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Executive Summary

x The survey, conducted from January to December 2025, analyzed 4,827 responses out of 5,139 collected,
representing 7% of actual visitors with a 19% response rate. Among the respondents, 41% were first-time
visitors, and the average household income was between USD 80,000-99,999.

x 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
92% of visitors expressed willingness to return to PNG, and 88% indicated they would recommend PNG to
others.

x The average prepaid spend per visitor was USD 2,087, with an estimated 65% (USD 1,356) flowing into the
local economy. When combined with in-country spending of USD 995, the total spend per visitor per trip
was USD 2,352. Multiplying this by total visitor arrivals generated an estimated* economic impact of USD
244 million (PGK 1 billion) from January to December 2025.

x 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 103,881 for the January - December 2025 period.



Background

The Papua New Guinea International Visitor Survey (IVS), part of the Pacific Tourism Data Initiative, is
funded by the New Zealand Ministry of Foreign Affairs and Trade (NZMFAT) and implemented by the
Pacific Tourism Organisation (SPTO). Drawing on data collected between January and December 2025,
the survey provides insights into visitor experiences and tourism recovery following the reopening of
PNG’s borders, covering visitor profiles, travel decision-making, expenditure patterns, and satisfaction.
Visitor contact details were collected through passenger arrival and departure cards.

In 2025, air visitor arrivals increased to 103,881, up from 100,223 in the same period of 2024, reflecting
ongoing efforts by the Papua New Guinea Tourism Promotion Authority (PNGTPA) and the Government to
raise the country’s profile through targeted marketing, improved air connectivity, and regional
partnerships.

Despite higher arrivals, estimated average spend per visitor fell from USD 3,084 to USD 2,352. Average
length of stay among short-term visitors (1-29 days) edged down from 10.2 to 9.9 days, while spend per
visitor per day declined from USD 302 to USD 236. This largely reflects a shift toward lower-spending
visitor segments, with reductions in both prepaid expenditure (USD 2,613 to USD 2,087) and in-country
spend (USD 1,385 to USD 995) contributing to the lower average.

An estimated 65% of prepaid expenditure flows into PNG’s economy, based on benchmarks from other
Pacific Island countries with national carriers, though further research is recommended to refine this
estimate. All figures are reported in USD and PGK using average exchange rates for January-December
2025.



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 2025 period was similar, but not
exact, to the survey instrument used in the January to December 2024 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 December 2025 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 2025)

" 24,796 TOTAL EMAILS SENT
o

CONVERSION RATE

2? A ,82 7 RESPONSES ANALYSED

Note: 5,139 responses were received. After data cleaning, 4,827 responses remained.

RESPONDENTS REPRESENT

ﬁ 7,041 ADULTS m 456 critoren OF ALL v|7s:/g:s IN THIS

PERIOD

"Based on the Local Spend Question - "How many adults and children were included in your local expenditures?”. "24,796 represents the number of valid emails that successfully reached respondents from a total of 30,834 emails sent.

*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 2025.



PNG International Visitor Survey

Snapshot January - December 2025
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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 $2,087 per person per trip, this equates to $1.356.
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Source Markets: IVS Respondents vs. Actual Arrival

53% IVS

4,827
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’ 2% 2%
0.2% 0.4% —
Australia New Zealand North America Asia Europe + Pacific Israel Other long haul

Middle East

Note: The Middle East has been reclassified, with Israel reported separately to represent the Middle East, and all other Middle Eastern countries grouped with Europe (Europe + Middle East). Results are weighted by source market to correct for
under-and over-sampling. This change aligns IVS weighting with PNG’s Visitor Arrival System (VAS), which has fixed source-market categories. The adjustment is for weighting consistency only and is not geographically precise.
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Top Source Markets - Australia & New Zealand

Respondents sample is weighted

Northern
Territory
1%

Queensland

. 44
Western Australia

8%

South Australia

4% New South Wales
22%

Australian Capital

Victoria Territory
16% 4%

1
Tasmania
1%

New South Wales, Queensland and Victoria make up 86%
of all Australian respondents

N - - -
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Respondents sample is weighted
Northland, 2%
\
Auckland,43%
Bay of Plenty, 5%
Waikato, 8%
Taranaki, 2%
Hawkes Bay, 1%
Manawatli-Whanganui, 1%
Tasman, 1%
Nelson, 2% ’Wellington, 17%
West Coast, 1% Marlborough, 1%
Canterbury, 1%
Southland, 1% ’ Otago, 4%

N ————————— -

Auckland, Wellington, Canterbury and Waikato made up
78% of all New Zealand respondents

N ——————————— -



Top Source Markets - Asia

'Mongolia Share of Asian
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Respondents sample is unweighted
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1
i 81% of Asian respondents are from the Philippines, India,
: Indonesia, Japan, China, Singapore and Malaysia.
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247

Respondents sample is weighted

Total
American
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Respondents from 47 US states visited PNG. No respondents from Alaska, Maine, New Hampshire and

South Dakota participated in the survey, indicated by ‘nil’ percentages.

Top Source Markets - North America (USA & Canada)

Ontario, Alberta and British Columbia made up 82% of all
Canadian respondents
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Respondent Demographics
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Annual Household Income Avg. household PGK 327,520 - 409,396 i
income :

26% i

o . 16% ]

9% 1% 12% 13% 13% :

Under $20,000 $20,000-$39,999  $40,000-$59,999  $60,000-$79,999  $80,000-$99,999 $100,000-$149,999 $150,000 or more

T

Note: Percentages reflect the share of IVS respondents and are weighted. All dollar values are reported in USD. To encourage greater respondent participation, the question
was revised to closed answers, with a maximum option of USD $150,000 or more. The average exchange rate to PGK and USD for January to December 2025 was applied.



Respondent Demographics
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g ™ l
: Employment status i1 Education level
| i
1 I:
1 11
1
i i
i Employed full-time _ 70% i i PhD - 7%
i i
i Employed part-time . 9% i i Master’s degree 26%
i i
i Unemployed and looking for 1% i E . Postgraduate. _ 16%
' work x diploma/Graduate diploma
1 11
i Unemployed and not looking ‘ o i o
1 11
1 1
i Retired or receiving a pension I 8% i E Diploma - 10%
i i
! semi-retired [ 6% i Trade/Technical training [ 8%
| i
i : o ‘ o I High school graduate or - o
i Caregiver/Stay-at-home | 0.4% i i equivalent 7%
1 11
1 1
i Studying | 2% i i No formal education | 0.3%
1
i i
i Other I 4% i i Other I 2%
g '
' X
k / k ________________________________________________________________________

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

o T

Industry Occupation

Transportation/Logistics || GG 4%
Agriculture/Farming || GGG 3%
Construction || GGG 2%
Retail/Wholesale || INGTNEGIG 10%
Manufacturing || GGG 10%
Government/Public Sector || GGG 2%
Finance/Banking || G 5%
Real Estate || 6%
Information Technology/Tech || 6%
Education [ 4%
Healthcare [l 3%
Services (e.g., hospitality, customer...- 3%
Arts, Entertainment, and Recreation ] 1%

Other [l 2%

—--------------------------------—\

Note: Percentages reflect the share of IVS respondents and are weighted..

N ——————— -

4----------------N

4

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

Frequency of Travel for Leisure

More than 5 times a year [ 12%
4-5 times a year [N 13%
2-3times a year [ NG 42%
once a year |GGG 3%

Never [ 3%

-
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Purpose of Visit

Q What was the main purpose of your visit?

T T T T T EEE N T T T T T T T EE T EEE N
I Survey Categories ‘: I Merged Categories (to align with PNG Arrival POV Categories) ‘:
! o !
1 1
| Business 37% | | Business [ 7% |
1 || 1
| Holiday 20% X Hotictay | 2> i
1 || 1
1 || 1
| VPR 7 i ver I 7 a
1 || 1
I Employment 7% ;! i
i pioy ? i i Employment - 7% i
! Conference 6% Pl i
: o Mice [ % :
I Volunteering 3% i i
i P Education - 3% :
i Cultural Event 2% - o ’ !
] ' 1 Volunteering (incl. Medical H
i Sports Event 2% E i missions) . 3% i
1 1
1
i ocsa M 2% | sport [ 2% i
1 1
1 || 1
| Religious Event [ 1% - Church [} 1% i
1 || 1
1 . o 1 1
i Education 1% i i Other I1% i
i Transit = 1% i | i
i Share of Respondents : i Share of Respondents i
1 1 | 1
e e e e e O e e e e e e P, J

Note: Due to rounding, total may not sum to 100%

1. VFR stands for Visiting Friends and Relatives

2. To ensure alignment with PNG Arrival Purpose of Visit (POV) Categories: “OC&A” (“Ocean Cruise and Adventures™) is merged with “Holiday” | “Religious event” is reclassified as ‘Church’| ‘Medical’ is incorporated into Volunteering’ to capture
medical missions | “Cultural event”is merged with “Education”| “Transit” is merged with “Other”



Bigger Trip

Other Countries Visited On The Same Trip

Australia

Solomon Islands
Other Asia

Singapore

Philippines

Fiji

More than 15 Countries
Vanuatu

New Zealand
Indonesia

Japan

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

Note: Total valid responses for this question N=74]1.

47%

As part of a bigger trip, 47% of respondents also visited Australia,
with 64% visiting Singapore, Solomon Islands, Philippines, Fiji and
Vanuatu. 17% visited multiple countries in Asia with 9% having

visited more than 15 countries prior to visiting PNG.

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

Yes

Note: Total valid responses for this question N=4,739.



Previous Visits

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

41%

27%

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?

34%

%]
T
(]
ke
C
S 21%
(%]
i 18%
©
g 14% 14%
| .
| .
1-3 nights 4-7 nights 8-10 nights 11-14 nights 15 nights or more

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

47% Companions

22%

Share of Respondents

8%
’ 6% 6%
4% o
- _ [ ] | ] I
Solo Travel 1 5 6 7 8 9 Over 10

Note: The distribution shown includes solo travellers (O companions) to present the full range of travel party sizes. However, the summary statistics are calculated excluding solo travellers and relate only to respondents travelling with at least
one other person. Among group travellers, the median number of accompanying persons is 2, indicating the typical travel party size. The mean (3) is higher due to the influence of a small number of large travel groups and should not be

interpreted as the usual group size.



Travel Group Type

Q Who were your travelling companions?

42%
[%2]
IS
[
2
o 24%
o
3
04 19%
5 17%
o
(0]
c
wn
/7% 6%
Partner / spouse Family member(s) Friend(s) Work colleagues Tour group Organised group  Wedding party

(church, school,
sports, etc)

Note: Percentages reflect the share of IVS respondents and are weighted. Multiple responses may total over 100%. Organised group includes church, school, sports, etc.



Airlines Used for Travel

jS/ﬁrNhgﬁﬂ

hoanras N - e .

Q How did you travel to PNG?

65%

Alternative modes of travel )

£ phitippine Airtines . 7% | i
7k ! T !

\ﬂ‘\ : i

) PNG Al r I 3% i Cruise Ship Private charter plane Private boat |

0.2% 0.5% 0.4% |

T S
PEBAME | S -

CHINA SOUTHERN AIRLINES

. QATAR# .

. | AIRWAYS 2yl —— CATHAY PACIFIC .

a u S |- ra | | a 1% i Solomon Airlines |

| s ych !

———————————————————————————————————————————————— ‘ | 2 EId ‘O :
Other Commercial I 20 | IERI\LRJSH rnewzeaano Jetstart |

1
1
A|rI|nes ,: | /A 3 |
________________________________________________ ! bd 1
' UNITED AIRLINES AIRFRANCE #  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
Q Which region(s) did you visit?

MOMASE REGION

Saee o Top 13 Most Visited Provinces ---------

16« - g \

ISLANDS REGION National Capital District

o
~
X

Morobe 49%

Western Highlands 35%

New Ireland 33%

4
17 % < /
\ oy ,

-~ - East New Britain

29%

Eastern Highlands

27%

HIGHLANDS

p Madang 26%

West New Britain 20%

East Sepik 18%

Central Province - 14%

1
1
1
1
1
1
1
1
1
1
1
‘ 1 . . .
1 Autonomous Region of Bougainville . 10%
1
1
1
1
1
1
1
1
1
1

Southern Highlands - 10%

Enga - 9%

Share of Respondents

76% visited Southern Region, |
of which 63% visited NCD | - * \ ,/

SOUTHERN REGION
(EXCLUDING NCD)

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 e e e e e e

Note:Visitors can visit and stay in more than one region and province, so both diagrams use multiple response analysidiagharfirshows the share of all visitors who visited each region (totals exceed 100%). The second shows the distribigion of
across provinces within each region (e.g., among visitors to the Southern Region, 85% visited NCD). NCD = Natiorsiti@gpitat Dioresby); ARB = Autonomous Region of Bougainville.



Provinces Visited - Avg. Length of Stay

Q How many nights did you spend in each province?

{ I i
1 South H Highland |
1 1 1 1
| Southern H Highlands | ,
1 [ Enga Province 1
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! i | N N ! / ghlands Province
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1 . 1o Enga ¥ e H
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I 1 1 5 P
1 1 1 ]
: : 1 1 hights 11
] 1
1 1 1 1
1 ' 1 1 1
1 i 1 1 1
1 i 1 1 1
i ’ / H H
I Western Province I i i
I ! Y I |
LS L e | ¥ - :
o b8 b Nati Jital Distri I i !
o 5% ! nights | National Carpltal District i | ]
o { ¥ I : . — |
i POy g i b I E : ]
H i | 6 H . Central Province H I Southern Highlands - :P Eastern Highland !
1 i i f r ! 1 i imbu Province i
i | 67% ! nights | R U ey | ] i ' Province . - Province . i
| D49 0 L C b D DS L kb S ) e b S ) b :
: 1 ° | nights E : : i 1 7 i i 1 3 i i 1 7 i :
1 T 10% | nights | | 6% X nights | | 29% X nights | )
o e o e o o o o o o B e B B B B B B B B B B B B B B B B B B B B B B B B B B o R4 \\-_________________’____________________’__________________’_ __________ -
T T T T m e | (T T T T T T T T T T T T mm e mm e |
1 - . 1 B . .
: Overall Avg. Length of Stay for Southern Region = 6 nights | : Overall Avg. Length of Stay for Highlands Region = 7 nights |
1 1

Note: Multiple responses, therefore total does not add up to 18&ys of 30 nights or more were excluded to focus on-hart visits. A 2Gight threshold was set to include faflonth stayseven 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
1 1 1 1
1 1 1 1
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: West Sepik : : :
: Province : : New Ireland Province :
| T E— y I S — R — N |
! PSS | o b AN i :
: : | i East Sepik Province : I ; I i '
1 L 7% I I mmmmmmmmeee [mmmm—————— N 1y i ! : I
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1 1
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: ____________ R — N : : Bouganville :
[ - R (R R S et N bttt [mmmm——————— N
1 i 1 | 1 1 i 1
1 1 H 1 1
26% ! boa ) = ! ' L
i \_______f___,_' ____________ ! i H Manus i 10% ! | i
N 7 [ rm----mmmm- . (SR St / !
. e 7 WS R |
: P gy | v |
1 a 1 1 % 1
] L i DT nights Buka Island i
: : : aTown :
i ! tast New Britain !
: Morobe Province : I . Bougainville !
: A | 3 : 1 : Island H
1 ‘§ 1 ! 1 H
i ! : Pl West New Britain i
1 i H [ ,, ! 1
1 i % | 1 ’ - .
; Ik__f_?f.--_' ____________ i Morobe I West New Britain East New Britain Autonomous Region of i
] : ! JE— IR . v [rmmmmm————- N Bouganville H
: SN | 2= = =
H ] i | : i I i 1
] tl | 20% : L 27% | ! i
1 H L !
S 50 NS -
Overall Avg. Length of Stay for Momase Region = 6 nights Overall Avg. Length of Stay for Islands Region = 7 nights

Note: Due to multiple responses, the total does not add up to 186#¢s of 30 nights or more were excluded to focus on-$dart visits. A 2ight threshold was set to include faflonth stayseven in February.



Type of Accommodation Stayed

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

Private Home _ 17%
Lodges - 8% T

:' Liveaboard/ Ship-Based Stay 42% |
Guest houses/B&B - 7%
. . i Company/ Corporate Accommodation 25% |
Village/Traditional homestay - 7% ! :
; :
Self-Catering / rented accommodation - 6% I Mining Site 23%
Trekkers Campsites . 4% Lo !
K ' Community/ Volunteer Housing 10% !
Backpackers/ budget / hostels I 1% B

"""""""""""""""""""" ' 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, that are mostly sponsored by third party.
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 3.9 4.2

Self-Catering / rented accommodation

Lodges

Backpackers/ budget / hostels

Guest houses/B&B 41 3.8 3.9 3.8
Village/Traditional homestay 4.3 4.0 4.3 3.7
Trekkers Campsites 4.4 4] 4.4 3.9

Scale: 1=Very Dissatisfied to 5=Very Satisfied

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

Did not do l 3%

While in PNG

,
4-6 months 13% B 0% %’P
7-9 months .6% IS% I 5% l >% %
@
10-12 months . 8% I 3% I3% .7%
More than one year .9% I 1% I 2% I 5%

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 4. D o
Friends/family =~ 4.3 R 1%
Previous visits 3.9 D 2s%
Other 4.0 I 17
Internet search (e.g. Google) 4.0 - A

Social media (Facebook, Twitter etc.) 3.7 B %
Travel agent/agency brochures 4.0 - 6%
The official Papua New Guinea travel website 4.0 B
General travel websites (e.g. TripAdvisor) 3.6 | P
Travel books (e.g. Lonely Planet) 3.7 - 4%
Television or radio programmes 3.2 - 3%
Magazine and newspaper articles 3.4 - 3%

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: 3=Some influence to 5=very influential

Q How influential were the following factors?

Wellness and relaxation [N 42
History (including war history) NN 222
Fishing [IIINEEGEG—— £ .2
Sightseeing NN £ 2
Beaches (swimming, snorkelling) | IGIIIIIIBzEGEGB 4.0

Note:



