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1000 opinions, One great opportunity....
Why we commissioned the research

We wanted to offer the cruise industry insight into our audience. Daily Mail and The Mail on Sunday
readers take 1 in 3 of all cruises.

Who did we speak to?

We spoke to 1,045 Mail readers. 714 of these respondents had cruised in the last five years, 345
had never been on a cruise delivering valuable feedback for those targeting the new-to-cruise market.
As incentives we gave away £250 M & S Vouchers to five respondents with a top prize of a two night
break at a Classic British Hotel.

What did we find out?

A clear difference exists between non-cruisers and cruises. Those who have been on a cruise see
cruises as delivering excellent value for money. Those who have not been on a cruise are concerned
about cost.

Of those who had been on a cruise...

e 9in 10 think Cruises offer excellent/good value for money
e Theyspent £1,741 each on their last cruise and a further £557 on board

e Most popular length of time for a cruise was 11-14 days with 37% of respondents providing
this answer.

e Newspapers play a huge role in driving awareness of cruise deals and driving interest in cruise
holidays

What about the non-cruisers?

The word cloud shows the words that arose most frequently when asked; why have you not
been on a cruise? Expensive and afford were words that cropped up (in addition to husband
and wife!) This demonstrates a massive opportunity for the cruise industry given existing
customers perceptions and experiences of the value for money provided by a cruise holiday.
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And the future?
This is an audience worth talking to...

0 68% of our cruisers said they were definitely going on a cruise in the next two years
with a further 23% saying they may be going on a cruise in the next two years.

o0 The Med and the Caribbean remain the two key destinations for our readers in the
future but they are also very likely to consider the likes of the Baltic, Australia and
Greenland.

0 Consumer confidence is on the rise. Confidence among Daily Mail and The Mail on
Sunday readers in the economy is higher now than at almost any time since March
2008.

What about individual brands?

e We asked our readers to rank individual cruise brands. On a scale of 1-10, 1 being

very poor and 10 being excellent. P & O scored highest scoring 86% with Cunard a
close second at 80%.

e We also looked at key drivers when booking a cruise. These included destinations,
quality of cabins. Staff and service.

To find out these key drivers, more on our cruise research and future research on cruising
and the travel industry, call or email one of our travel team

jahan.khan@mailnewspapers.co.uk or call 020 7938 7385
jo.bruton@mailnewspapers.co.uk or call 020 7938 6407
charlene.egerton@mailnewspapers.co.uk or call 0161 836 5023

Source: AN Media & Mail Newspapers Classified. Strategic Insight Cruises Survey. TGI
January — December 2009.



