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Background

The 2023 July-September Cook Islands International Visitor Survey is an initiative of the Pacific
Tourism Data Initiative, funded by the Zealand Ministry of Foreign Affairs and Trade (NZMFAT),
and is conducted by the Pacific Tourism Organization (SPTO).

VS data from July to September 2023 is analysed to help us understand the visitor experience and
gain insights into tourism recovery in the Cook Islands after the border reopening.

The report includes key sections on visitor profiles and characteristics, information and decision-
making, visitor expenditure and satisfaction.

N.B. The July to September visitor emails were collected through the passenger arrival and
departure cards completed by visitors on their arrival into, and departure from, the Cook Islands.

N.B. Analyses use IVS respondents, weighted to actual arrival data from July to September 2023
provided by the Cook Islands Tourism Corporation (CITC). Weighting corrects for under sampling or
oversampling by source market, ensuring representative sample data.

N.B. The estimated rate of prepaid expenditure flowing into local economy is 40%, which is observed
from other Pacific Island countries. Further research is warranted to establish more accurate estimates.

All amounts are reported in NZD currency using average rates for the July - September 2023 period.



Disclaimer

%+ Reproduction of Material - Information contained within this publication, including all charts,
information, and graphical representations, may be used, reproduced, or published without prior
approval from SPTO and CITC. However, the information source must be explicitly referenced and
acknowledged in all modes of representation.
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¥ The survey instrument used to collect data for the July to September 2023 period was similar,
but not exact, to the survey instrument used in the July 2022 to June 2023 period. New questions
were added, a handful of existing questions were removed, and the response options for some
qguestions were altered. In those instances where comparisons cannot be made, we report only the
results for the July to September 2023 period.

>

s Please note that the Pacific Tourism Organization (SPTO) and the Cook Islands Tourism
Corporation (CITC) do not accept liability for any loss or damage incurred as a result of the use
of information contained in this report. Users are advised to exercise their own judgment in the
use of any information provided.



IVS Respondents (July - September 2023)
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SUMMARY OF KEY FINDINGS 2022 vs. 2023

Jul-Sep 2022
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—J COUNTRY OF ORIGIN

90% | 8% 1% 0.3%] 0.2%

AUS Europe USA Pacific

13%

Visitors are 70 years old or over.

3pp|

Avg. number of travel companions.

‘<1\ 44
K_>\ Visitors visited for the first time.

$141,283

Average household income.

Note: NZ dolfars.

Jul-Sep 2023
)
7N§% ‘ 16% ‘ 4% ‘ 3%

AUS Europe USA

1%

Pacific

7%

Visitors are 70 years old or over.
0 3om

Avg. number of travel companions.

AR

Visitors visited for the first time.

— $149,510

Average household income.



SUMMARY OF KEY FINDINGS 2022 vs. 2023

Jul-Sep 2022
@ PURPOSE OF VISIT

Holiday

89« ‘ 3% | 3% T% 3%

Wedding VFR Honeymoon Business

4.6/5

Overall, visitors are very satisfied.

98%

Visitors are willing to recommend.

k‘\ 94%
k)‘ Visitors are willing to return.

Jul-Sep 2023
24

5 J PURPOSE OF VISIT

4

VFR

4

Honeymoon

79% ‘ 8%

Holiday Wedding

4.7/5
Overall, visitors are very satisfied.

}))) 93%

Visitors are willing to recommend.

‘(\ 91%
k)\ Visitors are willing to return.

Note: Question reviewed and changed to Likert scale



JUL-SEP 2022

NZD 102 MILLION

FROM 41,056 VISITORS

®
PREPAID @ IN-COUNTRY
— EXPENDITURE J SPEND
$2,073 $200
Prepaid per visitor per trip In-country spend per day

X 8.3 nights
Average length of
stay

40%

Flowing into local
economy rate

$829 $1,660
Prepaid per visitor per trip In-country spend per trip
\ J
|
:ENCIZPOAIEC_)FMIC $2,489 per visitor per trip
$3OO per visitor per day

Note: NZ dollars. All amounts are per person

JUL-SEP 2023

NZD 124 MILLION

FROM 47,345 VISITORS

&
=] | PREPAID IN-COUNTRY
J EXPENDITURE J SPEND

$2,359 $196

Prepaid per visitor per trip In-country spend per day

40% : X 8.6 nights

Flowing into local =S Average length of
economy rate stay

$944 $1,688

Prepaid per visitor per trip In-country spend per trip

IMPACT

ECONOMIC $2,632 per visitor per trip

$305 per visitor per day




Report Structure
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Country of Origin: IVS Respondents

73%
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n
16%
4% 39
]
New Zealand Australia Europe USA Pacific

Note: N = 162. Due to rounding, some totals do not sum to 100%. Amount is weighted.



New Zealand Respondents - IVS Respondent Data

« Northland

TOTAL VISITOR

; - Bay of Plenty 11 9

Taranaki ¢

”Hawkes Bay
2% ;

4%

“"Manuwatu
2%

Wellington
2%

 Canterbury
; 20%
Southland ¢
15%
Otago
4%

Auckland, Canterbury, Waikato and Southland make up 74% of all New Zealand visitor arrivals

Note: Due to rounding, total does not sum to 100%



Australian Respondents - IVS Respondent Data

TOTAL VISITOR

Northern - 2 7

Territory
(07
Queensland
17%

Western Australia 3%

South Australia 6%
New South Wales 56,

Victoria
14%

v

New South Wales (incl. Australian Capital Territory), Queensland and Victoria make up 87% of all Australian visitor arrivals

1
Tasmania

3%

Note: Due to rounding, total does not sum to 100%



Age Group

Share of Visitors (%)

Note: N = 167

30%
28%

23%
20%

18%
2022

= 2023
13% 14% 13% 13%
1%
10%

7%

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



Gender

38%
Male

TOTAL

161

VISITORS
62%

Female

Note: N =161



Avg. Household Income

NZ$149,510

JUL-SEP 2023

Annual Household Income

27%
25%

23%
22%
19%
17%
16%

. 139 2022

2023

1%
7%
5%

Under $50000 $50001-$100000  $100001-$150000 $150001-$200000 $200001-$250000 Over $250000

Share of Visitors (%)

Note: N =130



Report Structure
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Purpose of Visit

I — 79%

Holiday 89%
_ 0O,
Attending a wedding 8%
3%
0,
Visiting friends or relatives B 4%
3%
M 4%
Honeymoon 1%
(o)
Business or conference N 2;’,/ " 2023
(o]
. 2022
) 2%
Education 0.4%
0,
Other reason, please specify I11°//°
(o]
) ) | 0.3%
Special event - cultural 0.3%
) . | 0.2%
Special event - sporting 0.1%

Share of Visitors (%)

Note: N = ]6].



Travel Companions

Partner / spouse | <19
Family member(s) | I 1%
Friend(s) [N 25
Work colleague(s) [ 5%
Other [} 2%
Wedding party [ 2%
Organised group [ 0.6%

Tour group || 0.6%

Share of Visitors (%)

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



Number of Travel Companions

#TRAVEL COMPANIONS

Median 2
Mean 3

40%

<

z 28%
9 25%

K7

>

k)

g

©

K

wn

6%
Less than 2 6-8 More than 8

Note: N = 116 (excluding those travelling alone N =14). Due to rounding, total does not sum to 100%



N=T67

Previous Visits

Share of Visitors (%)

44%

41%

First time

44%

32%

1-3 times

15%

9%

4-6 times

2022
m 2023

8%

6%

6 or more times



Length of Stay (nights) AVG. LENGTH OF STAY
83 | 8.6

JUL - SEPT 2022 JUL - SEPT 2023

78%

69%

2022
m 2023

Share of Visitors (%)

[¢)
15% 13% 109
5%

- [ ] I

Less than 5 Nights 6-10 Nights 11-15 Nights 16-20 Nights More than 21 Nights




Airlines Used for Travel

L2

\C o : .
botstart sover [ >

HAWAIIAN .. -
—— AIRLINES. — E— Hawaiian Airlines I 3%

% Air Tahiti I 0.9%

AIR TAHITI NUI

rotonds
AirRa ’

— Air Rarotonga | 0.6%

the Airline of the Cook Islands

Other — Other, please specify ‘ 0.2%

Share of Visitors (%)

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



Islands Visited & Avg. Length of Stay Avg. Length of Stay

Q: Which island(s) did you visit?
Q: How many nights did you spend on each island you visited?

Aitutaki
{’___-l____\
% | Lg:: N {’-—__I____\I
:260/: S A% = : El:]:
1 . | I
\\___o_:_Tg_ht_S/l : 8% : n|g1:\t5 : Mlt'aro
L R [
Atiu
Rarotonga Mauke
f————l—___
{ N
I ' Mangaia
|100% ht & {,--__I____\I
S )k,
| I 3
: 8% | nights:
N o e o e -

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



Accommodations Visited in Rarotonga

The Edgewater Resort & Spa I 30%
Private Rental/Friends & Family/Other N 19%
Pacific Resort Rarotonga I 9%
The Sunset Resort I 6%
The Rarotongan Beach Resort & Spa I 4%
Magic Reef Bungalows Ml 3%
Sea Change Villas 1l 2%

Palm Grove M 2% Costowny Beachvilas | Rortonga | GrounBeseh s
~ Muri Beachcomber Il 2%
S Little Polynesian 1l 2% il
v The Black Pearl at Puaikura Bl 2% - Central Motel | Coral Sands | Daydreamer
.4% Sunset Quay WM 2% e The i e
S Muri Beach Resort Ml 2% SR e Besch | Natura e
5 Moana Sands Beachfront Hotel Ml 2% Retreat
o Blackrock Villas 1l 2% Rarotonga Beach
s Arcadia Cottage WMl 2% B ooy Besch Vil e
n Anchors Sand WM 2% et | srecsovitas | Apartments | roton.
Nautilus Resort Wl 2% e
Club Raro M 1.3% Absolute
Motu Villas 1 1.2% el | e N

Raro Beach Bach M 1.1%
Muri Lagoon View Bungalows M 1.1%
Muri Beach Villa M 1.1%

- e e e e e e e e e e e e e e e e e mm e e e m M e e e m e e e e e e e e e



Accommodations Visited in Rarotonga - Satisfaction Ratings

Private Rental/Friends &... Nil
The Edgewater Resort & Spa
Pacific Resort Rarotonga 4 4 4 4 4
The Rarotongan Beach... SN 1 = s
Club Raro
Motu Villas
Little Polynesian m The level of customer service
The Sunset Resort N 1 Emzmmmmmmzmss provided
Ocean Escape Resort & Spa HEEEEN " EmmmaarmmmmmmEm—.
Magic Reef Bungalows W The quality, availability and
Sea Change Villas maintenance of the facilities

Nautilus Resort

4 4 4 4 4

m Health and safety measures

The Sanctuary Rarotonga
Sunhaven Beach Bungalows
Seaspray Beach Villas = The overall value for money
Rarotonga Beach Bungalows
Palm Grove
Muri Beachcomber m "Corporate responsibility”
Muri Beach Villa I 00 EmE=ee
Moana Sands Lagoon Resort
Lagoon Breeze Villas
Crown Beach Resort
Castaway Beach Villas
Aroa Beachside Inn
Absolute Beachfront Villa &...IEEE | ESaEmmmmmEmm.

Scale: 1=Very dissatisfied to 5=Very satisfied



Accommodations Visited in Rarotonga (<1%) + Satisfaction Ratings

The Islander Hotel
The Hibiscus Homestead
The Black Pearl at... NS00 ===
Sunset Quay
Rarotonga Island Villas 4 5 4 4 3
Rarotonga Daydreamer... IR 0y = mmm=am m The level of customer service
Rarotonga Backpackers :
provided
Raro Beach Bach
Raina Beach Apartmef\ts = The quality, availability and
Natura Pool Vllla maintenance of the facilities
Natura Beach Villa
m::il ;Zggﬁ ?q;/;:: m Health and safety measures
Moana Sands... NS s e
Manuia Beach Boutique = The overall value for money
Lyas Bungalow 2
Kings Beach Villas 5 5 5 5 5
Ikurangi Eco Retreat " TV
Daydreamer = "Corporate responsibility
Coral Sands
Central Motel

Blackrock Villas
Avana Waterfront...
Arcadia Cottage

Anchors Sand

Im
k01
l(ﬂ
Ul

l
(631
1N
1N

4

Scale: 1=Very dissatisfied to 5=Very satisfied



Share of Visitors (%)

Accommodations Visited in Aitutaki + Satisfaction Ratings

Aitutaki Lagoon Resort & Spa NG 27 N
Pacific Resort Aitutaki |GGG 22 ---- > 5 | 5 5 4 4
' B The level of

Private Rental/Friends &... | I 17 customer service

provided
Tamanu Beach |G 10% -----------—————————-- > 5 ' 4 5 4 4
u The quality,

Ranginui's Retreat |l 5% --------——-----------"------- > 33 3 5 3 availability and
_ maintenance of
Paradise Cove [ 5% +---------------------—---—--- S 4 5 5 5 5| the facilities
. . ® Health and
it 5 BESEESSS 4 5 |
Etu Moana Boutique Beach Villas | 5% > 5 5 5 4 5 safety measures
Vaikoa Units [l 2%+--------------------------oooo - > S _EESENNSS 5 5
Tai Roto Bay Beach Villas [l 2% ------------ - ocooo . > 5 5 5 5 5 m The overall value
for money
Matriki Beach Huts [l 2% +-----—-- - - - - - > 5 /5 5 5 5
Amuri Guesthouse [l 2%F-------------- - - 5 |5 5 5 § m "Corporate
] L responsibility”
Aitutaki Village 1M 2% -~ ________. > S EESENSS 5 5
Aitutaki Escape [l 2% ----- - > 5 3 5 5 5
Aitutaki Beach Villas |l 2% r------------------- - - > 5 5 4 5 5

Scale: 1=Very dissatisfied to 5=Very satisfied
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Information Source: How did you find out about the Cook
Islands as a destination?

Friends / family I 62%
Previous visits I 50%
Social media (Facebook, Twitter etc.) N 21%
Web search engines (e.g. Google) N 16%
Travel agent / agency brochures I 13%
General travel websites (e.g. TripAdvisor) N 12%
The official Cook Islands travel website... I 10%
The official Cook Islands Tourism Facebook page... Il 10%
Workplace colleagues I 9%
Magazine and newspaper articles I 7%
Organised group event I 6%
Other, please specify I 5%
Promotion by Air New Zealand I 5%
Travel books (e.g. Lonely Planet) Il 4%
Television or radio programmes Bl 3%
Share of Visitors (%)

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



Information Source: How important was the information source
when planning your trip?

Friends / family
Previous visits

Web search engines (e.g. Google)

The official Cook Islands travel website...

General travel websites (e.g. Trip Advisor)

Social media (Facebook, Twitter etc.)

The official Cook Islands Tourism Facebook page...

Travel agent / travel brochures
Promotion by Air New Zealand
Workplace colleagues

Magazine and newspaper articles
Travel books (e.g. Lonely Planet)

Television or radio programmes

1=Not at all Important to 5=Extremely Important



Important Promotion/ Advertising Channels that assisted in selecting
to visit the Cook Islands

Recommendation of a friend or acquaintance | 69%
Especially good fare or package [[INGNINEE 274
online reviews |GGG 22%

Recommendation of a travel agent |GG 12%
Online advertisement [l 6%
Advertising (magazine, newspaper, TV, radio) - 5%
Online video [l 5%
Favourable exchange rate [JJ] 3%

An email offer | 0.9%

Share of Visitors (%)



Pre-travel Perceptions v Expectations (Side-by-side comparison)

Quiet and relaxing atmosphere

A safe place to visit

Beaches and Swimming

Friendly people

Warm and sunny weather

Snorkelling and Diving

Natural attractions/ Eco-Tourism/ Photography
Easy to access

Culture and History

"Responsible Tourism”

Affordibility

Cuisine

Visiting friends and family in the Cook Islands
Attending an event

Business or Attending a Conference

Note: New variables for 2023

Q: Rate the bellow's importance in your Q: Rate the below on whether they

decision to travel to the Cook Islands? met your travel expectations?

1=No Influence to 5=Prime Reason for Visit 1=Did Not Meet to 4=Exceeded

35
40 3.6
5.4
36
50
3.4
3.3
53
3.3
32
2.9
31
N 2.7
6 2.6
R 1.9




Other Considered Destinations

Q: When planning your trip, were there other
destinations you were also contemplating but _

-

ultimately chose the Cook Islands? _-~

-~
-
-
-
-~
-

Note: New variables for 2023

-

-

- Q: If Yes, choose at most 3
£ destinations you considered

Fiji I 59 %
Samoa INNEGE 15 7%
French Polynesia 1HEEG 14%

Vanuatu G 10%
New Caledonia 1 7%

Tonga M 6%
Australia B 3%
Thailand B 3%
Singapore B 3%
Maldives B 2%
Seychelles B 2%
New Zealand § 1%
Solomon Islands | 1%
Japan | 1%

\ Share of Visitors (%)

o o o o o o S e S e R S S e S S e e S e s o



Consideration Set - Cook Islands’ USP’s v Considered Destinations

Q: Please attribute each statement below to the country, Cook Islands or Alternative Destination, that best represents its unique appeal

A
Quiet and relaxing atmosphere 84%
; Beaches and swimming 23% |
i L‘;‘;S ’ Snorkelling and diving 23% |
: ’s N
; i A safe place to visit 86%
""""""""""" Friendly people 78% ' Visitors to the Cook Islands
] ] i} . predominantly prioritize the
Natural attractions / eco- tourism /... GGG 35% | first 8 USP’s as representing it
Warm and sunny weather 28% | unique appeal, indicating their
cul d hi 5 5 top-of-mind importance.
Affordability 35% | diminish the significance of
. . - . 5 other factors in travelers'
Responsible tourism” values 84% 16% decision-making process
Easy to access 37%  between holiday destinations.
Cuisine 44% S
Visiting friends and family 64%
Attending an event 63%
Business or attending a conference 66%

m % of Visitors that chose Cook Islands

Note: New variables for 2023

Seao ——



Consideration Set - Cook Islands USP’s v Considered Destinations

-~ =~

Q: Please attribute each statement below to the country, Cook Islands or Alternative Destination, that best represents its
unique appeal .

Warm and sunny weather Cook Islands Fiji FP | | | / The majority of
Visiting friends and family Cook Islands Fiji_ FP| [ ] | visitors rated the

Cook Islands
Snorkelling and diving Cook Islands Fiji FP [T ] higher than their
Quiet and relaxing atmosphere Cook Islands ijFP[ | [ ] alternative
: : destinations across
Natural attractions / eco- tourism / photography Cook Islands iji FP | | [ |] | the listed unique
Friendly people Cook Islands gjiFe| | || | selling points
Easy to access Cook Islands Fiji FP| | [] | (USPs). However, a

small portion of

Culture and history |GG it <> [ | [ ] || visitors who
Cuisine eo [[/[]l___] | considered Fiji and

French Polynesia
as alternative

Beaches and swimming Cook Islands Fiii FP [ [[ | destinations
Attending an event Cook Islands Fiji FR | | | | attributed the USPs

Business or attending a conference Cook Islands Fiji FP | | | |

to those
Affordability Cook Islands Fiji_ FP_|[]] | destinations rather
A safe place to visit Cook Islands FPlI [ [ | than to the Cook

. Islands. y;

"Responsible tourism” values Cook Islands EIE]: |:|:| e

m Cook Islands DOFiji C1French Polynesia OVanuatu C0Samoa [ Maldives OJapan OUnited States of America O Others

Note: New variables for 2023



Quiet and relaxing atmosphere: Cook Islands v Considered Destinations

Q: Which country, Cook Islands or Selected Alternative Destination, does a ‘Quiet and relaxing atmosphere’ best represents its unique appeal?

ST 92%

French Polynesia 25% | TSI e .

Vanuatu [ELA The majority of visitors rated

Samoa [EFIA { the Cook lIslands higher than
Tonga 33% | other destinations for the
" New Caledonia 33% ] unique selling point (USP) of
z | Japan 50% || a 'quiet and relaxing
= Solomon Islands atmosphere.” However, visitor
g S Seychelles IS 50% || preferences are more evenly
= Maldives 50% || distributed for Japan,
g Australiia Seychelles, and Maldives,
a New Zealand with some indicating that
5 Singapore Palau = offers a stronger
a) Thailand experience in this USP. This
2 United States of America insight is evident on a
S Indonesia country-to-country basis
° Kiribati when asked to choose
Canada between —one  alternative

:, Palau 100% | , destination and the Cook

\. Islands

~,

Mauritania R[eIe}Z4
Malta RIeIeFA

-’
~ -
~- s

B % of Visitors that chose Cook Islands @ % of Visitors that chose Other Destinations

Note: New variables for 2023



Beaches and swimming: Cook Islands v Considered Destinations

Q: Which country, Cook Islands or Selected Alternative Destination, does a ‘Beaches and swimming’ best represents its unique appeal?

Fiji A

French Polynesia KEfFA
Samoa K[eIJA

Vanuatu EIG4
Tonga RKeIVA

New Caledonia WNF#4
New Zealand EIeIe}A

- 15% |
62%

. 14% |

33%

Maldives EEA

67%

50%

100%

100%

100%

2 Japan HE[}A
o Australia A
'3: Seychelles EEIVA
Z Barbados [K[eIe}Z
B Solomon Islands W[eIe}A
g Vietham KA
A Kiribati

E Mauritania EJe}A
g Singapore

n Germany [K[eJe}Z
CZ) Thailand

(©)

Hungary RKeIeFZ4

United States of America

100%

Palau EIeIelA
Canada R[4
Indonesia K[eIe}A
Malta RE[IJFA

m % of Visitors that chose Cook Islands

Note: New variables for 2023

@ % of Visitors that chose Other Destinations

.................................................

- ~
~

- ~,

The majority of visitors rated
the Cook Islands higher than
other destinations for the
unique selling point (USP) of
‘beaches and swimming.’
However, visitor preferences
for Maldives, French
Polynesia, Kiribati, Singapore,
Thailand, and interestingly,
USA suggests these countries
offer a stronger experience in
this USP . This insight is
evident on a country-to-
country basis when asked to
choose between one
alternative destination and
the Cook Islands




Snorkeling and diving: Cook Islands v Considered Destinations

Q: Which country, Cook Islands or Selected Alternative Destination, does a ‘Snorkeling and diving’ best represents its unique appeal?

Fiji BEEA

French Polynesia KEF2

Vanuatu [EEVA

Samoa &4

Tonga WA
New Zealand [KeIe}A
New Caledonia K[IFA
Seychelles EIeleFA
Japan R[eIe}Z

Maldives KA
Australia KIeVA
Solomon Islands [K[eJe}A
Vietnam [EIFA
Hungary R[4
Indonesia KI[eIeFA
Singapore R[IA
Barbados [KleIelA

12
64%

- 13% |
38%
25%

2

50%

CONSIDERED DESTINATIONS

Thailand

100%

Palau RV A

United States of America

100%

Kiribati

100%

Canada KP4
Mauritania K[eJeFA
Malta R4

B % of Visitors that chose Cook Islands

Note: New variables for 2023

0% of Visitors that chose Other Destinations

.................................................

- ~
~

- ~,

The majority of visitors rated
the Cook Islands higher than
other destinations for the
unique selling point (USP) of
‘snorkeling and diving.’
However, visitor preferences
for Maldives, French
Polynesia, Kiribati, Thailand,
and interestingly, USA
suggests these countries
offer a stronger experience in
this USP . This insight is
evident on a country-to-
country basis when asked to
choose between one
alternative destination and
the Cook Islands




Safe place to visit: Cook Islands v Considered Destinations

Q: Which country, Cook Islands or Selected Alternative Destination, does a ‘Safe place to visit’ best represents its unique appeal?

CONSIDERED DESTINATIONS

Note: New variables for 2023

I/l 100%

French Polynesia N¥#A4
Samoa R[4
Vanuatu R:H5%
New Caledonia RK[IeFZA
Tonga N
New Zealand R[IeFZ4

33%

14%

33%

Japan

100%

Maldives [FoJA
Australia KA
Thailand Klele}Z
Seychelles RIFA

United States of America [EleleFA

Canada R[elelZ
Singapore [KleIeFA
Kiribati RIS
Indonesia R[IoFZ4

50%

Palau

100%

Mauritania REeIelA

Germany

100%

Malta [RleIe}Z

m % of Visitors that chose Cook Islands

I % of Visitors that chose Other Destinations

.................................................

- ~
~

- ~,

The majority of visitors rated
the Cook Islands higher than
other destinations for the
unique selling point (USP) of
a ‘safe place to \visit.'
However, visitor preferences
for Japan, Palau and Germany
suggests these countries
offer a stronger experience in
this USP . This insight is
evident on a country-to-
country basis when asked to
choose between one
alternative destination and
the Cook Islands.




Friendly People: Cook Islands v Considered Destinations

Q: Which country, Cook Islands or Selected Alternative Destination, does a ‘Friendly people’ best represents its unique appeal?

CONSIDERED DESTINATIONS

Fiji

French Polynesia
Samoa
Vanuatu
Australia

New Caledonia
New Zealand
Tonga
Germany
Indonesia
Japan

Kiribati
Maldives

Malta
Mauritania
Palau
Seychelles
Singapore
Solomon Islands
Canada
Thailand

United States of America

B % of Visitors that chose Cook Islands @ % of Visitors that chose Other Destinations

Note: New variables for 2023

30%
30%
25%

33%

33%

50%

50%

100%
100%
100%

.................................................

- ~
~

- ~,

The majority of visitors rated
the Cook Islands higher than
other destinations for the
unique selling point (USP) of
‘friendly people.” However,
visitor preferences for
Canada, Thailand, and
interestingly, USA, suggests
these countries offer a
stronger experience in this
USP . This insight is evident
on a country-to-country basis

when asked to choose
between one alternative
destination and the Cook

Islands.




Natural attractions: Cook Islands v Considered Destinations

Q: Which country, Cook Islands or Selected Alternative Destination, does a ‘Natural attractions’ best represents its unique appeal?

CONSIDERED DESTINATIONS

Fiji

French Polynesia

Samoa
Vanuatu

New Caledonia
New Zealand

Tonga
Australia
Japan
Maldives
Bahamas
Barbados
Canada
Hungary
Indonesia
Kiribati
Mauritania
Palau
Seychelles
Singapore
Thailand

United States of America

m % of Visitors that chose Cook Islands

Note: New variables for 2023

Vietnam

91% 9% |
62% |
22% |
25% |
33% |
67% |
33% |
50% |

100% |
50% |

100% |
100% |
100% |
100% |
100% |
100% |

100%

0% of Visitors that chose Other Destinations

.................................................
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~
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The majority of visitors rated
the Cook Islands higher than

other destinations for the
unique selling point (USP) of
‘natural attractions, eco-
tourism and photography.’
However, visitor preferences
for Japan, Barbados,
Hungary, Seychelles,
Singapore, Thailand, USA,
suggests these countries

offer a stronger experience in
this USP This insight is
evident on a country-to-
country basis when asked to
choose between one
alternative destination and
the Cook Islands.




“Responsible tourism” Values: Cook Islands v Considered Destinations

Q: Which country, Cook Islands or Selected Alternative Destination, does a ‘Responsible tourism’ best represents its unique appeal?

Australia ReIe}Z

Fiji BELFA

French Polynesia KP4
Indonesia RJeFA
Japan Rl
Kiribati [K[eJe}Z

13%

Maldives

100%

Malta RleIelA
Mauritania Rlele}
New Caledonia &4
New Zealand R[JeFA
Palau [Klele}Z
Samoa Rk
Singapore Rlele}

CONSIDERED DESTINATIONS

33%

Thailand

Tonga RNlele)Z

United States of America

17%
100% |
l100%_____________________________________________
100% |
WA 29% |

Vanuatu WabA

m % of Visitors that chose Cook Islands

Note: New variables for 2023

0% of Visitors that chose Other Destinations
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The majority of visitors rated
the Cook Islands higher than
other destinations for the
unique selling point (USP) of
‘natural attractions, eco-
tourism and photography.’
However, visitor preferences
for Japan, Barbados,
Hungary, Seychelles,
Singapore, Thailand, USA,
suggests these countries
offer a stronger experience in
this USP . This insight is
evident on a country-to-
country basis when asked to
choose between one
alternative destination and
the Cook Islands.




Purchasing of Travel

Direct with airline 52%

Through an in-store/independent travel agent 32%

Direct with accommodation 28%

Online travel website/app (e.g., Booking.com, Expedia,

o,
Airbnb, online travel agent) 17%

Travel arrangements were made by others (business,

(o)
friends, relatives) 10%

Other, please specify 2%

Share of Visitors(%)

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



Report Structure

@ —

Visitor
Visitor Profile Characteristics Information & Visitor Spending Visitor
& Preferences Decision Making & Impact O T -




Prepaid Expenditure

Share of Visitors (%)

28%

Under $2500

15%

$2501-$5000

22%

$5001-$7500

AVG. PREPAID PER
PERSON PER TRIP

NZ$2,359

23%

1%

$7501-$10000 Over $10000



In-country Spend Per Person Per Day While in the Cook Islands

Local Spend Per Person Per Day (NZD)

% of sector July-Sept 2022 July-Sept 2023
Accommodation 539% $86 $104
Food & Beverage 16% $44 $32
Domestic Travel 4% $10 $8
Retail 4% $9 $8
Souvenir 5% $15 $10
Tour 8% $15 $16
Local Transport 1% $1 $1
Other 8% $18 $16
Internet & Service 1% $2 $1
TOTAL 100 200 196

Note: Total Economic Impact-Per Trip and Per Day are per-person expenditures. To estimate the total economic impact, multiply Total Economic Impact-Per-Trip by the number of visitor arrivals in the from the official Cook
Islands Visitor Arrival statistics



Economic Impact - Per Person and Total

Visitor Expenditure Per Person & Total

July-Sept 2022 July-Sept 2023
Average Spend Prior to arrival NZD NZD
Per Person Per Trip 2,073 2,359
Flowing into local economy rate - estimated 40%
Per Person Per Trip 829 944
Per Person per Day 100 110

Average Local Spend

Length of Study (nights) mean 8.3 nights mean 8.6 nights

Per Person Per Trip 1,660 1,688

Per Person per Day 200 196
Total Economic Impact-Per Trip 2,489 2,632
Total Economic Impact-Per Day 300 305

Note: Total Economic Impact-Per Tripo and Per Day are per-person expenditures. To estimate the total economic impact, multiply Total Economic Impact-Per-Trip by the number of visitor arrivals from the official Cook Islands
Visitor Arrival statistics



Report Structure

@ —

Visitor
Visitor Profile Characteristics Information & Visitor Spending Visitor
& Preferences Decision Making & Impact Satisfaction




Visitor Overall Satisfaction

AVG. OVERALL SATISFACTION

4.6 4.7

JUL - SEPT 2022 | JUL - SEPT 2023

70% /1%

S

O

S

i

> 2022
“ m 2023
.

Z 23%  23%

N (o]

5% 5%
1%  0.2% 1% 0.2% ]
Very Dissatisfied (1) 2 3 4 Very satisfied (5)

Note: Due to rounding, some totals do not sum to 100%.



Water-based Activities

Participation

Visiting the beach
Swimming
Snorkelling
Lagoon cruise
Whale watching
Kayaking

Stand Up Paddle Boarding
Free diving
Fishing - Deep Sea
Ocean cruise
Scuba diving
Kitesurfing

Fishing - Bonefishing

I 100%
I ©5 %
I 86 %
I 54 %
I 34%
B 31%
B 20%
Bl 13%
M 1%
W 7%
5%
B 4%
1 2%
Share of Visitors (%)

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

Satisfaction

Kitesurfing

Lagoon cruise
Visiting the beach
Snorkelling

Fishing - Bonefishing
Swimming

Ocean cruise

Stand Up Paddle Boarding
Whale watching
Free diving

Scuba diving
Kayaking

Fishing - Deep Sea

1-Very Dissatisfied to 5-Very Satisfied

I 4.8
I 4.8
I 4.7
I 4.7
I 4.6
. 4.6
I 4.6
I 4.6
I 4.5
. 4.5
I 4.4
. 4.4
I 3.7



Cultural Interaction

Participation

Local markets

Island Night feast and show
Cultural events

Cultural tours

Island celebrations or events
Church on Sunday

Dance / language / art classes

Meal at a Cook Islander’s
home

Tumunu on Atiu

N 01%
N 54%

B 29%

B 28%

B 25%

B o5%

B 10%

B 9%

I 3%
Share of Visitors (%)

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

Satisfaction
Cultural interaction: - Tumunu _ 5.0
on Atiu '
Church on sunday GGG 4.7
Island celebrations or events |G 4.7
Meal at a Cook Islander's home |G 4.7
Local markets [ 4.5
Dance / language / art classes |G 4.5
Island Night feast and show |G 4.4
Cultural events [ 4.4
Cultural tours [ 4.3

1-Very Dissatisfied to 5-Very Satisfied



Land-based Activities

Participation

Restaurants, bars and cafes _ 98%

Cycling
Treks and trails

4WD adventures

I9%

Share of Visitors (%)

Sporting events

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

Satisfaction

4WD adventures 4.7

Treks and trails 4.5

Sightseeing 4.5

Restaurants, bars and cafes

Sporting events

Cycling

1-Very Dissatisfied to 5-Very Satisfied



Shopping Activities

Participation

Local produce e.g. coffee,
coconut oil etc

©

81%

Local crafts 60%

Local arts 49%

Music 42%

Spa and/or beauty therapy 39%

Pearls 26%

Tattoo services 7%

Share of Visitors (%)

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

Satisfaction

Tattoo services
Music 4.6

Spa and/or beauty therapy .5

A I

Pearls 4.4

Local arts 4.4

Local produce e.g. coffee,

coconut oil etc 4.4

Local crafts 4.3

1-Very Dissatisfied to 5-Very Sati:



Satisfaction with Cook Islands Services

The friendliness of the people in the Cook Islands
The information that was available when planning this trip

The experience of visiting the information centre

The information that was available while in the Cook...

Airport arrival experience

The overall level of service in the Cook Islands
Airport departure experience

The experience of renting a vehicle

The quality of accommodation

The experience of using public transport

The frequency of air transport within the Cook Islands

The cost of accommodation

R 4.7
I 4.6
I 4.5
I 4.5
I 4.4
I 4.4
I 43
I 4.2
I .2
I 4.
I 4.
I 4.0

1-Very Dissatisfied to 5-Very Satisfied



Socio-Cultural and Environmental

Awareness

Q: During your trip to the Cook Islands, to what extent did you
take sustainability, which includes the environment, the local
community, and the culture, into account when deciding what
activities to do, things to buy, or services to use?

Not sure

Always

Most of the time

Sometimes

Rarely

Never

Note: New variables for 2023

-

16%

41%

33%

-
Iz%

Share of Visitors(%)

"I am willing to contribute to a tourist visitor levy aimed at
supporting social, environmental, and cultural regeneration in
the Cook Islands, because | believe that tourism can have a
positive impact and | want to be part of the solution”

Not sure

Strongly disagree

Disagree

Neutral

Agree

Strongly agree

-
B

|1%

28%

24%

Share of Visitors (%)

39%



Most Appealing Aspects of the Cook Islands

Q: What did you find most appealing about the Cook Islands?

Local people [ 24%
Activities, attractions and entertainment, events |G 20%
Overall good experience [N 13%
Beaches [N 0%
Environment, cleanliness & weather |G 8%
Food and beverage GG 6%
Emotional connection GG 6%
Atmosphere I 6%
Culture [ 3%

Convenience and safety [l 1%
Accommodation [l 1%
Friendly animals ] 1%

Family friendly or safe destination ] 1%

Share of Respondent Comments(%)

Note: Total responses for the question N=174.



Most Appealing - Local People 429

Share of
comments

+ The friendliness of the people.

+ The people were so friendly and helpful.

+ The people we met.

+ The friendliness of the people.

+ Wonderfully kind people.

+ | loved visiting a school and donating art supplies and doing a few art lessons.

+ Friendliness of people, beauty of the islands and the laid back atmosphere in general.



Most Appealing - Activities, Attractions and
Entertainments

) 35%
R

Share of

. comments
+ Lagoon was very beautiful.

+ Surf and beaches.
+ The lagoon at Aituitaki is spectacular.

+ | loved just relaxing on the beach, reading my books, going out for lunch and dinner. | had the most awesome time and will be
coming back this year.

+ Surf, snorkeling, natural environment and beaches.

+ The undeveloped nature of the islands. Other islands are too developed / developing with resorts and all the associated tourist
attractions. The reason people go to Cl is the relaxed, natural vibe and natural beauty of the CI.

+ The Cl strength is your heritage, way of life and natural beauty, these things will set the Cl apart from all other island in the Pacific.
+ The lagoon cruise and papa turtle were absolutely highlights of the trip. Such beautiful scenery that we will cherish.

+ Diving experience, safari tour. Great affordable community transport.



Most Appealing - Overall good experience -
%

Share of
comments

+ Everything. Sorry, but we love Rarotonga. it is what it is and that’s why we go back.
+ The very relaxed and slower pace to living.

+ Great island experience.

+ Peace and quiet, no crowds.

+ The overall experience. Weather, beaches and friendly, helpful people.

+ Friendliness, slower pace, beautiful surroundings.

+ Relaxing environment for family holiday.

+ A new and diverse culture | didn’t know much about, the sights and scenery, the amazing people willing to go out of
their way to help people no matter what.

+ Relaxed Nature.



Least Appealing Aspects of the Cook Islands

Q: What did you find least appealing about the Cook Islands?

Poor weather NG 2 1%
Public services and facilities and infrastructure IIIIIIIIININGGEGEENENENNENNEEE 19%
Price of goods and services [IIIIINININGNGITNENEEEEN ©
Safety & Health IIIIIIENEGEGEGEGEGEGEGEGEGEGEGE 7
Attractions and activities IIININGEGGEGNN 7
Rental cars or scooters IIIIININIEG@G<GEEEE 69
Local market supplies I 6
Food and beverage G 4%
Customer service G 4%
Too Touristy I 3%
Shopping centres opening hours I 3%
Booking issues I 3%
Accommodation I 3%
Stray animals and mosquitos [ 1%
Other tourists 1 1%
Lack of use of Cook Island language I 1%
Flight related issues 1 1%
Share of Respondents (%)

Note: Total responses for the question N=94.



Least Appealing Aspects - Poor Weather 15%

Share of
comments

+ Very windy and rainy. But that can happen anywhere.

+ Poor weather ..weather gods not happy.

+ Unfortunately, the weather wasn't as warm as we thought it would be...more information about best swimming
weather and warmth of the ocean would have been helpful. The weather on Aitutaki was disappointing as we had to
cancel our lagoon cruise which was THE highlight for us. The fishing boat was more a cruise than fishing and my
husband and friend were disappointed as it didn't specify it trawled instead of throwing lines in.... also, had too
many people on board and overpriced.

+ Unable to do snorkel trip due to weather - very windy.

+ It was very windy... but not much you can do about that...!

+ Just the wind which prevented us doing a few activities.

+ The weather was windy & cool the whole time we were there, unfortunately.



13%

Share of
comments

Least Appealing - Public Service and Infrastructure

Lack of street names at street corners, the few signs in existence are too small, not lighted at night, and
many are hidden by growing vegetation. Google Earth maps shows names of almost every street and
avenue on their map, but it is not so on the terrain.

Derelict buildings uninhabitable and just left.

How expensive everything was.

Dirty roads, half finished buildings, Poor road condition.

Difficulty finding phone numbers online i.e. calling a taxi.

Restaurants, transport in general, accommodation.

Bumpy roads.



Least Appealing Aspects - Price of Goods and
Services

6%
? Share of
Q comments

+ Hotels are outrageously over-priced. We could get much better quality and service for lower prices in Fiji,
French Polynesia, the Maldives, and many other tropical destinations.

+ Expensive to visit outer islands.
+ Very Expensive for level of tourism.

+ The cost of internet.

+ Cost and variety of food Cost of the bus $30 for 10 trips when you could use 5 in one outing.



Suggestions for Improvement

Q: Is there anything that could have improved your experience of the Cook Islands?

Public services and infrastructure IIIININININGEGEGEEEEEEEEEEEEEEEN 25 %
Entertainment, activities, transport IININGEEEEE 13%
Flights NG ©
Customer Service NG %
Weather I 6%
Value for money I 6%
Health and Safety I 6%
Food and drinks quality and price (availability) NG 62
Stayed longer, visit more places I 3%
Law and legislation I 3%
Environment, safety and animals I 3%
Car or scooter rental N 3%
Better information needed M 3%

Accommodation I 3%
Share of Respondent Comments(%)

Note: Total responses for the question N=32.



Suggestions for Improvement - Indicative Quotes

+ More economical transport to visit other Islands.

+ Markets open a little later.

+ Better snorkeling spots.

+ Entertainment and n the hotel. Even the bar closed at 9pm.

+ Better service, especially at big hotels like Pacific Resort, where a lot of employees just didn't
seem to care, even though we were paying more than $1000 per night (five times as much as we
pay elsewhere in the world!!!)

+ More counters open on arrival at airport.

+ Direct flights from Australia with a business class option.



Willingness to return to the Cook Islands

Willingness to return to the Cook Islands

78%

Share of Visitors (%)

9%

Unlikely

Note: Question now changed to Likert scale

13%

Neutral

Likely

Quotes: Reasons to not return

Didn’t offer anything new. Like other Pacific places
weather disappointing & expensive compared to
similar places.

Did not enjoy the experience at all, native people were
rude and not friendly, overpriced for what we spent in
cook island could have got so much more at other
destination. Resort was nice but for the money per
night it was far from luxury standard we expect. food
average at best generally below expectation. food at
night market was reasonable however most stalls were
not run by locals.

Not enough fish or palegic life while scuba diving.



Willingness to Visit Outer Islands

o e e e ————————————— —————— T —— T —— T . T . . W R . . . T . . T . T T e e e e e

Outer Islands

Aitutaki I 90%
Atiu I 35%
Mangaia N 26%
Manihiki I 24 %
Mauke N 20%
Mitiaro N 19%
Pukapuka N 17%
Penrhyn I 17%
Other W 3%

Yes
70%

—— —— —— —— —— —— —— —— —— —— —— —— ————————————

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



Willingness to recommend the Cook Islands

Willingness to recommend the Cook Islands Quotes: Reasons to not recommend

93%

+  Very Friendly People ... Fresh Food not accessible....
Frozen food from NZ & Australia.

+  The value of going to the Cook Islands is much worse
than the value of going to other Pacific Islands like
those in Fiji and French Polynesia. We stayed in much
better hotels in Fiji and French Polynesia for maybe 30
percent of the price of our hotels in the Cook Islands.

+ Did not enjoy the experience, we have travelled to
many countries and destinations within Australia and
would recommend others, especially if they are not as
financially sound as we are, to spend their money
travelling Australia or go to Bali for a 3rd of the price.

Share of Visitors(%)

3% 4%

Unlikely Neutral Likely

Note: Question now changed to Likert scale



NEW ZEALAND

FOREIGN AFFAIRS & TRADE
Manato Aorere

This report was prepared at SPTO by the Pacific Tourism Data Initiative team in
collaboration with the Cook Islands Tourism Corporation and the New Zealand
Government.

For any queries regarding this report, please contact the Manager Research and
Statistics Mr. Prashil Parkas pparkas@spto.org or SPTO Research Officer Josese
Ragigia jragigia@spto.org

SPTO’s Head Office is located at Level 3, FNPF Place, 343-359, Victoria Parade,
Private Mailbag, Suva.
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