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Executive Summary

)
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The survey analyzed 2,046 responses out of 2,129 collected, representing 14% of actual visitors with a 14%
response rate. Among the respondents, 11% were solo travelers, and the average household income was
NZD169,021.

» Visitors were primarily attracted to the Cook Islands for its reputation as a safe destination, its warm,

L)

sunny weather, beautiful beaches and swimming opportunities, and its quiet, relaxing atmosphere. Overall
visitor satisfaction was high, with an average rating of 4.7 out of 5. Notably, 98% of visitors said they
would recommend the Cook Islands to others, and 94% expressed a willingness to return.

<+ The average prepaid spend per visitor was NZD2,839 with an estimated 40% (NZD1,136) flowing into the
local economy. In-country spending per visitor per trip averaged NZD1,447 with an average stay of 9.1
nights. This contributed to an estimated* economic impact of NZD86 million from January to March 2025.

¥ Visitors expressed lower satisfaction with the pricing of goods and services, public services, facilities,
infrastructure, and the quality and availability of food and beverages in restaurants and cafés. To enhance
the overall visitor experience, they recommended improvements in public services and infrastructure
maintenance, better regulation of prices, and enhancements to activities, natural attractions,
entertainment, and events.

Note: *based on total visitor numbers of 33,320 for the same period.



Background

The January - March 2025 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).

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

N.B. The visitor emails were collected through the passenger arrival cards completed by visitors on their
arrival into the 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 - March 2025 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 (CIT). 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 - March 2025 period was similar, but not
exact, to the survey instrument used in the January - March 2024 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 - March
2025 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 (CIT)
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 2025)

14,463 A AILS S
: TOTAL VALID EMAILS SENT :< A%

CONVERSION RATE

/? 2,046 TOTAL RESPONSES ANALYZED

Note: 2,129 responses were received. After data cleaning, 2,046 responses remained,

RESPONSES COVERED

- - | 14%
w 3,912 ~outs m 662 cHiLDREN OF ALL VISITO‘I)QS IN THIS

PERIOD




Cook Islands International Visitor Survey
Snapshot January - March 2025
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Most Participated Activities mj Islands visited
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@ 12% A nzD 169,021 v 4.7/ Most appealing Least Appealing QA Improvement

70 years old and over Avg. Household Income Overall, visitors

are satisfied Activities, Prices of Goods Public services, and
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52% V¥ 11% "\ 94« and Events
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return A

Economic impact

Avg. prepaid spend Avg. local spend Total Expenditure
per person per trip per person per trip per person per trip

}») 985 Nzol,136 g Nzp1,447 _  Nzp2,583

O
(o)
38% mGZA’ _Q_c:] 9.1 nights A
Average length of stay Visitors are willing to

Male Female recommend

Note: The estimated flow-back rate into the Cook Islands for prepaid spend is 40%. With an average prepaid
spend of $2.839 per person per trip, this equates to $1136.




Report Structure
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Source Markets: IVS Respondents vs Actual Arrival

Actual AVAS
Arrivals Respondents
57% 33,320 2,046
52%
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15%
7% 7% 6%
New Zealand Australia North America Europe Others

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

'} Northland
Auckland Bay of Plenty

1,034

33% 8% Northern Territory
Total Waikato 2%
NeW Zea|aﬂd 10% Hawkes Bay Queens|and
respondents Taranak 4% 24%
2% Manuwatu Waestern Australia

6% 2%

Tasman
3%

South Australia
Wellington 2%
13%

New South Wales
53%

Canterbury
1%

508

Total
Australian
respondents

Southland
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Otago
4%
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Respondent Demographics

Avg. Age Group
50-59 years

\

24% 24%

Gender @

f 11 H
1 11 :
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
! ¥ -
! i Female |
! 16% ¥ :
1
1 11 1

I 9 13% I
: 12% 12% ' i
11 1

1 11
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1 11 1
1 11 1
1 11 1
1 11 1
1 11 1
i i '
1 1

1 11
I‘ 18-29 30-39 40-49 50-59 60-69 70+ H i

Avg. Household NZD $169,021

Annual Household Income
Income

26%

20%
16% 17%

- . -

Under $50,000 $50,001-$100,000 $100,001-$150,000 $150,001-$200,000  $200,001-$250,000 Over $250,001

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

13%

T

’

Note: % share of IVS respondents. $ in NZD. The average exchange rate to NZD and USD for Jan-Mar 2025 was applied.
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Pu I’pose Of ViSit Q: What was the main purpose of your visit?

79%

Share of Respondents

6% 6%
(o)
I -, .. . . o —

Holiday Wedding Other Business/ Honeymoon Special event Special event Volunteering Education
Conference - Cultural - Sporting

Note: N=2,046. Due to rounding, total does not sum to 100%. VFR stands for “Visiting Friends and Relatives”.



Length Of Stay (nig htS) Q: How many nights did you spend in Cook Islands?

Avg. Length of
Stay

9.1 nights

24%

13%

10%

Share of Respondents

10%

10% 10%

5% I I

8%

5%

3% 3%

H E =
]

Less than 4 5 nights 6 nights 7 nights 8 nights 9 nights 10 nights 11 nights 12 nights 13 nights 14 nights 15 nights or
nights more

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



Number of Visits
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Travel Group Size Q: How many people accompanied you on this trip?

Avg. Travel

Companions
41%

Median Travel
Companions

16%

Share of Respondents

12%

11% 11%

°7% 5%

Solo traveller 1 2 3 4 5 6 or more

Note: N=2,042. Due to rounding, total does not sum to 100%



Travel Companions

Partner/ Spouse 70%

Wedding party l 2%
Work colleague(s) I 2%
Other

Organised group (school, sports, etc)

Tour group I 1%

Share of Respondents

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



Airlines Used for Travel
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AIR NEW ZEALAND

HAWAIIAN

——AIRLINES.—

rotonds
AirRa ’

the Airline of the Cook Islands

3¢

AIR TAHITI NUI

Air New Zealand

Jetstar

Hawaiian Airlines

Air Rarotonga

Air Tahiti Nui

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

1%

5%

1%

33%

Share of Respondents

56%



Purchasing of Travel

Direct with airline 52%

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

(o)
travel agent) 27%

Through an in-store independent travel agent 20%

Direct with accommodation 14%

Travel arrangements were made by others (business, friends, relatives) 7%

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

Q: How did you find out about Cook Islands as a destination?
Q: How important was the information source?

Importance
(out of 5)

+- 1 I
4.3 [ I ;-

ss [ I 7

41 1 I 2%

Participation %

Friends / family
Previous visits
Social media (Facebook, Twitter etc.)

Web search engines (e.g. Google)

The official Cook Islands travel website (cookislands.travel/home)
Travel agent / agency brochures

Television or radio programmes

Other

Workplace colleagues

General travel websites (e.g. TripAdvisor)

Promotion by Airline

The official Cook Islands Tourism Facebook page theCooklslands
Magazine and newspaper articles

Travel books (e.g. Lonely Planet)

Organised group event

41 0 I
o I N 0%
37 I B 0%
a1 B I o%
zs 1 I s%
so [ I s
37 B I 8%
a1 B 5%

34 I I 2%

34 NI 3%

43 N 3%

Note: The satisfaction rate is the average of all ratings given by respondents for that information source



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

Recommendation of a friend or acquaintance 59%

38%

Especially good fare or package

Online reviews 24%

Favorable exchange rate _ 14%
Online advertisement 12%

Advertising (magazine, newspaper, TV, radio) 1%

Recommendation of a travel agent 8%

An email offer 3%

Share of Respondents

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



Accommodation Type

Hotels & Resort 54%

Villas and Bungalows 35%

Self-Catering 13%

Friends and Family 8%

Guesthouses 7%

Hostels & Budget Lodging 2%

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

Share of Respondents



Pre-Travel Perceptions Vs Expectations

Q: How influential were the following Q: Please evaluate how well your
factors in your selection of the Cook Islands experience aligned with your expectations.
for your recent visit?

1=No Influence to 4=Very Influential 1=Did Not Meet to 4=Exceeded

A safe place to visit

Warm and sunny weather B3

Beaches and swimming

Quiet and relaxing atmosphere

Friendly people Befs

Responsible tourism values

Culture and history

Natural attractions / Eco- Tourism/ Photography
Snorkelling and diving

Easy to access

Affordability

Cuisine

Lower Carbon Footprint

Visiting friends and family in the Cook Islands

Attending an event

B B D B DK A 1S W
VRO BRGCEOR—EOSCEOSCEODESD R oo o))
S8 IS PN BT B B U B B B BT I
NI [ BN Ml SN EE BN NN PN N N R B -

—_
Y

Business or attending a conference

Note: The satisfaction rate is the average of all ratings given by respondents for that attribute.

D
@)



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

A Friendly people [Ee¥LZ 8%

Quiet and relaxing atmosphere BeEIOFA 10%

Beaches and swimming [Et$A 12%

Top A safe place to visit [KJ¥A 15%

&% 5%
8 Responsible tourism values
Snorkelling and diving
Easy to access
/4 Warm and sunny weather
Lower carbon footprint
Affordability
Natural attractions/ Eco tourism/ Photography
Cuisine
Culture and history
Attending an event HNEA 39%
Business or attending a conference [R¥NA 46%

% of Respondents that | % of Respondents that
chose the Cook Islands chose Other Destinations

SN

AY
N,

N,
N

\,

-

~.

Bottom 6

Emphasizing these Unique
Selling Points is important,
as visitors increasingly
associate them with other
destinations when
comparing with the Cook
Islands.
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Prepaid EXpenditu re Avg. Prepaid per Person
NZ$2,839

21%

14%

14%
10%

13%
10%
7% 7%
I 4%

$1-$499 $500-$999  $1,000-$1,499 $1,500-%$1,999 $2,000-$2,499 $2,500-%$2,999 $3,000-$3,499 $3,500-$3,999 Over $4,000

Share of Respondents

Note: NZ dollars.



Prepaid Items

Accomodation 88%

International flights 80%

Domestic transport 33%

Breakfast and meals 29%

Share of Respondents

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



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

Local Spend Per Person Per Day

% of sector NZD USD

Accommodation 28 44 26
Restaurant, Cafes & Bars 27 42 25
Vehicle Rental 2) 14 8
Petrol 2 3 2
Domestic Flight 4 7 4
Public Transport 1 1 1

Internet Cost 1 1 1

Water-based activities 6 10 6
Land-based activities 3 5 3

Groceries 8 12 7
Shopping 1 18 1
Other 1 2 1

TOTAL 100% 159 94

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 25 Jan-Mar 25
Average Spend Prior to arrival NZD UsSD
Per Person Per Trip 2,839 1,670
Flowing into local economy rate - estimated 40%
Per Person Per Trip 1,136 668
Per Person per Day 125 74

Average Local Spend

Length of Stay (nights) mean 9.1 nights

Per Person Per Trip 1,447 851

Per Person per Day 159 94
Total Economic Impact-Per Trip 2,583 1,519

Total Economic Impact-Per Day 283 167



January - March 2024

NZD94 MILLION

FROM VISITORS 29,486

= PREPAID @ IN-COUNTRY
EXPENDITURE J SPEND

$2,454 $252

Prepaid per visitor per trip In-country spend per day

Flowing into

x 8.8 nights
local economy

Average length of

rate stay
$982 $2,217
Prepaid per visitor per trip In-country spend per trip
\ J
|
ECONOMIC $3,199 per visitor per trip
IMPACT
$364 per visitor per day

Note: The amounts are in NZ dollars. The visitor numbers are based on official statistics provided by the CIT offic

January - March 2025

NZD86 MILLION

FROM VISITORS 33,320

&
% PREPAID SKY  IN-COUNTRY
J EXPENDITURE J SPEND

$2,839 $159

Prepaid per visitor per trip In-country spend per day

40% Flowing into : X 9.1 nights
(¥ local economy | Average length of

rate stay

$1,136 $1,447

Prepaid per visitor per trip In-country spend per trip

IMPACT

ECONOMIC $2,583 per visitor per trip

$283 per visitor per day
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Visitor Overall Satisfaction | e
vg. Overall Satisfaction
4.7

78%

Share Of Respondents

17%

4%
% 1% ]
Very Dissatisfied (1) 2 3 4 Very Satisfied (5)

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



Satisfaction with Travel Experience

1=Very Dissatisfied to 5=Very Satisfied Q: How satisfied were you with the following?

Friendliness and hospitality of the local people

Safety and security

Helpfulness and service quality at visitor information centres
Ease and experience of renting a vehicle

Overall quality of customer service

Satisfaction with dining and local cuisine

Accessibility of tourist sites and services

Quality and comfort of accommodation

Availability and usefulness of trip planning information

Ease of booking tours and activities .

Availability and variety of tour and activity options || IIGcIzcEINININIIIINNNDEDEEEEEEEEEEEEEEEE -
Cleanliness and upkeep of public spaces

Access to information and services while in the Cook Islands
Airport arrival/departure experience

Frequency and reliability of inter-island transport

Value for money across the trip

Reliability and convenience of public transport

Affordability of accommodation options

Condition and quality of infrastructure

Connectivity and Internet access

Note: The satisfaction rate is the average of all ratings given by respondents for that attribute.



Satisfaction with Activities

Q: How satisfied were you with the following?

Water-based activities Land-based activities

f’ ------------------------------------------------------------------------ ‘\‘{— ---------------------------------------------------------------------------
[N . - .. R

i Satisfaction Participation H Satisfaction Participation

H 1

H 1

1

i _ i

: snorkeling 4.7 [ [ -cc ! sightseeing selt-guiced> 4.7 [} T -
11

! ! ! Cave/ Waterfall Tour 4.4 I- 23%

1

i i Cycling/ Bikin 22%

: rorcetour 47 1 I 55 i veno/ o o [ I 22

1

H 1 . .

| Stand-Up paddieboarding 46 [ N 27 H sirdwatching 4.3 [} | N 22

! i

i Free Diving 4.6 ._ 24% i i Garden/ Farm/ Plantation Tour 4.5 .- 21%

1

I . _ h

I Fishing (Game fishing) 4. .- 10% i 4WD (Off-Road) Adventures 4.7 l- 15%

! i

. I

: Scuba diving 4'5.- 10% : i Community based tourism project 4.6 l- 12%

1

! Fishing (Bonefishing) 4.0 4% i

i .l ° i Quad Biking 4.7 l- 9%

i ; i

i Jet skiing 4.3 . . 4% i

1 [N} .

: I colfing 4.5 [l [ 8%

i sailing 4.3 [ ] 4% H

i I Yoga/ Well 9

i Whale watching 4.0 .l4% i oga/ Wellness 4.5 l. 8%

! i .

i Kitesurfing/ Windsurfing 4.1 .I 3% ” Geocaching | 4.2 II3%

1 HL

\ AN

Scale: 1=Very Dissatisfied to 5=Very Satisfied

Note: Multiple responses, therefore total does not add up to 100%. Satisfaction is the average of all ratings given by respondents for that activity.
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Satisfaction with Activities

Q: How satisfied were you with the following?

Arts and Cultural Activities

Island Night Show/ Cultural Performance

Traditional Village

Museum/ Cultural Centre

Arts & Crafts Experience (Weaving, Wood Carving,
etc.)

Food Tour/ Traditional Umu

Traditional Dance/ Drum lessons

Church Visit

Cultural Festival

Storytelling/ Cultural Tour

Traditional Sailing

™y

Shopping activities

"""""""""""""""""""""" ‘\,"""""""""""""""""""""""""""""""""""""‘\
1

Satisfaction Participation Satisfaction Participation i
1

i

i

1

i

i

i

1

| - |
) 1

i

1

i

i

Duty-Free Shopping 4.3 48% '

1

i

Black Pearl Shopping :

4.4 4% 1
i

__________________________________ _J\N__________________________________________________________________________J

Scale: 1=Very Dissatisfied to 5=Very Satisfied

Note: Multiple responses, therefore total does not add up to 100%. Satisfaction is the average of all ratings given by respondents for that activity.



Satisfaction with Activities

Q: How satisfied were you with the following?
Services

Satisfaction Participation

Restaurants, Bars and Cafes 4_6I_ 99%
Public Transportation 43 I_ 48%
Spa and Wellness Services 4.5 I- 33%
Pharmacies and Medical Services 4.3 I - 30%
Health & Fitness 4.4 I. 1%
Tattoo Parlours | 44 I . 8%
Hair and Beauty Salons 49 Il 7%

Emergency Services 4.2 II 5%

Childcare Services 41 II 3%

% - —

Scale: 1=Very Dissatisfied to 5=Very Satisfied

Note: Multiple responses, therefore total does not add up to 100%. Satisfaction is the average of all ratings given by respondents for that activity.



Awareness of "Love Our Little Paradise” and Mana Tiaki

I am very familiar with and actively embrace the principles and

[o)
practices of "Love our Little Paradise” and mana tiaki. 8%

| am aware and engaged with several initiatives related to sustainable
and responsible tourism

%

)} .

| am somewhat aware and understand the key concept of mana tiaki 18%

| have heard of it but don’t know much about it 21%

| am not aware of this brand or concept 47%

Note: New variable added for the July 2024-June 2025 survey period to address the question on the "Awareness of the Cook Islands Tourism Corporation branding”.



Perceptions and Engagement in Sustainable Tourism

Q: During your visit, how often did you observe or participate in
sustainable or responsible tourism practices (e.g., eco-friendly
accommodations, conservation efforts)?

Q: How important is it to you that the Cook Islands tourism industry
operates sustainably and responsibly?

e - e -
| \ |
1 1 1
1 1 1
1 1 1
1 H 1
: i ' 35%
1 1 1
1 1 1
! 48% P!
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
» - 26%
1 = 1 1 0
15 ! 1 =
1 5 33% : 15
i 5 I R
1 o ! 1 o)
10 ! .Y
1 D 1 1 0
1 X H 1 &
i 5 - :
T ! 1 O 17%
LS 1 1o
1 < 1 1 ©
) 1 -
1 H 1 ¥ .
! H ! 12%
1 15% H 1
i b 10%
i o
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 H 1
i 1% 2% P
1
i E— I ! i
1
i Not at All Not Important Neutral Important Very Important ! i
l\ Important ) l\ Rarely Occasionally Often Very Often
N i o ’ N o

Note: New variable added for the July 2024-June 2025 survey period to address questions related to the “Perceptions and engagement in Sustainable Tourism”.
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Willingness to Contribute to Tourism Give-Back Initiatives

51%

26%

Share of Respondents

1%

4%

Very Unwilling Unwilling Neutral Willing Very Willing

Note: The neutral bar rating of 51% for “Willingness to Contribute to Tourism Give Back Initiative” indicates a significance portion of respondents are uncertain, presenting an opportunity to engage and address their
concerns to shift opinions more favorably.



Protecting Natural Environment, Cultural Identity and Supporting Local

Communities

Q: How well do you think the Cook Islands is protecting its cultural
identity and supporting local communities (e.g., traditional performances,
Cook Islands Maori language, local arts and crafts)?

Q: How well do you think the Cook Islands is protecting its natural
environment (e.g., marine life, reefs, forests, beaches)?

e - e -

s v

1 1 1

1 1 1

1 1 1

1 : 1

i Very Successfully 35% ! i Very Successfully
1

! Lo

1 1 1

1 1 1

1 1 1

1 1 1

1 1 1

1 : :

1

| Somewhat Successfully 42% i | Somewhat Successfully

i o

1 1 1

1 1 1

1 1 1

1 1 1

1 1 1

1 1 1

1 : 1

i Neutral 19% ! i Neutral 13%
1

i o

1 1 1

1 1 1

1 1 1

1 1 1

1 1 1

1 : :

1

1 ot Very Successfu % i ! ot Very Successfu %

1 1 1

! Lo

1 1 1

1 1 1

1 1 1

1 1 1

1 1 1

1 1 1

1 : 1

i Not at All Successfully 1% H i Not at All Successfully 1%
1

! o

I ! I

1 : 1

H are of Respondents H are of Respondents

1 : :

1

\ / \

Note: New variable added for the July 2024-June 2025 survey period to address questions related to the “Protection of the Natural Environment and Cultural Identity, as well as support for Local Communities”.
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Most Appealing Aspects

Activities, attractions, entertainment and events ||| GTEKNGNGGNNEEEEE -0
Local people |, 55«
Peaceful and relaxing atmosphere || EGTGNGGE
weather | -
Food and Beverage || ENENEGTENEGEGEGEGEGEGEGEEE 0%
overall good experience || GKNKGCNCNGNEEEEE 22
Environment cleanliness and beautiful scenery |GGG 16
Local arts, culture and tradition ||| Gz 2%
Accessibility || 6%

Accommodation standard |l 6%
Family friendly and safe destinations |l 5%
Emotional connection [l 5%
Level of service [} 3%
Un-commercial and not overcrowded [} 3%
Shopping experience - 3%
Public services, facilities and infrastructure [} 2%

Affordibility ] 2%

Share of Respondents

Note: Total response N=1531. Multiple responses, therefore total does not add up to 100%
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Quotes for Most Appealing
Aspects of the Cook Islands

It was fantastic to see an island not to commercialized, everyone there is so |
friendly and helpful. The views and water activities were amazing. | rea//yl
love how Cook Islands is pretty much sun up till sun down. Beautiful qU/et
and relaxing (not like Fiji or Bali)

We love the relaxed atmosphere and the swimming and cocktails,
snorkeling and you know what you’'re spending with NZ money we love the
people and it’s a clean environment and the dogs and cats are looked after |
properly.

Just the overall friendly feeling you feel from the locals in the Cook Islands | .
and the many experiences in being able to see the natural views or .
experience the culture or the cuisine. Honestly just all of it EXCEEDED all |
my expectations and always have

The People’s willingness to diversify and not rely (fully) on tourism. The}
Cooks have always been a friendly people - | think the outside influence i.e., .
gang related activities, has yet to find and stamp its place on Rarotonga -
(yvet) but there is nothing like some good old island justice, with a bit of i
jandal on the side, to pull people in line.

Relaxed atmosphere, eat, drink, swim and sleep. The feel of "going back in |
time” the island has tried to keep its original identity, not too many I
activities, forced to relax and unwind. The activities that are there are
authentic not commercialized.
Peace and quiet, Aatahua People, Absolutely loved talking to the locals and |
hearing about there life and adventures, was the highlight of my trip.

No busy traffic and traffic lights lol, the tropical weather, absolute love how
there’s always some activity to do everyday, we really love Rarotonga'
100%.

The overall culture of the island and it's people. | describe it to people like
it's the animated movie "moana” but in real life.

- ————— — ——



Least Appealing Aspects

Prices of goods and services | 159
Public services, facilities and infrastructure ||| GTEcNGGE 0%
Rubbish and natural environment care || EGKTKETNGNG
Airport and flight related issues || EGTKTcNGGEEEEEEEEEEEEE
Food and beverages (lack of local food) || EGTKNKNKNGNGNGEEEEEEEEEEE
weather | -
Stray animals, roosters, bugs and mosquitoes || EGTKNTNGNNNGEEEEEEEEEEEEEEEEE
Attractions, activities, entertainment and events || EGTKNGNGN'CNEEEGEGEGEGEGEEEEE -
Accomodation standard and hotel experience || GGG 22
Customer service level || TG 3
Safety and health || GGG 3%
Local people | IEGTGNG 2
Sim cards and internet issues || GGl 2%
Shopping experience |G 2%
Other tourists || TGN 2%
Leaving |G 1%
Accessibility [ NG 1%

Rental cars and scooters [l 1%
Local arts, culture and tradition [l 1%

Share of Respondents

Note: Total response N=1414. Multiple responses, therefore total does not add up to 100%
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Quotes for Least Appealing
Aspects of the Cook Islands

Change in local cuisine available. Fresh local seafood seemed harder to
find and was no longer as available on restraint menus as there had been
on previous Visits. The food most available now at restaurants was mostly
deep-fried food and burgers.

Feeling unsafe as a solo travelling white young female due to behavior of
local men.

Food safety standards, poor service in restaurants and bars (*need
hospitality training), overcrowded cultural events with overwhelmed staff
and poor service. Lack of recycling options. More public garbage can and
recycling cans at beaches.

Lack of feminine hygiene disposal units and locks on public bathroom
doors, local food vendors not giving back change, lack of sunsets, lack of
enthusiasm from locals, poor road quality, other tourists, lack of nightlife,
food restaurants/vendors inaccurately advertising availability and quality,
lack of markets/variety, lack of souvenirs variety, poor airport experience.
Lagoon snorkeling tour advertised “see giant clams”. Only one dead clam
tied to a buoy. Amount of unethical lagoon tours promoting seeing giant
clams, purple coral & lots of tropical fish. There was no giant clams, purple
coral and a few fish that were not colorful.

Local kids dropping plastic bottles and leaving them to drift out through
the reef channel by Trader Jacks. This is observed every time we visit.
Most saddening: the impending reality of the impact of what the Cl/
government is allowing to happen to the islanders of the future with short
term choices regarding sale of Fishing & Mineral Resources.

Passport control after long flight, only 2 passport control officers for ~200
passengers and long delays standing in lines. This would make me think
again about returning to the Cook Islands.

Prices are high compared to other Pacific Islands, but that’s ultimately
more to do with the good exchange rates from NZD to the other islands
currencies.

Rubbish every where. Every day | was picking up garbage. Especially
around black rock. The rubbish bin was always full.
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Suggestions for Improvement

TN 249%
I 20%
. 8%
I 1%
I, 17 %
. 16%
. 15%
I 129
Local art and craft, market food and souvenirs || EEGcTcTNNEEEEEEEEEEEEEEE 2
Environment cleanliness || EKGNCGEENEGEGEGEGEGEEE
Business opening hours | EGTGTNGEGEG 7
Weather |GGG 5%
Stray animals, bugs and mosquitoes control || EGTTG_G 5%
I o
N
I 2
N 2o
B 2%
B 2%
More promotion of other islands [ 1%
Law and legislation [l 1%

Public services, transport and infrastructure
Food and drinks availability and price

Activitiies, attractions, entertainment and events
Better information needed

Value for money and price control
Accommodation and hotel experience

Airport and flight services experience

Internet and wifi connectivity

Stayed longer visit more places
Local people

Rental cars and scooter issues
Need more staff

Customer service level

Not overtourist

Share of Respondents

Note: Total response N=495 Multiple responses, therefore total does not add up to 100%
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Quotes for Suggestions for
Improvement

Roads need to be improved to stop potholes and flooding when it rains as dangerous

to everyone. Protect the lagoon where the turtles live .Make it an official marine

sanctuary. Don’t let the Chinese get involved in your country as they will ruin it. Ask

Australia and New Zealand for financial assistance.

+  Supermarket food and vegetable is very expensive and hotel food needs improvement

+  That is would be easier to get taxis. | was at the Muri Night Marked and hoped to get a
taxi for the way back. But | did not get. Better public transportation on Raratonga. Bus
was very crowded and goes just once 1 hour. If you make a stop, you must wait 1 hour
for the next bus. Another taxi company on Aitutaki.

+  The Jetstar flight arrival time is ridiculous and the total lack of care by hotel staff for
arriving guests waiting hours and hours for their rooms is pathetic.

+  The visa permit system needs improving as we did have a letter prior to arrival however
Aijr Canada requires a permit number which immigration didn’t prove and said we didn't
need it. Air Canada was not going to let us board on the first leg of our flight to
connect with Air NZ.

+  The queue time in the arrivals section of the airport which was not air conditioned. The
length of the queue wasn't too bad, maybe 30 minutes, but in the heat and the noise of
the fans it was not too pleasant. The departures area is great. The car rental was a bit
sketchy because clearly the tank wasn't fully topped up, so we ended up paying for
more gas that we used. next time | must remember to take note of roughly how many
liters we used. The difference was a matter of a few dollars but it's the principle that
counts.

+  There was limited variety of food in the shops. Disappointed to find limited fresh fruit
given it was summer.

+  The cost of accommodation is high for the quality you get. For tourist destination it is
difficult to know where you can get food as they are not open regularly and the sign
says open out on the street even when they are not open.

+  Signage at cultural sites along the road - they are hard to find using the tourist map!

+  Remove 18+ age restrictions on restaurants as this is hard for families to eat at the most
enjoyable spots. More Coffee cafes. More Scuba diving operators. Safer freshwater
access.

+  Please control the dogs on Rarotonga. | saw tourists on bikes often getting attacked by

dogs on the loose on the road which is why | never ride a bike or scooter on

Tumutevarovaro.
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Willingness to Visit Outer Islands

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

r

Aituitaki

Atiu

Mangaia

Manihiki

Mauke

Pukapuka

Mitiaro

Penrhyn




Future Motivations

Q: How likely would you return to the Cook Islands?

Share of Respondents

4%

Very Unlikely (1)

Note: Total response N=1,563

3%

2

14%

] .
3 4

70%

Very Likely (5)

Quotes: Reasons to not return

Beach and swimming/snorkeling experience ruined by sea cucumbers.
Because of the recent Agreements made with China, | perceive the
Cook Islands as greedy, money hungry, ungrateful & disloyal place.
Cost, location to Australia. Closer cost-effective destination Bali and
Fiji as example.

Distance- lots of beautiful places in the world to visit

I am from Lebanon and it's so expensive to travel back to cook islands.
! can only dream of going back with my family and showing them what
| saw and having them experience what peace feels like.

! had a very bad experience, the person who | spoke after landing
delayed process asking unnecessary things and showed attitude . We
were recent citizens of NZ and our Indian passport we were using last
time was questioned and even after showing citizenship ceremony
email and return ticket , pr of New Zealand he wasn’t convinced. In
your website it says that accommodations and return ticket only
required . But immigration officer was not listening, and he made us to
wait long time. | was holding my 5-year-old an autistic high support
needed son , he was not showing any courtesy and treated us like an
illegal immigrants trying to immigrate to Cook Islands.

| had big hopes returning to the Cook Islands - but [ just didn’t feel the
magic this time. The island felt more tired, a lot of the staff at the
resort were not cook islanders. | think I'd look at other destinations
first.

It is @ small island, and | am not interested in doing the things | have
not done - scuba, lagoon cruises, cultural events. This was a second
honeymoon and if | was to bring my children, the resorts seemed
expensive,

Prefer to visit new places when we could travel. Was very expensive &
difficult to find accommodation for a family of 5.



Future Motivations

Q: How likely would you recommend the Cook Islands?

Share of Respondents

1%

Very Unlikely (1)

Note: Total response N=1,547

1%

2

4%

10%

85%

Very Likely (5)

1
1
Quotes: Reasons to not recommend i
1
1
1
1

| found the people rude. The airport is a shambles and you can get
the food at home also we were unable to book any tours they were
all closed the whole week we were there. !
It's good for couples, not families. Too expensive and food is bland. !
i
]
]

There are more affordable and more interesting pacific countries to
visit closer to Australia.

There are more beautiful tropical islands with friendly local people, i
better infrastructure, better accommodations, higher qua/ityi
restaurants, fresh vegetables and fruit, greater variety of sea life,!
care more about their environment.

With the bitter experience of immigration and expensive for food
and accommodation.

If China get too involved.

Fishing was not as good as advertised. Food options limited.

Value for money, food is terrible and expensive. There is no variety, |
not even at your street markets. | did not find it authentic at all.}
Hotel breakfast very basic unless you pay. Overpriced.

There isn’t enough to do and it's very far away. | therefore don't feel
the need to recommend the Cook Islands.

Too expensive, reefs are damaged, not environmental conscious.
Safety for white female travelers and expensiveness.

Other islands have more appeal, especially Western Samoa and
Hawaii.

[ don’t tend to make recommendations - not my role.

Feel | would run out of things to do & it’s becoming increasingly
expensive.
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