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Cruise Tourism... A Booming Sector!

2016 . Eight out of ten

B CLIA member travel agents

. e
Cruise Industry = stated they are expecting an

Outlook Million increase in sales in 2016
CLIA Ocean HE REEEE R
CLIA Global Fleet Passenger Volume

471 Ships

301 170

Ocean River

27 New Ships on Order

9 Ocean 1 8 River v ‘. .>°b R - uo Mediterrane: Australia/
- e 7% ' New Zealand/
28,566

Pacific
New Beds

= total investment in 2016
‘ more than $6.5 billion I P T B

"~ hew ocean vessels alone. Cruise Outiook Srvey - Travel Agent Research Panel - Novemba2015
Cruising.org




Direct Economic Impact of Cruise Tourism for the Economies of

Europe 2015

Cruise Line Purchases 2015 (£ 6,900 Mil)

Other
o
14% Petrochemicals
11%

€6,9 Bil

Services
21%

Manufacturing
20%

Cruise Employee Compensation (€ 1,550 Mil)

Portugal
2%

Germany
8%
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2015 ( €16,880 Mil)

Pax & Crew
Purchases
23%

Cruise Line
Purchases
41%

€ 16,8 Bil

Shipbuilding
27%

Cruise Employee
Compensation
9%

Passenger & Crew Spending 2015 (€ 3,832 Mil)

Direct Economic Impact of Cruise Tourism for the Economies of Europe Embarkation

Spending
(mainly
airfares)

46%

Visit
Spending

(Shopping,
F&B, Tours)
50%

Ship-Building 2015 (€ 4,604 Mil)

Other
22%

€ 4,6 Bil

Finland‘

% _Germany
11% 28%
(]

* Data Source: CLIA Europe Economic Impact Reports 2012-2016 — Online: http://www.cliaeurope.eu/media-room/clia-europe-
economic-contribution-report



Cruise Passenger Development

Main European Markets

% Change YoY Passenger Growth EUROPEAN PAX DEVELOPMENT
45,0% 3,1%
40,0% 3,6% os% [
35,0% 13,4% — -
-0,7%
30,0%
25,0% 10,3% R?=0,997
20,0% “"-.‘.
15,0% 11,8%
oo R? =0,9699
5,0%
0,0%
2008-09 2009-10 2010-11 2011-12 2012-13 2013-14 2014-15
Pax ('000)
R? =0,9948

R? = 0,9485

R2=0,7832
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* Data Source: CLIA Europe Economic Impact Reports 2012-2016 — Online: http://www.cliaeurope.eu/media-room/clia-europe-
economic-contribution-report
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My ‘Hands-On’-Theory of Cruise Management

Cruise Growth Sustainability...

5 4

( Bargaining Power

Capacity Risk Management

. Automation and Productivity

Economies of Scope and Scale
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Cruise Guest Motives*

Value-for-Money PLUS Ease of Travel

Ranking of Best Vacation Type Factors Inluencing Cruise Selection
% of Cruisers, 2014 % of Cruisers, 2014
Ocean cruise 42%
, M Destination
Land-based vacation - 14%
j> Ease of Travel
All-inclusive resort . 9%
Overall experience
Resort non-package 6%
Visit friends/relatives 6%
Value4Money EM .

River cruise 4% Property/ship

Resort package I 4%
® Very high value
House rental I w | P B _ ® Cost
Box " " Somewhat high value
@ Land-based escorted tour I 2% 69% Moderate value
. _ 27
Camping trip 2% 4 " Low value Facilities

Cruise Value vs. Land Vacation

Vacation with business trip 1% .
% of Cruisers, 2014

© Alexis Papathanagsis * CLIA (2015). 2014 North American Cruise Market Profile Report. Online: http://www.cruising.org/docs/default-

source/research/clia_naconsumerprofile_2014.pdf



Cruise Guest Motives*

Hybrid Customers... Competitive Scope Extension!

s jons [N 707% to sam s ;
Chance to Visit Several Locations 70% GOiOdt'O St?” ple CI'UISlng as a Source for Future TI'IpS
Relax/ Get Away From It All 60% PRSI )
Bei d 60% 85% % of Cruisers, 2014
0 eing pampere o
g Explore Vacation Area/Return Later _ 59%
'.g High quality entertainment 59%
Have returned to
Easy to Pl dA 58% s _ '
g asy foFlan and Arrange destination first Typ!callly extend_
> Hassle-free 57% . , vacation in port city
< visited by cruise
E Variety of activities 56% = 42% 45%
N Unique & Different 55% N
-~ n
@) Fine dining 55% o
n Luxurious 54% °3°
> [l
. Offers something for everyone 53% @)
Y
o Good value for the money 52% 2
E Exciting and Adventurous 52% o
o Fun vacation 51%
N—
©  Makes me feel special - rich and famous 49% .
i i i % of Cruisers, 2014
) Romanibgslasey 48% Cruise Vacation Beliefs "
"'5 Reliable 46% | enjoy cruising often, but prefer to mix cruising with other types of vacations _ 34
@ Good vacation for entire family 45% | enjoy cruising, but | do it infrequently and instead choose other types of vacations 28
o Safe 44% ,_ , , .
) ‘ | prefer cruising to other types of vacations and cruise as often as possible 18
Cultural Learning Experience 40%
Comfortable accommodations 39%, | enjoy cruising, but consider it a vacation | would only take once or twice in my life 1
Good Activities for Children 36% | don’t enjoy cruising and prefer other types of vacations instead 9
Participate in Sports You Enjoy 27%

© Alexis Papathanassis * CLIA (2015). 2014 North American Cruise Market Profile Report. Online: http://www.cruising.org/docs/default-

source/research/clia_naconsumerprofile_2014.pdf




Average Cruiser 2015

Financial Breakdown*

Total Revenue = € 1640.68

1.800,00 € (2013: € 986)
58,88 £
1.600,00 € 7912€  paima .
217,12 €
1.400,00 € 237,36 €
1.242,00 € On Board Revenue
1.200,00 € =€ 398.68 212,52 €
(2013: €307)
1.000,00 € 176,64 €
800,00 € 189,52 €
600,00 € 180,32 €
Onboard Revenue
_ . 157,32 €
400,00 € =24.2% of Total Revenue
. . 98,44 €
(2013: 23.8%) 71,76 €
5428 €
200,00 € 50,60 €
0,00 € 207,92 €
200,00 €

© Alexis Papathanassis * Data Source: Cruise Market Watch (2016) - http://www.cruisemarketwatch.com/home/financial-breakdown-of-typical-cruiser/




Intl. Cruise Capacity 2015:

Big 3 = 57% of Vessels / 79% of Pax Capacity

REVEVUE (% OF TOTAL)

AVERAGE PAX / VESSEL

RCL; 2498

2500 CCL: 2223

NCL; 2041
- .

1500

W

PASSENGERS

1000 Other: 788 Total Average, 841

500

Average Pax / Ship

© Alexis Papathanassis * Data Source: Cruise Market Watch (2016) - http://www.cruisemarketwatch.com/market-share/

** Data Source: Cruise Market Watch (2016) - http://www.cruisemarketwatch.com/capacity/



Cruise IS mainly
and sustaining it
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Cruise Demand
Offering and Innovation...

\ m
PREPARE TO BE BRAND MARKETING  AGENCIES  DIGITAL  TV/VIDEO  CREATIVITY

CREATIVITY

Royal Caribbean Courts Millennials by
s Promising Them an Anti-Cruise That
INTUM % SEAS Won't Suck
Coming Fall 2014 Because this is not the Caribbean. Or is it?

By David Gianatasio | October 19, 2015

Carnival
FU.N FOR A,l,lf AlL FOI{ FUN

;

&4 RoplCaribbean =
DESTINATION WOW

© Alexis Papathanassis 11



Cruise Demand

Brand and Image Protection

Ehe New Hork Eimes

October 27, 2013

Too Big to Sail? Cruise Ships Face
Scrutiny

QUARTZ

NOGRANDI NAV

Market Lk g

ships

—

Do cruise lines have a crime problem?

Published: Feb 22, 2014 8:04 a.m. ET

#  NEWSVIEWER markers  INvesTinG i3

SEE THE WORLD
FROM A DIFFERENT ANGLE

& sgnin LY becomea supporter  subscribe | O, seach

A UK world

home

Carnival

To save their sinking city, Venetians are
L dressing like pirates and chasing cruise

Travel |

theguardian

sport football opinion culture = browse all sections

business lifestyle fashion environment tech travel
business

economics  banking retail markets eurozone

P&O cruise ship staff paid basic salary of
75p an hour

 usATODAY

we | opmoN  oamuames []  mschves  (hider

EheCelegrash  Another job Americans won't do: Work on a cruise ship

JOE GUZZARDI

Ex-Disney Cruise officer: | was
ordered not to report molestation

New Disney policy requires captain's staff to consult security before

departure
THE IRISH TIMES r.,_
NEWS SPORT BUSINESS OPINION LIFE & STYLE CULTURE

Books ) Book Reviews | The Book Club | Poetry | Hennessy NIW | IT Books

No police, no body: why cruise ships suit
the perfect crime

Nearly 200 people have v.

anished from cruise ships this century, but arrest:
follow

N Carnival

Woman claims she was ‘brutally’
The No- Fun Ships. ' raped on Miami-based luxury cruise
' line

ENVIRONMENT [REsEtl
CHERRERA@MIAMIHERALD COM

Princess Cruise Lines fined $40M for
dumping waste into ocean, cover-up

By Susan Heavey Reuters

madmagazine.com

© Alexis Papathanassis

tinations = Hotels

‘ Q Search.

A - Travel - Nev
T(‘lll])Cl s flare in Venice as

angry protesters block cruise
ships

Cruise ships: a paradise of fun r
or floating killing machine?

— Euvapy year tens of thousands of people die because of ship pollution, but cruise
3r companies are slow to make the switch to green technology

icguardian

= browse all sections

sport football opinion culture business lifestyle fashion environment tech travel

ent > pollution

climate change  wildlife energy

inable  {{quy enmonmenta]ly ﬁ-lendly 1s your
s cruise holiday? AR

Cruises are a popular attraction for America
rating cruise lines' efforts to reduce pollutiof

P ss Cruises to pay record-breaking criminal fine for
occan pollulion

Bray Dz =




Cruise Sector Digital IQ

Content & Booking Process Complexity = Human Agents

AVERAGE DIGITAL 1Q &
PERCENT OF BOOKINGS ONLINE

By Category

120 60% rj
L
113 MOBILE PRESENCE BY CATEGORY
110 50% % of Brands with the Following:
100% /
100 40% AIRLINES
76%
- 75% J
2 £ 66% ==
- H 61% .
2 qp 0% £ CRUISE LINES
3 3 50%
g o 50%
80 20% 24% HOTELS
25%
oy
13 -] 1 1 o&
6%
70 o 10% 0%
g -1 09'9 L L
Mobile Site Smartphone App iPad App
60 . . 0%
AIRLINES HOTELS CRUISE LINES

. . * Galloway, S. (2011). L2 Digital 1Q Index: Travel. Available Online: http://www.|2thinktank.com/research/travel-2011. Access Date: 12.06.2011
© Alexis Papathanassis Y & P
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Distribution Democratisation

Cruise Booking Process Complexity & Third Parties

Av. Time Spent  Search Bounce Av. Pageviews / sk %k
of Website  Visits (%) Rate (%) Visit
TRAVEL BOOKING %k %k %k
Online Marketing Share by Channel l l l
100% § a 24,60%
69% 67% 66%  59% 56% 54%  41% 44% 44% g = % 104255 ﬁ
= 2
= ONLINE TRAVEL £0 42%
AGENT (OTA)
(4]
80% P
3 15,50%
ol 6:27:00
k] 51% ﬁ
2
(]
60%
o u
% 56% 56% £g 14,90%
o 3 5:26:27
£ 33%
24% 46% o
40% 41%
34 0% 10% 20% 30% 40% 50% 60%
31% 3%
*
20%
Ratings of Distribution Channel with Best Service and Price
7 = Tour
operators
0% : :
2008 2009 2010 2008 2009 2010 2008 2009 2010 The cruise
_ line directly
»& ﬁ ® Travel agents
AIRLINES HOTELS CRUISE LINES
Websites and
. online travel
Price retailers

% of Cruisers, 2014

. . * CLIA (2015). 2014 North American Cruise Market Profile Report. Online: http://www.cruising.org/docs/default-source/research/clia_naconsumerprofile_2014.pdf
© Alexis PapathanaSS|s ** Source Data: Alexa.com f

*** Galloway, S. (2011). L2 Digital 1Q Index: Travel. Available Online: http://www.l|2thinktank.com/research/travel-2011. Access Date: 12.06.2011



Cruise Demand

Distribution Control and Content Management

CRUISE EXCURSIONS ,l HOME  ABOUTUS  SHORE EXCURSIONS  PRIVATETOUR  PRICELIST  CONTACT US

s 3
Cruise lines had kept the shore excursions business under strict control; it was in fact their most

profitable ancillary product. Exclusivity contracts with travel agents and on-destination companies
closed the circle, making it impossible for local operators to reach the cruise customers before they got

p://cruise.me

off the ship.

Social Networking Services
— : . =\
m s":: E_::'":_'T' Shore Excursions Italy [ 11""; [ — 5 :
More and more cruise passengers are doing their own research online and booking their shore ProCrise PreBowd  OnBoad 3
excursions independently, skipping the travel agent and the cruise line. 1A 1
1A |
\=F |
. . || :
Unsurprisingly, cruise lines have started to lose ground to local operators as standard, 45-passenger, ‘ :
over-priced excursions seem obsolete and unappealing compared to more local, personalized and OnShore  PostCruise onaeen 153 ||
economical independent operators tours. — O“ =
= Excirsion Prices PR Patendy Apple \\ = )

») Naples and Pompeil Hightights o Braveling foton Ssenqer recenv o Skip the line entrances for
B " S 1% o -

[ =2 ol

=
= Frty

Booking online is complex due to the vast number of ships, ports, destinations, cabin categories, etc.
We have built a more intuitive way for consumers to search, discover and plan/book their cruise.

ProPublica includes a ship-by-ship accounting for about 300 vessels. Faor any specific ship he or she
might sall, a traveler can see a track record dating back to 2010.

A cruise is definitely a social experience but so far social has been neglected by most OTAs. Cruise.me
helps you to connect with the cruise community, your friends and family and even other passengers
who travel on the same ship. We enhance your travel experience before, during and after your cruise.

© Alexis Papathanassis




will be
the main

for the cruise sector...
And the

will be the




(MONEY-) SMART CRUISE SHIPS

Just Gimmicks?!




B

o Pawerad Dy
W sHakE

v +5 BIONIC BAR is patteme
made up of 2 robotic arm bartenders &

WAYS TO RECEIVE YOUR
DRINK AFTER ORDERING
VIA AN APP:

1. SERVED BY B1-0 OR NI-C
THE BAR
2.HAVING IT BROUGHT

" - TO YOUR TABLE BY
A HUMAN WAITER

The robot arms
can produce

for a total of

\ 1,000 /

drinks per day

MUDDLE
SPIRITS

TO CRAFT YOUR DRINK

4 SHAKE
! Y STRAIN

21 TOTAL MIXERS:

STIR

8 SODAS

6 JUICES @ 41,600 MAN HOURS

3 SYRUPS is hewlung it took to make and test Makr Shakr's
SUGAR, MINT, LIMES & LEMONS FoNone B R
| 273 custom-made Lamborghinis in the same
Cocktall combinations are practically amount of time

by INGREDIENTS and POUR ORDER

© Alexis Papathanassis

Cruise Supply

Robo-Cruises!

Dancing Bionic Bar on
Anthem of the Seas (Royal
Caribbean)
https://www.youtube.com/w

atch?v=ABHuFv0Osb3I

Fusing Technology &
Entertainment: Inside
Two70

https://youtu.be/Ns2Q)J
k2--Rk



https://www.youtube.com/watch?v=ABHuFv0sb3I
https://youtu.be/Ns2QJk2--Rk

Cruise Supply
Mario... Robotic Cruise Host

Robot hostess puts IT in international

Tourism Fair https://www.youtube.com/wat
ch?v=flijHh __UnPA

@aiA

“ & ALDEBARAN
" = dedilieh Lreng

Meet Connie, the Hilton robot
concierge  https://www.youtube.com

/watch?v=ghbS-aTYw14

© Alexis Papathanassis 19


https://www.youtube.com/watch?v=ghbS-aTYw14
https://www.youtube.com/watch?v=fljHh__UnPA

Travelzoo Survey Results 2016

“Robophiles and Robophobes: Britons Divided over Use of Robots in Travel”

Comfortable with Robots in Travel Advantages outweigh disadvantages

Only in Germany and France are the majority uncomfortable with robots in travel

Both countries more likely to see robots as too impersonal Top 5 reasons to use rObOtS % who see it Top 5 reasons not to use % who don’t
o K Z z
100% Across the markets the most upmarket respondents were the most comfortable in travel asareason robots in travel seeitasa

90% - reason
80% -
70% - Deal with data faster 81% They take away jobs 75%

0, 2
gg; . . - I | =1 I Don't tire 81% Too impersonal 75%

% Won't get slang/irony/ cultural
40% - Deal with languages 79% nuances 70%
30% -~ ] .
20% Save time for human colleagues 77% Not creative enough 68%
10% - Better memory/ recall 76% Make humans lazy 60%
0% g/ T T T = E P T T | T
Al ,bo* 'b°& Q’é’\(\ S NY 3 be° x'\\& @’b\ However, in three European countries the main disadvantage is as strong as the main advantage
0 (oé@ < S & W C ® France: 80% said it was good they didn’t tire, 80% thought they were too impersonal

Germany: 88% said it was good they didn’t tire, 87% thought they were too impersonal
UK: 78% said their speed dealing with data was good, 78% thought they wouldn’t get slang/irony

B Very comfortable M Fairly comfortable

http://photos.prnewswire.com/prnh/20160303/340125-INFO ; ; Sk
p://p P /prab/ / And in unemployment hit Spain, fear of losing jobs to robots outweighed all advantages (so Spain is

optimisticaboutrobots overall but unemployment is a worry)

http://photos.prnewswire.com/prnh/20160303/340126-INFO

http://press.travelzoo.com/en/robophiles--robophobes--britons-divided-over-use-of-
robots-in-travel/

© Alexis Papathanassis




Cruise Supply

Smart Cruise Ships: RCL Anthem of the Seas

SURF « STREAM « SHAR

High-Speed,
Broadband
Internet

THE FASTEST INTERNET AT SE

https://secure.royalcaribbean.com/media/ima
ges/offers/featured/voom-sailings-support.jpg

http://www.telegraph.co.uk/content/dam/Travel/le
adAssets/32/61/Bionic-Bar_3261528a-large.jpg

Robotic
Entertainers

0219-Sinus-Award-2016/dancing-screens.jpg

© Alexis Papathanassis

http://pocketnow.com/wp-
content/uploads/2015/11/Anthemofthas

Digital
Dashboards

Virtual
Balconies

http://media.royalcaribbean.com/content/shared_assets/images/
fleet/cabin_type/gallery_main/QN_studio_interior_305x202.jpg

(76.jpg

Dedicated

Y |
http://www.royalcaribbeanblog.com/2014/10
/05/99-days-of-quantum-royal-iq

http://prevuemeetings.com/wp-
content/uploads/2014/09/Royal-
Caribbean-Digital-Signage.jpg

RFID Services
& Tracking

http://images.huffingtonpost.com/2014-11-15-
1408793468_wristbandinusefinalcomposite.jpg

21



Pax-Space & Pax-Crew Ratios...

A Look through 264 Vessels!

.Sgace 2 Passenger Ratio
(GRT / Passenger Capacity)
Crew 2 Guest Ratio (Max
40,00 [ Guest Capactty / Crew
Capacity) ¢ .
Ship
Smartness
’
Effect

Mean
Ship Class

Boutigue  Mainstreamm Megaliner  Superliner

Ship Class

T T I T T
0,00 500 10,00 15,00 20,00 25,00

Average 26 GT per Passenger (GueSt or Crew) Mean Space [ Service Indicator (S2G | C2G)

Average 1 Crew to 3 Pax:

Error Bars: 95% ClI

Megaliners with a Space-Service Indicator of over 10

© Alexis Papathanassis 22




So where does this leave us?!
Cruise Business ‘Techno-Oligarchy’

Cruise 4.0 Effects:

e Supply-Side:
e Mega-Smart Ships:

e Technology and Ship-building Barriers
e Capacity - Space Optimisation
e Revenue — Cost Optimisation

e Downward Vertical Competition (esp. Ports) — To maximise ‘share of wallet’
/ Onboard revenue

e Demand-Side:
e ‘Shake out’ of SME Cruise Operators (‘differentiate or die’)
e /|CT-enabling of distribution and reduction of capacity risk (for large vessels)
e Upward Vertical Integration (esp. Online Retail) — To capture market share

© Alexis Papathanassis 23




The current of ships and

vessels is a

and will persist. There are

strong __ . and
drivers for this!

© Alexis Papathanassis
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