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AC Monitor research specifications

— Kantar conducts a monthly online survey in each of Tourism New Zealand’s six tier 1 & 2 markets:
— Australia, China, Germany, Japan, UK and USA

— 150 ACs per country each month

— Standard reporting is of a six-month rolling average which avoids month-by-month variability and ensuresa focus on long
term trends in the data - the exception to thisis Q2 FY24 where results are based on a 5-month period (Jul - Nov 23)

— Kantar conducts a bi-annual survey for emerging markets:

— Canada, India, South Korea and Singapore

— 300 - 500 ACs per country per wave

Adult M population

Aware of
New Zealand

— We survey Active Considerers (ACs) of New Zealand
— ACs are those who are aware of New Zealand, serious about visiting and who have a realistic budget
¥ Sevrilsoi:iigl;lozm — Kantar ensuresa representative sample by weighting to the age, gender and region distribution of the online population
P oeser — Online population estimates come from Kantar’s 2023 market sizing exercise

Active ’HConsidererS
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Performance Dashboard

Q4 FY23 Q2FY24 Strengths Need todialup
\/ Affordable to fly to '¢' Excitement
EI Brand areas v Indigenous culture -¢- Fun & enjoyment
\ 1 tofocus / Clean & unpolluted Unique experiences
Incidence of 21% 23% LYa on®  Relationship with the land 3 Range of experiences

Active Considerers® | TTTTTTT oo T TTTTTTTooToooooooogsmoooooooooooos

Top 5 competitors® @ @ O * O

(% selected destination in their Japan Hawaii Canada Italy

top five preferred destinations)
32% 25% 25% 23% 22%0

NZ as a #1 Preferred

destination® R e e e T
How easy itis to travel around
. .
st Tops What the weather is like
B Second P

How long it takes to travel between the main attractions

1
2

knowledge gaps® 3 How welcoming the locals are
4
D

What / where the recommended things to see and do are

Consideration Preference
Dreaming 49% 44% 0g S 24% 24%
Planning 22% 20%
29% 36%
;’;§€,§ Winter 23% 14%

— 1. Samplesizes: Online population Q4 FY23 - Q2 FY24 n =5043, 3611 Inn P"nE
l(ANTAR 2. Samplesize: ACs Q4 FY23 - Q2 FY24 n =900, 750 3

3. Samplesize: Q2 FY24n =750 o ALO HEW ZEAI.A"II



Key insights

— 3.9 million potential ACs, 36% of whom are ready to book - to convert these ACs, — Following a decline since the pandemic, the appeal of New Zealand and AC
focus on strengthening their preference for New Zealand and addressing key incidence are now trending directionally up. However, with an AC incidence of
concerns and barriers to booking 23%, the AC pool remains much smaller than it was pre-pandemic (35% in Q2

— Competitors include Japan, Hawaii and Canada FY20) and so efforts to grow the pool should remain a focus

— Strategic brand messaging should focus on New Zealand’s strengths in its
indigenous culture and distinct relationship with the land, its range of adventure
and relaxing opportunities

— Additionally, efforts should be on shaping perceptions of New Zealand as a
destination that exudes fun and excitement and provides opportunities to explore
and partake in diverse and unique experiences

— Tactical messages should address growing knowledge gaps around how easy New
Zealand is to travel around and the length of time it takes to do so, as well as how
welcoming New Zealand locals are

— While preference to visit New Zealand is strongest in the summer; there is an
opportunity to drive seasonal dispersal - spring offers the greatest opportunity,
particularly among priority mindsets

KANTAR @ AT .
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.-~ Online population, 18-74 years
" of age® (17.2m)

Active Considerer journey funnel -

. 57%
Australia
Find New Zealand highly appealing as a -
holiday destination, and... 9.8m
Active Considerers definition -
. . . . 68%
Active Considerers find New Zealand highly
appealing as a vacation destination, would seriously s
consider visiting in the next.th ree years, see New Would seriously consider visiting in the next
Zealand as a preferred destination for their next three years, and... 6.7m
vacation and have arealistic budgetfor their visit =~ |
($1,500 AUD per person on a holiday to New
Zealand). i &%
nn
New Zealand is a preferred destination for
their next holiday, and... 5.7m
70%
=
Willing to spend at least $1,500 AUD( [))er
. 2
person on a holiday to New Zealand 3.9m
I(ANTAR i /. 1. Theapprox. AC pool size is based on the online population estimates as of November 2023 and the AC incidence rate for the current five months w qun)t.l P"HE
2. Including accommodationand daily expenses. Based off actual marketdataspend (IVS2019) e "Ew ZEAI_AHn




Journeyfunnelto NewZealand - Australia

Size (O/o)
Comments
Active Considerers AC’s . Priority — ‘Ready to book’ is a claimed state
(3.9m) Mindset Group of mind

Dreaming

— It doesn’t mean ACs will book a
44% 45% flight tomorrow if possible to do
so, but that the commitment to
visit New Zealand is there, and
they feel confident enough to
consider it a place they’d book
travel to

20% 26% - A nL.me.e.r of extr.|n3|.c (g.g. price,
availability) and intrinsic (e.g.

annual leave) factors need to align
to make booking / conversion a
reality

1.7m

Planning

— We know that people continue
researching and planning after
1.4m 36% 29% ¥ reaching the ‘ready to book’ stage;

it does not mean the end of
engagement between consumers
and TNZ / industry players

Booktocometo NZ
Moment of Truth

Av Significantly higher /lower than Non-Priority Mindset Group

KANTAR & Al



Australia presents an attractive opportunityfor TNZ, with approximately 3.9 million potential ACs

Qualifying criteria for defining ACs
AC Monitor | Current 5SMRA | % Online users aged 18-74

43%
57% 18%
Online Australians aged NZ is highly appealing
18-74
Q4 FY23 100% 45% 55% 19%

Would definitely

consider NZ

36%

6%

7%

NZ is a preferred

destination to visit

29%

ACs - We only
survey these people
in more detail

This 23% equates to
approx. 3.9m people

10%
23%
Would spend at least
$1500 on a trip
8% 21%

Av Significantly higher /lower than six month priorat 99%

ICANTAR

2. Samplesize: n =4411; Q4 FY23 n =5043

@ 1. Theapprox. AC pool size is based on the online population estimates as of November 2023and the AC incidence rate for the current five months
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Following a post-pandemicdecline, NewZealand’sappealis recovering, however at 57% the current
levelsstill fallshortofthe pre-pandemic levels of 67%

Appeal
AC Monitor | 6BMRA | Target online population aged18-74

Appeal is measured among the total online population aged 18 to 74 years old, and is the ‘above the funnel’ measure
Appeal measures the emotive connection to the brand, irrespective of the barriers people have in converting their appeal
to active consideration and arrivals

Appeal is likely to be impacted by macro situation, scalable events (i.e., Rugby World Cup, NZ handling of Covid
pandemic), and high impact earned mass-reach media TNZ efforts

60% 60% 59% v 0
------------------------------------------- e 56%54% 55% 56% 54% 53% 55% 55%/0 56% 57%
o~ - e —————
[ I I I I I I I [ [ I I I I I I I I I I I I I I I I I I I I I I I
o o] Q 8 8 8 8 S q S Q & Q Q Q N N
& & s z E c ) = = = = = & = = = &
8 S S & o & o & S5 S S o & S S & S

Av Significantly higher /lower than six month priorat 99%

ICANTAR

1. Samplesize: Q2 FY20 - Q1 FY24 (6MRA), Q2 FY24 (5MRA) n =2713, 2860, 3217, 3400, 3951, 4618, 4422, 4425, 4949, 4983, 4892, 4872, 4911, 5043, 5043, 4741, 4441 Inun). P"HE
2. Question “Putting aside any thoughts about time and cost, how appealing doyou find New Zealand as a holiday destination?” /0
Newzeano NEW ZEALAND



Theincidence of ACs is at 23% and considerably lower than the pre-pandemic highof35% - thereisno
visiblerecoveryintheincidence of ACs justyet

Incidence of ACs
AC Monitor | 6BMRA | Target online population aged18-74

35% 34% v v v v

30%

(0]
21% 21% 22% 23%

N

[ I I I I I I I I I I I I I I I I I I I
Q Q o S 8 8 g 8 S R “ & & L & N N
IS N N (9] (9] 9] (9] (9]
o = > o & e & o e & o o « e o o &
— o I¢) < — o ) < = a ag) iy A
& S S 4 © © o4 o o o o o o o o & o
Av Significantly higher /lower than six month priorat 99%
Sample size: Q2 FY20 - Q1 FY24 (6MRA), Q2 FY24 (5MRA) n =2713, 2860, 3217, 3400, 3942, 4606, 4419, 4425, 4949, 4983, 4892, 4872, 4911, 5043, 5043, 4741, 4411 ﬁpﬁ ‘“]u% P"HE
10

- 1.
I.(AI J I A R @ 2. %ofpopulationwhofind New Zealand as a holiday destinationas highly appealing (%8-10), has strong consideration to holiday in New Zealand (%08-10), strongly prefers to
NEWZEALAND "Ew ZEAI.A“n

holiday in New Zealand (%4-5), and would spend at least $1,500 AUD while holidaying in New Zealand




Comparedto non-ACs, ACs are more likelyto be aged 30-49 years; the priority mindsets make up 32%

of our AC pool

Profile of Active Considerer
AC Monitor | Current 5MRA | Active Considerers vs Non-Active Considerers

By age segment By gender

16%
26%
19%
20%
19%

. 18 - 29 years . 30 -39 years

H 40 - 49 years H 50 - 59 years | Female

Outerring: Australian Active Considerers

Innerring: Australian non-Active Considerers

l 26% ’

. New South Wales

Mindset Segments

Priority
Mindsets

Cautious Escapists Experienced Connectors
. Vibrant Adventurers Organised Joy Seekers
Spontaneous Explorers Fun Loving Trail Blazers

A v Significantly higher /lower than non-ACs

l(ANTAR @ 1. Samplesizes: ACs n =750 | Non ACs n =2861

% | 100% PURE
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The profile of Australian ACs is broadly split betweenfamiliesand non-familiesand leans towards those
with higherincomes

Household Composition
% Active Considerers | Current 5SMRA

Living alone

Living with friends / flat mates

Couple - no children

Family with mainly pre-school children
Family with mainly school-age children
Family with mainly independent children

Living at home with my parents

14%

7%

19%

12%

11%

6%

31%

Household Income
% Active Considerers | Current 5SMRA

Less than AUD $30,000

AUD $30,000 - AUD $49,999

AUD $50,000 - AUD $69,999

AUD $70,000 - AUD $89,999

AUD $90,000 - AUD $109,999

AUD $110,000 - AUD $139,999

AUD $140,000 or more

Prefer not to say

7%

9%

13%

15%

17%

15%

3%

21%

KANTAR &)

1.
2.
3.

Sample size: n =750
Q: “Which of these best describes your household?”
Q: “What is your total annual household income?”

NEW ZEALAND
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Japan, Hawaiiand Canadaare New Zealand’stop competitors in terms of preference, followed by UK
and Italy, with domestic and Pacific destinations falling in popularity

Top ten competitor set for ACs

AC Monitor | Current 5SMRA vs. Previous 6MRA |
Total Active Considerers

Legend

©® ops
. Rank 4-7
. Rank 8-10

Canada

25%
(23%)

Hawaii

25%
(27%)

Japan
32%
(371%)

Bali
17%
(16%)

Queensland
19%
(22%)

ﬁ g Change in rank by at least two places compared to 6
months ago

ICANTAR

@

AW N =

Sample size: Current 5SMRA n=750; Previous 6 monthsn =900

% selected destination in their topfive preferred destinations

Figures in brackets denote previous 6 months

Question “Aside from New Zealand, what other four destinations make up your top five preferred destinations to visit fora ho liday?”

1007; PURE
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Despite Top 2 Box preference for New Zealand softening in FY24, first-choice preference remains strong

and stable overtime

NZ as a #1 Preferred Destination
AC Monitor | 6BMRA | Total Active Considerers

65%

61% 60% 61% 63% 63% 62% 64% 63% 63% oo 63% 6;/0 61%

—— - T Te———— v\/\/____

Top 2 box

40% 36% 26% 41% 41470 38% 39% 40% 40% 41% 41% 38% 40%

—_— _—— — — — Preference
[ I I I I I I I I I I I I I I I 1

S S S Q 8 Q Q & & & & N S

& & & Z & & & & & & & = &

N — — —

& & S & S S S & & & S & &

Av Significantly higher /lower than six month priorat 95%

@i i 1. Samplesize: Q2 FY21 - Q2 FY24 (6MRA) n =902, 1053, 1052, 900, 900, 900, 900, 900, 900, 900, 90O, 900,900 Innn}é P"nE
NEW ZEALAND "Ew ZEAI.A“n

2. Question “Can you please rank those destinations in order of preference where 1 is your most preferred destination?”

ICANTAR
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Context to preference drivers

Using Jaccard’s analysis, we estimate which destination attributes drive preference for New Zealand and how New Zealand
performs relative to its key competitors in order to identify priority attributes to focus on in each market

We typically do brand preference driver analysis once a year on key markets

The brand driver analysis included in this report is based on the most recent results available: Data from Jul-23 to Dec-23

KANTAR @ 7 -



A framework to organise and optimise how we leverage our brand associations

Strategic Brand Drivers

Depending on brand positioning, what
are the areas can TNZ leverage that

Key Category Differentiators

What are the key category issues that
TNZ can use to stand out and cut-

might have higher impact on consumer through with ACs?
decision making and connection -
Drivers of unique, distinct New Zealand
Low Priority Drivers Hygiene Factors

New Zealand drivers that allow us to
differentiate but are not core to “who we
are”, does not drive mental availability,
emotional resonance

What are the hygiene factors in the travel
industry. TNZs journey should start here
- before communicating how our
positioning exceeds expectations, we
need to demonstrate these hygiene
factorsarein place.

ICANTAR

@
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Categorising destination brand associations to the framework...

Strategic Brand Drivers

* Landscapes & Scenery

Key Category Differentiators

* Wildlife experiences

* Interesting cities

* Iconic attractions/landmarks
* Quality Food and wine

e Embraces all visitors iz anelunpell. iz § e EGERIE
* Unique experiences Aeliapatiel el * Localculture

. o Friendly people * Fun & Enjoyment

Relgtlonshlpwwh the land Range of adventure * Escape the ordinary
* Indigenous culture . .
. Range of experiences * Amazing beaches

* Exploration
Low Priority Drivers Hyglene Factors

* Safe destination

» Affordable to fly to

* Affordable activities
e Family Friendly

* Easy to travel around
* Excitement

KANTAR &)
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Appendix: Brand attribute wording

Wording for the preference drivers

Shorthand

Full wording

Affordable activities Things to see and do are affordable

Shorthand

Indigenous culture

Full wording

Has a unique indigenous culture

Affordable to fly to It's affordable to fly to this destination

Interesting cities

Has interesting cities to visit

All seasons Suitable for a holiday all year round

Landscapes & scenery

Spectacular natural landscapes and scenery

Clean & unpolluted The environment there is clean and unpolluted

Local culture

Offers opportunities to experience local culture

Easy to travel around It's easy to travel around to see and do things

Quality food & wine

Offers quality local food and wine experiences

Embraces all visitors A destination that embraces visitors of all cultures

Range of adventure

Offers a wide variety of outdoor & adventure activities

Escape the ordinary A place you can escape from the ordinary

Range of experiences

Offers a wide variety of tourist experiences

Excitement Thinkingabout visiting makes me feel really excited

Relationship with the land

A destination where the people have a special relationship with the land

Exploration A place that invites exploration and discovery

Relax & refresh

Ideal to relax and refresh

Family friendly Ideal for a family holiday

Safe destination

I would feel safe travelling around this destination

Friendly people The locals are friendly and welcoming

Unique experiences

Offers experiences that you can't get anywhere else

Fun & enjoyment Ideal for having fun and enjoying yourself

Wildlife

Has amazing wildlife experiences

Iconic attractions Has iconic attractions and landmarks

KANTAR &)
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Whilethe core needsfor funand excitementremaintrue, there are emerging needs for unique
experiencesand opportunitiesto explore, escape, relaxand refresh, and affordability of flights

Top 15 drivers of preference for NZ
AC Monitor | % | 2023 (Jul-Dec 23) | Total Active Considerers | Index (see appendix)

Excitement Quality food & wine

Landscapes & scenery 2 2 1 Iconic attractions 17 ﬁ 21 D’ 9
Fun & enjoyment 3 5 7 Family friendly 18 b 6 i} 11
Range of adventure 4 1 4 Indigenous culture 19 20 *
Invites exploration 5 * * Easy to travel around 20 b 14 12
Unique experiences 6 ] 12 i} 23 All seasons 21 i} 26 25
Safe destination 7 J 3 5 Local culture 22 3 10 i} 20
Relax & refresh 8 i} 18 17 Interesting cities 23 23 ) 28
Friendly people 9 3 4 T 10 Wildlife 24 24 *
Relationship with the land 10 ) 15 16 Affordable activities 25 i 31 J 26
Range of experiences 1 8 6 Amazing beaches 26 * 32
Escape the ordinary 12 L 19 18

Clean & unpolluted 13 3 9 8 . . . S R
Embrace all visitors 14 1 4 3 E Changes in brand attribution list affect | Strategic Brand Drivers Differentiators
Affordable to fly to 15 ) 22 19 1 _com F_)a_ré_ilgiyt_y_i_n_rqn_k_in_g_qv_e_r time | Low Priority Drivers Hygiene Factors

—
l(ANTAR I~ 1. Someranks may be missing if the statement has been removed for the current analysis period ﬁ@ Moved up / down in rank @ Inun)é PUHE .
*  Not asked at that time by four or more places "Ew ZEAI.A“n
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New Zealand as a destination performs strongly on the highimpact drivers, most notably landscapes
and scenery, range of adventure, destination safety and inviting exploration

Brand Associations of New Zealand x Impact on preference

0
%o All @ strategic brand drivers Key category differentiators @ Hygiene Factors Low Priority
Higher
A
Landscapes & scenery
Excitement e
Unique experiences . . I Invites exploration
Relax & refresh d P Fun & enjoyment Relationship with... P
© e Friendly people ® ® Ra.nge'of adventure
e Emb Wvisit Safe destination
c mbrace all visitor ;
o Quality food & wine ° _ PRange of experiences
2 Escape the ordinar Iconic attracti Famll)‘rlendly Clean& unpolluted
© P Y conic attractions Indigenous culture
a Easytotravetaroumd Affordable to fly to
c
o
e All seasons
&
g- Interesting cities Local culture
- Wwildlife
Affordable activities Amazing beaches
(
Lower
Weaker P Stronger

Level ofassociation with New Zealand

ICANTAR

@

Sample size: n =750

Question: "Which destinations, if any, do you associate with this statement?”

‘Affordable to flyto’driver notincluded due to low impact and level of association

‘Escape the ordinary driver re-worded to ‘A place you can escape from the ordinary in FY24’

AW N =

1007 PURE
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Relative to competitors, NewZealand’s core strengthsare in its indigenous culture, relationship with
the landand cleanliness, butthereis an opportunityto boostperceptionsof New Zealand as a place
that offersfun, diverse and unique experiences

Relative brand positioning for Strategic Brand Drivers and Key Category Differentiators
AC Monitor | Current 5MRA | Total Active Considerers (New Zealand and top five competitors) | Index (see appendix)

g Brand associations Actionsfor TNZ:

-g Landscapes &scenery Strengths:

° Invites exploration — Relationshipwith the land

g Unique experiences — Indigenous culture

;_’0 Relationship with the land — Range of adventure

% Embrace all visitors — Relaxandrefresh

& Indigenousculture — Clean& unpolluted
Fun & enjoyment — Amazing beaches

e Range of adventure

.§ Relax & refresh Drivers to dial up:

§ Friendly people — Unique experiences

?E Range of experiences — Funé& enjoymer'1t

g Escape the ordinary — Range of experiences

%0 Clean & unpolluted

S All seasons

§ Local culture

Amazing beaches

l(ANTAR @ 1. Samplesize: n =750 Relative weakness - |1OO| - Relative strength W mn% P"HE

2. Question: "Which destinations, ifany, doyou associate with this statement? Heat map shading is across rows, i.e. compares the six countries on that attribute| "o NEW ZEALAND




Compared to other destinations, NewZealandis perceivedto be more affordable but a less exciting

placeto visit

Relative brand positioning for Hygiene Factors and Low Priority
AC Monitor | Current 5MRA | Total Active Considerers (New Zealand and top five competitors) | Index (see appendix)

. — Affordableto flyt
S — Affordable activities
(&)
@ Affordableto fly to 79 66 _— 54 — Wwildlife experience
[}
0 Drivers to dial up:
2 asy to travel aroun 1 97 9 88 — Excitement
>
=)
o

l ( AN T AR 1. Samplesize:n =750 Relative weakness - | 100| - Relative strength
2. Question: "Which destinations, if any, do you associate with this statement?”

Heat map shading is across rows, i.e. compares the six countries on that attribute

w | 100%PURE .
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Tactical communications need to address growing knowledge gapsaround how easy NewZealand isto
travelaroundandthe length of time it takes to do so as wellas howwelcomingthe localsare

Top ten knowledge gaps
AC Monitor | Current 5MRA vs. Previous 6MRA | Total Active Considerers

What do ACs want to know more about before choosing New Zealand? Now Previous 6 months
-How easy it is to travel around A

44% 330/0
-Whattheweather is like 42% 3%
-Howwelcommgthe localsare 30% A 0%
How longit takesto travel between the main attractions 30% A 24%
-What/ wherethe recommended thingsto seeand do are 0

27% 21%
nThe length of time needed to experience New Zealand properly 27% A 32%
How safe it is from crime 27% 27%
“The qualityand variety of food and beverage options 25% A 7%
nHow safe it is to participate in adventure activities 24% 20%
-Where I should getinformation about organising a {#hHoliday} 29% 22%

Ranks higher nowthan six months ago | A v Significantly higher /lower than six month priorat 95%

0
1. Sample size: Current 5MRA n =450; Previous 6 months n =450 /ﬁf‘“ﬂ Inu)& PUHE

2. Question "Putting thoughts about costs aside, what are some of the concerns you have about choosing New Zealand for your next holiday?” NEW ZEALAND "Ew ZEALA“n

=
>
<
>
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Thereisan opportunityto guide ACs through the funnel with tactical messagesthataddress knowledge
gaps; forinstance, dialling up information about safety andthe quality of food and beverage options

will help convert bookings

Top ten knowledge gaps, by funnel stage
AC Monitor | Current 5MRA | Total Active Considerers

What do ACs want to know more about before choosing New Zealand?

g

Dreaming

Planning

2

\/

Booking

-How easy itis to travel around - - -

46% 46% 40%
-What theweatheris like - 20% - 40% - 45%
-Howwelcomingthelocals are - 25% - 30% - 37%
-How longit takesto travel between the main attractions - 28% - 32% - 32%
-What/wherethe recommended thingsto seeand do are - 26% - 31% - 26%
nThe length of time needed to experience New Zealand properly - 28% - 29% - 24%
-How safe it is from crime - 27% - 18% - 32%A
“The qualityand variety offood and beverage options - 20% - 20% - 32% A
nHow safe it is to participate in adventure activities - 19% - 24% - 29%
Where I should getinformation about organising a holiday - 229, . 15% - 26%

AV sinificantly higher / lower than comparison group at 95%

I-(A NTA R @ 12 Zirzgtl:)iiz’?guiiag?rfu;:; ZSb’OF:}: zgsirt]sg;sizgj ;vi(;?z:'r;gsr:);:j:f the concernsyou have about choosing New Zealand for your next holiday?” NEWZEALAND I"gg ZE El!IAEE 24



While preference is strongest for summer, there are opportunities for seasonal dispersal, particula g
springdue to its higher levels of preference over other off-peak seasons

Seasons - consideration & preference
AC Monitor | Current 5MRA | Total Active Considerers

Conversion of
consideration to
preference

' | Opportunity

o™

70%

onsider Prefer

Holiday Arrivals
data

Sep- Nov2019: 150K
Sep- Nov2023: 130K

0 oo™

0

@g Off-peak
\

Consider Prefer
Dec2018 - Feb 2019: 185K
Dec2022 - Feb2023: 149K

o™

5

0

Consider Prefer
Mar - May 2019: 130K

Mar - May2023: 99K

0

| N~ L
CUIIDIUCI FITICT

Jun - Aug 2019: 142K
Jun - Aug2023: 127K

* Off-peak

KANTAR &)

1. Samplesize:n =750

2. Question: “At what time(s) of yearwould you consider visiting New Zealand?” When would you prefer to visit New Zealand?” Inuﬂ) PIIHE
3. Spring ‘Off-peak’ refers to the period Sep, Oct, Nov; ‘Peak’ refers to the period Dec, Jan, Feb; Autumn ‘Off-peak’ refers to the period Mar, Apr, May; ‘Off peak’ refersto the period /0

Jun, Jul, Aug

4.  Stats NZInternational Visitor Arrivals Dec 2018 - Nov2019 and Dec 2022 - Feb 2023

25
NEW ZEALAND "Ew lEAI.A“n



The demographic profiles of autumn and winter considerers skew towards males, younger ACs and

thosewith higher householdincomes

Profile of Seasonal Considerers
AC Monitor | Current 5MRA | Total Active Considerers

@Vg Off-peak

... Genderdivese | jop %%
L 18to2gyrs ~[———— 24% 26%
a AM — 25%
vlvlw —— 470 26%
40 to 49 yrs 21 O/O
pr— 175 13%
_— 7% 10%
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, B0t 74YrS T AA%.
0,
NSw o — 36%
— 27%
— 270 19%
QLD 22% 18%
— o
o K2
= — 25%
= 32% 34%
= AUD $50,000 - AUD $89,999 ~ [, .
=3¢ _30 0 39%
33%
A 3%

AUD $140,000 or more

A 43%
SINK / SINK
34% 9%
—

Family (independent children)

Off-peak Off-peak
60% A ? % A
39% 41%
1% 0%
| | A
21% A 32% A
32% 34%
24% O/o
-— - v
12% 8 /v
= 11% = 5%
37% 29%
—— o —— o
- 3 7o — Yo A
19% 29%
20% 18%
21% v 21 °/ov
33% 30%
41% A 48°/oA
4% 1%
—— —
45% 44%
| |
- 45% - 48%
10% 8%

l(ANTAR @ 1. Samplesizes: Spring n =259 | Summer n =300 | Autumn n =248 | Winter n =166

Av S/'gn/_ﬁcant%/hg’herf/t 201:/erthan W lnno);' P"nE 26
non-considerers ofthat season A" NEW ZE Al. A“n



The profile of autumn preferersis similar to that of springand summer, whereas winter preferers skew
younger, higher householdincomeandare more likely to be from Queensland

Profile of Seasonal Preferers
AC Monitor | Current 5MRA | Total Active Considerers

@Vg Off-peak

* Off-peak

Qd e

... Genderdiverse T 300 ..

18t0 29 yrs — 27%
—

. .

n L
aVaVa 230/0
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Amongthosewho agree NewZealand is a preferred destination, 25% do not meetthe currentspend
criteriaof $1,500AU

Spendon holiday in New Zealand
% Those who agree NZ is a preferred holiday destination | Current 5SMRA

Uptossgo  I—

$1000 to $1499 IR 337

$2000 to $2490 IR 11070
$3000 t0 $3090 I —— |

$5000 to $5000 I —

§7000 to s9900 NN .,

pon'tknow N o

ICANTAR

@

Sample sizes: n =1105
Question “Ona per person basis, how much would you be willing to spend on a holidayto New Zealand?
Please include accommodation and daily expenses but do not include flights”

NEW ZEALAND

1007 PURE
NEW ZEALAND

29



Compared to thosewho do notfind NewZealandappealing, those who do are more likely to be aged
30 - 49 yearsandresidein New South Wales

Profileofthosewho find New Zealand appealing Outerring: Thosewho find NZappealing
AC Monitor | Current 5MRA | Those who would find New Zealand appealing vs. not Innerring: Those who do notfind New Zealand appealing
By age segment By gender By region

17% l
27%
21%
18%
17%

. 18 - 29 years . 30 -39 years

. New South Wales

. 40 - 49 years . 50 - 59 years . Female . Victoria

A v Significantly higher /lower than those who
do not find New Zealand appealing
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Compared to non-considerers, the profile of serious considerersis skewed more towardsthose aged
18-29 and 40-49years, as wellasthosewholivein New South Wales

Profile of thosewhowould seriously consider visiting New Zealand
AC Monitor | Current 5MRA | Those who would seriously consider vs. not

By age segment

! 20% 22% ‘
17%
23%
18%

. 18 - 29 years . 30 -39 years

| 40 - 49years | 50 - 59 years

By gender

. Female

Outerring: Those who would seriously consider visiting New Zealand
Innerring: Those who wouldnot seriously consider

By region

24%
40 30%
21%
25%

o

. New South Wales

. Victoria

A v Significantly higher /lower than those who
would not seriously consider

l(ANTAR @ 1. Sample sizes: Those whowould seriously consider visiting New Zealand n =1322 | Those who would not seriously consider visiting New Zealand n = 698 @
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Awareness of Destination New Zealand advertising hasincreasedin the latest quarter, supporting a
long-term upward trend since Covid

Seen New Zealand advertised or promoted recently (Prompted Awareness)
AC Monitor | 6BMRA | Total Active Considerers

5@/0

Q2 FY21
Q3 FY21
Q4 FY21
Q1 FY22
Q2 FY22
Q3 FY22
Q4 FY22
Q1FY23
Q2 FY23
Q3 FY23
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Q1FY24
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Av Significantly higher /lower than six month priorat 99%

0
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2. Question “Which of these holiday destinations have you seen advertised or promoted recently?” e zEaLAN "Ew ZEAI.A“II



New Zealand is the most prominent holiday destination that ACs can recall from recent advertising,
followed by other Australian states

Holiday destinations seen advertised or promoted recently (Prompted Awareness)
AC Monitor | Current 5MRA | Total Active Considerers

New Zealand 58%

Queensland 39%
rasmana [ ;..

e |, .

canca | -

USA (excluding Hawaii) 18%

United Kingdom (UK) 15%

0
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Approaching half of Australiannon-ACs have previouslyvisited New Zealand, most commonlyfora
holiday

Reasons for previous visits to New Zealand (if any)
Non-ACs | AC Monitor | Current 5SMRA

Visiting friends and family _ 12%
Business - 6%
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Australia Market Sizing

Nov23 | Million people

Market size, based on the AC incidence rate for the five months to November 2023

26.6

Total population
As of
Decas: of Abr8lia
SOURCES/NOTES:

Q)

7-9

<18yrs or 74yrs>

Population

1874

Q)

Don't use internet

Online population

(The population from
which the size of the AC
pool is calculated)

17.2

M(@)@3)

Internet users

(1) Australian Bureau of Statistics, Australian Demographic Statistics, Table 8 Estimated resident population, by age and sex; Time period: 30 June 2023; Coverage: All Australian residents

(2) Australian Bureau of Statistics, Population clock; Time period as at mid January 2024

(3) Kantar Population Profiler, Internet usage by age; Time period: 2020
(4) Tourism New Zealand, Active Considerer Monitor Australia; Time period: Jul-Nov 2023, under the latest AC definition

(5) Kantar Analysis

13.3
3.9
(1)(2)(3)@)(5)
Not ACs Active Considerers
3.5
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Appendix: Visitor consideration funnel

We ask two questions to determine where someone is in the visitor consideration funnel ...

Organising a holiday is a process that can start with dreaming about visiting a destination, from doing some research and planning,
through to making bookings for flights to that destination. In the last 12 months, have you done any research about visiting New
Zealand for a holiday?

Yes No

Have you reached a stage where you are ready to make firm bookings to travel to New Zealand for a
holiday?

Yes

No

KANTAR @ 7 W -



Appendix: Brand positioning ‘howto’

ACs are biased by their predisposition to 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

Spectacular natural landscapes
and scenery

Thelocalsare friendlyand

' We look at how a given number of competitors performon agiven
welcoming

number of attributesto derive an indexthat measures expected

erformance
Ideal to relax and refresh P

It’s key to notethatthescore s relative - any change to the

competitorand / orattribute sets will resultin a changein the
indices

I would feel safe travelling
around this destination

Thingsto see anddo are — Forexample, whenwelookatthetop10 versus when we look at

affordable the12 monitorattributes, the scores reported for those same
Affordableto fly to this attributes will be differentin each attribute set
destination
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ICANTAR @ Wb 7



	Slide 1: Active Considerer (AC) Monitor  Australia (H1 FY24)  
	Slide 2: AC Monitor research specifications
	Slide 3
	Slide 4: Key insights
	Slide 5
	Slide 6: Active Considerer journey funnel – Australia 
	Slide 7: Journey funnel to New Zealand - Australia 
	Slide 8: Australia presents an attractive opportunity for TNZ, with approximately 3.9 million potential ACs  
	Slide 9: Following a post-pandemic decline, New Zealand’s appeal is recovering, however at 57% the current levels still fall short of the pre-pandemic levels of 67% 
	Slide 10: The incidence of ACs is at 23% and considerably lower than the pre-pandemic high of 35% - there is no visible recovery in the incidence of ACs just yet
	Slide 11: Compared to non-ACs, ACs are more likely to be aged 30-49 years; the priority mindsets make up 32% of our AC pool
	Slide 12: The profile of Australian ACs is broadly split between families and non-families and leans towards those with higher incomes
	Slide 13: Japan, Hawaii and Canada are New Zealand’s top competitors in terms of preference, followed by UK and Italy, with domestic and Pacific destinations falling in popularity  
	Slide 14: Despite Top 2 Box preference for New Zealand softening in FY24, first-choice preference remains strong and stable over time
	Slide 15: Context to preference drivers
	Slide 16: A framework to organise and optimise how we leverage our brand associations
	Slide 17
	Slide 18: Appendix: Brand attribute wording 
	Slide 19: While the core needs for fun and excitement remain true, there are emerging needs for unique experiences and opportunities to explore, escape, relax and refresh, and affordability of flights
	Slide 20: New Zealand as a destination performs strongly on the high impact drivers, most notably landscapes and scenery, range of adventure, destination safety and inviting exploration
	Slide 21: Relative to competitors, New Zealand’s core strengths are in its indigenous culture, relationship with the land and cleanliness, but there is an opportunity to boost perceptions of New Zealand as a place that offers fun, diverse and unique exper
	Slide 22: Compared to other destinations, New Zealand is perceived to be more affordable but a less exciting place to visit
	Slide 23: Tactical communications need to address growing knowledge gaps around how easy New Zealand is to travel around and the length of time it takes to do so as well as how welcoming the locals are 
	Slide 24: There is an opportunity to guide ACs through the funnel with tactical messages that address knowledge gaps; for instance, dialling up information about safety and the quality of food and beverage options will help convert bookings 
	Slide 25: While preference is strongest for summer, there are opportunities for seasonal dispersal, particularly spring due to its higher levels of preference over other off-peak seasons
	Slide 26: The demographic profiles of autumn and winter considerers skew towards males, younger ACs and those with higher household incomes 
	Slide 27: The profile of autumn preferers is similar to that of spring and summer, whereas winter preferers skew younger, higher household income and are more likely to be from Queensland  
	Slide 28
	Slide 29: Among those who agree New Zealand is a preferred destination, 25% do not meet the current spend criteria of $1,500AU   
	Slide 30: Compared to those who do not find New Zealand appealing, those who do are more likely to be aged 30 – 49 years and reside in New South Wales 
	Slide 31: Compared to non-considerers, the profile of serious considerers is skewed more towards those aged 18-29 and 40-49 years, as well as those who live in New South Wales 
	Slide 32: Awareness of Destination New Zealand advertising has increased in the latest quarter, supporting a long-term upward trend since Covid
	Slide 33: New Zealand is the most prominent holiday destination that ACs can recall from recent advertising, followed by other Australian states
	Slide 34: Approaching half of Australian non-ACs have previously visited New Zealand, most commonly for a holiday
	Slide 35: Australia Market Sizing
	Slide 36: Appendix: Visitor consideration funnel
	Slide 37: Appendix: Brand positioning ‘how to’

