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Foreword
Economic impact reports are no longer the sole preserve of the cruise associations. 
Valuable though national studies are to the industry, ports and their partners in 
local government are now increasingly making investment decisions based on the 
outcome of local surveys. 

As a result many ports – especially in Europe and North America – are investing 
enormous sums to enhance their facilities for the development of cruise tourism. 
The report by Tony Peisley in this issue on European ports shows how far this 
sector has moved in recent times to respond to repeated warnings from cruise 
line executives that their facilities were lagging behind the industry’s phenomenal 
growth.

In fact, the increasingly global nature of the industry today has changed the 
cruise lines’ way of doing business. Some brands now have such large fleets that 
it is making unprecedented demands on the way that they do business.  Brazil, the 
subject of our lead story, is a good example. Who would have thought that the 
cruise industry would accept a market where the local population expected to pay 
for their cruises in 10 monthly – and credit-free instalments?  

The result is that the major lines have developed that market to nearly one 
million passengers in no time at all despite relatively poor port facilities, inadequate 
infrastructure and a local population (and travel retail sector) that is still at the very 
bottom end of the learning curve about the cruise product.  Something similar is 
also happening in Asia.

The Caribbean can’t be said to be a new market as it has always been the most 
popular destination for cruises. But, as a group of islands, they have never had an 
independent voice to represent them within the industry. It seems as if that might be 
coming to an end when I spoke to the Caribbean Shipping Association last month. 

Elsewhere in this issue, Maria Harding found that lessons have certainly been 
learnt by Richard Fain and his team following the launch of Royal Caribbean 
International’s ground-breaking Oasis of the Seas while Susan Parker reveals the 
verdict of port officials and cruise line executives on the industry’s latest hot issue:  
Emission Control Areas.

While, in our latest survey of the world’s leading cruise ports, Miami and Nassau 
came out top – respectively among turnaround ports and ports of call for 2009. D 

Chris Ashcroft, 
Publisher & Editor
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A beautiful canal house dating from 1664, originally built for 
the mayor of Amsterdam, houses an enormous collection 
of exhibits including ladies’ handbags from the 16th century. 
Gilly Ashcroft is fascinated by these beautifully and 
tastefully displayed exhibits.

A fascinating collection of  
and design development  

The Dutch capital is home to more 
than 50 museums. They include 
famous ones like the Rijksmuseum 

(the largest in the Netherlands), which 
houses masterpieces of the Golden 
Age; the Van Gogh; the newly opened 
Hermitage – an offshoot of the 
Hermitage in St Petersburg, Russia; 
NEMO, which is a hands-on science and 
technology museum aimed at children; 
the Stedelijk for modern art; Anne Frank 
House; Rembrandt’s House and the 
Tropenmuseum. 

But there are many more to suit almost 
every interest from diamonds, tulips, sex, 
vodka, beer, coffee and tea to houseboats, 
film, theatre, photography and football 
(The Ajax Museum); even marijuana and 
the Museum of Fluorescent Art, which 
honours Jimi Hendrix. 

One of the most unusual is the Museum 
of Bags and Purses Hendrikje. Opened in 
2007, this is on three floors of a beautiful 
double-fronted canal house dating from 
1664 which was originally built for the 
mayor of Amsterdam. Fully restored, 
many of the historical features have 
been preserved; two exquisite period 
rooms with original ceiling paintings and 
fireplaces are open to the public and 
there is an excellent café overlooking an 
elegant recently restored 18th century-
style garden. The museum shop has a 
wide range of bags from both Dutch and 
international designers.

The exhibits include ladies’ handbags 

from the 16th century 
to the present day. The 
collection consists of 
bags, pouches, suitcases, 
purses, chatelaines, 
reticules and many 
more exquisite historical 
accessories fashioned from an 
extraordinary array of materials 
– from goatskin through silk, 
silver, tortoiseshell, wood, velvet, 
steel and gold to modern day 
plastic. And bottle-tops. 

The museum marks events in 
history literally reflected on a bag 
or purse which tells the story of the 
moment – such as when the first giraffe 
arrived in France in 1826; and the first 
steamer, Sirius, crossed the Atlantic in 
1838. When the Normandie sailed from 
Le Havre to New York for the first time 
in 1938, all first class passengers were 
given a leather clutch bag in the shape 
of the ship as a memento of the special 
occasion. 

The Museum of Bags and Purses was 
originally a private collection, amassed 
over 35 years, and consists of over 4,000 
very fine pieces; it is considered to be one 
of the top eight fashion museums in the 
world. An elegant yet accessible museum 
combining period and modern features, 
it appeals to a wide audience – including 
many male visitors who initially follow their 
partner and are pleasantly surprised by 
the interesting content. 
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 social, industrial 
  through the ages

Clockwise from main picture:
1935 Inaugural Normandie Crossing clutch bag
1820 German, inlaid turtleshell – first bag purchased by Mrs. Hendrikje Ivo
1630  Beadwork ‘Remember the pore’ – Heinz Ivo's favourite bag
1970's Leather and peacock feathers bag
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Making a

Cruise, port and destination news

Danish ports development

Baltimore invests in a new 
boarding bridge

8 Making a Splash
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Copenhagen is building a new 1,100m cruise 
ship quay for 2013. This will have flexible 
terminals and a shore power plant with 
connections for ships. Aalborg is moving the 
industrial port outside the city, giving cruise 
ships exclusive access to four berths in the 
centre. A major waterfront development 

is also under way which, when completed 
in 2012, will include a music hall, parks, a 
hotel and a shopping mall. Also in Denmark, 
Helsingor is spending ¤135 million to 
upgrade its harbour and waterfront by 
2012. This development will include an 
underground Maritime Museum. 

Maryland Port Administration will be working 
with TEAM on a new Passenger Boarding 
Bridge for our cruise terminal for the Port of 
Baltimore. The Passenger Boarding Bridge is 
completely mobile, has the capability to drive 
along the whole quay and is able to connect 
with cruise ship entry doors at various levels. 
The whole steel structure consists of glass 

mounted tunnel sections and the cabin 
of the PBB is equipped with a uniquely 
integrated telescopic docking ramp that, 
when attached to the side of a cruise 
ship automatically follows the vessel’s 
movements and will safely undock in the 
event of an emergency. Installation is due 
to complete in 2011.

Costa Cruises is expanding its operations 
in Japan next year with Costa Classica 
scheduled to complete 32 cruises from 
May until October departing from Fukuoka 
featuring Chinese and South Korean ports 
of call. Guests will be made to feel at home 
with Japanese hostesses and staff on hand 
to provide advice during the four, five and 
six night cruises.

Kiel is investing ¤11 million to upgrade its 
cruise infrastructure and expects to add 
a fourth terminal. Kiel’s railway station 
is also set to be upgraded during winter 
2012/13, along with the tracks and rolling 
stock linking the port with Berlin, so that 
it will be ready for summer 2013. The 
rail tour to Berlin is the most popular 
excursion for transit passengers to the 
port. Rostock-Warnemunde has set 
aside ¤10 million for more infrastructure 
improvements by 2012. It is currently 
investing ¤1.7 million to enable it to  
handle ships landing wastewater for 
treatment.

Costa breaks 
new ground in 
Japan

Kiel and 
Warnemünde 
upgrade their 
facilities



Kabbalah and the Mediterranean 
landscape at VPT

Visa-free to Russia?

This personal exhibition by the Venetian 
artist Tobia Ravà is included within Venice’s 
‘Summer of Arts – The art exhibition 
of the cruising season’. This initiative, 
promoted by Venice Passenger Terminal, 
turns the spotlight on the protagonists of 
contemporary arts thanks to a cycle of 
exhibitions organised every year. Twelve 
canvases and one sculpture are presented, 
with the theme of travel and the 
Mediterranean Sea. The masterpieces will 
be exhibited on the first floor of Terminal 
107 until 15 October.

A newly approved extension to existing 
regulations, together with a more flexible 
interpretation, has enabled EU-registered 
St Peter Line to launch the first visa-free 
ferry service between Finland and Russia.

The company is operating the 
refurbished 34,000-tonne/1,638-passenger 
Princess Maria on five sailings a week 
between Helsinki and St Petersburg and 
expects to carry 500,000 passengers 
over the year. Whatever their nationality 
they will be able to stay up to 72 hours in 
Russia without requiring an individual visa.

The regulation variation was supported 
by the St Petersburg government, which 
has made clear its wish to see the 
removal of the visa requirement for visiting 
cruise passengers, too.
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Investment in ports and airports in Canada 
New England in recent years amounted 
to about US$400m, estimated Cruise 
the St Lawrence Executive Director Rene 
Trepanier at the Canada New England 
Cruise Symposium in Saint John, New 
Brunswick in June.
And with more to come, the subject of 
the impending North American Emissions 
Control Area (ECA) is one that is foremost 
in the minds of cruise operators in the area. 
Read more on the views on ECAs of both 
the ports and cruise lines on page 72.

Northern Europe’s leading cruise port, 
Southampton, is investing £19 million in a 
fourth terminal (as part of a 20-year deal 
with Carnival) in the Eastern Docks. And a fifth 
terminal is also under consideration. Dover, the 
UK’s second busiest port, plans to lengthen 
one berth, enlarge the turning area, and create 
more baggage handling and parking. And 
Portsmouth’s new cruise/ferry passenger 
terminal should be completed in 2011; the port is 
also considering separating its cruise and ferry 
operations within the harbour. Read more about 
UK port development from page 108.

 New terminal at Avalon?
The port of Avalon on California’s 
Catalina Island has plans for a 
passenger terminal designed for cruise 
homeporting. The city council has 
approved funding for a feasibility study 
into building the facility.

 AIDA continues its 
growth pattern
Carnival Corporation & plc has ordered 
another new ship for its German brand 
AIDA Cruises. Costing about ¤330 million, 
this will become the third in a series of 
71,000-tonne/2,192-passenger ships to 
be delivered by Germany’s Meyer Werft 
between 2011 and 2013.

The German market has been 
growing fast, with AIDA the market 
leader (see Page 88).

 Goulette Village opens
The latest stage in the development 
of Tunisia’s La Goulette cruise port has 
been completed with the opening of a 
themed tourist village near its two new 
cruise berths.

The medina-styled Goulette Village 
Harbour comprises more than 100 
shops and restaurants.

 Bahrain generates over 
$250,000 per call 
A tourism advisor at Bahrain’s Culture 
and Information Ministry, Dr Heba Abdul 
Aziz, reported that a 2,000-passenger 
cruise ship was bringing more than 
$274,000 per call into the local 
economy. With 70 calls in the last 
winter season, that represented more 
than $20 million. 

Dr Aziz also said that their research 
showed that 50–70% of cruise visitors 
returned to Bahrain for a land stay, 
increasing the potential economic 
benefit of their cruise visit.

 Depaz distillery opens its 
château to the public
One of the most visited venues for 
cruise visitors, the Depaz Distillery has 
opened its plantation house to the 
public. Surrounded by a well-tended 
park and beautifully nestled at the 
foot of the majestic Mount Pelée, 
the château of the former plantation 
master shelters a precious collection 
of artefacts, archive documents, Creole 
costumes and antique furniture.

ECAs become 
the hot topic 

UK port 
development



Lithuania is country on the south-
eastern shore of the Baltic Sea. With 
a population of nearly 3.5 million 

the country has just one coastal region 
named Klaipeda. The region combines 
the impressive old town of Klaipeda, the 
distinctive nature of the Curonian Spit – 
listed by the UNESCO as a World Heritage 
site – and Lithuania’s summer attraction, 
Palanga resort.

The city of Klaipeda, Lithuania’s third 
largest with a population of 185,000, is 
rich in culture and history and surrounded 
by picturesque nature and remarkable 
historical and cultural sites. The city is a 
blend of old and modern, free in spirit, full 
of style. Today’s Klaipeda is known for 
its Fachwerk-style old town, craftsmen’ 
courtyards and cobblestone streets. The 
Theater Square – the heart of the city 
hosts traditional maritime festivals, craft 
fairs and amber markets. 

There is a wide choice of museums 
and galleries including Klaipeda Castle 
Museum, Clocks and Watches Museum, 
the History Museum of Lithuania 
Minor and the Blacksmith’s Museum. 
The largest complex consists of the 
Lithuanian Maritime Museum and the 
Dolphinarium – the city’s most popular 
attraction. 

Klaipeda’s waterfront is to be revived 
along the Dane river estuary. The old 
town is being rebuilt, and there a modern 
entertainment centre will be created on the 
opposite river bank.

SEAGATE WATERFRONT PROJECT 
The waterfront is being reconstructed in 
historic downtown Klaipeda to preserve 
the maritime heritage by reconstructing old 
warehouses, half-timbered building and 

cobblestone streets. Klaipeda Castle is to 
be completely rebuilt, too.

MEMEL CITY WATERFRONT PROJECT  
The site of the former ship repair yard is 
to be reconstructed to offer outstanding 
business, residential and entertainment 
facilities. A modern district with distinctive 
architecture, it will have a wide variety of 
leisure areas, restaurants, hotels, parks 
and fountains. 

TWO IN ONE: FROM KLAIPEDA TO 
KALININGRAD
While in Klaipeda tourists can also visit 
the unique Russian enclave of Kaliningrad 
with its range of outstanding sites including 
the City Cathedral and Kant’s grave, the 
Brandenburg Gate, the Wrangel Tower 
and the distinctive German District. Among 
its many museums the Amber Museum, 
the Museum of History and Arts and the 
Museum of Oceanography boast rich 
collections including many unique pieces. 

KLAIPEDA OFFERS DISCOUNTS FOR 
FREQUENT CRUISE CALLS 
The port of Klaipeda has adjusted to a 
fast-changing economic environment and 
taken steps to reduce operational costs 
for visiting cruise ships.

For the third year in a row Klaipeda 
is offering reductions in port dues and 
discounts for frequent calls. The latest 
and the most significant amendments to 
Regulations of Klaipeda State Seaport 
Dues came into force in March 2010; 
they provide cruise vessels with a 20% 
discount on all port dues on 2nd and 3rd 
calls (within the calendar year) and a 
50% discount for the 4th and  
subsequent calls.

HIGHLIGHTS OUTSIDE KLAIPEDA
Curonian Spit – Curonian Spit – this long 
narrow sand peninsula is listed by the 
UNESCO as a World Heritage site.
Palanga – the country’s largest resort, 
situated 26km north of Klaipeda. 
Plokstine Soviet Nuclear Weapon Site – 
the secret cold war nuclear weapons base.
Vente Cape – centre for the study of bird 
migration.
Lithuanian countryside and farmsteads – 
experience the local people and their culture.

Revival and enlargement 
of Klaipeda waterfront

Statistics – according to preliminary data 
some 38,000 cruise passengers and 
50 cruise ship calls are expected in the 
port of Klaipeda during the course of the 
2010 cruise season. This is a significant 
increase compared to the 9,000 in 2004 
when cruise tourism began.
Cruise infrastructure – located in the in 
the heart of the city, the Cruise Vessel 
Terminal, which can accommodate vessels 
315m long and 8.5m draught, is just 100m 
from the city’s centre. The construction of 
a new Passenger and Cargo Terminal, for 
the central part of the port and the city, will 
be completed in 2012.

PORT INFORMATION
Port: Klaipeda State Seaport Authority
Address: J. Janonio g. 24, LT-92251, 
Klaipeda, Lithuania
Phone: +370 46 499 799
E-mail: info@port.lt
Fax: +370 46 499 777
Web: www.portofklaipeda.lt

VTS - channel: VHF ch 9
ISPS 24 h contact: +370 46 499 645 or 
VHF ch 9
Maximum ships dimensions:
Length: 315 m. Draft: 8.5 m. Beam: 45 m
Pilot: Yes available
Waste handling: All kinds



Located only seven miles from Fort-
de-France, Martinique’s Balata Gardens 
now offer an incredible and innovative 
experience to its visitors. They can 
now explore its luxuriant canopy while 

comfortably strolling along 15m high 
wooden pathways running over the tops of 
100-year-old trees and giving a breathtaking 
aerial view of the garden, the bay of Fort-
de-France and the Carbet Pitons.

Aerial paths through the Balata 
Gardens canopy 

Five Mediterranean ports – Marseille, 
Barcelona, Genoa, Thessaloniki and 
Venice – have joined together in a project 
to reduce pollution from air emissions.
Called APICE (Action to Mitigate Port, 
Industries and Cities Emissions), it will 
involve an 18-month scientific study of 
the impact of port emissions on urban 
air quality. By 2012 there should be 
recommendations of ways to lessen that 
impact, probably including shore power. 
Elsewhere, the Finnish port of Turku is 
offering discounted fees to ships which 
have invested in the technology, or more 
expensive fuel, to lower SOx and NOx 
emissions.

New port project to 
reduce emissions

Singapore Cruise Centre Pte Ltd has 
welcomed the return of Soo Kok Leng 
as Chairman of its Board of Directors 
from 15 May with the stepping down 
of George Huang from the company’s 
chairmanship. Mr Soo was the 
company’s first Chairman, from 7 July 
2003 to 1 September 2006, following 
the divestment of the cruise and ferry 
terminal business by PSA Corporation 
Ltd. The company deeply appreciates 
George Huang’s leadership and 
contribution over the past three-plus 
years.

Mr Soo is 58 years old and a well-
known figure in the Singapore corporate 
scene. He is currently the Chairman of 
Singapore Technologies Electronics 
Ltd, and is a Director on the Board of 
MediaCorp Singapore Pte Ltd, Sentosa 
Development Corporation, International 
Enterprise Singapore and Cradance 
Services Pte Ltd. He is also Corporate 
Advisor to Temasek Holdings Pte Ltd and 
Singapore Technologies Engineering Ltd, 
and holds a number of other posts in 
the aviation, educational, diplomatic and 
leisure fields.

The Dublin Port Company recently 
announced that cruise tourism had brought 
more than ¤350 million in economic 
benefits to the city over the past decade 
with a further ¤55 million projected in 2010.

The response of Ireland’s tourism 
minister Mary Hanafin that “their 
contribution to our economy is significant 
and the business that cruise ships bring 
to the ports and cities should not be 
underestimated, with each cruise call 

delivering a noticeable upturn in trade 
at high-end retailers” underlines the 
importance of making such figures public 
knowledge.

The fact is that – just a few years ago 
– the likelihood of a senior political figure 
making such a statement was remote in the 
extreme simply because few if any were 
aware – or, more significantly, being made 
aware – of the scale of the contribution of 
cruise tourism to local economies.

Soo Kok Leng reappointed Chairman 
at Singapore Cruise Centre

Tourism minister Hanafin 
acknowledges cruise impact 
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First fall-out from 
North American 
ECA go-ahead
Fred. Olsen Cruise Lines (FOCL) has become 
the first cruise brand to warn that it will 
drop Canada/New England itineraries from 
2012 due to the introduction of the North 
America Emissions Control Area. This will 
require ships to use the more expensive 
lower-sulphur fuel when operating with 
200 miles of the coastline.

FOCL estimates it would cost it C$17,000 
per sea day extra to switch from its usual 
heavy fuel oil. 

Costa Cruises has also dropped the 
region for 2011, but in this case it cites the 
greater demand that it is seeing for its 
ships in Europe.

Soo Kok Leng



NORWAY
the ultimate natural cruise experience

Check out our cruise calendar at 
www.cruise-norway.no.

Norway’s long coastline of 1300 nautical miles provides immense possibilities for 
creative, interesting itineraries in all seasons. Today, cruise ships call on about 
30 different Norwegian ports, with about 1478 calls in 2010 and nearly 2 million 
visitors. Norway is the leading nature based cruise destination in Europe.

PORT OF

READY AND WAITING

North Mole, Gibraltar
Tel: +350 20046254

Fax: +350 20051513

www.gibraltarport.com

Prime location at the 
southern tip of Europe

Safe anchorage

High quality bunkers 
at competitive prices

State-of-the-art cruise facilities

Proximity to International Airport

VAT-Free provisions

The Port of Gibraltar offers:



The European cruise industry has not 
been immune from the effects of the 
economic downturn of the past two 
years. Individual cruise companies 
have seen their yields and net income 
reduced while there has been a marked 
slowdown in new ship orders.

But passenger numbers have continued 
to rise and – most impressively – the 
total economic impact has also grown. 
In 2009 survey, conducted by GP Wild 
International BREA, this reached ¤34.2 
billion – a near 6% increase on 2008 and 
nearly double that of 2005 when the 
European Cruise Council commissioned 
the first-ever economic impact study of 
cruising in Europe. 

The total economic impact of the 
European industry topped that of the 
North American cruise sector for the first 
time in 2008 and did so again in 2009 
when the full benefit from cruising to 
the US economy dropped sharply from 
the record $40.2 billion of 2008 to $35.1 
billion (less than ¤30 billion),

Falls in capacity in both Hawaii and 
Alaska were major contributors to the 
downturn with Europe a major beneficiary 
as its share of global cruising activity 
grew as North America’s declined – in 
2009, 61 ships (77,300 lower berths) from 
North American lines were deployed in 
Europe. This was a capacity increase of 
8% on 2008 and, significantly, of 75% on 
2005.

This trend for capacity to switch 

across the Atlantic was a key factor in 
the European cruise industry riding out 
the economic downturn so that overall 
economic impact continued to rise in 
2009 and, although there was a 4.9% 
fall in jobs generated, the 296,000 total 
was still the second best in the industry’s 
history – and 58% more than in 2005. 

This fall - and the marginal (1.2%) drop 
in direct cruise industry expenditure to 
just over ¤14 billion - was almost entirely 
due to the slowdown in new ship orders 
as a direct result of the sudden economic 
uncertainty.

All sectors (passenger purchases, staff 
wages and cruise line purchases), with 
the exception of newbuildings and refits, 
saw significant increases, reflecting the 
continued rise in passenger numbers. 
And significantly for the many European 
destinations now attracting cruise visitors, 
passenger spending onshore grew 7% to 
¤2.9 billion.

European employees of the cruise 
lines accounted for 36% of the direct 
jobs generated by the cruise industry and 
27% of the compensation. In fact, 46,500 
European nationals were employed as 
officers and ratings on cruise ships while 
cruise lines employed nearly 4,500 
Europeans in their headquarters and other 
administrative offices.

Cruise line purchases accounted 
for 39% (¤5.4 billion) of the direct 
expenditure, shipbuilding 33% (¤4.6 
billion), passenger/crew spending 

20% (¤2.9 billion) and cruise staff 
compensation 8% (¤1.2 billion). Excluding 
airfares, embarking passengers spent 
an average of nearly ¤70 in each 
European cruise port embarkation city 
while spending an additional ¤60 in each 
European port of call.

That cruise line spending included more 
than ¤1 billion on financial and business 
services (including insurance, advertising, 
engineering and other professional 
services); ¤780 million on commission to 
travel agents across Europe; and nearly 
¤480 million to food and beverage 
suppliers. Contact the European Cruise 
Council for a copy of the full report.

Economic impact in Europe: ¤34 billion
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Norwegian port 
development 

Genoa leads 
Italian surge 

Turkish 
investment

By 2011 there will be new cruise quays 
at Hellesylt and Stranda and, by 2012, 
Geiranger expects to be offering 
cruise visitors electric boats, scooters 
and cars for hire as part of a series of 
environmental measures which will also 
include ‘green’ tenders with electric/
hydrogen power units. Ålesund is 
extending its cruise terminal by 200m to 
create a 570m quay, while Tromsø city 
harbour is being dredged this year so 
that the larger ships will be able to dock 
at new quay facilities in 2011. Read more 
from page 108.

At Genoa a new 340m cruise dock 
should be operational by 2011. Along 
with improvements to an existing 
terminal and a new pedestrian 
walkway between the terminals, this is 
costing ¤16.6 million. Increasing traffic 
from MSC Cruises accounted for most 
of the port’s 23% cruise traffic growth 
in 2009 and – with more calls also 
sche duled by Royal Caribbean Cruises 
and Louis Cruise Lines – will help boost 
Genoa’s traffic in 2010 by a further 
17%. More about Italian ports from 
page 108.

A $2 million terminal is part of a $6 million 
development plan for Port Akdeniz; Bodrum 
has a newly-built 240m pier; Alanya plans 
to expand its berths and upgrade facilities; 
Marmaris has a new pier and expanded 
terminal and is planning a new $8 million 
pier to double its docking capacity to 
four ships. Izmir is creating a new port 
– Uckuyular – with two piers of 525m 
and 320m; and Istanbul is the subject of 
a private sector plan to incorporate three 
new berths in a development which would 
increase the city’s capacity to more than 1 
million cruise visitors. 





On taking the reins of Martinique Regional 
Council, the local government agency in 
charge of the Caribbean island’s economic 
development, one of Serge Letchimy’s first 
acts as President was to appoint Karine 
Roy-Camille as Tourism Commissioner and 
President of the Martinique Tourist Board.  

Roy-Camille has more than 20 years’ 
experience in selling cruises as a manager 
in a travel agency. She has proved to be 
a dynamic and a keen advocate of the 
cruise industry as a former President of 
the Martinique Cruise Tourism Association. 

With the full support of the President 
of the Regional Council and her Board of 

Directors, Roy-Camille has already started 
implementing measures in favour of the 
cruise industry, including:

Investing heavily in campaigns to 
increase awareness of the importance 
of tourism development and nature 
preservation; working more closely 
with the private sector; revamping and 
restructuring the tourist product; increasing 
investment in communication with the 
cruise industry; and promoting and 
encouraging innovation.

Local studies supporting regional and national 
impact statistics is emerging Down Under. 
In fact Cruise Down Under General Manager 
Jill Abel, welcoming the Darwin Cruise 
Ship Passenger Survey, has urged all cruise 
destinations “to undertake similar reports in 
determining the expenditure and behaviour 
of cruise passengers to obtain valuable 
insights to enhance the visitors’ experience”.

The Darwin survey (carried out by Tourism 
Research Australia, Tourism Northern 
Territory and Taylor Nelson Sofres) – of 
1,347 passengers (53% domestic and 47% 
international) and crew on seven ships calling 
at the port during the 2009/10 season – 
found that passengers spent on average 
A$144 ashore, and crew members A$78.

About three in ten passengers took an 
organised tour, while shopping was the 
most popular activity – followed by walking 
around the city centre and eating at local 
restaurants.

Darwin exceeded expectations for 51% of 
passengers but – underlining the way ports 
and destinations can miss out on maximising 
income from cruise visitors – there were 
complaints about shopping hours and the lack 
of shopping facilities in the cruise terminal.

Across the Tasman Sea in New Zealand 
cruising has become the fastest-growing 
international tourism sector, and Tourism 
Dunedin has forecast that the benefits will 
reach A$40 million for that city alone in the 
2011/12 season.

Martinique’s new local government 
makes tourism development a 
priority

Local studies offer valuable insights 
Down Under

On the same day that US President 
Obama signed the Cruise Vessel Safety 
and Security Act into law (July 27), more 
broad-ranging maritime legislation was 
introduced to the US Senate that could 
have even greater cost implications for 
cruise companies.

A response to the BP oil spill in the 

Gulf, the Clean Energy Jobs and Oil 
Accountability Act will – if passed – revise 
both the Limitation of Shipowners Liability 
and the Death on the High Seas acts to 
remove the current upper fiscal limits on 
claims for personal injury or death, and 
also allow for non-pecuniary loss and 
further punitive damages.

As soon as the implications of 
this legislation became clear, an 
unprecedented coalition of disparate 
maritime groups was formed to oppose 
it. This group includes both Cruise 
Lines International Association and the 
Passenger Vessel Association.

Coalition of maritime groups forms to fight new  
US legislation
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Spanish port 
development
Palma, Majorca, is building a 380m 
breakwater and enlarging the docks 
to handle five 300m ships at the same 
time. This is part of a ¤30m investment 
which will also include the expansion of 
one cruise terminal and the upgrading of 
another. In Ibiza a major redevelopment 
of the port facilities is taking place which 
will include a new passenger terminal. The 
second stage of Valencia’s expansion of 
its cruise facilities will begin in 2015 and 
it will include more berths and terminals. 
Alicante has spent ¤4.5 million on 
revamping its cruise terminal with a view to 
positioning itself as both a transit port and 
also a potential cruise homeport. Spanish 
ports summary on page 108.





Organised by Consorzio Promovetro and 
the ‘Regione del Veneto’ in cooperation 
with Venice Passenger Terminal, this is an 
exhibition of the best of the glass art from 
the Venetian island of Murano. It runs until 
24 November. 

These highly artistic glass works – 
all with the exclusive ‘Vetro Artistico’ 
trademark – will be on display at the 
Passenger Port of Venice. The exhibition, 
titled ‘The Breath of the Sea, the Breath 
of the Glass’, presents 20 pieces of 
Murano glass inspired by the marine 
world.

Exhibition of 
Murano glass at 
Venice Cruise 
Terminal

 St. Petersburg aims for 
turnaround traffic
The new Marine Facade port in St 
Petersburg has driven the setting up 
of the first cruise network in Russia. 
There are nine founding members, and 
another 12 companies have also applied 
to join. There will be some cruise-ferry 
New Year cruises from the new port 
targeted at the local Russian market in 
2011, and in the long term the aim is for 
international brands to homeport.

 New cruise port group 
formed
Rotterdam is one of the 13 founder 
members of another new cruise ports 
group: Cruise Gateway. The others 
are Hamburg, Kiel, Bremerhaven, 
Hardangerfjord, Gothenburg, Malmö, 
Copenhagen, Esbjerg, Antwerp, Ostend, 
Harwich and Aberdeen.

 Marseilles targets one 
million
There is a long-term ¤600m plan to 
extend both cruise and ferry facilities 
in Marseille’s eastern harbour. The port 
expects 700,000 passengers in 2010 
and is targeting one million in 2011.

 Adriatic ports
The Adriatic ports of Koper, Rijeka and 
Zadar are all building new terminals, 
while Dubrovnik has completed a new 
800m pier.

 Greek port development
Three passenger terminals at Piraeus 
have been renovated and there are 
plans to extend the new terminal 
created at one end of the port for the 
larger ships. Among the islands, Kos 
plans to extend its 170m pier to 300m 
in 2011 to make itself accessible to the 
larger ships.

 Larnaka and Limassol 
invest in terminals
In Cyprus, transit cruise calls are being 
switched to Larnaka where a new 
passenger terminal, marina, superyacht 
facility and hotel are being built. A ¤18 
million passenger terminal and quay 
extension at the island’s designated 
cruise homeport of Limassol should be 
operational by the end of 2011. 

A range of security measures (more 
foot and mobile police patrols, and CCTV) 
were quickly introduced by the US Virgin 
Islands authorities in the wake of the 
fatal shooting of a Carnival Cruise Lines 
passenger in St Thomas in July. 

The incident was followed by a US$12 
million public relations and advertising 
campaign to promote the islands to both 
land and cruise tourists. Tourism officials 
have also been providing cruise lines and 

the Florida–Caribbean Cruise Association 
with weekly updates on security in 
and around the port and key tourist 
destinations.

Similar moves were instigated in 
Antigua after a Star Clippers passenger 
was killed on the island in January. The 
murder prompted the brand to cancel 
calls, but the island’s measures have 
already led to Star Clippers scheduling a 
return this winter.

St Thomas acts fast to save 
cruise traffic

Coalition of maritime groups forms to 
fight new US legislation
On the same day that US President 
Obama signed the Cruise Vessel Safety 
and Security Act into law (July 27), more 
broad-ranging maritime legislation was 
introduced to the US Senate that could 
have even greater cost implications for 
cruise companies.

A response to the BP oil spill in the 
Gulf, the Clean Energy Jobs and Oil 
Accountability Act will – if passed – revise 
both the Limitation of Shipowners Liability 
and the Death on the High Seas acts to 
remove the current upper fiscal limits on 

claims for personal injury or death, and 
also allow for non-pecuniary loss and 
further punitive damages.

As soon as the implications of 
this legislation became clear, an 
unprecedented coalition of disparate 
maritime groups was formed to oppose 
it. This group includes both Cruise 
Lines International Association and the 
Passenger Vessel Association.
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Think 480 km of coastline and 300 days of sunshine each year
Think unspoilt nature, quaint villages, old churches and museums
Think lavender, art, luxury, marinas, beaches and fun
Think 10 coastal cruise destinations from Saint Tropez to Toulon

Var Provence

The Provençal department of the 
Var is situated on the Mediterranean 
coast in the southeast of France. 

With 430km of coastline and 300 days of 
sunshine each year it is the country’s most 
popular region for tourists after Paris. Its 
climate makes it France’s largest producer 
of fresh flowers, and also its second most 
forested area. 

The Var is home to some of France’s 
most important national parks and areas of 
natural beauty. Among them are Port-Cros, 
home of Europe’s first submarine garden; 
the national botanical conservatory at 
Porquerolles; and the regional park Gorges 
du Verdon, Europe’s largest canyon. Some 
of France’s foremost national monuments 
are also to be found in the Var: Le Thoronet 
Abbey, Fréjus cloister and Saint-Maximin 
basilica among them.

The Var is blessed with a generous soil, 

which forms the basis for the production 
of chestnuts, figs, olive oil and wines – in 
particular rosé varieties and the famous 
Bandol AOC wine.

The people of the Var have their own 
‘art of living’, celebrated in flower festivals 
(the Corso), the bravades, and of course 
pétanque tournaments. And authentic 
local arts and crafts include production of 
cork and earthenware goods – including 
Salernes pottery, which has been 
produced here for 4,000 years.
• The Var’s Mediterranean coastline 

stretches from Saint-Cyr, Bandol and 
Sanary, east of Toulon, to St Tropez and 
St Raphael to the west. There is one 
protected deep water harbour for even 
the largest of cruise ships, and nine 
anchorages alongside chic and beautiful 
marina harbours – ideal for deluxe and 
premium class small ships that can 

access the smaller ports.  
• Toulon offers cruise lines the best 

protected natural harbour in the 
Mediterranean, with no tides, currents 
or wind to deal with – all year round. It 
has become the safe and reliable option 
among captains during the winter season 
in the western Mediterranean. 

• The city centre terminal is just a five 
minute walk from Toulon’s old quarter 
with its bustling Provençal market, 
cathedral, shady squares, monuments 
and fountains surrounded by cafés, 
boutiques and restaurants.

• Toulon-Hyères airport is a short 20 
minute drive from the port. From Hyères 
there are over 10 flights a day to London, 
Amsterdam, Brussels, Paris and Breast. 
Nice International airport is 90 minutes 
from Toulon and Marseille International 
airport is just 60 minutes.
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The Var region is ideal for pre- and 
post-cruise stays as it has many luxury 
and boutique hotels equipped to the 
highest international standards. Many are 
located in chic St Tropez. 
• The Var region is gateway to medieval 

hilltop villages, arts and craft workshops, 
monasteries and exceptional natural sites 
such as the Verdon Gorge – Europe’s 
largest canyon.

• The Var region is rich in activities 
for golfers, mountain bikers, white 
water rafters and gliding enthusiasts 
– and of course there are plenty of 
water sports to go with the 40km of 
beaches. 

• The Var offers wine tasting, cooking 
classes, off-the-beaten-track walking 
tours, exclusive picnics on beaches 
alongside vineyards, famous botanical 
gardens and helicopter tours. 

Cruise companies calling in  
Var Provence

MSC, Iberocruceros, Thomson Cruises, 
Island Cruises, Royal Caribbean 
International, Celebrity Cruises, Oceania 
Cruises, Silversea, Noble Caledonia, 
Seabourn, Star Clippers, Hapag Lloyd, 
Windstar Cruises, Seadream Yacht 
Club, Sea Cloud Cruises, Crystal cruises, 
Azamara cruises, Regent Seven Seas, 
Club Med, Compagnie des Iles du Ponant, 
Holland America Line and Ocean Village.

www.varprovence-cruise.com 
info@varprovence-cruise.com 
Tel: +33 (0)4 94 22 80 60

Var Provence Cruise Club

Launched in 2008 by the Var Chamber 
of Commerce and Industry and the Var 
General Council, the Var Provence Cruise 
Club represents a network of ten ports 
to berth and/or anchor in Provence 
d’Azur: Saint-Cyr-sur-Mer, Bandol, 
Sanary sur Mer, Six Fours/Les Embiez, 
Toulon/La Seyne, Hyères/Porquerolles, 
Le Lavandou, Cavalaire sur Mer, Saint-
Tropez and Saint-Raphaël. 

Contact the Var Provence Cruise Club for 
detailed information about operations 
in Var Provence region: transit or 
turnaround requests, excursion offers, 
events, nautical distances between ports, 
marine maps, distances and access, 
technical and useful contacts and 
information about all ten ports.
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Brazil’s ports struggle to 
keep pace with boom
It has a short season, port costs are high, per diems are low and the passengers pay in 
interest-free instalments – yet Brazil is experiencing an unprecedented boom in cruise 
tourism. Tony Peisley asks the country’s leading players to explain how they are reacting to 
the huge expansion of interest in cruising.

Ten years ago hardly anyone in 
Brazil took a cruise; now only the 
USA, UK, Germany, Canada and 

Italy generate more passengers.
According to Brazilian cruise association 

Abremar, annual growth in berths offered 
from Brazilian ports there has averaged 
33% over the past ten years. In fact, 
capacity grew by about two-thirds to 
863,000 berths in the 2009/10 season 
alone; but this was followed by a distinct 
slowdown in growth for 2010/11, which will 
be just 4% more at 895,000.

There were however signs of over-
supply last season, with the lines selling 
721,000 berths – only 84% of capacity.

About 90% of cruise bookings from 
Brazil’s ports are made by Brazilians, with 

the rest coming from Europe (mainly 
Spanish or Portuguese taking the re-
positioning cruises), North America and the 
rest of South America (mainly Argentina).

Abremar President Ricardo Amaral 
is also Managing Director of Brazil 
operations for Royal Caribbean Cruises Ltd. 
(RCCL), having previously been Marketing 
and Sales Director of Sun and Sea 
Representatives which acted for RCCL in 
Brazil before it opened its own office in 
São Paulo in 2009.

Before moving to his Sun and Sea role 
Amaral worked as the local marketing 
manager for Costa Cruises. “Cruising in 
Brazil really goes back 60 years, when 
Costa started up,” he says, “but as recently 
as 15 years ago there were still just 25,000 

Amaral: Brazil remains 
one of the few 
countries allowing 

foreign flag ships to cruise on 
cabotage routes.” 
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berths on the market. 
“Then MSC Cruises sent a ship here; and 

then Royal Caribbean International (RCI) 
changed the whole scene by bringing 
a 2,000-passenger ship (Splendour of 

the Seas) in 2000.” Since then, with local 
operator CVC Brasil chartering ships and 
MSC, Costa and RCI all deploying more in 
the region every year, the numbers have 
escalated. 

This is not just a factor of the extra 
ships and their increasing capacity but also 
of the way the season has been extended 
from the historic mid-December (for 
Christmas) to early March (for Rio Carnival) 
three-month window to a seven-month 
(October–April) stretch.

This level of commitment, and the 
opening of their own offices by MSC as 
well as RCCL, has led to a step-change in 
the role of Abremar. Indeed its actual title 
has been changed – from Brazilian Cruise 
Representatives Association to Brazilian 
Cruise Lines Association – to reflect this. 

“This change is reflected in the new 
focus that cruise line members have 
on direct dialogue with government, 
along with the training of travel agents 
and general promotion of cruising,” 
says Amaral. As part of this change the 
association has also been opened up 
to representatives from other industry 
stakeholders, such as terminal owners/
operators and government departments. 

“There is clearly great potential, not only 
for outbound cruising but also for incoming 
cruise tourism,” he says. 

“It is not a question of the Brazilian 
government being either supportive or 
non-supportive of our industry – our 
growth is so recent that it is still learning 
about us. This is why we need to be 
putting our case to government.

“It was our lobbying that recently 
persuaded the government to rescind a 
tax law requiring 25% remittance tax on 
products and services sold internationally 
– such as Brazilian cruise packages sold in 
the UK or US. 

“In fact this tax had never been 
activated, but it has now been reduced to 
zero to ensure everyone is acting legally. 
This will be important when Brazil hosts 
the 2014 World Cup and 2016 Olympics, 
as more ships are expected to come in 
for those events and the spotlight will be 
on us.

“We have also negotiated for cruise 
companies a delay in a new requirement 
to employ at least 25% Brazilian staff on 
ships. It was to be effective immediately, 
but now it is being phased in over three 
years with just 10% Brazilian staff as the 
first year requirement. 

“It should be remembered, too, that 
Brazil remains one of the few countries 
allowing foreign-flag ships to cruise on 
cabotage routes.”

Other issues that are raised every time 
cruise sector operations in Brazil are 
discussed is the high costs at Brazilian 
ports, and their inadequate infrastructure.

“It is true that the infrastructure for cruise 
ships leaves something to be desired,” 
says Amaral, “but there are reasons for 
this – notably the way the short season 
concentrates capacity. Santos [the main 
port for the São Paulo region] can have to 
handle nine ships on the same day. Most 
ports would struggle with that. 

“Also, although cruise is growing fast, 
it is still just a tiny part of port businesses 
and of the local economy. 

“The government has committed to 
spending only a tenth of what it has been 
estimated is required to upgrade the cargo 
handling facilities at ports. So it is clear 
that no new ports or major infrastructure 
changes will be made in the near future. 
But about BRL500 million has been 
committed to port enhancements in time 
for the World Cup.”

Santos is, however, already committed 
to spending BRL17 million expanding its 
Santini passenger terminal, and also the 
length of its dock, so that six ships can 
dock simultaneously. These projects 
should be completed in time for 2011/12.

The emerging cruise port of Ilhabela, 
also in São Paulo state, is looking for US$4 
million in private/public financing for a new 
pier. Costa Director for South America Rene 
Hermann agrees that this investment would 
help relieve the pressure on Santos; but, he 
says, “Over the past 15 years Santos has 
invested in a good terminal facility and Rio 
has also upgraded its facility to a decent 
level – but that is about it. 

“We suffer from a lack of infrastructure 
and need more ports to visit, and also 
more hubs. There is more growth to come 
in this market, but it is in danger of being 
restricted by poor infrastructure and a lack 
of suitable ports. 

“When we try to go to new ports like 
Maceio and Ilheus we find that, if a cargo 
ship is already there, we have to pay them 
to go away to let our ship dock. 

“These ports also impose a first-come, 

Hermann: “We 
suffer from a lack 
of infrastructure and 

need more ports to visit, 
and also more hubs."

Ricardo Amaral
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first-served system for cruise ships – so 
we have to make our own agreements 
with other lines to decide whose ship goes 
there, and who has to go elsewhere. We 
need these kind of regulations to change, 
as well as for new ports to emerge.”

Despite the problems Costa is continuing 
to be creative in its deployments. “At the 
moment we have passengers flying in 
from all over Brazil to join ships in Santos 
and Rio,” says Amaral. “We would rather 
take the ships to the passengers.”

The 2009/10 was as difficult a season 
for Costa as it was for the players, 
because the quantum leap in capacity 
coincided with the start of the economic 
downturn – even though Brazil was less 
affected by this than most countries. 
“We had 18 ships, compared with 14 the 
previous season, and the trend towards 
lengthening the season also continued.” 

There are 20 ships coming in 2010/11, 
although the overall capacity increase is 
a modest 4%. Costa will again have three 
ships although one – Costa Victoria – will 
be based in Buenos Aires and its eight-
day cruises are being marketed primarily 
to Argentineans, who will fill 90% of the 
berths.

A US$23 million plan to expand and 
upgrade the Quinquela Marin Terminal in 
the Argentinean capital has been given 
the go-ahead with its backer, Global Ports, 
being granted a ten-year terminal operating 
concession. Costa Fortuna will cruise from 
Santos to Rio and then Buenos Aires, where 
it will overnight as part of a nine-day cruise. 
Costa Serena also cruises from Santos, but 
this time to northern Brazil.

Costa’s Spanish brand Ibero Cruceros 
operated its own ships for the first time in 
2009/10, having previously chartered ships 
to CVC.

“It did very well for a first season, with 
77,000 passengers – almost all of them 
Brazilians,” says Hermann. “The Spanish 
cruise style is different to Costa’s Italian 
ambience, and the ships are smaller so 
they can go to some ports Costa ships 
cannot. 

“But whereas Italians have had a long 
time to become familiar with Costa’s 
Brazilian product, it is a new concept for 
the Spanish. So in coming seasons the 
brand is looking to attract more of them 
to try it.” 

In 2010/11 the total passenger target 
is 106,000, as three ships are being 
deployed. Grand Celebration will be 
marketed mainly to Argentineans as it will 
cruise from Buenos Aires and, as a sector 
first, overnight in Rio on an eight-day 
cruise. 

Grand Mistral will cruise on butterfly 
itineraries from Santos to some less well-
known north Brazilian ports rather than 
Rio. Grand Holiday will be based in Rio and 
– like Grand Mistral – will operate mini-
cruises as well as longer itineraries.

Costa’s German brand AIDA Cruises 
is also homeporting a ship in Brazil (at 
Santos) for the first time. “Its cruises 
will be mainly sold to Germans and 
German-speaking markets in Europe,” 
says Hermann, “but there is also a large 
community with German origins living here, 
so we will be targeting that, too.

“Although Brazil has a population 
of more than 190 million, this includes 
large numbers of very poor people. We 
estimate there are only about 20 million 
who can afford at least a mini-cruise, but 
we find that most who go on those will 
return for a longer cruise. Altogether the 
lines now operate 60–70 mini cruises 
during the season.

Hermann: there 
is also a large 
community with 

German origins living here, 
so we will be targeting 
that, too."

Sao Paulo
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“Between 80% and 90% of our 
passengers pay for their cruises in 
interest-free instalments (usually ten) as 
this is how Brazilians pay for cars and 
other high-end items. 

“We sell mainly through travel agents 
and – although Abremar does run some 
events – it is mainly down to lines to 
train them, which is a never-ending task 
because the agencies have such a high 
staff turnover. We have 30 agents training 
here every week, and we also do many 
ship visits.

“When I joined Costa 16 years ago 
we were booking just 8,000–10,000 
passengers, for what was still a short 
season. As a result we did not need to 
start selling until a couple of months 
before the season started.

“This year we have been advertising 
2010/11 cruises since February, and we 
re-booted the campaign in August as we 
recognise that – between us – we have 
a lot more people to find. Cruising is now 
being advertised well before the other 
vacation sectors.”

MSC has been the most aggressive in 
terms of its recent capacity increases, and 
is now the market leader in Brazil. It carried 
302,000 Brazilians in 2009/10 – 56% more 
than in 2008/9.

It also estimates that MSC injected 
BRL543.5 million (about US$300 million) 
into the Brazilian economy in 2008/09. 
This compares with an Abremar estimate 
for the total cruise sector impact in that 
season of US$340 million and 40,000 
(now 45,000) jobs.

MSC Brazil and Argentina Manager 
Roberto Fusaro says: “Last season was 
the first time in years that it was not easy 
to fill the ships. We had a record six ships 
but sold 12,000 fewer berths. 

“MSC Melody offered a new product 
as we based it in Salvador de Bahia in 
the north. But instead of being welcomed 
as a new source of income for the local 
community, the first thing they did was 
raise port taxes by more than 300%.

“The demand was not what we had 
hoped for either, so we will not be 
repeating this experiment next season, or 
the one after.”

MSC will drop back to five ships 
in 2010/11, all repeating their 2009/10 
programmes. Three will cruise from 
Santos (one to the north east, one south to 
Buenos Aires and one on mini-cruises), one 
from Rio, and the fifth from Buenos Aires.

About 95% of passengers on the ex-
Brazil cruises are expected to be Brazilian, 
and about 90% on the ex-Buenos Aires 
cruises should be Argentineans. As 
with the other lines, the vast majority of 
Brazilians book through travel agents and 
pay in instalments. 

“One of the biggest problems we face 
is not having enough choice of ports and 
destinations,” says Fusaro. “That is true for 
Brazil – but even more so for Argentina 
where the season is shorter, because of 
the weather. 

“From Buenos Aires you can really 
only go north towards Santos or down to 
Ushuaia, which is a 14-day itinerary and 
therefore too long for most of the local 
market. And Argentina is a much smaller 
market than Brazil anyway – between 
90,000 and 100,000.

“From Santos we have islands we can 
visit, but with Ibero’s three ships, two from 
RCI and four or five from CVC as well 
as Costa’s and our own, we can end up 
having five vessels on an island on the 
same day. This is no good to anyone.

“The other big problem is the regulatory 
environment – and the costs which see us 
having to pay top dollar for services such 
as pilots. Buenos Aires must be one of most 
expensive ports in the world, and generally 
ports in and around Brazil can be ten times 
more expensive than European ones. 

“As the awareness of cruising’s benefits 
grows we are getting some positive 
response from port communities to our 
cost concerns, but those with vested 
interests like the pilots and port authorities 
are much less responsive. There is a 
perception that cruise companies make 
huge amounts of money and can 
therefore pay any level of costs.

“Politicians based in Brasilia, far away 
from the ports, do not yet have very 
much knowledge of the cruise sector. But 
despite all the problems I do see a lot of 
growth left in the market here.”

The US private equity company the 
Carlyle Group clearly has similar optimism, 
as it paid $250 million for a controlling 
share (64%) in CVC Brasil at the beginning 
of this year. CVC is primarily a tour 
operator – the largest in Latin America – 
but its cruise operation is currently one of 
its fastest-growing sectors.  

Carlyle previously owned a share 
of Ibero Cruceros but, with that brand 
now operating its own ships, CVC is 
concentrating primarily on the Pullmantur 

ships which it has also chartered and 
operated in the past. 

Under a new agreement Pullmantur is 
also becoming more involved, sharing the 
costs and any profits of its Brazilian cruises 
on a 50:50 basis rather than simply taking 
a charter fee.

CVC continues to market the ships 
– three of them (including one from 
Pullmantur subsidiary Croisieres de 
France/CDF) in 2010/11, rising to five by 
2012/13 – in Brazil, but Pullmantur will also 
sell them in its own Spanish market as 
well as in France, where CDF operates. 

The CDF ship cruises from Recife 
and Fortaleza to Natal and Fernando de 
Norhona (a 21-island archipelago and 
World Heritage Site). The others – and two 
more chartered by CVC – cruise out of 
Santos, Rio, Itajal and Buenos Aires.

Pullmantur is owned by RCCL, which is 
also expanding the RCI presence in Brazil 
with the addition of a third ship, Mariner of 

the Seas, for a short season of six-day 
cruises from Santos. Splendour of the 

Seas and Vision of the Seas operate 
mainly mini-cruises out of the same port.

Annual growth may be slowing but there 
seems no end in sight for the current carnival 
approach to Brazil’s cruise tourism. D

Fusaro: Politicians 
based in Brasilia, 
far away from the 

ports, do not yet have 
very much knowledge of 
the cruise sector.” 

 Renê Hermann
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Alanya is a charming holiday 
resort on the Turkish Riviera, 
with a resident population of 

around 100,000. Every year the city is 
visited by some 2 million holidaymakers, 
attracted by its warm climate (average 
sea temperatures of 22°C throughout the 
nine-month season), tourist attractions and 
ancient history.

The city is set in a landscape rich in 
flora and fauna, and is surrounded by 
sandy beaches, canyons, rivers, waterfalls, 
forests and caves; and for centuries it has 
been protected by a 13th-century fortress 
built on a headland overlooking the city. 
Its octagonal Red Tower and ancient 

shipyard dominate the harbour. Alanya’s 
castle, dockyard, Red Tower (built c.1228) 
and Alarahan were added to the UNESCO’s 
World Heritage Tentative List in 2009.

Shop until midnight 
The bazaar, which is closed to traffic, is 
open until midnight and offers visitors a 
chance to haggle over a vast collection 
of souvenirs that include leather and 
suede goods, hand-woven wool and 
silk rugs, jewellery, semiprecious stones, 
onyx artefacts, inlaid wooden furniture, 
glassware, pottery, ceramics, embroidery 
and lace. And street markets are held 
every day throughout the district.
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Alanya attracts 2 million vacationers during it's nine month season – cruise 
passengers enjoy it too.

Alanya cruise port is 
your gateway to history, 
culture and fun
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Nine-month tourist season 
The vibrant waterfront promenade has 
many bars, cafés and Türkü Evi (bars 
where traditional folk music and dance 
is performed) where you can enjoy both 
traditional Turkish cuisine – which is a mix 
of Mediterranean, Balkan and Eastern 
influences – and international dishes. 
These are also the venues for many of 
the free cultural events that are held in 
Alanya every year including jazz, sculpture, 
caricature and arts. Many folk troupes, fire 
eaters, jugglers and other performers are 
based in Alanya during the long tourist 
season.

Varied excursion options
Alanya’s enormously varied range of 
excursions includes Alanya castle, the 
archaeological museum, Damlatas cave, 
Dim cave and river, Manavgat waterfall, 

the ancient cities of Side, Aspendos and 
Perge, jeep safari, rafting, diving tours and 
trips to the Water Planet; plus virtually any 
water sport you could name. All can be 
organised to suit the characteristics of the 
passenger groups onboard ship. Why not 
offer them the opportunity to experience 
a genuine Turkish bath? Alanya has an 
abundance of them.

Cruise statistics
50,973 cruise passengers disembarked 
at Alanya during 74 cruise ship calls in 
2009, and there are already eight calls 
scheduled for March 2010.

Cruise lines sending ships to Alanya for 
the first time during 2010 and 2011 include 
NCL, Oceania Cruises, Regent Seven 
Seas Cruises, Swan Hellenic Cruises and 
Windstar Cruises. For a list of frequent 
users of the cruise port go to http://www.
alanyacruiseport.com/en/65/cruise-
operators

Well protected port
The well protected Alanya Cruise Port is 
located in the heart of the city and serves 
only the cruise ships. Its terminal features 
a fully air-conditioned passenger lounge, 
Customs and Immigration as well as a 
restaurant, a cafeteria and telephone booths. 
Alanya Cruise Port, managed by ALI·DAS¸, is 
a MedCruise member.

Choice of airports
Antalya International airport is 125km from 
the port of Alanya, 90 minutes away via 
a direct motorway. Gazipasa airport, just 
45km from Alanya, opened to domestic 
flights in 2010 and is scheduled to open for 
international traffic in 2011.

Tourism connections
Alanya is a member of the European 
Association of Historic Towns and Regions 
and the Walled Towns Friendship Circle. 

Newly opened marina 
The new Alanya Marina, which became 

BASIC PORT FACTS 
Well sheltered harbour
Positioned on the east side of Antalya 
Bay, at latitude 36°32' N and longitude 
32°00' E, the harbour is well sheltered by 
a 250m high promontory. 

Largest Vessel 
Cruise ships of up to 300m in length can 
easily berth alongside the jetty.

Passenger facilities 
The terminal includes an air-conditioned 
passenger lounge, Customs, Immigration, 
Port Health, café-restaurants and shop. 
Free wireless Internet is available. The 
commercial centre of Alanya, where 
banks and the post office are to be 
found, is only a five-minute walk from 
the terminal.

Contact details

 
ALI·DAS¸ Alanya Cruise Port 
Carsi Mah. Iskele Meydani 
07400 Alanya, Turkey
Tel: +90 242 513 3996
Fax: +90 242 511 3598
Web: www.alanyacruiseport.com
Contact: Capt. Haluk Sayman
Email: haluk@alanyacruiseport.com

fully operational in June 2010, has 287 
berths, a shopping centre, a swimming 
pool, tennis courts and a fitness centre.

New Alanya lighthouse open to the 
public
This new lighthouse, 16m high and 10m in 
diameter, is  open to the public and offers 
magnificent views of Alanya from its 
balcony. 

Accessibility for the disadvantaged 
Major improvements are being made 
to the city with a focus on improving 
accessibility for the disabled.

Welcoming community
Alanya Cruise Port does not have 
congestion, nor any environmental 
challenges. There are no infrastructure 
limitations, the merchants are open 
on Sundays and the local community 
welcomes cruise passengers.
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Royal Caribbean Cruises Ltd. (RCCL)’s 
avuncular Chairman Richard Fain 
was in a particularly sunny mood 

when we met.
For he had seen RCCL brand Celebrity 

Cruises’ latest Solstice Class ship Celebrity 

Eclipse receive a warm welcome in its new 
UK summer homeport of Southampton, 
enhanced by the ship’s starring role in 
bringing home from Bilbao thousands of 
exhausted Britons stranded when Iceland’s 
volcanic ash cloud grounded flights all 
over Europe.

It seemed an auspicious time for one of 
Celebrity’s groundbreaking new vessels 

to start wooing the world’s second-largest 
cruise market with sailings from its own 
doorstep.

Growing uncertainty over flying – 
created by the volcanic eruption and 
exacerbated by a series of British 
Airways strikes – has made UK-based 
sailings one of cruising’s biggest success 
stories in 2010. Demand is extending into 
2011 despite a steep increase in local 
capacity from Celebrity Eclipse’s arrival, 
Royal Caribbean International (RCI)’s own 
year-round ex-UK programme onboard 
Independence of the Seas and the debut 
of P&O Cruises’ new Azura.

Richard Fain

Fain applies lessons
learned from Oasis launch
A cruise onboard 225,000-ton Oasis of the Seas has 
become a must-do experience since its launch in 2009. But 
despite its undoubted positive impact on Royal Caribbean 
Cruises Ltd's balance sheet, Chairman Richard Fain sees little 
likelihood of further ships of this size reports Maria Harding.
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But the successful launch of Celebrity’s 
first UK-based ship was not the only thing 
Fain had to smile about. RCI’s 225,000-
ton, 6,400-passenger Oasis of the Seas 

has become one of cruising’s must-do 
experiences since its launch at the end of 
2009.

Although worldwide demand (and 
average rates) are likely to be watered 
down by the December 2010 launch 
of sister ship Allure of the Seas, the 
international impact of ‘the Oasis effect’ 
has been undeniable. It has played a part 
in raising RCCL’s profile and aiding the 
corporation’s slow but steady return to 
higher yields and greater profitability after 
a difficult 2009.

RCCL surprised Wall Street pundits by 
achieving higher-than-expected second 
quarter 2010 profits of US $60.5 million 
on revenues of $1.6 billion – a dramatic 
improvement over the second quarter of 
2009, which saw a net loss of $35.1 million.

Yet ‘slow but steady’ continue to be the 
watchwords for the cruise giant at the 
moment, with Fain confirming that there 
were no plans for a third Oasis class 
vessel or for more Celebrity Solstice class 
ships after next July’s launch of the fourth 
(Celebrity Silhouette) and the fifth (as yet 
unnamed) which will be launched in 2012.

“Both the Solstice class and Oasis of 

the Seas have been a big success and 
have had a significant effect on people’s 
perceptions of both brands, but I do not 
see more Oasis class ships coming along 
– it is not in my thought process at the 
moment,” Fain said.

The thought process behind the new 
classes of ship reveal much about RCCL as 
a company and how it differs from some 
of its rivals, he added.

“Because we are a concept-led 
organisation, we feel free to move in 
directions we did not anticipate if the idea 
feels right. That is how the Oasis came to 
fruition. 

“Initially we thought the (138,000-ton) 
Voyager class ships were as big as we 
would go; then we moved up a size with 
the (154,000-ton) Freedom class. And then 
went much further than that with Oasis of 

the Seas, which broke the 200,000 ton 
barrier.”

But despite the wow factors (including 
a real grass ‘park’, New York-style loft 
apartments and a full-scale fairground 
carousel) which have made Oasis of 

the Seas such a headline-grabber, Fain 

believes the mid 100,000-ton range of 
the Voyager/Freedom classes will be 
the optimum for any future RCI brand 
newbuilds. 

“Overall, it seems mid-100,000 tonners 
manage a good balance between multiple 
amenities and a degree of intimacy,” he 
said.

But he added that many lessons had 
been learned from the mammoth Oasis 
project, not only in terms of designing uber 
ships and developing the port facilities 
and passenger processing systems to 
handle them, but also in defining which 
onboard facilities had the most stand-out 
passenger appeal, and would therefore 
most enhance other RCCL ships if 
retrofitted. 

“Oasis showed just how effective good 
planning and integration can be,” Fain said. 
“We set a target of 15 minutes boarding 
time from kerbside to onboard, and we 
have since managed to refine that down 
to ten minutes or less. We also looked 
at security systems at airports and 
changed the way we handle base port 
security – it’s now housed separately in 
an outbuilding. So Oasis enhanced our 
expertise on both ship and port issues.”

With the emphasis now on upgrading 
and refurbishing existing tonnage rather 
than newbuilds, the most appealing Oasis 
facilities are to be retrofitted to other ships.

First to benefit will be the 2006- and 
2007-built Freedom class ships Freedom 

of the Seas and Liberty of the Seas, which 
will gain some Oasis features when they 
enter dry-dock in the Bahamas early in 
2011.

Barber shops on both ships will be 
replaced by a ‘Cupcake Cupboard’, which 
will both sell cupcakes and offer classes 
in how to make them; large outdoor 
film screens will be fitted by the main 
pools; and onboard entertainment will be 
enhanced to include performances of hit 
Broadway musicals and an ImaginOcean 
puppet and musical show.

‘Royal Tots and Royal Babies’ nurseries 
– pioneered on Oasis of the Seas – will 
offer childcare for up to 12 infants aged 
between six months and three years, at a 
cost of US$8 per hour, and the Freedom 
ships will also gain interactive touch-
screen displays which guide passengers 
around the ship and offer information on 
restaurants, events and activities.

It remains to be seen whether RCI’s 
third Freedom class ship Independence 

of the Seas will get a similar makeover. 
The ship is operating its first year-round 
programme of UK-based cruises this 
year, so the line is waiting to see what 
amenities are most likely to appeal to 
British travellers. 

But a similar strategy of retrofitting 
key ‘passenger-pleasers’ has already 
been adopted by Celebrity, which 
has started retrofitting Solstice class 
speciality restaurants to its Millennium 
class ships with a major refit for Celebrity 

Constellation.
Fain believes, though, that it is not just 

the big, show-stopping amenities which 
will be passed down the line from RCCL’s 
Oasis and Solstice class ships. “The 
biggest lesson we have learned is that it is 
vital to involve the whole company in the 
evolutionary process, and to get as much 
input from as many people as possible,” 
he said.

“People tend to focus on the big stuff 
but it is the little things – like having 
shaving bars in the showers for ladies 
to do their legs, and offering lumbar 
pillows for neck support – that can give 
your product the edge that keeps people 
coming back for more.

“People will pay a premium for the 
right combination of beauty, elegance and 
functionality.” D

Both the Solstice 
class and Oasis of 

the Seas have been 
a big success and have 
had a significant effect on 
people’s perceptions of 
both brands, 
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Banner year for the  
Port of Hamburg
More than half a million spectators 

attended Hamburg’s second 
‘Cruise Days’ spectacular, and yet 

more announcements from cruise lines 
– promising more ships and more calls – 
have already made 2010 a banner year 
for the port.

At the turn of July and August the port 
staged ‘Hamburg Cruise Days’ – a three-
day event which even surpassed the 
success and huge publicity of the first such 
extravaganza held there in 2008. The half-
million visitors enjoyed a range of activities 
and shows which included live music and 
theatre, while cruise lines took advantage 
of the event to parade their wares to both 
consumers and the travel trade.

No fewer than 150,000 visitors lined both 
banks of the River Elbe for the highlight 
of highlights: the parade of ships on the 
evening of Saturday 31 July. They watched 

and cheered as five cruise ships departed, 
one by one, surrounded by an armada of 
smaller vessels and pleasure craft – to a 
blue-tinged backdrop created across the 
port by light artist Michael Batz.

As passengers lined the decks of the 
ships to salute the city and its residents, 
spectacular firework displays added to the 
powerful emotional impact of the occasion 
which was also captured by a two-hour 
live TV broadcast.

The five ships included AIDA Cruises’ 
AIDAaura (AIDAluna was also in Hamburg 
during the event), TUI Cruises’ Mein Schiff, 
Transocean’s Astor, Peter Deilmann’s 
Deutschland and Hapag-Lloyd’s Columbus. 
But it was news from two other brands 
which gave the port even more reason for 
confidence in further cruise tourism growth.

Cunard Line is doubling its calls at 
Hamburg in 2011, with six visits by Queen 

Mary 2 and two by the new Queen 

Elizabeth. “The German market is the third 
most important in the world,” said Cunard 
President and Managing Director Peter 
Shanks, “and we are hoping to increase 
the 14,000 German passengers we will 
carry this year to 25,000 by 2012.”

With QM2 having carried 2,200 Germans 
on a single cruise out of Hamburg last 
May, the port can expect to play an 
important part in Cunard’s expansion plans 
for the German market.

Describing Hamburg as “the most 
beautiful city in Germany, and now with 
a modern and attractive cruise terminal”, 
MSC Deutschland Managing Director Falk 
Hartwig-Rost announced plans to deploy 
a third ship in Northern Europe – and 
homeporting it in Hamburg from 2012 for 
Norwegian itineraries.

This is more good news for the 
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Hamburg community and, in particular, 
for the businesses and local people who 
already benefit from the cruise sector. 

Hamburg is a diverse city which has 
made a name for itself in the international 
cruise industry. Four cruise companies 
now have their headquarters in the city, 
while a variety of maritime, tourist and 
other businesses from floristry to IT and 
entertainment supply them, and the visiting 
lines, with goods and services in a mutually 
enriching relationship.

The lines put their trust in sound, 
professional relationships with the terminal 
operators and suppliers, and they also 
appreciate the city as an attractive port of 
call. In addition it is a convenient departure 
port, with easy access from elsewhere in 
Germany and neighbouring countries and 
offering a variety of appealing pre- and 
post-cruise packages. D



Canada invests to 
support the cruise 
experience

Tourism is very important 
to Canada, representing 
2% of GDP, and cruising is 
playing an ever-increasing 
part in the tourism sector. 
Rob Moore, Canada’s Minister 
of State (Small Business 
and Tourism), spoke to 
Susan Parker at the 12th 
Canada New England Cruise 
Symposium in Saint John, 
New Brunswick. 

 “Cruising is growing, and it is a very 
promising segment [of tourism],” 
Rob Moore said at the 12th Canada 

New England (CNE) Cruise Symposium 
in Saint John, New Brunswick in January. 
“We recognise this, and that is why we 
have invested millions of dollars from 
coast to coast in the infrastructure of ports. 
From regional development agencies 
and through Transport Canada we have 
invested in upgrading our ports – as they 
need to be top notch and viable, and built 
to accommodate the cruise industry.

“We see ourselves as partners. We 
are all part of the team. At federal, 
provincial, regional and city level, we are 
all marketing Canada. We work with 
stakeholders to best do that, whether it 
is cruising or other tourism. We are very 
much a supportive part of the efforts 
that our ports and the cruise industry are 
making.” 

Canada’s government is also investing 
in the tourism experience, for example 

federal parks, Moore said. And it is 
partnering with other stakeholders in 
investing in their assets.

Moore cited Saint John – host to the 
symposium – as an example of growth. 
“In the ’90s Saint John started with 
nothing,” he said. “Now it is looking at close 
to 200,000 passengers [a year]. This is 
very exciting for a city of under 100,000, 
and has benefits for the whole region.

“The whole goal of investment in the 
infrastructure is to bring in more ships,” 
he went on. “We see it as a growth area. 
We recognise the challenges but we 
are confident these challenges will be 
addressed.” 

“Through Canada’s Economic Action Plan 
we have invested millions of dollars to 
help ports of call improve their offerings,” 
he said, echoing his keynote address to 
the CNE symposium. Québec ports, for 
example, will benefit from C$60 million 
(£37.3 million) to help purchase equipment 
and build and renovate facilities, and in 
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continually seek new ways to simplify 
and streamline customs and border-
crossing procedures, while ensuring the 
safety and security of our people. Let’s 
not forget, too, that the cruise industry is 
a vital partner in our efforts to improve 
access to Canada.”

• To promote Canada as a destination 
of choice. “Cruise operators know that 
Atlantic Canada and New England are 
rare gems. They know, and it is time the 
rest of the world did too.” 

• To enhance visitor experiences through 
quality service and hospitality. 

This does not sound like a country 
expecting a negative impact from the 
proposed 200-mile Emissions Control Area 
off the coasts of Canada and the USA. 
“I don’t have a lot of information on that,” 
Moore said. “It is the new reality for our 
transportation sectors, and we are working 
with all the industries to deal with these 
challenges of the future.

“We want to see cruising thrive,” he 
concluded. “We want to see the industry 
grow its passenger lists and add new 
Canadian and New England destinations. 
We want to see the business exploit niche 
markets and offer even more exciting and 
innovative products and experiences. And 
we want to see ports of call support local 
economies and vibrant communities.” D

Nanaimo, BC, C$8.5 million (£5.3 million) of 
federal funding is going into building a new 
cruise ship terminal.

“We are also investing in port 
infrastructure through the Community 
Adjustment Fund. Thunder Bay (Ontario) 
and Red Bay (Labrador) are both receiving 
federal dollars through this initiative to 
improve their cruise ship docking facilities 
and areas and meet the needs of 
increased cruise ship traffic.

“We are building through the economic 
downturn so that we have a lasting legacy 
in the future – and it is also keeping 
people employed.”

But Canada is not just investing in 
infrastructure. At CNE Moore announced 
that the Atlantic Canada Opportunities 
Agency is to invest about C$247,000 
(£153,640) in the Atlantic Canada Cruise 
Association to help it create an “innovative 
marketing strategy aimed at promoting 
Atlantic Canada to the world” – the goal 
being to position Atlantic Canada as “one 

of the top ten cruise destinations in the 
world”.

“Saint John has already established 
itself as a cruise hub, joining Halifax as a 
marquee port in Atlantic Canada and taking 
its place as an international destination 
of choice for seaborne travellers,” he 
said. “Last year alone Saint John and the 
surrounding regions welcomed a record-
breaking 73 vessels into the Bay of Fundy, 
and greeted each of their more than 
186,000 cruise passengers with a rose and 
a warm hello.

“Word is also spreading about the cruise 
industry’s great work in the Saguenay 
region of Québec. Indeed, the region’s 
commitment to excellence over the past 
year has had such an impact that Dream 
World Cruise Destinations awarded 
Saguenay the Best Port Welcome prize 
for exceeding the expectations of all who 
stepped ashore.”

Moore’s position as Minister of State for 
Tourism and Small Businesses means he 
also works to support local communities. 
“The Marco Polo Cruise Terminal [in Saint 
John] is a monument to the promise 
the cruise industry offers – not only to 
travellers but also to the many small 
communities along the shores and nestled 
in the rural landscapes of Canada and 
New England,” he said.

“We share the vision for a stronger 
cruise industry and stronger, more vibrant 
coastal communities. That is why we are 
supporting success through investments in 
infrastructure and the new federal tourism 
strategy.”

Recognising that infrastructure alone is 
not enough to draw tourists, Moore spoke 
of travellers wanting service, experiences 
and once-in-a-lifetime adventures. To 
achieve this Canada’s government is 
developing a tourism strategy with four 
priorities, he said: 
• To support the improvement of tourism 

products. Complementary to the primary 
role of the private sector, the federal 
government is the steward of parks, 
museums and attractions and the 
priority is to make these ‘hotspots’ for 
international travellers.

• To help tourists from around the world 
reach Canada’s communities and 
attractions, highlighting that Canada has 
been granted Approved Destination 
Status by China, one of the fastest 
growing outbound markets. “As part 
of the federal tourism strategy, we will 

We are building 
through the 
economic downturn 

so that we have a lasting 
legacy in the future – and 
it is also keeping people 
employed."

Rob Moore

Quebec City on the St. Lawrence River
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Sequeira: Cruise  
port investment  
ahead of that for  
cargo development

The link between cruise 
tourism’s growth and port 
investment has rarely been 
clearer than it is right now in 
Portugal, as Miguel Sequeira, 
President of the country’s 
port regulatory body, tells 
Tony Peisley.

 “There is no doubt that the current 
level of investment in cruise 
infrastructure at our ports is running 

ahead of that for cargo developments, 
and this is simply because the port 
authorities can see that this sector 
is growing faster and still has much 
potential.”

This is the view of Miguel Sequeira, 
who – as President of Instituto Portuario 
e dos Transportes Maritimos, Portugal’s 
Institute of Ports and Shipping – has a 
unique overview of what is happening at 
the country’s ports.

There was a 4% increase in cruise 
visitors in 2009, confirming Portugal as 
the sixth most visited country in Europe, 
according to European Cruise Council 
surveys.

“All the investment is coming from the 
state and is decided at port level,” says 
Sequeira. “As regulators we do not get 
directly involved but, as far as we are 
concerned, there is no problem with 
public/private developments – as long as 
the contracts are transparent. 

“We already deal with franchisees 
within ports, so that is not an issue; 
and there is nothing to stop a cruise 

company becoming involved in a port’s 
infrastructure.”

The completed, ongoing and planned 
investment should ensure that all the 
country’s cruise ports are capable of 
handling the largest cruise ships now 
operating in Europe.

In the Azores, the widely reported and 
completed ¤53 million investment at Punta 
Delgada includes a cruise terminal and a 
380m dock. And at Leixoes ¤50 million is 
being spent on a 340m quay which will 
be operational from 2011, though the full 
development – including a new terminal – 
has a completion date of 2012/13.

Madeira opened its new ¤30 million 
terminal at Funchal earlier this year, and 
Lisbon is extending the useable cruise 
docking space to 1,200m as part of a 
development which – including a terminal 
– will finish in 2013 and cost ¤92.5 million.

“Although our main role is as regulators, 
we still manage one or two smaller ports 
– including Portimao, where we still have 
some more work to do,” says Sequeira. 
“This includes the further extension of the 
dock to 650–700m, more dredging and 
the widening of the turning circle in the 
harbour.”

Miquel Seqeira

Tower of Belem, Lisbon
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Recent work has already enabled 
some larger ships to dock there instead 
of tendering from Praia da Rocha. There 
is also a plan for a new terminal within an 
overall ¤50 million development as the 
port awaits a switch of control from Lisbon 
to a new regional authority for the Algarve, 
under which Portimao would be grouped 
with Faro.

Funchal and Lisbon are neck and neck 
as the country’s busiest cruise ports but 
Lisbon is the clear leader as a homeport, 
which is a form of cruise tourism 
involvement that Sequeira believes it is 
important for Portugal to develop. In fact 
the building of the terminal at Funchal is 
directly targeted at turning that port into a 
major homeport.

“I sense a greater interest among the 
Portuguese in cruising themselves, and this 
could be crucial as it will encourage more 
lines to homeport if they see a strong 
domestic market.”

Only 37,000 passengers embarked on 
cruises at a Portuguese port in 2008, but 
this was up from 22,500 in 2006, making 
it the tenth most popular European 
country in which to start a cruise. Portugal 
is also the tenth largest European cruise 
source market but, again, the 30,000 
passengers in 2009 was up from 28,000 
in 2008 – and double the modest 15,000 
in 2005.

The growth of the Spanish brands 
Pullmantur and Ibero Cruceros has played 
a big part in stimulating the Portuguese 
market by sourcing for cruises departing 
from both Spanish and Portuguese ports.

“Our strategy is for the ports to stop 
competing with each other and join 
together to present the cruise industry with 
a united front and a single cruise product,” 
says Sequeira. “That is why we had our 
first joint Portuguese ports stand at Cruise 
Shipping Miami last March.”

At the moment Portugal – and that 
whole Atlantic coastal region – has an 
advantage over some other cruise regions 
in that it is not part of an Emissions Control 
Area, but there is no complacency.

“We know that further ECAs are being 
considered by the European Commission, 
so we are naturally concerned about one 
being imposed here,” cautions Sequeira. 
“That is why we believe it is very important 
that we make sure our ports are doing as 
much as possible to reduce emissions and 
other environmental impacts from cruise 
tourism.” D

Our strategy is 
for the ports to 
stop competing 

with each other and join 
together to present the 
cruise industry with a 
united front and a single 
cruise product.”

Funchal harbour, Madeira

City Hall, Ponta Delgada, Azores
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Cruise facilities at the 
heart of Funchal’s 
redevelopment 

Madeira’s port of Funchal 
is being redeveloped to 
transform the harbour and 
surrounding urban area 
to connect the local city 
community more closely 
to the waterfront. Bruno 
Freitas, President of the 
Board of Administration of 
the Ports of Madeira, tells 
Chris Ashcroft how the 
development came about.

 “We must not forget that 
Funchal is a port city – and 
that, historically, the life of 

the city was developed around its port.” 
This is how Port Authority President 
Bruno explains the stimulus for the major 
development now taking place at the port.

A new state-of-the art passenger 
terminal was inaugurated last May, new 
gangways were introduced this month 
(September) and work is also under way 
for the conversion of the whole waterfront 
– which will include a new marina and a 
new cruise ship quay.

“These investments should be 
completed in 2012, and will benefit the 
whole bay of Funchal,” says Freitas. “They 
will enhance the connection between the 
port and the city.

“As well as ensuring compliance with 
all the safety and security conditions 
required under the new ISPS regime to 
handle the growing number of vessels 

and passengers visiting Madeira, we 
also wanted to create all the conditions 
necessary to develop our facility as a 
turnaround port.

“We do not want to rest on our laurels 
and just rely on our regular cruise clients 
and the port’s inclusion in the traditional 
Atlantic Islands itineraries. We intend to 
attract new cruise line clients – hopefully 
to homeport ships as well as deploy them 
to make Funchal a port of call.”

He points out that the port is just ten 
minutes walking distance from the city 
centre, and only 15 minutes’ drive from 
Madeira’s international airport.

“We have developed partnerships 
with the airport to support an increase in 
turnaround traffic, a type of operation that 
is of major interest to our tourism sector. 
Ports and airports of the region work 
together within the Madeira Promotion 
Bureau to promote ‘Destination Madeira’.

“Various airlines and travel companies 
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operate scheduled and charter flights to 
Madeira from Spain, Germany, France, 
England, Ireland, Denmark, Belgium, 
Luxembourg, the Netherlands, Switzerland 
and Austria, as well from the Portugal 
mainland and the Azores.

“We are just three hours away from the 
centre of Europe, and we believe that we 
have all the conditions to develop as a key 
cruise hub.”

He confirms that the island recovered 
quickly from the impact of the storms 
which hit Madeira earlier this year. “The 
landscape outside Funchal remains 
unchanged. The road accesses are 
functioning normally and the tourist 
walking tracks – including the popular 
levadas – are in good condition. Funchal 
city centre also recovered quickly, thanks 
to the efforts of the government, local 
companies and residents.”

Over the years a wide range of activities 
have been developed to appeal to cruise 

and other tourists. In recent years, though, 
there has been a change of focus. “Today 
we are a tourist product with much more 
emphasis on nature, with our indigenous 
laurissilva forests now considered a World 
Heritage Site by UNESCO,” says Freitas. 

“While modernising our facilities with 
new hotels and leisure facilities such 
as golf and other land and sea sports 
to appeal to a younger demographic, 
we are also ensuring the environmental 
sustainability of our island, of which two 
thirds is a natural reserve.”

It is also focused on delivering a co-
ordinated service for incoming cruise lines, 
ships and their passengers and crew. “Both 
the transport and the tourism sectors are 
under regional government control, so the 
Administration of the Ports of Madeira 
actively participates with all stakeholders, 
aware that there is a strong impact of these 
sectors on Madeira’s economy. 

“The Administration has linked with 
the Regional Tourism Department to run 
promotional and marketing campaigns for 
cruise tourism. We also work closely with 
the cruise companies’ shipping agents.”

Funchal received more than 400,000 
cruise visitors in 2009, and it expects 
continued growth. “Our aim is sustainable 
growth,” stresses Freitas, “so we are 
looking for 5% growth in the number of 
calls and an increase of more than 10% in 
the number of passengers. The strategy 
of this administration has been to work 
against seasonality because we believe 
that the port of Funchal has the capacity 
to attract many more calls between May 
and September. We really want an end to 
the so-called ‘low season’. 

“Last year we had a total of 435,821 
passengers (425,433 in transit, 5,188 
embarking and 5,200 disembarking) which 
was 7.5% more than in 2008. That growth 
has continued into this year, with a 21% 
increase recorded up to July.”

The Administration of the Ports of Madeira 
has started a strategy for closer relations 
and joint promotions with other Portuguese 
ports, resulting in membership of Medcruise 
and participation with other Portuguese ports 
in the Seatrade Med and Cruise Shipping 
Miami conferences and exhibitions.

“The tourism sector and, in particular, 
cruise tourism are strategic products for 
Portugal,” says Freitas. “This is why the 
authorities are giving maximum support 
to all our ports for the promotion of this 
market.” D

We are just three 
hours away from 
the centre of 

Europe, and we believe 
that we have all the 
conditions to develop as a 
key cruise hub.”

Bruno Freitas
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Today’s voyage of doing business could offer some unexpected twists and turns. 

Navigate smoothly by making Cruise Shipping Miami, the world’s largest and 

most important cruise industry event, your point of embarkation. Upon arrival 

you will make important and valuable connections with the international cruise 

market that will set your business on a profitable journey.

Cruise Shipping Miami, Homeport of the Cruise Industry.

Mar r, Miami, Florida      

www.cruiseshippingmiami.com
sales@cruiseshippingmiami.com

UBM Live     
212 Carnegie Center, Suite 203  
Princeton, NJ 08540-6236 USA

Join Our Networks



ON-SITE MARKETING

 Focus On Series: 
Provides exhibiting companies 
a platform to present their 
new products and services to 
attendees

 Cruise Shipping Television—CS TV:
Broadcast your message via high-quality
video commercials seen throughout the 
convention center, show hotels and online

 Show Directory Yearbook:
Advertise in the buyer’s guide used by cruise  
executives throughout the year

 CSM Daily Newspaper:
Published and distributed each day of the  
event, including a special pre-show issue, your  
advertisement will be viewed by all show attendees

 Conference Program Guide:
Promote your company in this helpful reference 
guide for the week’s events

 Event Sponsorship:
Sponsor networking events and raise brand  
awareness

ON-LINE MARKETING

 Focus On Series On-Line:
Using the latest technology, this opportunity  
provides you with a 100% online platform to  
deliver your presentation to our audience of  
cruise industry decision-makers.

 Virtual Tradeshow:
Exhibit at the only 100% online tradeshow 
for the cruise industry

 Targeted Emails:
Send your message to our audience of 
cruise industry professionals

 Web Banner A dvertising:
Increase your company’s visibility on the 
official event website

Cruise Shipping Miami  provides a range of targeted marketing  
opportunities that will have your company stand out from the competition. 

Cruise Shipping Miami’s tradeshow floor is  
segmented by product type, offering a more  
convenient way for high-level decision  
makers to locate companies quickly.

Show Floor Sectors & Pavilions

 Design & Refurbishment Pavilion
 Destinations
 Information & Entertainment Technology
 Food & Beverage Pavilion
 National Pavilions
 Ship Equipment
 Ship Services & Hotel Operations

Reserve your exhibit space and take 
advantage of these benefits:

 Show Directory Yearbook listing
 Reduced conference registration fee
 Free badges for exhibitor personnel
 Complimentary guest invitations
 Exhibitor instructional material
 Company name listed on website
 Networking events, including the 

   Presidents of the Member Cruise Lines  
   Welcome Recepetion

 Accumatch access

Contracts are required to reserve exhibit space.  
Download a contract from our website at: 
www.cruiseshippingmiami.com

 

 

Save the Date!

November 16 - 18, 2011
Marina Bay Sands, Singapore

www.cruiseshippingasia.com

Learn More by Visiting:
www.cruiseshippingmiami.com
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Basse-Terre, Grande-Terre, La Désirade, Les Saintes, Marie-Galante

the 5 sides of paradise

Guadeloupe Islands Tourist Board (European Offi ce)

23/25, rue du Champ de l’Alouette - 75013 Paris
Tél. : +33 (0)1 40 62 99 07 - Fax : +33 (0)1 40 62 99 08

E-mail : infoeurope@lesilesdeguadeloupe.com

www.lesilesdeguadeloupe.com



 “We are not planning to build 
5,000-passenger ships,” 
Princess Cruises President 

Alan Buckelew told me early in 2009 
when I last interviewed him for this 
magazine – and he was as good as his 
word.

But, although the two newbuilds now 
on order for 2013/14 deliveries will have a 
double occupancy of just 3,600 and so 
the maximum number of berths will be 
around 4,000, they will still be significantly 
larger than the largest currently in the fleet 
(Diamond Princess and Sapphire Princess).

In tonnage terms, the 139,000-ton 
newbuilds will be about 20% larger; but, as 
Buckelew points out, with only 15% greater 
capacity “so they will be a little roomier”. 
“And,” he adds, “from what we are told 
of the new wider locks being built on the 
Panama Canal, these ships should be able 
to transit there from 2014.”

There are a number of reasons the 
brand has gone for this size, which will 

give it ships substantially larger than 
its main rivals in the Premium sector – 
Holland America Line and Celebrity Cruises.

“With all the changes to newbuild 
regulations introduced at the beginning of 
this year,” says Buckelew, “we recognised 
that our next ships would be prototypes – 
even though our policy is always to have 
an evolution through each new class of 
ship, so that the brand retains a level of 
consistency across the fleet.

“We talked to all the shipbuilders in 
Europe, as well as Mitsubishi in Japan. In 
order to meet the new rules within our 
economic model, and to incorporate that 
design evolution, they all came up with a 
ship that was longer and wider and with 
a new hull design for more economical 
performance. 

“In some ways, it will be a stretched 
Ruby Princess; but it will be a lot more 
than just that. It will have all the features 
that have proved popular in our past ships, 
but with a few more, too.”

Alan Buckelew

Buckelew hails a richer 
mix for Princess
Two new ships on the way and a turnaround in Alaska – no 
wonder Princess Cruises President and CEO Alan Buckelew 
was in fairly bullish mood when he spoke to Tony Peisley.
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ROTTERDAMWORLDPORTWORLDCITYROTTERDAMWORLDPORTWORLDCITYROTTERDAM

www.cruiseportrotterdam.com

ROTTERDAM

The Cruise Terminal Rotterdam is a historic building, situated next to the Erasmus bridge. There is a 700 metre quay available and a 
depth at the quayside of 12 metres to accommodate even the largest cruise ships. Cruise Port Rotterdam is a one-stop office for 
anything you require in Rotterdam. Nothing is left to coincidence where safety and service are concerned and we work within our 
frame of possibilities to prepare a warm welcome and a nice experience when visiting Rotterdam, Holland.

After a 2 hour voyage from the North Sea, ships moor at the Cruise Terminal Rotterdam 
in the city centre, in the heart of Holland. The city and its surroundings off er history, 
modern architecture, culture, beaches and shopping...



As is now the custom with newbuilds, 
details of these will be drip-fed to the 
media as the build progresses to ensure 
a steady stream of stories to titillate the 
interest of the cruise consumer.

Initially, Buckelew points up the “richer” 
mix of accommodation onboard – richer, 
that is, in terms of both range and 
revenue-earning potential.

“All the outsides will have balconies, and 
there will be more suites and mini-suites. 
All brands have their different dynamics, 
and the fact is that Princess sells from the 
top down.

“The advantage of having 17 ships and 
our long history is that, when we build, it 
is not from a hypothetical standpoint. We 
already know what we can sell, and how 
to sell it.”

He advises that too much should not be 
read into the brand’s decision to switch 
one of its three smallest ships – Royal 

Princess – to sister brand P&O Cruises 
from next year.

“Our parent company Carnival has a 
policy of always looking for the best 
opportunities for its ships, even if it means 
them switching brands within the group. 

“P&O Cruises had accepted an offer 
for Artemis, because that ship did not 
fit in with its long-term plans; but it had 
built up a profitable niche market within 
the brand among people who prefer the 
smaller ships. The brand wanted to retain 
that market, so it came to us for Royal 

Princess. 
“If we had been operating only two 

ships of this size, it would have been a 
much more difficult decision as it would 

have left us with just the one. But we were 
comfortable with letting one out of three 
go. 

“These smaller ships are very profitable 
for us and allow us to go to places that 
our bigger ships cannot. This appeals to 
certain of our clients who also like the 
smaller ships. For this reason we expect 
to continue operating the two for the 
foreseeable future.”

ALASKAN COMMITMENT
Princess Cruises remains committed 
to Alaska despite its recent reduction 
in capacity in the region. It has been 
encouraged by a recent change of attitude 
by the state government.

“It is not just the 25% reduction in the 
head tax but also the three-year waiver 
from the new wastewater discharge 
rules, which would have meant the cruise 
industry being held to higher standards 
than any other sector.

“Alaska’s business community were 
quiet when the original head tax ballot 
went through in 2006, and stayed quiet 
when nothing much changed for the next 
couple of years. 

“But when the impact kicked in with 
reduced cruise traffic this year and 
projected for 2011, the business community 
finally became very agitated and got the 
attention of the new Governor and the 
state government.

“They responded in the right way, 
recognised they had been going down the 
wrong route and moved to correct it and 
so preserve business, jobs and the state 
economy. 

The advantage of 
having 17 ships and 
our long history is 

that, when we build, it is 
not from a hypothetical 
standpoint. We already 
know what we can sell, 
and how to sell it.”
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“We can all get complacent after years 
of stability and success but this was a real 
wake-up call for Alaska. We are pleased 
to see the new attitude which is reflected 
in the increase in the tourism marketing 
budget, which has been steadily reduced 
in recent years. 

“Although we can always move ships, 
as we have demonstrated, we are 
heavily invested in Alaska as a destination 
because it is very popular with our 
passengers and also because of the land 
operations – hotels, trains and coaches – 
that we own and operate. 

“In fact we have been re-packaging 
and re-pricing our land tours to stimulate 
a quicker recovery than we would have 
seen if we just waited until the economy 
came out of recession.” 

Alaska is a high-priced destination, 
and adding a tour to a cruise is a more 
expensive option; so those sales were 
affected more than cruise-only in 2009 
when passenger demand for Alaska fell.

“This year has seen a turnaround,” 
says Buckelew, “and although it is too 
early to say for 2011, we are hopeful this 
improvement will continue. 

“We want to return the withdrawn ship 
to Alaska, and will decide in early 2011 
whether to do this in 2012. If it does not 
happen then, we would certainly expect to 
do it in 2013 as we are very bullish about 
Alaska in the long term.”

THE ECA CHALLENGE
One cloud over that particular horizon 
is the now-approved North America 
Emissions Control Area (ECA) which comes 
fully into effect with its requirement for 
cruise (and other) ships to use the more 

expensive low-sulphur fuel within 200 
miles of the US and Canadian coastlines 
from 2012.

Through Cruise Lines International 
Association the companies have 
challenged the validity of including Alaska 
and Hawaii within the ECA. Also challenged 
is the science behind the extent of the 
200-mile limit, so there may yet be some 
kind of compromise.

“We will not sit down to plan 2012/13 
deployments until the end of this year,” 
Buckelew says, “so we have yet to work 
out all the extra cost implications where 
the ECA may apply; but that extra cost 
will definitely be part of our calculations. 
All operational costs have to be taken into 
account when deploying. 

“We are a North America brand at heart, 
so we are not going to desert the region 
whatever happens; but that does not 
mean we would not redeploy some ships 
if higher costs here mean we could get a 
better return from cruising elsewhere.”

GROWTH MARKETS
One region well away from all existing or 
proposed ECAs is Australia, and Princess 
has been quietly expanding its presence 
there alongside similar growth from the 
market-leader, its Carnival stablemate P&O 
Cruises Australia.

“We put one ship there and that filled; 
we doubled capacity and that filled too. 
We now have two ships there year-round, 
both mainly sold to Australian passengers 
as they homeport around the country – 
Sydney, Melbourne, Perth and Fremantle.

“Currently our one seasonal (Australian 
summer) ship is sold primarily to North 
Americans, but we are going to add a 

second seasonal ship in 2012 and that will 
be sold mainly to Australians.

“We effectively introduced cabins with 
balconies to the Australian market when 
we moved our first Sun class ship there. 
These ships have a lot of balconies – not 
so many suites but quite a few inside 
cabins – and this mix works very well for 
where the Australian market is right now. 

“It also helps distinguish us from P&O 
Cruises Australia which targets a different 
sector of the market. I think there is room 
for a lot more growth there for both of 
us.”

Taking a broader view of the global 
market but particularly the performance of 
North America which continues to supply 
the majority of its passengers, Buckelew 
says: “This year has certainly been a big 
improvement on 2009 but we are still a 
way off from the 2007/08 peak. 

“The difference this year is that we had 
a proper Wave season between January 
and March. That simply did not happen 
in 2009 because consumers were still 
shocked by the banking crisis.

“At the beginning of this year the stock 
market was slowly recovering, reflecting 
the way large businesses are able to 
bounce back quickly by taking cost out of 
their operations.

“It was only later in the year that the 
stock market wobbled again, and the fact 
that this was caused mainly by fears over 
Greece’s sovereign debt confused the 
public and hit their confidence again. 

“But overall I am confident there will be 
a full recovery,” concludes Buckelew, “and 
that along the way the cruise sector will 
again outperform the rest of leisure sector 
– something which is always our aim.” D

One region well 
away from 
all existing or 

proposed ECAs is 
Australia, and Princess has 
been quietly expanding its 
presence there."

Melbourne, Australia
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Wizard time  
for cruising in Oz
Carnival Australia has played 
a major role in reinvigorating 
a previously stagnating 
cruise market Down Under. 
DWCD speaks to Carnival UK 
Chief Executive David Dingle, 
who also exercises top-
level oversight of Carnival 
Australia.

It is with tongue firmly in cheek that 
David Dingle tells me he is ‘The wizard 
of Oz’ – just back from one of his 

regular trips Down Under, he is certainly 
right up to speed with what is happening 
in one of cruising’s most promising growth 
markets.

The number of Australian cruise 
passengers has more than trebled since 
2002, with a 13% increase in ocean cruise 
passengers in 2009 alone.

“That growth has been capacity-
led, mainly through the expansion of 
Carnival Australia which now has 70% of 
the market,” says Dingle. “P&O Cruises 
Australia is the market-leading brand, and 
is just about to increase from three ships 
to four.” The other brand within Carnival 
Australia, Princess Cruises, has two year-
round ships and another (soon to be two) 
deployed seasonally.

“There is a lot of growth left in the 
market. The Australians have a very 

positive approach to cruising, seeing it as a 
very acceptable holiday option.

“In some ways the market is a little like it 
used to be in the UK 20 years ago. About 
90% of sales come through agents, but 
there is not the same level of competitive 
pricing as agents do not rebate their own 
commission to get sales.

“There are only a few specialist cruise 
agents, though a few more are emerging 
with an online platform. 

“It has helped that the Australian 
economy did not go into recession like 
so many others in the recent economic 
downturn – and it is linked to the Asian 
economies, which have also remained 
generally strong,” says Dingle.

“Where we source our passengers 
from is influenced strongly by where 
we homeport, but there are other issues 
involved, too.  

“For ex-Brisbane cruises, for example, 
there are a lot of retirement communities in 
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the area which are gold dust for us. But we 
also have a lot of Australians from around 
the country who are in the habit of flying to 
the Gold Coast for vacations, so it is not a big 
stretch to sell them flycruises as well. 

“Sydney and Melbourne have the 
largest urban populations but it is also a 
fact that, for many people living outside 
New South Wales (NSW), the prospect 
of cruising out from and back to Sydney 
Harbour is a very big draw in itself.

“Melbourne is a long way south but it is 
the ideal step off point for New Zealand 
and beyond. This has its own particular 
appeal to more mature cruisers, so they 
are willing fly to Melbourne to join the ship. 
Similarly from Fremantle we can reach 
Southeast Asia, another draw.”

When cruise numbers began to fall off 
in Australia in the 1980s and 1990s the 
decline was blamed partly on the small 
(relative to the size of the country) and 
very spread-out population and also on 
the lack of attractive destinations within 
cruising range.

But since then the cruise sector has 
become much more creative in its itinerary 
creation, says Dingle. “As far as itineraries 
from Australia are concerned, we had to 
acknowledge the distances involved to the 
major destinations. So we have spent a 
lot of time and money on opening up new 
ports of call – particularly of the ‘Pacific 
desert island’ type, in places like New 
Caledonia and Vanuatu.

“It is not quite the Caribbean ‘private 
island’ concept – we do not want to 
become involved with leasing them, as we 
want the flexibility to call at more than just 
the one in an area.

“But we have had to invest in the 
infrastructure, ensuring there are adequate 
landing stages and even such basics as 
building shelters and toilet blocks.

“We are now going to Norfolk Island 
(actually part of NSW) as a good way port 
between Australia and New Zealand, and 
at Christmas Island in the Indian Ocean on 
the way back from Southeast Asia, having 
called at Bali on the way there.”

Port infrastructure has been an ongoing 
concern as the market has grown with 
new and larger ship deployments, says 
Dingle. “There is enough docking capacity 
to the west of Sydney Harbour Bridge for 
those ships that can sail beneath it; for the 
larger ships which cannot, the eastern side 
remains a problem. 

“We continue to discuss with the port 

authority and the Ministry of Defence the 
possibility of building a permanent cruise 
dock facility within the Garden Island naval 
facility. As things stand they will allow 
Queen Mary 2 in there on an ad hoc basis 
because it is too problematic for it to use 
the circular quay. But we would obviously 
prefer a more permanent arrangement for 
all the bigger ships. 

“We do, though, fully appreciate the issues 
involved – this is a naval facility after all. The 
problem is that there really is not anywhere 
else around there that is usable.

“But we do think that the authorities now 
recognise the benefits of growing cruise 
tourism, and we continue to explore all the 
possibilities with them.

“There is also an infrastructure issue 
at Brisbane. The passenger terminal is a 
long way up river, which means that only 
vessels up to a certain size can go there; 
and it means an extra three hours transit 
time for them and more fuel being burned. 
We really do want a terminal at the mouth 
of the river, and we are lobbying strongly 
for that.

“Melbourne and Fremantle do have 
reasonable facilities, though, and a new 
cruise terminal is on the cards at Auckland 
in New Zealand. Ships are being booked 
to berth there for the Rugby World Cup 
in 2011.

“We have a seasonal programme out 
of Auckland, but the market is significantly 
less mature than that in Australia. New 
Zealand also only has a population of 
4 million, compared with 20 million in 
Australia. 

“But, if we are looking ahead ten years 
and projecting a million Australian cruise 
passengers, it is quite possible that we 
could get to 200,000–250,000 from 
New Zealand. That would be a significant 
number, as it would support two or three 
decent-sized ships there year-round. D

Sydney and 
Melbourne have 
the largest urban 

populations but it is also a 
fact that, for many people 
living outside New South 
Wales, the prospect of 
cruising out from and 
back to Sydney Harbour is 
a very big draw in itself."

David Dingle
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Anyone who has endured a 
passage through airport security 
recently will recognise the 

challenge facing Disney Cruise Line (DCL) – 
a challenge that is inherent in its operating 
philosophy, as Chief Operating Officer Tom 
Wolber explains.

“We believe that our cruises do not 
begin for passengers when they step 
onboard the ships,” he says. “Nor do they 
end when they disembark.

“We want to manage the experience 
from the airport and transfer through to 
the seaport, and do the same in reverse at 
the end of the cruise. This includes what 
happens at all the ports along the way: 

we want it to be a Disney experience 
throughout.

“To achieve this – particularly for any new 
deployment – we approach the ports, local 
tourism departments and tour operators well 
in advance to make sure they know what 
we need from them. Generally we find them 
very co-operative and open-minded to what 
we are suggesting.

“We began looking at UK homeports 
more than two years ago, and we decided 
on Dover – not just for the convenient 
airlift and other logistical reasons but also 
because the people there were very open 
to our wishes as regards embarkation and 
disembarkation processes. 

Tom Wolber

Disney’s Royal Ball in St. Petersburg

Disney’s Baltic cruises 
tell an exclusive story
Storytelling is at the core of Disney Cruise Line’s itinerary planning. The brand’s inaugural four-
cruise Baltic programme had just ended in July when Tony Peisley caught up with Chief 
Operating Officer Tom Wolber to hear the tales at first hand.
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“Basically we want embarking in Dover 
– or wherever we homeport – to be as 
close as possible to what we do at our 
own terminal at Port Canaveral.

“The areas of security and customs/
immigration can obviously present 
problems – but our policy is, in any case, 
to have a high level of security as we are 
very aware that we are responsible for a 
lot of families travelling internationally. For 
example, we will bring in our own canine 
checkers to the port. 

“Immigration can lead to passengers 
having to queue but we have found that, 
as we build up a relationship with a port, 
we can usually get the extra staff needed 
in the booths to keep lines to a minimum.”

Wolber says the Dover operation went 
very well as, in fact, did the whole Baltic 
programme. “We were very lucky with 
the weather and saw excellent passenger 
satisfaction ratings. There was also a very 
high take-up for the tours.”

The tour sales were particularly 
gratifying given the efforts of the Disney 
teams of ‘imagineers’ to create signature 
Disney excursions in a region where 
existing tour programmes are already well 
established.

“Realistically, in places like the Baltic and 
Alaska (where we go for the first time 
next year), there are a lot of good existing 
tours which we will also be offering – just 
adding a small modification here and there 
(e.g. bottles of water on coaches, pizza 
and ice cream stops) to customise them to 
some extent.

“Genuine DCL signature tours are much 
fewer in number, but tour operators are 
usually very happy to work with us to 
create something new – especially as 
exclusivity (apart from any use of Disney 
characters) only applies for that season if 
we do not return the following year.”

When I talked to the then DCL President 
Tom McAlpin at the beginning of 2009 
he was particularly excited about two 
tour ideas for the Baltic. One was a Royal 

Ball at Catherine Palace in St Petersburg; 
the other was a trip from Warnemunde 
to Meyer Werft shipyard to see the new 
Disney ships under construction (the 
124,000-ton/4,000-passenger Disney 

Dream and Disney Fantasy).
“The Royal Ball came about when we 

saw the venue and thought we must be 
able to do something more with such an 
amazing place than just the usual tour,” 
says Wolber. “We sat down with the tour 
operator and the venue, and both were 
excited about doing something new.

“We only ran the tour for a maximum of 
100 people, and it began with a welcome 
event outside the palace with Imperial Guards 
there for the arrival of the ‘princesses’ (child 
passengers) in carriages.”

Catherine II herself (played by an 
actress) led a tour of the palace, which 
includes the famous Amber Room. “We 
had liaised with local music schools so 
there were students playing in all the 
rooms, culminating with a symphony 
orchestra for the ball itself.”

The shipyard tour was US$3,000 per 
person, because it included a private 
flight to the otherwise fairly inaccessible 
shipyard. For this reason the tour had to 
be cancelled a couple of times, but it also 
sold out on other cruises.

“The people who did it were delighted 
with the experience,” says Wolber, 
“especially as they were allowed to walk 
round the new ship under construction.”

Guests were told about (and no doubt 
passed on to the other passengers) the 

ships having the first-ever ocean-going 
‘watercoaster’ – the Aqua Duck; virtual 
portholes (actually flat screens) in the 
inside cabins showing live seascapes 
from cameras positioned around the 
outside of the ship, as well as animated 
Disney characters; and the animated art 
(scenes from movies like Bambi) around 
the ship with LCD screens which are 
activated when passengers start looking at 
particular pieces.

“Those of us in the business might take 
seeing a ship being built for granted. But 
for anyone else this is an extremely rare 
opportunity, and they really appreciated it.”

Wolber also believes that cruise lines 
are increasingly appreciated by the 
destinations their ships visit. “We now find 
that the local communities and authorities 
recognise that we are bringing people who 
spend a lot more ashore than the average 
day tourist.”

Once the new ships arrive Disney will be 
looking to return to places like the Baltic 
more frequently. “All our ships have the 
waste management systems to make us 
compliant with the regulations,” says Wolber. 
“On our recent programme we were able to 
land our grey/black water at Helsinki and St 
Petersburg without any problems.

“But the goal-posts do keep moving, 
so we are reliant on the European Cruise 
Council and Cruise Lines International 
Association to make representations on 
behalf of all member lines to ensure that 
we are able to continue cruising in the 
Baltic in the future.” D

We now find 
that the local 
communities and 

authorities recognise that 
we are bringing people 
who spend a lot more 
ashore than the average 
day tourist.”

Disney Dream's Captain Tom Forberg placing the ceremonial coin
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Pricing and product 
strategies set up probable 
IPO for Prestige
Frank Del Rio was struggling with his golf swing when Tony 
Peisley caught up with him in Colorado. Fortunately his aim has 
been truer when it comes to hitting targets with the two brands 
under his control: Oceania Cruises and Regent Seven Seas Cruises.

Recent events have underlined how 
foolish it is to make predictions 
about any development dependent 

on future economic conditions. But there 
are still grounds for optimism that by 2012 
there will be a third major publicly owned 
cruise company on the scene.

“We are doing all the things required 
to build the kind of structure that would 
put us in a position to launch an IPO from 
Q2 2011,” says Frank Del Rio, President 
and CEO of Prestige Cruise Holdings – 
the Apollo Management-backed parent 
company of Oceania Cruises and Regent 
Seven Seas Cruises (RSSC). “By that time 
the risk of the Marina newbuild for Oceania 
would be behind us, as would very strong 
2010 performances by both brands – with 
even better ones projected for 2011.

“Of course, much would depend on the 
state of the IPO market, which recovered a 
little in 2010 but is not yet back to the pre-
downturn level. 

“The fact remains, though, that the 
cruise sector only has two major public 
companies – Carnival Corporation and 
Royal Caribbean Cruises Limited – and 
Prestige is the largest player in the 

upscale sector. 
“The entire cruise business has 

repeatedly demonstrated its resilience by 
bouncing back quicker than other travel 
and leisure sectors after events such as 
9/11 and the recent economic crisis. Both 
Carnival and Royal Caribbean continue to 
return significant profits.”

Del Rio also believes that investors will 
have noticed the key advantage for the 
sector of having mobile assets, and – for 
established players – the now very high 
barriers to entry due to the high cost of 
newbuilds and the increased importance 
to operational profitability of economies of 
scale.

Within the cruise sector, Del Rio also 
reckoned that the Prestige brands had not 
only bounced back as well as any in the 
sector but they had not been hit as badly 
as many in the first place.

Just before the financial crisis hit home 
in North America in October 2008 Oceania 
was looking forward to a record 2009 
to follow a record 2008. It had already 
sold 65% of its capacity. “Then the world 
changed,” said Del Rio. 

“But we have come through it, and 
Frank Del Rio
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Oceania will achieve similar results in 
2010 to those of that 2008 record. In fact, 
although yields were hit in 2009, being just 
5% down meant that we did better than 
other cruise lines.

“A double-digit price increase for 2011 
means that we will finally achieve the 
results we had expected in 2009.” 

The bounceback is mainly due to the 
economic upturn; but, Del Rio believes, it 
is also down to management decisions 
about pricing and product enhancements 
to both brands. For RSSC the 2009 move 
to include shore excursions in the price 
proved a winner, as did this year’s inclusion 
of water and soft drinks in the price for 
Oceania passengers.

“We do not believe that discounting 
is the right way forward for the Luxury 
sector,” he says. “We feel that the added 
value of the shore excursion offer 
matches the all-inclusive profile of RSSC.”

He also points out that some of the 
policy decisions came as a direct result of 
the acquisition of RSSC and its merger with 
Oceania under the Prestige umbrella.

“When we put the two brands together 
we did so wanting to find synergies 
and share best practices. We looked at 
what each did best and found that, while 
Oceania was best at filling its ships, RSSC 
was best at maintaining high prices and 
therefore yields.

“So RSSC has learned how to fill its ships 
through pricing models used by Oceania, 
while the double digit-price increases for 

Oceania reflect the RSSC experience in 
achieving higher per diems.”

There have been other examples of the 
brands learning from each other with, for 
example, the RSSC butler service being 
adapted for use on Oceania ships.

“The fact that people have heard very 
little about Prestige since it was formed 
shows just how well the two brands 
have worked together,” says Del Rio. 
“There have been many horror stories 
about the aftermath of past mergers and 
acquisitions in the cruise sector, but this 
has been a win-win from the start.

“[RSSC President] Mark Conroy is a top 
executive and very experienced in the 
marketing and sales sector, but he was 
open to ideas from the start and the three 
of us (including Oceania President Bob 
Binder) have always recognised that none 
of us will ever have all the answers – with 
the result that each brand has benefited 
from the other.”

On the long-running “will it/won’t it?” 
saga of RSSC ordering a new ship, Del Rio 
has a simple philosophy. “Whatever the 
brand, we will only order when it is filling 
its existing ships and we believe it can also 
fill a new one. 

“RSSC has steadily increased its load 
factors and will be at nearly 100% for 
2010. In fact I believe it will be the only 
cruise line to have a record year in 2010 in 
terms of profitability.

“It looks like its ships will be completely 
full in 2011, and if they are – and the 

Marina's owners suite entrance

Oceania was best 
at filling its ships, 
RSSC was best at 

maintaining high prices 
and therefore yields.”
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projections are that this will be repeated 
in 2012 – then that will be when we place 
an order.

“For Oceania we have to be sure that 
our second new ship Riviera will be filled 
before we confirm our option for a third. 
As that ship does not start operating until 
April 2012, a decision will not be made for 
some time.”

The first new ship, Marina, begins 
cruising at the start of 2011 and, when sales 
were opened on the first cruises, there 
was a huge demand – particularly from 
past Oceania passengers.

“Marina sales could not maintain the 
initial burst, as we would have sold out 
through 2015,” says Del Rio. “But they 
have been strong and are still ahead of 
the existing three ships. Those three are 
selling at their usual pace; it is just that 
Marina is doing better. 

“It does have 10% more repeaters than 
the others, but that is about what you would 
expect and want with a new ship. What 
you do not want is everyone flocking to the 
new ship, leaving the others empty.”

The arrival of the new ships will give 
Oceania more deployment opportunities 
and it will also enable it to diversify its 
sourcing to reduce its dependence on 
the North American market. Both brands 
currently run at about 80% North America 
to 20% international; but for Oceania 
the first target is 25% international, with 
Australasia and the UK the top markets.

RSSC already sells cruises priced in 
Pounds and Euros, and Oceania will be 
following suit by the fourth quarter of this 

year. Both brands will also be selling in 
Australian and New Zealand Dollars by the 
end of the year.

“If we can reach that 25% without undue 
acquisition cost, that will be very profitable 
for us.”

Oceania, in particular, is a very 
destination-oriented brand with port-
intensive itineraries, so the rising cost of 
fuel and the proliferation of emissions 
control areas is clearly a concern. But 
Del Rio contends that the most important 
factor in its itinerary planning remains the 
marketability of the cruises.

“Sales are still the key – if we cannot fill a 
cruise, it does not matter how fuel-efficient 
it is,” he says. “In fact in Europe the biggest 
problem we have is securing the berths. 
We are having to schedule much further 
out, and that means we could end up 
repeating an itinerary that does not sell well 
simply because we have to fix it before the 
previous year’s cruise goes on sale.”

Among the new deployments for the 
brand are New England/Canada and 
Alaska. “The New England cruises are 
selling well and, with two RSSC 2011 cruises 
already almost sold out, it is a pity it is 
such a short season.”

The Alaska season has also sold 
strongly as a result of pent-up demand 
from past passengers, but it nearly did not 
happen at all. “We would not have gone if 
they had not reduced the head tax,” says 
Del Rio. “It is not back to where it was, but 
it is a start; and the legislature now seems 
to recognise that we really do not need 
extra operational costs.” D

In Europe the biggest 
problem we have is 
securing the berths.”

Marina at the shipyard
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Has the Caribbean 
found its voice? By Chris Ashcroft

The Caribbean has been easily the 
most popular destination since day 
one of the 40-year-old modern 

cruise industry – so it seems extraordinary 
that it still lacks an organisation giving a 
unified, independent voice to the individual 
ports and countries which have created 
this market-leading product.

Or does it lack one? Nathan Dundas 
would beg to differ for, as well as being 
General Manager of Bryson Shipping 
(St John’s, Antigua) and President of 
the Antigua & Barbuda Cruise Tourism 
Association for nine years, he is Chairman 
of the Cruise Committee of the Caribbean 
Shipping Association (CSA).

The CSA was set up in 2004 but, 
although it has gradually expanded its 
activities and sphere of influence, it still 
presents a relatively low profile – certainly 
when compared to the Florida-Caribbean 
Cruise Association (FCCA).

But the association is now beginning 

to flex its not inconsiderable muscles. 
“The Cruise Committee is coming out of 
an organisation that has been tried and 
tested,” says Dundas. “The CSA has been 
in existence for 40 years, and serves the 
interests of its Caribbean stakeholders 
very well. 

“We are confident that – via the 
cruise committee – the CSA is going to 
be able to accomplish a similar task in 
highlighting and developing cruise tourism 
for the Caribbean. This is still a relatively 
new industry, and it is very important 
that Caribbean governments and other 
stakeholders in the region are advised and 
directed in the right manner when it comes 
to ensuring that the huge investments 
being made in new cruise infrastructure 
do not damage the sustainability of the 
product.

“I am very conscious that we do not 
want the beaches and everything else 
we have here destroyed, so it is very 
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important that when a project comes to 
an island it secures environmentally based 
approval.

“Our mandate as the Cruise Committee is 
to give stakeholders that right direction so 
that everyone can reap as much benefit 
as possible out of cruise tourism.” 

To secure the leverage that the 
Committee needs to ensure its voice is 
heard and has credibility, it wants a place 
at table within the Caribbean Tourism 
Organisation (CTO). 

“We are trying to get embedded within 
the CTO because, currently, there is no 
independent representation there for the 
cruise destinations,” says Dundas. “The 
FCCA has access to CTO board level, with 
the cruise lines represented at all board 
meetings, but the FCCA puts forward 
primarily the cruise lines’ as opposed to 
the destinations’ perspective. 

“We want to be present at those 
meetings so that the destinations’ voice can 
be heard. If we can have representation 
there, or at CARICOM level, it will go a long 
way towards ensuring that we achieve 
both sustainability and economic viability 
for cruise tourism in the region. After all, 
as destinations, we are the ones dealing 
directly with the cruise ships and lines – but 
the Caribbean governments do not want to 
listen to us in the way that they should.

“We believe there is no overall cruise 
policy within the Caribbean. It is something 
we have been advocating for a very 
long time. We have a multi-million dollar 
business but there are no clear guidelines 
– each destination either makes its own 
policy or does not even have one. What 
policy emerges is being shaped at CTO 
level and, although the FCCA is a good 
partner of ours and we want to keep that 
relationship going, there needs to be input 
from the destinations at that level.” 

Dundas says that there also needs to 
be more dialogue with the destinations 
than exists now. He provides an example 
of how the cruise committee has made a 
difference and brought the wider industry 
together. 

“During the HINI Swine Flu outbreak, 
cruise lines were forced to make 
diversions because some port authorities 
were refusing their ships permission to 
dock. We took the very bold decision 
to invite all of the different affiliations, 
the CARICOM countries and their medical 
officers, the World Health Organisation, 
Pan-American Health Organisation, FCCA 
and Cruise Lines International Association 
as well as the chief medical officers from 
Royal Caribbean Cruises and Carnival 
Corporation to a meeting to discuss the 
way forward. 

“The cruise lines were able to show 
quite clearly that what they were doing 
onboard their ships to prevent or minimise 
the risk of infection was way more than 
that being done ashore at hotels and 
airports. This was a real eye-opener for 
the destinations and, as a result of what 
they learned , we were able to arrive at a 
protocol and standardisation for H1N1 virus 
entry requirements which allowed the 
cruise ships to call at all the different ports. 

“This clearly demonstrated the kind 
of collaborative efforts that can be 
achieved through an organisation such as 
the CSA. And when the ISPS code was 
implemented we sent out experts from 
the Jamaican Maritime Institute to visit the 
different countries represented within the 
CSA to get them up to speed on what was 
required.”

Dundas believes the CSA Cruise 
Committee can be the engine that drives 
the destinations to be heard at a higher 
level – a level where the destinations 
genuinely belong. Asked about the 
expanding role of the committee, he says: 
“We are starting to use the ministers of 

The cruise lines 
were able to show 
quite clearly that 

what they were doing 
onboard their ships to 
prevent or minimise the 
risk of infection was way 
more than that being 
done ashore at hotels and 
airports."

Nathan Dundas

Betty's Hope, Antigua
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tourism and those responsible for ports to 
present papers and ideas at our forums.”

He also says that ministers have 
expressed the view that there is a need 
for an organisation to drive the changes 
that are needed for the development of 
the industry. Although the main focus 
of the committee remains the maritime 
sector, there are already signs that the 
land-based tourism sector is taking an 
interest in its training programmes. 

CSA has always set aside two days 
after its regular conferences for the 
training of the local stakeholders at 
the host destination. Now the training 
programmes have been extended to 
include hotel workers.

“One of the founding principles when 
the cruise committee was started was 
that we would develop strong links with 
the FCCA,” says Dundas. “Its cruise line 
members are mostly based in Miami, so 
the idea was to represent their interests in 
the Caribbean region primarily to resolve 
issues and keep the region competitive for 
them – especially in the light of the way 
the region has been losing market share 
in recent years. There is a need for more 
dialogue, and proper planning and co-
operation between lines and destinations 
to help reverse this trend.

“More US ports have become 
homeports for Caribbean cruises, so 
fewer ships are coming far south in the 
Caribbean during the summer months. This 
has caused problems for some islands. 

“In fact some cruise lines do not seem 
to realise how close we all are. Antigua, 
where I am, is only 90 nautical miles from 
St. Maarten. 

“One of the things they are encouraging 
us to do is to look at transportation costs, 
and it is true that port costs are higher than 
in some destinations than others.

“More tours need to be created in some 
places. In Antigua we are actively trying 
to encourage investment in new tour 
attractions. This is also one of the reasons 
why we have training sessions for all the 
stakeholders, so they know what is going 
on – sometimes directly from a cruise line 
representative.”

The committee’s marketing role has so far 
been somewhat overshadowed. “We have 
an ad hoc arrangement in place whereby 
we go in to trade shows as the Caribbean 
Village, so we can market the whole region 
as a destination in a general way which does 
not focus on any one island.

“Once we can get the ships and lines to 
come to the region then they will make 
their own choices in respect of which 
islands they wish to visit – and each has 
an opportunity to represent itself with its 
own individual marketing. 

“The CTO has been looking at the whole 
question of regional marketing for some 
time, and we believe that we can get 
onboard with that specifically for cruise 
tourism. Our objective is to be accepted as 
an organisation looking at the region as a 
whole – although we have not yet worked 
out the funding aspects of developing our 
role.”

The CSA is funded through membership 
and conference fees plus subscriptions 
from the members, as well as donations. 
Members fall into four different groupings: 
ship agents and stevedoring, cargo ship 
owners, brokers and freight forwarders, 
and port authorities. 

The Cruise Committee now meets twice 
a year, and there is a day during the 
CSA annual general meeting dedicated 
to the cruise industry. Its four-sided brief 
is to market the Caribbean as a cruise 
destination, develop models for co-
operation between the Caribbean cruise 
destinations, assist with security issues and 
training, and address environmental issues 
to ensure cruise product sustainability.

“We are now reaching out to the 
Spanish Caribbean and trying to form 
some linkages with Mexican and 
Colombian ports to see how best we can 
involve them,” says Dundas.

“Great economic benefits can be derived 
from cruising in the Caribbean, but it is 
very important that we understand the 
dynamics involved in this kind of tourism. 
We aim to utilise the experts from the 
cruise lines, working together with us at 
CSA, for the benefit of all the stakeholders 
in the Caribbean.”

Dundas and the rest of his committee 
will, though, have been closely 
monitoring the developments at the 
Association of Caribbean States which 
earlier this month (September) held a 
second meeting for the Ad Hoc Working 
Group which it has set up to establish 
an Association of Caribbean Cruise Ship 
Destinations.

It would be ironic if – after waiting nearly 
40 years for one strong unified voice – the 
Caribbean cruise destinations suddenly 
found themselves with two clamouring to 
be heard. D

Ministers have 
expressed the 
view that there is a 

need for an organisation 
to drive the changes 
that are needed for the 
development of the 
industry."
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Lopez’s new Economic 
Development role signals 
Puerto Rico’s intent

The cruise industry is a substantial 
contributor to the Puerto Rico 
economy, bringing more than 

US$200 million to the island each year 
and supporting nearly 5,000 jobs. It is 
therefore seen as an essential part of 
Puerto Rico’s economic development 
through many sectors of tourism and 
commerce. 

For this reason cruise tourism 
development has recently become 
the responsibility of the Department of 
Economic Development and Commerce, 
with the support of the Puerto Rico 
Tourism Company (PRTC) and the 
Commerce Department. 

“The PRTC and the Ports Authority 
are both essential components of 
cruise market development,” says Chief 
Development Officer Jaime Lopez. “They 
work closely with us to help achieve the 
Government’s strategic goal to increase 
cruise passenger movement for the 
benefit not just of Puerto Rico but of the 
Caribbean region as a whole.” 

In 2009 Puerto Rico received nearly 
500 cruise calls, bringing about 1.2 
million passengers. Of these, homeport 
passengers represented more than 
530,000 from 200-plus calls. Transit 
calls numbered nearly 300, bringing 
nearly 700,000 passengers. The island 
is currently served by 12 cruise lines, of 
which six use Puerto Rico as homeport. 

“We need to increase both homeport 
and transit calls,” says Lopez. “To do 
this we have identified key initiatives 
that include (i) increasing air access, 
(ii) improving the product offering, (iii) 

improving the customer experience, (iv) 
establishing strategic alliances and (v) 
improving the infrastructure.”

To help achieve two of these initiatives 
the government is currently preparing an 
urban redevelopment project called the 
San Juan Waterfront, which will include 
infrastructure improvements and an 
enhanced leisure environment.

“Puerto Rico recognises the impact 
our cruise development and air access 
has on the Caribbean region. We 
are considered to be the hub of the 
Caribbean, and are happy to take on the 
responsibility this status brings with it. 

“During last year’s Florida–Caribbean 
Cruise Association Convention, Puerto 
Rico decided to develop a Memorandum 
of Understanding across the Caribbean 
region through the Caribbean 
Tourism Organization. To date several 
Caribbean destinations have signed the 
Memorandum, and are willing to work 
with Puerto Rico on initiatives that will 
increase air access and develop the 
cruise market in the region for the benefit 
of all.”

Also at a meeting in Puerto Rico 
last year, when the Organization of 
Eastern Caribbean States (OECS) set up 
a Working Group on Cruise Tourism 
aimed at gathering best practices in 
expanding the economic and social 
benefits from cruising across its region, 
its ministers agreed that Puerto Rico was 
an indispensable partner for the OECS in 
this quest, and that, in recognition of this, 
a partnership would be established with 
the PRTC. D Jamie Lopez

Jaime Lopez, Chief Development Officer at Puerto Rico’s 
Department of Economic Development and Commerce, talks to 
Chris Ashcroft about his new role in the organisation – where he 
is now responsible for the development of cruise tourism to  
the island. 
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$50 million Barbados 
port re-development will 
target turnaround market
By Chris Ashcroft 

From the start of the 2012 cruise 
season passengers visiting 
Barbados will be able to disembark 

from an Oasis-class ship at a cruise-
dedicated finger pier at the Port of 
Bridgetown, says Barbados Port Inc. 
Chairman David Harding.

The new finger pier, along with 
a homeport facility and significant 
improvements in the facilities and 
enhancement to the ambience in the 
existing port area, requires a $50 million 
investment. This is to be funded through a 
joint venture involving Bridgetown Port Inc. 
and a consortium of local and overseas 
investors.

“There has always been a fine balance 
between investment cost and the timing 
and scope of additional capacity,” says 
Harding. “This is because during the 
summer the port is only used one or two 
days a week.”

The port, however, can become 
congested on some days during the winter 
months, and there has been increasing 
pressure from commercial shipping for 
rationalisation of the berth allocations in 
order to accommodate both cruise and 
cargo operations at the country’s only port.

Also behind the decision to invest in this 
cruise-dedicated pier, which will be built 
outside the existing harbour, is the desire 
for Barbados to reap greater rewards 
from turnaround traffic – which is a sector 
of the cruise business the country wishes 
to expand. 

“Presently we operate full or partial 
turnarounds for 17 ships including P&O 
Cruises’ 3,000-passenger Ventura. The 
passengers, mostly from Britain and 
Europe, arrive at Grantley International 
Airport on flights out of Britain,” continues 
Harding.

“Government’s strategy is to convert 

many more of these passengers into 
long-stay visitors. Consequently the 
investments we are making will enhance 
their experience of Barbados by greatly 
improving the general appearance and the 
landscaping of the port area and adjacent 
neighbourhood, where the real estate will 
be upgraded, to provide a much more 
welcoming atmosphere.

“Among the ancillary improvements is 
the provision of better facilities for taxi 
drivers, who will have their own despatch 
terminal from this November 2010. We are 
also ensuring the flow of traffic through 
the port facility is improved by separating 
the flows for taxis and coaches.”

The new cruise pier will be located 
outside the breakwater to the west of the 
port. “The Star Centre, a simulation facility 
based in Miami, has tested the cruise pier 
to assess the logistics for berthing and 
unberthing cruise vessels. 

“The finger pier will be capable of 
berthing two large ships, with supplies and 
service easily provided as transport access 
will utilise the port’s redeveloped traffic 
flow system. This project is scheduled to 
begin during March 2011, with completion 
by the end of 2012.”

Kenneth Atherley, a Divisional Manager 
with the port, adds that its redevelopment is 
but one part of a much wider re-evaluation 
of the Barbados tourism product to ensure 
that the land-based businesses are in tune 
with the demands of the markets on which 
the island relies so heavily. 

He observes that both the Cruise 
Product Club (a committee of the 
Barbados Hotel and Tourism Association) 
and the recently established Cruise Task 
Force (which brings together all the 
stakeholders and government agencies) 
are directly involved in the plans to 
upgrade real estate and other facilities and 
attractions, to make the island an even 
more memorable place to visit and stay.

In the medium term cruise visitors will 
notice the improvements to the handicraft 
marketplace at Pelican Village, a short 
distance from the port’s gates.

When completed the development of 
Barbados into a major turnaround hub will 
also delight the island’s neighbours, as the 
southern Caribbean will again ring to the 
sounds of cruise passengers enjoying their 
time ashore in places that currently do not 
benefit as much as they could from the 
Florida-based cruise lines. D

David Harding

Among the ancillary 
improvements is the 
provision of better 

facilities for taxi drivers, 
who will have their own 
despatch terminal from 
this November 2010. We 
are also ensuring the flow 
of traffic through the port 
facility is improved by 
separating the flows for 
taxis and coaches.”
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Thomas will leave  
WICO with pride By Chris Ashcroft

When Edward Thomas joined 
the US Virgin Islands’ West 
Indian Company (WICO) in July 

1994, the location of its dock – Charlotte 
Amalie, St Thomas – received about 
800,000 cruise passenger arrivals every 
year. But since then, remarkably, there 
have been 16 years of almost unbroken 
cruise traffic growth.

Soon after the dock was purchased 
by the US government from the Danish 
government, Thomas was asked by the 
then USVI Governor to head WICO. His first 
imperative was to upgrade the facilities, 
in which there had been very little recent 
investment – despite the traffic it was 
handling, and the fact that the port and 
dock were both relatively small.

With the cruise industry’s first 
100,000-tonne ship – Carnival Destiny – 
scheduled to call in 1996, he oversaw a 
comprehensive expansion of the port. In 
fact, as Thomas points out, WICO actually 
developed a complete cruise destination 
with its own post office, shops, restaurants, 
travel agents and medical facility within 
the Havensight Mall right next to the dock. 
All the main stores in downtown Charlotte 
Amalie now also have outlets in the Mall.

“We also had the right to develop the 
basin, so we leased the marina for 99 
years to Island Global Yachting,” says 
Thomas. “It has invested US$100 million in 
shops, retail outlets and condominiums. 

“As a result of this development – and 
that of the Crown Bay port complex – by 
the USVI Port Authority, St Thomas has 
been able to retain its number-one position 

in the Caribbean for passenger and crew 
spending. This is a major factor in the 
economic health of the USVI.”

Passenger numbers to St Thomas 
reached 1.8 million in 2008; and although 
the recession took its toll in 2009, another 
8–10% increase is expected for 2010, at 
the end of which the second Oasis class 
ship (Allure of the Seas) will also begin 
calling.

With other major cruise mega-ships 
such as Norwegian Cruise Line’s largest-
yet, Norwegian Epic, also calling, the future 
looks strong for St Thomas.

“Traffic congestion between the WICO 
Dock and Havensight and downtown 
Charlotte Amalie did become an issue,” 
says Thomas, “but this has been solved 
by a $30 million road scheme and the 
splitting of cruise traffic between Crown 
Bay and the WICO dock.

“For example, Oasis of the Seas docks 
in Crown Bay and its passengers are 
dropped off at the east side of Main 
Street. Passengers disembarking at WICO 
are dropped off on the west side of 
Main Street, so it’s a win-win situation for 
shopkeepers and passengers alike.

“With these improvements even the 
18–20,000 cruise visitors that arrive on 
peak days do not represent such a big 
challenge.” There is also less pressure now 
for a water taxi service to be introduced 
from the dock to Main Street.

As he prepares for his retirement at the 
end of this year, Thomas can look back 
with pride at WICO’s contribution to the St 
Thomas economy. D

Thomas can look 
back with pride at 
WICO’s contribution 

to the St Thomas 
economy."
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Is the dynamic of the 
luxury sector changing?
Growing capacity has sent a strong 

wind of change gusting through 
the ultra-luxury cruise market – 

and not everybody is happy with the tack 
some lines have taken to ride it out.

Special offers and added-value deals 
like included flights, free shore excursions 
and generous per-cabin onboard credits 
have stimulated ‘trade-up’ bookings from 
Premium Plus, Premium and even higher-
grade Contemporary sector passengers, 
but they have also sparked concern 
that deluxe brands risk losing ‘class’ and 
alienating their traditional client base in the 
process.

Carnival Corporation brand Yachts 
of Seabourn has two of its three 
450-passenger newbuilds – Seabourn 

Odyssey and Seabourn Sojourn – in action 
and the third, Seabourn Quest, is due to 
be launched next year. But Seabourn has 
come under fire after going after business 
with an aggressive pricing policy.

With the new ships having more 
than twice the capacity of its original 
212-passenger vessels Seabourn Pride, 
Seabourn Legend and Seabourn Spirit, the 
deluxe operator – once able to command 
prices in excess of US$900 a day – 
was offering one-week Mediterranean 
cruises this summer from less than £1,750 
(including flights) in the UK market.

“These sort of prices may attract new 
people to the market but they upset the 

dynamic of the luxury sector, and I don’t 
think they benefit a brand in the longer 
term,” says Edwina Lonsdale, Managing 
Director of one of the UK’s leading luxury 
cruise agencies, Mundy Cruising.

“While added-value offers maintain 
brand integrity and give people an extra 
reason to book in a difficult market, 
lowering prices sends the wrong 
message. It can cause concern that the 
quality of the onboard experience – which 
includes the calibre of fellow passengers 
– is being lowered.

“I’ve seen some of Seabourn’s traditional 
clientele voting with their feet and 
switching to other luxury brands which 
have not been so upfront about lowering 
prices. You can’t trash your brand’s prices 
in the national press week after week 
and not expect it to have an effect on 
perceptions.”

But Andrew Magowan, Seabourn’s 
Sales And Marketing Director for the 
UK and EMEA (Europe, Middle East and 
Africa) is unrepentant. “Our new ships have 
increased our capacity by 200% and our 
policy is to have our ships sailing full,” he 
says. 

“Even at £1,750 we are still getting 
£3,500 a week per couple sharing a 
stateroom. And I would stress that that is 
only a lead-in price, which is working well 
in attracting more people to try our ships.

“I believe that once they do, they will 

Lonsdale: You can’t 
trash your brand’s 
prices in the national 

press week after week 
and not expect it to have 
an effect on perceptions.”
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keep coming back for more – even when 
prices rise.”

Magowan – and Seabourn President 
and CEO Pam Conover – believe the line’s 
dynamic growth and larger ships are 
instrumental in moving the entire concept 
of luxury cruising forward and attracting 
a new, younger clientele. And they plan 
to dominate the European luxury cruise 
scene next season.

“When Seabourn Quest arrives in 
summer 2011 we will offer the highest 
number of ultra-luxury berths in Europe, 
and will feature 143 one- or two-week 
voyages ranging from the North Cape to 
the Crimea and from Iceland to the Greek 
Islands,” Conover says.

“Those who want to travel in Europe 
next year and like to travel well will find 
a Seabourn suite waiting to take them 
wherever they want to go. We will have 
the most departures, the most experience 
and the most interesting itineraries. We will 
absolutely offer the best value in European 
luxury cruising in 2011.”

Magowan says that though there are no 
plans to market the bigger Seabourn ships 
differently from the company’s smaller, 
traditional yachts, different itineraries will 
attract different styles of passenger. 
Old timers will gravitate to more formal 
21-day plus sailings, while one- and 
two-week European cruises will attract 
younger travellers keen on a more casual 
ambience.

“Our bigger ships are attracting a 

whole new group of luxury travellers – 
particularly from the UK, Northern Europe, 
Scandinavia and the Benelux countries 
– whose idea of ‘luxury’ is very different 
from the traditional ‘norm’,” he says.

He describes this new generation as 
successful people in their mid 40s to 
early 50s who have made money as 
entrepreneurs or Internet pioneers and who 
like to adopt an unstuffy attitude to life.

“I know people who drive top-of-
the-range £30,000 Mercedes, wear 
£150 designer jeans and think nothing 
of blowing £300 on a good bottle of 
wine, but who don’t own a dinner jacket 
because they simply do not want to go to 
the kind of places where one is required,” 
he said.

“For them, luxury is not about dressing 
up but about doing cool things, being 
relaxed and having good times in 
memorable surroundings – enjoying a 
deck barbecue in Monte Carlo harbour, 
perhaps, or having a casual al fresco 
supper as their ship sails around 
Stromboli.”

Which is all very well, but Mundy 
Cruising’s Lonsdale warns that younger 
travellers can be fickle. 

“Introduce wealthy older travellers to 
luxury cruising and they will go again and 
again because it offers a pace of life that 
suits them,” she says. “But 40-somethings 
may try a cruise one year but go off to a 
spa in the Maldives or on a luxury safari 
the next.” 

Conover: When 
Seabourn Quest 

arrives in summer 
2011 we will offer the 
highest number of ultra-
luxury berths in Europe.”

67Niche markets
Dream World Cruise Destinations Autumn 2010





RADICAL CHANGE
Luxury travel expert Larry Pimentel, 
former President of Cunard Line, Seabourn 
and SeaDream Yacht Club and now CEO 
of Royal Caribbean Cruises’ Premium 
Plus Azamara Cruises brand, agrees with 
Magowan that the luxury cruise market 
faces radical change.

“A new affluent market is now 
emerging,” he says, “and the key fact 
cruise lines need to know about it is that 
one size no longer fits all.”

The majority of 21st century ‘new 
affluents’, as he calls them, are value 
seekers rather than ‘money-no-object’ 
high spenders. “If you look at America,” 
he says, “80% of its millionaires are first-
generation wealthy, while the majority of 
new affluents are comfortably off rather 
than mega-rich.”

Pimentel defines this new generation 
of luxury buyers as 55-plus, well-
educated professionals with a high, but 
not spectacularly high, annual income. 
“The key decision maker is female and 
they are careful about both saving and 
spending, so more frugal than you might 
think,” he says. “They buy luxury labels, 
but at outlet malls rather than designer 
shops; they want good quality, but at 
excellent value.” 

They also want choice – and they do 
not see a small deluxe ship as necessarily 
the last word in luxury travel. 

“Lines like Seabourn, Regent Seven 
Seas Cruises, Crystal Cruises, Silversea 
Cruises and SeaDream Yacht Club may 
attract them when they are older or want 
some time together as a couple. But there 
is a lot more vertical spend now going on 
in the cruise market,” Pimentel says.

By this he means that show-stopping 
big ships – like Royal Caribbean 
International’s Oasis of the Seas and 
the entertainment extravaganza that is 
Norwegian Cruise Line’s new Norwegian 

Epic have as much chance of attracting 
affluent passengers as the traditional 
luxury lines.

“These groundbreaking ships epitomise 
the kind of ‘vertical spend’ taking place 
in the cruise market nowadays,” he 
says. “They will carry some people 
spending US$1,200 a head to share 
an inside cabin, while at the top of the 
accommodation range – in a New York 
loft-style apartment on Oasis or one of 
NCL’s Garden Villas – wealthy people will 
be spending serious money for some 

fun quality time with their children or 
grandchildren, family or friends.” 

There is a serious message here for 
travel agents in a range of markets. “For 
cruise retailers to succeed with these new 
luxury passengers, and keep them loyal, 
they will need not only to offer good deals 
but also to be able to tell savvy modern 
customers what the differences are 
between styles of cabin, and when it will 
pay them to upgrade.”

And cruise lines must beware of 
pigeonholing customers whose needs – 
and level of wealth – might change as 
they progress through life. “One woman I 
know who was a Princess Cruises stalwart 
for years switched to Seabourn when she 
was widowed,” says Pimentel. “She had 
more money in later life, and preferred a 
smaller ship when sailing alone.”

It is also important not to overuse 
the word ‘luxury’. “It can be a turnoff to 
the newly affluent, who have acquired 
their wealth by different means and are 
largely uncomfortable with conspicuous 
consumption,” he says. “These people 
generally are ecologically aware and want 
to immerse themselves in the people and 
culture of the destinations they visit.”

So it seems that luxury may become 
very much more of a moveable feast, 
with newly rich but unsophisticated 
travellers (like, for example, the Russians) 
demanding more overtly luxurious 
products than Western travellers.

KEEPING UP DEMAND
One thing is certain: as capacity in the ultra 
deluxe cruise sector continues to increase, 
lines will have to keep their wits about 
them to maintain the flow of demand.

RSSC Managing Director (UK and 
Europe) Graham Sadler is aware that his 
company’s near sell-out performance – 
and well-maintained yields – in 2010 are 
due as much to limited capacity as to its 
decision to go completely all-inclusive and 
offer flights, shore excursions, drinks and 
gratuities with the upfront fare. 

“Our 2010 prices have risen three times 
already in line with demand,” he said. “We 
have been aware of rate cutting by some 
competitors, but we don’t have increased 
capacity to worry about yet. So demand 
is exceeding supply and, although we are 
including a lot in our prices, it has proved a 
winning situation for us.

“Average spend on our cruises in the UK 
market is £5,300 per person in 2011 – up 

Pimental: One 
woman I know who 
was a Princess 

Cruises stalwart for years 
switched to Seabourn 
when she was widowed. 
She had more money in 
later life, and preferred a 
smaller ship when sailing 
alone.”

Larry Pimental
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from £4,500 this year. About 48% of our 
2010 bookings are from clients new to our 
brand, while 26% of our 2009 clients were 
completely new to cruising; so offers are 
attracting clients from other luxury travel 
sectors.”

RSSC is now contemplating whether – 
and when – to boost capacity beyond its 
current three ships, the 700-passenger 
Seven Seas Voyager, 720-passenger 
Seven Seas Mariner and 490-passenger 
Seven Seas Navigator. If a new build goes 
ahead it will not join the fleet until 2013 at 
the earliest. 

“We do not to want to grow capacity at 
the expense of yield and existing ships,” 
Sadler says.

Trudy Redfern, Silversea Cruises’ Sales 
& Marketing Senior Vice President for the 
UK, Ireland and the Middle East, knows 
how tough having extra capacity to sell 
can be in the current climate.

Silversea swelled its capacity by 38% 
when the 540-passenger Silver Spirit 

joined the 296-passenger Silver Shadow 

and Silver Wind, the 382-passenger 
Silver Shadow and Silver Whisper and 
the 132-passenger expedition ship Prince 

Albert II at the tail end of 2009 – so 

Redfern is pragmatic about the need to 
compete for business with special offers.

“All the ultra-luxury lines have some sort 
of offers,” she says. “In our case we have 
included flights and transfers and offered 
onboard credits on some departures. 
These stimulated bookings, so we raised 
prices as capacity filled.” Now the drive is 
on for Silversea to attract more bookings 
from ‘new affluents’ business outside its 
usual client base.

Redfern points out that this takes time 
and money, but says that promoting the 
new Silver Spirit as a more casual option 
for younger travellers not keen on the 
formality of traditional cruising has helped.

“We’ve reduced the number of formal 
nights on Silver Spirit itineraries and 
promoted lifestyle elements of the new 
ship – like trendy toiletries, pillow menus, 
iPods and more offbeat dining options. 
And although we will not market it 
separately, it’s now attracting higher rates 
than the other ships,” she said.

They may not be to everybody’s taste, 
but it sounds as though those canny, 
tradition-flouting ‘new affluent’ passengers 
could be very good news for luxury 
cruising after all. D

Redfern: All the 
ultra-luxury lines 
have some sort 

of offers. In our case we 
have included flights and 
transfers and offered 
onboard credits on some 
departures."
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North American ECA – 
what’s the verdict? By Susan Parker

A new North American Emission 
Control Area (ECA) for SOx, 
nitrogen oxide (NOx) and 

particulate matter was adopted by the 
International Maritime Organization (IMO) in 
March. The regulations to implement it are 
expected to come into force in 2011, with 
the ECA becoming effective from August 
2012.

On 1 July the sulphur limits applicable in 
existing ECAs were reduced to 1% from the 
previous 1.5%, and will be further reduced 
to 0.1% from 1 January 2015. This means 
that ships trading in those ECAs – the Baltic 
Sea area and the North Sea including the 
English Channel – must now be burning 
fuel of low sulphur content (or using an 
alternative method to reduce emissions).

The cruise industry supports the health 
and environmental goals behind the creation 
of the ECA, but is questioning the research 
upon which it is based. And there is concern 
that its implementation will hurt the North 
American cruise sector, with some areas 
being hit harder than others.

The real challenge comes beyond 2015. 
“2015 is very worrying, particularly for 
Canadian cruises,” says Carnival Corporation 
& plc Vice President Public Affairs Tom 
Dow, “as it is the only place where ships 
are within the ECA for the whole cruise.” 
He believes that the modelling done by the 
US Environmental Protection Agency (EPA) 
with regard to the ECAs underestimates 
their cost by half. “We think the additional 
fuel cost will be something in the region of 
US$15–20 per passenger per day.”

John Hansen, President of the North West 
and Canada Cruiseship Association, explains. 
“The crux of the concern for Canadian ports 
is that if you look at a New York to Halifax/
Prince Edward Island itinerary, it is 2,000 
nautical miles and 100% within the zone 
[ECA], compared to out of Miami where [a 
ship is] in the zone for 80 nautical miles of a 
cruise. On the west coast the dimensions are 
the same. An Alaska cruise from Seattle or 
Vancouver is about 1,800nm whereas cruising 
south out of San Diego or Los Angeles about 
60nm is in the zone.”

Equivalencies – equivalent means of 
achieving the same performance – are 
what everyone is discussing, but they are 
still an unknown quantity. “The regulation 
authorities in Canada and the USA have 
indicated that they are going to be very 
open to equivalencies,” says Cruise Lines 
International Association (CLIA) Executive 
Vice President Michael Crye, “so we will 
be engaging with the EPA and Transport 
Canada to have those equivalent goals 
defined for us.” 

Discussions are still going on at Transport 
Canada, says Hansen, and it is in the 
process of preparing a draft discussion 
paper to outline what the regulations are 
going to look like in general terms. “We 
are hearing that there will be provisions for 
alternative means of achieving its ends – 
for example shore power, scrubbers, and 
fleetwise and itinerary averaging.

“Ideally we would like to see, and are 
still suggesting that we should have, an 
ECA which is tuned to where the problem 
areas are. I think Europe to some degree 
seems to have a better idea, as it is being 
approached on a smaller basis. The Baltic 
and North Sea areas are a lot smaller than 
200nm.”

When DWCD attended the Canada 
New England Cruise Symposium in Saint 
John, New Brunswick, in June it discussed 
the issue with many of those who will be 
affected. This region has been working 
hard – and successfully – to attract more 
ships to its shores, as well as investing 
large sums of money in its facilities. The 
worst case scenario for them is that 
this ECA will result in some cruise lines 
pulling out due to the higher cost of low 
sulphur fuel oil (LSFO), along with its limited 
availability.

Indeed, as Fred. Olsen Cruise Lines (FOCL) 
Tours Manager Tim Moore says, “There 
are concerns about the ECA coming in 2012. 
Our entire fleet operates on heavy fuel 
oil and to do otherwise will cost C$17,000 
(£10,350) per day in extra costs. This action 
will almost certainly ensure that FOCL ships 
will not be calling here beyond 2012. On the 

Crye: The regulation 
authorities in Canada 
and the USA have 

indicated that they are 
going to be very open to 
equivalencies, so we will 
be engaging with the EPA 
and Transport Canada 
to have those equivalent 
goals defined for us.” 

Michael Crye
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bright side, we will have a farewell cruise 
here in 2011.”

Carnival UK Senior Manager Fleet 
Operations John Heylen says that for a 
seven-day ex New York itinerary on Queen 

Mary 2 fuel costs would rise by US$5 per 
bed day (PBD) when 70% of the time is 
spent in the ECA, or US$8–10 PBD at 100%.

Steps are already being taken to 
alleviate the problem, with New York 
City Economic Development Corporation 
(NYCEDC) in discussions with Carnival Corp 
& plc on installing shoreside electricity at 
Brooklyn Cruise Terminal. NYCEDC Director 
Of Cruise Operations Tom Spina says: 
“Everyone is working hard on making this 
happen. Our hope is that this will spark 
other ports to invest and/or make it part 
of their renovation/new infrastructure 
improvements.”

Carnival’s Dow is hopeful that the project 
will come together. “We certainly hope 
and expect that the EPA will give full 
consideration to the use of shorepower 
when establishing equivalencies,” he says. 
“The impact of the ECA on the development 
of shorepower or other technologies 
depends on the value of equivalencies.”

One possible alternative (equivalency) to 
burning LSFO is the installation of scrubbers, 
as Rich Pruitt, Director Environmental 
Programs, Environmental Stewardship 
for Royal Caribbean Cruises Ltd, explains. 

“We are hoping that the US and Canada 
are willing to work with the equivalencies 
that the IMO has in the regulations, and that 
scrubbing [exhaust gas cleaning systems] 
technology will be feasible. 

“We are aggressively pursuing scrubbing 
technology [trialling Ecospec’s CSNOx 
system on Royal Caribbean Internationals’ 
Independence of the Seas from spring 2011] 
and are pretty confident it will work. It is 
very expensive to put onboard and run, and 
will still add to the average cost per person 
per day; but it is much cheaper than buying 
the low sulphur fuel.”

Asked about the potential impact of the 
introduction of the ECA to the region’s cruise 
business, Paul Topping, Environmental 
Protection Manager, AMSEE, Operations & 
Environmental Programs, Marine Safety 
for Transport Canada, says: “We were in a 
position where we had to adopt the same 
approach as the US. We have a deeply 
integrated economy.” 

Interestingly an exemption has been 
made in the ECA legislation for the Great 
Lakes fleet, which is being rebuilt due to 
the age of the ships, says Topping. This 
is an area where large ports feature quite 
prominently.

Topping highlights the options of LSFO, 
scrubber technology and alternative fuel but 
stresses that if there is not sufficient LSFO 
available in the ECA a cruise line can adopt 

Pruitt: We are 
hoping that the US 
and Canada are 

willing to work with the 
equivalencies that the IMO 
has in the regulations, and 
that scrubbing [exhaust 
gas cleaning systems] 
technology will be 
feasible."

Portland Head, Maine
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the policy of using the next higher sulphur 
fuel. Transport Canada has a research fund 
in place to explore pilot projects in relation 
to scrubbers.

Discussing the extra fuel costs he points 
out that “different people want to come 
here and cruise than those going to the 
Caribbean”. These people, he feels, will “be 
comfortable enough that they will not mind 
paying C$200 [extra].”

The ports are now taking action – and 
not before time, as there is still room for 
manoeuvre, says CLIA’s Crye. “The rules of 
the IMO allow for the ECA to be amended. 
Should the US and Canadian governments 
choose to change the ECA it might well 
be received at the IMO.” Both Alaska and 
Hawaii have questioned the study, and the 
how the analysis was carried out. 

“Our concern is that we know something 
has to be done, and it is coming,” says 
Saint John Port Authority President and 
CEO Alwyn Soppitt. “We have asked for 
additional consultation from the government. 
Is 200 nm realistic? What we are looking 
for is further study; [for example] is there 
an allowance for grandfathering some of 
the older ships?”

Meanwhile the port associations Cruise 
the St Lawrence, Atlantic Canada Cruise 
Association and Cruise BC have contracted 
Business Research and Economic Advisors 
(BREA) to conduct a study to obtain a better 
understanding of the potential impact of the 
ECA. The results are due to be published in 
October, and will be communicated to the 
government.

CruiseMaine Director Amy Powers will be 
awaiting the results of the Canadian study 
to assess whether Maine might also want 
to assess the potential loss of business to 
the state. “We obviously share concerns 
with our regional partners that the ECA will 
affect deployments,” she says. “We are not 
being told specifically by the industry, other 
than that some of them are unsure what 
their 2012 schedules will look like.

“However,” she adds, “We are 
considering the ECA as not only a threat 
but also an opportunity to promote 
additional ports in Maine to the industry 
as potential ports of call. We are taking 
advantage of the opportunity to develop 
ports closer to New York and Boston.” 
Citing St Andrews by-the-Sea and 
Campobello as new members, along with 
Eastport, she says: “We are striving to 
accommodate the industry’s need for a 
variety of new ‘close to home’ destinations 

as the ECA draws near.”
Recognising that it is not just the cost 

but the availability of LSFO that has to be 
considered, the development of itineraries 
on which the ports are geographically close 
to each other is vital. “The less you burn, the 
less it costs, and the less amount a specific 
itinerary requires from the total available 
supply [of LSFO],” Powers emphasises.

An added advantage of these itineraries 
is that passengers may take a shore 
excursion from one of two consecutive 
ports, thereby giving them the opportunity 
of seeing all that they want instead of 
having to miss out on one of two choices in 
a particular port because it is too far from 
the next. 

Despite the obvious challenges ahead, 
there has been plenty of positive feedback 
about Canada New England as a cruise 
region. Holland America Line has been 
in the region for over ten years and this 
September is doubling its capacity to two 
ships for two months. “The ECA won’t stop 
us coming, but we might change itineraries,” 
says Deployment & Itinerary Planning 
Director Simon Douwes. He does dispel, 
however, the theory held by many that 
extra fuel costs can just be passed on to 
the passengers. “The passengers pay what 
they pay, so we can’t just load on extra 
costs because of this.” 

He also makes reference to one 
compelling advantage of cruising in Canada 
New England: “It is a higher revenue area 
for operating. It is worth bringing a ship out 
of Europe to come here.” And he wasn’t the 
only one to mention this. D

Perce Rock, Gaspe Peninsular

Douwes: The 
passengers pay 
what they pay, so 

we can’t just load on extra 
costs because of this."
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Investment in ports and airports 
in Canada New England in recent 
years amounted to about US$400m 

(£250m), estimated Cruise the St Lawrence 
Executive Director Rene Trepanier at the 
Canada New England Cruise Symposium 
in Saint John, New Brunswick in June. 
And with more to come, the subject of 
the impending North American Emissions 
Control Area (ECA) is one that is foremost 
in the minds of cruise operators in the 
area.

In Saint John itself C$20 million (£12.2 
million) has already been invested in 
the Marco Polo Cruise Terminal and its 
surroundings. A further C$8–10 million is 
planned – to expand berths, add further 
gangway systems and improve welcome 
facilities. 

About C$156 million has been 
invested recently in six ports along 
the St Lawrence. C$10 million is now 
being invested in the port of Iles de 
la Madeleine, Cap-aux-Meules, which 
includes a welcome pavilion, tender 
berths and a port village. Construction is 
due to begin in 2011.

At Havre-St-Pierre a C$10 million wharf 
opened this year and C$5 million has been 
invested in tourist sites; and in Sept-Iles 
about C$20 million is being invested in 
the construction of a pier which is due 
for completion this October. About C$6.5 
million is being invested in nearby facilities.

In 2011 a welcome pavilion is being built 
in Gaspe. This year the disembarkation 
area in Gaspe and Perce – Gaspesie – is 
being completed. A three-year C$15 million 
investment plan in Saguenay begins this 
year, following the opening of the new 
terminal on the Bagotville Wharf in 2008. 
A comprehensive revitalisation will include 
new streets, shops and museums.

C$39.4 million is being spent at Baie-
Comeau to improve the way the harbour 
operates. Cruise passenger reception 
facilities will be added, and transport 
provided between the and port downtown 
as well as expanding tourism attractions.

Montréal is still keen to replace its 
terminal, at a an estimated cost of C$2 
million, but there are no specific plans 
yet. Québec City is investing in a manager 
to develop it as a cruise destination and 
encourage homeporting.

Further south, funding is being sought to 
invest in the infrastructure at St Andrews 
by-the-Sea to bring both the tender 
wharf and the quay at nearby Bayside 
up to cruise ship standard; the aim is 
to begin receiving ships in 2011/12. The 
Port of Sydney has begun a dredging 
programme and has just signed a 
Memorandum of Understanding for the 
use of an alternative quay for two-ship 
days.

In the US, ports in Maine are also 
investing. Portland opened its $20 million 
Ocean Gateway terminal in May 2008, and 
in June this year a US$6.5 million bond 
issue was approved for the construction 
of a new 305m berth, to be ready for 
the 2011 season. The port is also investing 
in a new gangway on rails, and the 
fender wall and crew facilities are being 
upgraded. There are plans to refurbish the 
Portland Ocean Terminal, with ambitions of 
becoming a homeport.

A fourth tender pier was completed in 
Bar Harbor this summer. A double ramp 
is being used for the first time, to allow 
for two-way traffic in order to speed up 
embarkation/disembarkation. The port 
also has two barges with four motorised 
moveable ramps available to go alongside 
ships.

Boston is spending US$11 million on 
renovating its Black Falcon cruise terminal, 
with completion planned for this August. 
About US$4 billion has been invested in 
developing Boston Logan International 
Airport, which is ten minutes from the 
cruise terminal.

New York City has recently invested 
US$250 million in expanding and 
upgrading the Manhattan terminal (piers 
88 and 90) and building the new Brooklyn 
terminal. D

Investment in 
ports and airports 
in Canada New 

England in recent years 
amounted to about 
US$400m."

Canada New England 
port development by Susan Parker
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Guadeloupe: An ideal 
turnaround destination

The seven islands of Guadeloupe 
were discovered and named by 
Christopher Columbus in 1493. The 

two largest islands form the shape of a 
butterfly – Grande-Terre to the east and 
Basse-Terre are separated by a small 
channel of seawater known as ‘La Rivière 
Salée’. The former, flat, dry, chalky and 
covered with fields of sugar cane, is ringed 
with white sandy beaches, which in turn 
are encircled by a coral reef. Basseterre 
is home to the Soufrière volcano and a 
thick tropical rainforest, listed as France’s 
seventh national park. 

These two islands are blessed with a 
myriad of little bays, each with its own 

character and spirit. From fine white sand 
on Grande-Terre, to golden brown sand on 
the leeward coast and black sand from the 
volcano on the west end of Basse-Terre, as 
well as coral reefs with shallow water. 

The zoological garden, the orchid 
garden, the banana, coffee and cocoa 
plantations, and the different botanical 
gardens contain local and other exotic 
plants sheltering hundreds of birds and 
butterflies.

In Guadeloupe’s people you will find a 
centuries-old fusion of Creole and French 
reflected in their elegant culture, clothes, 
cuisine and faces.

The seven islands of Guadeloupe are 



surrounded by warm, clear seas with an 
incredible underwater world, which is why 
snorkelling has become highly popular 
throughout the islands.  

Sailing, boating and deep-sea fishing 
are also favourite activities with visitors. 
Three high-speed catamarans can bring 
passengers from the port of Pointe-à-Pitre 
to Marie Galante and Les Saintes. And 
Deshaies offers a protected and charming 
bay just in front of Montserrat and Antigua, 
directly connected to the tropical forest 
and mountains. Here, as on all the islands, 
your appetite can easily be satisfied by 
a choice of excellent cuisine heavily 
influenced by Gallic flavours.

For the shoppers there’s plenty 
of choice. From open air markets to 
boutiques specialising in perfume, china 
and crystal and many luxury items from 
France. There’s a good selection of quality 
local products that make fine gifts to 
take home: Pottery, hand-painted fabrics, 
handmade lace, French champagne and 
wines, as well as rum, coffee beans, and 
unusual spices. 

LA SOUFRIÈRE VOLCANO 
One of the dominant views of the islands 
is the dormant volcano, La Soufrière, 
on Basse-Terre. Coaches drop visitors 
relatively close to the summit for them 
to approach the rim nearly 1,467 metres 
above sea level, on foot. The museum 
at the lookout point, which describes the 
history and volcanic formation of the 
surrounding islands, is popular with visitors.

The Natural Park offers one of the 
most beautiful and best-preserved tropical 
forests in the Caribbean, where you’ll find 
more than 300 different kinds of trees, 
bushes and giant ferns. There are marked 
nature trails with information centres 
throughout the rainforest and there is the 
beautiful 125 metre Carbet Falls.

AROUND THE SMALLER ISLANDS
Marie Galante has the most beautiful 
white sand beaches surrounding the 
Bay of Saint Louis. The island has a 
history of sugarcane production, where 
one sugarcane factory and three rum 
distilleries are still active. The distilleries 
produce agricole rum, which is higher 
quality than regular rum, as it is distilled 
from the sugarcane juice rather than 
molasses. 

The Bay of Terre de Haut, Les Saintes 
is recognized as one of the most famous 

bays in the world as it is dominated by 
Fort Napoleon, and has a history of 
naval battles between the French and 
the English. Les Saintes are the lands of 
cactus, iguanas and gardens of exotic 
plants. 

At Deshaies there is the botanical 
garden with a variety of plants, trees, 
flowers, and flamingos as well as the 
zoological garden in the Natural Park of 
Deux Mamelles, where you can ‘walk on 
top of the trees’ and discover racoons. 

INTERNATIONAL AIRPORT 
Pole Caraibes, Guadeloupe’s international 
airport is managed by the Chamber of 
Commerce and Industry of Pointe-à-Pitre. 
It has a runway of 3,500 metres, capable 
of servicing several of the very largest 
planes at the same time. One terminal 
is dedicated to cruise home- porting 
for the mainly European and American 
passengers. 

The airport is just 15 minutes from the 
port of Pointe-à-Pitre, and one hour from 
the port at Basse-Terre. Airlift exists to 
over 30 destinations in the Caribbean, 
Europe and America although the regular 
service from France is its mainstay. As 
there is a seamless transfer service from 
airport to seaport it means there is no 
need to handle luggage between the two. 
Instead luggage is scanned at both the 
airport and seaport for maximum security 
and stress-free transfers. Security is up 
to ISPS standards at the airport and at the 
ports. 

TURNAROUND SERVICES AT SEAPORT 
The port of Pointe-à-Pitre has five 
quays dedicated to cruise vessels, two 
of which can receive cruise vessels 
of 300 metres in length. There are no 
swells and there is a draft of 9.0 metres. 
The port is ideal for turnaround traffic as 
all the marine and land-based services 
are on hand including quality fresh water 
certified by Institut Pasteur, garbage 
removal, laundry, sludges and grey/
black water removals, supply of fuel via 
barge, specialised medical assistance 
at the hospitals; and taxis and large 
coaches.

Berthing facilities are also available at 
the Port of Basse-Terre, which is south of 
Guadeloupe on the route between Antigua 
and Dominica. And anchorages are 
located at Marie Galante, Iles des Saintes 
and Deshaies Bay. D



Nassau takes over as 
top port of call
Dream World Cruise Destinations feature reveals the world’s busiest cruise 
ports of call and homeports.

A near-20% growth in cruise visitor 
arrivals at Nassau combined with 
a 14% fall in arrivals in Cozumel 

saw the Bahamas port overtook Mexico’s 
leading cruise port in 2009 to take first 
place as the world’s most popular cruise 
port of call.

There were also substantial increases 
– of 37% and 15% respectively – at 
both Freeport (Grand Bahama) and the 
Bahamian Out Islands (including ‘private 
islands’ leased by the cruise brands). In 
fact – taken collectively – the Out Islands 
received more than 2.01 million cruise 
visitors, a total surpassed only by Nassau 

and Cozumel.
The fall in cruise traffic to Cozumel 

was almost entirely due to the HINI Swine 
Flu scare of spring 2009, which saw the 
port handle just three calls and 8,200 
passengers in May compared with 71 and 
182,000 in the same month the previous 
year. June figures were also about 50% 
down on the 2008.

Early figures for 2010 confirmed the late 
2009 recovery, though, and the port is 
predicting a record 2.8 million passengers 
this year and then 3 million in 2011. If 
achieved, this would probably promote it 
back into first place.

Cozumel Tourism Board Sub-director 
Carlos Angulo stresses that the port is not 
being affected by media stories of crime 
problems in other parts of Mexico. “It is not 
an issue here,” he says.

“Most of the problems are occurring 
in places well inland, usually not tourist 
destinations. Our US cruise visitors do 
now understand geography, and that we 
are well away from any crime problems 
here.”

He also says there is no concern that 
the proposed (but yet to be imposed) 
cruise head tax for visitors to Mexican 
ports will reduce its traffic. “Our passenger 
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World’s top 50 cruise ports of call 

Rank Port                    2008                  2009
Calls Pax Calls Pax

1 Nassau 2,011,000 na 2,404,000 na
2 Cozumel 2,569,000 1,008 2,219,000 844
3 St Thomas 1,757,000 730 1,582,000 na
4 Grand Cayman 1,553,000 570 1,520,000 547
5 Naples* 1,237,000 660 1,300,000 na
6 St Maarten 1,346,000 619 1,215,000 na
7 Juneau* 1,024,000 620 958,000 581
8 Ketchikan 942,000 502 882,000 499
9 Dubrovnik* 844,000 698 847,000 628
10 Bari* 466,000 142 796,000 182
11 Livorno* 849,000 565 795,000 458
12 Santorini 788,000 760 780,000 706
13 Mykonos  620,000 713 757,000 625
14 Key West 754,000 360 762,000 na
15 La Goulette 695,000 433 752,000 459
16 Skagway  765,000 470 741,000 426
17 Rhodes  655,000 673 724,000 634
18 Antigua  581,000 298 713,000 na
19 Belize  597,000 274 705,000 na
20 St Lucia 620,000 315 699,000 na
21 Katakolon 650,000 323 648,000 332
22 Kusadasi* 610,000 635 640,000 na
23 Ocho Rios 680,000 233 637,000 209 
24 Barbados 598,000 425 636,000 na
25 Marseille* 540,000 n/a 630,000 na
26 Las Palmas** 576,000 425 612,000 na
27 Aruba*  556,000 299 607,000 na
28 Cabo San Lucas 819,000 418 590,000 288
29 Santa Cruz de Tenerife 402,000 219 581,000 na
30 Freeport 404,000 na 552,000 na
31 Grand Turk 405,000 184 535,000 229
32 Dominica 386,000 206 530,000 na 
33 BVI (Tortola) 572,000 409 530,000 na
34 Corfu*  438,000 409 500,000 375
35 Malaga*  353,000 268 488,000 301
36 Istanbul 532,000 370 486,000 327
37 Puerto Vallarta 589,000 276 484,000 188
38 Palermo  502,000 223 479,000 194
39 Mazatlán 532,000 244 457,000 170
40 Nice-Villefranche* 515,000 411 456,000 na
41 Victoria (BC) 399,000 201 452,000 219
42 St Kitts 376,000 196 451,000 235
43 Stockholm 363,000 265 447,000 293
44 Valletta 556,000 397 442,000 265 
45 Funchal* 405,000 270 436,000 277
46 Roatan (Honduras) 432,000 189 430,000 171
47 St Petersburg, Russia 395,000 318 429,000 295
48 Curaçao  353,000 215 423,000 235
49= Lisbon*  408,000 308 416,000 298 
49= Tallinn  377,000 304 416,000 305
* These ports include a small proportion of homeporting and these totals include embarking/disembarking and transit passengers. 

Note: The chart excludes those ports which have substantial homeporting traffic; these are featured in the world’s top 20 cruise 

homeports table. It also excludes Ensenada (Mexico) which had 655,000 cruise passenger arrivals on 276 calls in 2008 but has 

surveys found that 98% were not 
bothered about a tax that is less than the 
cost of a soda onboard,” says Angulo.

To cater for continued growth in cruise 
traffic the port is researching a publicly-
funded development of a new pier on the 
north side of the harbour.

Elsewhere among the list of the top 
ports of call, Italy’s Bari is the biggest 
mover as, 37th in 2008, it has moved 
into the top ten after a 70% increase in 
passenger numbers. Other ports enjoying 
substantial increases included Mykonos, 
Dominica, Antigua, Belize, Grand Turk, 
Marseille, Tenerife and Málaga. D
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Barcelona is the top European port San Juan is the top Caribbean port
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Miami retains  
the number  
one spot

Singapore is the top Singapore port

The top four homeports – Miami, Port 
Everglades, Port Canaveral and Barcelona 
– retained their 2008 positions in 2009 
with little significant change in their traffic 
figures, but a 12% growth in passenger 
numbers took Piraeus up one place into 
fifth. Venice saw 17% growth and moved 
up to seventh, ahead of San Juan which 

dropped 15%.
Other significant increases were 

recorded by Genoa (+22%), Copenhagen 
(+21%) and Singapore (+23%). Los Angeles, 
New York Long Beach and San Juan 
(Puerto Rico) all saw substantial declines in 
cruise visitors.  D

World’s Top 20 Cruise Homeports
Revenue passengers

Rank Port 2008 2009
1 Miami 4,138,000 4,110,000
2 Port Everglades  3,228,000 3,486,000
3 Port Canaveral*  2,488,000 2,468,000
4 Barcelona 2,070,000 2,151,000
5 Piraeus 1,807,000 2,028,000
6 Civitavecchia 1,819,000 1,802,938
7 Venice 1,215,000 1,421,000
8 San Juan (Puerto Rico) 1,393,000 1,184,000
9 Singapore 921,000 1,130,000
10 Palma 1,131,000 1,056,000
11 Southampton 972,000 1,050,000
12 Vancouver 854,000 898,000
13 Seattle 886,000 875,000
14 New York 1,048,000 866,000
15 San Diego 832,000 826,000
16 Los Angeles 1,196,000 824,000
17 Tampa 784,000 803,000
18 Galveston 806,000 772,000
19 Savona 771,000 713,000
20 Copenhagen 560,000 677,000
* Excludes casino ships

Note: All are major homeports (passengers counted twice)  augmented by varying amounts of transit traffic.
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Which port facilities 
reap a better return on 
investment?
With cruise tourism experiencing significant growth for 
several years now, many new destinations are looking 
forward to enjoying a share of the pie. Investing in port 
facilities may seem to be attractive, but ports should beware 
of making some classic mistakes. 

Cruise tourists tend to spend 
considerable amounts of money 
in the destinations they visit, as 

is shown each year in European Cruise 
Council’s studies. But in which facilities 
should port destinations invest to obtain 
the best return on their investment? The 
answer to this question depends on a 
number of variables, and this article aims 
to increase the understanding of how to 
invest in order to derive an optimal return 
on investment. 

Before making any investments in 
their port facilities, every port should start 
by assessing its strategic position. Three 
main dimensions should be covered in this 
assessment: (1) the relative attractiveness of 
the area to tourists, (2) the accessibility for 
tourists/cruise ship operators, and (3) the 
quality of its facilities. In a case where a port 
scores well in each dimension, it is extremely 
likely to be successful in attracting cruise 
business. But at what cost? And what kind of 
business would it be attracting?

All destinations seem to be competing 
for the ultimate prize, which is turnaround 
traffic; i.e. passengers beginning and 
ending their cruise journey. Turnaround 
passengers tend to be bigger spenders 
than regular transit visitors, thanks to 
their longer stay in destinations. And 
more spending, of course, means 
more economic impact in the region. 
This economic impact is commonly 
incorporated in the decision to invest in 
port facilities. The example illustrated here 
highlights how this works (see panel).

A classic misunderstanding with regard 
to port facilities among both port and 
community officials is that every port should 

have a passenger terminal to attract the 
cruise business. Only those ports which have 
substantial daily and multiple passenger 
streams require such a terminal. A 
passenger terminal requires vast investment, 
maintenance and operating costs, which 
are very likely to be passed on to cruise 
operators in the port fees. 

During a four-day workshop organised 
by MedCruise at the beginning of this year, 
important industry officials emphasised 
that in port selection a cruise terminal is 
one of the least important criteria that a 
destination may possess. It is far more 
important to provide a pier which is secure, 
clean, dedicated to cruise ships and 
provided with sufficient space for coaches 
to park. With a passenger terminal alone 
costing anything from ¤6 to ¤20 million to 
build, such investment decisions should be 
reviewed with caution.

To conclude, investments in port 
facilities make sense if the right 
investment strategy is followed. A regional 
perspective based on the incorporation 
of stakeholder benefits may provide an 
interesting investment perspective for port 
regions. A strategic assessment of the 
port and the corresponding destination is 
a prerequisite for sensible investments. 
Based on this assessment, realistic 
targets should be set for realistic markets. 
Though turnaround tourists seem to be the 
most attractive market to aim for, transit 
tourists may prove to generate much 
more impact, while requiring much less 
investment in facilities. D

Han van Midden is a manager at the Policy 

Research Corporation in Rotterdam.
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Rendering of the Cruise Port The Hague, Holland

A strategic 
assessment of 
the port and the 

corresponding destination 
is a prerequisite for 
sensible investments."

A hypothetical European port is willing 
to invest ¤20 million in port facilities 
with the objective of attracting 50 
cruise ships with an average of 100,000 
passengers per year. If the investment 
decision was strictly based on the 
income generated by port fees (berth 
fees, passenger taxes and facility 
fees like fresh water) the investment 
would take a very long time to return. 
If, for example, every passenger 
generated an average gross profit of 
¤5, the investment would take more 
than 50 years to recover (using a 4% 
discount rate). In the case of 200,000 
or 300,000 passengers, the investment 
would respectively take 42 and 21 
years to recover. Hence a substantial 
time-scale is necessary to make a 
reasonable rate of return.

But if the investment is seen from a 
broader viewpoint, in which the benefits 
for the whole region are considered, 
a different perspective is created. 
Imagine that the 100,000 tourists 
who come to this destination will on 
average spend ¤40 during their stay on 
souvenirs, food and beverages and/or 
transport. Not every Euro spent leads 
to economic impact in the destination 
itself (so-called direct economic impact); 
for example, stores may buy supplies 
elsewhere; services may be offered 
by companies outside the region, etc. 
On average 38% of every Euro spent 
remains within a particular destination 
as direct economic impact, creating 
business profits and employment. If 
these regional benefits are incorporated 
in the perspective, the ¤20 million 

investment could be returned in as little 
as 19 years. Considering the fact that 
cruise tourists actually spend around 
¤55 per passenger per visit on average, 
the attractiveness of investment in this 
case is even higher.

For more information on how to do 
a strategic assessment of your port, 
as well as methods of calculating 
economic impact, please download a 
free copy of the European Commission 
study on Tourist Facilities in Ports at  
http://ec.europa.eu/maritimeaffairs/
tourist_facilities_en.html#2
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CRUISE OVERVIEW
A week-long cruise on the first of the 
series of three new ships being built for 
Luxury brand The Yachts of Seabourn: 
Seabourn Odyssey. The cruise began 
in Venice and called at Split (Croatia), 
Bari (Italy), Kefalonia, Katakolon, Gythion 
and Mykonos (Greece) before arriving in 
Piraeus (for Athens).

PASSENGERS
The passengers were upscale and, 
surprisingly for this brand, slightly less 
than half were from North America with 
the rest from a wide variety of countries 
from Bahrain and Belgium to Chile and 
the UK. 

Historically the large majority of 
Seabourn passengers have been North 
Americans, but the introduction of new 
and larger ships has clearly prompted a 
more global sourcing strategy.

TOURS
When Seabourn Cruise Line was 
established it eschewed conventional 
shore excursions in favour of 
customising personalised arrangements 
for any or all of its passengers. However 
it quickly learned that this did not suit 
all of them and introduced options 
for more conventional tours, albeit 
for smaller groups in more upscale 
transport than offered by the mass-
market brands.

These days the offer remains a 
combination of the two, with a relatively 
small range of fixed tours for the 

various ports (e.g. five in Split and in Bari, 
four in Mykonos, and just two apiece in 
Kefalonia, Katakolon and Gythion). 

There is a separate –and substantially 
more expensive – option of private 
arrangements in cars or mini-vans with 
English-speaking guides. On this cruise 
this option was available at all calls 
except the one in Gythion, and may 
have been taken up by the passenger I 
heard being very sniffy about the list of 
conventional tours and asking which was 
‘the least touristy’. She missed the irony 
that she would – being a tourist herself – 
taint any tour she took.

Passengers could also pay for the 
services of a personal shopper – ‘a local 
shopping maven’ – to advise on the best 
local buys.

Tours information – both printed and via 
the onboard TV system – was reasonably 
detailed and useful. But as ever it was a 
different story for information on the port 
and surrounding area that might help the 
passenger going ashore independently. 
This was patchy – the printed material 
was limited in detail, and only partially 
compensated for by the efforts of the 
onboard port lecturer and the ‘local 
hospitality representative’ who came 
boarded for a couple of hours after arrival 
in each port.

So, once again, the efforts of the ports 
and destinations to ensure passengers 
not going on the tours were given every 
encouragement to explore (and spend) 
locally would be crucial in maximising the 
revenue from each ship call.

Our cruise’s embarkation was pretty slick 
at Venice’s Maritime Terminal 103, but a 
mix-up over the transfer from Marco Polo 
Airport demonstrated that seaports are not 
the only places sometimes falling down 
when it comes to helping visitors travelling 
independently.

When it seemed our transfer was 
not there (it did arrive later), I went to the 
airport information desk to ask roughly 
what I should expect to pay for a taxi to 
the maritime terminal. Not only was no 
such advice forthcoming, it was made very 
clear that I was deranged for expecting 
any in the first place.

Frankly, if an airport information desk 
cannot help with such basic and crucial 
advice as the recommended taxi fares 
to key destinations then it makes you 
wonder exactly what ‘information’ it is 
capable of purveying. At a time when the 
aviation business is in such dire straits, its 
cruise network partners might expect a 
little more help for the passengers it is 
producing for its benefit.

Disembarkation at Piraeus (with a flight 
booked out of Athens) took place in huge 
downpour, but thankfully a shuttle bus was 
arranged just to take passengers from the 
ship about 100 yards to the baggage hall. 

With the captain himself on the 
quayside dispensing umbrellas to 
passengers to avoid a single raindrop 
dampening their cruise memory, it was an 
impressive performance by both the ship 
and the port staff. 

 EMBARKATION/DISEMBARKATION 

Venice

Port welcome: Making the
most of cruise visitors
In the latest in our ‘hands on’ regional cruise reviews Tony Peisley reports from a June 2010 
Adriatic and Greek Isles cruise onboard the year-old Seabourn Odyssey – and also from a July 
2010 Northern European itinerary operated by the brand new Le Boreal of Ponant Cruises.



SPLIT
The good news is that the port’s main 
attraction – the Diocletian Palace – is 
visible and easily walkable from the 
dockside. That walk also passes through 
the attractive waterfront promenade, 
where there is a distinct feel of the Italian 
Riviera permeating through the various 
cafés and restaurants. 

The main shops are also close by, either 
facing the waterfront or within the walls 
and back-streets around and about the 
Palace.

The bad news – at least from the 
economic impact point of view – is that 
the visit of the ship and its passengers 
was essentially ignored. No information, 
direction or recommendations were 
provided at the point of entry.

The argument is clearly that the Palace 
and Riviera attractions do not need to be 
pointed out, but there was also nothing 
to suggest that there was anywhere (or 
anything) else within walking distance or a 
short taxi-ride where a curious visitor with 
a few hours to spare might find something 
to see or buy.

Even the shops closest to the dock 
offered no particular incentive for a cruise 
visitor to enter their premises. If there is 
a particular must-buy in Split, it is kept 
secret.

This was my first visit to Split and – 
although I had an enjoyable time in what 
is clearly an attractive destination – I did 
leave with the distinct feeling that I might 
have missed something.

BARI
Bari was also new to me. Here there was 
a lot more activity at the dock gates, with 
a city tour company having the nous to 
deploy half a dozen multilingual women 
selling tickets. It was also the stop for a 
round-city novelty bus tour, and there was 
also space for taxis to wait.

There were a couple of ships (Costa and 
MSC) embarking passengers through the 
2003-built terminal, so Seabourn Odyssey 

was berthed where we only needed to 
pass through a small security building with 
scanners – there was nothing else in the 
way of amenities or information services. 

The cruise terminal has check-in desks, 
a baggage hall and a handful of shops 
but no ATM and – surprisingly – no tourist 
information desk or kiosk. And I saw no 
sign of one of these while taking the 
shuttle bus out of the dock or walking 
back to the ship after a day in the town.

At least the shuttle bus took passengers 
directly to the shops, which they might 
never have reached if they had walked 
through the fascinating but maze-like 
old town. It stretches from opposite the 
dock gates to the new town with the main 
shops.

I’d expected Bari to be something like 
Naples and, in fact, it is a much more 
tourist-friendly destination with fewer 
traffic noise and congestion problems. But 
its retailers and tourist officials could do a 
lot more to take advantage of this, with 
more and better information provided on 
arrival. A shopper’s map covering both 
old and new towns, with recommended 
purchases, would be a good start.

KEFALONIA
A change of plan here, as high winds 
from an unseasonably cold snap in the 
Greek islands meant that the ship had to 
make a late switch from its planned call at 
Fiskardho (where tendering was deemed 
too dangerous) to Argostoli (the capital) 
where it could dock.

It would, then, be unfair to judge 
the island on the lack of welcoming 
infrastructure in place for our arrival. The 
high winds that blew across the exposed 
finger pier did not help either.

The filming of ‘Captain Corelli’s Mandolin’ 
boosted Kefalonia’s tourism dramatically 
(there are now frequent direct tourist 
charter flights from the UK) so it is well 
geared up for regular tourism with some 
inventive tours such as the underground 
Melissani Lake and attractive resort towns 
like Sami (near Melissani). But the needs of 
cruise passengers are subtly different, so 
there is almost certainly work to be done 
in maximising the island’s benefits from 
their visits.

PORTS OF CALL
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Katakolon

KATAKOLON
This proved to be a classic example of 
a port which is dominated by a particular 
tour – and of a local person with the 
entrepreneurial spirit to look into what 
needs to be done to entice the cruise 
passenger to a particular project.

In most itinerary descriptions Katakolon 
is usually followed by (Olympia), because 
otherwise (the cruise lines believe) 
prospective passengers would not know 
why the ship is going there.

The Olympia tour is certainly a sure-fire 
money-earner for the lines, and it turns 
Katakolon into a minor marquee port. But 
I’ve done the Olympia tour twice, which is 
enough for anybody. This time I planned 
to explore Katakolon instead and, as I 

was walking through the dock gates, my 
eye was caught by a large poster for the 
Museum of Ancient Greek Technology. 

The illustrations looked fascinating and, 
as I decided that this would be worth a visit 
if I could find it, a leaflet for the museum 
was put into my hand. The woman who 
did so (Angela) promised me a personal 
tour if I showed up. I did; she was as good 
as her word; and for the ¤2 entrance fee it 
was an extraordinary experience.

All the exhibits were handcrafted by 
a local mechanical engineer (Kostas 
Kotsanas). He gifted them to the museum, 
which he set up in 2005, and he continues 
to add scale models of ancient Greek 
technological breakthroughs. 

The exhibits are clearly explained in 

both Greek and English and there is also 
an interesting if less unusual exhibition of 
ancient musical instruments, created by 
the same man, in a building nearby.

The dual museum is now also sponsored 
by the local port authority but, although its 
contents have achieved global recognition 
and are about to be featured in a New York 
exhibition and a National Geographic TV 
film, it has struggled to attract visitors.

Its location – just beyond the main 
shopping streets – is a problem, but 
Angela has also come up against 
resistance from the cruise lines. They 
do not want to jeopardise their Olympia 
tour sales by diverting passengers to this 
closer and cheaper historic option.

This is misguided (there is plenty of 
time before and after the Olympia tour 
for passengers to visit the Katakolon 
museum) but not unexpected, so Angela 
(who manages the museum) took the 
initiative to greet each ship arrival with 
her leaflets. She has also persuaded 
some of the lines to give the museum a 
mention, either in their printed materials 
or (as in Seabourn’s case) the port talks. 
Remarkably Katakolon does not have a 
tourist office, so it has been left to the likes 
of Angela to create their own publicity.

The local retailers have not been quite 
so proactive but, to be fair, their shops do 
have welcome signs for cruise passengers 
and deservedly appear to do significant 
business when the ships come calling.

PORTS OF CALL

Gythion, Greece - Fishing Port for Ancient Sparta

Mykonos
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The overall impression on this cruise was 
that the individual ports and destinations 
either felt that so many passengers 
would be on organised tours that it 
was not worth bothering to incentivise 
the others to spend ashore, or that the 
ships were docking/tendering so close 
to the centre of town that those non-
tour passengers would be able to find 
out where and how best to spend their 
money by themselves.

These assumptions are fundamentally 
wrong. In fact, the first rule of journalism 

is never to assume anything; and anyone 
involved in the incoming tourism industry 
would do well to adopt it.

The fact is that cruise passengers 
do need to be led more than any other 
tourist – not because they are stupid or 
lazy, but simply because their time in 
destinations is so limited. D

MYKONOS
Many cruise passengers arrive in Mykonos 
simply to be swept off to nearby Delos – 
even if not on a ship’s tour, the ticket office 
for Delos boat trips is conveniently located 
right next to the tender pier (Seabourn’s 
berth had been gazumped by another 
ship that day, so we had to tender in). The 
tourist office is next door but was shut 
when I landed (admittedly during siesta 
time).

As many thousands of summer tourists 
can attest, Mykonos is a prime vacation 
destination. Although holidaymakers are 
the island’s major interest, some attention 
is also paid to cruise visitors, with many 
retailers posting welcomes and offering 

incentives to shop with them.
Its image as an upscale destination (with 

a particular niche within the high-spending 
gay market) means that retail prices are 
high, and this probably reduces its income 
from cruise visitors who are drawn from a 
broader demographic.

In this context it was interesting to 
see a poster in one ship warning cruise 
passengers (specifically those from Royal 
Caribbean International and Celebrity 
Cruises) that 30% of the purchase price of 
any item bought in a shop “recommended” 
by the cruise company went in 
commission to that line. For years this has 
been a controversial issue in the Caribbean, 
but it has rarely been highlighted in Europe.

GYTHION
When I last visited this port – at least 15 
years ago – it was very much a transient 
destination. It saw ferries bringing in 
backpackers and other independent 
travellers en route for other Greek 
destinations including the cruise tour 
favourite, Mystras, once home to the 
Spartans and now a UNESCO site as a 
result.

Nothing much appears to have 
changed. No-one could accuse Gythion of 
being remotely touristy – even the tourist 
office (where you find yourself coming out 
feeling that you know less about Gythion 
than you did going in) appears to be 
deliberately tucked away out on the edge 
of town.

But the way the café owners touted for 
our business suggested that they, at least, 
would not mind being a bit more “touristy”. 
For this to happen the zero attention paid 
to incoming cruise passengers on the 
quayside by tourist officials and retailers 
alike has to be stepped up.

SUMMARY



Huge potential in the 
German cruise market
The magic million passenger 
mark was achieved last year 
in Germany, reports Tony 
Peisley, but that appears 
to have been just the small 
step before a giant leap for 
the country’s cruise market.

Germany is the largest outbound 
tourism market in the world, and 
nowhere else does the public turn 

out in such large numbers to see classic 
liners visit or new passenger ships named. 
It is therefore surprising how modestly the 
cruise market grew through the 1990s, 
and even into the first decade of the new 
millennium.

The problem – as also for many cruise 
market wannabe countries – was that it had 
no major mass-market national brand. The 
image of cruising – as in so many countries 
– was low profile and, where an image 
existed, it was of a niche holiday enjoyed 
only by the elderly, the wealthy or both.

AIDA Cruises changed all that, and is 
largely responsible for the situation now 
which sees Germany emerging as a 
genuine challenger for the UK’s position as 
number one in Europe and number two in 
the world.

Although the company’s product has 
undergone constant evolution, its core 
value has always been that cruising should 
be informal – and targeted at younger 
people and families as well as the 
traditional older couples.

Last year AIDA carried 414,000 
passengers, which – as it includes some 
from Austria, Switzerland and the Benelux 
countries – means it accounted for about 
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40% of the German market.
Three new ships between this year and 

2012 will increase its capacity by nearly 
two-thirds, from about 12,000 to 20,000. 
Its share of Germany’s market is likely to 
increase to over 50%, based on recent 
projections which forecast that the total 
market will approach 1.4 million in 2012 and 
1.9 million by 2016.

But AIDA is no longer driving the 
Germany market on its own. There is now 
fierce and well-resourced competition, 
not just from joint-venture (TUI/Royal 
Caribbean Cruises) start-up TUI Cruises 
but also from pan-European brands Costa 
Cruises and MSC Cruises, and multi-brand 

international cruise companies such as 
Royal Caribbean Cruises.

Richard Vogel, who was a leading part 
of the team which created the club ship 
concept for AIDA, is now Chief Executive 
of TUI Cruises. “The prejudices against 
cruising have not completely disappeared,” 
he says, “particularly among younger 
people and certain socio-demographic 
groups where they know nothing about 
cruising, and don’t want to know. 

“But the fact that we and AIDA both 
have 40% first-timers shows that we 
are making progress with penetrating a 
market which is still less developed than 
the ones in the UK and USA. Cruising is 

Richard Vogel

Vogel: The 
prejudices against 
cruising have not 

completely disappeared 
particularly among 
younger people and 
certain socio-demographic 
groups where they know 
nothing about cruising, and 
don’t want to know." 
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definitely becoming a more mainstream 
choice, as people will now ask themselves 
‘Two weeks in Majorca or a week’s 
cruise?’

“If and when Germany overtakes the 
UK is really a factor of what happens in 
the UK market, but I am convinced that the 
German market can double in the next 
ten years.” Growth forecasts, if achieved, 
would increase penetration from 1.25% to 
about 2.5% – and so bring it close to the 
2.7% that the UK reached last year.

TUI Cruises began operating in the teeth 
of the 2009 economic crisis – albeit in one 
of the European countries that managed to 
avoid dipping into reception.

Nevertheless it was not the easiest 
year to launch a cruise brand, and TUI 
has responded by amending the concept 
of the brand to become ‘Premium All-
Inclusive’ (effective October 2010) with tips, 
sauna and wellness area use, childcare 
and supervision all included in the cruise 
price, along with drinks with meals and 
also in the bars (although the more 
expensive wines and spirits still carry a 
surcharge).

“We are marketing ourselves as the 
‘Feel Good’ brand,” says Vogel. “We 
decided that people, particularly families, 
are always going to feel better if they 
know their holiday costs are under control. 
It also gives us a significant point of 
difference in the German cruise market, 

particularly in the four star/four star-plus 
sector.

“Importantly it also allows us to put ticket 
prices up and, although we do lose some 
onboard revenue over the bar, passengers 
are now more likely to spend more in 
other areas – such as the spa, shops, 
pay-for restaurants and shore excursions 
– because they will feel they have saved 
money on drinks.”

More inclusive pricing obviously appeals 
to travel agents, which Vogel believes 
remain the main distributors for cruise 
companies. 

“I do not see that changing any time 
soon,” he says. “We have very little direct 
online booking going on. and I cannot see 
its share of the market rising above 10–
15% over the next ten years – especially 
while the average age of German 
passengers remains 50 plus.

“The web is becoming an increasingly 
important research tool, though; and for 
that reason it is important not to just have 
a static, unchanging home page on your 
company site. 

“We need to be active on there, adding 
new features and information and showing 
new videos to keep people interested. 
People want to be better informed when 
making holiday decisions.”

Originally TUI Cruises planned to make 
its second and third ships newbuilds, but 
the changed economic situation prompted 

Ahrens: Shipyards 
were not interested 
in building small 

ships when they had all 
the mega-ship orders. 
Prices started to fall as 
orders dried up, but now 
we have the new problem 
of securing financing.” 

Sebastian Ahrens
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a sensible change of strategy. Its second 
ship will therefore be another transfer 
from Celebrity Cruises; Celebrity Mercury 

will have a ¤50 million makeover before 
reappearing in spring 2011 as Mein Schiff 2.

“The second ship is slightly different 
from the first, as it was later in the 
Celebrity series,” says Vogel. “We will also 
be doing some different things in the refit, 
based on feedback from passengers 
and on our own research into areas like 
passenger flow on the first ship.” This 
means an even larger spa and wellness 
area, a greater range of dining venues, 
and a new teens bar.

Passenger demand has also seen 
an upgrading of TUI’s ‘edutainment’ 
programme. Renamed ‘Kompass – 
Wissen auf See’, it will have three main 
elements: Education and Current Affairs, 
Art and Creativity, and Health and Body 
and Soul. The company has linked up with 
research institutes for talks on subjects 
from nuclear energy to shipbuilding. There 
will also be yoga and karate courses.

Vogel says Kompass will deliver more 
than just technical courses on things like 
digital photography and making website 
pages. “We will be programming more on 
the environment in which the ships will be 
cruising. 

“It will be delivered with a light rather 
than a heavy educational touch, in line with 
the holiday feel we want to maintain.”

The second ship will allow the line 
to offer the Caribbean as well as the 
Canaries as a winter option from 2011/12, 
having switched between the two for its 
first two winter seasons. In the summer 
the ships will cruise in the Mediterranean 
(TUI Cruises’ first vessel, Mein Schiff, 
homeporting in Valletta, Malta for the first 
time) and Northern Europe.

Hapag-Lloyd Cruises is another TUI-
owned brand. It shares some back office 
functions with TUI Cruises but taps into 
different parts of the German market to 
fill its ships: Europa (Luxury), Hanseatic and 
Bremen (both expedition) and Columbus C 
(three star-plus). 

“Germany is still some way behind the 
UK,” says Managing Director Sebastian 
Ahrens, “as it has not yet entirely 
established cruising as part of the 
mainstream vacation sector. 

“But that is why there is so much 
potential for growth – for, once it does, 
it will really take off. This has started to 
happen, but it is not there yet. 

“We are seeing an increasing number of 
agents becoming much more interested 
in selling cruising, because it has more 
inclusive pricing than land package 
holidays, and also much higher satisfaction 
and repeat levels from clients. 

“They have also seen the way cruising 
has continued to grow – even through 
the economic downturn while other tour 
operating was declining.

“Across the German market only a few 
of the smaller cruise operators indulged in 
deep discounting in 2009. The main cruise 
brands did not discount significantly at all. 

“We have not discounted to any great 
degree, as we cannot do it without 
eventually having to make cuts to the 
product: which our passengers would 
notice. 

“As a result our yields have held up well 
since 2008, but we did see load factors 
a little lower than usual in 2009 mainly 
because of the uncertainty of the initial 
economic situation. Affluent people saw 
their paper value fall and were not sure if 
or when it would recover. This inevitably 
inhibited their booking patterns.

“There are still those historical prejudices 
about cruising, particularly among the older 
generation. We have, though, made some 
progress in lowering the average age 
and broadening the profile of passengers. 
However AIDA’s dominance of the market 
means that its specific passenger profile 
skews the overall picture a little.

“We have seen our own average 
passenger age reduce over the past 
five years as we have started to attract 
more families, including multi-generational 
groups.

“In the summer we had four-day 
weekender cruises carrying 50 children 
a time. We could have had more but 
we do limit the total – for the benefit of 
other passengers, and also to control the 
number of nannies we have to employ. 
Five years ago we carried hardly any 
children at all.”

The brand is benefiting from its own 
foresight in adapting its product offer. “It 
was clear by the mid 2000s that Europa 
(built in the early 1990s) needed some 
structural changes to meet the changing 
needs of our customers,” says Ahrens. 
“We tripled the size of the spa, increased 
the scale of the wellness centre, and 
relocated them to a higher-profile location. 

“We also turned the upper deck light-
fare café into an upscale, genuine fourth 

Michael Schulze

German ocean cruise passengers 
2000–2020

Year Passengers
Change on 

year

2000 379,000 15%

2001 392,000 3%

2002 428,000 9%

2003 537,000 23%

2004 583,000 9%

2005 639,000 10%

2006 705,000 10%

2007 763,000 8%

2008 907,000 19%

2009 1,026,000 13%

2010 1,134,000 10%

2012 est. 1,384,000 22%

2014 est. 1,585,000 15%

2016 est. 1,814,000 14%

2018 est. 2,039,000 12%

2020 est. 2,291,000 12%
 

Source: Projections 2010–2020 by SeaConsult; otherwise ECC, 

BRD Kreuzefahrten, Deutsche Reiseburo und Reisebeeran 

Stalterverband.

Schulze: “We are 
not worried about 
the increased 

competition, and we like 
the major players as they 
publicise the whole cruise 
market."
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restaurant – albeit with a casual dress 
code – and updated the entertainment 
programme.”

About 90% of Hapag-Lloyd’s 
passengers are sourced from Germany, 
Austria and Switzerland. “We had been 
very gradually growing our international 
business until the downturn,” says Ahrens. 
“Its share has fallen back since, because 
most international source markets were 
discounting more heavily than here 
in Germany; it made our prices look 
uncompetitive for a while.

“During this past summer our 
international business has started to come 
back. In 2011 we will operate seven cruises 
specifically aimed at the international 
market, with both German and English 
being used onboard.

“We do want to see growth in this 
business – but not a huge amount, as we 
will always be a German product and 
would not want to pretend otherwise.”

Hapag-Lloyd owns Europa and Bremen, 

and recently extended its long-held 
charters on Hanseatic and Columbus C 

through to 2013. “Like any operator in our 
situation,” says Ahrens, “we have to be 
interested in acquiring new capacity; but 
there are a lot of factors involved.

“The Upscale (¤425 per diems upwards) 
product has been growing its share of the 
market, and it is only capacity constraints 
which have stopped it growing faster. 

“Shipyards were not interested in 
building small ships when they had all 
the mega-ship orders. As a result – and 
we know, because we were asking the 
question, too – the prices on offer for 
small/luxury ships were too high, and 
we could not see a way of making viable 
returns on any investment. 

“Prices started to fall as orders dried 
up, but now we have the new problem of 
securing financing.” 

The German market certainly benefited 
from the previous unprecedented 
newbuilding programme for the global 
cruise fleet. As Costa and MSC introduced 
new ships, deployments out of German 
ports (for Baltic cruises) increased. 

Inevitably so did their sourcing of 
German passengers. The number now 
stands at a combined 300,000, and is 
set to increase still further with Costa 
homeporting at three German ports – 
Warnemunde/Rostock, Hamburg and 
Kiel – in 2011. The RCCL brands account 
for another 60,000 German-speaking 
passengers – up from 20,000 in 2006.

The influx of newcomers does not 

German ocean cruise market 2007–2009

2007 2008 2009
Change 

’09 vs ’08

Passengers 763,753 906,620 1,025,968 13%

Passenger nights 7,133,571 8,498,190 9,951,889 17%

Revenue (¤ billion) 1.4 1.6 1.9 19%

Average price per cruise (¤) 1,885 1,868 1,881 1%

Average rate per day (¤)  201.5 199 194 –3%

Average duration (days) 9.3 9.4 9.7 3% 
 

Source: SeaConsult

Keil canal

92 Country feature: Germany
Dream World Cruise Destinations Autumn 2010



concern the long-established German 
operators, which usually – as with the 
Delphin Group and Phoenix Reisen – 
operate or market river as well as ocean 
cruises.

The Delphin Group now operates two 
ocean cruise brands – Delphin and Hansa – 
for the Premium market, with a combined 
three ships operating in Northern Europe in 
the summer and Asia and the Antarctic in the 
winter. “We carry about 35,000 passengers, 
which includes just a small number of river 
cruisers,” says Group Managing Director 
Heinz-Herbert Hey.

“About 95% of sales are through travel 
agents, but we do work with partners for 
various kind of group arrangements.”

Director of Cruise for Phoenix Reisen 
Michael Schulze says: “We are not worried 
about the increased competition, and we 
like the major players as they publicise the 
whole cruise market. 

“We don’t like the cheap prices of some 
brands, but overall, the variety of different 
cruise ships and styles is good for the 
market. There is room enough for all of 
us.”

Phoenix carried 32,000 ocean 
passengers (102,000 river) in 2009 on 
four chartered ships, and expects a small 
increase this year. Next year it introduces 
a new ship – Artania (currently P&O 
Cruises’ Artemis) – to replace one of the 
existing four, which has gone to Voyages 
of Discovery.

“We sold 92% of our cruises through 
travel agents in 2009 with most of the rest 
coming direct, mainly through the Internet,” 
says Schulze. “We marketed them either 
ourselves or with partners (media and 
retail) through newspapers, TV and the 
Internet.”

The company also has its own TV 
channel – Phoenix TV – which it uses 
mainly to target its past passengers, but 
it also has broadcasts aimed at attracting 
first-timers. Its average passenger age 
is still over 60, but that is slowly coming 
down.

For the German market overall just 
6.7% of bookings come direct from 
consumer to cruise operator and, of the 
rest, 79.4% come through travel agents 
and 8.8% from tour operators. Another 
emerging distribution option is the major 
supermarket chains, which produce 
millions of leaflets aimed at encouraging 
customers to book cruises through their 
own call centres.

The strength of AIDA’s position in 
Germany was clearly evidenced by its 
2009 performance which saw it not only 
increasing passenger numbers by 23.2% 
but growing revenues by an even amount: 
27.6%

Its increasing fleet has enabled it to 
expand its deployments with a return to Asia, 
new programmes from the US East Coast 
and to South America, and – in 2011/12 – to 
the Black Sea and the Red Sea. 

Its latest new ship, AIDAblu, was named 
in Hamburg earlier this year before joining 
two other ships in homeporting there for 
the summer. The next new ship, AIDAsol, 
will be named in Kiel in May 2011, and the 
final new ship in the series will be named 
in Hamburg in May 2012. 

MSC also named a ship, MSC Magnifica, in 
Hamburg earlier this year. With three ships 
in the Baltic (up from two in 2009), it expects 
to grow its German passenger numbers by 
20% this year and plans to use Hamburg as 
a homeport in the near future.

Its growth ambitions are mirrored 
by most of the brands marketing to 
Germans – and for good reason. As AIDA 
President Michael Thamm says: “The 
German population is nearly 30% greater 
than that of the UK, yet we still have 30% 
fewer cruise passengers. So we can say 
with certainty that there is even greater 
potential here.” D

About 95% of 
sales are through 
travel agents, but 

we do work with partners 
for various kind of group 
arrangements.”

Berlin
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Is there value in  
city cruise 
networks
 by Susan Parker

An increasing number of ports are 
working within networks. In other 
words the community is getting 

behind the cruise product on offer and 
working together to make the cruise calls 
successful and seamless.

Members of these networks vary but 
typically the port, the tourist office, the 
chamber of commerce, ship agents and 
tour operators join up. However airports, 
hotels, taxi companies, local councils, 
shops, museums, police, tour guides and 
more may also come onboard. 

In Oslo membership has even extended 
to a couple of dentists who are benefiting 
from passengers getting their teeth fixed 
while in port! It is also helpful to those on 
the ground who are trying to break into 
the cruise market.

The advantages of these networks can 
be seen on many levels, from organising 
traffic flow on a cruise call day to 
establishing the value of a call and hence 
demonstrating the benefit of, for example, 
upgrading the port facilities.

“A port needs the proper support and 
engagement of tourism authorities,” 
Carnival UK Senior Fleet Operations 
Manager John Heylen tells DWCD. “We 
have seen many places where tourism 
is not engaged, so there can be difficulty 
in getting berth extensions as they don’t 
understand the value of cruising.”

Quoting a specific example, Thomson 
Cruises General Manager Maurice Kennedy 
comments: “Community involvement [in the 
Port of Tyne, UK] led to the reconstruction 
of the Northumberland Pier which was 
inaugurated by a visit from QE2. Not bad 
just a few years after the first call by 
Thomson at the car carrier berth.” 

Networks can also be instrumental 
in helping members to understand the 
industry and what it requires, and also 
what it brings to a community. “I do believe 
networks are of value,” says Princess 
Cruises Shore Excursions Manager (Europe 
& Exotics) Rob Roberts, “particularly when 
they lead to direct communication of all 
parties to share best practices, and also 
when they provide venues/sites/entities 
with direct contact with the cruise lines. 

Oslo

Heylen: A port 
needs the proper 
support and 

engagement of tourism 
authorities.”
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“Many times we find that not all of the 
local agencies and/or venues are aware 
of how they impact our business, or how 
we can work together to improve a call 
of a ship to a port. We gain a lot by being 
able to talk with these providers and by 
having these networks set up in each of 
the ports. It provides a communication 
avenue whereby everyone can share 
ideas and cooperate in a much more 
efficient way.”

In most places it is the port that has to 
encourage the tourism authorities to get 
involved with cruising, explaining its value 
to a community. In some cases the port 
has gone as far as commissioning an 
economic impact study to demonstrate 
how valuable cruising can be to a 
community.

Whichever way you look at it, the case 
for all the parties working together is 
most aptly put by Fred. Olsen Cruise Lines 
Tours Manager Tim Moore. “It is important 
to make sure the local infrastructure is 
capable of handling the passengers and 
that the community is 100% behind the 
cruise. All the time, enthusiasm and effort 
can amount to nothing if something goes 
wrong. If the first call doesn’t work well 
you won’t get another one from us – or 
from other cruise lines which have been 
watching to see how it goes.”

From New Caledonia in the South 
Pacific to Semarang in Indonesia to Sete in 
France, communities are getting together 
to promote, cater to and learn from 
cruise calls. And for those who have not 
yet formed a network, it might be worth 
looking into – as the rewards can be rich.

“My first and possibly still my best 
example of a community working 
together was South Corsica,” says 
Kennedy. “They knew their business, and 
combined good port visits with interesting 
excursion opportunities and passenger 
activities [on a fam trip]. The result: more 
Thomson calls in Ajaccio, and Thomson 
starting to call in Propriano. I think we 
can claim to have introduced this port to 
mainstream cruising. 

“As always there is a ‘chicken and egg’ 
situation. Which comes first, the ship calls 
or the port facilities? Propriano was a bit 
of both. There were just enough facilities 
for the first few calls, which led to better 
facilities which led to more calls.”

Kennedy also mentions Cruise Brittany. 
“I found this organised [fam trip] visit really 
helpful,” he says, “and it would definitely 

influence my future decisions in favour of 
Brittany.”

Dutch network Amsterdam Cruise 
Port (ACP) has been in place since 1998. 
“Although it is hard to quantify actual 
results,” says Amsterdam Passenger 
Terminal Commercial Manager Dick de 
Graaff, “thanks to the network we have 
ten extra ships.” And he adds that after 
an ACP visit in November 2009 Phoenix 
Reisen decided to position Switzerland 
in North Holland for two months, which 
generated extra calls in Amsterdam, 
Alkmaar, Den Helder, Zaandam and Hoorn.

Sete Cruise Club was also formed in 
1998 – to “develop cruise calls and thus 
promote our port, town, surrounding 
area and region”, as Catherine Lafon of 
Port Sud de France-Sete’s Development 
Department explains. “The remarkable fact 
is that people can forget their differences 
and work together for the general interest. 
The last achievement was a participation 
(intellectual as well as financial) in the 
refurbishing and modernisation of the 
passenger terminal. As for bringing in 
ships, the members’ abilities helped, of 
course.”

In the Isle of Man they have a ‘cruise 
tourism partnership’, which has been 
in existence for a decade but was 
formalised two years ago. Its most 
tangible success, according to Isle of 
Man Department of Tourism & Leisure 
Cruise Consultant Terry Toohey, is the 
cruise pontoon in the inner harbour, which 
“nullifies to a major extent the rise and fall 
of the tide”. In addition there has been a 
visible increase in call inquiries, and now 
cruise calls.

Toohey is in no doubt as to the value of 
these partnerships. “The formation of such 
a body is almost the very first step a port 
needs to take if it has aspirations related 
to attracting cruise vessels to its port and 
hinterland.”

He highlights some of the preplanning 
that has to be in place before a vessel’s 
arrival. “Basic issues like extending warm 
welcomes and friendly farewells; clear 
signage; alerting shopkeepers on the 
need to smile even more when vessels 
call; extending opening hours for tourist 
information if that is relevant; producing 
detailed leaflets on what is open if a 
vessel calls on a Sunday; and setting up 
Internet centres within the Sea Terminal or 
close by.”

Over in Saguenay on the St Lawrence 

Kennedy: My first 
and possibly still 
my best example 

of a community working 
together was South 
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the number of cruise passengers went 
from 11,000 in 2008 to 26,000 in 2009. 
“Without the strength of the team and the 
appropriation by the local community,” 
says Promotion Saguenay Tourism & 
Communications Director Priscilla Nemey, 
“Saguenay Port Authority could never have 
realised such a project so fast.” 

The network was initiated by the port 
and the city of Saguenay, but has since 
grown to include transport suppliers, local 
craftsmen, a tourist guide school and 
most recently 50 volunteers dressed in 
traditional colours to welcome passengers.

To date C$33.75 million has been 
invested in a new pier and pavilion, and 
a further C$15 million is now being spent 
on revamping the port area over the next 
four years. All helped by the community 
working together.

Betty MacMillan, Business Development 
Manager at Saint John Port Authority, New 
Brunswick, attributes the success of the 
Carnival Cruise Line (CCL) calls – and the 
increase in numbers – to the partnership 
which was formed to create destination 
awareness of the Bay of Fundy. She 

says the CCL calls have put Saint John in 
the marquee port category. “We believe 
initiatives are always more successful 
when the community is onboard,” she 
adds.

P&O Cruises Australia will be the first 
line to homeport in Newcastle, Australia, 
this September. The Cruise Hunter 
Advisory Group has been responsible 
for an increasing number of ships visiting 
Newcastle, and is committed to building 
on its reputation as a coordinated and 
welcoming cruise ship destination.

In Malta the government is very 
supportive of the cruise industry, according 
to Rene Cummings, Chief Business 
Development Officer of Valletta Cruise 
Terminal operator Viset Malta. Viset is in 
“daily conversation with all its partners” 
such as the airport, the airline, the tourism 
authority and agents. “The cruise lines 
are our customers,” she says. “We have 
to make sure the passengers are very, 
very satisfied. We want to know what our 
performance record is, and pinpoint our 
weak points. We take different facets and 
pull them together.”

Nemey: Without 
the strength of 
the team and the 

appropriation by the local 
community, Saguenay 
Port Authority could never 
have realised such a 
project so fast.” 

Chicoutimi cityscape in the Saguenay area
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Constanza in Romania decided three 
years ago that it “needed to make a 
strong theme to develop the region”, 
according to Romanian Riviera Tourism 
Promotion Board President Corina Martin. 
In this case the port was one of the last 
to join, as the city’s strategy is to promote 
tourism in all its forms. However cruising in 
Constanza is a sector under development.

On a recent trip to Maine it was clear 
that the communities were working 
together in the ports that DWCD visited, 
whether it was newcomer St Andrews 
or Campobello, Eastport, Bar Harbor, 
Rockland, Camden or Portland. In almost 
all of these ports representatives from the 
tourism office, the port and local council 
were on hand to show the port facilities 
and also some of the attractions. 

There are many ports, such as those in 
Madeira, where there is no formal network – 
but nevertheless there is close collaboration 
between those involved. “It is like a 
democracy,” says Alexandre Camacho, a 
local sales manager. “We want to have the 
opinions of everyone involved.” 

CRUISE COPENHAGEN NETWORK EVOLVES 
OVER TIME
One partnership in Europe that is injecting 
new life into its activities is Cruise 
Copenhagen Network (CCN). The port, 
the city and 42 professional suppliers 
attended the network’s first Gala in April. 
Ole Andersen, Chairman of CCN and Cruise 
Baltic and Sales and Marketing Director 
of Wonderful Copenhagen, says: “CCN’s 
vision is to be the leading cruise port in 
Northern Europe and take a leading role in 
developing the Baltic Sea as a united and 
strong cruise destination.”

With partners including the port and 
the airport, it is an ideal forum to discuss 
the requirements of the industry and the 
initiatives that can be taken to maintain 
Copenhagen’s leading position.

“The network has been a common 
voice persuading the public owners of 
the port to secure the cruise business 
in the future,” says Andersen. “The new 
cruise port facilities opening in 2013 [an 
1,100m quay at Nordhavnen] have been 
influenced by the network. By showing 
growth potential, listing the future 
demands and showing cooperation with 
the most influential cruise partners in 
Copenhagen there was a broad political 
understanding for investing in new cruise 
facilities, maintaining Copenhagen as the 
leading cruise port in Northern Europe.”

Working as a team is imperative, 
says CCN Director and General Manager 
Cruise Christian Lund. “The success of 
Copenhagen is not depending on one 
party only but on all parties involved in the 
day-to-day handling of a cruise call.”

And it is obviously working for 
Princess Cruises, as Manager Passenger 
Logistics, Shore Operations Europe 
& Exotics Victoria Sipe comments: 
“Cruise Copenhagen Network has been 
instrumental in providing our passengers 
with a seamless cruise experience. The 
coordination among all the different 
parties ensures that everyone is aware 
of the cruise line’s and passengers’ 
needs, which helps them deliver a great 
turnaround experience for our guests.”

And it’s not just the cruise lines and their 
passengers who benefit. Food wholesaler 
inco Denmark was introduced to cruise 
lines by CCN partners and received its first 
order in 2008. The company – now a CCN 
member – delivers to seven cruise lines, 
including Seabourn Cruise Line and Crystal 

Cruises, with contracts estimated at a total 
of DKK5–7 million (¤0.7–0.9 million) this 
year.

“This is an interesting business and, 
even though Copenhagen has positioned 
itself very well with cruise liners and their 
passengers, it is still really important that 
we make an effort to keep promoting 
it as a port,” says inco Chief Operations 
Officer Thomas Hoy. “We keep improving 
facilities and the products we have to 
offer. This is one of the reasons why I 
decided to join CCN and its board. There is 
such a great potential for our business.”

Charles Markwick, Cruise Division 
Manager of Tumlare, a newcomer to 
CCN, is in no doubt that “we gain from 
the collective expertise and skills of CCN 
staff and its members, working towards a 
common goal”. 

Discussing Copenhagen’s challenges vis 
à vis the volume of passengers – there 
is congestion on days when there are six 
or more ships in port – Markwick says: 
“We have to address the fact that the 
rating of the port by the passenger is a 
critical factor in our continued success. 
Our goal is to handle more ships, but we 
have to maintain a high level of passenger 
satisfaction throughout their experience: 
sightseeing, hotel, airport and cruise pier. 

“We are not a low-cost city. so value 
for money is important. We need to be 
innovative to meet the cruise passenger 
expectations and we need to provide the 
infrastructure that keeps them safe and 
entertained. CCN is already addressing 
these issues in both the short and the long 
term, with numerous organisations in the 
private sector and with local government.” 

Ole Andersen

Valetta, Malta
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Cruise lines target growing

by Tony Peisley

The growing cruise industry focus 
on Europe is being reflected in 
increased sales – not just in the 

region’s major source markets but also in 
smaller markets where the cruise product 
has barely registered until now.

Spain has seen cruise passenger 
numbers come from nowhere to half a 
million, and now the markets in Portugal, 
Scandinavia and The Netherlands are also 
beginning to see significant growth.

The low levels of cruise sales in The 
Netherlands have always been a subject 
of some surprise, given that country’s long 

maritime tradition and links with ocean 
travel. But it was only last year that a CLIA/
PSA-like organisation was set up – the 
Dutch Cruise Council (DCC) – with 20 cruise 
brand members.

Its role is to promote cruising: initially 
educating the trade through e-learning 
modules and other initiatives, but then also 
selling the cruise concept direct to the 
public. Its Vice-president is Nico Bleichrodt, 
Director of Sales for Benelux & Germany 
at Holland America Line (HAL).

“We are right at the beginning with 
the cruise market in The Netherlands,” 
says Bleichrodt, “much as it was in North 
America back in the 1970s. 

“Cruising is better known in Belgium, where 
there has been a DCC equivalent for many 
years, but that is a much smaller potential 
market –its population is just 10.5 million. 

“In the Netherlands market penetration 
is about 0.3%, with 62,000 cruise 
passengers in 2009 – up 29% from less 
than 49,000 in 2008. Our target is to reach 

300,000 and, although there are many 
variables, we hope to be about halfway 
there within five years.”

This seems ambitious but, with The 
Netherlands’ population of 16.5m, cruise 
passenger numbers would be about 
220,000 by now if the country matched 
the penetration of the German market – 
and 435,000 if it was in line with the UK.

Of those 62,000 Dutch passengers, 
two-thirds cruise within Europe. More 
than 23,000 head for the Mediterranean 
and nearly 17,000 book Northern Europe 
(including 6,700 to the fjords and 3,300 to 
the Baltic). The other major destination – 
attracting nearly 13,000 – is the Caribbean, 
where there are Dutch territories.

HAL set up an office in The Netherlands 
in 2007 and has since opened up for 
multi-channel distribution. It has also been 
gradually increasing its portfolio of round-
trip cruises out of Rotterdam, so that in 
2011 it will be offering 23,000 berths on 
these alone. 

HAL has been 
gradually increasing 
its portfolio of 

round-trip cruises out of 
Rotterdam.” 
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Dutch market

“We mainly work with specialist tour 
operators such as Zeetours and Kuoni,” 
says Bleichrodt, “and we expect more 
cruise specialists to come into the market 
as it grows. Currently about 95% of our 
business comes through them, but we 
leave it to consumers to choose the 
booking channel that suits them best.

“I have come into cruising from the all-
inclusive land resort sector, and that was 
originally a very hard sell in Europe. There 
were many prejudices to be overcome 
and it was a very exclusive product at 
the start. Now it is well established, and 
has become more mass-market in the 
process. I expect to go through that same 
process with cruising here.

“The Dutch are usually late bookers 
of holidays and very price driven. But 
although this happens with cruising as well, 
there is also a growing trend for some – 
usually the experienced passengers – to 
book up to a year or so ahead. 

“The demographic for Dutch cruise 

passengers is similar to that in other 
European markets, and we are also seeing 
the same trend towards more family 
bookings.”

HAL is the market leader in The 
Netherlands as it works hard to leverage 
the brand’s original Dutch connections. 
Bleichrodt believes the development of 
homeporting ships in Dutch ports is key 
to the market’s continued growth, so 
it will consider carefully proposals for 
homeports in Ijmuiden and The Hague in 
addition to Rotterdam.

And it is using the local homeporting 
policy to build up its market in the UK, 
where it is a small operator rather than a 
leading player. 

This may also happen in Germany, 
where it wants to move its business to a 
new level. As part of this a sales manager 
for Germany has been appointed, and the 
German operation is now being run from 
The Netherlands office where a German-
specific call centre has been set up. D

HAL is the market 
leader in The 
Netherlands as it 

works hard to leverage 
the brand’s original Dutch 
connections.”

Nico Bleichrodt
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A company can be the second 
largest in the global cruise 
industry and operate the world’s 

largest-ever cruise ship, but still find that 
– in some markets – it has to settle for 
playing not just second but fourth or fifth 
fiddle.

That is one of the challenges of global 
sourcing which Royal Caribbean Cruises 
Ltd. (RCCL) has had to deal with as it aims 
to increase its international sales to match 
those from North America. The company 
now has wholly owned international 
offices in markets as diverse as Brazil, 
Singapore, Scandinavia, Italy, Spain and the 
UK. And in Germany it has clearly found 
just the right person for the job.

Tom Fecke is RCCL’s Frankfurt-based 
manager for Germany, Switzerland and 

Austria. “I previously worked in sales for 
Galileo,” he says, “so I have experience of 
working for a product with a much lower 
profile than its major rival.” In that case it 
was Amadeus, which was already well 
established in that market.

He also worked in sales and 
marketing for Avis before moving into 
an administrative role. “I was a couple of 
years out of the front-line travel business 
and I was missing it badly. So when 
someone asked me if I knew anyone who 
would be interested in the job of sales and 
marketing director for RCCL in Germany, I 
put myself forward – and got the job.”

That was in 2006. The following year 
he was promoted to become general 
manager for Germany and Switzerland 
(Austria was only added earlier this year). 

“Back in 2006 we were booking 
20,000 from German-speaking markets,” 
he says. “Now it is 60,000.” But trebling 
the business was neither easy nor 
straightforward.

“AIDA Cruises did a very clever thing 
when it started out, by sweeping away the 
old prejudice about cruising – that it was 
a very formal holiday just for the old and 
rich. It made sure it invited thousands of 
travel agents on board so that they got the 
message and passed it on to their clients.

“With its newbuilding programme this 
has made AIDA the clear and dominant 
market leader, but we have to compete 
not just with AIDA but also with other 
international brands like Costa and MSC – 
and quite a few national brands, too.

“This office originally just had a sales 

Global brand leaders 
often play second 
fiddle in new markets
In the first of a new series on regional directors or general managers of global brands, 
Royal Caribbean Cruises Ltd. General Manager for Germany, Switzerland and Austria Tom 
Fecke explains the challenges to Tony Peisley.
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and marketing function, but now we also 
have operations, finance and revenue 
management responsibilities, too. This 
change towards more autonomy from 
Miami is part of (RCCL Executive Vice-
president International) Michael Bayley’s 
policy for the international division, and has 
been vital to our success.”

This is because the routes to market 
in Germany are constantly and quickly 
evolving, and only brands which can be 
equally fast on their feet in adapting to 
change will prosper. 

“Our sector has a higher profile among 
travel agents than it did five or ten years 
ago,” says Fecke, “so many more of them 
are actively selling cruises. But we have 
not yet seen the growth in specialist cruise 
agents that has taken place in the US and 
UK. There are just two specialists, and 
neither of these has a high street presence 
– they both operate solely online. 

“There is one travel retail group – 
Lufthansa City Centre – which has 300 

agencies, of which 50 do specialise in 
cruising; but not yet to the exclusion of 
everything else.

“Tour operators have traditionally not 
been involved in the retailing of cruises 
to anywhere near the same extent as 
they have been for other kinds of travel. 
The likes of Thomas Cook are very small 
in cruising on the tour operating side, 
although it is big on the retail front.

“Yet tour operators are better placed 
than anyone to cross-sell cruising to 
people who currently buy land-based 
package holidays. This was clearly a gap 
in the market so, since last year, we have 
been setting up direct API links with 10–12 
tour operators so that they can sell our 
products more easily. 

“One – Dertour – is probably the most 
switched-on to cruising, and they can 
sell RCCL cruises with real-time pricing, 
knowing they have immediate access to 
any offers etc. as soon as they go out.

“A completely new distribution channel 
that has opened up and is very exciting is 
selling cruises (and other travel) through 
food store chains like Lidl and Aldi. This 
option started three years ago. We were 
very dubious about the concept of selling 
cruising alongside tins of fruit, but we 
trialled it and it was very successful. 

“Basically, they produce flyers on the 
cruises with the telephone number of 
their own call centres for their customers 
to call to book. This is really reaching a 
new market by raising awareness and 
attracting a lot of first-time cruisers. 

“Some of the chains – like 3,000-store 
REWE, which is the parent of Dertour – are 
sending out up to 16 million flyers at a time, 
so it does not matter to them that many of 
these do not become loyal customers. 

“There are always new buyers to 
replace those who book their first cruise 
with them but then go to another source 
– often a travel agent – to book their next 
cruise. 

“Travel agents are still not very happy 
that we use this route, because they say 
we are working with discounters yet will 
not let them (the agents) discount. But in 
fact the per diems we offer to the food 
stores are not discounted. 

“About 90% of our business still comes 
from travel agents and tour operators, 
though, so we would be foolish to forget 
the trade even while we have to be open 
to new distribution channels such as 
online booking. These – direct as well as 

via agents – will inevitably increase in the 
future.

“We deal with independent retailers as 
well as the big chains like Thomas Cook 
and TUI. 

“We recognise that training – much of it 
online – is very important, and that this has 
to be continually repeated as there is such 
a turnover in agency staff. We also supply 
promotional materials and do plenty of co-
operative marketing and advertising. We 
also do supportive consumer advertising. 

“It is harder for us to match the 
awareness of some of the other brands, 
and difficult to host as many travel agents 
on our ships – simply because we do not 
have the large numbers of ships operating 
out of German ports, as some of the other 
brands do. 

“But we are doing ship visits as often as 
we can – mainly in Warnemunde – and 
taking big groups of 50 or 60.”

RCCL’s German joint venture with TUI AG, 
TUI Cruises, is clearly a factor limiting other 
RCCL brands homeporting in Germany; but 
Fecke points out the increasing number of 
Royal Caribbean International (RCI) ships 
cruising out of Spanish ports despite the 
company’s ownership of the market-
leading Pullmantur.

“We are always talking about getting 
more ships operating out of German 
ports,” he says, “and this will definitely be 
happening over the next few years.”  

At the moment the office structure 
means that his staff represents all three 

A completely new 
distribution channel 
that has opened up... 

through food store chains 
like Lidl and Aldi.”

Tom Fecke
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brands when they make sales calls. 
“We know that we must move towards 
separate sales teams,” he said. “This year 
we have already designated one sales 
person solely for Azamara Club Cruises.

“That brand we clearly position 
as luxury, while we target RCI at a 
younger market and Celebrity at more 
sophisticated people interested in new 
entertainment trends.

“The fact that the Celebrity Solstice class 
ships are being built in Germany is a big 
plus, as the ‘German-made’ tag still means 
a lot to many German customers.

“All our promotion makes clear that we 
operate international, not national, brands, 
but we make it much clearer now exactly 
how we ensure that those with languages 
other than English are catered for on 
board. They have their own language 
menus, ship activities information, news 
bulletins and ambassador host(s). But this 
is less important for the Swiss market, 
where people tend to speak several 
languages. 

“Like Austria, Switzerland is a much 
smaller market so we have to be 
aware that what we do with one agent 
or tour operator will be known almost 
immediately by the others. There are 
only 1,500–2,000 agents (compared with 
12,000 in Germany) and it is important to 
work with the largest ones like Kuoni and 
Hotelplan.

“The Swiss are looking more for upscale 
accommodation on the ships and less for 
bargain prices, as they are generally more 
experienced travellers/cruisers than many 
of the Germans. We are still learning about 
the Austrian market, but it does seem to 
have a lot of pent-up interest in cruising.”

Its potential though is dwarfed by that 
of Germany, which may have topped a 
million cruise passengers for the first time 
in 2009 but has still only achieved 1.2% 
penetration of the German population of 
80 million plus.

“That means more than 98% have no 
experience of cruising,” concludes Fecke. 
“It’s a very big market for us to target.” D

We are always 
talking about 
getting more ships 

operating out of German 
ports and this will definitely 
be happening over the 
next few years.”

Celebrity Solstice
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The importance of national and 
regional cruise industry economic 
impact surveys – such as those 

produced by Cruise Lines International 
Association (CLIA) and the European Cruise 
Council (ECC) – cannot be overestimated. 
Their key role in changing political, 
legislative and regulatory mindsets is 
already proven, and is likely to come even 
more to the fore over the next decade.

But when it comes to stimulating 
change at the coalface – i.e. in the cruise 
ports and communities they serve – it 
is those revealing cruising’s positive 
economic benefits locally that have the 
most immediate impact. That is why such 
studies are becoming more frequent and 
widespread. 

Even that economic powerhouse of 
a city New York has clearly identified 
the revenue potential of cruising to be 
of sufficient significance to its local 
businesses and residents for the New 
York Economic Development Corporation 
to fund an impact survey. 

Although it only studied direct 

expenditure (rather than including the 
trickle-down impact or assessing the jobs 
created and supported by the industry) 
through its immediacy it did steal a march 
on the CLIA national study, which does 
these things on a state-by-state basis.

It was able to publish results for 2009 
at the very beginning of 2010 compared 
with September for the CLIA survey, 
which was also carried out by Business 
Research and Economic Advisors (BREA). 
Also, by concentrating on the immediate 
area around the port and city, it put a more 
localised, human face on what can appear 
to be very dry statistics.

In 2009 New York handled 181 cruise 
calls and more than 866,000 passengers 
(two-thirds through Manhattan, one-third 
through Brooklyn), of whom 420,386 
(counted twice) were embarking/
disembarking and 25,485 were transit. 

There were also 65,400 crew 
members, though the survey showed that 
just 35% of crew were able and willing to 
go ashore in New York City on each call.

The NYCruise survey was based on 

One of the findings 
which most surprised 
NYCruise was the 

fact that nearly half the 
US passengers came 
from outside the Tri-State 
(NY, New Jersey and 
Connecticut) area”

New York underlines the 
importance of cruising to 
local economies by Tony Peisley

Spending by crew visitors to New York ($)

F&B bars/restaurants 2,096,487

Taxis/ground transport 626,002

Watches and jewellery 1,569,258

Clothing 4,517,422

Entertainment/casinos 45,135

Other purchases 8,491,916

Tours 366,967

Total  17,713,186
 

Source: NYCruise/BREA
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nearly 1,100 passengers and more than 
700 crew, across five ships. It showed 
that 42% of embarking/disembarking 
passengers booked pre (31%) or post (11%) 
cruise stays in New York, with 2.1 days the 
pre-cruise average and 2.0 days for post-
cruise. In the US only Hawaii attracts more 
pre/post cruise business.

The major beneficiary is the hotel sector, 
which receives nearly $44 million of the total 
$73 million spent by passengers – with an 
average of $245 per head spent on hotels. 

Bars/restaurants and taxis/other ground 
transportation were next with nearly $10 
million ($72 per head) and $5 million 
respectively. But it is interesting to see 
clothing purchases close behind with $4.5 
million, as this reflects the city’s reputation 
for competitive pricing in that particular 
retail sector.

Overall the average per-passenger 
spend is $174. Among US ports and 
destinations only Hawaii enjoys higher 
passenger spending, and the New York 
level is 40% higher than the average 
across all US cruise ports.

One of the findings which most 
surprised NYCruise was the fact that 
nearly half the US passengers came from 
outside the Tri-State (NY, New Jersey and 
Connecticut) area. It had assumed a far 
greater number were local or came from 
the two neighbouring states, and therefore 
might have been visitors to the city 
whether or not they came for a cruise.

The numbers coming from further afield 

– including 17% from outside the US (three 
times more than for any other US cruise 
homeport) – was welcome news as it 
indicated entirely new business for the city.

For more than one in five of them it was 
their first visit to the city. In contrast, for 
twice as many (42%) it was at least their 
eighth visit. For one in eight (13%) visiting 
New York was the main reason they 
booked the cruise.

The average household income of its 
cruise visitors was $105,000 – 5% higher 
than the average across other US cruise 
ports – with 43% earning more than that 
figure.

The increasing understanding that cruise 
ship crew can be, pro rata, an even greater 
source of income is underlined by this 
survey, as those visiting New York spent 
an average of $271 and contributed nearly 
a fifth of the $91 million direct spending by 
passengers and crew. 

This is even more impressive given that 
accommodation, which accounts for 60% 
of passenger spending, does not feature 
in crew spending.

The crew spend more per head than in 
any other US cruise port. More than a quarter 
(26%) of their spending is on clothes, and 
exactly a third is on electronic goods.

As welcome as the economic data – 
especially given the recent investment 
of $240 million in upgrading Manhattan 
piers 88 and 90 and the creation of new 
berthing and a terminal in Brooklyn – 
was the high satisfaction levels among 
passengers for their New York visit. 

The overall satisfaction score was 
95%, with the range of things to see and 
do scoring similarly high. The shopping 
experience rated just short of 90%, 
sightseeing tours nearly 89% and terminal 
facilities more than 86%.

Spending by cruise visitors to New York*
Visitor spend

Spending on
Same day 

$
Pre/post  

stay $
Total 

$
F&B bars/restaurants 119,655 9,665,330 9,784,985
Taxis/ground transport 306,051 4,516,377 4,822,428
Watches and jewellery 18,185 656,435 674,619
Clothing 86,378 4,469,805 4,556,184
Entertainment/casinos 145,479 3,033,440 3,178,919
Parking 460,993 760,128 1,221,121
Other purchases 93,650 2,082,348 2,175,998
Accommodation — 43,860,273 43,860,273
Tours — 2,946,706 2,946,706
Total 1,230,391 71,990,841 73,221,232
*Manhattan and Brooklyn terminals 

Source: NYCruise economic impact study (BREA)
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The link between the results of the 
econimic impact and the funding of 
enhanced cruise infrastructure is becoming 
increasingly strong in the rest of America., 
The South Carolina Ports Authority decided 
it needed a survey before it progressed 
its plan to redesign the downtown cruise 
terminal complex at Charleston.

The new study (by the College of 
Charleston) projected that the cruise 
business in 2010 would generate $37 
million – a fourfold increase in just seven 
years. It would also generate 407 jobs 
(paying an average of just under $40,000 
a year). More than quarter of the jobs (118) 
would be in transportation, 66 in retail, 40 
in wholesale and 33 in food & beverage.

Average per-passenger spend by port-
of-call cruise visitors to Charleston is $43, 
rising to $66 for embarking passengers. 
This means a total of $5.5 million in direct 
passenger spending, which is augmented 
by $14 million from the cruise lines and $2.6 
million from crew members. The state also 
receives $3.5 million in sales and income tax.

The study estimated that only two thirds 
of port-of-call passengers go ashore, with 
half of those taking organised tours.

About 44% of passengers are visiting 
Charleston for the first time, so are potential 
return visitors for a land stay. The study 
excluded any spending by embarking 
passengers who are resident in and around 
Charleston, as this would not be ‘additional 
spend’ created by the cruises.

There are vociferous local groups using 
the media to express their concerns 
about ‘people pollution’ from cruise ship 
passengers having a negative impact on 
the city’s historic locations, so the reasons 
for researching and publishing such data 

are clearly more than just the economic 
ones to justify investment.

There is similar debate in Key West, 
where cruise visitors have doubled their 
share of the incoming tourist sector over 
the past 12 years. Although the spend per 
head per day for cruise passengers is – at 
$84 – considerably lower than other tourist 
types, the local chamber of commerce 
has made it clear that cruise tourism is a 
key contributor for local retailers and that it 
has the most potential for growth.

Other US ports are also highlighting the 
economic benefits of cruise tourism for 
similar reasons. For example, Baltimore 
has justified its rapid growth in the cruise 
homeporting sector by reporting total 
economic impact of $152 million in 2009.

Cruising is only one contributor to Port 
Canaveral’s $1.1 billion turnover, which 
creates more than 13,000 local jobs – 
paying $648 million in wages and funding 
more than $48 million in local and state 
taxes – but the port authority is quick to 
project a $2.3 million economic impact 
from the homeporting of just one extra 
ship (Carnival Dream) in 2010 and $200 
million over 15 years from two new 
homeporting Disney ships.

The port is also predicting a record 
number – 126 – of transit cruise calls in 
2011. As port-of-call visitors spend an 
average $123 each, this would represent 
more than $38 million – augmented by 
crew spending which averages $50 per 
crew member who goes ashore.

At Port Everglades 2.8 million 
passengers generated $32.7 million in port 
revenues alone in 2009, while Palm Beach 
projected $4 million from the arrival of 
Celebration Cruise Line in 2009.

Baltimore has 
justified its rapid 
growth in the cruise 

homeporting sector by 
reporting total economic 
impact of $152 million in 
2009."

Port Canaveral
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CANADIAN CRUISE PORT STUDIES REVEAL 
EXTENT OF BENEFITS
It is the same story in Canada, where 
both regional and local cruise port studies 
are being carried out on a regular basis. 
For 2009 Cruise BC recorded a slight 
drop – from C$1.7 billion to C$1.63 billion in 
cruising’s total impact on British Columbia, 
despite a small increase – from 1.35 million 
to 1.4 million – in cruise visitor numbers. 

In fact passenger/crew spending per 
call rose from C$476,000 to C$479,000, 
with average passenger per head per call 
spending increasing from C$174 to C$179, 
and for crew from C$56 to more than C$57.

The overall fall, then, reflected a drop in 
cruise line spending, with 27 fewer cruise 
calls being made. Direct cruise-related 
expenditure fell from C$716 million in 2008 
to C$704 million in 2009. The number of 
jobs directly generated also dropped from 
7,700 (5,924 full-time) to 7,426 (5,639) 
with total wages down from C$265 million 
to C$255 million. Including jobs indirectly 
generated, the total fell from nearly 13,000 
(10,191 full-time) to just over 12,300 (9,616).

Business taxes also fell from C$36 
million direct and C$64.6 million indirect 
to $35.4 million and C$61.6 million 
respectively.

Vancouver remains the major 
beneficiary, though its earnings have 
been reduced both by the emergence of 
Seattle as a rival homeport and through 
the Alaska capacity downturn, which 
Tourism Vancouver estimates will mean 
260,000 passengers lost and a C$120 
million reduction in the C$312 million benefit 
for 2010.

The other British Colombia ports also 
expect to lose out, including Victoria which 

saw its benefit from cruising rise 10% to 
C$164 million in 2009 with passenger/
crew spending up from C$29 million to 
C$34 million and cruise line spending from 
C$49 million to C$53 million. Cruising also 
directly supported 524 jobs (430 full-time) 
and 1,024 (848) indirectly.

Prince Rupert earned more than C$7 
million from cruising with C$4.3 million 
coming from passenger/crew spending 
and the rest from the cruise lines. Average 
passenger spend in port was nearly C$58 
per head, with most of it going on tours 
but some in the local shops, bars and 
restaurants. Just 47 jobs (36 full-time) 
were directly generated, with a further 75 
(59) indirectly supported.

The average passenger spend in 
Nanaimo was also C$58 but the total 
economic impact was lower at C$4.1 
million, with just 17 jobs (13 full-time) directly 
generated and 28 (22) indirectly supported.

A survey for the Atlantic Canada Cruise 
Association estimated C$40.5 million 
cruise passenger/crew spending in 2009 
compared with C$40 million in 2008, and 
individual cruise destination impact studies 
estimated a $50 million benefit for Halifax, 
$3–4 million for St John’s, and $500,000 
for Corner Brook. More recently New 
Brunswick forecast $30 million from cruise 
tourism through Saint John in 2010.

It is not unusual now for cruise lines to 
also estimate the economic impact their 
operations have on a port or – in Costa 
Cruises’ case – on a whole country. In 
Canada, for example, Holland America 
Line reported that its impact on the Yukon 
Territory in 2009 reached more than C$34 
million, primarily due to the activities of its 
cruise-tour business. D 

A survey for the 
Atlantic Canada 
Cruise Association 

estimated C$40.5 million 
cruise passenger/crew 
spending in 2009."

Halifax
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European ports invest 
to support growth in 
passenger numbers 

The 12% increase in passenger visits 
to its ports in 2009 means that 
the Baltic trebled its cruise tourism 

during the decade.
According to Cruise Baltic statistics, ship 

calls increased only 39% to 2001 between 
2000 and 2009; but the increasing 
capacity of those being deployed in the 
region ensure that passengers visits grew 
about 200% from 1.05 million to 3.13 million.

Cruise Baltic is, however, forecasting 
162 fewer calls in 2010, with a consequent 
marginal drop in visitor numbers. It expects 
a return to growth in 2011 but in the longer 
term there are concerns about the impact 
on cruise tourism of recent and proposed 
environmentally based regulation.

The cruise lines are particularly 
concerned about moves to ban all 
wastewater discharge in the Baltic Sea. 
This, in the absence of sufficient in-port 
facilities, could render cruise deployments 
unviable.

In the meantime an increasing number 
of ports and communities have been 
benefiting from the cruise tourism growth. 
In fact there has been a wide variation in 
calls and visitor growth from port to port, 
as cruise brands try to vary their itineraries 
as more competition enters the market 
and new ports emerge.

The variation between ports is greatest 
among the smallest locations, with 
some (Helsingborg and Gothenburg) 
doubling passenger numbers in 2009 and 
others (including Karlskrona, Korsor and 
Saaremaa) actually reporting decreases.

One key development is that more lines 
are homeporting at Baltic ports, and this is 
happening for two reasons.

The first is that some of those brands 
which have previously used homeports 
outside the Baltic are now looking to 
reduce the sailing distances and thereby 
save on fuel – which is not only generally 
costing more but, with the requirement 

to use the more expensive low-sulphur 
marine gas oil within the Baltic Sea, is now 
adding an extra cost dimension.

The second is that the brands have been 
trying to stimulate the local Scandinavian 
market by scheduling early- and late-
season cruises, mainly of short duration, 
out of key Baltic ports.

Copenhagen has been the main 
beneficiary of these developments, 
but Helsinki and Oslo have also 
emerged as new homeports during the 
decade. Stockholm has also grown its 
homeporting, so that 12% of its calls are 
now turnarounds. The double-counting of 
those passengers means they represent 
about a third of its total passenger 
numbers.

A 6% increase in 2009 means that, 
since 2000, the total of Baltic turnarounds 
increased 127%, at an average annual 
growth rate of nearly 10%, during the 
decade. 

Tony Peisley looks at developments in cruise 
tourism among Europe’s major regions, and 
summarises ports’ plans to accommodate 
growth over the coming years. 
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The nationality mix of the Baltic market 
has the USA leading the way with a 20% 
share of Baltic cruise sourcing. The North 
American share, including Canadians, is 
24%. Germany and the UK are, however, 
close behind with 18% apiece, and the 
increased deployment in the region 
by Costa Cruises and MSC Cruises has 
increased the number of Southern 
Europeans cruising in the region, with Spain 
and Italy taking a combined 16% share.

The Baltic has been the main, but not 
the sole, beneficiary of the increase in 
cruise tourism across Northern Europe 
which – between 2000 and 2009 – 
saw a 57% increase in ships deployed 
and capacity growth of 150%. In 2009 
cruise traffic increased by about 9% in 
passenger visits, despite a small decline in 
the number of calls.

Both in 2009 and over the 2005–2009 
period, Northern Europe showed the most 
growth from European source markets. 

Its 77% increase compared with 58–59% 
for both the Mediterranean/Atlantic Islands 
and the Caribbean/rest of the world.

After the Baltic, Norway is the second 
major regional beneficiary. Cruise 
passenger visits to Norway increased by 
16% in 2009 despite calls being down 4%, 
so ports will be hoping that this pattern will 
be repeated in 2010 when scheduled calls 
are down by 6%.

Individual passenger numbers increased 
13% to 430,000 passengers in 2009, a 
13% increase on 2008 and a third up on 
2005.

The largest growth – albeit from a small 
base – was of 75% from The Netherlands. 

Across Northern Europe the leading 
cruise ports are a mixture of those which 
are primarily homeports – Southampton, 
Copenhagen, Bergen, Kiel and Dover – and 
those which are primarily ports of call – St 
Petersburg, Tallinn, Stockholm, Helsinki, 
Oslo and Lisbon. 

Cruise calls and passenger visits to 
Baltic ports

Year Calls Passenger visits*

2000 1,443 1,050,113

2001 1,475 1,157,059

2002 1,406 1,105,215

2003 1,830 1,575,185

2004 1,885 1,717,109

2005 2,219 2,135,449

2006 2,091 2,253,666

2007 1,977 2,240,053

2008 2,083 2,804,620

2009 2,163 3,132,560

2010 est. 2,001 3,122,993
 

* These are the total of visits made to Baltic ports by 

passengers rather than individual passenger numbers.

Source: Cruise Baltic

The Baltic has been 
the main, but not 
the sole, beneficiary 

of the increase in cruise 
tourism across Northern 
Europe."

Nationalities cruising in the Baltic 2009

Nationality % of cruise visitors

USA 19.8

Germany 17.9

UK 17.8

Spain 9.9

Italy 6.1

Sweden 4.8

Canada 4.2

France 2.2

Norway 2.1

Netherlands 1.5

Austria 1.5

Russia 1.3

Others 10.9

Total 100.0
 

Source: Estonian Border Guard

Nykirke Round Church, Bornholm
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Copenhagen is building a new 1,100m 
cruise ship quay for 2013. This will have 
flexible terminals and a shore power plant 
with connections for ships. 

The new Marine Facade port in St 
Petersburg has driven the setting up of 
the first cruise network in Russia. There 
are nine founding members, and another 
12 companies have also applied to join. 
There will be some cruise-ferry New 
Year cruises from the new port targeted 
at the local Russian market in 2011, and in 
the long term the aim is for international 
brands to homeport.

Tallinn is expanding the Medieval Market 
attraction which greeted visitors to the Old 
City harbour for the first time in 2009.

Aalborg is moving the industrial port 
outside the city, giving cruise ships 
exclusive access to four berths in the 
centre. A major waterfront development 
is also under way which, when completed 
in 2012, will include a music hall, parks, a 
hotel and a shopping mall.

Also in Denmark, Helsingor is spending 
¤135 million to upgrade its harbour and 
waterfront by 2012. This development will 
include an underground Maritime Museum. 
And the Norwegian capital Oslo is planning 
to build a cruise terminal and dedicated 
cruise berths.

Among the Norwegian fjords, Eidfjord 
recently created new shore excursions 
and a crew service centre, and a new 
chairlift and restaurant has been added to 
the ski centre close to its cruise quay.

By 2011 there will be new cruise 
quays at Hellesylt and Stranda and, by 
2012, Geiranger expects to be offering 
cruise visitors electric boats, scooters 
and cars for hire as part of a series of 
environmental measures which will also 
include ‘green’ tenders with electric/

hydrogen power units.
Ålesund is extending its cruise terminal 

by 200m to create a 570m quay, while 
Tromsø city harbour is being dredged this 
year so that the larger ships will be able to 
dock at new quay facilities in 2011.

A new cruise pier should be completed 
in the port of North Cape for 2011, and 
the new pier at Skolden-Sognefjord has 
been finished ahead of schedule. It was 
extended beyond the original 340m length 
so that it can now handle the largest ships. 
The ¤7.2 million pier was part of a ¤17.9 
million project which also included a new 
marina and holiday cabins alongside the 
fjord.

In Germany, Kiel is investing ¤11 million 
to upgrade its cruise infrastructure and 
expects to add a fourth terminal. Rostock-
Warnemunde has set aside ¤10 million for 
more infrastructure improvements by 2012. 
It is currently investing ¤1.7 million to enable 
it to handle ships landing wastewater for 
treatment.

Kiel’s railway station is also set to be 
upgraded during winter 2012/13, along 
with the tracks and rolling stock linking 
the port with Berlin, so that it will be ready 
for summer 2013. The rail tour to Berlin 
is the most popular excursion for transit 
passengers to the port.

A new terminal has just been opened 
in Hamburg alongside the Altona berth, 
which has been operating since its 
completion last September. A new terminal 
combined with a hotel is due to open in 
2011 at HafenCity where, by the end of 
2012, four stations will be in operation, 
moving passengers around Hamburg by 
subway and light rail.

In the Netherlands, Amsterdam has 
earmarked an area in the western side 
of the harbour where it will build a cruise 

Nationalities cruising to Norway

Country  2005  2006  2007  2008  2009
Change ’09 

vs ’08

UK 90,000  97,000 96,000 115,000 118,000 2.6%

Germany 89,000 96,000 82,000 95,000 116,000 22.1%

US 61,000 60,000 46,000 45,000 50,000 11.1%

Italy 20,000 23,000 25,000 25,000 34,000 36.1%

Spain 14,000 17,000 23,000 28,000 31,000 10.8%

Netherlands 4,000 4,000 5,000 8,000 14,000 75.2%

France 8,000 10,000 11,000 11,000 13,000 18.2%

Others 38,000 48,000 44,000 54,000 54,000 —

Total 324,000 355,000 332,000 381,000 430,000 12.9%
 

Source: Cruise Norway

Tromsø city harbour 
is being dredged 
this year so that the 

larger ships will be able to 
dock at new quay facilities 
in 2011”
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terminal capable of handling homeporting 
ships. 

There are plans to turn The Hague into 
a homeport; Vlissengen/Zeeland has 
converted its outer harbour into a cruise 
dock and there are plans for a terminal; 
and Rotterdam has refurbished its quay 
wall and deepened the draft to 12m. 
The city is funding the upgrading of the 
terminal. 

Rotterdam is one of the 13 founder 
members of another new cruise ports 
group: Cruise Gateway. The others 
are Hamburg, Kiel, Bremerhaven, 
Hardangerfjord, Gothenburg, Malmö, 
Copenhagen, Esbjerg, Antwerp, Ostend, 
Harwich and Aberdeen.

France’s port of Le Havre has opened a 
new ¤1 million facility that can be used by 
homeporting ships and passengers. 

There was a 4% increase in traffic to 
Portuguese ports in 2009, when 719 calls 
brought more than 945,000 passengers. 
Lisbon is building a new, longer quay next 
to Santa Apolonia. This will be open to 
smaller ships from 2010, and to all ships 
when completed in 2011. The project also 
includes a new terminal.

A new terminal is also being built at 
Leixoes. Incorporating a marina and 

pedestrian walkway through to the city 
centre, this will be operational in 2013. 
Before that, in 2011, a new 300m quay will 
be completed. 

The new terminal at Funchal, Madeira, 
was completed in time for the 2010 
summer season and the authorities have 
now turned their attentions to developing 
cruise facilities at neighbouring Porto 
Santo. At Portimao there is a ¤50 million 
plan to lengthen the cruise berth to 700m, 
dredge the harbour and build a new 
terminal. 

In Northern Spain, Vigo’s extended 
cruise quay was in operation for summer 
2010. It is also planning to rebuild the 
downtown Comercio quay for cruise use.

After double-digit growth in 2008, UK 
port embarkations increased just 3% in 
2009. There was, however, a 7% increase 
in port-of-call passengers to 488,000 – 
even though four fewer brands and nine 
fewer ships were deployed. 

Northern Europe’s leading cruise port, 
Southampton, is investing £19 million in a 
fourth terminal (as part of a 20-year deal 
with Carnival) in the Eastern Docks. And a 
fifth terminal is also under consideration. 

Dover, the UK’s second busiest port, 
plans to lengthen one berth, enlarge the 

Old Port of Warnemünde

Le Havre has opened 
a new ¤1 million 
facility that can be 

used by homeporting ships 
and passengers”
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turning area, and create more baggage 
handling and parking. And Portsmouth’s 
new cruise/ferry passenger terminal 
should be completed in 2011; the port is 
also considering separating its cruise and 
ferry operations within the harbour.

Liverpool has published a ten-
year masterplan to develop its cruise 
operations. This is designed to treble its 
existing cruise traffic to 50 calls a year 
and at least treble the economic impact, 
which currently stands at £5.7 million.

The plan’s announcement came 
immediately after the UK Transport 
Minister refused the port’s request to 
change the use of its new terminal from 
transit to homeporting. Such a change 
would have invalidated the £9 million 
part-funding of the £20 million municipally 
owned cruise terminal from EU funds set 
aside to assist economically depressed 
areas.

Liverpool is now looking at various 
options including leasing the terminal to a 
private company or transferring Langton 
Dock passengers to the terminal until a 
new private-sector facility is added at 
Central Docks.

Falmouth’s project to dredge its harbour, 
increase the length of its wharf and build a 
cruise terminal has stalled again because 
environmental issues have seen the initial 
cost rise by 50% to an estimated £22 
million for the dredging and £7 million for 
the terminal. The latest timetable is for 
dredging approval to be given in summer 
2011, with funding in place by the end of 
the year.

Plymouth is building a £1 million landing 
stage close to the Mayflower Steps and 
plans a 200m cruise berth at the end of 
Trinity Pier; and at Poole there is a £12 
million quay development to make the 
port more accessible to larger ships. 

Torbay is considering adding a cruise 
berth while Portland hopes to have one 
ready for the 2012 Olympics; it is also 
upgrading its passenger terminal. The 
Channel Islands of Jersey and Guernsey 
both have plans to build dedicated cruise 
berths.

Despite various studies into the 
possibility, little progress has been made in 
developing a fully fledged cruise berth and 
terminal in Central London.

On the Isle of Man there are plans to 
extend the berths at Douglas, where most 
visiting ships currently have to anchor 
off. Forth Ports has a long-term plan to 

build an outer berth at Leith, Edinburgh. 
This would be 350m long and double 
sided to allow two mega-ships to dock 
simultaneously.

In Wales, Holyhead has been given 
government funding to extend an existing 
jetty and to build a dock suitable for larger 
cruise ships. There is also the possibility of 
a dock for cruise ships at the tender port 
of Milford Haven.

Milford Haven is one of three Welsh 
ports – Anglesey and Swansea are the 
others – which have joined forces with the 
Irish ports of Cork, Dublin and Waterford 
to form The Celtic Wave. With ¤1.2 million 
of funding from the European Regional 
Development Fund this will promote 
cruising in and around the Irish Sea.

Growth of about 88% in Northern 
Europe cruise capacity has been projected 
through to 2020, although this may 
now prove over-optimistic in the light 
of increasing concerns over the rising 
operating restrictions and costs within the 
region.

Mediterranean and Black Sea
The growing importance of the 

Mediterranean within the global cruise 
industry is highlighted by the position of 
Italy and Spain as the most visited cruise 
country destinations.

Italy overtook Mexico as number one 
several years ago and, in 2009, Spain 
also moved up – from third to second 
place – primarily through the growth at its 
Mediterranean ports.

There was an 12% increase in cruise 
traffic to Italian ports in 2009 according 
to Genoa-based Cemar Agency Network, 
which also forecast 5% growth in cruise 
visitor numbers (passengers multi-counted 
at different ports) to more than 8.8 million 
this year. Its estimate is based on 4,531 
cruise calls – up by 7%.

Spain welcomed more than 6 million 
cruise visitors for the first time in 2009, 
with a 3% increase; Barcelona remains 
Europe’s busiest cruise port and leading 
homeport. Including the double-counting 
of its homeporting passengers, numbers 
were up 4% in 2009 to 2.15 million despite 
an 11% drop in cruise calls.

The port hoped to stimulate further 
growth by reducing port passenger 
charges by 1% in 2010. It also plans a 
homeporting terminal for 2013 while also 
creating space for a transit berth.

Terminal C has been revamped, and a 
ferry pier has been refurbished (at a cost 

Holyhead has been 
given government 
funding to extend an 

existing jetty and to build 
a dock suitable for larger 
cruise ships”
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of ¤625,000) for cruise ships. About ¤2.2 
million has been spent expanding the 
docking space of Adossat quay.

In Italy, Civitavecchia, Venice and Naples 
will remain the top three ports but Genoa 
is set to overtake both Livorno and Savona 
and move into fourth place. Civitavecchia is 
developing a new cruise port at Fiumicino 
and is also committed to becoming the 
first in the Mediterranean to invest in shore 
power.

Venice is now planning a 500m mega-
ship berth and terminal at Marghera, 
which will cost ¤105 million and be fully 
operational by 2015. It is also set to 
introduce shore power for four berths.

Shore power connections are also 
part of the ¤250 million being spent to 
redevelop the waterfront at La Spezia. The 
plans include a cruise terminal as well as 
marina, a convention centre, a sports hall, a 

cultural centre, housing and both business 
and retail areas. The terminal will be 
directly linked to the city centre. 

At Genoa a new 340m cruise dock 
should be operational by 2011. Along with 
improvements to an existing terminal 
and a new pedestrian walkway between 
the terminals, this is costing ¤16.6 million. 
Increasing traffic from MSC Cruises 
accounted for most of the port’s 23% 
cruise traffic growth in 2009 and – with 
more calls also scheduled by Royal 
Caribbean Cruises and Louis Cruise Lines – 
will help boost Genoa’s traffic in 2010 by a 
further 17%.

Cruising revenues of ¤13 million now 
represent 1% of Savona’s GDP. The port’s 
main user and shareholder Costa has 
begun work on a satellite passenger-
handling facility behind the latest quay, the 
third, being built at the port.

Ravenna has invested ¤35 million in 
two cruise berths and a terminal, which 
will be fully operational in 2011 as part of 
a waterfront development at Port Corsini 
incorporating four berths and a 300m 
quay. RCCL is part of the consortium of 
private companies – which also include 
Venezia Terminal Passeggeri, Bologna 
Airport and ground operator and port 
agency Bassani – which has been granted 
the concession to operate the new facility.

Temby Harbour, South Wales

In Italy, Civitavecchia, 
Venice and Naples 
will remain the top 

three ports but Genoa is set 
to overtake both Livorno 
and Savona and move into 
fourth place”
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Another major cruise development is 
taking place at Sicily’s Messina, where the 
port authority has spent ¤15.5 million on 
extending an existing berth to 450m and 
a further ¤1 million on a temporary cruise 
terminal. It has plans for two more berths, 
a cruise terminal and marina as part of a 
complete overhaul of its waterfront. 

A new brand – Rail Travel Italy – has 
been created by the Cambiaso & Risso 
Group to operate charter train-based tours 
to Florence and Rome for cruise visitors to 
Livorno and Civitavecchia.

In Spain, Cartagena has spent ¤5.3 
million on extending its pier to allow 
two ships to berth at the same time and 
also enlarging the accompanying cruise 
terminal. Málaga is speeding up work on 
the expansion of its Eastern Passenger 
Terminal so that the ¤15 million project can 

be completed by summer 2011.
Palma, Majorca, is building a 380m 

breakwater and enlarging the docks 
to handle five 300m ships at the same 
time. This is part of a ¤30m investment 
which will also include the expansion of 
one cruise terminal and the upgrading of 
another. In Ibiza a major redevelopment of 
the port facilities is taking place which will 
include a new passenger terminal. 

Cadiz has spent nearly ¤500,000 
converting an existing maritime station 
into a cruise terminal capable of handling 
homeporting ships. A new homeporting 
client is Ibero Cruceros, which has also 
been using Bilbao for the first time this 
year. Bilbao built a new mobile passenger 
terminal to help cope with the new traffic.

The second stage of Valencia’s 
expansion of its cruise facilities will begin 
in 2015 and it will include more berths and 
terminals. Alicante has spent ¤4.5 million 
on revamping its cruise terminal with a 
view to positioning itself as both a transit 
port and also a potential cruise homeport.

In France there is a long-term ¤600m 
plan to extend both cruise and ferry 
facilities in Marseille’s eastern harbour. The 
port expects 700,000 passengers in 2010 
and is targeting 1 million in 2011.

In Turkey a $2 million terminal is part 
of a $6 million development plan for 
Port Akdeniz; Bodrum has a newly-built 
240m pier; Alanya plans to expand its 
berths and upgrade facilities; Marmaris 
has a new pier and expanded terminal 
and is planning a new $8 million pier to 
double its docking capacity to four ships. 
Izmir is creating a new port – Uckuyular 
– with two piers of 525m and 320m; and 
Istanbul is the subject of a private sector 
plan to incorporate three new berths in a 
development which would increase the 
city’s capacity to more than 1 million cruise 
visitors. 

In Greece, three passenger terminals at 
Piraeus have been renovated and there 
are plans to extend the new terminal 
created at one end of the port for the 
larger ships. It should also have benefited 
most from the beleaguered Greek 
government’s plan to finally end cabotage-
based crewing restrictions for international 
brands seeking to homeport; however 
there are genuine fears that the legislation 
may be watered down as it passes 
through parliament to such an extent as 
to remove the incentive for international 
brands to homeport.

Spanish ports cruise traffic

Port
Passengers

2007
Passengers

2008
Passengers

2009
Change ’09 vs 

’08

La Coruña 49,854 57,517 53,574 –6.9%

Alicante 72,063 82,487 96,615 17.1%

Algeciras  0 53 0

Almeria 36,439 60,695 38,903 –35.9%

Balearics 1,218,254 1,314,074 1,238,152 –5.8% 

Barcelona 1,765,838 2,074,554 2,151,465 3.7%

Bilbao 22,972 37,126 28,995 –21.9%

Cadiz 187,164 224,905 235,324 4.6% 

Cartagena 39,922 35,374 67,916 92.0%

Ceuta 13,308 32,606 9,300 –71.5%

Ferrol–San Cibrao 3,158 3,722 2,445 –34.3% 

Gijon  1,681 6,125 4,537 –25.9%

Huelva 811 201 525 –161.2%

Las Palmas 439,493 576,412 611,701 6.1%

Malaga 292,567 352,993 487,955 38.2%

Melilla 1,495 1,390 0

Motril 5,495 2,676 3,460 29.3%

Pasajes 0 87 0

Santander 4,741 21,291 14,557 –31.6%

Seville 16,361 18,089 20,913 15.6%

Tarragona 4,639 2,847 2,223 –21.9%

Tenerife 521,296 557,371 580,605 4.2%

Valencia 179,209 199,335 184,909 –7.2%

Vigo 150,478 216,333 222,948 3.1%

Vilagarcia 4,970 5,289 3,549 –32.9%

Total 5,033,907 5,883,552 6,060,571 3.0%
 

Source: Puertos del Estado (Spanish State Port Authorities)

Palma, Majorca, is 
building a 380m 
breakwater and 

enlarging the docks to 
handle five 300m ships at 
the same time”.
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Among the islands, Kos plans to extend 
its 170m pier to 300m in 2011 to make itself 
accessible to the larger ships.

In Cyprus, transit cruise calls are being 
switched to Larnaka where a new 
passenger terminal, marina, superyacht 
facility and hotel are being built. A ¤18 
million passenger terminal and quay 
extension at the island’s designated 
cruise homeport of Limassol should be 
operational by the end of 2011. 

A major study on Black Sea cruise 
tourism trends has been commissioned 
by the port of Odessa, which also joined 
the other Ukrainian ports in offering 20% 
discounts on port fees for cruise lines in 

2010. They also offered 100% discount for 
a third call made by any ship of a single 
cruise company during the year. Sochi 
has a project to enable it to handle three 
mega-ships at a time. 

The Adriatic ports of Koper, Rijeka and 
Zadar are all building new terminals, while 
Dubrovnik has completed a new 800m 
pier.

Tunisia’s leading port of La Goulette (for 
Tunis) opened a new tourist village in May, 
alongside two new berths, which together 
have increased its cruise capacity by 50%. 
Having handled 752,000 passengers in 
2009, it is targeting 795,000 in 2010 and 1 
million by 2020. D 

The second stage of 
Valencia’s expansion 
of its cruise facilities 

will begin in 2015 and it will 
include more berths and 
terminals”

Santorini, Greece
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Did you know that people from 
Liverpool and Manchester are 
rated the funniest in the UK? But 

that, on average, British people laugh 
three times less today than they did in the 
1950s?

If you’d taken one of the ‘Laugh Alive’ 
themed cruises’ run by Ocean Village 
Holidays a few years ago, you would 
have had all these facts at your fingertips 
– and evidence that launching a funky 
new cruise brand in a busy marketplace 
can be a more serious business than it 
appears.

Ocean Village – a P&O Cruises 
subsidiary launched in 2002 to take on 
budget cruise brands created by British 

tour operators Thomson and Airtours 
– succeeded beyond all expectations 
by courting young, new-to-cruise 
holidaymakers with an irreverent, offbeat 
approach to holidays at sea.

Presenting itself as the cruise line ‘for 
people who don’t do cruising’, it captured 
headlines, the public imagination and 
a strong following by tearing up the 
cruising rulebook. And though its two 
ships were certainly not the newest on 
the block – Ocean Village was launched 
as FairMajesty in 1987, and Ocean Village 

Two was the 1990-vintage Crown Princess 

– they created an onboard experience 
which was truly avant garde in the UK 
market.

launching a funky 
new cruise brand in 
a busy marketplace 

can be a more serious 
business than it appears."

Grenada

Barbados

St Maarten

Antigua
St Kitts

Dominica

Tortola

St Lucia

Tobago 

Isla Margarita

St Vincent

When one beach
just isn’t enough
Want more from a Caribbean holiday than two weeks on the same beach?
How about having a different Caribbean island to enjoy almost every day?

With Ocean Village you can get the sand between your toes
on not one but eleven tropical islands. And should you ever
have enough of the beach, you'll find loads of fun ways to
explore. Sail aboard an America's Cup yacht in St Maarten,
swim with dolphins in Tortola, join a jeep adventure in Antigua.
Rather take things easy? Then head for the super-exclusive
island of Mustique from St Vincent, or get in the Latin
American groove on Isla Margarita. On board, you'll find life
as laid-back as the Caribbean itself with no stuffy formalities,
no dress codes and no fixed mealtimes. With flights, 24/7
dining and modern entertainment all included in the price,
there's every reason to relax.

14 night Caribbean cruises
2010 06 Jan 13 Jan 20 Jan 27 Jan 03 Feb 10 Feb 17 Feb 24 Feb

Prices £1,399 £1,359 £1,369 £1,379 £1,389 £1,399 £1,419 £1,389pp from

Prices are per person based on 2 adults sharing an NN grade inside cabin, flying from Manchester to Barbados on the date
displayed, subject to availability. Gatwick and Birmingham flights available at a supplement. Activities ashore are not included. 

0845 358 5000
www.oceanvillageholidays.co.uk

visit your ABTA Travel Agent

The rise and fall of an 
innovative brand
Carnival’s decision to close down Ocean Village Holidays 
and send the ships to P&O Cruises Australia shocked the 
UK cruise market. Maria Harding traces the rise and fall of a 
truly innovative cruise line.
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All-day buffets and pay-extra speciality 
restaurants – one on each ship, run by up-
and-coming celebrity chef James Martin – 
replaced the staid two-sitting silver-service 
dining which prevailed on mass-market 
ships at the time.

Entertainment was revolutionised with 
a spectacular once-a-week ‘Moon Show’ 
– an extravaganza of lasers, music, 
flame throwing and stunning acrobatics, 
conducted high over the top deck from 
a specially constructed bridge. And in the 
ships’ theatres and show lounges, old-
fashioned ‘feathers and fishnets’ revues 
were ditched in favour of performances 
by tribute bands, stand-up comics, trapeze 
artistes, jugglers, magicians and street 
entertainers. 

Passengers were encouraged to get in 
on the act as well. Juggling, drum-playing 
and trapezing classes allowed them 
to stretch both their muscles and their 
imaginations, while a range of innovative 
shore excursions left the coaches behind 
and took people exploring by mountain 
bike or kayak, on roller skates, astride a 
Harley Davidson or even on the end of an 
abseiling rope.

At the time there was nothing quite 
like it in the UK market, though AIDA 
had pioneered a similarly casual style of 
cruising in Germany, albeit at a higher price 
level and – as it grew – with custom-built 
new ships.

The fast-moving cruise business quickly 
snapped up – and surpassed – such 
ideas with ever more innovative new ships 
much less tired and expensive to run than 
Ocean Village’s. But the creators of the 
brand deserve real credit for the small but 
significant part they played in transforming 
the cruise industry – and the public 
perception of cruising.

How did a budget brand with, frankly, 

elderly ships manage to make such a 
splash? And what were the challenges 
involved in launching a new brand into a 
cruise market which – though growing 
rapidly – was being courted not only 
by home-grown brands but also big-
money contenders from the US? Two of 
the Ocean Village’s creators, Managing 
Director Nick Lighton and Marketing 
Director Gill Haynes, explain how they 
went about fulfilling the brief.

The biggest challenge in creating 
Ocean Village, according to Lighton, was 
to rival the low-cost cruises run by UK 
tour operators without cannibalising P&O’s 
business by winning bookings business 
away from the parent brand.

This meant developing an entirely new 
customer base. “At that time there was a 
whole audience of 35–55 year olds not 
being addressed by the cruise market; 
people who saw cruising as stuffy and 
formal, all evening gowns and cocktail 
parties; people who wanted a very 
informal, holiday resort-style atmosphere,” 
says Lighton. “Those were the people we 
went after.”

To find them, he and his team combed 
the P&O and other databases for cruise 
‘rejectors’ – people who had taken four-
star holidays in the past but consistently 
refused to cruise – and set out to win 
them over.

“It was important that we never used 
the ‘c-word’ or associated ourselves with 
cruising,” says Haynes. “Hence Ocean 
Village HOLIDAYS. We chose non-cruise 
advertising agencies and PR companies 
to work with, as we wanted a completely 
different mindset; and indeed some of our 
advertising relied on deliberately rejecting 
the image of the traditional cruiser.”

She recalls an advert prepared for the 
travel trade press during the travel awards 

Lighton: The 
biggest challenge 
in creating Ocean 

Village was to rival the 
low-cost cruises run by 
UK tour operators without 
cannibalising P&O’s 
business."

wild Like to go
   one better 
      next summer?

a Med holiday 
for two!
See inside for details.

winFrom glamorous Riviera beaches to sun-baked Greek 
islands, there’s a goody bag of Mediterranean options 
to choose from. Hit the cultural high-notes in Rome or 
Florence one day then join the high-rollers in Monte 
Carlo’s casino or the designer shoppers in Milan the next. 
Or island-hop around the Eastern Med, mixing Venetian 
gondolas with medieval cities and the turquoise coves of 
Croatia and Corfu. Enjoy the Turkish delights of Istanbul 
and ancient Ephesus with a dash of Greek mythology. 
Or explore the ancient city of Cairo and the wonders of 
the Tutankhamun, the Pyramids and Sphinx. 

Fresh sights await you every day. Doesn’t that beat the 
same view from the same hotel for a whole fortnight? 

Like to try new things?
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season which featured an elderly man in a 
dinner jacket saying ‘Well, I wouldn’t vote 
for Ocean Village’ as an example of how 
the fledgling brand strove to distance itself 
from the cruising norm.

But Ocean Village’s most successful 
point of difference was its decision to 
home in on a medium which at that 
time was barely associated with cruise 
marketing – drive time radio.

“It was a bit of a risk at the time, as the 
budget was fairly limited and £20,000 
would have bought us a big ad in the Daily 
Mail – the most effective newspaper for 
cruise sales,” Lighton recalled. 

“Instead we spent it on a week of ads, 
sponsored games and promotions on 
London-based Capital Radio – and got a 
tremendous response. We realised from 
there that radio was a great medium 
for putting pictures into people’s heads, 
getting across how different our product 
was, and attracting a whole new audience 
who previously would not have considered 
cruising.” 

Drive time radio also had the advantage 
of appealing to a very different market 
from P&O Cruises. This was vital as Ocean 
Village could not be linked at all to the 
P&O name; it had to stand alone and 
create its own identity.

Such was the success of the initial 
radio campaign in achieving this that, as 
the Ocean Village lifecycle progressed, 
most press ads were dropped and radio 
became the main vehicle for telling the 

brand’s story. (Local TV later came into the 
mix as the revolution in video technology 
caused TV advertising rates to tumble 
dramatically.) 

Nowadays cruise advertising and 
promotion is commonplace on radio, but 
this was yet another way in which Ocean 
Village broke new ground.

So, as it prepares to lower the shutters 
for the last time, I ask Nick Lighton if the 
brand had achieved what was expected 
of it – and how it had changed in its eight-
year life cycle. 

“Looking at Ocean Village today you 
won’t see much difference from the way 
it worked at the outset, as we pretty much 
achieved what we wanted at the start,” he 
says.

“Up to 75% of our early passengers 
were newcomers or relative newcomers 
to cruising, who had crossed over from 
traditional beach holidays or only tried 
other tour operators’ cruise products.

“So initially we had to offer two-week 
cruise-and-stay holidays for them, as 
they wanted the security of a bucket-
and-spade holiday week just in case they 
didn’t like the sea bit. But the land element 
was dropped quite early on, as those who 
had taken a cruise-and-stay the first time 
invariably opted for a two-week cruise on 
their second trip. 

“The rest of our passengers were 
traditional cruisers in search of something 
a bit different, or simply more affordable. 
But to our relief less than 5% of 
passengers came over to us from P&O. It 
would have been a problem had it been 
more.”

As it turned out, Ocean Village’s obvious 
success could not save it from the chop; 
with ageing fuel-hungry ships and with its 
bright new ideas largely hijacked by other 
fast-expanding cruise lines, the little brand 
fell foul of its parent company’s policy of 
always looking to see where its ships can 
be the most profitable – even if it means 
them switching brands and, in Ocean 
Village’s case, closing the brand down in 
the process.

But as Ocean Village sails into the 
sunset, with its remaining ship heading 
Down Under before the end of the 
year, the many travellers who cut their 
cruising teeth onboard its funky and very 
innovative ships will be sorry to see it go 
– and Carnival UK will be hoping they find 
something else to suit them among its 
other brands. D

Lighton: Drive 
time radio had 
the advantage 

of appealing to a very 
different market from 
P&O Cruises.

Caption
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Selling cruises 
to the young
With age-related kids’ activity programmes, virtual reality 
arcades, bungee trampolines, Rock schools, circus skills 
classes and myriad other facilities available on modern 
cruise ships, getting younger travellers attuned to the 
pleasures of holidays at sea has been child’s play, writes 
Maria Harding. Or has it?

The variety of activities for the 
younger set onboard has 
developed enormously in recent 

years, and they have certainly responded 
positively to the offer. But keeping 
families loyal to a brand and coming back 
for more – particularly in these harsh 
economic times – has proved rather more 
testing. And when it comes to decision 
time over where the average family is 
going to spend its holidays, it’s vital not to 
underestimate the importance of ‘pester 
power’. 

As Norwegian Cruise Line President and 
CEO Kevin Sheehan points out: “Latest US 
research suggests that 40% of holidays 
are now chosen primarily by kids – and 
even if they can’t nominate the holiday 
they want, they can certainly overturn any 
holiday decisions they don’t like.”

So youngsters are very important to the 
cruise business – not least because they 
increasingly have a say, not only in their 

parents’ holiday plans but also in those of 
their grandparents.

“We’re getting a lot more three- and 
four-share cabins booked, not only by 
parents but by older people bringing the 
grandkids along for some quality time,” 
Sheehan said. 

“And our top-level garden villas have 
attracted bookings from some very 
wealthy and high-profile people who 
want a break they can involve their whole 
families in.”

One thing is clear: kids are big business, 
not only as the cruisers of tomorrow 
but as a major influence on the decision 
makers of today. So anything that 
switches them on to – and keeps them 
interested in – cruising is good news for 
operators.

How to achieve this is another matter, 
as there are (quite rightly) strict rules 
forbidding companies from marketing 
directly to minors – something Royal 

Caribbean International was forced to 
consider when it rapidly abandoned plans 
to launch a past cruisers’ loyalty club for 
British youngsters in 2007. 

Imaginative use of the modern 
youngsters’ spiritual home – the Internet – 
has proved to be the answer for Carnival 
UK’s British subsidiary P&O Cruises, which 
has invested substantially in creating The 
Reef, a special area of its main website 
dedicated to younger cruisers.

The cyber-facility – which children are 
told about via e-mails and mail-shots to 
their parents – was launched in 2008 
when P&O set out to build awareness of 
its new family-oriented megaship Ventura.

“We’ve always offered cruises for 
families – they’ve been part of the P&O 
proposition since the year dot – but we’d 
never made much of a noise about it until 
Ventura came along,” says P&O Head of 
Brand Marketing Philip Price.

“With a ship designed for families, we 
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decided it was time to present our family-
friendly aspects – but it’s been a fine line 
to tread, as we need to make families 
feel welcome and well catered for without 
giving our older clientele the impression 
that our ships will be swamped by children 
every summer.

“So we decided to feature a family on 
the cover of our 2007 brochure – which 
was a very big step for us as information 
for families had previously been kept right 
at the back of the brochure – and in 2008 
we launched The Reef website.” 

The family market is certainly important 
enough for P&O to spend money 
courting it. Some 12% of the line’s annual 
passenger carryings –about 45,000 
people – are in family groups, and that’s 
only counting children under 17.

“When they’re 18 they may still be 
travelling with parents or grandparents 
but they are classed as adults and so not 
included in family statistics,” Price said.

Of course, youngsters brought on family 
cruisers today could well be bringing 
their own children along in a few years’ 
time – which is why P&O spent more than 
£100,000 developing the website for them 
(www.pocruises.com/reef).

As with children’s club programmes 
aboard P&O ships, The Reef has quizzes, 
fun and games designed for four separate 
age ranges. Splashers is the sub-section 
for two- to four-year-olds, while Surfers 
caters for fives to eights. Nine- to 12-year-
olds are Scubas, and 12s to 17s meet and 
mingle in the H2O-zone. 

Young visitors can communicate with 
each other by message, but cannot chat 
live online. “We initially considered creating 
a Bebo/MySpace type area,” says Price, 
“but that raised the problem of child 
protection – and that’s such a sensitive 
area we decided not to go there.”

So although messages can be sent 
(with the e-mail of the sender passed 

Price: we decided 
to feature a family 
on the cover of our 

2007 brochure – which 
was a very big step for us 
as information for families 
had previously been kept 
right at the back of the 
brochure.”

Philip Price
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on to the recipient), users’ information 
is not in any way accessible and there 
are no cookies to record information for 
marketing purposes. “We know how 
many kids are interested in The Reef at 
any one time, but that’s about it.”

Since it was set up 18 months ago The 
Reef has attracted some 65,000 individual 
users. “Kids who’ve travelled with us get 
a Reef postcard as part of their goodbye 
goodie bag from the kids’ club, and we 
also write and e-mail parents with details 
of where it can be found,” Price says.

“We keep the site fresh and maintain 
interest by updating games periodically. 
To date it’s cost us around £1.25 per user, 
and we believe it’s unique to us. 

“Kids don’t read letters; playing on a 
computer is what they do, so this where 
we need to speak to them.”

While P&O carries on the fun online, 
other mass market cruise lines are 
concentrating on wooing the kids’ vote 
onboard by investing massively in tie-ins 
with major entertainment companies and 
film studios.

Earlier this year Norwegian Cruise Line 
tied up a three-year deal with US cable 
TV network Nickelodeon which saw two 

of its latest ships, Norwegian Jewel and 
the brand-new Norwegian Epic offering 
character meet and greets, interactive 
game shows and themed cruises 
featuring Nickelodeon show stars and 
premieres.

Bagging a tie-in with such a well-known 
family brand – which launched the popular 
series The Rugrats and SpongeBob 
Squarepants – was one in the eye for 
Disney, whose ships have until now led 
the way in popular character-led cruise 
entertainment. 

“Combining the worldwide appeal of 
Nickelodeon characters with Freestyle 
cruising will create the ultimate experience 
at sea for families,” claims NCL Chief 
Executive Kevin Sheehan.

And wooing families pays off, even 
in straitened economic circumstances 
– as 21st century parents like to indulge 
their offspring. “Onboard revenues have 
recovered much more quickly than we 
anticipated, largely because parents bring 
their children along to enjoy premium 
onboard experiences like a Japanese meal 
at the teppanyaki grill,” Sheehan adds.

But the battle for the hearts and minds 
of youngsters – and the spending power 
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of their parents – took another turn when 
Royal Caribbean International scored the 
major coup of a tie-in with entertainment 
giant DreamWorks, whose movie hits 
include the Shrek movies, Madagascar, 
Kung Fu Panda and How to Train Your 
Dragon.

The deal will see DreamWorks 
characters and entertainment debut 
on RCI’s new 220,000-ton Allure of the 

Seas when it is launched in December. 
Sister ship Oasis of the Seas and the 
150,000-tonners Freedom of the Seas 

and Liberty of the Seas will also get the 
DreamWorks treatment early in 2011.

As well as character parades and 
character meals, there will be 3D films 
in retrofitted 3D cinemas; How to Train 
Your Dragon ice shows and Madagascar-
themed aqua shows.

Both RCI President Adam Goldstein and 
DreamWorks CEO Jeffrey Katzenberg see 
the deal as a marriage made in heaven. 
“In terms of size, scale and customers, 
Royal Caribbean is the perfect fit for us,” 
Katzenberg says. 

And Goldstein agrees that the deal 
will make the most of both brands’ 
international appeal. “At least 30% of 

passengers for these four ships are 
sourced outside the US, so the global 
appeal of DreamWorks makes it an ideal 
match,” he says. “An alliance such as this is 
only possible now that the cruise industry 
has reached a critical size and impact.”

But these big cruise lines and their 
new entertainment industry partners 
won’t have it all their own way. With its 
newest ship Disney Dream due off the 
blocks next year, the ‘big daddy’ of mass 
entertainment has a few cards up its 
sleeve to keep families entranced. New 
features will include the AquaDuck – 
cruising’s first ‘watercoaster’ – and artwork 
dotted about the ship which ‘magically’ 
comes to life.

Inside cabins will have ‘virtual portholes’ 
relaying live footage from four cameras 
placed around the ship (with an occasional 
swim-past by characters from Finding 
Nemo) and new features in the Kids’ Club 
will feature Andy’s Room from A Toy 
Story, where kids can experience being 
‘toy sized’ – and a Finding Nemo-themed 
submarine.

It may be child’s play, but some very 
grown-up thinking is being devoted to the 
business of keeping kids happy at sea. D

Adam Goldstein

Goldstein: At least 
30% of passengers 
for these four ships 

are sourced outside the 
US, so the global appeal 
of DreamWorks makes it 
an ideal match.”
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Social media
and cruise lines
 
By Maria Harding

Jim Berra

You may think Twitter is twaddle 
and find it hard to be bothered 
with blogs or face up to 

Facebook. But if you are running a cruise 
line or trying to promote a port, it is 
becoming increasingly necessary to turn 
on, tune in and tap out messages to the 
millions for whom electronic messaging, 
texting, blogging and other forms of 
social networking have become almost as 
natural as breathing. For social media is 
here to stay, and its influence is growing. 

Earlier this year eTurbonews.com 

published the results of a survey into 
social media usage, which was conducted 
among 2,200 North American adults in 
October 2009. It found that 60% of active 
travellers had visited a social networking 
site, around a quarter had visited a chat 
room or posted content to a blog – and 
nearly half (46%) checked in every day to 
see new postings.

Facebook was the main social site 
visited (having attracted nearly half of 
those surveyed, one third of whom had 
posted a personal page), while a quarter 
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of the active travellers surveyed had 
visited MySpace – and both sites had 
gained a significant increase in usage 
compared to a year before.

And although the sites’ content does 
not seem to influence users’ evaluation 
and choice of holiday destinations or 
travel suppliers at present (only one in 
ten Facebook users was seeking travel-
related information), the chances are that 
the situation could change very quickly as 
these sites increase their level of market 
penetration. 

Indeed, YouTube already consistently 
outshines TripAdvisor in terms of attracting 
searches for content.

So the message is clear, and getting 
louder: any company or organisation 
which wants a serious presence in today’s 
marketplace just has to take the plunge 
and get involved in social media.

And the world’s cruise lines are taking 
heed – so much so that this year’s Cruise 
Shipping Miami Convention featured its 
first-ever session devoted to the weird and 
wonderful world of social media.

The move highlights just how involved 
key industry players like Carnival Cruise 
Lines (CCL), Royal Caribbean International 
(RCI) and Norwegian Cruise Line (NCL) 
are becoming in this fast-growing new 
medium.

“Social media expands our dialogue 
with consumers, largely removing the 
‘listening barrier’ to brands and creating the 
opportunity for us to actively participate,” 
says CCL Senior Vice President and Chief 
Marketing Officer Jim Berra, adding that 
social media “is not going away, so it is 
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critical to have multiple assets across 
various outlets”.

CCL has more than 100,000 friends and 
fans on Facebook, a Twitter following of 
around 15,000 travel agents, and a highly 
successful blog by Cruise Director John 
Heald which has attracted more than six 
million visits since its launch three years 
ago. “These assets can be used in multiple 
ways to market our brand and extend our 
reach,” says Berra.

RCI showed just how effectively that 
can be done when it launched Oasis of 

the Seas. On the day the huge new ship 
arrived in Florida it was the number one 
search item on Google, and a ‘webisode’ 
featuring its captain attracted 200,000 
viewers. Videos of the ship’s building and 
launch soon clocked up 13 million plays.

Even more impressively, RCI used social 
media to reverse a tide of negative press 
and public opinion over its decision to 
continue taking passengers to its private 
beach at Labadee after Haiti was rocked 
by a devastating earthquake. 

Marketing Senior Vice President Betsy 
O’Rourke says RCI’s website, President 
Adam Goldstein’s blog and Facebook 
were used as key outlets to stream 
information updates to guests, crew and 
the media. They answered criticism by 
pointing out that the line had continued to 
call at Labadee in order to help the Haitian 
economy, support local employees and 
their communities, and deliver supplies and 
donations.

A critical piece published in the UK’s 
The Guardian had sparked negative 
publicity and a fierce debate on message 
boards, blogs and Tweets, says 
O’Rourke. “This gave us three choices: 
to change course – not an option; to join 
the conversation directly; or to tell our 
side of the story using our social media 
platforms to communicate our position and 
commitment to relief efforts.”

RCI chose the third option, and it paid off. 
Within a week of the Guardian story going 
to press, negative comments about RCI ‘s 
involvement in Haiti were being drowned 
out on key social media by a ratio of six 
supportive comments to every negative one.

“This shows how fast-evolving social 
media platforms have become an 
important component to the overall 
marketing mix,” O’Rourke says. “They are 
a source of consumer engagement, insight 
and competitive intelligence as, by listening 
to consumer-generated conversations, 

we are able to identify influencers, such 
as key bloggers; track threats; find out 
how consumers rate us compared to our 
competitors; and assess receptivity to 
product launches and campaigns.”

Indeed, so important has social media 
become that top cruise executives are 
increasingly viewing participation in Tweets 
or blogs as an intrinsic part of their job. 

NCL Executive Vice President for Global 
Sales and Passenger Services Andy 
Stuart has become something of a star 
Tweeter with his @nclandy persona on 
Twitter, conducting ‘Twitterviews’ with 
selected guests and generally entertaining 
his company’s legions of cyberfans. He 
has said he got involved simply because “I 
was told I would be irrelevant if I didn’t.”

With a third ship to market from the end 
of this year, even Peter Shanks, President 
of Carnival UK’s ultra-conservative British 
brand Cunard, is a familiar figure on the 
social media scene with his regular blog. 
“We also have a presence on Facebook 
and other sites, and we have appointed 
separate teams in the UK and the US to 
monitor websites,” he says. 

“The new Queen Elizabeth will allow 
us to broaden our product range, so 
we will no longer be seen solely as a 
Southampton-based transatlantic and 
world cruise operator. 

“With fly-cruises out of US West Coast 
ports on offer from 2011 we want to become 
even more established in the US and to build 
a presence in Germany, which is a promising 
market for us – our first cruise sailing round-trip 
from Hamburg attracted 2,200 local bookings. 
Social media is a means of getting a strong 
message across to several markets at once.”

Cunard’s Carnival stablemates P&O 
Cruises, Princess Cruises and Yachts 
of Seabourn also have social media 
development on their agendas.

“Social media plays a part in helping us 
differentiate our brand,” says Seabourn’s 
UK and EMEA Sales & Marketing Director 
Andrew Magowan. “We have our own 
sites on Facebook and YouTube and, 
while I do not think it is necessarily the 
key to attracting massive numbers of 
new guests, it doesn’t do us any harm 
to be there. It gets a dialogue going with 
consumers. 

“Going on Facebook was a bit of a joke 
a few years ago, but now some pretty 
serious people are taking a look and 
getting involved “ 

P&O Cruises now employs a full-time 

Stuart: NCL 
Executive Vice 
President for Global 

Sales and Passenger 
Services Andy Stuart has 
become something of 
a star Tweeter with his 
@nclandy persona on 
Twitter."

Andy Stuart
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Lingard: To some 
extent social media 
is a drain on our 

resources, in that we 
have to employ people 
to ‘police’ our website 
and monitor others for 
negative coverage.”

Nigel Lingard

social media specialist, and the company 
recently revamped its website to include 
a ship and cruise review section similar 
to that run by the UK’s most high-profile 
online cruise agency, cruise.co.uk.

“It was quite a bold move for us, as it 
meant we were inviting negative as well 
as positive comments – and it is our policy 
not to respond to, remove or interfere 
with postings in any way unless they use 
offensive language or name members of 
staff personally,” says P&O Cruises Head 
of Brand Philip Price. 

“But we have only had to intervene 
twice for those reasons since the website 
has been up as, generally, people behave 
well. And we leave it to passengers to 
talk among themselves, as we find that 
they will respond to negative comments 
by defending the brand – without any 
intervention from us.” 

P&O is also active on Facebook 
and YouTube, posting its own videos 
and encouraging passengers to post 
pictures of themselves having a good 
time onboard. Price is not a big fan of 
Twitter – “It’s largely people exchanging 
mundanities” – but sees the point of 
getting James Cusick, a P&O purser and 
popular blogger, on there. 

“It is important to engage with 
customers and develop a conversation,” he 
says, “though of course staff have a job to 
do, so the time they can afford to spend 
blogging is limited.”. 

An alternative strategy is to invite prolific 
bloggers from the web along to events 
– like this year’s naming of the line’s 
latest newbuild, Azura – and get them to 
spread the word themselves. But in the 
rather shouty and overcrowded world of 
blogging, Price admits it can be hard to tell 
the sheep from the goats. 

“Of course, it is difficult to quantify what 
real followings these bloggers have and to 
put a commercial matrix onto social media 
generally. We are investing more in our 
online budget, but that is partly because 
we are saving some money through 
technology – because, for example, some 
people are happy to download a brochure 
rather than request a hard copy.” 

Nigel Lingard, UK Director for Fred. Olsen 
Cruise Lines (FOCL), has also found modern 
technology to be a double-edged sword 
when it comes to costs. “To some extent 
social media is a drain on our resources, 
in that we have to employ people to 
‘police’ our website and monitor others for 

negative coverage,” he says. 
“On the other hand we are saving costs 

by doing more of our administrative tasks 
online, and thus minimising the time and 
money staff were spending on admin 
phone calls.”

With its older, traditionally British 
passenger profile, you might think that 
FOCL would not need to be at the forefront 
of social media development – but current 
research would prove you wrong.

“Usage among our target audience 
is steadily growing,” says Lingard. “IT 
experts say the fastest-growing sector 
of Facebook users comprises women 
aged 55 and over – and they are the main 
decision makers when it comes to buying 
cruises. So we need to be aware and 
connected.” 

All of which should convince even the 
most sceptical that it is time to take a 
closer look at social media. But what are 
the rules of engagement? 

CCL’s Berra has some hot tips. “Believe 
me, consumers can sniff our corporate 
jargon and marketing speak a mile off 
and if they catch it, they’ll tune out,” he 
says. “The more ‘human’ you can be, 
the better your chance of developing 
a genuine connection – even when that 
means acknowledging mistakes.”

It is also vital for companies to be 
responsive. “If you are going to be a player 
in social media, you need to maintain a 
constant presence – and be there when 
consumers need you,” he said. 

“If you are not ready to give excellent 
customer service, you’d better stay away, 
as customers expect it and everyone will 
be looking to see how you handle it.  I 
can’t stress strongly enough that you have 
to be on your game when it comes to 
responding to questions.”

Berra believes that use of social media 
will become more clearly quantifiable as 
major sites mature and go looking for 
advertising spend. In the meantime, he 
says, “Like any marketing channel, a test 
and learn approach, with clear analytics, is 
how you get better.”

But perhaps the best advice is aimed 
at ageing top executives who find social 
media something of a mystery but need 
to connect with the next generation of 
cruisers who watch less television and 
read fewer mailshots but instinctively trust 
the wisdom of their social networks. 

“Hire smart young people,” Berra says, 
“and then leave them the hell alone.” D
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Back in the late 1970s I was at a 
cruise ship dinner table when one 
of the US passengers declared 

that he had deliberately chosen this 
Caribbean itinerary because it did not 
include Jamaica. “I would never go there,” 
he said. “It is far too dangerous.”

Now there were some political 
problems in Jamaica at the time, but what 
trouble there was had been confined to 
Kingston, well away from the cruise ports. 
I had been there on business – away 
from Kingston – half a dozen times in the 
previous year, and witnessed nothing to 
concern me or any of the tourists.

But there had been a lot of bad publicity, 
particularly in the US media, so I had some 
sympathy with the man’s fears – until he 
mentioned that he came from Atlantic 
City. At the time this had been identified 
as being the most violent city in North 
America, so almost anywhere he travelled 
to on holiday was going to be significantly 
safer.

I was reminded of this breathtaking 
example of double standards when 
monitoring the online response to the 
tragic death of a cruise passenger caught 

in gang-related crossfire in St Thomas, 
USVI, in July.

One comment from a US poster on a 
cruise website caught my eye. “I never 
realised,” she wrote, “that St Thomas had 
a crime problem. I would never have gone 
there if I had known.”

She didn’t say where she lived, but I 
wouldn’t mind guessing that – wherever it 
was – it had a “crime problem”, too. Pretty 
much everywhere does. 

I live in a sleepy Suffolk town in the east 
of England where I can leave car doors 
unlocked and the back door open for 
the dog to get into the garden when we 
go out for the day. But we had a murder 
in the town last year, and another one a 
couple of years before that.

None of us here are walking around 
in fear, though, and our tourism has not 
been affected. I suspect that the tourist 
office does not feel the need to mention 
the crimes that we’ve had here; and I don’t 
see the local authorities having to make 
statements about increasing vigilance, 
police presence etc.

But if we were in the Caribbean it would 
be different. The USVI has had to release 

details of draconian police initiatives, 
while tourism officials have launched 
“a communications effort in light of the 
need to address visitor concerns and re-
establish the destination in the minds of 
potential visitors”.

A £12 million marketing and advertising 
campaign is now planned “to showcase 
the positive attributes and appeal of the 
destination”.

Now I take my hat off to them, and hope 
that they have the same positive impact 
as similar initiatives taken by Antigua after 
a Star Clippers passenger was murdered 
there in January. But I cannot help wondering 
what kind of response there would be from 
New York (or London, or Barcelona, for that 
matter) if a cruise passenger was attacked 
there. Or – more to the point – what kind 
would be expected?

I think is fair to say that the media and 
Internet message boards would not be 
advising tourists to steer well clear. That 
only appears to happen to Caribbean 
destinations – and I can fully sympathise 
with those living there, often dependent on 
tourism for their living, who say that this is 
simply not fair. D

Don’t get me started
DWCD’s Tony Peisley takes another look at how the cruise 
industry is being covered in the media – this time looking at how 
cruise passengers respond to the issue of criminal activity in the 
Caribbean.
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fl ysas.com      *Including SAS code share destinations.

Copenhagen Stockholm Oslo Helsinki and more than 60 other Scandinavian destinations*.

No one offers more destinations in Scandinavia than we do. By the way “Vælg” 
means choose in Danish. As in, fl y SAS to your dream cruise and choose your 
level of comfort: Business, Economy Extra or Economy – it’s your choice!

Vælg.




