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Overview

The past year has certainly seen its fair shar

the tumultuous impacts of late 2008 and the credit crisis. Already slowing economies were
shocked by major financial failures and this had an impact on tourism activities worldwide. New
Zealand was not immune with international arrivals falling 2.9% in the year ended June 2009.
Swine flu had a major impact on the last quarter.

[t& important to note the New Zealand was not the only country to suffer with many of our major
destinational competitors also attracting less international visitors. In fact our arrivals decline of -
2.9% for the YE August 2009 compares favourably with Australia (-3.5%) Hawaii
(-12.5%) and Canada (-6%). All year to May 2008.

The main reasons why we had a reasonable performance included firstly timing: the impact of
people having already planned and booked in advance; they were committed to come on
holiday prior to major upheaval at home. Secondly the airlines and operators put some
outstanding deals out into the markets which stimulated travel and that along with the favourable
exchange rates (and plummeting oil prices) created good value offers which in turn boosted
demand. Thirdly domestic tourism has also been relatively strong as the exchange rate and
general talk of recession forced people to play it safe and holiday at home.

One of the key measurements the board views is the commercial accommodation monitor which
showed Canterbury had a 3% drop in total nights (YE July 09) taking us from a high of 5.2M
nights back to 5.0M similar to YE July 2007. Other notables included Wellington down 1%,
Auckland down 3.5%, Rotorua down 9% and Queenstown down 4%. Our share of the total pie
however remained quite steady at 15.6%.

It is too early to declare this crisis over and indeed the upcoming high season is most important.
We expect there to be a few bumps along the way and sincerely hope the worst is behind us.
Some of our key markets such as Australia are looking very positive whilst others like Japan and
the UK seem destined for more declines. Overall growth for 2010 calendar year in international
arrivals is expected to be 2.5%. This compares to a projected decline over the 2009 year of -
3.9%. Domestic tourism is set to remain stable.

Amongst a very volatile backdrop CCT has been quick to move and adapt itself constantly
looking for opportunities to drive business to our region. We have been focused on core activity
of promotion of the region with special emphasis on the New Zealand and Australian markets. In
addition we have taken some major steps to become a leading online player. The board believe
that increasingly the battle of visitors will be carried out on computer screens around the world
and we have moved to address that by not only building a new web site but also driving traffic to
it and a whole range of other innovative online methods to promote the region.

In addition we have been actively seeking, engaging and encouraging partnerships with key
stakeholders including the CCC events team, the airport, Vbase, airlines and others from the
travel industry.

During the year the board was privileged to host the Prime Minister and Tourism Minister John
Key. We were able to communicate key issues from Canterbury as well as get his thoughts
directly on what he felt were the ways forward.



As you will see there are a number of measures that we use to evaluate our performance. A
balanced scorecard approach needs to be taken when evaluating the performance of CCT.

Financials
This year we recorded a net deficit of $260,013 compared to budget deficit of $275,521.

Revenue from core funding sources was in line with budget and marginally ahead of last year.
Campaign funding of $850,000 along with $350,000 Capital Endowment Fund was directed to
Australia and New Zealand promotional efforts. Note campaign funding of $850,000 will finish in
YE June 2010 with the CEF to increase to $500,000 per year. This effectively will be a reduction
in funding from this year of $700,000 unless we can secure alternative funding in the interim.

The Companyds Statement of Financi al Position

$142,452. Whilst that is well down on last y e a $4D®,000 that is still ahead of the boards
baseline target of $100,000.

Acknowledgements

On behalf of the board | would like to acknowledge Christine and her team for their valuable
work this year. I 6d al so | irk¢he €GL cantinkea  \wrovidd g e
maj or financi al support to our organisation.
like to thank them for their support and commitment.

My thanks also go to the directors. | believe we have constantly endeavoured to challenge and
support the management team.

Finally on behalf of CCT 16d I|like to awh&haew!l ed

remained positive and committed despite the constant challenges and issues thrown at them
this year.

Looking forward

As mentioned previously we hope the worst is b
real certainty that we have seen all of the negative impacts of the recession. We will continue to
monitor the situation especially the impacts over the high season months of December to
January.

We will continue to engage with central and local government along with our key business

partners to address the common challenges we all face to ensure the best outcomes possible
for Christchurch and the wider region.

s

Paul Bingham
Chairman (On behalf of the Board)

20" October 2009
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It has been a year of significant challenge with international arrivals down 2.9% and domestic
tourism relatively static. However driven by this challenge, CCT has sought opportunities and
focused resources.

Investing over $1 Million in the Australian market (with business partners) has driven
performance and enabled the region to capitalize on Tourism New Zealand (TNZ), airline and
trade expenditure. This has resulted in proportionately more Australians coming to visit this
region, especially in the Winter period. Whilst striving to establish Christchurch as a destination
of 6f our, undeepmred by scdnic CCC events to optimize visitation throughout the year,
we cannot take it for granted that our visitors will fill the region the Summer. A large number of
our operators generate 60-70% of their revenue for the year during this peak season i this year
CCT will continue to support this period with increased advertising, promotion and trade activity.

In these more difficult times, it has been particularly pleasing to see the level of collaboration in
the industry. CCT more than matched campaign funds, raising over $1 million from business
partners to spend in the domestic & Australian markets. The business development team have
restructured memberships and we are now confident we offer a better service and more tangible
results to partners - the feedback has been excellent. It has also been a year of greater
collaboration with: Christchurch International Airport Limited (CIAL), Canterbury Development
Corporation (CDC) & Vbase and we look forward to even closer working relationships in the
year ahead.

Core Results:

— The team have successfully focused on driving results out of Australia over the past 12
months, with arrivals through CIAL increasing by 4.1%. Christchurch is recognised as a key
leisure hub for Australian visitors. The results achieved for Winter 09 are excellent and
demonstrate a real return on investment, with Australian visitors up over 20% versus
FO7/08.

— Despite the fall in visitor numbers and the challenging environment, the net revenue from
the Christchurch i-SITE has increased up from $1.287M to $1.340M (this includes
commissions, retail, wall & floor etc) partly driven by the increase in average spend. The
financial contribution has increased from $380,000 to $443,000. The whole team have
undergone rigorous sales training and a new more proactive approach and business partner
membership structure has contributed favourably to this result.

— The Christchurch & Canterbury Convention Bureau (CCCB) have enjoyed another good
year with conferences only dropping slightly versus the previous year and the conference
bids out of the Bureau increasing significantly to 50.

— From a media and public relations perspective, the team with increased focus have
achieved excellent results 1T CCT have hosted notable media and has over-performed
versus targets regarding coverage 1 all this has helped to assist in attracting more
Australians.

— Investment in the new website www.christchurchnz.com, with increased functionality and
scope for social media, will place the region in a better position to drive business in key
markets, in-line with significant changes in distribution channels.

— The CCT team worked hard, with support from Akaroa, to ensure the successful arrival of
several large ships in port this season. This success gives the region another option for
vessels when Lyttelton has conflict with commercial ships and cannot accommodate cruise
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ships. This is important as without this alternative, vessels will sail past the region as the
number of conflicts increase.

— The overall satisfaction rating for Christchurch & Canterbury through the Regional Visitor
Monitor (RVM) has increased to 8.4 (against a national benchmark of 8.1) i this is the
highest score recorded for the region. A whole series of measurements have been
highlighted and worked on through the Visitors Strategy implementation. It is very pleasing
to see these results.

— The team have worked very closely with CCC in some key areas, the further development
and leveraging of the existing events programme and the contribution towards the inaugural
International Ellerslie Flower Show which surpassed expectations.

— A significant project over the last 12 months has been the participation in the bidding
process with CCC & other stakeholders for the Rugby World Cup 2011 (RWC2011). It is
fantastic that the region has been awarded excellent pool games and two quarter finals.

— A first step has been taken in presenting the City in a more attractive and compelling way 1
there has been a significant investment in new photography which can be accessed by all
City Stakeholders to provide a consistent and more appealing image across the City, to
residents and visitors alike.

— Discussions around the broader 6Southd conce,|]
the South island to promote touring routes more effectively i again, another great first step.

The Year Ahead:

Funding for CCT is always a challenge especially in a more difficult economic environment. We
very much appreciate the ongoing support of the CCC and business partners and recognize the
ongoing investment in city revitalization and infra-structure development that all help to enhance
the visitor experience. It is hoped in the next financial year Central Government will step into
support key regions in the Australian market i we hope we can rely on further CCC support (as
well as industry support) to fully capitalize on these initiatives.

The industry faces another challenging year with little recovery in long haul markets and a
continued reliance on Australia.

Overall it is imperative the industry works together to face these challenges so the industry is
best placed to fully exploit the opportunities offered by the RwWC2011.

Christine Prince
CHIEF EXECUTIVE

20" October 2009



Christchurch

& Canterbury Tourism
Vision: Christchurch & Canterbury is the preferred destination of choice
for visitors
Strategic As a result of our Strategy we will have achieved prosperity for

Christchurch & Canterbury by:
Outcomes: « Increasing economic return from visitors
i Supporting business partners & suppliers
i Supporting the principles of natural and cultural
environmental consciousness & sustainability
i Our communities valuing the benefit of tourism

Strategies: We will achieve our Vision and our Strategic Outcomes through
the following Strategies:

i Implementing visionary marketing for our preferred
markets

i Adopting a leadership role in destination management

i Engaging key global relationships

i Intelligent & innovative use of technology

i Building/fostering a dynamic & competent team

i Prudent management of financial resources
GU|d|ng CCT aims to achieve these outcomes by being visitor focused

and offering a high level quality experience, through strong
Va|ueS: leadership




Strategic Outcomes

As a result of our Strategy we have achieved prosperity for Christchurch & Canterbury through
the following strategic outcomes:

Strategic Horizon Onei Results
Outcomes 07/08 1 08/09
Increasing 15.5% market share of all visitor CCT achieved 15.6% share of all

economic return
from visitors

nights (Commercial
Accommodation Monitor - CAM)
5% overall increase in
international visitors nights to
Canterbury by June 2009 (CAM)

Please Note:

(i) There has been a change to
total guest nights as the CAM was
modified during the year and not
all of the data is available to
report on this period - currently
we can only report on the total
figure

(ii) It is more appropriate to use
CAM vs International Visitor
Survey (IVS) as this includes all
accommodation as well as those
visitors staying with friends &
family (private residences)

4% increase in visitor expenditure
by June 2009 (IVS)

3% overall increase in domestic
visitor nights to Canterbury by
June 2009 (CAM)

10% increase in number of
visitors to icon events by 2009
(market research, CCC)
Average visitor length of stay in
Christchurch commercial
accommodation achieves 1.9
nights (CAM)

commercial nights.

2.8% decrease in total guest nights when
compared with YE June 2008. Nationally
there was a 3.5% decrease in guest
nights (CAM).

For NZ as a whole, international
expenditure is down by 2.6% against YE
June 2008. Daily expenditure is down by
3.7% against the same period however
there is a marginal increase in the
average spend while in NZ from $2,742
to $2,750 YE June 2009 (IVS).

Total domestic guest nights for the YE
August 2009 were 2,375,430 however
due to incomplete data in the year prior
we are unable to compare this to the
previous year. However according to the
CIAL domestic passenger arrivals,
domestic travel into Christchurch is up
1.4% for the YE June 2009 (from
2,108,961 to 2,138,497).

Achieved 1 due to the excellent Ellerslie
results and successful NZ Cup & Show
Week.

Average length of stay in Christchurch
commercial accommodation was 1.9
nights, the overall average for the CCT
region was 1.86 nights.




Strategic Horizon One i Results
Outcomes 07/08 1 08/09
Increasing 17% market share of conference Achieved. 19% of conference delegate

economic return
from visitors

delegate days
3% increase in conference
delegate days

Reduction in difference of visitor
numbers between low and peak
seasons of 1% per year (CAM)

Achieve above or a national
benchmark on all visitor
satisfaction measures (Regional
Visitor Monitor - RVM)

days for FO8/09.

Conference delegate days have
decreased by 13% due to shorter
conferences. There has however been a
4% increase in delegate numbers.

The distribution of number of nights
between the seasons has decreased 2%
in Summer, increased 1% in both Winter
and Spring when compared to the
seasonal distribution of nights for the YE
June 09 (Note: this is difficult to
measure).

Canterbury achieved 8.4% vs the
national benchmark of 8.1% (8.4% is the
highest score achieved to date).

Supporting
principles of
natural and
cultural
environmental
consciousness &
sustainability

5% increase in Qualmark licensed
operators over horizon period
from starting base of 276 for June
07

5% increase in businesses
adopting environmental
programmes (Green Globe,
carboNZero & Qualmark), 10
tourism operators use Target
Sustainability services to improve
performance, annual seminar on
sustainability presented to
Business Partners

Achieved a 15% increase. As at June 09
there were 318 Qualmark licensed
operators in the region.

Achieved. As at June 09 there were 49
companies in the region who have
achieved Qualmark Enviro Green
Certification:

- 15 bronze

- 23 silver

- 11 gold
Qualmark Green commenced in August
08.

Our communities
value the benefit
of tourism

Majority of residents are positive
about tourism (CCC Monitoring
Programme)

Excellent profile achieved in local press
T very positive coverage.




Strategies

1. Implementing visionary marketing for our preferred markets

As with the 07/08 year, CCT has focussed resource on Australia and domestic marketing with
approximately 70% of the budget being allocated to this area. Whilst there has still been
consistent and collaborative trade activity with CCT in the long-haul markets, market conditions

and statistical reporti ng continue to reinforce the importae
to homebo.

The recession was officially announced in November 2007 and contributed to a decrease in
international visitors of 2.9%. Christchurch & Canterbury experienced a 3.4% decrease
however Australia visitor numbers grew by 4%.

At the end of the 08/09 year we welcomed the one-millionth visitor to New Zealand from
Australia, who arrived into Christchurch. Welcomed by George Hickton, a team of Tourism
New Zealand staff as well as Christine Prince and many of the CCT team, this represented a
milestone and acknowledged the significance Australia has not just to Christchurch &
Canterbury, but to the country. Of the 516,331 international visitors arriving directly into
Christchurch Airport 285,104 were Australians.

Tourism New Zealand has, as a result of the significant market changes, redirected moneys
previously budgeted for marketing use in Japan to supporting and growing Australia visitation

for New Zeal and. CCibbewanagadpahgniA\Whaat uri nq
screen activity) with an extensive e-marketing initiative linking directly to the
www.christchurchnz.com site.

Tourism New Zealand undertook distribution channel research during 2008 which reaffirmed
the need to improve web capabilities for Christchurch & Canterbury Tourism. A few excerpts
from this r es e aTheway pebpleuesearchanddook travekhas climnged in the
last five years. Better access to broadband Internet and the growth of e-commerce have been
major factors behind this shift in behaviour. Across all countries, research into New Zealand
prior to arrival is done primarily through online channels, with half to one-third of all research
conduct ed This iislalsm idustrated below (from the Regional Visitor Monitor). The
website did not deliver online booking options for visitors to the site and had not been updated
for 10 years. Consumers require this and this channel provides another revenue stream for the
organisation. Consequently an agency was contracted to undertake the job of redesigning the
website for CCT, and delivering booking functionality to visitors to the site. Since the site
launched on 1 June 2009 Australian site visitation has nearly doubled and optimisation is a
core focus for CCT and the agencies contracted to support the marketing and booking
functionality. The site also functions as the portal for RWC2011 for this region.

The fundingof CCT 6 s mar k et uringghe 8808 yeariwasythrodgh a combination of
CCC funds and business partner contributions (to match the CCC funds dollar for dollar). The
launch of new brand guidelines, new photography and strong branding architecture (which
highlights our seasonal contrasts through strong and emotive use of imagery) has given
business and district partners more tools and a clearer structure from which to collaborate and
plan their own activities.
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International Markets

Market Dynamics

Visitor Numbers

— In the year to 30 June 2009 International Visitor Arrivals to New Zealand numbered 2,398
million, a decrease of 2.9% from June 2008.

— International Visitor Arrivals through Christchurch International Airport decreased 3.4%
however there was an increase of 4.0% out of Australia.

— Trans-Tasman traffic, discounted fares and increased capacity out of Pacific Blue and
Jetstar has assisted this growth out of Australia.

(Note: This is reflective only of the number of direct international flights into Christchurch
and does not include arrivals into Auckland transferring domestically to Christchurch).

— Aggressive and more centralised marketing joint venture campaigns promoting
Christchurch and the South Island, with CIAL, NZ Ski Tourism Marketing Network (SKI
TMN) and other Regional Tourism Organisations (R T O)Yt&as also contributed to this
growth.

International Visitor Survey total expenditure $6,016,431.50 with an average of 21.97
nights stay in NZ. Overall spend down 2%.
Guest Nights

— The most accurate measure of visitation to the region (both international and domestic) is
the Commercial Accommodation Monitor (CAM).

YE June 2009

RTO 2008 2009
Auckland 17.3% 17.2%
Rotorua 5.7% 5.4%
Wellington 8% 8.2%
Christchurch & Canty 15.5% 15.6%
Queenstown 10.0% 9.8%
Other 43.5% 43.8%
Total 100.0% 100.0%

Wellington and Christchurch are the two regions to have experienced growth during the

past year.
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International Arrivals - CIAL
— YE June 2008 inbound visitors by key Market % change

Permanent

Residence 2009 2008 % Change
Australia 285,897 274,712 4.1%
UK 52,137 57,702 -9.6%
North America 34,549 34,416 0.4%
Japan 26,893 40,014

Germany 12,168 14,192 -14.3%
Korea 13,174 21,626

Other 92,545 92,501 0.0%
Total 517,363 535,162 -3.3%

— As with last year, Australia showed the most significant increase and is anticipated to
continue with strong growth over the coming year.

— The UK, USA and Japan are the next strongest markets however have shown significant

decreases. This can be attributed to the recession (for the UK and USA) and Swine Flu
(which has significantly affected visitor numbers out of all Asian markets).

Marketing Activity

— Visits to international markets included sales calls, frontline training workshops and quality
time with product managers. There was a clear focus on regional highlights, itineraries,
touring routes, USP6s and new product wupd
standard with a personal touch to keep the receiver focused.

— The new Christchurch & Canterbury Tourism website launched in June included a Trade
section which has been promoted to the trade as a necessary tool. 94 trade partners have

viewed this to date. Tradebs new appr o aenilettar contemtniditce thed |

product directory section is going to see this increase substantially.

— The Ellerslie International Flower show 2009 was promoted to the trade to gain awareness
prior to the event. Four Australian & four Japanese key wholesale partners were targeted to
include brochure inclusion of the event in future brochures (details regarding these
attendees documented in the appendix). Famil opportunities were also created over the
event.

— A Christchurch and Canterbury Tourism trade collateral review along with a trade

communications material survey was conducted to get feedback to ensure CCT is meeting
the needs of the trade.

Australian Market

—  With long-haul, high-yielding markets from UK and Northern US softening in response to
the economic climate CCT continued to campaign aggressively in to Australia through
joint venture partnerships with Tour i sm New 60 Wa at a sANAOROS (frade
wholesaler), Pacific Blue (holiday retailer) and Ski TMN.
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Activity included;
Spring 2008 TNZ Spring on-line campaign
ANZCRO (sell to Flight Centre etc)

Autumn 2009 TNZ on-line campaign, integrated with
ANZCRO 6Painted Goldé campaign
Winter 2009 Ski TMN integrated campaign
A2 for 10 domestic campaign
Zuji O0destination of the month

Continued MHMG partnership support into Australia.
Pacific Blue Joint Venture (2009/10 financial year)

Aligning Christchurch & Canterbury activity with TNZ in Australia meant that CCT and partner
funding of $1.4m leveraged off the total TNZ spend of $10.5m.

This aggressive approach has yielded some stand out results;

i-SITE sales to Australian visitors increased 10.5% from $1.14m in 2007/08 to $1.26m this
year.

Australian visitors to Christchurch & Canterbury increasing by 4% compared to the
previous year.

Increase in website visitation of 34.99% (476,311) in 2008/09, compared to 2007/08
(352,852).

Key Strategic Developments and Successes

Responding to targeted research findings (undertaken by Ski TMN at the end of 2008), a
significant shift to campaigning winter in to Australia was undertaken with Ski TMN. TNZ
were lobbied to under-pin this activity, which resulted in a winter TV schedule running
from 9 7 23 February. Ski TMN online and print activity started soon after on 1 March
2009 through to the winter months. This, combined with early excellent ski conditions in
the South Island and a weak Australian season, was identified as the driver to a very
strong winter, and increased visitor numbers out of the Australian market.

Marketing collaboration between key South Island tourism bodies was also seen as
attributing to the success of visitor numbers over the winter months.
Integration of trade campaign price-points (ANZCRO) and alignment of domestic
campaign positioning with the TNZ on-line activity (see Autumn creative).

In response to the Australian market focus i and continuing to work collaboratively with
Christchurch International Airport Limited, Project Australia was formed to optimise activity
in to Australia.

(i) Ski TMN Campaign

The Ski TMN campaign resulted in a generation of 9,130,794 online impressions and delivered
53,706 clicks to www.newzealandski.co.nz. The campaign was part of the winter activity that
contributed to the following results.
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Winter trends were most evident in 2009/10 first quarter from activity during 2008/09 period,;
>Drivenby6st aycationd6 trends, peopl-breakappealldayi ng cl
> 28% more Australianés holidayed in NZ compar
> Over 100, 000 Australianbs holidayed in NZ ov
> CIAL recorded an Australian Visitor Arrivals increase of 30% for July 2009, up to 32,024 from
24,547 in July 2008

Below is the creative showing mix of actual ads and concept work (web-site
www.skinewzealand.co.nz).

ELEVATE
YOUR

over 90 ﬂ'lﬂts per week, ]USt 3 hours direct. PLAN A SKIHOLIDAY IN NEWZEALAND and you'll find a mountain of activities to tickle your fancy from spectacular skiing
p & and boarding for all levels, to off-mountain excitement like bungy jumping, jet boating, wine tours, spas and more. Fun on
and as affordable as a ski ho"day at home! and off the mountain, epic scenery, easy and affordable... now's the time to start planning your NZ ski vacation.

WHAFS ON WWW.NEWZEALANDSKI.COM.AU

W A A

FLIGHT TIME TO
NEW ZEALAND?
ONE MOVIE.
ONE COMEDY.

NO DRAMAS. ___.

0n|y 3 hours dlrect. over 1m week'y UNBEATABLE VALUE EPIC SCENERY, GREAT SNOW, HEAPS TO DO, Gatting 10 New Zealand has never bess saswur of

more attordable. A holday skinng and riding m the soanic Southam Alps of the Seuth lsland means spectacdar value and

ﬂlghls. affordable and fun. soads of variety, both e and o4 the slopes. Now is the time to plan and book your New Zealand ski holiday

WHAFS ON

PRACTICE
1S

PERFECT
-

On'y 3 hwrs dim over 100 FEAL MOUNTANS, EFIC SCENERY, ANESOME SNIW. . the South huland of New Zeslend & sytranpimsus willt seestaoudie skieg s riding

Featurng back bowis, chutes, and wide opan lerrain, you con L beal the variety ans langth of seasan. Chase the adrenali rush off the soges

weekly flights, affordable and L. | 1o A T ST A T

WHAF'S ON WWW.NEWZEALANDSKI.CO.NZ
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AN AFFORDABLE
INTERNATIONAL
SKI HOLIDAY

on'y 3 hours dlm over 100 weekly UNBEATABLE VALUE, EPIC SCENERY, OREAT SNOW, HEAPS TO DO .. Detting %9 New Zesland has sever boen sasier or

reore affordabile. A holidsy shiag aod riding in the scenic Soulhern Alps of the South laland means speclacular value and

f"ghts. affol'dable and fUn loads of varisty; both on and ot the cloges Now is the time to plan sad book your New Zealand shi holiday

WWW.NEWZEALANDSKI.CO.NZ

(if) Australia Autumn 2009

The Autumn campaign was the first to adopt one
6invi gdruastiingnddi ndul genced to position Autumn
integrated the ANZCRO campaign featuring package price-points in the creative.

The ANZCRO campaign resulted in the sale of 767 room nights, generating a consumer spend
of $109,604.30 (applying an average nightly spend of $142.90).

The campaign was also the first to drive visitation direct to the christchurchnz.com website,
generating 41,770 visits (12 April T 31 May). The campaign had an extensive reach achieving
19,652,968 impressions compared to a targeted 6,395,000. This means the CCT campaign
message was seen 19,652,968 times through online channels alone.

This translated to a 3.6% increase in Australian visitor arrivals (CIAL by port stats) for the
months of April, May and June, compared to 2008.

'[!our Christchurch indulgence is
just a 3 hour direct flight
,‘ w‘" ' .

- S

weenshristcharche: con
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Autumn 2008 ANZCRO Campaign

ANZCRO brochure Escape Travel Catalogue

WHAT'S ON

Now Zaalnd 11

W WEW ZEALAND The Beautiful North

Ths North hind Is 3 gpectacular auumn

INCLUDES D nights sactvd sccommotation
0 Awckind, Faamu|, Tusngs, Roons,
Naplér and Welinglon and 0 &ays car T,

ADD 1 273 it In Aot o 911°

) 9 nights nen $659°
a1 TSP e e = 3T
= 5

o eva

Discover the South Island

Ency the many ceghts of Christchurch
06 Cartarbusy and the Sauth sknd In
U, K 1he partsct 1ma 12 érfoy e
Kad#iacope of aMmaTing autumn colours
dscarating 1h aimady sming wanery
INCLUDES 10 rigrts salsctsd
SxommOdaticn king n Chrthurn,
Fax GECk, Quasraiwn, T Am,
Dunedin, Tikapa nd Akeres, 10 43
Car 1" 3ncla Mifrd Sound Zenc s

10 nights ea $7 79"

o
RESRGR R s

Domestic Market

CCT continued to drive domestic visitation to the region from key North Island source
markets, through shoulder season campaigning with the support of key partners including
the CIAL, the districts and NZ Hotel Council (NZHC) investment. The campaigns were
experiential driven with short break propositions, underpinned by lead in hot deals. This
was supported by increased domestic airline competition generating competitive airfares.

Outcomes from the Visitor Strategy Marketing and Branding group were applied to the
Autumn Campaign in an effort to shift outdated perceptions of the city and region believed
to be a key barrier to visitation. For this campaign CCT started working with a new
agency, Strategy Advertising & Design.

In conjunction with the integrated Autumn campaign, CCT considered a broader brand
architecture i shifting the way Christchurch & Canterbury is marketed. It is essential
Christchurch is promoted in a more positive way to combat the negative stereotypes that
are held by the domestic market. The developments included portrayal of the City as
vibrant, upbeat, contemporary, subtly sophisticated destination through emotive imagery
depicting escapism, reward, accessibility and relaxation. The campaigns continued to
partner with the hero events in Christchurch city as a hook to the respective season.

A significant investment in emotive, art directed photo shoots including talent underpinned

the brand developments. Shoots were carried out in Christchurch City and several other
regions, reflecting the seasonal variations.
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— With an increasing focus on tactical activity, the media buy reflected the shift to an online
focus in conjunction with the website launch in  June. Winter 2009 vyi
onlined media buy campadRBRactvipder pi nned by t

:
— 2008/09 Domestic activity included;

Spr i ngCoademd APUNTERS, LOVERS, oEMN&#HORERS" (
Media Full page cover print magazines, main metros, online,
electronic direct mail
Partners Akaroa, Kaikoura, Mackenzie, NZHC hotels.
Hero event NZ Cup & Show week (hence punters)

Aut u mnCoaced Autumn Colours (new brand launch)

Media A6 booklet, Billboards in Auckland & Wellington full page colour
magazine print placement schedule, online banner ads, text
links, search engine marketing

Partners CIAL, CCC, Akaroa, Kaikoura, Mackenzie, Hurunui, The
Hermitage, Alpine Springs & Spa, NZHC hotels.

Event Ellerslie International Flower Show

Wi nt er Coace® Embrace the Winter Blues
Tactical OWinter Wio&érdeaddor 16 (July 2

Media Online underpinned by strategic PR releases and social
marketing

Partners MHMG, Selwyn District Council.

Event Christchurch Arts Festival Winter Garden 2009

—  Marketing developments were well received by local District Tourism Offices with the
majorityof dist r i ct partners investing in the Autum
now look to CCT as providing a leadership role for regional brand development i and
relating creative rollout.

—  During the 08/09 year Christchurch & Canterbury domestic arrivals represented 72.8% of
total arrivals to CIAL, with 2,138,497 passengers arriving into Christchurch airport. This is
a 1.4% increase on the previous year.

— A recent Colmar Brunton/Flybuys study rated Christchurch as the 3™ most popular
destination to travel to amongst the domestic market.

Regional Visitor Monitoring (RVM) results were also at an all time high, achieving an overall
8.4/10 satisfaction rating of the experience, compared to a national average of 8.1.
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Spring 20081 6 Punt eregs,s,LEWX pl| or er s o

National Print Ads

NEW REASONS 10 B -
FALLIN LOVE AGAIN WITH RE-DISTOVER
THIS SPRIN ES(APE THIS SPRING N xAIKOURA THIS SPRING

EXPERIENCE EXPERIENCE
THE ACTION o e T_HE STYLE

Banks Peninsula Marketing
Banks Peninsula continued to be a key part of campaigning, particularly through the Autumn

and Spring seasons leveraging a total campaign spend of $389,650. Winter continues to be a
challenge with the number of businesses being closed over this period.
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The proposition for Akaroa depicted in the Autumn 2009 campaign continued to position the
township on its French/colonial inspired and wildlife strengths in the new brand. The purchase of
a key hero image has been extensively used through trade channels, New Zealand and
Australian consumer campaigns with supporting content.

Banks Peninsula was featured both in to the Christchurch and New Zealand markets in the
following media channels i radio, billboards, booklet distribution, online, main metropolitan print
and magazine print, O6NZ on a Platebd series

Overall Akaroa/Banks Peninsula was represented in market through a consumer campaign
spend of approximately NZD $160,540, leveraging off a total spend of $884,000;

Domestic Spring 2008
Autumn 2009
Winter 2009

Australia Spring 2008

Autumn 2009
Please refer to Australia and New Zealand sections for activity details.

Flight Centre Catalogue September Auckland Billboard

A6 32 page booklet Full page Banks Peninsula placements

19



