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Report Structure

NB unless noted all data relates to the Jan 2015 — March 2020 period

Visitor Profile




Repeat and First-time Visitors (Jan 2015 - Mar 2020 IVS Data)

Total number of visitors

13,029 First time visitors
8,7 18 Repeat visitors

Bl Repeat M First time

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



17% of visitors have visited 3 or more times...

Share of Visitors (%)
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Repeat visitors have increased by >10% over 5 years

Share of Visitors (%)
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Australia dominates the repeat visitor market
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Note: due to rounding, some totals do not sum to 100%



43% of Australian visitors (2015 2020 ) are repeat visitors
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Repeat Visitors are growing in importance for the Australian Market
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New Caledonia has the highest ratio of repeat visitors
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36% of the Holiday Market (2015-2020) are repeat travellers
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The repeat visitor share of the Holiday market has grown by 8% since
2015 but has been static in recent years
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Report Structure
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Repeat visitors tend to be in older age groups
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Note: due to rounding, total does not sum to 100%



Household income does not vary greatly by repeat visitation

Average Household Income

37 36 USD 83,211

35 34 34 . .
Repeat visitors
30 USD 83,360
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Note: due to rounding, total does not sum to 100%
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Holiday visitors dominate first time and repeat travel
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Business and VFR travel are most heavily repeat visitor oriented
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Repeat visitors stay a little longer

Mean

8.4 nights 8.0 nights

Repeat visitors First time visitors
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Note: 31 and 31+ days as outliners were removed for length of stay analysis



Repeat visitors are more significant among short and long term stay

groupings

5 or less 7 10 or more
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Repeat visitors are less likely to travel on Virgin

Air Vanuatu

Virgin Australia

Fiji Airways

Aircalin (Air Calédonie International)
Qantas

Air New Zealand

Solomon Airlines

Air Niugini

Note: Multiple responses, therefore total does not add up to 100%
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Islands visited are similar for repeat and first-time visitors with the

exception of Tanna
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Prepaid expenditure by repeat visitors is lower

Average Prepay Per Person

UsSD 1,268 Repeat visitors
UsSD 1,314 First time visitors
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In-country spend is slightly higher among repeat visitors

Food & Beverage - [ 2

. 23.1
Accomodation 20.8 >

; 9.8
Retail 71 S

Local Transport -$5$_%2
pomestic Travel R °52 -
In-country spend per person per day
Tours | — o5

Entertainment, Internet USS a1 (Vt9’987)
! : 5.0 .
& Service -Si c Repeat visitors
Souvenirs - $$2392 USS 89 (Vt9,728)
' First time visitors
Duty Free .52'3_%-7
S- S5.0 $10.0 $15.0 $20.0 $25.0 $30.0 S35.0

Note: USS in the pie chart
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Visitor Expenditure — Per Person and Total

Pre-Paid Spend + —
e M e e In-country Spend e Total Spend

US $94 US $91 US $186 —
Per Vt $10,352 Vt $9,987 Vt $20,339 —
Day /
Y US $102 US $89 US $191 ———
— Vt $11,224 Vt $9,728 Vt $20,952
US $792 US $764 US $1,557
’ R
Vt $86,851 Vt $83,793 Vt $170,644
Whole
Trip US $821 Us $712 US $1,533 —
First-t
Vt $90,016 Vt $78,017 Vt $168,033
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Repeat visitors rely heavily on their previous visit for Information

(IVS Jan 2018 - Mar 2020)

Previous Vanuatu visits

Friends / family

Work Colleagues

Travel agent / travel brochures
Google

Vanuatu Tourism website (Vanuatu.travel)
Trip Advisor

Social media (Facebook, Twitter etc)
Other travel booking websites
Other sources

Magazine and newspaper articles
Travel books (e.g. Lonely Planet)
Television or radio programmes
Airbnb

Note: Multiple responses, therefore total does not add up to 100%
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Repeat visitors are more likely to book directly with businesses
(IVS Jan 2018 - Mar 2020)

Direct with airlines and / or accommodation places

Through a travel agent store

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

Expedia)
11
Travel arrangements were made by others - 1
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Note: due to rounding, total does not sum to 100%



Report Structure

Visitor

Satisfaction




Repeat visitors are slightly more satisfied overall
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Visitor satisfaction rates have remained consistent over time
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Repeat visitors tend to be more satisfied (except for rubbish and

cleanliness)

Variety of things to see and do

General quality of service

Restaurants, cafes, bars and evening entertainment 2015-2017
Access to local food and products 2018-2020

Taxis / car / bus / car rental / ground transportation
Restaurants, cafes, and bars 2018-2020

Ease of undertaking tours and activities while here 2018-2020
Value for money

Local handicrafts / artwork

Visitor information in Vanuatu (including signage)

Airport arrival / departure experience 2018-2020

Evening entertainment 2018-2020

General shopping opportunities

Internet and phone availability, cost and coverage

Rubbish collection and general cleanliness
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Water-based Activities (IVS Jan 2018 - Mar 2020)

Visiting the beach
Swimming
Snorkelling

Viewing coral and fish life
Kayaking / canoeing
General water sports
Water based tours
Paddle Boarding
Sailing / cruising
Diving

Fishing

Banana boats

Surfing

Participation Rate
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Cultural Interaction (IVS Jan 2018 - Mar 2020)

Participation Rate

Engaging with Ni-
Vanuatu people

Cultural performances

Visiting a village

Visiting a local school

Attending church

Religious event /
festivals
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Land-based Activities (IVS Jan 2018 - Mar 2020)

Participation Rate

Restaurants, bars and cafes
Sightseeing

Visiting waterfalls

Spa / beauty

World War Il history
Conservation / animal sanctuary
Hiking and trekking

Volcano experience

Sports events

Air-based activities (e.g. Ziplining; aerial
Golfing

Cycling
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Shopping (IVS Jan 2018 - Mar 2020)

Participation Rate Satisfaction

Local produce e.g coconut oil

Local produce e.g etc

coconut oil etc. 71

Local crafts Local crafts
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Local arts Local arts

: 65 :
Local clothing Local clothing
61 B Repeat
_ 59 M First Time :
Local music 55 Local music

30 >0 70 3.2 34 36 38 40 42 44
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Repeat visitors show a higher willingness to return
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Repeat visitors show less willingness to visit Outer Islands
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Repeat visitors are more willing to recommend Vanuatu
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Team Lea-éjé‘r'?Simon Milne

Email: simon.milne@aut.ac.nz
Web: http://www.nztri.org/
Team member: Mindy Sun, Blake Bai

The views expressed in this publication do not necessarily reflect those of the New Zealand Government.
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