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| Auckland Visitor Survey

Introduction

To support Destination AKL 2025, and with an increased emphasis on
destination management, the Auckland Visitor Survey (AVS) was
created to guide decision making, as well as to track visitor behaviour,
experience and perceptions of the region.

We use a variety of tourism datasets to monitor Auckland’s
performance. The AVS supplements these high-level statistics with
more specific regional data and information. The key features of the
AVS are that it provides more detailed sub-regional information instead
of just an overall Auckland view and that the survey includes both
international and domestic visitors. The AVS complements rather than
duplicates existing visitor datasets and includes all common visitor
categories.

The vision for the AVS is to become a valuable tool for both the public
and private sector to gain more insights for destination planning and
development.

Due to border closures and while the international component of the
AVS is paused, only domestic visitor data will be captured until further
notice. Presented here is a high level summary report of year-end
March 2022 findings. More detailed information is available by request.
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Methodology

The Auckland Visitor Survey includes domestic and international visitors to the Auckland region. It covers
visitors to all six sub-regions (Central, North, South, East, West, and Hauraki Gulf and Islands). N=800
interviews are completed in each year of the year, aggregating to a total of n=3,200 interviews per annum.
The sample is split 50% domestic and 50% international.

Note: Due to international travel restrictions and lockdowns, no data collection occurred in quarter 2, 2020.
From quarter 3 2020 onwards, data is for domestic visitors only. In this report, year-end March 2022 results
are compared to year-end December 2021 domestic visitor results.

Domestic respondents are sourced from a consumer panel. They need to live outside Auckland and have
visited Auckland overnight in the past three months, as well as be 18+ in order to qualify. Qualifying
panelists complete the same survey as international visitors, but as an online mobile-optimised survey.

International respondents are recruited at visitor sites around the Auckland region, on randomly selected
days each year. A combination of sites are used to ensure a good cross-section of visitors is included. To
qualify, respondents must be 19+, usually live outside New Zealand, and have stayed at least one night in
the region at the time of participating in the survey. International respondents participate by completing a
guestionnaire on an iPad or online survey.

The current report looks at one year’s sample. For the year to March 2022, the total sample size was
n=1,493 with only domestic visitors and no international visitors.

The previous reports including international visitors can be found here.


https://www.aucklandnz.com/business/economy-and-sectors/research-and-reports/auckland-visitor-survey-avs-insights-report
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This summary compares Auckland Visitor Survey
insights from the year ending March 2022 with the
year ending December 2021.

For the year ending March 2022, Auckland's Net
Promoter Score (NPS) for domestic visitors was +1, a
decrease of one point compared to the year ending
December 2021. Amongst those visiting Auckland to
see family and friends, the NPS fell three points (to 0),
and for those visiting for a holiday, vacation or short
break, the NPS increased one point (to +14).
Domestic visitor satisfaction with their overall
experience held steady, at 7.3 out of 10.

Domestic visitors most likely to recommend Auckland
as a visitor destination include those aged 30-44
years (NPS +10), Canterbury and Otago residents
(NPS +13 and NPS +21 respectively), those whose
main reason to visit was a conference, convention or
other business event (NPS +18) and those who also
included Northland in their itinerary (NPS +17).

Overall, domestic visitor's patterns of visitation to
Auckland’s sub-regions, activities and attractions and
transport use have generally remained consistent.

aucklandunlimited.com

Key Findings

52% travelled with their partner/spouse, and 27%
travelled alone or with a child/children (23%).

61% of domestic visitors visited Auckland only, while
15% combined their visit with Northland and 23% with
Waikato/Hamilton.

Profiling those who included Northland in their
itinerary shows that this visitor group are more likely
to be visiting Auckland for the first time (11% vs 6%
overall), passing through Auckland multiple times on
their trip (72% vs 51% overall) and staying in Auckland
for longer (5.4 nights vs 3.4 nights for visitors overall).
One in four use a public bus or train while in Auckland
and compared to all domestic visitors, they have a
higher level of satisfaction with ‘local transport
options and services’, ‘ease of driving around’ and
‘ease of parking your vehicle’ - the last two metrics
are two pressure points for domestic visitors to
Auckland.

By demographic, this group is more likely to be from
Wellington (& Wairarapa) (24% vs 17% overall) or
Otago (10% vs 5% overall), aged 18-29 years (28% vs
20% overall) and travelling to Auckland for a holiday
or vacation (31% vs 24% overall).

Tataki
Auckland Y=
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Exploring satisfaction metrics, Auckland is also
performing relatively well on ‘ease of walking around’
(rated 7.3 out of 10 on average), ‘Auckland Airport
passenger terminal’ (rated 7.3 out of 10 on average),
‘level of customer service experienced’ (rated 7.2 out
of 10 on average) and ‘availability of information
during your visit about things to see and do in the
Auckland region’ (rated 7.2 out of 10 on average).
Performance on the latter two metrics has also
improved slightly on pre-COVID levels.

Auckland Zoo received 20% of domestic visitors in the
sample for Central Auckland, followed by the Auckland
Museum (15%), Auckland Art Gallery (9%), NZ
Maritime Museum (8%), MOTAT (7%) and Torpedo Bay
Navy Museum (4%) in North Auckland.

Satisfaction with the activities and attractions in each
region was high across the board, with all sub-regions
scoring 8 or above on a 10-point scale.

In order to improve the overall visitor experience,
domestic visitors frequently mentioned the need to
improve the traffic, parking, roads, public transport,
and cost in all regions.

AUCKLAND
TAMAKI MAKAURAU
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Visitor
Experience

30~

Promoters Detractors

Net Promoter Score Net Promoter Score
YE March 2022 YE March 2022

No change +1

Total Total Satisfaction

Net Promoter Score * . * Overall experience in *

YE March 2022 <N Auckland .,

1 ,_*_, YE March 2022 = *
aucklandnz.com No change '%—"'—"

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Travel Party

Domestic visitor v
travel behaviour 52* M

In the year to March 2022, half of Travelled with partner/spouse Northland

domestic visitors travelled to Auckland to 1 5 %
visit family and friends (49%), while a 27% s Other
quarter (24%) visited for a holiday, ﬂ : Auckland

(only) 6 1 %

regions

Travelled alone visited on
61% of visitors visited Auckland only, while latest trip to

15% combined their visit with Northland 0 ® Auckland
and 23% with Waikato/Hamilton. 23/0 'H\1r waikato & 2 3 o,

Hamilton

vacation or short-break.

52% travelled with their partner/spouse,
and 27% travelled alone or with a
child/children (23%).

Travelled with children

No. of stays in Auckland

49% stayed in Auckland only on their trip, on trip

while 51% stayed two (30%) or more (21%)

times during the same trip. O (Day trip) Other NZ 1 1 %

region(s)
49% had visited Auckland many times 1
prior to this trip, 24% had visited 1-3 times 2
before, 21% used to live in Auckland and
6% visited Auckland for the first time. 3+

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Domestic visitors
stayed an average nghts stayed

of 3.4 nights in i
Auckland

For the year to March 2022, domestic

visitors stayed an average of 3.4 nights in

Auckland. Breakdown
of average nights

The region with the highest average length HY SU SRR
of stay was Central Auckland, with an
average stay of 1.2 nights.

Domestic visitors stayed an average of 0.8
nights in North Auckland, 0.5 nights in 0.3
South Auckland, 0.4 nights in West
Auckland, 0.3 nights in East Auckland and

0.3 nights in the Hauraki Gulf and Islands. B TS e

Results were similar to year-end December
2021.

Nb. Please note, these results differ to other datasets due to differing methodologies.
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Accom mOd ation Type Main type of accommodation used (by region)
| H Commercial H tisfied
& Satisfaction — W thase ey of

your accommodation 7 6
* |n YE March 2022, overall 43% of domestic 4 3 - Total Auckland 5 7 o in the Auckland region: u
o

visitors to Auckland stayed in commercial Sy
0 0 0 0 e vaile o
accommodation, while 57% stayed in other ot oSt

types of accommodation (e.g., private 57 43 The quality of your | The level of customer
homes and Airbnb, etc.*) % % accommodation | service

A larger proportion of visitors stayed in other

types of accommodation in West (70%), 3 1 % 69 % 7 z 7 7 > 7
North (69%), South (65%), and East (62%)
Auckland compared to commercial

accommodation, while a slightly higher 38% 62%

proportion of visitors stayed in commercial
accommodation in Central Auckland (57%) 0 = Not at all satisfied & 10 = Extremely satisfied

h ion.
compared to other accommodation 3 5 % 6 5 %

Overall, domestic visitors were most

satisfied with the level of customer service 30 70
and quality of accommodation (rating these % %
aspects 7.7 out of 10). The value (7.6) of

their accommodation was also well rated. 4 5 Hauraki Gulf 5
Ratings were similar to YE December 2021. % & Islands 5 %

* Please note: A detailed breakdown of the included accommodation categories is available.
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Transport used in
the Auckland
region

Transport ga 14%

Public bus or train

o 78%

Vehicle (private or rented)

Domestic visitors

In the year to March 2022, the main mode
of transport for domestic visitors visiting
Auckland was a private or rented vehicle
(78%), followed by public bus or train (14%).

Domestic visitors were most satisfied with
the ease of cycling around (8.3 out of 10),
followed by the Auckland Airport passenger
terminal (7.3 out of 10).

Ease of parking (5.8) and ease of driving
around (6.0) were the lowest rated transport
aspects.

YE March 2022 results were similar to YE
December 2021.

How satisfied are you
with these aspects of
transportin the
Aucklandregion:

0 = Not at all satisfied
&
10 = Extremely satisfied

o

Ease of walking around

S
8.3

Ease of cycling around

&

6.0

Ease of driving around

=]
58

Ease of parking

7.0

Ease of finding your
way around

*$

(131
T

Auckland Airport
passenger terminal

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.

&

Cruise terminal

e
6.9

Local transport options
and services generally
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=  Profiling those who included Northland in their itinerary shows that this visitor group are more likely to be
visiting Auckland for the first time (11% vs 6% overall), passing through Auckland multiple times on their trip
(72% vs 51% overall) and staying in Auckland for longer (5.4 nights vs 3.4 nights for visitors overall). One in
four use a public bus or train while in Auckland and compared to all domestic visitors, they have a higher
level of satisfaction with ‘local transport options and services’, ‘ease of driving around’ and ‘ease of parking
your vehicle’ - the last two metrics are two pressure points for domestic visitors to Auckland.

= By demographic, this group is more likely to be from Wellington (& Wairarapa) (24% vs 17% overall) or Otago
(10% vs 5% overall), aged 18-29 years (28% vs 20% overall) and travelling to Auckland for a holiday or
vacation (31% vs 24% overall).

9 Behavior / Demographic %
3 4% Included Northland on trip 15%
1st Auckland visit 11%
From We||ington (& Wairarapa) Passed through Auckland multiple times 72%
or Otago .
Stayed 5.4 nights
9 1in 4 use public bus or train
u High satisfaction with transport options,
n Ights driving around and parking
o 0 0 From Wellington (& Wairarapa) or Otago 34%
Average length of stay E Aged 18-29 years 28%
Reason for visit: holiday or vacation 31%

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Satisfaction with ek s
Activities and Attractions

’/ 9
1/00 §.2/10 8,0/10

CENTRAL AUCKLAND \\\’h\/// NORTH AUCKLAND EAST AUCKLAND *
YE March 2022 YE March 2022 YE March 2022

No change )\: 01 0?‘?'_.0 01 . 3,

’ '/ '/
8.0 /10 /10 8,3 /10

SOUTH AUCKLAND HAURAKI GULF & ISLANDS
YE March 2022 YE March 2022 YE March 2022 < /.\ o
No change No change No change ** N

AUCKLAND
TAMAKI MAKAURAU

aucklandunlimited.com

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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O

Attractions &

Activities 8 1
[

Areas & AttractionsVisited
Filter results by: 0/0 Average Satisfaction

with Attractions and Activities Done
YE DEC # (s TR o] ¥ Tt dl Break down of Maori Cultural Activity
5 of visitors to the Auckland region ‘ Activities or Experiences done
VE MAR 30 Q1 20 visited or thought they visited (aut

[ vEsuN = [ oasom | Central Auckland |

[vEsera
What, if anything, could h.ln impmnd pur upoden-:n uﬂ:entral Auckland?

EDEC2 .
L | {Comimasnts M D XD Fedporlents - DO

l‘!LMﬂ!iJJ. | | e Miove purking avd redkacs [‘ ’]
the parking fes Visitor
S pos 'U'M % Experience
CI.EANER & E Vi AREAS = e
vist frierads & fam 2 .---l-. , . WAYFINDING J .;:I “- -'::

o REDUCE TRAFFC

LESS CONSTRUCTION & ROAD WORKS

nestic oniy In Q4 ronand Qr 2022 respectively. only 60X and 981 of the quarter(y sample was collected, Please click here to the
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Top 10 Attractions - YE March 2022 Oniimied % A‘
S Central Auckland '||

North New Zealang  Hauraki Gulf = Three quarters of domestic visitors to Auckland (75%) visited Central Auckland in the year to March
S Maritime & Islands 2022. The average satisfaction with Central Auckland’s activities and attractions was 8.1 out of 10.
Waterfront/Viaduct Museum These results are similar to YE Dec 2021.
Auckland Art Gallery
, Mission Bay = 33% of visitors went to Queen Street, 32% visited the Sky Tower and 26% visited the Downtown
Silo Park/Wynyard Quarter Waterfront and Viaduct. YE Mar 2022 top ten attractions in Central Auckland were the same as YE

Queen Street i Kohimarama

Dec 2021.

Sky Tower St Heliers Bay
Auckland Zoo
Wes_tern
\ Springs 9 Rank Attraction %
7 %
-~ o V 1 Queen Street 33%
5 2 Sky Tower 32%
Share of domestic visitors in 3 Downtown Waterfront/ Viaduct 26%
Auckland
2% 4 Sky City Casino 21%
East
9 5 Auckland Zoo 20%
\ 6 Newmarket 19%
\ 7 Britomart 19%
\ . . . 8 Ponsonby 16%
Satisfaction with —_
aucklandunlimited.com Activities & Attractions > 9 Mission Bay 15%
n=1,114 No change 10 Auckland Museum 15%

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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DOMESTIC

Top 10 Activities # Activity %
Ce ntral All CKIa nd f@" 1 Restaurant or café 54%

= Of the domestic visitors that visited Central ﬂ , o
Auckland in the year to March 2022, the | 2 Shopping 4T
most popular activities were visiting a a
restaurant or café (54%) followed by m] 3 Bar, pub or nightclub 26%
shopping (47%), going to a bar, pub or
n_ig_h_tclub (26%), general explorat_ion (24%), 4 General exploration 24%
visiting a market (23%) and going to the
beach (21%). o

‘\'(6)) 5 Visited a market 23%
YE March 2022 results were similar to YE L)
December 2021. L 6 Went to the beach 21%
7 Sightseeing 19%
8 Casino or gambling 17%
9 V!S|te<.j ar.t galleries, museums, 16%
historic sites
% 10 Walking, hiking, climbing, 15%
trekking, tramping

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Maori Cultural
Attractions
Central Auckland Nl

= Of the survey respondents who partook in ) o e = N U7 LM w_...,.\
Maori cultural activities or experiences in Py " e e ./ 7]!,: ~
Central Auckland in the year to March 2022, = i "" f' . W/ i

half of domestic visitors experienced I’/’W;ﬂyﬂ;?" PO i 1 i

V| ;;

artefacts, art or crafts (51%). /]”’/M' ikl ,}g- ' ,////,

40% visited a marae (down from 53% in YE
Dec 2021), 40% saw a live performance (up
from 34%), 26% experienced a guided tour
(down from 32%), 26% ate traditional Maori Rank  Activity YE Dec 2021 YE Mar 2022

[0)
food (no change), and 19% observed Experienced artefacts, art or crafts 55% 51%

another Maori cultural activity (up from
13%). Visited a marae 53% 40%

H [0) [0)
Nb. Current sample sizes are relatively small Saw a live performance 34% 40%

for these categories. Experienced a guided tour 32% 26% alh

Ate traditional food 26% 26% &-ﬁ

Another Maori cultural activity 13% 19%
38 43

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Improvement in
Central Auckland

The majority of survey respondents were
positive about their experience in Central
Auckland stating that “Nothing” would have
improved their visit.

However, the top themes to improve the
visitor experience in Central Auckland were:

O

o O O O O O O

General clean up.

Reduce costs.

Cheaper parking.

Less traffic.

Solution for homeless people.
Upgrade/finish roads and footpaths.
Better wayfinding/road signage.

Improve safety e.g., implement
security.

aucklandunlimited.com
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Key Attractions #  Attraction YQEOZiC Yonlggr % change
Auckland

1 Auckland Zoo 16% 20% +4%

= |n the year to March 2022, Auckland Zoo
received 20% of domestic visitors in the 2 Auckland Museum 12% 15% +3%
sample for Central Auckland, followed by the

Auckland Museum (15%), Auckland Art

Gallery (9%), NZ Maritime Museum (8%), 3 Auckland Art Gallery 7% 9% +2%
MOTAT (7%) and Torpedo Bay Navy Museum

(4%) in North Auckland.

YE Mar 2022 visitation was up across 4 NZ Maritime Museum 6% 8% +2%

almost all key attractions in comparison to

the previous YE (Dec 2021). 5 MOTAT 6% 7% +1%

6 Torpedo Bay Navy Museum 5% 4% -1%

Central Auckland YE Dec 2021 n = 1,324
Central Auckland YE Mar 2022 n= 1,156
North Auckland YE Dec 2021 n =720
North Auckland YE Mar 2022 n = 708

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Attractions & Activities Unlimited Se A‘
North Auckland

o
Attractions &
Activities 8 2
. Areas & Attractions Visited

Fiear results by: 4 ; % Average Satisfaction R e

with Attractions and
Break down of Maori Cultural Activity

RS L e of visitors to the Auckland region Activities il
YE MAR 20 Qi 2021 visited or thought they visited (out of 10)
North Auckland

YE JUN 1 Qx 1an

YE SEP 1 Q3 103
[vepECca | [ . What, if anything, could have improved your experience of North Auckland?
(Cormenerts from Oy 2023 respondents - DOMESTIC anly)

YE MAR 12

Visttors on hollday

Wit friemuds & Familly

4.

Deoriveamilic ’-

Wishtgars /
Interral ool '- 1
Wisitors , r‘;

Noter [n Q2 2020, no dato collection ocowrred. From q_; 3020 onwaords, dato iv domestic |||.'.\ In q.q 203 and Q| 2011 respectively, only [ 5iF .;mu’gﬁ.'_ of the quarterly sample was collected. Please click here (o the "About” page for information.
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Top 10 Attractions - YE March 2022 Onimitod i% Aff
— | North Auckland 'l|

_Pakiri Beach = |n the year ending March 2022, almost half of the domestic visitors to Auckland (47%) visited the
() Goat Island northern region. The average satisfaction with the activities and attractions in North Auckland was 8.2

Leigh out of 10 (similar results to YE December 2021).

Tawh i
) _peninauia | = Year-end March 2022 top attractions for domestic visitors who visited North Auckland were Albany

. (20%), Takapuna (19%), and Devonport (18%). YE Mar 2022 results were similar to YE Dec 2021.

%

J1Wenderholm Takapuna

_ . 9 Rank Attraction
/ - o ;
S (1] V 1 Albany 20%
| W, 2 19%

Shakespear Regicnal

Share of domestic visitors in Auckland
O,EW:armrmy i 19% 3 Devonport 18%
4 Orewa 14%
Whangaparaoa 9 5 Warkworth 13%

. Peninsula
: / 10 6  Silverdale 13%
West North Head B 7 Wellsford 10%
Historic Reserve
Tokapuna '.".. 8 Whangaparaoa Peninsula 9%
. v Satisfaction with ?

N Activities & A . Q ’ 9 Mt Victoria 9%

Devonport <) ctivities & Attractions 0.0
h =708 | ghtieey, Lo 0.1 10  Matakana 8%

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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DOMESTIC

Top 10 Activities £ Activity %
NOI‘th A“Ckland T@" 1 Restaurant or café 41%

= Of the domestic visitors that visited North ﬂ o sh . 30%
Auckland in the year to March 2022, the Oopping 0
most popular activities were visiting a ‘-
restaurant or café (41%) followed by _— 3 Went to the beach 29%
shopping (30%), going to the beach (29%),
general exploration (21%) and visiting a 4 General exploration 20%
market (16%).

Year-end March 2022 results were similar to ‘2(6» S Visited a market 16%
Year-end December 2021 results.
i 6 Bar, pub or nightclub 16%
m] 7 Walk|-ng, h|k|ng,- climbing, 14%
trekking, tramping
8 Sightseeing 11%
9 V|S|tegl art.gal.lerles, museums 79
and historic sites
10 Bird and wildlife experience 6%

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Improvement
North Auckland

= Most of the survey respondents who visited
North Auckland were positive about their
visitor experience, confident that “Nothing”
would have improved their visit.

= However, the top themes to improve the
visitor experience in North Auckland were:

Less traffic.

More parking (e.g., at beaches).

Improve roads (e.g., in Warkworth).

Better wayfinding/road signage.

Reduce costs.

Better public transport.

o O O O O

aucklandunlimited.com
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Tataki

= Attractions & Activities pters 2 Ly

East Auckland

O

Attractions &

Activities [ 8 0
[

. Areas & Attractions Visited
Filter results by: . D/u Average Satisfaction

with Attractions and Activities Done

T Quaee | of visitors to the Aucklandregion | Activities Break e o oo e i
YE MAR 20 G 202 visited or thought they visited (out of 10)
¥E JUN 21 Qa 163 [ East Auckland

YE SEP 11
| ‘What, If anythi ng tauld have improved your &xp-erimu af East Auckland?

et e 1 2032 respan

WAYFINDING e
) i lMPROVE SAFETY Hedthace il Expn:r::nce
: puBLIC TransPorTI RAFFIC o
MORE SHOPS OR ATTRACTIONS

deatng traff which lane to be i
i’ ik bus serviges - Fated bevng in amor
P g drivers sdwomld cofl ot o

2 3020, no data collection eccurred. From Q3 2020 onwards, data is domestic only. In Q4 2021 and Q1 2022 respectively, only 60X and 98% of the quarterly sample was collected. Please click here to the 'About’ page for information.
3 < o ; H EE | I
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Top 10 Attractions - YE March 2022 auckiand 2 Ay
I East Auckland '||

Bucklands Beach
Eastern Beach
Half Moon Bay

Beachlands = |n the year to March 2022, a third of domestic visitors (33%) to Auckland visited East Auckland
Coastal Walkway (down 2%). The average satisfaction with East Auckland’s activities and attractions was 8.0 out of 10

Omana Regional Park (a similar result to year-end December 2021).
Maraetai beach

Pohutukawa Coast Trail

) Duder Regional Park =  The top three attractions in East Auckland were Sylvia Park (27%), Howick (15%), and Half Moon Bay

.::: s G (13%). Beachlands (8%) was featured in the top 10 attractions for domestic visitors who visited East
Tawhitokino Auckland in YE Mar 2022, while Howick Historical Village (8%) made the top ten list in YE Dec 2021.

) Whitford : : Regional
; ; Park

Cl don¢ . 9

SYEeen : % . Rank Attraction %
Waharau Regional Park ) V 1 SyIvia Park 7%
2 Howick 15%

i Share of domestic visitors in
Ranges Auckland 3 Half Moon Bay 13%
South 2% 4 Bucklands Beach 12%
9 5 Maraetai Beach 12%
/10 6 Clevedon 10%
[ | 7 Hunua Ranges 9%
* 8 Eastern Beach 9%
Satisfaction with @ .
aucklandunlimited.com Activities & Attractions L - 9 Coastal Walkway 8%
n =489 0.1 '&5-,_ 10 Beachlands 8%

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Top 10 Activities
East Auckland

= Of the domestic visitors that visited East
Auckland in the year to March 2022, the
most popular activities were visiting a
restaurant or café (29%), followed by
shopping (25%), going to the beach (22%),

general exploration (17%) and visiting a
market (15%).

Casino or gambling (8%) was featured in the
top ten list of activities undertaken by
domestic visitors who visited East Auckland
in YE Mar 2022, while golf (7%) featured in
the YE Dec 2021 top ten activities.

Tataki
Auckland =
Unlimited ===

AUCKLAND
TAMAKI MAKAURAU

DOMESTIC
# Activity %
(O] 1 Restaurant or café 29%
ﬂ 2 Shopping 25%
‘_. 3 Went to the beach 22%
4 General exploration 17%
Co 5 Visited a market 15%
i Walking, hiking, climbing, 0
k 6 trekking, tramping 14%
7 Sightseeing 10%
e
Im] 8 Bar, pub or nightclub 9%
9 V|S|teq art-gal-lerles, museums 39,
and historic sites
10 Casino or gambling 8%

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Improvement
East Auckland

= Many survey respondents were positive
about their experience in East Auckland
expressing that “Nothing” would have
improved their visit.

= However, key mentioned themes to improve

the visitor experience in East Auckland were:
o Reduce traffic.

More parking.

General clean up.

Improve roads.

Better wayfinding/road signage.

Better public transport.

Reduce costs.

Better accessibility (e.g. Sylvia Park).

Less gangs.

0o 0O 0O 0O O O O O

aucklandunlimited.com
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Attractions & Activities Auckland % £
South Auckland

TAMAKI MAKAURAU

O

Attractions &

Activities 8 0
| |

| l Areas & Attractions Visited
Filter results by: D/D Average Satisfaction =

with Attractions and Activities Done
VE DEC w Q4 o0 I:If Il"isitﬂrs to thE ﬂuckfﬂﬂd regf.on Activitl‘es Break down of M:rl:l:'l;:::!r:i:;ld:::
YE MAR 20 | 1 2021 visited or thought they visited (out of 10)

YE JUN = [ on Sﬂuth Auck,ﬂnd

YE SEP 11
What, if anything, cwld have imprwed rwr euperlence of South Auckland?

(Comenints from Cr 2022 respsrsdhids - DOMESTIC andy)

"rll-. M:.l::; ' __ . [‘ ,]

Mg rgere e Visitor
@ SniniE b = Experience
. |MPﬂU'i'E SEHWI:E lE‘IrElS .

Visitors on holkday

IMPROVE SAFETY

MORE ATTRACTIONS & STORES
- PUBLIC TRANSPORT

wavrinonGCLEANER & MORE VIBRANT AREAS
ROADING & INFRASTRUCTURE

o 8% of the quarterly sarmple was collected. Please click here to the ‘About’ page for informatic
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Tataki

Top 10 Attractions — YE March 2022 auckiand 2 Ay

— South Auckland '||

Central
\ Mangere ‘Mutukaoroa/Hamlin's

Mountain

West

Villa Maria Winery
Otuataua Stonefields @il

Historic Reserve

Butterfly Creek

Auckland
Airport

Auckland
Botanic
Gardens

East

Rainbows

Manukau Heads End

Lighthouse

Awhitu
Peninsula

Karioitahi 8

aucklandunlimited.com

n =685

= |n the year to March 2022, almost half of all domestic visitors (46%) to Auckland visited South

Auckland. The average satisfaction with South Auckland’s activities and attractions was 8.0
out of 10 (the same as YE December 2021).

= The top three attractions in South Auckland were the Auckland Airport (33%), Manukau (22%)

and Rainbows End (17%). iSite at Auckland Airport (7%) featured in the top ten attractions this
year, while Totara Park (7%) was in the top ten attractions in YE Dec 2021.

an ttraction b
9 0 Rank A i %
46 /0 V 1 Auckland Airport 33%
2 Manukau 22%
Share of domestic visitors in 3 Rainbows End 16%
Auckland
-2% 4 Pukekohe/Bombay 13%
9 5 Botanic Gardens 13%
/ 10 6 Butterfly Creek 11%
7 Otara market 9%
H
* @ 8 Mangere 8%
Sat.ls.fz.:lctlon with , ‘ * = 9 Otara 7%
Activities & Attractions ' _:5_
No change &"""’ 10 iSite at Auckland Airport 7%

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Auckland Visitor Survey

Top 10 Activities
South Auckland

Of the domestic visitors that visited South
Auckland in the year to March 2022, the
most popular activity was to visit a
restaurant or café (28%), followed by
shopping (27%), general exploration (16%),

visiting a market (15%) and the beach
(11%).

YE Mar 2022 results were similar to YE Dec
2021.

1@

=N

Tataki
Auckland =
Unlimited ===

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.

DOMESTIC

# Activity %

1 Restaurant or café 28%
2 Shopping 27%
3 General exploration 16%
4 Visited a market 15%
5 Went to the beach 11%
6 Sightseeing 9%
7 Walkl.ng, hlklng,. climbing, 9%

trekking, tramping

8 Bar, pub or nightclub 8%
9 Event, concert or festival 7%
10 Bird or wildlife experience 7%

AUCKLAND
TAMAKI MAKAURAU
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Improvement
South Auckland

= The majority of survey respondents that
visited South Auckland were positive about
their experience and stated that “Nothing”
would have improved their visit to the
region.

= However, the top themes to improve the
visitor experience in South Auckland were:
o Reduce traffic.
General clean up.
Upgrade the airport.
Better transport to the city (e.g., train).
Better drivers.
Better wayfinding/ road signage.

Improve feeling of safety. Less gangs
and people on the streets.

o More attractions.

aucklandunlimited.com
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Attractions &
Activities

Filter results by:

YE DEC 79
YE MAR 30
YE JUN I
vE SEP 1
YE DEC 30

YE MAR 11

Attractions & Activities
West Auckland

36 %

of visitors to the Auckland region
visited or thought they visited
West Auckland

8.1

Average Satisfaction
with Attractions and

Activities
{out of 10)

Areas & Attractions Visited

Activities Done

Break down of Maor! Cultural Activity
or Experlences done

What, if anything, could have improved your ex|

(Comeents from Q) 2033 respondants - OO

erience of West Auckland?
onty) :

“Better roods fo Wiestarn beaches™

Tataki
Auckland €Y=
Unlimited ===

L4

Visitor
Experience

AUCKLAND
TAMAKI MAKAURAU




Top 10 Attractions

Kaipara Coast Plant Centre
& Sculpture Gardens

ParakaiHotpools =

West

Waimaukuo

o Kumeu

Muriwai beach Horse Treks Auckland Hobsonvilleo

0

Muriwai beach (Gannet Colony)

Bethells beach 3

\

1 T*'I'ltirang.]i
Arataki

Visitor
Centre

. Waitakere
Piha beach & Ranges

Karekare beachQ

n =544

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.

Tataki
Auckland Y=
Unlimited ===

AUCKLAND
TAMAKI MAKAURAU

36% of domestic visitors to Auckland visited West Auckland in the year to March 2022. The
average satisfaction with West Auckland’s activities and attractions was 8.1 out of 10.

The most popular attraction in West Auckland for domestic visitors was Piha Beach (18%),
followed by the Kumeu (13%) and the Waitakere Ranges (10%). This year Karekare beach (7%)
featured in West Auckland’s top ten attractions while Hobsonville Point Farmer’'s Market (9%)

was included in YE Dec 2021’s top ten.

36

Share of domestic visitors in
Auckland
-1%

'] 1 /10

Satisfaction with
Activities & Attractions
No change

Rank

o H» W N B

© 00 N O

10

Attraction

Piha Beach
Kumeu

Waitakere Ranges

Bethells beach
Hobsonville

Avondale Sunday Markets
Titirangi

Muriwai Beach (Gannet Colony)
Kumeu Farmer’s Market

Karekare beach

%
18%
13%
10%
10%

10%

9%
8%
8%
7%
7%
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Top 10 Activities
West Auckliand

= Of the domestic visitors that visited West
Auckland in the year to March 2022, the
most popular activities were visiting a
restaurant or café (27%), followed by going
to the beach (21%), shopping (16%), visiting
a market (15%) and general exploration
(14%).

Visiting a film location (6%) was a new
feature in the top ten list of activities for
West Auckland in YE Mar 2022, while
visiting art galleries, museums and historic
sites (7%) featured in the top ten for YE Dec
2021.

=

Tataki
Auckland =
Unlimited ===

DOMESTIC

# Activity %

1 Restaurant of café 27%
2 Went to the beach 21%
3 Shopping 16%
4 Visited a market 15%
5 General exploration 14%
o Namngnkgombre
7 Sightseeing 11%
8 Bar, pub or nightclub 11%
9 Wineries or breweries 7%
10 Visited a film location 6%

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.

AUCKLAND
TAMAKI MAKAURAU



Time

N.j;!];EE I |ft"-:.i-'|..
West Mess lila
39 | Auckland Visitor Survey ?IJ'A-”": : b}rstem
_:-. Convad
Mice
[rip v’repu |.cf |[ ml‘?__
'111 ) f §
F *'*'"3'” o "’"I reindlier

Improvement -
West Auckland

scape lﬂlpl‘ESSEd

Public
Road

ourtesy Pnenda
\];‘ijﬂlpl

Urssture -"I Pretry Sigrials
Move  Stay e
VGC = Jisit
= Most of the survey respondents had positive ESS RO ad Stigll SEr
things to say about their experience in West giggGl f”ma raffic 1oy Clean s~ ATE8
Auckland stating that “Nothing” would have Hns:':_s_.rj.b;NéW-:r_mg_ IFLIH:
improved their visit SmaRestrictions paye e
' B"‘:‘f':]] {)K_Ii_(_i LivelJ 11O LA = é,lcro
. ! by Ener
= However, the top themes to improve the s [f] Aintaifie drisa i 'L]:lee each
visitor experience in West Auckland were: wl TANSDOTT i SpEne 3,
dI1S[ “Normal=S
o Reduce traffic. Frestuians. Cive \/;j“‘gfi”‘. !;flre
o Upgrade roads and infrastructure N, s Periect pwm Great
(e.g., in Kumeu). e Tourist b'i’Tr af ﬁC
o Friendlier people. oy s
. MO Ie l J[({_d
o Better customer service. Tricky G New
o More accommodation options. S\ m%m,e Lat ‘1;
1 E::tc:i Dr-]
o Better parking. e POGls
D:wng _r_|;'_l,|"|l.F'*-\ In
o Better public transport. oo m{,fy
o More information on tourist | Par kmvf

attractions.

aucklandunlimited.com

w'ﬂlw
]'ml’ﬁ:' G 0 Wester

Service
it Ll AVED
Attraction



Tataki

Attractions & Activities auckland S5 By
Hauraki Gulf & Islands

Areas & Attractions Visited

Attractions &
Activities 8 3
= Dark Sky reason to visil Great
Barrier 1sland

2 3 0 Average Satisfaction
I’D B Activities Done

Fitter results by:
with Attractions and
Break down of Maori Cultural A:l.lv!l]l

of visitors to the Auckland region Activities o
YE MAR 20 1 201 visited or thought they visited (out of 10)
the Hauraki Gulf & Islands |

YE JUN 1

R L -
' What, if anything, could have improved your experience of the Hauraki Gulf & Islands?
1

YE DEC 31
YE MAR 12 [ (Comments from Ot 2022 respondents - DOMESTIC only)
Visitor
Experience

“Cheaper travel options™

Vishors an holkdey

“Cheaper Laxis"

“Transport Is limited"

Vit friemads & family

ﬁ-
“It was a great experience, the weather was good and “We thought it was overrated. The main "shopping™
we had plenty to do, not sure you can improve on our ared is full of real estate agents, but | guess we know
stay other than the ferry's were the service was poor Aucklanders have a fixation with their property
and at times unfriendly so yes that needs improving” values...."

_—

rred. Fram Q3 2020 onwards, data is demestic only. In Q4 2021 and Q1 2022 respectively, only 503 and 683 of the quarterly sarmple wias coliected. Please click here ta the About’ payre for information.

Notes In Q2 2020, no data co lpction ooou
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Top 10 Attractions
Hauraki Gulf & Islands

= In the year to March 2022, almost a quarter of domestic visitors to Auckland (23%) visited the Hauraki

Tiritiri ) Great
Matangi Barrier _
Island - - Island

Gulf and Islands. The average satisfaction with activities and attractions in this region was 8.3 out of 10.
YE March 2022 results were the same as YE December 2021 results.

Waiheke Island was the most visited attraction (29%), followed by Oneroa Bay (13%) and Onetangi Bay

(12%) -

both attractions on Waiheke Island. Kaitohe Hot Springs on Great Barrier Island (8%) featured in
the YE Mar 2022 top ten attractions while Toi Gallery (Waiheke Island) was included in YE Dec 2021.

Kawau H ")
alslan ) Hauraki Gulf 9 0 . Rank Attraction %
& : ! / 1 Waiheke Island 29%
Islands 3 o V °
North 2 Oneroa Bay (Waiheke Island) 13%
Wha_kanewha (Rocky)
regional Park _ Share of domestic visitors in 3 Onetangi Bay (Waiheke Island) 12%
Waiheke Community
Motuihe Art Gallery/ Toi Gallery Auckland 4 Great Barrier Island 11%
Motuta;ﬁland Oneroa Bay No change
Island The Red Shed's Art Collective 5 Wild on Waiheke 9%
Rangitoto
b Island Stony Batter 6 Rangitoto Island 9%
° Historic Reserve
, 4 Waiheke Museum 10 7 Waiheke (Island) Community Art Gallery 9%
| island & Historical Village
Auckland {—Rotma é 8 Other Waiheke Island bays and beaches 8%
\ Central/ : East - Island
, . . . . o
aucklandunlimited.com Satisfaction with * * 9 Waiheke Museum and Historical Village 8%
Activities & Attractions _*_, 10 Kaitohe Hot Springs (Great Barrier Is.) 8%
n =349 No change

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Auckland Visitor Survey

Top 10 Activities
Hauraki Gulf & Islands

Of the domestic visitors that visited the
Hauraki Gulf and Islands in the year to
March 2022, the most popular activities
were visiting a restaurant or café (29%),
followed by visiting the beach (25%),
shopping (19%), walking, hiking, climbing,

trekking and tramping (16%), and general
exploration (16%).

Wellness experiences (10%) were a new
feature in domestic visitors’ top ten
activities in YE Dec 2021, while this year
visiting art galleries, museums and historic
sites (11%) made the top ten in YE Mar
2022.

Tataki
Auckland =
Unlimited ===

DOMESTIC

# Activity %

1 Restaurant or café 29%
2 Went to the beach 25%
3 Shopping 19%
4 Walkllng, hlklng,_ climbing, 16%

trekking, tramping

5 General exploration 16%
6 Sightseeing 15%
7 Bar, pub or nightclub 14%
8 Wineries or breweries 12%
9 Visited a market 11%
10 Visited art galleries, museums 11%

and historic sites

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.

AUCKLAND
TAMAKI MAKAURAU
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Improvement
Hauraki Gulf & Islands

= The majority of survey respondents to the
Hauraki Gulf and Islands were positive
about their experience, mentioning that
“Nothing” would have improved their visit.

= However, the top themes to improve the
visitor experience in the Hauraki Gulf and
Islands were:

o Reduce costs.

o More and cheaper transport options.
o More things to do.
O

Better ferry experience (e.g., friendlier
staff).

o Diversify shopping on Waiheke Island
(too many real estate agents).

o More parking.

aucklandunlimited.com
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Agreement scales Aspect YE Dec 2021 YE Mar 2022 % change

" [n the year to March 2022, domestic

Auckland cares about the

visitors’ perceptions of Auckland were _ 5.9 6.1 +0.2
slightly more positive in comparison to environment
those who visited Auckland in the year-
ending December 2021. _ _ _

| N | ) It is easy to experience Magrl 58 5.9 +0.1
Domestic visitor's felt relatively safe - culture in the Auckland region
visiting Auckland (6.3), and they generally =
agreed that local people in Auckland were
friendly (6.3). However, domestic visitors | feel safe while in the Auckland
did not feel quite as strongly about region 6.2 6.3 +0.1
Auckland caring for the environment (6.1)
or the ease of being able to experience
Maori culture in the region (5.9). .

Local people in the Auckland 6.2 6.3 +0.1

region are friendly

0= Strongly disagree. 10= Strongly agree.
YE Dec 2021 Domestic: n= 1,506
YE Mar 2022 Domestic: n= 1,493

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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satiSfaCtion ltem YE Dec 2021 YE Mar2022 % change

= Overall, domestic visitors who visited Availability of clean toilets 6.3 6.4 +0.1
Auckland in YE March 2022 were slightly .
more satisfied with almost all aspects of their m Availability of rubbish bins 6.8 6.9 +0.1
visitor experience than those who visited in YE
DSBS oIEl AL W Availability of recycling bins 6.2 6.3 +0.1
In YE Mar 2022, the total satisfaction with
domestic visitors’ overall visitor experience in 2= Availability of Wi-Fi in public areas 6.9 7.0 +0.1
Auckland was 7.3 out of 10 (the same as YE 7
Dec 2021).

Cleanliness and presentation of city/region 6.6 6.6 -

In general, domestic visitors were most
satisfied with their overall experience in

Y — Availability of information about things to see
Auckland (7.3), followed by the availability of == and do while in the region 71 7.2 +0.1
information about things to see and do while
in Auckland (7.2), and the level of customer
service they received (7.2). Performance on The level of customer service experienced 7.1 7.2 +0.1
the latter two metrics has also improved
slightly on pre-COVID levels *
:g Overall experience in the Auckland region 7.3 7.3 -
YE Dec 2021 Domestic: n= 1,506 0= Not at all satisfied. 10= Extremely satisfied.

YE Mar 2022 Domestic: n= 1,493

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection occurred in Q2 2020.
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Asked if overall experience in the Auckland region was six or below AUCKland |\ AN
' (Comments from Q1 2022 respondents - DOMESTIC only) Unlimited ===

TOO MANY_PEOPLE

TRAFFIC CONGESTION

eeaseBAL) SERVICE & UNFRIENDLY
ROADING & PARKINGFELT UNSAFE & HOMELESS PEOPLE

DIRTY SPACES & RUBBISH

“Great attractions and lots of activities for the “It's a city at the end of the day, didn't have a wow
whole family. main drawback is the busy-ness and factor, could use a better waterfront™
hustle of the place, its very overwhelming

“Traffic conditions when entering city from South
and travelling to the North area”

) ) . “Frankly the overall experience made driving a
“It's not the friendliest cleanest place and is hard to frustration with many heavy traffic areas you
"l mean it's good to see Auckland trying to get enjoy in the current covid climate” definitely need a g:;od cps” ’
back on its feet, it needs to. but its a city in

distress, there's no denying that, It didn’t help

that Queen street is now so depressing, looks like

a squatters camp. and that when we were there,

there was a gang funeral going on or idiots driving “People were a bit rude, some litter / lack of

around the cbd on bikes. Made things feel lawless cleanliness affected trip"

and third world. get your act together Auckland." Auckland has become the country's toilet -

considering years ago it was a bustling city that
was exciting, letting the homeless sleep on the
streets has turned it into a dumpster’s paradise it
“Everyone is in a hurry and not really terribly is horrible, the council has done nothing about it

“Free Wi-Fi is appalling” friendiy” either”



Tataki
Auckland @Y=

Unlimited === | Auckano

Net Promoter Score

The Net Promoter Score (NPS) is an index ranging
from -100 to +100 that measures customer PROMOTERS DETRACTORS TOTAL NPS

engagement and loyalty, based on the likelihood of 0/ (y
customers to recommend a product or service. 30 ()] :Z 9 0 1

For domestic visitors in YE Mar 2022, NPS was +1,
(down 1 point).

The NPS for VFR visitors fell 3 points (to 0), and for
those visiting Auckland for a holiday, vacation or
short break, the NPS increased 1 point (to +14).

YE March 2022 YE March 2022 YE March 2022
Domestic visitors most likely to recommend
Auckland as a visitor destination include those aged - + 1 -1
30-44 years (NPS +10), Canterbury and Otago
residents (NPS +13 and NPS +21 respectively), Compared to Compared to Compared to
YE December 2021 YE December 2021 YE December 2021

those whose main reason to visit was a conference,
convention or other business event (NPS +18) and
those who also included Northland in their itinerary
(NPS +17).

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results. No data collection
occurred in Q2 2020.
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Auckland Visitor Survey

Sample detalils

Due to the global travel restrictions and
absence of international Vvisitors, the
Auckland Visitor Survey sample comprises
100% of domestic survey respondents for
this year.

The sampling aims to achieve a 50:50
gender split.

Just under half of the sample (45%) were
aged 18-39 years, with 56% aged 40+
years.

The domestic sample was sourced
representative by age and gender as per
census. However, because of the qualifying
criteria the resulting sample is not
representative.

Weightings were not applied to the domestic
sample due to a lack of reliable reference
data.

YE December 2021 DOMESTIC

s

# Region of Residence %
1 Canterbury 19%
2 emson e
3 Waikato 17%
4 Bay of Plenty 12%
5 Manawatu/Whanganui 8%
6 Northland 7%
7 Otago 6%
8 Hawke’s Bay 4%
9 Taranaki 3%
10 Nelson 2%
n=1,506

Note: YE March 2022 findings are based on domestic visitors only and are compared to YE December 2021 domestic visitor results.

Tataki

Auckland Y=
Unlimited ===

AUCKLAND
TAMAKI MAKAURAU

YE March 2022 DOMESTIC
# Region of Residence %
1 Canterbury 20%
2 Waikato 18%
3 We!lmgton (& 17%
Wairarapa)
4 Bay of Plenty 11%
5 Manawatu/Whanganui 7%
6 Northland 7%
7 Otago 5%
8 Hawke’s Bay 4%
9 Taranaki 3%
10 Nelson 2%
n=1,493



Nga mihi
Thank you

= KEY CONTACT

Jaimee Raymond
Research & Insights Specialist

jaimee.raymond@aucklandnz.com
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