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Key Findings

• Robust cruise industry
• Almost 34 million Americans intend to cruise

• Cruisers getting younger
• Homeports driving cruise interest

• Cruising gets high marks for value
• Travel agents preferred way to book a cruise

• Extraordinary customer satisfaction levels
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Introduction and Purposes of the Research
The report outlines the behaviors of cruisers and t he specific factors that 
influence the types of cruises that people take.  S pecifically 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 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 vacation or other type of 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.
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Methodology

Similar to the 2006 wave, the research was 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 25, 2008 through April 9, 2008, a total of 2,426 US 
residents were interviewed, slightly fewer than the last wave (2,482). A total of 
2,426 completes at the 95% confidence level, represents results at ±2%. 

Quotas ensured representative participation of males and females.  In addition, all 
respondents are at least 25 years old and have a minimum household income of 
$40,000.  Initially, respondents were classified 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)

Non-cruiser/Non-vacationer (never cruised, have not vacationed in the past 3 years).
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Results of Research (continued)
Future Travel Plans

For the next twelve months, roughly the same number of people anticipate traveling more than less (17% 
vs. 18%). However, cruisers have more robust expectations (19% vs. 17%) to travel, especially Destination
and Luxury cruisers.

14% 10% 10% 18% 21% 17% 13% 11% 15% 17%

59% 57%
64% 65%

21% 18%

65%
71%

60%
69% 63%

87%
64%

17%19%
30%

13% 19%
28% 31%

16%17%

Non-
Rep Rep Rep Rep Non- Cruisers/ 

Sample Sample Sample Sample Cruisers/ Non- Desti- Contem-
(2002) (2004) (2006) (2008) Vacationers Vacationers Cruis ers nation Luxury Premium porary

More
About the Same
Less

CRUISERS

“more” minus “less”
+3% +20% +9% -1% -5% +13% +2% +15% +20% +6% +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

A



9©2008 TNS - Confidential 

Results of Research (continued)

Passport Ownership

Cruisers (73%) are much more likely to own a passport than non-cruiser/vacationers (42%) 

– especially Destination (98%) and Luxury 96%) cruisers.

QF1   Do you own a valid US passport?  

54%

96%
71%

89%

42%

73%
98%

Rep Non-
Sample Cruiser Destin- Contem-
(2008) Vacationers CRUISERS ation Luxury Premium porary

CRUISERS

Who Owns Passports (F1)
BASE:  Total

A
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Results of Research (continued)

Overall Awareness of Cruising
As noted throughout this report, marketing and prom otional efforts appear effective.  Respondents are 
five times more likely to cite increasing awareness  of cruising (37%) than decreasing awareness (7%). 
New cruisers are likely responsible for much of the increase in awareness.  Those who have cruised in the past already exhibit 
interest in cruising and may report that their awareness level stays the same (currently at 52%), although that awareness may be
quite high.

Rep Non-
Sample Cruiser Contem-
(2008) Vacationers CRUISERS Destination Luxury Premium porary

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

Mean 3.3 3.3 3.4 3.6 3.6 3.5 3.4

57% 60% 52% 54% 45% 49% 51%

7% 6%
8% 2%

6% 6% 7%

29%33%31%28% 27% 29% 27%

9%
19% 12%13%

7% 12% 17%
Increased Greatly

Increased Somewhat

Decreased

Stayed the Same

CRUISERS

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

B
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Results of Research (continued)
Interest in taking a Future Cruise Vacation
As noted for awareness, marketing and promotional e fforts are effective.  Non-cruisers are more 
than three times as likely to have increasing inter est in a future cruise (37%) than they are to have a 
decreasing interest (13%). 
Contemporary (49%) and Premium (50%) cruisers contribute slightly more to the increase than others.  

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

53%
39% 45% 47% 50% 41% 48% 47% 39% 40%

14%

10%
13% 13% 12%

13% 9% 7%
10% 11%

26% 30% 31%

18%

20%29%28%22%
37% 31% 28%

11% 9%
20%20%23%

17%
14%

12% 12%

Increased Greatly

Increased Somewhat

Decreased

Stayed the Same

Non-
Rep Rep Rep Rep Cruiser

Sample Sample Sample Sample Vaca- Destin- Contem-
(2002) (2004) (2006) (2008) tioners CRUISERS ation Luxury Premium porary

Mean NA NA NA 3.3 3.3 3.4 3.5 3.6 3.6 3.5

CRUISERS

Level of Interest in Taking a Cruise Vacation in th e Past Year or Two (Q8B)
BASE:  Total
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Market Projections

Current Market
Section presents current and potential cruise marke t by actual population and potential cruisers.

Of the current total US population (296,623,000), 1 28,638,000 (43% of the total 
population) are prime cruise candidates (25+; $40,0 00+).

Of the target population, 59,094,000 (44.6% of 128, 638,000 + 3% to account for 
those outside the target market) have ever taken a cruise, and about half of 
those (30,077,000) have done so in the past three y ears. 

*Cruiser totals include an added 3% because of thos e who fall outside the target market (based on the 2002 CLIA Industry Profile Study)

Incidence of Cruising
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Market Projections (continued)

Future Market
A key objective of this study is to project the num ber of travelers who will cruise within the next th ree years.  
The approach taken to address this objective includ es:

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 solel y American passengers; roughly 20 percent of passen gers 
live outside the US.

Projections by Market Type Summary
Core Market (25+/$40,000):  As indicated below, the most likely scenario is that 33,721,000 adults from this target market 

will cruise within the next three years, based on stated intent to cruise, up from 31,028,000 in the 2006 wave.  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 (with a reduced population) restricts the market to 
26,193,000 (up from 23,028,000 last wave).  The size of the drop (from 33,721,000) suggests that a large segment of 
future cruisers (about one fourth) 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 19,978,000 (up from 15,444,000 potential cruisers noted in 2006).

Ultra Affluent Market (25+/$150,000+): This very high-end group represents 6,096,000 potential cruisers (up from 
1,035,000 last wave), but subject to considerable volatility because of the small sample. 

A
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Market Projections (continued)

American Market Projections for Cruising with Next 3 Years
Among $40,000, $60,000, $80,000, and $150,000 Marke ts

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

50,771,000

39,444,000

29,569,000

9,097,000

33,721,000

26,193,000

19,978,000

6,096,000

Core Market 
25+, $40k+

Market 
25+, $60K+

Market 
25+, $80K+

A
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ue
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t

Best Case

Most Likely Case

Market 
25+, $150K+

Note:  these results represent only American passengers; roughly 20 percent of passengers live outside the US.
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Results of Research (continued)

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

NON-CRUISERS/VACATIONERS CRUISERS

Definitely

Probably

Cruise Vacation

Interested In (NET) 55% 77%
Definitely/Probably (Net) 26% 53%

11%

15%

31%

22%

B
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Results of Research
Demographic Description & Profile

Cruisers , the most upscale, tend to be just slightly older (median of 46) than randomly selected 
respondents (45), with higher household incomes ($93,000 vs. $79,000), and higher levels of 
educational attainment (69% college grad vs. 62%).  Both groups are predominantly married (86% 
cruisers vs. 84% total).  Consistent with their ages, cruisers are also slightly more likely to be retired 
(17%) than those in the total representative sample (14%).

Total Representative Market: Most characteristics fall in the range of prior surveys, except for a 
slight rise in median (the mid-point) household income, proportion employed full-time, and formal 
education, as follows:  median age = 45, median household income = $79,000 (from $75,000 last 
wave), two-thirds employed full time (63% from 56%), retirees = 14%, college graduates = 62%, 
Caucasians = 89%, and males = half (50%) -- a result of the imposed quota.   

Non-Cruiser Vacationers , defined as those who spend three or more nights away from home for 
leisure trips, are the youngest of the three segments (43) and least likely retired (11%).  Their median 
household income ($73,000) places below cruisers ($93,000) and above non-cruisers/non-vacationers 
($63,000).

A
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Demographic Description & Profile

Cruisers - Who They Are

Cruising is a very satisfying experience. 94.8% express satisfaction with their cruise 
and 44% percentage of cruisers are “extremely satisfied.”

Spouses most often accompany cruisers (75%), regardless of cruise type or survey 
timing, followed by a growing number of children under 18 (25%), other family 
members (23%) and friends (21%).

On their last cruise vacation they typically sailed for about 6.6 days and spent 
approximately $1,880 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, they are influenced by multiple sources, especially 
destination websites (39%), word of mouth referrals (33%), spouses (32%) and cruise 
websites (28%).

A
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Results of Research (continued)

Demographics
Summary

 

Rep. 
Sample 

2002 

Rep. 
Sample 

2004 

Rep. 
Sample 

2006 

Rep. 
Sample 

2008 

Non- 
Cruiser 
Vaca-

tioners CRUISERS 
CRUISERS 
exc. River  

Non-
Cruiser/  

Non- 
Vacationer  

Age         
25 – 29 6% 6% 7% 7% 8% 6% 5% 6% 
30 – 39 22 23 24 22 25 21 21 14 
40 – 49 26 28 30 28 28 27 27 27 
50 – 59 19 24 21 24 23 24 24 29 
60 – 74 19 17 15 17 14 19 19 20 
75+ 8 2 3 3 2 4 4 4 
Total 100% 100% 100% 100% 100% 100% 100% 100% 

Average 50 48 47 48 46 50 50 51 
Median  46 44 43 45 43 46 46 48 

Income (Different Categories 2002)        
$20k to $39,000 18% - - - - - - - 
$39k to $50k 14 10% 15% 14% 17% 10% 10% 19% 
$50k to $60k 13 15 14 11 13 9 9 20 
$60k to $75k 19 21 18 18 19 15 15 25 
$75k to $100k 11 23 21 20 21 20 21 19 
$100k to $200k 8 27 27 30 25 39 38 16 
$200k to $300k  1 3 3 4 3 5 5 3 
$300k+ 1 1 2 2 1 3 3 0 
No answer 5        
Total 67% 100% 100% 99% 99% 100% 100% 102% 

Average (in 1,000s) $64 $90 $94 $98 $92 $109 $109 $78 
Median (in 1,000s) $50 $71 $75 $79 $73 $93 $93 $63 

Gender         
Male 49% 49% 46% 50% 50% 50% 49% 55% 

Marital Status         
Married 74% 82% 80% 84% 83% 86% 86% 82% 

Employment Status         
Full-time 56% 63% 56% 63% 64% 62% 61% 60% 
Retired  23 13 13 14 11 17 17 20 

Educational Attainment          
College Grad  
(inc Post-Grad) 49% 58% 52% 62% 59% 69% 69% 49% 

Race         
White 92% 93% 90% 89% 88% 91% 91% 89% 
Black 3 3 5 5 6 5 4 5 
Other 5 4 5 5 5 4 5 6 

Base: Total*         

 A
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Results of Research (continued)

Comparisons of Trips in Past Three Years

Cruisers vs. non-cruiser vacationers :

With the exception of visiting friends and relatives (83% vs. 84%) and vacations on 
business trips (28% vs. 28%), cruisers are more likely to take every form of travel: 

Non-package trip (59% vs. 53%)

Resort (own arrangements) (34% vs. 24%)

Vacation as an extension of a business trip (28% vs. 20%)

Land-based package trip (34% vs. 23%)

Vacation house rental (24% vs. 22%)

Resort vacation (package) (18% vs. 12%)

All-inclusive resort (12% vs. 8%)

Land-based escorted tour (17% vs. 6%)

And, of course, cruising in the past three years (51% vs. 0%).

B
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Results of Research (continued)

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

Land-
Based 

Escorted 
Tour

“All-
Inclusive”

Resort

Resort 
Vacation: 

Pkg

Vacation 
House 
Rental

Land-
Based 

Pkg

Resort 
(Own 

Arrange-
ments)
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Vacation 
on Bs. 

Trip

CRUISE/
VOYAGE/ 

RIVER

Non-Pkg
Trip

Visit 
Friends/
Relatives

Rep Sample 2002 Rep Sample 2004 Rep Sample 2006 Rep Sample 2008

Total 2008 Non-Cruiser Vacationers Cruisers

QH. Have you taken this vacation in the past three years? 
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Results of Research (continued)

Satisfaction Levels with Various Vacation Alternati ves

94.8% of cruise vacationers express total satisfaction with cruise experience. In 
comparison to other types of vacations, the two categories that generate the highest 
satisfaction levels are all-inclusive resorts (46% extremely satisfied) and cruising (44%).  
However, the number of past cruisers (ever) more than doubles the number of all-
inclusive resort visitors (45% vs. 21%). 
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.�-

�*- �,- �.- ��-
��- ��- ��-

.*-
.�-

.�-

��-
��- �*-

.,- ..- .,- .�-

�*-
��-

�,- �.- ��- ��-
��-

��-�.-

�*-

��-

“All-
Inclusive”

Resort

Visit 
Friends/
Relatives

Land-
Based 

Pkg

Resort 
(Own 

Arrange-
ments)

CRUISE/
VOYAGE

Vacation 
on Bs. 

Trip

Land-
Based 

Escorted 
Tour

Camping 
Trip

Resort 
Vacation

: Pkg

Non-Pkg
Trip

Vacation 
House 
Rental

QI. Overall, how satisfied were you with your vacation? Would you say you were extremely satisfied, very satisfied, somewhat satisfied, not very satisfied or not at 
all satisfied?  

Rep Sample Non-Cruiser Vacationers Cruisers

Level of Satisfaction with Types of Vacations (QI)
% Extremely Satisfied (5-Point Scale; 5 = Extremely  Satisfied) 
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32%
19%

6% 3% 3% 3% 6%
21%

26%

16%

26% 24% 24%
22%

26%

14%
17%

25%
28%

13% 15% 15%
13%

17%

18%
18%

17%

19%

8%
21%

39%
38%

29%
18%
3%

15% 13% 13%

37%

27%
15%

6%

32%

38%

34% 32%

7% 14%14%13%
3% 1%1%1% 3% 10%

19%
5%1%

Results of Research (continued)
Amount Spent While on their Last Trip or Cruise
For an average one-week vacation, cruisers spent an average of $1,770 on their last trip (whether a cruise or not), 
somewhat more than in 2006 ($1,690, not shown).  Overall vacation spending (all vacations; cruisers and vacationers) 
consistently rises each year (2008 at $1,470, 2006 at $1,410, 2004 at $1,303). 

Other results are as expected:  cruisers spend considerably more (almost 50%) on vacations than non-cruise vacationers on 
their trips ($1,770 vs. $1,200).  By cruise type, passengers on Luxury Lines ($3,650) spend the most, followed by the
Destination/ Specialty/Niche ($2,940), premium ($2,180), and Contemporary ($1,720).  

Under $500

$500 - $999

$1,000 –
$1,499

$1,500 –
$1,999

$2,000 –
$4,999

$5,000+

Rep
Sample
(2002)

Rep
Sample
(2004)

Rep
Sample
(2006)

Destin-
ation Luxury Premium

Con-
temporaryCRUISERS

Non-
Cruiser
Vaca-

tioners

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.   

CRUISERS

$1,200 $3,650$2,940 $1,720$2,180$1,770$1,470$1,410$1,303$869Average per 
segment

Rep
Sample
(2008)

Average Amount Spent Per Person, Per Week – Total Va cation (Q1A)
BASE:  Cruisers/Vacationers

B
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Mean # Months to Plan 3.3 3.8 4.3 5.2 4.9 5.6 5.2 5.4 6.1 5.6
Mean # Months to Book na na na 3.4 3.1 3.7 3.7 4.1 4.0 3.7

11% 15% 17% 16% 16% 17% 13% 23% 16% 17%

25% 22% 17% 19% 16% 19%
17%

15% 16%
11% 13% 10%

18%

19%

9%
9%15%13%

16%20%
19%

3%5%5%
6%

3% 6% 4%
2%

7%
1 Month or Less
1 – 2 Months

2 – 3 Months
3 – 4 Months

1% 1% 6% 5% 6% 5% 6% 7% 7%16%
22% 29% 26% 26%

35% 29%

16% 18%

12% 20%
25%

16%
18% 18% 15%

21%16%
19%

17%
4 – 6 Months

6+ Months

1+ Year(s)

Results of Research (continued)
Length of Time of Planning/Booking a Non-Cruise Vac ation Before it is Taken
On average, travelers spend increasingly longer times planning vacations (5.2 months vs. 4.3 in 2006 and 3.8 in 2004).  
Cruisers, especially, plan trips well in advance (5.6 months) compared to non-cruisers (4.9 months).  More than half of 
cruisers (53%) decide at least four months in advance of the actual vacation vs. 43% of land-based vacationers.
On average, Luxury (5.4) and Destination cruisers (5.2) have somewhat shorter lead-times, perhaps because they have 
more cruise and travel experience.  Premium (6.1) and Contemporary (5.6) passengers add 2 – 3 more weeks to plan trips.
Booking/reservations tend to take place about 2 months after planning begins (3.4 months before the trip; 3.7 for cruisers).

Rep
Sample
(2002)

Rep
Sample
(2004)

Rep
Sample
(2006)

Destin-
ation Luxury Premium

Con-
temporaryCRUISERS

Rep 
Sample 
(2008)

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

Non-
Cruisers

Vaca-
tioners

57% 42%53% 46%51%47%51%60%66%67%Under 4 Months 
(NET)

43% 58%47% 54%49%53%49%40%34%32%4 Months Ahead 
(NET)

CRUISERS

Length of Time Vacation Planned in Advance of Actua l Vacation (Q1E)
BASE: Cruises/Vacationers
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Results of Research (continued)

Travel Agent Usage for Cruises

About three-quarters (74%) of cruisers book at least some of their cruises with travel agents.  While 
this percentage continues to remain quite strong, some of this apparent decline, however, may result 
from confusion by some consumers who book their cruises on a travel agent website and are unaware 
of the source responsible for the booking.

By type, Luxury cruisers most often book through agents.

Cruisers Cruisers Cruisers Cruisers Destina- Contem-
(2002) (2004) (2006) (2008) tion Luxury Premium porary

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

20% 12% 17% 26%

88%

26%22%20%12%

74%78%80% 88% 83% 74%80%Use Agents

Do Not Use 

CRUISERS

Travel Agent Usage to Book Cruise Vacations (Q2A1B)
BASE:  Cruisers
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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 (60% vs. 44%), especially Luxury cruisers (76%).

52% 56%
40% 32% 24% 30%

40%

48% 44%
60% 68% 76% 70%

60%

Use Agents
Do Not Use 

Random Non- Contem-
Sample Cruisers Cruisers Destination Luxury Premium porar y

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

CRUISERS

Use of Travel Agents for Non-Cruise Vacations

B
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Travel Agent Use Travel Agent Use Travel Agent Use T ravel Agent Use Travel Agent 
User for Cruise for Air for Hotel for Car

Results of Research (continued)
Travel Agent Usage
Among all of those in the cruise target market (25+ years of age and incomes $40,000+), nearly three in five (56%) have used 
a travel agent for any purpose.  Although this is slightly less than two years ago (59%), 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 (78%) use travel agents for at least some travel 
arrangements, but especially for a cruise (74%).  
Cruisers are also far more likely than non-cruisers to use an agent for other services as well:  by air (51% cruisers; 37% 
vacationers), for hotels (55%; 38%), and for rental cars (35%; 24%).
By cruise type, luxury cruisers opt for travel agent assistance more often than others; contemporary cruisers least often.
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Results of Research (continued)

Generational Differences in Travel Agent Usage for Cruising

Travel agent usage varies by age:
Seniors (those 55+ years of age) most often use travel agents to book cruises (77%)
Boomers, those 45-64, place in the middle (73%)
Gen Xers, those 25 – 44,  book with them least often (69%) – but that still represents more than 
two-thirds of them.

Total Gen-X Boomer Senior
Cruisers Cruisers Cruisers Cruisers

�.- ��- �,- �*-*�- ��- *�- **-

������������ ������������

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)
Methods for Contacting Travel Agent
Still the leading method of agent contact, fewer travel agent users use a local phone each wave, while 
other methods rise:

The Internet, primarily websites, grows rapidly.

800 number usage, email, and in-person visits remain almost stable, each grows by 1% over last 
wave.
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.�-
�,-

�*-
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�.-��-

Non-Cruiser Cruiser 

Phone Local Phone 800 Internet/Website In-Person
(NET) Number Number (NET) Website E-mail Visit

Q2b. Do you typically contact a travel agent using... 
Note: Prior to 2006 category was Internet or email
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Typical Method Used for Contacting Travel Agents (Q 2B)
BASE: Cruises/Vacationers Who Have Contacted Travel  Agent, Multiple Methods Allowed
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Results of Research (continued)

Importance of Professional Designations

Two-thirds of all travelers consider professional designation/accreditation as a cruise expert 
to be extremely/very important – but, as expected, is even more important to cruisers (75%) 
than non-cruiser/vacationers (56%) – particularly luxury (81%) cruisers.

Rep.
Sample Non- Desti- Con-
(2008) Cruisers Cruisers nation Luxury Premium temporary

Q2d:  Travel agents can elect to take training programs and to visit/sail the ships that they recommend to clients.  Travel agents are able to apply these experiences to acquire 
professional designations and accreditations to position them as experts in cruise travel.  How important are these professional designations in your choice of a travel agent?

16% 18% 13% 11% 8% 14%

19% 26%
12% 14% 11% 11%

29% 27% 31% 21% 27% 30% 32%

26% 22%
30%

36% 30% 34% 29%

13%
8%

10%
24% 15%15%

7%
14% 18%

Mean 2.9 2.7 3.2 3.3 3.5 3.3 3.2

(NET) Extremely/
Very Important 65% 56% 75% 75% 81% 79% 76%

CRUISERS

Extremely Important
Very Important

Not At All Important
Not Very Important
Somewhat Important

Importance of Professional Designations in Choice o f Travel Agent (Q2D)
BASE:  Total Respondents
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Results of Research (continued)

Change in Travel Agent Usage Because of Professiona l Cruise Accreditation

Two-thirds of all travelers consider professional designation/accreditation as a cruise expert to be 
extremely/very important – but, as expected, is even more important to cruisers (75%) than non-
cruiser/vacationers (56%) – particularly luxury (81%) cruisers. A professional accreditation has a generally 
positive influence on travelers (61% = much/somewhat more likely to use).  Plus, it makes one in five 
(21%) much more likely to use an agent.  That proportion rises further for cruisers (26%), especially luxury 
cruisers (46%).

Rep.
Sample Non- Desti- Con-
(2008) Cruisers Cruisers nation Luxury Premium temporary

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?

39% 47%
30% 30% 21% 25% 28%

37%44%37%41% 33% 45% 45%

33%26%16% 30% 27%46%21%

(NET) Much/Somewhat 61% 53% 70% 70% 79% 75% 72%

CRUISERS

Much More Likely
Somewhat More Likely

Not At All More Likely

Shift in Travel Agent Usage Due to Professional Cru ise Accreditation (Q2D)
BASE:  Total Respondents

B
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Results of Research (continued)

Appealing Places to Cruise

Nearly all traveler segments name the Caribbean (43% overall) as the top area to visit on a 
cruise, with the exception of prior Destination cruisers who place Alaska (21%) and Europe 
(21%) ahead of the Caribbean (18%).  Luxury cruisers are almost as likely to pick European 
Rivers (24%) as the Caribbean (26%).  Other oft-mentioned destinations (overall) include:

Alaska (25%)

Bahamas (25%)

Hawaii (15%)

Mediterranean/Greek Islands/Turkey (14%)

Bermuda (11%)

Europe (9%)

Panama Canal (8%)

West Coast of Mexico (8%)

A
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Results of Research (continued)
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Rep. Sample
(2008) Destination Luxury Premium Contemporary

CRUISERS
CRUISE TYPES

Appealing Places to Cruise (Q5c)
BASE:  Probably/Definitely Will Cruise

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

Caribbean/Eastern Mexico 

Alaska

Bahamas

Hawaii
Mediterranean/

Greek Islands/Turkey
Bermuda

Europe

Panama Canal

West Coast of Mexico

European Rivers

South America

Canada/New England Area

Coastal U.S.

South Pacific

Baltic/Scandinavia

U.S. Rivers

Around the World

Africa

China/Japan 

Southeast Asia

Transatlantic

Other
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Results of Research (continued)

Repeat Cruise Business

Cruisers cruise multiple times.  Half (55%) 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 repeaters – for example, 
three-quarters (77%) of Destination, Luxury (74%), and Premium (79%) cruisers sailed more than once.  
Contemporary lines attract the largest share of first-timers (40%).

However, the relatively high proportion (45%) of new cruisers into the market indicates that the industry 
continues to attract new (first-time) passengers – and that marketing promotions create new interest. 

Cruisers Cruisers Cruisers Cruisers Con-
(2002) (2004) (2006) (2008) Destination Luxury Premium tem porary

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

60%
79%74%77%70%

53% 55% 55%

30% 23%
40%

21%26%
47% 45% 45%

Yes, First
Cruise

No,
Multiple
Cruises

CRUISERS

Is Most Recent Cruise the First Cruise Vacation Eve r Taken
BASE:  Cruisers
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Results of Research (continued)
Average Number of Vacations Taken in Past Year

Many cruisers are “addicted” to cruising – about a fifth (21%) of all trips taken in the past 12 months involved a 3+ day cruise 
for those who have taken more than one cruise in the past.   

Further, TNS data indicates that, overall, cruisers take many more trips (39% more) than non-cruiser vacationers 
during the year (Source:  TNS’ 2008 American Traveler Survey).
Although Destination cruisers travel more often (4.6 trips/year), Luxury cruisers cruise more often (1.3 cruise trips).  
The proportion that cruises comprise of total trips is highest for Luxury (35%) and Premium (29%) cruisers.

Cruisers Cruisers Cruisers Con-
(2004) (2006) (2008) Destination Luxury Premium temporar y

2.9 2.8 2.9 4.6 3.7 3.1 2.9

0.90.60.70.7 1.3 0.9 0.7

3.72.32.1 2.2 2.22.42.2Non-Cruise
Vacations
(3+ days)

Cruise
Vacation
(3+ days)

Total
Vacations

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. 

Percentage 
Cruises 24% 25% 21% 20% 35% 29% 24%

CRUISERS

Vacations in the Past Year that Totaled Three Days or More (Q6E1, Q6E2)
BASE: Cruisers Where Most Recent Cruise Was Not First Cru ise Vacation Ever Taken
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Results of Research (continued)

Use Cruising to Sample Destinations (Q7e)
BASE: Cruisers Within Past 5 Years

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? 

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%). The more experienced/seasoned Destination and Luxury cruisers are most likely to have 
returned for a non-cruise vacation and are more likely to add on a couple of days (43% = 2 days, not 
shown) in the embarkation/debarkation port city as well.

Cruisers most often return for land-based vacations (next slide) to the Caribbean (50%), Bahamas (21%), 
Hawaii (13%), Mexico (13%), Europe (12%), and Alaska (11%).  Destination cruisers follow a similar 
pattern, but emphasize Hawaii (34%) and Europe (32%) more strongly than others.  Luxury cruisers rank 
Europe somewhat higher (29% -- third place) than others.

80% 77% 81% 85% 81%

38%

65% 70%

52%
38%38%

69%
57%

50%
36%

CRUISERS Destination Luxury Premium Contemporary

����� ��!����������������������� �����"�#���������!����������������$�����%�����!�&�� ������ '���(�����)����!�%�(������������������
CRUISERS
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Results of Research (continued)
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Cruisers
(2008) Destination Luxury Premium Contemporary

CRUISERS
CRUISE TYPES

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

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

Caribbean
Bahamas

Hawaii

West Coast Mexico

Europe

Alaska

Bermuda

Med/Greek Isles/Turkey

Coastal US

Canada/ New England

China/Japan

European Rivers

Panama Canal

South Pacific

South America

US Rivers

Africa

Baltic/ Scandinavia

Southeast Asia

Transatlantic

Around the World

Other
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Results of Research (continued)

Value of a Cruise Versus Land-Based Vacations (Q10B )
Base: Cruisers and Vacationers

32% 40% 37% 38%
27%

41%
24%

36%
23%

44% 42%
24%

41%

5%
1% 7% 1%

4%
2%

2%
2%

- -

1%

4%

1%

45% 47% 45% 49% 46% 46% 37% 45% 41% 43% 45% 48% 47% 46%

13%
30%

9%
25%

11%

23%

1%

17% 12%12%12% 11% 37% 17%
36%23%

High Value (NET) 63% 59% 56% 61% 69% 57% 74% 62% 77% 56% 75% 58 % 72% 57%

Non-
Rep Cruiser/ Con-

Sample Vacationer Cruisers Destination Luxury Premium tem porary

CRUISERS

Cruise Other Cruise Other Cruise Other Cruise Other Cruise O ther Cruise Other Cruise Other

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

Low Value

Very High Value

Somewhat High Value

Moderate Value

VALUE

Cost and Value of a Cruise versus Land-Based Vacati ons 

Most travelers consider vacations, in general, expensive and cruises somewhat more expensive than non-cruise vacations.  

The good news for cruise operators is that most people believe that cruises are the superior value.  More travelers cite 
cruising (17%) as a very high value than land-based vacations (12%).   Among non-cruisers, the same proportion considers 
cruising and land-based vacations to be a very high value (12%).  The gap swells among past cruisers (23% vs. 11%), 
underscoring the need to convince travelers to cruise, but once they start, many become “hooked. “

B
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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.  Over half (53%) cite the 
Internet as the place for getting the best prices (similar to the prior two waves), followed (distantly) by calling the cruise line 
directly (26%), and travel agents (18%). Little difference exists in the perceptions of cruisers and non-cruisers with respect to 
the distribution source offering the best cruise price.  

Assuming that the websites to which respondents refer are travel agency websites, travel agencies receive best price “votes” 
from almost three-quarters (71%) of them.

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

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

Non-
Rep Rep Rep Cruiser/

Sample Sample Sample Vaca- Contem-
(2004) (2006) (2008) tioners CRUISERS Destination Luxury P remium porary

4% 5% 4% 4% 4% 7% 8% 6% 4%
24% 22% 26% 20% 28% 25% 23% 26% 29%

24% 17%
17%

18%17%20% 18% 23% 29%

59%53%56% 44% 40% 43% 50%51%52%

CRUISERS

Websites and Online 
Travel Retailers
Travel Agents

The Cruise 
Line Directly
Tour Operators

(NET) Websites/
Travel Agents 72% 74% 71% 76% 69% 67% 69% 67% 67%

B
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Results of Research (continued)

Websites and Online 
Travel Retailers
Travel Agents

The Cruise 
Line Directly
Tour Operators

(NET) Websites/
Travel Agents 58% 56% 69% 64% 69% 77% 73% 70% 70%

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

Cruise Distribution Channels Providing Best Service
Cruisers still deem travel agents as the distribution channel that offers the best service (42%, essentially 
the same as last year at 43%).  One cruiser in four (27%) considers the cruise line’s service to be superior. 
Tour operator service and website/online retailer service vie for the lowest spot of the four choices. 
Non-cruiser vacationers also perceive travel agents as offering the best service (40%), followed by cruise 
lines directly (24%) and tour operators (22%).

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

Non-
Rep Rep Rep Cruiser/

Sample Sample Sample Vaca- Contem-
(2004) (2006) (2008) tioners CRUISERS Destination Luxury P remium porary

7% 19% 15% 22% 13% 11% 13% 15% 12%

35%
25% 27% 24%

27% 35% 29% 27% 28%

43% 42%44%42%42%40% 40% 42% 40%

18% 17% 18%15%14%12%16% 16% 14%

CRUISERS
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Results of Research (continued)
Awareness & Benefits of More Cruise Embarkation Opt ions Available in North America

More than half (59%) of cruise-bound travelers indicate awareness of at least one cruise embarkation point.  Not 
surprisingly, awareness of past cruisers (66%) substantially greater than their non-cruiser counterparts (45%).

Nearly all (92%) potential cruisers perceive at least some benefit to having numerous cruise embarkation points, 
particularly:  Drive-to convenience (71%), Cost savings (67%), Fewer airport hassles (64%), (53%) cite added 
vacation value.  

Q5a2. Which of the following do you consider the primary benefits of having more cruise embarkation options available in North America?   

*.-

*�-

��-

��-

*-No perceived benefits

Added vacation value – money 
saved on not needing to fly can be 

applied towards better/bigger 
cruise cabin/accommodations

Convenience – reduces need and 
hassle of flying to the port of 

embarkation or provides 
alternative markets to fly into

Cost Savings – Not having to fly 
reduces the overall cost of your 

vacation

Convenience –
can drive to cruise ship 

Rep Rep
Sample Sample Con-
(2006) (2008) CRUISER Destination Luxury Premium temporar y

CRUISERS
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.  Primary Benefits of Having More Cruise Embarkation Options Available in North America (Q5A2)
BASE: Definitely/Probably Take a Cruise Vacation or  an Ocean/Sea Voyage
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Results of Research (continued)

Impact of Additional “Close to Home” Ports of Embar kation on Likelihood of Cruising 

Nearly three-quarters (72%) of likely future cruisers indicate that more cruise embarkation 
points increases their likelihood of cruising in the next three years.

Q5a3. Does having additional "close to home" ports of embarkation increase your likelihood of taking a cruise in the next three years?   

30% 28% 31% 35% 32% 31% 28%

25% 29%

33%

31%

36% 34% 34% 32% 29% 33%

36% 39%40%43%36% 38% 38%

Increase greatly

Increase somewhat

Stayed the same

Rep
Sample
(2004)

Rep
Sample
(2006)

Rep
Sample
(2008)

Destin-
ation Luxury Premium

Con-
temporary

CRUISERS
exc. 
River

CRUISERSRep. Rep. Rep.
Sample Sample Sample Destina- Contem-
(2004) (2006) (2008) Cruisers tion Luxury Premium porary

CRUISERS

. Whether Having Additional “Close to Home” Ports of Embarkation Increases
Likelihood of Cruising in the Next Three Years (Q5A 3)

BASE: Definitely/Probably Take a Cruise Vacation or Ocean /Sea Voyage
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Results of Research (continued)

Benefits of Cruising

When comparing the benefits of cruising to other vacations (much/somewhat better), at least half consider 
cruising better for:  chance to visit several different locations (61%), being pampered (53%), fine dining
(51%), and being luxurious (50%). 

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):

Explore a vacation area to return later (62% vs. 30%)

Good value for the money (53% vs. 22%)

Offers something for everyone (59% vs. 31%)

Reliable (49% vs. 22%)

Safe (45% vs. 18%)

Relax/get away from it all (63% vs. 37%)

Hassle-free (58% vs. 32%)

Fun vacation (53% vs. 28%).

B



49©2008 TNS - Confidential 

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

% Much/Somewhat Better
BASE:  Cruisers and Vacationers
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��-Participate in Sports You Enjoy

Good Activities for Children

Comfortable Accommodations

Safe

Cultural Learning Experience

Good Vacation for Entire Family

Reliable

Good Value for the Money

Makes Me Feel Special - Rich & Famous

Romantic Getaway

Fun Vacation

Exciting and Adventurous

Offers Something for Everyone

Easy to Plan and Arrange

Hassle-free

High Quality Entertainment

Explore Vacation Area/Return Later 

Variety of Activities

Relax/ Get Away From It All

Unique & Different

Luxurious

Fine Dining

Being Pampered

Chance to Visit Several Locations

Rep. Rep. Rep. Rep. Non-
Sample Sample Sample Sample Cruisers/
(2002) (2004) (2006) (2008) Cruisers Vacationers

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...   
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Executive Summary 

• Consumer Interest in cruising continues to be strong, despite the economy 
and fuel costs: 77% of past cruisers and 55% of those who have yet to take a 
cruise expressed interest in doing so within the next three years.

• American respondents who indicated a “definite” or “probable” intent to cruise 
within the next three years represents almost 34 million adults from the target 
market  (25+ yrs old, HHI $40K+); good news for the cruise industry and travel 
agents.

• 95% of cruisers rate their cruise experience as satisfying: 44% claim 
“extremely satisfying” making a cruise among the best in meeting and 
exceeding expectations. 

• Median age of cruisers is now 46, down from 49 in 2006; cruises continue to 
attract younger travelers.

• Caribbean named as top cruise destination of choice by 43% of respondents; 
Alaska, Bahamas, Hawaii and the Mediterranean/Greek Isles also top 
choices.

T
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Executive Summary (continued)

• Cruisers agree (80%) that cruise vacations are a good way to sample
destinations they may wish to visit again, which further demonstrates that
cruisers are the best prospect for travel.

• Cruise line utilization and awareness of 30+ U.S. embarkation ports adds
strong inducement to future cruising: 72% cite additional “close to home” ports
as a reason they’ll be more likely to cruise. Benefits cited: added convenience
(74%), ability to drive to the ship (71%), saving money on air travel (67%) and
avoiding hassles of flying to embarkation points (64%).

• Cruisers are the premier leisure traveler; they take 39% more vacations per
year than non-cruisers and take more types of vacations with nearly one in
four being a cruise. They also typically spend 50% more on their vacation than
a non-cruiser.

• Both past cruisers (69%) and cruise prospects (56%) recognize a cruise    
vacation as providing very high value. Those who’ve experienced the inclusive 
nature and service of a cruise, rank it as the best vacation value. 
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Executive Summary (continued)

• Typical vacationers, including cruisers (75%), travel in pairs, usually with 
spouses, with the proportion of family travel with kids under 18 steadily 
growing (25% in 2008 from 13% in 2002).

• Travelers, including cruisers, consider destination as the most influential 
aspect of choosing a vacation.

• Travel agents continue to play an important role in planning and booking 
cruises and travel:

42% say agents provide the best service.

59% are extremely or very satisfied with agents, with overall satisfaction of 93%. 

78% of cruisers use travel agents for all types of travel planning, as compared to 
44% of non-cruisers.

75% of cruisers consider professional designations, such as CLIA’s Cruise 
Counsellor Certification, would influence their choice in selecting a travel agent to 
plan and book their vacation.
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