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• as a natural phenomena, Aurora Australis reminds us of the dynamic world we live in - keeping our heads down while we get the groundwork done and being
truly spectacular  - even phenomenal - when we decide to put on a show.

• this review is about shining a light on Dunedin's current visitor offering -  illuminating  the strengths of its portfolio of products,  highlighting areas for
improvement, and identifying any significant gaps.




• been gifted with exceptional natural attractions
• inherited a rich built and cultural heritage that it is committed to protecting and celebrating
• encouraged a strong and vital resident community and far-flung groups of 'Dunedinites' - none of whom are afraid of sharing their opinions
• an inspiring history and aspirations for a bright future
• an untapped potential to elevate the region's Māori history and contemporary presence by embracing Matauranga and Tikanga Māori to add a new dimension 

to Dunedin's visitor experiences, thereby enabling  mana whenua and Dunedin's sense of identity to be further strengthened

 There is a strong fit between Dunedin's visitor offering and the experiences that different visitor markets are seeking, so there is untapped potential.  However, 
Dunedin does not meet the needs and expectations of all markets - and nor should it attempt to.    Being strategic about product development means leveraging 
Dunedin's unique strengths - or, its unfakeable assets* - rather than being driven by chasing the visitor dollar to the extent that we compromise on the 
authenticity of our offering and deplete or devalue our assets.     

*with thanks to Sanchia Jacobs, CEO CODC for introducing us to this concept

 of 2 42
























• the communities of Dunedin
• mana whenua - Kai Tahu
• commercial operators
• other sectors of the Dunedin economy that have links with tourism
• neighbouring tourism regions that ED shares tourism products or experiences with
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1. Background and considerations  - recapping on the purpose of the product development review and some considerations that have been factored into our 
approach to this assignment.

2. An analysis of some of the global tourism mega trends that will shape the future of tourism and, by definition, how destination marketing and management 
plans (and this product development review) will need to be deployed and evolved.

3. The results of an operator survey designed by Angus &Associates and administered by ED's i-SITE team to identify the impact of Covid-driven shutdowns on 
Dunedin's product mix.  Understanding where the gaps are, and might be, provides both a stocktake and a baseline from which to consider any rebuild or 
reinvention of Dunedin's product offering.  The survey also provides a check on whether Dunedin's product offering is 'fit for purpose' - particularly in terms of 
the commitment to sustainability.

4. Key findings from the product audit undertaken as part of Stafford Strategy's destination plan work. The refresh of the Dunedin Destination Plan (DDP) is an 
important foundation for any product development work. This should set the context for the kind of tourism future that is possible and desirable, based on 
meeting the needs and expectations of a broad group of partners and stakeholders across all of the moving parts of the tourism system.

5. Key findings from research undertaken by TRA Market Research identify what the New Zealand domestic travel market is seeking in a holiday, and which 
segments of the market have the best potential for Dunedin.  Any product development work should not only be based on a supply side analysis, but it makes 
sense that it is also informed by consumer/market demands.  This will help to understand the markets appetite for different visitor experiences and the 
commercial potential of new or amended product or service offerings.

 of 5 42



6. Tourism New Zealand market insights - a summary of trends and themes that TNZ's insights research tells us about the international and domestic travel 
markets. This provides the bigger picture within which to consider Dunedin's product development strategy.   The TRA research is focussed in the domestic 
market, and although the complete recovery of international markets could be some way off,  it is expected that the borders will open to some international 
markets throughout 2022.  On that basis, while the domestic market will remain as a mainstay for tourism operators in the coming seasons, any product 
development work should consider and anticipate the preferences of international travellers and their new sensitivities about international travel.

7. Product development ideas generated from a zoom workshop with ED's tourism trade and marketing team that captures
the team's knowledge of the strengths and gaps in Dunedin's current product offering and the opportunities that are open for
development based on their understanding of the needs of the region's pre-Covid visitor markets, an understanding of what different
trade partners are looking for and their knowledge of the competitor landscape..

8. A recap on The Dunedin 'place brand' and the values and attributes that make up the essential character of Dunedin.   This has been included to ensure that 
there is a fit between any product development initiatives and the brand positioning that Dunedin owns.   There has been some discussion about reviewing the 
Dunedin brand.  We have conducted this review on the basis that the essentials of the 'place brand' will remain largely as they are, and that tourism's 'go to 
market' campaign branding may be refined given the fundamental change in market conditions (and potential changes in the region's product offering), and that 
a brand refresh would be timely, noting that mana whenua were not engaged as partners in the original brand work.

9. Bringing it all together - a summary of the themes and findings that have emerged from the different streams of work that have fed into the planning process 
and that should  be 'road tested' before being built into a recommended product development strategy for Dunedin

10. The Dunedin Garage Project.   An outline of how we propose to 'road test' the themes and findings included in this report.  We also touch on the suggestion 
of designing an interview guideline to be used by the ED tourism marketing team to 'road test' the Garage Project thinking with key tourism trade partners like 
Air New Zealand, Tourism New Zealand and a range of ITOs, wholesalers, convention and incentive buyers and others.  Finally, we suggest  consideration of road-
testing the product development concepts with a range of consumer groups.
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• understand and quantify gaps in the portfolio and any businesses at risk in Dunedin's current product offering

• identify longer term development opportunities  - including the development of new products and services along with the extension or upgrade of 
existing product offerings that will :

(a) reinforce Dunedin's brand positioning and enable Dunedin to better deliver on 'the brand promise'
(b) encompass the wider Dunedin region - beyond the city of Dunedin's boundaries
(c) enhance Dunedin's competitiveness as a visitor destination, and the contribution - or value  - of tourism to the region

• Considerations
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All of these changes (to the extent that they are fully or partially implemented) will no doubt form some of the more detailed thinking presented in the Dunedin 
Destination Plan.  We are flagging the policy and planning environment  here because the final product development review that is produced will also need to 
recognise the dynamics of that environment.  Some of the changes that will emerge will impact on cost structures and compliance guidelines, some will place 
restrictions on which activities can happen where, and what cannot happen, and some will point to opportunities for growth for those destinations willing to take 
a leadership role. 

The four or five capitals of well-being:  
To a degree this relates to the item above, but it is something that sits across everything rather than being a sector-based framework.  Based on the United 
Nations Sustainable Development Goals, the five 'sustainability capitals' - natural capital, social capital, human capital, financial capital and built capital are 
increasingly being used to both guide policy decisions and measure performance as part of the pathway to achieving global sustainability goals.   

This work has informed the New Zealand Treasury's Living Standards Framework.  Based on four (rather than five) capital stocks - natural, social, human and 
financial - these capitals provide  the cornerstones to delivering on the wellbeing of New Zealand's communities.  The approach requires that the balance between 
whether each stock or capital is being enriched or depleted is actively and progressively managed.   

Tourism is now widely considered within this framework and Tourism New Zealand have embraced this framework as the underpinning to their approach to 
tourism.   Four capitals thinking also forms the backbone of Local Government's longterm plans and so, at many levels it make sense for Dunedin's product 
development review to reflect what is essentially a 'benefits and burdens' approach as part of the well-beings framework. 
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Digital & mobile technology  
Digital and mobile technology will change the ways in which visitors plan for,  experience and relive their holidays.  This will be amplified by connectivity with 
social media - connecting people quickly and early, and potentially operating outside of traditional tourism distribution models and supporting growth in social 
enterprise offerings. 

Virtual Reality will become a more significant part of the planning and purchase process  - allowing travellers to 'preview' what they would like to include in their 
itineraries.  Visitors then look forward to implementing the plans they have designed for themselves and if what they get is not what they saw, it's not just the 
front desk that will hear about it.  

In addition, mobile will become a real-time travel tool. Where travellers might normally have made some unplanned decisions at the destination,                 or 
asked their hosts for advice e.g. what restaurants they might visit. Smartphones and Bluetooth enabled near-field- communication  (NFC) means those decisions 
are becoming increasingly informed by social media and new generations of 'trusted' influencers.   

On the flip side, 'mobile as a travel tool' also impacts on how operators and destinations can manage travel flows and promote personalised real-time offerings.    
This also means that operators will need to be more vigilant about getting their customers to provide ratings and feedback.  Share of voice will drive share of 
wallet. 

A key point across 'all things digital' is the pace at which change is  occurring.   A recent report (June 2021) by McKinsey & Co claims that during the pandemic, 
there has been the equivalent of 10 years digital innovation in three months. That trend is unlikely to be reversed. 

Blockchain & cryptocurrency  
Related to the explosion in digital, blockchain technology will provide better forms of identity management and lends itself to more efficient and secure 
communications across the spectrum of travel service providers and official travel documents like passports and travel visas.    

Without banks as intermediaries, cryptocurrencies provide an instantaneous peer-to-peer way of transacting.  For international travellers there is no exchange 
rate risk.   Some travel providers are creating their own cryptocurrencies. These developments will bring about huge shifts in traditional distribution channels.  
While Boomers may be running hard to catch up, Millennials will be setting a new pace. 

Just Google It 
Google's search capabilities make it easy to ask  - "what is there to do in Dunedin? or "where can I go cycling in Dunedin ?"-  as a way of building itineraries and 
making decisions about where to go and what to do.   And, it doesn't stop there - Google is emerging as a de-facto OTA enabling 
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• a growing trend towards finding unique accomodation (in some markets) - seeking a sense of immersion vs pure relaxation

• stronger emphasis on the people factor - investing in training and workforce development

• the growth in Air B'n'B experiences and virtual tours (see Section 7)

• policy considerations around access to finance (role of green finance?) and incentivising the transition towards low carbon and climate resilient investment

• recognition that tourism's much broader stakeholder groups will need to  be factored into governance and management systems and structures, and that 
encouraging  public bodies, private entities and communities to operate in a more collaborative way will be essential to delivering experiences that guarantee 
visitor satisfaction and drive the destination's reputation.  What does 'fit for purpose' in this environment look like?
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• 10 of the 177 businesses identified are no longer operating/in hibernation

• Of those still operating (as at October 21), median years in operation is 18 years. There are very few new businesses (just 7 operating for less than 10 
years).

• The bulk of operator activity is concentrated in Dunedin City (117 operators) and the Otago Peninsula (32).  There are 18 operating in the Port Chalmers 
area but very few elsewhere (e.g. Brighton 5, Karitane 2, Middlemarch 5, Waikouaiti 4)

• Dunedin tourism businesses have historically been very reliant on the international market (with international visitors representing almost 60% of 
customers on average).  The remaining 41% is split 25% domestic and 16% local.

• There is very little consistency/coherency in the profiling of key international or domestic market segments (i.e. how these segments are described or 
defined, other than in broad geographic segments - Australia, China, etc - or travel types - e.g. cruise).

• On average, operators are forecasting turnover at 62% of pre-Covid levels in the first full year post-Covid (i.e. comparing the first full year post-Covid with 
the last full year pre-Covid).

• Operators employed an average of 13 FTEs pre-Covid (median 4), and employ an average of 9 FTEs (median 3) currently.  This represents an approximate 
25% reduction in staff as a result of Covid.

• Few operators are signatories to the Dunedin Wildlife Care Code (14),  the industry's Tiaki Promise (8) or TIA's Tourism Sustainability Commitment (14).
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• Few operators employ seasonal and/or dynamic pricing.  Excluding those with free/no admission charge, 35 have a fixed pricing structure, 7 some element 
of seasonal pricing and 11 some element of dynamic pricing.

• The largest groups of operators offer accommodation (102), tours (32), transport (24) and/or activities/attractions (24).

• The region's accommodation offering is heavily weighted to motels/serviced apartments (39) and B&Bs (23).  The remaining are hotels
(15), backpackers (7), holiday parks (5), lodges/boutique accommodation (9) and 'other' (7 - mainly farmstays).

• The region's activities/attractions are reasonably diverse but the offering is 'thin' with only a few operators offering activities in any given sector except for 
arts/culture/heritage (11) and wildlife encounters (13).  The other most common offerings are cycling/mountain biking experiences (5), farm experiences 
(5), gardens (6), gifts and souvenirs (5), museums and galleries (7), photography (6), urban attractions (5) and walking/hiking (7).
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- Dunedin's accommodation stock is largely clustered across the CBD with only a scattering across the wider region

- This kind of mix supports day trips around the region - using Dunedin City  as a hub -  but does not encourage or enable overnight stays outside of the City which 
would distribute visitor spend more widely across the region

- The mix of accommodation is diverse 'boutique properties' (B&B's, home and farm stays) are the biggest single category (40%) providing 11%of the total room 
stock, motels account for 21% of properties and 4% of the total room stock, hotels 7% of properties and 32% of room stock

- Holiday parks (cabins), campgrounds and backpacker hostels together provide 13% of bookable units

- Of the hotel and motel stock, most properties are described as 'older style accomodation' and within the hotel sector there are 'few
'internationally recognisable brands
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- New 'boutique-style' hotel stock has recently come online, a recent hotel acquisition by a well-regarded  New Zealand brand will see a significant upgrade to an 
established Dunedin property and,  there is at least one new early-stage development in the pipeline.   But will these additions and developments be enough to 
drive a material increase in available (and desirable) rooms?

- Dunedin has not proven itself to be a City that has been able to secure new, large scale  hotel development.   As a consequence,  the question needs to be asked 
about the extent to which the City's accomodation offering is limiting sustainable growth in overnight stays?   For larger scale business and live entertainment 
and sports events, the city 'copes' but is that enough?  And, with live events 'coping' usually means a significant number of people staying well outside the City 
and the region.
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1. Nature and Culture Immersers - looking to immerse in nature and culture  -20% of the New Zealand traveller market
2. Experience Seekers - Discoverers -looking for a variety of experiences but not extreme adrenalin  - 18% of the market
3. Experience Seekers - Hardcore- 'adventurers' - looking for extreme adventure activities - 9% of the travel market
4. Entertained Connectors - looking for an urban backdrop within which to connect with friends and family - 22% of the market
5. 'Occasionists' - those travelling for a specific purpose or event (including business events)  - 31 % of the market
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The New Zealand Domestic Market 

Research undertaken in October 2021 confirms that within the domestic travel market, the overall appetite for domestic holidays remains strong with 69% of New 
Zealanders indicating that they intend to take a holiday in the next 12 months.   The family and empty nester segments show the strongest intentions. 

Drilling into this further, while the main motivation is 'to relax and refresh'  40% or more of these intending domestic travellers are looking for - spectacular 
natural landscapes and scenery, places that they have not visited before (the discovery factor) and a range of accommodation options to suit different budgets.   
30% or more prioritise good local F&B experiences, amazing beaches (trending upwards with the onset of summer), iconic attractions and landmarks, a good mix 
of outdoor and adventure.  A place that is easy to travel around in order to do and see things is also important. 

Down the list , +/- 20% of respondents rated hiking, walking, wildlife, art and culture as priorities.  

Advice or recommendations from friends or family is the main source of inspiration for these travellers, followed by online travel information, destination 
websites and accommodation websites.   How accessible is this information access Dunedin's 'touch points' and how are we 




Customer service and value for money are also important considerations. 

International Markets 

Internationally, TNZ have long identified their target consumer markets as 'active considerers' these are people who identify New Zealand as a preferred 
destination for a holiday that they intend to travel to within the next three years.  

With the strategic shifts outlined in TNZ's 'Statement of Strategic Intent', TNZ are adopting an even sharper focus within the  'Active Considers" honing in on 
'high quality visitors'.    These are visitors who are more likely to be looking for experiences that map back to the four wellbeing - visitors that will engage in 
experiences that contribute to the economy, nature, society and culture.  

In common with the domestic market the desire to 'relax, have fun, enjoy and explore' is a key motivator of leisure travel.  
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1. In the 2020 'check' there was a new-found appreciation of connecting with nature and this had elevated New Zealand higher up on traveller's

bucket lists
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2. In 2021 New Zealand's desirability has expanded beyond 'unparalleled nature' to an 'harmonious' way of life - New Zealand's 'people factor' is beginning to 
cut through

3. However,  while people in some countries have admired New Zealand's rapid responses with lockdowns,  it has also made New Zealand seem like it is further 
away than ever,  with a prevailing risk of being caught here

4. Climate change and carbon footprints have also made it harder for some people to justifying flying to New Zealand (will this make sustainability programmes 
at destination an even more important attribute in destination choice ?)

5. In Australia there has been a broadening view or understanding of everything that there is to do in New Zealand.  Does this open
up new opportunities for Dunedin as a part of New Zealand that may be largely undiscovered by Australian visitor markets?)

6. Greater awareness of the role of Maori culture has helped to reinforce perceptions of New Zealand as  'inclusive and caring'
particularly in Australia and the United States where there has been some reflection on the treatment of their indigenous people.
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• review the findings of the TRA customer segmentation work and, in particular, to look at how the needs and desires of the different visitor segments either fit - 
or don't - with Dunedin's current product offering

• consider the findings of the Stafford Strategy 'product audit' as part of identifying gaps, areas for improvement and new product development opportunities

• use the team's knowledge and experience with both consumer, trade audiences and operators about what travellers are looking for.
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Family Fun - immersive/interactive multi-media art experiences that could bounce off CODE (Centre of Digital Excellence) and build-out current 
offerings   (e.g. www.teamlab.art and meowwolf.com) - both sensational ideas and a strong fit with Dunedin's art scene.   

Other suggestions included development of a 'destination playground', high ropes/zip-line experiences and working with Stadium (AJ Hackett, 
climbing walls etc), mini-golf


Many other ideas were generated and need further exploration and validation before undertaking more detailed concept development.


These included:


- The Gardens of Dunedin :  upgrade of Botanic Gardens Cafe, garden tours (seasonal), addition of new visitor experiences at the Botanic 
Gardens - night experiences, foraging?, beginners guide to propagation (without encouraging people to steal clippings) etc

- The Eden Project  (an eco visitor attraction in Cornwall and an educational charity and social enterprise with the global mission of creating a 
movement that builds relationships between people and the natural world) www.edenproject.com

- Golf - a new take on short courses - feature range of courses and associated scenery, consider events,

- Historic Buildings/Sites - 'living heritage' active/interactive interpretation, better/creative use of, explore National Trust Model, light sites and 
buildings up

- Horseriding - Silver Peaks, Beaches

- Mountain Biking - guided, shuttle support, or chairlift access - e.g. Signal Hill?

- Museums - guided tours, commissionable and consistent product, family and adult opportunities, extend Toitu offering

- Natural attractions - add to offering -  Dunedin naturally, - Sutton Salt Lake, Sinclair Wetlands., Roman baths, spas and onsen

- Virtual Reality - there are innumerable opportunities to do more in the VR space across the end-to-end visitor experience, and there are 
already good examples of of virtual tours  and 'how to' businesses like Curation that can be used as reference sites e.g. 
www.onlineexperiences.co.nz
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- Walking tracks - overnight tracks with hut facilities (e.g. Tunnel Beach to Sandymount, Blueskin Bay to Mt Cargill), need comprehensive review of 
quality and standard of tracks and to explore how to provide virtual guiding and interpretation

- Water tours (fishing, diving, cruising) - work with Dive Otago to identify diving possibilities , wreck diving?,  Akina??, luxury overnight coastal 
cruises, extend inner harbour offerings like Port to Port cruises including Quarantine Island, Port Chalmers and  Portobello Noting that the 
existing service acts as a water taxi for people doing the Peninsula cycle-way)

- Develop sea kayaking options?

- Wildlife - update use of digital (VR promotion), improve content - storytelling, conservation programmes, involve in active 'giving back -
'voluntourism',  explore the potential for a 'Wildlife Hospital'?

- Active Outdoors - surf safari, rock climbing, coasteering, hang-gliding, giant sand dunes (snowboard training) ... would development of thee 
ideas make Dunedin more appealing  to the Hardcore Experience Seekers identified in TRA's segmentation research?   not enough fear and 
adrenaline maybe?

And more ... 

- Events - scope to develop mid-winter carnival, leverage UNESCO City of Literature, develop The Vintage Run (with Central Otago) to leverage
the touring route ... and so, so much more

- Urban Seen  - inner City atmospheric lighting to give life to the City and its architectural assets at night,

- On Campus - tours (and mini lectures) Otago University and Otago Polytechnic  & the education precinct

- Getting around  - Trains - reintroduce steam engines (renewable energy source required) and promote transition of bus fleet to clean energy

- Unique stays - tree huts, domes, glamping opportunities, a night at the Museum

- U of O Aquarium possibilities?

- Bring back trams - a live discussion?
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- Curated Content - as noted in the mega-trends section of this report, as consumers choose to research and build their own itineraries, the
search for curated content and the building blocks for visitor itineraries is on.   Enterprise Dunedin is already on the ball as part of the Plan D
campaign (refer www.dunedinnz.co/visit/plan-D ) and,  Alpaca Maps www.alpacamaps.com specialise in creating content-rich interactive maps
to showcase visitor itineraries.  Could we encourage interesting/influential locals to share their favourite things to do?

And more and more ...


AWARDS :  Not part of the workshop, and on the edge of our brief, but worth considering?   The UNESCO City of Literature Award is an asset that 
could be leveraged in a variety of ways to drive visitation.   Are there other internationally recognised awards that ED and operators already have 
or that Dunedin could contest or apply for that would add to the region's 'trophy cabinet' and reputation, enabling more 'recognisable' visitor  
experiences to be developed 


In addition , there are a number of product offerings that are under active review:  

- Stadium/Theatres - theatre sector review - new venue needed (to replace Sammys? future of Mayfair?)
- Dunedin Railways - the future of Dunedin Railways is currently being worked through by the Dunedin City Council
- NZ Sports Hall of Fame - the future of this project is also being worked on
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The Brand Attributes 
- an element of surprise
- a tenacious and ground breaking arts and culture scene
- a belief in quality education and personal advancement
- an ever changing environment that can take your breath away and rattle your bones - and with (some) facilities designed with that in mind ( e.g.

covered stadium)
- a real sense of community , warm hearted, generous and willing to share an opinion or two
- solid institutions, character buildings
- a compact and walkable city surrounded by easy to access to a range of outdoor experiences

Some Brand Values 
- being connected to the natural environment (which offers both challenge and reward)
- honouring the past and inventing the future (both heritage and future-focussed)
- freedom of expression (creativity - art, fashion, poetry ,'the Dunedin Sound')

The Dunedin Effect 
As part of the place branding exercise, the impact that spending time in Dunedin can have on people was articulated as 'the Dunedin Effect'.  The 
Dunedin Effect is a pretty powerful proposition to put in front of target audiences - and in many ways it issues a challenge - which goes back to the 
brand essence of creating a sense of 'intrigue'... 


Dunedin will bring out the real you:

the complexity and the contradictions

the explorer and the thinker

the quirky and the downright traditional

the brave and generous heart

the fierce individualist in a genuine community

the intense and the down-to-earth

the creative and the practical

the sense of spontaneity and stewardship

the curiosity and the intrigue

the poet and the believer

Intrigued?
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Section 9 : The Themes to Road Test - Sustainable, Digital, Believable


Based on synthesising and analysing the material summarised in this report  we have identified  what we consider to be the main issues and 
opportunities that Dunedin will need to address in the short term in order to rebuild and reinvent - in the medium to longterm - the region's 
visitor industry.  


These themes are headlined below and they need to be debated further, fully interrogated and thoroughly investigated so that we can agree on 
the ways in which Dunedin might advance some initiatives and activate a range of responses. 


'The Garage Project' will be an important step in this 'investigation' process as will interviewing ED's tourism trade partners be - can they see the 
market potential in the ideas that are being considered? 


Although beyond the scope of this project, in an ideal world we might also 'road test' some of the concepts with customer (and potentially 
community) groups in order to validate the recommended responses and prioritise the programme of work that will evolve from this.  


In terms of the programme of work and priority setting, consideration should also be given to how the programme of work might be resourced 
and possibly funded (public, private or PPPs?).  What quantum of investment might be needed and what's the best way to advance business cases 
for investment?


In no particular order, the areas requiring further thinking are: 

1. Improving regional spread (considering the benefits and the burdens?) providing greater depth and breadth to visitor experiences

2. Lifting product quality region-wide e.g. upgrading accommodation stock, testing and resetting service standards

3. Shifting the ratio of paid: unpaid activities?

4. Leveraging and expanding the existing events portfolio ( including business events)

5. Embracing  and embedding Kai Tahu's values , narratives, aspirations and more, across the product portfolio and enabling new start-ups or
existing operators to develop a strong profile
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5. Exploring the future of transportation services as an enabler of delivering connectivity to and through the region that is accessible, affordable and reliable

6. Collaborating within the city (e.g. university) , with neighbouring regions, eg touring routes and trails and with 'like' products outside the neighbouring regions  
- e.g art galleries, eco-sanctuaries, surfing

7. Responding to sustainability challenges and meeting zero emissions targets as these things come under far greater scrutiny - not only from governments but 
also from consumers

8. Leading digital development - in all forms and across all stages of the customer journey

9. Developing a food and beverage edge recognising that this isn't  just about creating food and beverage experiences or events.  It's about the whole caboodle 
of food and beverage offerings that are partaken in while visitors are in Dunedin being 'on brief'

10.Making more out of fashion, art, design and literature - these are things that are strongly associated with urban experiences and Dunedin has incredible 
wealth to draw on in this area

11.Enabling digital nomads to make themselves at home (at least for a while)

12.Honouring the authenticity of the brand across all product offerings (and assisting operators with this without becoming the 'brand police')

13.Including both locals and visitors in product development thinking - everyone enjoys a bit of recreation - and for visitors, a good part of any visitor experience 
normally includes sharing things with locals

14.Engaging/encouraging next generation business operators and consumers

 Dunedin's hidden assets 

Dunedin has some exceptional world-class assets that could be used to greater advantage and mutual benefit: 
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a) Bringing fresh eyes, professional expertise and creative thinking to the development of Dunedin's visitor experiences

b) Providing a clear and 'what's in it for me?' point of difference to engage key operators across the wider Dunedin footprint.  This approach has been developed 
in part because let alone the struggles that operators are having to deal with to stay afloat, there has been feedback that there is a level of workshop and 
consultation 'fatigue'.   We want to do something that will offer operators the chance to walk away with ideas that they could consider introducing into their 
business/product/service immediately as well as promoting a sense of the longer-term opportunities.

c) Broadening the reach of tourism and strengthen alignment with other sectors of the region's economy – e.g. Events, Fashion & Design, IT & Digital, Education 
(academic and vocational), Food and Beverage
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Where did or do they see:


- assets that need improvement
- opportunities for digital enhancement
- gaps that need to be  - or could be - filled
- assets that could be better leveraged
- new product opportunities that could be prioritised
- ideas or proposed developments that might benefit from a re-think - testing them against the creative thinking that emerges from the taskforce's 

visit  e.g. future of cruise, trains, or rugby museums  to name  few
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