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What are determinants of 
DŜǊƳŀƴ ŎǊǳƛǎŜ ǇŀǎǎŜƴƎŜǊǎΩ 

willingness to pay for 
cruises?  

Are there differences 
regarding determinants of 
DŜǊƳŀƴ ŎǊǳƛǎŜ ǇŀǎǎŜƴƎŜǊǎΩ 
willingness to pay between 

a cruise in general and a 
sustainable one?  

Are German cruise 
passengers willing to pay 

more for sustainable 
cruises?  

Is there a certain 
percentage of ordinary 

cruise prices that 
passengers are willing to 

pay extra on sustainability?  
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Survey Questionnaire & Statistical Analysis 
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ωThe  questionnaire  was  distributed  online  in  May  
2013 
ωGerman  cruise  forums  at:  
ωwww.forengruppe.de, www.kreuzfahrten-treff.de,  

www.kids-on-cruise.de,  www.  Kreuzfahrtschiff.de. 
Additionally the survey was distributed  to: 

ωcruise passengers by several cruise directors from  
different  cruise  companies 

ωand  by  www.thats-travel.com  and  through  social  
networks (snowball system).  

Source Data: 

ω234 questionnaires were returned.  

ω91 questionnaires incomplete  

ω1 rejected (filled in by a respondent who stated he 
had never been on a cruise) 

Data Collection: 

ωHypothetical cruise offer (West. Med) 

ωVarying items between samples: 

ωGreen statement (usage of marine fuel) 

ωWTP for CO2 Certificate 

Questionnaire Design 

ωAverage time to fill in a questionnaire = 9 
Mins 

ωExcluded questionnaires filled < 5 Mins 

ωAt the end 112 usable data sets  

ω58 from the control group 

ω54 from the experimental group.  

Collection Results: 

ωDescriptives 

ωT-Test for mean differences 

ωRegression Analysis 

ω/ǊƻƳōŀŎƘΩǎ Alpha 

ωMulti-collinearity 

Statistical nalysis: 
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Control Group  
(i.e. no Green Cruise Elements in Hypothetical Cruise)  

Experimental Group  
(i.e. with Green Cruise Elements in Hypothetical Cruise)  

vs. 




