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Economic development update



Current projects 

• Geothermal greenhouse pilot

• City development project

• Film studio

• Tawa commercial development



Geothermal greenhouse feasibility 

• We are championing food provenance by developing local 
food production in the Rotorua region

• Delivering a business case for a geothermal greenhouse 
pilot is part of a broader programme of work to 
demonstrate the viability and investment potential of 
localized food production using geothermal energy



In Rotorua, live an exceptional life

City development 

• Building a vibrant city heart 
• Building on the Whakahouhia te Whare Ohanga city sector group’s recommendations to 

create a city plan and curate city activation to enable investment in our CBD
• Includes a consolidation of the most relevant/current urban design framework to create 

a CBD masterplan



Film studio

• The Waiariki Film Studio opened in 
White Street, Rotorua in a converted 
warehouse

• Features a production office and 
workshop space

• With the shortage of film space for the 
film and TV industries in NZ, this new 
venture opens the door to the 
hundreds of locally based film and TV 
professionals in the wider BOP region.



Tawa Commercial Development

• RED is managing the RFP process to find commercial operators for the new forest hub 2 on 
Tarawera Rd.

• The services being sought are food & beverage, bike hire, and retail

• These services will need to work in conjunction with 
commercial forest interests being managed by 
Timberlands and support iwi landowner to achieve 
their aspirations. 

• This includes providing sustainable employment for 
their people and highlighting the cultural 
significance of the two forest areas. 



Central government funding



STAPP funding 

RED has received $1 million from MBIE’s Strategic 
Tourism Asset Protection Programme to be used for:

• Destination management & planning
• Domestic marketing
• Capability building & product development



Regional events funding 

• $3.75 million to be distributed between Waikato, 
Rotorua, Taupo & Ruapehu

• Part of a $50 million fund designed to stimulate 
domestic tourism and travel between regions through 
holding events

• Based on each IMA’s share of international visitor 
spending prior to COVID-19

• We have formed a leadership group with two 
representatives from each region to collaborate on 
funding ideas and distribution



Domestic perception 

research 



Perception monitor 

• Delve Research has conducted an annual Perception, 
Behaviour and Intent Monitor in Auckland (since 
2015), Christchurch (since 2016) and Wellington (since 
2017)

• We measure, monitor and compare:
• Perceptions of Rotorua as a destination
• Behaviour and intent by market
• Current campaign effectiveness



Summary of 2020 results 

Perceptions of Rotorua are consistent across the three regions:
• Natural
• For families
• Outdoors
• Scenic
• Interesting

This means:
• the brand is being received consistently across markets
• these key associations are in line with desired cues from Rotorua
• ‘For families’ and ‘natural beauty’ cues are coming across strongly in Auckland
• ‘Geothermal’, ‘Maori culture’ and ‘lots to do’ more prevalent in Wellington and Christchurch
• More recent campaign-specific messaging around ‘being good for the soul’, ‘coming together’, and 

‘welcoming’ are on the radar in all three centres
• Those who have seen the campaign are significantly more likely to: have a positive intent to come, stay 

longer, have a better than expected experience, and pre-book accommodation.



For the first time in five years, advertising awareness has seen a significant increase year to year:
• In Auckland the campaign reached 49% of domestic travellers in 2020 compared to 40% in 2019.
• In Wellington, 46% have seen advertising or information regarding Rotorua compared to 37% and 35% 

over the last two years. This increase is particularly related to TV recall
• In Christchurch, marketing reached 37% vs 34% last year

Auckland and Wellington have seen increases in Loyalists* this year:
• Auckland: 51% vs 44%
• Wellington: 37% vs 32% 
(Christchurch has dropped from 13% to 12%)

* A Loyalist is someone who has been to Rotorua recently and intends to go back within the next 12 
months

Summary of 2020 results 



Rotorua: The hooks for Kiwis

• “Thermal delights”
• Geothermal
• Hot pools

• Nature – forest/Redwoods/lakes
• Accessible to Auckland – 3 hour drive
• Location – central hub
• Summer (nature, adventure) and winter (hot pools) 

destination
• Eat Streat
• Redwoods Treewalk, luge, gondola are all very well known
• Green spaces

Note: Less mention of Māori culture and adventure activities 
from Kiwis compared to international market



Rotorua: The barriers for Kiwis

Barriers include:
• A lack of awareness of what’s on offer in Rotorua

o Many surprised when they see imagery
o A false sense of knowing the place

• Infrastructure, including accommodation

• Smell!



Rotorua: The opportunities

• Invite and welcome NZers in as visitors not tourists

• Demonstrate the Rotorua experience as being markedly 
different from staying at home – ‘a world away’

• Communicate new and surprising sides to Rotorua

• Share the many layers to Rotorua as reasons for a return 
visit – activities, nature, service and the ability to meet 
both active and relaxing needs.



New Website –

launch October




