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Niue BCI 2022 BUSINESS
PROFILE

Total BCI respondents N = 87, data collected from 14th Nov to 19t" Dec 2022



Respondents of Niuean and Non-Niuean origin.

Of the 11% Non-Niuean respondents *
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Niuean Non-Niuean A Niuean citizen A Niuean resident A temporary

resident or contract
worker in Niue

Note: *small sample N=10.



Niuean/Non-Niuean respondents across Tourism and Non-tourism sectors,
there tend to be more Non-Niuean owned businesses in the tourism sector.
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64% of business have been operating up to 10 years.
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Up to 70% of Niue businesses are operating as sole traders.

Share of respondents (%)
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Respondents’ roles in the business
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36% of respondents have been in their current role for more than 10 years.
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21% of surveyed Niue Businesses have the primary focus of accommodation
provider.

BUSINESSES SECTORS BASED ON
PRIMARY FOCUS

52% 48%
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Other business Accommodation Retail / handicrafts Visitor activities/ Restaurant /café/ Agriculture Vehicle rental
sector provider tours bar

30

Share of respondents (%)




Breakdown of accommodation providers:

Self catering | 33
Guest houses / Island hosts / B & B || N 28
Holiday homes | 2?2

Hotel / Resort |GG 11

Backpackers / Budget / Hostel [ 6

Share of respondents(%)



Breakdown of Visitor Activities:

Guided tours - land based (cultural / heritage / art / _ 46
activities)

Guided tours - water based (whale watching / diving) - 8

Share of respondents (%)



Breakdown of Retail/handicrafts:

Stores / supermarkets (e.g. food, drinks and domestic _ 24
supplies)

Other - 6

Share of respondents (%)



Breakdown of Other business:

Business services [ GG 38
Other NG 21
Construction / building | NINININININGEE 13
Technical and other professional services | NG 13
Health, wellness and beauty [ 3

Plumbing N 8

Share of respondents (%)



Secondary focus of businesses (additional to primary focus)

Top 8 Selections

Retail / general (e.g. souvenirs, clothes) I 18
Handicrafts [ 14
Accommodation [IIIINIGGGNGNNNN 12
Guided tours - land based activities NGNS 11
Equipment rental (bikes / sporting gear etc) IIINIGININING@G@GEGEEEEN 10
Agriculture NG 10
Restaurant / café / bar NG 10

Vehicle rental NG 3

Share of respondents (%)

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



Niue BCI 2022 STAFFING

Note: Total BCI respondents N = 87, data collected from 14t Nov to 19" Dec 2022



Number of full-time employees
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Number of part-time employees
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Number of female employees
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Changes in total staff in November 2022 compared to November 2019, 70% of
businesses indicated no change in the number of staff.
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Plan for hiring:

Q Plans to hire new staff in the next 12 months

Q Problems in finding staff
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Share of respondents (%)
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Not sure Yes
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Staff training needs for business

Share of participants (%)

42

Yes

58

No

TRAINING NEEDS

Customer service

Social and digital marketing

Tourism experience and related product development
Information and communication technology skills
General hospitality /tourism

Management skills

Accounting/finance

Health and safety/COVID practices

Employee performance

Business planning/proposal/presentation

Taoga Niue values and cultural understanding
Mental wellbeing

How to grow my business

Other
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Business organisations and associations

Niue Chamber of Commerce | <5

Niue Tourism Association _ 33

Niue Island Organic Farmers Association - 9

other [ o

| don't belong to any [ 10

Share of respondents (%)

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



Niue BCI 2022 BUSINESS
CLIMATE

Note: Total BCI respondents N = 87, data collected from 14t Nov to 19" Dec 2022



34% of businesses agree that they are currently performing well.

S The business is currently performing well
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More tourism businesses disagree that businesses are performing well than
the Non-tourism sector in Niue.

S The business is currently performing well e
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62% of businesses in Niue feel confident about their business performance in
the coming year.

S |am confident the business will perform well in the coming year

Share of respondents (%)
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Tourism businesses are less confident about their future business performance in
comparison with the Non-tourism sector in Niue.

S |am confident the business will perform well in the coming year
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Major challenges that Niue businesses face in the next 12 months.

Covid-19 challenges I 29%
Staffing NN 16%
Tourist related issues  [INEGTNINEGEGEGEGEGEGE 14%
Increasing cost NG 14%
Other [N 12%
Investment and financial issues | NG 11%

Supply issues |G 9%
Product development, demand | 9%

Natural disasters |IIEIGBG 7%

Share of comments (%)

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



Indicative comments for major challenges facing Niue business.

“Potential COVID restrictions on tourists entering Niue”
“Getting tourist numbers back to pre-covid days”

“Testing and Visitor pass requirements are putting tourists off travelling when they can travel to Fiji or Rarotonga with no

restrictions”

[Q % “Staffing issues / No staff on island”
[ﬂ]jﬂ}ﬂ} ”Staffing may change due to the possible moving of a staff overseas for further studies”

N “We are 95% tourist reliant so are currently running at a loss. We need two planes a week from NZ and two connecting links
j‘oﬂ to Rarotonga per week”
e “Tourist disinterest, disappointment in other tour's they have gone to prior to mine”

% “Customs and import charges”

“Air freight service with Air New Zealand is the big problem delayed we facing. The cost of everything is gone up”

“Prices of fuel/oil continue to challenge along with material costs. Freight costs for imported materials and goods”



Indicative comments for major challenges facing Niue business.

“External political insecurity”
PO “Restricted cash glow in the community”

UL “Sourcing spare parts is always a challenge with this type of business & funding is also needed to

subsidize continuous increasing logistics costs”

W “Food, shortage of food sources from key suppliers”

“Supply chains still very slow and some products now not achievable through traditional suppliers”

> “Merging between health measures from NZ at the border and trying to meet the local and tourism

demands of authentic Niuean handicrafts, designs and arts”

% “Cyclone season from November to April”



66% of businesses in Niue plan to seek continued growth and more than half
of businesses plan to improve service levels.

Business Plans

Continued growth

Service improvement

Product development

Higher profits

Business continuity and strategic planning
Asset maintenance/refurbishment
Developing local collaboration/partnerships
Introducing/enhancing sustainable business practices
Investment in new technology

New markets

No changes/just trying to stay in business
Investing in climate change resilience

Higher occupancy rates

Note: Multiple responses, therefore total does not add up to 100%.
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Business development in the next five years

Continued growth |G 44%
Product enhancement [N 1°%
New markets [N 17%
Staff adaptations [N 13%
Uncertainty related to Covid-19 | 10%
Negative growth, not sure | 9%
No change I 7%
Service improvement | 6%

Other I 6%

Share of comments (%)

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



Indicative comments for business development in five years.

j “Business will continue to grow due to its local customers”
“I am confident that the business will sustain and continue to grow in the next five years”

@% “Offering more products and own a shelter/shop”
&Eﬁ “Replacing damaged items and replacing non working items”

“Long term focus will be to get my webpage going to sell my art online and increase customer base
and diversify production”
“Working also in the pacific region”

T |

“...training of apprentice to learn the trade”

“Hard to say these days as month to month things change. Especially given the recovery from Covid
restrictions. Hopefully still operational”

“Age dictates that there will be a downhill trend as it becomes more difficult to perform tasks in
‘\\\ construction”



Business confidence dimensions:

Labour shortage is preventing growth in the private sector

A good working relationship with the Niue Tourism Office is of
benefit to this business

The national economy depends heavily on the tourism industry

Membership of local business associations/networks is of benefit
to this business

This business receives benefits from being a member of the
Chamber of Commerce

Compliance costs are too high

The Chamber of Commerce is responsive to the needs of the
private sector

Local business work well together

Current government policy encourages business growth
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Strongly Disagree (1) to Strongly Agree (5)



Comparisons between tourism and non-tourism sectors

A good working relationship with the Niue Tourism Office is
of benefit to this business

The national economy depends heavily on the tourism
industry

Labour shortage is preventing growth in the private sector

Compliance costs are too high

Membership of local business associations/networks is of
benefit to this business

Local business work well together

Current government policy encourages business growth

The Chamber of Commerce is responsive to the needs of the
private sector

This business receives benefits from being a member of the
Chamber of Commerce
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Increasing visitor spend is considered to be the most important area to focus
future investment
Importance of Investment Dimensions

Increasing visitor spend I 4.4

Investing in climate change resilience NN 4.3

Improving tourism experience and related product
development

Introducing/enhancing sustainable business practices _4-3

I — 4.3

Increasing awareness of the private sector with government
agencies

Increasing networking opportunities for local businesses NS 4.1

E— 4.2

Increasing awareness of tourism among local communities || GGG 4.0

Increasing awareness of tourism within government agencies NN 1.0

Increasing visitor numbers I 3.9

Note at all important (1) to Extremely important (5)



Investing in climate change resilience is more important for non-tourism businesses than
tourism.

Improving tourism experience and related product
development
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w

(00]
B
)

Increasing awareness of tourism within government agencies
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Investing in climate change resilience

Increasing awareness of tourism among local communities
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Increasing visitor numbers

Increasing networking opportunities for local businesses
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| Nive BCI 2022 REVENUE, COST &
LINKAGES

Note: Total BCI respondents N = 87, data collected from 14t Nov to 19" Dec 2022



42% of Niue businesses show an increased turnover from August to October
2022 compared to the same period in 2019. 27% show no change.

Share of respondents (%)
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Niue BCI 2022 COVID-19
RELATED

STRATEGIES

Note: Total BCI respondents N = 87, data collected from 14t Nov to 19" Dec 2022



Business key concerns relating to COVID-19.

Rising cost in general
General economic uncertainty

85

Cash flow
Health concerns for staff and customers T T T————— G 7
Virus-related travel restrictions e ————————— 5 |
General access to finance T /)
Shortage of produce/supplies/materials —  ——————— /)
The need to adjust our price T ————— /]
Business continuity mEEEES————— 3Q
Labour shortage meee————————— 3?)
Political uncertainty - E——— )7
Lack of skilled labour m———— )7
Marketing m——— 19
Lack of consumer confidence m—— 18
Placement availability e 9

Other n1
Share of respondents (%)

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



How business in Niue adapted to COVID-19 over the last year.

Just staying in business, with some adjustments

Diversified products/services

Re-purposing/changing focus to other business opportunities
Business was in hibernation but has re-opened

Looking at different markets

Significantly reducing business size but continuing to operate
Sought financial support from government/aid organizations
Discounted products/services

Reduced staffing and operating costs

Relying on loans to survive

Shutting down/closed business

Had to sell off assets for financial security

Other

Business is in hibernation for the foreseeable future

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