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Executive Summary 

The Louis Vuitton Pacific Series (LVPS) was a match race regatta in America's Cup Class yachts 

in Auckland. Racing started on January 30 and finished on February 14. The LVPS was organised 

and run by Louis Vuitton, Emirates Team New Zealand and the Royal New Zealand Yacht 

Squadron with support from the New Zealand Government, Auckland City, AucklandPlus, 

Tourism Auckland and Sky City Entertainment Group.  Ten syndicates participated in the event, 

with all ten teams sharing four boats loaned for the regatta from Team New Zealand and BMW 

Oracle Racing.  Team New Zealand won the Louis Vuitton Pacific Trophy, beating Alinghi 3-1 in 

the Cup Final. 

 

The LVPS was a relatively low profile event in New Zealand.  Despite the low domestic 

awareness levels our research has revealed that the event conferred a range of very tangible 

benefits on Auckland through a variety of impact channels. 

 

In aggregate the LVPS injected at least $16.10m of additional cash into the Auckland economy.  

This excludes any impacts generated by the Millennium Cup.1  This injection of cash increased 

regional GDP (i.e. the value of Auckland’s economy) by at least $11.54m.  This is a substantial 

impact for a short-duration event and represents a resounding economic success in our opinion.  

By comparison, the DHL Lions Series increased regional GDP by $43m in 2005, and the World 

Netball Championships increased regional GDP by $5.1m in 2007. 

 

The people that visited the Event Village were very satisfied with the quality and excitement of 

the LVPS and strongly supported more high quality events being hosted in Auckland.  The 

ability to get close to the boats and teams was highly valued by spectators, and the Event Village 

created an excellent atmosphere for the event.  A high percentage of Auckland residents felt that 

events like the LVPS made Auckland a more vibrant place to live and work, and more than three 

quarters of Auckland residents said that hosting the LVPS increased their pride in Auckland.  

The social impact of this event was therefore very positive. 

 

The TV coverage of the event consisted of race coverage produced with Virtual Eye technology 

supported by in-studio presenters and commentators.  TVNZ carried live coverage on TVNZ 

Sport Extra on the Freeview platform, and broadcast a 30 minute highlights package each night 

on TV ONE.  Domestic viewership of the LVPS was relatively low due to limited access to 

Freeview and restricted access to the live streaming on tvnz.co.nz.  However, international 

viewership was much higher due to Louis Vuitton’s strategy of maximising the exposure of the 

event internationally by distributing the daily coverage free of charge to as many networks as 

possible.  According to Louis Vuitton the daily highlights packages achieved 340 hours of air 

time over 30 channels in more than 100 countries, and reached more than 600 million viewers.   

 

Overall, the LVPS had a very positive impact on the Auckland region.  It expanded the Auckland 

economy by at least $11.54m during a challenging period for local businesses, delivered a high 

level of enjoyment and satisfaction to both Auckland residents and visitors, and gave Auckland 

significant international exposure through extensive media coverage.  We therefore conclude that 

the LVPS was a very successful event for Auckland that may also deliver long-term benefits.  It 

would be highly desirable to host the LVPS again in the future. 

                                                        
1 The Millennium Cup was a super yacht regatta with sections for sailing and motor yachts.  The event would not 

have been staged in the absence of the LVPS. 

http://en.wikipedia.org/wiki/Auckland
http://en.wikipedia.org/wiki/Emirates_Airline
http://en.wikipedia.org/wiki/Team_New_Zealand
http://en.wikipedia.org/wiki/New_Zealand_Government
http://en.wikipedia.org/wiki/Auckland_City
http://en.wikipedia.org/wiki/SKYCITY_Entertainment_Group_Limited
http://en.wikipedia.org/wiki/BMW_Oracle_Racing
http://en.wikipedia.org/wiki/BMW_Oracle_Racing
http://en.wikipedia.org/wiki/BMW_Oracle_Racing
http://www.virtualeye.co.nz/
http://en.wikipedia.org/wiki/TVNZ
http://en.wikipedia.org/wiki/TVNZ_Sport_Extra
http://en.wikipedia.org/wiki/TVNZ_Sport_Extra
http://en.wikipedia.org/wiki/TVNZ_Sport_Extra
http://en.wikipedia.org/wiki/Freeview_%28New_Zealand%29
http://en.wikipedia.org/wiki/TV_ONE


 

 2 

1. Introduction 

The Louis Vuitton Pacific Series (LVPS) was a match race regatta in America's Cup Class yachts 

in Auckland during January and February 2009. Racing started on January 30 and finished on 

February 14. The LVPS was organised and run by Louis Vuitton, Emirates Team New Zealand 

and the Royal New Zealand Yacht Squadron with support from the New Zealand Government, 

Auckland City, AucklandPlus, Tourism Auckland and Sky City Entertainment Group. 

 

Ten syndicates participated in the event (see table below). All ten teams used four boats loaned 

for the regatta from Team New Zealand and BMW Oracle Racing. This made participation more 

affordable for the teams. 

 

Table 1 Teams Participating in the Louis Vuitton Pacific Series 2009 

Country Team Name 

New Zealand Team NZ 

United States BMW Oracle Racing 

France K-Challenge 

South Africa Team Shosholoza 

Italy Luna Rossa 

United Kingdom Team Origin 

China China Team 

Italy Damiani Italia 

Greece Greek Challenge 

Switzerland Alinghi 

 

Up to six match races were held each day on a short windward-leeward course laid at the 

entrance to Auckland's Waitemata Harbour, between Rangitoto Island and the city foreshore. 

Four different courses were used depending on weather patterns. 

 

Team New Zealand provided NZL-92 and NZL-84 for the event. BMW Oracle Racing shipped 

USA-87 and USA-98 from Valencia for the event. The boats arrived in Auckland in mid-

December. All four boats were extensively redesigned and worked on by onshore crew before the 

event to make the boats easy to operate and the races as even as possible. 

 

Team New Zealand won the Louis Vuitton Pacific Trophy, beating Alinghi 3-1 in the Cup Final. 

 

http://en.wikipedia.org/wiki/Auckland
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http://en.wikipedia.org/wiki/New_Zealand_Government
http://en.wikipedia.org/wiki/Auckland_City
http://en.wikipedia.org/wiki/SKYCITY_Entertainment_Group_Limited
http://en.wikipedia.org/wiki/BMW_Oracle_Racing
http://en.wikipedia.org/wiki/Windward
http://en.wikipedia.org/wiki/Leeward
http://en.wikipedia.org/wiki/Waitemata_Harbour
http://en.wikipedia.org/wiki/Rangitoto_Island
http://en.wikipedia.org/wiki/North_Shore_City
http://en.wikipedia.org/wiki/NZL-92
http://en.wikipedia.org/wiki/List_of_IACC_yachts
http://en.wikipedia.org/wiki/USA-87
http://en.wikipedia.org/wiki/List_of_IACC_yachts
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1.1. Impact Channels 

The LVPS was a relatively low profile event in New Zealand.  Despite the low domestic 

awareness levels our research has revealed that the event conferred a range of very tangible 

benefits on Auckland through a variety of impact channels, including: 

 

 Additional money spent in Auckland by: 

o Louis Vuitton on event operations and corporate hospitality  

o Team New Zealand on boat preparation and maintenance for the event, much of 

which was funded by a government grant of $750,000 

o The nine visiting teams on accommodation, food and beverage, transport, 

branded spinnakers and general retail purchases 

o VIPs and corporates on accommodation, food and beverage, transport, retail 

purchases, corporate hospitality etc 

o Super yacht owners on boat maintenance that would not have been conducted in 

Auckland in the absence of the event 

o International media on accommodation, food and beverage, transport, and 

general retail purchases 

o Animation Research – the Dunedin-based company contracted to produce the TV 

content – on accommodation, food and beverage, transport, general retail 

purchases and general production costs 

o International and domestic spectators that travelled to Auckland specifically for 

the event (excluding corporate activity which is included above)  

 International exposure generated through: 

o A variety of reports and articles generated by around 60 international 

photographers and journalists, many of whom were brought to New Zealand by 

Louis Vuitton 

o Live daily streaming through the TVNZ website (this coverage was only available 

internationally due to domestic bandwidth issues) 

o Distribution of a daily news segment (2 minutes 30 seconds), a daily highlights 

package (30 minutes) for eleven days and three one hour shows through 

Eurovision to around 1,500 TV stations globally 

 Domestic exposure through: 

o A daily highlights package (30 minutes) on TV1 (broadcast in the evening) 

o Live daily coverage on Freeview 

o A daily news segment (2 minutes 30 seconds) 

o A radio broadcast on BSport Sailing 103.0 FM 

 Social benefits delivered by: 

o The ability of spectators to get close to the boats and sailors at the Event Village 

o A range of social and corporate functions connected to the event 

o The ‚feel good‛ factor associated with NZ taking on the world and winning 

o The ability of the public to watch the racing from key vantage points such as 

North Head  

 Longer-term benefits delivered by: 

o The possibility of hosting the event again 

o The business networking that took place during the event 

o The computer generated model of Auckland, which was developed by Animation 

Research as part of the broadcast package and can now be used as a tool for 

planning, marketing etc  

o Reinforcing Auckland’s status as a world class marine events destination 

http://en.wikipedia.org/wiki/BSport
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1.2. Research Methodology 

The LVPS imposed costs, and conferred benefits, on a wide range of stakeholders.  However, due 

to the complexity of the event no single organising party had all of the information required to 

determine the full extent of these costs and benefits.  Our role was to develop a big picture view 

of the event so that we could accurately describe the impact of the event on Auckland.   

 

Most of the information we sought was commercially sensitive and had to be sourced directly 

from event stakeholders.  All of the financial information was provided on the condition that it 

must not be reported publicly or in a manner that would allow the disclosures of individual 

stakeholders to be identified.  We have therefore presented our results at a high level of 

aggregation to preserve the confidentiality of respondents. 

 

We sourced the majority of the financial information through direct conversations with event 

stakeholders, including: 

 

 Louis Vuitton 

 Team New Zealand 

 Sky City Entertainment Group 

 The sailing teams  

 Boat charter operators 

 Several businesses within the marine industry 

 Tourism New Zealand 

 Animation Research 

 

In cases where we were unable to speak to stakeholders directly email was used to request and 

receive information. 

 

The satisfaction research is based on 250 face-to-face interviews conducted at the Event Village.  

The interviews were conducted on the last two days of racing.  A copy of the questionnaire is 

presented in Appendix 1. 

 

The research on the business networking function, hosted by AucklandPlus, was conducted 

using a combination of phone and email interviewing. 
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2. Summary of Impacts 

2.1. Economic Impact 

The LVPS injected additional money into Auckland through a variety of channels: 

 Louis Vuitton spent a significant amount of money in Auckland on the organisation, 

promotion and running of the event, corporate hospitality, media activities, and general 

tourism products such as accommodation, food and beverage, transport and retail.  We 

are unable to disclose the amount spent by Louis Vuitton in Auckland on the LVPS, but 

we can confirm that it was in the millions. 

 The New Zealand government invested $750,000 in the event through Team New 

Zealand.  This money was mainly used to prepare, maintain and store two boats for the 

event, and assist BMW Oracle with the preparation, maintenance and storage of their two 

boats. 

 The nine visiting teams that competed in the LVPS each stayed in Auckland for 3-4 weeks 

and had 25-30 members (with the exception of BMW Oracle who had a larger team of 

around 50 people to help maintain their two boats).  In aggregate these teams spent 

around 6,600 nights in Auckland and spent around $1.5m in the Auckland economy on 

traditional tourism products such as accommodation, food and beverage, transport and 

retail purchases.  Each team also purchased at least one branded spinnaker from a local 

sail maker for the event. 

 It is difficult to estimate expenditure in Auckland by sponsors and VIPs associated with 

the teams, but we can confirm at least $1m of local spend from this group (including 

spend on or by their guests).  This figure does not include money spent on super yacht 

maintenance and refitting after the event (which is discussed below). 

 Corporate on-water activity was quite low.  Most of the charter boat operators we spoke 

to were disappointed with booking levels during the event.  They cited the economic 

climate and low awareness levels as the main reasons.  We estimate that corporate on-

water activity injected an additional $120,000 of cash into the Auckland economy.  A lot 

of the corporate land-based activity was subsidised by Louis Vuitton, although a small 

number of companies brought key staff and clients to Auckland for the event.  We cannot 

disclose these figures.   

 The marine industry generated at least $9m of additional business because of the LVPS.  

We cannot disclose the composition of this figure but can confirm that the six major 

marine businesses we spoke to all experienced an increase in sales due to the event.  This 

included super yacht maintenance and refit work that would not have occurred in the 

absence of the event (because those super yachts would not have been here) and sales of 

marine equipment to teams and individuals. 

 The media activity around the event included a large number of international journalists 

and photographers (some of whom had been brought to New Zealand by Louis Vuitton), 

and screen production activity generated by virtual production specialists Animation 

Research and broadcasters TVNZ.  These activities injected at least $120,000 of extra cash 

into the Auckland economy in addition to the expenses covered directly by Louis 

Vuitton. 

 We estimate that the domestic and international spectators who visited Auckland 

specifically for the event generated 2,100 nights in Auckland and injected an additional 

$640,000 into the local economy.  These figures exclude sponsors, VIPs and their guests, 

and corporate activity.   
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The table below summarises the additional revenue and GDP created by the LVPS, segmented by 

the broad sectors that received the direct benefits.  Hospitality and tourism revenues in Auckland 

increased by at least $5.44m due to the event, marine industry revenues increased by at least 

$9.01m, and the revenues of other businesses increased by at least $1.65m.  In aggregate the LVPS 

injected at least $16.10m of additional cash into the Auckland economy.  This excludes any 

impacts generated by the Millennium Cup.  This injection of cash increased regional GDP (i.e. the 

value of Auckland’s economy) by at least $11.54m.     

 

Table 2 Summary of Economic Impacts Generated by the LVPS 

Sector of Economy Additional Revenue GDP Multiplier2 GDP Impact 

Hospitality and tourism $5.44m 0.75 $4.08m 

Marine businesses $9.01m 0.70 $6.31m 

Other sectors $1.65m 0.70 $1.16m 

Total $16.10m 0.72 $11.54m 

 

This is a substantial impact for a short-duration event and represents a resounding economic 

success in our opinion.  By comparison, the DHL Lions Series increased regional GDP by $43m in 

2005, and the World Netball Championships increased regional GDP by $5.1m in 2007.  

                                                        
2 The GDP multiplier captures the direct, indirect and induced impacts associated with the initial injection of cash. 
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2.2. Social Impact and Satisfaction 

The results reported in this section are based on 250 face-to-face interviews conducted at the 

Event Village on the last two days of racing.   

 

The LVPS was a relatively low profile event in New Zealand but those that visited the Event 

Village reported high satisfaction levels and strongly supported events like the LVPS being 

hosted in Auckland.  The ability to get close to the boats and teams was highly valued by 

spectators, and the Event Village created an excellent atmosphere for everyone involved in the 

event.  A high percentage of Auckland residents felt that events like the LVPS made Auckland a 

more vibrant place to live and work, and more than three quarters of Auckland residents said 

that hosting the LVPS increased their pride in Auckland.  The results of the event survey are 

presented below. 

Sample characteristics 

The survey was conducted on a random sample of 249 adults who were at the Event Village on 

the last two days of the Louis Vuitton Pacific Series 2009 (LVPS). 

 

Question: Where do you usually live?  

 

 Around half of the respondents usually resided in Auckland City. 

 About a third of the respondents came from outside the Auckland Region (12% from 

elsewhere in New Zealand and 21% from overseas). 

 56% of the respondents from outside the Auckland Region stated that they had come to 

Auckland specifically for the event. 

Auckland City
51%

Elsewhere in the 
Auckland Region

16%

Elsewhere in New 
Zealand

12%

Another country
21%
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Question: What is the purpose of your visit to the Event Village today? (Multiple responses allowed) 

 

Key findings: 

 71% went to the Event Village to see the boats and/or teams. 

 49% went to soak up the atmosphere and 30% went to socialise.  

 7% were attending corporate functions and 6% were conducting business.  

 

71%

49%

30%

16%

7% 6% 4%

0%

10%

20%

30%

40%

50%

60%

70%

80%

To see the 
boats and/or 

teams

To soak up the 
atmosphere

To socialise To see what's 
going on

Corporate 
function / 

networking

To conduct 
business

Other

  

Social impact and satisfaction 

The respondents were asked to answer a series of questions on a scale from 1 to 5 (1=’not at all’, 

5=’a lot’).  

 

Here are the key findings: 

 85% of respondents said they have enjoyed the event quite a lot or a lot. 

 91% of the respondents thought that events like the LVPS make Auckland a more vibrant 

place to live and work. 

 76% of respondents that live in the Auckland Region said that hosting the LVPS increased 

their pride in Auckland. 

 80% of respondents thought that Auckland was very successful as a host of the LVPS. 

 A large majority of respondents (92%) would be very excited about Auckland hosting the 

LVPS again next year. 

 

Below are reported the percentages of responses equal or greater than 4 out of 5 points (‘quite a 

lot’ or ‘a lot’), as well as the overall average score for each question. 
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Question: Overall, how much have you enjoyed the Louis Vuitton Pacific Series 2009? 

85%

0% 20% 40% 60% 80% 100%

Quite a lot or 
a lot

AverageScore

4.3/5.0

 
 

Question: Do you think events like the Louis Vuitton Pacific Series make Auckland a more vibrant 

place to live and work? 

91%

0% 20% 40% 60% 80% 100%

Quite a lot or 
a lot

AverageScore

4.6/5.0

 
 

Question: To what extent has hosting the Louis Vuitton Pacific Series increased your pride in 

Auckland? (Auckland Region residents only) 

76%

0% 20% 40% 60% 80% 100%

Quite a lot or 
a lot

AverageScore

4.2/5.0

 
 

Question: How successful do you think Auckland has been as host of the Louis Vuitton Pacific 

Series? 

80%

0% 20% 40% 60% 80% 100%

Quite a lot or 
a lot

AverageScore

4.2/5.0

  
 

Question: How excited would you be about Auckland hosting the Louis Vuitton Pacific Series again 

next year? 

92%

0% 20% 40% 60% 80% 100%

Quite a lot or 
a lot

AverageScore

4.7/5.0
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Awareness of event supporters 

Question: In addition to Louis Vuitton, which organisations do you identify as the main supporters 

of this event? 

 

Key findings: 

 Auckland City Council was the only public sector agency identified by respondents as a 

supporter of the event. 

 Overall, Sky City and Emirates were the organisations identified most frequently as 

supporters of the event. 

 24% of all respondents recognised Auckland City Council as a supporter of the LVPS. 
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Question: Do you think that Councils should provide support for events like the Louis Vuitton 

Pacific Series? 

 

 A large majority (96%) of respondents thought that Councils should provide support for 

events like the LVPS. 

96%

0% 20% 40% 60% 80% 100%

All Respondents

% PositiveResponses
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Use of the Auckland brand for the event 

The Auckland brand was used in several forms at the Event Village as well as on the side of the 

boats. 

 

Question: Did you notice the use of the Auckland brand for this event? 

 

Key findings: 

 60% of respondents who came from the Auckland Region noticed and recognised the 

brand during the event. 

 Similarly, 62% of respondents from outside the Region or overseas noticed the use of the 

brand at the event. 

61%

62%

60%

0% 20% 40% 60% 80% 100%

All Respondents

From Rest of New Zealand or 
Overseas

Auckland Region Residents

% PositiveResponses

 
 

Question: Do you think the event has demonstrated the benefits of having a single brand for 

Auckland? 

 

Key findings: 

 Overall, 75% of respondents who noticed the use of the Auckland brand thought the 

event demonstrated the benefits of a single brand for the Region. 

 A higher percentage (85%) of respondents from outside the Auckland Region who 

noticed the brand thought the event demonstrated the benefits of having a single brand 

for Auckland. 
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Other information 

Question: Which mode(s) of transport did you use to get to the event today? (Multiple responses 

allowed) 

 

Key findings: 

 Self-drive was the most common mode of transport to the Event Village. 

 Around one third of respondents walked to the event. 

 Only 12% of respondents used public transport to get to the Event Village. 
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Question: How did you find out about this event? (Multiple responses allowed) 

 

Key findings: 

 45% of respondents found out about the LVPS through word-of-mouth.  Most 

respondents heard about the event through more than one medium. 
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2.3. Media Impact 

The TV coverage of the event consisted of race coverage produced with Virtual Eye technology 

supported by in-studio presenters and commentators.  The coverage was produced by Animation 

Research of Dunedin with support from TVNZ.  TVNZ carried live coverage on TVNZ Sport 

Extra on the Freeview platform, and broadcast a 30 minute highlights package each night on TV 

ONE. The broadcast was also streamed live on tvnz.co.nz, although access to New Zealanders 

was restricted due to bandwidth concerns.  The streaming was promoted as a world first due to 

the event being broadcast predominantly with Virtual Eye animation. 

 

Domestic viewership of the LVPS was relatively low due to limited access to Freeview and 

restricted access to the live streaming on tvnz.co.nz.  However, international viewership was 

much higher due to wide distribution of the daily TV coverage.  Louis Vuitton’s strategy was to 

maximise the exposure of the event internationally by distributing the daily coverage free of 

charge to as many networks as possible.  Every night during the event a 2 min 30 sec feature was 

distributed to 950 networks on 3 satellites covering the whole world. The main agencies were also 

included in the distribution (Reuters, SNTV and Eurovision).  These segments were produced for 

inclusion in news programmes.  The daily highlights packages were also distributed widely and 

were aired by a large number of networks.  According to Louis Vuitton these packages achieved 

340 hours of air time over 30 channels in more than 100 countries, and reached more than 600 

million viewers.  Some networks aired the entire daily program during the last two weeks of the 

event, and CNN International is preparing a special edition about the LVPS.  

 

The channels that covered the LVPS with daily highlights were: 

 

AFRICA 

M-Net, South Africa  

ESPN Caraibes et Africa 

 

AMERICA 

WCSN Universal, USA 

Fuel, USA 

Fox Sport International, USA 

Fox Sports Espagnol, USA 

CNN, USA 

 

ASIA 

SBS, Korea, 

RTM, Malaysia, 

CCTV, China 

Abu Dhabi Sport TV, UAE 

 

EUROPE 

Canal+, France 

RAI, Italy 

Yachts & Sails, Italy 

ERT, Greece 

Setanta, Ireland and Europe 

NTV+, Russia 

AXN, Spain 

http://www.virtualeye.co.nz/
http://en.wikipedia.org/wiki/TVNZ
http://en.wikipedia.org/wiki/TVNZ_Sport_Extra
http://en.wikipedia.org/wiki/TVNZ_Sport_Extra
http://en.wikipedia.org/wiki/TVNZ_Sport_Extra
http://en.wikipedia.org/wiki/Freeview_%28New_Zealand%29
http://en.wikipedia.org/wiki/TV_ONE
http://en.wikipedia.org/wiki/TV_ONE
http://en.wikipedia.org/wiki/TV_ONE
http://tvnz.co.nz/
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Sportexpressen, Sweden 

SSR, Switzerland 

TRT, Turkey 

BSkyB, Great Britain 

 

OCEANIA 

Fox Sport, Australia 

TVNZ, New Zealand 

 

WORLD 

Pan-continental networks 

Eurosport Asia 

ESPN Star TV 

Fox Sports Latin America 

Sailing Channel 

2.4. Other Impacts 

2.4.1. Virtual 3D Model of Auckland 

Animation Research developed a virtual 3D model of Auckland to support its animated coverage 

of the LVPS.  The model was developed for around $15,000 which is well below cost, and was 

jointly funded by AucklandPlus, Auckland City Council and Tourism Auckland.  In addition to 

providing an attractive backdrop to the coverage that was being broadcast around the world, the 

3D model has the potential to become a very useful planning tool for Auckland.  It also has 

excellent potential as a tourism marketing tool, and already provides more detail than Google 

Earth.  Animation Research will be discussing the development possibilities with several agencies 

in Auckland to see whether the model can increase the effectiveness of existing planning and 

tourism processes.     

2.4.2. Business Networking 

AucklandPlus hosted several potential and existing investors during the LVPS with the intention 

of facilitating connections with leaders of key Auckland businesses.  The focus was mainly on the 

marine industry but extended to other important sectors such as ICT and biotechnology.  

Investor hosting is a key part of AucklandPlus’ leverage programme, and the LVPS provided an 

excellent platform for this type of activity.  The hosting activity was also useful as a lead in to the 

Rugby World Cup and the experience gained will benefit future hosting activities. 

 

   

 



 

 15 

Appendix 1: Social Research Questionnaire 

Spectator Survey

1.

a. To see the boats and/or teams

b. To soak up the atmosphere

c. To socialise

d. Corporate function / networking

e. To conduct business

f. To see what's going on

g. Other _______________________________

Please answer the following questions by circling one number per line

Not at all
A small 

amount

A reasonable 

amount
A lot

2. Overall, how much have you enjoyed the Louis Vuitton 

Pacific Series 2009?
1 2 3 5

3. Do you think events like the Louis Vuitton Pacific Series 

make Auckland a more vibrant place to live and work?
1 2 3 5

4. To what extent has hosting the Louis Vuitton Pacific Series 

increased your pride in Auckland?
1 2 3 5

5. How successful do you think Auckland has been as host of 

the Louis Vuitton Pacific Series?
1 2 3 5

6. How excited would you be about Auckland hosting the Louis 

Vuitton Pacific Series again next year?
1 2 3 5

7.

8. [ Yes ] [ No ]

8a. [ Yes ] [ No ]

9. Do you think that Councils should provide support for events like the Louis Vuitton Pacific Series? [ Yes ] [ No ]

10.

11. Which mode(s) of transport did you use to get to the event today? (circle one or more answers)

a. Walk       b. Car       c. Taxi       d. Public transport       e. Other

12. How did you find out about this event?  (circle one or more answers)

a. Website       b. Street banners       c. Radio       d. Television       e. Newspaper       f. Word-of-Mouth       g. Other

13. Where do you usually live?

a. Auckland City

b. Elsewhere in the Auckland Region _______________

c. Elsewhere in New Zealand  _____________________ 13a.  Did you come to Auckland specifically for the event?

d. Another country ______________________________   a.  Yes

  b.  No

Thank you for taking the time to complete this survey

What is the purpose of your visit to the Race Village today? (circle one or more answers)

Is there any comment you would like to make about this event?

If Yes, do you think the event has demonstrated the benefits of having a single brand for Auckland?

4

Quite a lot

4

4

4

4

In addition to Louis Vuitton, which organisations do you identify as the main supporters of this event?

Did you notice the use of the Auckland brand for this event? (see pictures below)

 


