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Introduction and Purposes of the Research 

TNS is pleased to present the results of this cruise market profile study to Cruise Lines International Association (CLIA).  

Understanding the current cruise market as it relates to the overall population and helping cruise lines target previous 

customers and potential new ones are the study’s main purposes.  To this end, the report outlines the behaviors of cruisers 

and the specific factors that influence the types of cruises that people take.  Specifically this study: 

Calculates the percentage of the population that has ever taken a cruise or vacation in the past three years, as well 

as measuring the percent of the population that is interested in taking a cruise, package, or resort vacation in the next 

three years 

Identifies the specific cruise lines experienced by cruisers and analyzes the types of cruises in which people indicate 

an interest in the next three years, as well as the location planned for their next cruise trip 

Gauges monetary spending patterns while on a cruise or other vacation OR a cruise vacation 

Surveys cruise patterns such as:  number in usual travel party, their relationship to the respondent, length of trips, 

and the reasons for them 

Classifies travelers as to how they gather information and conduct research for vacations, the amount of time in 

advance they begin their research process, and the level of influence of each source upon their final choice 

Measures satisfaction level of travel agent users with their travel agents and provides consumer perceptions of travel 

agents 

Collects demographic information 

Comparisons are made to prior studies conducted 2004, 2006, and 2008, with these noted survey variations: 

The definition of cruising expands to river cruises in either the US or Europe (2008) 

Data for 2008 and 2011 were collected during periods of economic stress (economy and fuel costs).  

NOTE:  Cruisers in 2008 and 2011 include US/European River cruisers and boost the 2011 cruise population by 

about four percent – there are 29 cruisers in the sample who cruised only rivers (no ocean) out of a total of 745 

cruisers. 



Methodology 
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Methodology 

Since 2004, the research has been conducted online via TNS’ website and sample was drawn from TNS 6th dimension US Panel, a 

nationally representative panel (1,000,000+ households) of the US household population.  Conducted from March 2 through March 14, 

2011 (plus a refield April 15 through April 20), a total of 1,354 US residents were interviewed, a still robust, but smaller sample than 

three years ago (2,426).  

Quotas ensured representative participation of males and females.  In addition, all respondents are at least 25 years old, have a 

minimum household income of $40,000 and are weighted by age and income to account for response bias. Respondents fall into one 

of three categories: 

Cruiser (one who has ever taken a cruise) 

Vacationer (took a vacation away from home for at least 3 nights in the past 3 years and never cruised) 

Non-cruiser/Non-vacationer (never cruised and have not vacationed in the past 3 years) 

Respondents completed one of three questionnaire versions based on the above cruise or vacation habits: 

Those who have cruised responded to questions about their most recent voyage 

Vacationers provided information about their most recent trip (not a cruise, within three years) 

Others, with no cruise or recent land-based trip, completed demographic questions.  

In the report, Cruisers fall into four segments:  Destination, Luxury, Premium, and Contemporary.  Since they may have cruised ships 

in more than one segment, it is important to note that these groups are not mutually exclusive.  

  2006 2008 2008 (WTD) 2011 2011 (WTD) 

Total (NET) 2,482 2,426 2,426 1,354 1,354 

Random 2,275 NA NA NA NA 

Cruiser (NET) 1,150 1,130 1,081 802 745 

Cruiser exc. River NA 1,104 1,058 692 645 

Destination 53 75 69 40 44 

Luxury 69 67 62 52 40 

Premium 345 364 336 316 245 

Contemporary 854 821 793 621 590 

A total of 1,354 completes at the 95% confidence level, represents results at 3%. 
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Executive Summary / Implications 

This study profiles the characteristics of cruisers and compares them to other US adults; it also 

reviews the kinds of cruises they took in the past, cruises that they may take in the future, their 

spending patterns, what factors influence their cruise selection, and how to expand the cruise 

market.   Interviews were conducted online with 1,354 past cruisers and non-cruisers. 

Where appropriate, trends are tracked by comparing results to previous waves of the study 

conducted in 2004, 2006, and 2008.  The methodology mirrors that of these prior waves, using a 

household income requirement of $40,000 and an online data collection process.   

Profile 

As designed, the study represents a core target market and  

cruisers within that target market tend to be more upscale:   

Median household incomes ($82,000 market; $97,000 cruisers;  

$75,000 non-cruiser/vacationers) 

High proportion of college graduates (71%; 76%; 67%). 

Other characteristics include:   

Median age (47 market; 48 cruisers; 46 non-cruiser/vacationers) 

Many retirees (16%; 20%; 14%) 

An  even split by gender as imposed by quotas 

Most are married (79%; 79%; 82%)  
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Executive Summary / Implications 

Vacation Types 

Although less than in 2008, visiting friends and relatives (67% from 78%) remains, by far, the leading 

type of vacation taken in the past three years.  Only two other types attract at least a quarter of all 

travelers:  land-based non-packages (38%) and ocean/river cruises (27%).  Of the ten types of 

vacations measured, only cruising posts a gain from three years ago.   

Within the target market (25+ and $40,000+ household income), cruising (45%), visiting friends/ 

relatives (46%), and resort trips arranged by the traveler (45%) have the highest proportion of 

extremely satisfied customers.  All inclusive resorts (43%) and land-based escort tour (42%) rank 

highly as well.  All others satisfy (extremely) 40% or fewer of their guests/visitors. 

Past cruisers view various vacation types similarly, giving nearly equally high marks to all-inclusive 

resorts (47%), cruising (45%), visiting friends/relatives (45%), and self-arranged resort trips (45%).  

Spending 

Spending by cruisers and vacationers for an average one-week vacation rises slowly, but steadily, now 

averaging $1,500 per person – from $1,470 in 2008, $1,410 in 2006, and $1,303 in 2004.   

By vacationer type, cruisers spend considerably more (by almost 25%) on vacations than non-cruisers 

($1,700 vs. $1,300).  Of cruisers, passengers on Destination/Specialty/Niche ($2,900) and Luxury lines  

($2,500) spend the most.    

Travel Party 

Vacationers (cruisers or not) usually travel in pairs.  Both types usually travel with spouses (80% 

cruisers; 78% non-cruisers) and virtually no one travels alone (2% cruisers; 3% vacationers).  Cruisers 

continue to be less likely travel with children than non-cruisers (31% vs. 38%), with the proportion 

declining in both groups from three years ago (34% vs. 41%). 
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Executive Summary / Implications (continued) 

 

Vacation Decision Makers 

More than half (60%) of travelers research vacations themselves, whether cruisers or not.  However, 

when it is time to make the actual decision, travelers tend to involve their spouse (45% jointly; 39% 

self).  When the decision is made solo, females slightly more often claim to make it (41% vs. 38% 

males). 

Vacation Influences 

Among information sources, the destination website element (39%) remains the leading influence – 

ahead of word of mouth (35%) and always wanted to go there (31%) – and is the only one of the top 

four that marketers can directly control.  Besides those just mentioned, spouse/travel companion (36%) 

is the fourth element. 

As noted in the past, the destination (7.9 out of a possible 10 points) leads as the most influential 

reason that travelers choose a vacation or cruise, with spouse/travel companion desire remaining in 

second place (7.2).  Overall value for the vacation dollar (7.0, a new measure in 2011) pushes price 

(6.8) to fourth place. 

Planning and Booking 

Travelers often view cruises as special trips, and as such, they take substantial time to plan them.  

Slipping slightly from 2008, travelers still average a longer time frame than earlier years to plan a 

vacation (4.6 months vs. 5.2 months in 2008, 4.3 in 2006, and 3.8 in 2004).  Cruisers spend almost an 

extra month more than non-cruisers in planning their trips (4.9 vs. 4.1).  

Cruisers tend to book (3.3 months before the trip) about 1½ months after planning begins (4.9 months). 
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Executive Summary / Implications (continued) 

Travel Agent Relationships 

A majority of cruisers still book at least some of their cruises with travel agents, although that 

proportion declines (68% from 74% in 2008).  Some portion of the decline is attributed to consumer 

confusion regarding online resources used and travel agents. With continued travel agency adoption 

of online resources, some customers attribute an online planning/booking when in fact that online 

resource is sourced to a travel agency. Other travel agent findings include: 

As expected, more cruisers than land-based vacationers (68% vs. 45%) use agents (all 

services).  By type, more destination (91%), luxury (89%), and premium line (80%) cruisers 

consult agents than contemporary line passengers (68%)   

Meanwhile, satisfaction remains stable; cruisers seem  

generally satisfied (59% extremely/very satisfied, matching   

2008) with their agents 

Over  one third of cruisers currently believe that professional designations  

make a difference (37%), but continue to place greater faith in  

       the designation than non-cruisers (31%); further,  

  the majority (66%) still state that those designations would  

  encourage them to use an agent (vs. 57% of non-cruisers) 

Travel agents remain the distribution channel offering the best  

service, similar to the past (40% vs. 42% in 2008 and 40% in 2006) 

However, even cruisers believe that websites and online travel  

retailers provide the best prices on cruises – at almost three  

times the rate of travel agents (48% vs. 17%); the gap increases  

for non-cruiser vacationers (62% vs. 13%). 
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Executive Summary / Implications (continued) 

Future Interest 

Interest in cruising in the next three years mirrors the level of three years ago (71% vs. 70% in 2008) as 

the other types of travel post similar to small declines in interest.  Further, while travel plans balance for 

cruisers (the number expecting to take fewer trips offsets the number expecting to take fewer trips in the 

next 12 months), the non-cruiser vacationer outlook declines (more of them expect to take fewer vacations 

than more vacations).  Meanwhile, those interested in cruising remains at the high level posted in recent 

prior waves (65% vs. 64% in 2008 and 2006, 60% in 2004). Other likely “predictions” include: 

Expectations to definitely cruise in the next three years remains strong (19% from 19%) while 

probably cruise climbs slightly (21% from 18%) 

Three-quarters (76%) of potential cruisers expect that the trip will last at least six days, with past 

cruisers more likely to seek longer cruises than non-cruisers (82% vs. 57%)   

Of those planning to cruise in the next three years, most (82% vs. 84% in 2008) indicate that they will 

cruise within the next two years 

Large (62%), medium (41%), and very large (39%) ships appeal  to more travelers overall than small/ 

intimate vessels and, regarding atmosphere, they prefer casual (63%) and casual elegance (64%) to 

other types 

Overall, travelers most frequently name the Caribbean (45% overall) as their cruise destination of 

choice, except passengers of the Destination segment, who rank Alaska at the top.  

Both cruisers and other vacationers perceive cruising as more expensive than land-based trips.  On the 

other hand, strong belief exists that cruising offers very high value for the cost, an image than can be 

exploited in marketing materials. 

 



Future Travel Overview 
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Rep Sample  

(2006) 

Rep Sample  

(2008) 

Rep Sample  

(2011) 
Non-Cruiser/ 

Vacationers 

Non-Cruiser/ 

Non-Vacationer Cruisers 

70%

63%

71%

65%

61%

71%

71%

62%

66%

80%

33%

Results of Research (continued) 

14 

Any Cruise Vacation 

Resort Vacation as Part of a 

Package 

Resort Vacation – Make Your 

Own Arrangements 

Land Based Non-Resort 

Vacation 

Land Based Escorted Tour 

14 

Vacation Types of Interest in the Next Three Years 

Every type of traveler selects land-based non-resort vacations as the most likely type that they will take in 

the next three years – except past cruisers, who give cruising a very slight edge (82% vs. 80%) 

 Overall, cruising ranks second, gathering interest among almost three-quarters (71%) of the total market. 
 

Interest in Vacation Types in Next Three Years (Q3A) 

BASE:  Total 

Q3a. What kinds of vacations would you be interested in taking in the next three years?    

57%

57%

67%

85%

26%

55%

58%

42%

62%

21%

82%

65%

68%

80%

40%
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CRUISERS 

Rep  

Sample 

(2004) 

Rep  

Sample 

(2006) 

Rep  

Sample 

(2008) 

Rep  

Sample 

(2011) 

Non- 

Cruisers/ 

Vacationers 

Non-Cruiser 

Non-

Vacationers Cruisers 

Desti- 

nation Luxury Premium 

Contem-

porary 
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Results of Research (continued) 

“MORE” MINUS “LESS” 
 +20% +9% -1% -1% -5% +14% +1%  +45% +9% -1% +1% 

Q13a. Do you expect to travel more for leisure in the next 12 months than you did in the last 12 months, or do you expect to travel for leisure less or at about the 
same rate?    

Travel Expectations for Leisure Travel in the Next 12 Months (Q13A) 

BASE: Total Respondents 

More 

About the Same 

Less 

Future Travel Plans 

For the next twelve months, roughly the same number of people anticipate traveling more as less (16% vs. 17%), similar to 

2008.  Cruisers have more robust expectations (18%) than non-Cruisers/Vacationers (15%) to travel, especially Destination 

and Luxury cruisers. 



©2011 TNS - Confidential  

Passport Ownership 
 

Cruisers (83%) are much more likely to own a passport than non-cruiser/vacationers (51%) – especially 

Destination (97%) cruisers. 

CRUISERS 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers CRUISERS Destination Luxury Premium 

Contem-

porary 

16 

Results of Research (continued) 

QF1   Do you own a valid US passport?   

Who Owns Passports (F1) 
BASE:  Total 
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CRUISERS 

Rep  

Sample 

(2008) 

Rep  

Sample 

(2011) 

Non- 

Cruisers/ 

Vacationers CRUISERS 

Desti- 

nation Luxury Premium 

Contem- 

porary 

17 

Results of Research (continued) 

Q8a.  In the past year or two, has your overall awareness of cruise vacations…  

Mean          3.3                3.3               3.2                3.4               3.9                3.5           3.4      3.4 

Overall Awareness of Cruise Vacation in the Past Year or Two (Q8A) 
BASE:  Total 

Increased Greatly 

Increased Somewhat 

Stayed the Same 

Decreased 

Overall Awareness of Cruising 
 
As noted throughout this report, marketing and promotional efforts appear effective.  Although slightly fewer 
than three years ago, still, four times as many people cite increasing awareness of cruising (32%) as decreasing 
awareness (8%).  

Note:  Those who have cruised in the past already exhibit interest in cruising and may report that their awareness level stays the 

same (currently at 56%), although that awareness may be quite high. 
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Results of Research (continued) 

Q8b   In the past year or two, has your interest in taking a cruise vacation…  

Mean                               NA           NA 3.3  3.3            3.2           3.4            3.9           3.5           3.5           3.4 

Level of Interest in Taking a Cruise Vacation in the Past Year or Two (Q8B) 
BASE:  Total 

CRUISERS 

Rep  

Sample 

(2004) 

Rep  

Sample 

(2006) 

Rep  

Sample 

(2008) 

Rep  

Sample 

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti- 

nation Luxury Premium 

Contem-

porary 

Increased Greatly 

Increased Somewhat 

Stayed the Same 

Decreased 

Interest in taking a Future Cruise Vacation 

Interest as well as awareness (prior slide) indicates effective marketing and promotional efforts: 

More than twice as many people have increasing interest in a future cruise (38%) as a decreasing interest (14%), including a 
large share of those with no past cruise history (34%)  

All past cruisers, especially Destination (71%) cruisers, claim increasing levels of interest. 
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Results of Research (continued) 

Travel Plan Reductions in Next Year 

Another recent TNS study, conducted early in April 2011 to measure the impact of the recent hikes in gasoline prices, 

shows that nine out of 10(92%) travelers expect some effect – usually by taking fewer trips (40%) or staying closer to 

home (30%)  

This survey shows that most people who have reduced their travel plans in the last year have done so for personal 

economic reasons: 

Increased living expenses (fuel, food, housing) (17%) 

Personal economic change or concern (17%) 

Increased fuel costs, although the survey was conducted before the most recent climb in  

gasoline prices (16%) 

Change in job responsibilities – ability to take vacation (11%) 

Change in personal employment status (10%) 

Travel hassles (9%).   

Comparisons between other groups: 

Only minor differences appear between cruisers and non-cruisers, except cruisers 

note less concern about fuel costs, living expenses, and personal economic  

change 

Luxury cruisers have more worries about stock market performance and fuss  

slightly more about travel hassles than others; Destination cruisers more often cite  

higher living expenses and the need to have a passport. 
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Reduction in Leisure Travel Plans in the Past 12 Months (Q12L) 
% Changed (Reduced) 

BASE: Cruisers and Vacationers  

Increased 

Fuel Costs 

Increased 

Living 

Expenses 

Personal 

Economic 

Change 

Job  

Respon- 

sibilities 

(Available for 

Vacations) 

Increased 

Travel 

Hassles 

Personal 

Employment 

Status 

Stock  

Market 

Performance 

Need to  

Have US 

Passport 

Relative 

Safety/ 

Security of  

Air Travel 

Relative 

Safety of 

Destination/ 

Itinerary 

Add 

Destination/ 

Hotel/ Ship 

Safety Issues 

20 

Q12l. Have you changed your leisure travel plans in the past 12 months for any of the following reasons (Reduced/Increased/No Effect for each reason)?   

Results of Research (continued) 
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Market Projections 

Summary 

Potential growth occurs in the cruise market by every measure: 

Population (+3%) 

Total past cruisers (+4% overall; +10% in core market) 

Total past recent (within 3 years) cruisers (+1% overall; +2% in core market) 

Future interest in cruising (+3%, Best Case; +1% Most Likely Case). 

Summary of Incidence 

2008 2011 

Market % of Market Market % of Market 

Total Population 296,623,000 100% 304,130,000 100% 

Total Cruisers (Ever) 59,094,000 20% 73,121,000 24% 

Total Cruisers Past 3 Years 30,077,000 10% 32,828,000 11% 

Core Target Market 

25+, $40,000+ Population 
128,638,000 100% 132,947,000 100% 

Total Cruisers (Ever) 57,373,000* 45% 73,121,000 55% 

Total Cruisers Past 3 Years 29,201,000* 23% 32,828,000 25% 

(Best Case) Future Interest (Definitely/Probably) 50,771,000 39% 55,391,000 42% 

(Most Likely) Future Interest (Definitely/Probably) 33,721,000 26% 36,116,000 27% 

*97% of all cruisers fell into core market based on in 

2002 data; assumed 100% by 2011 
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Market Projections (continued) 

Current Market 

To understand the actual size of the market, current population and study results indicate the following: 

Of the current total US population (304,130,000), not quite half (44% or 132,947,000) are prime 

cruise candidates (age 25+; income $40,000+) 

Of the target population, 73,121,000 (55%) people have ever taken a cruise, and somewhat 

fewer than half of those (32,838,000) have done so in the past three years.  

Incidence of Cruising 

Market Size Proportion 

Number % of Core % of Total 

Total US Population Market 304,130,000 na 100% 

Core Market (25+; $40,000+) 132,947,000 100% 43.7% 

Any Cruisers (Ever) 73,121,000 55.0% 24.0% 

Recent (Past 3 Years) Any Cruisers 32,838,000 24.7% 10.8% 

Cruised Ocean (Exc. River ONLY) Ever 70,329,000 52.9% 23.1% 

Recent (Past 3 Years) Cruised Ocean  28,451,000 21.4% 9.4% 
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Market Projections (continued) 

Future Market 

The approach to projecting the number of travelers who will cruise within the next three years (a key 

objective) includes: 

1. Best case scenario (all intending to definitely/probably cruise in the next three years) 

2. Most likely case scenario (weighted intent to cruise in the next three years – definitely by 0.75; 

probably by 0.50). 

 Market projections are provided for (note:  for all households, the median household income = $49,800 in 

2010): 

Core Target Market – Adults 25+ and household income $40,000+  (median = $82,000) 

Affluent Market – Adults 25+ and household income $60,000+         (median = $99,000) 

Very Affluent Market – Adults 25+ and household income $80,000+ (median = $121,000) 

Ultra Affluent Market – Adults 25+ and household income $150,000+  (median = $186,000) 

 Projections are based on past cruisers’ and cruise intenders’ stated consumer intent and do not 

consider additional cruise line capacity. 

 Note:  Results shown in this report represent American passengers; 32 percent of cruise 

passengers reside in international locations.   

  CLIA Passenger Carrying statistics for 2010 include: 

  U.S Passengers (including Puerto Rico)  =   10,090,135, or 68.1% 

  Canadian Passengers    =        691,121, or   4.7% 

  Other International Sourced Passengers  =     4,037,455, or  27.2% 

  Total Passengers 2010    =   14,818, 711, or 100% 
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Market Projections (continued) 

Future Market 

Projections by Market Type Summary 

Core Market 

(25+/$40,000) 

The most likely scenario is that 36,116,000 adults from this target market will cruise within the next three years, 

based on stated intent to cruise, up from 31,028,000 in 2006 and 33,721,000 in 2008.  In addition to population 

and cruising intent updates, these projections also include US/European River cruises..    

Affluent Market 

(25+/$60,000+)  

The higher income requirement reduces the market to 28,970,000 (up from 26,193,000 in 2008 and 

23,028,000 in 2006).  The smaller gap between this segment and the core segment than three years ago 

suggests that a smaller proportion of future cruisers earn between $40,000 and $60,000.    

Very Affluent Market 

(25+/$80,000+) 
This more limited market further restricts the population from which to draw potential cruisers, reflecting a 

potential market of 21,995,000 (up from 19,978,000 in 2008 and 15,444,000 in 2006). 

Ultra Affluent Market 

(25+/$150,000+)  
This very high-end group represents 7,153,000 potential cruisers (up from 6,096,000 in 2008), but is subject to 

considerable volatility because of the small sample.  

Most Likely Scenario  Market Size  Proportion 

2008 2011 % of Core 2011 % of Total Pop. 2011 

Base:  Total US Population Market 296,623,000 304,130,000 na 100% 

Base:  Core Market (25+; $40,000+) 128,638,000 132,947,000 100% 44% 

Core Market (25+; $40,000+) 33,721,000 36,116,000 27% 12% 

Affluent Market (25+; $60,000+) 26,193,000 28,970,000 22% 10% 

Very Affluent Market (25+; $80,000+) 19,978,000 21,995,000 17% 7% 

Ultra Affluent Market (25+; $150,000+) 6,096,000 7,153,000 5% 2% 

Next 3 Year Cruising Projections 



©2011 TNS - Confidential  26 

Market Projections (continued) 

Future Market 

Projections by Income 

As expected, the higher income segments contribute a larger share of passengers: 

For example, those earning $150,000 or more represent 16% of the total core market, but 20% of 

the expected passengers come from that elite group 

Conversely, 25% earn between $40K to $60K, but they represent only 20% of passengers. 

Most Likely Scenario  Market Size  Core Market Size Future 

Core Population % of Core Future Cruisers % of Future 

Base:  Core Market (25+; $40,000+) 132,947,000 100% 36,116,000 100% 

25+; $40,000 - $59,999 32,599,000 25% 7,146,000 20% 

25+; $60,000 – $79,999 31,322,000 24% 6,975,000 19% 

25+; $80,000 – $149,999 48,210,000 36% 14,842,000 41% 

25+; $150,000+ 20,816,000 16% 7,153,000 20% 

Cruising Projections by Income 
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Market Projections (continued) 

Market Projections for Cruising with Next 3 Years 

Among $40,000, $60,000, $80,000, and $150,000 Markets 

Note: Percentages and whole numbers are rounded for reporting purposes. 

Note: Projections bases on respondent stated intent  

Core Market 

25+, $40k+ 

Market  

25+, $60K+ 

Market  

25+, $80K+ 

Market  

25+, $150K+ 

Note:  these results represent American passengers; 32 percent of cruise passengers reside in international locations. 

 

55,391,000

44,078,000

33,273,000

10,848,000

36,116,000

28,970,000

21,996,000

7,153,000

Best case

Most likely case
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DEMOGRAPHICS 
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Results of Research 

Demographic Description 

Using the TNS access panel as the sample source, this study was conducted among a random sample of adults over 25 

years of age with minimum annual household incomes of $40,000, characteristics met by nearly all cruisers.   Among 

the total representative market, most characteristics fall near prior year levels except for a rise in formal education (71% 

have at least a four-year degree, up from 62% in 2008).  Other segments: 

  

  
Cruisers 

The most upscale group shows these traits (vs. rep 

sample): 

• Slightly older (median of 48 vs. 47) 

• Higher household incomes ($97,000 vs. $82,000) 

• Higher education (76% college grad vs. 71%) 

• More likely to be retired (20 vs.16%) 

• Predominantly married (79%, same as rep sample). 

Non-Cruiser Vacationers 

Those who spend three or more nights away from home 

for leisure trips include: 

• Relatively young (46) 

• Least likely retired (14%) 

• Median household incomes ($75,000) placing 

between cruisers ($97,000) and non-cruisers/non-

vacationers ($66,000). 

Non-cruisers/Non-vacationers 

The least upscale group indicates: 

•  Substantially lower household incomes ($66,000) 

• The least formal education (56%) 

• Somewhat younger (42) 

• Least likely retired (7%) of the groups. 

Cruisers Excluding River-Cruisers-Only 

 The group excludes the 29 people who have cruised, but 

cruised rivers only (no ocean cruises).  This comparison, 

included in 2008 and 2011, shows the relatively new 

addition of river cruises to the “cruiser” definition.  

However, since they represent so few of total cruisers 

and do not alter the cruiser characteristics, they are not 

shown separately in the rest of the report.  
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Demographic Description & Profile 

Cruisers - Who They Are 

Cruising highly satisfies passengers – most (94%) heap praise on cruising and 

nearly half (45%) say they were extremely satisfied.  Most others were very satisfied 

(35%); fewer were somewhat (14%), not very (4%) or not at all (2%) satisfied. 

Spouses most often accompany cruisers (77%); friends (19%) and children under 18 

(18%) rank as a distant second/third  

The last cruise vacation typically  lasted about a  

week (7.4 days)  

Costs averaged roughly $1,790 per person  

for their cruise, air, and all onboard expenses 

One cruiser in ten (10%) took his first  

cruise within the past five years 

When choosing vacations, cruise websites grow in 

influence (38% vs. 28% in 2008), but other sources 

remain near prior levels:  destination  

websites (40%), word of mouth referrals (32%),  

and spouse/travel companion (34%) input. 
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Results of Research (continued) 

Demographics Summary 

32 

Rep. 

Sample 

2004 

Rep. 

Sample 

2006 

Rep. 

Sample 

2008 

Rep. 

Sample 

2011 

Non- 

Cruiser 

Vacationers CRUISERS  

CRUISERS 

exc. River 

Non-Cruiser/ 

Non- 

Vacationer 
Age               

25 – 29 6% 7% 7% 8% 8% 7% 7% 6% 

30 – 39 23 24 22 24 25 20 18 39 

40 – 49 28 30 28 24 23 24 26 25 

50 – 59 24 21 24 22 24 21 22 20 

60 + 17 15 17 23 19 28 26 10 

Average 48 47 48 48 47 50 50 43 

Median  44 43 45 47 46 48 48 42 

Income             

$20k to $39,000 - - - - - - - - 

$39k to $50k 10% 15% 14% 13% 14% 10% 9% 28% 

$50k to $60k 15 14 11 11 14 9 10 16 

$60k to $75k 21 18 18 18 21 15 16 17 

$75k to $100k 23 21 20 20 22 19 19 20 

$100k to $200k 27 27 30 32 24 39 39 18 

$200k to $300k  3 3 4 5 3 7 7 1 

$300k+ 1 2 2 1 0 1 1 0 

Average (in 1,000s) $90  $94  $98  $100 $91 $109 $109 $74 

Median (in 1,000s) $71  $75  $79  $82 $75 $97 $97 $66 

Gender (QA)       

Male 49% 46% 50% 51% 48% 52% 51% 55% 

Marital Status (Q16h)       

Married 82% 80% 84% 79% 82% 79% 78% 69% 

Employment Status       

Full-time 63% 56% 63% 64% 65% 63% 63% 67% 

Retired  13 13 14 16 14 20 19 7 

Educational Attainment       

College Grad (inc Post-Grad) 58% 52% 62% 71% 67% 76% 75% 56% 

Race       

White 93% 90% 89% 89% 89% 90% 91% 78% 

Black 3 5 5 3 3 3 3 7 

Other 4 5 5 8 8 7 6 15 
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Results of Research (continued) 

Comparison of Cruisers Over 

Time 

 

Age:   Since 2004, the average 

cruiser’s age hovers near 50 – 

somewhat older than the non-

cruiser vacationer (45 – 47). 

 

Income:   Cruisers consistently 

report higher average incomes 

than non-cruisers, but neither 

changes notably since 2006. 
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Non-Cruiser/Cruiser Demographics Summary by Wave1 

1Prior to 2004 the survey was conducted 

by telephone with an income minimum 

requirement of $20,000.   

 

Since 2004, the survey has been 

administered online to people with 

household incomes of $40,000+ 

 Non-Cruiser Cruiser  

 2002 2004 2006 2008 2011 2002 2004 2006 2008 2011 

Age           
25 – 29 3% 7% 9% 8% 8% 2% 6% 6% 6% 7% 
30 – 39 19 27 25 25 25 12 20 24 21 20 
40 – 49 21 31 33 28 23 18 23 26 27 24 
50 – 59 20 22 20 23 24 26 25 22 24 21 
60 – 74 24 12 12 14 18 28 23 18 19 24 
75+ 13 1 1 2 1 14 3 4 4 4 
Total 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 

Average 54 46 45 46 47 56 50 49 50 50 
Median  43 42 42 43 46 53 47 49 46 48 

Income (Different 
Categories 2002) 

          

$20k to Less than $39k 28 na na na na 13 na na na na 
$40k to Less Than $49k 14 11% 16% 17% 14% 11% 9% 11% 10% 10% 
$50k to Less Than $59k 14 16 15 13 14 11 11 11 9 9 
$60k to Less Than $74k 19 22 18 19 21 19 18 17 15 15 
$75k to Less Than $99k 10 24 22 21 22 15 23 22 20 19 
$100k to Less Than $199k 8 24 24 25 24 21 32 31 39 39 
$200k to Less Than $300k  1 2 3 3 3 3 5 4 5 7 
$300k+ 1 1 2 1 0 1 2 4 3 1 
Total 100% 100% 100% 99% 100% 100% 100% 100% 100% 100% 

Average (in 1,000s) $63 $86 $90 $92 $91 $84 $99 $104 $109 $109 

Median (in 1,000s) $49 $69 $73 $73 $75 $64 $78 $84 $93 $97 

Gender           
Male 49% 50% 49% 50% 48% 50% 50% 49% 50% 52% 

Marital Status           
Married 76% 81% 79% 83% 82% 78% 83% 83% 86% 79% 

Employment Status           
Full-time 66% 67% 56% 64% 65% 49% 58% 57% 62% 63% 
Retired  13 9 11 11 14 35 19 16 17 20 

Educational Attainment           
College Grad  
(incl. Post-Grad) 

49% 56% 50% 59% 67% 60% 65% 57% 69% 76% 

Race           
White 93% 91% 88% 88% 89% 93% 93% 91% 91% 90% 
Black 2 5 5 6 3 3 3 4 5 3 
Other 5 4 7 5 8 4 4 5 4 7 

Base: Total*           
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Results of Research (continued) 

Comparison of Cruisers Over 

Time 

 

Age:   The average cruiser age 

changes little over the four 

waves, with 2011 placing within 

the range of levels since 2004. 

However, non-cruisers show an 

increase in age – very similar to 

the whole US population (25+), 

with the median age increasing 

by 3 years for non-cruisers and 4 

years among total adults 

between 2008 and 2011. 

 

 
Note:  US Source:  Statistical Abstracts 
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Non-Cruiser/Cruiser Age Trends 

 Non-Cruiser Cruiser  

 2004 2006 2008 2011 2004 2006 2008 2011 

Age         
25 – 29 7% 9% 8% 8% 6% 6% 6% 7% 
30 – 39 27 25 25 25 20 24 21 20 
40 – 49 31 33 28 23 23 26 27 24 
50 – 59 22 20 23 24 25 22 24 21 
60 – 74 12 12 14 18 23 18 19 24 
75+ 1 1 2 1 3 4 4 4 
Total 100% 100% 100% 100% 100% 100% 100% 100% 

Average 46 45 46 47 50 49 50 50 
Median  42 42 43 46 47 49 46 48 

 Total Core (25+; $40K) Total US Population 25+ 

 2004 2006 2008 2011 2004 2006 2008 2011 

Age         

25 – 29 6% 7% 7% 8% 10 10 11 10 

30 – 39 23 24 22 24 22 21 21 20 

40 – 49 28 30 28 24 24 23 23 21 
50 – 59 24 21 24 22 18 19 20 20 

60 + 17 15 17 23 25 25 26 28 

60 – 74     16 16 17 19 

75+     9 9 9 9 
Total 100% 100% 100% 100% 100% 100% 100% 100% 

Average 48 47 48 48 49 49 49 50 

Median  44 43 45 47 44 46 45 49 
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Results of Research (continued) 

35 

Interest in and Likelihood of Taking a Cruise or an Ocean/ 
Sea Voyage Vacation in the Next Three Years 

Wave by Wave Comparison 
BASE: Total Respondents 

Cruise Vacation 
Interested In (NET)  55% 50% 77% 77% 

Definitely/Probably (Net) 26% 23% 53% 54% 

NON-CRUISERS/ 

VACATIONERS 
CRUISERS 
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Cruise Characteristics 

and Satisfaction 
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Results of Research (continued) 

Incidence of Vacations and Cruises 

Market Incidence 

Within this market (25+/$40,000 incomes), over half have ever taken a cruise vacation (55% 

ocean/sea/river; 53% ocean/sea voyage only).  Within the past three years, the proportions drops by 

about half (27% ocean/sea/river; 25% ocean/sea voyage only).  In other words:  of all cruisers, half 

(49% ocean/sea/river; 47% ocean/sea voyage only) took their last cruise within the past three years.   

The target market ($40,000+ and 25+ years of age) represents 44 percent of the overall US population 

(132,947,000 25+ and $40,000+/ 304,130,000 population).  Overall, almost one in four (24%) of the 

total US population has cruised at some point in their lives and 11 percent within the past three years 

(up from 20% total and 10% in past three years in the 2008 study).   

In contrast, most (89%) people have taken a vacation within the past three years.  Of those travelers 

taking vacations, visits to friends/relatives (67%), and non-resort, non-package land-based trips (38%) 

exceed cruising (27%, as noted above); camping trips (21%), non-package resorts (20%), and land-

based packages (17%) follow. 

Beginning in 2008, results include river cruising in the cruiser segment.  However, since river cruising 

has such a small impact on the results (only 29 river cruisers out of 745 total cruisers had not also 

taken an ocean/sea voyage) results are not shown separately throughout the remainder of the report.  

 

37 
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Results of Research (continued) 

Comparisons of Trips in Past Three Years 

38 

Cruisers Vs. Non-cruiser Vacationers: 

With the exception of visiting friend and relatives 

(72% vs. 75%) and a near tie on non-package trips 

(42% vs. 40%), cruisers are more likely to take 

every form of travel:  

 Resort (own arrangements) (25% vs. 17%) 

 Land-based package trip (21% vs. 14%) 

 Vacation as an extension of a business trip 

(15% vs. 10%) 

 Vacation house rental (25% vs. 19%) 

 Resort vacation (package) (11% vs. 6%) 

 Land-based escorted tour (11% vs. 3%) 

 All-inclusive resort (10% vs. 6%) 

 And, of course, cruising in the past three 

years (48% vs. 0%). 

Wave By Wave: 

Switching the viewpoint from cruisers vs. non-

cruisers to trends over time (total), 2011 vs. 

2008 show these shifts:   

 Cruising grows (27% vs. 23%) 

 All other vacation types drop at least 

slightly, but especially visits to friends 

and relatives (67% from 78%); non-

package trips (52%; 38%),  resorts by 

own arrangements (20%; 27%), land-

based packages (17%; 26%), and 

vacations on business trips (12%; 

22%). 
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Results of Research (continued) 
 

Types of Vacations taken in Past 3 Years (QH) 
BASE:  Total 

39 

QH.  Abridged:  Have you taken this vacation in the past three years?  

Visit  

Friends/ 

Relatives 

Non-

Package 

Trip 

Resort (Own 

Arrange-

ments) 

Land- 

Based  

Package 

CRUISE/ 

VOYAGE/ 

RIVER 

Vacation  

on Bs. Trip 

Vacation 

House 

Rental 

Resort 

Vacation: 

Package 

Land-Based 

Escorted 

Tour 

“All- 

Inclusive” 

Resort 
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Results of Research (continued) 

Satisfaction Levels with Various Vacation Alternatives 

Compared to other vacations, three categories virtually tie for the lead in generating the highest satisfaction (extremely 

satisfied) levels:  cruising (45%), visiting friends/relatives (46%), and resort trips arranged by the traveler (45%) 

River cruising, not included on the chart below, delivers similar levels of extremely satisfied customers as ocean cruising 

(44% US Rivers; 47% European Rivers) 

 All-inclusive resorts (43%), land-based escorted tours (42%), and non-package trips (40%) follow closely 

Vacations tacked onto business trips yield the least satisfaction (30%). 
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QI. Overall, how satisfied were you with your vacations in the past three years?  (extremely, very, somewhat, not very, not at all satisfied)?   

Level of Satisfaction with Types of Vacations (QI) 

% Extremely Satisfied (5-Point Scale; 5 = Extremely Satisfied)  

“All-

Inclusive” 

Resort 

CRUISE/ 

VOYAGE 

Visit 

Friends/ 

Relatives 

Resort 

(Own 

Arrange-

ments) 

Vacation 

House 

Rental 

Land- 

Based 

Escorted 

Tour 

Non-

Package 

Trip 

Resort 

Vacation: 

Package 

Camping 

Trip 

Land- 

Based 

Package 

Vacation  

on  

Bs. Trip 

43%
45% 46% 45%

37%

42% 40%
38%

31%
35%

30%

35%

0%

46% 45%

35%

43%

38%

26%

32% 31% 31%

47% 45% 45% 45%

38%
41% 42% 43%

29%

36%

30%

Total 2011 Non-Cruiser Vacationers Cruisers
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Amount Spent While on their Last Trip or Cruise 

For an average one-week vacation, cruisers spend an average of $1,700 (whether a cruise or not), similar to 2008 ($1,770, 

not shown).  Overall vacation spending (all vacations; cruisers and vacationers) consistently rises each wave (2011 at 

$1,500; 2008 at $1,470; 2006 at $1,410, 2004  $1,303). 

Other results follow expected patterns:  cruisers spend considerably more than non-cruiser vacationer on trips ($1,700 vs. 

$1,300).  By cruise type, passengers on Destination ($2,900) and Luxury Lines ($2,500) spend the most.  Passengers on all 

cruise types spend more than vacationers. 

Q1a. On average, for a one-week vacation, approximately how much do you spend per person?  Please take into account your airfare or other transportation costs, 
hotel, food, and entertainment expenses.    

Average per 
segment 

$1,303 $1,410 $1,470 $1,500 $1,300 $1,700 $2,900 $2,500 $1,800 $1,700 

Average Amount Spent Per Person, Per Week – Total Vacation (Q1A) 

BASE:  Cruisers/Vacationers 

Under $500 

$500 - $999 

$1,000 –  

$1,499 

$1,500 –  

$1,999 

$2,000 –  

$4,999 

$5,000+ 

CRUISERS 

Rep  

Sample 

(2004) 

Rep  

Sample 

(2006) 

Rep  

Sample 

(2008) 

Rep  

Sample 

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti- 

nation Luxury Premium 

Contem-

porary 

Results of Research (continued) 
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Results of Research (continued) 

Description of Travel Party While on Vacation (All Vacations, Not Just Cruises) 

As expected, spouses accompany travelers on most vacations – both cruiser (80%) and non-cruiser 

vacationers (78%) – varying little over time.   

However, the inclusion of children varies widely and that variation highlights the ability of, and need for, 

cruise lines to offer a wide mix of passenger options:  

Overall, a third (33%) of cruisers/vacationers travel with their children, roughly the equivalent of 

2006 

Cruisers leave the kids at home more often than non-cruiser vacationers (31% bring their 

children vs. 38% of non-cruiser vacationers)  

Segments within cruising reveal vastly different choices:  those on Destination (40%) and 

Contemporary (36%) lines (which includes Disney) take children much more often than Luxury 

(24%) or Premium (19%) cruisers.  

The next most likely travel companions are friends (19%) and other (non-children) family members 

(18%); nearly as many (14%) include adult children followed by those traveling with a partner/ 

companion (12%).  

Very few cruisers (2%) or vacationers (3%) travel alone. 
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Spouse 

Children 

Under 18 Friends 

Other Family 

Members 

Adult 

Children 18 

or Older 

Partner/ 

Companion 

Extended 

Family No One Else 

Members of 

Organization/ 

Group 

Results of Research (continued) 
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Description of Vacation Traveler Companions (Q1B) 
BASE: Cruisers/Vacationers 

Q1b. With whom do you usually take vacations?  

* Note:  Friends omitted in 2011; 2008 data shown 
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Research, Decision, Planning, 

and Booking 
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Results of Research (continued) 

Vacation Research 

Similar to results in previous waves of the Market Profile Study, respondents report that they, themselves, 
usually make the decisions about how and where to travel, with little difference between cruisers and non-
cruiser vacationers.  Over half (60%) indicate that they gather the details while a third (35%) claim the 
spouse either does the research (17%) or helps (18%).  

Travelers seldom seek advice elsewhere (partner/companion, children, other family, or friends). 
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Q1c. When you start thinking about a vacation, who most frequently is the one who gathers information and does research on the vacation?   

Vacation Information Researcher (% Gathering Information) (Q1C) 

BASE:  Cruisers/Vacationers 

CRUISERS 
Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 

Self 

Self + Spouse 

Spouse 

Other 
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Results of Research (continued) 

Final Decision Maker 

Couples typically make the final decision for a vacation or cruise jointly (45%).  A smaller, but growing, 

(39%, up from 27% in 2004) proportion make the decision themselves and fewer still (10%) relegate the 

decision solely to their spouse.  This general pattern loosely applies to the various cruiser segments, 

except that Destination cruisers tend to make the decision themselves (56%).   Gender has little effect. 
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Q1d2. Who most frequently makes the final decision on where you go and what you do on vacations?   

Description of Final Decision Maker on Where/What Vacation (Q1D) 

BASE:  Cruisers/Vacationers 

CRUISERS 

Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) Male Female 

Non- 

Cruisers/ 

Vaca-

tioners Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 

Self 

Self + Spouse 

Spouse 

Other 
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Results of Research (continued) 

47 

Q1d1/d2.  Abridged:  Who most frequently influences and who most frequently makes the final decision on where you go and what you do on vacations?   

Influence vs. Decision 

Travelers usually make the final decision for a vacation jointly: 

Nearly half (45%) make the final vacation decisions jointly, most of the others (35%) discuss it 

A third (39%) make the decision,  but even more (44%) feel that they influence it 

Three times as many of those whose spouse makes the decision (10%) believe that they influence it 

(33%).  

Decision Maker – Final vs. Influencer (Q1D) 

BASE:  Cruisers/Vacationers 
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CRUISERS 
Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 
67% 66% 60% 56% 63% 52% 68% 45% 43% 52% 

32% 34% 40% 44% 37% 48% 32% 55% 57% 48% 

Results of Research (continued) 

Length of Time of Planning/Booking a Non-Cruise Vacation Before it is Taken 
Retreating slightly from 2008 (4.6 from 5.2 months), travelers spend almost 5 months planning their trips, varying by group: 

• Cruisers spend almost an extra month planning their trips (4.9 months) than non-cruisers (4.1) – almost half (48%) of them 
decide at least four months in advance of the actual vacation vs. 37% of land-based vacationers 

• Luxury (5.4 months) and Premium cruisers (5.6) have somewhat longer lead-times; Destination (4.4, the shortest) 

• Booking/reservations tend to take place about 2 months after planning begins (2.9 months before the trip; 3.3 for cruisers). 

48 Q1e.  Abridged:  How long before you take a non-cruise vacation do you typically plan and book/make reservations?    

Length of Time Vacation Planned in Advance of Actual Vacation (Q1E) 
BASE: Cruises/Vacationers 

Under 4 Months 
(NET) 

4 Months Ahead 
(NET) 

Mean # Months to Plan 3.8 4.3 5.2 4.6  4.1 4.9 4.4 5.4 5.6 4.9 

Mean # Months to Book na na 3.4 2.9 2.4 3.3 2.9 3.9 4.0 3.2 

1 Month or Less 

1 -2 Monhs 

2 -3 Months 

3 -4 Months 

4 - 6 Months 

6+ Months 

1+ Year(s) 
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Results of Research (continued) 

Decision Influences 

Travelers note four primary influences on vacation choices and three of the four are out of direct control of 

marketers: 

The destination websites (39%, same as in 2008) element remains the leading source of influence and 

is the only one of the top four that travel suppliers car directly affect   

Spouse/travel companion (36%) also mirrors last wave  

Word of mouth (35%) stabilizes after prior year declines (35% in 2008, 41% in 2006; 45% in 2004) 

Always wanted to go there (31%) continues to erode from its 2006 peak (34% in 2008; 40% in 2006). 

The same four sources lead in influence among both cruisers and vacationers, with these observations:     

Cruisers add cruise websites near the top of their list of leading influences 

Word-of-mouth is more important for vacationers (41%) than cruisers (32%) 

Non-cruiser vacationers more often heed the advice of spouses/companions (39%) than cruisers (34%) 

Always wanted to go there also plays a larger role for vacationers (35%) than cruisers (29%) 

Few distinctions appear by type of cruise (Destination, Luxury, Premium, Contemporary), except that 

Destination and Luxury cruisers tend to seek advice from more sources than those on other cruise lines, 

particularly cruise websites, travel magazines and magazine ads, travel guides (4%), and direct mail.   
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Results of Research (continued) 

Information Sources that Influenced Last Vacation Choice (Q1F) 
BASE: Cruises/Vacationers 

Q1f.  What information sources most influenced your choice for your last vacation?    
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Results of Research (continued) 

Degree to Which Attributes Influenced Last Vacation 

Consistent with 2008 and reinforcing the strength of destination as a reason for vacation choice, travelers 

assign it an average 7.9 importance rating on a 10-point importance scale.  They also highly value: 

Spouse/travel companion desire, which remains in second place (7.2) 

Overall value for the vacation dollar (7.0), which pushes price (6.8) to fourth place 

Best opportunity to relax and unwind (6.3) mirrors 2008’s results. 

Most elements nearly match in  

importance between cruisers and  

non-cruisers, except that cruisers  

place a much higher degree of  

value on the overall value  

(7.2 vs. 6.7), the particular  

hotel/resort property or cruise  

ship (5.8 vs. 4.7), unique  

experience  (6.0 vs. 5.4), and  

activities available (6.1 vs. 5.6). 
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The  

Desti- 

nation 

Spouse/ 

Travel 

Companion 

Desire The Price 

Best 

Opportunity 

To Relax And 

Unwind 
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Unique 

Experience 
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Oppor-
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Available 
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Fit My 

Vacation 

Schedule/ 

Days 

Available 

Particular 

Hotel/ Resort 

Property Or 

Cruise Ship 

Good 

Programs  

For Children 

And Family 

Overall  

Value For 

Vacation $ 
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Results of Research (continued) 

Degree to Which Attributes Influenced Last Vacation (Q1G) 
Base: Cruisers and Vacationers 

Q1g. Please indicate the degree to which the following attributes influenced your last vacation purchase (10 = most influence and 1 = did not influence at all).   
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Rep Sample  

(2006) 

Rep Sample  

(2008) 

Rep Sample  

(2011) Destination Luxury Premium Contemporary 

Results of Research (continued) 

53 

CRUISERS 

Enjoy cruising, but do it 

infrequently / instead choose 

other types of vacations 

Enjoy cruising often, but  

prefer to mix cruising with  

other types of vacations 

Enjoy cruising, but consider  

it a vacation I would only take 

once or twice in my life 

Prefer cruising to other types  

of vacations and cruise  

as often as possible 

I don’t enjoy cruising and prefer 

other types of vacations instead 

53 

Agreement with Statements about Vacations and Cruising 

Most cruisers enjoy cruising, but tend to combine it with other forms of vacations.   

In contrast, one cruiser in eight (13%) avidly cruises to the exclusion of other forms of travel – especially 

Destination cruisers and the attitude ranks highly among Luxury and Premium cruisers as well. 
 

Agreement with Statements About Vacations and Cruising (Q1H) 

BASE: Cruisers 

Q1h. Thinking about vacations and cruising, which of the following statements best apply to you?    
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Travel Agents 
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Results of Research (continued) 

Travel Agent Usage 

Among all of those in the cruise target market (25+ years of age and incomes $40,000+), over half (54%) 

have used a travel agent for any purpose.  This trends downward (59% in 2006; 56% in 2008), but some 

of the apparent decline may result from confusion by some consumers who book on a travel agent 

website without knowing the actual booking source:  

Cruisers still represent prime customers for travel agents; most (68%) use travel agents for at least 

some travel arrangements, but especially for a cruise (68%)   

Cruisers, more frequently than non-cruisers, use agents for some of the other services as well:  for 

hotels (43%; 34%) and for rental cars (25%; 21%), but not for air (36%; 35%) 

By cruise type, Luxury cruisers opt for travel  

agent assistance more often than others;  

Contemporary cruisers least often. 

55 Summary of Q2 series. 
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Travel Agent  
User 

Use Travel Agent   
for CRUISE 

Use Travel Agent  
for AIR 

Use Travel Agent  
for HOTEL 

Use Travel Agent  
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Results of Research (continued) 

Incidence of Travel Agent Usage 

BASE: Total Respondents 

Summary of Q2 series.   
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Gen-Y  
Cruisers 

Gen-X  
Cruisers 
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Cruisers 
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Cruisers 
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Results of Research (continued) 

Generational Differences in Travel Agent Usage for Cruising 

Travel agent usage varies by age: 

Seniors (those 66+ years of age) most often use travel agents to book cruises  (79%) 

Boomers, those 47-65, place in the middle (68%) 

Gen Xers, those 31-46,  book less often (57%)  

Gen Yers, those 25-30 (the minimum age for the study is 25), book least often (52%), but still represents over 

half of them. 

Q2a1.  When you plan and book cruise vacations, do you use travel agents (net of always/most/some of the time)?  

Incidence of Travel Agent Usage by Generation 

BASE: Cruisers 
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Results of Research (continued) 

Travel Agent Usage for Cruises 

About two-thirds (68%) of cruisers book at least some of their cruises with travel agents.  While this percentage 

continues to decline (from 74% in 2008, 78% in 2006, and 80% in 2004), it remains fairly strong.  Some of this apparent 

decline, however, may result from confusion by some consumers who book their cruises on a travel agent website since 

they may be unaware of the source responsible for the booking. 

By type, Destination and Luxury cruisers most often book through agents; Contemporary cruisers the least. 

Q2a1.  When you plan and book cruise vacations, do you use travel agents always, most of the time, some of the time, or never? 

Travel Agent Usage to Book Cruise Vacations (Q2A1B) 

BASE:  Cruisers 

CRUISERS 
Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) Destination Luxury Premium 

Contem-

porary 

Use Agents 

Do Not Use 
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Results of Research (continued) 

Travel Agent Usage for Non-Cruise Vacations 

As noted earlier, even when not cruising, cruisers use travel agents at higher rates than non-cruisers, but the gap 

narrows from last year (47% vs. 43% in 2011 compared to 60% vs. 44% in 2008). 

Destination (84%) and Luxury (69%) cruisers , especially, rely on travel agents. 

Q2a1. When you plan and book cruise vacations, do you use travel agents always, most of the time, some of the time, or never? 

 Use of Travel Agents for Non-Cruise Vacations  

CRUISERS 
Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non-

Cruisers Cruisers Destination Luxury Premium 

Contem-

porary 

Use Agents 

Do Not Use 
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Results of Research (continued) 

Frequency of Travel Agent Usage on Non-Cruise Vacations 

The following two charts show that not only a higher percentage of cruisers use travel agents than vacationers, but 

cruisers use agents more frequently.  This pattern, especially notable for cruise planning and booking, occurs in every 

other facet (air – not so much in planning as in booking, hotel, car rental) of travel as well.  

Q2a1. When you plan and book cruise vacations, do you use travel agents always, most of the time, some of the time, or never? 

Q2a2. Please indicate how often, if ever, you consult travel agents for planning components of vacations.   

*Net:  Net of Always, Most of the Time, and Some of the Time 

Frequency of Travel Agent Usage for Planning Travel 

Cruisers vs. Vacationers 

Cruisers 

Cruises 

Non- 

Cruisers  

Air 

Cruisers  

Air 

Non- 

Cruisers 

Hotel/Resort 

Cruisers 

Hotel/Resort 

Non- 

Cruisers Car 

Cruisers  

Car 

59% 35% 36% 34% 43% 21% 25% 

Always 

Most of the Time 

Some of the Time 

Never 

(NET)* 
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Results of Research (continued) 

Frequency of Travel Agent Usage for Booking Travel 

Cruisers vs. Vacationers 

 

Q2a1. When you plan and book cruise vacations, do you use travel agents always, most of the time, some of the time, or never? 

Q2a3. Please indicate how often, if ever, you consult travel agents for booking components of vacations. 

*Net:  Net of Always, Most of the Time, and Some of the Time 

Cruisers 

Cruises 

Non- 

Cruisers  

Air 

Cruisers  

Air 

Non- 

Cruisers 

Hotel/Resort 

Cruisers 

Hotel/Resort 

Non- 

Cruisers Car 

Cruisers  

Car 

64% 29% 36% 31% 43% 19% 25% 

Always 

Most of the Time 

Some of the Time 

Never 

(NET)* 
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CRUISERS 

Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 

60% 56% 59% 59% 57% 59% 81% 70% 59% 58% 

3.7 3.6 3.7 3.7 3.7 3.7 4.1 3.9 3.7 3.7 

62 

Results of Research (continued) 

Satisfaction with Travel Agents 
Travel agency satisfaction mirrors the 2008 level, similar to 2004 results.  By segment:   

Cruiser and non-cruiser vacation express similar satisfaction with travel agents 

Destination (81% extremely/very satisfied)  and Luxury (70%) cruisers post the highest satisfaction levels 

From the opposite perspective, few agency users are dissatisfied with their agencies.  Only about one user in 17 (6%) 

indicates any dissatisfaction with the primary agency used. 

Q2c. Overall, how satisfied are you with the travel agent(s) you use?    

Level of Satisfaction with Travel Agent Used (Q2C) 

BASE: Cruisers/Vacationers Who Have Contacted a Travel Agent 

Extremely 

Very 

Somewhat Satisfied 

Dissatisfied (NET) 

TOP 2 BOX 
(Extremely/ 
Very Satisfied) 

Mean 
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CRUISERS 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers Cruisers 

Desti- 

nation Luxury Premium 

Contem-

porary 

36% 35% 31% 37% 76% 41% 43% 36% 

2.7 2.9 2.8 3.0 3.9 3.3 3.2 2.9 

63 

Results of Research (continued) 

Importance of Professional Designations 

A third (35%) of all travelers consider professional designation/accreditation as a cruise expert to be extremely/very important 

– but, as expected, is more important to cruisers (37%) than non-cruiser/vacationers (31%) – particularly Destination (76%) 

cruisers. 

Q2d:  Abridged:  How important are professional designations (cruise travel expertise)  in your choice of a travel agent? 

Importance of Professional Designations in Choice of Travel Agent (Q2D) 

BASE:  Total Respondents 

TOP 2 BOX 
(Extremely/ 
Very Important) 

Mean 

Extremely Important 

Very Important 

Not At All Important 

Not Very Important 

Somewhat Important 
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CRUISERS 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers Cruisers 

Desti- 

nation Luxury Premium 

Contem-

porary 

61% 62% 57% 66% 83% 76% 71% 66% 

64 

Change in Travel Agent Usage Because of Professional Cruise Accreditation 

A professional accreditation positively influences travelers (62% = much/somewhat more likely to use).  Plus, it makes one in 

six (17%) much more likely to use an agent, although that slips a bit from 2008.   

Cruisers (20%), especially destination cruisers (55%), rely more heavily on accreditation than non-cruisers (13%). 

Q2d1:  How much more likely would you be to use a travel agent if you knew that he or she were a cruise accredited travel agent? 

Shift in Travel Agent Usage Due to Professional Cruise Accreditation (Q2D) 

BASE:  Total Respondents 

(NET) Much/ 
Somewhat 

Much More Likely 

Not At All 

More Likely 

Somewhat 

More Likely 

Results of Research (continued) 
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Results of Research (continued) 

Interest in Cruising and Resorts in the Next Three Years 

Good news for the cruise industry – travelers maintain their high level of interest in cruising expressed in  

recent waves:  

Interest in cruising remains very high (65%, from 64% in 2006, 60% in 2004) and those who believe 

that they will definitely/probably cruise in the next three years climbs slightly (40% vs. 37% in 2008) 

Potential cruisers ($40K; 25+) have interest (66%) and anticipate taking trips (41% definitely/probably)  

that involve non-package resort vacations at about the same level as interest/anticipation of cruising 

Resort vacations lags both cruises or non-package vacations.  

Past cruisers express very high interest (77%, the same level as in 2008) in a future sailing:   

Most (54%) plan (definitely/ probably) to cruise in the next three years 

While past cruisers are interested in other types of vacations, none match cruising except land-based 

non-resort vacations (80%).   

Half (50%)* of Non-Cruiser/Vacationers show interest in taking a cruise in the next three years, a slightly 

lower, but still very strong, level than last wave (55%)*.  While they place cruising below several other 

vacation alternatives, this group can still fuel future cruise industry growth.  As more people become 

cruisers they will contribute to future growth of the cruise industry since many cruisers come back again 

and again. 

River cruising appeals to cruisers (43% interest; 15% planning) much more than non-cruisers/vacationers 

(30% interest; 8% planning) and more among Destination cruisers (78% interest; 50% planning ) than 

other cruise types.  

 

*NOTE:  These percentages are any level of interest, not just definitely/probably 
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Interested In (NET)  49% 61% 63% 62% 57% 58% 65% 65% 62% 59% 69%  
Definitely/Probably (Net) 29% 31% 33% 29% 27% 21% 32% 43% 35% 29% 35% 

Interested In (NET)  53% 70% 71% 66% 67% 42% 68% 71% 64% 61% 71%     
Definitely/Probably (Net) 41% 47% 47% 41% 42% 14% 44% 57% 45% 38% 45% 

Interested In (NET)  60% 64% 64% 65% 50% 53% 77% 96% 90% 91% 78% 
Definitely/Probably (Net) 38% 38% 37% 40% 23% 17% 54% 73% 75% 71% 55% 

Results of Research (continued) 
Interest in and Likelihood of Taking a Cruise or an Ocean/Sea Voyage Vacation in the Next Three Years (Q3A, Q3B) 

BASE: Total Respondents 

Q3a. People have different vacation interests. What kinds of vacations would you be interested in taking in the next three years? 

3b. How likely do you think you will be to actually take one of these vacations?  (Definitely, probably, might or might not, probably not, or definitely not take one)    

Cruise Vacation 

CRUISERS 

Resort Vacation 

(Package) 

Resort Vacation 

(Non-Package) 

Probably 

Definitely 
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Rep  
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Interested In (NET)   NA NA  NA 80% 85% 62% 80% 72% 73% 76% 80% 
Definitely/Probably (Net)  NA NA  NA  55% 61% 31% 55% 64% 58% 53% 54% 

Interested In (NET)   NA NA  NA  33% 26% 21% 40% 53% 47% 46% 40% 
Definitely/Probably (Net)  NA NA  NA  13% 10% 4% 17% 41% 28% 20% 17% 

Interested In (NET)  NA NA 37% 38% 30% 36% 43% 78% 64% 49% 43% 
Definitely/Probably (Net)  NA NA  12% 11% 8% 6% 15% 50% 35% 15% 13% 

Results of Research (continued) 
Interest in and Likelihood of Taking a Cruise or an Ocean/Sea Voyage Vacation in the Next Three Years (Q3A, Q3B) 

BASE: Total Respondents 

Q3a. People have different vacation interests. What kinds of vacations would you be interested in taking in the next three years? 

3b. How likely do you think you will be to actually take one of these vacations?  (Definitely, probably, might or might not, probably not, or definitely not take one)    

US or European  

River Cruise  

CRUISERS 

Land Based Non-

Resort Vacation 

Land Based 

Escorted Tour 

Probably 

Definitely 



©2011 TNS - Confidential  

NON-CRUISERS/VACATIONERS CRUISERS 

2004 2006 2008 2011 2004 2006 2008 2011 
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Interested In (NET)  56% 56% 55% 50% 73% 79% 77% 77% 
Definitely/Probably (Net) 31% 30% 26% 23% 55% 56% 53% 54% 

Results of Research (continued) 

Cruise Vacation 

Resort Vacation 

(Package) 

Resort Vacation 

(Non-Package) 

Probably 

Definitely 

Interested In (NET) 49% 60% 62% 57% 54% 66% 66% 65% 
Definitely/Probably (Net) 28% 29% 32% 27% 36% 37% 38% 32% 

Interested In (NET) 52% 73% 73% 67% 54% 73% 73%  68%    
Definitely/Probably (Net) 40% 47% 48% 42% 45% 53% 50% 44% 

 
Same questions as prior slide.   

Interest in and Likelihood of Taking a Cruise or an Ocean/Sea Voyage Vacation in the Next Three Years 
Wave by Wave Comparison 
BASE: Total Respondents 
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NON-CRUISERS/VACATIONERS CRUISERS 

2004 2006 2008 2011 2004 2006 2008 2011 
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Interested In (NET)   NA NA  31% 30%  NA NA  45% 43% 
Definitely/Probably (Net)  NA NA  8% 8%  NA NA  18% 15% 

Results of Research (continued) 

Probably 

Definitely 

Interested In (NET) NA NA  NA  85%  NA NA  NA  80% 
Definitely/Probably (Net)  NA NA  NA  61%  NA NA  NA  55% 

Interested In (NET)  NA NA  NA  26%  NA NA  NA  40%    
Definitely/Probably (Net)  NA NA  NA  10%  NA NA  NA  17% 

 
Same questions as prior slide. 

Interest in and Likelihood of Taking a Cruise or an Ocean/Sea Voyage Vacation in the Next Three Years 
Wave by Wave Comparison 
BASE: Total Respondents 

US or European  

River Cruise  

Land Based Non-

Resort Vacation 

Land Based 

Escorted Tour 
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Results of Research (continued) 

Description of What Potential Cruisers Want 

Length of Trip 

Potential cruisers seek cruises of about a week in length (7.5 days), exceeding the 2008 level (6.7). 

Non-cruisers who express interest in a future cruise select three to five day cruises (40%) at more than 

twice the rate of past cruisers (16%), perhaps wanting to start with a lower commitment. 

Q4. How long of a cruise vacation are you likely to take?  Note:  (Under 3 Days Added in 2008)    

Unknown 

9+ Days 

6 - 8 Days 

3 - 5 Days 

Under 3 Days 

Length of Cruise Vacation Likely to Take (Q4) 
BASE:  Probably/Definitely Will Cruise 

Average # Days    7.4             8.8             6.7               7.5             6.0             7.9             9.8   8.8 8.9 7.8 
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Results of Research (continued) 

When Trip Will be Taken 

Of those people planning to cruise in the next three years, the vast majority (82% vs. 84% in 2008) expect 

to do so within two years.  Further, nearly half of those plan to cruise within a year (37%, similar to 2008) .   

Among cruisers, not quite half (44%) expect to cruise within the year, particularly past Destination (77%) 

and Luxury (66%) cruisers. 

Q5a. When do you think you would take this cruise vacation?    

% Within A 
Year 

When Likely to Take a Cruise Vacation (Q5A) 

BASE:  Probably/Definitely Will Cruise (Very Small Sample Sizes) 

Next 6 Months 

6 Months - 1 Year 

1 - 2 Years 

3 Years+ 

3 Years (2011) 

Over 3 Years (2011) 

CRUISERS 

Rep  

Sample 

(2004) 

Rep  

Sample 

(2006) 

Rep S 

ample 

(2008) 

Rep  

Sample 

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti- 

nation Luxury Premium 

Contem-

porary 

45% 42% 38% 37% 15% 44% 77% 66% 45% 47% 
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Results of Research (continued) 

Appeal of Various Ship Sizes (Q5B) 

BASE: Probably/Definitely Will Cruise 

Q5b1. Which types of ships appeal to you?  

Appeal of Various Types of Cruises 

Travelers prefer:  

Large (3,000+ guests) (62%) ships to other sizes; prior cruisers choose large ships more often non-cruisers (66% 

vs. 51%), particularly past Contemporary cruisers 

Medium sized ships (1,000-1,999) (41%) edge slightly ahead of very large (39%) ships; very similarly ranked by 

most segments except that past  Luxury and past Premium cruisers more often opt for medium sized ships 

Very large ships (2,000-2,999) (33%) attract about the same level of interest as in 2006 (39% vs. 41%) 

Future cruisers choose small (500-999) (13%) and intermediate/yacht-like (<500) (7%) ships less frequently, with 

little differentiation between former and new cruisers.  These sizes appeal most strongly to Destination cruisers, but 

even they more often choose Large and Medium ships.  

CRUISERS 

41%

33%
39%

44%
37% 37%

23%
29%

41%

62%
56%

62%

51%

66%

46%
53%

60%

68%

36%

47%
41%

48%

39% 39%

51% 52%

38%

17%
14% 13% 15% 12%

19% 16% 14% 13%13%
11% 7% 9% 7%

13%
9%

5%
8%

Rep Sample 
(2006)

Rep Sample 
(2008)

Rep Sample 
(2011)

Non-Cruiser CRUISERS Destination Luxury Premium Contemporary

Very Large Large Medium Small Intimate/Yacht
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Results of Research (continued) 

Q5b2.  Which type(s) of onboard atmospheres appeal to you?  

Appeal of Various Types of Cruise Atmospheres 

Travelers prefer:  

Casual Elegance (64%) and Casual (63%) pull travelers at virtually the same level; however, past cruisers more 

often opt for the little extra formality of Casual Elegance than non-cruisers (67% vs. 52%)   

Laid-back (50%) appeals to half of potential cruisers and takes the lead among non-cruisers (75%) 

Generally trailing the other types of atmospheres, Country Club (24%) outpaces Formal (16%) in every segment 

except Destination cruisers; Luxury and Destination cruisers choose the more formal attire more often than other 

segments.  

Appeal of Type of Atmosphere (Q5B) 

BASE: Probably/Definitely Will Cruise 

CRUISERS 

Casual Elegance:  Resort wear, jackets/no ties 

Casual:  Khakis, polo or golf shirts 

Laid-back:  shorts, t-shirts, flip-flops 

Formal:  Black-tie, fancy 

Country Club:  Suit/tie for men/dresses for women 
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Results of Research (continued) 

Appealing Places to Cruise 

Nearly all traveler segments name the Caribbean (45% overall) as the top area to visit on a cruise, with the 

exception of prior Destination cruisers who place Alaska (21%) in the top spot.  Other oft-mentioned 

destinations (overall) include: 

Alaska (24%) 

Bahamas (23%) 

Hawaii (15%) 

Bermuda (15%) 

Mediterranean/Greek Islands/Turkey (14%) 

Europe (13%). 

While Contemporary passengers place the destinations of interest in a similar order as total travelers, past 

cruisers on Destination, Luxury, and Premium lines rank the destinations differently from the total and from 

each other.  

75 
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(2004) 
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(2006) 

Rep Sample  

(2008) 

Rep Sample  

(2011) 

 

Cruisers 

Non- 

Cruisers/ 

Vacationers 

Results of Research (continued) 

Appealing Places to Cruise (Q5c) 

BASE:  Probably/Definitely Will Cruise 

76 

Caribbean/Eastern Mexico  

Alaska 

Bahamas 

Hawaii 

Bermuda 

Mediterranean/Greek Islands/Turkey 

Europe 

Panama Canal 

Canada/New England Area 

West Coast of Mexico 

Coastal U.S. 

South Pacific 

South America 

Baltic/Scandinavia 

Africa 

European Rivers 

Around the World 

Transatlantic 

China/Japan  

U.S. Rivers 

Southeast Asia 

Other 

Q5c.  Where do you plan to go on your next cruise vacation trip?  

TRENDING 
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Rep Sample  

(2011) Destination Luxury Premium Contemporary 

Results of Research (continued) 
Appealing Places to Cruise (Q5c) 

BASE:  Probably/Definitely Will Cruise 

77 

CRUISERS 
CRUISE TYPES 

Q5c.  Where do you plan to go on your next cruise vacation trip?  

Caribbean/Eastern Mexico  

Alaska 

Bahamas 

Hawaii 

Bermuda 

Mediterranean/Greek Islands/Turkey 

Europe 

Panama Canal 

Canada/New England Area 

West Coast of Mexico 

Coastal U.S. 

South Pacific 

South America 

Baltic/Scandinavia 

Africa 

European Rivers 

Around the World 

Transatlantic 

China/Japan  

U.S. Rivers 

Southeast Asia 

Other 
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Results of Research (continued) 

Repeat Cruise Business 

Cruisers repeat.  More than half (60%) of those who provide information on their most recent cruise took another one in the 

past.  The more expensive types of cruises tend to host more repeaters – for example, almost nine out of 10 Luxury (87%) 

and Premium (85%) cruisers have sailed more than once.   

However, the sizeable proportion (40%) of new cruisers into the market indicates that the industry still continues to attract 

new (first-time) passengers – and that marketing promotions create new interest.   

79 

Q6a. Was your most recent cruise the first cruise vacation you have ever taken? 

Is Most Recent Cruise the First Cruise Vacation Ever Taken 

BASE:  Cruisers 

CRUISERS 

Cruisers 

(2004) 

Cruisers 

(2006) 

Cruisers 

 (2008) 

Cruisers 

(2011) 

Desti- 

nation Luxury Premium 

Contem-

porary 

Yes, First 

Cruise 

No, Multiple 

Cruises 
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Results of Research (continued) 

Length of First Cruise 
People generally allocate less time for their first cruise than subsequent cruises, as might be expected for those who may be 

“testing” the vacation experience, supported by these observations: 

A third of first-time cruisers (34%) spend less than five days on the trip 

The average length of the first cruise (6.4 days) is almost a day less than the length of cruise desired (7.5 days), see 

slide 71.   

80 

Q6c. How long was your first cruise vacation?    

Length of First Cruise Vacation (Q6C) 

BASE:  Cruisers Where Most Recent Cruise Not First Cruise Vacation Ever Taken 

(Cruise Types Ranked by Length of Cruise) 

Average # Days 

CRUISERS 

Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample 

 (2008) 

Rep  

Sample  

(2011) 

Desti- 

nation Luxury Premium 

Contem-

porary 

6.3 6.4 7.3 7.2 6.9 6.2 

Under 3 Days 

3 - 5 Days 

6 - 8 Days 

9+ Days 

9-15 Days (2011) 

16+ Days (2011) 
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Results of Research (continued) 

Number of Cruises Ever Taken 
Experienced cruisers cruise often:   

As noted earlier, over half (58%) of cruisers have taken multiple voyages; Luxury passengers, particularly, take to the 

seas, averaging over 10.5 each 

As shown earlier, new cruisers often select a Contemporary Line (40% just one; fewest past cruises).  That, coupled 

with category crossover among more frequent cruisers, suggests that many other types of cruisers may have started 

cruising on a Contemporary line.  The synergies that exist between lines demonstrate a solid foundation for industry 

growth in each of the four categories and help fuel the industry growth. 

81 

Q6d1. How many cruise vacations, in total, have you taken?    
Note:  Cruiser average is higher than each of the segments because segments are not mutually exclusive.  Thus, frequent users are often counted in multiple 
categories while less frequent cruisers are counted in just one or two.  

Total Cruise Vacations Taken (Q6D1) 

BASE: Cruisers 

Mean (Cruises Taken) 

CRUISERS 

Cruisers 

(2004) 

Cruisers 

(2006) 

Cruisers 

 (2008) 

Cruisers 

(2011) 

Desti- 

nation Luxury Premium 

Contem-

porary 

3.3 3.4 3.5 3.9 5.1 10.5 6.4 4.2 

1 1 1 1 2 5 3 2 

1 

2 

3 

4-5 

6+ 

DK 

Median 
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Results of Research (continued) 
Average Number of Vacations Taken in Past Year 

Many cruisers are “addicted” to cruising – over a third (38%) of all 3+ day trips taken in the past 12 months involved a cruise 

for those who have taken more than one cruise in the past.  Further:  

Although Destination cruisers travel more often (3.7 trips/year), Luxury cruisers cruise more often (1.3 cruise trips)   

Cruises make up the largest share of total trips among Luxury (41%) cruisers. 

82 

Q6e1. Whether or not they involved cruises, how many vacations did you take in the past year that totaled three days or longer? 
6e2. And, how many vacations that were three days or longer did you take in the past year that included a cruise?    
Note:  Because respondents may travel on multiple cruise types, total cruisers will not necessarily be the average of the four cruise types shown.  For example:  a 
cruiser may take 10 cruise vacations:  four on Destination cruise lines, four on Luxury cruise lines, one Premium cruise line and one Contemporary cruise line.  That 
cruiser will appear in all four cruise types (with the 10 cruise vacations boosting the averages of each), but will appear in the total cruiser (net) only once.  

Vacations in the Past Year that Totaled Three Days or More (Q6E1, Q6E2) 

BASE: Cruisers Where Most Recent Cruise Was Not First Cruise Vacation Ever Taken  

Non-Cruise  

Vacations  

(3+ days) 

Cruise Vacation  

(3+ days) 

TOTAL 
VACATIONS  
(3+ DAYS) 

CRUISERS 

Cruisers 

(2004) 

Cruisers 

(2006) 

Cruisers 

 (2008) 

Cruisers 

(2011) 

Desti- 

nation Luxury Premium 

Contem-

porary 

2.9 2.8 2.9 2.6 3.7 3.2 3.0 2.7 

24% 25% 21%           38% 30% 41% 37% 37% 
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Results of Research (continued) 

Actual Behavior on Last Cruise 

Length of Time Since Last Cruise 

Very stable over time, cruisers average about 3½ years since their last cruise.  By type: 

Destination cruisers allow the shortest lapse between cruises – slightly more than a year (14 months) 

Luxury and Premium cruisers have cruised within the past 2½ years (29 months) 

Contemporary cruisers have not cruised in over three years (40 months). 
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Q6f. When was your most recent cruise vacation?    

When Was Most Recent Cruise (Q6F) 

BASE:  Cruisers 

Average 
Months 

CRUISERS 

Rep  

Sample  

(2006) 

Rep  

Sample 

 (2008) 

Rep  

Sample  

(2011) 

Desti- 

nation Luxury Premium 

Contem- 

porary 

39.1 40.9          39.9 14.4 28.2 28.8 39.6 

< 6 Months 

6-12 Mos 

1-2 Yrs 

3-5 Yrs 

5+ Yrs 
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Results of Research (continued) 

Actual Behavior on Last Cruise 

Length of Cruise 

Actual past behavior (length of cruise) resembles the desired length for future cruises (7.4 days last vs. 7.5 next cruise), with 

both measures climbing from 3 years ago (6.6 for past cruise length and 6.7 for future cruise length in 2008).  

Passengers on Luxury (9.0 days) and Destination lines (9.0) take the longest trips; Contemporary the shortest (7.3) 

The average number of days that cruisers sail increases from prior waves (7.4 from 6.6-6.8 days) as fewer opt for the 

shorter voyages  (under 5 days).  
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Q7a. How long did this cruise vacation last?    

Length of Most Recent Cruise Vacation (Q7A) 
BASE:  Most Recent Cruise was in Past 5 Years 

Average # Days 

CRUISERS 

Cruisers 

(2004) 

Cruisers 

(2006) 

Cruisers 

 (2008) 

Cruisers 

(2011) 

Desti- 

nation Luxury Premium 

Contem-

porary 

6.7 6.8 6.6 7.4 9.0 9.0 8.5 7.3 

Under 3 Days 

3 - 5 Days 

6 - 8 Days 

9+ Days 

9-15 Days (2011) 

16+ Days (2011) 
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Results of Research (continued) 

Planning Time  

Seldom does cruise trip planning occur spur-of-the moment (under a month) and it is also unlikely to take 

more than a year.  Similar to the 2002 and 2004 surveys, the median amount of time is four to six months 

for all cruise types. 

85 

Q7b.  How long before you took this cruise vacation did you begin planning it?  

Length of Time Before Cruise Vacations Planning Began (Q7B) 

BASE:  Cruisers Whose Most Recent Cruise Was in the Past 5 Years 

Under 4 Months 
(NET) 

CRUISERS 

Cruisers 

(2004) 

Cruisers 

(2006) 

Cruisers 

 (2008) 

Cruisers 

(2011) 

Desti- 

nation Luxury Premium 

Contem-

porary 

31% 26% 28% 28% 18% 17% 28% 29% 

69% 74% 72% 72% 82% 83% 72% 71% 

< 1 Month 

1 – 3 Months 

4 - 6 Months 

7 Months – 1 Year 

1 - 2 Years  

3 + Years 

4 Months+ (NET) 
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Results of Research (continued) 

Length of Time Before Cruise Vacations Booking Occurred (Q7B) 

BASE: Cruisers Whose Most Recent Cruise Was in the Past 5 Years 

86 

Q7c. How long before you took this cruise vacation did you actually book it? 

Booking Time  

Similar to planning, seldom does cruise trip booking occur spur-of-the moment (under a month) or more 

than a year in advance.  The median again places in the four to six months for all cruise types.  

Under 4 Months 
(NET) 

CRUISERS 

Cruisers 

(2006) 

Cruisers 

 (2008) 

Cruisers 

(2011) 

Desti- 

nation Luxury Premium 

Contem- 

porary 

39% 39% 43% 43% 22% 40% 45% 

61% 60% 57% 57% 78% 60% 55% 4 Months+ (NET) 

< 1 Month 

1 – 3 Months 

4 - 6 Months 

7 Months – 1 Year 

1 - 2 Years  

3+ Years 
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Results of Research (continued) 

Size of Travel Party 

The majority or cruisers travel in pairs, regardless of category, with Premium hosting the largest share of 
couples.   
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Q7d.  Including yourself, how many were in your immediate travel party on your last cruise?  Enter “1” only if you traveled alone.  

Size of Cruise Party on Last Cruise (7d) 
BASE:  Cruisers Whose Most Recent Cruise Was in the Past 5 Years 

Average: 

CRUISERS 

Cruisers 

(2006) 

Cruisers 

 (2008) 

Cruisers 

(2011) 

Desti- 

nation Luxury Premium 

Contem- 

porary 

4.5 4.4 3.5 3.6 4.3 3.4 3.5 

1 

2 

3 

4 

5+ 
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Results of Research (continued) 

Traveling Companions  

Spouses (77%) most often accompany cruisers, followed by children (18%), other family members (16%), 
and friends (19%).  Although the majority of cruisers leave the kids at home, about one in five (18%) brings 
them along. 

88 

Q7e/e1.  Abridged:  Who accompanied you on this trip?  If children under 18, what were their age groups? 

Composition of Travel Party While on Last Cruise 

CRUISER 

Cruisers 

(2004) 

Cruisers 

(2006) 

Cruisers 

(2008) 

Cruisers 

(2011) 

Destin-

ation Luxury Premium 

Contemp-

orary 

Spouse 76% 79% 75% 77% 85% 87% 84% 78% 

Partner/companion 6 8 10 10 14 8 5 11 

Children under 18 12 20 25 18 26 23 12 20 

Under 2 N/A 3 3 2 19 7 - 3 

2 – 5 N/A 6 7 7 25 13 5 8 

6 – 12 N/A 12 13 9 3 6 6 10 

13 – 17 N/A 8 13 9 3 13 7 10 

Adult children 6 9 9 8 9 21 10 9 

Other family members 22 20 23 16 9 13 17 17 

Friends 25 24 21 19 14 22 19 17 

Members of an organization or  

group to which you belong 4 2 2 1 - - 1 1 

Sailed alone 1 - N/A N/A N/A N/A N/A N/A 

Other - 1 1 - - 3 - - 

Base:  Cruisers whose most recent cruise was in the past five years 
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Results of Research (continued) 

Cost of Cruise and All Onboard Expenses for Last Cruise Vacation 

Cruisers spend an average of $1,790 per person for their cruise, including all onboard expenses, down 

slightly from 2008 ($1,880).  Other key observations:   

Not surprisingly, those who take Contemporary cruise lines averaged the least ($1,690), followed by 

Premium passengers ($2,080), Luxury passengers ($2,840), and Destination passengers ($3,220)  

Half (49%) of cruisers report that they received a discount or took advantage of a promotional offer 

on their last cruise, matching the level three years ago 

Overall, two-thirds (66%) fly to the cruise origination point and pay an average of $376 each for the 

flight 

Cruisers can spend a very reasonable per person amount per day – ranging from $171 for a 

Contemporary cruise to $234 for a Destination cruise. 

 

89 
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CRUISERS 

Cruisers 

(2004) 

Cruisers 

(2006) 

Cruisers 

 (2008) 

Cruisers 

(2011) 

Desti- 

nation Luxury Premium 

Contem-

porary 

Results of Research (continued) 
 

Cost of Cruise and All Onboard Expenses for Last Cruise Vacation (Q10D, Q10E) 

BASE: Cruisers – Costs are PER PERSON 
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Q10d.  On your last cruise did you receive a discount or take advantage of a promotional offer? 
Q10e.  Not including the airfare that you may have paid getting to your most recent cruise, but including the cost of the cruise itself and all onboard expenses, how much did you pay 
(per person) for your last cruise vacation? 
Q10f.   What percentage was allocated for the cruise itself and what percentage was onboard and shore side expenses? 
Q10g.  How much did you pay per person in airfare, getting to and from your cruise?  

% Received Discount 58% 52% 49% 49% 65% 59% 60% 50% 

Mean – Total Cost $1,651 $1,690 $1,880 $1,790 $3,220 $2,840 $2,080 $1,690 

Mean – Cruise NA $1,255 $1,414 $1,326 $2,103 $2,065 $1,589 $1,251 

Mean – Onboard and Shore 
Expenses 

NA $435 $468 $464 $1,117 $775 $491 $439 

Mean - %  Flew to Cruise NA 64% 62% 66% 81% 73% 73% 64% 

Mean - Airfare NA $359 $433 $376 $360 $420 $409 $353 

Average Per Day (# Days) NA $185 (6.8) $214 (6.6) $179 (7.4) $ 234 (9.0) $228 (9.0) $187 (8.5) $171 (7.3) 

< $500 

$500-$999 

$1,000-$1,499 

$1,500-$1,999 

$2,000-$2,999 

$3,000-$3,999 

$4,000 + 

$4,000 - $4,900 (2011) 

$5,000+ (2011) 
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Groups/Events for Cruises (Q7e) 

BASE: Cruisers Within Past 5 Years 

Results of Research (continued) 
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Q7e2.  With which of the follow groups/events have you ever taken a cruise vacation?  

CRUISERS 

Group/Event Cruising 

Leading events/companions include:  

Group travel (18%) leads other types of special types 

Honeymoons (11%) and themes (10%) vie for second.   
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CRUISERS 

Results of Research (continued) 

Use Cruising to Sample Destinations (Q7e) 

BASE: Cruisers Within Past 5 Years 
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Q7e4.  Do you consider cruise vacations a good way to sample a destination that you may wish to visit again on a non-cruise vacation? 
Q7e5.  Have you ever returned to a destination that you first visited by cruise ship? 
Q7e7.  When choosing a cruise vacation, do you typically extend your vacation by spending a few days in the embarkation/debarkation port city? 
Q7e8.  By how many days do you typically extend your vacation when spending additional time in the port city? 

Use Cruising to Consider Destination for a Future (Land) Trip 

Cruisers typically agree that cruise vacations are a good way to sample destinations that they may wish to visit again (80%), 

with the more experienced/seasoned Destination and Luxury cruisers most frequently returning for a non-cruise vacation. 

Destination cruisers add time in the port city more often than others. 

Cruisers most often return for land-based vacations (next slide) to the Caribbean (49%); Destination cruisers emphasize 

Alaska (40%) and Luxury cruisers add Europe (33%) to the Caribbean (41%) more often than other destinations. 

“AVG. # DAYS ADDED FOR PORT CITY, IF ANY” 
 2.6 2.2 2.3 3.4 2.3 2.2 
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Rep Sample  

(2008) 

Rep Sample  

(2011) Destination Luxury Premium Contemporary 

Results of Research (continued) 
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CRUISERS 

Caribbean/Eastern Mexico  

Bahamas 

Alaska 

Hawaii 

Europe 

West Coast of Mexico 

Canada/New England Area 

Bermuda 

Mediterranean/Greek Islands/Turkey  

Coastal U.S. 

South America 

European Rivers 

Baltic/Scandinavia 

Panama Canal 

U.S. Rivers 

Africa 

South Pacific 

Transatlantic 

China/Japan  

Southeast Asia 

Around the World 

Other 

CRUISE TYPES 

Destinations Introduced by Cruise (Q7e) 
BASE:  Cruisers Who Returned to a Destination First Visited by Cruise 

Q7e6.  To which of the following destinations that you first saw by cruise did you return? 
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Awareness and Cruise 

Influencers 
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Results of Research (continued) 

Overall Awareness of Cruising 

As noted throughout this report, marketing and promotional efforts remain effective.  Four times as many 

people in the target market ($40K, 25+) cite increasing awareness of cruising (32%) as decreasing 

awareness (8%).  
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Q8a.  In the past year or two, has your overall awareness of cruise vacations…  

Overall Awareness of Cruise Vacation in the Past Year or Two (Q8A) 
BASE:  Total 

CRUISERS 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti- 

nation Luxury Premium 

Contem-

porary 

3.3 3.3 3.2 3.4 3.9 3.5 3.4 3.4 Mean 

Increased Greatly 
Increased 
Somewhat 

Stayed the Same 

Decreased 
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Results of Research (continued) 

Interest in taking a Future Cruise Vacation 

Marketing and promotional efforts also build interest in cruising.  More than twice as many people in the 
target market have increasing interest in a future cruise (38%) than a decreasing interest (14%).  Although 
the proportion with increasing interest declines slightly from prior waves, it is worth noting that it becomes 
harder to maintain a high rate of growth as the base number of cruisers rises. 

Destination (71%) cruisers claim a higher growth in interest than other cruise types.  
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Q8b   In the past year or two, has your interest in taking a cruise vacation…  

Level of Interest in Taking a Cruise Vacation in the Past Year or Two (Q8B) 
BASE:  Total 

CRUISERS 

Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 

NA NA 3.3 3.3 3.2 3.4 3.9 3.5 3.5 3.4 Mean 

Increased Greatly 
Increased 
Somewhat 

Stayed the Same 

Decreased 
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Results of Research (continued) 

Factors Influencing Vacation Selection 

Travelers rank the Destination as the primary factor in deciding on a vacation.  Vacationers deem Cost as a 

slightly greater concern than cruisers, but it still ranks second for most segments, except Luxury and 

Destination cruisers who more strongly (or about equal for Luxury) emphasize the overall experience.  
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Q10a.  Many elements are considered when planning a vacation; the destination, the property or ship, the facilities, the destination, the experience, and the cost. 
Please divide the percentage that each factor plays in your selection.  

Distribution of Factors Influencing Vacation (Not Cruise) Selection (Q10A) 

BASE:  Cruisers and Vacationers 

CRUISERS 
Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 

Destination 

Overall Experience 

Property/Ship 

Cost 

Facilities 
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Results of Research (continued) 

Expected Cost Per Night of Hotel/Resort Vacation 

Travelers expect to spend roughly $200 per night (including food , entertainment, and lodging) for a hotel/ 

resort, which helps cruise lines ballpark competitive expenditures.  Cruisers expect to spend slightly more 

than average ($208 vs. $201), especially past Destination ($301) and Luxury ($239) cruisers. 

Note:  These costs represent the state of expectations for vacationers, not necessary a reflection of reality. 
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Q10b1.  Considering your food , entertainment, and lodging expense, how much would you typically expect to spent per night when vacationing at a hotel or resort  

Expected Cost Per Night of Hotel/Resort Vacation (Q10b1) 

BASE:  Cruisers or Vacationers 

CRUISERS 

Rep  

Sample 

(2008) 

Rep  

Sample 

(2011) 

Non- 

Cruisers 

Vacationers Cruisers 

Desti- 

nation Luxury Premium 

Contem-

porary 

$193 $201 $192 $208 $301 $239 $221 $208 

$100 or less 

$101-150 

$151-200 

$201-250 

$251-300 

$301-400 

$400+ 

$401-500 (2011) 

$500+ (2011) 

Average 
Expectations: 
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CRUISERS 

Rep Sample  

(2008) 

Rep Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers CRUISERS  Destination Luxury Premium 

Contem- 

porary 

Cruise Other Cruise Other Cruise Other Cruise Other Cruise Other Cruise Other Cruise Other Cruise Other 

73% 49% 67% 48% 77% 40% 59% 53% 83% 71% 64% 63% 55% 61% 56% 53% 

Results of Research (continued) 

Cost of a Cruise Versus Land-Based Vacations (Q10B) 

Base: Cruisers and Vacationers 
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Q10b.  When considering the price of a cruise versus land based vacations, how do you rate the overall cost and value received?  

Cost and Value of a Cruise versus Land-Based Vacations 

Most travelers consider cruises more expensive than non-cruise vacations.  Overall, travelers cite cruises 

(17%) as “very expensive vacations” three times more often than non-cruise vacations (5%), a slightly 

smaller gap than three years ago (21% vs. 4%).  Even past cruisers deem cruise vacations as very 

expensive at more than twice the level of non-cruise vacations (12% vs. 5%). 

COST 

Expensive 
(NET) 

Very Expensive 

Somewhat 

Moderate 

Inexpensive 
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CRUISERS 

Rep Sample  

(2008) 

Rep Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers CRUISERS  Destination Luxury Premium 

Contem- 

porary 

Cruise Other Cruise Other Cruise Other Cruise Other Cruise Other Cruise Other Cruise Other Cruise Other 

63% 59% 62% 55% 49% 56% 70% 55% 88% 73% 86% 63% 76% 53% 69% 53% 

Results of Research (continued) 

Value of a Cruise Versus Land-Based Vacations (Q10B) 

Base: Cruisers and Vacationers 
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Q10b.  When considering the price of a cruise versus land based vacations, how do you rate the overall cost and value received?  

VALUE 

Cost and Value of a Cruise versus Land-Based Vacations continued 

The good news for the cruise industry is that most people deem cruises as the superior value.  More than 

twice as many travelers equate cruising (17%) with very high value as land-based vacations (9%).   Among 

non-cruisers, the same proportion considers cruising and land-based vacations to be a very high value 

(10%).  The gap swells among past cruisers (21% vs. 8%), underscoring that once travelers are convinced 

to cruise, many become “hooked. “ 

Expensive  
(NET) 

Very High Value 

Somewhat High 

Moderate Value 

Low Value 
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Results of Research (continued) 

Cruise Distribution Channels Providing Best Prices  

Travelers most frequently believe that the best price on a cruise can be found on the Internet, with over half (54%) citing it  
as the place to get the best prices (similar to prior waves), followed (distantly) by contacting the cruise line directly (26%), 
and travel agents (15%).   Cruisers feel that the best pricing comes via the cruise line directly to a much greater degree than 
non-cruisers (30% vs. 20%).   

Assuming that the websites to which travelers refer are travel agency websites, travel agencies receive best price “votes” 
from  two-thirds (69%) of them. 
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Q10c. In your opinion, which cruise information and purchase source provides the best pricing and service?  

CRUISERS 

Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 

72% 74% 71% 69% 75% 65% 45% 63% 66% 64% 
(NET) Websites/ 
Travel Agents 

BEST PRICES 

Websites and Online  
Travel Retailers 

Travel Agents 

Cruise Line 
Directly 

Tour Operators 

Cruise Distribution Channels Providing Best Prices (Q10C) 
BASE: Cruisers and Vacationers 
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CRUISERS 

Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 

58% 56% 69% 60% 64% 58% 56% 53% 61% 58% 

Results of Research (continued) 

Cruise Distribution Channels Providing Best Service 

Travelers still deem travel agents as the distribution channel that offers the best service (40%, essentially 

unchanged over the past 3 waves); contact directly with cruise line ranks second (29%).  

Still placing travel agents in the lead (39%), cruisers more often than non-cruisers feel that the best service 

comes from the cruise line directly (32% vs. 25%).   
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(NET) Websites/ 
Travel Agents 

Q10c. In your opinion, which cruise information and purchase source provides the best pricing and service?  

BEST SERVICE 

Websites and Online  
Travel Retailers 

Travel Agents 

The Cruise  
Line Directly 

Tour Operators 

Cruise Distribution Channels Providing Best Service (Q10C) 
BASE: Cruisers and Vacationers 
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CRUISERS 
Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 

Results of Research (continued) 

Factors Influencing Cruise Selection 

The destination to where a ship travels plays a dominant role among all classifications of cruisers.  Cost 

ranks second, although Destination and Luxury cruisers rate overall experience and the actual ship almost 

as highly.   
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Q10a.  Many elements are considered when planning a vacation; the destination, the property or ship, the facilities, the destination, the experience, and the cost. 
Please divide the percentage that each factor plays in your selection of a cruise.  

Distribution of Factors Influencing Cruise Selection (Q10A) 

BASE:  Cruisers and Vacationers 

Destination 

Overall Experience 

Property/Ship 

Cost 

The Facilities 
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Rep  

Sample  

(2004) 

Rep  

Sample  

(2006) 

Rep  

Sample  

(2008) 

Rep  

Sample  

(2011) 

Non- 

Cruisers/ 

Vacationers 

CRUISERS 

Cruisers 

Desti-

nation Luxury Premium 

Contem-

porary 

Results of Research (continued) 

104 

Note:  This comparison is limited to only two types of land-based vacations (Resorts and Packaged Tours) rather than land-based vacations in general. 

Q10. When comparing the cost of a cruise vacation to the cost of a land-based package tour of the same length and to the cost of a resort vacation of the same length, 
which one of these three vacation types do you think would cost the most?    

Resort Vacations 

Cruise Vacations 

Pkg Tour (Land) 

All Equal/DK 

Vacation Cost Perceptions 

Assuming that each vacation type lasts the same number of days, resorts top the list as most expensive, 

then cruising.  Non-cruisers more often than cruisers see cruising as most expensive (30% vs. 25%).   

Within the cruise types, Destination cruisers place resorts, cruises, and packaged tours at about the same 

level; the other types (Luxury, Premium, and Contemporary) rank resorts as more expensive than cruises. 

 

Vacation Cost Perceptions (Q10) 

BASE:  Total 
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Results of Research (continued) 

Benefits of Cruising 

When comparing the benefits of cruising to other vacations (much/somewhat better), the top choices 

include:  chance to visit several different locations (56%), being pampered (44%), fine dining (51%), and 

getting away from it all (44%).  

Past cruisers rank every attribute higher than non-cruisers, usually by a substantial degree.  After 

experiencing the benefits of cruising, the largest gaps (25 percentage-point differences or greater) between 

these two groups occur in (cruisers vs. non-cruisers): 

Fine dining (56% vs. 27%) 

Hassle-free (54% vs. 26%) 

Easy to plan and arrange (53% vs. 28%) 

Explore a vacation area to return later (52% vs. 25%) 

Good value for the money (50% vs. 19%) 

Fun Vacation (45% vs. 19%) 

Reliable (44% vs. 14%) 

Safe (41% vs. 16%). 

105 
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Rep Sample  

(2004) 

Rep Sample  

(2006) 

Rep Sample  

(2008) 

Rep Sample  

(2011) 

 

Cruisers 

Non- 

Cruisers/ 

Vacationers 

Results of Research (continued) 
Cruise Vacations Compared to Other Vacations (Q11) 

% Much/Somewhat Better 

BASE:  Cruisers and Vacationers 
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Q11. How do you think cruise vacations compare to other vacations you've taken?  Are cruises much better, somewhat better, the same, somewhat worse, or much 
worse than your other vacations in terms of...    

Chance to Visit Several Locations 

Being Pampered 

Fine Dining 

Relax/ Get Away From It All 

Easy to Plan and Arrange 

Hassle-Free 

Luxurious 

Unique & Different 

Explore Vacation Area/Return Later  

High Quality Entertainment 

Variety of Activities 

Offers Something for Everyone 

Good Value for the Money 

Exciting and Adventurous 

Romantic Getaway 

Fun Vacation 

Makes Me Feel Special–Rich/Famous 

Reliable 

Good Vacation for Entire Family 

Safe 

Cultural Learning Experience 

Good Activities for Children 

Comfortable Accommodations 

Participate in Sports You Enjoy 

NA 

NA 

NA 
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Rep Sample  

(2011) Destination Luxury Premium Contemporary 

Results of Research (continued) 
Cruise Vacations Compared to Other Vacations (Q11) 

% Much/Somewhat Better 

BASE:  Cruisers and Vacationers 
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CRUISERS 

Q11. How do you think cruise vacations compare to other vacations you've taken?  Are cruises much better, somewhat better, the same, somewhat worse, or much 
worse than your other vacations in terms of...    

Chance to Visit Several Locations 

Being Pampered 

Fine Dining 

Relax/ Get Away From It All 

Easy to Plan and Arrange 

Hassle-Free 

Luxurious 

Unique & Different 

Explore Vacation Area/Return Later  

High Quality Entertainment 

Variety of Activities 

Offers Something for Everyone 

Good Value for the Money 

Exciting and Adventurous 

Romantic Getaway 

Fun Vacation 

Makes Me Feel Special–Rich/Famous 

Reliable 

Good Vacation for Entire Family 

Safe 

Cultural Learning Experience 

Good Activities for Children 

Comfortable Accommodations 

Participate in Sports You Enjoy 
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Appendix 

Building the Projections 

The projection model relies on responses to two key measures: 

Whether members of the target market would cruise (or cruise again) 

Likelihood of cruising based on a 5-point scale (projections are based on top 2 box:  definitely and probably). 

Scenarios use the following weighting scheme: 

The most likely scenario:  This utilizes these weighting factors:  those who indicate that they will definitely cruise (5) 

are weighted by a factor of .75; those who indicate they will probably cruise (4) are weighted by 0.5    

The best-case scenario:  This assumes that all of those who indicate definitely/probably will cruise   

The worst-case scenario:  This adjusts the weight factors to 0.6 for definitely and 0.2 for probably 

Populations are further subdivided by former cruiser intent and by non-cruiser intent to cruise, a key determinant of future 

likelihood.  Using the Core Market as an example: 

Past Cruisers Non-Cruiser 
Total Cruise Market 

Potential 

Best Case 
Definitely/Probably Cruise in 
Next 3 Years (unweighted) 

57% 41,416,000 23% 13,975,000 42% 55,391,000 

Most Likely Case  
Definitely (0.75)/ Probably 

(0.5) Cruise in Next 3 Years 
38% 27,652,000 14% 8,464,000 27% 36,116,000 

Worst Case 
Definitely (0.6)/ Probably (0.2) 

Cruise in Next 3 Years 
24% 17,627,000    8% 4,744,000 17% 22,371,000 

Market Projections for Cruising within Next 3 Years 

Cruise Market Potential for Core Target Market 

(Among 25+ Adults Living in Households With Earnings of $40,000 Annually) 
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