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BACKGROUND

o [ 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 recovery is underway

Provide an update — With COVID-19 reshaping the travel landscape, Tourism New
on the size and Zealand (TNZ) is keen to continue to evaluate the opportunity

orofile of the Active within the Singapore market

Considerer (AC) — Specifically, TNZ needs an update on the size and profile of the
audience in AC audience in Singapore from the last dip in May 22 as well as
an understanding of the demand to travel to New Zealand now
that borders have opened

Singapore and their

sentiment towards
travelling to New

RESEARCH APPROACH
Zealand

— To answer the objective, a 15-minute online survey was
conducted among 300 Singaporean Active Considerers of New
Zealand

— Fieldwork took place between 17t - 27t October 2022
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Key insights

Singapore continues to be a compelling opportunity for TNZ — despite incidence of Active Considerers sitting below peak levels seen in 2021, the current 20% equates
to approximately half a million Singaporeans.

There is clear pent-up demand to travel overseas and with 47% of ACs looking to travel to New Zealand between now and May 2023, suggesting there is a sizable
opportunity for TNZ to drive immediate arrivals.

However, New Zealand faces strong competition from North East Asian countries — Japan remains New Zealand’s top competitor while South Korea is increasing in
preference.

To build a competitive edge, activity needs to leverage New Zealand’s strengths — namely, its beautiful landscapes and scenery and being a place to relax, as well as
building perceptions of the range of experiences, fun and enjoyment and safety that New Zealand has to offer.

TNZ can help funnel more ACs through to the booking stage by reassuring ACs how easy it is to travel around New Zealand, and what the best time of year to visit it to
make the most of the weather.

Partnering with airlines and aggregator websites such as Expedia and Trip.com should be considered given the majority of ACs would look to book flights and
accommodation for New Zealand via these channels

NZ has a strong value for money proposition, however, increasing cost of airfares are a risk: if the average price would go up to S$1600, 25% of ACs are likely to be
priced out of market
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Singapore is a compelling market for TNZ with the AC incidence of 20%, equating to approximately

half a million people

Qualifying criteria for defining ACs
% Online users aged 18-74 | Oct22

100% 42%

58% 15%

Online Singaporeans NZ is highly appealing
aged18-74
May22 100% 38% 62% 16%

43%

Would definitely
consider NZ

46%

\ \ 4
2% 40%
NZ is a preferred
destination to visit
2% 44%

20%

19%

ACs - We only
survey these
people in more
detail

This 20% equates
to approx. 555k
people

v

20%

Would spend at least
S$2500 on a trip

26%

Notes:
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Sample sizes: May22 | Oct22 n = 2,053 | 1,617

Av Significantly higher / lower than last wave
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Following a peak in September 21, the incidence of ACs has been shifting back to levels seen 2 years
ago

Incidence of ACs
% Online users aged 18-74 | Over time

29% v
26%
23% v
210/0 . :
Aug 20 Apr 21 Sep 21 May 22 Oct 22

l(AN TAR @ Notes: Av Significantly higher / lower than last wave W “' Inn% P“nE
' Sample sizes: Aug 20, Apr 21, Sep21, May22, Oct22 n = 2139, 1372, 1780, 2,053, 1,617 fewzeasann "Ew ZEALA“n




We can see the overall pattern of incidence over time mirrored across all age groups, but the
decline in incidence in this wave is most notable among the older cohort

Incidence of ACs
% Online users aged 18-74 | Over time

50-74 years old cohort make up
approximately 41% of ACs

Aged 18-29 Aged 30- 49 Aged 50- 74
o
26% 26% 3T 28% 90/0 26%
/ 230/0 25 /0 30/0
3 - .- I .. .. -. . . 17%

Aug20  April 21 Sep 21 May 22 Oct 22 Aug20  April 21 Sep 21 May 22 Oct 22 Aug20  April21 Sep 21 May 22 Oct 22

B Aug20 M Apr21 MSep21 MW May22 HOct22

KANTAR @ | 0%PURE
Sample sizes: Aug 20, Apr 21, Sep21, May22, Oct22 n = 2139, 1372, 1780, 2,053, 1,617
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The most notable downward shifts are in the appeal of New Zealand and in willingness to spend
metrics

Appeal of New Zealand (%8-10)
% Online users aged 18-74 | Oct 22

Consideration of New Zealand (%8-10)
% Those who find NZ appealing | Oct 22

Preference of New Zealand (%4-5)
% Those who would consider visiting | Oct 22

Anticipated spend on holiday in New

Zealand (>S$2,500)
% Those who agree NZ is a preferred holiday
destination | Oct 22

Significant declines in appeal 96% 97% 96%

by 50-74 cohort

A

650/0 40/0 v

61% 60% I 580/0

Aug20 Apr21 Sep21 May22 Oct22

94% Significant declines in spend

by 50-74 cohort

93%

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
76% % o 1
7 A 730/0 75 74 /o \
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

0,
56% 0% " s8% \ 4
52% 51%

\

Aug20 Apr21 Sep21 May22 Oct22 Aug20 Apr21 Sep21 May22 Oct22 Aug20 Apr21 Sep21 May22 Oct22

Av Significantly higher / lower than last wave

Notes:
Sample sizes: Aug 20, Apr 21, Sep21, May22, Oct22. Appeal n = 2139, 1372, 1780, 2,053, 1,617. Consider n = 1,300, 842, 1,170, 1,258, 935. Preference n = 90s, 617, . 0
l(ANTAR @ 886, 933, 683. Spend n = 841, 586, 853, 893, 641. W Inn)& P“nE
' Q “Putting aside any thoughts about time and cost, how appealing do you find New Zealand as fewzeaann "Ew ZEALA“n
a holiday destination?” Q” Would you consider visiting New Zealand for a holiday within the next three years?” -
Q” To what extent do you agree or disagree that New Zealand is a preferred destination for your next holiday?”



The AC incidence in Singapore is comparable to other key markets but the smaller population size
means that it presents less of an opportunity to drive high volumes of arrivals

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

% Online users aged 18-74 | Oct 22 % Online users aged 18-74 | Oct 22 Million people | Oct 22

J/’ ‘
[\

@ Australia 54% 20% 3.1m
@ China 71% 39% 32.6m
@ Germany 57% 12% 6.3m
[ )) Japan 33% 6% 4.2m
" 4
4>,
:;/Té UK 51% 12% 5.0m
W
&. USA 53% 23% 48.5m

Av Significantly higher / lower than last wave

e - 1007 PURE
KANTAR (A 1. Sample izes:Sepm, Mayzz, Octaz n - 2,053, 1617 g 70 o
S’ 2. Source for top 6 markets: AC Monitor | Online users aged 18-74 | Nov21-Apr22 | May22-Oct22 NEW ZEALAND "Ew ZEAI_A"n
- Australian = 4,692, 4,220 | China n = 2,951, 2,303 | Germany n = 10,635, 7,950 | Japan n = 20,148, 16,802 | UK n = 10,163, 8,760 | USA n = 6,263, 5,726



The global priority mindsets, Experienced Connectors and Vibrant Adventurers, make up 24% of

Singapore’s AC pool

Profile of Active Considerers
% Active Considerers vs % Non Active Considerers | Oct 22

By age segment

18%
19%
45%

M8-29 [M30-49 M 50-74

B Male

By gender

M Female

M Gender diverse

Mindset Segments

B cautious Experienced [l Vibrant
Escapists Connectors Adventurers

[ Organised Joy

Seekers

[ Spontaneous M Fun loving [l Passive Passengers

Explorers Trail blazers
Outer ring: Singaporean ACs Av Significantly higher / lower
Inner ring : Singaporean non-ACs than non-ACs at 95%

Notes:
l(ANTAR 1. Sample sizes: ACs n = 316 | Non ACs n = 1,301
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Japan remains New Zealand’s top competitor, followed by Australia

Top ten competitor set for ACs
% Active Considerers ranking destination in top five | Oct 22

(28%)

China and Canada fall

hailand
off.top 10, replace.d i
with Italy and Bali Maldiveg \07%)
15%

11%

Taiwan
24%
(27%)

South Korea
29%
(27%)

Bali

12%
(9%)

Australia

39%
(39%)

Significantly higher / lower
than last wave at 95%

AV

Notes:
@ )
\ / 2.

N’ .

May22 results are in brackets
Sample sizes: May22, Oct22 n = 499, 300

ICANTAR
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Q “Aside from New Zealand, what other four destinations make up your top five preferred destinations to visit for a holiday?”



Among ACs, preference for New Zealand has been trending downwards

Preference KPI Singapore over time
% Active Considerers | Oct 22

66%
\ 4 62%

57% 59%

54%

W First

m Second

Aug 20 Apr 21 Sep 21 May 22 Oct 22

Av Significantly higher / lower
than last wave at 95%

Notes: | :
l(ANTAR @ 1. Sample sizes: Total ACs Aug20, Apr21, Sep21, May22, Oct22 n = 403, 300, 500, 499, 300 S@ “"]I"l'l p"nE
HEW ZEALAND "Ew zEAlA"n

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



Levels of preference for top competitors remains relatively stable over time, but New Zealand faces
tough competition from Japan as well as Switzerland which is increasing in preference

Preference for destination of interest (Top Box)
% Active Considerers | Oct 22

May22 | Oct22
35% 36%
0% o,
30% 29% 27%
24%
0,
18% 18% y 20%
o 14%  14% 14% 149 0, 0
o 3% 1% 4% 4% 13% 10% 3% a1
N H -H B H B

New Zealand Japan Australia South Korea Switzerland Taiwan United Kingdom Thailand Italy Maldives Bali

(UK)

© 0 ¢ = 00O 0 =«

Av Significantly higher / lower
than last wave at 95%

®@ © @

Notes:
3 1. Top 10 destinations reported only 0
l(ANTAR @ 2. Sample sizes: Total ACs May 22, Oct22 n = 499, 300 W Inn)& p"nE 14
' 3. Scoresordered by ‘first preference’ ~ NewzEALND NEW ZEM.M"]
4.

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



Singaporean ACs have broadly similar levels of preferences for New Zealand as ACs from other
markets

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

W First
m Second

80%

63% 61% 63% 63%

59%
54%

24%

Singapore

G

Australia China Germany Japan UK USA

@ O e & =

Notes:
1. Sample size: Singapore ACs Oct22 n = 300 ) 0
(Gl P & s e Cons 1007: PURE
2. Source for top 6 markets: AC Monitor | 6MRA | Total Active Considerers | Apr22-Sep22 4
Australian = 9oo | China n = 902 | Germany n = 901 | Japan n = 900 | UK n = 900 | USA n = 899 T ALAND NEW ZEAI.A"n

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



Activity that communicates New Zealand’s beauty, nature and scenery would resonate well with
Singaporean ACs

Top of mind thoughts about New Zealand as a holiday destination
% Active Considerers | Oct 22

air = cuunhrg iews

Shﬂﬂp&:;;:;:::b ain Auckland road I nbereeting
relaxmg I
‘nabures frESh

1."'14-"\. abic

scener

oo = [
Friendly
Zealand

n

u
Fania

fOO sece. SCENEries i Green we

WEEBhEr greab gOO dean nlca - SC er“C maﬂg '

meesheaches ~ SCeEnary FEDEE Place LO"E’ mOUn balnS
Ep.le;ggnerg wordariul

Kiwi

South

é° 0
l(ANTAR Q “What comes to mind when you think of New Zealand as a holiday destination?” Inn)& p"nE "’
,,,,,,,,,, NEW ZEALAND



Communicating New Zealand’s beauty, nature and scenery would help to reinforce key drivers to

visit New Zealand

Reasons to visit New Zealand for a holiday
% Active Considerers | Oct 22

To experience beautiful landscapes/scenery [N 60%
To getin touch with nature | 56%
To feel relaxed and refreshed [l 48%
To learn & explore new things I 46%
To have fun & enjoy myself | IEEEEEEE—— 45%

To take a break from the routine of everyday life [ 45%
To take a break from stress / pressure in my everyday life [ 42%
To broaden my mind [N 31%
To feel a sense of adventure [N 29%
To indulge & pamper myself [N 27%

To interact with people of a different culture or lifestyle N 25%
To show my children a different way of life [N 23%
To feel excited [N 9%
To connect and spend time with important people in my life  [INEGGNNE 8%
To get an adrenaline rush [N 1%

To engage in personal challenges [ 8%
Not sure 0%

Notes:

KANTAR @ S T

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

NEW ZEALAND ‘

100%; PURE
NEW ZEALAND

17



Among Singaporean ACs, New Zealand stands out for its spectacular landscapes, range of adventure, amazing wildlife
and being a place to relax but perceptions around the range of experiences, fun and enjoyment and safety that New
Zealand has to offer could be improved

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

This heat map shows the relative performance of the attributes we measure that drive preference for New Zealand.

Landscapes and scenery More focus is needed on
safe destmat'on___ 106 97 103 communicating;
Embraces visitors 96 — Safe destination
Range of adventure 114 77 — Fun and enjoyment
Clean and unpolluted 109 101 — Range of experiences
Fue & enjoyment_ 29 — Local culture
Friendly people 97 121 — Iconic attractions
Range of experiences [ g 106
Unique experiences 99 109
R —— e 108 While leveraging our core
Escape the troubles of the world 108 86 strengths:
Relax and refresh [ gqy 88 — Landscapes & scenery
Amazing wildlife experiences 129 48 — Range of adventure
Local culture 87 121 — Clean and unpolluted
Quiality food and wine 100 101 — Relax & refresh
Affordable activities 89 90 — Amazing wildlife experiences
Local experiences 95 107

Iconic attractions_ 17

l(ANTAR gg{;iop drivers are reported by rank as Relative weakness - | 100 | - Relative strength w Inn% P“nE
U/

reported in Preference Driver Analysis 2022 Heat map shading is across rows, i.e. compares the six countries on that attribute reene | NEW ZEALAND
Q ”Which destinations, if any, do you associate

with this statement?”

18



Communications also need to address concerns for booking a holiday to New Zealand, namely what
the weather is like and the ease of travelling around

Biggest concerns for booking a holiday to New Zealand
% Active Considerers | Oct 22

What the weather is like | 48%
How easy itis to travel around [Nl +1%
The length of time required to fly to New Zealand [N 2%
The length of time needed to experience New Zealand properly [INNNEGEGEENEENENNNNN 1%
What practices are in place to keep me safe from Covid (e.g. masks, hand sanitiser etc.) [ NN 3%
How safe it is from crime [N :0%
What the options are for travelling within New Zealand [N 7%
How welcoming the locals are |GG 6%
The range of quality food and beverage options |G 6%
How long it takes to travel between the main attractions [ NG 5%
What / where the recommended things to see and do are |GG 2+%
Whether the things to see and do are unique [[INENGNEE 4%
Whether | will be able to buy the type of food | like to eat [N NN 3%
How safe it is to participate in adventure activities [N NN 1%
Where | should get information about organising a holiday [INENEGE 2%

: @ 0
l(AN TAR @ :\fOtesSample size: May 22 n =300 ) W I"galz%igl!lnﬁﬁ

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



TNZ does not need to focus on driving value for money perceptions as they are already very
strong relative to competitors and value for money is not a top preference driver

Perceptions of New Zealand’s value for money as a holiday destination Relative brand positioning of value for money

% ACs | Oct 22

MW Excellent

H Very good

Good

W Fair

W Poor

Oct22

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

New . South . Switzerla
Japan Australia Taiwan

Brand associations

Zealand Korea nd

Provides good value for

12
money 2

“Provides good value for money” is not within the top 15 drivers for preference for
New Zealand

IKANTAR

NOTES:

1. Sample size: May 22 n =300

Qu: “How would you rate New Zealand in terms of its value for
money as a holiday destination?”

Q ”Which destinations, if any, do you associate with this
statement?”

Relative weakness - I 100 | - Relative strength W “ IIII]"}G PllﬂE

Heat map shading is across rows, i.e. compares the six countries on that attribute weno | NEW ZEALAND
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There is clear pent-up demand to travel - 61% Singaporean ACs have already travelled overseas in
the last six months and 64% are planning to travel overseas by May 2023

Travelled overseas on holiday in the last six months Likely timing for next overseas holiday
% Active Considerers | Oct 22 % Active Considerers | Oct 22

m Between now and February 2023

Between March and May 2023

Between June and October 2023

26%
Later than October 2023
15%
= I’'m not sure/I don’t have any 13%
overseas travel planned
Oct22

Notes: .
l(ANTAR @ 1. Sample size: Oct 22 n = 300 W Inn% P“nE
' Q “Have you travelled overseas on holiday in the last 6 months?” "Ew ZEALA“n

Q “When are you looking to take your next overseas holiday?” o



With 47% of ACs looking to travel to New Zealand between now and May 2023, this is an

opportunity for TNZ to drive immediate arrivals among Singaporean ACs

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

Between now and February 2023

Between March and May 2023

Between June and October 2023

W Later than October 2023

18%

29%

22%

Oct22

— 47%

IKANTAR

Notes:
1. Sample size: Oct 22 n = 300
Q “New Zealand borders are now open for tourists. With this in mind, when would you want to visit New Zealand for a holiday?”

@ | 100% PURE

NEW ZEALAND
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Appetite for travelling to multiple overseas destinations as part of the same overseas holiday is
growing — we need to ensure that New Zealand is the key destination within the travel itinerary

Expected change to overseas holiday travel
% Active Considerers | Oct 22

m Take overseas holidays more often Take overseas holidays as often as | used to Take overseas holidays less often

390/0 v - A
\ J
|
88%

are at least or more interested in
travelling as often as pre-covid
May22 39% 55% 6%

Av Significantly higher / lower
than last wave at 95%

Notes:

3 ‘ 0
l(ANTAR 1. Sample size: Sep21, May 22 n = 500, 499 gﬂ I"galzzigl!lnﬁﬁ 24

Q “Thinking about the next 2 years... which of the following are you most likely to do in the next 2 years?” "



By far the most popular way to travel is to do so with people you know but there is also sizeable
interest in smaller group tours - ensure to depict travelling with others in communications

Interest in type of international holiday
% Active Considerers | Oct 22

Travelling solo - 13%
Travelling only with people you know _ 71%
Smaller group tour (12 people or fewer) _ 27%

Larger group tour (more than 12 people) . 6%

Private tour - 13%

Luxury travel . 7%

Budget travel - 17%

Don't know = 2%

7 Notes: ‘ 0
l(AN TAR 1. Sample size: Total ACs Oct 22 n = 300 W Inn)& P“nE 25
' Q “When you take your next overseas holiday, which of the following types of holidays would you be interested T ALAND NEW ZEMA“B



Partnering with airlines and travel aggregator websites is worth considering as the majority of
ACs would look to book flights and accommodation for New Zealand via these channels

Preference to book flights to New Zealand
% Active Considerers | Oct 22

Directly with an airline 40%

Via Travel aggregator website, i.e., Expedia,

0,
Skyscanner, Trip.com, Kayak 34%

Travel agent 23%

Other 0%

Don’t know 3%

May22

38%

39%

22%

0%

2%

Preference to book your accommodation in New Zealand

% Active Considerers | Oct 22

Directly with an accommodation provider

Via Travel aggregator website, i.e., Expedia,
AirBnB, Agoda, Booking.com

Travel agent

Other

Don’t know

- 250/0

- 190/0

I 4% A

May22

23%

55%

20%

1%

1%

Notes:

IKANTAR ‘ S sample size: May 22, 06t 221 - 490, 300

Q “How would you prefer to book your flights to New Zealand?”

Q “How would you prefer to book your accommodation in New Zealand?*

NEW ZEALAND

1007 PURE
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Expedia and Trip.com would provide the best opportunity for partnership as they are the top
channels used to book international travel

Media channels for booking international travel

% Active Considerers | Oct 22

KANTAR €2

May22
crpedia I s4%
rrip.com I <> A 8%
ook I ' e
chan Brothers Travel [ 33% 32%
Traveloka |G 286 29%
Dynasty Travel [ 8% 19%
cheaptickets.com [ NN 6o 14%
EU Holidays [ 3% 13%
uos Travel [ o% 10%
pricebreaker [N 7% 8%
Other [ 6% 4%
None of the above [N 7% 8%
Av Significantly higher / lower
than last wave at 95%
Notes:

1.

Q ” Which of the below are your preferred channels to book an international holiday?”

Sample size: May22, Oct22 n = 499, 300

- 1007 PURE
/0
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In the current economic climate, ACs are likely to prioritise destinations which are affordable but
they are also looking for a destinations which are safe to travel around and offer opportunities to
relax

Destination attributes / factors for next overseas holiday

% Active Considerers | Oct 22 B Main factor May22

Affordable 58% S7%
Safe to travel around this destination 47% s0%

Opportunities for relaxing experiences ) 45% 45%
Hygiene standards [IECQ) 45% 45%

Quality local food and drink 44% 50%

Quality accommodation [JEE) 43% %

Has spectacular nature, beaches, etc. 7% 36%
Favourable weather conditions 4%
Clean and unpolluted environment 40% 41%
Safe airline services to this destination 39% 37%
Has been successful in handling COVID-19 39% 34%
Opportunities to experience local culture 39% 36%
Has robust safety measures in prevent spread of COVID-19 37% 33%
Locals are welcoming of visitors [JERD 33% 39%
Has interesting history and heritage 32% 33%
World renown attractions and tourist experiences 32% 34%
Opportunities to see local wildlife 32% 32%
Offers experiences that you can't get anywhere else 30% 30%
Uncrowded public spaces and tourist attractions 28% 31%
A wide variety of outdoor & adventure activities 27% 28%
Offers experiences for all types of people 23%
Has sustainable tourism practices 20% 19%
Suited for a self-drive holiday 17% 18%
Close to travel to 16% 15%
Has tourism activities to improve wellness 15% 19%

l(AN TAR @ :\fOtesS:ample size: May 22 n = 499, 300 Av Significantly higher / lower W" . Inn% p"nE

U/ Q :V\Ihich qfthese destinatjon attributes will you be Fooking for whez choosing your next overseas holiday destination?” than last wave at 95% fewzeaan "Ew ZEALA"n
Q “And which of these attributes would be the most important one?




Business issue: What

decision to travel?
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The price of air fares can act as a trigger and a barrier to the decision to book travel

At today’s approximate return air fares to New Zealand from Singapore at S$1,400

3% 13%0

Think it is a good deal Think it is a already too expensive

We know from other markets that a good deal on flights can trigger ACs to We know from other markets that flight prices can also act as a barrier to
book a flight - thus, good deals present an opportunity to activate the booking - the price may push people out of the market
market

Notes:

1. Sample size: Oct 22 n = 300 W" ' Inn% p"nE
l(A Q “At what price point would you consider flights to New Zealand to be a good deal to visit there for a holiday?” 30

nnnnnnnnnn
Q “At what price point would you consider flights to New Zealand so expensive you would no longer consider visiting New Zealand for a holiday? "Ew ZEAI'A"n



With an increase of S$200 on today’s approximate return air fares to New Zealand, twice the
number of ACs are likely to be pushed out of the market as flight prices will be deemed too
expensive

Return flight prices to New Zealand - price point deemed too expensive

% Active Considerers | Oct 22

70%
60% Current average
price for direct flight
50% in 6 months
40%
30% ; T
At S$1400 air fare, 13% of ACs think it is too
ot e = expensive. If average flight prices increased by
° approx. S$200, 25% ACs would feel it is too
% e T expensive
0
0%

$700 $800 $900 $1000 $1100 $1200 $1300 $1400 $1500 $1600 $1700 $1800 $1900 $2000 $2100 $2200 $2300 $2400 $2500

Singaporean dollars

Notes:

IKANTAR ) . Sample size: Oct 22 1 = 300 @« 1007 PURE

\_/ Q “At what price point would you consider flights to New Zealand so expensive you would no longer consider visiting New Zealand for a holiday? "Ew ZEALA"n

HEW ZEALAND
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If flight prices were to increase by approx. S$200, the ability to activate the market would be
impacted with significantly fewer ACs who would find the price to be a good deal

Return flight prices to New Zealand - price point deemed a good deal

% Active Considerers | Oct 22

90%
80% Current average
price for direct flight
in 6 months

70%
60%
50%

33%

----------------------------- At S$1400 air fare, 33% of ACs think it is a good deal.
If average flight prices increased by approx. S$200,
21% of ACs would feel it is a good deal

40%

30%

20%

10%

0%
$700 $800 $900 $1000 $1100 $1200 $1300 $1400 $1500 $1600 $1700 $1800 $1900 $2000 $2100 $2200 $2300 $2400 $2500

Singaporean dollars

l(AN TAR @ :\fOtesS:ample size: Oct 22 n = 300 Hf; I"gan/}igl!lnﬁﬁ 32

Q “At what price point would you consider flights to New Zealand to be a good deal to visit there for a holiday?”
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Full wording for the preference drivers

Wording for the preference drivers

Shorthand Full wording Shorthand Full wording

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 and 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 and unpolluted The environment there is clean and unpolluted Quality food and 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 and 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 and 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
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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

Brand associations New Zealand Competitor 1 Competitor 2 Competitor 3 Competitor 4 Competitor 5

Landscapes & scenery

Safe destination
Embraces visitors
Range of adventure

Clean & unpolluted — We look at how a given number of competitors perform on a given number of attributes to derive an index that

. measures expected performance
Fun & enjoyment P P

— It’s key to note that the score is relative - any change to the competitor and / or attribute sets will resultin a

Friendly people change in the indices

Range of experiences — For example, if next quarter the top five competitors are different to the ones from this quarter, the scores
Unique experiences reported for New Zealand next quarter will be different to the ones reported this quarter

Comfortable

Escape the troubles of the world

Landscapes & scenery V
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Mindset Introduction

A Visual Representation

Going on a holiday serves an outward motivation (I want to grow as a
person, experience new worldviews and cultures, have an adventure, 4
etc.), open to travelling to places of less comfort.

INTERNAL VS. EXTERNAL MOTIVATIONS

Going on a holiday serves an inward motivation (make me feel

good, relaxed, etc.), choose holidays at safe destinations only, ¥
etc.

Dimension 2 (18.1%)

Mindset 3 Vibrant

Life is an adventure! It’s worth the "e
2 risk to make the most out of life. Adventurers
16% (Global)
| Mindset 6
Balanced, confident, and Fup loving
. influential risk-takers Trail blazers
W IETAN R GL M  10% (Global)
fun.
Want to be like Mindsets 5 & 6
but are more risk adverse and
like others making decisions.
Do o= - — e e e s s s e o e e e e — e —
- Mindset 5 . -
! Mindset 4 I §oontaneous Mindset 7 Passive Passengers
You.get from life what you Organised Joy . P 15% (Global)
put into it. Follow the right Seek | Explorers
path to a fulfilling life. eekers ; 0
12% (Global) ! 16% (Global)
I Living our best life, trying to get
Cautious, conservative, Mlndset 1 i ahead. Want to be perceived as
and loo::;:ﬁ,fz escape Cautious Escapists more succes;il:ll(,jtogether, and
: 15% (Global) l -
2 Ei 2
Dimension 1 (68.3%)
Normalization: Row principal

Travels less often and less
recently.

FREQUENCY AND RECENCY OF TRAVEL

Travels more often and has
more recently.
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Mindset Introduction

Side by side

Mindset 1

Cautious

Escapists

These cautious close-to-
homers avoid taking
unnecessary risks in life, like
consistency and
predictability and letting
others lead. They have
concerns about safety and
worry about the future. They
follow rules and are late
adopters and value family
stability and thrift. Travel is
less important, but they
travel to escape routine,
feel pampered and connect
with others and it gives
them a sense of
rejuvenation, appreciating
and excitement.

These open-minded
traditionalists like to make
their own decisions, support
their community and prefer
to share credit. They value
curiosity, authenticity
learning and honesty. They
travel for a different
worldview, to learn new
cultures and experience
new things while spending
time with others. They’re
confident travellers who like
researching and value
experience over money.
They’ll travel 10 hours plus
and 2 + weeks for
international holidays and
feel grateful and
appreciative for travel.

Mindset 3

Vibrant
Adventurers

Mindset 4

Organised Joy
Seekers

Mindset 5

Spontaneous
Explorers

Mindset 6

Fun Loving Trail
Blazers

Mindset 7

Passive
Passengers

These adventurous risk
takers like to make the most
out of life. They like
experimentation and prefer
fun and open-minded,
colourful settings and value
freedom. Travel has a high
importance, and they are
motivated by uniqueness,
adventure, and a different
worldview. They like
researching and will spend
more to get off the beaten
track. They’re resilient & will
sacrifice other things to
travel, seeking less common
destinations. Travel makes
them feel bold and daring.

These self-reliant planners
believe they get from life
what they put into it. They
avoid unnecessary risk and
make their own decisions.
valuing duty, family,
knowledge and wealth they
like to pamper themselves
when travelling and spend

time with family and friends.

They choose safe
destinations, enjoy nature,
escaping routine, cuisine
and prefer to spectate.
While they’re less frequent
travellers travel gives them
joy, rejuvenation, freedom,
confidence.

These striving leaders are
living their best life, getting
ahead and want to be
perceived as successful,
trendy and important. They
value adventure, status,
wealth, excitement &
romance. They travel to
reconnect with self & others,
explore nature and a
different worldview. They
tend to be spontaneous, will
do a few shorter trips, avoid
sightseeing & like packages
and guided tours for ease of
travel. Amazement, naughty
& quirky are feelings they
tap into while traveling.

These balanced, confident
achievers are open to risk-
taking and experimentation
and believe life should be
fun. They tend to be
influential and value wealth,
status, excitement as well
as tradition, social
responsibility, freedom and
loved ones. They travel
often and to interesting
places to meet people, learn
cultures and reconnect with
themselves and others.
Travel gives them a sense of
rejuvenation, joy, boldness
and confidence.

These idealistic dreamers
want to be like Parrots and
Penguins but are more risk-

adverse in life and like it
when others make decisions
for them While they value
status and wealth, they
prefer consistency.
Something of a less-
confident traveller, new is
not that important, they like
travelling locally and do
little research or
sightseeing. They tend to
follow influencers and
consult travel agents. They
travel to reflect, grow and
connect and feel
understood.
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