
Marlborough
EVERY DAY

Marlborough
SMART AND CONNECTED VISITOR 

ECONOMY GROWTH PLAN

D R A F T



Landscape, 
lifestyle, location &  
infrastructure

The Marlborough Sounds Food and wine

• Central location within NZ

• Access via road, rail, air and sea

• Enviable climate and high sunshine 
hours

• Deep water port and 3 Marinas

• Purpose built convention centre 
and performing arts theatre.

• Omaka Aviation Heritage Centre

• Historically significant  
Wairau Lagoon

• Molesworth – NZ’s largest working 
farm and birthplace  
of sheep farming.

• Sheltered waterways

• 20% of New Zealand’s coastline

• Accessible all year round

• Wide range of accommodation, 
activities and transport services

• QCT, a Great Ride on the  
NZ Cycle Trail

• Conservation sites & initiatives

• Predator free islands and  
marine reserve

• Historic sites

• NZ’s largest wine producing region 
responsible for 75% of NZ’s wine 
exports and internationally 
recognised for Sauvignon Blanc

• 75% of NZ’s production of farmed 
salmon

• 70% of the countries Greenshell 
Mussel exports

• Only salt production field in  
New Zealand

• NZ’s largest garlic company

• Only commercial pine nut 
producer in the Southern 
Hemisphere

• NZ’s longest running  
farmers market.

Competitive Advantage 
Marlborough is unique, not for any one reason but for many. This region is full of colour, complexity and diversity 
– making this part of New Zealand truly special. Only Marlborough offers an array of outdoor pursuits in such a 
distinctive and picturesque landscape. With one-fifth of the New Zealand coastline in the Marlborough Sounds, 
the land and sea offer unlimited accessibility for sports and leisure in a setting that is as geographically diverse 
as it is beautiful.

Only Marlborough has the environment that can produce its particular style of sauvignon blanc, celebrated the 
world over. The soils, the climate and our winemakers’ vision are what make our award-winning wines impossible 
to imitate. From local Iwi to the early settlers and to now, Only Marlborough attracts the brave and the 
innovative. It attracts the kind of people who realise the potential in the abundance this region offers, and those 
generous enough to share it.

Real people choose to live here. They are genuine. They are people who not only love our wines, water and 
wilderness but also value our way-of-life. They treasure the region’s heritage and the natural environment. They 
connect. They start businesses. They grow. They are what make Marlborough a great place to be.

There are many reasons why Marlborough offers a way-of-life to dream of. Only Marlborough has all the 
ingredients for a better life – found here, in this one unique place.

Smart and Connected Visitor  
Economy Vision
Marlborough is recognised internationally as a desirable destination, 
offering an experience that is authentically “Marlborough”.

With an enviable lifestyle, fabulous visitor experiences, and a community 
renowned for its hospitality, innovation, and leadership; Marlborough expresses an 
exemplary natural and built environment.

Marlborough thrives on diversity, creativity, prosperity and fun.

Values
Marlborough’s values express our identity, our way of life and our pride in our region and people.

Abundant

Marlborough’s natural advantages

Up for itGenuineConnectedCuriousGenerous



Visitor economy shared goals
Leadership and Unity:
• Local government and private sector work together 

to resource and support the delivery of the Smart 
and Connected visitor economy growth plan.

• The Marlborough Story is embraced to build 
Marlborough’s regional identity.

• Destination Marlborough leads a programme of 
activity to targeted to drive Marlborough’s 
destination marketing priorities.

Connected:
• Collaborate regionally to compete nationally and 

internationally

• Work together to access central government 
funding and resources for the benefit of 
Marlborough.

• Build business capability to deliver quality visitor 
experiences and services

Strong Centres and  
Community:
• Town centres define and develop their identity and 

chapter of the Marlborough Story.

• Marlburians are cheerleaders for the region taking 
pride championing the positive stories of the region 
and encouraging friends and relatives and business 
contacts to visit, do business and live in 
Marlborough.

A growing visitor economy:
• Become New Zealand’s leading year round 

destination with both recreational and  
commercial drivers.

• Champion new initiatives and projects to support 
visitor growth.

Gaps and Barriers
•  Attraction, retention and skill-base of staff to 

support the visitor economy.

• Businesses and F&B outlets not consistently  
open for trading on public holidays and major event 
weekends.

• Balancing year round aspirations with lifestyle 
agenda.

• Lack of consistency and regional approach to 
tourist signage, way finding and communication with 
travellers in the region.

• Limited and in some cases no public transport 
options to some parts of the region.

• Dilution of destination profile due to fragmentation 
within the region.

• Accommodation capacity under one roof limited to 
56 rooms

• Development of the ‘do business’, ‘invest’ and ‘live’ 
hubs on MarlboroughNZ.com.

The Way Forward

Destination marketing priorities
• Grow visitor spend in Marlborough.

• Position Marlborough as compelling destination  
to visit.

• Prioritise effort on smoothing seasonality.

• Connect local government and private sector/
partnership funding to achieve a single 
collaborative voice and scale in the marketplace.



Walking and Cycling
• Coordinate cycleway initiatives to deliver a 

connected cycling experience that links the region.

• Secure the long term sustainability of the Queen 
Charlotte Track.

• Develop a cycling festival to rival Rotorua and 
Queenstown by securing the Enduro World Series, NZ 
Cyclocross Champs and NZ Single Speed Champs.

• Coordinate an MTB group in Marlborough for track 
project development e.g. Wakamarina Track 
(ranked top 3 trails in the world). Improving access, 
hosting events, marketing etc.

Marine
• Build international recognition for the Marlborough 

Sounds as a significant marine environment.

• Contribute toward the integrated management of 
the Marlborough Sounds.

• Work together to build supply and demand for 
visitor experiences and accommodation in the 
Marlborough Sounds to stretch out the visitor season.

• Ensure infrastructure and facilities are in place to 
retain and grow cruise ship visits and attract leisure 
boaties.

• Support and develop the New Year’s Regatta 
(largest Regatta south of Tauranga) by providing 
other activities to lengthen stay, encourage new 
visitation, showcase Marlborough etc.

Nature and Conservation
• Develop product experiences that open up access 

to Marlborough’s conservation assets and 
initiatives for visitors.

Culture and Heritage  
(Aviation, Settlers, Maritime and Whaling)
• Mark Captain Cook’s 250th anniversary.

• Develop visitor experiences that tell the story of 
Marlborough’s maritime significance and history.

• Support the expansion of Omaka Aviation  
Heritage Centre. 

• Develop a cultural precinct in the Blenheim CBD.  
Support Rangitane to develop a visitor experience 
to tell the Wairau Bar story.

• Develop a ‘Classic Long Weekend’ in Marlborough 
around Omaka Classic Fighters with classic cars, 
classic boats, classic comedy, classic movies etc

Marlborough’s Visitor 
Proposition

Marlborough
EVERY DAYVisitor Positioning

Areas of focus
Product development, capability building and experience delivery

Visitor Value:  
Target of $446 million by 2025

Food and wine
• Leverage the international reputation of 

Marlborough’s wine to attract visitors.

• Work with Marlborough wine and food producers to 
turn consumers of Marlborough’s wine and food 
exports into visitors/investors/residents of 
Marlborough, and Marlborough’s visitors into 
consumers /investors and business partners of 
Marlborough’s food and wine products.

• Establish Marlborough’s reputation as a primary 
source of high value seafood.

• Grow the profile of Marlborough sourced product 
and matching in local restaurants.

• Target high profile chefs and restauranteurs to 
become ambassadors for Marlborough food and 
wine and to establish links /outlets in Marlborough.

• Develop a Marlborough festival week between 
ISBC and Marlborough Wine and Food Festival to 
encourage extended visitor stays and increase 
visitation.

Events (Community, Regional, Niche, 
Major and Business)
• Align the Regional Events Strategy with the 

Business Event Attraction Strategy to optimise 
venue and facility utilisation throughout the year. 

• Develop a Marlborough Events Matrix where all 
events will be evaluated on criteria such as social 
and economic benefits (GDP), visitor nights, 
exposure of the region and seasonality. This will 
highlight any gaps in the matrix where bids for 
events can be targeted.

• Use events and festivals to build off peak visitation.

• Target international business events and specialist 
business visitors in conjunction with Tourism  
New Zealand.

• Establish an events bid group to identify potential 
new events suitable for the Commercial Events 
Fund that fulfil the current event strategies 
objectives.
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