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To what extent is sustainable cruise tourism possible? 
Let's be creative and reverse the question! 

• Beliefs and values create objects AND 
objects shape beliefs and values

Products

• In business, production systems compete 
against each other (NOT products).

Produktion-
Systems

• A production system requires tangible and 
intangible resources (often referred to as 
competencies)

Resources / 
Competences

Cultures:

Culture can be described as the shared meanings, values and beliefs.

Competitiveness:

It is precisely these resources that are crucial to a company's ability to be 
competitive and maintain its competitive advantage.

* Barney, J.B. (2001). "Is the Resource-Based "View" a Useful Perspective for Strategic Management 
Research?". Academy of Management Review. 26 (1): 41–56. doi:10.5465/AMR.2001.4011938

…  Resource-Based View (RBV)*

To what extent is 
cruise tourism possible 

under increasing 
sustainability 

pressures? 

https://en.wikipedia.org/wiki/Doi_(identifier)
https://doi.org/10.5465%2FAMR.2001.4011938


'Sustainability culture' and the cruise 
product

Demographics and the challenge of attracting new customers
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According to CLIA, the younger generation is the future of 
cruising... Currently 35% of guests are under 40!

10.05.2024
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The Customers…
Generational conflict and cruises as a symbol for ‘Intergenerational Inequity’

(Baby)-Boomers

• Born between 1940-
1959

• Idealism
• Revolutionary
• Collectivist

Generation X:

• Born between 1960-
1979

• Materialistic
• Competitive
• Individualistic

Millennials (Gen Y)

• Born between 1980-1994
• Globalist
• Questioning social norms, 

institutions – ‚Crowd
Trust‘

• Oriented to self

Generation Z:

• Born between 1995-
2010

• Undefined ID
• Community-focused
• Dialogue-oriented
• Realistic

Today’s:  60-80 Year-olds 40-60 Year-olds 25-40 Year-olds 25-younger

X
e

n
n

ia
ls

G
e

n
 J

o
n

e
s

M
in

io
n

Z

OK Boomer.  
You don’t 

care for our 
future and 
the planet.

Don’t be a
Snowflake.  

Grow up and 
get real.

I’ve got my own 
problems to 

solve…  let alone 
global inequality 
and the planet!

We can do it! 
We can make 
this world a 

better place…  
Go Z go.

Current Cruise Market                        Future Cruise Market
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‘Hedonism’ is losing appeal: “Tell me how you travel and I will 
tell you who you are”  
Modern (Cruise) Tourists distance themselves from Consumerism!

The ‘Supertraveller’* - Story-Telling of a Transformational Experience

Maxims of the Supertraveller Mindset:

•“We want genuine brands that actually care about us and the communities that they 
impact.”

•“We want to come back to our ordinary worlds feeling transformed and inspired.”

•“We want the human element back in an otherwise commoditized and impersonal 
experience.”

Transformational experiences** -> Meaning to the lives of people

•“The full potential of tourism lies in providing experiences that transform and give 
meaning to the lives of the people.” (p.146)

•“Reviews of marketing material would help analyse how the industry markets its products 
in terms of their transformative power.” (p.146)

10.05.2024* Bujarski, L. (n.d.). Das Supertraveler-Manifest. Abgerufen am 10. Juni 2022, von http://www.skift.com/supertraveler-manifesto
** Robledo, M. A., & Batle, J. (2017). Transformational tourism as a hero's journey. Current Issues in Tourism, 20(16), 1736-1748. 
https://doi.org/10.1080/13683500.2015.1054270



Hochschule Bremerhaven Seite7

‘Hedonism’ is losing appeal: “Tell me how you travel and I will 
tell you who you are”  
Modern (Cruise) Tourists distance themselves from Consumerism!

“New Sustainability” is more than Conservation…  It is also 
Regeneration!*

“Rising concerns about climate change, overtourism, declining employment and labour
conditions and resource degradation have all highlighted the inadequacy of the current 
capitalist system in addressing the failures of mass tourism. Now, under COVID-19, 
there are calls for tourism to move beyond ‘business as usual’ and to find a pathway to 
regenerative tourism.” (p. 504)

Adding socio-ecological value locally!**

•“Regenerative tourism focuses its interventions on building the capacity of whole 
systems for regeneration, rather than managing social-ecological impacts whilst ultimately 
pursuing infinite economic growth.” (p.10)

10.05.2024* Cave, J., & Dredge, D. (2020). Regenerativer Tourismus braucht vielfältige wirtschaftliche Praktiken. Tourism Geographies, 22(3), 503-513. 
https://doi.org/10.1080/14616688.2020.1768434
** Bellato, L., Frantzeskaki, N., & Nygaard, C. A. (2022). Regenerativer Tourismus: Ein konzeptioneller Rahmen, der Theorie und Praxis miteinander 
verbindet. Tourism Geographies, 1-21. https://doi.org/10.1080/14616688.2022.2044376



Sustainability and resources: 
Image, shortage of skilled workers and destinations 
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Staff shortages and COVID19 as triggers in the competition for 
talent...
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Career Choice Attributes and Career Intention:
“Being paid to travel the world and getting stripes along the way” Story 
is insufficient!

Papathanassis, A. (2021). Cruise tourism ‘brain drain’: Exploring the role of personality traits, educational experience and career choice
attributes. Current Issues in Tourism, 24(14), 2028–2043. https://doi.org/10.1080/13683500.2020.1816930

The “reputation / sector image”, “sector growth” and “opportunity to travel / 
cultural enrichment” were found to be the most important aspects predicting a 

career in cruise tourism. 

These aspects are of secondary importance in predicting intended 
employment in the cruise industry: “work conditions”, “work-life 

balance” and “career prospects”

Statistically not 
significant

This has considerable implications for the 
cruise sector, as the sector’s current 

recruitment narrative may 

prove insufficient to compensate for the 
negative publicity regarding 

sustainability and corporate 

social responsibility“ (pp. 2038-2039)

https://doi.org/10.1080/13683500.2020.1816930
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Cruise production system
Are cargo shipping and other forms of tourism more beneficial for ports? 
What does taxation of the cruise industry mean?

Cruise vs. Tourism?Cruise vs. Cargo? EU Emmission Trading System (ETS)



Cruise production system
Coping the scenario: “Fewer customers, fewer staff, rising 

costs”
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Coping with the scenario: 
“Fewer customers, fewer staff, rising costs”

Private Islands

Captive Pricing

Digitalisation & Robotics

Megaships
‚Monopolies at Sea‘

Fewer Customers

Staff
Shortages

Increasing Costs
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Cruise Quo Vadis: 
Either technologically driven “smart evolution” or market decline and displacement by 
other forms of vacation

10.05.2024

• Technologically up to date and more energy efficient
• More control over and opportunities to generate onboard revenue
• Digital services and a lower crew-to-passenger ratio

Larger cruise ship newbuilds and reduction in service life 
(especially older ships)

• Shipping companies are shifting their routes (to non-EU areas) and 
adding their own private islands to their itineraries

• The total number of ports visited is likely to decrease and focus on the 
main ports of departure and main points of attraction

Declining port calls and increasing number of home ports outside 
the EU

• Cruises will become more expensive and deliver less value for money
• Increased polarization of markets/segments (class over mass), at least in 

Europe (i.e. return to 'traditional' model).

Consolidation and 'glocalization' of the market
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