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Source: Statistics New Zealand International Visitor Arrivals. Aug 2015. Visitors aged 18-29 year old.  
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Desktop Research (IVA) –  
Who are our current Youth visitors? 
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Purpose of Visit Arrivals (k) Stay Days (m) Expenditure $m 

Holiday 
 

323.7k 8.4m $1,129.6m 

Education 30.1k 3.5m 

VFR 161.9k 3.3m $300.3m 

Business 36.1k 0.8m 

Other 51.0k 2.7m 

Total 602.9k 18.7 $1,794.6m 

Source: Statistics New Zealand International Travel and Migration June 2015; MBIE International Visitor Survey March 2015 
Where cells are blank sample size is insufficient, expenditure is  ages 15-29 

•

•

•

Arrivals (k) Stay Days (m) Expenditure $m 

Total Visitors 2,991k 58.4 8,152.0m 

Youth Visitors 603k 18.7 $1,794.6m 

% Youth 20% 32% 22% 
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Arrivals (k) Stay Days (m) Expenditure $m 

Total Holiday Visitors 1,460 23.1 $5,014.9m 

Youth Holiday Visitors 323.7 8.4m $1,129.6m 

% Youth 22% 36% 23% 

Source: Statistics New Zealand International Travel and Migration June 2015; MBIE International Visitor Survey March 2015 
Where cells are blank sample size is insufficient, expenditure is  ages 15-29 
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Source: Statistics New Zealand International Travel and Migration June 2015 
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Source: Statistics New Zealand International Travel and Migration June 2015 
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Source: Statistics New Zealand International Travel and Migration June 2015 



10 Source: Statistics New Zealand International Travel and Migration Mar 2015 
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Source: Statistics New Zealand International Travel and Migration Mar 2015 
 

49% 
84% 

Youth Variance Total Variance

Holiday Arrivals   
Oct 14- Mar 15 variance vs. April -Sep 14 

98% 134% 

Youth Variance Total Variance

Holiday Arrivals excl. AU   
Oct 14- Mar 15 variance vs. April -Sep 14 
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• Australia drives 40% of Youth holiday arrivals. 
 
• China, USA, Germany and the UK are ‘equal second’ to Australia, each driving 

approximately 25,000 Youth holiday arrivals. 
 
• Youth holiday arrivals are important to the European markets – driving 40%+ of total holiday 

arrivals and 60%+ of total stay days in Germany and France. 
 

• While Youth follow the same seasonal trend and total holiday arrivals, the seasonal curve is 
flatter – with skiing out of Australia a key opportunity to drive spikes of arrivals in winter. 
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Below are the key visitor profiles based travel behaviour, demographics and type of holiday. 
 
• Backpackers   Key travel behaviour: Long length of stay. 

• Stays in New Zealand for over 4 weeks 
• Stays in low cost accommodation 
• Bus as key form of transport 
• Significantly profiles at the younger end of the Youth sector – 18-24 years-old 

 
• Young Independent Professionals   Key travel behaviour: Length of stay within annual leave. 

• Stays in New Zealand for 2 weeks or less 
• Stays primarily in hotels and motels 
• Participates in a self-drive holiday 
• Significantly profiles at the older end of the Youth sector – 25-29 years-old 

 
 

Backpackers 
Young 

Independent 
Professionals 

18-24 

25-29 
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The two sub-segments are of approximate equal value. 








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Backpackers represent a valuable, distinct segment that requires a unique product set and messaging. Therefore we 
need to specifically target this segment with highly relevant intervention. 

 
 
Value of Backpackers 

 

 
Arrivals (k) Stay Days (m) Expenditure $m 

Total Holiday Visitors 1,460,000 23.1m $5,014.9m 

Youth Holiday Visitors 323,700 8.4m $1,129.6m 

Backpacker Holiday Visitors 159,000 4.9m 593.0m 

% Backpacker of Total 10.8% 21.2% 11.8% 
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Market Pop. (18-24)  ACs (18-24)  AC Pool Arrivals (18-24) Conversion Rate YOY Growth 

1 Australia 2.2m 25.6% 0.6 m 59.7k – ski! 10.3% 12% 

2 Germany 6.5m 14.4% 0.9m 15.5k 1.6% 7% 

3 USA 31.4m 10.1% 3.1m 13.1k 0.4% 9% 

4 UK 5.9m 11.9% 0.7m 12.8k 1.8% 15% 

5 China n/a 53.4% n/a 9.1k 28% 

6 Japan (20-24) 6.2m 3.5% 0.2m 4.3k 1.9% 16% 

7 France 5.3m n/a 3.9k 16% 

8 Canada 3.4m n/a 3.6k 4% 

9 Korea n/a n/a 3.0k 26% 

10 Sweden (20-24) 0.26m n/a 2.9k -3% 

* The 18-24 AC pool in each market is populated by the  percentage of 18-29 ACs in each market applied to the 18-24 year old population. 

 

Sources: Stats NZ International Travel and Migration YE June 2015, TNS AC Monitor June 2015; Tourism Research Australia  
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18-24 Arrivals by Market – Size, Growth and Mix 
 

Size of bubble = holiday arrivals 

Source: Statistics New Zealand International Travel and Migration June 2015 
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Market Backpacker Arrivals into the Market Transient Arrivals 
into NZ 

Conversion Rate YOY Growth 

Australia 0.59m 23.3k* 4%* n/a 

Singapore -- 3.5k* 

* Data is based off of only three quarters of data. 

Best ‘transient backpacker’ definition using IVS:  
• Holiday Arrival 
• Aged 15-24* 
• Not Australian 
• Visited Australia Prior to New Zealand 

 
Change in IVS Survey means we only have three quarters (Dec 14, Mar 15, Jun 15) of this measure with small sample sizes (38 in Dec 14 and 30 in 
Mar 15). Seasonal factors will apply – with full data not available until Sep 15 IVS (released in Nov 15). Sample size is too low to drill into transient 
backpacker arrivals by market (home country). 
 

Note: Singapore is the next largest destination visited by 18-24 year olds prior to New Zealand. 
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There are two key segments within Youth holiday arrivals – Backpackers and Independent 
Professionals. 
 
Backpackers are a distinct segment unique to the Youth sector - providing 11% of the total 
holiday arrivals and expenditure. 
 
The key Backpacker opportunities appear to be Europe and European Backpackers in 
Australia based on their volume, share of arrivals from the market and stay days they 
provide. 

  
 



22 

Qualitative Research –  
Understanding Backpackers 



23 



24 

The dream of true discover that backpacker seek when they travel underpins 
why they backpacker and where they choose to go to fulfil their desires. 
 
• No two journeys are the same – unpredictable, spontaneous, easily swayed 
• Now or never – last opportunity for total freedom; a rite of passage 
• Financially naïve – avoiding the bank of mum and dad is key 
• Sociability is key – interact with another culture AND like-minded travellers 
• Backpacking is an investment  
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Insights Implications/Actions 

1. Make it or break it                 Being a Backpacker is a life phase 
 
• Backpacking is a rite of passage only available at a certain point in their life   
• It helps them to discover themselves and the world  
• Proving that they are adults to both themselves and their parents 

 

Focus on the 18-24 age demographic where 
this life stage primarily sits. 

2. Diving into the unknown     Safety, ease and money are key travel planning factors 
 
• Backpackers are typically  inexperienced  - with this being their first long-haul travel on their own  
• They have a significant focus on the tangible variables (ease, safety, weather, affordability) in 

the destination decision-making process to help them feel in control 
 

Test propositions that include tangible 
messages (but not to the detriment of New 
Zealand’s compelling emotional proposition). 



Insights Implications/Actions 

1. Australia is awesome  
 

• Australia is the iconic destination for backpackers. 

Don’t make backpackers choose 

between Australia or New Zealand. 

2. I need a plan B 
 
• A working holiday visa and employment provides the necessary safety net to make it on their own 
• However, New Zealand is significantly overshadowed  by Australia as a working holiday 

destination due to the popularity and perceived ease of obtaining the Australian Working Holiday Visa 
 

 

Activity will need to leverage the sale 
of Australian working holiday 
experiences to ensure NZ is an 
option and/or an extension. 

3. Just get me there 
 

• The typical backpacker organises flights and visas in their home country and purchases tours once 
they arrive in their destination. 

 

Flights and visas will likely be  the 
most successful offer. 
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Insights Implications/Actions 

1. Backpacker travel is flexible and spontaneous 
 
• The typical backpacker has only a confirmed start and proposed end date to their travel  
• Everything else is planned along the way based on people they meet and their recommendations. 
 

The opportunity to drive backpackers from 
Australia to New Zealand  is strong.  

2. Book before its gone!  
 
• Key experiences and tours are booked shortly upon arrival in Australia to ensure they are 

locked in before they run out of money. 
 

Activity will need to leverage backpacker 
travel sellers to ensure New Zealand 
bookings are an extension of 
backpacker’s Australian bookings. 

3. Better than Oz?     
 
• Backpackers in Australia consider New Zealand because it’s close and they likely won’t return; 
• However, perceptions of New Zealand aside from being beautiful are that it is cold, has a low 

minimum wage and only offers adventure activities.  
• They are hesitant to leave (amazing) Australia for somewhere that may not be as good therefore  

something truly unique will be required to pull them away. 

In order to drive travellers’ FOMO, product 

will need to be differentiated from 
Australia. 
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• Backpacking is a life phase and rite of passage with true discovery being the motivator. 
 
• For these relatively inexperienced travellers, the tangible travel factors are key to providing 

assurances – and, with perceptions of these tangible elements greater for Australia than 
New Zealand, we need to find ways to address these via messaging and product. 

 

• However, the New Zealand experience delivers a very positive ‘true discovery’ experience. 
 

• In order to successfully promote this positive New Zealand experience, we need to promote 
messages and product differentiated from Australia and that truly drive their FOMO whilst in 
this region of the world without trying to compete with Australia. 

 
• The messaging and product requirements differ in Europe from Australia. 
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Questions? 


