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B cmammi  posensmymi  ceocpagiuni  manpsimu - 2100aNbHUX  KPYIZHUX
MYypUCMU4YHUX NOmMokKie. B ymoesax ceimoeoi kpusu i cnady MidsicHapoOoHoi 0inosoi
AKMU8HOCMI 0OIPYHMOBAHI NEPCHEKMUBU PO3BUMKY KPYi3HO20 mypusmi 8 A3iticokomy
pecioni.

Introduction. Cruise tourism is a fast-growing global industry, which
finally emerged in the 80 years of the XX-th century. During 1980 — 2000, 190
million tourists took a cruise for a period longer than two days. According to
UNWTO, in 2017 the world number of cruise tourists will achieve 24 million people
[1]. That is why a cruise market is extremely attractive to ship owners, consumers,
governments and port authorities. However, the specificity, the uniqueness and
complexity of the market mentioned above require not only the implementation of
specific marketing methods, but the concept of marketing in general.

Statement of the problem. Furthermore, despite widespread acceptance of
the concept of market segmentation, there is a limited scrutiny of the techniques used
to segment data sets and the associated problems of interpreting the solutions. In
addition, it has been written lots of papers on the links between segmentation and
marketing strategy, but it still remains a slight attention paid to the practicalities of
integrating findings into operational marketing tactics, particularly relating to cruise
tourism destination decision making.

The overview of recent researches and publications. The problems of
marketing services, including segmentation, have been considered in the classic paper
by P. Kotler [2]. Moreover, there were developed the models of marketing services by
D. Rathmell, P. Eiglier, E. Langeard, C. Gronroos [3]. These models describe for the
first time the difference between marketing of services and marketing of goods,
highlighting the specific function of marketing services or the specific type of
marketing — “interactive marketing”, viz. promotion of the total producing process of
a service. Furthermore, it must be coordinated the cooperation between producers and
consumers of services. National authors pay much attention to the problems of
marketing and market segmentation, but in the same time there are only a few of them
devoted to global cruise market segmentation. Among them the scientific papers of
I. Golubkova are significant[4].
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Aim of the article. That is why there is a strong necessity to analyze the
theoretic approaches to market segmentation and to structure the global cruise market
according to one of these approaches.

The essential material of the research. Market segmentation is a part of
total process of cruise marine planning in the chosen region. On the first stage a ship
owner should work out the global strategy and tactics of cruise services (fig.1). In
general way this plan contains information about market, competitors, volume,
quality of services etc.
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Figure 1. Planning of cruise tourism development

Market segmentation is an element of the marketing process, which
significantly affects the planning of cruise tourism development.

According to the classical definition given by P. Kotler "market segmentation
is subdividing of market into homogeneous sub-set of customers, where any subset
may conceivably be selected as marketing target with to be reached with distinct
Marketing Mix" [5, p.180]. He also pointed out that every chosen segment must be
measurable, actionable and accessible by different marketing methods.

Global market segmentation is a more special process that can be defined as
"the consumer division of the world market and national or regional markets into
homogeneous groups with the same typical character of demand and preferences, as
well as a similar reaction on the marketing activity" [6, p. 334].

There are two significant approaches to market segmentation: a-priori and
post-hoc segmentation. Both of them are related to the time of segmentation. A-priori
segmentation requires the first choosing variables of interest and then classifying
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customers according to that designation [7]. But on the other hand, it doesn’t mean
that all segment members will respond in the same way to marketing methods.

The second approach is when the researcher chooses a range of interrelated
variables and then divides customers into groups whose average within-group
similarity is high and whose between group similarity is low [7]. But in this case,
market segments could be not necessary internally consistent.

According to a review of tourism segmentation studies in the Journal of
Tourism Research (JTR) made by S. Dolnicar 53 % of these studies have used an a-
priori approach, 36 % were a combination of a-priori and post-hoc segments, 11%
were a combination of different a-priori segments and 5% of the studies were post-

hoc segments [7].

Thereby two mentioned approaches have some limitations. That is why they
should be implemented in combination with each other. It may increase the originality
and creativity of cruise tourism destination markets decision making.

Adopting the D. Fuller, J. Hanlan and S. Wilde market segmentation
summary to cruise tourism destinations, we can see the next (table 1) [7].

Table 1
Criteria of global cruise market segmentation
Criteria Description Cruise tourism
market
Geographic Different geographic units such as North America,
countries, regions, sub-regions, Europe, the
cities etc. Caribbean, Asia
Demographic Groups of consumers divided by In 2008 25-29 years
age, occupation, income, gender | old — 6 %, 30-39 — 21
%, 40-49 — 27 %, 50-
59 —24 %, 60-74 —
19 %, 75 and older —
3%
Lifestyle Groups of consumers divided by Business, economy
attitudes, opinions, interests classes
Benefits Groups of consumers according to | Interiors, sea, beach,
their expectations long or short
vacations
Usage Groups of consumers divided Non-user, ex-user,
according to usage patterns first-time user,
regular user
Image Groups of consumers attracted by | e.g. clients of CLIA
some brands
Situation Choice of a service depends on a Choice of a
current situation customer’s relative
Behavioral Choice of a service depends on Cruise tourism
information Internet sites, cruise
tourism information
offices

Thus, the analyses of approaches to market cruise tourism segmentation
indicates that there are a lot of criteria of cruise tourism global market segmentation.
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That is why stakeholders should work out very carefully the strategy of cruise tourism
development and focus on the one or maximum two chosen criteria. One of the most
popular criteria is the geographic one. Let’s analyze the global cruise market
according to geographic criteria of segmentation.

American market appears the largest one for cruise ships and cruise
passengers arrivals. According to the Cruise Line International Association (CLIA) an
annual average passenger growth rate in North America during 1990 - 2010 amounted

to 13 % almost twice (table 2) [8].

Table 2

Cruise passengers total volume

Year Cruise passengers volume by CLIA, people
North World
America
1990 3,496 3,774
1991 3,834 4,168
1992 4,023 4,385
1993 4,318 4,728
1994 4,314 4,800
1995 4,223 4,721
1996 4,477 4,970
1997 4,864 5,380
1998 5,243 5,868
1999 5,690 6,337
2000 6,546 7,214
2001 6,637 7,499
2002 7,472 8,648
2003 7,990 9,526
2004 8,870 10,460
2005 9,671 11,180
2006 10,078 12,006
2007 10,247 12,563
2008 10,093 13,005
2009 10,198 13,442
2010 10,781 14,819
Annual average passenger growth 13 % 7,6 %
rate from
1990 to 2010
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In the U.S. Florida, Texas, California take the leading positions by quantity of
cruise passengers (fig.2)

Texas; 10,26 % .
° /" Arizona; 5,05 %

New-York;3,60 % Californiia
9,89 %

Massachusetts; 5,62 %
Illinois; 2,08 %

Florlda;
26,74 %

Figure 2. The share of the U.S. ports in a total number of cruise passengers

In the present situation of the global market development, it is impractical and
irrational to develop a longtime cruise strategy associated to this region. The North
American cruise market is empty, the overall current market conditions are very
unfavorable.

The European cruise market yields in passengers volumes to the North
American one. However, the potential demand for the mentioned market is estimated
at 14 million tourists. During 2012 the number of cruise ships serving the European
market will grow up by 17. It increases the regional cruise opportunities for 2 million
people. According to market research made by the Florida-Caribbean cruise
Association (FCCA) the most attractive segments of the European market are the
Mediterranean Sea, Greek Islands (14 %), while the role of the continental Europe is
very poor — only 9%.

In recent years the Asia region has been actively grown. The most perspective
and attractive is the ASEAN and China region. In 2009 more than 65 million tourists
visited the ASEAN countries. Around 47 % of tourist arrivals in ASEAN came from
the ASEAN members. The next source of passengers is Europe — around 12 % [9].

In Hong Kong in 2011 it was made the decision to build a new cruise terminal
at the old Kai Tak Airport by 2013 to meet increasing demand. In 2008, overseas
cruise passengers in Hong Kong rose 25 % from the previous year to reach 782,475
[9]. International liners made approximately 50 ports of calls to the city during the
mentioned period. Furthermore, the Hong Kong Tourism Board (HKTB) estimated
that a cruise passenger in Hong Kong spends about 273 US dollars per visit and
usually stays overnight. This figure is almost third bigger the average one all over the
world.

Likewise, the Singapore position is looking to become a prime one in the
region. In 2009 the percentage of total tourist arrivals has reached 9,7 %. In 2011 the
country invested over 5 millions dollars to build the new cruise terminal and the total
cruise passengers traffic is expected to reach 1,5 millions by 2015.
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According to the PhoCusWright company in the coming years this region will
be a crucial one for the majority of ship owners (table 3).

Table 3
Companies that offer a cruise product on the Asian market, 2009
Company Vessel Itinerary
Silversea Whisper Hong Kong, Singapore
Seabourn Spirit Asian capitals, Vietnam
Crystal Serenity Hong Kong, Singapore
Azamara Quest Hong Kong, Singapore
Oceania Nautica Bangkok, China
Holland America Volendam Hong Kong, China
Royal Caribbean Legend of the Seas Singapore, Shanghai
Princess Diamond Princess Bangkok, China

Lately, the demand on cruise services in this region has significantly grown
due to the strong government support, investment in the cruise terminals, ports and
infrastructure development.

Conclusions. Thus, nowadays the most attractive and perspective cruise
tourism destination is the Asia region. But the total quantity of cruise passengers
might be more than 5 million guests in there. To continue this positive trends efforts
of the governments, port authorities and ship owners. First, the infrastructure should
be developed all over the region proportionally. The home ports must be convenient
for direct boarding of ships and bigger cruise liners. Besides this, the cruise
companies should focus on the guests’ needs, work on consumer and trade awareness
about cruising, promote attractiveness of the region, working more closely with the
Asian Cruise Association and other national tourism organizations.

For concluding cruise market is a very attractive global industry that has been
grown recently. But before working out a cruise tourism development plan the ship
owner should segment the tourist market. There are lots of approaches to the market
segmentation. The most popular of them are the a-priori methods of segmentation on
the basis of geographical and demographical criteria. According to the first one the
most perspective cruise tourism destination in the nearest future will be the Asian
region despite the current dominance of the North America and European region on
the global cruise tourism market.
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Anomayis

MiXHApOIHUI PHHOK KPYI3HOTO TYpH3MY XapaKTepU3yEThCS IIBHIKUMH
TEeMIIaMU 3POCTaHHsI, TOMY BUKIHKAae He abu SIKUil iHTepec 3 OOKY CYIHOILIaABHHX
kommaHiii. OxHak crienudivHICTh, YHIKAIBHICTh Ta CKIAJHICTh 3a3HAYEHOTO PUHKY
norpedye amanTailii He JIMIIEe KOHKPETHUX MApPKETUHIOBUX METOJIB, a M KOHIICIIT
MapKETHHTY B ILIOMY.

OnHUM 3 TakuX METOJIB MapKETHHTOBOTO IHCTPYMEHTApil0 € CerMeHTAllis
PUHKY, SiKa 3rigfHo 3 kKiacuyHuM BusHaueHHsM O. Kornepa sBnsie coboro
“cerMeHTyBaHHS PUHKY — II€ MTOJILJT PUHKY HA OKpEMIi IPYIH MOKYIIIIIB i3 3aralbHUMH
nmorpedaMu, XapaKTepUCTHKaMKU a0 IOBEIIHKOI, SKUM HEOOXiJAHI IEBHI BHIHU
TOBapiB Ta 0ocoOMMBUI MapkeTHHroBuid komruiekc” [1, c. 180]. TIpote cermeHTaris
MDKHapOJIHOT'O PHHKY € Jelio OCOOJMBHM IMpoIlecoM, SKWH, Ha aymKy P.b.
HoznproBoi, Moxke OyTH BHU3HAYEHWH SIK “TIONLT CIOKMBAdiB CBITOBOTO PHHKY Ta
PUHKIB OKpeMUX KpaiH a00 perioHiB Ha OIHOPIAHI TPymH 3 OJHO THUIIOBUM
XapaKTepoM IOMUTY 1 mpedepeHIiif, a TaAKoK CXOXKOI PEaKIIEl0 Ha MapKETHHIOBY
JSUTBHICTE” [2, ¢. 334].

3a3Ha4uMMO, 1110 3aIIPONOHOBAHO BEIMKY KUIBKICTh HIAXOIIB 10 CErMEHTAIlil
MDKHapOJHUX PUHKIB. 3 TOYKH 30pYy, aKTYaJIbHOI'O CTAaHY PUHKY KPYI3HOTO TypH3MY
OJIHMM 3 BXJIMBUX MIJXOJIB € Me30CerMeHTallis 3a reorpadiyHuM KpuTepieM, ska
BHCTYyIA€E 00 €KTOM HAIIOTO JOCTIPKEHHS.

AMEpHUKaHCHKAN PHUHOK BHCTYNAa€ HAaWOUTbII MPUBAOIMBUM 3 TOYKH 30Dy
KUTBKOCTI 3aXOJliB KPYi3HWX IaiiHepiB 1 KUIbKOCTI KpYi3HWMX macaxupiB. Tak, 3a
nanumu  Cruise Line International Association (CLIA), cepeaHbOpivuHI TeMITH
3pOCTaHHS KUTBKOCTI NMacakKUPCHKHUX MEePEBE3CHh HAUOUTBIINME KPYI3HHMH JTIHISIMH B
[MiBHiuniit Ameputii npotsirom 1980 — 2010 pp. ckanm 6,81 %.
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€BporeichKuit KpYyIi3HHU PHUHOK IIOCTYIIA€ThCS 3a o0csirom
MiBHIYHOAMEpUKaHCbKOMY. [IpoTe mMoOTeHIianm MOonWTy Ha 3a3HAYEHOMY PUHKY
oliHIoeThCs y 14 miH. TypucTiB. [Iporsirom 2012 p. KimbKIiCTh KPYI3HUX JaifHEpiB,
O0CITyrOBYIOUUX JaHWA CErMEHT IOMOBHHUTHCSA Ha 17 IOT., mO 30UIBIIMTE KPYi3HI
MOKJIMBOCTI PHUHKY Ha 2 MJIH. Micllb. 3TiIHO 3 MapKETUHTOBUM JIOCTIIKECHHSIM
dnopuacbko-Kaprbdcebkoi kpyizHoi Acoriallii HalOUIbII TPUBAOIMBUMU CErMEHTAMHU
eBpomneiicbkoro puHky € Cepemasemue Mmope, I'peribki octpoBH (14 %), B TOit yac sk Ha
KOHTHHEHTaNbHY €Bpony npumnanae auiie 9 %.

B ocranHi poKM aKTHBHO pO3BHBA€ThCA PETrioH A3ii, TOMy KOMIIaHii-
CYJHOBJIACHMKH TIOBHHHI PO3PO0OJIATH MAPKETUHIOB1 3aX0/I1 3 METOKO CTUMYJIFOBAHHS
MOMUTY B IIbOMY pHHKOBOMY cermeHTi. B 2009 p. 20,4 % ceiroBux I[131 Oyno
3amydeHo numie 1o kpain ACEAH. 3rigno 3 mporrozamu kommanii PhoCusWright
perion Asii B HaWOIMKYl POKM CTaHE KIIOYOBHMM JUIS OUIBIIOCTI CYIHOBJIACHHKIB
(tabm.1).

Tabnuys 1
Komnanii, wo npononyrome kpyizHuti npoOykm Ha asiticbkKOMy PUHKY,
2009 p.

HazBa xomnanii Hasga cynHa Mapuipyt
Silversea Whisper I'onkonr, Cunramnyp
Seabourn Spirit Cromuiii A3zii, B’etHam

Crystal Serenity I'onkonr, Cunramyp
Azamara Quest I'onkonr, Cunramyp
Oceania Nautica banrkok, Kurait

Holland America Volendam I'oHKOHT

Royal Caribbean | Legend of the Seas | Cunranyp, [llanxaii
Princess Diamond Princess banrkok, Kuraii

Came melt perioH € HaHOLIBII TIATOCIIPOMOXXHHUM, TOMY HEOOXiiHa
nepeopieHTallis a00 BxKe JIII0YUX KPYI3HUX JaifHepiB Mmij moTpedu a3iiicbKoro puHKY,
a0o0 BBEJICHHS B SKCILUTyaTaIlil0 HOBUX cyJieH. He akieHTyroun yBary Ha KUTaHCBKOMY
Ta IHIIACBKOMY pHHKaX, PHHOK Mopchbkoro TpaHcmopty kpaiH ACEAH nabupae
obepriB. Tak, B 2009 p. mopsn i3 CBITOBHM CHaJOM, HETaTHBHUMH TEMITaMH
spocranus B CIIA Ta €pomi (-3,5 % Tta -4,3 % BIANOBIAHO) TEMIM 3POCTAHHS
punky kpain ACEAH cknamu 1,5 %. Bcei kpaiHu GJIOKy MarOTh MO3UTHUBHE CallbIo
ratbkaoro 6anancy (Bin 1,9 % B Innonesii no 19,1 % B Cinramypi).

Takum 4yMHOM, perioH A3il € NepCleKTUBHHUM CErMEHTOM MiXHAPOIHOTO
Kpyi3Horo puHky. OfHaK HEOOXIIHI MOJANbII JOCTIIKEHHS Ta OLIBII MaTpUYHA
CerMEHTAIlisl 3a KpUTEpissMA BiKy Ta NPUOYTKIB 3 METOI OXOIUICHHS ILTbOBOT
ayJHUTOPil CIIOKUBAYIB.
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