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Executive Summary 

The purpose of this document is to set out Tourism New Zealand’s strategic priorities for the 1 July 

2017 – 30 June 2021 (FY18 - FY21) period, the operating context and evolution of those intentions, 

and how our programme of initiatives and activities will be organised to ensure success against our 

priorities. 

The past four years have seen international tourism become the top earner of foreign exchange here in 

New Zealand; reach a figure well on track to exceeding the industry’s Tourism 2025 goal of $41bn of 

total tourism revenue by 2025, and strongly supporting the Government’s Business Growth Agenda 

objective to increase exports to 40% of GDP by 2025. 

Tourism New Zealand’s mission is to boost New Zealand’s economy by growing the value of 

international visitors. Tourism New Zealand recognises the industry’s recent successes and 

momentum, as well as the challenges of responding to global changes and growing sustainably. 

This four-year strategy (4YS) sets out strategic priorities for the organisation that have been 

developed in consultation with Government, industry partners, and our staff. The priorities directly 

support our mission and set out a framework for annual initiatives and activities. This strategy also 

outlines the measures that will be used to track delivery and success.  

A summary of the strategic priorities outlined in this document is as follows: 

1. Broaden our measure of value from near-term growth to long-term sustainability 

Tourism New Zealand’s current approach to increasing value focusses on encouraging tourists to 

spend more and stay longer. With rapid growth placing pressure on core regions, this priority 

redefines this approach to drive shoulder arrival growth and regional dispersal. Tourism New 

Zealand will also assess future geopolitical risks in target markets and shift its activities 

accordingly, to mitigate the effects of sudden drop-offs in arrivals thereby supporting long term 

stability for the industry. 

2. Manage our portfolio of markets and sectors as a strategic investor 

In order to target the highest value visitor, from a pool of 60 million active considerers in New 

Zealand’s top six visitor markets, Tourism New Zealand takes a strategic approach to market 

development. Our focus is to grow a portfolio of markets that generates value for New Zealand 

over the near, medium and long-term.  

To develop our portfolio markets and sectors from within a fixed funding pool, Tourism New 

Zealand will take a categorisation approach of near-term value maximization (horizon one), 

medium-term growth (horizon two) and longer-term development (horizon three) for each 

portfolio investment. The amount invested, and the activities prioritised, will depend largely on 

market development stages. 

3. Work with Government and industry partners to sustain and improve the experience of 

visitors and host communities  

The single biggest driver of choosing a holiday destination is recommendation from friends and 

family. Our international visitor survey shows that New Zealand enjoys strong satisfaction 

ratings. In order to protect advocacy by in visitors returning to their home markets, it is essential 

that our visitors have excellent experiences while here. The entire tourism industry has committed 

to this goal through Tourism 2025 and Tourism New Zealand will monitor visitor experience and 

work with other government agencies (e.g. MBIE, DOC, and New Zealand Transport Agency) in 

order to achieve this goal, as well as advise the wider tourism industry on insights and strategies. 
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1. Purpose 

Tourism New Zealand needs to have a clear medium-term outlook and strategy in order to set its 

marketing and campaign planning each year. A four-year timeframe also assists the Board in its 

governance and contributes to the Statement of Intent.  

This document clarifies how Tourism New Zealand contributes to the Government’s Tourism 

Strategy and Business Growth Agenda and the Tourism 2025 industry framework. 

Tourism New Zealand’s role 

International tourism is New Zealand's largest earner of foreign exchange and for the year to March 

2016 total international tourism expenditure was measured as $14.5 billion. In a fiercely contested 

global tourism marketplace, the New Zealand Tourism Board, trading as Tourism New Zealand, is 

responsible for ensuring New Zealand remains attractive internationally as a visitor destination. 

Tourism New Zealand is a Crown Agent governed by the Crown Entities Act 2004 and was 

established by the New Zealand Tourism Board Act 1991. Statutory functions under this Act include: 

• Develop, implement and promote strategies for tourism. 

• Advise the Government and the New Zealand tourism industry on matters relating to the 

development, implementation and promotion of those strategies. 

Tourism New Zealand’s mandate is to market New Zealand as an international visitor destination for 

the long-term benefit of New Zealand. Tourism New Zealand aims to improve tourism’s contribution 

to economic growth in New Zealand by increasing the value of international visitors. 

Supporting Government and tourism industry strategies 

This strategy is informed by the Ministry of Business Innovation and Employment’s (MBIE’s) 

tourism strategy which aims to increase the economic contribution made by tourism at a national and 

regional level through attracting the right visitor mix, responding to visitor demand, and ensuring all 

regions benefit. 

 

Tourism New Zealand also supports the Government’s Business Growth Agenda – specifically the 

Building Export Markets work stream.  

 

This strategy will contribute to the tourism industry’s Tourism 2025 framework that aims to grow 

international tourism revenue by six per cent a year through to 2025.  
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2.  The Current Situation 

Operating Environment 

The travel industry continues to be at the core of connecting the world.  The global tourism sector is 

expanding, driven in a large part by rising middle class prosperity, low fuel prices and increased 

aviation capacity fuelled by new entrants and more efficient airplanes.  

The New Zealand tourism sector has experienced exceptional growth over the last four years. Tourism 

became the country’s biggest export earner as at year end March 2016. Arrivals volumes are at record 

levels, and holiday arrivals are up 17 per cent over the past twelve months. Spending and value have 

grown faster than arrivals volumes for several quarters. Our previous four-year strategy forecast 2.8m 

arrivals for the year ending June 2016, versus an actual 3.4m arrivals in the fourth year of the strategy, 

more than 500k above forecast. 

The future outlook for New Zealand visitor numbers and spending remains excellent. Over the next 

four years, our strategy plans for a further half million more visitors, increasingly from China, for a 

total of approximately 4.5 million arrivals for the year ending June 2021. The positive shift in outlook 

presents significant opportunities, as well as challenges, for our industry. 

Challenges and Opportunities 

Competing Globally – the world is becoming more globalised and more connected. Local events are 

also having an increasingly global impact on markets and consumer sentiment such as Brexit and the 

US Presidential election of 2016. In order to access the best the world and their local markets have to 

offer, consumers are adopting digital technologies at accelerating pace. This is disrupting traditional 

industries, intensifying competition by brands vying for consumer attention and raising the 

expectation of the global consumer.   

 

Consumers expect all their purchases to be convenient, authentic, personalised, and easy to transact 

through online and mobile channels. Global platform players are emerging with business models and 

sufficient scale to disrupt traditional brands and local businesses, for example accommodation 

(Airbnb), taxis (Uber) and media (Google and Facebook who are also increasingly focussed on the 

consumer travel vertical).  

 

The global travel market is no exception to the digital disruption. Planning and booking holiday travel 

is a relatively complex consumer experience, and seen by both travel market experts and digital 

players as a category ripe for further disruption over the next 4-8 years. It is imperative that Tourism 

New Zealand sustains its competitive edge in digital marketing to ensure it does not get left behind. 

 

As a niche marketer in this global market place Tourism New Zealand is well placed to ‘ride the 

wave’ of digital transformation, by continuing to be an innovation leader in global destination 

marketing. The 17-year-young 100% Pure New Zealand campaign is broadly recognised as the most 

successful global destination marketing campaign. It continues to be flexible to our customers’ 

messaging needs while remaining aspirational for our partners. Extending our partnership with 

Google and Facebook into new channels, new partners and scaling globally to fewer more integrated 

initiatives where we can test, learn and rapidly adapt our approach will be critical to our success in a 

rapidly changing global market place.  

 

Making the most of growth – increasing arrivals and spend present exciting opportunities. While 

there has been strong growth in international tourism spending, this growth is not equally distributed 

across New Zealand with international spending skewed towards the four main gateway regions; 

Auckland, Wellington, Christchurch and Queenstown (covering 65 per cent of overall tourism 

spending in the June 2016 year). The proportion of international visitors travelling to non-gateway 
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regions has remained fixed over the past several years at around 35 per cent.  Over the next four years 

Tourism New Zealand will encourage tourists to visit areas beyond the gateway regions and 

traditional tourist highlights of Auckland, Rotorua and Queenstown. 

 

New Zealand also remains a highly seasonal destination, with the vast majority of international 

visitors arriving over the summer months of December to February. The volume of international 

visitors arriving in the shoulder season has grown faster than peak arrivals, suggesting that Tourism 

New Zealand has been successful to some degree in marketing the shoulder season in recent years.  

We will continue to focus on broadening the value that tourists bring to the country by marketing New 

Zealand as a shoulder season destination.   

 

With increasing demand for tourism product (and from a variety of markets), Tourism New Zealand 

has identified the role it can play in providing market insights to New Zealand tourism operators, in 

particular in regions with opportunity to grow visitors.   Over the next four years we will work more 

closely with Regional Tourism Organisations and businesses to provide market insights which will 

enable investment in products and services that are desired by international visitors. Our overall aim is 
to improve the visitor experience, support the expansion of products and grow visitor spend.   

 

Infrastructure and economic development – rapid growth, coupled with the need to disperse 

demand to the regions is likely to exacerbate current infrastructure challenges in popular areas. While 

infrastructure development is outside the remit of Tourism New Zealand, we will continue to take an 

active approach to informing development through market insights. An example is the hotel 

investment research that Tourism New Zealand and MBIE commissioned with NZTE to examine the 

state of hotel capacity across the country and the opportunities for increased international investment.   

  

Keeping Kiwis on board – The 100% Pure NZ campaign is globally recognised and can be seen as a 

source of national pride. Our ‘Mood of the Nation’ research indicates that New Zealanders are mostly 

supportive of the tourism sector. However, issues resulting from rapid growth, such as freedom 

camping and visiting drivers, can adversely affect New Zealanders’ perception. Tourism New Zealand 

will continue with its programme of work to monitor the industry’s social license to operate, and 

ensure that measures are taken to sustain and enhance the experience of both visitors and Kiwis. Over 

the next four years Tourism New Zealand will look to opportunities to alleviate issues of concern to 

New Zealanders where it can, bringing market insights, relationships and partnerships together with 

NZ Inc. agencies and industry. 

Highlights from the past four years 

Our last four-year strategy was supported by increased funding into four categories – lifting yield 

from existing markets, targeting international business events, developing emerging markets, and a 

high value visitor strategy. Highlights from this strategy include:  

Lifting yield from existing markets 

• Developed new airline partnerships, including a 30 per cent increase in capacity from the US last 

year. 

• Became one of the most effective digital tourism campaigners in partnerships with Facebook and 

Google. 

• Developed new campaigns with film companies, including a partnership first with Disney in 

Pete’s Dragon.  

• Evolved our 100% Pure branding and Middle-earth campaign to promote key messages of ‘every 

day a different journey’ and ‘everything close’.  

• Targeted the shoulder season to spread growth and steadily shifting visitor behaviour. 

Business events 
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• Established a new team that has succeeded in securing a number of conference bids, including a 

Chinese Amway conference that will contribute $50m to the economy and attract 10,000 people. 

Developing emerging markets 

• Opened new offices in Sao Paulo and Jakarta, increased our presence in India and moved into 

Argentina.  

• Developed high-profile influencers such as Huang Lei and Sid Malhotra, targeting dreamers in 

key markets. 

High Value Visitor Strategy 

• Established a new and successful premium markets campaign. 

• Built new special interest segments for value including backpackers, cycling, hiking, golf and 

premium (high net worth) visitors targeted because they stay longer, spend more, and go to places 

and activities aligned with the tourism sector’s long term growth priorities. 

What isn’t changing 

The rest of this 4YS document develops ‘change themes’ into ‘strategic priorities’. These priorities do 

not stand alone but rather provide a guide for the most important changes going into the next four 

years. As such, the emphasis of the narrative is on what will change the most. 

Important to note are the key elements of our prior strategy which have been successful and will 

continue into the next four years, including: 

• Tourism New Zealand’s mission and purpose remain the same, to boost New Zealand’s economy 

by growing the value of international visitors. All of our activities are ultimately in service of this 

over-arching mission. 

• The 100% Pure New Zealand campaign and our Everything Close proposition including the core 

differentiating Maori value of manaakitanga. 

• Targeting ‘high-value visitors’*, in priority markets and sectors, in service of our mission and 

purpose.  

*Note: ‘high value visitors’ are those who spend more, stay longer, and disperse value to more 
regions and seasons. Please refer to the previous section Highlights from the Past Four Years for 

more examples of near-term value, and to the following section Strategic priority one  for the 
evolution of value to encompass regional and seasonal dispersal in the medium-term and sustainable 

industry development in the long-term. 

Evolving our strategy for the next four years 

Tourism New Zealand’s previous strategy was developed in 2013 against a very different backdrop to 

today. The ramifications of the Christchurch earthquake and global financial crisis were still being 

felt. Arrivals were relatively flat, expenditure was falling and capacity from long-haul direct flights 

had declined. This prompted a strategic decision to focus on a portfolio of markets, to increase 

arrivals and connectivity to drive the value from arrivals. 

Over the next four years Tourism New Zealand will be more proactive in seeking to change visitor 

behaviour, encouraging shoulder season travel and greater regional distribution. Tourism New 

Zealand will also work more closely with industry in product development, information sharing and 

addressing broader sector concerns so the visitor experience is enhanced and New Zealanders 

continue to back the industry. 
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The four most important ‘change themes’ below have emerged consistently through consultation with 

Government, industry stakeholder and partners, and Tourism New Zealand management and staff. 

Broaden our measures of value from near-term growth to long-term sustainability 

Redefining the way we value visitors to account not only for volume and spend, but also how to 

extend this value through regional dispersal, seasonal shape and investment signals, geopolitical 

diversity and long term sustainability. 

Manage our portfolio of markets and sectors as a strategic investor 

Recognising multi-year evolution and path-dependence in the way we develop our portfolio of 

investments in markets, sectors and regions and to balance a portfolio of markets for growth and to 

manage risk. 

Work with Government and industry partners to sustain and improve the experience of visitors 

and host communities 

Work more closely with other public sector agencies, and tourism industry partners, to provide market 

insights and align our respective activity. Through this we will work to protect tourism’s social 

license to operate, enhance the visitor experience, and support regional economic development.  

Organisational strengths 

A fourth theme, “organisational strengths,” captures capabilities key to delivering on the strategy and 

include; continuing to develop our marketing playbook, digital capability, and our test and learn 

approach, plus the enhancement of visitor insights and partnering capability. 

  



Tourism New Zealand Four Year Strategic Plan                                                                                                

9 

 

3. The Next Four Years 

The four-year strategy consists of Tourism New Zealand’s mission, supported by three strategic 

priorities. Each of these priorities is developed by a series of tangible initiatives.  

All resource allocation (money, people, time) decisions, market and sector prioritisation decisions and 

activity and channel decisions will be made with the intention on delivering on these priorities. 

 

Mission  

To boost New Zealand’s economy 

by growing the value of international visitors 

    

Priorities 1. Broaden our measure 

of value from near-term 

growth to long-term 

sustainability 

2. Manage our portfolio 

of markets and sectors as 

a strategic investor 

3. Work with Gov’t and 

industry to sustain and 

improve the experience 

of visitors and host 

communities 

 

   
    

Outcome 

Measures 

Near term value 

maximization: 

 

- Visitor arrivals and mix 

- Spend 

- YoY Growth 

Medium term 

growth: 

 

- Seasonal Dispersal 

- Multi-year growth 
 

Long term sustainable 

development: 

 

- Regional Dispersal 

- Development 

    

Initiatives 1. Drive preference 2. Grow shoulder season 3. Regional dispersal 

 

 4. Maximise horizon one 

markets 

5. Grow USA 

6. Scale China 

7. Ramp up Business 

Events 

 

8. New markets 

9. New sectors 

 10. Monitor and advise on 

voice-of-the-visitor 

11. Work with partners 

13. Position Qualmark 

12. Target intervention for 

social license 

  14. Digital capabilities 15. Test-and-learn 
    

Activities Activity 1: 

Campaign 

and Brand 

Activity 2: 

PR 

Activity 3: 

Partnerships 

and JVs 

Activity 4: 

Travel 

Sellers 

Activity 5: 

Information 

for Visitors 

Activity 6: 

Visitor 

insight and 

Industry 

Relations 

Output 

Measures 

Measure: 

Active 

Visits & 

referrals 

Measure: 

EAV & 

motivation 

Measure: 

ROI & PAX 

Measure: 

PAX 

Growth 

Measure: 

IVS 

Satisfaction 

score & NPS 

Measure: 

Stakeholde

r Survey 
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Mission 

To boost New Zealand’s economy by growing the value of international visitors 

Growing the value of international visitors requires concerted effort from across the sector but it 

is Tourism New Zealand’s role to target and attract visitors to the country first and foremost and 

also ensure their expenditure makes a significant contribution to the national economy. 

The three strategic priorities all directly support this mission, through developing long-term 

growth, supporting and growing a range of markets and segments, and ensuring the value of 

visitors continue after they leave by giving them better experiences so they can champion New 

Zealand as a holiday destination.  

The strategic priorities will also help tackle the potential issues that lie ahead with a predicted 

increase of one million visitors a year in the next four years, issues such as time of year visitors 

arrive, where they go while here and what the New Zealand community experiences from 

tourism. Critical to achieving Tourism New Zealand’s mission is to improve the quality of the 

visitor experience. This will be achieved through providing visitor insights and advice, and 

closely integrating with NZ Inc. to identify and address issues before they create negative 

impact, and support the opportunity that all regions can receive from international tourism. 

How will progress against the high-level mission and purpose be shown? 

• Support the achievement of goals outlined in the Government’s Tourism Strategy: 

o Attracting the right visitor mix 

o Responding to visitor demand 

o Ensuring all New Zealand regions benefit  

• Contribution towards the Business Growth Agenda’s goal of increasing the ratio of exports to 40 

per cent of GDP by 2025.    
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Priorities 

Strategic priority one: Broaden our measure of value from near-term growth to long-term 

sustainability 

What it means 

Tourism New Zealand’s current approach to 

increasing value focusses on encouraging tourists to 

spend more and stay longer.  

The new strategic priority extends and deepens that 

thinking to recognise that long-term value is also the 

product of other factors, such as dispersing visitors to 

new regions and driving demand in the off-peak 

(spring and autumn seasons) to improve capacity 

utilisation and signalling to capital investors and 

employers.  

Tourism New Zealand will also consider factors such as portfolio diversity and resilience to 

geopolitical risks in its target markets so it can scale activity in response, to mitigate the potential 

effect of sudden change. Lastly, Tourism New Zealand continues to evolve its insight on Visitor 

Experience across the customer journey, and factors that make them more likely to become an 

advocate for New Zealand in their home markets as well as return to New Zealand in future. 

Why it’s important 

Visitor value can take several forms such as staying in New Zealand for a long time and travelling 

widely, spending strongly on a per night or per trip basis, visiting in the low seasons, or returning to 

New Zealand a second time. 

Tourism New Zealand’s campaigns targeting high value visitors to the country have been very 

successful with significant increases in arrivals year on year. But in some areas of the country during 

peak season there are significant capacity and infrastructure constraints. The true value of the tourism 

industry isn’t realised by having the majority of visitors going to three main regions in one season.  

Tourism New Zealand will target and measure ‘value’ via a range of new criteria but increasing 

visitation into the shoulder seasons and less-visited regions will be a priority. 

We can also increase value by targeting specific visitor sectors such as those that travel for a Business 

Event or a special interest holiday. For example, golf visitors don’t stay for long periods but spend a 

significant amount during their short time here while those who travel to New Zealand for a 
conference have propensity to return for a holiday. A focus on specific visitor sectors and business 

events will contribute to long term value. 

How will progress against this priority be shown? 

• Growth in the proportion of Active Considerers from core markets who consider New 

Zealand their first or second most preferred destination. 

• Growth in high yield visitors to New Zealand.  

• Growth in holiday stay days to grow GDP. 

• Growth in shoulder season holiday arrivals by moving more resources into promoting travel 

in spring and autumn.  
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Strategic priority two: Manage our portfolio of markets and sectors as a strategic investor 

What it means 

Tourism New Zealand’s current market focus is to 

grow a portfolio of markets that drives current 

opportunities through tier 1, 2 and 3 groupings.  

This priority looks at how to manage markets and 

sectors to ensure the organisation can maintain 

momentum in established markets, seize 

opportunities to grow markets, while also taking a 

future-focused position, investing in selected emerging markets and sectors to realise potential value 

in the medium to long term. 

The new priority establishes three different horizons of near-term value, medium-term growth and 
long-term development to guide decisions on performance measures, marketing mix and investments 

for market groups and sectors within markets. 

Why it’s important 

With over 60 million Active Considerers globally, Tourism New Zealand cannot effectively target 

them all. In order to reach, and convert the highest-value active considerers Tourism New Zealand 

needs to take a strategic approach to market development.  

Within each market or segment, Tourism New Zealand will prioritise activities relevant to the time 

horizon and stage of development. The amount invested in a market, and the activities prioritised, will 

depend largely on market development stages. 

HORIZON 1 – Near-term value: Visitor mix is stable. Approach is to monitor Active Considerer 

pool, remove barriers through dream-plan-book, and encourage regional and seasonal dispersal and 

repeat visits. 

HORIZON 2 – Medium-term growth: Market may have only recently boosted air connectivity. The 

focus is to attract high value visitors to establish New Zealand as a more premium, value destination. 

New and innovative ideas are important to develop the market.  

HORIZON 3 – Long-term development: Before air connectivity. The focus is to grow volume to 

50,000 visitors to create the commercial business case for an airline.  

How will progress against this priority be shown? 

• Increase in the number of targeted business events that specifically support the 

Government’s high priority sectors as defined by the Business Growth Agenda – marine, 

aviation, agri-business, health science, high value foods and earth science. 

• Growth in special interest sector which is known to attract visitors who spend more and stay 

longer. 

• Growth in transit backpackers from Australia and the UK. 

• Growth in premium sector to drive increase in visitor spend. 

• Increase in the number of partnerships to deliver coordinated marketing activity translating 

into an increase in visitors. 

• New outcome measures to be developed for FY18. 
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Strategic priority three: Work with Government and industry partners to sustain and improve 

the experience of visitors and host communities 

What it means 

In order to ensure visitors returning to their home act 

as unofficial brand ambassadors, it is essential that 

tourists continue to have excellent visitor 

experiences. The entire tourism industry has 

committed to this through Tourism 2025 and 

Tourism New Zealand has a key role to play in 

supporting the achievement of this objective. 

In addition, the visitor experience is affected by the New Zealand community’s own view on tourism 

– the more the community can understand the benefit of a strong tourism sector, the more likely it is 

to take a positive view on tourism growth.  

Why it’s important 

New Zealand is a long-haul, premium-priced destination with a strong, niche appeal in most overseas 

markets. We rely on positive brand association and word of mouth to make the most of our unique 

strengths as a destination. Poor visitor experiences will make it harder to compete with other tourism 

boards for targeted customers.  

Tourism New Zealand will take a supporting role in improving visitor experience and industry by 

shaping investment in the industry through the provision of market insights and/or marketing 

capability. We will identify industry agencies and work with them (e.g. MBIE, DOC, New Zealand 

Transport Agency) as well as provide demand-side insight to the wider tourism industry to support 

medium-term growth and long-term development of the sector. 

How will progress against this priority be shown? 

• Increase in number of visits to regions to ensure growth throughout New Zealand. 

• Maintain and improve scores shown via Mood of the Nation survey. 

• Partner where appropriate to improve visitors’ experiences. 

• Sustain and enhance international visitor Net Promoter Scores (NPS) – this is a potential 

new measure to be developed in FY18 SPE. 
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Initiatives 

We set out 15 medium-term initiatives to bridge between four-year strategic priorities and near-term 

activities in annual planning. 

1. Drive preference among the ‘right’ high-value visitors, which in turn drives volume of 

arrivals  

Building preference for travel to New Zealand is a core outcome of Tourism New Zealand’s 

marketing activities. Regarded as a lead indicator for conversion, focusing on building the 

incidence of active considers with strong preference for travel by delivering emotive and 

inspiring messaging will remain a priority. Particular emphasis will be applied by our PR and 

influencer programmes as they engage consumers further up the conversion funnel. Influencer 

and event/film activations will deliver engaging messages through credible third parties to 

drive greater preference for visiting New Zealand. We will also invest further in the PR 

content programme as this presents the greatest opportunity for media coverage growth. Paid 

campaign activity will then efficiently target these engaged consumers, and will seek to 

convert for high value travel to New Zealand in the shoulder seasons and into target regions.  

 

2. Grow shoulder season, which in turn delivers smoother demand valued by capital investors 

and employers and capitalises better on existing capacity 

The seasonal peak for international tourist arrivals in New Zealand is increasingly putting 

pressure on ground capacity with approximately three times as many arrivals in peak versus 

the rest of the year. Since FY16 Tourism New Zealand has moved its entire focus into 

promoting shoulder season arrivals. In FY16 shoulder (spring + autumn) arrivals grew 18.4 

per cent compared to peak arrival growth of 15.1 per cent the same period the year before. 

Lifting the shoulder is one of the major outcomes that Tourism New Zealand leads and 

focuses the industry with the flow on effect of increased investment interest, great 

employment stability and more consistent income streams for New Zealand tourism 

operators. This will be an ongoing focus for Tourism New Zealand in the FY18-21 cycle. 

 

3. Promote regions so more of New Zealand benefits from international visitor growth, 

partnering with RTOs to support the development of visitor offers (e.g. product, proposition 

and connectivity before being marketed at scale) 

The growth of international visitors is being concentrated in our traditional locations creating 

pressure points on the visitor experience and for investment. The opportunity is to spread 

visitation further into the regions and spread the economic benefit into communities 

throughout the country. To achieve this, a test and learn approach will be taken to understand 

the impact of focusing on a region in a marketing campaign to change visitor flows from that 

market. This has commenced in H2FY16 with Australia into Northland and China into 

Wellington, Tasman, Marlborough and Nelson (WTMN). The initiative will be supported 

with building campaign images and assets to focus on key attractions in the region. To 

support the RTO in the delivery of a quality visitor experience a ‘product (marketing) lab’ 

using market insights will assist in focusing product development and achieving visitor 

readiness.  

 

4. Maximise value from Australia 

There is an opportunity to extract further value from Australia given it’s our closest and 

largest market with the highest incidence of Active Considerers globally, substantial air 

capacity, and strong growth recently (nine per cent a year). The existing plan is effective at 

increasing brand preference and conversion through the funnel of first time arrivals and repeat 

visitors. However, we will evolve the ‘touring’ wave of activity to drive regional dispersal 

and incorporate short break. We will also continue our focus on shoulder season travel and 

drive incremental visitation by further establishing Canterbury’s winter/ski proposition, 

promote spring skiing in Queenstown, target high net-worth individuals and golfers, and 
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increase awareness of the New Zealand Cycle Trails. 

 

5. Grow from the USA (defend share in the West Coast and penetrate East Coast) 

FY17 has brought the opportunity for a step change in the US with 30 per cent additional 

direct air seats available to New Zealand. Significant growth has materialised since the new 

air services have been available and future growth opportunities exist particularly beyond the 

traditional West Coast markets. Approximately ten million Active Considerers (of 15 million 

in USA) are based outside the traditional West Coast markets, with large opportunities in the 

North East and South East/Texas. The new air services with US carriers United Airlines and 

American Airlines bring strong domestic networks and open up strong connectivity into these 

new markets. Tourism New Zealand will partner with these airlines to unlock and develop 

these new East Coast markets, while defending our position on the West Coast. Activity will 

include high impact work attached to Tourism New Zealand’s film strategy to raise overall 

preference particularly in the East, targeted joint venture activity with airline and trade 

partners to sustain and grow the existing air links and move active considerers in the 

dreaming phase into planning and booking through paid advertising.  
  

6. Shape China’s growth to protect the visitor experience 

Generating $1.8bn of visitor expenditure, Chinese visitors have become a major contributor to 

the New Zealand economy. They spend an average $545 per holiday night, more than double 

the global visitor average, and some $215 higher than Americans, the next biggest daily 

spenders. Behind these numbers is a continuing shift from group to longer-staying FIT 

visitors, the latter now accounting for approximately one in three of the total. Drawn to New 

Zealand’s easy-to-explore diversity, FIT visitors are experience seekers and sharers – posting 

positive testimonials in social media. As more airline capacity comes on stream it is going to 

be vital for New Zealand’s reputation that growing visitor numbers do not translate into 

disappointment and negative chatter. We will continue to be selective with airline support, 

focused on digital partnerships (C-trip, Qyer and Tencent) that allow us to run tightly targeted 

programmes, and proactive in the development of great regional experiences.  

 

7. Ramp up International Business Events: building on our potential 

The International Business Events segment is one of the most lucrative niches within our 

tourism portfolio.  Business events visitors spend almost double the amount per day of other 

tourists ($350 per day compared to the average visitor at $188 per day).  Additionally, these 

events can be targeted for times of the year when leisure tourism is slower, helping drive 

shoulder season growth. International business delegates also support visitation to the regions, 

with an average of 5.8 nights being spent in New Zealand with 4.0 nights of these in the host 

event region and 1.8 nights elsewhere. The benefits of international business events beyond 

immediate economic value include sustaining air service, creating country familiarity, 

attracting decision makers and investment.  New Zealand has a unique opportunity with three 

new major conferencing infrastructure projects in production and due for completion in 2019.  

Owing to the lengthy sales process, efforts must be ramped up to expand focus to the larger 

conference market to fill these facilities as they come on stream.  

 

8. New markets playbook 

Tourism New Zealand develops new markets as “Horizon three” growth options and portfolio 

diversification. We currently have five “horizon three” markets: Latin America, India, 

Indonesia, Malaysia and Thailand and are not planning to enter or exit any new markets for 

FY18. The priority for FY18 and this initiative is to consolidate the strategies and learnings 

into a scalable, repeatable best-practice “playbook” for how and when we enter or exit 

markets, tactics for accelerating their development and scaling up investment, criteria for exit 

and lead-lag performance measures to track our success and recommend future investment 

decisions. The playbook will be developed further in FY18 according to the criteria and 

investment principles below. 
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9. Support efforts to develop new sectors 

Special interest, backpackers and premium are segments which offer the opportunity to 

accelerate our shoulder and regional visitation strategies. Visitors for special interests of 

hiking, cycling and golf stay longer and spend more than our average visitor. They also tend 

to arrive in shoulders and visit regions for these experiences. We will continue to look to 

support product development through visitor insights, and the development of emerging 

special interests such as food and wine. Backpacker and premium are both high value 

segments based on length of stay and spend respectively. We will continue to support 

industry, targeting these segments into the biggest opportunity markets, along with assets and 

insights to support product development. 

 

10. Monitor visitor experience and social license 

We will build our insights capability to better monitor visitor experience, gain insights from 

the data and advise the industry with voice-of-the-visitor insight. 

 

11. Work with domestic partners 
There is an increasing understanding of the many players involved in delivering tourism and 

contributing to the overall visitor experience. A visitor’s first interaction at the border, to the 

roads they travel on and the product they experience, have an influence on the impression that 

a visitor leaves the country with. A great visitor experience creates millions of unofficial 

brand ambassadors selling the benefits of New Zealand while in country through social media 

and when they get back home. Tourism New Zealand will play an active role in sharing 

knowledge and insights with key domestic partners, including those contributing to the 

Government’s Tourism Strategy, and other commercial entities including industry 

associations and key tourism businesses. This will result in better products and more 

enjoyable experiences for visitors in the long term. 

 

12. Target interventions to maintain the visitor experience and social licence to operate 

Enhancing Tourism New Zealand’s corporate brand and protecting the country’s reputation 

are both extremely important in supporting long-term growth. There are certain challenges 

being faced within New Zealand that Tourism New Zealand may choose to address to keep 

the destination as marketable as possible. An example is education of visiting drivers to keep 

visitors safe on our roads and maintain community acceptance of the benefit tourism brings. 

We will work with other agencies where appropriate to overcome supply-side challenges.  

These interventions will lead to a reduction in risks to reputational damage as well as fewer 

barriers to travel. 

 

13. Position Qualmark to promote quality tourism experiences 

Qualmark was established in 1993 by the Automobile Association and Tourism New Zealand 

to be the New Zealand tourism industry’s official quality assurance organisation. Tourism 

New Zealand acquired total ownership in September 2015 and has focused on repositioning 

Qualmark to protect and enhance New Zealand’s world class visitor reputation and the value 

of the visitor economy that this reputation brings. To ensure experiences promised to 

international visitors are being delivered, Qualmark's tourism business advisors assess the 

licence holders against criteria of delivery of a superior customer experience, customer safety, 

social and environmental performance. Tourism New Zealand will continue to endorse 

Qualmark as the brand associated with quality tourism experiences in New Zealand and the 

driver of continuous improvement in the tourism industry. 

 

14. Digital capabilities 

As a niche destination on the global stage a digital approach to our marketing enables us to be 

highly targeted and, through test and learning as technology evolves, to become more 

effective and efficient. With the emerging global digital media and travel sellers, supporting 

teams in this rapidly changing environment will be critical to our continued success. This 

includes technical skill development through to analytical resource. 
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15. Test and Learn Programme 

Expand ‘test and learn’ practices to assess assumptions or hypothesis on the effectiveness of 

marketing activities, to inform future opportunities and investment. 

Activities 

The following activity groupings illustrate how Tourism New Zealand’s services will be delivered to 

collectively achieve the strategic priorities. 

 

• Activity one: Deliver key visitor messages through the 100% Pure New Zealand campaign 

activity. 

• Activity two: Deliver key visitor messages through third parties such as media, opinion leaders, 

and broadcast production. 

• Activity three: Partner with the travel industry to convert interest in New Zealand into travel and 

to extend marketing reach. 

• Activity four: Inform and inspire global travel sellers to assist them to market New Zealand. 

• Activity five: Deliver inspiring and informative information for visitors. 

• Activity six: Communicate visitor insights and engage with New Zealand’s tourism industry to 

align industry investment with Tourism New Zealand’s areas of focus. 

These activities will be described in more detail, as well providing indicative work streams, in 

Tourism New Zealand’s Statement of Performance Expectations FY18. 

Tourism New Zealand’s priorities and activities are related as follows: 

Time Horizon Strategic Priority Primary related activities 

Near-Term 1. Drive Preference Activities 1,2,3,4,5 

Medium-Term 2. Grow Shoulder Activities 1,2,3,4,5 

Long-Term 3. Grow Regions Activities 1,2,3,4,5 

Near-Term 4. Maximise Australia Activities 1,2,3,4,5 

Medium-Term 5. Grow USA Activities 1,2,3,4,5 

Medium-Term 6. Scale China Activities 1,2,3,4,5 

Medium-Term 7. Business Events Activities 1,2,3,4,5 

Long-Term 8. New markets Activities 1,2,3,4,5 

Long-Term 9. New sectors Activities 1,2,3,4,5 

Near-Term 10. Monitor Visitor Experience Activities 1,2,3,4,5,6 

Medium-Term 11. Integration with partners Activities 1,2,3,4,5,6 

Long-Term 13. Qualmark Activities 1,2,3,4,5,6 
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Appendix: Portfolio Markets  

Tourism New Zealand’s portfolio markets are set out in the table below with portfolio arrivals and 

growth rate. 

 

Target 

market 

  Holiday 

Arrivals 

YE 30 Sep 

2014 

Holiday 

Arrivals 

YE 30 Sep 

2015 

Holiday 

Arrivals 

YE 30 Sep 

2016 

Arrivals 

Growth 

2016 vs 15 

Horizon one markets   

Australia   476,624 503,008 547,344 8.8% 

UK   76,016 83,440 92,416 10.8% 

Germany   54,048 59,296 68,704 15.9% 

Japan   48,608 55,856 67,376 20.6% 

Korea   34,320 41,200 57,488 39.5% 

Singapore   26,848 30,320 37,392 23.3% 

Canada   26,256 27,536 31,552 14.6% 

Malaysia   18,800 21,136 31,312 48.1% 

Thailand   11,360 10,752 14,656 36.3% 

France   19,296 20,304 25,648 26.3% 

       

Horizon two markets   

USA   127,968 146,336 170,352 16.4% 

China   176,640 248,256 311,232 25.4% 

   

Horizon three markets   

Brazil/Argenti

na 

  
9,392 9,808 15,696 60.0% 

Indonesia   9,248 11,440 12,192 6.6% 

India   16,416 20,336 25,168 23.8% 

       

Rest of world   193,264 206,256 236,176 14.5% 

Total — All markets 1,325,104 1,495,280 1,744,704 16.7% 

 

Horizon one markets are characterised by the highest investment in absolute dollar terms, but owing 

to their large volume, the lowest investment per visitor. Horizon one markets make the greatest 
contribution to near-term value, but are slowest-growing. Horizon one investment is in the order of 48 

per cent of the portfolio total. 

 
Horizon two markets are Tourism New Zealand’s second-biggest investment category and 

characterised by both large size and large growth rate. Horizon two investment is in the order of 36 

per cent of portfolio total. 

 

Horizon three markets are small, both in absolute investment and in arrivals. Because they have the 

potential for fuiture growth, and because they have not reached growth scale, we invest 

disproportionaltely in these markets on a dollars-per-visitor basis, while at the same time recognising 

that our absolute investment in Horizon thee is small, in the order of 17 per cent of total. 
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