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January - June 2019 Respondents

Total number of e-mails sent: 23,150

Conversion Rate of 19% v

6% of all

%} Total number of responses: 4,393 Visitors

Vv

during the
period *

11% of all
O , © Expenditure Responses cover a total of visitors
DD 7,067 adults and 1,358 children during the

period *

* Based on January-June 2019 actual visitors statistics from Research & Statistics Division (STA) & Samoa Bureau of Statistics.



Visitor Characteristics




Country of Origin

60

56

50

40
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Share of Visitors (%)
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New Zealand Australia Europe Pacific America Samoa Other Asia

m |VS data ® Actual arrival data
Note: survey data (unweighted)



New Zealand Respondents

Auckland Bay of plenty

50% 4%
Waikato
6% r
Auckland, Wellington, Canterbury make up
73% of all New Zealand visitor arrivals. Others ‘ Wellington
12% 14%
Canterbury

9%

.. Otago

’ 5%

Note: Only major areas included.



Australian Respondents

New South Wales, Queensland,
and Victoria account for 92% of
all Australian visitor arrivals.

Note: Only major areas included.

Western Australia
2%

Northern
Territory
<1%
Queensland

30%

South Australia
2% New South
Wales
41%
Victoria Australian Capital

21.% Territory
2%

! Y

Tasmania
1%



Sample Characteristics

Gender Distribution of Age

Female 60%
Highest Qualification
= 73% Tertiary qualification
= 20% High school qualification
= 5% Other 18-29 30-39 40-49 50-59 60-69

= = N
o (O} o

Share of Visitors (%)

Ul

o

= 2% No formal qualification M Female ® Male




Visitor Characteristics

Annual Household Income (NZ$)
40

35

30
Average

33
26
SAT$213,666
25 NZ$119,300
20
20
15
10
10
I 4

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

Share of visitors (%)
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Visitor Characteristics

Main Purpose of Visit
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*Multiple responses, therefore total does not add up to 100%.



Visitor Characteristics

Travel Companions

54
46
.7 17
& 7 8
27% 0{\\° P I I 2 1 1

A U O
o O O

Share of Visitors (%)
w
o

20
10
Travel alone g 0
o\ /7 Partner / Family Friend(s) Work  Organised Wedding Tour group
od 7 spouse member(s) colleagues group (e.g.  party
,@,‘?o 7/ school,
o 7 sports etc)
/7
7 50
o 7 . 42
73% /7 Number of Companions _
- - L] | L] | L] | L] | L] o\o 40
with companions s
230
>
G 20 15 18
v 12
2 7
5 10 I 5
. H =
*Multiple responses, therefore total does not add up to 100%. 1 2 3 4 5 6 and more



Previous Visits

Overali Country breakdown
100
90
90
60 80
51 R 70 68
< v
=0 S 60 54 54
g 40 < 50
§ 30 - ; 40
5 & 30 2426
o 20 16 v 16
»n 10 10 I
) ] ’ I TR 2 g
First time 2 or 3 times 4 or 5 times 5+ times First time 2 or 3 times 4 or 5 times 5+times
® New Zealand W Australia American Samoa B North America

m Other Pacific Europe M Asia



Length of Stay

Average length of stay: 8.4 nights

12.0

50 10.0

10.3
9.8
a4 8.6 91
8.0
3.0 7.7 7.7
6.0
19 L
12 11 4.0 .
B B B -
4-7 8-10 0.0

11-14 15 and . . :
New  Australia American North Other  Europe Asia Other
more Zealand Samoa America Pacific Countries

Number of nights Number of nights - country breakdown
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Destinations & Airlines

| N = 40% Fiji
O_ For 76% of visitors, For 24% of . 39% New Zealand
o Samoa is the sole visitors, Samoa = 18% American Samoa
o _ is part of a larger
destination for their journey = 16% Australia
trip. = 12% Other Pacific
= 7% USA

= 47% Air New Zealand

‘ = 29% Samoa Airways
AIRLINES USED = 18% Fiji Airways

= 13% Virgin Australia

= 3% Talofa Airways

= 2% Other

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



Islands Visited

Fagamalo
. ® Asau
Falealupo ® Aopo
MeSilsili A Puapva
29% Savai’i Island ® saail - .
g <1% Apolima Island
o Silelologa
Taga
o
, Apolima Island  Mulifanua o 97% Upolu Island
Savai' Island o4 2
Manono kland APIA
2% Manono Island Mataceu Jravea
e lotwofaga
4 Poutasl  S3lan L
o .

Upolu Island

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



Islands Visited

Average length of stay in Samoa and on each island

9.0 8.4 100 94
90
8.0 6.9
7.0 _ 80
6.0 £ 70
5.0 4.5 S 60 54
‘B 49
4.0 < 50
3.0 S 40
1.9 © 33
2.0 1.1 2 30
(V]
1.0 l 20 15
0.0 . 10 I 3 I5 7 4 . 7 4 .
Samoa Upolu Savai'i Manono  Apolima 0 L] - B
Total Island Island Island Island* 0-3 nights  4-7 nights  8-10 nights 11-14 nights 15 nights+
Number of nights M Upolu mSavai'i ™ Manono

Note: *n=9.



Destinations Visited

Upolu Island

Top 6 popular attractions *

= 66% Apia

= 48% To Sua Ocean Trench
= 42% Lalomanu Beach

= 31% Piula Cave Pool

= 26% Mulifanua

= 26% Togitogiga Falls

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

Palolo Deep
Marine Reserve

Samoa Cultural*

Village w
Mary Cathedral
Upolu Island A atEaE
MtVaca 4
Robgrt Louis
(o) 0,
26/) Saleimoa 666 Stevenson Mussum o
* ° . 31%
Mulifanua
[ ] ® Leulumoega
+ 9 e APIA Pl CavePoo
*x K Falefa Fall
Papasesa Sliding Rocks aleta ralls
Lake Lanoto'o
Papapapaitai Falls Titavea
]
Matautu @ SR R Fuipisia Falks
Togitogiga Falls
Salani Sopoaga Falls
[ ] ° *
oPoutasi Y Le.pa o
Ole PUPU'P'z6 A) To Sua Ocean Trench Lalomanu Beach
National Park
0,
48% 42%



Destinations Visited

Savai’i Island

. 38% ming wi
* Swimming with Turtles
Top 5 attractions ) ¢ Mam'ﬂ'e"m%;m‘:g Saleaula Lava Fields
Falealupo ® . % _
Peapea Cave W Paia Dwarfs Cawve o
. ® Aopo A 48%
Tufutafoe Mt Matavanu
# Falelima o
= 61% Salelologa Mt Silsili A ® Puapya
= 48% Alofaaga Blowholes
g 44%
. ) o Tuasivi
= 48% Saleaula Lava Fields Savaifiland @ Salailua o
Afuaau Waterfall
+* [ ] 53I$ga
= 44% Afuaau Waterfall : N ]
Efa Aganoa Beach 61%
= 38% Falealupo * % Tafua Crater
Alofaaga Blowholes

48%

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



Types of Accommodation Used
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Note: Multiple responses, therefore total does not add up to 100%.
Image from: https://www.facebook.com/SamoaTourismAuthority/.



Satisfaction with Accommodation

Hotel/Resort

Self catering/rented accommodation

4.1
Backpackers/Budget/Hostels - s:z 4.0
. 4.2 .
Guest houses/B&Bs/AirBnB 41 M Level of service

B Quality, availability and maintenance of facilities

4.4

Village homestay _ﬁ 4.6
other - [INN——— T ¢

3.0 3.5 4.0 4.5 5.0

Note: Degree of satisfaction with accommodation stayed in (mean score out of 5).



Information Sources & Purchasing Behaviour




How Did You Find Out About Samoa?

Friends/family

Previous visit

Work colleagues/workplace information IEEEEG_—_—__———__ 17
Travel agent/agency brochures N 13
Web search engines (e.g. Google) I 12

D

Social media (Facebook, Twitter, Instagram etc) I 12

.

General travel websites (e.g. TripAdvisor, Trivago) N 11
The official Samoa travel website (Samoa.travel) . 7
Television or radio programmes Il 5
Travel books (e.g. Lonely Planet) Il 5
Magazine and newspaper articles Il 5
Other M 2

0 10 20 30 40 50 60

Share of visitors (%)
Note: Multiple responses, therefore total does not add up to 100%.



How Did You Find Out About Samoa?

Country breakdown

Friends/family

57

Previous visit F 33
11
T Y
16

Travel agent/agency brochures mg W New Zealnd

G MW Australia

m 13 American Samoa
Work cqlleagues{workplace 1 = North America
information 60
41 m Other Pacific

E
General travel websites (e.g. E B urope

TripAdvisor, Trivago) R M Asia

i 15
4

Web search engines (e.g. Google) S 11,

I 14 31

0 20 40 60 80
Share of Visitors (%)

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



How Did You Find Out About Samoa?

Country breakdown cont.

Social media (Facebook, Twitter,
Instagram etc)

The official Samoa travel website
(Samoa.travel)

. . ® New Zealnd
Television or radio programmes
M Australia

American Samoa

Magazine and newspaper articles ® North America

M Other Pacific
Europe

Travel books (e.g. Lonely Planet) m Asia
[

Other L - 3 4
— 3 -
0 5 10 15 20 25

Share of Visitors (%)

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



Factors Influencing the Visit to Samoa

Quiet and relaxing atmosphere IS 3.9
Friendly people mamsssssssasam——— 3 9
Warm and sunny weather IS 3.0
A safe place TSRS 3.7
Culture and history T 3.7
Beaches and swimming I 3.7
Natural attractions/eco- tourism/photography NS 3.7
Affordability I 3 4
Easy to access IIINSNNNNNNNNN———— 3.4

AT

ol | W \le _
Cuisine I 3. ] e i~ = .
=TT AN
Friends and family in Samoa mEEEEEESSS——————_ 3.0 v W‘!\“ ‘ -
Snorkelling and diving IEEEEEESS—————— ) 9 - =

Attending an event I———— ) 3

Business or conference mmm 2.0

1.8 2.3 2.8 3.3 3.8 4.3
Mean

Image from: https://www.facebook.com/SamoaTourismAuthority/.



Factors Influencing the Visit to Samoa

Country breakdown

4.2
Warm and sunny weather . ' '
4.0
250
: 41
4P
: 4.1 ® New Zealnd
g 3.9 W Australia
3.4 a1 @ American Samoa
. ® North America
4 g
M Other Pacific
3.9

I Europe

Quiet and relaxing atmosphere

Friendly people

Beaches and swimming

A safe place

Easy to access 3.8 M Asia

Culture and history
4.0

W w
™ ©

2.5 3.0 3.5 4.0 4.5
Mean



Factors Influencing the Visit to Samoa

Country breakdown cont.

Natural attractions / eco- tourism / 3.8
photography . 39
3.6
Affordability 3.8
3.1
ot
Snorkelling and diving 2.5
. 33 ® New Zealnd
30 i m Australia
Cuisine 30 3.1 ® American Samoa
: ® North America
Friends and family in Samoa H 3.7 m Other Pacific
2.3 M Europe
M Asia
2.0
. : 2.7
2.8

1.3 1.8 2.3 2.8 3.3 3.8 4.3
Mean




Information Sources Used for Planning

Friends/family

Web search engines (e.g. Google) IIIIIN——— 3.3

2%
Previous visits e 3.0
[ )

General travel websites (e.g. TripAdvisor, Trivago) I 3.0
Social media (Facebook, Twitter, Instagram etc) NN 2.8

D

The official Samoa travel website (Samoa.travel) . 2.7

.

Travel agent/travel brochures [N 2.5
Work colleagues NN 2.4
Travel books (e.g. Lonely Planet) [N 2.1
Magazine and newspaper articles N 2.1

Television or radio programmes Il 2.0

1.8 2.3 2.8 3.3 3.8
Mean



Information Sources Used for Planning

Country breakdown

Friends/family

Web search engines (e.g. Google)

® New Zealnd

MW Australia

Previous visits .
I American Samoa

® North America

m Other Pacific
General travel websites (e.g. TripAdvisor,

[ |
Trivago) Europe

W Asia

Social media (Facebook, Twitter, Instagram
etc)

1.5 2.0 2.5 3.0 3.5 4.0 4.5



Information Sources Used for Planning

Country breakdown cont.

The official Samoa travel website (Samoa.travel)

Travel agent/travel brochures

Work colleagues 34 3.9
Television or radio programmes
Travel books (e.g. Lonely Planet)
Magazine and newspaper articles
1.5 2.0 2.5 3.0 3.5 4.0

® New Zealnd

M Australia

I American Samoa
M North America
M Other Pacific

I Europe

W Asia



How Did You Purchase Your Travel?

| made my own travel bookings using the Internet

Travel bookings were made through a travel agent _ 29
Travel bookings were made by others (business, friends, - 12
relatives)
Travel bookings were made by a mix of travel agent and - 5
online bookings
0 10 20 30 40

Share of Visitors (%)

Image from: https://www.facebook.com/SamoaTourismAuthority/.
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How Did You Purchase Your Travel?

Country breakdown

55
E—s
| made my own travel bookings using
63
the Internet 39

I ——— 49

I

Travel bookings were made through a 35

travel agent 37
Travel bookings were made by others
(business, friends, relatives)
Travel bookings were made by a mix of
travel agent and online bookings
0 10 20 30 40 50 60

Share of Visitors (%)

72

B New Zealnd

M Australia

I American Samoa

M North America

M Other Pacific
Europe

W Asia

70



Visitor Expenditure




Prepaid Expenditure

25 24
20
20
X
? 16
Per person prior to arrival q>6 10
o 10
SAT$2,450 & /
3
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Prepaid Items

Accommodation 81

Breakfast or meals

44

Domestic transport/transfers

39

Tours - 9
Other . 4

0 10 20 30 40 50 60 70 80 90
Share of Visitors (%)

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



Prepaid Items

Country breakdown

Accommodation

Breakfast or meals

Domestic
transport/transfers

Tours

Other

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

o

20

40

60

Share of Visitors(%)

80

® New Zealnd

M Australia

m American Samoa
M North America
m Other Pacific

I Europe

W Asia

100



In-country Expenditure Per Person Per Day

Expenditure Items Covering people 8,425

Mean (SATS) (% of spend)
Accommodation 44 27
Restaurants cafes & bars 32 20
Vehicle rental 18 11
Shopping 15 9
Groceries 13 8
Donations 13 8
Tours/activities 7 4 Per visitor per day while in Samoa:
Other 6 4
Petrol 6 4 SAT$162/ NZ$90
Internet/telecommunication 3 2 A
Bus/taxi 3 2
Ferry 2 1
Total Expenditure 162 100

1




In-country Expenditure Per Person Per Day (SAT$)

Market breakdown

Markets New Zealand Australia American Samoa North America Other Pacific Europe Asia
Accommodation 39 42 37 44 57 59 98
Restaurants cafes & bars 32 35 33 28 31 36 40
Vehicle rental 17 21 13 20 11 17 25
Donations 13 15 11 16 11 2 12
Groceries 12 15 12 24 16 6 13
Shopping 11 14 24 26 31 10 18
Tours/activities 6 8 5 5 5 8 14
Other 6 10 2 6 3 4 2
Petrol 6 7 6 8 4 4 7
Bus/taxi 2 2 6 3 5 4 7
Internet/telecommunication 2 3 5 5 6 3 4
Ferry 1 2 1 3 1 2 3

Total in-country spend (SATS) 146 173 156 188 181 155 243




Average Total Expenditure Per Person Per Day (SAT$)

Market breakdown

: North Other
Markets New Zealand  Australia American i - Europe Asia
Samoa America Pacific
55% pre-paid
expenditure 138 156 173 209 245 120 278
In-country spend
146 173 156 188 181 155 243

Total spend (SATS) 284 329 329 397 426 275 521




Contribution to Samoa Economy per Visit

Visitor Expenditure — Per Person & Total

Average Spend Average Spend | mmm
before Visiting + While in Samoa | mmm Total Spend
55% Floviling back
| Per Day> NZ $89 NZ $90 NZ $179
SAT $160 SAT $162 SAT $322

| Per Tri NZ $752 NZ $756 NZ $1,508
P SAT $1,347 SAT $1,361 SAT $2,708



Visitor Satisfaction




Overall Satisfaction

60
54

Ul
o

o
o

N
o

Share of Visitors (%)
w
o

10

=
o

2 3
0 — |
Very dissatisfied 2 3 4 Very satisfied
(1) (5)

Mean

Image from: https://www.facebook.com/SamoaTourismAuthority/.



Water Based Activities

(Participation and Satisfaction)

Visiting the beach

Visiting the beach

Swimming I 82 Swimming
Snorkelling NN 49 Snorkelling
Kayaking/canoeing N 30 Kayaking/canoeing
Swimming with turtles N 29 Swimming with turtles
Paddle Boarding [N 17 Paddle Boarding
Diving M 16 Diving NN 3.3
Fishing M 16 Fishing INIIEIEGEGN 5.5
Sailing/cruising M 13 Sailing/cruising NG 3.7
Surfing M 10 Surfing M 3.4
Whale watching 1l 9 Whale watching 1l 3.2
Water skiing [l 9 Water skiing I 3.3
0 20 40 60 80 100 3.0 3.5 4.0 4.5 5.0
Sahre of Visitors (%) Mean

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



Cultural Interaction Activities

(Participation and Satisfaction)

Local markets M 55 Local markets
Visiting a village [N 67 Visiting a village
Island night feast and show [N 59 Island night feast and show
Island celebrations or events N 51 Island celebrations or events [N 4.4
Dance / language / art / cooking —— Dance / language / art / cooking . .
classes classes
Cultural events/festivals [ 45 Cultural events/festivals 4.5
Attending church [N 44 Attending church 4.6
I .
Umu [N 45 Umu 4.6

Museum visits [N 37 Museum visits | NN 4.3

4.0 4.5 5.0
Mean

20 30 40 50 60 70 80 90
Sahre of Visitors (%)

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



Land Activities and Touring

(Participation and Satisfaction)

Restaurants, bars and cafes
Sightseeing

I 36

Cultural tours

Spa/beauty [N 31

Hiking and trekking I 30

B 19

Conservation/animal sanctuary

BN 16

Bird watching

Cycling M 10

Golfing [ 10

0 20 40 60 80
Sahre of Visitors (%)

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

E— 92
R 78

Restaurants, bars and cafes
Sightseeing

Cultural tours

Spa/beauty

Hiking and trekking
Conservation/animal sanctuary
Bird watching

Cycling

Golfing

100

I 4.2
. 4.6
. gw
I .2
I 4.2
I 2.0
I 2.1

I 3

N 37

35 37 39 41 43 45 47

Mean



Shopping

(Participation and Satisfaction)

Local clothing e.g lava lava etc.

Local produce e.g coconut oil etc. 69

Local music _ 61

Local arts

Ul
~N

5

o

55 60 65 70 75
Sahre of Visitors (%)

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

Local clothing e.g lava lava etc.

Local produce e.g coconut oil etc.

4.3

Local crafts

4.1

Local music 4.3

Local arts

=
o

3 39 40 41 42 43 44
Mean



Satisfaction with Samoa

The friendliness of the people in Samoa
Airport arrival/departure experience
Variety of things to see and do

The overall level of service in Samoa

The information that was available when planning this trip
Value for money [N 4.1
The experience of using public transport GGG 4.1
The experience of renting a vehicle GG 4.1
The information that was available while in Samoa IINEEEEN 4.0

General shopping opportunities [INNEGN 3.7

Internet and phone availability, cost and coverage M 3.6

3.0 3.5 4.0 4.5 5.0

Mean
1 = Very Dissatisfied 5 = Very Satisfied

Image from: https://www.facebook.com/SamoaTourismAuthority/.



Satisfaction with Samoa

Country breakdown

The friendliness of the people in Samoa

Airport arrival/departure experience

m New Zealnd

M Australia

Variety of things to see and do m American Samoa

B North America

m Other Pacific

The overall level of service in Samoa = Europe

W Asia

The information that was available when
planning this trip

3.5 3.7 3.9 4.1 4.3 4.5 4.7 4.9
Mean



Satisfaction with Samoa

Country breakdown cont.

The experience of renting a vehicle

Value for money

The experience of using public transport B New Zealnd

M Australia

m American Samoa

The information that was available while = North America

in Samoa
m Other Pacific
I Europe
General shopping opportunities B Asia
Internet and phone availability, cost and
coverage
2.8 33 3.8 4.3 4.8

Mean



Most Appealing Aspects
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Most Appealing Aspects

Environment I 55
Local people messssssssssSSSSSS———— 1]
Activities, attractions and entertainment, events IEEEEE———————— )]
Culture mes——— 15
Ambience and Atmosphere ————— 13
Food and beverage s 9
Accommodation m— 8
Reconnecting with ‘own’ Samoan culture mmm 5
Customer Service mm 4
Not overly commercialised and unspoiled mmm 4
Affordable, accessible and effortless mm 4
New developments mm 3
Infrastructure, public service and facilities mm 3
Savai'i = 2

Overall good experience ® 2
Safety m 1
Emotional connection 11

0 10 20 30 40 50 60

Note: Multiple responses, therefore total does not add up to 100%.
Image from: https://www.facebook.com/SamoaTourismAuthority/.



Most Appealing Aspects

Comments:

= “The whole country was so beautiful, there wasn’t loads of waste everywhere, the natural beauty
shone through making it a magical holiday.”

= “Such genuine, authentic, happy people whose identity is so secure in their culture.”
= “There was a lot to see in Upolu, we wish we would have stayed there longer.”

" “The people are lovely and proud of their culture and country.”

" “The calmness, peacefulness of Samoa. We were able to have some downtime and relax.”

* “The diet of typical Samoan fruits, vegetables, root fruits (ex. taro), coconut, coco drink, fish and

seafood, etc.”

= “The friendliness and efficiency of the owners and staff at our accommodation.”



Least Appealing Aspects

22% Infrastructure, public
services and facilities

12% Rubbish and natural
environment

9% Food and beverage
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Least Appealing Aspects

Infrastructure, public services and facilities
Rubbish and natural environment
Food and beverage

Social issues

Cost of goods and services

Stray animals and mosquitos
Customer service

Attractions and activities
Shopping experience

Bad weather

Accommodation

Apia

Local people

Airport and arriving and departing
Safety

Feeling unwelcome and exploited
Rental cars or scooters

Lack of information

Taxi

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

Image from: https://www.facebook.com/SSTA.Savaii/.
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Least Appealing Aspects

Comments:

= “The main roads we terrible, | feel for the locals. The main reason we didn't do much
(attraction wise) was specifically due to the very poor conditions of the road network.”

= “There was so much rubbish around the island and we saw many locals just throwing
rubbish from their cars etc.”

= “Some of the local food standards. | loved the food, but the hygiene side of things were
pretty poor because | had diarrhoea from day 1 until | departed Samoa.”

= “The low wages the local people are paid.”

= “Price of clothing and groceries are relatively expensive...also internet is very expensive.”



Least Appealing Aspects

Comments:

= “The neglect and treatment of domestic animals was upsetting to see. In particular

while driving down the southwest coast we saw many emaciated and sick horses tied
to posts with no shade, water or food.”

= “Customer service. Very disappointed! No one says hello, can | help you? Too busy
talking to themselves, and this happens in the popular well-known shops.”

» “Lack of attractions for kids.”

= “The Markets didn't really have much variety of souvenirs so didn't get any presents
for friends.”



Suggestions for Improvements
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Note: Multiple responses, therefore total does not add up to 100%.
Image from: https://www.facebook.com/SSTA.Savaii/.



Suggestions for Improvements

= “Roads are full of puddles damaging tires and costing, running water is often short
overnight and in some days. Basic essentials that could improve visit with families,
having no water is actually a health risk.”

= “The council investing money into the roads and rubbish bins.”

» “Second rate service because I’'m an overseas born Samoan. Obvious discrimination
and different treatment from palagi tourists to Samoan tourists.”

= “More information about the ferry services and how they work. Maybe there should
be a defined and clear timetable. Also wished the Sua Trench was open earlier on
Sunday even though | know this is when everyone is attending church service.”



Would you return to Samoa ?

Top 4 reasons for NOT returning to Samoa :

@ 91% Yes

41% Visit other places around the world or already have visited

14% Limited attractions, activities and entertainment

@ 9% No * m—)

13% Cost of goods and services

10% Under developed

* n=373



Reason not to re-visit Samoa

Comments:

= “lloved it and would recommend it to anyone but as | have now been there, | feel no
need to go back as | will go and explore other places in the world | have not been to yet.”

= “Itis very far from Sweden and if we ever travel to the South Pacific, we would like to
visit other islands. But do strongly recommend Samoa to friends.”

= “Not much more for us to see and it was too hot for me.”
= “Dangerous dogs, a lack of regard for health and safety, too expensive.”

= “This was my third trip to Samoa, even though | love the place, | feel like it hasn’t
changed in the past 30 years since | first went there. There are other places to visit.”



Would you recommend Samoa?

Top 4 reasons for NOT recommending

Samoa:
@ 95% Yes

25% Expensive

20% Lack of facilities

17% Limited attractions, activities and entertainment

@ 5% No * m——)

12% Lack of environment care

* n=169



Reason not to Recommend Samoa

Comments:

= “Not really. | have travelled extensively, and there are many other places with
comparable natural beauty that are many times cheaper/better value. | don't
blame Samoa for seeking the high end tourism market.”

= “Not really because Samoa needs to look at the roads especially from the airport
all the way to Apia.”

= “Most people would find Samoa the same as us. Nice but not enough to do. It
would suit some people who like to sit at resorts, relax and drink.”

= “Rubbish and pollution.”



Thank You!

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

Key contributions: Mindy Sun, Jin Yi, Devika Raj,
and Nadja Udby
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