
Top 10 Ways to Grow 
Your Cruise Business

During his keynote address at 
the 11th annual Cruise360 
conference in Vancouver, 

BC, this past June, Cruise Lines 
International Association (CLIA) 
Chairman Adam Goldstein delivered 
a strong, concise talk about his “Top 
10 Lessons That Will Help You Grow 
Your Business.” Here are key excerpts 
of what Goldstein, who is also presi
dent and COO of Royal Caribbean 
Cruises Ltd., told agents in attendance.

■ Be Professional: “You are our 
connection to the consumers on 
whom our business depends. We 
often say ‘See your professional 
travel agent,’ but you’re not a pro
fessional because you’re a travel 
agent. You’re a professional if you 
act like a professional — if you do 
the things that professionals do,” 
he says. For agents, that means 
practicing your craft [specialty]; 
reading up and staying aware of the 
latest information on cruise brands; 
knowing the latest ships, and 
knowing the myths and misconcep

tions consumers have about cruise 
vacations and how to combat those. 
Whether it’s a lifetime career or a 
second career, it’s something to be 
professional about. “There is no 
substitute for that. This isn’t a game 
for amateurs, it’s a game for profes
sionals,” he emphasizes.

■ Own the Customer: “I cannot 
encourage this strongly enough 
— do what you can do ‘to own’ 
your customer relationships. Our 
research has always shown that cus
tomers on average are not as loyal 
to an individual agent as individual 
agents tend to think that those 
customers are. They’re switching 
around travel agents more than you 
might like,” he notes.

He, therefore, urges agents to ask 
the right questions that will provide 
knowledge to keep those custom
ers loyal, and to develop a robust 
database with the right fields for 
communicating the right informa
tion at the right times — such as 
milestones in clients’ lives or an

affinity group focused on the cus
tomers’ personal interests.

* Personalize: Historically, ships 
with 3,000 guests have delivered a 
very good product and guests have 
been very happy, but Goldstein 
acknowledges: “That’s been okay for 
the past, but today with the tech
nology guests have, it’s not good 
enough anymore.” It’s paramount 
that agents personalize the agent- 
client relationship, understand the 
preferences of clients and know 
how to cater to them so they stick 
with the agent. “They want to book 
their travel with you. They feel you 
treat them as an individual and 
you are responsible for their needs, 
tastes and preferences,” he says.

■ Simplify: “You’re in the informa
tion management business. [The 
customer has] way, way too many 
choices about vacations. I don’t even 
care if they’re an avid traveler, as 
you’re the one who knows, but how 
should you use that information?” 
he asks. An agent shouldn’t tell the 
client about 100 ships to cruise on 
and 100 countries to visit, as that 
can completely overwhelm custom
ers. Instead, pick a limited number 
of choices that are best for that 
client and “get the job done.” And 
don’t rely — as he says a best friend 
of his does — on superb vocabulary 
or acronyms that people don’t know 
or understand. Just simplify the right 
messaging. “Position the conversa
tion so that your expertise shows up 
in the few recommendations you 
make because you ‘nailed it,’ because 
you know whom you’re talking to 
and you know what’s likely to lead to 
a great vacation.”

■ Build your Brand: “A brand is 
a set of ideas in the mind of a con-
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CLIA has scheduled next year’s Cruise360 conference for April 17-24 in Fort 
Lauderdale, FL, home of the Port Everglades cruise facility.

gic plan says that if we think this is 
where we want to be in 2023, what 
do we need to do in 2016 so we have 
a maximized chance to get there.”

■ Be Responsible: Agents should 
want to be perceived in their com
munity as leaders, good citizens and 
honest people — all of which reflects 
well on their profession and their 
brand. If agents aren’t involved in 
their community now, Goldstein’s 
view is: “It’s never too late to help.”

■

sumer. You want to put your brand 
out in front of people in the places 
where it will resonate with them.”

“You must have mastery about the 
data about your customers and what 
they prefer.”

■ Innovate and Differentiate:
When agents are looking for “space 
in the marketplace" with an advan
tage they can sustain, innovation 
and differentiation count. “In our 
business we live for this. We are 
constantly working on positioning 
our brands and products and services 
in a space in the market where we 
can really flourish and you should do 
the same,” he says, suggesting agents 
get involved in their community 
or online; come up with a formula 
tha t’s distinctive for positioning 
within a certain space in the mar
ketplace; and realize that doing so 
is “incredibly worthwhile.”

■ Think Ahead: “It is so easy in the 
daily/monthly fray to not take the 
time to step back and think, ‘where 
is my business going in the longer 
term and how can I prepare for 
that.’” It’s not about deciding what 
to do in 2023, but rather, “a strate-

■ Act With Integrity: “There 
are no days off from integrity. In 
this crazy world of 24/7 media and 
people ‘tearing down’ politicians, ce
lebrities, athletes and so on at every 
opportunity, do you know how fast a 
pristine reputation can be gone just 
like that?” Clients look to agents as 
professionals and for their expertise. 
“In order for them to continue to 
look up to you, you have to believe 
in your integrity.” ■

CLIA to Consumers: Use a Travel Agent
Just be fo re  the  su m m e r trave l season began, C L IA  issued these  seven reasons w hy 

consum ers  shou ld  use a trave l agent to  b o o k  th e ir  cruises. H e re  is a synopsis.

■ A n  E n c y c lo p e d ia  o f  C ru is in g : Travel agents are tra in e d  and ce rtif ica te d  in 
genera l cru is ing  as w e ll as th e  p ro d u c ts  and destinations.

■ T h e  R e a l D e a l:  C ru ise  trave l agents plan and execu te  m u ltip le  cru ise  vacations 
eve ry  w e e k  so th e y  typ ica lly  have a fin g e r on  th e  pulse o f  the  in d u s try  and are 
aware o f  the  best deals and d iscounts.

■ Go Digital, Go Social: Most 
companies are immersed in finding 
out what it means to be digitally able. 
“It’s very demanding; there are so 
many choices, so many technologies, 
so much investment,” he observes. 
Customers see both agencies and 
cruise lines on social media and 
while “I know that social media 
wasn’t invented for cruising but it 
might as well have been. The passion 
people have for cruising is virtually 
unequaled.”

Goldstein says that social media 
is an amazing portal through which 
that passion gets expressed, and 
agencies want to be there whether 
they’re brick and mortar or online 
because that’s where the conversa
tion is going on. Underneath that?

■ S av in g  M o r e  T h a n  Just M o n e y : In a d d itio n  to  find ing  the  best rates, agents 
can save c lien ts  a n o th e r valuable resource : t im e .T h e re  is no need to  spend hours  

research ing th e  best deals o r  des tinations.

■ A  S te p  A h e a d : Travel p ros  can o fte n  plan o u t th e ir  tr ip 's  m o s t m in iscu le  details 

p r io r  to  board ing  th e  ship. Instead o f  w a itin g  in line at th e  s u rf-s im u la to r o r  having 

to  rush to  th e  ship spa to  b o o k  an a p p o in tm e n t, trave le rs  w ith  a trave l agent can 

en joy  a nearly  hands-free expe rience  w h e re  th e  book ing  and details have been 
taken care o f in advance.

■ A  T r ip  T a ilo re d  fo r  Y O U :  Agents n o t on ly  

handle b o o k in g  trave l, b u t also can help find 

the  best cru ise  fo r  every  type  o f  trave le r.They 

can crea te  a p e rfe c t trave l expe rience  based on 

pre ferences, tastes and trave l hopes.

■ U p  - to -D a t e  U p d a te s :  Agents are p rivy  to  a 

cru ise  lin e ’s updates in real t im e  and k n o w  the 

fastest ways to  ge t u p -to -d a te  in fo rm a tio n .T h is  

can range fro m  new  spa o ffe rings to  changes in the  
ship's itine ra ry .

L______

■ T h e  R ig h t R e s o u rc e : Travel advisors are the  best resource  w hen it  comes to  

trou b le sh o o tin g  unforeseen travel glitches, w h ich  can 

save personal tim e  and a vacation due to  los t luggage, 

cancelled excursions, travel delays and m ore .

Agents have an encyclopedic knowl
edge of all things related to cruising.
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