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While managers are managing 

the technology, the 

democratisation of 

information is generating 

ƳƻǊŜ ΨŜȄǇŜǊǘΩ ƎǳŜǎǘǎ ŀƴŘ 

ΨƎǳŜǎǘΩ ŜȄǇŜǊǘǎΧ   
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How does cyberspace affect 
traditional notions of Cruise 

Branding and Reputation?  
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u Findings (Usage on Board):   

Á83% have used some form of technology 
when on a cruise holiday 

Á76% web / Internet  

Á69% MP3 players 

Á52% mobile phones (perhaps too expensive) 

Á31% Kindle-type devices 

Á23% personal laptops 

Á14% gaming consoles 

Á9% tablets 

 

u Findings (Reasons for Usage):  

Áор҈ άƻǳǘ ƻŦ Ƙŀōƛǘέ 

Á31% Entertainment  

Á29% Keeping in contact with home 

Á27% Work 

Á12% Researching ports and 
destinations 

Á6% Boredom 

Á2% 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 

{ŀǘƛǎŦƛŜǊǎΧ   
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Digital IQ* 
Index 

Site Effectiveness 
(30%) 

Functionality & Content 

Aesthetics & Interactivity 

Digital Marketing 
(30%) 

Marketing efforts 

Off-site brand presence 

Visibility on search engines 

Social Media 
(20%) 

Brand presence, following, 
content, & influence on major 

social media platforms 

Mobile (20%) 
Compatibility and marketing on 
smartphones and other mobile 

devices 

Attractiveness 

Availability 

Accessibility 



© Alexis Papathanassis 
*  Galloway, S. (2011). L2 Digital IQ Index: Travel.  Available Online: http://www.l2thinktank.com/research/travel-2011.  Access Date:  12.06.2011    
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There is a Correlation 

between e-competence 
and online bookings 
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* Source Data:  Alexa.com 
**  Galloway, S. (2011). L2 Digital IQ Index: Travel.  Available Online: http://www.l2thinktank.com/research/travel-2011.  Access Date:  12.06.2011    
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TV / Radio Commercial 

Direct Mail 

Magazine Advertisement 

Travel Guide 

Internet Advertisement 

Travel Magazine 

Travel Agent Recommendation 

Cruise Website 

Destination Website 

Always Wanted to Go 

Spouse / Travel Companion 

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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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 

άAgainst expectations, 

72% of the specialists 

without Websites use 

social networks as 

an effective 

substituteΗέϝ 

ϝ  !ƳŀŘŜǳǎ ϧ /[L! όнлммύΦ  CǊƻƳ  Ψ[ƛƪŜǎΩ ǘƻ Ψ[ŜŀŘǎΩΥ  /ǊǳƛǎŜ !ƎŜƴǘǎΣ {ƻŎƛŀƭ aŜŘƛŀ ϧ ǘƘŜ LƳǇŀŎǘ ƻŦ 9ƳŜǊƎƛƴƎ ¢ŜŎƘƴƻƭƻƎƛŜǎΦ  !Ǿŀilable 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) 



© Alexis Papathanassis 

There is a need to re-define 

the purpose, scope, content 
and interfacing of the 

Corporate Website  
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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 
 ϝϝ  !ƳŀŘŜǳǎ ϧ /[L! όнлммύΦ  CǊƻƳ  Ψ[ƛƪŜǎΩ ǘƻ Ψ[ŜŀŘǎΩΥ  /ǊǳƛǎŜ !ƎŜƴǘǎΣ {ƻŎƛŀƭ aŜŘƛŀ ϧ ǘƘŜ LƳǇŀŎǘ ƻŦ 9ƳŜǊƎƛƴƎ ¢ŜŎƘƴƻƭƻƎƛŜǎΦ  !Ǿailable Online:  http://cruising 
Org/Sites/Default/Files/Misc/Amadeus_NA_Case_Study_v5.pdf (p.01). Access Date:  12.06.2012 



© Alexis Papathanassis 

1 cruise, 3 
dissatisfied 

guests, 160 

readers! 
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Brand Awareness? 

Safety Training? Product Placement? Entertainment? 
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Usefulness!? 
Destination / Activity Support Onboard / Activity Support Information Aggregation 


