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Our Purpose
Enrich Aotearoa New Zealand and all who visit.

•	 Tourism must enrich New Zealand and the wellbeing of  
New Zealanders – contributing more than what it takes.

•	 Tourism must create jobs, restore nature, enhance our  
heritage, build our national reputation and make us proud.

Our Role
To promote New Zealand as a visitor destination to key markets  
around the world. Tourism New Zealand’s strategy is focused on  
driving year-round arrivals to support economic growth.

Market Approach
Tourism New Zealand (TNZ) focuses on shaping the visitor mix  
through activity across a diverse portfolio of markets. 

Our markets are determined by factors including there being  
an existing or potential group of people actively considering  
New Zealand as a destination.

Active Considerers
These are international holiday travellers, aged 18-74, who find New Zealand 
highly appealing. New Zealand is among their top 5 preferred destinations to 
visit, they have serious intentions to visit in the next 3 years, and they have a 
realistic budget for their trip.

About our Visitor Insights and Data
TNZ leverages a range of insight sources to support our marketing activity, 
including TNZ's Active Considerer Monitor, Stats NZ's International Visitor 
Arrivals and MBIE's International Visitor Survey.

Markets
The markets covered in our Snapshots include:

•	 Australia
•	 China
•	 United States
•	 Germany
•	 Japan
•	 United Kingdom
•	 India

•	 Singapore
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Tourism New Zealand's 
market approach



Kaikōura 
Canterbury

Visitor Insights
International Visitor Arrivals
International arrivals sourced from Stats NZ;  
includes non-New Zealand or New Zealand residents 
living overseas who are arriving for a stay of less  
than 12 months

International Visitor Survey 
International Visitor Survey (IVS) commissioned  
by the Ministry of Business, Innovation and Employment 
(MBIE); captures survey data from international visitors 
shortly after their trip to New Zealand
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INDIA  |  PAST VISITORS

india
VISITOR INSIGHTS  |  ARRIVALS

India delivered 83,000 arrivals last year, with visiting friends and relatives accounting for almost half (49%). Holiday travel 
remains significant (33%), with visitation distributed relatively evenly throughout the year, supporting year-round demand

VISITING FRIENDS AND RELATIVES IS THE 
PRIMARY DRIVER OF INDIAN VISITATION

HOLIDAY 

33%
VISITING  

FRIENDS OR  
RELATIVES 

49%

OTHER 

13%

TOTAL

1.5m

BUSINESS 

3%
CONFERENCE 

2%
EDUCATION 

1%

VISITATION IS SPREAD THROUGHOUT THE YEAR

ARRIVE IN AUTUMN

30%
ARRIVE IN WINTER

18%

ARRIVE IN SPRING

26%
ARRIVE IN SUMMER

26%

Source: Stats NZ International Visitor Arrivals – all arrivals - year ending March 2026 

Seasons: Autumn 25/26 (April and May 2025 and March 2026), Winter 25 (June–August 2025), Spring 25 (September–November 2025), and Summer 25/26 (December 2025–February 2026).

83k
ANNUAL  

ARRIVALS

AUCKLAND IS THE PRIMARY  
GATEWAY FOR INDIAN VISITORS

AUCKLAND 

81%

CHRISTCHURCH 

12%
QUEENSTOWN 

5%

WELLINGTON 

2%
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INDIA  |  PAST VISITORS

INDIA
VISITOR INSIGHTS  |  WHO THESE HOLIDAYMAKERS ARE

Indian holiday visitors skew older than many markets, with half aged 55 years or older. Travel is primarily undertaken with 
partners (60%), and most visitors stay for 8–14 days (51%).

HALF OF VISITORS ARE AGED 55 YEARS OR OLDER

45-54 55-64 65+15-240-14 35-4425-34

5%5% 11%15% 15% 30% 20%

GENDER IS BROADLY  
BALANCED, WITH A SLIGHT  
SKEW TOWARDS FEMALES

46%
MALE

54%
FEMALE

LENGTH OF STAY  
(DAYS)

1-3 DAYS 4-7 DAYS 8-14 DAYS 15-21 DAYS 22+ DAYS

5% 20% 51% 17% 7%

AVERAGE  
LENGTH OF STAY

TOTAL

11
DAYS

COUPLES ARE THE DOMINANT TRAVEL PARTY, 
SUPPORTED BY FAMILY AND GROUP TRAVEL

Child/children aged under 15 ...10%

Child/children aged 15 or older...8%

My husband, wife or partner... 60%

No one, I was on my own ........ 9%

Other adult family/relative .....13%

Other adult(s) who are not
family/relatives....................22%

Less than 0.5% of visitors selected 'Another gender'

Sources: Stats NZ International Holiday Arrivals | Year Ending March 2026 

International Visitor Survey | Year ending March 2026 | Holiday Visitors (Travel Party) 
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INDIA  |  PAST VISITORS
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india
VISITOR INSIGHTS  |  WHERE THEY GO

Indian holidaymakers travel widely across New Zealand, with 84% visiting the South Island, and 80% visiting the North Island.  
Nearly two-thirds (65%) explore both islands, and over 40% visit four or more regions

13%
1 region

42%
visited  

4+ regions
22%
2 regions

22%
3 regions

16%
4 regions

16%
5 regions

10%
6 regions

1%
7+ regions

42% VISIT FOUR OR MORE REGIONS

NEARLY TWO-THIRDS EXPLORE BOTH ISLANDS

AUCKLAND, QUEENSTOWN, AND CHRISTCHURCH FORM THE CORE VISITOR CIRCUIT

AUCKLAND 
DISTRICT

CHRISTCHURCH  
CITY

QUEENSTOWN-LAKES 
DISTRICT 

(Queenstown-Whakatipu and 
Arrowtown-Kawarau Ward)

QUEENSTOWN-LAKES 
DISTRICT 

(Wānaka-Upper  
Clutha Ward)

ROTORUA  
DISTRICT

THAMES-
COROMANDEL 

DISTRICT

TAUPŌ  
DISTRICT

WESTLAND 
DISTRICT

MACKENZIE 
DISTRICT

GREY  
DISTRICT

SOUTHLAND 
DISTRICT
(Fiordland)

WELLINGTON  
CITY

70%

62%64%

18%

34%
12%

14%

26%

DUNEDIN  
CITY

CENTRAL OTAGO 
DISTRICT

CLUTHA 
DISTRICT

15%

5%4%

4%

5%

4%

Source: MBIE, International Visitor Survey | Year ending March 2026 | Holiday Visitors

80% 84% 65%
NORTH ISLAND SOUTH ISLAND BOTH ISLANDS

25%
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INDIA  |  PAST VISITORS

india
VISITOR INSIGHTS  |  HOW MUCH THEY SPEND

Indian visitors contributed NZ$229 million to the New Zealand economy last year, including NZ$101 million from holiday travel. 
Average holiday spend approaches NZ$7,000 per trip, reflecting the value of this growing market

ACCOMMODATION, ENTERTAINMENT, AND SHOPPING  
ACCOUNT FOR OVER HALF OF HOLIDAY EXPENDITURE

26% 8% 13%

9% 14%

ACCOMMODATION FOOD AND BEVERAGE SHOPPING

CAR RENTAL ENTERTAINMENT

TOTAL MARKET SPEND

TOTAL  
SPEND

TOTAL HOLIDAY  
SPEND

$229.2m

$100.9m

AVERAGE SPEND PER TRIP

AVERAGE  
SPEND PER TRIP

AVERAGE HOLIDAY 
SPEND PER TRIP

$4,458 $6,924

ALL VISITORS HOLIDAY VISITORS

Source: MBIE, International Visitor Survey | Year ending March 2026 | Holiday Visitors (Spend Type)
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INDIA  |  PAST VISITORS

A BEACH

75%
OTHER NATURAL ATTRACTIONS

94% 

india
VISITOR INSIGHTS  |  WHAT THEY DO

Indian holidaymakers are strongly attracted to New Zealand's natural scenery, with mountains, lakes, beaches, national parks, 
and walking experiences among the most popular activities. Film locations, jet boating, geothermal attractions, and glaciers 
further enhance the appeal

TOP ACTIVITIES ENJOYED BY INDIANS ON HOLIDAY IN NEW ZEALAND

Source: MBIE, International Visitor Survey | Year ending March 2026 | Holiday Visitors

A FILM LOCATION,  
TOUR OR EXPERIENCE

56% 

JET-BOATING

55% 

WALK, HIKE, TREK OR TRAMP

84% 

A GEOTHERMAL PARK 

54% 

A NATIONAL PARK

59% 

A PUBLIC MUSEUM  
OR ART GALLERY

49% 

A GLACIER 

51%  
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INDIA  |  PAST VISITORS

YOUTH HOSTEL, YMCA, YWCA

6% 

HOUSE/FLAT/APARTMENT BOOKED 
THROUGH AN ONLINE WEBSITE

42% 

MOTEL, MOTOR INN OR SERVICED 
APARTMENT

21% 
BACKPACKERS

17% 

STAYING WITH  
FAMILY OR FRIENDS

13% 

india
VISITOR INSIGHTS  |  WHERE THEY STAY

Hotels are the dominant accommodation choice (67%), while online-booked rentals also play an important role (42%). Luxury 
accommodation attracts almost a quarter of visitors, highlighting demand for premium experiences

POPULAR ACCOMMODATION TYPES

Source: MBIE, International Visitor Survey | Year ending March 2026 | Holiday Visitors

LUXURY ACCOMMODATION 

24% 
HOTEL

67%

FARM STAY OR HOMESTAY 

5% 
BED AND BREAKFAST 

12% 
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INDIA  |  PAST VISITORS

CAR OR VAN OWNED BY YOU / 
FAMILY / FRIEND(S) / COMPANY

17% 

OTHER FERRY

20% 

APP-BASED SERVICES SUCH AS 
UBER, OLA

43% 

PLANE (WITHIN NEW ZEALAND)

46%  

TAXI / SHUTTLE SERVICE

36% 

india
VISITOR INSIGHTS  |  HOW THEY TRAVEL

Self-drive and domestic aviation support nationwide exploration, complemented by rideshare services. Tour buses and ferry 
services also support travel across multiple destinations

HOW THEY TRAVEL

Source: MBIE, International Visitor Survey | Year ending March 2026 | Holiday Visitors

RENTAL CAR

67% 

HELICOPTER

15% 

TOUR BUS

33% 
OTHER BOAT OR SHIP

27% 



OUR FUTURE 
TRAVELLERS
Active Considerers 
Who qualifies as an Active Considerer?
Active Considerers are travellers who meet  
all four criteria:

•	 High appeal – Find New Zealand highly  
appealing as a holiday destination

•	 Strong intent – Would seriously  
consider visiting in the next three years

•	 Destination preference – Agree  
that New Zealand is a preferred  
destination for their next holiday

•	 Realistic budget – Have a  
minimum spend level aligned  
to the market 

NOTE: In China and India, we do not target the entire  
online populations, rather we target specific cities.

Hooker Valley Track 
Fiordland
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INDIA  |  ACTIVE CONSIDERERS

india
ACTIVE CONSIDERERS  |  JOURNEY FUNNEL

An estimated 16 million Indian travellers qualify as Active Considerers, with nearly two-thirds (65%) ranking New Zealand as 
their preferred destination. Interest extends beyond summer, with more than 80% willing to travel in off-peak periods

82%

65%

33%

*Off-Peak Consideration: Would consider travelling during autumn, winter, or spring, in addition to or instead of summer. 
**Top Preference: Rank New Zealand as their #1 destination choice 
***Booking Mindset: Ready to make firm bookings or have already booked their trip 
Source: Active Considerer Monitor data six-month period ending May 2026

SUMMER

OFF-PEAK 
CONSIDERATION*

(10M) TOP  
PREFERENCE**  
AMONG ACTIVE  
CONSIDERERS

(5M) BOOKING  
MINDSET***

43M 
ONLINE POPULATION, 18-74 Y/O

34M 
FIND NEW ZEALAND HIGHLY APPEALING AS A  

HOLIDAY DESTINATION 

30M
WOULD SERIOUSLY CONSIDER VISITING IN THE NEXT  

THREE YEARS 

29M
NEW ZEALAND IS A PREFERRED (TOP 5)  

DESTINATION 

16M
WILLING TO SPEND AT LEAST  

INR 160,000 PER PERSON  
ON A HOLIDAY TO  

NEW ZEALAND
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AGE SEGMENT OF ACTIVE CONSIDERERS

18-24  25-39 40-54 55-74

HOUSEHOLD INCOME IS   
SPREAD WIDELY AMONG ACS

6% 50% 34% 10%

india
ACTIVE CONSIDERERS  |  WHO THEY ARE & WHERE THEY LIVE

Active Considerers are affluent, family-oriented, and concentrated in major cities. They are predominantly aged 25–54 (84%) 
with New Delhi and Mumbai as key source regions

*Doesn’t include those selecting ‘prefer not to answer'

MORE THAN 80% ARE AGED

25-54
Source: Active Considerer Monitor data six-month period ending May 2026

FAMILIES ARE THE DEFINING  
HOUSEHOLD SEGMENT

Family with mainly school-age children ................42%
Living at home with my parents............................16%
Family with mainly independent children	��������������16%
Family with mainly pre-school children..................13%
Couple – no children.............................................6%
Living with friends / flatmates................................4%
Living alone.........................................................2%

NEW DELHI AND MUMBAI  
ARE KEY SOURCE CITIES

MORE THAN INR 
5,000,000

INR 4,000,001 – 
INR 5,000,000

INR 3,000,001 – 
INR 4,000,000

INR 2,000,001 – 
INR 3,000,000

INR 1,000,001 – 
INR 2,000,000

INR 500,001 – 
INR 1,000,000

INR 300,001 – 
INR 500,000

INR 150,001 – 
INR 300,000

24%

13%

13%

20%

18%

9%

3%

1%

NEW DELHI 50%

BANGALORE 17%

MUMBAI 33%



14

INDIA  |  ACTIVE CONSIDERERS

THE ENVIRONMENT THERE IS 
CLEAN AND UNPOLLUTED

80%

I WOULD FEEL SAFE TRAVELLING 
AROUND THIS DESTINATION

76% 

THINKING ABOUT VISITING MAKES 
ME FEEL REALLY EXCITED

78%

SPECTACULAR NATURAL 
LANDSCAPES AND SCENERY

78%

IDEAL FOR A FAMILY HOLIDAY

78%
IDEAL TO RELAX AND REFRESH

77%
IDEAL FOR HAVING FUN AND 
ENJOYING YOURSELF

76% 

india
ACTIVE CONSIDERERS  |  HOW THEY SEE NEW ZEALAND

Active Considerers associate New Zealand with spectacular scenery, clean environments, safety, wildlife, relaxation, and 
family-friendly experiences. The destination is also seen as exciting, enjoyable, and easy to explore

IT IS EASY TO TRAVEL AROUND 
TO SEE AND DO THINGS

75%

HAS AMAZING WILDLIFE 
EXPERIENCES

76%

Source: Active Considerer Monitor data six-month period ending May 2026
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TO CREATE LASTING MEMORIES 
THROUGH PHOTOGRAPHY 

43% 

TO INTERACT WITH PEOPLE OF A 
DIFFERENT CULTURE OR LIFESTYLE 

47% 

TO FEEL A SENSE OF ADVENTURE  

47% 

TO TAKE A BREAK FROM THE 
ROUTINE, STRESSES AND 
PRESSURES OF EVERYDAY LIFE

50% 

TO ENJOY LOCAL FOOD  
AND BEVERAGES

46% 

TO FEEL RELAXED  
AND REFRESHED

50% 

TO EXPERIENCE BEAUTIFUL 
LANDSCAPES AND SCENERY 

53% 

india
ACTIVE CONSIDERERS  |  REASONS TO VISIT NEW ZEALAND

Fun, scenery, and discovery are the strongest motivations to visit. Relaxation, escaping daily routines, cultural experiences, 
adventures, and food and beverages further contribute to New Zealand's appeal

TO LEARN AND EXPLORE 
NEW THINGS 

51% 

TO HAVE FUN AND ENJOY MYSELF  

55% 

Source: Active Considerer Monitor data six-month period ending May 2026
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VISITING NATIONAL PARKS, NATURE 
RESERVES OR NATIVE FORESTS

86% 

BEACHES & COASTS

89% 

WILDLIFE EXPERIENCES 

91% 
EXPLORING MAIN CITIES

91% 

LAKES, RIVERS AND WATERFALLS

90% 

SHOPPING FOR NEW ZEALAND MADE 
PRODUCTS, ARTS AND CRAFTS

90% 

india
ACTIVE CONSIDERERS  |  WHAT THEY WOULD LIKE TO SEE & DO IN NEW ZEALAND

Indian Active Considerers are interested in a broad mix of experiences, including cities, wildlife, heritage attractions, shopping, 
lakes, beaches, mountains, and national parks. Interest spans both iconic natural attractions and urban experiences

EXPERIENCING LOCAL TOWNS

89% 

HISTORICAL SITES  
AND HERITAGE SITES

91% 

MOUNTAINS AND ALPINE AREAS 

88%  

Source: Active Considerer Monitor data six-month period ending May 2026



17

INDIA  |  ACTIVE CONSIDERERS

HOW WELCOMING  
THE LOCALS ARE

36%

HOW SAFE IT IS TO PARTICIPATE  
IN ADVENTURE ACTIVITIES

41% 

WHAT THE BEST TIME OF YEAR IS  
TO DO THE ACTIVITIES I WANT TO

43% 

india
ACTIVE CONSIDERERS  |  WHAT THEY NEED TO KNOW BEFORE VISITING NEW ZEALAND

Indian Active Considerers seek practical information about travel times between attractions, the best time to visit, safety, food 
options, transport, and how to plan their holiday

HOW LONG IT TAKES TO TRAVEL 
BETWEEN THE MAIN ATTRACTIONS

43% 

THE LENGTH OF TIME REQUIRED 
TO FLY TO NEW ZEALAND

39% 

WHAT / WHERE THE RECOMMENDED 
THINGS TO SEE AND DO ARE

34% 

HOW EASY IT IS TO TRAVEL AROUND

39%  

WHERE SHOULD I GET INFORMATION 
ABOUT ORGANIZING A HOLIDAY?

36% 

THE QUALITY AND VARIETY OF 
FOOD AND BEVERAGE OPTIONS

41% 

Source: Active Considerer Monitor data six-month period ending May 2026




