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BACKGROUND

[ J [ J
O bJ eCtlve — The Covid-19 pandemic has had a significant impact on the New

Zealand tourism industry. New Zealand's border is now open to
visitors and there are green shoots of recovery.

Provide an update — Tourism New Zealand (TNZ) is evaluating opportunities from
on the size and emerging markets. This is the second wave commissioned in
Canada since April 22

profile of the Active
Considerer (ACs) — Specific questions we sought to answer from this wave included...

audience in Canada — What is the size of opportunity for TNZ in Canada?
and their sentiment

. How can TNZ drive desirability of New Zealand as a holiday
towards travelling destination?
to New Zealand — How are travel demand and behaviors shaping post-Covid 19?

— Business issue: To what degree is not being able to fly directly
(outside of Vancouver) a barrier to travelling to New Zealand?

RESEARCH APPROACH

— In order to answer the objective, a 15-minute online survey was
conducted among 300 Canadian Active Considerers of New Zealand

— Fieldwork took place between 3 - 12 October 2022
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Key insights

Canada is an attractive opportunity for TNZ to drive international arrivals: the Active Considerer (AC) incidence is 21% and stable, equating to 5.7m Canadians.
With 38% of ACs looking to travel to New Zealand between now and May 2023, there is a good opportunity for TNZ to drive immediate arrivals.

To capitalise on this opportunity, marketing messages need to appeal to the key triggers to visit New Zealand: desire to experience beautiful scenery, to have
fun and to learn and explore new things.

In terms of brand messages, continue to leverage New Zealand’s perceived strengths in being pure and pristine, offering range of adventure, opportunities to
escape the world, and local experiences - at the same time, addressing perceived weaknesses in being seen as embracing visitors and offering a range of
various experiences (not just adventure).

TNZ can help ACs move to the booking stage by promoting deals on accommodation & activities on newzealand.com, making it easy for ACs to finish their
research and help ACs to decide on the best time to travel to New Zealand.

Results highlight there is an increasing proportion of ACs who are looking to use travel agents to book overseas holidays, indicating opportunities for
partnerships with travel agents.

The time it takes to fly to New Zealand is the key concern for ACs, while not being able to fly direct is less of an issue - generally, lack of direct flight is not a
significant issue, and most of ACs would tolerate at least one stop over.

IKANTAR @ 100 FURE



/ “1 N
\ ATE i

: TN UL Poe T T Y

£ n".m :

N S ! i “l.. L) :
| N - D m

A 4 AR ‘mem

.18 Vol
g 'Y v |

‘newzeal
——

=

100

.
e
-
-2
2

ke

Is the
opportuni
Canada?

1 WhEl:
KANTAR



Active Considerer journey
funnel - Canada

Active Considerers definition

Active Considerers find New Zealand highly appealing
as a vacation destination, would seriously consider
visiting in the next three years, see New Zealand as a
preferred destination for their next vacation and have a
realistic budget for their visit (C$1,700 per person on a
holiday to New Zealand).

Total population of Canada 3 8 . 2 m

Online population,
18-74 years of age 2 6 o 8 m

Find New Zealand highly appealing as a
holiday destination, and...

Would seriously consider visiting in the
next three years, and...

New Zealand is a preferred destination for
their next holiday, and...

Willing to spend at least C$1,700 per
person on a holiday to New Zealand®™

. Online population, 18-

74 years of age
53%

81%
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Canada is an attractive market for New Zealand: the AC incidence in Canada remains stable at

21%, equating to approximately 5.7 million people

Qualifying criteria for defining ACs

% Online users aged 18-74 | Oct 22

100% 47%

53% 21%

31%

Online Canadian aged NZ is highly appealing Would definitely
18-74 consider NZ

Apr22 100% 47% 53% 21% 32%

5%

6%

26%

NZ is a preferred
destination to visit

26%

5%

6%

ACs - We only survey
these people in more
detail

This 21% equates to
approx. 5.7m people

21%

Would spend at least
$1,700 on a trip

21%

ICANTAR

. Notes:
1. Sample sizes: Total ACs Apr 22 | Oct 22 n = 4,129 | 2,001

A Significantly higher /
lower than comparison at

95%

NEW ZEALAND
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In terms of the size of Canada’s AC pool relative to other markets, Canada is an attractive
market for New Zealand.

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

‘*’ Canada 53% 21% 5.7m
@ Australia 54% 20% 3.1m
G China 71% 37% 25.3mM
@ Germany 58% 12% 4.3m

‘ Japan 33% 6% 3.3m
I

. UK 51% 12% 5.0m
<@y
Q: USA 53% 24% 30.9m
Notes:

I(ANTAR * 1. Sample sizes: Total Acs n = 2,001 %?”4 . Inn% p"HE
I 2. Source for top 6 markets: AC Monitor | 6MRA | Online users aged 18-74 | Apr22-Sep22 "EWZEALA"" 7

MNEW ZEALAND
Australian = 4,872 | China n = 2,851 | Germany n = 9,202 | Japan n = 19,183 | UK n = 10,405 | USA n = 6,507



ACs are concentrated in Ontario, Quebec & British Columbia and around 4 in 10 ACs are in the

Vibrant Adventurer & Experienced Connector mindsets - our priority mindset groups

Profile of Active Considerer
% Online users aged 18-74

H 60 -74
years m Gender

diverse

W50 -59
years

W 40 - 49 W Female

years

H30-39
years
m Male
m18-29
years

Apra2 Oct22

Apr22

Oct22

M Prince Edward
Island

m New Brunswick

m Newfoundland
and Labrador

MW Saskatchewan
Nova Scotia

W Manitoba

m Alberta

W British
Columbia

W Quebec

W Ontario

Apr22

Oct22

W Passive
Passengers

Fun Loving Trail
Blazers

W Spontaneous
Explorers

m Organised Joy
Seekers

m Vibrant
Adventurers

W Experienced
Connectors

M Cautious
Escapists

Apr22 Oct22

IKANTAR  (+
' 1. Sample sizes: Total ACs Apr | Oct 22 n =793 | 395

AV

Significantly higher / lower

than comparison at 95% fewzeasann "Ew ZE Al A“n
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https://www.tourismnewzealand.com/insights/mindsets/#/mindsets/vibrant-adventurers
https://www.tourismnewzealand.com/insights/mindsets/#/mindsets/experienced-connectors

2 How can TNZ driv
desirability of New Zeg
as a holiday destination?

zealand.com

q - A 3
_ \;. 9 - O il i- \
y - VAN i~ AR NS
: [N -
g T
E N o == o~
ey T o -
. R . - N - 4 #
Sl SSMae /" 1002 PURE
. e, v Ager 0
: 3 _— e 2 y o e L
= & NEW ZEALAND
L) > 3 roe 3
) H . o ¢ ) = ‘t.sr
_hgn: v - . . B ) @l
) A : )l . 5 .
¢ < o 9 g o - -



New Zealand’s top 10 competitor set remains relatively stable: Australia and Hawaii are the
largest competitors followed by a number of destinations within Europe

Top ten competitor set for ACs
% Active Considerers ranking destination

in top five | Oct 22 Ireland

25% 7 France
(209@)‘ 23%
(22%)

UK 32%

Italy

2o P (28%)

(21%)  Greece
25% 20%

(25%) (20%)

Switzerland

Y b Hawaii

ari ean

22% 34@6
(35%)

(23%)

Australia

40%
(39%)

Notes: .
Significantly higher / lower w Inn% P“nE

- 1. Sample sizes: Total ACs Apr | Oct 22 n = 500 | 300
* . Q “Aside from New Zealand, what other four destinations make up your top five preferred destinations to visit f Av than comparison at 95% "Ew ZEM.ANB
zzzzzzzz

ICANTAR
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Levels of preference for New Zealand in Canada remain relatively stable, with more than a
third of Active Considerers ranking New Zealand as their most preferred destination to visit

Preference KPI over time
% Active Considerers | Oct 22

m Second M First

61%
57%

Apr22 Oct22

Notes:

. I~ . ) 0
l(AN TAR ' 1. Sample sizes: Total ACs Apr A| OcF 22N =500 | 300 . o Av Significantly higher / lower W Inn)& p"nE .
) Q “Can you please rank those destinationsin order of preference where 1is your most preferred destination?” than previous wave at 95%  fewzeaan "Ew ZEALA"n



Levels of preference for New Zealand in Canada are comparable with most key markets

Preference KPI vs. top six markets
% Active Considerers | Oct 22

m Second M First

80%

61% 63% 61% 63% 63% 59%
36% 40% 39%
41%
) 0, 0,
25% 24% 18% 23% 24% 18%
Canada Australia China Germany Japan UK USA

LY

S

() O e ®© U =

Notes:
1. Sample size: Canada n = 300 ’ 0
l(ANTAR ‘*’ 2. Source for top 6 markets: AC Monitor | 6MRA | Total Active Considerers | Apr22-Sep22 W Inn)& p"nE
' Australian = 9oo | China n = 902 | Germany n = 901 | Japan n = 900 | UK n = 900 | USA n = 899 T ALAND NEW ZEA[M"]

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



Marketing messages need to appeal to the key triggers to visit New Zealand: desire to
experience beautiful scenery, to have fun and to learn and explore new things

Reasons to visit New Zealand
% Active Considerers | Oct 22

Apr22
To experience beautiful landscapes/scenery I 60% 62%
To have fun & enjoy myself e - 53% 48%
To learn & explore new things FE - 50% 53%
To feel a sense of adventure I 46% 40%
To get in touch with nature I 43% 39%
To feel relaxed and refreshed - 37% 39%
To take a break from the routine of everyday life I 37% 31%
To take a break from stress / pressure in my everyday life T 36% 32%
To interact with people of a different culture or lifestyle N 34% 37%
To broaden my mind I 32% 21%
To feel excited NN 26% 26%
To connect and spend time with important people in my life N 20% 16%
To show my children a different way of life I 19% 15%
To indulge & pamper myself N 18% 18%
To engage in personal challenges N 10% 12%
To getan adrenaline rush [N 9% 12%
Not sure | 2%

oy Notes: -. y
. . Significantly higher / lower w Inn)ﬁ P“HE
ICANTAR (%) TP AN b AV onpreiovs wavea s NEW ZEALAND

Q “Why do you want to visit New Zealand for a holiday?” T ALAND



Among our ACs, New Zealand out performs competitors as a destination with amazing wildlife
experiences. Affordable activities and a clean and unpolluted environment

Relative brand positioning - this heat map shows the relative performance of the attributes we measure that drive preference for

New Zealand.
Index (see appendix) | Total Active Considerers | Brand associations | New Zealand and top five competitors | Oct 22

Landscapes & scenery
Safe destination 102 98 Messaging needs to continue to hero

99 97
Embraces visitors o8 ' MG o o | Newiesands andscapendsceery
Range of adventure o6 EEmENEE er g6 mmmmem s thisisa core reason o st New
Zealand but doesn’t offer New Zealand a
Clean & unpolluted - 92 95 s 86 92 o
. competitive edge
Fun & enjoyment 2 %5 2 109 o9 106
el peoplg 100 97 105 97 &% ms Communications could also boost New
Ra?ge of experiences 92 108 106 104 102 Zealand’s credential of fun & enjoyment,
Unique experiences 99 102 87 109 D3 90| and range of experiences which are
Comfortable 96 106 90 w7 101 106 again core reasons to visit but offer little
escape the troubles of the world T T e = competitive edge
Relax & refresh . 109 B
Amazing wildlife experiences 121 o us 85 24 49 67 Messaging could also leverage our
Local culture —— ~m s 106 competitive srengths:
Qualtyfood & wine SN I o5 ~ Range ofadventure
Affordable actiiies ———— o N
om0 e oieeme

Local experiences 102
Iconic attractions - 8 99 ——— 17

Actions for TNZ:

Notes:
Q "Which destinations, if any, do you associate Relative weakness - 100 - Relative strength u Inn% P“n[

* with this statement? 14
Japan has dropped from Top 5 competitors since Apr22, Heat map shading is across rows, i.e. compares the six countries on that attribute NEWZEALAND "Ew IEAI.A“n
replaced with Ireland




Top concerns around visiting New Zealand are logistical - ACs need reassurances around the
time needed and the ease of travelling to and around New Zealand

Concerns about choosing New Zealand as a holiday destination
% Active Considerers | Oct 22

m Getting to NZ m Getting around NZ m Safety & Security m People & Culture Things to see & do m Climate m Other
Length of time required to fly to Nz [N 41% Range of quality food and beverage options 19%
What the weather is like [INIINININININGEGd2NE 36 How well suited it is to people my age [ INNNINININIGIGTGTGNGNGGNGNGNNGNGNNNNNNENENENENENNEGNN 150
How easy itis to travel around [N 34% Whether I will be able to buy the type of food I like to eat I 18%
Length of time needed to experience NZ properly [ IIIIIININIGE -3°o Unsure how NZ is managing Covid-19 e 15%
How safe it is from crime [N 28% Whether the things to see and do are unique 15%
What / where the recommended things to see and do are 25% The level of service you can expect I 15%
Not being able to fly direct to Nz [N 24% Whether there is a broad variety of things to see & do 14%
How long it takes to travel between the main attractions [N 24% What / where the main cities are 13%
How physically fit I’d need to be I NEEEIEIENGEEE -.% How sophisticated / world-class the main cities are [ 12%
Driving on the left hand side of the road N 24% Negative environmental impact of air travel [IIININEGING I 10%
What the options are for travelling within Nz [N 24% What the shopping options are like 9%
Where | should get information about organising a holiday  [INEEGGEEEN 22% other W 1%
How welcoming the locals are [ 22% No concerns [N o

What practices are in place to keep me safe from Covid [N 20%
How safe it is to participate in adventure activities [N 20%

Notes: ‘ 0
l(ANTAR ‘*" 1.8ample size: Canada n = 300 gﬂ I"ga/}igl!lnﬁﬁ

Q “Putting thoughts about costs aside, what are some of the concerns you have about choosing New Zealand for your next holiday?”



How are travel deman
and behaviors shaping
post-Covid 19

KANTAR



With 38% of ACs looking to travel to New Zealand between now and May 2023, this is an
opportunity for TNZ to drive immediate arrivals among Canadian ACs

Travelled overseas on vacation in the last

six months
% Active Considerers | Oct 22

Likely timing for next overseas vacation
% Active Considerers | Oct 22

W Between now and
February 2023

When likely to visit New Zealand
9% Active Considerers | Oct 22

B Between now
and February 380/0

2023
Between March 21%
and May 2023 19% Between
March and
May 2023
O A Between June 24%
O and October 2023 26%
Between
June and
Later than 14% October 2023
October 2023 38%
Later than
18% October 2023
M Not sure / don’t
have any Octa2 Oct22
overseas travel
planned
17%
Apr22
Notes:

1. Sample sizes: Total ACs Oct 22 n = 300

l(ANTAR * Q “Have you travelled overseas on holiday in the last 6 months?”
) Q “When are you looking to take your next overseas holiday?”

Q “New Zealand borders are now open for tourists. With this in mind, when would you want to visit New Zealand

for a holiday?”

Av Significantly higher / lower W Inn% P“HE

than comparison at 95% AW 2sALAND "Ew ZE Al A“n

17



The appetite for travelling to multiple overseas destinations as part of the same overseas

holiday continues to grow - this highlights the opportunity for New Zealand to be a part of any
South Pacific travel itinerary.

Interest in travelling to multiple countries as part of an overseas vacation
% Active Considerers | Oct 22

B Now much less interested Now slightly less interested Interest is the same Now slightly more interested B Now much more interested
b v .

\ J
I

92%
are now more interested in travelling to multiple countries as part of an overseas holiday
than pre-COVID-19

Apr22 4% 9% 36% 20% 31%
Notes: ‘ 0
l(AN TAR * 1. Sample sizes: Total ACs Apr | Oct 22 n = 500 | 300 Av Significantly higher / lower W Inn)& p“nE 18
' Q “Thinking about how you have travelled in the past, looking forward, are you now more or less than comparison at 95%

interested in travelling to multiple countries as part of an overseas holiday?” T e "Ew ZEAI'AHII



Marcomms can leverage the key drivers of holiday demand: the need for fun, to learn &
explore, to relax and indulge and to show children another way of life

Needs/reasons driving the desire to travel internationally for a leisure vacation
% Active Considerers | Oct 22

Apr22
To have fun & enjoy myself I 54% 51%
To feel relaxed & refreshed N 43% 48%
To learn & explore new things I 43% 47%
To escape from the routine of everyday life IS 37% 40%
To take a break from stress / pressure in my everyday life IEEEEEGEGEEEEEEE 37% 37%
To feel a sense of adventure N 37% 36%
To spend quality time with my family, friends N 34% 32%
To expand my worldview I 34% -
To improve my mental health I 33% -
To interact with people of a different culture or lifestyle I 32% 34%
To get in touch with nature N 30% 33%
To indulge & pamper myself I 30% A 23%
To show my children a different way of life  IEEG————— . 22% A 12%
To take time for self-reflection and personal development N 20% 20%
To work on my physical wellbeing N 15% -
Notsure [ 1% W 4%

Notes:

*' 1. Sample sizes: Total ACs Apr | Oct 22 n = 500 | 300 v Significantly higher / lower W - Inn% P“nE
2. Q “Which of these needs or reasons will most strongly drive your desire to take an international leisure holid: A than previous wave at 95% "Ew ZEM.A“B 19

| NEW ZEALAND



Independent travel is the most popular way to experience an overseas destination, but there is

a growing interest in smaller group tours

Interest in type of international vacation
% Active Considerers | Oct 22
Apr22

Travelling by self or only with people you know _ 63% 65%
Smaller group tour - 26% A 19%

Larger group tour l 7% 5%
Private tour . 1% 10%
Luxury travel . 10% 8%
Budget travel - 14% VY 20%
Don’t know 4% 5%

NEW ZEALAND

I Notes: u
* 1. Sample sizes: Total ACs Apr | Oct 22 n = 500 | 300 Av Significantly higher / lower W Inn% P“nE
Q “When you take your next overseas holiday, which of the following types of holidays would you be interested than comparison at 95% C e sEaLann

in booking?”



There are opportunities for partnerships with travel agents, as an increasing proportion of ACs
are looking to use travel agents to book overseas holidays

Changes to overseas vacation booking method
% Active Considerers | Oct 22

Apr22

Will use self-service

. 34%
booking tools more often o
74% ..

will change the way
they book their

Will use travel agents and/or - 40% A | international travel
other professional services more often in future 31%

—r

Will not change the way | book - 26% Y 40%

>

Notes:

l(AN TAR * 1. . .Sa.mple sizes: Total ACs Apr | O.ct 22 n = 500 |.3oo . . Av Significantly higher / lower W . “]l]'}}‘, P"HE
Q “Thinking about how you have previously booked international travel, how do you intend to change the way than comparison at 95% NEW ZEMAHB

! . . . » NEW ZEALAND
you book your international travel in the future



Affordability is the key barrier to progressing to booking an overseas holiday - positively,
concerns with trips being disrupted by Covid-19 are slowly wearing off

Concerns about booking a vacation overseas
% Active Considerers | Oct 22

— >
Price of airfare I 45% 51%
Increasing concerns around money/inflation N 35% -
Getting stuck overseas due to changing border measures N 31% 36% —
COVID-safe practices and cleanliness during the flight and stopover N 29% 31%
Getting a refund on my booking if border restrictions changed prior to travel IEIEEG_G_—_—_—_————_N 28% Y 36%
Length of the flight N 27% 32%
New Zealand is an expensive place to holiday in I 26% -
Testing positive while travelling [N 25% 31%
Concerns around Russia/Ukraine conflict I 23% 28%
Quality and coverage of medical facilities in New Zealand [N 20% 21%
Provisions of my travel insurance cover N 16% 20%
Whether the locals are friendly and welcoming of tourists N 13% 13%
Comparative to New Zealand other destinations offer up better value in terms of pricing [N 12% -
Other 1%
I have no concerns 7% 6%

Notes:

l(AN TAR * 1. . Sample sizes: Total ACg Apr | Oct 22 n = 500 | 300 . ) Av Significantly higher / lower W . “]l]'}}‘, P"HE
Q “When it comes to international travel, what are your biggest concerns currently? than comparison at 95% NEW ZEMAHB

| NEW ZEALAND



ACs are likely to prioritise destinations which are affordable, safe to travel around and offer
opportunities to learn & explore and to relax

Attributes likely to be considered when choosing next destination
% Active Considerers | Oct 22

B Most important

Affordable

Safe to travel around this destination

Quality local food and drink

Opportunities to learn & explore new things
Opportunities for relaxing experiences

A unique culture to learn from

Locals are welcoming of visitors

A wide variety of outdoor & adventure activities
Freedom to move in nature

Has interesting & vibrant cities to visit

Clean and unpolluted environment

Uncrowded public spaces and tourist attractions
Good shopping

Opportunities for personal development

W Considered

63%
56% A

4%

46%

49%

45%
45%
43%
39%

39%

37%

36%

34%

%0 29%

19%

Apr22
(Considered)
60%
47%
48%
44%
42%
46%
39%
42%
34%
37%
31%
26%

ICANTAR

Notes:

1 Sample sizes: Total ACs Apr | Oct 22 n = 500 | 300
* Q “Which of these destination attributes will you be looking for when choosing your next overseas holiday destinati

AV

e Q ”And which of these attributes would be the most important one?”

Significantly higher / lower
than comparison at 95%

&

NEW ZEALAND
RISM

100; PURE
NEW ZEALAND



With the exception of affordability, New Zealand is in a strong position to drive holiday demand
in the post-Covid environment

New Zealand’s delivery to destination attributes that are considered when selecting a holiday destination
% Active Considerers | Oct 22

m Very well m Somewhat well Not well at all

26%
%
67% S
56%
35%
32%
18%
% %o 4% 4% 0 5% 0/ 5% 6%
Affordable Safe to travel Quality local food Opportunities to Opportunities for A unique culture Locals are A wide variety of Freedom to move Has interesting &  Clean and Uncrowded Good shopping Opportunities for
around this and drink learn & explore relaxing to learn from welcoming of outdoor & in nature vibrant cities to unpolluted public spaces personal
destination new things experiences visitors adventure visit environment and tourist development
activities attractions
Apr22
(Ve ry 20% 67% 67% 73% 74% - 66% 7% 78% 65% 74% 50% 56% -
well)

Notes:

l(AN TAR * 1. . Samplg sjzes: Total ACs Apr | Oct 22 n = 500 | 300 . ) Av Significantly higher / lower W . Il][]% P“RE 5
Q “In your opinion, how well does New Zealand deliver on each of these attributes? than comparison at 95% [l "Ew IEM.AHB



TNZ can help ACs to move to the booking stage by promoting deals on accommodation &
activities on newzealand.com, making it easy for ACs to finish their research and help ACs to
decide on the best time to travel to New Zealand

Barrier to booking vacation to New Zealand
% Active Considerers | Oct 22

Apr22
Can’t afford it at the moment I 28% 35%
Waiting for a good package deal on flights & accom I - 26% 21%
Still deciding on what time of year to travel I 25% 23%
Have more research to do about how to travel around NZ N 22% 18%
Waiting for the right life circumstances to travel I 22% 23%
Have more research to do about activities NZ has to offer I 20% 14%
Can’t take time off work at the moment N 19% 22%
Waiting for a deal on accommodation I 18% 17%
Waiting for a deal on flights  IEEG_———— 7% Y 31%
Waiting to accrue enough annual leave N 15% 13%
Waiting on international borders to open post Covid-19  EEEG_—_—_—_————_ 3% Y 27%
Waiting for a good group tour deal N 12% 12%
Other places I'd rather visit first N 7% 4%
Don’t have time to plan the trip at the moment N 7% 8%
Don’t have enough time to experience it properly N 7% 9%
Not sure how easy it is to travel around [ 5% 9%
Other W 2% 1%
Don't know N 1% 0%

Notes: o . - 0
o B Significantly higher / lower W
l(ANTAR ‘*’ 1. Sample size: Canada n = 300 Av tll7an’ (l:omp;/rislon at 950;: I"ga/z%igﬂﬁﬁ 25

Q “What is stopping you from making a booking?” HEW ZEALAND



With a quarter of ACs already in the booking mindset, there is a sizeable opportunity for TNZ to
drive arrivals

Journey funnel to New Zealand

% Active Considerers | Oct 22

m Booking

M Planning

B Dreaming

- . ) .
l(AN TAR ‘*\’ :\fOteS Sample sizes: Total ACs Oct 22 n = 300 gﬂ I"galz%ixﬂﬁﬁ

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



There is a need to clarify to ACs that New Zealand is open to tourists, as 40% are either unsure
or believe the borders are still closed

Current understanding of New Zealand border status to Canadian

travellers
% Active Considerers | Oct 22

Apr22
m The borders are currently open to tourists
46%
The borders are currently closed but there is
a set date for when borders will open
1%
The borders are currently closed and there is
no confirmed date for borders to open
11% 30/0
Not sure
27% Y
40%

Oct 22

Notes:

l(AN TAR . 1. Sample sizes: Total AC; Apr | Oct 22 n = 500 | 300 ) . . ) Av Significantly higher / lower W _ Inn% p“nE 27
) Q “As far as you know, what is the current status of New Zealand borders regarding Canadian tourists travelling than comparison at 95% RewzEaLAND "Ew ZEALA“n

to New Zealand?”
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The time it takes to fly to New Zealand is the key concern for ACs, while not being able to fly

direct is less of an issue

Concerns about choosing New Zealand as a holiday destination
% Active Considerers | Oct 22

m Getting to NZ m Getting around NZ m Safety & Security m People & Culture Things to see & do m Climate

What the weather is like  INERERE N 36%
How easy itis to travel around T 34%
Length of time needed to experience Nz properly [ NN  03%
How safe itis from crime I 28%

What / where the recommended things to see and do are 25%
------------------------------------------------------------------------ | 27% among ACs who

i ettt ettt ettt el live outside of BC
How long it takes to travel between the main attractions [T 24%

How physically fit I’d need to be I NEREEEE 4 %0
Driving on the left hand side of the road T 24%
What the options are for travelling within Nz I - 24%
Where | should get information about organising a holiday I 22%
How welcoming the locals are T - 22%
What practices are in place to keep me safe from Covid - 20%
How safe it is to participate in adventure activities I 20%

m Other

43% among ACs who
live outside of BC

KANTAR (%)

Q “Putting thoughts about costs aside, what are some of the concerns you have about choosing New Zealand for your next holiday?”

| ‘ 100%; PURE
ferwere | NEW ZEALAND
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Only 23% of ACs who live outside British Columbia see the lack of direct flight from their
state a significant barrier to travelling to New Zealand

Hesitation to fly to New Zealand given direct flight from Canada only available from Vancouver
% Active Considerers excluding British Columbia | Oct 22

86% of Canadian
ACs reside outside of
British Colombia

mA lot

H A little

M None - it is not an issue

Other regions

outside of BC
Notes:
Y 1. Sample size: Canada n = 300, British Columbia n = 22 ‘ Inn? P“nE
l(AN TAR ‘*’ Q “Currently, you can only fly direct to New Zealand from Vancouver. To what extent does this make you more hesitant 0 30
- about travelling to New Zealand for a holiday?” T ALAND HEW ZEMAHB



Most ACs would be comfortable with one stop over, and 46% would tolerate two or more
stopovers

Willingness of maximum number of stopover
% Active Considerers | Oct 22

1% Y

13%

22% A

3 or more

w2

[l

M0 - | would only
fly direct

British Other regions
Columbia outside of BC

Total

Notes:
1 sample size: Canada n = 300, British Columbia n = 22, Other region n = 278 AV Significantly higher / lower W : Inn% P“nE

l(ANTAR ‘*’ Q “What is the maximum number of stopovers / connecting flights you would be willing to take to travel to New than comparison at 95% N HEW ZEA[AHI]

Zealand for a holiday?”
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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

Spectacular natural landscapes
and scenery

The locals are friendly and
welcoming

We look at how a given number of competitors perform on a given
number of attributes to derive an index that measures expected

performance
Ideal to relax and refresh , . .
It’s key to note that the score is relative - any change to the

competitor and / or attribute sets will result in a change in the
indices

I would feel safe travelling
around this destination

Things to see and do are —  For example, when we look at the top 10 versus when we look at

affordable the 12 monitor attributes, the scores reported for those same
Affordable to fly to this attributes will be different in each attribute set
destination

NEW ZEALAND

KANTAR  (+) 7| -



Full wording for the preference drivers

Wording for the preference drivers

Affordable activities Things to see and do are affordable Interesting cities Has interesting cities to visit

Affordable to fly to It's affordable to fly to this destination Landscapes & scenery Spectacular natural landscapes and scenery

All seasons Suitable for a holiday all year round Local culture Offers opportunities to experience local culture

Amazing beaches Has amazing beaches Local experiences Offers opportunities to experience how it is to live like a local
Blending in with locals Ideal for blending in with locals and not being seen as a tourist Place to escape Ideal for escaping normal daily life

Challenging Ideal for physically and mentally challenging yourself Popular A popular destination that lots of people want to visit

Clean & unpolluted The environment there is clean and unpolluted Quality food & wine Offers quality local food and wine experiences

Comfortable I'd feel comfortable visiting, despite any cultural differences Range of adventure Offers a wide variety of outdoor & adventure activities

Easy to travel around It's easy to travel around to see and do things Range of experiences Offers a wide variety of tourist experiences

Embraces visitors A destination that embraces visitors and wants them to enjoy their time there Relationship with the land A destination where the people have a special relationship with the land
Excitement Thinking about visiting makes me feel really excited 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 See lots without travelling far Once there, you can see a lot without having to travel far

Fun & enjoyment Ideal for having fun and enjoying yourself Unique experiences Offers experiences that you can't get anywhere else

History & heritage Offers opportunities to experience history and heritage Unique wildlife Opportunities to see local wildlife

Iconic attractions Has iconic attractions and landmarks Working holiday Ideal for a longer term working holiday

KANTAR  (+) 7| -



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

’ % | 100%PURE
weana | NEW ZEALAND

ICANTAR (&



Canadian ACs show interest in a wide range of activities

Activities interested in doing in New Zealand (Top 20)
% Active Considerers | Oct 22

B Food & wine B Arts & Culture B Scenic attraction m Walking & Cycling m Wwildlife W Scenic trips m Shopping W Other land sports
93%
92% 92% 91% 91% 91%
90% 00/0 90% 890/0 890/0
88% 88%,
87% 87%
86% 86% 86% 85%
I I I I I )

Local Historical Main cities Beaches&  Wildlife Localtowns Visiting Short natureVisit a Maori Scenic train  Native Lakes & Scenic boat Geothermal Mountains & Visiting ~ Shopping  Walking  Bathingin  Marine
cuisine sites coasts  experiences national walks village trip forests rivers cruise sites  alpine areas museums & for local tour hot pools / reserves

parks galleries arts & crafts mud pools

Notes:

Sample size: Canada n = 300

KANTAR (%) 1~

Q “Which of the following would you be interested in seeing or doing when on holiday in New Zealand?”

100; PURE
NEW ZEALAND

NEW ZEALAND ‘
TOURISH
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Canadian ACs are broadly split between those with families and those without

Household composition

% Active Considerers

Living alone 21%

6%

Living with friends / flat mates

Couple - no children 23%

Family with mainly pre-school children 9%

Family with mainly school-age children 21%

11%

Family with mainly independent children

Living at home with my parents 8%

- Notes:

l(ANTAR M 1. §ample size: Ca.nada n =500 4 W Inn% P“nE 37
* Q “Which of these options best describes your household?” fewzeaiano NEW ZEALAND



