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Executive Summary

× 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 ς99 ,999 .

× 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  II 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 .

× 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 .

× 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 .



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  

tbDΩǎ 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  ŎƻǳƴǘǊȅΩǎ 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  (1ς29  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  tbDΩǎ 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 ςDecember  

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 (J anuary ς December 2025 )

24,796 TOTAL EMAILS SENT *

4,827 RESPONSES ANALYSED

RESPONDENTS REPRESENT **

CONVERSION RATE

19% 

7,041 456ADULTS CHILDREN
OF ALL VISITORS IN THIS 

PERIOD

7%+ 

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

**Based on the Local Spend Question ς "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.

+/ŀƭŎǳƭŀǘŜŘ ōȅ ŘƛǾƛŘƛƴƎ ǘƘŜ ǘƻǘŀƭ ƴǳƳōŜǊ ƻŦ ΨǿŜƛƎƘǘŜŘΩ ǇŜƻǇƭŜ ǊŜǇƻǊǘŜŘ ƛƴ ǘƘŜ [ƻŎŀƭ {ǇŜƴŘ vǳŜǎǘƛƻƴ ōȅ ǘƘŜ ǘƻǘŀƭ ŀŎǘǳŀƭ ŀǊǊƛǾŀƭs to PNG from January to December 2025.



PNG International Visitor Survey
Snapshot January ς December 2025

41%
1st time visitor

USD 80k ς 99k
Avg. Household Income

47%
Solo traveller

40 %
Australia

38 %
Asia

5%
Europe

6%
North 

America

5%
Pacific

Purpose of visit

Local and friendly 
people41%

Rubbish 
and Safety 
& security

Airlines, Airports 
& Safety and 
security

49 %
40 - 59 years old

Male Female

67 % 33%

Economic impact

Most appealing Least appealing Improvement

USD 1,356
Avg. prepaid spend 
per person per trip10 nights

Average length of stay

USD 995
Avg. local spend 
per person per trip

Regions visitedCountry of residence

49 % 52%

HIGHLANDS

ISLANDS REGION

MOMASE

SOUTHERN REGION
(EXCLUDING NCD)

PORT 
MORESBY

37%
Business

22%
Holiday

17%
VFR

3%
Volunteer

21%
Other

USD 2,352
Total Expenditure
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,,087 per person per trip, this equates to $1,356.

88 %
Visitors are willing to
recommend.

92 %
Visitors are willing to
return.

4 /5

Overall,  visitors  are  

satisfied .

44 %
Swimming

Most Participated Activities

48 %
Local crafts

54 %
Local markets

51%
Sightseeing

67%
Visiting beach

52%
Local produce



Report Structure

Visitor Profile Visitor  
Characteristics  
& Preferences

Information &  
Decision Making

Visitor Spending  
& Impact

Visitor  
Satisfaction



40%

3%

6%

38%

5% 5%

0.2%
2%

53%

5%

8%

14%

9% 9%

0.4%
2%

Australia New Zealand North America Asia Europe +
Middle East

Pacific Israel Other long haul
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a
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n
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n
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Note: The Middle East has been reclassified, with Israel reported separately to represent the Middle East, and all other Middle Eas ter n countries grouped with Europe (Europe + Middle East). Results are weighted by source market to correct for 
under - and over -ǎŀƳǇƭƛƴƎΦ ¢Ƙƛǎ ŎƘŀƴƎŜ ŀƭƛƎƴǎ L±{ ǿŜƛƎƘǘƛƴƎ ǿƛǘƘ tbDΩǎ ±ƛǎƛǘƻǊ !ǊǊƛǾŀƭ {ȅǎǘŜƳ ό±!{ύΣ ǿƘƛŎƘ Ƙŀǎ ŦƛȄŜŘ ǎƻǳǊŎŜ-marke t categories. The adjustment is for weighting consistency only and is not geographically precise.

Source Markets: IVS Respondents vs. Actual Arrival

IVS

4,827103,881

Actual

arrivals respondents



Total

Australian  
respondents

1,925

Waikat o, 8%

Aucklan d,43 %

Wellington, 17%

Canterbury, 11%

Bay of Plenty, 5%

Otago, 4 %

Taranaki, 2%

aŀƴŀǿŀǘǹ-Whanganui, 1%

Northland, 2%

Hawkes Bay, 1%

Marlborough, 1%

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

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

Top Source Markets ς Australia & New Zealand

Western Australia
8% 

South Australia
4 % New South Wales

22 %

Queensland
44 %

Northern 
Territory 

1%

Victoria
16%

Tasmania
1%

Australian Capital 
Territory

4 %

Total

New Zealand  
respondents

168
Respondents sample is weighted Respondents sample is weighted

Southland, 1%

West Coast, 1%

Nelson, 2%

Tasman, 1%



Laos

0.4%

81% of Asian respondents are from the Philippines, India, 
Indonesia, Japan, China, Singapore and Malaysia.

Top Source Markets ς Asia

Hong Kong

3%

Brunei Darussalam

0.2%

Philippines, 24%

Taiwan

1%

Indonesia, 10%

Singapore

9%

Malaysia, 8%

Japan, 10%South Korea

3%

Sri Lanka

2%

India, 10%

Pakistan

0.2% Nepal

1%

Bangladesh

1%
Myanmar

0.2%

Thailand

5%
Cambodia

1%

Vietnam

1%

China, 9%

20% and above

7% to 15%

0 to 6%

Share of Asian

Respondents

Total

Asian

 respondents

1,839

Respondents sample is unweighted

Macau

nil

Timor Leste

0.3%

Mongolia

1%

Bhutan

0.2%

Afghanistan

0.2%

Kyrgyzstan

0.2%



Washington

6%

Massachusetts, 2%

Utah

2%

Idaho

1%

Colorado

8%

Texas

6%

Oregon 2%

Nevada  1%

New Mexico

1%

Arizona

3%

Pennsylvania

1%

Montana

2%

Wisconsin

2%

New Jersey , 2%

Maryland, 2%

Arkansas

1%

Minnesota

1%
New Hamsphire , nil

Oklahoma

1%

Hawaii, 3%

Respondents from 47 US states visited PNG. No respondents from Alaska, Maine, New Hampshire and 
{ƻǳǘƘ 5ŀƪƻǘŀ ǇŀǊǘƛŎƛǇŀǘŜŘ  ƛƴ ǘƘŜ ǎǳǊǾŜȅΣ ƛƴŘƛŎŀǘŜŘ ōȅ ΨƴƛƭΩ ǇŜǊŎŜƴǘŀƎŜǎΦ

Ontario, Alberta and British Columbia made up 82% of all 
Canadian respondents

Top Source Markets ς North America (USA & Canada)

Total

American  
respondents

247
Total

Canadian  
respondents

50

British Columbia
22%

Alberta
20%

Saskatchewan
4%

Manitoba
4%

Ontario
40%

Nova Scotia
4%

Alaska, nil

Rhode Island, 1%

West Virginia, 1%

Wyoming

1%

Vermont

1%

Missouri

1%

South Carolina, 2%

North Dakota

1%

District of Columbia, 1%

Maine, nil

Respondents sample is weighted Respondents sample is weighted

South Dakota

nil

Nebraska

1%

Kansas

1%

Iowa

1%
Connecticut, 1%

Delaware, 1%

Louisiana, 1%

Quebec
4%

Newfoundland 
and Labrador

4%



9% 11% 12% 13% 13%
16%

26%

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

Avg. age group

50 -59 years

Age Gender

Respondent Demographics

7%

17%

23%

27%

19%

7%

18-29 30-39 40-49 50-59 60-69 70+

32%

67%

Female
Male

Annual Household Income Avg. household 

income

PGK 327,520 ς 409,396

USD 80,000 ς 99,999



Education level

Respondent Demographics

Employment status

2%

0.3%

7%

8%

10%

23%

16%

26%

7%

Other

No formal education

High school graduate or
equivalent

Trade/Technical training

Diploma

Undergraduate degree

Postgraduate
diploma/Graduate diploma

aŀǎǘŜǊΩǎ ŘŜƎǊŜŜ

PhD70%

9%

1%

1%

8%

6%

0.4%

2%

4%

Employed full-time

Employed part-time

Unemployed and looking for
work

Unemployed and not looking
for work

Retired or receiving a pension

Semi-retired

Caregiver/Stay-at-home

Studying

Other



Respondent Demographics

Industry Occupation

14%

13%

12%

10%

10%

9%

8%

6%

6%

4%

3%

3%

1%

2%

Transportation/Logistics

Agriculture/Farming

Construction

Retail/Wholesale

Manufacturing

Government/Public Sector

Finance/Banking

Real Estate

Information Technology/Tech

Education

Healthcare

{ŜǊǾƛŎŜǎ όŜΦƎΦΣ ƘƻǎǇƛǘŀƭƛǘȅΣ ŎǳǎǘƻƳŜǊΧ

Arts, Entertainment, and Recreation

Other

Number of Household Occupants

13%

26%

17%

22%

13%

8%

Only 1 person

2

3

4

5

More than 6

Frequency of Travel for Leisure

3%

31%

42%

13%

12%

Never

Once a year

2-3 times a year

4-5 times a year

More than 5 times a year



Report Structure

Visitor Profile Visitor  
Characteristics  
& Preferences

Information &  
Decision Making

Visitor Spending  
& Impact

Visitor  
Satisfaction



1%

1%

1%

2%

2%

2%

3%

6%

7%

17%

20%

37%

Transit

Education

Religious Event

OC&A

Sports Event

Cultural Event

Volunteering

Conference

Employment

VFR

Holiday

Business

Share of Respondents

1%

1%

2%

3%

3%

6%

7%

17%

22%

37%

Other

Church

Sport

Volunteering (incl. Medical
missions)

Education

MICE

Employment

VFR

Holiday

Business

Share of Respondents

Purpose of Visi t

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

1.  VFR stands for Visiting Friends and Relatives

нΦ ¢ƻ ŜƴǎǳǊŜ ŀƭƛƎƴƳŜƴǘ ǿƛǘƘ tbD !ǊǊƛǾŀƭ tǳǊǇƻǎŜ ƻŦ ±ƛǎƛǘ όth±ύ /ŀǘŜƎƻǊƛŜǎΥ άh/ϧ!έ όάhŎŜŀƴ /ǊǳƛǎŜ ŀƴŘ !ŘǾŜƴǘǳǊŜǎέύ ƛǎ ƳŜǊƎŜŘ ǿith  άIƻƭƛŘŀȅέ μ άwŜƭƛƎƛƻǳǎ ŜǾŜƴǘέ ƛǎ ǊŜŎƭŀǎǎƛŦƛŜŘ ŀǎ Ψ/ƘǳǊŎƘΩ μ ΩaŜŘƛŎŀƭΩ ƛǎ ƛƴŎƻǊǇƻǊŀǘŜŘ ƛƴǘƻ Ψ±ƻƭǳƴǘŜŜǊƛƴƎΩ ǘƻ ŎŀǇǘǳǊŜ 

ƳŜŘƛŎŀƭ Ƴƛǎǎƛƻƴǎ μ ά/ǳƭǘǳǊŀƭ ŜǾŜƴǘέ ƛǎ ƳŜǊƎŜŘ ǿƛǘƘ ά9ŘǳŎŀǘƛƻƴέ μ ά¢Ǌŀƴǎƛǘέ ƛǎ ƳŜǊƎŜŘ ǿƛǘƘ άhǘƘŜǊέ

Q What was the main purpose of your visit?

Merged Categories (to align with PNG Arrival POV Categories)Survey Categories



85 %

Yes

No

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

Other Countries Visited On The Same Trip

15%

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

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. 

2%

5%

7%

8%

9%

11%

12%

13%

17%

20%

47%

Japan

Indonesia

New Zealand

Vanuatu

More than 15 Countries

Fiji

Philippines

Singapore

Other Asia

Solomon Islands

Australia

Share of Respondents

Note:  Total  valid  responses  for  this  question  N=741 .



Previous Visits

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

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

41%

22%

10%

27%

First Time 1-2 Times 3-4 Times 5 Times or More

S
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14%

34%

18%

14%

21%

1-3 nights  4-7 nights 8-10 nights 11-14 nights 15 nights or more

S
h

a
re
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f 
R

e
s
p

o
n

d
e

n
ts

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 stay s, even in February.

Length of Stay (nights)
Q How many nights did you spend in PNG?

Avg. Length of Stay

10 nights



47%

22%

8%
6%

4%
2% 2% 1% 1% 1%

6%

Solo Travel 1 2 3 4 5 6 7 8 9 Over 10

S
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a
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Note : The distribution shown includes solo travellers  (0 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 Size
Q How many people accompanied you on this trip?

Median # of Travel Companions

2

Avg. Travel 
Companions 3

Median Travel 
Companions

2



Travel Group Type
Q Who were your travelling companions?

24%

17%
19%

42%

7% 6%

0.3%

Partner / spouse Family member(s) Friend(s) Work colleagues Tour group Organised group
(church, school,

sports, etc)

Wedding party

S
h

a
re

 o
f 
R

e
sp

o
n

d
e

n
ts



2%

1%

2%

3%

7%

40%

65%

Other  Commercial 
Airlines

Note: 

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

нΦ άhǘƘŜǊέ ƳƻŘŜǎ ƻŦ ǘǊŀǾŜƭ ƛƴŎƭǳŘŜ aƛƭƛǘŀǊȅ Defence  Aircraft, Medical Ship etc. 

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

Alternative modes of travel

Cruise Ship

0.2 %

Private charter plane

0.5 %

Private boat

0.4 %



Note: Visitors can visit and stay in more than one region and province, so both diagrams use multiple response analysis. The first diagram shows the share of all visitors who visited each region (totals exceed 100%). The second shows the distribution of visits 
across provinces within each region (e.g., among visitors to the Southern Region, 85% visited NCD). NCD = National Capital District (Port Moresby); ARB = Autonomous Region of Bougainville.

HIGHLANDS

ISLANDS REGION

MOMASE REGION

SOUTHERN REGION 
(EXCLUDING  NCD)

NCD

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

16%

20 %

19%

55 %

9%

10%

10%

14%

18%

20%

26%

27%

29%

33%

35%

49%

67%

Enga

Southern Highlands

Autonomous Region of Bougainville

Central Province

East Sepik

West New Britain

Madang

East New Britain

Eastern Highlands

New Ireland

Western Highlands

Morobe

National Capital District

Share of Respondents

Top 13 Most Visited Provinces

17%

76% visited Southern Region, 
of which 63% visited NCD



N = 3,928 Respondents

Southern

Overall Avg. Length of Stay for Southern Region = 6 nights 

Provinces Visited -  Avg. Length of Stay

N = 974 Respondents

Highlands

Q How many nights did you spend in each province?

5 

nights6 %

Northern Province

7

nights5%

Milne Bay Province

6 

nights14%

Central Province

10

nights9 %

Enga Province

5 

nights35 %

Western Highlands Province

5 

nights6 %

Jiwaka

7 

nights29 %

Eastern Highlands 
Province

3

nights6 %

Simbu  Province

7 

nights10%

Southern Highlands 
Province

9 

nights5%

Hela Province

7 

nights2%

Gulf Province

6 

nights67 %

National Capital District
8 

nights5%

Western Province

Overall Avg. Length of Stay for Highlands Region = 7 nights 

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.
 



N = 830  Respondents

Momase

New South Wales, Queensland and Victoria make up 82% 
of all Australian visitor arrivals 

Provinces Visited -  Avg. Length of Stay

N = 1,111 Respondents

Islands

Q How many nights did you spend in each province?

6 

nights7%

West Sepik 

Province

5

nights18%

East Sepik Province

5

nights26 %

Madang Province

6

nights49 %

Morobe  Province

10

nights33 %

New Ireland Province

6

nights27 %

East New Britain

7

nights20 %

West New Britain

5

nights9 %

Manus
6

nights10%

Autonomous Region of 
Bouganville

Overall Avg. Length of Stay for Islands Region = 7 nights Overall Avg. Length of Stay for Momase  Region = 6 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.
 



13%

1%

4%

6%

7%

7%

8%

17%

71%

Other

Backpackers/ budget / hostels

Trekkers Campsites

Self-Catering / rented accommodation

Village/Traditional homestay

Guest houses/B&B

Lodges

Private Home

Hotel / resort

Share of Respondents

10%

23%

25%

42%

Community/ Volunteer Housing

Mining Site

Company/ Corporate Accommodation

Liveaboard/ Ship-Based Stay

Note: ¢ƻǘŀƭǎ Ƴŀȅ ƴƻǘ ŀŘŘ ǳǇ ǘƻ млл҈ ŘǳŜ ǘƻ ƳǳƭǘƛǇƭŜ ǊŜǎǇƻƴǎŜǎΦ wŜǎǇƻƴŘŜƴǘǎ ƴƻǘŜŘ ƛƴ ΨhǘƘŜǊǎΩ ƴƻƴ-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.

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



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

Scale: 1=Very Dissatisfied to 5=Very Satisfied

4.3

4.1

3.9

3.6

4.1

4.3

4.4

4.2

4.0

3.7

3.5

3.8

4.0

4.1

3.9

3.8

3.6

3.3

3.9

4.3

4.4

4.2

3.9

3.7

3.4

3.8

3.7

3.9

Hotel / resort

Self-Catering / rented accommodation

Lodges

Backpackers/ budget / hostels

Guest houses/B&B

Village/Traditional homestay

Trekkers Campsites



Report Structure

Visitor Profile Visitor  
Characteristics  
& Preferences

Information &  
Decision Making

Visitor Spending  
& Impact

Visitor  
Satisfaction



8%

8%

6%

17%

34%

23%

1%

3%

1%

3%

4%

12%

35%

38%

1%

5%

2%

2%

3%

8%

27%

37%

4%

16%

1%

2%

3%

8%

20%

24%

4%

37%

2%

3%

2%

5%

9%

12%

12%

55%

More than one year

10-12 months

7-9 months

4-6 months

1-3 months

Less than 1 month

While in PNG

Did not do

S
h

a
re

 o
f 
R

e
sp

o
n

d
e

n
ts

Note: The "Did not do" category was overwhelmingly predominant, making other categories appear relatively small. To clarify, freque ncy  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 pr opo rtions of the other categories.

Trip Planning and Booking Window
Q When did you start planning and making the below arrangements for 

your trip to PNG?

Decided to visit 
PNG for this trip  

Made International 
airline reservations

Booked 
accommodations

Made domestic 
(within PNG) airline 

reservations

Booked recreation, 
tours and activities

9%

8%

6%

17%

35%

24%

1%

1%

3%

5%

13%

37%

40%

1%

2%

3%

4%

10%

32%

44%

5%

2%

3%

5%

13%

32%

38%

7%

5%

7%

5%

10%

20%

27%

27%

More than one year

10-12 months

7-9 months

4-6 months

1-3 months

Less than 1 month

While in PNG

S
h

a
re

 o
f R

e
s
p

o
n

d
e

n
ts



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

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

Importance Source

Source of Information

4.1

4.3

3.9

4.0

4.0

3.7

4.0

4.0

3.6

3.7

3.2

3.4

32%

31%

28%

17%

15%

7%

6%

5%

4%

4%

3%

3%

Business/volunteer organisation

Friends/family

Previous visits

Other

Internet search (e.g. Google)

Social media (Facebook, Twitter etc.)

Travel agent/agency brochures

The official Papua New Guinea travel website

General travel websites (e.g. TripAdvisor)

Travel books (e.g. Lonely Planet)

Television or radio programmes

Magazine and newspaper articles

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 d iff erences. Rounding could obscure important variations.



Q How influential were the following factors ?
Influential Factors in Choosing PNG
Scale: 3=Some influence to 5=very influential

4.0

4.2

4.2

4.2

4.2

4.2

4.3

4.3

4.3

4.3

4.4

4.4

4.5

4.5

4.5

4.5

4.6

4.7

Beaches (swimming, snorkelling)

Sightseeing

Fishing

History (including war history)

Wellness and relaxation

Other Adventure experiences (including Sepik River Safari Tour)

Food/culinary tourism

Nature attractions/ecotourism/photography (including fishing)

Culture (including festival or event)

Bird watching

Scuba diving

Cruise

Sports including training and sporting events

Attending a wedding/honeymoon

Trekking (including Kokoda Trail)

Surfing

Business/conference

Friends and Family in Papua New Guinea

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


