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Summary 
• Growing trend towards yield based strategies 
• Growing demand for C 2 T approaches from both 

tourist and industry (greeter network, spotted by 
locals 

• Both community and tourists are seeking ways to 
provide authentic experiences and to build quality 
of life through tourism 

• Different models to meet different circumstances: 
 - Government led ‘top-down’ with content 

harvested from locals 
 - business led with assistance from some form of 

technical expertise, a milder form of ‘top-down’ or 
bottom-up 

  
 



Kedas Lodge – Takoradi, south-western coast Ghana 

www.kedaslodge.com   

http://www.kedaslodge.com/










Summary 
 

• ICT and CI is not a ‘silver bullet’ 

• Needs to be developed and managed to meet 
different contexts 

• Needs to be viewed in an incremental fashion 

• Doesn’t replace personal contact, solve 
conflicts and change attitudes – but can help 

• Ignoring ICT as an option only leads to a 
greater digital divide 

• tourism can help to close that divide – 
providing a ‘hook’ 

 



East Cape 

Community  led and driven with sustained 

user generated information. 
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“Web-raising” 

Developing sites that will: 
• Link tourism & other sectors 
• Encourage networking 
• Create skills transfer 
• Educate visitors (& locals) 
• Increase local input 
• Attract the ‘right’ visitor 
• Enhance environmental/social outcomes 

Linkage, product development, 
marketing, empowerment….. 





Web-Raising 

Step One: 

Build Awareness and Desire 
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Media  
integration 



Step 1a:  Show what's out there 

Welcome  
to  
Mahia 



Step 1b:  Deriving Topics 

Sport 

People 

Places 
Food 

Business 
Community 



Step 1c:  Build the Skeleton Site 

with community supplied input 





Web-Raising 

Step Two: 

Build Community Web site 



Step 2a Demo Skeleton Site 



Digital Community Roadshow 

Web-Raising 





Authentic Community Content 

Web-Raising  

History Culture 

Crafts 

Activities Pictures 

People 
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Sports Politics 
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Creating trails 
around some of the  
most remote parts 
of NZ, linking many 
small tourism 
businesess and 
communities. 









A finished page.... 

 

 



 

 



How links appear after selection.... 



Community Identity 

Destination 

Geographic communities are integrated and overlapping 



Inter-Community Linkages 

Communities are linked and cooperative 



Kiwi Trails 

Wairoa 

RTO PORTALS 

ROUTE ACTIVITY 

Community 
      Web  
    Raised 

PAGE 
PAGE 

PAGE 
Individual 

Static 

    Visitor & 
   Business 
Customized 

Business 
Generated 

PAGE 
PAGE 

PAGE 
Individual 

MAHIA Nuhaka Waikare 



Themed Trails -  East Cape 

• Maori by Nature  

• Water Adventure  

• Land Adventure  

• Walking & Tramping  

• Nature & Environment  

• Fishing  

• Industrial/Special 

interest 

• Wellness  

• … 



The first of several vans on the route…office 
in Rotorua…Lonely Planet listing …..but ….. 
 



What went wrong? 

• Historical differences begin to emerge 

• Whose story is right?? 

• Weak links in the chain 

• Still too much reliance on ‘outside expertise’ 

• Not enough local champions 

• Need for a strong steering group… 

 

• Now they want to carry on……. 





 

The Interactive traveller…. 
but how do they interact?? 
Only one town listed, ltd 
accommodation.... 



www.westernsouthland.co.nz 

Community 
resource 





 



 







 



2005- 2013 The Benefits 
Community involvement in and understanding of  tourism 

 through content provision (web-raising, podcasts, 

 social media etc) 

 

Tourism is a hook to engage people with information 

 technology  (opens new opportunities for funding) 

 

A broader and richer array of  visitor experiences – heritage 

 and everyday life 

 

Less ‘passing through’ –  slower paced, higher yield industry 

 

Business networking and cooperation 

 

A community resource for those inside & outside the region 

 

Engagement with young  (the future) and elderly (heritage) 







JUST HOW VISIBLE & INTERACTIVE IS  
EDEN VALLEY? 



Online Experience – National Level 

www.newzealand.com 

 No specific information on 
Eden Valley 
 

 Information on Mt Eden is 
generally hard to find 
 

 General information on 
Auckland’s volcanic cones 

 

 

 Misplaced information  
(e.g. accommodation 
located in Birkenhead) 

www.nz.com 

 No specific information on 
Eden Valley 
 

 Information on Mt Eden is 
generally hard to find 

 

 Good information on 
events in Mt Eden 

 

 





 

Eden Valley is not 
listed in any 

category 



 Eden Valley is not 
mentioned 
 

 It is all about 
Maungawhau and  
Mt Eden Village 

 Good linkages to 
accommodation and 
restaurants  
(also in Eden Valley) 







A Social Media user cannot retrieve any 
information on Eden Valley 

 No site for Eden Valley, just site 
about Mt Eden, which lacks 
information and links to regional 
websites 

Online Experience – Social Media 

 No specific videos on Eden 
Valley 
 

 Some on Mt Eden (mostly 
related to volcano) 

 No specific tweets about 
Eden Valley 
 

 Some about Mt Eden  
(related to coffee shops, 
music, traffic) 



Wikipedia 



ON-LINE VISIBILITY 



ON-LINE INTERACTION 



New Wikipedia page 







BUT….. 

 

Won’t a community web-site just 
bring more tourists and spoil my 
way of life??…….. 

 

a role for G.I.S, DSS….. 
 

 



Case-Study: Marahau 

Nelson  

Region 

Abel Tasman 

National Park 



Marahau 
• significant changes in socio-economic and 

political structures  

• The Past - laid back, small, farming community; 
Marahau gradually changes; tourism suddenly 
‘Took off’ 

• increasing number of visitors and tourism 
businesses 

• increasing number of permanent residents 

• stakeholder conflicts 

• proposed ‘Beach Resort’ 





Marahau/Abel Tasman National Park 



Increase in Visitor Numbers 

Estimates of Total Numbers of Visitors to the 

Abel Tasman National Park from 1988-1999
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PPGIS  
(3500 STAKEHOLDER ANNOTATIONS) 



 

 Multiple uses of common pool resources 

 

 Areas of close fit, or conflict, with tourism 

 

 Patterns of stakeholder interdependence  

 

 Limits of acceptable change 

 

 Community consensus and cohesion; notions of 

space, common property, and sustainable 

development 

 

 

AREAS OF FOCUS 













 
 
Build Decision Support System to 

support strategy development and 

future regional website: barometers 

not one-off  surveys 

 

Focus on all stakeholders 

 

‘Crowd-source’ to gather data, cut 

costs & build local collaboration 

PUHOI TO PAKIRI 



Puhoi to Pakiri  

http://www.sawmillcafe.co.nz/index.html
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Visitor Survey 
Business 
Survey 

Community 
Survey 

Inform Strategic Plan 

Build Stakeholder Collaboration 

The surveys were launched in August 2010 and continued 
through to end of March 2011 
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Overnight stays in the P2P area  



Total visitor expenditure 

 *Any expenditure that took place prior to arriving in the region including pre-paid packages 

and grocery shopping etc has been excluded 
 

* $75 per day x 2.7 visitors (av. Group) = $202.50 

Expenditure NZ$* 
% spend in 

sector 

Per person 

per day 

Per person 

per day 

(spend 

specific) 

Accommodation 33 $25 $43 

Vehicle running (petrol) & repairs 
8 $6 $10 

Local transport (e.g. rental car, 
taxi) 1 $1 $4 

Restaurants/cafés/bars/cellar 
door/farmers market 24 $18 $23 

Stores/supermarkets (e.g. food, 
drinks and domestic supplies 11 $9 $16 

Other shopping/retail (e.g. 
souvenirs, clothes) 13 $9 $16 

Tours (e.g. wine tours, guided 
walks) 8 $6 $13 

Other expenditure (please specify) 
2 $2 $7 

Total 100 $75 $131 

Visitors 
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What did you find most attractive or appealing about this region on your recent 
visit? 



89 

What did you find least attractive or appealing about this region on your recent 
visit? 
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Community 

Impact of tourism on community quality of life 
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Positive impacts of visitors coming to the region 
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Negative impacts of visitors coming to the region 
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Negative impacts – some quotes 



WATAMU – WHERE TO FROM HERE? 

• Goals, aims and vision – key stakeholders and 
champions 

 



Phase 1 

 

Identify 

What’s on the Web? 

 

Enhance 

How can these online 
resources be better 
linked? 

 

Meet 

Bring a group of key 
individuals/stakeholders 
together to improve and 
enhance existing web linkages 
and resources 

A low-cost option with immediate outcomes 

Optimize existing 
resources 

Phase 3 Phase 4 Phase 5 Phase 2 



Phase 2 
Optimize existing 

resources 
Build human capital 
(skills, local capacity) 

Phase 3 Phase 4 Phase 5 

 

Create 

 

 

Train 

A group of people who can work to 
improve the web presence (on-line 
visibility) and also onsite information 

Local linkers and influencers 



Phase 3 

 

Help 

Enable the area to better understand 
its visitors and what they think of the 
experience of visiting Watamu   

 

Uncover 

Find ways to support visitors to grow a 
relationship with  Watamu 
 
(information provision is key) 

Lay the foundation for a decision-support system 

Optimize existing 
resources Decision-support Phase 4 Phase 5 

Build human capital 
(skills,  

local capacity) 



Phase 4 

 

Develop 

Build on and develop themed trails, localised tours and activities, e.g. art, food, 
history 

Build links to more individuals/stakeholders 

Optimize existing 
resources 

Themed trails, 
meanders and 

activities 
Phase 5 

Decision- 
support 

Build human capital 
(skills,  

local capacity) 



Phase 5 
Optimize existing 

resources 
Collecting 

‘our stories’ 
Decision- 
support 

Build human capital 
(skills,  

local capacity) 

Themed trails, 
meanders and 

activities 

 

Engage 

Sustained web-raising, community-generated digital content, stories, tips for 
travellers, local knowledge, traditional knowledge (e.g. biodiversity), 
environmental initiatives etc etc 

Watamu’s ‘fabric’ 



              
Thank You 

 
 

simon.milne@aut.ac.nz 

 www.nztri.org 


