
Summer Marketing Summary
Domestic and Australia



Key Takeaways

• 33% of total traffic to DunedinNZ was from Australia.

• Over 500,000 impressions

• Demographics: The 65+ age group was the strongest segment across both NZ and AU.

• Website Traffic: Total clicks to the website reached 69.6k. The majority were AU clicks (33.3k clicks).

The overall increase in clicks YoY was significant, likely driven by a large rise in impressions across all campaigns

• Website users were up 68% YoY throughout the campaign period, with `95% being first time website visitors

• Google Ads drove 2,348 outbound link clicks (from the site) from 4.6m ad impressions

• META Ads drove 397 outbound link clicks from 1m ad impressions

Marketing Mix

• Owned channels – Meta ads and video, google search –

• robust strategy behind this which delivered strong year-on-year growth across all key metrics.
• Top-performing ad sets achieved high landing page view growth and strong frequency, demonstrating effective 

targeting and messaging.

• Outbound link clicks also showed impressive growth, particularly among tourist audiences indicating strong 

interest and intent.

• Top engaged NZ locations were Canterbury, Otago (excluding Dunedin), Auckland, Southland and West Coast. 

Within our target catchment Brisbane and Gold Coast were top for Australia.

• Retargeting mechanism promoted operators Summer deals to convert the intent/consideration of travelling to

Dunedin and get visitors in the city.

• Out of home channels

• Paid media, CamperMate campaign and Queenstown Airport digital screen takeover.

1. SUMMARY AT A GLANCE

Quick Dunedin visitor stats 2025/2026

• According to MBIES ADP (Accommodation data 

Program) Dunedin had a 6.1% increase in January's 

total guest nights compared to last January, majority 

Domestic. Average nights stayed per guest was 2.

December also saw an increase from the previous 

year.

• Domestic tourists spent $31.3m using electronic cards 

in December 2025. Of all RTOs ED ranked 12th

highest in domestic TECT spend. International 

tourists spent $9.1m, and ED ranked 14th highest. This 

is a 3.8% decrease on 2024.

Source: MBIE TECT and ADP data
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1. GOOGLE ANAYLTICS / DUNEDINNZ

Users and acquisition: Website users grew 68% YoY from both domestic and Australia audiences over the campaign period (14 December – 9 February). 95% of users were first time website 

visitors showing we were able to get in front of new audiences.

Engagement: Website engagement rate is sitting at a healthy 49% (above industry average). Average pageviews is sitting at 3, which is up 93% YoY. 

Channels and sources

• Cross Network (Google Demand Gen) brought in the bulk of increased users during the campaign period and made up 30% of all pageviews.

• Organic search remained very strong (26%), despite a 15% drop in users MoM.

• Paid search contributed 23% of sessions, while Paid Social came in fourth at 10% of sessions.

• The top regions driving traffic were Brisbane (29%), Christchurch (17%), and Dunedin (11%).

• AI website referral sessions are continuing to grow with 404 sessions, 382 from ChatGPT.

Conversions: Throughout the campaign period we drove 12.2k outbound link clicks.
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1. GOOGLE SUMMARY

The Summer 2025/26 Google campaign across New Zealand and Australia delivered strong year-on-year growth in

visibility, traffic and conversions, successfully combining large-scale awareness with high-intent search activity.

Performance Max drove reach and session growth, while Demand Gen supported discovery and mid-funnel 

engagement. Search campaigns were the standout efficiency driver, particularly in New Zealand where engagement 

exceeded 86% and over 2,700 conversions were achieved at a low $1.60 CPA.

Conversion outcomes were largely concentrated in Otago, reflecting strong domestic travel demand, while Australian 

activity contributed incremental awareness and supporting conversions. Overall, the campaign effectively captured 

travel planning intent and strengthened destination consideration, delivering measurable performance improvements 

heading into the peak summer period.

Google Search Insights: Search activity captured strong destination and planning behaviour. 

Top-performing NZ queries

• “Dunedin things to do”

• “Dunedin itinerary”

• “Dunedin events”

• “Dunedin attractions”

These terms delivered high CTR (20–30%) and efficient CPC (~$0.33), outperforming industry averages and reinforcing 

strong destination intent. AU search activity focused on broader South Island inspiration queries, supporting early-stage

travel planning. The ‘over tourism’ ad delivered the strongest click volume in the Demand Gen campaign.

Most engaged creative in NZ
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SUMMER DOMESTIC 2025

Campaign Period: November 2025 – February 2026

Theme: “Escape the summer crowds with a D-tour to Dunedin”

Proposition: A relaxed summer getaway offering:

• Stunning beaches & natural wonders

• Wildlife encounters

• Cycling & trekking adventures

• Craft beer, distilleries, and summer culinary experiences

• Less crowded, quieter, classic kiwi summer.

Target Audience
Primary: Drive Market. Holiday travellers, nationwide in consideration layer, then those 

travelling and may have missed Dunedin off their itineraries as layer 2. Freedom campers. 

Segments:

• Nature Seekers (beaches, wildlife, landscapes)

• Adventure & Thrill Travelers (cycling, trekking, kayaking)

• Relaxation Seekers (crowd-free summer escapes)

• Food & Beverage Enthusiasts (craft beer, distilleries, local flavours)

Marketing Campaign Timeline

SUMMER D-TOUR CAMPAIGN

Month Key Focus

October Launch digital campaign; social media & eDM live

November Peak OOH; Queenstown, media inclusions; campervan, Central Otago focus

December Market saturation, CamperMate campaign

January Last-minute summer bookings; continued digital/social push. Travellers on
holiday targeting. Events and Deal remarketing ramped up.



The D-Tour Summer 25/26 campaign in New Zealand delivered strong year-on-year growth across all key metrics. Overall visibility surged, with impressions reaching 695,942, while landing page views

increased from 4,903 YOY to 5,804 YOY. Engagement was equally robust, with a CTR of 0.83%, and website sessions up to 5,940 across tourists and locals.

Conversions were solid, with 441-page visit engagements recorded. Regionally, Canterbury and Otago accounted for 61.5% and 28.2% of impressions, respectively.

Top-performing ad sets included First Touch (Tourists) and Remarketing (Social Engages), achieving high landing page view growth and strong frequency, demonstrating effective targeting and

messaging. Outbound link clicks also showed impressive growth, particularly among tourist audiences, indicating strong interest and intent.

Overall, the campaign achieved remarkable reach, engagement, and cost efficiency compared to industry benchmarks, positioning it as a high-performing driver of summer tourism awareness in New

Zealand.

2. OWNED CHANNELS / D-TOUR
SUMMER DOMESTIC 2025/2026

Region Impressions % of Total

Canterbury 428,049 61.5%

Otago 196,124 28.2%

Auckland Region 16,576 2.4%

Southland 14,409 2.1%

West Coast 14,031 2%

Regional Performance (Impressions)

Insight: The campaign was heavily concentrated in Canterbury and Otago, accounting for nearly 90% of impressions. Other 
regions had minimal exposure.



Paid ad examples
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2. META AD EXAMPLES



2. RETARGETING CAROUSEL / DUNEDIN DEALS

All featured businesses saw on average 100 click throughs from the Dunedin deals page. Likewise for featured events. The top 4 saw over 250 clicks. In total over this period 

there were over 5.5k outbound clicks from dunedinnz.com to businesses and events, regardless of being featured in the creative.
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The campaign featured a digital screen take over in Queenstown Airport over peak holiday season, with targeted messaging to travellers arriving to explore summer tourist hotspots 

Queenstown, Wanaka, Central Otago and the surrounds. Queenstown Airport had over 770,000 arrivals both domestic and international over December, January and February.

2. QUEENSTOWN AIRPORT DIGITAL PLACEMENTS

Digital static screen creatives

Digital video screen creatives
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2. CAMPERMATE

CamperMate campaign aimed to capture travellers exploring the South Island over the period. Encouraging them to add Dunedin to their travel list. Campaign ran on the CamperMate app with 
ads, in their Edm network with brand ads, itineraries and blog posts.

An additional benefit if the campaign is new content that will be found by potential travellers in weeks and months to come.

• https://campermate.com/vi/blog/post/guides/nz/3-day-
dunedin-itinerary

• https://campermate.com/en/list/albatross,-castles,-and-
campfires:-discover-dunedin/bf0527a4-ef33-4a1a-aedc-
9472735eaa56

• https://campermate.com/sitemap/location/new-
zealand/s/dunedin/tourist-attractions

Quick Dunedin Campervan Stats

Dunedin had 4,211 campervan visitors in December, 85% were 
international and 15% domestic. This was an 11% increase on
the previous month. Of those 913 stayed over-night with an
average of 1.37 nights.

January had 5,065 visitors, 87% international and 135 domestic. 
Of those 1,114 stayed over-night with an average of 1.42 nights.

February had a further increase of 14% from January and 2% up
from the previous year. 1,300 overnight stays with an average
of 1.34 nights. . International visitor origin were, Germany, 
Europe, France, UK, USA.

Source: TripTech
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https://url.au.m.mimecastprotect.com/s/6ifAC5QZjgfWr9NVCzfYIkzZfI?domain=campermate.com
https://url.au.m.mimecastprotect.com/s/upBZC6X1kjHG4mwnC6hyI5D1xF?domain=campermate.com
https://campermate.com/sitemap/location/new-zealand/s/dunedin/tourist-attractions
https://campermate.com/sitemap/location/new-zealand/s/dunedin/tourist-attractions


2. CAMPERMATE
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NZToday: Detour to Dunedin – November/December edition
Bi-Monthly magazine with an active audience of motorhomers, caravanners and road

trip communities across New Zealand. This is the go-to resource for anything RV related. 

Distributed Nationwide, including Paper Plus, Whitcoulls Bookshops, and selected 

Supermarkets, Libraries nationwide, RV Industry, Travel, Tourism and Destination offices 

nationwide.

2. MEDIA MIX EXAMPLES

NZH Travel Short Stays: Digital and print
Full page print advertorial written by Enterprise Dunedin, additional digital campaign
targeted to Auckland. September launch to initiate consideration phase of travellers. Whare 

Flat Folk Festival, Masters Games, Brighton Gala Day included in Event section. Weekly 

readership nationwide is 752,000 in print, 90% intend to travel in the next 12 months. 100k 

impressions on NZH Travel digital.

During this period, we had earned and paid media features in ESCAPE, Motorhomes, Caravans and Destinations, 1964, The telegraph, National Geographic Travel, Holidays with kids, NZH

Travel x3, Kia Ora magazine x2.
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NZ Cycling Journal December edition
14 pages editorial and digital/social media campaign highlighting 3 gravel rides around Dunedin. Brighton, Train journey and ride back (off the beaten track, Pukerangi to Dunedin), Otago Peninsula-

Hoopers Inlet ride. This is part of our strategy to profile different types of Biking in Dunedin, to attract more biking enthusiasts of all demographics, specifically the more adventure type for this 

publication as part of the detour campaign. This also supports work our events team are undergoing. Distributed nationwide in over 800 outlets, including supermarkets, bookshops, magazine outlets and

cycle shops.

2. MEDIA MIX EXAMPLES CONT.
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Summer Australian Campaign
‘Coolcation’



Objective:
DunedinNZ aims to grow market share and visibility in Australia by leveraging the new Jetstar 

Gold Coast–Dunedin route and major events as visitation drivers. With strong cultural and

sporting assets.

Dunedin will be positioned as a must-visit short-haul destination for Australians seeking 

unique, off-the-beaten-path experiences and escaping the Australian Summer heat.

Approach:
We executed a multi-channel strategy focused on the Gold Coast Airport catchment,

integrating digital, out-of-home, and owned media to deliver high-frequency brand exposure. 

This is supported by premium placements in leading Australian magazines and print

media, blending editorial and advertorial content to reinforce core messaging and broaden 

reach. A key pillar of the strategy is alignment with Tourism New Zealand’s 2025 Australia 

Campaign. By harnessing TNZ’s traveller insights, we are tailoring our creative to reflect 

Australian traveller motivations and preferences, ensuring Dunedin’s unique selling points—

heritage, wildlife, events, and lifestyle—connect with high-value audiences.

Target Audiences
• Primary: Trans-Tasman cultural seekers. Free Independent Travellers, Expatriates, Families, 

VFR, SINKs, DINKs, (event-driven and leisure travel).

• Geography: Gold Coast catchment .

AUSTRALIA SUMMER 2025/2026
COOLCATION CAMPAIGN SUMMER



1. OWNED CHANNELS

Quick Stats

• Similar to NZ, click-through rates were maintained through the holiday break.

• Google drove the majority of landing page views.
• Outbound clicks and Insiders page views remain lower than NZ, as expected, given the

AU market is earlier in the travel planning journey. Engagement remains solid overall,

particularly on Meta.

Audience split

• Queensland: 73.7% of impressions

• New South Wales: 26.3%

Google
• The majority of clicks were driven by the PMax campaign (18.5 clicks), while Search 

continued to deliver the most engaged traffic.

• The keyword “South Island New Zealand” generated the highest number of website 

clicks.

• The Locals video and Beach face image ads were the strongest drivers of traffic to

the website.

Meta

• Feed placements have drove more landing page views than stories
• The combined Carousel delivered the highest number of landing page views within the

First Touch campaign.
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Example of Instagram ads

Example of Instagram ads

1. OWNED CHANNELS
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Campaign Objective

To showcase Dunedin as an easy, affordable, and visually rich base for exploring the South 
Island, encouraging itinerary planning and destination consideration among first-time and fast-
moving travellers.

Summary Insight

The campaign successfully drove destination discovery and trip-planning behaviour, with saves and

shares performing particularly strongly for a regional destination partnership. Content continues to

deliver long-tail value through organic reach and ongoing engagement.

Content Links

• Reel 1: https://www.instagram.com/p/DRtrfIVE7x5/

• Reel 2: https://www.instagram.com/p/DRy3Enmkx14/

• Carousel post: https://www.instagram.com/p/DR1fTvUk1n1/?img_index=1

• Blog link: https://globalandbeyondtravel.com/best-things-to-do-in-dunedin/

2. GLOBAL AND BEYOND
AUSTRALIA SUMMER 2025/2026

https://www.instagram.com/p/DRtrfIVE7x5/
https://www.instagram.com/p/DRy3Enmkx14/
https://www.instagram.com/p/DR1fTvUk1n1/?img_index=1
https://globalandbeyondtravel.com/best-things-to-do-in-dunedin/
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Key Performance Highlights (Instagram)

Audience engagement was largely itinerary driven, with strong save and 

share behaviour and frequent comments asking how to plan Dunedin as a

base. This indicates high intent and planning-stage interest rather than 

passive viewing.

125,900+ total reel and carousel views

2,210 total saves across reels and carousel

2,295 average shares across reels and carousel:

364 comments
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Vacations and Travel: For the love of adventure – November edition
Vacations & Travel is Australia’s longest-running travel magazine with 35,000 copies distributed in Australia, 

New Zealand, Fiji and Southeast Asia.

3. MEDIA MIX EXAMPLES

Vacations and Travel Nov 2025.

National Geographic Traveller Jan – Feb 2026, UK audience.
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4. OOH GOLD COAST MALLS

Gold Coast Malls – digital screens over busy Christmas shopping week where foot traffic is highest as well as the Australian summer temperatures. Targeted messaging with OOL – COOL in 3.5

hours lock up to make shoppers aware of Dunedin as a destination they can visit easily from the Gold Coast Airport.

AUSTRALIA SUMMER 2025/2026
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