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Overview 
 

Despite continued world-wide economic pressures from the global financial crisis, the total 
number of international arrivals into New Zealand for the YE June 2010 was actually 
ahead of YE June 2009 by 3.8%.  Christchurch experienced an increase of 5.9% vs the 
previous year.  This increase is reflected in the region’s share of international arrivals 
which increased to 22% (1% over the target set for the financial year).  Source:  IVA. 
 
This increase has been fuelled by the continued positive performance of the Australian 
market although it is also encouraging to see slight increases from Germany and the USA.  
Australian arrivals into the region have increased by 10% (28,512) over the period which is 
an excellent result.  CCT have continued to focus resource behind this key market and to 
work closely with stakeholders including CIAL, NZ Ski, business partners and all of the 
major airlines.  Total expenditure by Australians is up 15.45% for the YE June 2010. Other 
key markets such as the UK continue to decline and remain a concern for Canterbury. 
Source:  IVS. 
 
The Commercial accommodation monitor shows that Canterbury retained its total market 
share of 15.6%. On the positive side the total nights were up 1.6% reflecting national 
growth. One stubborn area, which we will renew focus on this year is the average visitor 
length of stay. We have not achieved our goal of increasing this measure from 1.8 to 1.9 
nights and it has decreased slightly to 1.79 nights (CAM YE June 2010) 
 
Against a volatile backdrop CCT has been quick to move and adapt itself constantly 
looking for opportunities to drive business to our region. We have been focused on core 
activity of promotion of the region with special emphasis on the New Zealand and 
Australian markets.  
 
 
Financials 
 

This year we recorded a net deficit of $2,100, marginally better than our budget deficit of 
$31,000, and ahead of the $260,000 deficit of last year. Revenue from core funding 
sources was in line with budget and marginally down on the previous year.  
 

Campaign funding of $850,000 ceases this year, however the Capital Endowment Fund 
will increase from $300,000 to $500,000 in the year commencing 1 July 2010.  
 
Additional central government funding for Australia campaigns is also set to help offset 
reduced CCC campaign funding. The Company’s Statement of Financial Position at year 
end is strong. Equity remains at similar levels to last year at $140,000.  
 
 
Key Results 
 

• As a result of successful campaigning in Australia F09/10 the CCT team secured an 
increased level of joint venture funding for the year ahead.  This is a reflection of the 
results achieved to date. 
 

• Despite a trending fall in visitor numbers at the i-SITE and the changed visitor mix 
(more Australians and less long-haul travellers), the net revenue from the Christchurch 
i-SITE has increased to $1,114,606 with a further increase in the average spend per 
visitor.  A continued more commercial approach as well as the dedication of the team 
has resulted in another successful year. 

 
Chair & CEO’s Overview 2009 – 10 
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• The Christchurch & Canterbury Convention Bureau (CCCB) has experienced a very 
positive year with conferences bringing over $70 million into the City.  There have been 
some significant wins and the team have made great progress sourcing business 
visitors from the Australian market and also working with CINZ on larger international 
conferences. 

 

• Christchurch has performed well as a region through the Regional Visitor Monitor 
(RVM) which measures visitor satisfaction, on a quarterly basis.  Australian visitors 
rated their overall satisfaction on their visit to Christchurch & Canterbury 8.6 out of 10, 
only second to Queenstown at 9 out of 10. 

 

• IVS data shows the average expenditure per international & Australian visitor has 
decreased marginally over the last 12 months, however the average i-SITE 
expenditure per head has increased and the daily expenditure in the region, according 
to the RVM, has also increased.  The average daily expenditure to June 2010 was 
$191.36 – 5% above the national benchmark. 

 

• After a static domestic period numbers have grown more in the latter half of the year 
and specific domestic campaigns have reported good results. 

 

• Business Partner membership has reduced in line with expectations due to a change 
in the billing system which more accurately records revenue to the year of 
membership. Memberships are ahead of budget at $525K for the financial year. 

 

• On a PR level CCT have enjoyed visits from some excellent media over the last 12 
months and was successful in launching Phil Keoghan as a Tourism Ambassador for 
the region. 

 

• The average monthly site visits on the website sits at 37,926 which is a significant 
increase over the previous year.  Online bookings gross revenue has also increased to 
just over $200,000 (vs a nominal amount in the previous year). 
 

• The team have forged closer relationships with a number or organisations across the 
city with CDC, Vbase and CIAL becoming platinum/strategic partners. 

 

• The recently formed RWC2011 Governance Group and the appointment of a full time 
RWC Manager for the city has been an excellent initiative. 

 
 
Acknowledgements 
 

The board would like to acknowledge outgoing CEO Christine Prince together with her 
management team for their contribution this year. I’d also like to acknowledge our main funder - 
the CCC continues to provide major financial support to our organisation.  On behalf of the many 
thousands in the industry I’d like to thank them for their support and commitment.   
 
My thanks also go to the directors. I believe we have constantly endeavoured to challenge and 
support the management team. 
 
 
The Year Ahead  
 

• Tourism New Zealand, under the leadership of their new CEO Kevin Bowler, has set 
out a strategy to focus on key markets and digital channels.  CCT will work closely with 
TNZ and other strategic partners to gain synergies and pool resources.  The year 
ahead will see a more significant investment in the Australian market and CCT have 
set a goal of attracting an additional 30,000 Australian visitors.   
 

• During the year the team have worked with the Board to produce a 3 year Strategic 
Plan, which is focussed on enhancing the economic development of the region through 
tourism.  Copies of that plan are available to trustees, business partners and other 
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stakeholders. The i-SITE team have also developed a five year plan to optimise the 
Visitor Centre results. 

 

• The year head will be challenging but the RWC2011 is on the horizon and we are 
starting to see some more positive signs out of some of the long haul markets. 

 

• The September 4th Earthquake had the potential to do serious damage to the tourism 
infrastructure and perception of the region as a destination.  Thankfully very little 
damage was done to the infrastructure with the airport and majority of accommodation 
providers, attractions & services open within hours and days of the event.  

 

• The CCT team have worked tirelessly to assure visitors that the City’s tourism 
infrastructure sustained minimal damage and that Christchurch & Canterbury is open 
and ready and able to welcome them. It is difficult to get a firm read on how much 
impact the earthquake will have on visitor demand for Christchurch and Canterbury 
going forward. Images of the quake damage were viewed by many of our customers 
and perceptions of a city flattened were common. CCT has worked with key tourism 
partners to communicate the reality of the situation. As the weeks and months go on 
we will get a better feel for the impact on tourism. 

        
 
 
 
 
 
 
 

Paul Bingham     Ian Hay 
Chairman (On behalf of the Board)  Acting Chief Executive  
 
18th October 2010 
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Vision 
 

 
 
 
 
 
Rationale 
Current monies injected into the region per day is $5.5 million (through accommodation 
providers, attractions, transport, bars & restaurants and activities).  Have assumed a 1.5% 
increase per annum (to F12/13).   
 
 
 
Purpose 
 

To achieve the vision through attracting more visitors, staying longer, spending more, 
spreading the word and returning. 
 
 
 
Guiding Values 
 

• Visitor & customer service focus 
• Business members & stakeholder collaboration 
• Communities that value tourism 
• Best practice business management 
• Innovation and creativity 

 
 
 
Pillars of Competiveness  
 

• Growing economic return from visitors 
• Business members and stakeholder collaboration 
• Tourism leadership & advocacy 
• Best practice business management 
 
 

 
 
 

 

By F12/13 the tourism sector will contribute $2.09 billion to the Christchurch & Canterbury 
economy. 
 

Strategic Plan 2010 – 13:  Directional Statements 
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Strategic Outcomes 
  

• Increased visitor arrivals from key markets 
• Increased economic return from visitors 
• Recapture the position as New Zealand’s number 1 leisure destination for Australians  
• Christchurch & Canterbury positioned as a desirable short break destination for New 

Zealanders (& Australians) 
• The Christchurch i-SITE is established as the key tool for presenting & selling the 

region and this is reflected in traffic numbers and online bookings 
• Increased numbers of conference delegates and financial return to Christchurch & 

Canterbury from business visitors 
• The development of Christchurch & Canterbury as an incentive destination  
• Supporting business partners & suppliers to optimize profit and provide leadership  and 

advocacy to the sector 
• Supporting the principles of natural & cultural environmental awareness & 

sustainability 
• Our communities value the benefit of tourism 
 
 
Strategies 
 

• Focus resource on key markets (Australia, UK/Northern Europe, USA/Canada, Japan 
& South Korea in conjunction with CIAL) & drive market share 

• Clearly establish Christchurch as the heart of the South Island  
• Engage & enhance key, local & global relationships to drive competitive advantage 

and work selectively with partners to best position the region to each market  
• Embrace the South Island in the long-haul markets  
• Promote & push the region on a domestic front 
• Effective & innovative use of technology 
• Leverage icon city events to drive visitation from out of region e.g. Ellerslie 
• Identify destinational management issues & support the region to optimize the visitor 

experience 
• Building/fostering a dynamic & competent team 
• Prudent management of financial resources 
 
 
 
 
These strategies have been implemented by CCT over the course of the year.  
Please see the following pages for outcomes by depa rtment.   
 
 

Strategies 2009 – 10 
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As a result of our strategy, we have achieved prosperity for Christchurch & Canterbury 
through the following strategic outcomes: 
 

Strategic Outcomes Horizon 1: 09/10 Results 
Increased visitor arrivals 
from key markets  
 

(i) International 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

(ii) Australia – to be  
NZ’s number 1 
leisure destination for 
Australians 
 

(iii) Domestic – 
Christchurch & 
Canterbury  is clearly 
recognised as a 
desirable short 
leisure break 
destination for New 
Zealanders 

 

 
 
 

Due to the world economic 
crisis the team will strive to 
maintain the region’s share 
(21%) of international visitor 
arrivals in relation to 
national visitor arrivals.  The 
International Visitor Survey 
(IVS) forecasts visitor 
arrivals (all countries) to 
Christchurch could be down 
10% from 507,668 (YE Mar 
09) to 456,901.  Total 
arrivals (all countries) 
nationwide YE Mar 09 
2,389,422 
 
To grow Australian visitor 
arrivals from Australia by 
1.7% YE June 09.  
 
 
To increase domestic 
arrivals by 2% (figure of 
2.138 million YE June 09 – 
Christchurch International 
Airport - CIAL).  This 2% 
target is in line with CIAL’s 
goals  

 
 
 

22% of total international 
arrivals achieved – 548,000 
(IVS – YE June 2010) 
 
 
 
 
 
 
 
 
 
 
 
 
 
Increase of 10.0% to 
313,639 to YE June 2010 
(International Visitor Arrivals 
- IVA) 
 
 
Increase of 0.9% to 2.158 
million domestic arrivals 
(CIAL) 

Increased economic return 
from visitors 
 

(i) International  - 
Christchurch & 
Canterbury is clearly 
recognised as the 
heart of the South 
Island 
 

(ii) International and 
Domestic Spend 

 
 
 
 

 
 
 

Average visitor length of 
stay in Christchurch 
commercial accommodation 
achieves 1.9 nights (up from 
1.80)  
 
 
1% overall increase in 
visitor expenditure – 
international from $2,798 to 
$2,826, domestic from $341 
to $344 (IVS and Domestic 
Travel Survey - DTS)  

 
 
 

Average visitor length of 
stay decreased slightly to 
1.79 (Commercial 
Accommodation Monitor - 
CAM YE June 2010) 
 
 
Decline of 5.6% in F09/10, 
to $2,633 (IVS). DTS 
unavailable for 2009/10 
 
 
 

Strategic Outcome Results 
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Overall 15.6% market share of all 
visitor nights (YE June 2009 
CAM) 
 
 
Increase the Australian 
composition of guest nights 
in Christchurch hotels by 
2% to a total of 21% (NZ 
Hotel Council - NZHC) 
 
A 1% increase in domestic 
visitor nights to Canterbury 
by end F09/10 (DTS) 

Market share was stable at 
15.6% YE June 2010. 
However total nights in the 
region increased by 1.6% 
 
Achieved 
 
 
 
 
 
YE June 2010 CAM shows 
a -0.03% decrease in 
domestic guest nights. 
(Please note DTS not 
updated since Dec 09) 
 

Increased numbers of 
conference delegates and 
the financial return to 
Christchurch & Canterbury 
(business visitors) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Implement processes to 
ensure CCCB’s resource is 
targeted to bid activity 
most likely to result in 
business for the region 
 
The development of 
Christchurch & Canterbury 
as an Incentive destination 

TOTAL BIDS: 50 
 
Achieve 35 association 
conference proposals: 
• International – 10 
• Australia – 15 
• New Zealand – 10 
 
Achieve 15 corporate 
proposals: 
• Australia – 10 
• New Zealand – 5 
 
Increase Conference & 
Incentive (C&I) economic 
value to the region by 2% 
(F08/09 $63,501,368) 
 
Increase conference 
delegate days by 2% 
(F08/09 215,179) 
 
Grow regional market share 
from 18% to 20%  
 
Achieve 60% conversion 
rate from bids 
 
 
 
 
Achieve 20 incentive 
proposals: 
• Australia – 15 
• NZ – 5 

 

 
 
Achieved.   35 association 
conference proposals: 
• International – 8  
• Australia – 19  
• New Zealand – 8  
 
10 corporate proposals 
achieved: 
• Australia – 4  
• New Zealand – 6  
 
Achieved.  Value to the 
region increased by 6.6%  
(F09/10 $67,991,145)  
 
 
Achieved a 1.94% increase 
in conference delegate days 
(F09/10  219,348) 
 
Achieved.  Regional market 
share increased to 25% 
 
Conversion average 
achieved was 43% (Note:  
up to one third of bids are 
still pending) 
 
 
Incentive proposals 
achieved was 15:    
• Australia – 11  
• New Zealand – 4  
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Increased awareness of, 
traffic to and quality of 
visits on 
www.christchurchnz.com  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Increased interest and 
bookings on the site by all 
visitors, with the goal of 
increasing visits by 
Australians to the site by 
30% 
 
Value added to CCT 
business partner 
membership by 
demonstrating increased 
site use and leads/ 
bookings/sales 
 

Increase of site visits by 
25% (minimum) from 30,000 
(average) to 37,500  
 
 
 
 
Increase of average page 
views by 25% from 90,000 
(average) to 112,500 
 
Increase of average pages 
per session by 20% from 
2.5 to 3 
 
Increase of average user 
session time by 20% from 
2.5 to 3 
 
Decrease of monthly 
average bounce rate by 
20% 
 
Increase in the number of 
Australian user sessions by 
30%  
 
 
 
 
Increase in the number of 
product searches per month 
• Online sales targets met 
• Increase in online 

revenue                         

Increase of 26.42%% to 
37,926 average visits per 
month. (For the period Jan – 
June 2010 the average 
visits per month was 
42,541) 

 
Increase of 36.49% to 
147,175 average page 
views per month 
 
Increase of 32.29% to 4.08 
average page views per 
session 

 
Increase of 44.17% to 4:08 
average user session time 
 
 
Decrease of 14% to a 
bounce rate of 48.73% 

 
 

Increase of 67% in 
Australian visits 
 
 
 
 
 
Online sales targets met 
 
Gross booking revenue 
increased to $211,185 
which was an increase of 
109% on 2008/09 

Supporting business 
partners & suppliers to 
optimise profit & provide 
the best experience to 
visitors  
 

Private sector funding 
contribution of $850K for 
Australian & domestic 
campaigns 
 
Operator annual fees 
contribute a minimum of 
$590K 

Achieved 
 
 
 
 
Achieved $525,433 (Please 
note:  the change in billing 
date meant that BP’s were 
billed in months other than 
July were only invoiced for 
the months to June 2010) 
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Supporting the principles 
of natural & cultural 
environmental awareness 
& sustainability 

Increase the number of 
Qualmark members by 5% 
(40 per annum for the 
region) 
 

Achieved 

Our communities value the 
benefit of tourism and be 
proactive in terms of 
leadership and advocacy 
 

On average 2 positive 
media messages per month 
 

Achieved 

To increase visitor 
numbers to Banks 
Peninsula and strengthen  
off season performance 
 
 

At least maintain, and aim to 
grow, market share for 
region through tracking 
which includes Akaroa 
Visitor Centre Sales (and 
visitors), CAM and the 
Regional Visitor Monitor 
(RVM) 
 
Send i-SITE visitor centre 
team to Lyttelton Visitor 
Centre to suggest ways of 
increasing visitor numbers 
and revenue 
 
Host no less than 3 industry 
events per year in Banks 
Peninsula, updating on 
industry activity, trends, 
statistics and offering 
opportunity for networking 
 

Visitor numbers through the 
Akaroa Visitor Centre 
increased from 153,852 in 
F08/09 to 165,389 in 
F09/10, a 7.5% increase 
 
 
 
 
Worked with Lyttelton Visitor 
Centre, focussing on cruise 
passengers 
 
 
 
Achieved.  2 Akaroa District 
Promotions/CCT industry 
updates were hosted and 
CEO presented at a further 
ADP meeting 

 
 

 
 
 
 
 
 
 



10 

 
 
 
Marketing 
 
Overview 
 
Key Market Summary 
 

Origin NZ YE June 
2010 

% Change CHC YE June 
2010 

% Change 

Australia 1,119,437 +11.1% 313,639 +10.0% 
UK 248,930 -5.1% 50,327 -4.0% 
USA 194,008 -1.4% 28,568 +0.8% 
China 105,190 -2.2% 7,904 +21.3% 
Japan 83,587 -5.5% 21,625 -19.4% 
Germany 65,021 +3.5% 12,855 +5.9% 
South Korea 61,244 -0.8% 13,528 +2.9% 
 
 

Overall visitor arrivals to New Zealand were up 3.8% despite the worst global recession in 
over 50 years. The key driver of this result was an increase in Australian arrivals that 
almost perfectly offset the collective decline in arrivals from other markets. This was a 
positive and unexpected result for New Zealand as the Ministry of Tourism had forecast a 
decline of 4.2%, but it did mask a shift in the visitor composition that had a profound 
impact on some tourism businesses.  
 
Christchurch visitor arrivals were up 5.9% and while again this mix was dominated by the 
increase in Australian visitors there was positive growth in a number of key markets 
including China and Germany. From these changes Christchurch slightly increased its 
share of international arrivals from 21.5% to 22.0%.  
                                                                                                                                                                      
 
Overall Marketing Strategy 
 

As a result of the changing market composition, and the vast opportunities Australia 
presented, the overall focus of resource and budget has been on growing visitation out of 
Australia. With the addition of the central government RTO Joint Venture funding initiative 
this was given an added boost for the second half of the 2009/10 financial year.  
 
At a secondary level, the domestic market is the focus, while CCT still worked to support 
other international markets with trade and media activity.  
 
CCT in conjunction with TNZ aimed to consolidate and grow longer term opportunities into 
long haul markets as they recover. Like TNZ, CCT has remained flexible to capitalize on 
opportunities that arose during the year. Due to resource and budget these markets have 
a trade and media focus.  
 
The online presence of christchurchnz.com has been developed to support the above 
strategies and ultimately act as the consumer facing for all CCT activity.  
 

Results by Department 
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Australia 
 
Market Overview 
 

Origin NZ YE June 
2010 

% Change CHC YE June 
2010 

% Change 

Australia 1,119,437 +11.1% 313,639 +10.0% 
 
Australia continues to be both New Zealand and Christchurch & Canterbury’s strongest 
market with significant growth in the 2009/10 year. 
 
How many visitors come from Australia?  
• YE June 2010 313,639 Australians arrived 

into New Zealand through Christchurch 
Airport. This accounted for 57% of all 
Christchurch’s overseas arrivals for the 
year (compared to 45% of all New 
Zealand’s overseas arrivals).  
 

• Between YE June 2010 and 2009 there 
was a 10% increase in Australian arrivals. 
This equates to over 28,000 more 
Australians coming to Christchurch than the 
previous year. The growth occurred in the 
Holiday/Leisure market which increased by 
19% to 199,595. This number of Australian 
Holiday arrivals is second only to Auckland 
which had only 4% more, despite having 
almost double the number of Total 
Australian arrivals than Christchurch.  

 

• The Holiday/Leisure market accounted for 
64% of all Australian arrivals into 
Christchurch. This is compared with 43% 
on average for NZ Ports of Entry and 33% 
of all Auckland Australian arrivals. 

 
How long do they stay? 
• 35% of all arrivals stay for 7 days or less 

while 21% stay between 8-10 days. This 
pattern is different for the holiday segment, 
with 8-10 days the most popular grouping 
(28%) and 26% staying 7 days of less. 

 
Spend   
• Australians arriving into Christchurch spend 

a total of $643 million during their visits to 
New Zealand (YE June 2010), making this 
our largest market in terms of expenditure. 
Spending by Australian holiday visitors 
amounted to $488 million (76%).  
 

• Average total expenditure per person for 
the Australian market into Christchurch was  
$2,158 (compared with $2,655 for all 
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visitors to Christchurch). The average total 
expenditure for Australian holiday visitors 
was 16% higher than the average Australian 
arrival at $2,505.  

 
Accommodation Types    
• Hotels (29%) and motels (19%) are the most 

common accommodation types used by the 
overall Australian market. The influence of 
the VFR market is seen in the use of 
privately owned dwellings as 91% of all 
Australian VFR visitors use this form of 
accommodation. 
 

Australian Market Perceptions Overview 
• The key outtake of the recent perception study showed the lack of strong positioning 

and the need to differential between New Zealand’s gateway destinations. As an 
example, six of the nine top performing locations from a brand perspective are all 
strongest on having “spectacular landscapes and scenery.” TNZ presented this as the 
opportunity to dial up unique factors as a means to differentiate the gateways as 
destinations in their own right and also provide different reasons to visit throughout the 
year.  
 

• Overall Christchurch ranked well in terms of prompted awareness and definite plans 
(second only to Auckland in both occasions). Based on this information the marketing 
funnel below identifies how Christchurch is positioned with regard to awareness, 
appeal and considered planning. 

 

• Both knowledge level and the likelihood to consider planning a visit were rated high for 
Christchurch – however the appeal level was only moderate. Therefore the marketing 
challenges going forward are to develop and reinvigorate market perceptions, and 
work to drive and reinforce the appeal.  

 

• When ranking specific 
attributes (to work out the 
brand strengths and 
positioning) the target 
market did not feel 
Christchurch had any 
specific stand out 
strengths. There was a 
moderate ranking on the 
proposition of “suitable for a 
long weekend /short-break” 
although Auckland was the highest ranking destination on this attribute. Despite this, 
Christchurch also did not have especially strong associations with any negative 
statements, meaning that overall Christchurch had moderate to low associations 
across the board and did not show strong connections with either negative or positive 
statements.  

 
Please note, other Canterbury regions were included in the study but outside of Mt Cook 
no region had high enough awareness to have statistically significant results. 
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Market Strategy 
 

The goal in the Australian market for 2009/10 was to optimise Australian visitation, bed 
nights and spend for the Christchurch and Canterbury region. When the first round of Joint 
Venture RTO Funding was announced CCT saw this as the first phase of promotion in 
Australia and broke it down into two areas.  
 

• The proposition of the “long short break” and ensuring that Christchurch and 
surrounding districts were seen as the ideal place for a long weekend/7 day break.  

• The ski market and working alongside other RTOs within the SkiTMN as well as a 
Canterbury focused stand alone message. Secondly was  

 
The focus was to create hooks, reasons and special price points to drive visitors to 
Christchurch and the broader region. Ultimately the aim was to tap into the ‘latent’ 
consideration on the part of Australians to come to New Zealand and position Christchurch 
as the main leisure hub for the Australian market.  
 

Overall goals for the year included: 
 

• To establish the ‘unique selling points for Christchurch & Canterbury to differentiate the 
region within the Australian market 

• To establish a competitor edge over other New Zealand gateway destinations  
• Contribute to re-capturing and growing Christchurch’s number one position of leisure 

arrivals out of Australia versus other NZ airport 
• Contribute to increase the number of skiers from Eastern Seaboard markets in 

Australia to the South Island (particularly Mt Hutt) 
 
 
Market Activity 
 

Government funding was secured in December. This funding was to be spent on in-market 
activity that occurred before 30 June with the overall measurement capturing trends 
through to September 2010.  
 
CCT’s total spend (including partner and central government contributions) during this six 
month period was $2,000,000.   
 
Within the requirements set by Tourism New Zealand the objectives of this work were to 
ultimately drive an increase in visitor arrivals out of the Australian market via established 
partnerships with key conversion partners – namely airline partners. All activities were 
focused on the Eastern Seaboard of Australia.  
 
 
Summary of Campaign Activity 
 

Summer 2009/10  
 

CCT had not previously been in market in Australia with a summer campaign. For the 
2009/10 summer, an integrated marketing communications programme worked to raise 
awareness of the region’s point of difference – its capacity to offer an experience that fulfils 
the “desired emotional response” Australians look for in a destination. Ultimately the aim 
was to create compelling reasons to visit christchurchnz.com and deliver bookings to the 
CCT business partners. This utilised the newly developed “What’s Hot” deals microsite.  
 
CCT Summer Online Campaign 
• Total Budget $150,000 
• Total Media Spend $130,000 
• In market 17 January – 20 March 2010 
• Positioning – Create compelling reasons to visit christchurchnz.com 
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The campaign successfully drove traffic to christchurchnz.com as there was an 83.4% 
increase in Australian visitors when comparing the 2010 campaign period to the same time 
in 2009. In addition to there was a further 7,855 visits to the micro-site. 
 
The online advertising as a whole delivered 36 million impressions and 34,000 clicks. This 
equated to a Click Through Rate of 0.09% and an average Cost Per Click of $2.75. 
 
 
Autumn 2010 
 
The rationale for investing in an autumn campaign was to drive visitation from Australia in 
the traditionally tough ‘shoulder period.’ Conversion was the ultimate goal and the creative 
approach was to focus on seasonality and showcase the beautiful colours that are on offer 
during the autumn period. The overall proposition was “the very best of New Zealand is 
here in Canterbury”.  
 
Consistency with past TNZ campaigning around autumn was achieved by using pre-
existing footage (much of which was used in TNZ’s part campaigns) as well as 
incorporating their key talent, Petra Bagust.  
  
1. CCT Autumn Integrated Campaign 

• Total Budget $740,000 
• Total Media Spend $630,000 
• In market 7 March – 30 April 2010 
• Positioning – The very best of New Zealand is here in Canterbury, you needn’t 

travel anywhere else 
• Conversion Partner – Pacific Blue 
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Results: 
 
The campaign successfully drove traffic to christchurchnz.com as there was a 74.4% 
increase in Australian visitors when comparing the 2010 campaign period to the same 
time in 2009. This figure includes the newly developed CCT microsite.  
 
Media selection for the campaign included TV, screens at the Easter Show (Sydney), 
Newspaper Inserted Magazines and an online schedule. Within the online schedule 
over 20 million impressions were delivered and over 12,000 clicks. This equated to a 
Click Though Rate of 0.06% and an average Cost Per Click of $5.86 

 
 

2. Pacific Blue New Zealand Joint Venture 
 

To increase the conversion element CCT 
alongside a number of other RTOs partnered with 
Pacific Blue. The ultimate goal was to educate 
consumers about the different gateways into New 
Zealand and push conversion via appealing price 
points.  
 
There was an overarching destinational message 
to tie the campaign together as a whole, but 
individual RTOs expressed their differences 
through separate creative executions and tactical 
fares through Pacific Blue and packages through 
Blue Holidays.  

 
• Total Budget $600,000 
• CCT Investment $25,000 
• In market 21 February – 20 March 
• Partners – Pacific Blue, TNZ, Tourism Auckland, Positively Wellington, Dunedin 

Tourism, Hamilton Airport and Destination Queenstown 
• Positioning – Visit New Zealand, we are now 30cm closer to Australia and it’s time 

to pass savings on to the consumer 
 
 
Airline Results Autumn:  

 
Pacific Blue expressed that campaign results were positive with both ex MEL and 
SYD were the strongest performers at the start of the campaign whereby ex BNE 
increased towards the end. Please note unfortunately specifics on airfare sales cannot 
be provided due to the sensitive nature plus the campaign also prompted lead-in fares 
which is impossible to track sales were accounted to this campaign.  

 
 

Winter 2010 
 
The 2009 winter had been hailed by operators as very successful. Airline figures saw an 
increase of 16% on the previous year and the goal was to continue this momentum and 
drive visitation to the region. 
 
All the activity in Australia that focused on ski ultimately worked together. Tourism New 
Zealand went into market with a 30 second television commercial to advertise “early bird” 
skiing which was supported by online follow up in April and May. Ski TMN followed with a 
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South Island focused campaign (details below) and the CCT campaign had a pure 
Canterbury message. 
  
 
 
 
 
 
 
 
 
 
 
1. Ski TMN Winter Joint Venture Campaign 
 

The Ski TMN group proposition is “Skiing in the South Island” and encompassed a 
number of different partners. The objectives of this work were to communicate a clear, 
concise message into the Australian market about choosing New Zealand over other 
alpine destinations. Key messages and the creative look and feel were seen as an 
extension of the work done in 2009 with a consistent approach taken. 

 
• Total Budget $1,137,000 (50% matched by the JV RTO Funding Process)  
• Total Media Spend $749,000 
• CCT Investment $100,000 
• In market February - June 
• Partners – CIAL, NZ Ski, Mt Hutt Marketing Group, Mackenzie Winter Marketing 

Group, Wanaka Tourism, Treble Cone, Cardrona Alpine Resort and Destination 
Queenstown 

 

 

 

TNZ – Ski New Zealand Message 

Ski TMN – Ski South Island Message 

CCT – Ski Canterbury Message 
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2. CCT Winter Integrated Campaign 
 

The CCT winter campaign leveraged off both the above campaigns by giving a 
specific “fly into Christchurch” message and a price point to push conversion. Timings 
coincided with both campaigns above, specifically TVC placement for the CCT 
campaign was integrated into the TNZ TVC schedule.  

 
• Total Budget $700,000 
• Total Media Spend $630,000 
• In market 7 Feb – 30 June (two bursts) 
• Positioning – Where city meets ski, the ultimate winter wonderland 
• Conversion Partner – Jetstar  

 

 

 
 
 
Airline Results Winter: 
 
“It is hard for us to see any trends that we can confidently contribute to the activity we 
did as there were no sale fares.  But I can give you some indicative figures that we 
can loosely say can be contributed to advertising over the last months – we are 
always confident that there is a direct response from our advertising. Top line info – 
figures are sensitive so this is as detailed as we can get.  Forecasted load factor for 
the next 8 weeks for Christchurch City Pairs from AU is sitting at an average of 75%.” 

- Pieta Golden, Jetstar – 17 May 2010 (Regarding Winter Campaign) 
 
 
Activity Post June 2010 
 

During the latter part of the 2009/10 financial year the second JV Funding proposal was 
sent to Tourism New Zealand for. This document outlined the proposed activity in the 
Australian market for the 2010/11 financial year. Two proposals were sent through, one 
with a contribution of $1.34 million and one at $1.0 million. The rationale for submitting two 
proposals was to apply within the conditions of the $1.0 million cap that was part of the 
funding requirements.  
 
The second application was matched at $1.0 million bringing the combined CCT funding 
pool for the 2010/11 year to $2.34 million.  
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PR & Media 
 

Throughout the year the CCT team continued to underpin all Australian campaign work 
through an aggressive media and PR famil strategy.  
 
Australian 
Famils 

 2008/09 2009/10 % Change  

CCT Driven  No. of Famils  5 10 100% 
 No. of Media 12 17 42% 
TNZ Driven  No. of Famils  6 7 17% 
 No. of Media 6 7 17% 
 
Australian PR and Media Famil Highlights 
 
• Qantas Inflight Magazine (May 2010): Susan Skelly is the editor of Qantas in flight 

magazine (monthly magazine, circulation 130,000, readership 411,000). The coverage 
generated by this visit was of high quality, including valuable incentives to visit the 
region during Rugby World Cup as well as providing good quality editorial on her 
experiences in Christchurch and surroundings. 
 

• Australia House & Garden (March 2009): The respected Leo Schofield visited 
Christchurch during the Ellerslie International Flower Show with photographer Nick 
Watt to research a story to be published in Australian House & Garden (publication 
expected in 2011). The magazine has a circulation of 96,554 and reaches 535,000 
readers. During his stay, Leo experienced activities and dining venues in the city. 
Shortly after his trip, He produced stories for Tasmanian publications painting a 
glorious profile of the Garden City. 
 

• Ski the Heart of the South (August 2009): Several group famils were CCT generated 
during the year to invite target publications from NZ and Australia to the region. 5 
media joined this famil, including 3 Australians: The Illawara Mercury (around 85 000 
readers), Holidays with Kids (over 600,000 readers) and the Mountainwatch.com 
website. On this famil, the media were led to experience the city as a great base for 
winter activities. They then got taken to the Mackenzie District for skiing and mountain 
experiences. The coverage generated from this trip reached various channels (web, 
glossy and broadsheet) and a large range of readers (families, skiers) 

 
In January 2010, CCT began work with Barking Owl Communications a PR consultancy 
based in Sydney. Through this work the intention was to increase market and media 
intelligence, identify and recruit opinion leaders and key influencers, have the ability within 
the Australian market to liaise and pitch to mass media as well as using their experience 
and contacts to develop targeted media opportunities.  
 
Highlights from the Barking Owl partnership: 
 

Phil Keoghan Media Event 
A media lunch was held in Sydney on 26 March 
2010. Twenty high quality travel/lifestyle Australian 
media were hosted by Phil Keoghan to discuss his 
involvement with CCT as an ambassador for the 
region. There was a considerably high level of 
immediate media interest and interviews 
surrounding this period including on a high profile 
Channel 7 live morning show and a number of live 
radio interviews. Post-event there was significant 
media coverage cementing Phil Keoghan’s 
involvement with CCT on an ongoing basis.  
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• Total Budget $40,000 
• Date 26 March 2010   
• Venue Four Seasons Hotel, Sydney 
• Phil Keoghan face of the region 
• Included CCT ambassadors showcasing regional industries such as wine, design 

and ski. Idea being the “four seasons of tourism”.  
 
 
Trade Activity 
 

Throughout the year the CCT team continued to underpin all Australian campaign work 
through an aggressive trade famil strategy.  
 
Australian 
Famils 

 2008/09 2009/10 % Change 

CCT Driven No. of Famils  9 9 0% 
Pax 93 61 -34% 

TNZ Driven No. of Famils - 1 - 
Pax - 6 - 

 
 
Australian Trade Famil Highlights 
 
• Value Tours – The Great Race (August 2009) – Based on the amazing race, we spilt 

the group into two teams of six pax and spent the day solving clues and racing the 
city of Christchurch. All the effort put into this famil resulted in amazing feedback and a 
great template to use for future famils where time is limited. 
 

• Accor Australia (February 2010)  - The famil consisted of 14 pax from Value Tours, Air 
New Zealand, Flight Centre, Qantas, Blue Holidays, Stella and Grand Pacific Tours. 
The famil focussed on extended stay in Christchurch and new and different products 
not normally included in Australian touring itineraries. Extremely positive feedback was 
received regarding this famil with agents commenting on the fact that they didn’t know 
there was so much to see and do in and around Christchurch City. 
 

• TNZ Australia ‘Which New Zealand are you this time’ (March 2010) – The famil 
consisted of five key Australian Product Managers from Viator, Grand Pacific Tours, 
Scenic Tours, Stella and Creative Holidays. Three nights were spent in the region 
including Christchurch, Lake Tekapo & Mt Cook.  As a result of the famil there has 
been product uptake in all Christchurch & Canterbury regions visited and there was 
great positive famil feedback. 

 
In addition to famil activity a number of other trade initiatives in Australia occurred over the 
course of the year.  
 
Highlights of this activity: 
 

• Newmans Road Shows Australia (27 – 29 July 2009) 
Over 400 frontline agents were updated and trained over a three day roadshow. 
Roadshow participants included Newmans Holiday preferred consultants from Harvey 
World Travelscene American Express, Flight Centre and the Concorde Agency 
Network. A separate training session was conducted to key reservation staff in 
Brisbane.  
 

• Kirra Tours Road Show Australia (16 – 21 August 2009) 
Over 50 frontline agents were updated and trained during a six day roadshow on how 
to effectively sell the Christchurch & Canterbury region. The roadshow was the ideal 
opportunity to get in front of Australian travel agents selling New Zealand to promote 
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the regions offerings in conjunction with the new Kirra Tours brochure and promoting 
longer stays in Christchurch. A separate consumer session was conducted in the 
evenings for three hours per city with a turnout of over 400 consumers.  
 

• ANZCRO Spring Joint Venture Campaign (August – October 2009) 
Flight Centre, Travelworld, Escape Travel and Jetset channels. Brochure and online 
advertising under the above brands 

 
 
Domestic 
 
Market Overview 
 

Origin CHC YE June 2010 
  

% Change 

Domestic  2,158,712 +0.9% 
 
Domestic arrivals into Christchurch have 
seen an average growth rate of +2.8% over 
the past 5 years, however over the past year 
this has slowed to an increase of +0.9%.    
 
Indicators that the domestic market has 
remained stable through the year were also 
evident in the Commercial Accommodation 
Monitor which showed a -0.03% decrease in 
domestic guest nights YE June 2010.  
  
                 
Market Strategy 
 

Overall goals for the year included: 
• Drive local competitive edge through defining points of difference of Christchurch and 

Canterbury over our competitors  
 

• Maintain domestic visitation and pro-actively contribute to visitor expenditure and 
increase room nights by driving length of stay 
 

• Develop the online channel to drive the domestic market  
 
The market is dominated by competitive airline pricing strategies for the leisure/holiday 
market, therefore it is difficult to build a brand and a destinational proposition based on the 
small spend that is dedicated by CCT to the domestic market.  
 
It was identified that CCT needed to break down some of the negative perceptions of 
Christchurch that are held in the North Island. To do this campaign development has been 
focused around events and specific messages to targeted groups. Campaigns in the latter 
part of the year (Winter 2010) changed look and feel to more closely align with the work in 
Australia. The ultimate rationale for the change was to move perceptions of “conservatism” 
to thoughts around being a boutique and retro city.  
 
 
Market Activity 
 

Spring 2009 
 
CCT implemented an on-line campaign to promote short-break holidays throughout the 
city and region during September, October and November. In-market from 7 September – 
15 November 2009, the campaign aligned with NZ Cup & Show activity with 
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complimentary media buy and extending the “Show” message with a broader seasonal 
proposition “Spring in to Life” aimed at capturing the vibrancy of the season.  
 
• Total Budget $45,800 
• Total Media Spend $27,000 
• In market 7 September 2009 – 15 November 2010. Align with NZ Cup & Show activity 
• Proposition – “Spring in to Life” 
• Campaign Partners – CCC and Hurunui. (Excluding contributions from 26 

accommodation providers, 2 activity providers and 3 transport providers) 
 

 
 
The core medium used was online and as a result visitation to christchurchnz.com and 
specifically the specials page averaged more visits per day than the 2008 activity.  
 
The campaign generated approximately 90 direct bookings, up compared to the 45 
bookings compared to the 2008 campaign. With 35% of the 2008 budget, the campaign 
generated twice the comparable sales. Domestic visitor arrivals were down 3.43% the 
months of September, October and November from 555,466 arrivals in 2008 to 536,405 
arrivals in 2009 (CIAL stats).  
 
 
Summer 2009/10 
 
Summer activity, endorsed by consulted business partners, 
incorporated a direct DM piece partnering with the Christchurch 
City Council SummerTimes brochure. Two versions of the DM 
piece were developed with a combined total budget of $90,000. 
 
1. CCC SummerTimes Brochure 

• Distribution: 175,000 – Christchurch, Waimakariri and 
Selwyn 

• Distributed: 11 December 2009 
 

2. CCT summarized ‘Your Summer’ 
(Developed to target North Island market) 
• Distribution: 100,000 – Magazine and broadsheet 
• Distributed: 20 December – Sunday Star Times 
• 21 December – NZ House & Garden, NZ Gardener 
• 28 December – Metro  
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The objective of this activity was to ensure Christchurch & Canterbury remains front of 
mind when consumers are considering summer holiday options, thus securing market 
share, increasing visitor numbers and expenditure over a peak season which is anticipated 
to underperform. This brief was to develop the annual council SummerTimes programme 
in to a highly emotive destinational piece that delivers regional brand messages as well as 
campaign call to action. 
 
 
Winter 2010 
 
Despite the lack of CCT domestic campaign domestic arrivals into Christchurch were 
strong in the beginning months of 2010 with CIAL having record domestic arrivals for 
March 2010.  CCT endeavoured to continue this interest via a winter campaign highlighting 
the 18 ski areas message.  
 
• Total Budget $45,000 
• Total Media Spend $31,000 
• In market 4 – 30 June 2010 
• North Island focus (Auckland and Wellington only) 
• Proposition – Competition supported by Air New Zealand, Apex Car Rentals, Hotel 

Grand Chancellor and NZ Ski 
 

 
 
 
Results for the campaign show that it was 
successful as there were over 3,000 entries into 
the competition with approximately 30% signing 
up to the CCT database. With a large portion of 
the media spend being placed in online activity 
the increase in domestic traffic to 
christchurchnz.com was very evident – with an 
80% increase on the month prior and specifically 
in the Auckland and Wellington markets.  
 
In terms of domestic visitor arrivals over the 
winter period there was a 3.5% increase over 
the June – August 2010 vs 2009 period. 
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PR & Media 
 

Throughout the year the CCT team continued to underpin all domestic campaign work 
through an aggressive PR and media famil strategy.  
 
Domestic 
Famils  

 2008/09 2009/10 % Change 

CCT Driven No. of Famils 13 25 +92% 
 No. of Media  18 32 +78% 
 
 
Domestic PR and Media Famil Highlights 
• WinterGarden City (July 2009), Boutique Christchurch (October 2009) and Girls 

Weekend (June 2010) were three of five major group Famils generated by CCT in the 
financial year. These famils were fully guided and brought 6 Domestic media to the 
region. These famils are built around key events (Winter Festival, Akaroa French Fest) 
and key messages (Christchurch is a winter destination, Christchurch appeals to girls 
seeking a fun weekend etc…) and a broad range of Business Partners are given the 
opportunity to host during the Famil. Coverage appeared in the Dominion Post 
(250,000 readers), NZ Herald (488,000 readers), Sunday Star Times (608,000 
readers), Herald On Sunday (382,000) and more is expected in the Spring AA 
Directions Magazine (968,000 readers). 

 
 
International 

 
Market Overview 
 

Origin NZ YE June 
2010 

% Change CHC YE June 
2010 

% Change 

UK 248,930 -5.1% 50,327 -4.0% 
USA 194,008 -1.4% 28,568 +0.8% 
China 105,190 -2.2% 7,904 +21.3% 
Japan 83,587 -5.5% 21,625 -19.4% 
Germany 65,021 +3.5% 12,855 +5.9% 
South Korea 61,244 -0.8% 13,528 +2.9% 
 
Christchurch saw positive growth in four 
of the six other major markets and 
increased its overall market share of 
international arrivals slightly to 22%.  
 
All main gateways saw an increase in 
arrivals with the whole of New Zealand at  
a 3.8% increase, Christchurch saw a 
5.9% and Auckland just a 2.5% increase.  
 
Guest nights in measured 
accommodation showed that 
Christchurch and Canterbury maintained 
the 15.6% market share (YE June 2010).  
 
Total International Guest Nights as 
measured by the CAM showed a 3.5% increase for the Canterbury region. This was higher 
than Auckland (2.4% increase) and Wellington which showed a decline (-2.4% decrease).  
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Market Strategy 
 

CCT’s focus in other key markets has to drive growth in line with Tourism New Zealand. 
Essentially this has been identifying key travel trade in order to educate them on the key 
USP’s of the region and the reasons why their clients should be including Christchurch and 
Canterbury within their itinerary.   
 
Overall goals for the year included: 
• Optimise CCT’s performance in the core international markets (UK, USA, Japan, South 

Korea and Germany) in terms of visitation, length of stay and expenditure.  
• Optimise CCT’s performance in the developing tourism markets (China, Canada, India 

and Singapore) 
 
 
Market Activity 
 

CCT worked to establish the clear position for Christchurch and Canterbury as the “Heart 
of the South Island” and essentially embrace the South Island message in long-haul 
markets.  
 
This was done via a number of different mechanisms including visits to international 
markets which included sales calls, frontline training workshops and quality time with 
product managers. There was a clear focus on staying longer in Christchurch and using 
the city as a base to explore the region and South Island in more depth. 
 
A focus was put on driving and enhancing key relationships with significant wholesalers 
done electronically and included new product updates, quarterly call cycle mail-outs, 
familiarisation support, updating the trade section on christchurchnz.com and translation of 
material where appropriate.  
 
International Trade Highlights: 
 

• Kiwi Link India – Including Bangkok and Singapore Trade Training (30 August – 18 
September) 
Bangkok and Singapore included a combination of presentations and sales calls to key 
trade partners. Bangkok included a day of presentations to fifty-five key product 
planners and frontline staff with a focus on travel into and out of New Zealand via 
CIAL, staying longer in the Christchurch and Canterbury region and updating of the 
large range of activities that suit the Thai market. Singapore was structured similarly to 
Bangkok with seventy-one key product planners and frontline staff updated on our key 
messaging.  
 
Kiwi Link India included twenty-six RTO’s and operators evenly covering New Zealand. 
The operators representing Canterbury were the International Antarctic Centre, Up Up 
and Away Ballooning and Whale Watch Kaikoura. Three hundred and forty five key 
product planners and frontline staff were trained and updated during the course of the 
programme.  
 

• International Marketing Alliance (IMA) Trip to the UK, Netherlands and Germany (16 – 
31 July 2009) 
Combined presentations and appointment in conjunction with the West Coast to 
frontline agents and product managers organised by Tourism New Zealand.  
Fifty one-on-one appointments with product managers targeted increased nights in the 
Christchurch and Canterbury region, larger brochure inclusions, identifying new 
business opportunities and seek out interest for any joint venture opportunities. Over 
ninety frontline staff in the UK were updated on the region with a focus of clients 
staying longer in the region.   
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• TRENZ (24 – 28 May 2010) 

TRENZ was held in Auckland during May. The two buyer streams for CCT contained 
98 appointments and the Banks Peninsula stream contained 45 appointments. Two 
presentations were developed for the Christchurch and Canterbury region. The first 
outlined new regional product and a regional update and the second highlighted 
touring routes. All presentations concentrated on promoting longer stay in the region. 
Fifty USBs were loaded for key buyers containing five regional touring itineraries, new 
image library and business partner product updates. Media USBs were also given out 
to targeted media containing the latest media releases for the region.  

 
 
Trade Famils 
 

Throughout the year the CCT team continued to underpin all International trade work 
through an aggressive international trade famil strategy.  
  
International 
Famils 

 2008/09 2009/10 % Change 

CCT Driven No. of Famils  21 19 -10% 
Pax 125 88 -30% 

TNZ Driven No. of Famils  19 8 -58% 
Pax 88 63 -28% 

 
 
International Trade Famil Highlights 
 
• Post TRENZ Christchurch & Canterbury Famil (May 2010) – This famil consisted of 

seven Product Managers from China, Thailand and India with companies including 
Cox & Kings, Destination Globe, Travel Planners, Shantou Tourist General Co., Go 
Together Travel and Poloair Holidays. This three and a half day comprehensive 
itinerary focussed on the activities you can participate in using Christchurch as a base 
and showcased Akaroa, The Christchurch High Country and Christchurch inner city 
activities. The feedback post famil was extremely positive with the agents commenting 
that they had no idea there was so much to do in and around Christchurch and they 
would definitely be encouraging their clients to spend more time in the region. 

 
 
PR & Media 
 

CCT does not proactively target international media and therefore the strategy with regard 
to international media is to support Tourism New Zealand and ensure Christchurch and 
Canterbury are actively promoted and obtain international profile through their International 
Media Programme.  
 
International 
Famils 

 2008/09 2009/10 % Change  

CCT Driven  No. of Famils  5 4 -20% 
TNZ Driven No. of Famils 47 49 +4% 
 
International PR and Media Famil Highlights 
 
• Daily Telegraph UK (UK- April 2010): This file was the first major rugby file from the UK 

(circ 824,000 and 7.8 million unique users per month). The roadshow type filming is 
part of a six month project on a microsite to promote New Zealand for the Rugby World 
Cup. The trip's purpose was to film a series of videos that can be used to showcase 
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the main hubs for British fans visiting New Zealand for the RWC and showing the types 
of activities they can do here that are within easy reach of the matches. 
 

• Beverly Maeda (Japan - April 2010): Beverly Maeda is a Japanese Opinion Leader for 
New Zealand. This year, she came for the third time to NZ, her second time to 
Canterbury. Beverly is extremely influential among the Japanese target market of 50+. 
Each trip she takes to NZ is followed by a great number of media, reaching several 
thousand people. On this trip, she was followed by online media (1,350,000 page 
views/month; 130,000 unique users/month) and a magazine (115,000 copied 
nationwide). Her visit triggered direct coverage in those channels but Beverly also 
talked about her experiences in Canterbury on a show reaching 7 million viewers on 
TV Tokyo. 

 

• OFF Magazine (Korea – April 2010): This visit was the most complete in terms of 
regional coverage for Canterbury. The chief editor and 3 other staffs travelled for 10 
days in the region to create the most complete International publication. The magazine 
covers over 100 pages with only one destination of the country, which distinguishes 
OFF from other travel magazines. 25,000 monthly copies were printed. Potential extra 
coverage includes the Gold membership magazine of City Bank (Circulation: 60,000/ 
bi-monthly) and the VIP magazine of Kookmin Bank  (Circulation: 110,000/ monthly.) 

 
 
Online 
 
Results Overview – www.christchurchnz.com 
 

 2009/10 2008/09 % Change  
Site Visits Per 
Month* 

37,926 34,347 +10.42% 

Average Page 
Views Per Month* 

147,175 107,829 +36.49% 

Average Pages per 
Session 

4.08 3.08 +32.29% 

Average User 
Session Time 

4:08 2:52 +44.17% 

Monthly Average 
Bounce Rate 

48.73% 76.58% -14.00% 

*please note this includes all sites that CCT manages.  
 
The new Christchurch & Canterbury 
Tourism website was launched in June 
2009. The role of the site is to give visitors 
clear and compelling reasons to visit 
christchurchnz.com, to create a sense of 
urgency, to drive conversion and have the 
ability to profile key messages and 
business partners.  
 
It is evident from the results that when 
campaigns both domestically and in 
Australia were in market it had a profound 
effect on the site traffic. Despite higher 
levels of visitors due to the campaign work 
the quality of the visitor has also been  
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positive as when compared to the previous year visitors were viewing significantly more 
pages and spending longer on the site. Also the bounce rate (the percentage of single-
page visits/visits in which the person left the site from the entrance page) reduced 
dramatically.  
 
It is worth noting that as CCT’s core focus Australian visits during the campaign period 
increased by 93%.  
 

  
Australian Visits 
2010 

Australian Visits 
2009 

 % Change      

January 13,956 9,680 +44% 

February 22,292 7,578 +194% 

March 14710 10,766 +37% 

April  19,986 10,302 +94% 

May 19,564 8,455 +131% 

TOTAL 90,508 46,781 +93% 
 
In January 2010 additional real-time booking functionality was added to the site via the 
Wotif booking engine – therefore the site held booking capabilities by three major New 
Zealand booking engines. This increased the total number of booking made through the 
site by 71% and the total amount spent by 109%.  
 
  2009/10 2008/09  % Change      

Total Spend  $211,185 $100,968 +109% 

No. of Bookings 947 555 +71% 
Average cost per 
Booking $223.00 $181.92 

 
+23% 

 
Despite only having sales since January, the number of booking numbers generated 
through Wotif was greater than BookIt, 14% (or 136 bookings) versus 12% (or 113 
bookings). Vianet generated the most significant amount of bookings in 2009/10, 74% (or 
698 bookings), however since June 2009 Vianet was purchased by TradeMe Travel 
(owner of BookIt) and it has been merged with the BookIt channel.  
 
Website Optimisation 
Hairy Lemon came on board as a digital agency supporting the CCT team to increase 
traffic to christchurchnz.com. A number of different initiatives were developed.  
• Content management and content development  continued to be the focus  
• Link Building and link baiting 
• Search engine optimisation - Reviewing target key words and increasing rankings for 

these key words, often which can relate directly to business partners.  
 
During the year the decision was made to create a deals microsite accessed from the main 
CCT website www.christchurchnz.com.  The microsite enables better profiling of business 
partners & easier imaging, content, deal flexibility and booking access than the main site. 
 
www.whatshot.christchurchnz.com  – Deals and Special Offers Microsite 
 

The microsite was developed with the intention of housing deals in more comprehensive 
way than the current specials environment allowed for. CCT wanted this site to be visually 
exciting, to generate interest in the region and entice consumers to book ‘Hot Deals’ deals 
provided by our business partners.  
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The home page of the microsite became a 
colourful page that housed 12 rotating tiles 
containing high quality imagery and fun and 
cheeky messaging, covering a range of activity 
and accommodation deals, and events in the 
region. During the initial phase the home page 
also contained features to highlight individual 
deals such as ‘Pick of the Week’ and ‘Deal of 
the Week’.  
The microsite has contributed over 8,000 visits 
per month since its launch. 
 

 

Social Networking and CCT Blog ( blog.christchurchnz.com )  
 

The CCT blog was launched mid-December 
2009 as a mechanism to create content that 
would normally sit outside of 
christchurchnz.com, to provide an “insider’s 
perspective” to the region and allow CCT the 
ability to create content that would aid search 
engine optimisation. The blog has contributed 
1,454 visits per month since its launch.  
 
During the course of 2009/10 CCT integrated 
content predominantly into the social 
networking site of Facebook. Secondary to that 
is work with Twitter and YouTube. These 
channels allow CCT to position content in 

different and sometime more meaningful ways to consumers and to take a more 
personalised approach. Uptake has been steady with 1,700 fans/likes on Facebook and 
2,300 followers on Twitter (as at September 2010).  
 
Throughout the year a number of different ways have been trialled to increase this 
“conversation” element & interaction with consumers through social networking channels.  
 

 
Banks Peninsula 
 

Overview 
 

Over the year CCT worked to integrate Banks Peninsula fully into the market and 
sales/trade initiatives. This aim was to increase visitor numbers to Banks Peninsula by at 
least maintaining and/or growing the market share for the region.  

 
Trade 
 

The region was represented to overseas by the CCT trade team during all of the events on 
the international sales call cycle. A highlight of this activity was during TRENZ and ITOC.  
 
TRENZ (24 – 28 May 2010) 
TRENZ was held in Auckland during May. The two buyer streams for CCT contained 98 
appointments and the Banks Peninsula stream contained 45 appointments. Fifty USBs 
were loaded for key buyers containing five regional touring itineraries, new image library 
and business partner product updates. Media USBs were also given out to targeted media 
containing the latest media releases for the region.  
 



29 

Famils 
Banks Peninsula was well represented throughout the year in trade famils. Overall the 
region was represented by eight significant trade famils throughout the year.  A highlight of 
these famils was the post-TRENZ famil which aimed to position Christchurch as the base 
of a range of diverse experiences within the region. Akaroa was showcased via a 
Canterbury Leisure Tours’ day tour to Akaroa.  

 
Media 
 

CCT’s public relations strategy supports raising the profile of Banks Peninsula through 
both media pitches and famil activity. 
 
Throughout the year, 15 media famils were organised for Banks Peninsula – a 
combination of International Media Programme activity in partnership with Tourism New 
Zealand, and CCT-initiated/hosted media. 
 
Highlights of CCT hosted media activity 
In October 2009, CCT organised a key media famil for the Banks Peninsula district 
showcasing French Fest and local products, hosting media from the Sunday Star-Times, 
New Zealand Herald and Australian Associated Press (AAP). 
 
In February 2010 CCT organised another key famil for the district, hosting two Australian 
journalists including David Knox (Sun-Herald) as well as New Zealand’s Gertrud Wagner 
(Sunday News). Coverage included “Bank on a Fairytale” (stuff.co.nz) and “Nature and 
Nurture,” which reached the Sun-Herald audience of 1,100,000+ readers. 
 
In March 2010, CCT invited acclaimed Australian journalist Leo Schofield (Australian 
House and Garden Editor-in-chief) to Christchurch and Governors Bay, with his coverage 
of the area reaching 500,000+ readers. 
 
Highlights of media visits in partnership with Tourism New Zealand 
In April 2010, Korea’s prestigious OFF Magazine chief editor and editorial staff expressed 
interest in visiting Canterbury, and CCT customised a famil that included a range of 
experiences around Banks Peninsula.  
 
 
Website 
 

The Banks Peninsula / Akaroa regional page had excellent visibility on 
christchurchnz.com. For the period January – June 2010 there were 2,936 page views up 
14.5% on the previous six months and was the 28th most viewed page on the site. 
 
 Jan – June 

2010 
July – Dec 
2009 

% Change 

Site Visits  2,937 2,565 +14.5% 
Unique Views 2,289 1,712 +33.7% 
User Session Time  1:46 1:32 +15.4% 
Bounce Rate 62.42% 53.56% +16.55% 
 
A number of other pages represented key activities and product in Akaroa and Banks 
Peninsula on christchurchnz.com. Overall there is a positive trend for these pages with 
some showing minor decline. The key pages are detailed below.  
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Page Views Jan – June 
2010 

July – Dec 
2009 

% Change 

Banks Peninsula Regional Page 2,937 2,565 +14.5 
Activities – Eco Tours and Nature 840 861 -2.4% 
Black Cat Swimming with Dolphins 820 631 +29.9% 
Activities – Sightseeing 795 916 -13.2% 
Black Cat Akaroa Harbour Cruise 736 511 +44.0% 
 
www.whatshot.christchurchnz.com  – Deals and Special Offers Microsite 
Throughout the year a number of Banks Peninsula business partners were given added 
exposure on the What’s Hot microsite. These included Black Cat (which had the 6th most 
viewed deal), Akaroa Cottages, Akaroa Fishing & Dive Charter and Akaroa Top 10 Holiday 
Park,   
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Business Development 
 

 
Business Partner Membership 
 
Membership Revenue 
 

Business Partner membership for the YE June 2010 totalled $525,433 including both CCT 
& CCCB.  Note:  the change in billing date meant that BPs billed in months other than July 
were only invoiced for the months to June 2010.  An overall increase was achieved in all 
business partner sectors. 
 
The revenue increase for CCCB membership specifically for F09/10 was 21% which is an 
increase of $44,500 in revenue. 
 
This year saw 15% growth in out of region members, equating to an additional 25 
members.  Sales trips were undertaken to Wellington, Queenstown and Dunedin over the 
course of the year to try and recruit new members and make contact with existing 
members. 
 
Out of Region Membership 
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Business Partner Functions & Communication 
 

Over the course of the year CCT hosted 7 functions for Business Partners – this consisted 
of three visits by TNZ (an Australian Market Insights Workshop, Summer Market Outlook 
and an Executive Update) plus one visit from TIANZ and the Ministry of Tourism (Domestic 
Research Results Workshop).  CCT also hosted a RWC2011 update and Business 
Partner networking function. 
 
In addition there were three invitation only events including a session on website 
optimisation and opportunity to meet with the new TNZ CEO, Kevin Bowler, both for 
Premier partners, as well as a Tourism Futures Workshop (a joint MoT & University of 
Victoria initiative). 
 
15 items of communication were sent to business partners over the course of the year. 

 
Qualmark Growth 
 

Since 2007 there has been a 23% increase in Qualmark licensed operators in the region 
from 2007 to 2010 – as at June 2010 there were 351 licensed operators in Canterbury. 
 
Qualmark Members 
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For Qualmark Enviromark certification, in June 2010 there were 119 certified operators in 
the region – this is a 159% increase of a starting base of 46 for June 2009. 
 
 
Special Projects 
 
Rugby World Cup 2011 
 

CCT were involved with the successful bid for Christchurch to become a Host City for 
Rugby World Cup 2011.  In the preparation for the event CCT has developed close 
working relationships with the Christchurch City Council, Canterbury Development 
Corporation and other key stakeholders in Christchurch.  CCT is represented on the 
Governance Group and on the Communication Committee which is tasked with the 
development of communication strategies and ensuring that the tourism industry is 
informed and the tourism infrastructure is ready for the tournament.  The Christchurch  
i-SITE is involved with the RWC 2011 volunteer programme. 
 
Cruise 
 

In the 09/10 cruise season, 51 cruise ships with 113,031 passengers and crew visited 
Lyttelton. Seven cruise ships carrying 8,987 passengers and crew also visited Akaroa.  
CCT continued to operate a cruise kiosk at the wharf in Lyttelton and welcomed 
passengers as they arrived.  Passengers were also met on arrival in Cathedral Square.  A 
dedicated cruise brochure was once again produced to provide information on the city and 
to drive sales of attractions through the Christchurch i-SITE. 
 
 
Great Wine Capital - Best of Wine Tourism Award 
 

In 2009 the Christchurch City Council initiated an application to become a member of the 
Great Wine Capital Network.  Christchurch was accepted into the Great Wine Capital 
Network in 2009.  This opportunity provides Christchurch/South Island with an international 
platform for the promotion and sale of South Island and New Zealand wine, as a premium 
world leading brand.  For CCT this means recognition of Christchurch/South Island as one 
of the world’s Great Wine Capitals to market South Island wine tourism/tourism to the rest 
of New Zealand. 
 
CCT has been tasked with the responsibility for the coordination of the inaugural Best of 
Wine Tourism Awards. 
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Convention Bureau   
 

 
The Bureau’s focus is to grow the economic benefits to the region from conference, 
convention and incentive business.  
 
The overall economic impact in F09/10 was $67,991,145.00, an annual increase of 6%.                    
A comparison of this region with national results shows two factors contributing to our 
growth in economic impact: 
                                                                                      
1. Christchurch & Canterbury continues to attract a high percentage of overseas 

delegates, they provide a greater economic contribution than domestic delegates. 
2. Christchurch has the infrastructure to attract large conferences, this year our region 

was No.1 for delegate days for conferences of over 500 persons. 
 
Origin of Delegate Days 
 

                    National      Christchurch  
Domestic        85%                 19% 
Australian       10%                 51% 
International     5%                 65% 

 
Through our Business Development 
Manager, the Bureau has focused on the 
Australian market, as a region we attract 
the most delegates through our high 
profile.  
 
Our international representation is due 
mainly to several large conferences 
hosted in the city during this year.               

 

 
Large Conferences 
  

With support from the CINZ CAP Scheme, and the capacities available at the Christchurch 
Convention Centre, international bid activities for large conventions continue to grow. 
 
This region attracts 25% share of the national delegate days for multi-day conferences. 
In this 12 month period multi-day conference & convention activity throughout New Zealand 
resulted in 878,498 delegate days; Auckland 224,705, followed by Christchurch 219,348.     

	
National Results Multi-Day Conference and Conventio n Delegate Days (YE Jun-10)

 CAS Region  <=100 101-250 251-500 501+  Total  Share 

Auckland 48,062 57,637 55,528 63,478 224,705 26%

Rotorua 23,932 34,309 19,285 7,149 84,674 10%

Wellington 51,119 58,874 36,679 31,815 178,486 20%

Canterbury 33,168 58,426 52,491 75,263 219,348 25%

Queenstown 26,505 32,309 5,463 3,000 67,278 8%

Others ��
��� ��
��� �
��� ����� ���
��� ���
All Regions 221,737    289,386    179,183    188,192    878,498    100%

          Conference Size (number of delegates) 
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Bids & City Proposals 
 

The Bureau is constantly seeking opportunities to present our region as the destination of 
choice through City bids. The content and quality of our bid document had a significant 
upgrade this year. Our success in this area is shown in the table below: 
    
     

 Bids Wins Losses Pending 
Conference  45 27 12 6 
Incentive  15 9 5 1 

 
 
Activities  
 

In order to deliver more conferences, conventions and incentives to the region the annual 
Activity Calendar provides the framework for all sales, promotional and marketing 
activities.  
            
       
International / CINZ 
 

 In F09/10 Christchurch & Canterbury was involved in a total of 9 International CAP 
Scheme Bids. This is worth $37,424,000.00 and represents 80% of the total economic 
value of CINZ Bids presented in this period. 
 
 
Australia 
 

As the only region with a dedicated Business Development Manager based in Sydney, we 
have raised our profile and built a strong reputation & relationships through; 
• Hosting more than 30 PCO’s / Event Managers from Australia in 3 separate Famil 

groups, with sponsorship from Air New Zealand           
• Exhibiting at the Professional Conference Organisers Conference in Canberra, 

December  
• Participation in the AIME Tradeshow in Melbourne in February  
• Inter-state sales activities scheduled to visit each city at least twice in the 12 month 

period (Brisbane, Melbourne & Canberra). Target to visiting a mix of associations & 
corporate clients, plus professional conference organisers 
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New Zealand  
Domestic conference business contributes 
approximately 70% of the delegate days to 
Christchurch & Canterbury. 
 
This percentage is less than previous years.  This 
is a result of the impact from the increase in 
overseas delegates. 
 
The actual number of domestic delegate days has 
remained constant at a total of 144,398.   
 
This graph reflects the mix of this business, which 
is consistent with the national trend.     

 

  
     

 

Membership & Partnerships 
 

The team has continued to focus on key relationships and building partnerships within the 
conference & incentive industry.     
• We have well respected public relations and media support that has provided 

significant promotion for the region in various media and publications. 
• The Bureau has played a leading role in the introduction of the new research 

programme facilitated by Covec.  This is an ongoing process and will see long term 
benefits for the industry as the participation levels are high, providing accurate data 
and analysis. 

• Leonie Ashford appointed as Chairperson for the New Zealand Convention Bureaux in 
June for a 2 year period.  

• Membership revenue increased from $211,200 in F08/09 to $255,200 in F09/10.  
 
Summary 
 

The Christchurch & Canterbury Convention Bureau have an experienced team, who have 
established strong and collaborative business partnerships that have worked together 
through 2009 – 2010 to optimize business opportunities for the city and region. 
    
 
       

New Zealand Activities 
 

In New Zealand the Bureau participated in and 
hosted a number of activities throughout this year 
including the following: 
• the Canterbury Conference Expo, 40 exhibitors 

and 160 buyers    
• 8 Business Networking Functions at various 

locations around the city 
• 9 specific site inspections or famils for 

prospective conference plans 
• Distribution of 8 Christchurch Calling                 

e-newsletters to approximately 5000 persons  
• MEETINGS 2010 – the Bureau are responsible 

for the co-ordination of business partners at this 
tradeshow each year. Christchurch & Canterbury 
were very proud to WIN – Best Regional Stand.     
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Visitor Centres 
 
 
Christchurch i-SITE 
 
 

Over the last 12 months the i-SITE operated in a challenging unpredictable climate 
performing exceptionally well in most areas.   
 
Visitor arrivals into New Zealand remained unchanged at 2.45 million in 2009 despite the 
worst global recession in over 50 years. A decline of 4.2% had been forecast.  The key 
driver of this result was an increase in Australian arrivals of 106,500 that almost perfectly 
offset the collective decline in arrivals from other markets. The net outcome was practically 
no overall change in visitor activity relative to 2008.  This was a positive and unexpected 
result for New Zealand, but it did mask a shift in the visitor composition that had a 
profound impact on some tourism businesses including i-SITE sales.  
 
Performance 
 

A number of factors worked in our favour including the resilient backpacker market, the 
committed traveller, last minute booking patterns and the favourable exchange rates, all 
strong drivers in realising the 449k. The following grid shows the year on year sales from 
the i-SITE top 5 markets, all showing a decline except for Australia. 
 

  09/10 FY  08/09  09/10 vs 08/09  

Country 
Gross 
sales Gross sales  % Variance 

British Isles 1,709,732 2,071,773 -17.47 
Australia 1,704,117 1,432,887 18.93 
North America 786,928 912,950 -13.80 
Domestic 933,293 974,819 -4.26 
Japan 794,743 1,009,468 -21.27 
Total sales 5,928,813  6,401,897 -7.39 

 
The following results from the April Visitor Survey are a positive indicator of the overall i-
SITE experience.  The sample range of 500+ visitors completed an online survey to 
measure their overall i-SITE experience. 
 

 
VISITOR SATISFACTION       (Scale 1-10) 

2009 
Mean 

2010 
Mean 

Welcome by consultant 9.17 8.96 
Consultants’ product knowledge  9.08 8.97 
Overall visitor satisfaction experience 9.17 8.95 
Would return to the Christchurch i -SITE 9.68 9.96 

 
 
Trends 
 

A number of trends have become apparent, a change in product choice, declining number 
of visitors committing at the counter and a willingness to spend more if the product offering 
meets their needs.  10% less visitors made bookings in the i-SITE during this financial 
year.  This statistic is a result of increased competition, specifically the internet.  Online 
channels are now the medium of choice for well over half of visitors prebooking products 
and services.  
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 08/09 vs 07/08 09/10 vs 08/09 
Gross sales +2.46 % -3.98% 

Pax committing -6.95% -9.64% 

Average spend  
 

+10.11% +6.27% 
 

 
 

 
The positive for the i-SITE was it was able to increase the average spend to mitigate the 
impact of the decline in visitors to achieve the following results. 
 
If the declining visitation continues, this will impact on the net contribution going forward.   
The significant 17% increase in average spend over the last 24 months will be difficult to 
continue to achieve.  The current increase in the Australian market has meant more of the 
visitors coming into the i-SITE have a lower average spend than the UK market ($235 vs 
$316), so to achieve an overall increase in average spend has been a very strong result.  
The UK market is the i-SITE’s largest market but Australia is closing the gap. 
 
 
 
 

 
 
 
 

 
 
 
 
 
 
 

Increase in Pre-Booking Evident in Both Internation al & Domestic Markets  
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There have been some significant changes in the types of products our visitors are 
choosing to buy through the i-SITE. Transport sales have declined while attractions and 
activities continue to be strong.  Outdoor activities, sightseeing tours and attractions made 
up 43% of total sales, transport including rental vehicles 23% and accommodation 20%. 
The preference to seek personal advice before making decisions on activities and 
attractions is a priority for some visitors and hopefully will remain so. The shift in visitor 
composition has had a marked effect on product spend, especially in the transport sector 
with the declines being mainly from the long haul markets. 
 
The surprise this year was how well accommodation bookings held up with only a small 
decline of 3.3% ($48,061) for the 9 months of the FY.  (Nexus did not capture this data for 
3 months).  Transport has shown a decline as a result of reduced numbers from long haul 
markets with rental vehicles up due to the increased numbers from the Australian market. 
 
However through itinerary planning, product choice and sales training the i-SITE was able 
to increase the average spend and promote Christchurch as the heart of the South Island. 
The new training programme has been very effective and will be ongoing and evolving to 
meet all of the staff requirements.  As the i-SITE is well positioned in the city as a gateway 
i-SITE, this presents itinerary opportunities.  A strong focus for the year has been to 
motivate and upskill staff to embrace the ‘value’ the i-SITE offers to the visitor experience 
leading to increased sales and the delivering of the 100% welcome. 
 
 

Focus 
 

The focus all year was to work smarter, maximise opportunities, review promotional spend 
and increase the PR opportunities through CCT and i-SITE New Zealand.  
 
The i-SITE participated in the ‘Start with i-SITE Campaign’ fully funded by Tourism new 
Zealand,  with the objective of increasing awareness of i-SITE services to the domestic 
market using online, street poster boards and branded cars.  
 

Two billboards were in place for 2 months, located 
in high traffic areas profiling the i-SITE as the call to 
action for a product offering. 
 
Opportunities were explored to promote and sell 
Ellerslie tickets but without being a fully fledged 
Ticketek (an option not available to us) this was not 
a high revenue earner. The i-SITE is still an i-Ticket 
agent. 
 
Tourism Radio was a new medium for the i-SITE.  
The advert tells visitors where we are and what we 
do.  All printed collateral continues to profile key 
messages of ‘official’, ‘free’ ‘expert’ and ‘best deals’. 
 
The info kiosk on the wharf was once again staffed 
for cruise visitors and the i-SITE opened on 
Christmas day for the first time to provide a service 
for cruise visitors. 
 
The i-SITE worked with a number of operators to 
ensure the i-SITE had a competitive advantage in 
pricing. The increased number of i-SITE exclusive 
deals has been very successful and has helped 

gain the confidence of the visitor to meet their expectation of pricing in the dynamic 
market.  
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The fostering and support of the i-SITE team remained a very high priority for 
management as many of the staff have no family in New Zealand.  Supporting visa 
applications, providing extended leave without pay over the winter months, offering skill 
development opportunities and regular social events are key components in creating a 
positive CCT culture. 
        
 
Akaroa Visitor Centre 
 
During the 12 months the Akaroa Visitor Centre (AVC) has traded well despite the 
economic uncertainty caused by the global recession.  
 
Visitor numbers increased from 153,852 in 08/09 to 165,389 in 09/10.  This saw a 7.5% 
improvement which was pleasing, bearing in mind visitors from UK and Europe declined 
towards the end of the year due to the Eyjafjallajokull volcano erupting in Iceland in April 
causing major airport closures.  Despite this, the UK market contributes the second 
highest spend, just behind Australia. 

 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Winter continues to be a challenge for the AVC and the region in general as many 
businesses close down for some or all of this period.  However, this has been managed 
well by the AVC reducing staffing levels and opening hours over this time to meet 
decreased demand. 
 
Ibis Nexus has failed to function as per our expectations.  This has caused many 
challenges for the AVC team.  We will continue to use Nexus until an alternative can be 
found. 
 
Going forward, a major 
focus will be on building a 
dynamic, enthusiastic and 
confident team. A concerted 
effort will be made to 
increase sales and 
maximise all revenue 
opportunities.  Staff will be 
encouraged to upskill and 
undertake identified training 
to build confidence and 
broaden knowledge. 
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Corporate Services 
 
 
Human Resources 
 
 

CCT is committed to: 
 

• Attracting and retaining the best people for our organisation. 
 

• Maintaining a high level of transparent and effective communication with our 
stakeholders. 

 

• Assisting the wider community in areas that support sustainable development. 
 

Our achievements: 
 

• There has been a continued focus on the alignment of skills, responsibilities and up 
skilling in some key areas.  The team are well prepared to face the challenges ahead. 

 

• We received a response rate of 76% in the annual staff satisfaction survey, up from 
72% in 2008.  62% of staff rated their overall satisfaction as excellent/very good up 
from 57% for 07/08. 

 

• Human Resources Policy & Guidelines Manual is regularly updated and is readily 
accessible to all staff.  The purpose of the manual is to clarify the responsibilities 
associated with the operating policies, to ensure that individual accountabilities are 
understood and to ensure that all legal obligations are met. 
 

• We provide working relationships that foster communication, involvement and growth, 
competitive compensation and appropriate recognition strategies.  There has been a 
decrease in staff resignations (excluding redundancies) compared to the last financial 
year. 

 

The reasons for leaving were: 
> 6 staff leaving the region 

 

• Training is an investment in our employees.  We encourage i-SITE staff in their 
professional development to undertake the nationally recognised VIN Inc. qualification 
(National Certificate in Tourism Level 4) in conjunction with the Aviation, Travel and 
Tourism Training Organisation (ATTTO).  In addition to the eleven employees currently 
holding the VIN qualification, another two employees are enrolled to complete this 
course. 
 

Due to budgetary limitations we took the opportunity to focus on in-house training this 
year.  The “Exploring Personal Potential” (EPP) programme was implemented with 
sixteen sessions of practical training covering such areas as Communication, P.R., 
Research, and Commercial skills ensured that quality staff development remained a 
priority. 

 

• Formal performance reviews are taken annually with informal reviews as required and 
a culture of an “open-door” policy.  These reviews also identify training requirements 
which are noted and actioned as appropriate. 

 

• Empowered our staff to take responsibilities and “grow”. 
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Financial Resources 
 
 

CCT is committed to: 
 

• Increasing stakeholder returns by increasing visitor numbers, their length of stay and 
spend, from markets that are sustainable and impact positively on the Canterbury 
region. 

 

• Maintaining a balance between risk and return for the business that will reduce 
variability and uncertainty and enable sustainable growth of the business. 

 

• Ensuring reliable and timely financial information, effective management information 
systems and an organisational structure that provides an appropriate division of 
responsibility and an efficient reporting framework. 

 
Our achievements: 
 

• Financial “health” of the company is solid although we have some concerns regarding 
levels of future funding versus stakeholder expectations (in real terms we have seen 
CCT’s funding decrease). 

 

• Significant focus on the strategic direction of the company. 
 

• Maintaining a focus on sustainability has contributed to the improvement in our 
financial bottom line through increased efficiencies and accountabilities. 
 

• We continue to pay all suppliers/operators within agreed payment terms, thereby 
providing assurance of cash flow for suppliers/operators. 
 

• Continued to further leverage funds through joint venture activity, which has greatly 
assisted in increasing awareness in offshore markets, direct airline capacity and new 
routes, thereby growing our market share of the international visitor. 

 
 
Financial Results for the Year 
• This year we recorded a net deficit of ($2,177) compared to budget deficit of ($31,017). 
 

• The main area of material variance occurred in a reallocation of approximately 
$120,000 from domestic campaigns to increase Australian activity. 

 

• Revenue from core funding sources was in line with budget and marginally ahead of 
last year. 

 

• The Company’s Statement of Financial Position at year end is in line with 
expectations.  Equity now stands at $140,274. 

 
 

Financial Results for the Year Ahead 
• The Board has approved an annual budget deficit of ($46,687) for the financial year 

ending 30 June 2010. 
 

• Retained earnings as at 30 June 2011 will stand at $93,587. The board has made an 
exception to its required minimum equity level of $100,000 to be maintained at all 
times during the financial year. 

 
 

 

 


