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In the past seven or eight years, the

cruise industry in China has maintained

high growth rate that is rare in other

u industries. And yet, the problems that

eW S h I S high growth rate generates start to
emerge, such as low market penetra-

tion rate, fierce price war, intractable

market channels, and homogenization
of shore excursion, which in turn makes

the industry enter a stage of adjustment.

| After continued slowdown in the rise of

c ru I Se tourist number, Chinese cruise industry
declined in terms of tourist volume in

2018, hence the grim market. Luckily,

- Dream Cruises, under the Genting

I n u S r Cruise Lines, takes the lead in deploying

its new member "Explorer Cruise" at

. the beginning of 2019 in China, injecting

momentum into the bleak market. After
that, followed by the homeport appear-
ance of Costa Venezia, and Spectrum

of the Seas owned by Royal Caribbean
Cruises in China, and the entering of

MSC Splendid in 2020 as well as Dream
Cruises new Global Class cruise ships in
2021, could China ride out the sluggish

market in cruise? And what changes
could the new vessels make in itiner-

Article/Zhao Qiankun Image/Quanjing
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ary,destinations, and sales modes? As
for the principle of "tailored for the Chi-
nese market", can the new vessels really
satisfy the needs of Chinese market that
has suffered from pain and entered the
adjustment stage? This article will have
a discussion on these topics.

Genting Cruise Lines: Ad-
justment is the result of
market optimization, where-
as innovation is the tool for
industry survival

Li Fengxia, Director of Marketing De-
partment, Senior Vice President of Gen-
ting Cruise Lines, argues that Chinese
cruise did go through a slowing or even
declining growth, but it does not mean
that Chinese cruise market has climbed
to the top and will go through recession.
On the contrary, the market, after a de-
cade of explosive growth starting from
scratch, will transform into a more com-
prehensive and in-depth growth. "Before
that we should first go into a healthy
recalibration period, a stage before the
emerging cruise market obtains further
development."

Genting Cruise Lines welcomed the third
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member of its Dream Cruise with an in-

augural deployment of Explorer Dream
in April, Shanghai. Explorer Dream is
the first newly-launched cruise ship of
the post-recalibration period in Chinese
cruise industry, laying a solid market
foundation for the 200,000-ton Global
Class, set to debut in 2021. People in the
industry pay close attention to the fea-
tures of the Global Class. According to Li
Fengxia, with deployment in Eastern and
Northern Chinese market, it will become
the third largest homeport cruise in Asia
as well as the most technologically ad-
vanced artificial intelligence cruise ship
in the history of shipbuilding.

In recent years, Genting has applied
innovation, individualized design and
intelligence concept to its new ships.
The newly-sailing Explorer Dream, with
homeport in Shanghai and Tianjin during
spring/summer with a selection of voy-
ages of various durations from Shanghai
or Tianjin to Japan. In order to cater to
the needs of long-distance overseas
routes, Explorer Dream will transfer to
Australia and New Zealand in autumn/
winter, offering brand new weekly voyag-
es departing from Sydney or Auckland.

S

It's an innovative attempt based on
the understanding of Chinese regular
cruise passengers who are paying more
and more attention to long-distance
destinations. In terms of sales mode,
Genting remains committed to indepen-
dent distribution and scientific pricing,
and works out a marketing mode that
is "retail as the main and wholesale as
the subsidary, and supplemented with
incentive travel with Chinese character-
istics." In addition, we will make timely
marketing strategies based on stock and
consumption in the market. As for future
sales mode, Li Fengxia says, "as Global
Class ships are able to accommodate
up to 9,000 passengers, it will be more
complicated to carry out marketing work.
So, we will strengthen investment in di-
rect selling, and increase our customer
base by extensively exploring passenger
source."

When it comes to the facilities and set-
tings of the new ships, Genting Cruise
Lines, as the earliest cruise company
devoted to cruise business in China, has
devoted to cruise for 25 years in China
and deeply understands Chinese cus-
tomers' individual needs in terms of the
following aspects: First, in order to satis-
fy the personalized, private consumption
needs from Chinese tourists, especially
high net worth individuals, Genting,
guided by the concept of "luxury cruise",
creates "The Palace" VIP exclusive area,
offering tourists valued comprehensive
experience with one-off price. According




-

to relevant data, "The Palace" VIP exclu-
sive area of the Global Class cruise will
offer 151 suites. Second, given a grow-
ing trend of consumption among the
youth, Global Class cruise owns plen-
tiful amenities, including a theme park
equipped with roller coaster, cinema,
asian spa and western spa, all built with
virtual reality technology. At the same
time, Genting creates theme voyages by
cooperating with IP films, IP games, and
fashion brands. Third, as Chinese tour-
ists in the coastal cities have an abun-
dance of cruise experience, the need of
fly cruise is expected to increase, hence
the brand new voyages of Explorer
Dream departing from Sydney or Auck-
land this summer. By 2021, Global Class
cruise will launch a selection of new voy-
ages of long duration.

MSC Cruises: Customi-
zation helps international
brands settle down; con-
nected intelligence breaks
through the industrial

framework
As for the requests of Chinese tourists

during cruise voyage, Huang Ruiling,

president of MSC Cruises Greater Chi-
na, pointed out that passengers usually
have requests on three aspects, which

is the main reason of "long lines" — in-
formation inquiry, itinerary planning and
bill payment. "But our special technolo-
gy 'MSC For Me', an intelligent project
equipped on new cruises for China in re-
cent years, convenient mobile terminals
and diversified payments like Alipay and
WeChat Pay, can create intelligent and
interconnected cruise experience", said
Ms. Huang. In detail, passengers can
use "MSC For Me" to get accurate navi-
gation, obtain the latest activity informa-
tion and schedule quickly, so as to make
itinerary plans more efficiently. Besides,
passengers can check in and book the
activities they want to join in advance,
saving a lot of time, and they can also
use terminals on the cruise to pay the
bills. "In addition, to meet Chinese pas-
sengers' need of mobile payment, we
have partnered with Alipay and become
the first international cruise brand that
achieves full coverage of Alipay service
on every cruise, and later we have also
integrated WeChat Pay", mentioned
Ms. Huang. Noticeably, every cabin of

S
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the MSC Bellissima, the new flagship
cruise, is equipped with ZOE, the first in-
telligent personal voice assistance in the
world cruise industry, offering intelligent
service in seven languages, including
Chinese. ZOE answers hundreds of
questions related to cruise and offers
onboard service guidance and reserva-
tion service. "ZOE will reduce the "long
lines" and provides a more profound and
optimized intelligent cruise experience."

Besides intelligence, MSC Cruises re-
mains committed to the customization
of cruise products. For example, after
getting the knowledge of a major trend
of "multi-generational travel" among
Chinese tourists, MSC Cruises tries
to maintain genuine European cruise
experience as much as possible, while
carrying out customized "modifications"
on MSC Bellissima to be launched next
year. In order to meet differentiated
needs of various tourists, localized Chi-
nese modifications in parent-child activ-
ities, catering, and amusement facilities
will be made such as interconnected
cabins, children's play area and enter-
tainment projects co-built by world-re-
nowned brand Lego, and Chicco, man-
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ufacture of baby care products, a hotpot
restaurant cooperated with Asian master
chef Jereme Leung, and original plays
co-written by Cirque du Soleil.

Royal Caribbean Cruises:
Optimization over localiza-
tion

2019 marks the 10th anniversary of
Royal Caribbean Cruises stepping into
Chinese cruise market. In June this
year, Royal Caribbean Cruises deployed
"Spectrum of the Seas", the first Quan-
tum-Ultra class cruise, in the homeport
in China. Liu Zinan, President of Asia
Pacific Region, hoped to bring Chinese
passengers the "era of quantum ultra"
via a series of technological innovations
and service upgrading.

As we all know, cruises of the Royal
Caribbean are of large capacity, offering
a bigger space for entertainment and
catering facilities, which, however, also
exacerbates the problem of "long lines".
For that, Dr. Liu said that it has been
optimized by, for example, implementing
traffic diversion for different vehicles at
the new port, and passing out boarding
cards. At present, Royal Caribbean has
carried out pre-departure service, help-
ing passengers make plans, book on-
board activities and set itineraries before
getting onboard. In addition, we have de-
veloped a brand new Royal APP, helping
passengers to manage and plan their
voyages. Onboard the "Spectrum of the
Seas", passengers could also use Royal
APP to control the facilities in the cabin.
In terms of routes both ashore and off-
shore, Royal Caribbean Cruises focuses
on the three special products — gourmet
tour, parent-child tour and exploration
tour. In 2020, Royal Caribbean Cruises
will provide 1.5 times of the overnight in-
depth routes that start from homeport in
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China than in 2019, offering consumers
more chances to explore the tourist des-
tinations in depth. Besides, two Olympic
routes will be added — voyages of the
Spectrum of the Seas that set off from
Shanghai on July 25 and August 2 will
visit Tokyo during the Summer Olympic
Games and stay overnight.

Dr. Liu Zinan defines such next stage as
cruise consumption 2.0. He pointed out

What are the features of
new cruises deployed in
China in the future? Where
does Chinese cruise market
set off' in the future?

Li Fengxia: In the future, the new
cruises deployed in China will be more
intelligent, customized with sufficient
high-quality functions, instead of just
trying to be bigger and bigger. Given

that at present, cruise passengers from
China share two features: they are curi-
ous about new products and activities,
and some of the mature passengers pur-
sue in-depth experience. Based on that,
the Spectrum of the Seas will introduce
"Sky Pad"——a VR thrill, and "SiChuan
Red" — a restaurant of Sichuan cuisines,
optimizing the pre-departure experience
for passengers at the port. As for the op-
timization of hardware products, Dr. Liu
highlighted that the strategy of Royal Ca-
ribbean Cruises is not localization, but
optimization. "That's why the 'North Star'
and 'Sky Pad' on the Spectrum of the
Seas are initiative experience. Because
by that the Chinese cruise market could
develop in a sustainable way, which is
beneficial to not only cruise companies,
but also Chinese consumers."

S

that the penetration of cruise tourism in
China is not high enough yet, the first-
time passengers would prefer large and
new ships, so that large-size ships will
remain as a major consumption driver in
the near future. But, as the tendency of
cruise consumption completes penetrat-
ing from coastal areas to inland, more
people join the cruise tour, and the true
value of cruise tourism is appreciated by
more people. | believe that by that time,
more middle-size cruises, not just the
large-size cruises that cater to the mass
market, will enter the market, to satisfy
the needs of tourists who seek high-end,
luxury and leisure tours. In addition, the
Chinese cruise market, after the adjust-
ment stage, will enter a new in-depth
development stage, digging deeper into
aspects from optimization of voyage




products, longitudinal market expansion,
industrial restructuring to the deepening
of economic influence.

Liu Zinan: China's market still needs
brand new high-quality cruises to impel
its development. But for new cruises,
large size is not what tourists only want,
because size is only the basis for more
entertainment facilities, which is a precon-
dition. Consumers will still judge whether

the environment, facilities and experience
could meet their expectations. New cruis-
es are a future trend, so is technology and
intelligence application, and so is family
cruise tour. Royal Caribbean Cruises is
always confident in the Chinese market,
and will keep bringing the best and newest
cruise products to China. In the future,
Royal Caribbean will keep investing more
and more, creating the authentic cruise
experience for the Chinese tourists. In
2020, Royal Caribbean plans to deploy
130 onshore boutique routes covering 27
destination ports in China.

Huang Ruiling: As an imported product,
cruise, after entering the Chinese market,
has brought the best hardware, as well
as software that have been upgrading
according to the Chinese passengers'
consumption habits. In recent years,
new cruises tend to be built in larger and
larger size, which would make possible
bigger activity space and more colorful
experience. But we believe that "large"

1E8% I On the Road

is not the ace card, instead, quality is the
primary factor for a brand to win recog-
nition from the market and customers.
Therefore, we hope to keep upgrading
and improving our already authentic
luxury European cruise experience, and
provide Chinese customers with custom-
ized service that meets their consumption
habits. In the future, second and third-tier
cities as well as inland cities are there
for us to exploit for market potential, and
there will be more and more families and
groups willing to try and take a liking to
voyage. At the same time, in accordance
with the experience of the cruise market,
China's cruise market is also heading to-
wards the popular and mature path, with
repurchase rate and regular customers
rise in number. More importantly, China's
channels of distribution are relatively nar-
rowed now. So, broadening the channels
and jointly promoting the cruise culture
are the key points that the whole industry
must work on together.
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