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Our Purpose

Enrich Aotearoa New Zealand and all who VISI'I:
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Tourism New Zealand FY26 Growth Aspiration

3.7M

ARRIVALS IN FY26

3.9V

ARRIVALS BY DEC 2026
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FY26 Business Challenges

Accelerate conversion and Increase share of Partner with industry for
arrivals mind and intention to growth
book
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How we attract international visitors

O

Trade Business Events

@

International
consumer channels
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Market focus
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July Arrivals +6.6% growth vs. LY - 101% recovery vs 2019

First 100%+ holiday arrivals recovery month
The second 90%+ total arrivals recovery month

W Jul2s W Jul24 Julrg Arrivals - Growth & Recovery
300k
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Total Holiday

Growth / Recovery +7% 93% +14% 101%

Arrivals Dash r
Source: Stats NZ International Arrivals July 2025
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https://app.powerbi.com/links/2ElYCcxLiO?ctid=f64c0df4-c75d-4547-9eea-797bed6963df&pbi_source=linkShare

Australia, European Markets, Japan & Singapore lead arrival growth

5 markets now through the 90%-+ recovery barrier

Total Arrivals - Market Growth & Recovery

M YE Jul'2s W YE Jul'24 CY 2019
1,538k
1,458k
1,311k
380k365k368k 407k
245k 241k 189K 170k 232k
l . 81k 84k g7k 73k 65k 98K 73k Gk 98K 7k 70k 88k 67k 61k 73k 5ok g1k 65K
. . 1 | [N ] [ § ] . - - -
Australia China UK India Germany Japan Korea Canada  Singapore
Annual growth +11% +4% +2% +11% -3% +12% +17% +1% +10% +17%
2019 Recovery 95% 103% 60% 82% 122% 74% 75% 80% 91% 92%

Arrivals Dash

Source: Stats NZ International Arrivals, YE July 2025
*Recovery on this slide is against the calendar year of 2019 (i.e. Jan - Dec 2019)
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https://app.powerbi.com/links/2ElYCcxLiO?ctid=f64c0df4-c75d-4547-9eea-797bed6963df&pbi_source=linkShare

Opua, Northland
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Storytelling for impact, optimising to arrivals




How we target potential visitors: Active Considerers

All
People

Active
. DISCOVER
Considerer

Funnel

Approx
154m consumers
globally

BOOK

Y
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We constantly work to fill the funnel, and move consumers through it

All
People

- ' Emotional triggers
L J
Active =

Funnel
BOOK i Overcome barriers
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We use robust insights to inform all of our marketing work

Emotional triggers - make people fall in love with New Zealand

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

To experience beautiful Landscapes/scenery

To get in touch with nature

To feel relaxed and refreshed

To learn & explore new things

To have fun & enjoy myself

To take a break from the routine, stresses and pressures of everyday life
To feel a sense of adventure

To enjoy local food and beverages

To interact with people of a different culture or lifestyle

To create lasting memories through photography

To indulge & pamper myself

To connect and spend time with important people in my life
To visit a place that has inspired me though film / TV

Source: TNZ AC Monitor ‘Dream’ audiences Aug 2025

%

A
57%
46%
44%
42%
40%
35%
33%
32%
31%
24%
23%
19%
16%

YoY

6.6%
4.7%
4.0%
3.1%
2.9%
1.9%
3.7%
0.9%
-0.5%
-2.0%
-0.8%
-1.0%
-2.7%

Which of the following would you be interested in %
seeing or doing?

YoY

w
Trying local cuisine 90%
Beaches & Coasts 87%
Exploring main cities 87%
Lakes, rivers and waterfalls 87%
Experiencing local towns 86%
Visiting national parks, nature reserves or native forests 86%
Historical sites and heritage sites 85%
Wildlife experiences 85%
Scenic boat cruise 84%
Mountains & Alpine areas 83%
Marine reserves (protected conversation areas) 80%
Scenic train trip 79%

W IEALAND

5.1%
4.2%
1.2%
5.1%
3.6%
4.8%
3.8%
4.2%
3.7%
3.7%
1.7%
2.0%
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We use robust insights to inform all of our marketing work

2; Overcome barriers - tip me over the edge to book a trip to New Zealand

What are some of the concerns you have about
choosing New Zealand for your next holiday?

How safe it is to participate in adventure activities

The quality and variety of food and beverage options
What the best time of year is to do the activities | want to
How welcoming the locals are

What / where the recommended things to see and do are
The length of time required to fly to New Zealand

How long it takes to travel between the main attractions
How easy it is to travel around

How safe it is from crime

What the weather is like

What practices are in place to keep me safe from Covid (e.g. masks,
hand sanitiser etc.)

Source: TNZ AC Monitor ‘Book’ audiences Aug 2025

39%
38%
37%
35%
34%
34%
33%
33%
32%
32%
31%

YoY

10.5%
10.7%
-3.8%
4.8%
9.5%
-0.2%
2.7%
4.5%
8.0%
-2.0%
5.8%

What is stopping you from making a booking?

Waiting for a good package deal on flights and accommodation
| have more research to do about New Zealand as a holiday
destination

| am still deciding on what time of year | want to travel
Waiting for a deal on flights

Waiting to accrue enough annual leave

Waiting for the right life circumstances to travel

Visa process is confusing / difficult

Do not have enough time to experience it properly

New Zealand is too far away / the flight is too long

It's too expensive to travel to New Zealand

| cannot afford it at the moment

Do not have time to plan the trip at the moment

X

30%
29%

29%
24%
24%
19%
17%
15%
13%
12%

9%

8%

o

W IEALAND

YoY

7.4%
4.8%

-0.1%
2.6%
-8.0%
-0.6%
4.2%
0.2%
1.5%
-0.5%
-3.1%
-5.7%
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You can also use these insights to support your comms

Simply access via tourismnewzealand.com

4
AT TOURISH NEW ZEALA 5 S 5
’,@‘ Corporate website Insights Events News & Activity Partner withus About us Q search
NEWZEALAND

Kia ora! Tourism New Zealand is responsible for
promoting New Zealand in key markets as a visitor
destination.

Insights and research

The latest consumer insights, industry research and tourism data to help support
your business.

Consumer research = : Tourism data — Visitor profiles —

F N EAany



Our brand truth then synthesises what makes us unique

Embracet
our peoplé

5

\
~ &
%

/

Inwgoratlng g,...

experlences RN

Tourism New Zealand | Manaakitanga Aotearoa

» /A sense of

guacdianship
passed on

o
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Some recent examples of Northland focus in our work

UK

Global Brand Campaign Hardest Geezer Challenge

hardestgeezer @ London o

- Evening
Standard

oy .
70% Feeling small” %%

=g news |

sle]c
NEWS

DAILY

Mirror

307 On the grill
70% Ot the'grid §

Welcome 1o

Uov NEWS

1007; PURE
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g Yook ()53 Y 368 [N} LAD
™D Liked by tinmancomms an d others
hardestgeezer Today | finished running the length of
New Zealand... more
Campaign featured in 8 markets EAV $33.5m (155% target) The @QINDEPENDENT
and will run over the next 12 Paid am p[iﬁcation Mr Cook, 27, kicks off his journey in March at Stirling Point in Bluff,
. located at the southern tip of the South Island, before finishing at Cape
months AUdIence reaCh 1 -7bn Reinga in Northland at the top of the North Island.
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Some recent examples of Northland focus in our work

High impact KOLs Broadcasts

Msunrise
“ MEL13® 8:35

@thelosttwo (USA/CAN)
881k followers
’ $oom EAV
warTANG) L 44m reach Ssunse
ST , Sl || 18k engagements per post s G
Sunrise AU
New Zealand week! @;uf 100%; PURE

wese | NEWZEALAND



Some recent examples of Northland focus in our work

S

e purenewzeatand ©

ocial

e

V)

2,469

May 13

Northland is featured in our
content and itinerary videos

Famil Programme

purenewzealand & - Follow
New Zealand

purenewzealand & Edited - 17w
Love a fresh catch when you travel? &

Line up these fishing spots while you're
here; and don't forget to download the
"NZ Fishing Rules’ app to stay on top of
local regulations and bag limits.

# Days Out Fishing Charters, Bay of
nds

Isla

9 Lake Wanaka, Wanaka

*Te & Whirinaki Rivers,
‘Whakatane

9 Mohaka River

u

po
® Marlborough Sounds, Marlborough
# Tolaga Bay Whar, Tairawhiti (East

Cape)

#NZBucketlist #NZMustDo
#tiakipromise

Qv

likes.

In 2026 to date, we have worked in
partnership with Northland Inc. to
deliver a UK Trade famil and two
content creator media famils from
North America and Australia

1007 PURE
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Optimising nz.com for conversion / arrivals

Accommodation deals Transpor dess

0 Gop Pty ek T oty Dot oo M. ooty
e, Bt amats

Limited-time fares to e ket o sty
New Zealand e ] = =

Activity deals

5 e x
= B
- m #;—»‘ £} S

Grab a package deal

Next on your journey

‘B

AU pages - July 2025. Benchmark 10% referral

31.89%
%

Referral rate

&

W IEALAND
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Future opportunities

Run, Walk, Hike, Bike Food and Beverage Wellness

An up and coming Using learnings from Star Leaning into a key driver and
campaign that will promote Grazing, Aug 2024 we are motivator for our AC audience in
and feature active holidays developing a focus on Food and Ho will be a focus on wellness,

across Aotearoa Wine messaging for FY26 regeneration and rejuvenation

CAl
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Business Events

1 Confirmed conference in Northland in May 2027 —
GEOHAB - Marine Geological and Biological Habitat Mapping Conference
200 people, est value $493k

Business events delegates are directed to newzealand.com for pre & post
opportunities- NZICC provides great pre & post opportunity for Northland

region. Ensure your content is up to date.

Tip- great photography with business delegates and not just couples and
families helps BE clients.

Tip- If you see a new conference announced, you can get in touch with the PCO
(professional conference organisers) to offer a deal or package for their
delegates.

A
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Working with Tourism New Zealand
Opportunities for the tourism industry




The Team

A -
LT g

Sam Allen Manda North Rachel Mancini Lauren Alworth Stephen Griffith
Global Manager Industry Partnerships Manager Product Marketing Manager Partnerships Specialist Tourism Database Specialist
Partnerships and Product Mat Cover

Marketing

Get in touch: industrypartnerships@tnz.govt.nz
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Engage with our campaign

We created a toolkit to enable the tourism industry to get behind our campaign, and it is still available to download on our visual library

Find Your 100%
Logo Lock Up

The lock-up references a passport
stamp and brings to life the creative
idea, encouraging visitors to find their
100% in New Zealand.

Social Media Canva Templates

These templates are designed to help you
bring the campaign to life as an easy-to-
use tool to help you show multiple images
in one asset. You simply drag and drop

your own imagery into the templates we
have created.

PIIIIE NEW ZEAlANIl

orth(and

Northland Animation

Available in different sizes for your
preferred platforms. Please ask TNZ or
Northland Inc to share

. 1007: PURE
il NEW ZEALAND



What’s New, Northland?

What’s New, New Zealand?

Fill in our What’s New Form. Keep us
up to date with:

* any new experiences

* changes to existing experiences

* your sustainability and
regenerative initiatives

* new stories with a particular focus
on people and place

* milestones (e.g. 50 year
anniversary, or 1,000 bungee
jumps)

You can tell us in advance under
embargo, simply share the dates of
launch.

Connect your storytellers

We are always looking for spokespeople
with stories to tell.

* Do you have any employees with
interesting job titles or stories?

* Are you skilled or versed in something
uniquely New Zealand?

* Such as stargazing, wildlife, unique
food experiences (foraging, farm-to-
table), wellness, Maori culture,
unique experiences (e.g. mermaid
diving certification)

Contact our friendly PR team for more
info:

media@tnz.govt.nz

27

Give us a hook
[ ]
[ ]
w

International media can be
competitive and to cut through
uptake we need to be relevant,
trending and internationally
appealing in our pitching.

Consider what the hook could be,
what would get someone from the
other side of the world to click or
turn the page. Tell us what’s unique,
is it one-off, is it trending, how is it
authentic.

F N EAany


https://forms.office.com/pages/responsepage.aspx?id=9A1M9l3HR0We6nl77Wlj31fXwER7-qZNmeHwSDtFbiRUQ0NTTUtCOFFCSFM3RTRLOFdTT0o3QVhCNy4u&route=shorturl
mailto:media@tnz.govt.nz

Feature your Products & Deals on newzealand.com

Promote your business on newzealand.com by submitting your business
and product information to the Tourism Business Database (TBD).

1007 PURE NEW ZEALAND

>estinations Things to do Reneraos

> 28 million unique visitors to newzealand.com in the last year* Activities in the West Coast region
> Of which 10 million were active users I )
»  Resulting in 3 million free referrals to operator websites —
Significant work has been undertaken to improve product discovery across the A
site, enabling visitors to find your products more easily. %‘_
You can feature on newzealand.com for free via: o Sond g om o laci - Meunsin S ' s st o ——

1. Product listings iR Hedaibadg : ; om0t romscms

2. Deals

For more information on signing up to the Tourism Business database, please
head to our handy help guide below:

Operator Help

Reminder, Qualmark businesses are prioritised on newzealand.com.

CAl

. Year Ending 31 July 2024 28


https://www.newzealand.com/int/utilities/operator-help

Explore - Self-Famil Programme (Qualmark operators)

Join our Self-Famil Programme to showcase your product to travel sellers:

Join the Explore New Zealand Discount Programme (Explore) to get international travel sellers to experience
your product. Travel sellers are more likely to recommend and sell products to their clients when they have
experienced them first hand. All Qualmark tourism businesses are invited to join the programme.

Find out more information and how to participate here.

What is the benefit to Qualmark Operators?

> Travel sellers who experience your product are more likely to recommend and sell it to their clients when
they return home.

» Participants of the Explore Programme are thoroughly vetted and approved by Tourism New Zealand,
meaning approved applicants are of high quality and worth hosting.

» It’s a great way to showcase your product to an audience who can attract more business.

1007: PURE
NEW ZEALAND

> International travel sellers are encouraged to visit Aotearoa outside of peak seasons. Typically between April
and October.

100%; PURE

» Travel sellers must book directly with operators at least 30 days prior to travel. You will not have any travel W:: NEW ZEALAND
sellers turning up on the day and asking for a discounted rate.

29


https://www.tourismnewzealand.com/assets/work-with-us/get-involved/Explore-Guide-for-Operators.pdf

Global Social Media

Our social media channels (Facebook, Instagram, X, Pinterest and TikTok) have a global
follower base of over 4.5 million.

A couple of ways to amplify your reach via our social media channels: smamustdo

* Tag @purenewzealand on Instagram so the content can sit under the tagged post
section on our profile. In the last 90 days, we had almost 150k profile visits, which
provides an excellent reach extension opportunity.

* Use our hashtags (#NZMustDo #NZBucketlist and #FEEL100inNZ) to get your
content indexed and seen by users who are interested in travelling to New
Zealand. Due to its popularity, our #NZMustDo has the follow button feature
available, with 1.7 million posts under it.

Facebook and Instagram: @purenewzealand
Youtube: 100% Pure New Zealand

X: @PureNewZealand

TikTok: @PureNZz

30

< purenewzealand © QA

100% PURE 1394 1M 208
NEW ZEALAND Posts  Followers Following

New Zealand
Kia ora, welcome to Te

m New Zealand's official account
ZMustDo to be featured.

@Dﬁ Followed by aimz, talman and 34 others

Following ~ Message

O@Q@G

(Diari.. If YouSeek #NZMustDo Wallpaper

CAl



China Digital & social media

China has a varied and complex digital and social environment. We operate on four main channels:
RED, Douyin, WeChat and Weibo, and have a Chinese follower base of over 1 million+.

A couple of ways to amplify your reach via our social media channels:

. Tag @778 % Jiic}iJa) on RED, Douyin or Weibo, we can deeper engage with your accounts
e.g. like or re-post your post so that our followers will see.

. On RED, use our hashtags (#3778 % it /T #fE7%) to get your content indexed and seen by users
who are interested in travelling to New Zealand.

. We are keen to hear your stories. Provide images and footage to us would largely help us
promoting your experiences. Please reach China Marketing team or Content Manager Yvonne

Yang via yvonne.yang@tnz.govt.nz

Digital platforms:

. Promote your business on newzealand.com/cn and WeChat Mini Program by
submitting/updating your business and product information to the Tourism Business
Database (TBD) - Chinese language.

Trade Marketing Hub mini program

. Join online webinar to do product training to Chinese travel agents.

. Showcase your product information and marketing assets for Chinese travel agents to learn
and download.

. Exchange e-business card with Chinese travel agents online and seek for potential business
opportunity.

To sign up for the trade marketing hub mini program, or to provide images and stories for our social
media channels, please contact the China market team on emma.zhou@tnz.govt.nz

31
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Trade Marketing Hub mini
program

Home page
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mailto:yvonne.yang@tnz.govt.nz

China Ready Workshop

Join Tourism New Zealand for an overview of our activity in the China market. We will provide key insights and information, helping you to build a deeper
understanding of the China market and opportunities to work together.

*  Auckland Workshop: Friday 19 September. Time: 10.00 am - 1.00 pm. Venue: Hilton
Auckland - Anchorage room. Register here

*  Christchurch Workshop: Friday 26 September. Time: 10.00 am - 1.00 pm. Venue:
Christchurch Town Hall - Avon Room. Register here

* Online Webinar: Date: 17 October 1 pm - 2.30 pm. Please register for the
webinar here.

A
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https://forms.office.com/Pages/ResponsePage.aspx?id=9A1M9l3HR0We6nl77Wlj34ENJGwzgGhCpGCKrvDDgV9UNTg2SUFJWDJGSTk3RkVNVFRVQVdVSjcyNC4u
https://forms.office.com/Pages/ResponsePage.aspx?id=9A1M9l3HR0We6nl77Wlj34ENJGwzgGhCpGCKrvDDgV9UNVpRNEVBMU1GWElTNDgzRTdHV0VZSFZTUC4u
https://events.teams.microsoft.com/event/66eef441-81bd-4bfd-88b2-34b1153d91db@f64c0df4-c75d-4547-9eea-797bed6963df

International Trade Events

Tourism New Zealand Off-Shore Events

e

July 2025: July 2026 Western Markets

Kiwi Link India, w/c 7 July Kiwi Lf”k India North America - every 3 years
SEA Roadshow, 14-21 July Kiwi Link or Roadshow SEA UK & Europe - every 2 years
October 2025: Australia - every 2 years

Kiwi Link North America SSRtember 2026

Kiwi Link UK & Europe Kiwi Link Japan

November2025: Kiwi Link Korea Eastern Markets

Kiwi Link China India - every year (at the
February 2026: May 2027: moment)

Australia TNZ RTO Regional TRENZ (May 2027) SEA - every year (at the

Showcase (TBC) moment)
Korea - every 2 years

TAMAK | rRaEywz; (23;3/ 2026) JCT]?:n_- e\\lferry 22 yearrs
MAKAURAU \_ J \_ J \[" "t )
AUCKLAND

Tourism New Zealand run international trade events within key markets to
increase product knowledge and build connections between travel buyers
and sellers.

To make an application to attend an TNZ offshore event, check the event
or calendar page on the Tourism New Zealand website.

CAl
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https://www.tourismnewzealand.com/events/
https://www.tourismnewzealand.com/assets/events/TNZ-Calendar-of-Trade-Event/2024/TNZ-Calendar-of-Trade-Events-Updated-December-2024.pdf
https://www.tourismnewzealand.com/assets/events/TNZ-Calendar-of-Trade-Event/2024/TNZ-Calendar-of-Trade-Events-Updated-December-2024.pdf

QUALMARK

Qualmar

New Zealand
tourism's official
mark of quality

JOIN



THANK YOU
NGA MK

More information: tourismnewzealand.com

Newsletter signup: tourismnewzealand.com/newsletter-signup
Email us: comms@tnz.govt.nz

LinkedIn: linkedin.com/company/tourismnewzealand

W IEALAND
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ANY JUESTIONS?
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Useful Links

YV V V V V V

YV V. ¥V V V V

Browse our website: tourismnewzealand.com

Browse our latest opportunities: Attps.//www.tourismnewzealand.com/work-with-us/marketing-activii

Become Qualmark accredited: Attps.//www.qualmark.co.nz,

Share the Tiaki promise: Attps://www.tourismnewzealand.com/work-with-us/tiaki,

Connect with your local iSite: https://www.tourismnewzealan m/work-with-us/isite-new-z
Join the Tourism Business Database to receive commission free referrals to your website:

Join the https.//www.newzealand.com/nz/tourism-business-database

Review our Insights & Research Hub: Attps.//www.tourismnewzealand.com/insights/
Keep up to date with Tourism news: Attps.//www.tourismnewzealan m/news-and-
Register for our Newsletter: Attps.//www.tourismnewzealan m/contact-us/new: r-sign-

Register for our upcoming events: Attps.//www.tourismnewzealand.com/events/

Follow us on LinkedIn: Tourism New Zealand Linkedin, Tourism New Zealand Travel Trade Linkedin

Follow us on Social Media:

100% Pure New Zealand Facebook, Instagram, TikTok, Twitter/X, YouTube, Travel Trade Youtube

38

International visitors contribute

$9.9 billion to NZ

ead morn harn

Kia ora! Tourism New Zealand is responsible for
promoting New Zealand in key markets as a visitor
destination.

100%; PURE
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http://-https/www.instagram.com/purenewzealand/
https://www.tiktok.com/@purenz
https://twitter.com/purenewzealand
https://www.youtube.com/PureNewZealand
https://www.youtube.com/@tourismnewzealandtraveltrade
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