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Direct Economic Impact of Cruise Tourism for the Economies of

Europe 2015

Cruise Line Purchases 2015 (€ 6,900 Mil) Passenger & Crew Spending 2015 (€ 3,832 Mil)
Catar Direct Economic Impact of Cruise Tourism for the Economies of Europe Embarkation
: : Spendi
Petrochemicals 2015 ( €16,880 MII) (F:::il.:|:g
11% airfares)

46%

Pax & Crew
Purchases
23%

Business
Services E
21%

Cruise Line
Purchases
41%

Manufacturing
20%

Visit
Spending

(Shopping,
F&B, Tours)
50%

Cruise Employee Compensation (€ 1,550 Mil) Ship-Building 2015 (€ 4,604 Mil)

Portugal Shipbuilding
2% 27%
Cruise Employee
Compensation
9%

Germany

8%
Finland

0% Germany
28%

11%

* Data Source: CLIA Europe Economic Impact Rep@t2016¢ Online: http://www.cliaeurope.eu/medi@oom/clia-europe-
economiecontribution-report
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Some Simple Observations...

‘Big Business benefits Big Business’
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- (68% of Total Impact)
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The current Highly
sector, focusini

on -tourism and competin

on -reductions achieved
through and
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Intl. Cruise Capacity 2015:

Big 3 = 57% of Vessels / 79% of Pax Capacity

REVEVUE (% OF TOTAL)

AVERAGE PAX / VESSEL

RCL; 2498
2500 CCL; 2223 ‘
NCL; 2041

» 2000
=
(WN]
0
< 1500 .
A
=

1000 Other: 788 Total Average, 841

500

0

Average Pax / Ship

(CYANS Papathanassis * Data Source: Cruisdarket Watch (2016) http://www.cruisemarketwatch.com/markeshare

** Data Source: Cruiddarket Watch (2016) http://www.cruisemarketwatch.com/capacity



Average Cruiser 2015

Financial Breakdown*

¢20Ff wS@SydzS I' € mMcnndcy

1.800,00 € OHNMOY € by co
58,88 €
39,56 €
1.600,00 € 7912¢€ ko C
217,12 €
1.400,00 € 237,36 €
1.242,00 € On Board Revenue
1.200,00 €
r € 0 Py PC Yonse
OHAMOY €onTV

1.000,00 € 176,64 €

800,00 € 189,52 €

600,00 € 180,32 €

OnboardRevenue
157,32 €
400,00 € =24.2%of Total Revenue
98,44 €
(2013: 23.8%) 71,76 €
200,00 € H28E 50,60 €
0,00 € 207,92 €
200,00 €

O[S Papathanassis * Data Source: Cruiddarket Watch (2016) http://www.cruisemarketwatch.com/home/financiabreakdownof-typicatcruiser/




Cruise Guest Motives*

Challenges for Destinations - Competition

Ranking of Best Vacation Type Factors Influencing Cruise Selection
% of Cruisers, 2014 % of Cruisers, 2014
Ocean cruise 42%
, M Destination
Land-based vacation - 14%
j> Ease of Trave
All-inclusive resort . 9%
Overall experience
Resort non-package 6%
Visit friends/relatives 6%
Value4Money (Gl _
River cruise 4% Property/ship
Resort package I 4% ,
B Very high value
House rental I w | PR _ ® Cost
Box Somewhat high value
@ Land-based escorted tour I 2% 69% « Moderate value
. ) 27
Camping trip 2% 4 " Low value Facilities
Vacation with business trip 1% Cruise Value vs. Land Vacation

% of Cruisers, 2014

(CYANS Papathanassig * CLIA (2015). 2014 North American Cruise Market Profile Report. Onttpe? www.cruising.org/docs/defauit

source/research/clia_naconsumerprofile_2014.pdf



Friends of the Earth Scorecard

The Smaller the Better?

| :
| The higher the
Passenger Capacity, the
higher theFoETotal
a
Pg Ssenger \'Sseéwage Air Pollution| Total FOE Score SCO re
apacity tment
_ . (i.e. correlation significant at thé.05level)
Correlation Coefficien 1,000 14 2277** 194*
Passenger
Capacity Sig (2-tailed) . ,062 ,003 ,011
N 171 171 7 71
Correlation Coefficien 143 1,000 ,184* ,831** "
Sewage Sig. (2ailed) 062 016 000 I:O EG rad | ng
Treatment Ig. (Aaile , . ; ;
N 171 171 171 171 SySte m CO rre | ate d
Correlation Coefficien 1,000 677 Wlth Stated Crlterla
Air Pollution Sig. (2ailed) .000 (i.e. correlationlsignlificant at the.05
N 171 171 evel

Newer-vessels tend to beLargel’and more technologically
F ROy OSRX angyasnerdallg-friendly:

© Alexis Papathanassis

Source DataFriends of the Earth Cruise Ship Report Cattp://www.foe.org/cruise-report-card



Smart Cruise Ships: RCL Anthem of the Seas

http://pocketnow.com/wp-
content/uploads/2015/11/AnthemoftheSeas__ AZL2776.jpg

SURF « STREAM « SHAR ngh_Speed
X Broadband
THE FASTEST INTERNET AT SE Internet

Dedicated

y !

http://www.royalcaribbeanblog.com/2014/10

https://secure.royalcaribbean.com/media/ima /05/99-daysof-quantumroyakiq
ges/offers/featured/voomsailingssupport.jpg

- - http://prevuemeetings.com/wp
http://www.telegraph.co.uk/content/dam/Travel/le content/uploads/2014/09/Royal
adAssets/32/61/BioniBar_3261528darge.jpg CaribbearDigitatSignage.jpg

Virtual

Robotic Balconies

Entertainers

=l
http://images.huffingtonpost.com/2014.1-15-
1408793468_wristbandinusefinalcomposite.jpg

0219SinusAward-2016/dancingscreens.jpg

© Alexis Papath anassis http://r{w‘é&i-é.royalcaribbean.com/content/shared_assets/images/

fleet/cabin_type/gallery_main/QN_studio_interior_305x202.jpg



Pax-Space & Pax-Crew Ratios...
A Look through 264 Vessels!

\/

ONLYMegalinerswith a SpaceService Ratio of over 10

SpaceService
RatiO(Average 10)

Pax/Crew

: ,  wAverage 1 Crewo
& iy _,E, 3 Pax:
£ 9.2 ‘g?;ié wBoutique: 1,79
LR B % wMainstream: 2,71
IS R ALERY Superliner: 3,04
: LRE B )  (Megaliner: 3,14
A Boutique: 19,7 b+ 9 J
A Mainstream: 9,9
A Superliner: 8,4
A Megaliner 8,5

Space/Pax

£ wAverage 26 GT per
&8s Passengeg Guest
o or Crew:
wBoutique: 31,01
¥ wMainstream: 24,28
¥ wSuperliner: 24,86
wMegaliner: 26,16

© Alexis Papathanassis 12



Mario... Robotic Cruise Host

/ Robot hostess puts IT in international
' Tourism Fair https://www.youtube.com/wat
h UnPA

Meet Connie, the Hilt
concierge https:// wWwW.youone.
/watch?v=ghbSaTYw14

© Alexis Papathanassis



https://www.youtube.com/watch?v=ghbS-aTYw14
https://www.youtube.com/watch?v=fljHh__UnPA

The current of ships

and vessels will persis

There are strona and
drivers for this!
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Cruise Passenger Development

Main European Markets

45,0%
40,0%
35,0%
30,0%

25,0%

% Change YoY Passenger Growth EUROPEAN PAX DEVELOPMENT

3,1%
3,6% 0,5%
13,4%
—
-0,7%

10,3%

RZ = 0,997

20,0% ~
"
15.0% gy gy,
10,0%
° R? =0,9699
5,0%
0,0%
2008-09  2009-10  2010-11  2011-12  2012-13  2013-14  2014-15
Pax ('000)
R? =0,9948

© Alexis Papathanassis

R? = 0,9485

R?=0,7832

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

* Data Source: CLIA Europe Economic Impact Rep@t2016¢ Online: http://www.cliaeurope.eu/medi@oom/clia-europe-
economiecontribution-report




Benefits of Cruise vs. Other Vacations

© Alexis Papathanassis

Cruise Guest Motives*

Hybrid Customers...

Chance to Visit Several Locations [ NG 70%

Relax/ Get Away From It All
Being pampered

Explore Vacation Area/Return Later
High quality entertainment
Easy to Plan and Arrange
Hassle-free

Variety of activities

Unique & Different

Fine dining

Luxurious

Offers something for everyone
Good value for the money
Exciting and Adventurous

Fun vacation

Makes me feel special - rich and famous
Romantic getaway
Reliable

Good vacation for entire family
Safe
Cultural Learning Experience
Comfortable accommodations
Good Activities for Children
Participate in Sports You Enjoy

60%
60%
B 500
590/0
58%
57%
56%
55%
55%
54%
53%
520/0
52%
51%
49%
48%
46%
45%
44%
40%
39%
36%
27%

% of Cruisers, 2014

Good to sample . :
destinations  Cruising as a Source for Future Trips

85% % of Cruisers, 2014

Have returned to

destination first

visited by cruise
42%

Typically extend
vacation in port city

45%

Cruise Vacation Beliefs % of Cruisers, 2014

| enjoy cruising often, but prefer to mix cruising with other types of vacations 34
| enjoy cruising, but | do it infrequently and instead choose other types of vacations 28

| prefer cruising to other types of vacations and cruise as often as possible 18

| enjoy cruising, but consider it a vacation | would only take once or twice in my life 11

| don’t enjoy cruising and prefer other types of vacations instead 9

* CLIA (2015). 2014 North American Cruise Market Profile Report. Onttpe? www.cruising.org/docs/defauit
source/research/clia_naconsumerprofile_2014.pdf




Cruise Sector Digital IQ

Content & Booking Process Complexity = Human Agents

AVERAGE DIGITAL 1Q &
PERCENT OF BOOKINGS ONLINE

By Category

120 60% rj
L
113 MOBILE PRESENCE BY CATEGORY
110 50% % of Brands with the Following:
100% ‘
100 40% AIRLINES
76%
= 75% J
® = 66% =
- H 61% 4
2 g 0% £ CRUISE LINES
= g 50%
5 s 50%
80 20% 24% HOTELS
25%
130.-‘0 1 1 o/;’
6%
70 o 10% 0%
L 0% ' '
Mobile Site Smartphone App iPad App
60 : : . 0%
AIRLINES HOTELS CRUISE LINES

. : * Galloway, S. (2011). L2 Digital IQ Index: TraAeilableOnline: http://www.12thinktank.com/research/trave2011. Access Date: 12.06.2011
© Alexis Papathanassis
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Distribution Democratisation

Cruise Booking Process Complexity & Third Parties

Av. Time Spent  Search Bounce Av. Pageviews / *%
TRAVEL BOOKING Sk of Website  Visits (%) Rate (%) Visit
Online Marketing Share by Channel! l l
Z
100% S50 24,60%
69% 67% 66% 59% 56% 54% 41% 44% 44% = BRAND = % 104255
WEBSITE T35
= ONLINE TRAVEL £ 42%
AGENT (OTA)
80% P
g 15,50%
S 6:27:00
g 51%
)
60%
(]
¥ s6% 56% £8 14,90% | PR
46% 5= 33%
44%
40% 41%
349% 0% 10% 20% 30% 40% 50% 60%
31% Clp)
*
20%
Ratings of Distribution Channel with Best Service and Price
T ® Tour
0 operators
% 1 1
2008 2009 2010 2008 2009 2010 2008 2009 2010 ® The cruise
_ line directly
l* ﬁ ® Travel agents
AIRLINES HOTELS CRUISE LINES
Websites and
; online travel
Price retailers

% of Cruisers, 2014

. . * CLIA (2015). 2014 North American Cruise Market Profile Report. Onttpe! www.cruising.org/docs/defaulsource/research/clia_naconsumerprofile_2014.pdf
© Alexis Papathanassis  « source Data: Alexa.com

*** Galloway, S. (2011). L2 Digital IQ Index: TrafehilableOnline: http://www.|2thinktank.com/research/trave?011. Access Date: 12.06.2011



Brand Development... For Free!
Social Media!

Cruise Critic

SO AL SRl
Yesteraay ¥

A big "ol tip of the hat to Captain Greybeard for revealing the hull
design for Norwegian Cruise Line's Breakway. Painted by Peter
Max. Love it or hate it? http://bit.ly/OMY5aa

203
144

yesterday!

Like - Comment - Share
& 744 people like this.

) view all 263 comments

© Alexis Papathanassis 20



New Players Examples...

Apple iTravel Cruise Pater

FIG. 2 200
[ ‘ / \ Social Networking Services -
| \ i s W //—\ ——— . = J@
A4 Y ===l | &, { (— : Hﬂ]{‘ﬂ: - ?J e |
I 10| | T\ [AFAY - SGN Y Y J_AJI ] -
(L T =t &= |l sHoreexcursions | [Zm = es ¥ - I :
[ il | { f=="10) r — (M 1| Pre-Cruise ~ Pre-Board ~ On Board On Shore  Post-Cruise
Pre-Cruise  Pre-Board  On Boar &
T | Would you like 10 take the FIG. 3 Customer Acquisition| —302 | Enhanced Guest | —304
/ » L’Ev{ Syiney Qpes tsmes Rour? —— - “Educating & Building Experience
!/ : L% - %I i::;‘ Pl | Enter Prefevonces _____ Excitement” “Personal & Connected”
} ’ \’ i Show Prelerences C:@
b Customer 3
L | BLUE MOUNTANS (Ao ]| WY LOCATION PREFERENCES Satisfaction 3%  |Customer Retention} 3"
— — pommmeme e | KEEP M 0 FRVATE { ON ) s v R
| ' Creating Memories & Building Relationships’
On Shore  Post-Cruise | TARANGA 200 WALX (Cap0 ) FHOSBU b anlindy
@ ' - Monetization |/~ >"° Affiliates s
| 5 < Wrodiid B ey
Patently ;\F'C"E \\k )/ \\ /} Services and Upgrades’ reating Opportunities’

Patently Apple www.patentiyapple.com

© Alexis Papathanassis




