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3 | Research Methodology

Research Methodology

The primary objective of this research is to understand the United Kingdom’s travel behavior Online Su rvey QU antitative
and take a deeper look at the affluent travel behaviors, type of traveler, planning and booking
behavior, spending behavior, and travel preferences and criteria.

In addition, with this research, we seek to understand the UK resident’s specific needs and
requirements for their vacation.

An online survey was created and deployed by the online service Qualtrics to their Database.
Responses amongst UK travelers were collected during the month of December 2022.

In total, we received 1,112 respondents. After the data clean-up, the final sample size was 1,050
respondents (N).

Qualifying criteria:
1. Do you currently reside in the United Kingdom?
2. Household Income: - $50K-100K (~50%) and - >100K (~50%)

Additionally, from the mentioned criteria, a screening question was used to select respondents
who have traveled or will travel internationally to the Caribbean and if they have traveled in the
past two years.

The Survey consisted of 16 questions.
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Gender

[ ]
47%
Male

[ )
52%
Female

[ )
1%
Non-binary

Age Range

Genz: 1825 [ 129
millennials: 26-41 || T 22
Gen x: 4257 || 2+
Baby Boomer: 58-67 - 18%

Baby Boomer: 68+ . 8%

Household
Married with kids _36%

18%

Single

single with kids [ 5%

Other . 506

UK Countries

Northern Ireland | 2%

Scotland I 8%

Wales | 3%
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49% of the respondents are considered Affluent.

Household Income

£40.000 - £49.999

20%

£50.000 - £79.999

31%

£80.000 - £100.000

12%

£100.001 - £150.000

26%

Over £150.000

11%

Note: In the UK an Affluent is considered Household Income of £80.000 or higher

Question: What is your annual household income? | Age Range?
N: 1050

By Generation

m £40.000 - £49.999

Gen Z: 18-25

Millennials: 26-41

Gen X: 42-57

Baby Boomer: 58-67

Baby Boomer: 68+

Household

Income

m £50.000 - £79.999

28%

21%

13%

18%

21%

35%

24%

36%

46%

10%

7%

28%

m £80.000 - £100.000

18% 11% 7%

39%

36%

3%

17%

24%

12% 5%

18%

15%

9%
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1

UK Countries

Scotland
8%

England
87%

N: 1050
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Household Income

By Province

m £40.000 - £49.999 m £50.000 - £79.999 m £80.000 - £100.000 m£100.001 - £150.000 m Over £150.000

England

Northern Ireland 28% 22% A 22% 6%

Scotland 21% 35% 19% 12% IA)

Wales

Question: What is your annual household income? | Which Country in the United Kingdom do you currently reside in?
N: 1050
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Insights

34% of the respondents belong to Generation X, followed by the Millennials (29%), Babyboomer (18%), and Gen Z (11%).

36% of the respondents were married, and 36% were married with Kkids.

87% of the respondents are from England.

49% are considered Affluent.

When looking at the Household Income £80.000 or higher, England scored the highest.
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Type of Traveler — Explorer vs. Loyal Traveler

Type of Traveler Likelihood of Traveling to a
Caribbean Island next 12 months

m | like to explore new destinations on each vacation

m | like to revisit a destination | have already been to

m Extremely unlikely & Somewhat unlikely
® Neither likely nor unlikely
m Extremely likely & Somewhat likely

Question: Which of the following best describes you as a traveler? / How likely are you to travel abroad to a Caribbean island in the next 12 months?
N: 1050
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Heard About Aruba

HYes

m No

Question: How did you hear about Aruba? / How likely are you to travel abroad to a Caribbean island in the next 12 months?

N: 1050

Likelihood of Traveling to a
Caribbean Island next 12 months
By Familiar with Aruba

m Extremely unlikely m Somewhat unlikely
Neither likely nor unlikely m Somewhat likely
m Extremely likely

Yes
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Type of Traveler — Explorer vs. Repeat Traveler

Type of Traveler Type of Traveler
By Country By Generation

m | like to explore new destinations on each vacation m | like to explore new destinations on each vacation

m | like to revisit a destination | have already been to m | like to revisit a destination | have already been to

Gen Z: 18-25 68% 32%

England 66% 34%
Millennials: 26-41 70% 30%

Northern
Ireland 56% L

Gen X: 42-57 70% 30%
Scotland 63% 37%

Baby Boomer: 58-67 59% 41%
Wales 0% 30% Baby Boomer: 63+

Question: Which of the following best describes you as a traveler? | Which Country in the United Kingdom do you currently reside in? | Age Range?
N: 1050
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Type of Traveler

By Household Income

m | like to explore new destinations on each vacation

m | like to revisit a destination | have already been to
£40.000 - £49.999 62% 38%
£50.000 - £79.999 64% 36%

£80.000 - £100.000 73% 27%

£100.001 - £150.000 69% 31%

Over £150.000 64% 36%

Question: Which of the following best describes you as a traveler? | What is your annual household income?
N: 1050
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Planning & Booking Behavior

Planning
34%
32%
21%
8%
’ .
Less than a 1 month 2-3 months 4-5 months 6+ months

month

Question: How far in advance do you start planning a vacation? / How far in advance do you purchase your flight tickets for a vacation?
N: 1050

13%

7%

Less than a 1 month
month

Booking

34%

2-3 months

19%

4-5 months

27%

6+ months
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Channel used for Planning and Booking

57% 56%

I 0 53%
Accommodation's Own Airline's Own Website  Online Distribution Channels
Website (Marriott.com,  (Westjet.com, AA.com, etc.)  (Expedia, Travelocity,
Airbnb.com, etc.) Priceline, etc.)

Question: How do you normally arrange your reservation(s) for your vacation? Select all that applies

N: 1050

12%

Telephone Reservation

36%

Travel Agent

2%

Other
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Spend Per Day Spend Per Day
F&B and Activities By Household Income

mLessthan $100 m$100-$299 m$300-$500 = More than $500

Less than $100 p £40.000 - £49.999 [EEPEIZ 43% 20% | 14%
ess than b

$100 - $299 40% £50.000 - £79.999 18% 19%
- (1]

. . £80.000 - £100.000 24%
300 - $500 18%

£100.001 - £150.000 15%
More than $500 22%

Over £150.000 EEZ 34%

Question: How much do you spend on average on vacation on food & beverage and other activities per person per day? | What is your annual household income?
N: 1050
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Spend Per Day Spend Per Day
By Likelihood of Travel to a Caribbean

Destination Next Year By Type of Traveler

m Less than $100 m$100-$299 m$300-$500 = More than $500 mLessthan $100 m$100-$299 m$300 - $500 = More than $500

Extremely unlikely 34% 33% 14% | 19% | like to explore new
destinations on each 21%

vacation

Somewhat unlikely 28% 41% 14% | 16%

| like to revisit a
destination | have 16%
already been to

Neither likely nor
unlikely

21% 19%

Somewhat likely

Extremely likely

Question: How much do you spend on average on vacation on food & beverage and other activities per Question: How much do you spend on average on vacation on food & beverage and other activities
person per day? | How likely are you to travel abroad to a Caribbean island in the next 12 months? per person per day? | Which of the following best describes you as a traveler?

N: 1050
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Travel Spend Behavior
Spend Per Day

By Country

m Less than $100 m $100 - $299 m $300 - $500 = More than $500

England

Northern Ireland 11% 11%

Scotland

Wales

Question: How much do you spend on average on vacation on food & beverage and other activities per person per day? | Which Country in the United Kingdom do you currently reside in?

N: 1050
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TOP5
Key Marketing Messages to Focus On

Important Destination Criteria Important Vacation Benefits

° Cleanliness Q To get a break from day-to-day life

e Safety Q To Relax and Relieve Stress

e Appealing Natural Environment ° To Create Lasting Memories

° Locals Are Welcoming & Hospitable G To Have Fun

e Direct Flights ° To See or Do Something New

Preferred Activities/ Experiences

Going out to eat

Outdoor Activities

Z00s & Aquariums

Museums

Festivals & Fairs

Note: Important key marketing messages to point out: the respondents indicated that Safety and health-focused measures must be
communicated clearly. Another interesting observation is that UK travelers scored Direct Flights as essential criteria.

N: 1050
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Important Destination Criteria

Cleanliness

Safety

Appealing Natural
Environment
Local People Are
Welcoming & Hospitable

Direct flights

Cost

Easily Accessible Tourist
Information
Variety of Vacation Rental
Options
Different Culture Than My
Own

Tropical Weather
Luxury Hotels
Fine Dining Options

Adults only Activities

Familiar Culture and
Language

Activities for Children

I 430
I 4.20
I 3.37
I 3.84
I 3.83
I .53
I .46
I .42
I .37
I .35
. 321
I, 311
I .83
I 279
I 2 .46

1= Not at all important to 5 = Extremely important

N: 1050

Important Vacation Benefits

To relax and relieve stress
To create lasting memories

To have fun

To see or do something new
different

To enrich my perspective on
life
To gain knowledge of history,
and other cultures

To be adventurous

To be pampered

To renew personal connections
with people in my travel party

To seek solitude and isolation

To keep family ties alive

To have stories to share with
people back home

I .36
I 314

1= Not at all important to 5 = Extremely important

Preferred Activities/ Experiences

Going out to eat

Outdoor Activities

Going to Zoos or
Aquariums

Going to museums

Going to Festivals or Fairs

Going to Bars with Live
Bands

Going on a Guided Tour

Going to Spa
Going to Amusement or
Theme Parks

Going to Botanical Gardens

Going to Farmer's Market

Attending a Live
Concert/Play/Musical
Going to Art
Galleries/Shows
Going to Exclusive

I .56
I .51
I 023
I .23
I .22
I 220
I .1/
I .17
I 011
I .08
I .07
I 2.07
I 106
I 104

Lounges

Going Dancing NN 1.85
Participate in Recreational
sports (tennis,golf) I 184
Attending wellness classes
(Yoga, pilate, meditation) I 170

Going to Casinos I 1.49
1=Noto 3 = Yes
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Important Destination Criteria

m Not at all important  m Slightly important Neutral — ®mVery important

Cleanliness

Safety

Direct flights

Appealing Natural Environment
Local People Are Welcoming & Hospitable
Cost

Easily Accessible Tourist Information
Luxury Hotels

Tropical Weather

Different Culture Than My Own
Variety of Vacation Rental Options
Fine Dining Options

Activities for Children

Adults only Activities

Familiar Culture and Language

4% 41%
1%69%

4%  10%

42%

11%
% 20%
5% 12%
11% 14%
8% 14%
6% 11%
4% 15%

g I IS
> B =
=
>

12%

44% 7%
22% 15%
18% 18%

41%
54%

YA

m Extremely important

46%
43%

29%
22%
21%
46% 16%
40% 15%
29% 14%

24% 9%
25% 9%
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Important Vacation Benefits

m Not at all important ~ m Slightly important Neutral ®mVery important  m Extremely important

2%

To have fun 5% 50% 38%

To get a break from day-to-day life [REZRIRZ 47% 34%

To relax and relieve stress PRZGRS) 49% 33%

To see or do something new different EIYILA 49% 31%

2%
To create lasting memories 5% 53% 28%

To keep family ties alive [EECINEY) 42% 26%
To be adventurous  PRZGEA 43% 21%
To have stories to share with people back home ERAEEEEL) 18%

To renew personal connections with people in my travel party REZRENAT 41% 16%

53% 16%

N
2
>

To enrich my perspective on life PEAGRSA

To gain knowledge of history, and other cultures ELZN—PLT 47% 12%

To be pampered 9% 9% 33% 9%

To seek solitude and isolation 21% 11% 24% 5%

N: 1050
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Preferred Activities/ Experiences

Going out to eat

Outdoor Activities

Going to Amusement or Theme Parks

Going to Zoos or Aquariums

Going Dancing

Going on a Guided Tour

Going to Festivals or Fairs

Going to Botanical Gardens

Going to Spa

Going to Bars with Live Bands

Going to museums

Participate in Recreational sports (tennis,golf)
Going to Farmer's Market

Attending a Live Concert/Play/Musical
Going to Exclusive Lounges

Going to Art Galleries/Shows

Attending wellness classes (Yoga, pilate, meditation)
Going to Casinos

mNo = Maybe ®mYes

mﬁﬂﬁ
PS>

92

%
84%

74%
72%
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Insights

Direct Flights
The likelihood of Caribbean Travel next 12 months

m Extremely unlikely = Somewhat unlikely = Neither likely nor unlikely = Somewhat likely = Extremely likely

Very important

Extremely important

Heard about Aruba

67%

33%

Yes No

N: 735 — Important Travel Criteria: Direct Flight — Very Important and Extremely Important
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Affluent

Household Income of £80.000 or higher
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Gender

(]
51%
Male

[
48%
Female

0
1%
Non-binary

Age Range

Gen Z: 18-25 l 8%

Millennials: 26-41 - 20%
Gen X: 42-57 _ 45%
Baby Boomer: 58-67 - 21%

Baby Boomer: 68+ I 6%

Household

Married 39%

Married with Kids _ 40%

single [ 3%

single with kids [ 3%

Other . 506

UK Countries

Northern Ireland | 2%
Scotland I8%

Wales | 2%
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Household Income
Household Income By Generation

m £80.000 - £100.000 m £100.001 - £150.000 m Over £150.000

£80.000 - £100.000 Gen Z: 18-25 50% 30% 20%
Millennials: 26-41 50% 36% 14%
Gen X: 42-57 I 58% 27%
Over £150.000 Baby Boomer: 58-67 KRG 62% 25%
Baby Boomer: 68+ eI 66% 25%

N: 520
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Spend Per Day Spend Per Day
F&B and Activities By Household Income

mLess than $100 m$100-$299 m$300-$500 = More than $500

Less than $100 17%
£80.000 - £100.000 18% 35% 24% 24%

$100 - $299 38%

$300 - $500 18% £100.001 - £150.000 18% 15% 25%
- ()

More than $500 28%

Over £150.000 WNEZG 34%

Question: How much do you spend on average on vacation on food & beverage and other activities per person per day? | What is your annual household income?
N: 520
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Spend Per Day Spend Per Day
By Likelihood of Travel to a Caribbean

Destination Next Year

By Type of Traveler

m Less than $100 m$100 - $299 m$300 - $500 = More than $500
mLessthan $100 w$100-$299  m$300-$500 = More than $500
Extremely unlikely 27% 12% 26%
| like to explore new
Somewhat unlikely 37% 15% | 19% destinations on each 18%
vacation
Neither _Iikely nor  PEW 40% 24% 2504 | like to revisit a
unlikely destination | have 21% 17%
already been to
Somewhat likely FEZ 46% 15% 32%
Extremely likely K324 29% 37%
Question: How much do you spend on average on vacation on food & beverage and other activities per Question: How much do you spend on average on vacation on food & beverage and other activities
person per day? | How likely are you to travel abroad to a Caribbean island in the next 12 months? per person per day? | Which of the following best describes you as a traveler?

N: 520
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Household Income
By UK Country

m£80.000 - £100.000 =£100.001 - £150.000 = Over £150.000

Wales 33% 33% 33%
Scotland 44% 28% 28%
Northern Ireland 44% 44% 11%
England 21% 56% 23%

Question: What is your annual household income? | Which Country in the United Kingdom do you
currently reside in?

Spend Per Day
By UK Country

mLess than $100 m$100 - $299 m$300 - $500 = More than $500

England 17% 38% 18% 27%
Northern Ireland 33% 33% 22% 11%
Scotland LA 36% 15% 36%

Wales % 25% 8% 58%

Question: How much do you spend on average on vacation on food & beverage and other activities
per person per day? | Which Country in the United Kingdom do you currently reside in?
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Planning & Booking Behavior
Planning Booking

330 34%

31%

24%
21% 21%
14%
10%
7%
5%
Less than a 1 month 2-3 months 4-5 months 6+ months Less than a 1 month 2-3 months 4-5 months 6+ months

month month

Question: How far in advance do you start planning a vacation? / How far in advance do you purchase your flight tickets for a vacation?
N: 520
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Channel used for Planning and Booking

63%
59%
53%
15%
Accommodation's Own Airline's Own Website Online Distribution Telephone Reservation
Website (Marriott.com, (Westjet.com, AA.com, Channels (Expedia,
Airbnb.com, etc.) etc.) Travelocity, Priceline, etc.)

Question: How do you normally arrange your reservation(s) for your vacation? Select all that applies
N: 520

33%

Travel Agent

2%

Other
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Type of Traveler

m | like to explore new destinations on each vacation

m | like to revisit a destination | have already been to

Question: Which of the following best describes you as a traveler?

N: 520

Likelihood of Traveling To a
Caribbean Island Next Year

Extremely unlikely 14%

Somewhat unlikely 21%

Neither likely nor
unlikely

18%

Somewhat likely 32%

Extremely likely 14%

Question: How likely are you to travel abroad to a Caribbean island in the next 12 months?
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Type of Traveler Type of Traveler
By Country By Generation
m | like to explore new destinations on each vacation m | like to explore new destinations on each vacation
m | like to revisit a destination | have already been to m | like to revisit a destination | have already been to

England 20% 30% Gen Z: 18-25 80% 20%
—_— Millennials: 26-41 70% 30%

orthern

Ireland 56% ol

Gen X: 42-57 72% 28%
Scotland 67% 33%
Baby Boomer: 58-67 61% 39%
Wales 50% 50% Baby Boomer: 68+ 56% 44%

Question: Which of the following best describes you as a traveler? | Which Country in the United Kingdom do you currently reside in? | Age Range?
N: 520
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Heard about Aruba
Heard about Aruba By Likelihood of Traveling
to the Caribbean next year

mNo mYes
Extremely unlikely 47% 53%
Somewhat unlikely 33% 67%
mYes
mNo Neither likely nor unlikely 28% 72%
Somewhat likely 25% 75%
Extremely likely A 80%
Question: Have you heard about Aruba?
70% of all Respondents indicated that Respondents that indicated that they have heard about Aruba are
they have heard about Aruba before. more likely to travel to the Caribbean in the next 12 months.

N: 520
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Important Destination Criteria

Q Cleanliness
e Safety
° Direct Flights

a Appealing Natural Environment

e Locals Are Welcoming & Hospitable

TOP5 ALL

Messaging When Choosing a Destination

Important Vacation Benefits

To get a break from day-to-day life
To Relax and Relieve Stress

To Create Lasting Memories

To Have Fun

To See or Do Something New

Preferred Activities/ Experiences

Going out to eat
Outdoor Activities
Museums
Festivals and Fairs

Going to Bars with Live Music

Note: The Affluent UK travelers scored Direct Flights as the third most important criteria, while the UK respondents generally
considered this the fifth most important criteria when choosing a destination. Another interesting observation is that the Affluent
indicated that one of their preferred activities while on vacation was going to bars with live music, and scored this within their top 5.

N: 520
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Important Destination Criteria

Cleanliness
Safety

Appealing Natural Environment

Local People Are Welcoming &
Hospitable

Direct flights

Different Culture Than My Own

Variety of Vacation Rental
Options

Easily Accessible Tourist
Information

Luxury Hotels

Tropical Weather

Fine Dining Options

Adults only Activities
Familiar Culture and Language
To seek solitude and isolation

Activities for Children

I 429
I, 414
I 3.00
I, .82
I 3.51
I 3.46
I 3.45
I .39
I .35
I 3.34
I .24
R
I 2. 72
I 272
I 53

1= Not at all important to 5 = Extremely important

Important Vacation Benefits

To get a break from day-to-day life ||| AR 4 .35
To relax and relieve stress ||| NN 4 .29
To create lasting memories || NG 4.19
To have fun | S 4.05
To see or do something new _
different 4.04
To enrich my perspective on life ||| | | | | A 3.80
To be adventurous || 3.65
To gain knowledge of history, and _
other cultures 3.60
To keep family ties alive || | | | | N 3.43
To connections with people in my _
travel party 3.21
To be pampered [N 3.20
To have stories to share with _ 3.15
people back home '

To seek solitude and isolation ||| N 2.72

1= Not at all important to 5 = Extremely important

Preferred Activities/ Experiences

Going out to eat

Outdoor Activities

Going to museums

Going to Festivals or Fairs
Going to Bars with Live Music
Going on a Guided Tour
Going to Zoos or Aquariums
Going to Spa

Going to Botanical Gardens

Going to Amusement or Theme
Parks

Going to Farmer's Market

Attending a Live
Concert/Play/Musical

Going to Exclusive Lounges

Going to Art Galleries/Shows

Participate in Recreational sports
(tennis,golf)

Going Dancing

Attending wellness classes (Yoga,

pilate, meditation)

Going to Casinos

I 2 .86

I .51
I 0 05
I 001
I .19
I .17
I 2.1/
I .12
I 2.09
I 2.08
I 2.08
I .07
I .02
I 2.00
I 1.00
I 1.85
I (.76
I 1 49

1=Noto 3 = Yes
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Important Destination Criteria

m Not at all important ~ m Slightly important Neutral ~ mVery important  m Extremely important

Cleanliness 41% 46%
Safety 42% 41%
Direct flights FLZSEelY; 42% 28%
os AT : )

Appealing Natural Environment 7% 55% 22%
51% 21%
32% 18%
30% 14%
0% 13%
41% 13%
13%
43% 13%

11%

Local People Are Welcoming & Hospitable
10% 12%
10% 15%
8% 12%
9% 14%

5% 11%

Luxury Hotels

Fine Dining Options

Easily Accessible Tourist Information

oS

N
Q
>

Tropical Weather
Different Culture Than My Own

Variety of Vacation Rental Options J$A 13%
Cost  ERA 25%

Activities for Children

12%

43% 7%
23% 16%

26% 9%
26% 9%

Adults only Activities

Familiar Culture and Language

7%

N: 520
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Important Vacation Benefits

To get a break from day-to-day life
1%
To relax and relieve stress

m Not at all important = Slightly important Neutral ®mVery important  mExtremely important
42% 49%
3% 40%
2% 5% 43%

To create lasting memories

1%
To have fun

To see or do something new differé%}[

To enrich my perspective on life

To be adventurous

To keep family ties alive

To gain knowledge of history, and other cultures
To have stories to share with people back home
To be pampered

To renew personal connections with people in my travel party

To seek solitude and isolation

6% YA 31%

5% 50% 31%

8%

4% 9%

3
=S

12% 8% 34% 20%

13% 46% 16%
14% 14% 31% 13%

11% 16%

30% 13%

13% 13%

L
=S

22%
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Going out to eat

Outdoor Activities

Going to Bars with Live Music

Going to museums

Going to Festivals or Fairs

Going to Spa

Going to Amusement or Theme Parks

Going to Zoos or Aquariums

Going on a Guided Tour

Going to Exclusive Lounges

Going to Farmer's Market

Attending a Live Concert/Play/Musical
Going to Botanical Gardens

Going to Art Galleries/Shows

Going Dancing

Participate in Recreational sports (tennis,golf)
Attending wellness classes (Yoga, pilate, meditation)
Going to Casinos

Preferred Activities/ Experiences

mNo = Maybe ®mYes







