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BACKGROUND & RESEARCH APPROACH

MARKET PERCEPTIONS: ROTORUA

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 presents data between July 2024 - June 2025, with some longitudinal references back to 2017.

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, Central Otago, Queenstown, and Rotorua.

For more information about this research please contact:

Destination Rotorua Angus & Associates
Justin Kimberley (04) 499 2212

Justin.Kimberley@rotoruaNZ.com marketperceptions@angusassociates.co.nz
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ROTORUA INSIGHTS: YEAR ENDING JUNE 2025 }
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Familiarity:
Most New Zealand travellers (84%) have visited Rotorua at least once,
and a further 9% have not visited but are aware of what the region

offers.

Market Penetration:

In the past 12 months, 71% of New Zealanders have travelled
domestically, with 17% visiting Rotorua. Market penetration is consistent
with recent years but remains below pre-COVID levels (26-27% from
2017 to 2020).

Visitor Profile:

Rotorua attracts a wide range of domestic travellers but over-indexes
among 30-39-year-olds and families with primary school-aged children
compared to the broader domestic market. Auckland is a key source
market, along with the wider Waikato and Bay of Plenty regions.

Associations:

Rotorua’s geothermal activity and distinctive sulphur smell remain top-
of-mind for domestic travellers. The region continues to dominate
associations with volcanic landscapes and Maori culture, both strong,
unique differentiators. Rotorua is rated just ahead of Queenstown as a
top destination for mountain biking. It also ranks higher than Tauranga
and Northland as a family holiday destination, though slightly below

Taupo and Queenstown.
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Net Promoter Score (NPS):
Rotorua’s NPS among domestic visitors is -15, slightly below the

regional benchmark of -8.

Intention to Visit:

While market penetration has declined compared to pre-COVID levels,
intention to visit has remained stable over the past seven years,
suggesting that interest in visiting Rotorua remains strong, but fewer

people are following through with actual travel.

Barriers to Visitation:

The main barriers to visiting Rotorua are a lack of a compelling reason
to visit and having already been there. The latter is notably higher than
the regional benchmark, suggesting many potential visitors feel they
have "done" the destination and see little reason to return. Despite this,
two thirds of recent visitors intend to return within the next 12 months.

This figure has remained consistently high over the past seven years.



ROTORUA INSIGHTS: YEAR ENDING JUNE 2025

Familiarity:

More than half of Australian travellers (57%) are familiar with Rotorua,
either through having visited or a general awareness of things to do
there. This level of familiarity is significantly higher than the New
Zealand regional benchmark of 41%.

Market Penetration:

One in four Australians who travelled to NewZealand in the past 12
months visited Rotorua (24%). Of those who visited Rotorua, 63% stayed
overnight, while the remaining 37% were day trippers.

Visitor Profile:

Similar to the domestic market, Rotorua attracts a higher proportion of
Australian visitors aged 20 to 49, particularly families with primary
school-aged children, compared to the broader Australian visitor
market. In contrast, visitors aged 60 and over are underrepresented.

Associations:

Perceptions of Rotorua among Australian travellers are broadly aligned
with those of the domestic market. The region is well established and
recognised for its geothermal and volcanic activity, as well as its Maori
cultural experiences. However, it is not as strongly associated with
mountain biking as Queenstown.
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Net Promoter Score (NPS):

Australians who have visited Rotorua tend to be strong advocates for
the region. Its Net Promoter Score (NPS) among Australian visitors is
+28, slightly above the New Zealand regional benchmark of +22.

Intention to Visit:

Intention to visit has remained steady in recent years. Among
Australians planning a trip to New Zealand in the next 12 months, 65%
intend to visit Rotorua.

Barriers to Visitation:

The main barrier for Australian visitors is having already been to Rotorua
(49%, compared to the regional benchmark of 24%), suggesting that
encouraging repeat visitation may be a challenge in this market.






ROTORUA SNAPSHOT: YEAR ENDING JUNE 2025

11%

of New Zealanders
travelled domestically
in the past 12 months

17%

of New Zealanders
who travelled
domestically in the
past 12 months
visited Rotorua
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New Zealand travellers associate Rotorua with...
. Volcanic & Geothermal (72%)
E Maori/Pacific Culture (63%)

@ Scenic Sightseeing (47%)
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AWARENESS

Have heard of Rotorua

FAMILIARITY

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

APPEAL

Rate Rotorua as a highly appealing destination

PROPENSITY TO VISIT

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

04%

of New Zealanders
consider Rotorua as
a good place to take
the family on holiday,




ROTORUA SNAPSHOT: YEAR ENDING JUNE 2025

ROTORUA

14%

of Australians surveyed
travelled to NZ
in the past 12 months

85%
67% )
“530/0 )

wm

Australian travellers associate Rotorua with...

Volcanic & Geothermal (48%)

24%

of Australians who
travelled to NZ in
the past 12 months
visited Rotorua

Maori/Pacific Culture (41%)

Walking & Hiking (37%)

0%

Nature, Wildlife & Eco-tourism (37%)

History & Heritage (36%)
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AWARENESS

Have heard of Rotorua

FAMILIARITY

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

APPEAL

Rate Rotorua as a highly appealing destination

PROPENSITY TO VISIT

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

2%

of Australians
surveyed consider
Rotorua as a good
place to take the
family on holiday
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MARKET PENETRATION

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

17%

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

11%

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

1 % Base: Total Sample (YE Jun 25) - NZ Domestic Travellers (travelled within NZ in past 12 months), excl. Rotorua Residents (n=3,229)

of New Zealanders
travelled domestically Market Penetration (2017 - 2025)

in the past 12 months

=—g=\/isited ==@==Stayed overnight

27% 27% 26%

17%

11%

YEJun17 YEJun18 YEJun19 YEJun20 YE Jun2] YE Jun 22 YE Jun 23 YE Jun 24  YE Jun 25

angus & ASSOCIATES 1



REGENT VISITOR PROFILE

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

Total Sample Recent Visitors

Region of Residence

Northland 4% 4%
Auckland 34% 37%
Waikato 10% 17% A
Bay of Plenty 5% 12% A
Tairawhiti / Gisborne 0% 0%
Hawke's Bay 4% 6%
Taranaki 3% 3%
Manawatt-Whanganui 5% 5%
Wellington (& Wairarapa) 11% 10%
Tasman 1% 0%
Nelson 2% % V¥
Marlborough 1% 0%
West Coast 0% 0%
Canterbury 13% 4% V
Otago 5% 2% V¥
Southland 2% 1%

North Island (NET)

South Island (NET)

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

18-19 years
20-29 years
30-39 years
40-49 years
50-59 years
60-69 years
70+ years

Household Composition

My husband, wife or partner

My mother and/or father
My children aged under 5
My children aged 5 to 14

My children aged 15 or older

Other family/relatives

Other person(s)

None of the above - | live alone

Total Sample

4%
18%
17%
17%
17%
14%
14%

59%
6%
11%
18%
14%
9%
7%
16%

Recent Visitors

3%
19%
21% A
18%
18%
11%
11%

<4 <

66% A
6%
12%
25% A
16%
10%
6%
10% V¥

Base: Total Sample - NZ Travellers (travelled anywhere in past 12 months), excl. Rotorua Residents (n=3,584%) 12

Recent Visitors - NZ Travellers Visited Rotorua in Past 12 Months (n=551)



FAMILIARITY

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

Familiarity with

Rotorua

5%

NZ Regional
Benchmark
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0 of New Zealand travellers
4 /0 have visited Rotorua (ever)

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

Base: Total Sample - NZ Travellers, excl. Rotorua Residents (n=3,584) 13



TOP-OF-MIND ASSOCIATIONS }

What is the first thing that comes to mind when you think about Rotorua? l
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angUS & ASSOCIATES Base: Module Sample - NZ Travellers Heard of Rotorua, excl. Residents (n=2,201)

14



POSITIONING

Which, if any, of the following destinations is..?

(JAN-MAR 2025)

A TOP MOUNTAIN BIKING DESTINATION

JAN-MAR 2024

Rotorua I :0% 38%
Queenstown NG 559 37%
Taupo NN 5% 28%
Northland | °% 9%
Tauranga [ °% 7%

(APR-JUN 2025)

A GOOD PLACE TO TAKE THE FAMILY ON HOLIDAY

APR-JUN 2024
]
Queenstown 61% 63%

o |
Taupo 57% 62%

|
Rotorua 54% 559

Tauranga NG 1%

43%

|
Northland 41% 379
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(JUL-SEP 2024)

A PLACE YOU CAN RELAX AND UNWIND

JUL-SEP 2023

Taupo I Sco 59%
Queenstown [IIINENENEGNGEGEGNENNENNNNNNN -0 54%
Northland [N % 42%
Tauranga NG 0% 39%
Rotorua [INNINENEGEGEEE :0% 43%

(OCT-DEC 2024)

A PLACE TO EXPERIENCE AUTHENTIC MAORI CULTURE

OCT-DEC 2023

Rotorua I /9% 77%
Northland N =:% 34%
Taupos I :1% 32%
Tauranga M 14% 14%
Queenstown W 4% 5%

Base: Module sample - heard of Rotorua, excluding residents (n=543-553) 15




DESTINATION DRIVERS

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

| 50% |

Culture & Heritage

~
2
N

Nature / Scenery

~
S
X

Adventure / Outdoor recreation

W
)
>

Relaxation

N
9
>

Friends / Family

Discovery / Somewhere hew

N
2
>

Health & Wellness

Personal Interests / Hobbies

Affordability

Events / Festivals

Special Deals / Offers

Food & Beverage

Climate / Weather

Convenience / Accessibility

Shopping 11%
Sustainable travel options

Romance I:l Rotorua
Nightlife & Entertainment NZ Regional Benchmark

Other Ij%

Don't know

angUS & ASSOCIATES Base: Module Sample - NZ Travellers Heard of Rotorua, excl. Residents (n=1,033) 16



ACTIVITIES / EXPERIENGES

Which, if any, of the following activities or experiences do you associate with Rotorua? -

Volcanic & Geothermal

72% |

Maori/Pacific Culture 63% |

Scenic Sight-Seeing 47% |

45% |

History & Heritage

Spa & Wellness 44% |
43% |
37% |
36% |
35% |
33% |
30% |
30% |
29% |
21% |
Water-based Activities 18%

Family Activities

Nature, Wildlife & Eco-tourism

Walking & Hiking

Cardens, Parks & Reserves

Restaurants, Cafés & Bars

Arts & Culture

Adrenaline Activities

Cycling/Mountain Biking

Fishing or Hunting

Shopping 15%
Events, Concerts & Festivals 14%

Colf

I:l Rotorua

NZ Regional Benchmark

Wineries, breweries or distilleries

.
O
O

Casinos/Gambling

|
:

Skiing/Snowboarding

g

None of the above / Don't know

|
X

angUS & ASSOCIATES Base: Module Sample (YE Jun 25)- NZ Travellers Heard of Rotorua, excl. Residents (n=2,201) 17



ACTIVITIES / EXPERIENGES

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

YE Jun 2021 YE Jun 2022 YE Jun 2023 YE Jun 2024 YE Jun 2025
Volcanic & Geothermal 70% 73% 71% 70% 72%
Maori / Pacific Culture 66% 64% 62% 63% 63%
Scenic Sight-Seeing 56% 52% 50% 48% 47%
History & Heritage 52% 47% 51% 48% 45%
Spa & Wellness 49% 47% 47% 46% 44%
Family Activities 48% 47% 45% 47% 43%
Nature, Wildlife & Eco-tourism 45% 38% 39% 38% 37%
Walking & Hiking 41% 38% 40% 41% 36%
Gardens, Parks & Reserves 39% 37% 36% 35% 35%
Restaurants, Cafés & Bars 39% 36% 37% 35% 33%
Arts & Culture 40% 35% 35% 32% 30%
Adrenaline Activities 35% 31% 31% 30% 30%
Cycling / Mountain Biking 35% 32% 31% 31% 29%
Fishing or Hunting* - - 22% 22% 21%
Water-based Activities 24% 20% 21% 19% 18%
Shopping 18% 16% 17% 17% 15%
Events, Concerts & Festivals 169 15% 15% 14% 14%
Golf* - - 12% 11% 9%
Wineries, breweries or distilleries* - = 5% 4% 5%
Casinos / Gambling 5% 4% 4% 4% 3%
Skiing / Snowboarding 4% 3% 3% 3% 3%
Don't know/None of the above 4% 2% 3% 3% 2%

Base: Module sample (n=) 2,482 1,158 1,807 2,171 2,201

angUS & ASSOCIATES *Answer choices changed in Q3 2022 18




DESTINATION APPEAL

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

Rotorua

Total Sample

NZ Regional Benchmark

Rotorua

Recent Visitors

NZ Regional Benchmark

B Not very appealing / Not at all appealing

angus & ASSOCIATES

,)-

Don't know

1%

4%
Don't know

0%

0%

B Somewhat appealing W Highly appealing

Base: Total Sample - NZ Travellers Heard of Rotorua, excl. Rotorua Residents (n=3,549)

Recent Visitors - NZ Travellers Visited Rotorua in Past 12 Months (n=551) 19



DESTINATION APPEAL

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

YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun
2019 2020 2021 2022 2023 2024
Highly Appealing 40% 38% 37% 39% 34% 36%
Somewhat Appealing 44% 44% 43% 42% 42% 40%
Not very Appealing 12% 13% 13% 13% 17% 17%
Not at all Appealing 3% 3% 4% 5% 6% 7%
Don't know/NA 1% 2% 2% 1% 1% 1%
Base: Heard of Rotorua, excluding residents 24417 2.450 2.457 3.689 3,727 3570
YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun
2019 2020 2021 2022 2023 2024
Highly Appealing 57% 54% 50% 57% 54% 53%
Somewhat Appealing 33% 38% 38% 35% 36% 35%
Not very Appealing 7% 5% 10% 6% 8% 9%
Not at all Appealing 2% 1% 2% 1% 2% 3%
Don't know/NA 1% 1% 0% 0% 0% 0%
Base: Visited Rotorua P12M 592 572 542 690 639 571

20
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How likely are you to recommend Rotorua as a travel destination to a friend, family memiber, 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 recommend 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

AR L XR L KER NN,

NZ Regional
Benchmark
Visited -8
(ever) NPS
isi +11
Visited 8%
(recently) NPS
. . Base: Total Sample - NZ Travellers Visited Rotorua (ever), excl. Rotorua Residents (n=3,001)
angus QASSOCIATES Recent Visitors - NZ Travellers Visited Rotorua in Past 12 Months (n=551) 21



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

»

370/0 of New Zealanders who intend to travel domestically in the next 12 months are likely to visit Rotorua

YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun

2019 2020 2021 2022 2023 2024

Definitely will 14% 14% 13% 12% 11% 14%
Probably will 22% 23% 22% 23% 24% 23%
May or may not 29% 29% 30% 28% 26% 24%
Probably will not 11% 11% 10% 24% 24% 24%
Definitely will not 24% 24% 24% 14% 15% 15%
Base: Total Sample (n=) 2109 2136 2145 3134 3218 2975

82%

of NZ travellers intend to
travel domestically in the

690/0 of recent domestic visitors to Rotorua intend to return within the next 12 months

next 12 months YE Jun YE Jun YE Jun YE Jun YE Jun YE Jun

. . . 2019 2020 2021 2022 2023 2024

(i.e. definitely / probably

will travel around NZ) Definitely will 31% 32% 32% 31% 30% 35%
Probably will 35% 35% 33% 35% 38% 39%

May or may not 23% 20% 23% 23% 22% 16%

Probably will not 3% 3% 3% 8% 8% 7%

Definitely will not 9% 10% 9% 2% 3% 4%

Base: Recent Visitors (n=) 560 533 494 626 590 535

ANOUS & rss001ATES Base: Total Sample - NZ Travellers Intend to Travel Domestically in Next 12 Months Heard of Rotorua, excl. Residents 22
g §ASSOCIATES Recent Visitors - NZ Travellers Visited Rotorua in Past 12 Months



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

Prospective

Prospective

Total Sample Total Sample

Visitors Visitors

Northland 4% 3% 18-19 years 4% 1% V¥
Auckland 34% 42% A 20-29 years 18% 19%
Waikato 10% 16% A 30-39 years 17% 23% A
Bay of Plenty 5% 8% A 40-49 years 17% 22% A
Tairawhiti / Gisborne 0% 1% A 50-59 years 17% 16%
Hawke's Bay 4% 6% 60-69 years 14% 9% V¥
Taranaki 3% 2% 70+ years 14% 11%
Wellington (& Wairarapa) 11% 9% My husband, wife or partner 59% 65% A
Tasman 1% 0% VvV My mother and/or father 6% 5%
Nelson 2% 1% My children aged under 5 11% 13%
Marlborough 1% 1% My children aged 5 to 14 18% 20% A
West Coast 0% 0% My children aged 15 or older 14% 19% A
Canterbury 13% 5% V¥ Other family/relatives 9% 10%
Otago 5% 2% VW Other person(s) 7% 5%
Southland 2% 0% V None of the above - | live alone 16% 7% VW
North Island (NET) A

South Island (NET) v

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

Base: Total Sample - NZ Travellers, excl. Rotorua Residents (n=3,584);

angus QASSOCIATES Prospective Visitors - NZ Travellers ‘Definitely Will" Visit Rotorua in Next 12 Months (n=372) 25



BARRIERS TO VISITING

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

| have no specific reason to visit

52% |

I've been there before

49% |

| don't have any connections there | 27% |
It has nothing that interests me | 23% |
| am concerned it may not be safe | 15% |
It is too touristy | 14% |
It's inconvenient to get there | 14% |
Activities / attractions are too expensive | 13% |

Accommodation is too expensive
It is not for people like me 11%
| don't know enough about what there is to do there 5%

It is too busy / crowded 49

Sl g
N
X

It's difficult to get around

%]

It's not suitable for younger family

I:l Rotorua

NZ Regional Benchmark

[~ ]
S

The climate / weather discourages me from visiting

Other 7%

angUS & ASSOCIATES Base: Total Sample - NZ Travellers Intend to Travel Domestically in Next 12 Months, Heard of Rotorua but Unlikely to Visit (n=951) 24



CONVERTING AWARENESS TO VISITATION
P /

»

The funnel metric below illustrates the path to purchase, from awareness to likelihood of future visits. It measures awareness of Rotorua, knowledge of the
region, appeal as a destination, and the likelihood of visiting. Almost all (99%) New Zealand travellers have heard of Rotorua. As we move down the funnel,

each stage introduces a new measure. The 18% at the bottom represents travellers who:

= Have heard of Rotorua

= Are familiar with Rotorua (have either visited or have some ideas about what there is to do there)
= Rate Rotorua as a highly appealing destination

= Intend to visit Rotorua within the next 12 months

The smaller numbers on the right indicate conversion between stages.

ROTORUA (YE JUN 25) NZ REGIONAL BENCHMARK

AWARENESS

Have heard of Rotorua

FAMILIARITY

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

APPEAL

Rate Rotorua as a highly appealing destination

PROPENSITY TO VISIT

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

angUS & ASSOCIATES Base: Total Sample - NZ Travellers, excl. Rotorua Residents (n=3,584) 25



CONVERTING AWARENESS TO VISITATION

_)-

YE Jun 2017 YE Jun 2018 YE Jun 2019 YE Jun 2020
Awareness 99% 100% 99% 100%
(o) ) o) o)
YE Jun 2021 YE Jun 2022 YE Jun 2023 YE Jun 2024
o) (o) o) (o)
PP . 54% e 52% e 57% e 58%
NZ Regional
YE Jun 2025 Benchmark
99% 97%
0, (o)

angus & ASSOGIATES
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MARKET PENETRATION

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

24%

of Australians who
travelled to NZ in the
past 12 months

visited Rotorua

15%

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

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 Penetration (2017 - 2025)

in the past 12 months

=—g=\/isited ==@==Stayed overnight
32%

29%

24%

17% 17%

15%

YEJun17 YEJun18 YEJun19 YEJun20 YE Jun2] YE Jun 22 YE Jun 23 YE Jun 24  YE Jun 25

angUS & ASSOCIATES 28



REGENT VISITOR PROFILE

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

Australian Capital Territory
New South Wales
Northern Territory
Queensland

South Australia

Tasmania

Victoria

Western Australia

Total Sample

Region of Residence

2%
31%
1%
20%
7%
2%
26%
10%

Recent Visitors

2%
34%
2%
23%
4%
2%
23%
10%

A/ Vsignificantly higher or lower than total sample at 95% confidence

angus & ASSOCIATES

N =

Total Sample Recent Visitors

Age

18-19 years 3% 1%
20-29 years 17% 20%
30-39 years 19% 26%
40-49 years 16% 19%
50-59 years 16% 17%
60-69 years 15% 9% V
70+ years 14% 8% V
My husband, wife or partner 60% 69% A
My mother and/or father 6% 5%

My children aged under 5 10% 11%

My children aged 5 to 14 20% 27% A
My children aged 15 or older 15% 15%
Other family/relatives 8% 5%
Other person(s) 5% 5%
None of the above - | live alone 16% 13% V¥

Base: Total Sample - AU Travellers (travelled anywhere in past 12 months) (n=3,639) 29
Recent Visitors - AU Travellers Visited Rotorua in Past 12 Months (n=171)



How familiar are you with Rotorua as a destination to visit for a short break or holiday? “ -

0 of Australian travellers
Familiarity with 0 have visited Rotorua (ever)

Rotorua

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

259% Have never heard of

NZ Regional
Benchmark

angUS & ASSOCIATES Base: Total Sample - AU Travellers (n=3,639) 30



What is the first thing that comes to mind when you think about Rotorua? “ -

v

Te Puia
Nor;fklwlflj:nd th e r rT'Il1a | lots to see | .
Wi
cultural Vava(;glv'ty gfetOt ee[ma Volganlc
natlve ores view ovely ;o steaming
tourist pretty
atural SbeaUtlfL” volcanoes
. a enture. spas atio Iand co% (E)aed ?é:lear;]l(cj
nice v‘ew mou NtainNs fae
fOOd “'*Ck tourism Wonders visit
spectac;:lar . hentage L!OQr! q ue rcuoglé?tr |a ke great racing thlatlgaw‘s experlence
Zea hrélr?ehSUl Iandsfsge
areas air area

Smelly culture'szsksmell aonfﬁa"zﬁ]
scenery geyse I'S bathS . bubbling ity

|
relaxing boiling |akas beautygSprmg landscapes

F€EN history  sightseeing

Weather r n
tl’adltlona| country5|de Ottﬂeshnggs environment

angUS & ASSOCIATES Base: Module Sample - AU Travellers Heard of Rotorua (n=1,983) 31



POSITIONING

Which, if any, of the following destinations is..?

(JAN-MAR 2025)

A TOP MOUNTAIN BIKING DESTINATION

OB\l
Rotorua [ININEGGEN 19%
Northland N 15%
Taups I 10%
Tauranga I 2%

(APR-JUN 2025)

A GOOD PLACE TO TAKE THE FAMILY ON HOLIDAY

Queenstown NG 6
Rotorua [INININEGGN 2%
Northland I :3%
Taups NG 0%
Tauranga 1NN 4%

angus & ASSOCIATES

JAN-MAR 2024

31%

14%

9%

10%

10%

APR-JUN 2024

62%

50%

19%

22%

22%

N =

(JUL-SEP 2024)

A PLACE YOU CAN RELAX AND UNWIND

Queenstown
Rotorua
Northland
Taupo

Tauranga

JUL-SEP 2023
I 5% 52%

I 4% 41%
I 5% 19%
I 5% 23%
I 00 21%

(OCT-DEC 2024)

A PLACE TO EXPERIENCE AUTHENTIC MAORI CULTURE

Rotorua
Taupo
Tauranga
Northland

Queenstown

OCT-DEC 2023

I 57% 57%
I 29 37%
I 0% 26%
I 0% 13%
I 0% 17%

Base: Module sample - heard of Rotorua, excluding residents (n=488-504) 32



DESTINATION DRIVERS

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

Nature / Scenery

Culture & Heritage
Relaxation

Discovery / Somewhere new
Adventure/Outdoor recreation
Climate / Weather

Health & Wellness

Friends / Family

Personal Interests / Hobbies
Affordability

Food & Beverage

Special Deals / Offers
Shopping

Events / Festivals
Sustainable travel options
Convenience / Accessibility
Romance

Nightlife & Entertainment
Other

Don't know

angus & ASSOCIATES

41%

| 30% |
| 26% |

| 24% |

| 23% |

| 16% |

| 16% |

| 14% |

| 13% |

| 13% |

| 13% |

2%

10%

!!%
S O\O —

© !

1%

] 3

17%

Base: Module Sample - AU Travellers Heard of Rotorua (n=1,202)

I:l Rotorua

NZ Regional Benchmark

33



ACTIVITIES / EXPERIENGES

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

angus & ASSOCIATES

Volcanic & Geothermal
Maori/Pacific Culture
Walking & Hiking

Nature, Wildlife & Eco-tourism
History & Heritage

Scenic Sight-Seeing

Spa & Wellness

Gardens, Parks & Reserves
Restaurants, Cafés & Bars
Family Activities

Arts & Culture
Cycling/Mountain Biking
Shopping

Fishing or Hunting
Water-based Activities
Adrenaline Activities
Wineries, breweries or distilleries
Events, Concerts & Festivals
Skiing/Snowboarding

Golf

Casinos/Gambling

Don't know / None of the above

| 48% |
| 41% |
| 37% |

| 37% |

| 36% |

| 35% |

| 29% |

| 24% |

| 23% |

| 21% |

| 19% |

| 15% |

| 14% |

| 14% |

| 13% |

| 13% |

! -
N
)

I:l Rotorua

NZ Regional Benchmark

!
O
O

4%
9%

S

Base: Module Sample - AU Travellers Heard of Rotorua (n=1,983) 34



ACTIVITIES / EXPERIENGES

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

YE Jun 2021 YE Jun 2022 YE Jun 2023 YE Jun 2024 YE Jun 2025
Volcanic & Geothermal 42% 47% 48% 49% 48%
Maori/Pacific Culture 34% 36% 38% 41% 41%
Walking & Hiking 24% 26% 34% 36% 37%
Nature, Wildlife & Eco-tourism 28% 30% 32% 37% 37%
History & Heritage 26% 26% 32% 35% 36%
Scenic Sight-Seeing 31% 29% 31% 33% 35%
Spa & Wellness 24% 22% 25% 26% 29%
Gardens, Parks & Reserves 18% 18% 21% 24% 24%
Restaurants, Cafés & Bars 16% 16% 20% 20% 23%
Family Activities 19% 17% 19% 22% 21%
Arts & Culture 17% 14% 17% 18% 19%
Cycling/Mountain Biking 11% 10% 11% 14% 15%
Shopping 12% 10% 13% 13% 14%
Fishing or Hunting* - - 13% 13% 14%
Water-based Activities 12% 10% 11% 11% 13%
Adrenaline Activities 11% 10% 10% 11% 13%
Wineries, breweries or distilleries* - = 8% 10% 10%
Events, Concerts & Festivals 9% 7% 7% 7% 9%
Skiing/Snowboarding 7% 6% 6% 6% 7%
Golf* - - 5% 6% 6%
Casinos/Gambling 6% 4% 3% 4% 4%
Don't know/None of the above 16% 17% 14% 10% 9%

Base: Module sample (n=) 2,143 1,221 1,544 2,020 1,983

angUS & ASSOCIATES *Answer choices changed in Q3 2022 35




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

v

Don't know
Rotorua 6%
Total Sample
NZ Regional Benchmark 10%
Don’'t know
Rotorua 5%
Recent Visitors
NZ Regional Benchmark 1%
B Not very appealing / Not at all appealing B Somewhat appealing W Highly appealing
IR, Base: Total Sample - AU Travellers Heard of Rotorua (n=3,101)
angus QASSOCIATES Recent Visitors - AU Travellers Visited Rotorua in Past 12 Months (n=171) 36



DESTINATION APPEAL

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

YE Jun 19 YE Jun 20 YE Jun 21 YE Jun 22 YE Jun 23 YE Jun 24 YE Jun 25
Highly Appealing 42% 40% 42% 45% 46% 40% A
Somewhat Appealing 40% 40% 38% 39% 38% 43% 40%
Not very Appealing 7% 9% 8% 7% 6% 6% 7%
2% 3% 4% 2% 2% 1% 2%

Not at all Appealing
8% 10% 5%

Don't know/NA 9% 8% 8% 7%
2,123 2,138 2,143 3,021 3,061 3,015 3,101

Base: Heard of Rotorua

YE Jun 19 YE Jun 20 YE Jun 21 YE Jun 22 YE Jun 23 YE Jun 24 YE Jun 25
Highly Appealing 67% 61% 72% 69% 70% 68% 70%
Somewhat Appealing 23% 33% 22% 26% 26% 28% 22%
Not very Appealing 8% 7% 4% 3% 2% 3%
Not at all Appealing 1% 0% 0% 3% 2% 2%
Don't know/NA 1% 0% 3% 0% 0% 1%
Base: Visited Rotorua P12M 146 122 74 39 97 120

37

angus & ASSOCIATES



NET PROMOTOR SCORE (NPS)

How likely are you to recommend Rotorua as a travel destination to a friend, family memiber, 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 recommend 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

AR L XR L KER NN,

NZ Regional

Benchmark
Visited +22
(ever) NPS
Visited +43
(recently) NPS

N . Base: Total Sample - AU Travellers Visited Rotorua (ever) (n=1,250)

angus QASSOCIATES Recent Visitors - AU Travellers Visited Rotorua in Past 12 Months (n=171) 38



PROPENSITY TO VISIT

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

1%

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

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

angus & ASSOCIATES

(y of AU travellers who intend to visit New Zealand in the next 12 months
0 intend to visit Rotorua

Total

Sample [RXCl 22%

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 Rotorua (n=1243)

YE YE YE YE YE

Jun 20 Jun 21 Jun 22 Jun 23 Jun 24

Definitely will 20% 28% 24% 24% 20%
Probably will 36% 35% 44% 41% 43%
May or may not 28% 24% 22% 23% 24%
Svrilolbnaobtly/Deﬁmtely 16% 13% 11% 13% 13%
Base: (n=) 793 939 1,138 1254 1,249

39



PROSPECTIVE VISITOR PROFILE
How likely are you to visit Rotorua, for any reason, within the next 12 months? “ -

v

Prospective

Prospective
Total Sample Visitors

Total Sample Visitors

Australian Capital Territory 2% 3% 18-19 years 3% 0% V
New South Wales 31% 32% 20-29 years 17% 22% A
Northern Territory 1% 1% 30-39 years 19% 329% A
Queensland 20% 20% 40-49 years 16% 14%
South Australia 7% 6% 50-59 years 16% 12% V¥
Tasmania 2% 3% 60-69 years 15% 13%
Victoria 26% 26% 70+ years 14% 7% W
My husband, wife or partner 60% 68% A
My mother and/or father 6% 8%
My children aged under 5 10% 13%
My children aged 5 to 14 20% 31% A
My children aged 15 or older 15% 14%
Other family/relatives 8% 7%
Other person(s) 5% 3%
None of the above - | live alone 16% 9% WV

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

IR, Base: Total Sample - AU Travellers (n=3,639);
angus &ASSOCIATES Prospective Visitors - AU Travellers ‘Definitely Will’ Visit Rotorua in Next 12 Months (n=330) 40



BARRIERS TO VISITING

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

I've been there before 49%

I have no specific reason to visit

30%

| don't have any connections there

17% |

It is too touristy

—

—
=
R
S

It has nothing that interests me %

It's inconvenient to get there

It is too busy / crowded
Accommodation is too expensive
Activities / attractions are too expensive
It's not suitable for younger family

It's difficult to get around

It is not for people like me

| don't know enough about what there is to do there

1
Qo

D;lm\l
o IR | 9of [ ] [N |
Sl [l ]2] (=] ]_
XX 1o
X

| am concerned it may not be safe

I:l Rotorua

NZ Regional Benchmark

The climate / weather discourages me from visiting

Other 11%

angUS & ASSOCIATES Base: Total Sample - AU Travellers Intend to Travel Domestically in Next 12 Months, Heard of Rotorua but Unlikely to Visit (n=121) 41



CONVERTING AWARENESS TO VISITATION

% mm

v

The funnel metric below illustrates the path to purchase, from awareness to likelihood of future visits. It measures: awareness of Rotorua, knowledge of the
region, appeal as a destination, and the likelihood of visiting. The majority (85%) of Australian travellers have heard of Rotorua. As we move down the

funnel, each stage introduces a new measure. The 15% at the bottom represents travellers who:

= Have heard of Rotorua

= Are familiar with Rotorua (have either visited or have some ideas about what there is to do there)
= Rate Rotorua as a highly appealing destination

= Intend to visit Rotorua within the next 12 months

The smaller numbers on the right indicate conversion between stages.

ROTORUA NZ REGIONAL BENCHMARK

AWARENESS

Have heard of Rotorua

56%
sscb

-’

FAMILIARITY

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

APPEAL

Rate Rotorua as a highly appealing destination

PROPENSITY TO VISIT

-

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

angUS & ASSOCIATES Base: Total Sample - AU Travellers (n=3,639) 42



CONVERTING AWARENESS T0 VISITATION
- BN

Awareness
Familiarity
Appeal

Propensity to Visit

Awareness
Familiarity
Appeal

Propensity to Visit

Awareness
Familiarity
Appeal

Propensity to Visit

angus & ASSOGIATES

YE Jun 2017

87%

56%

30%

13%

YE Jun 2021

88%

62%

31%

15%

Ul
X

YE Jun 2025

85%

57%

31%

15%

65%

52%

45%

70%

52%

48%

67%

53%

51%

YE Jun 2018

87%

55%

29%

10%

YE Jun 2022

81%

54%

29%

13%

NZ Regional
Benchmark

75%
42%
22%

12%

63%

52%

35%

66%

55%

Lu%

56%

53%

53%

YE Jun 2019

86%

56%

29%

11%

YE Jun 2023

30%

65%

51%

37%

64%

58%

46%

YE Jun 2020

87%

55%

28%

10%

YE Jun 2024

83%

54%

30%

13%

64%

50%

37%

65%

56%

Lt%
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