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By Ole-Kristian Sivertsen
Senior Vice President Business Development & Sales at MCP

Mobile technology is on the rise as a primary driver of retail and travel sales. A 
July comScore survey reports: “4 Out Of 5 Smartphone Owners Use Their Device to 
Shop”. And recent statistics from Euromonitor International also support that online 
and mobile is driving travel sales. When consumers travel, they are attached to their 
smartphones literally at the hip, always at the ready to engage in communications 
and commerce. 

It is imperative for the cruise industry to tap into this huge revenue opportunity. If 
you are interested in boosting your business through revenue generation, influencing 
customer behavior, and enriching the guest experience, mobile is one of the most 
direct ways to make an impact.

Why you should pay attention to mobile technology?
1. Quite simply, you have to. Customers worldwide have become addicted to their 

phones. Do you know that families now choose holiday locations based on Facebook 
and Mobile Internet access so that their teenaged children will agree to come along?

2. Mobile technology engages and connects you with your customers. If you want to 
influence your customers and their behavior, you must tap into this shift in how people 
communicate.  

3. It’s an easy source of direct revenue. Ship to shore traffic runs over satellite, and 
mobile operators like MCP ensure that guests can roam into the ship network with their 
own mobile phone and subscription 

4. Mobile is an essential revenue generation strategy. Not only can you produce direct 
revenues from mobile services, but you can also increase onboard sales through smart 
use of mobile marketing, expanding existing customer bases and reaching new source 
markets.

Despite these strong arguments for mobile, the cruise industry has been slow to 
fully embrace the technology. This article addresses 5 major misconceptions about 
mobile technology and suggests that it is high time for cruise lines to join the mobile 
revolution. 

http://www.linkedin.com/in/oksconsulting
https://www.facebook.com/pages/MCP-Maritime-Communications-Partner/320812931283465?ref=ts&fref=ts
http://www.linkedin.com/company/274237
http://www.youtube.com/watch?v=YvWO3YaeP4c
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Myth #2 
DIrEcT rEvEnUE IS ThE Only 
bEnEfIT TO mObIlE
Mobile devices represent a huge shift in how 
people communicate, connect, and consume digital 
content. In fact, the chinese Government issued a 
report in July 2012 revealing that the smartphone 
has overtaken the Pc as the most popular device 
with which to surf the internet; and this is happening 
all over the world. 

Once the vessel leaves port, mobile coverage from 
land is gone, and passengers are totally in the 
world of the cruise ship until the next port of call. 
Introducing a mobile phone network onboard allows 
them to connect to the world with their phones, just 
like they would at home. 

Direct revenue generates
significant ROI
Maritime mobile operators offer a direct revenue 
share model with the cruise line on voice minutes, 
SmS mobile data and internet. by using creative 
ways to increase usage of these services, your 
company can access exponential results. At MCP 
we have developed a series of programs addressing 
this potential, and we see significant mobile revenue 
increases with the cruise lines who adopt them. In 
fact, ship owners have already earned more than 
$250 million in revenue share on mobile services; 
current trends show an explosion in mobile data use 
that keeps total revenues growing (One UK-based 
cruise line experienced growth in mobile data of 
above 600% in 2012 over 2011).

Myth #1
crUISInG IS vAcATIOn AnD
lEISUrE TImE; PEOPlE   
DO nOT WAnT TO bE bOThErED
Smartphones are here to stay. The speed of 
adoption is the fastest for any technology in human 
history. most developed regions are already way 
beyond 50% adoption and the global level is reported 
at 44% year to date, with projections of 57% for next 
year.

The new common phobia of being without 
a cell phone (NoMoFobia), affected 58% of 
men and 48% of women as of December 
2011 (according to a UK study); and these 
numbers have been growing. Travelers, 
more and more, want to feel connected to 
their families, friends, and even workplaces, 
especially, when they are separated by 
distance. 

Surveys report that up to 80% of cruise ship 
guests are smartphone users. And the trend is not 
just amongst younger users. Growth in smartphone 
users now is stronger than ever amongst older 
age groups. We also know that higher income 
households are growing faster than lower ones–and 
these demographics represent a significant segment 
of cruise line guests.

!

CREATING ONBOARD COMMUNITY
Provide opportunity to pre-arrange

dining so guests can sit with people

who share common interests

Enrich the guest experience

Harnessing the power of the 
mobile revolution at sea
but this direct revenue stream is not the only way to 
derive revenues from mobile technology.
It’s time to strategize. how can cruise lines use 
mobile trends in the areas of guest experience and 
customer engagement in order to achieve additional 
revenue effects?

The MCP network makes it possible to pinpoint every 
mobile phone that is onboard and turned on. This is 
even more powerful than mobile marketing solutions 
already in use shore-side, and means that a cruise 
line can reach guests in multiple ways. for example:

• SMS  (90% of text messages are read 
within 3 minutes of delivery)

• QR Codes, tickets, coupons etc.
       be delivered to mobile devices

• Mail to mobile
• Custom guest applications

All of these programs can be run on an opt-in or opt-
out basis, and can be targeted to specific groups, 
changing the way information is distributed to 
guests as well as how onboard businesses (retail 
operations, spas, restaurants, entertainment and 
shore excursions) are marketed.

cruise lines are no longer limited to printed materials 
(or cabin Tv ads) about their offerings. for example, 
video advertisements to mobile devices create a 
much more compelling invitation to take part in shore 
excursions than static materials ever could—and 
can be combined with up-sell promos and delivery of 
information before, during and after the tour—always 
connected to a revenue-generating opportunity.

Myth #3
OUr cUSTOmErS ArE TOO DIvErSE 
T O  f I n D  m O b I l E  c O n T E n T
rElEvAnT
If you’re thinking, 

“This is all great, but I don’t want to annoy our 
guests so they ignore every message we send 
them!” 

Then you need to be aware of the concept of time 
and location awareness —or “context awareness.”

context awareness makes it possible to target 
information, sales and marketing promotions to the 
people it is relevant for based on
 

1) their location
2) time of day and
3) any other information you have
    about them.

http://www.mcp.com
http://www.mcp.com
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SMART BOARDING
Message guests pre-travel with

reminders and boarding documents

Reduce delays due to late
and missing passengers

One of the cruise industry’s biggest challenges is 
serving a customer base with diverse and mixed 
demography, cultures and languages. Imagine the 
possibilities: content delivered automatically in the 
customer’s language; opportunities for customers 
to choose, from their phones, to dine or socialize 
with people who match their culture or interests; and 
advertisements specifically customized to what is 
known about each customer.

Even on the biggest cruise ships, the travel experience 
can be personal and catered to each guest’s needs. 
With success come new customers and repeat 
business from happy cruisers.

Myth #4
USInG mObIlE PhOnES IS TOO 
ExPEnSIvE AnD DETrAcTS frOm 
OnbOArD SPEnDInG
Mobile is an onboard revenue source, and it holds 
a great advantage: The cruise line has almost zero 
cost of sale. Margins and profitability are therefore 
high.

The cost of calling home from a cruise ship today is 
no greater than the cost of a call from many foreign 
countries. Travelers have come to expect these 
charges as part of the price of travel and staying 

!

I recently visited a large resort with loads of 
restaurants and amenities. As I only spent a few 
days there I could only use a few of the facilities, but 
still I got a 3-page survey asking me to rate places I 
had never even visited. 
I was annoyed. If I had instead received a nice 
“thanks for dining with us” message on my phone 
from the Italian restaurant where I actually dined, 
with a coupon for a discount off another service, I 
might have been very happy to answer a couple of 
questions on my mobile phone—and my satisfaction 
would have been heightened. 

The opportunities for enhancing the guest 
experience truly are endless and extend to 
both pre-travel (booking, pre-ordering, and 
even seating arrangements) and post-travel 
(follow-up with photos and other initiatives) 

RAVE REVIEWS
Enter guests in a drawing in

exchange for posting reviews on line

Build credibility through
hundreds of testimonials
spreading through social media

Myth #5 
ThE rEAch Of mObIlE EnDS 
WhEn PASSEnGErS lEAvE ThE 
ShIP

84% of smartphone users
actively access social
media with their device

mobile marketing evolves into “viral marketing” when 
content delivered to a guest is shared or forwarded 
to additional users. Thus, social media provides 
another source of opportunity to be leveraged.

Social media marketing can be an end in itself, 
spreading awareness of the cruise industry; or it can 
be combined with other onboard revenue areas to 
deliver multiple effects. Take onboard photos for 
instance: by allowing guests to purchase photos 
from the onboard photo service via their mobile 
devices, a cruise line can not only save money on 
printing and labor costs, but also offer a discount on 
future travel as an incentive to customers who share 
their photos on social networks. 

Advantage: The cruise experience gets 
broadcast virally throughout your
passengers’ networks

!

!

in contact with their families and communities. “Bill 
shock” may have been a problem ten years ago, 
but modern travelers are more educated on the cost 
of staying connected—and at an average of $7/day 
spend per active mobile user onboard, the number 
of complaints is getting close to zero.

finally, mobile devices drive onboard business. for 
instance, a guest unsure of what gift to buy from the 
Duty free shop can make a call or send a photo 
through SmS to a loved one at home to make sure 
they are making the best choice. Or a real-time 
facebook post by a guest about an exciting cruise 
experience could reach hundreds of potential new 
customers. Also, when guests have more information 
about onboard services and related costs, they tend 
to use the services even more. It’s easy to implement 
programs such as TravelSmart that educate users 
about how to keep costs limited when using mobile, 
and to supply additional educational materials. 
See “10 mobile tips for Travelling Abroad”: 
http://www.mcp.com/mcp/travelsmart/ 

http://www.mcp.com/mcp/travelsmart/
http://www.mcp.com/mcp/travelsmart/
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TARGETED SURVEYS
SMS surveys to mobile devices,

targeted to the amenities

visited by each guest 

Heighten guest satisfaction

When Will your coMpany fully

TravelSMART
USE YOUR PHONE WISELY

®

eMbrace the Mobile
revolution at sea?

The “Call” to Action
Mobile Technology, once a “nice to have” feature 
for cruise customers, has become a definite “must 
have”. mobile technology applications for the 
industry continue to evolve at a rapid pace, and are 
destined to change the way business is planned, 
managed, operated, controlled, and evaluated.

If you wish to realize both direct and indirect revenue 
effects from this growing goldmine, you must exploit 
the full potential of mobile technology to reach both 
existing and new customers. make sure you have a 
full scale, high quality mobile service on your cruise 
ships that extends across all silos and departments 
in your company–and ensure alignment with 
your company’s overall mobile strategy in order 
to maximize revenue generation and positively 
influence guest behavior and experience. 

Ole-Kristian Sivertsen
Senior Vice President Business Development & Sales

Maritime Communications Partner
Mobile: +47 95777777 •  E-Mail: oks@mcp.com • Twitter: @oksivertsen

http://www.linkedin.com/in/oksconsulting 

Bringing it all together
The reach of all onboard digital facilities can be 
easily extended through smartphone applications. 
Everything available on cabin Tvs can be made 
accessible on mobile devices. And of course it can 
all be tailored to the particular guest based on their 
demographics, through context-based marketing.

Imagine… delivering content from a single platform 
where any content can be seamlessly delivered to 
any device at any moment…

you could then speak to customers literally in their 
language. you could adjust content automatically 
for the device you’re delivering to. You could firewall 
content for certain age groups and you could offer 
products and services that are the most convenient 
and most appropriate for each customer based on 
their location, needs and interests.
now that is powerful marketing. 

http://www.mcp.com/
http://www.mcp.com/mcp/travelsmart/
http://www.mcp.com
http://twitter.com/oksivertsen
http://www.linkedin.com/in/oksconsulting
http://telenor.com/

