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"The US cruise market continues to grow at a steady pace.
Converting interest into action among adults who have

never cruised is the key to passenger growth. Cruisers want
personalized experiences that allow for enough time and

flexibility to explore destinations the way they want, as
well as innovative activities, a variety of dining options,

and top entertainment to occupy their time aboard."
- John Poelking, Leisure Analyst

This report looks at the following areas:

• US market largest and growing, but losing share
• Cruises losing the competition with land-based vacations
• Demonstrating value to Potential Cruisers
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Figure 19: Cruise lines used in the last three years, 2008 vs 2017

River cruises bursting
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Figure 25: Cruise vacations taken and interest in cruising, July 2017
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Figure 26: Cruise vacations taken, by age, July 2017

Likelihood of past cruising increases with income
Figure 27: Cruise vacations taken, by household income, July 2017

Figure 28: Cruise segments, July 2017

Captured Cruisers (33%)
Figure 29: Cruise segments – Captured Cruisers, by demographics, July 2017

Potential Cruisers (29%)
Figure 30: Cruise segments – Potentials, by demographics, July 2017
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Cruise Motivators

Cruise Purchases
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Figure 43: Cruise purchases, July 2017

Men and women want to be indulged in different ways
Figure 44: Cruise purchases, by gender, July 2017

Parents pay to relax
Figure 45: Cruise purchases, by parental status, July 2017

Favorable ideas of relaxing cruises
Figure 46: Perceptions of cruises, July 2017

Experienced cruisers more enthusiastic
Figure 47: Perceptions of cruises, by Captured and Potential Cruisers, July 2017

Younger Potential Cruisers generally more positive
Figure 48: Perceptions of cruises – Potential Cruisers, by age, July 2017

Older adults are more likely to think cruises are “for them”
Figure 49: Perception cruises are appealing to people my age – All vs Potential Cruisers, by age, July 2017

Destinations crucial to the cruise experience
Figure 50: Attitudes toward cruise destinations, July 2017

Potential Cruisers more interested in the ship
Figure 51: Attitudes toward cruise destinations, by Captured and Potential Cruisers, July 2017

Parents want to dive deep
Figure 52: Attitudes toward cruise destinations, by parental status, July 2017

Potential Cruisers enjoy new, simple experiences
Figure 53: Attitudes toward cruise activities, by Captured and Potential Cruisers, July 2017

Older adults more social, younger more adventurous
Figure 54: Attitudes toward cruise activities – Potential Cruisers, by age, July 2017

Parents more accepting of the familiar
Figure 55: Attitudes toward cruise activities – Potential Cruisers, by parental status, July 2017

Celebration through relaxation
Figure 56: Attitudes toward cruise motivations, by Captured and Potential Cruisers, July 2017

Younger Potential Cruisers want a getaway
Figure 57: Attitudes toward cruise motivations – Potential Cruisers, by age, July 2017

Factors
Figure 58: Potential Cruiser segments, July 2017

Cozy Communals (27%)

Demographics

Perceptions of Cruises

Attitudes toward Cruise Destinations

Attitudes toward Cruise Activities

Attitudes toward Cruise Motivations

Segments of Potential Cruisers
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Characteristics

Opportunities
Figure 59: Potential Cruiser segment – Cozy Communals, by demographics, July 2017

Sedate Sailors (27%)

Demographics

Characteristics

Opportunities
Figure 60: Potential Cruiser segment – Sedate Sailors, by demographics, July 2017

Tranquil Travelers (24%)

Demographics

Characteristics
Figure 61: Potential Cruiser segment – Tranquil Travelers, by demographics, July 2017

Opportunities

Aging Adventurers (22%)

Demographics

Characteristics

Opportunities
Figure 62: Potential Cruiser segment – Aging Adventurers, by demographics, July 2017
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