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Survey Methodology

Why the Cruise Pulse ™ Survey? Travel agents are
an extremely important front line constituent in the
cruise industry sales channel - they represent up to
87% of all cruises booked.” Their input makes it
possible to "take the pulse" of what is actually
occurring. Bookings are no longer the domain of
second hand word-of-mouth, but rather forward
looking quantifiable research.

The results? If you need to know:

How booking trends are progressing during the
important wave season

How discounting and cancellations are trending
How these trends will impact earnings

What sectors are hot

How travel agents are feeling

This is the second edition in a series of six panel
surveys of travel agents who book cruises. Three
surveys will be completed during wave season (the
January — March period that accounts for up to
35% of all cruises booked in a year). The
remaining three surveys will be conducted during
the subsequent quarters to spot emerging trends
and changes in consumer behavior.

Wave Season Kick-off edition

Data was gathered from January 24 to
January 30, 2009. 330 travel agents
responded. Margin of error +/- 5.3%.

Wave Season February Follow-up edition

Data was gathered from February 22 to
March 3, 2009. 254 travel agents responded.
Margin of error +/- 6.1%.

Survey data is weighted to accurately represent
cruise bookings by geography and agents monthly
cruise booking volume.
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Cruise Booking and Pricing Trends
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. Over the last 30 days, close in cruise bookings (those for
departure in the next 3 months) have increased or decreased
compared to:

February % Change in Cruise Bookings - Close In

vs. Pervious Month 4%

vs. Previous Year 1.4%

%

Over the last 30 days, advance cruise bookings (those for
departure 4 months or further out) have increased or decreased
compared to:

February % Change in Cruise Bookings - Advanced

vs. Pervious Month -1%

vs. Previous Year -1.2%
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Cruise Pricing Trends
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. Over the last 30 days, has price discounting of cruises increased or

decreased compared to the same time last year :
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Over the last 30 days, has price discounting of cruises increased or
decreased compared to the same time last month :



Travel Agent Optimism Index
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Looking out 12 months from now, are you optimistic or
pessimistic cruise bookings will increase compared to how they
are now?



Cruise Segments “Hot or Not"?
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. Right now, how would you rate consumer interest in the following . Right now, how would you rate consumer interest in the following
cruise regions? cruise segments?



Cruise Segments “Hot or Not"?
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Right now, how would you rate consumer interest in the following
cruise lines?



Travel Agent Feedback
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. Which cruise line do you consider the most “travel agent” . Which three cruise lines would you recommend to clients today?
friendly?



Travel Agent Feedback
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Direct to cruise line bookings compared to agent bookings?

. Commissionable rates for cruise tickets?

. Non-commissionable portions of cruise tickets?
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Travel Agent Feedback
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“We are seeing an increase in people
wanting all inclusive and Kids go Free!, This
iIs why MSC is doing so well. This seems to
be why Azamara is selling well. | think
Celebrity will do great with the 3rd and 4th in
cabin go free also.”

“Even though my business has dwindled a
bit, I'm trying to be more pro-active with my
marketing, putting a different spin on what
and how | advertise. If you're gonna make it
in these troubled times, you have to work a
little harder and get creative!”

“The cruise lines need to reduce their NCF.
Its getting where you don’t care to push the
less expensive cruises since you hardly
make anything. | think the higher end ships
have gotten the message.”

“The cruise lines have got to get their reps
out in the field visiting agencies and
educating them on all the ‘deals’ being
offered. They need to educate their sales
force, the travel agent, on how they are
changing to meet the new needs of the cost
conscious and frightened traveler who are
so reluctant to spend money.”

“Start offering commissions on Shore
Excursions and other items that can be
booked in advance with the travel agency.
Furthermore cut your overhead by getting rid
of reservations staff. Why spend money to
train travel agencies and their staff to sell
your product, and then compete with them.
Convert some people with seniority to
“Agency Support” and can the rest. Over
70% of the sales are generated from
agencies anyways, so you have a FREE
sales force already working for you.”
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Summary of Findings

Cruise bookings have picked up significantly
from January 2009, particularly the close in (for
travel departing in three months or less). Close
in bookings are exceeding the same period last
year. Further out advanced bookings are down
just 1% compared to last year.

Cruise lines have developed a very successful
business model with highly elastic pricing
capabilities that are effectively allowing them to
fill ships. This ensures onboard revenue streams
and growing market share from other land based
forms of vacationing. Even under current
economic conditions and with an increasing
number of ships, with stable oil prices ships will
continue sailing full during 2009.

On average, the price per booking per
passenger has declined 16% to $1,580.

Travel agents are remaining optimistic.

In line with findings regarding pricing, the closer
to port and shorter duration cruises offered by
the Caribbean are the hottest. Alaska is heating
up as we approach the summer. Contemporary
lines, which offer the lowest pricing, are also the
hottest.

Royal Caribbean (RCL) was ranked “the hottest
cruise line.” This is undoubtedly in part due to
the buzz surrounding the 2009 launch of the
world’s largest cruise ship to be, Oasis of the
Seas. It may also be due to the fact that RCL
enjoys a significant lead in agent’s opinion as
the “most agent friendly line.” Agents also
indicated RCL was the line they would most
likely recommend to clients.
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Demographic Overview

. In order to evaluate geographic representation of the results, . In a typical month, what is the total number of cruise tickets you
please provide your country of primary residence. book?
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Want to Learn More?

For more information, or to discuss this research and
find out about adding questions of your own, please
contact:

Ryan Wahlstrom

Cruise Market Watch

CEO & Publisher

(305) 467 —3254
RyanWahlstrom@gmail.com

About Cruise Market Watch

Cruise Market Watch covers cruise industry
marketing, technology and research from its website
www.CruiseMarketWatch.com.

Refer to my about page to learn about my
background and credentials.

Cruise Pulse sponsored in part by
www.L atinCapitalMarket.com

Latin Stock Investing

The emerging markets investor newsletter
By Rudy Martin, Latin Capital Market

You will find:

Current cruise line market share
Forward looking revenue estimates
Passenger capacity

Projected cruise industry growth to 2011

Overviews of the consumer marketplace, cruise
advertising campaigns and social media usage

Proprietary Cruise Search Index, CruisePulse™
and Brand Buzz

My ideas blog (covering cruise news, trends and
online developments from a marketing
perspective)

Sign up for pre-release
notification of the world’s first
iPhone app for cruisers at
www.AlwaysBeCruising.com.
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