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2000-20025= Sup_ply driven demand
SOVEIRS W CruiSeTVessels it the market

- Sec* Il concerns caused a refocus on US
nr NEPOrts and itineraries close to home

= “rwse lines were looking for ports to
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= Ccollaborate and help build new itineraries

s Cruise line/port competition led to overall
market growth in North America

* New homeports emerged
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SlIse Economics

200522007 — The Megaships

- Slov\' growth i Vessels, bt dramatic Iacrease in
Vessel size 3000 — 4500 pax

- -oyment of megaships In traditional ports

REJEPloyment and growth in Europe as well as
;_T.,:JSouth America and Australia/NZ

SECruise lines more selective In itinerary planning In
North America and risk averse

® Cruise line/port competition created more
challenges to North American cruise ports to
maintain and grow the market

S —




- ————
20052010, Itinerany Rlianningss
P COnLnUALIDNA Of StONG growin outside
NOHPAMENCa

MypjiErrdecline and increased value of
=[] Opean cruise vs. European land vacation

ontinued consolidation and increased
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— CO mpetltlon In traditional homeports

s Planning cycle extended created shorter
anning window and limited short term
pportunities

® Fuel consumption plays increased role




Shireat to Cruise Industry ¢ and POIS Iiie
NEAmerica

- Glorz COMPELoN
s MERECONOMY.
Jr sieasing costs and regulations

ERCOnestion caused by inadequate
== "T cilities, embark or debark processes,
and/or or transportation access plans

® Vaintaining value of cruising to the cruise
line passenger

e Security or environmental incidents
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Crezitinlel Opportunltles - Back 10, Basicsy.

mg IS agam 2+ years eU, Ut lae
Lely 0)f siple)fiuple)ile o) o) 010)fiblpliilels

d didimaintain relationships at all' levels
g departments within cruise lines

- L nderstand cruise line branding and
= hﬂ'ﬂarketmg strategies

o Receive feedback from cruise lines on
passenger surveys and ship comments

® Engage terminal operations, CBP, shore
service providers, agents, stevedores etc.
on a regular basis to address Issues
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Slieaiing Opportunities - Back to Basicsys

SNCONLIn costs and proactively communicate
BEUES aNErCHanEES WithrertiseTline
;fsupport for cruise from govt. agencies
ANERCOmmUnIty to affect positive change
ork With teurism officials, businesses and

| other ports to Improve marketability for the
products locally, regionally, and globally.

® Regional collaboration helps cruise lines plan
itineraries, market the products and deal
With common ISSUes
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