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The NZME audience
Ioves travel.

Source: NZME TellMe Travel Survey March 2026; *Nielsen CMI Q1 25 - Q4 25 fused Jan 26.
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3.28 million travel intenders engage
with NZME across our unique mix of
digital, print and audio channels.
That's 82% of the New Zealand market
- all in one place.*

Travel is a top priority for Kiwis, with
92% considering it important in their
lives - so we know Kiwis love travel as
much as we do.
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At NZME we provide the information,
inspiration and resources that
resonate with Kiwi travellers driving
consideration, action and adventures.




Travel trends.

An industry overview

The recovery is real - and Kiwis are committed.
Overseas travel in 2025 has reached its highest level in
over a decade, with strong forward momentum.* More
than half of all bookings are already made, and almost
2 in 3 Kiwis heading overseas have already locked in
their holiday for the coming year.

+16%

The industry is backing the category.

Travel advertisers returned with conviction in 2025,
lifting spend +16% YoY on 2024 — reversing two
consecutive years of decline.” This signals that the
industry itself sees sustained demand ahead.
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Confidence is holding, even as conditions shift.
Economic pressures have had limited impact on
travel decisions so far, with the number of Kiwis
reconsidering a travel decision due to high prices
having dropped -6% YoY.
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Watch factors.

Global economic volatility and geopolitical instability
remain variables to monitor. However, the
combination of record travel levels, strong forward
bookings, and renewed advertiser confidence
positions the category well to navigate uncertainty.

Source: NZME TellMe Travel Survey March 2026; *Stats NZ Visitor Arrivals YE December 2025; “Nielsen AlS Travel"Categow 2023, 2024, 2025.




Travel trends.

What we are seeing
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Travel intent is increasing - with Kiwis are spending more on Al is becoming increasingly

94% of Kiwis intending to travel travel and going for longer. important for Kiwis in their travel
in the next year. Overseas spend has increased planning & inspiration.

The number of overseas trips +3% and trip length by +12%. The use of Al in travel planning
planned has grown slightly and Domestically, spend has has increased +190% in the last
the number of domestic trips increased +6% with trips on year - with over half of Kiwis now

has stayed the same. average being +22% longer.

®

using it in this way.

+

+29% more Kiwis are travelling Wellness travel has increased Value in travel for Kiwis is defined
for events than in 2024 - +67% YoY as more Kiwis seek less by price and more by the
including milestones such as relaxation as the core part of quality of the overall experience.
birthdays/anniversaries, cultural their holidays.

events, festivals, music, and
sporting events.
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Source: NZME TellMe Travel Survey March 2026.



Overseas travel by Kiwis has reached
its highest level in more than a decade.

International arrivals - year ended April
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There have been more than 3.1 million
overseas arrivals by NZ residents in the
year ended December 2025, +3.7% YoY.

The domestic travel industry has also
seen continued growth, with overseas
visitor arrivals +5.9% YoY, 90% of
December 2019 year-end levels.



Travel advertisers return in 2025.

Category spend grew +16% YoY to almost $300M,
after two years of slight decline, suggesting renewed

confidence from travel brands

Advertising spend within
the Travel category (rate card)
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Travel category advertisers spent almost
$300 million rate card on advertising in
2025, which was a significant increase
+16.2% (or +$41.8 million) on 2024.

Travel category spend in 2025:
32% on outdoor platforms

20% on TV

18% online
(including display and social platforms)

15% on radio

13% in print

(including newspaper and magazine)

2023 -11% Yoy

2024 ) -1.2% YoY
2025 +16.2% YOoY NZME.
Tellm

B8 &



International Tourism

Travel Agents

Rental Cars

Source: Nielsen AlS Travel Category 2024 vs 2025




I @
he travel OI ) Onu n I Timing is crucial - brands need to engage early in the consumer journey.
I] ®  With more than half of Kiwi travellers having already booked their

holidays for the next year - we're seeing earlier planning cycles.

International travellers Domestic travellers

2 million + & 3.4 million +

Kiwis plan to travel > 3 35% haven't Kiwis plan to travel : 48%have a domestic
overseas in the next year* booked yet domestically in the next year* ' holiday booked

$9,530 S $2,030

y

average spend per average spend per
overseas trip (+3% YoY) : domestic trip (+6% YoY)

65% have an overseas = % 2 52% haven't
holiday booked - ( booked yet

Source: NZME TellMe Travel Survey March 2026; *Nielsen CMI Q125 - Q4 25 fused Jan 26 I



Relaxation and
esca plsm awa ItSO y & Relaxation is the top wellness driver

We"neSS tl’ipS have grown - 76% of Kiwis prioritise relaxation experiences, such

as reading and unwinding when taking wellness-

+67% YoY as Kiwi travellers W focused trps.
prlorltlse themselves , i ‘ K | V. The rise of ‘readaways’ and quiet retreats reflects a

growing desire to slow down and disconnect.

& Solo travel is enabling these experiences

Solo travel has grown +21% YoY and these travellers
are more likely to be taking wellness focused trips
as they seek time to recharge, reflect and focus on
personal wellbeing.

’ Other wellness experiences Kiwis are
seeking include:

« Nature immersion (hiking, forest bathing) -
particularly popular with Independent Travellers

« Spa treatments & massages

» Healthy food-focused
travel experiences

Source: NZME TellMe Travel Survey March 2026.



From concerts to
celebratlo .

Events Kiwis are travelling for:

Birthday/anniversary events

Music (concerts/gigs)
- Independent Travellers are much more likely,
+57% to be travelling for concerts/gigs

Cultural events (e.g. exhibitions, performances)
Weddings

Source: NZME TellMe Travel Survey March 2026.

« Festivals (arts, food & drink, cultural festivals)
- People travelling with friends, families
and Mature Travellers are more likely to
be heading to festivals

» Sporting events
- Families are +73% more likely to be
travelling for sporting events

a Event travel is increasing

Event-related travel has grown +29% YoY, with
more Kiwis travelling specifically for events
such as FIFA World Cup, concerts, World
Athletics etc.

Those travelling with friends are more event-
driven and Independent Travellers (18-34s) are
+69% more likely to travel for events.

ss¢  Milestone moments are
waw also driving trips

21% of Kiwis are travelling for milestone events
such as birthdays, anniversaries or weddings.

Independent Travellers are also +38% more likely
to travel to celebrate milestones.

NZME.
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Thereal value
in travel isn't the
cheapest deal.

Kiwis want meaningful, comfortable s
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and enriching experiences - not just
the lowest price
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What ‘value’ in travel really means to Kiwis:

» Creating lasting memories + Experiences that feel personally
« Quality accommodation, food meaningful and enriching
and experiences « Comfort, ease and convenience

while traveling

How ‘value’ in travel varies by life stage:

Independent Travellers Family Travellers
Value meaningful, enriching experiences Value flexibility and the ability
and creating lasting memories to travel more often

Mature Travellers
Value comfort, ease & a stress-free
experience

Source: NZME TellMe Travel Survey March 2026.




It starts with the destination.

Win the destination, win the trip. Whoever captures
attention first through destination can shape the entire
travel journey, from activities to where people stay.

Almost 6 in 10 Kiwis start their travel plans with

a destination in mind.

0

Some plan their travel based on
inspiration from trusted sources.

Almost 1in 5 begin with inspiration
from friends, family or online
recommendations, helping them
discover destinations they may not
have previously been aware of or
considered.

Source: NZME TellMe Travel Survey March 2026.

Travel planning for Kiwis rarely
starts with a ‘vibe’.

Only 7% of Kiwis begin their travel
planning with a general feeling or

mood rather than a specific place.

L

Independent Travellers take a
more flexible approach.

Independent Travellers are +41%
more likely to start planning from
inspiration sources.

They are also +19% more likely to
begin with a ‘vibe’ when deciding
where to travel.
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Kiwis are investing more in travel.

Travellers are spending more and staying longer with domestic spend +6% YoY
and international spend +3%, driven by longer and higher-value trips

Domestic travel (average spend)

$2,030

+6% YoY

Domestic travel spending

26% 22
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Source: NZME TellMe Travel Survey March 2026.
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International travel (average spend)

$9,530

+3% YoY
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Where travel :
I nspl rat|0n beg I nS. : | QU Wheretravellers are morelkely to

be seeking travel inspiration from
Al is playing an increasingly important role in
travel planning and inspiration, especially among Ay Independent Travellers
the Independent and Family Travellers. T + Influencers (social or media personalities)

- Audio (radio + podcasts)

Social media
Al
Online video

Family Travellers

% v
% » Online video
: o Al
f Mature Travellers

 Print (newspaper + magazines)
» Tourism operators
- Travel websites

@o Social media influence largely flat YoY

. " e Independent Travellers are more likely
Travel websites eateen using TikTok while Mature Travellers are

Friends & family

still using Facebook.

I [ 3.
2 Oniine search JERNS

Source: NZME TellMe Travel Survey March 2026.




The Al travel
planning assistant.

Kiwis are turning to Al to research destinations, compare options
and discover experiences, +190% in just a year.

Al part of the planning process
More than 50% of Kiwis use Al when
planning or thinking about travel.

80% of Kiwis largely trust the travel
information Al provides.

How Kiwis are using Al

« Researching destinations

« Finding activities or experiences

« Comparing travel options or prices
« Creating itineraries

@© Howlongdoesittaketoget X  +
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% google.com/search?q=How-+long+does+it+take+to+get+a+UK+visa&riz=1C5GCCM_enNZ1098NZ1098&0q=How+long+doe... ¥r

Go gle How long does it take to get a UK visa

Al News

4 AlOverview

Most UK visa applications made from outside the UK are decided within 3 weeks (15
working days) after submitting biometric data at a visa application centre. Priority
services can reduce this to 5 working days, while some applications may take up to 12
weeks. @ GOv.UK «4

Key Processing Times (Outside UK)

+ Standard Visit Visa: Usually 3 weeks

Get a faster decision on your visa or settlement 3

GOV.UK

Using the 'priority servi

means you'll u

within § working days, or 30 working days

@ Govuk

Apply for the Global Talent visa : Apply from
outside the UK - GOV.UK
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Where should | go that is close
to NZ but Maldives type
resorts?

If you're chasing that Maldives | overwater
bungalow / crystal lagoon vibe but don't
want a brutal long-haul, you're actually in one
of the best positions in the world. The South
Pacific has a few spots that get very close —
some are 3-5 hours away.

20%

Conversely, 20% say
it's not influencing their 7 —
travel decisions at all

30%

use it as a starting
point when
planning a trip

34%

say it helps to
narrow options

* Work & Student Visas: Typically 3 weeks.

Here's how I'd think about it, based on
proximity vs “Maldives feel",

Closest “Maldives-style” (3-5
hours)

@& Cook Islands (Aitutaki specifically)

Human input still matters

Top concerns when planning using Al:

« Information accuracy

« Preference for human
recommendations

« Prices or deals being outdated
» Privacy and data concerns

Source: NZME TellMe Travel Survey March 2026.

Looking ahead

More than 60% of Kiwis expect their use
of Al in travel planning to stay the same
or increase in the next year.

GOV.UK

hittps:/fwww.gov.uk

Closest true Maldives alternative
« Flight: ~4 hours from Auckland
« Why it works:

v
+ Aitutaki lagoon =, _.iuinely Maldives-leve!







