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Step 1: Business Review/ Situation Analysis 


Royal Caribbean from its very beginning has always been a place where innovation and imagination reign supreme guided by the principle of “Why Not?” This simple phrase “Why Not?” allows Royal Caribbean cruise lines to continually improve the vacation experience for each of their passengers. They are constantly pushing the norm by adding ice-skating rinks, climbing walls and surf simulators. The company vision states, “Our vision is to empower and enable our employees to deliver the best vacation experience to out guests, thereby generating superior returns to our stakeholders and enhancing the wellbeing of our communities.”  


Anders Wilhelmsen & Company, I.M. SKAUGEN & COMPANY, and Gotaas Larsen, Norwegian shipping companies founded royal Caribbean Cruise Line in 1968. The first ship, the Song of Norway, was put into service two years later. Royal Caribbean finally received widespread global recognition in 1982 when it launched the Song of America; at the time it was the third largest passenger vessel afloat. Royal Caribbean’s theme of “Why Not?” can be seen throughout the years as they constantly build new bigger and better ships. Recently a new line of ships was launched in 2010, the Oasis Class, guaranteeing Royal Caribbean to be the leader in ship size for years to come. 


Every Royal Caribbean ship includes a lounge at the top of the ship called the Viking Crown Lounge offering sweeping panoramic views, onboard rock climbing walls, bars, lounges, spas, gym, a main dining room and alternative dancing venues. The line also offers a special kids and youth program known as Adventure Ocean. The current fleet consists of: Oasis class, Freedom class, Voyager class, Radiance class, Vision class, and Sovereign class. Royal Caribbean operates two privately owned resorts that are used as stops on some Caribbean and Bahamas cruises. The islands are Labadee, a resort on the northern coast of Haiti; and Coco Cay, a private island in the Berry Islands region of The Bahamas. Each private island features beaches, canopies for eating, lounge chairs, palm trees, and white sand beaches. 

The strengths of Royal Caribbean are their competitive pricing and wide array of amenities. Their weaknesses are that they are known for catering to an older crowd. This can turn away younger people, but we do not look at this as a weakness. We believe that focusing our efforts towards an older audience might not make Royal Caribbean a “hip” cruise line, but it will bring people in who have the finances to go on a cruise. 


Royal Caribbean appeals to a wide variety of consumers, but through our research we have found that there is a specific target audience that is more likely to go on cruises. Our target is mainly married people ages 45+ who have children and a large disposable income. 

Step 2: Problems/Opportunities 

Our main challenge is to steal some of the market share from our competitors. Royal Caribbean is known for the overall quality of their cruises. Currently Carnival Cruise holds 55% of the 2010 North American cruise market share while Royal Caribbean only holds 27% (www.cruisemarketwatch.com). We looked up the prices of both cruise lines for a three-day cruise to the Bahamas departing from Miami on August 13, 2010. Royal Caribbean prices break down by the following prices per person: interior room is $237.00, ocean view is $275.00, and a suite is $569.00. Carnival Cruise prices break down by the following prices per person: interior room is $269.00, ocean view is $309.00, and a suite is $509.00. It is interesting to note that Carnival Cruise is more expensive than Royal Caribbean for interior and ocean view rooms. We believe that Royal Caribbean should capitalize on the fact that they offer less-expensive cruise rates, without sacrificing quality. 

Another source of competition that Royal Caribbean faces is traditional vacations where people travel within the United States. The advantage that Royal Caribbean has over traditional vacations is that cruises allow passengers to travel to multiple destinations during one vacation. They can go to sleep in the Bahamas and wake up in Jamaica. Traditional vacations cannot offer travelers this amenity. 
Step 3: Sales Objectives 


We would like to increase the amount of people going on cruises from May-August by 10%. Our campaign will focus on the months of January, February, March, and April. We chose to focus on these months because this is the time people will be planning their summer vacations. By increasing the sales during May-August we hope to steal some of the market share from our competitors. 

Step 4:Target Market 


Going on a cruise is an expensive endeavor. For this reason we have decided to continue to target the main audience that already goes on cruises, rather than to break into a new market. The bulk of our marketing plan will target adults ages 45+ with a focus on older professionals with a large disposable income. According to 2008 MRI Consumer research 34.8% of cruise goers have an income ranging from $75,000-$149,999 and are 29% more likely to go on a cruise. People who make $150,000+ are 89% more likely to go on a cruise. There is a direct correlation between income and the likelihood of going on a cruise; the more money people have the more likely they are to go on a cruise. Out of all of the people surveyed by 2008 MRI Consumer research that have taken a Royal Caribbean cruise in the past three years, 89.8% were Caucasian. They are 17% more likely to go on a cruise than other races. Second to Caucasians was “Other” at 5%. Third were Asians at 4%. Based on the numbers the main race of our target audience is Caucasians. Our target market is 59% more likely to have graduated college. They also tend to be married and have children. Bellow are the graphs that represent the findings of our target market. 
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Step 5: Marketing Objectives and Strategies. 

We plan to meet our objectives by heavily promoting Royal Caribbean cruises as a summer vacation that is less expensive and budget friendly for our target market. It is known that summer months are a popular time for people to go on cruises, therefore, Royal Caribbean needs to make their brand stand out amongst the other cruise lines. Aside from being less expensive it is important to promote the amenities Royal Caribbean offers. Features like: the ice-skating rink, rock-climbing wall, private islands, kids clubs, surfing simulator, golfing and indoor parks. These are things that will set Royal Caribbean apart from the competition. 

Step 6: Positioning Strategy.


We will position Royal Caribbean and its cruises as the best vacation choice that will compete with any other cruise line. By positioning Royal Caribbean in this way it will position itself against competing cruise lines and traditional vacations. We want to promote the many different destination options and with 42 ships in service the possibilities are endless. We want the consumer to know that Royal Caribbean is not just a floating hotel but their new home away from home on the seas. It is their job to give their passengers a vacation experience that is unattainable by any other cruise line. 

Step 7: Marketing Mix Implementation Tools. 


The three mediums that we feel will be effective in reaching our target audience are Internet, TV, and Magazines. Internet was chosen because through our research we have found that 25% of people who went on Royal Caribbean cruises in the past three years consider themselves to be heavy Internet users (2008 MRI Consumer research). The websites they frequent are Orbitz, Travelocity, Weather.com, and Windows Live Hotmail. According to 2008 MRI Consumer research Orbtiz and Travelocity were the most visited travel websites by people who went on a cruise in the last three years. We chose to advertise on these websites based on the fact that people use them to plan vacations and we hope to influence users to choose Royal Caribbean cruises for their vacations. The other top non-travel websites they frequent are Weather.com and Windows Live Hotmail. We have chosen to advertise here simply because they visit these sites the most and overtime we hope to leave an impression on potential customers. As a part of the web campaign we will include a promotional code that will give incentives to people that book cruises with Royal Caribbean. 


Television was chosen because 61% of cruise goers consider themselves to be moderate to heavy TV users (2008 MRI Consumer research). We want to do light advertising during the week, Monday through Friday, between 4-7:30 PM. During this time 30.5% of our target audience says they watch television (2008 MRI Consumer research). The top channels during the week that we will advertise on are CNN, Fox News, and The Weather Channel. On the weekend we will do heavier advertising from 7:00 AM to 6:00 PM on Golf Channel, QVC, and the network stations ABC, NBC, and CBS. According to 2008 MRI Consumer research 34% of our market watches TV during this time. We believe advertising on the weekend will be most effective because our target audience has the weekend off from work and thus could potentially be watching more television. 


We chose to use magazine because of their pass along value and shelf life. The top three magazines read by our target market are AARP, Better Home and Gardens, and National Geographic. Like the web campaign promotional codes can also be included in these advertisements. By advertising in these magazines we hope to reach our market and entice them to book their next vacation with Royal Caribbean. 


All advertisements in the campaign should focus on the lower prices without sacrificing quality. The campaign will also highlight the benefits of choosing Royal Caribbean. It will showcase the ice-skating rink, rock climbing wall, pools, fine dining, and the endless amount of fun that can be had on Royal Caribbean’s ships. Every campaign piece will include the Slogan “Why Not?” 



Pricing should stay at a competitive level with our competition, but we think that if Royal Caribbean prices are slightly less than the competition they can get more passengers. 

Step 8: Marketing Plan Budget and Calendar 


We are working with a budget of $50 million, over a 12-month period. The majority of the campaign will take place over the months of January, February, March, and April, and 75% of the budget will be used during this time. The remaining 25% of the budget will be used in the months leading up to the campaign (October, November, December) to start a buzz and after (July, June, August, September) to continue the buzz established by the campaign. Our campaign will start October 1, 2010 and run for 12 months. This type of scheduling is called pulsing, it is heavy marketing followed by period of lighter marketing. 
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