
August Booking Report 
During the winter months earlier this year, the fundamen-
tals for the economy were good, but retailers reported a 
disappointing Wave Season even before the cruise lines 
made their official announcements. This summer, the 
economic fundamentals for the overall economy are more 
troubling, with turmoil in the stock market linked with a 
sharp downturn in an already troubled real estate market, 
so one would logically expect gloom from retailers for the 
month of August.  

However, in our monthly booking report, a lot of 
agents are surprisingly upbeat, even those who reported 
difficulties in January. Case in point is Howard Moses, 
The Cruise Authority, Marietta, Ga.: "My, how times 
change. Our June, July, and August '07 booked business 
is 40% over January, February, and March '07." 

We're also hearing upbeat sentiments from key lead-
ers of agency groups. "Business has been healthy; our 
brands are doing well," reports Brad Tolkin, co-chairman/
CEO of World Travel Holdings (cruise lines report WTH is 
the largest company on the cruise retail side). "We saw a 
temporary blip in bookings when Hurricane Dean was 
roaring through the Caribbean and Mexico, but that is 
now a memory."  

Tolkin sees an upward trend in average selling price 
and adds that the average booking window is also grow-
ing. "While I am concerned about the long-term impact of 
the credit crisis in the U.S., we do not appear to have 
been impacted thus far," he reports. 

Changes in the timing of booking surges aren't the 
only variances seen recently. Many retailers normally fo-
cus on fall Caribbean by the end of summer, but this 
year, they're discussing Europe 2008 instead, indicating 
we may well see a repeat of 2007's success overseas. 

Early signs indicate space in Europe will be tight, 
even with capacity increases; a potential hitch is that the 
dollar has strengthened recently, which would lessen the 
comparative value of cruises versus land. However, with 
reports of $13 whoppers at Burger Kings in Europe con-
tinuing, the prime message of value in European cruise 
vacations continues strong. 

Tellingly, suppliers are also reporting a solid start to 
the Europe 2008 market, though it may be impacted if the 
stock market continues to drop. Mark Conroy, president 
of Regent Seven Seas notes, "We are [with no increase 
in capacity] 23% ahead of where we were last year over-
all and about the same in Europe." 

While cautioning these results could be due to having 
2008 itineraries on sale about three months earlier in the 
year than in 2007, Conroy points out the booking curve is 
well ahead of 2007, and that, so far, has been a success-
ful Europe season. "In 2007, the Baltic was steady with 
just two, what I would call, soft dates where we did not 

fill," reports Conroy. "We did have some softness in the 
Spring Med and also with three departures in late July 
and early August. However, from now to the end of the 
European season, including the crossings, we only have 
about 40 suites still available."  

As for 2008, Conroy says that the spring is booking 
well with the help of a few charters on the Navigator in 
April. "May and the rest is trending ahead," he says. 
"Assuming nothing unforeseen happens, it appears 2008 
will be a very good year."  

Signature Software In Action 
While cruise lines are producing ever more sophisticated 
booking/online marketing systems, ranging from POLAR 
Online to the new version of CruiseMatch, the most suc-
cessful retailers are perhaps getting more out of their own 
software initiatives, often supplied by agency headquar-
ters.  Cruise Week interviewed one of these top produc-
ers, Frosch Travel in Deerfield, Illinois, to get a first-hand 
look at how some very sophisticated systems are trans-
forming business on the retail side. 

Regional Vice-President Janet Hyman demonstrated 
Cruise Finder, which enables her to compare multiple 
cruise options from various lines to clients. Cruise Finder 
is supplied by her agency group, Signature Travel Group. 

As an example of how it works, she pulled up a re-
quest from a client wanting to go to Europe in September 
2008. Numerous sailing dates from the private collection 
of Signature (where they have a host onboard and other 
amenities) popped up, as well as sailings with Signature 
group rates, sailings with shipboard credits, and sailings 
with general promotions from the cruise lines. "We can 
also load in agency offers, but most agencies aren't doing 
that because they get so much from Signature headquar-
ters," explained Hyman. 

Then there's information about the ships themselves. 
"It basically tells you what any client would want to know," 
says Hyman. "It tells statistics about the ships, such as 
the size, what year it was built, and when it was refur-
bished. You can talk about this on the phone or easily 
send it to clients." 

Hyman pulled up information on a September sailing 
for Regent Seven Seas Voyager, which was accurate 
and updated and included information on issues such as 
tipping policy and activities. The info also illustrated how 
Regent doesn't have some of the extra charges other 
cruise lines have.  

There are also deck plans, showing views of the 
suites and all stateroom categories from various angles. 
Plus, there are ship reviews that Signature publishes 
from third parties, including consumer reviews, which pro-
vide some textural feeling to balance all the statistical in-
formation found elsewhere. "Clients can access this via 
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the consumer site, or we e-mail it to them immediately," 
says Hyman. "It talks about the ship, the air program, 
and itineraries, so that at any given port, we can suggest 
a private excursion for people using the tour operator in 
the area. Some of the tour side is cut and paste, be-
cause we don't want to send the net pricing to clients.'' 

Hyman also pulled up several "Classic Mediterra-
nean" cruises, including the Splendor of the Seas and 
Queen Victoria, which come up side by side with Voy-
ager, so comparisons can easily be made with the pic-
tures, descriptions, destinations, departure dates, and 
rates. "We can also e-mail these comparisons if the cli-
ent so wishes," she notes. "It all makes it easy for the 
agent to help the client when the call comes in, because 
you don't have to pull out a brochure. There's detailed 
information about every cruise." 

She notes the agent can book it online if they so de-
sire, picking up rate codes, such as best available for 
first-timers, best available for past passengers, etc. 

With detailed information like this, why would Signa-
ture agents still regularly use POLAR Online and the 
new CruiseMatch, which can't compare different lines? 
"We don't [use POLAR and CruiseMatch], and that's 
why," replies Hyman, bluntly. "I tell the reps all the time 
when they come in to do the training. That being said, I 
do want to see what the new Cruisematch is like and am 
going to a session to learn about it. I'm sure it has more 
information than we have on the specific cruise line, but 
we're travel agents, so we need to have a big overview 
on all the cruises. Cruise Finder has all the sailings we 
could possibly sell, and it has all of our pricing." 
     Hyman illustrated to us how the system's e-marketing 
system works to target marketing, explaining that the 
system only works if the agent is good about keeping 
client profiles current. "The key is how does this help 
you market correctly for what their next cruise is going to 
be," she says. "We can narrow down their interests, be-
cause, from the profile, we have a budget for what they 
like to do, how many days they like to go, what size ship 
they prefer, and so on. It tells us what client marketing 
pieces the client has already received. That way, when 
the agent calls they can say,  'I understand you received 
a mailing two weeks ago, are you interested?'" 

As a specific example, Hyman pulled up a profile of 
some clients who had recently traveled on Regent 
Seven Seas. She quickly found that these clients liked 
luxury cruises to Europe, South America, and the Carib-
bean.  "So, whenever we have a promotion that Regent 
or some other cruise line like Regent has in these areas, 
we market accordingly," she says. 

In the case of these clients, Hyman found there had 
been six possible Regent marketing matches that would 
seemingly fit their needs since their last cruise. "We sent 
them two of the six," she says. "We try not to send too 
many things to keep it from being intrusive, and, yes, 
sending clients the wrong pieces is intrusive. For exam-
ple, we always make sure that when we market, we 
don't send them pieces for the same or a very similar 
cruise that they've recently taken that is just being of-
fered at a later date." 

So how effective is this type of marketing? "It's pub-
licity," replies Hyman. "I look at it not as a big money-
making thing, but these mailings are an advertising tool. 
Especially when things were not so good with travel 
agencies a few years ago--we were sending things out 
that let people know, 'Hey, we're not closing down.' It's 
not that way now, but even so, these help you to stay 
visible to clients, and it's all about personal contacts in 
this business." 

NCL Earnings Report Tells Story  
NCL reports a loss of $24.6 million for the second quar-
ter, citing pricing pressures in Hawaii. For those keeping 
score, during that same quarter, Carnival Corp. reported 
a profit of $390 million and Royal Caribbean a profit of 
$128 million.  

Due to increased capacity, passenger ticket reve-
nues for NCL increased by almost 10% for the quarter, 
from $366 million to $402 million. "Commission, trans-
portation and other" increased by 7.2% from $105.5 mil-
lion to $113 million.  

Meanwhile Forbes.com reports Moody's Investor 
Service has put the company's bond rating on review for 
a possible downgrade after Apollo Management agreed 
to a 50% stake for $1 billion. 

News Shorts  
 Tracey Kelly has resigned as vp-sales for Hol-

land America Line. Company veteran Paul Allen re-
places Kelley as vp-sales. Linda Springmann replaces 
Allen as vp, Alaska marketing and sales. 

 Once again, discussions are taking place regard-
ing the financial structure of cruise sales under host 
models. There are all sorts of hosts, but the basic prob-
lem, from a supplier viewpoint, is illustrated by public re-
ports from host YTB, whose most recent earnings report 
indicates their average RTA (referring travel agent) 
earned just $19 commission per month. YTB reported 
commissions of $5.9 million for the second quarter and 
says it now hosts more than 110,000 RTAs. Under the 
current system, commissions are generally based on the 
overall host production, not individual agents.  
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