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Insights, Trends & Opportunities

Armbitian 2020: High Opportunity Target Markats

AIAL commissioned TNS to conduct a survey to identify key differences in mono versus dual
Chinese visitors

»  Mono travellers — Chinese residents who visited New Zealand only (not Australia) in the same trip
» Dual travellers — Chinese residents who visited New Zealand and Australia in the same trip

»  Both survey groups were interviewed using an online survey amongst Chinese residents using a TNS affiliated panel provider
(consistent with research conducted for Tourism NZ) — with n=150 interviews conducted amongst each group (total n=300)

Core research objectives:
*» Who are the mono destination travellers and do they come more than once?
*» Why they choose to come to New Zealand?
» What is their decision making process and key influences (Mono versus Dual)?
» What travel patterns and purchasing differences exist between the groups?
*» What other competitor product did they consider and why did they chose the one they did?
» What did they plan to spend v actual spend ?
»  What would be their likely next destination choice (or will they return again to NZ) and why?

This report summarises the findings from the survey.
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Insights, Trends & Opportunities

Key Insights: Key Questions I

Armbitian 2020: High Opportunity Target Markats

Who are the mono destination travellers and do they come more than once?

Mono travellers when compared to Dual visitors are generally less frequent leisure travellers — potentially a result of having an overall lower level of

household income (and subsequent trip spend). As a result Dual visitors are more likely to have visited New Zealand previously and therefore have
a higher level of awareness of what there is to do in New Zealand and what they wish to do when visiting — as well as having a higher level of appeal
towards New Zealand prior to the latest trip

Just over one half of Mono travellers claim to have visited New Zealand previously — versus just under two thirds of Dual travellers — suggesting New
Zealand is a regularly visited destination

Dual travellers tend to do a greater number of activities in destinations they travel to versus Mono travellers — while engagement towards a wider
range of activities suggest a generally more outgoing and adventurous attitude

Why they choose to come to New Zealand?

New Zealand is seen as a excellent place for relaxation — coupled with a high level of awareness of and desire to see natural scenery which
captivates many Chinese travellers.

This combined with a local culture are the key drivers making New Zealand unique and different from other countries and enhancing likelihood
of New Zealand visitation

4 Auckland Airport | China Travel Survey A Auckland
Airport



Insights, Trends & Opportunities

Key Insights: Key Questions I-

Ambitian 2 High Opportunity Target Markats

What is their decision making process and key influences (Mono versus Dual)?

Time available is the key consideration Chinese travellers (both Mono and Dual) cite in terms of the decision making process — which does of course
influence the decision on whether to visits New Zealand as a Mono visitor or Dual Visitor

Again, scenery and natural beauty are the most important draw cards making New Zealand a unique and appealing destination

In terms of sources of information, internet sites and recommendation from friends or family are key for both groups

What travel patterns and purchasing differences exist between the groups?

Mono travellers are less frequent leisure travellers — while their New Zealand trip behaviour is slightly different also. Dual travellers had a much
greater number of reasons they wished to come to New Zealand on their most recent trip

Reflective of their higher relative income, dual travellers are more likely to have travelled via first or business class — though typical trip length, the
cities visited and share of spend by category is relatively similar for both groups

What other competitor product did they consider and why did they chose the one they did?

Most Mono travellers did consider other destinations (with Australia being the most considered alternative) — with many considering a ‘Dual’ Australia
and New Zealand visit — the most common reason why not chosen is additional travel time and perception of similarity between the two countries

Positively for most Dual visitors New Zealand is a draw card rather than just being ‘part of a package’ — and while many considered a New Zealand
only trip the cost, time and long distance from China led to a Dual trip instead
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Key Insights: Key Questions I-

Ambitian 2 High Opportunity Target Markats

What did they plan to spend v actual spend ?

In terms of spend, again reflective of higher household income, Dual visitors spent on average significantly greater amounts on their trips to New
Zealand — virtually across all areas

Around a third of both groups spent on average more than they intended to — with both Dial and Mono travellers more likely to have overspent on
sightseeing or shopping and souvenirs

What would be their likely next destination choice (or will they return again to NZ) and why?

The vast majority of travellers to New Zealand, both Mono and Dual, have a high intention to visit New Zealand again in the future — though most
would do a combined trip to both New Zealand and Australia

In terms of the next leisure trip they intend to take, New Zealand is the most likely destination at just over one quarter of all destinations mentioned

Key pull factors are again the scenic and cultural aspects of the country — and should be the focus for any communications designed to draw
travellers to New Zealand
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The survey was designed to speak to both Mono and I
|

Dual travellers to New Zealand to assist understanding
in the differences in the two groups

Ambitean 2020: b |i!j'“| Opoortunity 'I.:_|_';J|_:'_ Sdarkats

Sample overview Demographics

Mono Travellers Dua
A key difference in profile is
Dual Visitors have significantly Age <20 ) Age <20
higher household income

(47% have an income 4A50k
CNY or higher versus 29% for 20-29 32% 20-29 32%
Mono travellers)

30-39 42% 30-39 52%
50% 50% 40-49 16% 40-49 9%
50-59 8% 50-59 6%
60+ 2% 60+ 1%

Gender  \151e 459  Gender \qje 51%

Female 55% Female 49%

Mono New Zealand visitors Dual New Zealand visitors sample size n = 150 Sample size n = 150
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of activities and areas suggesting a more positive

Dual travellers are also more interested in a range I

and outgoing attitude

Attitudes towards Activities — Mono travellers®

8

m\Very

interested
]
m Neutral

26%

m Not at all 12% .

interested ) [ 400 | g

Shopping Cooking Golf Driving Mountain Fashion

sport

Notes:

1. Sample size n = 150 / 150
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Dual travellers are also more interested in a range I
|

of activities and areas suggesting a more positive
and outgoing attitude

Attitudes towards Activities— Dual travellers(®

m\Very

interested
|
m Neutral

33%
interested 20 380 0 : %%
Shopping Cooking Golf Driving Mountain Fashion Home Health
sport

A Significantly higher than other groups
. e Notes:
' Significantly lower than other groups 1.  Sample size n = 150 / 150
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. . ‘e Insights, Trends & Opportunities
Dual travellers are travelling significantly more often I
m

for leisure purposes — just under half travel in excess
Of three tlmes per year Armbitian 2020: High Opportunity Target Markats

Frequency of travel overseas — Mono Frequency of travel overseas — Dual travellers®
travellers®

439 46%
59% °
17% 19%
9%
5% 0
. . % 2 0%
More than 2-3 times Once a Once Less often More than 2-3 times Once a Once Less often
3 times per year year every 2-3 3 times  per year year every 2-3
per year years per year years
Significantly higher than other groups
Notes:

v Significantly lower than other groups 1. Sample size n = 150 / 150
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. . . . . Insights, Trends & Opportunities
However, no significant differences are evident in terms of I
m

the actual length of typical leisure trips with the majority
hOIIdayIng for 1_2 Weeks Armbsition 2020: High Opportunity Targe! Markets

Length of stay — Mono travellers® Length of stay — Dual travellers()

66%

71%

23%
19%
0 7%
>% 3% 2% 2% 3%
_ ]
Less thana 1-2 weeks 2-4 weeks 1-2 months  Longer Less thana 1-2 weeks 2-4 weeks 1-2months  Longer
week week
Notes:
1. Sample size n = 150 / 150
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I I : L. Insights, Trends & Opportunities
General sightseeing and relaxation are the most frequent activities I
n

for Chinese travellers — though Dual visitors are more likely to
engage in a wider number of activities when on holiday

Ambitian 206 igh Opportunity Target Markats

Typical activities done by visitors — Typical activities done by visitors —
Mono visitors® Dual visitors®

79%
0
73% 89% ggos
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66% 649
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Significantly higher than other groups e <
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Significantly lower than other groups 1.  Sample size n = 150 / 150
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Insights, Trends & Opportunities

Dual travellers are significantly more likely to have visited I-

New Zealand previously

Armbitian 2020: High Opportunity Target Markats

Visitation of New Zealand prior to most recent Visitation of New Zealand prior to most recent trip
trip — Mono travellers() — Dual travellers®
55% 66%
45%
34%
Yes Yes No
Significantly higher than other groups
Notes:

v Significantly lower than other groups 1. Sample size n = 150 / 150
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Insights, Trends & Opportunities

Knowledge of New Zealand prior to coming is around the

key attractions, main cities and the scenery and landscape

Knowledge of New Zealand prior to visiting (key mentions)
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.. Insights, Trends & Opportunities
Dual visitors to New Zealand are generally more aware and I
m

have a better idea of the activities they wished to do prior to
Comlng tO NeW Zealand Armbsition 2020: High Opportunity Targe! Markets

Awareness of New Zealand Familiarity of activities/leisure Specific activities/leisure
prior to trip desired prior to trip

EKnew a lot

8% 0
16% 14%
EmKnew a lot of Specific 30%

things activit
mKnew a little 9 y
Knew very .
little Kn_ew a few 82% HBroad idea
thlngS 800/0
m Heard of -
knew nothing
hi 11% m Didn't know Nothing
-K Eﬂ?tﬁﬁi " 9% anything specific
advice 40 11% 13% 99
6% | 404 | ©
Mono Dual Mono Dual Mono Dual
Significantly higher than other groups
Notes:

v Significantly lower than other groups 1. Sample size n = 150 / 150
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. Insights, Trends & Opportunities
New Zealand also held a higher level of appeal for Dual I
m

travellers versus Mono travellers — with the scenic aspects
the key reasons for appeal

Armbitian 2020: High Opportunity Target Markats

Appeal of New Zealand prior to trip — Appeal of New Zealand prior to trip —
Mono travellers Dual travellers
Extremely . . Extremely 10 ‘B tiful d
Appealing Superior natural Appealing eautiful scenery an
landscape” =9 pleasant climate, fresh and
“New Zealand scenery is ms beautiful environment”
good, the environment is “Has a pure natural
good, dream trip!” m7 environment”
“New Zealand's beautiful “Because there's very
environment” 6 famous tourist attractions.”
“The unique beautiful island m5 “‘New Zealand is a very
scenery” romantic place”
m4
3
2
ml
“Very interested to go there,
Not at all but the cost is a little Not at all
Appealing expensive” Appealing
Significantly higher than other groups
T Notes:
v Significantly lower than other groups 1. Sample size n = 150 / 150
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. . . Insights, Trends & Opportunities
Shopping, seeing particular areas of New Zealand and I
m

adventure activities are key activities Chinese visitors were
hoping to do on arrival

Activities Wanted to do prior to travelling (key mentions)
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Insights, Trends & Opportunities

Most Mono travellers to New Zealand did consider other I
m

destinations — with three quarters also considering a
package deal with Australia

Ambitean 2020: b |i!j'“| Opoortunity 'I.:_|_';J|_:'_ Sdarkats

Consideration of other destinations instead Consideration of package/combination
of New Zealand with Australia
] I —
Other countries 64% Reasons Did Not Take
69% B Australia 23% ° Package
B USA 15%
m UK % “Do not have time to go to two
B Other Asian country similar countries”
26% “Because time is limited”
B Somewhere else 21% “Tour of New Zealand has
36% enough”
“Just want to go to New Zealand
31% - not wanted to go to Australia”
“Travel time is too long too tired”
Yes Yes
Notes:
1. Sample size n = 150
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Insights, Trends & Opportunities

Two thirds of dual visitors wanted to visit New Zealand specifically I
8

— with it being a large influence in their decision — with almost three
guarters considering a New Zealand only trip

Ambitean 2020: b |i!j'“| Opoortunity 'I.:_|_';J|_:'_ Sdarkats

Visitation of New Zealand Consideration of New Zealand Reasons for dual trip
only trip
] “Charming scenery in New Zealand would like
No influence - more time tour”
Some influence 18% “New Zealand a lot of fun”
Large influence 83% “New Zealand's local scenery is so beautiful” More C_OSt 56%
effective
“Lack of time” Didn't have time - 46%
78% “Naturally have different
cultures in different countries, -
65% ' | feel there is no need to go Lor::g V\éayd - 41%
two countries at once.” prefer to do...

35% not to be missed” tour

“The two countries have their On an organised
own characteristics, and are 9 28%
Not enough to .

229, see in...
Not enough to o
- see in NZ only 20%
Wanted to visit Part of a Other 2%
specifically package Yes No
Don't know ‘ 1%

Notes:

1. Sample size n = 150
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) ) . Insights, Trends & Opportunities
Interestingly while the reasons for coming to New Zealand are very I
n

similar for both groups, Dual travelers place greater importance on
shopping, vibrancy of cities and the natural landscape aspects

Ambitian 2 High Opportunity Target Markats

Importance of key factors — decision to visit New Zealand

Mono travellers Dual travellers

Having incredible scenery 0% Having incredible scenery

Natural beauty 0% Natural beauty

Having a unique culture 78% Having a unique culture

Being different Being different

Being great for a couple Vibrant and busy cities

Being affordable once I'm there 6 Being great for a couple

I've never visited 6 Lots of exciting activities to do
Vibrant and busy cities Being affordable once I'm there
Bei fi h
Lots of exciting activities to do 649% eing recommended from others
Being affordable to get to
Being affordable to get to 649% g 9

. Having a great range of shopping
Being recommended from others 64%

. ) ) I've never visited
Being child-friendly 61%

Being child-friendly
Having a great range of shopping
Offering a real luxury experience
Offering a real luxury experience 549,

ul
o :
S~ ool
o =) N
\\O\OON
o B o o
i Eo S 313

Significantly higher than other groups

Notes:

v Significantly lower than other groups 1. Sample size n = 150 / 150
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Insights, Trends & Opportunities
Time available was the overwhelming most important factor I-I

considered when decided whether to come to New Zealand

Armbitian 2020: High Opportunity Target Markats

Most important factors in deciding to come to New Zealand (key mentions)

Notes:
1. Sample size n = 150 / 150
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.. . Insights, Trends & Opportunities
Dual visitors tended to use a larger number of sources — with I
n

internet sites and advice from friends or family the most utilised
information sources

Armbitian 2020: High Opportunity Target Markats

Information sources® Reasons wanted to visit New Zealand
I 72 " Mono =bual
Sites on the internet 0
78% 71%
advice from [ AR 66 % 63% " 500y 61%
friends/family 70% 58% 57%
52% 51%
o) 50%
Advice from travel agent - 45%
449%% 41%
38% 37%
Always just wanted to - 40% B4% 34% 3036% 34% 339 °
come 59% ® 27% 26% 27% 28% S50
Yo 22%
o) [
Advertising I saw - 33% 19% 16% 16% 20%
56% 14% 14% 14% 14%
11% 11% .
Social media such as - 29% 6% .o, 8%
Weibo 46% I I . o 2%
.
0 —~
Travel boolks e.g. Lonely - 28% 2 9 3 g g 3 3 3 g 5 g 3w N E 3 3 3 3 3 9 3
Planet 519% o 2 €5 o 5 » 3 ﬁ‘-’rg 3 g e B |-|-|é 0 o Y ® & - a
o g =2 A =3 < 3 o2 o x3I2 — > £ o
avticies in books /[ 24% : o SEE % g »85 38% 085 7 E o, 7% 2
newspapers 48% > @ gl 5§ = 5 2 8% 3 T3 8 2% _3 5 & § = ¢
5 7 2z % & © = 50 2 <3 s 85283 o =~ & &
0, (X =] ) 0 c = oo = b% —~ —
: 3% - 2 3F =2 v 92 3 &2 & = 83 ©§ w 5 g
Something else 3 o, 5 o 3 < ® a6 = o 2SS o o I
3% & 5 o3 o a as o = S 2S o S a
< S o <o Q @ ~ 0 T L
o = b = 3
® Mono = Dual g > oo E S 8 & A
g g A 3 =
Significantly higher than other groups o
v Significantly lower than other groups T_OteS:Samme size n = 150 /150
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. . . Insights, Trends & Opportunities
Just under half were part of an organised tour with a guide I
m

— with a third booking their trip less than a month before
commencing it

Armbitian 2020: High Opportunity Target Markats

Trip organisation(() When trip was booked®
E Mono EDual ® Mono EDual
47%
43% 429, 43%

8% 5604

34% 33094

7% g9, 7% g0, 9%
3% o
- 1% 09 ] 1% 2%
Organised tour Organised tour  Travelling Travelling Other <1 month 1-3 months 3-6 months 6 months+
with guide without guide independently / independently / before before before before

small group & small group &

planned the trip trip planned by
myself / with travel agent
companions

Significantly higher than other groups

. e Notes:
v Significantly lower than other groups 1. Sample size n = 150 / 150
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. . . Insights, Trends & Opportunities
Three quarters travelled with their partner — with most I
m

staying 1-2 weeks - though a third thought a longer trip
WOUId have been better Armbsition 2020: High Opportunity Targe! Markets

Who travelled with®@ Average length of stay in New Zealand (1)

H Mono ® Dual H Mono ® Dual

76% 1% Too long
74%”° " 65% 32% Too short
67%  Just right

55%
38% 38%
31%
° 27%
190/0 190/0 170/0
139 14% 11%
11% 3% 10% ° . 7%
I
= 0 ;-_E' 8 g > & <1 week 1-2 weeks 2-3 weeks 3-4 weeks Longer
= o > n =
= [0} ) «Q n Y o O
or =1 c S o
3 = o a3
o D x a o (0]
= ’l; Q 9h g @
~ 3 g o n
g3 3¢
o -
Significantly higher than other groups S
. e Notes:
v Significantly lower than other groups 1. Sample size n = 150 / 150
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. Insights, Trends & Opportunities
Local travel agents are used by two thirds of all travellers I
m

— while Dual visitors are indicatively more likely to have
friends based in NZ — a clear influencing factor

Armbitian 2020: High Opportunity Target Markats

Trip booking method Home friends/family in New Zealand
m Mono ® Mono
Dual Dual
67% 56%
61%

46%

56% 44%%
47%
33%
29%
23%

0 16% 16%

= 39 6% 6% 5% 4%
A TR - -

ny a O > o o v Yes, I have Yes, I have Yes, I have No, I have
2 g = =3 < = ~ 3 family there friends there friends and no friends
= S ® 23 - S Lo family there nor family
S D~ a n S o I there
o o) n @ o - Level of influence of having Friends
o » S o gt o 0 Q < o
o ® 3 3 93 ) ~ o / Family in NZ
L(% 2= o g u B 18% - Main reason
=] < 32 3 B 71% - Some influence
n S o) § B 11% - No influence
Significantly higher than other groups B
v Significantly lower than other groups 'lv_OteS:Samme size n = 150 / 150
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Insights, Trends & Opportunities
Over half of dual travellers travelled either first or business I-

class — versus only a third of mono visitors

Armbitian 2020: High Opportunity Target Markats

Class of ticket®

® Mono Dual
36%
34% 34%
27%
25%
19%
17% °
8%
First Business Premium economy Economy
Significantly higher than other groups
. e Notes:
v Significantly lower than other groups 1. Sample size n = 150 / 150
31 Auckland Airport | China Travel Survey A Auckland
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Insights, Trends & Opportunities

Just under half of both Mono and Dual travellers travelled I-

around both North and South Islands

Armbitian 2020: High Opportunity Target Markats

Locations visited in New Zealand

H Mono ® Dual

46%
41%
24%
20%
17% 15%
11%
7%
5% 4% 4%, 4% °
| RS 0. ]
I travelled to I travelled to I travelled to I travelled to the I travelled to the I travelled around I travelled to
Auckland only Auckland and Auckland and  North Island Only South Island Only both islands of other part of New
Rotorua only Queenstown only New Zealand Zealand not listed

Significantly higher than other groups

. g Notes:
v Significantly lower than other groups 1_0 eSSampIe size n = 150 / 150

A Auckland
Airport
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.. . . . Insights, Trends & Opportunities
More than half visited other countries as part of their trip to I
m

New Zealand — other than Australia the United States are
the most likely country to have been visited

Armbitian 2020: High Opportunity Target Markats

Visitation to other countries® Countries visited
Australia 50%
USA 14%
France 8%
59% Singapore 7%
Hong Kong 7%
Thailand 6%
41% Japan 6%
UK 5%
Korea 5%
South Africa 2%
Taiwan 2%
Switzerland 1%
No Yes Vietnam 1%
Africa 1%
South America 1%
'I‘.OteS:Sample size n = 300
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. Insights, Trends & Opportunities
Just under two thirds of both Mono and Dual travellers

utilised a package when booking their trip — with Dual I-
visitors spending considerably more across the board

Armbitian 2020: High Opportunity Target Markats

Package vs. separate Package cost (CNY) Separate costs (CNY)
booking®
Mono Dual
®mMono mDual e e Flights 10201 10694
61% 64% e Sightseeing 7178 9575
Food 4102 4962
39% 36%
cccccccccccccc Accommodation 4984 7997
T Transport 2322 3551
Gifts for Others 6209 6899
Package Separate
Shopping / Souv. 6869 7646
Other 3411 5233
Notes: e e e Total Spend 41865 51324
1. Sample size n = 150 / 150
34 Auckland Airport | China Travel Survey A Auckland
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Insights, Trends & Opportunities

Around a third of both Mono and Dual travellers spent more

than intended — with sightseeing and shopping the key I-
areas overspent

Ambitian 2 High Opportunity Target Markats

Spend versus intentions — Mono travellers Spend versus intentions — Dual travellers
Activities Spend More On Activities Spend More On
Sightseeing / activities 55% Shopping / souvenirs 68%
® More » Shopping / souvenirs 52% B More Sightseeing / activities 57%
31% Food 39% Food 55%
Accommodation 34% Accommodation 39%
Flights 27% Transport 32%
Transport 14% Flights 25%
The Other 5% The Other
sam sam
e e
61%
° 62%
B less B less
—
Accommodation Spend Mono Dual Shopping Spend Viaine: Dual
szl o1 0 Airport(s) 34%  24%
0, 0,
LCdles — Stores 60%  68%
Motels 11% 14% Other 50 8%
Other 3% 6%
Significantly higher than other groups
V Ssignificantly lower than other groups 1 s ample size n = 150 / 150
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Insights, Trends & Opportunities

Overall, while most were satisfied with their trip to New Zealand, I-

Dual travellers satisfaction and results NPS is higher

Ambitean 2020: b |i!j'“| Opoortunity 'I.:_|_';J|_:'_ Sdarkats

Satisfaction with trip and NPS  Mono travellers Dual travellers
o)
m Extremely >7%
satisfied 499, 51%
=9
mS 37%
34%
7
m6
ES I 17% 17% I
m4 6%
3 ]
2 Detractors Passives Promoters NPS Detractors Passives Promoters NPS
14%
Not at all 6%
satisfied E Eis
Mono Dual
Significantly higher than other groups
v Significantly lower than other groups 'I‘.OtES:Sample size n = 150 /150
37  Auckland Airport | China Travel Survey A Auckland
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General sightseeing and shopping were the most undertaken

activities on trips to New Zealand for both Mono and Dual visitors —
though again Dual visitors engaged in a greater number of activities

Insights, Trends & Opportunities

Armbitian 2020: High Opportunity Target Markats

Activities done while in New Zealand

71% 73%
64% 61%
49%
41%
35%
19%
o 16%
= =

General Shopping Tried local Local
sightseeing wine and / culture-
or food Maori
B Mono ® Dual

Significantly higher than other groups
v Significantly lower than other groups

Nature / Saw local Water Adventure Participated Saw a Snow
hiking / wildlife activities activities in a sport sporting sports
mountain event

biking etc

Notes:
1. Sample size n = 150 / 150
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Insights, Trends & Opportunities

While most intend to visit New Zealand again at some point

In the future, the majority also intend to include Australia on I-
the same trip

Ambitean 2020: b |i!j'“| Opoortunity 'I.:_|_';J|_:'_ Sdarkats

Intention to visit New Zealand in the future Likelihood to visit New Zealand and Australia
Reasons for Visiting Both Reasons for Visiting Both
Cost effective - 54% Cost effective - 62%
Long way to travel - 31% Long way to travel - 41%
Want to visit both - 36% Want to visit both - 35%
m\Very likely
B Would
likely visit
- Australia
too
m Neither/nor
Unlikely to
visit
Australia
too o
m\Very unlikely = 21%
Mono Dual
Significantly higher than other groups
v Significantly lower than other groups 'I‘.OteS:Sample size n = 150 / 150
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Insights, Trends & Opportunities

New Zealand’s natural assets are key to promoting

New Zealand as a single destination

What would make visiting New Zealand only more likely (key mentions)
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New Zealand is claimed to be the most likely next

destination for over a quarter of Chinese travellers

Insights, Trends & Opportunities

Ambilean 2020: High Opoortunity Targed Markats

Likely next destination (key mentions)

b
I

gland

panada. |
ASHallg == - et
tay kreg lhanand l d

Mentions:
New Zealand — 28%
Australia — 13%
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