





Quantitative and qualitative research was conducted to fully deliver to MOP’s objectives

CF

Quantitative research Qualitative research m@)
— A 15 minute online consumer survey to answer key research questions: — Qualitative research to add depth to the international consumer survey:

— Size appeal and impacts of the Masterplan and its individual propositions — Explore the ideal “Milford Sound / Piopiotahi” visitor experience

— Size specific opportunities and risks with the Masterplan — Explore resonance of the “Piopiotahi — New Zealand, as it was forever”

— Test impacts and uptake of the international entry fees, at various price points — Add significant depth to feedback on the Masterplan's propositions
— Approx. 700 respondents* per market, with a mix of: — Online focus groups, 3 per market

— Future visitors to New Zealand (defined as Active Considerers or ACs)!) — Approximately 15 respondents per market

— Previous visitors to New Zealand, who visited in the last 7 years — Australia (AU), USA (US), China (CH)

— Australia (AU), USA (US), United Kingdom (UK), Germany (DE), China (CH), — Mix of future visitors (Active Considerers of New Zealand) and past visitors to

Japan (JP), India (IN) New Zealand

*Respondents are sampled usingan online panel thatinvolves recruiting participants froma pre-existing pool of
individuals who have agreed to participateinonlinesurveys or research studies. The respondents are screened to
fitour survey criteria and the data is weighted to reflect the demographic representation of each market.

1. The Active Considerer definition applied to this research is consistent with the definition usedin all other TNZ research. To be defined as an Active Considererthe respondent needs to find
l(A N TA R New Zealand highly appealing, strongly consider it, have New Zealand a strongly preferred destinations to visit nextand meet a minimum intended spend criterion 3



Important note on comparing results between markets

— In multi-market research, we need to be careful when comparing results between markets due to potential cultural response bias. Cultural response bias is
the effect of respondents from different cultures answering questions in different ways for quantitative research

— We know that it is common in some cultures to be more neutral when responding to questions, while in other cultures there is a tendency to agree with
whatis being asked in the survey. Specifically, for the markets we covered in this research, we need to be mindful that:

— InChinaand India, there is a higher tendency to overclaim, to provide more positive responses, and to agree with what is being asked in the survey
(acquiescence bias). This is driven by underlying cultural traits such as being a non-confrontational society, wanting to please, wanting to avoid conflict,

and "saving face"

— InlJapan, respondents have a tendency towards neutrality and using mid-response on rating scales (middling bias) or a tendency to disagree with what is
being asked

— Cultural response biases in surveys are not an issue specific to our research, but an issue that we (and other research agencies) observe across all projects.
For this reason, we need to exercise caution when comparing results between markets. For markets like China and India, it is also recommended to look at
the results in relative terms (such as ranking of the results) rather than the absolute numbers
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Top 6 insights and considerations

For international visitors Milford Sound / Piopiotahi represents the epitome of everything New Zealand has to offer — therefore, in the implementation of
1 the Masterplan it is important to retain as many key drivers to New Zealand in its experience as possible, such as raw and untouched nature, unique
experiences, and indigenous and local culture

2 The Masterplan receives strong consumer support: its intentions to create a world-class experience and protect the area for future generations are well
understood, and it is seen as giving visitors an opportunity to contribute towards the conservation of the area and enhancing their overall experience

The implementation of the plan needs to account for a tension between visitors wanting 'less' and 'more’ in their ideal Milford Sound / Piopiotahi
3 experience —an ideal experience is a balance of 'less' changes to the environment, less development, fewer visitors, and 'more' immersive cultural
experiences and basic visitor comforts

The main concerns with the Masterplan are the risk of overdevelopment and over-commercialisation of the area that could disrupt the feeling of
4 tranquillity and uniqueness of the place, loss of personal and authentic experiences, and loss of freedom to explore —thus, the implementation of the

plan needs to strike the right balance between infrastructure development, visitor numbers and putting the environment first

The proposed international visitor access fee is largely accepted across all markets, with minimal risk of deterring visitors from New Zealand — visitors

5 understand and expect entry fees for National Parks, and therefore, across all markets, there is a high tolerance for paying to experience Milford Sound /
Piopiotahi
6 The proposed changes to cruise and air access receive strong support across all markets — most visitors who are considering coming to New Zealand by

cruise are still highly likely to visit New Zealand, either by cruise or, alternatively, by air; although there is small risk to Australian and German visitors
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For many travellers, New Zealand’s culture is a secondary but important motivation to visiting
Aotearoa — although this intrigue manifests differently for visitors across markets

Qualitative insights for AU, US and CH

—=

New Zealand cultureis a New Zealand cultureis a New Zealand cultureis a

north-star to respect gateway to ‘Western Culture’ unique juxtaposition of
contrast and comfort

New Zealand culture is seen as a positive example of a Bucket-list landmarks offer a way for Chinese tourists Friendly visitors, English speaking .... Yet, little
country with genuine connection and respect for their to better understand Western Culture and earn social understanding of “indigenous culture” — but a sense of
own people and indigenous culture status exotic, and intrigue due to distance and mystery of

New Zealand as a destination

“l associate New Zealand with community, kindness
and having each others back.”
— AC, pre-family

While not the primary reason people visit New Zealand, culture is an important element to dial up in tourist hot-spots.
Visitors want to deeply engage with New Zealand through a better understanding of the people who live there, our indigenous culture,

and explore differences to their own country
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Awareness of Milford Sound / Piopiotahi is moderate, however, most of those who know of
Milford Sound / Piopiotahi are interested in visiting

Aware of Milford Sound / Piopiotahi Interest in visiting Milford Sound / Piopiotahi (among those aware)
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Aware is total base: n=AU 700; US 699; UK 701; DE 700; CH 678; JP 700; IN 698

Which of these New Zealand national parks andsceniclandmarks have you heard of?
I(ANTAR Interest invisiting is among those aware of destination base: n=AU 399; US 126; UK 210; DE 154; CH 278; JP 168; IN 265 18

Which of these national parks andsceniclandmarks are you interested invisiting if on holiday in NewZealand?









Milford Sound / Piopiotahi’s UNESCO World Heritage status sets the visitor expectations high and
provides credibility that the experience will be extraordinary

Qualitative insights for AU, US and CH

While not a key driver of visitation, the UNESCO World Heritage site The UNESCO World Heritage status also implies to some visitors that

recognition is animportant justifierin someone’s decision to visit Milford Sound / Piopiotahi would be managed, or controlled so that

Milford Sound / Piopiotahi. The accreditation holds meaning, particularly there isn’t over-crowding or damage to the site.

for American and Australian visitors. We also know, from previous

research, that Japanese visitors place very high value on this. Itis expected that a UNESCO World Heritage site is looked after
appropriately and sustainably so future generations to come can also
enjoy it.
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The desire for ‘less’ at Milford Sound / Piopiotahi was slightly stronger among

Australians

— The further you travel, the more you expect in your experience. However, being a
close neighbour to New Zealand, Australians are less likely to need the ‘frills’ and

comforts when visiting Milford Sound / Piopiotahi

— Australians also have a greater opportunity to visit again —so they have stronger
feelings about preservation and conservation of the environment and a greater ethos

around treading lightly and having less of an impact on the land

— Culturally, Australians (similar to New Zealanders) have a closer connection and place
greater value on nature —further reinforcing why ‘less’ was a more appealing option

Qualitative insights for AU, US and CH

“I don’t want Milford Sound / Piopiotahi to be
reimagined. | just want it to be the same thing

as it always has been.”
— AU AC, no kids

l(ANTAR DRAFT CONFIDENTIAL
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In qualitative groups, participants from Australia, the USA and China were shown the challenges
facing Milford Sound / Piopiotahi before seeing the Masterplan, and asked how they would tackle
these challenges

The challenges facing Milford Sound / Piopiotahi

Milford Sound / Piopiotahi hosted a record 870,000 visitors in 2019. The number of visitors has grown 693% over the last 13 years.
This is forecasted to reach 1.1 million by 2030. Visitation to Milford Sound (and other Fiordland locations) is higher than to any other tourist attraction in

Aotearoa New Zealand.

The challenges faced impact the visitor experience and the wellbeing of local habitats, landscapes and communities that live in the area.

Quality of Infrastructure

Hazards and Visitor Risks

The Fiordland and Milford Sound /
Piopiotahi area supports a wide
range of indigenous species,
including threatened and at-risk
plant, bird, insect, lizard, bat and
marine mammal species. Some of
these habitats and species are
globally unique.

Increasing visitor numbers, high
amounts of traffic congestion
(parking overflow and overcrowding)
between 11 am — 3 pm, cruise ships
block key sight lines, release “smog”.
The human impact and on-going
pollution threaten the local ecology.

The current experience offers limited
acknowledgement of local Maori
culture, heritage and historical
associations with the land.

There is a desire to build in and
revive cultural stories, practices and
values of Ngai Tahu (local tribe) into
the visitor experience.

similarly, local tribes and
communities want to experience a
feeling that enhances their
connection, sense of belonging to
the place and to their heritage.

Meost infrastructure is old and in
poor condition. It has not changed in
response to increasing visitor
numbers over the last 7 years, with a
lack of investment.

Overcrowding in specific areas
means that other key points of
interest along Milford Road are often
missed — the visitor experience
needs to be better organised.

A balance is needed to ensure
modernised infrastructure, new
visitor experiences that are resilient
to change and risk, while aligning to
sustainable principles.

The road leading inte Milford Sound
/ Piopiotahi is challenging for
international and local drivers. Due
to the remote location of Milford
Sound, the number of road accidents
(due to driving conditions and driver
fatigue), and natural hazards (such
as rockfalls / landslides, seasonal
avalanches, and periodic flooding).

Most visitors are unaware of these
risks and the existing infrastructure
does not provide much protection

from natural hazards.

If you were in charge,
what would you do in
response to these
challenges and
situation?
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The solutions proposed by respondents spontaneously — booking system, visitor fees, sustainable
infrastructure — are well aligned with the Masterplan; additionally, respondents proactively

suggested to limit visitor numbers for regeneration

Suggested solutions to the challenges facing Milford Sound / Piopiotahi

Balance demand and promote other tourist destinations in New Zealand

— While they would be disappointed to miss the opportunity to view Milford Sound /
Piopiotahi, respondents claim to be flexible and there is an assumption that New
Zealand is “full of places like this”

Tell visitors they need to book early

— People are used to booking early for other iconic tourist destinations, so this would
not be a new behaviour for them. By booking early, people assume there could be a
limit on the number of visitors allowed into Milford Sound / Piopiotahi each day,
which could reduce tourist-induced damage

Introduce some type of fee or toll to support the infrastructure and
preservation of the environment

— Many people spontaneously mentioned that there should be a visitor or tourist fee
to enter Milford Sound / Piopiotahi. Similar to booking early, this is expected at
many tourist destinations around the world, and is common in the National Park
system. People assumed the fees could support needed infrastructure and
conservation of the environment

Qualitative insights for AU, US and CH

Make better or more sustainable and natural infrastructure with low impact

— Many respondents mentioned that consideration for the environment, and how
infrastructure fits into it, is what makes or breaks a place. They do not want to see
infrastructure standing out or taking their attention, when Milford Sound /
Piopiotahi is the main attraction. Respondents were suggesting more sustainable,
natural infrastructure could reduce the impact on the environment

Limit the number of visitors during certain times of the year to give it time to
regenerate

— Visitors have come to expect that their ideal tourist destinations are not always
available to visitors. Machu Picchu, Everest Base Camp, and Glastonbury were
examples mentioned —where visitors know that they can only visit during certain
times of the year, or on certain months

“It's about thinking about the long term. If you overdo, then we wont be able to go ever.
But if people wait, and let the environment rejuvenate, then we can go in the future. If there
was information about peak times, off peak, it could help visitors make a better decision
about what time of the yearthey should go ... covid has made people be a bit more flexible”
—AU, AC, no kids

ICANTAR
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The Masterplan's intention to protect and conserve nature while creating world-class visitor
experiences resonates with key audiences

Liked elements of the Masterplan — verbatim comments

Intend to protection of nature i

— “I sympathized with the fact that they

are focusing on nature conservation
and feel the intention to leave it for
future generations” (JP)

— “Protection of nature, use of modern
technology, relief of traffic” (DE)

— “I like that I get to see all the fantastic

nature around new Zealand” (UK)

Intend to reduce impact on the
environment

“Closely focusing on the theme of

environmental protection and natural |
scenery, we will show tourists a better |

tourism experience without
destroying nature” (CH)

“Love the program's efforts to protect

the environment and provide a great
visitor experience” (CH)

“I think that, if visitors want the
privilege of visiting such an amazing
place, they need to take their
obligations seriously and make sure
that the impact their presence makes
is as low as possible. This seems like a
good start towards that” (AU)

Desire to create the world-class visitor
experience

— “You can easily experience the great

outdoors. You can go sightseeing
without feeling guilty” (JP)

i — “Can provide a variety of experiences”

(CH)

— “Deliver diverse experiences along the !

way” (CH)

| — “Develop landscapes, experiences are

eco-friendly, with world-class
modernity” (CH)

i Conservation initiatives

— “That the idea of nature conservation

is very much in the foreground” (DE)

| — “Revenues from development are

used for local nature conservation”
(CH)

— “Create awareness to contribute

more towards conservation of natural
resources” (US)

— “Conservation aspects and the

banning of cruise ships” (UK)

Strongest in DE and JP Strongest in CH Strongest in CH Strongest in JP, UK, US

ICANTAR
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The vision “Piopiotahi — New Zealand as it was forever” resonates with visitors as it reflects their
main drivers for visiting New Zealand — to experience its raw, untouched, pure nature

Qualitative insights for AU, US and CH

— The idea of “Piopiotahi — New — The graphics and images
Zealand as it was forever” associated with “Piopiotahi — New
strongly resonated with potential Zealand as it was forever” have
visitors from Australia, USA, and well represented the future vision
China as it encapsulates their of the plan

primary motivation for visiting
New Zealand — to experience its

Zealand as it was forever”
consumers expect this to mean

— “As it was forever” suggests to going back to basics and bringing
visitors that this plan aims to the land back to its pure state vs.
preserve the environment, and adding more to it

put conservation first
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Using the fee towards nature conservation and maintaining infrastructure in the area is what
makes the visitor access fee appeal to the target audiences

What is liked about the proposition' International visitors access fee — verbatim comments

Small tailored fee Booking in advance Infrastructure

— “By collecting an admission fee, it is
possible to select tourists with a good
customer base, which leads to nature
conservation” (JP)

— “Contribute to nature conservation
activities and maintenance of
infrastructure” (JP)

— “Fee is used for nature conservation and
preservation of the area” (DE)

— “Ifelt that it was good to be able to
cooperate economically in nature
conservation activities” (JP)

Strongest in JP Strongest in AU

— “To keep the land and cultural areas safe

— “Booking in advance would allow staff to

' be more prepared for big crowds and
fees are always necessary for all to enjoy
and contribute responsibly” (US)

— “Asmall fee to help the conservation is
great as long as it’s affordable and not
too much money” (UK)

“A blanket fee on all visitors feels wrong.
Disaggregated fee structures that reflect
the mode of transport/ density would be
better e.g. cyclists pay little, tour groups
(who by density create most of the
problem) pay the most” (AU)

— “Booking the trip in advance and by
paying a fee one is directly helping in
conservation efforts” (IN)

— “You can expect high service by charging
a fee. In addition, the reservation system
seems to be meaningful because you can
avoid waiting time and inefficient
scenes” (JP)

and protected from pollution or any
other harm, | wouldn’t be opposed to
paying a small fee to contribute to
keeping the environment safe” (AU)

: — “I'think it's natural that you have to pay

an entrance fee, and just maintaining the
facility is very expensive. Obviously the
entrance fee is for infrastructure and
conservation, and it's wonderful” (JP)

— “llike how the fees go to maintaining

infrastructure and the upkeep of the
park. The advance booking is a good idea
to avoid queues” (AU)

— “It's a tricky one. Making the fee too big

might discourage visitors but it's needed
to help the conservation, infrastructure
etc so | think it's about finding the right
price to still attract visitors” (AU)

%
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The proposition to prohibit cruise ships gets support due to its intent to preserve the pristine

environmentin the area

What is liked about the proposition:

The protection of nature is well
received

— “Yes. Very true by banning cruise ship
it will preserve the natural .
environment and reduce the pollution
and visitors can view the place in
natural setting” (AU)

“There is no need for a big cruise ship
to get that close” (US)

“Ban large cruise ships to protect the
environment better” (CH)

“Ban cruises. They destroy scenery
and wildlife. Small boats are good
enough” (UK)

Reducing the environmental impact

can better see the fiord in its natural
environment” (CH)

“Environmental concerns of cruise
ships and other tourist activities on
the delicate ecosystem of Milford
Sound” (UK)

“Environmental protection is
paramount” (DE)

Prohibiting cruise ships and removing the aerodrome

World-class visitor experience Conservation

“By banning large cruise ships, visitors

“Boat carbon emission is a big factor — “You can see beautiful nature” (JP)
when creating pollution. Adding an
alternative way to visit Milford
Sound/ Piopiotahi makes it more

admirable” (AU)

\ — “This view is very beautiful, sitting on
the sea shore, pure environment, you

have got all the happiness of human
life” (IN)

| — “This is because the beautiful scenery
of nature is fully incorporated”(JP)

“Create more space for visitors and
reduce noise pollution” (CH)

“I like that it's keep cruise ships away
not only does it keep more pollution
away but it keeps the area much
more quieter and courteous for
visitors” (US)

Strongest in CH Strongest in CH

ICANTAR
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The proposition receives support due to its intention to reduce congestionin the area, and thus,

improve the visitor experience
What was liked about the proposition: Manage access / transportation with Te Anau as a visitor hub

— “Controlled transportation, by using scheduled hop on i “Plans to reduce congestion will make it more appealing — “A novel tour experience, more rich and interesting” (CH)
and off bu§ses has tg be the way to go in future for ! to visit the area” (US) | — “Attempting to improve visitor experience” (AU)
many tourist attractions around the world rather than . . . L . . :
) o ] ; Enhancing tourism by alleviating traffic congestion L — 9t will ai d . hland reai
the gridlocks and carnage caused by individual vehicles” (IP) E It will give good experience of Southland region
(UK) ; ; beautiful landscapes and wildernesses tourism,

| — “The idea of how the region plans to curb traffic especially south of Te Anau” (IN)
congestion while still creating opportunities for tourists '
: to enjoy more scenic attractions without putting too
— “Taking care of the environment with zero emission much strain on the natural landscape” (DE)
buses” (US) '

— “Hop on and off buses so | don't have to drive and have
more time to enjoy Milford sound” (AU)

— “It reduces congestion for locals who actually need to
use the road” (AU)

| — “It would reduce congestion and make the area more
attractive to visitors to enjoy the natural surroundings”
(AU)

Strongest in AU and US Strongest in AU and DE Strongest in CH
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Further, visitors expressed minimal concern with starting their Milford Sound / Piopiotahi
experience in Te Anau — however, it does set their expectation high regarding accommodation and

activity offerings

— Visitors understand that starting their Milford Sound / Piopiotahi

experience in Te Anau enables them to benefit from a shorter drive to the
fiord, and a full-day excursion (when compared to starting in Queenstown)

— However, visitors wanted reassurance that Te Anau offers suitable

accommodation, including a range of accommodation types for a range of

budgets

— People also wanted to know what other activities are on offer in Te Anau,

or if Milford Sound / Piopiotahi is the primary activity

Qualitative insights for AU, US and CH

— With Queenstown well known for being a tourist hub and
destination, there is some concern that starting in Te Anau means
that people will have less time in Queenstown. This was heightened
amongst Americans who typically have less annual leave, compared
to other visitor

— Australians recognise that they can always come back to New
Zealand for a visit, therefore they are less concerned about length
spent in Queenstown, and see the gateway to Southland to be
beneficial

— Chinese visitors see Te Anau to be another attraction on their
itinerary, and therefore were not discouraged by less time in
Queenstown

ICANTAR
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Providing more opportunities to experience and engage with the indigenous culture is appreciated

by the target audiences
What is liked about the proposition' Develop enhanced nature and cuIturaI experiences ; ;

Experiencing local culture Sustainable infrastructure Engage with local visitors

— “Awhole culture is displayed to you so i “Create sustainable infrastructure that — “Engage with local indigenous visitors” i “You can learn more about the local

you can feel the passion to conserve the blend with the natural setting” (DE) i (CH) i natural landscape, ecological

landscape” (UK) \ — “llike how the plan is using sustainable | — “The traditional Maori welcome, , environment and cultural heritage” (CH)
— “Allowing visitors to experience the local |  structures such as wooden walkways to | meeting Maori visitors and learning i — “You can learn languages and walk on

culture and customs is one of the protect the natural environment and about their culture” (UK) beautiful landscapes” (US)

happ/es.t moments during thc? tour. This is crgat{ng real life size exact copies of the | — “Create walkways, infrastructure, . — “You can learn about the history” (JP)

something that | personally like very : buildings and other landmarks for the - . o . :

» ; ) f . " i experience Mdori culture, meet visitors
much” (CH) : ultimate real-life experience within the ; there” (IN)

— “As a tourist being able to experience environment that the plan is set” (UK)

more of the landscape experiences” (AU)

Strongest in CH Strongest in DE and UK Strongest in CH and UK Strongest in US

l(ANTAR Q: What, ifanything, do you like about this plan? 93













Visitor experiences and sustainable infrastructure that blend into the environment are generally
met with positivity, however there are some concerns that Maori culture in this context is ‘forced’

Qualitative insights for AU, US and CH

— Visitors do not want infrastructure to take away from the natural — Some visitors did however, express concerns about the potential
surrounding, so infrastructure that blends into the environment was destruction of nature and the need to protect existing cultural elements
welcomed. If done right, visitors imagine that they can have a richer rather than building new ones

experience, better understanding the landscapes, New Zealand history, and

Maori culture
— Some visitors also worry that Maori culture is seen as ‘forced’ in the Milford

Sound / Piopiotahi experience, vs. being authentic to the area

“Part of the beauty of somewhere is when everything around it is “The Maori culture seems more vibrant and authentic in other
considered. That for me amplifies the learning of the area — places; it feels a bit forced here.”
practicing what you preach. You can’t tell visitors to be good —CH, AC, family

environmentally if the building you’re in doesn’t do the
same thing.” — AU, AC, no kids Q 9 9 9

— Chinese visitors in particular, suggested adding in more signs and
explanations to help tourists understand and appreciate the cultural
elements, in the context of the natural landscape

ICANTAR o7












Visitors like that the proposition makes exploring nature more accessible and the overall
experience more diverse

What is liked about the proposition' Develop multiple experiences along Milford Road

— “Looks like a way to make nature more
accessible without destroying the local
area by adding roads. It also looks like a
manageable plan to do it in phases” (UK)

“This concept will bring more comfort for

visitors, and more visitors interested in
the park who are not quite so
comfortable with the wild nature” (DE)

“I liked the diversity of living things and
the fact that | could come into contact
with magnificent nature.” (JP)

Strongest in JP and DE Strongest in CH

— “llike that they are planning to offer
diverse experiences to allow visitors to
choose their level of interaction with the
place with a view to protecting the more
fragile ecosystems from further damage
while allowing visitors to enjoy it” (US)

“Love that visitors are able to experience
this place a lot with the views and stops
that are included in this plan” (AU)

“It can improve the tourist experience, so |

that tourists can get better services and
have a richer tourism experience” (CH)

“You can experience various ways to visit |

and see more biodiversity” (CH)

— “llike that visitors can visit various
locations very easily and development of
cycling and walking tracks helps them to
enjoy the location” (IN)

“The cycling is wonderful. Better to have
more bikes than cars. | like the idea that
visitors can get their experiences along
the way” (AU)

— “I'love the hop on and off concept
because it saves me time of having to
plan where to go and what to do when
I'm there. | like being guided to the
places of interests. | also like enhanced
accommodations for camping and RVs.
One of the things that will help me save
money is probably renting a car and
camping so this will be beneficial for me”
(UK)

“Enhancement of accommodation
facilities, improvement of campsites,
campervan facilities, better experience
camping” (CH)

Strongest in CH
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The idea is highly liked due to being futureproofed and having a positive impact on the

environment

What is liked about the proposition' Harness sustainable practises and green technologies

— “Adopt a sustainable plan, plant more i “Use of Green Technology towards i “I like the contribution to conserve
vegetation, etc. There are energy-saving preserving the nature” (IN) i nature and it's wildlife and also the
buses. Take you to see the fresh nature” : visitor’s accommodations” (US)

— “The whole idea of practicing green

technology” (AU) — “It is a project to ensure that the nature
: reserve is passed on to the next
generation” (JP)

(CH)

— “llike that it finds solutions to become
more sustainable and protecting the
environment” (UK)

— “Sustainable practices and green
technologies are highly appreciating for
the conservation of a UNESCO heritage P “The buildings that adapt you to nature,

— “Sustainable lodging, renewable energy site” (CH) the emission-free transfer option and the

use for transport, native foliage use, plan of planting the plants” (DE)
reusable natural resource conservation.

It's an EXCELLENT plan” (US)

| — “Sustainable green technology, better
protection of scenic spots” (CH)

Strongest in CH Strongest in CH and IN Strongest in JP

| Environmentally friendly buses

“Environmentally friendly buses and
buildings feel advanced in consideration
of the times” (JP)

“Ilike zero emissions on the bus” (US)

“Mostly the zero emissions buses and
restoration of landscapes” (US)

“Use of electric buses that minimize
energy consumption and use renewable
energies” (DE)

Strongest in CH and US

l(ANTAR Q: What, ifanything, do you like about this plan?
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