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Introduction

Background

This report outlines results of the Regional Visitor Monitor (RVM) undertaken during the months of November 2005

to March 2006 .

The RVM was developed as a joint venture between the Ministry of Tourism, Tourism New Zealand and six of New
Zealand's largest Regional Tourism Organisations (Tourism Auckland, Tourism Rotorua, Positively Wellington
Tourism, Christchurch & Canterbury Marketing, Destination Queenstown and Tourism Dunedin).

Using a standardized survey methodology, the RVM gathers information concerning visitor profiles; visitor
motivations and expectations; travel planning and patterns of visitor activity; visitor satisfaction; and visitor
expenditure — all at a regional level.

Results of the RVM are used by each RTO to guide decision-making and to track changes in its region over time.
This enables the RTOs and their local tourism partners to track trends in performance, and to identify and address
critical destination management and destination marketing issues as they arise.

The RVM also assists the Ministry of Tourism and Tourism New Zealand to better understand the motivations and
the experiences of international and domestic visitors at a regional level, adding depth to national-level research.

Research Methodology

The RVM is designed to provide quarterly or seasonal ‘snapshots’, with fieldwork ongoing throughout the year. A
target of 300 interviews is completed in each participating region in each quarter of the year, aggregating to a total
of 1200 interviews per region per year.

Respondents for the RVM are recruited at designated field sites within each region, on 12 randomly selected days
each quarter of the year (typically four days per month). Suitable survey sites are selected in consultation with
each RTO and generally a combination of sites is used to ensure a good cross-section of visitors to the region is
involved.

At each site and on each field day, standard random sampling procedures are used (for example, selecting every
nth person who passes a given point, selecting a person in a group who last had a birthday) to maximise the
representativeness of the RVM sample.

To qualify to take part in the survey, respondents must be: -

be at least 15 years of age;
live outside of the region in which they were interviewed; and
have stayed in that region for at least one night at the time of participating in the survey.

Quotas are set to ensure the sample includes an equal number of males and females, and an equal number of
domestic and international visitors. The data is re-weighted at the analysis stage to reflect actual visitor proportions
as measured via the International Visitor Survey (IVS) and Domestic Travel Survey (DTS).

Respondents participate in the RVM via a questionnaire loaded on laptop computers (currently available in English

and Japanese). At the end of each survey day, data is transmitted electronically to a central server where it is held
securely for aggregation and analysis at the end of the quarter.

Angus & Associates



In the period November 2005 to March 2006, the RVM delivered a total sample of N=2590 across the six regions,

broken down as follows:

ALL REGIONS
Domestic International TOTAL
Visitors Visitors SAMPLE
(N2 (N=) (N=2)
November / December 2005 236 717 953
January / February / March 2006 734 903 1,637
TOTAL 970 1,620 2,590

In this report, data for the first five months (two quarters) has been aggregated to provide a robust benchmark

against which to track changes in future quarters.

For further information about the RVM programme (including research methodology), please contact: -

Bruce Bassett

Ministry of Tourism

PO Box 5640
Wellington

Tel: (04) 498 7440
Fax: (04) 498 7445
Email: Bruce.Bassett@tourism.govt.nz
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Executive Summary

Summary of Highlights

Approximately half of all visitors interviewed in the RVM over spring/summer 2006 were traveling on holiday,

with the second largest group traveling to visit friends and/or family. Large proportions of domestic  visitors
were also traveling on business, for educational purposes or to attend a conference staged in the region in

which they were interviewed.

Visitors were drawn to the RVM regions by a desire to see specific natural or other attractions, to explore or to
socialize and have fun. Many were also lured by opportunities to take time out or to learn about or experience
other cultures.

Asked what they expected tofind in the RVM regions, most visitors indicated friendly/welcoming people, safety
and security, relaxation and beautiful scenery. Large numbers of visitors also expected to find appealing urban
environments, good weather and good food and wine. These expectations were particularly high amongst
domestic visitors.

Most international visitors first heard about the RVM regions via word of mouth or via guide or travel books.

More than half of all international visitors had planned their trip to the RVM region in which they were
interviewed at least six months prior to arriving, and more than two-thirds at least three months prior to arriving.

The planning timeframes of domestic visitors are much shorter, with almost two-thirds having planned their trip

within three months of arriving.

Most visitors (domestic and international) made the decision to visit the RVM region in which they were
interviewed from home.

The majority of visitors sought information about the RVM region in which they were interviewed before they
arrived in the region: most typically, information about accommodation, activites and attractions,
weather/climate and transport options/schedules. Common sources of information include guide/travel books,
family/friends and the internet. In this respect, www.newzealand.com _is a popular resource for international
visitors, while RTO/other websites are widely consulted by both domestic and international visitors.

More than half of all visitors booked accommodation before they arrived in the region, with international visitors
particularly inclined to do so.

If tour or educational groups are excluded, the average size of travel party was higher in the domestic market
(at 2.9) than the international market (2.3).

Domestic visitors tended to stay for shorter periods of time in the RVM regions than their international
counterparts (at an average of 5.7 and 7.7 days respectively).

Private homes were the main form of accommodation used by more than a quarter of all visitors in the RVM
regions. Amongst international visitors, other popular choices were backpackers/youth hostels, hotels, motels
and camping grounds/holiday parks. If not staying in private homes, most domestic visitors opted for hotels or
motels as their main form of accommodation.

Visitors participated in a wide range of activities in the RVM regions through spring/summer 2006. However,
international visitors tended to do more in each region than their domestic counterparts.

Visitors expressed high levels of satisfaction with their experiences in the RVM regions: international visitors
gave an average rating of 8.3 out of 10 (to the domestic market's 8.2). Furthermore, most visitors indicated

they were keen to return and most indicated they would recommend the RVM region in which they were
interviewed as a holiday destination to others.

Visitors were typically satisfied with the transport and accommodation options available to them.
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Visitors also expressed high levels of satisfaction with the activities and attractions they experienced in the
RVM regions over spring/summer 2006. However, the standout performers were the country’s natural assets
(such as its mountains, lakes, rivers, waterfalls and nature reserves) and the associated outdoor activities.
International visitors tended to be less enthusiastic than domestic visitors about some of New Zealand's more
urban activities and attractions, but more enthusiastic about key icons such as geothermal attractions, Te Papa
and the Wellington Cable Car.

Both international and domestic visitors were appreciative of the service provided by core tourism operators
such as accommodation providers and activity/attraction operators.

However, visitors were relatively critical of some public amenities such as car parking and campervan parking
facilities. Some domestic visitors, in particular, were also critical of the public toilet and street cleaning/waste
disposal facilities provided in the RVM regions.

Asked to evaluate the RVM regions on a series of important destination ‘attributes’, international visitors were
typically much more positive about the regions they visited than their domestic counterparts.

Visitors interviewed as part of the RVM spent, on average, $897 per travel party in each region (or an average
of $132 per day). Major items of expenditure included accommodation and food/meals/drinks. On average,

domestic visitors spent less than their international counterparts overall, but more per day (with higher

expenditure on food/meals/drinks, events/conferences, gambling/casino play and ‘other shopping’).

Conclusions

This report outlines results of the Regional Visitor Monitor (RVM) during the first five months of its operation (1
November 2005 through to 31 March 2006). During this period, a total of 2590 visitors took part: 970 from
domestic and 1620 from international markets. The results provide a robust ‘baseline’ against which to measure
change over time. The first update (covering the period April to June 2006) will be available in July/August.

In the interim, results suggest the tourism sector is performing well at a regional level, with strong signs of regional
differentiation on key destination attributes and high levels of visitor satisfaction overall. However, results also
highlight some important opportunities for further development and/or investigation (particularly in the domestic
market).

For example, with much discussion currently underway on the ‘health’ of the domestic tourism market, the RVM
provides some important insights on the way in which domestic visitors are experiencing their own country.

The RVM suggests domestic visitors are less satisfied overall than their international counterparts and this may

have much to do with the way in which they engage with the regions they visit. That is, domestic visitors tend to
stay for shorter periods of time and to do less (in the way of activities and attractions) than international visitors.
This may be characteristic of domestic tourism per se (with residents less inclined to explore what they believe to
be familiar environments, and certainly less inclined to pay to participate in local activities and attractions).
Nevertheless it does suggest there may be potential in activities which encourage domestic visitors to explore
engage with New Zealand (in much the way that international visitors do and in much the way they themselves
would do if heading offshore on holiday).

More generally, the RVM suggests opportunities for improvement in regional tourism infrastructure and amenities,
in quality of service, in (new) product development and destination marketing. Future RVM measures will help all
participating regions to track progress as they put in place initiatives to address critical destination management
issues and take advantage of marketing opportunities identified via the RVM.

Angus & Associates
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Highlights

Visitor Motivations and Expectations

Main Reason for Visit

INTERNATIONAL AND DOMESTIC VISITORS
DIFFERENTLY MOTIVATED

Approximately 50% of all visitors interviewed in the
RVM over spring/summer 2006 were traveling on
holiday. The second largest group was traveling to
visit friends and/or family.

Figure 1: Main Reason for Visit
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While the majority of international visitors were
traveling on holiday, the motivations of domestic
visitors were more diverse. Amongst this group,
large numbers were traveling on business, for
educational purposes or to attend a conference
staged in the region in which they were interviewed.

Holiday Inspirations

HOLIDAY-MAKERS LURED BY NEW ZEALAND'S
NATURAL ATTRACTIONS AND A SPIRIT OF
EXPLORATION

Holiday visitors were asked which of a range of
factors were important in their decision to visit the

Angus & Associates

region in which they were interviewed (rather than
somewhere else).

While results vary significantly by region, national

benchmarks give some sense of the visitor needs

which are satisfied by travel within New Zealand.

In the first instance, visitors are drawn to New
Zealand's regions by a desire to see specific natural
or other attractions, to explore or to socialize and
have fun. Many are also lured by opportunities to
take time out or to learn about or experience other
cultures.

Figure 2: Important Factors in Decision to Visit Region
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While there are similarities in the responses of
international and domestic visitors, there are also
some notable points of difference.

Compared with their international counterparts,
domestic visitors are particularly motivated by a
desire to take time out or to attend an event in one of
the country’s region.

International visitors, on the other hand, are
motivated more strongly by a desire to explore and
experience ‘must see’ destinations and to learn about
or experience other cultures.



Visitor Expectations

FRIENDLY PEOPLE, SAFETY, RELAXATION AND
SCENIC BEAUTY HIGH ON THE LIST OF VISITOR
EXPECTATIONS

All visitors were asked what they expected  to find
the RVM regions in which they were interviewed.

While results again vary significantly by region —
indicating a good level of regional differentiation
overall - national benchmark results highlight the
nature of the expectations with which visitors typically
approach New Zealand.

In this respect, visitor expectations centre on friendly/
welcoming people, safety and security, relaxation
and the country’s scenic assets. Large numbers of
visitors also expected to find appealing urban
environments, good weather and good food and
wine.

Figure 3: Qualities Expected to Find in Region
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It is interesting to note that overall, there are strong
similarities in the expectations of international and
domestic visitors.

That said, international visitors have much higher
expectations of: -

9 Friendly/welcoming people
9 Relaxation
9 Beautiful scenery

Angus & Associates

9 Clean and unspoilt landscapes
while domestic visitors are more likely to expect: -

9 Good food and wine
9 Vibrant urban atmospheres

than their international counterparts.

Amongst international visitors, there were also some
interesting differences in expectations by market of
origin. For example:; -

9 German visitors were more likely to expect
friendly/welcoming people (84%)

9 Australian visitors were more likely to expect
unique history/heritage sites (43%) and good
food and wine (39%)

9 \Visitors from the UK/Ireland were more likely to
expect vibrant urban atmospheres (37%),
appealing city/townscapes (51%), good weather/
climate (53%) and good food and wine (39%)

9 Visitors fromthe USA were more likely to expect
unique bush or plants (29%).



Travel Planning

Generating Awareness
| HEARD IT ON THE GRAPEVINE

International visitors were asked how they had first
heard about the region in which they were
interviewed for the RVM. Word of mouth was

nominated by more than 40%, with guide or travel

books also influential.

Travel agents, the internet and other media played a
relatively less significant role in generating first
awareness of the RVM regions.

Figure 4: How First Heard About Region (International Visitors)
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Planning a Trip
MANY VISITORS PLAN WELL AHEAD

More than half of all international visitors had planned
their trip to the RVM region in which they were
interviewed at least 6 months  prior to visiting and
more than two-thirds at least 3 months .

Figure 5: When Decided to Visit Region
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The planning timeframes of domestic visitors are
typically much shorter, with almost two-thirds having
planned their trip within three months of traveling.
‘Spur of the moment’ travel is also quite common in
the domestic market, with more than 20% of
domestic visitors deciding to travel and then traveling
within a two week period.

Asked where they were at the time they planned their
trip to an RVM region, the vast majority of visitors
indicated “at home” (either in New Zealand, if
domestic, or offshore, if international).

This suggests that most international visitors decide
what regions they'll visit in New Zealand before they
leave home and relatively few change their itinerary
once here.

Figure 6: Location at Time Decided to Visit Region
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Seeking Information

VISITORS HUNGRY FOR INFORMATION

The majority of visitors sought information before
they arrived in the RVM region in which they were

interviewed, although international visitors were more
likely to do so than their domestic counterparts.

Figure 7: Information Sought Prior to Arrival
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Visitors  typically  sought  information about
accommodation options and activies and
attractions, although significant proportions of
international  visitors also wanted information on
weather/climate, transport options/schedules, prices,
people/culture and geography.

Information was most commonly sought from guide
or travel books or from family and friends. The
internet  also played a significant role, with
www.newzealand.com a popular resource for
international  visitors and RTO/other websites
consulted widely by both domestic and international
groups.

Figure 8: Source of Information Sought Prior to Arrival
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Booking

MORE THAN HALF OF ALL VISITORS PRE-BOOK
ACCOMMODATION

More than half of all visitors booked accommodation
before arriving in the RVM region in which they were
interviewed. International visitors were particularly
inclined to do so.

Figure 9: Products/Services Booked Prior to Arrival
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Large groups also pre-booked local transport and/or
activities and attractions.

Booking via internet was common across all
categories measured, as was booking via travel
agents. Many visitors also booked accommodation,
local transport and/or activities/attractions by phone.

Figure 10: Method of Booking
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Travel Patterns

Size and Composition of Travel Party

AVERAGE PARTY SIZE HIGHER IN DOMESTIC
MARKET THAN INTERNATIONAL

Results indicate an average party size of 4.3 visitors,
with the average slightly higher amongst domestic
visitors (4.9) than international visitors (3.7).

However, if we exclude those traveling as part of a
tour or educational group, the average size of party
reduces to 2.6. Again, the average is slightly higher
amongst domestic visitors (2.9) than international
visitors (2.3).

Figure 11: Size of Travel Party

Average Party Average Party
Size Size (excl
Groups)
International 37 2.3
Domestic 4.9 2.9
ALL VISITORS 4.3 2.6

Almost a third of all Vvisitors interviewed in
spring/summer 2006 were traveling alone, and
almost half with a partner or spouse.

Domestic visitors are more likely to travel with
children than their international counterparts,
although fewer than 20% of those interviewed were
doing so.

Figure 12: Composition of Travel Party
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Domestic visitors are also more likely to be traveling
with business associates.
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Duration of Stay

DOMESTIC VISITORS HAVE SHORTER LENGTH
OF STAY

At the time of interviewing, visitors were intending to
stay an average of 6.8 days in the region in which
they were interviewed. The average duration was
slightly higher amongst international visitors (at 7.7
days) than domestic visitors (5.7 days).

At the same time, international visitors indicated they
would stay in New Zealand for 31.9 days on average
— well above the average of 9.4 given by domestic
visitors for intended length of trip.

Figure 13: Intended Length of Stay

Average Days Average Days in
Intend to Stay in NZ/Average
RVM Region Days on this Trip
International 7.7 319
Domestic 5.7 9.4
ALL VISITORS 6.8 20.7

Note : Visitors who nominated ‘education’ as the main purpose of
visit have been excluded from calculation of averages.
Calculations also exclude ‘outliers’ — defined as visitors who had
stayed or intended to stay in the designated region for six months
or more.

The intended length of stay by international visitors is
higher than actual length of stay as recorded in the
International Visitor Survey (20.5 days for the year
ending December 2005). This may reflect a
disproportionate number of FIT travelers being
interviewed in the RVM and some under-
representation of visitors traveling in tour groups.
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Transport

TRANSPORT OPTIONS VARY BY MARKET

The main forms of transport used by international
visitors into the RVM regions were scheduled
international flights and rental cars/vans.

Significant numbers of international visitors also
traveled by campervan, scheduled coach service or

backpacker bus.

In contrast, domestic visitors relied most heavily on
scheduled domestic flights and private cars/vans.

Figure 14: Main Form of Transport to Region

Figure 15: Main Form of Accommodation in Region
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Accommodation

PRIVATE HOMES HOST MORE THAN A QUARTER
OF ALL VISITORS

More than one-third of domestic visitors and almost
20% of international visitors opted for a private home
as their main choice of accommodation in the region
in which they were interviewed for the RVM.

Amongst international visitors, other popular choices
were backpackers/youth hostels, hotels, motels and
camping grounds/holiday parks.

If not staying in private homes, most domestic visitors
opted for hotels or motels as their main form of
accommodation. A significant proportion also stayed
in serviced apartments.

Angus & Associates
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Activities and Attractions

VISITORS GET ACTIVE IN NEW ZEALAND'S
REGIONS

Visitors participated in a vast array of activities in
participating RVM regions over the spring/summer
months.

International visitors were typically more active than
their domestic counterparts, participating in an
average of 7.4 activities in each region (to the
domestic market's average of 5.2).

Overall, the most popular activities and attractions for
visitors included city walks, general sightseeing,
eating out, scenic drives or sightseeing tours,
shopping and visiting friends or family.

A large number of international visitors also spent
time in bars/nightclubs, in botanical or private
gardens and at lookouts or viewing platforms.

Figure 16: Activities/Attractions Seen or Done

ALL INTNL DOMESTIC
VISITORS VISITORS VISITORS
Walk In City 69% 77% 59%
General Sightseeing 52% 59% 43%
Eating Out/Restaurants 31% 32% 29%
Scenic Drive 31% 32% 29%
Shopping 29% 31% 26%
Sightseeing Tour (Land) 27% 32% 21%
Visiting Friends/Family 19% 15% 23%
Other Walk 14% 14% 15%
Beaches 14% 16% 11%
Bar/Nightclub 14% 19% 9%
Lookouts/Viewing Platforms 14% 18% 9%
Botanical/Private Gardens 12% 15% 9%
Art Galleries 12% 13% 10%
Bush Walk (< 1 Day) 11% 12% 9%
Historic Buildings 10% 13% 7%
Mountains 9% 14% 4%
Cinema/Movies 9% 9% 8%
Zoos/Wildlife/Marine Parks 9% 8% 9%
Swimming 9% 9% 8%
Gondola/Cable Car/Tram Ride 8% 10% 6%
Lakes 8% 12% 4%
Auckland Museum 7% 10% 4%
Ferry Ride % 10% 4%
Rivers 7% 10% 3%
Arts And Crafts 7% 6% 7%
Historic Sites 7% 8% 6%
Other Natural Attractions 7% 10% 3%
Museums 7% 8% 5%
Waterfalls 7% 10% 3%
Te Papa 6% 6% %
Picnic 6% 6% 5%
Unguided Trek/Tramp (1 Day +) 6% 8% 2%
Maori Culture Exhib/Performance 5% 9% 1%
Concert/Theatre/Performing Arts 5% 4% 6%
Garden Or Floral Show 5% 3% 7%
Geothermal Attractions 5% 8% 1%
Scenic Train Trip 5% 5% 4%

NB: Table excludes activities/attractions in which fewer than 5% of
visitors participated.

Angus & Associates




Visitor Satisfaction

Overall Visitor Satisfaction

NEW ZEALAND'S REGIONS REALLY SATISFY

Figure 17: Overall Satisfaction with Visit to Region

International Visitors
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Domestic Visitors
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IIRRRRRRRRE RN ARRERRnnn
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Visitors expressed high levels of satisfaction with
their experiences in the regions participating in the
RVM. With an average rating of 8.3 out of 10,
international visitors expressed slightly higher levels
of satisfaction than their domestic counterparts (8.2).

Satisfaction was also slightly higher than average
amongst visitors traveling on holiday (8.4) and
women (8.4).

Note: The Ministry of Tourism asks the same
guestion of visitors to New Zealand in the
International Visitor Survey (IVS). The IVS is

undertaken at ‘point of departure’ (at airports, just

before visitors leave the country) unlike the RVM

which is undertaken during  the visitor's stay in New
Zealand.

It is interesting to note that the average rating given
by international visitors in the RVM (8.3) is slightly
lower than that recorded in the IVS (8.5). It may be
that surveying mid-visit elicits more ‘critical’
responses (when disappointing experiences are still
fresh in the mind) while surveying at point of
departure taps a mood of reminiscence (in which
memories of disappointing experiences are set
aside).

Angus & Associates

Interest in Visiting Again
VISITORS KEEN TO RETURN

Reflecting typically high levels of visitor satisfaction,
the vast majority of visitors indicated that they would
like to return to the region in which they were
interviewed.

Domestic visitors were more likely to voice an
interest in returning than their international
counterparts — perhaps for the reason that returning
is a more practical option for New Zealanders than it
is for visitors from offshore.

Figure 18: Interest in Returning to Region

B Very Interested O Quite Interested O Neither/Nor

B Quite Disinterested B Very Disinterested

100% —
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

INTERNATIONAL DOMESTIC
VISITORS VISITORS

ALL VISITORS

Furthermore, almost 70% of visitors indicated they
would recommend the RVM region in which they
were interviewed as a holiday destination to others.
In this context, it was international visitors who were
most likely to take the positive view.

Figure 19: Recommend Region as a Holiday Destination to Others

B Very Likely @ Quite Likely O Neither/Nor
B Quite Unlikely B Very Unlikely

100%
80%

70%
60%
50%
40%
30%
20%
10%

0%

INTERNATIONAL DOMESTIC
VISITORS VISITORS

ALL VISITORS

Visitors from  Australia and the  United
Kingdom/Ireland were most likely to say they would
recommend the region they were visiting as a holiday
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destination, while visitors from Japan and the USA
were least likely to do so.
Visitor Satisfaction with Transport

VISITORS LARGELY HAPPY WITH TRANSPORT
OPTIONS

Figure 20: Satisfaction with Main Form of Transport to Region

B ALL Visitors
O INTERNATIONAL Visitors
O DOMESTIC Visitors

Scheduled domestic flight
TN i
6 7 8 9

5 10
Average Excellent
Scheduled international ﬂi"fht

5 6 7 8 9 10
Average Excellent

Private car/van

5 6 7 8 9 10
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Rental car/van
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Scheduled coach service
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5 6 7 8 9 10
Average Excellent
Campervan
T

5 6 7 8 9 10
Average Excellent
Backﬁac er bus

5 6 7 8 9 10
Average Excellent

Coach tour/tour coach
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6 9

5 7 8 10
Average Excellent

NB: Ratings are only included where sample sizes are sufficient to
produce reliable results. For example, only international visitors’
ratings of scheduled coach services, campervans, backpacker
buses and coach tour/tour coaches and included.

Results indicate reasonably high levels of satisfaction
with all main transport options used by visitors to

Angus & Associates

regions participating in the RVM. The most
favourable response is reserved for private
cars/vans, while ratings are lowest for scheduled
coach services and backpacker buses.

Visitor Satisfaction with Accommodation

PRIVATE ACCOMMODATION AND SERVICED
APARTMENTS THE STAR PERFORMERS

Figure 21: Satisfaction with Main Form of Accommodation

B ALL Visitors
O INTERNATIONAL Visitors
O DOMESTIC Visitors

Private home

5 6 7 8 9 10
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Backpackers/youth hostel
I
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Hotel
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Motel
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Bed & Breakfast
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Of all main forms of accommodation, visitors rated
private homes and serviced apartments most highly.

Hotels and motels also performed well, although the
latter received lower ratings from domestic visitors
than they did from international visitors. The same
was true in relation to backpackers/youth hostels.
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Visitor Satisfaction with Activities and Attractions

VISITORS DELIGHTED BY ACTIVITIES AND
ATTRACTIONS

Overall, visitors expressed very high levels of
satisfaction with the activities and attractions they
experienced over the spring/summer  period.
However, the standout performers were the country’s
natural assets such as mountains, lakes, rivers,
waterfalls and nature reserves, and associated
outdoor activities.

International visitors were less enthusiastic than
domestic visitors about some of New Zealand's more
urban activities and attractions, but more enthusiastic
about icons such as geothermal attractions, Te Papa
and the Wellington Cable Car.

Figure 22: Satisfaction with Activities and Attractions

ALL INTNL DOMESTIC
VISITORS VISITORS VISITORS
Walk In City 7.9 7.9 7.8
General Sightseeing 8.2 8.2 8.2
Eating Out/Restaurants 7.9 7.8 8.0
Scenic Drive 8.3 8.4 8.2
Shopping 7.7 7.3 8.1
Sightseeing Tour (Land) 8.1 8.2 8.0
Visiting Friends/Family 9.4 9.3 9.4
Other Walk 8.1 8.3 7.9
Beaches 8.1 8.2 7.9
Bar/Nightclub 7.6 7.4 7.9
Lookouts/Viewing Platforms 8.5 8.5 8.6
Botanical/Private Gardens 8.5 8.5 8.3
Art Galleries 8.2 8.0 8.5
Bush Walk (< 1 Day) 8.3 8.5 8.1
Historic Buildings 8.0 7.9 8.4
Mountains 9.0 8.9 9.3
Cinema/Movies 8.1 7.9 8.3
Zoos/Wildlife/Marine Parks 8.5 8.4 8.6
Swimming 8.3 8.3 8.4
Gondola/Cable Car/Tram Ride 8.2 8.2 8.2
Lakes 8.9 8.7 9.3
Auckland Museum 8.5 8.6 8.1
Ferry Ride 8.1 8.2 7.6
Rivers 8.8 8.8 9.0
Arts And Crafts 8.3 7.8 8.7
Historic Sites 7.9 7.5 8.4
Other Natural Attractions 8.5 8.5 8.6
Museums 8.0 8.0 7.9
Waterfalls 8.9 8.8 9.3
Te Papa 8.2 8.7 7.9
Picnic 8.6 8.6 8.7
Unguided Trek/Tramp (1 Day +) 8.9 8.8 9.1
Maori Culture Exhib/Performance 8.5 8.5 8.4
Concert/Theatre/Performing Arts 8.5 8.3 8.6
Garden Or Floral Show 8.1 8.3 8.0
Geothermal Attractions 8.6 8.8 7.1
Scenic Train Trip 8.2 8.4 7.9

NB: Highlights dencte significant differences between the ratings
given by international and domestic visitors. Due to limitations of
sample sizes, only activities/attractions rated by more than 5% of
visitors have been included above.
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Visitor Satisfaction with Service

PROVIDERS OF CORE TOURISM SERVICES
SCORE HIGHEST ON SERVICE

International and domestic visitors had very similar
perceptions of service over spring/summer 2006, with
both groups rating accommodation providers and
activity/attraction operators most favourably.

While still largely positive, there was a more muted
response to the service received in bars/pubs/
nightclubs, restaurants, retail outlets and other local
businesses.

Figure 23: Satisfaction with Service Provided in Region

B ALL Visitors
O INTERNATIONAL Visitors
00 DOMESTIC Visitors
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Activity/Attraction Operators

l IIIIITIIIiiI|||||||||||||H|||||||||||||||||||

5 6 7 8 9 10
Average Excellent
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Average Excellent
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Other Local Businesses

5 6 7 8 9 10
Average Excellent
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Visitor Satisfaction with Infrastructure/Amenities
SOME PUBLIC AMENITIES FAIL TO SATISFY

Visitors to the RVM regions were relatively critical of
public amenities such as car parking and campervan
parking. Some domestic visitors, in particular, were
also critical of the public toilet and street
cleaning/waste disposal facilities provided.

Figure 24: Satisfaction with Infrastructure and Amenities

B ALL Visitors
O INTERNATIONAL Visitors
00 DOMESTIC Visitors

Car Parking
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Public Transport
TR T eeie

5 6 7 8 9 10
Average Excellent
Local Airport
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[T NI
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TR LT
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Destination Attributes

WHAT DELIGHTS INTERNATIONAL VISITORS
FAILS TO IMPRESS THE LOCALS

Angus & Associates

Figure 25: Rating of Destination on Key Attributes
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When asked to rate New Zealand's regions on a
number of attributes, international visitors were
typically much more positive than their domestic
counterparts. This discrepancy is particularly
apparent in relation to people (friendly and
welcoming), scenery (beautiful, unspoilt) and the
sense of safety and security visitors enjoy while
visiting the RVM regions.

A comparison between the qualities visitors expected
in each region, and their ratings (based on their
experiences), highlights some interesting findings
with regard to opportunities for improvement.

Amongst domestic visitors, priorities centre on: -

A relaxing environment
Vibrant urban atmosphere
Clean and unspoilt environment

with other opportunities for improvement relating to
experiences of history/heritage, culture, flora and
fauna, and adventure/excitement.

Figure 26: Comparison of Visitor Expectations and Rating of
Destination on Key Attributes (Domestic Visitors)

Priorities to Improve Strong Performers
60
afe and secure
50 Relaxing riendly/Welcoming People
Vibrant urb: pealing cityscapes
40 Good weather ood food/wine
g Clean & pur eautiful scenery
L%' 30 History/heritage
X Adventure/excitement
20 Authentic cultur
Unique bush
10 Inique wildlife
0 |Opportunities to Improve Niche Performers
5 6 7 8 9 10
Rating
Amongst international visitors, there are

comparatively few areas of dissatisfaction. However
again, there are opportunities for development in the
areas of history/heritage, culture, flora and fauna,
and adventure/excitement.

(see following column)

Angus & Associates

Figure 27: Comparison of Visitor Expectations and Rating of
Destination on Key Attributes (International Visitors)

Priorities to Improve I Strong Performers
60 Safe & secure Friendly people
Relaxing Beautiful scenery
50 Clean & pure
Good weather Appealing cityscapes
40
3 30 Vibrant urban | Good food/wine
X Adventure/excitement History/heritage
20 Unique wildlife Authentic culture
Unique bush
10
0 |Opportunities to Improve Niche Performers
5 6 7 8 9 10
Rating
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Demographic Profile of RVM
Respondents

Age

INTERNATIONAL
YOUNGER THAN DOMESTIC RESPONDENTS

Figure 28: Age of RVM Respondents
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Country of Origin (International Respondents)

VISITORS FROM UK/IRELAND, AUSTRALIA,
GERMANY AND USA DOMINATE

Figure 29: Country of Origin — RVM International Respondents

Australia 15%
Other 19%

Canada 4%
China 1%
France 2%

USA 9%

Germany 10%

Hong Kong 1%
Japan 3%
Korea 1%
UK/Ireland 27% Netherlands 3%

Singapore 1%

Switzerland 3%
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Personal Income (Domestic Survey Respondents)

A LARGE PROPORTION OF DOMESTIC

RESPONDENTS IN HIGH-INCOME BRACKET

Figure 30: Income of Domestic Respondents

NZ$: $100,000 Or

More 13% NZ$: Less than

$20,000 19%

NZ$: $80,000-
$99,999 7%

NZ$: $20,000-
$29,999 9%

NZ$: $50,000-
$79,999 23%
NZ$: $30,000-
$39,999 15%

NZ$: $40,000-
$49,999 14%

Personal Income (Australian Survey
Respondents)

MORE THAN HALF OF ALL AUSTRALIAN
RESPONDENTS IN UPPER INCOME BRACKET

Figure 31: Income of Australian Respondents

AUSS$: Less than
$15,000 13% . AUSS$: $15,000-
$19,999 2%

AUS$: $20,000 to
$24,999 3%

AUS$: $25,000 to
$29,999 5%

AUS$: $50,000 Or
More 52%

AUSS$: $30,000 to

$39,999 13%

AUS$: $40,000 to
$49,999 12%

Personal Income (European Survey
Respondents)

A LARGE PROPORTION OF EUROPEAN SURVEY

RESPONDENTS EARNED LESS THAN 15,000
EUROS

Figure 32: Income of European Respondents

Euros: 100,000

Euros: 80,000 to O More 6%

99,999 4%

Euros: 50,000 to
79,999 7%

Euros: Less than

o
Euros: 40,000 to 15,000 39%

49,999 9%

Euros: 30,000 to
39,999 10%

Euros: 15,000-
19,999 6%

Euros: 20,000 to
24,999 9%

Euros: 25,000 to
29,999 10%
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Personal Income (All Other International Survey
Respondents)

MANY  OTHER INTERNATIONAL VISITORS
EARNED MORE THAN US$100,000 PER ANNUM

Figure 33: Income of all Other International Respondents

US$: $200,000 Or
US$: $150,000 to More 4%
$199,999 4%

US$: Less than

US$: $100,000 to $10,000 25%
$149,999 10%
US$: $80,000 to
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US$: $10,000-
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$79,999 17%

US$: $20,000 to
$29,999 9%
US$: $40,000 to US$: $30,000 to
$49,999 9% $39,999 8%
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Appendix: Data Tables

Table 1: Main Reason for Visit

100.0% | 48.4% 51.6%

T —
Hoiday 50.1% | 33.2% | 65.9%
I - | o~
. | -
. o~ | o~
I - -
Visiting Friends And Relatives 207% | 30.7% | 13.3%
I - -
Dontkhow 31% | 31% | 3.1%

Figure 2: Important Factors in Decision to Visit Region

100.0% | 32. 2°/o 67.8%

ﬁl son | ame| 4w

SeeNawra OrOterAttraction | arow| w542

ToAdaneOiAGdDe | now|  ume|  mox

Have Fun, Socigfse And By 3% | 3L7% | 20.0%

oddgeinGonat | azel  eas| oz

lsnfbusomwias | mos| e aum

Relesiontgel | ees  aow| 7

EomsUnueOpme | mes|  am|  am
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Table 3: Qualities Expected to Find in Region

100.0% 48.4% 51.6%
57.8% | 53.9% | 61.5%
54.9% | 48.4% | 61.0%
46.8% | 34.79%| 58.1%
60.1% | 48.6% | 70.9%
27.5% | 25.9% | 29.0%
31.0%| 29.3%| 32.6%
16.2% | 15.3% | 17.0%
15.5% | 11.3%| 19.5%
19.3% 17.4% | 21.2%
34.3%| 40.6% | 28.5%
48.5% | 35.9%| 60.4%
45.1% | 46.0% | 44.4%
41.7% | 38.7% | 445%
35.0% 40.1% | 30.2%

0.4% | 0.6% | 0.2%
3.3%| 4.0% | 2.6%
0.3%| 0.1% | 0.5%

Table 4: How First Heard About Region (International Visitors)
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Table 5: When Decided to Visit Region

—| "o

T

sawedsre | 1o

SewosAl | mm

chwmsan | am

lesTaniveskin | oo

More Than 12 Morths Ago 16.6%)

100.0% 48.3% 51.7%
11.29% | 3.8%

25.0% | 15.5%

14.5% | 6.4%

138% | 19.4%

15.1% | 29.1%

10.7% | 2.8%

9.7% | 23.1%

Table 6: Location at Time Decided to Visit Region

—| o,

T T

T T

100.0% 48.3% 51.7%
93.7% | 84.3%

5.7%| 9.9%

0.6%| 5.9%

Table 7: Information Sought Prior to Arrival

ﬁl o

Pies A Aaiors | mn

Vieaberinae | mow

oy s

Peodeciue | o

B mw

Tarsom opiontsehosds | zmow,

E T

Mo mw

100.0% 48.2% 51.8%
45.3% | 61.0%

35.1% | 63.0%

14.5% | 41.0%

4.9% | 24.5%

6.1% | 27.1%

21.4% | 29.3%

20.2% | 35.4%

5.1% | 4.4%

31.9% | 11.0%
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Table 8: Source of Information Sought Prior to Arrival

100.0% 41.9% 58.1%
615% | 37.1% 79.1%
14.9% | 14.8% 15.0%
475% | 412% 52.0%
15.5% | 8.2% 20.8%
14.7% | 12.9% | 16.0%
16.1% | 4.1% 24.8%
38.1% | 39.6% 37.1%

5.2% | 9.1% | 2.4%
12.0% | 14.0% 10.3%

Table 9: Products/Services Booked Prior to Arrival

100.0% 48, 7% 51.3%
14.9% 13.1%) 16.5%
54.0% 48.6% | 59.0%
12.1% 14.0%| 10.4%

17% 1.3% | 2.0%
38.8% 41.6% | 36.1%

Table 10: Method of Booking

100.0% | 24, 4% 87. 4% 19. 9% 2.8%
42.9% | 50.6% 38.5% | 34.6% 18.9%
30.5%| 15.0% 30.8% | 14.5% | 5.5%
20.3% | 20.8% 203% | 25.8% | 53.0%

0.5% | 0.2% 0.4% | 0.9% | 0.0%
4.3%) 6.1% 2.3%)| 6.0% | 10.5%
10.2% | 7.2% 7.7% | 18.1%| 12.1%

Angus & Associates
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Table 11: Size of Travel Party

100.0% 48.1% 51.9%

T seom) o
BRe ow|
T o
Sopeope o aon,
Aot opoop Tt 43 m

Table 12: Composition of Travel Party

100.0% 48.2% 51.8%

_| 31.5% | 303% | 32.7%
I - | -
Chiden 12.7%| 185% | 7.2%
Friends 13.9% 116%| 16.1%
D o~ | -
I - - -
I - - -~
ower 0.8%| L0%| 0.6%

Table 13: Intended Length of Stay in Region

100.0% 48.3% 51.7%

EE
EE
T
T
FBw o om oo
BB om ome
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Table 14: Intended Length of Stay in New Zealand/Away From Home on This Trip

100.0% 48.8% 51.2%

T T N T T
T T
T T
TBE e om| s

25.4% 8.1% | 41.8%

sorMoeDys
e

9.4 31.9

Table 15: Main Form of Transport to Region

100.0% 48.3% 51.7%
_| 23.6% | 38.0% | 10.0%
RentalCarvan 10.3% 3.6% 16.6%
I - - -

e
S| | o
Coach TourTow Coach | 3.5% | L% | 5.0%
T v | i
S e
N - o
Other Commercial Fery/Boat 0.4%| 0.3%| 0.5%
T
Boyle 0.6%| 0.7%| 0.6%
- | -
Hichhiing 0.5%| 0.3%| 0.7%
WalkingTramping 0.6%| 0.5%| 0.7%
I - | -
Chartered Flight 0.5%| 0.5%| 0.6%
‘Scheduled Domestic Fiight 22.5% | 37.3% | 8.7%
‘Scheduled International Flight 10.5%] 2.3% | 35.6%
I | o o
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Table 16: Main Form of Accommodation in Region

_‘ 100.0% 48.4% 51.6%
D - o~ -
I - |
D - -
I -~ -
I - |
I - - -
I - - -
. - |
. - | o~
. - |
D | | -
- |
. - o~
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Table 17: Activities/Attractions Seen or Done
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Femfide U eme ame  sos
RS ses am| oo
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Table 18: Overall Satisfaction with Visit to Region

100.0% 48.6% 51.4%
17.6% | 18.3% | 16.8%
28.1% | 26.1% | 30.0%
32.4% | 20.8% | 34.8%
12.8% | 13.9% | 11.9%

5.3% | 7.2%)| 3.5%
2.2%)| 2.9% | 1.5%
0.8% | 1.0% | 0.7%
0.5% | 0.3% | 0.6%
0.2% | 0.5% | 0.0%
0.1% | 0.0% | 0.3%

83| 8.2| 83

Table 19: Interest in Returning to Region

—| om0

Quieieresed | s

e esed | o

Quovemeeed | 1o

VeyDisiteresed | 0.9%|

100.0% 48.6% 51.4%
50.3% | 40.9%

27.8% | 41.6%

10.8% | 15.1%

0.8% | 1.8%

1.2% | 0.6%

Table 20: Recommend Region as a Holiday Destination to Others

100.0% 48.4% 51.6%
36.9% | 32.3% 41.2%
32.3%| 31.9%| 32.7%
11.9% 15.6% 8.5%
10.6% | 10.5% | 10.7%

8.3% | 9.7%| 6.9%

Angus & Associates

30



Table 21: Satisfaction with Main Form of Transport to Region

8.2 8.3

88| 8.8 8.6
o
EEE | 5 -
sdedcasisaos | 17| s s
T T
CRmeuaRGR I s2|  s2 s
somssesmonesiergn | s0 79 53
T T

Table 22: Satisfaction with Main Form of Accommodation

8.0 8.0

78| 7.6| 8.0
e ———
S T T
Bed And Breakfast 80| 79| 8.0
T T T
Cmppcondraig sk 75 11 s
Private Home/FriendRelative 89| 89| 0.1

Table 23: Satisfaction with Service Provided in Region

78 7.7|

8.1 8.0 8.2
o
s poimsaspp gt | 76 13 1s
SepoRsaas | s 15 s
T T
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Table 24: Satisfaction with Infrastructure and Amenities

7.4] 7.2|

6.4 6.4 6.5
ET— .
preicosmammiotersge a2 s
R
Ameritieslocal Atpot 79 79 80
e R I
e N
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Table 25: Rating of Destination on Key Attributes
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Featwres-Uniue Widife | 64| 6.1] 6.3
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Table 26: Respondent Age

_| 100.0% 48.4% 51.6%
15To19 Years 3.2% 3.7%| 2.7%
20To24Years 136% 10.1% | 16.8%
25To29 Years 127% | 8.0%) 17.1%
0ToMYears 12.0% 11.3% | 12.6%
35To39 Years 10.4% | 13.1% | 7.9%
40ToddYears 6.8% 8.6%) 5.1%
45Tod9 Years 5.9% | 7.9%| 4.0%
50To54 Years 7.9% 9.5%] 6.4%
55To59 Years 6.0% 6.1%| 6.0%
60To64Years 5.9% 5.3% 6.6%
65To60 Years 4.9% 4.8%| 5.0%
0To74Years 16% 1.3% | 1.8%
75To7oYears 0.8% | 0.9%] 0.8%
80 YearsAnd Over 0.8% | 0.9%] 0.8%
Not Specified 7.4% 8.6% | 6.4%

Table 27: Country of Origin (International Respondents)

T oo
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Table 28: Personal Income (Domestic Respondents)

Table 29: Personal Income (Australian Respondents)

Table 30: Personal Income (European Respondents)
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Table 31: Personal Income (All Other International Respondents)

Angus & Asscciates
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