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Summary of Findings 

 Most travel agents, all four suppliers and an industry specialist interviewed by Blueshift expect bookings for the 2013 

wave season to be up year to year. 

 Four of seven travel agent sources said bookings should increase 15% to 30% compared with the 2012 wave season. 

 Two U.S. and two European suppliers are positive on this year’s wave season. One repeat source, a laundry service 

supplier in the United States, said demand for his services has risen 10% to 15% year to year, following a 20% decrease 

in 2012. 

 Cruise lines’ pricing has been mixed year to year. Three travel agents reported steady pricing while three others reported 

an increase of as much as 25% since last year. 

 Two travel agents said Norwegian Cruise Line Holdings Ltd. (50% of which is owned by Genting Hong Kong 

Ltd./HKG:0678) has been this wave season’s most aggressive promoter and advertiser thus far. One travel agent and 

one traveler said cruise lines are overwhelming consumers with emails and ads. 

 Fiscal cliff worries were affecting consumer confidence and, subsequently, cruise bookings, according to four travel 

agents. 

 A travel agent and a cruise traveler said cruise lines are requiring lower deposits than in past years. 

 Two travel agents said river cruises are becoming more popular, and one cruise traveler has booked a European river 

cruise. 

 

Research Question: 

What is the outlook for 2013 wave season bookings? 

Silo Summaries 

1) TRAVEL AGENTS 
Four of seven sources expect bookings to rise 15% to 30% compared with the 2012 wave season. Two sources forecast weaker bookings year 

to year and were joined by two other sources in citing shaky consumer confidence surrounding the “fiscal cliff.” The remaining source simply 

hopes for improved year-to-year bookings. Pricing has been mixed, increasing as much as 25% for three sources, holding steady for three 

others and decreasing year to year for another agent. Two sources said Norwegian Cruise Line has been the most aggressive advertiser, 

resulting in market share gains according to one agent. Two sources reported greater popularity for riverboat cruises. One source said 

inventory has been short in the Caribbean and is excessive in Europe. Another source said cruise lines are requiring lower down payments. 

 

2) SUPPLIERS 
These two U.S. and two European suppliers are positive on the 2013 wave season compared with 2012’s. One U.S. source said demand for his 

laundry services has increased 10% to 15% year to year, and added that Disney and luxury lines are performing best because of their service 

and entertainment. Another U.S. source reported more group and family bookings. Cruise lines are attempting to improve margins with less live 

entertainment. One European source’s sales have increased 7% to 9% year to year, and another reported experiencing increased demand from 

luxury cruise lines. 

 

3) INDUSTRY SPECIALISTS 
Incentives, discounts and bookings have been stable year to year. The source had no comment on prices. European routes are increasing in 

popularity. 

 

4) CRUISE TRAVELERS 
Three of these seven sources reported seeing more marketing than in the past years, and two cited an increase in incentives from cruise lines. 

One said prices have been stable while another reported higher prices year to year. One source said cruise lines are requiring lower down 

payments. Another has booked a European river cruise. 

 

http://www.ncl.com/
http://www.gentinghk.com/en/home.aspx
http://www.gentinghk.com/en/home.aspx
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Background 

Blueshift’s Feb. 7 report found that 2012 wave season bookings and prices were higher year to year and were largely 

unaffected by the Costa Concordia accident. Also, the number of sources reporting stronger year-to-year bookings and 

increased incentives was higher in our April 17 report than in our March 27 report and March 8 report as the wave season 

drew to a close. 

 

Cruise operators have turned to promotions to get an early start on the 2013 wave season. Royal Caribbean Cruises Ltd. 

(RCL) offered additional discounts to travelers to book 2013 cruises by the end of November while Norwegian Cruise Line is 

running a peak booking period promotion from Dec. 5 to Feb. 14. Also, more and more cruise lines are offering “all you can 

drink” plans to attract passengers. In early November, Windstar Cruises revealed that its advanced bookings for 2013 were 

up 60% year to year; such reports signal a trend of passengers booking cruises further out as well as a growing interest in 

luxurious and smaller-ship travels. Concerns for the 2013 wave season include volatility in fuel costs, economic uncertainty in 

Europe, and any lingering effects from the Costa Concordia accident (Carnival Corp./Carnival PLC/CCL/LON:CCL/CUK). 

 

 

CURRENT RESEARCH 
In this next study, Blueshift assessed bookings, incentives and pricing for the 2013 wave season. We employed our pattern 

mining approach to establish sources in five independent silos, comprising 19 primary sources (including nine repeat 

sources) and three relevant secondary sources focused on the fiscal cliff’s effects on the travel industry, Viking River Cruises 

Inc.’s growing fleet, and a travel blogger’s comparison of Norwegian and Carnival. 

1) Travel agents (7) 

2) Suppliers (4) 

3) Industry specialists (1) 

4) Cruise travelers (7) 

5) Secondary sources (3) 

 

 

Next Steps 

Blueshift will monitor fuel prices and related changes in cruise prices throughout the 2013 wave season. We will revisit travel 

agents for updates in their wave season outlooks. Finally, we will monitor how major cruise lines address the trend of 

increased bookings for river cruises. 

 

 

Silos 

1) TRAVEL AGENTS 
Four of seven sources expect bookings to rise 15% to 30% compared with the 2012 wave season. Two sources forecast 

weaker bookings year to year and were joined by two other sources in citing shaky consumer confidence surrounding the 

“fiscal cliff.” The remaining source simply hopes for improved year-to-year bookings. Pricing has been mixed, increasing as 

much as 25% for three sources, holding steady for three others and decreasing year to year for another agent. Two sources 

said Norwegian Cruise Line has been the most aggressive advertiser, resulting in market share gains according to one agent. 

Two sources reported greater popularity for riverboat cruises. One source said inventory has been short in the Caribbean and 

is excessive in Europe. Another source said cruise lines are requiring lower down payments. 

 

 Master cruise counselor of a Southern agency that grosses $2 million in annual bookings; repeat source 

Bookings should be up 15% from last wave season despite uncertainties surrounding the fiscal cliff. Prices likely will 

increase 25% year to year, but cruise lines are adding amenities to entice travelers. In fact, cruise lines are bombarding 

customers with promotions. The Caribbean faces a cruise ship inventory shortage while Europe is experiencing a surplus. 

http://blueshiftideas.com/reports/021202WaveSeasonBookingsPricesHigherUnaffectedbyCostaConcordia.pdf
http://blueshiftideas.com/reports/041206FewFuelSurchargesAriseDuring2012WaveSeason.pdf
http://blueshiftideas.com/reports/031210CruiseLinesHoldTheirCourseTrytoBypassTravelAgents.pdf
http://blueshiftideas.com/reports/031203CruiseBookingsPricingPlateauCostaAccidentsaNonissue.pdf
http://www.royalcaribbean.com/home.do
http://o.canada.com/2012/11/02/some-big-deals-this-month/
http://www.traveldailymedia.com/142952/norwegian-cruise-line-prepares-for-%E2%80%98early-booking-spectacular%E2%80%99
http://abcnews.go.com/Travel/norwegian-cruise-line-adds-drink-option-carnival-celebrity/story?id=17726352#.ULfcLYVt9FN
http://www.windstarcruises.com/
http://www.eturbonews.com/32162/windstar-cruises-reports-60-percent-increase-bookings
http://phx.corporate-ir.net/phoenix.zhtml?c=140690&p=irol-index
http://www.vikingrivercruises.com/
http://www.vikingrivercruises.com/
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Alaska, the Caribbean and Europe are the most popular routes; Royal Caribbean and its Celebrity brand could capitalize 

on this since they serve all three markets. 

 “We are much busier than what we would normally be this time of year. The wave season will be 15% stronger. 

There is no way of predicting the financial cliff, and it is what everybody is watching. What I am booking right now 

is people that book every single year and do things every single summer.” 

 “There is more interest from people wanting to book far out, especially for exotic locations like Asia. We are 

starting to get people educated to book cruise cruises further out. We are booking river cruises for May 2014, 

and in order to get any kind of cabins you have to be well out over a year.” 

 “At least right now everything will come in stronger pricewise—maybe 

25% higher. Cruise lines are trying to keep pricing higher and add on 

some amenities. I am noticing that with Celebrity and then today 

[Carnival’s] Princess have come out with an air promotion. They are 

trying to keep business on the books and keep pricing where they want 

it to be.” 

 “Pricing is firming up in the mass market. There is still not enough 

inventory in the Caribbean, and too much inventory in Europe. Alaska 

seems to be selling pretty solidly. Prices seem to be pretty good.” 

 “Cruise companies are offering fewer discounts, more incentives.” 

 “[Aggressive promotions] have been [fueling early bookings], but I am 

afraid cruise lines are diluting their messages. There is so much info 

going out to their clients, and it is hard to capture the attention of a 

client because they are being bombarded by so many promotions. Too many things are getting deleted because 

so much is being sent out. The ones having bigger impacts are those using the old-fashioned snail mail: Regent 

Seven Seas Cruises, [Prestige Cruise Holdings Inc.’s] Oceania and Viking.” 

 “In the luxury market we have a lot more people who are shopping around for the various perks; they compare 

things like who offers bottled water and who does not. Some of the things that go into the mix that you would not 

consider important, would be important in the luxury market.” 

 “If there is any one company taking away from other companies [it is] Oceania.” 

 “Alaska, the Caribbean and Europe [are the most popular routes]. Companies that are strong in all three 

markets [will capitalize on this]—Royal Caribbean and Celebrity maybe.” 

 

 Owner of a Southern California travel agency 

Cruise bookings are expected to increase 20% to 30% year to year. Cruise lines are offering lower prices and airfare 

deals. This source believes such aggressive promotions will generate sales. Savvy cruise travelers are willing to wait to 

get a good deal. Competition among cruise lines is stiff, and Norwegian seems to be taking share from others. Alaska and 

Europe are generating the most interest. 

 “[The 2013 wave season] will be a good percentage up—I hope 20% to 30% more than last year, just based on 

clients’ preinterest.” 

 “Lower prices and airfare deals are being offered by cruise lines to sweeten the deal.” 

 “My luxury market this past year has either been very last-minute or very far down the line. It is very much one or 

the other. My mass-market travelers are on the hunt to find ‘the deal’; the Internet has conditioned them to wait 

for a special. If I cannot show them what a deal they are getting, they will wait to book.” 

 “I see Norwegian Cruise Line making a very big push, and it has taken market share from the other mass-market 

cruise lines.” 

 “Alaska and Europe both are getting the most buzz. If you have kept up with your marketing, newsletters, print 

and office open houses, you will be ready.” 

 
 Luxury travel advisor and president of a small, independent Southern agency; repeat source 

Bookings are up 15% year to year, but incentives and discounts largely have been absent. Luxury travelers prefer smaller 

ships and a higher level of service, while mass-market cruisers want the “newest, biggest and best.” This sources 

primarily sells cruises on Celebrity, Carnival’s Holland America and Royal Caribbean to the mass market, and Carnival’s 

Seabourn, Regent and Silversea Cruises Ltd. to luxury travelers. She recently has booked more river cruises. Europe is a 

hot destination. Travelers also are booking cruises to Alaska. 

 “I am not seeing many [cruise incentives or discounts] yet.” 

I am afraid cruise lines are 

diluting their messages. There 

is so much info going out to 

their clients. … The ones having 

bigger impacts are those using 

the old-fashioned snail mail. 

Master Cruise Counselor  

Southern Agency 

http://www.celebritycruises.com/home.do
http://www.princess.com/
http://www.rssc.com/
http://www.rssc.com/
http://www.oceaniacruises.com/
http://www.hollandamerica.com/main/Main.action
http://www.seabourn.com/main/Main.action
http://www.silversea.com/
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 “Small ships, below 500 passengers, are preferred [for luxury travel]. Many clients continue to sail on 

Seabourn’s three smaller ships, even though they do not have step-out balconies. [They] appreciate the size, 

intimacy and level of service. Also, some clients have shifted to SeaDream [Yacht Club AS] for its smaller size.” 

 “On the other end of the spectrum, mass-market clients want the newest, biggest and best.” 

 “I try to sell more Celebrity, Holland America and Royal Caribbean for mass market, [and] Seabourn, Regent and 

Silversea for luxury, Oceania for in between. I like [Royal Caribbean’s] Azamara, but tend to book Oceania more. 

[I am] booking more river cruises.” 

 “[Customers] rarely book ocean view and never book inside cabins. Balcony and above. Concierge level is 

becoming more popular.” 

 

 Home-based travel agent and cruise expert on the East Coast; repeat source 

Bookings are expected to improve compared with the 2012 wave season, with The Walt Disney Co. (DIS) cruises leading 

this agent’s bookings. However, mass-market cruise travel has dropped; land-based inclusive vacations are reeling in 

customers, while incentives offered by cruise lines are not as attractive. Cruise prices are flat year to year. 

 “I probably will have more 2013 first-quarter bookings versus 2012 because of Disney. My Disney business has 

gone through the roof.” 

 “Cruise prices for the first quarter of 2013 are probably flat. I have not 

noticed an increase.” 

 “The cruise industry is in for a challenge—a challenge of losing clientele 

because all they have is the size of their ship. Clients think things are 

too big; who wants to be on a ship with that many people? They are not 

going to take a risk of being locked at sea with 6,000 people.” 

 “Mass-market cruise travel has actually dropped off because of the 

value. Most of my clients are leaning toward the better value—land-

based all-inclusives. It is becoming a harder sell to show them the 

value of a cruise if they have to price both land-based and cruise 

vacations. I do not know if the travesty in Italy [the Costa Concordia] 

hurt or if it had no effect, but some people questioned the safety of 

cruising after that.” 

 “[Cruise companies are offering] about the same [number of incentives and discounts]. I am getting the same 

number of emails from Norwegian offering an upgrade. I have not noticed that much coming from Carnival or 

Royal Caribbean. Many are coming out with the same things, such as a $50 onboard credit. That is where they 

are losing their focus, trying to compete with the all-inclusives. … I do not see that as a benefit. Land-based trips 

are starting to win out.” 

 “I still have some very loyal Royal Caribbean clients, and Disney is starting to take share from the mass market.” 

 “Disney is taking market share from Norwegian, Royal Caribbean and Carnival. Their newer ships have started to 

raise a lot of eyebrows. Disney does a great job of marketing all of their products.” 

 “I do not think anything the cruise companies are doing is increasing their business. My cruise clients are loyal. 

If they are loyal cruisers, it will not matter what the specials are. … Unlike other cruise lines, Disney recognizes 

certain age groups and will come out with a deal, such as kids under certain ages will sail free. Families view 

that as a big incentive.” 

 “I sell a lot of Royal Caribbean because that is who I have had the best overall experience with. … I have had the 

worst feedback from a Carnival cruise.” 

 “Probably the Eastern Caribbean [will be the most popular for the 2013 wave season]. The Western Caribbean is 

where people start cruising. I have not seen much in Europe. Travelers do not see the value, and they think 

Europe is a hard place to go and you will be teased with a few hours in each city. Alaska is doing well because 

you hit a certain demographic and that demographic starts telling everybody [they] need to go to Alaska.” 

 “Mexico has made a resurgence. I am seeing it finally go up, and people are starting to feel more confident 

about going. Mexico is the No. 1 all-inclusive land-based destination.” 

 

 CEO and founder of a cruise-focused travel agency 

Bookings for both luxury and mass-market cruises are down as people await the results of the fiscal cliff and the tax 

program. Cruise prices are up 30% to 40% year to year. European river cruises are gaining in popularity. No cruise line is 

taking much share from another. Norwegian Cruise Line is the most aggressive in advertising. 

I probably will have more 2013 

first-quarter bookings versus 

2012 because of Disney. My 

Disney business has gone 

through the roof. 

Home-based Travel Agent &  

Cruise Expert, East Coast 

http://www.seadream.com/
http://www.azamaraclubcruises.com/
http://disneycruise.disney.go.com/
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 “All of 2013 prices are higher. Prices are up as much as 30% to 40% for peak season—the end of January, 

February and March—and in June, July and August for Bermuda. They were very down last year.” 

 “I have seen the pricing for this year on Royal Caribbean and on Norwegian. … They have raised their prices 

significantly over the past few years.” 

 “Booking on luxury is a lot softer now, and most [travelers] are wait-and-see. The mass market is still doing 

business because some of the deals are totally unreal. The luxury market is down even more because they are 

all worried about the fiscal cliff and what will happen with the tax program.” 

 “The biggest factor [for cruise line bookings] is what will happen with Congress. … I was doing some checking 

today; there are four ships going to South America, and they still have space available in January, February, 

March. On another cruise line, two ships doing a 35-day cruise are all sold out.” 

 “There are vibes that the economy is getting a little bit better. But there are many people who are waiting [to 

book cruises]. People do not want to pay the price the airlines are charging.” 

 “Europe’s problems are airfare costs. In the Caribbean, all cruise lines have ships there six months of the year or 

year-round. Space is available. For every ship … at least 50% is available. The economy is getting better but 

moving very slowly, and some ships are still going out at maybe 70%, 

80%, 90% capacity.” 

 “The biggest upcoming market is European river cruises. If there is 

anything up and coming, that is it. It is in high demand, more expensive, 

and not for your 20-year-old or 30-year-old looking to drink himself or 

herself under the table. … It takes a unique operator and a unique 

boat.” 

 “The most aggressive in the mass market will be Norwegian. They are 

pushing more and more. ... Norwegian is running one promotion after 

another, and most promotions are identical or the consumer does not 

know that or does not pay attention to it. Norwegian is trying to keep its 

name in front of the agents and doing excessive mailings to 

consumers, more than any other cruise line. Their pricing keeps going 

down. It is helping them, but there has been one other sidebar to this 

whole idea that has finally surfaced: When pricing gets too cheap on 

any of the mass-market cruise lines, you are now getting a different 

clientele of passengers.” 

 “For the past two years, cruise lines have kept coming up with more 

tricks or gimmicks that get the passenger on the ship and then nickel-and-dime them to death.” 

 “The [cruise lines] are also getting a lower-level consumer onboard. They are finding that these people are not 

buying the liquor packages. … Carnival has a new gimmick … you can get on the ship one hour earlier for $50.” 

 “[Cruise companies are now] offering less in discounts, but the consumer has been trained. This is like Pavlov’s 

dog: They are trained to know that whatever the price is today, as we get closer the rate will go down. They 

believe that it is exactly the same as the hotel or the airlines.” 

 “Cruises offer the ability to visit two, three, four different foreign countries, and the ability to unpack once. If you 

take Norwegian’s [Epic], they have the … Blue Man Group. … Another ship [Royal Caribbean’s Oasis of the Seas] 

has the Broadway production Hairspray, and Chicago is on another one [Royal Caribbean’s Allure of the Seas].” 

 “Going to an all-inclusive resort is nice if you like to sit on the beach all day or have limited local entertainment 

at night. On a cruise ship you might want to go to a casino for an hour. You can go here, there and everywhere all 

in one place. Could they out-price themselves? It will be a few years before they start worrying about that.” 

 “The biggest incentive being used across the board now with most cruise lines—excluding Carnival—is these 

onboard spending credits. It took some of the cruise lines awhile to wake up and realize how profitable [onboard 

spending credits] are. They used to give agents like us a lower rate. Now they are not giving us a lower rate; they 

are giving us more money to spend on the ship. To me, that is a lot better as it is automatically in their pocket 

and a noncommissionable item.” 

 “I just finished setting up special group rates that we get from one of the cruise lines going through to actually 

July 2015, and … they are fantastic rates. They are higher but still good.” 

 

 

 

The biggest upcoming market 

is European river cruises. If 

there is anything up and 

coming, that is it. It is in high 

demand, more expensive, and 

not for your 20-year-old or 30-

year-old looking to drink 

himself or herself under the 

table. … It takes a unique 

operator and a unique boat. 

CEO & Founder  

Cruise-focused Travel Agency 

http://www.carnival.com/loyalty/overview.aspx
http://www.norwegiancruiselineepic.com/bluemangroup.htm
http://www.royalcaribbeanproductions.com/
http://www.royalcaribbean.com/contentWithGallery.do?pagename=chicago_the_musical&galleryPagename=chicago_the_musical&exTypeCode=107&snav=4
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 Cruise specialist with a California-based travel management company; repeat source 

This source expects 2013 wave season bookings to be lower year to year because of U.S. politics. Luxury cruise prices 

have increased, and cruise companies are offering fewer incentives and discounts this year. Promotions are unlikely to 

affect this year’s wave season. Rates are dropping in the mass market, but taxes and other noncommissionable rates are 

increasing. Mexico no longer is a popular route, but travelers who want to go to Mexico will choose the country’s Eastern 

ports for their vacations. 

 “In the luxury market, I see the rates steadily increasing, and the shipboard service and the overall experience 

steadily decreasing. In the mass market, I see the cruise rates decreasing and the taxes and other 

noncommissionable rates increasing.” 

 “If any of Mexico is popular, it’s the east coast—Cancun and Cozumel. Lines with voyages from Galveston and 

New Orleans are the best positioned.” 

 “Regent is steadily taking market share from Crystal.” 

 

 Co-owner and manager of a Louisiana travel agency specializing in cruises; repeat source 

Despite their aggressive promotions, cruise lines are at the mercy of the national economy. The gloom-and-doom news is 

affecting cruise-goers’ decisions. Prices remain similar to last year, and some travelers are taking advantage of the 

reduced deposit incentive. This source hopes bookings will be better year to year. 

 “There has been so much in the news about [the economy] that people are more cautious about spending. If we 

had some consistent positive economic news I feel we would see a more ‘normal’ booking pattern.” 

 “I have not seen much change between prices in first quarter of 2012 and 2013.” 

 “The reduced deposit incentive has been helpful for some people who are willing to plan ahead.” 

 “I see more last-minute decision making as it relates to planning and taking cruise vacations.” 

 “I do not see [market share] as any different from most years. With the mass markets, we have seen a little 

more brand loyalty lately with some of the recently enhanced past-passenger programs.” 

 

 

2) SUPPLIERS 
These two U.S. and two European suppliers are positive on the 2013 wave season compared with 2012’s. One U.S. source 

said demand for his laundry services has increased 10% to 15% year to year, and added that Disney and luxury lines are 

performing best because of their service and entertainment. Another U.S. source reported more group and family bookings. 

Cruise lines are attempting to improve margins with less live entertainment. One European source’s sales have increased 7% 

to 9% year to year, and another reported experiencing increased demand from luxury cruise lines. 

 

 Co-owner of a dry-cleaning and laundry distributor that works with cruise lines; repeat source 

Although 2012 was a tough year, 2013 should be much better. This supplier’s business is expected to increase 10% to 

15%. Cruise lines’ aggressive promotions should spark early bookings for the 2013 season. Many ships are offering 

extras to woo customers, such as themed dining venues and specialty dining packages. Disney and luxury lines such as 

Oceania and Regent are doing the best, thanks to excellent customer service and good entertainment. Lower-priced 

cruise lines, meanwhile, have cut back on food quality and entertainment. 

 “2012 was a tough year, with the staggering economy. Supply sales 

were down around 20%. This year, we are expecting to regain our 

supply sales as we are seeing more of our customers starting to go 

back to using more supplies this year, in an effort to give better 

customer satisfaction.” 

 “We expect to increase our business 10% to 15% with the cruise lines 

in 2013, due to new products, attractive pricing and overall 

professional knowledge of our industry. We offer free, professional 

onboard staff training for all cruise lines in Florida that buy their 

products from us, which many cruise lines are now taking advantage 

of.” 

 “Due to the economy … most [mass-market] dry cleaners are cutting 

back on using professional stain removers, dry-cleaning chemicals and 

even detergents, producing poor-quality garments. Other cruise lines 

This year, we are expecting to 

regain our supply sales as we 

are seeing more of our 

customers starting to go back 

to using more supplies this 

year, in an effort to give better 

customer satisfaction. 

Co-owner 

Cruise Lines Laundry Distributor  
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like Oceania, Regent and Silversea are really stepping up their dry-cleaning and laundry facilities by offering their 

staff professional training with stain removal and dry-cleaning courses.” 

 “We find that pricing will remain steady for the first quarter of 2013 but with lower margins. As manufacturing 

prices rise, along with the cost of doing business, we must remain competitive and must work on lower margins 

until the economy is back on track.” 

 “Aggressive promotions by the cruise lines offering cabin upgrades, onboard credits and other perks will 

definitely generate early bookings for the 2013 season.” 

 “Many ships will be offering extras such as more themed dining venues, more specialty dining packages and 

pay-as-you-eat venues.” 

 “The cruise lines doing the best are Disney and luxury lines such as Oceania, Regent, Silversea and Celebrity 

cruise lines. Each still offers excellent customer satisfaction services, with plenty of entertainment. … Lower-

priced cruise lines have cut back on entertainment, food quality and customer satisfaction. Guests get what they 

pay for.” 

 

 Contracted show band musician for a major cruise line, man in his late 20s 

This source has worked with a major cruise line for the past two years. He expects cruise bookings to increase, 

particularly among families and large groups. The cruise line is undergoing an overhaul of its entertainment arm, 

resulting in more automation and computer-generated shows and reducing the need for live entertainers. 

 “I keep seeing [the cruise line] fill boats [with passengers] every week, which tells me that the cruise industry is 

definitely doing all right.” 

 “There are a lot more families and extended family reunions than there used to be on cruises. They get good 

group rates.” 

 “Some passengers are retirees, but lately [the cruise line] has started to attract younger generations. To please 

the crowd, we’re playing a lot more modern and pop music and less jazz.” 

 “I’ve definitely started seeing a change in safety precautions since the Costa Concordia incident. Passengers are 

a lot more cooperative during a boat evacuation drill.” 

 “[The cruise line’s] entertainment overhaul began over a year ago. [The cruise line] has begun eliminating the 

need for live musicians on each ship, and is replacing them with more DJs.” 

 “[Cruise travelers] can get really good last-minute rates on places like CheapCruises.com. The only problem 

there is getting a last-minute flight to the port if you don’t want to drive.” 

 

 Sales and business development manager for a Turkish ship supply company; repeat source 

This source expects 2013 to be a better year for most cruise companies. Sales margins for his business have picked up 

gradually, and his company’s client portfolio is widening. He expects a 7% to 9% increase in his region’s cruise business 

this year. 

 “We expect a higher volume of product sales and service-oriented revenue during the first quarter of 2013 and 

a gradual pickup in sales in the second quarter.” 

 “Our sales margins in the cruising industry … have gradually picked up. Some [clients] have been happy with our 

services and products, and their evaluations and comments signal that we will have long-lasting business 

relations and [will] extend services in the new year. There are also new domestic cruising companies in the 

industry, and … our company has been servicing their needs to date. … At this stage, we estimate a 7% to 9% 

sales increase in our region.” 

 “The first quarter will be … a recovery period from all marine accidents and obstacles [in 2012, which resulted 

in] an industry revenue decrease of 4% to 5% last year.” 

 

 Director at a UK-based linen supply company 

This company expects to boost its trade with cruise lines because passengers are demanding more quality onboard. Also, 

cruise lines are looking for ways to offer longer-lasting, cost-effective textiles. 

 “Cruises, like any market, are under pressure. We are seeing luxury cruise operators continue the push to add 

value and experiences to their offerings, ensuring that customers are getting a greater … return on their travel 

investment.” 

 “We are certainly expecting to increase our trade with cruise lines as passengers continue to demand quality 

onboard, and cruise lines themselves are now increasingly conscious of the need for extended life and yield in 

their textiles without any quality compromise.” 

http://www.cheapcruises.com/
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3) INDUSTRY SPECIALISTS 
Incentives, discounts and bookings have been stable year to year. The source had no comment on prices. European routes 

are increasing in popularity. 

 

 Founder and editor of a cruise website 

Bookings will mirror the 2012 wave season, and cruise lines are offering the same number of incentives and discounts. 

European routes are rising in popularity, followed by cruises to Australia and New Zealand. The Caribbean cruise market 

remains stable. No company is rising above the pack, as each one has strengths in this highly competitive market. 

 “Last year there was some shifting [of share] due to the Costa Concordia, but [the market] has now settled.” 

 “The routes in Europe are increasing in popularity in part because of the number of Europeans that are 

increasingly [going on cruises], and of course Americans are going to Europe and the Mediterranean. The most 

popular routes after the Mediterranean are Australia and New Zealand. The Caribbean is fairly stable.” 

 

 

4) CRUISE TRAVELERS 
Three of these seven sources reported seeing more marketing than in the past years, and two cited an increase in incentives 

from cruise lines. One said prices have been stable while another reported higher prices year to year. One source said cruise 

lines are requiring lower down payments. Another has booked a European river cruise. 

 

 27-year-old doctor of physical therapy in Minnesota 

This source has been on four cruises since 2003, twice on Carnival and twice on Norwegian, and has enjoyed all of them. 

She has noticed TV ads for cruises, and has continued to receive multiple emails offering free cruise upgrades. Cruise 

prices have remained steady, but airfares have risen significantly year to year. 

 “I have taken four cruises since 2003. Twice I sailed Carnival cruise 

lines and twice I sailed Norwegian cruise lines. Both lines were 

amazing. The Carnival cruise line felt more geared toward a younger, 

party crowd, whereas Norwegian felt more laidback, geared toward an 

older, retirement-age group.” 

 “The prices I have seen this year are same or similar to last year and 

even 2011—very reasonable. It is airfare that has risen so significantly 

to get to ports.” 

 “I receive a lot of emails offering free balcony upgrades, ocean view 

upgrades, etc. This is not different from any previous year, however.” 

 “The [cruise line] emails are fairly aggressive, and it does not help me. I 

book in advance, and most incentives are regarding cruises leaving 

within the week.” 

 

 59-year-old executive for a California-based nonprofit organization 

This source said cruise lines are offering more discounts and incentives year to year. She believes aggressive promotions 

will fuel early bookings for the 2013 wave season. 

 “There seems to be more discounting of cruises offered now that I assume is due to a lower participation of 

cruisers.” 

 “It does seem that there are more and more incentives being offered this year in the way of stateroom credits 

and overall discounts.” 

 “Cruising seems to be more cruiser-centric than years before. A great example is the dining options that are 

available on most lines now; in years past the dining options were much more limited or there was no choice at 

all.” 

 “I have noticed recently that I have received more offers for longer [14 days or longer] cruises, but I attribute 

that to demographic marketing since I am considered an older market cruiser now who most likely could afford 

the longer cruises.” 

 

 

 

The prices I have seen this year 

are same or similar to last year 

and even 2011—very 

reasonable. It is airfare that 

has risen so significantly to get 

to ports. 

Cruise Traveler, Minnesota 
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 53-year-old systems engineer and cruise traveler from Texas; repeat source 

This source has noticed more cruise line ads, and said trip length has remained at one week. He believes cruise lines’ 

aggressive promotions are the same year to year and are largely unnecessary. 

 “I do see more ads [for cruises].” 

 “Aggressive [promotions are] not necessary [by cruise lines], but [are the] same as last year.” 

 

 Cruise traveler in her mid-50s in Alabama 

This traveler has booked a 2013 cruise with her husband. They have taken cruises for the past five years with various 

cruise lines. She has seen a slight increase in discounts and incentives but no change in pricing. 

 “My husband and I take at least one cruise a year. We typically go on week-long cruises.” 

 “We have cruised on several different cruise lines in the past, but the prices are about the same.” 

 “Most of the time, the passengers are in their early 20s to middle age.” 

 “I have seen somewhat of an increase in incentives and discounts. Now they are offering more upgrades and 

lower down payments. Also, last year was the first year we enjoyed a refrigerator in our room.” 

 

 Cruise traveler in her mid-50s in Florida 

This traveler takes one week-long cruise per year. The per-person price of her upcoming cruise was significantly cheaper 

than last year. She typically books with the same cruise line based on past satisfaction and discounts for returning 

customers. 

 “This year’s cruise was $100 less per person than last year.” 

 “We take full advantage of [the company]’s discounts. This time we qualified for the past guest discount and the 

senior discount for people aged 55 and up.” 

 “This cruise coming up will be our seventh year straight of taking a cruise every year.” 

 

 Retired Pennsylvania reporter and columnist who has taken six cruises in the past five years; repeat source 

This source plans to take a Viking river cruise from Amsterdam to Bucharest and an ocean cruise to the Caribbean. He 

selects cruises by destination and interests rather than price, and books them through a travel agent. He prefers longer 

cruises. 

 “We do not usually follow the trends, but we do note that ships are getting bigger and offering a wide variety of 

options that are not necessarily what we want. … Our third cruise, and the longest—42 days across the Pacific—

was aboard Holland America’s [MS] Volendam and it cemented Holland America as our favorite line. Holland 

America has the best food we have found, the most amenities and fantastic staff.” 

 “We will be taking at least two cruises in 2013, which is one more than we took in 2012 when we did a 36-day 

cruise. … In 2013, we are taking a one-week blues cruise that basically putters around the Caribbean with just 

two brief ports of call while offering up daily concerts.” 

 “In early summer of 2013, we are going to take our first European river cruise with Viking from Amsterdam to 

Bucharest. We have had no experience with river cruising, but we were told that it is more all-inclusive in terms 

of shore excursions, much smaller boats and fewer passengers. Since you are sailing on a river we expect to 

have constant scenery worth looking at without the occasional sea day that you get on ocean vessels. The river 

cruise we are taking will be about three weeks.” 

 “We use a travel agent … who finds the deals for us once we have settled on the basic cruise we are interested 

in.” 

 “We booked early on the Viking river cruise we are taking this summer. Because the ships are smaller, they tend 

to fill up faster, but it was a twofer promotion that caught our eye along with airfare included.” 

 

 Middle-aged female cruise traveler in Georgia 

This frequent Disney cruise-goer enjoys the benefits of belonging to Disney’s Castaway Club through which members can 

apply earned points toward cruises. She said she would book all her cruises with Disney even without the club. 

 “On our first cruise with Disney we sat with a couple who said they had been on 22 cruises, and that’s the only 

vacations they take. They said that no other cruise line has the service and attention to detail that this one does. 

They said they have no reason to use another cruise line.” 

 “We didn’t pay cash. We belong to Disney members club, and we used vacation points.” 

 “The 2013 trip cost us more because we upgraded cabin a bit.” 

http://www.hollandamerica.com/cruise-vacation-onboard/Volendam
https://disneycruise.disney.go.com/castaway-club/
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 “We love Disney cruises, and would absolutely have booked the trip with them even if we didn’t have the points 

accumulated.” 

 

 

Secondary Sources 

Our first secondary source discussed the fiscal cliff’s effects on the travel industry, while the second article highlighted Viking 

River Cruises’ rapid fleet expansion to meet growing demand. Finally, a travel blogger compared Norwegian to Carnival in 

seven categories, in which Norwegian excelled. 

 

 Jan. 2 Cruise Source article 

The last-minute avoidance of the “fiscal cliff” was essential for the cruise industry, which relies heavily on consumer 

confidence. 

 “Regardless of how you feel about the specifics of the deal that has prevented the US falling over the ‘Fiscal 

Cliff’, just the headlines of it being avoided is good for consumer confidence.” 

 “For those of us in the cruise industry, this is the most important time for consumers to feel positive about the 

certainty of the future. Today, kicks off the 2013 wave season which runs from January–March each year. It is 

our peak-season for new bookings—about 60% of bookings for the year are made during wave season.” 

 “With this news and the booking activity that we saw the last week of 2012, I’m expecting a fairly strong wave 

season.” 

 “Not striking a deal on the ‘Fiscal Cliff’ would have been a devastating blow for the cruise industry.” 

 

 Dec. 7 Imassera News article 

Viking River Cruises is increasing its new ship launches to as many as 18 in 2014, up from its original plan of six new 

ships. Each new ship will accommodate 190 passengers. 

 “Viking River Cruises has announced that it plans to launch as many as eight new longs hips in 2014 in addition 

to the ten new ships it has already scheduled for launch before 2014.” 

 “Originally, Viking River Cruises had planned to launch six new ships to 2012 and 2013 with an option to launch 

an additional six new ships in 2014, if necessary.” 

 “According to company Chairman Torstein Hagen, river cruises are growing by ‘leaps and bounds’ because 

travelers are enchanted by the idea of visiting old destinations in a new, more comfortable and much more 

modern way.” 

 “The new ships accommodate one hundred ninety passengers all of whom receive spacious and pleasant 

staterooms along with exceptional service.” 

 

 Dec. 27 CruiseCritic.com blog entry 

Norwegian was declared the winner in this travel blogger’s comparison of the 

company against Carnival in seven categories. 

 “Sailed weekend of 12/21 out of Miami on the Sky. First things first—

last year, same weekend, took the weekend Carnival Imagination on 

same trip (almost) in the Penthouse Suite. This time, we were on 

Norwegian in an Owner’s Suite. The difference is like a Cadillac 

compared to a Kia. Norwegian wins in every category hands down.” 

 “It was $2,500 total less than two weeks before the cruise. The 

penthouse on Imagination was $5,000 one month before the cruise.” 

 “WOW am i impressed with NCL’s staff. Always a smile, always a hello. 

… No detail was overlooked, nothing was too much to ask for—they 

were amazing. … On Carnival, we were treated just like everyone else 

with the exception of when we boarded. No specials for suite peeps, no 

extra smiles—nothing.” 

 “Norwegian has [specialty] restaurants (with cover) as well as the 

regular cruise type restaurants and they also have little dining places 

(no cover). Carnival had no specialty restaurants, no [specials] for 

Last year, same weekend, took 

the weekend Carnival 

Imagination on same trip 

(almost) in the Penthouse 

Suite. This time, we were on 

Norwegian in an Owner’s Suite. 

The difference is like a Cadillac 

compared to a Kia. Norwegian 

wins in every category hands 

down. 

CruiseCritic.com Blog Entry 

http://cruisesource.us/2013/01/fiscal-cliff-avoided-just-in-time-for-wave-season/
http://www.imassera.com/viking-river-cruises-plans-to-expand/2418979/
http://www.cruisecritic.com/memberreviews/memberreview.cfm?EntryID=112753
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VIPs—dining with the masses (at least we had a two seater table) but def nothing to write home about .” 

 “Sky was built in ‘99, refurbed in 2009. the only thing I can say is they forgot to refurb the suite bathrooms! 

Dated, old and in need of serious refreshes. … The rest of the ship has a few worn carpet areas but overall is 

much more pleasing than Carnivals garish-1970s/1980s-vegas-casino-oh-my-god-my-eyes-are-going-to-explode 

motif.” 

 “Norwegian tries to balance everything out, as well as keeps the kiddies entertained so they are not under foot 

and in the way all the time. … On Carnival, it seemed everything was geared towards kids or bathroom humor, 

nothing was ever any fun—too many people crowded around one activity that was going on, kids not controlled or 

corralled, and not enough to do.” 

 

 

 

Additional research by Cheryl Meyer, Cindy Elsberry and Megan Cott 
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