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Arubaôs tourism story is more than economic 

development; it is a reflection of who we are as an 

island. Following the decline of the oil industry and 

the emergence of a globally respected destination, 

Aruba has repeatedly reshaped its future by being 

resilient, and through strategic governance and 

collaboration between public and private sector. 

Tourism has long been central to our prosperity, 

but today it also demands our true commitment 

and sense of responsibility. 

In recent years, it has become increasingly clear 

that Aruba has reached the limits of traditional 

tourism growth. That is why the Aruba Tourism 

Authority (A.T.A.) has embarked on a deliberate 

journey of transformation. With the launch of our 

Multi Annual Corporate Strategy 2025ï2035 

(MACS), we entered Plateau I of implementation, 

laying the foundation for a new era that shifts our 

focus from volume to value, more so than before. 

This transition reflects a bolder, more integrated 

approach to tourism development, one that places 

the protection of our island, the wellbeing of our 

communities, and the long-term resilience of our 

economy at the center of decision making. 

As part of the implementation of the MACS, the 

A.T.A. advanced its advocacy agenda in 2025 in 

support of a responsible, sustainable, and 

regenerative guest economy. The A.T.A. did a.o. 

submit its Position Paper in February of 2025, 

through which it translated its long-term strategic 

ambition as well as an executive agenda for this 

year and the next. The document articulates a 

shared vision for Arubaôs guest economy through 

2035, proposes a governance model for integrated 

destination management, and identifies priority 

areas for action, including; strengthened tourism 

governance, improved spatial planning and guest 

flow management, the protection and 

maintenance of natural and cultural assets, a 

deliberate shift toward high value, low impact 

accommodations, and enhanced coordination 

across government to safeguard quality of life, 

place, and experience for both residents and 

guests. 

An important milestone in this journey was the 

continued evolution of our marketing, promotional, 

and communication strategy through The Aruba 

Effect. Grounded in the understanding that 

responsible tourism is a global imperative, this 

approach represents a deliberate shift from 

transactional tourism toward a value-based model. 

It reframes the guest destination relationship by 

inviting travelers to engage with Aruba not as 

consumers, but as respectful guests in someone 

elseôs home, a principle captured in the message 

ñWhen you love Aruba, it loves you back.ò By 

setting expectations early and attracting values 

aligned visitors, the Aruba Effect reinforces our 

belief that the right visitor mindset is essential to 

preserving Arubaôs cultural identity, ecological 

integrity, and long-term quality of life. 
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Throughout the year, A.T.A. also continued to 

strengthen the quality, safety, and usability of 

Arubaôs public and recreational spaces. Through 

coordinated improvements across trails, coastal 

areas, public amenities, and cultural sites, we 

reinforced long-term stewardship of the islandôs 

shared assets while supporting a more balanced 

and meaningful visitor experience. 

As we move away from the traditional metrics that 

have defined our success in the past, we still need 

to acknowledge our destinationôs outstanding 

performance. In 2025, Aruba delivered consistent 

and positive tourism results. Aruba welcomed a 

total of 1,515,102 stay-over guests, marking a 7% 

increase compared to 2024. North America and 

Latin America showed strong performance, with 

North America experiencing a 3.5% rise in stay-

over guests and Latin America achieving a 27% 

increase from the previous year. Europe 

concluded the year with a 3% increase, a notable 

accomplishment despite ongoing regional 

challenges. 

In 2025, AHATA member hotels outperformed the 

average daily rate (ADR) by 12%, with RevPAR 

increasing by 5% year over year. Short-term 

vacation rentals recorded a 10.5% revenue 

growth, despite an 11.5% decline in ADR, 

supported by higher occupancy (61% vs. 54% in 

2024). The share of stay-over guests using 

alternative accommodations increased from 33% 

to 35%, while their share of visitor nights rose 

from 37% to 39%, surpassing the combined share 

of European Plan and All-Inclusive 

accommodations (35%). 

A.T.A. continues to advocate for a balanced 

accommodation mix to support Arubaôs long-term 

tourism sustainability. Aruba maintained a high 

level of visitor satisfaction in 2025, with a monthly 

average satisfaction score of 9 out of a possible 

10. This outstanding rating is a testament to the 

hard work and dedication of everyone involved in 

delivering exceptional experiences to our guests. 

Aruba excelled in overall satisfaction, reflecting 

our collective commitment to excellence in 

hospitality and service. 

These economic results continue to demonstrate 

tourismôs role as a key economic pillar; however, 

they are not to be viewed in isolation, but 

alongside A.T.A.ôs deliberate shift toward value-

driven growth, responsible destination 

management, and long-term societal and 

environmental balance. 

Operationally, A.T.A. delivered several key 

organizational milestones in 2025, including the 

timely submission of critical governance 

documents such as the 2024 Annual Report and 

the 2026 Corporate Plan and Budget, both of 

which received the Supervisory Boardôs and 

Minister of Tourismôs approval respectively. 

As we present the 14th Annual Report of the 

Aruba Tourism Authority, we reflect on 2025 as a 

pivotal year, one in which we took deliberate steps 

toward reshaping tourismôs role in Arubaôs future. 

While meaningful progress was booked, the road 

ahead remains complex and requires continued 

alignment across government, industry, and the 

community. 

Futureproofing Aruba is a shared responsibility. 

The choices we make today, prioritizing value 

over volume, managing pressure on high impact 

areas, attracting the right guests, and reinforcing 

responsible behavior, will define the Aruba of 

tomorrow. As the Aruba Tourism Authority, we 

remain committed to guiding this transition, 

ensuring that tourism continues to support our 

economy while protecting our island and its 

people for generations to come. The choices we 

make today will define the Aruba of tomorrow.

Ronella Croes 

CEO, Aruba Tourism Authority 
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In 2025, the A.T.A. advanced its advocacy 

agenda through targeted stakeholder 

engagement in support of sustainable tourism, 

community involvement, and alignment with 

national policy priorities. A key milestone was 

the submission of A.T.A.ôs Position Paper in 

February 2025, which was shared during 

engagements with leaders involved in the 

formation of the new cabinet. The paper 

articulates A.T.A.ôs long-term vision for 

Arubaôs guest economy through 2035, 

proposes a governance model for integrated 

destination management, and identifies priority 

areas to support the transition toward a 

responsible, sustainable, and regenerative 

guest economy. 

In parallel, A.T.A. leadership engaged 

academic, youth, and civic audiences through 

keynote addresses and presentations at 

platforms including the University of Aruba, 

Rotaract, the Curaçao Hotel and Tourism 

Association (CHATA), CreActivo (Arubaôs 

cultural and creative industries conference), 

Immigration Aruba, World Tourism Day, 

Climate Week in New York, at the Dutch 

premiere of the Turning the Tide documentary, 

and at the Genootschap Nederland en Aruba 

gathering in the Netherlands. Such 

engagements ïand these are merely a few 

examplesï reinforced shared understanding of 

A.T.A.ôs strategic priorities and its role in 

long-term destination stewardship. 

In its role as Destination Marketing and 

Management Organization (DMMO), the 

A.T.A. developed several advisory papers in 

2025 to support informed decision-making on 

tourism policy and destination-management 

issues. Topics included a proposed 

moratorium on watersports, potential impacts 

on U.S. demand linked to Trump 

Administration decisions (including 

developments related to Venezuela and 

changes in U.S. tariffs), beach policy and 

spatial planning, safety considerations, and 

the Aruba Happy One Pass (biometric border 

crossing). 

The A.T.A. also played an integral role in 

CORVI/NCRC initiatives, including meetings 

and workshops focused on Arubaôs Climate 

Risks, Impacts & Vulnerabilities, and 

contributed to Aruba 2025: A Nature Inclusive 

Vision (Wageningen University). In addition, 

the organization commissioned a global study 

on Responsible Tourism to better understand 

how travelers define, value, and act on it; 

completed a bathymetric study of the waters at 

Bushiri; and once again prioritized youth 

engagement through another edition of Voices 

of Tourism. 

Collectively, these advocacy efforts 

contributed to a pivotal shift in Arubaôs tourism 

discourse - from traditional growth-driven 

approaches toward a regenerative tourism 

framework. 
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In 2025, A.T.A. reaffirmed its commitment to 

sustainable tourism by adopting the High-

Value, Low-Impact (HVLI) model. This model 

underpins Arubaôs sustainable tourism 

development and is embedded within A.T.A.ôs 

five strategic pillars, which are part of the 

newly developed Multi-Annual Corporate 

Strategy (MACS) 2025ï2035.

A key component of MACS development was 

defining A.T.A.ôs Sustainability Ambition, 

which is intended to inspire, commit, and guide 

the organization in making choices that 

prioritize the preservation and enhancement of 

Arubaôs environment, culture, and quality of 

life.

Sustainable tourism initiatives are embedded 

throughout A.T.A.ôs efforts, including 

marketing. A.T.A.ôs core and corporate 

commitments were subsequently refined into 

four sustainability commitments that serve as 

guiding principles for organizational 

transformation. These commitments adopt a 

holistic approach to the value of the guest 

economy and drive meaningful change. The 

first three commitments align with the UN SDG 

framework, balancing environmental, 

economic, and socio-cultural dimensions to 

ensure long-term sustainability, recognizing 

that economic growth must be supported by a 

socially just, thriving society and a healthy 

environment. The fourth commitment reflects 

A.T.A.ôs corporate contribution to 

sustainability.

Throughout this report several key sustainable 

tourism initiatives that were undertaken in 

2025 can be observed, demonstrating A.T.A.ôs 

ongoing dedication to environmental 

conservation, cultural preservation, and 

responsible tourism development. These 

efforts included strategic collaborations with 

stakeholders such as the Aruba Conservation 

Foundation (ACF) and CEDE Aruba, alongside 

other public- and private-sector partners. 

A.T.A. increased on-island outreach, running 

awareness campaigns to communicate and 

encourage positive behaviors among local 

residents through the Ban Serio campaign.

A.T.A.ôs research, advisory work, and 

advocacy for responsible destination 

management remained central to its strategy 

and reinforced its long-term commitment to 

sustainability.

S U S T A I N A B L E  

T O U R I S M  

P R A C T I C E S  
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The Supervisory Boardôs primary function is to 

supervise and confirm that the organization 

properly performs its core tasks and 

responsibilities within the legal framework set out 

in the State Ordinance.

The Supervisory Board is charged with ensuring 

that the strategic business plan of the organization 

and the resulting plans of actions and budgets are 

aimed toward the realization of the Tourism Policy 

as defined by the Government of Aruba. 

Additionally, the Supervisory Board is charged 

with monitoring the performance of management, 

being the CEO, and ensuring that 

the institutionôsinternal control and risk 

management systems are effective.

The Supervisory Board is part of the system of 

checks and balances and ensures that decisions 

reflect the A.T.A. and Arubaôs best interests.

Supervisory board composition and membership

Francisco Quant

Chairman
Date of Birth: December 5th, 1969

First Appointed on: January 1, 2018 

End of 2nd Term: January 1, 2026 

Francisco Quant has more than 20 years of banking experience. As assistant to 

the Managing Director and as part of the Management Team at Caribbean 

Mercantile Bank N.V., where Mr. Quant worked for over 17 years, he was in 

charge of Retail Loans, Credit Card, Insurance and Investment departments of the 

banks. The affinity with the tourism industry was always present. Mr. Quant 

served as the General Manager at Tierra del Sol Resort & Golf for nine years. 

Presently, he operates as a consultant in the industry.

The Supervisory Board members are appointed, as per the State Ordinance, for a period of four 

years. The A.T.A. has a Supervisory Board consisting of a maximum seven members who are experts in 

business operations and tourism. As per the regulations applicable to the Supervisory Board, the 

following applies:
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Joe Najjar

Board Member
Date of Birth: January 18, 1957 

First Appointed on: January 6, 2020

End of 2nd Term: January 9, 2028

Joe Najjar has called Aruba home since 1995. With more than 30 years of

experience in the hospitality industry, including several years with Marriott and 

Wyndham properties in the US and later Radisson and Wyndham resorts in Aruba, 

he is currently leading La Cabana Beach Resort and Casino, a premier Timeshare 

Resort. In addition to being the current chairman of the board of AHATA, Mr. Najjar 

has been involved on various Boards and the Community services that La Cabana 

has embraced over the years. Mr. Najjar continues to focus on enhancing Arubaôs 

Product and its environment to help ensure sustainability for our Tourism industry.

Gregory Croeze

Board Member
Date of Birth: February 15, 1977 

First Appointed on: July 1, 2019

End of 2nd Term: July 1, 2027 

Gregory Croeze is an Aruban born financial director with over 17 years of

experience in the financial and healthcare field. After working for 8 years in

auditing at Big Four accounting firms, Mr. Croeze decided to switch to the

medical field. Mr. Croeze was the CFO at Instituto Medico San Nicolas for more 

than 8 years and as of April 2020 is a member of the Board of Directors at the 

Horacio Oduber Hospital. Mr. Croezeôs vast experience in the financial field is an 

added value to the Supervisory Board of A.T.A. Mr. Croeze also has a seat on the 

Supervisory Board of the Aruba Ports Authority and in the past served as board 

member and treasurer of the Aruba Excellence Foundation (AEF). Mr. Croeze 

holds an MBA degree from the University of Central Florida.

Tisa LaSorte

Board Member
Date of Birth: April 9, 1962

First Appointed on: September 1, 2021

End of 2nd Term: March 31, 2029

Tisa LaSorte is an Aruba native whose career started as a TV reporter at

TeleAruba, after which she moved to the U.S. where she worked for 20 years in 

broadcast news management. Upon her return to Aruba, she entered the tourism 

industry as General Manager of Pelican Tours & Watersports followed by an executive 

management position at Bucuti & Tara Beach Resort. Tisa is currently President and 

CEO of the Aruba Hotel and Tourism Association. She also serves as President of 

Arubaôs Social Economic Council, Board Member of the Aruba Trade and Industry 

Association, and Board Trustee of the University of Aruba.



A N N U A L  R E P O R T  

2 0 2 5
1 2

Charleson Oduber

Board Member
Date of Birth: November 19, 1978

First Appointed on: September 1, 2022

End of Term: September 1, 2026

Charleson G. Oduber is an Aruban-born professional with a broad experience in 

Arubaôs overall economy, and its market dynamics as well as in different legal 

aspects such as Corporate Governance and Private Law. With over 17 years of work 

experience at the housing mortgage bank Fundacion Cas pa Comunidad Arubano 

(FCCA), he holds the position of Deputy Director of Technical &amp; Commercial 

affairs, since 2018. Mr. Oduber has a bachelorôs degree in industrial engineering with 

commercial affinity, which he obtained at the Technische Hogeschool Rijswijk (TH 

Rijswijk) in the Netherlands. He also holds a masterôs degree in Private Law, which 

he obtained at the University of Aruba. Mr. Oduber has always had an interest in 

Arubaôs tourism industry development.

C H A P T E R  2    S U P E R V I S O R Y  B O A R D

Gerald Tsu

Board Member
First Appointed on: September 1, 2021

End of 1st Term: September 30, 2025

Janien Huistra

Board Member
First Appointed on: April 1, 2017 

End of Term: April 1, 2025

Changes in Supervisory Board composition during the year:

Jo-Anne Arends

Board Member
Date of Birth: May 31, 1979

First Appointed on: August 1, 2025

End of Term: July 31, 2029

Jo-Anne Arends, Aruban-born, is a Business Development Executive at Aruba 

Airport Authority (AAA) with over 15 years of experience in the aviation sector. She 

specializes in developing new business segments and managing a portfolio of 

more than 25 airline partners, with strong expertise in market planning and the 

development of innovative, tailored strategies to attract new business, supported by 

data-driven analysis, marketing strategy, forecasting, and strategic pricing.Over the 

years, she has built strong relationships with government and industry stakeholders 

and plays an integral role in Arubaôs destination and aviation development strategy. 

In her role, she serves as a key liaison between AAA and major stakeholders, 

supporting aviation development and the continued growth of Arubaôs tourism 

sector. Ms. Arends previously served as Chair of the Airlift Committee (since 2011) 

and is also a member of the World Fuel Air Elite Board Abroad.
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Based on the State ordinance, the 

following governance structure

was established:

Å Tourism policy and targets set by the

Government are the frameworks for decisions

and goals of the A.T.A.

Å The Budgets and Annual Statements are

presented to the Minister of Tourism for

approval. Prior to approval, the Minister must

make these available for viewing and

commenting by Parliament for a period of 10

working days.

Å The A.T.A. has Supervisory Board members 

who are experts in business operations and 

tourism:

ҍ Three members are appointed upon 

the recommendation of the Minister of 

Tourism; 

ҍ Three members are appointed by the 

Minister based on the recommendation 

of the Aruba Hotel and Tourism 

Association (AHATA) (two candidates 

are nominated for each of the three 

seats); 

ҍ One member is appointed based on a 

recommendation of two candidates 

brought forward by the six afore 

mentioned members. 

ҍ The Minister appoints the Chairman of 

the Supervisory Board from the 

members.

Å The Supervisory Board appoints the CEO

of the A.T.A.

Å The Supervisory Board and management meet

monthly or every other month, and if

necessary, additional meetings are scheduled

accordingly. Supervisory Board-only meetings

are also scheduled from time to time.

Å The Minister of Tourism, the Supervisory

Board, and management meet when deemed

necessary.

State Ordinance

Reporting to Parliament through the Minister of

Tourism, A.T.A.'s legislative requirements are

outlined in the State Ordinance ï

ñLandsverordening instelling A.T.A. Sui Generis

(AB 2011 No 13, AB 2011 No 14 and AB 2015

No 63)ò.

Supervisory Board Attendance

The Supervisory Board held 17 Supervisory

Board meetings during the year. The Supervisory 

Board had an average attendance of 80.8%. 

The CEO attended the Supervisory Board 

meetings and was joined by the CMO and the 

CFO. Other A.T.A. Executives, and in some 

instances contracted parties or other 

stakeholders, did join meetings in line with the 

agenda set.

Under article 14 of the State Ordinance, Afl. 750 is 

the compensation granted to each Supervisory 

Board member per attended meeting

C H A P T E R  2    S U P E R V I S O R Y  B O A R D
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(with a maximum of Afl. 24,000 per year per 

Supervisory Board member). A total of 

Afl. 63,000 was paid as compensation to the 

Supervisory Board in 2025 (maximum overall: Afl. 

189,000.00).

Highlights of topics discussed 

during the Supervisory Board 

meetings

Important topics which were discussed during

the Supervisory Board meetings did include

the presentation and approval of the Annual 

Report 2024 and the Corporate Plan and Budget 

2026, as well as key marketing and

destination services projects. In addition, the

standard agenda points were discussed, such as 

the monthly approval of minutes of previous 

Supervisory Board meeting(s), the approval of 

purchase orders and agreements, and the revision 

of the monthly financial report.

Approval of Purchase Orders

Through the decision to make the tendering rules 

that apply to the government also applicable for 

the A.T.A., in instances where these rules grant 

authority to the Minister of Tourism, they are to be 

executed by the Supervisory Board. In as far as 

these rules stipulate that the involvement of the 

Minister of Finance is required, this involvement is

exercised by the Minister of Tourism.

The above-mentioned thus means that 

the Supervisory Board has to approve a number 

of purchase requests in line with the tendering 

rules. As a result, the Supervisory Board did 

approve 102 Board approval letters.

External Accountant

The audit results are an integral part of A.T.A.ôs 

Annual Report 2025 and were conducted 

by EY partially in 2025 and partially in 2026. The 

external audit resulted in another positive 

review by the independent auditor over calendar 

year 2025.
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A.T.A. Organizational Chart
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The Aruba Tourism Authority (A.T.A.)  is the Destination Marketing and Management 

Organization (DMMO)  of Aruba responsible for uniting tourist interests amongst 

the on - and off -island stakeholders/partners for the purpose of coordinating 

destination marketing, destination development and destination partnerships.

H R  
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Our Aspiration at a Glance
A.T.A.'s Aspiration 2035 form the foundation upon which we will drive the transition from 

traditional tourism to a responsible and ultimately regenerative guest economy.

Enrich the 

Quality of Life 

on Aruba  through 

responsible & integrated 

destination 

management

Un Aruba dushi  pa biba  

ta un Aruba dushi  pa bishita
A

u
th

o
ri

ty
C

o
-C

re
a

to
r

ConnectorMarketer

Environmental 

Commitment

The guest economy 

restores and 

nurtures

the natural 

environment of 

Aruba

Social Commitment

The guest economy 

enriches our values, 

culture and heritage 

and makes people 

flourish through jobs, 

knowledge exchange, 
and well-being  

Economic 

Commitment

The guest economy 

thrives 

and grows incremental 

value to the 

Aruban economy and 

its assets

Sustainable 

Destination 

Management 

Organization

Exemplary in 

ESG Sustainability

C O R E  V A L U E S R O L E S

S U S T A I N A B I L I T Y  AMBITION

C O R E  P U R P O S E

Aruba as a wonderful place 

to live is a wonderful place to visitר

V I S I O N
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Our Strategic Objectives
20 strategic objectives define our focus across the five strategic pillars, ensuring a comprehensive and 

forward-looking approach to driving the transition of our guest economy.

I.

QUALITY

OF LIFE & PLACE

II.

QUALITY

OF EXPERIENCE

III.

QUALITY

OF ECONOMIC IMPACT

1.1 

Manage guest 

economy impact

Enhance insights in efforts and 

impact to manage the guest 

economy and livability 

to an effective balance

2.1

Develop niches

Systematic development of and 

alignment around niches for 

sustainable long-term development 

of our island

3.1

Strengthen brand identity

Foster an inspirational, life-

changing, and regenerative 

experience that leaves a 

lasting impression on both guests 

and the local community

1.2

Invest in destination safety

Safeguard the safety of guests 

and residents

2.2

Enable and support Delivery 

of diverse Quality experiences 

for everyone

Stimulate and facilitate delivery of 

diverse and authentic quality 

experiences and services aligned 

to the Aruba brand and niches to 

appeal to high-value guests and 

residents

3.2

Innovate 

marketing communication

Advance shareable and

scalable marketing communication

and impact through digital 

excellence

1.3

Placemaking

Enhance and reinvent functionality 

and aesthetics of destination public 

spaces to enrich 

residents and guests

2.3

Enhance on -island 

communication

Stimulate and facilitate delivery of 

diverse, unique and authentic 

quality experiences and 

services aligned to the Aruba brand 

and niches to appeal to high-

value guests and residents in equal 

measure

3.3

Strengthen high value portfolio

Target high-value guest segments 

from a balanced mix of source 

markets, emphasizing value 

over volume

1.4

Improve guest flow 

management

Optimize the flow of guests, 

reducing congestion and

minimizing environmental impacts

2.4

Drive exceptional service 

quality

Stimulate the service quality 

improvement in the hospitality and 

services sector to provide

more personalized and attentive 

services true to our unique Aruban 

hospitality which sets us 

apart from other destinations

3.4

Improve industry capabilities

Elevate capabilities and skills to 

support a sustainable and 

competitive guest economy

1.5

Oversee current and 

future accommodations

Optimize the flow of guests, 

reducing congestion and

minimizing environmental impacts
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IV.

QUALITY 

OF NATURAL ENVIRONMENT

& CULTURAL HERITAGE

V.

QUALITY

OF ORGANIZATION

4.1 

Promote ecological and social

Responsible behavior

Take co-leadership role in educating and 

engaging the local community, guest industry, 

marketing service providers, event 

organizations and guests on ecological 

and social responsible behavior

5.1

Strengthen organizational outreach

Fortify our capabilities to influence and align 

around shaping the direction of out guest 

economy through active outreach

4.2

Facilitate environmental

Conservation & regeneration

Fulfill an active role in the 

development and deployment of policies 

and plans on environmental conservation and 

regeneration through advocacy, advisory, co-

creation and support

5.2

Achieve organizational excellence in esg

Enhance organizational resilience

long-term value creation and reputation 

by integrating ESG (Environmental, Social,

and Governance) principles into our 

business operations, culture, oversight, 

and decision-making.

4.3

Facilitate cultural heritage conservation

Fulfill an active role in the 

development and deployment of policies and 

plans on cultural heritage conservation through 

advocacy, advisory, co-creation and support

5.3

Enhance organizational capabilities

Improve organizational focus and efficiency

to enable effective integrated 

destination management

5.4

Nurture employee experience

Cultivate a work environment

that fosters empowerment, ownership and a 

sense of engagement, well-being and growth
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We measure our progress using a set of MACS Key Indicators aligned with each 

strategic pillar. These indicators track both industry-wide outcomes, which rely on 

collective efforts, and internal performance metrics specific to the Destination Marketing 

and Management Organization (DMMO). Together, these Key Indicators provide a 

transparent view of how our collective tourism efforts drive the destinationôs success and 

guide us towarda regenerative guest economy that sustains and enriches Arubaôs 

environment, culture, and community. While we play a critical role in overseeing 

progress, we do not bear sole accountability for outcomes that require collaboration 

among multiple stakeholders.

The indicators presented in this section reflect economic performance measures, 

providing insight into tourismôs contribution to Arubaôs economy and overall destination 

performance.

Key Tourism Performance Indicators (2023 -2025) 

The table presents year-over-year percentage changes in key tourism performance 

indicators, including initial 2025 projections as set out in the A.T.A. Corporate Plan 

(2025). 

Note: In addition to these Key Indicators, the A.T.A. tracks multiple KPIs internally covering various objectives and tactics, 

reflective of the accountability and performance of our team members and engaged partners. 

K E Y  

T O U R I S M

P E R F O R M A N C E  

I N D I C A T O R S
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Year-over-Year 

% Change

2023

Actual

2024

Actual

2025

Projection 

2025

Actual

Tourism Receipts 14% 12% 3% 8%

Stay-over Guest Arrivals 14% 13% 1% 7%

Hotel Performance RevPAR 15% 12% 4% 5%

Cruise Visitor Arrivals 23% 20% 1% 8%
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Tourism Receipts 2015 -2025

ESTIMATED FINAL 2025

vs 2025 Projection: +3%

vs 2024: +8%  

Tourism receipts, which encompasses the total on-island expenditures during the trip, recovered 

consistently. The estimated final for the full year 2025 is AFL. 5.6 billion, an 8% growth in comparison to 

2024. 

Average Daily Tourist Spending (ADTS) 2015 -2025

vs 2024: +3%  

In the past three years, the average daily tourist spending (ADTS) has steadily increased, with a visitor

spending of an average of AFL. 550 per day in 2025, which is a 3% growth compared to 2024.

Source: CBA/ A.T.A.

Source: CBA

2025 is Estimated Final

A N N U A L  R E P O R T  

2 0 2 5
2 2

C H A P T E R  4   A R U B A  T O U R I S M  I N D U S T R Y

Tourism Receipts ( in x AFL. Millions)

368 373 
394 

422 423 
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489 
515 516 

536 550 
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Stay-Over Guest Arrivals

ACTUAL 2025

vs 2025 Projection: +1%

vs 2024: +7%  

Aruba closed 2025 with a growth of 7% in stay-over guest arrivals compared to the 2024. 

Source: CBA/ A.T.A. A N N U A L  R E P O R T  
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Stay-over Guest Arrivals 2024-2025

ACTUAL 

2024 

PROJECTION 

2025 

ACTUAL 

2025

MARKET 

SHARE 2025

% 

VARIANCE

A2025 VS 

A2024

NORTH AMERICA

USA 1,062,610 1,080,000 1,092,842 3%

Canada 70,852 69,000 80,013 13%

TOTAL 1,133,462 1,149,000 1,172,855 78% 3%

LATIN AMERICA

Colombia 65,572 59,900 60,856 -7%

Argentina 27,416 28,900 69,743 154%

Brazil 17,359 25,900 28,761 66%

Chile 14,187 16,700 12,601 -11%

Peru 19,798 23,100 19,272 -3%

Ecuador 11,250 11,300 9,930 -12%

Other LATAM (incl. Venezuela) 26,766 19,200 30,776 15%

TOTAL 182,348 185,000 231,939 14% 27%

EUROPE

The Netherlands 35,713 41,600 36,593 2%

UK 7,490 7,300 4,852 -35%

Italy 6,483 7,700 6,892 6%

Sweden 902 1,500 1,118 24%

German Speaking Markets 7,176 10,200 7,848 9%

Belgium 1,569 2,100 1,748 11%

Other Europe 10,007 11,100 12,180 22%

TOTAL 69,340 81,500 71,231 5% 3%

REST OF THE WORLD

TOTAL 36,466 35,000 39,077 3% 7%

TOTAL 1,421,616 1,450,500 1,515,102 100% 6.6%

In 2025, the market share of stay-over visitor arrivals by region was dominated by North America at 

78%, followed by Latin America at 14%, and Europe at 5%. 

C H A P T E R  4   A R U B A  T O U R I S M  I N D U S T R Y

Notes: 

Targets are A.T.A.ôs internal performance metrics

Projections are industry-wide outcomes, greatly reliant on collective efforts



Hotel Performance 2015 -2025 | Revenue Per Available Room (RevPAR)

RESULTS 2025 

vs 2025 Projection: +4%

vs 2024: +5% 

Aruba closed 2025 with a growth of 5% in RevPAR compared to the 2024.

Source: Aruba Hotel & Tourism Association (AHATA)

A N N U A L  R E P O R T  

2 0 2 5
2 5

C H A P T E R  4   A R U B A  T O U R I S M  I N D U S T R Y

$186.83 $181.09 

$205.88 

$227.15 $233.86 

$86.33 

$148.64 

$231.89 

$266.08 

$297.51 
$312.60 

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

RevPAR in US dollars

Short -term Vacation Rentals (STVR) 2019 -2025 | Revenue

RESULTS 2025 

vs 2024: +10.5% 

STVR revenues increased by approximately 10.5% in 2025 compared to 2024, alongside a rise in the 

share of stay-over guests using alternative accommodations from 33% to 35% and in their share of 

visitor nights from 37% to 39%, exceeding the combined 35% share of European Plan and All-Inclusive 

accommodations.
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Cruise Visitors Arrivals 2011 -2025

RESULTS 2025 

vs 2025 Projection: +1% 

vs 2024: +8%  

Last year recorded 376 calls versus 347 calls in 2024, and a total of 970,803 cruise visitor arrivals, 

which is an increase of 8% when compared to 2024.

Source: A.T.A.

Source: Aruba Port Authority (APA)
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Visitor Satisfaction
Regarding visitor satisfaction, Aruba maintained an impressive record in 2025, boasting a monthly 

average satisfaction score of 9 out of 10. This score highlights Aruba's success in providing a overall 

gratifying experience for its visitors, contributing to the positive trajectory of the tourism industry.

 

Source: A.T.A.
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