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Fiji Tourism Data Insights Dashboard: Identifying Fiji’'s Competitive Advantage
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Shared ‘ . . . Welcome to your Destination Insights Centre.

Please select from the insights categories below or navigate to the pages using the left navigation bar.

— A‘A‘-‘- PN
Fiji.Trave ‘
» FACEBOOK FIJL.TRAVEL MOBILE PRODUCT RATING POST COVID
Rating & Review -7 INSIGHTS & REVIEW TRAVEL SURVEY
Travel Surve: > . A w
[
Mobile Insights >

SELF-PACED TRAINING POWERPOINT PLUG-IN

| Learn at your own pace, from the comfort of your office, home, or Present the information you love in a customized and company-
A\NAGE DASHBOARDS wherever! | branded sort of way with the PowerPoint plug-in.
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VAKINN QUALITY & ENVIRONMENTAL CERTIFICATION

» VAKINN Quality & Environmental System Looking for quality experiences?

Supporting * The Tourist Site Protection Fund
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Information for Tourism Operators For the latest industry information and advice on Coronavirus (COVID-19), includi
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sector over the past decade

Quality Assurance WS > Visitengland Quality Schemes

The 2000s saw Singapore’s tourism sector overcoming SARS in 2003 and
weathering the Global Financial Crisis of 2008 to 2009. The decade also
witnessed the introduction of major tourism projects like the two Integrated Vou are here: Home > Get quality assured Print Page & COVID-19 GUIDANCE
Resorts and the hosting of the Formula One Singapore Grand Prix. These lent
fresh impetus to visitor arrivals and spending, and were accompanied by a
surge in lifestyle offerings in dining, entertainment, retail and hospitality.

Jump to relevant section
Get quality assured

Trade Portal 1 this section

T + Traffic Act The National Quality Assurance Framework (NQAF) aims to provide consumers with easily identifiable symbols and
ourist Traffic Act QB
standards of service that they can trust. Working with you, we will ensure that those standards meet consumer
e o s Yo et s B Sorort N Pt el Where to stay + Add to your Favourites
Hotels

Travel to and around England

The transformation of the tourism landscape brought with it record growth in
tourism performance. In the ten-year period from 2002 to 2012, Singapore’s
tourism receipts grew at a compounded annual growth rate of 10 per cent
and visitor arrivals at 6.6 per cent.

Get quality assured - find all the information you need to apply for, or maintain approval for your business, as well as

Guesthouses additional documents and useful links relevant to your sector. Access for All + V' H
isitEngland Quality Schemes

Hostels Practical information and advice
B&Bs & historic houses VisitEngland Quality Schemes
[ Hh-catesi | Féilte Ireland Trade Portal Quality Assurance COVID-19 Travel Advice
Self-catering VisitEngland offers a range of quality schemes for tourism businesses in England, all of which are managed by VisitEngland Assessment Services. We have a team of

G t rt

v R G PRI reen transpo over 50 trained quality assessors who visit our quality scheme participants, assess the quality of their business and award star ratings and accreditation.
Green accreditation schemes

with strict criteria for each of our quality schemes, the VisitEngland assessors check the services and facilities offered to determine the most appropriate level of

accreditation. Each year, every aspect of the business is thoroughly inspected from the efficiency of the booking process to the level of service provided.

Holiday camps
Welcome Standard

Transfer of ownership

Accommodation quality schemes

The Trade Portal is Filte Irelands online self-service Whether you operate a hotel, guest house, hostel or
portal. Accommodation providers can use this facility other business, find out about the benefits of Filte
Register of to apply for and renew their registration. Ireland quality assurance and how to become

accommodation 2022 approved.
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" Read quality nce [pdf, 81kb]

Statutory Accommodation
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Q6. REAL DEMAND: How likely is it that you will take an international holiday/vacation in 20227

1 - Very unlikely n=293

(13.8%)
5 n =260
(12.3%)
. n =702
_________ (33.1%)
_————— n =409 e = -
- 4 (19.3%) -~
N 5 - Very likely =456 -

—_—— (21.5%)



Q9. MOTIVATORS: Which of the following priorities will be most important to you when

choosing a potential holiday/vacation in Fiji 20227

To rest, relax and recuperate
Tospend quality time with my family/partne...

To enjoy the s€a ard thre beach = 445 (9%
To visit friends or relatives who live in other ... n =440 (7.8%)
To experience different cultures and ways o... n =380 (6.7%)
To see natural wonders and important natu... n =374 (6.6%)

To visit historical sites and important places ... n =353 (6.2%)

To experience adventure and excitement n =303 (5.4%)
To experience the good life with fine food a... n =286 (5.1%)
To be someplace that feels familiar and safe n=227(4.0%)

n=219(3.9%)
n =197 (3.5%)

To spend time with a group of good friends
To experience city life (e.g. nightlife, shoppin...

To escape winter weather n=191(3.4%)
To experience unspoiled nature n=186(3.3%)

To visit a popular, fashionable place n =139 (2.5%)

To have a sustainable holiday/vacation that i... n=134(2.4%)

To participate in a hobby or sport (e.g. golf, f... n=118 (2.1%)
For spiritual or religious experiences n=109(1.9%)

To participate in a hands-on learning experi... n =195 (1.7%)

To combine a holiday/vacation with my wor... n=94(1.7%)

To volunteer/give back to the local communi... n=65(1.1%)

n =586 (10.4%)

=717 (12.7%)



Fiji’s travellers are largely from Australia and the US — December 2021 to March 2022
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s travellers are largely from NSW and California — December 2021 to March 2022

Website Traffic - United States

M Less than 50K [ 50K - 100K
W 500K - 1M Wim+

Website Traffic - Top US States

4+ Region

California
Texas
Washington
New York
Florida
1llinois
Oregon
Colorado
Georgia
Virginia

R

W 100K - 250K

4+ Sessions

170,748

45,575
32,279
29,767
29,249
17,142
15,119
14,962
14,515
13,486

o
New York

shington, D.C.

250K - 500K

+ Pageviews / Session
1.88
1.63
1.04
1.56
1.68
1.81
1.96
2.06
1.75

'@

Website Traffic - Australia

Brisbane, Australia

Adelaide, Australia »Sydney, Australia
-

v

e, Australia

'Hnbar‘_ Tazmania

W 100K - 250K

~

M Less than 50K Il 50K - 100K
W 500K - 1M Wm+

250K - 500K

Website Traffic - Australian States & Territories

Sessions + Pageviews / Session

% States & Territories —

New South Wales 327,521 2.02
Victoria 172,909 2.05
Queensland 105,037 1.82
South Australia 18.815 213
Australian Capital Territory 12,654 216
Western Australia 12,017 203
Tasmania 3,868 218
Northern Territory 772 2.16
Jervis Bay Territory 2 1.00

(7]



Q18. Which of the following sources are usually most important in inspiring you?

Travel bloggers
Lifestyle bloggers
Travel magazine
Travel guidebooks

Media Influencers

Print ]
Travel sections, new...

Friends

Referrals and o “Travel a_genETOFD...
Reccomendations Influencers | follow
YouTube

Facebook

Instagram

TikTok

Snapchat

Twitter

Social Media

Pinterest

Reddit

Television Travel shows
Speciality Channels/...
Trip Advisor

Trade Show
Hotel/Resort Websites
Destination Websites
Airline Websites

Government Website

Travel Review Sites
Travel Trade Show

Websites

Travel magazine we...

eMews|etter eMews|etters

n =276 (2.3%)

n =324 (2.7%)

n =209 (1.7%)

n =294 (2.5%)
n =204 (1.7%)

n =203 (1.7%)

n =200 (1.7%)

n =106 (0.9%)

n =481 (4.0%)

n =559 (4.7%)
n =527 (4.4%)

n =498 (4.2%)

nTEosBo%y — T T & & &

n=725(6.1%)
n =697 (5.8%)

n =816 (6.8%)
n =328 (2.7%)

_n=142{1.2%}

n =229 (1.9%)
n =80 (0.7%)

n =529 (4.4%)

n =550 (4.6%)
n = 544 (4.5%)

n =826 (6.9%)
n =790 (6.6%)

n=1,102 (9.2%)
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Q19. For planning your detailed itinerary for an international holiday, which of the following would you tend
to use?

Attractions Attractions | - 57 .1%)

Google Search Google Search n =653 (5.7%)
Maobile Apps Travel Apps n=210(1.8%)

= B il =14 |0 [ I n=714163%) __ _
- Booking.com n =688 (6.1%) - —
- -~
- Trivago n=531(4.7%)
Online Travel Sites Priceline n =376 (3.3%)
~ Travelocity n =342 (3.0%)
—y
=~ o~ Hotwire n=251(2.2%) =
il TS B N
= Jﬂl’.ﬁl( . _n—193[1.?'%} e e e e — = —— —— = =
Travel guidebooks n =592 (5.2%)
Travel magazine n =443 (3.9%)
Print
Travel sections, new... n=294(2.6%)
Other magazine (life... n=115(1.0%)
Friends n =889 (7.8%)
Referrals & Travel agents/Tour o... n =630 (5.5%)
Reccomendations Influencers | follow n=212(1.9%)
Groupon n=315(2.8%)
Travel Deal Sites
Lastminute.com n=177(1.6%)
Travel Review Sites Trip Advisor n =430 (3.8%)
Hotel/Resort Websites n =852 (7.5%)
Destination Websites n==802(7.1%)
Websites Airline Websites n =589 (5.2%)
Government Website n =539 (4.7%)
Travel magazine we... n =185 (1.6%)




Overall Destination Summary — December 15, 2021 to March 315, 2022

OVERALL DESTINATION SUMMARY

3,844 o . o

Average Sentiment

82.1 L- 170 ; 5 L- 4.92

rience Index (GEI) YO COVID Mentions YO Sanitary Safety Score YO Pandemic Precautions Score



Ratings & Reviews by Source

Eooking com

GZoogle 35.3%
Booking.com 24.3%
TripAdvizor 12:9%

12.5%
Expedia.com 6.2%
Hotels.com £.4%
Facebook 35%
Other 0.6%




Rating Analysis by Review Source

+ Source + Review Count vy Review Count % % Average Rating
Google 1,154 35%
Booking.com 795 24%
TripAdvisor 421 13%
409 13%
Expedia.com 202 6%
Hotels.com 143 4%
Facebook 129 4%
Wotif 8 0%
Agoda 6 0%
Orbitz 4 0% 4.50

Total 3.271 100% 8.30



Reviews and Overall Rating

Rating

10.00 1.25K
8.00 R 1K
6.00 750
4.00 500
2.00 250
0.00 0

Feb 2022 Mar 2022

Dec 2021 Jan 2022

B Reviews O Rating

Reviews



Ratings by Category

8. ?}D Average Rating

10 R
Sw— —————
_-_________——'_

—

2
0
Dec 2021 Jan 2022 Feb 2022 Mar 2022
= Cleanliness Facllities = Food & Beverage = Location = Qverall = Room Service = Value 0
Rating Segment
+ Rating Segment v Review Count + Review Count % + Average Rating
Owverall 2,799 72.8%
Service 319 B.3%
Room 230 6.0%
Location 176 4.6%
Cleanliness 151 3.9%
Facilities 103 2.7%
Value 60 1.6%

Food & Beverage B 0.2%
Total 3.844 100.0% B.O



Ratings by Facility

NAME v Review Count Overall Cleanliness Facilities Food & Beverage Location
Radissen Blu Resort Fiji Denarau Island 513
Sofitel Fiji Resort & Spa 293 S5
Fiji Marriott Resort Momi Bay 276 m
Hilton Fiji Beach Resort & Spa 266
Shangri-La's Fijian Resort And Spa 239 :
Doubletree By Hilton Fiji sonaisali 1sland 178 8.80

Fiji Gateway Hotel 17 8. 8.00
Outrigger Fiji Beach Resort 99 L 10.00

Port Denarau Marina Q0

Warwick Fiji 83 7. ; 7.14
nterContinental Fiji Golf Resort & Spa 81 0z 0.0 0 8.00 8.00 _

Suva Municipal Market 79

Holiday Inn Suva 62 10.00
Tokatoka Resort Hotel 57 . ! I 4.00 m
Grand Pacific Hotel 51 B.39 .00 4 mm
smugglers Cove Beach Resort & Hotel 47 m
Ramada Suites By Wyndham Wailoaloa Beach Fiji 44 . 0.00 ] 600 4,00
First Landing Beach Resort & Villas 43 27 7.00 m
TappooCity Suva 41 m

i Arways . . s —
Tanoa Plaza Hotel | 600 | 700l =00/




Sentiment by Category

?. 20 Average Sentiment Rating

10
L — o —_—
————— — —
6 -
4
2
0
Dec 2021 Jan 2022 Feb 2022 Mar 2022
— Ambilence = Cleanliness Facllities — Food & Beverages  — Location Service —Value o
Sentiment Rating
+ Sentiment Rating y Opinions Count 5 Opinion Count % 5 Average Sentiment
Facilities 4,259 41.2%
Food & Beverages 1.905 18.5%
Service 1.885 18.3%
Cleanliness 822 8.0%
Location 711 6.9%
Value 542 5.29

Total 10.325 100.0% 700
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Sentiment by Category

2

Product Sentiment Rating and Sub-Rating Breakdown

Ambience

Atmosphere
Sound
Decor

Light

9.50

Cleanliness

Housekeeping
Hygiene

Odor
Humidity

1.07

_x

2

Facilities

Shopping 8.75
Restaurant
Sports Facilties
Cabin

Spa

Gym

Bar

Room
Alrconditioning
Bathroom
Checkin

Internet

771
7.50
7.02
6.80
6.75
6.60
6.15
5.38
4.50
4.20

Food & Beverages

Food
Drink
Breakfast

8.50
6.74
6.36

Location

Attraction
Surrounding Area
Transport

7.83
7.19
6.40

Scores & Counts

5.00
4.94
4.92

Sanitary Safety
Covid
Pandemic Precautions

Service

Personnel 8.14
Entertainers
Orders
Reception
Ticket Office
Checkout

6.67
6.25
579
5.00
3.82

Value

Value for money 5.93

Entertainment Value 4.78




Overall Destination Summary — December 1%, 2021 to March 315, 2022

* Digital presence is key

e Keep information current

* Have a defined quality assurance policy

* Have a plan to review and action client feedback

* Monitor your Google, Facebook and Trip Advisor reviews
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