


Background

The 2015-2020 IVS date set is analysed to help us understand the profile of the repeat visitor.

This report focuses specifically on the ‘attached’ visitor — those who have visited three times or more
prior to their most recent visit.

We focus on the attached visitor because there is a strong chance this group will be one of the first to
return to Vanuatu as the COVID pandemic is controlled and international borders open again.
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First-time and repeat visitors (Jan 2015 - Mar 2020 IVS Data):
three segments New, Acquainted and Attached

Acquainted visitors

23%

New visitors

60%

Attached visitors

17%

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more

Note: based on total number of respondents 24,384.



17% of visitors are attached visitors (3 or more previous visits)

Share of Visitors (%)
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Attached visitors have increased by 31% over 5 years
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Australia dominates the attached visitor market followed by New

Zealand
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Note: due to rounding, some totals do not sum to 100%



New Caledonia has the highest ratio of attached visitors

Share of Visitors (%)

Australia New Zealand New Caledonia Other Pacific Long haul

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



18% of Australian visitors are attached visitors

Acquainted visitors

25%

New visitors

57%

Attached visitors

18%

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Attached visitors are growing in importance for the Australian market
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14% of the Holiday market are attached travellers

Acquainted visitors m
B

22% -

Attached visitors

14%

New visitors

64%

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Attached visitor share of the Holiday market has grown by 55% since 2015

Share of Visitors (%)
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65% of attached visitors are over 50 years old
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Slightly more male than female for attached visitors
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Ratio for attached visitors is higher with male visitors

Male

Female

Share of Visitors (%)

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Holiday visitors dominate first time and repeat travel

Share of Visitors (%)

78
72
56
16
: 8'
ull

Holiday Business

New Visitors B—— 15t time visiting

Note: due to rounding, some totals do not sum to 100%

14
7
4 3 3 I 3
1 1
] .- ] . ] _%
Attending a Visiting friends Honeymoon

wedding or relatives

Acquainted Visitors B— Visited 1 to 2 times

3 44 2 3 4 2 2 2
Volunteering Conference Education

Attached Visitors B— Visited 3 times or more



Business and VFR travel are most heavily repeat visitor oriented
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Share of Visitors (%)

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Attached visitors stay longer
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New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more

Note: 31 and 31+ days as outliners were removed for length of stay analysis



Attached visitors are most represented among short and long term
stay groupings

Share of Visitors (%)

5 or less 6 7 8 9 10 or more

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Islands visited are similar for repeat and first-time visitors with the
exception of Tanna
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Prepaid expenditure by attached visitors is the lowest

Average Prepay Per Person
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In-country spend per day is the highest for attached visitors

Food & Beverage
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Accomodation 22.0 °
20.8
. 11.9
Retail °
7.2
Local Transport 5.5 >
S5.6
. 6.4
Domestic Travel -sg 0
$6.7
$9.9
. S6.1
Entertainment, Internet... 431.1
4.5 In-country spend per person per day
. S2.8
Souvenirs S3.0
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Duty Free mz. 33 Acquainted  Attached
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New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more

Note: USS in the pie chart



Attached visitors have the highest overall spend per trip

Pre-Paid Spend flowing
into Vanuatu In-country Spend Total Spend

First-time

1-2 times

US $102
Vt $11,224

US S99
Vt $10,838

US $89
Vt $9,728

US $88
Vt $9,607

US $191
Vt $20,952

US $187
Vt $20,445

3 times or more

US $89
Vt $9,738

US S96
Vt $10,498

US $185
Vt $20,236

First-time

1-2 times

3 times or more

US $821
Vt $90,016

US $S805
Vt $88,221

US S$775
Vt $84,918

US §712
Vt $78,017

US S$713
Vt $78,205

US $835
Vt $91,542

US $1,533
Vt $168,033

US $1,518
Vt $166,426

US $1,610
Vt $176,460
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Attached and acquainted visitors rely heavily on their previous visit for
information (IVS Jan 2018 - Mar 2020)

Previous Vanuatu visits m 84
Friends / farily G 20
Work Colleagues ﬂ 11
Travel agent / travel brochures m 18
Vanuatu Tourism website (Vanuatu.travel) m 19
Google “ 28
Trip Advisor m 13
Other travel booking websites ﬂ 10
Social media (Facebook, Twitter etc) u 12
Other sources m 3
Magazine and newspaper articles ﬂ -
Television or radio programmes u 5
Airbnb l%z
Travel books (e.g. Lonely Planet) h 3
Share of Visitors (%)
New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more

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



Attached visitors are more likely to book directly with businesses
(IVS Jan 2018 - Mar 2020)

Direct with airlines and / or accommodation places
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Through a travel agent store

Through a travel booking website (e.g
Booking.com, Expedia)

Travel arrangements were made by others

2
Other 2
2
Share of Visitors (%)
New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more

Note: due to rounding, total does not sum to 100%
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Share of Visitors (%)

Attached visitors are slightly more satisfied overall
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New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Visitor satisfaction rates have remained relatively consistent over time
with acquainted visitors showing the greatest fluctuation

4.39 4.39 4.39

4.26

2015 2016 2017 2018 2019 2020

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Attached visitors are more satisfied with local restaurant and cafes and
less satisfied with rubbish and cleanliness

Variety of things to see and do

General quality of service

Restaurants, cafes, bars and evening...
Access to local food and products...

Taxis / car / bus / car rental / ground...

Restaurants, cafes, and bars 2018-2020

Ease of undertaking tours and...

Value for money

Local handicrafts / artwork

Visitor information in Vanuatu...

Airport arrival / departure experience...

Evening entertainment 2018-2020

General shopping opportunities

Internet and phone availability, cost...

Rubbish collection and general...
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Attached visitors show a higher willingness to return

Share of Visitors (%)
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Yes



Attached visitors show less willingness to visit Outer Islands in the future

Share of Visitors (%)
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New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more

Yes



Attached visitors are more willing to recommend Vanuatu
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New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more






Attached
visitors

Holiday only attached visitors 3%@* ‘ 14%

Country of Residency Age Group
Australia | RS 5>

New Zealand [} 16
New Caledonia [JJij 12
Long haul JJ 4

Share of Visitors (%)
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Household Income

$88,002
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Under $50,000 $50,001-100,000 $100,001-150,000  $150,001-200,000  $200,001-250,000  $250,001-300,000 Over $300,000

Share of Visitors (%)




Holiday only attached visitors

Length of Stay
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Information Sources Top 5*

Friends / family - 21

Travel agent / travel brochures . 7

Vanuatu Tourism website . v
(Vanuatu.travel)

Trip Advisor 5
° l Share of Visitors (%)
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14%
Attached
visitors

Holiday only attached visitors

Travel Purchase Total spend

Direct with airlines and / or... I /0
Through a travel booking... I )6 $185
Through a travel agent store N ? 1 TOII?FE ;IZE/ND TO;?,:?E,EPND
Travel arrangements made by...l 3

Other 12
Share of Visitors (%)
Prepay expenditure In-country spend
m Accomodation
< 55 $1187
OT,,’ 26 AVERAGE ® Food & Beverage
5 PREPAID
g m Domestic Travel
> 13 13 $98
() PER DAY ® Tours
% I 6 3 PER PERSON
< 1 2 = Retail
v []
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Holiday visitors - Islands visited
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New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Holiday visitors - National length of stay
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Holiday visitors - Spending

Pre-Paid Spend flowing I
into Vanuatu In-country Spend — Total Spend

First-time US $99 US $87 US $186

1-2 times

US $100

Vt $10,947

Vt $10,805 Vt $9,486

US $89
Vt $9,786

Vt $20,291

US $189
Vt $20,733

3 times or more

US $87
Vt $9,522

US $98
Vt $10,776

US $185
Vt $20,289

First-time

1-2 times

3 times or more

US $790

Vt $86,544

US $788

Vt $86,374

US $742

Vt $81,317

US $693
Vt $75,985

US S$704
Vt $77,208

US $840
Vt $92,025

US $1,483
Vt $162,529

US $1,495
Vt $163,582

US $1,582
Vt $173,342




Holiday visitors-Satisfaction

Variety of things to see and do

General quality of service

Restaurants, cafes, bars and evening entertainment
Access to local food and products

Restaurants, cafes, and bars

Taxis / car / bus / car rental / ground transportation
Ease of undertaking tours and activities while here
Value for money

Local handicrafts / artwork

Visitor information in Vanuatu (including signage)
Airport arrival / departure experience

Evening entertainment

General shopping opportunities

Internet and phone availability, cost and coverage

Rubbish collection and general cleanliness

3.9
3.9

R 39
RN

3.7
3.7

5

3.4
- Ep

3.3

3.3
33

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Holiday visitors - Willingness to return

92
83
72
28
17
- 8
Yes No

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more

Share of Visitors (%)




Holiday visitors - Willingness to visit outer islands in the future

80

Share of Visitors (%)

; - -
No

Yes

New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more



Holiday visitors — Willingness to recommend Vanuatu
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New Visitors B—— 15t time visiting Acquainted Visitors B— Visited 1 to 2 times Attached Visitors B— Visited 3 times or more
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