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Auckland Domestic Visitor Insights

KEY FINDINGS

DOMESTIC VISITATION & SPEND

There were 5.61m overnight visits by domestic visitors
in Auckland in the year to January 2020, up 0.3% on
the previous year.

Visiting friends and relatives (VFR) was the main
reason for domestic visitation to Auckland, with
2.90m overnight visits recorded for the year to
January 2020 (up 2.1% on the last 12 months).

Overnight visits for domestic visitors visiting Auckland
for holiday purposes were also high (1.14m overnight
visits) but were down 0.4% on the previous year.

The highest visitation of all regions was from Waikato
visitors with 945.5k overnight visits (up 0.8% on last
year). Visits from Wellington (+7.7%) and Canterbury
(+9.2%) were up for the year to January 2020
compared to last year.

For the year ending January 2020, domestic spend
was $4.05b and had increased by 2.0% for the year.

Domestic spend was $325m for the month, down
0.1% on January 2019.

aucklandnz.com

DOMESTIC VISITOR BEHAVIOUR

Of the domestic visitors to Auckland visiting friends
and relatives for year end December 2019, the
majority (71%) visited Auckland only on their trip.

For the year ending December 2019, three quarters
of domestic visitors to Auckland (75%) used a private
or rented vehicle to get around, while 18% used
public transport such as the bus or train.

The ease of parking (5.3) and ease of driving around
(6.8) in Auckland were rated the lowest by domestic
visitors, who predominantly drive around the
Auckland region (75%).

The majority of domestic visitors (78%) visited
Central Auckland and rated the attractions and
activities 8.2 out of 10. In comparison to the
international market, domestic visitors visited the
Auckland Zoo, Sky City Casino, Kelly Tarlton’s and K’
Road in Central Auckland.

For year end December 2019, domestic visitors rated
their overall experience in Auckland 7.2 out of 10
and recorded a Net Promoter Score (NPS) of +1.
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ACCOMMODATION

For the year ending September 2019, domestic
guest nights in commercial accommodation were up
4.9% (4.03m).

On average, domestic visitors stayed in Auckland for
1.97 nights for the year ending January 2020 (up
0.6% on the previous year).

For year end December 2019, the region with the
highest average length of stay was Central Auckland,
with an average of 2.1 nights.

Other types of accommodation such as private
homes and Airbnb, etc. are very popular amongst
domestic visitors to Auckland, particularly those
staying in North, East, South and West Auckland.

Overall, domestic visitors were most satisfied with
the quality of their accommodation rating it 7.8 out of
10. Followed by the value of their accommodation
and level of customer service (7.7/10). These ratings
are similar to international visitor ratings.
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5_61m overn ight ViSits Domestic overnight visits in Auckland, reason for visit YE %

change
6m

from domestic visitors — ——
In the year to January "

2020, up 0.3% "

3m

= The year to January 2020 saw a substantial 5.61m
overnight visits from domestic visitors, an increase of 0.3%
on the previous year. 2m

* Visiting friends and relatives (VFR) was the main reason for
domestic visitation to Auckland, with 2.90m overnight visits im -12.9%

recorded for the year to January 2020 (up 2.1% on the

previous 12 months). om 10.1%
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holiday purposes were also high (1.14m overnight visits)
but were down 0.4% on the previous January.

= Business =———=Holiday Other e=——Total =—VFR
Visitor arrivals vs. previous year / YE
aucklandnz.com YE January 2020 5,611,470 0.3%

Source: AA Traveller Monitor
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Canterbury visitors to
Auckland were up 9.2%
In the year to January
2020

= For the year ending January 2020, the highest visitation of
all regions to Auckland was from Waikato-based visitors
with 945.5k overnight visits (up 0.8% on the previous
year).

= Visits from Wellington (562.3k visits up 7.7%) and
Canterbury (288.9k visits up 9.2%) were up for the year to
January 2020 compared to last year.

= QOvernight visits from Bay of Plenty (682.6k down 1.2%),
and Northland (585.1k down 5.1%) were down in the year
to January 2020.

aucklandnz.com

Source: AA Traveller Monitor
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Domestic overnight visits in Auckland, by visitor origin —
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Bay of Plenty Canterbury e=Northland = Waikato Wellington
vs. vs. Bay of VvS. Vvs. Vvs.
Waikato previous Northland previous Ple);t previous Wellington previous Canterbury previous
year year y year year year

YE January 2020 945,488 0.8% 585,051 -5.1% 682568 -1.2% 562,317 7.7% 288,945 9.2%
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7.56m commercial
guest nights in
Auckland for YE
September 2019

There were 7.56m guest nights in commercial
accommodation in Auckland in the year to September
2018, up 2.9% on the previous year.

= For the year ending September 2019, domestic guest
nights were up 4.9% (4.03m). For the month of
September, domestic guest nights (367k) were up
13.6% compared to the previous year.

= |n the year to September 2019, international guest
nights (3.53m) were up 0.8% on the previous year and
down 3.8% (252k) on the previous September.

= For NZ overall, domestic guest nights were up (4.0%)
while international guest nights were down (2.4%) on
2018.

= Please note: This is the latest available guest night data

until the new CAM will be available.
aucklandnz.com

Source: Statistics NZ Accommodation Survey

*CAM data is only available after a two-month lag.
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Domestic vs. International guest nights

Auckland

Guest nights
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On average, domestic
visitors stayed 1.97
nights in Auckland for
the year ending January

2020 ;
E 1.98

o

Q@
S . & 1.96

= On average, domestic visitors stayed in Auckland for 1.97 ©

nights for the year ending January 2020 (up 0.6% on the <°>E’
previous year). 1.94

= There has been a slight downward trend in the average
length of stay for domestic visitors to Auckland over the 1.92
last 24 months.

1.90

1.88
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aucklandnz.com

Source: AA Traveller Monitor
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Nights in region -
Domestic visitors
on holiday 2 1

= For year end December 2019, the region
with the highest average length of stay of

domestic visitors was Central Auckland, with
an average of 2.1 nights. Central

Sequentially, domestic visitors stayed 0.7
nights in North Auckland, followed by 0.6
nights in Hauraki Gulf and Islands, 0.5
nights in South Auckland, 0.4 nights in East
Auckland and 0.2 nights in West Auckland. O z 5 O > 6

Please note, this contrasts to other datasets
due to differing methodologies.

Hauraki Gulf & Islands

Source: Auckland Visitor Survey (AVS) Nb. All average night calculations exclude those who did not stay overnight in the Auckland region (e.g. cruise passengers).



Auckland gi{g
Tourism, Events and ==

Accommodation Type & Satisfaction s-tezeemen A
Domestic holiday visitors

In the year to December 2019, over two thirds Main type of accommodation used (by region)
68%) of domestic visitors on holiday in
uckland stayed in commercial

Commercial

accommodation in Central Auckland, while a PRsssniorenl Oohar
third (32%) stayed in other types of

accommodation such as private homes and
Airbnb, etc.* Central
0/0 °/o How satisfied are you

Similarly, of the domestic holiday visitors that with these aspects of

visited the Hauraki Gulf and lIslands, the your accommodation
majority (62%) stayed in commercial 48 52 in the Auckland region: =
% %

accommodation in comparison to other
accommodation (38%). =

your accommaodation

Over half of domestic visitors on holiday :

stayed in commercial accommodation in - - F Q0RpY Pl DS 1D ageomer
Central (68%), Hauraki Gulf & Islands (62%), /o o @RNOIONREE ! Serice

South (58%), West (58%) and East (53%)

Auckland. 7 8 7 7
Other types of accommodation were popular 5 8 % 4 2 % . -

for domestic visitors in North (52%), East
(47%), West (42%) and South (42%) Auckland.

Overall, domestic visitors were most satisfied 5 8 o 4 2 %%
with the quality of their accommodation rating o o 0 = Not at all satisfied & 10 = Extremely satisfied
it 7.8 out of 10. Domestic visitors rated the

value of their accommodation and level of Hauraki Gulf &
customer service 7.7 out of 10. These ratings o land o
are similar to international visitor ratings. /o et /o

Source: Auckland Visitor Survey (AVS) * Please note: A detailed breakdown of the included accommodation categories is available.
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Tourism spend in

the year to January
2020 was $8.92b,
up 5.6%

Year end tourism expenditure in Auckland

. $400
S
&
©
=
(]
) ) 2 $300
] In the year to January 2020, total tourism spend in >
Auckland was $8.92b, up 5.6% on January 2019. %
o
= $200
] International spend was $4.88b, up 8.9% for the
year.
] Domestic spend was $4.05b and had increased by $100
2.0%.
] The month of January saw increase in international $0
spend (up 9.3%) while domestic spend (down 0.1%) S oSS SSSSSS5283%3333%83383¥I8TI3I2332333833233K
decreased. R e T - Y T S I~ W S S S U I - I - - I SOy
2283528328882 <283528028822283°285288
=Domestic =——I|nternational
aucklandnz.com

Source: MBIE MRTEs. Please note MRTEs are provisional until the TSA for the April year are published and are frequently revised - always use the most recent data available.
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The month of January 2020
saw $532m international
tourism spend, up 9.3%

. International spend in January 2020 increased by 9.3%
(to $532m) compared with the same month in 2019.

. Domestic spend was $325m for the month, down 0.1%
on January 2019.

= Overall, this resulted in a 5.5% increase in total tourism

spend ($857m) in Auckland for January 2020 compared
with the previous year.

aucklandnz.com
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Monthly % Change in tourism expenditure in Auckland

9.3%

Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan
-0.1%

Domestic International

Source: MBIE MRTEs. Please note MRTEs are provisional until the TSA for the March year are published and are frequently revised - always use the most recent data available.
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Domestic tourism spend

by product for January

2020

Spend ($m) % change
Accommodation services 154 -4.1%
Cultgral, recreation, and gambling 9.2 A.7%
services
Food and beverage serving services 34.2 2.3%
Other passenger transport 73.9 9.7%
Other tourism products 53.9 13.5%
Retail sales - alcohol, food, and 293 4.9%
beverages
Retail sa.les - fuel and other 19.2 9.4%
automotive products
Retail sales - other 127.5 -0.2%
Total 325.2 -0.1%

aucklandnz.com
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Domestic monthly tourism expenditure in Auckland, by product

400

350

100 N\ A/\/\, /\

50

= Accommodation services
== F00d and beverage serving services
Other tourism products
=== Retail sales - fuel and other automotive products
= Grand Total

= Cultural, recreation, and gambling services
Other passenger transport

- Retail sales - alcohol, food, and beverages

= Retail sales - other

Source: MBIE MRTEs. Please note MRTEs are provisional until the TSA for the March year are published and are frequently revised - always use the most recent data available.
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Auckland Visitor Survey - Travel Behaviour Data
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Travel behaviour
Domestic visitors Northiand 12 o
VFR Other

regions Auckland /1 .,
visited on (only)

latest trip to

Auckland

= The majority of domestic visitors to Auckland
visit friends and relatives (VFR).

No. of stays in
Auckland on trip
Of the domestic visitors to Auckland visiting 0 (Day trip)

friends and relatives for year end December
2019, the majority (71%) visited Auckland 1

only on their trip. Waikato & 16 o

L 2 Hamilton
A small number of domestic visitors on

holiday (12%) visited Northland, while 16%
visited Waikato/Hamilton during the same
trip. Only 8% of domestic visitors went to
other New Zealand regions.

Forty percent of domestic visitors visiting
friends and relatives stayed in Auckland only Oth.er NZ 8 %
on their trip, while sixty percent of domestic region(s)
visitors visited Auckland two or more times

on their trip.

Source: Auckland Visitor Survey (AVS)
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Transport -
Domestic visitors ,
Transport used in Q@ 1 8 % o 7 5 %

the Auckland
For the year ending December 2019, three region
quarters of domestic visitors to Auckland
(75%) used a private or rented vehicle to get

Public bus or train Vehicle (private or rented)

around, while 18% used public transport
such as the bus or train. How Stsiad are you

. .. . L . with these aspects of
Domestic visitors were most satisfied with LR
the ease of walking around Auckland rating Aucklandregion: 7 . 2* 6-37 s 0 5 - Sﬁ @5 = 3
it 7.2 out of 10, followed by the Auckland
Ease of | Ease of Ease of | Ease

Ai rp_o rt passenger terminal (7-1) and ease of Walking around | Cycling around driving around | of parking
CyC“ng around (70) 0 = Not at all satisfied

&
The ease of parking (5.3) and ease of 10 = Extremely satisfied 6 8 7 1 6 7
driving around (6.8) in Auckland were rated . ® Ll .
the lowest by domestic visitors, who m ’)' i ans
Ease of finding | Auckland Airport Local transport options

~~~ | HEE
predominantly drive around the Auckland : . ) .
region (75%) your way around | passenger terminal Cruise terminal | & services generally

Source: Auckland Visitor Survey (AVS)
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Central Auckland '||

AUCKLAND

Hauraki Gulf » The majority of domestic visitors (78%) visited Central Auckland. The average
North pewzealand ¢ slands satisfaction with Central Auckland’s activities and attractions for the domestic market
Downtown anime was 8.2 out of 10.

Museum

Waterfront/Viaduct
Auckland Art Gallery = The top three attractions were the same for domestic visitors as international visitors

Vission B with almost half visiting Queen Street (43%), 42% the Sky Tower and 30% the
Silo Park/Wynyard Quarter Ission Bay waterfront/viaduct area. In comparison to the international market, domestic visitors
Queen Street i Kohimarama visited the Auckland Zoo (28%), Sky City Casino (26%), Kelly Tarlton’s (20%) and K’

Sky Tower St Heliers Bay Road (18%) in Central Auckland.

Auckland Zoo

Western . Rank Attraction %
Springs o
’ 8 /o 1 Queen Street 43%
.
2 Sky Tower 42%
.M ACLE DT S 3 Downtown Waterfront/ Viaduct 30%
in Auckland
YE December 2019
4 Auckland Zoo 28%
East
5 Sky City Casino 26%
\ : ! / 10 6 Britomart 23%
\ u 7 Newmarket 23%
\\ \\‘.h /, 8 Auckland Museum 23%
Satisfaction with n ?
I Activities & Attractions - 9 Kelly Tarlton’s 20%
YE December 2019 ~
10 K’ Road 18%

n=1,189

Source: Auckland Visitor Survey (AVS)
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Top 10 Activities
Central Auckland

Of the visitors that visited Central Auckland
in the year to December 2019, the most
popular activities for international and
domestic visitors was visiting a restaurant or
café (54% and 59% respectively) followed by
shopping (44% and 55%).

The third ranked activity for international
visitors in Central Auckland was sightseeing
(40%) while domestic visitors enjoyed going
to a bar, pub or nightclub (36%).

In comparison to international Vvisitors,
domestic visitors went to the casino or
gambling (21%) which is a unique activity to
Central Auckland. They also attended an
event, concert or festival (20%).

In contrast, international visitors went
walking, hiking, climbing, trekking or
climbing (28%) and cruising, boating or
sailing (15%) in Central Auckland.

Source: Auckland Visitor Survey (AVS)

1@H

B

hpEBes

INTERNATIONAL
# Activity %
1 Restaurant or café 54%
2 Shopping 44%
3 Sightseeing 40%
4 General exploration 36%
Walking, hiking, climbing, o
S trekking, tramping 28%
6 Bar, pub or nightclub 26%
7 Visited art gellerl_es,. 559
museums, historic sites
8 Visited a market 21%
9 Went to the beach 16%
10 Crg!smg, boating or 15%
sailing
n=1436

@It
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DOMESTIC
# Activity %
1 Restaurant or café 59%
2 Shopping 55%
3 Bar, pub or nightclub 36%
4 General exploration 31%
5 Sightseeing 29%
6 Visited a market 26%
7 Visited art gellerl.es,. 599,
museums, historic sites

8 Casino or gambling 21%
9 Event, concert or festival 20%
10 Went to the beach 18%
n=1218
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S North Auckland gy

AUCKLAND

= For the year to December 2019, just under half of domestic visitors (43%) visited North

S Auckland. Their average satisfaction with the activities and attractions in this region was

() Goat Island

: 8.2 out of 10.
i = Of the domestic visitors who visited North Auckland, the top attraction was Albany (30%),
5 Tawharanui followed by Devonport (27%) and Takapuna (27%). In comparison to the international

Peninsula

market, domestic visitors visited Wellsford (17%) and Whangaparaoa Peninsula (13%).

—
s

9 Rank Attraction %
> N o/ . 1 Albany 30%
-t 0
- ' 2 Devonport 27%
We"de’m'm eyl F 3 Takapuna 27%
Shakespear Regional Z/Iarll((let sc,’ha re of domestic visitors in
Park/Army Bay uckian 0
Crewa YE December 2019 4 Warkworth 19%
' 5 Orewa 19%
Wh
| Pemnsul 6 Wellsford 17%
7 Silverdale 17%
West North Head
) Historic Reserve ? 8 Matakana 14%
e L Satisfaction with Q y
My Activities & Attractions O. Fo) 9 Whangaparaoa Peninsula 13%
Devonport CONNE YE December 2019
=567 . Contra) Mt Victoria 10 Mount Victoria 12%

Source: Auckland Visitor Survey (AVS)
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INTERNATIONAL DOMESTIC
To p 10 ACtiViti es # Activity % # Activity %
North Auckla nd Y@" 1 Restaurant or café 39% Y@" 1 Restaurant or café 50%

Of the visitors that visited North Auckland, 2 General exploration 31% ﬂ 2 Shopping 42%
the most common activity undertaken by '. '
both international (39%) and domestic ﬁ Walking, hiking, climbing : .
(50%) visitors was visiting a restaurant or 3 trekking, tramping 30% 3 General exploration 30%
café.
‘. 0 ‘ f 4 Went to the beach 27%
The second most popular activity for — 4 Went to the beach 28% ——
international visitors to North Auckland was 9t _ _ .
general exploration (31%) while domestic ‘ 5 Shopping 26% " 5 Sightseeing 24%
visitors participated in shopping (42%).
. . . 1 - - ‘.ﬁ\ 6 Visited a market 24%
There were no differences in activity B Sightseeing 25% L) °
between international and domestic visitors o Walking, hiking, climbing
to North Auckland. ‘:@) 7 Visited a market 13% i 7 trekking, tramping 21%
 — .
m] 8 Bar, pub or nightclub 12% m] 8 Bar, pub or nightclub 20%
9 Visited art galleries, 12% 9 Visited art galleries, 13%
m museums, historic sites m museums, historic sites °
10  Other water activities 10% 10  Other water activities 11%

Source: Auckland Visitor Survey (AVS) n=454 n =599



Auckland £

25 | Auckland Domestic Visitor Insights Top 10 Attractions for Domestic visitors £ ooTourism, Eventsand =2
- East Auckland 'l|

AUCKLAND

Bucklands Beach

Beachlands »= A third of the domestic visitors (32%) to Auckland visited East Auckland in the year to

Comm BeR | Coastal Walkway December 2019. For the domestic market, the average satisfaction with East
Central ¥ Omana Regional Park Auckland’s activities and attractions was 8.2 out of 10.
M tai beach
araeTal beee Pohutukawa Coast Trail = Almost half (46%) of domestic visitors that visited East Auckland went to Sylvia Park, a

: : Duder Regional Park quarter (24%) visited Howick and 18% visited Half Moon Bay. In comparison to the
o8 international market, domestic visitors visit the Howick Historical Village (13%) and the
[~ Ayriies Garden Pakuranga Nights Markets (11%).

Tawhitokino

Regional
Park .
9 . Rank Attraction %
%
0 \\ 4 1 Sylvia Park 46%
Waharau Regional Park () 2 Howick 24%
Market share of domestic visitors 3 Half Moon Bay 189%
s in Auckland
Ranges YE December 2019 4 Bucklands Beach 18%
South
5 Eastern Beach 15%
6 Maraetai Beach 14%
7 Beachlands 14%
8 Clevedon 14%
Satisfaction with » .
Activities & Attractions = * 9 Howick Historical Village 13%
klandnz.
creendnscom YE December 2019 '&"’5”
10 Pakuranga Night Markets 11%

n =380
Source: Auckland Visitor Survey (AVS)
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Top 10 Activities
East Auckland

Of the domestic visitors that visited East
Auckland in the year to December 2019, the
top three activities to do was shopping
(40%), visiting a restaurant or café (38%)
and going to the beach (23%).

For the international market, visiting a
restaurant or café (29%), shopping (23%)
and walking, hiking, climbing, trekking and
tramping (21%) were the top three activities
in East Auckland.

In comparison to the international market,
domestic visitors visited art galleries,
museums, historic sites (10%) in East
Auckland.

In contrast to domestic visitors, international
visitors partook in other water activities
(8%).

Source: Auckland Visitor Survey (AVS)

= Rl

INTERNATIONAL

# Activity %
1 Restaurant or café 29%
2 Shopping 23%

Walking, hiking, climbing, 0
3 trekking, tramping 21%
4 Went to the beach 21%
5 General exploration 19%
6 Sightseeing 18%
7 Visited a market 13%
8 Bar, pub or nightclub 10%
9 Other water activities 8%
10 Crl_J!5|ng, boating or 89,

sailing
n =233

@f
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==

Auckland £

Tourism, Events and ===
Economic Development

AUCKLAND

DOMESTIC
# Activity %
1 Shopping 40%
2 Restaurant or café 38%
3 Went to the beach 23%
4 General exploration 23%
5 Visited a market 22%
6 Sightseeing 19%
7 Walkl.ng, hlklng,. climbing, 17%
trekking, tramping
8 Bar, pub or nightclub 17%
9 Visited art ggllerl_es,_ 10%
museums, historic sites
10 Cry!smg, boating or 99%
sailing
n =392
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South Auckland 'l|

AUCKLAND

= Qver half of the domestic visitors (52%) to Auckland visited South Auckland in the year

Central to December 2019. For the domestic market, the average satisfaction with South
\ Mangere Mutukacroalbiamlin's Auckland’s activities and attractions was 8.0 out of 10.
West Mountain
°° = Qver half of domestic visitors that visited South Auckland visited the Auckland Airport

Ambury Park 5 e a (53%), a third (33%) visited Manukau and a quarter (26%) visited Rainbows End. In
: ' comparison to the international market, domestic visitors visited the Otara Market
(13%) and Otara (10%).

Villa Maria Winery
Otuataua Stonefields @il

Historic Reserve

Butterfly Creek

Auckland

Airport Rainbows
End

Auckland

Botani 9 .
. Gardens o/ . Rank Attraction %
. Fast 0 V Auckland Airport 53%

Manukau Heads

Lighthouse 1
F'e:i\nwshtitlg 2 Manukau 33%
Market share of domestic visitors ) .
in Auckland 3 Rainbows End 26%
Ve Desemlos 200 4 Botanic Gardens 19%
9 5 Pukekohe/Bombay 16%
10 6 Otara Market 13%
Karioitahi &
a (0]
| 7 Mangere 13%
Satisfaction with ‘* @ 8 Butterfly Creek 13%
Activities & Attractions * = 9 e 13%
aucklandnz.com YE December 2019 '&; °
10 iSite at Auckland Airport 10%

n=676
Source: Auckland Visitor Survey (AVS)
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Top 10 Activities
South Auckland

Of the visitors that visited South Auckland in
the year to December 2019, the top three
activities for both international and
domestic visitors was visiting a restaurant or
café (ranked 1t and 2" respectively),

shopping (ranked 2" and 1st) and general
exploration (ranked 3rd).

In contrast to domestic visitors, international
visitors participated in other soft adventure
and sports (8%) - an activity that is unique
to the South.

In comparison to the international market,
domestic visitors went to an event, concert
or festival (9%) in South Auckland.

Source: Auckland Visitor Survey (AVS)
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INTERNATIONAL
# Activity %
1 Restaurant or café 35%
2 Shopping 28%
3 General exploration 24%
4 Walkl.ng, hlklng,_ climbing, 18%
trekking, tramping
5 Sightseeing 16%
6 Visited a market 14%
7 Bar, pub or nightclub 12%
8 Other soft adventure and 89
sports
9 Art galllerlelzs, museums 79
and historic sites
10 Went to the beach 7%
n=284
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AUCKLAND

DOMESTIC

# Activity %
1 Shopping 43%
2 Restaurant or café 40%
3 General exploration 23%
4 Visited a market 22%
5 Bar, pub or nightclub 16%
6 Sightseeing 16%

Walking, hiking, climbing, o
7 trekking, tramping 13%
8 Went to the beach 10%
9 Event, concert or festival 9%
10 Art ga'llerlgs, museums 9%

and historic sites
n=622
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= For the year to December 2019, over a third of domestic visitors (35%) to Auckland

visited West Auckland. The average satisfaction with West Auckland’s activities and
attractions for the international market was 8.2 out of 10.

= A third of the domestic visitors who visited West Auckland went to Piha Beach (34%),

e 20% visited Titirangi and 19% visited the Avondale Sunday Markets. In comparison to

FHpire mardens the international market, domestic visitors visited the Kumeu Farmer's Market (14%)
and Parakai Hot pools (13%) in West Auckland.

AUCKLAND

9 Rank Attraction %
Parakai Hotpools = o % 1 Piha beach 34%
2 Titirangi 20%
0,
West Market share of domestic visitors = ANETEENE SLIRREY b I (i L2
Waimaukuo  ogumeu in Auckland 4 Hobsonville 18%

A | YE December 2019
Muriwai beach Horse Treks Auckland cbsenville 5 Waitakere Ranges 18%
Muriwai beach (Gannet Colony) 9 10 6 Kumeu 17%
Bethells beach O \ u 2 / 7 Muriwai beach (Gannet Colony) 16%
. Waitakere 8 Bethells beach 16%
Pihabeach & Ranges 1 Satisfaction with ’

Titi i 0N .

Karekare beach? Arataki o Activities & Attractions 9 Kumeu Farmer’s Market 14%

Visitor YE December 2019
n =354 Centre 10 Parakai Hot pools 13%

Source: Auckland Visitor Survey (AVS)
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Top 10 Activities
West Auckland

In the year to December 2019, walking,
hiking, climbing and tramping was the top
activity for international visitors that visited
West Auckland (33%), while domestic visitors
preferred visiting restaurants or cafés (37%).

The second most popular activity for
international visitors in West Auckland was
general exploration (32%) followed by visiting
the beach (31%). For domestic visitors, they
enjoyed shopping (34%) and also, visiting the
beach (26%).

A unique activity for West Auckland
undertaken by international visitors was
having a bird or wildlife experience (9%)
during their visit.

In comparison to international visitors, the
domestic market went cruising, sailing or
boating in West Auckland (9%).

Source: Auckland Visitor Survey (AVS)
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INTERNATIONAL

# Activity %

Walking, hiking, climbing, 0
1 trekking, tramping 33%
2 General exploration 32%
3 Went to the beach 31%
4 Restaurant or café 26%
5 Sightseeing 22%
6 Shopping 13%
7 Other water activities 13%
8 Visited a market 10%
9 Bird Qr wildlife 9%

experience
10 Bar, pub or nightclub 7%
n =249
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AUCKLAND

DOMESTIC

# Activity %
1 Restaurant or café 37%
2 Shopping 34%
3 Went to the beach 26%
4 General exploration 25%
5 Visited a market 20%
6 Sightseeing 20%
7 Bar, pub or nightclub 16%

Walking, hiking, climbing, o
8 trekking, tramping 12%
9 Other water activities 10%
10 Crwgng, sailing or 9%

boating
n=412



Auckland <

1| nomsomescvsornsve TOP 10 Attractions for Domestic visitors . ousgagia =
S Hauraki Guif & Islands jig

AUCKLAND

* |nthe year to December 2019, 20% of domestic visitors to Auckland visited Hauraki Gulf &
Islands. The average satisfaction with Hauraki Gulf & Islands activities and attractions for
domfgttlc visitors was 8.5 out of 10 - the highest satisfaction rating from the domestic
market.

Tiritiri R} Great
‘,";'Iaatﬁc’,‘g' g & e = The top visitor attraction for the domestic market was Waiheke Island (44%), followed by
’ Rangitoto Island (18%) and Onetangi Bay on Waiheke Island (18%). In comparison to the
international market, domestic visitors visited the Kaitoke Hot Springs on Great Barrier
Island (12%) and Whittaker’s Musical Museum on Waiheke Island (11%).

9 0/ . Rank Attraction %
Kawau
al land i 0
sen¢ Hauraki Gulf v 1 Waiheke Island 44%
North Islands L ] 2 Other Waiheke Island bays and beaches 18%
Market share of domestic visitors in
Recona: park ey ¢Il;cgland o201 3 Rangitoto Island 18%
Waiheke Community ecemoer ]
Motuihe Art Gallery/ Toi Gallery 4 Oneroa Bay (Waiheke Island) 15%
Motutapﬁland Oneroa Bay . .
Island The Red Shed's Art Collective 5 Onetangi Bay (Waiheke Island) 15%
Rangitoto o
L Island Stony Batter / 10 6 Waiheke Community Art Gallery 14%
0 Historic Reserve
: 4 Waiheke Museum H 7 Great Barrier Island 14%
f ’ & Historical Village
Auckland {— 4 _ _ _ 8 Waiheke Museum & Historical Village 14%
Contral, East ooro v Satisfaction with * ,.\ & = °
\ e ‘ Activities & Attractions *** 9 Kaitoke Hot Springs (Great Barrier Island)  12%
aucklandnz.com = £
U DEEEm R 200 Whittaker’s Musical Museum (Waiheke
10 11%
n=225 Island)

Source: Auckland Visitor Survey (AVS)
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Top 10 Activities
Haurakl Gulf & Islands

For year end December 2019, the top
activity for international visitors who visited
the Hauraki Gulf and Islands was walking,
hiking, climbing, trekking and tramping
(42%), followed by general exploration (40%)
and visiting a restaurant or café (34%).

The top three activities for domestic visitors
was visiting a restaurant (33%), general
exploration (24%) and sightseeing (22%).

Visiting wineries or breweries was a
common activity shared by both the
international (#4) and domestic (#7)
markets and is unique to the Hauraki Gulf
and Islands.

In contrast to domestic visitors, international
visitors interacted with birds or animals
(12%), while domestic visitors visited art
galleries, museums and historic sites.

Source: Auckland Visitor Survey (AVS)

INTERNATIONAL

# Activity %
L Yekrg kg cinbre
2 General exploration 40%
3 Restaurant or café 34%
4 Wineries or breweries 28%
5 Sightseeing 27%
6 Went to the beach 18%
7 Shopping 16%
T
9 (;cr)t;i;inngg, sailing or 1%
10 Bar, pub or nightclub 9%
n=275
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AUCKLAND

DOMESTIC

# Activity %
1 Restaurant or café 33%
2 General exploration 24%
3 Sightseeing 22%
4 Shopping 22%

Walking, hiking, climbing, o
5 trekking, tramping 21%
6 Went to the beach 21%
7 Wineries or breweries 19%

Cruising, sailing or o
8 boating 7%
9 Visited art gellerl_es,_ 16%

museums, historic sites
10 Visited a market 15%
n=242
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Agreement scales Aspect International Domestic Total

= In general, international visitors had a

more positive perception of Auckland Auckland cares about the
than domestic visitors. ‘/" environment 8.0 5.7 6.8

For the year ending December 2019,

international visitors felt more strongly [ ON - : -

than domestic visitors about the Itis easy to experience Ma(.)”
@22  culture in the Auckland region

friendliness  of  Aucklanders (8.4 F!;‘b

compared to 6.0), the feeling of safety in

Auckland (8.3 compared to 6.1) and that o

Auckland cares about the environment | 5 | feel safe while in the Auckland 8.3 6.1

6.8 5.8 6.3

(8.0 compared to 5.7). region

However, the ease to experience Maori

culture in Auckland was not rated as @ Local people in the Auckland

highly (6.8) by international visitors but region are friendly 8.4 6.0

was this was still higher than domestic
visitors (5.8).

0= Strongly disagree. 10= Strongly agree.
International: n= 1,627
Domestic: n= 1,669
Total: n= 3,296

Source: Auckland Visitor Survey (AVS)
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s ati Sf a cti on ltem International Domestic Total
O] Availability of clean toilets 6.2
= In the year to December 2019, the total L
satisfaction with the overall visitor =5=  Availability of rubbish bins 6.6
experience in Auckland was 7.8 out of 10. I]]]
In general, international visitors were more E Availability of recycling bins 6.0 6.8
satisfied with all aspects of their visitor
experience in Auckland than domestic
visl?tors 2 Availability of Wi-Fi in public areas 6.7 6.9
Overall, visitors were most satisfied with the Cleanliness and presentation of 8.1 6.5
availability of information about things to city/region ] )
see and do while in Auckland (7.6) and the R . .
level of customer service experienced (7.6). — tAr\]/'iléastitlcl)ltgej ;r;fdor(;?)atlrc]).r:ea.tr)]otl:]te 8.3
== i while i .
Visitors were equally satisfied with the region
cleanliness and presentation of the city (7.3) The level of customer service
and availability of rubbish bins (7.3). experienced 8.3
Visitors were least satisfied with the ‘* Overall experience in the Auckland 8.3
availability of recycling bins (6.8) and |§_“ region :

availability of Wi-Fi in public areas (6.9).

Source: Auckland Visitor Survey (AVS)

International: n= 1,627
Domestic: n= 1,669
Total: n= 3,296

0= Not at all satisfied. 10= Extremely satisfied.



Net Promoter Score

The Net Promoter Score (NPS) is an index ranging
from -100 to +100 that measures customer
engagement and loyalty, based on the likelihood
of customers to recommend a product or service.

Auckland’s NPS highlights a vast difference
between domestic and international visitors. For
year end December 2019, International visitors
recorded an NPS of +42, while domestic visitors
recorded an NPS of +1.

The NPS for year end December 2019 remained
steady from Year End September 2019’s results.

Positively, looking at the NPS scores of key
international groups, Chinese visitors recorded a
score of +49 (above the overall international
visitor score), while Australians recorded a score
of +42 (on par with the overall international visitor
score).

By New Zealand region of residence, South Island
residents score slightly better (NPS +5) than
North Island residents (NPS +1).

Source: Auckland Visitor Survey (AVS)

INTERNATIONAL

42

YE December 2019

+1

Compared to
YE September 2019

DOMESTIC

1

YE December 2019

+1

Compared to
YE September 2019

TOTAL

21

YE December 2019

Compared to
YE September 2019



Nga mihi
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Jaimee Kirkwood
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