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AA recent cruise I took, on one of the industry’s newest ships (Royal Princess), 

was an eye-opener in the way that it highlighted so many of the current 

industry trends and challenges.

The passenger population on this Baltic cruise was marked by a significantly 

large number of Asians – primarily Chinese but also Koreans – and Australians. The huge 

potential of the Chinese source market for ‘local’ cruising has been widely reported, but 

wherever they choose to cruise their onboard spending is phenomenal – in shops and 

casinos – as was the case on this cruise. Tony Peisley examines how global brands are 

approaching the task of driving source markets from page 10.

A good example of how to differentiate a shore excursion product is the two early 

morning train departures from Warnemunde to Berlin: each full with a total 1,000 

passengers who had booked through the cruise line. Independent tour operators couldn’t 

even begin to contemplate leasing these trains in advance. Maria Harding looks at the 

impact of cut-price shore excursion operators – and in particular Simon Purchase, whose 

company has made inroads into this evolving market – on page 20. 

The final leg of the itinerary from Stockholm to its turnaround port of Copenhagen was 

another surprise. When we passed under a bridge to great fanfare at 8pm on that last 

evening I thought it was the Oresund Bridge, even though it was just 20 nautical miles to 

Copenhagen – and a full nine hours before we were due to dock.

It turned out that Royal Princess didn’t pass under the Oresund Bridge as its air draft 

is just 57 metres. Instead it sailed under the Great Belt Bridge – on the longer southerly 

route to Copenhagen – adding a further 250 nautical miles, plus the extra fuel cost, to 

the round-trip cruise. This kind of enforced route diversion simply confirms the highly 

complex equation now required for determining a ship’s itinerary. 

Deployment uncertainties have also impacted the passenger numbers at the world’s top 

ports where there has been a significant change in the ranking tables detailed on page 54. 

Entertainment has become the focus of a great deal of attention in recent times as 

cruise lines seek to generate revenue from this activity. On this ship, the 10pm late show 

in the main theatre was not so well attended on some days – so how can cruise lines 

reinvigorate performances and even make money from it? We lift the lid on this debate 

from page 64.

Crew members on ships like Royal Princess are a huge credit to their companies – 

but on page 38 Tony Peisley makes the case that they have hard enough jobs without 

the added burden of dealing with mobility scooters which adds an unquantifiable and 

unnecessary risk to their normal jobs. 

How to generate first time cruisers is another subject covered in this issue – exactly who 

is responsible and what is being done to boost these numbers? 

Perhaps the answer to this challenge is QVC – the shopping channel – the most 

recent broadcast platform available to cruise brands in the UK. Turn to page 40 to read 

Maria Harding’s report on how Imagine Cruising has pioneered this imaginative and 

far-reaching TV partnership, and about the industry’s view of how this new opportunity 

might fit into the marketing mix. 

Finally, I would like to thank those of you who have taken the time to let me know 

what they think about Cruise Insight e-Zine – now one year old. Those comments 

have inspired us and driven us to continue to deliver high quality design and editorial 

enhanced by videos and other animated content.
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adopted by global brands
There is no doubt that the big beasts 
which drive the modern cruise industry 
are radically reshaping the way they 
operate, so Tony Peisley finds out 
exactly what is driving them.
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a smart Purchase?
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38

29

10



iOS 71024x1024 1024x1024

Photo: Manuel Lebowsky, bcs media

COME & VISIT US!

SEATRADE 
MED 2014 

 BOOTH 1007 

www.hamburgcruisecenter.de

Hamburg – the red carpet for cruising

MOIN MOIN 
   FROM HAMBURG!

         TOP 10 of European city destinations               TOP 20 of world-

wide turnaround ports             Centrally located modern cruise 

terminals               New third cruise terminal handling 6.000 to 8.000  

passengers during a full 10-hour turnaround (as from mid-2015 on)                     

         Door opener to high potential source markets               Great 

maritime events in the metropolis on the Elbe               First German 

cruise port with over 500.000 passengers a year

www.atlanticalliance.eu www.hamburg-travel.com

BE PART OF THE NEXT HAMBURG CRUISE DAYS,

THE WORLDWIDE UNIQUE CRUISE EVENT WITH

OVER 600.000 VISITORS AT ONE WEEKEND:

FROM 11TH TO 13TH SEPTEMBER 2015! 

CHECK OUT THE NEW HAMBURG TOURISM APP AND DOWNLOAD NOW FOR FREE: 

WWW.HH-APP.DE, AVAILABLE FOR IOS AND ANDROID, IN GERMAN AND ENGLISH!

HCC_CI_210x297.indd   1 20.08.14   13:59



 C
ru

is
e
 I
n

si
g

h
t 

A
u

tu
m

n
 2

0
14

9

40 Quality, Value –  
and Cruising?
Shopping channel QVC is moving 
upmarket to sell cruises – or is it? Maria 
Harding checks out the potential of the 
cruise industry’s latest showcase.

50 The complexities of 
extending the season 
Sue Parker reports from the most 
recent Cruise Canada New England 
2014 symposium in Corner Brook 
Newfoundland where cruise line 
executives and port representatives 
gathered to discuss the realities of the 
increasingly global cruise world.

54 World’s Top Ports 
Rankings
Deployment trends create uncertainty 
for transit ports
Florida ports on the up as Shanghai 
waits in wings

64 Mamma mia! The 
truth about cruise 
entertainment
It’s showtime for cruise lines; but is their 
entertainment really any good? Tony 
Peisley casts a critical eye.

71 Executive quotes 
from around the world

76 The complexities of 
port agent relationships  
Pressure on costs has spread throughout 
the cruise sector, with port agents the 
latest group to warn that service quality 
is under threat. And some cruise lines 
now recognise that a new approach 
may be needed.

79 Can social media 
be used for group 
bookings?
Proponents of social media are loud in 
calling for the cruise business to engage 
with it more. But which platforms are 
most effective? And can social media 
be used to attract group bookings for 
cruise ships? Maria Harding reports.

82 Money talks
Cruise Baltic, which has been one of the 
most effective cruise sector networks, 
now has a new Director. What’s his 
verdict so far? 

45

84 Charting cruise 
consumer trends
As the cruise industry grows and 
becomes ever more global, the age 
profile and social demographic of cruise 
passengers is changing – and lines must 
study consumer tastes to woo future 
cruisers. Maria Harding asks how they’re 
going about it.

88 Every picture  
tells a story
The new ship design for MSC Cruises

90 Don’t get me started
Friends of the Earth loose friends

64



C
ru

is
e
 I
n

si
g

h
t 

A
u

tu
m

n
 2

0
14

10

National approach 
adopted by global brands
There is no doubt that the big beasts which drive the modern cruise industry 
are radically reshaping the way they operate, so Tony Peisley finds out exactly 
what is driving them.

Adam Goldstein Alan Buckelew Richard Fain

Five years ago Adam Goldstein, then President and 
CEO pf Royal Caribbean International, told me 
what he believed to be the most significant change 
in RCI’s parent company (now Royal Caribbean 

Cruises) since he joined it 21 years earlier.
“The sheer size and operating range of our fleet mean that 

there are few world or regional incidents or events which 
will not affect us in some way,” he said.

“When a major problem arises, we are almost like a 
national government in the way we can bring people with a 
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Goldstein: “When a major 
problem arises, we are almost 
like a national government in 
the way we can bring people 
with a wide range of skills into a 
situation room.”

wide range of skills into a situation room to help make the 
decisions to handle it in the right way.”

This seemingly grandiose view may even have fed into 
its later marketing campaign which self-described the RCI 
brand as “The Nation of Why Not?” But it was, in fact, an 
honest assessment of a shift in the way the industry’s top 
companies saw themselves, and their need to re-shape 
management structures and re-shuffle their executive teams.

Initially an internal exercise, this became front-page news 
within the business press and travel trade media last year 
with the major changes made, most notably at Carnival 
Corporation & plc but also at RCC and other smaller but 
still key players including Regent Seven Seas Cruises and 
Crystal Cruises.

The first stages appeared to mark a shift away from 
established cruise industry executives, as the likes of Peter 
Shanks (Cunard Line President), Carol Marlow (P&O 
Cruises Managing Director), Lisa Bauer (Royal Caribbean 
International Head of Global Sales and Marketing), Mark 
Conroy (RSSC President) and Gregg Michel (Crystal 

Cruises President) were either replaced or – in the cases of 
Shanks, Marlow and Bauer – their entire role eliminated.

Newcomers to the industry were ushered in with titles 
like ‘Insight Director’, which appeared to confirm corporate 
utterances about a move towards more analytics-based 
management. But the most recent changes have been more 
structural, and also more comforting for industry veterans 
as they see their peers being elevated into new or revived 
roles of even greater scope and responsibility.

At Carnival, long-time Princess President and CEO 
Alan Buckelew was given a new, expanded role as Chief 
Operating Officer; and his fellow brand (Holland America 
Line) President and CEO Stein Kruse has seen his role 
enhanced with the addition of Princess to the stable of 
brands within the HAL Group, and Carnival Australia also 
added to his oversight responsibilities.

At RCC the combined President and COO role – last held 
by Jack Williams up to 2005 – has been revived, expanded 
in scope and given to Goldstein. This means that the 
heads of the company’s human resources, IT, supply chain, 
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corporate communications, government relations, safety 
& environment, guest port operations and commercial 
development departments all now report directly to him.

“A lot of what we’re doing here – and not just the 
introduction of the position that I now hold – is to do with 
the increasing global footprint that we now operate,” says 
Goldstein. 

“We used to offer cruises all over the world, but primarily 
we sold to North American and – to some degree – UK 
passengers. Now we operate cruises primarily for people 
from those parts of the world in which we operate them. 

“This means having many company offices, all running 
their own marketing campaigns in different parts of the 
world. It also means we need human resources, IT and 
supply chain professionals everywhere, too. 

“The fact is that we will have as many if not more berths 
operating in China during spring, summer and fall 2015 
as the entire company was operating (6,500 berths on five 
ships) when I joined back in 1988 (its 20th birthday year). 
We also now have all the challenges and responsibilities 
involved in the modern-day governance of any other large 
public company. 

“This is a very different operational environment, so we 
have had to change the way we are structured. My new 
responsibilities are part of that evolution.”

The increase in both the number and the size of the 
individual brands operated by the largest companies is also 
a factor.

Carnival has been a multiple-brand operator for longer 
than RCC, and still has more in its portfolio – ten (soon to 
be nine with demise of Ibero Cruceros in 2015) compared 
with six – and its policy has always been to allow each 
brand maximum autonomy. But part of Buckelew’s new 
role has been clearly delineated as being to maximise the 
synergies between the Carnival brands.

This is to be achieved not just through centralised 
supply chain buying but also through co-ordination of 
deployments and itinerary-planning, to ensure the right 
brand with the right ship is operating in the right place 
at the right time – to ensure the best yield for the parent 
company.

For RCC, the issue is not so clear-cut. “Six brands (three 
serving distinct national markets) means six management 
teams and, on the one hand, we want to empower each of 
them to meet the objectives of their respective brands,” says 
Goldstein. “On the other hand, though, we want to make 
sure they have access to the expertise and sophistication 
that we have centrally.”

Announcing Goldstein’s new role, RCC Chairman and 
CEO Richard Fain said: “As the cruise business becomes 
more global and complex, sharing best practices across 
brands has become even more important.” 

Goldstein adds: “We will be navigating that balance 
between empowerment and central support, just as so 
many other global companies have to do.

“I wouldn’t talk about co-ordinating deployments and 
itinerary-planning of our different brands, even if we were 
doing that; but there are certainly many opportunities 
for synergies behind the scenes. In the end, though, the 
individual brands need to be empowered to say when they 

need the freedom to make their own decisions – such as 
with their marketing, which should be almost completely 
brand independent.

“At the other end of the scale, safety and environmental 
issues clearly need to be standardised across the company. 
And there are a lot of other functions that fall in between 
those two extremes in terms of brand or head-office 
decision-making.”

Although Buckelew accepts that it is “the people at the 
brands who are closest to what is going on and are best 
placed to respond”, he has also made it clear that he wants 
the brands to stop operating within silos. 

He gives the example of Costa Cruises and his former 
brand, Princess, which were not sharing their Asian 
operational experience at all a year ago. “Now however they 
working closely together, telling each other what they’ve 
tried and what has and hasn’t worked.”

Goldstein says:  “One of my roles is to facilitate dialogue 
between the leadership within the company. There are 
regular, repeating structures in place (meetings, conference 
calls etc.), but there is more to be gained by using the 
informal channels and utilising the relationships which 
I have built up over the years during which I worked in 
marketing, operations and general management. 

“As a brand chief, I was a customer of the shared services 
which I now provide.”

The current and potential impact of the emerging 
China market cannot be underestimated as a factor in the 
company shake-ups. It is already becoming the latest of 
many head-to-head battles between Carnival and RCC – 

Fain: “As the cruise business 
becomes more global and 
complex, sharing best practices 
across brands has become even 
more important.”
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although, as Goldstein admits, it is actually a much bigger 
story than that cruise-specific conflict.

“With all due respect to the cruise industry of which I 
am a part,” he says, “China is not primarily a cruise story; 
rather, it is an outbound travel one.

“Starting 10–20 years ago and accelerating rapidly, 
Chinese consumers have gained the wealth (and the 
permission) to explore the world outside China. This has 
led to an absolute explosion in outbound travel. 

“The rapid growth of Chinese cruising is just a by-
product. It is not as if there was a stable holiday market 
when people suddenly recognised what a great thing 
cruising was and started switching their vacation activity 
away from something else. 

“Suddenly it was millions, then tens of millions and now 
hundreds of millions of Chinese travelling outbound every 
year, and this is fuelling the expansion of every kind of 
travel, including cruising.  

“The good news is that the sheer numbers are incredibly 
compelling for our sector. The growth rate is very 
exciting, given the size of the overall population and also 
of the wealthier coastal communities and inland cities. 
Also, the response so far shows that the Chinese like our 
cruises very much. 

“The challenge is that Chinese consumers – and travel 
agents – for the most part don’t know anything about the 
cruise product. We have an enormous sales and marketing 
challenge to explain why they might want to take a cruise 
when their knowledge of it is zero and they are being 
offered a proliferation of land-based vacation alternatives.

“Some of the marketing channels – TV, radio, online, 
newspapers, PR – are the same as everywhere else, though 
they don’t always produce quite the same conversion rates. 
We have to figure out how to motivate travel agents to 
feel about cruising in the same way that North American 
and European agents feel about it, as the bedrock of their 
businesses these days.”

The prize should certainly be worth the effort that will be 
required, especially when more brands enter the market – 
including those from some of the existing players.

The plan for the HAL Group is for HAL, Seabourn 
and P&O Cruises Australia to watch and learn from the 
Princess experience in China and Japan, and eventually 
start sourcing in Asia, too. “In every market we’ve 
homeported, this has spun off into flycruise sales; and Asia 
will be no different,” says Buckelew.

Goldstein has a similar view:  “The great majority of 
our Chinese business is for the cruises actually from 

Goldstein: “With all due 
respect to the cruise industry of 
which I am a part, China is not 
primarily a cruise story; rather, 
it is an outbound travel one.”

RCI decided to send Quantum of the Seas to China as a direct result of 
what they had learned about the market.
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Chinese ports, but that is no different from the rest of our 
operation. The largest volume of cruisers join ships near 
where they live – only a minority go further afield. 

“This is accentuated with the Chinese because they tend 
to take shorter vacations, which means staying closer to 
home. I do believe, though, that they will branch out in 
future and flycruise globally – although, at some level, they 
will remain constrained by their vacation length restriction. 

“We will have five- or six-night cruises in Europe on 
which we hope to book Chinese passengers in the future.”

The other pressing reason to adapt company practice in 
courting the Chinese market is that they are already the 
highest-spending tourists. Recent South Korean research 
suggests that they are also the highest-spending cruise 
tourists – well ahead of the previously first-placed Japanese.

“They are world champion shoppers, so that is clearly 
very attractive to us and a very big opportunity,” says 
Goldstein. “We could always design a ship that is 
essentially a great big shopping mall, but we find they are 
very happy with the design of the ships we already have.

“We have carried hundreds of thousands of Chinese 
passengers, so we already have good feedback on what they 
want. In fact it was a direct response to what we learned 
about the Chinese market when we decided to send 
Quantum of the Seas there.

“It had become abundantly clear to us that this was not 
going to be like Europe in the 1990s when, as cruise lines 
began to prospect for more European passengers, it tended 
to be the older, smaller ships that were deployed there. 

“But the Internet was not fully up and running then, and 
there was no such thing as social media; so there were no 
easily available reviews of cruise ships for local markets to 
compare with the ones deployed in their region. Therefore 
there was no need for us to offer our best ships to those 
markets. 

“But today, with the Chinese being voracious consumers 
of everything online, they are going to research cruises and 
find out what each class of ship offers. 

“I can say with complete confidence that Chinese customers 
want access to the best of everything. So we decided to 
accelerate that by bringing them the best ships now.”

Buckelew is equally convinced about that market’s 
potential. “Asia is where the big growth will be,” he 
declares. “Europe and North America will still grow, but 
the numbers are so much bigger in Asia.” And this could be 
an issue for both companies as they seek to maintain their 
status in those established markets. 

When the Quantum China deployment was announced, 
there were more than a few rumblings from the North 
American media and travel trade (echoed to some extent in 
the UK) that this was the thin end of a wedge which could 
see China attracting an increasing number of the newest 
and largest ships being built.

In North America there also appeared to be an element of 
the media waiting for yet another stick with which to beat 
the industry. 

Dealing with this negativity may also be a factor in the 
restructuring of the cruise companies as they seek to present 
a more professional, corporate face to the politicians and 
lobby groups – which insist on treating the industry as some 

Buckelew: “Europe and 
North America will still grow, but 
the numbers are so much bigger 
in Asia.”

kind of unregulated, cowboy business sector.
“We think the industry track record on the key issues 

of safety, health, security and environment is fairly 
exemplary,” says Goldstein. “Nevertheless it has become 
clear over the past few years that, if we do suffer adverse 
events, they are going to be covered with relish by parts of 
the media.

“So our best approach is first to minimise the incidents 
occurring in the first place, and second to be very 
responsive when they do occur. 

“We have to think through very carefully the capabilities 
that the ships have, or need to have, to avoid incidents. 
Then we must ensure we have management teams ready 
to kick into action at a moment’s notice if and when 
incidents occur. 

“If we do that, we believe – over time – there will be 
what we would consider to be a more balanced point 
of view across media outlets about the nature of our 
industry, about how rare these incidents are and how well 
we respond to them. 

“Last year we expended more effort as an industry to put 
our message out there, including to the US Government. 
That needs to continue, as it is hard to tell whether we are 
making any progress. In fact, we will probably not know 
until there is another incident, and we can evaluate the 
reaction to our response.”

The PR and media response is now almost as important 
as the physical response to any incident. “We were the ones 
which put out the primary image of the fire on Grandeur 
of the Seas last year,” continues Goldstein. “We did this 
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because we knew that, if we didn’t, somebody else would. 
By doing that we became the go-to source for information 
about the incident. 

“We were also given a lot of credit for the way I and 
other members of the management travelled immediately 
to the scene.

“When there is a serious incident head office must take 
on the information burden, as the people on the ship have 
other things to focus on – such as providing the right 
environment for the passengers and crew.

“They are not trained for a PR role, as the head office team 
should do what needs to be done on that front – particularly 
any input into, or monitoring of, the social media.

“As for the charge of somehow slighting the North 
American and UK markets by sending Quantum of the 
Seas to China, we struggle more than a little with that line 
of thinking. 

“The facts are that the Oasis ships are turning around in 
the US every weekend of the year (apart from dry docks); 
two major RCI cruise ships are based in Southampton and 
these will include Anthem of the Seas next year (before 
it replaces Quantum of the Seas in winter 2015/16); and 
there are multiple Freedom class cruise ships cruising in 
North America, the Caribbean and Mediterranean.

“Our responsibility to our shareholders is to deploy our 
ships in the markets which produce the best returns. So 
next year we will have four ships which touch on China for 
all or part of the season. 

“But most of our ships will be somewhere else for the 
summer, and almost all will be elsewhere for the Northern 
winter. “It is inevitable that there will be increased 
deployment in China and Asia over time, but there is still 
further potential for growth in our traditional markets, too.”

There is a caveat to that, though. “I will continue to 
be vocal that infrastructure development needs to keep 

Goldstein: “When there is a 
serious incident head office must 
take on the information burden.”

pace with the potential in those traditional markets,” says 
Goldstein. “Otherwise that potential will not be realised. 

“The Caribbean destinations do need to continue to 
refresh their products, and the berthing facilities for the 
larger ships need to be provided. We also need to develop 
the infrastructure in the Mediterranean and Northern 
Europe.”

That’s right: even after all the management upheaval, 
some messages always seem to remain the same.
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Few cruise line executives may feel inclined to raise 
a glass to the 2014 winner of the UK Travel Hall 
of Fame’s ‘Young Entrepreneur of the Year’ award, 
but I suspect British travel agents and their cash-

strapped clients would happily line up to slap him on the 
back.

31-year-old Simon Purchase scooped the coveted award 
with a rather simple idea: to compete with cruise lines 
by offering independent port transfers and shore tours 
which are cheaper than theirs, easily pre-bookable online, 
reliable and – most importantly for sales-building – 
commissionable to travel agents. 

Purchase, a chemistry graduate turned tour operator, 
spotted a gap in the travel market three years ago. “I 
realised that shore excursions were almost exclusively 
being sold by cruise companies, who were making a very 
tidy profit on them,” he says. 

“So I felt there was room in the UK and Europe for a ‘one-
stop-shop’ where a travel agent or cruise customer could 
view a cruise itinerary or even a specific port of call, see all 

the options available and book tours prior to departure.”
The upshot was that he raised £150,000 in share and loan 

capital to launch Cruisingexcursions.com in July 2011. 
The original website featured only 240 excursions from 60 
European ports; now, three years and a half down the line, 
it is a global operation offering more than 10,000 shorex 
from 700 ports worldwide. 

Clearly this was the right idea at the right time, in the 
right place – though it was not a particularly new one. 
“The Americans were ahead of the game with Viatour, and 
now shore-excursions.com is our biggest competitor,” says 
Purchase, whose Staffordshire, UK-based company now 
employs 40 people and – with operations in the US, the 
Far East and Australasia as well as Europe – runs round the 
clock.

“But even three years ago, independent shorex were 
a relatively new idea in Europe; and the extent of our 
operation there was and still is our strength.”

The young entrepreneur first got his idea from what you 
might call a shrewd appraisal of the market. “I was on a 

Alan Buckelew David Dingle Graham Sadler Philip Ordever Richard 
Twynam

Whizz-kid Simon Purchase has scooped a prestigious ‘Young Entrepreneur 
of the Year’ award for launching Cruisingexcursions.com to offer cut-
price shore tours. Maria Harding discovers the secrets of his success, 
and considers what cruise lines are – or should be – doing to stop their 
passengers jumping ship…
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Royal Caribbean cruise with my parents and noticed how 
many people were queuing up at the shore excursion desk,” 
he says. “I thought they’d probably prefer to book their 
cruise tours from the comfort of home, and got the idea of 
creating a kind of virtual shore excursions emporium.” 

Having ‘cut his teeth’ in travel working for UK-based 
tour operator Sun4U, Purchase had good contacts on the 
transportation side of the business, and he knew what 
checks and balances he needed to have in place before the 
first tour was offered. A top priority – along with gaining 
the necessary tour operating licences – was to join ABTA 
(The Association of British Travel Agents).

This cost the fledgling company considerable investment 
in bonds, but Purchase feels it was worth every penny. “I 
knew we needed credibility right from the start; it was all-
important that people trusted us to deliver.” 

It was equally important to win support and goodwill 
from travel agents, as they represented the key route to 
market for a start-up travel company. Again, timing was 
on his side. Cruisingexcursions.com offered Britain’s 
travel agents the concept of independent, pre-bookable 
and commissionable cruise tour packages just as Carnival 
UK brands caused uproar by cutting commission on their 
cruise sales back to 5%.

“We promised we would support agents, and told them it 
wasn’t their customers we were after but their customers’ 
business. We reassured them that we don’t want to sell 
land tours or entry tickets to Disneyland; we just want 
to sell shore tours. That’s our point of difference. When 
they understood that, they welcomed us with open arms,” 
Purchase says. 

Such engagement with travel agents proved vital for 
reaching the large caucus of dedicated cruise passengers 
aged 55-plus who are either not comfortable using 
computers or reluctant to book online (or both).

Cruisingexcursions.com courted Britain’s travel agents 
by paying a baseline 10% commission, supporting them 
with sales training and a telephone helpline, manned 24/7, 
and offering their customers discounts they would not find 
online. 

“Travellers like to know what their holiday will cost 
before they go, particularly during a recession,” Purchase 
says. “Repeat cruisers know from experience that, if they 
get carried away booking shore excursions onboard, they 
can face a hefty bill at the end of their cruise. 

“So, by offering to pre-book shore excursion packages, 
travel agents could offer their clients an extra service which 
allowed them to budget wisely and saved them money – 
while also boosting the agent’s income. It was a win-win.”

The proposition which worked so well with UK travel 
agents is now being extended into other markets. Purchase 
has linked with TUI to sell shorex to German, French 
and Dutch cruise passengers; he is in talks with Thomas 
Cook in Belgium and Germany, and Cruisingexcursions.
com is now a member of the US, Canadian and German 
equivalents of ABTA – ASTA, ACTA and DRV. 

Purchase says such links have played an integral role in 
building his business, but careful selection of port agency 
and ground handling partners has been equally important. 

“We decided from the outset not to work with companies 

already contracted to the cruise lines, as the lines don’t like 
it and it causes a conflict of interests,” he reveals. “There are 
a lot of good operators out there who ‘get’ what’s needed 
by cruise passengers but have found it hard to get in on the 
cruise business because existing commercial agreements 
shut them out – so they’re very happy to work with us.”

Whether that’s a two-way feeling depends on a number 
of factors and some very tough negotiating. Price is a key 
factor (Purchase’s motto is ‘Price is always King’) but he 
acknowledges that reliability is just as vital. “Our tours 
have never missed a ship, because we insist that they are 
carefully timed and have a built-in ‘buffer period’ in case 
anything goes wrong,” he says. 

“Everything has to be timed carefully as even when the 
ground agency knows for sure that a tour will get back 
on time, the last thing we want is a coach full of anxious 
passengers. We also give an upfront guarantee that, if a 
passenger ever does miss a sailing because of us, we’ll get 
them to the ship at the next port of call – at our expense.”

In the early days there were teething problems while 
Purchase and his team discovered the best suppliers to 
work with on the ground. “We had to sack a few people 
who didn’t provide the standard of services we required,” 
he says. 

In these days of ‘open to all’ customer reviews, a similarly 
tough response to poor client feedback was essential. “If 
we see a bad response from several clients to an established 
partner’s work, we send out a team to check out what’s 
happening,” he says. “It may be something as simple as an 
inexperienced guide. But, if it’s not an established partner 
and the feedback is bad, we stop working with them.”

Establishing a network of tour guides was another 
headache as Cruisingexcursions.com got off the ground. 
Purchase decided he could control quality better by 
employing guides directly rather than through destination 
management companies, and he built up a broad network 
of experienced local guide coordinators. 

Purchase: “There are a lot 
of good operators out there who 
‘get’ what’s needed by cruise 
passengers but have found it hard 
to get in on the cruise business.”
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Dealing with ports was another steep learning curve, as 
access to pick up and drop off passengers can be a problem 
– particularly where there are specific rules on vehicle 
sizes, or where facilities are owned, or largely funded by, 
cruise lines. 

“In the Caribbean particularly several ports are cruise 
line-owned, and it can be hard to get access,” Purchase 
says. 

“We look to work with companies which have good local 
knowledge and are well known to port authorities and 
harbour masters, as that helps us forge links and make 
arrangements.”

Where access to a cruise port is restricted, customers 
booking tours are provided with maps on the website and 
given clear guidance on how to find their pick-up point 
which, Purchase claims, is never more than a couple of 
minutes’ walk from the port exit. 

He has also seen ports becoming more co-operative with 
non-cruise line shore excursion operators as the business 
has grown. “In Livorno, for example, they’ve now created a 
pick-up area specifically for independent shorex vehicles,” 
he says. “I think ports have now accepted that we’re here, 
and we’re not going away.” 

But they are no longer the only ones. In these cut-throat 
times a number of online ‘alternative’ shorex competitors 
are already snapping at Purchase’s heels. And many cruise 
lines are fighting to snatch back a lucrative slice of the 
business. 

Carnival Corporation, for example, now plans to 
negotiate shore tours as an individual entity, using its vast 
buying power and economies of scale to cut the purchase 
price of excursions sold across its various brands. “The idea 
is to bring our cost prices down, but it will be up to the 
individual brands to decide on their margins,” says Alan 
Buckelew, in his new role as Carnival COO. 

“Some (of our) brands face a lot more competition 
from independent and usually Internet-based shore tour 
operators than others. This change will allow them to make 
their tour prices more competitive, while still preserving 
their existing margins.” 

So the big guns are a-coming. But while Carnival Corp 
prepares for some hard negotiation on price, Carnival UK 
CEO David Dingle says its UK-based brands P&O Cruises 
and Cunard Line have actually seeing an increase in shorex 
bookings. 

“These (online) companies try to woo people, but they are 
the new boys on the block and their market penetration is 
very small,” he points out. And he insists that commission 
levels to agents are not an issue as “the customer decides 
what to buy, not the travel agent”.

That said, Dingle has seen growing demand from 
customers for buying shorex in advance of their trip, as 
sales have increased now that shore tours are bookable on 
individual Carnival UK brand websites. “Getting their tours 
sorted is something people now seem anxious to do before 
they depart. So we’ve seen a big pick-up since offering 

Crystal Cruises offers private access to the normally 
closed-off areas of Florence’s Ufizzi Gallery
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them for sale online,” he says. 
But Carnival UK brands don’t incentivise clients (with, 

for example, discounts to book multiple tours). “Instead 
we use the reputation, stature and reliability of our brands 
and our understanding of our customers’ tastes as selling 
points,” says Dingle. “And we design tours geared to their 
likes and expectations.”

Those tastes and expectations are changing fast as the 
cruise business matures and attracts not only younger-at-
heart but genuinely younger passengers. The upshot is that 
many cruise lines now plan to bat away competition from 
independent operators by radically overhauling their own 
shorex offerings. 

Luxury brand Crystal Cruises, for example, has launched 
a programme of upmarket, exclusive-to-Crystal ‘Boutique 
Adventures’. These shore excursions (which offer, for 
example, private access to normally closed-off areas of 
Florence’s Ufizzi Gallery) are only available to a limited 
number of guests. 

Crystal’s even-more-exclusive ‘Private Adventures’ are 
customised tours which offer experiences – like cliff 
climbing in Nova Scotia, or behind-the-scenes private tours 
of The Vatican – which have been specifically created for 
individuals. 

“Our guests want exclusive, one-of-a-kind experiences, so 
we provide them,” says Crystal Vice President, International 
Sales & Marketing Philip Ordever. “They also enjoy ‘giving 
something back’ on our free ‘Voluntourism’, which was 
launched in 2011 to give Crystal guests and crew the 
chance to get involved in social projects ashore.”

RCCL-owned Premium brands Azamara Club Cruises and 
Celebrity Cruises also aim to keep their shorex customers 
loyal by offering them something special. 

Azamara recently launched two new concepts: ‘Nights 
and Cool Places’ – which takes advantage of the line’s high 
proportion of overnight port stays to offer offbeat evening 
experiences like an after-hours private visit to Málaga’s 
Picasso Museum – and ‘Insider Access’ tours featuring 
exclusive offbeat experiences like a guided walk through 
Amsterdam followed by coffee and fresh-baked apple pie 
with a local family in their traditional 16th century Dutch 
house.

“Competition is healthy and as the global cruise market 
grows, obviously people will ‘shop differently’ according 
to their tastes,” says Azamara UK & Ireland MD Richard 
Twynam. 

“What’s important is to offer a unique proposition for 
your brand. Our signature is to offer really unusual tours 
– for example, not just the usual dash around the sights of 
Florence, but an exclusive after-dark tour which takes you 
into the actual room where Michelangelo carved his statue 
of David.”

Celebrity Cruises is another brand fighting competition 
by taking the ‘offbeat tour’ path. It is courting specific 
markets by launching tour programmes featuring local 
celebrities.

An example is a new shorex range aimed at UK travellers 
which has been developed in association with ‘adventurer’ 
and TV personality Ben Fogle. Called ‘Ben Fogle’s 
Great Adventures’, the new packages were launched on 

Twynam: “Competition is 
healthy and as the global cruise 
market grows, obviously people 
will ‘shop differently’ according to 
their tastes.”

Celebrity’s European itineraries this summer and promoted 
as ‘shore tours for those keen to indulge their inner 
explorer’.

Options include speedboat rides, snorkelling with salmon 
in Norway, a gastronomic tour through Sicily, following 
triathlon trails in Croatia and kayaking through the 
Stockholm archipelago. ‘Ben Fogle’s Norwegian salmon 
snorkel trip’ along the Suldalslågen River is priced at a 
hefty US$599 for 6.5 hours (with no child concessions), 
so using big names to promote shore tours is clearly a 
potential money-spinner.

P&O Cruises is also following this trail, using TV 
‘personalities’ to attract tour bookings. A new range of 
‘Up Close and Personal’ excursions feature the line’s ‘Food 
Heroes’ – celebrity chefs and food and wine experts, 
including Marco Pierre White and cheese expert Charlie 
Turnbull. The big pull is that the ‘slebs’ escort small groups 
of passengers around local markets, vineyards, restaurants 
and fromageries.

Other lines, meanwhile, are taking an ‘if you can’t beat 
’em, join ’em’ approach to competition from independent 
shorex providers. Norwegian Cruise Line now offers a 10% 
discount to passengers booking three or more of its shore 
tours, and MSC Cruises is making its tours commissionable 
to travel agents at 5%.

But perhaps the most successful response to shorex 
competition so far has been that of Luxury operator Regent 
Seven Seas Cruises, which saw bookings soar after biting 
the bullet and including most shore excursions – along 
with drinks and tips – in its upfront cruise fares. 

“It’s not a model which will work for every line, but it 
certainly has for us,” says RSSC UK & Europe MD Graham 
Sadler. 

“Including tours has enabled us to establish and hold 
strong fare levels. We’re also seeing people repeating the 
same itinerary two or even three times, because they want 
to try a different range of tours next time – which shows 
just how popular shore excursions are.”

And that, in the final analysis, has to be good news for 
everybody. 
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Port investment – 
an EC turnaround
The industry’s relationship with European Union authorities has been 
fractious at best over the years, so news that cruising has become ‘flavour 
of the month’ in Brussels is as welcome as it is more than a little surprising. 
Tony Peisley reports.

Arnold Donald David Dingle John Tercek

Michael Bayley Pierfrancesco 
Vago

Richard Fain Robert  
Ashdown

History tells us that heroes 
can emerge from the most 
unlikely backgrounds, 
so perhaps the cruise 

industry should not have been too 
surprised at the latest volte-face from 
the European Commission (EC). 

CLIA Europe Secretary General 
Rob Ashdown was certainly quick to 
welcome the fact that the EC is now 
“encouraging tripartite talks between 
itself and its member states, ports and 
local coastal tourism stakeholders, 
and the cruise companies to 
investigate methods of funding 
ports and coastal infrastructure 

Stavros Hatzakos
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development using EU funds”.
But his enthusiasm was not least because this was a welcome 

change from news of yet another costly-to-implement 
environmental regulation or delay in easing visa restrictions 
for non-EU passengers and crew. (The results of yet another 
EC study – the Visa Code Review – are currently awaited.)

It’s a timely one, too, as Ashdown is not alone in having 
identified that too many European cruise ports have 
inadequate cruise infrastructure. And many are in no 
financial position to do anything about it without outside 
help, as Carnival UK CEO David Dingle is quick to 
acknowledge. 

“Cruise lines can complain about port authorities not 
investing in either existing or new ports, but those ports 
have a right to say ‘If you want to come, invest some money 
with us.’ Tricky negotiations are going on about this all the 
time now.”

Such negotiations could now be eased by this latest EC 
intervention, which followed the completion of its own 
study and its creation of a new ten-year ‘Strategy for More 
Growth and Jobs in Coastal and Maritime Tourism’.

“This specifically recognises cruising as a key driver of jobs 
in this context,” says Ashdown. “It represents recognition 
at last for our industry, which should mean a much better 
sea:shore interface in Europe going forward.”

In fact, Royal Caribbean Cruises Chairman and CEO 
Richard Fain believes that the industry is already being 
given a much fairer shake in Europe than is the case back in 
North America. “There is a myth that money made by the 
cruise industry somehow leaves the US,” he says. “Europe 
is much more understanding of the value cruising brings to 

its economies, and the sector is growing more quickly there 
because Europe is so much more receptive to our industry.” 

Carnival Corporation & plc CEO Arnold Donald makes 
a similar point: “The US is one of very few countries in the 
world not to have a ministry of tourism. It says something 
about our country that it has not elevated the industry to 
that level, even though it drives an unbelievable number of 
jobs and generates huge revenues.”

This, he says, explains the infrastructure issues the US has, 
which damage its appeal and functionality as a destination. 

A decade ago, though, tourism was equally downgraded 
– if not positively ignored – by the EC (although not by 
most of its individual member countries). The economic 
downturn, however, appears to have turned that attitude on 
its head.

As a tiny part of the overall tourism sector, moreover, 
cruising also appears now to be punching above its weight. 
This is thanks to the work of the European Cruise Council 
(now CLIA Europe) and, in particular, its investment in 
economic impact studies – which were clearly a wake-up 
call for some EC commissioners. The result is that the much-
needed investment in cruise port infrastructure should be 
accelerated by this new EU policy.

The Athens port of Piraeus is one of the first to benefit, with 
its latest cruise terminal development being supported by EU 
funding. “It is right that the EU is investing heavily in ports,” 
says Port Authority General Manager Stavros Hatzakos, “and 
we need to make full use of the available funds.”

MedCruise President Hatzakos points out that 44% of 
member ports are publicly owned, and a quarter of those 
are in the process of some level of privatisation because – 

Piraeus is one of the first ports to benefit from EU funding
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at the moment – “securing large amounts of funding for 
infrastructure is not possible for all of them, partly because 
of the seasonality of cruise traffic.”

Celebrity Cruises President Michael Bayley notes: “Port 
infrastructure is a strategic matter. Looking at new orders 
now and to come, someone has to sit down and do the 
maths – where are the ships going to go, and who is going to 
service them?  

“The great thing about the global growth of our industry 
is that it gives us options. The infrastructure now going into 
the Asian region is really quite significant, so a lot of thought 
has to be given by those in control of port infrastructure 
planning in other cruise regions, such as Europe.”

The issue is made more pertinent and urgent by the 
increasing deployment of the larger vessels outside their 
traditional Caribbean home, with Oasis and Quantum class 
ships now being sent to Europe and Asia.

“The increase in the average size of ships being deployed 
in European ports needs to be recognised by all cruise ports 
in the region and their infrastructure planning adapted 
accordingly,” says Ashdown.

Dingle points out that, in spite of the cruise line concerns, 
there has been some major investment in European cruise 
port infrastructure over the years; but this not only needs to 
continue but has now to be accelerated, with the opening up 
of alternatives to some of the over-subscribed marquee ports 
a priority.

“Europe is not like the Caribbean, where you can identify 
a new piece of coastline and relatively easily find somewhere 
to put new cruise berths and offer a beach and barbecue-
style destination,” says Dingle. 

“North Americans don’t go to Europe to sit on the beach. 
They go to visit iconic destinations – but the existing 
gateway ports to some of these are reaching capacity. We 
need to make the investments needed to open up more ports 
and destinations.”

Ashdown adds: “Encouraging inbound cruise tourism to 
Europe is top of our agenda, and we are working with the 
EC to achieve this by easing visa restrictions. Our arguments 
are now being heard and, finally, being turned into action.”

CLIA Europe and MSC Cruises Chairman Pierfrancesco 
Vago points out that recent issues of Italian bonds were 
quickly sold out, as the financial world is looking at 
Southern European economies to come back in a strong way. 
“There is now a lot of cash out there, and much of it is going 
to the southern part of Europe.”

But having the finance and spending it wisely and cost-
effectively can be two different things, as cruising’s recent 
history has demonstrated.

RCC VP Commercial and New Business Development 
John Tercek continues to warn against vanity projects 
masquerading as new cruise infrastructure. “I’ve been in this 
business for 16 years, and I’m amazed to find that terminals 
are still being built that don’t follow the simple rule: 
function, function, function, and then form. 

“All cruise lines care about is function, yet there is a new 
terminal just been built in Italy that is beautiful – but will 
never be used because the architect (who won a competition 
to design it) failed to follow that rule. 

“It was the same with Hong Kong’s Kai Tak terminal, on 

which they spent $900 million. It was designed by someone 
who had never created a cruise terminal before. Once again, 
it is very beautiful but not very functional.

“We have now become involved with the running of it, 
and have been using it for things like showcasing the new 
Mercedes and generally getting a lot of mileage out of non-
cruising events. This multi-use approach can be used to 
recoup the investment in expensive terminals, but it is not 
always possible.

“There are only two places where multi-use has really 
worked. One is Québec City, where – recognising the 
seasonality of the cruise traffic – they designed the terminal 
primarily as a convention and small events centre which also 
works as a cruise facility.

“The other is Naples, where part of our mandate when we 
linked with Costa and MSC to operate the terminal was to 
convert the historic building into a convention and events 
centre. The convention activity works well, and also sustains 
the shops and restaurants. It has not been 100% successful 
all the time, but it has not performed at all badly.”

But it is generally better, Tercek says, to go for functionality 
and to keep the original price down – with the conversion 
of existing warehouses one of the most cost-effective and 
successful policies. This has been utilised at the US cruise 
ports of Miami, Port Everglades, Long Beach and Cape 
Liberty, and at Piraeus, Barcelona and Southampton in 
Europe.

He has, though, witnessed much more proactivity by ports 
looking to expand their infrastructure. “Ports are proposing 
things to us much more now,” he says, “but the challenge is 
always financing.” 

But at least the challenge looks that little bit easier to meet 
head-on, now that the EC has – if a little belatedly – become 
a cruise fan. 

Bayley: “The infrastructure 
now going into the Asian region is 
really quite significant, so a lot of 
thought has to be given by those 
in control of port infrastructure 
planning in other cruise regions, 
such as Europe.”
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It’s always the same: train a camera on people, and 
some of those with huge personalities can suddenly 
seem as if they have no personality at all.”

Princess Cruises UK and Europe Managing Director 
Paul Ludlow was speaking about the brand’s recent 
experience of being the subject of a behind-the-scenes TV 
documentary. But his description of the way the camera 
loves some people and not others applies equally well 
to the whole cruise industry. Which is why it has a very 
chequered history when it comes to its portrayal in the 
broadcast media.

North American industry veterans will always point to 
‘The Love Boat’ as a key factor in cruising’s breakthrough 
into the mainstream vacation market in the 1980s. But 
that exceptionally soapy US soap opera was pure fiction 
– a fantasy about the romance of cruising. It has been 
a different story when it comes to factual programmes, 
whether genuine documentaries or the increasingly popular 
reality shows or docu-soap genre.

Allowing the cameras onboard has proved a dangerous 
business, with no guarantee of a happy ending – at least 
not for the cruise line concerned, and that usually means 
for the wider cruise industry, too.

But the temptation is huge, because cruising remains well 
below the radar when it comes to mainstream TV coverage; 
and any chance to display the product to a vast new 
audience has to be considered.

This is especially so for a brand struggling to make itself 
heard above the noise of its larger rivals. This is why 
Norwegian Cruise Line allowed CNBC onboard Norwegian 
Pearl in 2009 to make ‘Big Money on the High Seas’: a 
programme about the economics of cruising. Then, in 
2011, CEO Kevin Sheehan played along with the then-
new ‘Undercover Boss’ TV concept in front of a primetime 
audience of 12 million.

“We can be overwhelmed by the marketing activities of 
our two big rivals, so we have to find other ways to make 
an impression,” he says. “Doing ‘Undercover Boss’ made the 
broader community look at cruising in a very different way; 
and every time it airs, we see a bookings boost. 

Small 
screen, 
big risk?
A cursory glance at camera shots 
of fans at the World Cup in Brazil 
proves just how much people seem 
to love being on TV. But, asks Tony 
Peisley, should cruise companies be 
so easily seduced by their chance of 
15 minutes of fame?

Adam Goldstein Kevin Sheehan

Paul Ludlow Stein Kruse
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“If we continue to promote cruising just in the same old 
ways, we will not grow. We have to do new things to attract 
people who have never put their eyeballs on this industry.” 

With the proliferation of channels, there is certainly no 
shortage of offers from production houses looking for new 
content to sell both to the networks and also to the niche 
media outlets. Royal Caribbean Cruises President and COO 
Adam Goldstein says: “We receive many proposals, and 
there is an amazing variety of ideas that people come up 
with in terms of content and also in the media channel to 
be used.

“But, in the great majority of cases, we have not been 
able to gain the level of confidence about how our brand 
is going to be depicted to persuade us to go forward with 
them. There is usually an inherent conflict between what 
directors and TV channels want to do to ensure high 
ratings and the way we want our product displayed to the 
public. 

“Occasionally we may be willing to support a project, 
but most of the time we find that we cannot trust that 
it will prove to be a win for us as well as for them. This 
is, though, a decision usually devolved to the individual 
brands, as they know their own media and markets best.”

Holland America Line Vice President Public Relations 
Sally Andrews says: “There is always the question of finding 
that right balance. If you want the TV coverage for free, 
you have to give up all editorial control – and we are not 
usually willing to do that.” 

Holland America Group CEO Stein Kruse says: “Whether 
it is a documentary, a reality show or just being used as 
the backdrop to some kind of game show, it can work very 
effectively for us – but only if it is done properly, with us 
having some level of control.

“We tend to think everyone knows all about cruising, 
because we do. But, even in sophisticated markets like the 
US and the UK, there is still low awareness, particularly of 
the wide array of different products out there and of the 
exciting new features on today’s cruise ships. 

“Not having all of that exposed to a wider audience would 
hold us back, so HAL was recently featured in a couple 
of Dutch TV shows, and also in one for the Australian 
market.”

And – now brought within the Holland America 
Group – Princess has just been the subject of a four-
part documentary series (‘The Cruise Ship’) shown on a 
leading UK TV network – ITV. Kruse says that this may 
be shown in the US, too, after the initial UK response was 
encouraging.

“The first episode in July attracted 3.1 million viewers, 
which was 16% of the audience share for that time of 
night,” says Ludlow. “There will also be more who will have 
watched it later through the various on-demand facilities.

“In the first 48 hours after it went out more than 1,000 
tweets were sent to ‘The Cruise Ship’ hashtag created by 
ITV and, through people sharing those tweets, they reached 
1.2 million others. We don’t know how many of those were 
already in the original 3.1 million, but there will certainly 
have been some additional people involved.

“One of the reasons it got so many viewers and that kind 
of response is that it is not a Princess Cruises programme 

in the MTV style, and it does not have the feel of an advert. 
It is a glimpse into what the crew experience is like, but 
one which also shows a lot of different passengers enjoying 
their cruise.

“The idea was always to focus on the hard-working staff, 
as passengers rarely get to see what happens behind the 
scenes. At the core of it all was the creation of a show to 
make people smile and share their primetime experience.

“The crew stories developed over the four episodes, 
so viewers became interested enough to stay with the 
programme to see how they ended.”

Unlike other so-called reality shows, it was not story-
boarded with fake scenarios set up in advance of the eight 
weeks spent filming while the ship (Royal Princess) left 
the Mediterranean, crossed the Atlantic and began its 
Caribbean programme.

“All our passengers were asked whether they wanted to be 
filmed and only hand-raisers were included,” notes Ludlow. 
“We also insisted that all filming was very discreet, and did 
not disrupt the normal cruise experience. 

“Only about six TV crew were onboard at any one time, 
and they were escorted by our people to areas of the ship 
which passengers would not normally be allowed to visit.

“We understood the kind of shots they were looking for, 
and we decided whether we would allow them to take 
them. But, once the camera started rolling, we only had 
editorial control over any factual inaccuracies. 

“We recognised that – in order to make it authentically 
real-life – the production company needed overall editorial 
control. So the programme included passengers saying 
great things about the cruise, and also some not-so-great 
things. 

Sheehan: “If we continue to 
promote cruising just in the same 
old ways, we will not grow.”
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“That was OK with us, because we are very confident in 
our product. We recognise that one of the hardest things 
when marketing cruises is conveying what that product is 
actually like, so we thought this would be a great way of 
achieving that.

“Like other cruise lines, we see many TV offers come 
through our door. We reject most of them because of who 
the audience would be for what is being suggested. 

“We have a pretty good idea of our audience 
demographic, and therefore of the media they consume 
and when they consume it. So, if the proposal is for a 
particular channel or time of day that does not suit our 
audience, we would not go for it. ‘The Cruise Ship’ came 
about after conversations between one of our PR companies 
and Pulse Productions, which was keen on making a show 
for a family audience in primetime on one of the terrestrial 
channels. 

“We checked out Pulse’s pedigree, particularly its previous 
TV documentaries. But the key was that the company had 
a great relationship with the networks. Pulse pitched the 
show idea to them, and there was some general interest 
before we decided to go with ITV, as their concept was the 
closest to the original.

“There was never any guarantee as to what slot the show 
would be given, so the fact that we ended up between two 
episodes of ‘Coronation Street’ (the UK’s leading evening 
soap) on a Friday was absolutely incredible. Especially as 
ITV ran a promo for ‘The Cruise Ship’ in the ad break of 
the first ‘Coronation Street’.”

The whole process, from Pulse’s idea being pitched to 
Princess through to the programme being broadcast, took 
just over a year.

“In the end, this is not our programme,” says Ludlow. “We 
are in it, but we don’t own the rights and can’t use it for 
our own promotions.

“But there are many spin-offs, such as the programme 
being previewed and reviewed in publications where 
cruising would not normally be featured – from the Radio 
Times listing magazine to a range of women’s weekly 
journals. So, from a raised awareness point of view, it has 
already proved a success.

“Also, all the key members of crew featured on the 
programme now have their own Twitter accounts where 
they answer viewers’ questions about themselves and life 
onboard. 

“We were already very active in social media. As for any 
holiday company, it is especially important as a powerful 
medium for people to share photos with their friends.”

That power can, of course, work both ways – as various 
cruise brands have found when there have been incidents 
onboard their ships.

TV also retains great power to influence public opinion. 
Even if individual programme audiences may be lower than 
in TV’s heyday, numbers can – as was the case with ‘The 
Cruise Ship’ – be extended exponentially through social 
media. If viewers’ opinions are positive, this is a clearly a 
bonus; if they are negative, it could be a disaster.

The last TV docu-soap called ‘The Cruise Ship’ was 
broadcast in 2002, when Island Cruises (now part of 

Thomson Cruises) made the unwise decision to allow 
a TV crew to follow the progress of Island Escape on 
its inaugural cruise programme following a major refit. 
Plumbing and other post-refit issues meant the brand spent 
subsequent years trying to live down the ‘cruise from hell’ 
headlines.

Further back, Celebrity Cruises was the subject of another 
behind-the-scenes programme called ‘The Cruise’ which 
aired in 1998. This programme made an unlikely star 
of one of the entertainers but – although the argument 
continues as to whether it added or lost bookings for the 
brand – no-one could seriously argue that it did anything 
to dispel the enduring negative myths and preconceptions 
about cruising.

This was not because the programme itself was negative 
about cruising, but because it concentrated on the cliché 
elements of entertainers with delusions of grandeur and 
eccentric passengers who do nothing but eat all day.

Even a worthy BBC TV programme based on the life of 
the chaplain on board a Fred. Olsen Cruise Lines ship last 
year effectively undermined every recent attempt by the 
cruise sector to advertise itself as a family vacation full of 
exciting activities and amazing wow factors.

So the message to cruise brands has to be: when the TV 
people come bearing gifts of primetime exposure, it still 
pays to take a step back, review the whole situation and – 
in 99% of cases – say “Thanks, but no thanks.” 

Ludlow: “We recognise that 
one of the hardest things when 
marketing cruises is conveying 
what that product is actually like.”
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In a former life I was a scriptwriter for a UK TV travel 
show, and one of the presenters I wrote for was a 
woman who – suffering from multiple sclerosis – was 
intermittently wheelchair bound.

Looking back, I suspect there was initially some tokenism 
involved in the TV company’s engagement of a ‘disabled’ 
presenter. But not for long, as the responses to her 
contributions were among the strongest the programme 
ever received from its weekly 20 million audience. 

We all realised then just how important accessible 
holidays were to people with mobility problems. This was 
the 1990s, and the travel industry was only then waking up 
to the same conclusion – and the marketing opportunity.

But working with that presenter I also quickly learned 
that this whole area was a minefield of prejudices – on 
both sides. For, although she was involved in disabled 
lobby groups herself, she was by no means popular with 
all of their members. On the TV shows she would pull no 
punches when she saw provisions being made for disabled 
travellers which she believed were inadequate – often 
hopelessly so. 

But equally she believed that logistics and plain common 
sense dictated that travel could never be made quite as 
universally accessible as some of the most fervent lobbyists 
believed should be the case. And she had no hesitation 
in saying so – only to be quite viciously abused for her 

Putting crew 
safety first 
By Tony Peisley  
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views by some of the more extreme advocates for disabled 
travellers.  

Fortunately this was a time long before social media 
had emerged. Otherwise it is quite scary to imagine what 
treatment today’s cowardly trolls would have meted out 
to her.

A recent incident on a cruise reminded me of her and of 
the battles she fought with both travel providers and her 
more hysterical critics. We were tendering into the port of 
Amalfi. The weather and the sea could not have been calmer, 
so it should have been a simple, virtually risk-free experience 
for passengers and, equally importantly, the crew.

But I was not allowing for that curse of today’s cruise 
experience, the mobility scooter, something now driven by 
more than a third of a million people in the UK alone. One 
of my fellow passengers was bringing his scooter with him 
for the coach tour we were taking to Ravenna. 

Now I have no idea of the exact level of his mobility 
problem and, although I suspect we have all seen any 
number of scooter-owners whose level is as close to zero 
as makes no difference, it does not really matter. The point 
is that there are some circumstances when other people’s 
safety should take precedence over a traveller’s convenience 
and accessibility ‘rights’.

For what the rest of us all witnessed with varying degrees 
of alarm was the sight of the tender’s young crew – most 
from Asia and relatively diminutive in stature – struggling 
to shift this huge, heavy, awkward vehicle on and off. 
Several times we all winced as they seemed on the point of 
toppling over and into that so-dangerous area between the 
jetty and the tender. 

I doubt there is any training in the world that can 
remove the risk from such a manoeuvre, and it was just 
a combination of their determination, luck and the fact 
that it was dead calm that prevented an accident on this 
occasion. Frankly, cruise ship crew members have hard 
enough jobs as it is without adding this unquantifiable and 
unnecessary risk. 

In my experience, disabled travellers are treated with 
greater care by cruise staff than those working in any other 
part of the travel industry.  

But there is a whole world of difference between shifting 
a wheelchair – especially the increasingly lightweight 
collapsible models now available – and trying to lift one of 
these machines, which look like a cross between something 
used for motorsport and a gizmo in a Bond movie.

I would like to think that, if the weather had been less 
clement, this particular passenger might have thought twice 
about taking the scooter ashore – but I’m afraid I rather 
doubt it. Especially as, when we finally reached Ravenna, 
he let fly with a volley of complaints at the lack of access 
at the historical garden site we visited (despite the fact 
that this had been pointed out in the descriptions of the 
complimentary tour).

I remember the furore caused by the understandable 
move by P&O Cruises last year to insist that passengers 
wanting to bring their scooters had to book a larger cabin 
or suite, so that the scooter could be left in there and not 
in the corridor – which would be a clear safety breach, 
endangering fellow passengers and crew.

“Cruise ship crew members have 
hard enough jobs as it is without 
adding this unquantifiable and 
unnecessary risk.”

It was right that P&O had moved fast to address this 
issue and, although I am well aware of the negative 
PR implications of taking a more robust view on the 
desirability of having mobility scooters at sea at all, at the 
very least they should be banned from tender transfers.

But, on this as on so many issues regarding passenger 
safety, the cruise companies should have a unified policy 
which puts the safety of their crew first and foremost. 



C
ru

is
e
 I
n

si
g

h
t 

A
u

tu
m

n
 2

0
14

40

If you think TV shopping channel QVC is all about 
gaudily dressed daytime TV presenters selling low-
priced gizmos to bored housewives, it could well be 
time to think again.

The multi-channel TV retailer (whose initials stand for 
Quality, Value, Convenience) recently came very high on 
a list of Britain’s Most Trusted Brands, based on a survey 
by analyst Nunwood. So high, in fact, that QVC pipped 
Amazon by two places and came second only to iconic 
UK brand John Lewis when British consumers were asked 
which brands they had most faith in. 

That was high praise indeed and a sign, according to 
Nunwood Director David Conway, that when times are 
tough we tend to trust home-grown brands the most. 
Which is why – in this UK-oriented study – seven of the 
top ten most trusted brands were British success stories 
(other contenders included First Direct Bank, Virgin 
Atlantic, Marks & Spencer, Lush and Ocado).

“The idea that in difficult times there is a flight to trust is 
seen widely in our study,” says Conway. “There is a sense 
of British people sticking with British brands in times of 
difficulty, as those which did particularly well in the survey 
all combine delivery of a good experience with a strong 
British heritage.

“There is an almost romantic appeal to the idea of British 
entrepreneurs driving British businesses, and making a 
success of them.” 

Clearly one type of enterprise leads to another, for UK-
based specialist agency Imagine Cruising has now linked 
with QVC UK to sell cruises onscreen for the first time in 
the channel’s 20-year history. The cruise retailer piloted its 
idea with four cruise programmes aired in May 2014, each 
featuring three cruise-and-stay packages.

On the first programme, which went out on 6 May, 
these included a 15-night Hawaii cruise onboard Princess 
Cruises’ Grand Princess combined with a three-night stay at 
The Bellagio Hotel in Las Vegas. It was priced from £1,999 
for a November 2014 departure. 

The programme’s second offer promoted the first leg of 
Cunard Line’s January 2015 world cruise onboard Queen 
Mary 2 – a 20-night Southampton to Dubai sailing which was 
combined with a two-night stay at Dubai’s Jumeirah Beach 
Hotel and priced from £2,299 pp sharing a balcony cabin. 

The third offering was a 14-night Mediterranean cruise 
on P&O Cruises’ Ventura, priced from £1,449 pp including 
two nights in Venice, a UK airport hotel stay and parking.

Imagine Cruising Sales and Marketing Director Natalie 
Legg says response to QVC’s new product range exceeded 

Quality, Value – 
and Cruising?
Shopping channel QVC is moving upmarket to sell cruises – or is it? Maria 
Harding checks out the potential of the cruise industry’s latest showcase.

Bernard Carter Francis Riley Giles Hawke Graham Sadler Jo Rzymowska Natalie Legg
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expectations, and that developing such a powerful route to 
market has been worth the 18 months she and Managing 
Director Robin Deller invested in developing the project.

Having previously worked with Sky Travel to promote 
Deller’s former business, FastTrack Holidays (now owned 
by Virgin), both were aware of the sales potential of 
teleshopping. But QVC, which claims to reach 26 million 
UK households, is in a different ballpark. 

“For the holiday market as a whole, QVC delivers a 
perfect core audience of viewers who are mainly female, 
aged 45-plus and either retired or able to take time out 

from their jobs,” Legg says. “But the biggest advantage for 
us is that it offers great access to people who have never 
tried cruising before; of the bookings we collected in May, 
20% came from first-time cruisers.” 

Many also came from high spenders prepared to splash 
out on pricey extras once they feel they’ve secured a 
good basic deal. Of those who booked cruises featured in 
Imagine’s pilot shows, Legg reports that a whopping 70% 
adjusted their core package either by upgrading to higher 
quality accommodation or adding other land arrangements. 

“A key element was that viewer calls came straight to our 
call centre, not QVC’s, so they were dealt with by people 
who knew their stuff on travel and could spend plenty of 
time considering what the client wanted and discussing 
various options,” she says. 

“Our approach is to take a basic package and add 
whatever the client wants – we don’t put people in a 
‘one size fits all’ box but dynamically package a range of 
travel components to suit individual tastes. Our USP is to 
understand that travellers – particularly on long haul trips 
– don’t want to feel constrained. 

Philip Ordever

QVC presenter Dale Franklin and Image Cruising 
expert Sabrina Badham
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“Our call centre staff spend as much time as is needed – 
on average an hour and a half – on the phone, establishing 
what will and will not be suitable for a particular 
customer.”

That approach clearly paid off with QVC’s newly cruise-
hungry viewers. Legg reports that the average spend on her 
company’s May 2014 cruise offers was £2,500, with one 
woman travelling alone splashing out a staggering £10,000 
on her arrangements. 

“QVC provides a good path to market for our entire 
product range,” says Legg. “We’re still quantifying the value 
of our QVC link-up compared to other marketing activities 
like national press and Internet advertising, but our initial 
experience has been that it’s great for delivering good 
customers who want high-quality holidays. So don’t think 
about QVC with prejudices; you’ll be wrong.”

The success of the initial cruise shows – which featured 
offers from Holland America Line as well as P&O, Cunard 
and Princess Cruises – provided a useful benchmark to 
what kind of product would most appeal to a broadly 
based UK audience. 

“The May launch was very experimental, and we were 
learning all the time,” says Legg. “We tried different price 
points, different times of day and cruise departures at 
different times of year. And when choosing which products 
to feature we looked closely at what we were booking, and 
what customers were searching for online.”

One key point on the learning curve was finding the most 
effective time of day to broadcast. “We discovered that 
evening slots weren’t as successful as mid-afternoon, as you’re 
competing for audience attention with the soap operas,” Legg 
notes. “Prime time for reaching an audience of largely retired 
female decision makers is between 4 and 6pm.”

Exciting the viewers with ‘once-in-a-lifetime’ add-
on experiences was also important. “As well as cruise 

companies we’re working with airlines, hotels and other 
travel partners to put some great packages together. No-one 
will know where the discounts are, or who’s giving them; 
but they’re very attractive to viewers who are looking for 
extra value.” 

Legg adds that it is ‘bucket list’ experiences – like African 
safaris, trips on the Venice Simplon Orient Express or even 
(in the case of the Cunard offer) an extravagant high tea at 
Dubai’s famous Burj Khalifa hotel – which pull in the most 
bookings.

“People want to be ‘wowed’, and the Burj Khalifa scores 
highly on this in that it’s currently the world’s tallest 
building,” she says. “It’s also famous with film fans, as Tom 
Cruise’s character scaled it in one of the Mission Impossible 
movies” 

Tom Cruise’s daredevil climb might have been faked, but 
the effect such imaginative packaging had on Imagine’s 

Legg: “Evening slots weren’t 
as successful as mid-afternoon, 
as you’re competing for audience 
attention with the soap operas.”

The programme’s first offer was a 15-night Hawaii cruise onboard Princess Cruises’ Grand 
Princess combined with a three-night stay at The Bellagio Hotel in Las Vegas.
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QVC cruise sales is very real. And in this case it made the 
Cunard offer the best-seller of all those featured in the 
inaugural cruise shows.

“We had more than 50% of capacity on that leg of the 
Cunard world cruise, and it’s sold fantastically well,” says 
Legg. “Three to five times more than other offers.”

Second best performer of the pilot season was a 22-night 
Princess Cruises sailing around the Caribbean, combined 
with a beach stay at the Ritz Carlton in Fort Lauderdale. 
Otherwise, sales varied from ten to more than 50 cruises 
per item featured, but a key factor was that add-on options 
featured what Legg calls a “named premium experience” 
– in other words, one including a specific hotel, a notably 
spectacular safari lodge or a famous train. 

“We also offer extras like limousine transfer options to 
make the experience really exceptional, and feature hotels 
like Raffles in Singapore, or the Bellagio in Las Vegas – 
where scenes from Ocean’s Eleven were filmed,” she says. 
“TV is a great medium for bringing travel to life; on TV 
these hotels look fantastic”.

Sadly, the same cannot be said of some film footage 
supplied by the cruise industry. “I am shocked that much 
cruise industry footage is so poor,” says Legg. “QVC insists 
on high definition material, and much of what we had 
simply wasn’t up to scratch.

“The footage of Grand Princess was great, as the ship was 

newly launched, but – as (Carnival Corp CEO) Arnold 
Donald has said – the cruise industry has not done enough 
to drive demand for all the new ships coming out. It’s vital 
that it really promotes the onboard experience.” 

Imagine Cruising works with cruise and travel industry 
partners to get better quality footage by sending QVC 
film crews and presenters out on location. “People love 
to watch travel programmes, and presenting the right 
footage is a great platform for a cruise brand – as is the 
recommendation of a trusted presenter,” maintains Legg. 

Another advantage for travel companies hosting QVC 
crews is that they can negotiate to use the footage in their 
own promotional material, provided it does not feature a 
QVC presenter. This is usually not the case with network 
channels.

“It’s about talking to new customers, and wooing them 
with fabulous travel packages at good prices which they 
can see in detail and get excited about.” 

And – surprisingly for those who view QVC as a ‘pile it 
high, sell it cheap’ operation – Legg adds that price is far 
from the main issue. “QVC customers like time to plan and 
to discuss those plans with family and friends; they’re not 
looking for last-minute knockdown deals,” she says.

Now, after successfully piloting its QVC concept, Imagine 
is planning future content – and with Luxury operators 
Seabourn Cruises and Crystal Cruises now coming 

The programme’s second offer promoted the first leg of Cunard Line’s January 2015 
world cruise onboard Queen Mary 2 – a 20-night Southampton to Dubai sailing which was 
combined with a two-night stay at Dubai’s Jumeirah Beach Hotel.
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onboard, the company is welcoming more partners in the 
venture. 

From what senior cruise industry executives are saying, 
there could be plenty willing to join them. “Imagine is an 
important partner for Crystal, and if it can spread the word 
to more UK holidaymakers regarding the value of cruising 
– and specifically six-star, all-inclusive cruising – then we 
will be very happy,” says Crystal Cruises International Sales 
and Marketing VP Philip Ordever. 

Graham Sadler, UK Managing Director of another Luxury 
brand, Regent Seven Seas Cruises, is also enthusiastic – 
though with a few caveats. “I think it’s good to explore any 
medium which exposes cruising more widely, but it’s very 
important to articulate what’s different about a particular 
brand rather than to sell on price,” he says. “Cruise lines 
which make price the key issue are creating a problem for 
themselves.” 

Will RSSC products be sold through QVC? Not in the 
foreseeable future, thinks Sadler. “We’re not sure it’s a 
medium that matches our brand,” he says. “It’s a question 
of demographics rather than numbers; we feel we need 
to be seen where our core audience is, so up-market UK 
publications like The Daily Telegraph, Waitrose Magazine 
and The Oldie and closed user databases like Secret 
Escapes and Viva Voyages are more appropriate for us than 
QVC at the moment.”

Bernard Carter, UK Managing Director of RSSC’s 
Premium-Plus sister brand Oceania Cruises, is equally 
cautious. “Customers recognise and are loyal to brands 
and, if you simply fight on price, your brand disappears. 

So we’re watching the QVC initiative with interest, but we 
won’t be in until it becomes more established,” he says.

“We’re seeing quite a few TV-based activities from major 
cruise agencies now, and they can be very effective. But TV 
has a life of its own, needs a specific team to manage it, 
and in my opinion doesn’t beat direct mail for high-quality 
delivery.”

That said, Carter does appreciate the potential of QVC-
based marketing. “Apple developed the iPad in the 1990s, 
but launched the iPhone first – and only brought out a 
bigger screen once it had created the right level of demand. 
I think there are parallels with that here,” he says. 

“Once QVC has been proven to develop an audience 
interested in cruise and seeking diversity of product, it will 
be a very viable outlet. So we are watching that space.” 

With a greater quantity of cabins to fill, mass-market 
cruise lines are, understandably, interested in earlier 
engagement with the Imagine/QVC initiative. “We work 
with Imagine a lot, and are very interested in any new route 
to market – providing it enables us to differentiate our 
products from the rest,” says Norwegian Cruise Line VP 
and General Manager International Francis Riley. 

“TV is a fantastic medium for reaching and educating 
people who may only just have started considering a cruise, 
so this is an interesting opportunity as it helps differentiate 
cruising from a land-based holiday, And it talks about 
destinations, which is crucial – as destination is the 
number one driver of holiday decisions.” 

That said, Riley admits to having had some doubts when 
he first heard of the QVC tie-in. “I feel reassured by QVC’s 

The programme’s third offering was a 14-night Mediterranean cruise on 
P&O Cruises’ Ventura including two nights in Venice.
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high rating in that ‘Most Trusted British Brands’ survey, as 
without it I would have been a bit concerned about the 
channel being too down-market for cruising,” he says. “But, 
if QVC can deliver exposure to 26 million UK households, 
obviously they are not all going to be in one demographic. 

“The key issue for us is that we can portray the 
high onboard quality of today’s cruise ships and the 
extraordinary experiences cruising can offer, so that price 
becomes the end point. 

“We have the high-quality footage required to do this, and 
we are now talking to Imagine about getting involved in the 
next phase of the project.” 

Celebrity Cruises UK and Ireland Managing Director 
Jo Rzymowska is also watching the QVC initiative with 
interest, but does not feel it is right just yet for RCC’s 
premium-rated big ship brand. 

“Our sales and marketing approach is to offer our cruise 
holidays through channels which our target customers 
already use to spend money,” she says. “Currently, Celebrity 
Cruises’ customers are not regular spenders on home 
shopping TV channels, and therefore this is not a market 
for our brand. 

“However we are always interested in new ways to reach 
potential cruisers; and for people considering a cruise for 
the first time, being able to see what’s on offer in terms of 
the accommodation, restaurants and entertainment is a 
really important part of the research process.

“On-screen footage is a great way to showcase cruising 
to a wide audience, and we are watching how the Imagine 
Cruising and QVC partnership develops. It is a clever 
marketing opportunity for the right cruise line.”

One of those ‘right’ cruise lines could be Italian-
owned MSC Cruises. Executive Director (UK, Ireland 
and Australia) Giles Hawke views the QVC project with 
enthusiasm.  “I think it’s a good thing,” he says. “We have 
seen a couple of agencies sell very successfully through 
TV, and appreciate the advantages of presenting the cruise 
concept in a very visual way.

“QVC will open up a whole new market for cruising, and 
bring in customers who are already dedicated shoppers 
– but completely new to cruising. That’s got to be a good 
thing, as it’s all too easy for travel sellers to copy one 
another and all end up appearing in the same places. 

“Some cruise brands may be precious about what 
newspaper they appear in and won’t, for example, be 
seen in a down-market tabloid. But, if the customer can 
afford your product and it’s being properly presented and 
correctly sold, what’s the problem? “ 

Hawke argues that far from encouraging buyers to 
concentrate on price, the new QVC link could do just the 
opposite. “The more travel agencies compete head-to-head 
in an overcrowded marketplace, the more cruise prices 
fall. So, by finding a different channel, specialist agents 
with initiative are able to differentiate products and sell on 
things other than price.

“On TV clients can see exactly what they’ll get for their 
money. But you have to be sure about getting it right in 
terms of the most suitable imagery, prices and presenters.” 

Even so, selling cruising through traditional TV channels 
can be challenging, says Hawke. “Your product might 

be advertised during a programme you’d rather not be 
associated with; or your ad could be missed because 
viewers have fast-forwarded through it, or nipped out to 
make some tea.

“A specialist channel like QVC has the big advantage of 
being able to deliver an audience who watch because they 
are willing to spend money. I think this could be a great 
success, and it won’t surprise me to see other travel sellers 
trying to occupy that space.”

They may well want to, but Legg says rival agencies trying 
to muscle in on her company’s relationship with QVC will 
have a hard job. 

“The fact that it’s taken Imagine Cruising two years to get 
on QVC means it won’t be easy for competitors to do the 
same thing,” she says. “They can use other TV channels 
to sell cruises, but when we tried that route we found the 
production costs outweighed the value in terms of airtime.

“QVC is a very different proposition. Its audience is 
two to five times larger than the competition’s, and its 
programmes are very professionally produced. This is 
not about saying ‘Cruises for £599.’ It’s an investment in 
a high-quality and potentially international showcase for 
cruise and travel products.”

Content for upcoming programmes is now being 
finalised, but Alaska cruising, luxury cruising and river 
cruises are all on the agenda – and there is the possibility, 
says Legg, of a regular QVC slot answering viewers’ 
questions about cruising.

“Essentially we have the expertise to package attractive 
cruise-and-stay products, and QVC’s production teams 
have the expertise to present them at their best. It’s a 
perfect marriage.”

So stay tuned…

Hawke: “By finding a different 
channel, specialist agents with 
initiative are able to differentiate 
products and sell on things other 
than price.”
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As Canada New England (CNE) continues in 
its desire to extend the cruise season beyond 
the fall by attracting a wider demographic and 
improving its port and shore excursion offering, 

cruise line executives provided insight into what impacts 
the region in these competitive times. 

Holland America Line (HAL) CEO Stein Kruse said in 
a video clip: “CNE will always be competing with other 
areas. As the industry tends to follow the sun, it will 
probably never be a significant part of winter cruising; but 
during the summer it will be competing with Alaska and 
others.”

Princess Cruises Director Shore Operations Americas Tom 
Anderson commented: “Certainly it makes sense to expand 
into the summer and spring, but there is no silver bullet. It 
is not going to be a slam dunk. We need to work towards 
the end game. It will happen, but it will take time.”

Commenting that the rating of ports in the region is 
“fairly high”, HAL Deployment & Itinerary Planning 
Director Simon Douwes urged ports to consider costs. 
He pointed out that HAL, like many others, looks at and 
questions the costs in every port its ships visit. “Ports often 
don’t realise they are losing calls because of costs,” he said. 
Referring to the Emissions Control Area 0.1% sulphur limit 
coming in next year, he said that the number of calls will 

not decrease in this part of the world as the ships will be 
equipped with scrubbers. 

Also commenting on costs, Royal Caribbean Cruises 
(RCC) Senior Manager Deployment & Itinerary Planning 
Marc Miller pointed out the old maxim that ‘location, 
location, location’ is key. Homeports that are close to transit 
ports result in reduced transit times, and hence reduced 
fuel consumption and cost. “If it is a good location and a 
good guest experience, that is great; but if not [it is a matter 
of] how easy is it to do business.”

He suggested that ports consider discounts and incentives 
during the summer to lure more calls. Indeed Portland, 
Maine, has already instigated such a system, and with some 
success: Norwegian Gem is making an additional two calls 
in June.

Shore excursions were discussed in detail. Crystal Cruises 
President and COO Edie Rodriguez commented in a video 
clip: “The visible beauty [in CNE] is an enormous strength. 
There is a tremendous opportunity for suppliers to work 
with the cruise lines to make sure they are doing the best 
for the cruise guests.”

Emilio Freeman, then RCC Brand Operations & 
Destination Delivery Director Global Tour Operations, 
recommended “thinking outside the box” when it comes 
to shore excursions. For example the company is testing 

The complexities of 
extending the season 
Sue Parker reports from the most recent Cruise Canada New England 2014 
symposium in Corner Brook Newfoundland where cruise line executives 
and port representatives gathered to discuss the realities of the increasingly 
global cruise world.

Edie Rodriguez Emilio Freeman Lily Urrutia Lisa Jensen Marc Miller Michael 
Vanderbeek
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tours on a smart device in Turkey and Italy. In Ephesus 
passengers can view what it looked like 2000 years ago, 
and in Italy a self-guided tour is being explored with which 
passengers can get information on various sites as they 
walk through a city. The company is also exploring putting 
Wi-Fi on buses for long return journeys back to the ship so 
passengers can upload photographs, stay in touch, etc. 

Embracing technology is key, Freeman said; otherwise 
there is a danger of ending up like Blackberry. About 40% 
of passengers don’t take tours, so the company is keen to 
capture some of that market – perhaps with one of these 
new devices. The company is looking for authenticity and 
customisation, and was not the only one to say that tours 
need to be tailored to the brand in question – even if it is a 
simple tweak. “We cruise globally, but we need you to help 
us think locally,” he said.

Miller too encouraged destinations to “know your 
customers, develop relationships with key stakeholders, 
innovate tours and products, and invest in the future”.

Norwegian Cruise Line Product Development Manager 
Shore Excursions Lily Urrutia suggested that tour operators 
should put themselves in the shoes of visiting passengers. 
“If it was your vacation, what would you like to do? 
Think like a tourist.” She said there is no need to reinvent 
the wheel, but just to focus on what makes a particular 
place different. “Create something that they cannot buy. 
Something they can boast to their friends about when they 
get home.” She also advised going online to Norwegian’s 
website to get shore excursion feedback. RCCL is also 
developing a website whereby passengers can rate tours 
taken.

One of the challenges Norwegian faces is in getting 
German-speaking guides for this growing market. “In 
New England we struggle. You need to work on it, as it is 
going to get bigger. Also Asians. Not yet, so much, but it 
is growing and it is coming.” She also added a plea that if 
groups go to the destination directly to book tours, they 
should liaise with the cruise line.

Princess Cruises Shore Operations Manager Caribbean, 
Atlantic & Mexico Lisa Jensen advised that “title, price and 
pictures are what the passengers focus on when looking at 
shore excursions” and added “First impression is key.” She 
explained that Princess says ‘no’ to me-too tours (those too 
similar), anything too niche (as too few people are catered 
for) and when the risk management department is unhappy 
about safety, etc. 

It says ‘yes’ to tours which fit nicely into the programme, 
where insurance is provided gangway to gangway, when 
the quality is an extension of the passenger experience 
onboard, and which offer variety. She offered up the idea 

of searching websites in other parts of the world for shore 
excursion ideas.

Jensen noted that whereas pre-recession passengers were 
booking one to two tours a day, now it’s more likely to 
be one to two per trip. Now there is a higher expectation 
level from tours, and also a greater demand for the unique, 
smaller, more expensive tours; but she advised that for 
these “You have to show that value is evident, for example 
luxury throughout from the car to the lunch.”

Little things can make a difference too: giving out a 
cookery card at the end of a lesson, for example. Immersive 
tours are becoming more popular too, for example going 
on a lobster boat in Bar Harbor and learning all about the 
business. 

Princess colleague Anderson commented that the more 
tour product there is, the better; but it needs to be “new, 
dynamic and experiential”, citing Saguenay as a good 
example.

A great proponent of this is Parks Canada. Visitor 
Experience Product Development Officer III/military 
animation specialist Robin Martin said: “People should 

Jensen: “Title, price and 
pictures are what the passengers 
focus on when looking at shore 
excursions – and first impression 
is key.

Montreal during foliage season
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experience or do something to get a far greater appreciation 
of what they are seeing. Immersive programmes are very, 
very popular.”

On a recent Adventure Canada expedition cruise of 
Newfoundland & Labrador, there were plenty of examples 
of this Parks Canada ethos. From a guided walk of Gros 
Morne National Park UNESCO World Heritage site; 
to chatting to descendants of the Vikings at L’Anse aux 
Meadows, an 11th century settlement and the site of 
the earliest known European presence on the American 
continent; to spending a day with the Royal Newfoundland 
Regiment in WW1 uniform – including trying on a gas 
mask – to experience how the soldiers lived and worked 
while training for the front.

From the port side, Massport Boston’s recently appointed 
Deputy Port Director, Sales & Marketing Michael 
Vanderbeek is only too aware of how many people benefit 
from cruise activity – and is keen to help it grow. “We want 
to offer a best-in-class passenger experience, both in the 
port and landside,” he said. “When it comes to check-in 
the philosophy is that they “almost forget the terminal, as it 
was effortless”. 

As far as the CNE alliance is concerned he recognises 
only too well that New York and Boston are the southern 
anchors to itineraries, and that “We won’t be successful 
without the other ports, so we have to market [ourselves] 
as a team.”

That team includes Cruise the St Lawrence. Executive 
Director Rene Trepanier flagged up an opportunity he sees 
of developing pre-cruise and post-cruise stays in Montreal 
and Quebec, in collaboration with the cruise lines. “Seventy 

Martin: “Immersive 
programmes are very, very 
popular.”

percent of passengers joining in Montreal plan to spend 
two nights in four-star hotels,” he commented. Massport 
Boston’s Vanderbeek also sees packaging a ten-day itinerary 
with a pre/post package for international visitors as an 
opportunity. 

Freeman commented: “We believe pre and post is a 
great opportunity for us. We just need to create the right 
sort of programme that will appeal and work for us. But I 
agree that there is a lot of money being left on the table.” 
And Norwegian’s Urrutia said: “We do offer them; but it is 
harder than it was before the Internet.”

On a final but very important note, developing markets 
and passenger awareness of the region is key. “We used to 
have sky-high yields before the recession, but now we have 
to look at ways of improving yields,” commented HAL’s 
Douwes. “We have dramatically increased capacity in this 
area of the world. The most important thing is to increase 
marketing of the region. How can we increase capacity 
without yield? How do we increase the market here?” 

Ten mile pond in Gros Morne National Park, 
Newfoundland, Canada
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Nassau, Bahamas retains its ranking as the most popular transit port of 
call with a 6% increase in passenger numbers to 3.6 million in 2013.
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With no changes among the top seven 
places between 2012 and 2013, the 
most significant trend among the world’s 
top cruise ports of call is the increased 

volatility of individual traffic fluctuations from year to year.
Exactly half of the ports in 2012’s top 50 experienced 

double-digit percentage changes either up (15) or down 
(ten). There will be other factors involved, but this does 
suggest that the change in deployment strategy (highlighted 
in recent issues of Cruise Insight) by the major cruise 
companies is having a significant impact on individual 
ports. 

The willingness of brands now to move ships from region 
to region and homeport to homeport in search of the best 
yields in any given season or year is making it increasingly 
difficult for transit ports to project traffic levels even a year 
ahead.

Three ports (Málaga, Roatan and Rhodes) dropped out 
of the top 50 altogether, with a 39% drop in passengers 
for Málaga the direct result of the collapse of the Spanish 
market as brands pull ships out in search of better-yielding 
cruises elsewhere.

One of the ports replacing them in the top 50 – Curaçao 
– enjoyed a 41% increase as the Southern Caribbean starts 
to recover (Aruba was also up 18%) from the five-year 
slump caused by North American brands shifting capacity 
to Europe. The port is now looking to add another mega-
ship berth and terminal.

Rostock/Warnemunde has benefited from the surge in 
Northern Europe cruising (St Petersburg and Tallinn both 
saw double-digit increases) to move into the top 50 with a 
26% increase, while Messina’s more modest 14% rise was 
enough for a top 50 place.

There were two newcomers to the top 10: Palma and – 
the big mover – Marseille, which rose five places to no.9.

The gradual recovery of the Alaskan market is reflected 
in an average 9% increase in traffic for the key ports of 
Juneau, Ketchikan and Skagway.

It is, though, interesting to see double-digit declines for 
Santorini and Livorno, as both ports have been the subject 
of criticism by cruise companies – primarily for the lack of 
action in dealing with congestion and access issues. 

Dubrovnik, which has also had major congestion 
problems, has been investing in new infrastructure and was 
rewarded with a 20% increase in cruise traffic in 2013.

Although it retained its 6th place, Grand Cayman 
experienced a 9% dip because its continued lack of 
docking facilities is hampering its ability to host the larger 
mega-ships. 

The wider cruise sector will hope that the latest figures 
will accelerate the currently slow movement of the plan to 
build cruise berths at Grand Cayman through the various 
governmental approval processes. Conversely, the 16% 
increase in Istanbul’s cruise traffic may also help the stalled 
private development of a new cruise port to regain its lost 
momentum.

Deployment 
trends create 
uncertainty for 
transit ports
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2013 rank
2013

pax ’000
2012

pax ’000
2012
rank

%
change

1 Nassau* 3,602 3,412 1 +6%

2 Cozumel 2,751 2,740 2 —

3 Civitavecchia** 2,538 2,190 3 +16%

4 US VI (primarily St Thomas) 1,999 1,904 4 +5%

5 St Maarten 1,779 1,753 5 +1%

6 Grand Cayman 1,376 1,507 6 -9%

7 Piraeus 1,303 1,208 7 +8%

8 Palma** 1,246 985 12 +27%

9 Marseille** 1,188 930 14 +28%

10 San Juan (Puerto Rico)** 1,176 1,052 9 –6%

11 Naples 1,175 1,190 8 –1%

12 Dubrovnik 1,137 951 13 +20%

13 Freeport* 1,041 1,050 10 –1%

14 Juneau 934 884 16 +6%

15 Ketchikan 918 839 18 +9%

16 Las Palmas** 830 833 19 —

18 Santa Cruz de Tenerife** 794 886 15 –10%

17 Skagway 792 718 23 +10%

19 Grand Turk 779 750 22 +4%

20 Santorini 778 839 17 –11%

22 Key West 765 808 20 –5%

21 Katakolon 764 750 21 +2%

23 Corfu 745 624 29 +19%

24 Livorno** 737 1,038 11 –29%

25 Aruba 689 582 37 +18% 

26 Istanbul** 689 596 34 +16%

27 Belize 677 641 26 +4%

29 St Kitts 650 629 27 +3%

28 Falmouth (Jamaica) 646 587 38 +10%

30 Labadie*** 643 610 33 +5%

31 Curaçao 610 432 Out +41%

32 Bari** 605 619 32 –2%

33 St Lucia 594 572 39 +4%

34 Mykonos 587 658 24 –11%

35 Kusadasi 578 624 30 –7%

36 Barbados** 570 517 43 +10%

37 Lisbon 558 523 42 +7%

38 Antigua 534 551 41 –3%

39 St Petersburg (Russia) 524 452 48 +16%

40 Tallinn 519 441 50 +18%

41 La Goulette (Tunis) 511 583 36 –14%

42 Messina 501 438 Out +14%

43 Izmir 486 553 40 –12%

44 Rostock/Warnemunde 483 382 Out +26%

45 Victoria (BC) 482 506 44 –5%

46 Stockholm** 482 467 47 +3%

47 Valletta 478 623 31 –23%

48 Funchal 476 593 35 –20%

49 Valencia** 473 480 45 –1%

50 Bergen** 453 447 49 +1%

Out = Outside Top 50 in 2012
** Totals for these ports include a significant number of embarking/disembarking passengers as well as those in transit, 
but the table excludes those ports which have at least 50% homeporting traffic – these are instead featured in the World’s 
Top 20 cruise homeports table.
*** Labadie is on Haiti, but is effectively used by Royal Caribbean Cruises as a private island call.
Sources: Cruise Insight from individual ports; CTM Hellas, CLIA Europe

World’s top 50 cruise ports of call ranked by passenger numbers



Curacao’s spectacular growth of 41% brought the Island into the Top 50 
ports rankings for the first time and top of the growth ranking. 
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2013 rank
2013

(’000)
2012
(’000

2012
rank

%
change

1 Curaçao 610 432 Out 41%

2 Marseille** 1,188 930 14 28%

3 Palma** 1,246 985 12 27%

4 Rostock/Warnemunde 483 382 Out 26%

5 Dubrovnik 1,137 951 13 20%

6 Corfu 745 624 29 19%

7 Aruba 689 582 37 18%

8 Tallinn 519 441 50 18%

9 Civitavecchia** 2,538 2,190 3 16%

10 Istanbul** 689 596 34 16%

11 St Petersburg (Russia) 524 452 48 16%

12 Messina 501 438 Out 14%

13 Skagway 792 718 23 10%

14 Falmouth (Jamaica) 646 587 38 10%

15 Barbados** 570 517 43 10%

16 Ketchikan 918 839 18 9%

18 Piraeus 1,303 1,208 7 8%

17 Lisbon 558 523 42 7%

19 Nassau* 3,602 3,412 1 6%

20 Juneau 934 884 16 6%

22 US VI (primarily St Thomas) 1,999 1,904 4 5%

21 Labadie*** 643 610 33 5%

23 Grand Turk 779 750 22 4%

24 Belize 677 641 26 4%

25 St Lucia 594 572 39 4%

26 St Kitts 650 629 27 3%

27 Stockholm** 482 467 47 3%

29 Katakolon 764 750 21 2%

28 St Maarten 1,779 1,753 5 1%

30 Bergen** 453 447 49 1%

31 Cozumel 2,751 2,740 2 —

32 Las Palmas** 830 833 19 —

33 Naples 1,175 1,190 8 –1%

34 Freeport* 1,041 1,050 10 –1%

35 Valencia** 473 480 45 –1%

36 Bari** 605 619 32 –2%

37 Antigua 534 551 41 –3%

38 Key West 765 808 20 –5%

39 Victoria (BC) 482 506 44 –5%

40 San Juan (Puerto Rico)** 1,176 1,052 9 –6%

41 Kusadasi 578 624 30 –7%

42 Grand Cayman 1,376 1,507 6 -9%

43 Santa Cruz de Tenerife** 794 886 15 –10%

44 Santorini 778 839 17 –11%

45 Mykonos 587 658 24 –11%

46 Izmir 486 553 40 –12%

47 La Goulette (Tunis) 511 583 36 –14%

48 Funchal 476 593 35 –20%

49 Valletta 478 623 31 –23%

50 Livorno** 737 1,038 11 –29%

World’s top 50 cruise ports of call ranked by 
passenger growth

Passengers

Out = Outside Top 50 in 2012
** Totals for these ports include a significant number of embarking/disembarking passengers as well as those in transit, 
but the table excludes those ports which have at least 50% homeporting traffic – these are instead featured in the World’s 
Top 20 cruise homeports table.
*** Labadie is on Haiti, but is effectively used by Royal Caribbean Cruises as a private island call. Sources: Cruise Insight 
from individual ports; CTM Hellas, CLIA Europe
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Miami bounced back in 2013 with passenger numbers topping 4 million 
again, to retain its status as the world’s capital of cruising.
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Miami bounced back in 2013 with passenger 
numbers topping 4 million again, though not 
quite reaching record levels. Nevertheless it 
has put some clear water between itself and 

Port Canaveral, which had been threatening to take over 
top place.

All the top three Florida homeports are forecasting 
significant growth over the next five years, with all 
extending long-term traffic guarantee deals with the major 
cruise companies. The fourth Florida homeport, Tampa, 
dropped by 12% – and faces further losses if the situation 
with its bridge-related height restriction is not resolved.

Galveston, which had seen some business switch to a 
revitalised Houston, is going down a similar route with new 
long-term deals completed this year with both Carnival 
Cruise Lines and Royal Caribbean International. This 
should enable it to deliver growth once again.

But the biggest movers in the top 20 were European 
ports, with Genoa increasing 44% to jump from 17th to 
9th while a 28% rise moved Hamburg into the top 20 for 

the first time.
Vancouver closed the gap on Seattle, which had taken its 

place as the prime homeport for Alaska. A 22% rise – taken 
with Seattle’s 7% decline – meant that the gap narrowed 
from nearly 270,000 to fewer than 60,000 in 2013.

Two US ports, Baltimore and Cape Liberty, slipped out 
of the top 20 although both will probably return in the 
near future. A new terminal is being built at Cape Liberty 
in anticipation of increased traffic, and Baltimore’s main 
client, Carnival, will be returning following its alternative 
compliance deal with the US Environmental Protection 
Agency which makes operating in the North American 
Emissions Control Area more viable.

Perhaps the most significant feature of 2013’s top 20 is, 
though, the arrival of Shanghai in the chart. Obtaining 
accurate statistics remains a challenge for China’s nascent 
cruise sector but it appears clear that Shanghai is now one 
of the top 20 cruise homeports in the world; it is only a 
question of time before it moves up the chart into the top 
ten.

Florida ports on the up as 
Shanghai waits in wings

World’s top 20 cruise homeports

2013 rank 2013 pax ’000 2012 pax ’000 2012 rank % change

1 Miami 4,030 3,774 1 +7%

2 Port Canaveral 3,771 3,761 2 —

3 Port Everglades 3,506 3,690 3 –5%

4 Barcelona 2,599 2,409 4 +8%

5 Venice 1,816 1,775 5 +2%

6 Southampton 1,683 1,529 6 +10%

7 New York 1,220 1,172 8 +4%

8 Galveston 1,209 1,208 7 —

9 Genoa 1,050 797 17 +44%

10 Singapore 1,030 913 13 +13%

11 New Orleans 988 976 9 +1%

12 Savona 939 810 16 +16%

13 Seattle 871 934 11 –7%

14 Tampa 854 974 10 –12%

15 Vancouver 813 667 18 +22%

16 Copenhagen 805 840 15 –4%

17 Santos 763 805 14 –5%

18 Long Beach 597 914 12 –35% 

19 Shanghai *580 450 Out *+29%

20 Hamburg 552 430 Out +28%

* Estimate
Out = Outside top 20 in 2012
Note: All are primarily homeports (passengers counted twice augmented by varying amounts of transit traffic).
Source: Cruise Insight from individual ports



Ålesund is one of the most important ports on the 
west coast of Norway, and welcomes cruise ships 
from all over the world. The port is expecting a 
record of 131 cruise calls this year with passenger 
numbers of approx. 200.000. Considering a large 
growth of almost 100% increase in the number 
of passengers from 2011 to 2013 (93.000 in 2011 
and 184.000 in 2013) we are pleased to still see a 
growth in 2014. Most of the ships have a full day 
stay in the port, and some also stay in the evening.

The fairway to the port is excellent due to a wide 
and deep trench, Breisundet, leading all the way 
from the open sea into the port. Cruise ships of 
any size can be docked at the cruise pier in the very 
centre of the town. The port can accommodate 
two large sized cruise ships alongside at the same 
time, as well as a medium size ship can be berthed 
on the inside of the pier.

The town is internationally renowned for its unique 
architecture in the Art Nouveau style. After a great 
fire in 1904, laying 850 houses in ashes and leaving 

10.000 people homeless, the town was rebuilt 
in this unique architectural style with a myriad of 
turrets, spires and medieval ornaments.

Ålesund, voted the most beautiful town in 
Norway, has a beautiful setting across several 
islands stretching out into the sea, and is situated 
at the very entrance to the UNESCO World 
Heritage Listed Geirangerfjord. The town is also an 
excellent starting point for round trips to some of 
Norway’s most popular tourist attractions including 
Trollstigen National Tourist Road.

PORT OF ÅLESUND, Norway, Tel: +47 70 16 34 00, 
www.alesund.havn.no, post@alesund.havn.no

“Europe’s Best Small Ports - Six 
Secret Harbors to Call Your Own” 
-National Geographic Traveler 2013



ÅLESUND
The Adventure Capital of the Fjords

Highlights in Ålesund

• View point at Mount Aksla/Fjellstua

• City walk and the Art Nouveau Centre with the  
“Time Machine”

• Atlanterhavsparken - Award winning aquarium

• Sunnmøre Open Air Museum – collection of old 
houses and boats

• Aalesunds Museum and the Fisheries Museum

• Culinary cooking tour

• Sea Kayaking tour

• Alnes Lighthouse and Saga Islands of Giske

• “Wildlife Sea Safari” – RIB boat to bird island Runde

• Sea Fishing Trip

• Hiking in the Sunnmøre Alps

• Bicycle Island Tour

• Home Visits

• Roundtrip to Geiranger -  World Heritage Site

• Roundtrip to Trollstigen - National Tourist Road

• “The Queen’s Route” – Hjørundfjord – Norangsdalen

• Stranda Mountain – Cable car to vantage point

• www.visitalesund.com
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Mamma mia! The 
truth about cruise 
entertainment
It’s showtime for cruise lines; but is their entertainment really any good? 
Tony Peisley casts a critical eye.

Doug Gray Jim Urry Laura Flager Mark Tamis Nick Weir Stein Kruse 
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Royal Caribbean Cruises Chairman Richard Fain 
believes the ‘big lie’ told about cruising by its 
critics is that it is an unregulated industry. But 
Douglas Gray believes the industry propagates 

its own big lie: that every passenger loves the onboard 
entertainment (and always has done).

Gray, Director of Gray Matters Presents, is an independent 
consultant on cruise entertainment. But does have form 
himself, as one-time Director of Entertainment for Holland 
America Line before later joining Norwegian Cruise Line in 
a similar role.

“Most lines still cling to this idea that, if there are no 
complaints about the entertainment, they must be doing 
a good job,” he says. “But why would you complain about 
something you haven’t paid for, or quite possibly haven’t 
even seen? 

“No data is collected from those who do not attend the 
shows, so we don’t know how many people – and I suspect 
it is a lot – think the entertainment is rubbish so don’t 
bother to go. Many passengers don’t even tick the ‘not 
applicable’ box on the CSQ, which is how we sometimes 
end up with more comments on a show than the number of 
people who actually attended. 

“So we don’t know who didn’t attend, so we can’t even 
ask them why. It could have been because the name of 
the show didn’t appeal to them, because it was on at an 
inconvenient time, or because they just didn’t like that kind 
of show.”

This would be vital information when it comes to 
scheduling future entertainment but, even when cruise 
lines do ask more direct questions, the answers – he 
believes – need to be taken with copious pinches of salt.

“We did surveys at HAL where passengers told us they 
wanted to see more opera. Really? I’m not entirely sure 
that, if you don’t directly pay for something, your opinion 
really counts for very much.”

They also apparently wanted more full-length production 
shows, which is precisely what Royal Caribbean 
International is now delivering. 

“Having Broadway productions on ships was innovative in 
itself, but now we are going to have the whole show,” says 
RCI VP Entertainment Nick Weir. “That means two and a 
half hours of Mamma Mia.”

Which in itself sums up the cruise line approach to 
entertainment as – for many passengers – two and half 
hours of Mamma Mia is not exactly their idea of a good 
time.

“All the lines have the same kind of rating system, which 
would never be used out in the real world,” says Gray. “If 

Weir: “Having Broadway 
productions on ships was 
innovative in itself, but now  
we are going to have the  
whole show.”
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you used it on an actual Broadway show, you would not 
have 99% saying that this was the best show they had ever 
seen. Yet this is what the cruise lines report their passengers 
saying about their shows. 

“They all use this rating system, because they all want to 
hear that they are doing a great job. But self-congratulatory 
reasons are not good reasons for repeating something. This, 
though, is the core error of the one-size-fits-all concept for 
cruise entertainment.” 

There are, though, signs of real change in the sector. “A 
couple of years ago we were probably a little behind some 
of the other brands, which had been innovating in many 
areas – including entertainment,” says Carnival Cruise 
Lines SVP Guest Operations Mark Tamis. 

“So over the past two years we have been working 
hard to catch up, and we’ve introduced 25 new branded 
experiences on some or all of our ships in that time, 
including Dr Seuss at Sea and the new Carnival Live 
programme of 49 concerts.” 

Gray confirms: “Branded entertainment is now a major 
trend outside the cruise business. When I was at HAL we 
came up with six branded concepts from which we chose 
just one: the BB King Blues Clubs, which proved hugely 
popular – and are still being expanded across the fleet.” 

HAL President and CEO Stein Kruse believes that 
branded partnerships are the way forward, and has 
promised more tie-ups related to its Pinnacle newbuild, 
which is due for delivery in 2016. “These partnerships give 
us a positive affiliation with other powerful brands and 
an opportunity to meet a new, very targeted audience,” he 
says.

But, notes Gray, “Cruise lines are notoriously difficult to 
deal with on this. I have identified 25 brands which would 
be ideal for cruise line deals; but cruise companies do find 
it hard to accept that other industries might know as much 
if not more than they do about entertainment. 

“It is not about ‘buying’ a brand and, if companies go into 
it thinking that a brand should be honoured to work with 
them, the kind of partnership required to leverage the joint 
marketing will simply not develop. 

“There is also a problem with merchandising. This is 
how the other brand partners seek to make their money, 
and cruise lines are currently poor at that side of the retail 
business. But I do believe that branded entertainment is 
going to be a major revenue-earning opportunity for cruise 
lines if they can stop being so wedded to the big shows that 
take up so much of the ship’s entertainment budget. 

“At some of those shows you can just imagine critics 
wanting to grab their guns. Yet they will have cost a lot of 
money to produce.”

Tamis says: “We are now spending a lot of time 
researching what past and prospective passengers want, 
carrying out detailed interviews in their own homes. These 
are very deep, analytical surveys in which we ask them 
about the whole cruise experience, but specifically about 
entertainment. 

“We spoke to families, and the idea of branded activities 
came from them. Then, when we asked who were the 
characters they most loved, Dr Seuss was top of the charts.

“This is a perfect fit with CCL because it is an interactive 

concept, bringing the books to life. And there are roles for 
both parents and kids when we present the stories.

“We did the same kind of research for Carnival Live so 
that we knew who people wanted to see in concert, and 
what they would be willing to pay for the privilege. We 
found out what their favourite music genres were – classic 
rock was a big favourite – and then listed artistes and 
groups in those genres and asked them to rank them. 

“We then called the likes of Styx and Chicago, and 
discovered that they were very excited to be part of 
Carnival Live.”

The fact that CD sales are in terminal decline may, of 
course, have played some part in that excitement. But it is 
the greater availability of ‘name’ artistes looking to replace 
income from back catalogue royalties which creates the 
potential for this to be a long-term revenue-earner as well 
as a passenger attraction for CCL – and any other brands 
which, as appears likely, go down this route.

The initial ticket prices were deliberately set just below 
the maximum level which those surveyed told the 
company they would be willing to pay for particular acts. 
At US$20–40 for standard tickets and U$100–150 for VIP 
tickets (including access to the acts), these are also well 
below usual concert ticket prices for the same acts. 

CCL is cutting the overhead by having the concerts take 
place on its ships only when they are in port. This means 
it does not have to allocate suites to the acts and their 
entourages. But Gray believes that concert ticket prices 
would still have to increase significantly for this to become 
a profit centre.

“Over the past 40 years the ships and destinations 
have driven industry growth,” says Compass Speakers 
and Entertainment Outreach Executive Laura Flager. 
“But I think that now – for the first time – we are seeing 
entertainment driving revenue on the vessels, because of all 
the innovation that is occurring onboard. 

“It is cost-effective for a family to take a cruise just for all 
the entertainment included. This is because it has become 
so expensive for that same family to go to a Broadway or 
other major show on land. For example, it would cost 
about US$500 for them to see Cirque du Soleil.”

Tamis says: “CCL is always talking internally about what 
to charge extra for, and what to include in the cruise price. 
The Green Eggs and Ham Breakfast carries a US$5 charge, 

Gray: “Branded entertainment 
is going to be a major revenue-
earning opportunity for cruise 
lines if they can stop being so 
wedded to the big shows.”
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but the rest of the Dr Seuss programme is included. 
“That’s generally how it works with most of the branded 

programmes but, where there is something of particular 
value for which there would be a big charge ashore, we will 
charge – only less.”

Weir says: “We will end up following the food & beverage 
model which is that, as long as there is a main restaurant 
included in the price, there is scope to charge for other 
restaurants. So, if a main show is included in the cruise 
price, we can charge for anything else we choose on top of 
that.

“We are working on a Quantum project where there will 
be an additional entertainment offering in a special lounge, 
and this will certainly carry a charge.” 

Norwegian Cruise Line is already charging for a dinner 
and magic show on its latest ships.

Gray says: “If you had said 15 years ago that people 
would pay for better food, people would have laughed. I 
believe that people will also pay for better entertainment.” 
And Tamis notes: “I don’t think introducing pay-for 
entertainment will improve the quality of the programming 
that already exists, as that is already high across every 
brand.”

But there are other spin-offs, Tamis says. “Our ships are 
now staying late into the evening in the concert ports, 
which allows passengers who choose not to go to the show 
the chance of an evening out that would not previously 
have been an option.”

This is also a positive for those destinations which are 
concerned about fewer passengers going ashore because of 
the increased range of entertainment and activities onboard 
the larger ships. Disney Cruise Line VP Entertainment 
and Port Adventures Jim Urry says: “We do try to ensure 
our passengers leave the ships, by embellishing the shore 
experience. We know that it is very important for parents, 
in particular, to take their children ashore, as this is key to 
their whole cruise experience.

“For example we worked very closely with Jamaica on 
this, sending our people to organise the training of 400 
local people to help cruise visitors when they go ashore.”

Tamis says: “Having a pay-for entertainment option 
also means we can move into other areas, maybe a bit 
naughtier.” 

“We do charge for a ‘Characters Tea’ (copied from our 
Grand Floridian Hotel) as it controls demand but we don’t 
look at entertainment from a financial standpoint,” says 
Urry. 

“We see ourselves as an entertainment company which 
also operates cruises, so it is all about meeting passenger 
expectations. We have a lot of first-run movies onboard, 
because we own them and can run them in our theatres 
one minute after midnight of the day they open in the US.

“After a month they go on cabin TV. But, with some 
passengers saying there is too much entertainment in the 
cabin – making it hard for them to get the kids outdoors 
– it is important to find a balance. So we are looking to 
extend the entertainment that is not just offered in the 
cabins and main showlounges. 

“There are 20 pieces of art around the ship which come 
to life as passengers pass them as part of a (low-tech) 

detective game we have created for families. 
“We’ve also added a play floor with 24 screens and 16 

light-sensitive places where kids can play interactively with 
what is happening on the screens. So, if it’s Iron Man up 
there, they can appear to fly just like him.

“We tested this by bringing children into the Canadian lab 
where it was being created. We learned a lot from them, as 
they reacted quite differently to the floor from the way the 
adults who designed it had done.”

Tamis says that Carnival uses a similar approach. “We test 
ideas by presenting a smaller-scale version of what we are 
planning to do on the ships to the people we visit in their 
homes. That way we can feed in their reactions to the final 
execution.”

This is an area where the cruise lines have been weak 
in the past, according to Gray. “Ideas are cheap; it’s the 
implementation that counts. A good idea is worthless 
unless it is followed through with enough money to make 
it work. That original Celebrity association with Cirque du 
Soleil was one of countless examples of the cruise industry’s 
failure to do that.

“Passengers recognise quality, and will appreciate it if it 
is delivered. But, in its early days, the industry preferred 
to invent the Las Vegas of people’s imagination – one that 
never actually existed. Now everybody tries to create this 
imaginary, sanitised version of a show.

“These are productions with pre-recorded music – which 
can only reduce the quality, as real entertainers don’t want 
to work that way. They are more appropriate to a theme 
park, where people walk through them rather than sit and 
watch. 

“I would like to say that those days were completely 
behind us, now everyone has the latest gizmos to help 

Charging for reserved seats is being tested by 
Norwegian Cruise Line
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them; but technology alone is not entertainment. For a 
start, it is out of date in 18 months, if not sooner, and what 
they are trying to do now is use the technology to persuade 
people they are somewhere different – not on the high seas 
but in the Amazon jungle or up in the Alps. What’s that all 
about? 

“It all raises the question: just how many of these 
decisions are made by people who are entertainers, or at 
least in that line of business, and how many by marketing 
people worried about selling beds, or brand presidents who 
think they know more than anyone else?

“During the 19 months I was at Norwegian I had 
five bosses – each with a totally different idea of what 
entertainment should be. So we looked at everything from 
Mexican wrestling to formal salsa dancing with rented 
tuxedos. 

“But these ideas and decisions need to bubble up from 
entertainment people, not be handed down from people 
running departments usually without any background in 
entertainment. They are still promoting cruise directors, 
many of whom have no formal entertainment background.”

In fact, with the advent of the mega-ships, he can’t believe 
that the role of cruise director has survived. “When I was 
involved in the planning for Norwegian Epic, my motto 
was that we would have everything onboard bar a cruise 
director. 

“The point was to have all the staff geared up to interact 
with passengers, and to de-emphasise the fact that one 
person is supposed to be looking after 5,000 passengers – 
because that just sounds ridiculous. 

“In the end they could not step away from that tradition, 
although I do believe that, of all the brands, Norwegian 
has been doing the most to move cruise entertainment 
forward.”

Significantly, though, CCL has just moved to solve the 
mega-ship cruise director issue by creating a new shipboard 
entertainment director position. This person will focus on 
scheduling and other back-of-house activities, freeing up 
the cruise directors to spend more time interacting with 
passengers.

Another necessary change, says Gray, would mean the 
area to be allocated to entertainment being completely re-
thought.

“It is just like department stores, which learned to 
calculate exactly how much revenue should be generated 
per square foot; whether, if they had ten square feet to fill, 
they were better off selling socks or jewellery. And they 
did this before computers made that kind of calculation so 
much easier.

“If one of those store owners had invested in a huge room 
which was open for business for just a couple of hours 
every day, their accountants would have slit their wrists. 
But, as ships have increased in size, so have the theatres; 
and too many of the cruise lines just do three or four times 
as much of the same things, instead of using the size to do 
things differently. 

“The whole future of these theatres has to be debated, as 
a range of smaller venues would surely serve lines better. 
Instead of starting with a cavernous theatre which needs 20 
technicians to work it, the lines should start by calculating 

the optimum flow of passengers from both the cruise 
experience and the revenue points of view. 

“Norwegian has shown the way on this, but could still go 
a lot further.”

Norwegian is also one of a few brands experimenting with 
charging for reserved seating at shows, or using it as an 
added value incentive for booking higher-grade cabins and 
suites.

“US$10 for reserved seating will just be the start,” says 
Gray. “In the public theatre world there are always people 
who want to pay more for specific or reserved seating. Even 
if it is only 10% of the population, that is a lot of extra 
revenue.

“But there is an internal battle at the cruise lines: some 
executives still want to give everything away because they 
think that makes it easier to sell the cruise tickets. But 
consumers don’t really buy that; they want to pay extra for 
priority or exclusivity – for bragging rights, if nothing else. 

“How else can you explain the success of the exclusive 
sunbathing areas for which so many passengers now pay 
extra on Princess and other brands?”

Gray is also an advocate of the kind of intranet systems 
that several of the brands are currently planning to 
develop. “This not only helps solve the bandwidth shortage 
issue but will allow all kinds of interactive innovations with 
the passengers. We could even have one ship challenging 
another in a variety of mobile device-based competitions. 

“There are numerous revenue opportunities, which is why 
this is already happening with land-based businesses, but 
nobody’s yet got it up and running on ships. No-one has 
developed a portal which links in with, say, vendors like 
Amazon so that if anything is ordered while on the ship, 
the cruise company gets a kickback. 

Gray: “The whole future of 
these theatres has to be debated, 
as a range of smaller venues 
would surely serve lines better.”
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“Instead they are all still thinking about cabin size and 
prices to get a few more dollars, when the real focus should 
be passenger spending.”

Weir says: “We have sold cruising before as a good way 
to become disconnected. ‘Just leave your mobile devices 
at home and enjoy being away from it all’ has been the 
message. 

“But, to be honest, that has been us spinning the 
situation. [The truth is that] we don’t have enough 
bandwidth to offer the same level of connectivity as people 
have become used to in their everyday lives.”

Which is why Royal Caribbean Cruises has linked with 
O3b (‘the Other 3 Billion’) for the technology to allow its 
ships to link to the satellites which fly over the parts of the 
world where they need the connections.

“This is not just a way of getting superfast speeds,” says 
Weir. “In Las Vegas, the front door is always open; on 
ships, we shut that door when we sail. That provides the 
opportunity to create a community, to have 1,000 people 
singing Auld Lang Syne at the same time. 

“We can have all the flashing lights we like, but we must 
never lose that single community feel – a time that can 
never be recreated, as all those people will never again be 
in the same place together. But bigger ships, flexible dining 
and interporting are all making it much more difficult to 
maintain the sense of community which is unique to a 
cruise holiday. 

“This is why we want to use social media to create that 
community as a social network.”

DCL is working with MTN to increase its own bandwidth. 
“We have just introduced an App for mobile devices,” says 
Urry. “It has already attracted 60% take-up, which should 
enable us to phase out our daily news-sheet Navigator in its 
printed format.”

Both Weir and Tamis say that their companies are close 
to being able to switch from print to electronic media, and 
so cut out the costly and environmentally unfriendly use of 
paper and printing materials to produce a daily activities 
update.

“My kids now watch their favourite shows on Netflix, the 
latest media phenomenon,” Tamis adds. “It’s important to 
give our passengers the same flexibility to customise what 
and where they watch their favourite programmes.”

Weir says: “RCI has always been an entertainment 
leader, putting new things on ships like ice rinks, walls 
and flowriders that have proved popular on land. But our 

Chairman asked us to come up with something completely 
new ourselves. The first example will be the Two70 on the 
Quantum ships. 

“If we had simply built a theatre in what is the aft 
lounge, we would have lost the view. So our architects 
deconstructed the space so that it retains huge floor-to-
ceiling windows, but with a high-definition 18-projector 
Vistarama system with the ability to completely change the 
ambience of the room in a fun or a theatrical way.” This will 
be virtual reality, using 12k resolution across an ambient 
surface more than 100ft wide and 20ft tall.

“We have to create all the content ourselves,” says Weir, 
“which is something of a challenge, as few things are as 
spectacular as a view of the Atlantic or Pacific oceans.

“There will be no actual stage – just three independent 
automated circles with bridges in between the spaces, so 
that we can change the shape of the performance area at 
will. 

“We will also have six robots with high-definition screens 
(Roboscreens) attached. Using with the video content and 
with the orientation of the big screens, we will be able to 
play with physics. 

“We are working on a piece of performance art where 
we have a big box on the robot with a performer inside 
manipulating the box in 3D space. There is a camera 
on a different robot in front of it doing a mirror-imaged 
movement. We can create a kind of Sandra Bullock in 
Gravity moment.”

Whatever anyone thinks about technology as 
entertainment, no-one can deny that cruise companies 
are focused on that element of cruising as never before. 
“After I’d been at HAL for a while in the late 1980s, the 
then owner called me in,” says Gray. “He sat me down and 
asked for my honest opinion – as someone experienced 
in land-based theatre and musical productions – of the 
entertainment on his ships.

“I told him it was absolute trash. There was a pause, and 
then he slapped his hand hard on the table and said: ‘That’s 
what I think, but nobody here agrees with me’.

“Cruise ship entertainment really was an awful hybrid, 
which the companies had created themselves. Sometimes 
I have the feeling they still don’t get what a troubled 
stepchild they have made.

“At least now the industry is finally looking at its 
approach to entertainment, and is starting to move forward. 
But there is still a long way to go.”

Quantum’s Two70 space has an 18 projector 
Vistarama system that has the ability to change the 
ambience of the room in a fun and theatrical way.
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Quotes 
from around 
the world
Montréal air draft 
restrictions 

VACHON “This is excellent news 
for the cruise sector In Montréal, 
which has continued to evolve 
over the past three years thanks 
to the work of our marketing and 
operations teams and the support 
of our Montréal Cruise Committee 
partners. Raising the power lines 
above the river will allow the 
port to welcome larger cruise 
ships, including those capable of 
carrying up to 4,000 passengers.”

Montréal Port Authority President 
and CEO Sylvie Vachon, following 
the initiative by Hydro-Quebec to 
raise its power lines over the St 
Lawrence River.

Oslo’s challenge

AUSTAD “It would be good to 
have concrete plans for the cruises 
lines, since piers and terminals are 
being built in the Baltic while Oslo 
is holding back.” 

Outgoing Oslo Port Cruise Marketing 
Manager Margrethe Austad, on the 
wait for a decision on plans to build 
a dedicated cruise terminal at the 
Norwegian port

Kiel’s new pavilion

CLAUS “This is a great day for the 
Port of Kiel. The innovative new 
pavilion structure on Berth I is 
ideal for turning round passengers 
on very large cruise ships, and 
offers the best in nautical and 
operational conditions.”

Port of Kiel Managing Director Dirk 
Claus, on the June 2014 opening of 
Kiel’s new cruise terminal

Revolutionary  
new ships

VAGO “From the moment we 
started talking with Fincantieri, 
we had in mind to design and 
build two completely new ships 
– revolutionary in their structure 
and unlike anything that exists on 
the market today.”

MSC Cruises Executive Chairman 
Pierfrancesco Vago, on the Seaside 
prototype concept

Scrubber technology

DONALD “This is a key step 
forward for Carnival Corporation 
and its ten brands and also, most 
importantly, for the environment.”

Carnival CEO Arnold Donald, on the 
corporation’s decision to extend its 
commitment to install scrubbers 
across its brand fleets from 32 to 
more than 70 ships.

Return on investment

FAIN “We believe we are now 
on the verge of some dramatic 
breakthroughs, and this is the time 
to push on over the top.”

Royal Caribbean Cruises Chairman 
and CEO Richard Fain, on the 
company’s efforts to improve its 
“unacceptably low” levels of return 
on investment
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Fred Olsen agreement 
with Saga

PHILPOT “This new agreement 
between Fred. Olsen Cruise Lines 
and Saga Holidays will help to 
improve our yields significantly 
and our financial position overall.”

FOCL Sales and Marketing Director 
Nathan Philpot, on the deal for Saga 
to sell allocations on selected FOCL 
flycruises

Carnival invests  
in Haiti

CANDIB “The Carnival investment 
will stimulate significant 
development and construction 
activities; and then, once the port is 
open, tourism business that will all 
generate a tremendous economic 
benefit for the people of Haiti.”

Carnival Global Port and 
Destination Development Group VP 
Development and Operations David 
Candib on the company’s agreed 
US$70 million investment in a new 
port at Tortuga, off the coast of Haiti

Roatan Island

PURCHASE “A string of reports 
of robberies and violence against 
visitors, and then a horrific murder, 
have forced us to suspend our 
cruise excursion programme on this 
beautiful island. This is especially 
sad for those law-abiding island 
residents making their living from 
tourism, but we cannot recommend 
cruisers go ashore until we are 
reassured that measures are in place 
to protect visitors.”

Cruisingexcursions.com Managing 
Director Simon Purchase, following 
the shooting of a Norwegian Pearl 
crew member on Roatan Island in 
the Honduras

New shorex 
competitor 

GLINERT “Travel agents are 
looking for better port activity 
options for their clients, and an 
easier way to book them. With 
ShoreFox (by Triptelligent) their 
clients can book with confidence, 
thanks to our smart rating and 
review system, while the agents 
earn commission.”

ShoreFox (by Triptelligent) Founder 
Rinat Glinert, on the launch of an 
independent shore tour operator 
offering a range of exclusive (and 
other) excursions

Breakthrough in 
onboard medicine 

PETRALIA “The expertise of our 
specialists will enable onboard 
doctors to confirm their diagnoses 
and treatments using a cutting-
edge system of remote image and 
data transmission.”

Giannina Gaslini Institute Director 
General Paolo Petralia, on 
MSC Cruises becoming the first 
cruise line to offer passengers a 
paediatric telemedicine service 
onboard its ships

A win:win for 
Hamburg cruise days

DROSSEL “With Hamburg 
Cruise Days, and similar events 
like cruise ship christenings, we 
are bringing cruising home. Such 
events offer the perfect platform 
for cruise lines to showcase their 
products – a win:win situation 
for them and the city, as so many 
tourists come from all across 
Germany to spend their weekend 
in Hamburg.”

Hamburg Cruise Center Managing 
Director Gerd Drossel, on the 
latest Hamburg Cruise Days which 
attracted seven ships and 600,000 
visitors

Hamburg Cruise Days attract 
hundreds of thousands of people 
to the banks of the River Elbe.
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Travel agent attitudes 

STUART “If travel agents can’t tell 
me in a few sentences who they are, 
who their customers are and how 
they are trying to find them, I lose 
interest. The old Norwegian Cruise 
Line built ships designed by people 
who never spoke to its customers; 
the new Norwegian builds great 
ships based on what our customers 
have told us they want.”

Norwegian Cruise Line Sales and 
Marketing EVP Andy Stuart, on how 
travel agents need to find more first-
time cruisers

Travel agent attitudes

Rock climbing onboard is helping to redefine cruising

Advisory council set up

RZYMOWSKA “We all want 
success for the industry, but this 
is the first time we have worked 
together in this way to get people 
into the funnel. Once they are 
there, we will fight like cat and 
dog for our share.”

CLIA UK & Ireland Chair and 
Celebrity Cruises UK Managing 
Director Jo Rzymowska, on CLIA’s 
new travel agents advisory council 
set up to identify new ways of 
finding first-time cruisers

Finding first time 
cruisers

FAIN “People are five times more 
likely to take a second cruise 
than their first. So we just have 
to do a better job in conveying 
that cruising is not what many 
who have never been think it 
is because of all the myths that 
surround it. So, while a relatively 
small proportion of our passengers 
actually climb the rock walls, just 
by having them onboard it makes 
it that much harder for people to 
continue believing that cruising is 
a sedentary holiday experience.”

RCC Chairman and  
CEO Richard Fain

The Schmuck factor

SHEEHAN “It is not the loyal 
cruiser but the potential new 
cruiser who is affected (by 
negative media stories about 
cruising). I call this the ‘Schmuck 
factor’. This is when someone 
asks them where they are going 
on vacation, they say ‘a cruise’ 
and their friends say ‘what are 
you – a schmuck? Didn’t you 
read what’s going on?’ Over time, 
people remember the value and 
experience of a cruise; but this 
industry is sexy, and it’s always 
going to attract a lot of media 
attention because of that.”

Norwegian Cruise Line President 
and CEO Kevin Sheehan
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The renovation of the Rotterdam’s historic cruise 
terminal is expanding and enhancing the existing 
facilities and structure and yet – according to 
Senior Terminal Manager Cees Scherpenisse and 

Port of Rotterdam architect/project manager Cleo Hupkes - 
cruise passengers do not realise there is any work going on. 

Scherpenisse says: “The great thing is that we get to stay 
open during renovations as, if there are no cruise ships at 
the quay, work at the terminal is performed day and night. 
This means that, by the time Oasis of the Seas visits on 
September 30, we will have made great progress. But we 
will only be fully ready towards the end of this year when 
the boarding bridge becomes operational.”

As well as that new bridge, the renovations will also 
include an indoor luggage space and a state-of-the-art 
‘wave goodbye’ terrace. 

Hupkes says: “This is a joint project between the Port 
and the Municipality of Rotterdam. Our goal is to have 
available everything that is needed to take us through the 
next decade. This includes the terminal, quay and logistics 
to enable us to welcome even more passenger ships in the 
future.”

One service that has not changed is the free shuttle which 
takes passengers across the iconic Erasmus Bridge into the 
heart of the city. This allows independent passengers to 
visit the city’s museums, admire the architecture, do some 
shopping or simply walk along the canals and enjoy the 
parks of this green city.

These passengers are picked up again at an arranged time, 
although many prefer to make the short walk back to the 
ship – some visiting the open-air maritime museum on 
their route back to the ship.

Cruise passengers unaffected 
by renovations in Rotterdam  

As well as the new boarding bridge, the renovations 
will also include an indoor luggage space and a state-
of-the-art ‘wave goodbye’ terrace.
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Since 2012, Guadeloupe Port has been working 
towards operational excellence in handling visiting 
cruise ships and their passengers. This has involved 
substantial investment in providing the best 

infrastructure.
Nearly € 1.5m has been spent on the renovation of 

Terminal 1. This project included several improvements 
to the safety and security procedures at the terminal along 
with the construction of a centralised safety/security centre 
housing a video monitoring system composed of 250 
cameras.  There has also been a separation between bus 
and taxi traffic.

An area of about 3,000m ² is now dedicated to cruise 
companies for both homeporting and transit calls. It is 
equipped with check-in counters, a safety filter, a waiting 
area, duty-free, and toilets. 

A second €1.7m cruise terminal was in operation for 
last season (2013-2014). Although smaller – at 2,000m 
² - it includes the same amenities as the Terminal 1 and 
its introduction has increased Pointe à Pitre handling 
capacity to three ships a day. This means cruise visitor 
numbers will be increasing by two or three times. Last 

season Guadeloupe received 11 double-ship stops and is 
now preparing to receive around 71 double stops for the 
upcoming season. This begins in November and is expected 
to bring nearly 300,000 passengers on 137 calls.

There will be five homeporting cruise ships. Costa 
Cruises’ Costa Fortuna makes its first stop on December 
12th, 2014 while Costa Magica and  Costa Mediterranea  
begin  new itineraries to Miami on December 17th. The 
other two will be MSC Musica and, for the first time, CDF’s 
Horizon. 

This will be the 20th season Costa has operated from 
Guadeloupe and this anniversary will be marked by several 
events including a ceremony to rename Terminal 1.

Also for this coming season, €1.2M has been invested 
in the new ‘Karuland Market’. This covers 1,800 m² of 
Guadeloupe Port Caribbean and now includes stalls 
featuring various local crafts and professions. Cruise 
passengers will be able to find local spices and other 
souvenirs, talk with exhibitors about their products 
and test their specialities. Also in the new Karuland are 
restaurants serving local specialties, an ice-cream maker 
and musical and dance entertainment. 

The Development of cruises 
structures on Guadeloupe 
Caribbean Port

Nearly 1.5m has been spent on the renovation of Terminal 1. This project included several improvements to the 
safety and security procedures as well as a separation between bus and taxi traffic. A further €1.2M investment 
has been made in the new ‘Karuland Market’.
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We have driven port agency fees down too 
far,” says Norwegian Cruise Line Director 
Port Finance & Analysis Tom Spina. “It 
makes for an unequal partnership between 

cruise lines and port agents.
“This increasingly means that we don’t have an 

experienced agent handling our ships in some ports, 
because it is hard to sustain the employment of experienced 
staff with the rates as low as they are.”

Giulio Schenone, Chairman of leading Mediterranean 
shipping agency Medov, is first to agree. “Cruise lines 
always focus on cost reductions, when their concern should 
be the need to maintain quality service,” he says. “Our 
relationship is not based solely on the size of the fee paid, 
and the market doesn’t always recognise the value of what 
we do.

“The situation is exacerbated by the fact that cruise 
ships are becoming a lot larger. Over the past 30 years the 
average length of cruise ships has grown by more than 

The complexities 
of port agent 
relationships  
Pressure on costs has spread throughout the cruise sector, with port agents 
the latest group to warn that service quality is under threat. And, as Tony 
Peisley reports, some cruise lines now recognise that a new approach may 
be needed.

Elisabetta 
DeNardo

Thomas Spina Giulio Schenone 

70%, and the width by 55%. And in 2015 we have the 
world’s largest cruise ships – the Oasis class – coming to 
the Mediterranean.

“This is not just a challenge for ports to provide the 
required physical infrastructure. It is also a challenge for 
port agencies, as we can no longer always handle a cruise 
call with two people – sometimes we need at least four.”

Having joined Norwegian directly from his previous role 
as Director of Cruise Operations at the NYC Economic 
Development Corporation, Spina has a special insight into 
the port/port agent:cruise line relationship from both sides.

“Since joining Norwegian,” he says, “I have watched 
numbers go down in port agency bids and, as I remember 
paying more to port agents even back in 1994, I realise it is 
important for us to change the way we do things. We want 
a more equal partnership, which goes beyond just having a 
contract.

“When we ask for a 2% or a 5% discount, we need to 
recognise how annoying that is for port agents.  As we 
drive down costs and agency fees, we have to try to find 
different ways for agencies to make money – otherwise 
their staff will become less experienced, and less able to 
advise us on ways to save money.

“We need more transparency about where agencies make 
their money, and we want them to tell us how to save 
money without cutting their rates. In fact, if they can save 
us, say, €10,000, we can increase their fees. They are well 
placed to do this, as they are our eyes and ears on the 
ground around the world while we’re stuck in Miami.
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“If there is something they can help us with – on say 
logistics or crew movement – that can save us money, they 
need to tell us for our mutual benefit.

“If one of our departments wants to change agents, we 
need to be able to point out, for example, that the existing 
agent is not charging a no-show fee for a transfer, so that 
should be weighed against what a different agent might be 
offering.

“We are looking for agents to create value across the 
board, so we need their input to bring any relevant 
information in front of all our departments. We have 
already begun that kind of working relationship with some 
of our major agency partners in key countries.”

Speaking just before leaving Costa Crociere (where 
she was Port Operations and Development Director) for 
Silversea Cruises, Elisabetta de Nardo said: “We do change 
agents, and are always open to bids; but, if we are happy, 
we show loyalty. We don’t change for sake of it – and if 
there is no big economic advantage, we don’t.

“It’s not all about cost, so we don’t want short-term 
discounts that are not sustainable. But we want to be 
proactive, so we need to know about situations – and have 
solutions to them – in advance. We have so much more 
compliance to deal with now.

“We also rely on shore partners to help with things like 
free shuttles.”

Medov’s Schenone believes that agencies also have to 
be more proactive to survive in this new, cost-driven 
environment. “We need to be innovative in providing 
additional services, as diversification is going to be key to 

our future.
“We need to share with our principals everything we 

know about what is happening at the port, both now and 
in the future.

“I also think there is a role for agencies in lobbying for the 
industry on issues such as the Venice ban on mega-ships,” 
he continues. “In Italy we can do this through the Italian 
Shipping Agents Association, as that is one of very few 
countries which regulate their port agents.

“But it really depends how the agents define their role, 
and to exactly what degree they are involved with the 
cruise industry. For example, port authorities will tell 
cruise lines a berth is going to be ready on a certain date; 
but an agent often knows otherwise. So lines are better off 
talking to both parties, and not always going straight to the 

Schenone: “Port authorities 
will tell cruise lines a berth is 
going to be ready on a certain 
date; but an agent often knows 
otherwise.”



C
ru

is
e
 I
n

si
g

h
t 

A
u

tu
m

n
 2

0
14

78

authority.
“A port agent will usually know the real situation on head 

taxes at a port, so it can provide that kind of added value.”
For their part, the cruise lines are clearly looking for more 

dialogue with port agents as well as with port authorities.
But, says Spina, “We do often speak directly to port 

authorities, as it is important for the port to know the 
cruise company’s particular economic model and reasons 
for coming to the port.

“We only do this in places where the port agency is small 
or relatively inexperienced, and can’t be relied upon not 
to pass on the detail of our port deals – because they don’t 
understand the need for confidentiality. But, where there 
is a large port agency like Hugo Trumpy or Medov with 
high level connections and expertise, we would normally 
include them in the dialogue with the authority.”

Miami Seaport Operations Manager Frederick Wong says: 
“It is difficult to reach out to the cruise lines but it is a 
necessity – and we often do this separately from the port 
agents.

“We try to secure long-term traffic deals, with guarantees, 
because facilities are becoming more expensive to build. 
But we will offer all-in-one fees which include stevedoring, 
meet-and-greets etc., so that the line can embed that into 
its own chargeable port fees.

“There are also a lot of issues which can crop up during 
the arrival of a vessel, and these determine whether an 
agent has the calibre to respond well. We have had many 
instances of an agency not having the know-how to pre-
clear a truck which arrives to provision a vessel, thereby 
leaving it to wait outside the dock where it is a hindrance 
to other users.

“So it is not just about fees paid but about the synergy 
between the cruise line, the ship, the agency and the port 
to make it all work.”

Spina comments: “I always liked it at New York when 
companies asked me to incentivise them to come, because 
this meant finding out exactly what was considered 
beneficial by both parties. Homeports might be looking for 
more calls, or a year-round ship, so in return the cruise line 
can ask for help to drive the local market.”

This was part of the deal Norwegian struck with Houston. 

Spina: “ small discount on port 
fees could bring 30% extra calls,” 
says Spina, “but, if a port or 
port agency gives a discount for 
nothing in return, that is not a 
partnership”

The fiscal incentive included the port paying for the brand 
to promote cruises to the local market.

“A small discount on port fees could bring 30% extra 
calls,” says Spina, “but, if a port or port agency gives a 
discount for nothing in return, that is not a partnership.

“For transit ports, the cruise line will ask what is being 
done to create new and exciting shore excursions.”

He insists that the choice of ports and agencies is not 
always about price. “There is so much involved in a ship 
continuing to use a port, or switching to another one.

“Service discounts may prompt a decision to use a port, 
but other factors can still mean it makes economic sense to 
move away.

“We have recently switched from Izmir to Kusadasi, as it 
is closer to Ephesus. When we gathered all the information 
on charges, fuel costs, shore excursion costs and revenues, 
Kusadasi was the more expensive option; but we thought it 
brought more value to the brand, because it was what the 
passengers wanted and would improve their experience.

“That said, another company might find it more beneficial 
to operate from Izmir, because their model is different from 
ours.”  For ports as well as port agents, the relationship 
with cruise companies becomes ever more complex. 

Kusadasi is closer to Ephesus than its rival ports but it is more expensive 
– yet Norwegian Cruise Line has now chosen to use the port. 
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With an estimated one billion-plus global 
users clocked up by Facebook last year 
and a further half-billion using Twitter*, 
one thing is for sure: love it or loathe it, 

social media is here to stay. And the pressure to engage 
with it continues to grow. 

Although most businesses find it difficult to quantify 
the benefits of social media investment – particularly 
financially – such activity is increasingly regarded as de 
rigeur for cruise companies needing to stay relevant in a 
fast-moving and increasingly technological age.

MSC Cruises is the latest cruise giant to announce further 
investment in social media engagement, having made a deal 
with social media ‘conversation company’ We Are Social.

The social media specialist  was chosen as partner by 
MSC because its international structure and ability to target 
campaigns to specific countries dovetailed with the cruise 
line’s need to develop a voice across a range of international 
platforms. 

We Are Social With – which has a staff of 450 and offices 
in London, Milan, Munich, New York, Paris, São Paulo, 
Singapore and Sydney – says its mission is “to bring ‘social 
thinking’ to the heart of marketing”.

MSC Chief Marketing Officer Luca Catzola says this 
tallies with his company’s plans. “MSC Cruises has always 
thought it important to develop a relationship with a broad 
international community of cruisers and holidaymakers, 
and this new collaboration is proof that we believe and will 
invest in the potential of social media. 

“It will help us enhance our connection with travellers 
and potential travellers in different countries, so that we 
can assess their needs and address them,” he says. 

Corporate Social Media Manager David Arcifa adds that 
the new deal will enable MSC to “engage with diverse 
online communities in ways that traditional marketing 
cannot”.

MSC Cruises has already built up an impressive presence 
on the social media scene with a dedicated hashtag 
(#MedWayOfLife), more than 2.4 million Facebook 
followers, 5 million views on its dedicated YouTube 
channel, 80,000 Twitter followers and a burgeoning 
Instagram fanbase. 

Now Arcifa promises that his company’s new partnership 
will help it “roll out exciting new content on all of our 
platforms”. But will it help MSC – or any other cruise line – 
develop group business by linking like-minded people and 
encouraging them to travel together?

MSC Executive Director for the UK, Ireland and Australia 
Giles Hawke thinks not – at least in the short term. “At the 
moment we are not really seeing social media as a route 
to group bookings, but more as an opportunity to stay 
engaged with our customers,” he explains.

“Most people don’t buy more than one or two cruises 
every one or two years, so keeping that link with our 
customers alive is vitally important. Social media acts as a 
portal for their pictures and experiences, and we keep them 
engaged by offering competitions or highlighting funny 
stories to attract their interest.” 

Hawke concedes that social media is ‘not something 
which can be commercialised easily’ and that it is a 

Can social 
media be 
used for 
group 
bookings?
Proponents of social media are loud 
in calling for the cruise business 
to engage with it more. But which 
platforms are most effective? And 
can social media be used to attract 
group bookings for cruise ships? 
Maria Harding reports.

Bernard Carter Chris Edgington Ann Brine 

Giles Hawke

Luca Catzola Philip Ordever

Graham Sadler Jo Rzymowska
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complex beast, requiring different approaches for different 
international markets – which is where the new tie in with 
We Are Social can help.

“Twitter is a major route into the UK market,” says 
Hawke. “Instagram is a much smaller platform in Britain, 
but massive in Italy and France. We’re very big on 
Facebook but, with MSC Divina now based in Miami for 
two thirds of the year, we need a way into the US market – 
and social media will be a big part of that.”

MSC may not have its eye on social media as a path 
to groups just yet, but Simon Purchase, founder of 
cruisingexcursions.com, thinks cruise lines could be 
missing an opportunity. “I think social media will become 
an increasingly important way of accessing group business,” 
he says. 

“On our site we’ve just launched an area called Let’s Get 
Together. It’s for people of similar tastes who want to go 
somewhere or do something out of the ordinary, and want 
to join an excursion with others to cut costs.

“For example, we recently got together a group who were 
on a cruise around Italy and wanted to go the Cinque Terra 
(Five Lands) area of the Italian Riviera. The cost would 
have been prohibitive for one or two, but as a group it 
became affordable.”

Many such groups, he adds, will have originally contacted 
each other through a well-established online forum like 
Cruise Critic. But cruise lines could perhaps benefit from 
developing similar ‘get together and book’ areas on their 
own websites.

Ann Brine, Managing Director of UK-based social 
media consultancy AMB Marketing, says cruise lines are 
still relatively slow to pick up on the potential power 
of platforms like Facebook for attracting affinity group 
bookings.

“Facebook usage is slowing now, but it’s still getting lots 
of advertising and it’s a massive database. It’s therefore great 
for a targeted marketing campaign,” Brine says, pointing 
as an example to a recent initiative by a new restaurant 
opening in Camberley, UK. 

Desperate for customers, it held an ‘Elvis Presley Night’ 
and advertised it via Facebook to the 1,742 FB-pinpointed 
users who lived within ten miles of Camberley and had 
declared themselves to be Elvis fans. Result? A packed 
restaurant, one very satisfied Facebook business user and – 
presumably – some well-fed Elvis look-alikes.

“I’ve been saying since the 90s that, as marketers, we 
need to be talking less about demographics and more about 
targeting people of similar interests (such as members of 
fan clubs) and suggesting ideas to them rather than waiting 
for them to do a search,” says Brine, who believes cruise 
lines should also be monitoring Twitter feeds to identify 
‘cruise buffs’ who attract a strong online following and get 
them – both literally and figuratively – onboard.

“For too long there’s been an attitude in the travel and 
cruise industries that ‘marketing does social media, the 
rest of us don’t have it in our job description.’ That needs 
to change,” she insists, suggesting that cruise lines should 
do a ‘social audit’ to see how ‘social-savvy’ their staff and 
customers are and which platforms – such as Facebook, 

Instagram or Twitter – they use the most.
“Essentially, social media is about getting people to like 

you, visit your site and pass you on to others,” she notes.
Meanwhile the vast majority of cruise bookings continue 

to come through travel agents and, though lots of people 
may talk about cruising in cyberspace, getting them 
actually to book a cruise online is a different matter. 

But like MSC, many cruise lines are intent on raising their 
profile on the global social media scene regardless, and the 
search for the most effective global platforms is on. 

“The various platforms may change, but the medium 
itself is not going away. And with word of mouth such 
a big driver of business, we are all having to embrace 
social media vehicles in bigger ways,” says Crystal Cruises 
International Sales and Marketing VP Philip Ordever. 

“Our engagement has greatly increased on both Facebook 
and Twitter, and we’re recording a growing number of visits 
to our website from both platforms – though it is difficult 
to quantify any resultant bookings, because 98% of our 
sales come through travel agents.” 

P&O Cruises also reports good results from Facebook 
and Twitter engagement. “We already have a very active 
customer base of people who regularly comment and 
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share their holiday experiences,” says Marketing Director 
Christopher Edgington. 

“We run regular campaigns on social platforms, and we 
still regard Facebook as a key marketing channel. Now 
we’re reviewing our content, customer service and social 
listening to allow us to develop even more engaging 
conversations with customers.”

Celebrity Cruises is another that is boosting social media 
engagement. It is being made an intrinsic part of Celebrity’s 
travel trade and marketing partnerships, says UK and 
Ireland Managing Director Jo Rzymowska. 

“We use Facebook to alert our travel agent partners to 
incentives, promotions and training opportunities, and 
we’re also very active on Twitter and Instagram,” she says, 
adding that it’s vital to move beyond travel material to 
engage people with other interests.

“An example of this is our recent tie-in with 
GreatBritishChefs.com to inspire food fans with the recipes 
and dining experiences that our cruises deliver. Social 
media is a key component of this,” says Rzymowska.

But, for all this flurry of activity, most cruise lines still 
regard social media as a marketing aid rather than a sales 
tool. “We’ve not found it a route to group bookings as such, 

Brine: “Essentially, social 
media is about getting people to 
like you, visit your site and pass 
you on to others.”

though accessing social groups with particular interests 
and closed-user databases can be very helpful in attracting 
group business,” says Regent Seven Seas Cruises UK and 
Europe Managing Director Graham Sadler. 

But that may change in future – and not only national but 
international affinity groups could become more accessible. 
Bernard Carter, UK and Europe Managing Director for 
RSSC sister-brand Oceania Cruises, believes English will 
increasingly become the dominant language in social media 
exchange. 

“We have our own Facebook page and Twitter account, 
and are currently looking at how to localise content for 
different markets, as Germany, France and Spain want 
material in their own language,” Carter says.

“But ask me in ten years’ time and I suspect the need for 
multilingual social communication will be reduced, as the 
number of English speakers is growing massively – largely 
owing to the growth of the Internet on which English is the 
primary language.” 

*Figures from #cruise social presentation at Cruise 
Shipping Conference, Miami, 2013
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It hasn’t taken new Cruise Baltic Director Claus Bodker 
long to grasp one of the key truths about operating 
in the cruise sector: if you want to persuade local 
politicians that visiting cruise ships are a ‘good thing’, 

you have to show them the money.
But, just to be clear, we’re not talking about cash in 

brown envelopes here. This is about the effect of the 
economic impact study in winning arguments about the 
value of cruise tourism.

A couple of months before Bodker replaced founding 
Director Bo Larsen in May, Cruise Baltic published its first-
ever impact study covering the Baltic cruise region. This 
showed a total impact of €1.4 billion, and the generation of 
12,000 jobs, in 2013.

“This study shows exactly how much money the cruise 
industry generates for the Baltic economies, and where it 
goes,” says Bodker. “Hopefully it will be an eye-opener for 
some of the politicians who say, for instance, that they don’t 
want any tourist buses in their towns and cities.

“It is an extremely important tool when dealing with 
people like that, and also with governmental agencies. We 
need to show the positive impact of cruising so that it can 
be set against the views of some people that cruising just 
means crowded streets and tourist buses everywhere.”

At this stage there is unlikely to be enough difference 
year-on-year to justify producing an annual study, so 
Bodker says Cruise Baltic will most probably commission 
them every third year.

“But the more that we can use such studies to position 
the cruise industry politically and commercially, the better. 
This includes influencing local retailers, many of whom 
could benefit far more from cruising than they currently 
do. 

“Some cities argue that their retailers are not rewarded 
with a fair share of cruise tourism income, because 
passengers disappear past their shops on tour buses to the 
local attractions.

“It needs to be understood not just that those passengers 
are supporting local tour operator and tourist site jobs but 
also that, though one ship’s passengers may not contribute 
much to retailers’ incomes, the next shipload may spend a 

lot with them.
“So the retailers should not take a 

narrow, short-term view of this cruise 
sector, as it is here for the long term. It 
is worth their while to make sure their 
shops are more visible and available to 
cruise visitors. 

“I have heard stories of ships going 

into ports on Sundays and the passengers finding all the 
shops closed. This is hard to understand when the people 
running the shops usually own them, too. I know that, 
if I had a shop, I would make sure it was as accessible as 
possible to cruise and other tourists.”

Cruise visitor numbers in the Baltic continued to rise 
in 2013, despite a small drop in both cruise calls and 
turnarounds. The increase of nearly 7% was ahead of the 
projected 4.7%, rise and meant that the average annual 
growth since 2000 had been more than 11%.

Another small drop in calls and turnarounds has 
prompted Cruise Baltic to forecast a marginal (0.4%) fall 
in visitor numbers this year, but 2015 – the year the new 
Emissions Control Area requirements for low-sulphur fuel 
use come into force – is still seen as the key year.

“Feedback from our members still shows concern about 
2015, as there seems certain to be another fall in call 
numbers,” says Bodker. 

“But it looks as though it will again be just a small 
decline and, as we expect visiting ships to continue getting 
larger and carrying more passengers, we could again see 
passenger numbers remaining stable or even showing a 
small increase.”

Much of that feedback was sourced by Bodker during his 
first couple of months in the job, when he visited more 
than half of the 28 member ports. “I needed to hear what 
their expectations are, and find out why they are paying 
what is a significant fee to be a part of the network. It was 
very important to get their impressions of what we have 
done and are doing, and also of what we could do for them 
in the future. 

“One of the most important advantages of being in Cruise 
Baltic is the access it gives our members to the cruise lines, 
so I am now planning to go out and meet the cruise line 
executives. I want to build up a network of contacts within 
the cruise sector and – as I have come from outside the 
industry – this will take more than a year to achieve. 

“I’ve already met with some government agencies, 
including a recent one with Danish Department for 
Business Development

This concerned the possibility of extending the port 
at Bornholm to avoid an issue with weather-related 
cancellations. Bodker believes there is potential for more 
calls at this port, which is currently bypassed by most of 
the Baltic ships.

Another key meeting was an internal one to discuss the 
association’s website, the redesign of which is one of several 
projects prioritised in Cruise Baltic’s strategy for 2014 to 
2016.

“At that meeting we decided the structure of the site and 

Money talks
Cruise Baltic, which has been one of the most effective cruise sector 
networks, now has a new Director. Tony Peisley reports.

Claus Bødker
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“Retailers should not take a 
narrow, short-term view of this 
cruise sector, as it is here for the 
long term.”

its content requirements,” he says. “We’re in the process of 
appointing a supplier, and I would expect to have the site 
up and running by the end of the year.”

Also prioritised was the provision of a Destination 
Toolbox of marketing materials for cruise company clients. 
“This is also part of our digital strategy, as the cruise lines 
need to be able to download the marketing materials 
directly from the website. That feature should also be in 
place by the end of 2014.”

Bodker says that the promised Edutainment Training Tool 
for travel agents is also on his radar, and will be developed 
during the 2014–16 period. 

Rosenborg Castle was used by Danish regents as a royal residence until 1710. The castle, which is situated in The 
King's Garden, is truly one of the ‘not to be missed’ gems of a visit to Copenhagen as its interior is breathtaking.



C
ru

is
e
 I
n

si
g

h
t 

A
u

tu
m

n
 2

0
14

84

It is, to (almost) quote Jane Austen, a truth universally 
acknowledged that any company seeking to raise its 
profile must be in want of a survey. 

Conducting surveys has certainly worked for 
online cruise travel agency Bonvoyage.co.uk, an operation 
which frequently makes headlines by polling its customer 
database to chart cruise passengers’ changing tastes. One 
of its most recent polls – of holiday choices made by 1,647 
UK adults aged 18 to 30 – highlighted a trend which 
should lift the hearts of cruise marketers: for it revealed a 
substantial increase in cruising’s popularity with the young.

Though a relatively small proportion – 17% of those 
surveyed – had taken a cruise within the past five years, 
38% of those who did cruise went with a partner, a group 
of friends or alone (or in other words, chose a cruise for 
themselves rather than tagging along with parents or 
family).

And 88% of those who had cruised said they would 
definitely do it again, while 9% had already begun the 
process of booking their next sailing. 

Cruising remains largely the domain of the over 50s, and 
such relatively small numbers won’t send the average age of 
cruisers tumbling overnight; but there is much encouragement 
for cruise lines in what the surveyed youngsters said when 
asked why they would like to cruise again.

62% nominated the varied activities offered onboard 
ships, while 54% appreciated the money-saving aspect 
of cruises in terms of food and entertainment being 

included in the upfront fare. Nearly half (44%) found it 
less stressful to organise and book excursions on cruises, 
compared to other types of holiday; and more than a third 
(37%) enjoyed cruising’s ability to show them multiple 
destinations in a single holiday.

The relentless promotion of cruising as a varied, youth-
oriented and value-for-money experience is clearly paying 
off. But perhaps the most heartening finding – in terms 
of future bookings and market growth – was that nearly a 
quarter (23%) of youngsters surveyed found cruising more 
appealing than other holiday options. 

Bon Voyage Cruise Development Manager Steph Curtin 
says that a sea-change in attitude is demonstrated by a 38% 
increase in 18 to 30-year-old travellers booking cruises 
through her agency over the last 12 months. “Since I started 
selling cruises ten years ago I have seen a major increase in 
bookings from younger travellers,” she says. And though 
this has largely been fuelled by cruising becoming more 
affordable as lines battled on price for a share of the world’s 
second-largest cruise market, Curtis believes the enthusiasm 
of the young for sea holidays will endure. 

“It’s true that people can now get a Med cruise – with 
food, entertainment and great facilities included – for the 
same price as a two-week self-catering beach holiday, and 
that’s made cruising much more accessible to the young,” 
notes Curtin. “But greater accessibility has made younger 
travellers really aware of the appeal of cruising.”

They’ve also – along with their elders – become aware 

Charting cruise 
consumer trends
As the cruise industry grows and becomes ever more global, the age profile 
and social demographic of cruise passengers is changing – and lines must 
study consumer tastes to woo future cruisers. Maria Harding asks how 
they’re going about it.

David Dingle Giles Hawke Jo Rzymowska Richard Twynam Steph Curtin
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of its downsides, notably the high cost of excursions and 
onboard drinks. “People now want lots more information 
on ports and destinations, as wherever possible they like to 
go off and do their own thing,” Curtin says.

“And we’ve seen a big increase in demand for drinks 
packages across all age groups. In fact, our most-asked 
cruise question now is whether drinks packages are 
available, and how much they cost. People like to budget 
ahead.”

She’s also seen burgeoning demand for UK-based cruises, 
as British travellers turn their backs on the hassles of 
airport security and baggage restrictions. But that said, 
sailings from UK ports are no longer populated by ‘Little 
Englanders’ in search of ‘Britain at sea’ . 

“British cruise travellers are generally more sophisticated 
about travel now, and more cosmopolitan in their tastes,” 
says Curtin. “They’ll happily combine a low-cost flight 
with a Premium or even a Luxury cruise, provided it’s from 
a convenient airport. But they do want a decent baggage 
allowance – at least 20kg per person. 

“And they’re willing to go beyond the Med and 
Caribbean, and explore more offbeat destinations like the 
Far East and Baltic, Iceland and Northern Europe.”

They are also, it seems, quite willing to try non-British 
cruise products. “There’s more of an adventurous attitude 
now, partly because the cost of cruising is lower,” Curtin 
points out. “People will give ‘new’ lines a try, and feel it’s 
not the end of the world if they don’t suit them.” 

That is music to the ears of Giles Hawke who, as MSC 
Cruises’ Executive Director for the UK, Ireland and Australia, 
is tasked with taking a predominantly Southern European 
product to a wider range of English-speaking markets.

“We are trying to improve our visibility outside Southern 
Europe as a Mediterranean/cosmopolitan/international 
brand,” he says, “and where our cruises are correctly sold 
to the ‘right’ non-European customers, we get excellent 
feedback from them. 

“But we stress to travel agents the importance of 
letting people know what to expect onboard, as some 
– particularly from the UK, America and Germany – 
like a very ‘localised’ experience, with food, drink and 
entertainment they are familiar with. These people will 
inevitably enjoy the MSC experience less than more 
sophisticated travellers, who are at ease in a cosmopolitan 
environment.”

To some extent MSC has adapted onboard systems to 
suit the more varied tastes of wider markets. For example, 
dining hours have been extended and more buffets 
introduced to accommodate both North Americans, who 
like to dine early, and Spaniards, who prefer to eat late. 

F&B offerings have also been tweaked; for example, 
thicker steaks are served on MSC ships geared to American 
and South African travellers. Wine lists are varied and more 
‘local’ beer carried if a big contingent of British or Germans 
is onboard. And English is the main language onboard, 

Curtin: “Our most-asked 
cruise question now is whether 
drinks packages are available, 
and how much they cost. People 
like to budget ahead.”

Can the cruise brands exploit the 23% of youngsters surveyed who 
found cruising more appealing than other holiday options?



C
ru

is
e
 I
n

si
g

h
t 

A
u

tu
m

n
 2

0
14

86

with multilingual announcements kept to a minimum. 
“We can carry as many as 46 different nationalities on one 

sailing, so it’s important to be aware of national tastes – as 
even attitudes to table water can vary widely,” says Hawke. 
“For example, bottled water is a part of life in France; but 
Australians aren’t used to – or happy about – paying for it.” 

But it’s impossible to please all of the people all of the 
time, and with clientele from Italy, France, Britain and 
Germany in summer and all of these plus Brazil, Argentina 
and Mexico in winter, MSC is pleased to see an emerging 
breed of younger, more sophisticated ‘world travellers’ 
who welcome the chance to meet and mingle with other 
nationalities. 

“Going forward we tend not to look so much at national 
differences as at global trends,” says Hawke. “For example, 
there is growing interest worldwide now in eating good 
quality, locally sourced food from sustainable sources. 

Rzymowska: “The way 
ahead is to woo cruise guests 
not according to age but to their 
interests.”

“So, while we reflect MSC’s Italian heritage with the Eataly 
restaurants onboard, we also serve authentic dishes with 
local ingredients from whichever part of the world we’re 
cruising in.”

Celebrity Cruises Managing Director (UK and Ireland) 
Jo Rzymowska also sees the average age of passengers 
reducing, but believes the way ahead is to woo cruise 
guests not according to age but according to their interests 
– for example food and wine, spa and fitness, or cultural 
events. 

“In the UK and US we are increasingly segmenting our 
marketing efforts to focus on types of guest and subjects 
or events they are interested in,” she says. “For example, 
some of our marketing specifically targets the affluent, 
and we have partnered with luxury travel specialists to 
reach this audience.” This focused marketing includes 
new sponsorship deals linking Celebrity with upmarket 
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TV channels (like Sky Arts) or events like food and film 
festivals and high-end sports like Polo. 

“Because our guests tend generally to be well travelled, 
their tastes are relatively similar regardless of the source 
market,” Rzymowska says. “But we do ‘tweak’ our offerings, 
depending on dominant source markets; for example, 
offering later dining hours on sailings where the majority of 
guests are European.

“And as we attract more families, we have enhanced 
options for younger guests by, for example, partnering 
with Xbox to offer themed areas where teenagers can enjoy 
activities like Zumba parties and sports tournaments.”

Such changes reflect not only the advent of genuinely 
younger cruise passengers but also a proliferation of 
affluent and ‘young at heart’ baby boomers, of varied 
nationality, whose point of similarity is a determination to 
make the most of their autumn years. 

“A growing number of Britons, Americans and Europeans 
are taking full or partial retirement at 50, when they 
are still in their prime,” says Oceania Cruises Managing 
Director for the UK and Europe Bernard Carter.

“Modern technology means they can stay connected 
to their businesses while they’re away, and they’re very 
different from the archetypal ‘moneyed cruisers’ who would 
book a long voyage and liked to dress up every night.” 

In the past people would choose a favourite cruise line 
and stick to it, but Carter believes ‘baby boom cruisers’ are 
used to greater choice and hungry for different experiences.

“There are some tastes that are more pronounced in 
certain markets than others,” he says. “For example, though 
most passengers share an interest in good food and wine, 
those from the Benelux countries are particularly passionate 
about the culinary arts. In fact there are more Michelin-
starred restaurants in Belgium than in France.” 

To meet such demand, Oceania has developed its La 
Reserve onboard restaurants, which pair haute cuisine with 
fine wines, and the Bon Appetit culinary centres, which 
have 24 cookery stations at which (for a premium charge) 
guests learn the art of fine cooking.

Carnival UK CEO David Dingle agrees that cruise 
passengers are getting younger in outlook, and says 
demand for the finer things in life is not confined to takers 
of Luxury cruises.

Which is why Carnival’s P&O Cruises has invested in 
an ‘enomatic’ system of wine storage, enabling top-quality 
vintage wines to be kept in good condition after opening 
and served by the glass. The first system was installed on 
the Azura in 2010, and now Ventura has one; others are to 
be retrofitted on all P&O ships.

“It’s a question of evolving, rather than chasing trends,” 
says Dingle. “If we’re going to invest upwards of £250,000 
in restructuring a bar, it’s because we see a genuine demand 
which will be ongoing.” As well as the wine machines, 
P&O is enabling Wi-Fi access throughout its ships. 

“We see great demand for easier connectivity at sea. 
People want to send home ‘selfies’ which show them having 
a great time,” Dingle says, adding that the ‘great time’ 
depends on being offered a high-quality experience.

“Most people in the Western world now have lifestyles 
that are 85% comfortable; our aim is to make that comfort 
level 100% while they’re on a cruise by providing little 
touches of luxury, from top-quality beds and bedding to 
modern entertainment and the chance to try a glass of 
vintage wine they wouldn’t have at home.”

For Azamara Club Cruises Managing Director for UK and 
Ireland Richard Twynam it’s the experience of ‘real’ travel 
which appeals most to 21st century passengers. “Our core 
passengers have now moved beyond ‘stuff-ocation’ and 
into experientialism,” he says. “In other words, experiences 
matter more than luxury goods, and the ‘bucket list’ is what 
matters now.”

Twynam sees ‘destination immersive’ cruising – with more 
overnights and longer stays in port – as a major trend going 
forward. He adds, however, that with only 5% of Chinese 
people currently endowed with a passport, “It will be 
fascinating to see what impact the growth of the Chinese 
market has on travel.” 

Focused marketing initiatives include sponsorship 
deals linking Celebrity with high-end sports like Polo.



Every picture 
tells a story



“Futuristic”, “Revolutionary” and “Unique” – that’s how MSC Cruises describes the design of its latest 
prototype cruise ship codenamed “Seaside”.   It has ordered two (plus an option for a third) costing 
€700m apiece from Fincantieri with delivery dates in November 2017 and May 2018.

Measuring 154,000t and carrying up to 5,300 passengers plus 1,413 crew, they will be designed 
to “lead the way for a new generation of cruise ships that will be completely different from an 
architectural point of view.”

Among other innovations, there will be a sea-level, wrap-around promenade deck which addresses 
the growing problem of larger ships being built with declining amounts of open deck space for their 
passengers.  But the most ambitious promise is that the Seaside ships “will be able to dock in any 
port around the world.”  
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Tony 
Peisley
Don’t get me started

I have to be honest: my immediate reaction to 
the news that CLIA had ended its co-operation 
with Friends of the Earth (FOE) over its annual 
environmental report card survey of cruise lines was 

“And about time, too.”
But, on reflection, maybe the better response would have 

been to welcome what might just presage a new era when 
the cruise industry starts taking the fight to its growing 
number of highly vocal detractors.

Last year in these pages I bemoaned the way the industry 
had caved in to demands for a completely redundant 
passenger bill of rights. Perhaps, though, that was the nadir 
for the industry’s defensive policy – and now the only way 
is up… and at ’em. For it has been clear for some time that 
those with their own agenda and reasons for attacking the 
cruise industry are not going to be won over by constant 
acquiescence, let alone the facts.

I am old enough to remember when groups like FoE first 
came on the scene, and my response then was exactly what 
it was to CLIA’s most recent decision: “And about time, 
too.” For there was no doubt that many companies and 
governments were riding roughshod over the environment, 
and did need to be reined in.

The problem is that, once established, organisations like 
FoE end up being invested in the continued existence of 
the problems that they were set up to combat. 

This is a little like when James Dean was asked what he 
was rebelling against and he mumbled back: “What have 
you got?” After all, what’s an environmental action group 
going to do if everything and everyone really does go 
green?

Which may explain why FoE (and other groups which 
should also – and probably do – know better) continues 
to peddle wholly inaccurate stories about cruise ships 
dumping untreated waste at sea. 

I quote just a small section of the invective from their 
current website page on ‘Cruise ships’: “Cruise ships the 
size of small cities ply the waters off our coasts, producing 

and then dumping large amounts of sewage and other 
wastes into our oceans and destroying our valuable marine 
ecology. Some of that waste is treated prior to dumping; 
other waste is dumped directly into the ocean without a 
second thought.”

Also, it is no accident that FoE runs its survey on cruise 
ships rather than the much larger constituency (and 
therefore potentially far greater source of pollution) of 
merchant ships. A cruise ship survey is always going to 
produce far more column inches and broadcast footage 
– a key factor when publicity is the lifeblood of any 
environmental lobby or action group.

Withdrawing CLIA co-operation clearly will not stop 
FoE doing the survey, but it might just chip away at 
its credibility. The argument for co-operating is that, 
otherwise, it could suggest the industry had something 
to hide. But it was very noticeable that little negative PR 
followed CLIA’s announcement.

In any case, it makes zero sense to help an organisation 
produce a report which every year – through its selective 
use of data and what can only charitably be called 
‘misunderstanding’ of the technical issues of ship operation 
and the admittedly complex regulatory framework – 
denigrates the industry’s genuine efforts to reduce its 
impact on the environment.

CLIA could have co-operated with the survey during 
another decade of massive investment by its member lines 
in advanced wastewater treatment systems and exhaust gas 
cleaning systems and still see this given no credit in the 
final reports. But could possibly be the point of that?

I took great heart from Royal Caribbean Cruises 
Chairman Richard Fain having the courage to stop talking 
of the “myths” about cruising and call a spade a spade by 
describing them as the “big lie” at Cruise Shipping Miami. 
If this somehow fed into that CLIA decision – and what 
does turn into a new hard-line stance from the industry – 
then it may prove to be the most important contribution 
(among many) he ever makes to the future of cruising. 
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