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 Good morning, everyone. And, welcome aboard Mariner of the 

Seas!  

 

 I’m sure you’re all aware that the state of Florida was recently 

hit by four strong hurricanes in six weeks. We Floridians are 

beginning to wonder what we did to deserve this kind of 

treatment, but we’re trying to maintain a good sense of humor 

about it all. So, in the spirit of the great Southern comedian, Jeff 

Foxworthy, I’d like to say…. 

 

 You might live in Florida if: 

o You start twitching uncontrollably when introduced to 

anyone with the first names Charley, Frances, Ivan or 

Jeanne. 

o Your refrigerator never has more than $20 worth of food 

in it any given time. 

o Your wife is looking at paint swatches for the plywood on 

your windows to accent the house color. 

o You look forward to heated debates about the merits of 

cubed, block or dry ice.  
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o You now understand what that little "2 percent hurricane 

deductible" phrase really means. 

o You can cook "anything" on a propane grill. 

o You now think the $6,000 whole-house generator seems 

pretty reasonable. 

o Your therapist refers to your condition as "generator 

envy." 

o You're thinking of getting your wife the hardhat with the 

ear protector and face shield for her birthday. 

  

 

 Seriously, I appreciate the opportunity to be with you this 

morning, and I’d like to welcome those of you here today 

representing CruiseOne, which was recently named one of the 

top 30 home-based business opportunities by Entrepreneur 

Magazine. That kind of recognition speaks volumes about the 

caliber of the CruiseOne franchise organization. It also says a 

lot about you – some of the most savvy entrepreneurs in the 

travel industry. I’d also like to extend a warm welcome to those 

of you with Cruises Inc., the number-one hosted agency 

organization for our company. 

 

 Before I get to the heart of today’s presentation, I’d also like to 

commend Vivian and Joe Ewart for building two of the nation’s 

most successful home-based organizations. Vivian joined 
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CruiseOne in 1995 and today serves as Vice President and 

General Manager.  Vivian hired Joe as her vice president of 

sales and marketing four years later. It just goes to show that, 

behind every successful woman is an extremely well-adjusted 

man. And, I won’t hold it against either one of them that their 

personal and professional partnership began while working at a 

competing cruise line.  

 

 I want you to know that I’m especially proud of our relationship 

with CruiseOne and Cruises Inc. That’s because your 

organizations have been such critical components to the 

success of Royal Caribbean International and Celebrity 

Cruises.  

 

 Combined, CruiseOne and Cruises Inc. generate more than 

$47 million in revenue for our two brands. Year after year, your 

revenue with Royal Caribbean and Celebrity grew an 

outstanding 30 percent – well above our corporate average.   

You are living proof that you don’t need bricks and mortar to 

sell cruises. You are well-educated about the cruise industry, 

well-connected in your communities and you continue to 

provide the best customer service possible. These three 

components are clearly the keys to your success.  And now, 

with your affiliation to National Leisure Group, the country’s 
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largest provider of cruise vacations, I anticipate that you will 

achieve even greater success in the years ahead. 

 

 Today, I’d like to share with you some of my thoughts on what I 

am convinced is a bright and prosperous future for our 

company and the home-based travel professionals like you who 

are working with us to provide superior vacation experiences.  

I’d also like to focus on the critical success factors for 2005. 

Then, I’ll tell you what we’re doing to be the home-based 

channel’s cruise vacation supplier of choice today, tomorrow 

and well into the future.    

 

 I think it’s appropriate that the theme of this year’s convention is 

“Making Waves” because that’s exactly what Royal Caribbean 

has been doing in our industry for more than three decades. 

When our first ship entered service in 1970, we emerged as the 

industry innovator, and we haven’t looked back since. And, 

that’s exactly what the home-based channel has been doing 

since its inception… making waves, being innovative and 

securing its leadership role within the distribution channel. 

 

 We believe innovation and differentiation within the cruise 

industry is essential. The fact that 85 percent of Americans 
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have never cruised is great news because we have almost 

unlimited opportunities to increase marketshare. While this 

largely untapped market offers us significant opportunities, it 

also presents numerous challenges. One of the largest is that 

most people who have never cruised see cruise lines as 

virtually the same in respect to ships, service, amenities and 

activities. 

 

 Some of our competitors primarily focus on pricing to set them 

apart. We believe that the best way to maintain our competitive 

edge is to offer services and experiences that can’t be found 

with any other cruise vacation supplier. 

 

 Our innovation begins with our ships. We are currently at the 

end of our third fleet expansion program, having welcomed 

seven ships into the Royal Caribbean International fleet in the 

past three years. With an average age of about five years, 

Royal Caribbean ships offer the latest in accommodations, 

amenities, entertainment and dining experiences.  

 

 From our signature rock-climbing walls to our ice-skating rinks 

and inline skating tracks, Royal Caribbean is shattering the 

misperceptions of cruising among more active consumers. We 
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also introduced the only horizontal atriums at sea – the Royal 

Promenade shopping, dining and entertainment boulevards 

found on our Voyager-class ships, such as this one. 

 

 We’re going to new lengths – literally – to deliver unforgettable 

vacation experiences. In 1978, Royal Caribbean was the first 

cruise line to lengthen a passenger cruise ship. That ship was 

Song of Norway, which received an 85-foot midsection. Two 

years later, we also extended Nordic Prince. 

 

 This past July, we announced the lengthening and extensive 

refurbishment of our Vision-class ship, Enchantment of the 

Seas, which made its debut in 1997. This revitalization will be 

one of the most innovative and exciting in our company’s 

history for a number of reasons.  

 

 The ship will be stretched next spring with a new 73-foot 

midsection that will add 151 staterooms and give us the space 

to introduce many new features for our guests to enjoy. When 

we began talking about stretching the ship, we knew the goal 

had to be more than just adding staterooms. We wanted to 

create a new opportunity to offer innovative and unexpected 

activities and amenities to our guests.  
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 Well…I don’t think we’re going to disappoint anyone. One of the 

most striking additions to Enchantment of the Seas will be four 

bungee trampolines that will safely propel guests high above 

the ocean. Our more adventurous guests will soon be able to 

strap into harnesses attached to bungee cords that will send 

them skyward, while keeping them safely centered when they 

come in for a landing on the trampolines. 

 

 We’re also expanding the main pool area by almost 50 percent 

to include two pools, four whirlpools and a new interactive 

Splash Deck for kids. At night, the area will display the most 

visually appealing fiber-optic light show for our guests to enjoy.  

 

 Enchantment’s interior renovations will include all public areas 

and staterooms, as well as a completely refurbished, 100-seat 

conference center designed specifically to cater to the lucrative 

corporate and incentive market segments. Finally, new 

accessibility features will be added throughout the ship, 

including improved thresholds and ramps, as well as pool and 

Jacuzzi lifts, access to the Splash Deck and a lift to the bungee 

trampoline area. 
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 Speaking of innovation…isn’t this one of the most spectacular 

ships you have ever seen? (PAUSE FOR APPLAUSE) 

Building on the popularity of our Voyager-class ships, we 

recently announced that we’ll be introducing two new mega-

ships we’re now calling “Ultra Voyager.” The new ships will be 

roughly 15 percent larger and will accommodate 3,600 guests 

— 500 more than its predecessors. At just under 160,000 tons, 

the Ultra Voyager will provide even more room for guest 

facilities and amenities. The first ship is due for delivery in 

spring 2006, and the second Ultra Voyager will be delivered a 

year later. I could tell you more about the innovations we’re 

planning for Ultra Voyager, but I was told you like a good 

surprise… 

 

 This also is an exciting time for Celebrity Cruises. Seven 

Celebrity ships were ranked among the top 10 large ships in 

Condé Nast Traveler’s most recent “Best Cruise Ships of the 

World” survey. And, this past week, Celebrity again took top 

honors in the premium cruise category as part of the annual 

Condé Nast Traveler Readers’ Choice Awards. The magazine’s 

subscribers gave Celebrity a score of 85.8 out of 100 for its 

itineraries, service, accommodations, dining, activities and 

entertainment. 

 



 9 

 Celebrity’s overall score in the survey has increased every year 

since 2001, and we attribute that rise in the polls to a series of 

brand enhancements, including the introduction of 

ConciergeClass in 2003. ConciergeClass guests receive the 

best of the best – from chilled champagne, fresh flowers and 

fruit in their staterooms to pillow-top mattresses and plush 

duvets.  

 

 Earlier this year, we introduced Celebrity Xpeditions, our exotic 

vacations product that takes guests to the farthest corners of 

the world, including the Galapagos Islands, the Arctic and the 

Antarctic. We also recently took guests on a behind-the-scenes 

look at the KGB in Russia and introduced the Celebrity Racing 

Academy, which allowed guests to spend four hours at the 

track – two of those hours spent behind the wheel of a Formula 

One racecar. Other exciting destinations and experiences will 

be announced in the coming months. 

 

 In March, Celebrity Cruises announced a groundbreaking 

alliance with Cirque du Soleil, the world-famous entertainment 

company. We will introduce “The Bar at the Edge of the Earth” 

on two Millennium-class ships starting this fall. Cirque 

characters found nowhere but on Celebrity ships will entertain 
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guests in the bar each night. And, a Cirque du Soleil 

masquerade ball will be held on every cruise.  

 

 Constellation will be the first ship to feature the Cirque-created 

experience on its seven-night Southern Caribbean cruises 

beginning December 4th, and I’m pleased to hear that some of 

you will be our first guests experiencing Cirque on your 

upcoming CruiseOne Seminar At Sea onboard Constellation.  

 

 I hope you’ll agree with me when I say that our commitment to 

bringing the new and unexpected onboard our ships, as well as 

our ability to provide unforgettable shoreside experiences, are 

the reason why both brands are solidifying their positions as the 

top-rated cruise lines in their respective markets. 

 

 Our commitment to innovation does not just stop at our ships.  

I’d now like to talk about Royal Caribbean and Celebrity’s 

commitment to providing innovative tools and dedicated 

resources to you – the entrepreneurs working with us to offer 

the most rewarding vacation experiences. In many ways, you 

are our real customers, selling our products to your clients. We 

are committed to making it easier for you to do your jobs and 

easier for you to do business with our company. 
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 For you, it’s a question of business judgment. Which cruise line 

is the most responsive to your needs? Which line gives you the 

most support and makes your job easier? Which line delivers 

the best product to your customers? Your experience to date is 

a healthy barometer of what to expect. But, do expect us to try 

even harder. 

 

 Dramatic shifts within the distribution channel over the past four 

years have made the “One Size Fits All” approach to doing 

business obsolete. The emerging distribution channels have 

unique needs, and Royal Caribbean and Celebrity will be the 

leaders in meeting those needs of the home-based channel. 

 

 I’d like to give you an overview of some of the initiatives we’re 

beginning to roll out to enable you to do what you do best – sell 

great cruise vacations.  

 

 First, we’re increasing the avenues of communication between 

our home-based travel partners and our sales force. Just two 

weeks ago, Royal Caribbean and Celebrity launched brand 

dedicated teams of home-based specialists within our Inside 
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Sales Organization. This team of Account Development 

Specialists will support home-based agents and provide a 

consultative sales approach to help you grow your business.   

 

 We also are increasing the level of local sales support for you 

when exciting business opportunities exist. Our nationally 

deployed sales team will be there to support you and help you 

close the business, no matter what it takes.   

 

 In response to your feedback, this December we’ll be unveiling 

a new portal on our CruisingPower.com web site specifically 

designed for the home-based agency community. Royal 

Caribbean Partners at Home and Celebrity Connect at Home 

will serve as centralized hubs for customized communication 

and education, and will include extensive sales and marketing 

tools.   

 

 Finally, in 2005, we will be launching an extensive Seminar at 

Sea program to ensure our home-based travel partners have 

an opportunity to experience our Royal Caribbean and 

Celebrity products. 
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 As I said, these are just of few of the initiatives we’re unveiling 

to help you grow your businesses. Cruise lines have always 

relied upon – and will continue to rely upon – travel 

professionals. We do business with you because it’s good for 

us – and we’re good for you. You have the sales skills and loyal 

clients; we provide the marketing support and the right vacation 

experience. 

 

 We understand that home-based travel partners deliver a high 

value customer, and you are vital to Royal Caribbean and 

Celebrity’s long-term distribution strategy. You are critical in 

helping us grow the cruise category, introducing cruising to first 

timers and successfully shifting traditional land-based 

vacationers to cruising.   

 

 Successful agencies of tomorrow must understand the critical 

success factors of today. We are in an environment of a 

rebounding economy and pent-up demand. Competitive 

pressures are stronger than ever. And, while suppliers are 

delivering strong branding to create differentiation, travel 

partners must do the same. Travel partners who provide value 

and service will drive the distribution trends of the future. 
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 The agent of tomorrow is sitting in this room right now. You 

have survived the past, you are using automation effectively 

and embracing technology to become more efficient. You also 

are adding value to the selling process with your consultative 

expertise. 

 

 Together, we will embrace change – and master it – so we can 

create even greater opportunities for success. 

 

 Ladies and gentlemen, we have a great industry, and we have 

a lot to achieve. I wish you much success with your convention 

this week. Have fun aboard the Mariner of the Seas, and best 

of luck in 2005! 

 

 Thank you.  

 

 

 


