedfareleying with timely reporting using consistent

methodology across the network. This should bebdoed with any customer surveying initiatives
that TWC may be planning.

The existing self-completion survey forms usedhryindividual centres could continue but a redesign
of these should be considered as part of the fmig¢his new survey project. This survey would not
solely focus on visitor centres and should covenesother destination attribute feedback. As stich i
could be aligned with the “Regional Visitor Monit6rthat several of the major RTOs are already
running in partnership with TNZ and The Ministry Tdurism.

7 Submissions on the Draft NZTS 2015 have called/éve tourism funding to 100% fund the RVM and ibbut to all

regions.
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"A, &
Initial design and establishment. $40,000.
Annual delivery - $20,000.

It is possible that some funding may be availabléen the Draft NZTS 2015 strategy for this. If not
there is a case for both DOC and council fundinigitest in this monitor as it can help to infornerin
on issues such as satisfaction with their publbdifees.

Operational by the end of 2008.

'+ 2 7T % &+
It is recommended that:

A consistent format be developed to give Qualmaik any emerging sustainability
accreditation programmes increased prominenceaprbvide prioritised profile to operators
committing to these programmes. This should bedinated with other means of supporting
Qualmarked operators such as web site and regwoahure profiling; and

Environmental sustainability plans be establistwedetch i-SITE promoting this to centre
users and develop smart display panels outlinisigess of littering and waste management
with locations of dump stations and public toiletsremote tourism routes.

"A, &
$2,000 per centre — total $20,000.

'~ % 1

A key initiative to increase West Coast visitatierpenditure and length of stay (particularly)he t
off-season) is to develop West Coast packagesasishort breaks incorporating the TranzAlpine,
ground transport, accommodation and tour optiormetdistributed by the local and other region i-
SITEs. One or more of the West Coast i-SITEs eardle package bookings as occurs in Hanmer and
there is potential to put together wholesale pgatructures as has been done in Rotorua.
Commission structures should benefit individualteenselling the package with any wholesale
commission feeding into the central visitor cemtegwork funding.

"A, &

This will be developed by the Visitor Network Cadoration Manager and promoted through feeder i-
SITE training and ongoing TWC marketing campaigns.

2008.
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It is recommended that the West Coast:

Enhance visitor centre directional signage andfiy gaps as part of an overall West Coast
Tourism signage audit;

Design high quality static information (kiosks) vitonsistent branding, tailored to specific
sites to supplement the manned information cent&#es include the Arthur's Pass Visitor
Centre, Cape Foulwind Walkway Carpark, Inangahuetlon Store and Kumara Junction
Café with other sites such as the kiosk just noftHokitika needing updating. Information
should include large maps showing “you are herel’@mvard travel options, icon attraction
images, toilet, dump station and visitor centratmns; and

Design options should include panels appropriaténiiallation with private operators such
as at the Charleston Hotel.

"A, &
Direction signs should be accommodated within ksosincil traffic budgets over multiple years.

$5,000 per kiosk site with up to 20 sites developest 2 years $100,000.

2009 - $50,000.
2010 - $50,000.

"9 6
A suggested approach to increasing visitor experalivhilst on the West Coast, and possibly to
increase length of stay, is to develop a tourisiormation channel delivered either via TV

transmission or via an updateable DVD played byemcommodation’s reception and networked to
each room.

This could also be used on in i-SITE TV screenigfiarm visitors whilst they are querying and
increase product demand.

"A, &

$20,000 establishment costs, then advertiser funded

2009.

< & 1, & ) & &

It is recommended that the West Coast visitor eemétwork contract with a plasma screen
advertising operator to deliver more inspiratiomailti-media content and weather information within
i-SITEs. This opportunity could be packaged witiseng brochure display, poster advertising and
other TWC advertising to simplify decisions andes=xtby operators and also raise the presentation
standards for panel displays by operators and ESIT

&#
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Self funding.

2009.

(" & & 6 1,
= 6

This centre is already handling more visitors thamy of the “key” i-SITEs and is a logical stop-off
point for South-North traffic which should increase

It has now been confirmed that Haast will be esthbt as an i-SITE. This will require additional

staff to cover bookings and to cease lunch timewla Part of this centre’s role would be to dsliv
Fox visitor information to compensate for therengeno i-SITE in Fox. Haast i-SITE should also

profile any future Jackson Bay development for tsaiith and north bound visitors.

Apart from becoming an i-SITE and doing booking®, interpretation at Haast needs some upgrading
and steps need to be taken to make internal maimtenmore practical for staff. Any significant
building development could provide an opportuniyatld a concession café facility overlooking the
wetland area outside.

"A, &
i-SITE cost covered earlier. (Acknowledged as a [2o€t)

Interpretation upgrading — not estimated. (Acknalged as a DOC cost)

As soon as possible.

?7@ , 6

This centre needs to:

Undertake a renewal of the interpretation matenmal displays in the visitor centre. This
should be completed in liaison with Hukawai Ice &80 as not to duplicate this existing
attraction;

Increase staffing to enable extended tourism ind&ion and booking training plus continuous
operation through lunchtimes; and

Standardise booking commission procedures to aligmthe wider network.
"A, &
Interpretation upgrading — not estimated. (Acknalgkd as a DOC cost).
IBIS cost included earlier. (Acknowledged as a noSt)

&&



Destination Planning Limited

=% %
Minor issues are:

Increase the counter space; and

If visitor numbers start to crowd the current spag#ions include taking a separate larger
space in the same building or negotiating a visitmtre as part of the BP / Westland Dairy
Products retail complex on the main highway.

4

Greymouth presents a dilemma with a Council sugplorSITE operation and a privately operated
travel service in two locations and in competitiddeally a town the size of Greymouth would have
one visitor information centre.

The i-SITE “franchise” for Greymouth is owned bgtGreymouth Promotion Association (as distinct
from Hokitika where it is owned by Council).

Logically the location of the key visitor centre@eymouth is the railway station, the hub for the

“icon” TranzAlpine service. Although the i-SITHdled a satellite info kiosk at the station andnitu
it not to be worthwhile, this is different from dgsing a dedicated i-SITE at the railway statiomnhwi

comprehensive directional signage.

An attractive rental arrangement is currently riasglin less than ideal accommodation for the
existing i-SITE. The existing building is in neetlexternal renovation. In addition there is some
sense of confusion entering the building with dtiahview of unmanned theatre counters and once in
the i-SITE space, a feeling of clutter caused drious display panels and brochure racks. The
back office space is also inadequate. Longer teemaim should be to secure a larger space to@nabl
some more inspiring interpretive displays. Loaatvay from the main road is not in itself a proble
as Greymouth is reasonably easy to navigate. @wdigonal directional signs are required.

% % 6
DoC has confirmed that the Punakaiki Visitor Centilt become an i-SITE.

In the context of a destination development plarPianakaiki, there is the opportunity to develop an
i-SITE within a comprehensive visitor interpretaticentre attraction, integrating café and cybeé caf
facilities. The design should allow for independe@peration and opening hours of the various
components of the complex. Part of the facilitgudld be dedicated to promoting the northern West
Coast.

Some additional staffing will be required to praifilill booking services and to enable tourism
information and booking training plus continuouggiion through lunchtimes. Consideration should
also be given to ensuring sufficient counter andrflspace for peak times and electronic queuing
systems.

"A, &

Destination development plan / visitor centre fies — part of a separate MRI project and DOC
project.

i- SITE development — covered earlier. Acknowledged DoC cost.
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Install IBIS and continue with enhancements underdather recommended projects in this review
such as interpretation upgrades.

, B+

Develop a new i-SITE facility with complimentarygiees as part of the proposed new “2010”
complex integrating the relocated Coaltown Musedrhis could be in a new building or within the
old municipal buildings which has a striking hegigefacade. If the 2010 project does not progress,
the existing building has reasonable space to weajpegrowth but assistance should be engaged to
make the exterior more welcoming.
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It is estimated that the initiative proposed wocbdt between $220,000 and $500,000 per annum over
the next five years in addition to the current afsbperations of the visitor centres which are
currently being funded by local Councils and DOC.

DoC has acknowledged that the costs identifietiéntable as “DoC Specific Costs” will be covered
by DoC as the owners and operators of those viséntres. This leaves $180,000 to $410,000
incremental costs of the recommendations per arouanthe next five years to be funded.

These estimates do not include replacement or dpgya@f current interpretation in DOC visitor
centres, nor “the West Coast story” production musthllation, which is subject to further
specification and costing.

$000 Year end 30 June Ref 2008 2009 2010 2011 2012

Employ Visitor Network Co-ord Manager 8.3 $50 $100 $100 $100 $100
Story of The West Coast - Intial Stage 8.4 $75
Develop West Coast Expert Module 8.5 $30
Train Feeder i-SITEs 8.6 $10 $10 $10 $10
Install IBIS as standard System 8.8

- Reefton $11 $2 $2 $2 $2
- Training $5 $5
West Coast of Southern Alps branding 8.9 $40 $40
Common Enhanced Website 8.10

- Development $40 $60

- Ongoing $30 $30 $30 $30
Skills Audit 8.11 $3

Staff Sharing and Training $15 $15 $15 $15
Visitor Satisfaction Monitor 8.12 $40 $20 $20 $20
Qualmark and Sustainable Practices 8.13 $10 $10

Package Development 8.14

Signage Review 8.15

Kiosk Development 8.15 $50 $50

Tourism TV 8.16 $20

Multimedia/ Display advertising 8.17

Estimated Incremental Cost $234 $412 $227 $177 $177
DOC Specific Costs

All Visitor Centres become i-SITEs 8.7

- Punakaiki $30 $25 $20 $15
- Haast $30 $25 $20 $15
Install IBIS as standard System 8.8

- Franz Josef $17 $2 $2 $2 $2
- Haast $11 $1 $1 $1
- Punakaiki $17 $2 $2 $2
Total Estimated DoC Specific Costs $17 $90 $55 $45 $35
Estimated Incremental Cost $251 $502 $282 $222 $212
Costs are estimates

The ongoing operating deficits are assumed to gladreduce as visitor and booking volumes
increase.

The new Punakaiki and Haast i-SITEs incrementataipey costs are assumed to be approximately
$30,000 each per annum, with some offset to the$ ftom income from commissions on bookings.
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This report has been prepared for the purposeeaotifging opportunities for collaboration, synergjie
and investment arising from the region's visitdoimation centres that will contribute to enhancing
the visitor experience in the region, encouragiraglpct development, improving service delivery and
quality, increasing industry profitability throudgngth of stay and productivity improvements, , and
increasing the region's competitiveness in tourism.

It is not to be reproduced or used for any othepgse without prior written permission. Deloitieda
DPL do not assume any liability or responsibility fosses occasioned by DWC and other MRI
partners, or other parties as a result of the laticun, publication, reproduction or use of thipog
contrary to the provisions of this paragraph.

Deloitte and DPL reserve the right to review a#l thformation and calculations included or referred
to in this report should any relevant informatiotséing at the date of this report become known.

(" 2

In preparing this assessment, Deloitte and DPL halied upon and assumed, without independent
verification, the accuracy and completeness dhéskmation that is available from public sourcesla
all information that was has been provided to Tike information has been evaluated through
analysis, enquiry and examination for the purpa$dsrming this assessment. Deloitte and DPL do
not warrant that these enquiries have identifieckeealed any matters, which a more extensive
examination might disclose. This report is basethterviews in July — September 2007, and updated
in February 2008 with meetings with stakeholdersellaon the draft report. It is based on infornmatio
available and as advised to us at those dates.

(* 1

This report has been prepared with care and ditigamd the statements and conclusions in the report
are given in good faith and in the belief, on remdbe grounds, that such statements and conclusions
are not false or misleading. However, in no waybtoitte or DPL guarantee or otherwise warrant
the achievability of any forecasts. Forecastdrarerently uncertain. They are predictions of fatu
events, which cannot be assured. They are basgdagsumptions, many of which are beyond the
control of the West Coast visitor centre operatdkstual results will vary from the forecasts and

these variations may be significantly more or lassurable.

Deloitte and DRP assume no responsibility arisingry way whatsoever for errors or omissions
(including responsibility to any person for neghge) for the preparation of this assessment to the
extent that such errors or omissions result fronreasonable reliance on information provided by
others or assumptions disclosed in the reportsuraptions reasonably taken as implicit.



Destination Planning Limited

~% / 0%) 1$ % )



Destination Planning Limited

-% /0 %

Reefton: Building :http://www.reefton.co.nz/ReeftbsitorCentre.html

Ross: from http://www.ross.org.nz/information.htm

Haast: DOC

Nelson Plasma Screen, Queuing system and Maori@odesign: Nelson i-SITE
Napier, Hastings and Rotorua i-SITEs: From thespeetive websites

All other photos: Rob Maclintyre



