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Developing an SLO Framework

1. Identify stakeholders

2. Engage with stakeholders to understand their viewpoint/concerns

3. Develop and understand the stakeholder “framework” - which stakeholders hold the 
greatest influence with regards to the granting of SLO?

4. Work in partnership with stakeholders to obtain/maintain social license



Angus & Associates’ Views on Tourism Research

In 2017 we launched our ‘Views on Tourism’ research 
programme.  We adapted the levels of social license 
model to produce a “Tourism Approval Rating” (TAR)

EOY results (to June 2018) -

TAR New Zealand (Inbound): 41
TAR Australia (Inbound): 61

TAR New Zealand (Domestic): 62
TAR Australia (Domestic): 68

TAR NZ regions (Inbound range): 31-51*
TAR Australian states (Inbound range): 52-73*

*Period July 17 to March 18
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New Zealanders’ Views on Tourism

“Way too many people, 
causing traffic and the 

prices to go up”

“In some ways, 
the city-wide 

organisations are 
putting so much 
emphasis on the 

comfort and well-
being of visitors 

that they are 
overlooking the 

comfort and well-
being of it's 

citizens.”

“In peak summer our roads are not able to 
take all the traffic congestion, parks are at a 

premium… so sometimes you stay home 
instead of getting out and about and investing 

money into your own city.”

“Our infrastructure was not 
built for the number of 

people using it. Either we 
need to restrict tourist 

numbers or improve the 
infrastructure.”

“…when I visited my 
home area Taranaki at 

xmas time Waiwhakaiho 
river had so many 

freedom campers it was 
ridiculous. Only one 

toilet and there were 60 
vehicles camped up 

there and tents umm I’ve 
never seen it like that 

before. Why don’t they 
stay in the campsites?”

“There is not the 
infrastructure to support 

the level of tourism. There 
is carnage on the roads 

and the freedom campers 
are defecating 

everywhere. New Zealand 
is becoming too expensive 

for New Zealanders in 
many cases it is cheaper to 

holiday in Australia than 
take the family to the likes 
of Queenstown, Rotorua, 

Auckland or Mount Cook.”

“The airport struggles to 
cope and traffic on the 
roads increases. Hotels 

struggle too we are 
told.”



Maintaining community support for tourism is the most important challenge we face

For other sectors, community support is helpful; for tourism, it’s critical  

Communities ARE our tourism product

Stephen England-Hall, Tourism New Zealand Chief Executive, on the 100% Pure brand:

“What it doesn’t do is showcase New Zealand’s unique people and culture, our way of being, our 
warm welcome. …Tourism New Zealand is working… over the coming months to incorporate 

people and culture into New Zealand’s tourism brand.” (May 2018)



Where to from here

▪ We’ll be delving into these issues further in the coming year
▪ We’ll be looking at pain points and possible solutions at a regional level

Tolerance of an industry or organisation is lower where the benefits of that industry or 
organisation are not clearly felt  

We need to tell the ‘value of tourism’ story in ways that resonate with our communities
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If your organisation would like to partner with us in 

New Zealand, we’d love to hear from you -

P  +64 4 499 2212

www.angusassociates.co.nz

Level 5, Simpl House

40 Mercer Street, PO Box 25325

Wellington 6146, New Zealand

cristine@angusassociates.co.nz


