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Executive Summary

< The survey, conducted from January to June 2024, analyzed 1,876 responses out of 1,936 collected,
representing 5% of actual visitors with a 24% response rate. Among the respondents, 42% were first-time
visitors, and the average household income was USD 83,411.

¥ Visitors were primarily attracted by nature attractions, cultural experiences, business opportunities, and
connections with family and friends in Papua New Guinea. Historical aspects, such as World War Il history,
also played a significant role. Overall visitor satisfaction was high, with a rating of 4 out of 5. A substantial
85% of visitors indicated they would recommend PNG to others, and 88% expressed willingness to return.

< The average prepaid spend per visitor was USD 2,286, with an estimated 65% (USD 1,486) flowing into the
local economy. In-country spending per visitor per trip averaged USD 1,620, with an average stay of 11.7
nights.

s This contributed to an estimated* economic impact of USD 150 million from January to June 2024.

< Visitors found the natural beauty, friendly locals, and cultural diversity most appealing. However, safety
concerns, high costs, and challenges with domestic flights and infrastructure were the least appealing
aspects. To improve the overall visitor experience, suggestions included enhancing cleanliness, improving
safety and security, and addressing issues with domestic air travel.

Note: *based on total visitor numbers of 48,478 for the same period
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Background

The PNG International Visitor Survey is an initiative of the Pacific Tourism Data Initiative, funded by the
New Zealand Ministry of Foreign Affairs and Trade (NZMFAT), and conducted by the Pacific Tourism
Organisation (SPTO). IVS data from January to June 2024 is analyzed to understand the visitor experience
and gain insights into tourism recovery in Papua New Guinea after the border reopening.

The civil unrest in early 2024, which included protests by law enforcement officers over salary deductions,
escalating to looting and destruction in major cities, and resulting in a state of emergency and significant
political actions, saw visitor arrivals for the 6-month period decline to 48,478 from 54,953 in the same
period in 2023. Despite this, PNGTPA’'s marketing campaigns and significant cultural events played a
crucial role in increasing the average spend per visitor per trip by 17.2%, rising from USD 2,649 to USD
3,106. This resulted in an overall estimated injection of USD 150 million into the local economy, which was
40.2% more than the previous period’s USD 107 million. Additionally, despite multiple votes of no
confidence against Prime Minister James Marape, the government’s focus on youth mobilization, the
national census, the PNG Games, and local level government elections highlighted efforts to stabilize and
promote the country as a tourist destination.

The report includes key sections on visitor profiles and characteristics, information and decision-making,
visitor expenditure, and satisfaction. Visitor emails were collected through passenger arrival and departure
cards. The estimated rate of prepaid expenditure flowing into the local economy is 65%, based on
observations from other Pacific Island countries with their own international airlines. Further research is
warranted to establish more accurate estimates. All amounts are reported in USD and PGK currency using
average rates for the January to June 2024 period.



Disclaimer

Reproduction of Material - Information contained within this publication, including all charts, information,
and graphical representations, may be used, reproduced, or published without prior approval from SPTO
and PNGTPA. However, the information source must be explicitly referenced and acknowledged in all
modes of representation.

The survey instrument used to collect data for the January to June 2024 period was similar, but not
exact, to the survey instrument used in the January to June 2023 period. New questions were added, a
handful of existing questions were removed, and the response options for some questions were altered.

N.B. Our analysis uses IVS respondents, weighted with January to June 2024 arrival data from the Papua
New Guinea Tourism Promotion Authority (PNGTPA) to ensure a representative sample. However, as with
all sample-based data, some bias may remain. Users should consider this when interpreting the results.

Please note that the Pacific Tourism Organization (SPTO) and the Papua New Guinea Tourism Authority
(PNGTPA) do not accept liability for any loss or damage incurred as a result of the use of information
contained in this report. Users are advised to exercise their own judgment in the use of any information
provided.



IVS Respondents (January - June 2024)
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Note: 1,936 responses were received. After data cleaning, 1,876 responses remained.

RESPONDENTS REPRESENT
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Note: The above breakdown is derived from the Local Spend Question - How many adults and
children were included in your local expenditures?



PNG International Visitor Survey

Snapshot January - June 2024
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Note: The estimated flow-back rate into the PNG economy for prepaid spend is 65%. With an average prepaid
spend of $2.286 per person per trip, this equates to $1486.
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Source Markets: IVS Respondents vs. Actual Arrival
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Note: The data presented is unweighted. To ensure a representative sample, weighting was applied to adjust for any undersampling or oversampling by source market.
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Top Source Markets - Australia & New Zealand
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Top Source Markets - Asia
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i 76% of Asian respondents are from the Philippines,
: Indonesia, Singapore, Japan, India and Malaysia.
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Top Source Markets - North America (USA & Canada)
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Respondent Demographics
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Note: Percentages reflect the share of IVS respondents and are weighted. $ values are reported in USD, with incomes above USD 1 million treated as outliers. The
average exchange rate to PGK and USD for June 2023 to May 2024 was applied.



Respondent Demographics
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Note: Percentages reflect the share of IVS respondents and are weighted..
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Purpose of Visit

Q What was the main purpose of your visit?
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Note: Due to rounding, total does not sum to 100%

1. “Conference” and Employment are merged with “Business” | VFR stands for Visiting Friends and Relatives

2. "OC&A” ("Ocean Cruise and Adventures”) and “Sport including special events” are merged with "Holiday”

3. “Religious event” is merged with “Volunteering” | “Cultural event” is merged with “Education”| “Transit” is merged with “Other”



Bigger Trip

Q Was PNG the only country you visited on this trip?

Other Countries Visited On The Same Trip

Yes
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No

35%, 14% and 9% visiting Singapore, Philippines and Indonesia,
respectively.

-
1
| As part of a bigger trip, 78% of respondents visited Australia, with
1
i
1
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Note: Total valid responses for this question N=1,865.



Previous Visits

Q How many other times have you been to PNG, not including this trip?

42%

26%

21%

Share of Respondents

1%

First time | 1-2 times 3-4 times 5 times or more

Note: Due to rounding, total does not sum to 100%.



Length of Stay (nights)

Q How many nights did you spend in PNG?
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Note: Stays of 30 nights or more were excluded to focus on short-term visits. A 29-night threshold was set to include full-month stays, even in February.



Travel Group Size

Q How many people accompanied you on this trip?

Avg. Travel
Companions

Median Travel
Companions

51%

20%

Share of Respondents

10%
6% 5%
. I | — — —
Solo Travel 1 2 3 4 5 6 7 8 9 Over 10

Note: The mean number of travel companions is 3 and the median is 2. Solo travelers (O companions) were excluded to avoid skewing the results. The mean includes higher values, while the median shows that 50% of respondents have 2 or

fewer companions.



Travel Companions

Q Who were your travelling companions?

39%

22%
17% 19%
(o]

Share of Respondents

6% 6%

]

Friend(s) Work colleague(s) Tour group Organised group  Wedding party
(church, school,

sports etc.)

Partner/spouse Family member(s)

Note: Percentages reflect the share of IVS respondents and are weighted. Data on travel companions, collected from January to May 2024, covers 6 months. Multiple responses may total over 100%.



Airlines Used for Travel
Q How did you travel to PNG?

Alternative modes of travel
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Note:
1. Multiple responses, therefore total does not add up to 100%
2. "Other” modes of travel include Military Defence Aircraft, Medical Ship etc.



Top Region and Provinces Visited
Q Which region(s) did you visit?
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__________________________________________________
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4

Note: Multiple responses, therefore total does not add up to 100%. NCD stands for National Capital District. ARB stands Autonomous Region of Bougainville.



Provinces Visited - Avg. Length of Stay

Q How many nights did you spend in each province?
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Note: Multiple responses, therefore total does not add up to 100%.



Provinces Visited - Avg. Length of Stay

Q How many nights did you spend in each province?
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Note: Multiple responses, therefore total does not add up to 100%.



Type of Accommodation Stayed
Q What type(s) of accommodation did you stay in?

Lodges - 13%
Sponsored - 10%
Guest houses/B&B - 9%

Trekkers Campsites - 7%

Self-Catering / rented accommodation - 7%
Village/Traditional homestay - 6%
cruise/Yacht [ 3%

Backpackers/ budget / hostels I 1%

Private home _ 20%

Share of Respondents

Note: Totals may not add up to 100% due to multiple responses. "Sponsored accommodations” are provided by organizations or employers, while "Private home" refers to stays with family or friends. Respondents may use multiple
accommodation types in a single trip.



Accommodation Satisfaction
Q How satisfied are you with the following aspects of the
accommodation you stayed in?

Level of Service Quality of Facilities Value for Money Health & Safety

Hotel / Resort 4.3 4.2 4.2 4.1

Self-Catering / rented accommodation

Lodges

Backpackers/ budget / hostels

Guest houses/B&B 4.2 3.5 3.3 3.5
Village/Traditional homestay 4.3 3.8 3.8 3.7
Trekkers Campsites 4.2 4.0 4.3 3.7

Scale: 1=Very Dissatisfied to 5=Very Satisfied

Note: Score is the average of all the scores to each stated aspect of the accommodation.

Note: Ratings are shown with up to 1 decimal place to accurately reflect differences. Rounding could obscure important variations



Report Structure

gos D =

Visitor Profile Visitor Information & Visitor Spending Visitor

Characteristics Decision Making & Impact Satisfaction
& Preferences




Trip Planning and Booking Window

Q When did you start planning and making the below arrangements for
your trip to PNG?

Decided to visit Made International Booked Made domestic Booked recreation,

PNG for this trip airline reservations accommodations (within PNG) airline tours and activities

reservations

Did not do | 2%

While in PNG

4-6 months B 0% | Q2 %’;
7-9 months .6% I4% I 3% I 3% I 4% %
a
10-12 months  [f7% | 2% I 25 l3% | P
More than one year .|o% I 1% I 29 I 1% .7%

Note: The "Did not do"” category was overwhelmingly predominant, making other categories appear relatively small. To clarify, frequency analysis was conducted twice: once including and once excluding this category. The second analysis,
excluding the "Did not do"” category, ensures that the remaining data totals add up to 100%, offering a clearer view of the proportions of the other categories.



Source of Information Q How did you find out about PNG as a destination?

Scale: 1=extremely unimportant to 5=extremely important Q How |mportant was the information source?

Source
Business/volunteer organisation 2.9 e 20%
Friends/family 3 . 34
Previous visits 3. e 08%
Internet search (e.g. Google) 2.8 D 2%

Respondents who chose 'Others’ exhibit a distinct
Travel agent/agency brochures 21 N 5% o _ _
familiarity with PNG, often stemming from diverse
Social media (Facebook, Twitter etc.) 2.1 - 5% experiences such as being born in PNG but
59 relocating to their home country during childhood,
. (o)
Travel books (e.g. Lonely Planet) - 4% having prior work engagements in PNG, expressing a
General travel websites (e.g. TripAdvisor) 2.2 - 4% keen interest in exploring the country's abundant
18 flora and fauna through activities like birdwatching,
. . o
Magazine and newspaper articles ' - 3% or being driven by a desire to delve into PNG's rich
The official Papua New Guinea travel website 1.8 B 3% World War Il history, as evidenced by their
participation in endeavors like the Kokoda trek.
Television or radio programmes 1.7 . 2%

Share of Respondents

Note: Totals may not add up to 100% due to multiple responses. Ratings are shown with up to 1 decimal place to accurately reflect differences. Rounding could obscure important variations.



Influential Factors in Choosing PNG

Scale: 1=Not influential at all to 5=very influential

Q How influential were the following factors?

Business/conference [, 2.9
Culture (including festival or event) | HIKEKGTNGGGGNNNGNGNENEEEEEEEEEEEEEE 28
History (including war history) [|HENEGNEINGNGT 25
Friends and Family in Papua New Guinea [|IIEGTINNGNGNGNGNEEEEEEEEEEEEEE 25
Nature attractions/ecotourism/photography(including fishing) | KN IINGTNNNNN 25
Sightseeing [IIININEGEEEE, 2.4
Adventure experiences (including Kokoda Trail) | INENGTENGTNNNNEEEEEE 22
Wellness and relaxation || KNG 20
Bird watching [ I 2.0
Beaches (swimming, snorkelling) | KNI ©
Food/culinary tourism || NERHNRNRNEGGENEGEEEEEE 8
Scuba diving IIIININGGEE 1.7
Fishing [N 1.6
Surfing NG 1.4
Sports including training and sporting events || KGN £
Honeymoon |GGG 12
Attending a wedding |GGG 12

Note: Ratings are shown with up to 1 decimal place to accurately reflect differences. Rounding could obscure important variations.



Methods of Travel Bookings
Q How did you purchase your travel to PNG?

Through a corporate travel agent 27%

Direct with airline 27%

Travel arrangements were made by others (business, friends,

0,
relatives) 21%

Online travel website/app (e.g. Booking.com, Expedia, Airbnb,

O,
online travel agent) 16%

Direct with accommodation 1%

Through an independent travel agent/travel broker 1%

9

N

Direct with tour operator

7

X

Through an in-store/independent travel agent

Share of Respondents

Note: Totals may not add up to 100% due to multiple responses.
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Prepaid expenditu re per person Q How much did you pay prior to your arrival?
Avg. prepaid spend

USD 2,286

USD 1- USD 499

9% Avg. prepaid spend

2 PGK 8,520

USD 500 - USD 999

USD 1000 - USD 1499 12%

14%

USD 1500 - USD 1999

Share of Respondents

USD 2000 - USD 2499 6%

USD 2500 - USD 2999 6%

USD 3000 - USD 3499 9%

USD 3500 - USD 3999 6%

19%

USD 4000 or more

Note: The average exchange rate to PGK and USD for January - June 2024 was applied.



Pre paid items Q What did your prepaid expenditure include?

International flights 92%

Accommodation 67%

46%

Domestic transport

Meals 37%

Breakfast 32%

Share of Respondents

Activities 19%

Tours 15%

Other 11%

Note: Totals may not add up to 100% due to multiple responses. Respondents may not necessarily prepay for all the listed items and may not necessarily know the cost breakdown of their prepaid
packages



In-country Spend Per Person Per Day While in PNG

Local Spend Per Person Per Day

% of sector USD PGK
Accommodation 32 44 167
Food & Beverage 15 21 79
Domestic Travel 10 13 51
Retail 3 4 14
Souvenir 10 15 54
Tour 4 6 22
Local Transport 14 19 72
Other 1 15 59
Internet & Service 2 2 8
TOTAL 100 139 525

Note: Total Economic Impact-Per Trip and Per Day are per-person expenditures and can be used to estimate the total economic impact, through extrapolating to the total number of visitor arrivals during the surveyed period.



Economic Impact - Per Person and Total

Visitor Expenditure Per Person & Total

Average Spend Prior to arrival USD PGK

Per Person Per Trip 2,286 8,520
Flowing into local economy rate estimated 65%

Per Person Per Trip 1,486 5,538

Per Person per Day 127 474

Average Local Spend

Length of Stay (nights) mean 11.7 nights
Per Person Per Trip 1,620 6,136
Per Person per Day 139 525
Total Economic Impact-Per Trip 3,106 11,674
Total Economic Impact-Per Day 266 999

Note: Total Economic Impact-Per Trip and Per Day are per-person expenditures and can be used to estimate the total economic impact, through extrapolating to the total number of visitor arrivals during the surveyed period.



JAN - JUN 2023

USD 107 MILLION

FROM 54,953 VISITORS

PREPAID
EXPENDITURE

$2,942

Prepaid per visitor per trip

Flowing into
local economy
rate

$1,912

Prepaid per visitor per trip

\

®
@ IN-COUNTRY
“j SPEND

$67

In-country spend per day

X 11 nights
Average length of
stay

$737

In-country spend per trip

)

ECONOMIC $2,649 per visitor per trip

JAN - JUN 2024

USD 150 MILLION

FROM 48,478 VISITORS

% PREPAID
J EXPENDITURE

$2,286

Prepaid per visitor per trip

Flowing into
local economy
rate

$1,486

Prepaid per visitor per trip

@14
IN-COUNTRY
=

. SPEND

$139

In-country spend per day

X 11.7 nights

Average length of
stay

$1,620

In-country spend per trip

\—Y—}

ECONOMIC $3,106 per visitor per trip

IMPACT
- IMPACT
$242 per visitor per day $266 per visitor per day

Note: US dollars. All amounts are per person
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Satisfaction with Travel Experience

Scale: 1=very dissatisfied to 5=very satisfied

The overall level of service in Papua New Guinea
Safety and security

General cleanliness

The friendliness of the people in Papua New Guinea
Value for money

Cost of international airfares

The quality of accommodation

Internet and phone availability, cost and coverage
The cost of accommodation

The frequency of air transport within Papua New Guinea
Restaurants, cafes, bars and evening entertainment
Cost of domestic airfares

General shopping opportunities

Variety of things to see and do

The experience of using local transport

Local handicrafts/artwork

Quality of handicraft markets

Cost of tours

Quality of tours

Note: Totals may not add up to 100% due to multiple responses.

3.8
29
3.1
4.4
3.2
3.0
3.9
3.3
3.4
3.0
3.8
2.8
3.4
3.6
3.1
4.0
3.9
3.3
3.7

Q How satisfied were you with the following?

Participation
I — 73%
e 72%
I /270
e 72%
— 71%
e 70%
I 0%
— 9%
e 66%
I 59%
I 5%
N 16%
I 46%
. 46%
N 10%
N 36%
I 35%

N 26%

I o5%



™

Satisfaction with Activities

Q How satisfied were you with the following?

~Water-based activities Land-based activities
Participation Participation
visiting the beach 4.2 [ | NG s sightseeing 4.3 [ | N  36%
swimming 4.4 NG 0 Hiking and walking 4.4 [ | N 2%
Snorkelling @ 4.2 _ 12% Port Moresby Nature Park 4.3 - 19%
Diving 4.2 - 10% Parks, nature and animal reserves 4.3 - 19%
Fishing 4] - 9% WWII history related tours 4.5 - 17%
Ocean cruise 4.0 B Birdwatching 4.2 || [ 16%
Kayaking/Canoeing 4.0 - 7% Sports related activities 4.3 - 10%
Surfing 3.8 - 5% Mountain climbing 4.4 - 10%
Hot springs 3.8 - 5% Kokoda Trail 4.4 - 9%
Sailing 3.7 - 5% Butterfly watching 4.2 - 9%
water skiing 3.3 ] [l 4% wildlife tours 4.3 [ [ &%
kite surfing 32 [ [} 3% caving 41 [ 3%
_________________________________________________________________________ 1’\~_________________________________________________________________________/

Scale: 1=very dissatisfied to 5=very satisfied

N ————————— -



Satisfaction with Activities

Q How satisfied were you with the following?

Cultural activities Shopping activities
!
Participation :i Participation
1
O e aoaee 1 !
1
demonstrations ' 27% it
1
Local language and art =~ 4.3 _ 26% ii Local arts = 4.0 _ 28%
i
Traditional cooking = 4.2 _ 26% ii
i Local clothing 4. _ 26%
church 45 [ R 2% i
|= '
Local dance and music = 4.4 _ 20% EE Local bilums | 4.3 _ 25%
n
Museums 4.2 _ 20% ii
I
Local events and ::
celebrations 4.4 _ 19% ii
. 1
Cultural festivals and 43 _ 19% :i
shows ::
I
Cultural tours = 4.3 _ 17% ii
h
i
A

———————————————— s N S S S - —

Scale: 1=very dissatisfied to 5=very satisfied

N ———— —— S S -



Visitor Overall Satisfaction

Q How satisfied were you with your overall experience of PNG?

Avg. Overall
Satisfaction

Median Overall
Satisfaction

Share of Respondents

57% 36%
5%

20%
|

Very dissatisfied (1) 2 3 Very satisfied (5)

Note: The mean overall satisfaction rating is 3.9 and the median rating is 4. The median shows that 50% of respondents have an overall satisfaction rating of 4 and above



Most Appealing Aspects of PNG

Q What did you find most appealing about PNG?

Environment, cleaniness, scenery and landscape || KGN 3%
Local People |GG 21%
Culture and history | NG 3%
Service and Value for Money |GGG 21
Activities and Attractions || NN 8%
wildlife [ NN 13%
Uncommercial; Unspoiled || EKNKNKNNIIGIGIGEGEGEGEGEGEEEEEEEE 5%
Accommodation || GGG 10%
Safety [N ©%
Local markets, local products and shops || KNG 3%
Friends and Relatives || TGN 7%
Atmosphere |G 6%
Food and Beverage | 6%
Infrastructure |G 6%
Business visitors & Volunteers |GG 5%
Weather |GG 5%

Business opportunity || IIEGB 5%
New developments [} 2%

Overall good experience [} 1%

Share of Respondent Comments

Note: Total response N=1,149. Multiple response analysis, so total does not add up to 100%
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Quotes for Most Appealing

Kokoda Track experience

Loloata resort

Markets, culture, museums

PNG is one of the most beautiful place on earth, great
scenery, good and friendly people, actually really great
local food which is a surprise to me.

Relaxed vibe

The culture and biodiversity, reefs for scuba

‘"“"lﬂ“[l love Irﬂ““l'“l!l Elmtmual

I||||I|I|||.|3“H I “ nsmess
ES ‘ EGIII!I

EXpE rlenue= & S highlands

fres :uﬂ= = =H— ':_,1'_'

surl“'ﬂf?ﬂ [H1] mlll!l!.'igﬁﬂfnn E=
oJrait UISItIIIEI ||wg|ahuuse

fores nJl“luFE

+ +

@ Aspects of PNG
------------------------------------------ h | + Always home.
o uineo : i + Baha'i National House of Worship in Port Moresby
fau .Een ron emlllﬂem : 1 + Beach & culture
Hl[lll.l 1
£8 E"""ﬂggg 'mlli"im erSE:'éjnzra"ts i I + Beautiful scenery
llluarsuu"n : 0 amazmg Suisi i i + Bomana War Memorial
ndnes =9I‘Bﬂ “U:llam&nanes I 1 P
wonderin r § fishing : 1 + Cultural activities and the local people...
: annsfhﬁsﬂalﬂﬂ‘ "'" “'““"‘n : . i +  Fresh fruit and vegetables in Lae
eautiful "e s ggﬁé"gmuﬁm : I +  Friendliness of the people
= i | + Great food and restaurants
: | + Great hotels
: i + Hotel Facilities are better than expected.
2 : I + Infrastructure Development
life : : +
i
Pt
Ly
! 1
! 1
! 1
! 1
! 1
. 1
1o
1
1
lﬁ



Least Appealing Aspects of PNG

Q What did you find least appealing about PNG?

Safety and Security NG 31%
Environment and Rubbish I 26%
Flights, Airlines and Airports I 7%
Social Issues IIIIEIEGNGNNGNGNNNNNNNNNNNEN 14%
Port Moresby N 14%
Infrastructure INEEEIEGGGN 3%
Nothing; overall good experience I 3%
Hygiene and healthcare I 6%
Betel Nut [N 6%
Transport NG 6%
Cost I 5%
Government neglect N 5%
Markets and Shopping experience N 4%
Accommodation M 3%
Standard of Service M 3%
Not much to do; Lack of information Il 2%
Discrimination Nl 2%
Local People, standard of service I 2%
Language Barriers 1 2%
Cultural practices; violence against women and children Il 2%
Activities and Attractions Il 2%
Corruption 1M 2%
Weather 1l 1%

Food and Beverage M 1%
Share of Respondent Comments

Note: Total response N=1112. Multiple response analysis, so total does not add up to 100%



Quotes for Least Appealing
. Aspects of PNG Y.

The filthy roadsides at New Britain.Hoskins to Kimbe.
Security and inability to explore PoM at night

Primary roads in need of repair

Security especially for women. Rubbish everywhere.
Security especially in POM

internet speed

General feeling of unrest/unease within the populace. We
had to be driven around by private security.

Lack of relationship with the local community and the
resort

The pollution of Port Moresby

Hotel price was high

The ONLY downside, and it is minor, was the cleanliness in
one of the hotels we stayed at - it was musty and dampy,
with some cockroaches: not a problem in itself, but given
the price of the hotel (USD 134/night), we were expecting
something a bit better. VERY minor - literally the only
thing | could think of that was not perfect.

Long waiting times clearing customs.

Enga province tribal bloodshed POM riots Appalling
roads in Madang

Unreliable power and internet on Bougainville. Also roads
are substandard

Unreliable domestic flights. Multiple flights were
cancelled last Minute

+ 4+ 4+ + + + +

+

+ + +

+ o+ 4+
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Suggestions for Improvement

Q Is there anything that could have improved your visit to PNG?

R, 40%
., £0%
I 19%

I 14%

I 12%

I 1%

I 1%

I 10%

I 8%

I 3%

I 8%

I 7%

I 6%

N 6%

N 6%

B 5%

BN 5%

Safety and Security
Airlines, Airports and Flights
Infrastructure; Public service
Costs and Price
Government Support to Reduce Social Issues
Information
Level of Service
Improve Professionalism
Stop Corruption and Discrimination
Nothing; overall good exprience
Activities and Attractions
Hygiene and Healthcare
Accommodation
Environment (rubbish and cleanness)
Customs, Immigration and Visas
Everything
Art and Culture
Public Transport [l 4%

Food and Beverage [} 2%

Foster linkages between industry and local community | 1%

Share of Respondent Comments

Note: Total response N=632. Multiple response analysis, so total does not add up to 100%
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Quotes for Suggestions for
Improvement

Improve domestic airline rules about luggage weight allowed
Stamp out corruption

Improve security in the NCD

Safety is always a concern

Air transport, both locally as well as internationally. Price level
Safety, Port Moresby is the least safe place I've ever been to

Air Niugini flight to be on time

Use security companies for vehicle instead of your companies
Hotels should offer activities directly rather than having to make
your own arrangements

Better reliability of domestic air options

Less plastic use, more opportunity to wander the streets

More reliable cellular data

Diving safety onboard dive boats. Mandatory radios, whistles and
“safety sausages” for dive guides.

Some accountability by the public governance that is set up to
provide essential services to the people of PNG and give children
hope for their future.

Increased mobile phone coverage on the Kokoda Track

The time it took to check in at Port Moresby Domestic Airport
were far too long

Foster relationship between local community and resort

| think better sanitation

Paved roads and internet connectivity

PNG has much room for improvement

S —————
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Future Travel Intentions

(
1 I 1 _
| N=1,270 1 N=1,280
] 36% o 57%
1 1
I 26% P
: 23% ’ P!
1 ! 1
' P 18%
1 1
; B m B
1
| Very Unlikely (1) 2 3 4 Very Likely (5) i ' Very Unlikely (1) 2 3 4 Very Likely (5)
1 I 1
e e e e e e e 1 e e e e o e e o e 1 e e e e o e L
Why they would not recommend Why they would not return
Safety and Security Concerns 43% Too Expensive 37%
Too Expensive 22% Only Non-tourism related travel 34%
Airline and Customs lssues 1% Accomplished goal and won't return 29%
i 0,
Better Destinations for Recreational Travel 7% Safety and Security Concerns 28%
) i Lirmi Fligh i 9
Limited Places to stay;things to do 6% Unreliable or Limited Flight Options 27%
o Want to explore other destinations 25%
Infrastructure and Accessibility 5%
Airline and Customs Issues 23%
Will recommend to more seasoned traveler 4% No i ‘e ) - 179
o improvement from previous visits 6
Poor F&B and Service Quality 4% Distance and Accessibility 16%
- 1 1 0O,
Not-Tourism Friendly 4% Poor Overall Service & Value for Money 13%
Cultural and Political Stability 4% Limited Places to stay or things to do N%
Cleanliness and Environmental Concerns 4% Environmental and Health Concerns 9%
Health and Safety Risks 3% Language and Cultural Barriers 6%
Limited Knowledge 3% Limited Infrastructure and Services 4%

Negative Travel Experience 1% Migration of Family or Friends 0.4%



Willingness to Return - Next Trip to PNG

iy

—————————————— Preferred Travel Package = -----------

Independent Traveler _ 62%

Customised Tour Package %

Organised Tour Package - 23%
M -

Other | 1%

Respondents may not book directly with travel agents but
often rely on their organization, employer, or
family/friends to handle their travel arrangements.
Business travel can involve both organized and
independent elements

B Sy ey S S SRS RS ————)

e e

————————————— Preferred Booking Method -------------
N=949

Direct With Airline ||| 35%

Corporate Travel Agent _ 25%

Direct With Accommodation _ 25%

Online Travel Website _ 24%

Booking Made By Others _ 23%
Direct With Tour Operator _ 16%
In-Store/Independent Travel
Agent - 14%

Online Travel Website (Vetted .
By Local Authority) - 9%

Other I 2%

Despite concerns about direct airline bookings, most
respondents still prefer this method for their next trip to
PNG. However, there is a tendency to explore other
options for the best deal, as evidenced by the broad
distribution of booking preferences.

N o - - -



NEW ZEALAND ,
FOREIGN AFFAIRS & TRADE &
Manati Aorere

This report was prepared at SPTO by the Pacific Tourism Data Initiative team, in collaboration
with PNGTPA and the New Zealand Government.

For any queries regarding this report please contact the SPTO Manager Research and
Statistics Mr. Prashil Parkas pparkas@spto.org or SPTO Senior Research Officer, Mr.
Rovarovaivalu Vesikula rvesikula@spto.org

SPTO’s Head Office is located at Level 3, FNPF Place, 343-359 Victoria Parade | Private Mail
Bag, Suva, Fiji.
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