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Setting  
your Port Objective 

Exceed  
guest satisfaction on purpose,  
every time… 

“ “ 



Είµαι ο 
Γιάννης Μπρας 
Founder and CEO Five Senses Consulting 



  
CRUISE TRENDS  
AND CRUISE COMPANIES 

¤  Operation of a Cruise Ship  

¤  Different Cruise Companies  

¤  Cruise Market Segments  
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Operation  
of a Cruise Ship 

Deck Department 
Safety Officer  
Environmental 
Compliance Officer  
Navigation Officer 
2nd Officer  
3rd Officer  
Deck Cadet  
ISM Officer  
Security Guard  
 
Medical Officer 

Captain / Master 

Hotel Director  Chief Engineer  Staff Captain 
 

Hotel Management Department  
Guest Services Manager 
Food & Beverage Director 
Concession Partner Managers 
Entertainment Director 
Onboard Revenue Director 
 
Information Technology 
IT Officer  
Computer System Specialist  
 
 

Engine Department  
1st Engineer  
2nd Engineer  
3rd Engineer  
Chief (1st ) Electrician  
Electronic Engineer  
2nd Electro-Technical Officer  
Electro-Technical Cadet/
Engineering Cadet 



2019: Cruise industry Statistics 

404 ships  

30,2m passengers  

41.6 billion revenue 

70+ Cruise Brands  

122 new vessels 
Order Book  March 19 

 

+ 130 billion output 

**Note:  Statistics from Cruise Industry News  



**Note:  Statistics from Cruise Industry News  

Overview the different cruise companies 

Area	 Market 
share	

Caribbean	 38,40%	

Asia/Pacific	 15,10%	

Mediterranean	 14,20%	

Northern/Western 
Europe	 9,40%	

Australia	 4,00%	

Alaska	 4,00%	

West Coast	 3,30%	

Area	 Market 
share	

Hawaii	 0,90%	

Panama Canal	 0,40%	

Africa	 0,40%	

Domestic Waterways 
(U.S.)	 0,30%	

Antarctica	 0,20%	

World	 0,10%	

Area	 Market 
share	

Canary Islands	 2,10%	

South America	 2,10%	

Trans-Atlantic	 1,40%	

Bermuda	 1,30%	

Canada/New 
England	 1,20%	

Indian Ocean/ 
Red Sea	 1,20%	
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Overview the different cruise companies 

**Note:  Statistics from Cruise Industry News  



Cruise Conglomerates 
CARNIVAL 
CORPORATION  
105 ships, 41.8% Market 
 

§  Carnival - 27 
§  Costa - 16 
§  Princess - 18 
§  AIDA - 13 
§  Holland America - 14 
§  P&O - 6 
§  P&O Australia - 3 
§  Cunard Line - 3 
§  Seabourn – 5 
 

 

NORWEGIAN CRUISE LINE  
27 Ships, 9.0% Market 
 

§  Norwegian – 17 
§  Oceania – 6 
§  Regent – 4 

 
 
MSC CRUISES  
17 Ships, 8.6% Market 
 
 
GENTING HONG-KONG 
8 Ships, 3.7% Market 
 

§  Star Cruises – 2  
§  Dream Cruises – 3 
§  Crystal – 3 

ROYAL CARIBBEAN 
63 ships, 23.8% Market 
 

§  Royal Caribbean – 26 
§  Celebrity – 14 
§  TUI - 7 
§  Pullmantur – 4 
§  Silversea - 9 
§  Azamara - 3 



Cruise Market Segments 
 

¤  Contemporary – Large vessels that appeal to the mass market 

¤  Premium – Large vessels that appeal to a mass market  with higher 
service levels and premium ticket price 

¤  Luxury – Smaller vessels with superior levels of service 

¤  Small-ship – Small vessels with under 400 pax that call on both 
popular ports and more “off the main path” destinations  

¤  Adventure / Expedition - Small vessels which offer exclusive 
experiences geared around learning and adventure, usually to remote 
destinations 



Cruise Market  
Segments 
PAX Capacity 

Contemporary  

Premium  

Small Ship 

Luxury  

Expedition 



Different  
Cruise 
Companies 



CRUISE DESTINATION MARKETING 
 1.  Preparing a three year cruise strategy 

2.  Creation of a cruise marketing plan 

3.  Preparing a port presentation 

4.  Shore Excursions and the development of a Destination Excursion Book 

5.  Working together with the Port, City and Cruise Lines 

6.  Relationships with the cruise media and magazines 

7.  Key elements - a good port brochure 

8.  Importance of a port web site and social media 

9.  Smart Signs and Mobile apps 

10.  Worldwide cruise exhibitions 



Cruise Tourism 

experiences	

Culture/History Adventures/Gastronomy 



C2 

DESIREABILITY  & SAFETY 

EXPERIENCE REVENUES 

THE CRUISE LINES 



BALANCE 

DESIREABILITY  & SAFETY 

EXPERIENCE REVENUES 

THE CRUISE LINES 



BALANCE 

DISIREABILITY 
&SAFETY 

EXPERIENCE REVENUES 

Port City 

The Partnership 
Cruise Line 



Shore Excursions: Part of the Port Presentation 
o  For Contemporary and Premium cruise lines, Shore X revenues 

are often the number one revenue generator  
o  For Luxury, Small ship and Expedition brands, Shore X is the 

reason guests book their cruise and it drives ticket yields 
o  Shore X revenues are a large part of your port value 
o  Know the penetration rates for Shore X in your port 
o  Know the quantity of guests that can be accommodated on tour 

on any given day in port 
o  Note:  Collaborate with your local shore excursion stakeholders.   

Note:  Collaborate with your local shore excursion 
stakeholders 



Shore Excursions: Part of the Port Presentation 

Suitable for Families 
Moderate Walking 
 Walking 
 Walking with stairs 
 Hiking 
Wheelchair friendly 
Cave visit friendly 
Ancient monument 
Castle  
Church/Monastery 
Local Village 
Organized beach 
Windsurfing 
facilities 

Bus transport 
Boat transport 
4x4 Jeep 

Traditional 
Shopping  
Olive oil factory 
Wine tasting 
Local food Tasting 
Golf course 



Working Together: Port, City and Cruise Lines 

o  Collaborate with your local stakeholders to be more effective 

•       Port Agents 

•       Tour Operators 

o  The cruise lines want to hear from you  about the relationship you have 

with the local stakeholders 

o  Stakeholders sell the port too! 



Port/Destination Strategy 

Any destination need projects that will improve the passengers  
experience in all their Five Senses 

Create  
Experiences 



Smart Signs 



Smart Signs 

1,8m 

1,2m 



Smart Signs 



Smart Signs 



Smart Signs 



Project sample 

 
 
By showcasing local products produced in 
Greece and providing relevant product 
information,  this will increase the understanding 
and immediate information on the existence of 
this particular product. 
 
The way that particular information about the 
Olive tree and its products will be displayed and 
explained can trigger the subconscious mind and 
engage it in exploring the local shops and 
products.  

The Olive Tree of Life 



Project sample 

The Olive Tree of Life 



Project sample 

The Hearbs of Life 



Project sample 

The Hearbs of Life 



Create your Story 



Innovation – Innovation - Innovation 

Free Mobility Vehicle Gamification 



Secret Heraklion 



Secret Heraklion 





Story tellers 



Visitor Experiences  
with Local Community 



 News Bubbles 

Port Improvement  
Projects 



Port Improvement  
Projects 

Kissing Spot 

Thessaloniki  
Kissing Spot 



Thank You 
 
 over & out 


