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BACKGROUND AND APPROACH

A survey of Catalina Express (CEX) passengers was conducted in August 2016 as part of an
ongoing passenger survey program initiated in 1989. Passengers were provided with a self-
administered questionnaire, which they completed and returned to a crewmember for a free

soft drink.

A total of 410 surveys were completed from August 1 - 7, 2016. Long Beach was the departure
point of 281 respondents (69%), San Pedro of 69 respondents (17%), and Dana Point of 60

respondents (15%). The percent error based on a sample size of 410 is +4.9%.

The gquestionnaire was designed by Morey Group with input from the Catalina Express staff. A
copy of the questionnaire is included with this report. Completed questionnaires were
tabulated by Morey Group using SNAP survey software. Results are maintained in a format

permitting additional review and analysis.



Catalina Express Passenger Survey — August 2016 — Morey Group

KEY RESULTS, CONCLUSIONS, & RECOMMENDATIONS

The August 2016 audience was similar to that of last August and included primarily local and
regional visitors (nearly half from L.A. or Orange County), with a slight increase in parties with
children. Approximately two-fifths of respondents were first-time visitors to Catalina Island,
and more than half of all passengers were first-time users of Catalina Express. The majority of
passengers continue to be young (under 45), with an increase in those aged 18-34 as compared
to last August. Passengers remain primarily Caucasian and well educated, with income levels
higher than prior survey period; nearly one-third of parties included children. The decision to
visit Catalina remains deliberate, with more than half deciding to visit at least one month in
advance. The average expenditure per party (5861) remained stable. Of note, just under one-
fifth of passengers were using the Free Birthday Ride promotion (in line with last August).

43% of respondents were aware of advertising, which is in line with the historical range. The
internet continues to have the highest recall, followed by word-of-mouth, television, and social
media. Nearly one-fifth of passengers follow Catalina Express on social media (primarily on
Facebook).

Excellent ratings of overall satisfaction (54%) and the combined excellent and good ratings
(96%) were in line with last August and the historical range, as were most experiential ratings.
The percentages who would recommend Catalina Island and Catalina Express increased as
compared to last August and remain high, which is positive and suggests that visitors are
satisfied with their experience. Respondents were most satisfied with the Dana Point and Long
Beach ports and least satisfied with the San Pedro port (overall satisfaction ratings among San
Pedro port respondents decreased significantly since last August when it was the highest-rated
port).

Factor analysis reveals that boat cleanliness and boat comfort are the areas that impact overall
satisfaction the most. When boat cleanliness is rated excellent, 88% rate overall satisfaction as
excellent; when it is rated good, 32% rate overall satisfaction as excellent. Likewise, when boat
comfort is rated excellent, 89% rate overall satisfaction as excellent; when it is rated good, 36%
rate overall satisfaction as excellent.

Nearly two-thirds of respondents were aware of the upgrade for the Commodore and Captain’s
Lounge. Service and value ratings in these lounges increased compared to last August and
remain very high, which is positive. We recommend maintaining high awareness of the
Commodore and Captain’s Lounge options to take advantage of their high satisfaction levels.

Food and beverage (F&B) purchases at the terminal and on the boat remain in line with last
August. Ratings of cleanliness and courtesy decreased slightly at the terminal, while they
increased or remained stable on the boat (all remain above our recommended level of at least
80%; staff should be commended). Of note, F&B purchases on the boat were associated with
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slightly higher levels of satisfaction, while purchases in the terminal were associated with
slightly lower levels of satisfaction.

Audience Characteristics

46% of respondents were from LA or Orange County (47% last August), 31% were from other
parts of CA (34% last August), 19% were from other parts of the U.S. (18%), and 4% were
International (1%).

42% of all respondents were day trippers (45% last August). Among LA and Orange County
residents, 49% were day trippers.

o 50% of day trippers rated overall satisfaction as excellent, compared to 58% of
overnight visitors.

42% of respondents were first-time visitors to Catalina Island (41% last August).

o 55% of first-time visitors rated overall satisfaction as excellent, compared to 53% of
repeat visitors.

Among repeat visitors to Catalina Island, 45% had visited in the last 12 months (43% last
August). The average number of visits by repeat visitors in the last 12 months was 1.3 visits (1.0

last August).

Among repeat visitors to Catalina Island, 88% had previously used Catalina Express (83% last
August).

53% of all respondents were first-time users of Catalina Express (53% last August).
18% used the Free Birthday Ride aboard the Catalina Express this trip (21% last August).
o Among those using the birthday promotion, the average party included 2.7 people.
Advertising awareness was 43% (38% last August).
o Internet had the highest recall (47%, 43% last August), followed by word-of-mouth
(28%, up from 20%), television (22%, 17%), social media (19%), and brochures (11%,

10%). All other sources had awareness of 7% or less.

19% of all respondents were fans/followers of Catalina Express on social media pages (19% last
August).

o Among those, 66% were fans/followers on Facebook (70% last August), 23% on Twitter
(16%), 20% on Instagram (33%), 16% on YouTube, and 8% on Pinterest (11%).
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The average party size was 3.4 adults and 0.6 children (3.1 adults and 0.5 children last August).
30% of parties included children (26% last August).

o 47% of parties with children rated overall satisfaction as excellent, compared to 58% of
parties without children.

The average age of party members was 39.2 for adult females (42.8 last August); 38.4 for adult
males (41.7); and 7.8 for children (8.8).

The majority of passengers (80%) were 44 years old or younger (up from 67% last August): 27%
were under 18 (26%), 23% were 18 to 24 (17%), 19% were 25 to 34 (15%), 11% were 35 to 44
(9%), 11% were 45 to 54 (15%), 5% were 55 to 64 (14%), and 4% were 65 or older (4%).

71% of respondents held a college degree or higher (69% last August).

The annual median household income was $103,508 (594,046 last August), which is the highest
of any prior survey period.

60% of respondents were Caucasian (64% last August), 16% were Hispanic (19%), 9% were
Asian (8%), 9% were two or more races, 2% were African-American (7%), 1% were American
Indian and/or Alaska Native, and 1% were Native Hawaiian and/or other Pacific Islander. 3%
were of some other ethnicity (2%).

Decision Making

53% decided to visit Catalina Island at least one month in advance (51% last August). 81%
decided more than one week in advance (up from 73% last August).

91% of respondents made a reservation (89% last August).
o 9% took advantage of overnight packages (7% last August).
54% made a reservation via the internet (56% last August) and 46% by telephone (44%).

o Combined excellent/good ratings of the online booking system were 94% (96% last
August).

71% of visitors used the website to gain information (72% last August).

o Combined excellent/good ratings of the website’s effectiveness in helping to plan the
trip were 92% (95% last August).
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Experience with CEX

Average expenditures among all parties were $861 (5811 last August), $1,281 among overnight
visitors ($1,265), and $312 among day trippers ($292).

o 66% spent about what they expected to (66% last August), 30% spent more than they
expected to (25%), and 5% spent less than expected (9% last August).

54% of respondents rated overall satisfaction with their experience as excellent (51% last
August). 96% rated overall satisfaction as excellent or good (96% last August), which indicates

that nearly all visitors were satisfied with their experience.

o Respondents coming out of Dana Point (57% excellent rating, 53% last August) and Long
Beach (56%, 49%) were the most satisfied, followed by San Pedro (46%, 55%).

73% of respondents said they were definitely like to recommend Catalina Island to others (68%
last August).

72% of respondents said they were definitely likely to recommend Catalina Express to others
(69% last August).

Combined excellent/good ratings of value for price were 73% (75% last August).
Convenience ratings remain high and in line with the historical ranges.
o Combined excellent/good ratings of schedule convenience were 86% (91% last August).
o Combined excellent/good ratings of ticketing convenience were 90% (93% last August).
o Combined excellent/good ratings of parking convenience were 82% (82% last August).
Combined excellent/good ratings of boat comfort were 88% (87% last August).
Cleanliness and employee courtesy ratings remain high; staff should be commended.
o Combined excellent/good ratings of boat cleanliness were 90% (90% last August).

o Combined excellent/good ratings of employee courtesy at ticketing were 91% (91% last
August).

o Combined excellent/good ratings of employee courtesy on the boat were 94% (96% last
August).
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o Combined excellent/good ratings of employee courtesy on the telephone were 93%
(94% last August).

Combined excellent/good ratings of luggage info/directions were 89% (89% last August).

Combined excellent/good ratings of cabin attendants’ service to seats were 91% (88% last
August).

65% of respondents were aware of the upgrade for the Commodore or Captain’s Lounge (64%
last August).

o Combined excellent/good ratings of the Commodore Lounge service were 95% (90% last
August). Combined excellent/good ratings of the Commodore Lounge value for price
were 89% (87%).

o Combined excellent/good ratings of the Captain’s Lounge Service were 96% (94% last
August). Combined excellent/good ratings of the Captain’s Lounge value for price were
92% (87%).

The highest percentage of respondents participated in shopping (53%), followed by Descano
Beach (38%), and golf cart rentals (32%, 35% last August). The lowest percentage participated
in the Sunset Cruise (1%, 2%).

Food and Beverage Service

27% of respondents purchased F&B at the terminal (30% last August), which is in line with the
historical range.

o 50% of respondents who purchased F&B at the terminal rated overall satisfaction as
excellent, compared to 55% of those who did not.

Most F&B ratings for purchases in the terminal were in line with or just below last August:

o Combined excellent/good ratings of food quality were 76% (79% last August).

o Combined excellent/good ratings of speed of service were 79% (82% last August).
o Combined excellent/good ratings of cleanliness were 84% (90% last August).

o Combined excellent/good ratings of price were 71% (73% last August).

o Combined excellent/good ratings of food variety were 82% (75% last August).

o Combined excellent/good ratings of employee courtesy were 83% (89% last August).
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REVIEW OF RESULTS
ORIGIN
Figure 1A
RESIDENCE OF RESPONDENTS
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Percentages based on zip codes. Full list of cities, counties, states available in the Zip Decoder report in the Appendix.
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Figure 1B
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Figure 2
RESIDENT OF LOS ANGELES OR ORANGE COUNTY
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Percentages calculated using Q36 in the survey, “Are you a resident of LA or Orange County?”

Among L.A. and Orange County residents, 49% were day trippers.
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TRIP CHARACTERISTICS
Figure 3
LENGTH OF TRIP TO CATALINA
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Figure 4
FIRST TRIP TO CATALINA
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55% of first time visitors rated overall satisfaction as excellent, compared to 53% of repeat visitors.
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Figure 5

VISIT FREQUENCY TO CATALINA
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Figure 6

NUMBER OF VISITS TO CATALINA
BY REPEAT VISITORS IN LAST 12 MONTHS
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Figure 7

PERCENTAGE THAT USED FREE BIRTHDAY RIDE
ON THIS TRIP
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Among those who used the Birthday Promotion, an average of 2.7 people were traveling in the party.
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Figure 8
WHEN DECIDED TO VISIT CATALINA

13%

11% 12%
0
8%

1-2 days

14%
13%

15%

3-7 days 8 days-1 month 1to 3 mos. ago 3 to 6 mos. ago

mJul'll ®mAug'l2 mAug'l3 ' Aug'l4 mAug'l5 1 Aug'le

More 6 mos.



Catalina Express Passenger Survey — August 2016 — Morey Group

Figure 9A
ACTIVITIES PARTICIPATED IN
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*Please note, Descano Beach, Spa, Shopping, and Other were added to the survey in August ‘16.
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*Please note, Descano Beach, Spa, Shopping, and Other were added to the survey in August ‘16.

Figure 9B
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Figure 10
AVERAGE EXPENDITURE PER PARTY ON CATALINA
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In August “13, question wording was changed to “Approximately how much did your party spend on activities, food,
accommodations, etc. while on Catalina? (Please do not include boat ticket; amount should be total over your entire stay.)”
Previously, the question did not specify for the whole party and the entire stay.
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Figure 11
FEELINGS ON AMOUNT SPENT ON CATALINA
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Figure 12
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USE OF CATALINA EXPRESS

Figure 13
USED CATALINA EXPRESS BEFORE
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Percentages are among respondents who have visited Catalina Island before.

53% of all passengers were using Catalina Express for the first time.



Catalina Express Passenger Survey — August 2016 — Morey Group

ADVERTISING
Figure 14
ADVERTISING AWARENESS
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Figure 15
WHERE SAW OR HEARD ADVERTISING
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*Please note, “Word of mouth/Friend” was added to the survey in August 2012; “Airport” and “Social Media” were added to the

survey in August 2016.
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PARTY CHARACTERISTICS & RESPONDENT DEMOGRAPHICS
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Figure 17
PARTIES WITH CHILDREN
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47% of parties with children rated overall satisfaction as excellent, compared to 58% of parties without children.
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Figure 18
AVERAGE AGE OF PARTY MEMBERS
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Figure 19
AGE CATEGORIES OF PEOPLE IN PARTY
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Figure 20

EDUCATION LEVEL OF RESPONDENTS
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Figure 21
ANNUAL HOUSEHOLD INCOME OF RESPONDENTS
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*Please note, prior to August ‘12, the category “5150,000-199,999” was “S150,000 or more.”
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Figure 22
MEDIAN HOUSEHOLD INCOME
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Figure 23
ETHNICITY OF RESPONDENTS
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*Please note, American Indian or Alaska Native, Native Hawaiian or other Pacific Islander, and Two or more races were added to the
survey in August 2016.
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Figure 24

PERCENTAGE OF VISITORS WHO WOULD LIKE TO RECEIVE
INFO ON ACTIVITIES, EVENTS & PROMOTIONS
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Figure 26
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Q45. Do you have any comments or concerns about Catalina Island or Catalina Express?

absolutely love the island, cannot wait to come back, did not like the 2 night minimum for camping/hotels

air quality was not as good as we expected

awesome

beautiful place, friendly people,

best crew ever

boarding procedure

boat ticket and parking fee are expensive

complimentary water

cool trip

correction of directions to berth95

easy and convenient, wish it was less expensive

enjoyable trip, thank you

enjoyed my trip

enjoyed the catalina express boat ride

enjoyed the ride

eric's was disappointing hours. closed at 5 on a friday, look forward to a funnel cake all day and saved room for it at
supper

everything is expensive.

everything is good

express is quite expensive

fun stuff

genrally good service as indicated by boxed checked.

getting pricey, may not afford it soon

great employees, great service

great experience

great job! excellent customer sales

great service, thank you for the birthday present

great trip

greater ease of changing times would be helpful, our plane arrived early but we were told we couldn't change to an
earlier boat on the way home, we would have preferred to be on an earlier boat as wel

had a great time

had a great time overall

Had a great trip!

had fun, enjoyed the trip

i got sick on the boat.

i loved it

i wish i had known that cruise chips are in catalina on monday and tuesday because it was pretty crowded

in all trips to the island, we have always had a good time

In recent years the cost of the catalina express and family friendly activities has gotten fairly expensive

island: have one place to board to view all major tours and times

it is dirty - why dont they clean the streets?

it is excellent

it was amazing

it was an awesome experience and we hope to return again
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it was good until you asked about race

it was ok

it was to expensive and directions to activities are sparse

it's good

keep up the great work

lots of fun

love it

love it!

love it! got engaged her yesterday

love this island

loved it

lower your rates

more candy shops

more outside seating would be nice for those who do not like to be enclosed onboard.

more weekday departures, shade at Avalon, work deal with avalon public transportation, ferry ticket = day pass

my daughter had her bra stolen at Yoshi's while trying and buying a bathing suit :(

my mom would have liked the lockers closer to the beach shore, also if the guy at the glass boat didn't charge us for
our picture to be taken or for fish food. other than that, great time

need ac!

need more beach area and cheaper activities more range of interests for everyone

needs to be better parking people parking in the visitor garage takes up all the spots for visitors

newport waiting line had shade and seats why doesn't long beach? especially for disabled

no

none

none, perfect so far, great service, thank you

none, we had fun!

nothing other than the rude girl from my trip to catalina

on the island, need more opportunities for recylcling

overall a good experience, but a little expensive

overall had a great time and looking forward to coming back with friends.

overall, great experience.

Plane arrived early, ticketing agent on phone super awesome. Changed to San Pedro on earlier boat!

please lower prices

please lower prices and have more variety of candy

prority boarding for infants

quick and a good time

round trip pricing is getting too expensive, catalina is getting to be for the rich, maybe its by design. you should run
specials during the week

screlhorn@aol.com

seems expensive for a 1 hour trip.

senior commuter books would be nice

shade cover at long beach and more reasonable parking changes

should not allow smoking on board, not good for anyone especially kids.

should sell motion sickness pills

so expensive, and waiting to board took forever, i am sunburned
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some toilets on the boat smell like urine, need to replace toilets and clean and odorize more frequently.

Thank you for accomidating our last minute request. We were out of waiting list. Everyoen was so helpful staff at front
desk, staff at gallery.

thank you for the good service, keep it up

thank you for your B.D. promotion you creat a fun experience and a great promotion for yourself and for catalina
island as well, lots of good will

thank you for your fabulous serive

thank you see you soon

thank you to the deckhand stephen, he was super engaging and very helpful, great representation of your company

thank you to the lady who helped us by the phone, we got lost in traffic and missed the 1:30 boat. she arranged for us
to be on the next one

thank you!

thanks

the boarding point at catalina island needs a cover, very hot

to be polite to pet owners, staff tends to be rude

very convienent

very disappointed with the lack of customer service and the inconsistencies in boarding times. would not recommend
your services to anyone after the rude client service provided at ports and on the ph

very long wait time in the sun to leave

very nice!

very nice. parking location not great but lady who directed i was very helpful.

very relaxing and beautiful

we had a good time, nice trip

We had a great time!

we had not been able to come becuase its a bit pricey for families - a new job and pay increase helped, had a great
time.

we've been coming for 50 years.

window shades

yes, catlina express needs to take credit cards or at least note it somewhere cash only

yes, luggage policy on left boat regarding cart is ridiculous

you should be able to change reservations within 24 hours

*ZIP DECODER REPORT FOLLOWS; INCLUDES U.S. ONLY.
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Summary

Total unique addresses. 284
Total orders: 362

Top Zip code: 90274, Palos Verdes Peninsula, California
(1.1%)

Top City: Los Angeles, California (5.8%)
Top County: Los Angeles, California (33.43%)
Top State: California (80.11%)
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