
Ocean Outlook: 
W hat’s Trending

The Neptune Suite on Holland America Line’s ms K o n in g s d a m , which will launch early next year

Travel agents have leaped over the 
hump of 2015 and are now headed 
into the latter part of the year — 
working to enhance sales this year 
and get more business on the books 
for 2016. We talked with sellers 
across the nation about trends 
they’re seeing and how to address 
these for a positive revenue benefit:

Fear of Missing Out 
“There is a societal suffering that 
many travelers face,” believes 
Vicky Garcia, COO and co-owner 
of Cruise Planners, an American
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Express Travel Representative. “It’s 
called FOMO or the ‘Fear of Missing 
Out.’” She cites this as one of the 
biggest trends of 2015.

“Millennials are part of that as 
they are constantly connected on 
social media and seeing their friends 
traveling, so they are more inclined 
to want to experience that as well,” 
she stresses. That’s a good reason 
to be active on Facebook and other 
social channels, look for trends in 
what Millennials and other travel
ers talk about as their bucket list or 
what their friends have done.
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Develop relationships online, and 
put up creative posts that zero into 
these destination desires. The “me” 
generation, the same generation that 
can’t get along without selfie sticks, 
simply does not want to be left out.
If their friends have gone on a Carib
bean cruise, show them how to do it 
bigger and better by selecting a more 
upscale cruise, a cruise to a differ
ent region including Europe, Asia or 
Alaska, and adding on land stays and 
one-of-a-kind experiences that set 
the vacation apart from the norm.

More Choice, More Inclusivity 
just a few years ago, only the luxury 
lines touted their inclusive fares, 
which covered such features as wine 
or gratuities. Today, many lines 
offer various inclusions or “value 
add” promotional programs, giv
ing customers more choices and 
perks. “Several cruise lines are being 
creative and we are really seeing 
our customers taking advantage of 
these better values," says Garcia, 
citing such elements as beverage and
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dining packages, Internet minutes, 
gratuities and photos.

Norwegian Cruise Line guests 
fleet-wide can now buy new Special
ty Dining Packages that puts choice 
firmly in their hands. They simply 
choose the number of nights they’d 
like to dine in specialty restaurants 
and they pay one set price. Prices 
start at $59 per person for a three- 
day package when purchased online 
prior to sailing. For the details, visit 
www.ncl.com/onboard-packages/ 
dining-packages. Separately, Nor
wegian will offer a free unlimited 
premium open bar perk onboard its 
short-cruise ship, Norwegian Sky, 
starting in 2016; the goal is to get 
new cruisers to try a shorter Carib
bean cruise that sails year-round 
from Miami.

Similarly, Royal Caribbean has
decided to keep Majesty of the Seas in 
its fleet (rather than transferring it 
to Pullmantour) to sail short cruises 
from Port Canaveral. New features 
for guests include complimentary 
Voom, the fastest Internet at sea.

In June, ultra-luxury Silver- 
sea Cruises, which already offers 
many inclusions as part of its fares, 
introduced an all-inclusive package 
for all Silver Shadow Asia cruises in 
2016. Included are free shore excur
sions, free Wi-Fi, roundtrip economy 
airfare, transfers and a two-night, 
pre-cruise hotel stay at a five-star 
Shangri-La hotel in Hong Kong. The 
packages are for new bookings on 17 
different departures.

Certainly the most inclusive new 
product is the premium Viking 
Ocean Cruises. The new 930-pas- 
senger Viking Star began sailing 
European itineraries in spring, and 
two more new ships will be delivered 
in the next two years. What’s un
usual? Fares cover everything from 
free unlimited Internet/Wi-Fi to 
paid gratuities, free shore trips and 
complimentary wine with lunch and 
dinner, among other perks.

However, while many lines have 
added more choices or value-add 
inclusions into their product line, 
Celebrity Cruises is actually taking 
the trend to a new level. Effective

July 6, it changed its permanent pric
ing structure to build on the success 
of earlier “1-2-3 Go” promotions. 
From now on, guests sailing in 
oceanview and above category cabins 
will have a choice of three different 
levels of inclusive fares. “Go Big" is 
the lead-in price and guests choose 
one value-added inclusion — either 
a classic beverage package, unlim
ited Internet, prepaid gratuities, 
or an onboard credit of $300 per 
stateroom ($150 per person, double 
occupancy).

By choosing a bit higher fare,
“Go Better,” clients can choose two 
of the four amenities, while the top- 
of-the line “Go Best” packages give 
the guest all four inclusions. Plus, 
“Go Best” substitutes a premium 
beverage package in lieu of the clas
sic beverage package. In many cases, 
pricing has been adjusted accord
ingly upward, but Celebrity’s Dondra 
Ritzenthaler says the guest is still get
ting a good deal — because the cost 
works out to less than what the guest 
would have spent by paying the past 
cruise fare and then paying out-of- 
pocket for the inclusions onboard.

The reality is that the price integ
rity is maintained for the line, cruis
ers get a good deal and agents make 
commission on a higher priced, 
more inclusive product. The new

More Agent Tools &
As berths increase, cruise lines need 
the distribution system to  be more 
productive.They want agents to  spend 
less time on computer and administrative 
tasks, and more time w ith customers and 
sales efforts. Among the many new agent 
perks? Holland America Line has released 
a new application fo r Apple, Android o r 
W indows tablets that gives agents and 
consumers details about Alaska cruises 
and Land+Sea Journeys. Search key 
words “ Holland America Alaska”  in the 
respective app store and download the 
free application.
Carnival Cruise Line recently launched 
a new e-mail marketing initiative aimed 
at travel partners w ho are new to  
selling the contem porary brand.This 
five-part “ W elcom e to  Fun”  e-mail 
marketing program covers everything

pricing scheme applies to all cabin 
categories except inside staterooms, 
which the line is — for the present 
anyway — keeping at a normal price 
without inclusions, at the request of 
travel agents whose business model 
depends on selling that lead-in rate. 
That said, Ritzenthaler says the line 
will continue to evaluate that mov
ing forward.

“The new pricing strategy from 
Celebrity helps to eliminate both 
agent and consumer confusion 
and is a consistent message in the 
marketplace since this is not a 
promotion [but rather] an evergreen 
pricing strategy,” stresses Drew Daly, 
general manager, network engage
ment and performance, CruiseOne 
and Cruises Inc. He says the new 
strategy greatly benefits travel agents 
who earn commission on a more 
inclusive product; the lines benefit 
from price integrity; and consumers 
like having choices.

Cuba on the Horizon 
Cuba remains clearly on the radar 
for most North American-based 
cruise companies. At trade confer
ences this year, executives have said 
they’d be very interested in sailing 
to the island nation, once the U.S. 
embargo on trade with Cuba is lifted 
in its entirety. However, some are

Support
from  maximizing the use o f the line’s 
travel agent In te rne t porta l (www. 
goccl.com) to  details on the Carnival 
Passport travel agent educational too l, 
the Travel Partner Toolbox and the 
line’s Travel Agent Rewards Program. 
M ore than 6,000 agents have 
been trained on the new Espresso 
reservations system, introduced 
earlier this year by A zam ara Club 
Cruises, C elebrity Cruises and Royal 
Caribbean International; i t  replaces 
CruiseMatch, to  be discontinued August 
I .“ Absolutely, it  w ill make us more 
efficient,”  says Janice O liveira, owner,
JB Cruises, Boynton Beach, FL, w ho 
attended one Florida training session. 
MSC Book also just w en t “ live,”  and 
advisors can now book a cruise in fou r 
steps.
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testing the waters in advance of any 
potential U.S. government decision 
on unrestricted travel by Americans.

In early July, Carnival Corpora
tion reported that the U.S. Depart
ment of the Treasury and the U.S. 
Department of Commerce granted 
approval for the company to begin 
travel to Cuba under current 
guidelines. The world’s largest cruise 
company now has secured an official 
license to legally transport approved 
travelers to Cuba to engage in such 
activities as cultural, artistic, faith- 
based and humanitarian exchanges 
between American and Cuban citi
zens. It intends to start its first Cuba 
cruises in May 2016 with the new 
fathom brand, sailing from Miami. 
(See “Rise of Give Back Cruising,” 
later in this story, for more detail on 
the fathom concept).

In addition, MSC Cruises also 
recently announced it will home 
port the 2,120-passenger MSC Opera 
in Havana during the winter season 
2015-16. Voyages start in December. 
MSC is initially targeting Canadian, 
European and South American 
guests; sales opened July 9. The line 
has partnered with Cubanacan, a 
Cuba-based group founded more 
than 20 years ago and MSC Opera’s 
first cruise will sail from Havana on 
December 22.

Can Americans travel on this 
Cuba departing ship? “A U.S. nation

al or Green Card holder that wants 
to take an MSC Cruises’ Cuba cruise 
must have a special [U.S.] Office 
of Foreign Assets Control (OFAC) 
licence to travel, or fall within one 
of the 12 categories of permitted 
travel listed in the Cuban sanctions 
regulations,” says Carlotta Nicolo, 
MSC Cruises’ corporate press office 
manager in Genoa, Italy. While it’s 
not known how many Americans 
will desire to sail and meet those 
requirements, clearly MSC Cruises is 
positioning itself ahead of the flood
gates opening for unrestricted travel 
by Americans, if that occurs.

Operating under existing regula
tions, Cuba Cruise and Celestyal 
Cruises will partner for a third 
operating season in Cuba from De
cember 18 to April 11. The weeklong 
voyages operated by Celestyal Crystal 
will feature departures from both 
Havana and Montego Bay. Guests 
will interact with local Cubans, dine 
in local restaurants, visit working 
plantations and cigar factories, and 
see historical and ecological sites.

The newest Cuban port of call — 
added to Cuba Cruise’s schedule for 
2016 — is Maria La Gorda. Dugald 
Wells, president of Cuba Cruise, 
says: “As new developments come 
into play, we anticipate a significant 
portion of our guests will come from 
the emerging American market in 
2015-2016.”

More Authentic, Enriching 
Experiences
Increasingly, travelers don’t simply 
want to see the sites, they want to 
feel the culture, meet the locals and 
have one-of-a-kind destination ex
periences that are authentic. That’s 
manifesting itself with small ship 
experiences, specialty shore trips, 
private tours, unusual itineraries and 
meet-and-greet opportunities with 
the locals. Simply put, “travelers are 
looking and yearning for a very im
mersive experience,” says Garcia.

Put another way, the cruise 
itinerary is no longer the sole reason 
for the trip, according to David 
Walsh, owner of CWCruises, an 
independent agency of Avoya Travel, 
Bradenton, FL. Yes, it’s still the main 
reason, Walsh says, but increasingly 
it’s a part of the overall vacation — 
“more travelers are adding pre- and 
post-cruise and tour activities."

Nearly all cruise lines are helping 
customers sip, savor and cook their 
way through European destinations. 
Silversea, for example, has culinary- 
and wine-themed cruises, or voyages 
that combine both. Crystal has 
just added 12 new culinary experi
ences to its menu of more than 
three dozen. Among the options? In 
Kusadasi, Turkey, clients can roam 
the local marketplace to pick fresh 
ingredients to create Turkish delica- 

Continued on page 10
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Continued from page 6 
cies with hands-on cooking instruc
tion at a local family farm.

Holland America Line offers 
five new “Sip, Savor and Sail” itiner
aries in the Caribbean, Europe and 
Alaska; guest chefs, local vintners, 
mixologists and brewmasters will 
share their expertise and creations 
with guests in the Culinary Arts 
Center; specialized menus will 
be featured in dining venues and 
guests can select “Sip, Savor and 
Sail" focused shore excursions. 
Upper premium Oceania Cruises 
announced a significant expan
sion to its Culinary Discovery Tour 
series. The newest tours will launch 
in Barcelona, Marseille, Antibes in 
France, Catania, Italy and Herak- 
lion, Greece, during select sailings 
aboard Marina and Riviera this 
summer season.

On Europa 2, Hapag-Lloyd 
Cruises will offer several new 
experiential shore options including 
a “Taster Dive” in Limenas/Thassos, 
Greece, on its September 14 depar
ture from Piraeus (Athens) to Is
tanbul, and a fresh fish and seafood 
cooking course in Rhodes, Greece, 
during the Kusadasi, Turkey, to 
Piraeus cruise departing October 10.

Princess Cruises is offering 
new land-and-sea vacations in 
South America for guests onboard 
Crown Princess. For example, the 
new “Andes & Argentina Wine 
Experience” will allow guests the 
opportunity to cross the Andes from 
Santiago, Chile, to Argentina and 
visit three wineries in the acclaimed 
Mendoza wine region. At the tour’s 
conclusion, guests will be treated to 
an authentic tango show and dinner 
in Buenos Aires. Princess is also pre
senting new land-and-sea options for 
voyages starting or ending in Beijing.

Also offering new pre- or post
cruise South America tours is Nor
wegian Cruise Line for Norwegian 
Sun’s South America itineraries, 
starting in November. The land tours 
are three to five days, and feature 
an English speaking guide. For 
example, clients seeking to celebrate

the romance of Buenos Aires, often 
referred to as the “Paris of South 
America," can opt for the three-day 
Tour & Tango in Buenos Aires.

This year Celebrity Cruises re
launched a shore excursion website 
created for travel partners. Agents 
can visit www.celebrityshore 
excursions.com to check on the new 
offerings, plus see top-rated tours by 
region, special offers, downloadable 
flyers, videos and more.

Rise of “Give Back” Cruising
Travelers also are increasingly seek
ing ways to “give back” to desti
nations visited on a cruise. Some 
nations clients visit on cruise ship

port calls are nations with limited 
resources. Many local residents are 
working to improve basic services 
and facilities to enhance the quality 
of life. Often cruisers wonder what 
can be done. A number of lines have 
had voluntourism activities for shore 
trips, or charitable-based programs 
to help destinations in need.

But that all moved to a much 
more significant level in May, when 
Carnival Corporation launched its 
newest brand, Fathom. Operated by 
the former P&O Adonia, this new 
cruise brand is designed to appeal to 
clients seeking travel to foreign lands 
with a desire to help the local popu
lation. So next April, Fathom will
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set sail from Miami on seven-night 
cruises to the Dominican Republic, 
and in May, Cuba cruises will be 
added into the mix. Passengers will 
spend time ashore volunteering in 
“social impact” activities.

In the Dominican Republic, 
volunteers will teach local school 
children to read, help chocolate 
farmers grow and make chocolate, 
build water filters and participate 
in other community development 
projects. Tara Russell, the founder 
and chairman of Create Common 
Good, a food production social en
terprise, is Fathom’s new president. 
Describing Fathom as "a truly 
compelling initiative,” John Lovell, 
president, Travel Leaders Franchise 
Group, Leisure Group and Vaca
tion.com, says agents are seeking 
meaningful and compelling ways to 
make a positive impact whether at 
home or away, and that clients also 
desire travel-related opportunities 
where they can make a difference.

Potential clients include Millen- 
nials, multigenerational groups and 
older travelers who want to do more 
than just donate to a cause. “Fathom 
certainly speaks to the altruistic 
individual — agent and client alike,” 
Lovell says.

“There are a lot of people who 
would like to do something help
ful, but there is no structure — this 
is systematic [volunteerism],” says 
Arnold Donald, president and CEO, 
Carnival Corporation. “You’re going 
to do real work, but you are going to 
have real fun.” He says guests will 
still have time to relax and enjoy 
the beach. That said, they shouldn’t 
expect Broadway production shows 
nor a casino.

The Dominican Republic was 
chosen as the partner country 
because of the genuine need for 
volunteer help, the presence of 
strong local partners and support, 
the proximity to Miami and Amber 
Cove (the new Dominican Repub
lic purpose-built destination being 
opened by Carnival Corporation 
in October 2015) and the county’s 
natural beauty. ■

By the Numbers
Increased Interest in Cruising
According to MMGY Global’s 2015 Portrait of American Travelers, the 
number of those “interested in taking a cruise during the next two years” 
took a significant leap in 2015 after dropping off somewhat last year.

2013 46%
2 ° 1 4  4 0 %

2 0 1 5  4 8 %

CLIA’s 2015 State of the Cruise Industry Report states: “68 percent of 
the target consumer segment is interested in taking a cruise in the next 
three years.”

CLIA Global Ocean Cruise Passengers (Millions)
Guest counts have risen more than 24 percent since 2009, and the num
bers are expected to continue rising in 2015
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Source: CLIA: 2015 State of the Cruise Industry Report

Influential Features When Selecting a Cruise
P orts o f Call 

D ining O nboard 

C abin Q uality  

Available Itineraries 

Excursions Available 

C abin Layout

Fine D ining O pportun ities 

N ightlife E n te rta inm en t O ptions 

Previous Experience W ith  th e  C ruise Line 

Luxury Accom m odations 

M usical/Com edy Shows 

Availability o f O nboard  Gam bling 

M em bership in  Traveler Loyalty P rogram  

Shopping O nboard

R ecom m endation o f T raditional Travel Agent 

C hild ren 's Activities

Source: MMGY Global’s 2015 Portrait of American Travelers
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