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Background

Papua New Guinea'’s tourism industry has historically relied on international niche markets,
particularly those drawn to its rich cultural diversity, adventure offerings, and unique
ecological landscapes (Papua New Guinea Tourism Promotion Authority [PNGTPA], 2020)

However, in recent years, particularly following the socio-economic disruptions caused by
the COVID-19 pandemic and other issues, there has been a renewed national focus on
domestic tourism development as a pathway to economic resilience and inclusive sectoral
growth.

The Tourism Sector Development Plan 2022-2026 arficulates domestic tourism as a strategic
priority, emphasizing its potential to complement international markets and provide more
stable year-round demand (PNGTPA, 2022). This plan underscores the importance of
encouraging Papua New Guineans to explore their own country, while fostering national
identity, cultural pride, and local economic benefits. Furthermore, the upcoming 50th
anniversary of PNG's Independence in 2025 serves as a national milestone and an
opportunity to promote domestic travel as a unifying and celebratory act of patriotism.



Background

There is limited empirical data on the behavioral patterns, motivations, and barriers that
influence domestic tfravel choices. In particular, psychographic factors—which refer to
psychological atftributes such as personality, values, and lifestyle—are crifical in
understanding the preferences of domestic tourists. Psychographic segmentation has
proven valuable in other tourism contexts (Plog, 1974; Weaver & Lawton, 2010), but its
application within PNG is still nascent.

Additionally, perceived barriers such as safety and security concerns, poor fransport
infrastructure, limited hospitality services, and high travel costs are consistently cited as
constraints on domestic travel in PNG (World Bank, 2020; PNGTPA, 2021). These factors
often discourage local travelers, particularly those with more risk-averse tendencies, from
exploring destinations beyond their immediate surroundings.



Research Aim / Research
Questions

This study aimed to investigate the influence of psychographic traits, activity preferences,
and perceived travel barriers on domestic tourism demand in Papua New Guinea.

The study was guided by the following research questions:

How do psychographic profiles influence domestic tourists’ preferences for specific travel
activities in Papua New Guineae

What is the impact of perceived travel barriers on domestic tourism demand across different
psychographic segments in PNG?2

How can tourism policy, product development, and marketing strategies be tailored to

align with the psychographic profiles of domestic tourists and address perceived barriers to
stimulate sustainable tourism growth in PNGe



Literature Review

Shokat’s (2016) study of Demographic and Psychographic factors on preference for travel
activities among international and local tourists suggest that travel motivation and
personality have an influence on preference for travel activities.

In another study by Hsu, Kang & Wolfe (2002) it was found that the travel activities that
received the highest interest were outdoor recreations, local fairs and festivals, art and
cultural attractions , pioneer and frontier history sites. However, results of discriminant
analyses indicated that individuals cannot be successfully classified into groups of
“Yenthusiasts,” “interested, "and “uninterested” for any of the tourism niches on the basis of

psychographic characteristics.



Literature Review

Moreover, the research by Otoo et al (2021) on the “classification of senior tourists
according to personality traits” highlighted that senior participants exhibited three
personality traits (Psychocentric, midcentric & allocentric) whereas the Chinese senior
parficipants manifested two personality tfraits which were psychocentric and midcentric.

Kaewumpai (2017) provided strong evidence that visiting American tourists possessed a
homogenous psychographic profile as majority were Midcentrics . These were then
followed by Psychocentrics and Allocentric and vice versa.



Theoretical Model

Stanley Plog’s Theory
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Results

DEMOGRAPHIC INFORMATION

No. of years residing in
Port Moresby

() below 3 years
( ) 3-5years

( ) 6-8years

() 9-11 years

( ) 12-14 years

( ) 15 years and above
TOTAL

F % No. of years residing in
Milne Bay

( ) below 3 years

( ) 3-5years

( ) 6-8years
( ) 9-11 years

( ) 12-14 years
( ) 15 years and above

TOTAL

39 % of respondents have lived in Port
Moresby for 15 years and above whereas
36% of respondents have lived for 9 - 11
years in Milne Bay.




Results

DEMOGRAPHIC INFORMATION

Age Distribution F % Civil Status F VA

() 20-30
() 31-40
() 41-50

Married

Single

( )51-60
Divorce

( ) above 60

Widow / Widower

Total

~

41% are between the ages of 31-
40 years old, are married (63%)
and of male (57%) gender.




Results

DEMOGRAPHIC INFORMATION

Highest Educational
AHainment

Primary
Secondary

Certificate / Diploma

Bachelor’s Degree

Master’s Degree

Total

Employment / Source of
Livelihood

Working in the government

Working in a private company

Working in a non-government / not for profit
organization

Own a business/entrepreneur
Consultant

Total

62% of the respondents have a
Bachelor’s Degree and majority

of them work in the public
sector

To




Results

DEMOGRAPHIC INFORMATION

Family Net Income Per Fortnight F %
below K3,000
K3,001-K5,000
K5,001-K7,000
K7,001-K9,000
K9,001-11,000

K11,001-K13,00

K13,001 and Above

Total

57% of the respondents' stated that
their Family Net Income Per

Fortnight is below K3000.



Results

Travel Related Information

Interest to Travel within the Country F %
Family

Friends

Individual

Total
How long do you intend to stay in the F VA
places visited within the country?

1-3 days
4-6 days
7-10 days

11 days and above

Total

Workmates/Colleagues

97 % of respondents have shown
interest to travel within the
country. Most (52 %) prefer to
travel with family and they intend
to stay at the domestic tourism
destinations for 1 — 3 days (66%).



Results

Psychographic Traits

| look for experiences that will not result in personal stress or involve unusual situations.

| prefer to visit safe and familiar environment and destinations.

| look for comfortable accommodations and prefer to eat familiar food and engage in familiar entertainment and activities.

At the destination visited, | usually indulge in activities with low activity level such as sightseeing, sand bathing, swimming etc.

| prefer to travel with a group having the same itinerary and activities.

| prefer to buy package tour in which the itinerary of the trip is fixed in advance and stops are well-prepared.

| prefer a guided tour where all major decisions are left to the tour organizer.

| am a least adventurous tourist.
PSYCHOCENTRICS

| am a person that is not particularly adventurous, yet not afraid to try new experience as long as these are neither too odd nor too challenging.

| prefer to buy package tour from the operators/travel agency but prefer to have certain degree of control over my time.

| prefer to visit other destinations/places that | have not visited yet but the environment is still familiar.

| prefer to arrange trip/travel by myself and do not seek the help of a tour agency.

| prefer to travel by myself and not bound to a group.
MIDCENTRICS
When traveling, | seek destinations that are unexplored and can offer an opportunity to experience totally different culture and environments.

| live the way the people | visit and share their shelter, food and habits.

| associate with the local people and try to speak their language.

| go to farthest away from the accustomed ways of life.

| avoid developed and popular tourist attractions as much as possible.
ALLOCENTRICS

The results show that most of the respondents Jook for experiences that will not result in personal stress or involve
unusual situations (4.66), followed by preferring to visit safe and familiar environment and destinations (4.60)




Results

Psychographic Traits

MBS et

| have the desire to visit other places/areas in PNG

371
3.58
3,65

PNG attractions are stunning and captivating
| willtravel anytime if given an opportunity

3.54
3.66
3.64
382

PNG local destinations are worthy to visit
| feel confident and reassured in visiting destinations in PNG
PNG tourism activities are exciting and interesting

| wil encourage my family, fiends, and colleagues to travel within Papua New Guinea

According to respondents, an average weighted mean of 3.71 have the desire to visit other
places/areas within PNG, they are confident and reassured of visiting destinations in PNG
(3.66) as well as stating that, they will travel anytime given the opportunity (3.65).



Results

Tourism Activities in PNG

Average
Category Tourism Activities Weighted Interpretation
Mean

Leisure Sightseeing, Swimming, Parks, Fishing, Local Markets 3.83 SOISIIEN IISIESIEE

Business meetings, Incentives, Conference, Exhibitions, Workshops & 3.97 Somewhat interested

MICE . .
Trainings

Cultural Festivals, Historical sites, Rural villages, Churches 3.50 Somewhat inferested

Ecotourism Agricultural sites, Bird watching 3.57 Somewhat interested

Neutral

Sports & Adventure Sport events, Trekking, Cruising, Kayaking, Surfing, Cave hopping, Diving 2

VFR Visiting friends and relatives 3.54 SemEEl terestes

MICE category has the highest average weighted mean, which depicts that most respondents travel
for MICE tourism activities, followed by Leisure (3.83 Av. weighted mean) and Ecotourism (3.57).
Least tourism activities by PNG domestic tourists is Sports & Adventure (2.92).



Results

Issues and Challenges in Travelling within Papua New Guinea

AVERAGE
4.67
4.56
4.52
4.23
3.98
3.83
3.27
3.77
3.62
3.59
3.80
3.63
3.54
3.30
3.12
2.75
2.41

Crimes and other safety related issues when you travel within the country

Costly airfares for domestic flights

Expensive hotel rooms and lodging facilities

Unreliable domestic flights due to loading and cancellation issues
Unreliable and unsafe local public transport like PMVs and taxi

Poor marketing activities to promote local destinations and attractions
Lack of variety of tourism activities

Poor infrastructure leading to major tourist attractions and within the area
Lack of organized trips for local tourists

Poor customer service by the providers

Limited attractions to see and visit

Unpredictable weather

Poor condition of hotel amenities and facilities

Poor condition of the destination environment

Unwelcoming attitude of the locals

Unsafe to travel due to Covid-19 and other health related factors

Cultural differences and barriers

The challenges and issues that domestic tourists face are mainly crime and safety issues within the country (4.67 Av. weighted mean),
costly airfares for domestic flights (4.56 Av. weighted mean) and expensive hotel rooms & lodging facilities. However, cultural
differences and barrierswas the least issue for domestic tourists (Av. weighted mean 2.41).



Limitations

Time Limitation Gaining access to Resource constraints
participants'

Limited Interactions - Sur\{eys - limited in d?pth Withdrawal of
of richness and detail of

surveys can hinder Respondents
participant engagement responses



Conclusion

Traveler Profile & Preferences

Psychocentric traits dominate (average score 4.03), meaning most
respondents prefer safe, familiar, low-risk destinations with
comfortable accommodations, familiar food, and low-activity
leisure.

Midcentric traits are moderate (3.65), showing some willingness to
explore and engage with new culfures, but within controlled

boundaries.

Allocentric traits are low (2.89), indicating limited appetite for
unfamiliar, high-adventure travel or deep cultural immersion.

Port Moresby (POM) respondents slightly prefer structured group
travel and familiar destinations, while Milne Bay (MB) respondents
score marginally higher on independent travel preferences.



Conclusion

Maijor Barriers to Domestic Tourism

Safety concerns (crime, unsafe public transport) are the top
deterrents — “Crimes and other safety related issues” scores the
highest (4.67), indicating a critical percepftion issue.

High travel costs — domestic airfares (4.56) and hotel
accommodation prices (4.52) are significant obstacles.

Transport reliability — frequent cancellations and delays in domestic
flights (4.23) and unreliable local transport (3.98) hinder accessibility.

Least impactful barriers — cultural differences (2.41) and COVID-19-
related fravel fears (2.75) have minimal current influence.



Recommendations

Collaborate with local police and communities through initiatives
such as the Tourist Police, promote visible security presence,
publicize safety improvements, and develop certified transport
partnerships to address safety concerns and restore tourist
confidence.

Relevant Agencies to enhance accessibility and affordability by
negoftiating with airlines to offer reduced domestic fares or special
tourism packages for residents, promoting a diverse range of
budget and premium accommodation options to attract more
domestic travelers, and investing in reliable air and land transport
services with improved scheduling and fewer cancellation:s.



Recommendations

Enhance tourism offerings by expanding the variety of activities such as

cultural performances, local food festivals, guided heritage walks, and

soft-adventure experiences; promoting underutilized atiractions through

coordinated marketing campaigns targeting domestic travelers; and

]Elzre?’rin? year-round event calendars to counter seasonal tourism
uctuations

Develop marketing and communication strategies that target
psychocentric travelers with safe, stress-free, group-oriented packages;
design itineraries for midcentrics comblmng safeiy with limited cultural
exploration; use storytelling and local ambassadors to shift perceptions
of domestic travel from risky to rewarding; and highlight improvements
in saflety, affordability, and new activities to re-engage hesitant
ravelers
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