What Is current
consumer intent
revealing about the

cruise industry?

¥ Verve @ Wave Season

Targeting and Measurement Capabilities




(» TARGETING SOLUTION) \

Verve’s ability to decode consumer intent comes from
3 rich data sources

Verified in-market buyers identified through Al chat queries, active product search behavior, and declared interest in
category and product, captured from first curiosity to final consideration.

LLM Data @ Search Intelligence @ Surveys ©
Unfiltered consumer intent, revealed What consumers are actively searching What consumers directly declare:
through natural dialogue. for right now across the open web. preferences, intent, purchase plans.

D
@ ChatGPT ® 3\
) 3\'\ < All-inclusive cruise line
Top winter destinations
) ".

Are you planning to take a

Here are top winter destinations, . L
* broken out by vibe Q. Cruise destinations cruise within the next year?
Yes
Q. Cruise booking
No

Ask anything...

| prefer not to answer




(» TARGETING SOLUTION)

Understanding our methodology

Our proprietary targeting solution combines search intent and LLM conversational signals with the
transparency of zero-party polling data, revealing not just who to target, but why.

LLM Data
@

Al conversations reveal intent in its earliest stages,
where consumers are exploring options or seeking
recommendations. Verve captures these signals to

show brands what questions are being asked about

their category, products, or competitors.

Capture and combine data

Conversational signals from ChatGPT, Gemini,
Grok, Claude, and Perplexity are layered on top
of our existing search intent and zero-party data.

Privacy-safe
Opt-in, aggregated, anonymized, and cookieless.

Activate and scale

Platform agnostic, built to scale with 1B+ events
per day, and activated across all media channels
and devices.

Search Intelligence @

We’re the largest holders on on-site search intent
data outside of walled gardens, analyzing 1B+
daily search events from websites and LLMs.

Real-time data capture and analysis
Ingest search events from the open web

Semantic understanding of search context

Analyze data and use natural language
processing to classify data

Understand the entire search journey

Classify users by their searches, converting them
into audiences based on their intent

Surveys

©

Polling captures shifts in consumer behavior and
intent throughout the campaign. Vera, our
machine learning platform, analyzes this signal in
real time to re-score the audience — surfacing
high-intent users and filtering out the rest.

Survey audience

Poll thousands of consumers to identify your
target audience.

Analyze data and target campaign

Analyze zero party data + data from 3P partnerships
to develop enhanced targeting segments.

Execute campaign

Vera, our machine learning platform, continuously
produces key campaign insights and optimization
recommendations that support your custom KPI’s.

\‘
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Insights

Using survey signals and search behavior to understand where
cruise demand is building, how travelers move from inspiration to
booking, and which experience types are shaping consideration.



( MARKET INTELLIGENCE)

Search trend (Cruise consideration indexed to network) = Wave season (Jan-Mar)

Cruise demand
StretC h eS b eyo n d th e 2.1x higﬁgf%terest in Intereszt(:)szuitained Peak sigzrgh intent

100 May than Jan-Mar avg Apr-Jun as search in May

traditional Wave

90

Season peak N

Cruise search consistently rises around Jan—Mar, but « 70
recent peaks are climbing higher, suggesting today’s, e
and next year’s, considerers are entering a more active £ 60
planning window. 'EJ

3

» 50

_|_ Wave Season concentrates cruise interest, typically.
Search demand repeatedly lifts around Jan—Mar, 40
reinforcing this period as a key decision window.

30
2023-2025 show Wave Season was the beginning, with
_|_ cruise search blooming into spring and peak interest 20
extending later into the year. This is aligned with CLIA PP PP PP Qq,b‘ P g Qq,b‘ % fo,’-’ a7 Qq(,o G2 QrﬁD Qq,b G
projections for higher passenger count, up 2.4M year-on- &V rgﬁ’ Y 0' q, oq/ v qu/ *q' oq/ Qq, oﬂ, &> PAGPARY Qﬂ’ o‘\ﬂ/ & @Jl’
year to a projected 37M passengers. ¥ ¥ Q@S % ¥ NG » RS ¥ W QP T PO
The latest surge suggests consideration is
+ accelerating. The sharp 2026 lift points to heightened @ Ll
planning. Undecided travelers are more reachable with 2022-2026 Cruise demand still builds around Wave Season, but the opportunity
cruise intent on the rise. is no longer confined to Jan—Mar. Brands should use the peak period

to capture active planners, then continue messaging into the
extended window while undecided travelers remain primed.
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Source: Search Intent Powered by Verve


https://cruising.org/news/new-2025-state-cruise-industry-report-shows-cruising-vibrant-tourism-sector-growing-steadily

SURVEY

Are you planning to take a
cruise in the next 12 months?

A,

it S

Yes, I've already booked 21% ¥ }
2 G
y l"‘
248
)
Yes, I’m planning to book soon 6% VY b
I’'m considering it but haven’t decided 73%
: Considering a cruise

While cruise interest is high, commitmentis also open. With most
respondents considering a cruise but are yet to decide, brands
have a strong window to move travelers from curiosity to booking.

\‘



(o MARKET INTELLIGENCE)

Strong brand loyalty highlights S Sinamrernestsl 00

competitor conquesting challenges L e

00000 -+ +  f + + i X X X X )
across undecided consumers L eeteesiriiiiiiiiiiiiceeese-
F+- 9000000 - Fr000@® + + + + 000000 -
F+ 100000+ -+ 000000+ - - - 00000 - -
44 SR LA S ZR P
o
»1.12 » 8.9% » 2.34
AVG BRANDS PER SEARCHER CONSIDER 2+ BRANDS AVG AMONG CROSS-SHOPPERS
o ) ) The cross-shopping minority of consumers When consumers do compare, they consider just
Mean distinct cruise brands considered per person considering multiple lines over two lines on average

US cruise consideration is overwhelmingly single-brand. @

Nearly 91% of Americans searching for a cruise line engage just one brand — cross-shopping is the exception, not
the rule. The battle for consideration is won before the planning begins. Building strong brand awareness combined
with a trusted image will be key to both capturing cruise first-timers and building out a long-term loyalty pipeline.




( MARKET INTELLIGENCE)

A landscape of big
players and long-tall
specialists

Royal Caribbean currently dominate US cruise search

With 37% of branded cruise search Royal Caribbean is in
a strong position, and well situated to leverage loyalty.

Signs of growing competition

Royal Caribbean’s dominance has fallen slightly YoY,
with leading and long tail competitors taking advantage
in 2026.

A competitive mid-tier accounts for nearly 2/3 of intent

The remainder of the top 10 account for the majority of
cruise search, but intent is evenly distributed.

\'I

Source: Search Intent Powered by Verve

Share of search <H1 vs. H2 Cruise consideration across top 10 brands)

Royal Caribbean

Norwegian

MSC

Princess

Celebrity

Camival

Holland America

Disney

All others

US, H1 2026 vs H1 2025

15.6%
13.4%
9.9%
11.1%
9.1%
8.5%
9.1%
7.9%
8.4%
9.2%
5.6%
5.6%
1.9%
1.5%
3.4%
3.0%
H1 2026

37.1%
39.9%

@ Takeaway

With strong consumer loyalty
impacting consideration and selection
outcomes, brand positioning is a
significant factor in comms planning.
Royal Caribbean’s position of
dominance highlights an opportunity
for the brand to convert interest into
purchase intent, while challenger
brands may see an opportunity to
capitalize on a fragmented and
growing second tier.

H1 2025
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What’s in a name: how
ships shape branded (VoY Seareh#end)) ((Gruso consideration by brand )
search

Disney Destiny +149%
Norwegian Breakaway +138%
Star of the Seas (RC) +114%
Ship intent underpins brand share of search Independence of the Seas (RC) +99%
+ 9 in 10 brand searches* are for specific ships, providing WISIG (Tl
a clear focal point for activation & differentiation. MSC Seaside
Quantum of the Seas (RC)
Recency and redeployment drive consumer intent Caribbean Princess
+ New hardware drives momentum, e.g. Disney Destiny Icon of the Seas (RC) -49%
and Star of the Seas, while re-energized refits and Sun Princess -50% @ Takeaway
redeployments such as Norwegian Breakaway, Ulss )
i ; : . . pia of the Seas (RC) -52% .
Grandiosa, and Caribbean Princess also deliver gains. ° New releases and ship
Harmony of the Seas (RC) -65% refurbishment provide a
. . ) Navigator of the Seas (RC) -72% window to capitalize on
. Launch momentum is a short-lived opportunity MSC Meraviglia -73% active consumer intent.
-73% :
Launch impact normalizes fast, with previously P Brands should amplify
prominent releases (e.g. 2024’s Icon of the Seas, Sun SRR, e activations in this period to
Princess, and Utopia) falling back year on year. Liberty of the Seas (RC) -80% accelerate competitive

share growth.
US, H12026 vs H1 2025
N

Source: Search Intent Powered by Verve

*89.8% in H1 2026, up from 88.1% in H1 2025



SURVEY

What is the single most
important factor when booking
a cruise? , _. ‘

Price and value 60% v
‘.‘_.’:’—;‘;\\
N " &
Destinations and itinerary 26% v L_ :
@
Onboard experiences 149 (v " A

(dining, activities, entertainment)
Booking with value in mind
Value is a major influence in the booking decision. Cruise brands

should lead with price, inclusions and offers to help travelers more
easily justify the total value of the trip.

\‘



(o MARKET INTELLIGENCE)

Cruise inspiration is
gaining traction, but
price still anchors
demand

After years of comparison-heavy behavior, late-2025
search shows more travelers exploring cruise ideas,
destinations and line options before narrowing toward
cost and booking decisions.

Price and comparison historically led the

+ funnel. This suggests many entered the
category with value and trade-offs already in
mind.

Late 2025 brought a shift into inspiration.

+ Searches tied to “where to cruise” and “cruise
for families” indicated more travelers were
exploring the idea of a cruise.

vacationers evaluated fit. Queries such as
“cruise reviews” and “cruise tips” suggest
travelers weighed different options frequently.

. Research also gained importance as

\‘

Source: Search Intent Powered by Verve

Share of funnel (%)

@ Takeaway

Cruise brands should not wait for booking
signals alone. Use inspiration-led messaging to

. . . reach early planners, support research with
Cruise consideration by phase . . .
clear comparisons and experience guidance,

100%

80% -

60% -

40% -

20% 7

0% -

then reinforce price, packages and inclusions as
travelers move closer to booking.

As travelers use more tools, like Al, for
inspiration and planning, traditional search may
be showing up more strongly for validation,
comparison and price-led decisions.

2023 2024 2025 2026

00 1 - Dreaming /inspiration [0 2 - Researching [ 3-Comparing & price 0 4 - Booking intent
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What's in a search?

Understanding intent across the consumer journey

Phase 1 (Dreaming/ Inspiration)
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focus on broader planning considerations
— where they could go, what they could
see and do. Location and quality are

Moving into research sees a shift
towards logistics, as consumers look to
understand packing practicalities and life
on board.

Comparison intent focuses less on
brand, and more on cruise offerings,
aligning with high loyalty intent. Drinks,
packages, and ‘all inclusive’ are top of

Booking intent reverts to location, but
with greater emphasis on departure over
destination: travel, outbound location,
reservations, schedules — and booking.

\‘

paramount.

Each phase of the consumer journey sees clear and defined
keyword intent, providing a window into effective audience

targeting, and the messaging most likely to land during these

consideration stages.

the agenda.

@ Takeaway

Effective targeting and tailored messaging
should align with consumer intent stages to
maximize relevance, and drive potential
consideration and conversion outcomes.

Verve’s audience targeting capabilities
allow brands to reach these consumers
in the right place, at the right time, to
capitalize on in-market intent.
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How Al is changing
how cruisers consider,
plan and book

LLM-to-search latency shows how cruise planners
move from Al-led exploration into open web action.

_|..

Brands move quickly from Al to search

Brand-related searches appear earliest, suggesting
LLM conversations help travelers narrow their cruise
shortlist before they move to open web validation.

Booking intent follows close behind

Cruise planners begin searching around booking
signals from day one, pointing to Al as a potential

accelerator from inspiration into practical trip planning.

Price and deals extend the journey

Deals and price searches rise more steadily over
time, suggesting travelers continue using open web
search to validate value, compare options and justify
their booking decision.

\
\ Source: Search Intent Powered by Verve

% of converters who have searched by day N
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@ Takeaway

Cruise brands should treat Al-
influenced planning as an earlier
entry point into the funnel, then stay
present across open web search as
travelers validate brands, itineraries,
pricing and offers. The opportunity is
to shape the shortlist early, then
reinforce value and booking
confidence as price-led research
builds.

1234567 8 9101112131415161718192021222324 2526272829 30 31

Days after LLM conversation

OBrands @ Booking Intent [ Deals & Price



@ SURVEY

Which type of cruise
experience appeals to you
most?

Mainstream Ocean Cruise o
(family-friendly, large ship) Sl ‘
River Cruise 26% V'
Expedition / Adventure Cruise 18% .
Family-friendly, large-ship
experiences remain a strong
Luxury / Ultra-Premium Cruise 25% ‘ entry point for cruise marketers

Mainstream ocean cruises looking to reach the widest pool

have the broadest appeal. of prospective travelers.

\‘
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Mainstream cruises lead interest while luxury demand accelerates

Search data Survey data
18%
. @ Takeaway
Luxury / Premium 109% 31%
Cruise demand is broad-based
with each segment pointing to a
Mainstream Ocean 66% different opportunity.
Mainstream remains the category
259, volume driver, while luxury is
River Cruise 66% gaining momentum in search,

pointing to a high-value growth
opportunity beyond the mass-

26% market base.
Expedition / Adventure -34%

Expedition / Adventure @ Luxury / Premium

60% -40% -20% 0% 20% 40% 60% 80% 100%120% B River Cruise @ Mainstream Ocean

+ Mainstream ocean cruises lead current appeal, giving large- What to Make of This Signal
ship brands the broadest traveler pool to reach today.

Align this category view to match the pitch to the cruise line’s consumer offering.
+ Luxury and river cruises show demand is not far behind the
mass-market base.

Mainstream ocean lines can lean into broad family appeal, while luxury lines can build
around high-class experience for families, couples, and individuals alike.

+ Expedition is smaller, but still meaningful at 18%, pointing to a River lines provide a point of differentiated discovery, with expedition brands able to

distinct adventure-led audience. focus on a smaller-but-distinct adventure-led audience.

\J
\ Source: Search Intent Powered by Verve
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Thank you
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