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Executive Summary
The aim of this research was to identify yield based visitor and itinerary prototypes. An
examination of tourist itineraries (i.e. tourist behaviour across space and time) as reported in
the International Visitor Survey revealed that – when itineraries are sufficiently simplified –
patterns of similarity emerge. However, the diversity was still too large to be able to derive a
manageable set of ‘itinerary prototypes’. For this reason a simplified approach was taken, in
which spatial implications of tourist travel where measured through visitation to Regional
Tourism Organisations. It could be seen that the spatial distribution is shaped by a wide range
of factors, including country of origin, port of arrival, travel style, repeat visitation, purpose of
travel, and presence of children under 15. The weakest amongst the analysed factors was
whether tourists travelled with children or not. Importantly, it has to be noted that most of the
factors analysed are interrelated. In turn, it could also be shown that the spatial distribution of
tourists is related to yield, for example average expenditure per day by tourists who visit
major centres is higher than that of tourists who include more remote areas in their itinerary.
Knowing that country of origin has an important influence on distributional patterns and its
relationship to other key drivers of itineraries (see also the Ministry of Tourism’s Flows
Model), made origin a useful variable for an a priori segmentation of yield analyses in relation
to itineraries. The country of origin analysis provided useful insights into travel behaviour
(e.g. length of stay, expenditure, transport choices), tourist decision making (where
information was available), and financial yield. It could be seen, for example, that the
behaviour of Australian tourists is largely driven by its strong visiting friends/relatives
component (e.g. high repeat visitation), whereas behaviour by British and German visitors
seems strongly influenced by the long distance from home (e.g. length of stay, expenditure).
While the Chinese and Japanese markets share some similarities (e.g. shorter stays, propensity
to tour group travel) the main difference lies in the greater travel experience by Japanese
tourists. American visitors were found to fall between European and Asian visitors in their
travel behaviour.
The yield associated with the six main countries of origin was analysed for the financial
dimension. Financial yield was chosen as it can be measured as a national-level or ‘systemic’
indicator rather than local or ‘site-specific’ indicators for yield, such as environmental or
social impacts. Further analyses of yield at a local level will be undertaken later on in the
research programme. The analysis of expenditure, Value Added and Economic Value Added
shows that the ‘preferability’ of a certain market depends on the indicator selected and also
whether yield per trip or per day is calculated. In all cases, the German market appears
favourable, mainly as a result of their high spending on rented vehicles, which is associated
with high financial yield.
In the light of the findings above, this component of the research developed a framework for
the further analysis of decision making in the Spatial Yield research programme. The
framework incorporates the dimensions of country of origin and itinerary type (in the form of
a matrix). Such a framework could be useful to explore the decision making behind key yield
variables such as: length of stay, overall expenditure (budget), allocation of budget, and travel
(geographic dimension).
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Chapter 1
Introduction
1.1

Project Background

The Spatial Yield project examines growing tourism yield from a demand side perspective.
The underlying hypothesis is that it is possible to identify which tourists (and their itineraries)
generate different yield outcomes. This knowledge will enable product, policy and marketing
interventions with the potential to grow yield from tourism. The Spatial Yield project builds
on the earlier Economic Yield of Tourism project by Lincoln University, the Ministry of
Tourism and the Tourism Industry Association (e.g. Becken et al., 2004; Cullen et al., 2005;
Simmons et al., 2007) which highlighted the need to include business practices, the public
sector, and tourist activities into yield assessments.
The term ‘yield’ is ambiguous and is used for different purposes. Often, yield is used
synonymously with expenditure by tourists. More recently, yield has been used to describe
some measure of net benefit of tourism activity. In this sense, the yield of an activity is
typically smaller than the gross expenditure. Along these lines, yield has been interpreted as
the net gain for the host society, taking into account the costs of providing public sector
infrastructure and other non-market costs, such as the use of environmental services in
tourism production and consumption (Reynolds & Braithwaite, 1997; Northcote & MacBeth,
2006). Such a view of yield is closely related to the concepts of triple bottom line or
sustainability (Becken & Simmons, in press).
A wide range of indicators can be used to measure yield. The results of the overall yield
assessment are likely to depend on which indicators have been chosen and how they were
weighted against each other. For example, in the financial dimension of yield (i.e. the return
to tourism firms), possible indicators include tourist expenditure (i.e. gross revenue), value
added by the firms (i.e. measures the economic activity that can be attributed to tourism rather
than other industries that supply intermediate inputs to tourism) or Economic Value Added
(i.e. the residual income to a firm after deducting the opportunity costs of capital). Other
financial measures may be useful as well, but the above indicators were used successfully in
the earlier Yield Project.
The earlier project also highlighted the need to include the public sector into yield
assessments (Cullen et al., 2005; Butcher et al., 2007). Government organisations provide a
wide range of services to tourists, for example National Parks that are partly – but not
necessarily fully – funded through taxes and fees. In some instances the Government achieves
a surplus from tourist payments (e.g. in the case of GST paid), and in other cases public sector
agencies are subsidising tourism activities through general taxes or rates paid by New Zealand
residents and businesses. The latter situation has been observed in the case of local
government services. Again, a number of indicators could be developed to measure tourism’s
net benefit to local or central Government (e.g. visitation to local, public sector attractions).
Finally, yield can also be assessed from a social and environmental sustainability perspective.
As a result of their travel and activity patterns, tourists cause impacts (positive or negative)
that are likely to affect local communities and environments. In the case of greenhouse gas
emissions impacts are of global relevance. Depending on scale and focus of analysis
indicators can range from changes in ecosystems due to tourist activity to social changes in

1
Tourist Itineraries and Yield:

communities. Tourist satisfaction is another potential indicator to assess social elements of
sustainable yield.
This technical report addresses Objective 1 of the research project. Objective 1 aims to derive
yield based visitor and itinerary prototypes, based on data collected by Tourism New Zealand
(TNZ) and the Ministry of Tourism (TMT). The analysis involved two steps. One was the
examination of tourist itineraries as reported in the International Visitors’ Surveys. The goal
was to identify statistically robust prototypes of tourist behaviour and associated itineraries.
While progress has been made, the identification of prototypes proved more challenging than
anticipated. For this reason a simplified approach was taken. Instead of tourist itineraries (i.e.
tourist behaviour across space and time) we analysed the distribution of tourists, measured as
the visitation to Regional Tourism Organisations. Such a measure reveals some spatial
dimension but it does not allow for any analysis of sequence or time. Following the spatial
distribution analysis, the second step of analysis involved the behaviour and yield of selected
tourist types (country of origin in the absence of prototypes). Financial and economic yield
impacts were estimated based on existing (supply side) business metrics. These are nationallevel or ‘systemic’ indicators rather than local or ‘site-specific’ indicators for yield. The initial
focus of this analysis is on the national level and further analysis at a local level will be
undertaken later on in the research programme.
Based on the above distribution and yield analysis a framework is then developed that will
assist in the study of tourism decision making in relation to itineraries and other relevant
aspects of tourist behaviour (Objective 2 of the overall programme). The results of this report
are also of interest in themselves as they provide useful information on travel and expenditure
patterns of tourists in general and the main markets of origin in particular (Australia, UK,
USA, Japan, China and Germany). As such this reports provides a useful platform for the
research team and the tourism sector (in particular the Advisory Group) to advance our
understanding of international tourism in New Zealand.
This report will contribute to answering the following overarching research questions:
1. Is there potential to increase yield by understanding (and influencing) tourist decision
making across key variables (e.g. length of stay, overall expenditure, allocation of
expenditure and travel) that determine yield?
2. Are there distinct types of decision making relevant to these key variables?
3. Are these potential decision making types related to itinerary categories or other ways of
segmentation of tourists into types?

1.2

Structure of Report

This report presents results from the analysis of itineraries as well as tourist distribution. The
distribution of tourists in New Zealand is ultimately the outcome of individual itineraries.
This distribution is likely to have some impact on yield; or at least dimensions thereof (Figure
1). A brief analysis on this aspect is presented in Section 2.4.
Given that country of origin proved to be an important factor in both itinerary and
distribution, further analysis on travel behaviour by origin is undertaken (Section 3). This
analysis provides insights into yield-relevant travel behaviour (e.g. length of stay,
expenditure) as well as tourist decision making (where information was available). The
analysis of financial yield presented in Section 4 highlights that country of origin is highly
2
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relevant for considerations of aggregate yield at a national level. Further analysis with a local
resolution of scale would be required to analyse impacts such as those related to the public
sector, the environment and local communities.
Finally, Section 5 presents a framework that is proposed for the further analysis of decision
making and yield, taking into account the key variables of country of origin and travel
patterns.
Figure 1
Dimensions Analysed and Presented in this Report
Spatial
distribution

Tourist itineraries
(space and time)

Yield:
- National
- Local

Country of
Origin

Other variables that
influence both
itinerary and yield
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Chapter 2
Tourist Itineraries
2.1

What is an Itinerary?

Most tourists come to New Zealand to visit more than one destination. Destinations are linked
through an itinerary, i.e. travel behaviour across space and time (more detail below).
Itineraries have been classified into patterns (Flognfeldt, 1992; Oppermann, 1995), for
example:
 Single destination travel
 Base camp (i.e. one destination with several day trips from there)
 Round trip or ‘full loop’
 ‘Open jaw loop’ (e.g. flying into Auckland and out of Christchurch)
 Multiple destination loop (e.g. combining Australia and New Zealand).
Similar categories have been derived for, and applied to travel itineraries in Hong Kong (Lew
& McKercher, 2002).
Tourist travel in New Zealand comprises all types of itineraries. The International Visitor
Survey (IVS)1 data show that in 2006, the average tourist in New Zealand travelled for 1,789
km on 8.23 travel sectors (i.e. travel between two major stops (longer than one hour)). While
the majority of tourists visit more than one destination there are also a considerable number
(namely about 18% in 2006) who travel very little. This can be seen from Figure 2 where
there are also a substantial number of tourists in the IVS who visit only one destination (e.g.
Auckland where they arrive). For these tourists it is not possible to derive any distances
travelled and they are therefore recorded with zero kilometres.
Figure 2
Frequency of Tourists Who Travelled a Certain Distance (km) in the 2006 IVS
(Total sample size N=5,328).
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1 The IVS samples 5,200 departing international visitors per year to represent the behaviour of all international
visitors to NZ. For more detail on the IVS and other surveys see section 3.
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An analysis of tourist itineraries or spatial distribution will naturally focus on those tourists
who engage in travel within New Zealand; that is the 82% who travel beyond their arrival
gateway. These tourists’ travel behaviour can be described by their itinerary; i.e. destinations
visited during the course of their trip. For the analysis of yield three questions arise:
1. Are there ‘typical’ tourist itineraries?
2. What influences itineraries or distribution within New Zealand?
3. Are itineraries relevant for tourism yield?

2.2

Itinerary Classifications

One aim of this research has been to identify a classification of tourist itineraries which would
prove useful in enhancing our understanding of the spatial pattern of yield. Progress to date
has been encouraging but unfortunately currently is unable to provide sufficient robustness for
deployment in a yield model. Progress to date and future options are outlined below.
2.2.1

The Need to Simplify Itineraries

Previous investigations by members of the research team has generated maps both of
aggregate flows derived from full itineraries and flows associated with the progression of
visitors through the their holidays, day by day from a common Day 1. When applied to
subsets of the full tourist cohort such maps show that different groups have distinctive
patterns of aggregate flow and day to day travel (Forer, 2005; Becken et al., 2007; Forer et
al., 2008). These groups may represent aggregates of individuals selected by country of
origin, length of stay, port of entry, mode of transport, and purpose of stay: all these divisions
show distinctive aggregate flows. However they also clearly indicate that the factors used to
examine these flows interact with each other in the way that can influence an individual
itinerary. Length of stay in particular reflects different individual circumstances and can
create quite differentiated itineraries amongst individuals who otherwise have very similar
backgrounds and choices or origins. These potential interactions of factors which
differentiate the behaviour of groups are quite powerful and create a high level of
ideosyncracy within the movement data when examined for itinerary patterns. At present
research has focussed on defining itineraries based on geographic location, identifying
itinerary sequences by port of entry, intervening overnight stops and port of exit. Even with
this slightly simplified expression of an itinerary it is quite common that in one year’s set of
5,500 itineraries 85% or more of all itineraries are unique.
The implication of this variety of itineraries becomes most apparent when one searches for a
formal measure of itinerary similarity which can be used to construct classes of itineraries
useful in yield analyses or other modelling. Considerable work has gone into refining such a
similarity measure applicable to movement data bases in general, particularly in respect of
data mining technique for finding birds of a feather from avine and other animal tracks (Laube
et al., 2004). In such cases a succession of GPS fixes are typically used to describe movement
paths.
Human movement has increasingly become an area of interest (Eagle & Pentland, 2006;
Mountain & Raper, 2003; Zhao et al., 2008). Adopting a refined basis for measuring
movement, recent research has explored codifying movement and activity sequences using
named locations to identify significant waypoints in a journey. Thus a short international
stopover to visit Aoraki/Mount Cook would code up as “Christchurch Airport -
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Aoraki/MountCook- Christchurch Airport”, or perhaps the equivalent as location code
numbers. The aim is to identify similar sequences of such codes rather than coordinates that
can be applied to individual tourists (Laube et al., 2007). However, as with coordinate tracks,
progress in deriving a universal measure of similarity is limited by a number of problems.
Many of these relate to the rather idiosyncratic nature of much movement data noted above,
particularly the absence of records with any degree of similar length, an issue which is
compounded by the complexities of sampling movement at suitable points in time and space
(what are the significant locations to collect and at what temporal scale should visits be
recorded).
Working with tourist itineraries and the International Visitor Survey (IVS) data set presents
all of these challenges. For the current research we have adopted the basic approach of trying
to identify patterns in a sequence of named locations that comprise an itinerary (plus ports of
entry and exit). Thus a classic quick trip from overseas that enters via Auckland and seeks to
visit Rotorua and Queenstown might read as “Auckland (Airport)-Auckland-RotoruaQueenstown-Wanaka-Christchurch-Christchurch (Airport)”. If stays of different lengths
occurred at different points then clearly the detail of the sequence could be increased by
matching the number of occurrences of each name to reflect the length of stay at that point,
for example a three night stay in Rotorua might become “Rotorua- Rotorua- Rotorua”. This
clearly increases the length of each code and thus the possible variations amongst the
itineraries, which we know to be a major complication in identifying stereotypes. That this is
a sensitive area when working with the 128 locations identified in the IVS can be seen that
when one considers that (allowing for no restrictions on a random path , such as revisiting
locations or sequencing visits to comply with geography) a five day trip has over a billion
possible ways to manifest itself. Even if the choice of entry is restricted to three options, and
the possible next choice from day to day is limited to 25 nearby nodes the billion
permutations of possible itineraries comes up at day 11. A positive interpretation of these
figures is that statistically even the considerable individuality we see in our tabulations of
itineraries would seem to identify a significant pattern reflecting an underlying process. The
down side is that extracting the pattern at a level useful for modelling yield remains a
problem. These various observations prompt one useful thought, namely that if the number of
codes is reduced then the range of options declines exponentially. One way to reduce the
number of codes is to merge codes based on the local geography. For example we can merge
the West Coast glaciers and settlements into a single location at one level, or merge all West
Coast stops into a single code, or even reduce precision to simple North Island and South
Island. The greater the generalisation the more instances of identical sequential codes are
compressed to a single instance of that code, as noted for Rotorua above. This effectively
compresses the duration of the itinerary.
Essentially, tourist itineraries turn out to be no simpler to encode and group than other
analyses of movement and activity, and are in fact far more complex than patterns reported in
the cases of mundane movements which are often focused on repetitive travel to and from a
few key sites (Gonzalez et al., 2008). Our data shares with such analyses complications such
as the measure of location adopted (the data often being not at an interval or ratio scale), the
nature of the geography generating multiple location codes, and the length of records to be
compared.
2.2.2

Method

We have identified that a primary strategy to reduce these problems is to simplify the code
sequences, a process which would generally not remove all differences in the length of
7
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records but would shorten the records considerably and at the same time could be hoped to
reveal major structural patterns in the seriation of the destinations. Exploratory research
described below has pursued this through three paths:
a) Spatial generalisation: reducing each of the 128 selected locational codes in the full IVS
tables to a coarser spatial grid, for instance aggregating to Regional Tourism Organisation
areas (28), Regional Council districts (16) and four more abstract zonings that yielded 10,
6, 4 and 2 regions (the two being North Island and South Island). The abstract zones have
been chosen to reflect major sub-systems in the New Zealand tourism network. An
example is cited below based on the six unit level: Upper North Island (Northland and
Auckland), Central North Island (Rotorua, Taupo, Bay of Plenty and Napier and North),
Lower North Island (Tongariro, Taranaki and Wellinton), Upper South Island (North of
Murchison and Kaikoura inclusive), Central South Island (Canterbury and West Coast),
and Lower South Island (Otago and Southland).
b) Temporal generalisation, where sequences of stays in the same place (or larger regions)
were suppressed into just one mention. Thus in the earlier example Rotorua gets a single
mention no matter how long the stay. In the case of six regions consecutive visits to the
same region are suppressed to one visit: Queenstown-TeAnau-Wanaka becomes just one
LSI (Lower South Island) reference.
c) Simultaneous generalisation of space and time. This maximises compression and is a
feature of almost any case where spatial generalisation and duplicate suppression are
practiced.
The net effect of these measures is to shorten code strings dramatically and to act as a low
level filter, removing detail but retaining key elements of structure. Reflection on the example
in a) above will indicate that different zonings will reveal or conceal certain patterns. The
decision to combine the West Coast with Canterbury for instance suppresses information on
the nature of the West Coast circuit. Notwithstanding this loss in detail, compression reduces
the number of unique code strings substantially and bolsters the proportions which have
identical peers, and so give greater room for finding groupings.
To the present, this approach has yielded some insights into the patterns for stays at fewer
than seven locations but less clarity for longer trips. Two examples are identified below. They
are both taken from work on a single year of records so numbers are small and future work
requires aggregation of multiple years.
One feature of this approach that is in common with most techniques for movement patterns
classification is that all destinations/locations have an equal role in defining the sequence, or
put another way that the simple pattern of visits defines the structure of the itinerary. As a
consequence of this emphasis, longer trips – which generally involve more small or second
order destinations – generate quite complex sequences where minor visits can act as a form of
‘noise’ in any larger structure that underlies the itinerary. This noise is suppressed when
generalisation is applied, but the filter is quite coarse and unfocused.
An alternative approach that may be better suited to the tourism movements in New Zealand
is to differentiate nodes and classify them in a way which identifies key destinations for
tourists and applies different rules of aggregation to minor destinations as opposed to these
major ones. In such an approach itineraries might be initially classified as to whether they
contained key destinations (e.g. Rotorua, Queenstown, Mount Cook, the West Coast Glaciers
(combined), Tongariro and Taupo). Alternatively they could be classified by whether they
8
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visited these ‘icons’ in the same order. They could be examined on the nature of the ‘noise’
between these icons and compression (or recoding) on the basis of these intervening stop
sequences could be put in place, This would allow a classification procedure that resonances
with the pivotal role of key destinations, and would offer a way to reduce the noise caused by
the large number of small stops. In short it would allow a way to identify itineraries with a
similar structure based on key tourist destinations, but which display fill-in variances based on
the additional opportunity space of a long visit.
2.2.3

Examples of Classifying Selected Itineraries

The results below illustrate the level of grouping that can be obtained using one year of IVS
data. Figure 3 illustrates the structures associated with trips of fewer than seven destinations
in length. Regional variations can be examined since the data are laid out by port of entry.
Figures 4 and 5 show international comparisons for short itineraries. Generalisation at this
level is at the level of Regional Tourism districts.
The first example identifies itineraries for short holidays involving fewer than seven locations
visited. The coding has been undertaken at Regional Tourism Organisation level and
vernacular abbreviations are used to describe the code sequences. The data used are for 2006.
Note that in order to stress the sample size in all cases numbers refer to respondents, not
estimated tourists involved.
The results have been divided initially into three zones by port of entry, the number alongside
the name of the airport being those who only visit that RTO (e.g. 576 respondents who only
visit Auckland).
Itinerary sequences are shown alphabetically, which has the effect of listing the itineraries by
their consecutive places of visitation, which has the helpful effect of illustrating how the root
of the itinerary branches into new options. Colour is used to assist understanding this process,
a particular colour being used for the broad area that contains the second RTO visited on the
trip. Beige is Northland, mauve Canterbury, tan is the Lakes and Mackenzie country, grey is
Wellington, green central North Island and white is other.
Actual numbers per sequence are on the right hand side. For example, 9 tourists visited
Auckland and Canterbury, while 23 respondents travelled from Auckland to Canterbury and
then back to Auckland.
Sequences with fewer than 5 instances (i.e. tourists in the sample) are suppressed. There are
1,420 itineraries that meet the 5 or more requirement, and roughly 4,100 that occur 4 or fewer
times. Many of these are variants from the structure in Figure 3, with one or more extra places
included or with different sequences. One line of approach to extend these comparisons would
be to identify itineraries varying by only one destination from the series in Figure 3. An
anticipated extension of the analysis is to also run for a sample across a ten year period.

9
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Figure 3
Itinerary Sequences for Trips Fewer Than 7 Locations Stayed at by
Three Ports of Entry

Figure 3 above identifies some elements of structure that in particular stress the interplay of
major tourism areas. That this varies by country of origin is explored below in Figures 4 and
5. The numbers are smaller, the cut off lower, but wider evidence such as the flow maps that
run across multiple years suggest that the difference in patterns could be statistically
supported. This is less apparent when comparing the United States and United Kingdom
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markets (Figure 4) but very clear when Australian and Japanese patterns are investigated
(Figure 5), and indeed when either of these are compared with the US and UK tables.
Figure 4
Itinerary Sequences for Trips Under 7 Locations Stayed at for USA and UK Visitors.

Figure 4 illustrates the comparison between two of the larger tourist markets, markets with
very different distances to travel and preferences for attractions. While itineraries associated
with Rotorua are relatively similar there are significant distinctions in respect of South Island
visits and the role of Wellington in their travels.
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Figure 5
Itinerary Sequences for Trips Under 7 Locations Stayed at
for Japanese and Australian Visitors

The second approach looks at the nature of itineraries involving visits to Milford Sound,
itineraries being identified by those who did visit and those who did not, and visits not being
selected by number of destinations in any way (Table 1). This analysis was prompted
specifically by the case study of Fiordland within the wider Spatial Yield project. In order to
find a more compressed expression of movement the six functional regions noted above were
used (Upper NI to Lower SI). As the tabulation below indicates the generalisation of the
regions proved quite powerful. Almost 80% of the sample was accounted for in 63 codes of
various lengths. The proportion of visitors to Milford was related to port of entry quite
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strongly, being diluted by the large number of domestic visitors to that region and the North
Island, many on business. The higher proportions in the less common itinerary classes, and in
the unique ones, are indicative of longer and more complex routes.
Table 1
International Visitors to Milford Sound in 2006 (based on the IVS)
Total

Share going
to Milford

Classes

% Respondents

Christchurch Entry

1146

25.7

na

na

Wellington Entry

265

0

na

na

Auckland Entry

2904

12.6

na

na

TOTAL >=10
identical trips noted

4315

15.3

63

77.2

Total <10 identical
trips noted

1277

31.0

803

22.8

Total Uniques

600

32.7

600

11

Total all trips

5592

18.9

866

100

Statistics

If nothing else the above table gives some insights into the strengths of the different circuits
of tourism in the South Island. However, the approach of identifying specific sequences that
associate more heavily with specific destinations may provide a pathway to investigate and
classify itineraries in a more powerful way, as well as providing an enhanced means to
characterise the spatial dimensions of the circuits associated with specific locations.
2.2.4

Reflections and Possible Advances

This line of research has not proved totally arid, indeed it sets a basis for further research. For
a start it suggests a number of broad patterns in the itineraries that reflect structures and
sequences and for which it seems likely that enhancing the sample size by aggregating across
multiple years would add robustness to the range of results so far achieved. The two
explorations shown here indicate that basic forms of generalisations and representation can
extract additional insights into the process of tourist movement, although it leaves us unsure
about how cleanly any of the more numerous itineraries will map onto specific visitor
features, such as country of origin. The Figures in this section very strongly mirror results
with mapping overall flows: there are differences across certain key visitor variables such as
country of origin. However these differences are reflected in differentiated presence in certain
itinerary classes rather than an unambiguous ownership of a specific pattern. If we can
understand these variations, and scale up the analysis across multiple years, it may well prove
possible to understand a meso-scale of itinerary structures which spans the gap between the
idiosyncratic individual and the opaque flow. This could prove useful in modelling flows and
tourist decision making in a new way. However, to do any of this requires a comparison of
the capabilities of the different generalisations we have proposed, and to explore relationships
between the more robust and numerous itinerary sequences and the key variables we have
identified as likely to be associated with specific itinerary selections.
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Planned extension of these analyses focuses on four strategies.
1. Engage with larger sample sizes to validate the persistence of specific patterns in itinerary
sequences and to establish a wider base of patterns which occur with sufficient frequency
to be useful in further analysis
2. Explore the output from analyses using different levels of generalisation and aggregation
and possibly explore different sets of zoning boundaries
3. Explore the association of different itinerary sequences with particular parameters
associated with the trip or the visitor and their party
4. Explore the idea of specific building block sequences within itineraries, which we might
term motifs. This idea ties in with the discussion in section 2.2.4 regarding differentiated
treatment of nodes, and might lead to a yet more effective way to summarise itineraries
and at the same time construct a more open linkage to the way itineraries reflect visitor
preferences and scheduling options. In particular it may assist with better ways to cope
with filtering out the noise associated with multiple less important stops.
Items one to three are not trivial but they are relatively routine at this point. They explore a
feasible way to clarify the structures within the multiple itineraries of individuals and link
them to the nature of the visit and visitor. Previous work with the six-fold destination
framework has seemed able to reveal some interesting patterns, as has the RTO level of
aggregation. As with many spatial analyses the way data are configured spatially is very
influential on results, and analyses across several scales of generalisation invariably increase
insight.
Item four is a further step forward but one envisaged for some time. At one level it seeks a
way to further compress itinerary sequences and to identify itineraries that contain sub circuits
and use such sub-circuits as larger building blocks to describe the experience. For instance the
Northern South Island tour from Christchurch via Murchison and Nelson (= CSI-NSI-CSI)
may well appear elsewhere in other respondents’ trips or may equally compose an entire short
term holiday. The challenge is to identify these motifs in situ and replace them in a more
succinct and more groupable coded sequence.
At a different level the motif could be the presence or absence of key destinations, either in
general or in a specific sequence. Identifying these and processing the ‘noise’ of minor
visitations into a further meta-code represents a real opportunity to arrive at a more compact
and intrinsically more powerful summary of the itinerary, partly because this approach has
some resonance with the kind of decision making tourists undergo in visiting and choosing a
destination. In particular it may assist in reducing the confounding effect of trip length on
itinerary complexity.
Initial work has started on software to enable such analyses and it is hoped to pursue this in
the next six months with the aim of providing a better understanding of types of movement
patterns so as to benefit both the objectives directly related to yield (particularly the
relationship between yield, distribution and itinerary) and related to agent based modelling
and tourism decision making. Independent of the current project the work from this research
will be presented at an international workshop on describing moving objects in Germany in
November 2008. Relevant thesis work is also about to commence at the University of
Auckland on the influence of weather on itinerary patterns.
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2.3

What Influences Spatial Distribution?

In the absence of ‘typical itineraries’ an alternative approach was developed to explore what
factors shape the spatial distribution of tourists in New Zealand. At a very basic and
simplified level an ‘itinerary’ can be approximated by the likelihood of visitation to each of
the 28 Regional Tourism Organisation (RTO) areas in 2006 (see Figure 6). This is more
appropriately described as distribution. Such an analysis provides insights into where tourists
visited, but it does not consider temporal dimensions or particular sequences of visitation. Nor
does it account for travel within RTOs, many of which offer a wide range of attractions and
sub-destinations.
Figure 6
Regional Tourism Organisations in New Zealand
(the colour coding reflects number of visitor nights in 2004)
(Source: Tourism Flows Model, Ministry of Tourism)

It is assumed that there are a number of factors that influence whether a tourist visits a
specific RTO or not. For example, it is anecdotally known that Asian tourists are more
prevalent in Rotorua than in other destinations, or German tourists are more likely to venture
off into regions such as East Cape or Taranaki. To explore such relationships between the
following variables will be analysed in relation to RTO visitation:
 Country of origin
 Port of arrival
 Travel style
 Repeat visitation
 Purpose of travel
 Presence of children under 15
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2.3.1

Country of Origin

As is already evident through the Tourism Flows Model (Ministry of Tourism), country of
origin is very influential for tourists’ preferred visitation to RTOs. Underlying reasons for this
are likely to relate to length of stay, motivations, interests, travel style and travel experience.
Table 2 shows the likelihood of tourists visiting a specific RTO for at least one night. Since
Auckland is the main port of entry (see below) it scores highly for all countries of origin.
There are, however, also clear differences: for example, the Japanese and Chinese tourists are
more likely to visit Auckland than visitors from other countries. Germans in contrast are the
most likely to visit remote regions, such as Northland, Eastland, Taranaki, the West Coast or
Southland.
Table 2
RTO Visitation by Country of Origin
(likelihood of visiting for at least one night, in%)

Northland
Auckland
Coromandel
Waikato
Bay of Plenty
Rotorua
LakeTaupo
Kawerau Whakatane
Eastland
Taranaki
HawkesBay
Ruapehu
Manawatu
Wanganui
Wairarapa
Kapiti Horowhenua
Wellington
Marlborough
Nelson
Canterbury
Hurunui
Central South Island
Mackenzie
Waitaki
West Coast
Lake Wanaka
Queenstown
Central Otago
Dunedin
Clutha
Fiordland
Southland

Australia
9.9
44.6
2.9
9.1
4.6
11.8
7.9
1.5
1.6
3.2
6.1
2.1
4.1
1.9
2.4
2.6
34.5
6.1
8.3
35.9
4.3
2.6
6.0
4.0
15.1
5.9
20.0
0.6
13.0
0.3
10.4
4.5

UK
25.8
64.2
15.2
17.7
10.2
38.9
27.9
2.7
2.6
5.7
18.3
6.4
5.7
4.6
2.6
3.6
46.4
20.7
29.5
57.2
7.7
5.6
13.9
7.7
39.1
19.0
39.6
2.6
23.9
2.7
22.3
8.0
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USA
14.6
59.0
9.2
13.2
7.1
29.5
14.7
1.2
2.0
3.2
10.3
4.7
4.2
2.9
1.7
1.7
31.3
13.1
15.7
48.8
3.1
3.6
10.6
3.5
24.3
10.2
36.5
1.2
16.2
1.6
16.9
5.2

Japan
4.5
75.4
4.2
6.1
1.9
21.4
4.9
0.5
1.2
1.4
3.5
1.9
2.3
0.5
1.2
0.5
10.8
3.3
5.6
50.5
0.9
1.4
19.0
1.2
4.5
4.0
34.3
0.2
6.6
0.0
7.3
0.9

China
3.5
88.1
1.0
5.8
0.3
49.4
5.5
0.3
0.0
1.6
1.3
1.0
2.6
0.0
0.3
0.6
8.4
0.6
0.6
24.5
0.6
0.0
0.6
2.3
2.6
0.6
17.4
0.0
6.1
0.0
3.9
0.3

Germany
34.6
75.0
40.4
13.2
16.9
56.6
39.0
5.1
6.6
11.0
30.9
24.3
5.1
10.3
5.1
6.6
61.8
30.9
47.8
64.7
8.8
9.6
21.3
18.4
54.4
26.5
47.1
0.7
31.6
6.6
37.5
14.0

2.3.2

Port of Arrival

Most tourists (71%) arrive in Auckland and Christchurch (21%). A minority of tourists arrive
in Wellington (7%), by sea (1%) or at another airport (1%). Not surprisingly, the airport of
arrival has some influence on the tourists’ distribution (Table 3). At the macro level it can be
seen that tourists who arrive in Auckland have a more dispersed distribution across both the
North and the South Island. Accordingly, destinations in the North Island (e.g. Northland,
Coromandel, Waikato, Rotorua and Lake Taupo) are predominantly visited by those tourists
who arrive in Auckland.
In contrast, tourists who arrive in Christchurch seem to focus largely on the South Island.
Tourists arriving in Wellington show the most concentrated pattern, as they largely visit the
Wellington RTO and only very few other places. This is likely to be related to the high
proportion of business tourists (27% compared with 12% of sampled tourists in 2006) and
those visiting friends and relatives (39% compared with 26% of tourists in 2006). Cruise ship
tourists are more likely to visit the Bay of Plenty (60%), Hawkes Bay (33%), Marlborough
(30%), Dunedin (77%) and Fiordland (40%) than other tourists.
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Table 3
RTO Visitation by Port of Arrival
(likelihood of visiting for at least one night, in%)

Northland
Auckland
Coromandel
Waikato
Bay of Plenty
Rotorua
LakeTaupo
Kawerau Whakatane
Eastland
Taranaki
HawkesBay
Ruapehu
Manawatu
Wanganui
Wairarapa
Kapiti Horowhenua
Wellington
Marlborough
Nelson
Canterbury
Hurunui
Central South Island
Mackenzie
Waitaki
West Coast
Lake Wanaka
Queenstown
Central Otago
Dunedin
Clutha
Fiordland
Southland

2.3.3

Auckland
16.5
80.1
10.0
14.0
6.9
34.2
17.1
2.0
2.3
4.5
9.4
5.4
4.0
3.1
1.5
1.9
27.6
9.4
13.5
34.0
2.6
2.5
8.8
4.2
19.3
9.0
26.5
1.0
12.9
Auckland
1.3
12.7
4.3

Wellington
2.6
12.1
1.1
4.7
1.3
8.4
9.5
1.3
0.8
4.5
10.3
2.6
7.1
3.7
6.6
3.7
87.3
7.4
9.5
12.4
1.3
0.8
2.4
1.1
7.9
2.6
7.9
0.3
5.0
Wellington
0.8
4.5
1.3

Christchurch
7.6
28.5
4.8
4.3
2.7
17.0
8.2
0.6
1.1
1.6
5.0
3.1
1.6
1.8
0.6
1.2
18.0
13.2
19.8
90.7
7.9
5.5
21.4
7.5
35.8
15.5
54.6
2.3
27.1
Christchurch
1.3
23.0
8.7

By cruise ship
16.7
76.7
3.3
3.3
60.0
10.0
6.7
0.0
0.0
0.0
33.3
0.0
6.7
0.0
0.0
0.0
50.0
30.0
6.7
76.7
0.0
3.3
0.0
3.3
10.0
0.0
10.0
0.0
76.7
By cruise ship
0.0
40.0
3.3

Travel Style

In 2006, most tourists were either free independent travellers (FIT, 48%) or semi-independent
travellers (SIT, 35%). Tourists who identified themselves as tour group visitors made up only
6%; the remainder were package tourists (i.e. those who book several components ahead as
part of a package).
Tour group and package tourists are most likely to visit Rotorua and Queenstown. They are
also more likely than other tourists to visit MacKenzie (e.g. Mt Cook). It can be seen from
Table 4 that SITs are relatively similar to package tourists in their RTO visitation. Many of
the differences in RTO visitation are very apparent from the likelihoods shown in Table 4, but
they are less pronounced than those related to country of origin.
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Table 4
RTO visitation by travel style
(likelihood of visiting at least for one night, in%)

Northland
Auckland
Coromandel
Waikato
Bay of Plenty
Rotorua
LakeTaupo
Kawerau Whakatane
Eastland
Taranaki
HawkesBay
Ruapehu
Manawatu
Wanganui
Wairarapa
Wellington
Marlborough
Nelson
Canterbury
Hurunui
Mackenzie
Central South Island
Waitaki
West Coast
Lake Wanaka
Queenstown
Central Otago
Dunedin
Clutha
Fiordland
Southland

2.3.4

FIT
14.2
65.2
8.9
13.4
7.0
20.7
15.4
2.0
1.9
4.0
7.8
4.4
3.7
3.0
1.8
28.6
9.1
12.8
32.7
3.3
15.5
2.4
3.1
16.8
8.3
19.1
1.3
11.5
0.9
FIT
9.6
4.6

SIT
15.5
57.0
9.6
11.4
6.1
26.9
18.0
1.9
2.8
5.1
11.9
6.2
5.4
3.8
2.1
38.2
14.0
21.0
51.1
4.9
7.4
4.4
6.4
28.4
14.3
34.6
1.7
20.7
2.3
SIT
18.4
7.4

Package Tour
10.3
6.1
70.0
87.8
4.8
1.3
4.8
5.4
3.7
0.6
42.5
72.4
6.9
2.9
0.0
0.0
0.3
0.0
1.1
0.0
6.1
2.2
3.2
1.0
1.0
0.0
0.8
0.0
0.5
0.3
21.6
9.0
7.1
1.6
7.4
3.2
65.1
60.3
2.4
0.6
12.5
19.9
2.4
1.0
4.5
7.4
24.5
18.6
6.7
3.2
54.6
59.0
0.0
0.0
21.2
9.3
0.2
0.0
Package Tour
21.3
15.1
2.1
0.6

Repeat Visitation

Whether a tourist has visited New Zealand before or whether they are on their first visit seems
to influence where tourists visit (Table 5). Almost universally, every RTO is more likely to be
visited by a first time visitors compared with a repeat visitor. This means that first time
visitors spread their visitation out much more widely than repeat visitors. Repeat visitors seem
to have more concentrated travel patterns, with highest likelihoods of visitation to the main
urban centres. The differences are not necessarily linked to length of stay, as first time visitors
stay on average 28 days compared with 25 days for repeat visitors.
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Table 5
RTO visitation by repeat visitation
(likelihood of visiting at least for one night, in%)

Northland
Auckland
Coromandel
Waikato
Bay of Plenty
Rotorua
LakeTaupo
Kawerau Whakatane
Eastland
Taranaki
HawkesBay
Ruapehu
Manawatu
Wanganui
Wairarapa
Kapiti Horowhenua
Wellington
Marlborough
Nelson
Canterbury
Hurunui
Central South Island
Mackenzie
Waitaki
West Coast
Lake Wanaka
Queenstown
Central Otago
Dunedin
Clutha
Fiordland
Southland

2.3.5

First time visitor
17.2
67.8
10.3
12.5
6.8
40.1
19.7
1.6
2.1
3.8
10.7
6.2
3.6
3.5
1.3
1.6
33.0
13.4
19.1
55.7
3.9
3.5
15.0
5.8
30.9
14.2
43.2
1.3
20.4
1.6
20.2
6.4

Repeat visitor
8.7
59.1
5.3
9.4
4.6
11.9
7.3
1.6
1.7
3.8
5.9
2.5
4.0
2.0
2.3
2.2
25.7
5.5
7.9
28.6
3.1
2.3
4.9
3.0
9.0
3.8
13.6
1.1
9.0
0.8
6.1
3.1

Purpose of Travel

Purpose of travel plays an important role in shaping tourist visitation (Table 6). As already
mentioned earlier, Wellington is likely to be visited by business travellers, which is reflected
in the high proportion of “Other” tourists spending at least one night there (28%). Holiday
visitors travel further and are more likely to visit a number of different RTOs than other
tourists. This applies also to RTOs in more remote areas such as Northland, Hawke’s Bay, the
West Coast and Fiordland. Most differences in visitation are statistically significant.
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Table 6
RTO Visitation by Parties with or without Children Under 15 Years Old
(likelihood of visiting at least for one night, in%)
Northland
Auckland
Coromandel
Waikato
Bay of Plenty
Rotorua
LakeTaupo
Kawerau Whakatane
Eastland
Taranaki
HawkesBay
Ruapehu
Manawatu
Wanganui
Wairarapa
Kapiti Horowhenua
Wellington
Marlborough
Nelson
Canterbury
Hurunui
Central South Island
Mackenzie
Waitaki
West Coast
Lake Wanaka
Queenstown
Central Otago
Dunedin
Clutha
Fiordland
Southland

2.3.6

Holiday
VFR
Other
20.0
9.2
3.6
69.8
56.2
60.1
11.6
5.6
3.1
13.0
10.7
7.5
6.7
6.6
3.1
42.1
12.2
14.6
20.4
9.1
6.7
1.9
1.8
0.9
2.6
1.3
1.0
3.8
4.2
3.3
12.0
6.2
3.8
7.3
1.7
1.7
3.6
4.4
3.4
3.9
2.2
1.1
1.7
2.2
1.0
2.3
1.8
1.0
33.5
24.4
28.1
15.6
4.6
3.2
21.5
7.7
5.4
62.4
25.0
24.2
5.2
2.7
0.6
4.7
1.5
0.7
18.2
2.7
2.6
7.8
1.6
0.7
35.8
7.5
4.9
16.2
3.3
2.4
50.4
9.8
8.7
1.7
1.1
0.3
24.2
7.2
5.1
2.1
0.4
0.3
24.2
4.0
2.8
7.9
2.0
1.6

Presence of Children Under 15

Only 5% of international tourists in 2006 travelled with children under 15 years of age. It is
possible that they travel differently from those tourists who do not have children with them.
Table 6 shows, however, that the differences are minimal.
Generally, those tourists travelling without children seem to be more likely to visit any given
RTO compared with those who travel with children. The main exceptions are Canterbury and
Queenstown where 57% (44% for Queenstown) of tourists with children visit compared with
44% (30% for Queenstown) of those who travel without children. Possibly this is explained
by the importance of ski tourism in these areas.
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Table 7
RTO visitation by parties with or without children under 15 years old
(likelihood of visiting at least for one night, in%)
Northland
Auckland
Coromandel
Waikato
Bay of Plenty
Rotorua
LakeTaupo
Kawerau Whakatane
Eastland
Taranaki
HawkesBay
Ruapehu
Manawatu
Wanganui
Wairarapa
Kapiti Horowhenua
Wellington
Marlborough
Nelson
Canterbury
Hurunui
Central South Island
Mackenzie
Waitaki
West Coast
Lake Wanaka
Queenstown
Central Otago
Dunedin
Clutha
Fiordland
Southland

2.3.7

With children
6.5
48.0
2.4
7.9
3.3
23.6
8.1
0.8
1.4
0.5
4.1
2.2
3.3
0.8
0.8
0.5
16.3
4.9
8.4
56.9
3.0
2.7
11.9
5.7
21.4
11.4
44.4
1.6
16.0
0.5
14.9
2.7

No children
14.2
65.4
8.6
11.5
6.1
28.8
15.0
1.7
2.0
4.1
9.1
4.9
3.8
3.0
1.8
2.0
31.0
10.5
14.9
43.6
3.6
3.0
10.8
4.6
21.9
9.8
30.0
1.2
15.7
1.3
14.3
5.2

Summary of Factors that Shape Visitation

The above analysis shows that the spatial distribution is shaped by a wide range of factors.
The weakest amongst the analysed factors was whether tourists travelled with children or not.
Importantly, it has to be noted that most of the factors analysed are interrelated. For example,
country of origin is related to travel style, repeat visitation, purpose of travel and style. For
example, 52% of Australian tourists are free independent travellers (compared with 38% of
Americans and 28% of Japanese). They are also by far the most likely to have visited before:
70% of Australian tourists in 2006 were repeat visitors. The average across all tourists is 41%
repeat visitation.
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Knowing that country of origin has an important influence on distributional patterns and its
relationship to other key drivers of itineraries, makes it a useful variable for an a priori
segmentation of yield analyses in relation to itineraries. The importance of country of origin
has also been shown in the itinerary classification analysis in section 2.2. For this reason, this
report will gather more information on the main countries of origin to assist our understanding
of itinerary development and yield implications.

2.4

Is Spatial Distribution Relevant for Yield?

2.4.1

What is Yield?

Before further analysis on country of origin segments is undertaken it is useful to explore the
relationship between itinerary and yield. As outlined earlier, several yield dimensions are of
interest:
 financial yield: this measure can be described through tourist expenditure, Value Added
and Economic Value Added (EVA).
 economic yield: the economic yield dimension relates to tourists’ use of public sector
facilities and infrastructure, for example National Parks or local (public sector owned)
attractions.
 sustainable yield: this measure concerns issues such as greenhouse gas emissions from
tourism, the social impacts of regional dispersion or other socio-economic and
environmental effects.
All of the above dimensions of yield relate to tourist itineraries or spatial distribution, as these
are the spatial manifestation of tourist decision making and behaviour, and as such they
determine where impacts occur. The following components of an itinerary could be of
interest:
 Places visited => opportunity for economic activity based on tourist expenditure, and at the
same time risk of negative impacts
 Sequence of stops => relevant for marketing opportunities and enhancement of tourist
experience (e.g. better interpretation)
 Time spent travelling versus ‘activities’ => opportunity for product development; also has
implications for energy demand and greenhouse gas emissions
 Expenditure required to serve a specific itinerary => economic yield analyses that break
yield down into transport, accommodation and other activities
 Nature of itinerary => gives cues about what a particular tourist requires and what drives
them (e.g. motivations), useful for increasing satisfaction
Yield can be analysed at different spatial scales. All of the above points require some
understanding of the local context to investigate the yield effects of tourist behaviour. For
example, to understand the public sector cost of a particular type of tourist we need to
understand where exactly they visited (e.g. how many National Parks, or which museums);
this information could then be matched with information on ‘cost per visit’ to assess yield.
Similarly, the impacts on an ecosystem or a community depend on specific local conditions.
It is possible, to examine the aggregate impacts of tourist behaviour such as total spending in
New Zealand. This overall effect is independent of itinerary or spatial distribution and
therefore reflects a national impact only. The question to be answered then is, for example: do
tourists who visit different places also spend different amounts whilst in New Zealand? A
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number of basic tests are presented below to gain some understanding of a possible
relationship between spending and travel pattern. Spending relates to all the expenditure in
relation to the New Zealand trip, excluding airfares.
2.4.2

Spending in Relation to Travel Distance

A regression analysis shows that there is a significant relationship between total distance and
total spending2. Whilst significant (p<0.001), the R-square coefficient of 0.044 indicates that
the relationship is relatively weak. When total expenditure is replaced by expenditure per day
(i.e. controlling for different lengths of stay) the relationship becomes even weaker with an Rsquare of 0.005 (although still statistically significant). It is not surprising that total spending
is related to length of stay (R-square of 0.146, significant at p<0.001). In summary, tourists
who stay longer spend more, and those who travel further distance also spend more.
Similarly, tourists who stay longer are likely to travel further distance (although a weak
relationship with an R-square of 0.06, p< 0.001).
2.4.3

Spending in Relation to RTO Visitation

Spending per day3 can be linked statistically to whether a tourist visits a specific RTO or not.
Eight RTOs (based on a mix of primary, secondary and tertiary destinations) have been
selected to test this, and for all the ANOVA test (i.e. comparison in daily spending of those
who visited with those who did not visit) is highly significant at p<0.001. When examining
mean values for daily spending of tourists who visited a particular RTO it becomes clear that
tourists visiting main tourist centres, such as Auckland, Canterbury or Queenstown, spend
more on average per day than those who visit more remote areas (e.g. Northland or Taranaki).
The mean values for daily spending of tourists who included the following RTOs in their
itineraries are:
 Auckland: $298
 Queenstown: $277
 Canterbury: $261
 Fiordland: $228
 Marlborough: $170
 Eastland: $145
 Taranaki $142
 Northland: $100
It can be concluded that travel patterns are related to expenditure (and therefore to the other
dimensions of financial yield), but the relationship is complex and a full analysis of complete
itinerary and spending pattern has not been undertaken here. It is plausible that tourist
spending is more influenced by the initial drivers of itineraries (e.g. country of origin, repeat
visitation) than the actual spatial manifestation itself. If this is of interest, further analysis
would be required, for example, by comparing itineraries within specified segments (i.e.
controlling for key drivers). Since country of origin is clearly one of the determining variables
it is used in the following to compile more detail on travel behaviour. Country of origin is also
a key basis for the delivery of promotional investment.

2 Truncated at $100,000 per trip to eliminate outliers.
3 Truncated at $10,000 per day to eliminate outliers.
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Chapter 3
Travel Behaviour by Country of Origin
This section examines in more detail the travel profiles of tourists according to their country
of origin. As indicated in Figure 1 in the introduction, country of origin (and other variables
related to origin) is likely to be related to both itineraries (and distribution) and wider travel
behaviour that eventually leads to yield. The countries chosen – Australia, United Kingdom
(UK), United States (USA), China, Japan and Germany – represent the key markets from
which international tourists to New Zealand originate. Australia is the largest inbound tourism
market, accounting for almost a third of arrivals in 2007. The UK and USA are the second
and third largest sources of international visitors. China is the fastest growing tourism market,
surpassing Japan in 2008 to become the fourth largest tourism market. Japan is New
Zealand’s fifth largest market; however growth in visitor numbers is declining. Germany is
New Zealand’s second biggest European market. In total, these countries of origin comprise
71% of all international arrivals.

3.1

Data Sources

Information on tourist behaviour is available from a range of sources including the
International Visitor Survey (IVS) (Ministry of Tourism), market research conducted by
Tourism New Zealand and others, the Tourism Flows Model (based on the IVS) and yield
research undertaken by Lincoln University. A number of tourism sector reports are also
published by the Ministry of Tourism, and these have been used to augment the analysis.
3.1.1

International Visitor Survey

The IVS draws on a sample of 5,200 departing international visitors per year to represent the
behaviour of all international visitors to NZ. The results from the IVS are subject to
measurement errors, including both sampling and non sampling errors. The sample is
weighted to represent all international visitors aged 15 years and older departing by air from
all New Zealand international airports. Raking ratio weighting is used to adjust for known
discrepancies between the sample and the population and ensures that the weights sum to
known population totals from Statistics New Zealand external migration statistics (results in
Table 8). For some groups the sample size is very small (see Table 9), thus increasing the
error associated with the data. The weighting methods are currently under review by the
Ministry of Tourism and for transparency we have chosen to present un-weighted raw data in
this report. In most case this results in only minor differences in the data. Chinese visitors
showed the greatest discrepancy between raw and weighted data (see mean/average length of
stay Tables 8 and 9).
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Table 8
Officially Reported Expenditure and Length of Stay for Selected Markets,
Based on Weighted Data (IVS year ended Mar 2007, Ministry of Tourism)

Total Visitor Expenditure
Average spend per visitor
Average length of stay
Average spend per day

Australia
$1.5b
$1,767
11.4 days
$155

UK
$890m
$3,283
29.6 days
$111

USA
$731m
$3,674
19.5 days
$188

China
$337m
$3,240
15.7 days
$206

Japan
$456m
$3,793
21.3 days
$178

Germany
$270m
$4,954
45.4 days
$109

The average length of stay is calculated as the mean value of nights spent in New Zealand
(Table 8) and length of trip is the mean value of nights spent away from home overall (Table
9). The median stay represents the mid-point in length of stay for that sample. Sometimes the
median is more meaningful, as the mean or average stay is heavily influenced by long-staying
tourists. The mean length of trip for Australians is, for example, 18 days, whereas the median
is only 8 nights. The median stay for visitors from both China and Japan, for example, was
considerably shorter than their mean length of stay – the latter inflated by longer-staying
student visitors to New Zealand.
Table 9
Sample size, length of stay in New Zealand and overall trip length in 2006
(calculated from the raw IVS data)

Number of respondents
Mean length of New Zealand
Median length of New Zealand

Australia
961
11.9 days
7 days

UK
699
33.3 days
19 days

USA
687
21.5 days
11 days

China
310
24.2 days
5 days

Japan
426
23.7 days
7 days

Germany
136
44.9 days
23 days

Mean trip

18.3 days

71.6 days

37.1 days

31.5 days

29.8 days

76.4 days

8 days

30 days

18 days

12 days

7 days

31 days

Median trip

3.1.2

Market Research

Tourism New Zealand
Each year Tourism New Zealand commission independent market research to gain a sense of
how satisfied international visitors are with the experience New Zealand provides. The
research is conducted once visitors have returned to their home countries. In 2006/07 5242
visitors were surveyed online. The sample represented visitors from the UK (20%), Australia
(16%), US (13%), Japan (5%), Canada (6%), Asia including China & Korea (10%), Germany
(10%) and other European countries (14%) (which is at odds with visitor numbers as evident
through Statistics New Zealand’s arrival data).
Of relevance to this report are data collected on the delivery of the i-site network and planning
and information sources available. In 2006/2007, the visitor satisfaction research looked at
how the i-SITE network is delivering to international visitors and, for the first time, provided
a measure of performance on a number of service related aspects. The research looked at the
different information sources available, how visitors use the information before and after
arriving in New Zealand, and how satisfied they were with the sources available (Tourism
New Zealand, 1999-2008a, 1999-2008b, 1999-2008c, 1999-2008d, 1999-2008e, 1999-2008f).
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Otago University market research
Otago University researchers published a series of market research reports which examined
the expectations and satisfaction of tourists to New Zealand from key four tourist markets: US
(Gnoth, 1999), Germany (Gnoth & Ganglmair, 2000), Australia (Gnoth, Ganglmair, &
Watkins, 2001) and Japan (Gnoth & Watkins, 2002). However, only the two most recent of
these reports present aggregated data across the whole market – the others are segmented into
types of tourists within each of the markets.
3.1.3

Tourism Flows Model

The TFM takes information from the Core Tourism Dataset (International Visitor Survey and
Domestic Travel Survey, and the International Arrivals by Statistics New Zealand) and brings
it together with other relevant datasets to build a picture of current and future tourism flows in
New Zealand. The TFM allows the behaviour of international and domestic tourists to be
segmented based on region of origin, year, and mode of transport. Flow maps produced by the
TFM are shown for each country of origin (or approximated as not all markets in the TFM are
related to countries but regions). The TFM is available at www.tourismresearch.govt.nz.
International Arrivals collected by Statistics New Zealand are also used in this report to assess
the seasonality of markets (see also Appendix A for an overview graph).
3.1.4

Contextual Reports

The Ministry of Tourism produces a number of reports on accommodation and activity
sectors. These collate data from a number of sources and provide contextual information on
these sectors of the tourism industry.
Accommodation Sector Profiles report data from:
 CAM: Commercial Accommodation Monitor (Statistics NZ)
 IVS: International Visitor Survey (Ministry of Tourism)
 DTS: Domestic Travel Survey (Ministry of Tourism)
 RVM: Regional Visitor Monitor (Ministry of Tourism)
 BD: Business Demography (Statistics NZ)
An overall accommodation sector profile (Ministry of Tourism, 2008a) is available along with
individual reports for the hotel (Ministry of Tourism, 2008e), motel (Ministry of Tourism,
2008f), backpacker (Ministry of Tourism, 2008b), holiday park (Ministry of Tourism, 2008c)
and hosted accommodation (Ministry of Tourism, 2008d) sectors.
Tourist Activity Profiles are available for museum (Ministry of Tourism, 2008h), naturebased (Ministry of Tourism, 2008i), wine (Ministry of Tourism, 2008j) and Maori cultural
tourism (Ministry of Tourism, 2008g) and report data collected from:
 Business Demography (Statistics NZ))
 IVS: International Visitor Survey (Ministry of Tourism)
 DTS: Domestic Travel Survey (Ministry of Tourism)
Museum tourists are defined as all visitors, aged 15 years and over, who visit a museum at
least once while travelling in New Zealand. Maori cultural visitors are those who have
experienced at least one Maori cultural activity. These include Maori cultural performances,
marae visits and Maori cultural exchange or organised Maori related tourist activities. Wine
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tourists are those who visit a winery at least once while travelling in New Zealand. Naturebased tourists are defined at those who partake in at least one nature-based activity while
travelling in New Zealand. Nature-based activities cover a diverse range of destinations and
activities including non-commercial unstructured activities, such visits to beaches, waterfalls
and lakes and scenic drives, participation in physical activities such as bush walks, skiing and
surfing, as well as commercial tourist experiences based on natural attractions. This latter
group of activities includes scenic boat cruises, whale watch, and visits to geothermal
attractions, glow worm caves, glaciers and on the like.
3.1.5

Other Research

A series of research projects conducted by Lincoln University in the early 2000s examined the
characteristics and decision-making processes of tourists in Christchurch and on the West
Coast. These included some data aggregated by nationality, although both reports present data
for a combined ‘Asian’ group (Moore, Simmons, & Fairweather, 2001, 2003).
The reports produced from the earlier Yield Project are also relevant for this research (for a
full list refer to www.leap.ac.nz).

3.2

Visitor Profiles

The following section presents profiles of the six selected countries of origin. Each group is
described according to the following variables: expenditure, length of stay, port of arrival and
destination visitation, purpose of travel, travel style, accommodation, transport, activities,
repeat visitation and intention to return, planning behaviour and use of information sources. In
some cases data are also reported on motivations to visit.
Profile data are referenced to the sources described above, when no direct reference is
included the source is the IVS. Unless otherwise stated, the IVS data reported are raw data.
Data on spending have to be treated with caution as sample sizes are small for some markets
and spending categories. Results presented here (especially for the smaller markets) should
only be used as an indication.
Many of the characteristics of visitor behaviour apply equally across all groups as, for
example, the greatest number of kilometres driven by all groups is by campervan, although
there are differences by group in the numbers using campervans. For this reason, wherever
possible, comparisons have been made in respect of which groups are the most, or least, likely
to undertake particular behaviours.
3.2.1

Australia

Spend
Weighted IVS data showed that Australian tourists had an average spend of NZ$1,767. Their
mean stay was 11.4 days with an average spend per day of $155 (Table 8).
A calculation based on raw IVS data showed a total New Zealand spend (per person), by
Australian tourists, on selected items to be in the order of:
 food/meals: $372
 sightseeing/attractions: $291
 gifts/souvenirs: $195
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This was the lowest spend by any nationality of tourist in each of these categories, with the
exception of spending by Japanese tourists on food/meals (food/meals are often included in
their package price).
Destinations and Flows
The most common port of arrival for Australian visitors was Auckland (47.7%), followed by
Christchurch (28.7%) and Wellington (21.9%). Australian visitors represented the lowest
percentage of Auckland arrivals, the highest percentage of Wellington arrivals and second
highest percentage of Christchurch arrivals (highest Japan).
The largest proportion of all Australian visitor nights, for the year ended March 2007, were
spent in Auckland (27.7%) followed by Christchurch (14.7%), Wellington (8%), Queenstown
(5.1%), Rotorua (2.1%) and Dunedin (1.6%) (IVS weighted data).
The tourist flow map for 2005 can be seen in Figure 7. Flows are relatively dispersed but still
concentrated on main trunks, such as south of Auckland and between Christchurch and
Queenstown.
Figure 7
Australian Road Flows for 2005
(Tourism Flows Model, Ministry of Tourism)

However, the likelihood of visitation to each RTO, for at least one night, by Australian
visitors (in percentages) showed that Australian visitors were the least likely of all six visitor
groups to visit the majority of RTOs shown earlier in Table 2. This is probably related to their
shorter stay in New Zealand compared with other international visitors. The exception to this
was when Australian visitors were compared to Japanese and Chinese visitors, whereby
Australians were more likely to visit smaller RTOs away from the main centres and tourist
spots (for example, Northland, Taranaki and Hawke’s Bay in the North Island and Hurunui,
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West Coast and Southland in the South Island). Queenstown (20%) and Canterbury (35.9%)
were more popular with Australian visitors than with those from China (17.4% and 24.5%)
and less popular than with all other groups. Wellington was more popular with Australian
visitors (34.5%) than with all other groups except those from the UK (46.4%) and Germany
(61.8%).
According to the weighted IVS data, 95% of Australian visitors did not visit any other country
on their way to New Zealand. IVS data shows that the median length of stay in New Zealand
for Australian visitors was 7 nights while the median total trip length was 8 nights (Table 9).
When the arrivals of Australians in the summer months (October to March) are compared
with the total arrivals, it can be seen that Australia is the least seasonal of all markets. Only
54% of all arrivals are recorded in summer, compared with for example 75% of German
arrivals. Data relate to arrivals in 2007 provided by Statistics New Zealand.
Purpose
For the year ended March 2007, the most common purpose of visit for Australians was
holiday (38.5%), followed by VFR (33.4%), business (19.9%), education (0.5%) and other
(7.7%). This is the lowest percentage of all groups visiting for holiday and education and
second highest for both VFR (highest UK) and business (highest China) visitors (IVS).
Travel Style
The IVS shows that just over half (52.3%) of all Australian visitors travelled as FIT, 38.6%
travelled as SIT, 8.5% travelled using packages and 0.5% travelled as part of a tour.
Accommodation
According to the weighted IVS data the most popular choice of accommodation for
Australian visitors was in private homes (44% of visitor nights), hotels (17%), motels (11%),
rented accommodation (7%), backpackers/hostels (5%), caravan/campervan sites (3%) and
serviced apartments (3%).
Raw IVS data shows the average length of stay by Australians in non-commercial
accommodation (5.9 nights), hotels (2.2 nights), motels (1.7 nights), other commercial (1.2
nights) and backpackers (0.9 nights). This is a similar number of hotel and motel nights to
most other groups, although with fewer backpacker nights (than for all groups except
Chinese) and surprisingly fewer non-commercial nights, especially given the high percentage
of those recording VFR as purpose of visit (this is possibly linked to their shorter stay in New
Zealand).
In 2005, Australians represented the largest group staying in commercial accommodation
(36.4%) (Ministry of Tourism, 2008a). The percentage of visitors from Australia staying
within each accommodation sector (in 2005) was hotels (34.6%), motels (40.7%),
backpackers (20.1%), holiday parks (30.7%), and hosted accommodation (18.3%) (Ministry
of Tourism, 2008b, 2008c, 2008d, 2008e, 2008f).
Tourism New Zealand satisfaction surveys showed that amongst Australian visitors the most
satisfying accommodation options were luxury lodges, serviced apartments and boutique
accommodation, home stays and farm stays (Tourism New Zealand, 1999-2008a).
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Transport
The proportion of tourists using each transport mode at least once, according to raw IVS data,
was car (66%), taxi (32%), air (17%), bus (16%), water (9%), train (6%) and campervan
(3%). Australian travellers had the second highest percentage of car usage (highest UK) and
the lowest percentages of air and bus travel.
The distance travelled by each transport option can also be derived from the raw IVS data.
These data show that Australian visitors travelled 847 kilometres by car, 42 kilometres by
taxi, 552 kilometres by air, 1,124 kilometres by bus, 175 kilometres by water, 258 kilometres
by train and 2,135 kilometres by campervan. Compared with the other groups, Australians
travelled the shortest distance by air and the second shortest by train (shortest was Japan).
Activities
Tourism sector profiles show the percentage of visitors from within each origin groups that
are likely to participate in or visit attractions from nature-based, museum, Maori cultural and
wine tourism activity sectors. In 2005/06 Australian visitors were the least likely group to
undertake nature-based activities (58% of Australian visitors), museum visits (18%) and
Maori cultural tourism (11%). Only 5.7% of Australians visited a winery; Chinese visitors
were the only one of the six groups less likely to visit a winery (2%) (Ministry of Tourism,
2008g, 2008h, 2008i, 2008j).
Repeat and Intention to Return
IVS data show that just under three quarters (70%) of Australian visitors to New Zealand had
visited before. This is the largest proportion of repeat visitors amongst all groups.
Ninety-four% of Australian visitors intended to return to New Zealand in the future. This was
the highest percentage of those who intended to return and presumably reflects proximity of
the market and the strong VFR market.
Motivations
Gnoth, Ganglair and Watkins (2001) reported that potential Australian tourists to New
Zealand were coming for landscape and scenery first, accommodation and food second, and
people and culture third. “Australians come to New Zealand particularly for tramping and
short walks, as well as for the cuisine, entertainment and shopping. They also enjoy boat
tours, marine life and glaciers…. New Zealand is very much a ‘low-involvement’ holiday (a
retreat or escape from daily routines)” (Gnoth et al., 2001, p. 9).
Planning and Information Search
Three quarters of the visitors surveyed made their decision to visit New Zealand six months
before their arrival. Guide books, friends and family, newzealand.com (Tourism New
Zealand’s website) and travel agents were the most used sources of information when
choosing and planning their New Zealand holidays. Once holiday planning had started, guide
books and websites become more important (Tourism New Zealand, 1999-2008a).
Once in New Zealand, 34.6% of Australian visitors visited an i-site visitor information centre.
This was the smallest percentage of the six origins analysed, with the exception of visitors
from China. This may be a reflection of repeat visitation: 70% of Australian visitors surveyed
were repeats (see above).
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Gnoth et al. (2001) reported that the most important planning tool for Australian tourists was
brochures. After brochures, the most popular planning information sources (in decreasing
order of importance) were travel guides, friends and family, own knowledge, TV
documentaries, magazines and the Internet. Gnoth et al. also reported that Australian visitors
planned transportation and route of travel in advance, but did not indicate whether this was
before or after arrival in New Zealand.
Lincoln University researchers found that Australian visitors to Christchurch were the most
likely (of all nationalities surveyed) to have planned their New Zealand itineraries while still
at home (87.7% of those surveyed) while only 54.9% of those surveyed on the West Coast
had planned their itineraries at home (third highest). The Christchurch study found that 27.6%
of Australian visitors were influenced by travel books and 64.9% were influenced by advice
from friends and family.
The West Coast study found that 36.8% of Australian visitors were influenced by travel
books, 56.5% were influenced by advice from friends and family and 35.8% by brochures
(Moore et al., 2001, 2003). This represented the lowest use of travel books in both locations.
3.2.2

United Kingdom

Spend
Weighted IVS data show that the average spending of visitors from the UK was $3,283. Their
average length of stay was 29.6 days (the second longest of the six groups) and their average
spend per day was $111 (the second lowest) (Table 8).
A calculation based on raw IVS data indicates expenditure in New Zealand (per person) by
tourists from the UK on selected items as follows:
 food/meals: $673
 sightseeing/attractions: $573
 gifts/souvenirs: $315
This represents the highest spend by any group on sightseeing/attractions and the second
highest spend on food/meals.
Destinations and Flows
The most common port of arrival for UK visitors was Auckland (67.7% of visitors), followed
by Christchurch (24.7%) and Wellington (6.2%).
The largest proportion of all UK visitor nights, for the year ended March 2007, were spent in
Auckland (24.8%) followed by Wellington (9.0%), Christchurch (6.6%), Queenstown (5.3%),
Rotorua (2.8%) and Dunedin (1.7%) (IVS weighted data).
Visitors from the UK, along with visitors from Germany, were the most likely to visit more
remote regions (Figure 8), although UK visitors have a lower percentage likelihood to visit
than do Germans across almost all RTOs (possibly a result of their shorter average stay in
New Zealand). The exceptions to this are a higher percentage likelihood of visitation by UK
visitors to Waikato, Manawatu and Central Otago.
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Figure 8
UK Road Flows for 2005
(Tourism Flows Model, Ministry of Tourism)

IVS data show that the median length of stay in New Zealand for UK visitors was 19 nights
while the median total trip length was 30 nights (Table 9). This is a reflection of the distance
travelled to get to New Zealand and also of New Zealand being part of a longer trip. This is
supported by the fact that just over three quarters (77%) of all UK visitors stopped at another
country either on their way to, or from, New Zealand.
The UK is a comparatively seasonal market with 73% of all arrivals in 2007 coming to New
Zealand between October and March.
Purpose
For the year ended March 2007 the most common purpose of visit for visitors from the UK
was holiday (57.8%) followed by VFR (33.5%), business (4.7%), education (1%) and other
(3%). This represents the highest percentage of VFR visitors and the second lowest
percentage of visitors for education (lowest Australia).
Travel Style
The IVS data show that just over half (51.9%) of all UK visitors travelled as FIT, 44.1%
travelled as SIT, 6.2% travelled using packages and 1.9% travelled as part of a tour.
Accommodation
According to the weighted IVS data the most popular choice of accommodation for UK
visitors were private homes of friends or family (40% of visitor nights), backpackers/hostels
(15%), hotels (10%), motels (8%) and caravan/campervan sites (6%).
The average length of stay in each accommodation category, for visitors from the UK, was
non-commercial (16.1 nights), backpackers (6.2 nights), other commercial (5.1 nights), motels
(3.3 nights) and hotels (2.6 nights) (IVS).
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In 2005, visitors from the UK represented the second largest group staying in commercial
accommodation (12.8%) (Ministry of Tourism, 2008a). The percentage of visitors from the
UK staying within each accommodation sector (in 2005) was hotels (11.2%), motels (16.5%),
backpackers (22.5%), holiday park (20%) and hosted accommodation (17.2%) (Ministry of
Tourism, 2008b, 2008c, 2008d, 2008e, 2008f).
Backpackers/hostels, hotels and motels are the accommodation options most used by visitors
from the UK. Those who used Qualmark as a guide when choosing accommodation were
more satisfied than those who did not (Tourism New Zealand, 1999-2008e).
Transport
The proportion of UK tourists using each transport mode at least once, according to raw IVS
data, was car (74%), taxi (36%), air (29%), bus (33%), water (32%), train (10%) and
campervan (10%). These figures are for any use of each of these transport options. UK
travellers had the highest percentage of car and train usage and the second highest each of
campervan, water transport and taxi (Germany was highest in all three transport options).
The distance travelled by each transport option can also be derived from the raw IVS data.
These data show that UK visitors travelled on average 1,503 kilometres by car, 85 kilometres
by taxi, 813 kilometres by air, 1,604 kilometres by bus, 213 kilometres by water, 293
kilometres by train and 2,596 kilometres by campervan. Compared to the other groups UK
visitors travelled the second longest distances by bus, car and campervan (longest for all three
Germany).
Activities
Tourism sector profiles show the percentage of visitors from within each origin groups that
are likely to participate in or visit attractions from nature based, museum, Maori cultural and
wine tourism activity sectors. In 2005/06, 89% of UK visitors participated in nature-based
tourism, 43% visited a museum, 29% experienced Maori cultural tourism and 15.4% visited a
winery. Visitors from the UK were the second most likely group to participate in nature-based
activities (equal with China), and to visit museums and wineries. They were the third most
likely group to experience Maori cultural tourism (Ministry of Tourism, 2008g, 2008h, 2008i,
2008j).
Repeat and Intention to Return
IVS data show that 32.9% of UK visitors to New Zealand had visited before. Eighty-five
percent of UK visitors intended to return to New Zealand in the future. This was the second
highest percentage with an intention to return (highest Australia) and possibly reflects the
strong VFR market.
Planning and Information Search
Visitors from the UK take more time than other travellers to make the decision to come to
New Zealand with 47% making the decision six months before their arrival. An important
tool for planning and choosing a holiday in New Zealand is the consumer website,
newzealand.com. Visitors from the UK rely more on guidebooks and friends/family as
sources of information than do visitors from other countries (Tourism New Zealand, 19992008e).
Once in New Zealand, 63.9% of visitors from the UK visited an i-site visitor information
centre. This was the second largest percentage (after German tourists) to do so.
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Lincoln University researchers found that 74.3% of UK visitors to Christchurch had planned
their New Zealand itineraries while still at home while only 43.1% of those surveyed on the
West Coast had planned their itineraries at home. The Christchurch study found that 55.7% of
UK visitors were influenced by travel books and 71.7% were influenced by advice from
friends and family.
The West Coast study found that 50.4% of UK visitors were influenced by travel books,
64.8% were influenced by advice from friends and family and 36.4% by brochures (Moore et
al., 2001, 2003). This represented the highest use of friend and family advice on the West
Coast and the second highest in Christchurch (highest Asia).
3.2.3

USA

Spend
Weighted IVS data show that tourists from the USA had an average spend of NZ$3,674.
Their average stay was 19.5 days with an average spend per day of $188 (Table 8).
A calculation based on raw IVS data provides an indication of expenditure in New Zealand
(per person) on the following items:
 food/meals: $540
 sightseeing/attractions: $345
 gifts/souvenirs: $261
This represents the second lowest amount spent on gifts/souvenirs by the six groups, while for
spending on food/meals and for sightseeing/attractions American tourists ranked 4th highest.
Destinations and Flows
The most common port of arrival for American visitors was Auckland (83.1%), followed by
Christchurch (10.5%) and Wellington (3.1%). American visitors had the highest percentage of
arrivals by cruise ship (2.8%).
The largest proportion of all American visitor nights, for the year ended March 2007, were
spent in Auckland (18.5%) followed by Christchurch (10.1%), Wellington (7.3%),
Queenstown (5.9%), Rotorua (3.9%) and Dunedin (3.6%) (IVS weighted data).
The likelihood of visiting individual RTOs by American visitors is concentrated on the main
cities and key tourism destinations of Auckland (59% likelihood), Canterbury (48.8%),
Queenstown (36.5%), Wellington (31.3%) and Rotorua (29.5%) (Table 2 and visualised by
the tourism flows in Figure 9). Generally, American visitors were less likely than visitors
from Germany and the UK to visit remote areas but more likely to do so than visitors from
China, Japan and Australia.
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Figure 9
USA Road Flows for 2005
(Tourism Flows Model, Ministry of Tourism)

IVS data show that the median length of stay in New Zealand for American visitors was 11
nights while the median total trip length was 18 nights (Table 9). According to the weighted
IVS data, 54% of American visitors to New Zealand visited at least one other country during
their travel to or from New Zealand. This is most likely to be either Australia or somewhere in
the Pacific.
The USA market is slightly more seasonal than the Australian and Japanese markets but much
less seasonal than the European markets. About 64% of all arrivals in 2007 got to New
Zealand in summer. The peak month for the US market is February with over 29,000 arrivals
in 2007. This compares with only 10,600 arrivals in August 2007.
Purpose
For the year ended March 2007 the most common purposes of visit for Americans was
holiday (63.3%) followed by VFR (19.5%), business (9.7%), education (3.9%) and other
(3,5%). This represents the second lowest percentage of VHR visitors (lowest Germany).
Travel Style
The IVS show that 37.7% of all USA visitors travelled as FIT, 44.5% travelled as SIT, 11.9%
travelled using packages and 5.8% travelled as part of a tour.
Accommodation
According to the weighted IVS data the most popular choice of accommodation for American
visitors was in private homes of friends or family (24% of visitor nights), hotels (20%), rented
accommodation (12%), backpackers/hostels (11%), motels (6%), caravan/campervan sites
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(3%), bed and breakfast accommodation (3%), holiday homes (3%) and student halls of
residence (3%).
The average length of stay in each accommodation option, for visitors from the US, was noncommercial accommodation (8.7 nights), other commercial accommodation (4.4 nights),
hotels (3.8 nights), backpackers (2.8 nights) and motels (1.7 nights).
In 2005, visitors from the US represented the third largest group staying in commercial
accommodation (8.8%) (Ministry of Tourism, 2008a). The percentage of visitors from the US
staying within each accommodation sector (in 2005) was hotels (11.1%), motels (8.6%),
backpackers (10.5%), holiday park (10.1%) and hosted accommodation (14.6%)(Ministry of
Tourism, 2008b, 2008c, 2008d, 2008e, 2008f).
Tourism New Zealand market research found that holiday visitors from the USA were most
likely to stay in hotels and backpackers/hostels (Tourism New Zealand, 1999-2008f).
Transport
The proportion of tourists using each transport mode at least once, according to raw IVS data,
was car (63%), taxi (24%), air (45%), bus (30%), water (25%), train (8%) and campervan
(4%). USA travellers had the highest percentage of domestic air travel and they were equal
second highest (with Japan) for train travel (highest UK).
The distance travelled by each transport option can also be derived from the raw IVS data.
This data shows that American visitors travelled on average 1,439 kilometres by car, 101
kilometres by taxi, 883 kilometres by air, 1,070 kilometres by bus, 360 kilometres by water,
382 kilometres by train and 2,622 kilometres by campervan. Compared to the other groups,
American visitors travelled the longest distance by water and the second longest distance by
campervan (longest Germany) and train (longest Germany).
Activities
Tourism sector profiles show the percentage of visitors from within each origin groups that
are likely to participate in or visit attractions from nature-based, museum, Maori cultural and
wine tourism activity sectors. In 2005/06, 87% of American visitors participated in naturebased tourism, 37% visited a museum, 23% experienced Maori cultural tourism and 15.9%
visited a winery. American visitors were the most likely group to visit a winery (Ministry of
Tourism, 2008g, 2008h, 2008i, 2008j).
Repeat and Intention to Return
IVS data show that 27.7% of American visitors to New Zealand had visited before and that
over three quarters (78%) of American visitors intended to return to New Zealand in the
future.
Planning and Information Search
Over a third of visitors from the USA make their decision to travel to New Zealand 6-12
months before they arrive. When planning a New Zealand holiday guide books, friends/family
and newzealand.com are the most frequently used sources of information (Tourism New
Zealand, 1999-2008f). Once in New Zealand, 55.2% of visitors from the USA visited an i-site
visitor information centre. This was the third highest percentage of all groups to do so.

37
Tourist Itineraries and Yield:

Lincoln University researchers found that 84.3% of American visitors to Christchurch had
planned their New Zealand itineraries while still at home while 61.8% of those surveyed on
the West Coast had planned their itineraries at home (highest for West Coast). The
Christchurch study found that 35.6% of American visitors were influenced by travel books
and 44.0% were influenced by advice from friends and family. The West Coast study found
that 71.0% of American visitors were influenced by travel books, 61.5% were influenced by
advice from friends and family and 36.5% by brochures (Moore et al., 2001, 2003).
3.2.4

Japan

Spend
Weighted IVS data show that Japanese tourists had an average spend of NZ$3,793. Their
average stay was 21.3 days with an average spend per day of $178 (Table 8). The New
Zealand spend (per person) by Japanese tourists on selected items were in the order of:
 food/meals: $354
 sightseeing/attractions: $326
 gifts/souvenirs: $478
This represents the lowest amount spent on food/meals, the second lowest amount spent on
sightseeing/attractions and the second highest amount spent on gifts/souvenirs. These
spending patterns are related to the high number of Japanese travelling as package tourists,
whereby some payment is made in advance. Note that the figures above are based on small
sample sizes and should be treated with caution.
Destinations and Flows
The most common port of arrival for Japanese visitors was Auckland (63.6%), followed by
Christchurch (33.3%) and Wellington (2.6%). This was the second lowest percentage of
Auckland arrivals (lowest Australia) and the highest percentage of Christchurch arrivals and
is most probably a reflection of airline routes.
The largest proportion of all Japanese visitor nights, for the year ended March 2007, were
spent in Auckland (38.5%) followed by Christchurch (15.9%), Queenstown (5.7%), Rotorua
(5.2%), Wellington (1.9%), and Dunedin (1.8%) (IVS weighted data).
Japanese visitors were similar to Chinese ones in their likelihood to visit particular RTOs for
at least one night, with the most popular RTO being Auckland (75.4% likelihood), Canterbury
(50.5%), Queenstown (34.3%) and Rotorua (21.4%). The flows are very concentrated (Figure
10), however, slightly more dispersed than tourist flows for Chinese visitors. For Japanese
visitors the popularity of Mackenzie RTO also stands out with a 19% likelihood of visitation.
This is much higher than for all other groups with the exception of German visitors who had a
21.3% likelihood of visiting Mackenzie country.
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Figure 10
Japanese Road Flows for 2005
(Tourism Flows Model, Ministry of Tourism)

IVS data show that the median length of stay in New Zealand for Japanese visitors was 7
nights while the median total trip length was 7 nights (Table 9). This is the visitor group most
likely to only visit New Zealand; the weighted data shows that only a small number (16%) of
Japanese visitors travelled to another country either before, or after, their visit to New
Zealand.
The peak month of Japanese arrivals is November with 15,100 arrivals. This compares with
only 6,300 in May (according to Statistics New Zealand 2007 arrivals data). Overall
seasonality is comparatively low with 60% of arrivals being in the summer months.
Purpose
For the year ended March 2007, the most common purpose of visit for Japanese tourists was
holiday (63.6%) followed by VFR (15.3%), business (7.0%), education (11.7%) and other
(2.4%).
This represents the highest percentage of education visitors, the second highest percentage of
holiday visitors (highest Germany) and the second lowest percentage of VFR (lowest
Germany).
Travel Style
The IVS show that almost a third (30.9%) of all Japanese visitors travelled as part of a
package, 30.7% were SIT, 27.9% were FIT and 10.3% travelled as part of a tour group.
Raw IVS figures show 30.99% travelling as part of a package, 30.75% as SIT, 27.93% as FIT
and 10.33% as part of a tour group.
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Accommodation
According to the weighted IVS data the most popular choice of accommodation for Japanese
visitors was rented accommodation (33% of visitor nights), followed by private homes (19%),
hotels (15%), backpackers/hostels (10%), farm and home stays (9%) and motels (5%).
The average length of stay in each accommodation option, for visitors from Japan, was noncommercial (12.5 nights), other commercial accommodation (3.5 nights), backpackers (3.4
nights), hotels (2.9 nights) and motels (1.4 nights).
In 2005, visitors from Japan represented the fourth largest group staying in commercial
accommodation (6.7%) (Ministry of Tourism, 2008a). The percentage of visitors from Japan
staying within each accommodation sector (in 2005) was hotels (10.1%), motels (3.8%),
backpackers (6.1%), holiday park (1.3%) and hosted accommodation (12.4%) (Ministry of
Tourism, 2008b, 2008c, 2008d, 2008e, 2008f).
Tourism New Zealand market research found that hotels and backpackers/hostels were the
accommodation types most used by Japanese visitors. Slightly higher satisfaction was
recorded for those who used bed and breakfasts and home-stay accommodation (Tourism
New Zealand, 1999-2008d).
Transport
The proportion of tourists using each transport mode at least once, according to raw IVS data,
was car (43%), taxi (29%), air (44%), bus (58%), water (8%), train (8%) and campervan
(0%). Japanese travellers had the highest percentage of both air and bus travel, the lowest
percentage of travel by campervan (with China) and the second lowest percentage of travel by
water (lowest China).
Raw IVS data also allow calculation of distance travelled by each transport option. These data
show that of those Japanese visitors who chose a particular mode the distance travelled was
about 702 kilometres by car, 281 kilometres by taxi, 1,014 kilometres by air, 1,122 kilometres
by bus, 148 kilometres by water, 131 kilometres by train and 234 kilometres by campervan.
Compared to the other groups, Japanese visitors travelled the second longest distances by air
(longest China) and by taxi (longest China) and the shortest distances by train.
Activities
Tourism sector profiles show the percentage of visitors from within each origin groups that
are likely to participate in or visit attractions from nature based, museum, Maori cultural and
wine tourism activity sectors. In 2005/06, 86% of Japanese visitors participated in naturebased tourism, 25% visited a museum, 22% experienced Maori cultural tourism and 8%
visited a winery. Japanese visitors were fifth most likely group to participate in the first three
activity sectors and the fourth most likely to visit a winery (Ministry of Tourism, 2008g,
2008h, 2008i, 2008j).
Repeat and Intention to Return
IVS data show that over a third (35.9%) of the Japanese visitors to New Zealand had visited
before. Seventy-six percent of Japanese visitors intended to return to New Zealand in the
future.
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Motivations
According to Gnoth and Watkins (2002) the major attractions of New Zealand for Japanese
visitors are scenery and nature experience, rest and relaxation, accommodation and food,
cosiness and familiar atmosphere and learning new things.
Planning and Information Search
Similar to Chinese (and most Asian) visitors, the majority of Japanese visitors (64%) make
the decision to travel to New Zealand within three months of arriving (Tourism New Zealand,
1999-2008d).
Gnoth and Watkins (2002) found that the most important information sources overall were
Japanese-style travel guide books (magazine-style, glossy), brochures, books and the Internet.
Friends were frequently considered sources for stimulation, information and advice. These
sources are most likely to be used before they arrive in New Zealand.
“The more people prospective tourists know who have been to New Zealand, the more
confident they are themselves that they will be departing in the time they intend to travel, the
more excited, and the more emotionally involved they are. This, in turn, activates their
information search behaviour and general openness to more information about New Zealand.
In the decision making process to come to New Zealand, the weight and type of attractions,
perceptions of facilities and supply factors, as well as the information sources prospective
tourists frequent, differ widely according to tourist typ. The Japanese market has become
highly sophisticated and diverse” (Gnoth & Watkins, 2002, p. v). Once in New Zealand,
42.3% of visitors from Japan visited an i-site visitor information centre.
Lincoln University researchers found that 86.3% of Asian visitors to Christchurch had
planned their New Zealand itineraries while still at home while only 58.7% of those surveyed
on the West Coast had planned their itineraries at home (in the West Coast study this group
was classified as Asia/Pacific). The Christchurch study found that 42.1% of Asian visitors
were influenced by travel books and 74.3% were influenced by advice from friends and
family. The West Coast study found that 64.4% of Asian visitors were influenced by travel
books, 48.5% were influenced by advice from friends and family and 48.9% by brochures
(Moore et al., 2001, 2003). This represented the highest use of friends and family advice in
Christchurch and the highest use of brochures on the West Coast.
3.2.5

China

Spend
Weighted IVS data show that Chinese tourists had an average spend of NZ$3,240. Their
average stay was 15.7 days (with a median of 5 days) with an average spend per day of $206
(Table 8).
The estimated New Zealand spend (per person) by Chinese tourists on selected items was
(based on small sample sizes):
 food/meals: $790
 sightseeing/attractions: $377
 gifts/souvenirs: $969
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This represents the highest spending by far on food/meals and gifts/souvenirs but is only the
third highest amount of spending on sightseeing/attractions. These may be included in the
price of pre-paid tours.
Destinations and Flows
The most common port of arrival for Chinese visitors was Auckland (86.5%), followed by
Christchurch (11.3%) and Wellington (2.3%). This was the highest percentage of Auckland
arrivals and the lowest percentage of Wellington arrivals.
The largest proportion of all Chinese visitor nights, for the year ended March 2007, were
spent in Auckland (67.4%) followed by Christchurch (7.9%), Wellington (6.7%), Rotorua
(4.4%), Queenstown (1.4%), and Dunedin (0.4%) (IVS weighted data).
Auckland, Rotorua, Canterbury and Queenstown were clear favourites in respect of the
likelihood of Chinese visitors to visit RTOs for at least one night – 88.1% of Chinese visitors
were likely to spend at least one night in Auckland, 49.4% to spend one night in Rotorua,
24.5% to spend one night in Canterbury and 17.4% to spend at least one night in Queenstown.
In comparison, the likelihood of Chinese tourists visiting other RTOs is the lowest for all
nationality groups. The road-based tourist flows of North East Asian tourists are visualised in
the Tourism Flows Model (Figure 11); these are assumed to be representative of Chinese
flows. The concentrated pattern can be associated with the high number of Chinese visitors
travelling as part of a tour group and the education market largely being in main centres such
as Auckland.
IVS data show that the median total trip length was 12 nights (Table 9), this means that the
median length of stay in countries other than New Zealand is 7 nights (and 5 within New
Zealand). The weighted IVS data show that 79% of Chinese travellers had visited another
country either on their way to, or from, New Zealand.
Figure 11
North-East Asian Road Flows for 2005
(Tourism Flows Model, Ministry of Tourism)
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Apart from Australia, China is the least seasonal market when measured as the proportion of
arrivals during summer months compared with the whole year. Based on arrivals data by
Statistics New Zealand, 58% of Chinese arrive in summer.
Purpose
For the year ended March 2007, the most common purpose of visit for Chinese visitors was
holiday (42.6%) followed by business (24.8%), VFR (23.9%), education (5.5%) and other
(3.2%). This is the highest percentage of business visitors and the second lowest percentage of
holiday visitors (Australia lowest). The low percentage recording educational visits may be
connected to sample size (see Table 9).
Travel Style
This group of visitors shows the greatest discrepancy between weighted and raw data; both
are reported here. The weighted IVS data shows that half (50%) of all Chinese travelled as
part of a tour group, while 23% travelled as FIT, 18% travelled on a package and 9% travelled
as SIT. Raw IVS figures show 28.4% travelling as part of a tour group, 36.877% as FIT,
21.3% on a package and 13.6% as SIT.
Accommodation
According to the weighted IVS data the most popular choice of accommodation for Chinese
visitors was in private accommodation (59%), hotels (16%), rented accommodation (16%),
motels (3%) and farm and home stays (2%).
The average length of stay in each accommodation option, for visitors from China, was noncommercial (18.9 nights), hotels (2.8 nights), other commercial accommodation (1.3 nights),
motels (1.0 night) and backpackers (0.2 nights).
In 2005, visitors from China represented the sixth largest group staying in commercial
accommodation (Ministry of Tourism, 2008a). The percentage of visitors from China staying
within each accommodation sector (in 2005) was hotels (6.1%), motels (2.7%), backpackers
(0.6%), holiday park (0.5%) and hosted accommodation (1.3%) (Ministry of Tourism, 2008b,
2008c, 2008d, 2008e, 2008f). Similarly, Tourism New Zealand market research found that
hotels and motels were the accommodation types most used by Asian (they use the word
Asian here, rather than Chinese) visitors (Tourism New Zealand, 1999-2008b).
Transport
The proportion of tourists using each transport mode at least once, according to raw IVS data,
was car (43%), taxi (18%), air (26%), bus (51%), water (3%), train (1%) and campervan
(0%). Chinese travellers had the second highest percentage of bus travel (highest Japan) and
the lowest percentage of travel by water and campervan (equal lowest with Japan).
Raw IVS data also records distance travelled by each transport option. This data shows that
Chinese visitors travelled 595 kilometres by car, 393 kilometres by taxi, 1,048 kilometres by
air, 696 kilometres by bus, 133 kilometres by water, 320 kilometres by train and 20
kilometres by campervan. Compared to the other groups, Chinese visitors travelled the
longest distances by air and by taxi and the shortest distances by car, campervan, bus and
water.
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Activities
Tourism sector profiles show the percentage of visitors from within each origin groups that
are likely to participate in or visit attractions from nature-based, museum, Maori cultural and
wine tourism activity sectors. In 2005/06, 89% of Chinese visitors participated in naturebased tourism, 26% visited a museum, 51% experienced Maori cultural tourism and 2%
visited a winery. Chinese visitors were the most likely to experience Maori cultural tourism,
equal second (with UK visitors) in likelihood to participate in nature-based tourism (first
Germany) least likely to visit a winery (Ministry of Tourism, 2008g, 2008h, 2008i, 2008j).
Repeat and Intention to Return
Weighted IVS data show that only 19% of Chinese visitors to New Zealand had visited
before. The raw data figure for this was 28.39%. Over three quarters (77%) of Chinese
visitors intended to return to New Zealand in the future (raw data figure 83.55%).
Planning and Information Search
Fifty-seven percent of Chinese visitors make the decision to travel to New Zealand within
three months of their arrival. This is a considerably shorter time than for most other markets
(although is in line with the decision making timeframe of other visitors from Asia). When
planning a New Zealand holiday the most used sources of information are friends and family,
guidebooks and newzealand.com (Tourism New Zealand, 1999-2008b).
Once in New Zealand, 22.9% of visitors from China visited an i-site visitor information centre
(IVS). This was the smallest percentage to do so and is a reflection of the high percentage
travelling as part of a tour group and the high number of student visitors.
Lincoln University researchers found that 86.3% of Asian visitors to Christchurch had
planned their New Zealand itineraries while still at home while only 58.7% of those surveyed
on the West Coast had planned their itineraries at home (in the West Coast study this group
was classified as Asia/Pacific). The Christchurch study found that 42.1% of Asian visitors
were influenced by travel books and 74.3% were influenced by advice from friends and
family. The West Coast study found that 64.4% of Asian visitors were influenced by travel
books, 48.5% were influenced by advice from friends and family and 48.9% by brochures
(Moore et al., 2001, 2003). This represented the highest use of friends and family advice in
Christchurch and the highest use of brochures on the West Coast.
3.2.6

Germany

Spend
Weighted IVS data show that German tourists had an average spend of NZ$4,954. Their
average stay was 45.4 days with an average spend per day of $109 (Table 8).
The New Zealand spend (per person) by German tourists on selected items were in the order of:
 food/meals: $638
 sightseeing/attractions: $379
 gifts/souvenirs: $264
German spending was third highest for food/meals, second highest for sightseeing/attractions
and 4th highest for gifts/souvenirs. Caution must be exercised due to small sample sizes.
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Destinations and Flows
The most common port of arrival for German visitors was Auckland (76.5%), followed by
Christchurch (18.4%) and Wellington (4.4%). The largest proportion of all German visitor
nights, for the year ended March 2007, were spent in Wellington (13.0%) followed by
Auckland (12.6%), Christchurch (11.2%), Dunedin (8.0%), Rotorua (3.0%) and Queenstown
(2.7%) (IVS weighted data).
German visitors were the only ones for whom Wellington rather than Auckland was the most
popular destination, German visitors also were more evenly spread in visitor nights between
Auckland, Wellington and Christchurch and had the highest percent of visitation to Dunedin.
Generally, the tourist flows of German visitors are very dispersed (Figure 12 shows flows of
European tourists). The most popular RTOs with German visitors (likelihood to visit for at
least one night) were Auckland (75% likelihood to visit), Canterbury (64.7%), Wellington
(61.8%), Rotorua (56.6%), West Coast (54.4%), Nelson (47.8%), Queenstown (47.1%) and
Lake Taupo (39%). German visitors were also most likely to visit remote areas. Again, this is
a reflection of the length of their stay in New Zealand.
Figure 12
European Road Flows for 2005
(Tourism Flows Model, Ministry of Tourism)

IVS data show that the median length of stay in New Zealand for German visitors was 23
nights while the median total trip length was 31 nights (Table 9). The mean length of stay in
New Zealand for German visitors was 45 nights while the mean length of total trip was 76
nights. Similar to visitors from the UK, German visitors include New Zealand as part of a
multi-destination trip. This may be a reflection of the cost and travel distance associated with
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a visit to New Zealand. The weighted IVS data, however, showed that only 55% of German
travellers had visited another country either before, or after, their trip to New Zealand.
Germany is the most seasonal market. Three quarters of all tourists arrive in the summer
months (2007), with the peak months being December, January and February. The least
popular month is June with only 1,600 German arrivals.
Purpose
For the year ended March 2007, the most common purpose of visit for German visitors was
holiday (75%) followed by VFR (11.8%), education (8.1%), business (2.2%) and other
(2.9%). This represents the highest percentage visiting for holidays, the second highest for
education (Japan highest) and the lowest percentage visiting for both VFR and business.
Travel Style
The IVS show that over half (53%) of all German visitors travelled as SIT, 34% travelled as
FIT, 8% were on packages, and 3% travelled as part of a tour. Raw IVS figures show 48.53%
travelling as SIT, 41.18% travelling as FIT, 5.88% as part of a package and 4.41% as part of a
tour. The discrepancy between the weighted and raw data is associated with the size of the
German visitor sample (see Table 9).
Accommodation
According to the weighted IVS data the most popular choice of accommodation for German
visitors was backpackers/hostels (31%), followed by rented accommodation (20%), private
homes (12%), hotels (6%), caravan/campervan sites (6%), student halls of residence (6%),
motels (5%) and farm and home stays (3%).
The average length of stay in each accommodation option, for visitors from Germany, was
non-commercial (14.1 nights), other commercial accommodation (13.5 nights), backpackers
(13.2 nights), hotels (2.2 nights) and motels (1.8 nights). ‘Other commercial accommodation’
includes caravan/camping sites.
In 2005, Germans represented the seventh largest group staying in commercial
accommodation (2.4%) (Ministry of Tourism, 2008a). The percentage of visitors from
Germany staying within each accommodation sector (in 2005) was hotels (2.3%), motels
(2.7%), backpackers (6.8%), holiday park (6.9%) and hosted accommodation (5.7%)
(Ministry of Tourism, 2008b, 2008c, 2008d, 2008e, 2008f).
According to Tourism New Zealand market research backpackers/hostels and camping
grounds were the types of accommodation most used by holiday-makers from Germany
(Tourism New Zealand, 1999-2008c).
Transport
The proportion of German tourists using each transport mode at least once, according to raw
IVS data, was car (62%), taxi (43%), air (20%), bus (39%), water (45%), train (7%) and
campervan (15%). German travellers had the highest percentage of campervan, water
transport and taxi usage and the second lowest percentage of domestic air travel (lowest
Australia).
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Raw IVS data also allow calculation of distance travelled by each transport option. This data
shows that German visitors (who chose a particular mode) travelled on average 2,264
kilometres by car, 69 kilometres by taxi, 934 kilometres by air, 1,685 kilometres by bus, 308
kilometres by water, 563 kilometres by train and 3,308 kilometres by campervan. German
visitors travelled the longest distances for all travel modes except for domestic air. This is
related to their longer time in New Zealand overall.
Activities
Tourism sector profiles show the percentage of visitors from within each origin groups that
are likely to participate in or visit attractions from nature-based, museum, Maori cultural and
wine tourism activity sectors. In 2005/06, 95% of German visitors participated in naturebased tourism, 54% visited a museum, 35% experienced Maori cultural tourism and 11.3%
visited a winery. German visitors were the group most likely to participate in nature-based
tourism and visit museums, second most likely to experience Maori cultural attractions (most
likely group China) and the third most likely to visit a winery (Ministry of Tourism, 2008g,
2008h, 2008i, 2008j).
Repeat and Intention to Return
IVS data show that only 16.2% of German visitors to New Zealand had visited before. Almost
three quarters (71.3%) of German visitors said they would like to visit New Zealand again in
the future.
Motivations
According to Gnoth and Ganglmair (2000) the attractions for German visitors are New
Zealand’s landscape and the outdoors, culture and people.
Planning and Information Search
Sixty four percent of German visitors make the decision to travel to New Zealand six months
before they arrive. When planning and booking their New Zealand holiday, their most used
information sources are guide books and friends/family (Tourism New Zealand, 1999-2008c).
Once in New Zealand, 78.7% of visitors from Germany visited an i-site visitor information
centre (IVS). This was the largest percentage to do so and may be a reflection of their length
of time in New Zealand and propensity to visit more remote areas.
Gnoth and Ganglmair (2000) reported widely differing information seeking behaviour
(especially in respect of intensity) across different segments of German tourists. The planning
horizon for German tourists to New Zealand was one year.
Lincoln University researchers found that 71.0% of German visitors to Christchurch had
planned their New Zealand itineraries while still at home while only 39.8% of those surveyed
on the West Coast had planned their itineraries at home. The Christchurch study found that
64.6% of German visitors were influenced by travel books and 64.9% were influenced by
advice from friends and family. The West Coast study found that 74.0% of German visitors
were influenced by travel books, 49.2% were influenced by advice from friends and family
and 15.8% by brochures (Moore et al., 2001, 2003). This represented the highest use of travel
books in Christchurch, the lowest percentage of planning while still at home for both
locations and the lowest use of brochures on the West Coast.
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3.3

Summary

Australia
Short stay visitors with high repeat visitation (linked to proximity). Overall behaviour driven
strongly by the size of VFR market – results in less likelihood to visit RTOs and high private
home stay (44%). Business travel is also strong, reflected in high number of Wellington
arrivals. Together, VFR and business travel generate more even spread across ports of arrival.
High percentage of FIT/SIT (91%) but characterised by low involvement holidays (least
likely to visit attraction sectors), have the lowest spend on sightseeing/attractions and
gifts/souvenirs and are the least likely to visit i-sites. Australian visitors travel the shortest
distance by air and have the highest percentage use of cars/vans (74%).
UK
UK visitors are relatively long-stay visitors (second only to the Germans) and have similar (to
Australians) travel characteristics in respect of: likelihood of RTO visitation (high remote area
visitation), high spending on sightseeing/attractions, low overall spend (longer stay=lower
spend), longer distances travelled by car/bus/campervan (74% of distance travelled by car),
high attraction sector visitation and i-site visitation. High percentage of FIT/SIT (94%) There
is also a strong VFR component to UK visitation, reflected in repeat visitation (40% repeat
visitors), intention to return (84%) and private home stays (40%). In respect of these
characteristics they closely resemble Australian visitors.
USA
American visitors fall somewhere between the European and Asian visitor markets. They stay
mid-length and visit main centres and key tourism destinations. Americans are high spending
visitors with a significant portion of their spend on accommodation. They use independent
transport options but travel long distances by air (a reflection of their visitation pattern and
length of stay). Purpose of visit is primarily for holidays (65%), only 24% stay in private
homes and 30% are repeat visitors. They have moderate attraction sector visitation and are the
third most likely group to visit an i-site (linked to more independent travel). While 81% are
FIT/SIT their travel characteristics reflect the behaviour of relatively inexperienced/nonindependent travellers (especially in respect of their spatial behaviour).
China
Chinese visitor characteristics are difficult to summarise as a large proportion of visitors are
business travellers or long-term students. This group showed the largest discrepancy between
the weighted and raw IVS data. Those that travel for holiday purposes (58%) are most likely
to travel as part of a tour group (50%). This has a strong impact on their visitation patterns
with very concentrated visitor patterns, high percentage of travel by coach tours/tour coaches
(60%) and long distances travelled by air. Attraction sector visitation is also linked to tour
group travel with high percentage visitation to Maori-cultural and nature-based attractions.
Chinese visitors are short stay-high spend with the highest spend on gifts/souvenirs and low isite visitation (again linked to tour group travel).
Japan
Japanese visitors are mid-stay /mid-spend visitors and in many of their travel characteristics
are similar to the Chinese. They are, however, more experienced tourists and present a more
diverse market. They have the highest percentage (10%) of educational visitors. In total 62%
of Japanese visitors are holiday visitors with 31% repeat visitation, although they have the
lowest percentage of intention to return. Japanese visitors are more evenly spread over the
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travel style categories with 31% package tourists and 55% SIT/FIT. They travel the second
longest distances by air and with a few exceptions visit similar destinations to Chinese
visitors. I-site visitation is relatively low. Japanese visitors are very low activity with low
attraction sector visitation and the second lowest spend on sightseeing/attractions. They are
second highest spenders on gifts/souvenirs (after the Chinese).
Germany
Length of stay is the most influential factor in respect of the German tourist market behaviour.
Their long stay in New Zealand impacts on: spend (lowest per day); destination visitation
pattern (most dispersed RTO visitation); accommodation preferences (backpackers 31%);
and, the longest distances travelled across all transport options and transport preferences
(car/van used by 68%). Germans represented the highest percentage of holiday visitors (72%)
with only 15% repeat visitation. They were also more likely to be independent visitors with
87% FIT/SIT and had the highest i-Site visitation (78.6%). Germans were high activity
visitors with the second highest spend on sightseeing/attractions, the highest participation in
the nature-based tourism attraction sector and the second highest visitation to Maori-cultural
tourism attractions.

3.4

Overall

Overall these visitor behaviours reflect the home societies of each group of tourist with
noticeable differences between European and Asian visitors. The Australians and Americans
are more difficult to classify although, for Australian visitors, New Zealand is not perceived
as an international destination to the same extent as for the other visitors. Also, the Australia
market is overwhelmingly driven by VFR. Distance from home determines many of the travel
characteristics shared by UK and German visitors to New Zealand, although the UK visitors
are also influenced by a strong VFR component. The main difference between the two groups
of Asian visitors is related to their travel experience with the Chinese inexperienced and the
Japanese more experienced travellers. The Japanese are also appear to be more experienced
travellers than the Americans although they demonstrate a cultural preference for more
organised travel. The Japanese (and probably the Chinese) also share a cultural preference for
low activity travel. American travel is strongly influenced by much shorter vacation time than
Europeans and a preference for more comfort, especially in respect of accommodation (which
may be more affordable because of shorter stay).

49
Tourist Itineraries and Yield:

Chapter 4
Yield Analysis for Country of Origin Segments
As mentioned earlier (Section 2.4) yield can be measured in many ways. In summary there
are three dimensions to yield: financial (i.e. business oriented), economic (involving the
public sector) and sustainable (relating to environmental and social impacts). Financial yield
from tourism in New Zealand as a whole is measured through the Tourism Satellite Account.
Measures used include expenditure and Value Added. An additional measure of financial
yield would be Economic Value Added (see below). These financial measures can be assessed
for each tourist either by location, per day or for their whole trip in New Zealand (i.e. as a
national aggregate).
Other measures of yield, such as the visitation of publicly provided attractions, the use of
visitor centres, impacts on ecosystems or cultural changes, are more difficult to assess and
depend highly on the locational context. One national indicator for sustainable yield has been
used before (Becken & Simmons, in press), namely that of carbon dioxide emissions as a
result of a tourists’ transport within New Zealand. Apart from this particular yield indicator,
measures are more site-specific. For this reason the following analysis will focus on financial
yield at a national level. This is largely undertaken to test whether there are distinct
differences between the countries of origin. Further analysis on other yield dimensions,
especially as they manifest at a local level, will be undertaken later in the overall project. For
an example of a wider yield assessment see Appendix B.

4.1

Measures of Financial Yield

The analysis of financial and economic yield for different tourist types requires information
on typical spending across different expenditure categories. Once a spending profile is
available it can be linked to yield coefficients as shown in Table 10. The measures of yield
used in this analysis are Value Added4 (VA) and Economic Value Added5 (EVA). Both are
measured in dollars.
It can be seen from Table 10 that the highest VA per dollar spent is related to transport on
short distance buses (50 cents in one dollar), whereas the highest EVA is associated with
motor vehicle hiring. Generally, EVAs are very low across all categories, which means that
tourism businesses do not achieve much benefit beyond the average (expected) return on
capital of 5.7%. A detailed methodology is provided in Becken et al. (2007).

4
5

Value Added is commonly reported in Tourism Satellite Accounts, where total output (which is broadly equivalent
to
tourist
expenditure) is broken down into intermediate input from other industries and value added by the tourism industry.
EVA considers the cost of capital. It equals the Net Operating Profit after Tax minus the cost of capital (assessed at 5.7 % of total asset
value per annum for the purposes of this analysis). Depreciation is deemed a true economic expense, but expenses relating to
wages/salaries to working proprietors are not deducted. EVA is in a sense the net benefit, or dis-benefit in the case of a negative EVA, of
investing capital in tourism rather than in some other average sector of the economy.
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Table 10
Value Added, Free Financial Cash Flow and Economic Value Added
per Dollar Spent (Becken et al., 2007)
ANZSIC
G511010
G5125xx
G521000
G525900
G532100
H571010
H571020
H571030
H571040
H571050
H571090
H572000
H573000
I612100
I612200
I612300
I664100
L774100
P921000
P922000
P923x00
P93xxxx

4.2

Activity
Supermarkets
Takeaway Food
Department Stores
Retailing nec
Automotive Fuel Retailing
Hotels (Accommodation)
Motels and Motor Inns
Hosted Accommodation
Backpacker and Youth Hostels
Caravan Parks and Camping Grounds
Accommodation not elsewhere specified
Pubs/ Taverns and Bars
Cafes and Restaurants
Long Distance Bus & Rail Transport
Short Distance Bus Transport (inc. Tramway)
Taxi and Other Road Passenger Transport
Travel Agency Services
Motor Vehicle Hiring
Libraries
Museums
Zoos, Botanic Gardens, Recreational Parks and Gardens
Racing, Gaming, Gambling, Sports and All Other
Recreation Service

VA
$0.11
$0.20
$0.19
$0.17
$0.09
$0.35
$0.30
$0.29
$0.36
$0.33
$0.39
$0.27
$0.32
$0.30
$0.50
$0.39
$0.43
$0.29
$0.44
$0.25
$0.47

EVA($)1
$0.01
$0.01
$0.02
$0.01
$0.00
-$0.03
-$0.03
-$0.15
$0.01
-$0.08
-$0.05
$0.01
$0.01
-$0.04
$0.03
$0.02
$0.01
$0.05
-$0.07
-$0.81
-$0.09

$0.31

$0.08

Expenditure by Country of Origin

The detailed expenditure profile by country of origin is not readily available and needs to be
derived based on the IVS data and other data sources.
The IVS database provides information on spending on all of these categories. The data are,
however, patchy and deemed unreliable. For example, there is a large number of gaps, which
in most cases means that the tourist did not provide information (for different kinds of
reasons), or in some cases this could also mean that the tourist did not spend any money in
this particular category (e.g. souvenir shopping). The sample sizes are small for some
segments. For these reasons, our approach is to estimate spending based on behaviour, rather
than use the IVS spending data directly. Data on travel distance and number of nights spent in
different types of accommodation is more robust than the expenditure data. For some
categories, however, it is difficult to estimate behaviour and we have to resort to the spending
data as reported in the IVS. These categories have already been reported above (Section 3):
food/meals, sightseeing/attractions and gifts/souvenirs.
To convert tourist behaviour in the transport and accommodation categories it is necessary to
have coefficients that convert units (i.e. kilometres travelled or nights spent) into dollars
spent. Several assumptions were necessary to derive per-unit costs as shown in Tables 11 and
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12. These are reported in detail in a forthcoming LEaP6 report as part of the Tourism & Oil
project.
In summary, the factors shown in Tables 11 and 12 were applied to the typical transport and
accommodation behaviour of each tourist segment.
Table 11
Costs per Passenger Kilometre for Different Transport Modes
Transport mode

Cost ($) per passenger-kilometre

Air
Car
Campervan
Bus/Coach
Water
Taxi
Train

$0.25
$0.28
$0.36
$0.40
$1.30
$1.50
$0.35

Table 12
Costs per Visitor Night for Different Accommodation Types
Accommodation type

Cost ($)per visitor night

Hotel nights
Motel nights

$85.00
$65.00

Backpacker nights

$25.00

Other nights
Non-commercial nights

$25.00
$0

The average expenditure for a tourist in each segment has been derived and is presented in
Tables 13, 14, and 15. It can be seen that spending on spending on food, shopping and
recreational activities outweighs spending on transport and accommodation. Note that it is
unclear (from the data collection process) if a tourist chooses to report spending on fuel in the
category of ‘other shopping’. If it is not reported in this category, fuel expenditures are not
captured in the analysis below, as transport costs purely reflect the cost of hiring a vehicle (or
purchasing services provided). Further clarifications will be necessary.

6 Land Environment & People Research Centre: www.leap.ac.nz
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Table 13
Average per Tourist Expenditure on Transport (2006)
Segment
Australia
UK
USA
Japan
China,
Germany

Air ($)

Car ($)

24
60
100
111
69
46

156
309
254
84
72
392

Campervan
($)
25
94
41
0
0
184

Bus/Coach
($)
70
215
128
260
142
263

Water
($)
21
89
117
15
4
179

Taxi ($)

Train ($)

20
46
37
123
108
44

5
11
10
4
1
13

Table 14
Average per Tourist Expenditure on Accommodation (2006)

Australia

Hotel
($)
185

Motel
($)
113

Backpacker
($)
22

Other
($)
31

UK
USA
Japan
China,
Germany

224
320
244
240
191

212
114
92
62
119

154
70
86
6
330

129
111
87
32
338

Segment

Non-commercial ($)
0
0
0
0
0
0

Table 15
Average per Tourist Expenditure on Other Categories (2006)
Segment

Food ($)

Sightseeing/
Attractions ($)

Other shopping
($)

Gifts/ souvenirs
($)

372
673
540
354
790
638

291
573
345
326
377
379

283
522
317
453
678
297

195
315
261
478
969
264

Australia
UK
USA
Japan
China,
Germany

When all categories are added up, the total per trip spending can be calculated (Figure 13).
This differs slightly from the figures reported by the Ministry of Tourism. This is not
surprising since a different methodology is used. German and British visitors are the biggest
total spenders, followed by Chinese and US visitors. Australia is by far the lowest spender
with under $2000 per trip. These figures exclude international airfares.
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Figure 13
Total Spending for Trip in New Zealand by Country of Origin
Total spending
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It is also useful to compare expenditure per day (Figure 14), because length of stay in New
Zealand differs substantially between markets of origin. On this measure, Japanese tourists
are the highest spenders followed by Australians and German tourist. China is characterised
by a relatively low spend per day of $73 on average.
Figure 14
Expenditure per Day in New Zealand by Country of Origin
Spending per day
$250.00

$200.00

$150.00

$100.00

$50.00

$Australia
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China

Germany

4.3

Financial Yield Indicators by Segment

Value Added and Economic Value Added can be readily derived from expenditure. The VA
reflects the contribution of the tourism industry to economic output and it can be seen that on
a per-trip basis, the German visitors generate the greatest VA (Figure 15).
Figure 15
Value Added for Total Trip in New Zealand by Country of Origin
Value Added
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$0
Australia

UK

USA

Japan

China

Germany

The contribution of the German market is also apparent for the measure of EVA. Each
German tourist generates EVA of $288 per trip (Figure 16). This is largely driven by German
visitors’ spending on the relatively ‘high yielding’ rental vehicles. The Japanese market
generates a low EVA, because of their proportionally high spending on long-distance bus
transport and aviation, both of which are characterised by low EVA coefficients.
Figure 16
Economic Value Added for Total Trip in New Zealand by Country of Origin
EVA
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Japan

China

Germany

On a per-day basis the ranking changes, and Japan and Australia become the largest
contributors to VA (Figure 17). China’s contribution to Value Added when measured on a
per-tourist day basis is very low. This is driven by the large number of long-staying
educational students who spend little in total and also spend little in high-yielding categories.
Figure 17
Value Added per Day in New Zealand by Country of Origin
Value Added per day
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The EVA per day by origin (Figure 18) ranges from $2.5 (China) to $8.50 (Germany). The
Australian, UK, US and Japanese market do not differ substantially from each other.
Figure 18
Economic Value Added per Day in New Zealand by Country of Origin
EVA per day
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China

Germany

Chapter 5
A Proposed Framework for Analysis
This report approached the ‘spatial dimension of yield’ from a range of angles. It was the
intention to develop a framework for the further analysis of yield and decision making by
building on existing knowledge and also by mining the IVS data to extract more
understanding on the spatial nature of tourism and how it might relate to yield.
In summary, the analyses presented in this report provide the following insights.
1. Tourist itineraries are highly complex and idiosyncratic and it is difficult to identify a
small number of ‘prototypes’
2. If tourist itineraries are a priori segmented (e.g. by length of stay or country of origin)
patterns of visitation and sequencing are identifiable (albeit at a general level). All
itinerary analyses are dominated by tourists who do not travel beyond their gateway of
arrival (i.e. largely Auckland and Christchurch).
3. The longer an itinerary becomes, the more complex the spatial patterns and destination
sequencing, and the more challenging to identify patterns.
4. The analysis of tourist distribution to RTOs shows that a wide range of variables
influence the resulting patterns. These are country of origin, port of entry, purpose of
travel, travel style, repeat visitation and to a lesser extent the presence of children.
5. Tourists’ spatial distribution is also related to where impacts occur and as a result yield
effects. It has been shown that tourists who visit different regions have different spending
patterns. For example, tourists visiting more remote places as part of their itinerary are
below-average spenders.
6. The analysis of countries of origin highlighted the differences between markets, for
example in important areas such as length of stay, tourist flow patterns (aggregated
itineraries), seasonality, transport and accommodation choices and decision making.
Clearly, all of these differences have an effect on both itineraries and yield.
7. Financial yield has been analysed in more detail to demonstrate differences between the
six key markets (Australia, UK, USA, Japan, China and Germany). The ‘preferability’ of
a certain market depends on the measure, i.e. VA versus EVA, and also on whether yield
per day or by trip is calculated. In all cases, the German market appears favourable,
mainly as a result of their high spending on rented vehicles, which is associated with high
financial yield.
8. Earlier research into yield has demonstrated that, besides financial dimensions, economic
yield and sustainable yield are important measures to assess the net benefit of tourism as
a whole (see Appendix B). Further research on local impacts of tourist behaviour would
be required to assess the site related dimensions of yield.
In the light of the findings above we suggest that the analysis of decision making in the wider
Spatial Yield research programme considers a framework that incorporates the dimensions of
country of origin and itinerary type. In the absence of clear prototypes for itineraries it seems
useful to classify them into the following four categories:
 Stationary (i.e. people arriving at their gateway and staying there)
 Triangle (i.e. tourists visiting more than one destination but no more than three; e.g.
Auckland – Rotorua – Hamilton – Auckland)
 Island loop (i.e. tourists who visit several destinations but stay on either the North or the
South Island)
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 Full loop (i.e. tourists visiting both islands of New Zealand and visiting more than three
destinations)
With the above classification in mind a matrix can be developed as shown in Table 16. This
matrix can be used as a framework for analysing yield-relevant decision making for each cell.
Some cells might prove less important than others and further research will show whether
there is benefit in focusing on any particular cell(s) in particular.
Table 16
Framework for Analysing Yield-relevant Decision Making of Different Tourist
Segments and Itinerary Types
Origin \ Itinerary
Type

Stationary

Triangle

Island loop

Full loop

Australia
UK
USA
Japan
China
Germany

The above framework can be used to explore the decision making behind key yield variables
such as:
a) Length of stay
b) Overall expenditure (budget)
c) Allocation of budget
d) Travel (geographic dimension).
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Chapter 6
Conclusion
The research presented in this report analyses tourist itineraries, distribution of tourists in
New Zealand, relationships between spatial dimensions of travel and yield and yield/itineraryrelevant behaviour by country of origin. Clearly, both the spatial and yield outcomes of travel
are strongly related to factors such as origin, purpose, length of stay, repeat visitation and
travel style. All of these variables are also inter-related to some degree, and they also relate to
travel decisions such as transport mode choice, accommodation types visited and information
search behaviour.
Based on this background information a framework has been suggested that integrates country
of origin with itinerary type. This framework can be used for further analyses on yield and
decision making. An initial focus of such analyses might lie on national-level considerations
(e.g. overall spending), but would also usefully deal with more localised decision making (e.g.
recreational activities). The assessment of the yield impacts of these local decisions and
behavioural outputs requires further research on the refinement of yield parameters in the
economic and sustainability dimensions.
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Appendix
A: Seasonality of tourist arrivals

Based on International Arrivals Data, Statistics New Zealand
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Note: Australia is measured on the axis on the right hand side, while all the other countries are
measured on the axis on the left hand side.
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B: Yield assessment based on different tourist types (Becken & Simmons, in press)

Sustainable

Economic

Financial

Value Added

1

2

4

3

5

Economic
Value Added

5

4

1

2

3

Public sector
cost (national)

2

3

4

5

1

Public sector
cost (local)

5

2

4

3

1

Regional
dispersion*
Carbon
dioxide
emissions*

5

2

3

1

4

3

2

4

5

1

Comment

Home visitor

Camper

Back-packer

FIT

Indicators

Coach tourist

Qualitative ranking of tourist types for the yield indicators (1= best; 5 = worst)

Driven largely by volume
of expenditure
Depends on location for
some types
Based on IVS visits to
natural attractions, hiking
and visits to museums/
historic sites
Based on Christchurch
and Rotorua visitation of
public attractions
Based on visitation to Top
10 destinations
Based on travel distance
by different modes

* In the case of regional dispersion, 1 refers to most and 5 refers to least dispersed, i.e. most concentrated.
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