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Enhancing Service Quality in New Zealand’s Mountain Destinations:

a Critical Role for Community Engagement
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Visitors to New Zealand, likelihood to recommend to others as a visitor dest

Promoters
Passives

Detractors
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New Zealand Ski Area Visits '

_'Ski Area Association of NZ
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STRATEGIC INITIATIVES

Interactive Traveller / Active Considerer

Spread visitor flows and reduce seasonality

Strengthen inter-sectoral linkages

Build connection to place (culture, heritage and local stories)

Enhance service quality

ALL DEPEND ON COMMUNITY AWARENESS AND BUY-IN



VISITOR EXPERIENCE

l

TOURISM YIELD

1

COMMUNITY INTERACTION
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COMMUNITY SCALE - OVERTOURISM ?

2017 Ratio - Local Residents: Annual Visitors*

Wanaka

1: 126

New Zealand

Local 1: Visitors 0.7

Fox Glacier Queenstown

1:77 1: 102

* Estimates based on NZ CAM and other data
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Article / Events / Things to Do
Losing or engaging community?:
connection, buy-in and sense of place.



LOCAL INSIGHT IS CRITICAL




A way forward...

e Robust evidence is critical for planning and
development and vital for the attraction of investment
—ongoing Decision Support Systems

e Yield driven tourism strategies must focus on
community development

e Community interaction and support is essential for
product marketing and development (differentiation)

e Research must be translated into usable outcomes for
key stakeholders

Communities will work for tourism if tourism works for
communities



THREE PILLARS OF A
DECISION SUPPORT SYSTEM

Visitor Survey

Improve destination service
quality and yield.....

. Communit
Business Survey y

Awareness/Attitudes
Survey



GREAT BARRIER ISLAND AND MOUNT HOBSON
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Community/business survey
(low/high season)

Visitor Survey (November 2017 >)

Support from local government &
Dept of Conservation

Evidence based strategy 2018

Ongoing research barometers



Visitor Survey — Low season

“Some of the locals seemed a bit put out by us. Not
sure if this was just the time of year? They were not

prepared”

“When local residents serve you, especially at shops,
they need to acknowledge you!”

Least appealing: 14% lack of friendliness of locals
Need to improve: 23% better service



Community:
Impact of visitors to the Island on Quality of life
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Community:
Should Great Barrier Island attract more visitors?
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Destination Indicators

Human Resource
Development

Environmental
Management

Affordable
Housing

Visitar Yield

Destination
Service Quality

Community
Support

Culture &
Heritage

Marketing &
Destination
Development

Health, Safety &
Security







