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UPDATE ON THE CRUISE INDUSTRY Margaret Murphy SVP, Marketing 

Cruise Lines International Association 
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CLIA 

 World's largest cruise industry organization, 

representing 26 member cruise lines 
 

 Non-governmental consultative organization to the 

International Maritime Organization (IMO) 
 

 Participates in regulatory and policy development  
 

 Engaged in travel agent training, research and 

marketing communications with 11,000 travel 

agency members 
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Cruise Industry Update  
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Cruise Industry Update 
Growth and Economic Impact 
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$40 billion  
industry 

$88 billion impact 



Direct spending     $18 billion 

Total jobs:      330,000 

Total wages:  $15.3 billion 

Direct spending     $1.12 billion 

Total jobs:       16,500 

Total wages:  $642 million 



Passenger Onshore Spending 
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•  $330,500 in passenger 

and crew onshore  

spending in the 

embarkation port 

• 38% of passengers stay 

one or more nights at a 

port city pre- or post-

cruise.   On average, each 

overnight cruise visitor 

spends $256 per stay.  

 



Average Passenger Year-over-Year Growth Rate +7.5% 

CRUISE PASSENGER GROWTH 1980 - 2011 



12 

North America 

16.32 million passengers in 2011 
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DESTINATION 2011 SHARE 5 YEAR CHANGE 

CARRIBBEAN 33.7% +13% 

MEDITERANEAN 20.4% +49% 

EUROPE 7.9% +25% 

ALASKA 6.2% -4.0% 

BAHAMAS 6.0% +40% 

MEXICO (WEST) 3.3% -41% 

TRANS-ATLANTIC 2.9% +40% 

AUSTRALIA – S. PAC 2.7% +188% 

TRANS-CANAL 2.5% +1% 

SOUTH AMERICA 2.4% +23% 
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Ship Growth 

13 new ships 
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80 new  

ships 

143 new  

ships 

40 new  

ships 

2012 



  

 

 

2013 
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Princess Cruises: Royal Princess 

Norwegian Cruise Line: 

Breakaway  

Avalon:  Artistry II  

Avalon: Expression  

AmaWaterways: AmaPrima          

AmaWaterways: AmaVida          

American Cruise Line: TBD         

MSC: Preziosa 
Uniworld: River Orchid     

  

http://www.travelweekly.com/Cruise/Uniworld-Boutique-River-Cruise-Collection
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Cruise Industry Update 
Focus Areas 
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GLOBALIZATION 
SAFETY 

REPUTATION 
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   Cruise Industry Taskforce Established 

Effort Aligned and Supported by IMO, EU 

Independent Panel of Experts 

Keeping Members Informed 

safety 



Since the January 2012 launch of 

Operational Safety Review: 

Proactively identified and 

implemented best safety practices  

6 new policies announced 

21 safety 



Broad Coverage of New Policies 
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CLIA appoints panel to evaluate  

new safety recommendations 

“Holding muster drills before leaving port goes beyond the existing 

legal requirement that passengers participate in the safety drills 

within 24 hours of embarking.” 

New cruise safety policies announced for industry 

“More adult life jackets will be carried aboard cruise ships as 

part of a trio of new cruise line policies that took effect this 

week, the outcome of an ongoing industry safety review.” 

“CLIA has asked the IMO to emphasize  

the timely reporting of marine casualties.”  

safety 
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Australia / New Zealand 
Europe 

South American 
Scandinavia 

Japan 
China and SE Asia  

globalization 



International 

Arrivals in 

China 

62  

(2012) 

150  

(2013) 

24 globalization 
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Singapore’s Marina Bay Cruise Centre 
 

• Doubles capacity 

• Home port for Royal Caribbean’s 

Voyager of the Seas  

• 1.3 million passengers in 2013 
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What it is not What it is 

• National advertising 

campaign 

• A tag line for 

industry 

• Marketing campaign 

for new passengers 

• Direct response 

advertising   
 

• Communications that 

focus on common, 

industry-wide issues  

• Demonstrates how we, 

as an industry, benefit 

society 

• Engages key 

audiences 

• Builds an inspirational, 

emotional relationship 

 

 reputation 
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 CLIA CEO blog and 

Twitter account   

 

 Global websites 

created and new 

websites in 

development 

reputation 
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Cruise Industry Update 
Product and Consumer  
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2013: $100 billion 

2010: $90 billion 
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Luxury  



RIVER  

CRUISES 



SHORTER  

CRUISES 



Suites 
  

Family-

friendly  
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Michelin 

starred chefs 

More 

shopping  
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FITNESS 
FAMILY REUNION 

GIRLFRIEND GETAWAY 

CUISINE AND CULTURE 
DANCE 

LITERARY 
MEETING AND  
INCENTIVE 
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