








Message {rom the Chairman

HON. PRIME MINISTER MARK BROWN
Minister For Tourism

Government Of The Cook Islands

L Oranal

The Cook Islands Tourism Corporation (CIT) is pleased to
present its Annual Report for the financial year 2023/24.
This report fulfills the statutory requirements outlined in the
Cook Islands Tourism Marketing Corporation Act 1998 and
its 2007 Amendment.

The past year marked a significant period for the Cook
Islands tourism sector, particularly with the successful
completion of the first full year of the Airline Route
Development Programme. This new connectivity has been
instrumental in driving our tourism recovery.

Visitor arrivals for 2023/24 showed a substantial increase of
28% over the previous year, with 163,552 visitors compared
to 127,529 in 2022/23. New Zealand remains the largest
source market, contributing 68% of total arrivals (111,252), a
7% increase from the prior year. Australia also made
impressive gains, with a 125% increase in visitor numbers,
climbing from 14,386 to 32,377 due to the addition of four
new weekly flights, raising its market share to 20%.
Northern Hemisphere markets also experienced notable
growth, driven by improved access. The United States
recorded a 204% increase in arrivals, while Europe saw a
79% rise. Visitor numbers from Canada, Asia, and French
Polynesia also recorded strong growth, albeit from smaller
bases.

Tourism receipts reached $429 million in 2023,
contributing 70.6% to the national GDP—a 65% increase
from 2022 ($259 million). This financial year has
demonstrated the vital role tourism continues to play in the
Cook Islands’ economic recovery.

While these results are promising, challenges remain. The
aviation sector, including the development of strategic air
routes, is critical to sustaining future growth. Expanding
airline partnerships, securing new routes, and enhancing
destination appeal are closely linked to the availability of
accommodation, which increased by 2.4% to 8,400 rooms

as of June 2024.

Cook Islands Tourism Corporation is addressing these
challenges, and is committed to offering continued
leadership and support to the industry, and providing
timely and comprehensive advice to the Government.

Exploring possibilities in our Pa Enua and embracing
regenerative travel principles will diversify our offerings
and enrich visitor experiences. By fostering effective
public-private collaboration, the collective efforts of our
will  drive  innovation  and

Additionally,  a

review of the Cook

industry  partners

competitiveness. comprehensive
legislative Islands  Tourism
Corporation's framework is in order, to ensure our
operational structures are agile and aligned with our

evolving goals.

Increasing economic yield through local production and
skills development will be crucial. A scoping study is
currently underway to explore these opportunities.

The long-term success of the Cook Islands tourism
industry depends on addressing emerging challenges,
including housing and workforce constraints. These
issues, along with rising costs and supply chain pressures,
will continue to influence the sector's recovery and
operational efficiency.

As we approach the close of 2024, the tourism sector is
projected to welcome 170,000 visitors, an 18% increase
over 2023. Looking ahead to 2025, we anticipate a 20%
growth in GDP, with tourism receipts projected to reach
$520 million. These positive trends provide a foundation
for future planning and long-term growth.

Tourism remains the cornerstone of the Cook Islands
economy and will continue to play a central role in
achieving our national development goals.

On behalf of the Board, | would like to express my
gratitude to our management and staff for their hard
work and dedication. | also extend our appreciation to the
Minister and Prime Minister, Hon. Mark Brown, for the
continued guidance and support.

Kia Manuia,

EWAN SMITH

CHAIRMAN

COOK ISLANDS TOURISM BOARD



Statement of Intent

This Statement of Intent establishes the framework for the Cook Islands Tourism Marketing Corporation (CITMC) Annual
Report, reinforcing our commitment to transparency, accountability, and alignment with the expectations of the Government
and our stakeholders.

Government Expectations:

CITMC acknowledges the formal expectations from the Honourable (Mr) Mark Brown, Minister for Cook Islands Tourism
Corporation, and our Chief Executive Officer, Karla Eggelton. This commitment links CITMC’s work to the National
Sustainable Development Agenda 2020+ (NSDA+), national priorities, and the Medium-Term Budget Framework, ensuring

that our efforts are in harmony with broader governmental objectives.

Expenditure Plans:
In alignment with the strategic objectives outlined in the CITMC Business Plan, the content of this Annual Report aligns with
our strategic goals, agency objectives, and key programme deliverables, consistent with Government expectations.

Organizational Obligations:

CITMC's Chief Executive Officer and staff pledge to fulfill the expectations outlined in the Medium-Term Business Plan while
performing mandated functions and organisational obligations. These efforts remain dedicated to achieving our goals and
advancing the Cook Islands tourism sector.

Stakeholder Relationships:
CITMC remains committed to meeting the needs of all stakeholders and clients. We pledge to provide clear, professional,

effective, and timely service, offering honest advice while treating everyone with courtesy, dignity, and respect.

Compliance and Governance:

CITMC upholds high standards of corporate governance, ensuring compliance with relevant legislation and policies. We commit
to preparing annual reports as mandated and maintaining various corporate documents and guidelines. This includes business
plans, staff work plans, performance agreements, and internal policies. CITMC will remain agile, adapting to changes in
legislative frameworks, and fostering a culture of ongoing training and efficient operations.

Leadership and Accountability:

CITMC’s Chief Executive Officer, directors, and managers reaffirm their commitment to clear leadership, sound employer
principles, staff capability building, effective communication, adherence to public service values, and maintaining productive
stakeholder relationships. We also pledge to uphold fiscal responsibility by ensuring public funds are spent as intended, creating
value for taxpayers.

Review:
This Statement of Intent will undergo annual reviews or adjustments as circumstances require, ensuring ongoing alignment with

our commitments and the evolving needs of the Cook Islands tourism industry.

Karla Eggelton Honourable (Mr) Mark Brown Ewan Smith
Chief Executive Officer of Portfolio Minister Chairperson

Cook Islands Tourism Corporation



Mandate, Responsibility & Structure

The Cook Islands Tourism Marketing Corporation (CIT) operates as a crown agency and is mandated under the Cook Islands
Tourism Marketing Corporation Act 1998 and Amendment 2007.

The primary objective of the CIT is to encourage and promote the development of tourism in the Cook Islands in such a
manner as will achieve sustained growth, and in a manner that is economically viable, socially acceptable, and environmentally

sustainable.

THE VISION: Tourism advances the well-being of resident Cook Islanders.

Na te Kimi puapinga turoto e akameitaki i te oraanga mataora o te tangata e noo nei ki te ipukarea

OUR MISSION: To ensure resident Cook Islanders benefit from CIT economically, socially and that we sustain our
environment and culture through relentless pursuit of our goals.
Te Kaveinga; kia rauka mai te au mea me meitaki no te iti tangata Kuki Airani, mei ko mai i te kimipuapinga turoto mate tau e te

tano, e na roto i te tautaangano teaure i rauka ei te akamatutuanga no to tatou reo, peu, e te ao natura.

The tourism mandate gives CIT the power to promote and market the Cook Islands internationally. This policy has proven
successful with the significant increase in tourism’s contribution to the Cook Islands economy through its aviation, marketing,

and destination development strategies.

The Corporation has a 7-member board appointed by the Minister of Tourism from the private sector.

The following are the current board members:

® Ewan Smith (Chairman)

® Rohan Ellis

¢ Dianna Clarke-Bates

® Serena Hunter (Resigned 4 Dec 2023)
¢ Emile Kairua

® Teonu Hewitt

® Tereapii Porio

APPENDIX A provides the Organisation Structure as at 30 June 2024.
There are 3 departments within the Cook Islands Tourism Corporation; Destination Marketing, Destination Development, and
Corporate Services (Finance & Admin) with a total staff count of 30:

® Head Office: 22

® Pa Enua - Aitutaki: 1 FT, 1 PTE

® PaEnua - Atiu: 1 PTE

® New Zealand: 3 FTE

® Australia: 0.5 FTE

® North America: 1 FTE (relocated to HO)

Additional Support supplemented through representation:
® United Kingdom and Nordic States
® Northern Europe - Germany, Switzerland and Austria
® Southern Europe - Italy, France and Spain
® Japan - reduced to 5 hours per week until access is realised.



Performance Dashboard
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DIGITAL DESTINATION MARKETING: WEBSITE

www.cookislands.travel
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TOURISM CAPACITY
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DIGITAL DESTINATION MARKETING: SOCIAL MEDIA

FOLLOWERS
988,963 +0.5%

IMPRESSIONS
129,393,161 +25%

ENGAGEMENTS
368,178 +62%

ENGAGEMENT RATE
1.70% +29%
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Love our little paradise




Key Achievements

VISITOR ARRIVALS Sy @ 163,552
The Cook Islands concluded the financial year 2023/24 with a total of \ XESJIORARRIVALS
163,552 visitor arrivals, marking a 28% increase from the previous year's +28%

vs 2022/23

127,529.

ANNUAL VISITOR ARRIVALS BY FINANCIAL YEAR (JUL-JUN)
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VISITOR ARRIVALS BY FINANCIAL YEAR (JUL-JUN)
B 202324 [ 2022/23 [ 2019/20 [ 2018/19

20,000
15,000
10,000
5,000
SHOULDER &
0 LOW SEASON
Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr  May Jun
FINANCIAL YEAR JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN TOTAL
2023724 16,159 15,452 15,734 | 15,049 | 12,453 13,270 10,368 7,539 11,579 13,968 15,790 16,191 163,552
2022/23 15,012 13,151 12,893 11,860 9,308 9,916 7,041 6,003 7910 9,904 1,091 13,440 | 127,529
2019/20 18,612 18,464 17913 16,092 13,410 14,567 9,986 8,928 5,814 0 0 98 123,884
2018/19 18,332 16,777 16,499 15,468 13,141 14,109 10,128 7,608 10,659 13,739 14,430 15,928 | 166,818
SOURCE MARKET FY23 FY24 % *I- SHARE
New Zealand 103,648 11,252 7% 68%
Australia 14,386 32,377 125% 20%
USA 2,098 6,369 204% 4%
Europe 4,201 7,529 79% 5%
Canada 765 1,140 49% 1%
Asia 1,010 1,674 66% 1%
French Polynesia 258 1,1M 331% 1%
Other 1,163 2,100 81% 1%
TOTAL 127,529 163,552 28% 100%

Source: Ministry of Finance & Economic Management (MFEM)






Cook Islands Brand Evolution

Te Mato Manava Turoto, Cook Islands Tourism
Corporation presents the brand evolution from “Love a
little paradise” to "Love our little paradise.” Rooted in
the Kia Orana values, this update champions a
collective commitment to responsible tourism, and

destination stewardship, nurturing authentic

experiences that reflect the values of our Cook Islands
residents and visitors while still maintaining our playful
spirit. ‘Love our little paradise’ invites you to share in
our commitment to developing a sustainable approach

that ensures the ongoing benefits of tourism.

‘ ‘ I you look after our little paradise, she will look after you too.

Akaperepere ia to tatou parataito,

kia vai ruperupe te reira. ”

Here is a breakdown of each word in the updated tagline:

A deep, active appreciation and care for the Cook Islands, urging Cook

I IW \/e Islanders, residents and visitors to cherish and protect its natural beauty

and cultural richness.

Our Shifting from "a" to "our” represents a collective commitment among

Cook Islanders, residents and visitors, reinforcing a shared responsibility

for our little paradise.

. Rather than being about size, “little” speaks to the intimate, personal
ll ,l ' e experiences that the islands provide, where everyone can feel a personal

connection to the place and its people.

What the Cook Islands offers, a tropical, idyllic escape, complete with

[ ]
paradlse friendly locals, lush landscapes, vibrant culture, and white sandy beaches

- a place to do as little or as much as you like.

SRS Love

Love our little paradise

COOKISLANDS.TRAVEL

our little paradise










NORTH AMERICA

DIRECT ACCESS SINCE 20 MAY 2023 - Once a week. PPT access - twice a week.

North America presents significant growth potential as our
third-largest market, particularly given the access available
through both the Hawaiian Airlines network and Tahiti.
While current awareness of these routes is relatively low, the
market holds substantial value potential, bolstered by the
strength of the US dollar.

Our strategy, similar to our approach with Australia, is

centred on filling the weekly Hawaiian Airlines flight.

NORTH AMERICA VISITOR ARRIVALS
2018/19 - 2023/24

Busa [llcaNnaDA
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ACTIVITY HIGHLIGHTS

FROMMERS - BEST PLACES TO GO IN 2024

We will build awareness through digital search and social
media campaigns, targeted tactical pulse campaigns, and
collaborations with high-performing partners such as
Costco. Additionally, it is encouraging to see new partners
like Gatel, a tour series operator, and TCS World,
specialising in private jet expeditions, incorporating the
Cook Islands into their product offerings, expanding our

reach to a broader visitor type.
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The Cook Islands were recognised in the renowned US Frommer’s travel guidebook series,

established by Arthur Frommer and with over 350 guidebooks in circulation for 60 years.

M Fze Pauline Frommer, his daughter, endorsed and promoted the destination as a guest speaker at

ool -~ BEST

TRAVEL the 2024 Travel & Adventure Show series across the USA, further elevating our visibility in

ADVENTURE
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Hawaiian Airlines.

Sectors Booked

COSTCO ACTIVATED

€osrco
travel

this influential travel guide series.

Gatel, a tour series group added the Cook Islands to their product offerings. This addition has

proven significant, as it has become the highest-producing indirect booking source for

m s Following a post-pandemic hiatus and over 12 months of negotiations, we successfully

reactivated the Cook Islands as a destination. This effort resulted in 309 passengers booking

618 to the Cook Islands for the 23/24 FY.

Sectors Booked











































Destination Marketing

Destination Marketing plays a pivotal role in promoting
and marketing the Cook Islands’ tourism offerings to
stimulate economic growth, measured by international
visitor arrivals. While we are in development of a new
marketing strategy, we currently operate under a
strategic framework designed to address the business
of tourism. The focus is on three core areas:
Awareness, Conversion, and Seasonality. The
framework guides and prioritises our engagement

activities with our global audience through a

STRATEGIC FRAMEWORK

daa
Q‘) AWARENESS g CONVERSION

BUILD AWARENESS
#1 BUSINESS PROBLEM

FOCUS AREA

* Reach consumers through a
mix of owned, earned and
paid channels

* Analyse the effectiveness of
current marketing channels
and implement 'best
practices’
Refresh brand management

& communications strategy

CHANNELS
Social Media
Famils and PR

Industry Support

CONVERT INTEREST
& ENGAGEMENT

FOCUS AREA
Implement direct leads
conversion campaigns
Implement metrics to
measure path to purchase
Strengthen Engagement
Rates and Leads
Strengthen trade and
industry partnerships

CHANNELS
Website
Campaigns

combination of owned, earned, and paid distribution
channels.

Key outputs include executing targeted promotional
campaigns, managing public relations, facilitating a
comprehensive familiarisation program, and identifying
opportunities to address the low season visitor trends.
Our digital performance is measured across our key
Social Media platforms Facebook & Instagram and our

consumer website www.cookislands.travel

@ SEASONALITY

ADDRESSING SEASONAL
IMBALANCES

FOCUS AREA

e Develop new niche markets
to fill low and shoulder
seasons, based on market
intelligence
Target special interest groups
eg. Trekking
Event development eg.
Signature events for Culinary,

Cultural, Sporting

CHANNELS
Events
Special Interest Groups

Special Projects













DIGITAL STEWARDSHIP

The secondary role of Destination Marketing involves stewardship of our
digital platforms. This stewardship not only leads but measures marketings
performance that provides benefits for the industry and the broader
community. We are committed to continuously improving our data tools
that analysis audience behaviour to guide our work plans. Our website,
www.cookislands.travel, is our most valued and invested digital asset,

attracting substantial traffic from our primary social channels, Facebook
and Instagram. Signalling the guiding principle: ‘all roads lead to the
website' true.

As we move forward, our focus on digital stewardship will continue to
evolve, embracing new technologies and trends that enhance our ability to
market the Cook Islands effectively. We are committed to remaining at
the forefront of digital innovation in tourism marketing, ensuring that
every digital interaction is an invitation to explore our little paradise.

TOTAL SOCIAL MEDIA
. FOLLOWERS

2023124

980K G rj 107K
FOLLOWERS @ FOLLOWERS
2023124 2023/24

ISLANDS
Ve our aradise

http:// %WWW.COOKISLANDS.TRAVEL
1.5M

TOTAL WEBSITE
USERS 2023/24
+14% VS 2022/23

354K g

Qan)

2
2

SOCIAL MEDIA PLATFORMS

Our primary platforms Facebook, Instagram, are our
first point of contact with our audience. We leverage
these platforms to achieve two key objectives enhance
destination awareness and engage with potential
visitors in search of their next holiday destination. Our
strategy this year continued to include collaboration
with influencers and the reposting of user-generated
content for efficiency. We implemented more in house
curated stories, ‘interactive’ reels along with
competitions and prize giveaways. Additionally, given
global travel trends, we adapted our content to
integrate sustainable and regenerative themes through

a visitor-focused lens to appeal to a wider audience.

PRIMARY CHANNELS

FOLLOWERS
988,963 +0.5%

IMPRESSIONS
129,393,161 +25%

ENGAGEMENTS
368,178 +62%

ENGAGEMENT RATE
1.70% +29%

LEADSTO INDUSTRY N
FROM WEBSITE ve
2023/24

This strategy proved effective, as we not only
maintained our total audience base of over 1.1 million
followers, but also significantly increased our
engagement rates, surpassing all industry benchmarks.
This gives us confidence that our social media platforms
not only remain relevant but also have the power to
influence through the content we share about the
destination. This success is further highlighted by our
comparative competitive rankings; the Cook Islands

ranks 3rd on Facebook and 5th on Instagram among

our competitors.

FOLLOWERS
105,530 +03%

IMPRESSIONS

11,402,627 -20%
ENGAGEMENTS
120,672 +152%

ENGAGEMENT RATE
5% +1%






SOCIAL MEDIA PLATFORM RANKING

FACEBOOK RANKING

Page Page likes |

Australia.com 8.6M
@ Tourism Australia's official Facebook page. Post your best photos to our wall to :

| Hawaii — gohawaii.com 19M
-— 0 Hawai'i is our home. Learn more about how you can malama (care for) Hawai'i w. K
3rd
980.4K

Cook Islands
R K Orana and Weicome to the official Cook Islands Tourism Corporation Faceb...

g1gy Tourism il

641.7K
@) Bula! Official account of Fiji. Where Happiness Comes Naturally

GLOBAL WEBSITE

The global website is utilised to drive conversion. It
continues to be the leading source of reliable
information for the destination, serving as an
authoritative portal. To ensure credibility and
trustworthiness, we implement the assessment of
independent tools that run a diagnostic of the overall
health of the website as well as validate the quality of

the information provided on the website.

The website provides information accessible to 32
countries, including key source markets and available in

GLOBAL WEBSITE AUDIENCE
2023/24 VS 2022/23

USERS BY DEVICE

Tablet
6.9%

+0.8%
65+
20.8%

Desktop
21%

Mobile

72.1% 55-64
19.8%

USERS BY AGE

18-24
6.6% 45-54

INSTAGRAM RANKING

Account Followers (ifetime) .

sustraia a5

-1;0) Ausrala

R oo 3248K
g Howart

190K

172.3K

. 5th

six languages: English, French, Spanish, German,
talian, and Swedish. For the 2023-2024 period, we
had over 1.4 million global users accessing the website,
predominantly female often seen as the decision
makers who primarily use a mobile device to access the
website. Notably, there was an increase in users over
the age of 65, making it the largest age demographic
on our site, followed by the 55-64 and 45-54 age
ranges. This correlates with visitor demographics
illustrating the power of the website as an effective

tool for converting interested users into actual visitors.

USERS BY GENDER

35-44
16.8%

25-34
16.7%



GLOBAL WEBSITE KEY PERFORMANCE METRICS

We have strengthened our website's performance, demonstrated by an increase in users of 14% and an additional
10% rise in page views for the 2023-2024 period. Top traffic by country is reflective of the extent of marketing
activities conducted in those markets pushed across paid and earned channels, with United States leading, followed
by our New Zealand & Australia markets.

www.cookislands.travel

2023/24 VS 2022/23

2018/19 - 2023/24 oo 2018/19 - 2023/24
2,000,000 5,000,000
4& 1,482,313 ™ | 4178352
+14% o \/ +10% 3,000,000 \_/

TOTAL USERS ~ VS1294.820 (2022/23) o PAGE VIEWS  VS3,806951 (2022/23) 2000000

500,000
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website o o g @ >
X g g A g o o o > >
'19\? q,‘)e S '19,9 J&\N -f\@\m "-9‘7}\1 ‘9‘7‘39 ‘9.{}\‘7'
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O 2,000,000 o 300
[ 179337043 1,500,000 [ 2‘80 2% ‘——‘—/\
200
+12 1,000,000 -5% 150
TOTAL SESSIONS  VvS1,721,227 (2022/23) 500,000 PAGES PER VS 2.94 (2022/23) 100
u b 050
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*Previous FY data variance due to GA4 metrics update
The most viewed pages offer insights into users' considerations when planning a holiday to the Cook Islands. Pages
related to accommodation, Rarotonga, activities, Aitutaki and Special offers consistently rank among the top five,

typical of a customer journey following destination selection.

ENGAGEMENT METRICS AND LEADS

ESTABLISH BASELINE DATA USING NEW METRICS IN GOOGLE ANALYTICS 4

TOTAL EVENTS o O ENGAGED ? % ? LEADS
g e & &  USERS AW, i
engagement data without reloads - ‘

o (oAl recions otemalink
& 2283759 W o578 WO 352,360

GLOBAL WEBSITE TRAFFIC & AQUISITION

TOP 12 TRAFFIC BY COUNTRY TOP 12 VIEWED PAGES TRAFFIC SOURCES

LOCATION 202223 % +- PAGE 2022123 % +I- Organic Search
UNITED STATES 699,150 +411% ACCOMMODATION 393682  +2.33%

Paid Social
NEW ZEALAND 347,465  -12% RAROTONGA 320,061  +110.48%
AUSTRALIA 294,818 +16.9% ACTIVITIES 174,088 +71.32% Paid Search
GERMANY 19,645 +53.3% AITUTAKI 128,366 +11.58% Organic Social
CANADA 18,214 +60.49% SPECIAL OFFERS 72,222 +54.83%

Direct
UNITED KINGDOM 13,472 -7.19% MARKETS 58,345 +4.74%
0 100000 200,000 300,000 400000 500,000

ITALY 8,359 +50.02% TRAVEL ADVISORY 55,458 -78.46%
FRANCE 3,585 +21.98% WEATHER &SEASONS 33,361 1%
SWITZERLAND 3,305 +14.52% FLIGHTS 36,910 +3497%
SPAIN 3,192 +37.47% WHERE TO STAY 31,981 -43.08%
NETHERLANDS 2,546 +2.5% GENERALFAQ 30,684 7%

FRENCH POLYNESIA 1877 -22.57% FAMILIES 28,962 -31.26%



INDUSTRY PARTNERSHIPS

Our industry partnerships, established through our offerings. By offering hands-on experiences and
Familiarisation Program, are crucial for building valuable insights, we ensure they have a solid
foundational relationships and enabling cost-sharing understanding of our destination, which helps them
opportunities. This program is designed to educate represent and promote us more effectively in market.

trade and media agents about the Cook Islands’ tourism

FAMILIARISATION PROGRAMME RESULTS

o2
TOTAL INVEST .‘ TOTAL FAM

‘a VS 570K 2022/23 ele=e

FAMIL PAX BY MARKET

MARKET PAX

2023/24 DIFF VS 22/23
New Zealand 47 -1
Australia 15 +74
North America 41 +20
UK/EU (UK 8, NE14,SE 1) 23 +6
Head Office 18 +10

COST SHARING AND INDUSTRY SUPPORT

VS 305K 2022/23 VS 113K 2022/23

543K 483K
@ '%)TALCITCOST %N\ %\IDU8S§?YSUPPO

TOP INDUSTRY PARTNERS A
Pacific Resort Rarotonga 19%
The Edgewater Resort & Spa 13.8%
Tamanu Beach Resort 10%
Muri Beach Club Hotel 9.9%
Air Rarotonga 8.9%
VS
Pacific Resort Aitutaki 5.5%
Ocean Escape Resort 3.4%
Manuia Beach Resort 2.9%
Te Vakaroa Villas 2.6%

Hawaiian Airlines 2%

RT

16%

2022/23

& 250 162
TOTAL PAX TOTAL PAX
VS 140 2022/23 PA ENUA
VS 113 2022/23

Travel Guides

.’ 66

INDUSTRY PARTNERS
. VS 49 2022/23

P> CITCONTRIBUTION - 52%
415% P INDUSTRY - 46%
v 20 P COSTTO FAMIL - 2%












Key Challenges & Mitigation Strategies

The Cook Islands has experienced an extraordinary year for tourism. The renewed global interest in our islands as a premier
destination—coupled with our ability to adapt to shifting visitor expectations—is the direct result of a collaborative partnership.
CIT, airlines, accommodation providers, tour operators, the hospitality industry, and local communities have all played a vital
role in welcoming our visitors and appreciating the value and positive impact they bring to our economy. CIT efforts were not
solely aimed at increasing visitor numbers but also at distributing arrivals throughout the year. By encouraging visitors to
extend their stays, they gain deeper connections to our people and experiences, which are both unique and authentic to the
Cook Islands. This gives some certainty to the short-term landscape and provides breathing room to consider needs in the
outer years. While growth remains a considered element when looking forward, a broader scope of work is necessary to balance

desired optimum long-term outcomes.

The next steps for tourism are to look inwards and consider key strategic steps to reposition the Cook Islands tourism sector so
it remains resilient to possible external shocks and to further future-proof the destination’s value proposition (the why) and
complementing product (the what). With emerging travel trends highlighting the evolving habits of future travelers; adapting a

sustainable model focusing on value and yield tourism rather than volume will drive future thinking.

This will require leaning into current challenges with targeted approach to

Maximise the BENEFITS

drive mitigation The top high-level elements for early consideration include: .
® Assessing and Managing Destination Carrying Capacity (01' Value) of Tourism

® Advancing Tourism Economics with Modern Measurement Tools

® Strategic Aviation Planning and Route Development
¢ Exploring Development Opportunities in the Pa Enua 1. Autract the right visitors at the right time
® Reviewing and Modernising Cook Islands Tourism Legislation Gt
® Building a Supportive and Efficient Public Sector Framework
® Promoting Regenerative Travel in Destination Development 2. Encourage tourism models that minimise costs & maximise benefits
(Optimise Value)

® Fostering Productive Partnerships with the Private Sector
* Developing Workforce Pathways for Cook Islanders in Tourism

3. Maintain a high-quality visitor offering
(Optimise Supply)

ASSESSING AND MANAGING DESTINATION CARRYING CAPACITY

Past carrying capacity modeling primarily focused on airlift and accommodation availability. However, there is a need to
broaden this scope to include environmental sustainability, infrastructure, social impacts, and considerations for the Pa Enua. A
comprehensive approach will engage a diverse range of community stakeholders and foster alignment in collective decision-
making. Current data indicates carrying capacity, based on airlift and accommodation A thorough assessment is essential to

provide clear insights and guide future planning.

Action Item: While Phase | now completed, look to Phase Il completion of this ADB supported programme

ADVANCING TOURISM ECONOMICS WITH MODERN MEASUREMENT TOOLS

In light of shifting dynamics and the need to strengthen the foundational elements of Cook Islands Tourism, it is essential to
reassess the tools used to measure the visitor economy effectively. This includes leveraging intelligence platforms to utilise
existing data, identifying gaps for new data collection, and streamlining reporting processes across government agencies. These
efforts will enhance efficiency by minimizing duplication, eliminating redundant data, and ensuring consistent reporting

standards. This work also supports broader goals under the Sustainable Development Agenda 2020+.

Action: Collaborate with the MFEM Economics Planning Division and CPPO to align key cross-cutting metrics.



Key Challenges & Mitigation Strategies

STRATEGIC AVIATION PLANNING AND ROUTE DEVELOPMENT

It is unlikely we will see a significant change in airlift for FY25. A review is required to ensure maximum return on investment
against other opportunities. The expectation is that the short haul will take care of itself in the next 12-18 months. Current
performance for Auckland and Sydney flights is above forecast and forwards are solid, however given the volatility of the

aviation sector we must be vigilant and and ready to pivot where/when required.

The Airline Committee was established seven years ago as an informal advisory group to review the performance of
underwritten programmes and provide airline advice to the Minister of Tourism. Members include MFEM and CI Tourism
officials and board members. In 2023 Airport Authority was invited to join and this year Crown Law and the Ministry of
Transport will also be included. This structure and approach have worked well in establishing single points of contact on behalf
of the Cook Islands government. A coordinated airline approach will front-blanket operational issues. This speaks to including

border agencies, airport tariffs, and future scheduling.

Action: Enhance strategic imperatives and operational outcomes with a Cook Islands Incorporated approach when dealing

with all airline matters.

EXPLORING DEVELOPMENT OPPORTUNITIES IN THE PA ENUA

With the launch of the new Cook Islands Tourism Development Strategy (CITDS), which prioritises a sustainable and resilient
future, there is a significant opportunity to diversify tourism offerings and strengthen community-led tourism in the Pa Enua.
While each island follows its unique development path, we will need to map out sequencing of steps to ensure viability. Public
Sector programming of infrastructure will be the key trigger for tourism development opportunities. For example: A sealed
runway/airport is a pivotal enabler for advancing these pa enua development discussions and could serve as the foundation for a
pilot program, creating a ‘playbook’ to guide other islands in establishing or enhancing viable tourism initiatives. Enabling the
private sector to benefit from this tourism potential by way of public sector financial support is key. This approach aims to
generate economic opportunities, empower the private sector in the Pa Enua, and reduce reliance on the Cook Islands
government.

Action:
(i) Work to prioritise basic tourism related infrastructure in pa enua ie. sealed runways, water, waste and sanitation

(ii) Develop a ‘playbook’ to provide a strategic framework for Pa Enua tourism development.
(iii) Explore a debt/equity fund to provide seed investments and business support for tourism ventures with future potential,

such as holiday homes and small businesses.

REVIEWING AND MODERNISING COOK ISLANDS TOURISM
CORPORATION LEGISLATION

With destination development becoming a core focus under Cook Islands Tourism’s remit—traditionally centered on marketing
—there is a pressing need to evolve into a fully-fledged Destination Management and Marketing Organisation (DMO). This
evolution will empower CIT to effectively fulfill its increasingly collaborative role in driving successful tourism programmes.

To support this shift, a review of Cook Islands legislation will identify gaps relevant to tourism and inform updates to the
Tourism Act. This modernisation will ensure the framework addresses both urgent priorities, such as visitor and public safety
(e.g., turtle tours), and long-term needs to future-proof the industry. A phased approach will allow critical issues to be tackled

first, with broader measures introduced progressively.

Action: Update the Tourism Act to establish an enabling framework that reflects the current and future scope of Cook

Islands Tourism responsibilities and operations.



Key Challenges & Mitigation Strategies

PROMOTING REGENERATIVE TRAVEL IN DESTINATION DEVELOPMENT

The Cook Islands Tourism Development Strategy (CITDS) charts a transformative path toward holistic sustainable
development, with tourism at its core. This strategy embraces a regenerative approach to travel, guided by a quadruple bottom-
line framework that ensures the 4 C’s—commerce, conservation, culture, and community—are resourced equitably and
integrated into the broader pillars of sustainable tourism. To achieve this vision, a comprehensive Destination Management
Plan is essential. Such a plan will outline how the Cook Islands will balance development with environmental stewardship,
cultural preservation, and community well-being. While similar models exist globally, the Cook Islands has a unique opportunity
to lead in the Pacific, leveraging its small size, population, and geography to deliver meaningful results. However, success hinges
on moving from strategy to action while avoiding perceptions of "greenwashing.” Effective implementation requires strong

stakeholder engagement and cross-sector collaboration.

Action: Prioritise sustainable tourism at the highest level by formalising a Destination Stewardship Model. Work with all
stakeholders to develop and implement a Destination Management Plan that drives a collaborative, on-the-ground approach

to delivering sustainable outcomes.

BUILDING A SUPPORTIVE AND EFFICIENT PUBLIC SECTOR FRAMEWORK

A destination stewardship model is vital for effective public sector service delivery in the Cook Islands. The public sector plays a
key role in creating an environment where tourism can thrive sustainably. Recent developments highlight the need to reassess
the ‘purpose and process’ of public sector engagement, focusing on delivering efficient and impactful services aligned with
commercial needs. This includes enforcing regulations to protect the islands’ beauty, ensuring visitor safety, and investing in
infrastructure to enhance experiences. Collaboration with private stakeholders and international partners ensures policies that

balance tourism growth with cultural and environmental preservation.

This approach strengthens the public sector’s role as both an enabler and guardian of sustainable tourism development.

FOSTERING PRODUCTIVE PARTNERSHIPS WITH THE PRIVATE SECTOR

The Cook Islands Tourism Corporation aims to deliver tangible value to the tourism private sector by developing and
implementing programs focused on building capability. These efforts will include:

(i) Enhancing visitor satisfaction by aligning tourism offerings (supply) with visitor motivations (demand) and vice versa.

(i) Promoting a deeper understanding, adoption, and support of regenerative tourism principles and practices within the

private sector

Action:
(i) Establish Collaborative Platforms and Partnerships
(ii) Provide Capacity-Building and Support Initiatives

(iii) Co-develop Incentive programmes and Funding Opportunities.

DEVELOPING WORKFORCE PATHWAYS FOR COOK ISLANDERS IN TOURISM

Attracting and retaining local tourism talent is a significant challenge for the Cook Islands. While CIT lacks resources to fully

address this, developing the workforce and cultivating future professionals remains a key focus:

Action: Drive interest in tourism, develop multiple entry points into tourism, promote career development and progression



Financial Management & Performance
AUDIT OPINION

The Cook Islands Tourism Corporation financial accounts Financial Year Audit Opinion No. of Audit Issues
have been audited to 30 June 2023. The audit performance 2004/05 Modified 18
of the Corporation has improved in the last 10 years. An 2005/06 Disclaimer Excossive
unmodified audit opinion has been obtained for 13 — -
. . . o o 2006/07 Disclaimer Excessive
consecutive years since 2010/11 with minimal audit issues '
and achieved ‘zero’ audit management issues for the last 7 2007/08 Modified i
consecutive years. 2008/09 Modified 9
2009/10 Modified 15
AUDIT OPINION KEY 2010/11 Unmodified 15
Disclaimer: 201112 Unmodified 8
Expressed when there is é ||m.|tat|on on the auditor’s work as 201213 Urmodfied 2
a result of the lack of audit evidence SOT3A g 1
Modified opinion: nmodime
Expressed when there is a limitation on the scope of the 2014/15 Unmodified 3
auditor’s examination or when the auditor disagrees with the 201516 Unmodified 1
treatment or disclosure of a matter is or may be material 2016/17 Unmodified 0
Unmodified opinion: 2017/18 Unmodified 0
Expressed .when the auditor .is satisfied in all maTteriz.all 2018/19 Unmodified 0
respécts with the matters which an overall conclusion is 2019/20 Unrodified 0
required to be drawn.
2020/21 Unmodified 0
2021/22 Unmodified 0
2022/23 Unmodified 0

The entry meeting for the audit of the 2023/24 financial statements was signed 23 September 2024.

An audit opinion is pending and expected December 2024.



Financial Management & Performance

COOK ISLANDS TOURISM MARKETING CORPORATION
STATEMENT OF FINANCIAL POSITION

AS AT 30 JUNE 2024
Actual Actual
2024 2023
In New Zealand Dollars Notes $ $
Assets
Current Assets
Cash and Equivalents 5 27,538 50,539
Prepayments 203,713 40,761
Debtors and Other Receivables 6 432,443 398,146
Total Current Assets 663,694 489,446
Non-Current Assets
Property, Plant, and Equipment
Total Non-Current Assets 9 154,085 152,103
Total Assets 154,085 152,103
Liabilities 817,778 641,549
Current Liabilities
Creditors and Other Payables
Employee Entitlements
Total Current Liabilities 7 523,217 349,610
Total Liabilities 8 125,758 125,667
Net Assets 648,975 475,277
648,975 475,277
Equity 168,803 166,271
Contributed Capital
Accumulated Surplus / (Deficit)
Total Equity
89,442 89,442
79,362 76,830
10 168,804 166,272

The accompanying notes should be read in conjunction with the Financial Statements and are available on request.



Financial Management & Performance

COOK ISLANDS TOURISM MARKETING CORPORATION
STATEMENT OF FINANCIAL PERFORMANCE

FOR THE YEAR ENDED 30 JUNE 2024

Actual Actual
2024 Budget 2023

In New Zealand Dollars Notes $ 2024 $ $
Revenue
Funding from the Crown 3,672,000 3,672,000 3,672,000
Revenue from non exhange transactions 2 19.918 20,000 57,440
Total Revenue 3,691,918 3,692,000 3,729,440
Expenditure
Personnel Expenses
Depreciation Expense 3 1,987,316 1,987,823 1,717,421
Other Expenses 9 65,459 65,459 75,713
Total Expenditure 4 1,578,665 1,638,718 1,917,162
Operating Balance before Gains and Losses (OBEGAL) 3,631,440 3,692,000 3,710,296
Other Gains / (Losses) 60,478 - 19,144
Foreign Exchange Gain / (Loss)
Gain / (Loss) on Disposal of Assets
Total Other Gains / (Loss) 7,430 (5,780)
Net Surplus / (Deficit) 84 560

7,514 - (5,220)
EXplanations of major variances against the budget are provided in Note T5. 67,992 _ 13,924

The accompanying notes should be read in conjunction with the Financial Statements and are available on request.



Conclusion
FUTURE PRIORITIES & DIRECTION

As we reflect on the performance of this financial year, the Cook Islands Tourism Corporation (CIT) is pleased with the
progress made in our tourism sector and economic recovery. Throughout 2023/2024, our islands welcomed a growing number
of international visitors, and the positive impact has been felt across our communities. While we celebrate this economic
growth, we are deeply aware that our focus must now shift to what matters most: the wellbeing of our people, environment,
and culture. Our journey is far from over. The real challenge lies in ensuring that this success is sustainable, benefiting not just
today but for future generations.

CIT fully recognise the critical importance of sustainability to the success of our tourism economy. Today's visitors are
increasingly mindful of not only what is offered but how it is delivered. There is a growing emphasis on sustainable business
practices that minimise environmental impacts and consider long-term implications for both tourism and the broader
community. Cook Islands Tourism is committed to evolving in response to these expectations, implementing strategies that
ensure tourism enriches the lives of both visitors and locals for generations to come.

CIT is committed to leading the way in responsible tourism. We understand that while no tourism model is flawless, we are in a
stronger position than ever to make meaningful, long-lasting changes. The alignment of our economic success with mana tiaki—
our traditional guardianship—underscores this commitment. Now, the focus shifts towards what matters most - the wellbeing
of our people, environment, and culture.

The following key themes will play a priority in the work of CI Tourism to:

® Enable relevant, economically viable access to source markets
Lead Destination Stewardship by ensuring Responsible Development taking into account culture, environment, climate
while prioritising community sentiment.

® Effective connection of products to targeted customers

® Create pathways for Cook Islanders to be actively participating in Tourism

With demand for the Cook Islands reaching unprecedented heights, we are refining our approach, placing greater emphasis on
the quality of visitors rather than mere quantity. By encouraging more meaningful contributions—socially, culturally, and
environmentally—our visitors can play a pivotal role in preserving our paradise.

Our shared responsibility is clear. Under the “Love Our Little Paradise” initiative, tourism operators, government agencies,
local communities, NGOs, and visitors alike must collaborate to protect the uniqueness of the Cook Islands. Mana tiaki has
always guided our way of life, and now it will also guide the future of tourism here.

Looking ahead, CIT will continue to balance destination marketing with our evolving role as custodians of this land, embracing
sustainable development. We are confident that by attracting visitors who share our values, we can build a tourism model that

nurtures our people, safeguards our environment, and preserves our culture for generations to come.

Together, we are creating a future where tourism gives back to the Cook Islands, ensuring that our little paradise thrives, now
and forever. Akaperepere ia to tatou parataito, kia vai e motukore uatu.

Weitaki: Wwatw e Gia W ansia
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