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APENDIX A  
This appendix summarizes the survey result. The survey was distributed using 

the snowball sampling method, where initial participants were encouraged to share the 
survey with others in their network. It was shared through email, Discord servers, and 
various messaging groups, allowing it to reach a broader and more diverse audience in 
Central Florida. Over the course of 14 days, a total of 112 responses were collected. 
Despite its non-probabilistic nature, the snowball approach enabled the survey to capture 
valuable insights into travel preferences, habits, and expectations regarding potential 
flights from Central Florida to Barcelona. 

The first graph shows that a vast majority of respondents (93%) have never 
traveled internationally, indicating that there may be untapped demand for international 
travel options from Central Florida. 

Figure 1. Question 1 Central Florida Survey 

 

The second graph reveals that 70% have never been to Spain but would like to 
go, suggesting strong potential interest in Spain as a first-time destination. 

Figure 2.Question 2 Central Florida Survey 

 

The third graph demonstrates that nearly half (49%) are somewhat interested in 
visiting Barcelona in the next 1–2 years, while 35.4% are very interested, emphasizing 
considerable market interest.  
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Figure 3. Question 3 Central Florida Survey 

 

The fourth chart highlights that culture and architecture (74) are the main 
motivators for choosing Barcelona, followed by beaches and the Mediterranean climate 
(24).  

Figure 4. Question 4 Central Florida Survey 

 

The fifth graph indicates that most respondents (59%) consider a round-trip price 
of $800–$1,200 reasonable, showing that affordability will be a key factor in route 
success. 
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Figure 5. Question 5 Central Florida Survey 

 

Regarding the willingness to fly from MLB, 79% of respondents said “Yes” they 
would consider flying from MLB if a convenient or direct flight to Barcelona were 
available, while 16% responded “Maybe.” This suggests there is an opportunity to use 
smaller airports like MLB, but confidence may depend on factors like pricing or 
convenience. 

Figure 6. Question 6 Central Florida Survey 

 

The seventh questions refer to the most important factors when choosing an 
international departure airport. 68.1% of respondents ranked flight availability as the top 
factor, followed by proximity to home (21.2%) and ticket price (9.7%). This indicates that 
while cost is relevant, access to more and better flight options is critical when selecting 
a departure airport. 
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Figure 7. Question 7 Central Florida Survey 

 

Regarding the preferred type of travel experience to Barcelona, 30% of 
respondents prefer a family trip, while 23% would like a couple trip. The data shows a 
preference group trips rather than socially immersive or guided travel experiences or 
traveling solo 

Figure 8. Question 8 Central Florida Survey 

 

The majority of respondents (54%) indicated they would prefer to travel in the 
summer (June–August), while 33% chose fall (September–November). This highlights 
seasonal trends in demand, which can inform flight scheduling and marketing strategies. 
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Figure 9. Question 9 Central Florida Survey 

 

When evaluating the interest on a direct route from MLB to Barcelona, the most 
compelling reasons were airport convenience (46%) and nonstop flights (26%), followed 
by competitive pricing (20%). Only a small percentage indicated that they would not be 
interested regardless, showing strong support for a direct connection if certain conditions 
are met. 

Figure 10. Question 10 Central Florida Survey 

 

With respect to the household income ranges, responses were fairly distributed, 
with the most common income brackets being preferred not to say and $100,000–
$149,999 (both at 21%), followed by $75,000–$99,999 (13%). This diversity in income 
suggests that a wide range of pricing strategies, from budget to premium options, could 
be effective in capturing the market. 
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Figure 11. Question 11 Central Florida Survey 

 

The next Figure shows the expected travel budget for Barcelona 
(accommodation, food, transport, activities). Most respondents (27%) expect to spend 
between $1,500–$2,000, while 15% are unsure of their budget. This indicates that 
travelers are willing to invest significantly in their experience, which supports the 
feasibility of offering full travel packages or premium services. 

Figure 12. Question 12 Central Florida Survey 

 

 

Referring to the interest in flying with a low-cost airline such as LEVEL: 53% said 
“Maybe, depending on price and services,” while 39% said “Yes, definitely,” and only 8% 
responded “No, I prefer traditional airlines”.  This shows that while there’s some 
openness to low-cost carriers, service quality and perception of value remain critical. 
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Figure 13. Question 13 Central Florida Survey 

 

With regards to the age group of respondents, a large majority (88) are between 
18–24 years old, which shows that the primary audience is young adults, often students 
or early-career professionals, who may value affordability and cultural experiences. 

Figure 14. Question 14 Central Florida Survey 

 

Finally, the survey showed 57% of respondents identified as female and 42% as 
male. This balanced gender distribution helps confirm the data’s representativeness and 
supports inclusive marketing strategies. 
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Figure 15. Question 15 Central Florida Survey 

 

The survey was conducted using the snowball sampling method, where initial 
participants were encouraged to share it within their personal and professional networks. 
It was distributed via email, messaging apps, and social media platforms to reach a 
broader audience of potential travelers based in or around Barcelona. Over a 14-day 
period, a total of 52 responses were collected. While this non-probabilistic approach may 
limit generalizability, it provided valuable insights into travel preferences, price sensitivity, 
and openness to alternative airports for flights from Barcelona to the Orlando area. The 
results offer a useful snapshot of potential demand and traveler expectations for future 
transatlantic routes. 

Regarding past travel to the United States, 42% of respondents indicated they 
have visited the U.S. before, while 58% have not. This shows a relatively even split, 
suggesting both seasoned travelers and new visitors make up the target audience. 
Familiarity with the destination could influence repeat travel behavior and willingness to 
try new airports or routes. This mix also implies marketing campaigns can appeal both 
to nostalgic returners and first-time explorers. The data highlights an opportunity to 
attract travelers with prior U.S. experience, while still encouraging new segments. 

Figure 16. Question 1 Barcelona Survey.  

 

When asked about the likelihood of visiting Orlando in the next 1–2 years, 44% of 
respondents selected "Somewhat likely," followed by 31% as "Unlikely," and 23% as 
"Very likely." This suggests a moderate level of interest in the destination, with a sizable 
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portion showing potential for conversion with the right offer. The fact that only a small 
minority are "Not interested" supports Orlando's continued relevance as a travel 
destination. Interest may increase if pricing, convenience, and transportation improve. 
This finding supports investing in targeted promotions, especially for those on the fence. 
Figure 17. Question 2 Barcelona Survey.  

 

Interest in flying to Melbourne Orlando International Airport (MLB) is conditional: 
8% of participants would not consider it, preferring larger airports, while 19% would 
definitely consider it and 73% might depend on conditions. This reflects hesitation around 
using secondary airports, primarily due to concerns about convenience and connectivity. 
However, the 27% open to MLB reveals a niche opportunity if the airport improves access 
and awareness. Clear communication of benefits like shorter lines and lower fares could 
help change perceptions. Overall, MLB faces a challenge but also a window for 
positioning itself as a viable alternative. 
Figure 18. Question 3 Barcelona Survey. 

 

Looking at the price travelers are willing to pay for a round trip between Barcelona 
and Orlando, 50% prefer a range of €400–€600, with 25% comfortable paying €600–
€800, and 23% aiming for under €400. This shows that most respondents fall into a mid-
range pricing expectation, indicating a sensitivity to airfare costs. Budget-friendly pricing 
will be important, but a quarter of the audience is willing to pay more for perceived value. 
These results support the viability of both standard and premium flight offerings. Airlines 
might benefit from tiered pricing structures to cater to diverse segments. 
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Figure 19. Question 4 Barcelona Survey. 

 

In terms of ground transportation preferences between MLB and Orlando parks, 
39% are unsure, 23% would opt for train , 19% prefer rental cars, and 15% rather 
services like Uber/Lyft. This distribution reflects the importance of offering multiple 
transport modes to meet varied traveler needs. Cost-effective group transportation like 
buses seems most appealing, especially for families or budget travelers. Ride-share and 
rental cars show demand for flexibility and privacy. These insights can help shape 
partnerships with local transport providers to offer bundled travel packages. 
Figure 20. Question 5 Barcelona Survey. 

 

When asked whether a bundled package including flight and direct transfer to 
Orlando would increase interest in using a secondary airport like MLB, 54% of 
respondents said “Maybe,” while 42% responded “Yes,” and only 4% said “No.” This 
clearly shows that convenience and simplicity are powerful motivators for travelers. 
Packaging services may help overcome skepticism toward using a less familiar airport. 
The high combined interest (over 95%) signals strong potential for product development 
in this area. A well-priced, streamlined package could shift perceptions and behavior. 
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Figure 21. Question 6 Barcelona Survey. 

 

As for the most important factors when choosing a U.S. airport, 26 of respondents 
prioritized ticket price, followed by 20 who emphasized proximity to their destination. 
Other considerations included ease of navigation, customs efficiency, and transport 
options. Price remains the top driver, reinforcing the need for competitive airfare. 
However, proximity and ease also play key roles in the decision-making process. For 
MLB to compete, it must highlight practical advantages such as shorter wait times and 
ease of access. 
Figure 22. Question 7 Barcelona Survey. 

 

In terms of travel group size, 40% of respondents usually travel with 3–4 people, 
followed closely by 42% traveling in pairs. Only 14% travel alone, and few reported 
traveling in groups of more than 4. This suggests that most travelers are families or small 
groups, which can influence decisions related to transport, accommodation, and pricing. 
Group-friendly offerings such as multi-person shuttle packages or hotel deals may be 
particularly effective. Marketing should appeal to group dynamics and family-oriented 
travel. 
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Figure 23. Question 8 Barcelona Survey. 

 

When asked what would make them more likely to choose MLB over other Florida 
airports, 17% said direct flights from Barcelona, while 16% pointed to lower prices and 
better ground transport options. Fewer respondents mentioned shorter lines or reduced 
crowds (15%), and only 3.8% flatly rejected the idea of using MLB. The data shows that 
for MLB to succeed, direct connections and affordability are crucial. Convenience and 
competitive pricing significantly outweigh less tangible benefits like lower congestion. 
These insights could guide efforts to increase MLB’s attractiveness to international 
travelers. 
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Figure 24. Question 9 Barcelona Survey. 

 

Regarding preferred travel seasons to Florida, summer was the most popular 
choice (36%), followed by spring (27%) and fall (23%). Only a small percentage selected 
winter or indicated year-round flexibility. This seasonality has implications for flight 
scheduling, promotional campaigns, and demand forecasting. Offering seasonal deals 
or increasing summer route availability could align well with demand. Destination 
marketing should consider these peaks to better match supply and traveler interest. 
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Figure 25. Question 10 Barcelona Survey. 

 

In terms of household income, 35% of respondents reported earning between 
€40,000–€79,999 annually, with 31% earning €80,000–€99,999. The rest reported lower 
income brackets or preferred not to say. This income distribution suggests a middle-to-
upper-middle-class audience with moderate to high travel purchasing power. Pricing 
strategies should reflect a value-for-money approach while leaving room for some 
premium service options. A balance between affordability and added value may resonate 
most with this demographic. 
Figure 26. Question 11 Barcelona Survey. 

 

When asked how long they plan to stay in Orlando, 36% of respondents indicated 
8–13 days, followed closely by 35% opting for a two-week stay. Only a small portion 
(10%) planned trips shorter than a week. This reflects a clear trend toward extended 
vacations, possibly due to the distance and effort involved in transatlantic travel. Long 
stays imply higher spending and justify offering packages that combine flights, 
accommodations, and experiences. These results strengthen the case for all-inclusive 
or customizable vacation bundles. 
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Figure 27. Question 12 Barcelona Survey. 

 

Regarding the total travel budget for accommodations, food, transport, and 
activities, the most common estimate was €1,000–€1,499 (25%), followed by €1,500–
€2,000 (19%) and under €1,000 (17%). A notable 14% were willing to spend €1,500–
€1,999, while 17% were unsure. This suggests a diverse but realistic budget range, with 
most travelers willing to invest moderately in their trip. Budget-conscious offerings should 
coexist with slightly more upscale options. Clarity in cost breakdowns could help hesitant 
respondents make informed decisions. 
Figure 28. Question 13 Barcelona Survey. 

 

Looking at the age of respondents, 40.4% were between 25–34 years old, and 
39% were aged 35–49. Only 12% were 18–24, and older age groups were minimally 
represented. This shows that the survey sample mostly includes working adults in early 
or mid-career stages. These travelers may prioritize both value and convenience and 
often travel with family or partners. Marketing messages should appeal to this 
demographic’s need for balance between comfort and cost. 
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Figure 29. Question 14 Barcelona Survey. 

 
Finally, in terms of biological sex, 40% of participants identified as male, and 58% 

as female. This relatively balanced gender distribution suggests a broad representation 
of perspectives. The data supports the development of inclusive marketing strategies 
that avoid gender-specific assumptions. It also validates the survey’s overall credibility 
and demographic reach. Ensuring diverse travel offerings that cater to a range of 
preferences will help maximize appeal. 

Figure 30. Question 15 Barcelona Survey. 
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APENDIX B 
The following attachment contains the Excel-based feasibility assessment tool 
developed for this study. The tool automates the evaluation process by integrating the 
operational, financial, market, and strategic criteria defined throughout the analysis. 

 

Instructions

Airport name Enter airport

Input Driver Unit Airport Value Auto Score Scoring rule used
Runway capability longest 

runway ft
0,0 1 4 ≥11,000 ft; 3 ≥10,000; 2 ≥9,000; 1 <9,000

Taxi time efficiency average taxi 
time minutes

0,0 4 Lower is better: 4 ≤10; 3 ≤15; 2 ≤25; 1 >25

Operational simplicity complexity 
score 

Low 
Complexity

4 Lower complexity is better

Gate availability wide-body 
capable 
gates/position
s

0 1 4 ≥20; 3 ≥10; 2 ≥5; 1 =0

Scalability % spare 
gate/airfield 
capacity

0% 1 4 ≥30%; 3 ≥15%; 2 ≥5%; 1 <5%

Congestion impact average delay 
minutes

0,0 4 Lower is better: 4 ≤10; 3 ≤20; 2 ≤40; 1 >40

Turnaround efficiency target 
turnaround 
minutes

100,0 3 Lower is better: 4 ≤90; 3 ≤110; 2 ≤140; 1 >140

Ground handling capability capability 
score 

Adequate 
Capability

3 Manual 1–4 qualitative score

Criteria Weight Score Weighted Score Score Airside interpretation
Runway capability 15% 1,00 0,15 4 Excellent operational capability
Taxi time efficiency 15% 4,00 0,60 3 Good operational capability
Operational simplicity 15% 4,00 0,60 2 Moderate operational capability
Gate availability 15% 1,00 0,15 1 Poor operational capability
Scalability 15% 1,00 0,15
Congestion impact 10% 4,00 0,40
Turnaround efficiency 10% 3,00 0,30
Ground handling capability 5% 3,00 0,15
Weighted Score 100% 2,50

Airside Infrastructure Feasibility
Based on the report's Airside Infrastructure evaluation matrix.

Enter airport input values in yellow cells. 
Scores are generated automatically from the 

rules and pulled into the matrix below.

Instructions

Airport name Enter airport

Input Driver Unit Airport Value Auto Score Scoring rule used
Catchment population size people 0 1 4 ≥3.0M; 3 ≥1.5M; 2 ≥0.75M; 1 <0.75M
Tourism demand intensity annual visitors 0 1 4 ≥20M; 3 ≥8M; 2 ≥3M; 1 <3M

International demand maturity existing long-
haul/internatio
nal routes

0 1 4 ≥10; 3 =3-9; 2 =1-2; 1 =0

Demand growth potential CAGR / 
forecast 
growth

0,0% 2 4 ≥4%; 3 ≥2%; 2 ≥0%; 1 negative

Capacity for the new airline to grow % leisure or 
price-
sensitive 
demand

Highly Favorable 4 4= "Highly Favorable"; 3 = " Favorable"; 2 = "Moderatel 
Favorable"; 1=" Unfavorable"

Competition pressure competing 
airlines/routes

2 3 Lower is better: 4 ≤1; 3 ≤3; 2 ≤5; 1 >5

Demand stimulation potential expected fare 
discount vs 
current market

2,0% 1 4 ≥25%; 3 ≥15%; 2 ≥5%; 1 <5%

Criteria Weight Score Weighted Score Score Forecast interpretation
Catchment population size 20% 1,00 0,20 4 Excellent market suitability
Tourism demand intensity 20% 1,00 0,20 3 Good market suitability
International demand maturity 15% 1,00 0,15 2 Moderate market suitability
Demand growth potential 15% 2,00 0,30 1 Low market suitability
Price sensitivity (LCC fit) 10% 4,00 0,40
Competition pressure 10% 3,00 0,30
Demand stimulation potential 10% 1,00 0,10
Weighted Score 100% 1,65

Forecast and Market Demand Feasibility
Based on the report's Market Demand & Forecast evaluation matrix.

Enter airport input values in yellow cells. Scores are 
generated automatically from the rules and pulled 

into the matrix below.
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Instructions

Airport name Enter airport

Operating / Revenue Inputs Unit Airport Value Formula / Score
Seats seats 314
Load factor % 85,0%
Average fare $/passenger $350
Ancillary revenue $/passenger $70
Fuel cost $/flight $45.000
Crew cost $/flight $10.000
Maintenance cost $/flight $10.000
Airport charges $/flight $8.000
Taxi fuel cost $/flight $1.000
Delay cost $/flight $0
Other / overhead cost $/flight $0
Total operating cost $/flight $74.000
Total revenue $/flight $112.098
Profit per flight $/flight $38.098
BELF % 56,1%

Criteria Weight Score Weighted Score Score logic Score Financial interpretation
Airport charges 25% 4,00 1,00 Lower airport charges are better 4 Excellent financial suitability
Operating cost (DOC) 20% 4,00 0,80 Lower DOC is better 3 Good financial suitability
Taxi & fuel efficiency 10% 4,00 0,40 Lower taxi fuel cost is better 2 Limited financial suitability
Delay cost impact 10% 4,00 0,40 Lower delay cost is better 1 Poor financial suitability
Revenue potential 20% 3,00 0,60 Higher revenue is better
BELF 10% 4,00 0,40 Lower break-even load factor is better
Ancillary revenue 5% 4,00 0,20 Higher ancillary revenue per passenger is 

better
Weighted Score 100% 3,80

Financial Feasibility
Based on the report's Financial Feasibility evaluation matrix.

Enter airport input values in yellow cells. 
Scores are generated automatically from the 

rules and pulled into the matrix below.

Instructions

Airport name Enter airport

Input Driver Unit Airport Value Auto Score Scoring rule used
AIP Eligibility probability of 

AIP eligibility
High Funding 
Eligibility

3 Higher probability is better

Regulatory complexity complexity 
score

Moderate 
Complexity

3 Lower complexity is better

Alignment with City/Regional 
Strategic Plan

strategic 
alignment 

Good 
Strategic 
Alignment

3 Higher strategic alignment is better

Market entry barriers barrier score Very High 
Entry Barriers

1 Lower entry barriers are better

Strategic positioning fit score Moderate 
Strategic Fit

2 Higher strategic fit is better

Competition pressure competing 
airlines/routes

Moderate 
Competition 
Pressure

3 Lower competition is better

Criteria Weight Score Weighted Score Score External environment interpretation
Incentives 25% 3,00 0,75 4 Highly favorable external environment
Regulatory complexity 15% 3,00 0,45 3 Favorable external environment
Cost environment 20% 3,00 0,60 2 Moderately restrictive environment
Market entry barriers 15% 1,00 0,15 1 Restrictive external environment
Strategic positioning 15% 2,00 0,30
Competition pressure 10% 3,00 0,30
Weighted Score 100% 2,55

External Environment Feasibility
Based on the report's External Environment evaluation matrix.

Enter airport input values in yellow cells. 
Scores are generated automatically from the 

rules and pulled into the matrix below.

Instructions
Enter airport input values in yellow cells. Scores are generated automatically from the rules 
and pulled into the matrix below.

Final score meaning
Final Score Range Recommendation Meaning

>= 3.50 Highly Suitable Strong fit for 
LCLH route 
development

3.00 – 3.49 Suitable Viable, with 
some 
limitations

2.50 – 2.99 Moderately Suitable Possible but 
material 
risks/constrain
ts exist

< 2.50 Not Recommended Weak fit for 
sustainable 
operation

Analysis Dimension Weight Score Weighted Score Source
Market Demand & 
Forecast

30% 1,65 0,50 1 Forecast

Airside Infrastructure 25% 2,50 0,63 2 Airside
Financial Feasibility 25% 3,80 0,95 3 Finance
External Environment 20% 2,55 0,51 4 Environment
Final Feasibility Index 100% 2,58
Recommendation Moderately 

Suitable

Source basis Evaluation matrices and methodology are based on the uploaded report: Report TFM Sara 
Sopena - DRAFT.docx.

Scoring scale All matrices use the 1–4 weighted scoring system described in Section 8 of the report.
How to use Complete yellow cells on Tabs 1–4. The final matrix updates automatically.
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APENDIX C 

The following attachment contains the stakeholder presentation that was used to collect 
professional feedback and recommendations for this study. 
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