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While managers are managing

the  the
democratisation of

IS generating
more ‘expert’ guests and

‘suest’ experts...




The Cruise Sector in the

Age of Transparency and Digital Ubiquity

How does cyberspace affect
traditional notions of Cruise

and ?
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What the Cruise Companies Do...

Oceania Cruises: “A Laptop with WiFi for every Cabin”

~ I

‘{)CEANIA ’C:RUISESQ > EUROPE » S. PACIFIC » N. AMERICA > ASIA ;> AFRICA > S. AMERICA ) CARIBBEAN > GRAND VOYAGES > TRANSOCEANIC |
Your World. Your Way= |

HOME ITINERARIES PROMOTIONS EXPLORE SHIPS EXPLORE ASHORE BROCHURES CRUISE PLANNER ALREADY BOOKED

Lifestyle and Activities * Fine Dining * Suites and Staterooms * Points of Distinction Videos
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Suites | Veranda | Ocean View | Inside Staterooms

Owner's Suite (0S) VIEW DETAILS ) Intaractive Deck Blan
Vista Suite (VS) VIEW DETAILS

Oceania Suite (OC) VIEW DETAILS

Penthouse Suite (PH1) VIEW DETAILS

Penthouse Suite (PH2) VIEW DETAILS

Penthouse Suite (PH3) VIEW DETAILS
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Suite Amenities

¢ Exclusive Access to Executive Lounge Staffed by a Concierge

* Prestige Tranquility Bed, an Oceania Cruises Exclusive, with 1,000-Thread-Count Linens

* 24-Hour Butler Service

s Private Veranda

* Welcome Bottle of Champagne

o Refrigerated Mini-Bar with Free and Unlimited Soft Drinks and Bottled Water Replenished Daily
o Full-Size Jacuzzi Tub

o Priority Check-In and Early Embarkation

¢ Priority Luggage Delivery

Prigri [0 Grill, Jacques and Red Ginger

Laptop Computer with Wireless Internet Access++
» Complime T 2a-Tiour Room Service
¢ Bvlgari Toiletries

* Thick Cotton Robes and Slippers

¢ Cashmere Lap Blanket

¢ LCD Flat-Screen Television

» CD/DVD Player with an Extensive Media Library

¢ Grohe Handheld Shower Heads

* Security Safe

¢ Handheld Hair Dryer

o Direct Dial Satellite Phone and Cellular Service

» 110/220 Volt Qutlets

++Internet usage charges apply.




What the Cruisers Want....

‘Ultramodern Facilities & Entertainment’ = Laptop!?

Survey by CruiseCompare.com

P Findings (Usage on Board): » Findings (Reasons for Usage):
= 83% have used some form of technology = 35% “out of habit”
when on a cruise holiday » 31% Entertainment
" 76% web / Internet = 29% Keeping in contact with home
" 69% MP3 players » 27% Work
= 52% mobile phones (perhaps too expensive) = 12% Researching ports and
= 31% Kindle-type devices destinations
= 23% personal laptops = 6% Boredom
= 14% gaming consoles = 2% Shopping

= 9% tablets

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-
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Technology usage and free

on Board

are neither Amenities nor
Exciters; They are




Digital IQ in the Tourism Sector:

A Methodological Note

unctionality & Content
Site Effectiveness

(30%) Attractiveness
> Availability

Visibility on search engines )

content, & influence on major
social media platforms

Mobile (20%) smartphones and other mobile
devices
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Digital IQ in the Tourism Sector:

Online Bookings are a matter of Digital Intelligence*

DIGITAL 1Q va. YEAR-OVER-YEAR CHAMGE IN
AVERAGE DAILY ROOM RATE

{Hotele with Published Data: 2040 v, 2009

AVERAGE DIGITAL IQ &
PERCENT OF BOOKINGS ONLINE

By Category
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* Galloway, S. (2011). L2 Digital 1Q Index: Travel. Available Online: http://www.I2thinktank.com/research/travel-2011. Access Date: 12.06.2011
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There is a

between

and online




Key e-Competence Indicators:

(German) Cruise-Related Websites*

Av. Time Spent Search Bounce Av. Pageviews /
of Website Visits (%) Rate (%) Visit

I 24,60%
10:42:55
42%

15,50%

Third Party
Cruise Ds

6:27:00
51%

Average Digital Travel 1Q)

Digital Competence Class**
(04:00:00 Spent on Site
Cruise 2.0 Sites

14,90%
5:26:27

! a
N N

Websites

33%

Cruise Line

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

* Source Data: Alexa.com
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Online Cruise Content is Gaining Importance

From ‘Cruise Promotion’ to ‘Guest Consulting’

Cruiser Decision Influences*

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

R ——————————..' 35
Word of Mouth | i 45

Spouse / Travel Companion

Always Wanted to Go

Destination Website

, .
Cruise Website 23

Travel Agent Recommendation

Travel Magazine

Internet Advertisement

Travel Guide

Magazine Advertisement

Direct Mail | 4

TV / Radio Commercial | S

* Source Data: CLIA (2011). Cruise Market Profile Study 2011. Available Online:

© Alexis PapathanaSSIS http://www.cruising.org/sites/default/files/pressroom/Market_Profile_2011.pdf). Access Date: 12.06.2012




What the Cruise Companies Do...

Carnival Cruises: “Travel Agent Reward Programme”

¥ Carnival BEGIN ENTERING YOUR ONLINE BOOKINGS TODAY.

::Rw - Heed heto? VIEW THE FAQ (?)
TRAVEL AGENT REWARDS PROGRAM _ exsmmey

Our new “Travel Agent Rewards Program” has rocked the travel agent community since make sure to select the correct item on the drop down
launching at the end of January, bringing in tons of rewards for registered travel partners. By menu under the “Non-Booking Activity” section.

simply enrolling and logging various actions you complete through GoCCL.com, your GDS,
by attending events or even reading Camival emails you'll rack up points to redeem for a
variety of fun Camival branded-logo items, gift cards, Apple iPads® or even a flatscreen TV.

Then enter your Promo code and click Submit.

Once logged in, click on “How to Earn and Redeem
Points” located at the bottom of the screen for details.

CURRENT ACTIONS ELIGIBLE FOR POINTS EARNING INCLUDE:

+ Creating new online bookings

+» Booking groups online

» Servicing existing bookings using Carnival’s online tools

» Completing CCLU (Carnival Cruise Lines University) training on GoCCL.com

» Attending Awesome events such as Seminars at Sea, Shipboard luncheons and more

= We encourage you to enroll and accumuiate points for these actions now as throughout the
B year certain point-eaming actions will be updated with exciting new choices in order to make
b the program continually dynamic.

£ SO, WHAT ARE YOU WAITING FOR?
" LET US START REWARDING YOU FOR THE WORK YOU DO TODAY!

= " - Open to U.S. and Canada Travel Agents. A qualifying
E“ROLL “om transaction must be repored within 90 days. For more
information, please refer to the full Terms & Conditions.

This site has been tested with Chrome, Firefox, Internet Explorer 8+, and Safari. ®2012 Carnival Cruise Lines. All Rights Reserved.
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Cruise Specialists & Social Networks...

Provide customer service 12%

Allow customers to share experiences

72%

Provide travel advice 19%

social networks

Promote new products and/or services 39%

substitute

Post offers or discounts

Engage with customers 68%

0% 10% 20% 30% 40% 50% 60% 70% 80%
Source Data: Amadeus & CLIA (2011)

* Amadeus & CLIA (2011). From ‘Likes’ to ‘Leads’: Cruise Agents, Social Media & the Impact of Emerging Technologies. Available Online: http://cruising

© Alexis PapathanaSSIS Org/Sites/Default/Files/Misc/Amadeus_NA_Case_Study_v5.pdf (p.01). Access Date: 12.06.2012 (p.4) 1 3




There is a need to

the purpose, scope, content
and interfacing of the




Understanding the e-Cruiser’s Cyber-Itinerary

Facebook Traffic

Travel Website Content Availability*
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* Galloway, S. (2011). L2 Digital 1Q Index: Travel. Available Online: http://www.I2thinktank.com/research/travel-2011. Access Date: 12.06.2011
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Guest Cruise Reviews
Guest Empowerment & Multiplication Effects

cruisereviews

# Cruise ship and port reviews from professionals and cruisers like you!

We have been on b cruises prior to this cruise. We would not ever consider
cruising on Costa again nor would we recommend it to friends or family. Of all
aur prior cruises we never had a... read more

13 users found this review helpful.

Waorst cruise out ofthe 13 I've been on. The most rude pepaole | have ever
encountered on land or sea. Cost has cut back to the bare bones and it shows
everywhere. The crew seems unhappy as well... read more

29 users found this review helpful.

We chose this cruiseline for the initial reason of the price. It also helped that
they offer a kids sail free program and in this economy, who can't say that's a
welcome treat. We had an excellent... read more

h8 users found this review helpful.
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Cruise Online / Mobile Presence represents the Brand
It needs to work!

wil_Vodafonede = 08:35

Charts Informationen

1. Vodafone.de &  08:46

Suchen Informationen

w__Vodafonede &  08:47 94 %, [mm)

suchen  |nformationen =

AIDA Cruises

mark veys

GRATIS

ook o (48)
—_—
Details Rezensionen Zugehdrig

ull.Vodafone.de & 08:35 96 % (mmmp

charts  |nformationen g

Details Rezensionen Zugehorig

3. Lauft seit Monaten nicht

chade das ihr euer App nicht mehr ans laufen
bekommt! Genau so schlecht wie der Service
dieses Jahr an Bord!

4. Mit Schwachen

WK R e by Maler-M - 10.09.2012
Die App startet manchmal einfach nicht und ladt

gefilhlte Stunden ohne dass etwas passiert.
Ansonsten zu empfehlen!

5. Wertlos
W00 ¢ by Flatlander77 - 10.09.2012

Derzeit wird nur der Startbildschirm angezeigt,
sonst tut sich nichts.

- R @) 1)

Y

Highlights Charts Genius Suchen Updates
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Royal Caribbean
International - Official App

Royal Caribbean International

GRATIS

Details "Rezensionen Zugehorig

ui__Vodafone.de & 08:46 94 Y, (=)

suchen  Informationen g

Details Rezensionen Zugehorig

Eine Rezension
schreiben App-Support

Billig gemacht, wenig Info, kaum Bilder -schon
gar keine 360 Grad Ansichten. Nutzlos. Geladen,
gelacht, geloscht

Where is the Wow?
<14 1< ¢ by Capt. Cruise - 24.03.2011

Compared to the european cruise line apps from
Costa, AIDA and TUI Cruises this app is quite
boring. No interactive elements, no 360 degree
ganaramas, no augmented reality. It reminds me

. el

Highlights Charts Genius Suchen

Updates

b Costa Digital Library
Costa Costa Crociere S.p.A

=Y
ok dir s (5)

Details “Rezensionen Zugehdorig

u... Vodafone.de = 08:47 94 % (mmmp

suchen  |nformationen g

Details Rezensionen Zugehorig

Eine Rezension
schreiben App-Support

1. Absolut iibe
1 1.0 by Argus1982 - 14.11.2011

Leider ist diese App nicht nutzbar! Abstlrze, nur
zur Halfte abgebildete Seiten...

2. Enttauschend

O Lo by Landrock - 13.06.2011

Die Umsetzung ist enttduschend und nutzt noch
nicht einmal die Méglichkeiten des iPad im
Ansatz aus. Es ist sogar weniger, als im Internet-
Auftritt leistet und damit derzeit ohne Mehrwert.

<4 X C D

N
Highlights Charts Genius Suchen Updates




It must add value for the guest!
Usefulness & Usability

ull. Vodafone.de %=  08:36 9 u._.Vodafone.de & 08:48 94 %, )
Charts Informationen g suchen  Informationen =
TUI ReiseGuide - Der Vi C&GO
weltweite Reisefiihrer und... Costa Costa Crociere S.p.A.
V TUI Deutschland
GRATIS 860» GRATIS
ok fr iy (32) WKW (42)
i i ) - Details "Rezensionen =
Detaks frezensionen £uge ui._Vodafone.de &  08:37 96 % (mmb u_..Vodafonede =  08:48 94 %, mmb
App Store-Bewertungen und -Rezen S ELCINN N (T NI TST I=1) [ IRt  Suchen  Informationen g
W W 7 7o 1y 173 Bewertungen (alle Versionel RN R0 42 Bewertungen (alle Versio
“““ . A= . : T, s
Details Rezensionen Zugehorig Details Rezensionen Zugehorig
1. Abteilung it = irre Tro***Liebe Gruesse ade, ware sicher gut und spannend, die
W IT 191919 by whyyesandno - 02.10.2012 Schiffe zu sehen. Leider stlrzt es aber sofort
Eine Rezension Leute erst denken dann programmieren dann Eine Rezension nach der Anderung der Sprache ab und lasst sich
schreiben ApPP-SUPE  testen dann freigeben schreiben App- icht mehr 6ffnen. Bitte schnell andern, dann

Ressere Bewertung.

Abstlrze so geht das nicht

{

2. Ipad version nur in Ital. Sprache

Highlights Charts Genius Suchen Highlights Charts WO g by forsts - 07.05.2012

Oy by Thionys - 26.09.2012 Hallo Leute

Leider nicht hilfreich, schade. . .
Habe die APp auf dem Iphone , da ist Deutsch

einstellen kein Problem

3. Ganz ordentlich!! Nehm ich mit! ... Mehr v

WO O by Andy7_ch - 09.08.2012

Gefallt mir sehr gut. Meni zwar etwas 3. Schrott

umstandlich und klein, aber die ferienvokabeln A TTrvc Yy by Lauterbogen - 18.04.2012

hauen das wieder raus. Beim offline Modus hat
mal wirklich jemand mitgedacht. Ich probier's mal

— A

Highlights Charts Genius Suchen Updates Highlights Charts Genius Suchen Updates

Stlrzt bei Sprachenanderung sofort ab
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Beyond the online / mobile brochure

Fun Factor!

-v Entertainment? = v Safety Training? Product Placement?

Suchen Informationen = suchen  |Informationen suchen  Informationen -

AIDA Fun

T A 1 Cruise Rescue Lite Sunshine Cruise Lines
ﬁ:“"“ tEUSEOLIteracuve ==  Gp Imp. 4 < IUGO Mobile Entertainment Inc.
~Z} GRATIS
xokkdar (25) Ak ) GRATIS g At GRATIS
uil. Vodafone.de &  08:51 94 %, = ‘ — )
Details - —_— ) . s ) .
Suchen Informationen |'_‘» Details Rezensionen Zugehorig Details Rezensionen Zugehorig

Details “Rezensionen Zugehorig

Cruise Tycoon
TRADEGAME Lab Inc

WK K 1074 93 Bewertungen |

A

o g% by aidaluna - 08.12.2010
Tolles Spiel und ich liebe den Sound der ersten

Ebene. Ich liebe sowieso alles von AIDA. :-)

~

AIDA Fun
i jgleit  PLUSPOL interactive E\
» o
- ) GRATIS : : :
mi._Vodafone.de &  08:51 l: : : i Brand Awa reneSS? i
Details . Il NEN - =
suchen  Informationen ‘M Suchen  |nformationen v
\
App Store-Bewertungen I: : :
N \
i
3
N
\ A

1,59 €

Highlights Charts Genius

7 \ /oo (44)

5. Tolles Si Highlights | _ Charts Genius ‘Details) Rezensionen Zugehérig i Suchen  Updates
Eine Rezension . Tolles Spiei

schreiben % W %Ok vy by withandwithoutflash - 17.08.2010

Mein Lob an die Entwickler!

Gut Programmiert, einfach zu spielen und
schoénes Design. Toll find ich auch dass man
seinen Highscore auf Facebook posten kann. Nur
Highlights  Charts M die Steuerung ist nicht ganz genau.... Mehr v

6. Cool
¥ W% % % by Ela82 - 10.07.2010

Das Spiel ist lustig und macht SpaB! Nur frag ich
mich, wie man an so viele Punkte kommt, wie in
der Bestenliste?!?

Highlights Charts Genius Suchen Updates

Highlights Charts Genius Suchen Updates
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Some other App examples

ail.Vodafone.de &  08:57 93 % (mm}

suchen  |nformationen g

Port Shopping Spree

Celebrity Cruises Inc.

GRATIS

Keine Bewertungen

( Details ) Rezensionen Zugehorig

PortShoppingSpree

SPREE PICK
)

41\ .

~

Fré

manufa
headqual
watch br:
sophistic

L2 m hig
Hs. ] G S — 6\ |
2 K ® O
” CK >
Highlights Charts Genius Suchen Updates

Destination / Activity Support

ui..Vodafone.de & 09:00 92 %, ()

suchen  |Informationen g

Norwegian iConcierge
NCL Norwegian Cruise Line®

NORWEGIAN
iConcierge
GRATIS

Keine Bewertungen
( Details ) Rezensionen Zugehorig

No Service & 2:02 PM

L NORWEGIAN

NCL . .
| = iConcierge
Cruise Countdown Register

Ports & Tours Account Review

= LA

%" N ® D)
? ( A
Highlights Charts Genius Suchen Updates

Onboard / Activity Support
Usefulness!?

ui..Vodafone.de &  08:37 96 % (b

chats  |nformationen =

MarineTraffic

WY  MarineTraffic
-~ . Kk kkok (367) 29 €

—

( Details )] Rezensionen Zugehorig

sy
- 4 ® Q @

|
Highlights Charts Genius Suchen Updates

Information Aggregation
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New Players...

Apple iTravel Cruise Pater

FIG. 2 200

‘ /f \\ Social Networking Services | | | : j@

Ay v . { .
I 7 =
et T - Pre-Boar n Boar nShore  Post-Cruise
=113 'X’ T WVPROFLE 1] Prezczrwse ez(E)!;)ad 0 2%<;ad ¢ 250: o
b k. : CAUNSE ACTIVES 202 204 206 208 210
On Board ; FNORTEFOODS:
FAVORITE GANES
Would you like 10 take the FIG. 3 Customer Acquisition %02 Enhanced Guest 304
Sydney Opera House Toer? “Educating & Building Experience
— | Enter Preseson - Excitement” “Personal & Connected”
i Show Prelerences C@ Customer
| BLUE NOUNTANS Aop::] | "‘M“"mg: [ Satisfaction V- 306 |customer Retentionl/ 308
e —{ KEEP 1" O FRVATE { ON J “Creatin: “Building Relationships”
| ! g Memories & uilding Relationships’
On Shore  Post-Cruise | TARANGA 200 WALK A0 SRR GLEST Future Cruises™
se=wers 3 T
] |
- | A A ¥ 310 . 1
@ Monetization [/ Affiliates e
; “Services and Upgrades” “Creating Opportunities”
Patently Apple \\ // \\ //
Patently Apple www.patentiyapple.com
e T——— FrBso R Postrise-Debarelon,Revards & ere J
FIG. 4 o0 FG.6 0 —| Fi6.7 0 — s 00 FIG. 12 1200 )
Pre-Cruise Pre-Board | 2 e A =
Building Guest Excitement Facilitate Guest Welcoming e On Board — On Shore Post-Cruise W:
- Enhanced i |
Crulse Exploraiion Boarding Reminders o Entertainment Access } BrovdeNore Fim 65 00, Continue the Conversation R o e
Upaek Cpporsntioe Showcase On-Board Activies =" : s memicilll|
Actves and Ereivmions Capture Customer Preferences’ r_ powd c?;": ':1 ity Information i TAST MNUTE OFFERS)
Port Accommodations 5 P [t Dining o) Aoty Infcimma Location-Based Attractions Debarkation Schedule ok oy o s HeseOma |
Bon Voyage Gifts repare for Checkin | Book Excursions nd n-Port Schedule Rewards and Affliates It b Pk
Activities Excursion Details Post-Cruise Purch:
g SeoslComaccon 7 Send Toism nformation EZ:IM:::W:':,:M
= Restaurant Reservations
\&
=
What's On § |
DECK | =
- {1 "wo! (D) THE PHANTOM OF
| | 00| THE OPERA WILL BEGIN
| ‘un N 30 MINUTES IN THE
. — | =4 GRAND THEATER. | 1802
{1l ) CLICK HERE FOR A MAP
Patenty Apple [ oo TO THE GRAND THEATER
IES : = = |
= : FE
E‘ — [d | @)
= ki =
Patently Apple Patently Apple Pasenty Apple Patenty Apple www patentiyapple com

© Alexis Papathanassis




Brand Promotion Possibilities?!

A big "ol tip of the hat to Captain Greybeard for revealing the hull
design for Norwegian Cruise Line's Breakway. Painted by Peter
Max. Love it or hate it? http://bit.ly/OMY5aa

263
744

yvesterday!

Like - Comment * Share
&5 744 people like this.

) view all 263 comments
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Some Relevant Research...

“The Ship is still Sailing”

Online Data Mining: e Automated approaches:

“Are Onboard Questionnaires necessary?” eQuantitative Approaches: Counting and summarising positive / negative responses (Ref. i)

“Guests use the internet to gather eQualitative Approaches: Extracting topics / issues, clustering and prioritising them (Ref. j, e)

information... Do you?” e But can also be done manually — need for a methodology / systematic approach

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

Online Presence: ¢ Usefulness above aesthetics (Ref. b, c)
" : e Users prefer 3rd party websites (comparison and choice render them more useful)
Is the website useful for you... or for the (Ref. b)

guest?”

® Source market cultural fit in website design — Weak in Germany

e Guests are sophisticated and efficient when assessing online reviews and content is

Social Network Management: dominant (Ref. d)
5 * Online reviews regardless positive or negative increase guest consideration and it
Do you trust your guests and do you . . . )
sielfee fin ey Geriaee 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)

a) Ho, C.L. & Lee, Y.L (2006). The development of an e-travel service quality scale, Tourism Management, 28(6): 1434-1449

b) Morosan, C. Jeong, M. (2008). Users’ perceptions of two types of hotel reservation Web sites, International Journal of Hospitality Management, 27(2): 284-292

c) Papathanassis, A. & Brejla, P. (2011). Tourism Extranet Acceptance in the Cruise Distribution Chain: The Role of Content, Usability, and Appearance. Information Technology & Tourism, 13(2): 105-117

d) Papathanassis, A. &, Knolle, F. (2011). Exploring the adoption and processing of online holiday reviews: A grounded theory approach, Tourism Management, 32(2): 215-224

e) Sohns, K., Breitner, M. & Papathanassis, A. (2011). Online Content Mining Technologies for the Cruise Industry: State-of-the-Art and Acceptance, European Journal of Tourism, Hospitality & Recreation. 2(3): 55-77

f) Sparks, B.A. & Browning, V. (2011). The impact of online reviews on hotel booking intentions and perception of trust, Tourism Management, 32(6): 1310-1323

g) Vermeulen, |.E. & Seegers, D. (2009). Tried and tested: The impact of online hotel reviews on consumer consideration, Tourism Management, 30(1): 123-127

h) Ye, Q., Law, R., Gu, B. & Chen, W. (2011). The influence of user-generated content on traveler behavior: An empirical investigation on the effects of e-word-of-mouth to hotel online bookings, Computers in Human Behavior, 27(2): 634-639
i) Ye, Q., Zhang, Z. & Law, R. (2009). Sentiment classification of online reviews to travel destinations by supervised machine learning approaches, Expert Systems with Applications, 36(3): 6527-6535

j) Zhan, J., Loh, H.T. & Liu, Y. (2009). Gather customer concerns from online product reviews — A text summarization approach, Expert Systems with Applications, 36(2): 2107-2115

© Alexis Papathanassis




There is an to

extend from Customer
Relationship Management to

Management




Information Management in a Wider Context
“Cruise Leaks” — Big Brother is being watched!

Critics & Interest Suppliers
G rO U pS e Economic Impacts at Source Markets

¢ Destination limitations (Seasonal,
* Tax avoidance — Flags of convenience infrastructural)

¢ Environmental Externalities (Friends of the
Earth Scorecard)
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The age of

has

arrived...What

at sea does not stay at
sea anymore!




