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C H A I R M A N ´ S  R E P O R T

We commenced the 2019-2020 financial year with a determination to push forward 
the projects highlighted in the Parnell Plan with the newly elected local government 
representatives, hoping to compensate for months of downtime pre and post elections. Even 
as we held our first face to face meeting with the Waitematā Local Board in February, the 
effects of COVID-19 were already taking shape. 

COVID-19, the subsequent lockdowns and removal of the international tourism market has 
changed the dynamic for Parnell retailers and hospitality and requires a reset and review of 
how we determine our own performance in the future. 

Several of our retailers have experienced a 70% drop 
in income, while others have prospered. In addition the 
neighbouring competitive retail landscape has ramped up 
with the addition of two significant retail precincts, Westfield 
(Newmarket) opening in late 2019 and Commercial Bay in 
June 2020, collectively offering over 300 additional retail 
and hospitality outlets. 

We anticipate additional vacancies in both the retail and 
hospitality sectors in the latter half of 2020/21. The tables 
below, from March 2020, reflect an extremely buoyant 
picture of commercial vacancies in the city fringe, but the real 
picture post COVID-19 will only emerge in the next year or so 
as commercial vacancies grow nationwide due to the impact 
of reduced income and the change in working patterns. 

The Parnell Business Association will continue to measure our 
performance in relation to our competitors regarding spend, 
transactions and vacancy rates and review our performance 
measures annually. Internally we will continue to report on 
web traffic, ROI on social media efforts, added value including 
sponsorship, media discounts and the like, as well as our 

progress on strategic efforts noted in the Strategic Framework and 
advocacy for the Parnell Plan. 

We will continue to take whatever actions we can to ensure that 
Parnell’s growth is supported by a safe and secure environment, as 
we attempt to absorb additional facilities addressing social issues 
that arrive in our precinct. Growing homeless and unemployment 
rates will not alleviate these challenges in the near future. 

The Executive Board have all given of their time and diverse skills 
and I would like to say thank you. Every year we have welcomed 
a few new members to the board, offering fresh perspectives on 
local issues.  The dedicated team under the GM Cheryl Adamson 
managed to work unabated right through the lockdowns, 
supporting our businesses wherever possible. Together with the 
voluntary board we will continue to advocate for Parnell through 
this challenging time. 

Yours Sincerely

Paul van Dorsten

F R I N G E  O F F I C E  P R E C I N C T P R I M E  O F F I C E  I N D I C ATO R S

2 0 1 8 2 0 1 9 2 0 2 0

Parnell 0.0% 2.8% 0.4%

Newmarket 0.5% 3.3% 0.0%

Grafton 0.0% 10.4% 3.1%

Newton 8.4% 5.2% 0.0%

K' Road 2.2% 7.6% 3.5%

Ponsonby 12.0% 2.1% 0.0%

Av. City Fringe 2.4% 4.2% 0.6%

Source: Colliers International Research, stats from March 2020 

then in the circle graph

there needs to be a heading saying

Fringe Office Precinct Overall Office Indicators

Then please construct the circle graph to represent the 
following numbers 

Parnell 4.2%

Newmarket 4.2%

Grafton 9.5%

Newton 5.3%

K'Road 11.2%

Ponsonby 3.2%

Av City Fringe 5.6%

Source: Colliers International Research, stats from March 
2020

F R I N G E  O F F I C E  P R E C I N C T 
O V E R A L L  O F F I C E  I N D I C A T O R S
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R E P O R T  O F  T H E  
G E N E R A L  M A N A G E R
“THE ONLY CONSTANT IN LIFE IS CHANGE” - HERACLITUS

Parnell, Auckland’s oldest suburb has seen its fair share of changes in its time, from 
the heady days of all night partying, into the GFC. Then a resurgence of niche retail 
and select tourism in Parnell over the last 5 years, plus the development of the 
warehouse precinct in and around St Georges Bay Rd. 

So now, standing in the face of a global disruption how does our small suburb 
respond? We certainly hope as it always has, with strength, agility, forward thinking, 
problem solving focus, class and a timeless grace that survives through whatever 
may arise. This together with a passion making Parnell the most desirable Auckland 
City Fringe precinct in which to do business. 

As we all focused on our local neighbourhoods in the past few months, we have 
certainly had time to appreciate what makes Parnell special, but also what poses 
significant challenges. Never before has the lack of core convenience (termed 
essentials in COVID lockdown) been so amplified as detrimental to the tenant 
mix in Parnell. We have raised this many times over the past years as the biggest 
deficiency in our tenant mix and we now find ourselves in a situation of being a 
Town Centre dominated by discretionary spend in a world where money may be 
tighter than ever before. 

Spend in the second quarter obviously dipped to almost zero, resulting in the impact 
on the annual spend as noted below. While June was encouraging, the subsequent 
lockdowns have created further uncertainty, and this will also be amplified in time, 
by the massive growth in online shopping. 

Our focus has been on finding ways to support our local businesses, whether that 
be by maximising their online appeal and reach, or enhancing the streetscape by 
addressing adjacent vacancies. Certainly a highlight of the last few months was the 
aesthetic transformation of 195 Parnell Road via a colourful flower window wrap as 
a form of community protest.  

Source Verisk/Marketview.                                                                                                                      

C O M P E T I T I V E  S P E N D

S P E N D I N G

R E T A I L  C E N T R E 2 0 1 9 / 2 0 2 0

Parnell -11%

Parnell Ext -15%

Ponsonby -16%

Remuera -9%

Newmarket +17%

CBD -19%

All of Auckland                       
* factoring in new developments.
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Spending was down by $28.2M (15.1%) over the last 12 months compared 
to the previous year.

We devised our own expression of a buy 
local campaign, distributed via our on 
online channels and traditional media. 
The campaign logo we created is a 
positive acknowledgement for all that 
Parnell has to offer, an ‘applause’ for all 
the things that make us special, at the 
same time putting our own hands up in 
support, with our heart in the centre.

I express my gratitude for the invaluable 
support of the Executive Committee 
and chair Paul van Dorsten, plus my 
team whose dedication to the welfare 
of our businesses continued seamlessly 
while working remotely. 

Your Sincerely
Cheryl Adamson
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A N N U A L  R E P O R T  2 0 1 9 / 2 0 2 0 

A D V O C A C Y  A N D 
R E P R E S E N T A T I O N
THIS WAS A FRUSTRATINGLY SLOW YEAR IN 
TERMS OF ANY PROGRESS WITH COUNCIL 
AND THE LOCAL BOARD. AS ANTICIPATED 
THE LOCAL BODY ELECTIONS IN SEPTEMBER 
LAST YEAR CONSUMED MONTHS OF THEIR 
TIME AND WE ONLY HAD OUR FIRST FACE TO 
FACE MEETINGS IN FEBRUARY.  A MONTH OF 
ACTIVITY AND SUBMISSIONS ON THE BUDGET 
FOLLOWED, ONLY TO BE IMMOBILISED 
BY LEVEL 4 LOCKDOWNS AND THEN AN 
EMERGENCY BUDGET CONSULTATION. 

C O U N C I L  A N D 
T R A N S P O R T  U P D A T E

C O N S U L T A T I O N S

The PBA actively participated in submissions for the Auckland 
Council Budget 2020/2021, plus the post lockdown Emergency 
Budget 2020/2021 (including the Local Board Plans). We also 
submitted on the Climate Change Framework, The City Centre 
Masterplan Refresh and the CCO Review.

During March 2020, business members in lower St Georges Bay 
Rd/Faraday Street participated in a community submission to 
request the Waitematā Local Board advocate for a streetscape 
upgrade in the next LTP. This has been documented in the Local 
Board Plan 2020, due to be adopted in October. 

The PBA submitted on the Emergency Budget and supported 
a zero or less than 2.5 percent rates increase on the basis of 
several pertinent points. However, as we know, Auckland 
Council came back with a 3.5 percent increase, citing several 
budget restraints as before, but also including the unforeseen 
costs to rectify the Auckland water situation. 

C I T Y  C E N T R E  M A S T E R P L A N 
R E F R E S H

The CCMP is the key guiding document for the Auckland 
Council whānau, setting the strategic direction for the city centre 
over the next 20 years. During 2019 consultation took place 
and the digitised version of the CCMP refresh was released in 

May 2020. ‘Transformational move 2: the 
east and west stitch' proposes to expand 
the city centre eastward and westward, 
enabling new development towards the 
Victoria Quarter and Parnell. Grafton Gully. 
The area from Stanley Street to the Ports of 
Auckland is projected as a well-designed, 
tree-lined, multi way boulevard bordered 
by mixed use buildings creating a safer 
and more attractive place for people.This 
could improve connections between the 
city centre and Parnell – however on a 
very long-term horizon. 

NZ Transport Agency (Waka Kotahi) will soon be demolishing 
four vacant buildings it owns at 154-174 Beach Road, Parnell, 
primarily for health and safety reasons, as the buildings have 
been assessed as an earthquake risk.  

The site was purchased in 2002 for a future project to improve 
access for the Port/Grafton Gully currently programmed to start 
in 2028. 
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M A R K E T I N G ,  E V E N T S                       
A N D  P U B L I C I T Y

Following shortly after the successful Elements of Parnell in 
July last year, we launched our annual décor promotion. This 
has always been a very successful consumer competition, but 
we wanted to deviate from a single high-end print media, as 
we observed a reduced interest in subsidised placements from 
our home décor businesses. Home & Style was selected as the 
primary online distribution media with Verve online as a support. 
The objective has always been to create awareness of our many 
suppliers in this category and position Parnell as the ultimate 
design destination in Auckland. The competition closed with 
over 7,100 entries, the most we have ever received. 

Artweek was well attended on our nominated Saturday morning 
with both walking and cycling tours visiting the galleries and we 
actively supported the newly installed Te Tuhi studios at Parnell 
Station.  

Our Christmas bauble was installed again and enjoyed, but we're 
disappointed that Auckland Transport denied us permission to 
re-install the street pole motifs. We focused our attention on 
creating a printed Gift Guide and distributing this to all Parnell 
residents. 

FROM AN ELEMENTAL JULY KICKOFF TO A BUSY 
PROMOTIONAL CALENDAR FOR THE YEAR 
AHEAD, COVID-19 HAD US RAPIDLY CHANGING 
COURSE AND DEVISING OUR OWN SPECIAL 
TAKE ON A ‘BUY LOCAL’ CAMPAIGN, ONE WITH 
OUR HEART PLACED FIRMLY IN THE CENTRE. 
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Working at full capacity right through lockdown, initially we 
only had the option of supporting any businesses with online 
offerings, via our EDM channels and social media. 

At the introduction of Level 3, we focussed on all the hospitality 
outlets with take away offerings, some of which were really 
innovative. Our full campaign 'Hands up for Local' #loveparnell 
extended into Level 2.  The campaign logo we created is a 
positive acknowledgement for all that Parnell has to offer, an 
‘applause’ for all the things that make us special, at the same 
time putting our own hands up in support, with our heart in the 
centre.

Digital Outdoor marketing options are usually way outside our 
budget so we were really thrilled to negotiate substantial media 
partnerships at some key sites. 'Hands up for Local' #loveparnell 
enjoyed a rotating presence on billboard sites in Stanley Street, 
Parnell Rise Railway Bridge, 280 Parnell Rd, POAL billboard 
site on Tamaki Drive and as you enter Parnell from Newmarket. 
(Thanks to Go Media, JCDecaux, QMS, Lumo and POAL).This 
was echoed by several static poster sites in the suburb. The 
added value for the billboard media placements was $85,000.

The Year of the Rat, Jan/Feb 2020 was our fifth year of 
celebrating the Chinese Zodiac Animal and again we were 
supported by Barfoot & Thompson. Given the variable response 
to rats, we decided the most appropriate expression was that of 
street art with the offer of purchasing online prints. The calibre of 
artists involved was commendable, truly some of the country’s 
best in terms of street art profiles. The idea of doing art on the 
street was not without its challenges and while we really battled 
to get permission from several landowners, thankfully Auckland 
Transport let us use the footpaths. Social media engagement 
was strong and several retailers gave us positive feedback, 
especially those who were near/at an installation. We engaged 
well known, mainstream media partners in the form of Concrete 
Playground and the Chinese Herald.  

However, the one disappointment was the limited money we 
managed to raise for Starship.

The date of the lunar new year 2020, falling over both Auckland 
Anniversary Day and Waitangi Day was not ideal and certainly 
contributed to delayed apathy. But the Chinese New Year being 
dominated by news of the Coronavirus, which manifested in 
several events, including the Lantern Festival being cancelled. 

The Faraday Festival, planned as a street festival for the 27th 
March, had to be cancelled due to COVID. 

As Level 4 lockdown commenced, our team jumped into action 
to try and support our businesses wherever possible. 
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Weekly EDMS to our database, supported by social media 
marketing, footpath decals, a feature in Verve  and a voucher 
booklet featuring 32 retailers accompanied the campaign 
rollout.

W E B S I T E  A N D  S O C I A L  M E D I A 

An expression of interest for the development of a new website 
was distributed late 2019 and awarded early 2020.  The existing 
website has served us very well for the past 6 years and a decision 
to invest in a new site was based upon increased maintenance 
costs due to the number of plug ins added from time to time, 
plus the visual appeal of the site looking dated. Our website 
is still one of our vital communication tools and accounts for 
over 75,500 annual organic searches being directed to local 
businesses, who are found on our site before their own. 

The annual traffic stats were just below the 
previous year 158,760 (18/19) versus 147,330 
(19/20). Obviously the traffic leading up to and 
during lockdown dropped significantly so this is 
not a poor result. 

Social media engagement was extremely good 
over Year of the Rat with lots of positive comments 
and an audience increase  on both Facebook 
and Instagram. Several of the artists with good 
followings were active in sharing on their platforms 
as promised. 

Over the lockdown, paid Facebook marketing was directed to 
individual businesses. 

In terms of our ROI on all our social media, the values are 
calculated based on industry norms and reviewed from time 
to time taking into account the increased costs of Facebook 
advertising. The earned media value for the social media 
group of Facebook, Instagram and Twitter as a result of ‘total 
impressions’, interactions such as ‘clicks, comments and 
mentions’, ‘fans’ and ‘people talking about our brand’ over the 
past year was over $270,000. 

P R  &  P U B L I C I T Y

We have often been challenged with the difficulty of gaining 
an improved profile for the Parnell Business Association in 
the business media, so near the close of the financial year we 
employed the services of a Parnell based communications 
company for a trial period. 

HANDS UP 

FOR LOCAL

#loveparnell

SEARCHES ON 
PARNELL.NET.NZ 

TO BUSINESS 
DIRECTORY

75,500

HANDS UP FOR LOCAL

#loveparnell

COMPLIMENTARY ORGANIC 
IN-SALON HAIR RITUAL WITH 
ANY CUT & COLOUR SERVICE 

(T’S & C’S APPLY.)

(T’C & C’S APPLY.)

HANDS UP FOR LOCAL

#loveparnell

15% OFF ORDERS & 20% OFF FLOOR STOCK (T’S & C’S APPLY)

HANDS UP FOR LOCAL

#loveparnell

$10 OFF WHEN YOU SPEND $50 OR MORE(T’S & C’S APPLY.)

HANDS UP FOR LOCAL

#loveparnell

BROW THREADING AND 
UPPER LIP THREADING FOR $22(T’S & C’S APPLY.)



PARNELL BUSINESS ASSOCIATION10

2
0

1
4

/
2

0
1

5

2 4 . 7

2
0

1
5

/
2

0
1

6

1 9 . 3

2
0

1
6

/
2

0
1

7

1 7. 2

2
0

1
7

/
2

0
1

8

1 5 . 7
2

0
1

8
/

2
0

1
9

2 3 . 1

2
0

1
9

/
2

0
2

0

2 0 . 5

B
U

R
G

L
A

R
Y

T
H

E
F

T

In terms of the monthly incident reports 
provided by NZ Police, our monthly 
average has reduced slightly compared 
to the previous year. However this does 
not reflect an accurate representation of 
the facts. Over lockdown the incidents of 
thefts from vehicles/or thefts of vehicles 
(cars bikes etc), was far lower, but over 
the full year, there were more incidents of 
burglaries and general theft. 

Possibly one of our most challenging 
aspects in terms of sustaining a safe 
business environment in Parnell is 
the recent proliferation of ‘supported’ 
accommodation in Parnell via a range of 
organisations including the Ministry of 
Social Development (MSD), the Ministry 
of Housing & Urban Development (HUD), 
State Housing (Kāinga Ora) as well as 
private charitable trusts. 

Unfortunately this has accelerated 
after the COVID lockdowns as several 
accommodation facilities welcome the 
income from government departments, 
plus there are more people in need of 
assistance. Within the 1.2km stretch 
from Holy Trinity Cathedral to Stanley 
Street we now have five ‘supported 
accommodation’ facilities. The newest 
addition is no 2 Stanley Street, which has 
been leased by the Grace Foundation, for 
women on bail or in remand. 

C R I M E  P R E V E N T I O N  
A N D  S E C U R I T Y  P L A N

The three year lease on phase 1 of our 
CCTV network ended in this financial 
year. We have been extremely happy 
with the performance of both the system 
as well as the contractors and have now 
moved onto a maintenance contract to 
preserve these assets as long as possible. 
We have had several requests over the 
past year by NZ Police for CCTV footage 
from our cameras in order to assist with 
crime investigations. 

Our contract with Platform 4 Group has 
continued successfully over the past year. 
The night time patrols are slightly less 
than we would like but we still need more 
members to support the service in order 
for it to grow. 

Over Level 4 lockdown, we increased 
the night patrol hours as many owners 
were away from their businesses for an 
extended period. Several incidents of 
compromised security were picked up 
and reported individually to landowners, 
who expressed gratitude at the service. 
The day time patrol officer remained on 
duty right through lockdown and one of 
the growing concerns over that period 
was the increase in tagging, with over 80 
being reported during Level 4. Usually 
we are able to get these cleaned up 
quickly by council contractors and the 
owners of power boxes, but since they 
were not operating during lockdown, the 
tags accumulated really quickly. Council 
contractors have since returned and 
cleaned up most of the tagging, but are 
also now limiting their services in terms of 
business premises. 

The day time Crime Prevention Officer 
continues to be an invaluable resource 
and his regular interface with members 
extremely important. Often our dairies are 
the first touchpoint of criminal activity in 
the area, and images from their CCTV vital 
for distribution with other members. 

Our crime prevention programme has always been reported in two parts, our 
investment in CCTV plus our day and night time patrols. These two components 
work together to provide an holistic and integrated Security & Crime Prevention 
Plan. 

It is unfortunate that there is a direct 
correlation between criminal incidents 
and some residents (or their visitors), many 
of whom are known to us and our retailers. 

We constantly work with NZ Police 
(who are hopelessly under resourced, 
especially with the added responsibility 
of all the quarantine hotels), plus any 
other security providers and facility 
operators where possible. We interface 
with the Ministry of Social Development 
and the City Mission to assist with wrap-
around services for vulnerable residents 
who may be suffering from alcohol and 
drug addiction. However, the volatility of 
these residents and their visitors erupts 
regularly and this is a difficult situation 
which requires a complex collaboration of 
support services.

We have taken this issue to local 
politicians and government departments 
as the concentration in our small district 
is starting to become overwhelming, and 
the business community and our budgets 
burdened to support government social 
initiatives. 

Regular communication with business 
members takes place as well as 
encouraging them to report all incidents 
to NZ Police 105. 
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M E M B E R  N E T W O R K I N G  A N D 
B U S I N E S S  D E V E L O P M E N T 

N E T W O R K I N G  A N D  M E M B E R 
S U P P O R T

During the second half of 2019, certain members hosted 
some fabulous B2B events. Obviously, however, our 
monthly B2B networking events were curtailed from 
March onwards, reducing the number that were held in 
the past year. 

One of the first critical challenges several members 
expressed as soon as COVID hit, was the renegotiation of their 
rentals. While some of these negotiations obviously took time 
as the situation evolved, we certainly heard that many key 
landowners demonstrated immense compassion for their tenants, 
especially during a time of huge uncertainty.  Unfortunately there 
are obviously those businesses who are not satisfied with their 
outcomes. 

From our observation, there was one outstanding feature that 
became very clear in the first few weeks of COVID. Retailers who 
had already developed their online assets, were able to quickly 
adapt and switch their offerings to online with far greater ease, 
and in effect ‘pivot’. We witnessed that with a range of businesses 
including several in the health and wellness sector, but it also 
extended to various platforms offering pre purchasing of vouchers 
for future food consumption. Another key observation was ‘when 
in crisis, communicate, communicate, communicate’, to keep your 
customers engaged. Examples included, fashion staying engaged 
via consumers being encouraged to model clothes from their own 

wardrobes, galleries offering to render visuals of new painting 
in your home, to a gratifying number of businesses offering free 
webinars on a wide range of subjects. Parnell based The Ice House, 
were leaders in this initiative. 

Knowing that the level of digital assets competency within our 
member network was highly variable,  the PBA made the offer to 
consumer facing businesses to pay for free digital audits of their 
web and social media. Several businesses took up this offer and 
were then encouraged to apply for funding from the Regional 
Business Network for Digital Enablement. 

Positive feedback endorsed this initiative as invaluable for some 
businesses.

As we reflect on the impact of the last few months, we appreciate 
that there are some businesses in Parnell, whose businesses have 
unfortunately been totally marginalised until the border re-opens, 
such as those in outward-bound travel. There are also other small 
businesses, (especially if overexposed to the tourist sector) who 
have literally had to change not only how they sell their products 
(online or in store), but to whom, and to change not only their 
customer base, but also their product range. 

Whether these multiple challenges can be overcome by the 
respective SME’s, will become evident over the next few months. 

  

M E M B E R S H I P  C O M M U N I C A T I O N

How absolutely vital our 11,000+ plus database is, was certainly amplified during 
the lockdowns. Our office team continued as normal, offsite, to communicate 
with all our members and the general public. This together with our social 
media platforms and website became the mainstay of distribution of member 
information. Not only did we set up a COVID-19 information page highlighting 
the almost daily policy changes, level restrictions, wage subsidies and funding 
prospects, but we also actively sought out opportunities to increase the reach 
of those members who were able to use their online 
platforms to continue business.
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T E N A N T  M I X  A N D 
S P E N D
To say that 2019/202O year has certainly been one dominated 
by change in the retail sector is an understatement. 

Leading up to the last quarter in 2019, the media reported 
that in the space of four kilometres in central Auckland two 
behemoth lifestyle centres were set to open and that the 
amount of retail space across Westfield Newmarket and 
Commercial Bay would bring over 300 new and established 
retailers to the city.

277 Broadway opened in September and 309 Broadway 
followed later, the collective spanning two blocks, linked by 
a double-height glass and steel 
airbridge over Mortimer Pass. 
Described by owners as a ‘Living 
Centre’ that promotes hours of 
visitation boasts a rooftop lifestyle, 
dining and entertainment precinct, 
and oodles of parking. 

The impact of Westfield in 
Parnell was certainly seen from 
November to February with a 
drop particularly in hospitality 
support, but also in other store 
types. (reference Marketview) The 
closure of the Caltex on Stanley 
Street also impacted spend in the 
last quarter of 2019. From February we started to see the 
falloff of international spend, which is key to certain boutique 
retailers, who note that tourists accounted for 70% or more of 
their turnover. 

Obviously this all came crashing down in March as lockdowns 
approached.  

While the Colliers report on prime commercial vacancies 
up to March 2020 still looks extremely buoyant at 0.4% for 
Parnell we anticipate that the commercial vacancies will trend 
dramatically upwards in the next year as staff are rationalised 
and more and more people work from home. (Source Colliers 
International Research)

Verisk/Marketview report 
on spend for the second 
quarter of 2020 reflected 
the following comparisons 
during lockdown. Where 
Parnell Road and the Parnell 

BID precinct were down -48% and -47% respectively, the 
CBD was -59%,  Ponsonby -42%, Remuera -16.5% and 
Newmarket -11.7%. 

The annual report for the year 2019/2020 reflects the 
following in terms of spend. Parnell Road and the Parnell BID 
precinct were down -11% and -15.1% respectively, the CBD 
was -19%, Ponsonby -16.2% and Remuera -9% Although 
experiencing the obvious drop in April, Newmarket was still 
up +17% for the year.  

Never before has the lack of core convenience (termed 
essentials in COVID lockdown) been so amplified as 
detrimental to the tenant mix in Parnell. The Parnell Business 
Association has raised this many times over the past years 
as the biggest deficiency in our mix and we now find 
ourselves in a situation of being a Town Centre dominated 
by discretionary spend in a world where money may be 
tighter than ever before. One of the lessons learned from the 
lockdowns is that areas well serviced by convenience retail 
have fared far better. 

A further challenge to our retailers that emerged during 
lockdown is the huge growth in online sales. 

Many New Zealanders that had never shopped online before 
shifted their shopping habits during lockdown. The Covid-19 
special edition of the NZ Post’s eCommerce Review, 'The Full 

W E E K L Y  O N L I N E  S P E N D 20202019
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Source NZ Post’s eCommerce Spotlight Report
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Download,' examined the shopping habits of Kiwis during the 
first half of the year stating that even people who traditionally 
did not shop online much,  became converts after COVID.

Online spending for the six months to June 30 was 30 per 
cent higher than in the same six months last year and there 
was also a 62 per cent increase in shoppers over 60 years old. 

But obviously not all sectors benefitted equally. Essentials 
were the obvious big winners: (Food, Groceries & Liquor 
and Clothing & Footwear), followed by the home sector 
(Homeware, Appliances & Electronics), as many families 
spent time cooking and device watching. 

Unfortunately for Parnell, the growth in this component of 
spend would have only had a small impact on retailers who 
managed to pivot to an online offering in time (as did certain 
galleries and take away menu options). 

In terms of hospitality, (which is a key area of spend for  
Parnell), February saw the opening of Partners n Crime in 
Parnell Road, the expansion of Barulho and the opening of 
Fonda, in Faraday Street. 

During Level 3, Woodpecker Hill did a complete refurb and 
menu change and relaunched under the name of The Golden 
Nest at Woodpecker Hill. Non Solo Pizza also did a major 
refurb and re-opened  in  August. 

Lessons from lockdowns and a trend toward a 'quarantine of 
consumption' (according to forecasters such as Li Edelkoort) 
leave us asking if shoppers will still be satisfied with fashion 
as usual 'in throwaway heaps' or will they be looking for 
beautiful and meaningful items that have been well crafted 
and carefully curated? 

Parnell is extremely fortunate in that we have a select 
group of niche retail that is valuable, desirable and not mass 
consumption led. People may buy less in the future, but 
we believe there are certainly opportunities to target those 
consumers who are looking for something special, individual 
and creative.  
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T H E  E N V I R O N M E N T  A N D 
S T R E E T S C A P E S
MINDFUL OF THE POTENTIAL IMPACT OF GROWING VACANCIES 
POST COVID-19, THE PARNELL BUSINESS ASSOCIATION 
FOCUSSED ON SHORT-TERM INTERVENTIONS TO IMPROVE 
THE STREETSCAPE BY ADDRESSING THE WINDOWS OF 
VACANT PREMISES. POSSIBLY ONE OF THE MOST NOTICEABLE 
STREETSCAPE ENHANCEMENTS IN THE LAST FEW MONTHS 
WAS THE AESTHETIC TRANSFORMATION OF 195 PARNELL ROAD 
VIA A COLOURFUL FLOWER WINDOW WRAP AS A FORM OF 
COMMUNITY PROTEST. 

The idea to camouflage and window wrap 195 Parnell Road was a way to breathe 
life and vibrancy into a very rundown site, particularly at such a fragile time for 
small business owners who are adapting to a post-COVID era. The property has 
been empty for over a decade, with only a small respite over the past 2 years of 
part occupation for a pop up Christmas shop. Over the years, the business and 
residential community has expressed absolute disdain with the vacant premises, 
which have become an eyesore and impacted the overall image of our precinct. 
The overseas landowner has refused several offers via agents to lease it out and has 
declined to even start negotiations with several local landowners who have offered 
to purchase the property.

Several local retailers and residents contributed to the protest by placing bright 
flower decals onto the wrap to embellish the exterior window front, and the initiative 
received good coverage in New Zealand Herald. 
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We do believe that as our local community continues to rebuild in the 
wake of this global pandemic, we have a responsibility to maximise the 
attractiveness of our surroundings, and to influence landowners wherever 
possible, as it becomes increasingly difficult to trade adjacent to long-term 
vacancies. Several of the key landowners in Parnell take immense pride in 
their properties and have addressed vacancies by allowing neighbouring 
tenants to activate empty premises, installing pop ups, or refurbished empty 
premises and marketed leasing opportunities via neat vinyl wraps. The 
PBA have offered opportunities to other landowners to create interesting 
window displays and received favourable responses from the public and 
adjacent businesses. 

This initiative is going to need to be accelerated by all parties as we 
anticipate further vacancies in the last quarter of 2020 and beyond. 

In the months leading up to the lockdown the PBA conducted a survey 
of hospitality businesses who were keen to direct some of their waste to 
composting and offered to pay for a FREE six-week trial. Initially there was 
good interest and we had hoped to launch in March, but had to cancel due 
to the lockdowns. We are struggling to regain the impetus and hope to 
launch in the next few months. 
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A D D E D  V A L U E  2 0 1 9 - 2 0 2 0

Member Contribution to Marketing 
Initiatives $5,083

Member contributions to category 
promotions and newsletter 

Associate Membership $431

Free Publicity & PR $60,065

Calculated on ‘Equivalent Advertising 
Value’ of space

Social Media Coverage $273,514

Calculated on ‘Earned Media Value’ for 
reach and engagement based on industry 
standards

Added Media Discounts $88,320

Calculations based on discounts 
negotiated lower than rate card 
information

Member Hosted Networking Functions $5,750

Value of Monthly Network meetings 
hosted by members

Sponsorhsip, Prizes & Donations $44,056

Sponsorship Elemental 2019 and Chinese 
New Year 2020, plus prizes and donated 
vouchers for various promotions

TOTAL (including GST) $477,219

A D D E D  V A L U E  A N D  
A D D I T I O N A L  I N C O M E 

although the total was similar, the source of the added value 
was very different.  

The ROI on social media incorporated the group of Facebook 
and Instagram and recalibrated taking into account the 
increased costs of Facebook advertising. 

Significant free media placements were acquired for our 
'Hands up for Local Campaign' and good sponsorship for the 
winter festival ‘Elements of Parnell’ was received from ATEED 
and The Stones/Ray White. Barfoot & Thompson again 
sponsored Chinese New Year and the final year closed with 
some good publicity in the NZ Herald. 

F I N A N C I A L  R E P O R T 
The 2019 AGM approved an 8.5% increase in the BID income as from July 2020. However we decided to forgo this in light of the 
impact of COVID-19 on our members.  In order to comply with the new legislation for financial reporting for Incorporated Societies 
and Charities, we have adopted the new reporting standards in our financial statements. The next few pages highlight excerpts of the 
audited Parnell Business Association Performance Report, which is available in full, as a separate document, as well as on our website. 

In order to add value to the budget and delivery of outcomes 
to our business members, we constantly seek to enhance/
increase or maximise the budget in the following ways. We 
source income from special grants, sponsorships and member 
contributions to marketing initiatives. We also try and gain 
free publicity wherever possible to enhance positive media 
exposure for Parnell, which is calculated based on equivalent 
advertising value. We calculate the 'Earned Media Value' for 
Social media based on industry standards for engagement. 
Wherever possible we negotiate media discounts and 
additional free coverage. One of the ways our members 
provide sponsorship is by hosting monthly network events, 
providing a venue, refreshments and snacks. In addition, 
prizes and donations are sourced for promotions and other 
marketing initiatives. 

The added value for 2019-2020 was very close to the 
previous year, representing an equivalent of $477,000, but 

A D D E D  V A L U E

$135K $257K $482K$467K

The total 'Added Value' 
includes the revenue 
component reflected 
opposite in the 
financials.

2014/15 2015/16 2016/17 2017/18 2018/19

$478K

2019/20

$477K
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 S T A T E M E N T  O F  F I N A N C I A L  P E R F O R M A N C E 

P A R N E L L  B U S I N E S S  A S S O C I A T I O N  I N C O R P O R A T E D  A S  A T  3 0  J U N E  2 0 2 0
Account Notes 2020 2019

Revenue

Grants, fundraising and other similar revenue 1 $855,000 $815,000

Interest, dividends and other investment revenue 1 $553 $564

Revenue from providing goods and services 1 $26,168 $46,473

Total Revenue $ 881,722 $862,037
Expenses

Member Services and Activities 2 $485,640 $500,746

Personnel and employee related costs 2 $273,277 $274,253

Administration & Infrastructure 2 $81,167 $74,389

Total Expenses $840,084 $849,388

Surplus/(Deficit) for the Year $41,637 $12,649
This Statement is to be read in in conjunction with the Notes to the Performance Report, and the accompanying Independent Auditor's Report. The full Performance Report 
is available as a separate document and is also on our website.

 S T A T E M E N T  O F  F I N A N C I A L  P O S I T I O N

P A R N E L L  B U S I N E S S  A S S O C I A T I O N  I N C O R P O R A T E D  A S  A T  3 0  J U N E  2 0 2 0
Account Notes 30 Jun 2020 30 Jun 2019

Assets

Current Assets
Bank accounts and cash 3 $335,457 $303,394

Debtors and prepayments 3 $68,011 $65,766

Other Current Assets 3 $26,550 $0

Total Current Assets $430,018 $369,160
Non-Current Assets
Property, Plant and Equipment 5 $18,640 $24,989

Total Non-Current Assets $18,640 $24,989
Total Assets $448,658 $394,149
Liabilities

Current Liabilities

Advance of Grant 4 $213,750 $213,750

Creditors and accrued expenses 4 $49,912 $35,643

Employee costs payable 4 $44,347 $45,745

Total Current Liabilities $308,010 $295,138
Total Liabilities $308,010 $295,138

Total Assets less Total Liabilities (Net Assets) $140,648 $99,011
Accumulated Funds

Accumulated surpluses or (deficits) 6 $140,648 $99,011

Total Accumulated Funds $140,648 $99,011
This Statement is to be read in conjunction with the Notes to the Performance Report, and the accompanying Independent Auditor's Report. The full Performance Report is 
available as a separate document and is also on our website.
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T H E  P A R N E L L  P L A N . 

Following PBA submissions and presentations at hearings, plus the 
submissions of several business in and around St Georges Bay Road, 
the Waitematā Local Board have included the streetscape upgrade of St 
Georges Bay Road/Faraday Street as a priority advocacy project in their 
Local Board Plan 2020, with the intention to seek funding in the next 
LTP from the Governing Body and Auckland Transport.

They have also noted the need to advocate for accessible pedestrian 
and cycling connections to Parnell Station, open the Greenways route 
from the Strand through the old Parnell rail tunnel and create accessible 
pedestrian connections from Parnell Station to the Domain, the Strand 
and Parnell Town Centre.

We are hopeful we may see some progress to the walking links from 
Parnell Station to Auckland Museum as previously budgeted. 

In addition the Local Board have committed to renew the building 
interior and exterior of the premises on site in Heard Park to ensure 
it is compliant and fit for purpose including the reinstatement of the 
toilets in the building. Also to undertake a concept plan for Heard Park 

B U S I N E S S  P L A N  2 0 2 0 / 2 0 2 1

A D V O C A C Y  A N D 
R E P R E S E N T A T I O N

– this will include identification of future budget 
requirements as well as identifying a new location 
for the toilet amenity building.  Following that, 
there is an allocation to renew and upgrade the 
park assets in line with the concept plan. 

S T A T E  H I G H W A Y  1 6 / T H E 
S T R A N D

A key challenge in the short-term will be to 
manage The Strand interim plans for the benefit 
of local business. Currently Waka Kotahi (NZTA) 
are investigating options to address the safety 
issue at the St Georges Bay Road intersection as 
well as The Strand / Gladstone Road intersection, 
but have also mentioned special freight vehicle 
priority lanes. With demand driven by the likes 
of the National Road Carriers Association, we are 
lobbying for an holistic approach that does not 
detrimentally affect business without adding any 
amenity.

WITH A REDUCED BUDGET AND LIMITED PRIORITIES, 
AUCKLAND COUNCIL AND THE WAITEMATĀ LOCAL 
BOARD WILL HAVE LIMITED OPPORTUNITIES TO 
FURTHER PROJECTS IN PARNELL IN THE UPCOMING 
YEAR. SINCE THE TRANSPORT CAPITAL DISCRETIONARY 
FUND HAS ALSO BEEN CURTAILED, EVEN SMALLER 
PROJECTS WILL BE DIFFICULT TO MOVE FORWARD. 
OUR MOST IMPORTANT ADVOCACY TASK IS TO KEEP 
OUR KEY PROJECTS TOP OF MIND AND MAKE SURE 
THEY ARE DOCUMENTED BY COUNCIL. 
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P R O M O T I N G  
T H E  S P A C E  T O  B E
FOR THE MONTH OF JULY, HEARD PARK WAS 
THE SPACE TO ENJOY RAINBOWGATE, A LIGHT 
INSTALLATION SPECIFICALLY DESIGNED TO 
ARTISTICALLY CELEBRATE DIVERSITY AND 
UNITY AND TO INSPIRE AWE, WONDER AND 
CONSCIOUS CHANGE.
A rainbow's ability to bring joy to just about anyone is probably 
why they're painted on kids' cheeks at fairs, why they're used 
to decorate birthday cakes, why they're mentioned in lyrics 
and poems and why both current cultures and cultures of 
the ages all have some mystical ‘rainbow myth’ that extends 
outside of the science of a rainbow and into the hopeful 
unknown. 

Post the first NZ Lockdowns, we felt this was apt as we are 
living in a world that needs hope more than ever.  The magical 
light installation encouraged families, friends, partners and 
locals to take a moment in Heard Park whether on the way to 
or from dinner in Parnell or just out for a walk. 

The visual provided lots of photo 
opportunities on Instagram and 
Facebook and we were very happy 
with the social media engagement 
received. 

Our annual online décor promotion 
will run in September, based on the 
success of 2019. Depending on future 
lockdown restrictions the following is 
planned.  

Artweek will drive consumers to the 
galleries with the lure of $2,000 to 
spend on an artwork in Parnell.

Towards the beginning of summer, 
we will again focus on the hospitality 
sector and Christmas will once more 
make use of our bauble in Heard Park. 

In Feb 2021, we plan to re-introduce 
the Faraday Festival, a street festival, 
in collaboration with the design and 
young tech businesses in that zone of 
the precinct. 

We envisage that The America’s 
Cup will give some impetus to the 
hospitality sector, both in terms of 

visitors to Auckland as well as locals 
wanting to enjoy time watching with 
friends. But the impact is not going to 
be anywhere near what was envisaged 
pre COVID-19.   

W E B S I T E  A N D  C I T Y 
F R I N G E  A P P

The build of the new website was partly 
delayed due to COVID-19 but was 
launched mid August. The new site 
boasts an updated visual appearance 
with dominant images and has all the 

functionality of the previous site. Several 
of our competitors have also refreshed 
their sites and competitive search 
functions, meaning that we now in turn 
need to direct more effort into our SEO.

Facilitated via ATEED and funded by the 
Waitematā Local Board, a website app 
has been developed for the City Fringe. 
Various components have been delayed 
due to COVID-19, but we expect the 
launch to be in the next quarter. 
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N E T W O R K I N G  A N D  
M E M B E R  A C T I V I T Y
B U S I N E S S  D E V E L O P M E N T     
A N D  N E T W O R K I N G 

Once we are back to level 1 again we will get back to 
the routine of monthly B2B meetings and hope this will 
continue unabated as members welcome the opportunity 
to network. 

Following the launch of the new website, we will need 
to refocus attention on updating the database. This is an 
ongoing task in our office and the loss of time over the 
lockdowns, combined with the closure of several small 
businesses is something to which we need to allocate 
resources, as members and landowners seldom advise us 
when business move out, many of whom are not visible 
from the street. 

N E W  D E V E L O P M E N T S  A N D       
T E N A N T  M I X 

We anticipate that the coming year will be slow regarding 
project initiation, but are hopeful some may achieve 
consents to proceed. 

Summerset Group Holdings Ltd will soon be applying 
for resource consent for their development in Cheshire 
Street, adjacent to Parnell Station. Once complete, the 
village will offer a range of modern, high quality, living 
options including apartments (1 bed, 2 bed & 3bed), 
serviced apartments, a care centre with a dedicated 
memory care centre. Amenities within the village will 
include a wellness centre, café, gym, swimming pool, 
bar, restaurant, café, cinema and library. The site will be 
extensively landscaped. The consent and application is 
for 216 independent units (apartments) and 100 care 
beds. Once consent is granted, this will also resolve the 
design for the improved access easement down to the 
station. Alongside this process Summerset are working 
collaboratively with Auckland Transport to help fund an 
additional underpass linking to Carlaw Park. 

The tenant mix in Carlaw Park has shifted over the past year with 
the Department of Internal Affairs leasing some large premises in 
Nicholls Lane and the University of Auckland Recreation centre 
taking premises in Stanley Street. 

After resource consent approval in Feb this year, work is underway 
at 28-38 Stanley Street (previously the Caltex site) for a 10-story 
student accommodation building containing 203 apartments, (total 
903 bedrooms) and further related communal student services, 
with a mixed use component on the ground floor. The building 
shape occupies the site along its four boundaries and is consistent 
in style with the current student villages in Carlaw Park. 

At the top of Parnell Road, the site was cleared to commence 
another retirement complex called The Foundation, without doubt, 
one of the most sought-after residential locations in all of Auckland, 
so close to public transport and several other amenities. 

On our periphery in George Street Newmarket, there are also plans 
for intensified apartment dwellings. 

401 Parnell Road has applied for consent to undertake a 
redevelopment of the site including the substantial demolition of, 
and alterations and additions to, the character supporting Marriott’s 
Building, and the construction of residential apartments on upper 
floors.

City Construction have begun work on Parnell Square, a multi-use 
artisan food market featuring local kiwi produce, right in the heart 
of Parnell.

As the streetscape of the village area evolves post COVID, we 
will keep an eye on anticipated vacancies. We are likely to see the 
conversion of more retail space by non-retail business who see the 
advantage of a street front opportunity to boost sales. We may also 
see more pop-ups and some premises repurposed to civic space. If 
we are looking towards the future of our town centres, it seems the 
solution we are looking for now is what builds resilience. 

In the warehouse precinct, Balwyn Investments, the owners of 
24 Balfour Rd,  (previously the premises of Whitecliffe College of 
Art and Design) engaged Fearon Hay Architects to come up with 
plans to convert it into upmarket office space, which is underway. 
Callaghan Innovations moved to the nearby Textile Centre. Whilst 
the main entrance to the building will be from Balfour Road, visitors 
and occupants will also benefit from a second and new entrance 
lobby on Kenwyn Street providing access to the sought-after St 
Georges Bay Road precinct and amenities. 

Carlaw Park student accomodation.
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O U R  G R E E N  S P A C E S  A N D 
A U C K L A N D  M U S E U M 
Auckland Museum is a major attraction in Parnell and as with 
most organisations they have had to review and adjust planning 
to respond to the significantly changed funding and operating 
environment caused by COVID-19 with a loss of self-generated 
revenue due to the absence of the international tourism market. 
As Auckland’s premier visitor attraction, they are shifting their 
attention to the cultivation of domestic audiences, developing 
new product offers and working alongside local and national 
tourism agencies. And with the predicted longerterm restrictions 
on international travel for most citizens, they remain committed 
to the importance of international special exhibitions in bringing 
the globe, to Auckland. 

FY 2020/21, will still reveal a substantially refreshed and 
improved visitor experience, with new spaces and offerings 
enabling Auckland residents and all visitors to learn more about 
Tāmaki Makaurau and its people, plus an expanded Special 
Exhibitions Hall, to host major international exhibitions, bringing 
the world to Auckland.

16.06.2020   p.6
STREET, BALFOUR ROAD
Fearon Hay Architects 

The refreshed South Atrium will provide a place of welcome, 
orientation and performance. Home to a vibrant new café, 
Museum Store and Kai Room. Capital projects to further 
transform the visitor experience have been put on hold.

We will continue to lobby for improved walking access via Parnell 
Station through The Domain and up to the Museum, (budget 
permitting).  We had hoped by early 2021 we would have been 
in a position to develop some featured walking attractions 
through the parks of Parnell, in preparation for  international 
major events. With limited budget for the foreseeable future, we 
will focus our intention on digitising these walks via third party 
opportunities as much as possible. 

We will continue to focus on activating the retail streetscape 
and have plans for a campaign on tactical urbanism over the 
summer months. In addition, we hope to get our composting 
initiative off the ground. 

The Foundation.

Kenwyn Street Lobby, 24 Balfour Street.
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P R O J E C T E D  I N C O M E  V E R S U S 
E X P E N D I T U R E  2 0 2 0 - 2 0 2 1  &  2 0 2 1 - 2 0 2 2

2020-2021 2021-2022

I N C O M E  S T R E A M S

Member targeted rate $855,000 $910,000
Estimated GST refund $67,639 $100,100

Associate Memberships
Special Grants

General Sponsorship & Advertising
Other Revenue

Total Income $922,639 $1,010,100
Income Carried forward $54,412

E X P E N D I T U R E

Member Services & Activities
Advocacy & Representation $27,188 $22,500

Security Plan $189,419 $160,000
Promotions & Events $179,468 $188,000

Generic Marketing Parnell $20,150 $15,000

Tourism Marketing $7,035 $22,000
PR & Publicity Parnell $50,677 $35,000

IT/Website $42,059 $25,000
CRM & Membership Communication $31,587 $35,000

Business Development & Networking $15,819 $12,000
Tree Maintenance/Lighting $26,940 $25,000

Precinct/Public/Community Project $6,500 $2,000

Vacancy Response $21,500 $20,000

Local transport/Shuttle $25,000

Parnell Plan Initiatives/Destination marketing $35,000
Research $12,300 $12,000

SUB TOTAL $630,642 $633,500

Operating Costs
Administration/Infrastructure $94,916 $98,154

Personell including Contractors $271,655 $278,446
SUB TOTAL $366,571 $376,600

TOTAL BUDGET (all inclusive of GST) $997,213 $1,010,100

C R I M E  P R E V E N T I O N 
A N D  C C T V
One of the challenges we have always experienced 
within the crime prevention programme is the speed at 
which we are able to transfer visual information about 
a suspect to an opt-in business member network, 
while still meeting the requirements of various privacy 
laws. Over the past 2 years, this has become even 
more crucial due to the fact that several of the new 
‘supported residents’ in the area may only be there for 
a week or more and then move on. This often results 
in them leaving a trail of incidents behind them by the 
time we have confirmed their identity with the Police.  

Given the recent increase in crime in Parnell, we are 
planning to increase the presence of CCTV and are 
evaluating various options in tandem with an app. If 
selected member businesses who have downloaded 
the app, and agreed to abide with privacy regulations 
will be able to view and upload images. 

Our budget currently provides for 3 new cameras in 
Parnell Road and we hope that in time this network 
will increase. 

We will continue to lobby for government agencies 
to assist with additional external pastoral and security 
support services in and around certain hotspots. 

Every effort has been made to verify the accuracy of the information at the 
time of going to print. Parnell Business Association accepts no liability for 
variances in information and change of circumstances or development plans.

I N D I C A T I V E  
2  Y E A R  B U D G E T      
The 2021/2022 budget represents a modest increase 
in income to allow for anticipated inflation on current 
initiatives, since our budget will have been the same 
for the past 2 years. It incorporates a few new key 
areas of investment we believe are necessary at this 
time, especially with local government budgets being 
under immense strain.

We have also made an allowance to continue a 
response to retail vacancies as we anticipate seeing 
more. There has been support for a potential public 
/ private partnership of a shuttle in Parnell which 
is needed to address shortcomings in the public 
transport for commuters and tourists. Finally, while the 
long-term projects as outlined in the Parnell Plan will 
be developed only as and when funding is approved, 
there are several smaller opportunities that can be 
developed to support the objectives of the plan 
moving forward. 
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2 York Street, Parnell

09 379 0606

parnell.net.nz

2 York Street, Parnell

09 379 0606

parnell.net.nz




