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Executive Summary

× The survey conducted during 2025 , excluding January, May, and June, analyzed 1,532 responses from 8,307 survey links

sent, representing 6.4% of total visitors and achieving a response rate of 18.4%. Among the respondents, 35% were first -

time visitors, and the average household income was USD 68 ,039 .

× Respondents were primarily attracted to Tonga to visit friends and relatives, attend events and conferences, undertake

business or work -related travel, participate in snorkeling, diving, and swimming activities, and experience whale

watching and swimming with whales . A substantial 93 % of respondents indicated they would recommend Tonga to

others, and 91% expressed willingness to return .

× The average prepaid spend per respondent was USD 1,029 with an estimated 40 % (USD 411) flowing into the local

economy . In-country spending per respondent per trip averaged USD 860 , with an average stay of 10 nights .

× This contributed to an estimated* economic impact of USD 81.6 million from January ςDecember 2025 .

× Visitors found the people, scenery, food, beaches, and whale watching experiences to be the most appealing aspects of

Tonga . In contrast, public infrastructure, customer service, rubbish, traffic congestion, and stray dogs were identified as

the least appealing aspects of their visit . To enhance the overall visitor experience, respondents highlighted the need for

improvements in customer service, airport facilities, road conditions, visitor information, rubbish management, transport

services, and accommodation options .

Not e: *Based on total visitor arrival numbers of 64,183 for the January ςDecember 2025 period.



Background
× IVS responses collected during 2025 , excluding January, May, and June, were analysed to gain insights into visitor

experiences and tourism performance in Tonga .

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

expenditure and satisfaction .

× As Supplementary Departure Cards were not distributed at the airport in January, May, and June 2025 , total visitor

arrivals recorded from January to December 2025 were used to estimate the economic impact for the full 12-month

period .

× All amounts have been converted to Tongan tŀΩŀƴƎŀ(TOP) and US Dollar (USD) currency using average exchange

rates .

× The estimated rate of prepaid expenditure flowing into the economy of 40 % is an estimate based on regional averages .

× All analyses are conducted based on the IVS respondents and is weighted to the actual visitor arrival data by country of

residence .



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

representations, may be used, reproduced, or published without prior approval from the Pacific Tourism

Organisation (SPTO) and the Ministry of Tourism (MoT), Tonga . However, the information source must be explicitly

referenced and acknowledged in all modes of representation .

× Please note that SPTO and MoT, Tonga 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 ςDecember 2025

Total Valid Emails Sent

1,532 Total Responses Analysed 

Responses covered

Conversion rate

18.4%

Adults Children
of January -December 2025 actual arrivals3,482 619 6.4%

8,307

Note: 1,575 responses were received. After data cleaning, 1,532 responses remained.

Note: *No email addresses were collected in January, May, and June 2025. 



56 %
Restaurants

Tonga International Visitor Survey
Snapshot January ςDecember 2025

35%
1st  time  visitor

USD 68,039
Avg.  Household Income

40 %
Solo  traveller

43 %
New Zealand

21%
Australia

15%
USA

6%
Europe

15%
Other

Purpose of Visit

Local People33%
Bus, rental 
cars, 
scooters or 
transport

Average Age Group

40 -49 years old

Male Female

42 % 58%

Economic Impact

Most Appealing Least Appealing Improvement

USD 411
Avg. prepaid spend 
per person per trip

10 nights
Average length of stay

USD 860
Avg. local spend 
per person per trip

Regions VisitedCountry of Residence

21% 22%

38 %
Holiday

36 %
Business

13%
VFR

7%
Special 
events

6%
Other

USD 1,271
Total Expenditure
per person per trip

93 %
Visitors  are  willing  to  
recommend

91%
Visitors  are  willing  to  return

55%
Accompanied by 
Family member(s)

36 %
Swimming

Most Participated Activities

36 %
Visiting the 
beach

45 %
Sightseeing

34 %
Local markets

39 %
Attend church

±ŀǾŀΩǳ

Tongatapu

24 %

82%

Customer 
Service

Note: The estimated flow-back rate into Tonga for prepaid spend is 40%. With an average prepaid spend of 
USD 1,029 per person per trip, this equates to USD 411.
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50%

23%

12%

5% 4% 4%
3%

43%

20%

15%

8%

4%
6%

2%

New Zealand Australia USA Others Fiji Europe Other Pacific

Country of Residence: IVS Respondents vs Actual A rrivals
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Actual Arrivals

64,183

IVS Respondents

1,532 *

January ςDecember 2025

Note:  *No email addresses were collected in January, May, and June 2025. 



Aucklan d

72 %

Total

New Zealand
respondents

664

Top Source Markets

Total

Australian
respondents

314

NSW  

50 %

Wellington

6%

Canterbury

5%
Victoria  

16%

Queensland  

22%

Western Aus  

5%

Northern 

Territory

2%

ACT 

2%

Waikato 

5%

Bay of Plenty

3%

Manawatu -Wanganui 

2%

IŀǿƪŜΩǎ .ŀȅ

2%

South 
Australia 3%



Respondent Demographics

Age Education Level

Annual Household Income

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

Avg. Household 

Income

USD 68,039

TOP 163,636

Avg. age group

40 -49 years
Avg. Age Group

23% 24%

18% 19%

13%

3%

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

44%

26%

16%

5% 4% 5%

Less than USD 50,000 USD 50,001 to 100,000 USD 100,001 to 150,000 USD 150,001 to 200,000 USD 200,001 to 250,000 More than USD 250,001

3%

2%

18%

1%

16%

29%

8%

19%

5%

No formal education

Other

High school certificate

Trade certificate

Diploma

Degree

Postgraduate diploma

Masters

PhD
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Purpose  of  Visit

Note: due to rounding, total does not sum to 100%; 

Q What was the main reason for your visit to Tonga?

38%

36%

13%

3% 3% 3%
2% 2%

0.1% 0.1%

Visiting friends &
relatives

Holiday/ vacation/
leisure travel

Business/
conference/

conduct trainings

Special event -
sporting

Special event -
religion

Attending a
wedding

Other Special event -
cultural

In transit at airport Studying in Tonga
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77%

Yes

No

Note: Total valid responses for this question N= 1,206.Note: Other countries visited on the same trip

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

23%



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

Avg Length of Stay

10
Nights
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16%

8%
7%

13%

5% 4%

7%

2%
4%

2%

7%

27%

4 nights or
less

5 nights 6 nights 7 nights 8 nights 9 nights 10 nights 11 nights 12 nights 13 nights 14 nights 15 nights or
more

Note: 30 and 30+ nights were removed as outliers for the average length of stay analysis.



Previous visits Q How many times have you been to Tonga ?
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35%

9%
10%

7%

4%

37%

This is my first trip Once Twice 3 times 4 times 5 or more times



2.0

Avg. Travel Group 
Size

2.8

Median Travel 
Group Size

Note: Total number of respondents N = 1,185.

Q How many people accompanied you on this trip ?Travel Group Size
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40%

20%

11%

9%

5% 4%

11%

Solo travller 1 companion 2 companions 3 companions 4 companions 5 companions 6 and more
companions



Travel Companions

Note: The total number of respondents having travel companion(s) was N = 721 .
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Q Who were your travelling companions ?

55%

49%

13%

9%

6%

2% 1% 1%

Family member(s) Partner / spouse Friend(s) Work colleague(s) Organised group Tour group Other Wedding party



53%

45%

11%

3%

Air New Zealand Fiji Airways Qantas Other

Airlines Used Q How did you travel to Tonga ?
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Note:

Islands Visited & Average Length of Stay
Q Which island division did you visit ?

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

8.6

nights2%

Niua

Niua

International port of entry

±ŀǾŀΩǳ

IŀΩŀǇŀƛ

Tongatapu

9.3 

nights
24%

±ŀǾŀΩǳ

6.7 

nights
8%

IŀΩŀǇŀƛ

10.5 

nights
82%

Tongatapu

7.1 

nights
7%

Eua



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

h
a

re
 o

f 
R

e
sp

o
n

d
e

n
ts

31%

26%

16%
15%

11%
9%

7%

4% 3% 3%

With friends
or relatives

Hotel Own private
home

Guesthouse Resort Airbnb Homestay Apartment Other Eco Beach
Fale



Accommodation Satisfaction Q How satisfied are you with the following aspects 
of the accommodation you stayed in?

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

Scale: 1= Very Dissatisfied to 5 = Very Satisfied

Note: Ratings are derived from the average ƻŦ ǊŜǎǇƻƴŘŜƴǘǎΩ ŜǾŀƭǳŀǘƛƻƴǎ ŀŎǊƻǎǎ ŜŀŎƘ ǎǘŀǘŜŘ ŀǎǇŜŎǘ ƻŦ ǘƘŜ ŀŎŎƻƳƳƻŘŀǘƛƻƴΦ 

4.5

3.8

4.0

4.0

4.7

4.6

4.3

4.4

3.8

3.9

3.9

4.4

4.3

4.1

4.2

3.6

3.8

3.7

4.4

4.4

4.1

4.4

4.0

3.9

3.9

4.3

4.2

4.1

Resort

Apartment

Hotel

Guesthouse

Eco Beach Fale

Homestay

Airbnb
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Trip Planning
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Q When did you start planning your trip to Tonga ? Q Why did you choose Tonga over other Pacific destinations ?

25%

15%

11%

49%

Less than 1 month
before the trip

2 months before
the trip

3 months before
the trip

More than 3
months before the

trip



4.2

4.1

3.7

3.9

4.1

3.7

4.1

3.8

4.1

63 %

27%

12%

9%

6%

6%

6%

5%

2%

Friends / family

Previous visit

Word of mouth

Nationality / Origin

The official Tonga travel website
(tongatourism.travel)

Travel agent / agency brochures

Special events advertisement

Work colleagues / workplace information

Fairs / exhibition

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

Importance Source

Share of Respondents

Note: The Importance rating is the average of all ratings given f or that Source of Information. 



27%

14%

68%

Yes - through Social Media (Facebook / Tiktok / Instagram
/ Youtube / etc.)

Yes - through Online Travel Platforms (Expedia /
TripAdvisor / Flight Centre / House of Travel / etc.)

No - none of the above

Q Did you find out about Tonga through Social 
Media and/or Online Travel Platforms ?

Source of Information ςSocial Media 
/ Online Travel Platforms

Share of Respondents



Q How important were the following social media / online
travel platforms when planning your trip to Tonga?

Source of Information ςSocial Media / Online Travel Platforms
Q Which social media / online travel platforms did you use?

Scale: 1=Extremely Unimportant to 5=Extremely Important

Importance Source

Share of Respondents
Share of Respondents

Note: The Importance rating is the average of all ratings given for that Source of Information. 

Importance Source

4.1

3.9

4.0

3.9

2.1

59 %

58 %

45 %

44 %

3%

Facebook

Instagram

Youtube

Tiktok

X (formely Twitter)

3.8

3.7

3.8

3.7

4.2

3.8

3.4

59 %

38 %

25 %

23 %

21%

8%

7%

Booking.com

TripAdvisor

Airbnb

Expedia

Flight Centre

Webjet

House of Travel



Influential Factors in Choosing Tonga
Q How influential were the following factors ?

Scale: 1=No Influence to 5=Prime Reason for Visit

Note: The Rating Score is the average of all ratings f or that Influential Factor. 

Influential FactorRating Score

Q What influenced your decision to visit Tonga?

Share of Respondents

4.5

4.1

4.0

4.5

4.0

4.1

4.2

4.0

4.1

4.5

4.1

4.1

4.1

4.3

3.8

4.2

4.4

4.2

3.8

63 %

36 %

30 %

29 %

29 %

28 %

26 %

24 %

24 %

22 %

21%

21%

15%

14%

6%

6%

5%

5%

4 %

Visit friends and relatives

Culture and history

Quiet and relaxing atmosphere

Attending an event

Warm weather

Beaches

Friendly destination

Snorkelling / diving / swimming

Natural attractions

Whale watching / swimming with the whales

Safe destination

Remoteness and uniqueness

Affordability

Local cuisine

Fishing

Conveniently located near me

Attending conferences

Sailing

Business / work



50%

36%

19%

15%

14%

1%

Direct with the airline

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

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

Direct with the accommodation

Through a travel agent

Other

Methods of Travel Bookings Q How did you purchase your travel to Tonga ?

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

Share of Respondents
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Prepaid expenditure

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) ?

TOP 2,474

Avg. Prepaid Spend Per 
Person

USD 1,029

Q What did your prepaid expenditure include ?
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72%

68%

36%

29% 29%

3%

International
airfare

Accommodation Food and
beverage

Domestic
transport /
transfers

Tours and
activities

Fishing tours

18%

17%

13%

8%

9%

6%

5%

2%

23%

Less than TOP 499

TOP 500 - TOP 999

TOP 1,000 - TOP 1,499

TOP 1,500 - TOP 1,999

TOP 2,000 - TOP 2,499

TOP 2,500 - TOP 2,999

TOP 3,000 - TOP 3,499

TOP 3,500 - TOP 3,999

More than TOP 4,000



Local Spend Per Person Per Day

TOP USD % of sector

Accommodation 38 16 18%

Food & beverage 31 13 15%

Local Transport (Taxi / Bus /Rental / Petrol) 21 9 10%

Retail 21 9 10%

Donations 20 8 10%

Domestic Travel (Air & Maritime) 19 8 9%

Tours & Activities 19 8 9%

Souvenirs / Handicrafts 15 6 7%

Internet / Telecommunication Services 3 1 1%

Other 22 9 11%

TOTAL 210 87 100%

In -country Spend Per Person Per Day While in Tonga

Note: The average exchange rate TOP -USD from January ςDecember 2025 was applied. * Donations includes church and money spent on family. 



Visitor Expenditure Per Person & Total

Average Spend Prior to arrival TOP USD

Per Person Per Trip 2,474 1,029

Flowing into local economy rate estimated  40%

Per Person Per Trip 990 411

Per Person per Day 100 42

Average Local Spend

Length of Stay (nights) mean 10 nights

Per Person Per Trip 2,073 860

Per Person per Day 210 87

Total Economic Impact -Per Trip 3,063 1,271

Total Economic Impact -Per Day 310 129

Economic Impact - Per Person and Total



$860
In-country spend per trip

$1,029
Prepaid per visitor per trip

40 %
Flowing into 
local economy
rate

$411
Prepaid per visitor per trip

PREPAID 
EXPENDITURE

IN-COUNT RY  
SPEND

X 10 nights
Average length of
stay

$87
In-country spend per day

$1,271per visitor per trip

$129 per visitor per day

ECONOM IC  
IMPACT

$1,546
Prepaid per visitor per trip

40 %
Flowing into 
local economy
rate

$618
Prepaid per visitor per trip

$1,051
In-country spend per trip

PREPAID 
EXPENDITURE

IN-COUNT RY  
SPEND

X 9 nights
Average length of
stay

$117
In-country spend per day

ECONOM IC  
IMPACT

$1,669 per visitor per trip

$185 per visitor per day

USD 105 MILLION 
JAN ςDEC 2024

FROM 64,183* VISITORSFROM 62,868 VISITORS

USD 81.6 MILLION 
JAN ςDEC 2025

Note: *Visitor numbers include Jan -Dec 2025 total visitor arrivals even though IVS data for January, May & June 
2025 was not collected. This allows for an estimated 12 -month economic impact.
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Satisfaction with Travel Experience
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. 

4.3

4.2

4.0

3.8

3.8

3.8

3.7

3.7

3.6

3.6

3.6

3.6

3.5

3.4

3.2

The friendliness of the people in Tonga

Overall satisfaction in Tonga

Safety

Airport departure experience

The information that was available when planning this trip

The variety of things to see and do

¢ƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ ǘƘƛƴƎǎ ǘƻ ǎŜŜ ŀƴŘ Řƻ ǘƘŀǘ ǿŀǎ ŀǾŀƛƭŀōƭŜ ǿƘƛƭŜ ƛƴΧ

Experience at the Tonga Visitor Information Centre

Value for money

Customer service in Tonga

Airport arrival experience

General shopping opportunities

The experience of renting a vehicle

Internet availability, cost and coverage

The experience of using public transport



Type of Activities Participated In Tonga
Q Did you participate in any of the following activities?

64%

59%

56%

40%

13%

Shopping activities (local produce eg. otai, topai/ local arts/
local clothing etc.)

Land-based activities (restaurants/ sightseeing/ tours/ spa etc.)

Cultural activities (cultural events/ visiting a village/ local
markets etc.)

Water-based activities (whale watching/ swimming/ diving etc.)

Did not participate in any activities on this trip



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

4.4

4.5

4.4

4.5

4.2

4.1

4.1

4.1

3.9

3.8

3.7

3.7

36 %

36 %

28%

21%

16%

13%

12%

11%

9%

9%

9%

8%

Visiting the beach

Swimming

Snorkeling

Whale watching/
swimming with whales

Diving

Kayaking/ canoeing

Sailing/ cruising

Fishing

Swimming with turtles

Paddle boarding

Surfing/ Kite surfing

Water skiing

4.1

4.3

4.6

3.8

3.8

3.5

3.9

3.8

3.6

3.4

56 %

45 %

39 %

22%

20 %

15%

15%

15%

14%

11%

Restaurants/
bars/ cafes

Sightseeing

Attend church

Museum visit

Hiking/ trekking

Spa/ beauty

Conservation/
wildlife sanctuary tour

Bird watching

Cycling

Golf



Satisfaction Q How satisfied were you with the following ?

Cultural Activities Shopping Activities

Scale: 1=Very Dissatisfied to 5=Very Satisfied

4.2

4.5

4.5

4.4

4.5

4.4

4.2

4.2

34 %

28%

25%

23%

22%

21%

20 %

16%

Local markets/
handicrafts

Visiting a village

Island celebrations
or events

Cultural events/
festivals

Dance/ language/
art/ cooking classes

Island night feast
and show

Community-based
tourism

Mat weaving/
tapa making

ParticipationSatisfaction

4.4

4.2

4.2

4.0

4.4

56 %

49 %

49 %

45 %

43 %

Local food
(Otai, Faikakai, etc)

Local arts

Local crafts
(tapa, etc)

Local clothing

Local music

Satisfaction Participation



Note: Total response N=202. 

Other Activities
Q Tell us about any other activities you participated in ?

Share of Respondent Comments

16%

15%

12%

8%

8%

7%

7%

6%

5%

4%

3%

2%

2%

2%

2%

7%

Sightseeing & Touring

Family & Social Activities

Church/ Religious Activities

Sports & Sporting Events

Cultural Activities & Events

Beaches, Swimming & Water Activities

Work / Volunteering / School Visits

Historical & Heritage Sites

Funerals

Markets, Food & Dining

Kava Activities

Fishing

Festivals/ Celebrations/ Fireworks

Sailing & Boating

Nature-Based Activities

Other



Note: Total response N=827

Q What did you find most appealing about Tonga ?

Most Appealing Aspects of Tonga

33%

30%

28%

20%

11%

7%

7%

6%

6%

4%

4%

3%

2%

2%

1%

1%

1%

1%

1%

1%

1%

2%

Local people

Environment, scenery and cleanliness

Activities, attractions and entertainment

Food and Beverage

Culture and history

Family and relatives

Weather

Atmosphere

Overall good experience

Shopping Centres, Market

Level of service

Visiting Home/ Personal Connection

Accommodation

Convenience

Safety

Value for money

Religion and Faith

Un-commercial

Airport Facilities

Work/ Business/ Volunteering

Friends

Other Share of Respondent Comments



× The whales and the ocean were so beautiful.

× Your people are truly wonderful human beings!  I travelled halfway around 
the world  to visit and was always greeted with a smile and warm welcome.

× What I found most attractive and appealing about Tonga on my most 
recent trip was the strong sense of family, community, and belonging.

× Whales, Weather and people.

× Whale watching, learning about the local history, and people.

× W e went to a beach that had glasses and mosaico in the sea.

× Very quiet and laid back.

× Village life experiences with church bells ringing, slower pace of life.

× Vavau was very beautiful and the restaurants were good.

× Uncolonized Kingdom.

× Tsunami Rock, Blowholes, Captain Cook Landing Site etc.

× Tongan way of life.

× The natural beauty and remoteness of the islands. Feeling of authenticity.

× The friendly smiles of the people of Tonga and their open and loving 
hearts.

× The Queen and King and people reverence and love the Lord Jesus. Great 
respect for the Lord. Yay!

× The Palace and the beach in Nukualofa. The generous servings of Tiptop 
Ice Cream for a great price.

× The diving experience.

× Snorkeling with the humpback whales.

× New restaurants and roadside market.

× Its rare combination of pristine, untouched natural beauty and deeply 
authentic, welcoming Polynesian culture.

Quotes for Most Appealing 
Aspects of Tonga



Note: Total response N=758

Q What did you find least appealing about Tonga ?

Least Appealing Aspects of Tonga

21%

16%

13%

10%

9%

9%

8%

8%

7%

6%

6%

6%

6%

6%

5%

4%

4%

3%

3%

2%

1%

Bus, rental cars, scooters or transport

Customer service

Rubbish, cleanliness and natural environment care

Price of goods and services

Airport and flight related issues

Public services, facilities and infrastructure

Stray animals and mosquitos, diseases

Nothing

Food and beverage

Attractions and activities

Weather

Information

Other

Shops and the shopping experience

Accommodation

Safety-related issues

Foreign ownership concerns

Social issues

Culture, traditions and westernisation concerns

Economy, poverty and cost of living concerns

Sunday closures Share of Respondent Comments



Quotes for Least Appealing 
Aspects of Tonga

× Poor infrastructure .
× Very expensive sim card and data plans .
× Unfortunately, I experienced health issues and I visited the hospital . The

overall experience was bad . Starting from the hygienic conditions of the
hospital . The hospital staff refused to give us the blood test and the x-ray
results and they were unable to diagnose a very severe pneumonia .

× Trash all over, broken old rusted cars . Beaches are a mess as well . I'm always
picking up trash and there are never trash cans out in public .

× Traffic, cost of living is high .
× Too many potholes on the roads in the city .
× Poor customer service, not knowing who to go to for help when something is

wrong . We were practically given the run around -no one willing to help .
× Tongatapu felt a little more congested with vehicles .
× Public toilets in town need to improve .
× The workers at the airport and somehow the customer service .
× The stray dogs .
× The shopping was generally disappointing .
× The rubbish and use of plastic .
× The roads and drainage when it rains . Also, the way some of the drivers

overtake on bendy roads is quite intimidating .
× The quality & price of some of the food in cafes/restaurants .
× The price for the tour .
× The litter and mess everywhere .
× The least appealing aspect was the limited availability of some services and

the higher cost of certain goods .
× The lack of fuel and the high fuel prices .
× The food . Very poor quality of food . The lack of hygiene, cross -

contamination .
× The customer service in Tonga , the workers need to smile more and greet

those that come nicely instead of rolling their eyes and acting like they ŘƻƴΩǘ
want to be there .

× Rubbish everywhere .


