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By Terry Thornton, Vice: F’resujent Marketing :
Carnival Cruise Lines and Chairman of the FCCA Marketlng Commlttee

1 ruising continues to grow & an
unprecedented rate — arecord 6.9

million passengers set sdl in 2000 -- a

whopping 19 percent increase over 1999.

One of the ressons behind this tremendous
rise in popularity is that cruising offers a
truly hasslefree vecaion experience pro-
viding guests with the unique opportunity

“Thereis no single
reason Why a cruise
line chooses a port
but rather the collective
sum of a number of
factors, each of whic
plays a critical roIe
in an itinerary’ S
overall success.”

to vist a diversity of sightsedng destina-
tionsin asingle voyage Without the need
to pack and unpack or rush through air-
ports, guests can just sit back and relax
whilethar "floaing resort' tekesthem toa
variety of sunny, exotic ports of cdl, each

Ships docked in Nassau.

offering its own cultures, sites and attrac-
tions It's what makes cruising so dramati-
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cdly different from aland vecaion.

Given the importance of itinerary in vaca-
tioners decision-making process it's no
wonder why cruise linesgo to great lengths
to assemble itiner-
aries tha apped to
consumers and ulti-
matdy generate rev-
enue for the compa
ny. But what exact-
ly goes into deter-
mining a ship’s itin-
erary?

Obvioudly, a port’s
amenities and attrac-
tions — beaches his
toricd dites, eco-
tourism  opportuni-
ties, shopping, snor-
kding, watersports,
etc. — ae of prime
importance, asthey arefirst and foremostin
consumers minds when considering a
vacation.

Equally important, how-
ever, isthe overd| percep-
tion of the destination
itelf — i.e its "maquis
value." Guest satifaction
is paranount to cruise
operators and a destina-
tion with strong name
recognition makes it that
much easier to market an
itinerary to potentid veca-
tioners.

The indudry is carrying
more first-time cruisers
than ever, meaning thd,
more than likdy, guests
havenever visited the des-
tingions on their ship's itinerary, basng
thar opinions instead on information
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gleaned from word-of-mouth referrds,

-

travel agents, advertisng or sdes

brochures.

The perception of a desiinaion in con-

A group of passengers depart in Antigua

sumers minds, reinforced by the port’'s
own intensive marketing efforts, ultimatdy
leadsto atop-of-mind awareness about the
destination and increases its "marquis
vaue" to both consumers and the cruise
industry asa whole

While not immediatdy apparent to con-
sume's issues such as infragructure and
logistics dso play a key role in itinerary
sdection. Not only must the port possess

“Cruise linesgo to gfreat
.. lengths to assemb
itineraries that appeal to
consumers and ultimately
generate revenue for
the company.”

strong consumer appesal, it dso mug offer
adequae transportation between the port
and atrections, suffident docking spece,
convenient fud and water hook-ups, and
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qualified vendorsin a variety of business
sectorsfor provisioning purposes.

The availability and variety of
organized shore excursions is
another key dement in itinerary
planning. Locd tour operaors
must not only be qudified and
offer their srvices a reasonable
prices, they mug also be access-
ble and willing to work with the
cruise operators in tting ched-
ules, transferring guests to and
from the ship and various other
logisticd issues.

Other factors such as costs associ-
ated with visiting the port — dock-
age fees, head taxes, efc. are d so considered
when planning an itinerary. Port officias
must dso demonstrae a willingness to
work with the cruise lines to enhance the
overdl port experience, improve infrastruc-
ture and devd op new and dif ferent tourism
opportunities.

Even aship'sspeed playsarolein itinerary
planning, as it determines whether a vessel

can reach the destination in atimey fash-
ion, allow for sufficient time for guests to
visit the various etractions and return to the
port of embarkation in time for the next
cruise.

And it goes without saying that assurances

of sfety and security of a cuise lines
guests and crew mug be provided before a
cruise operator can even consder
committing to a particular port-of -
cal.

Asyou can seg, thereis no single
reason why acruise line choosesa
port but rather the collective sum
of a number of factors, each of
which plays a critical role in an
itinerary’s overd|l succes. To
have strong tourist appeal without
the necessary infrastructure — or
vice versa — grealy diminishes a
port's attractiveness to itinerary
planners.

A shipsitinerary isan integral part o theowver-
dl cruiseexperience. We inthecruise indudry
look faward to worki ng with our pat partners
in cregtingnew and exciting schedules that pro-
vide guests a braed spectrum of experiences
whilemakingapasitiveecanomi cimpact tothe
deginaionsthemsdves. |

Julie-Anne Burrowes
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recently left the
FCCA toreturn to
her home country,
Barbados.

She has accepted a
position with Tall Ships,
an FCCA
Platinum Member.
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'~ THE END'OF AN ERA ~ |
The FCCA Wishes Much Success
To A Good Friend
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