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Introduction 

The Marlborough District Council invested close to $2.1 million in economic development activities in 

2016/17. These activities are either directly delivered by the Council or through delivery partners, such 

as Destination Marlborough, Marlborough Research Centre, Business Trust Marlborough and 

Education Nelson-Marlborough. 

The main types of activities being delivered are: 

 Destination marketing and management (e.g., marketing campaigns and collateral, visitor 

information, events support and facilitation).  

 Business development and innovation support (e.g., advice on Council processes, business 

mentoring, support for R&D).  

 Sector and community development (e.g., Smart and Connected groups and strategies).  

The Council commissioned MartinJenkins to undertake a review of economic development activities in 

the region. In particular, the Council wanted to understand: 

 Whether the right economic development services are being delivered based on an understanding 

of economic development opportunities and challenges facing the region, an assessment of the 

role of local government in economic development, and the Council’s desired objectives and 

priorities for economic development. 

 Strengths, weaknesses and any relevant gaps in current economic development activities, based 

on an assessment of whether sufficient outputs are being delivered across activities, the outcomes 

that are being achieved, and whether services are being delivered efficiently. 

 Opportunities and options for improving delivery, and recommendations for any changes in 

functions, form and funding. 

What is working well? 

1. A large number of activities are being delivered and services are reaching 

a large number of organisations and individuals 

 Given the level of investment and resources going into economic development activities and what 

we have observed in other regions, in our view there is a good quantity of services and initiatives 

being delivered in the region. As a few examples: 

 Destination Marlborough supported a range of marketing and promotional campaigns, 

hosted around 120 media outlets and provided training to over 2200 wholesale and 

frontline travel sellers over 2015/16 and 2016/17. 

 The Council’s Events Coordinator assists around 30 events per month offering advice and 

information on event dates and Council services. 

 The Council, with other stakeholders, has developed and formalised the relationship with 

the Ningxia Region over the last few years. 
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 The Council and Marlborough Research Centre (MRC) supported the case for and helped 

secure the Regional Research Institute in Viticulture and Oenology (RIVO). 

 A large range of industry and community development initiatives have been progressed 

through the Smart and Connected Visitor Economy, Wood Sector, Aquaculture Sector, 

Picton, Renwick and Havelock Groups and the Blenheim Business Association. 

 A large number of organisations and entrepreneurs are being reached through these services.  

For example, there were close to 230 client engagements and around 100 mentor matches by 

Business Trust Marlborough over 2015/16 and 2016/17. The Council produced close to 90,000 

Follow-ME events brochures over the two years and the i-SITE information centres attracted close 

to 250,000 visitors in 2015/16. 

2. The right types of activities are being delivered 

The vast majority of economic development activities are consistent with the identified 

opportunities and needs facing the region 

 Marlborough has identified economic development issues facing the region through the work that 

underpinned the Smart and Connected vision and framework in 2012 and subsequent sector and 

community strategies and plans. This work and related research suggested that the region needed 

to address the following economic development challenges and opportunities: 

 Expanding the region’s economic base beyond wine and tourism, to scale up primary 

processing and related service sectors. Relevant economic development activities include the 

Smart and Connected Wood Sector and Aquaculture Groups, which are implementing 

strategies to support their growth. The MRC has also established and supported the food and 

beverage cluster to develop new products, production and process improvements and 

connections to markets. 

 Connecting local businesses to R&D expertise to support the development of value added 

products and services. This has been an area of emphasis for economic development 

activities. For example, the Council co-invests in the MRC which provides support for public 

good research and innovation for the agricultural, horticultural and forestry industries. The 

Aquaculture Smart and Connected Group has also had a strong emphasis on innovation, 

including the development of a blue mussel project. 

 Growing business support services in the region. The Council has developed the Smart 

Business Marlborough service, which assists development related business proposals 

through Council processes. The Council has also supported Business Trust Marlborough, 

which facilitates access to mentoring, provides training and seminars on business start-ups 

and links businesses with local and central support. 
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 Improving branding and promotion of the region to other markets and growing the number of 

events, tourism products and experiences. A range of economic development activities have 

been implemented to address this opportunity area. The Council supports and promotes Only 

Marlborough to encourage a consistent way of talking about and promoting Marlborough to 

visitors, investors, workers and businesses. A Regional Events Strategy has been developed 

and implemented to identify opportunities for growing events in the region and increasing the 

return to local businesses. The Council provides a Commercial Events Fund to help the 

development of events in the region and employs a Regional Events Coordinator to help 

deliver the strategy, assist communication within the events sector, and to help events offered 

in the region. A large range of destination marketing activities and some destination 

management services are undertaken by the Destination Marlborough Trust. The Visitor 

Economy Smart and Connected Group developed a Visitor Economy Strategy and Growth 

Plan for the region. 

 Developing amenities in and the attractiveness of the region’s town and community centres. 

The implementation of the Smart and Connected vision and framework has focused on the 

development of community groups across Marlborough. Three community groups and 

strategies have been developed in Havelock, Picton and Renwick and one is in the process 

of being established in Seddon. The Council has also supported the establishment of the 

Blenheim Business Association and worked with the association on CBD improvements. 

Beyond economic development activities, the Council has also established the Small 

Townships Programme, which is aimed at upgrading amenities and facilities in selected 

towns. 

 The need to maintain environmental quality to support key primary sectors and the visitor 

economy. In terms of economic development activities (distinct from the Council’s core roles 

related to environmental policy and planning), the Smart and Connected Wood Sector and 

Aquaculture Sector Groups have identified the need to create a social license with the 

community and to demonstrate their environmental credentials.  

 The hollowing out of the working age population and need to grow, attract and retain skills. 

This is an area that has not been a focus as yet for the Council or delivery partners, although 

one of the functions of Only Marlborough is to communicate a consistent and positive 

message about the region, including to people considering relocating to Marlborough. The 

Council has also co-invested in research on labour market gaps for the wine industry. 

 The need to improve the quality of infrastructure and region’s connections to other markets. 

In terms of economic development activities (beyond the Council’s core activities related to 

co-investing in network infrastructure), Smart and Connected groups (e.g., Renwick, 

Havelock, Wood Sector) have been tackling relevant infrastructure issues. The Council has 

also supported improved international and education connectivity through the Ningxia sister 

city relationship and Education Nelson-Marlborough. 
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There are clear rationales for the Council supporting the types of activities that are being 

delivered  

 The Council and delivery partners are appropriately focused on facilitation, information provision 

and addressing collective action issues, which are the types of activities where there are good 

arguments for local government involvement. However, the long-term role for the Council in 

funding research projects through the MRC may need to be reassessed given the support being 

provided for the RIVO. The Council should discuss the future mix of innovation activities with MRC 

once RIVO is established. 

Activities are consistent with services provided in other regions 

 Economic development activities supported by the Council and its delivery partners (e.g., 

Destination Marlborough, Marlborough Research Centre and Business Trust Marlborough) cover 

most of the spectrum of economic development services offered in other regions, including 

destination marketing and management, business development, industry development support, 

and town and community development initiatives. As with most other regions, destination 

marketing and promotion (including events) is a major area of activity. Marlborough is more active 

in facilitating industry development and community development than several other regions 

through the Smart and Connected processes. 

3. In most cases, the Council and its delivery partners work together well and 

with other support organisations 

 There is little overlap in the delivery of economic development activities between the Council and 

its three major delivery partners. The Council tends to be involved in economic development 

activities closer to its core roles (e.g., providing information on regulation and Council processes to 

support new developments and events, and on supporting industries and communities to plan for 

growth and achieve their aspirations). As noted, Destination Marlborough focuses on supporting 

regional marketing and promotion, MRC focuses on supporting innovation and research 

connections, and Business Trust Marlborough focuses on small business advice, information and 

referrals. 

 Although there are activities where the Council and delivery partners are both operating, such as 

marketing, events and international linkages, our observation is that generally the roles tend to be 

complementary rather than competing. There are several examples of joint work between the 

Council and delivery partners, for example: 

 The Council, MRC and Destination Marlborough are three of the core partners in the 

Marlborough Story and Only Marlborough identity and resources. 

 The Follow-ME (Marlborough Events) guide is hosted on the Destination Marlborough 

website but is operated by the Events Coordinator at the Council. The Council’s Events 

Coordinator and the Business Events staff in Destination Marlborough are operating a shared 

calendar to avoid timetable clashes across conferences and events. 

 The Events Coordinator works with Destination Marlborough staff on supporting and advising 

on specific events (e.g., British Lions Tour).  
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 Business Trust Marlborough has referred several clients to the MRC and Destination 

Marlborough over the last two years. 

 The Council, through its Smart Business Marlborough services, has referred several 

enquiries to Business Trust Marlborough over the last three years. 

 The MRC has worked alongside the Council in developing the relationship with Ningxia. 

 Stakeholders consulted indicated that economic development activities delivered by the Council 

and its delivery partners have been generally well coordinated with other organisations delivering 

related services. A large range of activities and projects have involved joint work between the 

Council’s delivery partners and other organisations, such as Destination Marlborough’s marketing 

efforts with Tourism New Zealand, Wine Marlborough and the Port of Marlborough; MRC’s 

relationship with Massey University and Plant & Food Research; and Business Trust 

Marlborough’s working relationship with the Marlborough Chamber of Commerce. However, there 

is some duplication of marketing and community development activity across stakeholder groups 

in Picton. 

4. It appears that businesses and communities value the activities that are 

delivered 

There are high levels of satisfaction with specific activities 

 100 percent of respondents to a Business Trust Marlborough survey in 2016/17 said that they 

would recommend the service to others. 88 percent found the service helpful or very helpful. 

Business Trust Marlborough has also grown its level of client engagements, referrals, mentor 

matches and mentors over the last three years.  

 In 2017, close to 74 percent of respondents to the Council’s resident satisfaction survey were 

satisfied with Marlborough Research Centre activities and 72 percent were satisfied with Tourism 

Services. 

 We received very positive feedback from organisations that had received events advice and 

facilitation support from the Council, consistent with the findings of the recent review of destination 

marketing activities. 

There is a high level of co-investment (time and funding) in activities and projects, which 

signals that organisations and individuals are getting value out of economic development 

activities 

 Several of the activities that are supported require co-investment and most require a high level of 

organisation and individual participation, for example: 

 Close to half of Business Trust Marlborough’s budget comes from private sector sponsors.   

 There is considerable co-investment in marketing initiatives. In 2016/2017, Destination 

Marlborough received close to $241,000 in industry funding contributions to marketing and 

estimated that total in-kind and direct contributions were valued at $1.3 million. The value of 

direct industry contributions has increased over the last three years. 
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 A significant amount of industry and community time and expertise is invested in Smart and 

Connected groups. 

 MRC supported research projects have leveraged considerable co-funding and resources 

from other organisations. 

5. The Council is adequately resourcing economic development in the region 

in total 

 Council investment in economic development represented around 2.0 percent of total local 

government operating expenditure in the region in 20151. The investment was the equivalent of 

close to $41 of economic development spend per capita. This is around the national average of 

2.1 percent of local government operational spending and $36 per capita. 

6. There is some evidence that broader impacts are being achieved and 

activities are making a genuine difference 

 Business Trust Marlborough’s services appear to be making a difference, with 58 percent of 

respondent clients in 2016/17 indicating they were able to make more informed business 

decisions as a result of the support and 53 percent indicating they had improved knowledge of 

their business.  

 There are several examples where the Smart Business Marlborough advisory service of the 

Council has made a difference to business decisions and developments. 

 The development of the Ningxia relationship has facilitated wine industry, research and education 

linkages for local organisations. 

 The food and beverage innovation cluster has generated a range of new activities for the region, 

including the Premium Foods for China initiative and Massey University expertise working with 

local companies. 7 out of 10 food and beverage innovation cluster members that responded to a 

2015/16 survey said they considered that mutual benefit was gained from the cluster. 

 Specific marketing initiatives implemented by Destination Marlborough have resulted in uplifts in 

visits and referrals. For example, Destination Marlborough participated in the Australia South 

Island Journeys campaign in 2016/17, which resulted in a 10 percent increase in holiday arrival 

growth into the South Island for the December quarter. Marlborough was reported as having the 

most significant uplift in visits and referrals to the relevant section on Newzealand.com during the 

campaign as compared to prior to the campaign. 

 
1  2015 is the year in which comparisons can be made across Councils. 
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 Events supported through the Commercial Events Fund are achieving good outcomes in terms of 

visitor numbers and spend from outside the region, and the estimated return on investment from 

some supported events is very high. For example, Garden Marlborough was estimated to result in 

over $300,000 of value add to GDP (with the Council providing $4,000 in co-investment) and 

Feast Marlborough was estimated to result in over $430,000 of value add to the economy (with the 

Council providing $15,000 in co-investment). Post-event reports on supported events suggest that 

some events would not have gone ahead without the support and that funding has supported an 

increased number of visitors from other regions. Research suggests that the region has also 

gained market share of business events since 2014 and the number of delegates and delegate 

days has grown strongly over the same period. 

 A national study suggests that i-SITEs in Marlborough are facilitating relatively high levels of visitor 

expenditure compared to i-SITEs in other smaller regions. 

 Organisations and individuals involved in Smart and Connected groups said that the groups had 

resulted in some projects that otherwise would not likely to have occurred (e.g., the blue mussel 

aquaculture project) or have accelerated some projects. Industry group representatives said the 

process has improved industry relationships with the Council, resulting in more constructive 

dialogue and input on environmental and planning issues. 

7. There is no evidence of any areas of inefficiency 

 Investment in economic development has increased over the last three years but so have the level 

of outputs. For example, support for Destination Marlborough has increased as have its employee 

costs, but it has delivered an increase in collateral, i-SITE services, business event bids and 

industry partnerships. Destination Marlborough’s proportion of staff costs to total expenditure is 

also about average relative to other comparable Regional Tourism Organisations. Our 

observation, which was also noted by some stakeholders, is that Council staff involved in 

economic development are stretched over a range of services and are often delivering several 

activities with relatively limited time and resources available. 

What could be improved? 

1. Economic strategy development and priority setting 

There is the opportunity to improve the Smart and Connected process by identifying region-

wide economic development priorities 

 Smart and Connected has usefully identified economic development priorities for sectors and 

communities through a ‘bottom-up’ process and economic development activities have grown 

progressively as Smart and Connected has been implemented. However, there has not yet been 

an explicit attempt to address cross-cutting or region-wide priorities or to assess whether the 

levels of investment in different interventions reflect the relative importance of the opportunities 

and challenges facing the region. Several stakeholders said they would welcome a process to 

determine what the economy should aspire to over the long-term and how economic development 

activities could support the aspirations.  



 

8 
 
  

 The Council is in the process of discussing with central government how a ‘Top of the South’ 

Economic Action Plan could be developed across Marlborough and Nelson-Tasman and this 

provides a convenient opportunity to identify regional economic development priorities. 

There is room to improve engagement between the Council, delivery partners and stakeholders 

on economic development priorities  

 Ideally, economic development priorities should translate from the Council’s plans and delivery 

partner service decisions to actions via a combination of discussions between the Council and 

delivery partners, Council funding agreements with the partner agencies, and delivery partners’ 

business plans based on these discussions and expectations. In addition, priorities should also be 

informed by input and feedback from other key economic development organisations and 

stakeholders in the region, such as Māori/iwi organisations, industry groups, infrastructure 

companies, educational institutions etc. 

 The Council discusses delivery agency results over the previous six months and plans for the 

upcoming year during relevant Council Committee meetings, which are typically short discussions 

as one of several agenda items. Agencies are given the flexibility to propose and determine what 

will be delivered each year. The Council does not use letters of expectation or detailed funding 

agreements with delivery partners but Council staff do work with the partner agencies in setting 

performance measures. We note that the process has typically resulted in an increasing level of 

activity across agencies rather than reallocations of existing resources. 

 There is no regular strategic process between the Council, its delivery partners and economic 

development stakeholders on the economic development priorities of the Council or delivery 

partners each year. Smart and Connected community and industry groups do hold annual 

strategy/plan review and update workshops for their particular work programmes, but these are 

naturally narrower in scope.  

2. Service delivery and mix 

There are some areas of economic development where the current level of emphasis does not appear 

to be sufficient based on identified opportunities, comparisons with other regions and stakeholder 

feedback: 

 Skills development, attraction and retention initiatives. Several stakeholders did note that the 

region could do more to attract skills and talent to the region. In several other regions, Councils 

and their economic development partners support initiatives such as talent attraction campaigns, 

job-matching websites and youth into employment schemes. These activities are relevant to 

Marlborough given the aging population and skill demands already facing some industries (e.g., 

wine, construction). The Council is aware of these skills challenges and recognises that this will 

require greater emphasis in future. 
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 Destination management activities. Although destination marketing activities are well supported 

through Destination Marlborough and the events role of the Council, there is currently relatively 

limited effort going into tourism product and experience development in the region. Destination 

Marlborough has provided product development workshops for SME tourism businesses and has 

been involved in working with other stakeholders to prepare for cruise seasons. The Council has 

previously supported the establishment of the Omaka Aviation Heritage Centre and recently 

funded the Coastal Pacific Trail feasibility assessment (and recently agreed to support the 

establishment and maintenance of the Trail). However, Regional Tourism Organisations and 

Councils in other regions are increasingly involved in working with communities and businesses to 

provide support for feasibility work and business cases on new tourism attractions and 

experiences and, when there is a good case to do so, co-investing in these products. These 

activities are important to not only attract visitors to the region but to also keep them in the region 

longer and spending more. They are also relevant as product development is a major theme in the 

Smart and Connected Visitor Economy Growth Plan.  

 Māori economic development. As in other regions, Māori/iwi/hapu will play an increasingly 

important role in shaping the economic growth of Marlborough. There is not any explicit reporting 

on engagement with Māori across economic development activities. It is not clear whether Māori 

businesses and organisations are being adequately connected to networks and resources through 

existing activities.  

 Commercial events support. As noted, the Commercial Events Fund is generating additional 

benefits to the region and good estimated returns. The recent review of destination marketing 

undertaken in the region2 suggested that more funding be allocated to the Commercial Events 

Fund to help attract one iconic event in the low season. The report also suggested that other 

provincial regions are investing more in commercial events. A review of the major events funds of 

comparable regions and districts suggests that the Fund is relatively small.  

 Smart and Connected programme management. Progress on the Smart and Connected plans 

is mixed across the groups. Feedback from stakeholders suggested that more progress has been 

made with the Wood and Aquaculture Sector groups, with a view that momentum was maintained 

because the groups were able to draw on the services of strong industry associations. Participants 

in community groups appreciate the approach that the Council has taken to encourage ‘bottom-up’ 

input into economic development activities, but there was consistent feedback that the groups are 

not adequately resourced to manage the implementation of the strategies and plans they have 

developed. Representatives from the Havelock group have previously benefited from having a full-

time community development advisor (funded by the Department of Internal Affairs), acting 

effectively as the programme manager.  

The Council is currently considering options for establishing regional film office functions in the region. 

Although several other regions have a film office, we do not consider there is a strong rationale for 

establishing a full office in Marlborough at this time. The region has excellent locations for screen 

productions and could attract more screen activity, but it does not have the strong base of screen 

facilities or capabilities that several other regions have that help them to attract regular productions. As 

such, we believe it would be better to leverage the capabilities of an existing office, such as Screen 

Wellington, at least initially and to test the level of demand over time. 

 
2 Jeffery, R. J. (2017). Destination Marketing Review Marlborough. ILG Limited. 
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3. Some opportunities for process improvements and consolidation of 

activities 

 Branding. The recent review of destination marketing found that branding of the region was 

fragmented and that there were multiple brand messages being conveyed through a combination 

of Only Marlborough, Destination Marlborough’s ‘Marlborough - Brilliant Every Day’, the Picton 

community’s desire to be known as ‘The Heart of the Sounds’ and others. The review suggested 

that consolidation of the brands should be considered in future. Our interviews reiterated this 

finding. We were told by several stakeholders that branding is currently confusing. Some also 

thought that momentum with Only Marlborough has slowed.  

 Potential for a single front-door for business development assistance. Currently both 

Business Trust Marlborough and the Chamber of Commerce are involved in assessing business 

needs and referring businesses to available support in the region. Although they focus on different 

elements of delivery (and they are both part of the Regional Business Partner consortium and 

meet regularly to share information on referrals and opportunities), it would be more efficient and 

effective to have a single front-door for business development assistance in the region. We 

understand the two organisations have discussed co-locating and working more closely together. 

 Commercial Events Fund decision-making. Decisions on the allocation of the Commercial 

Events Fund are made by a sub-committee comprising the Mayor, two Councillors and the Chair 

of Destination Marlborough. Although this provides a robust process, it appears to us to be adding 

a layer of transaction costs that are not necessary given the relatively small amounts of funding 

being considered. We would expect the Destination Marlborough Board to have sufficient 

commercial and visitor economy expertise to make these decisions. One of the reasons for using 

an external agency such as Destination Marlborough is for such decisions to be made using 

broader expertise than is available and that is arms-length from Council.  

 Smart and Connected engagement and coordination.  

 There is room to improve information sharing across the Smart and Connected industry and 

community groups. Representatives indicated that they would benefit from learning more 

about what each group is delivering (which may be relevant to more than one group) and to 

get a collective understanding about what processes work well or do not work well. 

Representatives also noted that it wasn’t always clear how the work of their group was 

contributing to a larger economic work programme or strategy. Feedback suggests that there 

are some common opportunities and issues across groups, such as skill shortages and 

labour demands, which may be better tackled at a regional or collective level. 

 The Council’s engagement with Smart and Connected groups can also be improved. There 

was feedback from groups that, at times, engagement with the Council did not always meet 

expectations in that groups were not always given advance notice about issues or initiatives 

the Council was considering that impacted on their respective industries or communities. 

Representatives from some groups pointed out that the groups have been organised to 

provide a collective voice to Council on community issues and opportunities but that the 

Council has not organised itself to respond in the same way. Some noted that, at times, they 

are passed between different parts of the Council to progress an issue (and sometimes given 

different advice) and that some areas of the Council did not yet have a good level of 

understanding of the Smart and Connected work programme.  
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 Council supported economic development activities in Picton, through the Picton Smart and 

Connected Group and Destination Marlborough, could be better coordinated with other local 

promotion and development efforts. In addition to the Picton Smart and Connected Group, 

the Picton and Marlborough Sounds Visitor Economy Group and Picton Business Group are 

involved in promoting and supporting community development projects, including providing 

visitor information and undertaking marketing initiatives. There is sometimes duplication of 

effort across the groups, for example, using social media to promote Picton and investment in 

signage. In our view an important function of the Smart and Connected groups and hence an 

indicator of their effectiveness is that they are able to provide ‘one voice’ on economic 

development issues and opportunities facing their communities. The Council and 

communities face additional costs (time, incomplete information) when there are multiple 

groups working on similar activities. Multiple groups will also result in resources (funding, 

expertise) being spread more thinly across projects. 

4. Assessing and reporting on the impact of economic development activities 

 As is common with economic development activities across regions in New Zealand, although 

there is a great deal of information about the outputs of activities there is limited hard or evaluative 

information on the impact of these activities in Marlborough, with the exception of major events. 

There has not been a formal evaluation of any economic development activities in the region. This 

makes it difficult to definitely say that the benefits of all activities exceed their costs or, conversely, 

that there are obvious areas of economic development activities that are not effective and that 

should be discontinued.  

 The Council’s current economic development KPIs in the annual plan and annual report are a 

reasonable mix of direct outputs and outcomes related to the outputs. However, the indicators on 

the number of MRC published research papers and on visitor numbers and spend are not 

particularly useful annual performance measures. 

 Current reporting on economic development activities occurs through a combination of the Council 

annual report (high-level), delivery partner six-monthly and annual reports, and regular updates to 

Council Committees. It is currently difficult for stakeholders and the public to get a good overview 

of the collective economic development work programme and how it is performing because 

monitoring and outcome information is dispersed over such a large number of reports. 

 At an activity level, there are several areas where the collection of performance monitoring 

information can be improved: 

 Smart Business Marlborough enquiries and the outcomes that result each year should be 

consistently tracked. 

 In some cases, minimum performance targets for Destination Marlborough appear to be low 

and easily achieved.  

 There is no reporting of relevant activities by location, so it is difficult to judge the reach of 

economic development services across the region. 
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 Although there is a good level of information collection and performance reporting for the 

Commercial Events Fund, the quality of post-event reports by successful applicants is 

variable. Similarly, there is inconsistent annual reporting on the outcome of Destination 

Marlborough’s business event activities. 

 There is limited performance information reported on in relation to destination website and 

social media use or i-SITE activities. 

 Information reported on Smart and Connected Group activities is about progress on different 

actions, not on the impact of those actions. 

How should the current model be improved? 

 Based on an assessment of the identified areas for improvement, consideration of services that 

should be delivered together and functions that should be in-house versus independent of Council, 

feasible options for the future delivery of economic development activities in the region are: 

 The Status Quo, i.e., not changing anything related to governance, funding or delivery of 

economic development services. This would be potentially on the basis that the current 

arrangements are not ‘broken’ so there is no need to make any major changes. 

 Enhanced Status Quo – this would mean that the Council would continue to deliver some 

services internally and would continue to ‘contract’ for destination marketing, business 

development and innovation services but that it would implement several service and delivery 

improvements that have been identified. 

 Expanding the role of Destination Marlborough. This would involve expanding the role of 

Destination Marlborough to be a broader economic development agency, on the basis that 

this could achieve some economies of scale, improve the coordination of activities, and 

improve the prioritisation of and reporting on activities. 

 Inter-regional Model. This could involve having a service level agreement with Nelson 

Regional Economic Development Agency (NRDA) to deliver destination marketing and 

broader economic development services in Marlborough. This could be on the basis that 

NRDA is an effective agency and already has some reach into Marlborough through the 

Regional Business Partner programme. This could also enable the region to leverage more 

resources and capability and provide a greater ability to share costs and achieve economies 

over time. 

 Establishing an Economic Development Agency (EDA). This would involve setting up an 

organisation to deliver non-destination marketing economic development activities in 

Marlborough. The EDA could be established as new or be built around an existing provider 

such the Chamber of Commerce or MRC. This could be on the basis that the arrangement 

would enable the region to better leverage the resources of the private sector, achieve some 

economies over the long-term and improve prioritisation of activities. 

 The pros and cons of these options were assessed against a range of criteria, including 

practicality, representation and responsiveness, effectiveness, costs, accountability, and the ability 

to leverage the resources of others.  
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1. Improving current delivery and the service mix 

 Overall, our assessment of the pros and cons of the options and the Marlborough context 

suggests that the best option is to make service and process improvements to the existing model 

of delivery, rather than making any substantive changes to arrangements. This includes the 

improvements related to: 

 Programme management support for, information sharing across, and Council engagement 

with Smart and Connected community groups.  

 The integration of destination branding messages and initiatives. 

 A single ‘front-door’ for business development services. 

 Decision-making on and the scale of the Commercial Events Fund. 

 The implementation of skills attraction and retention and destination management initiatives.  

 Further engagement with iwi/hapu in the region on Māori economic development. 

 Coordination and engagement with Picton economic development and promotion groups. 

2. Evolving Smart and Connected 

 To ensure that economic development services are focused on the most significant priorities and 

opportunities for the region in future, and to balance the current Smart and Connected bottom-up 

processes for setting priorities with top-down direction-setting, the Council should work with 

partners and stakeholders to develop a regional economic development strategy and plan for the 

region. This will need to take into account existing local strategies and plans, such as the Visitor 

Growth Plan and Regional Events Strategy, and the proposed ‘Top of the South’ economic action 

plan process. 

3. Enhancing communication and engagement between the Council, delivery 

partners and broader stakeholders 

 The current model can also be enhanced by improving Council and delivery partner engagement 

in setting priorities and communicating impacts/outcomes each year. These include: 

 Holding an annual strategic workshop or forum to review economic issues and opportunities 

facing the region, what has been achieved through economic development activities over the 

year and whether a change in emphasis and activity mix is required. This would involve 

representative Councillors, the Chief Executive and senior management of the Council, 

delivery partners’ Boards and senior management, and leaders from industry, business, 

community and iwi organisations. 

 Council staff having discussions with key delivery partners early in the planning cycle each 

year about priorities for the year, the mix of activities to achieve these and related 

performance measures. These should form the basis of clear funding agreements or 

business plans (as appropriate) with each agency. 
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4. Improving Council and delivery partner reporting on economic 

development 

 Assessing the benefits of economic development activities can be improved by more clearly 

identifying the linkages between outputs and outcomes and capturing better feedback from 

business and industry clients about their views on the changes that have resulted from activities. 

This can be articulated in an agreed output and outcome framework that sets out the logic 

between the inputs being used, the activities being purchased and delivered, and the desired 

short-, medium- and long-term outcomes and associated performance measures. This will then 

guide how the Council and delivery partners collect the required performance information. The 

framework will need to be realistic about what can be measured and the resourcing (staff time and 

funding) required to assess performance relative to the investment being made in economic 

development activities. 

 We would suggest that the framework and measures form the basis of an annual summary report 

on the full set of economic development activities. In addition to this, a full evaluation of economic 

development activities should be undertaken in three to four years’ time (i.e., to assess the extent 

to which desired impacts have been achieved). 

What are the benefits and costs? 

Key benefits associated with the recommended changes include:  

 Improved visitor outcomes over the long-term resulting from increases in event activities, tourism 

products and experiences. 

 Increased ability of community groups to implement their plans and hence likely greater 

commitment to economic development at the local level. 

 Reduced Council and community costs involved in engaging on economic development matters 

in Picton. 

 Greater likelihood that economic development activities will focus on significant, collective 

opportunities facing the region. 

 Improved ability to leverage central government resources (e.g., from having an overall strategy 

and plan developed with central government partners). 

 Relatively little disruption to Council or delivery partner operations and delivery as a result of 

implementing changes. 

 Improved measurement of economic development activity performance and impacts and 

subsequently a better ability to make appropriate changes to resource and investment decisions. 

 Increased opportunity to identify efficiencies in delivering activities across the Council and 

delivery partners as a result of earlier engagement each year. 
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Key costs and risks associated with the recommended changes include: 

 An increase in Council and delivery partner staff time required to develop and agree on priorities, 

including participating in the annual strategic forum and early engagement in the planning cycle. 

 An increase in Council and delivery partner time required to develop the outcome and output 

framework and improve reporting, including the annual summary report. This may divert 

resources away from delivery in the short-term and there will be financial costs associated with a 

new approach and annual reporting. 

 Time and costs associated with developing the regional economic strategy and action plan. 

 Costs associated with implementing the extension to the Commercial Events Fund and 

programme management support for Smart and Connected community groups. 

 A limited ability to achieve economies of scale and scope due to continued delivery through 

multiple partners. 

In our view the proposed changes should represent a relatively low net increase in costs in the 

medium-term. Although the changes will entail more funding in the short-term, the Council should work 

with delivery partners and stakeholders to identify areas where savings are possible and where 

resources can be reallocated (for example, in relation to branding). 

Overall, we consider that the benefits of the proposed improvements will outweigh the broader 

potential costs and risks. 

Recommendations 

We recommend that:  

Strategy and priority setting 

 The Council move beyond the Smart and Connected framework and develop an overarching 

economic development strategy and plan to shape the priorities for economic development 

investment and the related activities of the Council and delivery partners. 

 The Council hold an annual strategic workshop or forum with a range of partners and 

stakeholders, including industry, iwi, community and central government representatives, to 

review what is being achieved through economic development activities overall and what, if any, 

changes in emphasis and activities are required each year. 

 Council staff and key delivery partners engage early in the planning cycle each year about 

delivery priorities, the mix of activities to achieve these and related performance measures. 

These should form the basis of clear funding agreements or business plans with each partner. 

Opportunities for improving services 

 Demand for and resourcing of skills and talent activities and destination management activities 

should be explicitly considered as part of the proposed regional economic development strategy 

and action plan. 
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 The Council should engage further with iwi/hapu in the region to assess how economic 

development activities can best connect Māori to networks and resources to support their 

aspirations.  

 The Council should seek the agreement of the Picton Marlborough Sounds Visitor Economy 

Group, Picton Business Group and Picton Smart and Connected Group to an independently 

facilitated process to identify the best approach for coordinating and rationalising activities and 

engagement across the groups. 

 The Council should work with MRC to re-consider the appropriate mix of investment to support 

innovation through the Centre and RIVO once the Institute is established. 

 The Commercial Events Fund should be increased in scale (e.g., an additional $25,000 in 

2018/19 and 2019/20 to increase the fund to $125,000 per annum from 2019/20). 

 The Council should provide a programme management resource to the Smart and Connected 

groups that require it. 

 If the Council wishes to support regional film promotion activities, it should explore a partnership 

with an existing regional film office, such as Screen Wellington, to test the level of demand for 

such a service over time. 

Opportunities for getting greater value from economic development investment 

 The Board of Destination Marlborough should be given responsibility for making decisions on the 

Commercial Events Fund. 

 The Council and Destination Marlborough, in consultation with industry and community 

stakeholders, should integrate and rationalise current branding messages and initiatives within a 

common framework. 

 The Council should encourage Business Trust Marlborough and the Chamber of Commerce to 

explore integrating their functions and how business development support should be provided in 

the region and to come back to Council with a proposal for how this can be best achieved. 

 The Council should convene the Smart and Connected Group Chairs to discuss how best the 

groups can share information and work on collective issues or opportunities.  

 The Council should clarify expectations about how it will engage with Smart and Connected 

groups and be upfront and transparent when working on issues that impact on the relevant sector 

or community. 

Assessing and reporting on activities and impacts 

 The Council and delivery partners should develop an output and outcome framework that sets out 

the logic between the resources being used for economic development, the activities being 

delivered and outputs, and the desired short-, medium- and long-term outcomes and related 

performance indicators. 

 The Council should develop and adopt a monitoring plan, which should specify how performance 

information will be collected, to consistently measure and report on economic development 

activities.  
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 The Council should prepare an annual summary report on the performance of the full range of 

economic development activities, based on the framework and measures. 

 The Council should formally evaluate economic development activities, based on the 

performance framework and information collected, in 3-4 years.   
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