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t Virtuoso’s regional : Executives and travel agents around the cruise sector
o A 8 . havevoiced similar notes of optimism recently gbout 2010.
meeting in New York in - While some of the optimism is cautious, much is confident,

The dwindling demand and drastic
discounting that struck the cruise
industry in 2009 have given way
to more positive trends at the
start of Wave season.

iy ‘ By Johanna Jainchill

+ with some flatly predicting that 2010 will be a comeback
late January, agents con- : " TP
p year for cruises.
fronted Crystal Cruises’ * Executives at Oceania Cruises and
17 ¢ 5 A o b Regent Seven Seas Cruises have num-
Bill Smith with an issue : bers to support their confidence: By
1yd Dec. 31, Oceania had booked 85% of
he had not addressed in : its capacity for 2010, up from 61% at
a long time: waitlists. the end of 2008; Regent had booked
“They had. clicris Zé:: of its 2010 capacity, up from
© Bill Smith
Sy 7 O g 2 “We are very, very happy,” said Rich-
e wa}ti listed on this sail % Vice PN, ' CED of MSC CrusehUSA.
. ing and that sailing, and they were ! Gl Gruies  “Wesawa heavierload than normal in
. . ¢ . : December and thought, maybe Wave
: saying, ‘What do you think? Are they : i come in with a nice ltl kicker. And it did”
o going to clear?”” said Smith, Crystal's 1 Agents and executives point to several reasons the cruise |
4 : - J % : industry is doing well even as the economy continues to
. senior vice president of sales. “It was : struggle and some areas of travel re-
. > + main soft.
: funny, because we haven’t had that : The Bcsars inoet ko s peiionts
conversation in about 18 months.” * travel demand; the decision by cruise
¥ : lines to continue marketing aggres-
: Smith was pleased to report that : svely during the worst of the reces-
. g 2 + sion; and the ability of travel agents
. bOOkmg volume at Crysml 15,UP about * to change business tactics to adapt to
: 30% so far this year, and that sailings : the new consumer.
A - ©  This is not to say the industry has

: as far out as the end of 2010 are sold : ehounded entirely. Yields are still cEo
. out, + way down from 2007, for both agents _MSC Cruises USA

o v : and ‘cruise lines. “Clearly we are not
Travel agents have to understand, if :

back to pre-recession demand level, but we are pleased to

5 o A . seeyield recovery under way,” Royal Caribbean Cruises Ltd.
- you have clients that look for hOhday  CFO Brian Rice said during the company’s fourth-quar-

: cruises you better get them booked er earnings conference call on Jan. 28. “As of today, our
H HISCS ¥ 8 booked load factor and average per dlems are ahead af the

: because they are not going to be [avail- : same time last year” :
v » . . Smith said that yields were still depressed for the Cry!-
: able for long],” he said. * tal product, and that because they rolled out 2010 pricing
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’sa great
“But;” he added, “I guarantee
yu-dmpﬁnwilpupmmn

s last year was one that cut deep
into both cruhelmeand travel

wmpmmnly affected by
pricisig. We don'tlike it, but it

provides better value than the year
h(on and brings more people

cruising.
* “Now_we have stable prices

ago, the §
lmat‘e 10 pull from rf
as they typically ring
‘Wave scason. y
She said they
keting tools
' protracted booking cu
' They educated their ag
on using social
and creating

mar-
adjust to th

again, and the machine is stron-
ger” he said.
The Wave is back

Signs that bookings and prices
are improving are most obvious

now, during the industry’s Wave

season.
‘Wave’s importance over the last decade has generally ©

declined as the cruise booking curve has become steadier

throughout the year.

2010 Wave season, however, has taken on some un-

as a barometer for recovery.

prominence %

%mryhasm-b«nnmmonmmnau:
used to be;” Sasso said. “But this season’s Wave looks good
and might be an indication of what will happen in the next -

18 months.”

| RCCL executives mentioned positive Wave season results -

several times during the recent earnings call.

2010 “is looking much than many thought pos-

- stronger many &
% sible only a short time ago,” RCCL CEO Richard Fain said

during the company’s earnings call. “We arc expecting good
& yield growth despite the continued poor economy. Wave
mioﬂmammgmwilhgmxivnlumandm

~ Sasso also said that MSC was in a position to eschew
- discounts.”
booking window is getting wider, pricing is a little more
‘stable and the ships are filling long before you need to go to
mmmmuteucm

AMERICAS
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Avoya Travel .

of an improved 2010.
Brad Anderson, co-president of America’s Vacation Cen-
ter, said that Wave 2010 has been “nothing short of remark-
able”
Echoing Smith’s comments, he said

that space was filling so quickly.

done buying.” Anderson said.

the same time last year, and agency
revenue is up almost 50%.
The revenue factor is an important

Center

* sign to many cruise sellers who spent a year facing some®

- times nonexistent commissions as
Rm: said dunng v.he same call. Ezch of the last lhr« .

i perday.

« agents have reported that, for the year
--ukmyhuummelmzumabnmpommnm ¢
‘mﬂﬁwmun;andmuhmmnmndpmg .
* R.L, said that the average per-person
big : cruise booking was up about $100
are seeing signs of recovery,” he said. “The

WWW. TRAVELWEEKLY.COM

cruise prices tumbled to as low as $25
At CruiseOne and Cruises Inc.,

to date, reyenues are up 40%.
CruiseBrothers.com in Cranston,

compared with one year ago. Gross
sales were up 45%, while commis-
sions had climbed 33%.

“I'm not sure if it is Wave or just

- people being thankful that 2009 is over,” said Anthony
* Adler of Cruise and Resort Inc. in Sherman Oaks, Calif.
: “Our sales are triple what they were last January. ... Cruises

W e &

Seress 1ravel
Representative

his major concern at this point was .

“In the pit of my stomach 'm _
afraid we're going to run out of va-
cation product before consumers are *

For this year’s Wave season, trans- -

action volume at AVC is up 30% over ©
. the balconies on a seven- to 10-day crili 1

CEO =
Cruise Planners _ +

Many agenud.wfocusedon :ellmgwo«expensm
* products, as the three- and four.day cruise prices fell far
100 low to yield any real W
“The [noncommissionable fees] on the low end of the
2 sp«mmunlownprwrpomumasgmﬁnmmuﬂ
: adeterrent for us wanting to market those products, nn\‘
“More than ever, we are booking

Anderson. “We are focusing on the longer
higher categories. Instead of an inside
sno.owmsn:mo:-m'mdmnmmo

* Steven Gelfuso, who said an agent had that day booked

2 $15,000 Holland America Line cabin. “Years ago there

. weren't many suites on a ship; now there are thousands to
* sell. Not many agencies have the experienced agents that
. know what they are doing like we do.”
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Continued from Page 23 |

idea that they were reaching cont

even if they weren't spending mon
Carnival Cruise Lines CFD (.cr

[

hill spid last year that though it would be
tempting to cut back on marketing during
the down cconmny. it would backfire long-

. get,” Cahill said last March, referring to !
: his years as Carnival Curp.'s CFO. “Since
: 1 moved over to the cruise line, I seem to
’ hnvc changed religions. I think it's the big-
ge»l mistake you could make to (ul maket-
Z ing in this current environment.”

. Cruise Line, took his post at NCLJuth
: economy was cullapimg.

"Wlu-n 1 \\hs on the corporate side, 1
would have said, ‘Slash the marketing bud-
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Kevin Sheehan, CEO of Norwe

His team cngagcd in the tactic ofiﬂ

costs out than l’h:
other guys, and's we.
Ioldcd the shipth
Kevin Sheehan  UPy" Shechan said, |

CEO “It played out well.

Norwegian Cruise We put a razor f?““

Line on revenue manlge-
ment.”

NCLs prices to evcnlually creep up,
han said.

“We had been dropping p prices thm
four weeks prior to a sailing, and since
are only as good as your weakest co o
tor, they had to drop pricing too,” he Uﬁd- 1

“We're not the only one that did that, but
we did it more than the other guys.

“With rigorous revenue nagement
and base-building, we've ble to mini- |
mize lhal That has helped all ofu.sgctplk-
ing up.”

Better revenue management nll:%!

‘
1

Longer lead time 8w

One of the most xmporlanl indications
of a healthy cruise selling eénvironment is
the booking curve, which contracted alarm-
ingly during the last 18 months.

“It’s back at that very healthy level,” Shee-
han said. He said as of early February the
average was 148 days, about 17% above the
same time last year. During the worst of the
recession, he said, it was at 92 days.

Industry insiders attribute that to both

The industry’s decision tg. )
drop prices to historically
low levels last year cut -
deep into profits, but it

kept the ships full.

]
consumer confidence and pent-up de-
mand, much of it a result of the industry’s
continued efforts to market their product
and value proposition.

“When you have what happened a year
and a half ago, 90% of the people are still
employed,” Sasso said. “But that 90% of
people, for the next month, lhouﬂl{‘aﬁy
were next. When they psyd!olog‘ g
alize, ‘I didn’t lose my job, I'm not
ployed, I have cash ﬂow,’ they sa need
to take my vacation.'”

Sasso and the other . mcuuves ll’ways
come back to the value of cruising bei
the industry’s main dmu, 3

“As the consumer moy
ing paralyzed as they w
start to look at.where t

value proposition is a cruisel” ..



