Solomon Islands International Visitor Survey




Visitors (Jan - Dec 2019)
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Country Of Origin
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Note: Number may not sum to 100% due to rounding.



Age Distribution
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Note: Number may not sum to 100% due to rounding.



Highest Qualifications

100

20

80

70

60

50

Percent

40

30

20

10

Tertiary/University qualification

10

High school qualification

Other



Annual Household Income In USD
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Note: Number may not sum to 100% due to rounding.



Main Purpose Of Visit
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Holiday Business or Visiting friends or Volunteering Education Other Special event -
conference relatives cultural

Note: Number may not sum to 100% due to rounding.



Travelling With Whom?
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Partner / spouse Friend(s) Family member(s) Work colleagues Organised group Tour group Other

(e.g. school, sports
etc)

Note: Multiple responses, therefore total does not add up to 100%.



Number Of Companions
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Previous Visits (Including Most Recent)
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Provinces Visited
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Overall And Provincial Length Of Stay
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Airlines Used
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Solomon Airlines Virgin Australia Air Niugini Fiji Airways Other

Note: Multiple responses, therefore total does not add up to 100%.

Nauru Airlines



Future Intentions

o,

Western visitors (including Munda arrivals)

93% would like to return

90% would recommend the Solomon Islands



Expenditure

Western visitors
(including Munda

arrivals)
Average spend per person
prior to arrival
(flowing back) $1153
Average spend in country |ce—p S48
per person per day

Average length of
stay (nights)

TOTAL SPEND PER VISIT
FLOWING BACK TO LOCAL
ECONOMY —| $1748

(prepaid and in country)




How Did You Find Out About The Solomon Islands?

Previous visit

Friends/family |, 35

Work colleagues I 27
Web search engines (e.g. Google) IIIIINININIGIGEEE 12
Travel agent/agency brochures I 10
General travel websites (e.g. TripAdvisor) NG ©
Other NN 7
The official Solomon Islands travel website (visitsolomons.com.sb) GG 7
Travel books (e.g. Lonely Planet) NG 6
Social media (Facebook, Twitter etc) HIIIIEE 4
Magazine and newspaper articles Il 3
Television or radio programmes W 1
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Percent
Note: Multiple responses, therefore total does not add up to 100%.



Importance of Information Sources Used For Planning

Previous visits

Friends/family

Work colleagues/information from Organization
Web search engines (e.g. Google)

General travel websites (e.g. Trip Advisor)

The official Solomon Islands travel website (visitsolomons.com.sb)
Business websites (e.g. airline, hotel, tour)
Travel agent/travel brochures

Travel books (e.g. Lonely Planet)

Social media (Facebook, Twitter etc)

Magazine and newspaper articles

Television or radio programmes I 1.5

1.2 1.7 2.2 2.7 3.2

Mean
1= Not at all important
5= Extremely important



How Did You Purchase Your Travel?

| made my own travel bookings using the Internet

Travel bookings were made through a travel agent

Travel bookings were made by others (business, friends, relatives)

Travel bookings were made by a mix of travel agent and online bookings

Other

Note: Number may not sum to 100% due to rounding.
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Water Based Activities

Degree of participation

Swimming NG 78
Visiting the beach NN 78
Snorkelling NG 73
Diving I 53
Kayaking/canoeing G 35
Fishing I 32
Whale/dophin watching I 27
Paddle Boarding I 25
Sailing/cruising N 20
Surfing 1M 12

Water skiing I 10
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Percent

Note: Multiple responses, therefore total does not add up to 100%.
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Cultural Interaction Activities

Degree of participation Satisfaction
Local markets [N 36 Local markets N 4.1
Visiting a village [IININIEGEGGGN 72 Visiting a village NN 4.6
Visiting battle sites NN 48 Visiting battle sites [INIIIIINIEGGGEGE 4.4
Village celebrations or events [IIINEGEGEGEGE 45 Village celebrations or events NG 4.5
Museum visits [INNINININEGEEE 42 Museum visits NN 3.9
Dance / language / art / cooking Dance / language / art / cooking
I 38 N 4.4
classes classes
Cultural events/festivals [N 31 Cultural events/festivals [ 4.3
Attending church N 31 Attending church NN 4.5
Art gallery visits 1IN 24 Art gallery visits [N 4.0
Visiting skull shrines [N 23 Visiting skull shrines NN 4.3
0 20 40 60 80 100 34 36 38 40 42 44 46 4.8
Percent Mean

Note: Multiple responses, therefore total does not add up to 100%.



Land Based Activities and Touring

Degree of participation Satisfaction
Restaurants, bars and cafes NN 37 Restaurants, bars and cafes NN 3.7
Sightseeing NG 57 Sightseeing IIIIIEIEIEGEGEGENENNENENNNNNNE. 4.3
Hiking and trekking N 39 Hiking and trekking IIIIIIININGENGNGNGNGNGNGNGNNNN 4.2
Cultural tours T 34 Cultural tours NG 4.2
Bird watching I 25 CHGAVEIGOIG-a ik
Waterfalls N 22 Waterfalls I 4.3
Conservation/animal sanctuary I 19 Conservation/animal sanctuary N 4.0
4%4 trails M 10 4x4 trails NN 3.8
Climb Kolombangara [ 9 Climb Kolombangara IS 4.0
Cycling 1M 9 Cycling NN 3.6
Golfing 1M 6 Golfing NG 3.4
0 20 40 60 80 100 2.5 3.0 3.5 4.0 4.5
Percent Mean

Note: Multiple responses, therefore total does not add up to 100%.



Satisfaction

Degree of Participation

Local crafts 4.2

Local crafts 74
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Note: Multiple responses, therefore total does not add up to 100%.



Satisfaction with the Solomon Islands

The friendliness of the people in Solomon Islands

Variety of things to see and do

The overall level of service in Solomon Islands

Airport arrival/departure experience

The experience of using public transport

The information that was available when planning this trip
The experience of renting a vehicle

Value for money

The information that was available while in Solomon Islands
General shopping opportunities

Internet and phone availability, cost and coverage

N 2.6

2.0 2.5 3.0 3.5 4.0
Mean
1= Very dissatisfied
5= Very satisfied
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Overall Satisfaction
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Note: Number may not sum to 100% due to rounding.



Thank you

Team Leader: Simon Milne
Email: simon.milne@aut.ac.nz
Web: http://www.nztri.org/

Key contributions: Sam Li

“The views expressed in this publication do not necessarily reflect those of the New Zealand Government.”
Acknowledge: Images in the first page are downloaded from https://www.visitsolomons.com.sb/


http://www.nztri.org/

