


Note: Spend Data based on TECT, Average Visitors on Dataventures Data
*Period: 23 December 2020 – 10 January 2021
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Value of Domestic significantly higher than International
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Job to be done 
Encourage New Zealanders to take a domestic holiday in the autumn/early 
winter period

Campaign timing
Shoulder season - a time of year that’s not warm enough for the beach, not 
cold enough for snow, post easter, pre and post school holidays. We have a real 
opportunity to get Kiwis travelling during a non-typical travel period. 

Target audience
Quality Life Seekers, those with fewer dependents, more disposable income, a 
greater desire to do something new 
- Empty Nesters 
- Single, and double-income households with no kids' (SINKS/DINKS)



The repercussions of a virus 



Relaxation for them is doing fewer things, and more familiar things because logically...it’s not doing something 
new....

Less activities = More relaxation
More familiar = Less stress
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Recharging the body 

Recharging relationships



1. Referrals. In January, over 700,000 Kiwis visited newzealand.com, resulting in over 80,000 operator referrals 
(click from newzealand.com to the operator website). Interaction with newzealand.com has never been more 
relevant for reaching the domestic consumer.

2. Visibility. TNZ campaign activity reaches millions of kiwis with relevant messaging, operators now have an 
opportunity to be present with a relevant deal.

3. Exposure. Any deal/package loaded to newzealand.com by a Qualmark operator/Qualmark 
registered operator could be selected by a media/content partner to feature in above the line activity, during 
the campaign period.

4. Conversion. Working hypothesis that if we present relevant and appealing product and deals to the audince 
in which we are targetting, we will increase the number of direct bookings. 






