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Singapore continues to be a compelling opportunity for TNZ – despite incidence of Active Considerers sitting below peak levels seen in 2021, the current 20% equates 

to approximately half a million Singaporeans.

There is clear pent-up demand to travel overseas and with 47% of ACs looking to travel to New Zealand between now and May 2023, suggesting there is a sizable 

opportunity for TNZ to drive immediate arrivals.

However, New Zealand faces strong competition from North East Asian countries – Japan remains New Zealand’s top competitor while South Korea is increasing in 

preference.

To build a competitive edge, activity needs to leverage New Zealand’s strengths – namely, its beautiful landscapes and scenery and being a place to relax, as well as 

building perceptions of the range of experiences, fun and enjoyment and safety that New Zealand has to offer. 

TNZ can help funnel more ACs through to the booking stage by reassuring ACs how easy it is to travel around New Zealand, and what the best time of year to visit it to 

make the most of the weather. 

Partnering with airlines and aggregator websites such as Expedia and Trip.com should be considered given the majority of ACs would look to book flights and 

accommodation for New Zealand via these channels

NZ has a strong value for money proposition, however, increasing cost of airfares are a risk: if the average price would go up to S$1600, 25% of ACs are likely to be 

priced out of market  
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Mindset 1
Cautious Escapists

Mindset 2
Experienced 
Connectors

Mindset 3 Vibrant 
Adventurers

Mindset 4
Organised Joy

Seekers

Mindset 5
Spontaneous

Explorers

Mindset 6
Fun loving 

Trail blazers

Mindset 7 Passive Passengers

Dimension 1 (68.3%)
Normalization: Row principal
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