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BACKGROUND & RESEARCH APPROACH

MARKET PERCEPTIONS: CENTRAL OTAGO

Background

Angus & Associates is an independent marketing, research and strategic planning consultancy specialising in tourism and leisure. The Market Perceptions
programme, a component of our Visitor Insights Programme (VIP), is designed to monitor perceptions of regional travel destinations within New Zealand
to meet the needs of organisations across the industry, including Regional Tourism Organisations/Economic Development Agencies. Market Perceptions
offers subscribers a cost effective approach to profiling current and potential visitors to their region and to monitoring and benchmarking brand

perceptions, through a syndicated survey of the domestic and Australian travel markets.

Research Approach

The Market Perceptions survey is conducted online, including on mobile devices, with a sample of at least 7,200 New Zealand and Australian travellers
each year. This includes 300 New Zealanders and 300 Australians per month, recruited via Dynata’s consumer panel. Participants must be 18+ years old
and have travelled overnight in the past 12 months. Quotas based on census data (region, gender, and age) ensure a representative sample for accurate

trend monitoring. This report is based on data collected between July 2024 - June 2025, with some longitudinal references back to 2022.

The ‘NZ Regional Benchmark’ referenced in this report is the average across 16 destinations - Coromandel, Hawke’'s Bay, Taupo, Waitaki, Bay of Plenty,

Waikato, Ruapehu, Gisborne, Dunedin, Auckland, Marlborough, Northland, Wellington, Queenstown, Rotorua, and Central Otago,

For more information about this research please contact:

Tourism Central Otago Angus & Associates
Anthony Longman (04) 499 2212

anthony.longman@codc.govt.nz marketperceptions@angusassociates.co.nz
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MARKET PERCEPTIONS

CENTRAL OTAGO

Tourism Central Otago is aware that there is some confusion in the market
about the geographical boundaries of Central Otago. In prior research, it has
been clear that when domestic and Australian travellers think of Central
Otago the first places that have tended to to come to mind have been
Queenstown and Wanaka.

To assess how the market's understanding of the region is changing over
time, while also getting an accurate ‘read’ on market perceptions of ‘the real
Central Otago’, Angus & Associates’ Market Perceptions research begins with a
guestion that asks respondents what places come to mind when they think
of Central Otago.

The correct context is then set by displaying a map of the region and
explaining that, when we talk about Central Otago in the survey, we're
referring to the region highlighted and not to Queenstown, Wanaka or
Arrowtown, which are all part of the Queenstown Lakes District. This means

that respondents have the correct understanding of Central Otago when
answering the survey questions that follow.
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CENTRAL OTAGO INSIGHTS: YEAR ENDING JUNE 2025 }
s B

»

= Seven in ten (71%) New Zealanders have travelled within New Zealand in the last 12 months, with 7% of domestic travellers visiting Central Otago. This

percentage has declined from the high of 10% recorded in the two years to June 2023 (during which domestic tourism was heightened post-COVID).

= Almost two-thirds of Central Otago’s recent visitors (65%) originated from South Island towns or cities, with Canterbury being the largest domestic
source market (25% of visitors in the last 12 months). However, North Island markets account for more than 60% of prospective visitors (those who
intend to visit in the next 12 months).

= Central Otago attracts a broad range of domestic visitors by age and household composition although older New Zealanders (aged 70+) are especially

prominent in the region’s domestic visitor base.

= 34% of New Zealand travellers who intend to travel domestically in the next 12 months say they are likely to visit Central Otago (i.e. definitely or
probably will visit).

= When thinking of Central Otago, beautiful scenery, wine and fruit are top-of-mind for the domestic market.

= Central Otago’s natural scenery, adventure/outdoor recreation, and opportunities for relaxation are both the main drawcards for domestic travellers, and
points of differentiation for the region. Central Otago is also associated with a wide range of activities, including walking/hiking, wineries, sight-seeing,
cycling, history & heritage and nature.

* 75% of domestic travellers agree that a holiday in Central Otago is an opportunity to slow down and relax. 58% agree that Central Otago is an ideal

place to reconnect with friends and family. Wineries/breweries/distilleries and cycling/mountain biking are clear points of differentiation for the region.

= Central Otago’s Net Promoter Score (NPS) for the year to June 2025 is +18, up three points on the prior year and well above the regional benchmark of -
8. Amongst recent domestic visitors, Central Otago’s NPS increases to +47, well above the regional benchmark of +11 and reflective of the very positive

experience that visitors have in the region.

= Central Otago is converting awareness into propensity to visit at a rate comparable to the regional benchmark for the domestic travel market. The main

barrier to visiting Central Otago remains the perception that people have that there is no specific reason to visit.
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CENTRAL OTAGO INSIGHTS: YEAR ENDING JUNE 2025
% B

= 12% of Australians who travelled to New Zealand in the past 12 months visited Central Otago on their trip and 6% stayed overnight. Both proportions

have increased significantly on the year prior (6% and 2% respectively).

= 26% of the Australian traveller sample in the last 12 months had never heard of Central Otago. A further 37% were aware of Central Otago but did not
know much about the region. The combined proportion (63%) is higher than the average for other New Zealand regions and suggests .that further

opportunity exists to educate the market.
= When those who are aware of the region think of Central Otago, beautiful scenery, mountains, and wine most typically come to mind.

=  Walking/hiking, nature and wildlife experiences, scenic sightseeing and history/heritage are the top activities or experiences associated with the region,

with walking/hiking and nature and wildlife experiences most clearly differentiating the region.

= 74% of Australian travellers agree that a holiday in Central Otago is an opportunity to slow down and relax and 65% that Central Otago is an ideal place

to reconnect with friends and family. Both proportions have increased steadily over time.

= Central Otago’s Australian market Net Promoter Score (NPS) is +33, up 9 points on the year to June 2024 and well above the regional benchmark of +22.
However, Central Otago’s Net Promoter Score has fallen slightly amongst recent visitors (down 3 points from +45 to +42 and now sitting slightly below

the comparable regional benchmark).

= More than two thirds (68%) of Australian travellers planning to visit New Zealand in the next 12 months, say that they intend to visit Central Otago. This

is a significantly higher proportion than in previous years.
= The profile of prospective Australian visitors to Central Otago skews younger (20-39 years) compared to the total market.
= The primary barrier for Australian visitors is having no specific reason to visit.

= Central Otago is currently converting awareness into a propensity to visit at a rate comparable to the regional benchmark for the Australian market.
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CENTRAL OTAGO INSIGHTS: YEAR ENDING JUNE 2025 .
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= Five travel personas were developed for Tourism Central Otago and survey responses have been analysed by the five personas. (The five personas are
described on page 47. The relative size of these persona segments varies across the New Zealand and Australian travel markets and will also vary over

time).

= The '‘bond with others’ persona currently accounts for the largest share of the market (35% of New Zealand travellers and 26% of the Australian

traveller market).

= While the ‘bond with others’ persona is also prominent amongst Central Otago’s domestic visitors, ‘indulge’ travellers make up 25% of recent domestic
travellers to the region. The ‘indulge’ segment is also prominent amongst recent Australian travellers to Central Otago, along with the ‘explore and

discover’ persona.

* The ‘indulge’ and ‘explore and discover’ personas give the highest Net Promotor Scores for Central Otago, at +28 and +26 respectively. The region’s

NPS is also higher than average amongst those in the ‘challenge and achieve’ segment.

* Those in the ‘indulge’ persona most strongly associate Central Otago with wineries, breweries and distilleries, while for the ‘explore & discover persona

walking and hiking; nature, wildlife and eco-tourism; and history and heritage are top of mind.

= Those in the ‘indulge’ segment are most likely to have visited Central Otago and are also most likely to find the region highly appealing. This group is
also most likely to strongly agree that 'a holiday in Central Otago is an opportunity to slow down and relax' and that ‘Central Otago is an ideal place to

reconnect with friends and family'. It is also the group most likely to visit Central Otago is the next 12 months.

= The ‘escape and relax’ persona is the least likely group to visit Central Otago in the next 12 months, with 'no reasons to visit' being the most common

reason cited.

* The ‘escape and relax’ persona is the least likely to be familiar with Central Otago and is also the least likely to find the region highly appealing.
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CENTRAL OTAGO SNAPSHOT: YEAR ENDING JUNE 2025

11%

of New Zealanders
travelled domestically
in the past 12 months

1%

of New Zealanders
who travelled
domestically in the
past 12 months
visited Central Otago
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CENTRAL OTAGO

969%
69%
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18%

Domestic travellers associate Central Otago with...

[ 3
P Wwalking & Hiking (51%)
t‘f Wineries, breweries or distilleries (41%)
@ Scenic Sight-Seeing (40%)
(J
G% Cycling/Mountain Biking (38%)
o

Il History & Heritage (38%)

X
‘*‘* Nature, Wildlife & Eco-tourism (38%)

DOMESTIC TRAVEL MARKET /

»

AWARENESS

Have heard of Central Otago

FAMILIARITY

Have either visited Central Otago or have some
ideas about what there is to do there

APPEAL

Rate Central Otago as a highly appealing
destination

PROPENSITY TO VISIT

Intend to visit Central Otago within next 12
months (probably / definitely will visit)

34%

of NZ travellers who
intend to travel
domestically in the
next 12 months
intend to visit
Central Otago
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CENTRAL OTAGO SNAPSHOT: YEAR ENDING JUNE 2025

14%

of Australians surveyed
travelled to NZ
in the past 12 months

12%

of Australians who
travelled to NZ in
the past 12 months
visited Central Otago
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AUSTRALIAN TRAVEL MARKET
CENTRAL OTAGO

49%

“54% ’
WWA)

Australian travellers associate Central Otago with..

Walking & Hiking (39%)

2P

Nature, Wildlife & Eco-Tourism (35%)

Scenic Sightseeing (31%)

> 3

History & Culture (28%)

m Gardens, Parks & Reserves (25%)

o O
T Family Activities (25%)

AWARENESS
Have heard of Central Otago

FAMILIARITY

Have either visited Central Otago or have some
ideas about what there is to do there

APPEAL

Rate Central Otago as a highly appealing
destination

PROPENSITY TO VISIT

Intend to visit Central Otago within next 12
months (probably / definitely will visit)

68%

of Australian
travellers who intend
to visit New Zealand
in the next 12
months intend to
visit Central Otagg,

% mm
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CENTRAL OTAGO TOP-OF-MIND PLACES

When you see ‘Central Otago’, which of the following places do you think of?

YE Jun 2022 YE Jun 2023 YE Jun 2024 YE Jun 2025

Queenstown 53% 51% 48% 48%

There has been a gradual Alexandra 40% 39% 39% 40%

reduction in the association

Of Queenstown’ Wana ka Arrowtown 42% 38% 36% 37%

and Arrowtown with

Central Otago since 2022. Wanaka 45% 40% 37% 37%
Cromwell & Bannockburn 35% 35% 35% 35%
Clyde 26% 26% 27% 27%
Roxburgh & Teviot 17% 17% 16% 17%
Gibbston Valley 14% 14% 12% 13%
Omarama & Twizel 16% 14% 14% 13%
Ranfurly & Maniototo 12% 12% 12% 12%
Naseby 12% 12% 11% 11%
Hawea 10% 9% 9% 9%
Base: Total sample, excl. residents (n=) 3,765 3,806 3,642 3,622
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TOURISM MARKET SHARE

In the past 12 months, where (if anywhere) have you travelled?

1%

of New Zealanders who
travelled domestically in
the past 12 months
visited Central Otago

4%

of New Zealanders who
travelled domestically in
the past 12 months
stayed overnight

in Central Otago

1 % Base: Total Sample (YE Jun 25) - NZ Domestic Travellers (travelled within NZ in past 12 months), excl. Central Otago Residents (n=3,213)

of New Zealanders
travelled domestically Domestic market share (2022 - 2025)

in the past 12 months

=@=\/isited ==@=Stayed overnight

109 10%
®
7% 7%
6% ® 7%
o— 5%
—e 4%
YE Jun 2022 YE Jun 2023 YE Jun 2024 YE Jun 2025
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RECENT VISITOR PROFILE )
In the past 12 months, where (if anywhere) have you travelled? / -

Total Sample Recent Visitors Total Sample Recent Visitors
Age

Northland 4% 1% W 18-19 years 4% 3%
Auckland 34% 16% V¥ 20-29 years 18% 139% V¥
Waikato 10% 3% Vv 30-39 years 17% 18%
Bay of Plenty 6% 0% Vv 40-49 years 17% 14%
Tairawhiti / Gisborne 0% 1% 50-59 years 17% 17%
Hawke's Bay 4% 1% W 60-69 years 13% 14%
Taranaki 3% 1% V¥ 70+ years 14% 21% A
Wellington (& Wairarapa) 11% 9% My husband, wife or partner 59% 67% A
Tasman 1% 0% My mother and/or father 6% 3% VW
Nelson 2% 3% My children aged under 5 11% 7% ¥
Marlborough 1% 2% My children aged 5 to 14 17% 16%
West Coast 0% 1% My children aged 15 or older 14% 12%
Canterbury 13% 25% Other family/relatives 10% 8%
Otago 5% 23% Other person(s) 7% 7%
Southland 2% 12% None of the above - | live alone 16% 13%

North Island (NET)

> <L 2

South Island (NET)

AV Significantly higher or lower than total sample at 95% confidence

R . Base: Total Sample - NZ Travellers (travelled anywhere in past 12 months), excl. Central Otago Residents (n=3,604)
angus QASSOCIATES Recent Visitors - NZ Travellers Visited Central Otago in Past 12 Months (n=239) 15



FAMILIARITY

How familiar are you with Central Otago as a destination to visit for a short break or holiday?

Familiarity with
Central Otago

. M Have visited (ever)

B Have never visited but have some ideas about what you can do there
% B Have never visited and don’'t know much about what you can do there

18% Have never heard of
NZ Regional
Benchmark U of New Zealand travellers
o 0 have visited Central Otago

angUS & ASSOCIATES Base: Total Sample - NZ Travellers, excl. Central Otago Residents (n=3,604) 16




What is the first thing that comes to mind when you think about Central Otago? /l -
»

places boring  sheep  rasion
expensive mining rugged , hlsgtorlcal

lovel
adventurye Ota O U n |Ve FSIty big
rivers autumn Wanaka | t | area natural
stunnlng | cycle ral S weat er food

|andsca es peope warm Highlanders
C'tvhptsummer gold Cherriae Wineries

natu re rul rowin
E’sﬁ.ﬂg“tmky ﬁ é South island o
- rugby towns .

orchards

Wlnter visit apr|COtS (l)plér?s landscape

farmland sun Spaces exandra

place’ " pegutiful greattinsrNor i
arrowtoun 500 e S Ce n IW Y farmin ng

m O u n a I n S clean barren yS n OW -

holiday ru It ety skiing ra||DUﬂedIn history

viewe Cromwell
plains fresh Vlneya I’dS frU|tS b|k|ng Clyde

"5 countryside hills cycling
ro|||ng amaZ|ng

angUS & ASSOCIATES Base: Module Sample - NZ Travellers Heard of Central Otago, excl. Residents (n=2,337) 17



POSITIONING

To what extent do you agree or disagree with each of the following statements? /l

»

A HOLIDAY IN CENTRAL OTAGO IS AN OPPORTUNITY CENTRAL OTAGO IS AN IDEAL PLACE
TO SLOW DOWN AND RELAX TO RECONNECT WITH FRIENDS AND FAMILY
Strongly agree [ 25% Strongly agree I 18%
Somewhat agree GGG /0% Somewhat agree |G 0%

I 2% Neither agree nor disagree N 3%

Neither agree nor disagree

Somewhat disagree B 3% Somewhat disagree Ml 6%

Strongly disagree | 1% Strongly disagree B 3%

YE Jun 22 YE Jun 23 YE Jun 24 R{SIRIValVAS) YE Jun 22 YE Jun 23 YE Jun 24 RESIRINIalVAS)

Strongly agree 26% 28% 29% Strongly agree 17% 20% 20%

Somewhat agree 45% 46% 47% Somewhat agree 34% 36% 37%

N.elther agree nor 25% 29% 20% N.elther agree nor 26% 24% 23%

disagree disagree

Somewhat disagree 3% 3% 3% Somewhat disagree 9% 7% 6%

Strongly disagree 2% 1% 1% Strongly disagree 5% 3% 4%

Base: Heard of Central Base: Heard of Central

Otago, excluding 1,361 1,808 2172 2337 Otago, excluding 1,361 1,808 2172 2337
residents (n=) residents (n=)

angUS&Assoczm‘r.s 18



DESTINATION DRIVERS

Why might someone choose to visit Central Otago instead of another New Zealand destination? -

Nature / Scenery

50%

Adventure/Outdoor recreation

40% |

Relaxation

26% |

Discovery / Somewhere hew

22% |

Friends / Family

31% |

Food & Beverage

29% |

Climate / Weather 27% |

Personal Interests / Hobbies 21% |

Culture & Heritage 20% |

Events / Festivals 17% |
Special Deals / Offers 16% |
Affordability 15% |

Health & Wellness
Romance 11%

Shopping 109

Convenience / Accessibility

Sustainable travel options D Central Otago

l! -
!. = N
o >

Nightlife & Entertainment 7 NZ Regional Benchmark

X

Other D] %

Don't know 11%

angUS & ASSOCIATES Base: Module Sample - NZ Travellers Heard of Central Otago, excl. Residents (n=1,033) 19



ACTIVITIES / EXPERIENGES

Which, if any, of the following activities or experiences do you associate with Central Otago?

Walking & Hiking

Wineries, breweries or distilleries
Scenic Sight-Seeing
Cycling/Mountain Biking
History & Heritage

Nature, Wildlife & Eco-tourism
Restaurants, Cafés & Bars
Family Activities

Fishing or Hunting
Skiing/Snowboarding
Gardens, Parks & Reserves
Adrenaline Activities
Water-based Activities
Colf

Events, Concerts & Festivals
Shopping

Spa & Wellness

Arts & Culture
Maori/Pacific Culture
Volcanic & Geothermal
Casinos/Gambling

None of the above / Don't know

angus & ASSOCIATES

| 51% |
| 41% |
| 40% |
| 38% |

| 38% |

| 38% |

| 36% |

| 30% |

| 30% |

| 27% |

| 25% |

| 24% |

18%

14%

i
9
S

13%

E H
o) O
©

— —

W W

o' (o)

11%

]
[e)

Base: Module Sample (YE Jun 25)- NZ Travellers Heard of Central Otago, excl. Residents (n=2,337)

I:l Central Otago

NZ Regional Benchmark
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ACTIVITIES / EXPERIENGES

Which, if any, of the following activities or experiences do you associate with Central Otago?

YE Jun 23 YE Jun 24 YE Jun 25

Walking & Hiking 47% 53% 51%
Wineries, breweries or distilleries 37% 40% 41%
Scenic Sight-Seeing 36% 40% 40%
Cycling/Mountain Biking 36% 39% 38%
History & Heritage 34% 35% 38%
Nature, Wildlife & Eco-tourism 34% 42% 38%
Restaurants, Cafés & Bars 34% 34% 36%
Family Activities 31% 33% 30%
Fishing or Hunting 27% 31% 30%
Skiing/Snowboarding 21% 24% 27%
Gardens, Parks & Reserves 24% 28% 25%
Adrenaline Activities 23% 24% 24%
Water-based Activities 18% 18% 18%
Golf 15% 14% 15%
Events, Concerts & Festivals 14% 14% 14%
Shopping 14% 14% 13%
Spa & Wellness 11% 12% 13%
Arts & Culture 11% 13% 13%
Maori/Pacific Culture 5% 6% 5%
Volcanic & Geothermal 3% 3% 4%
Casinos/Gambling 49 49 49%
Don’'t know/None of the above 15% 13% 11%
Base: Module sample (n=) 1,808 2,172

angus&ASSOCIAI‘LS 21



DESTINATION APPEAL

How appealing is Central Otago to you as a destination for a short break or holiday? /l -

»

Don’'t know
Central Otago 4%
Total Sample
NZ Regional Benchmark 4%
Don't know
Central Otago 0%
Recent Visitors
NZ Regional Benchmark 0%
B Not very appealing / Not at all appealing B Somewhat appealing W Highly appealing
. . Base: Total Sample - NZ Travellers Heard of Central Otago, excl. Central Otago Residents (n=3,464)
angus QASSOCIATES Recent Visitors - NZ Travellers Visited Central Otago in Past 12 Months (n=239) 22



DESTINATION APPEAL

How appealing is Central Otago to you as a destination for a short break or holiday?

YE Jun 22 YE Jun 23 YE Jun 24 YE Jun 25
Highly Appealing 41% 41% 40% 41%
Somewhat Appealing 39% 39% 41% 41%
Not very Appealing 11% 12% 11% 11%
Not at all Appealing 3% 3% 3%
Don’'t know/NA 6% 5% 5%
rBeas?S:eﬂ;a(rrc]i:?f Central Otago, excluding 3641 3674 3484
YE Jun 22 YE Jun 23 YE Jun 24 YE Jun 25
Highly Appealing 73% 78% 81% 74%
Somewhat Appealing 25% 20% 18% PASY
Not very Appealing 2% 1% 1% 1%
Not at all Appealing 0% 1% 0% 0%
Don't know/NA 0% 0% 0% 0%
357 353 234

Base: Visited Central Otago P12M (n=)

angUS & ASSOCIATES 23



How likely are you to recommend Central Otago as a travel destination to a friend, family member, or colleague? /' -

»
The Net Promoter Score (NPS) is an indicator used globally to measure customer engagement and advocacy, based on the likelihood of a customer to
recommend your product or service (or destination). A positive score means that you have more loyal advocates willing to recommmend your product or
service (promoters) than unhappy critics (detractors). A passive customer is satisfied, but unenthusiastic. A high score of +100 means that every customer is a

promoter, while a low score of -100 means that every customer is a detractor.

Detractors Passives Promoters

0 1 2 3 4 5 6 7 8 9 10

AL R XL RN RN L B

A3
Visited -8
(ever) NPS

Visited +11
(recently) NPS
A / 'V Higher or lower than YE Jun 2024
R . Base: Total Sample - NZ Travellers Visited Central Otago (ever), excl. Central Otago Residents (n=1,843)
angus &ASSOCIATES Recent Visitors - NZ Travellers Visited Central Otago in Past 12 Months (n=239) 24



PROPENSITY TO VISIT

How likely are you to visit Central Otago, for any reason, within the next 12 months?

82%

of NZ travellers intend to
travel domestically in
the next 12 months

(i.e. definitely / probably
will travel around NZ)

angus & ASSOCIATES

340/0 of New Zealand travellers who intend to travel domestically in the next 12

months intend to visit Central Otago

Total

Sample 27% 21% | 13%

M Probably / Definitely will not ~ May or may not M Probably will Il Definitely will

Base: Total Sample - NZ Travellers Intend to Travel Domestically in Next 12 Months Heard of
Central Otago, excl. Central Otago Residents (n=2,863)

YE Jun 22 YE Jun 23 YE Jun 24 YE Jun 25
Definitely will 10% 11% 12% 13%
Probably will 18% 18% 20% 21%
May or may not 26% 28% 28% 27%
Probably / Definitely will not 45% 43% 40% 40%

Base: (n=) 3,533 3,588 2,922

25



How likely are you to visit Central Otago , for any reason, within the next 12 months? -

Total Sample Prospective Total Sample Prospective

Visitors Visitors
Northland 4% 2% V¥ 18-19 years 4% 2% Vv
Auckland 34% 29% ¥ 20-29 years 18% 14% W
Waikato 10% 7% V¥ 30-39 years 17% 19%
Bay of Plenty 6% 2% W 40-49 years 17% 18%
Tairawhiti / Gisborne 0% 1% 50-59 years 17% 17%
Hawke's Bay 4% 2% V¥ 60-69 years 13% 12%
Taranaki 3% 1% W 70+ years 14% 18%
Manawati-Whanganui 5% %
Wellington (& Wairarapa) 11% 7% V¥ My husband, wife or partner 59% 68% A
Tasman 1% 0% My mother and/or father 6% 5%
Nelson 2% 1% My children aged under 5 11% 8% A
Marlborough 1% 1% My children aged 5 to 14 17% 19%
West Coast 0% 1% My children aged 15 or older 14% 14%
Canterbury 13% 22% A Other family/relatives 10% 8%
Otago 5% 16% A Other person(s) 7% 5%
Southland 2% 5% A None of the above - | live alone 16% 11% w
North Island (NET) v
South Island (NET) A

A / V¥ Significantly higher or lower than total sample at 95% confidence

Base: Total Sample - NZ Travellers, excl. Central Otago Residents (n=3,604);

angus QASSOCIATES Prospective Visitors - NZ Travellers ‘Definitely Will’ Visit Central Otago in Next 12 Months (n=370) 26



BARRIERS TO VISITING

You mentioned that you are unlikely to visit Central Otago within the next 12 months. Why is that? -

| have no specific reason to visit

53%
| don't have any connections there 33% |
It's inconvenient to get there 32% |
| don't know enough about what there is to do there 20% |
It has nothing that interests me 19% |
I've been there before 18% |

Accommodation is too expensive 15% |

Activities / attractions are too expensive
It is not for people like me

It's difficult to get around 5%

IIOgLO
S
il I ¥

The climate / weather discourages me from visiting 5%

5

It is too touristy

It's not suitable for younger family

It is too busy / crowded I:l Central Otago

=
<

| am concerned it may not be safe
NZ Regional Benchmark

2
S

Other

angUS & ASSOCIATES Base: Total Sample - NZ Travellers Intend to Travel Domestically in Next 12 Months, Heard of Central Otago but Unlikely to Visit (n=993) 27



CONVERTING AWARENESS TO VISITATION

)'-

CENTRAL OTAGO (YE JUN 2025) NZ REGIONAL BENCHMARK

AWARENESS

Have heard of Central Otago

82%

FAMILIARITY

Have either visited Central Otago or have some
ideas about what there is to do there

APPEAL

Rate Central Otago as a highly appealing
destination

PROPENSITY TO VISIT

Intend to visit Central Otago within next 12
months (probably / definitely will visit)

YE Jun 2022 YE Jun 2023 YE Jun 2024

Awareness 97% 97% 96%

69% 69% 69%
ili i [©) O (o)
Familiarity 67% 529 66% 529 66% 51%
[©) (o) (0)
Appeal 35% 50% 34% 50% 34% 51%

17%

17%

Propensity to Visit 17%

angus & ASSOGIATES 28
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TRAVEL MARKET




CENTRAL OTAGO TOP-OF-MIND PLACES

When you see ‘Central Otago’, which of the following places do you think of?

% mm

YE Jun 2022 YE Jun 2023 YE Jun 2024 YE Jun 2025

Queenstown 25% 27% 28% 32%

Queenstown, and to a lesser Wanaka 11% 12% 119 12%

extent Wanaka and

Arrowtown, continues to be Alexandra 8% 7% 7% 10%

commonly associated with

Central Otago. Arrowtown 8% 7% 7% 10%
Clyde 6% 5% 6% 8%
Cromwell & Bannockburn 7% 6% 6% 8%
Gibbston Valley 5% 5% 4% 6%
Omarama & Twizel 5% 4% 4% 5%
Naseby 4% 3% 3% 5%
Hawea 4% 4% 4% 5%
Ranfurly & Maniototo 3% 3% 3% 4%
Roxburgh & Teviot 5% 3% 3% 4%
Base: Total sample (n=) 3712 3,737 3,636 3,639

angUS & ASSOCIATES 30



TOURISM MARKET SHARE

In the past 12 months, where (if anywhere) have you travelled?

12%

of Australians who

travelled to NZ in the
past 12 months

visited Central Otago

6%

of Australians who
travelled to NZ in the
past 12 months
stayed overnight
in Central Otago

4% Base: Total Sample (YE Jun 25) - AU Travellers Visited NZ in Past 12 Months (n=703)

of Australians surveyed
travelled to NZ AU market share (2022 - 2025)

in the past 12 months

=@=\/isited ==@=Stayed overnight

12%
8%
(o)
C=—= 7% 6%
4% 6%
‘\2% 2%
YE Jun 2022 YE Jun 2023 YE Jun 2024 YE Jun 2025

angUS&Assoczm‘r.s 31



REGENT VISITOR PROFILE

In the past 12 months, where (if anywhere) have you travelled?

% BN

Total Sample Recent Visitors Total Sample Recent Visitors
Australian Capital Territory 2% 4% 18-19 years 3% 4%
New South Wales 31% 33% 20-29 years 17% 27% A
Northern Territory 1% 5% 30-39 years 19% 23%
Queensland 20% 22% 40-49 years 16% 18%
South Australia 7% 2% WV 50-59 years 16% 7% VW
Tasmania 2% 1% 60-69 years 15% 12%
Victoria 26% 27% 70+ years 14% 9%
My husband, wife or partner 60% 61%
My mother and/or father 6% 9%
My children aged under 5 10% 16%
My children aged 5 to 14 20% 34% A
My children aged 15 or older 15% 11%
Other family/relatives 8% 29 VW
Other person(s) 5% 4%
None of the above - | live alone 16% 17%

A / 'V Significantly higher or lower than total sample at 95% confidence

IR Base: Total Sample - AU Travellers (travelled anywhere in past 12 months) (n=3,639)
angus &ASSOCIATES Recent Visitors - AU Travellers Visited Central Otago in Past 12 Months (n=82) 32



FAMILIARITY

How familiar are you with Central Otago as a destination to visit for a short break or holiday?

26%

Familiarity with
Central Otago

M Have visited (ever)
B Have never visited but have some ideas about what you can do there
B Have never visited and don't know much about what you can do there

Have never heard of

NZ Regional
Benchmark

0 of Australian travellers
o 0 have visited Central Otago

angUS & ASSOCIATES Base: Total Sample - AU Travellers (n=3,639)
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What is the first thing that comes to mind when you think about Central Otago? “ -
v

_ excellent
., quietrich industry
fruit ' reen reener -
world-class first sheep unique mIandg Y district

- -
famous cufture SNOW , Natura trgﬁfgegfaeintgr'éas%ng

Walg?/l;?y m O u nta I n S pléusché)preaar;rea magnificent

_ , g&s vineyards PP
landscapes sis rugby Nature Pinot NOIr anading ..

renowne

country Wl n e S bea uty dry regloN migdle orcing
Iand trees
800 na v e NeW Zealand

|andscape SO isit t : vast .
aniesViews reat SC A @\ Lcestunining #re
tourist i 1 o |akeS rivers hiking
holiday winenes lgke ° fun k q .
production gdventure b e a U t I fu food SKIING FUEEEC *Ports
Cromwell . _ gold mining City
scenic lots to see hills farming  dramatic

history ancient  COU ntl’ySide cool

destination

fruit growing wonderful

angUS & ASSOCIATES Base: Module Sample - AU Travellers Heard of Central Otago (n=1,848) 34



POSITIONING

To what extent do you agree or disagree with each of the following statements? “ -
v

A'HOLIDAY IN CENTRAL OTAGO IS AN OPPORTUNITY CENTRAL OTAGO IS AN IDEAL PLACE
T0 SLOW DOWN AND RELAX TO RECONNECT WITH FRIENDS AND FAMILY

Strongly agree I 4% Strongly agree I 19%

I, 50% Somewhat agree  IIIINNENGNGNGNGGNGNGNGNGNGN /6%
Neither agree nor disagree [N 30%

Somewhat agree

Neither agree nor disagree [N 23%

Somewhat disagree 0 2% Somewhat disagree B 3%

Strongly disagree | 1% Strongly disagree B 2%

YE Jun 22 YE Jun 23 YE Jun 24 R{SRSawis) YE Jun 22 YE Jun 23 YE Jun 24 R{SRSIaWwis)

Strongly agree 24% 23% 22% Strongly agree 19% 17% 17%

Somewhat agree 45% 50% 51% Somewhat agree 39% 43% 41%

N.elther agree nor 28% 259 25% Nglther agree nor 259 249 26%

disagree disagree

Somewhat disagree 3% 2% 2% Somewhat disagree 5% 4% 4%

Strongly disagree 1% 1% 1% Strongly disagree 2% 2% 2%

Base: Heard of Central Base: Heard of Central

Otago (n=) 1,023 1,545 2,172 1.848 Otago (n=) 1,023 1,545 2172 1.848

angUS & ASSOCIATES 35



DESTINATION DRIVERS

Why might someone choose to visit Central Otago instead of another New Zealand destination?

Nature / Scenery

W
)
R

Relaxation

N
3
>

Culture & Heritage

N
3
>

Adventure/Outdoor recreation

N
3
>

Discovery / Somewhere hew

N
3
>

Food & Beverage

N
3
=

Friends / Family

Climate / Weather

Personal Interests / Hobbies

Health & Wellness

|
|
Affordability | 15% |
|
|
|

Special Deals / Offers

Shopping

Sustainable travel options 11%

Events / Festivals 11%
Romance
Convenience / Accessibility D Central Otago
Nightlife & Entertainment | 744 NZ Regional Benchmark
|
|

Other

Don't know 17%

angUS & ASSOCIATES Base: Module Sample - AU Travellers Heard of Central Otago (n=1,199) 36



ACTIVITIES / EXPERIENGES

Which, if any, of the following activities or experiences do you associate with Central Otago?

angus & ASSOCIATES

Walking & Hiking

Nature, Wildlife & Eco-tourism
Scenic Sight-Seeing
History & Heritage
Gardens, Parks & Reserves
Family Activities

Wineries, breweries or distilleries
Restaurants, Cafés & Bars
Cycling/Mountain Biking
Maori/Pacific Culture
Fishing or Hunting
Shopping
Skiing/Snowboarding
Water-based Activities
Arts & Culture

Adrenaline Activities
Volcanic & Geothermal
Spa & Wellness

Events, Concerts & Festivals
Golf

Casinos/Gambling

Don't know / None of the above

| 39% |
| 35% |
| 31% |

| 28% |

| 25% |

| 25% |

| 24% |

| 23% |

| 22% |

| 20% |

| 18% |

| 17% |

| 16% |

| 14% |

| 14% |

| 13% |

|

13%

I

I:l Central Otago

I

11%

NZ Regional Benchmark
10%

4%

16% |

Base: Module Sample - AU Travellers Heard of Central Otago (n=1,848)
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ACTIVITIES / EXPERIENGES

Which, if any, of the following activities or experiences do you associate with Central Otago?

YE Jun 23 YE Jun 24 YE Jun 25
Walking & Hiking 33% 39% 39%
Nature, Wildlife & Eco-tourism 32% 35% 35%
Scenic Sight-Seeing 26% 28% 31%
History & Heritage 25% 27% 28%
Gardens, Parks & Reserves 21% 25% 25%
Family Activities 21% 23% 25%
Wineries, breweries or distilleries 20% 23% 24%
Restaurants, Cafés & Bars 21% 23% 23%
Cycling/Mountain Biking 18% 21% 22%
Maori/Pacific Culture 19% 20% 20%
Fishing or Hunting 16% 20% 18%
Shopping 14% 15% 17%
Skiing/Snowboarding 12% 14% 16%
Water-based Activities 11% 13% 14%
Arts & Culture 14% 14% 14%
Adrenaline Activities 13% 15% 13%
Volcanic & Geothermal 12% 12% 13%
Spa & Wellness 12% 13% 12%
Events, Concerts & Festivals 9% 9% 11%
Golf 8% 9% 10%
Casinos/Gambling 5% 5% 49%
Don't know/None of the above 22% 21% 16%

Base: Module sample (n=) 1,545 2,021

angUS & ASSOCIATES 38



DESTINATION APPEAL

How appealing is Central Otago to you as a destination for a short break or holiday?

% mm

Don’'t know
Central Otago 8%
Total Sample
NZ Regional Benchmark 10%
Don't know
Central Otago 2%
Recent Visitors
NZ Regional Benchmark 1%
B Not very appealing / Not at all appealing B Somewhat appealing W Highly appealing
P Base: Total Sample - AU Travellers Heard of Central Otago (n=2,688)
angus QASSOCIATES Recent Visitors - AU Travellers Visited Central Otago in Past 12 Months (n=82) 39



DESTINATION APPEAL

How appealing is Central Otago to you as a destination for a short break or holiday? “ -
v

YE Jun 22 YE Jun 23 YE Jun 24 YE Jun 25
Highly Appealing 36% 38% 40% 41%
Somewhat Appealing 45% 46% 43% 43%
Not very Appealing 6% 6% 6% 6%
Not at all Appealing 2% 1% 1% L
Don’t know/NA 12% 9% 10% 8%
2,390 2,508 2,548

Base: Heard of Central Otago (n=)

40
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NET PROMOTOR SCORE (NPS)

How likely are you to recommend Central Otago as a travel destination to a friend, family member, or colleague?

The Net Promoter Score (NPS) is an indicator used globally to measure customer engagement and advocacy, based on the likelihood of a customer to
recommend your product or service (or destination). A positive score means that you have more loyal advocates willing to recommmend your product or
service (promoters) than unhappy critics (detractors). A passive customer is satisfied, but unenthusiastic. A high score of +100 means that every customer is a
promoter, while a low score of -100 means that every customer is a detractor.

Detractors Passives Promoters
0 1 2 3 4 5 6 7 8 9 10
® ® ® o @ ® ® ® ® ® ®
NZ Regional
Benchmark

A9
Visited +22
(ever) NPS
v3
Visited +43
(recently) NPS

A / 'V Higher or lower than YE Jun 2024

angus & ASSOGIATES Base: Total Sample - AU Travellers Visited Central Otago (ever) (n=701)

Recent Visitors - AU Travellers Visited Central Otago in Past 12 Months (n=82) 4l



PROPENSITY TO VISIT

How likely are you to visit Central Otago, for any reason, within the next 12 months?

1%

of Australian travellers
intend to visit New
Zealand in the next 12
months

(i.e. definitely / probably
will travel to NZ)

angus & ASSOCIATES

680/0 of Australian travellers who intend to visit New Zealand in the next 12

months intend to visit Central Otago

Total

Sample S 25%

M Probably / Definitely will not ~ May or may not M Probably will Il Definitely will

Base: Total Sample - AU Travellers Intend to Visit NZ in Next 12 Months Heard of Central Otago (n=1,293)

YE Jun 22 YE Jun 23 YE Jun 24 YE Jun 25
Definitely will 14% 13% 12% 23%
Probably will 30% 31% 30% 45%
May or may not 43% 42% 43% PASY
Probably / Definitely will not 13% 13% 15% 8%

Base: (n=) n=1,747 n=1,912 n=1,957
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PROSPECTIVE VISITOR PROFILE

How likely are you to visit Central Otago , for any reason, within the next 12 months?

Prospective

Total Sample Visitors

Region of Residence

Australian Capital Territory 2% 6% A
New South Wales 31% 31%
Northern Territory 1% 3% A
Queensland 20% 16%
South Australia 7% 7%
Tasmania 2% 2%
Victoria 26% 27%
Western Australia 10% 8%

A / 'V Significantly higher or lower than total sample at 95% confidence

% mm

Prospective

Total Sample Visitors

Age

18-19 years 3% 1% V¥
20-29 years 17% 25% A
30-39 years 19% 33% A
40-49 years 16% 15%
50-59 years 16% 13%
60-69 years 15% 8% v
70+ years 14% 5% V¥

Household Composition

My husband, wife or partner 60% 64%
My mother and/or father 6% 9%
My children aged under 5 10% 159 A
My children aged 5 to 14 20% 34% A
My children aged 15 or older 15% 13%
Other family/relatives 8% 6%
Other person(s) 5% 1% v
None of the above - | live alone 16% 10% V¥

Base: Total Sample - AU Travellers (n=3,639); 43

angus QASSOCIATES Prospective Visitors - AU Travellers ‘Definitely Will' Visit Central Otago in Next 12 Months (n=304)



BARRIERS TO VISITING

You mentioned that you are unlikely to visit Central Otago within the next 12 months. Why is that?

| have no specific reason to visit | 32%
I've been there before | 25% |
| don't have any connections there | 22% |
It has nothing that interests me | 19% |
It's inconvenient to get there | 15% |

| don't know enough about what there is to do there 11
It is too touristy 10%
It's difficult to get around 0%
It is too busy / crowded
Activities / attractions are too expensive
It is not for people like me
The climate / weather discourages me from visiting
Accommodation is too expensive
| am concerned it may not be safe

I:l Central Otago

It's not suitable for younger family NZ Reqi B h K
egional Benchmar

U-I !
L XN N
= (o)
o S| [=
P

Other

angUS & ASSOCIATES Base: Total Sample - AU Travellers Intend to Travel Domestically in Next 12 Months, Heard of Central Otago but Unlikely to Visit (n=81) 44



CONVERTING AWARENESS TO VISITATION

CENTRAL OTAGO (YE JUN 2025) NZ REGIONAL BENCHMARK

AWARENESS

Have heard of Central Otago

56%
ssb

-’

FAMILIARITY

Have either visited Central Otago or have some
ideas about what there is to do there

APPEAL

Rate Central Otago as a highly appealing
destination

-

PROPENSITY TO VISIT

Intend to visit Central Otago within next 12
months (probably / definitely will visit)

Propensity to Visit 9% 9%

10%

YE Jun 2022 YE Jun 2023 YE Jun 2024
(o) 0, 0,
Awareness 64% 44% 44% 719 44%
ili 1 o) 0, o)
Familiarity o0 51% 54% 20 57%
) O, (o)
Appeal 1= 60% 59% 1696 56%

angus & ASSOGIATES 45



TRAVELLER PERSONAS




PERSONAS DESCRIPTION

BOND WITH OTHERS

Spending quality time
with family, friends or my
partner is a priority for
me. | like to get away
with groups of friends or
with my family to enjoy
activities that we can all
do together.

angus & ASSOCIATES

EXPLORE & DISCOVER

| love travelling to unique
destinations and
discovering unfamiliar
places. | enjoy coming
home with new
knowledge or skills to
share with my family or
friends.

INDULGE

| feel fortunate that |

have the means to travel
when | want to. | enjoy
visiting the more unique
places that people talk

about and experiencing
things that not everyone

gets to do while
travelling.

ESCAPE & RELAX

With my work and other
commitments, it's
difficult to find time to
get away. Travel gives me
a chance to escape from
the routine and
pressures of everyday life
to relax and recharge.

CHALLENGE & ACHIEVE

Holidays are a chance for
me to get outside, get
active and make the
most of the natural
environment. | like to
challenge myself
physically, pushing my
personal limits.




DOMESTIC VS. AUSTRALIAN TRAVELLERS
. — . . )\
Which one of the following best describes you and your views on travel and holidays? l-lv)\‘. -

NEW ZEALAND AUSTRALIA

W Bond with others W Bond with others

W Explore & discover M Explore & discover

M Indulge W Indulge

M Escape & relax M Escape & relax

W Challenge & achieve M Challenge & achieve

Don't know Don't know

YE Jun 22 YE Jun 23 YE Jun 24 R4=RISIaiWis) YE Jun 22 YE Jun 23 YE Jun 24 R4SRS[aWwis)

Bond with others 38% 38% 38% Bond with others 29% 27% 28%
Explore & discover 17% 17% 18% Explore & discover 23% 23% 25%
Indulge 17% 16% 16% Indulge 20% 19% 19%
Escape & relax 13% 14% 13% Escape & relax 10% 12% 12%
Challenge & achieve 9% 8% 9% Challenge & achieve 12% 12% 1%
Don't know 7% 7% 6% Don't know 6% 6% 5%
Base: Total Sample,

3,765 3,806 3.642 Base: Total Sample (n=) 3,712 3,737 3,636

excl. residents (n=)

angus & ASSOCIATES 48



DOMESTIC VS. AUSTRALIAN TRAVELLERS

o
A\
Which one of the following best describes you and your views on travel and holidays? H\‘ -

Bond with others

Explore & discover

Indulge

Escape & relax

Challenge & achieve

Don't know/None of these

NEW ZEALAND

35%
35%

19%
16%

18%
ASY)

13%
9%

9%
10%

6%
5%

W Total sample MW Recent visitors

Base: (YE Jun 25) Total sample, excl. residents (n=3,622);

angus & ASSOCIATES

Visited Central Otago P12M (n=249)

AUSTRALIA

Bond with others 26%
20%
Explore & discover 25%
. 35%
20%
Ll
12%
Escape & relax
: 11%
Challenge & achieve 10%

Don't know/None of these 0%

B Total sample M Recent visitors

Base: (YE Jun 25) Total sample (n=3,639);
Visited Central Otago P12M (n=82)

49



FAMILIARITY & DESTINATION APPEAL

How familiar are you with Central Otago as a destination to visit for a short break or holiday?

How appealing is Central Otago to you as a destination for a short break or holiday?

Bond with  Explore & Indulge Escape & Challenge &

Familiarit . R
amihiarity others discover relax achieve
| have visited Central Otago 36% 34% 42% 30% 33%
| have never visited, but do have some ideas o o o o o
about what you can do there 16% 18% 17% 15% 21%
| have never visited, and don't know much about o o o o o
what you can do there 35% 35% 28% 59% 2l
| have never heard of Central Otago 13% 15% 13% 16% 14%
Base: (YE Jun 25) Total sample, excl. residents (n=) 2,200 1,572 1,373 914 730
Appeal Bond with Ex.plore & Indulge Escape & Challgnge &
others discover relax achieve
Highly appealing 39% 46% 47% 37% 40%
Somewhat appealing 41% 42% 39% 44% 46%
Not very appealing 11% 6% 8% 10% 8%
Not at all appealing 2% 2% 2% 2% 2%
Don't know / NA 7% 4% 4% 7% 5%
Base: (YE Jun 25) Total sample. excl. residents,
1,906 1,338 1,199 765 625

heard of Central Otago (n=)
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POSITIONING

o
A\
To what extent do you agree or disagree with each of the following statements? [ ‘ -
\}

A'HOLIDAY IN CENTRAL OTAGO IS AN OPPORTUNITY TO SLOW DOWN AND RELAX

Bond with Explore & Escape & Challenge &
others discover Indulge relax achieve
Strongly agree 24% 27% 29% 22% 25%
Somewhat agree 49% 49% 51% 49% 55%
Neither agree nor disagree 23% 21% 17% 25% 16%
Somewhat disagree 2% 2% 2% 4% 3%
Strongly disagree 1% 1% 1% 1% 0%
444

Base: (YE Jun 25) Module sample -
Heard of Central Otago, excl. residents (n=) 1.318 890 790 524

CENTRAL OTAGO IS AN IDEAL PLACE T0 RECONNECT WITH FRIENDS AND FAMILY

Bond with Explore & Escape & Challenge &
. Indulge .
others discover relax achieve
Strongly agree 18% 20% 24% 14% 18%
Somewhat agree 41% 45% 43% 41% 52%
Neither agree nor disagree 32% 30% 26% 35% 26%
Somewhat disagree 5% 3% 6% 7% 4%
Strongly disagree 3% 2% 1% 4% 1%

Base: (YE Jun 25) Module sample - 1318 890 790 524 4hls
Heard of Central Otago, excl. residents (n=) ’

angUS & ASSOCIATES 51



ACTIVITIES / EXPERIENGES ASSOGIATED WITH GENTRAL OTAGO

Which, if any, of the following activities or experiences do you associate with Central Otago?

Activities / Experiences Boorli;/:slth deigclz(z)rveef Indulge Escape & relax Chaailfi:s: &
Walking & Hiking 46% 48% 48% 45% 42%
Nature, Wildlife & Eco-tourism 35% 40% 38% 38% 36%
Scenic Sight-Seeing 39% 36% 38% 36% 29%
History & Heritage 35% 37% 33% 32% 31%
Wineries, breweries or distilleries 34% 30% 38% 30% 33%
Cycling/Mountain Biking 32% 30% 31% 31% 31%
Restaurants, Cafés & Bars 34% 30% 29% 27% 26%
Family Activities 31% 29% 27% 27% 26%
Cardens, Parks & Reserves 26% 27% 25% 23% 26%
Fishing or Hunting 25% 27% 26% 23% 22%
Skiing/Snowboarding 23% 24% 21% 25% 21%
Adrenaline Activities 21% 20% 19% 17% 17%
Water-based Activities 18% 16% 18% 15% 14%
Shopping 14% 16% 15% 14% 19%
Arts & Culture 13% 15% 13% 13% 13%
Golf 14% 12% 15% 11% 15%
Events, Concerts & Festivals 13% 13% 14% 13% 13%
Spa & Wellness 13% 13% 13% 11% 15%
Maori/Pacific Culture 10% 14% 13% 11% 16%
Volcanic & Geothermal 6% 10% 9% 5% 10%
Casinos/Gambling 3% 4% 5% 49 6%
Don't know/None of the above 149% 129% 8% 14% 8%
Base: (YE Jun 25) Module sample - heard of 1318 890 790 524 hils

Central Otago, excl. residents (n=)
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o
A\
On a scale of 0 (not at all likely) to 10 (extremely likely), how likely are you to recommend Central Otago as a travel destination h
to a friend, family member, or colleague? \‘
0)

Bond with Explore & Indulae Escape & Challenge & Total
others discover 9 relax achieve Sample

10 (Extremely likely) 22% 24% 26% 20% 23% 23%

9 17% 19% 19% 14% 18% 17%

8 27% 25% 24% 26% 30% 26%

Passive

7 14% 15% 15% 18% 13% 15%

6 6% 8% 5% 8% 5% 6%

5 7% 5% 6% 8% 6% 7%

4 2% 2% 2% 2% 2% 2%

Detractors 3 1% 1% 1% 1% 2% 1%
2 1% 1% 1% 1% 0% 1%

1 1% 0% 0% 0% 0% 0%

0 (Not at all likely) 3% 1% 1% 1% 1% 2%

Base: (YE Jun 25) Visited 791 540 580 274 243 2,544
Central Otago previously (n=) ’
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PROPENSITY TO VISIT CENTRAL OTAGO

How likely are you to visit Central Otago within the next 12 months? (for any reason)

Bond with Explore & Escape & Challenge &

others discover Indulge relax achieve

Definitely will 15% 16% 19% 12% 17%
Probably will 24% 33% 33% 25% 34%
May or may not 25% 27% 23% 29% 29%
Probably will not 12% 6% 7% 11% 4%
Definitely will not 24% 19% 18% 24% 17%
Base: (YE Jun 25) Intend to travel around/to New

Zealand in next 12 months and heard of Central 1.361 852 862 514 429

Otago (n=)
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BARRIERS TO VISITING

You mentioned that you are unlikely to visit Central Otago within the next 12 months. Why is that?

Bond with  Explore & Escape & Challenge &

others discover Indulge relax achieve

| have no specific reason to visit 54% 45% 53% 52% 40%
I've been there before 17% 21% 30% 10% 13%
| don't have any connections there 38% 30% 23% 39% 12%
| don't know enough about what there is to do there 21% 19% 14% 23% 20%
It is too touristy 2% 5% 3% 4% 0%
It is too busy / crowded 2% 3% 2% 1% 3%
| am concerned it may not be safe 2% 2% 2% 0% 0%
Accommodation is too expensive 14% 19% 7% 19% 7%
Activities / attractions are too expensive 9% 10% 3% 12% 4%
It has nothing that interests me 19% 16% 24% 17% 27%
It is not for people like me 8% 7% 9% 8% 4%
It's inconvenient to get there 34% 27% 27% 35% 32%
It's difficult to get around 5% 7% 5% 5% 9%
It's not suitable for younger family 4% 2% 0% 2% 3%
The climate / weather discourages me from visiting 6% 4% 5% 4% 1%
Other 5% 9% 8% 6% 4%
Base: (YE Jun 25) Intend to travel around/to New Zealand

in next 12 months, heard of Central Otago but unlikely to 420 178 187 155 75
visit (n=)

55
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