
What To Expect At Seattle's Seabourn 
A change in location from South Florida to Seattle is one 

of the significant changes in store for Seabourn. And 

what other things should agents be looking for from 

Seabourn? Since Richard Meadows was just named 

president of Seabourn, it may help to look at what Mead-

ows is doing at Holland America Line, where he is also 

exec vp of marketing, sales, and guest programs. 

Marketing Message 
The primary marketing message to the trade from 

Holland America has been very focused: it's a premium 
brand. The secondary message is it's a mid-sized brand 
that has broad consumer appeal. "And that's not just 
cruisers only but a broad market," Meadows recently told 
Cruise Week, adding, "Our mission statement is to de-
liver once-in-a-lifetime experiences every time." 

While visiting the Seattle headquarters of Holland 
America recently, we noticed prominent signs with that 
mission statement. "While that sounds incredibly intuitive 
and aspirational, we're really serious about it," says 
Meadows. "We want to connect that mission down to 
what we give the agent community as well." 

  So look for precision positioning with Seabourn. 
When Meadows was with Seabourn the first time around 
in the early part of the decade, they developed a very 
clear message for the fleet: Yachts of Seabourn. There 
will be no mistake what the company goals are. 

Signature of Excellence Advances 
Signature of Excellence, which Meadows has been a 

key part of, was the first of the major cruise line programs 
where a company put a name to a fleet improvement pro-
gram. And Signature enhancements still advances years 
later. For instance, on Thursday, the day prior to the sur-
prise Seabourn announcement, Holland America held a 
press event aboard Noordam in Pt. Everglades to intro-
duce the latest enhancement to their dining program.  

As Cruise Week Florida correspondent Art Sbarsky 
reports, the line has created the Holland America Line 
Culinary Council, chaired by their Master Chef, Rudi So-
damin, and featuring five exceptional chefs--four from the 
United States and one from the Netherlands. The culi-
nary council chefs are Jonnie Boer, David Burke, 
Jacques Torres and Charlie Trotter. Council member 
Marcus Samuelsson was not at the meeting. 

Complete details on new menu items were not avail-
able at the event (the chefs met as a group for the first 
time the night before), but the plan is to introduce signa-
ture recipes on all 15 HAL ships in all dining venues. One 
new item served at the event was a very thick and sweet 
hot chocolate, which seemed quite European. 

The upcoming menu enhancements are just the lat-
est in a series of enhancements to Holland America's din-
ing offerings over the years, which have included  the 

Food & Wine Culinary Arts Center (Food & Wine Maga-
zine also coordinates some 50-60 guest chefs each 
year), the Master Chef’s Table (an extra cost upgraded 
experience for 60 guests once per cruise on Nieuw Am-
sterdam), and, also once per cruise, Le Cirque at Pinna-
cle Grill, where unique menu items from the famous Le 
Cirque in New York, along with special table settings and 
waiter outfits, make it a very special evening. 

Several of the new chefs talked about how the “ideas 
started flowing” at their first group get together, and as 
with earlier enhancements, the new program offers op-
portunities for travel agents to tie in groups. The five 
chefs plus Master Chef Sodamin have differing back-
grounds and styles, which should expand options. 

Again, all goes back to Signature of Excellence. "It's 
something that started as an initiative that has now be-
come a permanent piece of an identity with our brand," 
says Meadows. "It has allowed us to change over time 
and evolve over time to be very relevant to people who 
want a premium vacation today." 

So look for that philosophy of constant evolving and 
tangible programs with Seabourn. It's luxury, not pre-
mium, but now that ships for the fleet have been clearly 
defined, there's a need for definable onboard product. 

Sales Philosophy: Aggressive, Electronic  
Meadows has his roots in Missouri as a travel agent 

and has been in the business for close to 30 years, dur-
ing which time he has forged strong relationships with the 
trade that few others have achieved. When agents dis-
cuss Holland America Lines' sales department with 
Cruise Week, the aggressiveness by the line to get the 
business is invariably mentioned. Sometimes the policies 
rankle, as with many other lines, but the overall point is 
aggressiveness in all aspects of sales. So we might ex-
pect some of that aggressiveness to rub off on Seabourn. 

Meadows has also been a big proponent of technol-
ogy. "I want to continue to expand electronic tools at Hol-
land America Line," he recently said. "From an agent per-
spective, it depends on how you look at it, but I think the 
sales process for the agent has been improved. I want to 
enhance it. From an agent sales tool perspective, the big-
gest tool we have is Polar Online." 

Meadows describes this shared platform Holland has 
with Princess and Cunard as a "powerhouse for agents. 
It’s an excellent web-based booking tool being used by 
more and more agencies." 

More and more promotional materials, customized 
emails and so forth, are  moving online. Obviously some 
of that has been going on Seabourn as with every brand,  
but the pace at Holland has been notable. Bottom line, 
it's safe to say electronic tools will be expanded at 
Seabourn, with access to a technology platform not seen 
widely at the luxury level. 

Carnival Corp. isn't making this move to stand still. 
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Already on her personnel side, it has been announced 
that Mark Kammerer will rejoin Holland America Line as 
Senior VP Marketing and North American Sales 
(reporting to Meadows). Over at Seabourn, John De-
laney has been  appointed Senior VP Marketing & 
Sales. Delaney has been HAL's VP Revenue Manage-
ment for the past two years. 

What's Going To Change At VCom? 
Seabourn is not the only key player in the biz undergo-
ing a new structure. Vacation.com is readjusting their 
way of doing business by operating as a stand-alone 
division within Travel Leaders Group. 

"The members want new products, new services 
and they want to make more money," sums up Presi-
dent Steve Tracas of the development. "When you be-
come part of an organization that’s approximately 1/3 of 
the industry, that’s significant clout.” 

The move also underscores the growing diversity on 
the retail side of the business and that's leading to some 
overlapping business situations. 

For instance, within the Travel Leaders Group, lux-
ury retailer Cruise Specialists in California is a division 
of Travel Leaders Leisure Group, but they’re also a Vir-
tuoso member. Tzell Group, a huge corporate travel 
management company, is a member of Signature Travel 
Network. But Tzell is also one of Travel Leaders Groups 
five divisions.  Nexion, a powerful host agency owned by 
Travel Leaders, is a member of VCom. 

The list goes on. "It highlights that Travel Leaders 
let these businesses run as stand-alone businesses and 
do what’s best for their entity," observes Tracas. "We’re 
charged with running the business as we always have. 
What Travel Leaders offers, as we go across all those 
brands, is for us to see the best practices, see how we 
can impart more efficiencies and more programs on our 
members today." 

Royal And Haiti A Year Later 
A year ago this week the earthquake struck Haiti, de-
stroying the capital and killing an estimated 230,000 
people. 

A small sidelight of the catastrophe was that Royal 
Caribbean International continued to call in Labadee. At 
first, it drew criticism, but now Royal has done a better 
job of just explaining how it helps Haiti, and there was 
nary a word of complaint when Royal continued to call 
during recent problems such as the cholera outbreaks 
and deadly fighting in city streets. 

Chairman/CEO Richard Fain recently put the issue 
in perspective for a group of agents onboard Allure. 

First, he made it clear the first priority is the customer; 
Royal is not going to put them in harm's way: "When in 
the past there have been risks to our guests that are of 
concern, we have stopped going there during the peri-
ods of any of those risks. We would do so again." 

But Fain is also proud of efforts to help, though he's 
frustrated. "Haiti is such an awful situation, and the 
needs are so great that you really want to help," he told 
agents. "But the needs are so great that the ability of 
anybody to make a major impact is limited. So we do 
what we can, and I'm very proud of the work we have 
done in a short period of time." 

Of particular pride is Royal building a school that 
opened in October near Labadee. During the day, it's a 
230-student school (K through sixth grade), during the 
night, a vocational school. Building it was not easy, but 
Fain reported the effort was worth all the trouble. 

"You tend to think of the poor countries, and you 
tend to think of people who aren't solving their own prob-
lem," he said. "You should see what people do to get to 
this school. When I went there recently there was a 
group of women off in the corner, and I said, 'Who are 
you, and why are you here?' They were mothers who 
had come from Cap Haitien, which is an hour away by 
an incredibly difficult bus ride. They said, 'We've come 
here, 1) because it's cheaper than we can get school for 
our kids elsewhere, and 2) it's a better school.'" 

Fain continued: "You go into the classrooms, and 
these kids are motivated. You would love to see this 
kind of child in your own schools here. They work hard. 
So we're very proud that we're able to do this. This is 
the first of what we hope will be several schools." 

Latest On Fuel Surcharges 
Agents selling two of Carnival Corp's European brands, 
Cunard and P & O, are noticing the fuel surcharges and 
are wondering if more are on the way, but other lines 
are not showing any inclination to reinstate surcharges. 

Royal Caribbean’s Richard Fain recently told 
agents: “We have no plans to add one, and I hope we 
don’t. I think it’s an unfortunate state of affairs when you 
have to do something like that no one likes. We certainly 
don’t have any thoughts of doing so now.” 

And during their most recent earnings call, Carnival 
Corp’s Micky Arison noted the company’s view toward 
their North American brands hasn’t changed since their 
statement a year ago on January 7, 2010. Oil prices are 
higher now than back then (around $90 per barrel of 
crude), but the rise has been gradual, not overnight. 

 Noting that gradual ascension, Carnival Corp’s 
Howard Frank said of a fuel surcharge: “I don’t see that 
in the cards, though, not based on where we see fuel for 
this year.” 
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