
 
 

Chief Executive Report  
Report to the Board of Tātaki Auckland Unlimited, December 2025 
 

1. Introduction 
• Key points to be addressed in our 2026/27 Letter of Expectation were agreed at the Budget and Performance Committee on 15 December.  In summary, key 

expectations specific to TAU included in the final letter are: 
o Support council's strategic direction for destination and major events 
o Successfully implement TAU's expanded role in event activity 
o Fund major events with a focus on cost-benefit analysis 
o Support council's strategic direction for stadia 
o Continue to lead the Alliance of Council-funded Cultural Organisations 
o Support the Mayor's Tourism and Hospitality Forum.  

The final letter was received on 19 December and is available in full in the Resource Centre. 
• MBIE announced the first tranche of the Event Boost Fund (EBF) on 3 December, with Auckland-based events due to receive funding including FIFA Men’s Series, 

Linkin Park, Auckland Wooden Boat Festival, &Juliet, and Forever Tomorrow: Chinese Art Now. 
• TAU announced the appointment of Dr Zara Stanhope as Director of Auckland Art Gallery Toi o Tāmaki after a nationwide and international search for the new 

director. 
• A Destination Industry Update on 2 December at Pullman Auckland had 300 attendees, with the Minister of Hospitality and Tourism, and the mayor providing 

updates. Panel speakers included David Higgins (Duco Events), Nick Becker (Auckland FC) and Josh Emmett (renowned chef).  
• Auckland Stadiums celebrated two impressive crowds, with the Rufus du Sol concert at Western Springs Stadium on 29 November attracting a record Outerfields 

concert attendance of 25,000 patrons; and Auckland FC’s derby game against Wellington on 6 December drawing the club’s largest crowd so far this season. 
• The Waikaraka Park upgrade project reached a successful conclusion. Ngāti Te Ata conducted a dawn blessing supported by Māori Outcomes at Waikaraka Park on 

27 November, and the first events for both open and closed wheel classes took place. The new facilities received positive feedback from drivers of all classes and 
fans. 

• TAU has confirmed a $5 million capital grant towards the Tennis Auckland Roof Project, completing the $15 million fund required to deliver a major upgrade to the 
Manuka Doctor Arena - a key regional facility and home of the long-standing ASB Classic. The addition of the roof will enable a wider range of indoor sporting, 
entertainment and community activities beyond elite tennis, including basketball and volleyball, community events, and new commercial and cultural 
opportunities. 
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Auckland's Reputation 

Destination Marketing 

Destination Partnership Programme (OPP} 

• 163 partners have signed (overall total $1.8m).
• 300 people attended the Destination Industry Update on 2 December which received positive feedback

Consumer Marketing - OPP related 

Marketing 

Tataki�1ra� 
Auckland •T• --, .. 

Unlimited .. .. • • 

• By the end of November, the domestic Auckland Society of Discovery campaign (12 November-10 December) had reached 600,000 with strong engagement (more than 6600 entries

and 4000 new subscribers), maximising value from high-performing assets and featuring 15+ OPP partners. Seasonal and destination content featuring 25+ OPP partners remains

live across owned and paid channels through February.
• In Australia, the Qantas Travel Insider campaign and competition (7 November-19 December) continued to spotlight OPP partners, reaching high-travel-intent audiences.
• Upcoming consumer activity includes a OPP summer editorial campaign to ensure Auckland appears in lifestyle channels, while Kiwi North activity runs across airline and OTA 

channels from January - March. A targeted digital programmatic test will also capture audiences exposed to North Island and Tourism New Zealand (TNZ) activity. 

Earned media 
• Strong international media exposure this month off the back of a strong famil pipeline, with further results still pending. Australian PR agency Sling & Stone wrapping up and media

relations coming in-house. Famil black-out period over peak season with ad hoc consideration for exceptional opportunities.
• Worked with TNZ on MICHELIN Guide coming to New Zealand announcement, providing Auckland content and a TAU spokesperson for domestic coverage. Ongoing pitching to 

further develop food story opportunities and leveraging Iconic Auckland Eats.
• Print & online media in Australia included: the second Weekend Australian Magazine's feature on Waiheke Island food and wine escape; stories about the MICHELIN Guide heading

to NZ in The Age, SMH, WA Today and Brisbane Times, and The Guardian's 'Live like a local' guide to Auckland.
• Four key Australian travel media, including the Adelaide Advertiser and Daily Mail, ran stories off the back of the inaugural Qantas Adelaide-Auckland flight on 31 October. Coverage

was secured through Auckland famils arranged by TAU in collaboration with TNZ, supported by a trade media release adding TAU's voice to the Qantas Adaleide-Auckland flight.
• Broadcast media in United States: Bare Feet's two Auckland episodes were due to air 22 and 29 December on PBS.

Consumer marketing (other} 

• Impact and effectiveness research into phase two of the CCTR-funded It's On in Auckland' campaign was received. Demonstrating the campaign delivered strong positive results,

this research will next be shared with internal and external stakeholders.
• The Nocturnalists series in The Spinoff concluded having delivered very strong results and plans are now well in train to continue this success with a second series, aimed at

building pride in Auckland's night-time culture, to run in the first half of 2026.
• Planning commenced towards Iconic Auckland Eats 2026 with launch assets supplied and the nominations phase opening on 15 December.

Trade marketing and famils 

• Taiwan sales mission and Kiwi Link Greater China attended in November 2025.
• Australia sales meetings with key trade and wholesalers based in Adelaide, Brisbane and Gold Coast (November).
• Planning continues for key 2026 events - Virtuoso famil hosting of 200 Australian owner/managers in March and TR ENZ 19 - 21 May.
• MBIE Regional Tourism Boost Fund - supporting RotoruaNZ's successful bids driving North Island activity in Australia ($2.5m NZD) and China CTrip partnership ($2m NZD).
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Schedule of Appendices 
1. TAU Cybersecurity Dashboard (Monthly) 

2. GSS Cyber Dashboard  (Monthly) 

3. TAU calendar (Monthly) 

4. Major Events pipeline (Monthly) 

CE sub-reports in Resource Centre 
• Finance Report (Monthly) 

• Risk Report (Monthly) 

• Customer Strategy / CRM / eDM benefits dashboard   (Quarterly) 

• Capital Projects Report (Bi-monthly) 
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  Operating Performance – FY2026 

                                                     
  

 Key commentary 
 

A. Net Direct Expenditure is favourable year-to-date, driven by stronger-than-
budgeted performance across several key areas. Performing Arts and Stadiums have 
exceeded revenue expectations, supported by higher attendance and increased event 
activity. In addition, the year-to-date position has been bolstered by the receipt of 
external one-off funding for various initiatives, which has offset planned expenditure 
and further contributed to the favourable result. 

B. Direct revenue is favourable year-to-date, driven primarily by the strong 
performance of Stadium events, which have exceeded attendance and revenue 
expectations. The result has been further strengthened by the receipt of external 
funding for Visitor Economy, and Marketing initiatives. Collectively, these factors have 
contributed to a financial position that is stronger than budgeted for the period. 

C: Direct expenditure is unfavourable year-to-date, primarily due to higher event-
related costs associated with increased Stadium activity levels. Additional unfavourable 
variances reflect expenditure linked to externally funded Visitor Economy, and 
Marketing initiatives. 

D. Capital expenditure is below budget year-to-date, as several projects remain in 
their planning and initial implementation phases. The full-year capital expenditure is 
progressing steadily with current forecast estimated at $73 million, representing full 
spend of the approved FY26 capital program. This variance to date primarily reflects 
timing differences, with expenditure expected to increase as projects progress through 
delivery stages in the latter part of the year. 
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