Cook Islands

International Visitor Survey Report
January - March 2024
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Executive Summary

The survey, conducted from January to March 2024, analyzed 803 responses out of 1,073 collected,
representing 5% of actual visitors with a 10% response rate. Among the respondents, 67% were first-time
visitors, and the average household income was NZD 162,343.

Visitors were primarily attracted by nature attractions, cultural experiences, business opportunities, and
connections with family and friends in the Cook Islands. Overall visitor satisfaction was high, with a rating
of 4.7 out of 5. A substantial 98% of visitors indicated they would recommend Cook Islands to others, and
94% expressed willingness to return.

The average prepaid spend per visitor was NZD 2,454 with an estimated 40% (NZD 982) flowing into the
local economy. In-country spending per visitor per trip averaged NZD 2,217 with an average stay of 8.8
nights. This contributed to a total economic impact of NZD 94 million from January to March 2024.

Visitors found the activities and attractions, friendly locals, and relaxed atmosphere most appealing.
However, the prices of goods and services, food and beverages and unfavorable weather were the least
appealing aspects. To improve the overall visitor experience, suggestions included improve
accommodation and services, control prices and quality of food and beverages as well as better tourist
information to be made available at all time.



Background

The 2024 January-March Cook Islands 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).

IVS data from January-March 2024 is analysed to help us understand the visitor experience and gain
insights into tourism recovery 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 January to March visitor emails were collected through the passenger arrival cards completed by
visitors on their arrival into Cook Islands.

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 January to March 2024 period.
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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 Cook Islands Tourism Corporation (CITC). However, the information source must be explicitly
referenced and acknowledged in all modes of representation.

The survey instrument used to collect data for the January to March 2024 period was similar, but not
exact, to the survey instrument used in the January to March 2023 period. New questions were added, a
handful of existing questions were removed, and the response options for some questions were altered. In
those instances where comparisons cannot be made, we report only the results for the January to March
2024 period.

N.B. All analyses are based on the IVS respondents. No weighting was applied, as the sample data is
representative. Therefore, the IVS respondents were not weighted to the actual arrival data.

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 (January - March 2024)

@D
}' { 7,892 TOTAL VALID EMAILS SENT

10%
CONVERSION RATE

/> TOTAL COMPLETE RESPONSES
803

Note: 1,073 responses were received. After data cleaning, 803 responses remained.

RESPONSES COVERED

®1,355 ADULTS mz‘ls CHILDREN OF ALL VISSIT((,)/‘F:S IN THIS

PERIOD




Cook Islands International Visitor Survey
Snapshot January - March 2024

@j Country of residence g@ Most Participated Activities ﬁj Islands visited
' ' ' ' | AITUITAKI
N b L7 ° : ° : 0 |
v58% {419% (a12% 1410% | 2% 90% | 84% 28
NZ i Australia E Europe E North E Others Local Markets i zﬁ Visiting the beach
! ! ! America : tT
. ﬁ 57% 82% RAROTONGA ATIU
@ Purpose of visit Island Night Feast i O Swimmin . : MAUKE
, , and Show 9 1% » @
v78% ia8% {=5% iad% | 3% | . N
Holday |  VFR | Wedding | Honeymoon | Business or @ 41% o 73% MANGAIA »
! ! i ' Conference Cultural events i Snorkeling < 1% ?

4.7;5 = - 0
Qo W ———I—’—I_ NzD 162,343 ¥ @ -1/5 = 4 Most appealin d L east Appealing =4
@ 70 yc;ars old and over Avg. Househol,d Income Overall, visitors are P ? PP d mprovement

satisfied.

Activities, Price of
Attractions, Goods and Accommodation
Entertainments Services

12% 04y Vv and Events

Solo traveller ka Visitors are willing to $

o)
67% A
/ 15t time visitor

return. ..
Economic impact

O
38% (| ) 62+ . 98y A NzDOB2V. L Nzp2,2174 _ nNzp3,199 A
° ° _Q_CD 88 nights ,)) 7S % o Avg. prepaid spend Avg. local spend = Total Expenditure
Average length of stay Visitors are willing to per person per trip per person per trip per person per trip
Male Female recommend.

Note: The estimated flow-back rate into the Cook Islands for prepaid spend is 40%. With an average prepaid
spend of $2,454 per person per trip, this equates to $982.




Report Structure

g8 D =

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




Source Markets: IVS Respondents vs Actual Arrival

64% Actual IVS

29,486 803
arrivals respondents

58%
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18% 19%
12%
10%
7%
5% ’ 5%
- - - -
]
New Zealand Australia North America Europe Others

m Visitor Arrivals ®IVS

Note: Due to rounding, some totals do not sum to 100%. No weighting was applied, as the sample data is representative..
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Top Source Markets

L} Northland
Auckland Bay of Plenty

355

33% 7%
Total Waikato
New Zealand 12% Hawkes Bay
3%
respondents Taranaki‘
1% Manuwatu

Tasman 5%

4%

’Vellington
9%

Canterbury

Southland %

2%

Otago
7%
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Northern Territory
0%
Queensland
18%

Western Australia

6%

South Australia
6%

New South Wales
51%

114 Victoria

14%
Total

Australian
k 4

respondents
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Respondent Demographics

A 1 3
] 11 - 1
i Age 11 Education level 69% |
I H I
1 i1 1
I 25% 1 I
1 23% il I
1 i1 1
: 17% : : :
15% .
! 1% o 23% :
| 1 |
: I :
i : : 4% 4% i
i 1 — !
: | : No formal High school Tertiary/University Other :
: 18-29 30-39 40-49 50-59 60-69 70+ : 1 gqualification qualification qualification 1
e 1 |
(CT T T T e e T e \
1
i Avg. household NZD $162,343 !
: Annual Household Income e T e |
I 1
| 26% !
| I
i 18% 19% I
I 15% I
i 12% 10% !
- . - |
: I
|
I I
i Under $50,000 $50,001-$100,000 $100,001-$150,000 $150,001-$200,000 $200,001-$250,000 Over $250,001 :

Note: % share of IVS respondents. $ in NZD. The average exchange rate to NZD and USD for Jan - Mar 2024 was applied.



Report Structure
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Pu rpose of Visit Q What was the main purpose of your visit?

78%

Share of Respondents

8%
5%
3% 2% 2%
1% 1% 1% 1%
- - I — —
Holiday Visiting Attending a Honeymoon Business or Other Special event Education Special event Volunteering

friends or wedding conference - sporting - cultural

relatives

Note: N=802. Due to rounding, total does not sum to 100%



Length of Stay (nhights)

22%

1% 1%

6% I I

4 nights or 5 nights 6 nights 7 nights
less

Share of Respondents

Note: 31 and 31+ days as outliers were removed for length of stay analysis

12%

8%

8 nights 9 nights

Q How many nights did you spend in Cook Islands?

Avg. Length of
Stay

8.8 nights

10%

7%

4%
3%

10 nights 11 nights 12 nights 13 nights 14 nights 15 nights
and more

3%

2%




Travel Group Size

Q How many people accompanied you on this trip?

42% Avg. Travel

Companions

Median Travel
Companions

15%

127 1%

Share of Respondents

9%
7%

|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
| 4%
|

|

|

|

|

Solo Traveller 1 2 3 5 6 or more

Note: N=701. Due to rounding, total does not sum to 100%



Travel Companions

Partner/ Spouse

Family Members

Friends

Wedding Party

Work Colleagues

Other

Organised Group

Tour Group

2%

1%

1%

0.3%

0.3%

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

19%

42%

Share of Respondents

72%



Airlines Used for Travel

p<h
i o
AIR NEW ZEALAND AirNZ 66%

Jetstar* Jetstar

31%

6%

the Airline of the Cook Islands

AirRam |“£ Air Rarotonga

j HAWAIIAN -
——AIRLINES.— Hawaiian 4%
AIRTAHITI NUI Air Tahiti I 1%

Share of Repondents

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



Purchasing of Travel

Direct with airline 57%

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

0,
Online Travel Agent) 32%

Direct with accommodation 28%

Through an in-store/independent travel agent 20%

Travel arrangements were made by others (business, friends,

o,
relatives) 8%

Other 2%

Share of Respondents

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
A R Y PR
: 28"/: T A% BN S : ml
! ° | nights | @B | 9 ! _
S T 1 1% ights | Mitiaro
N o e e el e o -
Atiu
Rarotonga Mauke {,§__:____\l
mmmmm=tes | Rt
I I 7
| Ss | ! Mangaia 1% : nights |
L9 &Y ----1---- R SR
| 98% | g | = a1 e
SN e e e | I
| I 2 |
: 1% I nights :
SN e e e 2

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



Accommodations Visited in Rarotonga

Private Rental/ Friends & Family/ Other I
Edgewater Resort and Spa I <
AirenB I 50
Pacific Palms Resort [N /%
Muri Beach Club Hotel [N /% T TTTTTTTTTTTT T mmmmmmmmmmmmmmmmmmmmmmmmm
The Rarotongan Beach Reasort and Lagoonarium [ 39 Less than 1% of Visitors stayed at these accommodations
Club Raro Beach Resort I 3%
Little Polynesian Resort [N 2%
Sanctuary Rarotonga on the Beach I 2%
Moana Sands Lagoon Resort [IIINGEEG 2%
Sea Change Villas I 2%
Palm Grove I 2%
Castaway Resort I 2%
Sunset Beach Resort I 1%
Rarotonga Backpackers I 1%
Nautilus Resort I %
The Edgewater Resort and Spa I %
Te Manava Luxury Villas and Spa I 1%
Ocean Spray Vila 1Tl 1%
Muri Vista Villas [l 1%
Muri Shores [l 1%
Crown Beach Resort [ 1%
Ocean Escape Resort and Spa [l 1%
Manuia Beach Resort [l 1%
Lagoon Breeze Villas 1 1%
Kiikii Inn Suites [l 1%
Kia Orana Villas & Spa [l 1%
Cook Oasis Holiday Villas 1 1%

Whitesands Villas -_ 1% o

Other ' I, ©%

Rarotonga

Vaiakura
Holiday
Home Sunset Palms

Blue
Makayla Beachside | Anchors Lagoon
Palms Casa del Sol inn Rest Villas

Rendezvous
Villas Rarotonga Muri Raroton... Red
Daydreamer Aroko Retreat Island Hibiscus

Vai Villas Escape Bungalo... | Apartm... Villas Villas
1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

1 Vakaroa
! Villas Avana Marie Nui | Konoha
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

Bella Beach
Bungalows

Tuteveras Valley Beachfr... | Central... | Kaia Villas
Motu Art Villas Arms Navigator Heights

Rarotonga Beach Beachfront Beach House :
Reasort and Ikurangi Heathers Golf

Avana Eco... Beach... Seaview
Waterfr...
Apartm...

Muri Tupes Muri Cosy Jacqu... see
Beachcomber

Lagoonarium

beach
hous...

Beachhouse Beachcomber StL_’diO Beach
Maine... Retreat

Moana Muri Havana| Cosy
Aroa Beach Sunset Beach | Homela... | Raroton... Wate... | studio
Muri Beach Hideaway Resort The Puer Studio Villa Daydrea... Apart... | Main...




Rarotonga Accommodations Ratings

AirBnB 5.0 5.0 5.0 5.0 5.0
Anchors Rest 5.0 4.3 4.7 5.0 4.0
Ariki Palms
Aroa Beach Resort 5.0 4.0 4.0 4.5 4.5
Aroko Bungalows 4.0 4.0 3.5 4.5 3.5
Avana Valley Heights
Avana Waterfront Apartments 4.0 4.0 3.0 3.0 3.0

Beachside inn

Bee’s beach house, Muri Beach
Bella Beach Bungalows
Blue Lagoon Villas
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Casa del Sol 5.0 5.0 5.0 4.0 4.0
Castaway Resort 4.8 4.6 4.7 4.6 3.4
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Club Raro Beach Resort

Cook Oasis Holiday Villas

Coral Sands Resort

Cosy studio Maine villa Muri beach
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Cosy studio Maine villa Muri beach
Crown Beach Resort

Edgewater Resort and Spa

Flame Tree Villa

Frederick and Ngamata's Beach House .
Golf Seaview 5.0 4.0 4.0 4.0 4.0

oy b [
ofjo
ofjo
A
Of:
»
o
W
o
o
o
B
o
SN -
o

Ul
O
Ul
@)
el

~AEO

N}
Ul
O
Ul
O

B Customer service B Quality of facilities H Health & safety H Value for money m Corporate responsibility



Rarotonga Accommodations Ratings

Havana Waterfront Apartments
Heathers Beach House
Ikurangi Eco-Lodge and Shore Escape Rarotonga
Inano Villa

Jacque’s Beach Retreat
Jenny’s Beach House

Kaia Villas

Kia Orana Villas & Spa

Kiikii Inn Suites

Konoha Central Villas

Lagoon Breeze Villas

Little Polynesian Resort
Makayla Palms

Manuia Beach Resort

Marie Nui Beachfront Villa
Moana Sands Lagoon Resort
Moana Sunset Beach Studio
Motu Art Villas

Muri Beach Club Hotel

Muri Beach Hideaway

Muri Beachcomber

Muri Beachcomber

Muri Homeland Villa

Muri Lagoon View Bungalows
Muri Retreat Apartment

Muri Shores

Muri Vista Villas

Nautilus Resort

Navigator Beach House
Nikau Beach Bungalows
Ocean Escape Resort and Spa
Ocean Spray Villa

m Customer service

5.0 5.0 5.0 5.0 3.0
5.0 5.0 5.0 5.0 5.0
3.0 3.0 3.0 3.0 3.0
5.0 5.0 5.0 5.0 5.0

3.0 4.0 5.0 3.0 4.0

m Quality of facilities

B Health & safety

Hm Value for money

m Corporate responsibility



Rarotonga Accommodations Ratings

Pacific Palms Resort

Palm Grove

Private Rental/ Friends & Family/ Other

Rarotonga Backpackers

Rarotonga Beach Reasort and Lagoonarium
Rarotonga Daydreamer Escape 4.0 4.0 4.0 4.0 4.0
Rarotonga Daydreamer Escape 4.5 4.5 4.5 3.5 4.0

Rarotonga Island Villas

Red Hibiscus Villas

Rendezvous Villas

Sanctuary Rarotonga on the Beach 5.0 4.0 4.0 3.0 4.0
Sea Change Villas 5.0 4.7 4.5 4.0 4.3
Sunset Beach Resort
Sunset Palms
Te Manava Luxury Villas and Spa
Te Manava Luxury Villas and Spa
Te Vakaroa Villas

The Cook’s Oasis

o
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The Edgewater Resort and Spa Xe) 3.0 3.0 4.0 3.0
The Puer
The Rarotongan Beach Reasort and Lagoonarium

Tropical Sands

Tupes Beachhouse 3.8 3.6 3.8 3.8 3.4
Tuteveras Arms Beachfront
Vai Villas
Vaiakura Holiday Home

Vaima Beachfront Apartment 4.0 3.9 4] 4] 3.3

Whitesands Villas 5.0 Xe) 5.0 5.0 5.0

m Customer service m Quality of facilities m Health & safety ®m Value for money m Corporate responsibility



Accommodations Visited in Aituitaki

Aituitaki Lagoon Private Resort |, - o
Pacific Resort Aituitaki ||| G
Tamanu Beach Resort || GGG 2
Private Rentals/ Family & Friends/ Others || GGG 2
Tangikaara || G
Ranganui's Retreat || GGG 1%
Paradise Cove Lodge | EGTGN
Etu Moana |G %
Resort Tava'e | 0.4%
AirBnb | 0.4%

Tai Roto Bay Beach Villas [} 0.2%
Matriki Beach Huts [} 0.2%
Gina's Garden Lodge [} 0.2%
Angiangi Secret [} 0.2%

Tai Marino [} 01%

Atiutaki Escape [} 01%

Are kapakapa [JJj 01%

Amuri Pool Villa [JJj 01%

Amuri Hostel [} 01%

Heaven to Sea Villas [} 01%

Share of Respondents



Aituitaki Accommodations Ratings

Aituitaki Lagoon Private Resort
Pacific Resort Aituitaki
Tamanu Beach Resort
Private Rentals/ Family & Friends/ Others
Tangikaara 4.7 4.3 4.0 4.0 4.0
Ranganui’'s Retreat 4.0 4, 4.0 . .0
Paradise Cove Lodge
Etu Moana
Resort Tava'e
AirBnb 2.0 4.3 2.0 2.0 3.0
Tai Roto Bay Beach Villas 5.0 4.3 5.0 3.0 5.0
Matriki Beach Huts 5.0 4.3 5.0 5.0 5.0
Gina's Garden Lodge
Angiangi Secret
Tai Marino
Atiutaki Escape
Are kapakapa
Amuri Pool Villa
Amuri Hostel 4.5 4.5 4.5 4.5 4.5
Heaven to Sea Villas 5.0 5.0 5.0 4.0 5.0

B Customer service B Quality of facilities H Health & safety H Value for money m Corporate responsibility



Report Structure

g8 D =

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




I nformation Sou rce Q: How did you find out about Cook Islands as a destination?

Q: How important was the information source?
Importance

(out of 5) Source

Family/ Friends 3.6 [ <o
previous Visits 3> || R <
Social media (FB, Twitter, etc) 27 . _15%
Web search engines (e.g. Google) 33 . - 8%

Travel Agent/ Agency brochures 292 . - 6%

Official Cook Islands Travel website = 31 . - 6%
Workplace Colleagues 2] . - 59%
General travel websites (e.g. TripAdvisor) 28 . - 5%

Promotion by Air New Zealand = 54 . - 4%

Travel books (eg. Lovely Planet) 2.0 l - 4%

TV or Radio Programme 18 l . 4%

Magazine and newspaper articles 2.0 . . 3%

Official Cook Islands Tourism Facebook page 2.5 . . 3%



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

Recommendation of a friend or acquitance 62%

32%

Especially good fare or package

Online reviews 23%

Onlive video 12%

Online advertisement 1%

Recommendation of a travel agent 8%

6%

Favorable exchange rate - 5%

An email offer . 3%

Advertising (magazine,newspaper, TV, radio)

Share of Respondents

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



Pre-Travel Perceptions Vs Expectations

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 4=Very Influential 1=Did Not Meet to 4=Exceeded
Cuisine

"Responsible tourism"” values

A safe place to visit

Friendly people

Warm and sunny weather

Attending an event

Business or attending a conference
Affordability

Easy to access

Quiet and relaxing atmosphere

Visiting friends and family in the Cook Islands
Natural attractions / eco- tourism / photography
Culture and history

Snorkelling and diving

S K ST IS B RS BT B R B BT B R
oBrBNEOVOEORoOBRCEVENYEYBoRoBVNE— RO
OBROCOCEPEMPEREOBVNEAPEOBORBRB VYN BUOBRVNEORNEN

Beaches and swimming

Note: New variables for 2023



Unique Selling Points: Cook Islands vs Competitors (based on Visitor Perceptions)

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

Top

A S A safe place to visit
Quiet and relaxing atmosphere
Friendly people

Responsible tourism values
Easy to access

Easy to access

/oy Warm and sunny weather

Affordability

Beaches and swimming

Visiting friends and family

Cuisine

Attending an event

Business or attending a conference

Culture and history

Natural attractions / eco- tourism / photography

Note: New variables for 2023.

90% 10%
89% 1%
89% 1%
80% 20%
78% 22%
77% 23%
77% 23%
73% 27%
73% 27%
65% 35%
— — Bottom 6
It would be beneficial to
61% 39% place additional
emphasis on these
61% 39% Unique Selling Points, as
59% 41% visitors are increasingly

54%

% of Respondents that
chose the Cook Islands

21% IS

comparing them to those

of the Cook Islands.

N,
N

4
4

"

% of Respondents that
chose Other Destinations




Report Structure

4EX D =

Visitor
Visitor Profile Characteristics Information & Visitor Spending Visitor

& Preferences Decision Making & Impact Satisfaction




Avg. Prepaid per Person

Prepaid Expenditure per Trip
NZ$2,454

15%

15%

13%

12% 12%

7%
4%

$1-$499 $500 - $999 $1000 - $1499 $1500 - $1999 $2000 -  $2500 - $2999  $3000 -  $3500 - $3999 Over $4000
$2499 $3499

12%

10%

Share of Respondents

Note: NZ dollars.



Prepaid Items

Accommodation
International Flights

Domestic Transport 31%

Breakfast or Meals 30%

Activities 24%

Tours 19%

8%

Others

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

82%

89%



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

Local Spend Per Person Per Day

% of sector NZD Usb
Accommodation 40 101 60
Restaurant, Cafes & Bars 20 50 30
Vehicle Rental 9 23 13
Petrol 4 10 6
Domestic Flight 10 24 14

12
12

Public Transport
Internet Cost

5 7
5 7
Water-based activities 4 1 6
2 3

Land-based activities

Groceries T 2 T
Shopping T T 0.6
Other 0 0 0
TOTAL 100 252 148

Note: Total Economic Impact-Per Trip and Per Day are per-person expenditures and can be used to estimate the total economic impact, through extrapolating to the total number of visitor arrivals during the surveyed period.



Economic Impact - Per Person and Total

Visitor Expenditure Per Person & Total

Jan-Mar 2024 Jan-Mar 2024
Average Spend Prior to arrival NZD USD
Per Person Per Trip 2,454 1,469
Flowing into local economy rate - estimated 40%
Per Person Per Trip 982 588
Per Person per Day 12 67/

Average Local Spend

Length of Stay (nights) mean 8.8 nights

Per Person Per Trip 2,217 1,327

Per Person per Day 252 150
Total Economic Impact-Per Trip 3,199 1,915

Total Economic Impact-Per Day 364 218



Jan - Mar 2023

NZD 64 MILLION

FROM VISITORS 20,954

PREPAID @ IN-COUNTRY
— EXPENDITURE J SPEND
$2,705 $216
Prepaid per visitor per trip In-country spend per day

Flowing into
local economy
rate

X 9.1 nights
Average length of
stay

$1,082 $1,966
Prepaid per visitor per trip In-country spend per trip
\ J
|
ECONOMIC $3,048 per visitor per trip
IMPACT
$335 per visitor per day

Note: NZ dollars. All amounts are per person

Jan - Mar 2024

NZD 94 MILLION

FROM VISITORS 29,486

&
% PREPAID S IN-COUNTRY
J EXPENDITURE J SPEND

$2,454 $252

Prepaid per visitor per trip In-country spend per day

409 Flowing into : X 8.8 nights
() local economy goo Average length of

rate stay

$982 $2,217

Prepaid per visitor per trip In-country spend per trip

IMPACT

ECONOMIC $3,199 per visitor per trip

$364 per visitor per day




Report Structure

g8 D =

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




Visitor Overall Satisfaction

Avg. Overall Satisfaction

4.7

79%

Share of Respondents

16%

3%
> = o
Very Dissatisfied (1) 2 3 4 Very Satisfied (5)

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



Satisfaction with Travel Experience

Q: How satisfied were you with the following?
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The friendliness of the people in the Cook Islands
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The overall level of service in the Cook Islands

The information that was available when planning this trip
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The experience of visiting the information centre
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The information that was available while in the Cook Islands
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Airport arrival experience

&
N

The experience of renting a vehicle

Airport departure experience
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The quality of accommodation

The frequency of air transport within the Cook Islands
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The experience of using public transport

e
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The cost of accommodation
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Scale: 1-Very Dissatisfied to 5-Very Satisfied



Satisfaction with Activities

Q How satisfied were you with the following?

Water-based activities Land-based activities
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i Visiting the beach 4 g [l I R < o i
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| Stand Up Paddle Boarding 4.5 | jERA Treks and trails 4.5 I- 32% i
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i Free diving 4.4 NI 16% i
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i Fishing - Deep Sea 4.6 I 8% 4WD adventures 4.6 I- 16% E
E Scuba diving 4.3 I 7% i
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E Ocean cruise 4.7 M 6% Sporting events 45 I- 16% i
i Fishing - Bonefishing 4.0 Il 3% E
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i Whale watching 4.4 [} 3% _ !
: Cycling 4.5 I. 14% |
i Kitesurfing 4.1 [l 2% :
1
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Note: Multiple responses, therefore total does not add up to 100%



Satisfaction with Activities

Q How satisfied were you with the following?

Arts and Cultural Activities Shopping activities
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Satisfaction Participation

Local markets 4_8I_ 90%
Island Night feast and show 4.8._ 57%
Cultural events 4.6 I_ 141%
Island celebrations or events 4_6I- 34%
Cultural tours 4.4._ 34%

Meal at a Cook Islander’'s home 4_6I- 23%

Church on Sunday 4_7._19%

Dance / language / art classes 4.0I- 19%

Satisfaction Participation

Local produce (coffee, etc) 4.5 I_ 77%
Local crafts 4.4 I_ 66%
Local arts 4.4 I_ 51%
Pearls a4 I_ 37%
Spa and/or beauty therapy 45 I-34%
Tattoo services 4.4 I. 7%

Tumunu on Atiu 41 II 5%
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Note: Multiple responses, therefore total does not add up to 100%
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Socio-Cultural and Environmental

Awareness
Q: During your trip to the Cook Islands, to what extent did you "I am willing to contribute to a tourist visitor levy aimed at
take sustainability, which includes the environment, the local supporting social, environmental, and cultural regeneration in
community, and the culture, into account when deciding what the Cook Islands, because | believe that tourism can have a
activities to do, things to buy, or services to use? positive impact, and | want to be part of the solution”

Always 21% Strongly agree 23%

Most of the time

39% Agree 43%

Sometimes 23%

Neither agree nor disagree

Rarely )
Disagree

Strongly disagree

Not sure

Not sure

Share of Respondents

Note: New variables for 2023



Most Appealing Aspects

Activities, Attractions, Entertainment and Events || KGN -
Local People I G
Relaxing Atmosphere || GGG 7%
Weather |GG 1
Food and Beverage |G ©%
Overall good experience || IEGcGNIBR 7%
Nature, Environment and Cleanliness | GG 6%
Culture |HIIIEGN 6%
Convenient, Secuirty and Safety [l 4%
Accommodation [l 3%
Family and Friends [} 2%
Emotional Connection [} 2%
Level of Service [} 2%
Un-Commercial ] 1%
Shopping Experience ] 1%
Public Services, Facilities and Infrastructure | 1%
Friendly Animals ] 1%
Not Overtourist | 0.5%

Price of Goods and Services | 0.3%

Note: Total response N=625. Multiple responses, therefore total does not add up to 100%



Most Appealing Aspects - Activities, Attractions, 00

529
Entertainment & Events @J

Share of
comments

t Staying in a villa amongst the palm trees, walking straight onto a perfectly sandy warm beach
with crystal clear water.

t Fish seen snorkeling from shore. How clean it was.
t Too many things to note, Turtles, Lagoon trips, cuisine, the people, the culture.

' The beauty, the weather, snorkeling, meeting up with friends coming from other places,
restaurants, the cruises on Aitutaki. Just the overall vibe. It is my favorite place.

t Scenery, weather, people, Island culture, simplicity, affordability.
t The kind people, the lagoon cruise, the culture and the atmosphere.
t The landscape and that there're almost no big and high hotel complexes.

t Absolutely everything lovely people and beautiful place. | could happily live in the Cook Islands
and would come back in a heartbeat.

t|ka mata, Sunrises, beaches, the mountains all scenery things, foods and amazing people.



Most Appealing Aspects - Local People 26%

Share of
comments

t The friendliness, honesty, sincerity, common attitude of the people.

t Culture and how you become immersed within the lifestyle of the people of the Cook Islands, everything
is carefree, and people are friendly and welcoming to all.

T The people, community, friendliness. The water, paradise!

T The few cool islanders that were working in resorts or stores etc.

T Friendliness of the people and helpful customer service from local retailers.

T The people were so friendly. A BEAUTIFUL place to go to for a holiday.

T The people are very friendly. Nice to meet them. Loved all the singing. Enjoyed the beaches.

T The cost for a holiday is incredibly fair. Also, the people are incredibly nice. | love how the island is largely
owned by locals as well, its a reason why we did not choose Fiji.

T The people are what make the Cook Is. All the staff are always great and try to help where possible, |
always feel my holiday is important to them and they work hard to deliver.



Most Appealing Aspects - Relaxing Atmosphere 175

The beaches and night-sky were utterly gorgeous. Most relaxing holiday ever due to friendly people and
excellent beach activities.

The slower paced life, relaxing and beautiful country. So many wonderful people and the seafood was
lovely.

Swimming with the turtles, Rarotonga Lager, friendly locals, quietness, helpful shuttle drivers, ability to do as
much or as little as we liked.

Slower relaxed pace. Sunshine, lagoon, food, swimming.

Friendliness of its people, beauty, relaxing and casual atmosphere. Resort we stayed at had an adults only
section (no kids).

Relaxed environment and very friendly people in a beautiful location.
Relaxed atmosphere and beautiful weather.

The people, the reefs, the beauty of the islands. And peace.



Least Appealing Aspects

Price of Goods and Services |, 116
. O %
[
. B %
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Public Services, Facilities and Infrastructure
Food and Beverage

Stray animals, roosters, bugs and mosquitoes
Poor Weather

Accommodation
Attractions, Activities, Entertainment and Events
Rubbish and Natural Environment Care

W
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I 6%
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I 9%
I 3%
I 2%
I 2%
I
I 2%

[ WPA

[ WPA

I 1%

1%

1%

B 0.4%

Il 0.4%

B 0.2%

Airport and Flight related issues
Customer Service Level
Shopping Experience

Local People

Not open or not ready to open
Sim card and Internet issues
Rental Cars or Scooters

Other Tourists and overtourists
Lack of information

Safety and Health

Labour Shortage

Culture

Booking Issues

Abandoned Homes

Over Development

Note: Total response N=569. Multiple responses, therefore total does not add up to 100%



Least Appealing Aspects - Price of Goods & Services 1%

Share of
comments

T Food is expensive and hard to get good local fish. To much imported food.
T Resorts were very expensive (backpackers was amazing value for money)
t Prices of some food products in supermarket.

T Expensive to get too and pricey for accommodation.

T How expensive everything is!

t Overall expensive for the quality of accommodation.

t The cost of flights were higher than other destinations,

t Maybe alcohol was cheaper than necessities.

t Exorbitant prices of food and accommodation.

t The market in Avarua is overpriced.



Least Appealing Aspects - Public Service, Facilities and
Infrastructure

9%
Share of
comments

t Public transport and taxis. It is the same price per person if you go 1stop or all the way around the
island. Very expensive for a group to travel on public transport.

t Busy main road on Rarotonga and road conditions especially on the west side of the island.

t Treks and trails not being maintained. Completely impassable.

t Decaying/deteriorating Chinese Lighting installations. Rusting, nonoperational and an eyesore!

t Lack of public transport frequency.

t Lack of transport without renting a car. Cost -we had some difficulty with taxi not coming twice.

t The power comes from diesel generators instead of wind and solar! And most of the food is highly
processed and imported instead of locally grown/caught.

t Old public buses, abandoned homes, lack of footpaths and the potholes in roads.

t Bus operations - clockwise quit too early.



Least Appealing Aspects - Food and Beverages 8%

? Share of
Q comments

T Food is expensive and hard to get good local fish. To much imported food.

T Meals are good but lack spice and variety. Good food.

T Quality of food Maybe alcohol was cheaper than necessities.

t Lack of fresh veggies and not a lot of fresh fruit.

t Lack of local grown foods, electricity generated by diesel generators instead of wind, solar, waves.

t Access to food/supplies, especially due to arriving Saturday night.

t No fresh food available in local shops, could not find any fresh fruit/vegetables anywhere but shelves were filled
with packaged ultra processed food. Accommodation was mediocre and no better alternatives available, food in
restaurants was poor even in premium priced outlets.

T Food was not amazing especially at the hotel. But some of the markets were decent.

T Poor service at one restaurant. We were ignored for most of the evening and restaurant was not busy.



Suggestions for Improvement

Accommodation [, 119
Public Services, Transport and Infrastructure || KGN O
Food and Drinks Quality and Price | 10 %
TN 10%
TN 10%
I 2%
I 6%
I 5%
I -0
I 3%
I o
I 39
I 39
I 0
I 09
I 00
I 2
Booking prior to arrival | EGcIcIBG 2%
Need more staff | N 1%
Customer Service Level N 1%
Not overtourist [l 1%
More promotion of other islands [} 1%
Law and Legislation [} 1%

Activitiies, Attractions, Entertainment and Events
Better information needed

Airport and flight services experience
Value for money

Internet and wifi connectivity and prices
Local art and craft, food and souvenirs
Environment and Cleanliness

Business Open or fully operation

Weather

Stray animals, bugs and mosquitoes control
Stayed longer visit more places

Local people

High price control

Rental cars and scooter issues

Share of Respondents

Note: Total response N=189. Multiple responses, therefore total does not add up to 100%



Suggestions for Improvement-Indicative Quotes

-+

More cultural food available at the markets. More cook island style events, luncheons, dinner etc.
Fix the roads, give 90 days visas to Australians at the airport when they arrive.

the bus we could not really understand with its timetable | mean. Clockwise, counterclockwise, we were not the
best in getting that right. No Wi-Fi at check-in area of airport.

If hotels had sunscreen available to guests. My husband forgot his toiletry bag with ours in it and bad sunburn
ruined a few days as local shops were either closed or did not have any, nor did our accommodation.

The airport service. The delay on the flight caused missing the next flight and buying a new one. Therefore, we
didn’t get any help

Maintenance of the treks and trails Cost of the shared taxi from the airport to our accommodation on arrival was
very costly.

Fences needs to be removed at some beaches and reduced number of housing / businesses taking over the
coastline.

Full protection of the natural land and sea environment and resources from foreign interests!

Less non cook island people in prominent stores, resorts, accommodation, petrol stations etc. Our first visit was
about 15 years ago it was amazing we’ve be been 10 times & the last 2 visits we’ve be been disappointed with the
decrease of “local” people “fronting” Rarotonga. Ewe don’t plan on returning unless, like this trip, it’s for a
wedding.



Willingness to Visit Outer Islands

No
4%

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

Aituitaki

00
)
X

Atiu 30%

Mangaia 19%

Mauke 16%

Manihik 16%

Pukapuka 14%

Penrhyn 13%

Mitiaro 13%

Other Islands 6

X

Share of Respondents



Future Motivations

Q: How likely would you return to the Cook Islands?
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Note: Total response N=614

10%

3 .

76%

Very Likely
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Quotes: Reasons to not return

I |
: I
" 1
: I
.+ We have been to Cook Islands so many times it is i
I always our first choice. | have advised so many friends !
I to visit | give everyone a mini map etc. | basically !
: market the Cooks but last time our departing flight !
i was delayed by 6hrs which meant arrival in Auckland |
: at lam. We were put in an airport hotel for 4hrs then |
: an early flight to Christchurch. My husband needed a |
! wheelchair at the airport it was a nightmare. Even I
: though | will still recommend the Cooks I’'m sad that | |
: won't make the trip again until there is a direct flight |
: from Christchurch for people from the South Island. i
I+ Was way too expensive for such little to do with !
I children. It felt more of an Adult accommodating !
: country. |
i + Very boring and overpriced place and polluted water |
I in the lagoon. :
i + Too far from France and too expensive trip but we l
: really enjoyed our stay. I
I+ [don'tlike being bitten by mosquitoes. When it was :
: dusk, | retreated to my hotel room. :
|+ Didn’t enjoy the food rental was really dangerous. i
I Accommodation dated. Some money needs to be ]
I spent in the Cook Islands remodeling. !
|

I |
I |



Future Motivations

Q: How likely would you recommend the Cook Islands?
85%

Share of Respondents

1%
——

Very Unlikely
M

Note: Total response N=616

1%

2

3%
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10%

4

Very Likely
(5)

Quotes: Reasons to not recommend
+ Too many non-Cook islanders running things.

+ Overpriced, complicated return flight (via New Zealand),
but nice tropical weather and warm water in the lagoon.

+ Most of our friends have already visited the Cook Islands.

+ [ mostly enjoyed the swimming and weather, but you can
find that in many islands.

+ Expensive and there a better islands to go to with more
things to do and more luxury.

+ Because of my experience.

+ Because it is fabulous and my favorite place!
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