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Executive Summary

< The survey, conducted from January to December 2024, analyzed 3,701 responses out of 3,775 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 86,074.

¥ 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
86% of visitors indicated they would recommend PNG to others, and 89% expressed willingness to return.

<+ The average prepaid spend per visitor was USD 2,613, with an estimated 65% (USD 1,699) flowing into the
local economy. In-country spending per visitor per trip averaged USD 1,385, with an average stay of 10.2
nights.

s This contributed to an estimated* economic impact of USD 309 million from January to December 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 (air) visitor numbers of 110,223 for the January - December 2024 period.



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 December 2024 is analyzed to understand the visitor
experience and gain insights into tourism recovery in Papua New Guinea after the border reopening.

In 2024, air visitor arrivals declined to 100,223 from 112,775 in the previous year, reflecting ongoing
challenges in global travel demand and regional economic conditions. However, the estimated spend per
visitor increased from USD 2,514 to USD 3,084, indicating a shift towards higher-value tourism.

Even though the average length of stay for short-term visitors (1-29 days) decreased from 10.8 to 10.2
days, the estimated spend per visitor per day rose from USD 234 to USD 302, suggesting that visitors
were spending more on experiences, accommodation, and activities despite shorter trips.

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

Cruise Visitor Arrivals - The IVS primarily captures air visitors, some of whom may join a cruise while in
Papua New Guinea. However, it does not measure spending by visitors arriving directly by sea. A separate
survey Wwill be developed for cruise visitor expenditure.

N.B. Our analysis uses IVS respondents, weighted with January to December 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 - December 2024)

15,377 TOTAL EMAILS SENT

2? 3,701 RESPONSES ANALYSED

Note:3,775 responses were received. After data cleaning, 3,701 responses remained.

24%

CONVERSION RATE

RESPONDENTS REPRESENT?

®4,163 ADULTS m 562 cHiLoren OF ALL VISSI:/(‘));S IN THIS

PERIOD

*Based on the Local Spend Question - "How many adults and children were included in your local expenditures?” *Calculated by dividing the total number of ‘weighted’ people reported in the Local Spend Question by the total actual arrivals to
PNG from January to December 2024.



PNG International Visitor Survey

Snapshot January - December 2024

@j Country of residence

39%

Australia

@ Purpose of visit

48% | 25%

Business Holiday

35%

Asia

8%

Europe

6%
North
America

18% | 6%

VFR i Volunteer

5%

Pacific

@ 449

Local arts

&= 58%

Local produce

55%

Local clothing

3%

Other

Most Participated Activities

1O54%

A

M“J Regions visited
16%
19%

N ot

ISLANDS REGION

Sightseeing MOMASE 18%

o

[@d 46% HIGHLANDS
Snorkeling
A 74%
26 (]
&k 57% y
PORT

Visiting beach SOUTHERN REGION  \inRESBY

(EXCLUDING NCD)

48%

40 - 59 years old

FEEE

X 42%

/ 15 time visitor

O
67% @

Male

33%

Female

usp 86,074

Avg. Household Income

48%

Solo traveller

7

10.2 nights

~L]

Average length of stay

4

Overall, visitors are
satisfied.

@)

@ 89%

Visitors are willing to
return.

86%

))) Visitors are willing to
recommend.

A Most appealing

\O/
’

=2

A Least appealing A Improvement

Scenery and

Safety and Airlines, Airports
landscape security & Safety and
$ security
A Economic impact
USD 1,699 USD 1,385 USD 3,084

Avg. local spend
per person per trip

Total Expenditure
per person per trip

Avg. prepaid spend +
per person per trip

Note: The estimated flow-back rate into the PNG economy for prepaid spend is 65%. With an average prepaid
spend of $2.613 per person per trip, this equates to $1,699.
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Source Markets: IVS Respondents vs. Actual Arrival

AVASS
49% 3,701
respondents
39%
2
= 35%
©
C
(@]
Q
[%]
o
°
o
(0]
c
(]
14%
12%
10%
8% 8%
5% 6% 5%
3% 3%
— [ ]
Australia New Zealand North America Asia Europe Pacific Middle East Other long haul

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

-------------------------------------------------------------------------- N ST T T T T T T S E S mSmEmEmEmE s mmm s
Respondents sample is unweighted \: i Respondents sample is unweighted
P Northland, 1%
|
I
I
i \
H i Auckland,47%
I : Bay of Plenty, 5%
I
¥ Waikato, 12%
I
I
I
l_}lort_hern i i Taranaki, 2%
erritory Iy Hawkes Bay, 1%
L2 Queensland : i o
40% i H Manawatt-Whanganui, 3%
Western Australia i
7% i i Nelson, 1% ’Wellington, 14%
¢ 1 1
. ; L
Marlb h, 2%
South Australia i I West Coast, 3% arlboroug o
5% New South Wales i
26% i
I
1
Australian Capital | i
Victoria Ter”tory i : Canterbury, 7%
159 3% I H
|
Tasmania i i
1
i I Southland, 1% Otago, 2%
A - o’l I‘*-_-_-_-_-_-_-_-’_- ___________________________________________________
New South Wales, Queensland and Victoria make up 82% Auckland, Wellington and Waikato made up 81% of all New

of all Australian respondents Zealand respondents

N ——————————— -



Top Source Markets - Asia
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1
i 76% of Asian respondents are from the Philippines,
: Indonesia, Singapore, Japan, India and Malaysia.



Top Source Markets - North America (USA & Canada)

4 AN \
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] Respondents from 34 US states (including Hawaii and Alaska) visited PNG. No respondents from ¥ Ontario and British Columbia made up 65% of all
. Connecticut, Delaware, Louisiana, Kansas, Nebraska, South Dakota, and lowa participated. States with || Canadian respondents
: ‘nil’ percentages had no respondents. n



Respondent Demographics

(T T e R )
] 1

iAge Avg. age group i i Gender i

1

i 40-59 years ¥ i
! ¥ !
! H :
] 24% 24% N ]
i 20% N |
] 1

i 15% i : i
: 11 ]
e i |
i H i
1 11 1
i r i
! ¥ !
1 11

] 18-29  30-39 40-49 50-59 60-69 70+ ¥ i
\ 1

Annual Household Income | /il o

41%

. )

income

T

13% 8%
B 2 2% >
—— |
Under $50,000 $50,001 to $100,001 to $150,001 to $200,001 to $250,001 to Over $300,001
$100,000 $150,000 $200,000 $250,000 $300,000

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 January to December 2024 was applied.



Respondent Demographics

P T oy

I A
| Y
: Employment status i1 Education level
! ¥
i i
| i
1 1
! Working full-time || 67% i E pho [ 9%
! ¥
H Retired or on a pension . 12% 1 Masters _ 27%
] 11
] 11
] 11
i Working part-time 1% i Postgraduate diploma 9%
| _ i -
]
] ::
] 11
i Self-employed | 2% i E Diploma - 12%
] 11
] 11
1 11 P
i Home duties/Homemaker | 1% & Trade certificate I 1% =] inciusive of trade |
I i . professionals |
H Volunteer | 1% I i High school certificate - 8%
i N
] . 11
i Unemployed and looking | . o No formal education ‘ 0.2%
: for work ] i
]
i Prefer not to answer I 3% ¥ Prefer not to answer l 4%
[ |
! ¥
] 11
] 11
] 11
‘ i
e e e e 4 A e o o o s B B B o B B B B B o B B B B B B o B B B B B B B B B B B B o o B B B B B B o

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?

P e e e e e s ——— N T e e e e e ———— =\
[ Survey Categories and Others-Recoded i | Merged Categories i
1 1 1 1
1 : : :
i Business 4% i !
: 1 1 :
i Holiday 20% P 48% i
1 1 1 1
i VFR 18% P i
. g i
I Conference 4% i 1 C i
i v . ;
= Volunteering 4% LS |
e o = i
|5 OC&A 3% P g i
L2 bl 25% :
g Employment 2% ! i s !
1 o : i B o 1
E ; Sports Event 2% ] LG 18% i
I © 1 1 1
i 5 Education = 1% i i i
! . Recoded from b !
i Religious Event = 1% “Other” responses i i 6% i
1 ]
| Cultural Event 1% Lo 3% 1o i
| P ] : |
! Transit = 1% b _ _ !
! H i Business Holiday Volunteering Education Other !
1 1 1
i 1 1 1
e e e e e e e - J e e e e e e e e e o 7

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

salrpuenCe
ireland I||Jlgla||ns fsmmount

|||3|}ﬂ||ﬂﬂ|hﬂ|l|'|'|ﬂ H'I “||erdﬁ|'ﬂ EllrIE
ngﬂgﬂh glé?l"ﬂﬂd “ﬂegﬂéalh

simhy® gs-ﬂl“ “nlnest“ ritain

Ilh"mﬁ"a.ng;
i

solomons.=
jakartiz

.

,!'ﬂ.ﬂ;‘ :
leﬁlll II(EIIIIIIIIIIES

No

37% visiting Singapore, Fiji, Vanuatu, New Zealand Philippines
and Indonesia.

-
1
| As part of a bigger trip, 23% of respondents visited Australia, with
1
i
1
1

Note: Total valid responses for this question N=3,688.



Previous Visits

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

42%

26%

22%

Share of Respondents

10%

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?

30%

22%

20%

15%

14%

Share of Respondents

8-10 nights 11-14 nights 15 nights or more

1-3 nights 4-7 nights

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 (Companions)

Q How many people accompanied you on this trip?

Avg. Travel
Companions

Median Travel

48% Companions

(%]
c
@)
©
C
o)
o
3
04 22%
e
D
©
<
wn
10%
5% 6%
(o)
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 Group Type

Q Who were your travelling companions?

39%

22%

19%

Partner/spouse Family member(s)

17%

Share of Respondents

9% 7%

- 0.2%

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

sports etc.)

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 )
. y e o i T g A i
Ay Philippine Airlines - 15% | ) % “‘) |
i Cruise Ship Private charter plane Private boat i
'\\ 0.3% 1% 0.1% ,"

auslralia |3% e -

L4 " _ o
EI V. = QATARZE  FIJI

LA PNG A | | B

AIRWAYS
o S ) % !
Ot h er CO mmercia I 4% L __________________________________ i smgﬁggge AIR NEW ZEALAND JetStar* i
Airlines | | |
a ; ! | i
s ’ | * o Ameri A k’%f‘o |
! ﬁ ?FJ..EOEHERJE ﬂn’bN’E‘s irlines L Y Emirates !

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

MOMASE REGION
®

&
ISLANDS REGION™

o

L
18% &

HIGHLANDS
“» !
26% PORT MORESBY \
e g— :
SOUTHERN REGION :
(EXCLUDING NCD) "‘ -

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

16% ’ 4

Q Which region(s) did you visit?

National Capital District

Morobe

Western Highlands
Eastern Highlands
New Ireland

West New Britain
Madang

East New Britain
Central Province
Southern Highlands
Jiwaka

East Sepik

Simbu

Top 13 Most Visited Provinces

59%

47%

40%

35%

35%

28%

28%

24%

20%

)
X

15%

14%

Share of Respondents

_________

__________________________________________________



Provinces Visited - Avg. Length of Stay

Q How many nights did you spend in each province?

7550 N S T T T EEEEEEEEEEEE N
! i ) ‘.
1 South H Highland |
: outnern o ] anas | ;
1 [ Enga Province 1
i N = 2,443 Respondents i ! N = 605 Respondents ; r N H
i 5& 1 i
' Northern Province ! i i I IQ—ZZ i i
1 . r S [ i ! H 1
H Gulf Province ' N\ ! ) : . ! Hela Province i 12% | nights i H
i N = ! i . > i
1 { . ! ! ! 6 ! 1 { H ! / Western Hi i !
! i | i ! / ghlands Province
i E ! ! i | nights i i H i S Igfocl i , . \ i
1 : % 1 1 I H '/ 1 1 1
i e : ; | 9% ! ights | Ee i ;
1 H : ! H ,/l H H
: Milne Bay Province ] i ] | 47% ! Lights | i
1 . 1o Enga ¥ e i
i | Ig_l: bl Hela Jiwaka H
1 1 1 [ - 1
1 T N
i : nights E i H : = E :
I 1 1 6 P
1 1 1 . T
: : 1 1 hights 11
1 1
1 1 1
1 ' 1 1 1
1 i 1 1 1
1 i 1 1 1
H ! / O 1
I Western Province I i i
b e Y I |
Py = = i : : - !
L AT o Dietri | | ’
o 6% ! nights | National Carpltal District i | :
o { y i | . _ ]
i A N = i b I E ; ]
H i | 2 | . Central Province i 1 Southern Highlands - :P Eastern Highland !
i r r Y i im rovince i
i P 79% 0 Lights | PNy e i P Province ' imbu Provi ' Province i
! 1 _ | 1 [ A 3O N

: Y T L T O T R e U = I R = B !
: 2% nignes B 0 s o :
\ HEN 20% | nights | i 14% | hights | i 40% | hights | ]
N e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e B N it e L A

oo TTTTTTTm e e e e e e e e e | T T T T T T T T T T T T T T T T |

1 - . 1 . . .
: Overall Avg. Length of Stay for Southern Region = 9 nights | : Overall Avg. Length of Stay for Highlands Region = 11 nights |
1 1

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



Provinces Visited - Avg. Length of Stay

Q How many nights did you spend in each province?

1 1 1 1
1 1 1 1
! L 1
! L 1
1 1 1 1
H ] 1
1 1
H West Sepik il !
: _________P_r_c_>1\_/_i[1_c_g ______ N : : New Ireland Province :
1 ! ! "Ny mmmmmmmemmmeepemmmm e ~
I LSS : : : b {oae i i
: : | i East Sepik Province : I ; I i '
1 T i 72 | e p---m-mm---- 5 [ | ! ' 1
: D1 nights Poag § b i 35% | | !
: West Seplk i I ! : : STTmTmTTmTmmT T :
1 1
i ! ! ] il '
H R EEE LR P e ! ] 1
1 1
: Madang Province : H Autonomous Region of H
: ____________ R — N : : Bouganville :
i : e AN o
1 i 1 | 1 1 i 1
1 1 H 1 1
28% ! Porl = : ! ! :
i ..\ nights ] i H Manus P 13% ! i i
N 7 N [ rm---mmmmme- . (SR S / !
L A R |
: Pl gy | M :
i 9 1
: ‘q : : i % ! B :
i I '
1 1 > .
! Morobe Province ! H tast New Britain i
, —— oo ) N : :
H Q 1 ! 1 i 1
i = : Pl West New Britain i
1 i : 1 1 ,, i 1
1 | ‘ .
i 599’. ____________ ,l Morobe o West New Britain East New Britain Autonomous Region of :
] : ! JE— IR . v [rmmmmm————- N Bouganville H
! LS | D= = !
1 ! P H i ! i !
] ti | 35% ! : | 28% | i i
1 H Y e e e /
S A \-__: e -
Overall Avg. Length of Stay for Momase Region = 9 nights Overall Avg. Length of Stay for Islands Region = 10 nights

Note: Due to multiple responses, the total does not add up to 100%. 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.



Type of Accommodation Stayed

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

rotel /resort | -
Lodges - 1% T e s

:' Company/Corporate Accommodation 6% I:
Village/Traditional homestay - 8% !
Guest houses/B&B - 8% i Liveaboard/Ship-Based Stay 3% i
) 5
Trekkers Campsites - 8% Mining Site 2%
Self-Catering / rented accommodation . 5% / |
,/ 1 Community & Volunteer Housing 2% ,"
Backpackers/ budget / hostels I 1% oo
S ‘I I/I
Others - 1% V
"""""""""""""""""""" Share of Respondents

Note: Totals may not add up to 100% due to multiple responses. Respondents noted in ‘Others’ non-standard accommodation types such as mining campsites and liveaboard/ship-based stays. 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 4.2 4. 3.6 4.

Self-Catering / rented accommodation

Lodges

Backpackers/ budget / hostels

Guest houses/B&B 4.0 3.7 3.7 3.6
Village/Traditional homestay 4.4 4.0 4.3 3.8
Trekkers Campsites 4.2 3.9 4.1 3.6

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
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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
34%
14% B 29
| 5% | B2
| 3% B2
| 2% | B2

Did not do l 3%

While in PNG

Less than 1 month
1-3 months
4-6 months
7-9 months .7%

10-12 months .7%

6%

sjuspuodsay JO aieys

More than one year -|o%

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 important was the information source?

Source

Business/volunteer organisation 28 [T | 38%
Friends/family 3 T —— 35
Previous Visits 31 I 27%

internet search 28 [l | 1%
The graph shows that friends/family and previous visits are the most

Social media 2.1 - 6% important sources of information about Papua New Guinea (PNG),

both rated at 3.1 and chosen by 35% and 27% of respondents,
Travel agent/agency brochures = 2.1 B 5% Y o9 0 P
respectively. Business/volunteer organizations and internet searches
General travel website = 2.2 - 1% follow at 2.8, with 38% and 27% participation. Social media and travel

agent brochures are rated at 2.1, with 6% and 5% participation. General

Official PNGTPA website = 2.2 N 4% _ - . _
travel websites and the official PNGTPA website are rated at 2.2, with
Travel books 1.8 - 3% 4% participation each. Traditional media like travel books, magazines,
) and television are the least important, with ratings between 1.7 and 1.8
Magazine 1.8 B 3% o .
and participation shares of 3%, 3%, and 2%, respectively. Respondents
Television 1.7 . 2% choosing "Others" often have personal connections to PNG.

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 [N 2.0
Culture (including festival or event) | NG 27
Friends and Family in Papua New Guinea |GG 25
History (including war history) [|HEGTEKNNN 2
Nature attractions/ecotourism/photography (including fishing) | NN 25
Sightseeing [IIINIEIGINININGEEE. 2.4
Adventure experiences (including Kokoda Trail) || KGN
Wellness and relaxation || KNG ©
Bird watching I 1.0
Beaches (swimming, snorkelling) |GGG °
Food/culinary tourism | NG (8
Scuba diving [IIIINIEGGEE 1.7
Fishing [N 1.6
Sports including training and sporting events || KNIy, s
Surfing [N 1.4
Attending a wedding |GGG 2
Honeymoon |GG 2

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?

Direct with airline 27%

Through a corporate travel agent 27%

Travel arrangements were made by others (business, friends,
relatives)

23%

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

O,
online travel agent) 17%

Direct with accommodation 1%

Through an independent travel agent/travel broker 9%

Direct with tour operator 9%

Through an in-store/independent travel agent 7%

Others 1%

Share of Respondents

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

Avg. prepaid spend

USD 2,613

USD 1- USD 499 10%

USD 500 - USD 999 16%

USD 1000 - USD 1499 12%

USD 1500 - USD 1999 12%

USD 2000 - USD 2499 6

Share of Respondents
R

USD 2500 - USD 2999 6

X

USD 3000 - USD 3499

00
X

USD 3500 - USD 3999 6%

USD 4000 or more 23%

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



Prepaid items

Share of Respondents

Accommodation

International flights

Breakfast

Domestic transport

Meals

Tours

Activities

Other

19%

16%

30%

36%

48%

44%

54%

Q What did your prepaid expenditure include?

76%

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 40 55 212
Food & Beverage 16 22 84
Domestic Travel 8 1 43
Retail 2 3 12
Souvenir 7 10 37
Tour 4 5 19
Local Transport 9 13 50
Other 1 15 59
Internet & Service 2 2 8
TOTAL 100 136 525

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 2,613 9,918
Flowing into local economy rate estimated 65%
Per Person Per Trip 1,699 6,447
Per Person per Day 166 632

Average Local Spend

Length of Stay (nights) mean 10.2 nights
Per Person Per Trip 1,385 5,354
Per Person per Day 136 525
Total Economic Impact-Per Trip 3,084 11,801
Total Economic Impact-Per Day 302 1,156

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 - DEC 2023 JAN - DEC 2024

USD 283 MILLION USD 309 MILLION

FROM 112,775 VISITORS FROM 100,223 VISITORS
PREPAID @% e"l&"

— =), IN-COUNTRY PREPAID IN-COUNTRY
EXPENDITURE 74 sPEND J EXPENDITURE SPEND

$2,218 $100 $2,613 $136

Prepaid per visitor per trip In-country spend per day Prepaid per visitor per trip In-country spend per day

X 10.8 nights ==0 X 10.2 nights
Flowing into Average length of Flowing into =28 Average length of
local economy stay local economy stay
rate rate
$1,442 $1,072 $1,699 $1,385
Prepaid per visitor per trip In-country spend per trip Prepaid per visitor per trip In-country spend per trip
\ J
| .
F;&T;?MIC $2,514 per visitor per trip ECONOMIC $3,084 per visitor per trip
. . = IMPACT
$234 per visitor per day $302 per visitor per day

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

Scale: 1=very dissatisfied to 5=very satisfied Q How satisfied were you with the followmg?

Participation

Safety and security | 3.0 [ I <%
The frequency of airtransport within PapuaNew Guinea 31 D 34%
Cost of domestic airfares 2.9 D 3%
Cost of international airfares 3. I 26%
Internet and phone availability, cost and coverage 3.3 D 24%
General cleanliness 31 D 04%
The experience of using local transport 3.3 D 8%
Value for money 3.3 D 6%
The cost of accommodation 3.5 B 5%
Cost of tours 34 B °%

The overall level of service in Papua New Guinea 3.8 B 8%
General shopping opportunities 35 B 8%
Variety of things to see and do 3.6 B 6%
The quality of accommodation 3.9 B 5%
Restaurants, cafes, bars and evening entertainment 3.8 | B3
Quality of tours 3.9 B 2%
The friendliness of the people in Papua New Guinea 4.4 el 4%
Local handicrafts/artwork 4. B 3%
Quality of handicraft markets 4.0 B 3%

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



™

Satisfaction with Activities

Water-based activities

-------------------------------------------------------------------------

Visiting the beach
Snorkelling
Surfing

Kite surfing
Water skiing
Sailing

Diving

Fishing

Hot springs
Swimming
Kayaking/Canoeing

Ocean cruise

-

4.1

4.

3.5

29

3.0

3.6

4.

4.0

3.7

4.3

3.8

3.9

Q How satisfied were you with the following?

Land-based activities

-------------------------------------------------------------------------

Participation
Sightseeing 4.3 _54%
Hiking and walking 4.4 | |G =
Kokoda Trail 4.4 [ | NG 2o%
Sports related activities 4.3 [ | EGKNTIEEGE 292
Birdwatching 4.2 _ 26%
port Moresby NaturePark 4.4 || [ NG 26
Caving 4.0 _ 24%
Butterfly watching 41 [ | NGNGB 2%
Parks, nature reservesand... 4.3 _ 23%
WWII history related tours 4.5 _ 20%
Mountain climbing 4.4 _ 20%
Wildlife tours 4.3 _ 17%

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 Participation
Local markets (produce &
Traditional cooking 4.2 _25%
Cultural festivals and shows 4.4 [ |GG 22% Local arts = 41 _44%
visited villages 4.4 [ | TGN 2

Local crafts 4.2 40%

N ———— —— S S -

Handicraft demonstrations = 4.2 _ 18%
church 4.5 [ G 1% Local bilums 4.4 _ 32%
Cultural tours = 4.3 _ 17%
Local ev_ents and 4.4 _ 17%
celebrations
Local dance and music 4.4 - 15%

Local language and art = 4.3 8%

N ————————————— - - - -
o i ———

———————————————— s N S S S - —

Scale: 1=very dissatisfied to 5=very satisfied



Visitor Overall Satisfaction

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

Avg. Overall
Satisfaction

Median Overall
Satisfaction

Share of Respondents

36% 36%
5%

22%
_
I

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=2,248. Multiple response analysis, so total does not add up to 100%
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Quotes for Most Appealing
G Aspects of PNG

+ Improvement in some facilities from previous visit in March
2024

+ the freshness and taste of the vegetables at the markets
was very good.

u llllhﬂ Juinea

fau
almuEGII rnll emmﬂem
=2 Enmreshu ean S*ﬂurants

2 nna er-.m:e
='n gesi0 amazlnu stﬂ

mmsuu= + The fleet of air Niugini was upgraded and very satisfied
ndnes =grﬂat 0 § “U?sllal:{rﬁ]nanes With it
“nd?uhlllsﬂauwr '“‘-' fulyarke + Climate and environment
' alEau iful rle =.§§E"g"'.}ﬁ'* + The friendliness of people and their willingness to help
-E =) + Beautiful islands, reefs and villages. Lovely people
+ The friendliness of the people and the local Baptist
churches.
g the birds and the friendly people
life The cultural and historical tours

‘"“"lﬂ“[l love Irﬂ““l'“l!l Elmtmual

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

The people and the war cemetery

The parliament house.

Languages, hospitality of the people, tropical climate,
jungle/mountains

The people of PNG- warm, friendly, caring- happy to share
information about their culture & so welcoming.

+ Buka Town Centre and Kokopau Town Centre had been
cleaned up substantially over the previous 18 months.

EXpe rlenue= & & highlands

N=a
fres a.-.m= = ="— '=....‘=

+ + + + +
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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=1,073. Multiple response analysis, so total does not add up to 100%



Quotes for Least Appealing
Aspects of PNG D)5

+ Taxi service in its entirety needs to be overhauled and
brought up to a recommended minimum standard of
reliability, charging, cleanliness, safety.

+ Rubbish and poverty in Port Moresby.

+ Betel nut spit on the ground.

+ Port Moresby looks a bit "tired”.

+

+
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The rubbish on the Kokoda track
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The lack of support from the government. Living in the

constant

V4 A
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
i village for 2 weeks and there were multiple power i
I outages and water cut off multiple times. One of the :
: ladies we were with is a teacher and hasn’t been paid for :
! months! Rubbish everywhere and people spitting beetle |
I nut everywhere. Fires everywhere, which is .
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
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understandable as the electricity is unreliable, but no
fresh air to breathe. Tobacco can be smoked anywhere
even in closed off spaces.
+ Toilets in Hoskins Airport - not very clean and missing a
toilet seat in the ladies’ toilet.
Betel nut chewing/spitting, naked people in the street,
some security guards asking for bribes for me to take
pictures of sights
Domestic flights. Impossible to plan - flights get cancelled
or are delayed. You are always afraid to lose your
connecting flights. That’'s a "no go” for many tourists
+ Security

infrastructur
etfraffic

lransnor

+
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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=1,263. Multiple response analysis, so total does not add up to 100%
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Quotes for Suggestions for
@ Improvement

+ Clean up and fix roads

+ Better public transport.

+ Rubbish needs to be collected by POM city council

+ Safety is always a concern

+ Domestic flights being on time. Several times flights or delayed or

even left early

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

Safer atmosphere in POM

Less plastic use, more opportunity to wander the streets

More reliable cellular data

The check in process at our hotel wasn’t very good. We had to wait

4 hours for our room to be ready. Holiday Inn Port Moresby.

+ 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

+ CONSISTENCY is the word/improve visitors, expatriate residents,
even your local citizens that will put Papua New Guinea a country
to visit and explore.
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Future Travel Intentions

(
1 I 1 _
' N=2,523 | 1 N=2,538
] 38% o
i 27% Lo 59%
! 21% b
1
1 ! 1
i I
I
| L - ]
1
: Very Unlikely (1) 2 3 4 Very Likely (5) i ' Very Unlikely (1) 2 3 4 Very Likely (5)
1 1 1
e e e e e e e e e e o e e o e o e e e o e e o e e e e b e e e e e e e e
Why they would not recommend Why they would not return
N=582 Safety and Security Concerns 43% N=421 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 Limi 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% ) o
) ) No improvement from previous visits 17%
Poor F&B and Service Quality 4% Distance and Accessibility 16%
- 1 i 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

—————————————— Preferred Travel Package  -----------, ,------------- Preferred Booking Method -------------
N=2,007 | N=2,016
L
Independent Traveler (Direct o o
boOKi N 54% 1 . N
1 1
Customized Tour Package (via travel o I
agency) I 149 I Corporate travel agent _ 27%
1 1
1 1
Organised Tour Package (fully [
e by oo . 4% . online travel website ||| G 265%
1 1
1 1
Employer/Sponsor Arranged [N 13% | Direct with accommodation _ 26%
i
1 1
Friends or Family Arranged [} 3% Lo Booking made by others _ 25%
1 1
1 1
1 1
Religious/NGO Organization o ) ) _ o
Arranged l 1% i i Direct with tour operator 16%
1 1
. 1 1
';';riyy Independent, Some Third- | 1% 1o In-store/independent travel agent - 13%
1 1
1 1
1 1 . .
o Online travel website (vetted by
Sponsor/Organization & Independent | 0.1% i i PNG local authority) - 10%
L .
Others | 0.2% Lo Other I 2%
P
[ ————— ', \\ _____________________________________________________________________ L d

iy

For their next trip to Papua New Guinea, 54% of respondents plan to book independently, while 28% will rely on organized packages (14% organized by a
travel agency, 14% customized via a travel agency). Thirteen percent will have their travel arranged by their employer or sponsor, and smaller groups
depend on family/friends (3%) or religious/NGO organizations (1%). Regarding booking methods, 36% will book directly with airlines, 26% with
accommodations, and 26% via online travel websites. Corporate travel agents are used by 27%, while 16% will book with tour operators. Additionally, 25%
will have others handle their bookings, and 10% will use locally-vetted online travel websites.

N o - - -
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