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| Auckland Visitor Survey

Introduction

To support Destination AKL 2025, 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 will supplement 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 planning and development.

This initial snapshot report on the first 12 months of data collection
serves to provide some key findings from the full available dataset and
a benchmark moving forward. New results will be available on a
quarterly basis.




Auckland £

Tourism, Events and ===

Economic Development PR\ N
»
Tiritiri R ") Great
‘Matangi . Barrier .
f = 48 Methodology
~Goat Island
J/i oWellsford '
o~ Matakana
FRere aKawau Hauraki Gulf
Island
' & * The Auckland Visitor Survey includes domestic and international visitors to the Auckland
Puhoio Islands region. It covers visitors to all six sub-regions (Central, North, South, East, West, and
&Waiwera Hauraki Gulf and Islands). N=800 interviews are completed in each quarter of the year,
North ©Orewa Whangaparaoa aggregating to a total of n=3,200 interviews per annum. The sample is split 50%
gap . A .
. domestic and 50% international.
Devonport . . .
- Rangitoto Island N = Domestic reﬂoondent_s.are sourced from a consumer panel. They need to live outside
West akapuna Motutapu Island 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
Waiheke .. q . o
ELTETS \sland visitors, but as an online mobile-optimised survey.

Muriwai Beacho ‘
Skytower 4l -6 Rotoroa * International respondents are recruited at visitor sites around the Auckland region, on
S {Island randomly selected days each quarter. A combination of sites are used to ensure a good

cross-section of visitors is included. To qualify, respondents must be 19+, usually live

A outside New Zealand, and have stayed at least one night in the region at the time of

DEUSRENT . Clevedon” participating in the survey. International respondents participate by completing a
Auckland questionnaire on an iPad, however if the visitor is willing to complete the survey but not
Airport | ; at the time they are approached they can supply an email address for later completion of
Manuka ' T the survey.

Piha Beacho

Waitakere Ranges

Awhitu Peninsula

* The annual sample size is n=3,200 has a margin of error of +/-1.6%, and the quarterly
sample size of n=800 attracts a margin of error of +/-3.4%. The survey is available in
English as well as simplified Chinese.

= |n the year to December 2019, the total sample size was n=3,296 with international
visitors n=1,627 and domestic visitors n=1,669.

Auckland Visitor Survey
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Visitor Experience ||

¢ ¢ ¢
1.8/10 7.2/10 .8 /10

Total Satisfaction

International Satisfaction Domestic Satisfaction
Overall experience in Overall experience in Overall experience in
Auckland

Auckland
YE December 2019

YE December 2019

i,
Auckland ' * é *
=

YE December 2019

¢

9 9 NPS 9]_ NPS 4 NPs

International Domestic Total .
Net Promoter Score Net Promoter Score Net Promoter Score _{ N *
YE December 2019 YE December 2019 YE December 2019 _*_‘

aucklandnz.com

Note: Findings include all visitor types i.e. holiday, VFR, business, education and other.



6

Auckland Visitor Survey

KEY FINDINGS

INTERNATIONAL

Of the international visitors on holiday in Auckland for
year end December 2019, a quarter (25%) of these
visitors visited Auckland only on their trip.

In the year to December 2019, almost three quarters
(73%) of international visitors on holiday in Auckland
stayed in commercial accommodation in Central
Auckland.

More international visitors (n=146) experienced Maori
cultural attractions in Central Auckland compared to
domestic visitors (n=48).

The Hauraki Gulf & Islands activities and attractions
received the highest satisfaction rating of all regions
(9.1/10) from the international market.

In general, international visitors were more satisfied
with all aspects of their visitor experience and had a
more positive perception of Auckland than domestic
visitors.

For the year ending December 2019, international
visitors rated their overall experience in Auckland 7.8
out of 10 and recorded a Net Promoter Score (NPS) of
+42.

aucklandnz.com

DOMESTIC

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.

_ Auckland £
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AUCKLAND

OVERALL

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

Issues with driving in the city, such as traffic,
congested roads, parking and public transport are
top of mind when asked how the region can improve.

In total, the overall visitor experience in Auckland was
rated 7.1 out of 10.

The year end December 2019 Net Promoter Score
(NPS) for Auckland overall was 21. Auckland NPS
score highlights a vast difference between domestic
(+1) and international (+42) visitors.

While it's not feasible to expect domestic visitor NPS
to reflect international visitors, looking at the
differences in experiences may help explain this
disparity.
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Travel behaviour
International Northland 31 s,
holiday visitors D O

i regions Auckland 25.,
= The majority of international visitors to No. of stays in

: visited on (CLLY)
Auckland visit for holiday reasons (1.28m). Auckland on trip latest trip to

Of the international visitors on holiday in O (Day trip) Auckland

Auckland for year end December 2019, a 1 ;

quarter (25%) of these visitors visited Waikato & 25,
Auckland only on their trip. 5 Hamilton

Almost a third (31%) of international holiday
visitors visited Northland, while a quarter
(25%) visited Waikato/Hamilton. Over half
(59%) visited other New Zealand regions
during the same trip.

_ _ _ - Other NZ 59
Forty percent of international holiday visitors region(s) %
stayed in Auckland only on their trip, while
57% of international visitors stayed in
Auckland two or more times on their trip.
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Travel behaviour
Domestic visitors
VFR

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

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

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
on their trip, while sixty percent of domestic
visitors visited Auckland two or more times
on their trip.

No. of stays in
Auckland on trip

O (Day trip)
1
2

Auckland £
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Northland 1 2 o,

Other
regions
visited on
latest trip to
Auckland

Auckland /1 .,
(only)

Waikato & 16 o

Hamilton

OtherNZ 8 .
region(s)

AUCKLAND
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Nights in region -
International
visitors on holiday 7.8

= |n the year to December 2019, the region
with the highest average length of stay of
international visitors was Central Auckland,
with an average of 7.8 nights, followed by
North Auckland (1.5 nights).

Central

International holiday visitors stayed in West
Auckland 0.7 nights, South Auckland 0.5

nights, East Auckland 0.2 nights and
Hauraki Gulf and Islands 0.2 nights. O . 5 O C 2

Please note, this contrasts to the official
datasets (IVS) due to differing

methodologies. Hauraki Gulf & Islands

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

Nb. All average night calculations exclude those who did not stay overnight in the Auckland region (e.g. cruise passengers).
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Accommodation Type & Satisfaction =oorcbaceemen A
International holiday visitors

In the year to December 2019, almost three Main type of accommodation used (by region)
quarters (73%) of international visitors on

holiday in Auckland stayed in commercial PR,

accommodation in Central Auckland, while Accommodation

Other
over a quarter (27%) stayed in other
accommodation such as private homes and Cartead
Airbnb, etc.* % % How satisfied are you

with these aspects of
In all other regions, the regional dispersal of your accommodation 7 9
international visitors between commercial and 5 5 4 5 in the Auckland region: B
% %

other types of accommodation is fairly even.

The value of

Over half of international visitors stayed in youx accominEtrton
other types of accommodation in West (55%) 4 8 o 5 2 o The quality of your | The level of customer
and East (52%) Auckland, while over half of /o /o QALOIVIHOUR | safgte

visitors stayed in commercial accommodation
in South (56%), North (55%) and the Hauraki 7 8 8 1
Gulf and Islands (52%). % % | ]

Overall, international holiday visitors were
most satisfied with the level of customer 4
service with accommodation in Auckland % : ' %

rating it 8.1 out of 10. The value (79/10) and 0 = Not at all satisfied & 10 = Extremely satisfied

quality (7.8/10) of accommodation in y
Auckland was also highly rated by the 5 2 o “a“lrsal';'nz:"& 4 8 o
international market. /o /o

* Please note: A detailed breakdown of the included accommodation categories is available.
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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 a ~ N s
Central (68%), Hauraki Gulf & Islands (62%), /o o QONTIVIHOCRIR | Sorgte

South (58%), West (58%) and East (53%)
Auckland. 7 8 7 7
58 42 .. : :

Other types of accommodation were popular
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 Islanes /o

* Please note: A detailed breakdown of the included accommodation categories is available.
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Transport
International

T tusedi
visitors asportusedin o0 3605 480

The main mode of transport for international region Public bus or train Vehicle (private or rented)
visitors in the year to December 2019 was a

private or rented vehicle (48%), followed by

public bus or train (36%).

International visitors were most satisfied How satisfied are you

with both the Auckland Airport passenger W“htt"r:i:az:’fi‘:i::
and Cruise terminals (both rate.d 8.4 out Auck,aﬂdregiom 8 _ 2* (5-87 2 1 7 . Sﬁ @7 d 2

10), followed by the ease of walking around

(82) Ease of | Ease of Ease of | Ease
Walking around | Cycling around driving around | of parking

Ease of wayfinding was rated fourth highest 0= Notat all satisfied

(8.1) while the local transport options and 10 = Extremely satisﬁei 8 1
general services in Auckland were rated 7.9 . 8 = 4 8 = 4 amm 7 a 9
out of 10. wi 11

. Ease of finding | Auckland Airport Local transport options
Ease of cycllng was rated the lowest by the your way around | passenger terminal Cruise terminal | & services generally

international market but was still above
average at 7.1 out of 10.
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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 Vvisitors, who m ’)' Niv, 41
Ease of finding | Auckland Airport Local transport options

predominantly drive around the Auckland , ) - s o e o
reg|on (75%) your way aroun passenger termina ruise termina services generally
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Attractions & Activities L

' '/ '/
6/10 8.4/10 8.3/10

CENTRAL AUCKLAND \\L-h‘/ . NORTH AUCKLAND EAST AUCKLAND
Average Satisfaction with Average Satisfaction with Average Satisfaction with

Activities & Attractions ) - Activities & Attractions (), 0 Activities & Attractions -, L‘; *
IR=

—
YE December 2019 YE December 2019

s YE December 2019

¢ '/
8.2 /10 /10 8.9 /10

HAURAKI GULF & ISLANDS
Average Satisfaction with * . *
Activities & Attractions */ *\*

SOUTH AUCKLAND
Average Satisfaction with
Activities & Attractions
YE December 2019

aucklandnz.com

Average Satisfaction with
Activities & Attractions

YE December 2019 YE December 2019

Note: Findings include all visitor types i.e. holiday, VFR, business, education and other.
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Attractions &
Activities

Filter results by:

[ YE SEP 19
YE DEC 19

Visitors on
RLASON .
L holiday

VISIT

i Visit friends

& family

K

International
Visitors

Attractions & Activities - Total . wuspesices
Central Auckland

Average Satisfaction
with Attractions and Activities Done
of visitors to the Auckland region Activities ) M:forr’::.n:::::f;:z

visited or thought they visited (out of 10)
Central Auckland

8 5 8 | 6 Areas & Attractions Visited
%

What, if anything, could have improved your experience of Central Auckland?

(Comments from Q4 2019 respondents)

vm Fm mv N PEOPLE. - IMPROVE SERV &LO%_%QI:: o
MORE &EEAP%E m"}(me ARANSEOR OPTION

Trains 6t the hub need to fne L
better Lo allow transfer

train to ancthey
/ cheaper parking “Construction not 5o obstructive™

“Transportation, directlons to sites of interest. signage should be better, especlally
buses, give indications on public transport Lo indicate where sites of interest are. better
“Needs more buses in acin tran.”

Auckland CBD"

“Less const tion work, nicer view on the water from the

8 - harbou e to ttractions such as nice architecture
b J:c'ku‘;.; is appalling and expensive “Less noise and congestion ‘
in the d.,,,, stown area” or culture, clearer signs for public ansport

P

eggars on Queen St, some of
ould be taken as intimidating"

2

AUCKLAND

oy

Visitor
Experience
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North New Zealang  Hauraki Gulf = Almost all international visitors (92%) visited Central Auckland in the year to December
Mantime T & Islands 2019. The average satisfaction with Central Auckland’s activities and attractions for the
Downtown international market was 8.9 out of 10.

Museum

Waterfront/Viaduct
Auckland Art Gallery = Qver half (48%) of international visitors who visited Central Auckland went to Queen
Street, 41% the Sky Tower and 33% the downtown waterfront and viaduct. In
Silo Park/Wynyard Quarter. comparison to the domestic market, international visitors visited Mount Eden (22%),
Queen Street i Kohimarama Auckland Art Gallery (18%), iSites (18%) and Parnell (15%).
Sky Tower St Heliers Bay
Auckland Zoo

Western
Springs

Mission Bay

Rank Attraction %

'/ o A
0 V 1 Queen Street 48%
2 Sky Tower 41%

Market share of international

. . ) 3 Downtown Waterfront/ Viaduct 33%
visitors in Auckland
YE December 2019 ,
4 Britomart 25%
East
9 5 Mount Eden 22%
9 / 10 6 Auckland Museum 22%
\\ L 7 Auckland Art Gallery 18%
) NV
1Q (o)
) Satisfaction with _ < Sites =
Activities & Attractions A 9 Newmarket 17%
aucklandnz.com YE December 2019
10 Parnell 15%

n=1437
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Top 10 Attractions for Domestic visitors  _ ouspeeniad=
Central Auckland g

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 u useu °
I Activities & Attractions - 9 Kelly Tarlton’s 20%
YE December 2019 ~
10 K’ Road 18%

n=1,189
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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 visitors,
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.

1@t

B

b £B e

INTERNATIONAL

# Activity %
1 Restaurant or café 54%
2 Shopping 44%
3 Sightseeing 40%
4 General exploration 36%

Walking, hiking, climbing, o
5 trekking, tramping 28%
6 Bar, pub or nightclub 26%
7 Visited art ggllerl.es,. 559

museums, historic sites
8 Visited a market 21%
9 Went to the beach 16%
10 Cruising, boating or 15%

sailing

n=1436

@t

Auckland £
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AUCKLAND

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 ggllen.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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Maori Cultural
Attractions
Central Auckland

More international  visitors  (n=146)
experienced Maori cultural attractions in
Central Auckland compared to domestic

visitors (n=48) in the year to December
20109.

Of the visitors who experienced Maori
cultural attractions in Central Auckland, half
of visitors (50%) saw a live Maori
performance while just under half (44%)
experienced Maori artefacts, art or crafts.

Over a third of these visitors (35%) visited a
marae, a quarter (27%) ate traditional Maori
food, while 19% experienced a guided tour
and 18% participated in another Maori
cultural activity.

i,
1 i
»ff/// ////n/u/

i W'
’/,//// /////mﬁ
Wiy IM
,m’/ e

Rank Activity
Saw a live performance
Experienced artefacts, art or crafts
Visited a marae
Ate traditional food
Experienced a guided tour

Another Maori cultural activity

International
51%

46%

32%

21%

18%

17%

146

/W’ VIIQF‘W

[y //I/il/ I
(/1 /

Domestic
54%
46%
46%
38%
21%

17%
48
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Improvement
Central Auckland

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

= However, for those that did comment,
the top five themes were to improve
the:

1. Parking

2. Traffic

3. Public transport

4. Cost

5. Homeless people (unique to

Central Auckland)

aucklandnz.com
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Attractions & Activities - Total -.esis™
North Auckland

AUCKLAND

Attractions &

Activities 8 4
3 9 1) Areas & Attractions Visited
%

Average Satisfaction ; ’

with Attractions and Activities Done

| of visitors to the Auckland region Activities Break down of M:fo';' ::::;:: mnmy
YE SEP 19 visited or thought they visited (out of 10)

OATE P — North Auckland
YE DEC 19 ‘

Filter results by:

Visitors on

What, if anything, could have improved your experience of North Auckland?
(Comments from Q4 2019 respondents) ,l
RIASOH holiday — S %

FOR
VISIT

g Penaams P ' TRANSPOR Visitor
Visit friends . e ; {r
& family AN 4 N UG | Experience

“Better pubic transpartation access"

‘Cheaper transport and better
the t ' raitabiity of Lransport | o™
The path between the two playgrounds at Orewa avariabeiity of Lransport from airporl

Beach 1 small and uneven, could be better”

,' > “More cultural experiences" “The traffic over the bridge leaving
’ “More budget ettractions™ Aucidand can be insane”
| A
International
Visitors “Matakana market is too small now:
needs more voriety. used to be great™

P 4
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7 [wemavsarsney TP 10 Attractions for International visitors . guspeeisand =
North Auckland 'I|

AUCKLAND

N pakiri Beach = |n the year ending December 2019, over a third of international visitors (35%) visited
L o siand North Auckland. The average satisfaction with North Auckland’s activities and
: attractions for the international market was 8.8 out of 10.

~Leigh

_ _ = Of the international visitors that visited North Auckland, the top attraction was
‘b Tawharanui Devonport (48%), followed by Takapuna (27%) and Albany (16%). In comparison to the

Peninsula

6 domestic market, international visitors visited Goat Island (10%) and Pakiri Beach (9%).
9 Rank Attraction %
0/ . 1 Devonport 48%
-t 0
B ' 2 Takapuna 27%
Wenderholm . . L. 3 Albany 16%
Shakespear Regional Mz'aoi'kelilsha:’re of international visitors
Park/Army Bay IN AUCKIaNn : . 0
Crewa YE December 2019 4 Mount Victoria 15%
' 9 5 Orewa 13%
Whangaparaoa
| Peninsula / 10 6 Warkworth 11%
' [ | 7 Goat Island 10%
West North Head
) Historic Reserve ? 8 Pakiri Beach 9%
AT () Satisfaction with lp
N Activities & Attractions 0.0-0 9 Silverdale 8%
Devonport o) YE December 2019
Mt Victoria

n=421 . Central 10 Matakana 8%
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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 % . 1 Albany 30%
B ' 2 Devonport 27%
We"de’m'm S 3 Takapuna 27%
Shakespear Regional Z/Iarll((let sc,’ha re of domestic visitors in P °
Park/Army Bay uckian 0
Orewa YE December 2019 4 Warkworth 19%
' 5 Orewa 19%
Whangaparaoa
. Peninsula 6 Wellsford 17%
7 Silverdale 17%
West North Head
Historic Reserve 8 Mata kana 14%
AT o) Satisfaction with Q ?’
5 9 Activities & Attractions O. .O 9 Whangaparaoa Peninsula 13%
Devonport CONNE YE December 2019
ML Victoria 10 Mount Victoria 12%

n =567 . Central
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Auckland Visitor Survey

Top 10 Activities
North Auckland

Of the visitors that visited North Auckland,
the most common activity undertaken by
both international (39%) and domestic
(50%) visitors was visiting a restaurant or
café.

The second most popular

activity for
international visitors to North Auckland was
general exploration (31%) while domestic
visitors participated in shopping (42%).

There were no differences in activity
between international and domestic visitors
to North Auckland.

@f

'.

X
S
[

=3 =

INTERNATIONAL

# Activity %

1 Restaurant or café 39%
2 General exploration 31%
s Yokne g embing
4 Went to the beach 28%
5 Shopping 26%
6 Sightseeing 25%
7 Visited a market 13%
8 Bar, pub or nightclub 12%
9 musoums, nstorsates 12"
10 Other water activities 10%

n =454

= P

5 £

=M=l

Auckland £

Tourism, Events and ===
Economic Development

AUCKLAND

DOMESTIC
# Activity %
1 Restaurant or café 50%
2 Shopping 42%
3 General exploration 30%
4 Went to the beach 27%
5 Sightseeing 24%
6 Visited a market 24%
7 Walkl_ng, hlklng,. climbing, 919
trekking, tramping
8 Bar, pub or nightclub 20%
9 Visited art ggllerlgs, . 13%
museums, historic sites
10 Other water activities 11%

n =599
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Improvement
North Auckland

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

= However, for those that did comment,
the top five themes were to improve
the:

Traffic

Parking
Congested roads
Public transport
Cost

o~ WP

aucklandnz.com
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] ] EgH Tourism, Events and g‘;
Attractions & Activities - Total =oomcbacomen A
East Auckland

O

Attractions &

Activities 8 : ;
] | ey
8 Areas & Attractions Visited
O . .
2 /O Average Satisfaction

with Attractions and Activities Done
i Results for of visitors to the Auckland region Activities Break down of Miori Cultural Activity

ae 2 2 or Experiences done
Year Ending visited or thought they visited (out of 10)
SEP 2019

East Auckland

Filter results by:

What, if anything, could have improved your experience of East Auckland?
REASON ay

P
ACCESSIBILITY OF REGION Expernce

MORE VISITOR INFURMATION

Public transportation
Lack of parking
Domestic More public X
Visitors transport There wasn't much
‘* to do in my opinion,

l it's just not as
appealing as the
ﬁ- other areas in

ORIGIN Less traffic Auckland
o Parking and
? F campervan sites
LA

International :
Visitors
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=|nmsvsosne TOP 10 Attractions for International visitors _ ouspeensand=
East Auckland iy

AUCKLAND

Bucklands Beach
Eastern Beach
Half Moon Bay

Beachlands * In the year ending December 2019, almost a quarter of international visitors to
Coastal Walkway Auckland visited East Auckland (23%). The average satisfaction with East Auckland’s
Omana Regional Park activities and attractions for the international market was 8.5 out of 10.

Maraetai beach

Pohutukawa Coast Trail @ Of those who visited East Auckland, Sylvia Park was the most visited attraction with a
- _ Duder Regional Park third (33%) of international visitation while a quarter (26%) visited Half Moon Bay and
o N 19% visited Howick. In comparison to the domestic market, international visitors visited

Ayrlies Garden Coastal Walkway (16%) and the Hunua Ranges (12%)

Tawhitokino

Regional
Park 9 . Rank Attraction %
%
0 V 1 Sylvia Park 33%
Waharau Regional Park C} 2 Half Moon Bay 26%
Market share of international visitors ] 199
in Auckland 3 Howick 9%
Hunua
Ranges W Deeei ey 200 4 Bucklands Beach 17%
South
9 5 Maraetai Beach 17%
5 / 10 6 Coastal Walkway 16%
| 7 Eastern Beach 15%
» ;
Satisfaction with ‘ & SlSEe i e
Activities & Attractions * = 9 BeraiEIGE 129%
auekiandnz.com YE December 2019 =
10 Hunua Ranges 12%

n=193
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— 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 %
%
()] \\ / 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 3 .
Activities & Attractions = * 9 Howick Historical Village 13%
klandnz.
creendnscom YE December 2019 '&"’5”
10 Pakuranga Night Markets 11%

n =380
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Auckland Visitor Survey

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 in East

Auckland.

(10%)

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

= Rl

INTERNATIONAL

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

Walking, hiking, climbing, o
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 Cruising, 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 9%
sailing
n =392
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Improvement
East Auckland

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

= However, for those that did comment,
the top five themes were to improve
the:

1. Traffic

2. Parking

3. Roads

4. Public transport
5. Signs

aucklandnz.com
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Attractions & Activities - Total seror<becioomen A
South Auckland

3 ) 0/0 Average Satisfaction e
with Attractions and Activities Done

Break down of Maori Cultural Activity
or Experiences done

Filter results by:

of visitors to the Auckland region Activities
visited or thought they visited (out of 10)

YE SEP 19
P ——— South Auckland
YE DEC 19

What, if anything, could have improved your experience of South Auckland?

Visitors on (Comments from Q¢ 201 respondents) i ,l

HLASON .
A holiday

SO IMPROVE SAFETY
“atamly | LESW§& LQAEFIC

PRESENT A CLEANER CITY |

SENSE OF VALUE  PUBLIC TRANSPORT ‘

S ROAD INFRASTRUCTURE

\

|

Attractions &
Activities 8 2
B8 Areas & Attractions Visited

Visitor
Experience

Visitors y

» -
ORIGIN

K

International
Visitors
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= |wemsvsorsne TOP 10 Attractions for International visitors  ouspeensand=
- South Auckland gy

AUCKLAND

= |n the year ending December 2019, a quarter of all international visitors (26%) to

Central Auckland visited South Auckland. The average satisfaction with South Auckland’s
\ Mangere Mutukacroalbiamlin's activities and attractions for the international market was 8.5 out of 10.
West Mountain

= The majority of international visitors (70%) that visited South Auckland visited the
Ambury Park 5 Auckland Airport, while 22% visited Manukau and 18% visited Rainbows End. In
: ' comparison to the domestic market, international visitors visited Auckland SkyDive
(7%) and Manukau Heads Lighthouse (7%).

Villa Maria Winery
Otuataua Stonefields @il

Historic Reserve

Butterfly Creek

Auckland

Airport Rainbows
End

Auckland

Botani 9 :
: . G‘;r?elr’is o/ . Rank Attraction %
. sast 0 V Auckland Airport 70%

Manukau Heads

Lighthouse 1
F'e:i\nwshtitlg 2 Manukau 22%
Market share of international . .
visitors in Auckland 3 Botanic Gardens 18%
YE December 2019 4 Rainbows End 11%
9 5 Pukekohe/Bombay 11%
10 6 iSite at Auckland Airport 10%
Karioitahi 4
H 7 Mangere 9%
Satisfaction with ‘* @ 8 Butterfly Creek 9%
Activities & Attractions *» 1= * o} Auckland SkvDive 7%
aucklandnz.com YE December 2019 '&; / °
10 Manukau Heads Lighthouse 7%

n =300
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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 .
. . G‘;r?elr’is 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 Desemosr 208 4 Botanic Gardens 19%
9 5 Pukekohe/Bombay 16%
10 6 Otara Market 13%
Karioitahi &
H 7 Mangere 13%
Activities & Attractions * = 9 Otara 13%
aucklandnz.com YE December 2019 '&;_ °
10 iSite at Auckland Airport 10%

n=676
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INTERNATIONAL DOMESTIC
Top 10 A l iVi ties # Activity % # Activity %
south Auckland Y@" 1 Restaurant or café 35% ﬂ 1 Shopping 43%
Of the visitors that visited South Auckland in ﬂ 2 Shopping 28% @It 2 Restaurant or café 40%
the year to December 2019, the top three
activities for both international and _
domestic visitors was visiting a restaurant or 3 General exploration 24% 3 General exploration 23%
café (ranked 1St and 2"d respectively), o S o
shopping (ranked 2" and 1st) and general 'k 4 Wa:(il_ng, hiking, climbing, g Y\«‘» 4 Visited a market 52%
exploration (ranked 3rd). trekking, tramping .
- . A
In contrast to domestic visitors, international " s Sightseeing 16% m] 5 Bar, pub or nightclub 16%
visitors participated in other soft adventure
and sports (8%) - an activity that is unique (i 6  Visited a market 14% '|| 6  Sightseeing 16%
to the South. .
. : . = . o Walking, hiking, climbing,
In comparison to the international market, m] 7 Bar, pub or nightclub 12% 'ﬁ ! trekking, tramping 1%
domestic visitors went to an event, concert .
or festival (9%) in South Auckland. O% 8 g;gffsm adventureand o, ‘— 3 Went to the beach 10%
Art galleries, museums : o
9 and historic sites 7% 9 Event, concert or festival 9%
Art galleries, museums o
‘_. 10 Went to the beach 7% m 10 and historic sites 9%

n=284 n=:622
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Improvement
South Auckland

= Many of the survey respondents were
positive about their experience in

South
would

Auckland stating that “Nothing”
have improved their visit to the

region.

= However, for those that did comment,
the top five themes were to improve

the:

B~ wbh e

aucklandnz.com

Traffic

Airport

Parking

Roads

Public transport
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Attractions &
Activities

Filter results by:

| vEsep g |
| YEDEC 19

Visitors on
holiday

Visit friends
& family

International
Visitors

Auckland gi%
Tourism, Events and ==
Economic Development

AUCKLAND

Attractions & Activities - Total
West Auckland

West

8.4

Average Satisfaction

2 0
9 / (0) with Attractions and

of visitors to the Auckland region Activities
visited or thought they visited (out of 10)
West Auckland

Areas & Attractions Visited

Activities Done

Break down of Maori Cultural Activity
or Experiences done

mrmmmwrwmm P N

Visitor
Experience

“Traffic signs not really well
\dentified and confusing®

"Another public swimming pool”

‘Better transpaort links to central™
“Better road markings-—always

seem to end Lup in wrong lane"

ore rubbish bins"

"L ess dodgy people abaut in some

areas"
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| snavsirsns— TOP 10 Attractions for International visitors . ouwispsenisand =

— "
= In the year ending December 2019, almost a quarter of international visitors (23%)

visited West Auckland. The average satisfaction with West Auckland’s activities and
attractions for the international market was 8.9 out of 10.

AUCKLAND

=  Almost half of the domestic visitors who visited West Auckland went to Piha Beach

e (48%), 28% visited the Waitakere Ranges and 21% visited Titirangi. In comparison to the
P domestic market, international visitors visited Karekare beach (19%) and the Arataki
Visitor Centre (11%).
9 Rank Attraction %
Parakai Hotpools o % 1 Piha Beach 48%
2 Waitakere Ranges 28%
L Market share of international visitors 3 Vel 21%
Waimaukuo  okumeu in Auckland 4 Muriwai beach (Gannet 65
. YE December 2019 Colony) 0
Muriwai beach Horse Treks Auckland Hobsonvilleo l
o —a 9 5 Karekare beach 19%
Muriwai beach (Gannet Colony)
9 / 10 6 Hobsonville 12%
Bethells beach 2 .
\ 7 Bethells beach 11%
Piha beach & W:::;Z;E 1 Satisfaction with 8 Arataki Visitor Centre 11%
Titi i A AN .
Karekare beach il rcata g Activities & Attractions 9 Kumeu 11%
Visitor YE December 2019

n =209 Centre 10 Avondale Sunday Markets 8%
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43 | At vtorsurey Top 10 Attractions for Domestic visitors . ouspoeind=

— "
= 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.

'35

1

2

Market share of domestic visitors <
Waimaukuo okumeu in Auckland 4 Hobsonville 18%

5

6

AUCKLAND

Rank Attraction %

ParakaiHotpools =~

Piha beach 34%

Titirangi 20%

West Avondale Sunday Markets 19%

YE December 2019

Muriwai beach Horse Treks Auckland Hobsonvilleo l

Waitakere Ranges 18%

Kumeu 17%

— v
Muriwai beach (Gannet Colony) 10
Bethells beach & \ H 2 / 7 Muriwai beach (Gannet Colony) 16%

. Waitakere 8 Bethells beach 16%
Fihabeach @ Ranges 1 . Satisfaction with
Itrangl a age .
Karekare beachd) Aratak Activities & Attractions 9 Kumeu Farmer’s Market 14%
Visitor YE December 2019

n = 354 Centre 10 Parakai Hot pools 13%
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Auckland Visitor Survey

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%).

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 99%

experience
10 Bar, pub or nightclub 7%

n =249

@f

= &
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Auckland £

Tourism, Events and ===
Economic Development

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 Crwsmg, sailing or 9%

boating
n=412
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Improvement
West Auckland

= The majority of survey respondents
were positive about their experience in
West Auckland stating that “Nothing”

would

have improved their visit.

= However, for those that did comment,
the top five themes were to improve

the:

o~ WP

aucklandnz.com

Traffic

Parking

Public transport

Cost

Roads and congestion
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Attractions &
Activities

Filter results by:

YE SEP 19 l
—

YE DEC 19

VISIT

‘ Visitors on
REASON .
s @ holiday

| Visit friends
& family

Domestic
Visitors 'y

ORIGIN

N~

International
Visitors

Attractions & Activities - Total

Haurakl Gulf & Islands

Auckland gi%
Tourism, Events and ==

Economic Development AN

8 | 9
2 1 0/0 Average Satisfaction
with Attractions and

of visitors to the Auckland region Activities
visited or thought they visited (out of 10)
the Hauraki Gulf & Islands

Areas & Attractions Visited

Dark Sky reason to visit Great
Barrler Island

Activities Done

Break down of Maori Cultural Activity
or Experiences done

What, if anything, could have improved your experience of the Hauraki Gulf & Islands?

(Comments from Q4 2019 respondents)

‘Some of the shop k
were very rude at
the day”

“The ferry was qu

the food for sal

ore possible times like hail day visits'

k4

Visitor
Experience




almaswosne Top 10 Attractions for International visitors . ouepesiad™
Hauraki Guif & Islands jig

Tiritiri
Matangi
Island

aKawau
Island Hauraki Gulf
&

Islands
North

Whakanewha (Rocky)
Regional Park

Motuihe
Island
Motutapu

Island
Rangitoto o
\ Island

Oneroa Bay

il

\ Cenltral/ : East -

aucklandnz.com

n=279

’ L )¢ Great

Waiheke Community
Art Gallery/ Toi Gallery

The Red Shed's Art Collective

Stony Batter
Historic Reserve

4 Waiheke Museum
Historical Village

i &
Auckland F

Auckland <

AUCKLAND

* |n the year ending December 2019, almost_a quarter (22%) of international visitors to
Auckland visited the Hauraki Gulf & Islands. The average satisfaction with Hauraki Gulf &
Islands activities and attractions was 9.1 out of 10 for the international market - the
highest satisfaction rating of all regions.

= Waiheke Island was the most visited attraction in Hauraki Gulf & Islands with over half
(57%) of international visitation while a third (34%) visited Rangijtoto Island and 12%
visited other bays and beaches on Waiheke Island. In comparison to the domestic market,
international visitors visited Tiritiri Matangi Island (8%) and Motutapu Island (4%).

9 . Rank Attraction %
% v
Waiheke Island 57%

1
i 0,
Market share of international visitors 2 REMFELD [BEne S
in Auckland 3 Other Waiheke Island bays and 129
YE December 2019 beaches °
9 4 Oneroa Bay (Waiheke Island) 8%
10 5 Waiheke Community Art Gallery 8%
- / 6 Tiritiri Matangi Island 8%
7 Onetangi Bay (Waiheke Island) 7%
4
v Satisfaction with * ,.\ * 8 Rotoroa Island 6%
Activities & Attractions oW
YE December 2019 ‘*" 9 Great Barrier Island 5%
10 Motutapu Island 4%
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Top 10 Attractions for Domestic visitors
Hauraki Guilf & Islands '||

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
‘Tlritiri gt Great
Matangi ~ Barrier -
Island s - Island

domfsttic visitors was 8.5 out of 10 - the highest satisfaction rating from the domestic
market.

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%).

Kawau
Island

Hauraki Gulf

‘20% @

Rank Attraction

%

& 1 Waiheke Island 44%
North Islands S 2 Other Waiheke Island bays and beaches ~ 18%
Market share of domestic visitors in
Recona: park ey Auckland 3 Rangitoto Island 18%
Waiheke Community YE December 2019 ]
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 {— ] _ _ _ 8 Waiheke Museum & Historical Village 14Y%
E';‘;nt?Z. 7 East Rotoroa ¥ Satisfaction with * ,.\ & g °
\ e ‘ Activities & Attractions *** 9 Kaitoke Hot Springs (Great Barrier Island)  12%
aucklandnz.com = £
Uiz DeselmaRy 200 10 Whittaker’s Musical Museum (Waiheke 11%
0

n=225

Island)
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Top 10 Activities
Hauraki 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.

INTERNATIONAL

# Activity %

L Yorg g cinore
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 (;(r)l;i;inngg, sailing or 1%
10 Bar, pub or nightclub 9%

n=275

@f

B

P s

*
—a
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Tourism, Events and ===
Economic Development

AUCKLAND

DOMESTIC

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

Walking, hiking, climbing, 0
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 ggllerl_es,_ 16%

museums, historic sites
10 Visited a market 15%
n=242
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Hauraki Gulf & Islands

the Hauraki Gulf and Islands were |||1

positive about their experience stating :Lkll' '_ J [‘E:",m‘ e F:i[p] k Nige L[mt@ub,_t*rdwml | onger:
that “Nothing” would have improved e gt Retovetyy T oo ehicontsin Hl d
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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 80 5 7 68
than domestic visitors. environment . . .

For the year ending December 2019,
international visitors felt more strongly

than domestic visitors about the S guIIStUGraeSiynt’?hZX:j(zlkelgﬁZ I:/éag?(;ln 6.8 5.8 6.3
friendliness  of  Aucklanders (8.4

compared to 6.0), the feeling of safety in

Auckland (8.3 compared to 6.1) and that

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

(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

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

8.4 6.0

0= Strongly disagree. 10= Strongly agree.
International: n= 1,627
Domestic: n= 1,669
Total: n= 3,296
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s ati Sf a cti on ltem International Domestic Total
()] Availability of clean toilets 6.2
= In the year to December 2019, the total L
satisfaction with the overall visitor - Avallablllty of rubbish bins 66
experience in Auckland was 7.8 out of 10. l]]]
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
visri)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 Availability of information about
level of customer service experienced (7.6). — ) y o
== things to see and do while in the 8.3
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
availability of Wi-Fi in public areas (6.9).

region

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

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



What is the main reason you gave your overall experience this rating?
Asked if overall experience in the Auckland region was six or below
(Comments from Q4 2019 respondents)

reagrio condESFRE
BAD S%gV? FRIENDLY LOCALS

~~~RUBBISH & 'DIRTY

CROWDING + TOO MANY PEOPLE
FELT UNSAFE & HOMELESS PEOPLE

“Just too much traffic and not

h s . : “...parking is
enoug‘ pub bc transport. Informa;non appalling and
on getting about is confusing and so expensive”

are the signs taking you anywhere.”

“I find driving around Auckland on its congested roads tobe a
challenge, especially if you are a little unsure of where you are going.
Motorists tend to have no patience with anyone. It is not a pleasurabie
experience.”

mowed In some streets that make the streets extremely

untidy. | feel the council has really let the city down...” I

“The street are full of rubbish etc ... the berms not j

POOR WIFI ACCCESS

RUBBISH & DIRTY

“Auckland seems to be not a very
interesting or beautiful city. It has too
many cars and construction work and not
enough nice buildings or cosy squares.”

“Scooters are everywhere,
which ran very fast”

“Insufficient rubbish bins"
“Short of public toilets"

“There was lots of rubbish on the floor In ?‘7

some areas” ’




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).

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
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INTERNATIONAL DOMESTIC
|
sa m ple detalls # Country of Origin % # Region of Residence %
: Wellington (&

1 Australia 18% 1 . 19%
The Auckland Visitor Survey sample ’ Wairarapa) %
comprises 50% domestic and 50%
international survey respondents. 2 United States 12% 2 Canterbury 19%
The sampling aims to achieve a 50:50

Q H [0)
eme Sl it 3 United Kingdom 10% 3 Waikato 15%
The sample currently features a large .
proportion of younger demographics (60% 4 Germany 9% 4 Bay of Plenty 12%
of respondents were aged 18-39 years) with
a wide variety in the older age groupings. 5 China 89 5 Manawatu/Whanganui 8%
The domestic sample was sourced
representative by age and gender as per 6 Canada 6% 6 Northland 7%
census. However because of the qualifying
criteria  the resulting sample is not 7 France 5% 7 Otago 6%
representative.
1 [0)

Weightings were not applied to the domestic & India 3% 8 Hawke’s Bay 5%
and international sample due to a lack of .
reliable reference data. 9 Japan 3% 9 Taranaki 39

10 Netherlands 2% 10 Southland 2%

Please note. Sample sizes feature five quarters of data. n=2027 n=2,078



Nga mihi
Thank you

= KEY CONTACT

Jaimee Kirkwood
Research & Insights Specialist

jaimee.kirkwood@aucklandnz.com




