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Executive Summary

❖ The survey analyzed 2,686 responses out of 2,758 collected, representing 12% of actual visitors with a 23 %

response rate . Among the respondents, 13% were solo travelers, and the average household income was

NZD 167,875 .

❖ 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 .6 out of 5. Notably, 98 % of visitors indicated they would recommend the

Cook Islands to others, while 93 % expressed a willingness to return .

❖ The average prepaid spend per visitor was NZD 2,889 with an estimated 40 % (NZD 1,156) flowing into the

local economy . In -country spending per visitor per trip averaged NZD 1,431 with an average stay of 8 .5

nights . This contributed to an estimated* economic impact of NZD 122 million from April to June 2025 .

❖ Visitors indicated comparatively lower satisfaction with public transport, certain infrastructure and

amenities, the cost of goods and services, weather conditions, available activities, attractions, and the

range of cultural entertainment and events . To enhance the overall visitor experience, they suggested

improving public transport services and infrastructure maintenance, upgrading airport, immigration, and

customs services, enhancing flight connectivity and affordability, as well as refurbishing select

accommodations to raise standards and enrich the hotel experience .



Background

❖ The April – 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 April – June 2025 period .



Disclaimer

❖ Reproduction of Material - Information contained within this publication, including all charts, information,

and graphical representations, may be used, reproduced, or published without prior approval from SPTO

and 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 April – June 2025 period was similar, but not exact, to

the survey instrument used in the April – June 2024 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 April – 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  (April – June 2025 )

Conversion 
rate  of
30%

11,758 TOTAL VALID EMAILS SENT

2,686 TOTAL RESPONSES ANALYZED

RESPONSES COVERED

CONVERSION RATE

23%

4,839 684ADULTS CHILDREN OF ALL VISITORS IN THIS 
PERIOD

12% 

Note: 2,758 responses were received. After data cleaning, 2,686 responses remained.



93 %
Visitors  are  willing  to  
return

4.6 /5

Overall, visitors
are satisfied

98%

Cook Islands International Visitor Survey

Snapshot April – June 2025

66 %
NZ

24 %
Australia

4 %
North 

America

3 %
Europe

2 %
Others

Purpose of visit

Activities, 
attractions, 
entertainment 

and events

42%
Public transport 
service, 
infrastructure 
and amenities

Public transport 
services and 
infrastructure

Economic impact

Most appealing Least Appealing Improvement

NZD 1,156
Avg. prepaid spend 
per person per trip

NZD 1,431
Avg. local spend 
per person per trip

Country of residence

12% 18%

NZD 2,587
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 $2,889 per person per trip, this equates to $1,156.

Most Participated Activities

63 %
Island Night Feast 
and Show

32 %
Traditional Village

80 %
Holiday

5 %

VFR

5 %

Wedding

3 %

Honeymoon

2%
Business/ 

Conference

93 %
Swimming

84 %
Snorkeling

Islands visited

A ITUITAKI

RAROTONGA

1%

98 %
Visitors  are  willing  to  
recommend

10%
70 years old and over

57 %
1st  time  visitor

Female Male

63 % 37%

NZD 167,875
Avg.  Household Income

13%
Solo  traveller

8.5 nights
Average length of stay

32 %

ATIU

1%

MAUKE

MANGAIA57 %
Lagoon Cruise

31%
Museum/ Cultural 
center
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66%

24%

4% 3% 2%

50%

30%

9%

5% 5%

New Zealand Australia North America Europe Other
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Source Markets: IVS Respondents vs Actual Arrival

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

IVS
Respondents

2,68647,347

Actual
Arrivals

arrivals



Top Source Markets

Waikat o

12%

Aucklan d

31%

Wellington

10%

Total

New Zealand
respondents

1,331

New South Wales

51%

Western Australia

3 %

Total

Australian
respondents

794

Northland

4 %

Bay of Plenty

8 %

Hawkes Bay

5 %

Manuwatu

5 %

Southland

3%

Otago

5%

Canterbury

12%

Taranaki

3 %

Tasman

3 %
South Australia

4 %

Queensland

19%

Northern Territory

1%

Tasmania

2%

Victoria

20 %



63%

Respondent Demographics

45 - 54 years
Age Gender

Annual Household Income Avg. Household 

Income

NZD $167,875

USD $102,363

37%

Male

Female

Avg. Age Group
50 - 59 years

10%

15% 16%

23 %
26 %

10%

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

12%

28 %

19% 18%

10%
13%

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

Note: N=2,627. Due to rounding, total does not sum to 100% . VFR stands for “ Visiting Friends and Relatives”.

Q: What was the main purpose of your visit?

80 %

5% 5%
3% 2% 1% 1% 1% 1% 3%

Holiday Attending a
wedding

Visiting
friends or
relatives

Business or
conference

Honeymoon Special event
- sporting

Special event
- cultural

Volunteering Education Other
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Avg. Length of
Sta y

Number of Visits

9.1 nights

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

57 %

15%

9 %

5%
3%

2% 2% 1% 1% 1%

4 %

First time 1 time 2 times 3 times 4 times 5 times 6 times 7 times 8 times 9 times More than 10
times
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6 %

8 %

11%

24 %

14%

9 %
11%

3%
3% 2%

4 %

6 ^

Less than 4
nights

5 nights 6 nights 7 nights 8 nights 9 nights 10 nights 11 nights 12 nights 13 nights 14 nights 15 nights or
more
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Avg. Length of
Sta y

Length of Stay (nights)

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

Q: How many nights did you spend in Cook Islands ?

8.5 Nights



13%

40%

10%
10%

6% 5%

16%

Solo traveller 1 2 3 4 5 6 or more
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Travel Group Size

Note: N=2,669. Due to rounding, total does not sum to 100%

Q: How many people accompanied you on this trip ?

Avg. Travel 
Companions 3

Median Travel 
Companions

2



Travel Companions

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

Q: Who were your travelling companions ?

1%

1%

1%

2%

2%

25%

39%

70%

Other

Tour group

Organised group (school, sports,
etc)

Work colleague(s)

Wedding party

Friend(s)

Family member(s)

Partner/Spouse

Share of Respondents



Airlines Used for Travel

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

Q: How did you get to the Cook Islands ?

1%

7%

8%

37%

54%

Air Tahiti Nui

Air Rarotonga

Hawaiian Airlines

Jetstar

Air New Zealand

Share of Respondents



Purchasing of Travel

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

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

2%

8%

12%

19%

25%

55%

Other

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

Direct with accommodation

Through an in-store/independent travel agent

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

Direct with airline

Share of Respondents



Rarotonga Mauke

Mangaia

Mitiaro

Atiu

Aitutak i

Avg. Length of Stay 
8.5 Nights

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

Q: Which island(s) did you visit?

Q: How many nights did you spend on each island you visited?

98%
9

nights

Islands Visited & Avg. Length of Stay 

32%
5

nights 1%
4

nights

1%
4

nights
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Organised group event

Travel books (e.g. Lonely Planet)

Magazine and newspaper articles

The official Cook Islands Tourism Facebook page theCookIslands

Other

Promotion by Airline

General travel websites (e.g. TripAdvisor)

Travel agent/ Agency brochures

Workplace colleagues

The official Cook Islands travel website (cookislands.travel/home)

Web search engines (e.g. Google)

Television or radio programmes

Social media (Facebook, Twitter etc.)

Previous visits

Friends/ Family

Information Source

Importance 
(out of 5) Source Used %

Q: How did you find out about Cook Islands as a destination ?

Q: How important was the information source ?

4.1

3.6

4.0

4.2

3.6

3.8

3.8

3.8

4.3

3.7

4.2

54%

13%

14%

11%

10%

9%

7%

7%

33%

20%

14%

4.1

3.4

6%

4%

3.4

4.2

4%

5%

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



Promotion/Advertising Channels

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

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

4%

8%

11%

11%

12%

15%

27%

32%

61%

An email offer

Recommendation of a travel agent

Advertising (magazine, newspaper, TV, radio)

Favorable exchange rate

Online advertisement

Online video

Online reviews

Especially good fare or package

Recommendation of a friend or acquaintance

Share of Respodents



Accommodation Type

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

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

3%

7%

9%

15%

36%

53%

Hostels & Budget Lodging

Friends and Family

Guesthouses

Self-Catering

Villas and Bungalows

Hotels & Resort

Share of Respondents



P re -Travel Perceptions Vs Expectations

Q: How influential were the following factors 
in your selection of the Cook Islands for your 
recent visit?

Q: Please evaluate how well your experience 
aligned with your expectations.

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

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

1.1

1.3

1.5

2.3

2.9

3.1

3.1

3.2

3.2

3.3

3.3

3.5

3.6

3.6

3.6

3.6

2.2

2.8

2.9

3.0

3.2

2.9

3.3

3.3

3.3

3.3

3.4

3.6

3.5

3.6

3.2

3.6

Business or attending a conference

Attending an event

Visiting friends and family in the Cook Islands

Lower Carbon Footprint

Cuisine

Affordability

Culture and history

Natural attractions/ Eco- tourism/ Photography

Responsible tourism values

Easy to access

Snorkelling and diving

Friendly people

Beaches and swimming

Quiet and relaxing atmosphere

Warm and sunny weather

A safe place to visit



Q: Please attribute each statement below to the country, Cook Islands or Alternative Destination, that best represents its uniqu e a ppeal.

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

Top 
8

% of Respondents that 
chose the Cook Islands

% of Respondents that 
chose Other Destinations

Bottom 6
Emphasizing these Unique 
Selling Points is important, 

as visitors increasingly 
associate them with other 

destinations when 
comparing with the Cook 

Islands.41%

43%

59%

63%

64%

64%

71%

76%

80%

80%

83%

84%

85%

88%

89%

59%

57%

41%

37%

36%

36%

29%

24%

20%

20%

17%

16%

15%

12%

11%

Business or attending a conference

Affordability

Culture and history

Responsible tourism values

Natural attractions/Eco- tourism/Photography

Easy to access

Quiet and relaxing atmosphere

Cuisine

Attending an event

Snorkelling and diving

A safe place to visit

Warm and sunny weather

Beaches and swimming

Visiting friends and family

Friendly people



Other Considered Destinations

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

No
82%

Yes
18%

Q: When planning your trip, were there other destinations you 
were also contemplating but ultimately chose the Cook Islands?

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

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

2%

4%

5%

14%

16%

18%

39%

Canada

China

Indonesia

Malaysia

Tonga

Philippines

Thailand

Vietnam

Samoa

Vanuatu

Japan

Singapore

Fiji

French Polynesia

USA

Australia

New Zealand
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Prepaid Expenditure

Note: NZ doll ars. O utliers are not included in the average calculation.

NZ$2,889

A vg . P repaid per P erson 

8 %

12%

15%

14%

11%

9 %

8 %

4 %

20 %

$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
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Prepaid Items

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

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

9%

24%

25%

27%

32%

79%

89%

Other

Breakfast or meals

Activities

Tours

Domestic transport

International flights

Accommodation

Share of Respondents



Local Spend Per Person Per Day

% of sector NZD USD

Accommodation 27 46 28

Restaurant, Cafes & Bars 28 48 29

Vehicle Rental 9 15 9

Petrol 2 3 1

Domestic Flight 5 8 5

Public Transport 1 1 1

Internet Cost 1 1 1

Water -based activities 7 12 7

Land -based activities 3 5 3

Groceries 7 12 7

Shopping 11 18 11

Other 1 1 1

TOTAL 100% 170 103

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

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



Visitor Expenditure Per Person & Total

Apr – Jun 25 Apr – Jun 25

Average Spend Prior to arrival NZD USD

Per Person Per Trip 2,889 1,762

Flowing into local economy rate – estima ted  40%

Per Person Per Trip 1,156 705

Per Person per Day 136 83

Average Local Spend

Length of Stay (nights) mean 8.5 nights

Per Person Per Trip 1,431 873

Per Person per Day 170 103

Total Economic Impact - Per Trip 2,587 1,578

Total Economic Impact - Per Day 304 186

Economic Impact - Per Person and Total



$ 1,431
In -country spend per trip

$ 2,889
Prepaid per visitor per trip

40 %
Flowing into 
local economy
rate

$ 1,156
Prepaid per visitor per trip

PREPAID 
EX P ENDITURE

IN - COUNT R Y  
SPEND

X 8.5 nights
Average length of
stay

$ 170
In -country spend per day

$2,587 per visitor per trip

$ 304 per visitor per day

ECONOM IC  
IMPACT

$ 2,544
Prepaid per visitor per trip

40 %
Flowing into 
local economy
rate

$ 1,018
Prepaid per visitor per trip

$ 2,071
In -country spend per trip

PREPAID 
EX P ENDITURE

IN - COUNT R Y  
SPEND

x 9.5 nights
Average length of
stay

$ 218
In -country spend per day

ECONOM IC  
IMPACT

$ 3,089 per visitor per trip

$ 325 per visitor per day

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

CIT office.  

NZD 142 MILLION 
April – June 2024

FROM VISITORS 47,347FROM VISITORS 45,949

NZD 122 MILLION 
April – June 2025 
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Visitor Overall Satisfaction

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

Avg. Overall Satisfaction

4.6

Q: How satisfied were you with your overall experience of the Cook Islands ?

1% 1%

5%

21%

72 %

Very Dissatisfied (1) 2 3 4 Very Satisfied (5)
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Satisfaction with Travel Experience
Q: How satisfied were you with the following ?

1=Very Dissatisfied to 5=Very Satisfied

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

3.8

4.0

4.0

4.1

4.3

4.3

4.3

4.4

4.4

4.4

4.4

4.4

4.4

4.5

4.5

4.5

4.5

4.6

4.7

4.7

Connectivity and Internet access

Condition and quality of infrastructure

Affordability of accommodation options

Reliability and convenience of public transport

Value for money across the trip

Frequency and reliability of inter-island transport

Access to information and services while in the Cook Islands

Availability and variety of tour and activity options

Airport arrival/departure experience

Ease of booking tours and activities

Cleanliness and upkeep of public spaces

Quality and comfort of accommodation

Availability and usefulness of trip planning information

Accessibility of tourist sites and services

Satisfaction with dining and local cuisine

Ease and experience of renting a vehicle

Overall quality of customer service

Helpfulness and service quality at visitor information centres

Safety and security

Friendliness and hospitality of the local people



Geocaching

Quad Biking

Yoga/ Wellness

Golfing

Community based tourism project

4WD (Off-Road) Adventures

Cave/ Waterfall Tour

Birdwatching

Garden/ Farm/ Plantation Tour

Cycling/ Biking

Hiking/ Nature Walks

Sightseeing (Self-guided)

Visiting the Beach

Jet skiing

Sailing

Kitesurfing/ Windsurfing

Whale watching

Fishing (Bonefishing)

Scuba diving

Fishing (Game fishing)

Free Diving

Stand-Up paddleboarding

Turtle tour

Kayaking

Reef walk/ Exploration

Lagoon cruise

Snorkelling

Swimming

Satisfaction with Activities

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

Water -based activities Land -based activities

Q: How satisfied were you with the following ?

4.6

4.6

4.8

4.5

4.6

4.6

4.5

4.5

3.9

4.3

3.9

3.8

3.8

41%

57%

84%

93%

21%

11%

11%

4%

4%

4%

39%

36%

21%

ParticipationSatisfaction

4.8

4.7

4.5

4.5

4.4

4.2

99%

87%

25%

22%

21%

58%

ParticipationSatisfaction

3.9

3.9

3%

3%

4.2

4.6

4.6

4.3

4.5

4.6

4.2

20%

12%

10%

8%

8%

7%

2%

Scale: 1=Very Dissatisfied to 5=Very Satisfied



Black Pearl Shopping

Duty-Free Shopping

Road-side Stall/ Vendor

Local Arts & Craft

Souvenir Stores

Local Markets

Retail shop (General)

Traditional Sailing

Cultural Festival

Storytelling/ Cultural Tour

Church Visit

Traditional Dance/ Drum lessons

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

Food Tour/ Traditional Umu

Museum/ Cultural Centre

Traditional Village

Island Night Show/ Cultural
Performance

Satisfaction with Activities

Arts and Cultural Activities Shopping activities

Q: How satisfied were you with the following ?

4.6

4.6

4.3

4.6

4.4

4.6

4.7

4.5

4.7

31%

63%

25%

23%

22%

3%

28%

27%

ParticipationSatisfaction

28%

4.2

4.3

4.3

4.2

4.0

4.3

4.0

81%

67%

47%

65%

33%

93%

92%

ParticipationSatisfaction

4.1

32%

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.



Childcare Services

Emergency Services

Tattoo Parlours

Hair and Beauty Salons

Health & Fitness

Pharmacies and Medical Services

Spa and Wellness Services

Public Transportation

Restaurants, Bars and Cafes

Satisfaction with Activities

Services

Q: How satisfied were you with the following ?

4.5

4.2

4.6

4.3

4.1

4.2

4.5

4.2

31%

99%

7%

5%

3%

26%

7%

ParticipationSatisfaction

10%

4.2

47%

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

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”.

4.6

47 %

21%

19%

6 %

7%

I am not aware of this brand or concept

I have heard of it but don’t know much about it

I am somewhat aware and understand the key concept of mana tiaki

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

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



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

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

Perceptions and Engagement in Sustainable Tourism

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

1% 2%

12%

34 %

50 %

Not at All
Important

Not
Important

Neutral Important Very
Important
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13%

17%

35 %

26 %

9 %

Never Rarely Occasionally Often Very Often
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Willingness to Contribute to Tourism Give -Back Initiatives

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

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

Protecting Natural Environment, Cultural Identity and Supporting Local 
Communities

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”.

1%

4 %

17%

44 %

34 %

Not at All Successfully

Not Very Successfully

Neutral

Somewhat Successfully

Very Successfully

Share of Respondents
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13%

39 %

46 %
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Most Appealing Aspects

Note: Total response N = 1,915. Multiple responses, therefore total does not add up to 100%

1%

1%

1%

1%

1%

1%

1%

1%

3%

3%

5%

5%

6%

6%

8%

11%

17%

30%

33%

42%

Affordibility

Eco-friendly and sustainable practises and awareness

Flight and airport experience

Same currency

Public services, facilities and infrastructures

Outer islands remoteness

Tropical paradise

Level of service

Accommodation and hotel experience

Family friend and safe destination

Un-commercial and not too tourist

Accessibility

Overall good experience

Local arts, culture, traditions and values

Restaurants, cafes, F&B

Weather

Environment cleanliness, beautiful scenery and pristine nature

Peaceful, quiet and relaxed atmosphere

Local people

Activities, attractions, cultural entertainment and event

Share of Respondents
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Quotes f or Most Appealing 
Aspects of the Cook Islands

• Always so welcoming . Locals make you feel at home . The scenery is
always beautiful, and the beaches are always clean . Love shopping for
local cultural items . The food is always delicious .

• Beaches, swimming and snorkeling, warm weather, friendly locals,
relaxing pace of life, dogs, food, sunshine, meeting other solo travelers in
the hostel .

• Being that I am a Hawaiian and experienced the loss of our land, culture,
language and identity, I greatly appreciated being able to experience the
Cook Māori land, cultural and familial values!

• 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 sea life .

• Everything! Easy to get to i.e .: 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 .

• How clean and unspoilt plus the amazingly friendly and helpful locals,
excellent availability of food shopping . Great selection of eateries,
markets and all the comforts of home . Relaxed chilled pace of life . Not
overcrowded . Plenty of excellent accommodation for all budgets .
Outstanding hospitality staff in all the restaurants and bars . Alcohol very
well priced especially Duty Free . Awesome atmosphere at the Sunday
Markets . Good infrastructure in airport and roads .

• It's my favorite place to come for a beautiful relaxing holiday . I am in
love with the people and the place . It's proximity to NZ and same
currency takes all the stress out of travelling .

• We loved the CLEANLINESS and lack of 'litter' . We LOVED that the Cook
Islands have kept the place clean and beautiful .



Least Appealing Aspects

Note: Total response N=1,809. Multiple responses, therefore total does not add up to 100%
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1%

1%
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1%
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2%

2%
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3%
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5%

5%

5%

6%

6%

6%

7%

8%

9%

10%

12%

Chinese involvement

Value of money

Local markets, culture display, souvenirs and art and craft

Overcrowded and mass tourism

Business opening and closing hours

Shopping experience

Tourist information

Fast and heavy traffic

Rental cars and scooters

Stay longer and having to leave the Cook Islands

Other tourists

Lack of supermarket supplies, fresh fruits and veggies

Safety (theft), health and medical services

Unfriendly local people

Travel time and distance to and from the Cook Islands

Poor customer service

Airport and flight related issues

Slow internet and Wifi connectivity

Accommodation and hotel experience

Rubbish, smell of burning garbage and decrepit buildings

Stray dogs, roosters, bugs and mosquitoes

Restaurants, cafes, bars and lack of variety local food

Activities, attractions, entertainments and events

Weather

Prices and costs more expensive

Public transport, run down infrastructures

Share of Respondents



Quotes for Least Appealing 
Aspects of the Cook Islands

• As an experienced scuba diver, I was very disappointed with the lack of marine life
which has obviously been a result of very poor fishing regulation . A shame to see
such a beautiful island tarnished with poor fishing control .

• Being charged extra for accommodation -above what was agreed and still working
through getting reimbursed . Being charged twice from hotel for airport shuttle . No
response from hotel when I chased this up .

• Cost of accommodation . Limits of food choice, celiac choices, particularly in
resorts, limited and very expensive . expensive and limited fresh food options and
difficulty finding free Wi -Fi hotspots while SIM card pricing was terribly expensive .
High cost of groceries, shortage of some grocery items .

• I found the number of chickens and cats to be alarming ; it seemed like there was
no native terrestrial wildlife like lizards, geckos, skinks, or native birds . Kind of a
shame, it would be nice for the Cook Islands to take more pride in their biodiversity
like Costa Rica does .

• Lack of Information/ Lack of Directions/ Lack of ease of information for everything
local . Limited activities on Sundays . And the limited museums . For how rich the CI
Māori history is, I was disappointed by how small the museums were .

• Not getting my $ 50 deposit back after returning my hired motor bike the lady was
busy said just leave keys and helmet and it would be ok . Despite several emails
there was no reply and no refund . Not honest by the business or staff member .

• Occasional burning trash smell, lack of consistent operating hours of cafes bars
restaurants, poor drunken behavior of travelers,

• Parts of the road around the island were in poor repair . The weather was also poor
the first 3 days, but you can’t do anything about that .

• Rarotonga itself seems far busier & less hospitable than previous visits . It’s
welcoming but feels only on a surface level as if tourism is a burden . I understand
it’s a paradise & must be hard to get by economically . Lots of food shortages, feels
odd to be served canned coconut on the island . Reef degradation over the last
decade especially on Rarotonga itself was shocking .

• Some locals are very grumpy and especially those in hospitality - they should find
a job that they enjoy and love to get up for . That was very sad to experience, even
when I tried to overcompensate with friendly conversation, response was always
grumpy . it doesn't hurt to smile . I know hospitality is a hard work, but a smile
doesn't cost .

• Big bugs, ants, geckos, etc .



Suggestions for Improvement

Note: Total response N= 697. Multiple responses, therefore total does not add up to 100%
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1%

1%
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2%

2%
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3%

3%

4%

4%

4%

5%

7%

8%

9%

10%

11%

12%

12%

12%

14%

18%

Clear and enforceable laws and legislation

More promotion of other islands

Need more local staffs

Inclusive alternative activities (elderly, disabled, pregnant women, etc.)

Control crowd and over-tourism

Sustainable and eco-tourism awareness and education to visitors and locals

Rental cars and scooter services and standards

Safety, health and medical services

Grocery store supplies and opening hours

Stray dogs, roosters, bugs and mosquito control

Local people

Local handicrafts and local produce

Rubbish and sustainable waste management

Stayed longer and visit more places

Better customer service

Tourist information and proper signage

Price control and value for money

Restaurants, cafes, better and variety food choices

Phone Internet reception and wifi connectivity

Activities, attractions and cultural shows and storytelling

Weather

Accommodation and hotel experience

Airport service, convinient flight connectivity and cheaper local flights

Public transport and improve infrastructure

Share of Respondents



Quotes for S uggestions for
Improvement

• Airport arrival is slow and unorganized especially on late night flights . Restaurant quality
food lacking and overpriced .

• Install and maintain a centralized sewage system where all hotels, shops, etc . contribute to its
maintenance . During rainstorms, sewers back up which is horrible for new guests, poor guest
perception of the island .

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

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

• Better flights that don’t leave and arrive so early in the morning . First day was exhausting,
and we were unable to check into our room until later in the afternoon .

• Easier access from the U . S, would like more options to fly in/out than 1x week .
• Customer service most are friendly however airport immigration staff need to be

approachable and friendly . First impressions count . Locals if you employ migrant workers,
please ensure ka kite ratou I te tuatua papa'a e te maori . Kare e meitaki ana me kare e
marama mai eaa taku ka inangaro . Ta tatou reo , te ngaro nei . Kare taou e akama I te tuatua .
Akamaroiroi tatou, tuatua I to tatou reo maori .

• Finding out (and I have spoken quite a bit with locals) that the Cook Islands is very interested
in becoming environmentally sustainable and that this is an absolute top priority . If this were
to become true, Rarotonga could become much closer to being a little paradise than it is
now .

• Just the roads need an upgrade . I picked up garbage where we swam everyday, where we
parked the car . Signage to pack in pack out . Take your garbage with you . It was mainly beer
bottles and beer cans, plastic water bottles .

• Liberate people from the brainwashing of capitalism and religion . Re -build your own unique
and priceless culture . Restore the slow - food practices, community connectedness that comes
from fishing on outrigger canoes, and farming the local land ; serve truly local food and
recipes in the restaurants, reduce alcohol use and ban junk food, focus on eco tourism at the
top end to reduce your numbers of tourists, but have ones that pay more, and keep the $ 2
shop mentality away . Focus on clean, natural and healthy! The people and the islands/seas
deserve this .

• Greater availability of fresh produce (especially green leafy vegetables, beans, other green
vegetables)

• CCTV should be installed by the agency . There are many people visiting, someone stolen
stuff but we cannot know who do that .



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

Willingness to Visit Outer Islands
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5%
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69%
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26%

4%

15%

15%

17%

18%

19%

22%

29%

85%

Other

Mitiaro

Penrhyn

Pukapuka

Mauke

Manihiki

Mangaia

Atiu

Aitutaki

Share of Respondents



• It was not as paradise like as I was expecting and there are properly better
South Pacific Islands alternatives where this is more the case .

• As senior adults , we experienced a medical emergency and Rarotonga
Hospital refuses to assist with providing required medical report . Airport
staff very rude . Prices much higher and charge for things that were
complimentary, like storing luggage at airport .

• Not a scuba -diving destination and we came to scuba -dive .
• Distance makes length of travel burdensome . Cost to get there, in

comparison with holidays in SE Asia .
• Cheaper to holiday in Thailand, Bali, Philippines, Taiwan, Vietnam, and

Australia .
• I have visited several times - but I feel it’s becoming too expensive and less

friendly - probably too much tourism .
• I spent so much money on internet as the Vodafone e-sim didn’t work and

no one would help . The resort Wi -Fi didn't work . No one cared . Needs to be
better value for money honestly or offer top service/products .

• It's a very expensive destination to holiday in . Internet connectivity is very
expensive . food and drinks are expensive . service is acceptable but rarely
amazing . facilities are in many cases run down and poorly maintained .

• Not much offering in the retail sector, thought pearls were very expensive,
poor choice of restaurants with differing types of food .

• Nothing new to see/experience . Weather is unpredictable . Infrastructure is
tired . Reef is damaged/dead . Many other places to see .

• R oosters kept us awake ALL NIGHT not very friendly service ; did not feel
welcome by around half the places or people we dealt with . A real shame
as the other half were a lot of fun and lovely . The cultural experience - food
was a real let down as expected a lot more cultural food . and most of it
was cold - the show itself was amazing .

• U nsanitary sewage conditions, dumps scattered throughout the island due
to hotel dumping, lack of modern hospital/ healthcare facilities

• There are many other places I wish to explore .
• We are getting older and international travel is less likely .

+

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

Future Motivations

Quotes : Reasons to not return
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• Bad medical experience, rising costs, not as kind as our visit in
September 2024 .

• Because airport safety is important . I would never tell someone I 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 .

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

• I found Rarotonga boring, I 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 .

• Not many choices for places to eat . Shore fishing was difficult to find .
• Snorkeling better in French Polynesia . Food runs out at some places

we ate .
• Other islands such as Tahiti, Fiji or Bali are of higher standard

accommodation .
• The main marketing photos are deceptive . Only a small portion of the

island looks like this .
• Service and not enough to do for people that like to be active all the

time .
• Too overpriced from Europe .
• T oo much wind and rain and poor value for money .
• Too many flights and the distance is a barrier .
• Not my favorite place to visit .
• Rude people and expensive .
• Not a lot of activities for small children .

Q: How likely would you recommend the Cook Islands?

Future Motivations

Quotes : Reasons to not recommend
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This report was prepared at SPTO by the Pacific Tourism Data Initiative team in collaboration with the
Cook Islands Tourism Corporation and the New Zealand Government .

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

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