
Combined with solid growth in the last 12 months, Tourism 2025 gives New Zealand tourism a strong base from which to 
leverage opportunities that will be presented in the year ahead. 

The State of the Tourism Industry 2014 is the latest in an annual series produced by Lincoln University and the Tourism 
Industry Association New Zealand (TIA), with data support from Statistics New Zealand and Tourism New Zealand.  
To read the full report, go to
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Whakatipu Uara Ngatahi www.tourism2025.org.nz/making-it-happen/state-of-the-tourism-industry-/
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The State of the Tourism Industry 2015 uses the most up-to-date data available. Cruise data is based on the cruise season which starts in August and ends in June. Tourism operators were also surveyed for qualitative data on the State of the Tourism Industry.

I N T E R N AT I O N A L  V I S I T O R S

Arrivals from our number one market, Australia, 
climbed 5.2% to 1.3 million visitors, while fast-
growing arrival numbers consolidated China’s 
position as our second largest visitor market. 
Visitor numbers from the US, UK, Japan and 
Germany all showed positive growth.
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Combined with rapid growth in the last 12 months, Tourism 2025 gives New Zealand tourism a strong base from which 
to leverage opportunities that will be presented in the year ahead. 

The State of the Tourism Industry 2015 is the latest in an annual series produced by Lincoln University and the Tourism 
Industry Association New Zealand (TIA), with data support from Statistics New Zealand and Tourism New Zealand.  
To read the full report, go to
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