
Front of mind perceptions of 
locations are critical for destination 
marketing. These show what the 
potential domestic market believe 
a location to offer or represent, and 
can be different from what those in 
charge of the destination brand say 
it can deliver.  

Front of mind destination 
perceptions are built from first hand 
visits and experience but also come 
from reputation, word of mouth and 
increasingly, what can be found on 
social media channels. 

The data comes from a nationally 
representative survey of New 
Zealanders. For more information, 
please contact  
liz@researchfirst.co.nz  
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DESTINATION 
PERCEPTIONS

in association with

SELWYN DISTRICT

Rivers, fishing, farming

HURUNUI DISTRICT

Hot pools

MACKENZIE DISTRICT

Mountains, sheep, stars

MARLBOROUGH

Wine

CHRISTCHURCH

Earthquake/rebuild, cold, garden

INVERCARGILL

Cold, southern, oysters

STEWART ISLAND / RAKIURA

Nature, wildlife, isolated/remote

GREYMOUTH

Wet, wild, mining

KAIKŌURA 

Whales, crayfish, seals

NELSON TASMAN

Beach, National Park, 
beautiful, hiking

WĀNAKA

Beautiful, peaceful, relaxing 

WEST COAST

Rugged/wild, rain

CATLINS

Scenic, wildlife
CENTRAL OTAGO

Wine, cold/snow, fruit, gold

FIORDLAND

Beautiful/
spectacular, wet

DUNEDIN

Cold, students, castle, heritage

QUEENSTOWN

Expensive, skiing/snow,  
beautiful, sports/adventure

SOUTHLAND

Cold, nature/scenery, 
rural/farm/country

AUCKLAND

Busy/crowded, shopping

TARANAKI

Mountains, hiking

ROTORUA

Smelly, geothermal (hot pools), 
culture, relax, active/adventure/fun

HAMILTON

Gardens

KĀPITI COAST

Beaches, island, ice cream

WAIRARAPA

Wine

WELLINGTON

Windy, museum, arts/culture/film

GISBORNE

Beach, wine, sun, surf

TAURANGA

Mount, beach, sunshine

TAUPŌ

Lake, trout

COROMANDEL

Beaches, beautiful

NORTHLAND

Beaches, warm, fishing

HAWKES BAY

Wine, art deco


