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1. Introduction 

Sustainable tourism can be defined as "Tourism that takes full account of its 

current and future economic, social and environmental impacts, addressing the 

needs of visitors, the industry, the environment and host communities" (United 

Nations World Tourism Organisation, 2005). When we read the “Transforming 

our world: the 2030 Agenda for Sustainable Development” and the “Sustainable 

Development in the 21st century (SD21), which were published by United 

Nations (UN), we can understand the significance, value, vision, goals and 

targets of sustainable development for the planet in the next decades.  United 

Nations will take the bold and transformative steps which are urgently needed to 

shift the world onto a sustainable and resilient path. 17 Sustainable Development 

Goals (SDGs) and 169 targets were announced which demonstrated the scale and 

ambition of this new universal Agenda. These goals are integrated and 

indivisible and balance the three dimensions of sustainable development: being 

economic, social and environmental. 

 

Furthermore, United Nations has declared 2017 as the International Year of 

Sustainable Tourism for Development and it has continued to promote this by 

World Tourism Organisation (UNWTO) since December 2015. There is a clear 

understanding for its goal and relation to “the 2030 Agenda for Sustainable 

Development”. This declaration is a unique opportunity to advance the 

contribution of the tourism sector to the three pillars of sustainability – economic, 

social and environmental. It mentioned “well-designed and well-managed 

tourism” could contribute to the three dimensions of sustainable development. In 

addition, the decision to adopt 2017 as the International Year of Sustainable 

Tourism for Development comes at a particularly important moment as the 

international community embraces the new Agenda 2030 and the SDGs, 

approved by the UN General Assembly last September. Tourism is included as 

targets under three of the SDGs - SDG 8: Decent work and economic growth, 

SDG 12: Responsible consumption and production and SDG 14: Life below 

water. 
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These declarations illustrate the significance and focus on sustainable tourism 

development at the most authoritative level and these initiatives are being 

implemented in worldwide range. 

 

Tourism also plays a vital role in the New Zealand economic development and 

International tourism continues to be a significant export earner for New Zealand. 

Likewise New Zealand is becoming one of the most popular tourist destinations 

in the world. Tourism of New Zealand has grown strongly in the past few years. 

International visitors arrivals and expenditure increased continuously and had 

their peak in 2016. 

 

Auckland, as the most populous area in New Zealand, is the economic and 

financial center of New Zealand and it is also ranked one of most liveable cities 

in the world. Above all, Auckland now presents distinctive character and 

resources in the tourism dimension and is no longer a transit hub for tourists and 

businesses. 

 

For keeping 100% pure New Zealand as a slogan of New Zealand tourism and 

responding to the UNWTO declaration, it is important for New Zealand’s 

tourism industry to be committed to looking after the economic future and the 

resources. Economic, environmental, cultural and social sustainability must 

become a genuine ethical underpinning of the industry. 
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This report focuses on sustainable tourism in Auckland with a case study of 

Waiheke Island which makes great contribution to Auckland tourism and 

presents an incredible fast-developing reputation in the world tourism platform. 

Waiheke has a distinctive combination of beaches, culture, community and wine. 

Particularly, natural beauty is the basic attraction of this fascinating island. 

  

Our research and further project will be involved in Waiheke’s tourist aspects to 

reveal important opportunities, issues, blocks and risks in the sustainable 

development dimension. Data was collected from operators, suppliers, and FIT 

(free independent travellers) of this specific tourist market as research 

participants. 

 

Throughout the process we tried to identify the diverse facts related to Waiheke 

tourism, give strategies and recommendations. We also attempted to reflect with 

other Auckland Region tourist destinations and build a blueprint for sustainable 

development in Auckland. 
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2. Synopsis and background 

2.1 Introduction 

The 2030 agenda for sustainable development which declared by United 

Nations, the heads of States and Governments and high representatives, 

presented sufficient goals and targets for sustainable development in this 

world. It is most beneficial to people, planet, prosperity, peace and 

partnership. Tourism is a tool of sustainable development as tourism is 

included in three of SDGs. Thus it can be seen that sustainability in the 

tourism industry is of key importance to New Zealand as this increasing 

trend in tourism contributes strongly to the national economy. 

 

Benefits of sustainable tourism to NZ  

 Promote economic growth with sustained and inclusive way. 

 Promote sustainable consumption production. 

 Conserve environment for sustainable social development. 

 

Benefits of sustainable tourism to tourist destinations 

 Strengthen the capability of local community  

 Make marketing edge over the competition 

 Advantage in attracting and retaining staff 

 Give travellers expected tourist experience 

 

Auckland has particular status as economic and tourist centre in New 

Zealand and it is already promoting in sustainable development and 

sustainable tourism. Waiheke’s special characters and reputation have 

attracted worldwide travellers with its distinct natural landscape. It has a 

requirement to research Waiheke tourism for promoting Auckland tourism 

as a sustainable tourism development. 

 

Waiheke Island case study is committed to explore the feature of this island, 

reveal the nature, identify the needs, analysis research results and give 
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insightful vision. 

 

2.2 Growing world tourism 

Why tourism benefit to world sustainable development. 

	  

Over the decades, tourism has experienced continued growth and 

deepening  diversification to become one of the fastest growing economic 

sectors in the world. New Zealand is no difference.  Modern tourism is 

closely linked to development and encompasses a growing number  of new 

destinations. These dynamics have turned tourism into a key driver for 

socio- economic progress.  

 

Today, the business volume of tourism equals or even surpasses that of oil 

exports,  food products or automobiles. Tourism has become one of the major 

players in  international commerce, and represents at the same time one of 

the main income  sources for many developing countries. This growth goes 

hand in hand with an  increasing diversification and competition among 

destinations.  
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Tourism’s contribution to world GDP grew for the six consecutive year in 

2015, Rising to a total of 9.8% of world GDP (US $7.2 trillion). The sector 

supports 284 million people in employment that is 1 in 11 jobs on the planet. 

 

 

The number of international tourist arrivals (overnight visitors) in 2015 

increased by 4.6% to reach a total of 1186 million worldwide, an increase of 

52 million over the previous year. It was the sixth consecutive year of 

above-average growth in international tourism following the 2009 global 

economic crisis. 

 

International tourist arrivals worldwide are expected to increase by 3.3% a 
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year between 2010 and 2030 to reach 1.8 billion by 2030, according to 

UNWTO’s long-term forecast report Tourism Towards 2030. 

 

Growth of Tourism Industry shows its influence on the global economy and 

flow on affects to other relative industries. While focusing on the benefit of 

tourism development we also need to give attention to the negative effects of 

tourism development, which would affect our society, environment, finance, 

humanities and ecology. 

	  

2.3 Booming New Zealand tourism 

In 2015, Asia and the Pacific welcomed 279 million international tourist 

arrivals, 15 million more than in 2014, corresponding to a 6% growth. The 

region earned US$ 418 billion in international tourism receipts, an increase 

of 4% in real terms. 

 
 

How New Zealand rated. 

Oceania enjoyed a solid 7% increase in arrivals in 2015, boosted by the 

subregion’s top destinations New Zealand (+10%) and Australia (+8%).  

New Zealand is becoming one of the most popular tourist destinations for 

international traveller in Oceania. 
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Tourism plays a significant role in the New Zealand economy in terms of 

producing goods and services, creating employment opportunities and 

infrastructure. 

 

In the 12 months to March 2016, international arrivals grew by 10.4% to 

reach 3.3 million with the strongest growth coming from Asia (19.5%) and 

the Americas (13.4%). In 2016, the top six markets (Australia, China, USA, 

UK, Japan and Germany) represented 73.5% of all international arrivals. 

 

 Total tourism expenditure was $34.7 billion, an increase of 12.2 percent 

from the previous year. 

 Tourism generated a direct contribution to GDP of $12.9 billion, or 5.6 

percent of GDP. 

 The indirect value added of industries supporting tourism generated an 

additional $9.8 billion for tourism, or 4.3 percent of GDP. 

 188,136 people were directly employed in tourism (7.5 percent of the 

total number of people employed in New Zealand), an increase of 3.7 

percent from the previous year. 

 Overseas visitor arrivals to New Zealand increased 10.4 percent. 
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Graphical data illustrated that New Zealand’s tourism industry has made a 

significant contribution to the nation as the number one ranking export 

sector. From 2014, the trend of international traveller increased with over 15% 

with in this period, China has been the fastest growing visitor market of NZ. 

	  

2.4 Beautiful Auckland 

Despite its record high property prices and traffic issues, Auckland has been 

ranked the world's eighth best city in the latest liveability rankings released 

by the Economist Intelligence Unit. Liveability rating, part of the Worldwide 

Cost of Living Survey, quantifies the challenges that might be presented to 

an individual's lifestyle across five broad categories of Stability, Healthcare, 

Culture and environment, Education and Infrastructure.  
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Auckland regional GDP and tourism expenditure 

 

 
 

	  

	  



	   11	  
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Auckland has the most important economic status in NZ with the highest 

percentage of national GDP. Diagrams above show the proportion of tourism 

in Auckland region’s economy, contribution of tourism spend in the national 

market as well as international and domestic tourist spend gross. 

 

There are advantages and opportunities to develop sustainable tourism in 

Auckland. 

 Opportunities associated with markets: booming new markets, keep 

traditional markets and valued market, powerful marketing strategies. 

 Opportunities associated with distinctive character: environment, safety 

and climate. 

 Opportunities associated with other sort visitors: investment, education, 

and employment. 

 Opportunities associated with transportation and infrastructure: 

accommodation, air services, staffing, attractions and destination 

management. 

 

2.5 Distinctive Waiheke Island 

Waiheke Island has been listed in world famous tourism magazines and 

websites with world-class awards. 

 The fifth best region 2016 named by Lonely Planet 
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 The fourth best island 2016 selected by Travel+Leisure 

	  
	  

The main reasons for getting unprecedented and deserved honors can be 

summarised as below: 

 We believe Waiheke Island has already been understood for its 

distinctive characters and appeal to visitors. 

 As a result of successful marketing with local government-funded 

organisations and local operators. 

 Wonderful experiences and positive comments from visitors 

 

Actions for sustainability of tourism development are 

 Keeping and developing advantages in sustainable way 

 Solving issues by limiting funding and identifing the priorities 

 Collaboration between stakeholders and individual suppliers 

 Attention to the balanced development between booming tourism and 
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local residents 

	  

2.6 Two plans 

On the other hand, we should pay attention to two Auckland governmental 

plans in the tourism sector published recently: 

 

They are “Tourism 2025 (by TIA - Tourism Industry Aotearoa, 2016)” and 

“Auckland Visitor Plan 2021 (by ATEED 2014)”. These two plans gave the 

goals and challenges to NZ tourism to the industry developing. There are 

great aspirations, strategic frameworks and growth frameworks for NZ and 

Auckland. They both mentioned and focus on sensitive issues, i.e. 

Sustainability, Capacity, Experience, Value, Productivity… We also have to 

pay attention to market factors, i.e. changing, needs, models and 

international market forces. 

 

2.7  Summary 

Tourism is established as a global and national priority, a valuable 

component of all efforts to advance economic growth, cultural and 

environmental protection, mutual understanding and peace. Sustainable 

tourism is firmly positioned in NZ’s development. However, to achieve 

these aims, it requires a clear implementation, framework, adequate 

financing and also need investment in technology, infrastructure and human 

resources. 

 

Why we should keep sustainable development, especially in the tourism 

sector and why we study Waiheke Island. 

 

 Importance and benefits of sustainable development at national level 

 Contribution of tourism sector in sustainable development of Waiheke 

 Current status of tourism in New Zealand and how it affect the island 

 Benefits and opportunities to Waiheke and Auckland achieved by 

sustainable tourism development 
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 Particularity and representativeness of Waiheke Island to Auckland’s 

tourism industry 

 To create the balance between the use of nature assets, community 

support, value added products and employment growth. 

 

For achieving the challenges and keeping sustainable development in 

Auckland tourism, ATEED as the leader of Auckland tourism development 

plays a pivotal role in this field. 
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3. Research process and aims 

3.1 Introduction 

Research of this study is about Waiheke tourist operators, relevant tourist 

organisations and FIT travellers. The number of participants is almost 60. 

We aim to discover the facts and components throughout our research in 

these three parts of the tourism chain. On-site research by researcher, 

interviews and the literature review help us to identify the nature, needs, 

opportunities, issues, blocks and risks in Waiheke’s tourism development. 

 

Not only does the Researcher look at Waiheke Island through the eyes of 

international traveller or Chinese FIT, but also is a practitioner from the 

tourism industry. Thus, we combined two perspectives from traveller and 

operator to gain the market-oriented and customer-oriented views to put in 

this report. This is followed by insight recommendations and delivery 

options 

	  

3.2 Research aims 

 Identify the needs and opportunities of relative tourism suppliers 

 Identify the needs of FIT tourists and their understanding of Waiheke 

Island 

 Identity the needs of travel agencies and their opinion of Waiheke Island 

 Discover the issues of Waiheke tourism and any barriers to sustainable 

tourism development 

 Industry responsibility and collaboration in sustainable tourism 

development 

 Theories or business models which could related to Waiheke project 

 Other results of research which could be used in further project or in 

other area 
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Scope of interviewee 

 Operators on Waiheke Island, which included transportation, 

accommodation, vineyard and restaurant, local service supplier and 

commercial business. 

 Local travel agencies (operated by Chinese, located in Auckland) 

 Chinese travel agencies (operating outbound tourism, located in 

Shanghai) 

 Groups of FIT 

 

	  
	  

The significant focus includes gathering marketing responses from suppliers 

and agencies, gathering experience data from FIT. 

	  

Interview questions are focused on these aspects as below: 

 What major assets lead Waikehe to success in tourism sector 

 Main issues or blocks of Waiheke tourism development 

 Business situation and market situation of operators 

 Waiheke tourism marketing and Waiheke tourism products 

 View of FIT market 

 Competitive environment 

 Employment from the Waiheke tourism industry 

 View of seasonality on Waiheke tourism 

 View of sustainability on Waiheke tourism and Waiheke development 

 Waiheke tourist experience or expectation of the Waiheke journey 

	  

Local	  
Suppliers 

Travel	  
agencies FIT 
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Throughout the interviews about these perspectives, the data for estimate 

and judgment will be created. With combining analysis of research and 

literature review, we arrive at the conclusion and give recommendations. 
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4. Waihekes’s overview 

Waiheke Island is in the Hauraki Gulf of New Zealand. Its ferry-terminal in 

Matiatia Bay at the western end is 21.5 km from the downtown terminal in 

Auckland (measured on GPS by Fullers Ferry captains). 

 

It is the second-largest island in the gulf, after Great Barrier Island. It is the 

most populated island in the gulf, with nearly 8,730 permanent residents plus 

another estimated 3,400 who have second or holiday homes on the island. It 

is New Zealand's most densely populated island. It is the most accessible 

island in the Gulf, with regular passenger and car ferry services. 

 

The island is off the coast of the North Island. It is 19.3 km long from west 

to east, varies in width from 0.64 to 9.65 km, and has a surface area of 92 

KM2. The coastline is 133.5 km, including 40 km beaches. 
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Key numbers of annual visitors to Waiheke Island 
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International visitors took up 47% of total visitors to Waiheke Island in the 

past two years. The number of annual international visitors was almost 431.6 

thousand. The highest number of monthly visitor was 120 thousand and 

lowest was 54 thousand. 

 

	  
 

There is no denying that tourism industry makes up critical status in 

Waiheke’s economy and employment, it is also a core element in 

maintaining Waiheke’s development. Market materials also show the 

characteristics of Waiheke tourism, which keep Waiheke as a magical and 

paradisiacal tourist destination. 

 

Benefit of tourism development to island 

 Contribution to GDP and increasing of the economy 

 Contribution to employment and industries 

 Promote diversification of economy 

 Promote self-development of island 

 Improve understanding of the island on the world stage 

 Cultural and lifestyle communication 

 

Disadvantages of tourism development to island 

 Environmental disruption 

Australia	  
27%	  

USA	  
17%	  

France	  
3%	  

Germany	  
9%	  

UK	  
16%	  

China	  
10%	  

Japan	  
4%	  

Other	  
14%	  

Visitor	  percentage	  
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 Local cultural isolation and loss 

 Traditional livelihoods destroyed 

 More susceptible to the influence of the market than mainland 

 Competitive environment (between islands and between destinations) 

 

Challenges of island tourism development 

 Space and natural resources 

 Lack of long-term planning 

 The lack of consciousness of sustainable development 

 Proprietary rights 

 Conflict of interest of stakeholders 

 Lack of technical ability and funding 

 

Waiheke Island has particular natural, geographical, environmental 

characteristics and deficient tourist resources, so tourism on the island is 

easily influenced by changes in the economy, policy and environment. 

Sustainable development is critically important to island tourism and 

outcomes would be great use to other tourism areas. The core question of 

island sustainable tourism development is how to ensure the long-term 

sustainable and profitable tourism through the tourist investment, 

environmental protection and community quality of life. Missions of the 

tourism industry are enlarging market, keeping balance of ECO and society 

and improving the living quality of the local community. Meanwhile, 

tourism development is not a short-term economic growth plan and it is not 

based on damaging the environment and native cultural. 

 

Therefore, research of Waiheke is a representative example and potentially 

useful template for sustainable tourism development in Auckland. 
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5. Impacts to Waiheke tourism 

Through various interviews, literature review and on-site research, we 

present data, responses and analysis in this chapter. 

	  

5.1 Transportation 

Waiheke Island has accessibility advantages for domestic and international 

tourists with its location and transportation connectivity to Auckland. It is 

only 35 minutes ferry trip from Auckland CBD as the highlight of Waiheke 

transport. Currently, there are almost 6 modes of transport to Waiheke: ferry, 

boat, helicopter, charter vessel, seaplane and scenic flight. Obviously, ferry 

is the most popular vehicle, which is used by residents, visitors and 

travellers. Other kind of vehicles suit for private purpose or high-end visitors. 

On the island, buses and taxi are the main transportation. 

	  

5.1.1 Ferry 

40% of interviewees are satisfied with the current ferry service. 50% of 

interviewees expressed issues with the ferry service. The main issue is 

carrying capacity in high seasons. 

   

With recent development, cooperation and merges, “Fullers” and “Sealink” 

are the major ferry operators. “Fuller” operates the most frequent ferry 

service with a large number of sailings everyday. Their sailings depart from 

downtown Auckland to Matiatia bay, Waiheke Island, with some travelling 

via Devonport wharf. “Sealink” focuses on vehicle transport with driver and 

limited travellers, from Half Moon bay to Kennedy Point. So to speak, they 

have different operating models, different target markets and also different 

responsibilities. They cooperate with Auckland Transport who are the 

government agency, responsible public transport service. Fullers undertakes 

a large proportion of commuter between Waiheke to Auckland and it serves 

for over 4.5 million passengers to 16 destinations. Part of Waiheke bus 
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service is also operated by Fullers. Their official websites offer the timetable 

and booking service. Similarly, two companies’ sailing departs almost every 

hour and on board facility and service is standardized but some vessels need 

to be updated. 

	  

Ferry issues for tourism 

 The relative monopoly operating is not conducive improving service and 

vision. 

 Insufficient transportation capability in summer, even October. When, 

tourists have to wait for another hour as follows: 

	  

http://www.stuff.co.nz/national/87429931/waiheke-island-ferry-users-say-en

ough-is-enough.	  

	  

This article published in “Suff.co.nz” on 10th of December 2016. Although it 

is a short news article, it exposed several problems of Ferry service and 

social issues. 

² Residents protested about ferry delay and capacity. 

² Central government and council organisations are concerned by this 
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issue. 

² This issue crearted some negative effects on Waiheke’s reputation as a 

tourism destination.  

² Some residents against too many tourists when their interests have been 

infringed. 

	  

 The fare for vechile transport of Sealink is $170 return, so tourists prefer 

to rent a car on the island, because the rent of a car is only $89 per day.  

 People can use Gold AT HOP card for free, but cannot use normal AT 

HOP card to purchase Sealink ferry tickets. 

	  

5.1.2 Bus service on Waiheke 

70% of respondents, especially FIT, think that bus routes and timetables are 

inconvenient. Waiheke Bus Company is part of the Fullers Group and 

provides a regular timetabled bus services on Waiheke Island intended to 

meet ferry timetables. The various routes follow main key roads with bus 

tops near most of the island’s important location.  

 

Benefits of local bus service: 

 Routes were designed for residents and tourists 

 Have AT HOP system on board and only 1 zone fare applied 

     

     
 Matching the ferry’s timetable 

 All day Bus Pass allowing unlimited travel on the day for $10.00 per 

adult 

 Due to belonging to one company, bus service would be free when you 

purchase the Fullers’ Waiheke tour products. 

 

Main issues: 

 Operating scale is limited and majority-running scope is in Midwest, In 

other words, if tourists take the ferry to Waiheke, they cannot take a bus 
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to Man O’war Bay. The easternmost spot of bus running is Onetangi 

beach (red circle). 

 

	  
	  

 No bus route from Kennedy Point (red circle map below). As mentioned 

above, Kennedy Point is the terminal in which Sealink operates its ferry 

from Auckland. Because Sealink’s vessel facility and no bus service 

from Kennedy Point, Sealink ferry do not suit FIT travellers. 
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 No specific tourist route runs through the beaches, vineyards or 

attractions. Tourists have to take more than 30 minutes from Matiatia to 

Onetangi beach.  

 Buses and facilities are so old that Waiheke does not conform as a 

world-class tourist destination.  

 Bus stops lack maintenance and cleaning. 

	  
Glass was broken 

 

	  

Bus stop interior 

	  

5.1.3 Taxi 

We studied the situation of Waiheke taxi service from on-site research and 
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tourists’ comments. Taxis stand by in Matiatia, visitors can book them by 

phone call. However, pricing of taxi is expensive and not unified. Many 

negative comments and complaints highlighted the operating situation of 

taxi service and why it must be improved. At present, taxi service is not very 

recommended to tourists on waiheke. 

 

Issues of transport reflect that Waiheke need to consider in way of 

sustainable development. Buses and taxis give basic convenience to tourists, 

but depend on their operation situation and on board service, which are 

negative impacts to tourism development. 

	  

5.2 Infrastructure 

90% of interviewees mentioned lack of infrastructure. It may be another 

barrier to sustainable development on Waiheke Island. Car parks, wharves, 

roads, electricity and sewage treatment issues have been mentioned by 

operators. These issues influence suppliers and tourists and related to each 

other. The questions of infrastructure are due to the funding and lack of 

planning or planning taking too much time. There are prominent problems 

for tourist as below: 

 

5.2.1 Public toilets 

Responses from tourists about public toilets are not very positive. Quantity, 

distribution and planning are key points. 

 

If we check with guidance and maps as a visitor, there are only 15 public 

toilets on this 92km2 land. In addition, most of them are distributed in 

western area, which is the primary tourist area near Matiatia wharf. Lacking 

the public toilets is an issue, not only for tourists but for boat users as well, 

especially in high seasons. Toilets distribution brings inconvenience to FIT 

travellers and impacts on their plan and schedules. 
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Only 15 toilets on this map 

	  

Except Oneroa and village, it is hard to see the signages for toilets. 

Restaurants and shops are always disturbed by people who need to use toilet. 

Toilets also need to be managed and cleaned regularly for it’s sanitation. 

	  

5.2.2 Footpath 

Except walking track areas and Oneroa area, footpaths are not suitable for 

FIT tourists. There are no footpaths in residential areas. 

 

No footpaths in some area 

 

In fact, footpath that is used by local residents and tourists on Waiheke has 
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some issues. For example, there is a lack of footpath on some roads, which is 

unsafe for students to school. Although, we only discuss the footpath used 

by tourism, So far, the tracks and walkways almost cover the whole island. 

However, these tracks are walkways only built around the seaside or western 

side of the island. Most of Auckland council recommended tracks and 

individual walks are in west area. Auckland transport and local organisations 

have been concerned about this for a long time. 

	  

Waiheke needs more footpaths in these areas as a priority (red circles) and 

then extend to middle and east areas. 

	  

	  

Footpaths offer convenience to FIT tourists and shows the maturity of island 

facilities. 

 

5.2.3 Signage 

The signage situation is similar to that of the footpath, showing the 

rudimentary infrastructure of Waiheke’s development. In core tourist areas, 

for example, Oneroa village area, signage is clear and clean. However, in 

other areas, old and different types of signage can be seen. We encourage 
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local board and its council organisations to ensure that signage could be 

updated or replaced in a unique Waiheke theme. 

 

To sum up, infrastructure is like a “name card” of a city. It not only 

represents a city's image or reflects its level of civilization, but also has a 

direct impact on tourism development. Thus, lifting the service capability of 

infrastructure is urgent to Waiheke’s success. Certainly, we have seen the 

planning and construction in some area and the awareness of this need. 

However, regional development and regional construction are required to 

present a world-class tourism destination. 

	  

5.3 Accommodation 

Most of accommodation on Waiheke has a beautiful beach view and 

distinctive decoration. Waiheke has diverse sort of accommodations such as 

super luxury lodge – Delamore Lodge or backpacker motels. However, 60% 

of interviewees think the lack of accommodation is one of the most 

significant issues on Waiheke. This issue affects tourists who prefer to stay 

overnight and staff who work on Waiheke. 100% of operators said that 

accommodation for staff is extremely hard to rent through the whole year. 

 

When we try to book a room on “booking.com” – the most popular room 

booking website, we can get an insight accommodation situation for tourists 

on this fascinating island. 

 

If we set the check in date in low season – July, we see almost 25 providers 

that can be booked. Most of them only have 10 rooms or less. Obviously, the 

capacity of accommodation on Waiheke is so limited that room rate is high. 

There is no international hotel chains, no international hotel management 

and no famous distinctive hotels, except for some exquisite lodges whose 

room rate is around $1000 per night. Service capacity is the key problem of 

accommodation on Waiheke with the increasing international tourist markets. 

In addition, the current situation of accommodation on Waiheke is not 
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appropriate for some specific international market, for example, the Chinese 

market and the American market. If we analysis the profile of Chinese FIT, 

we will find that they offer huge opportunity to accommodations providers. 

But 70% of Chinese FIT prefer luxury hotels. Waiheke will face the 

challenge from emerging market that has a different culture and needs. For 

sustainable tourism development, we never encourage building more and 

more hotels for increasing visitors, but this is the time to get a general 

insight plan for accommodation of Waiheke Island. 

 

This plan also needs to highlight the lack of accommodation for staffs, 

especially in the tourist high season. At present, this issue is being solved by 

operators themselves. This issue must be linked to sustainable tourism 

development and has become an all year around problem, thus it should be a 

consideration by all stakeholders and local community. 

 

As an example of, it is hard to get a brand-new luxury resort on Waiheke: 

Envisaged as the "Martha's Vineyard of the South Pacific", an ambitious 

project for a five-star winery-based luxury hotel and entertainment and 

conference centre on Waiheke Island, in the Hauraki Gulf, is up for sale.（Jan, 

2010, published by NZherald）Isola Estate was planned to be an 80-room, 

Tuscan-influenced resort, branded under the premium Langham hotels 

banner. Fifty-two unit titles, made up of one, two, and three-bedroom 

apartments, were offered to the public under a 25-year management contract 

to Langham Hotels International. 

The resort was to be built on the existing Isola Estate winery while retaining 

some of the vine plantings around the perimeter of the buildings. 

 

However, 7 years later，this luxury resort has not run progressed. 

  

5.4 Food and beverage 

Many articles give the wine industry on Waiheke quite high praise. 

Obviously, we can read a variety of materials to understand the situation of 
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wine industry on Waiheke. For instance, the contribution of the wine 

industry, scale of it and the recommended operators. Vineyards could be the 

pre-eminent attraction on this island and most popular operating tours 

designed by suppliers are associated to vineyards. Wine industry gives small 

but vital contribution to NZ’s wine production and provides a long-term 

dimension to Waiheke’s appeal to visitors. In addition, it also contributes to 

NZ’s reputation as a clean, green, sustainable producer. 

 

On the other hand, currently the component of the food and beverage 

industry on Waiheke is not unlike most western food operators. It is hard to 

find an Asian food restaurant there. It has basic demand to create more food 

opportunities to attract diverse visitors and to promote local businesses. 

Other style of cuisine could be encouraged while people promote the wine 

industry. 

 

5.5 Attractions 

Waiheke’s unique appeal is the combination of its natural beauty. The 

harbour, beaches and water activities attract not only domestic tourists but 

international travellers as well. The natural beauty, distinct attractions on 

Waiheke could be divided into three dimensions, which are cultural 

attractions, historical attractions and activities. Actually, the most popular 

and best marketing attraction is EcoZip. It is unique and has a high 

proportion of participation – zipping over a vineyard and hiking over a forest. 

Waiheke needs more representative attractive activities that like “EcoZip” 

attract paying visitors. 

 

In term of culture and historical attractions, Waiheke has a modest museum, 

art galleries and Gun emplacement. However, promotion of Maori culture is 

less to international markets. With a positive response of interviewees, there 

is interest in Maori culture and expectation opportunities for development 

and employment. 
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From the above, Waiheke need to build a regional proposition and salient 

message to tell people an extraordinary, unique regional story. The Waiheke 

story is about why people must visit the island and enjoy Waiheke’s unique 

products and how easy they are accessible to participate in… It is a real 

opportunity for destination growth. We are recommending high value added 

products with manageable visitor number. 

 

5.6 FIT travel 

Compared with group tours, FIT travellers present high expenditure 

indication and they normally stay longer than group tours. However, because 

of limitation of accommodation and attractions, at present, almost 50% of 

FIT are one-day tour travellers. Because accommodation and other related 

issues couldn’t be solved in a short period of time, stakeholders and 

operators should be encourage to cater more effectively to day tour tourists. 

 

We also need to pay attention to expenditure of FIT, because there is no 

expenditure on visiting natural beauty attractions. Creating food 

opportunities and activity opportunities is one of way to boost tourist 

consumption. 

 

The researcher did research the in Chinese FIT market and we can see the 

factors in that report. 

 

5.7 Tour travel 

Group Tours to Waiheke Island account for around 10% of the total tourist 

market. Overseas travel agencies or local travel agencies have few tour 

products that included Waiheke. The majority of tour travel is operated by 

Waiheke suppliers, for example, Fullers. These products offer options for 

travellers to join different types of tours, such as wine tour, adventure tour, 

explore tour. It is convenient to visitors who do not prefer self-driving. 

 

If Group Tours could be promoted in terminal markets that would be better 
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for accessibility as this would be combined with more robust marketing 

strategies. 

 

Certainly, we cannot neglect the wedding and conference markets. These 

two markets account for a high percentage of Waiheke visitors and give 

sustainable contribution to Waiheke hospitality industry and they 

supplement mass tourism. 

 

5.8 Seasonality 

It is not unexpected that Waiheke has apparent seasonality of tourism as the 

other island destinations. High season is from December to Easter. Peak 

season for domestic visitors is from Christmas to January and for 

international tourists is end of January to middle of February. In fact, Spring 

and Autumn in New Zealand’s temperate climate are very attractive for 

tourists. The natural beauty that is only available at these times is appealing. 

It is an extraordinary and unusual worldview. Thus, for solving the summer 

capacity issue and developing tourism in a sustainable way, we should 

promote the shoulder and low seasons tourism on Waiheke Island. 

 

An article showed that “Tourism New Zealand switching off the marketing 

budget for summer to focus on lower seasons” (Stuff.co.nz, 2015) and this 

could be applied for Waiheke as well. “Summer is so hot for visitors right 

now that New Zealand's Government-funded marketing body has decided to 

switch off the advertising budget for that period.” Tourism New Zealand 

chief executive Kevin Bowler said about 80 per cent of TNZ's annual $85m 

advertising budget will be targeted on the shoulder and low seasons for the 

next two years. Learning from this, Waiheke’s marketing plan would also 

focus on the seasonality. 

 

Waiheke need seasonal value to support marketing for shoulder and low 

seasons. That could be involved in products, target market communication 

and festivals. 
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5.9 Employment 

	  

In 2015, GDP in Waiheke experienced growth of 10.8 per cent, much higher 

than the growth rates in Auckland (3.4%). In the ten years to 2015 the 

Waiheke economy grew at an average annual rate of 4.8 per cent, higher 

than the 2.3 per cent in the Auckland region. 

 

Employment on Waiheke increased by an average of 3 per cent per annum in 

the ten years from 2005-15, higher than the Auckland rate of 1.5 per cent. 

During this period Waiheke job numbers increased the most in 

accommodation and food services (+109), professional, scientific and 

technical services (+101) and education and training (+83). 

 

	  

Rental, hiring and real estate services contributed 17 per cent of the Waiheke 

economy in 2015 but was a low contributor of employment locally (5%). 

The sector provided 143 jobs locally. 
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The retail trade industry sector accounted for 8 per cent of Waiheke’s GDP 

and greatly contributed to employment. The sector provided 399 jobs 

locally. 

 

Accommodation and food services accounted for 6 per cent of Waiheke’s 

GDP but was the largest employment sector. The sector provided 504 jobs 

locally. 

 

Waiheke’s GDP and employment is largely dependent on tourism related 

industries such as accommodation and food services rental, hiring, real 

estate services and retail trade. Wine manufacture on the island is high 

valued added. 

 

One of the issues of employment is seasonal fluctuations in economy. In 

other words, it is seasonality of the tourism industry. Youth employment is 

another issue and many young adults leave the island for education and work. 

Thirdly one is accommodation for employees as a whole year problem and 

especially lacking in summer. 

 

When tourism suppliers focus on the shoulder season opportunities, the 

problem of employment might be relieved. Government and local operators 

need to coordinate a plan for solving accommodation issue. 

 

5.10  Environment 

There is no denying that natural beauty is a core value to Waiheke tourism. 

People have strong awareness of environmental protection and effective 

working process. 

 

Negative impacts from tourism occur when visitor use is greater than the 

environment's ability to cope with this use within the acceptable limits of 

change. Uncontrolled conventional tourism poses potential threats to many 

natural areas. Tourism development can put pressure on natural resources 
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when it increases consumption in areas where resources are already scarce. 

Tourism can cause the same forms of pollution as any other industry, for 

example, air emissions, noise, solid waste and littering, releases of sewage, 

oil and chemicals. Physical impacts are caused not only by tourism-related 

land clearing and construction, but also by continuing tourist activities and 

long-term changes in local economies and ecologies. 

 

Eco-activity and Eco-hotel not only offer particular experience but are 

involved in environmental protection. EcoZip on Waiheke，the only one of 

its kind in Auckland, combines spectacular vistas with adventure and 

education. It also gives educational opportunity to tourists for understanding 

of local environment and awareness of environmental protection. 

Encouraging Investment in Eco-hotel building may be the other approach to 

develop tourism on Waiheke while minimizes its impact on the environment 

disruption. 

 

5.11  Service 

Tourism and travel-related services includes services provided by hotels and 

restaurants (including catering), travel agencies and tour operator services, 

tourist guide services and other related services. 

 

Waiheke already presents its stunning natural view， unique wine and 

cuisine, and service with western traditional culture. These provide a 

positive impact to current tourism on Waiheke. 

The emphasis of service to Waiheke tourism is how to develop a service 

framework for international tourists, especially for non-English markets, 

which would include language support, activity interests support, food 

service and understanding their habits. In tourism supply chain, through high 

quality service of every link that would create more opportunities to develop 

tourism sector and keep its sustainability. For example, some of vineyards 

do not have patient explanation in respect to no reservation for customers 

and sufficient service in peak season. International travellers could not get 
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the key safety points because of language barriers. Any absence of service 

would influence visitors’ experience and their enthusiasm to revisit. 

 

5.12  Comments from tourists 

Our research and interviews focused on tourists’ comments from Chinese 

FIT. We researched by websites of Chinese well-known on-line travel 

agencies and on-site FIT on Waiheke Island. 

 

Key review of comments as below: 

 These are valuable comments as references to push forward Waiheke’s 

tourism. 

 Satisfaction of Chinese visitors is a little lower than that of western 

visitors. 

 One day tour to Waiheke is too rushed that FIT could not visit the 

whole island. However, if FIT were to stay longer, accommodation then 

becomes the problem. 

 Transport on island is not convenient enough for these FIT who are not 

in self driving. 

 Some of FIT could not understand the local culture because of language 

barriers. 

 Beaches, vineyards, food are outstanding attractions. 

 EcoZip is only one of its kind in Auckland and still has its appeal to 

international and domestic tourists. 

 A story of Chinese late modernist poet that interests Chinese artistic 

youth. 

 

The Chinese market is second largest market to New Zealand, it is important 

for a number of reasons. Review of the Chinese market comments has 

significance. Although at present Chinese FIT just make up 10% of visitors, 

the number of them is increasing. Thus, the Chinese market likes a case 

study for Waiheke tourism as an emerging market. It is time to pay more 

attention to emerging markets while keeping the little growth of traditional 
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markets. 

 

5.13  Markets and Marketing 

At present, the combination of interview responses the on-site research, the 

main visitors are from traditional western markets, the outstanding markets 

are Australia and domestic. However, the pattern of markets is changing as 

more and more visitors show their expectation that they would travel to 

Waiheke on their second visit to New Zealand. 

 

In this marketing segment and study from Chinese FIT market, there are less 

marketing activities on Chinese social media, almost no outbound tourist 

product including Waiheke in China. Waiheke as a well-known destination 

in Auckland is most famous for the poet story. Response of suppliers is that 

marketing is more around domestic travellers and less to overseas. Therefore, 

Mainstream of marketing for Waiheke tourism is successful in European and 

American markets. Marketing understanding and marketing activities for 

potential developing markets are necessary in any future plan of tourism 

development. 

 

For sustainable tourism development, marketing for Waiheke is not being 

overanxious for quick results. Marketing process depends on tourism related 

industries’ development and changing of tourists markets’ trend. 
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6. Strategies and recommendations 

6.1 Applying of the concept of a tourist area cycle of evolution (R W 

Butler, 1980) 

Butler (1980) writes about a tourism cycle of six stages, which focus on 

carrying capacity and sustainability. In the sixth stage he identifies a range 

of five possible scenarios that fit between complete rejuvenation and total 

decline. The tourism cycle of development provides a great opportunity for 

undertaking fieldwork. For a particular tourism area, we can collect data to 

locate its position in Butler's model of tourism development. Start by 

studying each of the stages below and then consider the types of data we 

might collect that are relevant to the Butler model. 

 

 

 

For sustainability, the significance is the final stage and the causes. 

A: Successful redevelopment leads to renewed growth. 

B: Minor modifications to capacity levels lead to modest growth in tourism. 

C: Tourism is stabilised by cutting capacity levels. 
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D: Continued overuse of resources and lack of investment leads to decline. 

E: War, disease or other catastrophe causes an immediate collapse in tourism. 

This helps us get correct strategies from that. 

 

Practitioners of the Waiheke tourism industry could identify the stage of 

Waiheke in this model, could through practical case studies from other 

destinations in the world and combine results of research and analysis to get 

the correct contribute towards the emerging political economy of Waiheke 

island tourism development 

 

6.2 Recommendations 

Although tourism sustainable development is a concept, we still need 

effective activities in stages of destination development. 

 

Thus, we try to give some recommendations 

a) Emphasise the collaboration of multiple relationship of stakeholders and 

focus on their interests. 

b) Give policy by governance level and in sustainable way. 

c) Attach importance to the community’s capacity building. 

d) Give play to leadership. 

e) Protect Waiheke particular distinctiveness. 

f) Destination value added, create a story of Waiheke for different markets 

or at least know a story to sell. 

g) A shuttle bus running from Matiatia to Onetangi, via village and 

beaches. Shorten the interval time and residential area movements. 

h) Pay attention to advertising, which can be cooperated with vineyards or 

attractions. For example, advertising on shuttle bus. 

i) Push the collaboration of Government and individual operator to 

promote public transport on Waiheke. 

j) There is a possibility that toilets could be reconstructed if building new 

toilets is impossible. 

k) Investing in technology applying to tourism marketing and 
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development. 

l) Pay more attention to emerging markets, prepare to create the regional 

and seasonal opportunities for these markets. 

m) Keep environmental consciousness while do not putting off developing 

opportunities. 

n) Pay attention to diversity of food and restaurants 

o) Through events and festivals lift Waiheke’s appeal and promote visitors 

to stay longer. 

p) Thoroughly evaluate the service levelrelated Waiheke Island, find out 

any inadequacy and develop service improving plan. 
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7. Conclusion 

Sustainable tourism development is not always simple but it still has 

possibility. We hope Waiheke could be developed in sustainable way 

through developing the relationship of stakeholders, action planning, 

building capacity of local community, giving financial support for 

sustainable development. The experience from practice and study could be 

applied in other areas for Auckland tourism development. 
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