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Executive Summary
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The survey analyzed 2,277 responses out of 2,757 collected, representing 9% of actual visitors with a 12%
response rate. Among the respondents, 13% were solo travelers, and the average household income was
NZD158,358.

» 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 95% expressed a willingness to return.
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< The average prepaid spend per visitor was NZD2,761 with an estimated 40% (NZD1,104) flowing into the
local economy. In-country spending per visitor per trip averaged NZD1,461 with an average stay of 8.7
nights. This contributed to an estimated* economic impact of NZD145 million from July to September
2025.

< Visitors were less satisfied with public transport, some infrastructure and facilities, the high cost of living,
and the range of activities and wildlife attractions. To improve their experience, they suggested better
public transport and road maintenance, improved quality of tourist activities and wildlife attractions, more
helpful services from airport, immigration, and customs staff, more affordable and reliable flight options,
and upgrades to some accommodations to improve overall standards.

Note: *based on total visitor numbers of 56,507 for the same period.



Background

The July - September 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 - September 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 - September 2025 period was similar, but not
exact, to the survey instrument used in the July - September 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 July - September 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 - September 2025)

~ 18,370
| TOTAL VALID EMAILS SENT | < 12%

CONVERSION RATE

/? 2,277 TOTAL RESPONSES ANALYZED

Note: 2,757 responses were received. After data cleaning, 2,277 responses remained.

RESPONSES COVERED
O

e 9%
4,170 ADULTS m 923 CHILDREN OF ALL VISITORS IN THIS

PERIOD




Cook Islands International Visitor Survey

Snapshot July - September 2025

@j Country of residence

Most Participated Activities

A

A Islands visited

&y
! ! ' ' i AITUITAKI
v69% ,22% i_4% (¢3% iy2% ﬁ 65% o 94% 32
Nz | Australia | North | Europe | Others . Island Night Feast ! Swimming
i i America i ' —— and Show :
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Holiday i VFR i Wedding i C?)Lrlmsfi:reesnst{ i Honeymoon @ " /(;C tural i ) /2: MANGAIA
' i ! e ! useum/ Cultural | agoon Cruise
center ' ¢ < 1%
i 7% V¥ nzp 158,358 A 4.6 = Most appealing Least Appealing "= Improvement
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70 years old and over Avg. Household Income

57% A

/ 15 time visitor

13% 4

Solo traveller

8.7 nights ¥

Average length of stay

O
63%@ 37%

Female Male

k—’l Visitors are willing to

Overall, visitors
are satisfied

O95% A

return

}»)) 98% -

Visitors are willing to
recommend

Avg. prepaid spend
per person per trip

Activities, wildlife Public transport
40% attractions and and run down
entertainment. infrastructures.

Economlc impact

NzD1,104 A 4

Public transport
services,
infrastructures.

NzD1,461W _

Avg. local spend
per person per trip

NzD2,565 VW

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 $2,761 per person per trip, this equates to $1104.




Report Structure
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Source Markets: IVS Respondents vs Actual Arrival

Actual IVS
Arrivals Respondents

69%
56,507 2,277

1) 51%
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o 30%
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22%
8%
6% 5%
4% 3% 59 °
L ] ——
New Zealand Australia Europe North America 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

1,151

29% 7% Northern Territory
Total Waikato 1%
New Zealand 12% Hawkes Bay Queensland
respondents Taranaki 5% 17%
2% Manuwatu Western Australia

6% 4%

Tasman
4%

South Australia
’Vellington 3%
10%
New South Wales
53%

Canterbury
13%

690

Total
Australian

respondents Tasmaniz‘
2%

Southland

4

Otago
4%

o —— - — - - —

N ———————————— - — - — - -



Respondent Demographics

\

7%

70+

18% 19% 19%
] I I

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

] 11

] Avg. Age Group i1 Gender

; 40-49 years N

i 24% X

i i i Male
i ¥ Female

i ; NZD $158,358

i Annual Household Income |3 s

: Income

i 27%

: 22%

! 18%

i 12% 12%

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

’

Note: % share of IVS respondents. $ in NZD. The average exchange rate to NZD and USD for July-September 2025 was applied.

——————————————————— - — - -

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



Report Structure

g5 D =

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




Pu I’pose Of ViSit Q: What was the main purpose of your visit?

78%

Share of Respondents

6% 5% .
I [ —— - I
Holiday VFR Attendinga Honeymoon Business or Special event Education Special event Volunteering Other

wedding conference - cultural - sporting

Note: N=2.24]. 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?

57%

Share of Respondents

17%

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

Note: N=2219 Due to rounding, total does not sum to 100%



Length of Stay (nights)

24%

10%

9%
] I

Less than 4 5 nights 6 nights
nights

Share of Respondents

7 nights

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

1%

8 nights

8%

9 nights

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

Avg. Length of
Stay

8.7 Nights

11%

6%
5%
2% 4%
- . -
10 nights 11 nights 12 nights 13 nights 14 nights 15 nights or

more



Travel Group Size

35%

Share of Respondents

13%

Solo Traveller 1

Note: N=2 211 Due to rounding, total does not sum to 100%

9%

2

12%

3

Q: How many people accompanied you on this trip?

Avg. Travel
Companions

Median Travel
Companions

20%

4 5 6 or more

8%

4%




Travel COmpanions Q: Who were your travelling companions?

Partner/Spouse

Organised group (school, sports, etc) I 2%

65%

Wedding party

Tour group

Other

Work colleague(s) I 1%

Share of Respondents

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



Ai rl i nes Used for Travel Q: How did you get to the Cook Islands?

22

© Air New Zealand 57%
AIR NEW ZEALAND
Jetstart Jetstar 38%

Air Rarotonga 8%

the Airline of the Cook Islands

AirRam’nz

3 HAWAIIAN Hawaiian Airlines 4%

——AIRLINES.—

% Air Tahiti Nui 1%

AIR TAHITI NUI

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 55%

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

(o)
travel agent) 28%

Through an in-store/independent travel agent 17%

Direct with accommodation 13%

Travel arrangements were made by others (business, friends, relatives) 8%

Other 2%

Share of Respondents

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



Islands Visited & Avg. Length of Stay Avg. Length of Stay

Q: Which island(s) did you visit?
Q: How many nights did you spend on each island you visited?

,____I____\Aitutaki
{ I | ’___-I____\
S\ N
| :lg_csl:]: i TR =)
1 32% : I © I z |
1 nights | ..
It : 2% | nights: Mitiaro
0 O P 4
Atiu
Rarotonga Mauke
Qe 1 o
I
|% : lﬂ—cljl
: g | - Mangaia
: 98%: nlghts: {""'I""\
I
Soomeoo- C S
L 4]
: 1% | nights:
N o e e e e

Note: Multiple responses, therefore total does not add up to 100%.
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[ nfo rmatio 1] SO urce Q: How did you find out about Cook Islands as a destination?

Q: How important was the information source?

Importance
(out of 5) Information Source Used %

Friends / family 4.2 [ [ N AREEE -7
Previous visits = 4.1 -_ 35%
Social media (Facebook, Twitter etc.) = 3.7 -_ 22%
Web search engines (e.g. Google) 4.2 -_ 14%

The official Cook Islands travel website (cookislands.travel/home) = 4.2 -- 10%
Television or radio programmes = 3.3 .- 10%
Workplace colleagues 3.6 -- 10%
Travel agent/ Agency brochures = 3.7 .- 9%
General travel websites (e.g. TripAdvisor) 3.7 -- 8%
Promotion by Airline = 37 -- 5%
The official Cook Islands Tourism Facebook page theCooklslands 4.2 -- 5%
Magazine and newspaper articles = 3.2 .- 4%

Organised group event 4.2 -- 4%
Travel books (e.g. Lonely Planet) 34 .- 4%

Other 4.2 -- 8%

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?

65%

Recommendation of a friend or acquaintance

Especially good fare or package 28%

Online reviews 26%

Online video 16%

Online advertisement 1%

Favorable exchange rate 10%

Advertising (magazine, newspaper, TV, radio) 8%

Recommendation of a travel agent 7%

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 49%

Villas and Bungalows 37%

Self-Catering 15%

Guesthouses 1%

Friends and Family 10%

Hostels & Budget Lodging

Share of Respondents

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



Pre-Travel Perceptions Vs Expectations

Warm and sunny weather

Quiet and relaxing atmosphere

A safe place to visit

Beaches and swimming

Friendly people

Snorkelling and diving

Natural attractions / eco- tourism / photography
Easy to access

Culture and history

Responsible tourism values

Affordability

Cuisine

Lower Carbon Footprint

Visiting friends and family in the Cook Islands
Attending an event

Business or attending a conference

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

3.6

3.3

—_
Y

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

“"EA-EANEVCENENRAN NN OO OO
S B BN I B Y] IS N N 6 ) @] o)
el [©) @] N} KX FEN EN N N Gl [9F o 9 B &N

N
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.

\ A safe place to visit EeEPA 6%
Quiet and relaxing atmosphere EIOFA 10%
Responsible tourism values RSP 1%

Lower Carbon Footprint
8 Friendly people KJ¥8A 12%
Beaches and swimming EX$A 17%
Snorkelling and diving
/% Warm and sunny weather
Affordability ™ f
Cuisine Bottom 6
Natural attractions/Eco- tourism/Photography ggl?nh;ﬂczalig?stizeisnr?p%?‘gﬁte,
. as visitors increasingly
Culture and history associate them with other
Attending an event RS2 33% con?peasrtilr?st\lz\(/)i?r? rrlwzegook
Business or attending a conference K¥AA 38% islands. -

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



Other Considered Destinations

Q: When planning your trip, were there other destinations you
were also contemplating but ultimately chose the Cook Islands?
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-, Q: If Yes, what other destinations did you consider? “\

New Zealand | 1%
French Polynesia |GGG 5%
Australia [N 8%
Singapore [N 5%
usA N 3%
Fiii [ 2%
Tonga [ 1%
vanuatu [l 1%
Thailand [l 1%
Samoa [ 1%
New Caledonia [l 1%
Nive [l 1%
Indonesia . 1%
Hong Kong [} 1%
South Korea [l 1%
Solomon Islands [l 1%

Japan [ 1%

) china [ 1%
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Prepaid Expenditure Avg. Prepaid per Person

NZ$2,761

19%

13%
13%

)]
= 12%
S 1%
5 10%
Q (o]
& 10%
[nd
S
0
(o}
e
%) 6%
5%
$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

Note. NZ dollars. Qutliers are not included in the average calculation.



Prepaid Items

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

Accommodation 87%

International flights 78%

Tours 32%

Activities 32%

31%

Domestic transport

Breakfast or meals 23%

Other 7%

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 27 45 27
Restaurant, Cafes & Bars 27 45 27
Vehicle Rental 2) 15 )
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 4 6 4
Groceries 7 12 7
Shopping 1 18 1
Other 1 1 1
TOTAL 100% 168 100

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 - Sep 25 Jul - Sep 25
Average Spend Prior to arrival NZD UsSD
Per Person Per Trip 2,761 1,643
Flowing into local economy rate - estimated 40%
Per Person Per Trip 1,104 657
Per Person per Day 127 76

Average Local Spend

Length of Stay (nights) mean 8.7 nights

Per Person Per Trip 1,461 870

Per Person per Day 168 100
Total Economic Impact-Per Trip 2,565 1,527

Total Economic Impact-Per Day 295 176



July - September 2024

NZD 151 MILLION

FROM VISITORS 51,482

— PREPAID % IN-COUNTRY
EXPENDITURE J SPEND

$2,570 $212

Prepaid per visitor per trip In-country spend per day

Flowing into x 9.0 nights
local economy Average length of
rate stay
$1,028 $1,905
Prepaid per visitor per trip In-country spend per trip
\ J
|
ECONOMIC $2,933 per visitor per trip
IMPACT
$326 per visitor per day

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

July - September 2025

NZD 145 MILLION

FROM VISITORS 56,507

&
% PREPAID IN-COUNTRY
J EXPENDITURE J SPEND

$2,761 $168

Prepaid per visitor per trip In-country spend per day

Flowing into C A X 8.7 nights
107y local economy :

Average length of
rate stay

$1,104 $1,461

Prepaid per visitor per trip In-country spend per trip

IMPACT

ECONOMIC $2,565 per visitor per trip

$295 per visitor per day
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Visitor Overall Satisfaction

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

Avg. Overall Satisfaction

4.6

73%

Share of Respondents

21%

4%
e % L
. ]
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 |IIHIEKGTNNNGEGNEGEENEEEEEEEEEEEEEEEEEEEEe £/
Safety and security |, .7
Helpfulness and service quality at visitor information centres | KGN /5
Satisfaction with dining and local cuisine | KGN /-
Overall quality of customer service |, .5

Accessibility of tourist sites and services

Cleanliness and upkeep of public spaces

Quality and comfort of accommodation

Availability and usefulness of trip planning information
Availability and variety of tour and activity options
Ease of booking tours and activities

Access to information and services while in the Cook Islands
Ease and experience of renting a vehicle

Airport arrival/departure experience

Value for money across the trip

Frequency and reliability of inter-island transport
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

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

Satisfaction Participation

Visiting the Beach 4-8I_ 99%
Sightseeing (Self-guided) 4_7._ 88%
Hiking/ Nature Walks 4.6._ 62%
Birdwatching 4.2 I- 26%
Cycling/ Biking 4.6._ 25%

Garden/ Farm/ Plantation Tour 4,4._ 24%
Cave/ Waterfall Tour 43 I-19%

Community based tourism project 4_7I- 14%

Satisfaction Participation

Swimming |+ i I -
Snorkelling 46 ._ 84%
Lagoon cruise 48 [ | GG 7
Reef walk/ Exploration 4.6 ||} EGTKNGGGN -3+
Turtle tour 4.7 [ N <o
Kayaking 4.6 [ IIIGTTKGEEEEE 3o
Whale watching 4.4 [} Gz 3+
Free Diving 4.6 || G0 22>
Stand-Up paddleboarding 4.5 [} Gz 22
Scuba diving 4.3 [ 7%
Fishing (Game fishing) 4.0 [ n%
Sailing 4.6 [ 6%
Fishing (Bonefishing) 4.2 l. 5%
Kitesurfing/ Windsurfing 4.3 l. 5%
Jet skiing 4.4 [JJJ} 5%

——— ————

4WD (Off-Road) Adventures  4.6[Jj|Jjj14%
Yoga/ Wellness 4.5..10%
Golfing 4_5..8%

Quad Biking 45 l. 8%

Geocaching 4.4II 3%

o
e

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.

o e e



Satisfaction with Activities

Q: How satisfied were you with the following?

Arts and Cultural Activities Shopping activities
{t’ ''''''''''''''''''''''''''''''''''''''''''''''''''' \‘/’ ''''''''''''''''''''''''''''''''''''''''''''''''''' \‘I
! _ _ . Satisfaction Participation i
' Satisfaction Participation :
! i
]
! Island Night Show/ Cultural I_ i
] o, o
i Performance 47 65% Local Markets 44 93/05
! i
i Traditional Village 47 I_37% i
]
! Museum/ Cultural Centre 4.4 I_ 36% i
! ]
! ]
! ) i
! ]
! ]
]
! Traditional Dance/ Drum lessons 4.6 I- 30% i
i Local Arts & Craft 43 I 69% i
]
i Food Tour/ Traditional Umu 4.6 I- 29% !
i i
! ]
] . o
! ]
]
i Arts & Crafts Experience (Weaving, i
i d Carvi i 45 28% _ ]
: Wood Carving, etc.) Duty-Free Shopping 43 50% I
1 ]
! Storytelling/ Cultural Tour 46 I- 25% i
! ]
! ]
] 1 ]
i Traditional Sailing 46 Il 5% Black Pearl Shopping :
]
= ; )
D 2 e e e ’

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

Public Transportation 4.2I_ 51%
Spa and Wellness Services 4_6I- 30%
Pharmacies and Medical Services 4_3'_ 28%
Health & Fitness 4.3'. 13%

Hair and Beauty Salons 4.3'. 8%

—————————

Restaurants, Bars and Cafes

Tattoo Parlours 4.5Il 8%

Emergency Services 4.4II 6%

Childcare Services 41 II 4%

% - —

N i -

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

O,
practices of "Love our Little Paradise” and mana tiaki. 8%

| am aware and engaged with several initiatives related to sustainable

o,
and responsible tourism 8%

| am somewhat aware and understand the key concept of mana tiaki 20%

| have heard of it but don’t know much about it 17%

I am not aware of this brand or concept 47%

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



Perceptions and Engagement in Sustainable Tourism

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

‘I \\
1
H I
1 1
1 1
1 1
1 1
1 1
1 1
1 1
- !
1
1
H 37% I
H 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
1 1
1 1
1 1
1 1
1 1
- !
1
1
' 13% :
H ]
I I
I I
I I
I I
I I
I I
I I
] !
1
[o) 1
! 2% 1% I
| — — !
1
1
! Not at All  Not Important Neutral Important Very i
l\ Important Important ,=

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

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

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

Rarely Occasionally Often Very Often

39%

23%

8%

N —— -



Willingness to Contribute to Tourism Give-Back Initiatives

48%

29%

Share of Respondents

11%
9%

4%

Very Unwilling Unwilling Neutral Willing Very Willing

Note: The neutral bar rating of 48% 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 natural
environment (e.g., marine life, reefs, forests, beaches)?

s N
i i
I ]
i i
i Very Successfully i
: 1
I ]
I ]
I ]
I ]
I ]
I ]
i i
I Somewhat Successfully 46% }
i i
I ]
I ]
I ]
I ]
I ]
I ]
i i
: Neutral 20% i
i i
I ]
I ]
I ]
I ]
I ]
i i

]
i Not Very Successfully 3% i
: 1
I ]
I ]
I ]
I ]
I ]
i i

]
i Not at All Successfully | 1% !

]
| |
l\ !

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

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)?

™ B ey

N
1
1
1
1
i

Very Successfully 44% |
1

1

1

1
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Most Appealing Aspects

Activities, wildlife attractions and entertainments ||| EGTcNGNGTGNGNGGEEGEGEGEGEGEEEEEEEEEEEEEEEEEEEEEE 20
Peaceful, quiet and relaxed atmosphere || EEGTGTcNGEEEEEEEEEEEEE
Local people |, 0%
Environment cleanliness, beautiful scenery and pristine nature ||| GGG 20
Weather | GG 1

Local arts, cultural activities and entertainments ||| EGTGG0 7%
Restaurants, Cafes, Food and Beverages || G0 7%

Accessibility and affordibility ||| GE_ 7%
Overall good experience || 6%

Family friendlly and safe destinations ||l 4%
Un-commercial and not too tourist [l 3%

Accommodation and hotel experience - 2%

Level of service and hospitality - 2%

Outer island remoteness and experience [} 2%
Pacific paradise [ 1%
Same currency . 1%
Public services, facilities and infrastructures [} 1%

Flight and airport experience . 1%

Share of Respondents

Note: Total response N=1,526. Multiple responses, therefore total does not add up to 100%
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100% the people and culture. Te Maeva Nui was the best! Also, swimming,
waters great.

A beautiful place with friendly people and lots to do but also allows you
to chill. Very economical with plenty of choice. Not spoiled with big chain
resorts or food outlets. Let’s keep it that way because that’s were its
attraction lies.

Acceptability and unconditional love shown by local Cook Islanders for
their tourists.

Everything but most scenic are the beaches/ reef and the syringing
nature/ mountains. Also love the traditional representation and
maintaining re our (Cook Island) history.

The people, the culture, the food, the environment, the islands, the
beaches, the ocean and reefs. The Cook Islands is the most wonderful
place | have ever been on planet earth. The generosity of spirit and
friendliness of Cook Islanders makes it such a special place.

All the staff and locals were welcoming humble people with a love for the
island. And very willing to share any cultural aspects that you were asked.
It’s a paradise that | feel privileged to visit. The reefs are pristine. You can
see locals are proud of their land and history and that they share that
with visitors like me. Don’t change your land ownership laws or let big
tourism operators in!

Rarotonga remains quite unexplained. Seems as if just enough jungle has
been cleared to create the resorts and places for locals to live and work.
It is very natural and you can’t see a lot of the resorts from the one and
only road. This has such appeal for us. The jungle dominates, not the
hotels. There is plenty to do. We both caught a severe chest cold and
fever and spent most of our time in our room or gazing at the beautiful
beach . Watched others enjoying what we could not. Hope that on my
next visit there that | might not be sick. Weather was lovely for August
and a great escape from winter at home. People are so lovely, happy and
smiling.

Relaxed atmosphere, lovely people, beautiful blue waters, non-crowded
and slow-paced environment. So beautiful!
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Quotes for Most Appealing
Aspects of the Cook Islands
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Least Appealing Aspects

Public transport, run down infrastructures

Expensive cost of living

Activites and wildlife attractions

Weather

Flight and airport related issues

Stray dogs, roosters, bugs and mosquitoes
Restaurants and Cafes (F&B)

Accommodation and hotel experience

Rubbish, smell of burning garbage and decreipt buildings
Slow internet and Wifi connectivity

Poor customer service

Other tourists

Local market, cultural entertainment, souvenirs and art & craft
Unfriendly locals

Rental cars and scooters

Distance and Accessibility

Stayed longer and having to leave the Cook Islands
Overcrowded and mass tourism

Lack of supermarket supplies, fresh fruits and veggies
Traffic and overspeeding

Tourist information

Theft and drugs

Chinese involvement

Business opening hours

Run down houses and cars

Medicaal services, health and safety

More foreigners

Note: Total response N=1437. Multiple responses, therefore total does not add up to 100%
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Share of Respondents
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Quotes for Least Appealing
Aspects of the Cook Islands

The vehicles left to deteriorate around the island. The random private garbage
dumps. Livestock and animals seem generally neglected, out in the sun without
shade or access to water. Cats and wandering dogs chasing cars and motorbikes.
The state of the road-pot holes. The cost of internet connectivity and limited
options.

Hated the trip and we will never return. Accommodation at two of three places
was sub standard and staff very rude. Activities booked out 60 days in advance.
Cook Islands has changed drastically in the last decade in a bad way. It’s now top
of my list of places to never visit.

Although many of the Cook Islands residents were amazing, unfortunately our
luggage and phones got stolen whilst on the trip. When we needed help from our
accordion providers the failed to provide much assistance at first, which was
needed in such as stressful time. The police were also very poor in assisting us.
How difficult it was to set up phone network (requiring additional information and
other steps compared to many other countries), slight nervousness around all the
stray/free-roaming dogs (did not always feel safe).

Locals burning trash and garden waste!ll Vodafone’s hold over mobile internet
access - over-priced and poor coverage. Having to wait over an hour to get
motorbike license.

Bags got left in the baggage hold and they said it never arrived. It turns out it was
flown back to Honolulu and then had to be sent to NZ. Should have been more
diligent checking to make sure they got all bags off the plane. This was challenging
since we arrived on a Saturday and most shops were closed on Sunday.

Poor quality medical services available to Cook Islanders and the need to fly
seriously ill folks back to Auckland for treatment.

Roading was quite rough in places, we hired a 2-seater scooter and found many
deep potholes. And local services and restaurants charging a surcharge on our
debt card which isn't a credit card and does not have the same rules regarding any
sort of surcharges.

The dreadful drama at check in at the resort, we paid for an ocean front room &
were given a garden room the worst one, | was told it’s all | paid for, then it’s what
the travel agent booked and then the wholesaler had erred, all the while | had
written confirmation, manager hid in his office, it was our 20th wedding
anniversary & we had married at this resort, eventually a day later got moved but it
ruined our stay & still no compensation.
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Suggestions for Improvement

Public transport and improve infrastructure - |EEEEE— Y  159%

Activities, wildlife attractions, entertainments and events

Airport services, convinient flight connectivity and cheaper local flights

Accommodation and hotel experience
Better customer service

Uncontrollable weather

Restaurants and Cafes (F&B)

Price control and value for money
Tourism information and proper signage

Internet reception and Wifi connectivity

Stray dogs, roosters. bugs and mosquito control || EGTcRNCVEEE 5%
Rental cars, scooter services and standards || GGG 5%
Stayed longer and visit more place || EGKNGTNNGE 4
Rubbish and sustainable waste management || EGTRRGRGREEGEGEGNE 2%
Local handicraft and local produce || NEGGEGNKNKGcGcGEGEGEG 2%
Grocery store supplies and opening hours || EGTG_G_g 3%
Sustainable and eco-tourism awareness || EGczczNzI:0 3%
Local people NG 3%
Medical services, health and safety || G0 2%
Clear and enforceable laws and legislation || G0 2%
Control crowd and over tourism [l 1%
Need more local staffs [ 1%

Inclusive alternative activities (rainy days,elderly, disabled, pregnant women, etc) [l 1%

Share of Respondents

Note: Total response N=533. Multiple responses, therefore total does not add up to 100%
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Quotes for Suggestions for
Improvement

1

e

More authentic cuisine. Higher frequency of flights to southern island group. More attention
to coral bleaching.

Manage the imports of whitewater and motor vehicles to cover end of life in a sustainable
manner. Eliminate Cats from the island. Manage dog control. Seek to implement animal
welfare measures ensuring water and shelter must be always provided for all grazing animals.
Fix the road, don’t just fill the potholes.

Accurate communication of where some of the Te Maeva Nui celebrations were taking place.
Some were moved at short notice (traditional sports), some of the venues were wrong on the
website/Facebook and the people in the Tourist Information Office didn't seem to know
where some of the events were being held. That was surprising, given that it’s the biggest
event of the year.

Better infrastructure in some areas leading to more frequent trash collection in public spaces.
Better recycling efforts, more solar power and improved Wi-Fi.

Booking and paying of scooters. When we book online, we cannot pay in advance and then
when we got to Rarotonga, about 10 people missed out on the bikes that we had booked as
they said they were all gone. Also, the bike places were opening late and closing too early.
Certainty that the whale watching and other tours like lagoon and turtle tour aren’t going to
be destructive the amazing natural beauty. More certainty that your money is going to the
island rather than big corporations. More vegan food.

There are too few direct flights to the Cook Islands, and the promotion efforts are insufficient.
For instance, in China, few people around me know that the Cook Islands is a tourist
destination that is comparable to Fiji and Tahiti. Based on my personal experience, | believe
many Chinese people are willing to visit the Cook Islands. Therefore, | suggest considering
the opening of flights between China and the Cook Islands, with one round-trip flight per
week being sufficient. This can promote tourism without impacting the local environment.
Additionally, | hope to see Chinese food on the island during my next visit (within
approximately three years). Lastly, | hope the Cook Islands can pay attention to
environmental protection and maintain its beautiful natural scenery. After all, it is one of the
most beautiful places | have ever visited.

Keep costs affordable for tourists—that is why we visit. Prices are becoming too high, and we
will choose more affordable destinations for future holidays.

More focus on sustainable waste management. Bring in electric public transport (buses) and
encourage other electric transport options, such as electric bicycles and motor scooters.
Investment in clean energy to reduce dependence on imported diesel. Build some wind
turbines! The main island has near perfect conditions for electricity generation from wind.
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Willingness to Visit Outer Islands

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

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

Quotes: Reasons to not return

« Accommodation to expensive, no hire car to get around for the first week.
To expensive to go to other islands. Would probably try a different country.
« [t feels like an echo chamber. With no one allowed to live there that isn't a
native, there’s no new thoughts or money coming in. | like and value
diversity and | didn't feel like they valued the fact that | spent thousands of
dollars and 20 hours on planes to get there.
* Dangerous dogs and buses not stopping at night at some stations and just
passing you even you put the hand up.
« | feel that the overall quality is low. Comfort in accommodation—its
facilities, rooms, and food—is very important to me when traveling.
However, the prices are far too high for what the properties actually offer.
The facilities are not impressive, the staff are not well-trained, and the hotel
breakfasts are extremely basic. | only became a repeat visitor because the
ocean was beautiful. This time, | visited Aitutaki, which has a strong
reputation, and yes, the sea is indeed beautiful. But beautiful beaches exist
elsewhere too, not only in the Cook Islands. Overall, | do not feel motivated
to pay higher prices for a holiday with low-quality accommodation and
services, just because the sea is beautiful.
Locals without exception all very unfriendly, unwelcoming and clearly
resent tourists. Local bus driver (young man with earring and trendy
haircut) RUINED my holiday by deliberately jerking the bus when | went to
ask him to stop at our villas. | lost my balance and to stop myself from
falling out of bus | had no choice but to grab his arm to steady myself at
which he recoiled and shouted ‘don’t touch me it's rude to touch people as

71%

15%

10% if I'd chosen to touch him!!l He then publicly humiliated me by shouting as |
walked back to my seat that | could just have shouted that instruction from
29 29 my seat! How was | supposed to know? So rude. Upset me and really put
° 0 me off the whole holiday.
[ ] O] « Our experience was ruined by a mistake by the resort, and | was made to
. . feel it was my fault; | was ready to just leave it was so bad
Very g;}llkely 2 3 4 Very(SL)lker « Since I've already gone twice within 2 years.

Note: Total response N=1,559



Future Motivations

Q: How likely would you recommend the Cook Islands?

1%

Very Unlikely
M

Note: Total response N=1,555

1%

3%

11%

84%

Very Likely
(5

Quotes: Reasons to not recommend

Terrible accommodation, rude unfriendly staff, need to have booked
activities months prior to visit, exorbitant prices. There are many
places that cost less and give way better service.

The cost of accommodation was very high, and the standard was not
worth the money spent. The cost of food is also quite high. It would
be a place | think | would go again if | was a bit older, but probably
not while | am still quite young.

[t’s run down, people are rude and thing are overpriced. Way too
many foreign people running places.

Immigration treatment of tourists, dysfunctional immigration office
and rude indifferent staff

[ don’t want to make it sound like the Cook Islands are fantastic place
and tell people that when it is not anymore. 7 years ago, was my first
visit to Cook Islands and | would have told everyone they should visit,
but not anymore.

Cook Islands don’t sufficiently prioritize domestic transportation. Until
a modern world approach is adopted, Cook Islands will always remain
an underdeveloped tourism destination.

If the person I'm talking to is super religious, then | would recommend
it but no one | know is.

Overpriced. We will recommend other neighboring countries and get
a lot more for the same price.

[t’s not my type of holiday and not culturally rich.

Unfriendly locals and to me it was an obvious sort of a couple of
successful businessmen and largely left the native locals out.

Not worth the cost given the limited availability of activities.
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