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Princess = executives announced that in
2009 the line will introduce nine new Europe
itineraries and that the Ruby Princess and Tahir-
ian Princess will make their Europe debuts,

Participating in the monthly Travel Execu-
tive Forum sponsored by America’s Vacation
Center/American Express, Princess president
and CEO Alan Buckelew and vice president
national account sales Jim Baer said the Tahit-
ian Princess will sail on a series of 18-day mid-
summer the World” itineraries
berween New York and London thar fearure

p of

Teeland and Greenland. (See story on page 48.)
The line also plans to increase its Holy Land
cruises, which Buckelew said were very suc-
cessful this
The itinerary innovations planned for next year
reflect the Princess history in worldwide deploy-
ment, Buckelew told the agents ar the Webinar.
Princess was among the first cruise lines to
sail in Asia and Australia and among the first
to sail in Europe, he said.
Baer added, “We pioncered exotic cruis

=ar

reflecting the 41-year-old line's he

P&0 and

tradition of exotic trades.

Ame

L'gﬁt
Princess Execs Unveil Arctic Cruises,

Princess Cruises was one of UK-based
P&O's brands before P&O was acquired by
ral years ago.

Baer said that Princess has 90 itineraries to
290 ports on seven continents,

“We are well-represenied globally with ships
of from 650-700 passengers to 3,000 passengers,
based on the concepr of large ship choices and
small ship feel.”

Buckelew told agents thar the Princess prod-
uct is “smack dab in the middle of the pre-
mium segment.”
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Midsummer Crossings in ‘09

In the Travel Executive Forum,
Buckelew, Baer discussed new
itineraries, tech programs.

Princess, the third
largese cruse line, is fa-
mous for the
Boat" TV serics thar
was the catalyst 1o pro-
pel the cruise industry
into its moder

“A key component of our culture,” said Buck-
elew, “is innovation and growth.” He added that
during his 20-year carcer at Princess, the

“Love

stare.

ne has
grown from three ships to over 17 now.
“Looking forward, the new Ruby Princess
will be arriving in November and deils of
naming will be coming out soon. We are very
excited abour this new ship — it is the continu-

o

ation of the long growth of our brand and the
next step in our continuing expansion.”

The Princess executives were eager to talk
about the line’s liseml

“silent on” pro-

enables agents 1o builds expertise on Princess.
“Complel

ing the courses in the Academy
makes you more comfortable selling our produce
and you'll be able 1o close the sale.”

Baer said thar the Academy is really a business
administration course, with Princess as the case
study, that will train agents on
their business — how effectiv
10 set L 3

“We
the expert, your customers should know about
your expertise and thar it will help you close the
sale, That is why we believe it is critical 1o invest
in training,” he told the agents ar the Webinar,

ays they can grow
1o close sabes, how

ight — among other lessons.
el that if you take the time to become

umlp]nu.' he highest level of training — Com-
— with customizable marketing pieces

gram that makes the process more pleasant, ac-
cording to Buckelew.

In the new program, passengers are cach
given an assigned time and place to assemble
on the final morning and a

personally es-
member of the
ating the guesswork as 1o the
actual disembarkation time.

“It is a subtle innovation but one that sends cus-
tomers home with positive feeling,” said Buckelew.
s the fleet.

Referring to the line’s Grand Class ships, Buck-
elew told the ¢ built our ships
e designed with
| rooms rather than lots of large rooms.”

‘Small Ship Feel’
mple, he told the agents, the line's
Grand Class ships have three dining rooms
similar in size to those on a 1,000 berth ship,
rather than a single mega dining room.

“This allows us to offer Anytime Dining or tra-

corted to the gangway by
ship's saff, climi

The program is being rolled our acre

nts that “we h:

differently from others. They

more

For e

ditional dining — and the ship is much more
alive as the result, We are proud of our big ship
choice but with a small ship feel thar experienced
cruisers love. We have made the balcony the stan-
dard cabin — which has changed the image and
enjoyment of cruising,” Buckelew told the agents.

Baer reviewed the line's technology wols for
agents that he said are de
close more sales,

The line’s tra

ned 1o help them

wel agent portal, Princess One-
Source, will soon have a new reporting function
enabling agents to measure their Princess sales.
“We are creating the best agent reporting tool
we possible can in beta test now; it should be
coming out soon,” Baer told the agents.
OneSource gives agents aceess o product
that
Princess cruises.

information

helps them sell more

Indeed, the cruise line leverages technology
1o help agents increase their productivity. Baer

pointed 1o the online Princess Academy that

promoting their expertise to clients and prospects.

Continuing with his bricfing on the lines
technology, Baer said the POLAR online book-

ly

cred

ing tool i

It has a number of selling and manag,
1d builds agency booking reports,
POLAR allows the agency to build its own cus-
womized repors, as well as extend options up
o twice — so they won't lose the booking.

sy to use,”

ment

features

“Cur commitment to is incredibly

strong and will not waiv
needed to help you sell our product
comforeable with it to close the sale, Baer.
Responding to one agent’s question on the
changes in the cruise industry in the past few
yes aer said that technology is allowing
lines to provide better product and b
ice to both pas

ngers and travel agen
He added, “The industry is more profe
as well — both vendors and sellers. They are

treating it more like a business. 1 have been in

this industry for 30 years, It was an elitist group
of people who traveled and was

s professional

an industry as it is tocds Supphu have engaged

with the teavel selling community and we have

inves

ed in training and tools — and that is crit-
L. All of that has made it a better indu:
Replying e

ics

another :

gent'’s question, on the
future of the travel agent profession, Buckelew
said that today’s agents have the wols o make

their businesses whar they want them 1o be —
which was not an option 10 yea

The Princess CEO 5 s
whole, grow, they

tha

cruise industry : crearing
more opportunity for agents who will be more
important to the cruise lines because “you have the
oppartunity to provide service” that complements
and enhances the customer’s cruise

That is the side of the profession Princess
cllers, Buckel

¢ to communicate what

ion.

believes in — not the online s w

said. “You have exper

Princess offers and you will be envical to our

success in the furure.”




	 

