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Introduction

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

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

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

Due to border closures and while the international component of the
AVS is paused, only domestic visitor data will be captured until further
notice. Presented here is a high level summary report of year-end June
2021 findings. More detailed information is available by request.
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Methodology

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

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

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

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

The current report looks at one year’'s sample, so some results will be indicative only due to small sample
sizes. For the year to June 2021, the total sample size was n=1,707 with only domestic visitors and no

international visitors.

The previous reports including international visitors can be found here.


https://www.aucklandnz.com/business/economy-and-sectors/research-and-reports/auckland-visitor-survey-avs-insights-report
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This summary compares Auckland Visitor Survey
insights from the year ending June 2021 with the pre-
COVID nine months ending March 2020.

For the year ending June 2021, key metrics for
domestic visitors continue to show improvement.

Overall satisfaction sits at 7.4 (out of 10) and Net
Promoter Score (NPS) at +7 (up +6 on last year).
Amongst those whose main reason to visit was to see
family and friends, the NPS was +6. This increased to
+20 for those visiting Auckland for a holiday, vacation
or short break.

Visitor groups most likely to recommend Auckland as
a visitor destination include females, visitors aged 30-
44 years, residents from Canterbury, Bay of Plenty
and Otago, and those who included Northland or
Hamilton/Waikato in their trip. Those who stayed at
least one night in the Hauraki Gulf & Islands or West
Auckland also had a higher NPS - of +26 and +18,
respectively.

Some key differences include:

There was a higher proportion of domestic visitors
travelling to Auckland to visit family and friends (48%
compared with 42%).

aucklandunlimited.com

Key Findings

More than half of domestic visitors travelled with their
partner, husband or wife (53%, up from 45%), and a
quarter travelled alone (27%, down from 31%), or with
their child or children (24%, up from 20%).

Those that travelled to Auckland to visit friends and
family were more likely to be 60+ years, have visited
Auckland many times and were using a private vehicle
to get around.

South Island residents had a higher NPS (+12) than
North Island residents (+4). In contrast to North
Islanders, residents from the South Island were more
likely to be travelling to Auckland for a holiday or short
break, travelling alone, and staying at least one night
in Central Auckland and/or the Hauraki Gulf and
Islands. South Island residents also had a higher level
of satisfaction with the ease of experiencing Maori
culture in the region, availability of Wi-Fi in public
areas and the availability of information during their
visit about what to see and do.

Domestic visitors travelling to Auckland for the first
time were more satisfied with their overall experience
in Auckland (7.9 out of 10) and had a higher NPS
(+25), compared to domestic visitors who had visited
Auckland before (7.3 out of 10 and +5 NPS). This
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group also had a higher level of satisfaction with the
ease of driving around and parking - two key pressure
points that are identified in the overall transport
satisfaction metrics. First time visitors were also more
likely to include Northland or Hamilton/Waikato in
their trip, use a rented vehicle (including
campervan/motorhome) and/or a public bus or train
to get around, and stay at least one night in South
Auckland, East Auckland and/or the Hauraki Gulf and
Islands.

Auckland Zoo received 23% of domestic visitors in the
sample for Central Auckland, followed by the Auckland
Museum (18%), Auckland Art Gallery (11%), NZ
Maritime Museum (9%), MOTAT (8%) and Torpedo Bay
Navy Museum (6%) in North Auckland.

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

However, domestic visitors frequently mentioned the
need to improve the traffic, parking, roads, public
transport, and cost in all regions.
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Visitor
Experience

aucklandnz.com

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

33

Promoters

Net Promoter Score
YE June 2021

+5

7 NPS

Total

Net Promoter Score
* /.\ *

YE June 2021

+6 '.'_*_,*
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Detractors

Net Promoter Score
YE June 2021

-1

7.4/10

Total Satisfaction

Overall experience in *
Auckland ' 3 .
YE June 2021 = ¥
+0.1 '&;—"’-’-’"
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Travel Party

Domestic visitor y
travel behaviour 53

Travelled with partner/spouse
In the year to June 2021, a higher Northland

proportion of domestic visitors travelled to 1 7 z
Auckland to visit family and friends (48% 27% ® o
compared with 42% in YE March 2020). ﬁ Other -

(only) 6 6 %

regions
17% combined their visit with Northland Travelled alone visited on
(up from 14%), or Waikato/Hamilton (up latest trip to

from 15%), while 66% visited just Auckland o 4 Auckland
(down from 71%). Yo m
Waikato & 1 7 %

A larger proportion of visitors travelled with : : Hamilton
their partner/spouse (53%, up from 45%). Travelled with children

A quarter travelled alone (27%, down from

31%) or with children (24%, up from 20%). No. of stays in Auckland

47% stayed in Auckland only on their trip, on trip

while 53% stayed two (31%) or more (22%) 0 (Day trip) other nz ST

times during the same trip. 1 region(s)

50% had visited Auckland many times 2
prior to this trip, 23% visited 1-3 times

before, 21% used to live in Auckland and 3+
6% visited for the first time.

Note: YE June 2021 findings are based on domestic visitors only and are compared to YE Mar 2020 domestic visitor results. No data collection occurred in Q2 2020.
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] ] ]
Domestic visitors
View
average nights
stayed an average e L
in the Auckland regions

of 3.5 nights in Fegon
Auckland

For the year to June 2021, domestic visitors

stayed an average of 3.5 nights in Auckland. 1 4 O 3
| | |

Breakdown
The region with the highest average length of average nights

of stay was Central Auckland, with an by sub-regions

average stay of 1.4 nights. Central

Domestic visitors stayed an average of 0.7

nights in North Auckland, 0.6 nights in

South Auckland, 0.4 nights in West O B 6 . O 3 2
Auckland, 0.3 nights in East Auckland and All overaas night ColRIIGHE evchide those

0.2 nights in the Hauraki Gulf and Islands. N )

In the year to March 2020, domestic visitors Haesl GIT O e

stayed slightly longer in all regions with 4.0
nights being the overall average stay length.

Nb. Please note, these results differ to other datasets due to differing methodologies.



Auckland
fuckiond <

An Auckland Council Organisation

11 | Auckland Visitor Survey

Accommodation
Type & satiSfa Cti 0 n Main type of accommodation used (by region)

= |In YE June 2021, 42% of domestic visitors S— How satisfied are you

Accommodation Other

to Auckland stayed in commercial with these aspects of
; | |

accommodation overall, while 58% stayed in inyt‘r"‘;':::‘i’l':r:’::‘e’a:?n’f
other types of accommodation (e.g., private 54 % 46 % i

homes and Airbnb, etc.*) The value of

. . . your accommodation
More V|5|tor§ stqyed in other types of % % The quality of your | The lével of clistomer
accommodation in West (71%), South accommodation | service

(68%), North (66%), and East (61%) 39 61 ,
Auckland compared to commercial % % 7 6 | 7 6
| | |

accommodation, while slightly more visitors

stayed in commercial accommodation in 3 2 68 |
Central Auckland (54%) compared to other % % i

accommodation.

Ove ra”, domestiC ViSitorS were mOSt 2 9 °/° 7 1 o/o 0 = Not at all satisfied & 10 = Extremely satisfied
satisfied with the quality of their

accommodation rating it 7.6 out of 10. The 5 1 A o S 49

: 0 o)
level of customer service (7.6) and value /o islands /o
(7.4) of accommodation was also well rated.
Ratings were similar to YE March 2020.

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

In the year to June 2021, the main mode of
transport for domestic visitors visiting
Auckland was a private or rented vehicle
(79%), followed by public bus or train (15%).

Domestic visitors were most satisfied with
the Auckland Airport passenger terminal
(7.2 out of 10) and ease of walking around
(7.2) in Auckland.

Ease of parking (5.4) and ease of driving
around (5.7) were the lowest rated transport
aspects.

YE June 2021 results are similar to YE
March 2020.

Transport used in
the Auckland
region

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

0 = Not at all satisfied
&
10 = Extremely satisfied

A
P

Ease of walking around

=&

Public bus or train

154%

L3

6.9

Ease of cycling around

w4

Vehicle (private or rented)

=2} =]
o

Ease of driving around

5.4

Ease of parking

' 6.8

Ease of finding your
way around

e
12

Auckland Airport
passenger terminal

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

&) be
6.8

Local transport options

Cruise terminal and services generally
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Activities and Attractions
0

¢
3/ §.4/10 82/10

CENTRAL AUCKLAND \\\‘-’ls/,/ NORTH AUCKLAND EAST AUCKLAND *
YE June 2021 YE June 2021 YE June 2021 '
*

T R W 0?‘?60
9 9 9
8.2/10 ©ism 840

SOUTH AUCKLAND HAURAKI GULF & ISLANDS
YE June 2021 YE June 2021 YE June 2021 < /.\ o
+0.2 No change 0.2

¥

AUCKLAND

aucklandunlimited.com

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



O

Attractions &
Activities

Filter results by

YE SEP v Q3 2020
YEDEC vy Q4 2020
YE MAR 20 Qi 2021

| YE JUN 21 [ Qs

Visitors on holiday

l Visit friends & family

£

Domestic
Visitors

International
Visitors

Attractions & Activities Onimied == A
Central Auckland

An Auckland Council Organisation

8 u 3 Areas & Attractions Visited
; ; 0 Average Satisfaction
/ (0) & Activities Done

with Attractions and
of visitors to the Auckland region Activities e e
visited or thought they visited (out of 10)
Central Auckland

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

REDUCE TRAFFIC .
mmm%% VIBRANT AREAS

SSCORSTHEN S SN vy
PARKING
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Top 10 Attractions - YE June 2021 .. Inlimited
— Central Auckland 'u|

AUCKLAND

North New Zealana  Hauraki Gulf =  The majority of domestic visitors to Auckland (77 %) visited Central Auckland in the year to June 2021.
Downtown Maritime & Islands The average satisfaction with Central Auckland’s activities and attractions was 8.3 out of 10. These
Waterfront/Viaduct Museum results are similar to the year to March 2020.
Auckland Art Gallery
Mission Bay =  37% of visitors went to Queen Street, 36% visited the Sky Tower and 28% visited the downtown

Silo Park/Wynyard Quarter.
Queen Street

Sky Tower
Auckland Zoo

waterfront and viaduct. In comparison to year-end March 2020, this year Ponsonby (18%) featured in
domestic visitors top ten attractions in Central Auckland, while last year K’'Road (17%) was among the
most popular attractions.

Kohimarama
St Heliers Bay

Wegtern
Springs 9 Rank Attraction %
7 7 %
- 0 V 1 Queen Street 37%
2 Sky Tower 36%
Share of domestic visitors in 3 Downtown Waterfront/ Viaduct 28%
Auckland
-1% 4 Newmarket 25%
East
Sky City Casino 23%
\ 6 Auckland Zoo 23%
\.\ 7 Britomart 21%
M
Satisfaction with _ 8 Auckland Museum 18%
aucklandunlimited.com Activities & Attractions < 9 Ponsonby 18%
No change
n=1317 10 Mission Bay 17%

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

TOp 10 ACtiVitieS # Activity %
Centl'al A“Ckland 1@t 1 Restaurant or café 55%

Of the domestic visitors that visited Central ﬂ : o
Auckland in the year to June 2021, the most - 2 Shopping 51%
popular activities were visiting a restaurant a
or café (55%) followed by shopping (51%), |m] 3 Bar, pub or nightclub 30%
going to a bar, pub or nightclub (30%),
general exploration (30%), visiting a market 4 General exploration 30%
(25%) and going to the beach (25%).
In comparison to last year, walking, hiking, ‘\'(‘)) 5 Visited a market 25%
climbing, trekking or tramping (16%) was )
among the top ten activities for domestic ‘- 6 Went to the beach 25%
visitors, while last year domestic visitors =
went to an event, concert or festival (17%). 7 Sightseeing 23%
8 V!S|teq ar.t galleries, museums, 50%
historic sites
9 Casino or gambling 18%
[ Walking, hiking, climbing, .
k 10 trekking, tramping 16%

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

= Of the survey respondents who partook in
Maori cultural activities or experiences in : I b
Central Auckland for the year to June 2021, e ), ) /W/}"

// Il

/III/ /
/| //u/{;"

the majority experienced artefacts, art or ‘

crafts (65%, up from 38% last year) and / kW /” l//
visited a marae (60%, up from 50% last /
year).

Under half of these visitors ate traditional

Maori food (46%, down from 48%), 38% saw Rank Activity YE 2020 YE 2021
d “YQ performance or another Maori cultu_ral Experienced artefacts, art or crafts 38% 65%
activity (down from 52%), a third -

experienced a guided tour (33%, up from Visited a marae 50% 60%
17%), and 8% observed another Maori Ate traditional food 48% 46%

cultural activity (down from 21%).
Saw a live performance 52% 38%

Nb. Current sample sizes are relatively small Experienced a guided tour 17% 33%

for these categories.
Another Maori cultural activity 21% 8%

52 48

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

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

However, the top themes to improve the
visitor experience in Central Auckland were:
o Reduce traffic.
o More and cheaper parking.

o Reduce roadworks and complete
infrastructure e.g., city rail link.

Better wayfinding/road signage.
Reduce costs.
Solution for homeless people.

Better public transport (quicker
access to all regions).

o Clean up rubbish. More trees.

aucklandunlimited.com
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Key Attractions 4 Attraction YEMar  YEJun o
2020 2021
Auckland

1 Auckland Zoo 25% 23% -2%

In the year to June 2021, Auckland Zoo
received 23% of domestic visitors in the 2 Auckland Museum 19% 18% -1%
sample for Central Auckland, followed by the

Auckland Museum (18%), Auckland Art

Gallery (11%), NZ Maritime Museum (9%), 3 Auckland Art Gallery 11% 11% -
MOTAT (8%) and Torpedo Bay Navy Museum

(6%) in North Auckland.

YE June 2021  domestic  visitor 4 NZ Maritime Museum 9% 9% -

representation in the sample was slightly

lower than year-end March 2020, but higher

for Torpedo Bay Navy Museum (+6%) in 5
North Auckland.

MOTAT 9% 8% -1%

6 Torpedo Bay Navy Museum 0% 6% +6%

Central Auckland YE Mar 2020 n= 1,301
Central Auckland YE Jun 2021 n= 1,317
North Auckland YE Mar 2020 n =711
North Auckland YE Jun 2021 n =813

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

@ I‘ North l
Attractions & ~—
Activities 8 4
4 8 L Areas & Attractions Visited
0) Average Satisfaction
! / 0o g Activities Done

with Attractions and
Break down of Maor! Cultural Activity

: ' of visitors to the Auckland region Activities A
YE SEP v Qs 2020 visited or thought they visited (out of 10)
North Auckland

Filter results by:

YEDEC » | Q4 2020

YE MAR 20 Qi 2011

| YE JUN 21 [ quaen What, if anything, could have improved your experience of North Auckland?
L =l (Cammants from Q2 2021 respondants - DOMESTIC only)

-, OO PARKING

Visitors on holiday

Visit friends & family

) b BETTER PUBLIC TRANSPORT

0y Are

\ “The eaperience was great, but public “Better transport links ecross to *The public transport is bod becouse it has suffered

Domestic '

Visitors /

.
International " “Lower costs. Better parking, especiully if you're poying 5100+ per “improve/'budld to motorwey to Wellsford or beyond
Visitors ’ - night for accommadation, it seems urveasonable to have to pey @ FOng nort t o second harbour crossing bult to
further $30+ Jor parking.” Cut down travel times.” l

al visitors Is available until Q1 2020 only. No data collection occurred in Q2 2020. From Q3 2020 onwards data is from domestic visitors only.

todets could have been cleaner™ the North Shore* from cheonic kack of attention and lack of funding”

Note: When applying date filters please be aware that data from internations
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Top 10 Attractions - YE June 2021 wariited
— | North Auckland '||

AUCKLAND

_ Pakiri Beach = |n the year ending June 2021, almost half of the domestic visitors to Auckland (48%) visited the
() Goat Island northern region (up from 43% last year). The average satisfaction with the activities and attractions in

|_ . North Auckland was 8.4 out of 10 (up from 8.2 last year).
eig

- ‘. mas[ﬁgw = The top attractions for domestic visitors who visited North Auckland were Takapuna (22%), Devonport
‘ (21%) and Albany (21%). In comparison to YE March 2020, last year Whangaparaoa Peninsula (11%)
was in the top ten attractions for domestic visitors to North Auckland, while this year Matakana Village
Farmers Market (9%) was included in the top ten attractions.

\ 9 Rank Attraction %

. o/ .
- 0 V 1 Takapuna 22%
(2)Wenderholm 2 Devonport 21%

Shakespear Regional

=
-

OrewaParK.l’Army Bay fg;:'e of domestic visitors in Auckland 3 Albany 21%

4 Orewa 14%
Whangaparaoa 9 5 Warkworth 14%

i Peninsula
/ 10 6  Silverdale 13%
West North Head [ ] 7 Wellsford 11%
Historic Reserve
3 8 Matakana 11%
LSS " Satisfaction with ] ?’

S . 0
o o YO Activities & Attractions 0 ‘0 9 Matakana Village Farmers Market 9%
n=813 | chieey L2k +0.2 10 Mt Victoria 9%

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

Of the domestic visitors that visited North
Auckland in the year to June 2021, the most
popular activities were visiting a restaurant
or café (39%) followed by shopping (31%),
going to the beach (29%), general
exploration (21%) and visiting a market
(20%).

In comparison to the year to March 2020,
this year visiting wineries or breweries (8%)
was in the top ten activities for domestic
visitors while last year going to an event,
concert or festival (7%) made the top ten
activities.

1@

=]

Auckland
Unlimited

An Auckland Council Organisation

DOMESTIC
# Activity %
1 Restaurant or café 39%
2 Shopping 31%
3 Went to the beach 29%
4 General exploration 21%
5 Visited a market 20%
6 Bar, pub or nightclub 17%
7 Sightseeing 17%
8 Walk|.ng, h|k|ng,. climbing, 17%
trekking, tramping
9 V|S|teq art'gal'lerles, museums 9%
and historic sites
10 Wineries or breweries 8%

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

ﬁ%ﬁ
===

AUCKLAND
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Improvement
North Auckland

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

= However, the top themes to improve the
visitor experience in North Auckland were:
o Reduce traffic.
More and cheaper parking.
Reduce costs.
Better roads.

Better links/public transport to the
city.

Better wayfinding/road signage.
More shops.
Friendlier people.

o O O O

aucklandunlimited.com
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East Auckland

O

Attractions &
Activities

Areas & Attractions Visited

Average Satisfaction =X
Filter results by: with Attractions and Activities Done
of visitors to the Auckland region Activities e
visited or thought they visited (out of 10)
YEDEC Q42020 East Auckland

YE SEP vy Q3 2020

YE MAR 20 Q1 2021

YE JUN 21 [ Qusom | What, if anything, could have improved your experience of East Auckland?

{Comments from Q2 3631 respondents - DOMESTIC anly) ‘ ,l

@ s 1 Visitor
Experience
| Visitors on holiday Derk &rd

1= TRAFFI C ROADING

=P o s PUBTIC TRANSPORT -

— A IMPROVE SAFETYlMPROVE FACILTIES, CLEANER AREAS
Visitors )

Note: When applying date |
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Top 10 Attractions - YE June 2021 wminited
— East Auckland '||

AUCKLAND

Bucklands Beach
Eastern Beach
Half Moon Bay

Beachlands = |n year three of 2020, 35% of domestic visitors to Auckland visited East Auckland (up from 33% last
Coastal Walkway year). The average satisfaction with East Auckland’s activities and attractions was 8.2 out of 10

Omana Regional Park (down from 8.3 out of 10 on last year).
] Maraetai beach

Pohutukawa Coast Trail

: " Duder Regional Park = The top three attractions in East Auckland were Sylvia Park (27%), Bucklands Beach (16%) and
{Ayrlies — Howick (15%). In comparison to the year-ending March 2020, this year Coastal Walkway (9%) and
Tawhitokino Clevedon Village Farmers Market (9%) were among the top 10 attractions for domestic visitors who

O Whitford W ¢ : §§§k‘°"5' visited East Auckland, while last year visitors visited Maraetai Beach (9%), and Whitford (9%).

ClevedonCy . 9

S : 0/ . Rank Attraction %

. Waharau Regional Park o .
V 1 Sylvia Park 27%
2 Bucklands Beach 16%

- Share of domestic visitors in

Ranges Auckland 3 Howick 15%
South +2% 4 Half Moon Bay 14%
9 5 Clevedon 11%
/ 10 6 Eastern Beach 11%
[ ] 7 Beachlands 9%
.‘ 8 Coastal Walkway 9%
Satisfaction with w , L . 0
Aueklandunlimited com Activities & Attractions 3 o, 9 Howick Historical Village 9%
n =603 -0.1 '&,-5.. 10 Clevedon Village Farmers Market 9%

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

Top 10 Activities # Activity %
East Auckland @ 1 Shooning 28%

Of the domestic visitors that visited East T@" 2 Restaurant or café 26%
Auckland in the year to June 2021, the most
popular activities were shopping (28%)
followed by visiting; a restaurant or café & 3 Went to the beach 19%
(26%), the beach (19%), a market (16%) and
general exploration (15%). ‘:«6» 4 Visited a market 16%
In comparison to the year ending March _ .
2020, last year other water activities (6%) 5 General exploration 15%
featured in the top ten activities for _ _
domestic visitors to East Auckland, while 6 Sightseeing 12%
this year visiting a casino or gambling (6%) _ . o
was ranked in the top ten activities. % v ,\[Na:(il.ng’ ?'kmg,_ climbing, 129%
rekking, tramping
m] 8 Bar, pub or nightclub 12%
9 V|S|teq art.gal.lenes, museums 79
and historic sites
10 Casino or gambling 6%

Note: YE June 2021 findings are based on domestic visitors only and are compared to YE Mar 2020 domestic visitor results. No data collection occurred in Q2 2020.
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g lPgopl
dl\[(‘ k Fiotand
\Jatugl 1 g
Improvement e

East Auckland “Cheaper " Kmidzinig
y Comets r\l e d Botany
i = \,ng)l BUS\ d
= The majority of survey respondents were Well Conimunity Stay Beachlands Evident Road

4 Motorhome Morming

positive about their experience in East Momming 5 uriaue on 1)0“3..@. yBetter

Auckland stating that “Nothing” would have e TL.?:,E ~ 1/
improved their visit, v o &\

Need

Love=
Rich="

o\ T Mg —
Tnique Gap
Ewnident
! '9 .0 @ ~Keep
3 Yool

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

o Reduce traffic.
o More and cheaper parking.

o Better roads (e.g., between Botany
and Beachlands).

Better public transport.

O : Wor

o Better wayfinding/ road signage. ‘”EChrOnlc

o Reduce costs.
o Clean up area. Well ., ,'I“JZ“W Eiv
O

Wialks 1 YY) M Lack
More nature walks. Look § | 11 1) &=

aucklandunlimited.com
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Attractions &
Activities

Filter results by

YESIPw Q32020
YEDEC Q4 2020
YE MAR 20 Qi 2021

| YEJUN 21

Visitors on holiday

Visit friends & family

International
Visitors

Note: When applying date filters please

Attractions & Activities Ondand <&

South Auckland

An Auckland Council Organisation

8.2

Average Satisfaction

8 O
‘ I /0 with Attractions and

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

} Areas & Attractions Visited

‘ Activities Done

Break down of Maori Cultural Activity
or Experiences done

What, if :nythlng, could have Improved your experience of South Auckland?

{Caommunts from G2 2031 respondents - DOSIESTIC only) " ,l

e e Visitor
Experience
more Time to warkier gnd oo

KING WAYFINDING

PUBLIC TRANSPORT MORE ATTRACTIONS & STORES
100 maNy PEOPLEVALUE FOR MONEY

IMPROVE SAFETY

ROADING & GENERAL INFRASTRUCTURE
CLEANER & MORE VIBRANT AREAS

ye aware that data from intemational visitors is available unt ' 20 only. No data collection occurred In Q2 2020. From Q3 2020 onwards data is from domestic visitors only

Unlimited % AUCKLAND
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Top 10 Attractions - YE June 2021 iR

Auckland ﬁg

AUCKLAND

I South Auckland '||

Central
\ Mangere ‘Mutukacroa/Hamlin's

Mountain

West

Villa Maria Winery
Otuataua Stonefields @il

Historic Reserve

Butterfly Creek Auckland

Auckland . _ Botanic
Airport Rainbows Gardens

Manukau Heads

Lighthouse East

Awhitu
Peninsula

Karioitahi 4

aucklandunlimited.com

n =813

= |n the year to June 2021, almost half of all domestic visitors (48%) to Auckland visited South Auckland

(down from 53% last year). The average satisfaction with South Auckland’s activities and attractions
was 8.2 out of 10 (up from 8.0 last year).

= The top three attractions in South Auckland were the Auckland Airport (34%, down from 40%),

Manukau (24%) and Rainbows End (19%). Last year iSite at Auckland Airport (8%) featured in the top
ten attractions in South Auckland, while this year Totara Park (8%) was ranked the tenth most popular
activity.

9 0 . Rank Attraction %
48 A) V Auckland Airport 34%

1
2 Manukau 24%
Share of domestic visitors in 3 Rainbows End 19%
Auckland
-5% 4 Pukekohe/Bombay 15%
9 5 Botanic Gardens 12%
/ 10 6 Mangere 11%
H 7 Otara Market 10%
* @ 8 Butterfly Creek 11%
Satisfaction with b 9 Otara 11%
Activities & Attractions ' =
+0.2 % 10 Totara Park 8%

Note: YE June 2021 findings are based on domestic visitors only and are compared to YE Mar 2020 domestic visitor results. No data collection occurred in Q2 2020.
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Top 10 Activities DOMESTIC
South Auckland # Activity %

1@t 1 Restaurant or café 29%
Of the domestic visitors that visited South
Auckland in the year to June 2021, the most ﬂ 2 Shopping 27%
popular activity was to visit a restaurant or -
cafe (29%), foI_Iowed by s_hpppmg (27%), 3 General exploration 17%
general exploration (17%), visiting a market
14%) and sightseeing (13%).
gt = B (£5%) ‘\,(‘» 4 Visited a market 14%
Results this year were similar to the year ¢
ending March 2020. 5 Sightseeing 13%
‘_ 6 Went to the beach 12%
L .
m] 7 Bar, pub or nightclub 11%
° Walking, hiking, climbing, o
'ﬁ 8 trekking, tramping 10%

Art galleries, museums and

[0)
historic sites &4

10 Event, concert or festival 7%

Note: YE June 2021 findings are based on domestic visitors only and are compared to YE Mar 2020 domestic visitor results. No data collection occurred in Q2 2020.
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Improvement
South Auckland

= Many of the survey respondents were
positive about their experience in South
Auckland stating that “Nothing” would have
improved their visit to the region.

= However, the top themes to improve the
visitor experience in South Auckland were:
o Reduce traffic.

o More parking (e.g. Mangere Bridge
shops).

Better public transport (to the city).

Complete roads and general
Infrastructure.

Clean up area.
Better wayfinding/ road signage.
Reduce costs.

o O O

o Better quality markets.

aucklandunlimited.com
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] ] Eg B A kl dﬁg
Attractions & Activities Uﬁfmﬁgdi A
West Auckland

Attractions &

Activities 8 3
u Areas & Attractions Visited
0/0 Average Satisfaction
Activities Done

Filter results by: with Attractions and

of visitors to the Auckland region Activities ""‘“""“"":"m
visited or thought they visited (out of 10)

[ vEpEC s | Qq 2020 \ West Auckland

YE MAR 20 Q1 2021 ‘

YESEP v Q3 2020

| YEJUN 21 [T Qasem |

T - o 'L
@ REASON FOR VISIT t Visitor

; : Experience
Visitors on holiday
“More community Pofice in certain

Visit friends & family oress

1 - “More signol for phome™

Domestic » “Hetter pubilic transport links with
Visitors / the Wa'takere ranges

> . —
International ’ ) " . A . adr .
Vi - “Didn't renlise you could s1AT buy @ rail tiet, Nest time we came 10 Aucklond we wilf scay in NIMCA pack & buy @ rod
.
SRors ’ - ticket to Britomart 50 we con buy our Cold travel pess nowr that we cant use ¢ goid card. You make It so hard 1o get aroand
I Auckland. ™

Note: When applying date filters please be aware that data from international visitors is avallable until Q1 2020 only. No data collection occurred (n Q2 2020. From Q3 2020 onwards data is from domestic visitors only




Top 10 Attractions

Kaipara Coast Plant Centre
& Sculpture Gardens

ParakaiHotpools =~

West
Waimaukuc AL 3
Muriwai beach Horse Treks Auckland Hobsonvilleo l
Muriwai beach (Gannet Colony)
Bethells beach 2 \
: Waitakere
Piha beach & Ranges (L
Titirangi
Karekare beachQ Arataki

Visitor
Centre

n =655

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

Auckland
Unlimited ﬁ

An Auckland Council Organisation

AUCKLAND

In the year to June 2021, 38% of domestic visitors to Auckland visited West Auckland (up from 37% last
year). The average satisfaction with West Auckland’s activities and attractions was 8.3 out of 10 (no

change on year-end March 2020).

The most popular attraction in West Auckland for domestic visitors was Piha Beach (19%), followed by
the Hobsonville (13%) and Titirangi (13%). In comparison to last year, this year Hobsonville Point
Farmer's Market (9%) was included in the top ten attractions for domestic visitors to West Auckland,
while last year Parakai Hot pools (9%) featured in the top ten attractions.

'38%

Share of domestic visitors in
Auckland
+1%

'§.3 /10

Satisfaction with
Activities & Attractions
No change

Rank

o1 A WO N PP

O 00 N O

Attraction
Piha Beach
Hobsonville
Titirangi
Kumeu

Waitakere Ranges

Bethells beach

Kumeu Farmer’s Market
Avondale Sunday Markets
Muriwai Beach (Gannet Colony)

Hobsonville Point Farmer’s Market

%
19%
14%
13%
13%

12%

12%
12%
11%
10%

9%
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Top 10 Activities
West Auckland

= Of the domestic visitors that visited West
Auckland in the year to June 2021, the most
popular activities were visiting a restaurant
or café (27%), followed by going to the
beach (25%), shopping (20%), general
exploration (16%) and visiting a market

(16%).

In comparison to the year ending March
2020, other water activities (8%) featured in
the top ten activities for domestic visitors
visiting West Auckland, while this year
domestic visitors visited wineries or
breweries (8%).

1@

=N

Auckland
Unlimited

An Auckland Council Organisation

DOMESTIC

# Activity %

1 Restaurant of café 27%
2 Went to the beach 25%
3 Shopping 20%
4 General exploration 16%
5 Visited a market 16%
6 Sightseeing 14%
7 Walkl.ng, hlklng,. climbing, 11%

trekking, tramping

8 Bar, pub or nightclub 11%
9 Wineries or breweries 8%
10 Art galleries, museums, historic 9,

sites

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

ﬁ%ﬁ
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AUCKLAND
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Pl

Changé_

t]¢ Peaple
SIghA e e S o S
Improvement nilfe eCoEenRy, - allie:
-l._!rjiqu\z L r- : Infrastructum Famly y
west Auckland ublic Cheaper oo, n. Encapsuluting .b{,‘ :f~l» . Tes
".“""' - H]O._xd:_‘]
= The majority of survey respondents were
positive about their experience in West | Goldz
Auckland stating that “Nothing” would have Rail
. . . . wed (O E B i
improved their visit. srAIazing Pllbll(
* However, the top themes to improve the = Traffic
visitor experience in West Auckland were:
. . mpl ()\ (%
o Reduce traffic congestion. vass ) - pustatacs
. 4 YEase
o Upgrade roads and infrastructure - Hard
(e.g., nghway 16). Ph::x:\v Ill(fh\\f]\
. Pus A
More parking around beaches. e “Al][(:kl nd &5
Better public transport (to Waitakere -preal, ickian BeaCh e
ranges). (\c
Reduce COStS e l Nrmnr:”
Better Wi-Fi. Rai
Bést

More police presence as felt unsafe.

\Ik\

Use
aucklandunlimited.com



Attractions & Activities
Hauraki Gulf & Islands

Auckland
Ugﬁmﬁgd ﬁ A‘

AUCKLAND
An Auckland Council Organisation

O

Attractions &
Activities

Filter results by

YE SEP vy Q3 2020

22 %

of visitors to the Auckland region
visited or thought they visited

8.4

Average Satisfaction
with Attractions and

Activities
(out of 10)

Areas & Attractions Visited

Dark Sky reason to visit Great
Barrier Iskand

Activities Done

Break cown of Maorl Cultural Activity
or Experiences done

YEDEC v Q4 2020

the Hauraki Gulf & Islands

YE MAR 20 Qi 2021

| YE JUN 21 [ What, if anything, could have improved your experience of the Hauraki Gulf & Islands?

[Commants fraom Q2 2021 respondants - DOMESTIC enly) l‘ ,'
@ Visitor

Experience
Visitors on holiday

Visit friends & family

4

\
Domestic '

Visitors /

»
International W
Visitors ’ -

Note: Whert applying date fiters please be aware that data fro 3 iy avandable Untl Q1 1020 only. No duta collection occurred it (32 2020, From Q3 2020 onwards data Is from domestic visitors only
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e 7

Top 10 Attractions . nlimited
Hauraki Gulf & Islands

= |n the year to June 2021, 22% of domestic visitors to Auckland visited the Hauraki Gulf and Islands (up
from 20% last year). The average satisfaction with activities and attractions in this region was 8.4 out of
10 (down from 8.6 last year).

AUCKLAND

Tiritiri ) Great
‘,";‘Iaatﬁggi A3 Ej;:ﬁr »  Waiheke Island was the most visited attraction (26%), followed by Waiheke Museum and Historical Village
’ (12%) and Great Barrier Island (12%). In the same period last year, Kaitoke Hot Springs (Great Barrier
Island) (8%) featured in domestic visitors’ top ten attractions of this region, while this year Toi Gallery
(Waiheke Island) was among the most popular attractions to visit.

aK 9 Rank Attraction %

awau .
send Hauraki Gulf (y . 1 Waiheke Island 26%
R Islands 0 V 2 Waiheke Museum and Historical Village 12%
Whakanewha (Rocky) 3 Great Barrier Island 12%

Regional Park . . s .
Waiheke Community Share of domestic visitors in 4 Oneroa Bay (Waiheke Island) 11%
Motuihe Art Gallery/ Toi Gallery Auckland
Island 0
Motutapu Oneroa Bay +2% 5 Other Waiheke Island bays and beaches 11%
Island The Red Shed's Art Collective
Rangitoto
\ Island Stony Batter 9 6 Onetangi Bay (Waiheke Island) 11%
0 Historic Reserve
: - 1 ‘;Vﬂg?';ﬁcrg'lu\?“el:ge 4 / 10 7 Waiheke (Island) Community Art Gallery 10%
! {
Auckland FRotoroa . | 8 Rangitoto Island 10%
\ Central/ : East - Island
aucklandunlimited.com Satisfaction with * /.\ * 9 Rotoroa Island 9%
Activities & Attractions * * *

n =369 0.2 i 10 Toi Gallery (Waiheke Island) 9%

Note: YE June 2021 findings are based on domestic visitors only and are compared to YE Mar 2020 domestic visitor results. No data collection occurred in Q2 2020.
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Top 10 Activities
Haurakl Gulf & Islands

Of the domestic visitors that visited the
Hauraki Gul and Islands in the year to June
2021, the most popular activities were
visiting the beach (28%), a restaurant or
café (26%), shopping (18%), walking, hiking,

climbing, trekking and tramping (18%), and
sightseeing (17%).

In comparison to the year ending March
2020, this year visiting a market (14%)
featured in domestic Vvisitors’ top ten
activities to do in the Hauraki Gulf and
Islands, while last year cruising, boating or
sailing (12%) was among the top ten
activities in this area.

Auckland
Unlimited

An Auckland Council Organisation

DOMESTIC

# Activity %

1 Went to the beach 28%
2 Restaurant or café 26%
3 Shopping 18%
o Vamngnungemine g
5 Sightseeing 17%
6 General exploration 17%
7 Visited a market 14%
8 Bar, pub or nightclub 14%
9 Wineries or breweries 12%
10 Art galleries, museums, historic 39,

sites

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

ﬁ%ﬁ
===

AUCKLAND
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Improvement
Hauraki Gulf & Islands

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

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

o Cheaper ferry.
o Clean up rubbish in beach areas.

o More marine reserves (then there
would be more fish).

More fishing.
More engaging activities.
Reduce costs.

aucklandunlimited.com
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Agreement scales Aspect YE Mar 2020 YE Jun 2021 % change

In the year to June 2021, domestic

Auckland cares about the

visitors’ perceptions of Auckland were . 5.8 5.8 -
similar to domestic visitors who visited environment
Auckland in the year ending March 2020
- pre Covid-19.
) It is easy to experience Maori 5.8 58 B
This year domestic visitors felt strongest ) culture in the Auckland region ' )
about their feeling of safety in Auckland =
(6.2) and the friendliness of the local
people in Auckland (6.1), while the | feel safe while in the Auckland
notion that Auckland cares about the region 6.1 6.2 +0.1
environment and ease to experience
Maori culture in Auckland received the
lowest agreement (5.8, the same as last .
year) - although still above average. Local people in the Auckland 6.0 0.1 +0.1

region are friendly

0= Strongly disagree. 10= Strongly agree.
YE 2020 Domestic: n= 1,666
YE 2021 Domestic: n= 1,707

Note: YE June 2021 findings are based on domestic visitors only and are compared to YE Mar 2020 domestic visitor results. No data collection occurred in Q2 2020.
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sat|Sfact|on ltem YE Mar2020 YEJun2021 % change

In general, this year domestic visitors were Availability of clean toilets 6.2 6.3 +0.1
slightly more satisfied with almost all .
aspects of their visitor experience in I]]] Availability of rubbish bins 6.7 6.8 +0.1
Auckland than those who visited in the year
el 2O O ot E Availability of recycling bins 6.1 6.2 +0.1
In the year to June 2021, the total
satisfaction with domestic visitors’ overall 2 Availability of Wi-Fi in public areas 6.7 6.8 +0.1
visitor experience in Auckland was 7.4 out of 7
10 (up 0.1 on last year).

Cleanliness and presentation of city/region 6.5 6.5 -

Overall, domestic visitors were most
satisfied with their overall experience in
Auckland (7.4), followed by the level of == o : 7.0 7.1 +0.1

Availability of information about things to

see and do while in the region
customer service they received (7.1) and the &

availability of information about things to

see and do while in Auckland (7.1). The level of customer service experienced 6.9 7.1 +0.2
Visitors were least satisfied with the 0 _ _ _
availability of recycling bins (6.2) and clean "é Overall experience in the Auckland region 7.3 7.4 +0.1
toilets (6.3) in Auckland.

YE 2020 Domestic: n= 408 0= Not at all satisfied. 10= Extremely satisfied.

YE 2021 Domestic: n= 1,707

Note: YE June 2021 findings are based on domestic visitors only and are compared to YE Mar 2020 domestic visitor results. No data collection occurred in Q2 2020.
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What is the main reason you gave your overall experience this rating?

Asked if overall experience in the Auckland region was six or below
(Comments from Q2 2021 respondents - DOMESTIC only)

DIRTY SPACES

&R
TRAFFIC CONGES
VICE &

100 MANY PEOPLEBAD SER
ROADING &

00R PUBLIC TOILET ACCE

PARKING

POOR PUBLIC TRANSPORT

“Auckland city is very congested and a lot of rubbish
lying around. Toilets at the Manukau cemetery were

disgusting”

“The parking isn’t great, people aren’t overly
friendly and the people on the road aren’t friendly
either”

"The place looks tired and a bit grubby with graffiti

often in view. Compared to the fantastic customer

service | received in Sydney, which is where | went

to from Auckland, we have so much to learn about
how to treat people.”

“Lots of road works around at the moment. | would
not drive around Auckland as its to busy and would

be hard to find my way around.”

“I think there are many areas around Auckland in
general that can be improved, such as access to
clean toilets and general cleanliness of footpaths,
and street lighting needs to be better. It will be
great to have more free Wi-Fi areas.”

“So frustrating to travel around Auckland takes
hours to get anywhere with the traffic congestion
and shops are so many people not enough room”

“Travel and parking for a motorhome. We
would love to stay longer and this stops us.
Used to be able to pay and stay at the viaduct
but found we couldn’t on our last trip. This
caused us to rethink the time we spent or
looked around her. Probably won’t consider
this a holiday place for some time now”

“Need more green areas” ‘*



Net Promoter Score

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

For domestic visitors in YE June 2021, NPS was
recorded at +7, up +6 on last year. Promoters (33%)
were up (+5), and detractors (26%) were down (-1).

Visitor groups most likely to recommend Auckland
as a destination include females, aged 30-44 years,
from Canterbury, Bay of Plenty, and Otago, who
included Northland or Hamilton/Waikato in their
trip. Also, those who stayed at least one night in the
Hauraki Gulf & Islands (+26), or West Auckland
(+18) had a higher NPS.

Domestic visitors travelling to Auckland for the first
time were more satisfied with their overall
experience (7.9/10) and had a higher NPS (+25),
compared to domestic visitors who had visited
Auckland before (7.3/10 and +5 NPS).

South Island residents had a slightly higher NPS
(+12) than North Island residents (+4).

PROMOTERS

33%

YE June 2021

+5

Compared to
YE Mar 2020

DETRACTORS

26"

YE June 2021

-1

Compared to
YE Mar 2020

Auckland
Unlimited i%

AUCKLAND
An Auckland Council Organisation

TOTAL

7

YE June 2021

+6

Compared to
YE Mar 2020

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

Sample detalls

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

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

Just under half of the sample (48%) were
aged 18-39 years, with 52% aged 40+
years.

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

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

s

YE Mar 2020 DOMESTIC
# Region of Residence %
1 We!llngton (& 19%
Wairarapa)
2 Canterbury 18%
3 Waikato 15%
4 Bay of Plenty 12%
5 Manawatu/Whanganui 8%
6 Otago 7%
7 Northland 6%
8 Hawke’s Bay 5%
9 Taranaki 3%
10 Nelson 2%
n=1,666

Note: YE June 2021 findings are based on domestic visitors only and are compared to YE Mar 2020 domestic visitor results.

Auckland £
YE June 2021 DOMESTIC
# Region of Residence %
1 Canterbury 19%
5 We!lmgton (& 179%
Wairarapa)

3 Waikato 17%
4 Bay of Plenty 12%
5 Manawatu/Whanganui 8%
6 Northland 7%
7 Otago 5%
8 Hawke’s Bay 4%
9 Taranaki 3%
10 Nelson 2%

n=1,707
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