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NEW ZEALAND SCREEN PRODUCTION REBATE (NZSPR)
PRODUCTION REBATE 5% UPLIFT



F3 & F4 - Tourism New Zealand Partnerships

Tourism marketing partnerships provide a substantial opportunity to increase the profile of New Zealand as a tourism destination and to leverage productions shooting in New Zealand for access to their fan base and other marketing opportunities.

____________________________________________________________________________________________


F3 – Tourism marketing partnership

The partnership involves executing a high impact marketing plan that leverages the production to raise New Zealand’s tourism profile in key target markets. If you wish to claim points under this section, please contact the NZFC, who will help you engage with Tourism New Zealand (TNZ).

The mandatory deliverable under the high impact marketing plan is that the distribution of content:
· occurs in at least three key markets for TNZ; or
· achieves significant reach.

The content and the applicable markets or approach for distribution reach must be agreed with TNZ. As a guide, TNZ considers its key markets to include Australia, China, USA, UK, Germany, India, Japan, Korea and Singapore. TNZ defines significant reach as distribution through mainstream channels with substantial viewership.

In addition to the mandatory deliverable, the applicant and/or Related Entity must agree to three out of the four possible activities with TNZ and include the three-agreed activities under its marketing plan. 

In agreeing those activities, the applicant and/or Related Entity should expect to agree terms relating to the content (including video) that an applicant and/or Related Entity provides under section F3. Such terms will include the following:
· Rights of Use by Approved Agencies: In addition to TNZ, certain other New Zealand tourism organisations may want a right to use content. TNZ will agree with the applicant and/or Related Entity which other tourism organisations will be granted a right of use by the applicant and/or Related Entity. Once an agency is approved, each approved agency and TNZ will each be an Approved Agency. TNZ will be responsible to the applicant and/or Related Entity for an Approved Agency’s use or will procure that the Approved Agency agrees terms of use with the applicant and/or Related Entity.
· Purpose of Use: An Approved Agency will have the right to use the content for marketing and publicity activity to promote New Zealand as a tourism and destination experience.
· Permitted Media: Each Approved Agency will be entitled to use the content:
· on its official websites and social media pages;
· in collateral and audio-visual media for industry trade events, conferences, festivals and markets;
· in annual and quarterly reports, board papers, and government-required documents (including a statement of intent, statement of performance expectations); and/or
· as part of global promotional campaigns that promote New Zealand as a production destination, through its owned and earned media channels.  
· Duration of Use: An Approved Agency will have a right to use the content for a period of 12 months from the date of public release of the production or trailer for the production (whichever is the earlier), or for such other duration as agreed by the applicant and/or Related Entity.  
· Approval for Specific Use: The overarching rights of use in the above four bullet points set the expectation as to how an Approved Agency would use the content. However, for each type of specific use of content by TNZ or another Approved Agency, the Approved Agency will seek approval from the applicant and/or Related Entity for the proposed specific use of content. The applicant and/or Related Entity will not unreasonably withhold or delay their approval. An applicant and/or Related Entity can (reasonably) make their approval conditional on certain reasonable terms being satisfied (for example, if a call to action is required to be included in the proposed use). If use is approved (including conditionally), the Approved Agency may only use the content in accordance with the approval given.   
· Talent Approvals: Where any right to use under, or activity contemplated by, this section is subject to cast or talent approval or release, it is expected that the applicant and/or Related Entity will have, or will use all reasonable, good faith efforts to obtain, such approval or release for the Approved Agency’s marketing and promotional activities set out in this section F3 and as specifically requested. The overarching rights of use by an Approved Agency set out above should be considered early in the production’s cast and crew contracting process for this purpose.  
· Costs and Payments: To the extent any such approvals or releases will require any additional guild payments, talent fees, and/or any third-party licensing or clearance costs, the applicant and/or Related Entity must advise of those payments and/or costs when responding to an Approved Agency’s request for use. If the Approved Agency wishes the applicant and/or Related Party to proceed with obtaining such approvals, the Approved Agency will be responsible for paying the applicant and/or Related Entity for those payments and/or costs (as so advised) in connection with such approvals.

Where TNZ invites talent or others to participate in New Zealand tourism and destination experiences, TNZ will be responsible for: 
· the organisation of any participation of such attendees at the relevant experience, and the cost of the relevant experience and any other reasonable on-the ground costs for attendees; and
· obtaining approvals (with the applicant and/or Related Entity’s involvement) from those attendees in respect of any quotes provided and to any use by TNZ of any footage or stills taken by TNZ of the attendee’s experiences.

____________________________________________________________________________________________


F4 – Bespoke marketing partnership

This section requires a bespoke proposal that is agreed with TNZ, and then delivered upon by the applicant and/or Related Entity. A proposal will need to deliver access to new markets, or increased access to key markets, which is separate or additional to what is delivered under the tourism marketing partnership under section F3. 

If you wish to claim points for section F4, please contact the NZFC, who will help you engage with TNZ .

____________________________________________________________________________________________


Screen Rebate Case Study: Disney’s Pete’s Dragon

Summary
Tourism New Zealand worked closely with the New Zealand Film Commission and Walt Disney Pictures to showcase New Zealand as a destination. 

Tourism New Zealand identified New Zealand experiences for the high-profile cast and worked with Disney and the talent to capture bespoke destination content. The content was used by Tourism New Zealand and Air New Zealand to promote destination New Zealand and the movie throughout paid advertising, public relations activity and Tourism New Zealand’s own media channels.

Process
Tourism New Zealand’s primary objective for the partnership was to leverage the production of Pete’s Dragon to grow preference for New Zealand as a travel destination.
 
Working with Disney, Tourism New Zealand were able to achieve this by:
1. Showcasing New Zealand as the Home of Pete’s Dragon and inspire our target audience to ‘come on an adventure’ through bespoke content with cast. 
2. Leveraging Disney’s extensive campaign to tell a more detailed destination story and show the real New Zealand locations in the movie.
3. Converting interest in New Zealand from the movie and our content into booked travel with travel partners. 

Activity
Tourism New Zealand’s campaign work was based in USA and included:
· A targeted social campaign, reaching Disney and adventure travel enthusiasts.
· Extensive public relations activity, e.g., Good Morning America broadcasts showcasing destination New Zealand and leveraging cast experiences.
· Robert Redford described New Zealand as “a country with a smile on its face”.
· Bryce Dallas Howard spoke about New Zealand as being the most beautiful place on earth.
· A virtual reality collaboration with Disney which allowed fans to fly on Pete’s dragon above New Zealand’s epic landscapes in a Virtual Reality/360 video experience on YouTube.
· An advertising partnership with Air New Zealand to drive bookings. 

Results
The activity enabled Tourism New Zealand to reach audiences in a key market about the benefits of visiting New Zealand, all whilst supporting the promotion of Pete’s Dragon.
· One in three USA consumers researched said they were aware that Pete’s Dragon was filmed in New Zealand. Amongst those who had seen the film, awareness of New Zealand as the Home of Disney’s Pete’s Dragon increased to 59%. 
· 92% of people that recognised the campaign activity were more motivated about the idea of a New Zealand holiday. 
· Working with Pete’s Dragon and its cast, Tourism New Zealand drove a return on investment in excess of 60:1.

____________________________________________________________________________________________


Screen Rebate Case Study: Our Flag Means Death Season 2
 
Description of Opportunity
TNZ, HBO and Warner Bros worked together to deliver a destination marketing campaign in partnership with the filming of Season 2 of Our Flag Means Death in New Zealand. The campaign was delivered through a collaboration with Taika Waititi and the crew of Season 2 of Our Flag Means Death. 
 
Working closely with HBO, Warner Bros and Taika’s team, Tourism New Zealand developed a concept that showcased destination New Zealand that was distributed internationally across advertising, public relations and media channels owned by TNZ and HBO Max.
 
Process
Tourism New Zealand’s primary objective for the partnership was to leverage the relationship with Our Flag Means Death to grow desire for New Zealand as a travel destination enabling the sector to recover in the short and long-term, after Covid-19.
 
Working with Warner Bros, Tourism New Zealand were able to achieve this by:
1. Utilising cast star power to create a high-profile campaign.
2. Showcasing locations from the series to promote New Zealand’s diversity and links to the production. 
3. Utilising cast and crew advocacy through press interviews and content to showcase our people.
 
Activity
Tourism New Zealand produced content titled ‘No Place Like It On Earth’ with Taika Waititi, which showcased the sights and experiences travellers can find in Aotearoa New Zealand. In the film, Taika Waititi enlisted his real life Our Flag Means Death stunt double, Jade Daniels, to help undertake the epic task of presenting New Zealand to the world. The content also starred New Zealand director Jackie van Beek, as director of the 100% Pure New Zealand production. 
 
The content was distributed globally through paid advertising, public relations pitching and using TNZ and studio platforms and channels.
 
Results
Working with HBO, Warner Bros and Taika Waititi’s team allowed Tourism New Zealand to tell a unique destination story to the world with the help of one of New Zealand’s most famous talents. The star power and comedic nature of the film provided impressive global results for Tourism New Zealand.


Production Rebate 5% Uplift - F3/F4 - Tourism NZ Brief (02-26)	Whārangi 2 o 2
image1.png
New Zealand
FILM COMMISSION

e @

Te Tumu Whakaata Taonga





