
Onboard the new Disney Dream this week, we sat down 

with VP Sales Jeff James and the head of a key agency 

group, Michelle Fee, CEO of Cruise Planners, for broad 

sales perspectives.  

Jeff James On Selling The Brand  
We asked James about the role of agents selling a 

brand with such unusual brand name recognition. "It's so 
key," he replied. "The trade does the best job of being 
able to explain the value we are to the customer in a very 
cluttered market today. We have to have agents who 
really understand our product, because we are at a pre-
mium price."  

In short, the unique Disney product needs a unique 
sales process. For instance, take group bookings. Disney 
restricted availability for groups two years ago, since they 
only had two ships. Are they going too loosen up some 
group space with the addition of Disney Dream? 

"No," replies James. "It creates another rate struc-
ture. We believe passengers should be booked on an in-
dividual basis. The key change in group policy was in-
stead of having everybody just blocking lots of dates, like 
the current model of cruise lines, we want them to block 
when they actually have a date they're promoting." 

It all fits in with the big picture, which James de-
scribes as being customer-centric. "We are very excited 
about business that comes to us through any channel," 
he says. "We really support the trade. We obviously have 
added support, because, at the end of the day, travel 
agents add so much value when they sell us at a pre-
mium to other products because of the brand and the 
quality of product and service that is delivered." 

As for the newest ship, James emphasizes: "We 
have stuck with the blueprint," explaining, "The blueprint 
was to really tell the story of family cruising. I think this 
ship just does that at the next level. Animator's Palate 
has been bumped up four or five notches with the tech-
nology elements." 

But James maintains that even with the new hi-tech 
features, the Dream is still a classic ship. "If you think 
about our classic ships [Magic and Wonder], they are 
great ships and they will endure for a long time," says 
James. "The way we designed our ships is timeless. This 
[Dream] is a true maritime vessel that has been built for 
today's society. But we are keeping in mind the classic 
vessels and the continuity in the ships. 

"If you think about the physical layout, with the ex-
ception of moving the District, we have very similar con-
structs; you enter mid-ship, etc. I would say this has a 
classic design of a cruise liner that follows in the tradition 
of what ships should be." 

 In a certain sense, a Disney cruise is a hybrid be-

tween Disney's land experiences and a typical cruise. 
"We take the best of both worlds," explains James. "We 
clearly leverage the brand." 

When the cruise line started, many agents recall it 
was four-day cruises matched up with a three-night vaca-
tion at Walt Disney World. "Now, obviously, we've pulled 
those pieces apart," says James. "The cruise is much 
more of a stand-alone item. We have taken the best of 
the brand of Disney and injected it into the cruise busi-
ness." 

Michelle Fee On The Broad Sales Picture 
Michelle Fee, of Cruise Planners, says the addition of 

new tonnage dramatically impacts the selling of Disney 
Cruise Line. "It brought them back to the market," she 
says bluntly. "Not that they were out of it, but they've got 
to be relevant, and they've got to stay up with the times. I 
think that 11-year-old ships are beautiful, and they cer-
tainly sell well, but people want new and exciting. And 
Disney brought themselves back to the forefront of that."  

And there's more space to sell. "Now that they're 
coming into the market with this ship and the Fantasy [in 
Spring 2012], the trade is obviously going to have a lot 
more to do with filling the ships," predicts Fee. "Now, 
they're breaking off into these new markets, with new itin-
eraries. I think we'll have a better partnership, because 
those have to be sold, not bought." 

Whatever the market, she says people are going to 
go on a Disney cruise for the Disney experience. "Maybe 
they can make a success out of the Mexican Riviera mar-
ket that others weren't able to," she observes. "Disney is 
going to draw that family market crowd." 

And then there's Europe. "When they do Europe, 
they don't do it like everyone else," says Fee. "Go online, 
and you'll see they have actual excursions based around 
the family unit. They know that they're going to attract a 
five year old and the seven year old in a family, and 
they're not going to want to go out on excursions and see 
10 churches. They're going to want to show some cul-
ture, but they do things like teach them how to make 
pizza in a pizza parlor They take that twist, where most 
other cruise lines don't necessarily go to that level."  

As for the new ship--beyond the headline features, 
what impressed Fee? "I love the District," she replied re-
ferring to the nightlife playground for adults. "They made 
the rooms small, intimate. And they didn't put them on 
opposite ends of the ship, like sometimes cruise lines do. 
With some, it's, 'If you want to go to this particular lounge, 
you have to go forward up to Deck 5. But if that doesn't 
work, and you want to go to another one, it's on Deck 11.' 
Very clever of Disney to keep them in one spot where 
you can kind of hop around." 
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Getting that right, she adds, is particularly important 
here, because it's not kids only. "It's important, because 
there's no casino onboard, so there has to be some 
other ways to entertain adults after 9 p.m. at night." 

Bottom line, says Fee: "Today's cruise lines are cre-
ating their own personality. It's not where everybody has 
early or late seating and you have two shows. I've been 
in the business for 30 years. It used to be when you've 
been on one, you somewhat understood the cruise ex-
perience. Well, it's not your grandmother's cruise ship 
anymore. In the case of Disney, they're unique, they 
know who they are, they stuck true to form." 

A Sales Roundtable On Dream 
CruisingCo.com/MouseEarVacations.com has many 

great agents who sell the daylights out of Disney Cruise 

Line. So owner Jami Sales set it up for Cruise Week to 

interview Carol Gallo, Dotti Saroufim, and Marisa Gar-

ber-Brown for their impressions of Disney Dream and 

how to sell DCL. In the interests of brevity, we made 

their responses collective. 

CW: There are three ships now, four next year, 

so you're selling Mexican Riviera, Alaska, Europe, 

and Caribbean with this product all at once. How is 

this changing the way you sell Disney Cruise Line?  

CruisingCo: I think a lot of people look at the ships 
as the first destination, not always the itinerary, because 
the ships have so much to offer. The itineraries are a 
bonus. 

CW: But is it the same person who takes a three-

day cruise out of Pt. Canaveral who takes a Europe 

cruise?  
CruisingCo: Eventually. A lot of people still don't 

want to do cruising, and a three- or four-night gets their 
feet wet. A lot of people add on a trip to Disney World on 
either end, so they're used to spending more time and 
money than for a basic short cruise." 

CW: Since you've all been on the ships so much, 

what's your impression of the new ship? 
CruisingCo: Although it's a lot bigger, you don't feel 

that, perhaps because the layout is so familiar. 
We've all seen cast members that we recognize 

from previous sailings, so you get that familiarity. 
The first thing that impressed me when I walked in 

was the size of the atrium and how it's laid out. They 
have so much space there that it's even wired in a way 
that they can now use it for Sailaway parties if it's bad 
weather. 

The Walls Are Alive 
We also asked the CruisingCo agents to comment 

on various aspects of the ship. 

The interactive features: "It's those wows around 
the corner that you didn't expect--You stop at a wall and 
it starts talking to you. I had heard about it in advance, 
but still my reaction was, 'Wait a second, it's moving.'" 

[Ed. Note: our personal favorite was a still of Walt 
Disney, pen in hand with sketch pad, outside the Walt 
Disney Theatre. Suddenly he starts sketching Steam-
boat Willie.] 

Magical portholes: "I don't think there will be a new 
ship ever built again that won't have insides without a 
virtual porthole.….It's not just the ocean view from the 
inside. Disney has 20 different scenes coming by every 
15 minutes or so. We sat there waiting, and Captain 
Hook came up. Aladdin comes by. Goofy. There's al-
ways someone in the window." 

"They're large, and there's only 147 inside state-
rooms with portholes, so they're selling out. For the Fan-

tasy, oceanview staterooms were cheaper than inside 
staterooms when they rolled it out." 

Oceanview staterooms: "The windows were al-
ways bigger than normal. But these are floor to ceiling. 
Fantastic." 

Connecting balconies: Much has been made of a 
whopping 1,000 staterooms now connecting. But even 
for those that don't, the agents point out there's improve-
ment: "The majority of the balconies now connect. Our 
stateroom doesn't connect, but our balconies connect. 
So we could have our balcony open, and we would have 
twice the space. That's just another cool feature." 

Future Sales 
Looking ahead, the front line agents noted sales are 

surging, and speculation is raging on what comes next. 
"Fantasy will be doing seven-night itineraries, basically 
what the Magic is doing now. It is being sold now, but 
only part of the year through August of '12. They haven't 
announced what they're doing with Magic, so there's a 
lot of talk about what will be next." 

In the meantime, the agents report Dream is benefit-
ing from pent-up demand and positive press vibes: "For 
the first year, it's probably at least 80% sold out. You 
can't get a quad space in March or April. And a lot of the 
five-night sailings in summer are already gone. So 
unless its for two people, it's really hard to get space." 

"We had one family with their hearts set on it, but 
couldn't get on. The rates go up as the ships fill up, and 
they're saving up for next year." 

That type of scenario should also help fill up the 
older ships. "They have a pair of older ships that need 
filling just as well. So we're hoping that we'll be able to 
have some attractive promotions on those and some-
thing to suffice for customers who come to us talking 
about this new one that they can't get on: 'Can we offer 
you this for the other ones?'" 
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