
Institut für 

Maritimen 

Tourismus 

P
ro

f.
 D

r.
 A

le
xi

s 

Papathanassis C
ru

ise
 M

an
age

m
e

n
t &

 

E-Tourism 

Prof. Dr. Alexis Papathanassis  
Aegean Tourism Summit – Kos (Greece), 1st of May 2015  



© Alexis Papathanassis 

“When we talk about being ‘all at sea’, we do not literally mean 
that we are out in the ocean, but rather that we are unsure about 
what to do, as though we were drifting on the water without the 

reassurance of firm ground beneath our feet.”* 

*  Source: http://oupeltglobalblog.com/2014/06/16/all-at-sea-nautical-metaphors-in-the-english-language/ 

Informa-
tion Search 

• Identifying the 
need for a Cruise 

• Obtaining 
information about 
Cruise possibilities 
/ options and 
details 

Cruise 
Selection 

• Comparing 
alternatives on the 
basis of own and co-
travellers 
requirements 

Reserv-
ation 

• Booking and 
financing the 
cruise holiday 

Onboard 
Fulfilment 

• Consuming the 
services of a 
Cruise.: 

• Accommodation 

• Catering 

• Entertainment 

• Wellness / Sport 
Activities 

• Shopping 

Itinerary 
Fulfilment 

• Consuming the 
services at the 
ports of call: 

• Pre / Post cruise 
programme 

• Excursions 

• Entertainment / 
Shopping 

• Events 

Remini-
scence 

• Remembering and 
sharing holiday 
experiences with 
others.   
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• Megaships & Onboard Revenue 
• Vertical Integration (Cruise-

terminals, own islands, incoming 
agents) 

• Itinerary control as supply chain 
power 

• Sector concentration through M&A 
• Information-intensity of the cruise product 
• Reservation Monopolisation (Direct Bookings) 
• Customer Data Control, Repeaters, Loyalty 

programmes 

• Restrictive 
communication / 
access to information 

• Coordinated-sector PR 
• Policy of buying the 

silence of critics 

“Communication Control” “Guest Spending Control” “Sales Content & Booking Control” 
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Internet, Technology and Digital Diffusion = Dispersion of Information 
Control  = Redistribution of Power in the Supply Chain = Sector 

Transformation 

e-Cruising & 
Manageability 
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The ‘Irrelevant’ Cruise Operator Website 
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Online 
Travellers 

Educated and 
affluent 

Spend over 

50% more on 
travel services 
annually than 

their ‘analogue’ 
counterparts 

71% use the 
Internet to 
search for 

travel 
information… 

41% have 
taken a virtual 

tour of a 
destination 

38% have 
built a trip 

itinerary online 

37% 
Influenced by 

personal 
comments  on  

social 
networking or 
travel advisory 

web sites 

* Source:  PhoCusWright , 2008  
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Internet Advertisement 
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Always Wanted to Go 
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Word of Mouth 

Cruiser Decision Influences* 

2011 Cruisers (% Influenced by) 2004 Cruisers (% Influenced by) 

* Source Data:  CLIA (2011).  Cruise Market  Profile Study 2011.  Available Online: 
http://www.cruising.org/sites/default/files/pressroom/Market_Profile_2011.pdf). Access Date:  12.06.2012 
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9% 

17% 

20% 

28% 

45% 

62% 

93% 

User Reviews 

Live Chat 

Facebook 'Like' 

Social Sharing 

Online Loyalty Programme 

Video 

Online Booking 

Travel Website Content Availability* 

* Galloway, S. (2011). L2 Digital IQ Index: Travel.  Available Online: http://www.l2thinktank.com/research/travel-2011.  Access Date:  12.06.2011 
 **  Amadeus & CLIA (2011).  From  ‘Likes’ to ‘Leads’:  Cruise Agents, Social Media & the Impact of Emerging Technologies.  Available Online:  http://cruising 
Org/Sites/Default/Files/Misc/Amadeus_NA_Case_Study_v5.pdf (p.01). Access Date:  12.06.2012 
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* Source Data:  Alexa.com 
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68% 

43% 

39% 

19% 

19% 

12% 

0% 10% 20% 30% 40% 50% 60% 70% 80% 

Engage with customers 

Post offers or discounts 

Promote new products and/or services 

Provide travel advice 

Allow customers to share experiences 

Provide customer service 

“Against expectations, 

72% of the specialists 

without Websites use 

social networks as 

an effective 

substitute!”* 

*  Amadeus & CLIA (2011).  From  ‘Likes’ to ‘Leads’:  Cruise Agents, Social Media & the Impact of Emerging Technologies.  Available Online:  http://cruising 
Org/Sites/Default/Files/Misc/Amadeus_NA_Case_Study_v5.pdf (p.01). Access Date:  12.06.2012 (p.4) 

Source Data:  Amadeus & CLIA (2011) 
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263 comments, 

744 people ‘Likes’…  

since yesterday! 
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While managers are managing 

the technology, the 

democratisation of 

information is generating 

more ‘expert’ guests and 

‘guest’ experts…   
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© Alexis Papathanassis In-world Screenshot. (2008). Costa Serena at the Cruise Terminal in Genoa. 
Retrieved January 30, 2008, from Second Life In-world Release 
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There is a need to re-define 

the purpose, scope, content 
and interfacing of the 

Corporate Website  
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Beyond Internet Access on Board 
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 Findings (Usage on Board):   

 83% have used some form of technology 
when on a cruise holiday 

 76% web / Internet  

 69% MP3 players 

 52% mobile phones (perhaps too expensive) 

 31% Kindle-type devices 

 23% personal laptops 

 14% gaming consoles 

 9% tablets 

 

 Findings (Reasons for Usage):  

 35% “out of habit” 

 31% Entertainment  

 29% Keeping in contact with home 

 27% Work 

 12% Researching ports and 
destinations 

 6% Boredom 

 2% Shopping 

Survey by CruiseCompare.com  
2,000 cruisers & their technology* 

Online Access Revenue? Online Services Revenue? 

*  May, K. (2011). Passengers want technology as well as cabaret on cruise ships. Available Online:  http://www.tnooz.com/2011/04/25/gadgets/passengers-
want-technology-as-well-as-cabaret-on-cruise-ships/#uY64VliPzcvb7Ydq.99.  Access Date:  06.09.2012    
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Technology usage and free 

internet access on Board 

are neither Amenities nor 
Exciters; They are 

Satisfiers…   
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Brand Awareness? 

Safety Training? Product Placement? Entertainment? 
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Usefulness!? 
Destination / Activity Support Onboard / Activity Support Information Aggregation 
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‘Big Brother is being Watched’ 
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1 cruise, 3 
dissatisfied 

guests, 160 

readers! 
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Critics & Interest Groups 
• Tax avoidance – Flags of convenience 

• Environmental Externalities (Friends of the Earth Scorecard) 

Suppliers 
• Economic Impacts at Source Markets 

• Destination limitations (Seasonal, infrastructural) 

Customers 
• Mass Cruising 

• Overcrowding 

• Safety 

• Criminality on board (Balancing security with recreation) 

Employees 
• Image issue (‘Sweatships’) 

• Intl Transport Workers’ Federation (ITF) 

• International Labour Organisation (ILO) 

• Crew living & employment conditions 
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The age of online 
transparency has 

arrived…What happens 

at sea does not stay at 
sea anymore! 
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Managing the Extended System Landscape 
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• Online brand development 
(Pull) 

• Search-engine optimisation  
• Content-width 
• Structure & visitor workflow 

Enrichment 
• Website promotion (Push) 
• Content mgt & control 

structures 
• Content-depth 
• Navigation efficiency 
• Price transparency 

Experience 
• Content multimediality & 

interactivity 
• GUI customisability 
• Incorporation of user-generated 

content 
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Blockade 
• Online brand protection (Legal) 
• Content protection (Screen-

scraping) 

Backup – partnership 
• 3rd party content integration 
• Online co-branding  
• Mergers & alliances 

Best-partnership 
• Social networking support 
• Online-rating integration & 

optimisation 
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 Co-opetition 
• Price advantage 
• Marketplace /portal character 

 

Co-existence 
• Price parity 
• Structural guarantees 
• Anti-cannibalisation measures 

& incentives 

 

Co-evolution 
• Exclusive access to content & 

offers 
• Incentives for cross-referral 

(online-offline) 
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• Automated approaches: 
•Quantitative Approaches:  Counting and summarising positive / negative responses (Ref. i)  

•Qualitative Approaches:  Extracting topics / issues, clustering and prioritising them (Ref. j, e)  

• But can also be done manually – need for a methodology / systematic approach 

Online Data Mining:   

“Are Onboard Questionnaires necessary?” 

“Guests use the internet to gather 
information…  Do you?” 

• Correlation between website e-quality and guest satisfaction / loyalty (Ref. a) 

• Usefulness above aesthetics (Ref. b, c) 

• Users prefer 3rd party websites (comparison and choice render them more useful) 
(Ref. b) 

• Source market cultural fit in website design 

Online Presence:   

“Is the website useful for you…  or for the 
guest?” 

• Guests are sophisticated and efficient when assessing online reviews and content is 
dominant (Ref. d) 

• Online reviews regardless positive or negative increase guest consideration and it 
does not really matter if the reviewer is an expert (Ref. g):   

• Reviews have a significant impact on online bookings (Ref. H): 10% increase of 
reviews = 5% increase in sales) 

Social Network Management:  

“Do you trust your guests and do you 
believe in your services?” 

“  
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 Research Functions: 

-  Founder & Chairman of the Cruise Research 
Society 
(http://www.cruiseresearchsociety.com)  

-  Co-Director of the Institute for Maritime 
Tourism (IMT) (http://www.imt.hs-
bremerhaven.de/) 

-   Editorial Board Member of the Journal of the 
European Journal of Tourism, Hospitality and 
Recreation (EJTHR) – (http://www.ejthr.com/)  

- Reviewer of the Tourism Management Journal 
(http://journals.elsevier.com/02615177/touris
m-management/)  

 Administrative Functions: 

- Dean of Studies – Faculty of Business & 
Economics  

-  Chairman of the CIM Examinations 
Committee  

-  Member of the CIM Study Affairs Committee  
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