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“Int’l Seminar on Cruise Development for
Japanese”
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The no. of cruise passengers worldwide has doubled over the last decade to more

than 20 million.

Market worth around ¥5 trillion in direct consumption, about ¥12 trillion in indirect
effect is included.
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“Cruise industry is quite promising industry”
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* On the other hand, the no. of Japanese cruise passengers amounts to
around 200,000 overall, that has hardly grown at all over the last 15 years.
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How to enhance sluggish Japanese Cruise Industry ?
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Outline of Study Findings
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The biggest cruise market in the world.

Caribbean and Alaska are the principal destinations.
TV program “Love Boat” in 1970’s

A variety of products, including wine cruises and eclipse cruises.
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* Travel agencies’ emergence in cruise industry has changed considerably.
*  The Mediterranean and Baltic Sea are the principal destinations.
* Established social right to take long holidays is beneficial to cruise industry.
* Germans have a tendency to prefer a German-language environment on board ship.
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* The no. of cruise passenger grows remarkably from 270,000 to 1 million
for 15 years.

* The cruise industry actively PR cruise sales.
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(3) 24 E 3 Common to three markets

x %}I%—X:E')T/)I/—Nia EEEOT) 7 2T
« P BEUE3. 4 HH0EBIRREDZ

« AR IE. BEEINSY =T EE TIRIAWHER
« BHX, 2T HMADOHT 27 N7 N —AB TS

+ PRNEPAE~1AER] ORI k1T 242 )
« FAEZEOIIMIERD TEL, I AE T B

* The cruise areas/routes focus on areas in the vicinity of that country.
The majority of cruise duration is between 3-4 and 1 week.

Passengers consist of a wide range of age brackets.

The majority of cruises are casual class, charging ¥20,000 per night.
Booking is between six months and a year in advance, via travel agents.
Vessels sailing under a flag of convenience account for the majority.
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Three cruise Japanese registry ships only, with luxury/premier class.

In wintertime : overseas voyages such as Taiwan, Oceania,

while summertime: domestic.

* The average of trip duration: 2-5 nights .Passengers are mainly seniors.

* Cruise fees more than ¥40,000-60,000 per night.
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* Image of luxury cruise ships, requirement of western manner is psychological barrier
for Japanese.

* Alarge no. of Chinese cruise ships visit Japanese ports, but they do not help to
promote cruise for Japanese consumers.
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* AS there will be no mcentlve to enter the small Japanese o
cruise market, the Japanese cruise market do not expand 2018% 2014 2015%
if things remain.
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* The world’s leading cruise areas have various attractive areas, enabling
cruise lines to put together enjoyable routes.
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# It is essential to develop Japanese cruise area/routes around Japan.
« Offering variety of cruise route where Japanese and foreign cruise lines.
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*#  Establish the “Investigative Commission on Cruise Ports” among DIS01 L. BREDEL L
concerned parties. OY Y JHEDEREE

* To ensure its longevity as a business, destination marketing _EE)‘%%A BEAS~NHE~ER
organizations (DMOs) should be established. BUE~BERE~0E .

* The central government should unveil and authorized “Japanese ETWIL— DB

cruise routes”
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* PR and advertising of Japanese cruise routes to encourage developing cruise
products
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« Establish a brand image of the Japanese cruise areas/routes.

* Create a framework for promoting the brand.
« Highly appealing publicity that takes advantage of top-level sales pitches and
special events, including utilization of SNS.
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* Broaden the base of cruise passengers including families and the
younger generation
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Promotional activities that transform stereotypical perceptions of

Efforts to encourage people to take longer vacations

* PR for younger generation, who will be the passengers of the future
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* Transform stereotypical perceptions of cruises
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* Urging employers to take a positive view of time off and encourage their
staff to take a vacation
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* Enhancing educational programs in schools in the extracurricular activities
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* Ensure that cruise ships offer a variety of cruise products
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* Encourage Japanese and forelgn cruise lines to cruise Japanese cruise area
[routes

* Invite foreign cruise ships to Japanese market

* Invite new investment for shipbuilding or convert cruise ships that suit
Japanese customer’s taste
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* The Japan Cruise Organization provide a centralized, one-stop service for dealing with
inquiries from cruise lines

* Provide each individual cruise line with information about special events along
Japanese cruise routes encouraging to create cruise products

* Provide examples of success more widely to DMOs
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Increase no. and variety of cruise products is most important
In the first stage, it is difficult to introduce large cruise ships
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Japanese travel companies have an important role to play

Encourage charter products to enhance creating variety of cruise products, including
utilizing small cruise ships
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* Travel agencies should enhance ability of explaining cruise products to
consumers
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* Industry representatives should consider model flexible contracts
« Utilizing small cruise ships to promote variety of cruise products
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