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In 2024, Aruba once again demonstrated

consistent and positive performance in its tourism
industry, solidifying its position as one of the top
performers in the Caribbean region, characterized
by robust demand and pre

The A.T.A. recognized a significant shift in
sentiment towards tourism. While this sentiment
varies across countries, the message was
unmistakable: Overtourism - a phenomenon
marked by the detrimental impact of tourism on
host communities and the natural environment -
emerged as a pressing concern. In Aruba, the
community is not immune to this rising tide of
skepticism. Local voices increasingly expressed
their worries about the sustainability of tourism
practices.

Our residents are well aware of the importance of
tourism, as reaffirmed by another local sentiment
survey conducted in 2024. In this survey, 68% of
the population indicated being happy with our
tourism industry. Among those working in the
hospitality sector, 75% expressed happiness with
the industry. While these percentages remained
high, it was essential to note that they were higher
in the previous study conducted in 2018. When
examining the percentage of the population that
scored positively or extremely positively regarding
the general impact of tourism, this totaled 68% in
2024 vs. 78% in 2018.

CHAPTER 1

From {ihe CEO

Guided by these insights an important milestone
for the year was the development of our 4th Multi-
Annual Corporate Strategy (MACS), which
marked a significant journey of transformation and
ohangen Thp strategg layp @auscontret® ptansrfog .
the years to come, with a long-term aspiration
extending all the way to 20
As part of our continuous evolution in tourism
management, we committed to transitioning our

destination towards creating net positive effects by
enhancing the regenerative capacity of human
societies and ecosystems. One of the primary
shifts proposed last year entails a transition from
responsible, to sustainable and ultimately to a
regenerative tourism indust
This endeavor carries great responsibility,

determining the direction of not only how we

contribute to the economic sustainability of Aruba

but also necessitating a careful balance between

the needs of our community, the experiences of

our visitors, and the sustainability of our island for

future generations. All of these factors lay at the

core of our High-Value, Low-Impact tourism

model, which continues to be our guiding
principle.

In terms of tourism performance in 2024, Aruba
welcomed a total of 1,421,616 stay-over visitors,
marking a 13% increase compared to 2023.
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CHAPTER 1 FromtheCEO ¥

North America and Latin America showed a strong
performance, with North America experiencing an
11% rise in stay-over visitors and Latin America
achieving a notable 38% increase from the
previous year. In contrast, Europe concluded the
year with a 6.5% decline, impacted by ongoing
inflation and rising operational costs for airlines,
attributed to high interest rates, elevated jet fuel
prices, and increased |

When reviewing the tourism results for 2024,
Aruba surpassed critical benchmarks such as
Tourism Receipts and Revenue Per Available
Room (RevPAR), underscoring the destination's
commitment to attracting high-value visitors.
Notably, Tourism Receipts is projected to have
reached an astounding Afl. 5.4 billion, the highest
figure recorded since 2

In terms of aitlift, the U.S. market experienced
growth in seat capacity despite occasional airline
scheduling adjustments, challenges in equipment
availability, and capacity constraints at the airport.
There was a robust year-over-year growth of 18%
in seat capacity compared to 2023, equating to an
additional 195,193 seat

The strength of the Aruba brand, coupled with the
Aruba Tourism Authority
destination and partnership marketing efforts,
played a pivotal role in achieving an impressive
annual load factor of 88% across all airlines
servicing the U.S. mar k

With the emphasis on the long-haul markets within
Latin America, this region demonstrated
substantial growth in 2024, with a total of 356,620
seats, which represents a 25% increase
compared to the previous year. Load factor levels
averaged 77%, reflecting a one-percentage-point
improvement from 2023. This growth was
bolstered by the introduction of new direct flights
from Lima to Aruba (LIM-AUA) with LATAM
Airlines, initiated at the end of 2023, as well as an

increase in flight frequencies with the same airline
t hroughout 2024.

Conversely, the European market faced
challenges, registering a total of 168,474 seatsd a
9% decrease compared to the previous year. This
decline was primarily due to political and social
pressures affecting travel from Schiphol. A
bonfiue neeofgaetors cergributed to the downturn
in travel to Aruba from Europe in 2024, including
changes in available air service, a robust North
American market leading to reduced inventory on
the island, heightened inflation in Europe, and a
growing trend toward last-minute bookings that
often | imited avail abil

a

The Aruba Hotel and Tourism Association
LAHATA) member hotels surpassed the Average
Daily Rate (ADR) for 2024 by 7%. Additionally,
revenue per available room (RevPAR)
experienced an impressive increase of 12%
compared to 2023 levels. Short-term vacation
rentals (STVR) also saw growth in their ADR, with
a rise of 7% compared to 2022. The occupancy
level of STVRs averaged 58% in 2024. Notably,
s the market share of stay-over visitors choosing
alternative accommodations, including STVRs,
rose from 29% in 2023 to 33% in 2024, whilst the
6 marketssharte ofAvisitpr nightsiineréased from 34%
in 2023 to 37% in 2024, hereby surpassing the
market share of EP (21%) and All Inclusive
accommodations (14%) combined. The A.T.A.
e tontinues to advocate for a balanced portfolio of
on-island accommodations, as a healthy mix is
crucial to the success of Aruba.

0

The cruise industry also had a positive growth in
2024, reaching an all time high when looking back
to 2014 thereby surpassing pre-pandemic levels
and fully recovering. Last year recorded 347 calls
a total of 897,273 cruise visitor arrivals, which is
an increase of 20% when compared to 2023.

ANNUAL REPORT 2024 05




CHAPTER 1 Fromthe CEO 4

This greatly impacted our Aruba Effect

communication strategy, further evolving it to now
include, Oéprotect it, 6 a me
invest in work and communication strategy that

protects the island, the wildlife, the culture, and

the quality of |ife for the

Becoming our internal rallying point to influence

how we communicate with a range of audiences,

from potential first-time guests and repeaters, to

on-island residents and businesses, and to on-

island guests. By applying the right
communication strategy at t

that provides inspiration,
to create desire, and the 0
the desire is converted into an actual purchase ,

the O6Protect itdé is now at

and shall influence how we communicate with
each audience, in every single stage. This
spearheaded the direction of brand Aruba talking
more about responsible tourism on an

i nternational front.

From a destination development perspective, we
acknowledged that it was imperative to initiate
significant shifts. To this end, our Destination
Services Unit introduced a robust new framework

Aruba maintained a high level of visitor centered around five guiding principles that

satisfaction in 2024, with a monthly average informed all our destination management efforts:
satisfaction score of 9 out of a possible 10. This community engagement, sustainable coastal

outstanding rating serves as a testament to the development, carrying capacity, regenerative

hard work and dedication of everyone involved in tourism practices, and ongo
delivering exceptional experiences to our guests.

Aruba truly excelled in overall satisfaction, Our destination development initiatives focused on
reflecting our collective commitment to excellence  actions that emphasized protection and balance,

in hospitality and ser vi supportedbycommunication strategies grounded

in thorough research and da
From a marketing perspective, the development of

our new MACS created a significant shift in our A critical component of the
positioning, and ultimately our attraction and our advocacy work, wherein we actively

replacement strategies. Guided by this new participated in collaborative projects involving both
direction, we reframed t theprigatears public sectdrs, joimng forded/ima t

can Aruba do for its vi s comoittees?add oh loardisVYérdive sustaanableAr u b a
do for its guests, and what can our guests do for change.

Aruba?d
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Effective management of guest mobility across the  development. As we navigate this path, our
island was essential to our strategy. We achieved commitment to fostering a smart approach

this not only through product upgrades and the towards sustainable and regenerative tourism

introduction of new experiences but also by development will be paramount. This not only

diligently tracking visitor movement and collecting enhances the visitor experience but also protects

data to enhance management practices. To our island’s natural and cultural resources for

facilitate this, the A.T.A. installed sensors at key future generations. That said, let us remember

tourist sites, which provided us with real-time data. t hat fAUn Aruba Dushi pa Bib
This technology empowered us to enhance visitor paBishitab i s a shared responsi
experiences by delivering live occupancy must always uphold what makes Aruba not just a
information and ultimately allowed us to optimize great vacation destination, but an even greater

visitor flow through data-d r i ven anal ytiptace to | ive.

Additional accomplishments by the organization Ronell a Croes

include the timely submission of critical CEO, Aruba Tourism Authorit

documents such as the 2023 Annual Report and

the 2025 Corporate Plan and Budget both which

received a seal of approval from the Minister of

Touri sm, In 2024, the A.T.A.06s total operating
income reached Afl.147,017 thousand, exceeding

the budget by 27%. Of the Afl. 91,433 thousand

allocated for marketing expenses, 91% was

effectively wutilized.

As we present the 13th Annual Report of the

A.T.A. SG, we take a moment to reflect on the
many achievements of the past year, even amidst
continued ongoing challenges we face on both

| oc al and gl obal scal es.

Looking ahead, it is crucial that we continually

reassess Arubads tourism direction and strategic
priorities while embracing the new direction set

forth in the MACS 2025-2035 aimed at sustainable
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Sustainable Tourism

) A. T. A. 6s Sustainabilit
Practices Our Four Commitments
In 2024, the A.T.A. reaffirmed its commitment to Environmental Commitment
sustainable tourism by aligning with the High- The guest economy restores and nurture the
Value, Low-Impact (HVLI) model. This model environment for the intergenerational benefit of

serves as the foundati onA¥r Arubadés sustainable
tourism development and is embedded within E E
A.T.A''s five strategic pillars, which form part of O |re
the recently developed Multi-Annual Corporate _ _
Strategy (MACS) 2025-2035. Social Commitment

The guest economy enriches our values, culture
A key component of the MACS development was and heritage and makes people flourish through
defining A.T.A.0s Sust ai iPRSpknowledgsexchange and welkbeingy i ¢ h
serves to inspire, commit, and guide the et~ = =
organization in making choices that prioritize the m
preservation and enhancement of Arubaéds

environment, culture, and quality of life. : )
The guest economy thrives and grows incremental

This process involved a comprehensive analysis value to the Aruban economy and its assets.
of the UN6s 2030 Sustain :/, LBl ilsedlle nt Goal s
(SDGs) to ensure alignment with global / @

sustainability objectives.

The SDG Assessment focused on the following

key areas: Exemplary in ESG Sustainability.
A To identify A.T.A.ds cEdish gammms 110 22
through its roles and core activities within the v/~ | M i | =

Gues Economy Value Chain as Destination
Marketing and Management Organization.

The UN6s G6SDG Fr amewor Nargugkey susiaingble oyrgm injjigtives

used as a guiding reference. undertaken in 2024, as outlined in the report,
A To identify A.T.A.06s cbamenduitdbsh Aol thedSDERHIOI N
through its internal business operations and environmental conservation, cultural preservation,
way of working to ensure alignment with and responsible tourism development. This was
ESG principles, promoting environmental achieved through amongst other strategic
sustainability, social responsibility, and collaborations with key stakeholders, such as the
ethical conduct. Aruba Conservation Foundation (ACF), the Aruba

Hospitality & Security Foundation (AH&SF), along
Subsequently A.T.A.ds c o Wiotespublicand psivrie seeter partners.

commitment were refined into four sustainability Further more, A.T.A.0s reseas
commitments. These serve as guiding principles and advocacy for responsible destination

in transforming the organization, taking a holistic management remained central o its strategy,

approach to the value of the guest economy, and reinforcing its long-term commitment to

driving meaningful change. The first three align sustainability.

with the UN SDG framework, balancing

environmental, economic, and socio-cultural The next step as part of the SDG Assessment is

aspects to ensure long-term sustainability. These for the A.T.A. to refine and prioritize its identified
commitments ensure that economic growth is contributions to the SDGs and consolidate them

supported by a socially just, thriving society and a  for effective reporting and communication.
sustainable environment. The fourth commitment

reflects A. T. A.06s corporate contribution to
sustainability.
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CHAPTER 2 SupenisoryBoard +

Supervisory Board
as per yearend 2024

The Supervisory Boardds pr
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
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 Aru

Supervisory Board composition and membership

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 seven members who are experts in
business operations and tourism. As per the regulations applicable to the Supervisory Board, the
following applies:

Francisco Quant. Chairman

Date of Birth: May 12, 1969

First Appointed on: January 1, 2018

End of Term: January 1, 2026 | 2nd Term

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.
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Joe Najjar. Board Member

Date of Birth: January 18, 1957

First Appointed on: January 6, 2020

End of Term: January 6, 2028 | 2nd Term

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

Janien Huistra . Board Member

Date of Birth: December 21, 1972

First Appointed on: April 1, 2017

End of Term: April 1,2025 | 2nd Term

Janien Huistra began her career in hospitality in her home country of The
Netherlands. After a 10-year career in trades how organization and concept
development, Mrs. Huistra opted for a change of scenery and moved to Aruba. Upon
arriving in Aruba, Mrs. Huistra joined Renaissance Aruba as Director of Events. In
2006, Mrs. Huistra was promoted to Director of Sales and Marketing, and in 2009,
Mrs.Hu i s tresporsibilities were extended to assist with the opening of
Renaissance Curacao. After successfully transitioning responsibilities to a new on-
site sales and marketing team in 2012, Mrs. Huistra returned her focus to Aruba and
currently holds the position of Director of Sales & Marketing for Renaissance Aruba
Resort & Casino.

Gregory Croeze. Board Member

Date of Birth: February 15, 1977

First Appointed on: July 1, 2019

End of Term: July 1, 2027 | 2nd Term

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. Cr 0 e aastiesperience 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.
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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
Arubadés overall economy, and its market d
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

af fairs, since 2018. Mr. Oduber has a bac
commercial affinity, which he obtained at the Technische Hogeschool Rijswijk (TH

Rijswijk) in the Netherl ands. He al so hol
he obtained at the University of Aruba. Mr. Oduber
has always had an interest in Arubads tou

Gerald Tsu. Board Member

Date of Birth: July 14, 1975

First Appointed on: September 1, 2021

End of Term: September 1, 2025

Gerald Tsu is an Aruba born engineer with a passion for investments. After his
studies he worked for 14 years at the Department of Infrastructure and Planning
where he led the Team of Institutional, Commercial, Tourism, Recreational and
Nature-Focused projects. He also served as Deputy Director of the Department of
Infrastructure and Planning. After the afore mentioned tenure he served as the Chief
of Staff of the Minister of Tourism, Public Health, and Sports. Today he focuses on
his own investments. Gerald Tsu holds a Master of Science degree in Real Estate

Management.

Tisa LaSorte . Board Member

Date of Birth: April 9, 1962

First Appointed on: September 1, 2021

End of Term: September 1, 2025

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 Arubads Soci al Economic Coun
and Industry Association, and Board Trustee of the University of Aruba.
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Based on the State ordinance, the
following governance structure
was established:

A Tourism policy and targets set by the
Government are the frameworks for decisions
and goals of the A.T.A.

A 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.

A A.T.A. has Supervisory Board members who
are experts in business operations and
tourism:

b Three members are appointed upon the
recommendation of the Minister of
Tourism;

b 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);

b One member is appointed based on a
recommendation of two candidates
brought forward by the six afore
mentioned members.

b The Minister appoints the Chairman of
the Supervisory Board from the
members.

A The Supervisory Board appoints the CEO
of the A.T.A.

A 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.

A 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 1
flLandsverordening instelling A.T.A. Sui Generis
(AB 2011 No 13, AB 2011 No 14 and AB 2015
No 63) 0.

Supervisory Board Attendance

The Supervisory Board held 17 Supervisory Board
meetings during the year. The Supervisory Board
had an average attendance of 87.4%

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 (with a
maximum of Afl. 24,000 per year per Supervisory
Board member). A total of Afl. 78,000 was paid as
compensation to the Supervisory Board in 2024
(maximum overall: Afl.126,000).

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
2023 and the Corporate Plan and Budget 2025, 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 reports.

ANNUAL REPORT 2024 13
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Internal Audit

Quarterly internal audits were conducted in the
areas of purchases, commitments and treasury,
payroll, and the Travel Promotion Levy, for both the
A.T.A. local and overseas offices.

As per A.T.A.'s internal auditor (Deloitte), the

overall i mpression of A.T.A.06s internal controls an
results were to their satisfaction. Management is to

finalize the internal audit for 2024 and present this

to the Board.

Approval of Purchase Orders

Through the decision to make the tendering rules
that apply to the government also applicable for
the A.T.A., ininstances 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 96
Board approval letters.

External Accountant

The audit results are an integral part of A.T.A. 0s
Annual Report and were conducted by EY partially

in 2024 and partially in 2025. The external audit

resulted in another positive review by the

independent auditor over calendar year 2024.
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CHAPTER 3 Corporate Profile 4+

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.

Government of Aruba

A.T.A. Organizational Chart

Supervisory Board

i ‘
PR & Executive Business Manager
Communication Assistant

Specialist

HR Manager

HR Assistant

BU Strategy, BU Destination BU Marketing BU Finance
Planning & Research Services - DSM -CMO & Support - CFO

SPR Manager
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A. T.A.06S Aspiration 2025
The Aspiration of the A.T.A. provides a clear picture about what we as foundation stand for and

where we want to go.

CORE
PURPOSE

We drive prosperity for Aruba
through sustainable tourism

J

\ I /
e ~

/N

CORE lhﬂ
ROLES

VALUES m FoLl
+ passion Marketeer
+ Excellence + Co-Creator
+ Unity i Connector

i i Authori
+ Pioneering uthority
+ Integrity

f

VISION
To lead the positioning and
development of Aruba as a desirable
and sustainable destination, by being
an innovative and agile Destination
Marketing and Management

Organization j
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Our Goals & Strategic Objectives
The three overarching goals and ten strategic objectives, as defined in our Multi-Annual
Corporate Strategy for the period 2018-2021, remained applicable.

GOAL 2
GOAL 1 Position Aruba as
Increase Economic Desirable
Value of Tourism and Sustainable
Destination

GOAL 3
Lead Positioning and

Development of Aruba as
Destination

2.1
Safeguard sustainable tourism,
balancing the needs of

1.1 community, visitors and
Drive consistent high value destination
visitor arrivals Strategically man
Sustain and cultivate a constant tourism industry in a sustainable 3.1
and consistent source of visitor manner consistent with economic Drive innovation and agility of the
arrivals. goals, cultural values, preservations A T A
of natural resources, community Develop and implement new
desires, and visitors. approaches to accc¢
aspiration, both within the A.T.A.
organization and the tourism value
chain while strengthening the ability
29 to quickly adapt to the ever changing
1.2 Drive preference for Aruba as a tourism landscape.
Grow visitor spending sustainable destination
Increase and improve Conduct innovative and inspiring
opportunities for visitor spending marketing through the right
on Aruba. channels with the right time to

motivate visitation.

1.3

Increase engagement of aruban
community with tourism

Enhance awareness and
understanding within the
community of the value of

sustainable tourism. 23 3.2
Enhance visitor on -island Influence decision making in the
experience and engagement aruban tourism industry
Continue t o evol v Unitetourisminterests amongst
1.4 offerings to remain fresh and stakeholders and the community
Ensure preparedness for innovative, offer quality and value around the tourism positioning and
effective response to for money development of Aruba.

emergencies

Enhance Arubabds
industryds capab
respond and recover from serious
and precarious incidents.
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The mission of Human Resources (HR)
at A.T.A. is to enhance the organization's
success by implementing effective HR
practices aimed at retaining, engaging,
and empowering high -performing
individuals. We strive to foster innovation
and attract top talent, recognizing that
our team members are among the most
valuable assets of the organization.

They play a crucial role in developing
and executing plans and strategies that
are integral to our tourism offerings.

Staff Statistics & Recruitment Efforts

As per December 31, 2024, a total of 67 team
members worked at the A.T.A. of which 31% were
employed overseas.

The A.T.A. recruited eight new team members.
Six employees resigned, and the employment
agreement of 1 employee was terminated upon
mutual agreement. The A.T.A. had nine open
FTE positions as per December 31, 2024,
including open positions at the overseas offices.

Corporate Wellness

In 2024, A.T.A. developed a comprehensive
corporate wellness plan aimed at promoting
health and well-being of its employees throughout
the organization year-round.

This initiative included an enhanced Wellness
Month Program and activities designed to address
physical, mental, and emotional wellness. As part
of this program, the gym membership benefit was
introduced at headquarters in Q4 and had an
enrollment of 25 employees. Under this initiative,
A.T.A. subsidizes a portion of the monthly gym
membership costs.

The wellness plan also encompasses regular
health assessments, fitness challenges,
workshops, and resources for healthy living.

By fostering a supportive environment focused on
wellbeing, A.T.A. seeks to enhance employee

engagement, avoid absenteeism, and contribute
to overall workplace morale. Ultimately, the
corporate wellness plan reflects A.T.A.'s
commitment to creating a healthier workplace
where employees feel valued and empowered to
prioritize their health.

Career Portal

The HR unit at A.T.A. launched a career portal
designed to streamline and enhance the
recruitment process. This innovative platform
provides a user-friendly interface for job seekers,
allowing them to easily browse and apply for
available positions within the organization. By
centralizing job postings and application tracking,
the career portal improves efficiency for both
candidates and the HR staff. Overall, the portal
plays a significant role in A.T.A.'s commitment to
effective recruitment and in building a strong,
skilled workforce.

Learning & Development

Learning and development are essential
components that drive A.T.A.'s innovation and
agility. In the face of a rapidly changing
environment, it is crucial for A.T.A. to adapt to
consumer and marketing trends, emerging
marketing technologies, and evolving industry
standards. The
learning and development empower employees to
stay informed and adjust their skills accordingly.

ANNUAL REPORT 2024 20
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CHAPTER 1 HumanResources JT‘

In 2024, A.T.A. allocated a budget to invest in the
collective and individual learning of its team
members. The organization offered various
training and development opportunities to both
local and international employees, including
masterclasses on personal development and on
becoming more resilient, mental health awareness
courses, attendance at the PRSA 2024 Travel &
Tourism Conference, Phocus wright Conference,
security awareness training, and Microsoft 365
training to name a few.

Employee Recognition Program

The Hi5 program was updated in 2024, and the
process was simplified to make it easier for
employees to cast their votes and recognize their
peers. With these enhancements, participation in
the program increased significantly, allowing team
members to engage more effectively in

acknowl edging each other 6s

Additionally, the program was expanded to include
A.T.A.'s overseas offices, ensuring that
employees could take part in the initiative globally.
This expansion fostered a greater sense of
community and collaboration across the
organization, reinforcing the importance of
employee recognition and engagement.

YOU Anniversary

The YOU Anniversary is a celebration for
employees who reached a milestone in their
career atthe A.T.A., and at the same time, it is a
way for the A.T.A. to recognize team members for
their continuous dedication and contributions.

In 2024, 11 employees were recognized, ranging
from those celebrating their fifth-year anniversary
to those with thirty-five years of service to the
tourism industry.

contributions.
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CHAPTER 5 ArubaTourism Industry <4

Stay-Over Visitor Arrivals
ACTUAL 2024
vs 2023: +13%

Aruba closed 2024 with a 127% recovery compared to the 2019 stay-over visitor arrivals level.
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Tourism Receipts 2014 -2024
ESTIMATED FINAL 2024
vs 2023: +16%

Tourism receipts, which encompasses the total on-island expenditures during the trip, recovered
consistently. The estimated final for the full year 2024 is Afl. 5.4 billion, a 155% growth in comparison to
20109.
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Average Daily Tourist Spending (ADTS) 2014 -2024
In the past three years, the average daily tourist spending (ADTS) has steadily increased, with a visitor
spending of an average of Afl. 553 per day in 2024, which is a 7% growth compared to 2023.
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Hotel Performance 2011 -2024 | Revenue Per Available Room (RevPAR)
RESULTS 2024
vs 2023: +12%

In 2024, the Revenue Per Available Room (RevPAR) surpassed the 2023 levels by 12%.
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Cruise Visitors Arrivals 2011 -2024
RESULTS 2024
vs 2023: +20%

Last year recorded 347 calls a total of 897,273 cruise visitor arrivals, which is an increase of 20% when
compared to 2023.
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Visitor Satisfaction

Regarding visitor satisfaction, Aruba maintained an impressive record in 2024, boasting a monthly
average satisfaction score of 9 out of 10. This score highlights Aruba's success in providing a gratifying
experience for its visitors, contributing to the positive trajectory of the tourism industry.
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Situational Analysis

USA

In 2024, the USA market registered 1,062,610
tourist arrivals. This figure represented a 11.4%
increase compared to 2023, adding to the USA's
dominance with a market share of 74.7%. The
core markets in the Northeast maintained their
prominence, capturing 56.6% of the U.S. market
share. The visitation numbers from these key
markets increased by 5.2% compared to the
previous year, driven primarily by strong growth in
New York, New Jersey, Connecticut and
Pennsylvania.

The A.T.A.'s North America office conducted an
in-depth analysis of the organizational structure
for the market, along with a gap analysis based on
the roles and responsibilities of current team
members. This analysis highlighted the need for
additional team members to effectively serve the
market.

As a result, a Communications and Digital
Specialist will be added to the team in 2025. This
role is designed to strengthen the A.T.A.'s
marketing and outreach efforts in an increasingly
digital landscape. Additionally, the development of
a comprehensive sales framework has been
initiated. Sales positions have been redefined into
distinct Sales Territories and Geographic
Designated Sales Areas (GDSAS), considering
factors such as the proximity of states, team

me mber s home base
primary and feeder markets, and the number of
stayover visitors per territory.

Particular focus has been placed on expanding
"Opportunity Markets"d specifically Houston,

|l ocat

CHAPTER 6

North America

Nashville, and Los Angelesd which are viewed as
key areas for growth potential.

Airlift

The strong collaboration and partnership among
key stakeholders i including the A.T.A., A.AA.,
AHATA, the Ministry of Tourism, and airlines -
have been instrumental in the continued success
of the destination in the U.S. market. Despite
occasional airline scheduling adjustments,
equipment availability challenges, and capacity
constraints at the airport, seat capacity
experienced a robust year-over-year growth of
18% compared to 20230 an increase of 195,193
seats.

The strength of the Aruba brand, combined with
the A.T.A. 0s
efforts, played a key role in achieving an annual
load factor of 88% across all airlines serving the
U.S. market. This can be considered impressive
considering the combination of significant growth
in seats while maintaining a load factor close to
ninety percent.

Branding and Advertising

Brand Strategy

In 2022, a new strategy was defined to
differentiate Aruba to best appeal to the wants and
needs of our high-value audience. The goal was to
answer the question,
di fferent?0

ions, the distribution
Answering that question meant articulating a

di fference which
the people to the land, to the water, what makes
Aruba different is the transformational power the
island has over those who visit.
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Foundational insights:

1 2 3 4 )
From water, to Wellness, from a Our high value The importance Sleep tourism is
sand, to local positioning audience sees a of rest and driving decisions,
culture, Aruba has perspective, is natural correlation relaxation is a making 2024 the
mystical healing largely untapped between Aruba, global trend. year of the great
properties. within the rest, and recharge.
competitive set. relaxation.
They are better, happier, and more optimistic visitors for centuries. Our water is medicine

versions of themselves. This transformational
power was named The Aruba Effect.

for the soul.

b) Masha Danki culture - Graciousness and
Gratitude are at the heart of Aruban
hospitality. When you visit, you feel it. It takes
down your guard and puts you at ease.

Over the past years, the strategy has evolved to
both double down on differentiation and reflect the

changing trends in the travel industry. ) .
c) Cooling sand - Our sand has the confounding

ability to stay cool on the warmest days. You

In 2022 can lounge on it and walk on it, making our

The Aruba Effect was established: Aruba changes beaches the most relaxing in the world.

you within. d) Worry-free discovery - When these words
come together, you get a feeling that is

In 2023 uniquely Aruban. Ease, proximity, safety,

even potable water makes discovering the
diverse things the island has to offer a breeze.

The focus shifted on the lasting Effect: It stays

with you.
Discovering Aruba is how to discover yourself.
In 2024
. . Communications Framework
T_; € 70 bjective sought to %%ommun(?catlons Eramework was agalkrh used to ptays
with you?

unify the yearly plan by providing a blueprint for all

o ) S marketing channel roles (paid media, public
These insights pointed to two strategic shifts in

relations, influencer, email, etc.) and messaging
2024:

decisions at distinct moments of our target
o consumers' purchase journey. The framework
1. Position Aruba, through the Aruba Effect, as . . . .
informs decisions about the investment of time,

the most rejuvenating vacation destma’uon_ budget, and resources, in addition to helping guide
( Arubads ownable, different.i ?t ed v ksl on of

measurement of marketing effectiveness.
wellness).

5 p . hi | ) b In 2024 the framework included the use of new
' r oving 't ,,I s ¢charm y audlence segmentgroupﬁngspby |3ent?y|ng
unique value proposition:

_ ) _ moments when shared vacation and messaging
3) Hea"”9 Water i Aruba's water§ have mystical requirements could lead to budget efficiencies.
properties that have been healing locals and
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Creative Platform

The Aruba Effect
In 2024, the Aruba Effect creative platform
evolved in three ways to reflect shifts in strategy.

1. To position Aruba, through The Aruba Effect,
as the most rejuvenating vacation destination,
we used existing footage from our 2022 and
2023 productions to bring to life island RTBs
(reasons to believe) that prove the
rejuvenation power of Aruba - healing water,
cooling sand, Masha Danki culture, and
worry-free discovery.

2. The creative assets were tailored to the new
audience groupings - chillers, doers, and
pleasers. Each group was paired with the
island RTB most motivating to them:

A Chillers-i Best Beaches in
Water with mystical healing properties.
Crushed coral sand that stays cool to the
touch. Cooling trade winds that make the most
sunny days the most pleasant sunny days.

A Doers - fi Wo ¢freeyDiscovery. New tastes,
terrains, experiences, emotions, and cultures.

A Pleasers-i A Cul ture of
most inherently generous and gracious local
culture. Your family is our family.

3. Paid media was balanced with two brand
actions to not just say, but prove the
rejuvenating power of Aruba:

International Day of Happiness

The International Day of Happiness (IDOH) global
activation laid the foundation for Aruba to own
happiness amongst its island competitors. To
ensure that Aruba is the most synonymous island
with IDOH - we created & launched a fully global
campaign to launch The Language of Happiness -
the only language that everyone can understand,
no matter where you live or which native language
you speak

Ma s h

On IDOH, the world was taught a new language-
The Language of Happiness. Social-first content
and a long-form explainer video were created and
translated in multiple languages to post globally in
a synchronized effort on March20th, 2024.
Additionally, creators and celebrities who had
experienced Arubads
engaged to share what stayed with them from
their visits.

The initiative included earned media outreach,
with coverage seen in travel trade publications,
and partnerships with at-home creators Dean &
Caelynn Bell, Scott & Collette Stohler, Jeremy
Flores, and Martin Riese. Creator content and
media coverage drove to the dedicated Aruba.com
|l anding page home to

t hvge sdwal74i58 foeakciedior impressions, a

1.32% avg video view rate, 375 press release
placements and 195M+ press release
impressions.

Relaxathon
I n
headed to Paris to showcase their physical

Summer 2024, t he worl

prowess. But the worl

somewhere a little warmer, and definitely more
relaxing. Introducing the Aruba Relaxathon: the
worl dés most relaxing

worl dés most relaxing pl
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Participants from all corners of the globe came
together on Arubab6s Eagl e Be
ability to relax put to the test for a chance to be

named the world's best relaxer, hosted by legendary
snowboarder Shaun White. For one hour we
monitored each competitoros
throwing some fun surprises in along the way to

shake things up. Because when it comes to finding
rejuvenating comfort, no destination does it better

than Aruba.

The Relaxathon was a truly integrated event,
bringing together creative, creator, paid, earned and
owned media.

The event unfolded in three phases:

We used organic social We used creator, We created a teaser On premiere day, we
and earned outreach to earned, and our video asset through a hosted the long-form
inspire participation, celebrity partner, Sean partnership with Vox event content on a
offering a chance to White, to drive broad media to encourage tune dedicated Relaxathon
win a free trip to Aruba awareness of the event. in. hub hosted on
to take part in the thrillest.com, while
event. Shaun White posted
social content to drive
to the site.

Prior to the campaign, KPIs were set, and every discipline met or exceeded their performance
RESULT metrics.

A Our earned efforts secured 60 placements, 2.1B+ earned impressions.

A We partnered with 5 creators resulting in 65 pieces of content, with 494.8k cumulative
impressions, and 24.1% average IG reel video view rate.

A Our partnership with Vox Media achieved 18.35 M impressions, 90k+ page views, 16k+ clicks,
and exceeded 107% of the contracted goal reach.

A Paid social media efforts complemented the campaign with 16.24M impressions, 10.67% avg cpr,
3.45M YouTube views.
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Times Square Out of Home Activation

Peace was brought to the busiest place in the
worl d ATi mes Squareo wi
out-of-home experience that allowed passersby to
scan a QR code to choose the Aruba Effect of
their choosing.

The video ads would play based on the
experience the passerby selected, allowing
consumers to have control of what people were
viewing in the billboard capital of the world. The
massive bhillboards were in a prominent high traffic
position in the heart of Times Square, reaching
over a million people per day during their evening
commutes and exploration of NYC. This was a
huge reach play for ATA, generating up to 50
million impressions over the course of the flight.
This campaign delivered in full with strong
engagement of the out-of-home experience with
530+ visits to the microsite, exceeding
expectations.

2024 Paid Media Strategy

All strategic decisions for 2024 were grounded in
the Communications Framework including vendor
selection and audience targeting.

The plan engaged potential visitors with high-
impact content as well as unique storytelling
placements across multiple media channels and
re-engaged them with retargeting and
complimentary sequential messaging. Always-on
conversion focused tactics were active to capture
the heightened interest and encourage booking.

High-impact tactics were used to build brand
awareness and inspire interest among potential
visitors to the island, playing an important role
throughout the year, particularly in late Q3 and Q4
leading into the peak travel season. Increased
investment in media types like podcasts and
digital out-of-home, followed where indicators
showed growth in consumer usage and interest. In

contrast, less reliance was placed on media types
with decreased usage, such as the OTAs.

In September, a formal test was launched to
gauge whether increased investment in new, key
markets could make an impact in consumer traffic
and engagement on Aruba.com. Nashville and
Houston were selected based on demographic
data (segment distribution within markets, HHI
Rate), brand and travel factors (Aruba visitation,
airline capacity, competitive visitation), and media
factors (tourism and Caribbean marketing spend,
competitive set advertising expenditures,
Caribbean specific travel interest). The results
were strong in both markets; showing growth in
monthly sessions, engaged users, and active
users.
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Measurement

Measurement in 2024 remained focused on the
primary measurement tools, including the brand
study, recurring paid media and organic social
reports, and site traffic analysis. In addition to
these, the diversification analysis was introduced
in the first half of the year.

The diversification study was an analysis project
aimed at identifying potential opportunity markets.
To do this, historical market data was analyzed,
including paid media performance, island
visitation, competitive search interest, and market
demographics in markets
DMAs. The resulting model surfaced several
markets with strong indicators across the
datasets, identifying them as ready for additional
investment. Ultimately, the project led to the
campaign activation in Houston and Nashville.

Results & Tactical
Summary

Aruba.com

Website Performance and Traffic

Total U.S. site traffic reached 5.2 million sessions
in 2024, a 22% increase from 4.3 million sessions
in 2023. Among our traffic sources, Paid Search
and Paid Social saw the largest year-over-year
increases, at 50% and 78%, respectively. Organic
traffic also saw a 5% increase.

The top three most viewed pages were "Plan Your
Visit - All Inclusive,” "The Aruba Effect," and
"Traveler Health Requirements."” These were the
same top three pages as in 2023; however, the
"Plan Your Visit" page overtook "The Aruba Effect"
as the most viewed page this year.

"Plan Your Visit All Inclusive" 1 million views

"The Aruba Effect" 617,000 views

Traveler Health Requirements": 520,000 views

The pages with the highest year-over-year growth
were "Things to Do / Beaches & Coves" and "Why
Aruba - Families." Views for the "Things to Do"
page increased by 204%, while views for the
"Families" page grew by over 2,100%.

Top traffic sources for the year included Paid
Search (32%), Direct (26%), Paid Social (16%),
and Organic (18%). Paid media was responsible
for 2.6 million sessions, approximately 50% of
total traffic to the website, up from 1.7 million and
40% in 2023.

outside of Arubads
Market Delivery and Performance
The top five markets in terms of spend for 2024

core

were New York, Washington, Philadelphia,
Boston, and Chicago. These markets accounted
for 43% of the overall budget allocation, with New
York remaining at the top, capturing 20% of total
spend. Among the top-spending markets, Boston
continued to be the best performer, while
Philadelphia showed strong improvements from
2023, becoming the second most efficient market
in terms of cost per conversion.

Paid Social Media

In 2024, paid social media remained a key tactical
pillar. Meta was the primary advertising platform;
however, TikTok was launched as a new test
channel. Paid ads were again deployed across
Facebook and Instagram, using a variety of
engaging and impactful ad units, such as carousel
ads, videos, sponsored stories, and static panels.
On TikTok, the focus was on creator collaboration
content to foster deeper engagement with our
audience.

Several key changes occurred within paid social
throughout the year, with the most significant
being the launch of our new creative in April. With
this launch, the campaign targeting was
reconfigured to align with the Chillers, Doers, and
Pleasers segment groupings, which were aligned
with the new creative.
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Additionally, key age demographics were
prioritized by breaking out dedicated budgets for
the Millennial and Gen X audiences. These
breakout targets outperformed the previous
combined targeting structure.

Within Meta, spend was increased by 3% from the
previous year, leading to success in both
awareness and engagement on the platform. For
awareness, reach increased by 15%, and
impressions were up by 5%. For engagement,
clicks rose by 37%, and the click-through rate
increased by 31%. On TikTok, our total spend
delivered 49 million impressions, 201k clicks, and
15 million total users reached.

Paid Search

Paid Search strategy continued to play a
prominent role within the campaign approach and
remained the key tactic for capturing interest and
demand generated by other marketing efforts.
Paid search keywords triggered search ads
across Google and Microsoft search engines.

With significant changes to Google forecasting,
2024 was a year of adjustments, yet expectations
were exceededd so much so that it needed to be
re-forecast twice midyear. Looking ahead, this
resulted in early improvements across key metric
categories (2023 vs. 2024):

Conversions were up 41%

Conversion rate increased by 44%
Cost-per-conversion decreased by 45%
Search Impression Share grew by 33%
Cost decreased by 22%

Clicks were down by 2%

Impressions were down by 6%

In summary, improved use of the allotted budget
led to better results in nearly every Key
Performance Indicator, surpassing all goals and
ultimately driving more high-value site visitors via
Google and Microsoft Ads search ads.

Key optimizations leading to improved

performance included:

A Incorporating more headline and description
copy to earn more high-quality impressions

A Honing the keyword bidding strategy and
refining the keyword list

A Diversifying, expanding, and segmenting key
markets, allowing for greater control over bid
and budget efficacy

A Implementing values-based Bidding, where the
highest-value conversions were weighted to
allow in-platform bidding automation to better
target the highest-value landing page
engagements (e.g. lead scoring)

A Testing budget reallocation between search
engines to find the most valuable balance

Video

Over 240M video impressions were served in
2024 while continuing to prioritize premium video
ad inventory within streaming platform partners
like Max, Hulu, Disney+ and Netflix, and online
video placements via Meta, TikTok, YouTube,
programmatic partner IQM and Ink Global. These
partners showcased Aruba with high impact
placements in relevant streaming content and
delivered ads to a high-value audience.

NEW in 2024: Added TikTok based on its usage
growth of 20%-35% YoY across all our affluent
segments, and our high-value Doer segment
grouping exhibited positive sentiment towards
the platform. TikTok accounted for 20% of the
video impressions and 10% of the video
investment. YouTube shorts had a comparable
creative and targeting strategy to TikTok and a
similar user experience. Ink Global was included
to engage consumers while in-flight and enabled
Aruba to provide free inflight Wi-Fi on Jetblue
and American Airlines after watching our ad.
Both airlines have significant airlift in the
Caribbean.
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OTA / Metasearch

In 2024, key OTA and Metasearch vendors
continued to be used; running consistently on
Expedia, Priceline, Booking.com, Kayak and
TripAdvisor to keep Aruba top of mind during
searches. High-impact, top-performing ad units
were prioritized using high household income
targeting to reduce wasted impressions and
intercept Caribbean travel interest. Performance
variations across partners were again evident as
consumer habits continued to evolve with
increased preference for direct booking and cross-
platform shopping.

NEW in 2024: A shift in targeting was
recommended across all existing OTA
partners to broaden reach to all hand
raisers and reach all Caribbean searchers.

Display Banners

Display banners were deployed on various
websites using travel data and targeting criteria
from Adara, one of the few digital media
partners who harness, and leverage verified
travel data outside of OTA environments.
Partnering with Kargo expanded display
banner reach with its mobile-first ad approach.

Digital Out -of-Home

NEW in 2024: In October, we launched a
Digital Out of Home campaign within Times
Square showcasing videos of Aruba in

the most prominent way possible. These
digital boards utilized augmented reality
technology, prompting users to select

from six different Aruba experiences to
cast on large digital screens.

The partnership led to 1.2M 18+ impressions
daily, totaling 50M+ over the flight. Significant
engagement was also accomplished with over
2,800 scans and website visits.

Podcasts

High-value audiences were reached with podcast
producers, Spotify, Wondery and NY Times. On
Spotify, which has the highest usage of all podcast
platforms, impactful audio messages were paired
with companion displays banners to complete the
message.

NEW in 2024: Targeting criteria, powered by
artificial intelligence (Al) were integrated on
Spotify to dynamically insert ads based on themes
that hosts discussed, like wellness or travel. New
and historically strong podcast performers were
used, on the Wondery network, that provided
contextual relevance to build positive association
with the hosts and shows. A custom podcast ad
segment was | aunched wi
podcast, the 3rd most popular podcast in the US.

Native Advertising:

Native advertising mimics the look and feel of
digital news articles and delivers sponsored
content directly into news feeds. Partnerships with
Nativo continued, which provided an opportunity to
distribute long form stories and articles about
Aruba into highly-trusted news-adjacent
environments.

NEW in 2024: An enhanced targeting strategy to
reach all six segments with more creative
differentiation. Added further innovation by
retargeting off of video views with a sequential
display message.
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Custom Partnerships

NEW in 2024: Partnered with Bon Appetit and
Modern Luxury.

Tapping into Bon Appetit
culinary diversification through visual storytelling
and sensory-forward moments. Leveraged ASMR
style videos to immerse the audience with the

vi brancy of Arubads
sights and sounds. To support overall visibility,
reach and impact of the video content, a custom
Interactive Sensory Branded Native article unit
housed three videos and was seeded through

social amplification and fifteen seconds video

pre-r ol | across Conde Nast

Modern Luxury reaches a highly affluent audience
that has a discretionary income and desire to

travel. As a strategic foundation, the new luxury
video streaming network M/LUX was sponsored
and paired with impactful media that provided

brand awareness among its elite audience.
Wedding related content was leaned into early in
2024 with custom content
7 Reasons Why Aruba is the Best Destination
Wedding Local ebd
its site, social and email channels. All tactics
significantly overdelivered engagement rate
benchmarks.

I n |l ate 2024,
conveyed through branded content, boosted social
media posts via Modern Luxury handle,
Travel+Adventure category sponsorship and
added value, national editorial in its December
Arts & Culture issue. Garnering 8.4M impressions,
overdelivered pageviews and beat social
engagement rate benchmarks by ~70%.

cui s

amplifie

Arubadés Re

Public Relations

I n 2024 Arubads North
resulted in 9,969,502,612 media impressions and
$9t2,gl7 ’29I9'1e6vmaptR é/alu&. rA%v%eI{Ijas 8,665,293
social impressions and $3,398,314.47 in iValue.
Additionally, our paid social media activations
resulted in 18,780,713 paid social impressions
and 162,335 Aruba. com views.
ine through heightened
Compared to 2023, media impressions and PR
Value decreased by 4% YOY. This decline can be
attributed to a fewer number of brand acts
executed in 2024, given a shift in communications
r| or i-Pi egdand \?vtF
EaS|estJob attoovenirs, and the 5th Anniversary
of Aruba | Do, among others, garnered numerous
national syndications in 2023 leading to a spike in
impressions. In 2024, fewer activations in the
second half of the year and the strategic pivot of
Aruba | Do resulted in less coverage volume
holistically, leading to fewer impressions and PR
Value YOY.

As for cr%ator results, \Xlalug mcrease(?_ ba/ 52%
YOY Wh|Ie somal im pressmns decreased by 38%
YOY. Th|s can be attrlbuted to the number of at-
ﬂome creators produc&tg story- onlytcontenlt forS
key moments like International Day of Happiness
and Relaxathon, which typically generate fewer
impressions compared to Instagram (IG) in-feed
or Reel content Hollstlcally our creator partners
lperformed WeII above the mdustry slgandartyv Wlt?]
content garnering an average 24.16% IG Reel
video view rate (VVR), compared to the 18.46%
benchmark. The increase in iValue is a result of a
strong average engagement rate of 1.17%, in line
with the 1.18% industry benchmark.
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Additional key 2024 initiatives included:

A Celebrated the all-new Aruba | Do, ushering in
a new era for the event, shifting from the
Caribbean's largest vow renewal to its most
memorable. The event emphasized creating
lasting memories for couples and took place at
the historic Fort Zoutman Museum, honoring
the 200th anniversary of Oranjestad. Past
creator partners, Ken + Torireturned to The
One Happy Island to renew their vows and
bring their followers along for the journey.

A Unveiled the revamped Aruba Promise and all-
new Guest Guidelines to educate travelers on
how to be respectful and responsible guests
while on island. Completed through several
phases, Zeno worked alongside A.T.A. to
conduct stakeholder interviews, finalize key
messaging, create a partner toolkit and update
Aruba.com.

A Supported the ATA in its inaugural Autentico
culinary festival through talent partnerships,
earned media outreach, shifting the timing of
the culinary group press trip, and hosting a
group creator trip. Media from The Spruce
Eats, The Kitchn and Forbes, along with
creators Erica Noblecilla and Minne Nguyen,
visited the culinary festival and savored the
islandds vibrant food
Antonia Lofaso, Water Sommelier Martin Riese
and Mixologist Kate Gerwin hosted pavilion
booths, completed earned interviews, and
posted event content on social. These efforts
resulted in 1.2M+ impressions across earned
and creator workstreams.

A Leveraged seasonal news angles and trends
such as Valentineds
Sober October, and Black Friday & Cyber
Monday, among other timely moments, to
secure coverage in Forbes, TODAY,
NerdWallet and more. Additionally, the team

Day,

also highlighted business developments via the
2024 Product Development press release to
trade media. These efforts drove headlines and
garnered over 35 placements and 2.5B+
impressions.

In 2024, A.T.A. hosted seven individual press
trips and four group trips. Media from across the
US and Canada were invited to individual trips,
each focused on priority themes including family
travel, parental wellness and eco-conscious travel.
Group press trips were planned to support key
messaging pillars including culture, culinary,
wellness and weddings, with some overlapping
with tentpole moments such as Relaxathon and
Autentico. In total, press trips resulted in 51
placements, garnering over 1.6B+ media
impressions.

From a creator perspective, we worked with 24
partners to showcase all there is to see, do and
enjoy on the One Happy Island. In total, creators
shared 382 posts, resulting in 8.6M+ organic
social impressions.

As for paid social, 16 creators had their content
amplified. Utilizing a combination of their photo
and video assets, this amplified content resulted in
18M paid social impressions and over 162K
Aruba.com page visits. Overall CTR dipped

s dightty ¥ OY, dtettasnwvashekpected witl thee f
addition of a new optimization KPI in 2024 (video
views for IDOH and Relaxathon).

volunteer touri sm,
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Marketing Partnerships

In 2024, the A.T.A continued to strengthen its

strategic marketing partnerships across the

U.S and Canada, playing a vital role in driving

demand and engagement for Aruba. These

collaborations, carefully timed to align with key

booking windows, enhanced visibility,

maximized conversions, and reinforced

Arubaébés robust distribution
partners remained instrumental in connecting

suppliers, airlines, travelers, and travel

agencies, ensuring a steady and sustainable

market position for the island. These

partnerships collectively contributed 745,272

room nights, a 13.53% increase over the

previous year, additionally
YQY growth, further strengthening the

destination's economic performance.

A key focus with the COOP marketing
partnerships was diversifyi
beyond its award-winning beaches. Through

targeted marketing campaigns, the A.T.A.

successfully attracted high-value, first-time
visitors by highlighting Ar
markets. The island's reputation was reinforced

as a premier wedding destination, catered to

luxury travelers seeking wellness, adventure,

and authentic experiences, and positioned

Aruba as the ultimate family friendly getaway.

Additionally, culinary initiatives further

established Aruba as the Caribbeans most

diverse dinning destination. A standout

achievement in 2024 was the test partnership

with Capital One via Hopper, which led to a

significant increase in bookings from Capital

One customers, a successful
planned to build upon in the future.
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Airline Marketing

The airline marketing programs soared to new
heights in 2024, seamlessly combining creativity,
collaboration and data driven insights to solidify
Aruba as a top Caribbean destination. Strategic
partnerships with leading carriers: Jetblue,
American Airlines, United Airlines, Delta and Sun
Country helped drive route specific bookings and
inspire travel.

A multichannel approach was implemented to
expand reach, leveraging high impact digital
campaigns and targeted social media efforts on
Pinterest and Meta to engage Caribbean bound
travelers. Out of home activation with United
Airlines further
Nexto show, and a Good
broadcast from Aruba. Additionally, collaborations
with Delta SkyMiles and World Agent Direct
strengthened engagement with both consumers
and travel agents. In-flight advertising with key
airline partner JetBlue further enhanced the
customer experience. A high impact partnership
with American Airlines and AFAR introduced
curated performance driven itineraries that inspire
travelers from initial interest to booking, supported
by homepage takeover and destination spotlight
emails.

Coll aboration remained
success in airline and partnership marketing. By
evolving strategies, leveraging innovative tactics,
and maintain strong
position in the Caribbean is reinforced.

Sales

The N.A. Sales Team strategically covered key
national shows and regional events. Despite
staffing challenges, the sales team successfully
engaged in 139 trade and consumer shows,
reaching over 7,000 advisors solely through trade
shows. A major highlight was Autentico, where
culinary experiences took center stage for this
first-time event. Chef activation events were
successfully executed in NY, Montreal and

ampl i f i ©ue othe ;mosheffactiva ways goredugate e
M

t

Houston while additional events focused on
Romance, Wellness and Culture were scheduled
throughout the year.

Recognizing that many advisors now work
remotely and are selective about in-person
events, the team leveraged high-value
experiences to increase engagement. In major
cities, only premium locations and unique
experiences draw advisors. To address this, the
team incorporated destination-inspired activities
such as wine tastings, glass blowing, hands-on
cooking classes, and speakeasy gatherings,
creating a direct connection to the island.

advispis regaing/tirsi-pandneyperience. Thie U
hosted seven fam trips, bringing 54 advisors down
to the island. As a direct result, ten advisors
secured immediate bookings to Aruba upon
returning home reinforcing the impact of these
immersive experiences.

ACE

In 2024, 1727 advisors successfully completed the
Aruba Certified Expert Course, expanding our
network of certified specialists. Out of these, 1599
were located across the US while the other 128
were from Canada.

he foundation of
To encourage broader participation and increase
reporting, the rewards program transitioned from a

r el a top padwtion gayoyt to Multiplb arddem st r o ng

drawings each month per territory. This shift
allowed more advisors to win, with the goal of
boosting engagement and motivation. The impact
was immediate, with several advisors winning for
the first time fulfilling the initial goal. 372 advisors
reported 2014 bookings throughout 2024.

Data already shows 181 advisors reporting 928
bookings for 2025, indicating strong momentum
and progress towar dernt he
objectives.
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Trade Marketing A Dedicated webinars to provide in-depth
Consortia and Host Agency partnerships remain destination training
essential in reaching and educating key travel A Blog participation to highlight Aruba in unique
advisors. These partnerships provide access to ways
influential networks, including Virtuoso, Signature A Social media takeovers to maximize visibility
and Travel Leaders. A new partnership in 2024 and engagement
was established with The Wander Network, a host A Attendance at regional and national
agency founded by two leaders from Oasis conferences for in-person training and
Network. Through the partnership agreements, networking
multiple engagement channels were leveraged,
including: These partnerships continue
reach, ensuring that the island remains top-of-

A Email communications to advisors and mind for key travel professionals.

consumers

Camnaacla

The Canada market registered 70,852 tourist both trade events and consumer shows as well as

arrivals in 2024. This figure represented a growth hosting ACE dedicated events including a culinary

of 12% compared to 2023. Recognizing the event in Montreal. Canadad
increase in demand, key airline partners added also highlighted the luxury market including

the seats required and experienced record load Destination Weddings and Honeymoon segment.

factors. These impressive results represented the
mar ket s highest | evel o fThegrbwihbrademandarrtie €anadsammarket at
5% and positioned Can-ada caabeatributet @ thes salsseactidtiesdn market.

largest market behind the USA. Sales activities includes webinars, sales calls,
trade events, presentations, webinars including
Trade Marketing tour operator shows. As well as, the coordination
In 2024, the A.T.A maintained its comprehensive of multiple activities through the Spoiled Agent
coverage in Canada, mainly in the provinces of partnership, three dedicated ACE events, trade
Ontario and Quebec while strategically expanding conferences and one Canadian Travel Advisor
into the growth markets of British Colombia and Destination FAM trip. The market successfully
Alberta. The sales action plan for 2024 included engaged in 22 trade and consumer shows
generating leads, brand awareness, educating reaching over 3,800 Canadian advisors solely
travel advisors through sales calls, presentations through tradeshows. Furthermore, A.T.A. Canada
(webinars included), networking, participating in participated both in the Air Canada and Travel

Brands tour operator events.
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In 2024 the Canadian market remained focused
on the growing Romance market by attending
three romance shows. An article written by Travel
Writer Jim Byers stated that Toronto is the top-
performing North American origin city for
Romance travel to the Caribbean with arrivals up
23% YOY, this growth was largely due to an
increase in 15% seat capacity between Toronto
and the Caribbean.

ACE

There were 128 new Travel Advisor certifications

in 2024, with the total number of Canadian ACE
advisors certified totaling 3451. This success
reflects the programbs ¢
our sales calls, webinars, and dedicated
presentations, as well as the three dedicated

ACE advisor events held in Toronto and Montreal.

Further more, A.T.Ab0s col
Association of Canadian Travel Agencies (ACTA)
remains robust, with the ACE program being

linked to the ACTA website which streamlines
agent enrollment and communication.

Partnerships with Spoiled Agent and Travelweek
further extend the
the ACE program as part of its educational
program.

Canada Media Strategy

The 2024 Canada campaign ran in November and
December during a key booking window, and
delivered 34M total impressions. The campaign
focused on reaching the greater Toronto area and

pr ogr &anadg launeheddniNovemberi ¢ h

was guided by the same Communications
Framework used in the US portion of the
campaign. Similar to a year prior, YouTube was
used to create targeted awareness, Meta to
intercept traveler interests, and Paid Search to
encourage committing to a trip.

NEW in 2024: Tactics were strengthened with
high-impact video ads on streaming platforms and
debuted the use of TikTok to engage a new user
base. Both partners had seen success in the US.

ontinued integration into

Video tactics reached high-value audiences with
compelling storytelling. Paid Social media ad
placements were deployed on Facebook,
Instagram and TikTok, connecting specific
mesbagimng 4otour targetsyRaid feanchhwas used
to capture the attention of audiences seeking
Caribbean information on Google. Both Social and
Search accomplished strong click-through rates
over the two-month campaign period.

Similar to previous year, Paid Media support in

features
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Situational Analysis

2024 was the year to solidify the Latin America strategy,
diversifying Aruba's footprint in the region, growing in key
markets with long-haul flights such as Argentina, Brazil, Chile,
and Peru, but also maintaining its position in mature markets
such as Colombia and developing markets such as Ecuador.
In 2024, the Latin American market grew significantly by 38%,
with a market share of 13% vs. 10% in 2023, representing a
total of 174,895 guests from Latin America (excluding
Venezuela). Including Venezuela, this amounts to a total of
182,383 guests. This is a record result for 2024, with
significant increases in markets such as Argentina, Brazil,
Chile, and Peru, strengthening the commitment to attract and
receive quality guests to the island.

In 2024, Argentina (27,418 visitors) and Brazil (17,360 visitors)
emerged as the second and third top-performing markets,
boasting growth rates of 45% and 24% against 2023,
respectivelyd and surpassing the targets set for 2024 by 22%
in Argentina and 16% in Brazil according to the optimistic
scenario outlined during the year.

This achievement is the result of the improvements in
connectivity in the Argentinian market, mainly with Copa
Airlines and LATAM Airlines, but also the increase in
advertising levels both in trade and consumer actions.

The contribution from the Chilean market was positive,
welcomed 14,187 visitors, an increase of 68% compared to
2023, mainly attributed to increased capacity and available
seats with LATAM Airlines, improved air connectivity with
Copa Airlines, increased advertising funds and stronger
consumer actions.
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Furthermore, the Colombian market maintain its
position with a 25% growth compared to 2023,
hosting 65,583 stayover visitors, solidifying its
importance in the Latin market and being the
country with the highest volume of passengers
arriving. This is mainly attributed to the launch of
the direct Medellin-Aruba route with Avianca, an
attractive average fare for consumers and a high
travel intention to the destination.

Ecuador has shown continued growth with
remarkable results of 47% compared to 2023,
attracting 11,251 visitors. These figures are the
result of the collaborative work with the operators,
increasing the investment of cooperative
agreements by 67% and the presence of a
commercial figure to represent and develop the
business in the market.

In 2024, Peru demonstrated an outstanding
performance, by welcoming 19,809 visitors, and
as a result achieving a remarkable 166% growth
compared to 2023. This success can be attributed
mainly to the launch of the new direct Lima-Aruba
flight with LATAM Airlines and its increase in
frequencies during the year from 3X to 5X weekly
with an average occupancy rate of over 80%.

Regarding, Tourism Receipts, the Visa credit card
data, the average on-island spend for markets
such as Brazil and Chile scored the highest,
reaching up to $835 per Visa credit Card holder
for visitors from Chile and up to $685 per Visa
credit Card holder for visitors from Brazil. Making
these markets attractive for further growth and
expansion do to its positive economic impact.

Airlift

In 2024, the Latin American market saw
substantial growth, adding an estimated total of
356,620 seats, marking a 25% increase compared
to 2023, and load factor levels in the region up to
77%, increasing 1pp vs. 2023. This growth was
fueled by the new direct LIM-AUA flight with

+—

LATAM Airlines started by the end of 2023 and an
increase in frequencies with the same airline
during 2024.

Avianca, despite the no significant growth,
maintains its leadership position in the market with
37% market share, being the airline with the
largest capacity and availability of seats to Aruba
132,638 compared to Copa Airlines which is the
second major player with 103,033 seats. In June
2024, Avianca began operations in Medellin with
two high-season flights connecting to the
Argentine, Chilean, and Peruvian market,
achieving an average load factor of 63%.

In 2024, Copa Airlines increased its weekly flight
frequency to 10x and sustained an approximate
85% load factor throughout the year. Remaining
the second-largest carrier for Aruba, Copa held a
strong position in long-haul flights, with 16%
ethnic travel and 84 % tourist travel, maintaining a
29% share in 2024.

Wingo increased its operation to Aruba in 2024 by
9% vs. 2023, due to increases in Medellin and
Bogota moving from 2x weekly frequencies to 3x
during high season. Wingo as a developing airline
maintains its market share at 24% being the third
most important player for our business.
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SARPA 569
AVIANCA 9 122.384
COPA 7-9 82.538
BOG & MDE 2 - 3
WINGO CLO 3 high I 76.846
LATAM 3 (DEC) 2.277

GOL
TOTAL SEATS 284613

In 2024, Gol Airlines introduced a new route in
Brazil serving the SAO-AUA direct route with a
load factor of 76% for the first two months of
operation, focusing efforts not only on the
Brazilian market, which represents 70% of the
flight, but also on the Argentinian market, which
has a share of 18%. Likewise, the direct channel
represents almost 66% of sales, and tour
operators and online travel agencies 59%,
focusing investment efforts on both this point of
sales.

Latin America Strategy 2024

n 2024, A.T.A.'s marketing strategy focused on
creating a full-funnel experience aimed at
increasing visibility in key and emerging markets,
strengthening consideration in more mature
countries, and driving conversions through
performance-oriented campaigns. This strategic
approach delivered outstanding results, with a
121% increase in
to 2023. Additionally, brand awareness grew by
35.1%, reaching over 41,038,711 people across
the region. Destination consideration saw a
significant boost, with 11,582,948 sessions on
Aruba.com. At the same time, relationships with
partners were strengthened through offers that
generated more than 118,884 outbounds, marking
a 13.72% increase compared to the previous year.

Throughout the year, the brand maintained strong
media visibility with campaigns aligned with the

Ar ubaobs

FREQUENCY
WEEKLY

SEATS 2023vs. 2019

BOG: 11| MDE: 4 132638 8%
10 - 11 103.033 25%
BOG: 3 -2 | MDE: 3
Lo ZEDEC) ! 83.810 9%
4-5 35.798
3 (DEC) 1.341
TOTAL SEATS 356.620 25%

full-funnel strategy, including:

A Equity (Branding) +134% in reach vs. 2023

A AON (Consideration) +89.2% in sessions vs.
2023

A Bigplays (Outbounds) +13.7% in outbounds vs.
2023

The Aruba Effect Reached Every Corner
In 2024 for the first year, A.T.A. Latin America

i mpl emented the creative co
Effecto redefining it for t
connected the islandbs attr

happiness found in every corner, thus seeking a
more emotional connection with our audiences,
which allowed us to establish a closer and more
effective bond.

In addition, we embraced a personalized
messaging strategy, tailoring our content to reflect
the raudticuktual idertity @f thé regop. Wp adapeed
our messaging to match the language and unique
characteristics of each country. A great example

of this was our Father 6s Das
| ocal insights shaped stori
Arubabo.
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From Data to Travelers: The Secret Behind

Our Success

Throughout 2024, we built various audience
segments with a strong focus on aligning with the
user profiles we aim to attract to the island.

Embracing the use of data, we gathered
remarketing audiences through Google Analytics
and our Data Management Platform, "Loop". This
allowed us to segment our audiences into six
different strategies, optimizing campaign impact

and aligning with specific objectives.

A

A

Market-Based: Tailor our messaging by
country.
Content Interest: Increased Click Through
Rate levels by more than 4 percentage points

compared to 2023.

Bi g Pl ays WeGfenhgagedusers
who visited Big Pl ays
outbounds.

Lead Audiences: Converted data points into

remarketing audiences.

Lookalike: Expanded campaign reach by over
80%.

Engagement: Users interacting with our social
media demonstrated a strong interest in
traveling to the destination. This led to a 27%
increase in engagement and interest compared
to other audience types.

Growing at Every Stage: Winning Campaign
Strategies

In 2024, we implemented standout campaigns that
significantly boosted brand recognition and
strengthened audience engagement. These
campaigns followed a structured conversion
funnel, moving from branding to consideration,
and conversion, ensuring impact at every stage.

Equity: Increase reach by over 127% vs. 2023.

The goal was to engage users who matched our

target

profile but

By encouraging interaction with our digital

wer enot

channels, we seamlessly brought them into our
conversion funnel.

Always On: Focused on users already familiar
with the destination or considering Caribbean

travel We
attractionsd its beaches, culture, cuisine, and

highlighted

unforgettable experiences. As a result, the KPI for

sessions grew by more than 69% compared to
2023.

Big Plays & Mini Big Plays: Over the years, w
have refined this conversion-driven strategy
(outbounds), leveraging audiences impacted by

e

Equity and Always On campaigns. This approach
increased new conversions by 13%, offering high-

potential incentives to motivate travelers to visit
the island.

allowed us to be present during key moments like

Fatherdés Day,
International Happiness Day. These emotional

Mot her 6s

connections resonated with our core audiencesd

families and couplesd leading to a 31% increas

e

in brand engagement compared to previous year.

yet considering
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Marketing Activities

Aruba.com

In 2024, the Spanish version of Aruba.com (ES)
became the primary driver of growth for the
global platform, contributing 11,258,674
sessions, an 87% increase year-over-year and a
138% improvement against KPIs. This success
reflects a focused strategy combining content
optimization and a strong emphasis on
conversion-driven campaigns for 7 months of the
year. These campaigns were designed to reduce
on-site time while increasing outbound clicks,
aligning with the year 6s
boosting direct conversions.

The organic traffic to the Spanish site saw
significant growth, 28% sessions with an
impressive 4 minutes 8 seconds average
engagement time and a 19% bounce rate. This
success was driven by the creation of 160 new
content to enhance accessibility and relevance
for target audiences. These efforts highlight the
critical role of strategic content creation in
attracting high-quality traffic and fostering deeper
engagement.

The Brazilian market Aruba.com (BR)
maintained steady traffic levels, with 324,274
total sessions. However, significant
improvements were observed in the quality of
sessions, reflecting the effectiveness of efforts to
attract higher-value users and improve
engagement. The focus in Brazil remained on
enhancing user quality over quantity, particularly
through organic channels. The low bounce rate
and high session duration on organic traffic
underscore the relevance of the content and its
alignment with user needs. Big Play campaigns
further supported engagement and outbound
click strategies, continuing the success of
previous year with a 155% growth.
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Social Media

In 2024, social media content strategy centered on
inspiring, aspirational, and organic content
designed to evoke the "Aruba Effect" among
travelers. Video formats continued to dominate
digital platforms, with a significant rise in the
consumption of vertical, short-form content.
Collaboration with the SEO team ensured
strategic use of keywords to optimize visibility in
TikTok's "For You" search algorithm.

Each platform and region demonstrated unique
characteristics. For instance, in Brazil, native
content with localized tips and Al-generated music
featuring Brazilian rhythms helped build affinity
between the Aruba brand and its audience. In
Latin America, the focus was on providing
valuable travel insights and aligning with
emerging trends.

Platform Performance Overview:

Instagram

Instagram remained the primary platform for
@arubabonbini and @aruba_br, fostering
connections with trendy content, travelers, and
influencers.

A Engagement rates: 4.6% (arubabonbini) and
6.17% (Aruba_br), significantly outperforming
the global tourism industry benchmark
(1.41%*).

A The Latin American market saw a +137%
increase in engagement compared to 2023,
while the Brazilian market recorded a 1-point
year-over-year (YoY) increase.

Facebook
User-generated content resonated strongly on
Facebook:

A Brazilian account: 1.73% engagement rate,
381,846 organic reach (+8% YoY).

A Latin America account: 3.6% engagement rate
(+137% YaY), with 703,520 organic reach
(+2% YoY).

Both accounts surpassed the global category
average engagement rate (*0.27%).

TikTok
TikTok experienced remarkable growth in 2024:

A Arubabonbini: 16% follower growth, 622,475
organic interactions, and 20,951,173 views.

A Aruba_BR: 32% follower growth, exceeding
362,000 views.

Engagement rates: Brazilian account (8.4%)
exceeded the global tourism industry benchmark,
while Latin America (4.9%) fell slightly below the
average despite high viewership, warranting
further optimization.

ECRM

In 2024, eCRM remained a key communication
channel for the Latin American market, with an
impressive delivery rate of 99.5%. The open rate
was 31%, slightly below the previous year (34%
2023). However, the number of emails sentin
2024 more than doubled compared to the previous
year. The click-to-open rate (CTOR) was 3.2%,
and the click-through rate (CTR) stood at 1%,
which are in line with industry benchmarks.

The focus for the year was on lead generation,
maintaining audience engagement, and
minimizing list attrition. Campaigns like
newsletters, blog promotions, and BigPlays offers
were pivotal in achieving these goals. The
personalized content strategy successfully kept
the audience engaged.

ANNUAL REPORT 2024 47




CHAPTER 6 Marketing& Promotions +

Public Relations
In 2024, Latin America PR accomplished a PR
Value of $63,024,606 a remarkable growth of 30% CUNIRO) F RO ISR SRR
compared to 2023 (PR Value $49,916,150.51) and Influencers 69
versus regional target it surpassed the goal with
153%. Aruba made a substantial impact by
generating 2,187 news that resulted into Engagements 1,400,000
1,918,022,721.22 impressions across Latin
America's media outlets more than 15.63% vs.
2023. In terms of the quality of the media 41% of lvalue $ 9,000,000
the notes were in Tier 1 media, 37% in Tier 2 and
22% in Tier 3. In terms of press & i-trips, the
A.T.A. hosted 34 trips divided into press and Key PR Highlights of 2024
content creators from the region. Argentina

Portsaid's production achieved extensive visibility

PR VALUE 2024 across key cities, including Buenos Aires,

Coérdoba, Mendoza, Rosario, and Mar del Plata.

Post 1,314

Reach 25,800,000

0, . .
COUNTRY PRVALUE /oS, 2023 The press trip featuring Flor de la V generated a
Argentina $ 8,889,670 +41% PR value of $1,351,186.
Brazil $ 47,607,953 +23% Brazil
Chile $ 906725 +40% Key initiatives included the launch of "The Blue

Lizard Effect,” Happiness Day celebrations,
Colombia $5,099,825 +36% "Follow the Beach Copacabana," the
announcement of the Gol flight, and Ana Furtado's
press trip. These actions resulted in a total PR
value of $13,000,000.

Per $ 753,907 + 56%

Latin America

Blue Lizard $ 2,500,000 +2.5M%
Effect
TOTAL $ 65,758,080 +320% Colombia

Highlights of the year included the Bogota Eats, a
co-branding collaboration with Bohio Playa, and
Influencer strategy 2024 changed in terms of type the "Blue Lizard Effect” campaign. These efforts

of influencers, instead of celebrities and macro collectively delivered a PR value of $491,823.

towards micro and mid with focus in niches. Aruba

hosted 42 influencers, 12 journalist-influencers Peru

and worked with 15 content creators to push Milestones included the Aruba Carnival in Lima,

regional campaigns: Aruba Happiness Filter, Blue  which generated a PR value of $52,000, and the

lizard effect and Happiness Day. launch of "El Oraculo de la Felicidad," an editorial
product encapsul ating Aruba

The Influencer Value (I-value) was $9Million and happiness tool. This campaign achieved a PR

the total reach was 25,8M, the decrease of 63% value of $125,457.

and 41%, respectively from 2023, was aligned
with the strategy. The influencers managed to
generate 1,314 posts tagged @arubabonbini and
@aruba_br, a total of 10.3% more than in 2024.
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Chile

Aruba secured strong television exposure through
appearances on Canal 13 and 13C with La Gracia
de Viajar Conmigo and Siempre Hay un Chileno,
Me g avlamndoAndo, and TVNOs
Todos. These efforts generated a PR value of
$310,104.

Regional

The Blue Lizard Effect was the project of the year.
This co-produced and co-created branded content
was the first of its kind, featured on Max and
Warner Bros. Discovery channels (Warner, Travel
Channel, Discovery, and TNT) across Latin
America, the Caribbean, Europe, and the U.S.,
aired in 46 countries. The four-episode docuseries
achieved 2,5M in PR Value, 144,400,000
impressions and reached 37,000,000 people
through digital and offline content, with 1,000,000
viewers via television. According to Max's study,
79% of viewers expressed a desire to visit Aruba
in the future. Through captivating stories of
islanders, music, and the "Aruba Effect," the
docuseries effectively conveyed the essence of
Aruba as a destination.

Trade
By 2024, 46% of bookings were made through
travel agencies and tour operators, reinforcing the

importance of this point of sale in the region and in
the promotion of our product.

Considering the relevance of this channel, the

Btategyavas tdxdntinsie sales training and

developing relationships with travel agents,
wholesalers, and the tourism industry.
Additionally, some new initiatives were introduced,
such as opening up commercial activities in
Ecuador, resuming MICE actions in the
Colombian and Brazilian markets, and
participating in trade events and fairs.

These efforts were carried out in collaboration with
an Aruba delegation, resulting in a total of 1,045
sales actions in the region with +62,000 people
reached, an increase of 79% vs. 2023.

Some of the most significant trade fairs and
events in Latin America included: Vitrina Turistica
de ANATO in Colombia; WTM and MICE events in
Brazil, an extraordinary event for the launch of the
direct SAO-AUA flight with Gol Airlines; an event
to recognize the work of tour operators during
2024 in Ecuador; FIT and ECTU in Argentina.

Commercial Calendar 2024

NEW

a\ O Ngrtetng
< MEETING
@
JAN FEB MAR APR MAY JUN JUL AUG SEP ocT NOV DEC
o \/cox OMBIA \/cm OMBIA  coLomsia _ /cot OMBIA
3] Vitrina Anato Copa Colsanitas 5‘“::‘ New Avianca Bogots EATS
igl
 arcenting v
°<‘ ECTU Activation Sky FIT FITPAR
in Bariloche
5 Cine Weken Visit to the market. Visit to the market
o Forim/ Panrotas  WTM + MICE Event New Gol ABAV Visit to the Event New
Abav Travel flight market + Festuris  Gol flight
w /PERU JPERU ‘ERU /FERU JPERU
& APAVIT Wedding Fair  Visit to the Visit to the market AvIT
market
JECUADOR \/Ecunnon

EVENTO

ECU

Visit to the
market
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Events and sponsorships

In 2024, the A.T.A. took part in exclusive events
that drew a large number of high-value visitors to
Latin America:

Colombia
Participated in Copa Colsanitas, a high-value
sporting event, reaching over 19,000 people.

Argentina
Ski event to promote Aruba to a niche audience
with high spending.

Chile

First time participating in Cine Wiken, an outdoor
experience with +20,000 people of high
socioeconomic level impacted.

Brazil

Follow the beach Copacabana, an event to
connect the importance of beach tennis in Aruba
with the practice of this sport in the Brazilian
market, with an impact of +12,000 people.

Marketing Partnerships

In 2024, 63 COOP agreements were signed with
TOs (Tour Operators) and OTAs (Online Travel
Agencies), growing 19% vs. 2023. These efforts
contributed approximately 51.000 visitors for the
market, which represented 34% of total
passengers for the year. The main focus of these
actions was on direct clients through online and
offline advertising. Other important initiatives
included training for the main travel agents of the
tour operators, branding offices, and sales
incentives.

During the year, the A.T.A. organized 11 FAM trip
groups for the Brazilian, Chilean, Colombian, and
Peruvian markets. Additionally, in the second
edition of the Global Tourism Conference, A.T.A.
Latin America had a delegation of 32 wholesalers
from its main markets present and 3 airlines,
LATAM, Copa, and Gol airlines, highlighting a
workshop to promote the launch of the new direct
GRU-AUA route with Gol.

ANNUAL REPORT 2024 50




Situational Analysis

In 2024, European outbound travel to the
Caribbean faced a challenging landscape shaped
by economic and geopolitical factors. The EU
market registered a total of 69,480 tourist arrivals,
reflecting a 6.4% decrease from 2023. This
decline was influenced by persistent inflation,
which averaged 2.4% across the Eurozone, and
rising operating costs for airlines, driven by high
interest rates, elevated jet fuel prices and
increased labor costs. Despite a modest increase
in purchasing power,
capita, higher travel costs led European travelers
to adopt a more cautious approach, prioritizing
value for money and opting for shorter stays and
budget-friendly accommodations.

In 2024, Amsterdam's Schiphol Airport
experienced significant operational changes
aimed at improving efficiency and sustainability.
The airport introduced a cap on annual flight
movements, reducing the total to 452,500, nearly
10% below pre-pandemic levels. This measure,
designed to address noise pollution and
environmental concerns, faced criticism from
airlines and industry groups, who argued it could
hinder growth and limit capacity for leisure travel.
Despite these challenges, Schiphol maintained its
position as one of Europe's best-connected
airports, with 301 direct destinations. However,
the restrictions on flight movements and
operational hours likely impacted the availability
and scheduling of outgoing leisure flights,
prompting travelers to adapt to the new
constraints

av e

CHAPTER 6

EUrep®

Despite the challenges, compared to 2023, the
travel landscape in 2024 showed both resilience
and adaptation. While the overall number of
European tourists to the Caribbean decreased
slightly, there was a noticeable shift in travel
patterns. The demand for vacation rentals and
alternative accommodation continued to rise,
driven by increased availability and cost-
effectiveness. Specifically, Aruba saw a slight
decline in European arrivals, attributed to changes
i aigservicg availabllity 2n@ omppetition from
robust North and Latin American markets. Despite
these challenges, Aruba maintained a strong
presence on shared flights (with Bonaire and
Curacao), securing 50% of seats on KLM and
48% on TUI Netherlands flights.

The ltalian travel industry continued to recover
from the pandemic, with growth in both medium
and long-haul travel. However, economic factors
such as inflation and rising fuel costs led many
Italians to plan shorter trips and opt for alternative
accommodations. In Germany, economic
pressures and operational hurdles created a
challenging travel environment, making it difficult
for travelers to plan and secure long-haul
journeys. Conversely, Aruba catered well to
affluent Swiss travelers, who embraced
spontaneous, premium travel experiences despite
high-cost pressures and currency volatility.
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Key takeaways for the coming year include a
steadfast demand for travel, the popularity of sun
and beach holidays, continued digital
transformation in travel booking, and a focus on
sustainability. Data from the YouGov 2024 Travel
Insights Report indicated growing interest in high-
end travel, particularly among older
demographics. For example, despite rising living
costs, 27% of Britons (UK) were willing to pay a
premium for luxury accommodation, with beach
holidays being the most appealing.

On an operational level, the A.T.A. Europe team
experienced some significant changes in human
resources and in-market representation. In June,
the UK Country Manager resigned and was
replaced by a full-service PR and Marketing
agency, LOTUS, which started in September. The
Sales and Marketing Manager Europe resigned in
September, and the A.T.A. managed to recruit a
new candidate who will start in 2025. Additionally,
a new FTE position, Jr. Sales & Marketing
Executive, was recruited and started in
September. Although these changes needed time
for new team members to settle and get
acquainted with the work in 2024, A.T.A. Europe
will have a dedicated team to tackle 2025.

Overall, the main challenge for the European
markets in 2024 was, and will still be in 2025, the
retention of direct flight connectivity from Europe
to Aruba.

Airlift

At the start of 2024, Europe had a respectable
number of direct flights from Europe into Aruba
with three different airlines. Daily flights departed
from Amsterdam with KLM, shared with Bonaire.
There were three weekly flights with TUI
Netherlands, shared with either Bonaire or
Curacao, and one weekly flight with British
Airways shared with Antigua.

The overall seat capacity on KLM in 2024 was 8%
lower than in 2023 (8,361 seats), which could

explain the increased load factor from 82% to
89%. KLM faced significant challenges due to
political and social pressure on Schiphol to reduce
the number of flight movements. This affected
their connectivity within Europe into Amsterdam,
impacting incoming traffic from Italy and, to a
lesser extent, some German hubs. The most
affected routes included:

A Amsterdam Schiphol to Rome Fiumicino
(KL1602): High disruption rate.

A Amsterdam Schiphol to Edinburgh (KL926):
Significant delays and cancellations.

A Amsterdam Schiphol to Manchester (KL1033):
Notable percentage of cancellations.

A Amsterdam Schiphol to Leeds Bradford
(KL1023): Delays and cancellations.

These cancellations were primarily due to the
reduction in runway capacity at Schiphol,
especially during peak hours. The airport had to
limit the number of arrivals during these times to
ensure safe and stable operations. The UK routes
were considered less important due to the
availability of the British Airways flight from
Gatwick to Aruba.

The performance on KLM flights from a share of
seat perspective started slowly, with an average
share of 44% from January to May. As of June,
the A.T.A. Europe teams increased their efforts,
resulting in an average performance of 55% share
of seats. By the end of 2024, the average share of
seats to Aruba compared to Bonaire was 50%.

TUI Netherlands focused on holiday package
sales on their flights rather than ticket-only sales.
Due to the change in demand for more alternative
accommodation and the fact that hotels in Aruba
no longer offer contracts and fixed (European)
rates, there was pressure on the package
business model applied by TUI. They indicated
that even though the flights had high load factors,
their profitability was low.
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British Airways struggled to fill the back end of the

plane due to a lack of attractively priced mid-range

hotels on Aruba. Where in the past hotels such as
the RIU and the Divi All Inclusive would carry the
volume to fill a flight, this was not the case in
2024. Although the premium classes on board the

British Airways flights were selling well, the overall

profitability of the route to Aruba was low. In the
summer of 2024, BA management decided to
cease operations as of the end of March 2025.

Branding & Advertising (Paid media)
In 2024, the A.T.A. collaborated with DEPT® to

implement a strategic paid media approach across

European markets. This evaluation provides
insights into the performance, key learnings, and
future recommendations based on the year's
activities.

Strategy Overview
The 2024 strategy focused on optimizing budget
allocation, targeting peak travel moments, and

enhancing channel tactics. Key elements included:

1. New Market Scoring Approach: Markets were
ranked based on core criteria such as
willingness to travel, costs to advertise,
audience coverage, and growth targets. The
Netherlands and the UK received the largest
share of media, followed by Italy and
Germany, with Switzerland and Belgium
receiving the smallest allocations due to their
smaller audience sizes and less ambitious
growth targets.

2. Focus on Peak Moments: Campaigns were
aligned with peak travel periods, running
awareness and consideration flights for 2-4
months depending on market importance.
Budget distribution was based on expected
impact and advertising costs, with a
continuous search layer to capture consumer
demand.

3. Clear Channel Tactics: Defined targets per
market and channel, with improved monthly

evaluations to identify gaps and focus points. This
approach ensured a clear view of channel
performance and necessary adjustments.

Performance Evaluation
The 2024 paid media activities yielded mixed
results across key performance indicators (KPIs):

A Impressions and Video Views: Impressions
were slightly below target (-7%), indicating
acceptable CPM levels. However, video views
lagged behind the annual target by 12%,
highlighting the need for refreshed video
content to boost engagement and view-through
rates.

A Sessions and Outbound Clicks: Sessions
exceeded forecasts by 39%, driven by lower-
than-expected CPCs, especially in non-
branded search. Conversely, outbound clicks
were 35% below target, with notable
underperformance in the Netherlands due to
lower conversion rates.

Market-Specific Insights

A Netherlands: Despite a significant budget
allocation, outbound clicks were below target,
necessitating a review of conversion strategies.
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A UK: Achieved strong session growth but faced
challenges in video engagement.

A ltaly and Germany: Balanced performance with
budget reallocations impacting overall results.

A Switzerland and Belgium: Smaller markets with
focused campaigns, showing potential for
growth with targeted efforts.

Key Learnings

1. Measurement Challenges: GA4 attribution
issues highlighted the need for improved data
practices and alignment with global teams.

2. Creative Refresh: Ad fatigue in social and
programmatic channels underscored the
importance of regularly updating creatives to
maintain engagement.

3. Channel Budget Revisions: Adjusting channel
budgets based on both external and internal
data will enhance future allocations.

4. Exploring New Channels: Expanding the
channel mix to include 3-5 channels per
market will maximize audience coverage and
performance.

Conclusion

The 2024 paid media strategy for the European
markets provided valuable insights and
highlighted areas for improvement. By addressing
the identified challenges and leveraging key
learnings, the A.T.A. can enhance its paid media
efforts in 2025, ensuring sustained growth and
visibility across European markets.

Sales

In 2024, the travel trade continued to play a pivotal
role in promoting Aruba across Europe. The
A.T.A. focused on engaging travel agents through
extensive training and incentives, resulting in a
record demand for trade events and destination

updates. Supported by the private sector, our
strategy led to a packed sales calendar, with
A.T.A. successfully training and engaging 4,800
travel agents across all marketsd a 71% increase
from 2022. Notable markets included the UK with
1,563 agents and The Netherlands with 1,130
agents.

In 2024, ATA lItaly significantly boosted its sales
efforts through participation in three major industry
trade shows (Buy Latin America, BIT, and TTG),
organizing two fam trips and a national roadshow,
and collaborating with nine Italian tour operators,
one GDS, and four TA networks. These initiatives
resulted in 1,400 sales contacts.

ATA GS also trained over 620 agents in person
through various events and webinars, while
external e-learning through FVW certified 166
agents in 2024, with more certifications continuing
into 2025.

Additionally, between September and December
2024, 335 agents in the UK were trained through
sales calls, training sessions, roadshows, and
webinars, focusing on luxury and Caribbean travel
specialists in key UK areas.

In the Netherlands, ATA trained and engaged with
1,595 travel agents, a 41% increase from 2023,
and collaborated with trade magazines to keep
Aruba top of mind. Key events included the Travel
Counsellors Conference, JIJ & KLM trip, and
Masters of Expo lunch.

In Belgium, activities included a sweepstake with
TravelWorld and an Aruba Culinary Night in
Ghent, engaging 225 travel agents in total.

B2C Initiatives
For B2C, A.T.A. partnered with TUI, participating

in the annual Vakantiebeurs consumer show (The
Netherlands), and organizing the Aruba Romance
Experience during Val
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We engaged directly with consumers at small fairs
organized by TUI retail shops and at luxurious
events like the Society World event, where we left
a lasting impression on over 600 attendees with
signature Aruba Ariba cocktails.

In Italy, participation in industry trade shows, fam
trips, and collaborations with tour operators and
travel agent networks resulted in 1,400 sales
contacts. ATA GS trained over 620 agents in
person and produced 166 certified agents through
e-learning.

Key sales events in other markets:

A Germany: DERTOUR Summer Lounge,
reaching 230+ agents.

A Switzerland: AGK (CTO) Roadshow, reaching
around 100 agents

A UK: The Major Travel 50th Anniversary event
allowed the ATA UK team to interact with 171
travel agents.

Marketing Partnerships

In Europe joint marketing campaigns with partners
are still important, as these help in achieving high
rates of reach with the desired consumer
segments. Through these partnerships the A T.A.
can also stretch each marketing dollar (Euro) due
to the media buying power of the partner in
questions. Apart from this, in Europe still many
consumers like to book via Tour Operators and
Travel Agencies because of the buyer protection
they offer.

The largest campaign in the Netherlands was with
TUI, a year-round marketing initiative that included
digital, radio, TV, and print media, along with
activities targeting travel agents. TUI remains the
largest producer for Aruba, holding approximately
40% market share.

For the German-speaking markets, the REWE
group, including DERTOUR, Meiers Weltreisen,
and Kuoni, emerged as the largest partner for
Aruba. Their campaign focused on pushing winter

bookings. The growth in arrivals from Switzerland
was due to strong partnerships with KUONI
(REWE group) and Knecht Reisen.

The A.T.A. had significant marketing partnerships
with KLM and British Airways. The British Airways
campaign, executed with British Airways Holidays,
focused on promoting packaged sales but ended
in September 2024 due to the cessation of flights
in early 2025. The KLM campaign, aimed at
selling tickets, ran year-round in the Netherlands
with a special Q3 focus on Germany and
Switzerland.

Highlights of 2024

In Italy, Among the most significant, the
partnership with Alidays included the "Invasione
della Felicita" campaignd an incentive initiative
that involved sending branded promotional
materials to create a "happiness oasis" in 100
Italian travel agencies. A.T.A. UK executed 10
Co-Op marketing campaigns with key UK
partners, focusing on boosting sales through the
British Airways route. Notable campaigns
included:

A Hays Travel: boosted sales by 25%, achieving
an estimated ROI of 9:1.

A TravelUp: increased bookings from 65 room
nights in 2023 to 465 in 2024.

Following British Airways' decision to discontinue
the Aruba route, the UK strategy pivoted in Q3 to
promote KLM flights, focusing on main hubs like

London, Birmingham, and Manchester.

Conclusion

Despite the evolving landscape of tourism and
travel, Tour Operators remain vital partners for
Aruba. Through strategic marketing partnerships
and campaigns, Aruba continues to enhance its
reach and appeal across various markets,
ensuring sustained growth and visibility.
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PR & Communications 2024

The Global PR & Communications strategy is an integral

part of the Marketing Communications Framework and
plays a role in the fAfeel ito
2024 PR & Communications strategy the A.T.A. set forth to
share its niche content amongst other through PR &
Communications efforts with each market focusing on the

most relevant niches for their respective markets.

As part of its plans for 2024, the A.T.A. set out to find a new
way to measure its PR efforts.

A measurement pilot was conducted for North America,
looking at other ways to measure media/ad value. Together
with the Zeno measurement team the A.T.A. agreed on a
few metrics it wanted to look at and started the respective
pilot in Q3. Based on the 2024 results, the pilot will be
extended to all regions in 2025.

In 2024 the A.T.A. expanded and enhanced its niche

content by working with more content writers. In addition

to the initiatives highlighte
number of HQ led PR & Communications initiatives in
2024were:

Key 2024 PR & Communications initiatives

Carnival Global Group Press Trip

The Global Group Press Trip for Carnival gave media from
Germany, Italy, Colombia, Brazil, Peru/Chile, Argentina and

the United States the opportunity to experience Carnival up
close in Aruba. They were able to learn about Carnival

Hi st or y, Carmeabstasot, o die cor at e t he
see the behind the scenes of Carnival preparations for kids

and adults as well as experience the Aruba Lighting

Parade.

ANNUAL REPORT 2024‘ 56




CHAPTER 6 Marketing& Promotions ‘YL

International Day of Happiness

In celebration of International Day of Happiness
the Language of Happiness was introduced. The
initiative was led by the PR & Communications
team with support and input of all markets and
included earned media outreach, with coverage
seen in travel trade publications, and partnerships
with at-home creators from different markets.
Creator content and media coverage drove those
interested to the dedicated Aruba.com landing
page, home to the campai
hero video was available in English (US and UK),
Dutch, Spanish, Portuguese, German and Italian.

Press & Creator Trips

On the Press and Creator Trips front, together
with the Trade unit and with support of the Niche
unit, programs were curated throughout the year
to fit the respective niches. This ensured diversity
in programs and diverse coverage outlets.

Educational Sessions Eco-Conscious Niche
The A.T.A. held educational sessions for its
partners on the Eco-Conscious Niche together
with its Product Specialist colleagues and the
ACF.

One of the educational sessions was centered
around and served as the launch of the revamped
Aruba Promise and guest guidelines. The Aruba
Promise will continue to be an important tool to
nurture and feed the protect it messaging and thus
the communication i and behaviorali shift in

2025.

Aruba | Do

After five successful years of the Aruba | Do vow
%r;]eﬂegvasl, WWI% I(r)olémg\}hlrmégg tge_ Ecol:%orésuous
ens, the A.T.A. opted to shift its messaging from

the fiLargest vow Renewal in
AiMost Memorable vow renewal
The A T.A. moved the event away from the beach

and opted to host the event at Fort Zoutman

t hereby highlighting one of
number of participants. Eve

remained very special.
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MICE

I n 2024, Arubaédés MICE industry stabilized as travel
pattern. Unlike previous years, which were affected by the lasting effects of COVID-19, the market has

now regained balance, enabling better forecasting and improved strategy execution allowing a steady

group demand.

The year presented both challenges and opportunitie
inventory reduction, adapting to shifting segment demands and incorporating new property additions while

integrating property strategies. ACB actively worke
Happy Pl anner o campaign delivering planner resource

ACB refined its targeting strategy, prioritizing groups with higher per-person spending potential. Premium
MI CE groups whi ch a lvalge propesitibnhandAlrive RexRBaswithini thge segment
continued to be pursued and secured.

Despite evolving challenges, 2024 has set the stage for sustainable growth, with a strong forward pipeline
and strategic adjustments that align with industry
sales strategies, elevate planner engagement, and adapt to market shifts, ACB remains well-positioned for
long-term success in the competitive MICE landscape.

Key Terms

TURNED DEFINITES
DEFINITE ON ISLAND

LEAD

(RFP RECEVED)

g

A formal request that A potential group business When a lead converts into Events that have been
includes all group needs, opportunity indicating a confirmed booking, even actualized and held on
Outlining the requirements initial interest from a client. If the event is scheduled island in 2024
For the event, rooms, etc. Lead assist 3 party for a future year.

involved.

Unique lead: sole effort
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North America

Sales Targets and strategy
North America

1. Lead Volume
Grow the leads and leads assist room nights with
10%, compared to 2023 year-end results.

1.1 Goal

For 2024, ACB set an ambitious target of 332,338
room nights, presenting a 10% increase over the
previous year. In pastyears, lead volumes
consistently ranged in the mid-to-high 200,000s.
ACB aimed to build on the strong momentum of
2023; however, this growth strategy had to
account for market stabilization and evolving
industry trends.

1.2 Results

ACB set a goal to increase the number of leads by
10% compared to the actual lead volume room

nights achieved in 2023, targeting a total of

332,338 room nights for 2024. By the end of the
year, ACB registered 566
room nights. Hereby, achieving 70% of the
established goal, falling short by 30%.

ACB NA LEAD VOLUME 2024

2023 Actual Lead

Volume 302,126 RN
Target 10%ncrease 30,212 RN
2024 Target 332,338 RN
2024 Actual (566 RFP) 231716 RN
Shortfall (TargetActual) -100,622 RN {30%)
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In 2024, a significant shift in booking patterns emerged compared to previous years. Traditionally, a
larger share of group inquiries focused on in-the-year-for-the-year (ITYFTY) bookings or the following
year. However, in 2024, the booking window extended further into the future, with noticeably fewer
inquiries for 2024 and 2025, and a stronger distribution across 2026 and beyond.

YEAR OF BOOKING 2022 INQUIRIES 2023 INQUIRIES 2024 INQUIRIES

ITFTY (Samé&ear

Booking) 2% (2022) 17% (2023) 10% (2024)
Next Year 54% (2023) 51% (2024) 40% (2025)
2 Years Ahead 30% (2024) 25% (2025) 44% (2026)
3 Years Ahead 4% (2025) 7% (2026 & 2027) 9% (2027)
Beyond 3 Years - - 2% (2028 & 2029)

This shift suggests that groups are now planning further ahead than in previous years, reducing
short-term demand but creating a stronger long-term pipeline.

In the first half of the year, ACB NA experienced a 33% decline in lead volume compared to the

same period in 2023. However, Q3 saw a 3% increase
not expected to surpass 2023 room night totals, this decline should be viewed in the context of an

exceptional previous year drivenby post-pandemi ¢ rebound dynamics and AC
lead qualification; rather than chasing volume, it prioritized higher-quality leads with more

substantial conversion potential.

The 2024 lead volume year-end numbers show a decline of 70,410 room nights (-23%) compared
to 2023 year-end production.

ACB NA - ACTUAL LEADS
Leads assist 2022 - 2024 by quarter

— - —
|| || —
2022 2023 2024

Total L/LA 248664 302126 231716
H Oct-Dec L/LA (Q4) 52264 54438 49270
B Jul-Sep L/LA (Q3) 66186 62633 60122
April-June LILA (Q2) 67540 122363 78032
W Jan-Mar L/LA (Q1) 62674 62692 44292

m Jan-Mar L/LA (Q1) = April-June L/LA (Q2m Jul-Sep L/LA (Q3)
m Oct-Dec L/LA (Q4) = Total L/LA
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2. Definite Conversion

2.1 Goal

Reach a definite conversion of 17% of room
nights, of the total lead volume room nights of
2024

The definite conversion target is consistently
measured against the lead performance of the
same year. This translates into a conversion

target of 39,392 room nights to be booked in 2024
for any future year.

2.2 Results

In 2024, ACB NA recorded a total of 100 groups
that turned definite, resulting in 42,689 total room
nights, marking a 17.7% conversion rate and
achieving 108% of the target.

ACB NA - Definite Conversion 2022 -2024

100000
80000
60000

40000
0

2021 2022
Total 35948 46927
mQ4 11810 22139
mQ3 9242 5089
mQ2 6841 7157
mQl 8055 12542

2023 2024
39558 42689
17370 20031
6228 6162
9544 8620
6416 7876

ACB NA - 2024 DEFINITE CONVERSION FUTURE

EVENT DATES
2028:207

2027: 4732
11%

~

2026: 13776
32%

1%

2024: 5312
12%

2025: 18662
44%
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This indicates that ACB continues building a solid
base up to 4 years ahead, with over 37,000
secured room nights converted in 2024 alone for
the future years.

3. Definites on-island
In 2024, ACB NA registered 98 groups on the
island, representing 32,864 total room nights.

8000
7000
6000
5000
4000

2000 | I
0

3000
1000
Jan Feb Mar Apr

Amount of Groups 9 16 13 20 10
2920 6705 2450 5122 3507 2915 1046 1790 3047 2919

m Sum of pickup

Economic Impact

In 2024, the groups registered on the island are
projected to generate a substantial economic
impact estimated at $19,960,920. This figure is
derived from lodging revenue, which amounts to
$450.83 per person, as indicated by the STR
Report for 2024. Additionally, the in-market
spending per individual is anticipated to be
$156.89, based on the findings from the Economic
Impact Study conducted by Destination Analysts
in 2018. Combining these factors, the total
registered economic impact reaches an
impressive $19,972,302, highlighting the
significant contribution of these groups to the local
economy.

Since ACB registers only about 15% of total group
events annually, the estimated total economic
impact of all events on the island is approximately
$133,148,680. These events include meetings,
conferences, and incentive travel, excluding social
groups such as weddings.

May Jun | Jul

These groups contributed to an estimated
economic impact of approximately $19,972,110

*Calculation based on the STR Report Groups ADR of
$450.83 per room night. (2024) + 156.89 (In-market spending)
x total room nights.

Amount of Groups

W Sum of pickup

Sep Oct Nov
7 4 7 7 5

Focus Areas

MICE Tradeshows and Sales Events

Building on hotel partner recommendations, ACB
maintained presence at key industry events to
maximize lead generation and conversion
potential. With a fully staffed sales team,
participation in 2024 tradeshows and events was
more robust than previous years. ACB focused on
high-ROI activities, prioritizing tradeshows,
industry networking, and targeted sales missions.

To further optimize event participation, ACB
refined its show evaluation process by
implementing a data-driven fact sheet. This
structured approach allowed for a more analytical
assessment of tradeshow ROI, ensuring that
selected events align with a high-value, low-
impact model, stakeholders' strategy, and overall
destination positioning. By continuously refining
this methodology, ACB remained committed to
attending only the most impactful industry events,
maximizing return on investment and conversion

potential.
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Latin America
and Europe

Targets & Results

To expand the destination's geographical portfolio,
ACB strategically assessed sales and marketing
efforts for the Latin American and European
markets. A key focus was leveraging new direct
flights to Peru and Brazil, along with increased
flight frequency to Colombia, to strengthen
connectivity within Latin America. ACB actively
participated in key industry events, including
FIEXPO and ANATO, and conducted targeted
sales calls in Brazil, Chile, and Peru. These
activations played a direct role in driving demand,
increasing visibility, and ultimately contributing to a
surge in group bookings for 2024 and a 66%
growth of room night production over 2023 year-
end numbers.

Additionally, ACB continued to strengthen its
presence in the European market by participating
in major industry events such as IMEX Frankfurt,
TMS (Northstar), and IBTM Worldd key
tradeshows that provide valuable opportunities for
networking and market expansion with buyers
globally.

1. Lead Volume

ACB recorded 21,645 total room nights for the
LATAM market in 2024, marking a 16% growth
over 2023. This strong performance highlights
LATAMG6s full recovery,
driven by consistent engagement and targeted
sales efforts.

For the European market, ACB registered 1,126
total room nights, reflecting a 78% decline
compared to 2023 year-end figures. The 2023
numbers were directly impacted by the temporary
boost from the UK flight. With these factors no
longer driving volume, the demand from European
markets softened, signaling the need for a revised
strategy geared towards social groups and

zed

Abouti queo si

groups.

2. Definite on island

In 2024, ACB recorded 26 groups all from the
LATAM region, totaling 3,555 room nights. This
represents an increase of over 40% compared to
actualized events in 2023. These groups were
diverse, including incentive programs from
industries such as insurance, banking, and retail.
There was a rise in group bookings from Chile,
Peru and Brazil. These programs played a crucial
role in filling traditionally off-peak periods for the
destination.

Marketing strategy and results

In 2024, ACB significantly expanded its online
presence through strategic marketing campaigns
in partnership with Travel2Latam, Egroup
Communications, and Travelport (UK). Multiple
campaigns were executed to promote the MICE
market, highlight island events, and position Aruba
as a premier responsible destination for meetings
and incentives. The eGroup Communications

w PIRURrm,;regigtered anopep ate gf approximgtely

18.5% and a click-through rate nearly double their
usual of 1.57 2%. This demonstrates strong
engagement through the applied eCRM program.

Overall, ACBo&6s digital
to perform well, with delivery rates consistently
above 95% and in-house eCRM email blasts
achieving open rates averaging in the high 20%.
These efforts, combined with impactful banner ads
such as gif banners and curated content
mar keting, reinforced
markets and drove higher engagement.
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