
7The Voice of TIC
No.4 / 2007

�� !"#$%&
Profit from cruising now!
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The cruise industry today

One of the fastest growing segments of tourism, cruising,
travelling by sea solely for vacation purposes, has its roots

in the early 20th century, while the modern cruise industry started
in Miami in 1966 with Norwegian Caribbean Lines' Sunward .
Asia has been a destination for Western market long and world
cruises since the 1950s. However, high-quality mass market cruising
for Asian passengers did not start until 1993 and 1994 when
Star Cruises set up business in Singapore and Hong Kong
respect ive ly .

Historically, cruising was a way of utilising redundant long-
distance ocean liners during periods of low demand. Starting
with a few contemporary ships in Miami, the modern cruise
industry has evolved into a worldwide vacation form. In the beginning,
cruise ships carried 600 to 800 passengers and were 15,000
to 20,000 tons. Cruises were three to 14 days and mostly in
the Caribbean. As late as 1975, there were less than 20 pur-
pose-built ocean-going cruise ships worldwide. Today, there
are slightly more than 300, carrying over 12 million happy
passengers.

These ships range in size from a yacht-like 3,000 tons to
Royal Caribbean International's 150,000 ton Freedom of the
Seas-class and its upcoming 220,000 ton Genesis-class ships.
However, most of the fleet clusters around 70,000 to 90,000
tons for Panamax (the largest ship that can f it through the
Panama Canal, ~293m x ~32.3m) and 110,000 to 130,000 tons
for post-Panamax (too large for the Panama Canal) ships. Passenger
capacity ranges from an intimate 50 to a bustling 4,500, soon
to be 6,000 plus. Standard passenger capacities are 2,000 to
3,000 for Panamax and 3,500 to 4,000 for post-Panamax ships.
Cruises are as short as one-night getaways and as long as
100-night plus world cruises. However, the most popular
lengths are three to seven nights.

Cruise ships are homeported in North and South America,
Europe, Asia, Africa, Australia and the South Pacific. Though
the Caribbean remains the most popular cruising grounds, cruise
ships can be seen in Alaska; Hawai i ;  along al l  the coasts of
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North and South America; throughout the Mediterranean, Black
and Baltic Seas; throughout Northern Europe; in the Indian Ocean
and along the East and South coasts of Africa; throughout the
South Pacific and in Australia and New Zealand; from North to
South in Asia; and at both ends of the earth in the Arctic and
Antarctica.

 Worldwide capacity stands at more than 15 million
passengers and occupancy rate at 90% plus. Approximately
70% of the market is in North America, 24% in Europe and
4% in Asia. In addition to ocean-going cruising, there is a
rapidly expanding niche market of river cruising. Ranging
from comfortable canal boats to luxurious specially designed
river cruise boats, this market covers the rivers of Europe; the
Mississippi, Columbia and Snake river systems in North America;
the Nile in Africa; the Yangtze in China; and the Ayeyarwady in
Myanmar.

There are numerous cruise brands or cruise lines. However,
based on capacity, the industry is dominated (~80%) by
three corporations, Carnival Corporation (10 brands and approximately
45% of market); Royal Caribbean Cruises (five brands and
approximately 22%); and Star Cruises (three brands and approximately
11%).
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Although there are various classifications used to segment
the cruise market, Cruise Industry News' system of luxury,
premium, contemporary and budget segments forms a good
general basis. The majority (~65%) of cruise ships belong to
the contemporary market segment. These ships appeal to a
broad range of passengers with extensive activities and fantas-
tic entertainment. These ships are usually employed in the most
popular areas on cruises of seven nights or less. Competitively
priced, these are very attractive to first-time cruisers. The next
largest segment (~25%) is the premium market. Concentrating
on service, cuisine and itineraries, these ships are more expensive,
appeal to experienced travellers and make cruises of seven nights
or more.

The budget market (~6%) has virtually disappeared from
North America in the face of price competition from the con-
temporary sector. It still exists with some North American niche
operators but is larger in Europe, notably with Louis Cruises
and Pullmantur Cruises. These ships are general ly older and
offer attractive prices. The luxury segment accounts for ap-
proximately 2-3%. These ships, offering the very finest in service,
cuisine and facilities, vary in size from very small to large. Their
itineraries cover the globe and tend to be seven to 14 nights or
longer. The rest of the market belongs to various niche sectors
serving specialised clientele. Another rough way of segment-
ing the market would be by per diem rates: budget (under
US$100); contemporary (US$100-150); premium (US$200-
300); and luxury (US$300-350 and higher).

Cruising and Hong Kong

Possessing one of the world's finest and most scenic
natural harbours and consistently ranking among the top
tourist destinations, Hong Kong is a prime candidate for a
cruise homeport. Its shipyards and thriving container business
provide a world-class maritime infrastructure while its renowned
hospitality industry provides superb hotel support. Hong Kong's
location at the geographic centre of Asia's cruising regions is
another plus. Airlift is also not a problem.

Basing ships in Hong Kong since 1994, Star Cruises was
joined by Costa Cruises for the 2006-2007 winter and spring
seasons. This winter season will see four homeported ships representing
the three major corporations, Star Cruises' SuperStar Virgo
and SuperStar Libra; Carnival Corporation's Costa Al legra ; and
Royal Caribbean Cruises' Rhapsody of the Seas .  Apart from
one-night getaways, these ships will also visit Xiamen, Haikou,
Sanya, Halong Bay, Kaohsiung, Keelung, Shanghai, Zhanjiang,
Tianjin, Cheju, Nagasaki, Kobe, Tokyo, Manila, Ho Chi Minh City,
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Da Nang, Singapore, Kota Kinabalu and Bandar Seri Begawan,
on cruises from two to 16 nights.

In addition, Hong Kong has been or wil l be visited by a
number of Western market ships on long cruises: Sapphire Princess,
Diamond Princess, Sun Princess, Pacific Princess, Aurora, Oriana,
Amsterdam , Statendam , Seabourn Spirit , Si lver Whisper , Si l-
ver Shadow, Seven Seas Voyager, Seven Seas Mariner, Nautica,
Saga Rose, Europa , Deutschland , Queen Victoria on her maiden
call, and Queen El izabeth 2 on her farewell visit.

Carrying affluent, sophisticated and experienced travellers,
these ships offer a golden opportunity for innovative and individualised
shore excursions, maybe not for the 2007-2008 season but
definitely for 2008-2009. A number of these ships are also
offering segments originating from or terminating in Hong Kong
that can be sold to Hong Kong clients. The short two-to-five-
night cruises offered by the homeported ships present an op-
portunity to famil iarise Hong Kong cl ients with cruising. The
distinct nature of the product, Asian, Italian and American,
opens the door to multiple but unique cruises enjoyed by
the same client. Once someone has cruised, over 80% will
cruise again.

The joy of selling cruises

Simply put, selling cruises is good business. Accord-
ing to the Cruise Lines International Association (CLIA):

� Cruising has the highest rate of guest satisfaction among all
vacation forms, over 45% extremely satisfied.

� Cruisers are more likely than non-cruisers to use travel
agents, not just for cruises but a variety of travel products.

� Cruisers spend more than non-cruisers.

� Cruise lines still pay commissions, minimum of 10% and
even more for high-performing agents. For example,
- A h igh-season premium balcony cabin for a s ix-n ight

transat lant ic  cru ise on Queen Mary 2  would have a
commission of US$660;

- A similar cabin on a 12-night European cruise on Queen
Victor ia  would br ing US$1,000 plus;

- Selling a premium cabin for a full world cruise on Queen
El i zabeth 2  can result in US$7,000-10,000.
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Making contact

Putting the right client on the right cruise is essential for
success. There are several major trade organisations dedicated
to educating travel agents about the cruise product and how
best to sell it. These are:

� Cruise Lines International Association in North America (www.
cruising.org);

� Passenger Shipping Association (PSA) in the UK (www.the-
psa.co.uk); and

� International Cruise Council Australasia (ICCA) in Australia
and New Zealand (www.cruising.org.au).

More information on their training and certification programmes
can be found at their websites.

Trade shows and conferences can provide both informa-
tion and networking opportunities. Travel Trade magazine (www.
traveltrade.com) in cooperation with CLIA holds a number of
trade shows throughout the year which are targeted at travel
agents. These shows also present opportunities to work towards
CLIA certification. The cruise industry's major tradeshow is
the Seatrade Cruise Shipping Convention (www.cruiseshipping.
net) in Miami, usually during the second week of March.
This three-to-four-day conference is attended by over 1,000
delegates from all aspects of the industry and several thou-
sand trade show visitors.Though Miami is very valuable for
learning about the industry and understanding its scope,
networking opportunities are better at one of Seatrade's smaller
regional conferences or at the Travel Trade shows. Seatrade's
last Asian event was the House Party in Singapore in 2005,
which brought together cruise line executives and destination
representatives.

Founts of knowledge

There are also a number of reasonably priced (under US$125
per year) publications that famil iarise travel agents with the
ships and current industry issues. These are:

� Berl itz Complete Guide to Cruising & Cruise Ships (www.
berlitzbooks.com) by Douglas Ward
- well organised, easy access to information, worldwide coverage,

basic information on cruising, detailed information on ships
- published annually
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� Cruise Industry News Quarterly (www.cruiseindustrynews.
com)
- excellent coverage of important industry issues
- company and issues focus gives a good picture of the

industry

� Cruise Travel (www.cruisetravelmag.com)
- ship, port and itinerary information
- good information for travel agents
- published six times a year

� Ocean & Cruise News (www.oceancruisenews.com)
- excellent coverage of industry issues from the passenger

point of view
- excellent classification and value guides, comprehensive

ship and cruise reports
- published monthly by The World Ocean & Cruise Liner

Society (www.wocls.org)

Sally forth!

The new Kai Tak Cruise Terminal is planned to open in
2012. On 9 November 2007, the Government reopened the
request for tenders. The new terminal will greatly increase Hong
Kong's abil ity to homeport ships. More ships mean more op-
portunities to handle inbound passengers, provide pre- and post-
cruise packages, and also sel l cruises to Hong Kong cl ients.
However, armed with product knowledge and enthusiasm,
travel agents don't have to wait until 2012. The opportuni-

ties are there today! 

Dr Andrew Coggins (andrewc@baf.msmail.cuhk.edu.hk) teaches
at the School of Hotel and Tourism Management, The Chi-
nese University of Hong Kong.


