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1. Executive Summary
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2. Project Introduction and Background

Introduction

Over the previous three years various stakeholders in Southland have undertaken concept
development and preparatory work in considering the development of cycle trail route options in
the greater Southland region taking into consideration key tourism and visitor nodes. Possible
trails had been identified but on the understanding more detailed and specific work was
necessary to move them from the conceptual stage to construction stage.

Specifically - work was proceeding to a more detailed stage on the Southland Cycle Tralil
(Kingston to Bluff) and Around the Mountain (Walter Peak to Kingston) Trail i when the
Government announced the New Zealand Cycle Trail proposal in February 2009.

In May 2009 Venture Southland and stakeholder organisations including Environment
Southland, Invercargill City Council and Southland District Council identified the Southland
Cycle Trail (Kingston to Bluff) as a priority project for Southland that could attract a significant co
funding package. Venture Southland approved funding to commission a Route Development
and Engineering Assessment Report for this trail. MWH was commissioned to undertake this
work T and it is now completed.

In June 2009 the Ministry of Tourismandthe Pr i me Mi ni st er 6s Office propo
of Quick Start Cycle Trails. The Southern Mayors discussed options for a project that would

meet the needs to start this construction season and prove to be an immediate drawcard for

tourism and provides immediate economic benefits.

The combined Southern Mayors signed off on working with the Ministry of Tourism to
investigate the development of a Queenstown Around the Mountain Cycle Trail T as possibly
the first cycle trail to be developed in the South Island. This trail was identified as meeting the
various objectives of the National Cycleway concept. The proposed trail will open up a
spectacular part of New Zealand and will have a significant economic impact to smaller rural
townships. In addition - this trail acts as a catalyst to the concept of ultimately developing a
cluster of easy to ride multi day cycle trails in Otago and Southland centred on Queenstown as
a hub and key entry point.

The Queenstown Around the Mountain Cycle Trail was subsequently announced by
Prime Minister John Key as one of the seven New Zealand Cycleway i Quick Start Projects at
the Local Government NZ Conference on 27 July 2009.

As stated on www.newzealand.com i i J u st as NewrZabal & Mad&s 660 are co
unigueit he new network of o6Great Rideso6 wildl put int
Zeal anddés unspoilt wilderness areas and spectacul
countryside from tropical coast in the north, through rolling farmland, along riverside paths and

native forest, national parks, old rail corridors, and areas of historic, geological and ecological

significance, to the dramatic alpine and lake scenery of the south.

Tourism New Zealand CEO Geor ge Hi ckton says a national net wo
potential. ACycling is a growing sport; it is a n
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Touring cyclists are no longer backpackers who could not afford a car, but in many cases were
healthy, wealthy tourists with plenty of money to spend. That sat well with Tourism New
Zeal anddés ideal touri st aage Hickpreshid. ng fitted the co

ilt certainly sits within IltlthiecongidgtehtOwith tReUsBrEG t hi ng
experience we give people.

| f we have a network of great rides, it becomes
Hickton.

The Southern Mayors accepted the development of the Around the Mountain Cycle Trail as a
Quick Start Project on the understanding that
(a) Ministry of Tourism would fund the feasibility work required to prepare the proposal

(b) Ministry of Tourism would support and would be prepared to add significant funds and
resources for the Around the Mountain Cycle Trail as the priority over the Kingston to
Bluff Trail due to timeframe constraints on coordinating local co-funding options and
various land easement issues which negated the Kingston to Bluff Trail being in a
position to be a Quick Start Trail and be operating by 1 November 2010

(© The Southland Cycle Trail completion (now Lumsden to Bluff) to be the responsibility of
Southland stakeholders including local authorities and funding agencies with this
i nvest ment to complement and be c-tumdnngaha@ar ed as
greater regional context of a cluster of cycle trail developments over the next decade.

The Ministry of Tourism contracted Venture Southland to further investigate the Around the
Mountain Cycle Trail project. MWH was subsequently commissioned to undertake a detailed
engineering feasibility and construction cost study of the Around the Mountain Cycle Trail. This
report is now completed and has been submitted to the Ministry of Tourism.

Venture Southland was also contracted by the Ministry of Tourism to undertake and manage the
preparation of a Business Case Development Report for the project. Venture Southland
subsequently contracted Barnett and Associates to assist with the preparation of this report.

Background
National Cycleway Concept

The National Cycleway concept was one of the Empl oyment Summi t
Priorityo ideas proposed as a means to stimulate
creating the best possible environment for businesses to prosper as economic conditions

improve.

It was identified that cycleways can revitalise communities by generating revenue and

empl oyment opportunities. It i s proposed to creat
with a long term aim of creating a network that links these experiences together through

branding and/or route development.

The main objectives of the National Cycleway concept are:

A To create jobs through design, construction and maintenance of the cycle network.
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It is in

To create a hi gh qual ity tourism asset

competitiveness as a tourism destination and provide employment and economic
development opportunities for regional economies.

To maximise the range of complimentary benefits that the cycle network provides to a
wide range of New Zealanders. This includes events, recreational, health and other
benefits.

this context the Around the Mountain Cycle Trail concept has been developed and

identified as a priority with the support of the Ministry of Tourism.

Around the Mountain Cycle Trail T Objectives

It i
as iden

s clear the Around the Mountain Cycle Trai

tified and detailed as part of the Employment Summit.

The Cycle Trail

A
A

Provides employment opportunities i directly and indirectly

Provides youth employment opportunities i and fits within the recently announced MSD
National Cycleway Youth Employment Scheme

Provides economic and business development opportunities for private enterprise i
especially in rural communities

Provides a high quality, high yield tourism product 7 which is networked and will fit a
national brand

Uses Queenstown as the iconic tourist destination, as the hub and gateway to access
this tourism product but then promotes a cluster approach to further development and
marketing

The Cycle Trail is the catalyst and the product which provides the Government the reason to
invest so to get a return on that investment in the various ways identified above.
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3. Trail Specification, Route Development and Land Ownership

A significant amount of investigation work and analysis has take place to develop the required
route appropriate to the quality of experience sort.

3.1 Trail Route Options

Day 1
Day one cycle trail has two options;

Option One; a grade one cycle ride commences with a bus ride 12 km from Walter Peak to
Mount Nicholas Station, Then cycling from this point and a shuttle bus ride up the 2.4 km Von
Hill.

Option two, a grade two cycle ride, cyclists commence their cycle ride from Walter Peak Station
with an option of a shuttle bus ride up 2.4 km Von Hill.

Option one and two are both viable options for cyclists cycling Around the Mountains cycle trail.

Day 2
Initially feasibility planning centered on the cycle trail from Lake Mavora traveling on the Mavora
road. This option was discounted in 2007 for the following reasons;

1 During the summer months the Lake Mavora camping ground is one of Southland's most
popular camping ground sites. Cycling on the Mavora road is extremely dusty during
December to March and would not be a pleasant experience. Cycling on the Mavora
road would make the days ride over 50 km. This is outside the expected distance for a
days ride for the majority of cyclists who would ride this type of cycle trail. There are also
rolling hills on this ride which would be grade 3. This cycle trail is designed for the
majority of cyclists and grade 3 hills are not consistent with this demographic market.
The Te Anau Mossburn highway SH 94 from the Lake Mavora turn off to Mossburn has
large volumes of traffic per day during the tourist season and would be unsuitable as a
cycle trail experience.

The option of utilising the Lake Mavora road and then developing a cycle track along the
marginal strip on the Oreti River is not an option as a large portion of the marginal strip is
on a floodplain.

2 It was suggested transporting cyclist by bus from Lake Mavora to Mossburn. This option
would defeat the purpose of developing a cycle trail as cyclists would be missing the
opportunity to cycle a grade 1 cycle trail in a Conservation Park. This is one of the scenic
highlights of this cycle trail and possibly the only place in New Zealand where a days
cycle ride will be in a wilderness area and be a grade 1 cycle ride. If cyclists were
bussed from Mavora to Mossburn it is doubtful that the Around the Mountains cycle trail
would be successful as a tourist product.
the accomplishment of cycling Around the Mountains. Also bussing cyclists from Lake
Mavora to Mossburn would eliminate the opportunity for private investment in
accommodation and infrastructure at Lake Mavora, $4 m in year one alone.
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Day 3
There were two options available for the first section of the cycle trail from Mossburn to
Lumsden;

Option one, develop the cycle trail alongside the flood bank of the Oreti River from Mossburn to
Lumsden. This option would give cyclists shelter from the prevailing wind and from a cycling
perspective would be the preferred option. This option would cost an estimated $630,000
additional cost to develop the section of the cycle track.

Option two, (preferred option) develop 11 km of cycle trail on the grass verge of state highway
94 from Mossburn to Lumsden and develop 8 km on the disused railway. This option would
diminish little in the overall cycling experience and would save approximately $730,000 in trail
development cost.
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3.2

Walter Peak/ Lake Mavora to Kingston Cycle Trail

PROPOSED ROUTE DESCRIPTION

L

f ] 24
Mavora L_gkeys;

Around the Mountain Cycle Trail
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Other possible cycle trails

Queenstown-Mavora Lakes-Te Anau Cycle Trail
Total km

Lumsden-Gore Cycle Trail
Total km

Gore-Catlins Coast Cycle Trail
Total km

Invercargil-Riverton Cycle Trail
Total km

Distance (km) s i
WALTER PEAK-MAVORA LAKES 48 ”f
MAVORA LAKES-MOSSBURN 49
MOSSBURN-LUMSDEN 19
LUMSDEN-FIVE RIVERS 15
74 FIVE RIVERS-ATHOL 16
! ATHOL-GARSTON 12
GARSTON-KINSTON 19
Total km 175
A
o Kingston-Bluff Cycle Trail
‘ Total km 201
¥

178
81 e "
i .o
Riverton
70
40

25

50

kilometres

Wallacetown

SHEA
~am

Legend

Major roads

Round The Mountain Cycle Trail
Kingston-Bluff Cycle Trail

Other possible cycle trails
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This cycle trail travels along the valley floor of around the Eyre Mountains, the mountain range

viewed from Queenstown looking across Lake Wakatipu to Walter Peak. The cycle trail ends

175 km later at Kingstown. This cycle trail will have a grade 1 rating, with an option also on day

1 of a grade 2 cycle ride. This cycle trail is on a wilderness public road for 55 km with an

average traffic count of approximately 10 vehicles per day. There is also 120 km of new grade 1

cycle trail through DoCbds Eyre Mountainsyl@nserva
from Lumsden to Fairlight/Kingston.

Day One
Departs from Queenstown on TSS Earnslaw to Walter Peak Station, Tourism opportunities
currently at Walter Peak Station would complement this cycle trail.

-

Photo: TSS Earnslaw Walter Peak
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From Walter Peak Station to Mount Nicholas Station the views are predominantly of Lake
Wakatipu. At Mount Nicholas Station there is an option for overnight accommodation. Mount
Nicholas Station is the Home of Icebreaker, the first sheep station in New Zealand to supply
wool to the Icebreaker brand, and currently the largest supplier of merino wool to Icebreaker in
New Zealand.

Photo: Walter Peak Mount Niholas Road Von Valley, Mount Nicholas Road

Von Vall ey A0l d Ni cho honeseadof Mognt Nichdlas Stationnwvél befal oor e d
cafe lunch stop on the first day at 19 km.

W
TR AW
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Von Hill is the only significant hill on this cycle trail. The hill is 2.3 km long and at a gradient of
6% would be too physically challenging for a large percentage of cyclists cycling this type of
cycle trail. The daily bus service transferring baggage will shuttle cyclists and bikes up the Von
Hill each afternoon. From the top of Von Hill it is an easy cycle ride through open tussock
country to the Lake Mavora turn off. Lake Mavora turn off will be the main accommodation for
the first night of the cycle trail.

Photos: Mount Nicholas Valley - Gorge Burn Mount Nicholas Road
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Photo: Historic Pretty Hill Hut
Lake Mavora

Lake Mavora is little-known out of Southland, photographs of this lake are used by Tourism New
Zealand in the 100% PURE New Zealand campaign. It is one of New Zealand's most beautiful
lakes with good walking tracks, fishing, Maori history and a DOC camping site.

v

e — Tk A 3
Photos: Lake Mavora, 100% PURE New Zealand

r/09/10/16057 14



Day Two

The highlight of this days cycle ride is riding through the DoCd &yre Mountains Conservation
Park. Cyclists will travel along the valley floor cycling through predominantly undeveloped
tussock country passing through native forest and crossing over several rivers and streams.

Photos: Mid winter: Ashton Burn, Ashton Burn DoC Hut, morning tea break day two

——

Photos: Large fish are common in the upper Oreti River, Three KigsOretl River

At 15 km the cycle trail passes by the no exit Oreti Road. There will be an opportunity for cafe
facilities to be developed at this point. The cycle trail travels through another 15 km of scenic
conservation park then the cycle trail travels along the Oreti River between the river and private
farm land to Mossburn a small rural town, the over night stop the second day.

Photo: Mid winter looking down at Oreti River valley floor at Three Kings
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Day Three
Mossburn to Lumsden is 19 km. The first 11 km will be on cycle track developed on the grass
verge of State Highway 96 and 8 km on disused railway line.

Photos: Lumsden, closed old hotel Old Lumsden railway station

Lumsden will be a lunch stop and an option for overnight stopping. There is an excellent
opportunity to develop a tourist venture taking cyclists on a guided half day tour to Gore where
there are three high class visitor attractions;

o The Croydon Aircraft Factory, world renowned for restoring Tiger Moth aircrafts.

0 The Money Art Gallery

0 The Hokonui Moonshine Whisky Museum

Cyclists then travel from Lumsden to Five Rivers on the disused railway line, this will become a

popular overnight destination for day three of the cycle trail once accommodation facilities are
developed.
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Day Four

Cyclists travel on a disused railway line passing through areas of Maori history and gold mining
stopping at Athol for lunch and options of overnight accommodation and excellent fly fishing.
The small town of Garston could also be a lunch stop and options for overnight accommodation.

Photos: Athol, Stu& World-Famous Fly Shop Future Garden Bar Garston Hotel

The disused railway line finishes at Fairlight, this is the site where the Kingston Flyer stops.
From this point the cyclist will have two options;
0 Travel on the Kingston Flyer steam train the last 14 km to Kingston
o Or cycle along a new cycle track developed on a paper road which runs along
side the railway line from Fairlight to Kingston.

e e

-———

Photos: Kingston Flyer | ' Kingston Railway Station

From Kingston cyclists will have the option of a daily shuttle bus service 42 km back to
Queenstown.

Note: Kingston Flyer is in receivership, due to the investors failure in the property market. The
Kingston Flyer will become operational again in the future once the current situation is resolved
with th eQueenstown Lakes District Council having a Queen Elizabeth Trust convenant placed
on the train and rolling stock which restricts them from being sold out of the area.
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3.3

Land Tenure of Cycle Trail

Land Type Distance Stakeholders

Mount Nicholas Road 55 km Queenstown Lakes District Council & Southland
District Council

Hume Road 4 km Southland District Council

Paper Road 14 km Southland District Council

LINZ 60 km Disused railway line Lumsden to Fairlight

LINZ 8 km Disused railway line Lumsden to Mossburn

LINZ 600 meters Unclaimed land, Mossburn

Eyre Mountain | 30 km Southern Conservancy Department of

Conservation Park Conservation

Easements Private | 20 km Easements on 10 private farms

Land

Roadside Verge 11 km New Zealand Transport Agency

Clip on Bridge One bridge Mossburn Five | New Zealand Transport Agency

Rivers, State Highway 94

Bridge side Barrier

Lumsden Five Rivers on
State Highway 96

New Zealand Transport Agency

Easement 4 km Land Corp
Reserves Kingston, cycle trail head Queenstown Lakes District Council
Reserve Garston Southland District Council

Private Land Owners

All private landowners plus Land Corp have agreed in principle to easements across their
property subject to surveying and legal agreements.

New Zealand Transport Agency
New Zealand Transport will require detailed information regarding cycle trail at the resource
consent stage to make informed decisions.

Queenstown Lakes District Council
Require written application for the use of Reserve Land at Kingston and agreement for
maintenance of the Mount Nicholas Rd.

Department of Conservation
A change is needed to the Conservation Management Strategy to allow for commercial activity
in the Eyre Mountains Conservation Park. DOC have agreed to process the CMS plan change
upon cycle trail project funding being approved in principle.

r/09/10/16057
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4, Governance and Operational Structures

4.1 Legal Entity and Status

The Around the Mountain Cycle Trail development and ongoing operational requirements will be
best managed as a local authority entity. This has been flagged as a preferred approach by the
Ministry of Tourism but still requires the detail and concept to be investigated and agreed by the
respective parties involved.

Council Controlled Organisation (CCO)

Local authorities can ring fence particular activities and place their management at arms length
from their governance and management structures. A council may continue to fully or partly own
the undertaking 7 but the accountabilities of the ring fenced activity may be one stepped
removed from the council.

Councils can set up organisations to undertake particular activities on their behalf or to acquire
voting interests in an organisation outside the council. Council may appoint directors and those
directors may appoint managers if required of entities. Setting up these entities enables councils
to access specialist expertise through external directors and to separate those activities from
the council, which may benefit from additional operating autonomy. There are defined
procedural steps required to be undertaken before a CCO can be set up 1 including a special
consultative procedure.

A Council Controlled Organisation is an organisation in which one or more local authorities
owns or controls 50% or more of the voting rights or has the right to appoint 50% or more of the
directors, trustees etc. The principal objectives of CCOs according to the Local Government Act
are to

A Achieve the objectives of its shareholders, both commercial and nhon commercial, as
specified in the statement of intent

A Be a good employer

A Exhibit a sense of social and environmental responsibility by having regard to the

interests of the community in which it operates and by endeavouring to accommodate or
encourage these when able to do so

A If the council controlled organisation is a council trading organisation, conduct its affairs
in accordance with sound business practice.

A CCO must

A Prepare a statement of intent

A Comply with Parts 1-6 of the Local Government Official Information and Meetings Act
A Prepare half yearly and annual reports

The local authority must

A Have a policy on appointment and remuneration of directors
A Monitor the performance of CCOs
A Disclose information in long term council community plan, annual plan and annual report
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The reasons councils give when placing activities into separate entities include

A Improved commercial focus, that is, operating a company with a professional board of
directors with the objective of achieving greater operating efficiency

A Ring fencing financial risk, that is, using an incorporated structure to insulate a council
from financial liability for an activity or venture involving other parties such as a joint
venture

A Empowering local communities, that is, creating a trust with a set budget funded by a

council but managed by a community for a specific purpose

For a CCO, the Local Government Act requires that all decisions relating to its operation must
be made in accordance with a statement of intent and its constitution. The Statement of Intent is
a very important public accountability document negotiated between the board and the local
authority as shareholder. They are designed to ensure CCOs give full and accurate reporting of
their activities to the shareholders and to the public.

Under the Local Government Act CCOs are required to produce and publish a Statement of
Intent each year. The Statement of Intent is requiredtos peci fy the CCOb6s
nature and scope of the activities to be undertaken to achieve them. This includes setting
tangible financial and non financial targets which are intended to provide a clear framework
within which performance can be measured.

CCOs are required to prepare a six monthly report, and an annual report and financial
statements within three months of the end of the financial year. The annual report must include
a statement of service performance which compares actual performance with the Statement of
Intent. The performance information and the financial statements are audited by the Auditor

obj ect

Gener al . CCO6s financi al statements are required

statements of the council. It is optional whether the proposed expenditures of CCOs are
included in a councilsdé LTCCP. Most counci l

It is recommended the Round the Mountain Cycle Trail be governed by a CCO i a Trust i
involving equal representation from Southland District Council and Environment Southland.

It is expected this new corporate structure will

A Operate at arms length from the owner councils

A Have an independent, skill based professional board that is accountable for its
performance

A Be subject to commercial governance and reporting practices.

The trustees will oversee the operations of the organisation in light of the objectives set out in
the Statement of Intent and any statutory requirements currently applying to CCOs.

The board of trustees will be responsible for monitoring the performance of the organisation and

management. The trustees will make major decisions relating to the business but will be subject
to the overall policies and funding priorities as set out in the CCOs Statement of Intent.

r/09/10/16057 20
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4.2 Operational Management Structure i Roles and Responsibilities

Suggested Governance and operating model for consideration:

Governance
CCO Ownership
Trust
Trust
Business Operation contract
- Web based/ Real Time operator to
Booking/ltinerary Planner manage

arketing

Operators
| | | |

Bike Bus and Boat Accommodation
Hire Baggage Transport
Transfer
\ /

It is the intention to develop the busineMt will license suitable operators who pay a
license fee (5% commission on Around the Mountain Cycle Trail product) to the Trust to cover
track maintenance and operational costs.

The Trust will be the entity responsible for entering into relationships and contractual obligations
with various agencies involved in the development i including but not limited to:

A Ministry of Tourism i Capital development funding contract
A Department of Conservation 1 License to occupy land arrangements
A Queenstown Lakes District Council i Memorandum of Understanding regarding road

maintenance requirements

Landcorp i Easement agreements

Private landowners i Easement agreements
LINZ T License to occupy land arrangements

Contractors i Project Management Capital development works contracts

o o To Io Do

NZTA'T Access to corridor arrangements
The Trust will also enter into management and maintenance contracts with respective agencies

and operators on acceptance of the approach to be undertaken and agreement of terms and
conditions.
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4.3 Business Model and Systems Management

Cycleway - Systems Overview
Cycleway - Systems Overview

10 September 2009

Created by: Lexi Thorn
lexi@kelpdesign.com

kelpdesign
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User groups

Operations
provider

r/09/10/16057

An operations provider looks after all of
the rental equipment (bikes, helmets
etc), and also schedules the
transportation of people and bags along
the trail.

>0

Trail cyclist

>0

Accommodation
provider

>0

Central
managment

>0

Trust

23

Atrail cyclist is a member of the public who wishes
to plan and book a cycle trip. Typically an older
demographic for package deals (504), although the
trail will cater most people agefitness abilities.

An accommodation provider is typically
going to be a small to medium sized
B&B situated along the trail.

Central management has access and control over

the whole bookingfeservation system. They would
typically manage any issues that arise and need to
be handled manually (e.g. Aflight is delayed so the
cyclist can't start their trip until the next day)

The Trust provides management and maintenance
of the trail. They receive all payment from which a
commission is taken (for maintenance) and then
distribute respective funds to each provider.

Activities
provider

An activities provider accommodates a
number of things to do (e.g. fly fishing,
wine tasting) from a spedific location
along the trail.

© Kelpdesign 2009 - Page 2



5 Engineering Assessment, Major Structures and Works, Statutory Approvals and
Assessment of Effects

5.1 MWH 1 Engineering Assessment Report T appended

5.2 Addendum to DOC assessment and confirmation of route detalil
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6. Market Assessment

6.1 Industry Trends

The New Zealand Cycleway Market Research Project was commissioned by the Ministry of
Tourism. Tourism Resource Consultants undertook to define visitor demand for cycling
experiences and prepared a Market research Report in September 2009. The following are
some relevant key points directly quoted from this Market Research Report prepared by
Tourism Resource Consultants:

A The New Zealand Cycleway Experience
Currently in New Zealand there are a number of cycling opportunities for visitors to
enjoy. These experiences are highly diverse and the factors influencing them include

- Length and difficulty of ride

- Trail structure

- Support services

- Equipment availability

- Safety and security

- Linkages and synergies with other trails
- Available information

Any new cycleway developments in New Zealand must consider terrain, land ownership,

and distance from populated settlements. As a result there will be constraints on the
numberGrefat 6 Ri desé devel oped. However opportu
and create new |links wild.l add considerable val
cycling product.

With good management and design, future trails will have the capacity to handle
significant volumes of cyclists each season and provide an exceptional cycling
experience for a wide range of abilities.

A Global Cycling Trends
There is strong growth in rail trails and similar cycling products internationally, with over
one hundred existing and twenty-three proposed trails in Australia, and a network of
trails in the UK.

Most domestic cycle tourists come from the larger population centres of Auckland,
Canterbury, Otago and Wellington, and participation in cycle activities by domestic
tourists has increased by 67.4% in the five years since 2004.

International visitors from the UK (24%), Australia (23%) and the USA (11%) make up
the largest share of all international visitor markets. However, those international
tourists with the highest participating rate in a cycling activity come from Switzerland
(10% participating from this market), the Netherlands (9%), Ireland (8%), Germany (7%)
and the UK (5%). In addition, international cycle tourists spend 1.5 times as much per
trip compared with the average international visitor, stay twice as long, and visit twice as
many destinations.
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Current Market Segments

Segmenting recreational and tourism cycling markets is a challenging task. The two are not
mutually exclusive and there is considerable overlap between segments. The market for
cycleway experiences is a combination of cycle tourists, recreational cyclists, and the broad
potential market consisting of those who do not currently cycle.

Lessons Learned

The case studies show that the entire visitor experience is important, not just the cycling aspect.
This is particularly true for those markets whose primary motivation is not cycling.
Accommodation, services, information, scenic values and other activities combine to make the
experience more appealing to a broader range of visitors. For a larger portion of this market the
social and cultural aspect of a cycling holiday is important. Itineraries that allow for frequent
stops to enjoy a coffee and explore local heritage and cultural attractions and overnight in
comfortable lodgings are ideal.

Successful projects need financial strategies in place to support the costs of maintenance,
upgrades, infrastructure such as signage and water provision to name a few.

Ongoing maintenance, trail upgrades and good information/signage all result in a better visitor
experience. Multiple access points and a range of trail difficulty should result in broader usage.
It is particularly important to provide safe, easy trails for beginners and families. Wide trails (eg
over two metres) where cyclists can ride two or three abreast enhance the social aspect of the
cycle experience.

The success of off road trails depends on their ability to offer cyclists a safe, traffic-free
environment. Easier trails will have a broader user appeal, but progression and challenge are
important factors for a smaller segment of the market.

What the Market is Looking For

In general, international cycle tourists want easy multi-day trips with good supporting services or
events. The holidays can also be location based and utilise nearby trail networks. They require
trips that take in New Zealandbés | andscape,

Domestic cycle tourists and recreational riders are not primarily focussed on cycling but on the
broader experience. This group is likely to be older or consist of families rather than single
visitors or couples.

Both markets are looking for easy access to safe and traffic free trails. For the domestic market
in particular, there is often limited opportunity for this within their local region.

Trail gradient is a critical factor in successfully designing a trail for a specific market or type of

rider. For a large potion of the location based cycling and cycling holiday market average trail
gradients of 2-3° are required.
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Opportunities for Growth

New Zealand has great potential to grow its international and domestic cycle tourism markets if
it can deliver in three key areas: remove the barriers to participation (eg safety), enhance the
product, and market the experience.

International visitors from the UK, Australia and the USA make up the largest share of all
international cycle tourism. These are al so New
to leverage off existing awareness in these markets is huge.

There is considerable potential to grow the Australian market due to its close proximity and
similar market demand characteristics in regard to cycling participation, which grew by 21% in
the last year (2007 - 2008).

Participation levels for cycling by domestic tourists are currently around 1.5% in New Zealand.
However strong growth in cycling and participation rates of 23% for the adult population suggest
there is considerable potential to increase cycling while on holiday.

Regional Cycling Clusters

Tackling trail development from a regional perspective enables a more strategic approach to
trail networks and the ability to connect trail experiences either directly or via other transport
options.

Supporting services such as accommodation, cafes, cycle hire and cycle friendly towns are
critical.

Touring Cyclists and Cycle Holidays

Much of the market is looking for scenic, easy (eg average 2-3° trail gradient), traffic free trails,
with a maximum of 3-4 hours riding per day - equating to about 30-40 hours.
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6.2 Marketing Strategy

DRAFT Around the Mountain Cycle Trail Marketing Plan

Contents

Introduction

1. Current situation

la. Market demand
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1d . Target markets
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6
8
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2b. Venture Southland Tourism
2c. Destination Fiordland

Appendix 3: Proposed Marketing Support by Real Journeys 19

Introduction

In the short term the Around the Mountain Cycle Trail will be marketed domestically and internationally
through the regional tourism organisations and larger operators with the aim to make the most of publicity
opportunities leading up to the opening of the Trail at the end of 2010.

In the longer term, the marketing of the trail will be self funding by operators along the trail.

The success of the trail will depend on the coordination of marketing and operators along the trail. This
marketing provides an outline of the current situation, market demand, marketing objectives and how they
will be achieved.

Proposed marketing support by the three regional tourism organisations and Real Journeys as a large
operator are outlined in the appendices.

Short term / long term marketing of the Around the Mountain Cycle Trail.

Year1:Prel aunch Lead up to openi-tragsiioonmai nly through RTOOG6s
Year 2: Launch: Get operators along Trail involved in marketing i working together (website)

Year 3: Post launch: Growth phase
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1. Current situation

This section provides an overview of current market demand and growth forecasts of markets currently

interested in cycling.

It also provides a SWOT (strengths, weaknesses, opportunities, threats) analysis and an overview of

target markets for the cycle trail.

la. Market Demand

Current market demand for cycling holidays in New Zealand

Currently, three quarters of cycle tourists are domestic and one quarter international.

There is strong growth potential if this new iconic cycle trail is marketed collectively and strongly from the

start.

Domestic cycle tourists:

International cycle tourists:

Numbers: 219,000 YE Dec 2008

Participation in cycling activities by domestic
tourists has increased by 67% in the last 5
years

(source Domestic Tourism Survey)

Largest share of all domestic cycle tourists:
from all over NZ, size in proportion to
arealcity: Auckland, Canterbury, Otago and
Wellington

Numbers: 51,000 YE March 2009

Participation in  cycling activities by
international cycling tourists has decreased
by 23% in the last 5 years. This is likely to be
influenced by New Z
safety reputation.

(source: International Visitor Survey)

Largest share of all international cycle
tourists: UK (24%), Australia (23%) and USA

(11%).

International tourists with the highest
likelihood to participate in a cycling activity
came from Switzerland (10%), the

Netherlands (9%), Ireland (8%), Germany
(7%) and the UK (5%).
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1b. Tourism growth forecasts
New Zealand tourism forecasts
Growth forecasts for the main cycle markets to New Zealand are listed below.

The average annual forecasted growth rate for the main cycling markets up to 2015 is:
Australia: 3.1%
UK: 0.3%
us: 1.3%
Switzerland:  2.9%
Netherlands: 2.9%
Germany: 2.0%

(Source: New Zealand Tourism Forecasts 2009-2015, see appendix 1 for more detail)

Growth Forecast Main International Cycle Tourism Markets
(source: NZ Tourism Forecast 2009-2015)

1,400,000
1,200,000 /
1,000,000 C
4
2
2 800,000 =—— Australia
? =& USA
[
-g 600,000 UK
3 Germany
== Other Europe
400,000
200,000 ., %
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0 T
2008 2015
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Growth forecast Around the Mountain Cycle Trail

Earlier in this report, you will find a detailed breakdown of how the Around the Mountain Cycle Trail is
forecast to grow.

This forecast is based on a realistic model.

As seen in the graph below, the domestic market will still be strong, but over time the international market
will grow faster and the domestic market will stabilise.

Growth Forecast Around the Mountain Customers Year 1-5

18,000 g
16,000
14,000 25—
2
g 12,000
8 O Guided tours
%]
2 10,000 O International
S 8,000 B Domestic - all track customers
2 O Domestic Around the Mountain
g 6,000
p=4

4,000 -fiE

2,000

Year 1 Year 2 Year 3 Year 4 Year 5
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1c. SWOT Analysis (strengths, weaknesses, opportunities and threats)

Strengths Weaknesses
1 Coordinated approach from the start 1 Currently low number of
1  Will attract longer stay visitors accommodation on trail
1 Wil attract visitors to the relevant regions in the 1 Operators on the tralil
shoulder season have limited connections
1 Will attract higher yield visitors with  tourism trade
T New destinational product for the (inbound operators and
Queenstown/Southland area wholesalers)
1 Strong marketing support from  Destination
Queenstown, Venture Southland and Destination
Fiordland
1 Marketing support from major tourism operators
(such as Real Journeys)
9 Sustainable product: enhances clean & green image
1 Increased investment in accommodation (strong
interest in investing in accommodation has already
been expressed by several parties)
1 Attracts repeat visitors
1 Queenstown as a starting point
1 Business development opportunities
1 Growing the market to Queenstown and Southland
Opportunities Threats
1 Attract more visitors in the shoulder and low seasons 1 Not being able to obtain
(this is the case with e.g. the Otago Central Rail Trail) funding
1 Strong recognisable brand. 1 Lack of operator support
i Create set of marketing tools for tourism trade, for joint approach
operator s, RTO6s et c. 1 Inability to cope with
1 Form an Around The Mountain Cycle Trail Marketing potential fast growth and
Group demand
1T Develop tools for RTOO6s ¢ 1 Lack of ongoing
market the Trail (to ensure consistent messages & coordination / product
branding) development
1 Ongoing market research 1 Competing destinations
1 Develop a detailed marketing action plan 1 Competition from other
1 Development of events around the trail Cycle Trails all being
1 Development of products and packages for different introduced to the market
markets/target groups and distribute them through at the same time
existing and new databases f  Economic recovery not
1 Opportunity to develop more services around the going as forecast
cycle trail such as bike hire, accommodation, etc.
1 The demand for a new exciting product for the
Queenstown and Southland regions!
Keys to success
1 Ability to obtain government funding
Strong branding from the start
from RTO6s and Tourism New Zeal
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1 Ongoing marketing support from operators
1 Quality service delivery by operators
1 Coordination of marketing activities (ongoing) i one stop shop

1d . Target markets
Segmentation by origin of cyclists:

Domestic marketit hi s is initially the bi gigtonginterastinkyelihg.in | t ds a
New Zealand.

International market:

- UK/Europe

- Australia

- USA
These markets spend 1.5 times more per trip than the average international visitor, stay twice as long and
visit twice as many destinations. The international market is forecast to grow at a much faster rate than
the domestic market.

Segmentation by type of cyclists
1 Touring cyclists (small market, mainly European, stay in backpackers)
1T People on cycling holidays (40+ age group, domestic
accommodation), including guided tours
1 Location-based cyclists (largest market, New Zealanders, all ages, some families, range of
accommodation)
Sport & recreation cyclists (all ages, locals)
Potential cyclists (all ages, especially women, range of accommodation)
Conference market / team building

=A =4 =9

How do people research their holiday and how does this impact on marketing the Cycle Trail?

Over 80% of people decide when they are at home where they go and what they will do.

The main sources of information domestic visitors use are the internet, word of mouth from family and
friends and guidebooks. They also use the RTO websites and i-sites and visitor centres and
magazines/newspapers (source: Regional Visitor Monitor).

When deciding how to market the Around the Mountain Cycle Trall, it is important to reach potential
visitors before they come here through the sources they use.
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Source of Information (Domestic Visitors)
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International use sources of information in a different order.

Their main sources of information are guidebooks, word of mouth from family and friends and websites.
Tourism New Zeal anvvisewpehldnd.com ia dlso usedoby alnhost a quarter of
international visitors, much more than domestic visitors. The reason for this is that this website is used
primarily as an international marketing tool.

Source of Information (International Visitors)
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—Other 3% 3% 3% 3% 3% 2%, 3% 29
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2. Marketing objectives

Marketing the Around the Mountain Cycle Trail will start in the coming year leading up to the launch at the
end of 2010.

During the first year, tools to market the trail will be developed and the three regional tourism
organisations will have a major role to play as well.

The focus of marketing the trail in a smart and (cost) effective way will be through a coordinated approach
mainly through a website that will function as a one-stop shop from the start, rather than a fragmented
approach.

Other ways to market the trail will include distribution of information through guidebooks, social media and
word of mouth and keeping in touch with prospective customers (through database building).

Short term / long term marketing

Year 1: Pre-launch Lead up toopening:mai nl y t hr & seg &ppeRdixQ.0 s

Year 2: Launch: Get operators along Trail involved in marketing 1 working together (website)
Year 3: Post launch: Growth phase

Marketing objectives for the Around the Mountain Cycle Trail

Marketing material and branding objectives

Develop a strong recognisable brand with usage guidelines

Develop a 1-stop shop website with online booking facilities
Professional photography: very important for all aspects of marketing
Development of online brochures / material / tools for tourism and trade
Design of a rack card with call to action to visit the website

=A =4 =8 -8 -4

Sales / distribution objectives:
1 Grow number of visitors to the Cycle Trail as outlined in this document, section 1b.
T Distribution of information of the Cycle Trail thro
(piggyback on their marketing initiatives in the domestic and international markets, travel trade,
TRENZ, Tourism New Zealand, Newsletter (gather Cycle Trail database), operators (initially
through Real Journeys/Earnslaw), guidebooks etc.
1 Advertising in selected publications (small ads promoting website)

PR / Media objectives
9 Prelaunch: develop PRca mp ai g n witadaveldp Buaéesess of the Around the Mountain
Cycle Trail
1 Get operators along the trail on board in a marketing group

Product development objectives

Sustainable and self funding regional tourism product (Coordination right from the start)
Development of multi-day packages for each target market

Guided / unguided options

Facilities along trail

Add on activities

Events / signhature event in conjunction with Sport Southland / Tour of Southland

=A =4 =8 =8 -89

Marketing co-ordination objectives
1 Establish an Around the Mountain Operator Marketing Network
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1 Coordination of marketing planning i getting marketing right from the start & ongoing coordination
of marketing activities

Partnerships with RTOO&6s

Partnerships with large operators (e.g. Real Journeys)

Partnerships with smaller operators

=A =4 =4

3. Action planning & budget

Initially, in the pre-launch phase, some budget will need to be allocated to develop resources to market
the Around the Mountain Cycle Trail.

After the launch, marketing the trail should become self-funding by the operators along the Trail.

A detailed budget and action plan is yet to be developed, but below is an estimated budget for the first
year.

CCO, Venture Southland RTO
1 Branding / logo design: $ 2,000
1 Marketing management/coordination/setting up marketing group: $14,000

Official Itinerary Planner Cycle Trail Operator

1 Development of key messages, PDF brochures etc.: $ 3,000
1 Rack card: $ 4,000
1 Professional photography: $10,000
1 Integrated booking system, Website development: $50,000
1 Marketing management/coordination/setting up marketing group: $10,000
TOTAL $93,000

r/09/10/16057 36



Appendix la. International Tourism Forecasts to New Zealand

Below are graphs from the New Zealand Tourism Forecast (Ministry of Tourism) indicating the growth
forecasts for the three major cycle markets to New Zealand.

Figure 3: Australian Visitor Arrivals to New Zealand (000s)
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Figure 5: UK Visitor Arrivals to New Zealand (000s)
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Figure 7: US Visitor Arrivals to New Zealand (000s)
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Appendix 1b. International and domestic growth forecast for visitors to Queenstown
(source: Queenstown Tourism Forecasts i Ministry of Tourism)

Total Visits Figure 5: Visits to Queenstown RTO by Origin of Traveller

* |n 2008 international and domestic travellers made a and Trip Type ('000s)

total of 1.74m visits to Queenstown RTO. International Intemational Overnight  —e— Intemational Day

Domestic Overnight —+— Domestic Day
overnight travellers accounted for 731,800 (42.0%) of 200
these visits, domestic overnight travellers 568,500 800
(32.6%), international day travellers 201,400 (11.6%) ;Eg

and domestic day travellers 242,000 (13.9%). 500
= By 2015 total visits to Queenstown RTO are forecast to 400
. o o ‘
|ncrea!se by .1‘.55’000 (9.5%) to 1.91m, with international 300 A~ ., o, PPy
overnight visits up 113,700 (15.5%) to 845,500, 200 et e
domestic overnight visits up 13,000 (2.3%) to 581,500, 100

international day visits up 33,900 (16.8%) to 235,300 0 03 04 05 05 07 08 097 10f 117 12f 13 147 151
and domestic day visits up 4,400 (1.8%) to 246,400.
Total Visits Figure 5: Visits to Southland RTO by Origin of Traveller and
= In 2008 international and domestic travellers made a Trip Type ('000s)
total of 1.46m visits to Southland RTO. International International Gvernight ~ —— International Day

Domestic Overnight —+— Domestic Day
overnight travellers accounted for 132,900 (9.1%) of 1200

these visits, domestic overnight travellers 459,600 1,000
(31.6%), intemational day travellers 68,600 (4.7%) and 800 B

domestic day travellers 795,300 (54.6%).

= By 2015 total visits to Southland RTO are forecast to 600
increase by 47,400 (3.3%) to 1.50m, with international 400
overnight visits up 20,800 (15.7%) to 153,700, domestic 200
overnight visits up 13,900 (3.0%) to 473,500, . — o+ -+ -e--b-o--e-e-+--0

international day visits up 12,700 (18.6%) to 81,300 and
domestic day visits down 100 (0.0%) to 795,200.
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Total Visits Figure 5: Visits to Fiordland RTQ by Origin of Traveller and
* In 2008 international and domestic travellers made a Trip Type ('000s)
total of 1.06m visits to Fiordland RTO. International International Qvernignt *— Intemational Day
. Domestic O\-'emlgm —— Domestic Day
overnight travellers accounted for 373,000 (35.1%) of 200
. ‘ . 450 _—
these visits, domestic overnight travellers 170,300 _g-c¥

400 At o
-

(16.0%), international day travellers 392,200 (36.9%) 150

and domestic day travellers 126,900 (11.9%). 300
= By 2015 total visits to Fiordland RTO are forecast to 250

increase by 115,800 (10.9%) to 1.18m, with  jop st e e e
international overnight visits up 58,600 (15.7%) to 100
431,600, domestic overnight visits up 1,700 (1.0%) to 20

172,000, international day visits up 56,400 (14.4%) to
448,600 and domestic day visits down 900 (0.8%) to

126,000.

03 04 05 06 07 08 09f 10f 11f 12f 13f 14f 15f

r/09/10/16057 39



Appendix2i Support from RTO6s involved with the Around the
2a. Destination Queenstown

2b. Venture Southland Tourism

2c. Destination Fiordland

Appendix 2a. Proposed Marketing Support of the Around the Mountain Cycle Trail by Destination
Queenstown

A significant local, regional and national asset

Destination Queenstown (DQ) considers the proposed trail would be a highly significant regional and
national asset, and a great oppottwmni syndét osnefssrigleert op do!
Australian and long haul audiences.

Queenstown i s New Zealandbés premium visitor destinati ol
reputation for both its scenic beauty as well as its vast array of outdoor leisure and adventure pursuits. Air

services from domestic and trans Tasman ports have continued to grow and with superb road access we

are becoming ever more accessible to domestic and international visitors. This access has wider regional

benefits as we are establishedasthe 6gat ewayd to the wider Southern Lake

We are a true all-year destination offering a unique mix of winter and summer activities.

Queenstown has a well established reputation for adventure activity. The region is also establishing itself
as a magnificent cycling destination, with significant local investment in many cycling/walking trails and
related businesses over the last 10 or 15 years, catering to all ability levels. We fully expect this
reputation to grow and we fully embrace every new product opportunity that will add to this position. The
neighbouring Central Otago Rail Trail has also been instrumental in building this position and has well
proven the demand for multiple day cycling options catering to a very broad demographic.

Destination Queenstown is very actively promoting our destination domestically, in Australia and through
the travel trade in long haul markets served by Tourism New Zealand.

This activity includes consumer marketing, PR/media activity and travel trade and industry relationship
devel opment. We would actively pitch the proposed 6Roul

From a consumer marketing perspective, there are a series of domestic and Australian campaigns
scheduled for the coming year and beyond, all of which could offer opportunity for the proposed trail to be
represented as a significant new product and this could feature imagery of the trail as part of print and
digital advertising, targeting relevant audiences (families, groups, couples, empty-nesters). There are also
numerous profiling opportunities on the DQ website www.gueenstown-nz.co.nz, which has over 560,000
visits a year.

In summary, Destination Queenstown can envisage this trail becoming a nationally iconic experience. It
will be appealing to many potential cyclists of all ages and ability levels due to its moderate gradients. It
opens up access to new and stunning landscapes, not normally accessed by visitors and crosses from
the Queenstown Lakes District into Southland, ensuring the tourism growth benefits and economic
impacts are shared. It includes the iconic experience of travelling on the TSS Earnslaw across to Walter
Peak, thereby incorporating in a creative way existing tourism infrastructure.

From a tourist experience perspective, Queenstown is already well able to cater for the pre and post

visitor needs and apart from on the trail itself, the infrastructure already exists. In short, it would be a
compelling and very welcome addition to the regional product offer.
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Market demand

The demand for the proposed cycle trail in this region has not been formally measured by DQ, however

itds anticipated that it would consi dearrastuliyy senHamcse ad s
anticipated that the trail could attract higher yielding and longer staying visitors i those who come to cycle

the trail and then stay on in the region for a few days after (or before), and encourage repeat visitation i a

great reason to return to experience a different aspect of the region. The trail would also be a great

platform from which to market shoulder season travel.

We believe the domestic market would be where the first significant demand was generated from,

particularly from visitors who may have already experienced the Central Otago Rail Trail, and are seeking

another O0similard experience. Once established and pr of
Australia and key long haul destinations.

Domestically DQ has strong relationships with inbound tour operators, some of which specialise in
walking and cycling holidays. The demand for a new cycling option from these specific stakeholders
would be significant, and so too would demand further a field from our network of wholesalers in
Germany, Switzerland, The Netherlands and Belgium where cycling vacations are very popular.

DQ6s marketing tactics which could support the Around

Pre-launch Jan 20101 Nov 2010 Launch Nov/Dec 2010 Post-launch 2011
Goal: create anticipation Goal: support launch Goal: maintain momentum
1 Facilitate community stakeholder | 1 Press release from DQ to T Inclusion of the trail in the
communication/interaction via database of over 2,000 Southern Lakes Product
Fortnightly Remarks operator media, travel trade and Directory targeting 15,000
newsletters tourism operators travel trade representatives
announcing the launch primarily in NZ and Aus
1 TRENZT DQ Team would 9 Inclusion of the trail in DQ 1 Imagery could be included
include the proposed cycle trail instigated media famils and in branded marketing
as part of the Queenstown TNZ6s I nterna collateral, including in-
update during over 100 Programme - targeting stands, image gallery on
appointments with travel trade print, digital and broadcast DQ website and DQ
media consumer brochure on

Queenstown (60,000
copies distributed annually)

1 DQ attends the North American 9 Listing on DQ website, 1 Inclusion of the trail in DQ
Mountain Travel Symposium linking through to cycle instigated media famils with
each year 1 this focuses on trail 6s offic domestic and overseas
winter travel o medi a, and TN
interest in year-round outdoor International Media
pursuits and the forthcoming trail Programme - targeting
could be featured in the print, digital and broadcast
Queenstown update media

T During 2010 DQO&¢{T Attendance at Adventure 1 Follow up press release to
will conduct a series of sales Travel & Backpacker Expos announce new features of
calls throughout NZ and in Sydney, Brisbane and the trail, as appropriate
Australia T where appropriate Melbourne, interacting with
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the forthcoming trail could be
featured in the Queenstown
update

25,000 consumers i
scheduled for late 2010

Destination Queenstown will be
represented at the Kiwi Link
Japan and Kiwi Link Asia trade
shows in March and August
respectively. Where appropriate
the forthcoming trail could be
featured in the Queenstown
update

Targeted hosting of
national and Australian
media

Opportunity for trail
inclusion in True Colours
domestic and Australian
autumn marketing
campaign i offers based
campaign marketed via DQ
website, postcards
t0250,000 NZ homes and
integrated ad campaigns

MEETINGS 2010 is in Auckland
in June, attracting PCOs and
Conference Managers - where
appropriate the forthcoming trail
could be featured in the
Queenstown update

TRENZ 1 DQ Team would
include the cycle trail as
part of the Queenstown
update during over 100
appointments with travel
trade

DQ will be representing the
Southern Lakes region in July at
the UK Europe IMA Roadshow i
the forthcoming trail would be
featured in the Queenstown
update

Pre and post TRENZ famils
T where relevant the trail
would be proposed as part
of famils with international
travel trade i pls note this
does not guarantee uptake
of the activity

Opportunity for inclusion in
domestic shoulder season
campaign to promote travel
in spring 1 targeting
Auckland, Wellington fly
market and lower Sl drive
market

Special interest group
marketing to high yielding
niche audiences focusing
on food, wine, golf,
tramping and cycling could
include some mention of
the trail

DQ hosts an annual
Queenstown showcase in
Auckland for key domestic
travel trade. There would
be an opportunity for trail
representation at the
showcase as an exhibitor

During 2011 D
Team will conduct a series
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of sales calls throughout
NZ and Australiai the
newly launched trail would
be featured in the
Queenstown update

Total annual marketing budget for Destination Queenstown: $ 2,100,000.00

Domestic marketing expenditure comprises $409,000 of this, and a significant proportion of the $617,000
spent on generic branding and the production of multi-market resources is also channelled into reaching
the domestic market.
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Appendix 2b. Proposed Marketing Support of the Around the Mountain Cycle Trail by Venture
Southland Tourism

=A =4 =4 -89

=4 =4 =4 -8-8-8_9_9_9_49_9_-°

Marketing guidance when developing a trail website, brochure etc

Brochure distribution of the trail brochure, and include as part of our online ordering system
A presence on www.southlandnz.com

Promotion in Southland Visitor Guide

Promaotion at consumer shows eg Motorhome & Caravan Show (Chch & Hamilton), Kirra
Roadshow (Australia)

Inclusion in training presentations given to i-SITE staff and motorhome reservation staff
Inclusion in trade newsletter

Encourage inbound tour operators to book

Exposure to Australian trade during market visits (2 x annually)

Exposure to international long-haul markets (UK, Europe, US, Canada IMA & Kiwi Link visits)
Targeting of specific wholesalers more likely to be interested in soft adventure/cycling experience
Suggestions of operators who could package experiences eg Adventure South...

Put together familiarisations for i-SITE staff, trade & media

Pitching to International Media Programme (Tourism New Zealand)

Pitching to domestic media (mainstream & niche publications)

Direct marketing to cycle groups/retailers etc

Opportunity to contribute to prizes etc in various campaigns

Total marketing budget for Venture Southland Tourism: $ 220,000.00
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Appendix 2c. Proposed Marketing Support of the Around the Mountain Cycle Trail by Destination
Fiordland

Below is an overview of the marketing activities planned by Destination Fiordland. Strong support for the
Cycle Trail has been expressed and the new Cycle Trail will be promoted in the following ways.

Promotional activities:

E ]

Destination Fiordland has an extensive website on the Fiordland region. The Around the Mountain
Cycle Trail will feature as an attraction on this site.

Inclusion in the Fiordland Visitor Guide Brochure

Brochure distribution

Inclusion in the Generic Brochure

A new e-brochure for inbound operators and wholesalers is being developed. Information on the Trail
will be included in it.

Fact & cheat sheets in pdf format about the Cycle Trail and distributed through email and on flash
drives.

A trade newsletter is distributed six i monthly and will included updates on the new Cycle Trail.

Domestic Marketing

E K]

AA Domestic Campaign

Hosting domestic media on Cycle Trail
I-site staff education on new Cycle Trail
Radio promotion

International Marketing

1

=A =4 =8 -4

Destination Fiordland is part of the Southern Lakes Marketing Alliance with the aim to market the area
internationally. Main markets targeted (through market visits and Tourism New Zealand initiatives) are
UK/Europe, USA and Asia.

Regional wholesaler visits Australia i the Cycle Trail will be promoted to the wholesalers

Kirra Roadshow (Australia) targeting Australian consumers and key retail agents

Representation at TRENZ 2010

Inbound operator updates

Total marketing budget for Destination Fiordland: $ 240,000.00
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Appendix 3: Proposed Marketing Support by Real Journeys
Real Journeys, who operate the TSS Earnslaw providing transport across Lake Wakatipu to the start of

the Around the Mountain Cycle Trail, will be marketing the following product through marketing brochures
and web site.

1 Multiday guided rides of Around the Mountain cycle trail
1 Multiday FIT rides Around the Mountain cycle trail
1 Day guided cycle rides from Walter Peak

Marketing material example:
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