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Contki

- Young people being more independence
- Self-satisfaction

- Be a adventures

- Meeting new friend and culture

- From now Contiki may need to develop
some new locations & service to suit the
young people
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- Viking
Cruises Line Industry Association (CLIA)
mentioning that cruises buyer:
- 50Years Old or above
4 -Family
= 62% of cruisers were repeat customer
- 3.8 trips on average

- Viking case need to improve the competitiveness
‘to suit the overall market, it may increase the sale
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~ - High level
- Families for planning the most important
factor is cost
~Service with middle class or rich class

Another Reasons
- Security
_ - health concerns
- Cruise environment
~ | - Sight- seeing opportunities

~ The family needs to care their children so
~ need to consider the factors of the species
to meet their family & money to plan a

satisfactory travel plan.
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- Low level

- Younger generations (include Millennial)
- Student Worker

Another Reasons

4. —Don't have too much consider the trip
i - Travel want to Relaxation & Exploration



Contiki

- Low level

- Younger generations (include Millennial)
- Student Worker

Gy Another Reasons
5 4 —Don't have too much consider the trip
- Travel want to Relaxation & Exploration
- Teenagers like to do improvisation




