
Cultural awareness – Visitor Satisfaction
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This is a collation of the resources that are presented on the Culture

Ready website (www.CultureReady.co.nz). Culture Ready is a cultural

training site developed for New Zealand tourism SMEs with support

from the industry. The website provides cultural awareness training

for better engagement with visitors from North Asia, South East Asia

and Latin America, and an opportunity to test your knowledge.
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Greetings

& translations
Greet customers in a culturally 
sensitive way while retaining your 
tourism brand’s personality

4



Most common 

Men and women may shake hands, but this varies from culture to culture.  

Japan

Men and women from Japan may bow.

China

Men and women from China tend to be more conservative. They may nod their heads 

and smile, or shake hands in a more formal situation.

Muslim

Close male friends or colleagues typically hug and kiss both cheeks. They only use the 

right hand and may shake hands for slightly longer. Opposite genders may not shake 

hands. 

Tip: don’t offer to shake hands with the opposite sex.

Greetings & translations

Your greeting forms your visitor’s first impression of you and your company. 

Start the way you mean to go on

Customs and rituals involved in greeting strangers differ 

from country to country. Casual greetings tend to be 

warmer. Smile and say ‘hello’ or use a greeting in the 

visitor’s own language. 
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2. Name at least one strategy Mark implemented to cater for international 

visitors that could also be useful in your business.

Greetings & translations

1. Watch the Industry Insights video about Ridgeline Adventures.

3. What impact could it have on your future visitors?
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2. Hang posters

Decide which common greetings would best serve your visitors and 

print out a list.

Greetings & translations

1. Brainstorm with your team

At your next team meeting, ask staff to share the different languages they know. 

HELLO

Japanese: Konnichiwa  (con-eechee-wah)

Korean: Yeoboseyo (yo-boss-see-oh)
Chinese:  Nǐ hǎo (knee-how)

Malay: Helo

Indonesian: Halo

Spanish: Hola
Portuguese Olá

Hang copies where staff will see them. For example, staff kitchen and bathrooms, and 

near any frontline team desks. 

Next steps

3. Remind and role play

Set a recurring agenda item to practice greetings at team meetings. Expect some 

awkwardness at first. Recognise and praise staff when they take part.  

4. Decide whether you need translation services

It might make sense to translate key services or instructions for your visitors. 
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Bathroom etiquette

Understand what’s normal for 
people from different cultures and 
add helpful signage to your facilities.
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Squatting

A large percentage of the world's population use squat toilets. They're cheaper to make, 

use less water and are easier to clean. Squat toilets have a pan or bowl at floor level. As 

the name implies, the user squats over the toilet. 

Nearly all the toilets in New Zealand are designed to be used while seated. For visitors 

who have only ever used squatting toilets there can be confusion. They may stand on the 

seat to assume their squatting position. 

Be sensitive

Bathroom etiquette

Don’t pass judgement 

The way people use toilet and bathroom facilities is influenced by their 

customs, ethnic background, financial means, and preference. 

Install a visual reminder on the back of each toilet door. Show that the toilet is to be 

used in a sitting rather than squatting position.

You can also ask people to use the bins provided to throw the rubbish, and ask men to 

stand closer to toilets to avoid mess.

Use ‘No smoking’ signs and smoke alarms to deter smoking.

Use signage
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Booking 

rooms vs beds
Manage your visitor’s 
expectations. In some countries, 
it’s common to pay per room.
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These people are not being purposefully dishonest – it’s just what they’re accustomed to. 

1. Watch the Cultural Insights video China where Faye explains how Chinese guests 

may book your rooms. 

Booking rooms vs beds

Some guests, particularly those from Asia, may expect to use a 

room for as many people as they like. For example, by bringing 3–4 

people into a double room.

2. If this has been an issue for your accommodation business, describe how you’ve 

responded so far.
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Infant: aged 0 – 3

Cot provided no charge
婴儿: 年龄0 – 3岁之间
免费

Children that require additional 

bedding will be charged $XX upon 

arrival per room per night.

需要额外寝具的儿童
需在抵达时支付每间
客房每晚的XX费用

This room sleeps two guests.

Additional people will be charged 

$XX upon arrival per room, per 

night. 

这间客房可供2位客人
入住。
额外的客人将在抵达
时每间客房每晚收取
$ XX的费用。

Booking rooms vs beds

3. Review your booking procedure in light of your new cultural awareness. 

Ensure there’s enough information to make your room policies clear.

4. Use icons and/or translations to improve clarity.

English Mandarin

or
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Clothing & 

safety
Keep your customers safe and 
comfortable, respecting their 
cultural, and religious needs.
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People from different parts of the world dress differently and 

have different norms concerning what is comfortable and 

acceptable.

Clothing & safety

Skin exposure

The amount of skin that women show varies. Asian cultures favour modesty, so 

women usually wear clothes with high necklines and skirts that cover their knees. 

Religious considerations

People who identify as Muslim or Buddhist may dress according to their religious 

beliefs. Men and women may wear robes. Women may wear a black cloak called an 

abaya and/or a headscarf (hijab) in public.

Shoes

Some guests are in the habit of removing shoes before entering a building. This 

maintains cleanliness but also symbolizes leaving the outside world where it belongs. 

In some countries (particularly Thailand), you should never show the soles of your 

shoes to others as it’s considered highly disrespectful.
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For tour operators

• Do you have protocols in place to care for visitors who wear clothing as part of 

religious practice?  

• Is it appropriate for your visitors to remove their shoes in your tourism 

business? If shoes were removed, would this be a safety issue? Consider 

signage if so.

For accommodation providers

• Consider providing guests with a shoe rack to keep shoes tidy.

• Consider providing guests with disposable/

washable slippers.

Clothing & safety
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3. What impact could it have on your visitors?

Clothing & safety

1. Watch the Industry Insights video about Shotover Canyon Swing.

2. Think about how Stu made his visitors feel safe and describe one thing you 

could apply in your business.
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Eating &

cooking
Offer small comforts from 
people’s home countries and 
consider religious requirements. 
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1. General etiquette and social customs

Don’t pass judgement

Food choices are influenced by customs, ethnic background, financial means, and 

preference. 

Hot water

In most North and South East Asia cultures, water is consumed hot or warm. Guests 

from Asia, or older members of groups, may appreciate cups of warm or hot water, 

rather than chilled water.

Table and seating configuration

Dining at round tables is common in Asian cultures and encourages inclusivity as 

everyone can see each other. If you own a restaurant serving tourist groups, 

consider investing in round tables to make these guests feel comfortable.

Eating & cooking

Norms around what, when and how to eat differ greatly among 

cultures. 

Travelling can be stressful. For many, eating and drinking in a familiar 

way can offer simple but appreciated comfort. 

1. General etiquette and social customs

2. Offering a range of meal options

3. Eating utensils and services

4. Cooking facilities

In this guide
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Respect for elders

In many cultures, the eldest or most senior person usually takes the seat facing the 

entrance, which signifies hierarchical respect. Water and meals are usually offered to 

this person first. 

Eating with gusto

In Japan, slurping as loudly as you can signals enjoyment as well as possibly enhancing 

the flavours of the food. Many westerners find this disconcerting. Try to keep an open 

mind. 

2. Offering a range of meal options

If you have guests from North Asia, South East Asia or Latin America, it may be timely 

to revise your breakfast menu: 

Typical Chinese breakfast 

Includes steamed buns, fried rice, boiled eggs, fried noodles, ham, pork, tofu pudding, 

rice dumplings, pancakes, rice porridge (congee), dough sticks and vegetables. Drinks 

include hot water (free), an assortment of tea, corn juice, milk tea, fruit juice, almond 

milk and soda. 

Typical Japanese breakfast

Usually a bowl of rice, with an accompaniment for flavor, such as natto (fermented 

soybeans), jako (fish similar to whitebait), nori tsukudani (paste of seaweed and soy 

sauce) and raw or cooked eggs. Japanese guests also enjoy a variety of miso soup and 

Japanese green tea.  

Eating & cooking
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Typical South East Asia breakfast

Breakfast menus in South East Asia are strikingly different for each country. They 

may include rice congee, raw/cooked egg with minced pork, coconut rice, grilled fish, 

tofu and miso soup.

Typical Latin American breakfast

There’s no such thing as a typical Latin American breakfast. Countries have their own 

unique offerings. Guests from Brazil might enjoy bread, cheese and ham together with 

black bean and meat soup. Those from Argentina will often eat traditional breakfast 

pastries such as medialunas and bizcochos. Other breakfast foods include sweet corn 

cake, rice and beans mixed together, fried or scrambled eggs, fried plantains and 

tortillas.

Dietary considerations for halal food

It’s important to respect the dietary rules of Muslims who eat halal food. Production 

of food, pharmaceuticals and cosmetics according to halal is an assurance of quality, 

safety, cleanliness and ethical consideration for the environment. Halal means 

permissible or lawful, and haram means forbidden. 

• Muslims who eat halal are permitted to eat cereals, rice, pasta, all fruit, 

vegetables, milk, cheese and yoghurt (that do not contain alcohol, animal fats, 

gelatin, bacon or pork or animal rennet). They can eat halal certified meat and 

poultry.

• Most practicing Muslims don’t drink alcohol, but this varies. 

• To find out where halal-certified products are sold or served, see the Federation 

of Islamic Associations of New Zealand.

Eating & cooking
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3. Eating utensils and services

Chopsticks

If you’re dining with or hosting North Asian guests, provide chopsticks as well as knives, 

forks and spoons. When eating with chopsticks, make sure not to point, tap or chew the 

ends as this is considered impolite. Do not stick your chopsticks vertically in the rice 

bowl, as this mimics the use of traditional incense used to honour the dead.

Eating with hands

Some cultures such as Malaysians and Indonesians maintain the practice of eating with 

their hands. For instance, Muslims eat with their right hand.

Warm water for handwashing

In many Asian cultures, particularly Japan, it is customary to provide guests with warm 

water and towels for washing hands before and after dinner. 

Eating & cooking

4. Cooking facilities

Rice cookers

Guests from North and South East Asia enjoy eating rice as a main component of 

many of their meals. Consider supplying a rice cooker and make it available for guests 

in shared cooking spaces or at the reception.

Cooking prohibited

If guests aren’t permitted to cook in your rooms, place clear prohibition notices. 

Particularly discourage guests from using the kettle as a rice cooker, and from using 

their own cookers as these can leave undesirable odours. 
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2. Is your tourism business ready to cater for a diverse range of guests? 

3. Do you plan to provide any additional items such as chopsticks, rice cookers or 

services such as warm water?

Eating & cooking

1. Watch Cultural Insights video about China where Faye explains how to make 

guests feel welcome.
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Pets &

other animals
Make people feel at ease by 
considering their different 
attitudes towards animals.
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Inform, ask, respond

Before your visitor encounters any animals, make sure they’re aware of the possibility 

and ask if they’ll be comfortable. If they show signs of discomfort, take steps to limit the 

encounter.

Consider pet-free zones

Reception areas and tea rooms may be best kept pet-free. Ensure animals can’t access 

designated pet-free zones.

Provide washing facilities

Visitors may avoid touching animals unless they can wash their hands immediately 

afterwards, sometimes for religious reasons. Provide washroom facilities if you can.

Animal behavior

If your pet exhibits highly excited or aggressive behavior when people approach, it may 

be best to keep it away from visitors. 

Insurance

Make sure you’re insured against any damage caused by your animals.

Incidents

If a problem develops, stay calm and remove the animal from the situation. Make the 

person feel comfortable, for instance by offering them a cup of tea and access to a 

washroom. 

Ensure all your staff know how to respond.

Pets & other animals

Tips

Attitudes towards pets differ across cultures and among individuals. 

Some people have cultural or religious reasons for wanting to avoid 

close contact with animals.
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1. List any negative experiences your visitors may have had with your pets or 

other animals. 

Pets & other animals

If you have animals

2. Describe the worst thing that could plausibly happen to your visitors with 

regard to your animals.

3. What measures would you need to take to recover from the description 

above?

4. Outline how you could prevent visitors from coming into contact with your 

animals if needed.
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Industry Insights
BruceThomasen

Redwoods Treewalk
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My name is Bruce Thomason. I'm the Co-founder and Managing Director of Redwoods Treewalk.

We're only a small business, we started out from zero when we first opened. Domestic market for us

with 70% of the business, 30% international.

Three years down that's now just about flipped to 60-65 percent international and 35 percent

domestic.

So it doesn't mean domestic's slowed for us, it means that we've picked up market share with

international.

South East Asia is an important market, particularly Singapore.

China is a very good market for us in the FIT, not so much with their group business.

And of course Latin Americas is just coming on. And so we're doing our best to target those up-and-

coming markets so that we get our fair share of them.

Part of our walkers information board, it's using resources of either a hard print, iPad, or we're just

launching and working with a local company that has translated all of our storyboards on the walk.

Highlights

♦ Understanding the market trends
♦ Making it easy for visitors to enjoy the experience
♦ Adapting new technology to enhance visitor experience
♦ Importance of visitor language in communication
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And through a simple QR code scan those visitors can interpret our English signage into

their language instantly with their phone.

And it's the relevant information board because the QR code is unique they can download

that App on the phone at our entrance.

And that's a great thing with having software and Apps now, you're not stuck with a print

that maybe is out-of-date.

That if your stories do change, because businesses are fluid you need to be flexible, and

the technology that you have to be able to give your story in their language you know can

change by the tap of a keyboard and pressing enter. So, that's a great asset.

If you've only hosted let's say ten people from Latin America this year and you want to

get a thousand percent increase. You need to be able to target them in their language.

So, you need to see it as an investment in terms of if I'm targeting Chinese, Latin

American or Spanish-speaking markets you need to have their information in their

language or you're not going to get them.

And, you know all I can recommend is that if you go offshore and you couldn't read the

right sign of which exit do I take or where do I line up or what is the price because you

just don't understand it, then that's the same feeling you're giving your guests if you don't

try to overcome those hurdles.
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Industry 

Insights
Changing visitor markets and the importance of cultural 

understanding

Jennifer Kasper Pappa Chou Restaurant

Jeroen Jongejans Dive Tutukaka

Jo Hogg Mt. Aspiring Holiday Park

Nick Andreef Waitomo Adventures

Nick Mead Auckland Sea Kayaks

Sophie Barker Royal Albatross Colony
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Sophie Barker

Visitors from South East Asia and North Asia and Latin America we get quite a number of those

Nick Mead

So we are started to seeing a lot more people from Latin American coming through on our guided
excursions.

Then we are also starting to see more South Asians in our rental business as well.

Jo Hogg

The majority of the countries that we have are from Thailand, Malaysia, China, and Korea.

Our bookings through Agoda have tripled in the last 3 years.

Jennifer Kasper

Engagement will be with China, and Taiwan, and Hong Kong and Singapore. Mainly Chinese speaking
customers.

Nick Andreef

The ones that we can see at the moment are Brazil, and Argentina, and China.

Highlights

♦ Understanding cultural differences of visitors
♦ Being prepared to understand and accept people from different cultures
♦ A good visitors experience leads to repeat business
♦ Importance of word-of-mouth marketing
♦ Adapting the product to accommodate different cultures
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Jeroen Jongejans

We are a business because of our customers. So, different customers have different needs.

So you go to assess what their needs are, and deliver a world class project.

Jo Hogg

Cultural understanding is very important.

We are a tourism country. That’s what we are based on.

We are going to get all these international people.

Nick Mead

Because of the big shift in the clientele that we had, as a business we have to follow that as well.

We got to be able to provide them with information and understand what their cultural requirements
are for us to meet the needs of the clients.

Sophie Barker

We like to change our products to suit the visitors. I think that’s about being a good host.

And I also think it’s important to give them a good experience, show them we care as well.

You have to respect their value system and their cultures. That’s always been always fairly easy for
us to do with traditional markets. Lots of cultural similarities. But now cause we are in a different
game

Jeroen Jongejans

But it’s good for some people and normal for some people is not normal for others. So you got to be
able to see where it sits and play into that.

And make people at ease and deliver the best possible day for them.
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Sophie Barker

So somebody from Singapore, which is basically kind of a city country is much more sophisticated
than say if you come from a bigger country and you are coming out into the countryside and you might
be more traditional and you may not be quite so westernised.

So it’s really important to understand where your visitors are coming from and what sort of
experience are they looking for as well.

Nick Mead

You know Latin America is so different to North Asia which is so different to South East Asia. Culturally
they are very different.

The way you got to communicate with them is very different.

If you got an understanding of the culture, it gives them a better experience.

So it’s about actually understanding the needs of your customers and then been able to deliver a
product that is able to suit those needs.

Jo Hogg

The benefits are returned customers. Its word-of-mouth.

If they have not got good customer service experience when they walk in that door, they will tell
people not to come back.

Nick Mead

If you have a cultural understanding, then your guests will have a better experience.

And if they have a better experience, then that market will grow for you.

So you go to start with understanding what the cultural needs are, delivering on them, and then the 
benefit of doing them correctly is that you make a little bit of money.
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Jennifer Kasper

Not only they come back, they bring their friends.

They bring their family.

Words-of-mouth spread.

Social Media is there. Now with social media you can write all sorts different reviews. Anything, any
service you may wish, let us experience.

Sophie Barker

For our staff a deeper understanding of the sort of visitors they are going to be hosting and then also
the confidence to deal with those visitors as well.

Jeroen Jongejans

You get the satisfaction of making the effort and getting the response.

But it’s also a mature responsibility to sort of acknowledge and understand the differences that we
have and so celebrate it.

Nick Mead

Guests come and then they feel, yah feel more welcome and that’s what we are trying to achieve here
as a company. And that’s what we are trying to achieve as a tourism country.

That people come, and they feel welcome here, and that we are respecting them as well.
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Industry Insights

Derek Melnick

Nzone Skydive
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My name's Derek Melnick and I'm the Business Development manager for three skydiving operations
here in the southern lakes.

One of our most significant markets is in North Asia, China, Taiwan, Hong Kong, and South East Asia
would probably be another secondary focus of us.

Skydiving has in some circles the perception of risk. But I think the rewards far outweigh the
perception of risk, it's such an iconic experience.

Particularly for the Chinese market because it ticks a number of boxes.

The achievement factor of landing a skydive is quite a powerful experience.

It's the ability to share that in social media and it's also not something easily available within China
itself.

We're seeing all walks of life.

A lot of couples, honeymooners, young families all the way through to 50-60 year olds.

Highlights

♦ Understanding and capitalising on market trends
♦ Importance of cultural understanding to be a successful business
♦ Using digital media to market the product
♦ Insight to tapping into the Chinese market
♦ Building long-term business relationships
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It's very common these days now to see people in their 50s and 60 year olds coming out and looking
for immersive experiences.

They're not looking for just passive tourism they're looking to be immersed in, in experiences.

Cultural understanding is probably one of the most fundamental elements of being successful in any
market. Be it South East Asia, Latin America, or North Asia.

Over many years we have focused on orienting our experience towards being China ready.

So those are the basic fundamentals in a beginning starting point of any organization.

Being ready is getting your websites, your collateral, your key information Chinese ready and legible
in Mandarin.

And then going to market and presenting that in a market ready format to the trade. And then
engaging people, employing people.

We've not only got Chinese people within our organization but we also have our English speakers go on
Mandarin cultural training.

So, it's a two-way process you need to engage both ways.

We've got a number of our key elements converted into Mandarin right down to the key safety element
which is when it comes to a skydive lifting your legs on landing is quite a fundamental safety feature
and most of our staff if you ask them today, how do you say lift your legs in Mandarin they'll tell you,
'Tai tuei’, which is lift your legs.
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So we know how to say it verbally, we've got a number of references throughout the customer journey
referencing that in Mandarin, visually and verbally.

I see there's a definite trend towards longer staying, more independent style travel and there's also
from a distribution point of view there's a major shift from the traditional distribution channels
towards online travel agencies.

The likes of Ctrip [www.ctrip.com] which is kind of a Chinese version of Expedia.

That type of trend is also becoming more significant.

One of the other important elements of being oriented towards the China market effectively is keeping
in mind that they engage very differently in terms of technology.

And they are actually world leaders in terms of where technology is going.

They've got a very different landscape in terms of digital and social media channels.

Keep in mind for those that haven't been, there's no such thing as Google, Facebook, YouTube.

It's Google's equivalent Baidu, Facebook and Instagram’s equivalence of WeChat and Weibo.

And those are the kind of social platforms that are basically key to a communication strategy and if
you're going to be successful in China you do need to be engaging on those channels.
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I would probably encourage people to again within your Chinese team have them managed by
somebody who speaks Mandarin rather than contract those services out externally.

Have somebody in the organization live breathe and feel the experience of the products represented
on social channels not contract that out.

And then consider some of the new emerging platforms that are coming out.

There's video streaming services like Tik Tok which have over 1.5 billion users worldwide, of which half
a billion are outside of China.

So there's new platforms coming about as well that one should be quite mindful of.

My advice would be get your product China ready and be patient.

Don't expect overnight results. With China, their culture lends itself to a very slow burn.

Relationships are key regardless of the product.

Fundamentally you need to build relationships and those can take, for me personally, they took three
years before we got any traction.

And to expect results any sooner than that might be unrealistic.

So be prepared to work on a long game plan.
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Industry Insights
Latin America

Ezequiel Nunez  &

Cecilia Allende

Pacific Travel Planners
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If you think about the numbers of South America, we are talking about South America – not Spain, the
numbers are amazing.

We need a bit more promotion. If we promote more, we connect better. Definitely the numbers will
increase.

For example we got a lot of Argentinians with the new Air New Zealand flight – the direct flight from
Buenos Aires to Auckland. This market grow a lot.

Brazil is like a dormant child. And I think if Air New Zealand entering in Brazil or they arrive with Air
New Zealand plane, we can wake-up the child.

Cultural differences between Latin America and New Zealand

Give the people that are coming from this big city or this big market time to realise that here the
rhythm is different. Like sometimes they are coming with stress and accelerate, but after 2 or 3 days
they realise that, oh is not much stress. Here it is quiet.

For example, for safety sometimes the women are with their handbag all the times. It’s not a problem
you can leave it, nobody is going to take it. Then they realise it.

Our way to ask something comes as a little rude. Maybe we are not so polite. But it is a cultural thing.

Highlights

♦ Cultural differences between Latin America and New Zealand
♦ Engaging with the Latin American market
♦ Benefits of cultural understanding
♦ Latin American visitors eating and drinking habits
♦ The potential of Latin American market

40



For example here we say please and thank you. We don’t use much the please. We ask ‘I want this’. And
in English it can sound very rude.

We are not that formal. In regards of time, we are making last minute booking. For us the norm, we
just plan our holidays 2 month in advance. New Zealanders are booking quite long time in advance.

So here they may say, you are crazy you are trying to book the New Year’s holidays in 2 months in
advance. For Latin Americans it is quite advance.

This kind of understanding and don’t get angry or hammering them because they are booking late. It is
how things works there.

You have to understand in the context where they operate.

The economy changes, the exchange rate changes all the time. Sometimes they don’t want to book
early.

People love the Kiwi culture. They just fall in love. Not only with the nature, just with the people. I think
just be yourself. Be open to this kind of difference.

We might get bit late, but that’s how we are. Don’t take it personally.

Understanding about food and drink

In Spain or South America, we are used to have dinner very late. Like 8.30, 9 pm as the earliest.

And when people come here and they have dinner at 5.30 or 6 pm is a big change. And sometimes they
are finding very difficult.

Because if they are going to a restaurant at 8.30 in little towns maybe they cannot find any restaurant
open.
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We use to eat with bread, and if restaurants want to give a better service they put a plate with bread.
They are going to love it.

We are not used to pay for the bread. And they are being charged for bread – they will think how rude
for charging me for the bread.

But these kind of things are cultural difference. But on the other hands, sometimes we are surprised,
the water is free.

In our country if you want water, you have to pay for the water because they are not serving the tap
water in the tables.

How to engage with the Latin American market

One important message if they want to engage with the Latin American market will be have more
material in Spanish. Recorded commentaries – like they are doing with the Chinese and the Japanese.

I think the language barrier is huge. If we produce collateral, a lot of people speak Spanish living now
in New Zealand.

And if we can get more from those people, if we leverage those resources, the impact could be huge.

And if you get information in Spanish, people that speak Spanish or Portuguese you are going go to
ahead from your competitor.

The people from Brazil or Portugal are used to travel with Spanish because it is very similar. If we can
cover Spanish it will be great.

And if we got Portuguese it will be much better. It will be going to be a big surprise for the Portuguese
people.
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Benefits of cultural understanding

I think there is a huge need to bridge the two cultures. Let’s say the New Zealand and the Latin market.

Better understanding of their needs. And not put all the Latin markets in the same bag, which is OK
when you start as an emerging market or we talk about Latin America.

Try to think Europe as a whole. Though there are differences between Germans from the Italians.

In South America the Mexican are bit different from people from Argentina and the Brazilians to the
Chileans etc.

There are differences. Let’s say Franz Josef and you try to talk about the glaciers here in New Zealand
to an Argentinian. And they don’t know what the galciers look like in Argentina probably the people can
be a bit disappointed.

The more you get engaged, and you know the market, it is better.

Huge potential with the Latin market, in general. The more we push, more people get involved with the
Latin market is better for everyone.
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Industry Insights

Lisa Bond

Kaikoura Whale Watch

44



Kia Ora my name is Lisa Bond and I am the Marketing Manager at the Whale Watch Kaikoura.

Whale Watch Kaikoura is 100% Maori owned. We do have the Maori aspect that we bring through in our
tour.

But we also realise that our guests come from vast backgrounds. And therefore we like to learn about
our customers’ cultures, their backgrounds and their stories to do with marine life etc.

So our guides interact one-on-one with our guests throughout the tour, asking them to tell their
backyard while we introduce them to our backyard.

We have visitors from all around the world. The likes of North Asia, South East Asia, and Latin America
that our marketing has been really targeting over the last four, five years.

Cultural understanding is really important for us here at Whale Watch. We like to understand what our
customers are expecting from the different areas that they come from.

We like to make sure that we speak slowly, that we speak precisely, that we don’t shout at them and
think talking louder is going to make them understand much more.

Highlights

♦ Understanding customers to provide a better experience
♦ Integrating cultural understanding into product delivery process
♦ Using social media for marketing
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Everything that we talk about has a visual aid that goes with it.

We do have the animated safety briefing that everybody gets to see.

Around the building we have different signage in Mandarin specifically for seasick medication or how
to check-in.

We also make is it easy for our Chinese guests to be able to pay the tour or retail or café. We have
Alipay, WeChat pay and that’s proving to be very popular.

We do a lot of social media. So we got Instagram, and Facebook, Twitter. And when you look at the
insights we get viewers and visitors from all around the world which is awesome.

We schedule 10, 12 posts at a time. Make sure you look at the time zones for places like Brazil or China
or whatever. You make those schedule posts go out at the time when they are going to be awake.

It can be quite daunting when you are starting up and trying to figuring out what cultural
understanding is. We talk to others that offer marine wildlife experiences. And sometimes we meet up
and ask what do you do, how can we do it?

Everyone person who walk through this door is valued as the next.

Yes there are markets that are booming. And there are markets that are consistent. And Japan and
Korea are the markets that I can think of that are very consistent no matter what. And we really
appreciate that consistency.

Kiwis are friendly. We love to host. And I think if we continue to do that people just can’t help but walk
away promoting, being the mouth piece, word-of-mouth is one of your biggest marketing tools.
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Industry Insights

Mark Orbell

Ridgeline Adventures
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My name is Mark Orbell and I own and operate Ridgeline Adventures in Wanaka.

We are offering the chance to get on to a working high country station that locals can't even come to.

So it's really authentic and special.

We're getting a lot of Taiwanese, we're getting a lot of Singaporeans, East Coast Chinese and a few out
of Thailand as well.

You do pick up a number of different languages as you are driving with your customers obviously.

You get to learn a few key phrases that really help out and can make someone's day if you greet them
in their language or say 'pyou yan' isn't that an amazing view and which means beautiful view and
people really respond to that.

We have French and Japanese and Mandarin translated on our websites.

We also have for a number of other tours, we have translated information sheets, A4 sheets that they
can refer to as they're going along, and it all adds to the experience.

Highlights

♦ Importance of effective communication 
♦ Using simple key phrases in visitors’ local language
♦ Website in different languages
♦ Tour resources in visitors’ language
♦ Customising  payment system to suit customer needs
♦ Adapting the product and service to suit the market
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The strategies that we've implemented most recently is a GPS system whereby commentary is
translated through stereo our systems in our vehicles and it's translated into the language of the
customer we have at the time and it's GPS located so as we drive around it pings a certain area when
you reach it and it plays that portion of your speech.

You play it while you're driving along and you look in the mirror and you see the expressions and you
see them nodding and then those that can speak English you ask them, Did that makes sense and did
you enjoy that?

‘Oh yes very very interesting thank you thank you’. So they're getting a much more in-depth
experience.

If you can have translations, if you can have written information then do it, by all means do it.

And make sure you get someone who knows the tourism industry to do the translation for you.

Because that's really important, because they'll get the nuances of how you're talking and what you're
actually, you're point you're trying to put across.

And if it's done right it's just like me talking to you now that's really simple.

We've joined up with Alipay to make it really easy for Chinese to pay for a number of different
products of ours.

We have Manuka honey that we produce out here on this farm that we actually take

the customers to the Manuka trees and they see the flowers they see the trees and then we taste the
honey and then they can buy it just by scanning the QR code into their phones and away they go.
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It's so easy. There's no need for the customers to worry about carrying money and it's just done - it's
just finding a provider and they provide you with all the the QR codes and we've got them stuck to the
mirrors of our truck so it's easy just to scan and it makes it really easy and simple.

We need to be mindful and adjust our product to suit.

We don't want to step away from our core focus which is what we offer here but if you can just add
little things that can add to their experience it doesn't take anything away from this or the experience
they get out here but they will benefit by taking away an authentic experience in New Zealand which
has been lacking in big tourism business.

It's just by the sheer scale and size that's been lacking a lot and so we're here providing that
authenticity.
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Industry Insights
Maori Values 

Mike Pohio

The REES Hotel
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Kia Ora I am Mike Pohio. I am a Director on the REES Management Ltd. And Ngai Tahu Holdings.

The hospitality industry is very demanding. But it is also, I have observed very rewarding.

What do Maori bring to hospitality?

You can say that we can provide a service. We can provide facilities. But do you know why we do that
and how we do that are often the key differentiators.

How do values shape your business?

In Maori terms Manakitanga for example, it is caring and looking after our people. Our people, meaning
our customers as well as those who are around us.

Tikanga is another value that is often used particularly here at the REES, where appropriate action is
fundamental to how people would want to have a relationship.

As they come through the door they like to have that appropriate action. Being welcomed. Of being
recognised. And treated as somebody that is genuinely a guest.

Highlights

♦ Maori hospitality
♦ Maori values integrated in serving visitors
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Then we can go on to Kaitiakitanga, which is stewardship of those surroundings. All of those things
that are important to us.

Air, water, our Whenua, and I think that is something that also shines through in the likes of the REES.

Where those things are important to the individuals, they are important to the organisation.

And they are expressed in a way that people feel it.

The final one is Whanaungatanga, where in the family scenes that connection, that people have within
the team. But also as a guest I think they get a sense that they are part of a family.

It’s a joy I guess to be in an industry where those shines through and set New Zealand apart as they
connect to the rest of the world.
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Industry Insights

Roman Lee-Lo

The REES Hotel
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My name is Roman Lee-Lo and I am the Director of Operations here at the Rees Hotel in Queenstown.

I think culture is really important in, you know economic activities that we have especially with you
know the routes that we travel to or that our airlines go to. For example to South America, to Asia, and
I believe Korea is coming up.

So yes, you know, we as custodians of our culture need to be open-minded and welcome those visitors
with open arms, and you know showcase what New Zealand is renowned for. A genuine warm friendly
Kiwi service.

We have predominantly focused on China as well and places like Singapore and Korea.

Our strategy is that, our GM also does international sales and marketing going to those different
markets, meeting the agents, talking to them, presenting to them, training them on the products that
we have here in Queenstown. And also New Zealand benefits as a whole.

We provide all of our fact sheets as part of the marketing collateral in different languages.

Highlights

♦ Importance of cultural awareness
♦ Using visitors local language in marketing and communication
♦ Adapting the product and marketing for visitors needs
♦ Little things to make visitors feel at home

55



We have translated in Chinese Mandarin, we have it in Spanish, we have it in Korean, we have in
Vietnamese, we have it in French.

And so various languages which has always been part of our strategy from day one.

Keeping in touch with the different markets and providing those collaterals so that they can
understand the products that we offer.

Our website is also in various languages, which is Japanese and Mandarin Chinese.

We have over 23 nationalities on our teams, so there is diversity there as well, and we call upon our
team to say ‘hey look we’ve got a guest that has some language barrier difficulties’ and they can help
the guest. So it’s you know we all benefit.

Other things that we do at the hotel as well which might you know come across as small but they do
make a difference in the guests experience.

For example, you know we do provide Asian breakfast as part of our offering which is, we provide
things such as Asian condiments which is congee for breakfast. We have miso soup for the Japanese.

We have had halal groups come through, and we’ve been able to ensure that there’s no pork for
example.

You know purchasing new cutlery and crockery so that we can ensure that they feel at home.

Look, traditionally in hotels do provide Bibles but you know it is important to acknowledge old cultural
differences we have an area that people can go to do their worshiping.
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We provide prayer mats so that they can do their worship and all of those little cultural intricacies
that make their experience a bit more at home when they come to our hotel.

So those are the little things that we are quite proud of and that were from our perspective that really
defines what cultural intelligence is.

Is being able to cater to what is a comfort you know to those visitors that we have here in New
Zealand and at our hotel.

These things don’t really cost a lot of money. It does all you need to do, do some research on the
background of those visitors. What are the important things to them when they are traveling you
know.

Whether it’s a prayer mat for our Muslim guests, whether it’s congee soup, you know that doesn’t cost
a lot of money.

But when we do those things it demonstrates that we are going over and above the call of duty.

We are not just providing a bid, we are providing comfort, the comforts of home because

That’s what they have at home.

You know we live in a diverse society there’s always someone that we can, you know talk to your
friends, talk to the people that are from those countries and ask them what do they want, what does it
really matter to.

Or what matters to those people when they’re traveling, but is what is important to you.

57



It’s all about providing a personal personable experience, warm and friendly service.

And at the end of the day that’s all that matters, is feeling safe, feeling secure, and you know at the
same time enjoying the beauty of New Zealand, and especially Queenstown where we live.
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Industry Insights

Stu Cordelle

Shotover Canyon Swing
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My name is Stu Cordelle and I'm the General Manager for Shotover Canyon Swing.

We are seeing a much stronger engagement from the South American markets, the Asian markets.

It’s really important to understand people are from different cultures, how they might react to
different things.

Cultural training really helps the staff.

What we are trying to do is educate our team. Make sure they are aware of what they need to do when
talking to these people, explaining what we are doing.

If we have someone from South East Asian countries that has Muslim background, particularly
females, not being comfortable being touched by male, we can have our female staff come down and
help out with that.

We also need to ensure that our staff make it clear what we are doing is ensuring that people are
wearing headwear that they need to keep on for religious reasons. That actually OK, as long as it’s
tight and don’t fall off, we can do that.

We can also fit a large helmet so that it fits over the garment.

Highlights

♦ Importance of cultural education and training for staff 
♦ Being flexible to adapt to visitors from different cultures
♦ Effective communication to ensure customer satisfaction
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Communication is essential. We need to ensure that people understand what we are saying. So we talk
slowly.

We are also able to provide them with pictorial information to understand that as well.

Pictures are important and easiest way to show people our safety requirements and what we do to
keep them safe.

Don’t be afraid about of finding out about different cultures. If you find out about what they want, you
can provide exactly what they require.

I don’t think it takes away from the Kiwi feel and vibe of what we do. It just helps them feel safer. And
put some more risk at ease.

And when they do that they going to have lot more fun.
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Industry Insights

Trent Yeo

Ziptrek Tours
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Kia Ora my name is Trent Yeo. I am from Ziptrek Ecotours.

We have many people from all parts of the world, but Asia is very strong and obviously China is a big
growth.

From South East Asia we actually have quite a lot of people, Singapore, Hong Kong. The more mobile
and developed countries.

So understanding what our medium distance neighbours are doing and the growth they are having and
their economic prosperity as they evolve is really important.

We’ve got China the big mover, the sleeping giant, the dragon as such.

We’ve got Indonesia which is really an undiscovered and realized market which doesn’t hit New
Zealand hard now, but it will in time.

It’s a massive population. A very mobile, agile, and young nation.

You’ve got Taiwan obviously Japan, Singapore, Hong Kong and even sort of Malaysia and Thailand as
well close behind it.

The one to watch is Vietnam, it’s the fastest growing probably in the region and a lot of things. So
Vietnam will be an interesting one to look at as we go forward.

Highlights

♦ Understanding the market trends
♦ Adapting the product to suit the visitors needs
♦ Understanding visitor needs is important to provide a quality experience
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Halal tourism is on a massive growth as well. So when you look at China or Asia growth and then you
look at halal tourism as an entity in itself.

That’s another one to really watch because a lot of the halal markets are growing really hard as well.

And so if you got anywhere near food, but there’s other elements to halal tourism which make it
important. But if you go anywhere near food you just you have to adapt.

Understanding the culture and cultural nuances is part of high quality tourism experience.

Anything that you can do to make it easier for somebody makes them more welcome.

If you had a UnionPay sticker on your door, it was kind of like China welcome and that’s actually what I
told you, not just that you took UnionPay.

It doesn’t mean you are losing your character or not being true to your authentic self or anything like
that. In my opinion it’s kind of like a handshake.

You must put your hand forward in order to have a handshake.

It’s kind of as simple as that. We don’t need to do too much, but we do need to step towards each
other.

I think that if we really show people that we are giving it a go, then that’s the spirit that we would like
to express.

And I think that that’s something that people who are travellers will understand at least they tried. At
least they understood, at least they didn’t make any assumptions.
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Cultural Insights
China

Faye Zhang
AWAY NZ Chinese Consultant Services
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I grew up in China, so the Asian culture made me hard working. Diligent and always thinking about – I
love a challenge.

Just always trying to improve myself.

Main cultural differences between China and New Zealand

I work in Beijing before I work in New Zealand.

As you can image it’s a city with about 20 million people in the city. So you better be quick for
everything. You have to be rush, rush, rush.

Here it is everybody is pretty laid back. That’s the number 1 culture difference for me. People enjoy
their lives.

Another thing for me, second will be ‘holiday’. The word you called ‘holiday’, in China you don’t get that.
We just have to work hard. Really working, working, save-up.

So, New Zealand everybody is talking about, Oh where I am going to go for holiday.

Highlights

♦ Understanding Cultural differences between China and New Zealand
♦ Understanding Chinese visitors social behaviour
♦ Room booking in China vs. New Zealand
♦ Chinese visitors eating and drinking habits
♦ Assisting Chinese visitors with responsible wildlife viewing 
♦ How to communicate rules and instructions
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I know people living here enjoy their lives.

Another culture difference would be people really friendly. In China you don’t get that. Just stranger
walking past each other, people say hi and greeting.

But Kiwi do greet each other, which is really good.

Differences in social behaviour

Sometimes a local New Zealander will think Chinese visitors can be really rude. Because they are
pushing, rushing along for things.

Sometimes they don’t even queueing.

I totally understand that is a big ‘no, no’ in western culture.

You know maybe they will think those people are not civilised.

But the thing is, if you ever travel to China you will understand.

20 million people in Beijing, let’s say my city Beijing.

Gosh if you don’t rush around, no one will care about you. You just got to be quick.

In restaurant, in China you order a meal, you better shout at the waitress. Do that.

So you are shouting always with your hands-up, waving for them. They draw their attention, then you
got the food.
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Otherwise no one will give you a polite eye contact, or know that you are ready to order. No, you don’t
get that in China.

You’d better – hey waitress I am ready.

So that’s China. I hope Kiwi can understand that. We are all human beings, you know we just naturally
do things and grow-up with things we are used to.

Room bookings in China

If you work in the hospitality industry, you have to realise that how Chinese people book rooms in
China.

For example, as a Chinese visitor I book a room in China mainland. The room will be sold each by room
rather than per head.

So let’s say a double room, no matter how many people you can squeeze into the room, 3 or 4 people -
you can do that. Feel free to do that, if you guys are comfortable staying in a double bed. So they will
only charge by a double room.

So Chinese people, when they book a room, they will automatically think in New Zealand they must be
selling the room. You know rather than, sell by per room rather than per head.

Sometimes they will 3 or 4 people into a double room.

That doesn’t mean they are not honest. It’s just they don’t know.

So how our hotel manager to let them know the culture difference in hospitality – that will be the key.
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Understanding about food and drink

If you work in a restaurant, I would suggest local New Zealander offer them Chinese chopsticks. And
offer hot water please.

Because in China, if you ever travel to China, in a restaurant if you ask for water. 100% hot water will
be served. And hot warm milk as well.

They don’t drink cold stuff. Because Chinese people believe that cold drinks makes your body, just cold
air trapped in your body is not good for your stomach.

Especially senior people and younger wee baby. They will never ever drink cold water.

Chinese people love to eat rice. So we should provide a rice cooker for them in your kitchen if you
care about the Chinese market. If you want to have the positive feedback from your Chinese visitors.

I’ve seen some Chinese visitors. I know this is strange – Chinese visitors use the jug to boil some
porridge because they can’t find a rice cooker.

I am sorry. Just stop them being creative. Provide the rice cooker for them please. Otherwise they
will use anything they could to boil some rice.

Let’s just save the trouble, give them a rice cooker. They are like 10 or 15 dollars from the Kmart. I
know that.
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Have you helped tourism operators in your area?

So in the last 3 years, I’ve made Dunedin Chinese maps myself.

It has been really popular. You see everything here [picture of the map on screen], apart from the
street names which is in English. Everything else is in Mandarin.

So people have a straight idea about what Dunedin has when they check-in into the hotel.

And everything being translated. They can find the supermarket. Also, on my map I provided the real
picture of everything.

Assisting the Chinese visitors with responsible wildlife viewing

Dunedin has the wildlife code, I’ve put the QR code attached it on to my Chinese map.

Because I really want to help get the message out to the Chinese visitors.

It is very important for everybody, no matter where you come from to look after the wildlife.

I have to say that the Chinese people, they didn’t do very well compared to the local Kiwis. To have the
clear awareness of respecting the wildlife because in China you can’t see the wildlife.

All the animals you can see in China, they are from the zoo. You are allowed to feed them. You are
allowed to pet them.

That animal, Chinese people say, so they automatically think Oh there is an animal, I want to pet it. How
cute it is.
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So we should tell the visitors, say clear distance such as 10 or 20 meters away from the sea lions or
seals.

You can take pictures, but not with them, very close distance.

Best way to communicate rules and instructions

Communication is the key – so how could the local Kiwis tell them the rules, what are the rules. And
what you want to say into Mandarin is important.

Tell them in advance before, you know they check-in.

Tell them straight away when you meet them. Then they will follow the rules.

They love to follow the rules. Chinese people hate to break the rules.

They don’t want to make themselves look bad. Otherwise we call it losing face in China. Losing face just
means Oh I bought into trouble, I bring trouble for other people. This is no good in Chinese culture.

So please tell your visitors or your customers, what are the rules in Mandarin, clearly. That will be
really beneficial.
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Cultural Insights
Latin America
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Your first Impressions about New Zealand

I Loved the nature

My first impression was like, yeah, it’s not as cold as it looks in the pictures

Clean country, safe, people are very friendly

Very relaxed culture, kind of way of life like most of South Americans. We are like that. Very chilled,
very relaxed.

A struggle at the beginning speaking English in here. I came with, I learned English back home. But
yeah the accent from New Zealanders way was quite hard.

It’s just something that you have to get used to. You know some vowels, how do you pronounce them.

Highlights

♦ First impressions about New Zealand
♦ Cultural differences between New Zealand and Latin America
♦ Thing to improve to accommodate Latin Americans
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What about cultural differences?

When you know more about other cultures you get yourself like more open-minded and you can see
like there is not only one way of doing things

In Colombia, if you go to a bar for example, and you buy wine, they will give you snacks, so you don’t
need to buy those. And in some ways it will be good because if you eat and you drink you don’t get so
drunk.

For example timing with the South Americans. When you say I’ll pick you up at 8:00, for us that means
around 8:00. It might be between 8:00 and 8:30.

And we in Mexico, we always give a kiss like to the people and here it’s more like a little bit cold in that
part.

We like to hug, we like to touch to fill the contact. And here you have to show more like respect or just
I don’t know. You can if I tried in here at the beginning when I came just because I was used to go and
give you a hug. And everyone was looking at you like what are you doing mate, and yeah.

So I miss that we are close to each other that we kiss and then we smile. If we are far far away from
each other, we just wave hands. I don’t know we are more informal
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One thing to improve upon?

Kiwis tend to speak very fast. I don’t know why. So maybe that could be the only think I would
recommend. You know for customers especially if they are from abroad. Trying to speak a bit slower
and that will be it.

That sometimes that find more places that show the stuff in Spanish. Usually I find that no one, no one
cares about the Spanish in here. You can see stuff translated in Chinese or in some other language,
but not in Spanish. Never I could find anything in Spanish.

It’s a good feeling when people try to speak Spanish, even though it’s just like an ‘ola’ or something.
When everyone know that I’m from Mexico they, it’s nice that they try.

Ah the food, yes it means a lot the food. It is, I understand because it’s hard to get here the
ingredients. You can get Indian. You can be a Chinese, but you cannot get Latin food. So yeah, I think
the thing I miss the most.

We need to be careful about the weather because in Colombia, the forecast is quite predictable. But
here we can’t predict, so be careful about floods.

If you are working in the tourism industry just be patient with people from abroad. They don’t
understand. They might be here just for one day. They might be tired from a cruise ship or a plane or
something or driving. So you know just be patient and just show how cool Kiwis are. I think that’s my
advice
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Cultural Insights
Muslim visitors
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Welcoming Muslim visitors

I would say New Zealand is already a friendly destination towards the Muslims.

Muslims can be a whole spectrum of people coming from very different walks of life.

Not everybody wears the headscarf or the hijab.

Alcohol and Muslim visitors

Muslims don’t drink alcohol.

We are comfortable people around people drinking for example on the same tour bus as us.

We are not drinking, they are drinking.

We are accommodating and accepting other faiths as well.

Highlights

♦ Diversity of Muslim visitors
♦ Being around dogs
♦ Halal food and dietary requirements
♦ Muslim women visitors 
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You know sometimes when you go to hotels they can offer you champagne as a welcome drink. Be
mindful they will not drink.

Just knowing the little nuances that comes with serving the Muslim population is that all that needs.

Being around dogs

If we touch a dog we need to wash before we can pray. Any animal when you touch you need wash.

But particularly with dogs we have this different stigma around it. So it kind of have escalated into a
phobia I would say.

One of the reasons is also because dogs are friendly. And they actually come towards you.

Ideally we would like not to be situation where in close contacts with dogs.

Do males and females have different needs?

I think again this comes back to where they are coming from, and what’s their worldview.

So you can find some women, for example are not very comfortable sharing let’s say, having a mixed
gender bathroom.

You know when you come in a group, and telling them this is a mix, now you actually see their reaction
on their face. It’s not really a good way to, sometimes they are forced to say yes because they are
looking at the social interaction of the other people.
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Giving the information in advance to tourists saying this is a mix bathroom or toilet, so potentially in
future there is no conflict.

Physical contact

If you have somebody, let’s say bungee jump. Tell them, inform them the process of putting the
harness.

I need to touch your shoulder or I need to touch your head and then giving them the choice. Will you be
comfortable me doing it or a woman to actually help you.

Halal food

Halal food means there is a specific way of actually slaughtering the animals that we eat.

For a restaurant for example I think it’s really important to list, identify. Maybe they could have a
different menu for example. Becuase I have seen in restaurant where they actually have a separate
kid of leaflet inserted into the menu. You know these are the options available.

The Muslim association here have a website where they put all the information where they can buy
meat. Which restaurant to go.

Pray while travelling

When tourists actually go to restaurants, it’s like a resting kind of a stop. So a lot of them actually
want to pray at that time as well.

I think it’s really a welcome touch I would say a specific room. You don’t have to create a big room,
just an area where they can go and pray.
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If it’s not available they will not make a fuss out of it. But they feel appreciated when it’s available.

When you are on a tour with a guided, just a family, they might even ask you to stop for pray
somewhere. But if there are other people with them they wouldn’t do that.

Final thoughts

Really good way to do is ask them.

Like, what do you want? What are you comfortable with?

What’s your preference?

Treat them as any other tourist, but be mindful they are also different to some extent in certain ways.
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Cultural Insights
North Asia
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Your first Impressions about New Zealand

Like culture shock because you know it’s totally different culture. Everybody smiles on the street. Like
you know, we can see this is the beautiful country. People very very friendly.

I am to my wife to New Zealand for honeymoon and is romantic and is fantastic.

Totally like a strange country to me and lots of different things like driving.

People here friendly as much as Japanese people do.

I couldn’t understand English at all because I found New Zealand accent is different from what we have
learnt in Japan. New Zealand people speak very quickly. Yeah, so sometimes very harder to catch.

Highlights

♦ First impressions about New Zealand
♦ Cultural differences between New Zealand and North Asians
♦ Thing to improve to accommodate North Asians
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What about cultural differences?

Lots of different things like driving. If people like the flash you with the things probably in China its
meaning like oh you need to be like slowing down, you know. But here it’s like oh maybe there’s like
cops at the front.

You need to like slowing down. If you turn the blinkers meaning likes for thank you. Yeah, like we don’t
do that in China.

It’s everything is slow. It’s like very enjoyable. You can just enjoy your life. Enjoy your meal. Enjoy your,
you know like a meeting. That’s great.

I found Japan is more conservative. New Zealand is more like a sort of like outgoing more open for
everything.

We kind of shy like you know, but the most of people here that come up to me and do you need some
help?

They don’t know about the English. Maybe the language is not good enough, but they want to travel in
New Zealand.
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One thing to improve upon?

Yes, like, you know Chinese signs, you know like in Chinese characters. That would be great for who
cannot speak English. That would be great I think.

Yes if you said ‘konnichiwa’ ‘arigato’ yeah, it make us very happy.

Just try to be patient and listen to what customer wants the customer needs. I mean we are all like
human being like we all need the same things. We need to be like cared like someone I feel like
someone care about you.

For example like when you explain to them and did you understand even though they didn’t understand.
They didn’t say anything? They pretended they understood. So if you write it down on the paper and
they will know once they pick up the words and look up a dictionary. They will understand what we are
saying about.

For thank you New Zealand and thank you for everyone. I would like to tell this is about love like the
small hearts, right? It’s tough in Taiwan. Yes. Thank you for everyone
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Your first Impressions about New Zealand

The moment I arrived in New Zealand it was surreal like wherever I turn to there were sheep
everywhere and it’s really hilly as well unlike where I was from. And it’s just so beautiful.

I am from a city of over 12 million people so arriving here I felt like the whole world was mine because
there wasn’t so many people around.

The people are quite friendly. Lot of people say hi along the street which people don’t do at home.

It’s much more picturesque than where I’m from, because Singapore is a very urban country.

The weather, because in Indonesia is always warm and sunny and in New Zealand it could change like
in seconds. Like in a day we can have rain or cold and sunny. And so I have to be prepared all the
times.

My first week in New Zealand was quite hard because I wasn’t prepared to hear you know the accent.

The accent is different so sometimes it’s a bit hard to understand Kiwi English.

Highlights

♦ First impressions about New Zealand
♦ Cultural differences between New Zealand and South East Asia
♦ Travelling as a Muslim
♦ Thing to improve to accommodate South East Asians

86



If you don’t speak English then you might be a little bit harder to communicate.

I had like a mini culture shock because obviously everything was very different. I thought it just like
peaceful sheeps natures. I didn’t know there is a heavy drinking culture here.

What is different to home?

In Malaysia we would socialize over food but here most likely we socialize over drinks.

We are sort of like a Muslim country and alcohol is, we don’t see people drinking alcohol on the street.

We love festivals like celebrating so many festivals like Deepavali, Chinese New Year, Hari Raya Eid-ul-
Fitr yeah.

I do miss the warmth from home and certain conveniences like we have so much like street food
vendors everywhere and is so cheap and it’s really available anytime. So you never really have to cook
for yourself. Whereas here, unless you make your own food you are going to go broke very fast.

Compared back to Singapore the food is expensive but it’s so much bigger portion than Singapore
yeah.
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How easy is travelling as a Muslim?

When I say Indonesia I’m not sure if they even have a mental image of where that is on the world map.
I mean people probably don’t know that it’s the largest Muslim country in the world for example.

I’m not afraid to say that I am a Muslim because people are very open-minded and they don’t have any
issue with that. So I feel like home to be here. We prefer that they cook pork and beef or chicken
separately. But we’ll never know in here how they cook the chicken and if the beef is halal or not. So
it’s kind of difficult for me.

I do avoid pork if I can so if I know what’s inside any dish it’s good for me just to you know in advance
that there’s no pork or lard inside. But for myself personally I don’t seek out halal food actively when
I’m abroad coz I’m aware that it’s not something that’s readily available in lots of places.

Before we pray actually we have this absolution like we have to wash ourselves and it’s really difficult
to do it in in New Zealand. I think if they could have a prayer room it would be really nice because
sometimes it’s really hard when you are going out and then you have to pray and there is there’s no
place to pray.

Even if it’s a multi-faith room you know a place where you can just go back and do your prayers
according to your faith I think would be very good for a lots of people.

One thing to improve upon

New Zealand is more it’s difficult to get around if you don’t have a driver’s license and if you don’t
have a car.

Medical aid it should be readily available just in case there’s an accident. So what I’ve noticed, if you’re
in the very far place, the medical aid comes 20 minutes time or 15 minutes time. It’s gonna be too late.
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Be more responsible in keeping the University, so that other tourists like us be able to use it more
comfortably.

Some places they could improve a little bit on the customer service. You know maybe to be more a
little bit more helpful.

More smiles on the people serving you is better will make you feel welcome. Well it will make you feel
at home at ease.

When someone smiles it really means a lot as it shows that you are opening your hearts to us and
welcoming us in a community.

In places like hostels, I think especially from my country will want to have gender separate bathrooms.
Like they wouldn’t want to have mixed bathroom between men and women.

People from the Philippines are very family-oriented. So it’s important to note that when you’re
organizing tours it should be able to accommodate all sorts of age groups so from kids to the
grandparents. So it’s very important because people from the Philippines really like to travel with
their families. So it’s nice if everyone can enjoy the tour.

At one of the hotels in some part of New Zealand they were quite racist. I would say quite racist
because he gave me the glare like he didn’t give to other customers but he glared at me because I felt
like it’s because of my colour.

I think it’s better if people talk to you or ask you where you’re from rather than just assume. I’ve had
experiences where people say things like konnichiwa, and I’m not from Japan.

You know like our first language is English so everybody speaks English and don’t assume that you
know just because we’re Asian we don’t speak English.

Just speak a bit slower if you do have that Kiwi accent.
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One thing to improve upon

Welcoming international tourists it’s not just about representing your own culture but also about
accommodating different types of people.

The way people behave maybe differently but it is not because someone is bad. It’s because they have
different culture and if we could understand each other’s culture it will increase our tolerance I think.

When you know someone’s culture you just instantly click with that person.

If I meet someone who knows about Singapore I would feel really excited to talk to them just because
they know so much more about my country but like in that way we can converse and share.

You want a New Zealand experience as well. I don’t think you want people to change, maybe just a
greeting if they can say a few words.

Someone actually knows where my country is on the map.

At least if you just know the name or at least where it is on the map you know it just makes me happy
really.

It feels really good when someone will greet us in our own language. Like saying how how are you,
‘Kumusta’ in Filipino and that feels good. At least they know something about your culture. And we’ll do
the same as well.
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