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Travel lovers
love NZME travel.

Understanding and inspiring Kiwi travellers

Source: *Nielsen CMI Q2 24 - Q1 25 fused Apr'25; NZME Travel Survey Wave 6 April 2025
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Almost 3.2 million travel
intenders* engage with NZME
across our unique mix of digital,
print and audio channels.

Almost 9 in 10 New Zealanders
place a significant importance

on travel so we know that Kiwis
love travel as much as we do.

At NZME we provide the information,
inspiration and resources that resonate
with Kiwi travellers driving consideration,
action, and adventures.



Travel trends.

An industry overview

Travel continues to be
a top priority for Kiwis.

.
Official travel levels remain just shy of pre-2020 figures, likely impacted
by the on-going cost of living pressures and global uncertainty. _
Almost half of Kiwi travellers (45%) have reconsidered a travel decision R0
due to high prices in the last year.” £ ‘
+11%

_ = Travelling Kiwis are showing Travel advertisers are off to a

/ strong intent, with those strong start in 2025, showing :

/_J who've already planned and confidence in the market, with 3

P\ booked trips for the next year spend up +11% from January to

a— up +50% YOY.* June compared to the same

period last year.+

Source:*Stats NZ Visitor Arrivals; * NZME TellMe Travel Survey June 2025; +Nielsen AIS Travel Category



Travel trends.

What we are seeing

9 in 10 Kiwis intend to travel in
the next year.”

Domestic travel interest grows
as overseas plans ease slightly.

Solo travel is booming reflecting
global trends, up +12% YoY*,
especially among women and
independent travellers aged
18-34.

More than half of solo travellers
are considering a cruise.”

-~

Domestic travel interest is being
driven by domestic migration,
particularly south, to Christchurch.*

Visiting family has become an
increasingly common reason for
travel, growing by +16% YoY."

B

Wellness travel is up +3% YoY”, as
more Kiwis prioritise self-care, rest
and relaxation.

From spa treatments to massages,
this trend mirrors international
patterns, particularly among
independent travellers aged 18-34.

Source:*Stats NZ — New Zealanders on the move June 2025; * NZME TellMe Travel Survey June 2025

While Kiwis are making fewer
overseas trips, they're travelling
for longer and spending more -
with the average overseas spend
up +15% YoY.n




The travel comeback continues.

The number of Kiwis travelling is almost back to pre-Covid levels

International arrivals - year ended April
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There have been over 3 million overseas
arrivals into NZ by residents in the year
ended April 2025 up +4.9% YoY.

The domestic travel industry has also seen
the number of visitors increase +5.5%, now
at 86% of year ended April 2019 levels.



Travel advertisers start strong in 2025.

Ad spend among travel advertisers in the first half of this

year is up +11%, compared to the same period in 2024

Advertising spend within
the Travel category (ratecard)
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Travel category advertisers spent over
$257 million rate card on advertising in
2024, which was a -1.7% (or $4.5 million)
decrease on 2023 spend.
Travel category spend in 2024:

2 33% on outdoor platforms

C$ 17%onTV

B® 17% on radio

@ 17% online

(including display and social platforms)

2022 | +32.1% YOY

2623 -07% Yoy

2024 1.7%YOY  NzZME.
TeIIIE



The travel opportunity.

Half of Kiwi travellers are still in the market for their next holiday. With growing
confidence, many are locking in plans earlier, driven by a desire to maximise value.

Timing matters - brands
must be top of mind early
in the journey.

Domestic travellers

Nearly 2 million Kiwis plan to travel overseas in the next year* « More than 3.3 million Kiwis plan to travel domestically

Avg. spend: $10,602 per overseas trip (+15%) MRSl

+ Avg. spend: $2,170 per domestic trip (-7%)

+ 36% haven't booked yet
+ Kiwis are elevating their travel, with 1in 4 planning to fly > Sl T susleRliE
premium or business class « Over 55 are leading the way in exploring NZ's hidden NZME
gems, choosing to holiday beyond main regions Te I

Source: NZME TellMe Travel Survey June 2025; *Nielsen CMI Q2 24 - Q1 25



Kiwis continue to invest in travel.

Overseas travellers stayed longer and spent more, while shorter

domestic trips led to lower average spending

Domestic travel (average spend)

$2170

-7% on last year

Domestic travel spending trends
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International travel (average spend)

$10,602

+15% on last year

Overseas travel spending trends
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Kiwi travellers love a good deal.

Most identify as value travellers - seeking quality
experiences that deliver more for less

Our top three strategies for feeling like true ‘value travellers’ include:

® "

Booking flights & Travelling during Staying in self-contained
accommodation well off-peak seasons accommodation to save
in advance (88%) (58%) on food costs (49%)

Value is an individual perception and can cover all budget
levels. New Zealand travellers want “value” and don’t want
to feel ripped off, so suppliers will need to be careful

they don’t step over the line and lose credibility with their
customers by overpricing their product and/or service. We
are already seeing a small percentage of customers
saying, “you know what, I'm not paying that, and I’ll go or
do something else”, and fair enough, too

/[ >
traveller

Spontaneous traveller Research

Deciding activities on the day Live like a local Rick Felderhof - Managing director of Our World Ltd

Source: NZME TellMe Travel Survey Wave 6 June 2025



Getting there.

Kiwis are favouring booking direct
with price as the key driver

Price is the number one factor for Kiwis when booking flights, as they
actively seek out the best deal.

For travelling families, directness (no or limited stopovers) is the next
most important factor. Mature and independent travellers place less
emphasis on this, instead prioritising the airline and flight times.

Premiumisation - more demand for premium cabins*

While the majority of Kiwis (63%) will be flying economy on their
next trip, 27% are planning to travel Economy Plus or Premium
Economy, and 1in 10 intend to fly Business or First Class.

Mature travellers are more inclined to splash out for Premium
Economy & Business.

Source: NZME TellMe Travel Survey June 2025; *Alexandra O’Connor - Qantas Regional Manager NZ & Pacific Islands

How we're booking:

« 60% book flights direct with airline

« 23% book flights through a travel agent

(mature travellers more likely)

+ 12% book flights through a booking site

‘ The top flight booking sites
(for those not booking direct):

e

webjet.com.au

2

2 Expedia

3

Erivago



Planning where to stay.

Kiwis are clicking their way to the
perfect holiday spot

ﬁ How we're booking:

+ 41% are using booking sites when
booking their travel accommodation

+ 31% book direct with the
accommodation provider

+ 21% book through a travel agent
(mature travelers more likely)

Q For those using booking sites:

1 2 3
Bookingcom  /o\ airbnb 7 Expedia

Location & accessibility are the most important factors for Kiwis
when booking their holiday accommodation. (75%) (39%) (29%)
Followed by guest reviews, ratings and free cancellation.
The fact that free cancellation is so important when booking
accommodation reflects the ongoing uncertainty many Kiwis
are feeling about travel.

NZME.

Source: NZME TellMe Travel Survey June 2025







