
 

 

 
 
 
 

 

 

 

   
 

 

I love Takapuna 
The evolution of Takapuna from a shabby mainstreet with its back to the beach to an 

inclusive metropolitan centre is well underway. 

The Takapuna Beach Business Association’s business improvement district 

programme is playing a key role in the transformation. 

Terry Holt, above, served on the TBBA board for four years before he was appointed 

to replace Peter White as CEO in June 2015. 

The British-born marketer has seen many changes since he came to work in 

Takapuna as Sales and Marketing Manager of the Spencer on Byron Hotel in 2001. 

“Takapuna used to be a bit shabby and unloved.  With its $2 shops, it got the 

unwanted title ‘Takky-puna’. Thankfully, those days are long gone,” he says. 

Terry credits the TBBA’s initiative to establish an informal property owners’ 

association with a view to encouraging investment in upgrading buildings and 

attracting top-notch tenants. 

http://www.takapunabeach.co.nz/


“We got the major landlords together and, thanks to them, the results have been 

amazing, including new beach-facing shops and restaurants that make the most of 

our location. 

“The new look and feel of the place was reflected in the brand refresh and sustained 

marketing of Takapuna Beach – city rhythm, beach vibe,” he says. 

Auckland Council’s redevelopment of Hurstmere Green in 2011, Regional Facilities 

Auckland’s management of the Bruce Mason Centre, ATEED’s Techapuna initiative 

and the Devonport-Takapuna Local Board’s support of Takapuna’s aspirations, are 

all significant factors in helping Takapuna Beach move ahead. 

“The Auckland Plan recognises Takapuna’s position and potential by declaring it to 

be one of the city’s major metropolitan centres, while the Unitary Plan’s zonings will 

enable both commercial and residential growth to occur,” he says. 

The BID programme continues to evolve, including establishing a group of strategic 

partners who contribute sponsorship in both money and kind. 

The strategic plan, adopted in 2015, takes a three to five-year outlook on the 

challenges and opportunities facing the BID.   

“Our key strategic focus has been ‘feet on the street’ with our primary strategy 

‘Talking Takapuna’,” says Terry. 

An enhanced mobile-friendly website, events calendar and member engagement, 

research-led initiatives celebrating business excellence and working smarter are 

among the recent initiatives. 

“We use Marketview statistics to measure our progress and benchmark ourselves 

against similar sized and styled business improvement districts. The data showed 

that retail and hospitality spending has increased by $22 million over two years, with 

an additional 442,000 transactions. 

“Articles in AA Directions with its one million readership and NZ Woman’s Day have 

helped to raise our profile while we are also attracting the lucrative cruise ship 

passenger market through tours and guides,” he says. 

 

 

 

The latest evolution in the BID’s 

branding can be seen by the 

introduction of I Love Takapuna over 

the past year. 
 

“Through research, we listened to what 

consumers were saying so we changed 

our handle to I Love Takapuna, linking 

to Facebook,” says Terry. 

 

 For more information, visit www.takapunabeach.co.nz, email Terry Holt or call (09) 212 

8288.  

http://www.takapunabeach.co.nz/
mailto:terry@takapunabeach.org.nz.

