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From the

CEO
The worldwide travel and tourism sector is still going
strong, outpacing the growth of global GDP in 2018 for
the eighth year in a row, according to research from the
World Travel and Tourism Council (WTTC).
The Aruba tourism industry has been able to maintain a
stable GDP for Aruba, and has – together with partners
– ensured that the development was strong enough
to counter three significant moments of crises over
the past 10 years: 1) the global financial crisis in 2008;
2) the closure of the oil refinery in 2009 and 3) the
collapse of the Venezuelan market, which decreased by
86% in 2018 in comparison to 2015 when it was at its
peak in terms of stay-over visitor arrivals.
The strength and resilience of the Aruba Tourism
Industry, allowed Aruba to capitalize from opportunities
and to combat threats.
Both 2017 and 2018 were banner years for Aruba’s
tourism industry and 2019 is projected to be another
outstanding year.
While the strength of the Aruba brand is largely ‘by
design’, our people remain at the core of our hospitality
and service industry. Tourism being such an integral
part of our lives, of our culture and our quality of life,
maintaining a delicate balance between the needs of
our visitors and of our community is vital for sustainable
development of the destination.
Safeguarding our safety, our natural and cultural assets
are aspects valued by both our visitors as well as our
community. The tourism experience we offer is also
greatly based on tangible aspects of the product, such
as accommodations, activities and so on.

Reading Guide
Aspects which can adversely impact or enhance our
quality of life and the tourism experience we offer.
Ultimately everything rises and falls on tourism.
As part of our Multi-Annual Corporate Strategy 20182021 (MACS), as well as the Corporate Plan and Budget
for 2020, the A.T.A. willcontinue to pursue a ‘High Value
Low Impact’ Growth Model, taking internal and external
influences as much as possible into account.

CHAPTER 1
The A.T.A.’s aspiration towards 2025
and our strategic direction for the
period 2018-2021 are the starting
point for the development of our 2020
Corporate Plan & Budget.

CHAPTER 4
The A.T.A.’s strategic, organizational
and operational priorities will continue
to evolve in line with MACS.

CHAPTER 2
In this regard, as part of the envisioned growth model,
it is key to continue with the pursuit of innovative
pathways for sustainable tourism development.
Destination development and carrying capacity
considerations form an integral part of A.T.A.’s
MACS, and address clear strategies and actions to be
undertaken.
The continued expansion of new and renovated (post
2017 hurricane) product in the Caribbean, combined
with more demanding consumers, new travellers (think
about Millennials), and the maturity of the Aruba
tourism product, continue to make it critical for Aruba
to up its game.
On behalf of the team of the Aruba Tourism Authority, it
is my pleasure to present the Corporate Plan & Budget
for 2020.

As part of our Priority Areas for 2020,
which form an integral part of our
tiered and balanced approach for
implementing our MACS, we highlight
specific interventions and actions that
we will undertake to accomplish the
objectives associated with each goal

CHAPTER 3
Our Key Performance Indicators and
their respective targets that we set for
2020, will measure to what degree we
are being successful in our efforts.

I

The plan contains key strategic priorities for 2020 and
outlines targets as well as key shifts, versus 2019, aimed
at maintaining Aruba’s strength and a sound tourism
development.
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Observations
Aruba is at a crossroad, the 90s destination development model does not apply today
nor will it apply in the future. Our mature product requires diversification and the
creation of new niches is imperative.
The A.T.A. is committed to lead the positioning of Aruba and spearhead innovative and
sustainable destination development to the benefit of the Aruban community and the
visitor, in close collaboration with key stakeholders.
We must have our eyes firmly on the future so we can continue to steer Aruba’s
tourism towards our 2025 aspiration, to Grow Value Together: For our community, our
visitors & our destination.
Figure: High-Value, Low-Impact Tourism Growth Model
Quality of Visitor
Experience

Environmental
Protection and
Conservation

Economic
Contribution of
Tourism Sector

Residents
Quality of Life

Source: Tourism Carrying Capacity for the island of Aruba, 2018

A highly integrated and synergized partnership between the many organizations, public and
private, is a fundamental ingredient of our past success and will continue to be so.
I firmly believe that we have embarked on an era of renewed growth and that our gradual
shifts to diversify our tourism product will lead to a balanced tourism development

Ronella Tjin Asjoe-Croes
CEO, Aruba Tourism Authority
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Chapter 1

Our Road Map
Towards the future

1.1 Our Aspiration
1.2 The Three Key Themes that guide our Tourism 2025 Aspiration
1.3 Our Goals and Strategries Objectives
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Chapter 1 - Our Road Map Towards the Future

Chapter 1.1

Our
Aspiration
With our Aspiration towards 2025, we
clearly set what the A.T.A. aspires to be in
terms of our core purpose,our vision, our
roles and our core values.

Our Aspiration
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Chapter 1.2

Three key themes guide ‘Our Tourism 2025 Aspiration’

Three Key Themes
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Chapter 1 - Our Road Map Towards the Future

Chapter 1.3

Our Goals &
Strategic Objectives
Our Multi-Annual Corporate Strategy 2018-2021, articulates how we aim to
get our Aspiration by translating this in 3 overarching goals and 10 strategic
objectives which are the chosen strategies to meet the goals.

Our Goals &
Strategic Objectives
Corporate Plan & Budget 2020

Aruba Tourism Authority

9

Chapter 2

Our Priority Areas
For 2020
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Chapter 2 - Our Priority Areas for 2020

Chapter 2

Priority Areas for
2020

1. Shift from VOLUME to VALUE
2. Drive preference for visiting amongst the affluent and high value
visitors

Our Priority Areas for 2020 form an integral part of the
tiered and balanced approach for implementing our MultiAnnual Corporate Strategy 2018-2021 (MACS).

3. Drive place product upgrade around authentic, personalized
and hassle-free experiences, and enhanced spending opportunities

In this chapter we highlight interventions and actions that
we will undertake to accomplish the objectives associated
with each goal.

4. Enhance awareness on the value of sustainable tourism

We will continue to focus on laying a strong foundation for
organizational and destination readiness: readiness of the
A.T.A., industry stakeholders as well as the community to
responsibly grow value together and alignment of the Aruba
brand to the place DNA.
Imperative is the implementation of a High Value-Low
Impact tourism growth model, with benefits for the
community, the visitors and the environment.

+

5. Improve A.T.A.’s way of working for enhanced innovation and agility

6. Improve contingency planning for response to and mitigation of
hazards and emergencies in the tourism sector
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Chapter 2 - Our Priority Areas for 2020

Chapter 2

1. Shift from VOLUME to VALUE

2. Drive preference amongst the affluent /
high value visitors) for visiting

What the data tells us...
Source A.T.A. 2018
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Chapter 2

What do we know about

the High Value
visitors?

SPEND BY INCOME - US

SPEND BY INCOME - GLOBAL

$382

SPEND BY INCOME - CANADA
$422

$416

$346

$373.1

$386

US AND CANADA

$335.2

1. In general, Aruba’s stay-over visitors with a household income

$358
$318

(HHI) level of US$100K & over, indicate a higher spend
2. Visitors from the US and Canada with a HHI level of US$100K
& over, indicate a higher spend.
3. With regards to stay-over visitor arrivals, growth is seen in all
US Affluent segments (see more information on the the US

US$50,000 - US$74,999

US$75,000 - US$99,999

US$100,000 & over

US$50,000 - US$74,999

US$75,000 - US$99,999

US$100,000 & over

US$50,000 - US$74,999

US$75,000 - US$99,999

US$100,000 & over

segmentation model on page 15)
4. During the period of 2013-2017, Aruba received a total of
227,868 Affluent Millennials , which is equivalent to 22% of

SPEND BY INCOME - LATAM

SPEND BY INCOME - EUROPE

the total 1 million US Affluent Millennials population.
5. US Affluent Millennials grew by 2% when compared to the
same period previous year (YTD Oct 2018).

$415
$330

$357
$328

$337

LATIN AMERICA (LATAM) AND EUROPE (EU)
1. For LATAM and EU higher HHI levels do not indicate higher
spend. The highest spending segment for both regions falls in

$298

the HHI bracket of US$75K-US$99K.
2. The Millennial generation spends the most within LATAM and
EU, when compared to the other generations within these
regions.
• LATAM millennials: market share of 29% of LATAM visitor
arrivals

US$50,000 - US$74,999

US$75,000 - US$99,999

US$100,000 & over

US$50,000 - US$74,999

US$75,000 - US$99,999

US$100,000 & over

• EU millennials: market share of 34% of EU visitor arrivals
Source: A.T.A. Exit Survey 2018

Corporate Plan & Budget 2020

Aruba Tourism Authority

13

Chapter 2 - Our Priority Areas for 2020

Chapter 2

1. Shift from VOLUME to VALUE

2. Drive preference amongst the affluent /
high value visitors) for visiting

Strategies 2020
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Chapter 2 - Strategies 2020

1. Shift

2. Drive

3. Place

1

Strengthen the
Affluent Attraction
Strategy
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Chapter 2 - Strategies 2020

Shift

Drive

Strengthen the Affluent Attraction Strategy

US Segmentation

Model
A.T.A.’s US Segmentation Model consists of 6
segments, with each segment having its own
unique set of preferences and behaviors. We are
enhancing this model by including data on spend
by household income (HHI) and the Net Promoter
Score (NPS) by segment. While increasing the
share of affluent visitors to the destination
continues to be one of A.T.A.’s priorities, this
approach will also allow us to augment our focus
on the high value customers across segments.
A key evolution for the US market will be a hyper
focus on a higher level of HHI, namely those
earning US$200K and up.
In addition, we will strengthen the segmentation
model of the LATAM and EU markets, to better
define the high spender segments in these
markets. For LATAM markets we will continue to
enhance the acquisition strategy ‘Class A & B’.
Note: NPS refers to the Net Promoter Score, which is an index ranging from -100 to 100 that measures the satisfaction, the intent to recommend, and intent to visit of our stay-over visitors.
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Chapter 2 - Strategies 2020

Shift

Drive

Strengthen the Affluent Attraction Strategy

Identify and Communicate high yielding

Strengthen and Enhance Content
Strategy Integration

Maximize the use of
Influencers

Since the purpose of a content strategy is to create meaningful,

A.T.A.’s goal is to inspire audiences and generate brand

Communicate high yielding experiences, activities, services and

cohesive and engaging content that attracts Aruba’s customers,

advocates. While maintaining instagram as the main platform,

products during the customer journey.

the strategy has to be tailored to the user’s interest. Therefore,

we will maximize use of influencers by:
Since Aruba scores high on the overall experience and customer

the approach that will be used to enhance the content strategy
will be based on data intelligence. It will not only focus on what

Experiences, Activities, Services and Products

• focusing on key and versatile micro influencers, including

brand Aruba wants to push out there, but what our desired

celebrities, with limited previous posts of the Caribbean, to

audience is looking for in the content and how they want to

assure loyalty and visibility of the brand

satisfaction, intangible attributes such as weather and safety, will
remain key elements in all communication.

receive and consume it. This, in combination with the latest
lifestyle trends, content on sustainable practices and focal niches,
will serve as the basis for content topics throughout the year.

• developing a nurturing partnership with these influencers to
increase their knowledge of the destination, including travel
to Aruba on a frequent basis, so they can generate impactful

The actual content will be sourced through owned productions,

and authentic content of the brand

press trips, influencers, and user generated content (UGC) –
hence the branded content will be interweaved with curated
third party (influencer and UGC) content to remain fresh across

• integrate micro influencers in offers and promotions to drive
traffic to the aruba.com page to generate awareness

channels yet in support of the key content verticals identified.
• integrate the influencer strategy across marketing channels in
Additionally, search engine as well as spend data collected

support of Aruba’s overall brand message

through the exit surveys and Visa study will be utilized to support
the choices of topics for the content calendar. As for individual
markets, a deep dive will be conducted to identify the key areas

• seek co-branding opportunities with strategic consumer
brands

of differentiation.
• explore influencers-community travel experience that index
high in things to do on-island
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Shift

The Customer

Journey

Drive

Strengthen the Affluent Attraction Strategy

Loyalty will be fostered by the sum of experiences and sustainable practices throughout the journey and will be a shared responsibility amongst the
A.T.A. and stakeholders throughout the community.

A.T.A. addresses the needs of the consumers
throughout the customer journey. Traditionally
emphasis has been on the Inspiration, Consideration,
Decision, Booking, and pre-travel phases. For 2020,
the A.T.A. will intensify its communication across the
various stages of the customer journey, incorporating
the ‘during stage’ as a strategy to enhance the visitor
experience and spend on island. In this regard the
identification and communication of high yielding
experiences, activities, services and products will be
integrated in the overall communication strategy (pre,
during and post).
Additionally, we will continue with the personalization
of the communications strategy - serving as a driver
for differentiation, enhanced user experience, and
customer engagement, ultimately leading to increased
spend.
User Generated Content (UGC) will also be weaved
into the communications strategy allowing for greater
credibility and engagement with the content being
served.
Sustainable practices content will be implemented
into A.T.A.’s communications strategy throughout the
customer journey. The goal in this regard is for our
(potential) visitors to get a deeper understanding of
people and place, and to actively behave in a more
sustainable manner.
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Chapter 2 - Strategies 2020

1. Shift

2. Drive

2

Diversification
Strategy
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Shift

Target High Value

Grow: Markets/segments with (high) growth potential, where Aruba already invests.

Geographic Markets
Diversification of Aruba’s source markets
has always been an important component
of A.T.A.’s strategic marketing efforts.
The drastic and ongoing contraction of
the Venezuelan market caused by the
economic and political situation and further
augmented by the closure of the borders
between Aruba and Venezuela, have
created the need for intensified focus on
the US market as this offered the quickest
and best solution for a rebound in visitor
arrivals and as such limiting the negative
economic impact on the destination.
With the aforementioned in mind,
diversification within the North American
market remains a priority with A.T.A.
diverting some of its focus to Dallas and
the West-Coast to grow these markets
and allowing for further growth in the
secondary regions. While Canada, being
Aruba’s second largest source market, is
targeted to grow steadily and provide for
a solid base for the destination. Especially
with the increase in seats on Westjet and
Air Canada, which target and deliver a
higher value customer for Aruba.

Within Latin America there is no one
market which could replace Venezuela. Yet
there are a number of markets representing
a significant amount of business and
continued opportunity for growth. As such,
in 2020 Colombia, Chile, Argentina, Brazil
will remain as markets for growth, while
additional focus will be placed on Peru as a
relatively new market.

NORTH AMERICA

Drive

Build: Markets/segments with (high) growth potential, where Aruba doesn’t currently invest.

LATIN AMERICA

EUROPE

GROW

GROW

GROW

• New York, Boston, Philadelphia,

• Colombia (Bogota, Medellin, Cali,

• Netherlands (Amsterdam, The Hague

Washington DC, Chicago, Hartford
• Canada (Toronto)

Baranquilla)

and Rotterdam)

• Argentina (Buenos Aires, Cordoba,
Rosario)

BUILD
• Dallas, Los Angeles, San Francisco,
Houston, Minneapolis, Denver, Atlanta,
and Florida

BUILD/PRIMARY FEEDER
MARKETS
• Detroit, Pittsburgh, and Cleveland

• Italy (Milan and Rome)
• UK (affluent southeast region)

• Brasil (GRU, Manaus, Brasilia)

• Germany (Munich and Frankfurt)

• Chile (Santiago/ Viña, Concepciόn)

• Scandinavia (mainly Sweden as well as
the capital cities of all four countries)

BUILD

BUILD

• Peru (Lima)

For Europe, the markets of the
Netherlands, UK, German speaking
markets, and Italy will remain as the core
focal points, and to a lesser degree the
Scandinavian market. For 2020, limited yet
important efforts will take place in Belgium
as part of the growth strategy for the MICE
market.

Diversification Strategy

• Paraguay (Asuncion)/ Uruguay
(Montevideo)

• Belgium (Antwerp and Brussels) with
new focus on Brasschaat and Gent
• Italy (Naples, Southern area such as
Campania, Puglia, Sicilia are strategic
areas for romance)
• Germany (Hamburg and Berlin)
• Switzerland (Zurich and Basel)

In our pursuit for value we will make a shift
from geographical markets to also include
cities, to attract the high value visitors.
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Shift

Sustainably develop

Air Connectivity
A.T.A., along with AAA, will continue to
nurture airline partnerships through
marketing support, ensuring demand
is created from markets which show
the greatest potential for growth
while continuing to foster successful
partnerships with airline partners.

Drive

Diversification Strategy

NORTH AMERICA

LATIN AMERICA

EUROPE

Over the past 5 years (2015 - 2019) the strong strategic

The Aruba – Latin America route is mostly dominated

Similar to the Latin American region, AAA & A.T.A.

partnership between the on island entities and airlines

by two carriers (Avianca and Copa). Recently, AAA &

conducted a market assessment study to identify the

has led to a growth in seats from the US market of

A.T.A. conducted a market assessment study to identify

opportunities for further air expansion from this region.

208,429 – a growth of 20%, contributing significantly to

the opportunities for further air expansion from this

Europe is expected to continue to see relatively low levels

the positive performance of the overall tourism industry.

region. In a nutshell, the study uncovered several

of air service supply growth.

growth opportunities for the short- as well as for the

• KLM: the demand for air traffic continues to grow.

For 2020, there is a drop in seats forecasted based on

long-term. Since 2012, the capacity between Aruba and

However, the airline is facing hub airport capacity

the information received from airlines as well as what is

Latin America (excl. Venezuela) has grown at an average

constraints at home base AMS Airport pertaining

recorded in the 1DIIO system which is used by the AAA to

of 8%. While demand for other peer destinations has

future growth. With fleet limitation and capacity

gauge the number of flights and seats. As such, for 2020

grown at a faster rate, Aruba still performs better from a

restrictions the airline has no direct plans to expand

there is a drop in seats of close to 1% for the entire year

yielding perspective.

current service to Aruba in the near future.

which is mainly caused by the scale back in service out

• TUI GROUP: no changes at this time.

of Fort Lauderdale – going from daily to 4x week service;

For 2020, with the MAX challenge (i.e. Copa) ongoing

AA cutting back from 3 daily to 2 daily out of Miami;

as well as airline reorganizations (i.e. Avianca) taking

adjustments in the Minneapolis service to once a week

place, there will be a negative adjustment in seats (excl.

by both Delta and Sun Country.

Venezuela). This is mainly influenced by the significant

For 2020, the strategy will be on increasing share of

scale back in rotations by Avianca and LATAM airlines

traffic on shared flights (i.e. KLM with Bonaire) while

For the Canadian market, the Airport has registered an

discontinuing their flights out of Bogota in June of 2019,

simultaneously increasing the load factors to the extent

increase in rotations by both Westjet and Air Canada

impacting the number of seats for the first half of 2020 in

possible. On the other hand, the market will stimulate

allowing for a 10% increase in seats for 2020 versus 2019.

comparison to the year prior.

dual-destination visits in combination with Latin America

• Thomas Cook: The Scandinavian charter continues
with service to Aruba as planned.

and the US;
For 2020, the strategy will focus on increasing

For 2020, the strategy will be on increasing the number

Additionally, efforts will continue in seeking long-term

frequencies and aircraft size allowing for additional seats

of rotations on the existing flights as well as the load

non-stop from markets such as the UK and Germany.

during peak periods.

factors while continuing to seek direct non-stop service
out of Brazil and Peru to serve as a hub for the Southern
Cone.

DIIO - is an airline market information tool bringing together a comprehensive collection
of critical data sources to support airlines and airports as to route and network planning
decisions

1
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1. Shift

2. Drive

3. Place

3

Grow existing and
new segments
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Shift

Niche

OBJECTIVES
The primary objective for 2020 is to
continue with the further development of
the primary and secondary niches to:
• Assist the main markets in increasing the
number of high-value visitors that travel
to the island to enjoy one of the target
niches (Primary Niche Visitor).
• The development of programs and
tools to stimulate the consumption
and expenditure of our niche-related
products and services by our visitors
(Secondary Niche Visitor).
• Inspire, motivate, and shape our
stakeholders by developing experiential
focused sessions. With the ultimate goal
that those insights will help our local
stakeholders craft remarkable hassle-free
tourism experiences that will result in an
overall positive travel experience to our
visitors.

Areas of focus 2020
WEDDINGS
In line with A.T.A.’s from volume to value
strategy, grow the wedding business to the
destination.

WELLBEING

The development and promotion of the ”wellbeing” niche which consists of wellness, nature,
and culture based activities.

Growing Aruba as a wedding destination will continue to be a
key area of focus considering the economic impact of the Aruba
destination wedding market (source: the Wedding Economic Impact
Study conducted by the A.T.A.).
• For N.A., the strategy is to approach it from a group perspective,
supported by sales (e.g. wedding shows, outlets, etc) and PR
(influencers).
• For Latin America, the goal is to capture wedding leads (aruba.
com campaign page), a new Big Play – after the successful “He
Said Yes” campaign, email marketing, trade incentives and
through influencers and sales as well.
• For the romance market in Europe, Italy is the main market
followed by the Netherlands and the U.K. so the opportunity is
ideal to grow the wedding segment.

KITESURFING

Positioning of Aruba as the premier kite surfing
destination of the Caribbean.
A.T.A. will work on the content and communications
strategy of these niches and will continue with the
promotion of the other important niches through its
sales and marketing efforts:
• Golf
• Honeymoon
• Sports (e.g. triathlon)
• Events

+5% Growth

Absolute
Growth

Market
Share

19,094

20,048

954

80%

4,175

4,384

209

17,5%

597

627

30

2,5%

23,866

25,059

1,193

2019 Target
NA
LATAM
EU

Overall
Source: A.T.A.

2020 Target

Niche Marketing

Other Niches

Grow the Wedding Segment

Marketing

Place

Drive

Other niche maketings efforts include:

Culture
• Support the promotion of museums in San Nicolas.
• Work with cultural groups to support and develop
engaging cultural experiences (culinary, arts and crafts).
• Creation and enhancement of programs.

Culinary
• Work on stimulating development of curated culinary
experiences focusing on for example San Nicolas’
food trails, tastings, culinary map and culinary hosts
so as to promote on peer-to-peer sites such as Airbnb
Experiences.
• Promote the from “Cunucu to Table” concept,
networking with local producers and hospitality
sector to stimulate supply chain linkages and improve

Diving
• Set up a working group with all dive operators to
explore opportunities to increase the wreck dive
market.
• Hold exploratory meeting with the Underwater
Museum + Coral Reforestation program.

Kitesurfing
• Establish a sector working group to address the longterm development of the niche.
• Explore potential to attract international kite surfing
event.

Wellness
• Introduce wellness incentive (attract wellness retreats).
• Work on stimulating development of curated wellness
experiences.
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1. Shift

2. Drive

4

Grow the MICE
segments
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Shift

MICE as a

Value Segment
For 2020, ACB will focus on continuing
to build on existing markets and
segments in North America and Latin
America, while implementing strategies
to start pursuing MICE groups out of the
European markets.

ACB Highlights for 2020

1
2
3
4

Continue hosting on island events
Such as Destination Caribbean to
increase exposure of destination for
top potential meeting planners.
Continue focusing on data
Build upon MICE economic impact
study and gathering of data to
strengthen ACB’s strategic direction.
Host MICE Mega Fam
As is customary to do every 2 years for
LATAM markets.

Drive

Diversification Strategy

NORTH AMERICA

EUROPE

The sales targets for North America are to grow leads

2020 will be used as the year in which a baseline will be

and lead assist room nights with 25%, compared to 2019

established considering this is the first year that ACB will

estimated year end results.

actively pursue this market.

Of the total leads and lead assist room nights, reach a

Acquire a total of 15 RFP’s out of the European market.

minimum of 50% of qualified leads (defined as leads
between 200 and 600 room nights).

Reach a definite conversion of 500 room nights for 2020
or future years.

Reach a definite conversion of 17% of room nights
compared to total lead/ lead assist room nights of 2020.

To reach these goals, ACB and A.T.A. Europe will focus on
the UK, Belgium, and Italy.

LATIN AMERICA
Build European market
Baseline strategy to start pursuing
Belgium, Italy, and UK.

The LATAM market continues to represent a potential
for filling need periods, in addition to the opportunity to
diversify the geographical portfolio of the destination.
Grow the leads and lead assist room nights with 15%
(20,700 room nights) compared to the forecasted 2019
year end results (18,000 room nights).
Grow the on island definite groups in 2020 with 5%
(5,040 definite room nights), compared to the forecasted
2019 year end results (4,800 definite room nights).
Reach a min. of 25 groups in need periods.
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1. Shift

2. Drive

5

Nurture
distribution
channels
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Shift

NORTH AMERICA

LATIN AMERICA

EUROPE

Half of travel bookings from North America (75% for Canada) are

The goal is to target and select top selling agents and educate

Europe remains a tour operator and travel agent dominated

facilitated by tour operators and travel advisors with the largest

them on the nuances of Aruba’s product and how to sell to their

market. Therefore the management of relationships and

share from OTAs (in particular Expedia).

different audiences based on their interests and niches.

partnerships with existing and potential new tour operators will

Drive

Nurture Distribution Channels

For 2020 ATCA, CATA, AME will be combined for the first time as
one tour operator event

remain important.
Key undertakings in 2020

2020 key actions

• Continue to foster relationships with these partners especially

• Increase the group of top selling ACE agents by 20%.

The affluent market has a preference for dealing with a travel

• Enhance the new ACE platform released in 2019.

agent who can customize a travel package, providing concierge

• Consolidate the platform and the community.

services and firsthand knowledge of the destination.

with a focus on agents who cater to the affluent market,

• Organize an ACE Convention in November of 2020.

• The goal is to identify these agencies and provide targeted

dedicated presentations, dedicated fam trips and marketing

• Focus on travel agencies, wholesalers, incentive houses to

since consolidation is part of the business landscape.
• Build further partnerships with Travel Advisor consortium

on microsites.
• Improve the tactical approach by the partners of the
marketing partnerships to embrace more consumer targeting.
• Evaluate implications of the ACE program of moving this from
a third party to in-house.

educate them on Romance, MICE and activities.
• Aruba.com – the focus is on improving the different sections

Aruba.com

Most bookings from Europe are facilitated through TO’s, airline

on the site, providing the best user experience and showing

vacation brands, travel agents & advisors, and to a lesser

the best content at the right time during the customer

extent through OTA’s. This is mostly applicable for the Nordics,

journey.

Italy, UK, German speaking countries and Belgium market. In

• Monitor emerging channels – Trip Advisor, Google Travel, and
Amazon.

content that is enticing to their customers.

The Netherlands, the booking behavior varies, as on average
Key undertakings in 2020

50% of Dutch travelers book only their air tickets, and their

• Personalization – continue to increase organic traffic with

accommodation through platforms such as Booking.com and

better SEO focused on brand, category and affinity. Integrate

Expedia. And to a lesser extent through other platforms such as a

customer journey, driving awareness, consideration, and

the consumer behavior intelligence to profile the users by the

Airbnb, FlipKey or direct.

bookings for Aruba by targeting different phases of the pre-

actions and pages they visit.

• For paid media, focus on the pre-booking period of the

booking journey through different messages.
• Work with Digital HQ to customize the experience on
Aruba.com for affluent targets through the media.
• From a media perspective, assess how to utilize Aruba’s own
data to personalize messages.
• Collaborate with A.T.A. HQ to identify pages that have a high
success rate in driving intent to visit – and consequently move

• Development of micro segments – create campaign pages
to centralize the information of each niche and evaluate
the engagement of the users. Guest bloggers, press
and influencers will be invited to share their stories and
recommendations.
• Booking engine – Integrate a booking engine (white label).

Key undertakings in 2020
• Tap into industry shift toward bed banks and platforms/
channels such as direct connect.
• Increase demand in the market along with travel agents, who
have a wider choice of distribution channels.
• Aruba.com – continue to ensure content is updated, translated
and of interest to the European traveler.

these users from acquisition media while reallocating these
dollars to new users.
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2. Drive

6

Sustainably
develop cruise
business
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Shift

Drive

Sustainably Develop Cruise Business

2020 Areas of Focus
LUXURY/ HIGH END CRUISE

EDUCATION

INDUSTRY PARTNERS

In order to drive on island spend, A.T.A. will work to

Continue to drive the upgrade of local tour guides and

Work closely with industry partners to maximize

enhance the diversification of the cruise industry in

tour operators, as well as front line personnel to continue

alignment and synergies, as well as keep them abreast of

Aruba by focusing on increasing the share of luxury cruise

to improve the service excellence of the industry. This

new developments in the industry. Furthermore maintain

ships that visit the island. Some activities related to this

will be done by:

them updated on the feedback and information shared

are:

during conferences and meetings.
• Continuing to work with training organizations such

• Reach out to luxury cruise executives to secure insights

as Aruba Excellence Foundation and Aquila Center

• Work closely with Aruba Ports Authority N.V. in the

that can help Aruba be more aligned as to what these

for Cruise Excellence to see further opportunities to

process of the development of Port City Oranjestad

types of cruise lines are looking for in destinations.

continue to develop the service excellence on Aruba.

to provide the necessary input from the DMMO

• Showcase Aruba as a luxury cruise destination through
PR and Social media.
• Work with Aruba Ports Authority to create an
incentive plan to cater to luxury cruises.
• Leverage the Niche Roadmap to stimulate more
relevant experiences for these luxury cruise
passengers.
• Continue promoting low season as well as longer port
calls to the island.

• Strengthening the contact with the local industry to
educate and inform them of trends in the industry

perspective and tourism in general.
• Continue to leverage existing platforms to foster

as well as keep them abreast of the information and

communication and cooperation. These platforms

feedback that is being shared at conferences and

include amongst other the Cruise Committee, Cruise

meetings.

Action Task Force, CSA/WTD, FCCA, CLIA, as well as

• Continuation of ‘Cruise Tourism Survey’ in order to
gather data intelligence.

visitation to relevant industry conferences.
• Work with (group of) retailers to create programs
or initiatives to push shopping and other relevant
experiences, especially geared towards luxury cruisers.
• Continue exploring strategic alliances to promote
Southern Caribbean cruising.
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Chapter 2

Drive place product upgrade around authentic,
personalized and hassle-free experiences and
enhanced spending opportunities
3. Place

Enhance awareness on the value of sustainable
tourism
4. Sustainable

What the data tells us...

Source A.T.A. 2018
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Chapter 2
Top Factors influencing

visitors’ satisfaction in the
Caribbean region

CRITERIA IMPORTANCE IN VISITOR SATISFACTION
HOSPITALITY OF LOCAL INHABITANTS

610

ACCOMMODATION

590

FOOD EXPERIENCE

Top factors influencing visitor satisfaction when
visiting the Caribbean region is equally shaped by
paying and non paying contextual factors.
However, in Caribbean destinations, the
accommodation and food quality play a central
role.

588

SAFETY FEELING

570

CONVENIENCE OF VISIT, CROWD

570

BEAUTY OF LANDSCAPES

550

NIGHTLIFE

520

SHOPPING

514

HISTORICAL SITES & MUSEUMS

512

BEACH EXPERIENCE

508

LEISURE ACTIVITIES

507

CLEANLINESS / ENVIRONMENT

503

INFO CENTERS

503

TAXI SERVICE

490

TAXI SERVICE

490

SIGNPOSTING

450

CULTURAL SHOWS

440

PARKING CONVENIENCE

420

ROAD INFRASTRUCTURE
PUBLIC TRANSPORTATION

410
407

Source: TRAVELSAT 2017/18. Correlation analysis – All markets – Caribbean destination: . Dominican Republic, Cuba, Puerto Rico, Jamaica, Bahamas, Barbados, Virgin Islands, Cayman Islands, Aruba, Curaçao, Guadeloupe, Martinique, St
Maarten, Trinidad and Tobago, Turks and Caicos, Antigua, Bermuda, St Lucia, Bonaire.
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Chapter 2
Key Competitive

Overall Stay Value for Money Index

Overall fulfilment of Expectations Index

What do we know about our

Indexes

Competitive Strength?
Florida

Aruba is well positioned in
comparison to key Caribbean
competitive set players. With solid
loyalty intention and advocacy
rates, the brand equity can be
considered a healthy one. Two
competitors do pose a challenge
though, Florida and Mexico.
The overall value for money
perceptions (currently fair) could
be put at risk in the long-run if
Caribbean competitors enhance
quality. Mexican Golf destinations
continue to drive value for money
experiences.

246

Mexico

242

Aruba

219

Pacific Norm

215

Cayman Islands

211

Florida
Mexico
182

Cayman Islands

178

Caribbean Norm

177

176

Bahamas

Bahamas

174

Pacific Norm

Florida

85%
78%
77%

Pacific Norm

72%

Caribbean Norm
Cayman Islands
Bahamas

63%
62%
57%

161
150

Intention to revisit (Net %)

Intention to recommend (Net %)

Mexico

208

Aruba

Caribbean Norm

Aruba

225

Florida

73%

Aruba

58%

Mexico

49%

Pacific Norm

48%

Caribbean Norm

33%

Bahamas
Cayman Islands

1. Paying and non paying
factors influencing visitor
satisfaction when visiting
the Caribbean region are
equally important however,
in Caribbean destinations,
the accommodation and food
quality play a central role.
2. Aruba scores high on
fulfillment of expectations of
visit, intent to visit, likelihood
to recommend however there
is room for improvement
when it comes to price value.
3. Value for money chain
(shopping, accommodation,
food, activities) could become
a competitiveness issue if not
given proper attention.

28%
8%

Benchmark definition available p.7
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Chapter 2
Caribbean Competitive

Guest Experience Index (GEI):

Study

216

188

Composite Indexes averages scores of
grouped criteria:
• Price/value for money perception
of accommodation, food,
transports, shopping, leisure and
cultural activities
• Sustainability: cleanliness (in and
outside cities and on beaches),
maintenance of historical heritage,
crowds/waiting time, handicrafts
& souvenirs, cleanliness in and
outside cities, local residents’
hospitality.
• Diversity of food, cultural and
leisure activities, historical sites
and shopping.
• Personal contact in
accommodation, shops,
restaurants, public transports,
entry points (airport, train
stations), museums, info centers
and with locals

Guest Ratings

214

The Guest Experience Index (Rating)

178
171

indicates the guests’ general perceptions of

159

a specific property based on online reviews.
151

A score of 10 is considered a perfect score.

134

Overall Score Aruba

97.21 k

8.77

REVIEWS

CURRENT RATING

Period: 1 Jan 2018 - 31 December 2018

Net Promoter Score (NPS) by Region

Price/Value for
Money

Sustainability

ARUBA

Diversity

AVG. CARIBBEAN

Personal
Contact

Global

74

USA

78

LATAM

67

EU

61

47

74

66

27
13

56

Likelihood to recommend

Source: TCI 2018 (note: numbers are scores)

79

56

Data: A.T.A. Airport research - 2018

Likelihood to visit

Satisfaction

Note: Canada to be included
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Chapter 2

Drive place product upgrade around authentic,
personalized and hassle-free experiences and
enhanced spending opportunities
3. Place

Enhance awareness on the value of sustainable
tourism
4. Sustainable

Strategies 2020
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3. Place

1

Aruba Quality
Seal
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Place

Expand Aruba Quality Seal

Expand Aruba
Quality Seal
ARUBA QUALITY SEAL (AQS)

OBJECTIVE 2020

The AQS is a business development tool designed

Objectives 2020

to establish and continually enhance tahe level of

• Fully functional digital CMS platform

professionalism and standards within the tourism

• Structured learning curve for participants (min. 2

industry.

yearly interactions)
• Add Taxis as 4th group

The pilot program includes restaurants, tour operators,
and retail stores, and is expected to be completed in

Target 2020

August 2019. Currently, there are 9 certified businesses, 2

An additional 40 certified companies

are pending to audit, and 4 business remain to start. The
target for 2019 is to have 15 certified companies.

Exclusive benefits
• Certified vendor

A.T.A. will have a communication plan to kick off in Q4
2019.

• Professional Audit & consultancy at steep discount
Incl. monitoring through CMS & Mystery shopper
• Promotion & recognition

Progress:

• Trust by A.T.A. endorsement

9 certified

Incl. Public Relations

2 pending audit

Incl. Trade relations opportunities

4 remaining to start (1 needed to proceed = 80%

• Exclusive business Trainings & workshop

completed)
Target 2019:
15 certified companies
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1. Shift

2. Drive

3. Place

2

Expand
Communication
Strategy on-island
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Enhance

On-Island Communication

Why an on-island

Communication
Plan?

4 Key Content Topics

Based on research conducted by the A.T.A.
among visitors, it became evident that
on-island communication is a point of
attention. Guests seek information about
e.g. self guided tours, how to get around the
island, local activities and want this readily
available by email, phone applications,
social media, or on their mobile device.
The on-island communication plan intends
to provide the correct information to
different stakeholders, both local and
visitors through different channels. It
will serve as a guide on what is being
communicated on island to our visitors, by
whom, when and through which channels
(how).

1
Niche

2
Sustainability

3
Events

4
Product Enhancements

(Culinary, Romance, Adventure,
Experiential; Culture)
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Enhance

Code of Conduct

MY PROMISE TO ARUBA
‘My promise to Aruba’ is an awareness campaign that strives to inspire
sustainable behavior and engage our visitors as well as our activity operators to
actively participate in safeguarding Aruba’s natural and cultural heritage.

This pledge will be strengthened by the Code of Conduct which will function as
Aruba’s ‘house rules.’

CODE OF CONDUCT TOPICS
We will request our visitors to virtually pledge to the above commitment on
Aruba.com and to share this on social media.

The collaboration of partners in the industry plays
a principal role in the adoption of the Code of
Conduct. Therefore, key partners will be informed
and involved when communicating on the Code of
Conduct.

Aruba.com
Dress Code

Parking

Beaches &
Dunes

Heritage

Environment

Traffic

Iguanas

North
Coast

Life Under
Water

One Happy
Behavior

I will help preserve this island for generations to come and be a mindful and responsible visitor:
I will respect land, sea and nature, and leave only footprints that wash away.
I will move around safely, attentive to all rules and norms, being sensible to all who call this island their home.
I will honor the local culture and embrace the One happy island spirit.
I will behave sensibly on social media and will share with care
This is my promise to Aruba

I PROMISE

Pop-up window after making the pledge

Key Topics of focus for 2020
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3. Place

3

Visitor Flow Management &
Transformative Placemaking
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Place

Visitor Flow
Management

Transformative
Placemaking

The Visitor Flow Management Strategy defines
quick-win actions to ensure that the destination
effectively manages the tourism impacts while
developing a high value offer that enhances the
economic value of tourism.

Today the success of cities in the global visitor economy is

For sustainable management of Aruba’s natural
and cultural attractions, the A.T.A. will foster the
implementation of site management for daily
operational management of individual sites so as to
manage tourism flows at key tourist locations.

San Nicolas has been identified as one of the key areas where

8 sites of focus:
• California Lighthouse
• Alto Vista Chapel
• Bushiribana
• Conchi (Arikok)
• Baby Beach
• Eagle Beach
• Palm Beach
• Arashi Beach

As part of our continued focus on destination development, we

Visitor Flow Management and Transformative Placemaking

based in large part on their ability to connect a wide range of
locals and visitors in places that celebrate progress, creativity,
and innovation — which is becoming commonly referred to as
“transformative placemaking.”

we are to embrance and stimulate transformative placemaking.
It calls for a strong sense of place and the creation of authentic
immersive experiences, which form an integral part of Aruba’s
tourism strategies.

will invest in the development of new destination hubs (e.g. San
Nicolas as a cultural heritage city).
The A.T.A. is committed to bring the San Nicolas Brand story to
life, as well as to support related projects, such as a special San
Nicolas Experience training facilitated by the Aruba Excellence
Foundation.
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4

Niche Roadmap
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Place

Niche Roadmap

Niche

Roadmap
The niche roadmap takes into account
findings of the Tourism Carrying Capacity
Study and how to best increase the
economic value of tourism through niche
development, which will drive high value
visitor markets, drive entrepreneurship and
innovation, and create opportunities for local
small to medium-sized enterprises as well as
new hospitality jobs.

Areas of focus 2020
WEDDINGS
In line with A.T.A.’s from volume to value
strategy, grow the wedding business to the
destination.

Destination Development
The advocacy agenda of the Niche Roadmap includes amongst others:
•
•
•
•
•

•
•
•
•

Appropriate types of accommodation to meet future demand of niche markets.
Appropriate enforcement of environmental conservation and regulation.
Easing the process for wedding planners in regards to the Beach Policy (DOW/KPA).
Form working groups on a macro level to further guide economic development, ROPV,
regulations, training in regards to niche development.
Form strategic alliances with partners such as the Department of Economic Affairs,
Commerce and Industry of Aruba (DEACI) and the Aruba Chamber of Commerce to
stimulate new tourism products and services based on the Niche Roadmap and Carrying
Capacity areas of focus.
Creation of a Niche Guide for Tourism, which provides background information on the
niches and concrete examples of products, and services to be developed.
Revise event policy to prioritize niche related events.
Develop tour operator best practices trainings  (AEF & Cruise Training).
“Spark sessions” to promote the creation of high-yielding, hassle-free experiences.

WELLBEING

The development and promotion of the ”wellbeing” niche which consists of wellness, nature,
and culture based activities.

KITESURFING

Positioning of Aruba as the premier kite surfing
destination of the Caribbean.
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4. Enchance

5

Product
Development
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Place

Enhance

Product Development

Product Development &
Improvement of Experiential Products,
Programs & Services

Key areas of focus:
Beach focus
In order to maintain our beaches in pristine
condition, regular upkeep is necessary. Key
projects include buoys maintenance, potential
support for marine park development, and
possible beautification of the newly to be
developed Bushiri area.
Aruba Certification Program (ACP) & Happy Information Officers (HIO)
Further alignment, effectivity and expansion
through these programs with the third-party
management foundation, the Aruba Excellence
Foundation.
Aruba Quality Seal
Further implementation and expansion of the
Aruba Quality Seal within the tourism industry;
verify peer-to-peer motivation for the program
and probe business model.

Natural & Cultural assets/ projects
Island Festival, Art Fair, Bon Bini Festival, possible
initiation of Mountain Bike Trails on north coast,
installation of landmark signage on east coast.
Monitor management of Visitor Information
Center in San Nicolas.
Content
Continuous production of new content,
redistribution, and re-targeting of information in a
digital format for on-island distribution purposes.
Placemaking
Further development of brand guidelines
that meet the current brand needs and niche
expansions. The distribution hereof towards
partners is important to ensure proper alignment,
identification and representation of Aruba.
Execution of several Carrying Capacity findings,
mainly towards better flow-management
at different highly frequented sites. Further
investment and monitoring of development at
Baby Beach and Seroe Colorado.
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Improve A.T.A.’ s way of working for
enhanced innovation and agility
Innovate

Agile

Strategies
2020
Corporate Plan & Budget 2020

Aruba Tourism Authority

46

Chapter 2 - Strategies 2020

Innovate

TRANSITION TO PROCESS ORIENTATED ORGANIZATION
Our organization must be agile in order to rapidly shift focus, people and
resources as needed. We will continuously invest our efforts in streamlining
internal processes for improved integration, efficiency and agility so as to
build towards the right workforce composition. Key in this undertaking
will remain the incorporation of agility practices on the level of strategy,
structure, processes, people and technology.
A new strategy, new goals, new technology, and changes in the business
environment can all cause established processes to become inefficient or
outdated. In 2020 we will take a deep dive into the Process Map in Track
III as illustrated in the below overview of the ‘Strategic Planning Process &
Organizational Structure’ approach. We will start with a phased approach for
(business) process reviews with the objective to gain efficiency, productivity
and increase (internal) customer satisfaction.

EMBED CORE VALUES DRIVEN CULTURE
Being agile is not a project, it is a mindset, a culture, hence the importance
of a culture transformation remains high on A.T.A.’s agenda. In the coming

Agile

Improve A.T.A.’s way of working for
enhanced innovation and agility

STRENGTHEN COMMUNICATION AND COLLABORATION WITHIN
THE A.T.A.
Inter and intra office communication and collaboration are essential building
blocks for collective learning, agility and ultimately in achieving results.
We seek ways to fostering more agile and innovative ways of working and
collaborating towards common goals.
One of our areas of attention is to enhance a cross-functional way of
working, an improved internal communication strategy and structure within
and between offices as well as a greater use of modern communication and
collaborative tools.
Since email is the preferred means of communication within the A.T.A.,
we will continue to organize workshops that focus amongst other on
managing emails effectively. At the same time we will continue to make
use of (recently) introduced platforms and tools that facilitate open lines of
communication, transparency and enhance productivity.
Which communication tool do you use the most on a daily basis?

years we will communicate and apply our four core values, passion,
excellence, unity and forward thinking, in everything that we do to ensure

9%

we are a high-performing, value-driven organization. We aim to make our

12%

decision making processes not only data driven, but also value driven.

Whatsapp
Telephone

60%

The A.T.A. will embed its core values in amongst others management

Email

19%

Skype

team behaviors, recruiting and hiring, on-boarding, training, performance
appraisals, the employee recognition program, stakeholder relationships,
internal and external communications, and the office environment.
In addition we will continue to invest in our people by amongst others

Source: A.T.A. Research 2018

further incorporating learning opportunities in our way of working.
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Drive place product upgrade around authentic,
personalized and hassle-free experiences and
enhanced spending opportunities
Place

Improve contingency planning
Contingency

Strategies
2020
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Contingency

Improve Contingency Planning

Improve Contingency

Planning
We must enhance the tourism sector’s capabilities
to prepare, respond and recover from critical
incidents (local, regional and global), due to the
high dependence on tourism as our key economic
earner.
We recognize that the reputation and sustainability
of our tourism industry is inextricably linked
to how we manage the planning for response
and mitigation of hazards and emergencies in
the sector. With a strong Tourism Emergency
Marketing Plan in place, we seek to safeguard
continuity in visitation through periods of crisis.

The Tourism Emergency Marketing Plan will be
evaluated and updated. In addition, we will revisit
the International Tourism Crisis Communication
Plan with our key stakeholders as well as the onisland tourism response plan for crisis and disaster
and effectively execute the necessary activities to
jointly ensure readiness.

Key in this regard is to know when and how to
respond to our markets when adversity
strikes and to have the systems and tools in place
to respond quickly.
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3.1 Targets 2020
3.2 Key Performance Indicators 2011-202
3.3 Projected Growth 2020 Stay-over Visitor Arrivals
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Chapter 3

Overview of our

Measures of
Success
Our Key Performance Indicators (KPIs)
as outlined in A.T.A.’s Multi-annual
Corporate Strategy 2018-2021, measure
for the organization as well as for
the tourism industry at large, to what
degree we are being successful in our
efforts.

Source: A.T.A.
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Contents
The following is an overview of key targets set for 2020 as well as the
performance of Aruba’s tourism industry. By no means all of A.T.A.’s
targets are included.

3.1 Targets 2020
3.2 Key Performance Indicators 2011-2020
3.3 Projected Growth 2020 Stay-over Visitor Arrivals
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KPI Targets
2020
1
2
3
4

Increase Tourism Credits by 2%
Increase Stay-over Visitors Arrivals by 1.5%
Increase Revenue per Available Room (RevPAR) by 2-3%
Consolidate Cruise Visitor Arrivals

Note: targets are compared to estimated final 2019 results
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Tourism Credits 2011-2020

Stay-over Visitor Arrivals 2011-2020

2019

2020

Target: +2%

Target: +3.4%

2019

2020

Target: +3.7%, without VE: +3.9%

Target: +1.5%

Estimated final: +4-6%*

Estimated final: +3.6%, without VE: +8.2%

Tourism Credits, formerly referred to as Tourism Receipts, encompasses the

The 2019 estimated final is based on preliminary stay-over visitor arrival projections

expenditures (payments) in preparation for the trip and expenditures (payments)

and increased seat capacity as a result of a continued strong US market demand.

during the trip and includes the maintenance fees arising from Timeshare

The 2020 target takes into account a slight drop in seat capacity. The target by market

arrangements. The 2019 estimated final as well as the 2020 target are in line with the

is further outlined on page 56.

average elasticity over the period 2011-2018 and includes the projected growth of

Stay-over Visitor Arrivals

visitor arrivals for 2019 and 2020, respectively.
+8%

+4-6%

+2%

1,400,000

4,000.0
3,711.9
3,570.9

3,203.6
3,000.0

3,299.2

868,973

2,500.0

800,000

2,000.0

600,000

1,500.0

2011-2020

1,070,548

1,082,003

2017

2018

1,120,655

1,145,444

903,934

400,000

1,000.0

Indicators

+1.5%

979,256

1,000,000

2,896.1
2,718.9

200,000

500.0

-

1,101,954

1,072,082

3,127.9

2,563.0

Key Performance

+3.6%

1,224,935

1,200,000

3,500.0

3,095.4

+1.1%

3,786.1

2011

2012

2013

2014

2015

Source: CBA |*A.T.A. based on Elasticity 2011-2019 in line with CBA projection

2016

2017

2018

2019

2011

2012

2013

2014

2015

2016

2019

2020

2020

Source: A.T.A.
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Revenue per Available Room (RevPAR) 2011-2020

In US Dollars

Criuse Arrivals 2011-2020

2019

2020

2019

2020

Target: Consolidate RevPAR

Target: +2-3%

Target: Consolidate Cruise Visitor Arrivals

Target: Consolidate Cruise Visitor Arrivals

Actual YTD June: +8%

Actual YTD June 2019: -0.5%

Estimated final: +5-6%

Estimated final 2019: +0%

The Aruba Hotel and Tourism Association (AHATA), projects that RevPAR will increase

The year 2019 is expected to close with cruise visitor arrival numbers similar to the

by 5-6% in 2019. This after two consecutive years of double-digit percentage

2018 results which are in line with the target set. The target for 2020 is to reach

increases. AHATA further projects RevPAR to increase by 2-3% in 2020.

similar cruise visitor arrival numbers as the 2019 results.
+2.9%
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Actual 2017

Projected Growth 2020

Stay-over

Visitor Arrivals

Actual 2018

% Growth

Target 2019
%

Target 2019

Estimated
Final (EF)
2019 %

EF 2019

Target 2020
%

Target 2020

NORTH AMERICA
USA

695,718

742,016

6.7%

4.0%

771,697

10.0%

816,218

1.0%

824,380

Canada

47,166

50,888

7.9%

1.0%

51,397

1.0%

51,397

4.0%

53,453

742,884

792,904

6.7%

3.8%

823,094

9.0%

867,614

1.2%

877,833

Colombia

33,192

36,873

11.1%

5.0%

38,717

5.0%

38,717

5.0%

40,652

Argentina

27,769

26,370

-5.0%

1.0%

26,634

1.0%

26,634

3.0%

27,433

Brazil

14,607

14,409

-1.4%

10.0%

15,850

10.0%

15,850

5.0%

16,642

Chile

10,036

11,242

12.0%

11.0%

12,479

11.0%

12,479

10.0%

13,726

Peru

3,977

4,482

12.7%

40.0%

6,275

40.0%

6,275

20.0%

7,530

Uruguay

1,355

2,262

66.9%

0.0%

2,262

0.0%

2,262

50.0%

3,393

Paraguay

607

1,315

116.6%

0.0%

1,315

0.0%

1,315

60.0%

2,104

Other LA

14,580

16,550

13.5%

0.0%

16,550

0.0%

16,550

5.0%

17,378

TOTAL LATIN AMERICA EXCL VE

106,123

113,503

7.0%

5.8%

120,081

5.8%

120,081

0.0%

120,081

VENEZUELA

96,653

50,582

-47.7%

0.0%

50,582

-90.0%

5,000

0.0%

5,000

TOTAL LATIN AMERICA

202,776

164,085

-19.1%

3.6%

170,663

-24.0%

125,081

0.0%

125,081

The Netherlands

37,246

40,231

8.0%

2.7%

41,317

2.7%

41,317

3.4%

42,722

UK

19,201

10,546

-45.1%

8.1%

11,400

8.1%

11,400

0.9%

11,503

Italy

7,888

10,071

27.7%

5.3%

10,605

5.3%

10,605

8.4%

11,496

Nordic

8,275

7,937

-4.1%

9.4%

8,683

9.4%

8,683

-11.3%

7,702

German Speaking Markets

8,558

9,426

10.1%

14.0%

10,746

14.0%

10,746

2.9%

11,057

Belgium

2,178

3,057

40.4%

-24.4%

2,311

-24.4%

2,311

51.4%

3,499

Other Europe

7,525

8,479

12.7%

-10.0%

7,631

-10.0%

7,631

6.7%

8,142

TOTAL EUROPE

90,871

89,747

-1.2%

3.0%

92,693

3.3%

92,693

3.7%

96,121

34,017

35,267

3.7%

35,267

8.5%

38,247

973,895

1,031,421

5.9%

3.9%

1,071,134

8.2%

1,115,655

+1.5%

1,132,282

1,070,548

1,082,003

1.1%

3.7%

1,121,716

3.6%

1,120,655

+1.5%

1,137,282

TOTAL NORTH AMERICA

LATIN AMERICA

EUROPE

Note: the +3.7% stay-over arrivals target for 2019
deviates from the +2.8% target as stated in the Corporate Plan 2019. Reason for this is that the +2.8%
was a result of the % growth by market based on the
estimated final 2018 visitor arrivals by market (as
per Aug 2018), whereas the +3.7% is a result of the
% growth by market based on the actual 2018 visitor
arrival numbers (as per the A.T.A. Monthly Report of
December, released May 2019).

REST OF THE WORLD
TOTAL ROTW*
TOTAL*
TOTAL

35,267
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Key Performance

Indicators
2011-2020

Diversification of the Source Markets
Next to protecting and growing our primary markets, we pursue to grow our secondary

The Affluent visitor remains the most important market segment. The 2020 target for the US

tourism source markets in value (volume and spend). In 2020, as indicated in chapter 2,

market is to increase affluent visitor arrivals by 5%.
400,000

A.T.A. will continue to have an intensified focus on the US market.

350,000

100%
90%
80%

With every target comes a set of
sub targets. Amongst the critical
ones are diversification of source
markets, increase of share of the
affluent visitors, and stimulation of
need periods.

Target 2020: Increase by 5%

US Affluent Visitors
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3%
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Note: results 2018 - 2020 are targets

Rest of the World

Need Periods without Venezuela
Creating demand during the need months amongst the desired profile of visitors is one of A.T.A.’s primary areas
of focus. Overall the past eight years the ‘need’ months have shown a steady increase.
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