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Summary 
 
 
This report presents results from two surveys of visitors to Rotorua, New Zealand, which 
investigated visitors’ general characteristics (e.g., age, gender, origin country, 
accommodation, group type and size, length of stay, etc.) and their decision-making 
processes (when decisions were made and itineraries planned, what influenced those 
decisions and purpose of travel).  
 
The literature on visitors to Rotorua is relatively extensive given its position of one of the top 
visitor destinations in New Zealand. This literature is reviewed to provide a base for 
interpretation of this study’s findings. The large body of literature on visitor decision-making 
is also briefly reviewed. Emphasis is placed on the role of information in the production of 
destination ‘images’ and in the overall decision-making process. The affective and family 
context components of decision-making are also considered as these are thought to be 
particularly relevant to leisure travel, which is often carried out in a social context. 
 
The first structured questionnaire (Rotorua Visitors Questionnaire, n=423) examined visitors’ 
characteristics (origins, age, group size, length of stay, attractions visited, accommodation 
type, transportation type, etc.). The second (Rotorua Visitor Flows and Decision-Making 
Questionnaire, n=405 for the sub-sample discussed in this report) investigated decision-
making. For both surveys, ‘Rotorua’ has been defined as the boundaries of the Rotorua 
District Council. 
 
Both surveys were conducted in as close an approximation to a random sample as possible. A 
different range of sampling sites was used, however, for each. The first questionnaire was 
administered predominantly on the Rotorua lakefront while the second involved sampling at 
a range of attractions within the city and in the region’s periphery. 
 
From the Visitors to Rotorua Questionnaire it was found that visitors were predominantly 
domestic in origin (57.3%), travelled as a family or as couples for the purpose of holiday or 
leisure, stayed for 1-3 days (two thirds of visitors stayed overnight), used a variety of 
accommodation, but primarily motels, with almost two thirds travelling by private car or van. 
The major distinction was between domestic and international visitors. International visitors 
are more highly represented in both the younger and older age categories than are domestic 
visitors who are dominated by the middle-aged. Domestic visitors were overwhelmingly 
reliant on private vehicles for transport whereas two thirds of international visitors used hire 
vehicles. 
 
While thermal attractions are the most significant attraction for visitors as a whole (almost a 
third mention this as the primary attraction), domestic visitors are more attracted by the 
general activities and the natural environment of the area than they are by thermal attractions. 
Thermal attractions are, to some extent, primarily for international visitors. 
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For over half of the visitors to Rotorua the most important natural attractions are those 
associated with the lakes. The forests - Redwood forest in particular - are also significant, but 
perhaps as secondary natural attractions. As would be expected, commercial attractions are 
dominated by those associated with the area’s thermal resources. The Luge and Gondola, 
however, are also significant attractions in their own right. 
 
The sub-sample of 405 respondents who answered the Decision-Making section (Section C) 
of the Rotorua Visitor Flows and Decision-Making Questionnaire were dominated by young, 
international visitors. Just over one quarter of this sub-sample were domestic visitors (cf the 
Visitors to Rotorua Questionnaire), which is probably explained by the difference between 
the sampling sites. Also, almost one quarter of the sub-sample were from the United 
Kingdom. The private vehicle and motel were the most popular form of transport and 
accommodation, respectively, while almost a third of the sub-sample travelled as families. 
Just over half of the sample had not visited Rotorua before. Holiday and leisure was the 
principal purpose for about three quarters of the sample in relation both to travel in New 
Zealand and the visit to Rotorua. The thermal attractions of Rotorua were the first nominated 
attractions for almost half of the sub-sample. 
 
The planning of travel in New Zealand for this sub-sample was made at home by over half of 
visitors, although this is a far greater tendency for domestic as opposed to international 
visitors. The tendency to plan a travel itinerary at home increased with age and was more 
likely for those staying in motels, private homes and hotels as opposed to backpacker 
accommodation and motor camps. 
 
Similarly, the decision to go to Rotorua was made at home by two thirds of the sample. Once 
again, this tendency was greater for domestic than international visitors, for older visitors and 
for those staying in motels and hotels rather than backpacker accommodation. 
 
Two thirds of visitors in this sub-sample cited family and friends as an influence on their 
decision to go to New Zealand. A third were influenced by travel books, while brochures, 
having previously visited New Zealand and cost were influences for more than a fifth of 
international visitors. Travel books influenced most those travelling by bus or shuttle and the 
youngest age groups. 
 
A slightly different pattern of influence is found on the decision to go to Rotorua. Advice 
from family and friends remains an important influence but having previously visited 
Rotorua was the most often mentioned (a third of the sample). Travel books were also cited 
as an influence more often than was advice from friends and family. Further, over a third of 
international visitors were influenced by travel books, while only a tenth of domestic visitors 
claimed this to be an influence. Brochures were more of an influence on the decision for 
international rather than domestic visitors while, once again, younger rather than older 
visitors and those staying at backpacker and motor camp accommodation rather than motels 
and hotels tended to be influenced in their decision by travel books.  
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The implications for both theory and policy were discussed. In terms of theory and method 
the importance of site selection is emphasised as was the closely inter-related nature of 
visitor characteristics and decision-making processes. Also, the point was made that 
understanding decision-making processes of different groups and types of visitors requires 
understanding these relationships in depth. Policy implications included the distinct decision-
making patterns found between domestic and international visitors, the potential this has for 
value conflict, the significance of previous visitation for domestic visitors, the availability of 
a wide range of (natural) attractions for the domestic visitor and the opportunities to engage 
domestic visitors with the cultural and historic features of Rotorua. Finally, use of the 
internet as an information source was noted as of future importance in policy and planning 
for tourism in Rotorua. 
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Chapter 1 
 

Introduction: Research Objectives and Review of Key 
Literature 

 
 
1.1 Objectives 

The following report presents the results of research examining general characteristics of 
visitors to Rotorua and their decision-making processes. In this study, ‘Rotorua’ is defined as 
the boundary of the Rotorua District Council. The research is part of Objective 5 ‘Tourist 
Behaviours, Interactions with the Community and Community Responses’ of the FoRST 
Research Programme ‘Planning For Tourism Development’. It links to other reports on 
Rotorua tourism produced as part of this programme. 
 
While previous research (see Chapter 2) has provided information on visitor numbers and 
origin, the research presented here involved two objectives which provide more detailed 
information and analysis of visitor characteristics and decision-making. The specific 
objectives are: 
 
• To provide a detailed analysis of Rotorua visitor characteristics (e.g., age, nationality, 

accommodation, transport, group type, etc.) and their relationships to each other. 
 
• To provide a detailed analysis of Rotorua visitor decision-making, its timing and the 

influences upon it, in relation to the above visitor characteristics. 
 
Visitor decision-making is influenced by economic and environmental considerations but 
these are not reported here. They are covered in separate reports produced as part of the 
overall research programme. Also, visitor decision-making is a dynamic process carried out 
within a social context (as well as simply being a process performed by individuals) and so 
cannot be fully comprehended by any one piece of research (see Chapter 2). Nevertheless, 
knowledge of the decision-making process is vital in order to understand the ways in which 
visitor behaviours impact upon local communities and environments. It represents those 
processes which lead to the behaviours of visitors as well as to the perceptions of a 
destination that visitors take away with them. It is also closely connected to the promotional 
and marketing activities of destinations as these activities produce some of the images and 
expectations that are the ‘grist’ for the ‘mill’ of visitors’ decision-making processes. 
 
Study of the characteristics and decision-making processes of visitors to any destination 
should, therefore, be useful in the formulation of policy goals and planning strategies 
employed by local communities. It should also assist in predicting the effects of such 
strategies. The case study reported here seeks to enhance the understanding of visitors to 
Rotorua and to indicate how policy and development goals can be assisted and refined 
through a greater understanding of the visitors themselves. 
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This report should be read in the context of the other reports connected to this case study as 
each provides important links to the others which can only be alluded to briefly here in the 
following discussion. 
 
 
1.2 Literature Review 

1.2.1 Introduction 

The following is a brief overview of relevant previous research on visitors to Rotorua and on 
visitor decision-making. 
 
1.2.2 Visitors to Rotorua 

As one of the most well-established visitor destinations in New Zealand, considerable 
research has been done to track trends in visitor arrivals to the Rotorua region and visitor 
characteristics. The focus of this research has been on collecting data on total numbers, 
visitor nights, origin country, accommodation, length of stay and attraction visitation. The 
Rotorua Visitor Monitor has been the main source of this information and has been collated 
by APR consultants for Tourism Rotorua Marketing (e.g., APR, 1995; Tourism Rotorua 
Marketing (TRM), 1996; 1998a). As a region-specific monitor carried out on a monthly 
basis, it provides insights unavailable from NZTB and Statistics New Zealand exit surveys. 
In previous research, commercial and private bed nights have been included at different times 
although day excursionists have usually escaped inclusion. 
 
Table 1 shows that, in the years for which data are available, domestic visitors to Rotorua 
outnumber international visitors. Consistently, since 1992, each visitor (domestic or 
international) stays on average between two and three nights. From information sheets 
provided by Tourism Rotorua (student packs), the proportions of domestic versus 
international visitors can be tracked over time and these data are shown in Table 2. It should 
be noted that discrepancies were found between various documents. Percentages mentioned 
in Table 2 do not exactly correspond to those in the raw figures. Similarly, it is not clear upon 
what data the percentages for the years 1995 to 1997 are based as these could not be located. 
Nevertheless, it is interesting to note that, with the exceptions of 1995 and 1996, domestic 
visitors have consistently outnumbered international visitors often by as much as 2:1. 
 

Table 1 
Summary of Visitor Numbers and Visitor Nights 

 

 1992 1993 1994 1995 1996 1997 1998 
International 
nights 

736,482 942,026 103,1786 1,078,009 1,079,429 933,258 942,470 

Domestic 
nights 

1,651,963 1,669,509 1,717,065 1,422,836 1,658,994 1,834,726 1,793,760 

Total Visitor 
nights 

2,388,445 2,611,535 2,748,851 2,500,845 2,738,423 2,767,984 2,736,230 

International 
Visitors 

293,433 406,092 502,474    450,525 

Domestic 
Visitors 

604,150 639,292 681,582    768,635 

Total Visitors 897,583 1,045,384 1,884,056 1,163,688 1,167,329 1,230,216 1,219,160 
Source: TRM, 1996; 1998a 
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Table 2 
Proportions of Domestic and International Visitors to Rotorua 

 
Year International 

% 
Domestic 

% 
1992 30 70 
1993 33 67 
1994 37 63 
1995 47 53 
1996 58 42 
1997 48 52 
1998 35 65 

Source: Tourism Rotorua Visitor Monitor from Information sheets supplied by Tourism Rotorua 
 
There is also useful information on the origin country and, in the case of domestic visitors, 
origin region of visitors to Rotorua (e.g., NZTB, 1993; TRM, 1998b). Auckland, Wellington, 
the Waikato and the Bay of Plenty have, over recent years, provided the bulk of domestic 
visitors to Rotorua. International visitors have been dominated by Australians then, recently, 
Koreans (prior to the Asian crisis), the United Kingdom and Ireland, then the United States 
and Canada. 
 
There is a marked peak in visitor nights (less for visitor total numbers) in the December to 
February period in Rotorua (TRM, 1998b). It appears that while the increase in actual 
numbers is small but noticeable, there is a tendency for visitors to stay longer over this period 
than at other times. This will be useful in interpreting the findings reported here given the 
spread of sampling during 1999. 
 
In 1995 a study was carried out to examine the excursionist market (APR, 1995). There were 
difficulties in establishing Marae visitation figures and day tour figures. A cautious estimate 
of 15000 visitor nights for Marae visitation (i.e., not day excursionists) was produced and an 
estimate of 30000 day visits for sports events, tournaments, etc.. It was also estimated that 
some 200 000 visitor days are generated from shoppers around the area beyond Rotorua. 
 
Two theses (Ateljevic, 1998; Chrzanowski, 1997) shed some light on visits to attractions in 
the region. In summary, Chrzanowski (1997) sampled at Whakarewarewa, Waiotapu and 
Craters of the Moon (a free site) and found that 70 per cent of all those sampled were 
international tourists although domestic visitors had high representation at Craters of the 
Moon. Ateljevic (1998) focused on commercial attractions and found that the most popular 
were the New Zealand Maori Arts and Crafts Institute (71% of sample had visited), Maori 
Hangi and performance (53%), Polynesian Pools (43%), Rainbow Farm (34%), Rainbow 
Springs (34%), Skyline (33%) and Waiotapu (27%). More detail of these two studies will be 
provided in the discussion section. Also, APR have, in 1999, been carrying out a trial monitor 
of attractions. Results from this latter study will be particularly interesting as it covers a 
similar period to the present study. 
 
While the information already gathered is extremely useful it highlights the need to go 
beyond the raw figures and discover details and relationships between such things as visitor 
types, attraction visitation and the decision-making process. The present study seeks to 
deepen the understanding of visitors to Rotorua, starting from this broad base of information. 
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1.2.3 Tourist Decision-Making 

The decision-making behaviour of tourists has been extensively studied from a consumer 
behaviour perspective (e.g., Chon, 1990; 1991; Crompton, 1992; van Raaij and Francken, 
1984) and from a broader psychological, often motivational, perspective (e.g., Gnoth, 1997; 
Mansfeld, 1992; Witt and Wright, 1992). In a useful model of the overall process from 
motivation to the particular act of travel, Mansfeld (1992) emphasises the role of motivation 
as providing an impetus to travel but notes that there is, as yet, little understanding of how 
such an impetus gives rise to particular travel decisions. In this sense, motivational theories 
of travel provide little help, he suggests, in predicting tourist flows. It is partly for this reason 
that increasing emphasis is being placed on identifying the specific cognitive processes 
involved in the travel decision event. Witt and Wright (1992), for example, have suggested 
the usefulness of Vroom’s equations for understanding work motivation because these are 
based on cognitive theories of the ‘expectancy-value’ type. Thus, given a particular 
expectation of the availability of desired attributes of a destination (the ‘pull’ to travel) and 
the particular ‘force’ of certain perceived needs/values (the ‘push’ of travel) the output of the 
cognitive model represents the likelihood of travel. 
 
A major factor influencing such basic cognitive processes is the availability, accuracy and 
comprehensiveness of information about destinations (Chon, 1990; 1992; Mansfeld, 1992). 
This information produces, in the individual, an image of the destination. The images of 
destinations held by prospective travellers can be either ‘organic’ or ‘induced’ (Gunn, 1989, 
cited in Chon, 1990). The former refers to images principally dependent upon general life 
experiences - including actually visiting a destination - and general knowledge, while the 
latter are largely the product of deliberate efforts at marketing and promotion. Both types of 
image result from the different information sources available to any particular traveller at any 
point in time. Mansfeld (1992) notes that the information search process also has the 
potential to affect motivation (as well as the reverse) and will tend to become more specific 
to particular destinations over time. One way of understanding this process is to see it as a 
development from original ‘organic’ images (and their corresponding motives) to more 
‘induced’ images (and motives) as the prospective traveller researches the opportunities, at 
particular destinations. 
 
In terms of an evaluation of the attributes of destinations a distinction has been made between 
‘compensatory’ and ‘non-compensatory’ decision rules relating to destination choice 
(Mansfeld, 1992). Compensatory rules apply where weighted values are assigned to each 
salient attribute of, for example, a destination. The decision to travel to that destination will 
therefore depend on the final total of the weighted attributes for rival destinations. A non-
compensatory set of rules, in contrast, implies that certain desired attributes are ‘non-
negotiable’ and the lack of these core attributes cannot be compensated for by high 
weightings on other attributes. In the context of tourism it is likely that non-compensatory 
rules would be used to eliminate the majority of possible destinations (e.g., ‘I must go 
somewhere that has attractive natural scenery) but, as the decision process begins to be more 
focused, compensatory rules will apply so that ratings of destinations will be made on a 
number of attributes (e.g., ‘What types of natural environments are present?’, ‘Are there 
other things to do there?’, ‘How does it fit into my overall itinerary?’, etc.). 
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Gnoth (1997) has recently argued that such ‘cognitivist’ approaches often do not emphasise 
the more emotional qualities of destination decision-making and points out the affective (as 
opposed to cognitive) aspect of attitudinal theories of motivation redresses this imbalance to 
some extent. It is clear that some decisions will be based more on a careful, relatively rational 
process of decision-making, whereas in other circumstances a more ‘impulsive’ or emotional 
motivation will prevail. To an extent Mansfeld (1992) acknowledges this point in terms of 
the difference between ‘rationalistic’ and ‘probabilistic’ theories of decision-making. The 
former assumes the typical economic model of ‘rational man’, while the latter is a more 
social science-based notion of a ‘rough and ready’ or ‘satisficing’ approach to decision-
making, more suitable for situations where information is not always accurate or even 
available. 
 
Decisions, of course, are not always made by lone individuals. Van Raaij and Francken 
(1984), for example, have emphasised that decision-making often occurs within a group 
and/or family context. Within a group different people will have greater or lesser control over 
the different decisions involved from the ‘generic decision’ to travel to the specific decisions 
related to destination selection, transport and accommodation used and specific attractions 
visited. These dynamics will alter from one type of group (e.g., family) to another (e.g., 
friends). That decision-making often occurs in group contexts represents a caution for any 
study that examines decision-making using a survey instrument administered to individuals, 
as is the case in this study. It can be argued, however, that individuals are still able to report 
on this process and the predominant reasons for the (group) decision. 
 
The information search and decision-making processes have sometimes usefully been 
modelled using ‘choice set theory’ (e.g., Crompton, 1992). The basic principle underlying 
this approach is that, during the decision-making process, the prospective traveller carries out 
a winnowing of all possible destinations, gradually eliminating different ‘sets’ of destinations 
according to one or other attribute or, less rationally, according to the ‘clarity’, ‘availability’, 
etc. of particular destinations. So, for example, some destinations may ‘drop out’ of the 
process because of a lack of sufficient information about them for the decision maker to come 
to any clear understanding of what they have to offer (they thus are bundled into the ‘fuzzy 
set’ and sidelined from the remaining decision process). Ultimately, a single destination or 
sequence of destinations is left and it is to this end that remaining informational efforts and 
practical steps are taken (including contacting a travel agent if this has not already been 
done). 
 
Overall, the literature emphasises the complexity of the decision process that leads 
individuals and groups of individuals to travel (in general as well as to particular 
destinations). Given this complexity, the present study focuses on discovering the principal 
information sources and influences affecting decisions to travel to Rotorua (and, for 
international visitors, New Zealand), the type of decision rules employed and the affective 
aspect of the decisions made. Attractions of Rotorua are also investigated as important 
elements in the decision-making processes of visitors to Rotorua. 
 
By examining prior expectations and informational sources and influences it is hoped to shed 
some light on some of the above mentioned features of the decision-making processes and 
perceptions of visitors to Rotorua. 
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The report first details in Chapter 2 the methods used to meet the objectives and discusses 
some of the limitations of the study. Second, the results are presented in Chapter 3. These 
results are largely quantitative in style, comprehensive in scope and are reported in 
considerable detail. The main statistical tool used is Pearson’s χ2 in order to examine the 
relationships between variables of interest. Simple frequencies and percentages are also 
reported. For readers seeking specific information without reading the entire results chapter, 
it may be useful to consult the contents page and the list of tables provided at the beginning 
of the report. Finally, the results are discussed in Chapter 4. Points of interest and importance 
in the context of the research objectives are summarised and emphasised and considered in 
relation to the research literature. There is also consideration of the implications arising from 
this study for theory, method and policy. 
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Chapter 2  
 

Methods 
 
 
2.1 Introduction 

Two separate interviewer-administered, structured questionnaires were used to collect the 
data reported in this study. The first questionnaire (Visitors to Rotorua - see Appendix 1) was 
employed to collect data on general visitor characteristics and expenditure. The data on 
visitor expenditure are not reported here. They are reported in Butcher, Fairweather and 
Simmons (2000). 
 
The second questionnaire (Rotorua Visitor Flows and Decision-Making - see Appendix 2) 
was used to collect data on visitor travel routes in the area (Section B), visitor decision-
making (Section C) as well as similar visitor characteristics and expenditure data to those 
captured by the first questionnaire (Sections A and D). The data on visitor travel routes are 
not reported here. They are reported in Forer, Simmons and Fairweather (2000). Similarly, 
the expenditure data from this second questionnaire is reported in Butcher, et al. (2000). This 
leaves data on visitor decision-making, which are reported here. 
 
Two questionnaires were used to avoid having a single very large questionnaire and also 
because the objectives were clearly different for each survey. In particular, in order to 
understand the flows of visitors around the region, detailed information about visitor 
movements was required while a shorter survey could be used to generate information on 
general visitor characteristics. 
 
 
2.2 Questionnaire 1 and its Administration 

A total of 423 questionnaires were administered by a team of seven interviewers on the 
following days: 21-23 January; 25 January; 27 January; 5-8 April All days of the week were 
sampled. Interviews were carried out at the following sites in Rotorua: the lakefront area 
(87.7%); city focus (7.7%) and cafés in the commercial area (4.6%). The lakefront area was 
chosen as the prime site because of its central location, its high use by visitors at a time in 
their stay when they had some spare time, and because of its importance in the inner city 
development that has occurred over the past few years. 
 
There were a total of 71 refusals which represents a refusal rate of 14.5 per cent. Of the 
refusers, 47.8 per cent were male and 51.2 per cent were female. This is slightly different 
from the responders (44.9% male, 55.1% female - Table 3). The age distribution of refusers 
was very similar to that of the total sample with estimates of 18.6 per cent in their twenties, 
31.4 per cent in their thirties, 20.0 per cent in their forties, 14.1 per cent in their fifties and 
15.7 per cent older than sixty (cf Table 4). In terms of nationality, 36.6 per cent were New 
Zealanders, 21.1 per cent were Asian, 19.7 per cent were European, 14.1 per cent were 
English speaking non-New Zealanders and 8.5 per cent were of unknown nationality. 
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This represents a smaller proportion of New Zealanders than found with the responders 
(57.3% - Table 5), a very similar proportion of English speaking non-New Zealanders (i.e., 
United Kingdom, United States of America, Canada) and a greater proportion of Europeans 
and Asians (8.9% and 3.1%, respectively - Table 5). This suggests that the language barrier 
was a factor in willingness to respond. In fact, of the sixty-two refusers to provide reasons for 
their refusal, 40.3 per cent mentioned language difficulties, 32.3 per cent mentioned time, 
17.7 per cent said they were not interested or gave no reason, 8.1 per cent ‘didn’t want to’ 
and 1.6 per cent mentioned ‘group problems’. 
 
In summary, while refusers were similar to responders in terms of age and gender 
distributions they tended to differ in terms of nationality, principally because of the language 
barrier. 
 
In terms of representativeness of the sample it should be noted that the sampling was 
randomised. Also, the gender and age distributions (reported in Chapter 3) are similar to 
those found in a study carried out in Kaikoura (Simmons, Horn and Fairweather, 1998). The 
age distribution is also similar to that found in Questionnaire 2. The proportion of domestic 
and international visitors in the sample is within historical ranges reported in previous 
research (see Table 2). All of this suggests that the sampling is broadly representative of the 
population given the caution that non-English speakers were more highly represented in the 
non-responders than in the sample. There is the further caution that those travelling by bus 
and coach may also be under-represented (but see Section 2.4 below). 
 
The questionnaire was repeatedly piloted and refined on-site in January. Questions were 
either adjusted or eliminated and care was taken to keep the questionnaire as brief as possible 
(under five minutes for administration). 
 
Visitors were chosen on a ‘first past the interviewer’ or, if visitors were seated or otherwise 
stationary, ‘next closest to the interviewer’ basis. That is, once an interviewer had finished an 
interview the next person to walk past or the next closest person to the interviewer was 
approached. Interviewers introduced themselves and the project, and asked whether the 
person was a visitor to Rotorua. If the answer was positive, the interviewer then asked 
whether the person could spare five minutes to answer some questions related to their visit to 
the Rotorua area. On agreement, and after assurance was given concerning the confidential 
and voluntary nature of the research, the questionnaire was administered. 
 
 
2.3 Questionnaire 2 and its Administration 

A total of 552 questionnaires were administered by a team of eight interviewers on the 
following days in 1999: 1, 2, 3, 4, 5, 6, February; 3, 6, 9, 11, 12, 14, 15, 18, 19, April; 20, 21, 
22, 23, 25, 27, 28, 29, 30 September; 1, 2, October. The questionnaire was designed in four 
sections. Section A, ‘General Questions’, collected information on arrival times, length of 
stay, previous visitation, accommodation, transport and group characteristics. Section B, 
‘Routes and Stops’, asked questions about stops on the journeys to and from Rotorua and the 
visit itinerary. Section C, ‘Trip Decision-Making’, asked about purpose of travel in New 
Zealand, purpose of visit to Rotorua, what attracted visitors to Rotorua, the influences on the 
decision to go to New Zealand and to go to Rotorua and when decisions on visitors’ New 
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Zealand travel itinerary planning and the decision to go to Rotorua were made. Section D, 
‘Expenditure and General’, asked about actual and estimated expenditure during the visit to 
Rotorua and gathered age and gender information. All interviewees were asked to complete 
sections A and D. In most cases each respondent also completed sections B and C. In the 
February and April samples, however, some respondents only answered either section B or C. 
This was done initially, in order to reduce the time for questionnaire administration. It was 
discovered, however, that most visitors were happy do devote the full ten minutes it took to 
complete the whole questionnaire. 
 
In this report, results for Section C only are reported. The sub-sample which completed 
Section C was separated from the overall sample for detailed analysis. However, data from 
sections A and D relevant to analysis of the section C sub-sample were therefore included. 
 
Piloting was carried out in late January and the questionnaire was adjusted as a result in a 
number of minor ways. During the sampling period, randomised sampling occurred as with 
Questionnaire 1 and was carried out over all days of the week. The sites at which sampling 
occurred were largely different from those used for Questionnaire 1 sampling. These sites 
were:  
 
Major sites: New Zealand Maori Arts and Crafts Institute; Waiotapu; Rainbow Springs 
 
Minor sites: Okere Falls; Whakarewarewa; Lakefront; Buried Village; Fairy Springs; Lake 

Rotomahana; Mudpools; Polynesian Spa; Lake Tarawera; Hell’s Gate. 
 
The different sites for Questionnaire 2 were chosen in order to capture the complex regional 
visitor flow patterns (investigated through section B of the questionnaire) that were assumed 
to exist. As will be discussed (Chapter 3), when this sample is compared to that in 
Questionnaire 1, useful insights are made into the divergent behaviours of, in particular, 
domestic and international visitors to the Rotorua region.  Sampling sites are shown in Figure 
1. 
 
Sampling mostly involved pairs of interviewers being dropped off at one of the sites for the 
entire day. Sampling finished at 5:00pm on most days. Depending on weather and visitor 
rate, sometimes interviewers were moved to sites with more visitors during a sampling day. 
Weather was, in fact, a major determinant of the sampling schedule because of its effect on 
visitation, particularly at the outdoor sites. Within these constraints, sampling was carried out 
according to a schedule to ensure that the majority of sampling focused evenly on each of the 
major sites and at different times of the week. 
 
Unfortunately, no data are available on the number of refusers or their characteristics. 
Nevertheless, the representativeness of the sample can be considered in terms of the sites 
used for sampling. As will be reported below, the proportion of domestic and international 
visitors is quite different in this sample from that found in Questionnaire 1. Given the 
different sites used for sampling between the two surveys this difference is not necessarily 
surprising or indicative of unrepresentativeness. In the only similar study of some of the sites 
used in administering Questionnaire 2, the proportion of domestic and international visitors 
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Figure 1 
Map of Study Area Showing Sample Sites 
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was similar (Chrzanowski, 1998 - and see Chapter 1). While there is no information on non-
respondents some of the cautions mentioned in Section 2.2 for Questionnaire 1. It is likely, 
for example, that non-English speakers would have been highly represented amongst non-
responders and that those travelling by bus and coach would also have been under-
represented in the sample. 
 
For both questionnaires, analysis of data was limited to frequency analyses and cross-
tabulations. The representativeness of each sample 
 
 
2.4 Tour Operator Survey 

It became clear after initial data analysis that the sampling methods employed for both 
surveys may have been under-sampling those travelling by tour shuttles, buses and coaches. 
Often during sampling at particular sites for Questionnaire 2, for example, a coach might pull 
up or be about to leave. During that short period it was usually only possible to sample a very 
few visitors. Such large ‘waves’ of visitors in a matter of a few minutes simply overwhelmed 
the sampling methods available. 
 
It was decided to conduct a stratified sample of various sized tour operator companies 
operating in the Rotorua region to gain some insight into tour itineraries, volume and, if 
possible, expenditure. A questionnaire (see Appendix 3) was formulated and sent via fax to 
each of the sampled companies. Responses from three of the top six Inbound Tour Operators 
Council (ITOC) operators, five other ITOC operators and seven other, smaller operators were 
received. The results from this survey are integrated into the other reports concerned with 
either itineraries or expenditure. As questions on decision-making processes of visitors could 
not be included in the tour operator survey, no data was able to be taken from this sample for 
use in this report. The one finding from the Tour Operator Survey that can be reported here, 
however, is that 98.0 per cent of the visitors using the tours for which there were responses 
were international visitors. (See Section 2.5, however). It is likely, therefore, that it is the 
international visitors that are under-represented in the findings reported here. 
 
 
2.5 Limitations 

The main limitations to both questionnaires involve the generalisibility of the findings. As 
just mentioned (Section 2.4) under-sampling of those visitors travelling by tour bus, shuttle 
and coach means that the ‘free, independent traveller’ (FIT) probably forms a 
disproportionately large portion of the samples. From the Tour Operator Survey, however, it 
was found that 98.0 per cent of those on the tours, for which there were responses, were 
international visitors. Overwhelmingly, then, any under-representation will be of 
international visitors in the samples reported here. 
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While all precautions were carried out to ensure the randomness of the sampling at the sites 
there were factors mitigating against this process (see comments about weather in Section 
2.4). Sometimes, for example, respondents would ‘self-select’. That is, one member of a 
group might walk towards an interviewer or volunteer to answer the questionnaire. While it 
was usually possible to focus on the nearest member of a group, group dynamics which 
modified this selection process had to be accepted as an inevitable feature of the sampling 
procedure. 
 
One of the most subjective features of the analysis was the assignment of the ‘attractions’ of 
Rotorua (questions 14 to 16 in Questionnaire 1 and question 19 of Questionnaire 2) to 
categories. Answers to these open-ended questions were widely variant and often 
overlapping of categories. Some provided very specific answers (e.g., the Luge) while others 
mentioned very general characteristics (e.g., the people, nice place, etc.). In terms of 
overlapping categories, the Polynesian Spa, for example, could be both a thermal attraction 
and a cultural attraction. Also, some responses were not, in a technical sense, ‘attractions’ 
(e.g., ‘part of a package deal’). 
 
It is also important to remember that the responses from respondents involve their 
perceptions. What someone may report, for example, as an influence on their decision-
making does not necessarily imply that this was a causal factor. In psychology it is 
commonly acknowledged that causal perceptions involve systematic biases. In particular, the 
‘correspondence bias’ or ‘fundamental attribution error’ (Ross, 1977) involves a general bias 
towards making dispositional attributions to explain a person’s behaviour (including one’s 
own). In brief, it would suggest that people tend not to attribute their own behaviour to 
external sources. In the present context this would include informational sources. 
 
Nevertheless, when respondents report their perceptions they are providing valuable 
information about their awareness of information. Also, while overall there may be an under-
reporting of external influences on the decision-making process, the relative awareness of 
and receptiveness to those sources is important to understand. 
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Chapter 3 
 

Results 
 
 
3.1 Introduction 

In the following sections, the results from the Visitors to Rotorua Questionnaire are presented 
first. Then, results are presented from Section C of the Rotorua Visitor Flows and Decision-
Making Questionnaire. Section C is concerned with visitor decision-making. 
 
In the discussion of the Visitors to Rotorua Questionnaire findings, general characteristics of 
the sample are described (gender, age, nationality, travel group type) followed by trip 
characteristics (time in Rotorua prior to interview, length of stay in Rotorua, main purpose of 
trip, etc.), accommodation and transport used and the main attractions of Rotorua and the 
natural and commercial attractions visited while in Rotorua. 
 
Findings related to Section C of the Rotorua Visitor Flows and Decision-Making 
Questionnaire (visitor decision-making) are then examined. First, general characteristics 
(gender, age, etc.) of the Section C sub-sample are presented. Second, the purpose of travel in 
New Zealand and of the visit to Rotorua and the main things that attract visitors to the 
Rotorua area are discussed. Third, the findings for itinerary planning for travel in New 
Zealand and the decision to visit Rotorua are presented including where these were carried 
out (at home or while travelling) and what the information influences on decisions to visit 
New Zealand and Rotorua were. In relation to each topic, cross-tabulations which reveal 
significant relationships are also discussed. 
 
 
3.2 Visitors to Rotorua Questionnaire 

3.2.1 Characteristics of the Sample 

A total of 423 questionnaires were completed in this survey (Note: missing data explains the 
variable totals in the following tables). The sample for this questionnaire was slightly skewed 
towards females (55.1% females and 44.9% males) (Table 3). Table 4 presents the age 
distribution of the sample and shows that, while peaking at the 30-39 years age group 
(28.8%), each age group is fairly evenly represented. 
 

Table 3 
Gender Distribution 

 
Gender Number % 
Male 187 44.9 
Female 230 55.1 
 417 100.0 
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Table 4 
Age Distribution 

 
Years Number % 
15-19 16 4.0 
20-29 75 18.3 
30-39 118 28.8 
40-49 67 16.4 
50-59 70 17.1 
60-69 45 11.0 
70+ 18 4.4 
 409 100.0 

 
Residency of respondents is presented in Table 5. Over half (57.3%) are normally resident 
within New Zealand with the most significant numbers of these being from Auckland (16.9% 
of the sample), Wellington (6.7%) and surrounding areas. Only two per cent of the total 
sample were from the South Island. 
 
International visitors were dominated by those from the United Kingdom (14.3% of the total 
sample) and Australia (8.8%), followed by visitors from the United States (3.6%) and 
Germany (2.8%). Only 3.1 per cent of the sample were from Asian countries. 
 

Table 5 
Visitor Residence 

 
Visitor Residence Number % 
United Kingdom 60 14.3 
Australia 37 8.8 
United States 15 3.6 
Germany 12 2.8 
Canada 7 1.7 
Scandinavia 7 1.7 
Other Asia 7 1.7 
Netherlands 5 1.2 
Austria 5 1.2 
South Africa 4 1.0 
Switzerland 4 1.0 
Other Europe 4 1.0 
Japan 3 0.7 
Korea 3 0.7 
Pacific 3 0.7 
Middle East 2 0.4 
South America 1 0.2 
International Total 179 42.7 
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Table 5 - Continued 
Visitor Residence 

 
Visitor Residence Number % 
Auckland 71 16.9 
Wellington 28 6.7 
Other – Auckland to Rotorua 24 5.7 
Tauranga/Mt. Maunganui 23 5.5 
Hamilton 15 3.6 
Other - South of Napier/Hastings 10 2.4 
Other - Rotorua to Napier/Hastings 8 1.9 
Napier/Hastings 7 1.7 
Taupo 6 1.4 
Whakatane 6 1.4 
Palmerston North 6 1.4 
Other - North Island 6 1.4 
Other - North of Auckland 5 1.2 
Te Puke 4 1.0 
Wanganui 4 1.0 
Christchurch 4 1.0 
Other - South Island 4 1.0 
New Plymouth 3 0.7 
Murupara 3 0.7 
Tokoroa 3 0.7 
Domestic Total 240 57.3 

 
Origin of the respondent (classified as domestic or international visitor) is significantly 
related to age. In Table 6 it can be seen that when age is recoded into three categories (15-34; 
35-54; 55+ years), there is a significant difference in the age distributions for the two groups 
(Pearson’s χ2=22.882, 2df, p<0.001) with there being proportionately more younger 
respondents among international visitors (44.7%) as opposed to domestic visitors (33.8%). 
Almost half of the domestic visitors (47.7%) were aged 35 to 54 years. 
 

Table 6 
Age Group by Type of Visitor 

 
Domestic International  

Age Group Number % Number % 
15-34 years 80 33.8 76 44.7 
35-54 years 113 47.7 42 24.7 
55+ years 44 18.5 52 30.6 
 237 100.0 170 100.0 

 
Group composition was dominated by family (36.3%) and partner/spouse (33.0%) groups 
(Table 7). Those travelling alone comprised 11.9 per cent of the sample. 
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Table 7 
Type of Visitor Group 

 
Visitor Groups Number % 
Family 153 36.3 
Partner/spouse 139 33.0 
Alone 50 11.9 
Friends 40 9.5 
Friends and family 25 5.9 
Friends and partner/spouse 6 1.4 
Business associates 4 1.0 
Special interest group 3 0.7 
Other 1 0.3 
 421 100.0 

 
After eliminating ‘business associates’, ‘special interest group’ and ‘other’ categories and 
cross-tabulating with domestic versus international origins of respondents, a significant 
relationship is found (Pearson’s χ2=58.74, 5df, p<0.001) (Table 8). In particular, families 
comprise 51.7 per cent of domestic visitors but only 16.3 per cent of international visitors. 
International visitors in the sample are predominantly travelling as couples (44.8%). There 
were also proportionately more international visitors travelling alone (19.2%) than was the 
case for domestic visitors in the sample (7.1%). 
 
The majority of the groups comprise two adults (65.1% - Table 9) and no children (65.4% - 
Table 10). 
 

Table 8 
Type of Visitor Group by Type of Visitor 

 
 Domestic International 
Visitor Group Number % Number % 
Family 123 51.7 28 16.3 
Partner/spouse 61 25.6 77 44.8 
Friends 19 8.0 21 12.2 
Alone 17 7.1 33 19.2 
Friends and family 15 6.3 10 5.8 
Friends and partner/spouse 3 1.3 3 1.7 
 238 100.0 172 100.0 

 
Table 9 

Number of Adults in Group 
 

Adults Number % 
1 58 13.9 
2 272 65.1 
3 40 9.6 
4 32 7.7 
5 5 1.2 
>5 11 2.5 
 418 100.0 
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Table 10 
Number of Children in Group 

 
Children Number % 
0 274 65.4 
1 33 7.9 
2 73 17.4 
3 26 6.2 
4 8 1.9 
>4 5 1.2 
 419 100.0 

 
3.2.2 Trip Characteristics, Accommodation and Transport 

The day of arrival in Rotorua prior to the interview is presented in Table 11. Almost half 
arrived on the day of the interview (48.7%) with 27.7 per cent having arrived the day before. 
The arrival time in Rotorua is presented graphically in Figure 2. It shows that arrivals 
increase steeply in the late morning hours (10:00-12:00pm) and then peak again between 
3:00pm and 5:00pm in the afternoon. Presumably arrival is timed to coincide with either 
lunchtime or later in the day for a meal stop or to prepare, perhaps, for an overnight stay. 
 

Table 11 
Day of Arrival in Rotorua 

 
Day of Arrival Number % 
Arrived today 206 48.7 
Arrived yesterday 117 27.7 
Arrived 2 days ago 36 8.5 
3 days ago 19 4.5 
4 days ago 17 4.0 
5 days ago 10 2.4 
6 days ago 3 0.7 
7 days ago 4 0.9 
>7 days ago 11 2.6 
 423 100.0 
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Figure 2 

Arrival Time 
 
The length of visitor stay in Rotorua is presented in Tables 12 and 13. Table 12 shows the 
length of stay of day visitors. The modal length of stay is less than two hours (33.6% of those 
on day visits) and only 1.8 per cent stay for longer than eight hours. For those staying at least 
one night (Table 13), two days is the most common length of stay (35.5% of those staying at 
least one night). 
 

Table 12 
Expected Length of Stay (Hours) in Rotorua 

 
Length of Stay Number % 
0-2 hours 37 33.6 
2+-4 hours 30 27.3 
4+-6 hours 26 23.6 
6+-8 hours 15 13.7 
>8 hours 2 1.8 
 110 100.0 

 
Table 13 

Expected Length of Stay (Days) in Rotorua 
 

Length of Stay Number % 
1 day 55 18.3 
2 days 107 35.5 
3 days 52 17.3 
4 days 28 9.3 
5 days 12 4.0 
6 days 11 3.7 
7 days 17 5.6 
>7 days 19 6.3 
 172 100.0 
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The purpose of the trip to Rotorua for the respondents is presented in Table 14. 
Overwhelmingly, the purpose of the trip was for holiday or leisure (78.2%). Perhaps because 
of this preponderance of the holiday or leisure purpose, there were no significant differences 
found with gender, origin (domestic or international) or age. 
 

Table 14 
Purpose of Rotorua Visit 

 
Purpose of Visit Number % 
Holiday or leisure 295 78.2 
Visit family and/or friends 55 14.6 
Business 19 5.0 
Sports or hobbies 4 1.1 
Conference 4 1.1 
 377 100.0 

 
Table 15 shows the type of accommodation for all visitors. The motel was the most popular 
form of accommodation in the sample (33.2% of those staying overnight). Hotels (17.6%), 
backpacker accommodation (15.6%) and private homes (13.9%) were the next most popular. 
 

Table 15 
Type of Visitor Accommodation 

 
Accommodation Number % 
Motel1 98 33.2 
Hotel 52 17.6 
Backpacker 46 15.6 
Private home 41 13.9 
Motor camp 24 8.1 
Campervan (not motor camp) 12 4.1 
Bach/rented home 12 4.1 
Bed and Breakfast/homestay 9 3.1 
Farmstay 1 0.3 
 295 100.0 

Note: 1. Includes Motor Inn. 
 
Accommodation type differs significantly between domestic and international visitors 
(Pearson’s χ2=44.858, 6df, p<0.001) (Table 16). While motels were the preferred 
accommodation for both domestic (38.3%) and international (29.2%) visitors in the sample, 
domestic visitors were more likely to use private homes and motor camps than were 
international visitors. Conversely, international visitors used backpacker accommodation and 
hotels to a greater relative extent than did domestic visitors. 
 
Different age groups also show significantly different preferences in accommodation types 
(Pearson’s χ2=46.747, 12df, p<0.001) (Table 17). Backpacker accommodation is preferred by 
the youngest age group (30.5% of these respondents) while motels are preferred by 35-54 
year olds (40.2%) and those older than 55 (27.8%). 
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Table 16 
Type of Accommodation Type of Visitor 

 
Domestic International Accommodation 

Number % Number % 
Bed and Breakfast1 11 7.8 11 7.3 
Motor camp 17 12.1 7 4.6 
Campervan (not motor camp) 7 5.0 4 2.6 
Motel 54 38.8 44 29.2 
Backpacker 5 3.5 41 27.2 
Hotel 18 12.7 32 21.2 
Private home 29 20.6 12 7.9 
 141 100.0 151 100.0 

Note: 1. Includes rented house, bach. 
 

Table 17 
Type of Accommodation by Age 

 
15-34 years 35-54 years 55+ years  

Accommodation  Number % Number % Number % 
Bed and Breakfast1 6 5.1 8 8.2 7 10.3 
Motor camp 9 7.6 12 12.4 2 2.8 
Campervan (not motor camp) 3 2.5 3 3.1 5 7.4 
Motel 30 25.4 39 40.2 27 27.8 
Backpacker 36 30.5 3 3.1 4 5.9 
Hotel 16 13.6 20 20.6 13 19.1 
Private home 18 15.3 12 12.4 10 14.7 
 118 100.0 97 100.0 68 100.0 

Note: 1. Includes rented house, bach. 
 
Transport types for the sample are shown in Table 18. The private car/van was most popular 
(64.4%) followed by hire car/van (17.0%) and bus/shuttle (12.4%). Transport type differs 
significantly with age (Pearson’s χ2=34.925, 6df, p<0.001) (Table 19). Those aged 35-54 
years are less likely to travel by bus/shuttle than the other two groups (only 2%) while the 
oldest age group shows a greater likelihood than the other two groups to hire a car/van 
(25.6% of this group). Transport type also differs significantly between domestic and 
international visitors to Rotorua (X=198.472, 3df, p<0.001) (Table 20). Overwhelmingly, 
domestic visitors use private vehicles (94.1%) while international visitors are much more 
likely to use hire vehicles (38.4%) and buses or shuttles (27.5%). 
 

Table 18 
Visitor Transport Type 

 
Transport Number % 
Private car/van 269 64.4 
Hire car/van 71 17.0 
Bus/Shuttle 52 12.4 
Plane 15 3.6 
Other 11 2.6 
 418 100.0 
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Table 19 
Type of Transport by Age 

 
15-34 years 35-54 years 55+ years  

Transport  Number % Number % Number % 
Private car/van 96 63.6 121 79.1 48 53.3 
Hire car/van 19 12.6 24 15.7 23 25.6 
Bus/shuttle 31 20.5 3 2.0 15 16.7 
Other 5 3.3 5 3.2 4 4.4 
 151 100.0 153 100.0 90 100.0 

 
Table 20 

Type of Transport by Type of Visitor 
 

Domestic International  
Transport Number % Number % 
Private car/van 223 94.1 45 26.9 
Hire car/van 6 2.5 64 38.4 
Bus/shuttle 5 2.1 46 27.5 
Other 3 1.3 12 7.2 
 237 100.0 167 100.0 

 
3.2.3 Attractions of Rotorua, Natural and Commercial Attractions Visited 

In answer to an open-ended question, respondents offered a total of 77 different attractions 
for them in the Rotorua area. The ‘top ten’ nominated ‘attractions’ given as respondents’ first 
choice in response to the question are presented in Table 19. These ‘attractions’ include some 
items which are more correctly called ‘purposes’. Nevertheless, it was decided to leave the 
responses as given, at least for initial analysis. In this raw form, thermal attractions are the 
most popular (27.4%). Given that many of the ‘Other’ category also include specific thermal 
sites (e.g., Waimangu, Wai-o-tapu, etc.) this shows the dominance of the thermal features of 
the area in visitors’ perceptions of the attractiveness of Rotorua as a destination. 
 

Table 21 
The ‘Top Ten’ Attractions for Visitors to Rotorua 

 
Attraction Number % 
Thermal 113 27.4 
Visit lakefront 51 12.4 
Showing friends/family Rotorua 25 6.1 
Shopping/movies/town 17 4.1 
Luge 15 3.6 
Business/conference/work 11 2.7 
Gondola 11 2.7 
Culture/history 10 2.4 
General activities/attractions 9 2.2 
Restaurants/cafés 8 1.9 
Other 142 34.5 
 412 100.0 
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Table 22 presents responses when categorised into eight distinct types of attraction. Thermal 
attractions were once again predominant as an attraction (32%) followed by activities/ 
attractions (i.e., specific commercial attractions). After eliminating the categories of history, 
convenience and culture (too few data points), further analysis revealed statistically 
significant differences in nominated attractions of Rotorua by visitor type (domestic or 
international), accommodation and transport type. In Table 23 it can be seen that there is a 
significant tendency for domestic respondents to highlight the general activities available in 
Rotorua (36.0%) and the scenery (25.0%). In contrast, international visitors are much more 
focused on thermal attractions (58.1%), with some interest in scenery (19.3%) and other 
attractions (11.6%). This difference between the two groups is significant (Pearson’s 
χ2=70.110, 4df, p<0.001). 
 
Attractions of Rotorua differ significantly by accommodation as well (Pearson’s χ2=97.914, 
20df, p<0.001) (Table 24). Note that in interpreting these findings the low number of data 
points in some cells should be considered1. Nevertheless, it is clear that those staying in 
backpacker accommodation are disproportionately attracted by the thermal attractions 
(75.0%) relative to other groups while those staying in private homes are mostly attracted by 
family/friends. 
 
Finally, attractions of Rotorua are significantly related to transport type (Pearson’s 
χ2=51.206, 12df, p<0.001) (Table 25). People travelling by private car/van are less likely to 
be attracted by thermal attractions (23.5%) than are those travelling by hire car/van (60.7%) 
or bus/shuttle (52.2%). Conversely, those travelling by private car/van are more likely to be 
attracted by the general activities and attractions of Rotorua (34.3%) than are those in hire 
car/vans (9.8%) or bus/shuttles (13.1%). Scenery, however, seems to be roughly equally 
appealing for those travelling by whatever means. 
 

Table 22 
Type of Attraction for Visitors to Rotorua 

 
Attraction Number % 
Thermal 132 32.0 
Activities/attractions 102 24.8 
Scenery/environment 88 21.4 
Friends/family 28 6.8 
Culture 13 3.2 
Convenience 9 2.2 
History 4 1.0 
Other (Business/work/conference/etc.) 36 8.6 
 412 100.0 

 

                                                 
1 In Table 24 and future tables involving cross-tabulations with type of accommodation there are often 

relatively large numbers of cells with few data points. Caution should be taken, therefore, in emphasising the 
statistical significance found. It was decided not to recode accommodation into fewer categories because 
recoding decisions could have potentially distorted or prejudged the underlying factors responsible for 
differences. 
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Table 23 
Attractions of Rotorua by Type of Visitor 

 
Domestic International  

Attraction Number % Number % 
Thermal 42 18.4 90 58.1 
Activities/attractions 82 36.0 18 11.6 
Scenery/environment 57 25.0 30 19.3 
Friends/family 19 8.3 9 5.8 
Other 28 12.3 8 5.2 
 228 100.0 155 100.0 

 
Table 24 

Attractions of Rotorua by Type of Accommodation 
 

Motor camp Motel1 Backpacker Hotel Private home Other2  
Attraction Numbe

r 
% Numbe

r 
% Number % Number % Number % Number % 

Thermal 8 38.2 36 38.8 33 75.0 21 46.7 5 12.5 10 34.5
Activities/ 
attractions 

7 33.3 23 24.7 3 6.8 6 13.3 12 30.0 10 34.5

Scenery/ 
environment 

4 19.0 24 25.8 8 18.2 9 20.0 7 17.5 4 13.8

Family/ 
friends 

0 0.0 3 3.2 0 0.0 1 2.2 15 37.5 3 10.3

Other 2 9.5 7 7.5 0 0.0 8 17.8 1 2.5 2 6.9
 21 100.0 93 100.0 44 100.0 45 100.0 40 100.0 29 100.0

Notes: 1. Includes Motor Inn 
 2. Includes campervan not in motor camp, Bed and Breakfast, farmstay, bach, rented house 
 

Table 25 
Attractions of Rotorua by Type of Transport 

 
Private car/van Hire car/van Bus/shuttle Plane  

Attraction Number % Number % Number % Number % 
Thermal 59 23.5 37 60.7 24 52.2 5 38.4 
Activities/ 
attractions 

86 34.3 6 9.8 6 13.1 1 7.7 

Scenery/ 
environment 

61 24.3 12 19.7 12 26.1 2 15.4 

Friends/family 19 7.6 3 4.9 2 4.3 2 15.4 
Other 26 10.3 3 4.9 2 4.3 3 23.1 
 251 100.0 61 100.0 46 100.0 13 100.0 

 
Question 16 of the questionnaire asked respondents whether they had been, or planned to be, 
going to any ‘natural attractions’ on their visit to Rotorua. They could mention up to three 
attractions. It was left to the respondents to categorise an attraction as ‘natural’ (which led to 
the inclusion, for example, of the Government building as a natural attraction). The responses 
are presented in Table 26. The dominant category was lakes/lakefront (58.3% as the first 
mention). Partly this may be a function of the sampling being mainly carried out on the 
lakefront. It also includes, however, lakes in general. When combined with mentions of 
specific lakes (e.g., Blue Lake, Lake Rotomahana) it is clear that the lakes are central to the
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natural attractiveness of the area. The striking omission, of course, is the category of thermal 
attraction, given the dominance of this category in the ‘Top Ten’ attractions of Rotorua. It 
perhaps says something about the conceptual associations made between the term ‘natural 
attraction’ and ‘scenery’. It may also have to do with the prompting which specified that 
what was meant was ‘non-commercial’ attractions. Many thermal attractions, of course, 
require payment to be experienced (see Table 27 below). 
 

Table 26 
Natural Attractions of Rotorua 

 
First Mention Second Mention Third Mention  

Attraction Number % Number % Number % 
Lakes/lakefront 172 58.3 28 21.7 9 20.9 
Blue Lake 21 7.1 17 13.2 2 4.7 
Redwood Forest 15 5.1 15 11.6 7 16.3 
Kuirau Park 12 4.1 14 10.9 2 4.7 
Forests/parks/gardens 11 3.7 14 10.9 3 7.0 
Walks 11 3.7 6 4.7 0 0.0 
Lake Rotomahana 6 2.0 0 0.0 0 0.0 
Government Building 1 0.3 8 6.2 5 7.0 
Other 46 15.7 27 20.8 15 39.4 
 295 100.0 129 100.0 43 100.0 

 
Respondents were also asked to mention up to three commercial attractions that they have 
either visited or intended to visit. The results are presented in Table 27. Thermal commercial 
attractions dominate the mentions, as expected. Whakarewarewa has the most first mentions 
(13.4%). When combined with the Polynesian Spa, Wai-o-tapu, Waimangu and ‘thermal 
attractions’ - and excluding the springs - thermal features account for 30.5 per cent of first 
mentioned commercial attractions, 28.6 per cent of second mentions and 27.6 per cent of 
third mentions. The Luge is the second most frequent first mention (10.1%) followed by 
Rainbow Springs (8.1%) and the Gondola (7.4%). 
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Table 27 
Commercial Attractions of Rotorua 

 
First Mention Second Mention Third Mention  

Attraction Number % Number % Number % 
Whakarewarewa 40 13.4 14 7.3 5 5.1 
Luge 30 10.1 10 5.2 3 3.1 
Rainbow Springs 24 8.1 16 8.3 2 2.0 
Gondola 22 7.4 10 5.2 4 4.1 
Polynesian Spa 16 5.4 15 7.8 14 14.3 
Wai-o-tapu and Lady Knox 15 5.0 18 9.3 3 3.1 
Agridome/farm show/farms 14 4.7 7 3.6 6 6.1 
Shopping/movies/town 12 4.0 4 2.1 2 2.0 
Thermal attractions 12 4.0 5 2.6 3 3.1 
Maori Culture (concert/hangi) 10 3.4 9 4.7 4 4.1 
Paradise Valley Springs 10 3.4 8 4.1 3 3.1 
Activities/attractions (general ) 9 3.0 7 3.6 1 1.0 
Waimangu 8 2.7 3 1.6 2 2.0 
Boat trip 6 2.0 3 1.6 0 0.0 
Museum 6 2.0 4 2.1 6 6.1 
Buried Village 5 1.7 7 3.6 10 10.2 
Other 59 19.7 53 27.3 30 30.6 
 298 100.0 193 100.0 98 100.0 

 
 
3.3 Rotorua Visitor Flows and Decision-Making Questionnaire: Results 

for Section C (Decision-Making) 

3.3.1 Characteristics of the Section C Sub-Sample 

A total of 405 respondents completed Section C (Decision-Making) of the Rotorua Visitor 
Flows and Decision-Making Questionnaire. This represents 73.4 per cent of the total sample 
(n=552) for this questionnaire. As mentioned in Chapter 3, only some of the total sample 
were given each of either Section B (Visitor Flows) or Section C (Decision-Making) of the 
questionnaire. 
 
Of this sub-sample, 50.9 per cent were male and 48.4 per cent were female (Table 28). (Note: 
missing data explains the variable totals in the following tables). In terms of age (Table 29), 
the greatest proportion of respondents were between 20 and 29 years old (26.2%). The 30-39 
year age group contained 20.5 per cent of the sub-sample while the 50-59 and 60-69 age 
groups accounted for 14.1 per cent and 14.6 per cent of respondents, respectively. 
 
Grouping age into three age categories (15-34; 35-54; 55+ years) and cross-tabulating with 
origin (grouped into domestic and international) reveals a highly significant difference in the 
age distributions (Pearson’s χ2=16.1, 2df, p<0.001) (Table 30). (Note: the difference is still 
significant when the seven age categories are used - Pearson’s χ2=14.20, 3df, p<0.05). 
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Proportionately more of those respondents normally resident outside of New Zealand - 
compared with those from New Zealand - were in the youngest age category. It may be that 
there was under-sampling of older international visitors because of a suspected under-
sampling of visitors travelling by tour coach and bus. Also, New Zealand residents were 
under-represented in the oldest age category (14.9% of respondents resident in New Zealand; 
26.9% of those resident in other countries). 
 
Domestic visitors (i.e., those normally resident in New Zealand) comprised 28.1 per cent of 
the sub-sample, followed by those from the United Kingdom (23.7%), Australia (18.8%) and 
the United States (5.9%) (Table 31). Almost three quarters (71.9%) of the sub-sample were 
normally resident in countries other than New Zealand. 
 

Table 28 
Gender Distribution 

 
Gender Number % 
Male 206 51.2 
Female 196 48.8 
 402 100.0 

 
 Table 29 

Age Distribution 
 

Years Number % 
15-19 14 3.5 
20-29 106 26.2 
30-39 83 20.5 
40-49 73 18.1 
50-59 57 14.2 
60-69 59 14.6 
70+ 12 3.0 
 404 100.0 

 
Table 30 

Age Group by Type of Visitor 
 

Domestic International  
Age Group Number % Number % 
15-34 years 38 33.3 122 42.1 
35-54 years 59 51.8 90 31.0 
55+ years 17 14.9 78 26.9 
 114 100.0 290 100.0 
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Table 31 
Visitor Residence 

 
Visitor Residence Number % 
New Zealand 114 28.1 
United Kingdom 96 23.7 
Australia 76 18.8 
United States 24 5.9 
Netherlands 16 4.0 
Germany 14 3.5 
Canada 9 2.2 
Sweden 6 1.5 
Ireland 6 1.5 
Switzerland 6 1.5 
Denmark 5 1.2 
Other 33 9.1 
 405 100.0 

 
Type of transport used by respondents in the sub-sample is presented in Table 32. The most 
commonly used was the private car/van (42.0%) followed by the hire car/van (35.8%) and the 
bus/shuttle (16.8%). This shows that the sub-sample is dominated by free, independent 
travellers (FIT). When cross-tabulated with origin (domestic versus international visitors), 
and combining ‘Plane’ with ‘Other’, there is a highly significant difference between transport 
means used (Pearson’s χ2=165.87, 3df, p<0.001) (Table 33). Predictably, domestic visitors 
overwhelmingly prefer the private car/van (92.9%) while international visitors prefer the hire 
car/van (48.6%) the bus/shuttle (21.6%) and, perhaps surprisingly, the private car/van in 
reasonable numbers (22.3%). The latter figure may reflect overseas visitors sometimes 
travelling with New Zealand relatives and friends. Finally, transport type is also significantly 
related to age (Table 34; Pearson’s χ2=22.504, 6df, p=0.001). Over half (58.8%) of those 
travelling by bus or shuttle were in the youngest age group, while the most populous age 
group using both private and hired vehicles was the middle age group (41.2% and 41.4% of 
those using each transport mode, respectively). Interestingly, only with the oldest age group 
were hire vehicles the most popular means of transport. It would seem that this is largely 
achieved because of the presence of older international tourists, as only 2.7 per cent of 
domestic visitors in the sample used hire vehicles (Table 33). 
 

Table 32 
Visitor Transport Type 

 
Transport Type Number % 
Private car/van 170 42.0 
Hire car/van 145 35.8 
Bus/shuttle 68 16.8 
Plane 11 2.7 
Other 11 2.7 
 405 100.0 
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Table 33 
Type of Transport by Visitor Type 

 
Domestic International  

Transport Number % Number % 
Private car/van 105 92.9 65 22.3 
Hire car/van 3 2.7 142 48.6 
Bus/shuttle 5 4.4 63 21.6 
Other 0 0.0 22 7.5 
 113 100.0 292 100.0 

 
Table 34 

Type of Transport Type by Age Group 
 

Private car/van Hire car/van Bus/shuttle Other Age Group 
(years) Number % Number % Number % Number % 
15-34 66 38.8 44 30.3 40 58.8 9 40.9 
35-54 70 41.2 60 41.4 11 16.2 8 36.4 
55+ 34 20.0 41 28.3 17 25.0 5 22.7 
 170 100.0 145 100.0 68 100.0 22 100.0 

 
Accommodation types favoured by respondents are presented in Table 35. Motels are most 
popular, with 32.7 per cent of those who used accommodation in the sub-sample using them. 
Hotel (17.6%), backpacker (16.7%), motor camps (7.9%) and private homes (7.6%) were 
also represented. Accommodation used differs significantly between domestic and 
international visitors (Table 36; Pearson’s χ2= 15.976, 5df, p=0.007). While both domestic 
and international visitors use motels most frequently (40.5% and 32.8%, respectively), a 
considerably greater proportion of international visitors use backpacker accommodation 
(21.4% as opposed to only 2.7% for domestic visitors) and a greater proportion of domestic 
visitors use private homes (12.2% as opposed to only 6.5% for international visitors). 
 

Table 35 
Visitor Accommodation 

 
Accommodation Number % 
Motel 108 32.7 
Hotel 58 17.6 
Backpackers 55 16.7 
Motor camp 26 7.9 
Private home 25 7.6 
Campervan (not motor camp) 18 5.5 
Bed and Breakfast 11 3.3 
Rented house/bach/crib 9 2.7 
Other 20 6.0 
 330 100.0 
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Table 36 
Accommodation by Visitor Type 

 
Domestic International  

Accommodation Number % Number % 
Other 13 17.6 33 13.4 
Motor camp 7 9.5 19 7.7 
Motel 30 40.5 81 32.8 
Backpacker 2 2.7 53 21.4 
Hotel 13 17.5 45 18.2 
Private home 9 12.2 16 6.5 
 74 100.0 247 100.0 

 
Accommodation also differs significantly with age (Pearson’s χ2=62.966, 10df, p<0.001) 
(Table 37) and transport type (Pearson’s χ2=76.367, 15df, p<0.001) (Table 38). (Note: Some 
cells in these tables contain low numbers so caution is required in interpreting the 
significance). To summarise: Younger visitors show a preference for backpacker 
accommodation and motor camps while, perhaps unsurprisingly, older visitors tend to 
dominate motels and hotels; interestingly, private homes are popular with the younger age 
group in particular. People travelling by bus/shuttle tend to stay in backpacker 
accommodation while private car/van and hire car/van travellers prefer motels. 
 

Table 37 
Type of Accommodation by Age Group 

 
Motor camp Motel1 Backpacker Hotel Private home Other2  

Age Group Number % Number % Number % Number % Number % Number % 
15-34 years 16 61.5 33 30.0 44 80.0 9 15.5 13 52.0 19 41.3
35-54 years 8 30.8 44 40.0 7 12.7 28 48.3 8 32.0 17 37.0
55+ years 2 7.7 33 30.0 4 7.3 21 36.2 4 16.0 10 21.7
 26 100.0 110 100.0 55 100.0 58 100.0 25 100.0 46 100.0

Notes: 1. Includes Motor Inn 
2. Includes campervan not in motor camp, Bed and Breakfast, farmstay, bach, rented house 

 
Table 38 

Type of Accommodation by Transport Type 
 

Motor camp Motel1 Backpacker Hotel Private home Other2  
Transport Number % Number % Number % Number % Number % Number % 
Private 
car/van 

8 30.8 53 48.2 9 16.4 14 24.4 20 80.0 19 41.3

Hire car/van 14 53.8 46 41.8 18 32.7 22 37.8 2 8.0 21 45.7
Bus/shuttle 2 7.7 7 6.4 24 43.6 18 31.0 2 8.0 3 6.5
Other 2 7.7 4 3.6 4 7.3 4 6.8 1 4.0 3 6.5
 26 100.0 110 100.0 55 100.0 58 100.0 25 100.0 46 100.0

Notes: 1. Includes Motor Inn 
 2. Includes campervan not in motor camp, Bead and Breakfast, farmstay, bach, rented house 
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Over a third (34.6%) of respondents were travelling in family groups (Table 39). Those 
travelling with a partner/spouse were 28.4 per cent of respondents while 13.3 per cent were 
with friends, 8.6 per cent were travelling with friends and family members and 8.1 per cent 
were travelling alone. Significant differences are present in the group type composition of 
domestic and international visitors (Table 40; Pearson’s χ2=62.429, 5df, p<0.001). Almost 
two thirds (63.0%) of domestic visitors in the sample travelled in family groups with roughly 
similar proportions travelling in partner/spouse (12.0%), friends (12.0%) and friends and 
family (13.0%) groups. No domestic visitor in the sample was travelling alone. In contrast, 
over a third of international visitors were travelling in partner/spouse groups (36.2%) with 
around one quarter (25.5%) travelling in family groups. A total of 11.7 per cent of 
international visitors in the sample were travelling alone. 
 

Table 39 
Visitor Groups 

 
Visitor Groups Number % 
Family 140 34.6 
Partner/spouse 115 28.4 
Friends 54 13.3 
Friends and family 35 8.6 
Alone 33 8.1 
Friends and partner/spouse 6 1.5 
Special interest group 5 1.2 
Other 2 0.5 
Missing 15 3.7 
 405 100.0 

 
Table 40 

Type of Group by Visitor Type 
 

Domestic International  
Group Number % Number % 
Alone 0 0.0 33 11.7 
Partner/spouse 13 12.0 102 36.2 
Friends 13 12.0 41 14.5 
Family 68 63.0 72 25.5 
Friends and family 14 13.0 27 9.6 
Other 0 0.0 7 2.5 
 108 100.0 282 100.0 

 
The most common size of group was two (43.5%) reflecting in part the prevalence of 
partner/spouse groups in the sub-sample (Table 41). Groups of four (16.4%), three (12.2%) 
and those travelling alone (8.0%) were the next most common group sizes. It is important to 
note, however, that fully 10.5 per cent of respondents were in groups of size greater than six. 
There may have been some ambiguity in responses to this question. People, for example, on 
tour groups may have been uncertain whether to say they were travelling as a couple or as 
part of the overall group. 
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Table 41 
Group Size 

 
Group Size Number % 
2 175 43.5 
4 66 16.4 
3 49 12.2 
1 32 8.0 
5 25 6.2 
6 13 3.2 
>6 42 10.5 
 402 100.0 

 
Group size varied significantly between domestic and international visitors (Table 42; 
Pearson’s χ2= 55.619, 6df, p<0.001), by age (Table 43; Pearson’s χ2=45.790, 12df, p<0.001), 
accommodation (Table 44; Pearson’s χ2=66.235, 30df, p<0.001) and transport type (Table 
45; Pearson’s χ2=157.46, 18df, p<0.001). It should be mentioned that for the last two 
relationships there are small data numbers in some cells. Domestic visitors were relatively 
more likely than international visitors to be in groups of three or more (75.4%) while over 
half of international visitors (51.0%) were in groups of two. This difference presumably 
reflects the greater proportion of family groups among the domestic visitors as opposed to 
international visitors. Those aged 35-54 years old were more highly represented in groups of 
size four, five and six than were the other age groups. This may well be due to the presence 
of family groups among this age group. 
 

Table 42 
Group Size by Type of Visitor 

 
Domestic International  

Group Size Number % Number % 
1 0 0.0 32 11.1 
2 28 24.6 147 51.0 
3 21 18.4 28 9.7 
4 32 28.1 34 11.8 
5 14 12.3 11 3.8 
6 6 5.3 7 2.5 
>6 13 11.3 29 10.1 
 114 100.0 288 100.0 
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Table 43 
Group Size by Age Group 

 
15-34 35-54 55+  

Group Size Number % Number % Number % 
1 24 15.2 5 3.4 3 3.2 
2 79 50.0 50 33.6 46 49.0 
3 13 8.3 20 13.4 16 17.0 
4 16 10.1 36 24.2 13 13.8 
5 6 3.8 16 10.7 3 3.2 
6 4 2.5 7 4.7 2 2.1 
>6 16 10.1 15 10.0 11 11.7 
 158 100.0 149 100.0 94 100.0 

 
A group size of two dominates all accommodation types but backpacker accommodation 
stands out as being dominated by groups of size one or two (Table 44). Private vehicle users 
were most often in groups of two (30.0%) followed by groups of four (25.9%), three (17.6%) 
and five (12.4%) (Table 45). Bus and shuttle users were either in groups of two (36.4%), 
groups greater than six (36.4%) or travelling alone (22.7%). 
 

Table 44 
Group Size by Type of Accommodation 

 
Motor camp Motel1 Backpacker Hotel Private home Other2 Group 

Size Number % Number % Number % Number % Number % Number %
1 2 7.7 2 1.8 14 25.9 3 5.3 5 20.0 4 8.7
2 11 42.3 53 48.2 30 55.5 23 40.4 10 40.0 21 45.7
3 4 15.4 13 11.8 5 9.3 4 7.0 3 12.0 7 15.2
4 4 15.4 22 20.0 0 0.0 11 19.3 5 20.0 4 8.7
5 2 7.7 8 7.3 0 0.0 4 7.0 1 4.0 5 10.9
6 2 7.7 5 4.5 1 1.9 0 0.0 0 0.0 2 4.3
>6 1 3.8 7 6.4 4 7.4 12 21.1 1 4.0 3 6.5
 26 100.0 110 100.0 54 100.0 57 100.0 25 100.0 46 100.0

Notes: 1. Includes Motor Inn 
2. Includes campervan not in motor camp, Bed and Breakfast, farmstay, bach, rented house 

 
Table 45 

Group Size by Type of Transport 
 

Private car/van Hire car/van Bus/shuttle Other Group 
Size Number % Number % Number % Number % 
1 6 3.5 6 4.2 15 22.7 5 27.8 
2 51 30.0 88 60.7 24 36.4 11 61.1 
3 30 17.6 17 11.7 2 3.0 0 0.0 
4 44 25.9 19 13.1 1 1.5 2 11.1 
5 21 12.4 4 2.8 0 0.0 0 0.0 
6 7 4.1 5 3.4 0 0.0 0 0.0 
>6 11 6.5 6 4.1 24 36.4 0 0.0 
 170 100.0 145 100.0 66 100.0 18 100.0 
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Most respondents were interviewed the day after arriving in Rotorua (48.5%) or on the day of 
their arrival (26.7%) (Table 46). Of the total number of respondents (n=405) 20.0 per cent 
(81) were on day visits to Rotorua, 77.0 per cent (312) were staying at least one night and 3.0 
per cent (12) were missing data. 
 
The expected length of stay is shown in Tables 47 and 48 for day visitors and those staying 
overnight, respectively. Of those staying just for the day, 30.9 per cent were to spend 
between four and six hours in Rotorua. Some 22.2 per cent were only there for two hours or 
less while 16.0 per cent were staying for between two and four hours. Of those staying at 
least overnight, 45.2 per cent were likely to stay for two days, 22.1 per cent for 3 days and 
15.1 per cent for one day. Only 3.5 per cent of the sample were likely to stay for more than 
seven days. 
 

Table 46 
Days of Arrival in Rotorua 

 
Day of Arrival Number % 
Today 108 26.8 
Yesterday 196 48.5 
Day before yesterday 47 11.6 
3 days ago 22 5.4 
4 days ago 15 3.7 
>4 days ago 16 4.0 
 404 100.0 

 
Table 47 

Expected Length of Stay in Rotorua: Day Visitors 
 

Length of Stay Number % 
0-2 hours 18 22.2 
2+-4 hours 13 16.0 
4+-6 hours 25 30.9 
6+-8 hours 17 21.0 
>8 hours 8 9.9 
 81 100.0 

 
Table 48 

Expected Length of Stay in Rotorua: Overnight Visitors 
 

Length of Stay Number % 
1 day 47 15.1 
2 days 141 45.2 
3 days 69 22.1 
4 days 20 6.4 
5 days 9 2.9 
6 days 6 1.9 
7 days 9 2.9 
>7 days 11 3.5 
 312 100.0 
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For those visitors staying at least one night in Rotorua, length of stay was significantly 
related to both accommodation (Table 49; Pearson’s χ2=41.096, 20df, p=0.004) and transport 
type used (Table 50; Pearson’s χ2=27.466, 12df, p=0.007). Higher proportions of visitors 
staying in private homes (42.9%), motor camps (20.0%) and ‘Other’ accommodation (16.3%) 
stayed longer than four days than those staying in other accommodation. Those using private 
vehicles and ‘Other’ means of transport were relatively more likely than those using hire 
vehicles and buses and shuttles to stay for longer than four days (17.6 and 18.8%, 
respectively). 
 

Table 49 
Length of Stay by Type of Accommodation 

 
Motor camp Motel1 Back packer Hotel Private home Other2 Length 

of Stay Number % Number % Number % Number % Number % Number % 
1 day 3 12.0 12 11.7 8 15.1 8 14.5 2 9.5 7 16.3
2 days 7 28.0 50 48.5 28 52.8 27 49.1 6 28.6 20 46.5
3 days 6 24.0 26 25.3 11 20.7 14 25.5 2 9.5 9 20.9
4 days 4 16.0 9 8.7 3 5.7 2 3.6 2 9.5 0 0.0
>4 days 5 20.0 6 5.8 3 5.7 4 7.3 9 42.9 7 16.3
 25 100.0 103 100.0 53 100.0 55 100.0 21 100.0 43 100.0
Notes: 1. Includes Motor Inn 

2. Includes campervan not in motor camp, Bed and Breakfast, farmstay, bach, rented house 
 

Table 50 
Length of Stay by Type of Transport 

 
Private car/van Hire car/van Bus/shuttle Other Length 

of Stay Number % Number % Number % Number % 
1 day 7 5.9 23 19.3 14 24.6 3 18.7 
2 days 49 41.2 58 48.7 27 47.4 6 37.5 
3 days 30 25.2 25 21.0 10 17.4 4 25.0 
4 days 12 10.1 5 4.3 3 5.3 0 0.0 
>4 days 21 17.6 8 6.7 3 5.3 3 18.8 
 119 100.0 119 100.0 57 100.0 16 100.0 

 
Previous visits to Rotorua by respondents are given in Table 51. The majority (53.3%) of 
visitors had never been to Rotorua but 23.7 per cent had been more than four times. When 
cross-tabulated with origin (domestic or international) a highly significant difference is found 
(Pearson’s χ2=232.366, 4df, p<0.001) (Table 52). While it is unsurprising that domestic 
visitors, as compared with international visitors, show a far greater likelihood to have visited 
Rotorua previously, there is still a significant proportion of international visitors who have 
been on previous visits (25.9% in total). Some of this is presumably accounted for in terms of 
previous visits on the same trip to New Zealand. Nevertheless, 5.9 per cent of international 
visitors have visited Rotorua four or more times previously 
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There are also significant relationships (not tabulated) between previous visitation and age 
(Pearson’s χ2=23.294, 8df, p=0.003), accommodation (Pearson’s χ2=37.051, 20df, p=0.012) 
and transport (Pearson’s χ2=154.762, 12df, p<0.001). Those in the middle age group (35-54 
years), those staying in private homes, motels, hotels and ‘Other’ accommodation, and those 
travelling by private vehicle tended to be more likely to stay for longer stays. These findings 
seem to reflect the preponderance of domestic visitors in these categories. 
 

Table 51 
Previous Visits to Rotorua 

 
Previous Visits Number % 
None (first time) 216 53.3 
Once before 51 12.6 
2-3 times before 41 10.2 
4 or more times 96 23.7 
Missing 1 0.2 
 405 100.0 

 
Table 52 

Previous Visits to Rotorua by Visitor Type 
 

Domestic International Previous Visits 
Number % Number % 

None (first time) 1 0.9 215 74.1 
Once before 13 11.4 38 13.1 
2-3 times before 21 18.4 20 6.9 
4 or more times 79 69.3 17 5.9 
 114 100.0 290 100.0 

 
3.3.2 Purpose of Visit and Attractions of Rotorua 

The main purposes of travel in New Zealand are presented in Table 53. Holiday or leisure 
was the purpose expressed by 70.6 per cent of those answering this question. Visiting family 
or friends was the next most popular purpose for travelling in New Zealand with 19.3 per 
cent of respondents citing this purpose. This can be compared with the main purpose of the 
visit to Rotorua itself (Table 54). The major difference is the reduction in the percentage 
giving ‘Visit family and/or friends’ as the main purpose and the increase in those citing 
‘Holiday or leisure’ as the main purpose. That is, visiting Rotorua is, for this sub-sample, 
even more for holiday or leisure purposes than is the overall travel around New Zealand. 
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Table 53 
Purpose of Travel in New Zealand 

 
Purpose of Visit Number % 
Holiday or leisure 231 70.6 
Visit family and/or friends 63 19.3 
Other 15 4.6 
Business 14 4.3 
Sports or hobbies 2 0.6 
Conference 2 0.6 
 327 100.0 

 
Table 54 

Purpose of Rotorua Visit 
 

Purpose of Visit Number % 
Holiday or leisure 344 86.4 
Visit family and/or friends 23 5.8 
Other 14 3.5 
Business 12 3.0 
Sports or hobbies 5 1.3 
 398 100.0 

 
When asked to name the main things which have drawn them to the Rotorua area, 
respondents provided up to three ‘attractions’ (Table 55). These were open-ended and then 
categorised. The most popular general category nominated as first choice (51.1% of sub-
sample) and second choice (33.3% of those offering a second main ‘attraction’) was 
‘Thermals’. The most popular third suggested ‘attraction’ was activities (both general and 
specific - 26.4% of those offering a third main ‘attraction’). Activities of Rotorua were also 
the second most popular first choice (9.7%) and second most popular second choice (16.7%). 
Culture/history and scenery were also reasonably popular suggestions. 
 

Table 55 
Main Attractions of Rotorua 

 
First Mention Second Mention Third Mention  

Attraction Number % Number % Number % 
Thermals 201 51.1 94 33.3 23 19.0 
Activities 38 9.7 47 16.7 32 26.4 
Culture/history 36 9.3 60 21.3 22 18.3 
Family/friends 32 8.1 18 6.4 9 7.4 
Convenience 32 8.1 17 6.0 9 7.4 
Scenery 30 7.6 33 11.7 20 16.5 
Other 24 6.1 13 4.6 6 5.0 
 393 100.0 282 100.0 121 100.0 
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3.3.3 Itinerary Planning for Travel in New Zealand 

Itinerary planning for travel around New Zealand occurred mainly at home (56.9%), with 
23.1 per cent carrying it out while travelling and a further 19.7 per cent doing some planning 
at home and some planning while travelling (Table 56). When analysed in terms of origin 
country, accommodation and age significant differences were found. There is a significant 
difference between domestic and international visitors in when they plan their New Zealand 
itineraries (Table 57; Pearson’s χ2=10.288, 2df, p=0.006). While fully 81.1 per cent of 
domestic visitors to Rotorua plan their itinerary at home only 53.9 per cent of international 
visitors do the same. Almost a quarter (24.5%) of international visitors plan their itineraries 
while travelling, with a further 21.6 per cent planning their itineraries both while at home and 
while travelling in New Zealand. 
 
Age is highly significantly associated with the timing of itinerary planning (Pearson’s 
χ2=40.465, 4df, p<0.001) (Table 58). The older the respondent the more likely that all of the 
planning was carried out before the travel began. Conversely, the younger the respondent the 
more likely the planning occurred either while travelling or partly while travelling. 
Nevertheless, for all three age groups the greatest proportion of respondents planned their 
itineraries while at home (41.1% for 15-34 year olds; 59.3% for 35-54 year olds; 80.3% for 
those 55 years and older). 
 
Accommodation type also significantly cross-tabulates with itinerary planning (Pearson’s 
χ2=24.639, 10df, p=0.006) (Table 59). The difference is largely due to the backpacker and 
motor camp types, the only groups for which itinerary planning is most likely to occur while 
travelling or ‘half and half’. This also seems to be a function of age. As has already been 
reported, there is a significant difference when age is cross-tabulated with accommodation 
type (see Table 37 above). In this questionnaire sample, the youngest age group (15-34 years) 
is over-represented - relative to other forms of accommodation - in backpacker and motor 
camp accommodation. 
 

Table 56 
Planning of Itinerary for Travel in New Zealand 

 
Planning Number % 
Made at home 182 56.9 
Made while travelling in New Zealand 74 23.1 
Half and half 63 19.7 
Other 1 0.3 
 320 100.0 

 
Table 57 

Planning of New Zealand Itinerary by Type of Visitor 
 

Domestic International  
Planning Number % Number % 
Made at home 30 81.1 152 53.9 
Made while travelling in New Zealand 5 13.5 69 24.5 
Half and half 2 5.4 61 21.6 
 37 100.0 282 100.0 
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Table 58 
Planning of New Zealand Itinerary by Age Group 

 
15-34 years 35-54 years 55+ years  

Planning Number % Number % Number % 
Made at home 53 41.1 64 59.3 65 80.3
Made while travelling in New Zealand 49 38.0 17 15.7 7 8.6
Half and half 27 20.9 27 25.0 9 11.1
 129 100.0 108 100.0 81 100.0

 
Table 59 

Planning of New Zealand Itinerary by Type of Accommodation 
 

Motor camp Motel1 Backpacker Hotel Private home Other2  
Planning Number % Numbe

r 
% Number % Number % Number % Number % 

Made at home 9 40.9 49 55.7 24 44.4 39 76.4 10 55.6 18 50.0
Made while 
travelling in New 
Zealand 

7 31.8 16 18.2 23 42.6 6 11.8 4 22.2 9 25.0

Half and half 6 27.3 23 26.1 7 13.0 6 11.8 4 22.2 9 25.0
 22 100.0 88 100.0 54 100.0 51 100.0 18 100.0 36 100.0

Notes: 1. Includes Motor Inn 
2. Includes campervan not in motor camp, Bed and Breakfast farmstay, bach, rented house 

 
3.3.4 The Decision to go to Rotorua 

The decision to go to Rotorua was carried out mainly while at home by 69.0 per cent of the 
sample (Table 60). The decision was made while travelling by 23.4 per cent and partly at 
home and partly while travelling by 6.9 per cent of the sample. When cross-tabulated by 
origin country (domestic versus international visitor), a significant difference was found 
(Pearson’s χ2= 18.883, 2df, p<0.001) (Table 61) with international visitors showing a 
somewhat greater tendency to make their decision while travelling in New Zealand (or a 
combination of while at home and while travelling) than did domestic visitors to Rotorua. 
The majority of international visitors, however, still made their decision to go to Rotorua 
while at home (63.2%). 
 
As was the case with itinerary planning, this difference may be associated with the relatively 
younger age profile of international as opposed to domestic visitors. A highly significant 
difference is found when age is cross-tabulated with the decision to go to Rotorua (Pearson’s 
χ2 = 38.147, 4df, p<0.001) (Table 62). The youngest age group (15 -34 years) is more likely 
to decide to go to Rotorua while travelling (38.6%) than were those in the older age groups 
(13.1% for those aged 35-54 years and 14.1% for those aged older than 54 years). Similarly, 
it was found that when the decision to go to Rotorua was made differed significantly 
depending on type of accommodation (Pearson’s χ2=68.054, 10df, p<0.001) (Table 63). This 
difference is largely explained by the fact that those staying at backpacker accommodation 
tended to make the decision to go to Rotorua while travelling (63.0%) while, for all other 
types of accommodation (with respondents staying in motor camps showing the tendency 
least), the decision was made prior to travelling. 
 



39 

Table 60 
Decision to go to Rotorua 

 
Decision Number % 
Made at home 272 69.0 
Made while travelling in New Zealand 92 23.4 
Half and half 27 6.9 
Other 3 0.7 
 394 100.0 

 
Table 61 

Decision to go to Rotorua by Type of Visitor 
 

Domestic International  
Decision Number % Number % 
Made at home 95 85.6 177 63.2 
Made while travelling in New Zealand 13 11.7 79 28.2 
Half and half 3 2.7 24 8.6 
 111 100.0 280 100.0 

 
Table 62 

Decision to go to Rotorua by Age Group 
 

15-34 years 35-54 years 55+ years  
Decision Number % Number % Number % 
Made at home 80 52.3 119 82.1 73 79.3 
Made while travelling in 
New Zealand 

59 38.6 19 13.1 13 14.1 

Half and half 14 9.1 7 4.8 6 6.6 
 153 100.0 145 100.0 92 100.0 

 
Table 63 

Decision to go to Rotorua by Type of Accommodation 
 

Motor camp Motel1 Backpacker Hotel Private home Other2  
Decision Number % Number % Number % Number % Number % Number % 
Made at home 14 58.3 84 77.8 16 29.6 49 87.5 22 88.0 33 71.7
Made while 
travelling in 
New Zealand 

7 29.2 16 14.8 34 63.0 5 8.9 2 8.0 9 19.6

Half and half 3 12.5 8 7.4 4 7.4 2 3.6 1 4.0 4 8.7
 24 100.0 108 100.0 54 100.0 56 100.0 25 100.0 46 100.0

Notes: 1. Includes Motor Inn 
2. Includes campervan not in motor camp (11), Bed and Breakfast (6), farmstay (2), bach (4), rented 

house (1) 
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3.3.5 Influences on Decision to go to New Zealand 

These findings apply only to international visitors to Rotorua. Influence was determined by 
adding all responses which indicated the factor was either ‘Very influential’ or ‘Influential’ 
in the decision (see Appendix 2). Advice from family and friends was the most important 
influence with 66.7 per cent of international visitors citing it as influential in their decision 
(Table 64). Other influences included travel books (36.1%), brochures (30.9%), previous 
visits to Rotorua (26.5%), cost (21.3%), travel agent (17.2%) and feasibility as a stop-over 
(16.5%). Interestingly, 13.7 per cent of international visitors were influenced in their decision 
to come to New Zealand through use of the internet. This may be a trend to watch in the 
future. 
 
There were a large number of significant findings relating the various influences to the other 
variables covered by the questionnaire. The following tables report only the most significant 
findings for the top three influences (advice from family and friends; travel books; 
brochures). 
 
Advice from family and friends was significantly related to age (Table 65; Pearson’s 
χ2=11.169, 2df, p=0.004), transport type (Table 66; Pearson’s χ2=34.000, 3df, p<0.001), 
previous visitation (Table 67; Pearson’s χ2=79.361, 4df, p<0.001) and group type (Table 68; 
Pearson’s χ2=18.315, 5df, p=0.003). While substantial for all age groups, advice from friends 
and family was greatest for the youngest (54.4%) and oldest (53.7%) groups of respondents. 
Fewer (36.9%) cited it as an influence in the middle age group. 
 
Only 31.2 per cent of those travelling by private vehicle cited advice from friends and family 
as an influence on their decision to go to New Zealand (Table 66). This compares with 59.3 
per cent of those using hire vehicles, 60.3 per cent of those using buses or shuttles and 68.4 
per cent of those using other transport means. 
 
Some 65.3 per cent of those who had not visited Rotorua before mentioned the influence of 
advice from friends and family on their decision (Table 67). Over half (54.9%) of those who 
had only visited Rotorua once before also reported it to be an influence. In contrast, 22.0 per 
cent who had visited Rotorua two or three times before and 15.6 per cent of those who had 
visited four or more times reported advice from friends and family as an influence on their 
decision. 
 
The influence of advice from friends and family on the decision to go to New Zealand was 
more frequently mentioned by those travelling alone (66.7%) than by those travelling with 
friends and family (56.1%), partners or spouses (53.9%) and with friends (48.1%) (Table 68). 
Only 35.0 per cent of those travelling in family groups cited it as an influence. 
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Table 64 
Influences on Decision to go to New Zealand 

 
Influence Number % 
Advice from friends or family 194 66.7 
Travel books 105 36.1 
Brochures 90 30.9 
Previous visit 77 26.5 
Cost 62 21.3 
Travel agent 50 17.2 
Feasibility 48 16.5 
Internet 40 13.7 
Availability as package deal 34 11.7 
Other 31 10.7 
TV travel show 21 7.2 
TV advertisement 18 6.2 
Magazine article 13 4.5 
Magazine advertisement 12 4.1 

 
Table 65 

Influence of Advice from Friends and Family by Age Group 
 

15-34 years 35-54 years 55+ years Advice Friends/ 
Family Number % Number % Number % 
Influential 87 54.4 55 36.9 51 53.7 
Not influential 73 45.6 94 63.1 44 46.3 
 160 100.0 149 100.0 95 100.0 

 
Table 66 

Influence of Advice from Friends and Family by Type of Transport 
 

Private car/van Hire car/van Bus/shuttle Other Advice Friends/ 
Family Number % Number % Number % Number % 
Influential 53 31.2 86 59.3 41 60.3 13 68.4 
Not influential 117 68.8 59 40.7 27 39.7 6 31.6 
 170 100.0 145 100.0 68 100.0 19 100.0 
 

Table 67 
Influence of Advice from Friends and Family by Previous Visitation 

 
None Once Before 2-3 Times Before 4 or More Times 

Before 
 
Advice Friends/ 
Family Number % Number % Number % Number % 
Influential 141 65.3 28 54.9 9 22.0 15 15.6
Not influential 75 34.7 23 45.1 32 78.0 81 84.4
 216 100.0 51 100.0 41 100.0 96 100.0
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Table 68 
Influence of Advice from Friends and Family by Type of Group 

 
Alone Partner/Spouse Friends Family Friends and 

family 
Other Advice 

Friends/ 
Family Number % Number % Number % Number % Number % Number % 
Influential 22 66.7 62 53.9 26 48.1 49 35.0 23 56.1 5 71.4
Not 
influential 

11 33.3 53 46.1 28 51.9 91 65.0 18 43.9 2 28.6

 33 100.0 115 100.0 54 100.0 140 100.0 41 100.0 7 100.0
 
The influence of travel books on the decision to go to New Zealand was significantly related 
to age (Table 69; Pearson’s χ2=10.664, 2df, p=0.005), transport type (Table 70; Pearson’s 
χ2=51.229, 3df, p<0.001), accommodation type (Table 71; Pearson’s χ2=17.947 5df, 
p=0.003), previous visitation (Table 72; Pearson’s χ2=65.616 4df, p<0.001) and group type 
(Table 73; Pearson’s χ2=33.370 5df, p<0.001). 
 
The middle age group was the least likely to report travel books as an influence (Table 69; 
17.4%), followed by the oldest age group (26.3%) and then the youngest (33.8%). That is, the 
youngest and the oldest are greater users of travel books than the middle aged (who are over-
represented in family groups). Users of private vehicles in the sample were considerably less 
likely to be influenced by travel books in their decision to go to New Zealand (7.6%) than 
groups using any other transport type (Table 70). 
 
In terms of accommodation, those staying at motor camps and backpacker accommodation 
were most likely to be influenced in their decisions to go to New Zealand by travel books 
(50.0% and 49.1% of respondents in these categories, respectively). Overwhelmingly, those 
who had never visited Rotorua before were more likely to have been influenced by travel 
books in their decisions to go to New Zealand (41.2%) than those who had visited previously 
(Table 72). Respondents travelling in family groups (Table 73) were the least likely to be 
influenced by travel books in their decisions to go to New Zealand (10.0%), while those 
travelling alone were most likely to be influenced by them (45.5%). 
 

Table 69 
Influence of Travel Books by Age Group 

 
15-34 years 35-54 years 55+ years  

Travel Books Number % Number % Number % 
Influential 54 33.8 26 17.4 25 26.3 
Not influential 106 66.2 123 82.6 70 73.7 
 160 100.0 149 100.0 95 100.0 
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Table 70 
Influence of Travel Books by Type of Transport 

 
Private car/van Hire car/van Bus/shuttle Other Travel Books 

Number % Number % Number % Number % 
Influential 13 7.6 56 38.6 28 41.2 7 36.8 
Not 
influential 

157 92.4 89 61.4 40 58.8 12 63.2 

 170 100.0 145 100.0 68 100.0 19 100.0 
 

Table 71 
Influence of Travel Books by Type of Accommodation 

 
Motor camp Motel1 Back-packer Hotel Private Home Other2 Travel 

Books Number % Number % Number % Number % Number % Number % 
Influential 13 50.0 28 25.2 27 49.1 16 27.6 4 16.0 12 26.1 
Not 
influential 

13 50.0 83 74.8 28 50.9 42 72.4 21 84.0 34 73.9 

 26 100.0 111 100.0 55 100.0 58 100.0 25 100.0 46 100.0 
Notes: 1. Includes Motor Inn 

2. Includes campervan not in motor camp (11), Bed and Breakfast (6), farmstay (2), bach (4), rented 
house (1) 

 
Table 72 

Influence of Travel Books by Previous Visitation 
 

None Once before 2-3 Times Before 4 or More Times 
Before 

 
Travel 
Books Number % Number % Number % Number % 
Influential 89 41.2 10 19.6 2 4.9 3 3.1 
Not 
influential 

127 58.8 41 80.4 39 95.1 93 96.9 

 216 100.0 51 100.0 41 100.0 96 100.0 
 

Table 73 
Influence of Travel Books by Type of Group 

 
Alone Partner/spouse Friends Family Friends and 

family 
Other  

Travel 
Books Number % Number % Number % Number % Number % Number % 
Influential 15 45.5 41 35.7 18 33.3 14 10.0 10 24.4 3 42.9
Not 
influential 

18 54.5 74 64.3 36 66.7 126 90.0 31 75.6 4 57.1

 33 100.0 115 100.0 54 100.0 140 100.0 41 100.0 7 100.0
 
The influence of brochures on decisions to go to New Zealand was significantly related to 
transport type (Table74; Pearson’s χ2=40.453, 3df, p<0.001), previous visits to Rotorua 
(Table 75; Pearson’s χ2=51.019, 4df, p<0.001) and group type (Table 76; Pearson’s 
χ2=27.143, 5df, p<0.001). 
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Brochures were most often cited as an influence on the decision to go to New Zealand by 
those travelling by bus or shuttle (39.7%), followed by those travelling by hire vehicle 
(31.7%) (Table 74). Only 8.2 per cent of private vehicle users mentioned brochures as an 
influence. In Table 75 it can be seen that those who had not visited Rotorua previously were 
most likely to mention brochures as an influence on their decision to go to New Zealand 
(34.3%). Strikingly, nobody who had been to Rotorua four or more times previously 
mentioned brochures as an influence on their decision to visit New Zealand. 
 

Table 74 
Influence of Brochures by Type of Transport 

 
Private car/van Hire car/van Bus/shuttle Other  

Brochures Number % Number % Number % Number % 
Influential 14 8.2 46 31.7 27 39.7 2 10.5 
Not 
influential 

156 91.8 99 68.3 41 60.3 17 89.5 

 170 100.0 145 100.0 68 100.0 19 100.0 
 

Table 75 
Influence of Brochures by Previous Visitation 

 
None Once before 2-3 Times Before 4 or More Times 

Before 
 
 
Brochures Number % Number % Number % Number % 
Influential 74 34.3 9 17.6 6 14.6 0 0.0 
Not 
influential 

142 65.7 42 82.4 35 85.4 96 100.0 

 216 100.0 51 100.0 41 100.0 96 100.0 
 

Table 76 
Influence of Brochures by Type of Group 

 
Alone Partner/spouse Friends Family Friends and 

family 
Other  

 
Brochures Number % Number % Number % Number % Number % Number % 
Influential 12 36.4 32 27.8 18 33.3 11 7.9 9 22.0 2 28.6 
Not 
influential 

21 63.6 83 72.2 36 66.7 129 92.1 32 78.0 5 71.4 

 33 100.0 115 100.0 54 100.0 140 100.0 41 100.0 7 100.0
 
3.3.6 Influences on Decision to go to Rotorua 

The decision to go to Rotorua was influenced primarily by having visited Rotorua previously 
(33.6% of the sample mentioned this as an influence) (Table 77). The other main influences 
were travel books (27.9%), advice from friends and family (23.2%), brochures (22.5%) and 
the feasibility of Rotorua as a ‘stop-over’ (17.5%). 
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Several significant relationships were discovered in relation to the decision to go to Rotorua 
for the top four factors. The influence of having previously visited Rotorua was significantly 
related to group type (Table 78; Pearson’s χ2=18.613, 5df, p=0.002). Those travelling alone 
were more likely to mention this as a reason (36.4%) than were those travelling with friends 
(7.4%) and in family groups (13.6%). 
 

Table 77 
Influences on Decision to go to Rotorua 

 
Influence Number % 
Previous visit 136 33.6 
Travel books 113 27.9 
Advice from friends and family 94 23.2 
Brochures 91 22.5 
Feasibility as stop over 71 17.5 
Availability as package deal 43 10.6 
Cost 36 8.9 
Other 27 6.7 
Print article 19 4.7 
Travel agent 18 4.4 
Internet 17 4.2 
TV show 11 2.7 
TV advertisement 7 1.7 
Magazine advertisement 6 1.5 

 
Table 78 

Influence of Previous Visitation by Type of Group 
 

Alone Partner/spouse Friends Family Friends and 
family 

Other  
 
Visitation Number % Number % Number % Number % Number % Number % 
Influential 12 36.4 28 24.3 4 7.4 19 13.6 8 19.5 3 42.9 
Not 
influential 

21 63.6 87 75.7 50 92.6 121 86.4 33 80.5 4 57.1 

 33 100.0 115 100.0 54 100.0 140 100.0 41 100.0 7 100.0 
 
The influence of travel books on the decision to go to Rotorua was significantly related to 
age (Table 79; Pearson’s χ2=28.796, 2df, p<0.001), origin (Table 80; Pearson’s χ2=21.467, 
1df, p<0.001), transport (Table 81; Pearson’s χ2=18.920, 3df, p<0.001), accommodation 
(Table 82; Pearson’s χ2=34.166, 5df, p<0.001), previous visitation (Table 83; Pearson’s 
χ2=30.712, 4df, p<0.001) and group type (Table 84; Pearson’s χ2=21.478, 5df, p=0.001) 
 
Once again, it is the youngest age group that is more likely to mention the influence of travel 
books on their decision-making process (42.5%) and, once again, it is the oldest age group 
that has the second highest rate of mention of this influence (22.1%) (Table 79). It is also 
more likely for international visitors than domestic visitors to mention travel books as an 
influence on their decision to go to Rotorua (34.4% and 11.4%, respectively) (Table 80). 
 



46 

Table 79 
Influence of Travel Books by Age Group 

 
15-34 years 35-54 years 55+ years  

Travel Books Number % Number % Number % 
Influential 68 42.5 24 16.1 21 22.1 
Not influential 92 57.5 125 83.9 74 77.9 
 160 100.0 149 100.0 95 100.0 

 
Table 80 

Influence of Travel Books by Type of Visitor 
 

Domestic International  
Travel Books Number % Number % 
Influential 13 11.4 100 34.4 
Not influential 101 88.6 191 65.6 
 114 100.0 291 100.0 

 
Those travelling in private vehicles were least likely to mention travel books as an influence 
on their decisions to go to Rotorua (17.1%) (Table 81). All those using other transport means 
mentioned travel books as an influence in greater than 30 per cent of cases. 
 
Some 54.5 per cent of respondents who used backpacker accommodation mentioned travel 
books as an influence on their decisions to go to Rotorua (Table 82). Those using motor 
camps cited it in 53.8 per cent of cases. Conversely, only 12.0 per cent of those staying in 
private homes reported travel books as an influence on their decision. 
 

Table 81 
Influence of Travel Books by Type of Transport 

 
Private car/van Hire car/van Bus/shuttle Other  

Travel Books Number % Number % Number % Number % 
Influential 29 17.1 56 38.6 22 32.4 6 31.6 
Not influential 141 82.9 89 61.4 46 67.6 13 68.4 
 170 100.0 145 100.0 68 100.0 19 100.0 
 

Table 82 
Influence of Travel Books by Type of Accommodation 

 
Motor camp Motel1 Backpacker Hotel Private home Other2 Influence of 

Accommo-
dation 

Number % Number % Number % Number % Number % Number % 

Influential 14 53.8 24 21.6 30 54.5 11 19.0 3 12.0 17 37.0 
Not influential 12 46.2 87 78.4 25 45.5 47 81.0 22 88.0 29 63.0 
 26 100.0 111 100.0 55 100.0 58 100.0 25 100.0 46 100.0 

Notes: 1. Includes Motor Inn 
2. Includes campervan not in motor camp, Bed and Breakfast, farmstay, bach, rented house 
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Travel books were an influence on the decision to go to Rotorua for 37.5 per cent of those 
who had never been to Rotorua before and 29.4 per cent for those who had been once before 
(Table 83). This represents twice the frequency of mention as for those who had been two to 
three times before (14.6%) and four or more times before (10.4%). Once again, those 
travelling in family groups reported the fewest mentions of travel books influencing their 
decisions (Table 84, 14.3%). 
 

Table 83 
Influence of Travel Books by Previous Visitation 

 
None Once before 2-3 times before 4 or more times 

before 
 
 
Travel Books Number % Number % Number % Number % 
Influential 81 37.5 15 29.4 6 14.6 10 10.4 
Not influential 135 62.5 36 70.6 35 85.4 86 89.6 
 216 100.0 51 100.0 41 100.0 96 100.0 
 

Table 84 
Influence of Travel Books by Type of Group 

 
Alone Partner/spouse Friends Family Friends and 

family 
Other  

Influence of 
Group Number % Number % Number % Number % Number % Number % 
Influential 12 36.4 42 36.5 20 37.0 20 14.3 13 31.7 3 42.9 
Not 
Influential 

21 63.6 73 63.5 34 63.0 120 85.7 28 68.3 4 57.1 

 33 100.0 115 100.0 54 100.0 140 100.0 41 100.0 7 100.0 
 
The influence of the advice of friends and family on the decision to go to Rotorua was 
significantly related to group type (Table 85; Pearson’s χ2=15.296, 5df, p=0.009). It should 
not be surprising that there were few significant relationships for this factor. It was so 
commonly mentioned that it appears that almost all levels of each variable had the influence 
represented. The exception of group type is interesting. Those travelling alone reported 
advice from family and friends as an influence on their decision to go to Rotorua most 
frequently (36.4% - note that while 42.9% of those travelling in ‘other’ groups is greater 
there are too few data points involved to draw conclusions). Some 31.5 per cent of groups of 
friends cited it as an influence and 27.8 per cent of those travelling in partner/spouse groups 
did the same. Only 13.6 per cent of those travelling as a family, however, cited it as an 
influence. 
 

Table 85 
Influence of Advice of Friends and Family by Type of Group 

 
Alone Partner/spouse Friends Family Friends and 

family 
Other Advice 

Friends/ 
Family Number % Number % Number % Number % Number % Number % 
Influential 12 36.4 32 27.8 17 31.5 19 13.6 9 22.0 3 42.9 
Not 
Influential 

21 63.6 83 72.2 37 68.5 121 86.4 32 78.0 4 57.1 

 33 100.0 115 100.0 54 100.0 140 100.0 41 100.0 7 100.0 
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Table 86 reveals that significantly more international visitors are influenced by brochures 
than are domestic visitors in their decision to go to Rotorua (Pearson’s χ2=11.464, 1df, 
p<0.01). Table 87 shows that those travelling by hire car/van or bus/shuttle have a 
significantly greater tendency to be influenced in their decision to go to Rotorua by brochures 
than do those travelling by other means (29.7% and 26.5%, respectively - Pearson’s 
χ2=10.459, 2df, p=0.015). The influence of brochures on the decision to go to Rotorua is 
significantly related to number of previous visits (Table 88; Pearson’s χ2=20.181, 4df, 
p<0.001).  
 

Table 86 
Influence of Brochures by Type of Visitor 

 
Domestic International Influence of Origin 

Number % Number % 
Influential 12 10.5 79 27.1 
Not influential 102 89.5 212 72.9 
 114 100.0 291 100.0 

 
Table 87 

Influence of Brochures by Type of Transport 
 

Private car/van Hire car/van Bus/shuttle Other  
Brochures Number % Number % Number % Number % 
Influential 26 15.3 43 29.7 18 26.5 3 15.8 
Not influential 144 84.7 102 70.3 50 73.5 16 84.2 
 170 100.0 145 100.0 68 100.0 19 100.0 
 
Brochures are most often mentioned as an influence for those who have never been to 
Rotorua before (29.6%) (Table 88). The frequency of mention then decreases with increasing 
numbers of previous visits (19.6%, 17.1%, 9.4%). Finally, the influence of brochures on the 
decision to go to Rotorua is significantly related to group type (Table 89; Pearson’s 
χ2=13.761, 5df, p=0.017). Greatest mention of the influence of brochures was from people 
travelling as partner/spouse (31.3%), friends and family (26.8%) and friends (25.9%). 
 

Table 88 
Influence of Brochures by Previous Visitation 

 
None Once before 2-3 times before 4 or more times 

before 
 
 
Brochures Number % Number % Number % Number % 
Influential 64 29.6 10 19.6 7 17.1 9 9.4 
Not 
influential 

152 70.4 41 80.4 34 82.9 87 90.6 

 216 100.0 51 100.0 41 100.0 96 100.0 
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Table 89 
Influence of Brochures by Type of Group 

 
Alone Partner/spouse Friends Family Friends and 

family 
Other  

 
Brochures Number % Number % Number % Number % Number % Number % 
Influential 5 15.2 36 31.3 14 25.9 19 13.6 11 26.8 1 14.3 
Not 
Influential 

28 84.8 79 68.7 40 74.1 121 86.4 30 73.2 6 85.7 

 33 100.0 115 100.0 54 100.0 140 100.0 41 100.0 7 100.0 
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Chapter 4 
 

Discussion and Conclusions 
 
 
4.1 Summary of Findings 

The findings presented in this report are from two questionnaire surveys carried out at 
various sites in the Rotorua area. The first survey (Visitors to Rotorua Questionnaire - 
Questionnaire 1) was principally concerned with understanding general visitor 
characteristics, trip characteristics, visitor expenditure and attractions of and activities 
pursued in Rotorua. The results from this survey relating to visitor expenditure are presented 
in a separate report (Butcher et al., 2000). 
 
The second survey (Rotorua Visitor Flows and Decision-Making Questionnaire - 
Questionnaire 2) investigated visitor flows and decision-making as well as gathering 
information on general visitor and trip characteristics and expenditure data. Only findings 
related to visitor decision-making are presented in this report, with results of visitor travel 
patterns presented in Forer, et al. (2000). 
 
For the Visitors to Rotorua Questionnaire sampling was carried out primarily at one site 
(Rotorua lakefront) but also at the City Focus and outside cafés and restaurants in Rotorua’s 
commercial area. The Rotorua Visitor Flows and Decision-Making Questionnaire involved 
sampling at sites in the Rotorua region (e.g., Whakarewarewa; Rainbow Springs; Okere 
Falls; Waiotapu (mudpools and at commercial site); Waimangu; Lake Rotoma). 
 
From the Visitors to Rotorua Questionnaire it was found that visitors are predominantly 
domestic in origin (57.3%), travel as a family or as couples for the purpose of holiday or 
leisure, stay for 1-3 days (two thirds of visitors stayed overnight), use a variety of 
accommodation, but primarily motels, with almost two thirds travelling by private car or van. 
The major distinction was between domestic and international visitors. International visitors 
are more highly represented in both the younger and older age categories than are domestic 
visitors who are dominated by the middle-aged. Domestic visitors are overwhelmingly reliant 
on private vehicles for transport whereas two thirds of international visitors use hire vehicles. 
 
While thermal attractions are the most significant attraction for visitors as a whole (almost a 
third mention this as the primary attraction), domestic visitors are more attracted by the 
general activities and the natural environment of the area than they are by thermal attractions. 
Thermal attractions are, to some extent, primarily for international visitors. 
 
For over half of the visitors to Rotorua the most important natural attractions are those 
associated with the lakes. The forests - Redwood forest in particular - are also significant, but 
perhaps as secondary natural attractions. As would be expected, commercial attractions are 
dominated by those associated with the area’s thermal resources. The Luge and Gondola, 
however, are also significant attractions in their own right. 
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The sub-sample of 405 respondents who answered the Decision-Making section (Section C) 
of the Rotorua Visitor Flows and Decision-Making Questionnaire were dominated by young, 
international visitors. Just over one quarter of this sub-sample were domestic visitors (cf the 
Visitors to Rotorua Questionnaire), which is probably explained by the difference between 
the sampling sites. Also, almost one quarter of the sub-sample were from the United 
Kingdom. The private vehicle and motel were the most popular form of transport and 
accommodation, respectively, while almost a third of the sub-sample travelled as families. 
Just over half of the sample had not visited Rotorua before. Holiday and leisure was the 
principal purpose for about three quarters of the sample in relation both to travel in New 
Zealand and the visit to Rotorua. The thermal attractions of Rotorua were the first nominated 
attractions for almost half of the sub-sample. 
 
The planning of travel in New Zealand for this sub-sample was made at home by over half of 
visitors, although there is a far greater tendency for domestic as opposed to international 
visitors. The tendency to plan a travel itinerary at home increased with age and was more 
likely for those staying in motels, private homes and hotels as opposed to backpacker 
accommodation and motor camps. 
 
Similarly, the decision to go to Rotorua was made at home by two thirds of the sample. Once 
again, this tendency was greater for domestic than international visitors, for older visitors and 
for those staying in motels, private homes and hotels rather than backpacker accommodation. 
 
Two thirds of visitors in this sub-sample cited family and friends as an influence on their 
decision to go to New Zealand. A third were influenced by travel books, while brochures, 
having previously visited New Zealand and cost were influences for more than a fifth of 
international visitors. Travel books influenced most those travelling by bus or shuttle and the 
youngest age groups. 
 
A slightly different pattern of influence is found on the decision to go to Rotorua. Advice 
from family and friends remains an important influence but having previously visited 
Rotorua was the most often mentioned (a third of the sample). Travel books were also cited 
as an influence more often than was advice from friends and family. Further, over a third of 
international visitors were influenced by travel books, while only a tenth of domestic visitors 
claimed this to be an influence. Brochures were more of an influence on the decision for 
international rather than domestic visitors while, once again, younger rather than older 
visitors and those staying at backpacker and motor camp accommodation rather than motels 
and hotels tended to be influenced in their decision by travel books.  
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4.2 Discussion and Conclusions 

What is known from previous research about the composition of visitors to Rotorua (TRM, 
1998) suggests that the domestic versus international visitor composition found in this 
study’s Visitors to Rotorua Questionnaire survey is within historical ranges. For the years 
1992 to 1994 and 1998, the Rotorua Visitor Monitor hovered around two thirds domestic to 
one third international. For the years 1995 and 1997 the composition was close to half and 
half while in 1996 almost 60 per cent of visitors were international. The composition of 
almost 60 per cent domestic visitors in this study’s survey is therefore not surprising. 
However, it seems possible that, in the present study, the bus and coach market is under-
represented. This is likely to have the effect of under-sampling international visitors because 
they dominate this market. In fact, the survey of tour operators conducted alongside the 
research reported here (see Section 3.4) confirms that 98.0 per cent of those travelling with 
tour operators are international as opposed to domestic visitors. Some under-sampling of 
domestic visitors may also be occurring, particularly those who enter the periphery of the 
region and stay in baches without entering Rotorua city itself during their stay. Given these 
factors, a true visitor composition of closer to the 50/50 split found in 1995 and 1997, but still 
in favour of domestic visitors, may be closer to the real composition in 1999. 
 
In terms of the international visitors, Australians seem to be under-represented in the present 
study when compared with recent historical data (NZTB, 1993; TRM, 1998). While 
Australians have consistently been the main market for international visitors to Rotorua over 
the past decade, visitors from the United Kingdom outnumber them almost two to one in the 
present study. Once again, this may be a function of the suspected under-sampling of the bus 
and coach market if it is assumed that visitors from Australia are more likely to use buses and 
coaches than are visitors from the United Kingdom. Possibly, there are greater family links 
between New Zealand and the United Kingdom than between New Zealand and Australia 
which may create proportionately more hire and private vehicle users among United 
Kingdom as opposed to Australian visitors. Interestingly, Chrzanowski (1997) in a survey of 
225 visitors to three thermal sites (Whakarewarewa; Waiotapu; Craters of the Moon) found a 
similar under-representation of Australian-origin visitors. Bus and coach tour visitors were 
explicitly excluded from her study. 
 
Korean and, more generally, Asian visitors are also under-represented when compared with 
historical data. In the case of Korean visitors, in particular, the Asian economic crisis of the 
last two years has clearly had its effect. Also, any under-sampling of the bus and coach 
market is likely to also under-sample visitors from this region. 
 
The high proportion of younger visitors found in this survey may also be an effect of any 
skewed sampling in relation to the bus and coach market. This is an important point as it is 
the greater proportion of younger visitors among international as opposed to domestic 
visitors which appears to be behind differences in group type (international visitors are over-
represented in the partner/spouse and ‘alone’ categories and under-represented in the ‘family’ 
category relative to domestic visitors), accommodation type (a greater preference for 
backpacker accommodation by international visitors), and transport type (greater use of buses 
and shuttles by international visitors). 
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Despite the difference in age distribution between domestic and international visitors, there 
are, nevertheless, clear differences between domestic and international visitors overall. While 
it is perhaps no surprise, for example, that thermal attractions are the most readily mentioned 
feature attracting visitors to Rotorua, when analysed in terms of domestic and international 
visitor types, it turns out that it is only for international visitors that thermal attractions are 
the dominant attraction. Domestic visitors were more than twice as likely to cite general 
activities and attractions as they were to cite thermal attractions as the most readily 
mentioned attraction of Rotorua. Clearly, domestic visitors, who comprise the majority of 
visitors to Rotorua in this sample, see Rotorua primarily in terms of what it offers in terms of 
activities - and scenery and environment. International visitors are drawn principally by its 
thermal features. The lakes, in particular, and commercial attractions such as the Luge and 
Gondola appear to be far more important components of Rotorua’s attractiveness (see below) 
for domestic visitors than are the thermal areas. 
 
One explanation for this divergence could be related to the fact that domestic visitors may 
make up the bulk of those who have visited Rotorua previously (this is the case for the sub-
sample from the Rotorua Visitor Flows and Decision-Making Questionnaire). Possibly, 
thermal attractions may have been visited on previous trips to Rotorua by domestic visitors. 
Certainly, comments were made to some interviewers (including the author) to the effect that 
the thermal attractions had been ‘done before - not this time’. Chrzanowski (1997) also 
found, in her sample, that of the repeat visitors to the three sites she studied 63 per cent were 
from New Zealand. However, only 22 per cent of visitors to her sites were repeat visitors. 
There is, therefore, obviously some repeat visitation by domestic visitors but the tendency is 
for thermal attractions to be visited primarily by international visitors. One possibility is that 
domestic visitors are more likely to repeat visits to thermal attractions when they are 
travelling with someone who has not been before (i.e., domestic repeat visitors acting as 
‘hosts’ for international or domestic family and friends). 
 
A surprising finding was that very few visitors nominated cultural attractions (either in 
general or specifically) as the main attraction of Rotorua. The implication is that, despite 
Whakarewarewa, for example, being the most mentioned commercial attraction of Rotorua, it 
is popular largely for its thermal features rather than its cultural ones. As is mentioned below, 
however, cultural and historical attractions of Rotorua rate far more highly in the findings of 
Questionnaire 2. This can perhaps be explained in terms of the much higher proportion of 
international visitors in the sample for Questionnaire 2 as opposed to Questionnaire 1. 
International visitors are attracted by cultural and historical features of Rotorua to a greater 
extent than are domestic visitors. 
 
Findings concerning the decision-making process of visitors to Rotorua are based on a quite 
different sample from that in the Visitors to Rotorua Questionnaire. In comparison, the 
gender balance of this sub-sample of the sample for the Rotorua Visitor Flows and Decision-
Making Questionnaire is almost 50/50 (cf. 45/55 in Questionnaire 1) and the age distribution 
includes fewer in the middle age groups. It is also almost three quarters composed of 
international visitors, although visitors from the United Kingdom remain the dominant group
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among international visitors. No doubt related to the different domestic - international 
compositions of the samples, hire vehicles and bus and shuttle transport is more popular. 
Interestingly, however, the accommodation types used are fairly similar between the samples. 
The only difference is a slightly greater use of private homes by the sample in Questionnaire 
1 as opposed to that in Questionnaire 2. 
 
In all but one case, those who had not been to Rotorua before, in this sub-sample, were 
international visitors. This is quite remarkable. It no doubt reflects the finding in 
Questionnaire 1 and in previous research (e.g., TRM 1998a) that domestic visitors to Rotorua 
are overwhelmingly composed of those ‘within reach’ (e.g., Auckland, Waikato, Bay of 
Plenty) of Rotorua and so who are more likely to return regularly. There is clear evidence 
here of the extent to which domestic visitors represent both an embedded baseline of 
visitation for Rotorua and, if more domestic visitors from surrounding regions were attracted 
who had not been before, an opportunity to produce sustainable increments in overall 
visitation. This latter opportunity may also represent a more reliable increase than from the 
international sector, particularly given recent vagaries with the Asian market. Of course, here 
the term ‘sustainable’ is being used quite narrowly as an extrapolation from the 
correspondence between repeat visits and origin country and takes no account of what is 
required in terms of infrastructure, service, local and central government support, community 
support, etc. to achieve a sustainable level of visitation. 
 
In this sub-sample, suggested attractions of Rotorua are even more dominated by thermal 
attractions than was the case for the Visitors to Rotorua Questionnaire sample. ‘Culture’, 
however, and as just discussed above, is more frequently mentioned than it was in the 
Visitors to Rotorua Questionnaire sample. Both of these differences are presumably 
explained by the greater proportion of international visitors in this sub-sample. Given the 
central role of Maori in Rotorua tourism, either directly or symbolically, this relationship 
between the cultural attractions and the domestic - international visitor mix is extremely 
important and complex. If it is assumed, for example, that domestic visitors are more familiar 
with Maori culture than international visitors perhaps quite a different process of presentation 
and interpretation of the distinctive Maori past and present in Rotorua would be required to 
engage domestic visitors. That is, Maori concert parties and hangi may not be enough to raise 
the attractiveness of Rotorua’s Maori cultural features in the minds of domestic (usually 
repeat) visitors. While Maori cultural attractions may never supplant the natural attractions of 
Rotorua for domestic visitors, a more educational or experiential presentation of these 
cultural attractions may nevertheless find a more significant ‘market’ amongst domestic 
visitors. 
 
In terms of the planning of their New Zealand travel, international visitors in this sub-sample 
are far more likely to plan it while actually travelling than are domestic visitors. 
Nevertheless, more than half of each group still plan their itineraries for travel while at home. 
This is similar to the findings of a study at Kaikoura (Moore, Simmons and Fairweather, 
1998). Domestic visitors almost invariably have well worked out itineraries before leaving 
home; international visitors are more malleable in the specifics of the places they will visit. 
(Once again, the possible under-sampling of bus and coach tour visitors may partially explain 
this difference). The same is true of the specific decision to visit Rotorua. International 
visitors show a greater tendency than domestic visitors to make the decision while travelling. 
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Age seems to be implicated in these differences. In direct terms, younger visitors consistently 
show the greatest likelihood of planning their itineraries and making specific destination 
decisions while travelling. The older age groups are far more likely to plan itineraries and 
make destination decisions at home. Indirect evidence for the same influence of age on 
itinerary planning and destination decisions comes from accommodation type: those staying 
at backpacker accommodation and motor camps show the greatest tendency to make 
decisions while travelling. 
 
Age also seems to be a factor when considering influences on travel decisions. Those 
international visitors aged 35 to 54 years old were the least influenced by advice from family 
and friends in making the decision to go to New Zealand (the predominant influence on the 
decision to go to New Zealand). Similarly, those travelling by private car or in family groups 
or who have visited Rotorua more than four times before are all least influenced by this 
advice (although it remains a strong influence). This suggests, perhaps, that people in the 
middle of the life-cycle and with families are seeking an independent family experience on 
their holidays. Decisions, that is, may well be made in relation to specific family needs. It is 
also possible that having been to Rotorua before (i.e., direct personal experience of Rotorua) 
is, by far the most significant determinant of the decision for this group. This is supported by 
the finding that the most often mentioned influence on the decision to go to Rotorua (as 
opposed to New Zealand) is having visited previously. It would seem that nothing beats 
personal experience when it comes to decision-making. 
 
When more formal (industry) sources of influence are examined it is travel books and 
brochures that are most frequently mentioned. Travel books are mentioned most by 
international as opposed to domestic visitors and by the youngest ages. Interestingly, they are 
also more often mentioned by those in the oldest age groups rather than the middle age 
groups. Reliance on travel books may not, therefore, simply be a characteristic of the young. 
The most significant factor here, once again, may well be the relatively independent nature of 
travel that is possible both before and after having had a family. Certainly, travel books are 
mentioned least as an influence by those travelling in family groups for both the decision to 
go to New Zealand and the decision to go to Rotorua. Travel books are the independent 
traveller’s guide in two closely related senses of ‘independent’. Independent in terms of 
travel style and independent in terms of family responsibilities. 
 
Brochures are important for both decisions but it is in the case of the decision to go to 
Rotorua that there is a difference between international and domestic visitors. Brochures are 
far more decisive for international visitors than domestic visitors. This fits neatly with the 
finding that itineraries are more likely to be planned and visitation decisions made while 
travelling for international visitors. The susceptibility to a more ‘spontaneous’ decision to 
visit Rotorua leaves open the influence of a fortunately located brochure. Furthermore, there 
is an interesting difference between brochure mentions for the decision to go to New Zealand 
and the decision to go to Rotorua for those travelling alone. Over a third of those travelling 
alone mention it as an influence on the former decision as compared with less than half that 
proportion in relation to the decision to go to Rotorua. Domestic visitors travelling alone do 
not rely on brochures to visit Rotorua. International visitors travelling alone do rely to a 
greater extent on brochures to make the decision to visit New Zealand. 
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Finally, it may be thought that in the future travel decisions will be influenced by the 
availability of information over the internet. The results of this study, however, reveal an 
important twist to this particular tale. For the decision to go to New Zealand, almost 14 per 
cent of international visitors rated the internet as an influence on their decision. This is 
perhaps encouraging for those who are placing increasing emphasis on the internet for 
marketing. However, the internet does not feature as an influence on decisions to go to 
Rotorua. This, despite the fact that Rotorua is one of the most widely marketed and popular 
destinations for international visitors. One possibility is that ‘Free Independent Travellers’ 
(FIT) may actually enjoy forming their itineraries and decisions to visit specific places while 
travelling through New Zealand. That is, even if more information on specific places in New 
Zealand (such as Rotorua) were made more available over the internet visitors still may not 
be influenced by it. Another possibility is that specific information about destinations internal 
to New Zealand simply is not available in a form that is readily accessible or targeted at the 
decision-making process. International visitors may not need or want such specific 
destination information. However, given that New Zealanders have one of the highest rates of 
access to the internet in the world, and given the importance of the domestic visitor base for 
Rotorua, it may well be useful to target prospective domestic visitors over the internet 
(particularly those from the South Island, perhaps). 
 
The above findings provide some interesting connections to the decision-making literature 
(reviewed in Chapter 1). First, there are distinct images of Rotorua held by international and 
domestic visitors. As reflected in the nominated attractions that brought the two types of 
visitors to Rotorua, international visitors have what may well be understood as a low-
information and ‘induced’ image of Rotorua as compared with a high-information and 
‘organic’ image for domestic visitors (often based on personal experience) (Gunn, 1989, 
cited in Chon, 1990). This explains both the differences between the two images (as 
expressed in the attractions mentioned - thermal and cultural for international visitors and 
natural environment and activities for domestic visitors) as well as the relative importance of 
such informational sources as brochures and travel books on the decisions to go to Rotorua of 
domestic and international visitors. 
 
Second, the finding that there is a greater tendency among international visitors than 
domestic visitors to plan their New Zealand itinerary while travelling and to make the 
decision to go to Rotorua while travelling is consistent with Mansfeld’s (1992) suggestion 
that destination-specific information is sought increasingly as the information search process 
continues. In the case of international visitors this information search process clearly 
continues during on-site travel itself to a greater degree than it does for domestic visitors. For 
international visitors, information search is ongoing and it is this that may well explain the 
influence of brochures on this group’s decisions to go to Rotorua.  
 
The finding that information search tends to cease once travel begins for domestic visitors 
suggests that the process of winnowing destination choice sets (Crompton, 1992) is carried 
out quite differently by domestic as opposed to international visitors to Rotorua. Crucially, it 
is likely that the ‘winnowing’ process takes longer for international visitors and decisions to 
discard or accept certain itinerary destinations is not complete almost until the last moment 
when a decision can still be made. Domestic visitors, by contrast, are more likely to have 
discarded alternative destinations (and perhaps even attractions within particular 
destinations)
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before leaving home. The choice set, that is, is probably considerably narrower before actual 
travel commences. Applying Crompton’s (1992) model of destination choice using choice set 
theory, however, also suggests that there exists a nested set of ‘choice sets’ (e.g., specific 
attractions to visit within Rotorua District) within the single destination choice set of 
Rotorua. At this level, therefore, there may still be a degree of openness retained in domestic 
visitors’ final choice set decisions. 
 
Third, the extent to which compensatory and non-compensatory decision rules (Mansfeld, 
1992) are used in destination decision-making turns out to be ambiguous and dependent on 
visitor type and the geographic scale of the decision-making. For domestic visitors there are 
quite specific features which seem to act as non-compensatory attributes attracting them to 
Rotorua. The presence of lakes or of a variety of activities and attractions, for example, are 
probably non-compensatory for those engaged in such activities as water-skiing or shopping. 
Given that many of the domestic visitors to Rotorua are from the surrounding regions, 
proximity may also be another non-compensatory attribute of Rotorua. Once in the Rotorua 
District, however, these same attributes may be subject to decision-making involving 
compensatory rules. A particular lake, for example, may be chosen on the basis of its 
optimum rating on a range of features (suitability for water-skiing, safety for young children, 
good accommodation nearby, access to the Rotorua township, etc.). There may, however, be 
no one attribute the lack of which would necessarily rule out a particular lake. 
 
For international visitors there are also clearly non-compensatory rules applied in assessing 
Rotorua’s attributes as a destination. The dominance of thermal attractions and, to an extent, 
Maori cultural attractions is obviously crucial for these visitors. Without these particular 
attributes it is not obvious that Rotorua would be a destination for many international visitors 
(despite having potentially ‘compensating’ features such as lakes and forests). Once again, 
however, when international visitors are in the Rotorua District compensatory rules may well 
be applied to select between different thermal and cultural attractions. 
 
Fourth, one of the most striking underlying factors in the findings on decision-making in this 
study has been the role of family and the life-cycle stage in general. While conclusions here 
are essentially inferential, it seems obvious that middle aged people travelling in family 
groups are very distinctive in the pattern of decisions made. They stay in particular types of 
accommodation, they place a high value on general activities (particularly those ‘for 
children’) and tend to plan itineraries and make their decision to go to Rotorua while at 
home. While van Raaij and Francken (1984) note the importance of the family unit in the 
decision-making process they tend to focus on who is involved in making the decision. Just 
as important, however, is the fact that, irrespective of who in a family may be making 
decisions, the needs of family travel and holidaymaking may ‘skew’ decisions almost 
inevitably in certain directions. Van Raaij and Francken (1984) are, of course, concerned 
with consumer behaviour and the role of decision makers over the purchase decision 
therefore becomes of central concern. This may, however, lead to the neglect of social-
structural aspects of families in particular societies and the way in which this can directly 
affect and constrain travel decisions. 
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Finally, as Gnoth (1998) emphasised, there appears to be a strong element of impulsivity in 
decision-making in this study. Presumably for affective (emotional) reasons, the FIT - the 
type of traveller which dominates in this study - often maintains flexibility in decision-
making. With the possible exception of the family groups just discussed, visitors to Rotorua 
in this study appeared to value an ‘open’ experience of the destination. That is, any formal 
‘rational’ decision-making process may well be subordinated to the experience of freedom 
gained from an attitude of experimentation, spontaneity and flexibility. If such is the case, 
then notions of travellers as ‘optimisers’ of their ‘investment’ in the trip may need to be 
modified considerably and the decision-making process may well need reconceptualising 
more along the lines of Gnoth’s (1998) suggestions. 
 
 
4.3  Implications for Theory and Method 

Several useful implications arise from this study which relate to theoretical and 
methodological issues. 
 
• Selection of sample sites in understanding any aspect of a spatially dispersed 

phenomenon such as tourism is vital. The two questionnaires used in this study tapped 
quite distinct, although no doubt overlapping, sub-populations of visitors to Rotorua. 
Questionnaire 1 was largely sampled in Rotorua City. Questionnaire 2 involved sites that 
were either at specific commercial attractions within the city or closer to the peripheries 
of the region. Where people spend their time in a region reflects their preferences and, 
therefore, the different decision-making processes and, ultimately, values involved. 
Definition of just what counts as the geographic boundary of a ‘tourist destination’ is 
extremely difficult and should, at its best, arise from careful research into visitors’ 
behaviours rather than some pre-selected criterion. To an extent, what counts as a 
‘destination’ is very much in the behaviour of the visitor. 

 
• Decision-making processes are closely related to and interweaved with travel styles and 

visitor types. These styles and types are themselves clearly related to life-cycle stage. The 
findings presented in this report repeatedly emphasise the close correlation between such 
things as age, origin country, accommodation type and transport type. Vitally, these 
factors are, in turn, correlated with how and when decisions are made and just what 
information sources and trip characteristics influence those decisions, thus the decision-
making process is just one part of a web of factors that reciprocally interact with each 
other. Information availability, accessibility and appropriateness, for example, depends 
on where you come from, what you have done before (e.g., previously visited), how you 
travel and who you travel with. The ‘rational decision maker’ supposedly striving to 
match needs with opportunities to satisfy those needs does not necessarily drive the 
process that finally results in travel behaviour and experience. 

 
• As this research has shown, research on visitor numbers, visitor origin, visitor nights, 

attractions visited, etc. needs to be deepened to an analysis, at least, of the relationships 
between these and other variables before an understanding of visitor behaviour can be 
achieved. 
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4.4 Implications for Policy 

The most striking feature to arise from this study has been the quite distinct decision-making 
processes and attraction preferences between domestic and international visitors to Rotorua. 
Many of the implications for policy mentioned below arise from this difference. 
 
• Domestic and international visitors to Rotorua are attracted by distinctly different 

attributes of the destination. In particular, thermal and cultural attractions are more 
important for international visitors than for domestic visitors. The latter are more 
attracted by the range of activities available in the region and this is closely linked to 
various features of the environment, particularly the surrounding lakes. This implies that 
any policy making and planning should explicitly acknowledge that there is more than 
one ‘destination Rotorua’. 

 
• The different values each group (domestic and international) sees in Rotorua may at times 

conflict both in on-site developments and also, less tangibly, in the ‘branding’ of Rotorua. 
The former type of conflict would be additional to any conflicts that may exist between 
local and visitor populations in general. It may be that quite separate but co-ordinated 
strategic plans related to domestic and international tourism in Rotorua may need to be 
developed. 

 
• The influence of a visitor having visited Rotorua previously on his or her decision to go 

to Rotorua implies that on-site experience is, and will remain, vital to continuing 
visitation, particularly in the domestic base. While concern over such things as crime 
rates may be temporary they nevertheless threaten this base. In the long term, other 
factors such as any move away from or degradation of the relatively cheap availability of 
attractions (especially natural ones) could be an even more serious threat to this ‘repeat’ 
custom. 

 
• Once again, for the domestic visitor group, the availability of a wide range and large 

number of attractions appears to be important. The maintenance of both the diversity and 
number of these attractions (even if some, such as the numerous lakes, may be thought to 
be ‘substitutable’) should therefore be a priority. 

 
• There is an opportunity to increase the engagement between domestic tourists and 

cultural features of Rotorua. This may involve a re-think of the mode of presentation of 
these features away from that used for international visitors. Given domestic visitors’ 
clear interest in the natural features of the area (thermal areas, lakes, forests, etc.) some 
combination that emphasises the connection between local history, Maori culture and the 
distinctive environment of the area may be beneficial for both visitors and local Maori 
and other communities. 

 
• Current use of the internet by international visitors in making their decisions to go to New 

Zealand suggests that there is an opportunity to highlight Rotorua and influence pre-trip 
expectations using this information source. For domestic visitors, particularly those 
whose home is relatively far away from Rotorua, the internet could be used to expand the 
geographic base within New Zealand from which domestic visitors are currently drawn. 
‘Shoulder’ periods and length of stay could be influenced in this way. 
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• Finally, a very general implication for policy and planning that emerges from this study is 
that data routinely collected about visitor numbers, etc. and which often forms the basis 
of policy decisions, needs to be supplemented by an analysis of the relationships between 
visitor characteristics, preferences and behaviours. Rotorua, as a destination, has perhaps 
the best visitor data collection procedures in the country. Nevertheless, there is much that 
is missed if further supplemental data collection and analysis is lacking. Many of the 
relationships highlighted in this report, while they may confirm some suspicions and 
challenge others, have emerged from an analysis which tracks individuals on a range of 
variables. The picture that emerges is a complex one but one that is also coherent and 
consistent. Such a picture provides an even stronger base for policy and planning 
decisions for Rotorua than that already available. 
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Appendix 2 
Rotorua Visitor Flows and Decision-Making 
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Appendix 3 
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