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Respondent Profile 
and Characteristics

• 78% from Aus/NZ

• 87% under 50 years

• 55% female

• 70% household 
income less than 
$100,000

Decision Making

• General travel 
websites, friends 
and family and 
previous visits are 
key sources for 
planning holidays

• 54% purchased by 
themselves

Satisfaction

• 82% would come 
back

• Satisfied with 
environment, 
activities and 
attractions, and 
local people

• Public service and 
facilities and prices 
of goods and 
services least 
appealing

Total Direct Economic Impact for 2016

US$145 Million (Vt 15.8 billion) flowing back to Vanuatu Economy
US$ 1,526 (Vt 166,537) per visitor per Trip; 95,117 visitors in all

US$169 (Vt 18,443) per visitor per day

Summary of the Key Findings



Direct Economic impact for Jan-Dec 2016

Pre-Arrival and in Country Spend

ECONOMY

$145 million

Food 
& 

Beverage
$26.3 million

Duty Free
$1.6 Million

Local 
Transport

$8.6 million

Airfares
$37.9 million

Retail
$6.6 million

Souvenirs

$2.2 Million

Tours
$5.9 million

Domestic travel
$4.9 million

Accommodation
$47.4 million

Entertainment 
Internet &

Service
$4.0 million
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Respondents (Jan-Dec 2016)

Total number of e-mails sent: 34,602

Total number of responses: 5,026

Responses cover a total of 
8,591 adults and 1,548 children

11% of all 
visitors during 

the period

Conversion 
rate of 

15%

Methodology & 
Respondent Profile



Visitor Characteristics
Methodology & 

Respondent Profile



Country of Origin
Methodology & 

Respondent Profile
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Australian & NZ Respondents

New South Wales, Queensland, 

and Victoria contribute 86% of 
all Australian visitor arrivals 

Auckland, Wellington, and 

Canterbury contribute 60% of all 
NZ visitor arrivals

36%

12%

12%

Methodology & 
Respondent Profile



Long Haul Market
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Long Haul Market – Top Countries 
Methodology & 

Respondent Profile
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Visitor Characteristics – Summary
Visitor Characteristics 

and Preferences



Main Purpose of Visit
Visitor Characteristics 

and Preferences
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Previous Visits

First Time 

Visitors 

58%
1 or 2 

Times

23%

Visitor Characteristics 
and Preferences
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Length of Stay (nights)
Visitor Characteristics 

and Preferences
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AVERAGE
Australia 8.7 nights

New Zealand 9.0 nights

New Caledonia           6.9 nights

Other Pacific 7.8 nights

Long Haul 11.0 nights



Airlines Used for Travel 

63%/65%

Fiji Airways and 
Aircalin are more  
commonly used 
by visitors from 
Pacific countries

Visitor Characteristics 
and Preferences

Others (Qantas, Air 
NZ, Solomon 
Airlines)

8%/4%

25%/26%

5%/5%

10%/10%
* Text is grey represents all visitors/green represents ‘holiday’ only



Holiday VS Long Haul Holiday Visitors

97%
With 88% 

overnight visitors

94%
With 86% 

overnight visitors

15%
With 89% 
overnight 

visitors

27%
With 93% 
overnight 

visitors 2%
4%

2%
11%

1%
4%

Visitor Characteristics 
and Preferences

Others 
7%

10%

Holiday visitors R Long haul holiday visitors

19%
With 85% 
overnight 

visitors

51%
With 91% 
overnight 

visitors



Repeat VS First Time Visitors

97%
With 89% 

overnight visitors

97%
With 86% 

overnight visitors

15%
With 90% 
overnight 

visitors

15%
With 88% 
overnight 

visitors 2%
2%

2%
1%

1%
1%

Visitor Characteristics 
and Preferences

Others 
9%
7%

First time visitors Repeat visitors

22%
With 84% 
overnight 

visitors

10%
With 84% 
overnight 

visitors



Outer Islands Visited – Country of Origin

AVERAGE

Efate (Port Vila) 7.2 nights

Espiritu Santo 6.1 nights

Tanna 3.3 nights

Length of Stay on Islands

Visitor Characteristics 
and Preferences
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Outer Islands Visited for holiday visitors
Visitor Characteristics 

and Preferences

98

14
12

1 1 1

6

99

13
15

2 2 1

7

93

27
24

6
3 1

4

97

16

9

3

97

54

27

11

4 4

10

0

20

40

60

80

100

120

Efate (Port Vila) Tanna Espiritu Santo Ambrym Malekula Pentecost Other

Sh
ar

e 
o

f 
re

sp
o

n
d

en
ts

 (
%

)

Australia New Zealand New Caledonia Other Pacific Long Haul

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

AVERAGE
Length of Stay on Islands

Efate (Port Vila) 6.9 nights

Espiritu Santo 5.8 nights

Tanna 2.8 nights
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Expenditure by Season

796 714 791 840 803

730
730

746
754

691

Overall Jan - Mar 2016 Apr - Jun 2016 Jul - Sep 2016 Oct - Dec 2016

U
S$

Pre-paid spend flowing into Vanuatu In-country spend

1526
1444 1494

1594

Visitor Spending and 
Impact

Total Direct Economic Impact for 2016

US$1,526 (Vatu 166,537)
Per person per visit

95,117
Visitors

US$145 million (Vatu 15.8 billion) 
flowing back to Vanuatu

PER PERSON PER VISIT

1537



Expenditure by Visitor Type

776
953 944

657
885

724

951

673

602

740

U
S$

Pre-paid sepnd flowing into Vanuatu In-country spend

1500

PER PERSON PER VISIT

Visitor Spending and 
Impact

1904

1617

1259

1625



Expenditure by Market

795 725
493

890
1068

706 720

657

919

913

Australia New Zealand New Caledonia Other Pacific Long Haul

U
S$

Pre-paid sepnd flowing into Vanuatu In-country spend

1425

1150

1809

1981

PER PERSON PER VISIT

Visitor Spending and 
Impact

1501

Note: the high spend for long haul is driven by the higher length of stay. 



Prior to Arrival Visitor Expenditure (% of visitors)

Visitor Spending and 
Impact
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Average Spend while in Vanuatu per day

PER PERSON PER DAY

Food & Beverage, 
26.3, 32%

Accomodation, 
20.0, 25%

Retail, 7.7, 
10%

Tours, 6.9, 
8%

Domestic 
Travel, 5.7, 

7%

Local 
Transport, 

5.6, 7%

Entertainment, 
Internet & 

Service, 4.6, 6%

Souvenirs, 
2.6, 3%

Duty Free, 
1.8, 2%

By Market Overall - $81 per day

Visitor Spending and 
Impact
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Average Spend while in Vanuatu by Market
Visitor Spending and 

Impact

Australia - $81 per day New Zealand - $80 per day 

Food & Beverage, 
27.1, 34%

Accomodation, 
20.0, 25%

Retail, 8.4, 
10%

Local 
Transport, 

6.6, 8%

Tours, 6.2, 
8%

Entertainment, 
Internet & 

Service, 4.3, 5%

Domestic 
Travel, 
4.2, 5%

Souvenirs, 
2.3, 3%

Duty Free, 
1.3, 2%

Food & Beverage, 
28.0, 34%

Accomodation, 
18.6, 23%

Tours, 7.7, 
10%

Retail, 7.4, 
9%

Local 
Transport, 

5.1, 6%

Entertainment, 
Internet & 

Service, 4.9, 6%

Domestic 
Travel, 4.9, 

6%

Souvenirs, 
2.6, 3%

Duty Free, 
2.0, 3%



Average Spend while in Vanuatu by Market
Visitor Spending and 

Impact

New Caledonia - $95 per day Other Pacific - $113 per day 

Accomodation, 
39.5, 35%

Food & 
Beverage, 30.7, 

27%

Retail, 13.1, 
12%

Domestic 
Travel, 8.3, 

7%

Entertainment, 
Internet & 

Service, 7.8, 
7%

Local 
Transport, 

5.6, 5%

Souvenirs
, 3.5, 3%

Duty Free, 
2.5, 2%

Tours, 1.9, 
2%

Accomodation, 
24.3, 25%

Food & 
Beverage, 20.9, 

22%Domestic 
Travel, 16.0, 

17%

Retail, 12.2, 
13%

Local 
Transport, 

7.6, 8%

Duty Free, 
3.9, 4%

Entertainment, 
Internet & 

Service, 3.8, 4%

Tours, 3.5, 
4%

Souvenirs, 
3.1, 3%



Average Spend while in Vanuatu by Market
Visitor Spending and 

Impact

Long Haul - $82 per day

Accomodation, 
25.0, 30%

Food & 
Beverage, 19.9, 

24%

Domestic 
Travel, 9.9, 

12%

Tours, 7.0, 
9%

Retail, 6.8, 
8%

Local 
Transport, 

5.4, 7%

Entertainment, 
Internet & 

Service, 4.0, 5%

Souvenirs, 
3.3, 4%

Duty Free, 
0.9, 1%



Visitor Expenditure – Per Person and Total

Pre-Paid Spend 
flowing into Vanuatu

In-country Spend Total Spend

US$88
Vt 9,603

US$81
Vt 8,840

US$169
Vt 18,443

Whole 
Trip

US$796
Vt 86,870

US$730
Vt 79,667

US$1,526
Vt 166,537

Direct economic impact on Vanuatu for Jan-Dec 2016 
US$145 million / Vt 15.8 billon in total
US$12 million/ Vt 1.3 billon per month

Visitor Spending and 
Impact

Per 
Day



Visitor Expenditure – Comparison 2015 and 2016
Visitor Spending and 

Impact

2015

TOTAL
CONTRIBUTION

PER PERSON
PER VISIT

US$1,481

VISITOR ARRIVALS 

89,952 

US$133 Million

2016

TOTAL
CONTRIBUTION

PER PERSON
PER VISIT

US$1,526

VISITOR ARRIVALS 

95,117 

US$145 Million

+ 3%

+ 6%

+ 9%
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Information Sources and Decision Making
Information and 
Decision Making



Influences on the decision to choose Vanuatu 
Country of origin Influences on the decision to choose Vanuatu

(score out of 5)

Australia

Quiet and relaxing 

atmosphere

3.9

Accessible

3.6

Beaches and 

swimming

3.6

Affordable

3.4

New Zealand

Quiet and relaxing 

atmosphere

3.6

Beaches and 

swimming

3.5

Accessible

3.3

Snorkelling and

diving

3.3

New Caledonia

Natural attractions/

volcano/

Ecotourism

3.8

Quiet and relaxing 

atmosphere

3.7

Accessible

3.7

Affordable

3.5

Other Pacific

Business or

conference

3.6

Quiet and relaxing 

atmosphere

3.2

Accessible

3.2

Natural 

attractions/

volcano/

Ecotourism

3.1

Long Haul

Natural attractions/

volcano/

Ecotourism

3.8

Culture and 

History

3.4

Quiet and relaxing 

atmosphere

3.1

Beaches and 

swimming

3.1

Information and 
Decision Making



Sources Used for Planning
Information and 
Decision Making
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Sources Used for Planning – Market
Information and 
Decision Making
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Travel Purchasing Behaviour by Market
Information and 
Decision Making

54

64

34

53

50

56

27

15

10

20

32

30

17

20

50

26

17

13

2

1

6

1

2

2

0 20 40 60 80 100 120

Total

Long Haul

Other Pacific

New Caledonia

New Zealand

Australia

Share of visitors (%)
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Cruise visits to Vanuatu for AUS/NZ holiday visitors 

Yes, 
12
%

No, 88%

Been on a cruise to 
Vanuatu before?

74%

13%

6%
3%
4%

5+

4

3

2

1

If Yes, how many 
times?

Did cruising before influence your 
decision to come back?

Information and 
Decision Making
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Visitor Satisfaction
Visitor Satisfaction

Overall Satisfaction*

87% Total visitors satisfied

88% Holiday visitors satisfied

87%/87% of first time/repeat visitors satisfied

* Satisfied includes respondents who answered ‘satisfied’ or ‘very satisfied’

Satisfaction by Market

87

84

85

88

87

0 10 20 30 40 50 60 70 80 90 100

Long Haul

Other Pacific

New Caledonia

New Zealand

Australia

Percent



Willingness to Return
Visitor Satisfaction

Would you 
consider 

re-visiting 
Vanuatu in the 

next five 
years?

Yes

82%

No

18%

86%
would like to 
visit the outer 
islands when 
they revisit 

Vanuatu

Want to visit other countries  39%
Lack of value for money  21%
Been there and done that 9%
The long distance 8% 
Personal reasons 7%
Attractions and activities 6% 
Public service and infrastructure 4%
The environment and climate 3%
Local people and level of service 3%
Food, and food hygiene 2%

Espiritu Santo 43%
Tanna 40%
Pentecost 7%
Ambrym 4%
Malekula 3% 
Efate 3%
Banks Islands 2% 
Ambae 1% 



Degree of Satisfaction – Holiday Visitors
Visitor Satisfaction

3.2

3.2

3.2

3.6

3.6

3.5

3.7

3.9

4.0

4.1

3.2

3.2

3.2

3.5

3.5

3.6

3.7

3.8

4.0

4.1

1.0 1.5 2.0 2.5 3.0 3.5 4.0 4.5 5.0

Rubbish collection and general cleanliness

General shopping opportunities

Internet and phone availability, cost and coverage

Visitor information in Vanuatu (including signage)

Value for money

Local handicrafts / artwork

Restaurants, cafes, bars and evening entertainment

Taxis / car / bus / car rental / ground transportation

General quality of service

Variety of things to see and do

Mean (out of 5) 
(1)Very dissatisfied 
(5)Very satisfied 

Total Holiday visitors only

LEAST

SATISFIED

ITEMS



Most and Least Appealing Aspects
Visitor Satisfaction

Most Appealing Aspects Least Appealing Aspects

Most Appealing Aspects for 
Holiday Visitors

Least Appealing Aspects for 
Holiday Visitors



Most Appealing 
Aspects

Themes ANNUAL Oct to Dec 2016 April –Sept 2016

Dec- March 

2015/2016

Local people 41.1% 30.9% 45.5% 46.6%

Activities, attractions and entertainment, events 34.3% 33.2% 35.8% 32.5%

Environment 32.2% 33.8% 32.4% 29.1%

Atmosphere 12.8% 13.9% 11.7% 13.7%

Food and Beverage 8.4% 8.1% 8.1% 9.2%

Culture and history 7.4% 8.0% 7.2% 6.9%

Accommodation 6.6% 4.8% 6.9% 8.6%

Level of service 3.9% 2.3% 4.1% 6.0%

Convenience 2.3% 1.5% 2.8% 2.5%

Safety 2.0% 2.0% 2.4% 1.4%

Un-commercial 1.6% 1.0% 1.9% 1.7%

Overall good experience 1.2% 0.9% 0.9% 2.3%

Cyclones 1.0% 0.2% 1.1% 1.8%

Value for money 0.7% 0.3% 1.0% 0.4%

Most Appealing Aspects



Least Appealing

Least Appealing Aspects

Themes ANNUAL Oct to Dec 2016 April -Sep 2016 Dec- March 2015/2016

Public Services and Facilities 26.6% 31.6% 25.3% 22.8%

Rubbish, Cleanliness and Natural Environment Care 17.7% 18.3% 17.9% 16.2%

Price of Goods and Services 17.2% 19.6% 16.6% 15.3%

Food and Beverage 12.4% 13.1% 11.9% 12.8%

Attractions and Activities 10.9% 18.3% 8.5% 6.6%

Local People and Standard of Service 7.9% 12.1% 5.4% 8.5%

Bus, Rental cars, Scooters and Transport 7.5% 10.0% 7.4% 4.1%

Shops 6.0% 5.9% 5.9% 6.4%

Social Divide and Social Issues 4.3% 4.1% 3.8% 6.0%

Accommodation 4.2% 6.2% 3.4% 3.5%

Flight Related Issues 3.4% 3.8% 3.2% 3.3%

Safety Related Issues 3.4% 3.2% 4.1% 2.0%

Airport 3.1% 8.0% 0.7% 2.3%

Cruise Ships 2.6% 3.5% 2.3% 2.3%

Cyclone 2.4% 1.8% 2.4% 3.3%

Weather 2.3% 3.2% 1.5% 2.9%

Other Tourists 2.0% 2.9% 2.0% 0.7%

Stray Animals, Mosquitos and Diseases 1.6% 1.8% 1.4% 2.1%



Suggestions for Improvement
Improvements

Themes ANNUAL Oct – Dec 2016 Apr – Sep 2016 Dec – March 2015/2016

Public services and infrastructure 37% 41% 33% 30%

Entertainment, activities, transport 11% 10% 13% 8%

Food quality and price 10% 12% 10% 10%

Environment 9% 8% 10% 8%

Flights 8% 7% 7% 12%

Local people, standards of service 8% 11% 7% 7%

Charges, entrance fee, value for money 7% 6% 10% 10%

Accommodation 7% 8% 7% 8%

Shopping experience 3% 5% 2% 4%

Safety 2% 1% 1% 3%

Weather 1% 1% 1% 0%

Sickness 1% 1% 1% 2%



THANK YOU



ANNEX



Heat Maps for Australia

31%

43%

15%

Annex

Top 3 Postcode Areas

2000 Sydney Central

4000 Brisbane

2031 Clovelly, Sydney



Heat Maps for New Zealand

31%

43%

15%

Annex

Top 3 Postcode Areas

1010 Auckland Central

6011 Wellington Central

630 Browns Bay, Auckland



Annual Household Income

Average
Australian: US88,956

New Zealand: US$78,991
New Caledonia: US$54,381

Other Pacific: US$37,268
Long Haul: US$76,158

Annex
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Islands Visited

97%
With 88% 

overnight visitors

15%
With 89% 
overnight 

visitors

17%
With 84% 
overnight 

visitors

2%
2%

1%

Annex

Others 
8%



Airlines Used for Travel 
Annex

Airlines Total(%)
Holiday visitors 

only(%) Australia(%) New Zealand(%)
New 

Caledonia(%) Other Pacific(%) Long Haul(%)

Air Vanuatu 63 65 61 90 47 17 56

Virgin Australia 25 26 39 4 0 6 15

Fiji Airways 8 4 1 3 1 65 26
Aircalin (Air 

Calédonie 

International) 5 5 0 1 58 1 6

Qantas 4 4 6 0 0 1 4

Air New Zealand 3 2 0 11 0 0 2

Solomon Airlines
1 0 0 0 0 15 1

Other 2 1 1 1 1 5 6

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



Cruise visits to Vanuatu for holiday visitors only 

Yes, 
10%

No, 
90%

Been on a cruise to 
Vanuatu before?

75%

12%

6%
3%
4%

5+

4

3
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If Yes, how many 
times?

Did cruising before influence your 
decision to come back?
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Degree of satisfaction with Vanuatu services 
Annex
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General shopping opportunities

Internet and phone availability, cost and coverage

Rubbish collection and general cleanliness

Local handicrafts / artwork

Value for money

Visitor information in Vanuatu (including signage)

Restaurants, cafes, bars and evening entertainment

Taxis / car / bus / car rental / ground transportation

General quality of service

 Variety of things to see and do

Mean score (out of 5)
(1)Very dissatisfied
(5)Very satisfied

Australia New Zealand New Caledonia Other Pacific Long Haul



Prior to Arrival Visitor Expenditure

+
62.5%

pre-paid spend per 
visitor flowing to 
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Breakdown of Pre-Paid Spend
Annex



Expenditure by Season

Jan – Mar

2016

Apr – Jun

2016

Jul – Sep

2016

Oct – Dec 

2016

Overall 
Average

Average Spend Prior to 

arrival

Per Person - Whole Trip $1,142 $1,266 $1,344 $1,284 $1,274

Flowing into local economy - Estimated 62.5% of the pre-paid spend flows into the Vanuatu economy

Per Person - Whole Trip $714 $791 $840 $803 $796

Per Person per Day $82 $87 $92 $91 $88

Length of stay 8.7 nights 9.1 nights 9.1 nights 8.9 nights 9.0 nights

Average Spend while in 

Vanuatu

Per Person - Whole Trip $730 $746 $754 $691 $730 
Per Person per Day $84 $82 $83 $78 $81

Total spend flowing into 

Vanuatu economy – Whole 

Trip

$1,444 $1,537 $1594 $1,494 $1,526

Total spend flowing into 

Vanuatu economy – Per

Day

$166 $169 $175 $169 $169

Annex



Expenditure by Visitor Type

Holiday Business
Meeting 

Family/Friends

Overall 
Average

Average Spend Prior to arrival

Per Person - Whole Trip $1,241 $1,525 $1,051 $1,274
Flowing into local economy - Estimated 62.5% of the pre-paid spend flows into the Vanuatu 

economy

Per Person - Whole Trip $776 $953 $657 $796

Per Person per Day $92 $123 $55 $88

Length of stay 8.4 nights 7.8 nights 11.9 nights 9.0 nights

Average Spend while in Vanuatu

Per Person - Whole Trip $724 $951 $602 $730 
Per Person per Day $86 $122 $50 $81

Total spend flowing into 

Vanuatu economy – Whole Trip
$1,500 $1,904 $1,259 $1,526

Total spend flowing into 

Vanuatu economy – Per Day
$178 $245 $105 $169

Annex



Expenditure by Market

Australia
New

Zealand

New 

Caledonia

Other 

Pacific

Long 

Haul

Overall 

Average

Average Spend Prior to arrival

Per Person - Whole Trip $1,272 $1,160 $788 $1,245 $1,738 $1,274
Flowing into local economy - Estimated 62.5% of the pre-paid spend flows into the Vanuatu 

economy

Per Person - Whole Trip $795 $725 $493 $890 $1,068 $796

Per Person per Day $92 $81 $72 $109 $98 $88

Length of stay 8.7 nights 9.0 nights 6.9 nights 8.1 nights
11.1 

nights 9.0 nights

Average Spend while in Vanuatu

Per Person - Whole Trip $706 $720 $657 $919 $913 $730 
Per Person per Day $81 $80 $95 $113 $82 $81

Total spend flowing into 

Vanuatu economy – Whole Trip
$1,501 $1,425 $1,150 $1,809 $1,981 $1,526

Total spend flowing into 

Vanuatu economy – Per Day
$173 $161 $167 $222 $180 $169

Annex



Expenditure in Vanuatu by Season

Expenditure Items

Jan – Mar

2016

Apr – Jun 

2016

Jul – Sep 

2016

Oct – Dec 

2016

Food & Beverage
24 26 29 25

Accommodation 21 19 19 20

Retail 8 8 8 8

Domestic travel within Vanuatu
7 5 6 5

Tours/Tour operator services 7 7 7 7

Local Transport
6 7 5 5

Entertainment, Internet & Service
5 6 4 4

Souvenirs
3 3 3 2

Duty free shop (alcohol, tobacco, cosmetics)
2 2 2 2

Total expenditure (US$) $84 $82 $83 $78

BY SEASON

Annex



Expenditure in Vanuatu by Visitor type

Expenditure Items Holiday

Business/

Conference

Meeting

family/Friends

Honeymoon/

Wedding

Food & Beverage
28 36 14 20

Accommodation 20 44 9 16

Tours/Tour operator services 8 2 2 4

Retail
6 10 9 5

Local Transport 6 9 3 5

Domestic travel within Vanuatu
6 11 6 4

Entertainment, Internet & Service 5 6 4 4

Souvenirs
3 3 2 2

Duty free shop (alcohol, tobacco, cosmetics)
2 2 1 1

Total expenditure (US$) $86 $122 $50 $62

BY VISITOR TYPE

Annex



Most and Least Appealing Aspects
Visitor Satisfaction

Most Appealing Aspects for 
First Time Holiday Visitors

Least Appealing Aspects for 
First Time Holiday Visitors



Most Appealing Aspects of Vanuatu
Most Appealing



Most Appealing Aspects of Vanuatu
Most Appealing



Least Appealing Aspects of Vanuatu
Least Appealing

“The lack of signage was a problem, 
didn't know how to find places .”



Least Appealing Aspects of Vanuatu
Annex

“Rubbish everywhere spoiling the 
natural beauty.”


