


Global trends in cruise 

Å Mega ships keep getting bigger. 

Å More choice on board - dining, entertainment and activities, itineraries. 

Å Millennials and Gen X are rapidly growing markets. 

Å Destinations a key driver of choice. 

Å More small ships, exclusive tours, gourmet dining, personal, precise, exclusive. 

Å Growing demand for expedition and adventure cruises. 

Å Use of travel agents still prevalent.

Å More private islands. 

Å Celebrity chefs. 

Å Disney, Lego, Nickelodeon, Starbucks, Oprah partnering - themed shows, shops, burger bars, playgrounds. 

Å Ships designed for Intergenerational cruising



Australian Trends 

ÅGrowth is estimated at 14 -18%  p.a

ÅCLIA target of two million Australians cruising by 2020. 

Å250 000 international travellers in Australia p.aeither by cruise or to join one

ÅVisitor demand for Tasmania is being combined with demand for cruise. 

Å3 out of 5 Australian travellers consider cruising a good way to sample a destination. 

ÅMillennials and Generation X. 

ÅExpedition cruises 

ÅContemporary and premium cruise lines are building larger ships. 

Source: Australian Cruise Association 



Who are cruisers and what to they want?  

Relaxation, being 
looked after or spoilt 
is more important for 
less frequent 
travellers/cruisers

Frequent cruisers find 
cruising a better fit 
most needs including 
living like a local

Families see it as a 
chance combine 
being together, 
freedom and 
recharging

Bonding with friends 
is strong for men 
under 35

Cruisers under 35 see 
cruise as adventurous 
and engaging and a 
chance to revisit 
placed they love

Travellers over 55 see 
cruising as relaxing 
and a chance to hand 
over to someone else

Cruise is a form of 
affordable luxury for 
those from regional 
areas and those on 
lower income

For those living in 
regional areas cruise 
provides a great way 
to explore new 
destinations

Expedition/small ship 
cruisers feel cruise 
meets their needs for 
luxury and connecting 
with family

Source: The BhiveςUnderstanding future 
demand and needs for cruising in Australia, 
March 2018. 

To download the full report Visit; 
www.thebhive.com.au/research/industryre
ports/

http://www.thebhive.com.au/research/industryreports/


Not one cruise market

ÅCruise is made up of many 

segments. 

ÅProduct that targets 

particular ships or clientele 

may yield better, as its in 

higher demand

ÅNot everything will fit all. 

ÅSome tailoring is required. 

ÅIt may not be for youé



Opportunities for Tasmania

Å Cruise visitors return as FIT tourists. 

Å Developing turn-arounds - Hobart

Å Split Cruises

Å Event cruises

Å Expedition and Luxury small ship market

Å Provedore supply solutions for specialty products

Å Princess Partnership 

Å Refresh of shore excursion program


