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China Cruise Market Overview



Total Cruise Market

ABOUT 10.4%



Asian Cruising Volume

ABOUT 60%



Out of 1.4 Billion Population

2.8 MILLION

0.2%
PENETRATION

Growing Market!!!



Cruising Trends In China
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Type 1: Within North Asia



CHI NA

HO NG  KO NG

JAPAN

TYPES OF 

ITINERARIES

Type 2: Asian Cruises

V I ET NAMT HAI LAND

TAI WAN



TYPES OF 

ITINERARIES

Type 3: World Cruises
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TYPES OF ITINERARIES

TYPE 2: ASIAN CRUISES TYPE 3: WORLD CRUISESTYPE 1: WITHIN NORTH ASIA



Macro-Economic Shif ts
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F O R E C A S T



G UANG Z HO U
SHENZ HEN

W U H A N

C H E N G D U

Different Spending 

Power and Pattern

URBANISATION

SHANGHAI

BEIJING



3-5
DAYS

5-8
DAYS

More

&

Cruises Needed

MILLENIALS AND

GENERATION Z



Retai l  Trends



E - CO MMERCE M - CO MMERCE S - CO MMERCE
S O C I A L  C O M M E R C E



DIGITAL SAVVY

TECHNOLOGY SAVVY

SEAMLESS SAVVY



RETAILTAINMENT

Experience Driven



PERSONALISATION

Luxury and Brand Conscious 

Along with a Personal Touch



GENUINE PRODUCTS



RETAIL TRENDS

S-COMMERCE DIGITAL 

SAVVY
RETAILTAINMENT PERSONALISATION GENUINE 

PRODUCTS



Cruise Trends



Different 

Spend Patterns 

from Airports



More Fashion 

& Accessories, 

Watches & 

Jewelry Focused



Higher Dwell Time,

Impulse and

Mood Driven



Fit t ing Retai l  Trends Onto Cruise



S-COMMERCE
Social Commerce

Tapping into the Social 

Channels to Build 

Communities



Partnership Between 

Cruise Liners 

and Retailers

DIGITAL 

TECHNOLOGY 



Event Driven

RETAILTAINMENT



Customized Offering

PERSONALISATION



Competitive Advantage 

of Physical Stores

GENUINE PRODUCT



FITTING RETAIL TRENDS 

ONTO CRUISE

Tapping into the 

Social 

Channels to Build 

Communities

Competitive 

Advantage of 

Physical Stores

Event DrivenPartnership 

Between 

Cruise Liners 

and Retailers

Customized 

Offering



Challenges and Solut ions
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2015 route
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2017 route
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TAI WAN
CHALLENGE: 

Frequent Change of Routes



2017 route

KO REA

CHI NA

VI ET NAM

TAI WAN

SOLUTION:

Agile Operations Supported 

by Just-In-Time Supply Chain 

and Logistics

CHALLENGE: 

Frequent Change of Routes



CHALLENGE: 

Vessels Cruising Across 

Geographies Around the World



SOLUTION:

Global Operations

CHALLENGE: 

Vessels Cruising Across 

Geographies Around the World



CHALLENGE: 

Limited Retail Space



SOLUTION:

Targeted Assortment and 

Category Management

CHALLENGE: 

Limited Retail Space



CHALLENGE: 

Constantly Evolving Tastes of 

Chinese Consumers



SOLUTION:

Local Understanding and 

Relationships with Brands 

and Consumers

CHALLENGE: 

Constantly Evolving Tastes of 

Chinese Consumers



SOLUTIONS

Just-In-Time Global 

Operations

Targeted 

Assortment

Local 

Understanding



Thank You!


