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World Cruise Destinations

Africa,;

Alaska;

Antarctica;

Asia,;

Australia/New Zealand;
Bahamas, Bermuda,;
Baltic;

Britain T Ireland;
Canada,;

Caribbean;

Central America,;
Europe (Northern Europe);

Florida;
Hawalii;

Mediterranean;

MexXico;

Middle East;

Panama Canal, Polynesia;
South America,;

South Pacific;

USA;

Transatlantic cruises;
River cruises;

New destinations:

China, Dubai, Mauritius (Costa)



World Cruise Destinations
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World Cruise Passengers

T evolution since 1995

Région 1995 | 1996 | 2000 | 2001 | 2002 | 2003 | 2004 | 2005 | 2006 | 2007
Nord 43% 461 6,83 691 7.7/0 8,23 9,14 9,96 10,38 12,0(
Amerique

Europe 1,00 1,20 2,06 2,14 239 2,76 281 3,19 3,48 4,0(
Autres 0,3f 044 0.7 087 097 105 1,13 1,21 1,29 1,5(
TOTAL 5,72 6,26 9,72 991 11,03 12,04 13,13 14,36 15,1% 17,5(
00 Europe|l7,5% [19% [R1% [21,5% 215% 23% PR2% [222% 23% [228%




The Mediterranean contest i Cruise market

The classical itineraries in the Mediterranean Area can be divided into two groups:

Eastern Mediterranean

Croatia (Dubrovnik, Split, Pola, Zadar, Rovinj , Kotor eccé ) Greece and its islands
(Mykonos, Santorini, Rhodes, Corfu, Crete, Katakolon, Piraeus, etcé ) Turkey,

(Istanbul, Kusadasi, Izmir, etc..) Cyprus (Limassol), Malta (La Valletta), Egypt
(Alexandria) and new destinations i.e. Libya (Tripoli).

Western Mediterranean:

Spain (Barcelona, Almeria, Malaga, Alicante, Balearic Islands), France, (Marselille,
Nice, St. Tropez, Cannes), Italy (Genoa, Savona, Rome (Civitavecchia), Naples,

Venice, Leghorn, Bari, Palermo, Messina) Tunisia (La Goulette -Tunis), Algeria
(Algiers), etcé



Strength points of the Mediterranean

AStrategic position among Europe, Asia and Africa;
AGreek, Roman and Egyptian history and culture;
AArchaeological sites, churches, museums and palaces;
AExciting contrast of ancient and modern art;

ABeautiful natural landscapes;

APleasant climate;

ADiversification of the product (Caribbean: gambling cruise/ sun & beach).



The Mediterranean contest

1000

17 Millions cruise passengers in the Med (2007) !
145 ports (home/calls)
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The cruise sector peculiarity

In the Ilatest 30 years the cruise sector has been
characterized by a peculiarity:

| t thesSUPPLY that establishes the DEMAND!

The cruise market is able to saturate the continuous supply
of berths as soon as the new cruise ships are put on duty!



The Mediterranean cruise market dimension (SUPPLY)

Cruise ships fleet operating in the Mediterranean

ca. 138 ships

New constructions from 2008 until 2012 in the world

ca. 35 ships

Within 2010 the European shipyards will deliver 10 big cruise ships every
year and many of these units will be used in the Mediterranean Sea,
enhancing therefore the number of calls.

Alberto Cappato i IIC, Plan Bleu i Sophia Antipolis, July 2-3, 2008




The tourism market dimension (DEMAND)

Tourisme en général (million)
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The Cruise  market dimension (DEMAND)

Source: WTO + IIC
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