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MANAGFMENT REPORT

This management report contains a short review of aspects that gave
inducement to write this thesis, the framework of the research, the
results and recommendations.

inducement

Several factors induced a study of tourism to Curagao:

- After a relatively flourishing period, of tourism originating fram the
United states, the number of Americans visiting Curagao decreases
despite excessive (financial) promotion effort. Also Venezuelan tourism
collapsed after the devaluation of the Bolivar, which had substituted
American tourism orwards 1975. A study of the current touristic product
can provide insights which can help to develop a touristic product
which distinguishes the island from other holiday destinations.

- In several sectors the econamical activity is stationary or even
decreasing (oil industry and financial off-shore). Earlier studies show
that tourism has a lot of potential to become a major area of
economical activity to campensate the decrease of other areas.

- Political and non-political factors seem to prevent tourism to became a
major area of econamical activity. Features of these factors are slow
decision-making, no or only marginal improvement of aspects which are
important to tourism and not exploiting the available opportunities.
Perhaps new views from a different angle can add samething to earlier
reports which stimulate (tourist) authorities to give tourism a higher
priority.

framework

By means of interviewing visitors, current markets were studied. With the
questionnaires about the market more insight i respondents'
features are abtained and therefore markets can be identified and local-
ized more effectively. Furthermore, respondents were asked to give their
opinion regarding touristic aspects. With the help of these data, factors
can be distilled which are important to respondents and which might be
improved. Also from these questionnaires, an indication can be given how
to approach markets in the future.

The sample consisted of 500 respondents fram all kinds of areas. Holiday
stay-over tourism constitutes the major part of this report. Besides
holiday tourism attention was given to cruise, shopping and business
tourism

results 2
The greatest and most important differences between the importance and
quality ratings of aspects were found in the primary holiday aspects
(sun, beaches, hotel location, hotel price, hotel restaurant, restaurants
in general, camplaint processing and tropical environment).
'Ihequalityofmstofthseaspectshavetobebrulghtmahigher
level. They have to be improved in order to became more campetitive in
the Caribbean area. Especially, because these aspects are also available
on other islands and where quality of these aspects is often better.

If the aspects related to the primary holiday needs are brought on a
level that is equal or higher compared to other islands, aspects next to
the primary holiday aspects became important. These secondary holiday
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aspects should be emphasized then in order to increase the chance that
Curacgao is chosen instead of another island. Especially those aspects are
important which have high scores on quality (architecture, culture and
other sights).

For the primary holiday aspects these results mean that:

- new beach facilities have to be created or facilities on and transport
to better beaches located elsewhere on the island should be improved.

- the goverrment should, at last, undertake measures to improve
cleanliness on the island by means of improving the people's attitude

ing garbage dumping and by an extension of the garbage
collection services.

- areas, away from Willemstad, have to be used. Around picturesque
landhouses in the neighbourhood of more promising beaches, roams could
be built in the same style as the landhouses.

- a price/quality ratio has to be achieved which is perceived as
reasonable by visitors. Room prices, for example, should be in
congruence with other prices like for instance restaurants. Prices
charged should be in congruence with the quality of the product or
service offered.

- Besides improvement of quality, restaurants should pay more attention
to atmosphere and they should contribute to a more culture related
image by adding (tested) culture related meals on their memu.

- The level of skill and training of employees have to be improved in
order to increase the amount of service offered and professionalism
with which it is offered. Employees should also be trained in skills
that improves the speed and the quality of solving the guests'
camplaints.

- the tropical enviromment can be improved by adding tropical plants and
flowers in and around the hotels and the innercity.

For the secondary touristic aspects this means improvement of the presen-

tation of cultural and historical assets of the island. This way the

island might be given a clearer identity with which it can distinguish

itself fram other islands. This means that:

- special attention should be given to the preservation of architecture

- the cultural diversity should expressed more

- the historical and cultural background should be enforced within a
vivid and varying night-life

Other sights (Christoffel park, Boca Tabla, Hato etc) should be made more
inviting and accessible. In a lot of cases this means cleaning up the
garbage, more signs in special colours should be placed on the road to
these sights. More information regarding sights should also be provided
in hotels, in the city and at the cruise terminal.

new markets
Anuﬁlmtlonlsglvenhowtonovetohlgherspendingsegmems Besides
product and service improvements other marketing tools (price, pramotion
and distribution) may help to move to these higher spending segments.



Pramotion demands a two sided approach:

1) improvement of the image Curagao has among travel agents by means of
pramoting significant improvements of the touristic product and services.
2) increase of awareness among potential visitors by means of an aware-
ness campaign followed by pramotion campaigns which support a move to

Improvement of the distribution of the tourist product may be achieved by
improvements regarding the reputation, relation and the exchange with
travel agents. Monitoring costs and effectivity regarding travel agencies
should receive special attention. Standards to measure effectivity of
contact persons and travel agencies are recammended.

With the improvement of the tourist product and service an increase in

price supports a move to higher spending segments. This way:

- the margin between price and costs is increased

- the price elasticity, which is probably higher for low incames, might
be decreased

- profitability of hotels might be increased. The profitability of hotels
is until now very poor, despite relative high occupancy rates

market data

The market data presented may became input for new policy plans besides a
tool to approach current segments more effectively. With these data more
insight concerning effects of certain measures can be dbtained.

The data provide information about visitors' features and information
about the rating and ranking of the present touristic products and
services.



2. INTRODUCTION

"Analysis of the economic situation on Curagao indicates an impending
crisis of major proportions, characterized by a decreasing national
incame, increasing unemployment (fram an already high level) diminishing
foreign exchange revernues and a growing imbalance between goverrment
revenues and expenditures. The only way for Curagao to avert this crisis
will be to implement a development strategy based on the stimulation of
significant levels of investments particularly in foreign currency
generating activitiesl."

At the top of the list as suggested by A.D. Little is tourism. In the
selection process, those areas were chosen which would be most attractive
to private investors and which offer the most employment.

Earlier experience with tourism, the advantageocus location of the island
with, fram a tourist point of view, important attributes like sun and sea
make it almost natural to exploit these characteristics.

Given the choice of tourism, despite all abjections which are levelled at
tourism to small islands and/or developing countries?, it is necessary to
constantly monitor operations. Especially when the dependence on tourism
becomes more and more important for the national econamy.

Much discussion has taken place concerning the definition of what a
tourist is. As early as 1937 The League of Nations already gave a first
description3. Since then, the definition has been changed several times.
Nowadays the definition used in the statistical material of the WIO is
used. Their starting point is the visitor?. A visitor is:"any person
visiting a country other than that in which he usually resides for any
reason other than following an occupation remunerated fram within the
country visited". Two types of visitors can be distinguished: the tourist
and the excursionist. The tourist is sameone who stays at least 24 hours
in the host country for reasons of business, family, friends, meetings,
relaxation, health, religion or sport. Excursionists are people who stay

1 A.D. Little; investment opportunities for econamic revitalization
of Curacgao p.3

2 M. De Vaan; Abo ta Corsow, een exploratief onderzoek in de
toeristensector op Curagao met bijzondere aandacht voor de
werkgelegenheid in het hotelwezen, Ieiden 1982

3 H.L. Theuns; Internationaal Toerisme: amvang, verspreiding, groei
en betekenis 1973. The description of the League of Nations was:
"Any person visiting a country, other than that in which he
usually resides, for a period of at least 24 hours: a) a person
traveling for pleasure, for damestic reasons, for health etc. b)
persons traveling to meetings, or in a representative capacity of
any kind c) persons arriving in the course of a seacruise even
when they stay less than 24 hours."

4 WIO; econamic review of world tourism, Madrid 1978
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less than 24 hours in the host country (transit passengers) including

visitors of cruises.

Besides this description of a visitor one can distinguish types of

tcmrlstsandthereasmwhytheytravel Corne.rnlrx;pe_rsamswlotravel

for recreational reasons, Cohen® states that:"People travel in search of
cultural affirmation" and describes five modes of vacation.

a) The diversionary mode: Pecple seek nothing else but a way to escape
the monotony and the uselessness of their life in their hame country.

b) The recreational mode: People who want to experience the host culture
but don't want to get involved with it. They are satisfied when they
see the location from out coaches and visits to played events.

c) ’Iheexperlartxalnxie This mode introduces the idea of cultural vali-

dity; this type of traveller is alienated fram his own commumnity and
is looking for "meaning" in the life of others.

d) ’Ihe experimental mode: Travellers find pleasure and affirmation in the
authentic life of others but don't surrender themselves campletely to
the life style of the host country.

e) The existential mode: This mode concerns tourists who, to a great
extent, are prepared to surrender to the host culture. They are pushed
and pulled between "hame" and their chosen (spiritual) centre.

In an earlier article Cohen® discussed the degree of contact between host

population and visitors and divided the latter group into 4 basic types.

1) The arganised mass tourist: They don't have any contact with the host
population and its culture because the hotels and other facilities are
developed especially for the tourists. This type of tourist doesn't
expect many differences with respect to the situation at hame.

2) The individual mass tourist: The only difference fram 1) is the
organisation of the trip; the expectations are the same

3) The explorer: He travels to countries who are touristically "new" and
which he knows from personal contacts.

4) The drifter: This is a tourist who dreams of discovering new places.
He is often precursor of the mass tourist. The drifter wants to
experience life in the host country campletely.

These four groups are put together again in two groups, the "institution-
alized" and the "non-institutionalized" tourists. The main difference
between these groups is the fact that non-institutionalized tourists have
not campletely planned their route and travel details in advance. Mass
tourists belong to the institutionalized tourists and the explorer and
the drifter belong to the non-institutionalized tourists.

Curagao is primarily visited by institutionalized visitors who travel in
therecreatlonalarde@erlmrmalmde On the one hand this requires a
certain touristic product and service; on the other hand the institu-
tionalization is caused by a certain touristic product and service.
Facilities belonging to these modes of travel and types of tourist could

5 E. cchen;A Phencmenology of Tourist Experiences, Sociology 13(2) '79

6 E. Cohen; Towards a sociology of international tourism, Social
research 6(1) April '77
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be improved in order to attract more tourists and to increase satisfac-
tion. Also other facilities could be offered in order to appeal to other
types of tourists as well.

In this thesis new opportunities, developed with the results of the ques-
tionnaires, will be presented. This thesis tries to describe ways how the
tourist product can be improved and volume increased.



3. DELINFATTON OF THE PROBIFM

ILarge investments have been made in hotels and infrastructure to develop
a flourishing tourism. There are, however, factors which influence
tourism negatively and therefore require a different approach of tourism.
Factors which indicate problems in the tourist sector will be described
below.

Flgures of stay-over tourism show that there is a shift in country of
origin. The number of visitors from the United States increased initially
and reached its highest point in 1973. The years afterwards only show a
decrease, which was compensated by primarily visitors fraom Venezuela and
by a rest group which consists of travel originating from South and
Central America and the Caribbean area (see table 1).

Table 1 Stay-over and cruise tourism to Curagao. Stay-over is divided into
place of residence

nationality
year |cruise tourism stay-over tourism| USA Venezuela| rest
1973 168,932 123,206 59,042 31,245 32,919
1974 176,302 109,295 45,613 31,220 33,462
1975 178,946 103,328 28,517 41,142 33,669
1976 178,109 117,037 34,819 50,426 31,892
1977 193,524 133,532 28,009 65,033 40,490
1978 177,968 173,704 29,386 79,922 64,396
1979 173,965 180,638 25,601 82,382 72,655
1980 169,002 184,671 24,500 93,137 67,034
1981 128,416 176,269 27,710 82,684 65,875
1982 109,997 174,402 20,015 94,350 60,037
1983 107,104 110,616 21,128 24,863 64,625
1984 122,506 130,003 27,601 30,130 A2, 202
1985 108,779 127,564 24,162 25,392 78,010
1986 125,905 128,207 21,517 15,219 91,471
1987 N.A. 134,786 17,790 16,853 100,143

Source: Curagao tourist bureau

Various types of tourists will have, depending on their goals and needs, certain
demands and expectatlons regarding their stay on the island. De Vaan divides

hotels on Curacao in three categories: A,B and C’.

The North Americans will come mainly for "holiday tourism" and stay mainly in A-
category hotels. The regional tourists are often shopping tourists and their
purpose is to buy products which are much cheaper on Curagao than in their own

oountry Shopplng tourist stay mainly in hotels of the B and C category.

The increase in shopping tourism, originating from Venezuela, stopped abruptly
as a result of a strong devaluation of the Bolivar. The advantageocus price

difference was diminished.

7 M. De Vaan; ibid p. 67-70
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The difference between these two kinds of tourism can be described as follows.
The North Americans and the Europeans came because of the island itself and will
show the usual touristic features. Shopping tourists will have a more economic
motive to visit the island.

Although shopping may be the most important reason, shopping tourists 1like
holiday and business tourists, have clear opinions regarding aspects concerning
tourism on Curagao. This was already made clear by a research of ule Stanford
Research Institute in 1975 8. During this research guests were asked to give
camnents concerning their experiences gained on Curagao.

Different categories of passengers were asked to name their least highly rated
factors which are listed below (table 2).

Table 2 Least highly rated factors in Curagao specified to passenger categories
and related to December 1974

factors cancerning scheduled charter cruise—
hotels air air ship ferry
passengers passengers passengers passengers

-hotel prices 1 1 1 I

5 b
10 =

cammunication service

-hotel beaches

-hotel entertairment

-hotel roam service

—attitude hotel employees
-hotel restaurant

-hotel facilities and services
-hotel roams

-hotel casinos

-hotel pool

=
Il CONOUTdWN
I
|

I
|
NIowo o vwo

other factors

-restaurants 9
-floating market -
-Willemstad shopping area =

NN
|

—Westpunt

—Curagao liquor distillery -
-botanical gardens -
—-car rental service -
~taxi service -

|
I OO NN W
| OO ® |
I

source: SRI visitor survey

8 stanford Research Institute; Evaluation of tourism to Curagao and
recamended actions to ameliorate problems of the hotel industry,
1975 p. 62-64
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Fram this list of 40 least highly rated factors, 25 were directly related to
hotels. Fram this, one could hypothesize that in order to experience a stay posi-
t1ve1y, satisfying accammodations are required. Satisfying accammodations mean,
in this context, accammodations which suit the expectations of the visitors. The
situation within hotels was studied during a parallel research?.

From camments, given as "mmber of volunteered visitors comments" a list of
attributes was drawn up which didn't meet visitors demands and expectations
(negative comments) and attributes which did meet visitors demands and expecta-
tions (positive comments) (see table 3). From the comments, 29 positive against
190 negative, it is shown again that hotels often don't meet visitors' demands
and expectations. Furthermore the table shows a division of camments concerning
other attributes. All these attributes, because respondents were not asked
specifically about these attributes, will be important to visitors. At least they
will influence the valuation of the island. One ought to exploit the attributes
camented on positively and improve the attributes cammented on negatively.

9 Together with this research, the hotel industry was studied too.
See L. Arts; Contingencies in the Hotel Industry
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Table 3 Number of volunteered visitor camments. December 1974

positive comments negative camments

Eng- Spa- Eng- Spa-

lish nish cruise lish nish cruise
area of concern |air air ship ferry total| air air ship ferry total
—attitude of em—
ployees in
hotels and shops 3 15 5 1 24 13 45 20 12 91
shops 1 3 4 7- 31 20 7 65
-prices in hotels
and shops 1 1 213 11 38 4 66
-taxi service 1 1 13 16 8 37
-hotel facilities
and services 1 1 1 312 10 3 8 33
-facilities for
money exchange 0 5 8 13
—toilet facili-
ties 0 14 14
-bus service 0 i | 9 10
—cleanliness
—pollution 7 W 3 1 6 10
—guided tours 0 1 | 8 10
-beaches 1 o | 6 2 8
—-info availability 0 i 6 7
-signs 0 3 3 6
—ferry service 0 6 6
—airlines 0 2 4 6
-piers 0 3 2 5
—postal service 0] 4 4
-town architecture| 1 2 3 0
—entertaimment 0 3 2 5
—beauty 2 6 8 8§ 1
—general 3 6 6 2 17 1 1
—other 3 0 4 8 10 13 31

15 27 30 3 75 96 142 191 40 469

Source: SRI visitor survey December 1974

During the research, attention was focussed on the tourist and his ex-
periences with the island. The decrease of the number of North American
tourists and the loss of a great deal of the Venezuelan shopping tourism,
though partly campensated by Haitian and Jamaican shopping tourists, raises
the question if the tourist authorities can control the market to saome
extent. It seems that they don't know what the market is nor what the
needs, wants and demands are. When the needs and the demands of a market
are known and also what the demands concerning a stay are, one can adapt
the product to these needs, wants and demands and in this way marketing
activities can be controlled better. With a better knowledge, control and
auditing of the market risk can be spread better.
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For example, for visitors fram Venezuela prices on Curagao were attractive
and formed one of the basic motivations to came. An external factor, in
this case monetary, caused a total collapse.

This example shows the dependency of a country and the need of risk spread-

ing.



4. PROBIFM DEFINITION

On the basis of the foregoing the praoblem can be defined as follows. Due
to a lack of market information, the marketing policy can't be aimed at
certain target markets. This raises questions about:

— What the features of the market segments currently served are?

- Which touristic aspects are most important to visitors and how
visitors rate the quality of these aspects?

How aspects rated important might be improved?

How market segments might be reached more effectively?

- Which markets might be focussed on in the future?



5.1. DESTRABILITY OF MARKET RESEARCH
During the research the description of market features was emphasized. This
paragraph will describe the desirability of market research.

The profitability of many hotels is low or negative, the mmber of visitors
fram the USA is decreasing despite large advertising investments. It seems
that a considerable effort needs to be made regarding pramotion and sale
to receive a better occupancy rate in hotels, bars and restaurants. "...
but it is no excuse for doing just that; it is both necessary and possible
to proceed with changing the products: to establish who our customers could
be and what their needs are (market research) and to formulate and develop
products meeting their needs (product formulation and development) . This
approach ultimately calls for less sales effort, which is then designed to
demonstrate to people that their needs can be met; it is of particular
importance in hotels". 10

Promotion expenditures are a measure of sales effort. When the pramotion
expenditures are viewed, Curagao is at the top of the list campared with
other Caribbean islands. Still the desired result isn't achieved. An
attempt should be made to spend every promotion dollar, as well as every
marketing dollar, as effectively as possible.

5.2. GOAL OF THE RESEARCH

erycmewor)un;mthesewmesectorlsmfactpartofthesalsor—
ganisation. A negative attitude among personnel regarding service, which
cause dissatisfaction among guests have to be campensated by extra sales
efforts. Creating a "good" attitude and motivation among employees, can
contribute to a reduction of sales expenditures.
Krwledgeabcutthetargetgrcupsandthetargetgmlps' needs increases
the effect1v1ty of marketing efforts. Expectations created will have to be
expressed in attributes important for tourists. By studying visitors'
features and needs, recammendations can be made to improve the touristic
product on those attributes which are considered important by the visitor.
Furthermore the results of the research can lead to recammendations regard-
ing opportunities to reach (potential) tourists with advertising and
distribution.

10 5. Medlick; The business of hotels 1980 p. 111
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6. DISCUSSION OF THE RESULTS

The tables presented are in some cases extremely clear. First, the top 10
of importance items contains mainly aspects which are related to a
holiday in a random hotel in the Caribbean, no matter the social class of
respondents. Second, the majority of the significant differences and the
camnbination of a significant difference and a difference in ranking that
is equal or larger than 4, between importance and quality scores, prima-
rily concern wants related to holiday destination and hotel and hence to
be found in the top 10 of importance items. Third, because there is a
substitution, in the whole Caribbean, for most of the top 10 aspects and
they can be served elsewhere equally well or even better, other aspects
became also important. Especially those on which respondents score
(extremely) high on quality.

6.1. 10 i rtance

The ranking of the importance aspects can be summarized with the follow-
ing key words: Holiday visitors come primarily for sun and beaches in a
clean tropical enviromment, in a nice hotel which solves camplaints fast
and satisfactory and they expect good food at a fair price.

Sun, location and tropical enviromment most of the time meet the standard
requested by the tourists. But, the whole Caribbean is a substitute for
the preceding. The quality ratings often are on a lower level than
importance which means that many aspects can be improved. The table below
summarizes the situation.

The table shows that almost all statistically significant differences
were found in the top 10 of the ranking. Second, as a consequence of the
preceding, the largest differences between importance and quality are
found among aspects which are easily substituted by other Caribbean
holiday destinations. This ascertaimment should initiate immediate action
to improve the quality of these aspects. Especially those which show
large discrepancies in rating as well as ranking. But first of all, how
should the differences be interpreted?

BEACHES

To start with the beaches. This leads to a problem that, on first hand is
difficult to solve. It concerns a fixed natural setting which is dif-
ficult and perhaps ecologically even reprehensible to adjust. Still
beaches are very important to current visitors. Curagao does not have
natural long silver sand beaches. At least, not in the neighbourhood of
the current hotels or city. It has better beaches, or bays, (i.e. in
most cases better than the beaches located near the hotel) elsewhere on
the island. The problem is transport, distance and loss of sales in the
hotels.

Improvement of the accessibility of other beaches by improving transpor-
tation and facilities on these better beaches can increase the quality
rating. This means that on a lot of beaches facilities have to be crea-
ted. Lockers, toilets, cubicles and stands which sell beverages and/or
food have to be built.

For example Boca Santa Cruz, Boca St. Michiel and Barbara Beach have
better beaches. Beach Parties and barbecues can be held here more con-
veniently.
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For the major beaches shelter roofs could be built and, ones built, also
properly maintained as available on Playa Abao.

Facilities to be created should be on a level that it is possible to
spend a whole day at these beaches. A hourly bus service should be
arranged to transport guests to and from hotels. In order to overcame
problems with the trade union of taxi-drivers agreements with this union
have to be made.

Several options are possible:

1) creating a new taxi service. For instance by letting current taxi
drivers drive small busses. Tickets for a trip to and fram the hotel
could be sold for 2 to 3 dollars.

2) The hotel offers the service and pays the union of taxi-drivers
certain amount for the loss of business.

The taxi system as a whole could be improved by offering taxi services
the way visitors are familiar with. This would mean installing taximeters
which make negotiation about prices ocbsolete and hence better and quicker
service. Second, the guest will perceive the price paid to be a fair
price.

Although taxi prices are quite high, the average revenues per taxi aren't
very high due to the number of taxis available on the island. A new
policy regarding taxi licenses as proposed by Horwath and Horwath should
be paid attention to. Should the number of guests arriving to the island
increase, then new licenses might be distributed again.

CLEANLINESS

Cleanliness doesn't need much explanation. Most of the readers know how
the situation is. Many places on the island still look more like a
garbage dump than a touristic tropical island. The visitors score dif-
ferent on cleanliness. Some rate the quality of the cleanliness high
others low. This difference in score merely shows that those who score
low see more of the island than the hotel or Willemstad only. Although
the authorities have increased penalties for dumping garbage and a more
intensive campaign is running, structural measures to clean up the island
haven't been taken. With exception of some clubs, who choose target areas
and than clean it up, no one seems to be really interested in a cleaner
island, neither for themselves nor tourism in particular. The results
show that cleanliness is rated very important by most of the visitors. A
clean island improves the beauty of it and not only for the tourists.

The island authorities, in order to decrease the amount of garbage, might
assign people to first of all clean up and keep clean the areas most
visited by tourists, second, the garbage on the route to touristic
sceneries and places and third, the rest of the island.

In order to prevent people from dumping trash any time and anywhere, a
service that may be called and that comes to pick up garbage which can't
be picked up during the normal garbage collection might prevent people
fram putting old couches and the like into the car and dump it elsewhere.
Also this service might contact people who have a car in the garden which
isn't used any more and take it away.
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Table 4 differences related to primary holiday wants

HEIXE GWA A SUHAERIA

1.nmber of significant 9 7 7 9
differances in the top 10

2.nmber of significat 8 7 6 6
differaces relabd to
hotels ar primary holiday
damerds

3.total nmber of significat 12 9 8 12
differaces

4.percentages of differeces 75% 8% 88% 75%
related to 1 ad 2 67% 78% 5% 50%
(1:3, 2:3)

5.total naber of significat 12 7 7 12

6.paxoantage of difference that 75% 100% 100% 75%
is related to 1 ad 2 67% 100% 86% 50%

:
3
:
58
3
53
g

1l.nmber of diffraces which 6 7 3 4
i Eheitlont o AiFs

in rarking > 4 ad qality

rating is lower then impoer-

tace ratig

12.percentacge of diffierances 83% 100% 100% 100%
tat isrelatedto 8 ad 9  100% 100% 67% 50%
(8:11, 9:11)
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QOMPIAINT PROCESSING

Importance scores on camplaint processing show that hotel gquests expect
to be treated with the most possible consideration. For hotels it is
impossible to offer the ideal solution for all camplaints guests may have
but all problems will have to be solved to a satisfactory level. This
means that if the problem can't be solved totally, an alternmative has to
be given which convinces the guest that everything is done to remove the
cause of his camplaint and that everybody in the hotel (not only the
management) takes the guest's complaint seriously. The preceding makes
the job of a guest relation officer very important. But, the service
within a hotel should be on a level thatenabl%theguesttoexplainhis
camplaint to every employee in the hotel. The employee must than know who
to turn to or how to solve the probleml!l.

RESTAURANTS

Restaurants and especially hotel restaurants don't seem to be able to
bring the price and quality perception on a level which is in congruence
with the importance level. More than a dozen restaurants can operate for
an important part because of the guests of a half a dozen hotels. Com-
pared to the hotel restaurants, the competition is more intensive.
Probably because of this competition, restaurants not sited in hotels
have to try harder and are more convinced that quality and atmosphere
gives them an advantage. Hotel restaurants, which have an advantage
because guests don't have to travel and guests don't have to lock for a
place to eat, don't seem to be able to profit from that advantage.

High prices is not a guarantee for good food and prices have to be in
congruence with the quality of the food, service and atmosphere offered
and not only with the costs of preparation.

PRICE

With exception of the respondents from the United States, the results
showed for all continents or countries a significant difference in the
importance of hotel price and the quality of the hotel price (cheap,
fair, expensive, very expensive). Price contains a psychological factor
which causes people to not state easily that samething is cheap. Espe-
cially in those cases where a lot of money is involved. The difference
between the price and the subjective value of the good or service has to
be extensive before people will call it a bargain. The subjective value
is fed with experience. If also the purchasing power of the foreign
currency on Curagao is taken into account, the differences in perception
of price importance and quality can be explained. A $60.- room on Curagao
will, by people from the USA, be compared with a $60.- roam in the USA.
But a $60.- room on Curagao will be compared with a fl 120.- roaom in the
Netherlands by people from the Netherlands. In comparison with people
fram the USA, a room on Curagao, because of the difference in purchasing
power, is twice as expensive. The results show that with the increase of

llMore about the organisation of hotels and the position of em
ployees within the organisation was studied during a parallel research
(Contingencies in the hotel industry by L. Arts) which was conducted at
the same time
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the discrepancy of the purchasing power on Curagao, the discrepancy
between importance and quallty scores as well as the difference in
ranking increases. The latter is shown in the table below.

Table 5 perception of price importance and quality and their
discrepancies for the various countries and continents
inpartance  gality
inpaxtance qality dlscrq:a"ql rarking ra'klrg discrepacy

1) U= 2.90 2.87 12 0
2) Cxeca 2.9 2.60 o.3o 10 14 4
3) Rxrcpe 2.82 2.45  0.37 10 16 6
4) sath Amer. 3.26 2.37  0.89 9 21 12

The rarking of the cartries is egnl to the rarking in prdhasing power

HOTEL IOCATION

There was a difference between importance and quality rating of the
hotel location more often concerning significance than ranking. Since
hotels can't be moved other actions could be taken to improve the hotel
location. For example, one could place a hotel in a sea of tropical
delight. The whole surrounding of a hotel could be filled with all kinds
of colourful flowers, plants, palm trees, tropical birds, tropical sounds
etc.. To maintain the flora, a lot of water is needed. The re-use of
filtered sewage water can help to decrease the costs of maintenance of

this floral2.

TROPICAL ENVIRONMENT

Like beaches, also the tropical enviromment is a fixed natural setting.
Whether or not you like it is a subjective opinion. The difference
between expectation of how a tropical island looks like and reality is
most of the time caused by the image that people built fed by commer-
cials or movie pictures. Curagao is a dry island with a vegetation that
is bushy and consists for a great deal out of cactuses. The difference
between expectation and reality probably causes the significance. But,
since tropical environment has a high quality ranking, visitors rank the
reality high, although it is not in congruence with their expectation.
Because of this high ranking, the difference between importance and
quality rating becomes less serious.

The preceding 8 items were those which were mentioned in the top 10 of
importance ranking and which showed a significant negative difference
between importance and quality and in most cases also a differences in
ranking > 4. The importance and quality ranking of the sun was in perfect
balance and in most cases it performed its job even better than expected.
A tenth item isn't discussed because for all countries this was an item
that was unique for a certain country or continent but that hadn't a top
10 ranking for the other countries or continents.

12 1. Arts; ibid
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The aspects discussed up to now have to be take in order to stay campeti-
tive on a higher level in order to stay competitive. As was stated
earlier it concerned aspects which satisfy the principal holiday wants of
the visitors but which are also easily substituted by other Caribbean
islands. The second level holiday motivations came into view then. Those
aspects which score high on quality and which present a clear advantage
for Curagao will be studied. This group consisted of Curacgaocan culture,
architecture and other sights. All these aspects scored high on quality.
The importance ranking (whether or not the respondents had scored on
quality wasn't taken into account) of Curagaocan culture, architecture and
other sights of the various groups (high vs low income, age and educa-
tion) of countries and continents were camparedl3. Then differences
between ranking of respondents with high incomes, high degree of educa-
tion and high age versus respondents with low incomes, low degree of
education and low age, were put together. This exercise showed that
respondents of the former groups rank culture, architecture and other
sights higher on the importance scale than the latter group. This fact
can be a handy tool for future segmentation.

6.2 secondary holiday aspects

The fact that culture, architecture and other sights are more important
to the "ideal group" and the fact that these aspects have a high score on
quality brings several advantages. First, it can distinguish Curagao fraom
other islands. For example, Aruba is very well known for its long silver
sand beaches and Bonaire is well known for its excellent scuba-diving
facilities and its underwater scenery. Until now, Curagao has no well
developed feature with which it can position itself nor with which it
distinguishes itself from other islands. Second, the differentiation of
respondents in two groups (those who rate culture, architecture and other
sights high versus low) creates already two segments. Certain charac-
teristics of a segment, to reach a certain group may be distinguished
more easily. Add campaigns can be aimed more effective at a selected
group.

Positioning the island with a special emphasis on culture, architecture
and sights would mean a positioning which aims at the "educational
market". This means a market in which visitors, by means of activities
offered, learn about the host culture and history besides a stay in the
Caribbean with sun and water. But what is the meaning of culture, ar-
chitecture and sights in this positioning strategy? These three aspects
form the means to be able to position the island and they will be dis-
cussed below.

QULIURE

During the interviews, many asked what the Curagacan culture is and what
makes it special. Curagao is a perfect example of a melting pot of
cultures with the Curagacan culture as a resultant of the other influen-
ces. This melting pot offers the opportunity to distil the various
influences from this melting pot, offering a scale of historical events

13 south America was excluded since no division was made for
this group



20

over 3 to 4 centuries. Influences of all these cultures have made what
Curagao is today and these traces of modern or ancient cultures can be
experienced again in the daily life of the Curagaocan people. This distil-
lation offers the opportunity to create and organise activities which
could make a package trip to several countries ocbsolete if visitors want
to get a glance of other cultures on one spot. Since most visitors are
frequent travellers, their knowledge of different cultures might be
high. This knowledge may help them to explore the influence of other
cultures on the Curagacan culture. An effect of seen and associated may
become present. The melting pot of cultures offers also the opportunity
to develop a varying night life. Every time every where a specific
culture should be highlighted.

ARCHTTECTURE

Curagao has an architecture that is unique for the area. Especially Punda
and some of the landhouses are well maintained and are of extraordinary
beauty. The buildings in Punda accommodate primarily shops and some of
the landhouses accommodate restaurants. Many, though, tumble down. There
is no money to restore them all but once restored, the authorities don't
seem to find an appropriate use for it (e.g. Landhouse Knip). The loss of
landhouses is for Curagao a loss of one of their most valuable assets. A
new positioning of the island as a centre of culture and history can give
new use to landhouses through which they will be preserved and which will
turn them from a source of costs into a source of (indirect) revenues.

OTHER SIGHTS

Besides Christoffel park with its museum and the Seaquarium, Curagao has
many places which could be visited by tourists. Most of the time un-
familiarity and lack of information cause visitors not to experience the
beauty of Santa Martha Bay, the plain near Hato etc. and in some cases
sights are not inviting enough (i.e. wood bay). Development of these
sights, but also of the museum, Boca Tabla, other bays where the under-
water flora and fauna is much richer and interesting for snorkelers
would increase the number of trips that could be undertaken and in this
way increase satisfaction.

Horwath & Horwath (UK) ILtd wrote a tourism masterplan in which they
developed a marketing strategy. Besides a description of the kind of
hotels to be built, their size and location, they give, among other
things, some options to characterize tourism to Curagao. Their advice is
very useful but in some cases very general. They predict numbers of
visitors to come to Curagao but they don't describe target groups and how
and with what options to reach them.

In the following description of a marketing strategy is attempted descri-
be and a marketing mix developed with the help of the results of the
questionnaires. This method differs from the method Horwath & Horwath
used in the sense that during this research visitors were interviewed
while Horwath & Horwath used their own experience and questionnaires sent
to travel agents.

The following must be seen as a elaboration of the results and recommen-
dations presented by Horwath & Horwath, other consultancy reports written
in this field and the research that was conducted at the same time (see
note 12).
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7. MARKETING STRATEGY AND MARKETING MIX

7.1. MARKETING STRATEGY

Fram interviews with tourism authorities and earlier studies it was found
that the tourism authorities want to move to a higher spending segment in
the tourist market and prefer the United States' market because this
market has a lot potential, the Antillian Guilder is tied to the US
Dollar so changes in currency exchange rates won't effect tourism im-
mediately and this nation is relatively high spending. Especially in the
shoulder months and the low season (summer) tourism fram Europe might
improve occupancy rates. But, tourism from Europe is more subject to
changes in currency exchange rates. At the moment, the US Dollar is
relatively low and therefore the Antilles are relatively attractive to
visit for the Europeans. Should the Dollar rise, then the price elas-
ticity will cause a decrease of European tourism. Besides financial
advantages, a plea to move to a more expensive form of tourism could be
that the price elasticity is lower for visitors with high incomes than
for visitors with low incomes. The high costs (e.g. labour and goods) on
Curagao in comparison with other islands or countries in the area might
alsobeareasontomvetoamreexpenswesegment This in order to
increase the margin between price and costs. The price increase definite-
ly needs to be associated with an increase in quality and as much as
possible without increase in costs. In a lot of cases, this means real-
location of funds and improvement of efficiency and effectiveness.
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7.1.1. SFGMENT
The segment at which the strategy is aimed has the following characteris-
tics:
- origin: * The North East of the USA
* The South East of Canada (Ontario, Quebec)
* Burope (Netherlands, United Kingdom, Germany, Switzerland,
Scandinavia)
- social class: The middle and upper class, the people have had a high
degree of education (college, university) and who
enjoy, in their free time, the good life
- incame class: the potential market belong to the middle to high incame
classes (> $60.000 or > f1 70.000)
availability of time: depending on the country of origin, packages with
different lengths of stay should be offered in
the various countries. For the USA this would
mean a 7 day trip, for Canada a package for 1-2
weeks. For Europeans, a holiday in the Caribbean
will most of the time be their major holiday.
Also taking travelling time into account, a 2-3
weeks package is most suitable.
- phase in the life-cycle: The segment is at an advanced stage in the
life cycle. Most of them will have children
that are older than 15 years and the majority

will travel with spouse or partner.
- motivations underlying

the buying decision: The most important motivations will be a stay in
the Caribbean to enjoy the sun and the blue water
in a tropical enviromment. But the stay must also
offer a range of activities. These activities
should be related to the visitors' special
interests. This would mean offering the
opportunity to learn about the historical
and cultural assets which Curagao has.

- likes and is like: Visitors come for a mental rest i.e. to escape the
problems of daily life. They are interested in the
country's culture and would be pleased to have some
sort of contact with the local population. They like
to do things on their own i.e. when visiting places,
they prefer to be alone instead of walking around in
a whole group. The segment wants to do something
completely different, other things than what their
normal daily life is made of.The segment will
experience the monotony of daily life less.

- product preference: The segment prefers high quality and a high degree
of service. High prices are less important as long
as the price is in congruence with the quality and
service offered.

Visitors will rather be individualistic. They will prefer to travel with
spouse or partner perhaps accompanied by friends but they won't prefer
travelling in whole groups. They must be able to make their own choices
out a range of activities. In a lot of cases, valuation of the destina-
tion will depend on the amount of activities or sight-seeing places
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offered. Valuation doesn't depend only on activities visitors really have
taken part in or places visitors really have seen, also the amount of
activities offered is important. It is better to let visitors make
choices out of many activities offered instead of "forcing" them to visit
the few activities that are available in order to pass the time.
Europeans, in general, tend to be more critical than visitors from North
America. This will also be the case with respect to culture. For Europe-
ans, experiencing culture is more cammon than for North Americans since
Europeans are more exposed to all kinds of ancient cultures. The reason
for this is the richness and vividness of European culture and history.
Cleanliness and safety are very important to the visitors. Especially
visitors from the USA have to have a feeling that it is safe. Whether or
not the actual chance is small that people get robbed is less important.
Guards and people cleaning the street can improve the perception of
safety and cleanliness.

The most important factors will remain to be sun, beaches, tropical
enviromment, nice hotels and good food. The buying decision is dependent
on offerings which aren't a common good in the Caribbean. Exclusive
offering of valued activities can also decrease the impact of low rated
aspects (e.g. beaches). They become relatively less important and in
relation with their importance their quality will be on a more satisfying
level.

For the visitor, the most important buying decision will be the product
and the service to the visitor, product availability and atmosphere. For
the intermediary (wholesaler, retailer) image and sales persuasion,
which are dependent on product and product availability will be most
important. Especially the image that Curagao has in the eyes of travel
agents or intermediaries is not very high and awareness among potential
visitors is low despite all promotion effort. Besides measures to improve
visitors' satisfaction and awareness of potential visitors, measures have
to be taken to improve the image of Curagao which will facilitate the
sale of packages to travel agents and their efforts to sell the package
to the custamer.

Since the development of a touristic product to a higher quality level is
not achieved in one year, the price policy should be in congruence with
the increase of quality. A price increase must be associated with a
significant improvement of quality perception.

7.1.2. INTERVIEWS WITH TOURIST AUTHORTTTES

Besides the questionnaires, also people were interviewed who are closely
related with tourism on Curagao. Their opinions and views are helpful to
get a image of the current situation and to prepare recammendations.
Below, the most important parts of the interviews are summarized. The
interviews were held with people from the Tourist Bureau (TB), Curagao
Action Group (CAG) and the consultant of the Down Town Management Or-
ganisation (IMO) .

All groups have frequent contact with each other but also with other
organisations not mentioned here. The CAG is, among other things occupied
with the execution of the recommendations of the A.D. Little study, the
DMO with the revitalization of the inner city and TB with the marketing
of the tourist product and service.
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The DMO is one of the results of the activities of the CAG. The dbjective
of the IMO is:"to increase traffic and sales to all businesses in the
down town area by increasing shopper frequency and average expenditure
while at the same time developing a new clientele for down town."
specific abjectives are:

1) to increase security protection in order to improve the perception of
security not being adequate, to clean up the loiterers and to encourage
merchants to remove the bars from their store windows.

2) to improve the atmosphere and appearance of the down town by cleaning
up the streets, adding colour in the form of plants, banners, flags etc.
and improving the buildings.

3) to assess the parking situation and to come up with possible solu-
tions.

4) to develop an active, on going marketing and special events program
that will consider both the locals and tourists, in order to create
excitement in the down town area.

5) to lobby the goverrment for duty free shopping

6) to work with merchants on an ongoing basis encouraging them to improve
their store fronts, interior design, merchandise mix, presentation and
service.

7) to work with tour bus operators to get them to bring people to the
down town when the stores are open.

8) to study the issue of hours and the noon closings.

9) to develop an effective forum of communication between the public
sector and private sector.

10) to constantly monitor the above priorities, changing and adding to
them as necessary.

The revitalized process of down town is dependent on the government
bringing in more tourists to Curagao as tourists are the long term
primary market for down town.

As stated earlier, the CAG is occupied with the execution of the recom—
mendation of A.D. Little. Especially those areas which are not covered by
other organisations (e.g. attending investors). The CAG is not concerned
with the marketing of tourism.

Several people stated to have a preference for "highly educated", "high
incame" taxrlsmbutthiswasmreapersonal opinion than a matter of
pollcy The importance of cruise tourism was stressed; especially con-
cerning the revitalization of the inner-city. The opening of the Interna-
tional Trade Centre (ITC) is likely to have influence on this kind of
tourism. The pros and cons of holiday and business tourism have to be
weighed up and a choice has to be made.

At the time of the interview it wasn't clear who would become responsible
for the execution of the Tourism Masterplan presented by Horwath &
Horwath. Some remarks concerning the masterplan were given.

1) it is not strategic enocugh

2) it doesn't show which market Curagao has to aim towards

3) it doesn't show how this can be done

4) the financial part is unclear
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The masterplan will have to be executed by the new tourist bureau. Due to
changes in the goverrment changes in the tourist bureau would only be
delayed.

Campetition for the ITC will be severe since in Miami and Puerto Rico the
same sort of centres are already established. A problem related to the
opening of the ITC is that now no hotel is built at the same time, there
is a problem concerning the stay of business people. In the peak season
Ias Palmas and Caribbean hotel will face overoccupation. The question is
whether these hotels are willing to give up capacity, normally used for
holiday tourism, in favour of business tourism. If they do then the
concentration on resort tourism is terminated and they have made a clear
choice. Resort tourism would then became acbsolete for these hotels. This
doesn't mean that there aren't any possibilities for resort tourism.
According to Horwath & Horwath, the island could, be divided into several
sectors and developed. The area where a development is 1likely to ac-
tivate an increase in the "touristic profit" should receive priority.
This means that attention shouldn't be focussed on current hotels around
the inner city because resort tourism, the way it is offered now, doesn't
meet the real resort tourism standards. The island should be divided,
like the tourist population, into segments while the whole island should
be pramoted as one touristic product. This means that at certain points
extra attention has to be given to attractiveness and accessibility fram
other parts of the island. Resort tourism should be approached in the
"classical style" i.e. everything has to be available at the resort place
so the visitors don't have to move around. The various kinds of tourism
(e.g. educational, dive, business or survival tourism) demand their own
specific type of accommodation. Hotels to be built in the future must be
designed in a way that suites the specific demands best.

Plans to establish a duty free shopping zone in the inner—city is seen by
some as a big mistake. Calculations show that on balance, duty free
sho;pirgmeansalossduetotheincreaseneededintheaveragetoarlsts
spending i.e. when the total population is also allowed to shop duty
free. Development of Curagao as a buying spot is difficult since cruise
ships offer duty free goods and are able to offer goods which are wanted
most by the tourists.

7.2. MARKETING MIX

A portfolio could be composed relating to various segments. For example:
- culture/history

- survival

- festival market place

- scuba diving

- business

- shopping
cruise

The various parts of this portfolio have all different demands and need
different marketing. In the strategy culture and history was focussed
upon because these segments are likely to have the most potential con-
cerning number of visitors and it offers the opportunity to improve the
overall awareness of the very existence of Curagao. In the following
attention will be paid to culture, survival, festival market place and
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scuba—diving. Shopping, business and cruise tourism will be discussed
furtheron.

7.2.1. PRODUCT POLICY

QULTURE/HISTORY

HOTELS

The presence of landhouses on several parts of the island offers the
opportunity to create resort tourism at these landhouses. The landhouse
itself could be used to house the reception, restaurant etc.. Around the
landhouse roams or studio rooms could be built designed in the same
fashion as the landhouse. This way guests are surrounded directly by an
architectural/historical environment. Also a start is made to develop
tourism facilities not centered in or around Willemstad.

THE INNERCITY

Development of the innercity should focus on offering the opportunity to
stroll around in a cosey, clean and warm atmosphere. For this purpose,
the architecture is inevitable. This means that the old buildings should
be protected from tumbling down or being substituted by new modern
offices. The architecture is one of the islands most valuable assets.
City walks gquided by a person who likes to do this because of his own
enthusiasm for the city, as was done recently by one person, should be
encouraged.

Also ideas could be brought up by people to perform same, for tourism
interesting, handicraft on the street which makes the tourist stop and
look for a while at the craftsman and perhaps buy same of his art. People
could be incited in the newspaper to send in ideas.

Especially when a cruiseship is in the harbour the atmosphere can be
improved by asking a band to play for a few hours in the city.

According to the recommendations in the DMO report, vividness and atmo-
sphere can be improved by adding more colour in the form of flowers,
plants and banners.

Also streetfronts of coffeeshops could be improved and be as attractive
as the streetfronts at the seaside of the fort arches which would make
them more inviting to sit down, have a drink and watch people strolling
In order to let people know where they are, what is available and where,
information signs should be placed at "strategic" points.

Apart from what was said in the parallel researchl4 about training em-
ployees in hotels, the same recommendations could be made for employees
in stores. Training on how to approach customers and how to deal with
them might improve sales. In a lot of cases this also means that the
attitude of store personnel needs to be improved regarding service to
customers.

14 1, Arts; ibid
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OTHER SIGHIS

In order to make sights more available, signs should be placed all over
the island making it easy for visitors to find these places and improving
roads should increase the accessibility to these places. Also information
about the availability of sights, where to find them and what to expect
could be put together in a brochure and presented at visible places in
the hotel and city.

The lives and times of some of South America's liberators such as Boli-
var, Brion and Priar could be shown. Since it is more difficult to
present this life, the Octagon and the area around it with real size
puppets, tents etc could shape the enviromment and tell the story of his-
torical persons important for South America.

To show the African cultural influences, old photos, paintings, explana-
tory text and goods in which the African identity is present could be
exhibited. Videos could be made showing the relationship between African
and Curagacan dances etc. Also the history of slavery on Curagao, the
rebellion of Tula and his followers can be told as well as the importance
of Curacao and the rest of the Antilles and Aruba for all groups who have

occupied it in the past.

The influence of the Portuguese/Jewish community and why they came to
Curacao can be explained and further developed within or near the Syna-
gogue. Conversations with historians can shed more light on this and the
former subject.

The ITC site offers the opportunity for a (permanent) exhibition of
todays developments on Curagao and communication and trade in particular.
Demonstrations of what is possible today and in the near future can be
shown. Many tourists will be business people in their daily life for whom
this exhibition could be very interesting.

With these suggestions, a holiday might become a total cultural event.
This means that from the moment visitors have landed they will be wel-
comed and held in a cultural/historical atmosphere. This demands special
facilities and treatment from arrival to departure. This will be impos-
sible for the near future but worthwhile planning for the future.

The cultural/historical approach offers the hotels a range of oppor-
tunities to develop a vivid night-life. The various cultures which
influenced todays Curagao can create a night-life that is related to the
Curagaocan culture. A hotel can focus on a certain culture for one week,
another hotel on another alternating culture etc. Another possibility is
that hotels focus on a different culture every day. For example, a
typical meal is on the menu for a spec1al price and also the even_mg
program is related to the culture which is in the picture. It is impor-
tant to realize that tastes are different all over the world and food
adored by one is disgusting for another group. Therefore tested culture-
related meals, which are rated tasteful by a large group, should be put
on the menu only. Small workshops could be created for people to learn
certain dances. Regarding the variety of night-life activities, it is
important to notice that the average length of stay has to be taken into
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account since people won't like to see the same show three times during
their stay.

SURVIVAL

The market for holidays in which people can master new challenges by
means of surviving is growing. In general these expeditions are held in
deserted areas. Although Curagao is only a small island, the heat, the
natural rough setting and the fact that a big part is uninhabited, create
opportunities for expeditions on foot including watercrossings, diving,
mountain climbing and marches. All together it could be some sort of
desert training. Opportunities in this field and market could be studied.

FESTIVAL MARKET PILACE

Same reports suggest that Curagao should became a festival market place.
A varied program is offered through the year and each festival should
attract visitors who come specifically for a certain program. For ex-
ample, the Jewish festival which attracted 200 visitors in 1987 could be
elaborated. Other festivities were related to sports (e.g. surfing and
triathlon).

The fact that the local market is small increases the risk of a festival
since festivities will meet a lot of competition from the continents.
Jazz festivals or fashion festivals are also held in the source markets.

Organising large scale festivities should be studied carefully. But the
carnival, which needs relatively only a small investment, could be
promoted effectively.

SQUBA-DIVING

Curagao offers a wide range of scuba-diving facilities. With the cample-
tion of the diving hotel near the seaquarium an important facility has
been added to this range and it offers the opportunity to penetrate more
aggressively in this market.

The fact that culture and history are emphasized in advertising can
facilitate advertising in the diving segment because the primary goal of
advertising should, in this phase, be improving awareness. Through
advertising in dive magazines, the actual diving segment can be reached,
with specific ads, more easily and more effectively.

Certain areas are already protected areas and have become National
Underwater Parks. Preservation of the underwater flora and fauna and
aggressive advertising might achieve an increase in market share. Accord-
ing to Horwath & Horwath the United Kingdom, West Germany, The Nether-
lands and Italy as well as Canada and the North East and West Coast of
the United States have large diving markets. Since divers spend most of
the day in and at the water, they will have different wishes for roams
and will measure hotel quality with their own. This difference has to be
taken into account and therefore package prices excluding dive facilities
should be lower. Those packages should be sold as much as possible which
include the use dive equipment and/or lessons.

All hotels should bring the snorkel facilities to the attention of the
visitors. On request, brochures which tell how to snorkel and where the
best snorkeling spots are should be provided.

Conclusions and recommendations regarding cruise, shopping and business
tourism are presented in 9.2, 9.3, 9.4.
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7.2.2. PRICE POLICY

As stated earlier, prices should be increased only when the quality
perception increases due to an increase in the mumber of activities, the
way activities are presented, the refurbishing and service in hotels,
food preparation and the way it is served in general.

Also package prices and prices paid for meals, activities, transport etc.
should be balanced. Satisfaction will be influenced negatively when
tourists are lured with relatively low package prices but when once on
the island the prices e.g. in restaurants turn out to be almost as high
as the daily room price. This imbalance will prevent repeat buying. In
general people are prepared to pay higher prices if the quality is
perceived to be high.

Price discrimination is comon in the tourist business. Two major kinds
exist. First, price discrimination between high and low season and
second, price discrimination among areas of origin. The former is used
primarily to keep the occupancy rates at a level that at least covers the
variable costs, make operations break even or bring same profit. Visitors
fram Europe and South America, who have their vacation and travel mainly
during the summer period above the eguator, may, with the special off
season prices, keep occupancy rates at a satisfying level.

when the latter price discrimination policy is used, one might prevent an
imbalance between room prices and other prices by offering a meal plan
which clearly shows the benefits for the visitor together with the
package. Besides decreasing the imbalance and thereby increasing satis-
faction, this creates a more certain, therefore less risky, and probably
a higher turnover in restaurants which can decrease the costs for every
meal. This way the margins between costs and revenues of food preparation
could be maintained or even improved.

These discounts and the relation between package prices and other prices
should be studied carefully.

With the improvement of the tourist product and the move to higher
spending markets, the South American market will decrease since the
mumber of people who might afford such a holiday is only a small per-
centage of the total population. When this process starts, the island
will primarily be dependent on the Eurcpean market during the off sea-
son. The pricing policy should develop with the same speed as the deve-
lopment of the touristic product.

7.2.3. DISTRIBUTTION/SAIES SALE AIMINTSTRATION

The main objective concerning distribution should be an improvement of
the island's reputation and the relation with travel agencies. Thus, the
exchange between the hotels, the tourist bureau and the travel agencies
and between travel agents and (potential) custamers is facilitated.
Earlier studies already mentioned that the image of Curagao in the eyes
of travel agents is poor. Because of this image or reputation, travel
agents will be less inclined to exert themselves to sell Curagao to
customers.

The new policy (i.e. to move, by improving the touristic product, to more
expensive segments) has to be communicated to the travel agencies and
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improvements or results should be shown by means of e.g. familiarization
trips, brochures etc. By these means the travel agents have to be made
enthusiastic (again) about the island and which this increase their
efforts to recommend the island.

At the moment, most of the time, the various hotels send people to visit
travel agents in order to keep contacts up, sell new packages and hope to
motivate the travel agents to sell their package. Selling will increase
when cammission is high. This selling concept in a market which is
becaming more and more competitive can turn itself against the seller.
The travel agent will have two basic motivations to recammend a certain
package. First, the commission he receives for every package sold and
second, the chance that the customer will be highly satisfied in order
to create repeat buying for his agency. Therefore increasing the margin
for the travel agent is not a guarantee that the package is sold with
more effort. With the increase of the islands reputation one may appeal
more effectively to the travel agency's second motivation.

A joint offering of packages by more or less similar hotels may streng-
then the negotiation position of the hotels. It can also improve the
relationship since the travel agent deals only with a few people and
therefore he has more time to get to know them better. Joint offering
also lowers costs since only one person has to visit the travel agent.
Awareness and a good reputation in the eyes of the final customer may
achieve that the customer will ask for Curagao. This may also strengthen
the position towards the travel agent. Negotiating can be done with less

Joint tourist offices of the leeward islands abroad might increase total
volume to this area and can be established in areas where an office for
Curagao only wouldn't be profitable. A presentation as The Dutch Antilles
and Aruba offering packages which contains a visit to all six or the
three leeward islands might be advantageous for all due to a 1likely
increase of marketshare in the Caribbean. Within the offices autonomy for
the various islands can also be realized. These offices might also be
helpful concerning close relationships with other travel agencies,
promotion campaigns, public relations and research in the source markets.

Poor experiences in previous years demand close monitoring concerning
results and effectiveness of the tourist offices. This monitoring is also
applicable for the whole sales force and sales administration. The costs
of maintaining the sales force and sales administration should be weighed
against the revenues. Close administration of the number of packages sold
by a travel agent, the mumber of times a travel agent is called upon and
the costs of each call can provide information about the effectiveness of
a travel agent and the effectiveness of the person who maintains the
relationship with the travel agent. This monitoring is the responsibility
of hotels and of the Tourist Bureau in case of a national tourist office
abroad.
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7.2.4. PROMOTION

The Touche Ross consultants already concluded, and it was endorsed by
Horwath & Horwath, that the island shouldn't spend heavy on advertising
to promote a poor product. First of all the tourist product should be
improved.

Still promotion is an essential part in tourism development. As product,
price and distribution development, promotion development should be
phased. Every step in product development should be accampanied by a
step in the other elements in order to move to the more expensive seg-
ment.

Two separate pramotion strategies should be developed. One for the inter-
mediaries and one for the (potential) tourists. The difference, among
others, between intermediaries and tourists is the fact that the inter-
mediaries already know Curagao and a lot of (potential) tourists don't.
Both groups, though, should be subjected to a campaign that increases
awareness.

Curagao has a rather poor image among travel agencies. This image has to
be changed. This is best done by improving the tourist product. But
travel agencies must notice that the product has improved otherwise they
will keep the image they have. On the other hand an image change is not
achieved in a short time. A step-by-step change is likely to be more
effective because the image will remain more solid in the travel agent's
mind. Therefore an awareness campaign, aimed at travel agencies, in which
the tourist authorities commit themselves to improve facilities and the
product should be started. Plans to create new facilities, which will be
executed in the near future, have to be camunicated. This way not only
CQuragao gets extra attention but the travel agents will also notice that
the authorities are not only willing to improve the tourist product but
also actually undertake action. This committance could be strengthened by
a letter of intend of e.g. the commissioner of tourism.

Many respondents hadn't heard about Curagcao until only a short period
before their decision about their holiday destination. Others had come
because other places were totally booked up. The awareness among people
that Curagao is a tropical island in the Caribbean sea is low. Develop-
ment of a campaign which is totally aimed to increase the mnumber of
people who know what Curagao is deserves priority. Messages presented
later will than be noticed earlier and more easily.

The awareness campaigns could form the basis for future campaigns.
Follow-up campaigns for intermediaries could contain showing the results
of plans to improve the product and presentation of new plans for the
future. Showing the results could be supported by familiarization trips.
Travel agents can than actually see and experience the improvements. This
will make them also understand why prices are rising and what the aim
behind it is.

For pote.ntlal bl.xyexs, advertising following the awareness campaign has
two major aims. To increase traffic to the island and moving to a higher
spending segment. This means that advertising has to be adapted constant-
ly to a new segment. The incremental steps taken in product development
and price policy have to be followed by steps in advertising. This means
that as the quality of cultural and historical facilities increases and
prices get higher, advertising should focus more and more on these
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aspects of tourism and has to be placed more and more in an envirormment
which appeals to the targeted segment.

Publicity could be a form of advertising which is free of costs and is
important if only because of that. Measures and activities covered by
the (intermational) press and which receive positive publicity are not
only important towards the intermediaries or potential visitors but also
towards (potential) investors. Creating an atmosphere in which initia-
tives get a chance, are supported and show that the island is on the
move may increase the number of investors who become interested. There-
fore a good relationship with the press and making sure that the press is
present at main events could be very worthwhile. Publicity and public
relations are not a matter of waiting passively. It starts with o is-
ing activities in which the press might be interested. Invitations to
cover stories and newsletters are other possibilities. A reporter facing
his deadline might be hoping for a story to cover.

Below same advertising themes are presented which form an example of how
advertising and advertising content transform over the years together
with the transformation of product and price. Advertising in written
media and radio have to support television advertising. Their theme is
directly related to the main theme and reinforces it. This example covers
the US and Canadian market and is aimed at potential visitors.

The main characters must be early forty and must have typical faces which
are recognized easily. With the change of themes, the "hero" is climbing
in his career while the "sucker" makes no progress. At the end of the
whole campaign the sucker will still be wearing the same suit, live in
the same house, have the same car etc. while the hero is becaming more
and more exclusive like the tourist product.

Theme 1: awareness improvement

First voice over:"This is a commercial about Curagao."

Second voice over:"A commercial about Curawhat?"

First voice over:"About Curagao."

During these lines the screen is filled with the words Curagao with on
the background a tropical scene.

scene

The "sucker" asks the "hero" where he is going for his holiday. The hero
answers that he is going to Curagao. The sucker asks the hero what and
where this Curagao is. The hero says:"Try and find out yourself what and
where Curagao is." He smiles and continues with his work while the sucker
is left behind puzzled.
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Theme 2: The current segments

scene

The sucker comes into the hero's office which is modernized and better
equipped (caomputer, telephone, modern furniture etc.). The secretary is
leaving while the sucker comes in with an unfolded map and says:"Now I
know what and where Curagao is. It's a tropical island in the Caribbean
sea near Venezuela." The hero says:"There, you found it. It is one of a
group of islands which form the Netherlands Antilles. Besides their
local language they speak Dutch, English and Spanish." The sucker
says:"English as well?" Disappointed because he already booked his
holiday he says:"I should have asked my travel agent about Curagao."

Theme 3: Moving to the desired segment

scene 1: The sucker arrives in a small, second hand car. His skin is
campletely burned by the sun and getting out of the car is quite
painful.

scene 2: The hero arrives in a new modern car and he gets out of the car
relaxed. His skin has a nice dark tan.

scene 3: The men are talking as the secretary approaches. Astonished and
with a kind of mean smile she asks the sucker:"What happened to
you." The sucker answers that although the beach was nice and
there was plenty of sun, there was nothing else to do. After two
days he and his mrs where as red as lobsters. The rest of their
holiday they had to spend inside the hotel and they had bored
themselves to death. Then, he asks the hero where he has spent
his holiday and why he doesn't have a sunburn. The hero
answers:"I visited Curagao and I had been warned not to
stay in the sun for hours. We didn't even have the time.
There is such a rich offering of culture and history, you never
be bored. Yes, they really know how to connect relaxation and
activities.

scene 4: Voice over reading the words on the screen:"Curagao the vivid
cultural and historical experience in a tropical setting."

Theme 4: The target segment

scene 1: The sucker visits the hero in his beautiful house with a new car
in front of it. The sucker comes in and says: "At last I can see
your slides of Curagao. The hero moves the curtain aside with
his remote control and behind it is a screen. The hero shows the
cultural and historical aspects of Curagao and tells about it.
He ends the slide-session with the remark:"Harry, one day you
will learn that a holiday is not only sun, sea and beaches. One
day you will learn that a real holiday is Curagao."

scene 2: Voice over reading words on the screen:"Curagao the vivid
cultural and historical experience in a tropical setting."

8. SOURCES OF RNOWLEDGE AND ADVERTISING IN MAGAZINES

8.1. sources of knowledge

The influence of promotional activities, in relation to other sources, on
respondents' knowledge of Curacao is shown by the table below. Four
sources were distinguished: Social contacts, commercial sources, public
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sources and personal experience. The main difference between sources of
knowledge is that some sources can be influenced directly whereas others
only indirectly.

In first instance, the percentages don't give the effectivity of certain
actions. They can merely be used for camparison. All these sources do
influence the potential visitor. Whether or not he will come to Curagao
depends on various aspects, the decision variables.

The only direct channel to influence potential visitors are the commer-
cial channels. Number of messages and their content are in the issuer's
hand. All the other sources are indirect channels but all can be in-
fluenced. Social contacts by making sure that visitors had a marvelous
holiday; public sources by making sure that the island gets often in the
news positively and personal experience as a result of repeat business.

Table 6 Sources of knowledge about Curagao for the various continentsl/2

Arcpe Cxada UA South America
social aatacts 40.6% 15.7% 31.5% 38.8%
amercial sorces 13.1% 42.6% R.2% 13.8%
pdalic sarces 7.4% 9.4% 12.2% 20.0%

persanl exeriaxe  38.8% 32.6% 24.3% 27.5%

1 When e than ae soree was amed, the sorcees are assumed to have an

2 par=sael experience covered everything that aauldn't be put in the
cther saross e.g. learmed abatt at scdhoal, earlier visits, foad an
the mep etc.

SOCIAL CONTACTS

Bearing in mind that 88.2% of the respondents would recommend Curagao to
their friends and relatives and the fact that the percentages range from
15.7% to 40.6%, the importance of this source is obvious. Canada was
penetrated only a few years ago. This explains the high percentage of
commercial sources. Since relatively only a few Canadians have come to
the island word-of-mouth promotion is still on a low level. This result
shows also that a new market must be approached with heavy promotion and
afterwards, i.e. when visitors of a new market have been to the islard, a
great deal is taken over by mouth-of-mouth advertising like for instance
in the USA and Europe. The high percentage for is also caused by the fact
that visitors stayed often with friends and relatives.

COMMERCIAL SOURCES

Effectivity of an add campaign or improvement of the reputation and
relation with travel agents can made visible by comparing these per-
centages with the post campaign percentages. All other influences remain-
ing equal, this percentage should increased after 1 period have. Besides
an increase in the amount of visitors, the years after the first period
will show a decrease of the percentage of commercial sources and, after 1
period of decrease, an increase of the percentages of the other sources.
This is caused by the fact that the number of visitors was increased and
therefore social contacts and personal experience will be more often the
source of knowledge. As a matter of fact they take over the promotional
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effect of an add campaign and reinforces it.

PUBLIC SOURCES

What has been said with regard to commercial sources can be repeated
here. Should the entrepreneurs in tourism be able to interest the inter-
national press, an increase in this percentage might be observed. Pramo-
tion and publicity may initiate traffic. If it is done effectively, i.e.
an increase in traffic, social contacts and personal experience will
reinforce the publicity and promotional efforts. The increase in traffic
causes that more people to promote mouth-to-mouth and they might visit
the island again.

PERSONAL EXPERIENCE

This percentage contains all sources which don't belong to the preceding
sources. For example, school, earlier visits, etc.. All other influences
remaining equal, an increase in the number of facilities and the quality
of the tourist product can increase repeat business. The same is true for
an increase in cruise tourism. There were respondents who stated that
they had been on the island on a cruise before. This experience had made
them come back. Hence, an increase of cruise tourism could mean an
increase in stay-over tourism.

8.2. advertising in magazines

The percentages found, concerning magazines read by respondents, give an

indication of the maximum percentage of potential visitors which can be

exposed, at least one time, to advertising in a certain magazine. Assump-
tions underlying these percentages are:

- If a respondent reads two kinds of magazines it is assumed that he will
be exposed twice if the add is printed in both magazines. If they read
more than two magazines they will be exposed four times.

- It is assumed that respondents read the magazines every week

Table 7 percentages of potential visitors who will be exposed to a
certain add in the various magazines at least 1 time

Brgpe Caadh WA Sadth Amerdica

pinion mecpzire 39.7% 2.1% 18.6% 27
popular mecpzine 43.1% 36.7% 37.2% 15
infomation mecpzire 51.7% €9.6% 75.8  €0.
hddoy mecpzine 12.1% 16.5% 5.8 25
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Table 8 percentages of potential visitors who will be exposed to a
certain add in the various magazines at least once in relation
with other magazinesl

Arpe Caeda WA South Arrica

Qpinion mecpzire 27.1% 19.2% 12.65 21.6%
pxular mecgzine 29.4% 24.2% 25.2% 11.8%
infometion mecpzine  35.3% 45.8% 51.4% 47.1%
hddoy mecpzine 8.3% 10.9% 10.7% 19.6%
tot=al 100% 100% 100% 100%

1 These paroataces imdicate expoaure rate in relation with other
types of mecpzires.
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9. MARKET DATA

The sample consisted of 500 respondents and was almost completely equally
distributed over men and women.

73% of the visitors gave holiday as the purpose of visiting Curagao, 9%
named shopping or shopping and pleasure and 18% answered business or
business and pleasure. The origin of the respondents interviewed and the
actual origin of visitors in 1987 is shown in table 9.

Table 1 Origin of visitors and respondents

actual percentage of percentage of stay-over
stay-over visitors respandents respondents

South America

Argentina 1.2% 2.6% 3.0%
Colombia 3.2% 2.0% 2.3%
Venezuela 12.5% 4.6% 5.2%
Rest South America 5.1% 2.2% 1.9%
22.0% 11.4% 12.4%
Caribbean Area
Dominican Republic 11.5% 1.0% 1.1%
Jamaica 15.6% 3.8% 4.3%
Virgin Islands NA 1.0% 0.0%
Rest Caribbean 15.5% 2.6% 2:7%
42.6% 8.8% 8.1%
Northern America
Canada 5.4% 20.0% 19.5%
United States 13.2% 23.2% 21.8%
18.6% 43.2% 41.3%
Central America 1.3% 1.4% 0.6%
Europe
Federal Republic of Germany 0.4% 1.6% 1.8%
Netherlands 10.9% 27.8% 31.6%
United Kingdom 0.5% 3.2% 1.4%
Rest Europe 2.1% 1.8% 1.7%
13.9% 34.4% 36.5%
Rest World 1.6% 0.8% 1.1%

100.0% 100.0% 100.0%
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The research population doesn't fit the total population coming to the

island. Several reasons can be found:

- The research was conducted during the holiday season between December
and July. This season is characterized by peak periods of Northern
American tourism whereas during the summer months there is a peak in
Southern American tourism and tourism from the Caribbean area.

- The interviews were held at three specific places: * the hotel beaches

* the city centre

* the free zone
These spots were chosen because here contacts with respondents could be
made most easily. With the exception of the free zone, tourists from
Northern America and Europe visited these places more often campared
to tourists from South America and the Caribbean area.

- Purpose of the visit determines for a great deal whether certain
questions are applicable or not. Shopping tourists didn't seem to have
much interest in aspects such as beaches, sights, availability of
sports accammodations etc. These questions were much more related to
"holiday tourism". As a consequence information from the latter group
was more extensive and hence this group became more important.

- Interviews and reports from consultants made clear that the tourism
authorities want to move to a more upper class, high spending segment.
This segment is likely to be found in Europe and Northern America.
Although at the moment the middle class segment is served, information
about this segment can help to prepare a policy to move to other
segments. In that case, a lower proportion of tourists from South
America and the Caribbean Area in the sample is less of an amission.

- A lot of people from the Caribbean area were very reluctant to answer
the questions. Especially at the airport. One of the most probable
reasons is that, at that time, the police was very active to find
people who stayed on the island illegally. Especially people fram the
Dominican Republic.

Respondents used the following means of transportation:

- scheduled air 65.4%
- cCharter air 21.6%
- cruiseship 11.8%
- ferry boat 0.6%
- other 0.4%

Holiday tourism, cruise tourism, shopping tourism and business tourism
will be discussed in separate chapters as a group and/or area of origin.
Cruise tourists only stay one day and have to choose from various touris-
tic options as how to spend their day. For them it is only possible to
get a first impression. Although they stay only one day, they are an
important group. For instance, same of the stay-over tourists stated that
they had learned about Curagao because they had been to it on a cruise.
The impression they gained made them decide to come back for a longer
period.

The number of holiday stay-over tourists offered also the opportunity to
study, within a certain country, continent or area scores and features of
various groups of respondents (high vs low income, old vs young, high
educated vs low educated and family vs non-family travellers).

Regarding shopping tourism and business tourism two separate groups were
studied. For shopping tourism this was North America vs South America and
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the Caribbean area and for business tourism this was North America and
Europe vs South America, Central America and the Caribbean area.

Cruise tourism was studied as a whole.

As a result of the number of respondents, the major part of this thesis
is dedicated to holiday stay-over tourism.

9.1 HOLIDAY STAY-OVER TOURTSM

In the following the results of '"holiday stay-over tourists" of the
various chosen areas will be discussed. These areas are divided in four
groups:

—Eurcpe

—Canada

-United States

-South America/Caribbean Area/Central America

Differences between areas will be compared.

9.1.1. FUROPE (holiday stay-over; the number of respondents is 127)
The population coming from Europe consisted of people caming fram
Austria, Belgium, Switzerland, Dermark, The Federal Republic of Germany,
Italy, Sweden, The United Kingdom and the Netherlands. Since the major
part came from the Netherlands, this country was compared with the rest
of Europe to see if differences existed. 66 out of 82 variables turned
out to be not significantly different at P<0.05. The Netherlands and the
other European countries will be put together as a whole and will be
labeled "Europe". The differences between the Netherlands and the rest of
Europe were found in the following variables:
transportation
hotels
resort
holiday budget
the way respondents learned about Curagao
religion
advise
importance: ** roomservice

** restaurants

** water sports

** other sports
* quality ** restaurants

** culture
** public transport
sun

*%
** professionalism hotel personnel

* % % ¥ % ¥ ¥ *

92.1% of the respondents came by scheduled air, 7.1% by charter and 0.8%
had there own means of transportation. Since the only direct connection
between Europe and Curagao is possible with KIM and the fact that they
only provide scheduled air means that people that came by charter had
another port of embarkation than Amsterdam. That is, they made a stop
somewhere in North America, South America or the Caribbean. Still it is
possible to fly scheduled air without using KIM but it often takes much
longer to reach the destination. An other explanation could be that
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people don't know exactly whether or not a flight is scheduled or charter
and only believe it was charter.

Respondents were distributed over the following age categories:
below 21 5.5%
between 21-40 52.8%
between 41-60 27.6%
older than 60 14.2%

The marital status was distributed as follows:

married 55.1%
single 33.9%
divorced 7.1%
widowed 3.9%

45.7% of the respondents had children and there age was distributed over
the following classes:

below 6 10.3%
between 6-15 8.6%
older than 15 70.7%
a cambination 10.3%
of 1,2 or 3

With these percentages, information is gained about respondents' phase in
the life cycle. The phase in the life cycle is made more acbvious in the
following table.

Table 9.1.1. Respondents phase in the life cycle

below 21 |betwean 2140 | between 41-60|alder then 60| total
5:5 2.8 27.6 14.2 100

marital stahs
merried - 46.3 (24.4) |68.6 (18.9) |83.3 (11.8) ((55.1)
umerried 100 (5.5)(53.8 (28.4) [31.4 ( 8.7) [16.7 ( 2.4) |[(45.0)
children
o 100 8.6 14.3 5.6
yes -_ 16.4 (20.7) |85.7 (51.7) (%4.4 (27.6) |(100.0)
age children
below 6 -_— 41.7 ( 8.6) |— 6.3 { 1.7) (10.3)
between 6-15 —_ 16.7 ( 3.4) 6.7 ( 3.4) 6.3 ( 1.7) ( 8.6)
ader tem 15 | — 16.7 ( 3.4) |86.7 (44.8) [81.3 (2.4) (70.7)
aathiration —_ 25.0 ( 5.2) 6.7 ( 3.4) 6.3 (1.7) (10.3)

The majority of the respondents was in the age category of 21-40. Of the

that were younger than 21 years one could say that they don't
have any family obligations. They were ummarried and didn't have any
children. In the age category between 21-40 the situation is quite
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different. Respondents were almost evenly distributed in married and
urmarried groups. Only 16.4% had children and in most cases they were
younger than 6 years. If this age category is campared with the older age
categories, one could say that people who just started a family with
children are less inclined to take distant holidays. This is probably
because of the expenses associated with starting a family and this is the
reason why people between 21-40 with children are less present. The
married couples with no children don't have to spend money on children
and this leaves a larger budget for more distant holidays. The same
situation occurs for older couples. Their children have grown up and less
money needs to be spent on them. Another financial advantage associated
with this age category is that fewer payments for mortgages need to be
done and/or less appliances need to be bought that are necessary in a
house or appliances that make life more comfortable.

As a conclusion one can say that at the moment the respondents in the age
category between 21-40, whether or not married, with no children is the
most important group as to amount in life cycle phase. One ocught to take
into account, though, that the European holiday season starts in July.

Respondents travelled in the following groups:

alone 20.6%
spouse/partner 50.8%
spouse/children 2.4%
friends 14.3%
spouse/children/friends 1.6%
other 10.3%

The mumber of relatives travelling with the respondents was distributed
as follows:

number of relatives

40.9%

51.2%

4.7%

2.4%

0.8%

WK = O

More than 50% travelled with spouse or partner and compared to the number
of relatives almost 87% travelled with only one relative. The conclusion
is that of the respondents the majority undertake the journey when they
don't have children or when the children are at an age that allows their
parents to go on a holiday alone. One could also hypothesi that now
children are older, parents don't have to travel with the whole family.
The available budget per person is then higher and holiday destinations
further fram home can be chosen. The duration of the flight and the
preparation needed can also be an incentive for families with young
children to spend their vacation in Europe.

Respondents can be characterized as experienced travellers. 67% goes on a
holiday twice or more than twice every year. 28% goes every year and only
5% goes once every two years or less. These results show that vacation
has became an integrated part in people's budget. They don't save several
years for one big trip but spend a certain amount on holidays every year.
This means that holidays have become a more important part in man's
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life. Not so many years ago people went on holiday only once a year or
less. The increase in the number of holidays not only shows that the
importance of holidays has increased but also that people are in a
position to satisfy this want.

Contrary to world wide figures, only 29% of the European respondents was
on a package tour. This low figure is influenced by the fact that an
important part of the respondents stayed with friends and relatives. Of
the respondents that stayed in a hotel, 46% was on a package tour i.e.
they booked a flight and a hotel at the same time.

Iength of stay was distributed as follows

less than 1 week 15.0%
1-2 weeks 27.6%
2-3 weeks 29.1%
4 weeks or more 28.3%

Iength of stay of the European respondents is relatively long (28.3%
stayed 4 weeks or more). Length of stay will be related to travelling

time i.e. most respondents won't be willing to fly 20 hours or more for 1
week of vacation. Iength of stay is also related to resort place. The
results show that tourists that stay with friends or relatives or reside
samewhere else than in a hotel stay longer than the average hotel guest.
The extra money hotel guests have to spend will certainly influence
length of stay. The reason why the amount of people that stay with
friends or relatives is quite high is that still a lot European Dutch
live and work on the island. This amount is much less for other areas.

84.3% of the respondents would recommend the island to friends or rela-
tives

SOCIAL CIASSES

To see if a distinction can be made between social classes, information
about work situation, income and education are compared.

69.3% of the respondents was employed or self employed. Those who weren't
were:

retired 30.0%
entered early retirement 2.5%
house wife/man 30.0%
student 20.0%
other 17.5%

looking for a job 0.0%
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The respondents who don't have a paid job are quite evenly distributed
over the various items. None of the respondents was looking for a job.
Most respondents that answered the not employed question were below 21 or
older than 60 years.

The respondents that were employed or self employed were distributed over
the following categories:

comercial service sector 55.2%
non profit service sector 26.4%
industrial sector 17.2%
agricultural sector 0.9%
Respordents are distributed over the following incame classes (in guil-
ders):

between 0-30 thousand 29.4%
between 31-50 thousand 29.4%
between 51-70 thousand 15.6%
between 71-90 thousand 7.3%
more than 90 thousand 18.3%

If only incame is taken into account, the island the attracts, until now,
mainly visitors with low and medium incomes. There was no significant
correlation between income and budget. This leads to the conclusion that
tourists campare holiday destinations with the budget they are willing to
spend. Since one can expect people with higher incames to be able to
spend a higher budget, this will influence there choice of holiday
destination and make it different from people with lower incames. Still
a part of the people with high incomes are not willing to spend a large
budget. This brings them on the level (concerning the budget) of low and
middle incomes and make the same trade off between budget and destina-
tion. Since the majority of the respondents are in low and middle incame
classes, it seems that the respondents with an high income belong to the
group that spends relatively a low budget. Still a difference will be
made between high and low incomes to see if differences exist in the
ratings of touristic aspects.

Respondents had obtained education at the following levels:

elementary/low 6.3%
high school 52.8%
college 24.4%

university 16.5%
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There was a positive significant correlation between incame and educa-
tionl>. The preceding shows that the islands attracts primarily social
middle class groups.

The budget European visitors were prepared to spend is shown below (in

guilders).

less than f1 1000 16.5%
between f1 1000 and f1 3000 45.9%
more than f1 3000 37.6%

To see if differences existed between importance and quality, the touris-
tic aspects were compared with a t-test. First the t-test will be per-
formed for the total European holiday population. Subsegquently different
incame groups, educational levels, ages, and travelling groups are

campared.

Table 9.1.2. Comparison between importance and quality for the total
European holiday population

importance qgality sign
sn 3.50 ( 1) 3.5 (1) N.S.
beaches 3.26 ( 2) 2.75 (9) <0.001
cleanlirness 3.2 ( 3) 2.2 (21) <0.001
hotel location 3.00 ( 4) 2.87 (4) 0.01
axplaint processing 3.8 ( 5) 2.24 (20) <0.001
trpical eviramat 3.04 ( 6) 2.88 ( 3) 0.022
hotel restarart 3.00 (7) 2.51 (13) <0.001
other sidhts 2.98 ( 8) 2.78 (7) 0.006
restarants in gereral 2.97 (9) 2.65 (11) <0.001
hotel price 2.8 (10) 2.45 (16) 0.004
Quracacen allture 2.82 (10) 2.76 ( 8) N.S.
infrastnchre 2.80 (12) 2.51 (13) 0.0
architechre 2.75 (13) 2.86 ( 5) N.S.
i 2.72 (14) 2.32 (18) 0.017
availahility of waterspats 2.68 (15) 2.83 ( 6) N.S.
availahility of other sparts 2.65 (16) 2.28 (19) 0.017
taxdes 2.64 (17) 2.56 (12) N.S.
evening at gpatinities 2.64 (17) 2.43 (17) N.S.
shaping gqpartinities 3.60 (19) 2.69 (10) N.S.
roamearvice 2.9 (20) 2.89 ( 2) N.S.
quided tars 2.00 (21) 2.46 (15) N.S.

N.S. mears that the differances are not statistically significant at P0.06.
nly the inpartance ratings of respadatts that also rated gality were
taken into acocout

The results show that differences are more often statistical significant
for aspects that have high importance ratings. For aspects that are less
important the differences between importance and quality becaome less.

15 when the correlation was computed students were deleted from the
camputation
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Although a lot of differences are not significant there is often a
between the importance and quality ranking. The reason for

this is that although scores do not differ significantly the difference
is large enough to cause large differences in rankings. Besides improving
qua_l ity peroeptlon of aspects that differed significantly, one ocught

to try than to improve the fit in ranking of touristic aspects.
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This flgureshwsmerarﬂurgoftourlstlcaspects The stars in the
accentuated areal represent aspects of which the importance and quality
rankings are in congruence. The numbers on the vertical axis correspond
with the ranking of importance while the horizontal axis represents the
quality ranking. For example, coordinate (14,18) represents public
transport. Its importance ranking is 14 and its quality ranking is 18.
Efforts need to be made to move those stars which are not in the accen-
tuated field to this field. Those which score the highest on the impor-
tance ranking should receive priority.

A remark has to be made about the number of respondents. Same aspects
were scored by only a few respondents on quality. These were e.g. roam—
service, gquided tours, complaint processing and availability of other
sports. Still almost all respondents had answered the importance part of
this question. When only the importance rating of these aspects is viewed
the rating turns out to be much lower than the rating of respondents that
scored importance and quality. Complaint processing formed a exception.

Importance rating of respondents including respondents who didn't rate
quality and excluding respondents who didn't rate quality.

excluding including
roomservice 2.59 1.81
guided tours 2.00 1.46
complaint processing 3.08 2.86
availability of 2.65 1.84

other sports

For the aspects courtesy, professionalism, correctness and the friendli-
ness of hotel personnel, only a score regarding quality was asked because
it was assumed that these aspects would, automatically, be important to
visitors.

quality N
courtesy 2.96 76
professionalism 2.62 73
correctness 2.95 75
friendliness 3.17 77

There was also an open question in which respondents could give their own
remarks. The remark most often made concerned the friendliness of the
Curacaocan people in general (i.e. not in stores or hotels). Many stated
that the people had been very helpful and friendly to them. This was the
case for all continents. Negative comments concerned most of the time
individual problems (e.g. opening hours stores, gasoline supply at the
National Park, etc.).

16 The accented area was defined arbitrarily
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INCOME

The t-test was also performed for different classes of tourists. First,
differences in income classes will be studied. To see if differences
existed in importance and quality ratings between high and low income
categories, a t-test was executed for the ratings between gross income
categories below 50,000 guilders and more than 70,000 guilders annually.
Respondents with an gross income between 50,000 and 70,000 were deleted
to make differences more visible. The results show that people that work
in commercial service sector have had the most education and have the
highest incames. Most respondents in the low incame group were unmarried,
divorced or widowed whereas in the high incame group most

were married and had children. It seems that phase in the life cycle and
income are closely related.

83% of the respondents from the high income group stay in a hotel where
only 47% of the respondents in the low income group did so. The latter
more often stayed with friends and relatives. This last group also stayed
51gn1f1cantly longer. 39% stayed more than four weeks whereas of the high
income group only 7% stayed this long. Still the budget was significantly
higher.

Below the scores on touristic aspects are presented.

table 9.1.3. scores on importance and quality of touristic aspects for
high and low income groups

hich law high low
roamervice 3.50 (1) 2.31 (20) .016 3.00 ( 3) 2.77 ( 7) N.S.
an 3.48 (2) 3.49 (1) N.S. 3.48 (1) 3.63 (1) N.S.
beaches 3.26 ( 3) 3.17 ( 4) N.S. 2.48 (16) 2.85 ( 5) .048
cleanliness 3.11 ( 4) 3.24 ( 2) N.S. 2.07 (20) 2.06 (21) N.S.
location 2.96 ( 5) 3.19 ( 3) N.S. 2.74 ( 6) 2.94 ( 4) N.S.
restarants in general 2.86 ( 6) 3.04 ( 8) N.S. 2.59 (12) 2.71 (10) N.S.
trpical ewvirament 2.81 (7) 3.06 (7) .086 2.50 (15) 3.03 ( 2) .004
hotel restarat 2.81 (7) 3.15 ( 5) N.S. 2.33 (17) 2.73 ( 9) .084
architechire 2.80 (9) 2.71 (15) N.S. 3.20 ( 2) 2.79 ( 6) .007
taxies 2.76 (10) 2.58 (19) N.S. 2.71 ( 8) 2.55 (16) N.S.
infrastnchre 2.72 (11) 2.85 (11) N.S. 2.64 (10) 2.46 (18) N.S.
other sidgts 2.71 (12) 3.04 ( 8) .018 2.65 (9) 2.77 ( 7) N.S.
carplaint processing 2.67 (14) 3.16 ( 6) N.S. 2.00 (21) 2.63 (13) N.S.
Qragacen ailhare 2.68 (13) 2.87 (10) N.S. 2.95 ( 4) 2.70 (11) .087
hotel price 2.6 (15) 2.79 (13) N.S. 2.5 (14) 2.54 (17) N.S.
availahility of other sparts 2.56 (16) 2.70 (16) N.S. 2.33 (17) 2.40 (19) N.S.
shaping goartinities 2.5%2 (17) 2.59 (18) N.S. 2.83 ( 5) 2.64 (12) N.S.
evenirg at iti 2.46 (18) 2.65 (17) N.S. 2.15 (19) 2.60 (14) .06
availahility of wabersparts  2.45 (19) 2.8 (12) N.S. 2.73 ( 7) 3.03 ( 2) N.S
piblic trarspart 2.43 (20) 2.74 (14) N.S. 2.57 (13) 2.23 (20) N.S
quided tars 1.80 (21) 2.17 (21) N.S. 2.60 (11) 2.58 (15) N.S

N.S. mears ot significant at B<0.10
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Both income groups are served almost equally well. Still the number of
respondents in the high income group have to be taken into account. For
example only 4 people of the high income groups scored on quality and
importance of roamservice.

The importance rating without taking the quality rating into account,
shows that the high score on roomservice is out of proportion. With the
camparison this score shouldn't be taken into account. The same is
appropriate for scores which also were scored by very few respondents.

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two incame groups.

high income N low income N significance
3.00 24 2.90 31 N.S.
professionalism 2.63 24 2.76 29 N.S.
correctness 2.96 25 2.90 29 N.S.
friendliness 2.96 25 2.90 31 N.S.

These scores show that professionalism scores lowest. One of the respon-
dents stated:"They do it wrong with a smile".

AGE

To see if differences existed between age categories, two groups were
formed. The first group consisted of respondents below 21 and between 21
and 40 years. The second group consisted of respondents between 41 and 60
and older than 60 years.

Answer to the question if respondents were employed or self employed dif-
fered significantly. 82% of the respondents in the low age category
group was employed or self employed against 51% in the high age category.
Of those who weren't employed, 39% of the respondents in the high age
group was housewife/man and 50% was retired. The majority in the low age
group were students. Respondents belonging to the low age group were
higher educated.

It is dbvious that age is related to the phase in the life cycle. This
was made clear by the scores on marital status, the percentage that had
children and the children's age. 74% of the respondents in the high age
category was married and 89% had children of whom 85% was older than 15.
In the low age category, 42% was married, 15% of the respondents had
children of whom 42% was below 6 and the rest was evenly distributed
over the other categories.

The respondents in the high age category have a higher incame than the
younger respondents. Although both scores are high, 78% in the low age
and 93% in the high age, the difference, in the number of people that
answered affirmative on the question if they would advice others to visit
Curagao, was significant.

The differences between age categories concerning scores on touristic
aspects is shown in the following tables.
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table 9.1.4. scores on importance and quality of touristic aspects for
high and low age groups

Jnpartance sign. gality sign.
hich low hich
ap ae agpe agp
an 3.52 (1) 3.49 (1) N.S. 3.58 (1) 3.61 (1) N.S.
clesnliress 3.27 (2) 3.18 ( 3) N.S. 2.06 (21) 1.98 (21) N.S.
aaplaint processing 3.25 ( 3) 3.00 ( 5) N.S. 2.08 (20) 2.32 (19) N.s.
beaches 3.20 ( 4) 3.30 ( 2) N.S. 2.67 (12) 2.80 ( 5) N.S.
architechare 3.11 ( 5) 2.48 (20) <.001 3.13 ( 2) 2.66 ( 8) .001
trpical ewiramet 3.10 ( 6) 3.00 ( 5) N.S. 2.73 (10) 2.98 ( 2) .067
location 3.09 (7) 3.09 (4) N.S. 2.8 ( 6) 2.87 ( 3) N.S.
other sights 3.08 ( 8) 2.90 ( 9) N.S. 3.00 ( 3) 2.6 (11) .09
hotel restarant 3.04 (9) 2.97 ( 8) N.S. 2.42 (17) 2.57 (12) N.S
restarats in gereral 2.95 (10) 2.98 ( 7) N.S. 2.6l (14) 2.67 ( 7) N.S.
Quracacen aulture 2.90 (11) 2.77 (13) N.S. 2.93 ( 5) 2.63 ( 9) .006
infrastnchre 2.78 (12) 2.81 (11) N.S. 2.73 (10) 2.38 (16) N.S.
roamsavice 2.78 (12) 2.50 (19) N.S. 3.00 ( 3) 2.78 ( 6) N.S.
availability of other sparts 2.73 (14) 2.6 (17) N.S. 2.36 (18) 2.24 (20) N.S.
pihlic trangpart 2.71 (15) 2.72 (15) N.S. 2.19 (19) 2.39 (15) N.S.
hotel price 2.60 (16) 2.90 ( 9) N.S. 2.6 (13) 2.34 (18) N.S.
shapping qoartunities 2.66 (17) 2.55 (18) N.S. 2.77 ( 9) 2.63 ( 9) N.S.
taxies 2.60 (18) 2.67 (16) N.S. 2.57 (15) 2.56 (13) N.S
availahility of watersparts 2.54 (19) 2.78 (12) N.S. 2.88 ( 6) 2.81 ( 4) N.S.
evening at gpaxtnities  2.35 (20) 2.77 (13) .031 2.48 (16) 2.42 (14) N.S
quided tars 2.00 (21) 2.00 (21) N.S. 2.80 ( 8) 2.37 (17) N.S.

N.S. mears rot significart at 0.10

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two age groups.

high age N low age N significance
courtesy 3.19 32 2.80 44 .025
professionalism 2.81 31 2.48 42 .075
correctness 3.13 32 2.81 43 .072
friendliness 3.28 32 3.09 45 N.S.

EDUCATION

The respondents were also distributed in two educational levels. A high
degree of education and a low degree of education. The former group
consisted of respondents that had attended college or university. The
latter group consisted of respondents that had attended no formal educa-
tion, elementary or high school.

There was a statistical significant difference between educational level
and the sector of employment. Relatively respondents with a lower educa-
tional level more often worked in the industrial and non profit service
sector while respondents with a higher educational level worked more
often in the commercial service sector. There was also a positive cor-
relation between education and holiday frequency. Higher educated respon-
dents go more often on holiday than the lower educated respondents.
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The results of scores on touristic aspects are presented in the tables
below.

table 9.1.5. scores on importance and quality of touristic aspects for
high and low educational levels

hich low high low
edrated educabed edrated edrated
an 3.41 (1) 3.57 (1) N.S. 3.49 (1) 3.66 ( 1) N.S.
beaches 3.30 (2) 3.24 (3) N.S. 2.77 (7) 2.74 ( 9) N.S.
cleanliness 3.13 (3) 3.28 (2) N.S. 2.04 (21) 2.00 (21) N.S.
location 3.10 ( 4) 3.09 ( 5) N.S. 2.93 ( 3) 2.83 ( 6) N.S.
hotel restarant 3.09 (5) 2.95 (7) N.S. 2.3 (16) 2.6l (12) N.S.
anplaint processing 3.06 ( 6) 3.11 ( 4) N.S. 2.21 (20) 2.28 (20) N.S.
cther sights 3.03 (7) 2.95 (7) N.S. 2.60 (10) 2.84 ( 4) N.S.
tropical eviramat 3.00 ( 8) 3.07 ( 6) N.S. 2.9 (2) 2.83 ( 6) N.S.
restarants in general 3.00 ( 8) 2.95 (7) N.S. 2.72 (9) 2.60 (13) N.S.
Quracacen ailtire 2.88 (10) 2.80 (12) N.S. 2.85 ( 6) 2.69 (10) N.S.
infrastnchre 2.83 (11) 2.78 (13) N.S. 2.45 (13) 2.67 (11) N.S.
hotel price 2.73 (12) 2.88 (10) N.S. 2.54 (12) 2.39 (17) N.S.
availability of watersparts 2.72 (13) 2.65 (16) N.S. 2.76 ( 8) 2.90 ( 2) N.S.
architechre 2.71 (14) 2.77 (14) N.S. 2.90 ( 4) 2.83 ( 6) N.S.
taxdes 2.69 (15) 2.60 (19) N.S. 2.69 (10) 2.48 (15) N.S.
pilic transpart 2.68 (16) 2.75 (15) N.S. 2.32 (16) 2.31 (18) N.S.
shaming qpartinities 2.66 (17) 2.55 (20) N.S. 2.45 (13) 2.87 ( 3)0.008
evenirg art gpoartinities 2.66 (17) 2.63 (17) N.S. 2.40 (15) 2.46 (16) N.S.
roaeervice 2.5 (19) 2.61 (18) N.S. 2.89 ( 5) 2.84 ( 4) N.S.

availability of other sparts 2.54 (20) 2.81 (11) N.S.
quided tors 1.67 (21) 2.20 (21) N.S.

N.S. mears ot significant at <0.10

2.25 (18) 2.31 (18) N.S.
2.22 (19) 2.60 (13) N.S.

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two education groups.

high education N low education N significance
2.90 30 3.00 46 N.S.
professionalism 2.65 31 2.60 42 N.S.
correctness 2.90 31 2.98 44 N.S.
friendliness 3.16 31 3.17 46 N.S.

TRAVELIING GROUP

The last division was made between family and non-family travellers. The
group consisted out of respondents that stated that they travelled with
spouse or partner, spouse and children, spouse, friends and children and
other. The last one was also put into this category because the respon-
dents that answered travelled with at least one relative. The second
category consisted of people who travelled alone or with friends.

There was a significant difference between age in relation to the
travelling group. 71% of the respondents below 21 years traveled alone.
The majority, though, of the non-family travellers was between 21 and 40
years. Most of the respondents that were unmmarried, divorced or widowed
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travelled alone. Only 7% of the non-family travellers had booked a
package tour whereas 42% of the family travellers had booked one. Part
of this difference can be explained by the fact that family travellers,
more than non-family travellers, stayed in hotels. The non-family travel-
lers belonged to the low income group. Their total budget is lower and
they stay longer.

table 9.1.6. scores on importance and quality of touristic aspects for
family and non-family travellers

m m

fanily family family family
an 3.51 (1) 3.51 (1) N.S. 3.6 (1) 3.56 ( 1) N.S.
clesnliress 3.26 ( 2) 3.20 ( 3) N.S. 2.00 (21) 2.03 (21) N.S.
beaches 3.18 ( 3) 3.31 ( 2) N.S. 2.88 ( 3) 2.68 (11) N.S.
hotel price 3.15 ( 4) 2.74 (11) .063 2.38 (17) 2.45 (16) N.S.
other sidhts 3.10 ( 5) 2.92 ( 9) N.S. 2.69 (9) 2.8 ( 6) N.S.
Quagecen aulture 3.3 ( 6) 2.73 (12) .025 2.88 ( 3) 2.70 (10) N.S.
tropical eviramet 3.00 (7) 3.07 (7) N.S. 2.87 ( 5) 2.88 ( 3) N.S.
aaplaint processing 3.00 (7) 3.14 ( 4) N.S. 2.13 (20) 2.25 (19) N.S.
roarservice 3.00 (7) 2.57 (19) N.S. 2.80 ( 7) 2.86 ( 4) N.S.
location 2.94 (10) 3.13 ( 5) N.S. 2.75 ( 8) 2.90 ( 2) N.S.
restarats in gareral 2.94 (10) 3.00 ( 8) N.S. 2.42 (16) 2.76 ( 7) .0
pilic transpart 2.9 (12) 2.61 (17) N.S. 2.32 (19) 2.32 (17) N.S.
architechare 2.91 (13) 2.67 (14) N.S. 2.86 ( 6) 2.86 ( 4) N.S.
infrastnchire 2.87 (14) 2.77 (10) N.S. 2.47 (13) 2.52 (13) N.S.
hotel restarant 2.86 (15) 3.08 ( 6) N.S. 2.64 (11) 2.46 (15) N.S.
evening art gpartinities 2.8 (16) 2.54 (20) N.S. 2.68 (10) 2.29 (18) .C21
availability of other sparts 2.75 (17) 2.61 (17) N.S. 2.33 (18) 2.25 (19) N.S.
amlahulqafmbaqnts 2.67 (18) 2.69 (13) N.S. 3.00 ( 2) 2.74 ( 9) N.S.

2.61 (19) 2.656 (15) N.S. 2.44 (14) 2.60 (12) N.S.
s’tmlrgq;n:tunt_les 2.51 (20) 2.64 (16) N.S. 2.59 (12) 2.75 ( 8) N.S.
quided tars 1.71 (21) 2.12 (21) N.S. 2.43 (15) 2.47 (14) N.S.

N.S. mears not significant at X0.10

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two travelling groups.

non-family N family N significance
3.06 16 2.93 59 N.S.
professionalism 2:73 15 2.58 57 N.S
correctness 2.87 15 2.96 59 N.S
friendliness 325 16 3:15 60 N.S

When the touristic aspects were tested (i.e. the importance of a touris-
tic aspect was tested against the quality of that aspect) 12 out of 21
aspects showed significant differences. The results of the tests between
various groups (e.g. high income against low income) show often that the
differences are not significant. Also the ranking of importance between
groups doesn't differ that much. But, the quality ranking between groups
differs quite a lot. Also, the order ranking of importance doesn't match
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the order ranking of quality. These have to brought on a more equal
level. For instance, cleanliness is in the top 5 importance ranking of
every group but rated least in the quality ranking. The ranklngs also
show that most European tourists, whatever kind of division is made, come
primarily for sun and beaches in a tropical and clean enviromment and as
far as the hotelguest is concerned a nice location. Sun, location and
tropical environment most of time meet the standard requested by the tou-
rist. But, the whole Caribbean is a substitute for the preceding. Espe-
cially when visitors expect long white sandy beaches. It is therefore
very important to take aspects rated lower in the importance ranking into
account.

Of the total European population, 6 of the 21 aspects had higher scores
on quality than on importance. But 3 of these 6 aspects (roamservice,
shopping opportunities, gquided tours, availability of watersports, sun
and architecture) are the least important to respondents (5 of the 6
don't appear in the importance top 10). None of these 6 differences were
statistically significant. On the other hand, all the differences between
importance and quality, where importance scored higher than quality, were
significant (with exception of culture, evening out opportunities and
taxies). How should the differences be interpreted? The most important
differences are the differences which are significant and also show a
large discrepancy in ranking between importance and quality. Iooklngat
ranking and score provides the opportunity to measure differences in two
ways. A third way to determine the importance of a difference is to look
at the ranking of the importance of a certain aspect. Tables containing
the importance rating and ranking only are amitted here but can be found
in the original thesis.

In case of the European population the following differences are the most
important:

- beaches

- cleanliness

- complaint processing

- hotel restaurant

- hotel price

Three and maybe even four (i.e. hotel beaches was most often referred to)
are directly related to hotels.

To distinguish visitors in active groups and non active groups and
whether or not they show much interest in the host culture and other
guests true-false questions were asked about the following subjects:

—do visitors come for their rest

—don't they feel the desire for social contacts

—do they want to learn about the Curagacan culture

-do they want many activities to be offered

—do they want to gain a general impression

—do they want to escape the monotony of daily life

—do they think contact with the locals is important

—do they think a holiday ought to be planned carefully

-do they think you can't have the comfort you have at hame
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High and low income groups differed only significantly in relation with
the want to get a general impression. High incame groups stated more
often that they wanted to get a general impression.

Older respondents feel less need for social contacts than their younger
counterparts. The older group more often wanted to get a general impres-
sion.

Respondents with a lower educational level go on a holiday to escape the
monotony of daily life more often than respondents with a higher educa-
tional level.

Family travellers more often stated that a holiday ought to be planned
carefully than the non-family travellers.
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CANADA (holiday stay-over; The number of respondents is 82).

The Canadian respondents originated from two provinces, Quebec (30%) and
Ontario (70%). For the majority, English was the native language.

84% of the respondents came by charter air and 16% by scheduled air.
Respondents originating from Europe showed opposite percentages. Because
so many respondents came by charter air, tourism from Canada is almost
totally season determined. After the high season there aren't any char-
ters that offer a direct flight. The number of visitors drops to only a
fraction of the number arriving during the high season.

Respondents were distributed over the following age categories:
below 21 years 1.2%

between 21-40 years 23.5%

between 41-60 years 60.5%

older than 60 years 14.8%

The marital status was distributed as follows:
married 78.0%

single 11.0%

divorced 4.9%

widowed 3.7%

other 2.4%

74% had children and there age was distributed in the following classes:
below 6 years 3.3%

between 6-15 years 6.7%

older than 15 83.3%

a combination of 6.7%

1,2 or 3

Table 9.2.1. Respondents phase in the life cycle

belaow 21 |between 2140 | batween 41-60|alder than 60| total
1.2 2.5 €0.5 14.8 | 100

merital status
merried 100 (1.2) |52.6 (12.3) |85.7 (51.9) |91.7 (13.6) |(7.0)
umerried!8 — (-.7)|47.4 (11.0) [14.3 (8.7) | 8.3 (1.2) |(21.0)
children
™ 100 68.4 14.3 -
yes — 31.6 (10.0) [85.7 (70.0) (100 (20.0) |[(100.0)
age children
belaw 6 — 38.3(3.3) |[— (—9) |— (== | (3.3
between 6-15 | — 33.3(3.3) [4.8(3.3) [|— (== | (6.6
alder ten 15 | — 16.7 ( 1.7) |[88.1 (61.7) [100 (20.0) | (83.4)
catbiration — 16.7 (1.7) | 7.1(5.00 | — (—-) | (6.7

18 thmerried in this table inchides respodants wo are divarosd ar
who are widowed
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The Canadian population is in another phase in the life cycle than the
European respondents. The majority of the European population was between
21-40 years and had no children. More than 75% of the Canadian population
was older than 41 years and 83.4% of the respondents' children were older
than 15. For the great majority of Canadian respondents, who are in a
advanced phase in the life cycle, the same can be said as for the older
European respondents. Many of the respondents' children will be indepen-
dent from there parents whereas those who aren't don't spend their
holidays with their parents. This leaves a larger budget for the parents
and hence more distant places can be visited. Also expenses that have to
made when one starts a family don't have to be made anymore. The preced-
ing is enhanced by the results concerning number of relatives travelling
with the respondent and the kind of group by which the respondent is
accompanied.

Respondents travelled in the following groups:

alone 2.4%
spouse/partner 53.7%
spouse/children 6.1%
friends 23.2%
spouse/children/friends 3.7%
other 11.0%
Number of relatives travelling with the respondent
0 25.6%

i 61.0%

2 9.8%

3 0.0%

4 3.7%

The Canadian respondents can be characterized as experienced travellers.
64.6% goes twice or more than twice a year on a holiday. 28.1% goes once
every year and only 7.3% goes less than once a year. Also for the Cana-
dian population vacation has become an important part of life and they
are also able and willing to pay for quite expensive holidays. Many
Canadians stated that they go to the Caribbean area to escape the cold
winter for one or two weeks. For many, this is one of the most important
motivations to travel.

The Canadian population was very homogeneous regarding length of stay
which was distributed as follows:

Length of stay

less than 1 week 0.0%
1-2 weeks 89.0%
2-3 weeks 8.5%
4 weeks or more 2.4%

With 71%, the Canadian population represented much more the world wide
percentage that travels on a package tour. The same kind of package was
sold to almost all tourists. 89% of the visitors stayed one to two weeks
and 98% stayed in a hotel.
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91.5% of the respondents would recommend the island to friends or rela-
tives

SOCTAL CIASSES

To see if various social classes can be distinguished, information about
work situation, income and education are put together.

86.6% of the respondents were employed or self employed. The 13.6% that
wasn't could be distributed in the following categories

retired 50.0%
entered early retirement 21.4%
house wife/man 14.3%
student 7.1%
other 7+1%
looking for a job 0.0%

The respondents who are not employed were retired most of the time.
Respondents that were employed or self employed were distributed over the
following categories:

cammercial service sector 44.3%

industrial sector 28.6%
non-profit service sector 22.9%
agricultural sector 4.3%

Again the majority, though less compared to the European population, was
employed in the commercial service sector.

Respondents were distributed over the following income classes (in
Canadian dollars):

between 0-30 thousand 18.4%
between 31-50 thousand 31.4%
between 51-70 thousand 24.4%
between 71-90 thousand 7.3%
more than 90 thousand 12.2%

When income classes of different continents or countries are compared, it
is assumed that the purchasing power of the Canadian dollar in Canada is
equal to the purchasing power of a guilder in the Netherlands or a U.S.
dollar in the United States. When viewed this way, Canadians earn more
than the European visitors. The most likely reason can be found in the
percentage of students coming from Europe to Curagao whereas only a few
of the Canadian respondents stated that they were student.

When only income is viewed, Curagao doesn't especially attract visitors
with high incames but merely the medium incomes.

Respondents had obtained quite a high degree of education. The percen-
tages were distributed as follows:

elementary 4.9%
high school 32.9%
college 30.5%
university 31.7%

To summarize the preceding, one can say that the island attracts mainly
older high educated respondents with medium incomes.
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The budget the visitors were prepared to spend is shown below (in Cana-
dian dollars).

less than $1000 27.0%
between $1000 and $3000 62.2%
more than $3000 10.8%

Although percentually the budget of European visitors is higher, exchange
rates have to be taken into account as well as the length of stay, the
number of relatives travelling with the respondent and resort place. The
amount of money spend will then more or less be equal but the time in
which it is spend is much shorter for the Canadians than for the Euro-
peans. This makes the Canadian segment more attractive. Still the main
reason for this discrepancy is probably that many Dutch visitors stayed
with friends or relatives. This means that less money has to be spend on
accommodations by the government for the latter group. In other words,
money spent by visitors who stay with friends and relatives doesn't
require high investments in hotels and other facilities. Risk will
thereby decrease. For visitors staying in hotels, large investments have
to made first which increases risk. As a conclusion it can be said that
one mustn't look at the spending figures only but also at the expenses
(or investments) that are necessary in order to achieve spending and the
risk associated with the investments to obtain a certain budget spending.

Also for the Canadian segment a comparison was made between the percep—
tion of importance and quality of touristic aspects. Again, a distinction
was made between income categories, educational levels, age categories
and travelling groups.
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Table 9.2.2. Camparison between importance and quality for the total

Canadian holiday population

impartance gality
3.67 (1) 3.67 (1)
3.53 ( 2) 2.67 (17)
3.43 ( 3) 2.84 (12)
3.39 ( 4) 2.93 ( 8)
3.24 ( 5) 2.91 ( 9)
3.15 ( 6) 2.9 (7)
3.08 (7) 2.8 ( 5)
3.06 ( 8) 2.64 (19)
3.08 (9) 2.42 (13)
2.9 (10) 2.60 (14)
2.92 (11) 3.00 ( 4)
2.89 (12) 2.90 (10)
2.89 (12) 2.9 ( 5)
2.88 (14) 2.8 (13)
2.79 (15) 3.3 ( 3)
2.78 (16) 3.24 (2
2.77 (17) 2.88 (11)
2.68 (18) 2.66 (18)
2.68 (18) 2.68 (15)
2.64 (20) 2.68 (15)
2.34 (21) 2.20 (21)

N.S.
N.S.
N.S.
0.012
<0.001
N.S.
N.S.
N.S.
N.S.
N.S.

N.S. mears that the differences are not statistically significart at PD0.06.

nly the inpartance ratings of respadats that also rated gality were
acooat

taken into

The quality scores on courtesy, professionalism, correctness

and friend-

liness were distributed as follows. They are not presented in the figure

professionalism
correctness
friendliness

quality
3.37
2.96
3.07
3.46

N
76
76
76
7
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This figre shows the rarkirg of touristic agpects. The stars in the acohated

rgxesat apects of which the inpartance ad grlity rakings are in
agnene. The nnoers an the vertical axis caxrespads with the rarking of
inpartance while the harizatal axis regxesats the gality rarking. Rxr eamle,
coadirate (14,13) rgxesats phlic trargpart. Its impartance rarking is 14 ad

19 e acoented area was defined arhitrarily
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its gality rarking is 13. Effarts need to ke mede to nove those stars which are
INCOME

The budget of respondents with higher incomes was significantly higher
than the budgets of respondents with lower incomes. This was the only
difference between respondents with a high and respondents with a low
incame, that was statistically significant.

table 9.2.3. scores on importance and quality of touristic aspects for
high and low income groups

.. ! : ; 1t .
hicgh 1ow hich 1ow
an 3.64 (1) 3.76 (1) N.S. 3.71 (1) 3.67 (1) N.S.
beaches 3.57 (2) 3.53 (2) N.S. 2.72 (14) 2.57 (20) N.S.
location 3.57 ( 2) 3.35 ( 4) N.S. 3.00 ( 5) 3.00 ( 6) N.S.
clemnliress 3.43 ( 4) 3.43 ( 3) N.S. 2.93 (10) 2.84 (11) N.S.
caplaint processing 3.43 ( 4) 2.8 (12) .02 2.57 (18) 2.77 (14) N.S.
rooeervice 3.38 ( 6) 3.08 ( 8) N.S. 3.00 (5) 3.08 (5) N.S.
restarants in geeral 3.38 ( 6) 3.18 ( 6) N.S. 2.6 (17) 2.91 ( 9) N.S.
availability of watersparts 3.33 ( 8) 2.57 (20) .20 3.00 ( 5) 2.71 (16) N.S.
quided tars 3.20 ( 9) 2.85 (13) N.S. 2.40 (19) 3.20 ( 3) N.S.
architechre 2.08 (10) 2.68 (18) N.S. 3.31 ( 3) 3.26 ( 2) N.S.
tropical ewiramet 3.00 (11) 3.24 ( 5) N.S. 3.00 ( 5) 3.00 ( 6) N.S.
taxies 3.00 (11) 2.76 (15) N.S. 3.10 ( 4) 2.92 ( 8) N.S.
pilic transpart 3.00 (11) 2.91 (11) N.S. 3.33 ( 2) 2.79 (13) N.S.
hotel restarant 2.92 (14) 3.06 ( 9) N.S. 2.31 (20) 2.6 (19) N.S.
shaping qpartinities 2.92 (14) 2.69 (17) N.S. 2.69 (15) 2.72 (15) N.S.
other sights 2.91 (16) 3.09 ( 7) N.S. 2.8 (12) 2.85 (10) N.S.
evenirg at gpatinities 2.8 (17) 2.65 (19) N.S. 2.64 (16) 2.68 (17) N.S.
Quacacen ailhure 2.77 (18) 2.81 (14) N.S. 2.64 (16) 2.68 (17) .050
availability of other sparts 2.71 (19) 1.93 (21) .041 2.29 (21) 2.31 (21) N.S.
hotel price 2.62 (20) 3.00 (10) N.S. 3.00 ( 5) 2.68 (17) N.S
infrastnchre 2.50 (21) 2.75 (16) N.S. 2.93 (10) 2.84 (11) N.S

N.S. mears rot statistically significant at P<0.10
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The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two income groups.
high income N low income N significance

courtesy 3.40 15 3.45 38 N.S.
professionalism 2.87 15 3.11 38 N.S.
correctness 2.93 15 3.18 38 N.S.
friendliness 3.47 15 3.50 38 N.S.

AGE

Respondents were again distributed in two age groups. 75% of the respon-
dents was older than 41 years. Compared with Europe the average age was
much higher. Only 44.8% of the European respondents was older than 41
years. All respondents in the low age group were employed or self em—
ployed and 82% of the high age group was employed.

Table 9.2.4. scores on importance and quality of touristic aspects for
high and low age groups

sign. gality sign.
hich low hich low
ae ap ap Ees

an 3.64 (1) 3.79 (1) N.S. 3.63 (1) 3.84 (1) N.S
beaches 3.49 ( 2) 3.68 ( 2) N.S. 2.62 (19) 2.84 (10) N.S
cleanliress 3.44 (3) 3.42 ( 3) N.S. 2.8 (12) 2.79 (12) N.S.
location 3.41 ( 4) 3.33 ( 6) N.S. 2.91 ( 9) 3.00 ( 5) N.S.
restarats ingeeral  3.23 (5) 3.28 ( 7) N.S. 2.90 (10) 2.89 ( 8) N.S.
aplaint processing 3.13 ( 6) 2.83 (15) N.S. 2.66 (17) 2.58 (17) N.S
trpical eviramat 3.06 (7) 3.42 ( 3) .0152.95 ( 6) 3.00 ( 5) N.S.
roamservice 3.00 ( 8) 3.40 ( 5) .067 3.06 ( 4) 2.70 (14) N.S.
hotel restarant 3.00 ( 8) 3.17 ( 8) N.S. 2.44 (20) 2.33 (21) N.S.
hotel price 2.93 (10) 3.17 ( 8) N.S. 2.65 (18) 2.78 (13) N.S.
quided tars 2.93 (10) 2.89 (13) N.S. 2.93 ( 7) 3.2 ( 3) N.S.
cther sights 2.91 (12) 2.80 (16) N.S. 2.79 (13) 3.20 ( 4) .00
pidlic trangart 2.88 (13) 2.86 (14) N.S. 2.92 ( 8) 2.57 (18) N.S.
Qragacen ailture 2.82 (14) 2.68 (18) N.S. 3.08 ( 3) 2.89 ( 8) N.S.
architechre 2.81 (15) 2.67 (19) N.S. 3.19 ( 2) 3.39 ( 2) N.S.
infrastnchre 2.80 (16) 2.69 (17) N.S. 2.90 (10) 2.81 (11) N.S.
taxies 2.80 (16) 3.15 (10) .076 3.00 ( 5) 2.92 ( 7) N.S.
shaping qartinities  2.77 (18) 2.35 (21) .035 2.70 (15) 2.65 (16) N.S.
eening att gpartnities 2.51 (19) 3.00 (11) .082 2.67 (16) 2.67 (15) N.S.
aail. of wabersparts 2.50 (20) 3.00 (11) .079 2.71 (14) 2.57 (18) N.S
avail. of cther sparts 2.24 (21) 2.60 (20) N.S. 2.08 (21) 2.50 (20) N.S.

N.S. mears ot statistically significant at P<0.10
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The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two age groups.

high age N low age N significance
courtesy 3.40 57 3.28 18 N.S.
professionalism 3.05 57 2.67 18 .088
correctness 3.18 57 2.72 18 .076
friendliness 3.50 58 3.33 18 N.S.
EDUCATTION

The only difference between higher and lower educated respondents was
their origin. Respondents from Ontario had obtained more education than
respondents fram Quebec.

Table 9.2.5. scores on importance and quality of touristic aspects for
high and low educational levels

Inportance

high low

adrated edrated
3.67 (1) 3.68 (1) N.S.
3.55 ( 2) 3.50 ( 2) N.S.
3.48 ( 3) 3.2 ( 5) N.S
3.43 (4) 3.42 ( 3) N.S
3.20 ( 5) 3.30 ( 4) N.S
3.15 ( 6) 3.15 ( 8) N.S
3.07 ( 7) 3.00 (10) N.S
3.3 ( 8) 3.17 ( 6) N.S
2.98 (9) 3.00 (10) N.S
2.96 (10) 3.16 ( 7) N.S.
2.92 (11) 2.83 (15) N.S.
2.91 (12) 2.%4 (12) N.S
2.89 (13) 2.88 (13) N.S
2.78 (14) 2.77 (17) N.S
2.78 (14) 2.77 (17) N.S
2.76 (16) 3.08 ( 9) N.S
2.75 (17) 2.85 (14) N.S
2.73 (18) 2.50 (20) N.S
2.68 (19) 2.70 (19) N.S.
2.6 (20) 2.78 (16) N.S.

shopping
availahility of other sparts 2.36 (21) 2.30 (21) N.S.

high

sign.
low
edrated edxabed

3.77 (1) 3.52 (1) N.S.
2.65 (18) 2.72 (13) N.S.
2.9 ( 7) 2.85 (10) N.S.
2.86 (11) 2.78 (11) N.S.
2.93 (9) 2.87 ( 9) N.S.
2.98 (7) 2.93 ( 7) N.S.

2.5 (19) 2.71 (14) N.S.
2.82 (12) 3.28 ( 2) .26
2.81 (13) 2.48 (19) N.S.
2.46 (20) 2.36 (20) N.S.
3.00 ( 4) 2.95 ( 6) N.S.
3.00 ( 3) 2.88 ( 8) N.S.
3.00 ( 4) 2.73 (12) N.S
3.24 ( 2) 3.2 ( 3) N.S.
3.00 ( 4) 2.70 (15) .076
2.67 (16) 3.15 ( 5) .097
2.93 (9) 3.19 ( 4) N.S.
2.67 (16) 2.69 (16) N.S
2.71 (14) 2.50 (18) N.S.
2.70 (15) 2.63 (17) N.S.
2.24 (21) 2.09 (21) N.S

N.S. mesrs not statistically significant at PD0.10

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two education groups.

high education N low education N significance
courtesy 3.43 49 3.26 27 N.S.
professionalism 2.96 49 2.96 27 N.S
correctness 3.06 49 3.07 27 N.S
friendliness 3.51 49 3.36 28 N.S
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TRAVELLING GROUP

The only difference that existed between family and non-family travellers
was the size of the budget. It is obvious that family travellers need a
larger budget than non-family travellers. This was supported by the
results.

Table 9.2.6.scores on importance and quality of touristic aspects for
family and non-family travellers

m m
family family family

an 3.67 (1) 3.68 (1) N.S. 3.70 ( 1) 3.60 ( 1) N.S.
beaches 3.56 (2) 3.45 (2) N.S. 2.67 (16) 2.71 (17) N.S.
cleenliness 3.47 ( 3) 3.30 ( 4) N.S. 2.8 (11) 2.86 (12) N.S.
loation 3.42 (4) 3.30 (4) N.S. 2.95 ( 7) 2.90 (11) N.S.
restarants in general 3.2 (5) 3.31 (3) N.S. 2.88 (9) 3.00 ( 7) N.S.
trpical evirament 3.13 (6) 3.21 ( 6) N.S. 2.8 (11) 3.35 ( 2) .010
roamssrvice 3.08 (7) 3.09 (8) N.S. 3.03 ( 3) 2.8 (14) N.S
hotel restarant 3.08 (7) 3.18 (7) N.S. 2.3 (20) 2.71 (17) .071
axplaint processing 3.07 (9) 3.00 (9) N.S. 2.5 (18) 2.83 (13) N.S
hotel price 3.2 (10) 2.90 (10) N.S. 2.67 (16) 2.75 (16) N.S.
quided tars 2.96 (11) 2.86 (13) N.S. 2.9 ( 6) 3.07 ( 6) N.S.
taxdes 2.9 (12) 2.69 (18) N.S. 2.98 ( 4) 3.00 ( 7) N.S.
pilic transpart 2.9 (12) 2.73 (17) N.S. 2.77 (13) 3.00 ( 7) N.S.
other sights 2.91 (14) 2.82 (14) N.S. 2.85 (10) 3.00 ( 7) N.S.
infrastnchre 2.88 (15) 2.74 (16) N.S. 2.92 ( 8) 2.76 (15) N.S.
architechre 2.77 (16) 2.79 (15) N.S. 3.21 ( 2) 3.30 ( 3) N.S.
Quracacen ailture 2.76 (17) 2.88 (12) .025 2.98 ( 4) 3.19 ( 4) N.S
evening at gpatinities  2.76 (17) 2.29 (20) .077 2.73 (14) 2.50 (21) N.S.
availahility of watersparts 2.72 (19) 2.56 (19) N.S. 2.51 (19) 3.11 ( 5) .077

ingy qroartunities 2.60 (20) 2.89 (11) N.S. 2.69 (15) 2.63 (19) N.S.
availahility of other sparts 2.33 (21) 2.38 (21) N.S. 2.07 (21) 2.56 (20) N.S.

N.S. mears not statistically significant at P<0.10

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two travelling groups.

non family N family N significance
courtesy 3.38 21 3.36 55 N.S.
professionalism 3.10 21 2,91 55 N.S.
correctness 3.14 21 3.04 55 N.S.
friendliness 3.38 21 3.48 56 N.S.

There weren't many differences in holiday characteristics between the
various groups of Canadian respondents. The only difference concerned
whether or not a holiday ought to be planned carefully. Respondents in
the high income group more often stated that a holiday ought to be
planned carefully than respondents in the low income group. Respondents
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in the high age group also stated more often that a holiday ocught to be
planned carefully.

The Canadian population is much more homogenecus than the FEuropean
population. This homogeneity explains why many differences aren't sig-
nificant. On the other hand the discrepancy in importance and quality
rankings are quite great.
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9.1.3. UNITED STATES (holiday stay-over; number of respondents is 70)

68% of the United States' respondents originated from the North Eastern
states. 21.4% lives in the state of New York, 18.6% in Pennsylvania and
14.3% in New Jersey. The percentages of respondents originating fram
other states were below 10%. 18.5% lives in the South Eastern part of the
country; 5.8% in the Mid Northern; 1.4% North Western and 5.7% in the
South Western part.

80% came by scheduled air versus 20% by charter. Only the Canadian
visitors travelled extensively by charter air. It seems that passenger
traffic between Curagac and other countries is intensive enough to
maintain scheduled flights and isn't totally dependent on holiday traf-
fic.

Respondents were distributed over the following age categories:
below 21 11.4%

between 21-40 47.1%
between 41-60 34.3%
older than 60 T1:1%
The marital status was distributed as follows:
married 62.9%
single 28.6%
divorced 4.3%
other 4.3%

50% of the respondents had children and the childrens age was distributed
in the following classes:

below 6 14.3%
between 6-15 5.7%
older than 15 65.7%
a cambination 14.3%

1,2 or 3



The preceding is again put in a scheme in order to be able to distinguish

phases in the life cycle.
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table 9.3.1. Respondents phase in the life cycle

belaw 21 |between 21-40| betwean 41-60|alder then 60| total
11.4 47.1 4.3 7.1 | 100

marital stahs)
merried 12.5( 1.4)| 57.6 (27.1) | 7.2 (27.1) | 100 ( 7.1) | (&.7)
e  [87.5(10.0) | 42.4 (20.0) | 10.8 (7.2) | — (=) | (37.2)
children
o 100 68.8 12.5 20.0
yes — 31.2 (28.6) | 87.5 (60.0) | 80.0 (11.4) | (100)
age children
below 6 — 50.0 14.3) | — (—) | — (—) | 4.3
between 6-15 | — 20.0 (57 |— (=) | — (—9) | (57
alder en 15 | — 10.0 ( 2.9) | 85.7 (51.4) | 100 (11.4) | (€5.7)
cxbiretin | — 20.0 (5.7) | 14.3 (8.6) | — (—.) | (14.3)

The various phases in the life cycle of respondents from the United
States was more or less the same as the various phases in the life cycle
of the Furopean respondents. The majority of the respondents was in the
age category between 21-40. Together with the respondents who are below
21, they form the low age group. This group is characterized by the fact
that the majority (100% respectively 68.8%) doesn't have any children. Of
the respondents that had children, 50% was in the lowest age category. In
the high age group, the majority of the children were older than 15. This
was also the case with Europe and Canada. Also the fact that in general
the age of respondents' children was above 15. What was said about
travelling and the childrens' age in the preceding chapters (i.e. when
Europe and Canada were discussed) could be repeated here.

As a conclusion one can say that at the moment, Curagao attracts rela-
tively young visitors with no children from Europe and the United States
and relatively old visitors from Canada with children who are older than
15.

Respondents travelled in the following groups:

alone 5.7%
spouse/partner 42.9%
spouse/children 7.9%
friends 21.4%
spon.xse/d’uldren/frlerxis 8.6%

14.3%

20 ymmarried contained also respondents who were divorced or widowed
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The number of relatives travelling with the respondents was distributed
as follows:

number of relatives

27.1%

54.3%

5.7%

2.9%

4.3%

other 5.7%

B> WO

The respondents from the United states can also be characterized as ex-
perienced travellers. 72.9% stated that they go on holiday two times or
more a year. 24.3% goes once a year and only 2.8% goes once every two
years or less.

Respondents length of stay was distributed as follows:

514%ofﬂ1enesporxientswasonapackagetourwhlchtak$1tbetwee.nﬂxe
percentages of Canada and Europe. In a conversation with a Canadian and a
respondent from the USA, the difference between the packages sold in
Canada and the USA became clear. ThepackagesoldmCanadawasablt
more expensive (about $50) but for this price, they could stay one week
longer. The packages sold in the US most of the time offer a holiday that
lasts one week. Also other packages were sold. More often than Canadian
respondents, respondents from the US had bought packageﬁ which included
more than one island. This also explains the difference in length of stay
between these two groups of respondents.

length of stay

less than 1 week 14.3%
1-2 weeks 75.7%
2-3 weeks 4.3%
4 weeks or more 5.7%

91.4% would recamend the island to friends or relatives.
SOCIAL CIASSES

78.6% of the respondents was employed or self employed. Those who were-
n't, were:

retired 31.3%
house wife/man 25.0%
student 43.8%
looking for a job 0.0%

Thepercentageofnespordentsthatwasretuaiwasalnnsteqlnltothe
Furopean percentage. The same can be said concerning the percentage that
stated that they were house wife/man. The percentage of respondents that
stated that they were student was 13.8% higher compared to Europe.
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Respondents who were employed or self employed, worked in the following
sectors:

commercial service sector 70.4%
industrial sector 16.7%
non-profit service sector 13.0%
agricultural sector 0.0%
Respondents are distributed over the following income classes (in US
dollars):

between 0-30 thousand 20.0%
between 31-50 thousand 24.6%
between 51-70 thousand 20.0%
between 71-90 thousand 23.1%
more than 90 thousand 12.3%

Campared with Europe and Canada, respondents from the United States have
the highest incomes. Also, on Curagao, they have the most purchasing
power .

Respondents had the following holiday budgets:

less than $1000 41.8%
between $1000-$3000 43.3%
more than $3000 14.9%

When income and budget is taken into account and it is assumed that
length of stay is most of the time 1 week?l than, The United states is a
very promising segment since a relatively large budget is spent in a
short time period.

Visitors had obtained the following levels of education:

elementary 2.9%
high school 34.3%
college 27.1%
university 35.7%

The educational level of respondents is quite high. Compared with visi-
tors from Canada, it was more or less on an equal level.

21 jn 1986 the average length of stay of visitors from the USA was 6
days
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To sumarize the preceding one could say the that respondents phase in
the life-cycle is more heterogeneous compared with Europe and Canada.
Further, the island attracts visitors who stay a relatively short time,
who are in a high income category (compared with the other countries),
who are highly educated and who work primarily in the commercial service
sector.

After the results of the whole population, the results of the various
groups will be discussed.

Table 9.3.2. Camparison between importance and quality for the total
American holiday population

inpartance gnlity N sign
beaches 3.60 (1) 2.94 (11) 68 <0.001
hotel location 3.58 ( 2) 3.06 (4) 64 <0.001
an 3.54 ( 3) 3.9 (1) 70 N.S.
cleanliness 3.2 (4) 3.06 (4) 6 0.001
trapical ewviramet 3.38 ( 5) 3.19 (2) 68 0.03
restarants in gaeral 3.34 (6 3.03 (6) B 0.001
axplaint processing 3.24 (7) 2.95 (10) 37 N.S.
taxies 3.21 ( 8) 2.96 (9) 61 N.S.
evening at gparbinities 3.16 ( 9) 2.56 (19) 57 <0.001L
hotel restarant 3.13 (10) 2.73 (17) & 0.014
other sidhts 2.95 (1) 2.87 (12) & N.S.
hotel price 2.90 (12) 2.87 (12) 61 N.S.
architechire 2.83 (13) 3.0 (3) 6 0.023
Quragacen aulture 2.8 (13) 2.98 (8 5 N.s.
infrastnuctire 2.83 (13) 2.74 (16) 58 N.S.
availahility of wabtersparts 2.82 (16) 2.78 (14) 50 N.S.
pilic trarepat 2.80 (17) 2.78 (14) 49 N.S.
shoping gartunities 2.73 (18) 2.5%2 (20) & N.S.
roamservice 2.72 (19) 3.00 (7) 39 N.S.
availability of other spats 2.66 (20) 2.49 (21) 41 N.S.
quided tars 2.63 (21) 2.5 (18) 32 N.S.

N.S. mears that the differences are ot statistical significart at P<0.06.
aily the impartance ratings of respadants thet also rated gality were taken into
acoaat

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows. They are not presented in the figure.

quality N

339 64

professionalism 3.09 64
correctness 3.25 63

friendliness 3.34 64
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1| 2| 3] 4| 5| 6| 7| 8| 9|10]|11|12|13|14|15|16|17|18|19|20|21| N

1 ok 68
2 ok 64
3 [l 70
4 ok &
5 ok 6
6 ok )
v Aok 37
8 e 61
9 ok 57
10 ok 9
1 ok o)
12 ok 61
13 ok ok ok 65,59,58
14

15

16 Ao 50
17 k| 49
18 I )
19 ok 39
20 el 41
21 ok 2

This figre gows the raking of touwristic agpects. The stars in the acoahated
aree®® represat aspacts of vhich the impartace and gality rarkings are in

coodirate (17,14) reyesats philic trangpart. Its inpartance rarking is 17 ad

2 Tre acoanted area wes defired arbitrarily
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importance ranking is 17 and its quality ranking is 14. Efforts need to be
made to move those stars which are not in the accentuated field to this
field. Those that score highest on the importance ranking should receive

priority.

INCOME

Respondents working in the industrial sector all earned more then 71,000
dollars. In the commercial service sector respondents were more or less
distributed over high and low incomes and in most cases, respondents that
worked in the non profit sector were in the low income group.

There was a positive correlation between incame and the amount of educa-
tion. Respondents in the low income group more often travelled alone or
with friends compared to respondents in the high incame group who more
often travelled with their family. This crosstabulation also showed that
respondents with high incomes more often take their children on the holi-
day.

There was a positive correlation between income and budget. There was
also a significant difference between incame groups in relation to
religion. 33.3 % of the respondents who stated that their religion was
Jewish belonged to the high income group. In relation with the fact that
the oldest synagogue of the Western hemisphere is situated on Curagao
this could become an important touristic segment.

table 9.3.3. scores on importance and quality of touristic aspects for
high and low income groups

hich 1ow high low
beaches 3.48 (1) 3.68 ( 2) N.S. 2.96 ( 7) 3.00 ( 8) N.S.
location 3.39 (2) 3.79 (1) .006 2.87 (11) 3.33 ( 2) .036
an 3.39 (2) 3.6 (4) N.S. 3.5 (1) 3.76 (1) N.S.
restarats in gxeral 3.32 (4) 3.25 (7) N.S. 3.11 ( 3) 3.00 ( 8) N.S.
cleanliress 3.27 ( 5) 3.65 (3) .015 3.00 ( 4) 3.12 ( 7) N.S.
hotel restarat 3.23 ( 6) 3.00 (10) N.S. 2.64 (18) 2.78 (15) N.S.
tropical evirament 3.2 (7) 3.5 (5) .043 3.17 ( 2) 3.21 ( 3) N.S.
taxies 3.00 ( 8) 3.19 ( 8) N.S. 2.74 (14) 3.19 ( 4) .064
carplaint 3.00 ( 9) 3.43 ( 6) N.S. 3.09 ( 4) 3.00 ( 8) N.S.
evening at qrtinities  3.00 (9) 3.14 ( 9) N.S. 2.26 (20) 2.68 (18) .09%6
Quagecen ailbare 2.90 (11) 2.95 (14) N.S. 2.90 (10) 3.19 ( 4) N.S.
cther sights 2.86 (12) 3.04 (11) N.S. 2.91 ( 9) 2.87 (13) N.S.
quided torrs 2.78 (13) 2.63 (19) N.S. 2.78 (13) 2.5 (20) N.S.
hotel pri 2.77 (14) 2.86 (15) N.S. 2.86 (12) 2.91 (12) N.S.

ice
availahility of other sparts 2.73 (15) 2.50 (21) N.S.
availahility of watersparts 2.71 (16) 2.81 (17) N.S.

2.36 (19) 2.40 (21) N.S.
2.65 (17) 2.86 (14) N.S.

infrastnctire 2.68 (17) 2.8 (16) N.S. 2.68 (16) 2.68 (18) N.S.
architechre 2.61 (18) 3.00 (12) N.S. 3.09 ( 4) 3.13 ( 6) N.S.
shping gpartunities 2.61 (18) 2.56 (20) N.S. 2.17 (21) 2.73 (17) .03
roareervice 2.58 (20) 2.67 (18) N.S. 2.98 ( 8) 2.93 (11) N.S.
piblic transpart 2.53 (21) 2.96 (13) N.S. 2.73 (15) 2.74 (16) N.S.

N.S. mears ct statistically significant at P<0.10
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The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two income groups.

high income N low income N significance
courtesy 3.48 23 3.42 24 N.S.
professionalism 3.09 23 3.13 24 N.S.
correctness 327 22 3.33 24 N.S.
friendliness 3.48 23 3.33 24 N.S.
AGE

Respondents of the high age groups more often travelled with children
than respondents of the low age groups who more often travelled alone,
with spouse or partners or with friends.

Respondents of the low age group more often booked a package tour,

64.4% versus 34.5%.

All respondents who hadn't financed their trip by their own means belong-
ed to the low age group. The budget of respondents of the high age groups
was significantly higher.

table 9.3.4. scores on importance and quality of touristic aspects for
high and low age groups

hich 1ow high low
ag apr agp ap
location 3.63 (1) 3.54 (3) N.S. 3.2 (2) 2.9 (7) N.S.
cleanl iress 3.56 (2) 3.50 (4) N.S. 3.2 (2) 2.9 (7) N.S.
beaches 3.52 ( 3) 3.66 (1) N.S. 2.93 (14) 2.95 ( 7) N.S.
an 3.41 (4) 3.63 (2) N.S. 3.5 (1) 3.63 (1) N.S
cnplaint processing 3.36 (5) 3.17 (9) N.S. 3.14 ( 5) 2.83 (13) N.S.
tropical ewiramat 3.32 ( 6) 3.43 ( 6) N.S. 3.04 ( 6) 3.30 ( 2) N.S.
hotel restarant 3.31 ( 7) 3.00 (11) N.S. 3.04 ( 6) 2.50 (21) .006
restarants in geeral 3.16 ( 8) 3.47 (5) .065 3.04 ( 6) 3.03 ( 3) N.S.
hotel price 3.04 (9) 2.80 (17) N.S. 3.04 ( 6) 2.74 (15) N.S.
taxdes 2.96 (10) 3.40 ( 7) .033 3.04 ( 6) 2.91 (11) N.S.
shopping qoartinities 2.92 (11) 2.58 (21) .099 2.38 (19) 2.61 (18) N.S.
evening at gpatinities  2.91 (12) 3.32 ( 8) .027 2.61 (18) 2.53 (20) N.S.
Qrracacen ailhure 2.83 (13) 2.83 (16) N.S. 3.00 (11) 2.97 ( 6) N.S
other sidtts 2.80 (14) 3.06 (10) N.S. 2.76 (16) 2.95 ( 7) N.S.
availability of watersparts 2.69 (15) 2.88 (15) N.S. 2.75 (17) 2.79 (14) N.S.
architecture 2.68 (16) 2.9 (12) N.S. 3.21 ( 4) 3.00 ( 4) N.S.
infrastnchire 2.68 (16) 2.94 (13) N.S. 2.80 (15) 2.70 (16) N.S.
roaeervice 2.67 (18) 2.76 (18) N.S. 3.00 (11) 3.00 ( 4) N.S.
pilic trangpart 2.65 (19) 2.89 (14) N.S. 2.9 (13) 2.66 (17) N.S.
quided tars 2.54 (20) 2.68 (20) N.S. 2.23 (21) 2.84 (12) .068
availability of other sparts 2.50 (21) 2.72 (19) N.S. 2.25 (20) 2.59 (19) N.S.

N.S. mears not statistically significant at P0.10
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The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two age groups.

high age N low age N significance
3.67 27 3.19 37 .006
professionalism 3,33 27 2.92 37 .054
correctness 3.52 27 3.06 36 .010
friendliness 3.67 27 3.11 37 .008
EDUCATION

Higher educated respondents stayed on the island for a shorter period
than respondents in the lower educated group.
There was a positive correlation between level of education and income.

table 9.3.5. scores on importance and quality of touristic aspects for

high and low educational levels

Inpartance sign.

high low

eadrated educabed
beaches 3.5 (1) 3.71 ( 4) N.S.
location 3.49 (2) 3.72 ( 3) N.S.
an 3.43 (3) 3.73 (2) .048
cleenliress 3.33 (4) 3.87 ( 1)<.001
tropical ewvirawent 3.28 ( 5) 3.56 ('5) .062
restarants in gaeral 3.27 ( 6) 3.45 (7) N.S.
aaplaint processing 3.26 (7) 3.21 (9) N.S.
hotel restarat 3.16 ( 8) 3.08 (12) N.S.
evenirng at gpaxtinities  3.08 (9) 3.29 ( 8) N.S.
taxies 3.06 (10) 3.48 ( 6) .9
other sigits 2.9 (11) 2.9 (16) N.S.
hotel price 2.84 (12) 3.00 (14) N.S.
architechire 2.79 (13) 2.91 (18) N.S.
Qracecan allture 2.76 (14) 2.9 (17) N.S.
availability of watersparts 2.72 (15) 3.00 (14) N.S.
shaping greartinities 2.67 (16) 2.83 (19) N.S.
infrastnchre 2.63 (17) 3.20 (10) .03
availability of other sparts 2.60 (18) 2.75 (20) N.S.
pidlic tranepart 2.57 (19) 3.16 (11) .038
quided tars 2.57 (19) 2.73 (21) N.S.
roareervice 2.45 (21) 3.06 (13) .036

gality sign.
hich 1ow

edrated edrated
2.97 ( 9) 2.88 (10) N.S.
3.03 ( 6) 3.12 ( 3) N.S.
3.% (1) 3.6 ( 1) N.S.
3.17 ( 3) 2.87 (11) N.S.
3.26 ( 2) 3.08 ( 5) N.S.
3.11 ( 4) 2.91 ( 9) N.S.
3.00 ( 7) 2.86 (12) N.S.
2.73 (15) 2.72 (20) N.S.
2.44 (20) 2.76 (16) N.S.
2.9 (10) 3.00 ( 6) N.S.
2.9 (10) 2.74 (18) N.S.
2.2 (12) 2.7 (15) N.S.
3.10 ( 5) 3.09 ( 4) N.S
3.00 (7) 2.9 ( 8) N.S.
2.75 (14) 2.83 (14) N.S.
2.38 (21) 2.74 (17) N.S.
2.61 (17) 3.00 ( 6) .03
2.60 (18) 2.31 (21) N.S.
2.73 (15) 2.84 (13) N.S.
2.5%2 (19) 2.73 (19) N.S.
2.86 (13) 3.18 ( 2) N.S.

N.S. meers ot statisticallY significant at P0.10

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two educational groups.

high educated N low educated N significance
3.44 39 3.32 25 N.S.
professionalism 3.18 39 2.96 25 N.S.
correctness 3:26 38 3.24 25 N.S.
friendliness 3,31 39 3.40 25 N.S.
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TRAVELLING GROUP

Non family travellers more often came by scheduled air than family travel-
lers. The non-family travellers mostly belonged to the low age groups
(i.e. below 41) and if they weren't employed or self employed, they were
mostly students. 71.4% of the students travelled alone. The rest that
wasn't employed or self employed travelled with family.

Of the respordents that were employed, non-family travellers were to be
found in the non-profit and commercial sector. 57.1% of the respondents
that worked in the non-profit sector and 26.3% that worked in the commer-
cial sector travelled in non-family groups. Most of the time non-family
travellers had no children, whereas 64% of the family travellers had.

In 86.7% of the cases, non-family travellers belonged to the low income
group and had in 72.2% of the cases a budget that was below $1000.- con-
trary to family travellers of whom only 30.6% had a budget below $1000.-.
Respondents belonging to the Jewish religion travelled with family members
in 95.5% of the cases.

table 9.3.6. scores on importance and quality of touristic aspects for
family and non-family travellers.

mn mn
fanily family famly family

beaches 3.5 (1) 3.63 (2) N.S. 2.92 (11) 3.00 ( 6) N.S.
location 3.56 ( 2) 3.63 (2) N.S. 3.08 ( 5) 3.00 ( 6) N.S.
an 3.51 ( 3) 3.63 (2) N.S. 3.63 (1) 3.47 (1) N.S.
cleanliness 3.47 ( 4) 3.69 (1) N.S. 3.2 ( 8) 3.19 ( 2) N.S.
restarats in gneral 3.42 (5) 3.13 (9) N.S. 3.07 ( 6) 2.94 (12) .02
tropical ewirament 3.34 ( 6) 3.50 ( 6) N.S. 3.28 ( 2) 3.16 ( 3) N.S.
hotel restarat 3.28 (7) 2.6 (17) .00 2.76 (15) 2.63 (17) N.S.
taxdies 3.14 ( 8) 3.39 (7) N.S. 2.9 (9) 3.00 ( 6) N.S
evening at gpartinities  3.10 ( 9) 3.31 ( 8) N.S. 2.5 (19) 2.56 (19) N.S.
axplaint processing 3.08 (10) 3.58 ( 5) .016 3.12 ( 3) 2.58 (18) N.S.
quided tars 2.95 (11) 2.00 (21) .007 2.67 (18) 2.45 (21) N.S.
infrastnchure 2.91 (12) 2.57 (20) N.S. 2.75 (16) 2.71 (15) N.S.
other sights 2.89 (13) 3.13 ( 9) N.S. 2.83 (13) 3.00 ( 6) N.S.
hotel price 2.85 (14) 3.07 (11) N.S. 2.83 (13) 3.00 ( 6) N.S.
Qracacen aillhre 2.8 (15) 2.87 (15) N.S. 2.93 (10) 3.13 ( 4) N.S.
availanility of watersparts  2.76 (16) 2.94 (13) N.S. 2.68 (17) 3.00 ( 6) N.S.
shapping qgoartunities 2.76 (16) 2.63 (19) N.S. 2.41 (20) 2.81 (14) .070
architechre 2.74 (18) 3.02 (12) N.S. 3.09 ( 4) 3.11 ( 5) N.S.
pihlic trangpart 2.74 (18) 2.93 (14) N.S. 2.89 (12) 2.50 (20) N.S
roamservice 2.71 (20) 2.73 (16) N.S. 3.04 ( 7) 2.91 (13) N.S.
availability of other sparts 2.67 (21) 2.64 (18) N.S. 2.37 (21) 2.71 (15) N.S.

N.S. mears ot statistically significant at B0.10
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The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows between the two travelling groups.

non-family N family N significance
courtesy 3.19 16 3.46 48 N.S.
professionalism 2.88 16 3.17 48 N.S.
correctness 3.06 16 3.32 47 N.S.
friendliness 3.19 16 3.40 48 N.S.

Respondents that had obtained a lower degree of education stated more
often that they preferred holiday destinations offering a lot of ac-
tivities.

Family travellers perceived less the need for social contacts and holiday
destinations offering a lot of activities than non-family travellers.
Respondents belonging to the low income group preferred also holiday
destinations to offer a lot of activities.
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9.1.4. SOUTH AMERICA CARTBBFAN ARFA AND CENTRAL AMERICA (holiday stay
—over; number of
respondents is 41)

Because the number of respondents interviewed coming from South America,
the Caribbean area and Central America is very low, these groups were put
together. Still the number of respondents interviewed doesn't allow a
segmentation in different groups. This means that only the differences of
the whole population will be discussed.

Respondents originated from the following areas:

South America 87.8%
Caribbean area 9.8%
Central America 2.4%

and lived in the following countries: Argentina, Brazil, Columbia, Vene-
zuela, Guyana, Dominican Republic, Netherlands Antilles, Trinidad ard
Guatemala.

82.9% came by scheduled air, 9.8% by charter air and 7.3% by ferry boat.

Respondents were distributed in the following age groups:
below 21 9.8%

between 21-40 65.9%
between 41-60 19.5%
older than 60 4.9%
Marital status was distributed as follows:
married 63.4%
single 34.1%
divorced 2.4%
widowed 0.0%

48.8% had children and their age was distributed in the following clas-
ses:

below 6 years 35.0%

between 6-15 years 25.0%

older than 15 years 30.0%

a combination of 10.0%

1,2 or 3

The preceding can again be combined to obtain a better image of the
respondents' phase in the life-cycle.
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table 9.4.1. Respondents phase in the life cycle

below 21 |between 21-40|between 41-60|alder then 60| total
9.8 €65.9 19.5 4.9 100

marital statis
merried 25.0( 2.4) [59.3 (39.0) [87.5 (17.1) | 100 ( 4.9) [(63.4)
umarried! 75.0( 7.3) [40.7 (26.8) [12.5 ( 2.4) — (—) |(36.5)
children
o 5.0 63.0 12.5 —_
yes 25.0( 5.0) [37.0 (50.0) |[87.5 (35.0) (100 (10.0) |(100)
agpe children
below 6 — (—9)[70.0 (35.0) |— (=) | — (—.) |[(35.0)
between 615  |100 ( 5.0) [20.0 (10.0) [28.6 (10.0) | — (—.-) [(25.0)
qlder then 15 | — (—.-)[10.0 ( 5.0) [42.9 (15.0) (100 (10.0) |[(30.0)
cabiration — (=9 — (=9 2.6 1.0 | — (—-) |(10.0)

1 Respardents who were divaroed ar widowed were also grogped uder
umerried

The respondents were relatively young. The majority was between 21-40
years. Within this group, respondents coming fram South America (the
other two areas are included) had the highest percentages concerning
whether the respondent was married and whether the respondents had
children compared to the other continents. Nevertheless the differences
were only small. Also the younger respondents from South America travel
primarily when they don't have children. If they do have children, the
childrens' age is quite heterogeneously distributed over the various
classes. It is much the same as the division of the North American
population. For respondents, coming from countries near Curacao, it seems
less of a problem to travel, with or without children, although they have
children below 15 years. The fact that respondents caming from countries
near Curagao travelled more often with more than 1 family member is shown
in the table below.

Respondents travelled in the following groups:

alone 4.9%
spouse/partner 47.5%
spouse/children 5.0%
friends 22.5%
other 15.0%

Number of relatives travelling with the respondent:
29.3%
51.2%
12.2%
2.4%
2.4%
2.4%

%bUNHO



78

Campared with the United States the tables look much alike. Campared with
Europe and Canada, the percentage of number of relatives is 1 is 10%
lower.

Like all groups discussed earlier, the South American respondents also
can be characterized as experienced travellers. 62.5% goes on a holiday
twice a year or more. 37.5% goes one a year. At first sight, this seems
to be an extraordinary result. In countries in Europe and Northern
America vacation isn't a grivilege anymore for the happy few. Many people
go at least once a year?3. This number is much lower for South America.
This means that the respondents interviewed belong to the (financially)
top layers of their society.

Iength of stay was very short in comparison with the other continents.
less than 1 week 63.4%
1-2 weeks 31.7%
2-3 weeks 4.9%

90.2% would recommend friend and relatives to come to the island.

SOCIAL CLASSES

To see if the preceding is true, information about work situation, income
and education are put together.

70.7% of the respondents was employed or self employed. The 29.3% who
weren't, were distributed in the following categories:

student 45.5%
house wife/man 36.4%
retired 9.1%

looking for a job 9.1%

Respondents that were employed or self employed were distributed over the
following sectors:

commercial service sector 56.7%
industrial sector 20.0%
non-profit service sector 16.7%
agricultural sector 6.7%

Again, the majority worked in the commercial service sector. For South
America this percentage is quite high. This means probably that within
the commercial service sector financial advantages can be obtained over
other sectors.

23 90% (75% and 16% respectively) of total international tourism
originates in Europe and North America
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In comparison with the other continents, respondents fram South America
had aobtained the highest degree of education and was distributed as
follows:

elementary 2.6%
high school 15.4%
college 12.8%
university 69.2%

This is also an indication that this segment concerns a high social
class. Nevertheless, their gross income was far below the gross incame of
respondents originating from Europe or North America.

Incame classes in US dollars:

between 0-30 thousand 67.6%
between 31-50 thousand 11.8%
between 51-70 thousand 5.9%
between 71-90 thousand 8.8%
more than 90 thousand 5.9%

The preceding table shows that the buying power abroad, for respondents
from South America, is much lower compared with the other continents.

The budgets, respondents were prepared to spend, were quite high in rela-
tion to their length of stay and income.

Budget classes in US dollars

less than $1000 46.7%
between $1000 and $3000 40.0%
more than $3000 13.3%

To summarize the preceding, one can conclude that respondents are rela-
tively young; they belong to the upper classes of their society and their
budget is relatively high in relation with their income and length of
stay.
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Below only the touristic aspects of the total population will be dis-
cussed.

Table 9.4.2. Comparison between importance and quality for the total
South American holiday population

inportance qality N sign

an 3.9 (1) 3.6 (1 39 NsS.
beaches 3.8 (1) 2.9 (7) 37 <0.001
cleanliness 3.58 ( 3) 3.18 (4) 38  0.027
trapical aviramat 3.51 ( 4) 3.21 (3) 39 0.021
aaplaint processing 3.48 ( 5) 3.00 (6) 27 0.003
i 3.47 ( 6) 2.87 (11) 38 <0.001
Qracacen aulture 3.28 ( 7) 2.9 (8 36 0.008
pilic transpart 3.28 (7) 2.75 (13) 32  0.007
hotel price 3.26 ( 9) 2.37 (21) 3B <0.001
roasarvice 3.23 (10) 2.9 (8 35 0.086
architechre 3.21 (11) 3.33(2) 39 N.S.
taxies 3.18 (12) 2.61 (15) 33 0.001
hotel location 3.14 (13) 3.3 (5 36 N.S.
hotel restarart 3.14 (13) 2.77 (12) 35  0.013
restararts in general 3.14 (13) 2.77 (12) 35  0.013
other sidhts 2.97 (16) 2.88 (100 33  N.S.

ing qpartinities 2.80 (17) 2.60 (16) 40  N.S.
availahility of watersparts 2.68 (18) 2.58 (17) 31  N.S.
evening att gpartinities 2.64 (19) 2.58 (17) 36 N.S.
availability of other spats  2.56 (20) 2.41 (200 32  N.S.
quided tars 2.48 (21) 2.44 (199 25 N.S.

N.S. mears that the differances are not statistically significat at D.06.
nly the inpartance ratings of respadants that also rated qelity were taken into
acooat

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows. They are not presented in the figure.

quality N

3:33 36

professionalism 3.09 34
correctness 3.42 36

friendliness 3.33 36
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This figre shows the rarkirg of taristic aspects. The stars in the acoentated
are?® reyesat aspects of vhich the inportarce ad gelity rarkings are in
cogruance. The nunbers an the vertical axis carespad with the rarking of impar-
tance while the hrizatal axis reesats the gality raking. Rx eamle,
coodirete (7,13) regresants piilic trarspart. Its inpartance rarking is 7 ad its

24 e aooented area vas defined arbitrarily
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gality rarking is 13. Effarts need to be mede to move those stars which are ot in

In order to see if differences exist between types of visitors scores on
"mental" holiday aspects (rest to other comfort) are compared for the
various continents and countries. The questions were answered with yes or
no.

Do visitors come for their rest?

Us CA EU SA
yes no
USA 90.9% 7.1% us = N.S. +053 N.S.
Canada 95.1% 4.9% CA N.S. —— .001 N:S:
Europe 17:2% 22.8% EU +053 .001 P . 067
South America 90.2% 9.8% SA | N.S. N.S. .067 | ——
Social contacts are not desired?
us CA EU SA
yes no
Usa 17:1% 82.9% Us — N.S. N.S. .076
Canada 22.0% 78.0% CA N.S. e N.S. N.S.
Europe 19.7% 80.3% EU N.S. N.S. ———— N.S.
South America 31.7% 68.3% SA .076 N.S. N.S. e

Do visitors want to learn about Curagacan culture?

| Us | cA | EU | SA
yes no
USA 72.9% 27.1% Uus — N.S. N.S. .001
Canada 74.4% 25.6% CA | N.S. —— N.S. .016
Europe 77.2% 22.8% EU N.S. N.S. s .030
South America 97.6% 2.4% SA .001 .016 .030 ——
Do they want many activities to be offered?
Us ca EU SA
yes no
USA 65.7% 34.3% us ———— 017 N.S. N.S.
Canada 46.3% 53.7% CA +O17 === .002 .074
Europe 68.5% 31.5% EJ | N:S. .002 === Il .N.S.
South America 63.4% 36.6% SA | N.S. .074 N.S. et
Do they want to gain a general impression?
us CA EU SA
yes no
USA 97.1% 2.9% us = N.S. 4032 N:S.
Canada 92.7% 3% CA N.S. e N.S. N.S
Europe 88.2% 11.8% EU .032 N.S. S N.S.
South America 95.1% 4.9% SA | N.S. N.S. N.S. —r——
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Do they want to escape the monotony of daily life?

USA

Canada

Europe

South America

Do they think contact with the locals is

USA
Canada

Europe )
South America

USA

Canada

Europe

South America

Do they think you

USA
Canada
Europe

us CA EU SA
yes no
67.1% 32.9% us s - 023 .065 N.S.
48.8% 51.2% CA .023 —— N.S. .005
49.2% 50.8% EU .065 N.S. ———s .017
75.6% 24.4% SA N.S. . 005 .017 —=

important?

us CA EU SA
yes no
81.4% 18.6% Us e N.S. N.S. .013
73.2% 26.8% CA N.S. Em———— N.S. .001
81.9% 18.1% EU N.S. N.S. o= .013
97.6% 2.4% SA J013 .001 -013 ——

Do they think a holiday ought to be planned carefully?

us CA EU SA
yes no
60.0% 40.0% Us e N.S. N.S N.S
54.3% 45.7% CA | N.S. == N.S. N.S.
49.6% 50.4% EU | N.S. N.S. === N.S.
61.0% 39.0% SA N.S. N.S. N.S. ——
can't have the comfort you have at home?

Us CA EU SA
yes no
50.0% 50.0% us S .048 .036 N.S.
65.9% 34.1% CA .048 —— N.S. N.S.
70.9% 21.9% EU .036 N.S. —— N.S.
58.5% 41.5% SA | N.S. N.S. N.S. =

South America
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9.2. CRUISE TOURISM (number of respondents is 59)

Respondents visiting Curagao on a cruiseship originated from the follow-
ing countries, areas and continents:

United States 33.9%
Canada 22.0%
Europe 18.6%
Caribbean Area 6.8%
South America 5:.1%

Respondents were distributed in the following age categories:
below 21 years 11.9%
between 21-40 years  33.9%
between 41-60 years  30.5%
older than 60 years 23.7%

The marital status was distributed as follows:

married T1:2%
single 20.3%
divorced 5.1%
widowed 3.4%

67.8% of the respondents had children and their age was distributed over
the following classes:

below 6 years 10.0%
between 6-15 years 7.5%
older than 15 years 72.5%
a combination of 10.0%
1,2 o 3

With the preceding the following table of respondents phase in the life-
cycle was made.
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table 9.2.1. Respondents phase in the life cycle

below 21 | between 2140 |between 41-60|alder than 60| total
1.9 33.9 30.5 2.7 | 100

marital stahs
merried — (—.-)| 60.0 (20.3) | 100 (30.5) | 85.7 (20.3) | (71.2)
umerried 100 (11.9)| 40.0 (13.6) — (—.-) | 14.3 (3.4) | (28.8)
children
o 85.7 4.1 5.9 14.3
yes 14.3( 2.5)| 57.9 (27.5) | 94.1 (40.0) | 85.7 (30.0) | (100)
age children
belaw 6 100 (2.5)| 273 (7.5 | — (—-) | — (—=) | (10.0)
between 6-15 | — (—.-)| 18.2 (5.0) | 6.3 (2.5) | — (—-) | (7.9
dder tten 15 | — (—.-)| 18.5 ( 5.0) | 93.7 (37.5) | 100 (30.0) | (72.5)
aabiretion —(—)]365010.0 | — (—9) | — (=9 | 20.0

1 Respadents who were divarced ar widowed were also gragped urder
ummerried

The respondents' life-cycle phases show that the group is quite heteroge-
neous. Respondents below 21 years are unmarried and don't have children.
About half of the number of respondents between 21 and 40 is married and
the same percentage has children. The childrens' age is distributed over
all categories. Costs associated with having children and the childrens
dependency on their parents doesn't seem for these parents to be a reason
not to go on a cruise as was seen earlier with the European stay-over
tourists. Almost all respondents older than 41 were married and had chil-
dren older than 15. What was said regarding this group with stay-over
tourism can be repeated here. This group has children which are at such
an age that they aren't (completely) dependent on their parents anymore
and which allows their parents to go on holiday alone. Naturally, it is
also a cammon situation. Older people will have older children.

The visitors travelled in the following groups:

alone 8.5%
spouse/partner 39.0%
spouse/children 3.4%
friends 25.4%
spouse/children/friends 5.1%
other 18.6%
The number of relatives travelling with the respondents was distributed
as follows:
number of relatives

(0] 32.2%

1 52.5%

2 8.5%

3 6.8%
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More than 50.0% travelled with one relative. In most of the cases this
was spouse or partner. The rest probably has to be found among people who
travelled with spouse/partner and friends and hence are named under
other. Quite a large percentage was found among visitors who travelled
with friends. These percentages also show that the population coming to
Curacao is quite heterogeneous.

The cruiseship passengers go on a holiday somewhat less frequently than
stay-over tourists. Still their travelling experience can be called con-
siderable. 51.7% goes on a holiday twice a year or more. 39.7% goes once
a year and 8.6% goes less than once a year.
One can conclude from these percentages and the percentages presented
earlier that people who visit Curagao are frequent travellers. This could
also be a reason why they come to Curagao. In a lot of cases respondents
found out about Curacao themselves while looking for a holiday destina-
tion. Since they already have been to other places, this could mean that
they are willing to try Curagao. This will be less the case for cruise-
ship passengers because Curacao is only one of the various islands or
countries visited. Still, if they knew about Curagao, cruiseship pas-
sengers might especially choose a cruise that visits Curagao. What they
learn about the island in one day could be an incentive to come back for
a longer visit. This leaves two options:
1) People who know about Curagao before they book a cruise and are
interested. They could decide to take a cruise which contains
a visit to Curacao. The first impression can be of a kind which makes
them decide to come back.
2) People take a cruise and this way learn about Curagao. Their
impression they might decide to come back.
The difference between the two groups is that the second group skips the
try-out phase. A first good impression and a rating of Curagao higher
than other places has the best chance of initiating a repeat visit.

SOCIAL CIASSES

59.3% of the respondents was employed or self employed. Those who weren't
were:

retired 54.2%
entered early retirement 4.2%
houseman/wife 25.0%
student 16.7%

The majority of the respondents who didn't have a paid job had retired or
entered early retirement. As to the number of respondents, this is quite
an important group. They account for 23.8% of all cruiseship passengers
interviewed.

The 59.3% found employment in the following sectors:
commercial service sector 58.3%
industrial sector 25.0%
non-profit service sector 16.7%
agricultural sector 0.0%
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Respondents were distributed over the following income classes (in US
dollars):

between 0-30 thousand 38.8%
between 31-50 thousand 30.6%
between 51-70 thousand 16.3%
between 71-90 thousand 4.1%
more than 90 thousand 10.2%

Respondents who came on a cruise mostly belong to the low incame group.
The fact that all respondents are put together probably influences these
percentages campared to the various groups of stay-over tourists.

Since respondents belong to the low income classes one might suppose
that, when there is a positive correlation between income and budget,
balancing budget and the number of places visited with this budget could
be the reason why respondents have chosen a cruise instead of separate
holidays to these destinations. Bearing in mind that holiday frequency is
quite high, this might mean that normally destinations are chosen which
are nearer hame or which are more "certain" to visitors. That is, they
know with more certainty what to expect. Second, a cruise still carries
the image of something very romantic and exclusive. Samething that is a
once-in-a-lifetime experience and therefore, by way of exception, a
larger budget is spent during the holiday. This might also mean that this
image is stronger for peocple with lower incomes.

Respondents had cobtained education at the following levels:
elementary 10.2%

high school 39.0%
college 23.7%
university 27.1%

The respondents were equally distributed over higher and lower education-
al levels.

Visitors' social class can be summarized as follows: The most important
groups are the people who are retired or work in the cammercial service
sector. The majority belongs to the lower incame group and seem to travel
on a cruise because of an economical or a romantic or exclusive motive.

Respondents' score on touristic aspects is shown in the tables below.
Aspects concerning attributes related to hotels were amitted as not ap-
plicable.
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Table 9.2.2. Comparison between importance and quality scored by
cruiseship passengers.

inpartance qgnlity N sign
cleanliress 3.43 (1) 3.29(2) 51 N.S.
restarats in geeral 3.31(2) 3.000(6) 13 N.S.
piilic trangpaxt 3.25 ( 3) 3.00 (6) 12 N.S.
beaches 3.19 ( 4) 2.9 (10) 21 N.S.
taxies 3.15 ( 5) 2.9 (10) 20  N.S.
trapical aviramat 3.14 ( 6) 3.06 (4) 42 N.S.
an 3.08 (7) 3.29 (2) 49 N.S.
shaping gartinities 3.07 ( 8) 3.2 (5) N.S.
evenirg art gpartinities 3.00 (9) 3.00 (6) 10 N.S.
other sights 3.00 ( 9) 2.94 (13) 31 NS.
architecthre 2.98 (11) 331 (1) 51 <0.001
infrastchire 2.89 (12) 297 (9 36 NS.
Quracecen ailbure 2.82 (13) 2.9 (10) 38 NS
availahility of cther spats 2.75 (14) 2.63 (15) 8 N.S
availability of watersparts 2.56 (15) 2.56 (16) 9 N.S.
quided tars 2.36 (16) 2.79 (14) 14  0.028

N.S. memrs that the differances are ot statistically significant at P<0.06.
Qﬂyﬁeinpxﬂmmtirgsofreqnﬂatsﬁﬂtalmxataiqahtymtaleiirm
acooxt
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Table 9.2.3. importance rating of touristic aspects by cruiseship

passengers.
importance N

cleanliress 3.47 ( 1) %
shaping gpartinities 3.09 ( 2) 57
an 3.0 (2) 5
trapical aviramet 3.04 (4) 51
architechare 2.98 ( 5) 3
cther sigts 2.87 ( 6) 47
Quracacan allture 2.83 (7) o2
beaches 2.70 ( 8) 4
infrastnuchre 2.65 ( 9) 48
taxies 2.61 (10) 49
restarats in gaeral 2.49 (1) 49
evenirng art gpatnities 2.26 (12) 43
quided tars 2.23 (13) 52
piilic trarspat 2.20 (14) 51
availability of cther spats 1.67 (15) 45
availability of watersparts 1.57 (16) 47

The importance scores where only a few respondents rated quality distort
thennportancemrﬂurgtoacertam@ctemt (e.g. restaurants in general,
evening out opportunities, public transport). To the few respondents who
rated quality, these aspects were important for the others less so. They
didn't have any experience with these aspects either. Therefore the
lmportance ranking without taking quality into account will give a better
impression. The quality scores remain important because they show the
score of people who have experienced these aspects.

mses.hlp passengers can be characterized as visitors who want to shop
in a clean tropical environment and who want to do some sightseeing.

Since shopping is so important to cruiseship passengers, downtown Wil-
lemstad should offer products in a way demanded by the tourists. This
means that the interior of shops should be designed to suit the customer.
Customers are more used to running through clothes rails with shirts on a
hanger instead of turning a cardboard box upside down.

Shopping is more than going into a store and buying the good wanted.
Shopping in a recreational way also means strolling up and down a street
and do some window shopping. Therefore professional dlsplay decoration
and offering the opportunlty for window shopping by removing the bars may
increase interest in goods displayed and stimulate buying. Also opening
hours need attention. Store owners should be stimulated to keep stores
open around noon when a cruiseship is in the harbour.

As a remembrance of the island a lot of people want to buy souvenirs.
Orlgmallty regarding souvenirs and offering a wide range may not only
increase sales but might also become an industry. Positioning Curagao as
a cultural/historical island can provide new ideas for the production and
sale of souvenirs.
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Attracting more cruise passengers to the island often means more effort
to increase the number of calls. This means that good relations with
cruise operators are essential. If it is possible to prove that cruise-
ship passenger rate Curagao higher than other islands visited, this might
be an important incentive for the cruise operator to increase the number
of calls to Curacao.

Lobbying and negotiating (about water, food and fuel intake) at high
levels might also be very fruitful.

Another possible action is building an image among (potential) passengers
which makes them decide to go on a cruise which includes Curagao.
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9.3. SHOPPING TOURISM (number of respondents is 36)

Respondents who stated that the purpose of the visit was shopping or
shopping and pleasure were distributed into two groups. One group con-
sisted of visitors from North America while the other group contained
visitors from South America and the Caribbean area.

30.8% of the visitors from North America came by charter air. 100% of the
South American/Caribbean group came by scheduled air.
For 92.3% of the respondents coming from North America shopping was not
the only reason for coming to Curagao. Pleasure was also of great impor-
tance. This in contrast to the other group of which only 34.8% mentioned

pleasure as a second purpose.

Respondents were distributed over the following age categories:

NA SA/CA
below 21 years 0.0% 8.7%
between 21-40 years  76.9% 87.0%
between 41-60 years 15.4% 4.3%
older than 60 years 7.7% 0.0%
The marital status was distributed as follows:

NA SA/CA
married 61.5% 56.5%
single 30.8% 43.5%
divorced 7.7% 0.0%
widowed 0.0% 0.0%

46.2% of the respondents coming from

North America

and 65.2% of the

respondents coming from South America or the Caribbean area had children.

Their ages were distributed over the following classes:

NA Sa/CA
below 6 years 16.7% 20.0%
between 6-15 years 33.3% 20.0%
older than 15 years  33.3% 6.7%
a combination of 16.7% 53.3%

1,2 or 3
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From the preceding a table of respondents' phase in the life-cycle was
made and is shown below.

table 9.3.1. Respondents phase in the life cycle

belaw 21 |between 2140 | between 41-60|alder then 60| total
7.9 81.6 7.9 2.6 100

mrital stahs
merried 33.3( 2.6)| 51.6 (42.1) | 100 ( 7.9) | 100 ( 2.6) | (55.2)
umerried! 66.7( 5.3)| 48.4 (39.5) — (—.9) — (—.) | (44.8)
children
o 100 45.2 — —
yes — (—.-)| 54.8 (81.0) | 100 (14.3) | 100 ( 4.8) | (100)
age children
below 6 — (=278 @ | — (=) | — (=9 | @7
between 6-15 | — (—.-)| 2.2 (18.2) [ 33.3 (4.5) | — (—) | 2.7)
ddrten15 | — (—.-)| — (—.-) | 66.7 (4.5) | 100 (4.5) | (13.6)
aahiration — (—)| 5.0 (40.9) | — (=) | — (—.7) | (40.9)

1 Respadants who were divarced ar widowed were also grogped uder
umarried

Respondents travelled in the following groups:

NA SA/CA
alone 23.1% 8.7%
spouse/partner 61.5% 0.0%
spouse/children 7.7% 4.3%
friends 7.7% 73.9%
other 0.0% 13.0%

91.7% of the respondents originating from South America or the Caribbean
area didn't travel with any relatives. Of the 8.3% who did the number of
relatives were distributed as follows:

number of relatives NA SA/CA
0 46.2% 91.7%

1 46.2% 2.8%

2 7.6% 2.8%

other 0.0% 2.8%

The respondents can be labeled as experienced shoppers. 61.6% of the
North American group goes on a shopping or shopping and pleasure trip
twice a year or more than twice a year and 38.4% goes every year. 56.1%
of the South American/Caribbean area group goes on a shopping or shopping
and pleasure trip twice or more than twice a year. 19.0% once a year,
4.8% once every two years and 19.0% less than once every two years.

Packages were much more often sold in North America (76.9%) than in South
America and the Caribbean area (21.7%). This means that respondents of
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the latter group do not book their hotel and flight at the same time.
There was also a significant difference in length of stay. 95.7% of the
South American/Caribbean group stayed less than a week has during their
stay on the island whereas 69.2% of the North American group stayed 1-2
weeks. The former group almost only time for shopping while the latter
group has more time available to do other things.

84.6% of the North American group stayed in a hotel and 90.9% of this
percentage resorted in one of the A-category hotels. 15.4% stayed at a
place other than a hotel e.g. friends and relatives. 65.2% of the South
American/Caribbean group stayed in a hotel and 82.4% in one of the C-
category hotels. This shows that the latter group is less interested in
the luxury of a hotel.

SOCIAL CILASSES

To see if various social classes can be distinguished, information about
work situation, income and education are put together.

All of the respondents from North America were employed or self employed
and 69.6% of the South American/Caribbean group was employed or self
employed. The 30.4% that wasn't was distributed in the following catego-
ries:

SA/CA
student 28.6%
house wife/man 14.3%
looking for a job 14.3%
other 42.9%

Respondents that were employed or self employed were distributed over the
following categories:

NA SA/CA
commercial service sector 50.0% 93.3%
non-profit service sector 25.0% 6.7%
industrial sector 25.0% 0.0%
agricultural sector 0.0% 0.0%

The majority of the respondents found employment in the caommercial
service sector. In case of the South American group this is probably
trade.

Respondents educational levels.

NA SA/CG
elementary = 22.7%
high school 46.2% 54.5%
college 23.1% 9.1%
university 30.8% 13.6%

Although the differences were not significant, the respondents from North
America had received a higher degree of education.
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The difference in income (in US dollars) was significant to a high degree
and was distributed as follows:

NA SA/OG
between 0-30 thousand 33.3% 100%
between 31-50 thousand 33.3% -
between 51-70 thousand - -
between 71-90 thousand 8.3% _—
more than 90 thousand 25.0% -

Although the incomes were higher, the length of stay longer and the
hotels more expensive, the budget of the North American respondents
wasn't higher. The budgets were distributed as follows:

NA SA/CG
less than $1000 75.0% 71.4%
between $1000-$3000 16.7% 19.0%
more than $3000 8.3% 9.5%

Apparently the visitor from South America/Caribbean area caomes to buy
goods which are sold again in the home country. The visitors from North
America on the other hand, more often buy goods for personal use. This
might be a reason why the South American/Caribbean visitors spent the
same amount of money in a much shorter period of time. For them, coming
to Curagao means business.

Scores on touristic aspects are presented below. In certain cases the
number of respondents is low because the questions were not applicable to
many respondents. Because importance ratings are likely to be different
for shopping tourists from North America and South America/Caribbean,
both importance and quality scores will be compared separately. The
figures show the relationship between importance and quality of each of
the two groups.
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Table 9.3.2. Comparison between importance and quality scores for the
South American and Caribbean shopping tourists (*x)

importance gnlity N sign
shaping gpartunities 3.77 ( 1) 3.6 (9) 22 0.01
aarplaint processing 3.40 ( 2) 3.00 (15) 5 N.S.
i 3.35 ( 3) 3.24 (4 17 N.S.
tades 3.25 ( 4) 3.40 (2 20 N.S.
pidlic trargpat 3.25 (4) 3.3(3) 2 N.S.
cleanliress 3.24 ( 6) 3.0(7) 21 N.S.
tropical eviramat 313 () 3.00 (9) 15 N.S.
architectire 3.08 ( 8) 3.8 (8 12 N.S.
hotel price 3.06 ( 9) 2.5 (17) 18  0.024
beaches 3.00 (10) 3.13(6) 8 N.S.
roareervice 3.00 (10) 2.33(21) 6  N.S.
other sigts 3.00 (10) 291 (13) 11 N.S.
quided tors 3.00 (10) 3.0 (1) 2 N.S.
hotel location 2.88 (14) 3.00 (9 17 N.S.
an 2.86 (15) 3.21 (5 14 N.S.
evenirg at gpartinities 2.8 (16) 29 (13) 11 N.S.
restarats in gaeral 2.70 (17) 2.5 (200 10 N.S.
Quacacen ailtire 2.69 (18) 3.00(9) 13 N.S.
hotel restarant 2.60 (19) 2.60 (199 10 N.S.
availability of watersprts 167 (20) 2.67(16) 3 NS.
availability of other sprts 100 (21) 2.50 (18) 2 N.S.

N.S. mears that the differances are not statistically significant at P<0.05.

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows. They are not presented in the figure.

quality N
courtesy 3.13 16
professionalism 2.94 16
correctness 2.81 16

friendliness 3.06 16
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Table 9.3.3. Comparison between importance and quality scores for the
North American shopping tourists (##)

) i qgality N sign
hotel location 3.60 (1) 2,70 11) 10  0.004
an 3.50 ( 2) 3.5(1) 12 NS.
beaches 3.50 ( 2) 2.60 (14) 10  0.019
hotel price 3.44 ( 4) 2.67 (13) 9  0.008
cleanliness 3.42 ( 5) 3.42 (2 12 N.S.
trpical evirament 3.42 ( 5) 317 (4 12 N.sS.
restarants in gereral 325 (7 2.42 (15 12 0.0
taxies 3.17 ( 8) 292 (8 12 N.S.
other sidhts 3.37 (.8) 2.42 (15) 12 0.032
evening ait gpartinities 3.10 (10) 2.00 (20) 10 0.4
Quagacen aulture 3.08 (11) 292 (8 12 N.S.
roamservice 3.00 (12) 3.17 ( 4) 6 N.S.
infrastnucture 3.00 (12) 3.00 (6) 11  N.S.
hotel restarat 3.00 (12) 233 (17) 9 NS.
shaping goartunities 2.2 (15) 2.2 (8 12 N.S.
architechre 2.83 (16) 3.5 (3) 12 0.017
availability of waterspats  2.78 (17) 3.00(6) 9 N.S.
axplaint processing 2.67 (18) 2.17 (19) 6 N.S.
quided tars 2.67 (18) 1.83 (21) 6  N.S.
piilic trarspart 2.44 (20) 233 (17) 9 NS.
availability of other spats 2.40 (21) 2.70 (11) 10 N.S.

N.S. mears that the differances are rot statistically significant at P0.06.

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows. They are not presented in the figure.

quality N

2.73 11

professionalism 2.64 11
correctness 2.73 11

friendliness 3.00 11
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Tahle 9.3.4. Qurparism between impartance soares of shaping tardsts
Arericen ad the Caribdoeen.

MG N N N sign
shaping gpartinities 37(Y 2 222012 13 0.004
3.35 (2) 17 2.8 (14) 13 0.0
Cleanliness 3.3 (3) 22 3.46(3) 13 NsS.
hotel price 3.06 (4) 18 3.45(4) 11 0.033
taxies 3.6(5 2 315(7) 13 NS.
aaplaint processing 2.9 (6) 10 2.64 (16) 11 N.S.
tropical ewviramat 2.8 (7 17 3.38(5 13 NS.
other sights 283 (8 12 3.08(9 13 N.S.
hotel location 278(9 18 35 (1) 11 0.004
architechre 273 (10) 15 2.77 (15 13  N.S.
an 2.62(11) 16 3.5 (2) 13 0.006
roamesvice 2.40 (12) 10 2.40 (18) 10 N.S.
public transpart 238 (13) 21 2.50 (17) 12  N.S.
Quragacen allture 2.29 (14) 21 3.00(11) 13 0.026
hotel restarant 2.19 (15 16 291 (13) 11  0.054
restarants in gaeral 210 (16) 20 315(7) 13 0.02
beaches 207 (17) 15 3.25(6 12  0.006
evening at gpartnities 2.00(18) 22 3.8 (9 12 0.003
quided tars 1.40 (19) 15 2.25 (20) 12  0.048
availahility of watersparts 1.15 (20) 13 2.33 (19) 12 0.004
availability of other sparts  1.08 (21) 13 2.17 (21) 12  0.001

N.S. mears that the differences are not statistically significant at B0.10.

The differences between shopping tourists originating from North America
and South America/Caribbean area were shown in the preceding tables. The
North American respondents can be viewed as holiday tourists with a special
interest in shopping, more so than South American and Caribbean respon-—
dents. It is probably the type of visitor of whom people think when they
talk about Curagao as a buying spot.

The shopping tourist from South America and the Caribbean area are practi-
cally only interested in shopping and aspects which may be related to
shopping (taxies, infrastructure, public transport). Contrary to their
North American counterparts they are to be found in the free zone where
they can buy tax free. They arrive with lots of empty suitcases and bags
and they are full when they leave.

Although it is given less attention in publications, shopping tourism from
South America and the Caribbean is very attractive for the island. In a
very short period of time these visitors spend quite a lot of money and
this market is essential to some of the B and C—category hotels.

The assortment wanted by this type of visitor needs to be monitored care-
fully. Flexibility within the product assortment is essential since a
change downward in the political and economical situation in one of the
main countries could mean a total collapse. For instance Jamaica. The
number of visitors increases strongly. But one of the reasons why people
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come is the fact that the Jamaican govermment is very flexible concerning
import duties.

Should the products bought also become widely available in Jamaica or
should the goverrment there change their policy concerning import duties,
the incentive for the Jamaicans disappears. The same goes for the political
instability of Haiti, Surinam and the current change of goverrment on
Jamaica.

How should the shopping tourism market be approached? Since shopping
tourism depends, to quite a great extent, on the political and econamical
situation in the source market which is often instable and impossible to
influence, a kind of hit-and-run tactics might be most appropriate. This
means that should an important market vanish, the product assortment
offered should be flexible so that other markets might easily be attracted
supported by initially heavy advertising since word of mouth advertising
takes over very rapidly.

Many people from Curagao go to Venezuela for shopping. This is because for
Curagacans Venezuelan goods are cheaper which makes the trip worthwhile.
Should Venezuela create the same kind of facilities as available on Curacao
with mainly products manufactured in Venezuela, buying tourism may shift
from Curagao to Venezuela.

Risks associated with this form of tourism are excessive. Close monitoring
of political and economical factors in potential and target markets,
together with a flexible assortment directed strongly to the needs and
wants in the market and heavy advertising in new markets seem to be the
best policy.

The number of European and North American shopping tourists coming to
Curagao is only small. Visitors who come for shopping will praobably look
for more exclusive goods for relatively low prices. The assortment of
goods available on Curagao and the way they are offered do not meet the
assortment and shop design offered elsewhere. If the assortment for this
market can't be improved within a short period of time, this market should
not be given too much attention.



101
9.4. BUSINESS TOURISM (number of respondents is 81)

Respondents who stated that the purpose of their visit was business or
business and pleasure were distributed into two groups. One group con—
stituted of visitors from Europe and North America (EU/NA) while the
second group contained visitors originating from South America, Central
America and the Caribbean area (S,CA/CA).

15.7% of the European/North American respondents came by a mode of trans-
portation other than scheduled air. For the other group this percentage
was only 3.4%.

For 76.5% of the European/North American respondents business was not the
only reason visiting Curagao. Pleasure was also of great importance. For
only 31.0% of the South, Central American/ Caribbean group the trip con—
tained time for pleasure besides business.

Respondents were distributed over the following age classes:

EU/NA S,CA/CA
below 21 years 3.9% 0.0%
between 21-40 years  54.9% 96.6%
between 41-60 years  35.3% 3.4%
older than 60 years 5.9% 0.0%
The marital status was distributed as follows:

EU/NA S,CA/CA
married 56.9% 51.7%
single 37.3% 41.4%
divorced 2.0% 6.9%
widowed 0.0% 0.0%
other 2.0% 2.0%

43.1% of the European/North American and 69.0% of the South, Central
American/ Caribbean respondents had children. The childrens' age was
distributed over the following classes:

EU/NA S,CA/CA
below 6 years 13.6% 40.0%
between 6-15 years 13.6% 30.0%
older than 15 years 63.6% 10.0%
a cambination of 9.2% 20.0%

1,2 or 3



From the preceding a table of the respondents' phase in the life cycle

was made and is shown below.
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table 9.4.1. Respondents phase in the life cycle

below 21 | between 2140 | between 41-60|aldexr then 60| total
2.5 70.0 23.8 3.8 100

marital staths
merried — (—.7)| 42.9 (30.0) | 89.5 (21.3) | 100 ( 3.8) | (55.0)
umerriedt 100( 2.5) | 57.1 (40.0) | 10.5 ( 2.5) — (—.) | 45.0)
children
o 100 58.9 15.8 —_—
yes —(—.)| 41.1 (4.8) | 84.2 (38.1) | 100 ( 7.1) | (100)
age children
below 6 — ()| 478@6.2) | — (=) | — (=) | 6.2
between 6-15 | — (—.-)| 26.1 (14.3) | 18.8 (7.1) | — (—.-) | (2.4)
dder ten 15 | — (—.0)| 4.3 (2.4) | 75.0 (28.6) | 100 ( 7.1) | (38.1)
anbiration — (—)] 2.7 11.9) | 6.2 (2.4) | — (—-) | (14.3)

1 Respadants who were divarced ar widowed were also grogeed uder
umerried

Respondents travelled in the following groups:

EU/NA S,CA/CA
alone 23.5% 37.9%
spouse/partner 35.3% 10.3%
spouse/children 5.9% 6.9%
friends 13.7% 10.3%
other 21.4% 34.5%

Respondents travelled with the following number of relatives:

number of relatives EU/NA S,ca/CcA
0 54.9% 78.3%
1 33.3% 6.9%
2 5.9% 3.4%
3 5.9% 6.9%
4 0.0% 3.4%

Respondents from Europe and North America go more often on a business
trip than respondents from South, Central America and the Caribbean area.
65.4% respectively 42.9% goes twice a year or more than twice a year.
30.6% of the European/North American group goes once every year and 4.1%
less than once a year. Of the South, Central American/Caribbean group
50.0% goes once a year and 7.1% less than once a year.

In contrast to visitors who came for a holiday or shopping, business
tourists stated more often that their trip wasn't financed by their own
means. 58.8% of the respondents from Europe and North America and 55.2%
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of the respordents from South, Central America and the Caribbean area had
another financier.

only few respondents stated that they were on a package tour. 13.7% of
the European/North American group and 10.3% of the South, Central America
and the Caribbean area.

The length of stay between the two groups differed significantly and was
distributed as follows:

EU/NA S,CA/CA
less than a week 35.3% 65.5%
1-2 weeks 27.5% 17.2%
2-3 weeks 3.9% 6.9%
4 weeks or more 33.3% 10.3%

76.5% of the European/North American group stayed in a hotel. These
respondents all stayed in a A-category hotel. 11.8% stayed with friends
or relatives and 11.8% had another form of accommodation. 93.1% of the
respondents from South, Central America and the Caribbean area stayed in
a hotel. 55.6% stayed in a A-category hotel, 33.3% in a B—category hotel
and 11.1% in a C-category hotel. 6.9% had another form of accammodation.

SOCIAL CIASSES

76.5% of the respondents from Europe and North America and 89.7% of the
respondents from South, Central America and the Caribbean area were em—
ployed or self employed. Those who weren't were distributed over the
following classes:

EU/NA S,CA/CA
housewife/man 41.7% 66.7%
student 41.7% 0.0%
retired 16.7% 0.0%
looking for a job 0.0% 33.3%

In cases other than student, most respondents who weren't employed or
self employed travel with someone who is.

Respondents that were employed or self employed were distributed over the
following sectors:

EU/NA S,CA/CA
commercial service sector 71.8% 70.4%
non-profit service sector 15.4% 3.7%
industrial sector 12.8% 25.9%
agricultural sector 0.0% 0.0%
Respondents had received the following degrees of education:
EU/NA S,CA/CA
no formal education 2.0% 3.6%
elementary 2.0% 10.7%
high school 37.3% 21.4%
college 33.3% 35.7%

university 25.5% 28.6%
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Incames had the following distribution (in US dollars):

FU/NA S,CA/CA
between 0-30 thousand 36.4% 59.3%
between 31-50 thousand 22.7% 25.9%
between 51-70 thousand 13.6% 11.1%
between 71-90 thousand 15.9% 0.0%
more than 90 thousand 11.4% 3.7%

As was seen already with earlier comparisons, respondents fram South
America and the Caribbean area had lower incames campared to Europeans
and North Americans.

The budgets (in US dollars) were distributed as follows:

EU/NA S,CA/CA
Less than $1000 41.9% 55.0%
between $1000-$3000  37.5% 30.0%
more than $3000 20.6% 15.0%

ing the respondents' characteristics, business and holiday tourists
don't differ in many respects. Whether there are differences between
these two groups regarding scores on touristic aspects will appear from
the tables presented below.

Table 9.4.2. Comparison between importance and quality scores for the
North American and European business tourists (**)

inpartance qgality N sign
an 3.38 (1) 3.68 (1) 50  0.001
beaches 3.33 ( 2) 2.83 (6) 48 0.001
clesnliress 3.22 ( 3) 2.00 (21) 49  <0.001
hotel location 3.21 ( 4) 2.82 (7)) 38  0.004
trepical evirament 3.17 ( 5) 2.77 (8) 48  0.009
axplaint processing 3.04 ( 6) 2.26 (18) 23 0.001
taxies 3.8 (7) 2.61 (14) 36  0.006
pilic transpart 3.8 (7) 2.10 (200 29 <0.001
restarants in geeral 3.00 ( 9) 2.74 (9) 43 0.047
evenirg ot gpatinities 2.9 (10) 2.67 (1) 36 N.S.
hotel restarant 2.94 (10) 2.20 (19) 35 <0.001
availahility of other sparts  2.93 (12) 2.44 (16) 27  0.080
availahility of watersparts 2.91 (13) 3.00(3) 3 NS.
Qracacen allture 2.89 (14) 2.63 (13) 46 N.S.
quided tors 2.87 (15) 3.13(2) 15  N.S.
infrastnchre 2.87 (15) 2.33 (17) 46 0.0
roamservice 2.78 (17) 291 (4) 28 N.S.
hotel price 2.72 (18) 2.66 (2) 29 N.S.
architechare 2.70 (19) 291 (4) 44  NS.
shaping grartunities 2.44 (20) 2.46 (15) 139 N.S.
other sigts 2.08 (21) 2.74 (9) 43 N.S.

N.S. mears that the differaces are not statistically significant at P<0.06.
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The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows. They are not presented in the figure.
quality N

2.67 39
professionalism 2.45 40
correctness 2.77 39
friendliness 2.95 38

Table 9.4.3. Comparison between importance and quality scores for the
South American and Caribbean business tourists (##)

impartance qgality N sign
cleanliness 3.63 (1) 29 (5 24 0.001
Quracacan aulture 3.90/( 2) 2,85 (9) 20 0.019
restarants in gaeral 3.45 ( 3) 295 (6) 20 0.21
taxies 3.44 ( 4) 3.00(3) 25 0.046
evening ait gpartinities 3.24.( 5) 2,71 11y 21 N.S.
availanility of other sparts 3.24 ( 5) 2.06 (200 17  0.001
beaches 3.3 (7) 2.68 (13) 2  0.06
an 3.18 ( 8) 341 (1) 22 o.a1
tropical ewvirament 3.18 ( 8) 3.0 (2) =22 N.S.
aaplaint processing 3.16 (10) 2.47 (199 19 0.038
hotel location 3.15 (11) 3.00 (3) 27 N.S.
infrastnuchure 3.15 (11) 2.90 (8 20 N.S.
roaeservice 3.14 (13) 271 (11) 21  N.S.
hotel restarat 3.14 (13) 2.67 (14) 21  N.S.
hotel price 3.0 (15) 27 D) 2 NS
availability of watersparts ~ 3.06 (16) 2.06 (20) 17  0.007
shaping qartinities 3.00 (17) 2.5 (17) 25  0.018
piilic transpart 2.86 (18) 2.2 (16) 21 N.S.
architechure 2.64 (19) 2.95(6) 2  N.S.
quided tars 2.43 (20) 2.57 (18) 14  N.S.
other sights 2.20 (21) 2.67 (14) 15  0.014

N.S. mears that the differences are ot statistically significant at X0.06.

The quality scores on courtesy, professionalism, correctness and friend-
liness were distributed as follows. They are not presented in the figure.
quality N

3.07 27
professionalism 2.81 26
correctness 3.08 25

friendliness 3.37 27
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Table 9.4.4. Comparison between importance scores of business tourists
from Europe and North America against business tourists from
South, Central America and the Caribbean.

H/NA N sa/ N sign
an 3.38 (1) 50 2.9 (10) 26  0.060
beaches 3.33 (2) 49 2.89 (13) 28  0.088
cleanliness 3.2 (3 0 3.6(1 26 0.003
hotel location 3.21(4) 38 3.15(5 27 N.S.
tropical eviramet 3.6 (5 50 3.0(7) 23 NS.
axplaint processing 2.2 (6) 38 3.04(9 8 N.S.
restarants in gaeral 29 (7)) 49 3.17 (3) 24 N.S.
Qragacan aulture 290 (7) 5O 3,12 (6) 26 0.026
other sights 2.89 (9) 46 2.19 (200 21  0.013
hotel restarant 2.87 (10) 39 3.17 (3) 24 N.S.
infrastruchire 2.86 (11) 50 3.9 (7 2  N.S.
architechire 2.76 (12) 49 2.42 (199 26  N.S.
taxies 2.67 (13) 49 3.42 (2) 26 <0.001
evening ait gpartunities 2.60 (14) 48 2.81 (16) 26  N.S.
piblic transpart 2.5 (15) 49 2.52 (18) 27  N.S.
availability of vatersports 2,51 (16) 49 2.9 (17) 2 NS
hotel price 2.47 (17) 38 2.9 (10) 26  0.031
shoping gpartinities 2.32 (18) 50 2.8 (13) 28 0.027
roameervice 2.32 (18) 37 2.9 (10) 223 0.032
availability of other sparts 2.24 (20) 49 2.8 (15) 2 0.046
quided tars 1.98 (21) 47 2.9 (21) 22  N.S.

N.S. mesrs that the differences are not statistically significant at P0.10.

Since in more cases the trip isn't financed by the respondents' own
means, price is less important.
In a lot of cases it seems that if respondents have to be on the island,
it might as well have all the advantages of a tropical island and since
it is tropical well suited for holiday, the business tourist may take
their spouse/partner with them.

On an average, business tourists stay on the island for only a short
period (i.e. not taking students and people working on a project into
account). Comparing hotel prices on Curagao with hotel prices of (busi-
ness) hotels in Iondon, Tokyo, Paris and even Frankfurt, prices on
Curagao are much lower. On the other hand compared to the cities men-
tioned Curacao is not a centre of business. Still, business tourists seem
to be able and willing to pay higher prices and want service and quality
in return. Money spent on touristic activities is lower campared to
holiday tourists because of time constraints. After work they probably
want to relax and enjoy the last rays of the afternoon sun.

With the opening of the International Trade Centre (ITC), new oOppor-
tunities to attract business tourism have been created. Regarding busi-
ness tourism, prestige and status might be important factors. Many demand
first class facilities and service.
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In the current hotels no price discrimination policy can be used between
holiday and business tourism. The higher prices business tourists are
able and willing to pay can't be yielded if the current type of holiday
tourism is continuted. Almost all A-category hotels depend on holiday
tourism.

The ITC facilities have been built because there seems to be a potential
market. This market will create new flows of traffic. Since the current
hotels which operate on the current holiday market won't be able to take
advantage of the higher prices business tourists are able to pay without
losing part of the holiday segment, there are opportunities for new
hotels. But, a new hotel will face strong fluctuations in occupancy rates
since conferences won't be held every week. The extra margins between
revenues and costs will often be necessary to compensate for fluctuations
in occupancy rates.

Because of higher prices a new hotel won't attract many visitors from the
present holiday segment. By moving to a more expensive segment in the
holiday market, there are more opportunities for present hotels. They may
also attract more business tourism which may be very advantageous during
the off season.

More expensive business tourism may enforce more expensive holiday
tourism and vice versa. To attract more business tourism effort have to
be made to attract conferences, symposia etc. and make full use of the
island's advantage of being a member of the League of American States and
a member of the European Community regarding trade.

10.COMPARTSONS BETWEEN VISTTORS WITH VARYING PURPOSES

In order to see if differences exist between types of visitors scores on
"mental" aspects (rest to other comfort) are compared for the various
purposes of visit (holiday, cruise, shopping, business). The questions
were answered with yes or no.

Do visitors come for their rest?

| HOL | CRU | SHO | BUS

yes no
holiday 87.0% 13.0% HOL | ———- .059 | .000 | .000
cruise 76.2% 23.8% CRU | .059 ——— | N.S. | .018
shopping 61.1% 38.9% SHO | .000 N.S. | —— | N.s.
business 54.3% 45.7% BUS | .000 N.5. | .08 || ~——

Social contacts are not desired?
| HOL | CRU | SHO | BUS

yes no
holiday 21.4% 78.6% HOL | ———- N.S. | N.s. | N.s.
cruise 26.2% 73.8% CRU | N.S. —— | N.S. | N.S.
shopping 13.9% 86.1% SHO | N.S. N.S. | —— | N.s.
business 24.7% 75.3% BUS | N.S N.S. | N.S. | ——
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Do visitors want to learn about Curagaocan culture?

HOL CRU SHO BUS
yes no
holiday 78.0% 22.0% HOL S N.S. N.S. N.S.
Cruise 73.8% 26.2% CRU N.S. === N.S. N.S
shopping 75.0% 25.0% SHO | N.S. N.S. | —— | N.S.
business 82.7% 17.3% BUS N.S. N.S. N.S. S
Do they want many activities to be offered?
HOL CRU SHO BUS
yes no
holiday 61.6% 38.4% HOL ey N.S. N.S. N.S.
Ccruise 73.8% 26.2% CRU | N.S. — | N.S. N.S.
shopping 66.7% 33.3% SHO | N.S. N.S. | — | N.s.
business 66.7% 33.3% BUS N.S. N.S. N.S. —
Do they want to gain a general impression?
HOL CRU SHO BUS
yes no
holiday 92.3% 7.7% HOL == N.S. .019 N.S.
cruise 92.9% 7.1% CRU | N.S. —— .090 | N.S.
shopping 80.6% 19.4% SHO .019 .090 — +<097
business 91.4% 8.6% BUS N.S. N.S. <097 ===
Do they want to escape the monotony of daily life?
HOL CRU SHO BUS
yes no
holiday 43.3% 46.7% HOL —— N.S. N.S. N.S.
cruise 52.4% 47.6% CRU | N.S. — § N.S. N.S.
shopping 47.2% 52.8% SHO | N.S. N.S. | —— | N.s.
business 59.3% 40.7% BUS | N.S. N.S. N.S. ————
Do they think contact with the locals is important?
HOL CRU SHO BUS
yes no
holiday 81.7% 18.3% HOL i N.S. N.S. N.S.
Ccruise 71.4% 28.6% CRU N.S. — N.S. .091
shopping 75.0% 25.0% SHO | N.S. N.S. | —= | N.s.
business 85.2% 14.8% BUS N.S. .091 N.S. ——
Do they think a holiday ought to be planned carefully?
HOL CRU SHO BUS
yes no
holiday 45.8% 54.2% HOL; || == .001 010 | N.S.
Ccruise 85.7% 14.3% CRU .001 === |l N:S: .003
shopping 80.6% 19.4% SHO | .010 | N.S. | —— | .025
business 59.3% 40.7% BUS || N.S. .003 .025 e
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Do they think you can't have the comfort you have at hame?

holiday
Cruise
shopping

business

yes
63.5%
69.0%
52.8%
61.7%

no
36.5%
31.0%
47.2%
38.3%

| HOL | CRU | SHO | BUS
HOL | —— N.S. | n.s. | N.S.
CRU | N.S. —— | .069 | N.S.
SHO | N.S. .069 | —— | N.S.
BUS | N.S N.S. | N.S. | —

11. COMPARTSON OF SOURCES OF KNOWIFDGE FOR THE VARTOUS PURPOSES OF VISIT

mmm@mmm&rﬁemw'z

social aatacts
aomercial sarces
pidlic sarces
an experiace

holia 5 ; % -
32.3% 7.5% 59.3% 20.7%
24.9% 55.0% 2.1% 28.7%
10.4% 8.6% 3.4% 10.9%
32.4% 35.0% 15.2% 39.7%

1 Wen maxre than ae soree was raed, the sorces are assumed to have an

egrl weigt

2 o experiance covered everything thet couldn't be put in the ather

sarces e.g. leamed aout at schoal, earlier visits, ford an the mep

etc.

12. ADVERTTISING TN MAGAZTNES

Concerning magazines read by respondents, the percentages found give an
indication of the maximum percentage of potential visitors which can be
exposed, at least one time, to advertising in a certain magazine. Assump-
tions underlying these percentages are:
- If a respondent reads two kinds of magazines it is assumed that he will
be exposed twice if the add is printed in both magazines. If the read
more than two magazines they will be exposed four times.

- It is assumed that respondents read the magazines every week

Table 11 percentages of potential visitors who are exposed at least 1
time to a certain add in various magazines

holidy cuise
30.1% 21.6%
36.1% 40.5%
64.2% 64.8%
15.5% 21.6%

shoping
14.7%
36.6%
58.7%
24.4%

hsiness
29.1%
37.3%
59.4%
17.5%
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Table 12 percentages of potential visitors who are exposed at least 1
time to a certain add in the various magazines in relation with
other magazines

halid : R

quinion megazine 20.6% 14.5% 10.9%  20.3%
popular mecpzine 24.7% 27.3% 27.2%  26.0%
infomation recpzire 44.0% 43.6% 43.7% 41.5%
hodoy megpzine 10.6% 14.5% 18.2% 12.2%
total 100.0¢  100.0%  100.0% 100.0% \

1 These percentaces indicate exposure rate in relation with other megazin™
es. This peroentage can ke usad to allocate the hudget over the types of
mecpzines.

Whether or not respondents would advise friends and relatives to came to
Curacao had the following distribution over the various purposes of
visit.

yes no
holiday 88.2% 11.8%
cruise 97.6% 2.4%

shopping 98.1% 10.9%
business 86.4% 13.6%
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13. FUTURE RESEARCH

With the experience gained from this research, some recommendations con-
cerning future research will be presented below in order to prevent some
of the same difficulties I experienced.

A research of the composition and features of the source market is recom—
mended strongly. Together with the results found in this research,
numeric targets could be presented.

Other activities and facilities mentioned in the research which should
receive more study won't be repeated here.

The same kind of research should be held on a regular basis in order to
see if the tourist population is moving to the desired segment and
second, in order to see if scores on certain aspects have improved.

Concerning the rating of some aspects, questions could be more specific
in order to get an answer that is more specific, for example by adding to
the question how often certain facilities (such as taxis, public tran-
sport) are used or what places and facilities are visited and how often
(shopping, other sights, sports facilities). This way better and deeper
insight in the visitors' time spending is obtained.

Also a question whether respondents know that certain facilities and
sights are available might be asked and if yes one might ask how they
knew.

Concerning budgets, smaller differences in classes could be made in order
to get a more precise answer. This is especially necessary for visitors
who stay less than a week or only one day.

The question concerning travelling group should also contain the answer
spouse/partner and friends which prevents the category "other" from
becoming a too high unspecified percentage.

Redefinition of question 19 about motivations and activities might make
the answers more discriminating and hence different types of tourists
might be distinguished better. This might be achieved by giving the
possible answers more graduation (e.g. none, some, quite some and a lot).

Question 27 (advice) could be restated or a question could be added in
order to be able to ask respondents if they would recommend Curagao to
friends and relatives more strongly than other islands/countries and/or
if they rate Curagao higher or lower than other islands/countries.

It is also recommended, especially with regard to the touristic aspects,
to use different questionnaires for different purposes of the visit. This
way time is saved regarding aspects which are not important to certain
visitors and about which they only have a vague opinion (e.g. importance
or other sights for Caribbean shopping tourists or evening out oppor-
tunities for cruise passengers). On the other hand important aspects
could be elaborated for specific groups. For instance, regarding shopping
tourism questions about the assortment might be asked and regarding
cruise tourism questions about how they spend their time and how much
time for what kind of activities.



APFFNOTX A.
QESTTINVATRE THESTS RESEARH L. ARIS, ARACPO 1987-1988
ARCEE: TO GAIHER INFORMATTON ABOUT TOURISM TO ARXCPO

ro. male/famle alae/in capary
date day: hoar:
1) How did you aoe to 1) scheduled air
Qurageo? 2) derter air
3) cruiseship
4) ferry
5) oter
2) Wt is the parpese of 1) haliday
yar visit to Qrageo 2) shoping
3) qulrgardplfmlre
4) bxsiress
5) husiness ad pleesure
3) Where do you live? G svamrvaswuvavaess ecuas shevas
St/ TROVATER. o vonres s spsamans o sonine
COYRLY cosccocvecasssssnccncsssecee
4) In vhich catexy is yar 1) below 21 years
ap 2) between 21 - 40 years
3) between 41 - 60 years

5) Are yau enployed ar self 1) yes if yes, oo to
amloyed? 2) ™o question 7
6) If you are not eployed, 1) retired
are yau 2) etered early retiramat

5) sttt
6) other
G to qestion 8
7) If you are eployed, which 1) agriculbiral sechar
sector are yau 2) imistrial sectar
associated with? 3) comercial service sector
4) rnorpxofit service sechar
8) which lewel of edxation 1) ro foomel edxration
did you axplete? 2) elamatary school
3) hich schoal
4) llee




9) Wt is yar merital
status?

10) Do yau have children?

11) In which categxy are your
d]jldraf)

12) W are you traveling
with?
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1) sirgle

2) married

3) divared

4) widow(ex)

1) yes if rogp to
2) o qestion 12

1) belaw 6 years

2) between 6 - 15 years

3) alder then 15 years

4) a aabiration of

1,2 of 3

1) alae
2) with sposs/fartrer

3) with gpoee ad
children

4) with friens

5) with goose, children

ad friads
6) other

When aswerdrg 1) ar 4) oo to question 14

13) With how mary relatives are
yau traveling?

14) How often are yau an
a haliday

15) Is yar stay an Qrageo a
partion of a padace toxrs

16) How lag do yau interd to
stay?

17) Were are yau staying dring
yar visit an Qrageo?

1 2
2) 2
3% 3
4) 4
5) otder ...

1) are a year

2) twice a year

3) mxe then twice a year

4) every two years

5) less than axe every two
years

1) yes
2) ™o

1) less then a weesk

2) 1-2 wesks

3) 2 -3 wesks

4) 4 wesks ar mxe

1) hotel

2) friads ar relatives

3) other

When arswering 2) of 3) go to question 19



18) In which hotel are you 1) Caridosen (Hiltn)
stayirng 2) Plaza
3) Holiday Beech

4) Ias Rlmes (A. Framer)

5) Prircess Beach

6) Avila Beech

7) San Marwo

8) Hotel Hollad (Biarca)

9) Qal CLiff

10) Typial I (Corntry)

11) aders

19) Wauld you agree ar disagree with the fallowing statements?

a) I an an a haliday to have a rest? 1)agree
2)disagree

b) During my haliday I have ro desire far social 1)agree
axtacts 2)disagree

¢) Durirg my stay an Qrageo I wart to learmn a 1ot 1)agree
aatt the Quragacen aulture? 2)disagree

d) I prefer holiday destiratians offerirg a 1)agree
1ot of activities 2)disagree

e) I wat to get a gaeral imession of a cortry 1)agree
Aring my holiday. 2)disagree

f) I an an a holiday to escape the maotay 1)agree
of daily life. 2)disagree

g) Drirg my haliday it is inpartant to have 1)agree
prsael antact with the loals. 2)disagree

h) A holiday axht to be plamed carefully 1)agree
2)disagree

i) During your holiday you can't expect the 1)agree

aanfart you heve at hare. 2)disagree
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20) Below you fird a list of touaristic agpects of Qrageo. Flease give yar
gpinicn an both the inpartance ad gality of these agpects. Please
rate yorr julpmat an a scale fran 1y to ad inchiding 4.

IMEORIANCE QUALTTY
1)=rot inpartant 1)=pox
2)=less inpartant 2)=averae
3)=mp:r.a't 3)=goad
4)=very inpartant 4)=erellat
IMECRIANCE QRLITY

- hotel location

- hotel price

- roameervice

- an

- the infrastnchre

- the trpical eviramat



17

Tre following aspects are related to persarel in hotels. Please give yor judge-
ment aily an gality. 1=poar, 2=averae, 3=god, 4erellat.

QRALTTY
- corrtesy persarel
- professiaalism persarel
- axyectress persarel
- friedli ]
21) In which categary wauld you 1) 0 - 30 thossad
place yor amnal gress 2) 31 - 50 thosad
inmre (in dollars)? 3) 51 - 70 thosad
4) 71 - 90 thosad
5) mxre than 90 thosad
22) Is this trip mainly 1) yes oo to 24 if ro ad when
firenced by your aan meers? 2) o yu.ldir:l'l'tmin

business ad pleasure,
23) whet is gyxaximately the 1) wp to 1000
bxet far the time you are 2) between 1000 — 3000
an Qrrageo excliding 3) mxe then 3000

traveling aosts (in dollars)

24) Wat kird of periodicals do 1) goinion mecpzines
yau reed most? Z)E;xﬂarntxpzinas.
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25) how did you leam aoat 1) social aotacts
Qurageo? 2) aomercial sonrces
3) pdlic sorces

4) o eperiare
mre aswers than ae are possihble

26) Wt is ar religiaw 1) Mxlim
2) Guistian

3) Jewish

4) Hira

5) Buxthist

6) Atheist

7) oder

27) Wauld you recameard friads 1) yes
ad relatives to care to 2) ™o
Quaeo?
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