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Abstract 

The New Zealand food and wine industry has experienced considerable growth over the last 

decade with increased recognition of New Zealand wines and quality food products in overseas 

markets in addition to New Zealand's famed clean green environment. As the profile of New 

Zealand wines continues to increase internationally; there are positive spin-offs for both the food 

and wine tourism industry. Increased visitation to the wine regions boosts regional economies, 

and can assist by supporting local producers. Whilst the food and wine tourism industry has 

enjoyed the benefits of this growth the industry has also faced a number of potential issues, which 

have included: 

• the lack of a key national strategy for the future of food and wine tourism; 

• lack of cohesion; and 

• lack of co-operation. 

The food and wine tourism industry is still in a period of growth, with an increasing number of 

wineries providing cellar door facilities, and a growing number of farmers markets bringing 

consumers and tourists into contact with food producers. While some regions have loose 

structures set up to assist in the development and promotion of the wine and food tourism 

industry, there is no organisation that is responsible (or seen to be taking responsibility) for the 

food and wine tourism industry as a whole. 

In order to understand how the industry could move forward cohesively the author decided to 

examine the food and wine tourism industry and its stakeholders to try and understand what was 

important to them, and understand their current support networks. In addition the research was 

used to understand what organisations are seen as responsible for different areas of development 
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and promotion, as well as looking at the possibilities of increasing food tourism experiences by 

promoting local food. 

This thesis uses a mixed approach of secondary desk and content research and pnmary 

quantitative research to attempt to answer the following objectives: 

• Examine the structure of the food and wine industry in New Zealand; 

• Identify and compare the expectations of the different stakeholders involved in the food 

and wine tourism industry in New Zealand; 

• Conduct a comprehensive analysis of the strengths, weaknesses, opportunities and threats 

facing the New Zealand Food and Wine Tourism Industry; 

• Measure support and usage of local food usage by restaurants; and 

• Measure difficulties faced by restaurants in accessing local foods - and how this impacts 

on the food tourism experience. 

Two surveys were conducted amongst industry to answer the objectives of this study. The first 

survey was an analysis of stakeholders of the New Zealand food and wine tourism industry, which 

examined business characteristics, willingness to network, perceptions of organisational 

responsibility, and the key attributes associated with the food and wine tourism industry. 

Respondents of the food and wine tourism industry stakeholder survey also took part in a 

qualitative/self-completion evaluation of the Strengths, Weaknesses, Opportunities and Threats 

facing the industry. 

Phase two of the research involved a survey amongst restaurants based in four New Zealand wine 

tourism regions. The aim of this research was to understand current attitudes towards use of local 

and regional produce, and gain an insight into the willingness of restaurants to provide and market 

local cuisine. 
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The results of the research indicated that there is much potential for the wine and food tourism 

industry in New Zealand. For the most part stakeholders were interested in working with others, 

as well as looking to create unique food experiences for their visitors. It was apparent however 

that there was some need for management and leadership to ensure the industry continued to grow 

successfully. 
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1. Introduction to Food and Wine Tourism in New 
Zealand 

As the popularity of wine tourism in New Zealand continues to grow, so too does the potential 

for the continued growth of food tourism as a complementary and/or inter-related product. In 

New Zealand, the development of the wine tourism industry has been complemented by a 

burgeoning food tourism industry, however to enable the food and wine tourism sectors to 

grow there is a distinct need for a cohesive and supportive national and regional structure to 

ensure the ongoing stability of the industry. 

At the time of commencement of this thesis, the New Zealand wme industry had an 

established international presence, and New Zealand produce was well recognised and 

respected both domestically and internationally. However, the New Zealand food and wine 

tourism industry was facing a number of potential issues, which included: 

• the lack of a key national strategy for the future of food and wine tourism; 

• lack of cohesion; and . 

• lack of co-operation. 

At the time of the conception of this thesis topic, those involved in the wine tourism industry 

in New Zealand were only just beginning to conceptualise and realise the importance and role 

that food 'tourism' has to play in adding success, support and financial strength to their 

industry. A more noticeable recognition by both wine and/or food tourism providers of the 

importance of their joint relationship was the addition of the 'gastronomy' and food 

component to the New Zealand Wine Tourism Conference after its first years. The addition 

of the food component to the conference the following year brought together wineries, grape 

growers, restaurants, chefs, food producers, tourism providers and educators to actively 
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discuss the future of the two industries as one entity. This provided the opportunity for the 

key industry stakeholders to discuss and plan how to adapt the New Zealand Food and Wine 

Tourism Strategy (Hall, Mitchell & Smith 2001), which was created as a result of discussion 

at the first New Zealand Wine Tourism Conference, and utilized components of this thesis. 

Clearly, the success of a tourism venture relies on a number of different factors to succeed, be 

that successful relationships between different stakeholders in the industry, successful 

publicity/promotion, reliable transport networks, consistent and satisfactory quality of the 

visitor experience, adequate management as well as many other factors. In order for a larger 

portion of industry to work together in an area of tourism such as food and wine, the industry 

will only work to its utmost potential when there is adequate co-operation and good 

relationships between all operating in the sector. For example, a visitor attraction may 

choose to work with accommodation and food providers to promote packages to their 

particular destination. By providing those interested in visiting the attraction with sufficient 

information on places to stay and where they can eat, the attraction is able to promote a whole 

experience, and encourage longer visitation. Co-operation between suppliers has the potential 

to create a more supportive network among local industry, as well as incr~asing the quality 

perception of the destination - and its ease of visitation. 

This style of co-operation or networking can also be successful when businesses that could be 

seen as competing with each other for the tourist dollar, also work together to promote their 

region, as well as their particular type of tourism. One example of such networking is the 

promotion of regions for wine tourism and its associated facets. 

New Zealand's reputation for quality food and in particular quality wine has grown over the 

last few decades, with New Zealand wines sought after globally, and New Zealand's clean 
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and green focus having a particularly positive impact on the perceptions of quality of foods. 

While New Zealand has traditionally been known for its core agricultural exports such as 

lamb and butter, visitors to New Zealand are discovering the full extent of New Zealand's 

fresh produce and wines. Restaurants in wine regions have also discovered that offering 

'regional' dishes to accompany their local wines is a useful drawcard. 

The New Zealand food and wine tourism industry is in many ways still at a formative stage, at 

the time of the initial instigation of this thesis, there did not appear to be an adequate level of 

infrastructure and co-operation between the various stakeholders within the industry. As a 

result, one aim of this Masters thesis is to discover the key expectations the various 

stakeholders within the industry had towards the wine tourism industry as a whole, as well as 

each other (i.e. promotions). In particular, it was hoped to ascertain which organisations were 

deemed responsible for different aspects of this industry. 

1.1. Networks 

Through the linking of businesses with common interests, needs and goals, networks can take 

a variety of forms. For example, New Zealand wineries have set up local web site branding, 

providing a link to a central wine and/or food tourism website, which provides information on 

local wineries and other food and wine related businesses organisations in the area. 

Farmers markets and food support groups can be considered networks as they offer an 

opportunity for local food producers to congregate, offer support and create greater industry 

cohesion. They bring suppliers directly to consumers; which improves profitability and 

creates more robust businesses. Wineries and food businesses may also play their part within 

a food and/or wine food network through provision of display spaces for selling local 

produce, and providing information at the winery on other businesses. 
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It is clear that the relationship between wine and food is inextricably intertwined, and is often 

an important component of a tourist experience. While it can be argued that different tourists 

may seek different types of experiences with food and/or wine during a holiday, arguably the 

majority of visitor experiences in to most destinations will involve some contact with at least 

some aspects of the food and wine 'culture' of a destination. Even an experience at a local 

takeaway may bring the opportunity to sample local delicacies and food styles. For example, 

a visitor to the Southern Island of New Zealand may have the opportunity to sample local 

foods such as oysters and blue cod fresh and direct from the southern seas. In comparison, the 

experience a consumer or tourist may have with these same products elsewhere in New 

Zealand or overseas will be affected by their freshness and the adequacy of supply. One 

endeavour of this thesis it to examine the nature of the food distribution relationships within 

the New Zealand food industry, and the effect this can have on the ability of restaurants to 

offer their customers locally unique products and dishes. 

In the process of conducting background research for this thesis it was discovered that 

difficulties with supply networks has resulted in situations of restaurants being unable to 

source products produced in their own region. Clearly, it is important to find ways for local 

providers of food and wine to be able to access local products, especially for the satisfaction 

of tourists visiting the region. The problems with accessing local food products has the 

potential to affect tourist businesses as well as the tourist experience. Thus one objective of 

this study is to gauge the level of ease with which food suppliers such as restaurants are able 

to access local food products and produce. 
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1.2. Food 

"The products our exporters deliver are what today's markets demand - innovative, of high 

quality and environmentally responsible". (Trade NZ 2001) 

Exports of salmon, kiwifruit, butter and lamb have all contributed to the quality profile of 

New Zealand foods. Along with tourism, New Zealand food products are an important 

component of New Zealand's export industry. Meat is the second largest generator of 

export income with 91% oflamb, 79% of mutton and 83% of beef produced between 1997-99 

exported, it accounts for NZ$3.2 billion in export earnings (Stats NZ 2001). Trade NZ states 

that New Zealand is responsible for 40% of the world's traded sheep meat and about 8% of 

the world's beef production. Dairy and honey products are also important, with 90-95% of 

milk and 27% of honey production exported. 

New Zealand is also recognised for its 'aqua culture' industry. In 1998 Green shell mussel 

exports totalled $118.2 million, and salmon $35.6 million; while other seafood exported 

(including fish, lobster and shellfish) totalled $1,236 million (Stats NZ, 2001). 

1.3. Wine 

The New Zealand wine industry has grown significantly in the last decade. Between 1990 

and 2000 the number of wineries across the ten wine producing regions tripled from 131 to 

358, and grew to 543 by 2006. This growth in wine production and the resulting exports have 

the added advantage of increasing New Zealand's profile internationally. 

The export value of the Grape and Wine industry has grown from $18.4 million in 1990 to 

$168.6 million in 2000. (Winegrowers of NZ 2000) The total wine producing area has 

increased from 5800 hectares in 1990 to 13,637 in 2000 (Winegrowers of NZ 2000). 
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Considering new vineyard plantings currently occurnng, this 1s expected to mcrease 

significantly in the coming years. 

Currently the top export markets for New Zealand wines are: UK, USA, Australia, and 

Canada-which are also important source markets for international visitors. As the profile of 

New Zealand wines continues to increase internationally; there are positive spin-offs for both 

the food and wine tourism industry. The current market situation is discussed in more detail 

in section 1.8. 

1.4. Tourism 

Over the last ten years, the importance of tourism to the New Zealand economy has grown 

substantially; international visitor arrivals have increased by 85% while domestic tourism has 

increased by 40% (Tourism New Zealand, 2001). It is estimated that tourism dollars amount 

to $11.5 billion, accounting for 9.3% of GDP (Tourism New Zealand, 2001), and making 

tourism one of New Zealand's biggest export industries. Currently New Zealand's biggest 

contributing tourists markets are Australia, UK, USA and Japan. Internationally, our share of 

the international market is said to be between 0.25% and 0.45% of all international visitors, 

although this figure is significantly higher in our key markets (TNZ, 2001 ). 

1.5. Wine and Food and Tourism 

Increasingly, wmenes are realising the importance and benefits of selling their product 

straight to the consumer at the cellar door. This type of sales environment not only gives the 

customer a unique insight into the industry-but also allows a greater variety of products to 

be presented to the consumer. This can provide a brand experience which is memorable to the 

consumer, resulting in brand loyalty. 
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1. 6. Profile of the Wine Tourism Market 

(Source: Hall & Mitchell 2000) 

Value/Size: est. $NZ 127 million # visits to NZ wineries annually: > 3 million 
% of International visitors visiting vineyard during holiday: 13% (1995) 

Age of average visitor: 25-54 years Occupation: professional/ managerial (60.6%) 
Income: 30 000-59999 (48.6%) >$80 000 (17.7%) 
Education: 49 .4 % held university qualifications 

(14. l % undergraduate, 30.8 % post-graduate). 

Origin: Approx 80% from outside the wine region they visit 

The wine regions of New Zealand are generally characterised by the close proximity of 

vineyards to each other; this closeness can assist in accessibility, and can support the 

development of wine and food tourism associated activities such as bike tours, and food 

facilities. 

In comparison with the wine tourism industry, there is little statistical information relating to 

food as a tourism product. While ' dining out/restaurants' is consistently ranked as the top 

activity for international visitors to New Zealand (Stats NZ, 2000), there is little research into 

the motivations and demands for this product. There is significant potential for the 

development of a unique New Zealand food niche to better supply this market. 

There are also significant possibilities for the establishment of food trails and continued 

growth in farmers/growers markets in the regions. At the time of commencement of this 

thesis, there were very few regions offering such experiences to tourists; since then the 

number of farmers markets in New Zealand has grown significantly. While there has been 

successful growth, there is still a need for a better integration of the two industries. 
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1. 7. Representation 

Wine producers in New Zealand currently have a variety of representative bodies (some of 

which may be affiliated to the tourism industry and others not), the Wine Institute of New 

Zealand is one such representative body; while others include the New Zealand Grape 

Growers Council and Regional Grape Growers Organisations. Those with strong links to the 

tourism industry may also be affiliated to the New Zealand Tourism Industry Association 

(NZTIA), Tourism New Zealand and Regional Tourism Organisations. Food producers and 

providers (in the hospitality sense) also have their own representative organisations dependant 

on their role within the industry. 

While some regions have loose structures set up to assist in the development and promotion of 

the wine and food tourism industry, there is no organisation that is responsible ( or seen to be 

taking responsibility) for the food and wine tourism industry as a whole. There is a real need 

for a cohesive and structured approach to the development of this emergent tourism industry. 

1.8. Market Situation 

More established regions such as Marlborough and Hawke's Bay already have reasonable 

food and wine tourism infrastructure established, while newer regions are still establishing on

site facilities such as accommodation and cafe/restaurant facilities to complement tasting 

rooms. 

In 2000 there were 358 wineries spread amongst the ten wine regions in New Zealand, by 

2006 there were 543, with the major growth during this six years apparent in Marlborough 

(from 62 to 106 wineries) and Central Otago (from 39 to 88 wineries). Marlborough, 

Auckland, Central Otago are now the three most prominent wine growing regions, this 
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prominence is supported by the pre-existing infrastructure already established for tourism in 

these regions. 

Table 1.1 Number and Location of New Zealand Wineries 

I Region 1997 2000 2003 2006 
Northland 5 7 7 11 
Auckland 68 79 88 92 
Waikato/Bay of Plenty 13 12 13 19 
Gisbome 8 13 15 21 
Hawke's Bay 33 44 59 64 
Wairarapa/W ellington 31 37 51 60 
Nelson 15 25 24 30 
Marlborough 47 62 81 106 
Canterbury 27 39 42 48 
Central Otago 14 39 73 88 
Other Areas 1 1 1 n/a 

I Total 262 358 454 543 
Source Winegrowers of NZ, 2006 

Marlborough and Hawke's Bay are currently the two major producers involved in the wine 

tourism industry; while Nelson, Central Otago and Wellington have and are expected to 

experience continued growth. Central Otago has the benefit of a strong tourism industry 

infrastructure based around Queenstown and W anaka, which will assist in the growth and 

promotion of the region. 

Table 1.2 National Vineyard Production by Region 

Region Production Production (ha) Est. production Est. production 
(ha) 1997 2000 (ha) 2003 (ha) 2006 

Auckland 191 393 461 504 
Canterbury 190 442 601 925 
Central Otago 135 280 703 1,253 
Gisbome 1,180 1,681 1,885 1,913 
Hawke'sBay 1,744 2,443 3,702 4,346 
Marlborough 2,655 4,054 6,831 11,488 
Nelson 115 203 485 695 
Waikato/Bay of Plenty 90 119 142 150 
Other 930 255 395 565 
Wairarapa/W ellington 180 327 595 777 

Total 7,410 10,197 15,800 22,616 
Source Winegrowers of NZ, 2006 

In 2000, ninety-two percent of wineries within New Zealand could be considered small or 

'boutique' with annual output of less than 200,000 litres, by 2006 this figure was relatively 

unchanged - with ninety-one percent of wineries producing less than 200,000 litres. The 

average size of wineries varies considerably between regions, however the national average 
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sits at 10.7 hectares. Wineries in Hawke's Bay, Gisbome and Hawke's Bay tend to be 

significantly bigger in size, in comparison with some of the more recently developed regions 

(as seen in Table 1.3). 

Table 1.3 Average Vineyard Size (ha) 

I Region 
Auckland 
Canterbury 
Central Otago 
Gisbome 
Hawke'sBay 
Marlborough 
Nelson 
Waikato/ Bay of Plenty 
Waipara 
Wairarapa/Wellington 

I Total 
Source Winegrowers ofNZ, 2000 

2000 
5.2 
4.6 
4.1 
12.9 
12.2 
15.8 
5.4 
8.5 
9.5 
4.9 
10.7 

The type of grape being produced in New Zealand has shifted considerably over the last 10 to 

15 years since the initial growth in grape and wine growing in New Zealand. Just over ten 

years ago market demands meant the most common grape varieties in production were Muller 

Thurgau (25.767), Muscat (6,881), Chardonnay (6,026) and other white varieties. By 2000 

the balance had shifted significantly with Chardonnay (23,593) and Sauvignon Blanc 

(15,472). 

1.9. Research Objectives 

In order to understand some of the specific issues facing the New Zealand Food and Wine 

Industry, and to improve knowledge to aid in future development the key objectives of this 

thesis are to: 

• Examine the structure of the food and wine industry in New Zealand; 

• Identify and compare the expectations of the different stakeholders involved in the 

Wine and Food Tourism industry in New Zealand; 

• Conduct a comprehensive analysis of the Strengths, Weaknesses, Opportunities and 

Threats facing the New Zealand Food and Wine Tourism Industry 
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• Measure support and usage of local food usage by restaurants; and 

• Measure difficulties faced by restaurants in accessing local foods - and how this 

impacts on the food tourism experience. 

I.JO.Structure of Thesis 

1.10.1. Chapter 1: Introduction 

Introduction to the thesis topic provided, with background to the New Zealand Food and Wine 

Tourism industry. The purpose and objectives of the research discussed, and an outline of the 

thesis is also provided. 

1.10.2. Chapter 2: Literature Review 

Literature on food, wine, tourism and food and wine tourism ia reviewed. 

1.10.3. Chapter 3: Methodology 

The methodology of the survey, population samples, response rate, sample size and design of 

the questionnaire are reviewed. 

1.10.4. Chapter 4: Results and Discussion - Stakeholder Survey 

Results from the Stakeholder Survey are provided, with interpretation and discussion 

1.10. 5. Chapter 5: Results and Discussion - SWOT analysis 

Results from the qualitative SWOT analysis included in the Stakeholder Survey are provided, 

with interpretation and discussion 

1.10. 6. Chapter 6: Results and Discussion - Restaurant Survey 

Results from the Restaurant Survey are provided, with interpretation and discussion. 

1.10.7. Chapter 7: Conclusions and Recommendations for the Future 

Discussion of the results and recommendations for future research are presented. 
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2. Literature Review 

This chapter examines current literature relating to food tourism, wine tourism and general 

tourism. It will initially examine general trends and then discuss literature from New Zealand 

and Australia, including an examination of the development of the food and wine and tourism 

industries in these two countries, and a discussion of trends and changes within New Zealand. 

It will also discuss the formation of a tourism strategy for the food and wine tourism industry 

in New Zealand-which was developed based on the research conducted for this thesis. 

2.1. The Food Industry 

While the global demand for food and vegetables continues to grow, distributors are still 

faced with the issue of freshness and quality-a key issue domestic and international trade

and an advantage for regional farmers markets selling local freshly picked/harvested food 

items. Coupled with the increasing demand for fresh fruit and vegetables in developed 

countries comes an increased popularity for organic foods. Arguably organic foods are more 

popular amongst those on incomes able to support the choice to purchase more highly priced 

food items. 

Cook (1999) suggests that as countries become more economically stable and the population 

becomes richer, the demand for fresh fruit and vegetables increases. Though in addition, 

consumers expect that the fruit and vegetables they desire should be available on a year round 

basis, which Cook argues not only creates opportunities for developing markets to export their 

produce, but also illustrates an essential weakness and opportunity for farmers markets. At 

the same time, this global production also creating issues of uncertainty for consumers, who 

whilst able to access their favourite fruit or vegetable are unsure of food origin, quality and 

safety. 
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The Community Supported Agriculture Report (Anon, 1999) suggests there are a number of 

benefits for those who support local producers/growers buy buying local product-with 

perhaps the most important being that the "fresh, local, often organic food grown for taste and 

nutrition, not for travel hardiness and long shelf life". In addition, these growers have the 

"knowledge of their foods source and how it is grown or raised". 

It is obviously also beneficial to growers to have the support of local communities, there are a 

number of advantages to this support, in particular (and as discussed in the CSA report): 

• Higher profit margins and money direct-no middlemen or agents take payment, as 

such producers are paid the complete value of their produce at retail price - rather than 

a small margin when selling through commercial outlets; 

• Farmers encouraged to diversify their products to cater for local demand and requests 

for new produce; 

• Additional employment for family members; and 

• Reduced costs for packaging, processing, transportation and dispersal. 

This type of relationship and supply network is clearly important to both communities and 

producers, and also brings consumers in touch with food origins, " .... this form of agriculture 

strengthens connections between people in the community and between people and the land" 

(CSA Report 1999, p3). In addition, there is the added benefit of the boost of income into the 

pockets of locals, money is being spent by locals and passed on to locals - providing jobs for 

more in the community, and bringing security to the local economy " .. CSA provides a 

community-wide effort to buy locally, which supports farmers' markets, food co-ops, and 

other local businesses. Regional and local food systems keep food dollars close to home, 

strengthening community economies ... " (CSA Report 1999, p4). 
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Riley (1994, p15) discusses the context of eating out and local cultures, and argues it is not 

necessarily an experience or 'cultural', and while it may be participated in by many within a 

culture, ' .. .it does not mean anything beyond the behaviour itself ..... .in other words a 

constant well populated pattern of behaviour is not necessarily cultural". Riley (1994:p15) 

follows this by suggesting that while consumers propensity for eating out seem to have 

increased it cannot still be considered to be ' ... part of national life and culture ... '. 

Riley argues that in Britain eating out is not seen as a cultural phenomenon, and there is in 

fact a 'xenophobic rejection of, foreign food [which] all suggest[s] a recognition that eating 

out is outside oflocal culture'. 

Hjalager and Corigliano (2000, p282) state that food has four potential affiliations with 

tourism, with the interest in local food dependent on the role food plays in the consumers 

tourism experience. Hjalager and Corigliano four aspects of food and tourism association are: 

• Complementary: "food is used as appealing eye catchers in brochures, videos and 

television programmes"; 

• Inventory: "much is based on the heritage resource, for example the opening of 

historic food factories and visitor centres"; 

• Superficial: "travelling and local products mean sharing the local culture" tourism 

1s aligned with entertainment, but can be cultural too. " ... According to the 

materialistic concept 'food is culture', eating a typical dish and drinking local wine is 

a way of coming into contact with the local population'; 

• Disconnected: the prevalence of fast food chains in many destinations creates a 

barrier preventing connection to local cultures and local food styles. 
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2.2. Use of Tourism to Support Local Cuisine - Example of Mallorca 

Alcock (1995, p38), discusses how tourism has been used to help support local cuisine, in 

destinations that previously catered specifically to tourists tastes, and provide the same cuisine 

English Tourists would have at home. Alcock comments that local foods in destinations (in 

this case Mallorca) often tend to be healthier, which in turn can provide tourists with a 

healthier diet on holiday, and more contact with the local food culture " ... visitors who have 

the patience to seek out Mallorquin dishes are providing themselves more than they realise 

with a healthier lifestyle ... " 

Alcock (1995, p35) also suggests that Mallorca has undertaken to update its tourist facilities, 

with one positive out come being the " ... determined revival of traditional customs and food. 

This has provided visitors with a wider choice of food as well as encouraging more 

restaurants to serve Mallorrquin dishes ... ". An increase in the number of restaurants 

servicing local cuisine will help to support and preserve local food traditions, provide tourists 

with another experience and strengthen the local cuisine culture. 

2.3. Networking amongst Producers 

Smaller producers in particular may find it particularly effective to co-ordinate marketing of 

products. In Marlborough (McIntyre, 2003) smaller producers have found it effective to pool 

money together to promote directly to consumers and retailers in overseas markets. This is an 

important step in bringing strength to the power of the Marlborough brand - and an additional 

support structure. 
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2.4. Creation of a Regional Wine Brand: Barossa Valley Case Study 

The Barossa Valley in South Australia was one of the early starters in the establishment of a 

destination for wine tourism. This early beginning was not without difficulties and 

challenges-and in line with those faced in New Zealand. 

Wine has been grown in the Barossa Valley for almost two hundred years (De Boni, 2000a), 

ensuring the region has been recognized for its wine styles for some time, particularly for it 

shirazes. The marketing of the region has required commitment from the wineries, and has 

been coupled with an enthusiasm to create an authentic and original wine experience, though 

the method of development has not always been greeted with enthusiasm by critics. The 

enthusiasm of wineries in the region has ensured considerable investment into marketing, 

DeBoni describes it as "a carefully regulated group of 540 vignerons market both the produce 

of the region's soils and the historical legacy of nearly two centuries of winemaking to more 

than 200,000 day visitors a year" (DeBoni, 2000a, pl). 

The success of the Barossa' s development has come from the consistent effort of the local 

wine community and 'regional repackaging', and a decision to focus on particular markets (in 

this case the older wine consumer/tourist), and to emphasise the history of the Barossa area. 

The development of wine tourism in the region took some time to meet the needs of tourists 

adequately, with infrastructure outdated, and concern about the size of tour parties visiting the 

region. Concern about the number of big tour groups had a significant impact on the decision 

to focus on small independent and older wine tourists. 

De Bono (2000a, pl), explains that local wine growers recognised a need to be cautious and 

" ... formed a wine tourism association in 1993 to protect Brand Barossa and lobby for a freeze 

on development. Local winemakers now contribute about $A200 000 a year to bolster 
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overseas advertising ... ". The co-ordination of local wineries was an early example of co

operation that has become prevalent and a necessity amongst many other wine and/or food 

tourism regions. The co-ordination amongst growers has also ensured a strong lobbying 

voice, with the group able to put pressure on local government planners to ensure 

development in the area was in keeping with the history and quaintness of the area, and 

ensuring a limit on the number of large resorts. 

Thought has also been put into creating a differentiation for the region with emphasis on 

events based on the history of the region and the German influence on the region: "the region 

as a whole has revisited its Lutheran past with events that evoke the community feel of old 

harvest times and feature oom-pa-pa music" De Bono (2000a, pl). Thus creating uniqueness 

to the destination ' ... while brand Australia is about a range of experiences, Barossa is about a 

central experience centered around wine and events' (Salter, in De Boni, 2000a). While 

different New Zealand regions may lean towards production of different wine types - none 

have arguably been able to establish such a unique 'branding' for their locality. 

The key test for many regions is catering to tourist demands, without over commercialising or 

causing degradation to a destination. Clearly, preserving the integrity of a destination is vital 

to its sustainable development. 

2.5. Research into the Food and Wine Tourism Industry 

There has been limited research into the food tourism phenomenon m New Zealand, 

Nummedal (2003) used questions from the survey conducted for this research to examine the 

role of Bed and Breakfasts in introducing visitors to local cuisine, while Hall and Mitchell 

(2000, 2001) have written about the role of food and wine tourism in the visitor experience 

and in the New Zealand context. 
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On a global scale, publications such as Food Tourism around the world (Hall. et al), have 

provided informative insights into the global industry, and the different experiences in a 

variety of destinations. It is also clear from these publications that food tourism as an area of 

academic study is becoming increasingly accepted. 

Most research conducted in the New Zealand framework has been focussed on evaluating and 

understanding the consumer experience of wine and/or food tourism (for example Longo 

1999, Machin 2000), while little emphasis has been placed on the role of industry in creating 

and supporting these food and wine tourism experiences. This thesis aims to address this gap 

in current and past research. 

In the context of research into New Zealand restaurants, Thorsen (2001) profiled restaurant 

characteristics within restaurant facilities in the New Zealand regions using a similar 

methodology to this author. Of Thorsen's sample of sixty-four restaurants, twenty-one 

(32.8%) restaurants classified their facilities as 'fine-dining', while 'family style' (20.3%, 

n=13) and 'casual/bistro style' (20.3%, n=13) ranked equally second. Thorsen (2001) also 

examined the cuisine styles prevalent in the restaurant sample. A majority of restaurants 

considered themselves to be providers of 'contemporary New Zealand cuisine', with twenty

seven of the sample (42.2%) providing this style of cuisine. The next most 'popular' cuisine 

style proved to be 'Continental', 'Pacific Rim' and 'Asian' all with seven restaurants (10.9%) 

represented in the sample group. Thorsen's complete results are presented in Table 2.1. 

Table 2.1 Restaurant Style (Thorsen 2001) 

Restaurant style N % 
Family style 13 20.3 
Casual style/bistro 13 20.3 
Hotel restaurant 8 12.5 
Others 9 14.1 
Banquet operations 5 7.8 
Pub sty le restaurant 4 6.2 
TOTAL N=52 81.2 
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Thorsen requested restaurants to provide a wine list for analysis, and received a response rate 

of 20.3%, with thirteen restaurants providing these. Fine dining restaurants are in the unique 

position of being able to provide quality local food to visitors and sometimes at a low volume, 

with the flexibility to try different ingredients in dishes? In order to provide high quality 

local dishes to visitors it is extremely important that restaurants have reliable access to local 

and high quality food and wine products. Thorsen' s restaurant classification questions were 

adapted for this study. 

Table 2.2 Cuisine Type {Thorsen 2001) 

Cuisine trQe N O/o 

Contemporary NZ Cuisine 27 42.2 
Continental 7 10.9 
Pacific Rim 7 10.9 
Asian 7 10.9 
Mediterranean 5 7.8 
Steakhouse 3 4.7 
Italian 2 3.1 
Seafood specialty 2 3.1 
French cuisine 1 1.6 
'Pub food' 2 3.1 
TOTAL 63 100.0 

2.6. A Profitable Business 

Wine production has become an increasingly profitable and competitive industry. As 

consumption and sales of beer have decreased breweries have looked for other areas of 

income. The most prolific example of this is the ownership of Montana by Lion Nathan. 

Montana has as a result become a bigger and bigger player on the market as it has worked to 

increase ownership of other Vineyards. Purchase of Corbans by Montana worked to 

" ... increase the scale of Montana's operations, making it virtually impossible for a competitor 

to match its range of brands, production capability, market position, and level of exports" De 

Boni 2000c. This considerable funding and infrastructure must certainly have helped enable 

the construction one of the initial major food and wine tourism attractions in Marlborough 

(the Montana Brancott Winery) in September 2000. 
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2. 7. Issues for Local Food Growers Supplying Local Markets 

Consumer expectations of access to seasonal foods on a year round basis could be perceived 

as a weakness for farmers markets and those supplying foods to local specialist retailers. 

Cook (1999, p3) suggests that 'consumer concerns about the environment and food safety 

have stimulated a rapidly developing market for organically grown fresh fruits and 

vegetables ... '. This same argument could be applied to the major increase in demand in New 

Zealand and internationally for the opportunity to purchase fruit and vegetables directly from 

local producers at farmers markets. 

2.8. Farmers Markets 

Since the late 90s, consumer desire to purchase local food and produce from local producers 

has been increasingly met within the various regions. While the Hawke's Bay region in 

particular is renowned for its successful farmers markets, there has been a large number 

established in various towns and cities across New Zealand. Cities such as Christchurch and 

Dunedin now have established and popular markets selling seasonal local produce. The 

success of these markets has also spurred on the establishment of markets in smaller regional 

centres such as Oamaru (Rae, 2003). 

2.9. National Tourism Strategies 

Industries in a growth phase often need some assistance in creating development and 

management strategies; as wine tourism has grown in different countries; strategies have 

appeared to guide the industry. In Australia for example, the growing trade, generated the 

development of the National Wine Tourism strategy. This was then followed in many of the 

individual states by state-specific wine (and food) tourism strategies. At the time of this 

thesis being instigated the New Zealand food and wine tourism industry was lacking such a 
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guiding document. Components of this thesis research (in particular the stakeholder survey) 

were utilised to guide the creation of New Zealand's own Food and Wine Tourism Strategy 

(Hall, Mitchell and Smith, 2001 ). It is no doubt important during the development of food 

and/or wine tourism strategies to involve of wine and food industry stakeholders and 

members. During the development of various strategies both domestically and globally there 

has been recognition of this involvement and it importance. 

2.1 O.History of Food and Wine consumption in New Zealand 

Prior to the 1960s, New Zealanders were very limited in their options when it came to dining 

out, with minimal choices of venues and the types of food on offer " ... restaurants, cafes, 

dining rooms of hotels, tearooms, coffee shops and oyster bars presented a narrow menu of 

grilled meats and hearty desserts .. " (NZ History). In addition, access to wine and other 

beverages prior to this time was difficult, " ... alcohol could not be served with food until 

changes in the liquor licencing laws in 1961 allowed its consumption outside hotels ... ". After 

the introduction of new licencing laws New Zealanders attitudes began to change " ... a more 

sophisticated culture of food, cooking and dining out began to develop ... ". 

According to the New Zealand History, New Zealanders were traditionally quite conservative 

in their food choices, with the main emphasis of cooking and consumption revolving around 

farmed meats, particularly lamb and beef. While New Zealand has an abundance of seafood 

due to its geographic location, "it is only in the last 20 years that this preference has begun to 

shift and seafood has been accepted as a regular food source". It is perhaps then not 

surprising that the development of a food and wine culture in New Zealand is a relatively 

modem phenomenon. While Maori have always relied on the sea and inland water as a focus 

for food collection, it took a bit longer for Pakeha (New Zealand Europeans) to fully realize 

the potential of unfarmed food sources. 
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2.11. New Zealand Woman's Weekly Content Analysis 

As part of the research into the changing attitudes of New Zealanders, a content analysis of 

New Zealand's longest running women's magazine was conducted. Magazines dating from 

December 1933 to December 2000 were analysed, with two magazines from each year 

researched to assess what content relating to food and/or wine was presented, and how it this 

content changed year to year. Generally, the first copy in June of each year was examined, 

along with the magazine's Christmas edition (if available). The contents page was scanned to 

assess the content of the magazine, and the relevant information noted from the travel and/or 

or cooking sections. Gaps in availability of some of the earlier editions meant at times there 

was variation in the date of the editions examined. 

From the analysis it was apparent that since the magazme was first published in 1932 

(Ministry of Women's Affairs, 2006), the content of the 'cooking' section has changed 

considerably. Many of the first editions contained reasonably traditional English foods with 

little imagination. By the time the 2000 editions were published, the range of foods offered 

were considerably different, and included internationally styled dishes that were not seen in 

the original 'weeklies'. 

As well as examining the food and wine habits of New Zealanders, another aim of the 

magazine research was to examine whether recipes associated with particular regions were 

being promoted, for example a feature on a destination, with scenery depictions and 

associated recipes, food and wine from the location. While there were some 'feature articles' 

on different food styles, such as Italian and Indian cooking with the pictures showing the food 

for example being presented in 'Indian style' bowls there was not necessarily promotion of 

particular regions/destinations. Some of the closest associated food and wine articles were in 

newer editions, and often the Italian/pasta dishes which were shown with a bottle of Italian 
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wine in the background. Possibly the closest co-promotion of wine and food tourism in the 

magazine were advertisements (for example one advertisement featured a cruise providing a 

holiday as well as an opportunity to learn about cooking and wines.) However only one of 

these trips was blatantly focusing on recipes from that particular country. 

2.11.1. Wine Featured in the New Zealand Woman's Weekly 

The analysis of the New Zealand Woman's Weekly was also conducted to identify any 

content which may have discussed complimentary consumption of food and wine, as well 

as/or including information on wine tourism. In the earlier editions of the magazine, there 

was little mention of wines let alone potential combinations with food (with the exception of 

Christmas dinner menus). However as time progressed this focus did begin to change (around 

the 1970s), when a wine column was introduced. Interestingly, by the late 1990s this had 

altered again with a slight reduction in focus, moving from a wine column to a small section 

of the cooking pages which suggested wines suitable for the recipes being offered in the 

magazine that week. Table 2.3 provides examples of food offerings as well as comments 

provided in various editions. 
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Table 2.3 Food and Recipes discussed in various issues of the New Zealand Women's Weekly 

Edition Content 

Dec 22 1938 Traditional Christmas day recipes, the menu included wine. 

June 5 1941 'Recipes that are economical'. Recipes featured E.g. Sausage and tomato pie, curried 
rabbit, mock pork, savoury roly-poly, rabbit soup, and larded rabbit. ... 

Dec 18 1941 Wartime Recipes 

Dec 21st 1950 
Banana rolls with pineapple sauce, cherry snow cake, the useful lemon: lemon butter, 
lemon milk ice, gooseberry stir about, sardine and green pea salad, scotch golden puff. 
(p38)' 

Dec 20th 1951 
Unique meringues, apricot cake, French trifle, plum pudding, Christmas biscuits, royal 
plum pudding 'serve with brandy or plum sauce'-contained brandy and sherry, medium 
fruit cake. 

June 3 1957 
Fish provencale, baked salmon and celery loaf, fish souffle, seafoam shape, savoury 
creamed sardines, oyster soup fish potato souffle, creamy oyster pie, fish clementina 
(p34) 

Dec 9 1963 
Salmon mousse, summer galantine, cheese and onion flan. Jaffa squares, gipsy liquor 
cakes, mint pasties, poinsettia cookies, bumblebees, stuffed monkeys, snowballs, 
butterscotch squares, and St. Nicholas ice cakes 

June 3 1974 How to make an Italian meal (p 106) 

Dec 15 1980 Vegetarian Christmas 

Dec 24 1984 Wining and dining in the French manner 

June 3 1991 Shellfish special suggested wine match 

June 1 1992 Baking in the Mediterranean 

December 11 1995 Christmas gifts: brandy maple pudding, Santa's buttons, chermoula, Cumberland sauce, 
pear and blueberry relish, herb vinegar p 102-103 

1995 onwards Increased prevalence of articles featuring international cuisines, and regular mentions of 
overseas cooking schools, cooking cruises etc. 

22 December 1997 
Christmas cheer: special brandy cake, festive pea salad, mocha anglaise, apricot nectar 
glaze for ham, cardamon bread sauce, fig and nut couscous stuffing, spiced nuts, 
Christmas day muffins. 

June 7 1999 Pass the pasta: pork and ricotta lasagne, cheese, ham and pea lasagne, curried chicken 
lasagne, sausage and cheese lasagne, hey presto lasagne, salmon on a bok choy lasagne, 
tuna Asian style lasagne, spinach and feta lasagne. 

As can be seen in Table 2.4, the August 1959 edition highlighted an increasing interest in 

New Zealand wines, and offered insight into the industry at that time. In particular the issue 

of wine consumption being restricted to private houses (rather than restaurants), was 

becoming more prevalent. 
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The article featured in an August 1959 (pl9) edition mentioned the emergence of a wine 

culture " ... they remarked on the great general improvement in New Zealand wines over the 

past few years, but all deplored the fact that there was no educational medium for the drinking 

of wines in this country ... .it was impossible for the average person to appreciate wines when 

no restaurant was allowed to serve good wines with good food ... at the same time everyone 

felt that New Zealanders were becoming more conscious of wine as an enjoyable 

accompaniment to a meal .... ". 

The June 4 1979 (pl 18) edition marked the opening of New Zealand's first restaurant within a 

winery, the New Zealand Woman's Weekly treated this event with some cynicism " .. .it is 

laughable that in our increasingly wine conscious country, it has taken so long to get one New 

Zealand winery selling its own wine in this way." From the 1979 edition onwards wine was 

frequently mentioned in the magazine, with comments on wineries and suggestions for wine 

styles. Appendix C provides a complete analysis of the content of food recipes analysed from 

this content research. 
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Table 2.4 Content Relating to Wine and/or Alcohol in various editions of the New Zealand Women's 
Weekly 

Edition Content relating to Wine and Alcohol 

" ... wines not forgetting Australia and New Zealand, are quite inexpensive. Australian 
Dec 7th 1933 and New Zealand lager or beer and stout, are as good-if not better- than that bottled from 

overseas. Let everyone decide on all-British Empire Christmas this year, by using all 
foods of England and the Dominions." (p26) 

December 22 1949 Recipes featured non alcoholic wine 

Dec 24 1953 Christmas recipes included punch 

July 5 1956 Alcohol advertising appearing in magazines (p66) 

December 23 1957 "for Christmas toasts, a fruit cordial varying from 2/9 to 4/6, or a bottle of New Zealand 
wine round about 10/-.. " p7 
Front Cover Headline "Our wines need no apology". Cover of magazine featured a 
woman at a grapevine holding a bunch of grapes. Feature article inside (p16) 

• "As a topic of conversation, wine can hold its own in every part of the world, 
but perhaps nowhere is it discussed more avidly than in New Zealand. Not only 

Aug 17th 1959 because of our licensing laws and restrictions on the import of overseas 
supplies, but also because the wine industry here is emerging as an important 
and flourishing business capable of producing quality wines at a reasonable 
cost" 

• "In New Zealand the liquor licensing laws make it possible to wine and dine 
only in private houses" 

Dec 9 1963 Recipe for wine featured in magazines 

June 1 1964 Magazine featured an article on the Blenheim festival 

June 3 1968 Recipe for wine featured in magazines 

Dec 18 1972 Article about a couple traveling in search of wine 

Dec 31 1973 Article featuring the basic rules about wine 

Dec 8 1975 
134- who knows about wine-column -"its sweet for the NZ beginner" 

• "New Zealanders are said to have a sweet palate when they start out with wine . 
As we drink more and more wine, apparently we develop a drier taste". 

Dec 20 1976 Selaks could have a bright future: p68 

June 6 1977 Montana in Marlborough 

Eating and drinking at the winery. P 118 

• "New Zealand's first bar/restaurant to be located within a functioning winery 
June 4 1979 was opened recently at Vidal's, in Hastings." 

• "It is laughable that in our increasingly wine conscious country, it has taken so 
long to get one New Zealand winery selling its own wine in this way." 

Dec 24 1979 Who knows about wine: 83 

Dec 15 1980 Genial jock sums up the wine form-p67 

Dec 24 1984 Wining and dining in the French manner 

Dec 16 1985 "It is a sensible time to also remind ourselves that food is the best partner to all alcohol, 
especially wine. It is responsible to have food available ..... " p 89 

June 2 1986 
Wine: seasons change; so do fashions and trends the cooler weather brings some change 
in preference, helped this year by a strong emergence of Chardonnay as the popular wine 
style. P94 
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Dec 1986 "Fashions in wine develop in New Zealand and Australia far more often than in the 
famous winemaking countries of Europe or in Britain." (p62) 

• "Cooking with wine has given many of the world's top chefs a major source of 
June 1 1987 extra flavours. For many ofus at home however, it is a bit hit and miss ... '. 

• 'Wine adds flavour and interest to food on the table, and its extension to the pot 
or casserole dish is a natural one.' (p72) 

1992 - onwards Suggested wines to buy (and/or to match foods) in most editions 
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3. Methodology 

This chapter presents and discusses the methodologies chosen and used to address the 

objectives of this thesis. The chapter will outline primary and secondary research conducted, 

and reasons for choosing such methods. In order to address the objectives of this research, 

and to examine the key issues, a multifaceted methodological approach was developed in 

order to examine the various components of the New Zealand food and wine tourism industry, 

and to answer the objectives of this thesis. Preliminary stages of this thesis consisted of 

secondary research, observational research, and in-depth interviews. 

3.1. Secondary/Desk Research 

The secondary research conducted for this component of the thesis involved an analysis of 

New Zealand winery websites to assess what information was provided to consumers on these 

sites, as well as evaluating what level of co-operation with others in the industry was 

publicised on the website. In particular, links to other wineries, wine associations, local food 

producers and other factors. A matrix was used to compare wineries, with results provided in 

Appendix D. 

A content analysis of winery websites was conducted to establish what networks and linkages 

between wineries, food providers (such as restaurants), producers, and various regional 

authorities existed. This analysis was specifically conducted to assess what level of co

operative support and linkages wineries provided to others within the wine industry, as well as 

support industries (such as accommodation providers, tour operators, other wineries, regional 

tourism organisations, and other relevant companies). The analysis was conducted across 

wineries in the four key wine regions of Central Otago, Canterbury, Marlborough, and 
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Hawke's Bay. The websites were matched against certain criteria to allow an assessment of 

differences and variations. It is acknowledged that due to the ever-increasing number of 

vineyards opening, coming on-line on the internet, and being absorbed into other companies, 

that the information gained during this analysis could not be considered to be 'up-to-date', but 

was current at the time it was conducted, and provides a useful measurement/snapshot of the 

attitudes of those within the industry at the time. 

In addition to the website content analysis, it was also deemed fitting to conduct an analysis of 

the trends and changes in New Zealanders food/cooking habits and associated wine 

consumption experiences. The New Zealand Woman's Weekly (NZWW) was chosen as the 

appropriate avenue to assess this content due to its historical value, and lengthy publication 

history. The publication has been in print since 1932 (Ministry of Women's Affairs, 2006), 

and has generally always carried recipes appropriate to the time. Analysis of this content 

proved useful in understanding how changes in attitudes towards alcohol consumption, and 

changes in licensing impacted on New Zealanders food and beverage consumption habits. Of 

particular interest also was the commencement of food and wine matching advice in this 

publication. The result of this analysis is presented in section 2.11. 

The purpose of this analysis was to establish what form of culture existed amongst media 

publications, and those responsible for cooking, in relation to food and wine creation. 

Specifically, an analysis of food varieties and wine use was examined, in order to gauge how 

the New Zealand food and wine culture has developed since the early 20th century. It was 

apparent from the analysis conducted that there has been a clear change in food and wine 

culture amongst New Zealanders-with a significant positive shift of attitude, flexibility and 

adventurousness towards food and wine experiences by both consumers and publishers. 
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During this time there was also an increase in the availability of varietal wines, and increased 

consumption and acceptance of wine socially. 

3.2. Observation 

In order to gain a more thorough understanding of the issues facing those in the food and wine 

tourism industry, a day of observational research was conducted in Blenheim amongst 

members of Marlborough's food and wine industry who were meeting to discuss the possible 

establishment of a produce market in the region to try and assist in strengthening the network 

of suppliers in the region, and ensure a more reliable produce supply. The meeting had been 

called to discuss how such a market (and hopefully a farmers market) could be established; 

and was also used as an avenue for those with experience to share their knowledge and the 

most appropriate ways to establish a farmers market. The author did not participate, but 

observed the meeting from the rear of the venue. 

3.3. Conversation 

In order to understand potential issues of supply that may have been preventing restaurants 

from being able to offer visitors to regions a 'real' experience of local foods and wines, two 

in-formal interviews were conducted with two restaurant staff. Interview one was conducted 

with the food and beverage manager from a major New Zealand winery which offers a 

restaurant as well as convention facilities and winery tours. The second interview was 

conducted with the head chef at a luxury hotel and restaurant in inner Blenheim. 

3.4. New Zealand Food and Wine Tourism Industry Stakeholder Survey 

The first phase of the quantitative component of the research involved the creation of a four 

page survey which examined the attitudes, feelings and opinions of stakeholders towards the 

food and/or wine tourism industry. The survey examined locational issues, business 
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demographics, size, what level of involvement they have or had in the New Zealand Wine 

Tourism Conference. In addition, their general attitudes towards food and wine tourism and 

the perceived roles of various stakeholders in the industry were also measured. 

Respondents were also asked to comment on their perceptions of both the New Zealand and 

international food and wine industries, especially in relation to New Zealand's relative 

immaturity in the industry. Additionally, respondents were asked to rate their satisfaction 

with the level of support received from others within the industry 

In order to understand where respondents considered themselves to fit within the wider New 

Zealand food and wine tourism industry, respondents were asked to rank on a scale of 1 

(being extremely important) to 5 (being not at all important) the importance of tourism to their 

business. Responding stakeholders were also asked to rank the importance of: 

• tourism to their business; 

• tourism to the New Zealand food and wine industries; 

• tourism to the international food and wine industries; and 

• promoting unique regional cuisine in the development of a region as a food and 

wine tourism destination. 

It was thought important to ask those responding about the importance of tourism to their 

business to measure the resulting level of commitment and perceived importance to their 

business. It was expected that some businesses, such as restaurants may not consider 

themselves to be in the business of tourism, even though a large level of their patronage may 

consist of tourists. Businesses such as takeaways might be expected not to consider tourism 

as vital or important to their business, but important to the wider food and wine industry in 

general. At another level, businesses such as tourism organisations and larger wineries may 
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consider tourism to be important. For some smaller businesses such as small wineries, 

tourism is important to their profit margin, and as such it was expected that they would rank 

tourism more highly. Chapter 4 of this thesis presents and discusses these findings. 

As well as being asked to rank the importance of tourism to the New Zealand food and wine 

tourism industries, visitors were also asked to rank the perceived importance of tourism to the 

international food and wine industries. This was deemed important to assess whether 

respondents saw the New Zealand industry as being important or an attractant to tourism. 

Respondents were also asked to rank the importance of promoting unique regional cuisine in 

the development of a region as a food and wine tourism destination. This question was asked 

to on one hand gauge the understanding amongst businesses/stakeholders of the importance of 

local food brands, as well as to assess the potential willingness of responding businesses or 

organisations to support the development of unique regional cuisine. It could be expected that 

businesses that were more unwilling to support regional cuisine, could be less likely to be part 

of the tourism scene. 

Respondents were also required to identify an awareness of the 2001 New Zealand Tourism 

Strategy, and what relevance the document was ofto them. 

To measure the extent of support industry felt they were rece1vmg from government, 

respondents were asked to indicate the level of supported they perceived they received by 

government, as well as the level of importance they associated with government involvement 

in helping the industry get on its feet. Respondents were asked to comment on what level of 

support they stakeholders would give to increased government investment into food and wine 

tourism. 
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As the food and wine tourism industries in New Zealand are to some extent still establishing 

themselves, respondents were asked to comment on the level of perceived support their 

region, and the industry nationally had to help the development of tourism. This analysis 

related to support structures such as facilities ( accommodation, infrastructure), established 

support systems (for example wine organisations) and the industry itself. This was deemed 

important to identify issues potentially hindering industry growth. 

In addition, stakeholders were asked to state any recent involvement in food and wme 

festivals; it was hoped this question would aid in measuring participation, interest, 

cooperation, and networking already occurring amongst stakeholders. 

The key qualitative component of the stakeholder survey was the stakeholder generated 

Strengths, Weakness, Opportunities and Threats (SWOT) analysis. Respondents were asked 

to give up to five responses for each category. Five areas for response were provided to 

encourage a number of comments relating to each variable, and/or to allow more in depth 

responses. Generally, respondents named a number of variables under each section of the 

SWOT, with a number also requiring additional space for a full response. This section proved 

to be extremely valuable as a data collection tool. With many respondents identifying that 

such an allowance for feedback made them feel included in the strategy process. 

Respondents were asked to identify their 'type' of relationship with a number of key 

organisations within the New Zealand tourism, wine and food industries. Furthermore, 

respondents were then asked to identify what level of responsibility these organisation should 

have regarding both the promotion and economic development of the food and wine tourism 
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industries. It seemed pertinent to assess the perceived role of those within the industry 

according to stakeholders, with the actual mission of these organisations. 

The final section of the survey focused on the attitudes of stakeholders towards co-operation 

and support within the industry. Respondents were asked to identify both their attitudes 

towards working with others, as well as the support they perceived the received from others 

within the industry. 

Finally, respondents were asked to identify their attitudes towards a number of direct and 

indirect variables in relation to their importance in encouraging the development of food and 

wine tourism within a region. Respondents were asked to rank the perceived importance 

according to a five point scale, with 1 being extremely important, 3 being somewhat 

important, and 5 being not at all important. Some of the variables listed have were employed 

in previous research studies, and also replicated from this survey to others. 

3.5. Regional Restaurant Survey 

On analysis of the results of the stakeholder survey, it was decided that a more in-depth 

analysis of the food industry, (in the context of restaurants) was required. In order to develop 

the restaurant survey, an analysis of previous research in the New Zealand context was 

conducted by Thorsen (2001). It was decided to repeat some questions from Thorsen's 2001 

study, to allow comparison of results.. There has been no specific previous research within 

the New Zealand context into the usage and support oflocal foods, as such it would have been 

useful to produce a longer survey to provide a broader range of responses; however concerns 

about the response rate kept the survey brief. 
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In order to uncover some of the key concerns of restaurants before the survey was formulated, 

interviews were conducted with two high-profile members of the restaurant industry in the 

Marlborough region. Due to requests for anonymity, specific businesses cannot be named, 

however one was a high-profile chef at a popular 'high-class' Blenheim restaurant, and 

another the food and beverage manager of a large food and wine attraction in the region. 

Both respondents could be described as extremely enthusiastic about the potential for growth 

of food and wine tourism in their region. While it would have been ideal to examine the 

views of key food industry stakeholders in all four case study areas in New Zealand, 

budgetary constraints meant only informal interviews were possible while in Marlborough 

observing a farmers market workshop. 

In order to formulate appropriate questioning for the Restaurant Survey and to gain a fuller 

understanding the author attended a meeting discussing the establishment of a Farmers 

Market in Marlborough New Zealand. This was an initial meeting between, various 

stakeholders of the Marlborough region with a vested interest in establishing a farmers market 

in the region. Participants included restaurant owners, chefs, produce growers and those 

involved in other markets in the region. It was apparent from this workshop that growers 

were facing key issues in regards to facilitating a place for themselves as suppliers to local 

restaurants - with farmers markets appearing to be a key solution. 

At the work shop, local restaurateurs discussed the difficulties of contacting local producers 

and felt that a farmers market would be beneficial to all involved. During this meeting a 

major winery restaurant and a local produce grower were able to discuss setting up a supply 

agreement. Both stated that a key benefit was being able to do away with the middlemen 

andother distractions. 
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The next step was to formulate a brief two-page postal survey to be distributed to restaurants 

in the four key case study areas of Marlborough, Hawke's Bay, Canterbury and Central 

Otago. The questionnaire was comprised of four sections-each examining a different area of 

the restaurant industry operation. 

Section A examined the characteristics of each establishment, mainly in relation to the 

typology/classification the restaurant considered itself to be. This was asked to assess 

whether local food use and support was affected by the type of restaurant and to see how food 

use differed between these different typologies. It was expected that 'fine-dining' restaurants 

were more likely to identify local food usage and styles within their menus. 

In addition, restaurants were asked to identify the type of cuisine which best defined and 

described their food emphasis. This enabled a differentiation between the food usage of a 

'fine-dining' restaurant focused on French cuisine for example, and the food usage of a 'fine

dining' restaurant focused on contemporary New Zealand cuisine. 

Responding restaurants were also required to identify whether they were based at a winery; 

this was to examine the frequency of responses from such establishments, as well as to 

provide a good understanding of these establishments. Additionally, restaurant demographics 

such as seating capacity, and number of employees were collected. 

Section B of the survey examined the relationship with food and produce; in particular 

responding restaurants were asked to identify, what (if any) focus their menu had on local 

produce in their area. If they identified some focus on produce in the area, they were asked to 

indicate the extent of this through a percentage score. 
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In order to judge what extent any focus on local produce may have been linked to the ability 

to get a supply, respondents were asked to identify whether they were satisfied with the ratio 

of their focus, and additionally whether they would like to increase/decrease use of local 

produce. 

3. 5.1. Seasonality 

To examine how the change in seasons had the potential to influence menu design and 

changes, respondents were asked to state how often they changed their menus in a year 

(through tick box option). This question was followed by a qualitative question asking how 

the change in menu corresponded with a change of seasons. To identify this, respondents 

were asked to rank each season according to level of usage, with 1 being highest level of 

usage. 

Respondents were also asked to identify how reliable local producers tend to be in supplying 

fresh produce, as it was thought this may have an impact on the ability and/or willingness of 

restaurants to use and purchase local produce. As the ability to have a reliable source of 

products is particularly crucial for those within the restaurant industry. In addition, 

respondents were also asked to identify how difficult or easy they considered it to be to source 

local products, this question is important, as while a local supplier may be absolutely reliable, 

the actual availability to source local foods may be problematic due to supply and distribution 

networks and small quantities. 

3. 5. 2. Stakeholder Survey Sample Selection 

A selective sample of Food and Wine Tourism Industry stakeholders was seen as the most 

appropriate approach to gain the greatest understanding of the issues of various members of 

the New Zealand Food and Wine Tourism industry. Respondents to the Food and Wine 

Tourism stakeholder survey were selected due to their initial interest in attending the First 

New Zealand Wine Tourism Conference. New Zealand based stakeholders who had provided 
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contact details were sent a copy of the self-completion survey, a cover letter explaining how 

and why they had been contacted, and provided with a reply paid envelope to return the 

survey. 

At the time this research was conducted, there was no privacy legislation preventing such 

contact, and ethically it was considered appropriate due to the industry focus of the research 

outcomes. This approach of contact was deemed to be the most effective, as potential 

respondents clearly felt they had a role within the industry - and identification of other 

stakeholders outside of this sample could have proved difficult. One key limitation of this 

research is clearly the closed nature of this sample - it would have been of benefit to gain the 

insights of those who had no interest in the tourism industry, and others not in the position to 

attend; however financial constraints would have made such contact difficult. In addition, it 

was clear through analysis of contact details that there was a wide variety of industry 

stakeholders within the potential respondent group. 

A postal survey was chosen as the best approach due to the nature of the contact details and 

the inherent difficulty of contacting the desired respondents by phone. In addition, the 

responses required and the length of the survey would have made completion by phone 

difficult. Respondents were provided with contact details and a phone number to call for any 

queries; or if they required assistance in completing the survey. 

A total of 161 (26.6%) responses were achieved using this method. Possible reasons for non 

response include respondents' consideration of tourism as irrelevant to them and/or their 

businesses, lack of time and lack of an incentive. Respondents were reminded that their 

responses would be used to help formulate a strategy for food and wine tourism in New 
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Zealand, it was hoped such an approach would aide in increasing response rates. Respondents 

were given a time limit of three weeks to complete the survey. 

3. 5. 3. Restaurant Survey Sample Selection 

Respondents to the Restaurant Survey were chosen from the New Zealand Yellow Pages, with 

all restaurants listed in the yellow pages of every wine region provided with a survey, and a 

reply paid envelope. No incentive was provided due to the short length of the survey. The 

response rate was deemed satisfactory with 29.2% of restaurants responding to the survey. 

The response was seen as particularly successful considering the lack of involvement in the 

industry by many respondents, the lack of incentive, and the short time permitted for 

responses.. For many respondents the survey was sent out at the beginning of their peak 

time. 

3. 6. Pre-testing and Piloting 

Both surveys were pre-tested amongst students and staff members of the Department of 

Tourism at the University of Otago, with refinements made as necessary. 

3. 7. Concluding Comments to the Methodology 

There were some key benefits to the methodological approaches used in this masters thesis 

research. In particular, the thorough back ground research, interaction with members of the 

industry at conferences and workshops proved beneficial in providing a deeper understanding 

of the issues facing the industry. There are also some weaknesses resulting from the approach 

used such as small sample size and self selecting samples. The strengths and weaknesses of 

the approaches used for each survey follow. 

3. 7.1. New Zealand Food and Wine Tourism Industry Stakeholder Survey 

The methodological approach used to conduct the restaurant survey was deemed the most 

appropriate based on financial and temperal restraints at the time the research was conducted. 

The use of postal surveys resulted in an acceptable response rate, and also gave respondents 
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the ability to complete the surveys in their own time. Phone surveys would have been both 

costly and difficult to conduct due to the nature of many of these businesses, it would have 

proven rather difficult to make contact with this number of respondents. If the research had 

been conducted in 2006 or 2007, it is likely an on-line approach may have been considered for 

ease of delivery, and the ease for respondents to return the surveys. 

It would have been of benefit to conduct more qualitative research with stakeholders in 

different areas of industry to gain a deeper insight of the issues faced by different areas of the 

industry/sector. It would also have identified potential issues/current problems not identified 

in the survey. 

A larger sample size may also have been of benefit to this survey; the current approach was 

considered to be most appropriate as the use of postal surveys ensured an adequate coverage 

of the industry in many locations around New Zealand. In addition, being able to access the 

delegate database was considered a real strength of this research as it efficiently put the 

researcher directly in touch with the those in the industry who were affiliated with tourism .. 

3. 7.2. Regional Restaurant Survey 

As with the stakeholder survey, it is considered that the postal survey was the most 

appropriate technique to utilise at the time the regional restaurant survey was conducted. It 

was thought that restaurant owners/management/chefs would be difficult to contact via phone 

due to work schedules. In addition, while on-line research was not actively being used at the 

time this research was conducted, it would not necessarily have been the most appropriate 

method as some respondents (for example chefs) are unlikely to use the due to the nature of 

the restaurant industry. 
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It was unfortunate that more responses were not received from a wider range of restaurants, as 

the small sample size of some restaurant styles meant results were only indicative. As the 

survey was sent to all restaurants in the nominated wine regions, the most appropriate options 

for boosting the sample size would have included: including restaurants from all regions, 

providing a financial incentive, or advertising the research in industry publications. 

3. 7. 3. Other Issues 

One key limitation of both quantitative components of this research is the length of time that 

has elapsed since the research was conducted and presentation in this thesis. It is 

recommended that it would be valuable to repeat this research to assess how the restaurant 

sector and industry stakeholders have adapted to the growing industry - and what issues have 

/have not been addressed. 
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4. Food and Wine Tourism Stakeholder Survey Results 

This chapter presents the findings of a survey conducted amongst key stakeholders of the 

New Zealand food and wine tourism industries. The survey was conducted to gain a greater 

understanding of the issues facing stakeholders in regards to issues of supply, as well as 

gauging current support networks being utilised, and marketing activities undertaken. It was 

also hoped to assess which organisations were most relied upon by respondents, and 

understand where support organizations could improve. 

Respondents were also asked to complete a SWOT analysis to identify the key perceiving 

Strengths, Weaknesses, Opportunities and Threats facing individual organizations/businesses 

and the general industry these are presented in Chapter 5. 

4.1. New Zealand Food and Wine Tourism Survey 

Surveys were sent to 606 stakeholders within the New Zealand food, wme and tourism 

industries of these, 161 responses were received, achieving a response rate of 26.5%. The low 

response rate means the results cannot be said to be representative of all stakeholders within 

the food and wine tourism industry in New Zealand, but rather the results of this sample can 

be said to provide a snapshot of the issues facing the 161 stakeholders involved in food and 

wine tourism in New Zealand who made up the sample group. Results of this research are 

also presented in (Hall, Mitchell and Smith, 2001; Smith 2002, and Hall, Sharples and Smith 

(2003). 
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4.2. Stakeholder Profiles 

A large number (28.6%) of those responding to the survey were wineries and those with 

'other' roles (21.1 %) in the industry, for examples consultants and lawyers. Restaurants 

accounted for just five (3 .1 % ) respondents; this small sample size provided the catalyst and 

additional motivation for an additional survey to be conducted on restaurants (see Chapter 6). 

Table 4.1 Respondent Role in NZ Food, Wine and/or Tourism Industry 

Role in Industry Frequency O/o 

Vineyard/winery 46 28.6 
Other 34 21.1 
Other supporting industry 17 10.6 
Inbound Tourism Operator 16 9.9 
Accommodation Provider 12 7.5 
Education 10 6.2 
Government Agency 8 5.0 
Tour Guiding 7 4.3 
Regional Tourism Organisation 6 3.7 
Restaurant 5 3.1 
Total 161 100.0 

4.3. Business Location 

Marlborough/Tasman and Greater Auckland were most the most common regions represented 

in the responses, while Hawke's Bay, Canterbury, Wellington and Central Otago had a 

reasonable level of representation. There was some disappointment in the number of 

responses received from the Central Otago region, although the small population base may 

have theoretically made it difficult to gain a major response from this region. The 

Marlborough region accounted for fifty-nine (36.6%) of the surveys returned; this was 

probably a result of the higher level of recognition of the food and wine tourism industry by 

respondents in the region; as well as the fact that the contact details used for this survey were 

gained from a database generated as a result of registration of interest to attend a wine 

conference in the Marlborough region, which is likely to have increased the number of 

surveys sent to those within the region. 
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Table 4.2 Location of Business 

Frequency % 
Marlborough/Tasman 
Auckland and regions 
Hawke'sBay 
Canterbury 

·Wellington 
Central Otago 
Other 
Bay of Plenty 
Otago 
Wairarapa 
Waikato 
Northland 
Did not state 
TOTAL 

4.4. Business Size 

59 36.6 
39 24.2 
14 8.7 
12 7.5 
11 6.8 
9 5.6 
4 2.5 
3 1.9 
3 1.9 
3 1.9 
2 1.2 
1 0.6 
1 0.6 

161 100.0 

Stakeholders employed an average (mean) of 215.5 employees, however this result is 

somewhat 'skewed' by the 25 000 employees recorded as being employed by an airline-in 

reality half (50.1 %) of businesses had eight or less employees. Respondents were asked to 

state how many people in total were employed within their organisation rather than a 

breakdown of full and part-timers, as such there is not a specific breakdown of full time and 

part-timers; a number of respondents gave figures such as three and a half employees. 

Table 4.3 Number of Emeloyees in Organisation/Business 
Frequency % 

None 2 1.2 
1-1.9 23 14.3 
2-2.9 15 9.3 
3-3.9 10 6.2 
4-4.9 8 4.9 
5.0-8.9 23 14.2 
9.0-12.9 15 9.3 
13.0-17.0 6 3.7 
20.0-30.0 14 8.6 
31.0-50.0 5 3.1 
51-100.0 10 6.2 
101-200 6 3.7 
200+ 9 5.4 
Not stated 15 9.3 
TOTAL N=161 100.0 
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Figure 4.1 Number of Employees in Organisation/Business 
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4.5. Attendance at the First New Zealand Wine Tourism Conference 
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The survey mailing list was based on a database provided by the organisers of the First New 

Zealand Wine Tourism Conference held in November 2000. Incomplete and overseas 

addresses were omitted from the sample; overseas respondents were omitted, as it was hoped 

to examine the thoughts of New Zealand stakeholders rather than those from overseas 

delegates. Of the 161 replies, seventy-two (44.7%) had attended some, or all of the First New 

Zealand Wine tourism conference, while an additional twenty-two (13.8%) registered but did 

not attend (see Table 4.4). It was thought this question would be useful to establish what 

level of interest those on the database held towards the tourism industry, and was also used to 

assess whether response rate was affected by attendance at the conference. Understanding the 

level of recognition of the conference was important, as it was the first conference ever held 

in New Zealand on a national scale of the many various stakeholders in the wine and tourism 

industries, and it bought together a number of different sectors such as government bodies, 

RTO's, Tourism New Zealand, accommodation providers, wineries, tour operators and travel 

agents. 
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Table 4.4 Attendance at FNZWTC 

N % 
Yes, entire conference 56 34.8 
Yes, part of conference 16 9 .9 
No, but registered to attend 22 13.7 
No, didn't attend or register interest 65 40.4 
Not stated 2 1.2 
Total 161 100.0 

4.6. Involvement in Food and Wine Tourism 

Almost three quarters (73.9%, n=119) of respondents indicated that they considered 

themselves or their company to involved in the 'business' of food and wine tourism. This 

suggests that while an organisation or business may not directly be a tourism provider, it may 

still have a role to play within the tourism industry. Thirty-seven (80.4%) wineries, and four 

(80.0%) restaurants considered themselves to be involved, while government agencies were 

least likely to consider themselves part of the industry 

Table 4.5 Role in Industry vs. Involvement in Tourism 

Involved in 
Tourism 

N % 
Vineyard/Winery 37 80.4 
Other 20 58.8 
Other Supporting Industry 15 88.2 

Accommodation Provider 12 100.0 
Inbound Tourism Operator 11 68.8 
Tour Guiding 7 100.0 
Education 6 60.0 
Restaurant 4 80.0 
Regional Tourism Organisation 4 66.7 
Government Agency 3 37.5 
Total 119 73.9 

4. 7. Satisfaction with Support from Industry 

Those who considered their business/organisation to be in the 'business' of food and wine 

tourism were asked how satisfied they were with the support they have received from others 

within the food and wine tourism industry. Just four (2.5%) were totally satisfied with the 

support they received, whereas eighty-nine (55.3%) were 'somewhat or quite' satisfied, while 
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twenty-five (15.7%) were not at all satisfied with the support received from others within the 

industry. 

Table 4.6 Satisfaction With Support of Others 

Mean=2.16 N O/o 

Not applicable 42 26.1 
Totally satisfied 4 2.5 
Very satisfied 28 17.4 
Somewhat satisfied 61 37.9 
Not very satisfied 22 13.7 
Not at all satisfied 3 1.9 
No answer 1 0.6 
TOTAL 161 100.0 

4.8. Perception of Food and Wine in New Zealand 

Respondents were asked to indicate what level of positive or negative perception they held of 

both the New Zealand and international food and wine tourism industries. While most 

respondents held positive perceptions of both the New Zealand and international industries, 

their view of the international industry tended to be more positive. While 62. 7% of 

respondents held a very or extremely positive view of the international industry, 42.8% felt 

the same about the state of the New Zealand food and wine tourism industry. While the 

international food and wine tourism industry is perceived in a more positive light than the 

domestic, the rankings for both were still positive, with just 11.8% of respondents indicating 

negative perceptions of the domestic food and wine tourism industry, and 4.3% indicating a 

negative perception of the international food and wine tourism industry. 

The New Zealand food and wine tourism industry is still in a relative youthful stage of 

development and as such may be less likely to have the same support structures in place, 

which may account for the lower overall rating of the local industry. In general, almost 9 out 

of 10 respondents were positive about the New Zealand industry. Only 1.9% of stakeholders 
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indicated they were disillusioned with the industry - another 9.9% had not yet reached a 

positive perception. These figures may be explained by the youth of the industry. 

Table 4. 7 Perception of the NZ and International Food and Wine Tourism Industries 
Perception of state of food and Extremely Somewhat Disillusioned Don't 
wine tourism industry Positive Positive know/ 

Mean 1 2 3 4 5 No 

In New Zealand 
Internationally 

2.6 
2.2 

4.9. Importance of Tourism 

13.0 
21.7 

29.8 
41.0 

43.5 
29.8 

9.9 
3.7 

1.9 
0.6 

opinion 
1.9 
3.1 

One hundred and six (65.8%) respondents stated that tourism was very or extremely important 

to their business (see Table 4.8). Half (50.9%) of respondents considered tourism to be 

extremely important for the New Zealand food and wine industry, while 43.5% considered 

tourism important to the international food and wine industries. Respondents expressed 

similar levels of importance for both the New Zealand and international food and wine 

industries, though tourism was seen as less important for their own businesses. 

Respondents held a perception that tourism is of about equal importance to both the New 

Zealand and international food and wine industries. An interesting result if the New Zealand 

and international industries are compared, it could be argued that the international industry 

could be perceived as being less reliant due to its age and stage of development-while the 

emerging New Zealand food and wine ventures the publicity provided by tourism activities 

has promotional generating potential. 

Table 4.8 Importance of Tourism - Ranking 

How important is tourism to... Mean Extremely 

Your own business 
New Zealand food and wine 
tourism industry 
International food and wine 
tourism industry 

2.0 
1.6 

1.8 

important 
1 

52.8 
50.9 

43.5 

2 
13.0 
37.3 

391 

Somewhat Not at all Don't 
important important know/No 

3 4 5 opinion 
17.4 12.4 4.3 
10.6 1.2 

13.7 2.5 1.2 
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4.10. The Promotion of Unique Regional Cuisine 

Respondents were also asked to rate how important they felt it was to promote umque 

regional cuisine in the development of a region as a food and wine tourism destination. A 

majority (77.0%) of respondents considered it to be very or extremely important to promote 

unique regional cuisine. Additionally, respondents were asked to indicate how important it is 

to develop unique regional cuisine in the promotion of their region as a food and wine tourism 

destination. A majority (75.1 %) of respondents considered it very or extremely important to 

develop unique regional cuisine. These two results showed there were key similarities in 

terms of these general attitudes towards the industry, and also towards their region. 

4.11.Importance of New Zealand National Tourism Strategy for Food and 

Wine Tourism Stakeholders 

At the time this research was conducted, the national strategy for tourism (not specific to food 

and wine tourism) in New Zealand had been recently released. Consequently, it was deemed 

timely to ask stakeholders how important they felt the strategy was to their 

business/organisation. In total 38.5% (n=62) of respondents were aware of the actual content 

of the strategy: of those who were aware of the content of the strategy 90.5% thought the 

strategy had was some level of importance to their business (see Table 4.9). 

Table 4.9 Importance of NZ Tourism Strategy to Business/Organisation 

N O/o 

Extremely important 24 37.5 
Very important 17 26.5 
Somewhat important 17 26.5 
Not very important 5 7.8 
Not at all important 1 1.6 
TOTAL N=64 100% 

4.12.Support of Government Investment in Food and Wine Tourism 
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In order to gauge how supportive the industry was of continued/increased investment by 

government into the industry, respondents were asked to indicate if they were willing to 

support government investment into tourism. In total 86.3% (139) of respondents stated that 

they would support government investment into tourism. 

4.13.Importance of Collaboration 

Almost all (83.2%) respondents considered it extremely important for those within the food 

and wine and wider tourism industry to work together to promote tourism, and all but one 

respondent rated collaboration as important (see Table 4.10). 

Table 4.10 Importance for those within the Food And Wine Tourism Industry to Work Together to 
Promote Tourism 

N O/o 

Extremely important 134 83.2 
Very important 19 11.8 
Somewhat important 7 4.3 
Not very important 0 0.0 
Not at all important 0 0.0 
No answer 1 0.6 
TOTAL N=161 100 

It was of interest to note that when the same respondents were asked how willing they and/or 

their business/organisation would be to work with others within the industry (including 

competitors); the majority (55.3%) indicated that they would be 'totally' willing to work with 

others. Overall though, most respondents indicated a level of willingness to work with others 

(see Table 4.11) 

Table 4.11 Willingness to Work with Others in the Industry to Promote Tourism 

N O/o 

Totally willing 89 55.3 
Very willing 40 24.8 
Somewhat willing 25 15.5 
Not very willing 3 1.9 
Not at all willing 0 0.0 
Don't know/no opinion 4 2.5 
TOTAL N=161 100% 
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Stakeholders also acknowledged the importance of promoting food and wme products 

overseas in order to encourage food and wine tourism to New Zealand. The promotion of 

food and wine products overseas has arguably increased exposure to New Zealand products 

by consumers in other countries, and will consequently have the potential to increase 

awareness and recognition of New Zealand, which may lead to increased visitation. As can 

be seen in Table 4.12 the majority of respondents recognised the importance of promoting 

products overseas. 

Table 4.12 Importance of Promoting Food and Wine overseas to promote tourism 

N O/o 

Extremely important 113 70.2 
Very important 30 18.6 
Somewhat important 12 7.5 
Not very important 3 1.9 
Not at all important 1 .6 
Don't know/no opinion 2 1.2 
TOTAL N=l61 100 

It was interesting to note that in terms of promoting to (at least) domestic tourists that 65.8% 

of respondents indicated that they/their business/organisation had in fact participated in food 

and/or wine tourism festivals in the last twelve months. It would have been interesting to have 

measured whether these festivals were domestic or international. 

4.14.Relationship with Other Stakeholders in the Food and Wine Tourism 

Industry 

In order to gain an understanding of involvement with the wider food and wine tourism 

industry, respondents were asked to indicate what level of involvement they have with various 

organisations related to both the food and wine tourism industries. Respondents had the 

option of replying that they had: no relationship; contact as required; member; co-operative 

marketing or promotion; or other relationship. It was hoped asking such questions would 

offer an insight into the true support structures existent in the industry. Responses to this 
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question are provided m Table 4.13, while responses regarding individual organisations 

follow. 

4.14.1. Tourism New Zealand/New Zealand Tourism Board 

Tourism New Zealand's perceived 'umbrella' role (in regards to it's interaction with industry 

not including those at the grass roots of industry) is reflected in the results of this question, 

with the majority tending to have either no relationship (36.0%) with Tourism New Zealand, 

or only contact as required (37.3%). Further analysis showed that on average vineyards were 

relatively unlikely to have any form of relationship with Tourism New Zealand, with 59 .1 % 

of vineyards indicating no relationship at all. In comparison 83.3% of Regional Tourism 

Organisations had co-operative marketing and/or promotional relationships-although this 

not unexpected. 

4.14.2. Regional Tourism Organisations (RTO) 

Generally, respondents were more likely to have some form of relationship with their local 

Regional Tourism Organisation than not. Most commonly respondents indicated they had 

contact as required (34.8%), or were members (20.5%), while 18.6% indicated they had no 

relationship at all. This was especially true in the Hawke's Bay, where all respondents from 

the region indicated they had some form of relationship with their local RTO, including the 

50.0% who had an active co-operative marketing and/or promotional relationship. 
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Table 4.13 Relationship With Others in The Industry 

Type of relationship None Contact as Member Co-operative Other No TOTAL 
Required Marketing/ Relationship Response 

Promotion 
N % N % N % N O/o N % N % N % 

New Zealand Tourism 58 36.0 60 37.3 8 5.0 22 13.7 4 2.5 9 5.6 161 100.0 
Board 
Regional Tourism 30 18.6 56 34.8 33 20.5 26 16.1 6 3.7 10 6.2 161 100.0 
Organisation 
Wine Institute of New 58 36.0 34 21.1 37 23.0 24 14.9 3 1.9 5 3.1 161 100.0 
Zealand 
New Zealand Grape 83 51.6 24 14.9 32 19.9 10 6.2 1 0.6 11 6.8 161 100.0 
Growers Council 
Regional Grape Growers 73 45.3 29 18.0 33 20.5 11 6.8 1 0.6 14 8.7 161 100.0 
Org 
Regional Wine 66 41.0 32 19.9 28 17.4 20 12.4 2 1.2 13 8.1 161 100.0 
Organisation 
Visitor Information Centres 26 16.1 69 42.9 25 15.5 28 17.4 5 3.1 8 5.0 161 100.0 
Industry New Zealand 101 62.7 33 20.5 2 1.2 5 3.1 2 1.2 18 11.2 161 100.0 
New Zealand Way 120 74.5 12 7.5 4 2.5 5 3.1 - - 20 12.4 161 100.0 

Local Council 34 21.1 89 55.3 6 3.7 13 8.1 6 3.7 13 8.1 161 100.0 
Regional Council 51 31.7 71 44.1 6 3.7 7 4.3 7 4.3 19 11.8 161 100.0 
TradeNZ 70 43.5 55 34.2 10 6.2 9 5.6 2 1.2 15 9.3 161 100.0 
Chamber of Commerce 64 39.8 49 30.4 31 19.3 3 1.9 - - 14 8.7 161 100.0 
New Zealand Tourism 68 42.2 28 17.4 43 26.7 6 3.7 - - 16 9.9 161 100.0 
Industry Association 
Other Central Government 76 47.2 58 36.0 2 1.2 2 1.2 2 1.2 21 13.0 161 100.0 
Agencies 
Local food and wine 43 26.7 58 36.0 24 14.9 22 13.7 1 0.6 13 8.1 161 100.0 
promotion 

group /network 
Ministry of Economic 108 67.1 30 18.6 1 0.6 4 2.5 - - 18 11.2 161 100.0 
Development 
Hospitality associations 65 40.4 35 21.7 38 23.6 10 6.2 1 0.6 12 7.5 161 100.0 
Other (please state) 5 3.1 1 0.6 5 3.1 5 3.1 1 0.6 144 89.4 161 100.0 
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Table 4.14 Role in Industry vs. Relationship with External Organisations 

Contact as Co-op Marketing Other TOTAL 
None required Member or Promotion relationship 

N % N % N % N % N % N % 

Vineyard/winery 26 59.1 17 38.6 - - 1 2.3 - - 44 100.0 
Restaurant 3 60.0 1 20.0 - - - - 1 20.0 5 100.0 
Accommodation 4 36.4 3 27.3 - - 4 36.4 - - 11 100.0 
Provider 

Tour Guiding - - 4 57.1 - - 2 28.6 1 14.3 7 100.0 
Inbound - - 7 46.7 3 20.0 5 33.3 - - 15 100.0 
Tourism 
Operator 
Education 5 50.0 2 20.0 2 20.0 - - 1 10.0 10 100.0 
Government 3 42.9 2 28.6 1 14.3 1 14.3 - - 7 100.0 
Agency 
RTO - - 1 16.7 - - 5 83.3 - - 6 100.0 
Other 5 31.3 7 43.8 2 12.5 1 6.3 1 6.3 16 100.0 
supporting 
industry 
Other 12 38.7 16 51.6 - - 3 9.7 - - 31 100.0 

TOTAL 58 38.2 60 39.5 8 5.3 22 14.5 4 2.6 152 100.0 
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4.14. 3. Wine Institute of New Zealand (WINZ) 

The type of relationship stakeholders held with WINZ were varied; over a third (36.0%) had 

no relationship with the organisation, while almost a quarter (23.0%) were members of 

WINZ. Perhaps not surprisingly, vineyards had a high probability of being members ( only 

one vineyard in the sample indicated no form relationship with WINZ). Generally, 

restaurants also tended to be members (58.7%), or in co-operative marketing and/or 

promotional relationships with WINZ. Interestingly, five (83.3%) of government agencies in 

the sample had some form of relationship with the Wine Institute, as did four out of five 80% 

of those in the education industry. 

4.14. 4. New Zealand Grape Growers Council 

A large portion (51.6%) of all responding stakeholders had no relationship with the New 

Zealand Grape Growers Council. Due to the specific nature of the question it was mainly 

vineyards who had relationships with the Grape Growers Council. 

4.14.5. Regional Grape Growers Organisation 

Few stakeholders had a steady relationship with their Regional Grape Growers Organisation, 

or their regional Wine organisation. 

4.14. 6. Visitor Information Centres 

In most cases respondents indicated they had some form of relationship with their local visitor 

information centre. A large number (42.9%) made contact when required with their local 

visitor information centre, while another 15.5% were members, and 17.4% in co-operative 

marketing and/or promotional relationships. 

4.14. 7. Industry New Zealand 

Most respondents and their businesses had little contact with Industry New Zealand; 62.7% 

had no relationship at all, while an additional 20.5% only made contact when required. 
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4.14.8. New Zealand Way 

Relatively few respondents had any form of relationship with New Zealand Way. This 

finding was slightly surprising, as involvement with New Zealand Way provides networks 

and promotion on both a domestic and international basis for those in the food and wine 

industry, as well as those in supporting tourism businesses. Three quarters (74.5%) of 

customers had no relationship with New Zealand way at all and an additional 7.5% only had 

contact when required. Just four (2.5%) of respondents were members, and five (3.1%) were 

involved in co-operative marketing or promotional relationships. Of the four who were 

members, two were inbound tourism operators, one a vineyard and another in a supporting 

business. This shows there is still much potential for further involvement with this body, and 

indicates a real need for involvement within all regions. 

4.14. 9. Local Councils 

A number of respondents had some form of relationship with their local council - mainly this 

was through contact when required (55.3%). It is likely that most contact by stakeholders can 

be attributed to regulatory matters rather than tourism related factors. In most regions, contact 

with local council may not necessarily reflect a relationship for the direct benefit of tourism, 

apart from in those communities where councils (for example Venture Southland in Southern 

New Zealand) directly manages tourism marketing and promotion. 

4.14.10. Regional Council 

Almost a third (31. 7%) of respondents had no form of relationship with their Regional 

Council, while 44.1 % of respondents only had contact when required. Stakeholders generally 

had little association with Regional Councils as members, or at a promotional and/or 

marketing level. It was thought the Regional Council would have had a higher level of 

involvement due to their role in regional areas, however other organisations seem to be 

meeting industry stakeholders needs. 
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4.14.11. Trade New Zealand 
Trade New Zealand has an important role in promoting New Zealand products and industry in 

the global marketplace. Interestingly, almost half of respondents (43.5%) had no relationship, 

while a third had contact as required. 

4.14.12. Chamber of Commerce 

Just 21.2% of respondents had an ongoing (i.e. membership or co-operative relationship) with 

their local chamber of commerce 

4.14.13. New Zealand Tourism Industry Association (NZTIA) 

A quarter of respondents were members of the NZTIA, while an additional 3.7% were 

involved in a co-operative marketing and/or promotional relationship. 42.2% had no 

relationship at all. 

4.14.14. Other Central Government Organisations 

Respondents had little in the way of relationships with other central government agencies, 

36.0% had contact when required, while 47.2% had no relationship at all. 

4.14.15. Local Food and Wine Promotion Group 
There was a reasonable level of relationship held with local food and wine promotion groups. 

A third of respondents had contact when required, while 14.9% were members of a local food 

and wine promotion group. 

4.14.16. Ministry of Economic Development 
Clearly, bodies such as the Ministry of Economic Development are largely irrelevant to the 

majority of respondents, with over two thirds (67.1 %) having no contact at all. Just 18.6% 

had contact when required. 
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4.14.17. Hospitality Associations 
Almost a quarter (23.6%) of respondents indicted that they were members of a Hospitality 

Association. This level of membership is surely related to the number of responding 

stakeholders working in the food and/beverage industry. 

4.15.Responsibility for the Promotion of Food and Wine Tourism 

As well as gathering information about what organisations industry stakeholders have a 

relationship or contact with, respondents were also asked to indicate what role/responsibilities 

they perceived the same organisations to have for the promotion/marketing of food and wine 

tourism. Respondents were able to indicate their thoughts on the level of involvement on a 

scale of 1-5, with 1 being 'extremely involved' and 5 being 'no involvement'. See Table 

4.15. 

While few stakeholders have any form of relationship with Tourism New Zealand, most 

considered that Tourism New Zealand, as well as Regional Tourism Organisations (R TO' s) to 

be vital bodies in the promotion of Food and Wine Tourism. The Wine Institute of New 

Zealand and the New Zealand Tourism Industry Association were also seen as important/key 

advocates for marketing/promotion. 

4.15.1. Tourism New Zealand 
With nine out of ten (89.5%) of respondents indicating Tourism New Zealand should be very 

or totally involved in the promotion of tourism. Only a small percentage (1.2%) of 

respondents indicated they should have no role. 

4.15.2.Regional Tourism Organisations 
Regional Tourism Organisations were seen to have an integral role in the promotion of food 

and wine tourism in the regions. With 93.2% of respondents indicating RTO's should be very 
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or fully/extremely involved in the promotion of food and wine tourism. This result is not 

overly unexpected due to the role ofRTO's in the promotion of tourism within regions. 

4.15.3. Wine Institute of New Zealand (WINZ) 

Interesting to note was the number of respondents who indicated the role of WINZ in the 

promotion of food and wine tourism. Almost all (92.8%) of respondents stated they would 

expect the WINZ to have some form of involvement in promotion. 

4.15. 4.New Zealand Grape Growers Council (NZGGC) 
Respondents did not expect the NZGGC to hold as significant a role in the promotion of food 

and wine tourism as WINZ, although it was expected some level of involvement should be 

encouraged, with a quarter (26.1 %) of respondents feeling there should be little or no 

involvement at all. 

70 



~···' '-
.,,,, .. «·· 

--- + y 
ef 

¥ 

Table 4.15 Involvement in Promotion 

How involved in promotion Mean Fully Quite Somewhat Not very Not at all No TOTAL 
should the following be? Response 

N % N % N % N % N % N % N % 
New Zealand Tourism Board 1.3 121 75.2 23 14.3 11 6.8 2 1.2 - - 4 2.5 161 100.0 
Regional Tourism Organisation 1.3 113 70.2 37 23.0 5 3.1 1 0.6 - - 5 3.1 161 100.0 
Wine Institute of New Zealand 1.8 73 45.3 42 26.1 34 21.1 4 2.5 2 1.2 6 3.7 161 100.0 
New Zealand Grape Growers 2.8 27 16.8 33 20.5 48 29.8 27 16.8 15 9.3 11 6.8 161 100.0 
Council 
Regional Grape Growers Org 2.7 29 18.0 41 25.5 40 24.8 23 14.3 15 9.3 13 8.1 161 100.0 

Regional Wine Organisation 1.7 74 46.0 55 34.2 16 9.9 3 1.9 2 1.2 11 6.8 161 100.0 
Visitor Information Centres 1.6 93 57.8 39 24.2 18 11.2 3 1.9 2 1.2 6 3.7 161 100.0 
Industry New Zealand 2.8 24 14.9 25 15.5 51 31.7 21 13.0 11 6.8 29 18.0 161 100.0 
New Zealand Way 2.6 25 15.5 34 21.1 45 28.0 18 11.2 7 4.3 32 19.9 161 100.0 
Local Council 2.5 31 19.3 38 23.6 53 32.9 19 11.8 7 4.3 12 7.5 161 100.0 
Regional Council 2.6 33 20.5 31 19.3 51 31.7 23 14.3 9 5.6 14 8.7 161 100.0 
TradeNZ 2.1 52 32.3 40 24.8 39 24.2 12 7.5 3 1.9 15 9.3 161 100.0 
Chamber of Commerce 2.7 25 15.5 33 20.5 51 31.7 23 14.3 8 5.0 21 13.0 161 100.0 
New Zealand Tourism Industry 1.8 73 45.3 43 26.7 20 12.4 11 6.8 2 1.2 12 7.5 161 100.0 
Association 
Other Central Government 3.1 16 9.9 18 11.2 48 29.8 38 23.6 16 9.9 25 15.5 161 100.0 
Agencies 

Local food and wine promotion 1.4 110 68.3 31 19.3 4 2.5 3 1.9 2 1.2 11 6.8 161 100.0 
group /network 

National food and wine 1.3 111 68.9 29 18.0 4 2.5 3 1.9 1 0.6 13 8.1 161 100.0 
promotion group/network 
Ministry of Economic 2.7 28 17.4 36 22.4 48 29.8 22 13.7 10 6.2 17 10.6 161 100.0 
Development 
Hospitality associations 2.0 56 34.8 46 28.6 34 21.1 8 5.0 1 0.6 16 9.9 161 100.0 
Other (please state) 2.0 3 1.9 - - - - - - - - 1 0.6 161 100.0 
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4.15.5.Regional Grape Growers Organisation 
Respondents indicated that the Regional Grape Growers Organisation should have a small 

role in the promotion of food and wine tourism, with half (50.3%) indicating there should be 

some level of involvement. Almost a quarter (23.6%) of respondents suggest they should 

have little or no involvement. 

4.15. 6.Regional Wine Organisations 

In contrast to the expectations of the regional and national grape growers associations, 

respondents expected a higher level of responsibility and involvement by regional wine 

organisations in the promotion of food and wine tourism. Almost half ( 46.0%) of respondents 

expected Regional Wine Organisations to have full involvement in promotion, while another 

44.1 % expected there should be some form of involvement in the promotion. Overall, nine 

out of ten respondents indicated that Regional Wine Organisations should have a role to play 

in promoting food and wine tourism. 

4.15. 7. Visitor Information Centres 

Not surprisingly, almost all stakeholders (93.2%) indicated they considered it important for 

visitor information centres to have a role in promoting food and wine tourism to potential 

visitors. Visitor information centres have the ability to promote directly to the consumer 

through websites and during face to face and telephone queries. Over half (57.8%) of 

respondents indicated that Visitor Information Centres should be completely involved in the 

promotion process, while another third (35.4%) also agreed they should have some role in the 

promotion process. 

4.15.8.Industry New Zealand 

Industry New Zealand's role in the promotion of food and wine tourism was not seen to be 

quite as vital as other organisations/authorities. While 62.1 % agreed that Industry New 

Zealand should have some role in the promotion, 31. 7% thought this role should be small. 
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4.15.9.New Zealand Way 
It was positive that respondents indicated New Zealand Way should have some form of role in 

promoting food and wine tourism. Just over a quarter (28.0%) believed there should be some 

involvement, while 21.1 % thought New Zealand way should be quite involved. 

4.15.10. Local Councils 
Respondents suggested through their responses that local councils should have some form of 

role in the promotion of food and wine tourism, but it was not expected that local councils 

should be intensively involved. A third of respondents (32.9%) indicated that they should 

have some involvement, while 16.1 % believed there should be very little or no involvement 

by councils in food and wine tourism. 

4.15.11. Regional Council 

Attitudes toward the role of regional councils in promoting the food and wine tourism 

industry varied. While the majority (71.5%) of respondents indicated that regional council's 

should have some form of involvement in food and wine tourism, almost one fifth (19.9%) 

indicated there should be no role. 

4.15.12. Trade New Zealand 

A third of respondents indicated that Trade New Zealand should be extremely involved in the 

role of promoting food and wine tourism, perhaps not surprising given the role of Trade New 

Zealand in promoting overseas trade. It could be argued that increased exposure to New 

Zealand products while in New Zealand may be likely to increase purchasing on the return 

home, or alternatively increased exposure to New Zealand products overseas, may encourage 

visits to sample products at their origin. Trade New Zealand has the opportunity to market 

not just products but also tourism related to those products when they are in contact with 

overseas buyers. 
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4.15.13. Chamber of Commerce 

New Zealand's various Chamber of Commerce are also perceived to have some form of role 

in the promotion of tourism. In general though, respondents felt this role should reasonably 

mmor. 

4.15.14. New Zealand Tourism Industry Association (NZTIA) 

In most cases, food and wine tourism industry stakeholders indicated the NZTIA should have 

a reasonably significant role in the promotion of food and wine tourism. Almost half (45.3%) 

of respondents indicated the NZTIA should be extremely involved, while another 39.1 % 

indicated they should be very/somewhat involved in the promotion and marketing process. 

4.15.15. Local Food and Wine Promotion Groups/Networks 

Respondents indicated that if a food and wine promotion group/network were present in their 

region, they would expect it to have a large responsibility for the promotion of food and wine 

tourism. Almost seven out often (68.3%) of respondents indicated that such a food and wine 

promotion group should have a key role in the promotion of the food and wine tourism 

industry. Just 3 .1 % believed there should be no involvement by such a group. 

4.15.16. Ministry of Economic Development 

Generally, respondents felt that the Ministry of Economic Development (MED) should have 

quite a bit (22.4%) or some (29.8%) involvement in marketing/promotion, but should not be 

extremely involved (17.4%) in the promotion of food and wine tourism. Almost two out of 

ten respondents stated that the MED should have little or no involvement in the promotion. 

4.15.17. Hospitality Associations 

Respondents were agreed with the concept that hospitality associations should have a role in 

the promotion of food and wine tourism; although there was no real consensus regarding the 
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level. Just over a third thought hospitality associations should be extremely involved, while 

28.6% thought they should be quite involved. Another 21.1 % thought they should only be 

involved in some aspects. 

4.15.18. National Food and Wine Promotion Group/Network 

The majority (68.9%) ofrespondents were positive that if a national food and wine promotion 

group were in existence they would have a crucial role in the promotion of tourism, and 

should be extremely involved. Just 2.5% indicated there should be little or no involvement. 

4.16.Economic Development 

Food and wine tourism industry stakeholders were asked to indicate via a ranking method, 

those organisations deemed most important in terms of their role in the economic 

development of the food and wine tourism industry. Respondents were asked to indicate the 

extent of involvement through a five point scale, with 1 being 'extremely involved' and 5 

being 'no involvement'. Not unexpected was respondents identification of the Ministry of 

Economic Development as the key organisation to be involved in the economic development 

(x = 1.9), other organisations considered to be important in the economic development of food 

and wine tourism included: local and national food and wine promotion groups/networks, 

regional wine organisations, RTO's, Wine Institute of New Zealand, Trade NZ and Tourism 

New Zealand. In general respondents thought most organisations listed had some form of role 

in economic development, although Visitor information centres were ranked lowest in 

importance of role in the economic development of food and wine tourism. 
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4.16.1. Tourism New Zealand 

Respondents indicated that Tourism New Zealand should have some form of role in the 

economic development of food and wine tourism. Slightly more than a third of respondents 

(34.2%) suggested TNZ should be extremely involved in the economic development. Worthy 

of note was the 14.2% of respondents who felt TNZ should have little or no role in the 

economic development. 

4.16. 2. Regional Tourism Organisation 

Almost six out of ten respondents (57.8%) indicated their local RTO should hold a significant 

role in the economic development of food and wine tourism. Perhaps not a surprising result 

considering the regular contact many tourism enterprises have with their local R TOs, and the 

important role they play in mentoring potential businesses. 

4.16.3. Wine Institute of New Zealand (WINZ) 

The majority (59.0%) of respondents indicated that WINZ should be either very or extremely 

involved in the economic development of food and wine tourism in New Zealand, with an 

additional 18.6% also indicating that WINZ should have some level of involvement. 

4.16.4. New Zealand Grape Growers Council (NZGGC) 

Respondents were not as concerned about the New Zealand Grape Growers Council having a 

role in economic development as other organisations. Almost three out of ten respondents felt 

the NZGGC should have little or no role in the economic development, however 59 .1 % did 

believe they had some level of role to play. 
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4.16.5. Regional Grape Growers Organisation (RGGO) 

It was not seen as crucial for RGGO's to be involved in the economic development of food 

and wine tourism. While a majority (59.0%) did agree there should be some level of 

involvement, another 28.5% indicated they felt there should be little or no involvement at tall. 

12.4% did not know, or had no opinion. 

4.16. 6. Regional Wine Organisation 

Regional Wine Organisations ranked reasonably highly in terms of their importance in the 

role of economic development in food and wine tourism. Almost a third (32.9%) of 

respondents felt that RWO's should be extremely involved in the economic development of 

tourism, while another third indicated they should be quite involved. 

4.16. 7. Visitor Information Centres 

While visitor information centres were ranked as the least important in terms of their role in 

the economic development of food and wine tourism, more than half (59.0%) still indicated 

that there should be some role. 

4.16. 8. Industry New Zealand 

Most respondents (64.8%) indicated that Industry New Zealand should have a role in the 

economic development of tourism, but the level of involvement seen as appropriate was 

variable, with just over twenty per cent each of respondents indicating they should be 

somewhat (23.0%), very (21.1 %) or extremely (20.5%) involved. 

4.16.9. New Zealand Way 

New Zealand Way was expected by stakeholders to have a smaller role in the economic 

development of food and wine tourism in comparison with other organisations, with 25.5% of 

respondents indicating there should be some involvement, and another 21.2% indicating there 

should be little or no involvement. 
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Table 4.16 Level of Involvement in the Economic Development of food and wine tourism 

How involved in economic development Mean Fully Quite Somewhat Not very Not at all No TOTAL 
should the following be? Response 

N % N % N % N % N % N % N % 
New Zealand Tourism Board 2.3 55 34.2 31 19.3 38 23.3 7 4.3 16 9.9 14 8.7 161 100.0 
Regional Tourism Organisation 2.2 55 34.2 38 23.6 32 19.9 9 5.6 10 6.2 17 10.6 161 100.0 
Wine Institute of New Zealand 2.2 52 32.3 43 26.7 30 18.6 14 8.7 7 4.3 15 9.3 161 100.0 
New Zealand Grape Growers Council 2.8 31 19.3 37 23.0 27 16.8 26 16.1 22 13.7 18 11.2 161 100.0 
Regional Grape Growers Org 2.7 36 22.4 34 21.1 25 15.5 26 16.1 20 12.4 20 12.4 161 100.0 
Regional Wine Organisation 2.1 53 32.9 49 30.4 24 14.9 15 9.3 3 1.9 17 10.6 161 100.0 
Visitor Information Centres 3.0 25 15.5 33 20.5 37 23.0 26 16.1 26 16.1 14 8.7 161 100.0 
Industry New Zealand 2.5 33 20.5 34 21.1 37 23.0 14 8.7 12 7.5 31 19.3 161 100.0 
New Zealand Way 2.9 19 11.8 32 19.9 41 25.5 17 10.6 17 10.6 35 21.7 161 100.0 
Local Council 2.5 36 22.4 41 25.5 43 26.7 14 8.7 11 6.8 16 9.9 161 100.0 
Regional Council 2.6 31 19.3 40 24.8 44 27.3 17 10.6 12 7.5 17 10.6 161 100.0 
TradeNZ 2.2 49 30.4 36 22.4 35 21.7 13 8.1 7 4.3 21 13.0 161 100.0 
Chamber of Commerce 2.7 28 17.4 33 20.5 47 29.2 17 10.6 13 8.1 23 14.3 161 100.0 
New Zealand Tourism Industry Association 2.4 47 29.2 33 20.5 33 20.5 16 9.9 12 7.5 20 12.4 161 100.0 
Other Central Government Agencies 2.9 24 14.9 23 14.3 46 28.6 22 13.7 17 10.6 29 18.0 161 100.0 
Local food and wine promotion 2.0 64 39.8 41 25.5 21 13.0 7 4.3 9 5.6 19 11.8 161 100.0 
group /network 
Ministry of Economic Development 1.9 69 42.9 41 25.5 21 13.0 5 3.1 8 5.0 17 10.6 161 100.0 
Hospitality associations 2.6 29 18.0 39 24.2 40 24.8 19 11.8 11 6.8 23 14.3 161 100.0 
National food and wine promotion 2.0 68 42.2 31 19.3 22 13.7 7 4.3 10 6.2 23 14.3 161 100.0 
group /network 
Other (please state) 1.2 4 2.5 1 0.6 - - - - - - 156 96.9 161 100.0 
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4.16.10. Local Councils 

Almost half of respondents felt that local councils should be very or quite involved in the 

economic development of food and wine tourism, with less than 15% indicating that local 

councils should not be involved. 

4.16.11. Regional Councils 

Respondents considered it mildly important for Regional Councils to be involved in the 

Economic Development of Tourism of the industry with over half (52.1 %) of respondents 

indicating that these councils should be quite or somewhat involved. This response indicates 

clearly that those at the ground roots level consider those they work most closely with to be 

the most important. 

4.16.12. Trade New Zealand 

Trade New Zealand was considered by respondents to be one of the more important 

organisations to be involved in the economic development of food and wine tourism. Almost 

a third of respondents considered that Trade New Zealand should have full involvement in the 

economic development, while another 44.1 % felt that should have some form of involvement. 

Trade New Zealand clearly has an important role to play internationally in promoting New 

Zealand products such as food and wine - and as such have a clearly important role in the 

industry - and an ability to make a difference to the Economic Development. 

4.16.13. Chamber of Commerce 

In general, respondents felt that the chamber of commerce should have some involvement in 

the Economic Development of Food and Wine Tourism - however their role was not seen as 

important as that of organisations such as Trade New Zealand, Regional Wine Organisations 

or Regional Tourism Organisations. Almost a fifth (18.7%) of respondents suggested there 

should be little or no involvement. 
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4.16.14. New Zealand Tourism Industry Association 
Almost half (49.7%) of respondents felt that the NZTIA should have a part to play in the 

economic development of tourism, possibly due to the important advocacy role that they play. 

It is interesting that almost one in five (17.4%) of respondents did not feel that the New 

Zealand Tourism Industry Association had a role to play at all. 

4.16.15. Local Food and Wine and Wine Promotion Group/Network 

Local food and wine promotion groups/networks clearly have an important role to play in all 

aspects of development of the industry. And in the case of economic development, their role 

continues to be important - with almost four out of ten respondents (39.8%) stating that local 

food and wine promotion groups should be fully involved, while another quarter (25.5%) feel 

they should be quite involved - on the other side, almost one in ten respondents did not feel 

they had a role to play in assisting with economic development. 

4.16.16. Ministry of Economic Development 

Unsurprisingly, a substantial number of respondent s considered the Ministry of Economic 

Development to have an important role to play in the economic development of the industry. 

A total of two thirds (68.4%) of respondents thought the ministry should be very or quite 

involved. 

4.16.17. Hospitality Associations 

Hospitality associations were expected by respondents to have a moderate role in the 

economic development of the industry. While four out of ten (42.2%) respondents thought 

the associations should be very or quite involved, almost one in five (18.6%) of respondents 

did not feel there was a place for Hospitality associations in this role. 
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4.16.18. National Food and Wine Promotion Group/Network 

It was not a surprise to the researcher that the vast majority (61.5%) of respondents thought 

that any type of national food and wine promotion group would and should have a key role in 

the economic development of the industry. Amongst other organisations, the National Food 

and Wine promotion Group/network was one of the highest ranking in terms of expected 

involvement. 

4.17.Encouraging the Development of Food and Wine Tourism 

The final section of the survey asked respondents to identify how important a list of variables 

(see Table 4.17) were in encouraging the development of food and/or wine tourism in a 

reg10n. 

Overall, respondents ranked the quality of wines within a region as the most important 

attribute in encouraging development. This may be because wine is of a high quality, visitors 

may be more motivated to visit a region and taste the product at its source. Also considered 

important (with a mean of 1.3) was the quality of food in a region/destination and the quality 

of service. This emphasises the fact that while there are a number of key attributes a region 

may have to encourage the development, the most important aspects in developing a product 

such as food and wine tourism is the quality of the product being presented to the 

consumer/tourist. 

Respondents also indicated that the prestige/character of a region was important to developing 

food and wine tourism within a region. Also ranked as important for developing a food and 

wine product was food and wine trails, word of mouth promotion, international and domestic 

promotion. Additionally and importantly the 'uniqueness of local products' was considered 

important for the encouraging the development of food and wine tourism by a large number of 
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respondents. This finding was important as it supported the idea that unique local products 

play an important part in promoting a region to visitors. 

Interestingly, respondents consider farmers markets and 'buy local campaigns' to only have 

some or very little importance in encouraging food and wine tourism to a destination. This 

potentially presents a problem, or at least an interesting viewpoint to have obtained from 

respondents. In order producers to be able to be reliable suppliers of food products to local 

restaurants there is often the need for local support for their food products. If there is not the 

demand from locals, it may have an impact of the range and reliability of supplies for local 

restaurants. Similarly (as mentioned earlier), farmers and growers markets are an important 

contact point for those producing food products, and chefs creating 'unique local products'. 

Additionally, the perceived lack of importance of 'buy local campaigns' is also interesting, as 

it implies there is no need for locals to support local businesses, when in fact support of local 

businesses will strengthen products, and encourage growth of various products and give 

companies and businesses the ability to expand their range and promote further a field. This 

then has spin offs for the local region as customers come to. 
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Table 4.17 Importance of Various Components in Developing Food and Wine Tourism 

Level of importance Mean Totally Very Somewhat Not very Not at all No response TOTAL 
N % N % N % N % N % N % N % 

Quality of wines 1.2 128 79.5 25 15.5 5 3.1 - - - - 3 1.9 161 100.0 
Quality of foods 1.3 119 73.9 31 19.3 6 3.7 - - - - 5 3.1 161 100.0 
Quality of service 1.3 122 75.8 31 19.3 6 3.7 - - - - 2 1.2 161 100.0 
Prestige/character of region 1.4 105 65.2 38 23.6 11 6.8 1 0.6 - - 6 3.7 161 100.0 
Food and wine trails 1.4 98 60.9 50 31.1 10 6.2 - - - - 3 1.9 161 100.0 
Word of mouth. 1.5 101 62.7 38 23.6 11 6.8 5 3.1 - - 6 3.7 161 100.0 
International promotion 1.6 96 59.6 36 22.4 25 15.5 2 1.2 - - 2 1.2 161 100.0 
Domestic promotion 1.6 84 52.2 57 35.4 16 9.9 1 0.6 - - 3 1.9 161 100.0 
Uniqueness of local products 1.7 72 44.7 58 36.0 28 17.4 - - - - 3 1.9 161 100.0 
Local/regional food and wine networks 1.8 65 40.4 60 37.3 26 16.1 3 1.9 1 0.6 6 3.7 161 100.0 
Visitor information centres 1.8 77 47.8 45 28.0 27 16.8 5 3.1 1 0.6 6 3.7 161 100.0 
Food and wine festivals 1.9 59 36.6 62 38.5 31 19.3 5 3.1 1 0.6 3 1.9 161 100.0 
Television travel shows 1.9 55 34.2 67 41.6 25 15.5 9 5.6 1 0.6 4 2.5 161 100.0 
Guidebooks 1.9 44 27.3 42 26.1 44 27.3 20 12.4 3 1.9 8 4.9 161 100.0 
Other attractions and activities 2.0 42 26.1 77 47.8 38 23.6 1 0.6 1 0.6 2 1.2 161 100.0 
Festivals and events 2.0 46 28.6 68 42.2 42 26.1 2 1.2 1 0.6 2 1.2 161 100.0 
Food and wine shows 2.0 35 32.9 58 36.0 36 22.4 6 3.7 1 0.6 7 4.3 161 100.0 
Television food shows 2.0 53 32.9 58 36.0 29 18.0 9 5.6 3 1.9 9 5.6 161 100.0 
Travel trade expos 2.1 47 29.2 55 34.2 41 25.5 11 6.8 - - 7 4.3 161 100.0 
Scenery 2.2 32 19.9 66 41.0 54 33.5 5 3.1 2 1.2 2 1.2 161 100.0 
Wine shows 2.2 39 24.2 67 41.6 38 23.6 14 8.7 - - 3 1.9 161 100.0 
Food shows 2.2 37 23.0 65 40.4 36 22.4 15 9.3 - - 8 5.0 161 100.0 
Magazines 2.2 43 26.7 58 36.0 45 28.0 11 6.8 1 0.6 3 1.9 161 100.0 
Food and wine expos 2.2 41 25.5 63 39.1 41 25.5 10 6.2 2 1.2 4 2.5 161 100.0 
Regional websites 2.2 50 31.1 51 31.7 36 22.4 14 8.7 3 1.9 7 4.3 161 100.0 
Individual business websites 2.3 44 27.3 42 26.1 44 27.3 20 12.4 3 1.9 8 4.9 161 100.0 
Industry websites 2.4 39 24.2 43 26.7 49 30.4 22 13.7 1 0.6 7 4.3 161 100.0 
Proximity to major city or tourist destination 2.5 23 14.3 64 39.8 49 30.4 20 12.4 3 1.9 2 1.2 161 100.0 
Mailing lists 2.5 26 16.1 53 32.9 51 31.7 22 13.7 2 1.2 7 4.3 161 100.0 
Newspapers 2.5 34 21.1 47 29.2 50 31.1 24 14.9 3 1.9 3 1.9 161 100.0 
Television advertisements 2.7 27 16.8 43 26.7 48 29.8 28 17.4 9 5.6 6 3.7 161 100.0 
Farmers markets 3.2 10 6.2 29 18.0 53 32.9 45 28.0 17 10.6 7 4.3 161 100.0 
'Buy local' campaigns 3.3 9 5.6 27 16.8 47 29.2 49 30.4 21 13.0 8 4.9 161 100.0 
Other 2 1.2 - - - - - - - - 159 98.8 161 100.0 
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5.SWOT Analysis 

This chapter presents the findings of a Strengths, Weaknesses, Opportunities and Threats 

analysis conducted on key stakeholders within the New Zealand food and wine tourism 

industries. This analysis was one component of a larger survey conducted amongst key 

stakeholders of the New Zealand Food and Wine Tourism Industry. All other results (except 

the SWOT analysis) are presented in Chapter 4. Respondents taking part in the stakeholder 

survey were asked to list up to five responses for each Strength, Weakness, Opportunity and 

Threat related to the industry. 

Responses were categorised, analysed and coded into key commonly themed responses, and 

ranked according to the total mentions. Results of this analysis were compared with SWOT 

analysis conducted in other regions of the world, this comparison is presented later in this 

chapter, and can also be seen in Hall, Mitchell and Smith (2001 ); Smith (2002) and Hall et al 

(2003). 

It is important to note that this assessment of the strengths, weaknesses, opportunities and 

threats of the New Zealand Food and Wine Tourism Industry has been created from a survey 

conducted amongst key stakeholders in the New Zealand Food and Wine industry; and as 

such is based on opinions and statements of the respondents to the survey and therefore 

should be perceived as an opinion based analysis rather than an academic analysis. 

The key themes distinguished in each of the four components of the content analysis are 

presented in Table 5.1. 
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Table 5.1 Summary of Stakeholders Perceived Strengths, Weakness, Opportunities and Threats In 
Relation To the New Zealand Food and Wine Tourism Industry 

Strengths Weaknesses 

New Zealand's Clean Green Image Lack of Service Quality 
High Quality Wines Lack of co-operation/cohesiveness/co-ordination 
Quality Standards Lack of funding 
High Quality Foods Importance of Wine and Food as Tourism product 
Variety of Products not recognised 
Wines International Profile No Strategy 
Regional Attributes 
Scenery 
Availability of Fresh Foods 
Opportunities Threats 
Develop a Unique Food and Wine Poor quality standards/drop in quality standards 
Experience Bio security 
Promotion internationally Other countries ( competition) 
Increase regional differentiation Complacency 

Loss of clean green image 
Improved NZ dollar 

As seen in Table 5 .1, and in the content of this section, respondents identified a number of 

different strengths for the food and wine tourism industry. In particular, the clean/green 

nature of the New Zealand country side is seen to strengthen the perception of a clean product 

and aide in the perceptions of New Zealand as a quality destination. 

The perceived weaknesses of the industry mainly revolved around the lack of cohesion and 

direction for the industry, while the opportunities component of the questionnaire appears to 

have received the lowest number of consistent responses. Respondents had a number of 

different ideas of how the industry might improve itself, or encourage development, but only 

four major themes around the many suggested opportunities emerged. 

Potential threats for the New Zealand Food and Wine Tourism Industry generally relate to 

issues that would arise should the industry fail to maintain its strengths. For example, a 
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number of respondents mentioned the issue of bio-security - clearly a major concern is the 

result of diseases and pests reaching New Zealand and affecting the clean green image, food 

supply, wine growing regions and the people. The strength of the New Zealand dollar 

continues to be a concern - with the potential to affect the number of visitors to New Zealand 

as well as the strength of the export market for food and wine products. 

5.1. Strengths 

It was apparent from the analysis that there were a number of perceived strengths of the 

industry with some responses quite complementary to each other. The list below provides an 

example of the range of themes generated from the analysis: 

• The quality and standards of New Zealand products internationally is high; 

• New Zealand's clean green image, and its resulting impact on the image of food and 

wine as a result of being grown in an unpolluted environment; 

• 

• 

The reputation of NZ wines overseas; 

The variety of fresh and varied products 1s seen as special compared with other 

destinations; 

• Varied characteristics of different reg10ns m New Zealand creates regional 

differentiation and different opportunities for promotion, potentially enabling regions 

to work together rather than in competition with each other; 

• The already established 'regional character' of wine, giving increased potential to the 

establishment of regional food characteristics to complement; 

• The scenic beauty of the New Zealand landscape is seen as an added advantage. 

• 

Similarly the varied scenery of different regions within the country is also seen as 

important; 

The availability of unique New Zealand and Pacific foods adds to the unique New 

Zealand experience, and creates differentiation from other destinations; 
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• In many regions the availability and accessibility of other tourist attractions has the 

ability to complement and/or work alongside wine and food tourism to encourage 

visitors to come to regions, and potentially increased average length of stay; and 

• An increasing number of wineries are realising a role in the tourism industry and 

consequently providing facilities for tourist such as food and information. 

The most prolific strength identified in the SWOT analysis was New Zealand's image as a 

'clean and green' destination. Many respondents suggested that the perceptions of New 

Zealand generally can impact on the perceived quality of New Zealand food and wine 

products. One respondents comment illustrated this well "Our clean green image reflects well 

on food and tourism, people think the products must be good ... ". 

Almost identical in comparison with the 'clean green' image, was the 'impact' of the quality 

of New Zealand's wines as strength to our destination. Many respondents/stakeholders 

indicated that the quality of New Zealand wines had a major impact on the New Zealand food 

and wine tourism industry "Wine industry very high internationally". 

Also high on the list of strengths was the overall quality standards of New Zealand's products. 

Again, the perceived quality has the potential to give a high image of New Zealand products 

and may result in high 'quality' expectations of the visitor experience. 

The 'high quality' of foods was also perceived as an important strength by respondents. This 

high quality of foods ranged from the food available in restaurants "high standard of cuisine 

in many restaurants" to the type of products in use "world class fresh healthy foods". 

Table 5.2 outlines frequency of the most common strengths and provides assocated quotes 

from a selection of respondents. 
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Table 5.2 Strengths of the New Zealand Food and Wine Tourism Industry 

Stren2th 
New Zealand's 
clean, green 
image 

High Quality 
Wines 

Quality 
standards 

High quality 
foods 

Variety of 
products 

Wine's 
international 
profile 

Regional 
attributes 

Scenery 

Availability of 
fresh foods 

Freq. 
50 

49 

42 

34 

27 

25 

25 

22 

20 

Comment 
• Our clean green image reflects well on food and tourism, people think the 

products must be good 
• Clean green image of New Zealand 
• 'Unpolluted' /safe image 
• Perception of clean green growing environment 
• Perception of clean, green, natural environment (thinking about raw materials 
• World class wines -won major awards 
• The high quality of wines that are being produced in these areas. I.e. 

Chardonnay's Sauvignon Blanc, Pinot Noir etc 
• Wine industry very high image internationally 
• New Zealand has good image of wine in worldwide [market] 
• Superb quality wine 
• Quality of product 
• Quality 
• Standard and diversity of product 
• Quality of produce/wines 
• Quality of food and beverages 
• Quality - some fabulous key personnel within service areas 
• Quality - food - some fantastic providers 
• High quality of cuisine and style 
• Quality of local food 
• Outstanding cuisine 
• World class fresh healthy foods 
• Fresh exciting cuisine 
• High standard of cuisine in many restaurants 
• Unique types of foods e.g. green lipped mussels 
• Variety - wine and foods 
• Diversity of what is available 
• Variety of produce 
• Variety of local foods and activities in each region 
• High wine profile 
• New Zealand wine's recognition internationally 
• A wards won at international wine fairs 
• Reputation of New Zealand wines internationally and where they sit in the 

market- quality, top end. This feeds the expectation of the tourist 
• Great wine with international standing 
• International reputation 
• International reputation for distinctive wine styles 
• Have very good wines in New Zealand, with a growing international reputation. 
• World class wines recognised internationally 
• Wine has a regional character and we can build a regional food character to 

complement it 
• Unique and varied regional environments and people that are easily accessible 
• Regional characteristics 
• Regional varieties main reason for travel 
• Uniqueness of our regions 
• Amazing scenery in most of the locations 
• Excellent scenery within small driving distances 
• Incredible scenery, abundant gourmet seafoods, fruit etc 
• Some spectacular scenery to tie in as a tourist destination 
• World class fresh healthy foods 
• Speciality foods e.g. Trout, emu meat, cervina, lamb, tropical fruits - wide 

range 
• Good fresh foods 
• Fresh ingredients for both food and wine 
• Good range of fresh supplies for restaurants 
• Abundance of fresh ingredients 
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5.2. Weaknesses 

Weaknesses identified by respondents specifically related to the lack of developed 

infrastructure, and issues created by the relatively youth of the industry -such as low product 

knowledge, lack of co-ordination and service quality. These weaknesses included: 

• lack of service quality; 

• Lack of product knowledge amongst those interacting with tourists; 

• The lack of co-ordination at industry level; 

• Lack of co-operation and cohesiveness between service providers and tour operators; 

• Lack of funding across the entire industry. Some stakeholders felt that an increase in 

funding could be used to help smaller wineries develop cellar door facilities, while 

others felt there was a distinct lack of funding for Regional Tourism Organisations 

(R TOs) which could used increased funding for promotion of regions; 

• Wineries and/or restaurants not identifying with/choosing not to be involved m 

tourism; 

• The lack of a distinct national strategy for food and wine tourism has resulted in a lack 

of cohesion and co-ordination within the industry on a number of issues including 

promotion and quality standards; and 

• Lack of set quality standards ensuring a consistency of products. 

Table 5.3 outlines the frequency of the most commonly perceived weaknesses, and provides 

quotes from a selection of respondents. Most of those issues nominated by respondents as 

weaknesses are also redeemable -through education, introduction of quality standards, and the 

implementation of the New Zealand Food and Wine Tourism Strategy (2001). A number of 

respondents commented that one weaknesses is that food and wine tourism are not perceived 

as an important enough to others in the tourism industry. Clearly this low perception will vary 

depending on the nature of individual businesses and the benefits they perceive in becoming 

'part' of the food and wine tourism industry. 
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Table 5.3 Weaknesses of the New Zealand Food and Wine Tourism Industry 

Weakness Frequency 
Lack of service quality 43 

Lack of co-operation/cohesiveness/co- 35 
ordination 

Lack of funding 28 

Importance of wine and food as 23 
tourism product not recognised 

No strategy 20 

Comment 
• The lack of training and professionalism by operators 

for overseas tourists to experience in New Zealand 
• (Food) poor service, low pay and low skills 

predominant 
• Poor service/hospitality standards 
• We are friendly and helpful yes: but we need as an 

industry to provide better service 
• Service - one bad apple spoils the bunch 
• Terrible service 
• Poor attitude to customer service 
• Service level skills low in comparison to visitor 

expectations. Doesn't match quality of produce 
• Lack of collective approach/cohesiveness/co-

ordination 
• No co-ordination of approach - them and us 
• No much co-ordination (industry level) 
• Co-ordination between sectors not strong 
• Lack of co-ordinations between producers and sellers 
• Lack of co-hesiveness between service providers 
• Lack of co-operation between regions and between 

wineries in the region 
• Funding across the board 
• Promotional dollars are small 
• Lack of funding for small RTOS. They remain 

reliant on local government funding 
• Lack of national funding 
• Not enough ministerial/government funding 
• Some regions don't see tourism Jet alone food and 

wine tourism as being important or significant 
• Understanding of the importance of tourism to 

operators 
• Lack of understanding of importance by winery 

proprietors 
• A large percentage of wineries have not catered for 

tourism in the development of the wineries -so no 
facilities 

• 

• 

• 

• 
• 
• 
• 

Most wineries don't really identify themselves with 
tourism 
There is no organised New Zealand food and wine 
tourism strategy - there are only small operators 
doing regional things 
Lack of overall planning nationally and regionally for 
promotion by those associated with the industry 
No national strategy 
Lack of coherent brand strategy 
No known strategy or future plan 
Lack of a long-term development strategy for 
wine/food/tourism 
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5.3. Opportunities 

Respondents suggested a number of different potential opportunities for the New Zealand 

Food and Wine Tourism Industry, which could aid in continued growth, strengthen the 

structure and provide a better visitor experience. These opportunities generally related to 

closer co-operation, education and the creation of unique regional and national cuisines and 

food and wine tourism experiences. In summary these included: 

• Closer collaboration between key entities within the industry at National, Regional 

and local levels; 

• Increased involvement by Tourism New Zealand; 

• Regional ventures to provide experiences; 

• More linking of regionally/nationally distinct cuisine/wine through promotion; 

• The development of a 'unique' NZ food and wine experience; 

• Product knowledge training -giving those working in the hospitality sector increased 

knowledge of food and wine products available. "Education of staff at operator level 

on 'world class' service and WOW experience"; 

• Increase regional differentiation of experience, allowing regions to work together in 

promotion rather than competing; 

• Increase promotion internationally; and 

• Encourage longer visitor stays and increased expenditure. 

While there were a number of opportunities were mentioned, there were only three 

types/themes of opportunities consistently mentioned by respondents, these were: the 

development of a unique New Zealand Food and Wine experience; international promotion; 

and an increase in regional differentiation. 

Increasing regional differentiation has the potential to bring much value to the New Zealand 

Food and Wine tourism Industry; not only assisting in strengthening the foundations of the 
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industry, but also has the potential to encourage visitors to visit more than one regional 

destination, this in turn may aid in increasing length of stay and increasing profits. Clearly 

also important is continued development of a unique New Zealand food and wine tourism 

experience that can be promoted internationally. 

Table 5.4 Opportunities of the New Zealand Food and Wine Tourism Industry 

Opportunity 
Development of a unique 
New Zealand food and 
wine experience 

Promotion internationally 

Increase 
differentiation 

regional 

Frequency 
26 

25 

17 

Comment 
• Better range of activities for visitors in those wine regions. It 

has to be better than the basic 'cellar door' experience 
• Education of staff at operator level on 'world' class service and 

WOW experience 
• More regional co-operative ventures to ensure that visitors get a 

better experience 
• Develop a unique New Zealand experience in food and wine 

with a world wide reputation 
• Integrate with 'honest' regional experience i.e develop regions 

of specialty a la France 
• Integrate wine and food with the toal kiwi experience 

• 
• 
• 

• 
• 

• 

• 

• 

Joint a marketing of industry offshore 
Create a 'complete' international profile 
Develop regional differences within our rgions that makes NZ 
wine a and food experience exiting 
Development ofregional cuisine/wine styles 
More regional cooperative ventures to ensure that visitor get a 
better experience 
More linking of regionally/nationally distinct cuisine /wine 
through promotion 
To help regions differentiate themselves from other and to 
provide another sensory experience (taste) of the landscape. To 
encourage people to stay longer in a region as it's another 
activity/ attraction 
To develop more regional identity 
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5. 4. Threats 

Undoubtedly there are a number of threats that have the potential to disrupt the New Zealand 

Food and Wine Tourism Industry. New Zealand is promoted internationally for its clean 

green image, friendly people, quality experiences and fresh foods ( amongst many other 

attributes), and anything which has the potential to impact negatively on these core marketing 

attributes needs to be carefully managed and prevented. 

Not surprisingly there was much concern about the impact/s of the drops in quality standards 

of the visitor experience, service food and wine. These threats have the potential to cause 

damage, but to some extent are preventable. There is concern that rouge' cowboy' operators 

have the potential to damage the reputation of the industry. Bio security is clearly at the top 

of mind for many stakeholders-outbreaks of human and animal disease have the potential to 

impact on tourists numbers, while the intrusion of biological pests and plant diseases has the 

potential to destroy areas of the sector. Commonly mentioned threats included: 

• Drop in quality standards (of food, wine and hospitality) impacting on the image of the 

industry in general; 

• Forgetting focus on quality and aiming for quantity; 

• Industry getting too big and losing personal approach; 

• Bio security. There is likely to be dramatic implications for food and wine producers if 

bio security is ever breached; 

• 

• 

The low profile of the NZ Food and Wine tourism industry internationally; 

Competing destinations overseas, many others seen as more knowledgeable and co

ordinated in their approach. Australia in particular is seen as a key threat; 

• Perceived complacency and laziness within the food and wine tourism industry is seen 

as a cause of missed opportunities; 
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• The loss of New Zealand's clean green image as a result of unsustainable and 

environmentally unfriendly practices; and 

• A strengthened New Zealand dollar impacting on visitor numbers to New Zealand. 

Table 5.5 Threats of the New Zealand Food and Wine Tourism Industry 

Threat Frequency 
Poor quality standards/drop 42 
in quality standards 

Bio-security 39 

Other countries/competition 26 

Complacency 25 

Loss of clean/green image 24 

Improved New Zealand 19 
Dollar 

Comment 
• Poor product - the poorly put together packages 
• Poor quality standards 
• Wine or food 'scandals' -needs quality 
• 'cowboys' jumping on winemaking bandwagon and 

threatening reputation for quality wines 
• Loss of quality focus 
• A decrease in the quality of our food and wine 
• Glut of poor quality wine 
• As more players enter wine market, volume may become 

priority and not quality 
• Quality control and uniformity of presentation is let to slip. 
• Possibly disease outbreaks 
• Biosecurity threats - pests and diseases 
• Biosecurity- more funding needed for border control 
• Biosecurity breaches leading to degradation of current clean 

green image 
• Bio hazards 
• Other countries more knowledgeable and geared up to 

promote their own countries food and wine tourism industry 
• Other countries 
• Overseas competition 
• Overseas countries have better resources to swamp tourism 

markets and attract people to their places - not New Zealand 
• Overseas countries providing better value - particularly 

Australia 
• Apathy within New Zealand tourist agencies 
• Complacency by mediocre producers 
• 'we are the best' attitude that can cause complacency in 

standards and presentation 
• Laziness 
• Lethargy and failure to recognise and act on opportunities 
• Overseas pests and disease in our clean green image 
• Lack of environmental respect by vineyards use/'dis-misuse' 

of land/removal of trees etc 
• A major environmental problem (i.e. we lose our clean/green 

image) 
• Rubbish along roadsides, picnic areas - bins overflowing or 

non-exciting 
• Improved NZ dollar - we do best when dollar is weak (i.e. 

Cheap destinations for overseas visitors and more kiwis stay 
here for holidays 

• The NZ dollar - overseas markets get a good deal when it is 
weak so business here picks up - then the dollar strengthens 
and the deal doesn't appear so rosy overseas 

• Higher dollar 
• Tourists turned off New Zealand through high dollar 
• Currency variations 
• Cost - should currency strengthen - cost of getting here 
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The next section of this thesis compares the SWOT analysis conducted in New Zealand with 

those conducted overseas. 

5.5. S. W.O.T. Comparison 

The following presents a discussion of analyses of the Strengths, Weaknesses, Opportunities 

and Threat (SWOT) conducted on the four wine regions of British Columbia (BC), Canada 

(Wilkins and Hall, 2001); Victoria (VIC), Australia (Victoria Wineries Tourism Council, 

1997); Western Australia (WA), Australia (Edith Cowan University, 1999) and New Zealand 

(NZ). The findings of each SWOT analysis were formulated using different methods: the 

Canadian, New Zealand and West Australian analyses were formulated based on some form 

of communication with stakeholders in the industry, while the Victorian (Australia) analysis 

was formulated by the writers of the regions wine and food tourism strategy. The different 

methods utilised in the SWOT formulation of each wine region may have resulted in slightly 

different results; however when the various SWOTs are compared there were some key 

similarities and differences identified. This comparison is also seen in Hall, Mitchell & 

Smith (2001), Smith (2002), and Hall, Sharples and Smith (2003). 

5. 5.1. Strengths 

All four regions identified the growing recognition by wineries of their role in tourism as a 

key strength for their region; indicating the importance of the enthusiasm of wineries. The 

quality of the product(s) on offer was also recognised as an important strength and asset to all 

four regions. 

The uniqueness and/or beauty of the environment in which the industries are based were seen 

as a key strength in the SWOT analysis for BC, NZ and WA wine tourism industries. The 

'personal approach' often provided by smaller/boutique wineries was mentioned in the 
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Australian, and the Canadian studies, but did not rank as an important strength for 

stakeholders in the New Zealand Wine Tourism Industry. This may due to the perception by 

some in the industry that smaller boutique wineries are less able to cater for larger groups, and 

thus will be less supportive of growth. 

The role of events in the promotion of wine tourism was also considered to be an important 

strength of the Victorian and West Australian wine tourism industries, this is probably due the 

profile these events can give to a regions wine industry. Additionally, specific wine (and/or 

food) events/festivals also give wine makers the ability to 'showcase' their wine to a large 

group of people at one event and encourages trial of products. 

Government support is seen by many as an important strength for the wine tourism industry, 

obviously due to the support that government bodies (such as local councils to central 

government) are able to give to infrastructure, policy, funding and promotion. New Zealand 

was the only wine 'region' where this was not listed as a key strength, potentially related to 

the concern from some stakeholders that there is a lack of government interest in the industry. 

In addition to the common strengths of the four regions, there were also a number of strengths 

unique to each destination. In British Columbia, the "strength and performance of the local 

RTO's" was seen as a significant strength to the region. In New Zealand the clean green 

image, and the range of fresh foods was a common perceived strength, in addition to the 

strength to New Zealand of the 'unique New Zealand and pacific' style foods. 

New Zealand stakeholders also considered that the 'varied characteristics' of the different 

wine regions in New Zealand helped to create and differentiate regions from each other. This 

differentiation was perceived as strength to the industry, as it may suggest that this 
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differentiation it is less likely to cause the different wine regions to compete with each other 

based on the same attributes. The variation in the 'regional character' of the wine gives such 

regions an advantage, as a visitor to one wine region may not necessarily consider that they 

have 'done' New Zealand wines, if there are different styles to be sampled in each region. 

In Australia, there were some variations between the analyses of the Victorian, and West 

Australian wine industries. In Victoria for example, there is particular emphasis on the 

strength of the state's supporting infrastructure and marketing and promotional ability. While 

in West Australia there was an emphasis on the experience of those in the industry, the range 

of accommodation, associated products and events as well as the perceived strength that 

"West Australia is at the leading edge of wine tourism planning". 
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Figure 5.1 Common and Individual Destinations Strengths 

British Columbia, Canada 
• Uniqueness, aesthetic beauty 
• Quality and diversity of wine 
• Strong support and recognition of 

high quality products 
• Strength and performance of 

Regional Tourism 
Organisations-who work with 
wine industry to get growth 

• Wineries committed to and aware 
of the dollar value of tourism 

• Number of small wineries 

New Zealand 
• Quality and standards of New Zealand products 
• Clean, green image 
• Reputation of New Zealand wines overseas 
• Variety of FRESH and varied products 
• Varied characteristics of different regions creates 

regional differentiation 
• 'Regional character' of wine 
• Scenic beauty of NZ landscape 
• Unique NZ and Pacific foods add to the unique 

NZ experience 
• The availability and accessibility of other tourist 

attractions 
• Number of wineries recognising their role in 

industry and thus providing facilities 

/ 
COMMON STRENGTHS 

• Uniqueness/beauty of environment [BC, 
NZ, WA] 

• Quality ofproduct(s) [BC, NZ, VIC, WA] 
• Government support [VIC, WA, BC] 
• Boutique wineries [VIC, WA, BC] 
• Events held in region [WA, VIC] 
• Increasing recognition by wineries of their 

role in tourism [BC, WA, VIC, NZ] 

/ 
Victoria, Australia Western Australia 

• Commitment of Government and Tourism Victoria • Premium quality wines 
• Number of wineries • Unique attractive environment 
• Supporting tourism infrastructure • Regional produce and fine cuisine 
• Regions have a winery icons which attracts visitors 

to the region 
• Experienced wine tourism operations and activities 

• Regional wine and food festival events 
• Range of quality wine styles, with distinct regional 

product differentiation. 
• Many wineries improving cellar door facilities. 
• Most wineries are small and family-owned 
• Strong regional tourism structure potentially 

provides networking and marketing opportunities 
• Head start over other states in the promotion and 

marketing 
• Size of the State 

• Many wineries in regions which already have other 
strengths. 

• Variety of lifestyle experiences 
• Range of: 

o Accommodation 
o Associated products 
o Events 

• Level of industry support 
• Strong government interest in wine tourism 
• Wine tourism is relatively high yield tourism 
• Western Australia is at the leading edge of 

wine tourism planning 
• Many existing small family-owned and 

operated wineries 
• Manv new ventures in the wine and tourism 
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5.5.2. Weaknesses 

There were a number of similarities between 'weakness' analyses of the four wine regions, 

however not all regions faced the same issues. The most common perceived weakness was 

the lack of industry research, the lack of support infrastructure and the lack of co

operation/co-ordination and/or networking between those in the industry. Interestingly, these 

three issues could be argued to be inter-related to each other, as the lack of industry research 

may be a contributing factor to the lack of support infrastructure (be that in the form of tourist 

facilities such as accommodation or assistance offered by government bodies), as research can 

help identify the shortfalls of support within the industry. Similarly, the lack of co-operation 

and co-ordination is likely to be a contributing factor to both the lack of research as well as 

the lack of support structures in place. 

In addition, the lack of and/or poor quality of signage was seen as a problem, particularly 

within the Australian wine tourism industry; while service quality was seen as a key weakness 

in the West Australian and New Zealand analysis. Both these issues are important, as the lack 

of signage ( or the clarity of) can have a particular impact on the visitor experience as well as 

visitor numbers, while service quality could have a significant impact on the success of the 

wine tourism industry in a region (as a result of poor visitor experiences). 

In British Columbia, the politics between organisations, the impact of government policy and 

the actual government support were seen as the defining weaknesses. In New Zealand, 

industry stakeholders suggested that the biggest weaknesses related to the lack of facilities, 

funding and (at that stage) no wine (and food) tourism strategy to guide the industry. 

The two wine regions analysed in Australia had relatively different issues. In Victoria the 

biggest issues were to be the lack of investment, the lack of a central marketing body and the 
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"attitude of some smaller wineries towards tourism". In West Australia the key identifiable 

weaknesses were related to the remote location, branding issues, and the problem of ensuring 

consistent reasonably priced experiences which cater to visitors needs. 

Figure 5.2 Common and Individual Destination Weaknesses 

• 

• 

• 

• 
• 

British Columbia New Zealand 

Restrictions and limitations of • Service quality 

government policy • Lack of product knowledge 

Lack of government support for • Lack of co-ordination 

developing interface between wine • Lack of funding (at all levels) 

and tourism • Lack awareness by those in food 

Political differences between and wine tourism of role in 
industry organisations 

• Lack of facilities for tourism 
Lack of infrastructure Lack of strategy • 
Lack of research • Lack of quality standards 

\ I 
COMMON WEAKNESSES 

• Lack of industry research [BC, WA, VIC] 

• Lack of support infrastructure [BC, WA, VIC] 
• Lack of awareness externally/elsewhere of area 

as a destination [WA, VIC] 
• Service quality [WA, NZ] 
• Lack of co-operation/co-ordination/networking 

between those in industry [VIC, NZ, WA] 
• Signage -poor quality or none [VIC, WA] 

/ 
Victoria, Australia Western Australia 

• Lack of awareness elsewhere of area as a • Lack of co-ordination between industries 
destination 

• Lack of support infrastructure 
• Lack of marketing and promotional body 
• Poor integration between food and wine 
• Attitude of some smaller wineries 

towards tourism 
• Lack of investment to cellar door 
• Little co-operation and networking 

between all involved in wine, food and 
tourism 

• Lack of winery tourism signage 
• Inadequate market research to assist in 

the formulation of marketing plans. 

• Location (and air access) 
e Lack of consistent experiences 
• Lack of awareness domestically and 

internationally 
• Weak government support at all levels 
• No regional branding 
• Lack of hallmark events 
• Lack of tour routes and organised tours 
• Lack of signage 
• Lack oflinkages 
• High prices and poor service quality at cellar 

door 
• Infrastructure 
• Funding 
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5.5.3. Opportunities 

All four wine regions identified that increasing linkages with the food tourism industry was an 

important opportunity for the wine tourism industry; supporting the idea that food (tourism) is 

an important complementary product. Additionally, the importance of adequate promotion 

and marketing of the destination and its products both domestically and internationally was 

seen as a key opportunity for the wine tourism industries in West Australia and British 

Columbia. 

The importance of events ( and festivals) as promotional tools were also suggested as an 

important opportunity for those in Victoria and West Australia, as too was closer 

collaboration between different stakeholders within the wine tourism industry. All 

destinations identified a need for increased recognition of their destinations and products 

externally- the various stakeholders by working collaboratively together (for example food 

and wine providers at a regional food and wine festival) to promote the region could 

potentially improve this. 

In British Columbia, there is the perceived opportunity to increase the number of wineries to 

provide more variety in the visitor experience, as well as the specific opportunity to exploit 

the United States market to a higher degree. In New Zealand, there was a key emphasis on 

the need for a change in the visitor experience, particularly in ensuring a reasonable level of 

product knowledge, to enable better education of visitors. Additionally, the development of a 

'unique' NZ food and wine experience was recognised as an area to be developed, perhaps 

through the opportunity to create regionally 'distinct' food and wine experiences. An 

opportunity to increase visitor length of stay was also suggested, something which could be 

encouraged through increased international exposure, and with the proposed closer 

relationship with Tourism New Zealand. 

101 



·, 

The opportunities identified in Victoria focused mainly on the development and investment 

into infrastructure and promotion to the domestic market. Also suggested was the use of wine 

exports to lift the regions profile, and an emphasis being placed on attracting new markets. 

Figure 5.3 Common and Individual Destination Opportunities 

British Columbia 

• Developing food, cuisine and 
restaurant components of the visitor 
experience 

• Development of more vineyards and 
wineries to exploit available prime 
acreage 

• Marketing Okanagan and 
surrounding region(s) and activities 
as a single product. 

• Development ofU.S travel markets 
with increased economic spend 

New Zealand 

• Closer collaboration between key 
entities 

• Longer stays 
• International promotion 
• Increase regional differentiation 
• Product knowledge training 
• Development of 'unique' NZ food and 

wine experience 
• Linking of distinct food and wine 

experiences 
• Increased relationships with Tourism 

New Zealand 

, 

/ 
COMMON OPPORTUNITIES 

• Increase external awareness of 
destination and product [W.A, B.C] 

• Increase links with food tourism [W.A, 
VIC,BC,NZ] 

• Events [VIC, WA] 
• Closer collaboration 

,)( 

/ 
Victoria, Australia 

• Increase spending on cellar door 
facilities 

• Promotion of destination at national 
wine events 

• Complementary tourism sectors-i.e. 
regional food to participate in winery 
tourism 

• Increase in events and thus catalyst for 
winery tourism 

• Publicity from increase in exported 
wines 

• Domestic demand for food and wine 
tourism experiences 

• Attract new markets (e.g. Asia) 

[NZ, W.A] 
"< 

Western Australia 

• Collaboration between regional tourism and 
wine organisations 

• Events 
• Proximity to South East Asia 
• Links to markets (i.e. UK, North America) 
• Synergy of nature based and wine tourism 
• Links with food produce industries 
• International awareness 
• Employment 
• Marketing opportunities 
• Export market links between wine and 

tourism 
• Incorporation of wine tourism through Brand 

W.Aprogram 
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5. 5. 4. Threats 

The SWOT analyses of all four regions identified that other wine tourism destinations were 

the biggest threat to their regions wine industry, with considerable perceived competition 

between different states in Australia, and between the New Zealand and Australian industries. 

The issue of competition coming from other regions domestically is mentioned in the SWOT 

analyses of both Victoria and Western Australia. In comparison, New Zealand stakeholders 

seemed less concerned about competition domestically, but were concerned about competing 

for international visitors with Australia. 

The growth of wine industry was itself seen as a major threat. There was concern amongst 

many that the growth will bring with it "cowboys" and others who have more interest in profit 

and quantity than maintaining quality wines. If such a drop was to occur this could 

potentially taint the 'quality' image of a destination. There is also the issue of oversupply 

making the product less 'unique' and thus potentially less desirable. 

Service quality and the visitor experience were also perceived as a threat to the industry if 

they are not maintained. This is no doubt linked again to the image and the motivation of 

visitors wanting to visit being affected. Some stakeholders in the New Zealand wine industry 

suggested that there is already an issue with service quality and the visitor experience that 

need to be addressed. 

Finally, future environmental factors and the resulting impacts on the industry were 

considered a threat to the wine tourism industries of New Zealand, British Columbia, and 

West Australia. These environmental factors included climate change; damage from 

vineyards; breaches ofbio-security (and the potentially devastating consequences) and in New 

Zealand, the loss of the 'clean, green' image. 
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In British Columbia there was concern about monopolies and the purchasing of smaller 

vineyards by larger companies, which have the potential to disturb the 'diversity of the visitor 

experience'. Also considered a key threat was potential negative economic conditions. 

In New Zealand there were a number of concerns, however the 'perceived complacency and 

laziness within the food and wine industry' and the resulting missed opportunities as a result 

of inaction was considered the key threat. 

In Western Australia, there were issues relating to land use, inadequate planning and even the 

cost of land itself. Additionally, the 'cheap wines' available locally from other regions are 

considered a threat, as is the Asian recession ( especially with Asia being one of the closest 

markets to this region). Also of concern was /is the issue of alcohol abuse and drink driving. 

In Victoria, health issues and the social implications of alcohol were a concern, and there was 

unease that a "shift in lifestyle activities away from wine and food" and the "growing pressure 

for the regional tourism dollar" could have a major impact on the industry. The threat of 

domination by conglomerates, and bad/ poor signage were also considered important threats 

to the success of the industry. 

As seen by the analysis presented in this chapter, many destinations internationally are facing 

similar issues. Suggesting the possibility for destinations to learn of the experiences of others, 

as well as gaining a competitive advantage by maintaining their destination/product strengths 

and minimising threats. 
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Figure 5.4 Common and Individual Destination Threats 

British Columbia, Canada 
• Inconsistent wine quality 
• Inconsistent quality of visitor 

experience 
• Difficult economic environment 
• Larger producers buying out 

boutique and/or small producers 
and resulting decreased diversity 
of visitor experience 

• Environmental 
conditions/fluctuations 

o Climatic 
o Economic 

• Development of competing 
regions 

• 
• 

• 
• 

• 
• 
• 
• 
• 
• 

Western Australia 
Conflicting land use 
Inadequate local planning for 
wine and tourism 
Rising costs of land 
Oversupply and resulting threat to 
integrity and quality 
Global competition 
Cheap wines from elsewhere 
Asian recession 
Other regions 
Alcohol abuse 
Environmentally damaging 
vineyard developments 

COMMON THREATS 
• Competing destinations [BC, W.A, VIC, 

NZ] 
• Integrity and quality of wine due to 

oversupply and/or 'cowboys'. [BC, WA, 
NZ] 

• Service QualityNisitor Experience [BC, 
VIC, NZ] 

• Environmental factors [NZ, BC, WA] 

~ 

/ 
Victoria, Australia 

Health issues 
Lack of customer/service quality 
Bad/poor signage 
Increase in competition from other states 
Decline in domestic travel 
Market domination from conglomerates 
A shift in lifestyle activities away from 
wine and food as well as growing 
pressure for the regional tourism dollar 
Social implications of alcohol 
Health issues 

\ 
New Zealand 

• Biosecurity 
• Drop in quality standards 
• Service quality 
• Loss of personal approach through size 
• Low profile of region internationally 
• Competing destinations overseas 
• Perceived complacency and laziness within 

the food and wine tourism industry
causing missed opportunities 

• Loss of clean, green image 
• Change in New Zealand dollar 
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6. Chapter Six: Restaurant Survey 

This chapter presents the findings of a restaurant survey conducted on restaurants based in four 

food and wine regions within New Zealand: Canterbury, Central Otago, Hawke's Bay and 

Marlborough. The restaurant survey was conducted with the aim of analysing the relationships that 

restaurants in four of New Zealand's wine regions had with food and beverage suppliers in their 

region; as well as the willingness of and ability of these restaurants to use local products. 

Restaurants were also asked about the relevance of tourism to their business, and how interested 

they are in creating regional products, dishes, and brands to promote food and wine tourism within 

their region. All vendors owning a restaurant and listed in the New Zealand Yellow Pages in each 

/ > of these areas was sent a cover letter explaining the research, as well as a short two page survey, 
I 

·\ 

and a reply post envelope. In addition, restaurants were asked to identify what relationship they 

have with other businesses and how willing they are to provide regional tourism information to 

tourists. Support levels for local and New Zealand wines were assessed to evaluate the potential for 

a cohesive food and wine brand both regionally and nationally. 

Results from this research can also be seen in Smith and Hall (2003). 

6.1. Response 

A total of 197 restaurants returned useable surveys, giving a response rate of 29.2% out of 675 

surveys distributed. While this is not a distinctively high response rate, Veal (1992) states that it can 

still be considered satisfactory for a postal survey. One reason for a lack of higher response could 

relate potentially to the number of restaurants who have no interest in the food and/or tourism 

industry, and others that may have gone out of business. The origin of completed surveys was on a 

ratio relatively comparable with the number of surveys sent to each region. As an example, 14.7% 
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of surveys returned were from the Hawke's Bay, while 15.4% of surveys sent out went to that 

region. 

Table 6.1 Origin of Survey Responses 

Region 
Central Otago 
Canterbury 
Marlborough 
Hawke's Bay 
Not stated 
TOTAL 

N 
35 
110 
22 
29 
1 

N=197 

Percentage 
17.8 
55.8 
11.2 
14.7 
0.5 
100 

The largest number of responses received from the Canterbury region. Given the population size of 

this region, and the number of survey sent to this region it was not unexpected. Returned surveys 

were relatively consistent with the number of surveys sent to each region. For example, 14.7% of 

surveys returned were from the Hawke's Bay, while 15.4% of surveys sent out went to that region. 

As Figure 6.1 shows, the ratio and spread of questionnaires sent, and responses received was 

relatively proportionate for each region. 

Figure 6.1 Surveys Sent to Regions Vs. Responses Received From Regions 

70 

60 
59.3 

55.8 

50 

r 30 

20 17.8 
15.4 14.7 

11.2 

10 

0 

Central Otago Canterbury Marlborough Hawke's Bay 

l!I Sent to Region i;;J Received from Region 
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6.2. Typology of Responding Restaurants 

Over all four survey regions, three key restaurant 'typologies' were prevalent (see Table 6.2), fifty

six (28.4%) were classified as 'family style', forty-six (23.4%) 'casual style/bistro' and forty-four 

(22.3%) were 'fine dining' restaurants. While these results were somewhat consistent across the 

regions, there was some variation in the most prominent 'type' of restaurant in each region. 

Table 6.2 Restaurant Type 
Restaurant Type N O/o 

Family style 56 28.4 
Casual style/bistro 46 23.4 
Fine dining restaurant 44 22.3 
Other 29 14.7 
Pub/Bar 12 6.1 
Banquet service 3 1.5 
Chain/Franchise estaurant 3 1.5 
Catering and off 2 1.0 
premises sales 
Not stated 2 1.0 
TOTAL 197 100.0 

As Table 6.3 indicates, there was some variation across the four regions in terms of restaurant 

'types'; in Central Otago, twelve (34.3%) restaurants were classified as 'fine dining', eleven 

(31.4%) 'family style', and an additional six (17.1 %) were 'casual style/bistro' restaurants. In 

Canterbury, thirty (27.8%) restaurants were 'family style', twenty-seven (25.0%) 'casual 

style/bistro', and twenty-one (19.4%) were fine dining. 

In Marlborough, 'casual style/bistro' restaurants were the most common type of establishment with 

eight (36.4%) restaurants responding. While in the Hawke's Bay, 'family style' restaurants were the 

most prominent with eleven (37.9%) ofrespondents identifying with this typology. 

T bl 6 3 R a e estaurant type vs. R . eg1on 
Restaurant Type Central Otago Canterbury Marlborough Hawke's Bay 

(18.0%) (55.7%) (11.3%) (14.9%) 
N % N % N % N % 

Family Style 11 31.4 30 27.8 4 18.2 11 37.9 
Catering and off - - 1 0.9 1 4.5 - -
premises sales 
Casual style/bistro 6 17.1 27 25.0 8 36.4 5 17.2 
Fine dining restaurant 12 34.3 21 19.4 4 18.2 6 20.7 
Banquet service - - 3 2.8 - - - -
Pub/Bar 2 5.7 6 5.6 1 4.5 3 10.3 
Chain/Franchise Restaurant - - 3 2.8 - - - -
Other 4 11.4 17 15.7 4 18.2 4 13.8 
Total Restaurants 35 100.0 108 100.0 22 100.0 29 100.0 
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6.3. Type of Cuisine Describing Food Emphasis 

Respondents were asked to identify the main type of cuisine matching the food emphasis of their 

restaurant. As seen in Table 6.4, the most common style of cuisine served at restaurants was 

'contemporary New Zealand cuisine', with eighty-one ( 41.1 % ) restaurants across the survey sample 

identifying this as their main cuisine 'typology'. Significantly, twenty five (12.7%) restaurants 

served mainly Asian cuisine (this result being consistent with Thorsen 2001) while seventeen 

(8.6%) restaurants served Pacific Rim Cuisine. Twenty-one (10.7%) respondents indicated that an 

'other' cuisine style was favoured by their restaurant. Included in this group of respondents were 

four Indian restaurants, three Mexican restaurants, other South American 'style' restaurants as well 

as a number of restaurants who indicated they provided a variety or mixture of cuisine styles 

depending on demand. 

Table 6.4 Cuisine St~Ie 
N % 

Contemporary NZ cuisine 81 41.1 
Asian 26 13.2 
Other 21 10.7 
Pacific rim 17 8.6 
Mediterranean 10 5.1 
Continental 9 4.6 
Italian 8 4.1 
Seafood specialty 7 3.6 
Steakhouse 5 2.5 
American 4 2.0 
French cuisine 3 1.5 
Vegetarian 3 1.5 
Not stated 3 1.5 

TOTAL 197 100.0 

Across the regions (see Table 6.5) 'Contemporary New Zealand' cuisine remained the most 

common cuisine style in restaurants. Marlborough had the highest proportion (54.5%) of 

restaurants with this style of dish, whereas Hawke's Bay had the smallest portion (29.6%). In 

Canterbury, Asian restaurants (15.6%) were the second most frequent in the region, where as in 

Central Otago, Pacific Rim (14.3%) and Italian (11.4%) were more popular. 
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T bl 6 5 R . a e egion vs. C .. T msme ype 
Cuisine Type Central Otago Canterbury Marlborough Hawke'sBay 

(18.1 %) (56.5%) (11.4%) (14.0%) 
N % N % N % N % 

American 2 5.7 2 1.8 - - - -
Asian 2 5.7 17 15.6 2 9.1 4 14.8 
Contemporary NZ Cuisine 14 40.0 46 42.2 12 54.5 8 29.6 
Continental 3 8.6 5 4.6 - - 1 3.7 
French 1 2.9 1 0.9 - - 1 3.7 
Italian 4 11.4 2 1.8 - - 1 3.7 
Mediterranean 1 2.9 6 5.5 2 9.1 1 3.7 
Other 3 8.6 15 13.8 2 9.1 4 14.8 
Pacific Rim 5 14.3 7 6.4 2 9.1 3 11.1 
Seafood Specialty - - 5 4.6 1 4.5 1 3.7 
Steak House - - 1 0.9 1 4.5 3 3 
Vegetarian - - 2 1.8 - - - -
TOTAL 35 100.0 109 100.0 22 100.0 27 100.0 
Does not include missing values 

6.4. Restaurant Capacity 
6.5. 
Respondents were asked to nominate the exact seating capacity of their facility; these open-ended 

responses were then grouped into variables (see Table 6.6). Amongst all restaurants, the average 

seating capacity was 109. 7 patrons, with a majority (7 5 .2%) of restaurants in the sample having a 

seating capacity of 100 or less, and sixty (30.5%) of the sample being 41-60 seat restaurants. 

Table 6.6 Seating Ca~acities of Res~onding Restaurants 
Size of o~eration N O/o 

Under 20 seats 1 .5 
21-40 seats 26 13.2 
41-60 seats 60 30.5 
61-80 seats 37 18.8 
81-100 seats 25 12.7 
101-120 seats 16 8.1 
121-140 seats 6 3.0 
141-160 seats 9 4.6 
More than 160 seats 15 7.6 
Not stated 2 1.0 
TOTAL N=l97 100.0 

6.6. Number of Employees 

Restaurants employed an average of almost six (5.8) full time employees, with eighty-three (54.8%) 

restaurants stating they had less than five employees. Restaurants had an average of 9.2 part-time 

employees, with fifty-eight (31.4%) restaurants employing over nine part-time/casual employees. 

In some cases, restaurants indicated they had no 'full-time employees', just part-time/casual 

employees, perhaps a result of the fact that respondents may not have included themselves in the 
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tally. Other reasons could include respondents considering their work to be only 'part-time', or not 

considered themselves due to their 'ownership ' rather than involvement. this was most likely to be 

in situations where owners did not include themselves. 

T bl 6 7 N b f P t f a e . um ero ar - 1me an d f ll f u 1me emp oyees 
Full time Part-time/Casual 

Mean 5.8 9.2 
N % N % 

None 7 3.6 9 4.6 
One 19 9.6 10 5.1 
Two 37 18.8 21 10.7 
Three 19 9.6 14 7.1 
Four 26 13.2 20 10.2 
Five 19 9.6 17 8.6 
Six 13 6.6 16 8.1 
Seven 6 3.0 9 4.6 
Eight 11 5.6 13 6.6 
Nine 4 2.0 4 2.0 
Ten 6 3.0 13 6.6 
Eleven-Fifteen 9 4.6 17 8.6 
Sixteen-Twenty 4 2.0 12 6.1 
Twenty-one and over 6 3.0 16 8.1 
Not answered 11 5.6 6 3.0 
TOTAL 197 100.0 197 100.0 

As can be seen in Figure 6.2, self run/smaller restaurants tend to employ a higher proportion of full

time staff, whilst those restaurants employing ten or more staff tended to have a higher proportion 

of part-time/casual staff, with at least 60% of employees in these businesses fitting this description. 

Figure 6.2 Full-time vs. Part-time employees 
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6. 7. Description of Food Origin 

One key focus of this research was to understand what level of local and New Zealand product 

descriptors were on the menu amongst New Zealand Restaurants. As can be seen in Table 6.8, 

roughly four out of ten restaurants in the sample have a descriptor describing the origin of produce 

in their menu items. Less than half of all restaurants describe the origin of food on their menu 

made using local (39.1%) and New Zealand produce (40.1%). This highlights the potential for 

further promotion by all within the food industry towards branding and promoting local, regional 

and New Zealand cuisine. Interestingly, restaurants were even less willing to describe the origin of 

international produce on their menus, with just twelve (6.1 %) ofrestaurants describing the origin. 

Of the twelve restaurants who chose to describe the origin of international produce, one was 

Mediterranean; four were Asian, two contemporary NZ cuisine, one Italian, and four 'other' cuisine 

providers. Suggesting perhaps, that those most of those who were willing to describe international 

origin were most likely to be those producing 'international' cuisine. This also suggests that those 

who describe the origin of produced on their menu tend only to do so if it is of benefit to their 

business, or it may indicated issues of supply - and issues of knowledge regarding the origin of 

produce they are receiving from their suppliers. 

Table 6.8 Description of Food Origin on the Menu 

Describe Local Produce New Zealand International 
Origin of: Produce Produce 

N N 

Yes 77 39.1% 79 40.1% 12 6.1 
No 109 55.3% 98 49.7% 156 79.2 
Not stated 11 5.6% 20 10.2% 29 14.7 
TOTAL 197 100.0% 197 100.0% 197 100.0% 

Restaurants in the Marlborough region (see Table 6.9) appear to be the most successful m 

describing local produce items on the menu, with 60.0% of restaurants willing to do so. In 

Hawke's Bay, just seven (26.9%) responding restaurants chose to describe local produce items on 

the menu, while responding restaurants from Canterbury were also more likely not to (58.5%) 
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describe local produce items on the menu, however an encouraging four out of ten restaurants in the 

Canterbury region were willing to describe local produce items on their menu. 

Central Otago (56.3%) and Canterbury restaurants were the most likely to describe New Zealand 

produce items on the menu. While, restaurants in all four regions generally had little interest in 

describing international produce used on the menu, with Hawke's Bay (11.5%) being the most 

likely. 

T bl 6 9 R a e egmn V D . f s. escnp110n o fffff tP d It 1 eren ro uce ems on M enu 
Describe local Local Other NZ International 
produce items N % N % N % 
Central Otago 13 39.4% 18 56.3% 1 3.3% 
Canterbury 44 41.5% 40 40.8% 7 7.4% 
Marlborough 12 60.0% 10 55.6% 1 6.3% 
Hawke's Bay 7 26.9% 10 35.7% 3 11.5% 
TOTAL 76 100.0% 78 100.0% 12 100.0% 

NB. Percentages are calculated from those restaurants answering the questwn, and are not representative of all 

Restaurants in the region. 

6.8. Description of Individual Dishes on Menu in Relation to Origin of Cuisine 
Style 

In order for a strong regional cuisine brand to be established there is a need for a solid regional 

supply and network structure nationally, and within each region, this can ensure a strong fresh 

food/produce supply network is available to support creators of local/regional cuisine. Respondents 

were asked whether they identify items on their menu by certain cmsme characteristics; for 

example, as 'classic Marlborough lamb roast', or 'Moroccan style lamb'. This does not imply 

actual usage of local or New Zealand food products, but hopes to establish what level of 

willingness there is among restaurants to identify local cuisine style/characteristics being used or 

created in restaurant dishes. Cuisine characteristics described by restaurants are provided in Table 

6.10 below. 

Table 6.10 Cuisine Characteristics Described 

I Yes No Total 
Cuisine characteristics N % N % N % 
Local cuisine 53 29.9 124 70.1 177 100.0 
New Zealand Cuisine 49 28.7 122 71.3 171 100.0 
International Cuisine 86 48.3 92 51.7 178 100.0 
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Restaurants appear not to have the tendency or desire not to bring attention to the local or New 

Zealand cuisine characteristics of items on their restaurant menu. Just fifty-three (29.9%) 

restaurants identified items by their particular local characteristics (i.e. 'Classic Marlborough Lamb 

Roast'), and forty-nine (28.7%) by New Zealand cuisine characteristics (i.e. 'Classic New Zealand 

Lamb Roast'). 

In comparison, almost half (48.3%) of responding restaurants stated they identified international 

cuisine characteristics (i.e. Moroccan style lamb) on menu items. This seems to indicate that 

either there are fewer stigmas attached to identifying overseas cuisine styles, or there is simply not 

the range of local and New Zealand styles to provide descriptions of. If this is the case, it indicates 

there is scope for further development and creation of cuisine styles. 

When these results are evaluated on a 'per region' basis (see Table 6.11), Marlborough (40.9%) and 

Central Otago (33.3%) restaurants were the most proactive towards describing dishes on the menu 

with local cuisine characteristics. Twenty-eight (29.2%) Canterbury restaurants described local 

cuisine characteristics, while Hawke's Bay restaurants were less enthusiastic, with just five (19.2%) 

of restaurants choosing to give a description of local cuisine. 

T bl 6 11 R . f O . . a e egion o ngm vs. o · r re · · ch escnp ion o msme t ·r. M It arac ens 1cs m enu ems 
Local New Zealand International 

No Yes No Yes No 
Yes 

Region N % N % N % N % N %, N % 
Central 11 33.3 22 66.7 14 45.2 17 54.8 15 46.9 17 53.1 
Otago 
Canterbury 28 29.2 68 70.8 24 25.5 70 74.5 53 52.0 49 48.0 
Marlborough 9 40.9 13 59.1 5 27.8 13 72.2 7 38.9 11 61.1 
Hawke's Bay 5 19.2 21 80.8 6 21.4 22 78.6 11 42.3 15 57.7 

Total 53 29.9 I 124 70.1 49 28.7 122 71.3 86 48.3 92 51.7 

Central Otago ( 4 5 .2 % ) restaurants were most likely to describe New Zealand cuisine characteristics 

on the menu, whereas less than 30% of Canterbury, Marlborough and Hawke's Bay restaurants 

chose to. Canterbury (52.0%) restaurants were the most likely to describe international 

characteristics of food items on the menu, while Marlborough restaurants were the least interested. 
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6.9. Items on Menu Representative of Produce 

It was . apparent from secondary research conducted earlier in the research, that in some cases 

restaurants are only able to use products representative of local cuisine rather than actual local 

cuisine due to an inability to source local products. To gain an understanding of the level of this 

potential problem, responding restaurants were asked to indicate what level of items on their menus 

were representative of food/produce in the local area. The results are presented in Table 6.12. 

Table 6.12 Percentage ofltems on Menu Representative of Local Produce 
N % 

None 7 3.6 
1-10% 10 5.1 
11-20% 16 8.1 
21-30% 15 7.6 
31-40% 5 2.5 
41-50% 19 9.6 
51-60% 16 8.1 
61-70% IO 5.1 
71-80% 36 18.3 
81-90% 20 10.2 
91-99% 11 5.6 
100% 26 13.2 
Not stated 6 3.0 
TOTAL 197 100.0% 

Almost half (47.3%) of responding restaurants stated that over 70% of items on their menu are 

representative of produce available in the local region, the average (mean) representation of local 

products on restaurants menus was 63.2%. Twenty-six (13.2%) restaurants indicated that 100% of 

items on their menu were representative of produce available in the local region. These results are 

positive, as it indicates both an awareness of produce available in the area, as well as a ready 

market for local produce. While the results are not necessarily reflective of actual product usage in 

cooking, they do indicate the potential for usage of local products, and also indicates the potential 

for creating and identifying items as unique regional cuisine. 

Canterbury and Marlborough restaurants (see Table 6.13) have the highest levels of representation 

of local products on their menus, with 57.0% of Marlborough, and 53.3% of Canterbury restaurants 
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having over 70% representation of local products on their menus. In comparison, just 30.4% of 

Central Otago restaurants managed this level of representation. 

Table 6.13 Region of Origin vs. Representation of Local Produce in Menu 

Region of Origin 
Central Otago Canterbury I Marlborough Hawke's Bay 

N % N %I N % N % 
None 3 9.1 2 1.9 1 4.8 1 3.4 
1-10% 4 12.1 6 5.6 - - - -
11-20% 5 15.2 7 6.5 2 9.5 2 6.9 
21-30% 5 15.2 8 7.5 1 4.8 1 3.4 
31-40% - - 4 3.7 - - 1 3.4 
41-50% 4 12.1 10 9.3 3 14.3 2 6.9 
51-60% 2 6.1 8 7.5 2 9.5 4 13.8 
61-70% - - 5 4.7 - - 4 13.8 
71-80% 5 15.2 18 16.8 7 33.3 6 20.7 
81-90% 3 9.1 15 14.0 - - 2 6.9 
91-99% - - 8 7.5 1 4.8 2 6.9 
100% 2 6.1 16 15.0 4 19.0 4 13.8 
TOTAL 33 100.0% 107 100.0% 21 100.0% 29 100.0% 

6.10. Desire to Increase Usage of Local Products 

Optimistically, just over two-thirds (134) of restaurants indicated they would like to increase usage 

of local products. But when asked whether it was currently possible to increase usage of local 

products under the current supply arrangements for their restaurant, just 29 .9% said it would 

actually be possible to increase usage. This appears to support the idea that restaurants are willing 

to use local produce within their dishes, but are in some situations being prevented by either lack of 

access, bad supply networks, unwilling central distributors or umeliable local growers. 

Table 6.14 Desire and Ability to Increase Usage of Local Products 

Like to Able to 
increase usage increase usage 

N % N % 
Yes 134 68.0 59 29.9 
No 43 21.8 117 59.4 
No need already use 100% 11 5.6 9 4.6 
Not stated 9 4.6 12 6.1 
TOTAL 197 100.0 197 100.0 
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6.11. Percentage of Ingredients Sourced Locally 

In an attempt to gain a better understanding of actual produce usage, respondents were asked to 

identify what percentage of the items on the menu were made from local, New Zealand and 

International produce - respondents were asked to record their response through an open ended 

reply. As seen on Table 6.15, two thirds (65.2%) of ingredients were sourced locally. This finding 

consistent with earlier findings indicating that on average 63 .1 % of items on restaurant menus were 

representative of ingredients available locally. 

T bl 615 P a e f. d" t II Other NZ and overseas t ercen age o mgre 1en s source oca y, 
Locally Other NZ Overseas 

Mean 65.2% 31.7% 13.8% 
N % N % N O/o 

None 4 2.0 28 14.2 79 40.1 
1-10% 6 3.0 38 19.3 62 31.5 
11-20% 15 7.6 35 17.8 23 11.7 
21-30% 8 4.1 24 12.2 7 3.6 
31-40% 13 6.6 17 8.6 5 2.5 
41-50% 19 9.6 12 6.1 2 1.0 
51-60% 17 8.6 9 4.6 1 0.5 
61-70% 18 9.1 6 3.0 1 0.5 
71-80% 32 16.2 9 4.6 - -
81-90% 30 15.2 5 2.5 - -
91-99% 14 7.1 1 0.5 - -
100% 16 8.1 1 0.5 - -
Not stated 5 2.5 12 6.1 17 8.6 

197 100.0 197 100.0 197 100.0 

In order to see what type of relationship may/may not exist between local product usage and the 

style of cuisine being served at restaurants, a comparative analysis was conducted to identify any 

differences. In some cases the resulting sample was too small to make reliable conclusions, but 

Table 6.15 and Figure 6.3 can be considered a useful for offering some indication of trends. 
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Figure 6.3 Percentage of Ingredients Sourced Locally, Other NZ, or Overseas 
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Steakhouse restaurants most commonly used the most local produce, with 60.0% using 100% local 

products in their dishes, however as there is a very small sample of these results can only be seen as 

indicative. One key area of analysis was of those respondents who claimed to be purveyors of New 

Zealand cuisine (i.e. 'Contemporary NZ cuisine') and their corresponding produce usage habits. 

The analysis revealed that over half (53.9%) of restaurants serving contemporary New Zealand 

cuisine used over 70% of local produce in their dishes. Of particular interest, was the 26.7% of the 

same restaurant typology for whom local produce makes up only 20% of ingredients used. 

Table 6.16 Cuisine Style vs. Percentage of Local Products Used in Dishes 

Continental (n=9) 
Mediterranean (n=lO) 
Asian (n=24) 
Pacific rim (n=l 7) 
Contemporary NZ (n= 78) 
Seafood specialty (n=7) 
French (n=3) 
Italian (n=7) 
American (n=4) 
Steakhouse (n=5) 
Vegetarian (n=l) 
Other (n=24) 
Total (n=189) 

0 

4.2 

2.6 

4.2 
2.1 

1-10 

-

3.8 
14.3 

14.3 

4.2 
3.2 

11-20 21-30 

11.1 11.1 
30 

8.3 
5.9 -

10.3 -
-
33.3 -
- 14.3 
25.0 25.0 

12.5 -
7.9 4.2 

% Of local products used 
31-40 41-50 51-60 61-70 

- 11.1 11.1 11.1 
30 10 10 10 

4.2 16.7 12.5 12.5 
5.9 17.6 11.8 17.6 
6.4 10.3 7.7 5.1 

14.3 14.3 14.3 -

- 42.9 
-

20.0 -

8.3 4.2 8.3 12.5 
6.9 10.1 9.0 9.5 

71-80 81-90 91-99 100 

11.1 33.3 -
- 10 
16.7 12.5 12.5 -
23.5 11.8 - 5.9 
15.4 16.7 10.3 11.5 
14.3 28.6 -
33.3 33.3 -
28.6 -
25.0 25.0 -
20.0 - 60.0 

100.0 -
16.7 12.5 8.3 8.3 
16.4 15.3 6.9 8.5 
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6.12. Frequency of Change of Menu Content 

In an attempt of establish what impact the available local food supply of locals foods has on menu 

changes, respondents were asked to indicate how often in a year they changed their restaurant 

menus. Uncovering this frequency of menu changes is important for a number of reasons; it 

indicates a level of innovation in the production of meals, as well as potentially illustrating the 

variety of produce ( albeit local or otherwise) used in dishes. 

Most responding restaurants changed their menus one (18.3%), two (18.3%), three (14.2%) or four 

(27.4%) times a year; these findings seem to support the suggestion that at least some proportion of 

restaurants change their menus due to the seasonality and availability of local produce. Fifteen 

restaurants (7.6%) indicated that they never changed their menu, while three (1.5%) suggested they 

only changed their menus once every couple of years. At the other end of the spectrum, two 

restaurants (1.0%) indicated that they changed their menu 365 days a year (daily), and four (2.0%) 

changed their menus weekly. 

Table 6.17 Number of Times Menu Changed Per Year 

Not changed 
Once in two years 
Once 
Twice 
Three 
Four 
Five 
Six 
Seven 
Nine 
Eleven 
Twelve 
Eighteen 
Fortnightly 
Weekly 
Daily 
Not Stated 
TOTAL 

N % 
15 7.6 
3 1.5 

36 18.3 
36 18.3 
28 14.2 
54 27.4 
1 0.5 
1 0.5 
1 0.5 
1 0.5 
1 
3 
1 
2 
4 
2 
8 

197 

0.5 
1.5 
0.5 
1.0 
2.0 
1.0 
4.1 

100.0 

119 



I , 

/ 

~ 

\ 
I 
I 

"-i 

\ 

6.13. Change in menu reflective of seasonal availability local foods 

Following on from the preceding question, responding restaurants were also asked to indicate 

whether changes in menu were reflective of produce available locally. Two thirds (129) of 

respondents indicated that menu changes were often a result of variances in foods available locally, 

while the remaining 34.5% (68) indicated that the availability of foods locally had little impact. 

This could either be due to a lack of connection/disinterest in the local food supply, or perhaps 

usage of produce that does not vary seasonally. The number of respondents suggesting the 

unimportance of the local food supply was a little surprising, as it was indicates the lack of support 

by some restaurants for local food suppliers. 

The region with the most apparent significant variation was Central Otago; with twenty-seven 

(77 .1 % ) of the responding restaurants indicating that menu changes were reflective of produce 

available locally (see Table 6.18). The most unexpected result was that of the Hawke's Bay; with 

just 58.6% of responding restaurants indicating the changes were a result of the availability of local 

produce. An interesting result considering the perceived strength of food and wine networks in that 

reg10n. 

Table 6.18 Change in Menu Reflective of Produce Available Locally 

Yes 
Region N O/o 
Central Otago 27 77.1 
Canterbury 70 63.6 
Marlborough 14 63.6 
Hawke's Bay 17 58.6 

6.14. Branding/Identification of Produce Origin on Restaurant Menu 

Identifying and/or branding local food items on restaurant menus gives customers/tourists the 

ability to support local cuisine while visiting a region, and is vital in establishing a local/regional 

food brand. Thus, it was of interest to find that only a small portion (29.9%), of food items were 

branded for their origin on the menu of most restaurants. Regionally these findings were relatively 

consistent, indicating there is still much potential for the consistent and strong branding of local 

produce and cuisine styles on restaurant menus. 
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Table 619R . e210n vs. B ct· fL IF d It ran m2 o oca 00 ems on M enu 
Yes No Total 

Region N % N O/o N % 
Central Otago 12 36.4 21 63.6 33 100.0 
Canterbury 28 26.4 78 73.6 106 100.0 
Marlborough 9 40.9 13 59.1 22 100.0 
Hawke'sBay 10 37.0 17 63.0 27 100.0 

6.15. Reliability of Local Produce Supply 

Responding Restaurants were asked to indicate on a scale of one to five how reliable local 

producers were in supplying fresh produce. Respondents indicated a high level of reliability among 

local producers, with almost a quarter of respondents considering their local producers to be totally 

reliable in supplying fresh produce, while 42.1 %(n=83) were very reliable. Slightly over a quarter 

(26.4% ), of respondents stated that their local producers were only sometimes reliable, while just 

7 .1 % considered local producers to be unreliable. 

Regionally, Central Otago, Canterbury and Hawke's Bay all indicated a high level of reliability; 

Marlborough respondents were the least impressed with the reliability of their suppliers; with 

54.5% stating the suppliers were only somewhat reliable. 

Table 6.20 Reliability of Supply of Local Producers 
Reliability N Percentage 
Extremely reliable 47 23.9 
Very reliable 83 42.1 
Somewhat reliable 52 26.4 
Not very reliable 10 5.1 
Not at all reliable 4 2.0 
Not Stated 1 0.5 
TOTAL 197 100.0% 

6.16. Ability to Source Local Products 

When asked to indicate on what level of difficulty they have in acceding local products and 

produce, respondents stated it was relatively easy to source local products, with around half 

(51.8%) considering it to be very or extremely easy to source local products. This finding was 

similar across the food and wine regions with the exception of Marlborough, where 31.8% of 

restaurants indicated it 'can be difficult' or 'very difficult' to source local products. This appears to 

indicate problems in supply within the local food distribution networks within the Marlborough 
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reg10n. The survey was conducted before the establishment of a farmers market in the region; it 

would be of interest to obtain another read of this from restaurants in this region to assess what 

changes may have occurred. 

Table 6.21 Difficulty/Ease of Sourcing Local Products 

Extremely easy 
Very easy 
Sometimes easy 
Can be difficult 
Very difficult 
Not stated 
TOTAL 

N Percentage 
27 13.7 
75 3.8.1 
65 33.0 
22 11.2 
7 3.6 
1 0.5 

197 100.0 

6.17. Importance of a Unique Regional Cuisine Brands to Promote Food and 
Wine Tourism 

To gauge support for regional branding, buy local campaigns and similar marketing efforts, 

respondents were asked to indicate on a five point scale how important the development of a 

regional food brand was to them. Restaurants in the Marlborough region were the most enthusiastic 

about the creation of a regional brand for food and wine, with 71.4% of restaurants feeling it was 

somewhat, very or extremely important to create a brand for their region. Restaurants in the 

Canterbury region were less interested in establishing a regional food and wine brand, with a 

quarter (24.8%) indicating it was not very, or not at all important to create a food brand, although 

half (53.2%) did indicate a high level of importance. 

Table 6.22 Importance of Regional Cuisine Brand 
Mean=2.4 N % 
Extremely important 63 32.0 
Very important 47 23.9 
Somewhat important 46 23.4 
Not very important 20 10.2 
Not at all important 18 9 .1 
Not stated 3 1.5 
TOTAL 197 100.0% 
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6.18. Importance of Buy Local Campaigns and Farmers/Growers Markets in the 
Promotion of the use of Local Produce 

Restaurants showed a high level of support for buy local campaigns to promote the use of local 

produce, with 82. 7% indicating they agree it is important to promote buy local campaigns in 

marketing local produce. Similarly, over two thirds (68.0%) of respondents agreed it was very or 

extremely important to support farmers markets (see Table 6.23). 

In addition, most (76.7%) restaurants indicated an implied importance in the support for restaurants 

to support local products; agreeing it is very (31.5%) or extremely (45.2%) important for their 

business to support local products. There is clearly a good level of support for farmers markets and 

buy local campaigns, as well as support for local products. 

T bl 6 23 I a e mportance o fS uooortmg Farmers /G rowers M k ar ets and B L uy oca 
How important is it to support ... 

Farmers/growers Buy local Local Products 
markets campaigns 
Mean: 2.1 Mean: 2.2 Mean: 1.82 
N % N % N O/o 

Extremely important 77 39.1 68 34.5 89 45.2 
Very important 57 28.9 53 26.9 32 31.5 
Somewhat important 33 16.8 42 21.3 34 17.3 
Not very important 14 7.1 17 8.6 4 2.0 
Not at all important 9 4.6 10 5.1 4 2.0 
Not stated 7 3.6 7 3.6 4 2.0 
TOTAL 197 100.0% 197 100.0% 197 100.0% 

6.19. Relevance of Food and Wine Tourism 

In order to gauge the level of involvement or an inherent belief of a role in the food and wine 

tourism industry, restaurants were asked to indicate how important food and wine tourism is to their 

business-this is particularly relevant considering those restaurants are based in four key food and 

wine tourism regions. 

Almost half (48.7%) of all respondent restaurants stated that food and wine was extremely relevant 

to their business, with and additional seventy-one (36.1 %) also indicating that tourism is somewhat 
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(17.8%) or quite relevant (18.3%) to their business. Restaurants in Central Otago indicated the 

highest level of relevance to their business, with 77 .1 % in the region stating tourism was extremely 

important to their business. 

Table 6.24 Relevance of Food and Wine Tourism to Respondents Business 
Mean:2.03 N % 
Extremely relevant 96 48.7 
Quite relevant 36 18.3 
Somewhat relevant 35 17.8 
Not very relevant 18 9 .1 
Not at all relevant 10 5.1 
Not stated 2 1.0 
TOTAL 197 100.0% 

6.20. Willingness of Restaurants to Co-operate with Other Restaurants m 
Regional Promotion 

Obviously, the most effective regional promotions will have a reasonable level of co-operation 

amongst regional industry. Most respondents indicated a level of willingness to work with others to 

promote food and wine tourism within their region. Just over a quarter of respondents (27.9%) 

were extremely interested in working with others to promote food and wine tourism, while 25.4% 

(n=50) were quite interested, and 24.4%(n=48) somewhat interested, one out of five responding 

restaurants were not particularly interested in working with others. Respondents were also asked to 

indicate how interested they would be in being part of a branded and marketed food and wine trail 

within their region. Just over two thirds (68.5%, n=l35), stated they would be willing to be part of 

such a trail. 

Table 6.25 Interested in Working with Others in Region to Promote Food and Wine Tourism 
Mean=2.4 N Percentage 
Extremely interested 55 27.9 
Quite interested 50 25.4 
Somewhat interested 48 24.4 
Not very interested 30 15.2 
Not at all interested 11 5.6 
Not stated 194 1.5 
TOTAL 197 100.0% 
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6.21. Support of Local and New Zealand Wine Brands 

Support of a local food and wine brand within a region also involves some level of support of local 

wines. Almost all (90.4%, n=l 78) responding restaurants held an off-licence allowing them to sell 

alcohol. Of those restaurants providing alcohol to their diners, 84.8 %( n=151) actively promoted 

local wines to their diners, while 92.7 %( n=165) actively promoted New Zealand wines to their 

diners. A majority (73.0%, n= 130) of restaurants indicated that the origin of the wine affected 

their decision to stock it. 

Restaurants holding off-licences were asked to give an open-ended response indicating what 

percentage of local, New Zealand and overseas wines are served to their customers, responses were 

then grouped into more workable variables. As Table 6.26 shows, restaurants were more likely to 

use local and New Zealand wines, rather than overseas varieties. Overseas wines accounted for ten 

percent or less of wines served for 66.9% of restaurants. In comparison usage of local and New 

Zealand wines was considerably higher. 

T bl 6 26 P a e . t ercen age o fW' S d t C t mes erve 0 us omers 
Local NZ Overseas 
Mean: 50.6 Mean: 51.8 Mean: 22.3 
N % N % N % 

None 21 11.8 13 7.3 42 23.6 
1-10% 27 15.2 30 16.9 77 43.3 
11-20% 15 8.4 10 5.6 26 14.6 
21-30% 18 IO.I 21 11.8 20 11.2 
31-40% 10 5.6 13 7.3 3 1.7 
41-50% 13 7.3 15 8.4 2 1.1 
51-60% 14 7.9 13 7.3 -
61-70% 9 5.1 17 9.6 1 0.6 
71-80% 15 8.4 21 11.8 1 0.6 
81-90% 14 7.9 7 3.9 -
91-99% 8 4.5 4 2.2 -
100% 9 5.1 8 4.5 -
Not stated 5 2.8 6 3.4 6 3.4 
TOTAL 178 100.0 178 100.0 178 100.0 
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6.22. Distribution of Regional Tourism Information to Diners 

As part of their service, almost all (89.3%, n=l 76) restaurants provided information on aspects of 

the local region. As Table 6.27 shows, the most common aspect of the local region for which 

information was given were the local tourist attractions/activities. A number of restaurants also 

gave information on local wines, accommodation, and local vineyards and wineries. This level of 

support is important, if food and wine businesses within a region are to work satisfactorily together 

in the promotion of food and wine tourism within their region. Restaurants appear to be least 

willing to provide information on local cafes and restaurants, which is perhaps not overly surprising 

(although still disappointing) due to the competitive nature of the restaurant business. 

Three quarters (148) of businesses prefer to use 'word of mouth' to communicate information about 

the local region to customers. A large proportion (59.4%) of businesses also had brochures 

available to provide information about different aspects of the local region to their patrons. 

Table 6.27 Information Provided at Restaurant 
Info on N= Percentage 
Local Tourist attractions/activities 132 67.0 
Local Wines 124 62.9 
Local vineyards/wineries 107 54.3 
Accommodation 106 53.8 
Local Restaurants 81 41.1 
Local Cafes 67 34.0 
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7. Discussion of Results 

This chapter presents a discussion of the results of all phases of research conduced for this study. It 

will individually discuss results of each survey and then present a general discussion of 

implications. 

7.1. New Zealand Stakeholder Survey 

Results obtained from the stakeholder survey indicated that the majority of stakeholders in the New 

Zealand Food and Wine Tourism Industry have some level of satisfaction with the support they 

receive from others within the industry, though a third of respondent indicated they only felt 

somewhat supported - suggesting there is still some room for improving support structures for 

those in the industry. 

Respondents perceive the state of the food and wine tourism industry in New Zealand as being 

weaker than that of their perception of the international food and wine industry, although just one in 

ten perceived the New Zealand industry to be in a negative shape. Due to the time elapsed since 

this research was conducted, it would be of interest to note what changes have occurred in 

perception. In comparison with the New Zealand food and wine tourism industry, the perception 

respondents held of the international food and wine tourism industry was somewhat higher. 21.7% 

of respondents were totally positive about the industry internationally, in comparison with 13% 

feeling the same way about the domestic industry. Only a very small proportion of respondents felt 

negatively about the international industry, with 4.3% being not very positive or disillusioned. 

Respondents were more likely to rank tourism as important to the New Zealand Food and Wine 

Tourism Industry than to their own business, though over half considered tourism to be extremely 
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important to their business. Considering the relative perceived importance of tourism to 

respondents to the survey, it was interesting that the majority were not aware of the New Zealand 

tourism strategy that had publicly been released prior to research. Although those who had seen the 

strategy had a positive attitude and considered the strategy to be very/extremely important to their 

business. 

Almost half (48.4%) of all respondents perceived that the development of regional cuisine was 

extremely important in the development of a food and wine tourism destination this is a positive 

response considering the lack of a consistent approach to food tourism development at the time of 

this research and is encouraging for the development of tourism. Also encouraging was the nine 

out of ten respondents who stated they would be willing to support increased government 

investment into the food and wine tourism industry. 

The ability of the local infrastructure to cope with the development of tourism and resulting 

increase in visitor is also important. Interestingly, only about half (51.6%) of respondents 

considered that their region had the ability to cope with the development and support of the food 

and wine tourism industry. The ability of the national industry to support the development was 

rated lower than the regions. Only a third (32.9%) of respondents thought the national industry 

structure had the ability to adequately support the development of the food and wine tourism 

industry. 

7.1.1. Relationships 

Stakeholders generally had a number of relationships with different organisations in the food and 

wine tourism industry. Of all organisations, respondents were least likely to have any form of 

relationship with Central Government bodies such as New Zealand Way, the Ministry of Economic 

Development and Industry New Zealand. Most respondents were not generally members of 

organisations - they were more likely to have contact when required. National and regional 
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tourism organisations, Local Councils and Visitor Information Centres were common relationship 

partners, while Wine/Grape growing organisations were also important. 

7.1.2. Economic Development 

The perceived responsibility for the Economic Development fell mostly to the Ministry of 

Economic Development, local/national food and wine promotion groups/networks, Regional Wine 

Organisations as well as tourism organisations. 

7.1.3. Networking 

83% of respondents agreed it was extremely important for those in the food and wine tourism 

industry to work together to promote tourism, however in terms of willingness to work with others 

in the industry, just over half indicated an extreme willingness to do so. In general though, almost 

all respondents indicated some level of willingness to work with others. 

7.1. 4. Promotion 

The development of unique regional cuisine in the promotion of regions as food and wine tourism 

destinations was unsurprisingly supported by the majority of respondents, with just over half 

indicating it was extremely important. Most respondents recognised the need to promote food and 

wine tourism products overseas to assist in the promotion and awareness of food and wine tourism 

experiences on offer in New Zealand. Interestingly, only 2.5% of respondents did not consider it 

important. 

It was clear from the study that tourism organisations and visitor information centres are seen as 

having an important role in the promotion of the food and wine tourism industry. There was some 

clear consensus regarding which organisations should have key roles in the economic development 

and the promotion of food and wine tourism. Generally, the onus appeared to fall on local/regional 

and central government organisations, as well as visitor information centres and wine organisations. 
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7.1. 5. Support 

Other business in the industry appear to be the most common support for industry stakeholders. It 

was interesting to note that most stakeholders acknowledged they had little support from the local 

government in their region - almost half received little or no support. Stakeholders by and large 

indicated they thought local government had provided more support for the growth of food and 

wine tourism, though in general both levels of government were perceived to have offered little. 

7.1. 6. Important Attributes for the Development of Regions 

When asked to indicate important attributes for the development of food and wine tourism in the 

regions, the key characteristics identified as vital by respondents were product and service quality, 

promotion, established tourism trails and information sources. It was also apparent that there was a 

need for unique local products and other attractions such as festivals. Visitor information centres 

were unsurprisingly seen as rather important. 

It was interesting to note attributes that respondents did not consider important to encourage the 

development of food and wine tourism in the regions. Of particular interest was the apparent lack 

of connection with the importance of buy local campaigns and farmers markets in developing and 

creating local supply and support structures. 

7.2. Stakeholder Generated SWOT Analysis 

The SWOT analysis conducted amongst stakeholders of the New Zealand Food and Wine Tourism 

Industry identified a number of commonly perceived strengths particularly relating to New 

Zealand's high quality standards, clean green environment and high quality wines. Interestingly 

these key strengths were also identified as potential threats - any bio-security risks, or changes in 

perceptions of the 'clean green' nature of New Zealand were seen to have the potential to upset the 

industry. There was also concern amongst operators that rouge operators within the industry have 
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the potential to affect the image of the industry and as a consequence consumer interest. Clearly 

control of these 'rogue' operators needs to come about through some form of industry self

regulation as well as through the encouragement of tourism operators and providers to gain 

recognised accreditation. 

It was apparent from the findings that some key measures would be appropriate to ensure the 

industry could continue to grow smoothly and quality would be assured. These measures include: 

• Quality controls; 

• Accreditation; 

• Education; 

• Continued border controls; and 

• Self regulation. 

Respondents also identified a number of different opportunities relating to the industry; however 

the key themes that came through related to promotion of the industry and the creation of unique 

regional and national experiences. It is clear that it will become increasingly important for the 

industry on a national and regional level to continue to encourage the development unique regional 

and national food and wine tourism experiences to ensure that potential visitors see the benefits of 

New Zealand as a destination. In addition, increase regional differentiation may also encourage 

visitation to more than one food and wine region and thus increase length of stay and potential 

revenue. 

7.3. Regional Restaurant Survey 

It is clear from the results of this thesis that restaurants operating the four surveyed regions have a 

focus on 'contemporary New Zealand' or 'pacific rim cuisine' - creating a potential to provide 

New Zealand unique food (and wine) tourism experiences. In addition, cuisine styles based on 
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other ethnic influences have a positive part to play in bringing new possibilities for use of local 

produce, as well as supporting the local food supply network. 

Amongst the regions, Hawke's Bay had the lowest proliferation of New Zealand/Pacific Rim styled 

restaurants, while Marlborough had the highest. It was interesting to see the high number of Pacific 

Rim styles restaurants in the Central Otago Region, while Canterbury appears to have the most 

diverse range of cuisine styles. 

It was interesting to note that restaurants with a higher seating capacity tended to employ a higher 

ratio of part-time employees than smaller businesses. It is arguable that this high proportion of 

part-time workers can impact on the experience of tourists eating at restaurants in these regions. In 

particular it could be suggested that the part-time work force tends to be younger and more transient 

- lending such employees to be less knowledgeable about the local area, local produce, local styles 

and local wines. In addition, in an industry that is already dealing with skill shortages, this could 

also directly impact on resources to educate staff, as well as limit the opportunities for 

innovativeness in creating and establishing regional cuisine styles. 

Identification of regional cuisine on restaurant menus is low, with only about four in ten responding 

restaurants indicating the origin of produce to their customers, there are clearly opportunities for 

restaurants to create and promote more regional cuisine. It was thought that one cause of this issue 

may have been the lack of a consistent and reliable food supply, however results from this research 

( discussed following) appear to indicate otherwise. 

Responding restaurants were also asked if they described the origin of the cuisine style's used on 

their menu. It is interesting that in generally, restaurants seem to be more willing to describe 

international cuisine styles on their menus rather than the local New Zealand wines. Clearly there 

is much potential to promote local/regional/New Zealand cuisine styles - but much relies on the 
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willingness, innovativeness and ability of restaurants to do so. While restaurants may not be able to 

access local produce ( due to low supplies), many may still choose to use produce that is 

reflective/representative of local produce. Canterbury and Marlborough were seen to have the 

highest proportion of representative produce - while Central Otago had the least. Central Otago 

also had the lowest percentage of restaurants describing local cuisine characteristics. So, clearly 

some space for development of regional characteristics in the region. 

7.3.1. Usage of local produce 

It is positive that on average almost two thirds of ingredients are sourced locally, but interesting 

that restaurants choose not to promote this factor to potential diners. Increased encouragement to 

restaurants to do so would be a clear advantage and also promote local produce and styles to 

visitors. There is clearly optimism and a willingness amongst most restaurants to increase usage of 

local produce ( over two thirds indicated they would like to do so). 

We also know from this research that most restaurants change their menus at least a couple of times 

a year, and that in two thirds of cases the menu changes are a reflection of the seasonal availability 

of produce. It is clear that restaurants adjust their menu in time with the seasons, so there is 

undoubtedly room for restaurants to use this to an advantage. Especially, since at the point this 

research was conducted most restaurants are not branding local foods on their menu. 

Restaurants consider local suppliers to be reasonably reliable, and also indicate that it is not too 

difficult to obtain local products - yet there is still a lack of branding and promotion of regional 

cusmes. 

New Zealand prides itself on its fresh, clean, green and unique attributes; there is a need for 

restaurants to get on board to support and encourage the growth of unique and/or regional food 

tourism experiences. Restaurants indicated they considerd it important to develop a regional 

cuisine brand - but this was not backed up by their actions. 
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It is clear there is initial support from restarurants to support farmers markets, buy local campiagns 

and support local products, but again, this is not affecting marketing campaigns. 

Importantly, almost half (48.7%) of respondents consider food and wine tourism to be extremely 

relevant to their business, and just over half indicated they would be quite or extremely interested in 

working with others in their region to promote food and wine tourism. So perhaps the key to 

developing the restaruanrt side of the food and wine tourism industry is through support, guidance 

and leadership. 

Almost all restaurants in the sample held an off-licence allowing them to sell alcohol, it was 

positive that most of the restaurants indicated that they actively promoted local wines to diners, and 

that the origin of their wine had an influence on wither or not they hold it in-store. Restaurants are 

generally promoting and providing New Zealand wines - so it would be positive to see this same 

support to food to provide a unique New Zealand food and wine tourism experience. 

7.4. Recommendations 

Due to the continued growth in the industry and New Zealand's increasing recognition as a food 

and wine tourism destination, it would be extremely useful to repeat the research conducted in this 

thesis to evaluate the changes that have occurred, and any evolvement in the issues identified. 
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8.Concluding Comments 

This research into the food and wine tourism industry in New Zealand has uncovered some 

insightful and useful insights regarding the industry. It was clear from the results that those 

working to grow the industry have a variety of expectations in regards to who holds responsibility 

amongst various government and industry organisations. It was apparent that while respondents 

indicated a range of organisations should be expected to take some responsibility for the industry, 

there was no one organisation/body that was (or was expected to) take on the role of 'champion' to 

drive the industry. 

The New Zealand food and wine tourism industry still appeared to be in formative phase, with a 

general lack of cohesion amongst the industry and the lack of solid networks slowing development 

down. 

, , At the time the stakeholder survey was conducted, this lack of cohesion was also affected by the 

lack of a clear strategy specifically for the food and wine tourism sector. While a strategy for New 

Zealand tourism had been released just prior to the survey being conducted, its usefulness for 

I • 
\ specific areas of the sector as not specifically clear. Respondents who were aware of the content 

considered it to be of use - however this did not necessarily transcend to any form of 

'~ 
I implementation. I , 

'.J.. The Draft New Zealand Food and Wine Tourism Strategy (Hall, Mitchell & Smith, 2001) presented 

specific strategies and targets for implementation to support the growth of the New Zealand food 

and wine tourism industry. It would be of immense interest to measure what level of 

implementation of strategies suggested in the document were implemented, and how this impacted 
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on the perceptions and attitudes of stakeholders towards the industry - particularly when so many 

respondents mentioned that the lack of cohesion and direction for the industry was a problem. 

Respondents noted a number of weaknesses and threats that the industry in the long term will need 

to monitor to ensure the viability of the industry is not affected, and the visitor experience 

maintained. Service quality, wine quality and produce quality are all vital in keeping the industry's 

reputation positive and visitors happy. A number of respondents mentioned concerns about the loss 

of New Zealand's clean, green image, rogue operators and poor quality of wines - all aspects that 

to some extent can be self-regulated and managed if the industry works together cohesively. A 

recent 'scandal' involving a Marlborough winery 'cheating' at a wine fair, and the revalation of 

photoshop editing of New Zealand's clean green image in advertising have both made national and 

international headlines. It is important the industry has the ability to respond to these cases. 

It was apparent from t4e research that industry stakeholders see the benefits of creating unique 

cuisine experiences, and that restaurants are interested in doing so. However, there is still a lack of 

sufficient regional branding and differentiation to market these unique regional experiences. It is 

vital for the future of the industry that food and wine tourism destinations continue to work towards 

a differentiated regional experience to encourage visitation, strengthen marketing power and bring 

power and uniqueness to the regions brand. 

New Zealanders in many regions have embraced the concept of farmers markets, and with this 

support has come a proliferation across New Zealand. Clearly this growth in farmers markets has 

major benefits for sustaining local growers, and keeping produce closer to home. However, 

restaurants still have potential to increase recognition of these local products and producers through 

increased branding and food origin labelling on menus. Most stakeholders in the industry indicated 

they were willing to work together to create unique regional for food and wine - thus the industry 

has potential, and has the ability to continue to grow in strength. 
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The author would consider this research to be a first step in tracking and developing an 

understanding of the dynamics of the New Zealand food and wine tourism industry during its initial 

stages of development. 
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University of Otago 
PO Box 56 
Dunedin 

Phone: (03) 479-5875 
Fax: (03) 479-9034 
E-mail: asmith@business.otago.ac.nz 

27 November, 2007 

Dear Sir or Madam: 

UNIVERSITY of __ _ 

0TAGO 

~ 0,m A U~ 

Te VV/rnre iva 11 a nga o Otii.go 

New Zealand National Food and Wine Tourism Survey 

My name is Angela Smith, and I am a Masters student within the Department of Tourism at the 
University of Otago. I am undertaking a national food and wine tourism survey with Michael Hall, 
who is co-ordinating the development of the draft national food and wine tourism strategy. In addition 
to the results being an essential element of the development of the draft strategy, the research will also 
be utilised as a component of my master's topic on the New Zealand Food and Wine Tourism industry. 
For the first phase of the research a survey of key stakeholders in the industry is being conducted; you 
have been contacted through either your attendance or interest in attending the First New Zealand Wine 
Tourism Conference held in Blenheim during November 2000. 

Please find enclosed a survey asking for your thoughts on a number of different aspects of food and 
wine tourism. You may feel that you are only a stakeholder in just wine tourism, or perhaps food 
tourism, or perhaps neither. Please do not let this discourage you from answering all questions within 
the survey as all your personal thoughts and opinions on this topic are valid and useful. I would really 
appreciate it if you can respond to all questions, as missed questions will hinder the quality of the 
research and the development of the strategy; and your opinions are important to me! 

I would appreciate it if you could return this survey (in the free post envelope provided) by 
____ 2001. If you have any questions regarding this research please do not hesitate to contact me; 
or if you have any additional comments you are welcome to use the blank page overleaf. 

All of the information you provide will be treated confidentially and only used for the purposes of 
this research. No business or person will be specifically referred to when the results of the survey 

Sincerely, 

Angela Smith 
BCom (Management), Dip.Tour 

Prof C Michael Hall 
Professor and Head 
Department of Tourism 
University of Otago School of Business 

are presented. 

If you would like to receive a copy of the results when they are completed please provide contact details 
below 

Name: ______________ Position: _____________ _ 

Company/Organisation: _________________________ _ 

Address: 
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NZ Food and Wine Tourism Survey 

1. What is your main role within the wine and/or food tourism industry? 

D 1 Vineyard/Winery D 2 Restaurant D JAccommodation provider D4 Tour guiding 

D s Inbound tourism operator D 6 Education D 1 Government agency Ds Regional Tourism Org'n 

D90ther supporting business of food and wine tourism industry (please state) ___________ _ 

D 10 Other (please tate) ---- - --- --- ---------------- - - - -----

2. Where is your main business located? 
Town/City Region _______________ ______ _ 

How many people are employed in your business/organisation? ___________________ _ 

3. Did you attend the First New Zealand Wine Tourism Conference 2000 in Blenheim? 

Yes -+ D 1 Entire conference D 2 Part of conference 

No -+ D3No, I registered but did not attend D4 No, I did not attend, nor did I register 
interest 

4. Do you consider yourself to be involved in the 'business' of food and wine tourism? 

5. D 1 Yes(gotoq5) D2No 
If no, why? (please state why, then go to q 6) 

extremely somewhat not at all 
satisfied satisfied satisfied 

6. If you regard yourself to be in the business of food and wine 
tourism, how satisfied are you with the level of support you 
have received from others within the industry? 2 3 4 5 

extremely somewhat disillusioned 
ositive ositive 

7. What is your perception of the state of the 
food and wine tourism industry in New Zealand? 2 3 4 5 

8. What is your perception of the state of the food and 
wine tourism industry internationally? 2 3 4 5 

extremely somewhat not at all 
imrortant imrortant imrortant 

9. How important is tourism to your business? 1 2 3 4 5 
10. How important is tourism to the New Zealand food and wine industry? 1 2 3 4 5 
11. How important is tourism to the international food and wine industry? 1 2 3 4 5 
12. How important is it to promote unique regional cuisine in the 

development of a region as a food and wine tourism destination? 1 2 3 4 5 
13. Are you aware of the content of the recently released National Tourism Strategy? 

D1 Yes D2 No (please go to q.14) 

14. If yes, how important would you rate the strategy to be for your 
business? 2 3 4 5 

15. Would you support increased government investment into further promotion of food and wine tourism in 

New Zealand? D1Yes Dz No 

15. Is there an appropriate industry structure to encourage and support the development of food and wine 

tourism? In your region? D1 YesD2 No Nationally? D1 Yes Dz No 

16. Have you participated in any wine and/or food festivals in the last 12 months? 
If yes, please list 

On the following page you will be asked to undertake a SWOT Analysis of the Food and Wine Tourism Industry. For 
this particular section please list up to five responses for each section, and provide as much information as you are 
able. 
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17. List up to five strengths of the New Zealand food and wine tourism industry 

a. _________________________________________ _ 

b. _________________________________________ _ 

c. _________________________________________ _ 

d. _________________________________________ _ 

e. _________________________________________ _ 

18. List up to five weaknesses of the New Zealand food and wine tourism industry 

a. _________________________________________ _ 

b. ------------------------------------------

C. ------------------------------------------

d. _________________________________________ _ 

e. ------------------------------------------

19. List up to five opportunities for the New Zealand food and wine tourism industry 

a. ------------------------------------------

b. _________________________________________ _ 

C. 

d. 

e. 

20. List up to five threats to the New Zealand food and wine tourism industry 

a. 

b. 

C. 

d. 

e. 



21. What type of relationship, if any, do you have with the following organisations? 
(Please circle corresponding number f or each question None Contact as Member Co-operative Other or state other 

t 
relationship) Required marketing or relationship 

remotion (, lease state) 

I a) New Zealand Tourism Board 1 2 3 4 
I b) Regional Tourism Organisation 1 2 3 4 
I 

c) Wine Institute of New Zealand 1 2 3 4 

~) d) New Zealand Grape Growers Council 1 2 3 4 
e) Regional Grape Growers Organisation 1 2 3 4 
f) Regional Wine Organisation 1 2 3 4 

r g) Visitor Information Centres 1 2 3 4 
h) Industry New Zealand 1 2 3 4 
i) New Zealand Way 1 2 3 4 
j) Local Council 1 2 3 4 
k) Regional Council 1 2 3 4 
I) TradeNZ 1 2 3 4 
m) Chamber of Commerce 1 2 3 4 

I> n) NZ Tourism Industry Association 1 2 3 4 
o) Other Central Government Agencies 1 2 3 4 
p) Local food and wine promotion group/network I 2 3 4 
q) Ministry ofEconomic Development 1 2 3 4 
r) Hospitallty associations 1 2 3 4 
s) Other (please state) 1 2 3 4 
22. To what extent should the following organisations have a role in the PROMOTION of food and wine tourism? 
(Please circle appropriate number on scale) extremely somewhat no 

invol ved involved involvement 

a) New Zealand Tourism Board 1 2 3 4 5 
b) Regional Tourism Organisation I 2 3 4 5 
c) Wine Institute of New Zealand 1 2 3 4 5 
d) New Zealand Grape Growers Council I 2 3 4 5 
e) Regional Grape Growers Organisation I 2 3 4 5 
f) Regional Wine Organisation I 2 3 4 5 
g) Visitor faformation Centres I 2 3 4 5 
h) Industry New Zealand I 2 3 4 5 
i) New Zealand Way 1 2 3 4 5 
j) Local Council I 2 3 4 5 
k) Regional Council I 2 3 4 5 
I) TradeNZ I 2 3 4 5 
111) Chamber of Commerce 1 2 3 4 5 
n) NZ Tourism Industry Association 1 2 3 4 5 
o) Other Central Government Agencies 1 2 3 4 5 
p) Local food and wine promotion groups/networks 1 2 3 4 5 
q) Ministry of Economic Development 1 2 3 4 5 
r) Hospitality Associations 1 2 3 4 5 
s) National food and wine promotion group/network 1 2 3 4 5 
t) Other (please state) I 2 3 4 5 
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23. To what extent should the following organisations have a role in the ECONOMIC DEVELOPMENT of food and wine 
tourism? (Please circle appropriate number on scale) extremely somewhat 110 

involved involved involvement 

a) New Zealand Tourism Board 1 2 3 4 5 
b) Regional Tourism Organisation 1 2 3 4 5 

I,., ' 
c) Wine Institute ofNew Zealand 1 2 3 4 5 
d) New Zealand Grape Growers Council 1 2 3 4 5 

>~ e) Regional Grape Organisation 1 2 3 4 5 

' 
f) Regional Wine Organisation 1 2 3 4 5 

t 
g) Visitor Information Centres 1 2 3 4 5 
h) Industry New Zealand 1 2 3 4 5 
i) New Zealand Way 1 2 3 4 5 
j) Local Council 1 2 3 4 5 
k) Regional Council 1 2 3 4 5 
1) TradeNZ 1 2 3 4 5 
m) Chamber of Commerce 1 2 3 4 5 
n) NZ Tourism Industry Association 1 2 3 4 5 
o) Other Central Government Agencies 1 2 3 4 5 
p) Local food and wine promotion groups/networks 1 2 3 4 5 
q) Ministry of Economic Development 1 2 3 4 5 
r) Hospitality Associations 1 2 3 4 5 
s) National food and wine promotion group/network 1 2 3 4 5 
t) Other (please state) 1 2 3 4 5 

extremely somewhat not at all 
Please indicate your oe_inion for the following_ b)!_ circling_ a number on the scale important important important 

24. How important is it for those within the food and wine tourism and 
wider tourism industry to work together to promote tourism ? 1 2 3 4 5 

25. How important do you think it is to promote food and wine products 
overseas in order to encourage food and wine tourism? 1 2 " 4 5 ., 

26. How important is it to develop unique regional cuisine in the 
promotion of your region as a food and wine tourism 

1• destination? 2 3 4 5 

extremely somewhat not at all 
Please indicate )!_Our oe_inion for the following_ bJ!. circling_ a number on the scale willing willing willi ng 

27. How willing are you or your organisation to work with others 
within the industry (including your competitors) 2 3 4 5 

D 
high level some no 

)> 
Please indicate your opinion.for the.following by circling a number on the scale support support support 

28. What level of support do you have from other businesses 
in your region? 2 3 4 5 

29. What level of support do you have from local government in your 

J. region? 1 2 3 4 5 
30. What level of support do you have from central government in your 

region? 1 2 3 4 5 
31. How well do you feel the growth of food and wine tourism 

has been supported by local government? 2 3 4 5 
32. How well do you feel the growth of food and wine tourism 

has been supported by central government? 1 2 " 4 5 ., 
•..\ 



33. How important are the following in encouraging the development of food and/or wine tourism 
in a region? 
Please indicate your opinion for the following by circling extremely somewhat not at all 

a number on the scale im2ortant im2ortant im2ortant 
a) Prestige/character of region 1 2 3 4 5 

I 
~ b) Quality of wines 1 2 3 4 5 

c) Quality of foods 1 2 3 4 5 

' d) Quality of service 1 2 3 4 5 
e) Uniqueness oflocal products 1 2 3 4 5 

f: 
f) Other attractions and activities 1 2 3 4 5 
g) Festivals and events 1 2 3 4 5 
h) Scenery 1 2 3 4 5 
i) Proximity to major city or tourist destination 1 2 3 4 5 
j) Farmers markets 1 2 3 4 5 
k) 'Buy local' campaigns 1 2 3 4 5 
1) Food and wine festivals 1 2 3 4 5 
m) Wine shows 1 2 3 4 5 
n) Food shows 1 2 3 4 5 
o) Food and wine trails 1 2 3 4 5 
p) International promotion 1 2 3 4 5 
q) Domestic promotion 1 2 3 4 5 
r) Local/ regional food and wine networks 1 2 3 4 5 
s) Food and wine shows 1 2 3 4 5 
t) Visitor information centres 1 2 3 4 5 
u) Word of mouth 1 2 3 4 5 
v) Mailing lists 1 2 3 4 5 

.. w) Magazines 1 2 3 4 5 

r 
x) Newspapers 1 2 3 4 5 
y) Television advertisements 1 2 3 4 5 , .. z) Television travel shows 1 2 3 4 5 
aa) Television food shows 1 2 3 4 5 
bb) Food and wine expos 1 2 3 4 5 

C. 
cc) Regional websites 1 2 3 4 5 
dd) Industry websites 1 2 3 4 5 
ee) Individual Business websites 1 2 3 4 5 
ff) Guidebooks 1 2 3 4 5 

> gg)Travel trade expos 1 2 3 4 5 
hh) Other (please state) 1 2 3 4 5 

• 
Thank you for taking the time to complete this survey! 

Please place in the reply paid envelope and return. 



Appendix B - Restaurant Survey 

I 

) 



\ 

I 
Department of Tourism 
University of Otago 
PO Box 56 
Dunedin 
Phone: (03) 479-5875 
Fax: (03) 479-9034 
E-mail: 

asmith@business.otago.ac.nz 

27 November, 2007 

Dear Sir or Madam: 

UNIVERSITY ················· ·· ,1 ............... . 

0TAGO 

m 
Te Wlum.• W,llums n o Orifgo 

Regional Restaurant Food and Wine Survey 

My name is Angela Smith, and I am a Masters student within the Department of Tourism at the 
University of Otago. I am undertaking a Regional Restaurant Food and Wine survey with Michael 
Hall, who is co-ordinating the development of the draft national food and wine tourism strategy. In 
addition to the results being an essential element of the development of the draft strategy, the 
research will also be utilised as a component of my master's topic on the New Zealand Food and 
Wine Tourism industry. For this phase of the research a survey ofrestaurants in four New Zealand 
regions is being conducted; you have been contacted through your listing in the Telecom Yellow 
pages of your region. 

Please find enclosed a short two page survey asking about your usage of food and wine products, as 
well as your thoughts on different aspects of food and wine tourism. I would really appreciate it if 
you can respond to all questions, as missed questions will hinder the quality of the research and the 
development of the strategy; and your opinions are important to me! 

I would appreciate it if you could return this survey (in the free post envelope provided) by 
October 26 2001. If you have any questions regarding this research please do not hesitate to 
contact me; or if you have any additional comments you are welcome to use the blank page 
overleaf. 

All of the information you provide will be treated confidentially and only used for the purposes of this 
research. No business or person will be specifically referred to when the results of the survey are 
presented. (NB. You will notice a numbered code at the top of this survey-this is for the purposes of 
sending out reminder letters, and will not be used to identify respondents). 

Sincerely, 

Angela Smith 
BCom (Management), Dip.Tour 

Prof C Michael Hall 
Professor and Head 
Department of Tourism 
University of Otago School of Business 

If you would like to receive an overview of the results when they are completed please provide 
contact details below 

Name:----------------------------

Position: ___________________________ _ 

Company/Organisation: ______________________ _ 

Address: ___________________________ _ 
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Regional Restaurant Food and Wine Survey 

Section A: Your Establishment 

1. Please indicate what type of restaurant you would classify your operation as. (Tick ONE box only) 

2. 

D 1 Family Style Restaurant 02 Catering and off premise sales 03 Casual style/bistro 
04 Fine dining restaurant Os Banquet service 06 Pub/Bar 

07Chain/Franchise Restaurant 09 Other (Please specify) ______________ _ 

Please indicate the type of cuisine that best describes your food emphasis. (Tick ONE box only) 
D 1 Continental Cuisine 02 Mediterranean Cuisine 03 Asian Cuisine 
04 Pacific Rim Cuisine Os Contemporary New Zealand Cuisine 06 Seafood Specialty 
07 French Cuisine Os Italian Cuisine 09 American Cuisine 
D 10 Steak House D 11 Vegetarian 

012 Other (please specify) __________________________ _ 

Please state the seating capacity of your operation: ____ _ 

How many people does your operation presently employ? Full time ____ Part-time/casual ___ _ 

Section B: Food and Produce 
Questions 5, 6 and 7 focus on the difference between the representation of local produce on restaurant menus and the actual 
usage of local produce in cooking. i.e. in some cases restaurants have items on their menu that are representative of their region, 
but source the produce for cooking these items from elsewhere. 

5. a) In your menu do you describe food items in relation to whether they are: (please tick) 
Locally produced; e.g. locally grown lamb 
Produced in New Zealand; e.g. New Zealand lamb 
Produced internationally; e.g. Australian Lamb 

b) Do you describe individual dishes on your menu in relation to: (please tick) 
Local cuisine characteristics; e.g. 'Classic Marlborough lamb roast' 
NZ cuisine; e.g. 'Classic New Zealand Lamb Roast' 
International Cuisine; e.g. 'Moroccan style lamb' 

D1Yes D2No 
D,Yes 02No 
D,Yes 02No 

D1Yes 02No 
D1Yes D2No 
D1Yes 02No 

c) What percentage of items on your menu do you regard as representative of produce available in your 

region? % -----

6. Over the period of a year roughly what percentage of produce used in cooking is sourced: 

a) Locally? % b) Elsewhere in NZ? % c) Overseas? % 

7. a) Would you like to increase usage of local produce? 

Why/Why not? ______________________________ _ 

b) Is it possible with current arrangements to increase your usage of locally grown produce? 
D, Yes 02 No 

Why/Why not? ______________________________ _ 

8. a) How often do you change menus in a year? (Please tick one box only) 
D, Once 02 Twice 03 Three 04 Four Os Other (Please state) _____ _ 

b) Does any change in menu due to seasonality reflect the availability of different foods locally? 
01 Yes 02No 

c) Please rank each season according to the level of regional produce you use. 
(1 = most amount ofregional produce used, 4= least amount of regional produced used) Winter 
Spring Summer Autumn 

9. Are food items made from local produce branded on the menu? 
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Jfyes, how? 

Extremely somewhat not at all 
Please indicate your opinion by circling a number on the scale reliable reliable rel iable 

10. How reliable are local producers in supplying fresh produce? 1 2 3 4 5 

Extremely easy/ sometimes very 
Please indicate your opinion by circling a number on the scale No problems easy difficult 

11. How difficult/easy is it to source local products? 1 2 3 4 5 

Extremely somewhat not at all 
Please indicate your opinion by circling a number on the scale important important important 

12. How important is it to develop a unique regional cuisine brand in the 
promotion of your region as a food and wine tourism destination? I 2 3 4 5 

13. How important do you see the role of farmers and growers 
markets in promoting the use of locally grown produce? 1 2 3 4 5 

14. How important do you see the role of 'buy local' campaigns 
in promoting the use of locally grown produce? 1 2 

,., 
4 5 .) 

15. How important do you think it is for your restaurant 
to support local products? 1 2 3 4 5 

Extremely somewhat not at all 
Please indicate your by circling a number on the scale relevant relevant relevant 

16. How relevant is food and wine tourism for your business? 1 2 3 4 5 

Extremely somewhat not at all 
Please indicate your opinion by circling a number on the scale interested interested interested 

17. How interested are you in working with other 'operators' to promote 
a regional identity for cuisine in your region? 1 2 3 4 5 

'Section C: Wine 

18. 

19. 

Do you have an on-licence? 

Do you actively promote local wines to diners? 

01 Yes 

01 Yes 

01 Yes 

01 Yes 

02 No(if no, please go to question 23) 

D2No 

20. Do you actively promote New Zealand wines to diners? 02No 

21. Does the origin of the wine affect your decision to stock it? 02No 

22. Over the period of a year, roughly what percentage of wines served to customers is: 

a) Local? % --- b) Other NZ? ___ % c) Overseas? _ __ % 

Section D: Industry Relationships 

23. a) Do you provide information on any of the following for your customers? 
(Tick as many boxes as appropriate) 
D1 Local wines 02 Local vineyards/wineries 03 Local cafes 
D4 Local restaurants Os Local tourist attractions/activities 06 Accommodation 

b) If you do provide information, how is it communicated to customers? 
D1 Word of mouth 02 Brochures 03 Other (Please state) _________ _ 

24. Would you be interested in being part of a branded and marketed local food and wine 
trail within your region? 01 Yes 02 No 

Why/Why not? ________________________ _ 

25. We are interested in the content of your menu and wine list. If possible it would be ppreciated 
ifyoucould include a copy of each when you return your survey. 

D 1 Menu attached 
D2 Wine list (if applicable) attached 

THANK YOU! 
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Appendix C - New Zealand Woman's Weekly Magazine Food Content 
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Marlborouuh cont .... 
Koura Bay Wines 
Lake Chalice Wines 
Lawsons Dry Hills Wines 
Le Brun Family Estate 
Lynskey's Wairau Peaks 
Montana Brancott Winery 
Mount Riley 
Mudhouse Wine Company ,/ 

& LeGrys Wines 
Nautilus Estate ,/ 

Omaka Springs Estate ,/ 

Oyster Bay 
Pleiades Vineyard 
Ponder Estate 
Richmond Grove* 
St Clair Estate Wines 
Seresin Estate 
Shingle Peak 
Spy Valley Wines 
Staete Landt 
Stoneleigh Vineyards 
Terrace Road (refer Cellier 
Le Brun) 
Te Whare Ra Wines 
Thainstone Wines ,/ 

Thomedael on Rapaura ,/ 

Vavasour Wines ,/ ,/ 

Villa Maria Estate 
Wairau River Wines 
Whitehaven Wine ,/ ,/ ,/ 

Company 
Wither Hills ,/ 

Woodboume Estate ,/ ,/ ,/ 

Key: ./' = facility advertised - = facility not advertised 
Shaded areas indicates no official website available 
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Winery Facilities advertised on 
wineries homepage as being 
on at location 

Central Otaao 
Alexandra Wine Company 
Bannockburn Heights 
Bendemeer 
Bendigo Estate 
Black Ridge Wines 
Briar Vale Estate 
Chard Farm 
Dry Gully Vineyard 
Felton Road 
Fraser River Estate 
Gibston Valley Wines 
Hawkdun Rise Vineyard 
Hay's Lake Vineyard 
Kawarau Estate 
Kenley Vineyard 
Lake Hayes (see Chard 
Farm) 
Leaning Rock Vineyard 
Mount Edward 
Mount Maude 
Mount Michael 
Mt Difficulty Wines 
Nevis Bluff Vineyard 
Olssens of Bannockburn 
Packspur Vineyard 
Peregine 
Quartz Reef 
Rippon Vineyard 
Springvale Estate 
Taramea Winemakers 
Two Paddocks 
van Asch Wines 
Valli 
Waitiri Creek Wines 
Weston Winery 
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Key: ./ = facility advertised - = facility not advertised 
Shaded areas indicates no official website available 

r :E 5' w r r 
0 g. b' 

:;a. 0 0 
() (D () () 

!::.. (Jq !::.. i:.:, 
'.:!: . z ~ :;a ..... (D 0 > 
(D* < :i 

(D i:.:, ::+ N en ..... 
~ 

en 
i:.:, N ~-= (D 

.... !::.. NO :i 
i:.:, (D i:.:, - ..... :i :i :i- :! . ..... :i 
en 0.. o' ~ (D 

en 



:, 

', ( 

\ 

Some notes about the variables 
The following variables on the table indicated what information was available on the website. A 
facility or service not advertised on the vineyards website as being available, does not indicate 
that such a facility is not in fact available at the actual vineyard. The reliability of this 
information in this table may be dependent on the age of the website, or the level of up-to-date 
and accurate information provided by the vineyard. 
Facilities advertised on website as being available at vineyard 
Cellar Door Tasting: Indicates whether the site advertised cellar door sales and/or tastings being 
available 
Food available: indicates availability of food on site. This may range from platters, to a 
operating cafe or restaurant. 
Accommodation: indicates whether or not such a facility was advertised 
Art to buy: indicates whether website indicates art available to buy at the winery. 
Hampers available to buy: one way of promoting local merchandise. Only one vineyard 
indicated such a product. 
On-line Order Form: possibility of buying wine on-line. 

Direct Links on Web page to: 
Local Accommodation: direct link to accommodation providers in the surrounding region (not 
via a general regional page) 
Local Restaurants: direct link to restaurants in the surrounding region (not via a general 
regional page) 
Info New Zealand Website: A national network of information on New Zealand, also has a 
network of pages on vineyards. Has separate pages containing information about different 
regions in New Zealand. In Central Otago, this page contains information as well as links to 
various regional pages. In the Marlborough region however, the Info New Zealand 
Marlborough website is in fact the official Marlborough page. 
Other Regional/NZ Websites: link provided to a regional or New Zealand website (generally 
this will be to the official page of the city or region) 
Local Arts: link provided to local arts institutes, shops etc. 
Local/N,Z Wineries: A link provided to New Zealand wineries. Generally this was through 
such sites as the NZ Wine Industry website, or the Info NZ website. 




