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Background

The 2018 - 2020 IVS date set (n=2,540) is analysed to help us understand the profile of three visitor
segments: Social Media Active (Discovery), Social Media Active (Information), and Social Media Inactive
(Information).

The report focuses on these social media focused segments to learn more about who uses and doesn’t use
social media (e.g., Facebook, Twitter etc) in deciding to travel to Solomon Islands and planning their visit.

NB Due to Covid-19, any 2020 data mentioned in the report only covers January to mid-March.

All reports completed from the IVS are available at:

ww.nztri.org.nz/visitor-research/pacific



https://www.nztri.org.nz/visitor-research/pacific

The three identified segments

Social Media Active (Discovery) Social Media Active (Information) Social Media Inactive (Information)
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*: Mean = 4.4, based on those responses rate social media as important (score = 4) & *: Mean = 1.0, based on those responses rate social media as not at all important

*: 100% of responses surveyed find out about Solomon Islands by social media extremely important (score = 5) (score =1)



Sample size of each segment IVS 2018-2020
Social Media Active (Discovery) Social Media Active (Information) Social Media Active (Information)
Total: 157 visitors Total: 319 visitors Total: 1,314 visitors
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51% of the Social Media Active (Discovery) group and 39% of the Social
Media Active (Information) group are from Pacific countries, while 46%
of Social Media Inactive (Information) are from Australia
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Purpose of Visit: Holiday visitors are a significant part of the Social Media
Active (Discovery) segment
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At least half of both Social Media Active groups (Discovery & Information)
are younger than 40 years of age
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There is limited variation in the percentage of visitors with tertiary
qualification across the three groups
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Share of Visitors (%)

Social Media Inactive (Information) visitors have the highest annual
average household income of the three segments
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Share of Visitors (%)

Average LoS of Social Media Active (Information) group is 10.5
nights, around one night longer than the other groups
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70% AVERAGE LENGTH OF STAY
60% Social Media Active
(Discovery)
40% (Information)
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Social Media Active (Discovery) travellers are the least likely to visit
provinces beyond Guadalcanal

Guadalcanal Province 59

Malaita Province

Central Islands Province

Isabel Province ‘55
Choiseul Province l233

Makira/Ulawa Province -23'-}
Rennell & Bellona Province = 3

Temotu Province u),l?,
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Percent of cases (%)
M Social Media Active (Discovery) M Social Media Active (Information)  ® Social Media Inactive (Information)

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



Accommodation choice varies across the three social media segments

but hotel/resort use dominates

Hotel/Resort

Private home (friends/relatives)
Self-catering / Rented accommodation
Village homestay

Guest houses/B&Bs/Airbnb

Motel

Eco lodge

Other (Please specify)

Liveaboard vessel

Backpacker

Private Yacht

B Social Media Active (Discovery)

Note: Multiple responses, therefore total does not add up to 100%.
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In finding out about Solomon Islands the Social Media Active (Discovery) group uses a
range of factors, with strong emphasis on web and internet based options

How did you find out about Solomon Islands as a destination?

Social media (Facebook, Twitter etc)

Work colleagues/Information from Organization
Friends/family

Previous visit

Web search engines (e.g. Google)

General travel websites (e.g. TripAdvisor)

The official Solomon Islands travel website (visitsolomons.com.sb)
Magazine and newspaper articles

Travel books (e.g. Lonely Planet)

Travel agent/agency brochures

Television or radio programmes

Other

M Social Media Active (Discovery)

Note: Multiple responses, therefore total does not add up to 100%.
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Business is the dominant influence on Social Media Inactive visitors coming to Solomon
Islands. Social Media Active visitors are more far more diverse in the influences they rate

How influential were the following factors in your choice to visit the Solomon Islands?

3.8

Friendly people

Culture and history

Natural attractions / eco- tourism / photography

Quiet and relaxing atmosphere

A safe place
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Business or conference
Friends and family in Solomon Islands

Beaches and swimming

|

w
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Climate
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Snorkelling and diving

Easy to access

I

Attending an event
Cuisine
Affordability

N
©

1.5 2.0 2.5 3.0 3.5 4.0 4.5

Mean score
B Social Media Active (Discovery) B Social Media Active (Information) m Social Media Inactive (Information)
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‘Travel agent’ and ‘I made my own travel bookings’ are the two main
travelling purchase options adopted by the 3 segments
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relatives) bookings
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Social Media Inactive visitors have the highest pre-paid spend
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Local Expenditure Per Person Per Day

Expenditure Items / Per
Person Per Day (USS)

Social Media Active
(Discovery)

%

Social Media Active
(Information)

%

Social Media Inactive
(Information)

%

Accommodation

Restaurants, cafes & bars

Shopping

Groceries

Vehicle rental
Domestic flights
Internet cost

Water activities
Tours and sightseeing
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Other

Land based activities

Public transport

Total
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Visitor Expenditure — Per Person and Total

uss Social Media Active Social Media Active Social Media Inactive
(Discovery) (Information) (Information)
Average Spend Prior to arrival
Per Person - Whole Trip 1,172 1,231 1,618

Flowing into local economy - Estimated 60% of the pre-paid spend flows into Solomon Islands economy

Per Person - Whole Trip 703 739 971
Per Person per Day 74 70 103
Length of stay (nights) 9.5 10.5 9.4

Average Local Spend

Per Person - Whole Trip 713 536 611
Per Person per Day 75 51 65
Total spend flowing into Solc?mon 1,416 1,275 1,582
Islands economy — Whole Trip

Total spend flowing into Solomon 149 121 168

Islands economy — Per Day
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Both Social Media Active segments (Discovery & Information) have a slightly
higher level of overall satisfaction than their inactive counterparts

MEAN OF OVERALL SATISFACTION
45

Social Media Active
40 (Discovery)

Social Media Active
35 (Information)
30 Social Media Inactive
(Information)
25
20
15
10
5 l I
0 - - - .

Very dissatisfied (1) Very satisfied (5)

Share of Visitors (%)

M Social Media Active (Discovery) M Social Media Active (Information) ® Social Media Inactive (Information)



Social Media Inactive Visitors tend to be less satisfied than their active
counterparts

The friendliness of the people in Solomon Islands _j_éﬁ
Variety of things to see and do ms?’ss’

The overall level of service in Solomon Islands ‘%7

Airport arrival/departure experience meﬂ
The information that was available while in Solomon Islands n %%
The information that was available when planning this trip — 38

The experience of renting a vehicle m 3.7
The experience of using public transport m 3.6

Value for money m'%

General shopping opportunities 32

Internet and phone availability, cost and coverage mzzgs

2.0 2.5 3.0 3.5 4.0 4.5
Mean score

B Social Media Active (Discovery) B Social Media Active (Information) M Social Media Inactive (Information)



Social Media Active segments have higher rates of participation
in water-based Activities

Visiting the beach
Swimming

Snorkelling

Diving
Kayaking/canoeing
Fishing

Whale/dophin watching
Sailing/cruising

Surfing

Paddle Boarding

Water skiing
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Surfing m 34
Paddle Boarding ‘537
Water skiing m 3.4
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Social Media Active segments have far higher rates of participation
in cultural Activities

. . 4,
E—— w18

Visiting a village

Museum visits

Visiting battle sites

Dance / language / art /
cooking classes

Art gallery visits

Cultural
events/festivals

Attending church

Village celebrations or
events

Visiting skull shrines
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Social Media Active segments have far higher rates of participation
in land-based Activities

Restaurants, bars and cafes
Sightseeing

Cultural tours

Hiking and trekking

Waterfalls

Bird watching
Conservation/animal sanctuary
4x4 trails

Climb Kolombangara

Golfing

Cycling

763

E——;

Bl 15

0

50
Share of Visitors (%)

B Social Media Active [Discovery)
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Hiking and trekking

Conservation/animal sanctuary

Climb Kolombangara

100
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Restaurants, bars and cafes
Sightseeing

Cultural tours

Waterfalls

Bird watching

4x4 trails

.1
1 5
I
I—— 0,
I
I—
I,
I
I— s
2.
-

1.0 2.0 3.0 4.0 5.0

Mean score

Golfing

Cycling

B Social Media Inactive (Information)



Social Media Active segments have far higher rates of participation
in shopping activities

Local produce Local produce

4.2
4.3
4.1

Local crafts Local crafts

Local arts Local arts
Clothing Clothing
60 _
Local music 60 Local music
28
0 20 40 60 80 100 1.0 2.0 3.0 4.0 5.0
Share of Visitors (%) Mean score
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Return: Nearly all Social Media Active (Discovery) visitors would like to return,
Social Media inactive visitors are the least likely to say they would like to return

ey

Social Media Active 95%
(Discovery)

Social Media Active 89%
(Information)
Social Media Inactive | 88%
(Information)

Recommend: the Social Media Active (Discovery) segment shows the highest
willingness to recommend Solomon Islands

Social Media Active 94%

(Discovery)

Social Media Active 89%
,)) (Information)

Social Media Inactive | 80%

(Information)




All segments rate local people as the most appealing aspect of their visit

Local peop e |
Scenery, landscape and environment | 23
Activities and attractions | 1
Culture and history — | 7
Food and beverage |——t 12

Markets, local products and shops [ EEEG_—_—_—_——_ | o
Atmosphere [ 6.

Accommodation 2
Safety WEFZ 4
Service %
VFR 34

Diving snorkelling ‘zz 3
Weather -2.34
wwii BT, 2
New developments HT 4

Airport, airline, flights and accessibility , ¢
Business opportunities  L0.4
Friends m 1
Overall good experience , 44
Not many tourists_unique destination § 84

0 5 10 15 20 25 30 35 40 45 50
Percent of cases (%)

B Social Media Active (Discovery) B Social Media Active (Information) B Social Media Inactive (Information)

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



Least appealing aspects of the visit

Infrastructure
Environment and rubbish

Betel nut

11
Cost |EG—0___ . 16

Social issues

Honiara

Flights, airlines and airports

Nothing

Markets and shopping

Safety and security

Service

Transport

Weather

Accommodation

Food and drinks, cafes, restaurants

People

Telecommunications

Activities and attractions
Healthcare Ms='>

Visitor information HE_Z 5

Abandoned dogs_mosquitoes

Covid-19

Visa process_Immigration

101
L 1
0 5 10 15

All social media segments rank
infrastructure and environmental
quality/rubbish as the least appealing
aspects of their visit. The Social media
Inactive segment focuses more on cost,
Honiara issues and accommodation.

20 25 30 35 40 45 50

Percent of cases (%)

B Social Media Active (Discovery) B Social Media Active (Information)

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

M Social Media Inactive (Information)



Thank you

Team Leader: Simon Milne

Email: simon.milne@aut.ac.nz
Web: http://www.nztri.org/

Team member: Jin Yi and Mindy Sun

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




