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FOREWORD FROM THE CHAIR OF TOURISM NEW
ZEALAND

This years Tourism New Zealand Statement of Intent has been prepared in
an economic environment that is the most challenging we have seen in
recent memory. The economies of all of our major visitor markets are in
recession and governments have taken unprecedented steps to stimulate
their economies and hove off the worst effects of the recession.

Consumers have been acting very cautiously. They have reduced
expenditure on goods and services across the board. Outbound travel from
most of our key markets is declining; consumers are demanding ‘deals’,
booking times have shortened considerably and airlines are reducing flight
schedules.

The past summer has held up remarkably well in the face of these economic
conditions. New Zealand has a strong product, a well regarded brand and an
industry that is responsive to change. The injection of $2.5m of funds by the
Government for extra marketing activity in Australia has assisted greatly.

However, next summer will be a challenging one. Economies around the
world are not forecast to recover in 2009; the earliest predictions are for
recovery in 2010. Consumers will continue to act cautiously and we will see
falls in overall visitor numbers over the next year at least. The targets that
we have set for Tourism New Zealand in 2009/10 reflect this fact. In most of
our markets our challenge is to mitigate the extent of the decline.

This Statement of Intent sets out how Tourism New Zealand plans to do this.
We will continue to focus resources on the markets most likely to respond to
stimulation in the short term. We are also looking beyond the current
recession at opportunities to strengthen our brand, 100% Pure New Zealand,
in key markets so we come out in a strong and competitive position.

Tourism New Zealand’s role includes making investment choices between
short term stimulation and long term brand building, and between markets.
However as currently funded these choices are increasingly compromised
when considered against the outcomes we seek to achieve. This is further
impacted by the adverse foreign exchange position and the significant
diminishing effect this has on our international purchasing power. We are
engaged in discussions with Government on the future funding levels that are
needed to help stimulate arrivals and provide the platform for a strong
recovery.



We have some challenging times ahead, but as this Statement of Intent
shows Tourism New Zealand is an organisation in good shape, we have a
strong brand, and we are clear about our role in tackling these challenges.

1 )/
( & )

Greg Muir Susie Johnstone

Chairman Member

Tourism New Zealand Board Tourism New Zealand Board
INTRODUCTION

This Statement of Intent has been prepared to guide Tourism New Zealand’s
activities for the next three years.

This years Statement includes a significantly changed outcomes framework.
This provides a clearer expression of Tourism New Zealand’s role in the
sector, of the outcomes that we are seeking to achieve and the effect these
will have on the tourism industry in New Zealand.

This is the framework within which we develop our activities to 2012.

This Statement of Intent is set out as follows:

Part One - Sets out Tourism New Zealand’s purpose and strategic direction
including the outcomes to be achieved over the next three years. It then
describes Tourism New Zealand’s operating environment and how we will
manage the capability of the organisation to enable us to deliver our
outcomes.

Part Two — Presents the Statement of Forecast Service Performance 2009/10,
Forecast Financial Statements, and a Statement of Significant Assumptions
underlying these forecasts.

Part Three - Sets out relevant supporting information to this Statement.



PART ONE

1. TOURISM NEW ZEALAND - PURPOSE AND
FUNCTIONS

The New Zealand Tourism Board, trading as Tourism New Zealand, is
charged with marketing New Zealand as a visitor destination so as to
maximise the long-term benefits to New Zealand.

Tourism New Zealand was established by the New Zealand Tourism Board
Act 1991, which requires Tourism New Zealand to carry out two specific
functions:

. to develop, implement and promote strategies for tourism; and

. to advise the Government and the New Zealand tourism
industry on matters relating to the development,
implementation and promotion of those strategies.

Under the Crown Entities Act 2004, Tourism New Zealand is classified as a
Crown agent.

As the National Tourism Organisation, Tourism New Zealand is the only
organisation in the sector with the mandate and resources to promote
‘destination New Zealand’.}

Tourism New Zealand carries out a wide range of activities, which are
outlined in this Statement of Intent, to fulfil the purpose and functions for
which it was established. All of these activities are carried out under the
banner of the "100% Pure New Zealand” campaign, our global campaign.

2. FRAMEWORK FOR TOURISM NEW ZEALAND’S
STRATEGY

Tourism New Zealand’s strategic direction for the next three years is guided
by our Outcomes Framework. Each level of this Framework is expanded on in
the sections that follow.

! For a full discussion on the justification of the role of a National Tourism Organisation, see the report on
the Baseline Review of Tourism New Zealand (in particular the report on the Context Objective) on the
Ministry of Tourism’s website: www.tourism.govt.nz
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2.1 GOVERNMENT PRIORITIES

The Government’s priority is to grow the New Zealand economy in order to

deliver greater prosperity, security and opportunities to all New Zealanders.

Three priorities have been established for Vote Tourism;

« ensuring tourism provides a high level of economic returns;

« ensuring that New Zealand delivers on the quality promise made by our
marketing; and

« improving tourism yield.?

Our outcomes framework describes how Tourism New Zealand’s outcomes
contribute to these priorities.

2.2 HIGH LEVEL OUTCOME

Tourism New Zealand’s activities over the next three years will contribute to
the following high level outcome.

High level outcome: “"The value to the New Zealand economy and society
from tourism is increased, while being respectful of our people, culture and
environment”.

Economic contribution

Tourism generates value for New Zealand’s economy. Visitors inject foreign
currency into our economy which leads to both direct and secondary
economic benefits including employment, business profits, and household
and government income.

Diagram 2 below shows the successive rounds of economic activity generated
from initial expenditure by international tourists and illustrates the magnitude
of the economic impact on New Zealand.

? Estimates of Appropriations for the Government of New Zealand for the year ended June 2010, Vote
Tourism



DIAGRAM 2: Flow of economic impacts through out the New

Zealand economy

MARKETING NEW ZEALAND
AS A VISITOR DESTINATION

" INTERNATIONAL VISITORS ARRIVE -

YE FEB 2009 = 2,425,064 Million

EXPENDITURE ON TRAVEL & TOURISM
SERVICES AND PRODUCTS

YE MARCH 07 = $8.8bn (including airfares)

DIRECT IMPACTS

GOVERNMENT GDP
EMPLOYMENT INCOME (GST) CONTRIBUTION
108,100 FTE New Zealander’s 11.3% of all GST $7.9bn or 5.1%

receipts $1.5bn

TOTAL
EMPLOYMENT
181,200
it INDIRECT IMPACTS
EMPLOYMENT CAPITAL INVESTMENT GDP
73,100 FTE New Zealander's Made by companies, $6.2bn or 4.1%
including people in contruction, government’s and residents in travel
manufacturing, business services and tourism infrastructure,
(laundromats) & distrubution buildings and equipment.

For example public roading, visitor
information centres and the upkeep of
national parks and museums.

INDUCED EFFECTS

Induced effects include increased expenditure, income and
employment which results from employees working within tourism
and tourism's supporting industries spending their incomes on items
such as groceries and other consumer goods and services.

*GS5T, GOP and Employment figures include impacts generated by international and domestic tourism,
It is nat possible to disaggregate these figures.

(Source reference: Tourism Satellite Account 2007)

TOTAL GDP

9.2%

orf

$14.079bn




Socio-cultural impacts
The tourism sector is also linked with broader social benefits.

e tourism has been acknowledged as providing Maori with the
opportunity to develop, celebrate and present their culture to the
world;

e tourists are an important source of visitors and revenue for our
museums, arts festivals and heritage sites;

e tourism supports regional economic growth and contributes to the
revitalisation of regional towns and communities; and

e tourism provides a means by which New Zealander’s can engage with
and experience other cultures and languages.

Environmental impacts

As the '100% Pure New Zealand’ Campaign leverages off the beauty of our
landscape to attract international visitors, tourism’s success relies on
protecting New Zealand’s natural environment. The New Zealand tourism
industry must operate and grow sustainably to protect what is a major
motivator for travel to New Zealand. Our target market are sophisticated
travellers who will not tolerate a visitor experience that falls badly short of
our 100% Pure promise, making it crucial that the campaign matches the
reality of what our visitor’s experience.

The drivers of value from tourism
Three key variables influence the value generated from tourism. These are:

e the number of visitors who come to New Zealand;
¢ the length of time that each visitor stays here; and

e the amount of money each visitor spends per day in New Zealand
while they are here.

Increases in any or all of these variables increases the value New Zealand
gains from tourism.

This value can be further enhanced by:

¢ promoting regional spread achieved by encouraging tourists to visit
non ‘traditional’ destinations; and

e balancing seasonality and attracting more visitors to New Zealand in
non-peak seasons.

Determining the right mix or emphasis on these variables is at the core of
Tourism New Zealand’s strategic planning. Tourism New Zealand needs to
make strategic choices about how to allocate its resources to ensure
tourism’s contribution to New Zealand’s economy and society is sustainably
increased over time.



Measuring success

High level outcome 1: “The value to the New Zealand economy and society
from tourism is increased, while being respectful of our people, culture and
environment”.

Progress made by the New Zealand tourism sector as a whole towards “High
level outcome 1” will be measured by several indicators:

e foreign exchange earnings from tourism;

e tourism’s contribution to GDP;

e tourism’s contribution to employment; and

e tourism’s contribution to GST earnings.
Measuring the socio-cultural and environmental impacts of tourism is more
difficult, as direct measures have yet to be established. The Ministry of
Tourism is researching indicators on the environmental impact of tourism,
this may prove useful in time. In the meantime Tourism New Zealand will use

a proxy measure which surveys visitors’ attitudes to aspects of their
experience here and gathers views on our environment.

2.3 TOURISM INDUSTRY OUTCOMES

The New Zealand tourism industry has three overarching outcome areas to
which Tourism New Zealand contributes. They are:

1. Attraction and value: this outcome area aims to increase visitor
numbers, length of stay and the number of visitors who are likely to
spend more per day in New Zealand.

2. Experience and environment: this outcome area aims to increase the
quality of tourism products and services, information available to visitors
and ensure tourism’s impact on New Zealand’s natural environment is
sustainable.

A relationship exists between the two Tourism Industry Outcomes. Positive
progress made within the ‘Experience and environment’ outcome area
contributes to growth within the ‘Attraction and value’ outcome area through
development of a positive reputation. This leads to repeat business and word
of mouth referrals. It also impacts positively on the total amount spent
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because visitors who are aware of a wide range of quality experiences will
spend more.

Tourism Industry Outcome Measure TNZ Target Forecast?
2009/10 2010 2011
More visitors to New Zealand Visitor numbers 2.3m* 2.6m 2.8m
More visitor nights in New Visitor nights® 45.3m 51.7m 54.4m
Zealand
Visitors spend more Average spend $139 $143 $148
per night

2.4 TOURISM NEW ZEALAND’S OUTCOMES

Tourism New Zealand contributes to the Tourism Industry and High level
outcomes by focusing on a set of its own specific outcomes.

These outcomes have been identified by Tourism New Zealand using our
research and experience in relation to people’s decisions about travel. These
decisions follow a continuum, known as the 'Visitor Decision Funnel’. Tourism
New Zealand’s outcomes correspond to the different stages of this funnel.

3 Sourced from forecasts generated by the Ministry of Tourism

* TNZ’s target varies from that forecasted by the Ministry of Tourism to take into account the significant
changes to the global economy over the past six months. The Ministry has a caveat on their forecasts asking

that their 2008-2014 tourism forecasts be treated with caution, particularly for the outlook over the next 1-2
years. TNZ has taken this into account and this target reflects that.
> Average nights per visit is forecasted at 20 nights by the Ministry of Tourism for the years 2009 - 2011

11




Visitor Decision Funnel Tourism New Zealand’s
Outcomes

4 I
Awareness &
Preference
- J
4 N
Intention
& J

{ Enabling }
[ Information } [ Satisfaction }

ARRNAL

DEPARTURE

From a Tourism New Zealand perspective, the funnel works in the following
way. Tourism New Zealand’s marketing activities (including advertising and
international public relations) use the 100% Pure New Zealand campaign to
raise awareness and preference of New Zealand as a holiday destination and
intention to travel here. We undertake work with the overseas travel trade
and travel sellers to give them the knowledge and the tools that convert
traveller interest into plans and bookings. Finally, we work to ensure visitors
have good information on quality services and attractions so that they
undertake a wide range of high quality activities which provide a satisfying
experience.

Value for money

The funnel is an important framework for allocating resources to those areas
most likely to affect a visitor's decision to come to New Zealand. It is
important to choose the right output, and to be clear about the impact that is
being aimed for, to ensure they are achieved in a cost effective manner.
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The funnel also helps to clarify the public and private sector’s roles in
marketing New Zealand, allowing for co-ordinated allocation of resources.

There is a market failure in destination marketing because private sector
firms do not invest to promote awareness and preference for ‘destination
New Zealand’. This role falls to Government meaning our activity is greatest
at the top levels of the funnel. Private sector firms invest at the ‘experience’
level of the funnel where they can capture the benefits of their marketing and
infrastructure investments by charging customers. In the middle of the
diagram, in the intention space, there is room for public, private, and
cooperative activity.

Tourism New Zealand: Outcome 1

Awareness & Preference: “Potential visitors are aware of New Zealand as
a travel destination and want to visit”

What are we seeking to achieve?
Potential visitors are aware of New Zealand as a holiday destination and
prefer New Zealand over other holiday destinations.

Why is this outcome important?
Higher awareness of New Zealand within our target market is essential in
order to increase the catchment for conversion to arrivals.

In some markets, such as Australia and the UK, there is a high awareness of
New Zealand as a visitor destination, however in others, such as the USA,
Japan and much of Europe, there are much lower levels of awareness. The
challenge is to make more people aware that we exist as a holiday
destination. Likewise, we aim to increase preference levels in order to
improve our ranking as a preferred destination.

Tourism New Zealand is the only organisation with the mandate and the
resources to develop awareness and preference of New Zealand as a tourism
destination.

What will we do to achieve this outcome?

The Campaign Tracking and Evaluation Research will continue to run in
2008/09 to inform marketing activity by identifying the marketing problems
and opportunities, and to determine our investment levels by market and
segment.

For all markets except Australia we will weight our 2009/10 campaign

expenditure in the first half of the year to stimulate arrivals in the November
- March period.

13



We will be investing in activity in the following markets in 2009/10:

UK

USA

China

Germany

Canada

Europe (Paris, Amsterdam)

We will continue to have a focus on mass media in our communication mix,
but over the 2009/10-2011/12 period it will be increasingly important to add
media that allows us to have direct conversations with visitors. This is more
likely to be a mix of digital and social media.

In Australia we want to grow arrivals year round. Campaign activity, and
funding, in 2009/10 will be spread over the full year.

We will increase our focus on working with media who have high impact
multi-platform outputs (broadcast, on-line, print).

e we will target TV production companies and film producers who offer
the best opportunities to increase our exposure to our target markets;
and

e we will target opinion leaders, focussing on respected business leaders
in Asian markets and high profile celebrities in western markets.

We will continue the Global News Room programme that targets events,
celebrities, unique individuals, occasions that have the potential to raise New
Zealand’s profile and create positive word of mouth.

We will increase the distribution of Tourism New Zealand produced video
footage to international broadcast media and increase the uptake of this
material in the social media space.

In 2008/09 we began developing a new on-line strategy to guide a new
approach for the next 2-3 years. The strategy will inform us as to how we
can motivate and inspire potential visitors to move from simply researching a
New Zealand holiday to booking a New Zealand holiday. We will begin
implementation of this strategy in 2009/10.

In 2009/10 we will ensure that monitoring is timed to coincide with the
delivery of market activity. This new approach in our Campaign Tracking and
Development Research Programme will provide more valuable insight and will
deliver better value for money. Over the 2009/10 to 2011/12 period we will
undertake a programme of market specific research projects to understand
and refine our target markets where needed.
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As part of our programme of Rugby World Cup Activity, this year we will:

¢ host targeted lifestyle media from Italy, France, Japan and Australia in
order to promote New Zealand ahead of the All Black matches in those
countries in 2009/10; and

¢ install the Giant Rugby Ball in Japan in October/November (funding to
be confirmed), in conjunction with the All Blacks v Australia test
match.

We will sponsor the World of Wearable Arts in September 2009 (the final
year of our three year contract) to raise the profile of New Zealand. As part
of our programme we will host targeted international media and opinion
leaders at the event.

Tourism New Zealand will also support:

e the Winter Games and the New Zealand Golf Open in Queenstown in
2009/10; and
e the World Rowing Champs in 2010.

These activities will be funded out of Output 1: Marketing and Output 2:
Information for Visitors.

How will we demonstrate our success in achieving this?
Our campaign tracking research measures awareness of the 100% Pure New
Zealand campaign in our top six markets.

Prompted levels of awareness of the 100% Pure New
Zealand campaign in target markets
Target market YE Dec YE Dec Trend Target®
(Interactive 2007 2008 YE Dec
Travellers) 2009
Australia 47% 52% 55%

UK 26% 37% 30%

USA 21% 10% 10%

_]apan 15% 14% 12%

China 22% 38% 40%
Germany 43% 22% 22%

In our major visitor markets, we track our ranking as a preferred holiday
destination against competitors.

% Tourism New Zealand’s ability to increase awareness levels within some markets has been reduced due to
the current economic situation and a decline in purchasing power. Priority in these markets is to maintain or
minimise the decline in awareness. This is reflected in some targets for the upcoming years being less than
levels recorded in YE Dec 2008.

15



New Zealand’s ranking as a preferred holiday destination
in target markets
Target market Dec 2007 Dec 2008 Trend Target
(Interactive Dec
Travellers) 2009

Australia 2" 1% ilst

6™ = with 5% = with
Canada France
7% 8™ = with
Greece
4™ = with 4th
Canada
7% = with 5th
Hong Kong
3rd 2" = with
Germany Australia Top 5
and Spain

UK Top 5

USA Top 10

Japan Top 5

China Top 5

Tourism New Zealand: Outcome 2

Intention: “Potential visitors plan to visit New Zealand in the near future” }

What are we seeking to achieve?
An increase in potential visitors’ intentions to visit New Zealand in the near
future.

Why is this outcome important?

Tourism New Zealand needs to target activity to convert a desire to come
here ‘someday’ to an actual visit ‘now’. To do this we need to create urgency
in the mind of the visitor.

What will we do to achieve this outcome?

Our challenge is to identify which markets have high awareness and
preference through our Campaign Tracking and Research. Then we need to
offer reasons to visit now through our merchandising campaigns.

Our merchandising campaigns will identify suitable places, times and events
and present them in a way that motivates a visitor to begin planning and
booking a holiday. In 2008/09 this included offering more ‘deals’ on our
website with industry partners.

In 2009/10 we will:
e have a high investment in Australia to run "What's On” year-round;

e target the youth segment as a group that is still travelling in the UK
using the, “What do you say UK” campaign; and
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e investigate the potential for a *‘What do you say?’ equivalent campaign
in Germany.

In 2009/10 we will seek partnerships with Regional Tourism Organisations

and tourism companies, to encourage increased conversion of intention to
actual bookings.

These activities will be funded out of Output 1: Marketing and Output 2:
Information for Visitors.

How will we demonstrate success in achieving this outcome?
Our Campaign Tracking Research monitors potential visitors’ levels of
intention to visit New Zealand. This research is done across key markets and

over time we analyse changes to show us the effectiveness of particular
campaigns.

Intention of potential visitors in target markets to travel
to New Zealand
Target market YE Dec YE Dec Trend Target’
(Interactive 2007 2008
Travellers)

Australia 11% 10%
UK 3% 7%
USA 2% 3%
Japan 7% 4%
China 8% 9%

Q> <>><

Germany 5% 5%

Tourism New Zealand: Outcome 3

Enabling: "Overseas travel trade facilitates planning and booking”

What are we seeking to achieve?
We want the overseas travel trade to promote New Zealand to their
customers and to plan and book satisfying New Zealand holidays for them.

7 Tourism New Zealand’s ability to increase intention levels within some markets has been reduced due to
the current economic situation and a decline in purchasing power. Priority in these markets is to maintain or

minimise the decline in intention. This is reflected in some targets for upcoming years being less than levels
recorded in YE Dec 2008.
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Why is this outcome important?

The travel trade includes retailers, on-line travel sellers and inbound and
outbound tour operators. In long haul markets New Zealand’s share of
international travel sales is typically low (0.5% to 3.0%) so few travel sellers
specialise in our destination. With more information about New Zealand and
our products and experiences the travel trade can build and market
itineraries that are better suited to customer needs. With better training and
information travel sellers are also likely to sell more comprehensive holidays
and increase tourism’s economic impact. Travel sellers are critical in
converting a motivation to travel into actual travel.

What will we do to achieve this outcome?

In 2009/10 we will continue to create opportunities for New Zealand tourism
operators to engage with and train international sellers on their products and
services by:

e partnering Tourism Industry Association New Zealand (TIANZ) in
TRENZ 2009 in Auckland in June 2009;

e International Marketing Association (IMA) Roadshow of regional
representatives in London, Manchester, Amsterdam, Frankfurt and
Munich in July 2009;

e hosting Kiwi Link India in New Delhi, Chennai and Mumbai in
September 2009;

e providing a New Zealand presence at World Travel Mart in London in
November 2009;

e providing a New Zealand presence at the International Luxury Tourism
Market in France in December 2009; and

¢ hosting Kiwi Link Japan in Tokyo and Osaka in May 2010.

We will provide a programme of familiarisation visits to New Zealand for up
to 150 product planners and training managers that directly support our
product marketing focus. More focus will be applied this year to developing
markets.

In 2008/09, a major upgrade of the www.newzealand.com/travel/trade
website was completed. In 2009/10, Tourism New Zealand will:

e add new training and information modules on special interest
activities such as golf, luxury experiences, fishing, food & wine, walks,
ski and Maori cultural experiences;

e update existing training modules on regions of New Zealand;

e develop better information tools for travel sellers focused on the
youth and backpacker market;

e improve tracking and measurement functions for site use to better
understand user needs and content preferences;

e improve the content and frequency of the “"market snapshot” content
for travel trade users;

e promote the site to more travel sellers globally; and
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e increase our use of technology to educate and train the trade using
‘webinars’ - live training seminars over the internet.

To support our increased investment in continental Europe in 2009/10, we
will increase our level of participation in travel shows, training opportunities
and familiarisations with European travel sellers. We intend to work closely
with New Zealand Inbound Operators already experienced in these markets
to maximise our training effectiveness.

In 2009/10 we will continue a two year programme to improve cruise
customer experiences, product quality and assist in discussions around
infrastructure development; a joint project with Tourism Auckland and Cruise
New Zealand. We will also place more focus on direct promotion to
international cruise lines to secure more coastal New Zealand cruise
programmes in future years.

A joint project with the Ministries of Tourism, Transport, Foreign Affairs and
Trade and New Zealand Trade and Enterprise to develop an “Air Linkages”
strategy for New Zealand will continue into 2009/10. This work focuses on
two areas:

1. taking a whole of government approach to retaining existing air route
connections on the 16 long haul city pairs that connect New Zealand
with the world; and

2. identifying new routes that could provide economic benefits for tourism
and trade, and working in partnership with airlines and airport
companies to develop these new air links.

We will continue our ongoing programme of ‘product audits’ of travel
companies’ promotional material to improve the presentation of New
Zealand, using research findings to support recommendations. We will apply
a particular focus on product marketing improvement in China, South Korea
South East Asia and new markets in Europe.

These activities will be funded out of Output 3: Working with the overseas
travel trade and airlines.

How will we demonstrate success in achieving this outcome?

We will use the output measures (and associated targets) on quantity
(number of people engaged with) and quality (levels of satisfaction).

19



International travel seller satisfaction with TNZ’s trade

training activities

Year

Average satisfaction
level (%)

Trend

Target

YE Jun 2006

94%

A

75%

YE Jun 2007

86%

\'4

90%

YE Jun 2008

95%

A

90%

YE Jun 2009

N/A

90%

YE Jun 2010

Comp

N/A

90%

letions of travel modules by travel trade

Year

Number of modules
completed

Trend

Target

YE Jun 2006

26,711

A

10,000

YE Jun 2007

23,947

v

10,000

YE Jun 2008

21,356

\'

10,000

YE Jun 2009

N/A

15,000

YE Jun 2010

150 Travel Sellers participate in familiarisation experiences

N/A

15,000

Year

Number of Travel
Sellers

Trend

Target®

YE Jun 2006

585

A

150

YE Jun 2007

327

\'

150

YE Jun 2008

177

\'

150

YE Jun 2009

N/A

125

YE Jun 2010

N/A

125

Level of participant satisfaction with familiarisation

experience

Year

Average satisfaction
level (%)

Trend

Target

YE Jun 2006

97%

A

75%

YE Jun 2007

91%

\'

90%

YE Jun 2008

96%

A

90%

YE Jun 2009

N/A

90%

YE Jun 2010

N/A

90%

¥ The target has been reduced from 150 to 125 for YE Jun 2009/2010 as training of Travel Sellers will be
undertaken more in an online space through the Travel Trade website and through the utilisation of
‘webinars’, resulting in a reduced number of familiarisation’s undertaken annually.
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Tourism New Zealand: Outcome 4

[Information: “Tourism information services are accessible and high quality” }

What are we seeking to achieve?
Visitors in New Zealand have a source of high quality and accessible
information about things to do, places to go and places to stay.

Why is this outcome important?

Having invested in attracting visitors to New Zealand, it is important that
they undertake a high level of paid, high-quality activities to increase their
expenditure and their level of satisfaction.

What will we do to achieve this outcome?

Tourism New Zealand seeks to provide visitors with quality information,
encourage them to do more, and therefore spend more. We do this through
the i-SITE network.

A major challenge to this objective is that each i-SITE is locally owned. We
therefore need to influence the quality of service visitors are provided with
through a set of agreed standards and practices for the network, which cover
issues from customer service to information and booking systems.

The strategic direction for i-SITE New Zealand is outlined in Appendix A.
The immediate focus for i-SITE New Zealand® in 2009/10 will include:

e the delivery of a training programme to i-SITE managers and staff to
develop a culture where all i-SITE staff welcome every visitor to a
centre, every time, and provide tailored, quality information; and

e continuing the roll-out of the i-SITE National Database (a system
which ensures all i-SITE staff have access to the same level of product
information). Currently three quarters of all i-SITEs have access to
the National Database.

Tourism New Zealand will attract visitors to the i-SITE network in 2009-2012,
through:

e providing i-SITE New Zealand an ongoing online presence on Tourism
New Zealand’s consumer and travel trade websites;

e profiling the i-SITE network at events, through PR activity and within
publications such as Jasons and the AA Directory;

% i-SITE New Zealand is a subsidiary of Tourism New Zealand. i-SITE New Zealand owns the i-SITE
brand which individual visitor centres use (85 currently approved) to show they are part of the network.
Individual i-SITE centres are locally owned.
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e training the travel trade about

familiarisations; and

i-SITE via online training and

e |-SITE to align its network with Tourism New Zealand’s campaigns,
such as the Australia ‘What's On’ Green and Gold campaign in which i-
SITEs were decorated in green and gold.

These activities will be funded out of Output 2: Information for Visitors

How will we demonstrate success in achieving this outcome?

Through the International Visitor Survey, administered by the Ministry of
Tourism, and Tourism New Zealand’s Visitor Experience Monitor we track
awareness and usage of i-SITEs and users satisfaction levels.

Number of i-SITE visitors as a percentage of holiday visitors

Year

%

Trend

Target

YE Dec 06

55%

55%

YE Dec 07

55%

55%

YE Dec 08

55%

55%

YE Dec 09

N/A

55%

YE Dec 10

User satisfaction with quality and usefulness of

N/A

i-SITE services

55%

i-SITE services

Average satisfaction level

Meeting your needs

8.6/10

Level of personal service

8.5/10

Knowledge of staff

8.5/10

Information available

8.7/10

Facilities

8.6/10

Making bookings

Tourism New Zealand: Outcome 5

8.8/10

Satisfaction: “Effective quality accreditation systems are used extensively”

What are we seeking to achieve?

An increased level of visitor satisfaction with their New Zealand experience
by increasing the number of tourism operators who meet agreed quality

standards.
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Why is this outcome important?

The 100% Pure campaign promises visitors’ a high-quality experience in a
high quality natural and physical environment. The recent launch of the
Qualmark campaign offers visitors “"100% Assurance” of a quality experience.

To maintain our reputation, visitors must have a satisfying experience.

The natural environment is still New Zealand’s main draw-card. It is
necessary, therefore, that we assist the industry in improving its
environmental standards.

China is one of our fastest growing markets and it is very important that we
provide a quality experience to Chinese visitors so that the market develops
positively for the New Zealand industry. In the Chinese market we have a
specific quality challenge. The structure of the market is such that many of
our visitors arrive for short, organised trips. For some visitors the quality of
the tour is poor, with low-quality attractions, activities and accommodation.
This leads to very low levels of satisfaction.

What will we do to achieve this outcome?
We will do this through our 60% ownership of Qualmark and through our
governance role on the Board.

Qualmark!® gives us a tool through which we can influence its 2200 licence
holders on quality and environmental issues. Focus in the environmental
space will continue in the upcoming years with:

e 2009/10 seeing the completion of the assessment of all licence holders
against the new environmental criteria that was launched in 2008/09.

Since 2002, the focus for Qualmark has been to grow the number of licence
holders. This has seen numbers grow from 700 in 2002 to 2200 in 2009.
The focus now is shifting from ‘growth’ to ensuring that standards are up to
date, and consistently enforced.

e a programme of industry standard updates will continue to be rolled
out in 2009/10, to ensure Qualmark reflects industry and sector best
practice; and

e “business as usual” activity will see all 2200 firms inspected and re-
licensed.

' Qualmark is a 60% owned subsidiary of Tourism New Zealand. The Automobile Association of New
Zealand owns the remaining 40%. The company owns and manages a quality assurance accreditation
scheme to which tourism companies can apply to become licence holders. Annual inspections result in a
star rating (1-5) for licence holders within the accommodation providers, and an endorsement for
activities/transport and service providers.
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New Zealand and China have agreed a structured approach for tourism into
New Zealand and most holiday traffic operates under the Approved
Destination Status scheme. In 2007, Tourism New Zealand took over
management of this scheme, funded by a two year grant from the
government. An assessment of the scheme is currently being carried out to
direct its future shape. Our activity next year will be dictated by the
outcomes of this review, which is due in June.

These activities will be funded out of Output 4: Quality Assurance.

How will we demonstrate success in achieving this outcome?
This outcome will be measured through monitoring the level of Qualmark
licence holders.

Satisfaction:
Effective quality accreditation systems are used
extensively
Year Number of Qualmark Trend Target
licence holders
YE Dec 1,854 A 1,900
2006
YE Dec 2,093 A 2,100
2007

YE Dec 2,189 A 2,200
2008
YE Dec N/A 2,000
2009
YE Dec N/A 2,000
2010

3. TOURISM NEW ZEALAND’S OPERATING
ENVIRONMENT

A range of external influences impact on the strategic choices Tourism New
Zealand makes about what to focus on, including our choice of visitors,
markets, messages and channels. Similarly they can influence the choices
made by potential visitors, including whether to come to New Zealand and
how long to come for.

Given the current speed of change in global economic conditions, significant
issues in our external environment can quickly emerge and change. Tourism
New Zealand needs to constantly monitor and analyse the external
environment to identify issues and trends and assess their implications.

The table below explains five important factors within this environment that
will drive visitor preferences and choices over the next few years and will
therefore influence Tourism New Zealand’s strategic direction.

"' Qualmark membership is heavily influenced by the economic climate, therefore the YE Dec 2010 target
may be revisited to account for changes within the economic environment at a later date.
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4. ORGANISATIONAL HEALTH AND CAPABILITY

Tourism New Zealand’s organisational health and capability is related to our
investment in our employees, environment and systems. Our practices are
consistent with the development goals that aim to lift the performance of the
State Services generally. They include:

* Employer of choice

* Networked state services
 Value for money state services
« Co-ordinated state agencies

» Accessible state services

* Trusted state services

Over the next three years, Tourism New Zealand’s aim is to maintain or
enhance its performance in the following areas:

4.1 OUR PEOPLE

Through our Human Resources programmes and practices we are committed
to ensuring our staff are aware that they are valued and that they are given
the opportunity to develop and pursue career development opportunities as
they become available.

Specifically in 2009/10 we will develop or continue the following programmes
and practices.

Maori_cultural competencies: Culture is the second greatest motivator for
choosing New Zealand as a holiday destination. Tourism New Zealand must
have the internal capability and resources to deliver the Maori cultural
component of the 100% Pure message.

e In 2009/10 Tourism New Zealand will develop a set of competencies
that all New Zealand and off-shore staff will begin, at the level
appropriate to their responsibilities.

Graduate/Maori graduate programme: We will continue to offer our
graduate/Maori graduate programme. Since 2002 ten graduates have been
recruited. Graduates are on fixed term contracts and ‘cycle’ through the
organisation over a 12 month period. At the conclusion of the 12 month
cycle, if suitable positions are available, continued employment is offered.

e In the period 2009/10 to 2011/12 we will continue this programme.

International development opportunities: As an international organisation
opportunities arise to work in our network of international offices on a
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permanent and project basis. It is our policy to offer positions to suitably
skilled staff in the first instance.

In 2009/10, subject to funding, there may be opportunities to join the
project team managing the deployment of the Giant Rugby Ball in Japan.

4.2 OUR WORKPLACE AND SYSTEMS

Workplace
The environment that we work in is distinguished by the following factors:

e geographic dispersal, with 10 offshore offices crossing timezones;
e significant cultural differences between staff;

e a young and technologically ‘savvy’ workforce; and

o fluid deployment of staff to international projects.

To create an environment that suits these factors our two main offices in
Auckland and Wellington were redesigned in 2007/08 and 2008/09 to a ‘hot
desk’ flexible work environment. The workspace is considerably more flexible
than a traditional office layout and accommodates the coming and going of
international staff and contractors without disruption. Our Australian and
Shanghai offices adopted this office format as part of moves to more
affordable office space in 2008/09.

e in 2009/10 and 2010/11 and we will examine the feasibility and cost of
applying the ‘hot desk’ format to our Los Angeles and London offices;
and

e over 2009/10 to 2012/12, when our leases expire, as a matter of
course we will assess the costs and benefits of cohabiting with other
New Zealand Government agencies against accommodation in
‘commercial’ office space.

Systems
Information systems are critical for ensuring our workforce is able to

communicate internally and with the wider tourism industry. Tourism New
Zealand operates a ‘wireless office’ structure that enables all staff to share
any workspace at any location. We have also recently installed video
conferencing facilities in our key locations (Wellington, Auckland, London,
Sydney, Tokyo Los Angeles and Shanghai).

e In 2009/10 we will investigate the feasibility and benefits of
introducing collaborative work technologies to the desktop to further
assist communication between offices.

The introduction of video conferencing has reduced our travel which, with

other initiatives, is part of our commitment to achieve a sustainable work
environment. These initiatives enabled Tourism New Zealand to achieve
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Bronze within the Qualmark Green'? environmental accreditation programme
during 2008/9.

e Over 2009/10 - 20011/12 we will implement further initiatives, as
guided by the assessment criteria, that will improve our sustainability,
targeting Silver and ultimately Gold status within this programme.

In 2008/09 we investigated virtualisation of our servers that will see the
number of servers reduced from 26 to between 2 and 3. The investigation
revealed the project would reduce power consumption considerably, assisting
in our Qualmark rating; manage risk, as part of the project involves moving
the servers from down-town Wellington on a major fault line to our Auckland
office; and offer considerable cost savings over time.

e In 2009/10 we will complete the implementation of the project to
reduce and relocate our servers.

4.3 RISK MANAGEMENT

As Tourism New Zealand is a global agency operating across a number of
markets, it is inevitable that we will be affected by a range of risks. Tourism
New Zealand has established processes for managing its financial and
operating risk and has identified all legislation that it needs to comply with.
Tourism New Zealand’s Risk Management Plan clearly sets out a process for
risk evaluation and then categorises risks into four categories:

* Strategic

* Financial

» Operational
» Hazards

A notable financial risk to the organisation derives from the fact that much of
our expenditure takes place off-shore, exposing us to volatility in foreign
exchange rates. In 2009/10 this has been assessed as reducing our
purchasing power by around $NZD8m. In 2008/09 we investigated, with the
Ministry of Tourism, options to (a) improve the rates that we purchase our
currencies at and (b) protect our off-shore purchasing power.

e In 2009/10 we will implement the outcomes of the investigation to
protect our baseline spend against foreign exchange fluctuations.

Tourism New Zealand’s Risk Management Plan includes policies and
procedures to effectively identify, treat and monitor principal business risks.
Tourism New Zealand’s risk profile is reviewed on a regular basis by the Audit
Committee and is submitted to the Board for approval on an annual basis.

12° See http://www.responsibletourism.co.nz/ for detailed information on standards and assessment
processes
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In conjunction with Table 1 (p.25/26) which has identified significant risks
taking place in our operating environment, Tourism New Zealand has
identified a number of additional internal risks. The four that pose the
greatest threat and impact are listed below;

Risk Area

Description

Tourism New Zealand’s Mitigation
Strategies

Funding

If funding levels aren’t
sufficient, Tourism New
Zealand'’s ability to achieve
its objectives is eroded.

Annual consideration of baseline funding in order to
meet objectives occurs as part of the budget round.

Funding for special projects and pursuing opportunities
when they arise can be sought through between
budget bids, with agreement of Minister.

Communication with Government on our ability to fulfil
our function within current funding parameters.

Discussion commenced with Government for
mechanisms to compensate Tourism New Zealand for
foreign exchange exposure from a weakening dollar.

Strategic and Business
Planning

If strategic and business
plans are poor it may result
in uncoordinated long term
direction of Tourism New
Zealand and unacceptable
outcomes for the
Government, the Tourism
Industry and Tourism New
Zealand.

Our Business Planning process commences in
November/December each year with a strategic
session(s) held by the Executive.

This is followed by a Strategic session with the Board
in November/December at which the main strategic
themes are agreed.

Business Planning documentation around these
themes is distributed in January and a plan and
budget developed and finalised in April/May for
submission to the Board for approval in June.

Annual accountability

If Annual Accountability

Annual Statements are prepared with significant input

documents Documents aren’t robust by the Executive and management. The statements
they will draw criticism from | are presented to the Board for review and approval,
the Minister and the prior to being forwarded to the Minister for approval.
Government, and result in a . .
loss of confidence. The annual Statement of Intent is developed in
accordance with Treasury/SSC guidance to Crown
Entities, in consultation with our auditors.
Advice

If poor advice is provided to
the Government and the
Tourism Industry critical
Government and Tourism

Industry support will be lost.

Policy advice is sent to the Executive for consideration
and approval prior to it being sent externally.

Information to the Minister’s office is sent through a
centralised point.

If appropriate, the Board members’ with relevant skills
may assist the Executive with the development of
Policy Advice.
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PART TWO: ACCOUNTABILITY STATEMENTS
AND FORECAST FINANCIAL INFORMATION

In this section of the Statement of Intent we provide more information about
our activities for 2009/10 within each of our outputs. This includes
information about the measures and standards against which our
performance in the five output classes will be assessed, as well as the cost of
each output. Our Output Agreement for 2009/10 with the responsible
Minister further expands on the activities described in this Statement that are
designed to achieve our 2009/10 objectives.

1. STATEMENT OF FORECAST SERVICE
PERFORMANCE 2009/10

1.1 ToOURISM NEW ZEALAND OUTPUTS

Tourism New Zealand delivers a number of outputs to achieve the outcomes
we desire. As a result of the redevelopment of Tourism New Zealand’s
Outcome Framework our activities have been organised into five outputs.
This is a change from the three outputs used in last years Statement of
Intent; campaign, channel and capability. The new outputs provide greater
clarity on what we do and we can allocate activities and their budgets from
previous years into this new output structure.

[ Output 1 —Marketing

Tourism New Zealand’s largest output class and that which is most usually
associated with us is marketing. Within this output class a range of output
activities are undertaken including campaigns, research and public relations
(PR) activities are undertaken.

Campaigns
Tourism New Zealand currently runs three campaigns:

e 100% Pure New Zealand - our global brand campaign;
e '‘What do you say UK?’ - in the UK; and
¢ ‘What’ On’ - in Australia.

The campaigns are delivered to consumers via the following media:

e pay, free to air and on-line television;
e cinemas;
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e out of home/outdoor;
e social media/on-line; and
¢ mobile media.

Public Relations
The International PR programme includes the following components:

e International Media Programme which hosts 400 international media in
New Zealand each year, providing them with itinerary assistance,
travel story ideas, high resolution images and video material;

e the Opinion Leaders Programme which targets high profile, influential
leaders in key markets and hosts them in New Zealand with the aim
that that they lead positive opinion shifts at home;

e the Global Newsroom which identifies significant events, people,
occasions in the media that can be used to raise New Zealand’s profile;

e provision of high quality video and images to international journalists,
and increasingly people using social media; and

e sponsorship and support for events that generate international profile
for New Zealand, in exchange for branding rights. In the year ahead
this will include the Winter Games and the Michael Hill Golf Open, both
in Queenstown. In October 2009, coinciding with the All Blacks visit
and subject to funding, we will lead the installation of the Giant Rugby
Ball in Tokyo.

Research
Ongoing research programmes include:
e the Campaign Tracking and Evaluation Research that tracks the
impact of the campaign on potential visitors;
e the Visitor Evaluation Monitor, which surveys actual visitor’s attitudes;
and
e one off research projects that provide a better understanding of
markets to assist in improving campaign targeting.

[ Output 2 - Information for visitors

Tourism New Zealand provides information on services, attractions and
activities in New Zealand. This is done through our consumer website
www.newzealand.com and through our role with the i-SITE network.

www.newzealand.com is the main way Tourism New Zealand provides
information to potential visitors. The site introduces users to New Zealand by
providing basic, yet core information about New Zealand, and tourism
specific information, including information on accommodation providers,
attractions, activities, events, transport, how to get around New Zealand and
information on destinations. The website also allows the user to view videos.
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The website features a database of New Zealand tourism industry operator’s,
enabling the user to contact the individual tourism operator directly.
www.newzealand.com also provides a ‘Travel Planner’ which allows users to
build a customised itinerary.

i-SITE New Zealand Visitor Centres (85 around New Zealand) provide an
information and booking service for attractions, transport, accommodation
and events to international and domestic visitors in New Zealand. Tourism
New Zealand has no ownership stake in any of the 85 centres.

i-SITE New Zealand is governed by a Board of directors which includes one
ex-officio position a Tourism New Zealand General Manager. i-SITE New
Zealand is a subsidiary of Tourism New Zealand, and the subsidiary is the
owner of the i-SITE brand and livery. Tourism New Zealand provides staff,
support services, business systems, training to i-SITE staff and marketing for
the i-SITE network.

i-SITE New Zealand has established the membership standards that
individual centres must achieve to use the i-SITE brand, and become a part
of the network of centres. These standards are enforced by site inspections
of the centres by i-SITE staff. Recently these standards have been included
in the Qualmark stable of standards. For more information on i-SITE New
Zealand see Appendix A 1.2.

[ Output 3 — Quality Assurance

Tourism New Zealand is 60% owner of the subsidiary organisation Qualmark
New Zealand Ltd. The Automobile Association (AA) of New Zealand owns the
remainder of the shares. Tourism New Zealand appoints three directors,
including the Chair, from its Executive Team, the AA appoints two directors.
The Qualmark business is run on a not-for-profit basis and operates out of
separate premises in Auckland. Tourism New Zealand provides funding,
governance and some marketing support for Qualmark.

Qualmark provides quality assurance services to around 2200 New Zealand
tourism businesses. Qualmark offers a star grading system for
accommodation facilities and an endorsement programme for activities,
transport and services. Annually Qualmark undertakes around 2200 onsite
assessments where trained assessors measure the quality of operator’s
facilities, business practices including health and safety systems and service
systems relating to guest care. Businesses are also assessed on their
environmental performance based on their energy efficiency, conservation
initiatives, waste management, community activities and water conservation.
For more information on Qualmark see Appendix A 1.1.
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In China there are particular quality issues that require attention. The
Approved Destination Status (ADS) unit that Tourism New Zealand operates
licenses New Zealand based Inbound Tour Operators that cater for the
Chinese market, and monitors their conduct, performance and quality
standards. The ADS Monitoring Unit is responsible for:

e assessing new applicants;

e completing regular compliance assessments;

¢ monitoring ADS approved operators to ensure compliance with the

Code of Conduct; and
¢ handling complaints and feedback from Chinese Group Tour visitors

[ Output 4 — Working with overseas travel trade and airlines

Travel Trade Website

The website www.newzealand.com/travel/trade provides access to the
‘Industry Guidebook’, which provides travel sellers access to trade
information via a searchable database. Must do experiences are highlighted
in the Guidebook, along with information detailing recent product updates
within the New Zealand tourism industry.

The site offers online training modules and access to training tools that
include:

e region and product specific online training modules that include
knowledge tests that can be completed and marked online, with up to
15,000 modules completed per year;

e a “How to Sell New Zealand” training module for first time sellers;

¢ the Explore self familiarisation programme that is used by up to 650
travel sellers per year to update themselves on New Zealand tourism
products and services;

e access to marketing material such as maps and motivation brochures,
image library and guides to itinerary development, brochure
production and website development; and

e product specific information areas.

Travel Seller Product Marketing and Training
Tourism New Zealand’s internationally based trade marketing staff complete
in market training with travel sellers by:
e product marketing seminars for specific travel sellers in each overseas
market we service;
e running “train the trainer” courses that up-skill travel company training
staff on New Zealand;
¢ planning and operating familiarisation visits to New Zealand for up to
150 travel company product managers and decision makers; and
e providing a product auditing service in developing markets on how to
best represent New Zealand holidays and itineraries in marketing
material.
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Trade Events
Tourism New Zealand organises trade events and co-ordinated participation
by the New Zealand tourism sector at International trade shows.

These include:

handling the buyer invitation and briefing process for TRENZ which
connects more than 280 New Zealand tourism products and Regional
Tourism Organisations (RTOs) with more than 230 international buyers
over a 4 day event;

International Marketing Association (IMA) Roadshow of UK/Europe,
whereby at least 15 regional representatives from New Zealand will
train product planners and frontline travel sellers;

in-market training events, called Kiwi Link, which connect New Zealand
tourism operators with travel sellers;

providing a New Zealand presence at World Travel Mart in London in
November 2009, where up to 10 New Zealand inbound operators or
product providers can participate; and

providing a New Zealand presence at the International Luxury Tourism
Market in France in December 2009.

Maintaining and developing airline services to support tourism growth

Activities include:

monitoring inbound traffic and capacity trends and keeping
stakeholders (airport companies, airlines, other government agencies,
RTOS and overseas NTOs) well informed;

facilitating discussions with key stakeholders on “at risk” air routes and
working with airlines and airport companies on marketing programmes
aimed at sustaining improved traffic and yield outcomes; and

assisting airport companies with tourism demand information to assist
proposals for new air routes to be established

Partnership Marketing with Airlines

In each international region Tourism New Zealand seeks active airline
partnerships to leverage the impact of destination marketing and ensure that
compatible New Zealand product and price offers are in consumer arena on a
regular basis. Typically these partnership initiatives include:

co-promotion of airfares and holiday packages to New Zealand with
airline partners in online, print, cinema and television advertising with
advertising costs jointly shared by Tourism New Zealand and the
airline concerned. We expect to complete a minimum of 18 such
projects per year across 6-8 markets;

securing airline commitment to supply free of charge or discounted air
seats to support our International Media Programme hosting of
journalists and film crews;

securing airline commitment to supply free of charge air seats to bring
overseas travel sellers to 1. TRENZ and 2. for familiarisation visits; and
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e securing airline commitment for discounted seats to transport New
Zealand travel sellers to up to 8 overseas trade and training events per
year.

Output 5 - Informing and engaging with the New Zealand tourism
industry.

Within New Zealand, Tourism New Zealand provides a range of publications,
undertakes speaking engagements, workshops and road shows and offers
some tailored regional/product/sector advice.

Publications include regular email updates to the industry, Tourism News
distributed via email and post, and market updates and reviews posted on
our corporate website, our annual report and corporate profile.

Speaking engagements include industry presentations and seminars that
update industry members on, by way of example, changes within the global
industry and the specific consequences this will have within the New Zealand
tourism market.

Tourism New Zealand has recently produced a DVD on Kaitiakitanga to
enhance the understanding of this concept throughout the industry. This DVD
will be shown within the context of a workshop to tourism operators,
Regional Tourism Organisations and other tourism organisations throughout
New Zealand.
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Outputs and activities

Specific planned activities 09/10

Performance measures (and standards)

Market research
conduct market research to inform
industry activity and Tourism New
Zealand focus

e  Conduct the Visitor Experience Monitor (VEM)
e Disseminate results from the VEM to industry
participants

4,500 on-line VEM surveys are carried out
On-line market reports on www.tourismnewzealand.com
include results from the VEM

Advertising

e Run the 100% Pure “Youngest Country”

100% Pure “Youngest Country” run in Australia, USA &

Marketlng develop and run advertising campaigns campaign UK
$39.5m in target markets e Run What’s On seasonal campaigns in Australia e What’s On run in at least 3 seasons in Australia and What
e Run What Do you Say, UK? campaign in the UK do you say UK run in the UK
International PR activities e Select media, plan itineraries and host e Target at least 400 international media to visit New
T & Mg mesh international media to New Zealand Zealand
programme e Monitor media exposure generated by media on e Level of media exposure, including quantitative results
the programme and commentary on quality of exposure
Trainin e Provide on-line training to the trade through . 15,000 completions of (travel modules) by travel trade
provide training to oeerseas — www.newzealand.com/travel/trade e International travel seller satisfaction with Tourism New
SlEs Zealand's trade training activities (90% of participants
are very satisfied or extremely satisfied)
e TRENZ (June 2009)
T Cvens e International Marketing Association Roadshow of
o ] UK/Europe (July 2009)
host and participate in overseas trade
e I2venés Ver r e Kiwi Link India (Sept 2009) and Kiwi Link Japan
: (May 2010)
Working e World Travel Mart in London (Nov 2009)
with
overseas e  Plan and host off-shore product managers on e 150 Travel Sellers participate in familiarisation

travel trade
and airline

Familiarisations
Provide familiarisation experiences to

familiarisation experiences around New Zealand

experiences.
Level of participant satisfaction with familiarisation
experience (90% of participants are very satisfied or

Calicns overseas travel sellers extremely satisfied)
$4.2m e Implement Explore programme self e 650 self familiarisations by travel sellers
familiarisations
. e Maintain and update the
Inf tion fi ffsh trad :
n °rm;a;:t';in°;r:j uspcgtz race www.newzealand.com/travel/trade website e 20% increase in the number of total visits to the travel
rEvE TR BT ) wElsitE e Increase the number of total visits to Travel trade website (based on approx 165,000 visits in
o Trade website 2008/09 year)
International air service activity e Ajoint project with TMT, MOT, MFAT and NZTE to
engage with international carriers develop an ‘Air Linkages’ strategy for New
Zealand.
Websites e Maintain and update the www.newzealand.com e Average monthly user sessions
maintain and update Tourism New website e  User sessions year end
Information Zealand's consumer website e User sessions average growth by calendar year
for visitors
$3.0m i-SITE e  Contract providers to assess centres against e At least 40 i-SITEs are assessed against network
ensure that i-SITEs meet the quality Qualmark standard for i-SITEs and to ‘mystery membership standards
standards that are a requirement of shop’ at i-SITEs e At least 40 i-SITEs are ‘mystery shopped’ and results
membership reported to i-SITE New Zealand.
Qualmark e Undertake activities to retain members and e Number of Qualmark licence holders averages over 2000
provide quality accreditation/ratings in promote to new members to ensure critical mass over 12 months
relation to accommodation, transport, of membership is maintained, and continue to
Quality activities, and i-SITE services carry out quality assessments
assurance
$1.4m e Facilitate expansion of the ADS scheme through e Applications processed within required timeframes (within
Approved Destination Status efficient processing of new membership 90 days of receipt by Tourism New Zealand)
process new ADS applications and applications e Applications for ADS renewals processed within required
applications for renewals e  Promote retention of existing members through timeframes (within 30 days of receipt by Tourism New
efficient processing of renewal applications Zealand)
e Publish fortnightly e-bulletins to provide industry e e-bulletins are published fortnightly to a distribution list
Publications with frequently updated information about of at least 3,500 subscribers
current state of the tourism markets and Tourism
New Zealand activity
e Ensure the following industry websites are e www.tourismnewzealand.com reviewed, re-designed and
Informing Websites maintained re-launched
and maintain and update Tourism New e TourismNewZealand.com e User sessions on the redesigned
ARG Zealand's industry websites e Newzealand.com/travel/media www.tourismnewzealand.com website increased from
_g ging o Images.newzealand.com current average of 17,000 per month
with Nz
_tour|sm e Organise and run road-shows, workshops, . Number of face-to-face engagements with the New
industry presentations, or attend those organised by other Zealand tourism industry.
$1.4m Engagements entities, to provide New Zealand industry with

information on the state of the visitor markets
and Tourism New Zealand activities

Regional, sector, product
development advice
Provide advice to regions and Regional
Tourism organisations

e As required
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2. STATEMENT OF ACCOUNTING POLICIES

(a) Basis of preparation

Tourism New Zealand is a Crown entity as defined by the Crown Entities
Act 2004 and is domiciled in New Zealand. As such, Tourism New
Zealand’s ultimate parent is the New Zealand Crown.

Tourism New Zealand’s financial statements have been prepared in
accordance with New Zealand generally accepted accounting practice and
the requirements of the Crown Entities Act 2004. The financial statements
have been prepared on a historical cost basis modified by the revaluation
of certain assets and liabilities as identified in this statement of accounting
policies.

For the purposes of financial reporting, Tourism New Zealand is classified
as a Public Benefit Entity.

(b) Statement of compliance

The financial statements have been prepared in accordance with New
Zealand equivalents to International Financial Reporting Standards (NZ
IFRS) and other applicable Financial Reporting Standards as appropriate
for public benefit entities.

The financial statements are presented in New Zealand dollars and all
values are rounded to the nearest thousand dollars ($000). The functional
currency is New Zealand dollars.

(c) Basis of consolidation

The consolidated financial statements comprise the financial statements of
New Zealand Tourism Board trading as Tourism New Zealand and its
subsidiaries as at 30 June each year (the Group).

Subsidiaries are combined using the purchase method of combination. The
financial statements of subsidiaries are prepared for the same reporting
period as the parent company, using consistent accounting policies.

Adjustments are made to bring into line any dissimilar accounting policies
that may exist.

All intercompany balances and transactions, including unrealised profits
arising from intra-group transactions, have been eliminated in full.
Unrealised losses are eliminated unless costs cannot be recovered.

Subsidiaries are consolidated from the date on which control is transferred

to the Group and cease to be consolidated from the date on which control
is transferred out of the Group.
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Where there is loss of control of a subsidiary, the consolidated financial
statements include the results for the part of the reporting period during
which Tourism New Zealand has control.

Business combinations that occurred prior to the date of transition to NZ
IFRS have not been restated retrospectively.

(d) Investment in associate

The Group's investment in associates is accounted for under the equity
method of accounting in the consolidated financial statements.

An associate is an entity in which the Group has significant influence and
which is not a subsidiary nor a joint venture.

The annual financial statements of the associate are used by the Group to
apply the equity method. The reporting dates of the associate and the
Group are identical and both use consistent accounting policies.

The investment in the associate is carried in the balance sheet at cost plus
post-acquisition changes in the Group's share of net assets of the
associate, less any impairment in value. The consolidated income
statement reflects the Group's share of the results of operations of the
associate.

Where there has been a change recognised directly in the associate's
equity, the Group recognises its share of any changes and discloses this,
when applicable in the consolidated statement of changes in equity.

(e) Foreign currency

Where transactions in foreign currencies have been covered by forward
exchange contracts, the rates in those contracts are used to convert the
transactions to New Zealand Currency. Otherwise, transactions are
recorded in the functional currency at the exchange rates ruling at the
date of the transaction.

Monetary assets and liabilities denominated in foreign currencies are
translated at the rate of exchange ruling at the balance sheet date.

Exchange gains and losses are recognised in the Statement of Financial
Performance.

Non-monetary items that are measured in terms of historical cost in a
foreign currency are translated using the exchange rate as at the date of
the initial transaction.

(f) Property, plant and equipment

Plant and equipment is stated at cost less accumulated depreciation and
any impairment in value.

39



Depreciation is calculated on a straight-line basis over the estimated
useful life of the asset as follows:

Office equipment 5 years
Motor vehicles 4 - 5 years
Furniture and fittings 5 - 8 years
Computer equipment 3 years

Leasehold improvements Up to term of the lease

Realised gains and losses arising from the disposal of property, plant and
equipment are recognised in the Statement of Financial Performance in
the period in which the transaction occurs.

Impairment

The carrying values of plant and equipment are reviewed for impairment
when events or changes in circumstances indicate the carrying value may
not be recoverable.

If any such indication exists and where the carrying values exceed the
estimated recoverable amount, the assets are written down to their

recoverable amount. Losses resulting from impairment are reported in
the Statement of Financial Performance.

(g) Intangible assets

Intangible assets are recorded at cost at acquisition. Where there is no
active market for these assets, or they are determined to hold no future
economic benefit, they are written off in the year of acquisition. Tourism
New Zealand has no intangible assets with a finite life.

Research and development costs are expensed as incurred.

(h) Inventories

Inventories are valued at the lower of cost and net realisable value.

(i) Trade and other receivables

Trade receivables are recognised and carried at original invoice amount
less an allowance for any uncollectible amounts.

An estimate for doubtful debts is made when collection of the full amount
is no longer probable. Bad debts are written off when identified.

(j) Cash and cash equivalents
Cash and short-term deposits in the Statement of Financial Position

comprise cash at bank and in hand and short-term deposits with an
original maturity of three months or less.
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For the purposes of the Statement of Cash Flows, cash and cash
equivalents consist of cash and cash equivalents as defined above.

(k) Provisions

Provisions are recognised when the Group has a present obligation (legal
or constructive) as a result of a past event, and it is probable that an
outflow of resources embodying economic benefits will be required to
settle the obligation and a reliable estimate can be made of the amount of
the obligation.

Where the Group expects some or all of a provision to be reimbursed, for
example under an insurance contract, the reimbursement is recognised as
a separate asset but only when the reimbursement is virtually certain. The
expense relating to any provision is presented in the Statement of
Financial Performance net of any reimbursement.

If the effect of the time value of money is material, provisions are
determined by discounting the expected future cash flows at a rate that
reflects current market assessments of the time value of money and,
where appropriate, the risks specific to the liability.

Where discounting is used, the increase in the provision due to the
passage of time is recognised as a finance cost.

(1) Leases

The determination of whether an arrangement is or contains a lease is
based on the substance of the arrangement and requires an assessment
of whether the fulfilment of the arrangement is dependent on the use of a
specific asset or assets and the arrangement conveys a right to use the
asset.

Leases where the lessor retains substantially all the risks and benefits of
ownership of the asset are classified as operating leases. Operating lease
payments are recognised as an expense in the Statement of Financial
Performance on a straight-line basis over the lease term.

The Group does not enter into Finance leases.

(m) Revenue

Revenue is recognised to the extent that it is probable that the economic
benefits will flow to the Group and the revenue can be reliably measured.
The following specific recognition criteria must also be met before revenue
is recognised:

Grants received from the Crown are recognised as revenue on receipt.
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Revenue from the supply of goods and services is recognised when the
significant risks and rewards of ownership of the goods have passed to the
buyer and can be measured reliably. Risks and rewards are considered
passed to the buyer at the time of delivery of the goods to the customer.

Revenue from the supply of services is recognised on a straight line basis
over the specified period for the service unless an alternative method
better represents the stage of completion of the transaction.

Interest revenue is recognised as interest accrues using the effective
interest method. This is a method of calculating the amortised cost of a
financial asset and allocating the interest income over the relevant period
using the effective interest rate, which is the rate that exactly discounts
estimated future cash receipts through the expected life of the financial
asset to the net carrying amount of the financial asset.

(n) Income tax

Tourism New Zealand is exempt from income tax under the New Zealand
Tourism Board Act 1991. Tourism New Zealand’s subsidiaries are subject
to income tax.

Current tax assets and liabilities for the current and prior periods are
measured at the amount expected to be recovered from or paid to the
taxation authorities based on the current period's taxable income. The tax
rates and tax laws used to compute the amount are those that are
enacted or substantively enacted by the Statement of Financial Position
date.

Deferred income tax is provided on all temporary differences at the
Statement of Financial Position date between the tax bases of assets and
liabilities and their carrying amounts for financial reporting purposes.

Deferred income tax liabilities are recognised for all taxable temporary
differences except:

e when the deferred income tax liability arises from the initial
recognition of goodwill or of an asset or liability in a transaction that
is not a business combination and that, at the time of the
transaction, affects neither the accounting profit nor taxable profit
or loss; or

e when the taxable temporary difference is associated with
investments in subsidiaries, associates or interests in joint
ventures, and the timing of the reversal of the temporary
difference can be controlled and it is probable that the
temporary difference will not reverse in the foreseeable future.

Deferred income tax assets are recognised for all deductible temporary
differences, carry-forward of unused tax credits and unused tax losses, to
the extent that it is probable that taxable profit will be available against
which the deductible temporary differences and the carry-forward of
unused tax credits and unused tax losses can be utilised, except:
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e when the deferred income tax asset relating to the deductible
temporary difference arises from the initial recognition of an asset
or liability in a transaction that is not a business combination and,
at the time of the transaction, affects neither the accounting profit
nor taxable profit or
loss; or

e when the deductible temporary difference is associated with
investments in subsidiaries, associates or interests in joint
ventures, in which case a deferred tax asset is only recognised to
the extent that it is probable that the temporary difference will
reverse in the foreseeable future and taxable profit will be available
against which the temporary difference can be utilised.

The carrying amount of deferred income tax assets is reviewed at each
Statement of Financial Position date and reduced to the extent that it is no
longer probable that sufficient taxable profit will be available to allow all or
part of the deferred income tax asset to be utilised.

Unrecognised deferred income tax assets are reassessed at each
Statement of Financial Position date and are recognised to the extent that
it has become probable that future taxable profit will allow the deferred
tax asset to be recovered.

Deferred income tax assets and liabilities are measured at the tax rates
that are expected to apply to the year when the asset is realised or the
liability is settled, based on tax rates (and tax laws) that have been
enacted or substantively enacted at the Statement of Financial Position
date.

Deferred tax assets and deferred tax liabilities are offset only if a legally
enforceable right exists to set off current tax assets against current tax
liabilities and the deferred tax assets and liabilities

relate to the same taxable entity and the same taxation authority.

(o) Other taxes

Revenues, expenses and assets are recognised net of the amount of GST
except:

e where the GST incurred on a purchase of goods and services is not
recoverable from the taxation authority, in which case the GST is
recognised as part of the cost of acquisition of the asset or as part
of the expense item as applicable; and

e receivables and payables are stated with the amount of GST
included.

The net amount of GST recoverable from, or payable to, the taxation

authority is included as part of receivables or payables in the Statement of
Financial Position.
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Cash flows are included in the Statement of Cash Flows on a gross basis
and the GST component of cash flows arising from investing and financing
activities, which is recoverable from, or payable to, the taxation authority
are classified as operating cash flows.

Commitments and contingencies are disclosed net of the amount of GST
recoverable from, or payable to, the taxation authority.

(p) Financial instruments

Tourism New Zealand uses derivative financial instruments such as foreign
currency contracts to manage its exposure to foreign exchange risk arising
from its operational activities. Tourism New Zealand does not hold or issue
these financial instruments for trading purposes. Tourism New Zealand
has not adopted hedge accounting.

Derivatives are initially recognised at fair value on the date a derivative
contract is entered into and are subsequently re-measured to their fair
value at each balance date. Movements in the fair value of derivative
financial instruments are recognised in the Statement of Financial
Performance.

Foreign exchange gains and losses resulting from the settlement of
derivative financial instruments and from the translation at year end
exchange rates of monetary assets and liabilities denominated in foreign
currencies are recognised in the Statement of Financial Performance.

Cash and cash equivalents include cash on hand, cash in transit, bank
accounts and deposits with a maturity of no more than three months from
date of acquisition

The fair value of forward exchange contracts is calculated by reference to
current forward exchange rates for contracts with similar maturity profiles.

(q) Employee benefits

Pension liabilities: Obligations for contributions to defined contribution
retirement plans are recognised in the Statement of Financial Performance
as they fall due.

Other employee entitlements: Employee entitlements to salaries and
wages, annual leave, long service leave, retiring leave and other similar
benefits are recognised in the Statement of Financial Performance when
they accrue to employees. Employee entitlements to be settled within 12
months are reported at the amount expected to be paid. The liability for
long-term employee entitlements is reported as the present value of the
estimated future cash flows.

Termination benefits: Termination benefits are recognised in the
Statement of Financial Performance only where there is a demonstrable
commitment to either terminate employment prior to normal retirement
date or to provide such benefits as a result of an offer to encourage
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voluntary redundancy. Termination benefits settled within 12 months are
reported at the amount expected to be paid, otherwise they are reported
as the present value of the estimated future cash flows.

(r) Contingent assets and contingent liabilities

Contingent assets and contingent liabilities are recorded in the Notes to
the Financial Statements at the point at which the contingency is evident.
Contingent liabilities are disclosed if the possibility that they will crystallise
is not remote. Contingent assets are disclosed if it is probable that the
benefits will be realised.

(s) Segment reporting

Tourism New Zealand’s primary function is to market New Zealand as a
tourism destination. To achieve this, Tourism New Zealand maintains
offices in a number of overseas countries. However, all Tourism New
Zealand’s activities are co-ordinated from New Zealand.

3. STATEMENT OF SIGNIFICANT ASSUMPTIONS

Assumptions underlying the financial statements include:

(a) Crown funding is assured at least at the levels stated for the period of
the Statement of Intent.

(b) No amount has been included for gains or losses on foreign exchange
derivatives as these cannot be estimated because of uncertainty
surrounding exchange rates over the three year period. There is a risk
that movements in exchange rates can have a significant effect on the
spending power of Tourism New Zealand and can result in volatility in
financial performance as fair value movements on derivatives are
recognised.

(c) The net asset position of subsidiaries will not change significantly over
the three years.

(d) No significant marketing investment is envisaged in any new markets
over the next three years except that there may be a broadening of
marketing activity in some European markets.

(e) As all income and expenditure is recorded in New Zealand dollars the
loss of purchasing power in overseas markets in 09/10 because of
changing foreign exchange rates is not reflected in the financial
statements.
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PART THREE: SUPPORTING DOCUMENTATION

1. APPENDIX A: TOURISM NEW ZEALAND'’S SUBSIDIARIES

Tourism New Zealand has two subsidiary organisations (Qualmark Limited
and VIN Incorporated, trading as i-SITE New Zealand) and one associated
company (the New Zealand Way Limited).

Raising the world’s awareness of New Zealand as a place to visit and then
compelling them to visit, and visit now, needs to be supported by
managing visitors once they get here. This is the role of Qualmark Limited
and i-SITE New Zealand.

Visitor satisfaction and quality are important issues for New Zealand and it
is essential that we continue to provide high-quality tourism products,
services and information, at all levels, for our visitors, otherwise the value
of our marketing activities offshore is lost.

The role and nature of Tourism New Zealand’s shareholding interests in
Qualmark Limited and i-SITE are outlined below. Information is also
provided on the key areas of focus for these subsidiary organisations for
2009/10 (to include information on the focus of Tourism New Zealand’s
support for these organisations over this same time period).

1.1 QUALMARK LIMITED

Qualmark is the New Zealand tourism industry’s official quality assurance
agency. It is a Government-backed initiative supported by Tourism New
Zealand (60% share) and the New Zealand Automobile Association (40%
share) and endorsed by other leading tourism industry organisations. The
role of Qualmark is to help achieve the tourism industry’s overall goal to
enhance New Zealand’s reputation as a world-class visitor destination.

Qualmark’s key objectives are:

o to enable travellers to select accommodation and
activity/attraction/transport options with confidence, knowing that the
business they choose has been independently quality-assessed; and

e to work with operators and the New Zealand tourism industry to
provide the best possible experience for visitors.

Qualmark provides a grading system for seven different types of
accommodation business and an endorsement system for activities,
transport and services. This enables visitors and the tourism trade to be
better informed about the nature, quality and sustainability of
accommodation and services, while also encouraging the industry as a
whole to lift the bar on the quality and sustainability of their products and
services. Currently, around 2,160 businesses are Qualmark licensed.
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Qualmark’s key areas of focus for 2009/10 are to:

e place emphasis on improving alignment between those businesses that
are quality assured and the 100% Pure brand promise;

e review criteria to ensure experiences appropriately match visitor’s
expectations;

e complete the assessment of all licensed businesses against the
Responsible Tourism criteria;

e assist businesses to improve their star ratings;

e improve consumer and travel trade awareness of New Zealand’s
quality assurance system through the 100% Pure Assurance marketing
campaign; and

e maintain a leading role in destination management and delivery by
ensuring consistency of quality and overall performance of Qualmark
licensed businesses.

1.2 i-SITE

Tourism New Zealand supports the i-SITE Network to provide a quality
experience for visitors that matches the 100% Pure New Zealand Promise.

To fulfill this role i-SITE New Zealand has identified a vision (or outcome)
for the Network within its Strategic Plan 2008-2011:

“All visitors who use an i-SITE are provided with a 100% Pure Welcome”

i-SITE New Zealand’s impact on customers

i-SITE New Zealand will undertake its business activities to achieve the
vision in accordance with its Strategic Plan and Annual Business Plan as
approved by the i-SITE New Zealand Board.

i-SITE New Zealand has identified three impacts that it wishes to have on
its customers, that will achieve the outcome (or vision) above . These are
incorporated into i-SITE New Zealand’s Annual Business Plan.

e i-SITE Centres deliver a 100% Pure Welcome to visitors. i-SITE New
Zealand will create a sense of what is meant by 100% Pure
Welcome and inspire and engage the network itself, and all the
stakeholders involved, in delivering it.

e i-SITE centres are a must visit and deliver the best possible visitor
experience. i-SITE New Zealand will provide the operational,
marketing and technical support necessary for the centres
individually and collectively to ensure that business processes are
efficient and effective and that awareness of the i-SITE brand within
the visitor market remains high.
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e i-SITE Centres are valued by stakeholders and are seen to play an
important role within local communities and economies. i-SITE New
Zealand will proactively advocate for i-SITE centres amongst all key
stakeholder groups and champion the value of i-SITE to the
industry and to local communities.

i-SITE New Zealand Outputs
To generate the impacts outlined here, i-SITE needs to deliver the
following outputs, which have been clustered into three operational areas.

Output 1: Culture creating and building

e Standards and assessments - Monitor the performance of i-SITE
Centres against quality standards, and assess the delivery of the
customer experience.

e Training and development - Build the capability of i-SITE Managers
and maintain a consistent level of qualifications amongst all i-SITE
staff.

e Member communications and networking - Develop effective
platforms for sharing best practice and generating excitement about
the delivery of the 100% Pure Welcome.

Output 2: Operational and marketing support

e Business systems - Develop and improve systems that link i-SITE
Centres and enhance the quality of service provided to visitors.

e Marketing - Enhance the international and domestic profile of the i-
SITE brand through a variety of promotional channels, and
participate in the delivery of Tourism New Zealand campaigns such
as ‘What's On’.

e Administrative support - Facilitate the distribution of i-SITE branded
material and provide assistance to i-SITEs on an as needed basis.

Output 3: Advocacy

e Industry liaison - Manage relationships with key national tourism
operators.

e Stakeholder liaison — Manage relationships with key industry bodies
and organisations to further enhance the perceived value of the i-
SITE Network.

e Local Government and owner liaison - Assist i-SITE Centres to build
effective relationships with stakeholders in their community.

The focus for i-SITE New Zealand has been on consolidating standards
across the network and on building staff capability in each centre. This
has involved; reviewing and then lifting membership standards, delivering
training programmes for i-SITE managers and developing a common web-
based platform for storing and accessing tourism information. From 2009
onwards individual sites will be assessed against the Qualmark standard
for visitor centres, to ensure consistent quality across the country.
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The network is now in a strong position to deliver on the three impacts
outlined above, and in so doing, will deliver an experience to our visitors
which matches the 100% Pure promise that the campaign makes.

1.3 THE NEw ZEALAND WAY LIMITED

The New Zealand Way Limited has the objective of building and sustaining
an umbrella brand for New Zealand exporters and the tourism industry
which, by emphasising and embodying quality, market efficiency, market
innovation, leadership, and unique New Zealand characteristics, adds
value to the products and services that carry the brand.

Tourism New Zealand will continue to position New Zealand as a quality
tourism destination using the Brand New Zealand fern as a key symbol
and identifier.

Key areas of focus for 2009/10 are to:

e protect the Brand New Zealand fernmark in New Zealand and key
offshore tourism markets;

e deliver brand value to Brand New Zealand through i-SITE and
Qualmark; and

e exploit the opportunity to profile New Zealand as a quality tourism
destination through www.newzealand.com.
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2. APPENDIX B — TOURISM NEW ZEALAND’S OUTCOMES AND PERFORMANCE INDICATORS

High level outcome

The value to NZ's economy and
society from tourism is increased,
while being respectful of our
people, culture and environment

Tourism’s contribution to GDP

Tourism’s contribution to

employment

« Foreign exchange earnings
from tourism

« Tourism’s contribution to GST

earnings

Tourism industry outcomes

Visitor numbers
Increased number of visitors to NZ

« Number of visitors

| Visitor nights
Visitors spend more nights in NZ

« Total visitor nights

| Visitor spend
Visitors spend more money per
night in NZ

« Average spend per night

Information
Visitors in NZ are well-informed
about the range of activities and
experiences on offer

« Spending attributable to i-
SITE visitors compared to
non-i-SITE visitors

Satisfaction
Visitors experience high quality
tourism services and products

« Visitor perceptions of the
quality of NZ’s tourism
services and products

« Satisfaction of visitors who
used Qualmark services
compared to non-Qualmark
services

Environment
Tourism has a sustainable impact
on NZ’s natural environment

« Number and rating of
businesses with Qualmark
Enviromark ratings

Tourism New Zealand outcomes

Awareness & preference
Potential visitors in target markets
are aware of NZ as a travel
destination, and potential visitors
want to visit NZ

« Prompted level of awareness
of specific campaigns

« NZ's ranking as a preferred
holiday destination in target
markets

Intention
Potential visitors plan to visit NZ in
the near future

« Intention of potential visitors in
target markets to travel to NZ

Enabling
Overseas travel trade facilitates
planning and booking

TNZ does not measure this outcome
directly due to difficulties and cost
involved in measuring the level of NZ
tourism business generated by
overseas travel trade that we engage
with. The relevant output measures
provide a suitable proxy.

Information services
Tourism information services are
easily accessible and high quality

« Number of i-SITE visitors as a
percentage of total visitors

« User satisfaction with quality
and usefulness of i-SITE
services

Satisfaction
Effective quality accreditation
systems are used extensively

« Number of Qualmark licence
holders

Tourism New Zealand outputs

I Marketing

| Working with overseas travel
I trade

Information for visitors
(websites)

Informing and engaging with NZ
tourism industry

Information for visitors
(-SITEs)

Quality assurance
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