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Executive Summary
❖ The survey, conducted from January – December 2025 , analyzed 3,625 responses out of 16,483 survey

links sent, representing 8 .5% of actual visitors and a 22 % response rate . Among the respondents, 44 %

were first - time visitors, and the average household income was USD 74 ,533 .

❖ Respondents were primarily attracted by Samoa’s warm, sunny weather, its beaches and swimming,

its friendly people, and its culture and history . A substantial 96 % of respondents indicated they would

recommend Samoa to others, and 92 % expressed willingness to return .

❖ The average prepaid spend per respondent was USD 745 , with an estimated 55 % flowing into the local

economy . In -country spending per respondent per trip averaged USD 726 with an average stay of 9 .0

nights .

❖ This contributed to an estimated* economic impact of USD 201 million from January – December

2025 .

❖ Visitors found the environment, cleanliness, climate, local people, activities, attractions, and

entertainment to be the most appealing aspects . However, cleanliness, care for the natural

environment, public services, facilities, infrastructure, and the price of goods and services were the

least appealing aspects . To improve the overall visitor experience, suggestions included customer

service training, addressing the high cost of goods and services, improving environmental

management (rubbish, cleanliness, and nature), and strengthening public services and infrastructure .

Not e: *based on total visitor numbers of 177,276 for the same period



Background

❖ IVS  data  from  January  to  December 2025 is  analysed  to  help  us  understand  the  visitor  experience  and  

gain  insights  into  the Samoan tourism industry .

❖ The  report  includes  key  sections  on  visitor  profiles  and  characteristics,  information  and  decision -making,  

visitor  expenditure and satisfaction .

❖ All  analyses  are  conducted  based  on  the  IVS  respondents

❖ The  estimated  rate  of  prepaid  expenditure  flowing  into  local  economy  is  55 % , however,  this  rate  is  an  

estimate  based  on  data  from  other  Pacific  Island  countries . In  the  future , research  into  visitor  expenditure  

with  tourism  operators  and  related  sectors  in  Samoa  will  be  undertaken  and  this  will  be  used  to  provide  a  

more  accurate  estimate  for  Samoa .

❖ All amounts have been converted to Samoan Tala (WST) and US Dollar (USD) currency using average

rates for the period .



❖ Reproduction of Material - Information contained within this publication, including all figures and

graphical representations, may be used, reproduced, or published without prior approval from SPTO

and STA . However, the information source must be explicitly referenced and acknowledged in all

modes of representation .

❖ Please note that the Pacific Tourism Organisation (SPTO) and the Samoa Tourism Authority (STA) do

not accept liability for any loss or damage incurred as a result of the use of information contained in

this report . Users are advised to exercise their own judgment in the use of any information provided .

Disclaimer



IVS  Respondents  January – December 2025

Total emails sent

3,625 Cleaned responses

Responses covered

Conversion rate

22 %

Adults Children

Of Jan -Dec 2025 actual arrivals

12,427 2,645 8.5 %

16,483

Note: 4,117 responses were received. After data cleaning, 3,625 responses remained.



Samoa International Visitor Survey
Snapshot January – December 2025

44 %
1st  time  visitor

USD 74,533
Avg.  Household Income

28 %
Solo  traveller

49 %
New Zealand

25 %
Australia

9 %
USA

4 %
Oceania

4 %
American 

Samoa

Purpose of Visit

Environment, 
cleanliness & 
climate

36 % Cleanliness 
and natural 
environment 
care

40 %
40 -59 years old

Male Female

38 % 62 %

Economic Impact

Most Appealing Least Appealing Improvement

USD 410
Avg. prepaid spend 
per person per trip

9.0 nights
Average length of stay

USD 726
Avg. local spend 
per person per trip

Regions VisitedCountry of Residence

16% 34 %

46 %
Holiday

23 %
VFR*

8 %
Fa’alavelave *

6 %
Business

4 %
Wedding

USD 1,136
Total Expenditure
per person per trip

96 %
Visitors  are  willing  to  
recommend.

92 %
Visitors  are  willing  to  
return.

61%
Partner / spouse

Most Participated Activities

47 %
Sightseeing

44 %
Local crafts

48 %
Swimming

46 %
Local clothing

Upolu

38 %

93 %

Customer 
service

56 %
Restaurants 
& Bars

48 %
Visiting the 
beach

Savai’i
Manono

Apolima

Note:  *VFR – Visiting friends & relatives. Fa’alavelave – family/cultural commitments



Report  Structure

Visitor  
Profile

Visitor 
Characteristics 
& Preferences

Information & 
Decision Making

Visitor Spend & 
Impact

Visitor 
Satisfaction



58%

28%

4%
1%

5%

1% 2%
0.5%

49%

25%

9%

4% 4% 4%
3%

1%

New Zealand Australia USA American Samoa Oceania Asia Europe Other

Country of R esidence: IVS Respondents vs Actual A rrivals

Actual arrivals

177,276 

IVS respondents

3,625

Jan –Dec 2025

Note: The data presented is unweighted. The sample is not fully representative of actual arrivals — New Zealand, Australia and O ceania are slightly over -
sampled, while the USA, American Samoa, Asia, Europe and Other are under -sampled. To ensure representativeness, weighting was ap plied to adjust for any 
over - or under -sampling by source market. This ensures that the analysis is generalizable to the actual visitor arrival populati on.



Top Source Markets

Aucklan d

49 %

Total

New Zealand
respondents

1,774

Wellington

13%

Canterbury

9 %

Others

22 %

Waikato

7 %

Total

Australian
respondents

909

NSW  

31%

Others

9 %

Queensland  

35 %

Victoria  

25 %



Utah  

22 %

Washington  

6 %

Hawaii  
8 %

Florida  

1%

New York  

4 %

Others

32 %

Total

USA
respondents

330

Top Source Markets (cont’d)

Texas 
7%



Respondent Demographics

Age Education Level

Annual Household Income

Note:  % share of IVS respondents. The average exchange rate to USD and WST for January -December 2025 was applied.

Avg. Household 

Income USD 74,533
WST 201,986

Avg. age group

40 - 49 years
Avg. Age Group

16%
18% 19%

21%
18%

7%

18-29 30-39 40-49 50-59 60-69 70+ 2%

3%

1%

21%

17%

31%

8%

13%

4%

Other

No formal education

Trade Certification

High school certificate

Diploma

Degree

Postgraduate diploma

Masters

PhD

12% 13%
16%

14%
10%

34%

Less than WST50,000 WST50,001 to 100,000 WST100,001 to 150,000 WST150,001 to 200,000 WST200,001 to 250,000 More than WST250,001



Report Structure

Visitor
Profile

Visitor 
Characteristics 
& Preferences

Information & 
Decision Making

Visitor Spend & 
Impact

Visitor 
Satisfaction



46%

23%

8%

6%

4%

3%

3%

3%

3%

1%

1%

1%

1%

0.2%

0.1%

Holiday

VFR

Family fa'alavelave

Business

Wedding

Conference

In transit at airport

Special event - cultural

Other

Special event - sporting

Employed in Samoa

Volunteering

Honeymoon

Studying in Samoa

Embassy / High Commission personnel

Characteristics
Purpose of Visit Previous visits

Q What was the main purpose of your visit?

Note: due to rounding, total does not sum to 100%; VFR – Visiting family & friends.

Share of Respondents

44%

10%

8%

6%

4%

29%

This was my first time

Once

Twice

3 times

4 times

5 or more times

Share of Respondents



84 %

Yes

No

Note: Total valid responses for this question N=3,324 .Note: Other countries visited on the same trip

Q Was Samoa the only country you visited on this trip?Bigger Trip

16%
20%

2%

2%

2%

2%

2%

2%

2%

3%

4%

5%

7%

8%

8%

20%

35%

52%

Other

Tuvalu

China

Thailand

Cook Islands

Japan

Solomon Islands

Tahiti

USA

Hawaii

Singapore

Vanuatu

American…

Tonga

Australia

New Zealand

Fiji



Length of Stay Q How many nights did you spend in Samoa ?

Note: 30 and 30+ days were removed as outliers for the average length of stay analysis i.e., N = 3,403. Total N = 3,625.

Avg Length of Stay

9.0
Nights

Sh
ar

e 
o

f 
R

es
p

o
n

d
en

ts

9%

37%

21%

15%
17%

1 to 3 nights 4 to 7 nights 8 to 10 nights 11 to 14 nights 15 nights and more



Note: Percentage figures are rounded. Total number of respondents is N=3,313. Solo travelers excluded from the mean and median calculation.

Q How many people accompanied you on this trip ?Travel Group Size

3.0

Avg. Travel Group 
Size

5.7

Median Travel 
Group Size

Sh
ar

e 
o

f 
R

es
p

o
n

d
en

ts

28% 27%

12%

9%

5% 5%

14%

Solo traveller 1 companion 2 companions 3 companions 4 companions 5 companions 6 or more



Travel Group Type Q Who were your travelling companions ?

Sh
ar

e 
o

f 
R

es
p

o
n

d
en

ts

61%

51%

13%

5%
1%

4%
1% 0.4%

Partner / spouse Family
member(s)

Friend(s) Work
colleague(s)

Tour group Organised group
(church, school,

sports, etc)

Wedding party Other



Airlines Used F or T ravel Q How did you travel to Samoa ?

58%
Air New Zealand

11%
Qantas

3%3%

8%
Virgin Australia

31%
Fiji Airways



30 and 30+ days as outliers were removed for length of stay analysis. N=2,943.

Islands Visited & Average Length of Stay
Q Which island(s) did you visit ?

Q How many nights did you spend on each island you visited ?

5 

nights38%

Savai’i

3 

nights3%

Manono

8

nights93%

Upolu

4

nights1%

Apolima



Accommodation

Note: Multiple responses, therefore total does not add up to 100%.

Q What type(s) of accommodation did you stay in ?

Sh
ar

e 
o

f 
R

es
p

o
n

d
en

ts

72%

19%

12%
9%

8% 7%
4% 3% 3%

1% 1%

Hotel With friends/
relatives

Private home Fale Airbnb Village
homestay

Holiday home Rented
apartment

Guesthouse Backpacker Other



Accommodation

Note: Multiple responses, therefore total does not add up to 100%. R ating is the average of all the ratings to each stated aspect of the accommodation. 

Q How satisfied were you with the following aspects of your accommodation ?

Level of Service Quality of Facilities Value for Money Health & Safety

Scale: 1=Very D issatisfied to 5=Very S atisfied

4.6

4.3

4.4

4.2

4.1

4.5

4.1

4.3

4.3

4.1

4.3

4.2

4.0

4.5

4.0

4.1

4.3

4.4

4.3

4.1

4.2

4.3

4.0

4.0

4.1

4.0

4.3

4.1

4.0

4.3

3.9

4.1

Village homestay

Fales

Airbnb

Guesthouses / B&B

Backpackers / budget / hostels

Holiday home / homestay

Self-catering / rented accommodation

Hotel / Resort



Report Structure

Visitor
Profile

Visitor 
Characteristics 
& Preferences

Information & 
Decision Making

Visitor Spend & 
Impact

Visitor 
Satisfaction



Q How did you find out about Samoa as a destination ?Source of Information
Q How important was the information source ?Scale: 1=Extremely Unimportant to 5= Extremely Important

Importance Information Source

Note: Importance rating is the average of all the ratings to that Source of Information. 

Share of Respondents

4

4

4

4

4

4

4

4

4

3

4

3

62 %

27 %

11%

10%

6 %

6 %

6 %

6 %

4 %

4 %

3

2

Friends / family

Previous visit

Travel agent / agency brochures

The official Samoa travel website (samoa.travel)

Work colleagues / workplace information

Other

Internet

Country of origin

Travel books (Lonely Planet Guidebook, etc)

Magazine and newspaper articles

Special events advertisement

Reality TV (Survivor, etc)



Source of Information
Scale: 1=Extremely Unimportant to 5= Extremely Important

Note: Importance rating is the average of all the ratings to that Source of Information. 

Share of Respondents

27%

58%

26%

Yes - Social media (Facebook
/ Tiktok / Instagram /

Youtube / etc)

No - None of the above

Yes - Online travel platforms
(Expedia / TripAdvisor /
Flight Centre / House of

Travel / Airbnb / etc)

4

4

4

4

4

5

70 %

53 %

41%

38 %

3%

2%

Facebook

Instagram

Youtube

Tiktok

X (formely Twitter)

Other

Importance Information Source

4

4

4

4
4

4

4
4

46 %

38 %

28 %

21%

16%
16%

14%

9 %

Booking.com

TripAdvisor

Expedia

Flight Centre

Airbnb

Other

House of travel

Webjet

Importance Information Source

Q Did you find out about Samoa through social media and/or 
online travel platforms ?

Share of Respondents

Share of Respondents



Influential factors in choosing Samoa Q How influential were the following factors ?

Scale: 1=Not influential at all to 5=very influential

4.5

4.5

4.3

4.3

4.3

4.2

4.2

4.2

4.2

4.2

4.2

4.2

4.1

3.9

3.7

Friends and family in Samoa

Attending an event

Warm and sunny weather

Beaches and swimming

Local food

Quiet and relaxing atmosphere

Culture and history

Natural attractions

Safe place

Attractive package / airfare deal

Good value for money

Friendly people

Snorkelling and diving

Conveniently located near my country of residence

Business / conference

Note: Rating is the average of all the ratings to that factor. 



53%

30%

19%

13%

11%

9%

1%

Direct with the airline

Online travel agent / app (Booking.com,
Expedia, Airbnb, Webjet, etc)

Direct with the accommodation

Travel arrangements were made by
others (friends, business, relatives, etc)

Through an in-store travel agent

Through an independent travel agent /
travel broker

Other

Method of Travel Booking

Q How did you purchase your travel to Samoa ?

Note: Multiple responses, therefore total does not add up to 100%.

Share of Respondents

41%

28%

19%

13%

13%

8%

5%

3%

Booking.com

Other

Expedia

Webjet

Flight Centre

Airbnb

TripAdvisor

House of travel

Share of Respondents

Q Which online travel agent did you use 
to book your travel to Samoa ?



Report Structure

Visitor
Profile

Visitor 
Characteristics 
& Preferences

Information & 
Decision Making

Visitor Spend & 
Impact

Visitor 
Satisfaction



Prepaid E xpenditure

Share of Respondents

Note: Multiple responses, therefore total does not add up to 100%.

Q How much did you pay prior to your arrival (Per -Person) ?

WST 2,023
Prepaid Spend Per Person

USD 745

Q What did your prepaid expenditure include ?

Share of Respondents

14%

14%

13%

13%

9%

7%

6%

7%

17%

Less than WST499

WST500 - WST999

WST1,000 - WST1,499

WST1,500 - WST1,999

WST2,000 - WST2,499

WST2,500 - WST2,999

WST3,000 - WST3,499

WST3,500 - WST3,999

More than WST4,000

82%

81%

43%

28%

12%

3%

International airfare

Accommodation

Domestic transport / transfers

Meals

Tours

Other

Note: Total response N = 1,926



Local Spend Per Person Per Day

WST USD % of sector

Accommodation 56 20 24

Local transport (taxi, bus, rental, fuel) 35 12 15

Donations (church, fa’alavelave , tips) 30 11 13

Food & Beverage 38 13 16

Retail (groceries) 19 7 8

Souvenirs (handicrafts, tattoos) 17 6 7

Activities (spa, clubbing, sports) 9 3 4

Domestic travel (maritime) 2 1 1

Internet & Telecom services 2 1 1

Other 22 8 9

TOTAL 229 81 100

In - Country Spend Per Person Per Day While in Samoa

Note: Percentage figures are rounded. The average exchange rate WST -USD from January -December 2025 was applied.



Visitor Expenditure Per Person & Total

Average Spend Prior to arrival WST USD

Per Person Per Trip 2,023 745

Flowing into local economy rate estimated  55%

Per Person Per Trip 1,113 410

Per Person per Day 124 46

Average Local Spend

Length of Stay (nights) mean 9.0 nights

Per Person Per Trip 2,063 726

Per Person per Day 229 81

Total Economic Impact - Per Trip 3,176 1,136

Total Economic Impact - Per Day 353 126

Economic Impact - Per Person and Total



$ 726
In -country spend per trip

$ 745
Prepaid per visitor per trip

55 %
Flowing into 
local economy
rate

$ 410
Prepaid per visitor per trip

Prepaid

Expenditure
In - country

Spend

X 9 nights
Average length of
stay

$ 81
In -country spend per day

$ 1,136 per visitor per trip

$ 126 per visitor per day

ECONOM IC  
IMPACT

$ 1,562
Prepaid per visitor per trip

55 %
Flowing into 
local economy
rate

$ 860
Prepaid per visitor per trip

$ 1,410
In -country spend per trip

Prepaid

Expenditure
In - country

Spend

X 10 nights
Average length of
stay

$ 141
In -country spend per day

ECONOM IC  
IMPACT

$ 2,270 per visitor per trip

$ 227 per visitor per day

USD 407 MILLION 
Jan – Dec 2024

From 177,276 * v isitorsFrom 179,590* v isitors

USD 201 MILLION 
Jan – Dec 2025

Note: $ in USD. * Source: Samoa Bureau of Statistics. 



Report Structure

Visitor
Profile

Visitor 
Characteristics 
& Preferences

Information & 
Decision Making

Visitor Spend & 
Impact

Visitor 
Satisfaction



Satisfaction with T ravel E xperience
Scale: 1=very dissatisfied to 5=very satisfied Q How satisfied were you with the following ?

Note: Satisfaction rating is the average of all the ratings to each statement. 

4.5

4.5

4.2

4.2

4.2

4.1

4.1

4.1

4.0

4.0

4.0

3.9

3.8

3.7

The friendliness of the people in Samoa

Overall experience in Samoa

The variety of things to see and do

Airport arrival experience

The experience of renting a vehicle

The information that was available when planning this trip

Airport departure experience

The information on things to see and do that was available while in…

Customer service in Samoa

The experience of booking inter-island travel (ferry, etc)

Value for money

The experience of using public transport

General shopping opportunities

Internet and phone availability, cost and coverage



ParticipationSatisfaction

Satisfaction

Scale: 1=Very Dissatisfied to 5=Very Satisfied

Q How satisfied were you with the following ?

Water -based Activities Land -based Activities

ParticipationSatisfaction

Note: Satisfaction rating is the average of all the ratings to each statement. 

ATV – All Terrain Vehicle 

Share of Respondents Share of Respondents

5

5

4

4

4

4

4

4

4

4

4

48 %

48 %

37 %

23 %

23 %

18%

15%

12%

11%

10%

10%

Swimming

Visiting the beach

Snorkelling

Visiting marine protected areas

Swimming with turtles

Kayaking / canoeing

Diving

Fishing

Paddle boarding

Sailing / cruising

Surfing

4

5

5

4

4

4

4

4

4

4

3

56 %

47 %

30 %

26 %

24 %

23 %

20 %

13%

11%

11%

9 %

Restaurants / bars / cafes

Sightseeing

Attend church

Apia waterfront night market

Museum visit

Hiking and trekking

Conservation / reserves

Bird watching

Cycling

Golf

ATV / quad bikes



ParticipationSatisfaction

Satisfaction

Scale: 1=Very Dissatisfied to 5=Very Satisfied

Q How satisfied were you with the following ?

Culture Activities Shopping Activities

ParticipationSatisfaction

Note: Satisfaction rating is the average of all the ratings to each statement. 

4

5

5

5

5

5

5

33 %

31%

26 %

25 %

23 %

21%

19%

Local markets / handicrafts

Island night feast and show

Visiting a village

Dance / language / art / cooking
classes

Island celebrations or events

Cultural events / festivals

Umu

4

4

4

4

4

4

46 %

44 %

41%

31%

30 %

17%

Local clothing (local sarongs, etc)

Local crafts

Local arts

Local music

Beauty / body products (oil, soaps,
lotion, etc)

Tattoo

Share of Respondents Share of Respondents



Other Activities Q Please tell us about any other activities you participated in during your visit ?

Note: Total N = 1,054 . VFR – Visiting family & relatives.

17%

15%

15%

14%

14%

14%

13%

12%

11%

10%

10%

8%

8%

7%

7%

7%

7%

7%

6%

6%

2%

1%

1%

1%

1%

9%

Beaches

Sightseeing

Swimming, snorkelling, diving, surfing

Village visit & crafts

VFR

Island tour

Hotel or resort visit

Waterfalls, water hole & hiking

Church, charity work

Savai'i

To Sua Trench

Shopping, market visit

Entertainment (Movies, cultural shows etc)

Fa'alavelave

Beach Activities

Sports

Food and beverage (food stalls, cafe, restaurants)

Cave visit

Other

Plantation or Farm visit

Local buses and transport

Giant clams

Attractions visited

Lava fields

School visit

Other

Share of Respondent Comments



Most Appealing Aspects of Samoa
Q What did you find most appealing about Samoa ?

Note: Total response N = 2,682.

36%

34%

26%

17%

14%

11%

9%

8%

7%

7%

6%

6%

3%

3%

3%

2%

2%

1%

Environment, cleanliness & climate

Local people

Activities, attractions and entertainment

Culture & lifestyle

Atmosphere & ambience – vibe

Food and Beverage

Customer service

Overall good experience

Accommodation

Unspoilt and not too commercialised

Infrastructure, public service & facilities

Other

Affordable & accessible

Safety

Savaii

Shopping

Reconnecting with own “Samoan” culture

New developments Share of Respondent Comments



Quotes for Most Appealing 
Aspects of Samoa

❖ People attending families fa’alavelave .
❖ The natural beauty, but mostly the culture of Samoa, the friendliness, the

respectful family -based culture . I loved and learnt a lot .
❖ The people, were friendly, welcoming and so humble, professional and polite .

Felt like family .
❖ N ot crowded with tourists and beautiful natural resources, generally laid -

back attitude - all good!
❖ The beauty of Samoa, Samoan food, family and friends, land and ocean .
❖ The food was amazing and the variety .
❖ The friendliness of the people and the quiet and tranquility of the country .
❖ The people and the environment . I don't believe in separating the two as the

communities shape the land . It's truly an island paradise, I have never felt
more welcome in a country I wasn't born in, than in Samoa .

❖ How clean it is and the beautiful scenery and landscapes .
❖ It’s beautiful . It’s easy to get around . People are friendly but they’re also

happy and proud of Samoa .
❖ T he most lovely Samoan wooden bus .
❖ Difficult to answer that as it is a combination that makes Samoa so perfect

and why I love to visit it . Savaii is the most beautiful island - beaches and
villages . The weather is always warm - even when it’s raining which is also
most appealing .

❖ I loved swimming with the turtles and diving in the clam sanctuary within
Savaia , Lefaga . I also love going to the markets and seeing the different
products and organic produce .

❖ The lush rainforest and natural beauty everywhere . The local care and
hospitality .

❖ Villages front yards - clean, beautiful colorful shrubs, during the day & lights
at night . Just incredible .

❖ How nice most villages have been upgraded .
❖ Lovely people in beautiful surroundings .



Least A ppealing A spects of Samoa

Q What did you find least appealing about Samoa ?

Note: Total Response N = 2,460

16%

15%

15%

13%

13%

8%

8%

8%

7%

6%

6%

5%

4%

4%

4%

3%

2%

2%

1%

Cleanliness and natural environment care

Public services, facilities and infrastructure

Price of goods and services

Customer service

Stray animals and mosquitos, diseases

Food and beverage

Accommodation

Attractions, activities and entertainment

Weather

Bus, rental cars, scooters or transport

Airport and flight related issues

Traffic and Samoan drivers

Beggars and kids selling items

Health & Safety

Shops and the shopping experience

Information

Overall bad experience

Beach access

Too touristy
Share of Respondent Comments



Quotes for Least Appealing 
Aspects of Samoa

❖ Hospital overall hygiene is no way near the health standards that it
should be as we expect to align and match with all beauty landscape of
Samoa .

❖ Limited public transportation i.e., getting around can be challenging
without a rental car, as public transport is not as reliable or extensive .
Limited Nightlife - Samoa is more about nature and culture than nightlife,
which may not appeal to those seeking a vibrant party scene . Slow
internet & connectivity – Wi -Fi and mobile data can be slow or expensive
in some areas . Strict Sunday rules – many businesses close on Sundays
due to strong religious customs, which can limit activity options .

❖ Road infrastructure in Upolu and access outside of Apia requires
improvement . Roadside rubbish and waste - driving through the villages
is such a real eyesore especially in such a beautiful island paradise like
Samoa .

❖ Some people especially females can be rude if you're a female .
❖ Customer service at the airport and in most supermarkets . No smiles, no

greetings mostly the ladies giving bad customer service .
❖ Not enough public toilets .
❖ Expensive food, accommodation .
❖ Customer service in some shops could use with a warm welcome and

greet even with a smile .
❖ Town area could be clean and tidy .
❖ The roaming dogs .
❖ The only problem I had would probably be buying credit every 3-4 days

for my phone for data . It kind of gets annoying having to buy every 3-4
days .

❖ Public facilities, not always kept clean and well maintained .
❖ Departure at the airport i.e. no aircon, limited options for food,

expensive .



Suggestions for Improvement
Q Is there anything that could have improved your experience of Samoa

Note: Total Response N = 941

Share of Respondent Comments
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Shopping experience & payment methods

Access to local beaches

Local crafts

Social issues



Quotes for S uggestions for
Improvement

❖ Need to clean more and improve the customer service .
❖ Spread the market booths out, so people have more space to walk .
❖ Airport staff giving bad customer services . It is even posted on YouTube so

please Samoa if you want to attract tourist make sure you hire some
helpful kind and respectful workers .

❖ Samoa could improve its customer service . Also, in general, I found things
to be much more expensive than I expected . Better value for money would
have improved my experience .

❖ Better quality rentals and better quality food .
❖ Teach people in the service industry about customer service . How to treat

the customer should be high priority . It doesn’t cost to smile! Get
experienced chefs to teach people how to cook food and the importance
of quality . Invest in clean water system for the country .

❖ The power in the hotel we stayed in kept on shutting off leaving us with no
air conditioning . Drive through at McDonald’s caused traffic and not much
parking available . Need more self serve laundry places .

❖ Clean the oceans, have more activities in hotels .
❖ Please work on fixing the roads and the rules when driving .
❖ More accommodation suited to larger family groups .
❖ Overall, the state of the accommodation we stayed at was poor

considering the cost . The vehicle hire prices were huge and overall, the
prices do not equate to quality of the service .

❖ Easier ways to find information about attractions, any tours available,
reputable car hire companies etc . Better signage for attractions, makes it
more welcoming and feel like it’s actually a real attraction .

❖ We came to spend money on good food and cocktails and couldn’t find
either .

❖ Knowing the cost of food and taxis would’ve been helpful .
❖ The customer services .



Why They Would Not Return

Willingness to Recommend Willingness to Return

Future Intentions

N=2,818 N=2,860

N=203N=81
Why They Would Not Recommend
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Other

Weather

Access to beaches, scenic areas

Poor customer service

Quality of food

Old age

Poor waste management

Quality, variety of accommodation

Less welcoming interactions with locals

Lack / qualtiy of activities and attractions

Preference for other Pacific destinations

Health & Safety

Remote / long travel distance

Already seen and done

Like to visit other places

Too expensive

36%

4%

4%

5%

5%

6%

6%

7%

7%

9%

9%

10%

11%

17%

20%

32%

Other

Road safety

Accommodation quality / variety

Lack of information / road signage

Need to upgrade infrastructure

Stray animals

Unhygenic public restrooms

Lack of activities / attractions

Too much pollution

Improve customer service

Lack of friendliness from locals

Beggars / scammers

Overall bad experience

Health and Safety issues

Other better destinations

Too expensive



This report was prepared at SPTO by the Pacific Tourism Data Initiative team, in collaboration 
with the Ministry of Tourism and the New Zealand Government. 

For any queries regarding this report, please contact PTDI @spto.org
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