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STAY-OVER VISITOR ARRIVALS RECOVERY VS 2019

% MONTHLY RECOVERY USA
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STAY-OVER VISITOR ARRIVALS RECOVERY VS 2019

% MONTHLY RECOVERY HOLLAND
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STAY-OVER VISITOR ARRIVALS RECOVERY VS 2019

% MONTHLY RECOVERY COLOMBIA
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COMPARISON
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S N A P S H O T  Y T D  A P R  2 0 2 3 / 2 0 2 2

HOW MANY

ARRIVALS?

HOW LONG 

DID THEY STAY?

WHAT DID THEY SPEND?**
Central Bank Aruba (2022)

HOW MANY 

CRUISE TOURISM?

415,648 3,067,511425,620

**Tourism Credits: In the new 

presentation of the Balance of 

Payments, the Central Bank of Aruba 

reclassified maintenance fee arising 

from Timeshare arrangement from 

“Other Services” to “Travel Services” 

(Tourism). With this reclassification it 

should be noted that the term Tourism 

Receipts has changed to Tourism 

Credits in the new presentation of 

Balance of Payments. This 

reclassification resulted in an upward 

adjustment of the previously used term 

Tourism Receipts. 23.9%

30
DAY

16.2% 21.8% 41.2%
Compared to 2019

EP

W H E R E  D I D  T H E Y  S T A Y ?

733,677
NIGHTS

26.0%

ALL INCLUSIVE

384,414
NIGHTS

30.9%

TIMESHARE

944,003
NIGHTS

10.1%

OTHERS

1,005,417
NIGHTS

28.1%

Awg. 4,410.6 min

38%
2021: 3,187.1



A R R I VA L S

Y T D A P R I L

2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

USA 270,061 320,368 18.6%

Canada 11,988 27,637 130.5%

NA 282,049 348,005 23.4%

Venezuela 484 533 10.1%

Colombia 8,103 12,655 56.2%

Brazil 2,167 3,477 60.5%

Argentina 3,002 5,747 91.4%

Chile 1,517 2,644 74.3%

Ecuador 814 1,659 103.8%

Peru 917 1,475 60.9%

Paraguay 563 365 -35.2%

Uruguay 428 467 9.1%

Mexico 389 842 116.5%

Others 2,526 3,569 41.3%

SA 20,910 33,433 59.9%

Netherlands 17,063 13,510 -20.8%

UK 1,115 1,510 35.4%

Germany 1,505 2,204 46.4%

Italy 961 1,041 8.3%

Sweden 378 1,523 302.9%

Belgium 805 708 -12.0%

Austria 200 239 19.5%

Switzerland 523 643 22.9%

Others 2,831 3,483 23.0%

Europe 25,381 24,861 -2.0%

ROW 7,022 9,349 33.1%

Total 335,362 415,648 23.9%

W/O Ven. 334,878 415,115 24.0%
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2,745

1,127

845

558

39

453

1,043

12,523

395

699

80

1,145

39

120
652

2,327

80,286

77.1%

6.6%

83.7%
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0.2%
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80.5%
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84.1%

0.1%
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0.6%

0.9%
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0.1%

0.1%

0.8%
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0.2%
0.8%

7.6%

2.1%

80,237

ARRIVALS

415,648
GROWTH

23.9%



2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

New York 60,647 61,089 0.7%

Massachusetts 41,384 51,637 24.8%

New Jersey 32,313 32,677 1.1%

Pennsylvania 14,235 18,165 27.6%

Illinois 6,943 9,077 30.7%

Connecticut 11,007 12,455 13.2%

Florida 12,397 14,166 14.3%

Ohio 6,613 9,519 43.9%

Maryland 7,676 8,533 11.2%

Michigan 7,028 8,313 18.3%

Virginia 5,774 8,407 45.6%

Georgia 5,182 5,863 13.1%

North Carolina 5,785 8,183 41.5%

Texas 5,227 6,786 29.8%

California 3,877 4,538 17.0%

Other 43,973 60,960 38.6%

Total 270,061 320,368 18.6%

442

10,253

364

3,930

2,134

1,448

1,769

2,906

857

1,285

2,633

681

2,398

1,559

661

16,987

50,307

19.1%

16.1%

10.2%

5.7%
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3.9%

4.4%

3.0%

2.7%

2.6%

2.6%

1.8%

2.6%

2.1%

1.4%

19.0%

22.5%

15.3%

12.0%

5.3%

2.6%

4.1%

4.6%

2.4%

2.8%

2.6%

2.1%

1.9%

2.1%

1.9%

1.4%

16.3%

A R R I VA L S  U S A

Y T D  A P R I L ARRIVALS

320,368
GROWTH

18.6%



N I G H T S

Y T D  A P R I L

2022 Growth 2023 % Growth ALOS 2022 ALOS 2023

USA 1,891,870 2,238,585 18.3%

Canada 135,059 276,061 104.4%

NA 2,026,929 2,514,646 24.1%

Venezuela 6,165 4,876 -20.9%

Colombia 58,400 82,213 40.8%

Brazil 13,472 21,300 58.1%

Argentina 28,936 51,393 77.6%

Chile 12,554 20,416 62.6%

Ecuador 4,809 8,983 86.8%

Peru 6,786 10,494 54.6%

Paraguay 4,148 2,586 -37.7%

Uruguay 3,413 3,641 6.7%

Mexico 2,807 4,864 73.3%

Others 17,732 22,981 29.6%

SA 159,222 233,747 46.8%

Netherlands 200,856 160,563 -20.1%

UK 10,417 13,385 28.5%

Germany 17,592 17,432 -0.9%

Italy 9,695 9,514 -1.9%

Sweden 4,494 18,403 309.5%

Belgium 9,046 8,059 -10.9%

Austria 2,214 2,432 9.8%

Switzerland 5,651 6,200 9.7%

Others 31,848 34,288 7.7%

Europe 291,813 270,276 -7.4%

ROW 39,793 48,842 22.7%

Total 2,517,757 3,067,511 21.8%
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ARRIVALS

3,067,511
GROWTH

21.8%



2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

EP 88,598 114,616 29.4%

All Inclusive 58,302 72,276 24.0%

Timeshare 99,491 109,717 10.3%

Others 88,971 119,039 33.8%

Total 335,362 415,648 23.9%

26,018

13,974

10,226

30,068

80,286

27.6%

17.4%

26.4%

28.6%

26.4%

17.4%

29.7%

26.5%

A C C O M M O D AT I O N S

Y T D  A P R I L

2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

EP 515,544 661,738 28.4%

All Inclusive 360,472 456,353 26.6%

Timeshare 857,062 944,003 10.1%

Others 784,679 1,005,417 28.1%

Total 2,517,757 3,067,511 21.8%

146,194

95,881

86,941

220,738

549,754

21.6%

14.9%

30.8%

32.8%

20.5%

14.3%

34.0%

31.2%

ARRIVALS BY ACCOMMODATION 

NIGHTS BY ACCOMMODATION 

ARRIVALS

415,648
GROWTH

23.9%

Note: The European Plan, sometimes abbreviated as EP in hotel listings, indicates that the quoted rate is strictly for lodging and does not include any meals.



V I S I T O R S  B Y  A G E

Y T D  A P R I L ARRIVALS GROWTH

415,648 23.9%

2022 Growth 2023 % Growth

0 - 11 24,888 28,665 15.2%

12-19 23,593 26,487 12.3%

20 - 29 42,163 42,238 0.2%

30 - 39 56,223 61,105 8.7%

40 - 49 54,884 66,708 21.5%

50 - 59 63,547 82,129 29.2%

60 - 69 47,533 70,902 49.2%

70 + 22,521 37,373 65.9%

Not Stated 10 41 310.0%

Total 335,362 415,648 23.9%

3,777

2,894

75

4,882

11,824

18,582

23,369

14,852

31

80,286



G E N E R AT I O N S  

Y T D  A P R I L VISITORS GROWTH 

415,648 23.9%

2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

Gen A 19,390 22,495 16.0%

Gen Z 50,502 54,484 7.9%

Millennials 88,530 95,665 8.1%

Gen X 88,441 109,755 24.1%

Baby Boomers 81,053 120,168 48.3%

Silent Generations 7,436 13,040 75.4%

Age not specified 10 41 310.0%

Total 335,362 415,648 23.9%

3,105

3,982

7,135

21,314

39,115

5,604

31

80,286

5.8%

15.1%

26.4%

26.4%

24.2%

2.2%

0.0%

5.4%

13.1%

23.0%

26.4%

28.9%

3.1%

0.0%



2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

JETBLUE 103,389 95,744 -7.4%

AMERICAN AIRLINES 66,254 93,995 41.9%

DELTA AIRLINE 39,963 57,317 43.4%

UNITED AIRLINES 47,304 48,168 1.8%

SOUTHWEST AIRLINES 14,558 19,289 32.5%

AVIANCA 8,424 15,385 82.6%

KLM ROYAL DUTCH 14,949 12,978 -13.2%

COPA AIRLINE 8,683 12,842 47.9%

AIR CANADA 944 9,130 867.2%

WESTJET AIRLINES 4,285 8,720 103.5%

SUNWING AIRLINES 2,700 6,624 145.3%

DIVI DIVI AIR 4,109 5,445 32.5%

TUI NL / ARKEFLIGHT 6,966 5,256 -24.5%

AERO REPUBLICA/ WINGO 2,219 5,170 133.0%

SPIRIT AIRLINES 2,091 4,387 109.8%

EZ AIR 1,577 3,304 109.5%

PRIVATE 1,227 2,386 94.5%

SUN COUNTRY 2,124 2,255 6.2%

SURINAM AIRWAYS 1,258 1,627 29.3%

CHARTER 665 1,455 118.8%

SUNCLASS AIRLINES 0 1,158 -

JETAIR CARIBBEAN 0 789 -

BRITISH AIRWAYS 0 411 -

WINAIR 683 349 -48.9%

ARAJET 0 347 -

EASTERN AIRLINES 0 329 -

Others 990 788 -20.4%

Total 335,362 415,648 23.9%

-7,645

-1,971

-1,710

-334

-202

27,741

17,354

864

4,731

6,961

4,159

8,186

4,435

3,924

1,336

2,951

2,296

1,727

1,159

131

369

790

1,158

789

411

347

329

80,286

30.8%

19.8%

11.9%

14.1%

4.3%

2.5%

4.5%

2.6%

0.3%

1.3%

0.8%

1.2%

2.1%

0.7%

0.6%

0.5%

0.4%

0.6%

0.4%

0.2%

0.0%

0.0%

0.0%

0.2%

0.0%

0.0%

0.3%

23.0%

22.6%

13.8%

11.6%

4.6%

3.7%

3.1%

3.1%

2.2%

2.1%

1.6%

1.3%

1.3%

1.2%

1.1%

0.8%

0.6%

0.5%

0.4%

0.4%

0.3%

0.2%

0.1%

0.1%

0.1%

0.1%

0.2%

VISITORS GROWTH 

415,648 23.9%C A R R I E R S

Y T D  A P R I L



A P R I L  R E S U LT  2 0 2 3

NORTH AMERICA

91,544
83.7%

9,514
8.7%

5,631
5.1%

2,654
2.4%

SOUTH AMERICA EUROPE OTHERS

T O T A L  A R R I V A L S

109,343
100%



2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

USA 83,033 86,992 4.8%

Canada 2,788 4,552 63.3%

NA 85,821 91,544 6.7%

Venezuela 209 176 -15.8%

Colombia 2,542 3,732 46.8%

Brazil 676 934 38.2%

Argentina 681 1,405 106.3%

Chile 410 536 30.7%

Ecuador 222 469 111.3%

Peru 316 379 19.9%

Paraguay 109 91 -16.5%

Uruguay 110 113 2.7%

Mexico 165 334 102.4%

Others 1,304 1,345 3.1%

SA 6,744 9,514 41.1%

Netherlands 4,360 3,376 -22.6%

UK 450 493 9.6%

Germany 496 408 -17.7%

Italy 197 178 -9.6%

Sweden 106 68 -35.8%

Belgium 400 234 -41.5%

Austria 52 51 -1.9%

Switzerland 167 185 10.8%

Others 744 638 -14.2%

Europe 6,972 5,631 -19.2%

ROW 2,159 2,654 22.9%

Total 101,696 109,343 7.5%

W/O Ven. 101,487 109,167 7.6%

-33

-18

-984

-88

-19

-38

-166

-1

-106

-1,341

3,959

1,764

5,723

1,190

258

724

126

247

63

3

169

41

2,770

43

18

495

7,647

79.6%

4.2%

83.7%

0.2%

3.4%

0.9%

1.3%

0.5%

0.4%

0.3%

0.1%

0.1%

0.3%

1.2%

8.7%

3.1%

0.5%

0.4%

0.2%

0.1%

0.2%

0.0%

0.2%

0.6%

5.1%

2.4%

81.6%

2.7%

84.4%

0.2%

2.5%

0.7%

0.7%

0.4%

0.2%

0.3%

0.1%

0.1%

0.2%

1.3%

6.6%

4.3%

0.4%

0.5%

0.2%

0.1%

0.4%

0.1%

0.2%

0.7%

6.9%

2.1%

7,680

ARRIVALS

109,343
GROWTH

7.5%A R R I VA L S

A P R I L



2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

New York 17,016 15,535 -8.7%

Massachusetts 12,971 14,373 10.8%

New Jersey 11,529 10,544 -8.5%

Pennsylvania 4,298 4,717 9.7%

Illinois 1,567 1,755 12.0%

Connecticut 4,342 4,153 -4.4%

Florida 3,487 3,849 10.4%

Ohio 1,589 2,057 29.5%

Maryland 2,933 2,586 -11.8%

Michigan 1,754 1,417 -19.2%

Virginia 2,286 2,339 2.3%

Georgia 1,869 1,933 3.4%

North Carolina 2,033 2,657 30.7%

Texas 1,452 2,013 38.6%

California 1,300 1,404 8.0%

Other 12,607 15,660 24.2%

Total 83,033 86,992 4.8%

-1,481

-985

-189

-347

-337

1,402

419

188

362

468

53

64

624

561

104

3,053

3,959

17.9%

16.5%

12.1%

5.4%

2.0%

4.8%

4.4%

2.4%

3.0%

1.6%

2.7%

2.2%

3.1%

2.3%

1.6%

18.0%

20.5%

15.6%

13.9%

5.2%

1.9%

5.2%

4.2%

1.9%

3.5%

2.1%

2.8%

2.3%

2.4%

1.7%

1.6%

15.2%

ARRIVALS

86,992
GROWTH

4.8%A R R I VA L S  U S A

A P R I L



N I G H T S

A P R I L

2022 Growth 2023 % Growth ALOS 2022 ALOS 2023

USA 533,060 557,784 4.6%

Canada 24,194 37,750 56.0%

NA 557,254 595,534 6.9%

Venezuela 2,298 1,460 -36.5%

Colombia 17,284 22,585 30.7%

Brazil 3,910 5,745 46.9%

Argentina 6,247 11,885 90.3%

Chile 3,348 3,910 16.8%

Ecuador 1,136 2,367 108.4%

Peru 2,064 2,514 21.8%

Paraguay 910 646 -29.0%

Uruguay 848 883 4.1%

Mexico 1,062 1,826 71.9%

Others 8,438 8,304 -1.6%

SA 47,545 62,125 30.7%

Netherlands 48,534 38,502 -20.7%

UK 3,528 4,776 35.4%

Germany 5,544 4,187 -24.5%

Italy 1,930 1,610 -16.6%

Sweden 915 500 -45.4%

Belgium 3,955 2,137 -46.0%

Austria 435 418 -3.9%

Switzerland 1,649 1,875 13.7%

Others 7,233 5,585 -22.8%

Europe 73,723 59,590 -19.2%

ROW 11,094 13,246 19.4%

Total 689,616 730,495 5.9%

-838

-264

-134

-10,032

-1,357

-320

-415

-1,818

-17

-1,648

-14,133

24,724

13,556

38,280

5,301

1,835

5,638

562

1,231
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35

764

14,580

1,248
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2,152

40,879

6.4

8.7

6.5

11.0

6.8
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9.2

8.2
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6.5
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7.7

6.4
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7.0
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7.8
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9.8

8.6

9.9

8.4

9.9

9.7
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5.1

6.8

6.4

8.3

6.5

8.3

6.1

6.2

8.5

7.3

5.0

6.6

7.1

7.8

5.5

6.2

6.5

11.4

9.7

10.3

9.0

7.4

9.1

8.2

10.1

8.8

10.6

5.0

6.7

NIGHTS

730,495
GROWTH

5.9%



2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

EP 157,346 170,063 8.1%

All Inclusive 118,312 118,554 0.2%

Timeshare 233,108 235,551 1.0%

Others 180,850 206,327 14.1%

Total 689,616 730,495 5.9%

12,717

242

2,443

25,477

40,879

23.3%

16.2%

32.2%

28.2%

22.8%

17.2%

33.8%

26.2%

2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

EP 28,244 30,414 7.7%

All Inclusive 19,917 19,931 0.1%

Timeshare 30,780 31,419 2.1%

Others 22,755 27,579 21.2%

Total 101,696 109,343 7.5%

2,170

14

639

4,824

7,647

27.8%

18.2%

28.7%

25.2%

27.8%

19.6%

30.3%

22.4%

ARRIVALS BY ACCOMMODATION 

NIGHTS BY ACCOMMODATION 

ARRIVALS GROWTH

109,343 7.5%A C C O M M O D AT I O N S

A P R I L

Note: The European Plan, sometimes abbreviated as EP in hotel listings, indicates that the quoted rate is strictly for lodging and does not include any meals.



ARRIVALS GROWTH
109,343 7.5%

2022 Growth 2023 % Growth

0 - 11 9,329 9,402 0.8%

12-19 8,691 8,909 2.5%

20 - 29 10,443 10,022 -4.0%

30 - 39 16,598 16,837 1.4%

40 - 49 18,755 20,013 6.7%

50 - 59 18,626 20,634 10.8%

60 - 69 13,112 15,716 19.9%

70 + 6,139 7,803 27.1%

Not Stated 3 7 133.3%

Total 101,696 109,343 7.5%

-421

73

218

239

1,258

2,008

2,604

1,664

4

7,647

V I S I T O R S  B Y  A G E

A P R I L



G E N E R AT I O N S  

A P R I L ARRIVALS GROWTH

109,343 7.5%

2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

Gen A 6,981 7,088 1.5%

Gen Z 15,834 15,860 0.2%

Millennials 26,160 26,350 0.7%

Gen X 28,248 30,703 8.7%

Baby Boomers 22,490 26,764 19.0%

Silent Generations 1,980 2,571 29.8%

Age not specified 3 7 133.3%

Total 101,696 109,343 7.5%

107

26

190

2,455

4,274

591

4

7,647

6.9%

15.6%

25.7%

27.8%

22.1%

1.9%

0.0%

6.5%

14.5%

24.1%

28.1%

24.5%

2.4%

0.0%



ARRIVALS GROWTH

109,343 7.6%C A R R I E R S

A P R I L

2022 Growth 2023 % Growth Marketshare 2022 Marketshare 2023

JETBLUE 33,040 27,401 -17.1%

AMERICAN AIRLINES 19,507 23,376 19.8%

UNITED AIRLINES 14,148 15,063 6.5%

DELTA AIRLINE 12,007 13,653 13.7%

SOUTHWEST AIRLINES 5,155 5,669 10.0%

AVIANCA 2,260 4,746 110.0%

COPA AIRLINE 2,534 3,358 32.5%

KLM ROYAL DUTCH 4,149 2,665 -35.8%

WESTJET AIRLINES 976 1,802 84.6%

AIR CANADA 0 1,474 -

DIVI DIVI 1,379 1,407 2.0%

TUI NL 1,803 1,385 -23.2%

SPIRIT AIRLINES 761 1,239 62.8%

AERO REPUBLICA/ WINGO 986 1,199 21.6%

SUNWING AIRLINES 554 910 64.3%

EZ AIR 578 854 47.8%

SURINAM AIRWAYS 825 685 -17.0%

PRIVATE 287 443 54.4%

BRITISH AIRWAYS 0 339 -

EASTERN AIRLINES 0 329 -

CHARTER 118 299 153.4%

GLOBAL X 0 265 -

SUN COUNTRY 145 259 78.6%

JETAIR CARIBBEAN 0 216 -

ARAJET 0 111 -

WINAIR 177 92 -48.0%

OTHERS 307 104 -66.1%

Total 101,696 109,343 7.5%

-5,639

-1,484

-418

-140

-85

-203

3,869

915

1,646

514

2,486

824

826

1,474

28

478

213

356

276

156

339

329

181

265

114

216

111

7,647

32.5%

19.2%

13.9%

11.8%

5.1%

2.2%

2.5%

4.1%

1.0%

0.0%

1.4%

1.8%

0.7%

1.0%

0.5%

0.6%

0.8%

0.3%

0.0%

0.0%

0.1%

0.0%

0.1%

0.0%

0.0%

0.2%

0.3%

25.1%

21.4%

13.8%

12.5%

5.2%

4.3%

3.1%

2.4%

1.6%

1.3%

1.3%

1.3%

1.1%

1.1%

0.8%

0.8%

0.6%

0.4%

0.3%

0.3%

0.3%

0.2%

0.2%

0.2%

0.1%

0.1%

0.1%



COMPARISON
2 0 2 3  V E R S U S  2 0 1 9



S N A P S H O T  Y T D  A P R  2 0 2 3 / 2 0 1 9

HOW MANY

ARRIVALS?

HOW LONG 

DID THEY STAY?

WHAT DID THEY SPEND?**
Central Bank Aruba (2022)

HOW MANY 

CRUISE TOURISM?

415,648 3,067,511425,620

**Tourism Credits: In the new 

presentation of the Balance of 

Payments, the Central Bank of Aruba 

reclassified maintenance fee arising 

from Timeshare arrangement from 

“Other Services” to “Travel Services” 

(Tourism). With this reclassification it 

should be noted that the term Tourism 

Receipts has changed to Tourism 

Credits in the new presentation of 

Balance of Payments. This 

reclassification resulted in an upward 

adjustment of the previously used term 

Tourism Receipts. 7.1%

30
DAY

15.4% 5.7%
Compared to 2019

EP

W H E R E  D I D  T H E Y  S T A Y ?

733,677
NIGHTS

-13.0%

ALL INCLUSIVE

384,414
NIGHTS

5.5%

TIMESHARE

944,003
NIGHTS

11.9%

OTHERS

1,005,417
NIGHTS

18.0%

Awg. 4,410.6 min

118%
2019: 3,741.5



A R R I VA L S

Y T D  A P R I L

2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

USA 290,623 320,368 10.2%

Canada 23,677 27,637 16.7%

NA 314,300 348,005 10.7%

Venezuela 7,152 533 -92.5%

Colombia 9,841 12,655 28.6%

Brazil 3,405 3,477 2.1%

Argentina 5,390 5,747 6.6%

Chile 3,593 2,644 -26.4%

Ecuador 573 1,659 189.5%

Peru 1,585 1,475 -6.9%

Paraguay 1,106 365 -67.0%

Uruguay 741 467 -37.0%

Mexico 518 842 62.5%

Others 3,024 3,569 18.0%

SA 36,928 33,433 -9.5%

Netherlands 15,147 13,510 -10.8%

UK 1,243 1,510 21.5%

Germany 2,169 2,204 1.6%

Italy 1,708 1,041 -39.1%

Sweden 2,346 1,523 -35.1%

Belgium 822 708 -13.9%

Austria 296 239 -19.3%

Switzerland 705 643 -8.8%

Others 3,980 3,483 -12.5%

Europe 28,416 24,861 -12.5%

ROW 8,492 9,349 10.1%

Total 388,136 415,648 7.1%

W/O Ven. 380,984 415,115 9.0%

-6,619

-949

-110

-741

-274

-3,495

-1,637

-667

-823

-114

-57

-62

-497
-3,555

29,745

3,960

33,705

2,814

72

357

1,086

324

545

267

35

857

27,512

77.1%

6.6%

83.7%

0.1%

3.0%

0.8%

1.4%

0.6%

0.4%

0.4%

0.1%

0.1%

0.2%

0.9%

8.0%

3.3%

0.4%

0.5%

0.3%

0.4%

0.2%

0.1%

0.2%
0.8%

6.0%

2.2%

74.9%

6.1%

81.0%

1.8%

2.5%

0.9%

1.4%

0.9%

0.1%

0.4%

0.3%

0.2%

0.1%

0.8%

9.5%

3.9%

0.3%

0.6%

0.4%

0.6%

0.2%

0.1%

0.2%
1.0%

7.3%

2.2%

34,131

ARRIVALS

415,648
GROWTH

7.1%



2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

New York 59,013 61,089 3.5%

Massachusetts 41,351 51,637 24.9%

New Jersey 30,002 32,677 8.9%

Pennsylvania 15,665 18,165 16.0%

Illinois 8,613 9,077 5.4%

Connecticut 10,844 12,455 14.9%

Florida 13,751 14,166 3.0%

Ohio 8,923 9,519 6.7%

Maryland 7,251 8,533 17.7%

Michigan 7,872 8,313 5.6%

Virginia 6,193 8,407 35.8%

Georgia 5,012 5,863 17.0%

North Carolina 5,532 8,183 47.9%

Texas 5,602 6,786 21.1%

California 4,455 4,538 1.9%

Other 60,544 60,960 0.7%

Total 290,623 320,368 10.2%

2,076

10,286

2,675

2,500

464

1,611

415

596

1,282

441

2,214

851

2,651

1,184

83

416

29,745

19.1%

16.1%

10.2%

5.7%

2.8%

3.9%

4.4%

3.0%

2.7%

2.6%

2.6%

1.8%

2.6%

2.1%

1.4%

19.0%

20.3%

14.2%

10.3%

5.4%

3.0%

3.7%

4.7%

3.1%

2.5%

2.7%

2.1%

1.7%

1.9%

1.9%

1.5%

20.8%

A R R I VA L S  U S A

Y T D  A P R I L ARRIVALS

320,368
GROWTH

10.2%



N I G H T S

Y T D  A P R I L

2019 Growth 2023 % Growth ALOS 2019 ALOS 2023

USA 2,013,090 2,238,585 11.2%

Canada 213,934 276,061 29.0%

NA 2,227,024 2,514,646 12.9%

Venezuela 77,637 4,876 -93.7%

Colombia 80,653 82,213 1.9%

Brazil 21,497 21,300 -0.9%

Argentina 49,144 51,393 4.6%

Chile 27,138 20,416 -24.8%

Ecuador 4,034 8,983 122.7%

Peru 11,102 10,494 -5.5%

Paraguay 7,289 2,586 -64.5%

Uruguay 5,677 3,641 -35.9%

Mexico 3,934 4,864 23.6%

Others 19,571 22,981 17.4%

SA 307,676 233,747 -24.0%

Netherlands 190,043 160,563 -15.5%

UK 10,562 13,385 26.7%

Germany 19,303 17,432 -9.7%

Italy 14,979 9,514 -36.5%

Sweden 28,264 18,403 -34.9%

Belgium 8,293 8,059 -2.8%

Austria 2,532 2,432 -3.9%

Switzerland 5,955 6,200 4.1%

Others 34,935 34,288 -1.9%

Europe 314,866 270,276 -14.2%

ROW 53,652 48,842 -9.0%

Total 2,903,218 3,067,511 5.7%

-72,761

-197

-6,722

-608

-4,703

-2,036

-73,929

-29,480

-1,871

-5,465

-9,861

-234

-100

-647

-44,590

-4,810

225,495

62,127

287,622

1,560

2,249

4,949

930

3,410

2,823

245

164,293

6.9

9.0

7.1

10.9

8.2

6.3

9.1

7.6

7.0

7.0

6.6

7.7

7.6

6.5

8.3

12.5

8.5

8.9

8.8

12.0

10.1

8.6

8.4

8.8

11.1

6.3

7.5

7.0

10.0

7.2

9.1

6.5

6.1

8.9

7.7

5.4

7.1

7.1

7.8

5.8

6.4

7.0

11.9

8.9

7.9

9.1

12.1

11.4

10.2

9.6

9.8

10.9

5.2

7.4

ARRIVALS

3,067,511
GROWTH

5.7%



2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

EP 131,763 114,616 -13.0%

All Inclusive 64,489 72,276 12.1%

Timeshare 98,158 109,717 11.8%

Others 93,726 119,039 27.0%

Total 388,136 415,648 7.1%

-17,147

7,787

11,559

25,313

27,512

27.6%

17.4%

26.4%

28.6%

33.9%

16.6%

25.3%

24.1%

A C C O M M O D AT I O N S

Y T D  A P R I L

2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

EP 786,346 661,738 -15.8%

All Inclusive 421,310 456,353 8.3%

Timeshare 843,749 944,003 11.9%

Others 851,813 1,005,417 18.0%

Total 2,903,218 3,067,511 5.7%

-124,608

35,043

100,254

153,604

164,293

21.6%

14.9%

30.8%

32.8%

27.1%

14.5%

29.1%

29.3%

ARRIVALS BY ACCOMMODATION 

NIGHTS BY ACCOMMODATION 

ARRIVALS

415,648
GROWTH

7.1%

Note: The European Plan, sometimes abbreviated as EP in hotel listings, indicates that the quoted rate is strictly for lodging and does not include any meals.



V I S I T O R S  B Y  A G E

Y T D  A P R I L ARRIVALS GROWTH

415,648 7.1%

2022 Growth 2023 % Growth

0 - 11 27,807 28,665 3.1%

12-19 25,193 26,487 5.1%

20 - 29 41,428 42,238 2.0%

30 - 39 55,352 61,105 10.4%

40 - 49 64,732 66,708 3.1%

50 - 59 80,607 82,129 1.9%

60 - 69 61,995 70,902 14.4%

70 + 30,955 37,373 20.7%

Not Stated 67 41 -38.8%

Total 388,136 415,648 7.1%

-26

858

1,294

810

5,753

1,976

1,522

8,907

6,418

27,512



G E N E R AT I O N S  

Y T D  A P R I L VISITORS GROWTH 

415,648 7.1%

2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

Gen A 0 22,495 #DIV/0!

Gen Z 58,844 54,484 -7.4%

Millennials 79,806 95,665 19.9%

Gen X 99,643 109,755 10.1%

Baby Boomers 128,100 120,168 -6.2%

Silent Generations 21,676 13,040 -39.8%

Age not specified 67 41 -38.8%

Total 388,136 415,648 7.1%

-4,360

-26

22,495

15,859

10,112

27,512

0.0%

15.2%

20.6%

25.7%

33.0%

5.6%

0.0%

5.4%

13.1%

23.0%

26.4%

28.9%

3.1%

0.0%



2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

JETBLUE 94,801 95,744 1.0%

AMERICAN AIRLINES 67,659 93,995 38.9%

DELTA AIRLINE 45,456 57,317 26.1%

UNITED AIRLINES 54,936 48,168 -12.3%

SOUTHWEST AIRLINES 26,286 19,289 -26.6%

AVIANCA 15,716 15,385 -2.1%

KLM ROYAL DUTCH 10,944 12,978 18.6%

COPA AIRLINE 11,518 12,842 11.5%

AIR CANADA 7,299 9,130 25.1%

WESTJET AIRLINES 975 8,720 794.4%

SUNWING AIRLINES 7,448 6,624 -11.1%

DIVI DIVI AIR 3,043 5,445 78.9%

TUI NL / ARKEFLIGHT 6,833 5,256 -23.1%

AERO REPUBLICA/ WINGO 303 5,170 1606.3%

SPIRIT AIRLINES 1,731 4,387 153.4%

EZ AIR 677 3,304 388.0%

PRIVATE 1,894 2,386 26.0%

SUN COUNTRY 2,399 2,255 -6.0%

SURINAM AIRWAYS 1,551 1,627 4.9%

CHARTER 11,497 1,455 -87.3%

SUNCLASS AIRLINES 0 1,158 -

JETAIR CARIBBEAN 1 789 78800.0%

BRITISH AIRWAYS 0 411 -

WINAIR 1,692 349 -79.4%

ARAJET 5,622 347 -93.8%

EASTERN AIRLINES 0 329 -

Others 7,855 788 -90.0%

Total 388,136 415,648 7.1%

-6,768

-6,997

-331

-824

-1,577

-144

-10,042

-1,343

-5,275

-7,067

943

26,336

11,861

2,034

1,324

1,831

7,745

2,402

4,867

2,656

2,627

492

76

1,158

788

411

329

27,512

24.4%

17.4%

11.7%

14.2%

6.8%

4.0%

2.8%

3.0%

1.9%

0.3%

1.9%

0.8%

1.8%

0.1%

0.4%

0.2%

0.5%

0.6%

0.4%

3.0%

0.0%

0.0%

0.0%

0.4%

1.4%

0.0%

2.0%

23.0%

22.6%

13.8%

11.6%

4.6%

3.7%

3.1%

3.1%

2.2%

2.1%

1.6%

1.3%

1.3%

1.2%

1.1%

0.8%

0.6%

0.5%

0.4%

0.4%

0.3%

0.2%

0.1%

0.1%

0.1%

0.1%

0.2%

VISITORS GROWTH 

415,648 7.1%C A R R I E R S

Y T D  A P R I L



A P R I L  R E S U LT  2 0 2 3

NORTH AMERICA

91,544
83.7%

9,514
8.7%

5,631
5.1%

2,654
2.4%

SOUTH AMERICA EUROPE OTHERS

T O T A L  A R R I V A L S

109,343
100%



2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

USA 72,681 86,992 19.7%

Canada 3,997 4,552 13.9%

NA 76,678 91,544 19.4%

Venezuela 940 176 -81.3%

Colombia 2,874 3,732 29.9%

Brazil 754 934 23.9%

Argentina 904 1,405 55.4%

Chile 705 536 -24.0%

Ecuador 152 469 208.6%

Peru 467 379 -18.8%

Paraguay 212 91 -57.1%

Uruguay 217 113 -47.9%

Mexico 173 334 93.1%

Others 1,095 1,345 22.8%

SA 8,493 9,514 12.0%

Netherlands 3,669 3,376 -8.0%

UK 374 493 31.8%

Germany 653 408 -37.5%

Italy 367 178 -51.5%

Sweden 170 68 -60.0%

Belgium 317 234 -26.2%

Austria 45 51 13.3%

Switzerland 246 185 -24.8%

Others 779 638 -18.1%

Europe 6,620 5,631 -14.9%

ROW 2,162 2,654 22.8%

Total 93,953 109,343 16.4%

W/O Ven. 93,013 109,167 17.4%

-764

-169

-88

-121

-104

-293

-245

-189

-102

-83

-61

-141

-989

14,311

555

14,866

858

180

501

317

161

250

1,021

119

6

492

15,390

79.6%

4.2%

83.7%

0.2%

3.4%

0.9%

1.3%

0.5%

0.4%

0.3%

0.1%

0.1%

0.3%

1.2%

8.7%

3.1%

0.5%

0.4%

0.2%

0.1%

0.2%

0.0%

0.2%

0.6%

5.1%

2.4%

77.4%

4.3%

81.6%

1.0%

3.1%

0.8%

1.0%

0.8%

0.2%

0.5%

0.2%

0.2%

0.2%

1.2%

9.0%

3.9%

0.4%

0.7%

0.4%

0.2%

0.3%

0.0%

0.3%

0.8%

7.0%

2.3%

16,154

ARRIVALS

109,343
GROWTH

16.4%A R R I VA L S

A P R I L



2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

New York 14,035 15,535 10.7%

Massachusetts 10,656 14,373 34.9%

New Jersey 9,420 10,544 11.9%

Pennsylvania 3,739 4,717 26.2%

Illinois 1,437 1,755 22.1%

Connecticut 3,451 4,153 20.3%

Florida 3,306 3,849 16.4%

Ohio 1,724 2,057 19.3%

Maryland 1,772 2,586 45.9%

Michigan 1,396 1,417 1.5%

Virginia 1,827 2,339 28.0%

Georgia 1,272 1,933 52.0%

North Carolina 1,572 2,657 69.0%

Texas 1,279 2,013 57.4%

California 1,342 1,404 4.6%

Other 14,453 15,660 8.4%

Total 72,681 86,992 19.7%

1,500

3,717

1,124

978

318

702

543

333

814

21

512

661

1,085

734

62

1,207

14,311

17.9%

16.5%

12.1%

5.4%

2.0%

4.8%

4.4%

2.4%

3.0%

1.6%

2.7%

2.2%

3.1%

2.3%

1.6%

18.0%

19.3%

14.7%

13.0%

5.1%

2.0%

4.7%

4.5%

2.4%

2.4%

1.9%

2.5%

1.8%

2.2%

1.8%

1.8%

19.9%

ARRIVALS

86,992
GROWTH

19.7%A R R I VA L S  U S A

A P R I L



N I G H T S

A P R I L

2019 Growth 2023 % Growth ALOS 2019 ALOS 2023

USA 464,298 557,784 20.1%

Canada 31,211 37,750 21.0%

NA 495,509 595,534 20.2%

Venezuela 14,675 1,460 -90.1%

Colombia 22,645 22,585 -0.3%

Brazil 4,706 5,745 22.1%

Argentina 7,807 11,885 52.2%

Chile 5,179 3,910 -24.5%

Ecuador 1,106 2,367 114.0%

Peru 2,845 2,514 -11.6%

Paraguay 1,388 646 -53.5%

Uruguay 1,595 883 -44.6%

Mexico 1,057 1,826 72.8%

Others 7,586 8,304 9.5%

SA 70,589 62,125 -12.0%

Netherlands 47,194 38,502 -18.4%

UK 3,154 4,776 51.4%

Germany 6,148 4,187 -31.9%

Italy 2,982 1,610 -46.0%

Sweden 1,311 500 -61.9%

Belgium 2,969 2,137 -28.0%

Austria 478 418 -12.6%

Switzerland 2,080 1,875 -9.9%

Others 6,742 5,585 -17.2%

Europe 73,058 59,590 -18.4%

ROW 14,619 13,246 -9.4%

Total 653,775 730,495 11.7%
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2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

EP 190,064 170,063 -10.5%

All Inclusive 108,138 118,554 9.6%

Timeshare 188,012 235,551 25.3%

Others 167,561 206,327 23.1%

Total 653,775 730,495 11.7%

-20,001

10,416

47,539

38,766

76,720

23.3%

16.2%

32.2%

28.2%

29.1%

16.5%

28.8%

25.6%

2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

EP 32,989 30,414 -7.8%

All Inclusive 17,682 19,931 12.7%

Timeshare 24,999 31,419 25.7%

Others 18,283 27,579 50.8%

Total 93,953 109,343 16.4%

-2,575

2,249

6,420

9,296

15,390

27.8%

18.2%

28.7%

25.2%

35.1%

18.8%

26.6%

19.5%

ARRIVALS BY ACCOMMODATION 

NIGHTS BY ACCOMMODATION 

ARRIVALS GROWTH

109,343 16.4%A C C O M M O D AT I O N S

A P R I L

Note: The European Plan, sometimes abbreviated as EP in hotel listings, indicates that the quoted rate is strictly for lodging and does not include any meals.



ARRIVALS GROWTH
109,343 16.4%

2019 Growth 2023 % Growth

0 - 11 8,559 9,402 9.8%

12-19 7,665 8,909 16.2%

20 - 29 8,678 10,022 15.5%

30 - 39 14,147 16,837 19.0%

40 - 49 17,830 20,013 12.2%

50 - 59 18,448 20,634 11.8%

60 - 69 12,819 15,716 22.6%

70 + 5,802 7,803 34.5%

Not Stated 5 7 40.0%

Total 93,953 109,343 16.4%

843

1,244

1,344

2,690

2,183

2,186

2,897

2,001

2

15,390

V I S I T O R S  B Y  A G E

A P R I L



G E N E R AT I O N S  

A P R I L ARRIVALS GROWTH

109,343 16.4%

2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

Gen A 0 7,088 #DIV/0!

Gen Z 16,955 15,860 -6.5%

Millennials 19,084 26,350 38.1%

Gen X 26,579 30,703 15.5%

Baby Boomers 27,335 26,764 -2.1%

Silent Generations 3,995 2,571 -35.6%

Age not specified 5 7 40.0%

Total 93,953 109,343 16.4%

-1,095

7,088

7,266

4,124

2

15,390

0.0%

18.0%

20.3%

28.3%

29.1%

4.3%

0.0%

6.5%

14.5%

24.1%

28.1%

24.5%

2.4%

0.0%



ARRIVALS GROWTH

109,343 16.4%C A R R I E R S

A P R I L

2019 Growth 2023 % Growth Marketshare 2019 Marketshare 2023

JETBLUE 25,894 27,401 5.8%

AMERICAN AIRLINES 15,926 23,376 46.8%

UNITED AIRLINES 14,460 15,063 4.2%

DELTA AIRLINE 10,967 13,653 24.5%

SOUTHWEST AIRLINES 5,295 5,669 7.1%

AVIANCA 4,204 4,746 12.9%

COPA AIRLINE 2,977 3,358 12.8%

KLM ROYAL DUTCH 2,943 2,665 -9.4%

WESTJET AIRLINES 0 1,802 -

AIR CANADA 1,528 1,474 -3.5%

DIVI DIVI 693 1,407 103.0%

TUI NL 0 1,385 -

SPIRIT AIRLINES 441 1,239 181.0%

AERO REPUBLICA/ WINGO 0 1,199 -

SUNWING AIRLINES 1,114 910 -18.3%

EZ AIR 260 854 228.5%

SURINAM AIRWAYS 575 685 19.1%

PRIVATE 455 443 -2.6%

BRITISH AIRWAYS 0 339 -

EASTERN AIRLINES 0 329 -

CHARTER 2,231 299 -86.6%

GLOBAL X 0 265 -

SUN COUNTRY 120 259 115.8%

JETAIR CARIBBEAN 0 216 -

ARAJET 0 111 -

WINAIR 422 92 -78.2%

OTHERS 3,448 104 -97.0%

Total 93,953 109,343 16.4%
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CRUISE COMPARISON



C R U I S E  Y T D  A P R I L

ABSOLUTE GROWTH PAX YTD APRIL

2019

19.7%

70,185
ABSOLUTE GROWTH CALLS YTD APRIL

15.4%

22

2023

CRUISE PAX

355,435
CRUISE CALLS

143
CRUISE PAX

425,620
19.7%

CRUISE CALLS

165
15.4%



SATISFACTION
G U E S T



G U E S T  E X P E R I E N C E  I N D E X  ( G E I )
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G E I  A p r i l  2 0 2 3  

Markets Travel Party
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C l e a n l i n e s s
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V a l u e
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F a c i l i t i e s
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L o c a t i o n
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VACATIONS 

RENTALS



 In 2023, A.T.A. started working with Transparent Insights. Transparent

tracks short-term rentals at the property level through their dashboard.

 With Transparent, A.T.A. is able to do the following:

o Measure the economic impact of short-term rental, track   (ADR) 
and occupancy and analyse the booking window.

o The above data points are also forward-looking making it possible to 
make demand and revenue predictions based on the current status 
of property calendars and advertised rates. 

o Track visitors' origin and accommodation size.

o The dashboard also provides the ability to make a direct comparison 
with similar, contrasting, or competing markets to compare data on 
occupancy rates, ADR, and booking window. 

I N T R O D U C T I O N



N U M B E R  O F  P R O P E R T I E S

A V A I L A B L E  I N  A  S P E C I F I C  

M O N T H

Jan Feb Mar April 

2019 2,985 2,937 2,947 2,969

2022 3,615 3,646 3,721 3,735

2023 4,560 4,560 4,651 4,671



O C C U P A N C Y

April 2023 Occupancy: 54.1% | April 2022 Occupancy: 53.8%
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C A R I B B E A N  O C C U P A N C Y
April

AUA: 54.1% | Bahamas: 59.5% | DR: 35.4% | Jamaica: 36.4% | PR: 57.1% | Sint Lucia: 37%
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A V E R A G E  D A I L Y  R A T E  ( A D R )

April 2023 ADR: USD$256 | April 2019 ADR: USD$170
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C A R I B B E A N  A D R

April

AUA: USD$256 | Bahamas: USD$517 | DR: USD$189 | Jamaica: USD$215 | PR: USD$197 | Sint Lucia: USD$288
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R E V E N U E

April 2023 Revenue: USD$ 15,866,260 | April 2022 Revenue: USD$ 12,536,276

YTD April Total Revenue 2023: USD$ 74,360,863 (YTD April 2022: USD$ 456,115,298)
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T I D B I T S
ATA R E S E A R C H



Gen Z & Millennials
Travel Behavior Report

60



61

“I am a passionate traveler, and from the time I was a child, travel formed me as 

much as my formal education.” 

David Rockefeller
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Headlines on Millennials and Gen-Z
DERIVED FROM SEVERAL RESEARCH CONDUCTED ON THE GENERATIONS 
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American Express
2022 Global Travel Trends Report

As travel continues to recover, this report looks at 

the motivations and considerations of travelers in 

Australia, Canada, Mexico, Japan, India, the UK 

and the US as well as trends shaping the future 

of travel. 70% of respondents state they are 

interested in cultural immersion and taking a tour 

on future trips 

Source: https://www.americanexpress.com/en-us/travel/discover/get-inspired/Global-Travel-Trends
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Millennials were the largest generation group in the U.S. in 2021, with an estimated population of 72.19 million. Born between 1981 and 

1996, Millennials surpassed Baby Boomers as the biggest group and will remain a significant part of the population for many years.

Source: https://www.statista.com/statistics/797321/us-population-by-generation/

US Population by Generation 2021



Millennials and Gen Z are born between 1981 and 2015. 

Together they make up more than two-thirds of the global population. 

They constitute a significant percentage of the world’s consumers today, which means they have 

a massive buying power. 

Understanding and gaining more knowledge on these two generations will benefit ATA in 

strengthening marketing communications.  

It is a well-known trend that Millennials prefer experience over material things, and Gen Z’s are 

following in the same direction.
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Definitions
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Arrivals: 91,706

8% Market Share

ALOS 6.8

W h a t  d o  w e  k n o w  

a b o u t  G e n  Z ?

June – July – December
Main months of travel 

Source: ATA 2022

35%
High Rise

8%
Low Rise

28%
Timeshare

29%
Other
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Arrivals: 196,609

18% Market Share

ALOS 6.3

June – May – August – December 
Main months of travel 

Source: ATA 2022

37%
High Rise

12%
Low Rise

19%
Timeshare

32%
Other

W h a t  d o  w e  k n o w  

a b o u t  M i l l e n n i a l s ?
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Research Results



70

Methodology

ATA conducted a market analysis survey on Generation Z and Millennials to understand both 

generations’ desires, needs, and wants for a vacation destination.

An online survey was created and deployed using Qualtrics online services between 

December 22, 2022 – January 12, 2023.

3,407 responses were collected before the data cleaning, with an end total of 2,515 (N) responses 

after data cleaning.

Qualifying criteria:

• Between the age of 18 and 41.

• Reside in one of the following countries: the United States, Colombia, Brazil, the United 

Kingdom, the Netherlands, France, and Germany. 

Screening question: “Have you traveled in the last 24 months, or will you travel in the upcoming 12 

months?”



70.5%

10.9%
13.0%

2.5% 1.2% 1.4% 0.5%

69.6%

14.7%
12.7%

1.5% 0.8% 0.3% 0.3%

USA Brazil United Kingdom Colombia Netherlands France Germany

71

Q: In Which country do you currently reside?

Gen Z Millennials

Country of Residents

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 
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Explorer or destination 
repeater scored equally in 

both Generations 

Type of Traveler

Gen Z Millennials

29%

71%

29%

71%

Trip Repeater Explorer

Q: Which if the following best describes you as a traveler? I like to revisit a destination I have already been to - I like to 

explore new destinations on each vacation

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 
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Millennials tend to prefer spending 

money on experiences rather than 

physical goods. Gen Z’s also agree 

with the statement that they would 

rather spend money on experiences, 

however a significant number of 

respondents indicate to feeling neutral 

towards this statement. 

Luxury or a 

Necessity

Gen Z Millennials

Q: Do you consider traveling to be a luxury or a necessity?

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 

30%

70%

26%

74%

A Necessity A Luxury
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Values on Sustainability  
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Q: Please rate the following statements on a scale of 1-5. How important each statement is to you. 1 being the least important and 5 being the most important.

63%

Tourism brings money to the 

destination's local 

communities

75%

I care about the well-being 

of the locals in the 

destination I visit

70%

Too many tourists can cause 

damage to the destination's 

local communities

53%

I try to avoid 

destinations that seem 

too popular

27%

Traveling to other countries is 

essential to my personal 

development

View on Tourism Impact – Gen Z

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 
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Q: Please rate the following statements on a scale of 1-5. How important each statement is to you. 1 being the least important and 5 being the most important.

73%

Tourism brings money to the 

destination's local 

communities

80%

I care about the well-being 

of the locals in the 

destination I visit

67%

Too many tourists can cause 

damage to the destination's local 

communities

59%

I try to avoid 

destinations that seem 

too popular

68%

Traveling to other countries is 

essential to my personal 

development

View on Tourism Impact – Mil lennials

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



Heard about Aruba

46%
54%

32%

68%

No Yes

Traveled to Aruba before

80%

20%

81%

19%

No Yes
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Gen Z Millennials Gen Z Millennials

Q: Have you heard about Aruba before?

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 

Q: Have you traveled to Aruba before?

N: 1,559, Gen Z N: 587, Millennials N: 972 (answered “yes” have heard about Aruba before)

54% of Gen Z and 68% of the Millennial respondents have heard about Aruba. Of those that heard about Aruba, 

around 80% have yet to visit Aruba, which is applicable for both generations. 
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Q: What are your hobbies and interests? (Select all that apply)

Hobbies and Interests

Gen Z Mi l lennia ls

1%

1%

2%

3%

3%

5%

5%

5%

5%

6%

6%

7%

8%

10%

10%

11%

11%

Digital Trading

Cryptocurrency trading

Supporting social causes/volunteer work

Keeping up with current affairs

Nightlife (clubbing, concerts)

Art and Design (painting, handcrafts, drawing)

Visiting cultural attractions (museums, galleries)

Keeping fit

Wellness (mind, body, & soul)

Going to the Movies

Reading books

Gaming/ video gaming

Shopping

Travel

Watching movies and series at home

Relaxing at home

Spending time with friends and family

1%

2%

2%

3%

3%

4%

5%

5%

5%

6%

6%

7%

8%

10%

10%

11%

11%

Digital Trading

Cryptocurrency trading

Supporting social causes/volunteer work

Keeping up with current affairs

Nightlife (clubbing, concerts)

Art and Design (painting, handcrafts, drawing)

Visiting cultural attractions (museums, galleries)

Keeping fit

Wellness (mind, body, & soul)

Going to the Movies

Reading books

Gaming/ video gaming

Shopping

Travel

Watching movies and series at home

Relaxing at home

Spending time with friends and family

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 
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Q: What makes a destination attractive to be on your bucket list?  (Select up to three of your top criteria)

Gen Z N: 1,083

Once-in-a-

lifetime 

experience

Learning 

about 

different 

culture

Getting to 

try new 

foods/drinks

Rest and 

relaxation

The chance 

to do certain 

activities 

you don't 

usually do at 

home

Getting 

away from 

home and/or 

my regular 

routine

Getting to 

meet new 

people

I look for 

travel 

experiences 

that my 

friends and 

family may 

not have 

thought 

Opportunity 

to share 

authentic 

experiences 

on social 

media 

and/or 

create reels 

Instagram-

worthiness 

The 

destination 

is well-

known for 

environment

ally friendly 

practices

High appeal 

for my social 

media posts 

A non-

popular and 

unexplored 

destination

ALL

USA

Europe

Latam

14%
12%

9% 9% 8% 6% 4% 3% 3% 3%
11% 10% 9%

14%
12%

6% 3% 3% 3%
11% 10% 8%

15%
13%

9%
7% 5% 4% 3% 3% 3%

12% 11%
8% 8%

10%10% 8% 3%

16%

5% 3% 3% 2%
11%11% 11% 10% 10%6% 6% 6%

Destination Bucket List Criteria – Gen Z
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Q: What makes a destination attractive to be on your bucket list?  (Select up to three of your top criteria)

Millennials N: 1,432 

once-in-a-

lifetime 

experience

Learning 

about 

different 

culture

Getting to 

try new 

foods/drinks

Rest and 

relaxation

The chance 

to do certain 

activities 

you don't 

usually do at 

home

Getting 

away from 

home and/or 

my regular 

routine

Getting to 

meet new 

people

I look for 

travel 

experiences 

that my 

friends and 

family may 

not have 

thought 

Opportunity 

to share 

authentic 

experiences 

on social 

media 

and/or 

create reels 

Instagram-

worthiness 

The 

destination 

is well-

known for 

environment

ally friendly 

practices

High appeal 

for my social 

media posts 

A non-

popular and 

unexplored 

destination

ALL

USA

Europe

Latam

14% 13%
5% 3% 2% 3%

11%
7%

15%

7% 4% 3% 3% 3% 4%
12%

8% 8%

11%10%
3%

5% 2%
11%11% 10%6% 6%

15%

9%8% 5% 4%4%

14%
10%10%

12%
6%

14% 13%
5% 3% 2% 3%

11%
7%10%9%

3%
12%

6%

Destination Bucket List Criteria – Mil lennials



Top Bucket List Destinations

81

13%

13%

12%

12%

11%

10%

9%

8%

6%

6%

Bahamas

Australia

Japan

Brazil

Italy

France

Greece

Canada

Mexico

Costa Rica

15%

14%

12%

11%

10%

9%

8%

7%

7%

7%

Australia

Bahamas

Italy

Brazil

France

Japan

Greece

Canada

Ireland

United States
of America

Top 3 Countries on your Travel Bucket List (Select Countries outside of your own Country – 193 names of countries provided)

Bahamas and Australia are the two top destinations for both Gen Z and Millennials, while Japan is the 

third for Gen Z and Italy is the third for Millennials. 

1. Bahamas

2. Australia

3. Japan

4. Brazil

5. Italy

Gen Z

1. Australia

2. Bahamas

3. Italy

4. Brazil

5. France

Millennials

N: 2,515, Gen Z N: 1083, Millennials N: 1,432 
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Q: Which of the following, if any, inspires you to travel the most? Select up to 2 of your top inspirations

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 

Travel Inspiration Source

27%

14%

12%

13%

7%

8%

7%

5%

2%

3%

1%

25%

15%

14%

10%

10%

7%

6%

4%

5%

4%

1%

Friends and/or family (word of mouth/recommendations)

TV shows/documentaries/movies

Travel Reviews Sites (TripAdvisor)

Social Media Feed

Destinations Official Website

Travel influencers

Travel social media accounts (other than influencers)

Celebrities

Travel-related magazines

App

Other

Gen Z Millennials



Most Used Method of Product/ Service Recommendation

34%
31%

11% 11%

7% 4% 2%

34%

30%

10%
12%

6% 5% 3%

83

Q: Where do you look for recommendations before purchasing a product or service? Select all that applies.

The preferred product and service recommendations method is online reviews and friends & family for both generations. 

Gen Z Millennials

N: 2,515, Gen Z N: 1083, Millennials N: 1,432 



38% TikTok

36% Instagram

7% Pinterest

6% Facebook

5% None

4% Twitter

4% Snapchat

40% Instagram

26% Facebook

13% TikTok

9% None

4% Pinterest

4% Twitter

2% Snapchat

Social Media Apps used for Travel Inspiration

84

Q: Which Social Media app do you use the most to find travel inspiration?

Gen Z Mi l lennia ls

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



Planning Responsibility

6%

34%

60%

14%

43%

42%

Someone else usually plans trips I go on

I share this responsibility with someone else

I am the primary planner

85

Q: How much responsibility do you have in planning a vacation trip?

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 

Gen Z Millennials



Destination Activities Planning Timing

4%

16%

33%

47%

5%

18%

34%

43%

I have never planned the destination activities

I plan everything once I am at the destination

I plan some things before leaving home and some while at
the destination

I usually plan everything before leaving home

86

Q: When do you usually plan your destination activities (excursions, tours, museums, etc.)?

Gen Z Millennials

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



Flight Ticket Purchase Timing

21%

21%

39%

19%

14%

18%

44%

24%

6 months or more

4-5 months

2-3 months

1 month or less

87

Q: How far in advance do you purchase your flight tickets for a vacation?

Both generations indicated they would purchase flight tickets about 2-3 months in advance (highest score). However, 24% of Gen Z

tend to be more spontaneous in booking their travel by purchasing their flight tickets closer to the travel date than Millennials (19%), 

who prefer to buy their flight tickets less than one month in advance.   

Gen Z Millennials

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



Preferred Flight booking platform

1%5%5%

8%

12%

34%
35%

2%2%

10%11%
12%

26%

38%

OtherThird-party websites
as part of a package

Someone else in the
travel party books the

flight tickets

TelephoneTravel AgentThird-Party WebsiteAirlines Own Website

88

Q: How do you typically book your flight tickets?

38% of Gen Z and 35% of Millennials preferred to book directly on the airline’s website. 34% of the Millennials also chose 

to book their flights on a third-party website. 

Gen Z Millennials

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



Preferred Type of Accommodation

4%

6%6%

25%25%

33%

6%

8%

10%

24%24%

28%

HostelTimeshareBed & BreakfastVacation RentalBudget HotelLuxury/Upscale Hotel

89

Q: What is your most preferred type of accommodation when traveling?

Gen Z Millennials

33% of the Millennials and 28% of Gen Z prefer luxury /upscale hotels. At the same time, 24% of Gen Z indicated they favored a budget 

hotel and vacation rental, and 25% of the Millennials preferred a budget hotel and vacation rental.

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



Preferred Accommodation Booking Platform

1%5%5%

13%
10%

21%

46%

2%2%

11%11%

14%

21%

39%

OtherThird-party websites
as part of a package

Someone else in the
travel party books the

accommodations

Travel AgentTelephoneAccommodations
Own Website

Travel Booking
Website

90

Q: How do you typically book your accommodations?

Gen Z Millennials

46% of the Millennials tend to book their accommodations via a travel booking website, and 39% of Gen Z indicated the same. 

However, 21% of both generations preferred to book directly via the accommodations’ website.  

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 
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In-Room Streaming 

Service

18%

Co-Working 

Spaces

15% 18%

Voice-Activated Hotel 

Room Assistant

11%

Mobile Hotel Room Key

41%

Free Wi-Fi

Customer Service Robot

0

512%

N: 1,083

Free Wi-Fi is ranked highly by both generations. However, Gen Z respondents indicate that Voice-Activated Hotel Room Assistants 

would enhance their hotel experience. In-Room Streaming Services are a bit less compared to Millennial respondents.

Hotel Technology – Gen Z

Q: Please rank the following hotel technologies or features based on how much you think they would enhance your experience. 



16%

Voice-Activated Hotel 

Room Assistant

92

In-Room Streaming 

Service

20%

Co-Working

Spaces

14%

12%

Mobile Hotel Room Key

42%

Free Wi-Fi

Customer Service Robot

0

512%

N: 1,432

Free Wi-Fi is ranked highly by both generations. However, millennials prefer in-room streaming services compared 

to Gen Z respondents.

Hotel Technology – Mil lennials

Q: Please rank the following hotel technologies or features based on how much you think they would enhance your experience. 



Social Media Travel Behavior

14%

44%

42%

14%

42%

45%

I will rather be as disconnected as possible

Take and post photos and videos

Take photos and videos but share them after the trip

93

Q: How do you use social media when traveling?

Gen Z Millennials

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



7%

9%

19%

34%

30%

9%

12%

27%

28%

25%

Strongly disagree

Somewhat disagree

Neither agree nor disagree

Somewhat agree

Strongly agree

94

Q: Do you agree with the following statement: "I rather spend money on experiences than physical goods while traveling."

Spending Priority

Gen Z Millennials

64% of Millennials (strongly and somewhat) agree that they would rather spend more money on experiences than physical 

goods compared to 53% of Gen Z. Noteworthy: 27% of Gen Z indicated feeling neutral towards this statement. 

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



Travel Spend Splurges

27%

13%

13%

18%

12%

8%

8%

1%

25%

19%

17%

12%

13%

7%

5%

2%

Adventure Activities

Unique Sites and Experiences

Unique Dining Experience

Events/Festivals

Dream Accommodation

Luxury Spa Experience

Must-have Souvenir

Flight Upgrades

95

Q: Which of the following parts of your trip are you most likely to want to splurge on?

Both Generations are likelier to splurge on Adventure Activities (highest scores). However, 36% of the Millennials 

are more likely to splurge on Unique Sites and Experiences and Unique Dining Experiences than 26% of Gen Z. 

Noteworthy: 18% of Gen Z is more likely to want to splurge on Events and Festivals.

Gen Z Millennials

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



15%

25%

23%

15%

8%

13%

15%

25%

20%

13%

11%

17%

Less than $100

$100 - $199

$200 - $299

$300 - $399

$400 - $499

More than $500

96

Q: How much do you spend on average while on vacation on food & beverage and other types of activities (tours, museums, spas, etc.) per person per day?

Millennial respondents indicated having a higher per-day spending budget compared to Gen Z.

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 

Gen Z Millennials

Spending Budget Per Day



19%

12%

11%

11%

10%

7%

6%

7%

5%

4%

2%

1%

1%

2%

1%

0%

13%

11%

11%

8%

7%

7%

5%

5%

4%

4%

2%

1%

1%

1%

0%

Try locally-produced food and drink

Visit places and learn about the country's history

Learn about local traditions, heritage, stories, and craft

Do cultural activities

Shop in big stores or malls

Learn about urban culture

Engage in outdoor activities in nature

Experience the nightlife

Spend time in the outdoors

Attend a local cultural event

Do a tour with a local guide

Practice the local language

Do sports and fitness activities

Do wellness activity

Contribute positively to the local environment/community

Attend sport events

97

Q: What destination activities do you participate in while on vacation? Select your top 3 considerations 

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 

Gen Z Millennials

Destination Activities

20%



56%

41%

3%

49%

49%

1%

Female

Male

Non-binary /
third gender

98

E m p l o y m e n t E d u c a t i o nL i v i n g  A r r a n g e m e n tG e n d e r

Demographics

Gen Z Millennials Gen Z Millennials Gen Z Millennials Gen Z Millennials

2%

51%

16%

19%

10%

2%

2%

38%

15%

27%

15%

2%

Elementary

High School

Associate's
Degree

Bachelor's
Degree

Graduate Degree

Phd
4%

14%

17%

65%

23%

15%

13%

48%

Student

Self-
Employed

Unemployed

Employed

7%

22%

19%

51%

16%

9%

16%

59%

With
Friends/Room

mates

With Spouse

Living Alone

With Family

N: 2,515, Gen Z N: 1,083, Millennials N: 1,432 



Annual Income in USD

41%

18%

11%

7%

5%

2%

2%

2%

11%

40%

22%

13%

8%

6%

2%

3%

3%

4%

Under $50,000

$50,000 - $74,999

$75,000 - $99,999

$100,000 - $124,999

$125,000 - $149,999

$150,000 - $174,999

$175,000 - $199,999

$200,000 or more

Prefer not to state

99

Q: Current annual income (USD)

Gen Z Millennials

Gen Z N: 1,083, Millennials N: 1,432 



For any questions related to the report and/or additional information requests please contact 

Melanie Evans Kelly, Manager Strategy, Research, and Planning at m.kelly@aruba.com 

Or

Visit our website www.arubainsight.com

MASHA DANKI
T h a n k  Y o u

http://www.arubainsight.com/

