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SITUATION ANALYSIS



DURATION:

BUDGET:

July – December 2021 

$25 Million



BUSINESS 
CHALLENGE

Overcome the hesitation for traveling via cruises 
created by the COVID-19 pandemic



OBJECTIVES

� Business Objective: Increase bookings by 15% by the end of 2021

� Marketing Objective: Increase market share among competitors 
by 10%

� Communication Objectives: 
� Add 1 million new subscribers to their email database 
� Increase RCCL website visits by 30%
� Generate 5 million (positive) social mentions about RCCL by the end 

of 2021.



SWOT 
ANALYSIS

� Strengths
� Caribbean destinations are the most 

popular among US passengers2, and 
RCCL has 28 ports of call in the 
Caribbean.3

� RCCL operates the four largest cruise 
ships in the world: Symphony, 
Harmony, Oasis, and Allure of the 
Sea.4

� Weaknesses
� RCCL is lacking in digital marketing, 

earning only 88 impressions/dollar 
(digital spend $13.5m, total 
impressions 1,140).2

� In the 2020 Friends of the Earth Cruise 
Line Report Card, RCCL received a D. 
The Report Card is evaluated on 
sewage treatment, air pollution 
reduction, water quality compliance, 
and company transparency of 
environmental information, and 
young travelers are becoming more 
environmentally conscious. 

� Opportunities 
� HHIs are rising, which allows more 

people to be able to afford cruises.2

� The three main drivers to cruising are 
surroundings, value, and 
experiences.2

� Demand for cruise travel is projected 
to rise over the next five years, as 
positive economic conditions 
encourage US consumers to make 
more discretionary purchases.6

� Threats
� The biggest barrier for consumers is 

the cost of getting to the departure 
point.2 RCCL has 13 US departure 
ports in nine different states.3

� Climate change is causing stronger, 
more frequent hurricanes that are 
disrupting the Caribbean market, 
which can increase operating cost and 
fear among potential travelers.2
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TARGET AUDIENCE



DEMOGRAPHICS

� Age: 35+

� Gender: Male & Female

� Education: College Educated

� Race: Mostly White Men and Women

� HHI: $50,000+

� Brand Loyalists
� Customer Switching

� Shops at: Costco & Whole Foods

� Purchases Environmentally-Friendly Products



GEOGRAPHICS

� PRIZM: Upward Bound



GEOGRAPHICS

� PRIZM: Cruisin’ to Retirement



GEOGRAPHICS

� PRIZM: Beltway Boomers



PERSONAS



INTRODUCING…
FAMILY-FOCUSED 
STANLEY COOPER

� PRIZM segment: Beltway Boomers

� Age: 46

� Gender: Male

� Location: Tampa, Florida

� Education: Bachelor's Degree

� Occupation: Real Estate Agent

� Relationship Status: Married with two young children

� Activities: Enjoys coaching his kids soccer team, enjoying Chick-Fil-A lunches, 
spending time with his family, and shopping at Costco.

� Day in the Life: Family-Focused Stanley starts a seamless day closing deals on 
beachfront condos, after a long day of work he enjoys sipping Mai-Tai's when 
he's not coaching his kids’ soccer team. On weekends he enjoys walking the 
aisles of Costco to ensure he doesn't miss a special deal. If he's lucky enough to 
not have to coach his kids' soccer team, Stanley enjoys a hot chicken biscuit 
from Chick-Fil-A on Saturday mornings. 



INTRODUCING…
FOREVER YOUNG 

JANE SMITH

� PRIZM: Cruisin’ to Retirement
� Age: 66
� Gender: Female
� Location: Houston, Texas
� Education: Board Certified PA
� Occupation: Physician's Assistant
� Relationship Status: Married w/ 2 kids out of college
� Activities: Enjoys driving her Volkswagen Beetle along the bayou, avid jazz 

festival attendee, enjoys learning about the stock market on Fox Business, 
and enjoys taking wildlife photos in Alaska.

� Day in the Life: Forever Young Jane Smith wakes up ready to enjoy the 
wind ripping through her Volkswagen Beetle on the way to her work as a 
PA. After a raucous weekend at Houston's Jazz Festival and spending a bit 
too much money, Jane checks in on her 401k on Fox business. Jane eagerly 
awaits the opportunity to return to Alaska's tundra to take pictures of 
Alaska's wildlife. 



JANE’S CDJ 
JOURNEY

1. Jane overhears a 
patient talking about 
their cruise to Alaska

2. Jane compiles a list 
of cruise lines that 
travel to Alaska

3. Jane reads different google 
reviews on Alaskan cruises, but 
she’s on the hunt for a cruise that 
takes a seaplane to the tundra. 

4. Jane hears from a friend 
how seamless RCCL's 
cruises are and decides to 
immediately book her trip. 

5. Jane is comforted by RCCL's 
ability to keep her engaged with 
her trip by keeping her up to 
date with possible itineraries. 

6. After an unforgettable 
and relaxing trip, Jane is 
excited to return start 
planning her next cruise.



INTEGRATED PLAN 
RECOMMENDATION



STRATEGY � Paid Media
� TV advertisements
� Magazine advertisements
� Internet advertising 

(desktop)
� Mobile search advertising 
� Facebook advertising 

(desktop and mobile)
� Emails to subscribers 

� Owned Media
� Branded mobile app 
� Brand websites (desktop 

and mobile)
� Facebook brand page

� Earned Media
� Personal & Professional 

recommendations
� Price Comparison websites 

(desktop and mobile)



CHANNELS



TV ADS

� Budget: $4,632,411

� Impressions: 51,892,001

� GRPs: 220

� Example: Place ads on a variety of 
popular channels, such as NBC, FOX, 
CBS, and ESPN. 

� Rationale: TV ads are the most 
expensive channel in our campaign, 
but they reach a lot of people, which 
increases awareness towards RCCL. 
While they are expensive, they are 
needed to reach a broad audience, 
which is the campaign's intent. TV ads 
are very good at conveying emotion 
and help consumers visualize the 
cruise experience, which is critical 
because you cannot try the 
experience before booking a cruise.



MAGAZINE 
ADS

� Budget: $1,299,609

� Impressions: 51,892,001 

� GRPs: 77 

� Example: RCCL having a vivid ad 
in Garden and Gun to appeal to 
affluent southerners. 

� Rationale: Magazine Ads are 
excellent resources for their ability 
to explain lots of detailed 
information. Through vivid 
advertisements, it allows them to 
convey affective qualities, while 
certain magazines are invaluable 
in tapping into specific audiences. 
Target specific audiences 
demographically, such as Garden 
and Gun in the south. 



INTERNET 
ADS –

DESKTOP
� Budget: $2,222,372

� Impressions: 70,832,268

� GRPs: 300

� Example: A banner ad on 
travel blog websites.

� Rationale: Aside from being 
one of the most cost-
effective ranking channels, 
93.3-96.3% of our target 
audience uses Internet daily. 
It is one of the most cost-
effective CPMs available.



MOBILE 
SEARCH ADS

� Budget: $2,569,170

� Impressions: 56,631,113

� GRPs: 240

� Example: If someone searches 
“cruises” on Google, RCCL's 
website will be the first link 
shown. 

� Rationale: Another cost-
effective channel, but younger 
demographics use mobile 
phones more often than older 
generations. It ranks right 
around the 60th percentile in 
channel ranking. Mobile Search 
ads have the ability to convey 
detailed information, and can 
offer high reach for certain 
keywords. 

cruises



FACEBOOK 
ADS –

DESKTOP

� Budget: $2,512,024

� Impressions: 86,768,889

� GRPs: 381

� Example: Place 
advertisements in 
people’s news feeds.

� Rationale: 70% of the 
target audience log into 
Facebook via desktop 
daily, while the rest log on 
incrementally. Its CPM is 
the second most cost-
effective. The older 
segment of the audience 
are more likely to have a 
Facebook, and are 
frequent desktop users.



FACEBOOK 
ADS – MOBILE

� Budget: $7,114,625

� Impressions: 508,491,949

� GRPs: 2,156

� Example: Place advertisements in 
users’ news feeds.

� Rationale: From the media 
consumption, 62.7% of our target 
audience use Facebook mobile on 
a daily basis, and the remaining 
37.3% might not use it daily, but 
they still use it incrementally. Its 
CPM is the most cost-effective. It 
produces the most impressions in 
our campaign strategy.



EMAILS 
SUBSCRIBED/
THIRD PARTY 

EMAILS

� Budget: $3,434,789

� Impressions: 114,100,564

� GRPs: 484

� Example: Partnering with a 
travel booking website to 
distribute emails to their 
subscribers.



BRANDED 
MOBILE APPS

� Budget: $0

� Impressions: 47,171,103

� GRPs: 200

� Example: RCCL has two 
apps: Royal Caribbean 
International and MyRCL

� Rationale: Branded 
mobile apps allow RCCL to 
communicate directly with 
their customers through 
owned media. This app is 
invaluable in 
communicating with 
loyalists of the brand 
because their rewards 
program is attached to the 
app. It also has the ability 
to influence future 
purchase decisions.



COMPANY 
WEBSITE –
DESKTOP

� Budget: $0

� Impressions: 58,963,879

� GRPs: 250

� Rationale: Due to the target audience's 
media consumption and its ability to 

communicate detailed information, the 
company website  is a critical owned media 
outlet. It ranks second overall of all of the 
channel rankings.



COMPANY 
FACEBOOK 

PAGE

� Budget: $0

� Impressions: 58,963,879

� GRPs: 250

� Rationale: From the 
media consumption, 
68.7% log into Facebook 
via Desktop daily, and 
the remaining 31.3% log 
on incrementally. Its 
CPM is the second most 
cost-effective. It also 
has the ability to share 
information with ease. 



PERSONAL 
RECOMMENDATION

� Budget: $0

� Impressions: 58,963,879

� GRPs: 250

� Example: A passenger telling a friend about their experience

� Rationale: It is an incredibly persuasive form of WOM 
advertising, and the target audience values this form of 
recommendation. It is invaluable for its ability to create trust 
in a brand and its ability to share information. It is one of if 
not the most influential earned media drivers.



PROFESSIONAL 
RECOMMENDATION

� Budget: $25,000

� Impressions: 35,378,327

� GRPs: 150

� Example: Partnering with a travel agency to promote RCCL 
cruises

� Rationale: The brief explicitly state the use of Travel agents, 
which a majority travel agents' sales come from cruise line. 
While it does not perform as well as others it is highly 
effective and the client deserves to be heard.



PRICE 
COMPARISON 

WEBSITE –
MOBILE

� Budget: $10,000

� Impressions: 47,171,103

� GRPs: 200

� Example: Advertisements placed 
on priceline.com

� Rationale: It is an effective 
earned media channel that is 
even more persuasive than the 
desktop version. It is also the 
strongest in conveying Trial to the 
target audience. It is a great 
addition to add to the 
comprehensive approach sought 
by the brief.



PRICE 
COMPARISON 

WEBSITE –
DESKTOP

� Budget: $10,000

� Impressions: 47,171,103

� GRPs: 200

� Example: Advertisements placed on 
expedia.com

� Rationale: It is an excellent resource to 
promote high-quality communication with 
the consumer. The Target audience heavily 
engages in desktop computing and 
coupled with its ability to encourage high-
quality communication; it's necessary for 
our target audience.



DELIVERY & BUDGET 
ALLOCATIONS



PLAN 
SUMMARY



FLOWCHART



MEASUREMENT



BUSINESS 
OBJECTIVES

� Increase bookings by 15% by the end of 2021. 
� This will require a focused effort to overcome consumers’ objections 

to placing a $500 non-refundable deposit to secure their reservation.

� Achieve a +60% reach to the target audience over the course of 
the next 6 months (July – December 2021) by calculating net reach 
through Commspoint.

� Overcome consumers’ objections to placing a $500 non-
refundable deposit to secure their reservation 

� Increase attitudes among the target audience that RCCL offers the 
safest practices in the cruise industry. Through a Pre/Post test 
campaign survey we can measure the brand affinity before and after 
the campaign to check if we met our objectives.



MARKETING 
OBJECTIVES

� Increase market share among competitors by 10% by promoting 
RCCL’s newest ships and extensive ports of call (in tandem with 
their Cruise with Confidence guarantee).

� Reach the target audience at an average of 135% in 6 months by 
measuring average frequency through Commspoint. 



COMMUNICATION 
OBJECTIVES

� Add 1 million new subscribers to RCCL’s email database from July 
– December 2021

� Metric: Measuring how many new subscribers signed up using 
Google Analytics.

� Increase RCCL’s website visits by 30% from July – December 2021
� Metric: Measuring how many people visited the website during the 

campaign using Google Analytics

� Earn 5 million (positive) social mentions about RCCL from July –
December 2021

� Metric: Measuring how many positive mentions or shares took place 
using Facebook Analytics 


