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Kia Orana, I’m Pa. Sharing all our natural wonders under the heavens with visitors, 
I’m overwhelmed. Not only by its great beauty, but by our great responsibility to 

look after our island home for all present and future Cook Islanders. 

Mana Tiaki means we are all proud guardians of these islands. Its up to us to protect 
the home that nourishes and protects us. I’m so grateful for the chance to pass it 

on in good condition, it gives me more than I ever could in return. People travel 
from all over the world to experience the Cook Islands. Their awe and amazement  

at our nature is as irreplaceable as the environment itself.

Be part of the kia orana spirit at facebook.com/thecookislands

We ARE ALL PROUD

OF THESE ISLANDS
GUARDIANS
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Kia Orana,

We are pleased to issue the second 
edition of the quarterly Kia Orana 
Newsletter on key activities car-
ried out by the Cook Islands Tour-
ism Corporation and the tourism 
industry. The feedback from the 
community on the first Kia Orana 
Newsletter edition has been over-
whelmingly positive and we wish to 
continue this great communication 
tool for our community.

Our cover story will give you an 
update on the Vaka Pride Competi-
tion and the first judging in October 
2015. We encourage our communi-
ty to embrace this project and take 
pride in the natural beauty of the 
Cook Islands. With our vaka pride, 
Tourism thrives!  

It is with great pleasure that we 
feature a story from the tour-
ism industry on Taa Maao and the 
Kuramoo Tropical Fruit Orchards in 
Aitutaki. Taa has proved to young 
Cook Islanders that entrepreneurial 
opportunities are abundant within 
our shores if we work hard, plan 
and set goals.

We continue to build on the Kia Or-

ana Values with the “Say Kia Orana 
Campaign” and the Kia Orana Cus-
tomer Service Course. You will also 
read about the Kia Orana Ambas-
sadors Programme which will be 
introduced soon.

We have also provided an update 
from each of our international of-
fices and the current work con-
ducted to identify the unique selling 
proposition of the Cook Islands as a 
destination. It is important that we 
understand the work conducted in 
the international markets because 
it constitutes for two thirds of our 
activities.

The next Kia Orana Newsletter edi-
tion in December 2015 will present 
the new brand for the Cook Islands.

Please enjoy reading this newsletter 
and we welcome any feedback or 
comments.

Kia manuia

Halatoa Fua

CEO of the Cook Islands Tourism 
Corporation
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When did Tourism last receive a nega-
tive (Qualified) Audit Opinion?

The Corporations last qualified audit 
opinion was in 2009/10. The Financial 
statements were qualified due to lack 
of controls in the areas of cash man-
agement and fixed assets. Since then 
the Finance Department has gone 
from strength to strength with un-
qualified (positive) Audit Opinions from 
2010/11 to most current 2013/14. 

This proves the old issues of misman-
agement are well and truly a thing of 
the past!  

Controls have continued to improve 
which is evident by the decrease in the 
number of issues raised in the Audit 
Office’s report to Management. The 
most recent report from Audit Office 
for the financial year ending 2013/14 
sites only one control issue compared 
to the report for the 2004/05 in which 
Audit raised 18 issues.  

What have been the main contributors 
to this success?

Having a team who are dedicated and 
have a spirit of excellence! Having a 
Chartered Accountant with public sec-
tor experience on the team has really 
helped ensure all areas of reporting 
and compliance are maintained.

How do robust financial controls in the 
Corporation support the industry?

When our controls are robust it re-
stores the Industry’s confidence in 
our financial prudence and encour-
ages collaboration. This also enables 
the Corporation to focus on our core 
mandates of Destination Marketing 
and Destination Development.

What other success stories from the 
Finance Team?

Some interesting developments for 
the Finance team is starting to pro-
cess foreign currency payments online 
and hosting our accounting system in 
the Cloud. We are a small team so we 

FINANcE & ADMINISTRATION TEAM

Tourism finances at its best  
From a troubled financial past to a firm finance management future

The Cook Islands Tourism Corporation has emerged from 
a troubled financial past into an organisation with strong 
financial management systems. It now has of one of the best 

audit management reports across Government – thanks to a small 
efficient team made up of Catherine Healy - Finance Manager, 
Teremoana Tangirere - Finance Officer and Marcelle Rossouw – 
Director of Finance.  
Marcelle Rossouw talks audit, systems and the success of the 
Finance team.

need to work smarter not harder!

How does the Finance Team carry the 
vision of the Kia Orana spirit?

We are responsible for prudent financial 
management of the Corporation and 
while the Board and CEO set the stra-
tegic direction we are here to ensure 
that robust controls and processes are 
in place to allow our colleagues to get on 
with doing what they do best – promot-
ing our lovely little paradise.  

Mana Tiaki value is all about guard-
ing our resources and as Finance we 
are responsible for guarding the Cook 
Islands tax payer’s money by ensuring 
our budget is strictly monitored and 
reported to the Ministry of Finance on 
a monthly basis.

Tupuranga Tangata is about devel-
oping our people. The Finance team 
strives for ‘constant improvement’ 
whether it be in our systems, process-
es or ourselves. As they say ’Stagna-
tion stinks’ and investing time and 
resources in developing our people, 
both formally and informally, is very 
rewarding!

Meet the team...

Financial 
Year

Audit 
 Opinion

No. of 
Audit 

 issues
2004/05 Qualified 18

2005/06 Disclaimer Excessive

2006/07 Disclaimer Excessive

2007/08 Qualified 11

2008/09 Qualified 9

2009/10 Qualified 15

2010/11 Unqualified 15

2011/12 Unqualified 8

2012/13 Unqualified 4

2013/14 Unqualified 1

A Disclaimer is expressed when there 
is a limitation on the auditor’s work as a 
result of the lack of audit evidence

 A qualified opinion is expressed when 
there is a limitation on the scope of 
the auditor’s examination or when the 
auditor disagrees with the treatment 
or disclosure of a matter and, in the 
auditor’s judgement, the effect of the 
matter is or may be material

An unqualified opinion is expressed 
when the auditor is satisfied in all 
material respects with the matters on 
which an overall conclusion is required 
to be drawn.

Audit performance 2004-2014 - Cook Islands Tourism Corporation

The Finance team is responsible
for all finance and administration
duties of the 8 markets in which
we operate. That’s approximately
6,000 transactions, 11 currencies, 8
time zones and over 300 suppliers
a year!
Fom left to right – Cook Islands
Tourism CEO Halatoa Fua, Catherine
Healy (Finance Manager), Marcelle
Rossouw (Director of Finance)
and Teremoana Tangirere (Finance
Officer).
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Competition and other community re-
lated programmes. They will conduct a 
regular calendar of industry visits and 
inspections, and generally be the face 
of the Corporation in the industry and 
the community. This progamme will be 
launched in October and will comple-
ment the elements of the Kia Orana 
values project already underway.  
In time the Kia Orana Ambassadors 
programme will be extended and 
replicated in the industry and com-
munity.

aiming to increase the pass rate in-
cluding re-testing students who have 
not passed the theory portion of the 
course.  The long term objective of 
the course is to improve and maintain 
customer service levels throughout 
the tourism industry.

Bus Shelters with Rotaract

The community is being called 
upon to support the Rota-
ract Club of Rarotonga and 

their bus shelters competition.  Club 
members will be liaising with com-
munity leaders and businesses to 
mobilise local school students and 
the public to paint and decorate 
their bus shelters.  Donations are 
sought from the business communi-
ty to support this initiative including 
paint and brushes, timber, etc.  
Lets get behind this project and 
show our Kia Orana spirit even on 
the road side bus shelters! 

Say Kia Orana Campaign

DESTINATION DEVElOPMENT

Kia Orana Values Project gains momentum

We want to hear from YOU!
To have your say about the Kia Orana 

Values project, or to contribute 
by starting your own programme, 

contact the Destination Development 
team at Cook Islands Tourism. 

 
Metua Vaiimene - Director 

 metua.vaiimene@cookislands.gov.ck
or  

Noeline Mateariki - Project 
Coordinator 

 noeline.mateariki@cookislands.gov.ck

The ‘Say Kia Orana’ campaign 
continues as we encourage more 
use of ‘Kia Orana’ as our national 

greeting and the over arching core 
value of the Kia Orana Values project.  
Since the campaign started the use 
of ‘Kia Orana’ continues to increase in 
social circles, when customers are be-
ing served, when we are writing to each 
other, and generally throughout the 
community.  
The “Cook Islands made KIA ORANA 
brand” has been adopted by the 

Business Trade and Investment 
Board to label Cook Islands made 
products for sale locally and for 
export.  This is an exciting devel-
opment and more agencies and 
businesses are encouraged to 
use Kia Orana in their advertis-
ing and branding.  Businesses, 
schools, government agencies 
and the general public are en-
couraged to use Kia Orana in 
their everyday work!

Kia Orana Customer
Service

The certified Kia Orana Cus-
tomer Service has proven 
to be very popular with In-

dustry and the community.   
In fact the course is fully booked 
until January 2016 but those in-
terested are still encouraged to 
contact the Cook Islands Tertiary 
Training Institute to register.
The Kia Orana Customer Service 

course begins with the Kia Orana val-
ues to entrench our service culture in 
the identity of Cook Islands heritage.  
Once students are immersed in the 
Kia Orana values they then learn 
international standard Customer Ser-
vice.  
The Kia Orana values portion is not 
tested and assessed by City and 
Guilds but the remainder of the 
course is, conforming to international 
standards of customer service train-
ing.  Automatic qualification is not 
guaranteed and while the pass rate 
of 80% is quite high the Institute is 

Kia Orana Ambassadors Programme
Cook Islands Tourism will soon 

launch its Kia Orana Ambas-
sadors programme beginning 

with training and resourcing our own 
staff members as Kia Orana Ambas-
sadors.  This team will be responsible 
for maintaining communication and 
relationships with our visitors, industry, 
visiting trade and community.  They 
will showcase our destination to visit-
ing famil groups, maintain visitor infor-
mation at our offices and ports, liaise 
with the community for the Vaka Pride 

Kia Orana!

Show your mana 
say kia orana

Play your part in the Kia Orana campaign

•	 Greet everyone with Kia Orana
•	 Answer the phone with Kia Orana
•	 Start your emails with Kia Orana
•	 Wear your Kia Orana smile everyday
•	 Dress in Kia Orana wear everyday
•	 Share your Kia Orana spirit everywhere, 

even online!

MEITAKI

Following the successful launch of the Kia Orana Values project in 
June this year, the campaign continues to gain momentum and 
is generally supported in the community. Related to the project 

is the Vaka Pride Competition which you can read about separately 
in this newsletter. There will be more elements of the Kia Orana cam-
paign rolled out in the next quarter.
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The Vaka Pride Competition, as 
an extension of the Kia  
Orana Values project has begun.  

The Vaka Pride competition provides 
each Vaka on Rarotonga a chance 
to win funding towards a commu-
nity project of their choice. We are 
pleased to announce that all three 
Vakas Teau-o-Tonga, Takitumu, and 
Puaikura have registered under all 
three categories of the competition. 

The categories are Akono-i-te-ao-
Rangi, Tupuranga Tangata, and Peu 
Maori with each category focusing on 
a different aspect within the commu-
nity that impacts tourism, says Vaka 
Pride coordinator, Noeline Mateariki. 
A number of community initiatives 
have been nominated by each Vaka to 
receive funding if and when they are 
awarded as the winner for that cat-
egory.  The first judging of the com-
petition will be held in October with 
two more judging dates set for Febru-
ary and June of 2016. Results have 
already been compiled together from 
the Ministry of Health’s Tutaka, Police 

Department and Internal Affairs Oire 
Tama reports with insightful results to 
date. 

We look forward to seeing the re-
sults of National Environments, World 
Clean-up Day to gauge how each 
Vaka is managing their waste, says 
Noeline Mateariki.

Metua Vaiimene, Director of Destina-
tion Development would like to remind 
the community that the Vaka Pride 
competition provides us with the op-
portunity to activate our environmen-

tal and social responsibility of a Mana 
Tiaki, as we are all guardians of our 
environment.  

The Vaka Pride committee is made 
up of representatives from the Cook 
Islands Police, The Ministry of Internal 
Affairs, The Ministry of Health, Cook 
Islands National Environment Service 
and the Cook Islands Tourism Corpo-
ration. If you would like to learn more 
about the competition and how you 
can get involved within your Vaka con-
tact Noeline Mateariki on  
noeline.mateariki@cookislands.gov.ck 

DESTINATION DEVElOPMENT

Vaka Pride: Our Environment, Our Responsibility
The Vaka Pride competition provides each Vaka on Rarotonga a chance to win funding towards a community project of their choice. 

 

PRIZE FOR 
AKONO I TE 
AO RANGI 

$5,000
 

PRIZE FOR 
PEU 

MAORI   

$2,500
 

PRIZE FOR 
TUPURANGA

 TANGATA

$2,500

Finally the judging for Peu 
Maori will be on best voted 

flower and/or vegetable gar-
dens, bus shelters, best kept 
public toilets  and best kept 
public areas such as sports 

fields and burial grounds.

Judging for Akono-i-te-ao-
rangi will focus on most clean 
beaches, most clean streams 
that are free of animals, least 
amount of mosquito breeding 

sites, best reuse of rubbish 
and recycle centres. 

Judging for Tupuranga 
Tangata will focus on least 

reported dog nuisance com-
plaints & wandering dogs, 
and least reported crime. 

PRIZE POOL aND JUDGING CRITERIa

CLEAN UP THE 
WORLD DAY

Proud to be 
part of the

VAKA 
PRIDE

competition

RAROTONGA • 18 SEPTEMBER 2015
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The communications strategy will 
form the architecture of our work 
for the next 5 years and beyond.  

This encompasses a look at our brand 
and in essence determining our sto-

ries through messages and the global 
delivery of that message across all 
mediums.    
The USP discovery has been a 6 
month journey, starting in February 

with community consultation across 
industries and sectors. The over-
all objective of this workshop was 
to identify and determine the Cook 
Islands Unique Selling Proposition.   

Cook Islands Tourism completed 
the first stage of a five stage 
process to accredit suppliers of 

goods and services for the marketing 
department.  As a government statu-
tory body, the Corporation is required 
to follow the procurement policies and 
procedures as outlined by the Ministry 
of Finance and Economic Management.  
This process can be found through the 
procurement portal at mfem.gov.ck.
Given the global nature of the Corpo-
ration business and the need to meet 
government guidelines, it is neces-
sary that all companies, organisations 
and individuals that intend to work 
with the Corporation be vetted by a 
streamlined process using set criteria 
to ensure transparency, accountabil-
ity and value for money.

7 KeY MARKeTINg AReAs
CITMC have identified 7 key marketing 
areas in which companies can apply 
for accreditation: 
1. Branding & Creative Services 

(creative services agencies and 
similar) 

2. Trade (wholesalers, airlines, online 
travel agencies) 

3. E-marketing (website, online, so-

cial media) 
4. Representation (sales and mar-

keting, public relations) 
5. Communications (content, collat-

eral, imagery, moving footage) 
6. Media (online/digital, TV, print) 
7. Other 
This EOI process will assist in providing 
the Corporation with a list of suppliers to 
choose from when considering Requests 
for Proposals (RFP’s) in the future.
This will be an ongoing annual activity 
to maintain a current listing of global 
suppliers for all further RFP requests.

THe sTePs FOR ACCReDITATION
1. Interested suppliers apply online 

for accreditation at www.cookis-
lands.travel/EOI/accreditation/
goodsandservices 

2. The completed forms will be sub-
mitted to an accredited panel 
appointed by CITMC and will in-
clude: 
a. CEO, 
b. Director of Sales & Marketing, 
c. Director of Finance and Admin-
istration,            
d. representative of the CITMC 
Board, 
e. representative of the Cook 

Islands Tourism Industry Council 
(CITIC). 

3. The panel will determine your ap-
plication based on key criteria. 

4. MFEM will be formally notified of 
all successful applicants for final 
approval. 

5. Once final approval/advice is re-
ceived from MFEM, applicants will 
be notified in writing. 

The Marketing Accreditation Panel will 
evaluate applications based on the 
criteria outlined below. Assessment 
of the supplier’s capability to deliver 
the required goods or services will be 
based on the responses provided, 
previous experience of the supplier 
in delivering goods or services, as 
well as any subsequent due diligence 
undertaken by the Corporation. Ap-
plicants will be assessed on seven ar-
eas through a point allocation system 
1. Services Relevant to Business 

Requirements 
2. Resources Available 
3. Reporting Capabilities 
4. Relationship Management 
5. Demonstrated capability, capacity 
6. Demonstrated local experience 

and expertise 
7. Value for money / Pricing

Cook Islands Tourism strengthens procurement processes

DESTINATION MARKETING

USP diScoVery comPlete

the 15/16 focUS for deStination 
marketing iS a global ‘go 
to market’ commUnication 
Strategy – Stitching together 
the nationS UniqUe Selling 
ProPoSition (USP) with the 
elementS of meSSaging and 
deliVery –  that will ProVide 
all cook iSlandS marketerS and 
indUStry PartnerS a Platform to 
work from.
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DESTINATION MARKETING

A total of 85% of our visitors 
come from the Southern 
Hemisphere. They are visiting 

us during their winter and research-
ing our destination up to 6 months 
before they travel. As a result, page 
views from January - March are 14% 
lower than those for April - June. 
Our website traffic drop off in April 
- September, before ramping up 
again late in the year through the 
end of March of the year following. 

Social Media - the Cook Islands 
presence has experienced remark-
able growth in the last 6 months, 
with follower growth of +45% on 
Facebook; +33% on Twitter; +54% on 
Pinterest; +147% on Instagram. This 
was made possible through regular 
and engaging posts of beautiful im-
ages and videos of the Cook Islands 
and the sharing of posts from our 
followers. We also actively monitor 
our community of followers, replying 

  Website Page Views
Jan - Mar

Page Views
Apr - Jun

   Cook Islands 287,505         274,773 

   Australia 153,275         160,377 

   New Zealand 146,257           79,278 

   TOTAl 587,037         514,428 

to their questions and providing as-
sistance at every opportunity.

We encourage you to follow us on 
one or all of our social platforms.

FACebOOK:  
www.facebook.com/theCookIslands  

TWITTeR:  
www.twitter.com/CookIslands  

PINTeResT:  
www.pinterest.com/CookIslands 

INsTAgRAM:  
www.instagram.com/CookIslands 

YOUTUbe:  
www.youtube.com/CookIslandsTourism  

gOOgle+: 

www.plus.google.
com/+CookIslandsTourism 

ci TOurisM Online

The panel of representatives in-
cluded; Nadine Newnham (Offshore 
banking/Community), Anne Herman 
(Tours/Activities), Kairangi Samuela 

(Non-Government Organisations), 
Dylan Harrison (Independent, ad-
vertising, production), Teina Macken-
zie (Voyaging/Community), Makiuti 
Tongia (Culture), Thomas Koteka 
(Aitutaki/Accommodation), Marcus 
Niszow (Accommodation).
The USP discovery workshop was 
completed with the delivery of two 
reports, identifying the ingredients 
for a true, distinctive and uniquely 
Cook Islands proposition. With the 
assistance of Dylan Harrison from 
Te Rua Manga Productions, further 
strategic work ensued in the last 
few months and has now evolved to 
form the ‘Brand Foundations’.  Fur-
ther consultation within the indus-
try to report our findings continues 
and to date the outcome has been 
extremely positive.  The Corporation 
presented to the wider industry at 
the global breakfast update meet-
ing on September 17 at Edgewater 
Resort.
Common denominators with the 
work is that the message needs to 

be ‘simple’ and speak the ‘truth’ 
about the destination.  We need 
to ‘cut through the clutter’ and ‘be 
memorable’. 
The strategy will expand to encom-
pass a socially led approach, creat-
ing awareness by using the digital 
‘social’ space amongst other media 
outlets.  The outcome of this work 
will form a suite of marketing assets 
creating a comprehensive com-
munications architecture across all 
stages of the sales funnel (aware-
ness, consideration, conversion). 
This leads to a long term sustain-
able presence, creating awareness 
and building equity into our brand.
The next step is to tender for a Cre-
ative Services Agency and Website 
Developer who can bring this work 
to life.  
The Corporation has begun this 
process with ‘Expressions of Inter-
est’ (EOI) currently out in the public 
domain. Once accredited suppliers 
have been identified and approved 
by the Ministry of Finance and 
Economic Management (MFEM), a 
Request for Proposals (RFP) will be 
sent to these accredited companies.  
This is expected to be completed by 
the end of September.
The focus will then be on the full 
completion of our marketing assets 
– with a priority on the Corporations 
website www.cookislands.travel and 
a delivery date of January 2016 (if 
not sooner).
For more information please do not 
hesitate to contact Director of Sales 
& Marketing Karla Eggelton or Mar-
keting Manager Christian Man.   

The USP discovery has 
been a 6 month journey, 
starting in February with 
community consultation 

across industries and 
sectors. The overall 

objective of this workshop 
was to identify and 
determine the Cook 

Islands Unique Selling 
Proposition

we need to ‘cUt 
throUgh the clUtter’ 
and ‘be memorable’ 
SometimeS challenging 
the ViSitorS thinking
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FEATURE STORY - KURAMOO TROPIcAl FRUIT ORchARDS

“Getting it started 
was the hard part...

but once that’s done 
you can focus on 
maintaining the 

orchard, picking the 
fruit and planning 

your next step.”

family business, Kuramoo Tropical 
Fruit Orchards, which the couple inde-
pendently own and operate. Kuramoo 
consists of an acre section, filled 
with fourteen tropical fruit varieties 
including; pawpaw, pineapple, Tahi-
tian lime, passion fruit, dragon fruit, 
apple, mango and lychee.  After only 
fifteen months, the start-up orchard 
is now able to meet the demand for 
fresh quality fruit aboard The Vaka 
Cruise for visiting tourists to enjoy. 
Any excess is sold to local resorts and 
eateries.
Taa and Iro were introduced to Brian 
Paxton, horticulturalist extraordinaire, 
who operates Manea Nui Planta-
tion on Rarotonga and often visits 
to catch up on progress and offer 
further advice as the orchard devel-
ops.  “Brian is our inspiration behind 
this project, he has really encour-
aged and help us get to this stage. 
The whole orchard is professionally 
planned, every plant and tree has 
been placed for a purpose,” says Taa 
as she boasts about the wind break-
ing hedge surrounding the property.
The future was not always clear for 
Taa who was tempted by better job 
prospects to live and work in Australia 
after promoting Cook Islands dance 
and culture around the world with 
various dance troupes.  
Coincidentally, she was approached 
by Ewan Smith to manage The Vaka 
Cruise in Aitutaki which convinced her 
to stay and explore what opportuni-

A fruitful future for fresh produce on Aitutaki
Proud Aitutaki business woman Taa Maao (inset) has seized the opportunity to fill a need for fresh fruit on her home island. 

Distinctive tropical climate, 
pristine lagoons, breath taking 
scenery and budding in eco-

nomic development – Aitutaki is next 
to Rarotonga in offering the best 
marketable destination in the Cook 
Islands.   
Tougher competition from other Pa-
cific destinations prompt the Cook 
Islands to continue to differentiate 
itself in order to attract a grow-
ing number of tourists. Fresh, locally 
sourced fruit and vegetables are a 
central component of the unique 
tourist cuisine experience, however, 
an erratic supply to the industry 
makes this fairly difficult. 
Socio-economic changes in the early 
90’s influenced the motivations of 
local growers’ which began a struc-

tural shift away from agriculture 
and towards tourism related indus-
tries.  This also prompted the need 
for agricultural produce imports as 
substandard quality of local produce, 
inconsistent and insufficient supply 
became apparent.    
Aitutaki business woman and man-
ager of the Vaka Cruise Taa Maao, 
knows all too well the struggle with 
sourcing fresh local fruits for guests 
to enjoy.  “It’s hard to find quality 
fruits here”, says Taa, “some morn-
ings I have to go into the bush to 
look for wild pawpaw and seasonal 
fruits if the local growers don’t have 
enough.” 
Seizing this opportunity, the driven 
mother of four, along with her part-
ner Iro Maoate, started their new 
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ties lie for her on her island home-
land of Aitutaki. “I am so glad I stayed, 
there’s no place like home.” 
Taa is also no stranger to the chal-
lenges of the plantation life.  Her 
grandfather and the former principal 
of Araura College, Piri Maao, taught 
her a great deal about agriculture 
in the early days and this is evident 
in the methods used in her orchard, 
which are simpler, yet very effective.
Maintenance of the orchard is mini-
mal, thanks to polythene linings that 
prevent weeds. An effective irrigation 
system has also been put in place 
which only runs 15 minutes per row,  
per week, if there is no rain.  
“Kare tari pakete vai like back in the 
days,” she jokes.  “We don’t waste 
water here at Kuramoo with a 24 
hour drip system.  We have a rain 
reader onsite to measure rainfall 
levels, which helps us determine if we 
need to use the irrigation system if 
our crops are not getting the water 
they need.”  Over a year has passed 
and the irrigation system still runs in-
dependently.  
Kuramoo orchard still waits for their 
water connection to be switched 
onto the islands main water system, 

despite having already paid for the 
connection. 
The motivation behind this venture 
was to create something as a family 
while encouraging her children to get 
involved and be inspired to do some-
thing different.  
The supply of fresh quality fruit is 
only the beginning, with plans on the 
horizon that boast exciting tourism 
prospects.  
“Getting it started was the hard part,” 
says Taa, “but once that’s done you 
can focus on maintaining the orchard, 
picking the fruit and planning your 
next step.”   
Taa wishes to convey her gratitude to 
Brian Paxton, Ewan Smith, Air Raro-
tonga and all her family and friends 
for their help and support during this 
exciting venture.  
The passionate Aitutakian is proud 
of this achievement and hopes to 
encourage and inspire other Cook Is-
landers to seek out opportunities and 
tackle them head on. 
“I am so proud of what we have 
achieved, and look forward for a fruit-
ful future.”     
story and images: Daniel Fisher

after only fifteen 
months,  
the start-up 
orchard is now 
able to fill the 
demand for fresh 
quality fruit 
aboard The Vaka 
cruise 

The motivation behind this venture was to create something as a family while encour-
aging her children to get involved and be inspired to do something different

  The supply of fresh quality 
fruit is only the beginning, 
with plans on the horizon 

that boast exciting tourism 
prospects
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INTERNATIONAl MARKET UPDATES

New ZealaNdmarket update

The New Zealand market was 
up 2% for the 2014/15 financial 
year (July 2014 to June 2015), 

securing the best financial year ever 
for visitor arrivals out of New Zealand.  
The 2015/16 financial year has start-
ed positively, with July up 9% on the 

same month last year. Forward airline 
and hotel occupancies are looking 
solid through to December, but it is a 
little soon to forecast January 2016 
onwards.
We are currently working on some 
very exciting initiatives that will hope-

fully come to fruition soon, generating 
additional arrivals from the NZ mar-
ket. We also have more brand and 
tactical advertising planned through 
to November 2015, some with our 
major trade partners.

The Feel Raro was launched in the 
New Zealand market mid-January 
2015. 
A large component of this campaign 
was brand advertising which was 
delivered directly to the consumer via 
digital banners, national press, out-
door billboards and online videos.
There are three online videos - Feel 
Freedom, Feel Relaxed and Feel The 
Love, with Feel Relaxed receiving the 
highest number of online impressions. 
The videos have been performing ex-
ceptionally well with an average view 
through rate of 42% each month. As 
consumers have the ability to skip our 
ad, this means that 42% have chosen 
to watch a minimum of 30 seconds 
of the video, which is more than triple 
the industry average! The videos have 
generated over 1.8m views.
Paid display banners have generated 

#FEEL
RARO

#FEEL
RARO

over 2 million impressions and deliv-
ered over 25,000 clicks to the www.
feelraro.co.nz website via search.
Digital banner ads pointing to www.
feelraro.co.nz have recently featured 

in the MindFood eDM and Bauer 
Media eDM as well as various travel 
related websites.

cAmpAign

ThE

SPANTO
Cook Islands Tourism is part of SPAN-
TO (South Pacific Association of 
National Tourism Offices). This year 
SPANTO is conducting a roadshow for 
retail travel agents through regional 
New Zealand.  The first event was held 
in Nelson on the 21st of July and was 
attended by 25 agents.  The second 
event was held in Napier on the 25th 
of August and attended by 30 agents.  
This is a great opportunity to connect 
with the smaller regions and spend 
quality time answering questions from 
agents and providing an update on 
the Cook Islands.  Further events are 
scheduled for the 20th and 21st of Oc-
tober 2015 in Tauranga and Rotorua, 
and Auckland on the 2nd or 3rd of De-
cember 2015.
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INTERNATIONAl MARKET UPDATES

AUSTRALIA market update

Cook Islands Tourism is thrilled to be 
involved in the first global instaRELAY 
initiated by Helloworld to celebrate 
World Tourism Day on Sunday 27 
September. 
Partnering with over 60 countries and 
more than 75 Instagram influencers, 
Helloworld is creating an Instagram 
relay entitled #helloworldRELAY that 
will capture countries, cities, people 
and places, through creative and 
inspiring images on the same date 
across the world.
The relay is a social media move-
ment to unite and inspire travellers to 
visit destinations around the globe. It 
begins in Samoa at Cape Mulinu’u at 
sunrise and will finish 36 hours later in 
the Cook Islands.
“We feel very privileged to be a part of 
this innovative campaign run by Hello-
world”, says Kerryn Cook, General Man-

ager Australia. “We’re excited to see 
how our influencer captures the spirit 
of the Cook Islands so the whole world 
can see who we are and what we offer 
beach holiday seekers as a tropical is-
land destination unlike anywhere else.”
Instagrammer Mark Clinton will 
be in the Cook Islands from 
the 19 Sep and there will be 
more details to follow on the 
sales aspect of this social 
media campaign.
To be a part of the RELAY 
follow @cookislands and @
helloworldAU on Instagram, 
Facebook and Twitter or go 
online at relay.helloworld.
com.au or simply search  
#helloworldRELAY.

The Australian market is celebrating 
the upcoming summer season with 
the launch of the ‘You’ll love discover-
ing new’ campaign with some amazing 
savings and package deals supported 
by all distribution channels. 
Up until 15 September, airfares for 
the weekly direct Sydney-Rarotonga 
service with Air New Zealand are 
from $289pp one way, Seat only 
(including taxes) for travel outbound 
24 October-5 December 2015, 9 
January-2 April 2016 or 23 April-25 

June 2016. Returning 30 October-25 
December 2015, 22 January-8 April 
2016, 30 April-1 July 2016. Cook Is-
lands Tourism has a host of air and 
land packages to Rarotonga, Aitutaki 
and Atiu.  See http://sale.cookislands.
travel/packages 
General Manager Kerryn Cook says, 
“It’s important that we direct as much 
of our marketing dollars into the low 
and shoulder season to fill the gap 
and to ensure that Australians, who 
do travel year round, have options to 

choose from”.  
Australia can look forward to heavy 
campaign activities for the next 6 
months and social activity to help 
move potential travellers through the 
pathway to purchase.   
On 31 October, we kick-start our an-
nual Marketing Managers and VIP/In-
fluencer famil, followed by Kia Orana 
Cook Islands (KOCI) on the 7 Novem-
ber.  There is still time to register or 
be involved, so make sure you con-
tact our office.  

Industry 
Blitz 2015
There were plenty of new things to 
discover when the Australian arm 
of Cook Islands Tourism hit the road 
from the 31 August for its annual In-
dustry Blitz over a week.  
More than 600 agents attended the 
latest product news at events in Mel-
bourne, Brisbane and Sydney.
The roadshow coincided with the 
consumer sale taglined ‘You’ll love 
discovering new’, that was promoted 
in digital and social media advertising, 
to the Australian offices 25,000 plus 
consumer database and also associ-
ated TripAdvisor and Expedia cam-
paigns also clicking through to a full 
range of partner packages.  
“This year’s roadshow is designed to 
position the Cook Islands as a unique 
destination choice, quite distinct from 

our South Pacific competitors,” said 
General Manager Kerryn Cook.  
The shows combined networking with 
our valued supplier partners, cultural 
showcases, destination and product 
presentations and a host of prize 
giveaways.  Feedback has been ex-

cellent.  
A big meitaki to the Australian team, 
Stephen Doherty, MC extraordinaire, 
Papatua Papatua for his amazing ef-
forts and support, and all of our par-
ticipating supplier partners:  Air New 
Zealand and Virgin Australia.  

 40%  

Cook Islands gearing up for #helloworldRELAY

from 400 to 

23,000+

SOCIAL MEDIA GROWTH
2014/15

new likes

more than 

22,000+

More  
than 
of social media 
activity leads to 
bookings
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INTeRNATIONAl MARKeT UPDATes

SOUThERn EUROPE
Southern Europe closed the 2014/15 financial year with 
a growth of +17.3% . The average $ spend per visitor is 
amongst the highest in the world. The analysis from sup-
pliers estimate that each South European spends in ex-
cess of NZ$ 380 per day while in the Cook Islands for an 
average stay of 8 days and visiting at least 2 or 3 islands. 
The Corporation focus is on 3 key markets; Spain, France 
and Italy (155 million people). The core activity is to grow 
consumer awareness via media relations producing over 
200 pages of print articles and hundreds of web pages 
for a combined advertising value of over $25 million. The 
target traveller remains honeymooners ,weddings, fami-
lies and new entry markets.  
The marketing activity will concentrate on growing  fol-
lowers on foreign language social media channels (like 
our Facebook pages in Spanish, Italian and French (#iso-
lecook #islascook #ilescook ). There is also the launching 
of local language websites, media and trade famils and 
travel agent training. The consumer marketing will focus 
on bridal media & consumer shows.

nORThERn EUROPE 
Forward bookings out of Germany (being the biggest 
European market to the Cook Islands) up to the end of 
March 2016 are looking very positive and are showing 
growth compared to the previous year. 
The other markets such as Switzerland, Austria and the 
Netherlands, are slightly behind their last year’s figures. 
However, the Northern European office is planning a se-
ries of marketing activities and campaigns in all countries, 
which will have a long term impact on future bookings. This 
is a growth strategy for all central European markets. 
In the Netherlands, the Cook Islands will be aired on TV 
in the Dutch travel TV series “Floortje travels to the end 

UNITed KINgdom
The UK is a matured market for long-haul travel. The UK 
market is benefitting from a strong £ Sterling. The New 
Zealand dollar is currently $2.43 = £1, compared to $1.96 
this time last year. This makes the Cook Islands along with 
New Zealand (and similarly in Australia) a more afford-
able option, by as much as 25% cheaper to stay.  

For the travelling public to reach Australasia, the domi-
nance of the Middle East carriers from UK and Nordic 
gateways, are seeing more people flying East to Austral-
asia, rather than West (with New Zealand). With Emirates 
offering 15 flights per day from the UK (8 A380’s), Etihad 
7 flights per day (2 A380’s) and Qatar 7 flights per day (2 
A380’s) the marketing behind these strong brands, cou-
pled with extremely competitive fares, makes flying East 
the first choice for many. The risk for the Cook Islands is 
that they are not coming near the South Pacific. 

Cook Islands Tourism have been nomi-
nated by Selling Travel magazine as the 
best breakthrough destination, as voted 
by the UK retail travel agents. With over 
12,000 retail travel agencies in the UK, our 
objective is to increase awareness of the 
Cook Islands to these front line sales staff. 
Whilst many of the key wholesalers, such 
as Trailfinders have front line sale staff, it is 
these and the independent agents we have 
been targeting to host them to dinners and 
presentations on the Cook Islands. In order 
to make the Cook Islands personal we are 
introducing them to the people, the desti-
nation and the team here in the UK. During 
the summer months we hosted events in 
London, Birmingham, Manchester, Leeds, 
Liverpool, Newcastle and Edinburgh.

geRMAN ‘DReAMbOAT’
‘Traumschiff’ (Dream Boat) 
is one of the most success-
ful series in the German 
speaking countries, portray-
ing exotic destinations and 
its people within a movie 
format. In each episode, the 
country visited plays an ex-
ceptional role: It is the set-
ting for a considerable part 
of the stories presenting its 
beauty, its people and its 
culture and history. 
Dreamboat “Cooks Islands” 
will be broadcast on New Years Day at Prime Time 
8:15 p.m. and will reach an audience of over 13.5 mil-
lion viewers across Germany,  Austria and Switzer-
land. Cook Islands Tourism supported the film crew 
with location scouting, filming permits and logistics. 
Cook Islands Tourism used the momentum by send-
ing a German press famil to Aitutaki during the film 
shooting in January 2015, which will result in articles 
about the Cooks published in late December, shortly 
before the broadcast of the “Traumschiff”.

of the world”. This will be held on October 28 as Floortje 
travels to the most remote and beautiful destinations 
in the world. This episode was filmed on Rarotonga and 
Palmerston earlier this year.
In Switzerland, the Cook Islands was recently featured on 
a 3-page spread in the national travel magazine “Fern-
weh” (longing for the faraway) plus we will continue pro-
moting the Cook Islands with diverse tour operators in 
Switzerland over a period of 9 months beginning this Oc-
tober. 

Keep up with the latest news on VAKA PRIDE
www.kiaorana.cookislands.travel

With Vaka Pride, Tourism Thrives
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nOeline MaTeariKi 
desTinaTiOn deVelOPMenT cOOrdinaTOr

Meet the team...

ChInA
With great exposure for Cook Islands on social media, Chi-
nese travel agencies are considering Cook Islands more as 
a new potential destination. In addition, Air China has con-
firmed commencement of their daily flights from Beijing to 
Auckland starting 8 December 2015. China Eastern will also 
have daily flights from Shanghai to Auckland from January 
2016. As the accommodation in Auckland cannot meet the 
demands from the Chinese market, Cook Islands Tourism 
are encouraging travel agenices to promote the Cook Is-
lands as a solution. In addition, the Virgin Australia office in 
China is continuing to cooperate with Cook Islands Tourism 
by securing 120 seats for the China market from January 
20 – March 24. 
A major highlight from Cook Islands Tourism is the planned 
media famil due to arrive in Rarotonga in October 2015. 
We have invited a top celebrity couple to fly to Aitutaki for 
a photo shoot, which will result in great exposure for the 
destination in China.  
Following this project, Cook Islands Tourism has organised a 
famil trip for travel agents from China Eastern and Vtour in 
late October, as well as the Kia Orana Cook Islands (KOCI) 
at the end of November. This will facilitate travel to the 
Cook Islands in the low season from January to March. 

` WebsITe lAUNCH PlANs
Cook Islands Tourism has worked to build a solid 
base of loyal and proactive trade partners in   
the region, supported with a successful media 
relations campaign. This is to raise the profile of the Cooks 
as a desirable and authentic Polynesian dream holiday 
(Polynesia is in top 3 most desirable honeymoon destina-
tions).
In dealing with foreign cultures, it is important to inter-
act with customers using the local language. Cook Islands 
Tourism launched a number of social media channels last 
year including Facebook, Instagram, Twitter and Google + .
The next phase will see the launch of user friendly local 
language web sites.  
The sites are due by the end of October and will be vital 
in providing relevant information and access to package 
deals especially to our followers on the socialmedia chan-
nels.

COOK IslANDs ON FRONT 
PAge OF MAFeNgWO.CN 

Right after CAISSA Bora Bora & Aitutaki “Ultimate two 
islands charter flight”, Cook Islands Tourism organized 2 
media trips in March and June this year. The five writers 
are popular internet bloggers and their articles and beau-
tiful shots brought a popular internet buzz for the Cook 
Islands. From August 22 to September 10, there were 25 
articles posted on social media which all discussed the 
Cook Islands. The most popular article, “Polynesian trea-
sure – Cook Islands”, has been selected to go on the front 
page of mafengwo.cn. This is a Chinese travel website 
that enables users to share travel experiences with each 
other.

What do you do on a day to day basis in your role?

Multi-tasking! Destination Development deals with 
a wide range of projects from infrastructure to 
industry training & standards and events. Multiple 
projects run simultaneously which you need to 
prioritise and not forgetting budgets need to be 
monitored closely as well!

Proficient writing skills! It might sound strange but 
it’s actually what you’re doing on a daily basis 
conversing with people whether it be to provide 
good or bad news regarding funding for their 
project, following up on action items and writing 
media releases to inform the community on key 
Destination Development activities. 

What is the most rewarding part of your job?

Working with the people to complete destina-
tion development projects. I have learnt so much 
about our community, the history of a particu-
lar occasion and how things operate. Take the 
Rarotonga Information Storyboards & Vaka Pride 
competition for example it’s been so interesting 
to learn how each Vaka functions to achieve its 
goals.

What is the most challenging part of your job?

Juggling a number of projects at the same time! 
There are always different layers of a project 
that need to be dealt with before it can progress 
which can present both opportunities and chal-
lenges. 

What is the Kia Orana Value that resonates with 
you most?

Mana Tiaki. As a Cook Islander I strongly believe 
that we can all make a difference no matter how 
small towards preserving our history, culture, and 
environment. With the position I hold here at Cook 
Islands Tourism I feel I am able to contribute as a 
keeper and guardian of my heritage.
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JapaN 
Due to the weak position of the Japanese YEN in cur-
rency exchange markets, Japan has been experiencing 
a lull in outbound travel recently. While the Japanese 
inbound travel market from outside Japan is booming, 
destinations are faced with the challenge of motivating 
the Japanese consumers to travel overseas.  
However,  “Active Senior Travellers” (65 and over) are still 
travelling and exerting traction on the state of the Japa-
nese economy.  They have a large amount of disposable 
time and money to spend on travel, as well as possessing 
the most ‘curiosity’ for new experiences compared to 
other segments. 
Although Cook Islands Tourism Japan targets all types 
of Japanese overseas travellers, such as resort lovers, 
Honeymooners and affluent families, the Active Senior 
will be positioned as the one of the key target segments 
for the Cook Islands in 2016/17.

`
FIRsT KOCI JAPAN MARKeT
At the end of November 2015, Cook Islands Tourism will 
be hosting its first KOCI for the Japanese market, with 
great support from Air New Zealand. This year, tour 
planners from Japanese tour operators and travel 
agencies which specialise in beach resorts will be invit-
ed. They will observe the attractions of the destination 
and the quality of the products. We will be inviting tour 
operators which are familiar with dealing with senior 
aged travellers, small groups, honeymooners, students, 
young ladies, and the market of SIT (Special Interest 
Travel). The participants will travel to both Rarotonga 
and Aitutaki, and will experience the products and 
people in order to create Cook Islands tour products for 
Japanese visitors in the future.

NEWlY AccREDITED TOURISM OPERATORS
The Cook Islands Tourism Accreditation scheme has a total of 193 fully accredited members 
with six new members currently being assessed. The quality assurance programme is run 
by the Cook Islands Tourism Industry Council in partnership with the Cook Islands Tourism 
Corporation. 

IKURANgI eCO ReTReAT 
Ikurangi Eco Retreat is the first purpose-built eco accom-
modation in the Cook Islands.  
The dream of husband and wife, Matt and Luana Scow-
croft, Ikurangi was created to give visitors to Rarotonga 
the option of a holiday that doesn’t compromise the envi-
ronment.

KAIReVA beACH HOUse
This extraordinary eco-friendly beach house is located on 
an exceptional property. The house has been made with 
locally grown and milled Spanish red cedar timber has 
been naturally treated with oils and wax. Set on the his-
torical Avana Harbour with amazing views, organic garden, 
swimming pool, traditional canoe, private beach and boat 
mooring. 

INTeRNATIONAl MARKeT UPDATes

When we say

IT’S ALL
GOOD
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TOTAl VIsITORs July Jan-Jul

2015 14,362 66,597

2014 13,184 65,105

Variance 1,178 1,492

Variance % 8.9% 2.3%

NeW ZeAlAND July 2015  Jan-Jul  2015

2015 10,590 43,074

2014 9,764 42,220

Variance 916 854

Variance % +9% +2%

AUsTRAlIA July 2015  Jan-Jul  2015

2015 2,252 9,488

2014 1,968 11,526

Variance 284 -2,038

Variance % 14% -18%

NORTH AMeRICA July 2015  Jan-Jul  2015

2015 495 4,065

2014 516 3,974

Variance -21 90

Variance % +4% +2%

VISITOR ARRIVAl STATISTIcS
Total visitor arrivals were up in total 
by +8.9% for the month of July +2.3% 
for Year to Date (YTD) calendar year 
and +8.9% for YTD financial year.

These are the highlights for July 2015 
against the same period last year;

by Year to Date
(Calendar Year)
Most incremental visitors Year to 
Date Jan-Jul 15 

New Zealand +854 pax
Highest growth % Year to 
Date Jan-Jul 15

New Zealand +2%
by Month
Most incremental visitors for the 
month of Jul 15 

New Zealand +916 pax
Highest growth % for the 
 month of Jul 15  

Australia +14%
eUROPe July 2015  Jan-Jul  2015

2015 644 5,094

2014 642 5,178

Variance 2 -84

Variance % 0% -2%

AsIA July 2015  Jan-Jul  2015

2015 26 355

2014 113 478

Variance -87 -123

Variance % -77% -25%

OTHeR July 2015  Jan-Jul  2015

2015 355 4,521

2014 181 1,729

Variance 174 2,792

Variance % +96% +161%

Kia Orana 
Ser vice course

2 DAY INTERACTIVE TEAM BUILDING 
CUSTOMER SERVICE TRAINING PROGRAMME

Cook Islands Tertiary Training Institute in partnership with Cook Islands Tourism 
Corporation are pleased to off er an accredited Customer Service programme 
Date:   Two day programme - contact us for the next available dates
Time:   9am – 2pm 
Venue:   Cook Islands Tertiary Training Institute, Ngatangiia
Register:    Free of charge

Topics include: Kia Orana Values • Introduction to 
Customer Service • Eff ective Communications • Presenting a 
Positive Professional Image • Handling Customer Complaints

www.cookislands.travel

For more information on the Kia Orana Service course phone Courtney Papatua  on 22628
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UPCOMINg eVeNTs

sevens in Heaven 5-7 November
This tournament has been likened to a tropical version of the Welling-
ton 7s, with fun novelty sub events complimenting the rugby games. 
The CITC Costume Competition and the ANZ Dash For Cash provide 
spectators with the opportunity to revel in 7s fun and make some extra 
cash. There is a wide variety of vendors with delicious food options to 
help satisfy your 7s appetite. Set against the backdrop of the beauty 
and charm of the Cook Islands, the Sevens In Heaven event is one you 
do not want to miss!

Tiare Festival 20-26 November
The floral festival week features many float parades with flowers 
adorning the floats. The Miss Tiare pageant and Mama Muumuu pag-
eant also take place during this time. There are many floral arrange-
ment and floral display competitions. The local businesses in Rarotonga 
also display flower arrangements and decorations around their offices 
and locations.

Vaka eiva 20-28 November
From small beginnings in 2004 Vaka Eiva is now in its twelfth year and is 
a bucketlist on the world stage of Oe Vaka events. Held in the last week 
of every November, Vaka Eiva draws between 700 to 1200 paddlers 
annually to compete in a week long regatta of ocean racing, incorporat-
ing V1 & OC1 individual Iron and V6 Iron (12km & 18km), lagoon sprints 
500m and our supreme challenge 36km Round Rarotonga Relay.

Motu2Motu – 1 December
What better way to finish your 2015 Vaka Eiva campaign and trip to the 
Cook Islands than visiting beautiful Aitutaki and racing M2M! 36kms, 7 
legs, 6 changeovers, mixed crews of 12, 1 awesome day. 2011 saw the 
creation of what was only a simple idea of seeing the Aitutaki Lagoon 
from a different perspective and making a race of it. From that idea, 
Motu2Motu was born. In 2011, 17 international paddlers participated in 
our first race. In 2012 and 2013, the event grew bigger and better each 
time and the 2014 event was our “feel good” event with many com-
menting 2014 as “the best Motu2Motu yet”.

Cook Islands Tourism 
Industry Awards

NOW MOVED TO 15  04   2016


