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Survey Methodology

Why the Cruise Pulse ™ Survey? Travel agents are
the front line in the cruise sales channel — accounting
for up to 87% of all cruises booked.” Their input
makes it possible to "take the pulse” of what is
occurring in the marketplace.

The results? If you need to know:
How booking trends are progressing
How discounting and cancellations are trending
What sectors are hot

This is the third edition of six panel surveys. To date,
667 agents from around the world have responded.

The remaining three surveys will be conducted during
subsequent quarters to spot emerging trends and
changes in consumer behavior.

Wave Season Kick-off edition

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

Wave Season February Follow-up edition

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

Wave Season April International edition
Data gathered April 15 to April 22, 2009. 228

travel agents responded. Margin of error +/-
6.4%.

Survey data is weighted to accurately represent
cruise bookings by geography and agents monthly
cruise volume.
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Summary of Findings

Price stabilization Optimism increasing

There is evidence pricing has stabilized. Agents on average were slightly more
The average price per booking per person optimistic than previous surveys.
remained consistent with the last survey. Optimism is particularly high in growth
In addition, fewer agents indicated regions such as Australia and New
discounting has increased compared to the Zealand.

same time last year.

“Brick & Mortar” agents

are less exposed to economic conditions
than their home based counterparts. On

The “close in” booking trend is
becoming a permanent way of

doing business average, they book more cruises per
Particularly in the North American market, month at higher price per bookings. They
close in bookings (for travel within three also report more growth in “close in
months) continue to grow month over bookings and smaller declines in
month as consumers wait for deals and to advance” bookings.

ensure financial stability prior to booking.
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Demographic Overview

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

Agent Geography Agent Monthly Cruise Bookings

Other

UK. —.

North America

Australia
New Zealand
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Demographic Overview

*  Isyour agency *  North American agents are more likely to
be home based (48%) than U.K.

counterparts (22%).
Agent Type

*  Home based agents book fewer cruises
per month (13% 75 or more) than do
brick and mortar agents (25% 75 or

_\ _~Home Based more).

Brick & Mortar
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Cruise Pricing Trends
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«  Over the last 30 days, has price discounting of «  There were no statistical differences
cruises increased or decreased compared to the between North American and U.K. agents
same time last year: or home based agents and their brick and

mortar counterparts in regard to
Percent increased "a lot" or "a little" vs. last year discou nting_

Jan

Feb

April
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Cruise Pricing Trends
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Agent Geography:

Price vs. Last Year
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Cruise Booking 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:

April percent change in "close in" bookings

vs. last month

1]

vs. last year

5%
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Over the last 30 days, advance cruise bookings
(those for departure 4 months or further out)
have increased or decreased compared to:

April percent change in "advance" bookings

vs. last month -0.24%

vs. last year -1.3%




Cruise Booking Trends
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Close in and advance bookings over time
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Close in booking growth by agent type:

CRUISE
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Cruise Booking Trends
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Close in bookings:

Advance bookings:
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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?
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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?

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

-9

16



Cruise Segments “Hot or Not"?
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Agent Geography:
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Agent Type:

Home based agents rated Carnival hotter while
Brick & Mortar agents rated Princess and P&O
hotter at statistically significant levels.
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Upcoming Survey Questions
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Which cruise line do you consider the most “travel agent” friendly?

Which cruise line would you most recommend to clients today?

What one offer was most successful in stimulating bookings?

Are more clients purchasing cruise insurance?

At what levels are clients rebooking at lower rates, canceling or waiting to purchase?
At what levels are clients accepting quoted price or shopping around?

Are clients changing the frequency of booking, cabin categories or length of cruise?
Are sales of non-cruise travel alternatives growing? If so, what?
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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 contact:

Ryan Wahlstrom

Cruise Market Watch

CEOQO & Publisher

(305) 467 —3254
RyanWahlstrom@gmail.com

Cruise Pulse sponsored in part by
www.LatinCapitalMarket.com

Latin Stock Investing

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

About Cruise Market Watch

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

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