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WHERE ENGLAND BEGINS FINDING THE PERFECT PORTS PROBLEM SOLVING 

Port of Dover on how its natural 
beauty and infrastructure deliver a 

high-quality cruise offering

Ugo Savino shares insights into 
Carnival Cruise Line’s strategy for 

developing exciting voyages 

Costa Cruises, Marella Cruises and 
V. Ships Leisure suggest solutions
for itinerary planning challenges
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Cruise & Ferry Itinerary Planning celebrates the work of the individuals and companies whose tireless efforts continue 
to fulfil the dreams of the millions of people who go on a cruise every year. And every year these people have to 
reinvent their approach to keep itineraries fresh and inviting for both new and repeat passengers.

This talented group of itinerary planners achieves the highest levels of customer satisfaction – thanks largely to the 
ports, destinations and service providers who all share the same vision for continued industry improvement. The 
passion, focus and determination that is commonplace in the cruise business has delivered growth that we have 
witnessed in recent times and is the envy of the rest of the hospitality sector. Published in November, our annual 
Cruise & Ferry Itinerary Planning publication continues to make an important contribution to the positive evolution of 
the business and celebrates the businesses and people who are charting this course.

Distributed throughout the world, Cruise & Ferry Itinerary Planning has become an essential resource for industry 
leaders and as with its sister publication, Cruise & Ferry Review, we offer advertising opportunities for organisations 
and companies to showcase their port, destination or services.

 
 
Jon Ingleton 
Executive Editor
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Cruise & Ferry Itinerary Planning is proud to partner with:
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Each year, Cruise & Ferry Itinerary Planning delivers a wealth of content, making it the essential 
guide to passenger shipping route design.

Content

Detailed editorial summaries for the upcoming issue of Cruise & Ferry Itinerary Panning are available from your account manager.

Keynote interview
In-depth conversation with a senior industry figure 
covering a broad selection of itinerary planning topics.

Marketwatch
Keeping up to date with the latest and most significant 
port and destination news and developments.

Features
Topical issues are debated among a group of itinerary 
planners who have a common industry vision.

Planner Perspectives
A series of one-to-one interviews with senior planners 
about their challenges and opportunities.

Profiles
Reports on a selection of ports and destinations to 
raise awareness and share local news.

Commentaries
Industry commentators share their expert views on a 
collection of subjects.

Association update
Port and destination associations summarise the latest 
news from their membership.

Featured destinations
A selection of profiles of destinations that would be an 
anticipated call on any itinerary.
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KEYNOTE

Extraordinary 
horizons
Seabourn is revered for itineraries that 
surprise and delight. Jon Ingleton asks 
Josh Leibowitz about stepping into the top 
end of the expedition sector and taking 
passengers to extraordinary places

Seabourn pioneered small-ship 
luxury cruising in the late 1980s 
and is still at the top of its game. 
The cruise line’s calendar had 

an expedition component long before it 
became a mainstream cruise segment. 
Its itineraries around the Arctic and 
South America, including forays into the 
Amazon and Antarctica, are iconic and 
uniquely memorable voyages.

Seabourn is now poised to step into 
the top end of the authentic expedition 
sector. “We’re very excited about the two 
polar-class expedition ships coming into 
the fleet which are going to be state-of-
the-art, ultra-luxury vessels with the 
latest technology and toys, including 
two submarines onboard,” says Josh 
Leibowitz, the line’s president. “For 
explorers we have an amazing catalogue of 
expedition itineraries such as Antarctica 
and our recently announced ‘Norwegian 
Lights’ cruise, which will be the inaugural 
sailings for Seabourn Venture.”

Scheduled to launch in December 
2021 with an eagerly anticipated 
inaugural voyage from the historic Royal 
Borough of Greenwich to the winter 
wonderland of the Norwegian coast, 
Seabourn Venture’s 12-day cruise calls at 
Alesund, Trondheim, Svolvaer, Andenes, 

Alta and Honningsvag, then concludes 
in Tromsø.

In September the first steel was cut 
for Seabourn’s second, yet-to-be-named, 
new ultra-luxury expedition ship, due 
in 2022. Both ships have been designed 
and built to Polar Class 6 standards for 
expedition travel and have ultra-luxury 
interiors conceived by Adam Tihany.

While passengers eagerly await 
Venture’s delivery, Seabourn has a 
compelling selection to tempt prospective 
passengers. “We have an eclectic menu of 
vacation experiences for every consumer 
preference with our fleet of five luxury 
ships,” says Leibowitz. “And within two 
years we’ll be up to seven ships and be 
able to offer an even wider choice. Our 
guests will be able to look at our itinerary 
map and say ‘where do I want to go in 
the world?’ to find a cruise perfectly 
suited to their travel aspirations.”

The itinerary building process at 
Seabourn has changed over the years. 
“It used to be entirely the remit of the 
port operations and itinerary planning 
departments. Now it’s a much more 
collaborative endeavour, everyone 
has a voice – an opportunity to share 
personal experiences and perspectives,” 
says Leibowitz.

7

Seabourn’s expedition cruises offer guests the 

chance to enjoy once-in-a-lifetime experiences, 

such as kayaking under glaciers in Antarctica
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PLANNER PERSPECTIVE

A destination-centred approach
Martin Lister from Fred. Olsen Cruise Lines tells Elly Yates-Roberts 
why smaller ships and a focus on the ports of call create niche 
experiences for its passengers

a wider range of locations for visits, 
enabling guests to enjoy new sights and 
opportunities. 

“The smaller size of our ships also 
allows us to showcase the beauty of 
a destination without having to leave 
the comfort of the ship,” he adds. “For 
example, in 2019, our ship Braemar 
made history by becoming the largest 
ship to ever traverse the historic Corinth 
Canal in Greece. 

“Our Norwegian Fjords sailings are 
also always extremely popular. We can 
take advantage of the smaller size of our 
ships, especially Balmoral and Braemar, 
by sailing scenic routes to show off 
Norway’s dramatic scenery. We use our 
smaller ships to go off the beaten track, 
to seek out the most unique and dramatic 
fjordland scenery. After all, the reason 
you book a fjords cruise is to see the 
fjords, right?”

The cruise line considers various other 
factors when planning its itineraries. 

“We offer experience-led itineraries, 
and the experiences each destination 

offers are key to that,” says Lister. “It’s 
not just a case of going to new ports, or 
those that are the most profitable – we 
must also think about the available shore 
excursions, and whether guests can 
explore independently. Are there historic 
sites and points of interests nearby? Can 

they get something to eat and drink? 
How far is the town or city centre from 
where we can berth?

“But the process doesn’t stop once the 
itinerary is confirmed. We continue to 
research the area to see if new experiences 
or tours become available, for example. 
It’s not a process, it’s a journey.” 

When cruise ships are able to sail 
again, things will be slightly different 

for Fred. Olsen. The cruise line’s fleet 
will be bolstered with two new ships, 
Bolette and Borealis. With capacity for 
just under 1,400 guests each, the new 
vessels are slightly larger than Balmoral, 
which Lister sees as an opportunity to 
get creative. 

“Their size is great as it means guests 
have plenty of space onboard and lots 
of public areas to enjoy, but it is also 
something we must consider in our 
itinerary planning,” he says. “It may mean 
that we have to rethink some of the routes 
we follow with other ships, but it also 
means we can plan new types of cruises, 
which, for me, is the most exciting part of 
the planning process.” CFIP

T he modern cruising experience is 
filled with entertainment, activity 
and leisure. Many ships feature 
multiple dining options, shops 

to indulge in a bit of retail therapy and 
other experiences such as spas, swimming 
pools or even roller coasters. Fred. Olsen 
Cruise Lines, however, focuses on finding 
the perfect destinations and ports of call 
to make its trips truly special. 

“We are proud of our smaller ships, 
and the experiences they allow us to offer 
our guests,” says Martin Lister, head 
of itinerary planning and destination 

experiences at Fred. Olsen Cruise Lines. 
“Many of the larger ships are focused 
around the activities guests can enjoy 
onboard. Instead, we have a more 
traditional approach to cruising which is 
centred around the destinations we visit; 
places where our guests can delve into the 
culture and experience the local nature, 
for example.”  

Positive customer feedback suggests that 
the cruise line’s methods are working. 

“We ask our guests to rate their 
experience and time ashore, whether 
that be on a tour or while exploring 

independently,” says Lister. “We 
then use this feedback to ensure 
our itineraries continue to feature 
destinations that our guests want to 
visit. From this, we know our most 
beloved offerings are: St. Petersburg, 
Russia, for the grandeur and intrigue 
of venturing ‘behind the Iron Curtain’; 
Sydney, Australia, for its iconic 
landmarks; and Longyearbyen, Norway, 
for the remoteness.”  

Lister has also found that this 
destination-focused approach and 
sailing on smaller ships can open up 

Fred. Olsen’s small ships enable guests to visit destinations such as Hellesylt in Norway, which is inaccessible to larger vessels

“ We have a more traditional approach 
to cruising which is centred around 
the destinations we visit”

In 2019, Braemar became the largest ship to traverse the Corinth Canal in Greece
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MARKETWATCH

Princess Cruises will have three Royal-class ships based in 
Europe in 2021. Enchanted Princess, which is due to join the 
fleet in late 2020, will sail a series of new seven- and 14-night 
roundtrips from Rome, Italy between May and September, before 
embarking on a series of 11-night voyages between Rome and 
Barcelona, Spain. 

Sky Princess will sail roundtrip from Southampton, England 
on eight- and 12-night ‘British Isles’ cruises between April and 
September. Regal Princess will also offer departures from the 
port between April and October, visiting a variety of destinations, 
including Iceland, Norway, the Canary Islands and Canada.

Princess Cruises changes  
its 2021 UK and Europe line-up

Le Havre Port Center has collaborated with French 
Lines & Compagnies and Le Havre Cruise Club to 
offer a new temporary exhibition ‘From France to 
nowadays’. The exhibition allows visitors to learn 
about life onboard the last French transatlantic liner 
and understand how the port of Le Havre continues to 
facilitate passenger transport today. Visitors are also 
invited to share their views about the future of cruising 
and the impact of cruises in the city. The exhibition will 
be open for visitors until 3 January 2021 in Le Havre.

1 Keep talking: it’s important to 
understand when cruise lines are 

intending to start back in your region, 
especially as dates vary in different 
parts of the world.

2 Read the key information: showing 
that your port or destination can 

comply with guidelines and instructions 
from cruise lines will be crucial to  
them returning.

3 Be proactive: liaise with local 
stakeholders to keep them 

informed on resumption progress  
and communicate new initiatives,  
such as socially distanced excursions,  
to cruise lines.

Preparing for  
the restart
David Selby, managing 
director of Travelyields 
Consulting, shares three tips 
for the return of cruising

Le Havre offers exhibition 
on the history of cruising 

Florida’s Port Canaveral has started a renovation of Cruise Terminal 8, which 
accommodates Disney Cruise Line’s ships. Underground utilities and concrete 
have already been completed, along with the hardscape for an arrival plaza. A new 
drop-off canopy and expanded check-in area are being constructed, along with an 
interior ramp from the passenger boarding bridge to the first-floor baggage area. 

The port will also carry out waterside renovations to accommodate the cruise 
line’s new larger class of ships, including Disney Wish. 

Port Canaveral begins renovation of  
Disney Cruise Line terminal

1 2



Cruise & Ferry Itinerary Planning has a large and highly engaged readership of decision makers in the passenger shipping industry, 
with our entire readership representing a range of sectors and geographies, as follows:

Circulation
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Sector Geography

Our planned magazine circulation in 2022 is as follows:

Print run: 4,500 copies (of which 3,150 copies are directly distributed to individuals and 1,350 copies are circulated at events)

With a conservative estimate of an average of three readers per copy, the above figures can be tripled for an estimate of our total print readership. 

Destinations

Asia

Europe

Other

Cruise lines North America

Ports

Associations Australasia South America



Over recent years, our digital audiences have grown rapidly, giving our content a vastly greater reach, and allowing our readers 
to consume Cruise & Ferry content on the channel of their choice. 

Digital edition

Cruise & Ferry Itinerary Planning 2022 will be sent to 10,257 digital subscribers

The digital edition of Cruise & Ferry Itinerary Planning 2021 received 36,127 page views from 1,463 users

(Digital audience data correct as at 20 October 2021) 
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READ 
NOW

http://digital.tudor-rose.co.uk/itinerary-planning-special-report-2019/


Our promotional packages and advertising options provide a blend of advertising and content 
marketing and represent excellent value for money. 

Cover story £10,000

A complete package of coverage including your destination featured on our cover 

Sponsor Varies

We can tailor a bespoke sponsorship package to suit your specific requirements

Double page £8,000

Double page advertisement  |  Double page interview/article

Full page £5,000

Full page advertisement  |  Full page interview/article

Half page £3,500

Half page advertisement  |  Feature contribution or news item

Quarter page £2,000

Quarter page advertisement  |  Feature contribution or news item

Profile £500

A profile of your destination will appear in our ‘Featured ports and destinations’ section

Rates
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Why advertise?

There are multiple good reasons to promote your 
organisation in the Cruise & Ferry Itinerary Planning:

Widely read – A captive and influential readership 
developed over the more than 25 years

Rich heritage – A rich history of positive and 
productive relationships and reader appeal

Low price – Our rates represent excellent value for 
money, with options to suit every size of budget

Editorial profile – Opportunities to extend and 
enhance your profile beyond traditional advertising

High production values – High quality brand that 
enhances your corporate image

Long shelf life – Readers likely to reuse and share 
throughout the year.

The industry’s own – written for the industry, by 
the industry, about the industry

Global coverage – distributed to subscribers in 
over 100 countries

6
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Testimonials

“Cruise and Ferry Itinerary Planning gives 
great insights into what’s happening in 
well-known cruise destinations and  
also draws attention to some of 
the lesser known places too. It’s an 
interesting read and useful tool for the 
itinerary planner.” 
Martin Lister 
Fred Olsen Cruise Lines

“Thanks to Jon and to Cruise & Ferry 
Itinerary Planning. For us the magazine 
is a landmark. The articles are always 
professional, reliable and full of 
details. Studies and interviews are very 
interesting and inspirational. It is a 
pleasure reading Cruise & Ferry Itinerary 
Planning.” 
Federico Bartoli 
Costa Cruises

“Cruise & Ferry magazines – Great 
content, great reading.” 
Matthew Rutherford 
Carnival Australia

“Cruise & Ferry news is a great 
information source for the cruise 
industry, their itinerary planning 
coverage has been a welcome addition 
to their portfolio covering a wide range 
of hot topics in this arena.” 
Neil Duncan 
Marella Cruises

“Itinerary planning is a fascinating job, 
somehow you feel like a cartographer 
tracing navigation routes and 
discovering new destinations. However, 
sometimes it is hard to find new ports 
and new experiences to offer to our 
well-travelled guests. Cruise & Ferry 
Itinerary Planning is a fantastic tool that 
allows you rediscover the world again.” 
JP Salazar 
Ritz Carlton

“I enjoy working with the Cruise & Ferry 
team and always find your magazines an 
interesting read. Thank you!” 
Ugo Savino 
Carnival Cruise Line

“The joy of itinerary planning lies in 
bringing together people from different 
worlds; guests, crew and all the locals 
they meet while the vessel is in a port. 
Cruise & Ferry Itinerary Planning is always 
a useful source of information and an 
interesting read.” 
Claudius Docekal 
Crystal Cruises

Long before consumers even imagine 
where their next cruise may take them, 
the Cruise & Ferry team takes the 
industry on an in-depth review of future 
destinations and itineraries.  It is a must-
read publication for industry executives. 
Josh Leibowitz 
Seabourn

“In my 20 year career in the Cruise 
industry, Cruise & Ferry magazines 
have always been my go to source for 
industry news as well as insights into 
itinerary planning. My desk wouldn’t be 
without an issue close at hand!” 
Paul Grigsby 
Holland America Line

“I‘ve been an avid reader of Cruise 
& Ferry magazines ever since I was 
dreaming of one day working in the 
industry. It is therefore humbling to 
have had the chance to work with 
Jon and his team on a story about 
sustainability – our core value. Keep up 
the good work!” 
Kris Willassen 
Hurtigruten

“Itinerary planning is one of the most 
exciting areas in the cruise industry, 
it is what will make or break a cruise 
company as the itineraries of where 
you take passengers is what truly 
sells cruises.  I use Cruise & Ferry 
magazines as one of my resources to the 
itinerary puzzle together as destination 
information provided is great.” 
Juan Trescastro 
Virgin Voyages



If you need help creating artwork for your advertisement material, Tudor Rose – publisher of the Cruise & Ferry 
publications – offers a low-cost advertisement design service.

Other projects

Tudor Rose can also help with any other marketing projects you have, by deploying the skills of our project managers, 
copywriters, graphic designers and digital team. For anything from branding to brochures and websites to social media, 
we can help meet your objectives.

Marketing services
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Grand Bahama Shipyard Limited
QUAL I TY       REL IAB I L I TY       LOCAT ION

DRYDOCK
Length
Breadth
Vessel Draf t
L i f t ing Capaci ty

NO. 1
268.3 m (880 f t )
33.5 m (11.5 f t )
8 m (26 f t )
27,000 tonnes

NO. 2
300 m (985 f t )
58.5 m (192 f t )
9.1 m (30 f t )
82,000 tonnes

NO. 3
310 m (1,017 f t )
54.6 m (179 f t )
8.5 m (27.6 f t )
54,000 tonnes

Cer ti f ications OHSAS 18001:2007 • ISO 14001:2004 • ISO 9001:2008 • I .S.P.S

Grand Bahama Shipyard Ltd. 
is located in the Por t of Freepor t 

Bahamas

Services Of fered
DryDocking & Fabricat ion
Steel • Structural • Piping

Electr ical • Blast ing & Coating
Engineering • Sur veying & 

Inspect ions

P.O. Box F-42498-411, Fishing Hole Road 
Freepor t, Grand Bahama 

Ph: 1-242-350-4000 
Fx: 1-242-350-4010

mail@gbshipyard.com
www.grandbahamashipyard.com 

•   •

Grand Bahama Shipyard-v1.indd   1 16/04/2013   14:44

PORT OF GAZENICA, ZADAR 
New sea gate to enter heart of Croatia

WWW.PORT-AUTHORITY-ZADAR.HR

Tudor Rose

Tudor Rose is a publishing and marketing 
services company based in Leicester, UK. 
For more than two decades we’ve worked 
for a range of businesses from global 
household names to local startups, to help 
turn their marketing visions into reality. 
From customer magazines and corporate 
brochures, to logo design and websites 
and much more in between, our design, 
copywriting and management services help 
you to attract profitable new customers 
and reinforce your brand message.

We take full responsibility for progressing 
every project to the desired end result, 
and are focused on excellence from the 
original brief to successful sign-off. Large 
or small, global or local, print or digital – 
whatever your requirements are, we’re up 
for the challenge!

To see examples of our work, please visit  
www.tudor-rose.co.uk.

To discuss a new marketing services 
project, please contact:

Toby Ingleton
toby.ingleton@tudor-rose.co.uk
+44 7977 859514

Digitalisation in 
passenger shipping

A CRUISE & FERRY SPECIAL  
REPORT WITH INMARSAT
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CONNECTIVITY

Connecting 
the fleet
Peter Broadhurst explains why the ability 
to increase or adapt capacity is a 
powerful tool in a connectivity market 
where customers have become 
accustomed to inflexibility

Connectivity is a constant 
challenge for ferry operators 
as they address the need 
to balance demand from 

operations with the passenger side of their 
business. Shipowners are accustomed to 
having to buy costly packages to have 
large bandwidth available at peak times, 
while seeing their investment wasted 
during low-use periods.

As a company that owns satellites and is 
thus able to offer service flexibility that is 
out of reach for many of its competitors, 
Inmarsat is well placed to lead much-
needed changes in this environment. 
Customers in the ferry sector can quickly 
realise return on investment benefits 
from products like Fleet Xpress and 

Fleet Hotspot, both of which allow the 
shipowner to stay in control of how 
bandwidth is utilised onboard.

“Traditionally, ferry connectivity 
has been seen as a hospitality service, 
not owned by the vessel,” says Peter 
Broadhurst, senior vice president of 

yachting and passenger for Inmarsat. 
“When it comes to passenger 
connectivity, it is about setting the 
expectation and meeting it – but often, 
wi-fi on ferries is not managed.” 

Broadhurst says portals can be used to 
meet the needs of all users, with charges 
for extra bandwidth. “With us, you only 
buy the service you need and can add on 
extras. So the base price point is the right 
price point.”

Inmarsat controls everything from the 
satellite onwards – so as a single service 
provider can offer much greater flexibility 
to operators than they are accustomed to 
and can also foresee their future needs.

The company holds impressive ‘space 
tonnage’: four Global Xpress (GX) 

satellites in operation, plus GX5 in service 
before year-end, two GX6 units scheduled 
and GX7, GX8, GX9 and two GX10s on 
the way. Each has a lifespan of between 15 
and 20 years. “We have got the big picture 
as to what we need for the future and it’s a 
key selling point,” says Broadhurst

Inmarsat’s wealth of resources in 
the sky means it can encourage ferry 
operators to run different sides of their 
business through separate pipes, thus 
boosting available bandwidth and 
safeguarding essential services. “We can 
add second or third pipes to services and 
guarantee services,” Broadhurst says.

Generous bandwidth availability allows 
operators to capture massive amounts 
of data covering what is happening 
onboard and send it ashore – from how 
many burgers passengers consume to 
how much paint has been purchased for 
refurbishment. “This enables operators to 
see their ROI,” says Broadhurst. “It’s about 
small efficiencies, which are especially 
important for a ferry operator.

“We control the satellite network, 
ground infrastructure and architecture of 
the service we offer. It allows us to tailor 
services to a client’s needs. This includes 
the amount of data or whether they want 
timed solutions that they will only use a 
couple of hours a day.

“We also offer geo-scoping, where 
the service only works in a certain area. 
With Fleet Xpress, as part of the service 
you get highly resilient L-band included. 
So, for example, if a catastrophic wave 
wipes out your antennas, you have a 
backup service for the ship’s operational 

“ We have got the big picture as 
to what we need for the future”
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safety. We have had ships on secondary 
communications for six months at no 
additional charge and we are happy to 
provide that level of service.”

Inmarsat guarantees backup capacity 
with all of its solutions. “In an emergency 
scenario, passenger traffic would 
probably be stopped to protect operations 
and billing. Billing needs to be a separate 
pipe, one that will fall over to the backup 
service, so you’ve got resilience.”

Ferry operations benefit from the Fleet 
Data service, which can pull data from 
the ship’s Voyage Data Recorder (VDR) 
or other systems and put it in the cloud. 
Previously, says Broadhurst, when an 
operator wanted to track data and assets, 
“they had to get on the ship each time. 

We put it all in the cloud, so there is no 
need to go on the ship. We can do it once 
and then share it.”

Some companies that work with ferry 
operators are accustomed to taking 
data direct from the ship – for example, 
from the engine. Broadhurst says that 
there have been no problems convincing 
these companies of the advantages of 
taking it from the cloud instead. “There 
is no reason they can’t have dedicated 
bandwidth through a service we call Fleet 
Connect, or a pipe going into the cloud 
and then interface with applications 
from the specialists. Once in the cloud, 
they can have different dashboards if 
they want. They can use all the data in 
different ways.”

Broadhurst believes the rapid shift in 
requirements driven by the Covid-19 crisis 
has drawn attention to an underlying 
weakness in many operators’ investment 
strategies. To address this, Inmarsat is 
committed to providing next-generation 
connectivity for operators, with Broadhurst 
drawing attention to the Fleet Hotspot 
developed via Fleet Xpress as exemplary. 
“We are solving a lot of problems by 
facilitating a digital revolution,” he says.

If any business can say that with 
confidence, it’s Inmarsat. Having been in 
operation for four decades, the company 
has outlived many of its competitors. “For 
a technology company to be 40 years old 
is unusual,” says Broadhurst. “We believe 
that Inmarsat has got a strong future.” CFR

Inmarsat has its own satellites so can offer service flexibility that is out of reach for many other providers
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