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'NOTE: Italicized page numbers refer to figures.

A

ABC Islands (Aruba, Bonaire, and
Curacao), 102
Acapulco, 98
Accredited Cruise Counsellor, see
Certified Cruise Counsellor
activities,
examples, 10, 50-51
for children, 34, 48, 87
on-board lines, 127-128

see also port days; shore excursions

Adventurers, 160
advertising, ;
comparison of media, 182-183
affinity groups, 188-189 :
Affinity /Special-Interest Vacationers,
188
Africa, 113
cruise guide, 119
cruise itineraries, 113-114, 117
map, 117 ‘
season, 118
air deviation desk personnel, 78
air/sea packages, 11, 78
Alaska, 18 ‘
cruise guide, 119
cruise-tours, 144
cruiser profile, 9
as a cruise region, 94--96
map, 95 :
sample itineraries, 9-10
al fresco dining, 34
Alliance of Canadian Travel
Associations, The (ACTA), 71
alumni rates, 22
American Cruise Lines, 129
American Society of Travel Agents,
The (ASTA), 71
Anchorage, (Alaska), 95
cruise guide, 179
season, 118
Antarctica, 57, 111
cruise guide, 119
Antigua, 101
Aruba, (The Netherlands), sce ABC
Islands
Asia, 112
cruise guide, 119
map, 116
season, 118
associations, 70
Association of Retail Travel Agents,

The (ARTA), 71
Atlantic coast,

Europe.
map, 107
- Northeast (US),
E map, 97
atriums, 34 -
at-sea days, 10
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B

Baby Boomers, 180
Bahamas, The, 8, 11
map, 100
Baja Peninsula, 98-99
cruise, 100 - '
cruise guide, 119
map, 99
Baltic Sea, The,
map, 110
Barbados, 102 sec also Caribbean
Barcelona, Spain, 11
bare boat charters, 30
barges, 28, 57, 97
Bar Harbor, (Maine), 96
season, 118
basis two, 21, 171
beds, types, 37
benefits vs. features of cruises, 2, 8, 47
Bermuda, 8, 96
berths, 37
better cruise deals, 68-69
billboards, use in advertising, 182
Blue Riband, 4, 7 .
Bonaire, (The Netherlands), see ABC
) Islands ’
booking,
choices, 170-171
methods, 163, 170-172
books and magazines, about cruising,
123-124
Bora Bora Cruises, 130 .
boredom, as an objection to cruise
purchase, 22, 50, 167
Boston, (Massachusetts), 96
bow, 39
bridge, 33
British Virgin Islands, The 101
brochures,
categories, 164-165
format, 165
use in advertising, 183
use in sales, 164-166

C

cabins, see staterooms
cabin stewards, 48, 54, 55, 63, 67
cable TV, use in advertising, 182
Cabo San Lucas, 99

cruise guide, 119

season, 118
Canada, sample itinery, 10
Canadian Institute of Travel

‘Counsellors, The (CITC), 71

Cancun, (Mexico), 87

cruise guide, 119

season, 118
captain’s,

duties, 62

table, 57

Caribbean, The, 18
Eastern, 118-119
map, 101
Southern, 118-119
map, 101-102
Western, 118-119
map, 102-103
shore excursions, 83
Carnival Cruise Lines, 131
casinos, 35, 49
Castaway Ca?l, 135
Catalina, (California), 9
categories,
of cruisers, 9, 16, 156
of cruises, 8-11
Cautious Travelers, 160
Cayman Islands, The, 103
cruise guide, 119
Celebrity Cruises, 132
Central American ports, 103, 110-111
map, 112
season, 118
Certified Cruise Counsellors, 125
chains, travel agencies, 67-68, 180
chef, executive, 63
chief engineer, 62
chief executive officer, 64
chief medical officer see doctor, ship’s
chief purser, 48, 62-63
chief radio officer, 62
chief steward, 48, 54, 55, 63
circle itineraries, 9, 79-80
classes, comparison, 4
CLIA, see Cruise Lines International
Association
contact, 125
member cruise lines, 128-151
promotional materials, 184
Website, 125
sce also Cruise Counsellor
Certification Program
CLIA Cruise Manual, 37, 57,123, 126,
171

clients, see cruisers

closed-ended questions, 161
closed-jaw itineraries, 11

closing sales, 169-170

Comfortable Spenders, 160
comment cards, example, 55~ 56
commissions, 66, 69
communications officer, 62
comput;e; 5eservation system (CRS),

concessioners, 64

concierge, 37, 63

confinement, as an objection to cruise
purchase, 24, 167

consorti(um-affiliated travel agencies,
8

consumer publications, 123-124

consumer research, §, 179-180
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Consummate Shoppers, 156
contractors, 64, 74-75
cost, sce price
Costa Cruises, 133
Cozumel Island, (Mexico), 102
cruise guide, 179
seasons, 118
credit cards, registration, se¢ purser's
office ' o
crew, :
overlapping of responsibilitics, 63
positions, 62-63
space for, 32-33
crew purser, 63
crew-to-passenger ratio, §, 62, 145
cross-selling, 166, 169
cruise,
consolidators, 69
director, 63
documents, 4647
experience, 179
guide, 127
ide destinations, 119
nes,
activity guide, 127
categories of, 125
CLIA member, 128-151
co-op funds, 68
descriptions, 28, 128-151
destinations served, 178-119
evaluating, 122 '
gratuities, 55, 59
inspections of ships, 40
jobs, 74-75
shore excursions, 57
support for travel agencies, 189
videos, 124 ;
Websites, 125
see alse Individual names of
cruise lines
nights, 49, 50-52, 54-55
Cruise Lines International Association
(CLIA),
certification program, 70
member descriptions, 128-151
ship inspection form, 72-73
Shipboard Cuisine Guide, 58
cruise-only agencies, 68
cruise-only trips, 11
cruise-oriented travel agencies, see
cruise-only agencies
cruisers,
categories, 16, 156
expenditures, 8
planning, 46
prospective, 159-160
questions, 59
ready to buy signals, 169
satisfaction, 57 .
statistics, 2, 16, 30
cruises and cruising,
as learning experience, 3, 118
as romantic experience, 18
cancellation, 5
characteristics, 2, 17-18
" choices, 17-18, 32
definition, 3
deluxe, §
deposits and payments, 171, 191

duration, 8-9
example, 47-55
exotic, 151
favorite destinations, 99, 104-106
features vs. benefit, 2, 8, 47, 86
first-time cruisers, 94
rowth, 2
history, 3-8
to islands, 94-103
itineraries, 94-103, 105, 110-112,
115-117
low-cost, 21-22
lower-cost, 125
mass-market, 8, 16, 79, 125
for mature travellers, 137-140, 156
popularity, 2, 8
“premium” lines, 126
sales, 157-172, 184-185
statistics, 16
tours, 85
Websites for analysis, 124-125
who buys?, 156
see also cruise destinations; cruise
guides; cruise lines; specific
geographical cruise destina-
tions; ships; specific types of
cruises; travel agencies
cruise ships see ships
“cruises to nowhere,” 116
cruise-tours, 85
Crystal Cruises, 134
Cunard Line, 135
Curacao, (The Netherlands), sce ABC
Islands

D

database marketing, 186
debarkation, 32
western Mediterranean, 105
decks, 28
“concierge,” 126
crew, 32
example, 43
plans, 37, 39
prices, 39
departure, 49
deposits, 171
Depression, cruising during the, 5
deputy captain, 62
destinations,
served by CLIA member lines, 18
summary of popular areas, 8-11
see also specitic geographic areas
dining, 57
alternate areas, 18, 34, 57
facilities, 34, 53
other formats, 49
with officers, 57
specific cruise line descriptions,

staff, 32, 49, 55, 58

see also food; menus
direct mail, use in advertising, 183
disabled cruisers, 87-88
discounts, 80
disembarkation, 55
Disney Cruise Line, 136

distance, as an objection to cruise pur-

chase, 25, 168

district sales managers and represen-
tatives, 66
doctor, (ship’s), 34, 62
Dominican Republic, The, 103
cruise guide, 119
double occupancy, 21
draft, 57
dress codes, 23

E

educational organizations, 70-71
E-mail, 183-184
embarkation, 32, 47
western Mediterranean, 105
employment, by cruise lines, 74-75
Ensenada, (Mexico), 98
cruise guide, 119
season, 118
Enthusiastic Baby Boomers, 156
Europe, 104-109
Atlantic, Baltic Sea, 108, 110
cruise guide, 179
Great Britain and North Sea, 107
itinerary, 105- 106
map, 107
river cruises, 108-109, 111
seasons, 118
cruises, 136137, 143, 144
European/Middle Eastern ports, 105
course guide, 119
excursions, 6 see also shore excursions
exercise facilities, 34, 53-54
expenses sec purser
Explorers, 156

F

facilities, 35
familiarization cruises, 70
families, 30, 86 .

cruises for, 138, 139, 146, 156
Family Folk, 160
fams, see familiarization cruises
features vs. benefits of cruising, 8, 47
ferries, 28, 55-56

between port and ship, 57
first class, 4
First European Cruises, 137
first night, 49
first officer, 62
first seating, 49
fitness centers, 34, 53
flag of convenience, 39
flights, 11
following up on a sale, 172
food, 30, 53

and beverage manager, 63

as an objection to cruise purchase,

24,168

statistics, 8

see also dining; menus
formality, as an objection to cruise

purchase, 22, 167

franchise travel agencies,

see chains, travel agencies
Fred. Olsen Crudse Lanes, 138
freighters, 29
front desk, Q3
fulfillment, 19Q
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G

galley, 33
gamg’)ing, 8,35
gnngwa{, 47
geography, 94-120
role in cruising, 6-9, 18
see also destinations; individual
geographic areas
éifk shops, :
lacier Bay, (Alaska), 10, 95
global distribution system (GBS), 170
sratuities, see tipping
reat Britain,
map, 108
Greek culture, 147
gross registered tonnage, (GRT),
§0—31, 32 :

. group cruises, 187-193
groups,
contracts, 189-193
example, 192
negotiating, 191
promotion, 183-188
rates, 191
sales, 189-191
. support from cruise line, 190-191
types, 187-189
GRT, sce gross registered tonnage
Guadeloupe, 101
guaranteed shares, 171
gyms, sce health clubs

H

Haiti, 103
Halifax, (Nova Scotia), 96
season, 118
handicapped cruisers, 87-88
Hawaii, 3,112 =~
cruise guide, 119
~ head housekeeper, 63
health clubs, 3
sec also fitness centers
high season, 21
history of cruising, 5-8
Holland America Line, 139
home-based agents, sce outside sales-
rsons
hot buttons, 178, 184
hotel desk, 33
hotel, :
director, 62-63
manager, see chief purser
operations, 62-63
purser, 62-63

; ‘1

. immigrants, 4

* incentive programs, 194-195
inclusiveness, 20

. independent sales reps, 66
see multiline reps

o ~information desk, 33

Inside Passage, The, (Alaska), 9,
~. cruise guide, 119

- .. inside, -
. salespersons, 69

* . staterooms, 21 s e
inspections, (checklist form), 72-73, 40

Institute of Certified Travel Agents,
The (ICTA), 71
insurance, 78-79
intangible products, 184
interior staterooms, 21
intermediary,
companies, 69
port stops, 80-81
International Airlines Travel Agent
Network, The (IATAN), 71
International Council of Cruise Lines
(ICCh), 70-71
Internet, 35
use in booking, 166, 170, 184
itineraries,
changing, 59
customized, 80
example, 10 ,
types, 8-9, 29, 57, 79-80
see also individual types of itineraries

J

Jamaica, 103

cruise guide, 119
jobs on cruise ships, 74-75
Juneau, (Alaska), 10, 95

K

Ketchikan (Alaska), 10, 95
knowledge, lack of, as an objection to
cruise purchase, 25, 168

L

land-based vs. cruise vacation costs,
23, 63-66

last night, 55

leisure sailing, 3-4

Lido deck, 34, 53

lifeboat drills, 49

lifestyle questions, 162

lower beds, 37

low season, 22

luggage, 48

Luxury Cruisers, 156

M

magazines, use in advertising, 182
magrodromes, 34
market,

potential, 8

types who have cruised, 16, 156

types who have not yet cruised, 8, 160
marketing,

definition, 178

elements, 178

plans, 185-187

research, 16, 179

to groups, 187-193

see also sales
marrying aboard ship, 80

chapel, 35
Martinique, 101
masted sailing ships, 28-29
Master Cruise Counsellor,

see Cruise Counsellor Certification
mature cruisers as an objection to

cruise purchase, 22, 167

Mazatlan, (Mexico), 99
media, comparison, 181-183

medical facilities, 34
Mediterranean, 18, 21-22
Eastern, 147
map, 106
shore excursions, 84
Western, 118-119 |
map, 104
meet-and-greet staff, 47
megaships, 8, 28, 30-31
workers onboard, 62
menus, 49
alternatives, 58
examples, 52
see also dining; food
Mexico, 87
Pacific Coast of, 98
map, 99
Miami, (E)’lorida), port embarkation
map of, 100
Middle East, ports, 105
Mississippi River, USA,
map, 98
sec also barges; riverboats
motion sickness, as an objection to
cruise purchase, 25, 168
motives,
for cruising, 17-21
for not cruising, 22-25
movie theater, 34
MSC Italian Cruises, 140
multi-, '
line reps, 66 .
purpose ships, 29

N

Nassau, (Bahamas), 100
National Association of
Commissioned Travel Agents,
The (NACTA), 71
National Association of Cruise-
Oriented Agencies, The
(NACOA), 71
National Tour Association, The (NTA),
71
Navy experience, as an objection to
cruise purchase, 24, 168
negotiating groups, 191
Newport, (Rhode Island), 96
newspapgezr inserts, use in advertising,
1
niche cruise lines, 126-128
Niche Cruise Marketing Alliance
(NCMA), 71
Nile River, Egypt, 114
North America,
cruises,
guide, 119
passengers, 97-103
regions, 94-103
Alaska, 94, 144
Bahamas, 100, 103
Bermuda, 96-99
California, 98-99
Caribbean, 99-100, 103
eastern Caribbean, 101
Ensenada, 100
Mexico, 98-99144
Mississippi, 97-98
Northeast, 96
Panama Canal, 99
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waaeois, 18
couthern Caribbean, 101102
Wost Crsast, 144
western Catibboan, 102-103
Notthaast (UIS), Yo
map, 97
North Sea (Notthem Europe),
maj, 1N
Norwegian Coastal Voyage tne, 141
Norwegian Cruise Line, 142

Q
objectiong to cruise putchase, 22-28
rosponses, {67168
Oceantia Crinses, 143
ocvan liners, 4-5, 28
officers, 57
Official Cruige Guide, The, 123
Official Steamship Guide
International, The, 123
onesway itineraties, 9, 79-80
epen-ended questions, 161-162
opening the sales, 157-159
opensjaw itineraries, 11
open seating, 49
operations,
hotel, 62-63
land-based, 63-66
sailing, 62
sea-based, 62-63 ‘
organizational chart (landbased oper-
ations), 65
Orient Lines, 14
outside salespersons, 69
Qutside Sales Support Network, The
(OSSN), 71
outside staterooms, 21
override commission, 69

'3

P & O (cruise lines), 4
Pacific, The, 111
cruise guide, 119
map, 114
North, 112
e also Mexico
Faddluwheﬂlem, 97
’anama Canal, (Panama), 99
passengers, s¢¢ cruisers; pax
past passenger rates, 22
pax, 31
mingle, 33-35
payments, 171
phane sales, 158-159, 170
photographs, 34, 48
physically challenged cruisers, 16
staterooms, 39
pied pipers, 187-188
pools, 34
popularity of cruising, 8-9
port,
days, 57
activities, 10, 53-55
example, 54-55
experiences,
and cruiser profiles, 87
for families, 86-87
for the physically challenged,
87-84 Wi
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side of ship, 39
see also shore excursions; port
expetiences; precruise
packages;
posteruise packages
tme limited,
as an objection to cruise pur-
chase, 23-24, 167
posteruise packages, 10, 85
precruise packages, 10, 78-79
preferred agencies, 68
preformed groups, 187-190
premium lines, 126
president, 64
price, 11
as an objection to cruise purchase,
22,167
compared with land-based vaca-
tion, 22,23
determining, 21-22
factors affecting, 21
negotiating for group, 191
Princess Cruises, 145
product design and research,
179-180
rofiles of cruisers, 16, 156
rohibition, cruising during, 5
public spaces, 33, 3
PPuerto Vallarta, 99
cruise guide, 119
season, 118
purser, 50, 62-63
office of, 33-34, 55

Q

ualifying clients, 159-162
8uebec City (Quebec), 96
season, 118

R

radio, use in advertising, 182
Radisson Seven Seas Cruises, 146
rates, see price
reasons for cruising/ not cruising,
see motives
reception desk, 33
regimentation, as an objection to
cruise purchase, 22, 167
registry, (ship’s), 39
repositioning cruises, 22, 114
reservations, se¢ bookings
reservations sheet, 162
example, 163
Restless Baby Boomers, 156
riverboats, 28, 55
cruiser profile, 97
river cruises,
in Europe, 28
on the Mississippi, 8, 97
roominess, sce space ratio
room stewards, 63
round-trip itineraries, 9, 11, 79-80
Royal Caribbean International, 147
Royal Olympic Cruises, 148

S

safety, as an objection to cruise
purchase, 25, 168
sail cruises, 151

Saint John, (New Brunswick,
Canada), 91
sales,
closing, 169-170
following up, 172
opening, 157-159
in person, 157-159
process, 157
publications, 164-166
telephone, 170
training, 156-172
sce also marketing
sea-based operations, 53-54, 62-63
Seabourn Cruise Line, 149
seasickness, as an objection to cruise
purchase, 25
seatings, se specific number of each
seating
Seattle, (Washington),
see Inside Passage, Inc., The
second,
class, 4
seating, 49
selling cruises, 157-172
seminars, 122
Seven Ancient Wonders of the World,
3

Ship Buffs, 156
ship,
as a destination, 116
inspection form, 72-73
ships,
as destination, 7
benefits of larger, 7-8, 31, 55
benefits of smaller, 7-8, 32; 55
comparison of classic and modern,
3-8,30
conversion into cruise vessels, 8
cruises to nowhere, 78
cruise-tours, 10-11
“culture”, 117 »
descriptions of individual lines,
28-30
facilities, 28-30, 32, 35, 37
inspections form, 72-73
itineraries, 139-151, 165
operations, 62
profiles of, 123-124
registry, 39
retirement, 40
size categories, 31
smaller, 142, 145, 148, 151
staff, 62-66
“turn around”, 58
types, 3-8, 28-30
shore,
activities,
participation statistics, 81-82
see also port days; port
experiences
excursions, 34, 57 148
advice, 82 e —

categories, 80-8¢ 1 1 e N

examples; 81=84° 770

manager, 63 .. ¢ oo N

options, 80-84 -4

purchasing, 57,80=81" "« ©

in South America, 1117 |

St. Thotas, 54 .
shoulder season, 21 51700

A
\ .
\. ‘\

Nashs,

5
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sightseeing excursions, 10
' Si%\-crsm Cruises, 150
single,
occupancy, 21
supplement, 177
Sitka, {Alazka), 10,95
sizes of ships, 31
Skagway, (Alaska). 11
© - see Inside Passage, The
smoking on board, 40
gocial hasts, 63
socializing,

as an objection to cruise purchase,

24,168
Society of Incentive and Travel
Executives, The (SITE), 71
Sophisticated Vacationers, 92
South America, 110-111
cruise guide, 119
map, 112,
spa, 34
space, categories of, 32
ser also suites
space ratio, calculating, 32
spas, 34
specialized cruises,
see sail cruises
speculative groups, 188
speed, 30
stabilizers, 25
staff,
see crew
starboard, 39
Star Service, The, 123
staterooms, 32
advantages and disadvantages of
certain locations, 35
categories, 35, 37, 39
contents, 37
floor plans, 37-39
how they sell, 161, 170
inside, 35, 37
outside, 35
settling in, 48-49
see also gratuities
steamboats, 28
steerage, 4
stern, 39
St. Martin/ St. Maarten, 101

5t Thomas,
sample shore excursions, 54
suites, 36-37
floor plans, 38
Swan Hellenie, 151
SWOT analysis, 186

T

tangible products, 184
telemarketing, use in advertising,
83

television, use in advertising, 182
tenders, 57
terrorism, 25, 168
themes, 18,57
of dining rooms, 49
third class, 4
tipping, 21
guidelines, 55, 58-59
Titanic, 25 =
tour companies, 69
tours, sce shore excursions;
cruise-tours
trade,
publications, 123
shows, 123
transatlantic crossings, 134
transocean crossings, 4-5
demise due to air travel, 6
travel ,
agents,
and brochures, 165-166
certification, 70
client satisfaction, 94, 104
sales process, 157-172

see individual type of certification

travel, :
agents and agencies, 46, 66, 161

chains, 67-68, 180
commissions, 66, 69~70, 78
cooperators, 186
education and training, 70-71
need for, 66
online companies, 69
preferred, 68-69
profits, 66, 69, 70
types of agencies, 67-70
types of agents, 69-70

incentives, 195
insurance, 47, 7H. 7%, 1i4,

Trinjdad, 102

crulse goide, 1149
season, 1#

U

United States, see Alaska; Mississipp
River, Moctheant (US),

individual areas

upgrades, 166

upper beds, 37

upselling, 166

1S Virgin Islands, The, 101
season, 118

\Y%

Vancouver, (British Colurnbia,
Canada), 9-10, 94-66

vessels, see ships

vice presidents, categories, 63

videos, 34

A

Want It Alls, 160, 162

“Wave Season,” 184

Web sites,
addresses of CLIA members,
CDC inspection results, 40
brochure-like, 166

weddings aboard ship, 35
see also marriages

weight (of ships), 30-31

window displays, use in advertising,

183
Windstar Cruises, 152
world cruises, 134, 138, 144

Y

yellow pages, use in advertising, 183
yield management, 22

Z

zodiac boats, 57




