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Fieldwork timings and target audience definition

— Unlike our top six markets, where monitor data is collected monthly, Reported Monthin which data was
for emerging markets, like India, we take a point-in-time read of the quarter collected for that quarter

market as required

Q4 FY17 40% April 2017
— The months when fieldwork occurred for each reported quarter is to
. Q1 FY18 43% September 2017
the right
. . ere Q3 FY18 41% March 2018
Target population definition
_ _ _ _ _ _ Q1 FY19 40% September 2018
— InlIndia, our target population, is defined as online population, 18-74 '
years of age, residing in New Delhi, Bangalore or Mumbai Q4 FY19 42% April 2019
0,
Active Considerers definition Ql k2l 27% September 2020
Q2 FY22 37% October 2021
- Active Considerers see New Zealand as a preferred destination (first or
Q4 FY22 38% May 2022

second preference) for their next holiday; would seriously consider visiting
in the next three years; and have a realistic budget for their visit.

— InFY21 the definition of Active Considerers (AC) was revised: the
minimum spend threshold was increased to 160,000 INR (it was
120,000 INR untilQ4 FY19 inclusive)

— All historical results in this report have been recalculated based on the
revised AC definition

KANTAR (© @ VA



Summary

—The Indian market is an attractive opportunity for New Zealand: there is a stable pool of ACs (38%), equating to approximately 12.3
million people, and a growing preference for New Zealand as a first destination to visit next (64%)

—There is a strong immediate opportunity for conversation: with 63% of ACs stating that they have done enough research and are ready
to book their trip

— Australia, Switzerland, and Singapore are the key destinations that New Zealand is competing with amongst Indian AC’s

—New Zealand is well positioned to compete with these destinations, but will need to improve relative perceptions that New Zealand is
a destination that; embraces visitors, offers quality food and wine, and is affordable

— Half of ACs indicated that they would take a holiday longer than 10 days, which is favourable for New Zealand

— Actively promoting New Zealand’s presence on booking channels such as MakeMyTrip.com, Booking.com, and Yatra would be most
beneficial for strong conversion at point of booking as these showed to be the preferred booking channels
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Key insights

The Indian market continues to be an attractive opportunity for TNZ,
with 38% of the total population actively considering New Zealand as a
holiday destination, the highest of all our key markets. In addition to
the large volume of ACs, the Indian market proves to have weathered
the global downtrend displayed by other markets. Providing clarity and
better foresight on returns on marketing and branding in this market.

Vibrant Adventurers, Spontaneous Explorers, and Passive Passengers
are the most common Mindset segments of ACs.

New Zealand faces intense competition from European and Asian
destinations — Australia remains New Zealand's top competitor, and
France and Germany are growing in preference.

To build a competitive edge, New Zealand should leverage its
perceptions of having amazing wildlife experiences and providing an
escape from the world's troubles. New Zealand should also work to
build perceptions of it being a place to enjoy quality food and wine.
Especially since tasting local cuisine sits within the top three activities
ACs are interested in participating in.

3

Two-thirds of ACs are stating they are in the booking phase of the
dreaming/ planning /booking journey to New Zealand.

Additionally, close to 90% of ACs are interested in taking at least a six-
day trip for their next overseas trip. Which aligns with common trip
duration to New Zealand.

Actively promoting New Zealand’s presence on booking channels such
as MakeMyTrip.com, Booking.com, and Yatra would be most beneficial
for strong conversion at point of purchase.
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Online population, 18-74 years of age,

Active Considerer journey residing in New Delhi, Bangalore or
. P 79% Mumbai (32.2m)
funnel - India
Find New Zealand highly appealing as a N
holiday destination, and...
86%
Would seriously consider visiting in the A
next three years, and...
95%
"
New Zealand is a preferred destination for
their next holiday, and...
59%
s

Willing to spend at least INR 160,000 per
person on a holiday to New Zealand®

P\ 0
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The ACincidence is 38% and stable, equating to approximately 12.3 million people

Qualifying criteria for defining ACs
% Online usersaged 18-74 inthe target cities| Q4FY22

100% 21%

79% 11%
68% 3%

Online Indian aged 18- NZ is highly appealing Would definitely
74 consider NZ
Q2 FY22 100% 18% 81% 10% 71%‘ 5%
Q1 FY21 100% 21% 78% 14% 64% 3%

65%

NZ is a preferred
destination to visit

66% A

61%

ACs —We only
survey these people
in more detail

This 38% equates to
approx. 12.3m
people

27%

38%

Would spend at least
INR 16,000 on a trip

28% 37% A

34% 27%

ICANTAR
Sample sizes:Q2 FY22n=867; Q4 FY22n=1,419

Av Significantly higher /lower than last wave
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Unlike other markets where we saw declines in incidence of ACs, the metric is stable for India

Q4 FY22 Appeal vs. top six markets AC incidence vs. top six markets Size of AC pool vs. top six markets

% Online users aged 18-74 % Online users aged 18-74 Million people

Sep 21 Sep 21 Sep 21

-\
® India _ 79% 81% 38% 37% 12.3m 12.1m
-

Germany 57% 58% 10% Y 11% 5.4m 6.0m

G China 66% 68% 33% ¥ 38% 27.4m 31.4m

&’ Japan 35% ¥V 37% 5% 6% 3.9m 4.0m
‘\3‘-}“
< UK 52% Y 55% 12% V¥ 14% 4.8m 5.8m

USA 18% VY 51% 19% 20% 40.5m 42.2m

®

Av Significantly higher /lower than last wave

Notes:

1. Sample sizes:Q2 FY22n=867; Q4 FY22n=1,419 w qun)l.l P"HE

2. Source for top 6 markets: AC Monitor | Online users aged 18-74 | Apr21 -Sep21 | Nov21-Apr22, few zeaLan0 "Ew ZEAI_AH“
Australian=4,425,4,692 | Chinan=2,531,2,951 | Germany n=9,343, 10,635 | Japann =20,636, 20,148 | UKn=8,045, 10,163 | USAn =6,122, 6,263
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ACs over-index on the 30-39 age group; Passive Passengers, Spontaneous Explorers and Vibrant
Adventurers are equally represented within the AC base, accounting for 84% of all ACs

Profile of Active Considerer
% Active Considerers | % Non Active Considerers | Q4 FY22

By age segment By gender By region Mindset Segments

7%

11%

13%

\{
19%

B Cautious Escapists Experienced Connectors

B Male B New Delhi
B 18 - 29 years W 30 - 39 years M 40 - 49 years B Vibrant Adventurers M Organised Joy Seekers

M Female B Mumbai B Spontaneous Explorers M Fun Loving Trail Blazers

B 50 - 59 years 7 60 - 74 years - .
[ | Gendel’ dive rse | Ba ngalore Passive Pa ssengers

) . - . ' 0y
Notes: Outerring:Indian ACs Significantly higher /lower W lnnlo P"nE
l(ANTAR 1. Sample sizes:ACs n =555 | NonACs n =864 Av ?

Innerring:Indian non-ACs than comparison at 95% HEW ZEALAND “Ew ZEALA“n



There is a lot of built up demand among ACs, with 63% of them claiming to have done their
research and are ready to book their trip

Comments
Journey funnel A large proportion of ACs —63% — claim to be ready to book.
% AC| Q4FY22 Some useful context:

e ‘Readytobook’isa claimed state of mind

e The measure iswithin an extremely smallniche of the
population.

* Itdoesn’tmeanACswill bookaflighttomorrow, if possible
to doso, butthat the commitmenttovisit New Zealand is
there, and they feel confident enough to considerita place

22% they’d book travel to

* A numberof extrinsic(e.g. price, availability) and intrinsic
(e.g.annual leave)factors needto align to make booking /
conversionareality

* We know that people continue researchingand planning
afterreachingthe ‘ready to book’ stage; it does not mean
the end of engagement between consumersand TNZ/
industry players

* We seeinemerging marketsthat consumers progress
quite quickly through product adoption cycles, where
developed markets are more constrained by legacy
systemsand marketinertia, consumersin emerging
markets tend to adopttrendsand desires relatively quickly
(e.g.smartphone use, social mediacommerce)

Dreaming

15%

Planning

M Booking

May 22

NEW ZEALAND
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Indian ACs have a wide variety of destination preferences, with Australia, Switzerland, and

Singapore being New Zealand’s strongest competitors based preference

Top ten competitor setfor ACs
% Active Considerers ranking destination
intop five | Q4 FY22

anada
14%
(16%)

Switzerland

21%A 39%
(15%) (31%)

6ng KoNg
Preference by continent 14%
(10%)

Europe: 76%

Asia: 72%
Oceania: 41%
Americas: 32%

Middle East & Africa: 8%

France

Singapore
35%
(37%)

Maldives
30%
(31%)

Note there is no change over time by Australia
e 41%
continen or

Notes:

P\ 1.  Sample sizes:Total ACs Q4 FY22n =300 Significantly higher / lower
l(ANTAR { @ | 2. Q“Aside from NewZealand, what otherfour destinations make up your top five preferred destinations to Av thin comp:risc?n at 95%
A 4 ?

3. visit for a vacation?”

NEW ZEALAND
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More ACs rank New Zealand as their first preference destination to visit next
compared to Q2 FY22

Preference KPI India over time
% Active Considerers

82%

79% 77% 80% 79% 78%

MW First

m Second

16%

Q4 FY17 Q1 FY18 Q3 FY18 Q1 FY19 Q4 FY19 QlFy21

82%
78%

Q2 FY22 Q4 FY22

Av Significantly higher /lower

than last wave at 95%

l(ANTAR ‘v, Sample sizes: Q1 FY21ACs n=300; Q2 FY22 ACs n=300, Q4 FY22 n =300
~v‘1 Q“Canyou please rank those destinations in order of preference where 1 is your most preferred destination?”
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ACs preference ranking for New Zealand is highest compared to other key ACM markets

Preference KPI vs. top six markets
% Active Considerers | Q4 FY22

M First

B Second

82%
76%

63%

599% 62% 60% 60%

India AU China Germany us
N A, :
o & £
4 =
Notes:
P 1.  Samplessize: Indian =300 0y
l(ANTAR { ) 2. Source for top 6 markets: AC Monitor | 6MRA | Total Active Considerers | Nov21-Apr22 @ Innlo PIIHE
- 4 Australian=900 | China n=901 | Germany n=901 | Japann =900 | UK n =900 | USAn =899 nan ALane HEW ZEM.MIII

Q“Canyou please rank those destinations in order of preference where 1 is your most preferred destination?”



Spontaneous Explorers and Fun Loving Trail Blazers are more likely to rank New Zealand as their
first choice compared to other mindsets

Preference KPlvs.topsixmarkets
% Active Considerers | Q4 FY22 +  SMALL SAMPLE SIZE

M First

M Second

88% 89% 91%
82% 82%
72% 73%

64%

India Cautious Escapists Experienced Connectors Vibrant Adventurers Organised Joy Seekers Spontaneous Explorers Fun Loving Trail Blazers Passive Passengers
{ )
7
N Notes: First choice significantly 0y
l(ANTAR ( ) 1. Samplesize:Indian=300]9 | 12|70] 10| 9 | 27| 76 AV rhigher/iower than “]0/“ PURE 15
~— comparison at 95% Toum A4 "Ew ZEALA"n



Other than a significant improvement in New Zealand’s preference, Switzerland shows a significant

decrease, while other destinations remain stable

Preference of destination of interest (top box)
% Active Considerers | Q4 FY22

B Q2 FY22 m Q4 FY22
A
64%
24%
9 14% 9
13% 10% 13% o 8% 11% 12% 14% 9% 10%
Hm EHE B H Em m
] ] —
New Zealand Australia Switzerland Singapore Maldives United Kingdom France
Preference Top 2 Box v
79% 82% 46% 47% 51% 46% 31% 35% 30% 34% 45% 27% 19% 14%

4% 5%
I

Germany

a

10% 14%

8% 11%

Japan

// =\
( \
@)

26% 36%

11%

6% 8% oy,
I |
Canada Hong Kong
23% 21% 22% 15%

AV

Significantly higher /lower
than last wave at 95%

Notes:

1. Top 10 destinationsreported only

2. Sample sizes:Total ACsQl FY22n =300, Q4 FY22n =300
3. Scores orderedby ‘first preference’
4.

KANTAR (&)

Q“Canyou please rank those destinations in order of preference where 1 is your most preferred destination?”
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This heat map shows the relative performance of the attributes we measure that drive preference for New
Zealand

Our role is to influence how our target audience perceive New Zealand relative to its competitive set; we cannot influence our
competitors, we can only influence how New Zealand is seen through our communications.

Relative brand positioning
Index (see appendix) | Total Active Considerers | Brand associations | New Zealand and top five competitors | Q4 FY22

Maldives Actions for TNZ:

Brand associations [\ EWFLEIET Australia Switzerland Singapore

Landscapes & scenery
Safe destination
Embraces visitors
Range of adventure
Clean & unpolluted
Fun & enjoyment
Friendly people
Range of experiences
Unique experiences
Comfortable

Escape the troubles of the world _

More focusis needed on boosting
our credentials over competitorsin
terms of:

— Embraces visitors

— Qualityfood & wine

— Affordableactivities

— lconicattractions

While leveraging our competitive
strengths:

— Fun & enjoyment

— A placeyoucanescape the

100 troubles of the world

Relax & refresh 100 — Has amazingwildlife experiences
Amazing wildlife experiences 110 : tgz:: Z)l::)t:rriches
Local culture 106
Quality food & wine _
Affordable activities 94

Local experiences _ 96
Iconicattractions 93 111 94 _ 96

Notes: . . ) 0y
l(AN TA R Q“Which destinations, ifany, do youassociate Relative weakness - 100 - Relative strength W lnnl' P"nE

with this statement?” Heat map shading is across rows, i.e. compares the six countries on that attribute T “Ew ZEAI-A“n



ACs are interested in participating in a wide variety of activities when they holiday in New Zealand

Activities interested in doing in New Zealand (Top 20)
% Active Considerers | Q4 FY22

B Food & Wine M Arts & culture B Scenic attraction H Walking & cycling = Wildlife B Scenic trips B Shopping
93%
91%
i 90% 89% 9
° 89% 88% 88% 88% 88% 88% 88%
87% 86% 86% 8 0
85% 85% 85% o
I I I I I I I 84A) 84% 84%
Wildlife National  Local cuisine  Exploring  Beaches & Visiting ~ Scenic train Experiencing Lakes&  Shortnature  Marine Scenic boat Scenic Native Visiting  Shopping for Walking tour Mountains&  Visita Hot pools/
experiences parks main cities coasts historical trip local towns rivers walks reserves cruise helicopter or  forests museums & local arts & alpine areas traditional mud pools
sites plane flight galleries crafts Maorivillage

NOt“—‘Siam esize:Indian= “ Inoo}% P“HE
ICANTAR L melesieindian =300 @ AN A

Q“Which of the following would you be interested in seeing or doing when on holiday in New Zealand?”
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TripAdvisor, National Geographic Traveller, Travel + Leisure, and Outlook Traveller are most used
channels to find inspiration for travel

Media channels or influencers used when considering a travel destination
% Active Considerers | Q4 FY22

Vibrant Spontaneous Passive
Adventurers  Explorers  Passengers
Tripadisor I i %A 6% s Y

National Geographic Traveller I 65 A %V 6o
Travel + Leisure I 53, 2% W s 6% A

Outook Traveller I 6% s % a5

Curly Tales NI 27% 18% VW 41% A 24%

Thrillophilia [ 26% 4%V  34% A 33%

Tripoto I 24% 12%6V 3% A 2%

Conde Nast Traveller [N 20% 1%V 29% A 25%

Larissa Dsa [ 19% 3% ¥V 38% A 20%

Bruised Passports (Saviand Vid) [ 18% 12% 27% A 20%

Other [ 1% 2%
None M 1% 1%

IKANTAR

Notes:

1. Samplesize:Indian=300|70]|96 | 76
Q“Which of these media channels or influencers do you follow while considering a travel destination?”

@ | 100% PURE
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Most ACs prefer to book their travel via MakeMyTrip, Booking.com, or Yatra

Websites channels preferred when booking their next holiday
% Active Considerers | Q4 FY22

Vibrant Spontaneous Passive
Adventurers Explorers Passengers
MakemyTrip [ a1 86%  80%  76%
Booking.com [ 6% 5%  T3% A 67%
varra [ 5 A AT
ciearro I < o o
ooes I ¢ o
31% 27% 22%
Thormas ook | o5 I
2%V  35% A 27%
wigo [N 23%
10% V¥V 21% 26% A
Agoda [N 19%
2%
Other I 1%
: N 0
IKANTAR " mple sz ndtan =300 1007 PURE
Q“Which of these websites do you prefer to book yournext holiday?” Toum A4 HEW ZEA[A“U



A half of ACs will take a holiday longer than 10 days, with is favourable for New Zealand

Average length of holiday Indian ACs will take in the next 2 years
%AC | Q4 FY22

m 1-5 days
m 6-10 days
B More than 10 days

Mixture of short and
long

M Not sure

5% .,

170

May 22

Av Significantly higher /lower

than previous period

1007; PURE

Notes: ‘
l(ANTAR 1. Sample size: Indian =300 &iﬂ “Ew ZEAl.Allll

Q”Thinking about the international holidays you might take over the next 2 years, on average how long do youthink each of yourholidays will be?”




Appendix
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Appendix: brand positioning ‘how to’

ACs are biased towards New Zealand by design. Because we’re already talking to people that really like the idea of visiting New
Zealand, New Zealand tends to get rated much more favourably on the brand attributes than competitors do. To better
understand relative performance, we need to adjust for this bias and provide an indexed view of performance:

— A score of 100 means performance is in line with expectations after adjusting for bias
— Above 100 indicates a relative strength
— Below 100 indicates a relative weakness

Scores are relative, i.e. removing / adding attributes and / or destinations from the analysis would give different scores

We look at how a given number of competitors performona
given number of attributestoderiveanindex that measures
expected performance

Brand associations

Spectacular natural landscapes
and scenery

The locals are friendly and
welcoming

Ideal torelax and refresh , ) )
— It'skeyto note thatthe score is relative —any change to the

| would feel safe travelling competitorand/or attribute setswill resultinachange inthe
around this destination indices

— Forexample, whenwe look at the top 10 versus when we look
at the 12 monitorattributes, the scores reported for those
same attributes will be differentin each attribute set

Thingstosee and doare
affordable

Affordable to fly to this
destination

NEW ZEALAND
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Full wording for the preference drivers

Wording for the preferencedrivers

Affordableactivities Things to seeand do are affordable Interesting cities Has interesting cities to visit

Affordabletofly to It's affordable to fly to this destination Landscapes & scenery Spectacularnatural landscapes andscenery

All seasons Suitablefor a holiday allyear round Local culture Offers opportunities to experiencelocal culture

Amazing beaches Has amazing beaches Local experiences Offers opportunities to experience howitisto livelikea local
Blendingin with locals Ideal for blendinginwith locals and notbeing seen as a tourist Placeto escape Ideal for escaping normal daily life

Challenging Ideal for physically and mentally challenging yourself Popular A populardestination thatlots of people want to visit

Clean & unpolluted The environmentthereis clean and unpolluted Quality food& wine Offers quality local foodand wine experiences

Comfortable I'd feel comfortable visiting, despite any cultural differences Range of adventure Offers a wide variety of outdoor & adventure activities
Easytotravel around It's easytotravel around to seeand do things Range of experiences Offers a wide variety of tourist experiences

Embraces visitors A destination thatembraces visitors and wants themto enjoy their time there Relationshipwith theland A destination wherethe people havea special relationship withtheland
Excitement Thinking about visiting makes me feel really excited Relax & refresh Ideal to relaxand refresh

Familyfriendly Ideal for afamily holiday Safe destination | would feel safetravelling aroundthis destination

Friendly people The locals arefriendly and welcoming See lots withouttravelling far Oncethere,youcanseea lotwithout havingto travel far
Fun & enjoyment Ideal for having fun andenjoying yourself Unique experiences Offers experiences thatyou can'tgetanywhereelse
History & heritage Offers opportunities to experience historyand heritage Unique wildlife Opportunities to see local wildlife

Iconicattractions Has iconicattractions and landmarks Working holiday Ideal for alonger termworking holiday

KANTAR (&) @ | 100APURE .



