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Background Information

In the global cruise industry, other than the cruise lines such as Carnival and the Royal
Caribbean, etc., there is another one that goes unnoticed-the Disney Cruise Line. Besides the
segments of Disney Parks, Experiences and Consumer Products, Disney's cruise business has
been growing rapidly and occupied a more important position in the global cruise market.
Disney Cruise Line consists of four cruise ships stationed in North American and European
ports and has the advantages of themed design, experience programs and service quality.
Disney Cruise has its own characteristics in creating luxury cruise ships and that is to target
the market of teenagers and family visitors. Compared to other luxury cruises, Disney Cruises
take great advantage of its own world unique super IP to attract guests. Merging the cartoon
characters with various activities, those unique IPs can extend shopping by guests and increase
more income, for example, Mickey Mouse’s interacting with guests in restaurants, building
magical wonderland-themed restaurants and participating in various shows and activities. In
the meanwhile, different activities are prepared for different groups of guests according to their
ages, such as Oceaneer Club and Oceaneer Lab offer games and experiments for 3—10-year-
olds, Edge offers an interactive play space for 11-14-year-olds and Teens-only Vibe Club offers
networking, music and other social activities for 14-year-olds and above. With more and more
luxury cruise lines entering the competitive market, Disney launched the innovative marketing
programme on top of its own advantages and that is to release creative marketing videos on
official platforms and had attracted great attention.

Marketing Strategy

In 2019, The Walt Disney Company released a creative marketing video on its official platform.
It captures the life of one day on a Disney cruise ship from the perspective of a child, Billy. In
just 90 seconds, it showed the exterior of the cruise ship, the four different types of staterooms
including interior staterooms, ocean view staterooms, veranda staterooms and family suites
along with the other facilities such as deck skydiving, star cinema, buffet restaurant, spa, space
surfing, open-air pool, private island, masquerade ball, cosplay of “Pirates of the Caribbean”,
ocean fireworks show and special items. At the same time, many classic Disney characters
such as "Snow White", "Beauty and the Beast" and "Mickey Mouse and Donald Duck" run
through all the activities. It not only reinforced the brand of Disney but presented the unique
charm of the Disney Cruise Line. The Disney Cruise is a unique experience. In the end, the
journey froze in a sketch by Billy and expressed the desire for a Disney cruise.

Outcomes

With only four ships by 2021, Disney Cruise Line was able to generate $1.6 billion in revenue
and $400 million in net profit in fiscal year 2019 and has been called Disney's "invisible
moneymaker".

Implications & Challenges

Disney's marketing strategy is to brand Disney as the icon of the happiest place in the world.
Highly focusing on the feedback and comments by the targeting clients, Disney has provided
an emotional connection to the target clients by services and bringing the brand to their life.



Interacting with the target customers in new ways, Disney would respond more to customers
and could influence their potential purchasing.
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Dlsney S Crulse photos

Figure 1. Disney’s su[;er ip interact with children on cruise I.
(https://www.jiemian.com/article/8430739.html)

Figure 2. Disney’s super Ip 1nteract W1th chlldren on cruise |I.
(https://www.sohu.com/a/160590541 395923?sec=wd)
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