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Source: http://www.cruising.org/sites/default/files/pressroom/Infographic.pdf 

Wider Economic Impacts?! 

Demand Growth?! 

Cruise Capacity Growth?! 
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Source: http://www.cruising.org/sites/default/files/pressroom/Infographic.pdf 

Corporate Social Responsibility 

Demand Growth?! 
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Management Competence &  
Profitability 

Infrastructural, 
Economic & Regulatory 
Restrictions 

ÅMarket potential 
ÅProduct Development 
ÅMarketing Mix 

ÅSector Reputation & Image 
ÅMass Media & 

Communications 

Demand for 
Cruises 

Supply of 
Cruise 

Capacity  

Business 
Success 

Wider Socio-
Economic 

Impact 

Corporate 
Responsibility 

Diffusion of 
Cruise Product 
in the Market 

Demand 
Side 

Supply 
Side 

Utility 
Side 
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u When: 

Á Demand for Cruises 

Á Wider Socio-economic Impacts 

Á And Business Success 
(Profitability) 

u ...  Are all moving clockwise (i.e. 
Developing Positively growth 
continues) 

u ...  Unless slowed down (or reversed) 
by: 

Á Cruise supply restrictions 

Á Responsibility concerns (internal or 
external) 

Á Diffusion dynamics in the source 
markets 

u At some point:  

Á Growth will lead to decline, and  

Á After decline, growth can be 
expected 
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Endless Growth Potential!! 

Demand for 
Cruises 
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UK; 1622 

Germany; 1219 

Italy; 889 

Spain; 645 

France; 387 

R² = 0,986 

R² = 0,9976 

R² = 0,9858 

R² = 0,9701 

R² = 0,9977 
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Base data:  European Cruise Council (2012 Online)  -  Own Forecast 
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u German Market Potential (Source: ADAC Reisemonitor) 

Á 2010:  4.3% of the population planned to take a 
cruise  

Ƅ 2009 & 2008: 3.9% 

Ƅ  2007: 3.2% 

Á Every third German could imagine taking a cruise 
in the next 5 years 

Ƅ Potential 31% 

Ƅ Preferred Regions:  Mediterranean (Canaries), 
Caribbean 

 

 

u USA Comparison (Source: CLIA Cruise Market Profile Study 2008):  

Á Average Age: 46 

Á Market potential (approx. 43% of the population) 
= 128,5 Mil. 

Ƅ 59 Mil (approx. 44,6 % of the market potential) 
have been on a cruise 

Ƅ 30 Mil (approx. 50% of cruisers) have been on a 
cruise in the last 3 years 
 

 

Kreuzfahrer Urlauber 

Wahrscheinlich 22% 15% 

Definitiv 31% 11% 

0% 

10% 

20% 
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40% 

50% 

60% 

% of consumers intending to take a cruise in the 
next 3 years 

Source: http://www.web-tourismus.de 2008 (n:93) 
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Χ  ŦǸǊ ōŜƛŘŜ DŜƴŜǊŀǘƛƻƴŜƴ 

Χ  ŜƘŜǊ ŦǸǊ ŘƛŜ ƧǸƴƎŜǊŜ DŜƴŜǊŀǘƛƻƴ 

Χ  ŀǳǎǎŎƘƭƛŜǖƭƛŎƘ ŦǸǊ ŘƛŜ ŅƭǘŜǊŜ 
Generation 

For whom are cruises interesting? 

Average 
Age: 
49,7 

(Source: DRV 
Studie 2008) 

Χ  Ƴŀƛƴƭȅ ŦƻǊ ǘƘŜ ƻƭŘŜǊ ƎŜƴŜǊŀǘƛƻƴ 
 

Χ  Ƴŀƛƴƭȅ ŦƻǊ ǘƘŜ ȅƻǳƴƎŜǊ 
generation 

Χ  ŦƻǊ ōƻǘƘ ƎŜƴŜǊŀǘƛƻƴǎ 

Probably 

Definitely 

Cruisers Holiday Makers 
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u Least data fit (R2 = 94%) 

u 30 Million Pax by 2041 

u Indefinite growth assumption 
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R² = 0,9873 
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Linear Extrapolation Quadratic Extrapolation 

u Second best data fit (R2 = 98%) 

u 69 Million Pax by 2041 

u Indefinite growth assumption 

 

R² = 0,9923 
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Cubic Extrapolation  
(S-Shaped Curve) 

u Best data fit (R2 = 99%) 

u Compatible with the 
Product Life Cycle concept 

uHistorically applicable for 
tourist destinations (Butler 
1980, 2006) and  

uTourism segments 
(Zimmermann 1997) 

Source data:  CLIA (2010)  



© Alexis Papathanassis 

u Bass Diffusion Model (1968):  

Á Represents an S curve ς Just like the Product- or Destination-
Life Cycle 

Á Can be used for forecasting the slope of the S curve, on the 
basis of the market potential and the degree of imitation and 
innovation   

u Assumptions: 

Á Market Potential in Germany approx. 5 million 

Ƅ Travellers spending more than ϵ1700 on a vacation 

Ƅ Demographic structure remains the same 

Á Innovation and imitation coefficients are calculated from the 
historical data (currently demand is determined by imitators ς 
cruise market has left the introduction phase) 

 
Source: Nee & Papathanassis (2011) 
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Diffusion of 
Cruise Product 
in the Market 
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Image Source:  http://www.idea2dezign.net/wp-content/uploads/2013/05/Quantum+of+the+Seas.jpg 



© Alexis Papathanassis Images Source: http://www.schiffsjournal.de/vorstellung-der-quantum-of-the-seas/ 
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Comfort and Service 
Quality 

ΰwƻǳƴŘ-tout without carrying 
ǎǳƛǘŎŀǎŜǎΨ 

ΰ.ŜƛƴƎ ŀǘ ƘƻƳŜ ŀōǊƻŀŘΨ 

Excellent Catering 24/7 

Crew / Pax Ratio 1/3 

Variety & Differentiation 

The ship as the Destination 
(Mega-ships, Floating Resorts) 

Theme Cruises (e.g. Metal-
Cruises) 

Sea-Land product 
Combinations 

New Routes, Destinations 

Excellent Value for 
Money 

2012:  Av. Price for a Cruise:  ϵ 
1.710 (approx..ϵ 185/Day)*  

Modern Image 

Increasing proportion First-
Timers 

Increasingly younger 
customers 

Innovation & Technology 

Source: DRV Zahlen & Fakten 2012  
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* Rogers, E. (1962, 1995), Diffusion of Innovations, Free Press, New York 
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Time 

ÁEarly Adopters 
(13,5%): 

ωRespectable  

ωOpinion 
leaders 

ωPopular  

ωEducated  

ÁInnovators (2.5%): 

ωAdventurous 

ωWell-educated 

ωWell-informed 

ωWell-off (usually) 

ωRisk-takers  

ÁEarly majority 
(34%): 

ωThoughtful 

ωExtensive 
social network 

ÁLate majority 
(34%) 

ωSceptical,  

ωTraditional 

ωLower social 
status  

ÁLaggards (16%): 

ωTraditionalists 

ωLimited info 
sources and 
network  

ωRisk-averse 

ωLower economic 
status 

ÁEarly Adopters 
(13,5%): 

ÁRespectable  

ÁOpinion 
leaders 

ÁPopular  

ÁEducated  

ÁInnovators (2.5%): 

ÁAdventurous 

ÁWell-educated 

ÁWell-informed 

ÁWell-off 
(usually) 

ÁRisk-takers  

ÁEarly majority 
(34%): 

ÁThoughtful 

ÁExtensive 
social network 

ÁLate majority 
(34%) 

ÁSceptical,  

ÁTraditional 

Á Lower social 
status  

ÁLaggards (16%): 

ÁTraditionalists 

Á Limited info 
sources and 
network  

ÁRisk-averse 

Á Lower economic 
status 



© Alexis Papathanassis 

 

 

 

 

 

T
o

ta
l S

a
le

s 
/ 
N

u
m

b
e

r 
o

f 
U

s
e
rs 

Time 

ÁInnovators (2.5%) 

ÁEarly Adopters (13,5%) 

ÁEarly majority (34%) 

ÁLate majority (34%) 

ÁLaggards (16%) 


