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 Cruise Sector evolving, with increasing…  

 Passenger numbers 

 Variety of offerings 

 Fleets & capacities 

 Size of Vessels 

 Importance for tourism (source 
markets & destinations) 

 Presence in the media 

 

 Cruise Sector evolving, with increasing…  

 Cost pressures 

 Competition 

 Scrutiny from critics 

 

“Maturity Stretchmarks” 



© Alexis Papathanassis 

 

 

 • Environmental Responsibility (‘Clean Ships’?)  

• Sustainability of Growth (Pax Growth indefinite?) 

…  We talked about: 

• The question of ‘responsibility’ has ‘stretched’ to other areas: 

• Safety (Concordia Accident) 

• Social responsibility (Employment conditions) 

• Economic responsibility (Taxation, profitability, contribution to local economies) 

Since then… 

• Sector public image and reputation management 

• Sustainable quality of service 

What does this mean for successfully selling the “Cruise Apple”? 
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Larger vessels mean 

more opportunities to 
capture a larger share of 

cruiser wallet…!? 
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© Alexis Papathanassis * Source:  Vogel, M. (2008). Onboard Revenue – The Secret of the Industry’s Success?. Presented at the 1st International Cruise 
Conference (Bremerhaven, Germany). September 26th 
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* Source: Vogel, M. (2012). Crises & Cruises:  Cruise Line Economics 2001-2011. Presented at the 4th International Cruise 
Conference (Leeuwarden, Netherlands). May 21st 
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Conference (Leeuwarden, Netherlands). May 21st 
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Profit margins have 

decreased by approx. 4% 

over the last decade and 
are following a downward 

trend 
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Cruisers may spend an average of 70 Euros 
at the ports of call.  Question is if the money spent at 

port covers the indirect costs and if it goes 

into the wallet of the locals 
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Pax & Crew 
Purchases 

23% 

Shipbuilding 
26% 

Cruise 
Employee 

Compensation 
9% 

Cruise Line 
Purchases 

42% 

Base data:  European Cruise Council (2012: Online) 
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Purchases in 

Europe  (€ 6.4 
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Cruise Income is primarily 

created by production at 

the source markets; not 

by consumption at the ports! 
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Cruises are generally and 

comparatively (to other holiday forms) 

safe.  Although there are several 

incidents at sea every year, the amount 
of injuries and death are relatively 

low…  

…  But the question is not whether 
cruises are safe or not!  It about how 

can they become even safer?   
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Perceived survival 
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escape routes 

Feeling confident 
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quick emergency 
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Positive Perception (% of Positive Responses)  

Factor Relevance (Correlation with Perceived Readiness) 

Estimated Readiness 

Expressed Readiness 

Post-Concordia Accident Survey (N = 128)* 

* Source Data:  Schwenke, C. (2012).  Safety at Sea in the Post-Concordia Era: Analysis of Passengers’ Crisis-Reaction Readiness Onboard Cruise Ships, Bremerhaven 
University of Applied Sciences Research Thesis (Supervisor: Alexis Papathanassis) 

54% of respondents view safety as 

their own responsibility 
especially when travelling with their 

family?  

53% of respondents do not trust (or cannot assess) 
the crew’s ability to deal with an emergency…  Staff 

perceived as highly motivated and willing to help, but less highly as 
able to provide information and communicate emergency info…  

Est. Readiness > 
Exp. Readiness 

indicates a 

slight   
insecurity?  

Information / Education Confidence / Experience 
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Safety is a state and not a 

Procedure… dependent 

on the attitudes and 
abilities of the people on 

board! 
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Perhaps, maybe for a number of crew, 

the wages and life on 
board are better than at 
home…  But are they fair?  For how 

long? With what implications? 
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* Applicants from poor 
countries (Philippines, 
Indonesia, India) 

Between $1500-2000 to 
get the job 

Job start with a credit 

Money sent home = $300 
/ month (7 months’ work 
+ 2-3 months’ lay-off) 
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*
* F&B: Low paid, non-

customer facing staff = 
$350-500 / month 

Housekeeping: Low paid, 
non-customer facing staff 
= $600-800 / month 

Cruise staff:  Staff 
organising activities for 
passengers = $1800-2100 
/ month  
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Long-working hours 

• …  But tax free income!? 

Private quarters & crew 
facilities – quality of life 

• …  But no extra living costs 
(accomm & catering) 

Long absence from family 
& friends 

* ITF (2001).  War on Want.  URL: www.waronwant.org/attachments/Sweatships.pdf , Accessed  11.10.2011 
** Source: www.cruiseshipjob.com, Accessed: 20.10.2011 

http://www.cruisejobsblog.com/wp-
content/uploads/2011/01/cruise-girl.jpg http://caradecrew.blogspot.com/2008_09_18_archive.html 
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“Our vision is to empower and enable our Employees To deliver the 

best vacation experience for our Guest, thereby generating superior 
returns for our Shareholders and enhancing the well-being of our 

Communities.” 

“We recognize that our success is tied to protecting the environment, 

safeguarding and developing our workforce, strengthening stakeholder 

relationships, enhancing the port communities that we visit and maintaining 

our fiscal strength. We also recognize that, in today’s business climate, the 

viability of our business as well as our reputation depends on being 

more sustainable and transparent.” 
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The age of digital 
transparency has 

arrived…What happens 

at sea does not stay at 
sea anymore! 
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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) 

Investors 
• Pax Numbers vs. Profitability 

• Risk of over-capacities 

• Critical profitability dependencies 
(Regulatory environment and fuel prices)  

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 

Competitors 
• Fusion packaged tourism – cruise tourism 

(extended competitive scope) 

• New players 
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OR 
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• ‘Acting responsibly’ is not the same as ‘Responsible action’ 

“Actions speak more than Statements and Reports” 

• Aim for win-win agreements with stakeholders (Destinations, retail 
partners, special interest groups) 

“Internalise the notion of a ‘Chinese Contract’” 

• Customers are increasingly experienced, well-informed and media-
competent.  They are sophisticated with filtering information, can 
relativise public criticism and media-shows 

“If you trust your offering, trust the judgement of your 
customers” 

• Criticism is not to be silenced or debated against 

• Criticism is to be explored, understood and reacted upon 

• Frequently, dealing with the criticism is more cost-effective than 
dealing with the critic 

“Utilise sector critics…  It is quality control for free.” 
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Reputation is about 

‘meaning what you say’ 
and ‘saying what you 

mean’! 
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…  Nobody expects it to either!  Selling it as such 

raises concerns and suspicion.   

Perhaps a ‘ripe apple’ is attractive not due to its 

appearance, but due to its consumption 
value (e.g. best for apple pie) and 

reputation (e.g. organic).   

For the maturing cruise sector, the greatest challenge 

ahead lies with socio-economic responsibility and 

action-focused reputation management 
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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/tourism-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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