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Introduction

Background

This report outlines results of the Regional Visitor Monitor (RVM) undertaken in Wellington since the
programme commenced in November 2005.

The RVM was developed as a joint venture between the Ministry of Tourism, Tourism New Zealand and six
of New Zealand’s largest Regional Tourism Organisations (Tourism Auckland, Tourism Rotorua, Positively
Wellington Tourism, Christchurch & Canterbury Tourism, Destination Queenstown and Tourism Dunedin).

Using a standardized survey methodology, the RVM gathers information concerning visitor motivations and
expectations, travel planning and patterns of visitor activity, visitor satisfaction, and visitor expenditure — all at
aregional level.

Results of the RVM are used by Positively Wellington Tourism to guide decision-making and to track
changes in the Wellington region over time. This enables the RTO and its local tourism partners to monitor
trends in performance and to identify and address critical destination management and destination marketing
issues as they arise.

The RVM also assists the Ministry of Tourism and Tourism New Zealand to better understand the
motivations and the experiences of international and domestic visitors at a regional level, adding depth to
national-level research.

Research Methodology

The RVM is designed to provide quarterly or seasonal ‘snapshots’, with fieldwork ongoing throughout the
year. A target of 300 interviews is completed in each participating region in each quarter of the year,
aggregating to a total of 1200 interviews per region per year.

Respondents for the RVM are recruited at designated field sites within each region, on 12 randomly selected
days each quarter of the year (typically four days per month). Survey sites are selected in consultation with
each RTO and generally a combination of sites is used to ensure a good cross-section of visitors to the
region is involved. In Wellington, sites have included Te Papa, Wellington Airport, Wellington i-SITE,
Westpac Stadium, the Interislander and associated ferry terminal.

At each site and on each field day, standard random sampling procedures are used (for example, selecting
every nth person who passes a given point, selecting a person in a group who last had a birthday) to
maximise the representativeness of the RVM sample.

To qualify to take part in the survey, respondents must: -

be at least 15 years of age;

live outside of the region in which they were interviewed; and

have stayed in that region for at least one night at the time of participating in the survey.
Quotas are set to ensure the sample includes an equal number of males and females, and an equal humber
of domestic and international visitors. The data is re-weighted at the analysis stage to reflect actual visitor
proportions as measured via the International Visitor Survey (IVS) and Domestic Travel Survey (DTS).
Respondents participate in the RVM via a questionnaire loaded on laptop computers (currently available in
English and Japanese language versions). At the end of each survey day, data is transmitted electronically

to a central server where it is held securely for aggregation and analysis at the end of the quarter.

A total of 2,304 visitors to the Wellington region have participated in the RVM to date.
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Executive Summary

Using rolling-year analysis it is apparent that, over time, visitors to Wellington have become less likely
to participate in a number of the region’s iconic activities, such as riding the cable car, attending art
galleries, museums, concerts, the theatre or performing arts events.

There is also a gradual downward drift in Wellington’s ratings on a number of key attributes, with
Wellington now sitting at or below national benchmarks on a range of criteria. Similarly, overall ratings
of visitor satisfaction appear to be moving slowly downward over time.

Importantly, in terms of domestic holiday makers’ satisfaction (described further in the Quarterly
Focus on page 6), Wellington is being ‘out-performed’ by other RVM regions in areas that could be
considered core strengths; including the region’s food and wine, cityscape and authentic culture.

The proportion of visitors inspired to visit Wellington by an event has declined from 28% for the year
ending September 2006 to 17% for the year to September 2007. This is being met with an increase in
the importance of other inspirations, although it is not clear if this is a sign of the maturation of
Wellington as a destination or of a changing visitor profile — or simply that without a clear rationale
(such as an event) visitors are nominating other inspirations as important. As Wellington’s success in
attracting domestic holiday visitors to the region has been built to some degree on the draw of events
(34% of domestic holiday visitors to date have cited events as an inspiration for their visit to
Wellington) developments in this area are worthy of attention.

In other respects, visitors’ expectations are relatively stable except for steady growth in expectations of
a clean and pure environment — where Wellington is staying in touch with similar growth taking place
across all RVM regions. However, Wellington’s vibrant urban atmosphere remains its key point of
difference in terms of visitors’ expectations for the moment.

Most visitors decide to visit Wellington before they leave home. Holiday, VFR and business remain the
main reasons for visits to Wellington. Wellington continues to attract more repeat visitors (both
international and domestic) than other regions — although many more repeat domestic visitors than
international.

While only 7% of international visitors first hear about Wellington on the internet, the overall
importance of the internet as a channel of information is growing. The internet is the most important
source of pre-trip information for visitors to Wellington with nearly half of all visitors employing this
channel to seek some kind of information - one in five visitors uses the RTO web-site
(www.wellingtonnz.com) for this purpose. The internet also continues to gain in popularity for booking
purposes, with strong growth in the proportion of visitors booking activities online. Advice from
family/friends and guidebooks remain significant also.

While more than 90% of international visitors visit Wellington as part of a more extended trip, there are
a growing number of domestic visitors for whom Wellington is the sole destination on their trip. This
growth may result from stimulation of the ‘short-break’ market and the continuing popularity of
domestic air-travel to Wellington. Indeed, air travel remains the most common form of transport to the
capital (44% of all Wellington RVM respondents came to Wellington this way over the last year).

Commercial accommodation has hosted a growing proportion of Wellington’s visitors — at the cost of
private accommodation which is down to 27% (only slightly above the national benchmark).

Visitors to Wellington spend more and (intend to) stay longer than in other RVM regions — both of

these findings are likely to result from the high proportion of business travellers to the region although
the expenditure patterns of different market segments will be confirmed as the RVM continues.
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