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Executive Summary

)
L4

The survey analyzed 8,872 responses out of 9,116 collected, representing 11% of actual visitors with a 17%
response rate. Among the respondents, 12% were solo travelers, and the average household income was
NZD167,051.

» Visitors were primarily drawn to the Cook Islands for its reputation as a safe destination, warm climate,
peaceful and relaxing atmosphere, and the friendliness of its local people. Overall satisfaction was very
high, with an average rating of 4.7 out of 5. Notably, 98% of visitors indicated they would recommend the
Cook Islands to others, while 93% expressed a willingness to return.

L)

<+ The average prepaid spend per visitor was NZD2,808 with an estimated 40% (NZD1,123) flowing into the
local economy. In-country spending per visitor per trip averaged NZD1,592 with an average stay of 8.7
nights. This contributed to an estimated* economic impact of NZD 477 million from July 2024 to June
2025.

«+ Visitors reported lower levels of satisfaction with the cost of goods and services, as well as with public
services, facilities, infrastructure, and the standard and range of activities, entertainments and attractions
available. To improve the overall visitor experience, they suggested strengthening public services and
infrastructure upkeep, enriching natural attractions and recreational offerings, and implementing effective
price regulation to ensure better value for money.

Note: *based on total visitor numbers of 175,757 for the same period.



Background

The July 2024 - June 2025 Cook Islands Annual 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 July 2024 - June 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 July 2024 - June 2025 period was similar, but not
exact, to the survey instrument used in the July 2024 - June 2025 period. New questions were added,
some existing questions were revised or removed, and certain response options were adjusted. In those
instances where comparisons cannot be made, we report only the results for the July 2024 - June 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 (July 2024 - June 2025)

53,619 T1OTAL VALID EMAILS SENT
| | < 17%

CONVERSION RATE

/? 8,872 TOTAL RESPONSES ANALYZED

Note: 9,916 responses were received. After data cleaning, 8,872 responses remained.

RESPONSES COVERED

- o 11%
w 15,980 ADULTS m 2,916 CHILDREN OF ALL VISITORS IN THIS
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Cook Islands International Visitor Survey

Snapshot July 2024 - June 2025
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70 years old and over

544 v

/ 15 time visitor

12% A

Solo traveller

7

_Q_c:] 8.7 nights ¥
Average length of stay

O
74%@ 26%

Female Male

are satisfied

N 93% =
k—’l Visitors are willing to

return

Environment
Cleanliness and
beautiful scenery

Prices of Goods
and Services

Public services,
transport and
infrastructure

;)) 98% =
Visitors are willing to
recommend

Economlc impact

NzD1,592 v _

Avg. local spend
per person per trip

NzD1,123 A 4

Avg. prepaid spend
per person per trip

NzD2,715 ¥

Total Expenditure
per person per trip

Note: The estimated flow-back rate into the Cook Islands for prepaid spend is 40%. With an average prepaid
spend of $2.808 per person per trip, this equates to $1123.
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Source Markets: IVS Respondents vs Actual Arrival

Actual AVASY
Arrivals Respondents
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53%
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2% 3%
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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

4,662

32% 8% Northern Territory
Total Waikato 2%
New Zealand n% Hawkes Bay Queensland
respondents Taranaki‘ 4% 19%
2% Manuwatu Western Australia

5% 3%

Tasman
3%

South Australia
Wellington 2%
1%

New South Wales
52%

Canterbury

Southland 12%

4

2,348 Victoria

Total
Australian
respondents

Otago
5%

o —— - — - - —
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Respondent Demographics

13%
] l

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

T T T L )
r Age Avg. Age Group i1 Gender i
i 50-59 years N !
i 24% 25% i i i
| ] Male |
! 16% ¥ i
i 12% b i
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1 1
i NZD $167,051 :
i Annual Household Income a2l !
i Income !
i 28% i
1 1
i 20% H
i 17% i
i 13% 13% I
i 9% ]
| - |
= I ’
i e
i Under $50,000 $50,001-$100,000 $100,001-$150,000 $150,001-$200,000 $200,001-$250,000 Over $250,001 i

’
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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 I —_— |
Holiday VF Attendinga Honeymoon Business or Special event Special event Education Volunteering Other
wedding conference - Sporting - Cultural

Note: N=8,810. Due to rounding, total does not sum to 100%. VFR stands for “Visiting Friends and Relatives”.



N umber Of VISIts Q: How many times have been to the Cook Islands not including this recent visit?

54%
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Length Of Stay (nig htS) Q: How many nights did you spend in Cook Islands?

Avg. Length of
Stay

8.7 Nights

24%

14%

11%

Share of Respondents

9%
7%

4%

10%
3% 3%

8%
5%
- - -

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
more

nights

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



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

Avg. Travel
Companions

39% Median Travel
Companions

17%

Share of Respondents

12% 11%

10%

6% 5%

Solo traveller 1 2 3 4 5 6 or more

Note: N=8822. Due to rounding, total does not sum to 100%



Travel COmpanions Q: Who were your travelling companions?

Partner/Spouse 70%

43%

Family member(s)

Friend(s) 22%

Wedding party 2%

N
X

Work colleague(s)

—
X

Organised group (school, sports, etc)

Tour group

Other 1%

_— I .
—
X

Share of Respondents

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



Airlines Used for Travel

Q: How did you get to the Cook Islands?

22
\CH
AIR NEW ZEALAND Air New Zealand 54%
Jetstar* Jetstar 36%
HAWAIIAN
—— AIRLINES.— Hawaiian Airlines 9%

Air Rarotonga 6%

the Airline of the Cook Islands

% Air Tahiti Nui

AIR TAHITI NUI

rotonds
AirRa ’

1%

Share of Respondents

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



Purchasing of Travel

Q: How did you purchase your travel to the Cook Islands?

Direct with airline 54%

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

o,
travel agent) 25%

Through an in-store/independent travel agent 21%

Direct with accommodation 13%

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

Other 3%

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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: 1% | nights:
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Note: Multiple responses, therefore total does not add up to 100%.
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Q: How did you find out about Cook Islands as a destination?

Information Source

Q: How important was the information source?

Importance
(out of 5)

Friends/ Family 4.2 | N, -
.3 [ I, o
3. [ I =

Participation %

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

Workplace colleagues

General travel websites (e.g. TripAdvisor)

Other

Promotion by Airline

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

Travel books (e.g. Lonely Planet)

Organised group event

a1 BN
1 N
3.0 [ I >+
37 BN I 1%
a1 BN 0%
Y |  BZ

3.0 0 I s

37 I 7

a1 BN 5%

e | BZ

3.4 NI 2%
4300 I 2%

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



Promotion/Advertising Channels

Q: Which promotional or advertising channels influenced your decision to visit the Cook Islands?

Recommendation of a friend or acquaintance 62%

Especially good fare or package 33%

Online reviews 25%

Online video 13%

Favorable exchange rate 1%

Online advertisement 1%

Advertising (magazine, newspaper, TV, radio) 10%

Recommendation of a travel agent 9%

An email offer

3%

Share of Respondents

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



ACCO m mOdatIOn Type Q: What type of accommodation did you stay in during your visit to the Cook Islands?

Hotels & Resort 53%

Villas and Bungalows 34%

Self-Catering 15%

Friends and Family 8%

Guesthouses 8%

Hostels & Budget Lodging

Share of Respondents

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



Pre-Travel Perceptions Vs Expectations

A safe place to visit

Warm and sunny weather

Quiet and relaxing atmosphere

Beaches and swimming

Friendly people

Easy to access

Snorkelling and diving

Responsible tourism values

Natural attractions/Eco-Tourism/Photography
Culture and history

Affordability

Cuisine

Lower Carbon Footprint

Visiting friends and family in the Cook Islands
Attending an event

Business or attending a conference

B D B Y I BT KT AR
“poRGCBOR—EVSCEMSCESESEAORoBRoRoORoORO
OBOBORNEORNErENECBNEORUBOoBVOE O
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Q: How influential were the following factors
in your selection of the Cook Islands for your
recent visit?

1=No Influence to 4=Very Influential

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

Q: Please evaluate how well your experience

aligned with your expectations.

1=Did Not Meet to 4=Exceeded

N
—



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.

Friendly people RIS 1%
Top Responsible tourism values R¥&A 13%

Beaches and swimming [Re{¥A 14%
Lower Carbon Footprint KA 15%
Snorkelling and diving E¥A 15%
A v Warm and sunny weather KA 18%
Easy to access PSS 28%
Affordability RERA 31% o
Attending an event N¥FA 36% BOttO m 6
) ) Emphasizing these Unique
Natural attractions / eco- tourism / photography KX$4 37% Selling Points is important,
Business or attending a conference RJEA 39% as v!5|tors mcregsmgly
associate them with other
cuisine A 41% destinations when
comparing with the Cook
Culture and history Be¥A 44% N Islands.
I % of Respondents that B % of Respondents that

chose the Cook Islands chose Other Destinations



Other Considered Destinations
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Q: When planning your trip, were there other destinations you - ~.
were also contemplating but ultimately chose the Cook Islands?

A Q: If Yes, what other destinations did you visit? \\
\

/ \
' New Zealand [ 1o
Australia [N 15%

French Polynesia [[INGENGEGEGEEGEEEEE 3%
UsA [N 10%
Singapore [N 5%
Fiji I 5%
Japan [ 2%
Samoa [ 2%
Vanuatu [l 1%
Tonga [ 1%
Indonesia [l 1%
Vietnam [} 1%
Malaysia [} 1%
Phillipines [l 1%
Thailand [ 1%
Solomon Islands [} 1%
N Niue [l 1% /
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~ Note: Multiple responses, therefore total does not add up to 100% -
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Prepaid Expenditure

Avg. Prepaid per Person

NZ$2,808

19%

14%

13%

13%

1%

10%

8%
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

8%

Share of Respondents

Note: NZ dollars.



Prepaid Items

Q: What items or services were included in your “Prepaid Spend”?

Accommodation 88%

International flights 81%

Domestic transport 33%

Breakfast or meals 27%

Activities 25%

Tours 25%

Other 9%

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 51 31
Restaurant, Cafes & Bars 28 51 31
Vehicle Rental 9 16 10
Petrol 2 3 2
Domestic Flight 4 7 5
Public Transport 1 1 1
Internet Cost 1 1 1
Water-based activities 7 12 7
Land-based activities 3 6 4
Groceries 7 13 8
Shopping 10 18 1
Other 1 2 1
TOTAL 100% 183 12

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

Jul 24 - Jun 25 Jul 24 - Jun 25
Average Spend Prior to arrival NZD UsSD
Per Person Per Trip 2,808 1,712
Flowing into local economy rate - estimated 40%
Per Person Per Trip 11238 685
Per Person per Day 129 79

Average Local Spend

Length of Stay (nights) mean 8.7 nights

Per Person Per Trip 1,592 971

Per Person per Day 183 112
Total Economic Impact-Per Trip 2,715 1,656

Total Economic Impact-Per Day 312 190



July 2023 - June 2024 July 2024 - June 2025

NZD 520 MILLION NZD 477 MILLION

FROM VISITORS 163,418 FROM VISITORS 175,757
% PREPAID % e"l&"
== IN-COUNTRY PREPAID IN-COUNTRY
J EXPENDITURE 74 spenD = 4 EXPENDITURE SPEND
$2,462 $247 $2,808 $183
Prepaid per visitor per trip In-country spend per day

Prepaid per visitor per trip In-country spend per day

Flowing into
local economy
rate

X 8.7 nights

Average length of
stay

6 Flowing into x 8.9 nights
(¥ local economy Average length of

rate stay

U U
oooo
oooo
ooo

$984 $2,197 $1,123 $1,592
Prepaid per visitor per trip In-country spend per trip Prepaid per visitor per trip In-country spend per trip
\—Y—/ \ |
|
:EN(I:ISAI\éC_I)_MIC $3,181 per visitor per trip :EN(I:ISAI::?_MIC $2,715 per visitor per trip
$357 per visitor per day $3'|2 per visitor per day

Note: The amounts are in NZ dollars. The visitor numbers are based on official statistics provided by the
CIT office.
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VISIto r Ove i I I SatISfaCtIOI‘I Q: How satisfied were you with your overall experience of the Cook Islands?

Avg. Overall Satisfaction

4.7

74%

Share of Respondents

20%

4%
e e ]
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
Overall quality of customer service

Satisfaction with dining and local cuisine

Ease and experience of renting a vehicle

Accessibility of tourist sites and services

Quality and comfort of accommodation

Availability and usefulness of trip planning information

Ease of booking tours and activities

Cleanliness and upkeep of public spaces

Availability and variety of tour and activity options

Airport arrival/departure experience

Access to information and services while in the Cook Islands
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 | 4.0
Connectivity and Internet access | I .7

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

————————————————————————————————————————————————————————————————————————————
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N
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Satisfaction Participation

Visiting the Beach 4.8._99%
Sightseeing (Self-guided) 4_7._87%
Hiking/ Nature Walks 46 I_g%
Garden/ Farm/ Plantation Tour 45 I- 24%
Cycling/ Biking 4.6 I- 24%
Birdwatching 4.2 I- 23%

cave/ Waterfall Tour 4.3 || 19%
4WD (Off-Road) Adventures 4.7 13%

Satisfaction Participation

swimming [l IR -
snorkelting .o/ I ;-
Lagoon cruise 4.8._ 55%
Reef walk/ Exploration 4.6 ._ 40%
Kayaking 4.6._ 39%
Turtle tour 4.7 [ [ GG 5%
Stand-Up paddleboarding 4.5 ._ 22%

|
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
i
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
N\

———————

Whale watching 4_4.- 17%

Fishing (Game fishing) 41 .- 1%
Scuba diving 4.3 .- 10%
Fishing (Bonefishing) 4.0.. 4%
Sailing 41 ll3%
Jet skiing 4.1 .l 3%

Kitesurfing/ Windsurfing 4.0 .l 3%

Community based tourism project 46 I- 12%
Golfing 4.4.. 8%
Yoga/ Wellness 45 I. 8%
Quad Biking 4.6.. 7%

Geocaching 41 II 3%

N -

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

Arts and Cultural Activities

Satisfaction Participation

Island Night Show/ Cultural 47 I_ 63%
Performance
Traditional Village 4_6I_ 34%
Museum/ Cultural Centre 44 I_ 33%
Arts & Crafts Experience (Weaving, I_ .
Wood Carving, etc.) 45 50%
Food Tour/ Traditional Umu 4_6I- 29%
Traditional Dance/ Drum lessons 4.7._ 26%
Church Visit a7 I- 26%
Cultural Festival 4.7 I- 23%
Storytelling/ Cultural Tour 46 I- 23%

Traditional Sailing |4.2 II 3%

™y

Q: How satisfied were you with the following?

Shopping activities

Satisfaction Participation

Local Markets

Retail shop (General)

Souvenir Stores

Local Arts & Craft

Road-side Stall/ Vendor

Duty-Free Shopping

Black Pearl Shopping

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

-------------------------------------------------

N ———————— -

Scale: 1=Very Dissatisfied to 5=Very Satisfied



Satisfaction with Activities

Q: How satisfied were you with the following?

Services
P - N\
[ i
I Satisfaction Participation H

1
= :
H 1

1
| Restaurants, Bars and Cafes s || RREA >
! :
H 1

. . 1
i Public Transportation 4.2'_ 49% !
! :
H 1

1
i Spa and Wellness Services 4_5'_ 30% !

1
! :

1
i Pharmacies and Medical Services 4.3'_ 28% H

1
= :
H 1
| Health & Fitness 43 I. 10% i
= :
H 1

. 1
H Hair and Beauty Salons 4.3'. 7% !
! :
H 1

1
] Tattoo Parlours 4.5'. 7% :
I i
! 1
H 1
I Emergency Services 4_2II 5% E
= :
H 1
! Childcare Services 41 II 3% i
= |
e e e e e e e e e e e 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.



Awareness of "Love Our Little Paradise” and Mana Tiaki

| am very familiar with and actively embrace the principles and
practices of "Love our Little Paradise” and mana tiaki.

| am aware and engaged with several initiatives related to sustainable

0,
and responsible tourism 6%

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

| have heard of it but don’t know much about it 20%

| am not aware of this brand or concept 49%

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?
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H 1% 2% H :
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1 1

! Not at All  Not Important Neutral Important Very i !

l\ Important Important ) i Often Very Often
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Note: New variable added for the July 2024-June 2025 survey period to address questions related to the “Perceptions and engagement in Sustainable Tourism”.

N —— -



Willingness to Contribute to Tourism Give-Back Initiatives

49%

27%

Share of Respondents

1%

10%
= - -
Very Unwilling Unwilling Neutral Willing Very Willing

Note: The neutral bar rating of 49% 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)?
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1 1 1 1
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1 1 1 1
1 1 1 1
1 1 1 1
1 1 1 1
1 1 1 1
1 1 1 1
1 H 1 !
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1 1 1 1
1 1 1 1
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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”.



Most Appealing Aspects

Environment cleanliness and beautiful scenery || KT 4
Activities, attractions, entertainments, and events ||| IGKTcNNGNGTGGTNNNEEGEGEGEGEGEEGEEEEEEEEEEEEEEE 0%
Peaceful and relaxed atmosphere || EGTKNKGNNNEEEEEEEEEEEEEE
Local people | 5
Overall good experience || EGKGTNNEEEEEEEE
Weather |GGG s

Restaurants, Cafes, F&B || EGTKGcGGEGEGG 3%

Local Arts, Culture and Tradition ||| NGz 6%
Emotional connection || Gz 6%

Family friendly and safe destination || 4%
Un-commercial and not too tourist | 4%
Accommodation [ 3%
Level of service [l 3%
Public services, facilities, and infrastructure [} 1%
Authenticity [} 1%
Affordability [} 1%
Local businesses ] 1%
Accessibility [} 1%
Share of Respondents

Note: Total response N=6,379. Multiple responses, therefore total does not add up to 100%
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Everything that is base of the cook islands. The living of people and their
culture and how it is important to keep our island respected and its dignity
and wealth everything. There more | could say. | love it the feelings of
home

Cleanliness ,friendliness natural beauty of pacific islands, slower pace of
life, relaxed atmosphere, easy beach access and not overcrowded.

Always love Rarotonga but it has gone backwards in the past decade with
its upkeep of roading, transport and accommodation.

An easy destination to get to from Auckland and it’s very quick to get into
‘holiday mode’ because the process of landing, booking a car, organizing a
SIM are very simple. People are friendly and the beaches, weather and
activities we participated in were amazing, especially the Turtle tour with
Oz. Great food, very relaxing.

Beach and lagoon, clear water quality, landscape and the friendly smiling
local people. Coconut trees, one main road for all, cultural dances and
custom, weather, hills, large spaces, plantations, lots of dogs, roasters
everywhere. Roasters crowing to wake you up in morning.

Being that | am a Hawaiian and experienced the loss of our land, culture,
language and identity, | greatly appreciated being able to experience the
Cook Maori land, cultural and familial values! | was very disappointed when
| return home to Hawaii and seeing the BIG DIFFERENCE.

Cleanliness, pride and care for the islands, calm and slow pace of living,
quality and freshness of food, safe space for our 3yo to be comfortable to
dance and snorkel, ease of getting around, not overcrowded at all,
reasonable value of 'living’ (food, transport), incredible blues of the lagoon,
abundance of Sealife.

Everything! Easy to get to ie.: flight - 4 hours, meal & 2 movies (easy),
friendly people and easy to understand, same currency, most prices are
like home, accommodation was good and had all the toys to play with
(bikes, sups, kayaks, snorkeling), easy to get around the Island (we booked
a car, but probably not needed). Just an all-over relaxing place for a "do
nothing” chill out experience in lovely warm weather.
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Quotes for Most Appealing
Aspects of the Cook Islands
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Least Appealing Aspects

Prices of Goods and Services |, 1 7 95
Public services, facilities, and infrastructure | KGN
Activities, attractions, entertainment, and events || EGKGTNGNGTGNNNENEGEGEGEEGEEGEEEEEEEEEEEEEEE 5
wWeather | o
Stray animals, roosters, bugs, and mosquitoes ||| EGTccNNGNGNGNGNGNGNGNGEGEGEEEGEEEE 5
Food and beverages (lack of local food) [ EGTcGNGE
Accommodation standards and hotel experience || EGKTEGCNGGGGEGEGEGEEEEEE
Airport and flight related issues || EGTKNKGNTEEEEEEEEEEE
Rubbish and natural environment care || GGG -
Level of service || GGG 2%
Sim cards and internet issues || KK 2
Shopping experience || KGR 3%
Other tourists || GG 3%
Local arts. culture and tradition || Gl 2%
Local people |G 2%
Accessibility [ IIGBc 2%
Safety and health | 2%
Leaving the Cook Islands [} 1%

Rental cars and scooters [} 1%
Share of Respondents

Note: Total response N=5,961. Multiple responses, therefore total does not add up to 100%
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Quotes for Least Appealing
Aspects of the Cook Islands

Cost of accommodation. Limits of food choice, fruits and vegetables and celiac
choices particularly in resorts, limited and very expensive.

Glass & plastic pollution on the beach, dogs running loose everywhere are very off
putting. Break ins in local properties led to feeling of insecurity. Lack of activities
for school age kids (need a holiday kids day club e.g., Nerf guns, soccer, scooters,
art classes.

Accommodations were only signposted from the road and not from the beach
side, so it was difficult to know what accommodation was what for consideration
of our next trip. Accommodation websites not up to date. Being cancelled 4
different places because of overbooking after paying and confirming online prior
to arrival.

Burning of the garbage- not very environmentally conscious and not nice to walk
past locals burning their garbage while walking on the beach. Dog fights kept us
up a new nights.

Airport and customs is a bit slow. The times | have been now | notice when
everyone gets to the front of the line the customs officers ask for proof of a return
ticket. No one else in the world does that in my experience. No one is prepared for
this, so they must start messing around with phones, email or paper bookings to
prove their return trip. This at least tipples the time it takes to get through
immigration. Either put a big sign up while people are lining up to make sure they
have their return documentation ready or better still scrap it!

Cook Island young generation losing its native language so it would be a great idea
to be able to teach the young people at school again cause Cook Island losing it.
Did not think the island was as "paradise like” as | had expected. Seeing many
spots where people were burning their garbage (and or garden clippings) on a
warm day, did not make me feel | was in paradise while being on my way to our
accommodation.

Food options can be healthier, a lot of fried foods can be accessed but not so
much healthy options (for takeaway or eating on spot), food options for gluten
free and cost of soft drinks and snacks.

| got robbed of my phone camera and more. Police was a joke. We could track the
stolen phone and shared the location with the police they told us they can't get
into the property. Worst experience | ever had in 40 years traveling in over 70
countries.

Main road surface quality was poor, given there’s only one single road it isn’'t well
maintained and no footpath for walking isn’t ideal.
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Suggestions for Improvement

Public services, transport, and infrastructure | KGN -
Activities, attractions, entertainment, and events || IIIEIEINGINNNIIIEEEE
Value for money and price control | IIEIEGNGNGNGNGNGNGNGEENEEEEEEEEEEEEE ©
Accomodation and hotel experience || EGNNNGEGEGEGEEEGEEEEEEEEEEEEEEEEEE (5%
Food and drinks availability and price || G 0%
Level of service I 0%
Internet and Wifi connectivity || EGKcNNNNGNGNGEGEGEGEEGEEEE 0%
Stray animals, bugs and mosquitoes control || EGTGCNEEEEE <
Weather [N <
Better information needed for tourists | EGTcNGNGEGEEGEGE s
Local art and craft, market vendors, and souvenirs || G 7
Environment cleanliness | EENEGTGNGEG 5%
Local people IIIEGEGEGEGE 2%
Rental cars and scooter issues | IR 3%
Business opening hours | I 3%
Stayed longer and visit more places | N 2%
Clear and enforceable laws and legislation [l 1%
More promotion of other islands [} 1%
Need more local staffs || 1%
No over tourist [} 1%
Share of Respondents

Note: Total response N=2,227. Multiple responses, therefore total does not add up to 100%
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Quotes for Suggestions for
Improvement

« Markets should be less touristic and expensive. Taxi rates are outrageous.

» Being able to walk around and photographs freely. And lowering prices. The food market
was amazing however the prices were as high as the hotel prices. So not worth the
effort.

e Affordability on Products and Gifts Packages with Airlines Addresses accessibility
Update of Map of the island. Taxi’s / Uber.

» Affordable accommodation. We stayed in an Airbnb because even the Edgewater was
very over-priced for what it offers.

 Across the board all hospitality outlets have zero understanding of world class
hospitality standards and yet charge the same as in the Maldives. | will sooner return to
Maldives than go to Cook Islands again.

» Better waking infrastructure to grocery stores and restaurants. More beach access points
- we walked along the beach but couldn’t not access the road very often. So, we ended
up driving more.

e Ajtutaki lacks tourism focus - very difficult to find things (no where to buy fresh fish)),
lack of info on what’s open and when, very bad car rental experience and misleading
accommodation description (no a/c when description said it had). Rarotonga was nicer
on those aspects but lots of trash on the beaches and recent news about theft are
unsettling.

« Allow other service providers for internet and telecoms to operate. Changing to another
SIM card is not ideal and very restrictive - | am sure Vodafone love it but it left a bad
taste.

e Arrival at international airport verification felt invasive asked for salary slip. Later flagged
for inspection and fined for alcohol limit after asking about limits at the duty-free shop.
Spoilt arrival and caused a delayed for picking up rental, AVIS lady was rude, and vehicle
was faulty 10pm at night drove slowly to hotel and swooped it out in town the next day.
The lady there was exceptional! It was all upwards from there and lived the island
experience.

e Better recycling and better water and waste management. Hated having to throw
recyclable products into landfill. Same with compostable products and green waste.

e Bus drivers could be a bit more friendly. Many times, we heard them (numerous ones)
talking badly about fellow passengers trying to get on the bus. Also noticed elderly
tourists trying to strike a conversation with some drivers who couldn’t even say hello to
them.
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Willingness to Visit Outer Islands

Aitutaki
Atiu
Mangaia
Manihiki
Mauke
Pukapuka
Mitiaro

Penrhyn

Other l 5%

r

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



Future Motivations

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

Share of Respondents

3%

Very
Unlikely (1)

Note: Total response N=6,562

4%

2

15%

] .
3 4

69%

Very Likely
€))

Quotes: Reasons to not return

Some people are intermittently rude (tourist office, market vegetable
woman, post office, Vodaphone shop etc.). All the young people were
lovely. People say there isn’t a service culture, but I've never experienced
the rudeness of Rarotonga anywhere in the world, is it resentment of
tourists? We came to the island to volunteer and help in the community,
so this was an added surprise. There is a lack of respect towards
foreigners or maybe it is just to everyone.

There is no connection with the outer islands, compared to French
Polynesia this is incredible, the woman in tourist info has only been to
Aitutaki and most people just suggested it was cheaper to go to Bali!
Where is the pride in your outer island culture? The people don’t even
have a decent government boat to get back home, but money is spent
on a police boat and a TV station. Check out the Tuhaa Pae in FP or the
Aranui. Surely more of a connection would fight the feeling that
Rarotonga is a suburb of Auckland.

So many signs on Rarotonga don’t deliver, places don’t open when they
say they will or close early for no reason or never open at all. Cafes, bars,
the heritage house with the yellow sign.

The passport/customs man at the airport could be friendlier, I'm not
expecting smiles, but mild rudeness is a surprise. The most helpful
people were the Fijians and Filipino workers.

The Vodaphone situation is ridiculously expensive and works poorly, it's
better in India and Africa! If | was the government | would be
embarrassed, it feels like they can’t manage to negotiate a better deal
for the islanders, and they must put up with some system where
everyone must live for Vodaphone’s last minute special deals when the
rest of the world has unlimited data.

Compared to French Polynesia everything is a bit ugly, | would get a
national designer to make Rarotonga (sighage, government websites
etc. clearer and more attractive. In FP they take great pride in the craft
of things. The Vodaphone UX to check your data is terrible.



Future Motivations

Q: How likely would you recommend the Cook Islands?

Share of Respondents

1%

Very
Unlikely (1)

Note: Total response N=6,579

1%

4%

1%

83%

Very Likely
¢))

Quotes: Reasons to not recommend

Australia has its beauty and one of nicest place on earth | think the
trend is to stay at home with all world dramas and the over
commercialism and greed and environmental problems the world
has changed so badly I'm sure I’'m not the only one that thinks the
same. I’'m sorry that’s my opinion your welcomes into Cook Islands
felt so fake the food was shocking the accommodation so poor and
no one really cared only just how much money they got from us
starting from Avis's car rental at airport and the two
accommodation places this last trip was the worst we will never go
back Cook Islands has lost its charm.

Beaches too rocky. Inadequate public transport. Difficulty finding
cafes that cater for non-meat eaters; especially for breakfast.

| found Rarotonga boring, | had a day trip snorkeled, but it was again
very hard against the tide. No shopping malls etc. to venture into not
many food outlets accept hotel. and that was basic.

The Cook Islands in my opinion are not ready for massive amounts
of tourism, the grocery stores are severely lacking supplies to
support the residents and tourists, additionally finding tourists
attractions that were on maps, was nearly impossible (the waterfall
in RAROTONGA)

| just didn't really enjoy my holiday, mainly because of the false
advertising for the accommodation and from having my money
stolen.

Because airport safety is important. | would never tell someone [
love to visit based off my airport experience. Being robbed and
having no way to get help or talk to anyone that works there
because the staff is doing the crime is very scary.
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