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What NZ has been up to in 2011  

   

• My Kind of Place 

 

• AA Travel – 101 Must Do’s Tasmania 

 

• Taste of New Zealand 

 

• Diners Card / Niche Publications 

 

• Consumer and Trade shows 

 

• Prize campaigns with;  

     The Christchurch Press,  Art Magazine, Seniors Card 

 

 





New Zealand Market Overview 
 

• The New Zealand market continues to be Australia’s number one source 
market with 1,073,000 kiwi’s travelling to Australia YE June 2011 

• 94% of them were repeat Australian visitors  

 

• Tasmania represents 1.4% of all New Zealand arrivals or 14,600 

 

• On average New Zealanders spend 15 days in Tasmania 

 

• The new alliance between Air New Zealand and Virgin Australia is providing 
better air access from NZ 

 

• Tasmania’s profile is increasing in New Zealand, as Kiwi’s look for travel 
options beyond the tradition Australian gate ways,  and look for experienced 
based holidays 

 



How Kiwi’s purchase travel 
• The majority of New Zealanders taking a domestic holiday or a short-haul overseas holiday 

to Australia, Asia or the South Pacific are confident about booking online 

 

• Roy Morgan NZ Travel Agent Monitor for YE June 2011 report that 41% of New Zealanders 

used the internet or email to book their last holiday or leisure trip. 14% was in person and 

19% over the phone. Bookings include both direct with airline and hotel booking sites as well 

as with travel agents sites 

 

• Expedia climbed to the top of Hitlist list of most popular travel agency websites in October 

with 12.74% of the share, followed by Webjet on 11.32%, House of Travel on 10.34% and 

Flight Centre on 7.01% 

 

• Air New Zealand’s GrabASeat with 35% usage is the number one used airline website by 

New Zealanders as measured by Hitlist, for September 2011. Air New Zealand comes in 

second at 30%, followed by Jetstar at 9.6% and Air Asia at 3% 



New Zealand Trade  
 

• 4 major wholesalers 

    HOT Product,  Go Holidays, Infinity, Air New Zealand Holidays/AOT new joint venture in 2012 

• Wholesalers are strongly aligned to retail brands 

• Australia is back being a key focus  

 

Australian based suppliers in the market  

•  In addition to the traditional NZ distribution network, we have seen significant activity by  

 Australian based suppliers working the market primarily targeting consumers direct 

• Webjet.co.nz has been very aggressive in the market with national TV advertising 

• Expedia.co.nz are also aggressive in the market and are currently number 1 for top hit travel 

• Online Travel Agents have focused on national radio promotion, they are also offering agents 

commissions from 10% to 12% 

• Hotels.com are also in the market with national TV advertising  



New Zealand opportunities  

• Consumer Direct Publications 

• Trade Publications 

• Media Visit’s 

• Consumer Direct Evenings 

• Press campaigns in exchange for 

advertising  

• Trade Partner Campaigns 

• In market visits  

• My Kind of Place  

 

 



Trade & Consumer Media  NZ 

 
• Per head of population New Zealand has the highest media saturation than any 

other  country. We have more radio channels, magazines, newspapers than 

anyone. If you have a  New Zealand media person contact you direct for 

support,  NZ Office is more than happy  to provide advice on if you will get 

the desired return for your investment to support.  

 

• Online Media Strong stuff.co.nz, herald on line  

• Niche publications return great ROI for minimal investment  

• Trade Publications 

• Travel Publications  

 

 



New Zealand market tips 
 

 

• For consumer direct initiatives, consider offering a 0800 toll free NZ Number 

      On your website on in market advertising  

• Kiwi’s like the back up that they can talk to a real person as well as online 
(Australian 1800 and 131 numbers do not work for NZ) 

• Relationships, relationships, relationships 

• If you are focus on traditional trade out of site means out of mind 

• Great consumer direct opportunities through publications,  press, radio etc. both 
to tell stories and to drive revenue and bookings 

• Not all publications are created equally, give us a call or drop us a line 

• Online sales 1 day website, Grab One, 1 Day.co.nz 

 

 

      

 

 



Talking Tasmania to Kiwi’s 

 

• Networking Groups  

• Social Media Groups  

• Media Mingle 

• Non Traditional Partners 

• Corporate partners 

• Press and media relationships  

• General Envelope opening  


