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Visitor Survey: Stats,
Immig, NTO

THREE PILLARS OF A
DECISION SUPPORT
SYSTEM

Community
Awareness/Attitudes
Survey: Village
Councils, NTO

Business Confidence
Index/Survey:
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Cook Islands PTDI Resources

www.nztri.org.nz/cook-islands-resources



http://www.nztri.org.nz/cook-islands-resources

Cook Islands International Visitor Survey
2012 - 2019
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2012/13 — 2018/19 Respondents

VR Responses cover a total ofi
M 56,103 adults and 8,125 children !
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Share of visitors (%)

How did you find out about the Cook Islands?
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Note: Multiple responses, therefore total does not add up to 100%

—Previous visits
——Friends/family
——Travel agent/agency brochures
Social media (Facebook, Twitter etc)
——Travel books (e.g. Lonely Planet)
—Magazine and newspaper articles
—The official Cook Islands travel website
(cookislands.travel/nz)

—General travel websites (e.g. TripAdvisor)

—\Web search engines (e.g. Google)



How did you purchase your travel?
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—Travel arrangements were made through a travel
agent

—| made my own travel arrangement using the
Internet

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

Travel arrangements were made by a mixture of
travel agent and online booking

- Other



Per Visit Total Expenditure (Qtr 4 2018/19)

i AVERAGE SPEND i

\ BEFORE VISITING ;
Lo o e |
NZ$2 003 | AVERAGE SPEND !
NZ$2,092 ; :
M ' WHILE IN THE COOK |
| ISLANDS i
4090 FLowING BACK e
PER PERSON
M PER DAY
NzZ$154
PER PERSON

Y R/
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PER PERSON PER DAY

NZ$259 |

PER PERSON PER VISIT

| NZ$2,069 |



Local Expenditure Per Person Per Day (Qtr 4 2018/19)

Expenditure Items Mean (NZS) (% of spend)

Accommodation 68 44
Restaurant, cafes and bar 33 21
Shopping 11 6
Vehicle rental 9 6
Domestic flights 8 5
Activities 8 5
Groceries 7 5
Other 2 1

NZ$154

Petrol 2 1
Internet cost 2 1
Cruising 2 1

Public transportation 1 0




Flowing back to local economy
Local spend
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Expenditure (July 2017 - June 2019)

Average spend per person
prior to arrival
(flowing back)

Average spend in country
per person per day

TOTAL SPEND PER VISIT
FLOWING BACK TO LOCAL
ECONOMY

(prepaid and in country)

ﬁ

Rarotonga

$1739

(5696)

$147

Average length of
3.1
stay (nights)

$1887




Expenditure — Regional Comparison (NZS)

Surveyperiod | AprtoJun2019  JantoDec2018  Jan-Dec2018 OO 202%)2;0 Mar  jan-Dec2018  Jan-Dec2018 2" 2;)01158' Dec
In country spend
per person per day 5154 $88 $136 $99 $104 $120 $163
Total spend per
person per person $259 S180 S278 S163 S241 S321 S325
per day
Total spend per $2,069 $1,476 $2,247 $1,297 $2,370 $3,144 S2,273

person per visit
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Overall Satisfaction (Satisfied/Very Satisfied)

Country/State | Satisfied V. Satisfied Total
Cook Islands 23 70 93
Niue 27 66 93
Yap 33 57 90
Samoa 32 54 36
Vanuatu g 2019) 34 52 386
PNG 73
Solomon Is 39 28 67




Degree of Participation in Activities (Qtr 4 2018/19)

Visiting the beach 98

94

1 Snorkelling 86

| WATER-BASED |
| Kayaking meeeeeess— 43

| ACTIVITIES | e 3

Diving = 13

53

Ocean Cruise === §5

Fishing - Bonefishing == 2

: CULTU RAL : Island Night Feast and Show = 59

. INTERACTION Church on Sunday  e— 24

Dance / Language / Art Classes w12

Sightseeing e —— ()

LAND-BASED : Cu|tura| @ N1TS 10000000 54
ACTIVITIES | Treks and Tralls s 32
Tttt TTTTT — ) )

Cycling m———— 8
4WD Adventures e 13
Local Produce e.g Coffee, Coconut Oil etc e —— 7 ]

:_ SHOPPING 1 Local Arts  me——— [ ]

Pearls m——— 3 ) Share of Visitors (%)

0 10 20 30 40 50 60 70 80 90 100
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——[Meal at a Cook Islands Home
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60%
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Satisfaction with Activities (Qtr 4 2018/19)

Lagoon Cruise
j-—-—-—-—-—-—-—-—— Visiting the beach

I WATER-BASED Swimming

Snorkelling

|
| ACTIVITIES | Kayaking
= == = - Stand Up Paddle Boarding

4' 3 Ocean Cruis e e 4.1
Fishing - Dee|p S ea s — 3.7
G e ————————EE
Fishing - Bonefishing meeesssssss—— ) 6
Whale Watching = 1.8

1sland Celebrations O Eve Nt . 4,7

O
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o
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I M eal at a Cook |s1and:s H 0 e . 4,7
I ChUrCh 0N S U N Oy . 4.7
Island Night Feast and S oW e 4.6
4_6 Dance / Language / Art Class s . 4,6

L0 V1@ €S s 4 5

T UM U N U 0N AT U 000000 4.4

A\N D Ad Ve Nt U re:S |——— e /. 7

——————————— 1 Cu U @ T O U -1 /7
LAND_BASED 1 Siigh'ts e ei g 1 /6
1 Cultural Evie Nt 1 m— e 4.6
| ACTIVITIES | Restaurants, Bars and Cafes |1 4.5
el - SO i NG [EV NS /] /|
45 Ol ———,—————————lE

Ve hicle Re Nt a | e 4 4
Treks and T rai|s 1 4 3
Public Transport e 4]

P = = = = = == - - I V] LS | /|

I SHOPPING Lqcal Produce e.g Coffee, Coconut Ol etc e —— {, {

___________ - P e 1| S /) /|
4.4 Local Crafts | ————— e /3

Lol /A It S 1 4.3
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Least Appealing - Environmental Quality

Country % Visitors
Yap 3
Niue 4
Cook Is. 8
Samoa 11
Vanuatu 15
PNG 18
Solomon Is 35
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Cook Islands Visitor Survey

Soft Adventure Market Segmentation - Visitor Characteristics
(2016-2019)




BTy
Very soft adventure (VSA) 2-3 37%
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NZS

$2,500

$2,000

$1,500

$1,000

$500

S

o

S885
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Prepaid flowing back

51353 2 *2%1,379

51’203 I I I

Spend in country

HMFF mVSA ESA mHA

$2,304

$2,146 [ 52,178
$1969| |

Economic impact
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Respondents across seven phases

Phase 1 Phase 2 Phase 3 Phase 4 Phase 5 Phase 6 Phase 7
(round 1 of (round 2 of (round 1 of (round 2 of (round 1 of (round 2 of (round 1 of
2016) 2016) 2017) 2017) 2018) 2018) 2019)

Numb f
SREEES 128 124 97 106 84 113 68
responses
e
ra"t:"ersm" 41% 40% 31% 34% 27% 36% 22%
Had
o
S 37% 58% 57% 58% 52% 68%

the survey
previously




60

What is the primary focus of your business?

56
a3 * 48 49
44
42 42
40 . N
35
32 32
30
20 18
16 16 o
12
10 Is
0 I

Accommodation provider Visitor activities Other

B Phasel MPhase2 MPhase3 ®mPhase4 M Phase5 M Phase6 M Phase7



Location of primary business

100
91 93

90 888786
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I am confident my business will do well in the coming year

Non-tourism

Tourism

3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5

B Phasel MPhase2 M Phase3 ®mPhase4 MmPhase5 M Phase6 ™M Phase?7



The major challenges in next five years?

35

30

25
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Percentage

10

Phase 1 Phase 2 Phase 3 Phase 4 Phase 5 Phase 6 Phase 7

——Environment/Climate Ch. —Human resources ——Number of tourists/customers

Political issues and regulations=——Competition — Qperatig cost



How important are the following to the Cook Islands?

Maximising visitor spend

Increasing tourism awareness within government agencies

Increasing tourism awareness among local communities

Maximising visitor numbers

Increasing networking opportunities for local businesses

3.2 34 3.6 3.8 4.0 4.2 4.4 4.6 4.8
Mean

B Phasel M Phase2 M Phase3 Phase4 mPhase5 M Phase6 ™M Phase?
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Approach

* Online data collection was run with the support of Cook islands Tourism
and Telecommunications provider Bluesky. The survey ran from 9 August
to 31 October 2019. 975 responses were collected. Based on the total
population aged over 15 (2016 census) of 13,138 the sample size is
estimated to be approximately 7% (NB for ethical reasons the survey only
targeted those aged 18 and over).

* The data is analysed and compared with a focus on the following
variables: (1) Cook Island Maori and Non-Cook Island Maori; (2) Age
groups; (3) Island of residence (Rarotonga and Aitutaki); and (4)
employment type (tourism sector and non-tourism sector).
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Do you work in or own a
business in the tourism

B Yes
sector?

® No

30 40 50 60 If responded NO
Percentage

Do you get any income 19

iem?
from tourism? 81l mYes

® No

10 30 50 70 90

Percentage



Do you have family members who work in the tourism industry?
Rarotonga / Aitutaki
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Do you think that tourism is good for the Cook Islands?
Rarotonga / Aitutaki

120
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(00)
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20
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0 | _ I
Yes No Not sure
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Tourism as a source of pride and direct benefit

60

50

Percentage
N w TN
o o o

=
o

20
13
11 13
= 1
Strongly disagree (1) Somewhat disagree Neither agree nor

(2) disagree (3)

m | feel proud to live in a place that can attract many visitors

55
32
i | I
Somewhat agree (4) Strongly agree (5)

® | benefit directly from tourism



Tourism as a source of pride and direct benefit — Cl Maori/non Cl Maori

| feel proud to live in a place that can attract 4.3
many visitors 4.9
3.4
3.9

3.0 3.5 4.0 4.5
Mean rating

| benefit directly from tourism

® Cl Maori ™ Non-Cl Maori



Tourism as a source of pride and direct benefit - tourism/non-tourism

| feel proud to live in a place that can attract many 4.4
visitors 4.9
L : 4.2
| benefit directly from tourism
3.0

2.5 3.0 3.5 4.0 4.5 5.0

Mean rating

B Tourism sector ™ Non-tourism sector



Tourism and Economic Dimensions

Tourism is good for the Cook Islands economy [ a4
It is a challenge to find long term rentals as propert
; ; o I 42 (8.2)

owners are opting to rent short term for more money

Tourism creates more jobs for local people [ 4
New foreign owned tourism businesses should be _ 3.9
restricted '
House and rental prices have increased due to tourism T 3.8 (3.6)
My standard of living has improved because of tourism [ 36

Everyday life is more expensive because of tourism [ 31

2.0 2.5 3.0 3.5 4.0 4.5
Mean rating



Tourism is good for the Cook Islands economy

New foreign owned tourism businesses should be —
restricted A4
NS AL s ———
owners are opting to rent short term for more money

Tourism creates more jobs for local people

House and rental prices have increased due to tourism m 4.2

My standard of living has improved because of tourism ﬂ

Everyday life is more expensive because of tourism

2.5

® Cl Maori

3.2

3.0

Mean rating

® Non-Cl Maori

3.5

I
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~

4.5



It is a challenge to find long term rentals as property - 43 (4.1)
owners are opting to rent short term for more money 3.7
New foreign owned tourism businesses should be ‘
restricted 4.2
House and rental prices have increased due to tourism r 3.9 (3.7)
3.8
— 3.2
2.6

2.5 3.0 3.5 4.0 4.5
Mean rating

My standard of living has improved because of tourism

Everyday life is more expensive because of tourism

W Rarotonga M Aitutaki



Tourism is good for the Cook Islands economy _ 4.5
Tourism creates more jobs for local people —0

It is a challenge to find long term rentals as property _ 4.
owners are opting to rent short term for more money 4.

My standard of living has improved because of tourism m 3.9
House and rental prices have increased due to tourism _39
New foreign owned tourism businesses should be m
restricted
Everyday life is more expensive because of tourism ‘g 1

M Tourism sector

3.0 3.5

Mean rating

® Non-tourism sector

4.0

5.0



Tourism and Environmental Dimensions

A visitor environment tax should be imposed

Our environment is damaged because of tourism

The Cook Islands needs more tourists

Our roads and infrastructure are kept at a higher
standard because of tourism

It is overcrowded because of tourism

2.8

2.9

3.0

Mean rating

3.1

3.1

3.2

3.3

3.4

3.5

3.6



A visitor environment tax should be imposed

Our environment is damaged because of tourism

The Cook Islands needs more tourists

It is overcrowded because of tourism

Our roads and infrastructure are kept at a higher 3.1
standard because of tourism

2.0 2.5

W Rarotonga M Aitutaki

3.0
Mean rating

3.5

3.5

4.0



Tourism and Cultural Dimensions

Contact with tourists brings opportunities to learn
from other cultures

Tourism revives culture and/or traditions

Tourism has made me more aware of the culture and
traditions of the Cook Islands

| have experienced an increase in crime and bad
behaviour because of tourism

There is a loss of culture, language and traditions
because of tourism

2.8

N
w

2.0

2.5

Mean rating

3.0

3.4

3.5

3.6

3.8

4.0



Contact with tourists brings opportunities to learn from
other cultures

Tourism revives culture and/or traditions

Tourism has made me more aware of the culture and
traditions of the Cook Islands

| have experienced an increase in crime and bad behaviour
because of tourism

There is a loss of culture, language and traditions because
of tourism

2.0

W Rarotonga M Aitutaki

2.5

3.0
Mean rating

3.5

4.0



| would like to share my culture and values with tourists

10%\

® Yes

= No

90%




| would like to share my culture and values with tourists

Age group
120
100
80
Q
o0}
B8
§ 60
&
o
40
20 11 11
5
) ———
Yes No

W 18-29 W 30-59 m 60+




| would like to share my culture and values with tourists
Rarotonga / Aitutaki

97
90
10
N X
T
Yes

No

120

100

Percentage
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o o o o

o

M Rarotonga M Aitutaki



Tourism and information

| feel well informed about tourism

| would like to have more information about
tourism

| have opportunities to express my views about
tourism

3.8

3.4 3.5 3.6 3.7 3.8

Mean rating

3.9



Tourism and information access — Rarotonga/Aitutaki

| feel well informed about tourism

| would like to have more information
about tourism

| have opportunities to express my 3.5
views about tourism

3.0 3.5 4.0
Mean rating

3.7

M Rarotonga M Aitutaki

4.5



Themes identified (% of all comments made)

Suggestions on " . Don't blame . ..
e . Positive Negative . Neutral Appreciation of
tourism tourism or .
comments comments comments being asked

development tourists

68% 41% 38% 2% 2% 2%

T~ T

Suggestions on tourism development Negativchomments

Marketing 16%

Infrastructure improvement 15% Positive comments Tourists” behaviours and numbers 34%
Government strategies and regulations  13% Well done tourism 27% Environment impacts 19%
Sustainable tourism development 12% Positive economic impacts 19% Social issues 8%
Balance culture and economic benefits 11% Being proud of Cl 19% Local people’ attitude and services 7%
Education referring to tourism 10% Tourists’ positive impacts 13% Economic impacts 7%
Tourists education 5% Good willing to contribute 8% Cultural impacts 59
More opportunities & priorities for locals = 5% Positive environment impacts 6% Political issues %and lat cog
More events or activities 3% Positive cultural impacts 4% RanE reettaon °
More training for local businesses 3% Infrastructure development 1% General concerns 3%
More connections 2% Housing and renting 2%
Accommodation related regulations 2% Infrastructure 2%
Foreigners (worker and owner) 2% Stop over-developing tourism 1%

More opportunities for outer islands 2%



Positive comments

* Tourism not only changes peoples lives it also gives opportunity to those
who are in need. So | may say tourism is a part of our day lives whether we
are in business industry or not. Because from nothing to something that’s all
thanks to tourism.

* We clearly benefit greatly from tourism in the Cook Islands economically
and it is an important economic driver to maintain.

* | am proud of my country when tourists choose to come here, and also
when | hear good and positive comments from them.

* Tourist are complying with our cultural ways and customs.
* Look after tourism for the future generations.

* Tourism helps some of us keep our islands clean because we want to make a
good impression on others about our home.



Negative comments

* Tourism numbers are too high and now have an overall negative impact on the
country.

* Environmental issues have been caused by the large number of tourists
visiting the Cook Islands.

* Tourism is our future but we must have regulations to control its impact.

* Whether they well informed about the culture, important about some dress
codes and keep safe, stay safe, and road rules.

| think it is a shame that so many foreigners own tourism businesses.

e Overall tourism has increased social inequality, loss of culture and
environmental destruction- this needs serious consideration and to be brought
under control. Meitaki.

* The substantial cost of long term renting is another existing issue due to
tourists staying in Raro, very difficult for some.



Suggestions on tourism development

* More promotion and affordable travel to the outer islands - they offer a very
different type of holiday and their beauty should be shared.

* We need to implement a local price/tourist price situation like many other
tourism heavy countries, this is easily done and tourists are understanding.

e Stop promoting Rarotonga with photos of Aitutaki. Aitutaki should be promoted
as its own destination not a day trip.

e Better infrastructure is needed in order to deal with the rise in tourism numbers.
* Tourism is good to a limit but must be controlled to a point that is sustainable.

* Balance growth of Tourism with Environment and retention of traditional
practices to avoid exploitation

* Educating our young ones.
* Local community must benefit and not have profits head off overseas.



Don't blame tourism or tourists

* We lost our language & culture thru education a long time ago. Don't blame the
tourists. The crime rate in increased when they started sending our bad kids back
from Australia & New Zealand. Tourism is very good for the country. Bring it on.

* Cost of living for most people | know is very high and struggling to put food on
the table, not because of tourism.

* Tourism is the backbone of Cook Islands economy, it has a good and bad side,
but many of the issues that bother us in the Cook Islands we must look at within

ourselves and not lay blame on others.

* It’s easy to blame tourists for the feeling of overcrowding and visible damage to
our roads and environment, but as a country | believe that we need to invest
ourselves into the infrastructure and planning of our land and resources in order
to accommodate both our visitors and locals.



Appreciation of the survey....

Manea note teia au tuatua akakite.

Good survey.

Great survey guys keep up the good work.

Thanks for having this opportunity to fill out this survey form... Kia Orana e Kia
Manuia.



The National Development Goals
A scorecard for national development

Te Kaveinga Nui

National Sustainable
Development Plan
2016 - 2020

Improve access to affordabl liable, inabl
modern energy and transport
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GOAL#1

PERPETUATE THE
STRONG ESSENCE OF THE
COOK ISLANDS CULTURE

B. CULTURE AND HERITAGE

Culturalheritage and intangble heritage are key elements of the toursm industry in the Cook Islands, underpinning the unique sense
of place that the country, and each of its islands, offers visitors. Land lies at the heart of culture and visitors not only experience the
[errest-ial resources on OFFQI' but aiso Che CUVT.Lral C:rrensims, museums, eative ans End intellectual F)mper‘ly that are |mP0rtan[

elements of the Cook Islands experience. Whie it is vital to ensure that the everyday life and culture of local pacple is shared with
visitors this must be done in an approprizte fashion that is informed by the community itself.

The community experience of tourism must be better
understood and valued alongside the visitor experience

Hosts are not just the property owners and restaurant staff who
visitors interact with — they are the broader host community in
all its forms. It is vital that communities throughout the Cook
Islands benefit directly from tourism and that they are aware
of the benefits (and pszential costs) the indust'y brngs, To
understand community awareness of and Enks to toursm it is
vital to put in place ongoing community focused research on any
slands exposed to tourism development.

+ Community support for tourism. The percentage identi
as strongly sup ve or sh’.w'ng limitad support.

Community impacts of tounsm — local identification of
benefits and costs (%)

Maximise opportunities for visitors to understand and
learn about heritage in all its forms.

If commun ity are to benefit from tourism it is vital that they have
opportunitiestolink to theindustry directly through appropriately
developed and managed products and experiences. An increase
in visitors engaging in appropriate forms of commun: ty focused
tourismwill support the growth of local jobs and income and also
enrich thevisitor experience. This is particularly vital in the Outer
Islands where the opportun ity exists to build on dimensions

of everyday Ife and culture that offer 2 point of difference to

Qarctonga.

If cultural heritage sites are to be linked more effectively into the
tourism experience d'»ey require protection, maintenance and
interpretation - tourism can play an important role in assisting
to fund such sites.

-  percentage of vistors engaging in culturally immersive
actwvities

visitor satisfaction with culturally immersive activities

r\l_n'-be 'va'CenLage/mnge QF tourism PrDG'JCE End;’or
experiences featuring community/cultural elements

amount of user pay funding going to protect heritage sites

The Kia Orana Values program is sustained and

developed

The Kia Orana Vzlues program is a vital tool to reinforce the
important links between community, culture and sustainable
tounsm cs_'velop"nent. 13 'simp:-'nant:}'et the ear|’y gahsa-:h ieved
by this program are sustained through ongoing investment.
The success of the approach can be menitored through the
community research discussed eardier in this section.

+ Funding continues for the Kia Orana program and grows
with visitor numbers or as issues require intervention.



Positive Trend

Negative Trend

No Change

Each diagram has nine possible scenarios,
represented as numbers, that are used to assess
each indictor. There are:

1. On track and continues to improve.

2. On track, however there are signs of regression.

3. Ontrack, and no changes since the previous
year.

4. Of concern, however there are signs of
improvement.

5. Of concern, and regressing. Requires attention.

6. Of concern, and no change since the previous
year.

7. Off track, data suggests an improvement.

8. Off track and continues to regress.

9. Off track and there has been no change since the
previous year.

Note: Based on National Sustainable Development Plan 2016 - 2020
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Meitaki Ma'ata/Thank You!

Simon Milne, Mindy Sun, Jeannie Yi



