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With this thesis I set the last step in completing my study at the Erasmus University. I am excited to close my period as a student and I look forward to start working as a real professional.

I hope you will enjoy reading my thesis.

Abstract

Cities compete with other cities for attractive ‘city customers’. The cruise sector is considered as an attractive sector for cities since economical impact on the local community can be significant. Besides that, the sector does have relatively little negative externalities in comparison with other port activities. The goal of this research is to give an insight into the possibilities cities have in the competition for the cruise sector. In order to become a successful cruise port city several preconditions should be met. Therefore an answer is given to the following research question:
What are the main preconditions cruise port cities should meet in order to operate as a competitive cruise destination? 

It appears that the cruise destination should first of all have a unique and desirable image brand. Branding plays an important role in the cruise sector. The several cruise lines (brands) try to ‘sell’ a unique experience to their passengers in which they make use of the image brand of the cruise ship, but they make also use of the image brand of the destination. The cruise port city should also have a primary tourism product that is easily accessible and which is of such a quality that it matches the aspired image. Primary tourism products act as attractions for cruise lines and cruise passengers. Cruise lines have in this way the opportunity to organize on shore excursions to these attractions. This is particularly important since on shore excursions have become an important source of income for cruise lines. Cruise port cities, which not only have the ambition to operate as a port of call, but also as a turnaround port, should have a secondary tourism product with a high quality and a strong external accessibility as well. Finally it is important for cruise port cities to implement effective marketing strategies and tourism development efforts. 
Keywords: City branding, Tourism Product, Cruise industry, Destination Life cycle, Competition  
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1.  Introduction
During the last decades there has been a dramatic change in the expenditure pattern of people. Incomes per head have grown significantly since the end of World War 2. Due to this rise of income leisure activities have grown rapidly and the tourism industry has become an important industry for many countries and cities. The growth of tourism even exceeded the growth of GDP worldwide by approximately 1.3 times in the last 25 years of the 20th century (WTO, 2003). During the period from 1950 to 2005 international arrivals worldwide grew with an average annual growth rate of 6.5 percent (World Tourism Organization, 2008). 

The tourism industry has not only been one of the largest growing sectors in the global economy, it has also become one of the most important sectors economically. International tourism revenues represent approximately 6 percent of worldwide exports of goods and services. When considering service exports exclusively, the share of tourism exports accounts nearly 26 percent (WTO, 2008). It is forecasted that the tourism industry will keep on growing the coming years. The total tourist arrivals are expected to be 1.6 billion worldwide in 2020. The top three receiving regions will be Europe (717 million tourists), East Asia and the Pacific (397 million) and the Americas (282 million) (World Tourism Organization, 2008). It is obvious that tourism should therefore be considered as an important economic sector for national and regional policymakers. 

The cruise industry is a niche market in the tourism industry. The market share of cruises in the tourism market is small and account for only 0.6% of the hotel beds offered worldwide (WTO, 2003). This number seems small, but the cruise market has shown incredible growth figures and is seen as a market with high potential. The cruise industry has grown with an average annual percentage of 7.4 since 1980. An estimated 15 million travelers cruised in 2008. The North American cruise market dominates the industry and it makes a significant contribution to the American economy. The cruise industry generated $38 billion in the total U.S. economic output in 2007(CLIA, 2009). The cruise industry becomes however more and more globalized with a growing number of destinations and calls in Europe and other regions (Cruise Europe, 2009).
At present we live in economically turbulent times, with the credit crunch having a major negative impact on economies worldwide. A lack of confidence in the financial sector of Western countries has lead to a decrease of consumption and investments. The Dutch Economy for example has shown a dramatic decline in the first quarter of 2009. The shrink of 4.5% is the largest decline since the Second World War (CBS, 2009). The credit crunch can be considered as a test case for the expanding cruise sector. Due to the worsening economic situation it may be expected that the number of bookings will decrease. The Dutch cruise market performs however outstanding so far, and has shown an increase of Dutch cruise passengers by 47% in the first quarter of 2009 compared with the same period the year before (IJmuider Courant, 2009). Ship yards keep on receiving contracts to construct new and bigger cruise ships (Hazevoet, 2009). The cruise industry is, even in turbulent economic times, a growing sector which delivers great potential for the parties involved.  

The cruise sector is not only a growth sector; it is also a sector which is subject to changes. The cruise sector used to have an image of wealthy old people taking an all-inclusive cruise to an exotic destination. This image is changing, since passengers become younger, cruise lines have dropped their concept of an all-inclusive product and the market has expanded to several niche markets (CLIA, 2009; Dowling, 2006 and Hazevoet, 2009). One of these niche markets is the North European cruise market. Europe has, since 1991, enjoyed the most significant growth of any cruising area in the world, and is still the largest growing source market for cruise passengers (Cruise Europe, 2009). 

The growth of the cruise market in Europe generates opportunities for cities in the region. The cruise industry can, for example, play a role in redevelopment programs of old obsolete port areas near the city centre, which many port-cities in Europe have. Besides that, these cities do have the opportunity to attract wealthy tourists and income for the city. In Seattle, for example, according to the port it is expected that each time a cruise ship, which carries around 2000 passengers, docks on the waterfront, the local economy collects about $750.000 through hotel visits, retail spending and supplies sold to the ship (Ritter, 2001). It is therefore interesting to look closely to policies cities have regarding the cruise sector and their vision towards the future. It is especially interesting to investigate whether cruise port cities, which are in different stages of development, have different marketing strategies in relation to the cruise sector. 
The goal of this research is to give an insight into the possibilities cities have in the competition for the cruise sector. These insights can be used in the development of city policies with the aim to benefit optimally from the growing cruise sector. This research focuses particularly at the opportunities Dutch cruise port cities have regarding the cruise sector. The main research question is therefore:
· What are the main preconditions cruise port cities should meet in order to operate as a competitive cruise destination? 

Before we can answer this question, we should first have to answer some sub questions. First of all we will have to examine to what extent cities compete for the cruise sector, since the cruise market is seen as a market which delivers great economic benefits to cities. Therefore an answer will be given to the following questions:

1. To what extent do cities compete with other cities?

2. What is the role of the cruise sector in the competition between cities? 
The manipulation of city images, cultures and experiences are, according to Hubbard and Hall, probably the most important political tools, urban policy makers have (Hubbard and Hall, 1998). City branding becomes in this context increasingly popular. City branding is particularly interesting since it is a relatively recent phenomenon and limited research has been done into this subject, especially in relation to the cruise industry (Blain et al, 2005).  Therefore an answer will be given to the following questions regarding this political tool:

3. What is the role city branding can play in the competition between cities?

4. What is the role of branding in the cruise industry?
Branding the city as a desirable and unique place to visit is however not enough. Tourists will only make a visit to a city when the city has something to offer. In other words, the tourism product of the city should be worthwhile to make a visit to the city and match the desired brand. Cruise passengers spent however relatively little time in the city, compared to other tourists, which limits their opportunities to visit these tourism products. Therefore, an answer will be given to the question:

5. How important is the tourism product of a city regarding the cruise sector?

The main characteristics and trends of the cruise sector will be examined in order to answer the following question:

6. What are the main relevant characteristics and trends of the cruise sector regarding the Dutch cruise port cities?
Empirical research must show which policies cities actually pursue in order to benefit optimally from the potential of the cruise industry. This empirical research should give an answer to the main research question. The following questions will be answered in this section:
7. How do the main Dutch cruise port cities market themselves as a cruise destination?

8. How do cruise lines promote their Dutch itineraries? 
This research consists of a literature study and an empirical study. In the literature study the economic concepts of city marketing and city branding will be explained. We will see to what extend these concepts play a role in the competition between cities. In this literature study we will discuss the importance of the tourism product, since these products are the primary attractions in attracting tourists to the city. Finally the concept of the destination life cycle is used to explain the different stages of development of cruise port cities. This concept is particularly interesting because of the fact that the main cruise port cities in the Netherlands are in different stages of development. The theoretical research will lead to the formulation of hypotheses. These hypotheses will be accepted or rejected, based on empirical research. Empirical research consists of a qualitative case study of the main cruise ports of the Netherlands, which are Amsterdam and Rotterdam. Besides these cities, research is done in The Hague/Scheveningen, which has plans to develop a cruise terminal. Interviews have been held in these cities. Besides that, research is done about the way cruise lines promote Amsterdam and Rotterdam as itineraries. These cruise port cities have been chosen for this research because of their location in the heart of the Netherlands, namely the Randstad area. Besides that it is interesting to look more closely to these cities because of their different stadium of development, regarding the necessary infrastructure and the number of cruise ships and cruise passengers that visit these cities.  
The paper is structured as followed: First we will give an answer to the question to what extend cities compete with each other and what the role of the cruise sector is in this competition. Then we will elaborate the theoretical concepts of city marketing and city branding, which cities might use in the competition for the cruise sector. We will discuss the importance of the tourism product of cruise destinations. Then the concept of the destination life cycle will be explained. After that we will discuss the characteristics of the cruise sector and the potential of the cruise sector for the Dutch cruise port cities. We will explain the way these cities try to attract cruise lines and cruise passengers and to what extent they make use of the image brand and the tourism product of the destination. In this section we will also see how cruise lines promote their Dutch cruise destinations. After that, we will discuss whether the hypotheses will be accepted or rejected based on the case of the Dutch cruise port cities. Finally, we will come up with conclusions, in which we will give an answer to the formulated research questions. In the conclusion we will also give some policy recommendations for the Dutch cruise port cities and recommendations for future research. 
2. Competition between cities

2.1 Introduction

Competition between companies, in order to attract customers, is a known phenomenon. Competition between cities is however less accepted and there are different opinions about what competition between cities exactly is. It is therefore useful to discuss to what extend cities compete with other cities. A definition of urban competitiveness will be given and the role of the cruise industry in the competition between cities will be discussed.
2.2 Cities do compete

Some economists argue that competition between cities is indirect, as it derives from competition among businesses based chiefly on productivity (OECD, 2006). One of these economists is Krugman, who has been critical of promoting competitiveness between cities. His view of competition is between companies, not between cities, regions or countries. Krugman states that cities do not have competitive advantages, only comparative advantages. Comparative advantages occur due to the access of resources others don’t have. In the case of the cruise industry, cities can have comparative advantages by having for example an easily accessible cruise port and a good location regarding the cruise routes. A competitive advantage can be realized when superior value for customers and profits are achieved by efforts from the provider of the service or product. “The competitiveness of cities is, according to Krugman, nothing more than an appropriate aggregate of the competitiveness of the firms they contain” (Krugman, 1996a pp. 17-25 and 1996b from Begg, 1999).  
Other economists disagree with Krugman and claim that cities compete directly with other cities. Porter, for example, states that the environment affects the competitive position of firms. Governments can play a role in shaping an environment in which firms can operate optimally. Therefore, cities have according to Porter competitive advantages and do compete with other cities. The only meaningful concept of competition at the regional or national level is productivity (Porter, 1998). A company can be seen as a bundle of productive assets which determine the competitive position of the company (Coase, 1960). Cities do however, just like companies, posses assets that contribute to the productivity of the city. It is therefore reasonable to think in terms of competitiveness between cities based on that bundle of assets (Begg, 1999). 
2.3 Definition of urban competitiveness 

The disagreement between Krugman and Porter shows the differences in perception of urban competitiveness. From his studies of competitive advantages Porter deplores the lack of attention to competitiveness in international trade theory. He notes that there is no accepted definition of competitiveness (Porter, 1996, 1998). 
In this research we make use of an adapted definition by the OECD of regional competition and apply this to the competition between cities in the case of the cruise industry.
OECD, 1997

“For a nation, competitiveness reflects the degree to which it can, under free and fair market conditions, produce goods and services which meet the test of international markets, while simultaneously maintaining and expanding the incomes of its people over the long term.”

The OECD definition can be sharpened by adding an important attribute to the production of goods and services. The export base theory states namely, that goods and services should be produced for export in order to contribute to the region’s growth (Richardson, 1973, from Lewis, 1976). Besides that, we will change the definition from competitiveness between nations to competitiveness between cities and add the growth of welfare next to the growth of incomes. The following definition will be used to explain urban competitiveness. 
	“For a city, competitiveness reflects the degree to which it can, under free and fair market conditions, produce export base goods and services which meet the test of international markets, while simultaneously maintaining and expanding the incomes and welfare of its people over the long term.”


In this context, ‘export base’, refers to goods or services sold outside the jurisdiction, for example to visitors and business from another region or country (Bartik, 2003). The remark of ‘export base’ goods and services is important in this definition. If the economic development policies support businesses which do not produce for the local export base nor substitute for imports, the increased sales must come at the expense of other local business (Bartik, 2003). 
Cities attempt to develop economical growth in order to expand the incomes and welfare of its citizens. For this reason cities are in active competition with each other for, for example, markets, private investments, public funds, visitors and residents (Braun, 2008; Gordon, 1999; Lever, 1999).  
Of course, cities only compete for attractive customers. Kresl, for example, argues that not only quantitative factors, like the increase of businesses, visitors, residents and income plays a role in the competition between cities. Qualitative factors are just as important. High skilled-, high-income jobs and environmental friendly characterized activities are most desirable. Besides this, the city’s ability to gain control over the activities plays an important role. In other words, the ability cities have to gain control over their own future (Kresl, 1995).
2.4 City competition and the Cruise Industry

Based on the concept of urban competitiveness we will look more closely to the attractiveness of the cruise industry for cities.

The cruise industry is, by many ports, seen as a ‘cash cow’ and it is seen by its investors and owners as a good investment (Klein, 2006). The cities goods and services sold to cruise lines and cruise passengers can be characterized as typical export base products. Cruise lines are, in the case of the Netherlands, mostly foreign owned and cruise passengers have different nationalities (CLIA, 2009). Several studies about the economic impact on local economies show that the contribution of the cruise industry can be significant, dependent of course on the number of cruise calls and the characteristics of the local tourism product (Hodgon, 2008; Lewis, 2003; Ritter, 2001).
Environmentalists have been critical on the environmental friendliness of the cruise industry. Cruising has an environmentally negative impact on the world’s oceans and many destinations (Johnson, 2002). In the case of cities’ port industry it can however, in comparison with other port activities, be seen as a relatively environmental friendly and little space consuming activity. This makes the cruise industry an attractive port activity for cities. Cities have however, because of a consolidated and flexible cruise market an unfavourable competitive position against cruise lines. The cruise market is consolidated around a limited number of cruise lines which are part of cruise corporations, which have no explicit binding with destinations (Klein, 2002).  Therefore, cities will have problems to gain control over cruise activities and will have problems to gain control over their own future regarding the cruise industry. 
2.5 Conclusion and hypothesis
Based on this analysis we can conclude that cities do compete with other cities. Cities attempt to develop economical growth in order to expand the incomes and welfare of its citizens. The production of export base goods and or services are important for the economical development of the city. The ability of a city to attract attractive city customers to the city is also important in the competition between cities. The severity of competition between cities is finally also determined by the cities’ ability to gain control over activities that have an influence on the cities’ future.   
It is expected that competition between cities for cruise activities will be particularly fierce. The cruise industry can be considered as an economically attractive sector for cities. Goods and services sold to cruise lines and cruise passengers are characterized as typical export base products and the cruise industry is typified by a volatile character. It is therefore expected that cities encounter much competition for cruise lines and cruise passengers.
Since it is expected that cities encounter much competition for cruise lines and cruise passengers we will test the following hypothesis:
H 1:
The competition between Dutch cruise port cities, in the attempt to attract cruise lines and cruise 
passengers, is fierce.
3.  City Marketing

3.1 Introduction

We have seen that cities compete with each other and try to develop economical growth and welfare for their citizens. The competition between cities becomes increasingly fierce for desirable city customers. Competition for the cruise industry is particularly fierce due to its desirable and volatile character. According to Hubbard and Hall, the most important tool city policy makers have, is the manipulation of city’s images, cultures and experiences (Hubbard and Hall, 1998). In this context we will examine the role city marketing and especially city branding can play in order to adapt to the increasing competition between cities.

3.2 City Marketing

Marketing is a widely seen phenomenon among companies trying to maximize their profits and return on investment. The necessity of marketing has its origin in the increased competition between these companies. According to van den Berg, does the use of marketing by cities, as by companies, fits very well for a pro-active approach to urban policymaking in response to competition (van den Berg et al, 1999). Expansive marketing methods and tools have however only just begun to appear in city marketing over the last two decades (Seisdesos, 2006). Before that, promotion (synonymous for advertising) was considered as an activity sufficient enough for public sector management agencies (Burgess, 1982).
The added value of marketing for cities and companies is similar. The difference lies in the main objective. Cities do not pursuit on making profit, but aim on the wider public objectives for cities (Braun, 2008). City marketing aims at a series of different, but related, objectives like: raising the competitive position of the city, attracting inward investment, improving its image and the well-being of its citizens (Paddison, 1993).
Especially the tools that are meant to have an effect on the city’s image have become particularly important (Braun, 2008). Image is the perception of a brand (of a city) in the mind of people (Rainisto, 2003). Therefore, branding has become an important objective for cities, just as it is for companies. City branding is an increasingly important tool for cities, regions and countries to influence the images city’s customers have of a place. Kavaratzis states even that the development of a city-brand and the correct understanding and treatment of its components is the main objective of a city marketing strategy (Kavaratzis, 2004). 
3.3 City branding
Companies try to distinguish their products from the competition. It is hard and often even impossible to distinguish a product based simply on its physical character (Dekker et al, 1995). The product does however not only exist of its physical character. Other instrumental and emotional characteristics can be added to the physical product, vary from quality, design and guarantees to status, image and brand name (Leeflang et al, 2000). Companies are able to add emotional values to their product(s) by developing a positive image or brand. The brand developed is assumed to add real value to the basic product or service (Knox & Bickerton, 2003).  These brand values have been calculated, by Interbrand Consultancy, for the world leading brands. The world leading brand is Coca Cola, with an estimated brand value of $ 66,667 million, followed by IBM, Microsoft, GE, Nokia, Toyota and Intel (Interbrand, 2008). Many companies even rely completely on their brand. Companies like Nike and Adidas have outsourced their production and distribution. The core asset of these companies is their brand (Locke, 2003). The brand images help consumers to identify the product. Product branding becomes increasingly popular since individuals seek products and services less for their use value (Cova, 1997). The image and the brand of the product become in this context more and more important.  
Several authors acknowledge that city branding is basically the same as product branding, or at least show many similarities (Ashworth & Voogd, 1990; Dematteis, 1994; Kotler et al, 1993; Ave, 1994; Ashworth, 2001; Rainisto, 2003; from Kavaratzis, 2004). 
The central concept of city branding is basically the creation of a positive image of the city. The brand image incorporates perceptions of quality and values, as well as brand associations and feelings (Kavaratzis & Ashworth, 2005). A brand image can be created by the positioning of the brand identity. In other words, the way the owners of the brand want their brand to be perceived is communicated to a target group that demonstrates competitive advantage. The creation of a positive image or association is however not the only objective in city branding. Other important objectives in city branding are increasing brand awareness and brand loyalty (Aaker and Joachimsthaler, 2000).  
An important function of city branding is to differentiate the city in location decisions (OECD, 2006). Differentiation of the brand identity should lead to a recognition, by the city’s customers, of the unique offerings of the city and finally to consumption of these offerings (Kavaratzis & Ashworth, 2005). Differentiation from other cities should be done by highlighting the city’s core benefits, style and culture (Bennet and Savani, 2003).
Since we have described the main aspects of city branding, we will now look at definitions of city branding. There is however, as for city marketing, no single definition for city branding. We will make use of definitions by Aaker and Hankinson & Cowking.  
“A brand is a multidimensional assortment of functional, emotional, relational and strategic elements that collectively generate a unique set of associations in the public mind” (Aaker, 1996, p. 68).  

“A brand is a product or service made distinctive by its positioning relative to the competition and by its personality, which comprises a unique combination of functional attributes and symbolic values” (Hankinson & Cowking, 1993, p. 10).
These definitions contain the factors which are crucial in city branding, namely the creation and positioning of a desirable and unique image to the public.
We have seen that cities have different customer groups with different demands and which use different city products. It is therefore also reasonable to think in terms of different brands for these customer groups. Practice has shown that cities are able to create multiple brands, by using segmentation, separation and targeting on different activities and products for different customer groups (Kavaratzis & Ashworth, 2005). The cruise sector can be seen as a sector in which branding a particular brand would make sense. 
The image of a city or destination has shown to be a significant factor in determining visitor choice (Lee, O’Leary, and Hong, 2002). Brand images can therefore be considered important for the tourist sector. A positive brand image contributes to the degree of awareness among potential visitors of a city to become the destination of choice (Seddighi and Theocharous, 2002). The brand image of a city can particularly be important in relation to the cruise sector. Cruise lines want to sell a unique experience to their passengers and these passengers often have different nationalities and may therefore not be aware of the city’s offerings. A city brand with a positive image might contribute to the awareness of the city to these potential visitors and lead to the booking of a cruise with an itinerary including this destination.
The image should not only be established by promotion, but also through other marketing measures. Measures with regard to the spatial design contribute for example towards a city’s image (Ashworth and Voogd, 1990). This is especially relevant for cities that do not only want to operate as a port of call, but do also have aspirations to operate as a turnaround port. A cruise terminal needs to be, for example, both functional and aesthetically pleasing, with a state-of-the-art infrastructure (Braun et al, 2002).  

3.4 Branding and the cruise sector

The cruise industry is a segment which has many opportunities related to branding. Branding does, after all, play a major role in the positioning of the different cruise lines in the cruise market. The main cruise corporations own several cruise lines or brands that operate with a certain degree of independency. Cruising is dominated by brands that served the ‘contemporary’ segment. This label is used by cruise marketers to describe the mass market and does not include personalized service but offers many activities instead. As Dickinson, Carnival’s vice president in the eighties, argued: “If you have a vacation that has a wide bandwidth of choice, you are casting a bigger net, and you are going to get more fish” (Kwortnik, 2006, p. 9). Besides these brands, the cruise industry includes a number of brands that provide increased diversity within the industry (Bermello Ajarnil & Partners, Inc., 2008). Other segments are the luxury segment and the branding of the destination. Cruise lines tend however to focus more on the branding of their cruise ships than branding their itineraries (Kwortnik, 2006). 
The cruise lines promotion of their destinations is primarily based on the activities that can be done in the city and the region. In other words; cruise lines promote above all their own product, which are on shore excursions
. These on shore excursions are very lucrative for cruise lines and have become part of the ‘customized’ cruise product (Klein, 2006). Therefore, the image of the destination is important next to the brand of the cruise lines’ cruise ships. Particularly the image of the activities which are offered in the on shore excursions are important since they form an extension of the off shore product. Cruise lines try to sell a unique experience to their passengers, in which they experience the destination in a way the cruise lines hold out (Sheridan et al, 2006). Usually the uniqueness of the destination is lightened based on its history and atmosphere. Cruise lines even use established place brands in order to promote their cruises and itineraries. It is not uncommon for cruise lines to use a marketing strategy in which a place that represents values and brand awareness is used to ‘sell’ an itinerary which has minimal brand recognition. Examples of this name brand utilization in the European cruise market are: Livorno, which is promoted by the established brands of Florence and Pisa; Civitavecchia which is promoted by the brand of Rome; Villefranche which is promoted by the brands of Monte Carlo and Nice; Tilbury and Harwich by the brand of London and Rostock and Kiel which are promoted by the brand of Berlin (B&A, 2008).   
Excursions offered by the cruise lines to their passengers include activities in which a unique part of the tourism product of the destination is visited. The uniqueness of the products relates often to the culture of the destination. City marketing and branding should therefore, for the cruise industry, focus on the tourism product in relation to the culture of the place. The tourism product plays a major role in the branding of the place and will therefore be further elaborated in the next section.     
3.5 Conclusion and hypothesis
The increasing competition for desirable sectors, like the cruise sector, urges cities to adopt city marketing policies. City marketing aims at a series of different, but related, objectives which should lead to a more competitive and attractive city. Especially marketing tools that are meant to have an effect on the image of the city is considered to be important. This has led to a city tool becoming increasingly popular, namely: city branding.    
City branding is an important objective within city marketing policies. The brand image of a city can be considered as an important factor in the success as a tourist destination. Branding is especially relevant for the cruise sector since companies are usually, foreign owned and cruise passengers usually have different nationalities. Both cruise lines and cruise passengers may therefore not be fully aware of the city’s offerings and the brand image will play an important role in the decision process to visit the city. A city brand with a positive image that contributes to the awareness of the city to potential visitors, might contribute to the success of the city as a cruise destination. Since cities are able to create multiple brands for different customer groups, branding should be considered as a serious opportunity cities have in the competition for the cruise industry. Branding offers opportunities for cities regarding the cruise industry, notably since branding does play a significant role in the cruise industry itself. It is not uncommon that cruise lines use, for example, place brands that differ from the port of call in the promotion of their cruises. Furthermore, the cruise brands, operating under the umbrella of a cruise corporation, position themselves on different segments of the cruise market. Despite cruise lines focus more on branding their cruise ships than branding their itineraries, the image of the destination does play a role regarding the on shore excursions.        
City branding is considered as an increasingly popular tool, city policymakers have, in the competition between cities. Moreover, branding plays an important role in the cruise sector. Therefore we will test the following hypothesis.   

H2:
The brand of a cruise port city is decisive for its success as a cruise destination.
4. Tourism Product
4.1 Introduction

We have described that it is reasonable to think in terms of competitiveness based on a bundle of assets. These assets are the city’s products and the bundle refers to the fact that the customers of a city make their own customized ‘packages’ of spatially related products (Braun, 2008). Basically, cruise lines make their own ‘products’, with an off shore and an on shore experience, based on the tourism products of the destinations. Cruise lines try to offer a unique experience to their passengers in which the tourism product of the destination plays an essential role. The product of a destination can, according to Murphy et al, be seen as a mixture of individual products and experience opportunities that are combined to create a total experience of the visited city (Murphy et al, 1999). In the context of this research we will however not speak about the destination’s product but about the tourism product. Within the theoretical model of tourism products five factors determine the success or failure of a tourism destination, namely: the primary tourism product, the secondary tourism product, the internal accessibility, the external accessibility and the image of the destination. A weakness in any of these factors will have a negative effect on the development of the tourism destination (van den Berg et al, 1995). In this analysis we will focus however on the primary and secondary tourism product. The difference between the importance of the primary tourism product and the secondary tourism product, in relation to the cruise industry, will be discussed. The internal accessibility and external accessibility will be shortly discussed by showing their relation with the primary and secondary tourism product. Since we have already seen that a positive brand image is important in the competition between cities it will not be further discussed in this section. The brand image of the city should however be based on reality, otherwise it would not last for long. Therefore it is important that the quality of the tourism product matches the aspired image. 
4.2 Primary tourism product

Within the bundle of tourism products offered to visitors, the primary tourism product is particularly important. Primary tourism products act as attractions, and without these attractions and their anticipated core benefits there would be little reason for leisure visits to the city (Jansen-Verbeke, 1986). Primary tourism products consist of, for example, museums, landmark buildings, historical sites and beaches. Cruise lines make use of the primary tourism product by offering on shore excursions to these places. The primary tourism product is characterized as a place product (van der Borg et al, 2007). The product is not transversal from one location to another location. This has of course implications regarding the possibilities cities have to benefit from the potential of the cruise industry. Cities with an inferior primary tourism product have a major disadvantage compared with cities with a high quality primary tourism product. It is, besides that, difficult to create a primary tourism product, which limits the possibilities city policy makers have. 
4.3 Secondary tourism product

The secondary tourism product consists of facilities that allow tourists to use the primary tourism product of the city. Secondary tourism products are for example hotels, restaurants, transport facilities, etc. (van der Borg and Rumi, 1998). Cruise passengers can basically be seen as excursionists and not as tourists because they spend less than 24 hours on shore. Since cruise passengers spend little time on shore, they make relatively little use of the secondary tourism product. Cruise passengers do not spend the night in the city and make use of the services and comforts on the cruise ship. Therefore, it would make little sense to promote the secondary tourism product to the cruise sector. This is however not the case when the cruise port has the ability to operate as a turnaround port. In this case the cruise port forms the start and/or end of the cruise. Passengers will probably stay longer in the city and also spend the night in the city. Therefore the quantity and quality of secondary tourism products is also of importance.    
4.4 Internal and external accessibility
Cruise lines use the primary tourism product of cruise destinations as attractions for on shore excursions. Passengers need however to be transported to these tourist attractions. Therefore the internal accessibility of the cruise destination is of importance. Especially since cruise passengers have limited time available for on shore excursions. The cruise terminal should be easily accessible for touring cars and attractions should be located nearby. 

The quality of the external accessibility of a cruise destination is important if the cruise port has the ambition to operate as a turnaround port. The location of an international airport nearby is in this sense essential for the cruise port city. An international airport in the proximity of the cruise port city will enlarge the potential passenger market and therefore the competitiveness of the cruise port city as a turnaround port. Needless to say, the cruise terminal should also be easily accessible for large cruise ships. 

4.5 Quality of the tourism product

Important factors that can make a place more attractive, in the increased competition among international destinations, are the branding value and the quality of the tourism product (Stevens, 1992). We have seen that the atmosphere of a tourism experience is tied to a destination image (Kotler, Haider and Rein, 1993). The image of a place should however match with the reality in order to effectively promote the brand of the city. Quality is perceived as a positive distinguishing characteristic, which is the foundation for marketing (Berry and Parasaruman, 1991). According to Chang and Wildt, the value of a destination can be seen as a combination of the destinations product and associated prices (Chang & Wildt, 1994). Since the quality of the visitor’s experience does not only depend on the quality of single tourism products, it is important to bundle these products together to create a competitive tourism product (van der Borg et al, 2007). A poor quality experience of a place’s product may lead to users being less positive or even negative to that location ahead of others (Bramwell, 1998). It is therefore also wasteful to invest in the promotion of a tourism product if the actual quality of the product will lead to a poor experience by its user. The quality of the tourism product is essential for the competitiveness of a cruise port city as a cruise destination.
4.6 Conclusion and hypothesis
The creation of a positive brand image for a city is important in the competition between cities. The brand image of the place should however correspond with reality. Therefore the quality of the tourism product is important for the competitiveness of a tourism destination. The competitiveness of the destination depends on the possibility to bundle single tourism product in order to create a unique experience. 
Regarding the cruise sector, the quality of the primary tourism product is particularly important. Primary tourism products act as attractions and cruise lines make use of these attractions by organizing on shore excursions to these places. A unique and easily accessible primary tourism product strongly contributes to the competitiveness of a cruise port city. 

Secondary tourism products consist of facilities that allow passengers to use the primary tourism product. Cruise passengers make little use of secondary tourism products if the cruise port city operates as a port of call, because they spend relatively little time on shore and are able to use the facilities of the cruise ship. The secondary tourism product becomes however important if the cruise port city also operates as a turnaround port. Cruise passengers should be able to spend the night in the city and make use of facilities of the city before and after the cruise. The proximity of an international airport is in this case important for the external accessibility of the cruise port city.
Since the quality and accessibility of the primary tourism product of a place is particularly important for the competitiveness of a cruise port city we will test the following hypothesis:
H3:
Cruise port cities primarily promote their primary tourism product in order to attract cruise lines and 
cruise passengers to the city.
Cities of course want to benefit from the growth of the cruise industry. Therefore most cruise port cities have the ambition to develop into a cruise destination which attract increasingly more cruise ships and cruise passengers. The development into a successful cruise port city will however usually take time and the cruise port city will go through different stages of development. Therefore we will discuss the concept of the destination life cycle in the following section. 

5. Destination life cycle 

5.1 Introduction 

The leisure industry is a relatively new industry, which has shown incredible growth figures (WTO, 2003). The growth of the cruise sector has been even larger (CLIA, 2008). Cities that have the possibility to operate as a cruise port destination try to benefit from this growth. Of course any cruise port city has the ambition to develop into an attractive and prosperous cruise destination. Three basic preconditions need however to be satisfied. We have already discussed two preconditions, namely a desirable and unique city image and a tourism product of high quality. The city must have an appealing image and this image should correspond with the quality of the tourism product. The third precondition concerns the effectiveness of marketing strategies and tourism development efforts. It is however important to analyze the cities (structural) strengths and weaknesses since not every city has the ability to develop into a ‘mature’ tourist destination (van der Borg, 1998). In the context of this research it means not every cruise port city has the ability to become a ‘mature’ cruise destination. In this section we will discuss the concept of the destination life cycle, since it is expected that cities go through different stages of development. Shaw and Williams consider this concept as useful since it explains the impact on a host community and reflects on the community’s reaction to tourism and cruising as evolving industries (Shaw and Williams, 2002). 
5.2 Concept of the Destination Life Cycle 
The concept of the destination life cycle is based on the product life cycle theory.  The product life cycle theory says that the development of sales and profits of new developed products shows a clear pattern. The product life cycle theory states that a product goes, after its introduction, through different phases. From the introduction, the product will know a phase of growth, maturity and finally decline or revitalization (Dekker et al, 1995). Butler developed, based on the product life cycle, the life cycle of tourist locations. Instead of the quantity of products sold, the life cycle of tourism development uses the number of visitors as the indicator of the level of destination development (Butler, 1980 from van der Borg et al, 1996). The development process of any tourist destination may, just as the development process of products, be represented cyclically (van der Borg et al, 1996). Figure 1 shows the destination life cycle curve with the phases of introduction, growth, maturity and decline/revitalization.  

Figure 1: Destination Life Cycle Curve
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Source: Own production
With reference to the cruise industry the introduction of a cruise destination begins of course with the necessary infrastructure. Initial costs are high since the cruise port should ‘often’ be made accessible for cruise ships and should have the required facilities to accommodate these cruise ships. During the phase of introduction a limited number of cruise ships visit the cruise port. In this phase costs are relatively high in relation to the benefits. During the phase of growth the number of cruise ships and cruise passengers visiting the city increase and facilities need to be improved. Since the available capacity is used more efficiently, costs will drop in relation to the revenues. The expenses made by cruise passengers in the city will increase and the cruise sector will contribute significantly to the economical development of the destination. During the phase of maturity the cruise sector can be considered a major contributor to the local community. The cruise port is visited by a large number of the largest cruise ships and facilities are state of the art. The cruise port city has achieved an international reputation. The destination life cycle shows however that there is a possibility of decline. Cruise destination could lose their position and reputation which would result in a decline of the number of cruise ships visiting the destination. A decline can be caused by, for example, negative environmental impact or nuisance due to the large number of cruise passengers visiting the destination (Gibson, 2006).   
Cruise ports like Le Havre and Zeebrugge, which do not operate as turnaround ports and which have around 50 cruise calls per year, should be considered in the introduction phase of destination the life cycle. The cruise sector does only play a marginal role in the local economy of these places
 (Capitainerie du Port du Havre). Cruise ports like Lisbon, Stockholm and Bergen with between 200 and 300 cruise calls per year are considered in the growth phase of the destination life cycle. The cruise sector does contribute to the local economy of these places and these cities have the ability to operate as a turnaround port
. Cruise ports like Southampton and Miami can be placed in the maturity phase since the cruise sector does play a significant role in the local economy of these cities. Besides that do both ports mainly operate as turnaround ports. The cruise industry is a relatively young industry and has shown little or no decline. This does however not mean that decline cannot occur in certain markets. The cruise industry has for example negatively affected vulnerable ecosystems in the Caribbean which could lead to a decline in passengers (Pattullo, 1998; McElroy and de Albuquerque, 1998). 

The life cycle differs of course for each and every product or tourism destination. Marketing strategies that should be adopted in the different stages of development differ as well. In the phase of product development it is necessary to meet the customer needs. The needs of cruise lines and cruise passengers should be satisfied in order to develop into thriving cruise destination. The destination should build upon its brand based on the needs of its customers. During the introduction phase it is important to create awareness among cruise lines and cruise passengers. In this way the cruise destination will secure its place in the market. With an increase in passenger volumes, costs will decline and profits will rise. In this stage promotion shifts to creating loyalty in order to remain and improve the obtained position (Plog, 2001). 
5.3 Conclusion and hypothesis
The development of tourism destinations shows, just as the development of products, a cyclical pattern. The concept of the destination life cycle says that a tourism destination goes through different phases of development. Instead of the quantity of products sold, the concept uses the number of visitors as the indicator of development. A cruise destination will, based on this concept, know a phase of product development, in which the necessary infrastructure is constructed, a phase of introduction, growth, maturity and a phase of possible decline or revitalization. Each phase asks for a different marketing approach. After all, a precondition for the development of a competitive tourism destination concerns the effectiveness of tourism development efforts. During the initial phase it is important to develop a desired image brand which creates awareness among cruise lines and cruise passengers. During later phases it is important for a cruise destination to create loyalty in order to secure its place in the market.

 Since the Dutch cruise ports of Amsterdam, Rotterdam and The Hague/Scheveningen can be considered to be in different phases of the destination life cycle. We will test the following hypothesis:

H4:
Cruise port cities, which are in a different stage of development, design different city marketing 
strategies, in order to attract cruise activities.
This hypothesis will be tested based on the following sub hypotheses:

H4.1: 
In the early phases of development, cruise port cities aim particularly on meeting the customer needs and creating awareness of their product and brand. 

H4.2 
In later phases of development, cruise port cities aim particularly on creating loyalty and 
safeguarding the obtained position. 
In sections 7 and 8 we will start with an analysis of the cruise industry and the case of the three Dutch cruise port cities, which will lead to acceptance or rejection of the hypotheses. This case consists of a qualitative research study in the main Dutch cruise port cities, which are Amsterdam and Rotterdam. Besides that research is done in The Hague/Scheveningen, which has plans to develop a cruise port.
We will however first discuss the characteristics and trends of the cruise industry in the following section. This section is highly relevant; since it shows the changes which the cruise sector is subject to and it shows the place of the Netherlands in the cruise market. The analysis of the cruise sector forms the basis from which we discuss the case of the three Dutch cruise port cities. 
6. Cruise industry

6.1 Introduction

The cruise sector is a small part of the total tourism industry. Cruises become however increasingly more popular and have shown impressive growth figures. Besides that the industry is changing from its traditional cruise product to a customized product. These developments make the cruise industry one of the most exciting sectors in the 21st century. The developments and characteristics of the cruise sector will be elaborated is this section.  

6.2 Emergence of cruise tourism

Cruise ships are not, like ferries, just seen as a mode of transport. These ships are often a destination on itself, and can be typified as floating hotels, or even floating resorts (Dowling, 2006). This has not always been the case. The main purpose of the big Ocean liners of the past, like the Normandy (1932) and the Queen Mary (1934), was primarily to transport passengers and cargo between Europe and America
. Transoceanic liners sailed on fixed schedules and routes and the different classes in the society were separated with first class cabins and public spaces in the front, second class in the middle and steerage class in the back of the ship (Maxton-Graham, 1985 from Chin, 2008). The speed of these ocean liners was not only important economically, but also for prestige
. The Ocean liners lost however market share due to the rising popularity of the airplane and finally lost their function as transport mode. Many ships were taken out of business or were used only to make pleasure trips. The cruise industry as we know it emerged in this period. Nowadays, airplanes do no longer compete with the passenger ships operating in the cruise sector and actually have become an important extension of the cruise product. The cruise product is not, as the ocean liners, based on the transportation of passengers but on the experience they are able to give to their passengers. 
6.3 Market analysis

6.3.1 Introduction
The cruise sector is an exclusive part of the leisure industry and has developed rapidly in the last four decades. The sector is still expanding, not only in number of passengers, but it becomes also more and more globalized. In the market analysis we will look more closely to the major cruise regions, the growth of passengers in these regions, the characteristics of cruise passengers, the properties of the cruise product and cruise line economics. 
6.3.2 Cruise regions
The major cruise regions in the world are based in North America and Europe. Figure 2 gives an overview of the total overnights per region in 2008. The Caribbean is the major cruise region, followed by the Mediterranean and Central America. The Caribbean and Central America are not negatively affected by seasonal weather patterns, apart from the hurricane season, and cruise ships are deployed in these regions throughout the year (Gibson, 2006). Between April and September, a large part of the cruise fleet is however relocated to Europe and Alaska. These regions show a clear seasonal pattern with no cruises in the winter period and a peak in the summer months (Dowling, 2006). Climate can be considered as a determining factor in the deployment of cruise ships.          
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Figure 2: Market share 2008 per region, based on the total overnights. 
Source: CLIA

6.3.3 Passenger growth

Cruise tourism has, together with the whole leisure industry, shown a phenomenal growth. The cruise sector developed from a small market with cruise lines operating with only a single ship, to a globalized industry with a fleet of numerous unique vessels (cruiseweb.nl). Table 1 shows that especially the European market and transatlantic voyages have shown significant growth figures between 2000 and 2008 of respectively 238% and 279%. The market of North and Central America showed a passenger growth of 141%. The spectacular growth in number of cruise passengers can also been seen based on the number of cruise ships ordered by the different cruise lines. The CLIA Five-Year Capacity Report and Passenger Carrying Report of 2008 shows that 34 new ships were contracted or planned to be added to the fleet from 2008 to the end of 2012 (CLIA, 2008).
Table 1: Total bed days per region 2000-2008
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2000

2001

2002

2003

2004

2005

2006

2007

2008

North/Central America

36769

38089

41740

46436

50568

52540

54033

54001

51935

Carribbean/Bahamas

24710

26532

29617

32305

34868

35848

38029

36796

34263

Mexican Riviera/Panama

5254

3563

5480

6175

7758

8479

8018

8611

9130

Alaska

4197

4699

5053

5265

5914

6417

6356

6927

6968

U.S. Coastal/Bermuda

2608

3295

1590

2691

2028

1796

1630

1667

1574

Europe

10022

12384

13420

15875

17264

15257

17304

21546

23863

Mediterranean

6277

7547

6497

8153

9704

9735

10504

14748

16271

Northern and Western Europe

3745

4837

6923

7722

7560

5522

6800

6798

7592

Transatlantic 

1016

1129

1006

1146

1425

1748

1467

2209

2830

Rest of the world

6056

7979

7419

7229

8041

7686

8650

11951

13362

Total

53863

59581

63585

70686

77298

77231

81454

89707

91990


Source: CLIA 

6.3.4 Characteristics cruise passengers

The general profile of the cruise vacationer is upscale and well educated, with a median household income of $93,000 and 69 percent having a college degree in 2008. The median age of cruisers is now 46 years old, down from 49 in 2006 (CLIA, 2009). This shows that that the cruise sector continues to attract younger travelers. The cruise market is dominated by American cruise passengers, followed on distance by passengers from Great Britain. Other passengers come mainly from other European countries like Germany, Italy, Spain and France (Gibbons, 2009).  
The tourist industry experience the trend that people do no longer take one big holiday per year, but make several shorter trips instead (Bargeman et al, 2002). This trend can also been seen in the cruise industry. The length of the cruises has declined over the years. Especially short cruises with a length between 2 and 5 days have become more popular in comparison with 25 years ago. Figure 3 shows the length of cruises in 1980 and 2006.
Figure 3: Length of cruises
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6.3.5 Cruise product
The cruise industry is characterized by substantial heterogeneity similarly to other tourism products (Papatheodorou, 2001). Each cruise is different in terms of ports of call, or vessel. Besides that, the experience people have, does differ among every individual. Cruise lines have the opportunity to differentiate in terms of quality and in terms of variety and offerings. Differentiation is used as a strategy by some cruise lines in the cruise industry. Cruise lines developed products that meet the preferences of different types of passengers by offering for example thematic cruises and cruises to different regions. An example is Disney Cruise, which offers cruise passengers a unique experience by focusing on the theme of Disney
.   

The cruise product, offered by cruise lines, has changed from an ‘all-inclusive’ package to a more customized product. This means that ‘amenities’ and ‘experiences’ can be booked together with the cruise itself. Onboard sales have become a significant proportion of the turnover of a cruise ship and the profits derived from on shore excursions are significant. A typical Royal Caribbean cruise ship can, for example, generate close to a half million dollar tour income with a single call to St. Petersburg, Russia (Peisley, 2003). According to Royal Caribbean’s Vice President for Commercial Development, John Tercek, US$100 million of the profit of Royal Caribbean’s US$ 351 million profit in 2002/3 was derived solely from shore excursions (Klein, 2006 in Ross, 2006 pp. 262). Most people who take a cruise do not live in the area of the port of departure. Therefore, fly-cruise packages are very popular and play, next to the offering of excursions and other services, an important role (Papatheodorou, 2006). 

6.3.6 Cruise line economics

Economies of scale are important for cruise lines. The average cost per passenger drop as the scale of operation increases. Two main categories of cost savings can be identified, namely: economies of density and economies of fleet size (Papatheodorou, 2006). Economies of density means that cruise lines are able to operate more efficiently with larger cruise vessels since fixed costs are spread over a large number of passengers. Economies of fleet size are derived by spreading fixed costs over a large number of cruise ships. Besides this, a large fleet makes it for cruise lines easier to expand in many different regions and thus establish a network of operations (Papatheodorou, 2006). Cruise lines are able to operate more efficiently with an increase in the number of ships and capacity, since the variable costs rise by a rate which is less than proportional with the increase of passenger capacity (Blauwens et al, 2007).  Ships have therefore become bigger and bigger and are in some cases even considered as the main destination, instead of the ports of call (Chin, 2008). Royal Caribbean has recently ordered a new vessel, the ‘Ocean of the Seas’ with a capacity of 5400 passengers, which will come in operating in the end of 2009 (www.royalcaribbean.com). In comparison, in the 1970s and early 1980s, the typical cruise ship accommodated between 500 and 800 passengers (Klein, 2006). 
Due to the importance of economies of scale the cruise industry is consolidated among three major players. The passenger capacity of the Carnival Corporation, Royal Caribbean Cruises and Star/NCL Cruises cover 80% of the total worldwide cruise capacity. The allocation of the passenger capacity among the major cruise corporations is shown in figure 4.       
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Figure 4: Cruise capacity by Cruise Corporation in 2008
Source: B&A, 2008
Under the three main cruise corporations, several cruise brands operate with a great degree of independency. Each brand looks after their own itinerary planning, marketing, on shore excursions and other operations. Each of the brands has specific core consumer markets that are based on demographics and nationality. Table 2 shows the three corporations, with the number of ships in operation and the brands operation under each corporation.

Table 2: Major Cruise Corporations
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Cruise lines have very high occupancy rates, compared with the hotel industry. The average room occupancy in the cruise industry lies above 95%, compared to 59% for the hotel industry (Toh, 2005). The seasonal movement is a key factor of the financial success of the cruise industry. Cruise lines are, unlike hotels, flexible in the positioning of their capacity.

6.4 Northwestern Europe

Europe is the second largest cruise region, after North America. Table 1 shows that the cruise market in Europe has grown considerably. In Europe the cruise industry created 180.000 jobs in 2007, which will be grown to 230.000 jobs in 2010
.  Within Europe a distinction can be made between the Mediterranean cruise market and the cruise market in Northern Europe. Both markets can be considered as seasonal markets and cruise capacity drops during the winter months. In Northern Europe cruise activities stop almost entirely in this period. The seasonality in Northern Europe restricts the cruise sector to a 135+ cruise season (B&A, 2008). Northern Europe has to compete with other seasonal markets, like Alaska, for cruise capacity. The most important cruise regions in Northern Europe are the Baltic and the Norwegian Fjords
. Copenhagen is the largest cruise port in the region with 301 cruise calls and 580.000 cruise passenger visits in 2008. Besides this, Copenhagen has won the title of Europe’s Leading Cruise Port for the fifth year in a row
. 
Northwestern Europe and the Atlantic coast have been regarded by the cruise industry as a transit and repositioning area between the Mediterranean and the Baltic
. The cruise market in Northwestern Europe is, in other words, less developed than the cruise market in the other regions. The cruise port of Southampton forms an exception with 280 cruise calls and 975.000 cruise passengers who used the port in 2008 (Archer, 2009 from TravelWeekly). Southampton has a special position since it owns its success due to its large home market of British cruise passengers. 
Because of the fact that the cruise market in Northwesters Europe is less developed than Northern Europe and the Mediterranean, fifteen ports on Europe’s West Coast decided to cooperate together under the ‘Atlantic Alliance’. According to the Atlantic Alliance members this region offers cruise passengers extraordinary experiences, such as cosmopolitan cultures, great shopping, sophisticated food and wine, and the great capitals of Europe
. Northwestern Europe can therefore be considered as a region where the cruise industry is not yet fully developed but still a region which offers potential for the future.     
6.5 Economical impact of the cruise industry

The cruise industry makes in several ways a contribution to the local economy of a destination. It is however necessary to make a distinction between the revenues the port makes and revenues for the local community. Revenues for the port are relatively small in comparison with the revenues for the local community (ZKA, Consultants & Planners, 2009). Revenues which contribute to economy of the local community include first of all the local spending by passengers, crew and cruise lines. The objective of a cruise port city is to ‘pull’ passengers off the ship and let them spent their money on shore. The amount of money spent by cruise passengers depends primarily on the opportunities for off-ship leisure activities and the time passengers have available (Braun et al, 2002). Governments benefit primarily by tax payments made by business which sell goods and services to the cruise sector. The expenditure of cruise lines includes the provision of the ships with food supplies and fuel, the use of pilots, towage companies and mooring companies. The direct revenue made by the port consists of docking fees, littering fees and other port charges (Dowling, 2006). 
Sheridan and Teal are skeptic about the economical impact of the cruise industry on destinations. They argue that the image, which is continuously portrayed of the cruise tourism as bringing prosperity and development for local communities, does not always correspondent with the local reality. Cruise ships visit the port of call for only a few hours which give the passengers limited opportunities on shore. Furthermore, the economical benefits are limited to a few businesses while infrastructure costs are shared with taxpayers (Sheridan et al, 2006). 
Various studies show however that the cruise industry does have a significant positive economical impact on communities. In 2007, the total benefits of the cruise industry to the US economy exceeded USD 38 billion, from which USD 18,6 billion came on behalf of spending by cruise passengers, crew and cruise lines. These numbers leave little doubt that the cruise industry generates revenue and employment for the economy of the United States (BREA, 2008). The cruise industry does also contribute to the local economy of destinations. The results from a study by the University of Maine to the economic impact of cruise ship passengers in Bar Harbor (Main) show that the cruise ship passengers have a sizeable impact on the Bar Harbor economy. Based on a total of 97.000 passengers, which was the capacity of the 64 cruise ships scheduled in 2002, cruise ship passengers would have an estimated $12.1 million impact on sales output in the Bar Harbor economy. The study showed moreover that cruise ship passengers spend, with $100 per day, substantially more than the typical Main tourist who spent $40 per day (Gabe, 2003). A case study in San Diego (California) shows that cruise passengers, crew and cruise lines spent together € 65 million in San Diego businesses on 83 cruise calls. It created 523 jobs with a wage which is 40% higher than the average private sector wage in the area (Bermello Ajarnil & Partners, 2008). In 2006 Spanish port received 2.6 million cruise passengers. During this year 14.000 people wore working in the Spanish cruise sector and total expenditures was €472 million (Bermello Ajarnil & Partners, 2008). In Copenhagen, one of the leading cruise ports in Northern Europe with 301 cruise calls in 2008, cruise tourists created a turnover of 1.3 billion DKK (€175 million) (cruiseeurope.com).  

From these studies we can conclude that the cruise industry does have a significant economical impact on the local economy of a destination. Moreover are cruise related purchases considered to be a significant engine for economical growth to a port’s local and regional economy, due to the export nature of cruise activities (Braun, 2002; Bartik, 2003). 
6.6 Conclusion
The cruise industry cannot be compared with the ocean liners of the past. The primary function of ocean liners was to transport passengers between Europe and America. The cruise product is not based on transportation, but on the ability to deliver a unique experience to passengers. Often the cruise ship is a destination on itself and can be typified as floating resorts. 
The cruise sector has show phenomenal growth figures during the last years. Especially the European cruise market has developed rapidly, with an increase in the number of cruise passengers of 238% between 2000 and 2008. These cruise passengers generally have upscale income levels and are well educated coming mainly from America and Great Britain. Cruising attracts increasingly younger passengers and cruises itself have become shorter during the last 25 years. The cruise industry has also experienced, due to the economies of scale, the construction of ever larger cruise ships and the consolidation of cruise capacity among three major cruise corporations.      

Besides that, the cruise product offered by the cruise lines has changed significantly. The all-inclusive cruise product, cruise lines used to offer, has changed to a more customized product. This means that passengers can book for amenities and experiences on top of the cruise itself. Nowadays, revenues from onboard sales and on shore excursions make a significant proportion of the turnover of cruise lines. Not only cruise lines benefit from the expenses of cruise passengers. The local economy of a destination benefits also from the expenses of cruise passengers, cruise lines and crew. Several studies show that the contribution to a local economy can be significant. 

The major cruise regions are located in North America and Europe. The Caribbean is by far the most important cruise region, followed by the Mediterranean. Climate is however a determining factor in the deployment of cruise ships. The seasonal pattern leads to the relocation of cruise vessels from the Caribbean to Europe and Alaska during the summer months. Within Europe a distinction can be made between the Mediterranean market and the cruise market in Northern Europe. Northern Europe is, just as Alaska, a seasonal market with a 135+ day cruise season. Northwestern Europe and the Atlantic coast have not yet developed fully as a cruise region and are considered a transit and repositioning region between the Mediterranean and Northern Europe. This region is however also considered as a region which offers great potential.
In the next section we will look more closely to three Dutch cruise port cities. The Dutch cruise ports are located in Northwestern Europe and have not yet shown the passenger numbers of cruise ports in the Baltic and Mediterranean. The region does however have potential for the future. We will discuss the case of Amsterdam, Rotterdam and The Hague/Scheveningen. In these cases we will discuss the role of image branding, the tourism product of each city, the marketing strategy of each cruise port city and we will discuss to what extend these cities compete with each other.  
7. Dutch cruise port cities 

7.1 Introduction

The Netherlands has a long and rich maritime history. Dutch ships sailed the world’s oceans and brought the country prosperity. The legacy of this great history can still be seen today and actually forms an important part of the country’s image and tourism product. The cities of Amsterdam and Rotterdam relied heavily on the maritime industry and still possess two of Europe’s largest ports. The cruise industry is however still a relatively new industry. Cruises have not been popular by Dutch people in comparison with people from other European nations like the UK and Germany. Besides that do other European ports in Great Britain, the Baltic region and Mediterranean have more cruise capacity and larger number of cruise passengers. The Dutch cruise market shows however incredible growth figures. The number of Dutch cruise passengers has grown with almost 50% in the first quarter of 2009 and Dutch cruise ports are ambitious to gain a greater share of the growing cruise industry (IJmuider Courant, 2009). 

In this section we will look closer to the main Dutch cruise port cities. We will discuss the case of Amsterdam, Rotterdam and The Hague/Scheveningen. We will see among all, to what extend these cities compete for cruise activities, the role brand image plays regarding the attraction of cruise lines and passengers; we will discuss the tourism products of the different cruise port cities and the marketing strategies they have designed to benefit optimally from the growth of the cruise sector. 
A research into these cruise port cities is particular interesting because the three cruise ports are in a different stage of development. This makes the concept of the destination life cycle applicable for the case study of the Dutch cruise ports. Regarding the destination life cycle, The Hague/Scheveningen can be considered before the first phase of introduction, with no cruise calls so far and without the necessary infrastructure to handle large cruise ships. Rotterdam has all necessary infrastructure needed to handle the largest cruise ships, but lacks the number of cruise ships and passengers visiting the city. Rotterdam should therefore be considered in the introduction phase. Amsterdam should be considered in the growth phase. Amsterdam has by far the most cruise calls in the Netherlands, but lags behind on other ports in the region, like Copenhagen and Southampton. 
The analysis of the Dutch cruise port cities is mainly based on four interviews held in the different cities but also on research studies, statistics, policy papers and promotion efforts of both cities and cruise lines. 

7.2 Amsterdam
7.2.1 Introduction
Amsterdam is the capital of the Netherlands with 755.000 inhabitants (CBS, 2008). The city is located approximately 30 kilometers inland and can only be reached by passing the locks at IJmuiden. Amsterdam has for a long time been the most important port of the country and used to rely heavily on foreign trade. The city was the most powerful and richest city in the world in the seventeenth century. Amsterdam however has not the spacious squares and wide avenues, the grand buildings, imposing statues or arches, and other public displays which other major European cities do possess (Nijman, 1999). Moreover, Amsterdam has never been the seat of the National Government. Amsterdam is nevertheless a very popular tourist destination, which relies besides its tourism product heavily on its image. Amsterdam is the major cruise port in the Netherlands with a number of cruise calls fluctuating around 100 calls during the recent years
. Amsterdam is able to handle two cruise ships per day at the Passenger Terminal Amsterdam (PTA). The PTA is located at the southern IJ-bank, close to the central train station and the city centre. This area is part of a redevelopment program, which should lead to an improved living environment for the local inhabitants
. Amsterdam lags behind on the capacity of other cruise ports in Northern Europe and should enlarge its capacity in order to enhance growth in the future. The capacity of the PTA will not be sufficient in time and new berths are necessary. A realistic possibility is the construction of a second cruise terminal in the Coenhaven. Amsterdam should be considered in the growth phase of the tourism life cycle regarding the cruise sector. Cruise activities still have relatively minor impact on the local community and the port has less cruise calls in comparison with other cruise ports in the Baltic and Mediterranean. 
7.2.2 Image - Brand
The image of Amsterdam is based on its unique tourism product and on the liberal attitude towards soft drugs, prostitution and the gay-scene (Kavaratzis & Ashworth, 2006). This image does not seem to be the aspired image of a place, but actually seems to be one of the major attractions of the city (Dahles, 1998). The aspect which does receive the most attention of Amsterdam’s culture and identity is definitely ‘tolerance’. Tolerance is increasingly packaged and labeled to meet the demands of mass tourism (Nijman, 1999).  The liberal attitude of the city contributes seriously to the brand ‘Amsterdam’. The largest U.S. newspaper The New York Times called Amsterdam the ‘Reigning Capital of Cool’ based on its arts, commerce, ‘free-spirit’ and architecture
. Saffron Consultants, a British consultancy, claims that the brand ‘Amsterdam’ is the third strongest city-brand in Europe, after the brands of Paris and London (Hildreth, 2008). According to government advisor and author Simon Anholt, the brand Amsterdam is even stronger than the brand of the country the Netherlands (Gemeente Amsterdam, 2008). 
Amsterdam is often associated with sex, drugs and rock ‘n roll, which does not seem to match with the ‘Holland Waterland’ image and the ‘clogs, windmills and tulips’ image of the Netherlands (NBT, 1987). The city works hard to change its reputation. In the Red Light District prostitution windows and coffee shops will be closed and give way to trendy cafes and galleries
. The image of Amsterdam does still play an important role in attracting cruise passengers. It is however remarkable that cruise lines, in some cases, use the image of the Netherlands in promoting Amsterdam as a port of call. Carnival, the largest cruise corporation operating in the cruise sector, uses for example pictures of mills and tulips, which represent the image of Holland, next to an image of the Rijksmuseum
. The Rijksmuseum exhibits the masterpieces of Dutch art and is therefore considered as one of the most popular museums in the Netherlands. It is obvious that Carnival uses the brand ‘Holland’ in promoting the cruise destination Amsterdam instead of the brand ‘Amsterdam’. Figure 5 shows the photos placed on the site of Carnival, promoting Amsterdam as an itinerary.    
Figure 5: Photos posted on the site of Carnival, promoting Amsterdam as an itinerary
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Source: www.carnival.com

The bureaucrats of the city do not only want to enhance the growth of the number of tourists visiting Amsterdam, they also want to enhance ‘quality tourism’ (Amsterdam Toeristenstad 1990; Toerisme en Amsterdam, 1993). Quality tourism refers to the attraction of middle-aged, well-to-do and well-educated cultural tourists. In this way young backpackers and touring-car transported mass tourists will have to give way to cruise ships passengers adding allure to a revitalized harbor and to congress participants in expensive hotels (Dahles, 1998).  According to Dahles it seems morally right and economically beneficial to replace the drugs en sex tourism with cruise tourism (Dahles, 1998). Therefore, the change of Amsterdam’s reputation, which has been launched during recent years, can be considered a responsible decision. 
The attraction of cruises to the city does also have a positive effect on the image of Amsterdam as a world city. The presence of large cruise ships close to the city centre gives the city a strong international appearance and strengthens the relation between the port and the city (ZKA Consultants & Planners, 2009).

7.2.3 Economical impact of cruises
Amsterdam has shown an increase in the number of cruise passengers visiting the city. During the period between 2003 and 2008 the number of cruise passengers visiting Amsterdam more than doubled
. The year 2008 showed an absolute peak in the number of cruise passengers visiting Amsterdam. More than a quarter of a million cruise passengers visited the city in 2008 and 117 cruise ships sailed on Amsterdam (ZKA Consultants & Planners, 2009). Table 3 shows the spending related to cruises for the cruise ports of Amsterdam and IJmuiden in 2008. It is obvious that the city has an interest in promoting the city as a cruise destination, since most earnings consist of spending by cruise passengers, crew and cruise lines. The city benefits indirectly by companies which are responsible for supplying the cruise ships and the revenues made in the tourist industry since jobs are created for its inhabitants.        

Table 3: Spending cruise industry Amsterdam and IJmuiden, 2008
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Source: ZKA Consultants & Planners

The year 2009 shows a decline in the number of cruise ships visiting Amsterdam to 92 cruise calls
. This decline in the number of cruise ships and cruise passengers can be explained by the negative impact of the credit crunch on the American economy and the low rate of the dollar compared to the euro. The market is however expected to recover and the trend of growth is expected to continue after the year 2010. 
7.2.4 Tourism Product

The primary tourism product of Amsterdam consists, according to Jansen-Verbeke, of its historical buildings, canals and urban morphology, its museums and lifestyle and its parks (Jansen-Verbeke, 1994). Amsterdam has also a lot of activities to offer to tourists and cruise passengers, like canal cruises and museum visits. Foreign tourists do however not differentiate between the different tourism products in a country. Therefore, the tourism product of the region is also of importance for the attractiveness of the city regarding cruise passengers (M&CA, 1994). The countryside of Amsterdam, with the Zaanse Schans, Volendam/Edam, Marken and the Keukenhof, are destinations which can be visited during on shore excursions. These activities are primarily promoted by tour operators. The on shore excursions organized by cruise lines visiting the city of Amsterdam are shown in tables 4 and 5.
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Table 4: Excursions organized in Amsterdam

Source: Own production
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Table 5: Excursions organized outside Amsterdam

Source: Own production

City tours, by bus or canal boats, are together with a visit to the van Gogh museum, the most organized excursions in the city of Amsterdam. The cruise lines also promote Amsterdam as a city of diamonds and organize excursions to diamond cutters and shops. Other excursions are organized to the Anne Frank House and the Rijksmuseum. Cruise lines also organize different excursions to popular places in the countryside of Amsterdam. Especially excursions to the windmills of the Zaanse Schans and a visit to Volendam, Edam and Marken are popular. Half of the cruise lines offer excursions to the city of Delft, with its famous Delfts Blue, and the Keukenhof. These attractions resemble the Dutch culture and are important hot spots in attracting foreign visitors.

The secondary tourism product of Amsterdam is adequate in order to operate as a turnaround port. Amsterdam has numerous four and five star hotels and restaurants of high quality located in the city centre. Besides the secondary product, Amsterdam has great potential as a turnaround port, since the international airport Schiphol is located at only 20 minutes by car or train. Schiphol has direct connections with some 250 cities across the world and is therefore essential for Amsterdam as a turnaround port
. Interviews have shown that cruises that begin or end in the city are particularly interesting since passengers have the opportunity to spend more time in the city. These cruise passengers will probably spend the night in the city and cruise lines have to supply their cruise ships for the next cruise. A disadvantages of the port of Amsterdam as a cruise destination is however its location regarding the cruise routes. Amsterdam is not very well located on the cruise routes to the Baltic cities and a little too far from the Norwegian Fjords to operate as a port of call or turnaround port. 
Interviews have shown that besides the tourism product the nautical treatment should be on the right level in order to attract ships. In other words, the cruise ship should be able to make use of qualitative facilities, provisioning companies, bunkering companies, towage companies, mooring companies and pilots. Amsterdam is, due to its port facilities, able to offer a nautical product that meets the demand of cruise lines. 
7.2.5 Marketing strategy
The Passenger Terminal Amsterdam is located at approximately 30 kilometers inland, and ships have to pass the locks at IJmuiden. IJmuiden does also have a cruise terminal (Felison Terminal) on the seaside of the locks. Amsterdam promotes the cruise terminal at IJmuiden as a part of Amsterdam Cruise Port and offers cruise lines in this way an alternative berth
. Cruise lines can choose between a berth in the centre of the city and a berth at the seaside.
An interview shows that Amsterdam promotes itself particularly to the cruise lines and to a lesser extent to cruise passengers. Ports have to compete every year again to become part of the cruise lines plans. The cruise lines have, in these negotiations the upper hand, since cruise lines are not bounded to one particular place. Therefore ports have to come in favor by these cruise lines, in order to attract ships and passengers. Amsterdam, and other cruise destinations, promote themselves on exhibitions. The international exhibition and conference serving the cruise industry, held annually at the Miami Beach Convention Center, is an important opportunity for Amsterdam to promote itself as a cruise destination to cruise lines. Amsterdam Cruise Port promotes itself on these exhibitions together with other representatives of the city which have interest in the cruise sector, such as the diamond business, river cruises, canal boats, bag handlers and agencies. Amsterdam also cooperates together with other ports under the name of Atlantic Alliance in order to promote the region from Germany to Portugal as a cruise destination
.
The city, port and the cruise terminal of Amsterdam cooperate together in the promotion of the city. A specific example of the promotion of the city is the handover of a city badge to the captain of a cruise ship at its first visit to the city. The city uses folders and brochures to communicate special events in the city. The event Sail, which will be organized in Amsterdam in 2010 again, is an example of such an event. Besides that, Amsterdam cooperates with the other major Dutch cruise destination, which is Rotterdam. Both cities share for example a stand on Seatrade Europe in Hamburg. 
In the interview it has been suggested that the city should be more involved in the promotion of Amsterdam as a cruise destination, because of the skewed distribution of revenues. Table 3 shows that revenues made by business in the city of Amsterdam are much higher than the revenues of the port and the cruise terminal. The ministry of economic affairs reviews the tourist industry based on the number of hotel nights spend in the city. This is however of course not applicable to the cruise sector since cruise passengers spend the night onboard and not in a hotel. Therefore it is suggested that economic affairs should be more involved with regard to the cruise sector. 
7.3 Rotterdam

7.3.1 Introduction
Rotterdam is the second largest city in the Netherlands with close to 583.000 inhabitants
. Rotterdam is situated on the banks of the river Maas and is directly connected to the deep waters of the North Sea. The city has a long history as a centre of trade and shipping and accommodated during the 17th century one of the ‘chambers’ of the United East Indies Companies
. The real breakthrough of Rotterdam as a world port and centre of trade, transport and industry came however with the construction of the ‘Nieuwe Waterweg’ in 1872, which linked the city directly with the North Sea
. Both the city and the port suffered severely during the Second World War. The city centre was completely destroyed during the bombardment of the German Luftwaffe on the 14th of May 1940. After the war, the centre of Rotterdam had to be rebuilt completely. A new urban planning was created and Rotterdam developed into a city which is known for its cutting-edge architecture and design. The city remained its character as a city of trade and shipping and is currently Europe’s largest port and one of the top 5 most important ports in the world (Rotterdam World Story, 2008).

Rotterdam has also a long history in accommodating passenger ships. From 1872 the first transatlantic voyages were scheduled between Rotterdam and North America
. The days of transatlantic voyages are over and the Passenger Terminal of Rotterdam is now used to accommodate cruise ships and it is also used for numerous activities like exhibitions, presentations, parties and conferences
. The Cruise Terminal Rotterdam is able to handle two of the largest cruise ships at the same time and is located at the ‘Kop van Zuid’ close to the city centre. This area, on the south bank of the river Maas, is part of an ‘Inner City Plan’ to continue the process of urban intensification and expansion of the city centre across the river (McCarthy, 1998). Rotterdam should however be considered as a cruise port in the introduction phase. Rotterdam has the necessary infrastructure to handle cruise ships but lacks the number of cruise calls, which fluctuates around 20 cruise calls per year
.  

7.3.2 Image - Brand
From interviews it can be indicated that image plays an important role in attracting cruise passengers to the city. The image of the city Rotterdam can be described as: young, dynamic, creative, exciting, open minded and international. Rotterdam has worked hard for the last 15 years to improve its image and the communication to potential ‘customers’. Rotterdam tries to distinguish itself from other cities by linking its strong ‘world port’ brand with its ‘world city’. The cruise terminal, which is located in the city centre, strengthens the relation between the world port and the city since it brings port activities back to the city centre. The brand tag ‘ROTTERDAMWORLDPORTWORLDCITY’ is used as a signature of Rotterdam. This signature can be used to promote activities or sectors in the city. Examples are: WORLD BUSINESS, WORLD ARCHITECTURE, WORLD FESTIVALS, WORLD SPORTS etc.. The brand ‘Rotterdam’ is used as a platform for cross selling between individual target groups and sectors which are in this way involved in the promotion of the city. Rotterdam has however not yet developed a strong brand name. The Saffron European City Brand Barometer ranks the brand name Rotterdam on place 46 of the 72 largest cities in Europe. Rotterdam, ranked between the cities of Leipzig and Sarajevo, should therefore not be considered a strong brand name (Hildreth, 2008). The fact that Rotterdam has not yet developed a strong brand name can also been seen in relation to the cruise sector. Most striking is the case of Cunard Line, which promotes a visit to the port of Rotterdam as a visit to Amsterdam. Cunard Lines does not try to promote Rotterdam as a destination, but rather uses the established brand of Amsterdam in promoting the cruise towards potential passengers. Figure 6 shows the itinerary of a cruise provided by Cunard Line, in which not only the brand of Amsterdam is used as a tool to attract passengers, but also the established brands of Bruges and Brussels instead of Zeebrugge and the brand of Normandy instead of Cherbourg.
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Figure 6: Cruise ‘Gallic Getaway’, organized by Cunard Line

Source: www.cunard.com
7.3.3 Logistical Product

Even as Rotterdam cannot rely on a strong brand name, it does have confidence for the future as a cruise destination. Rotterdam has, because of its world port, an outstanding logistical product that can be offered to cruise lines. Rotterdam is therefore able to respond to the market trend of cruise ships becoming ever larger. Besides that are the prices for bunkering in the port of Rotterdam the lowest in Europe, since the port can rely on the benefits of economies of scale. Rotterdam can also rely on nautical maritime services of high quality. Finally, Cruise Port Rotterdam offers a one-stop office for all maritime and tourist services. This implicates that Cruise Port Rotterdam thinks along with the cruise lines in optimizing the cruise product for the passengers. Prior to each call, all relevant parties are invited for a meeting to discuss all needs and requests. In addition, Cruise Port Rotterdam can assist in the organization of meetings between the relevant parties and the organization of special events (Cruise Port Rotterdam). From an interview it is therefore indicated that the current number of calls, which fluctuate between the 20 and 25 calls, are expected to rise in the future.        

The port and logistical infrastructure are important assets of Rotterdam. Rotterdam has the logistical infrastructure and facilities to handle the largest cruise ships efficiently and the cruise terminal is easily accessible.
7.3.4 Tourism Product
The terminal is located close to the city centre, which allows passengers to make a visit to the city. The primary tourism product of Rotterdam is however relatively scarce. Several museums can be visited among all the Boijmans van Beuningen, the Maritime museum and the Kunsthal. Besides that, Rotterdam has state of the art modern architecture and outstanding shop facilities. The touristic product within 30 minutes reach from Rotterdam is however unique. Excursions can be organized to among all, The Hague, Delft, Gouda, Dordrecht and of course Kinderdijk. Tables 6, 7 and 8 show the excursions organized by cruise lines visiting the city of Rotterdam.
Table 6: Excursions organized in Rotterdam
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Table 6 shows that the excursions organized in the city of Rotterdam are scarce. Two cruise lines organize only a city tour and one cruise line organizes a city tour and a harbor tour. The excursions organized to the different tourism activities in the Netherlands are however abundant. Table 7 shows that all cruise lines offer a transfer to the city of Amsterdam, where city tours and canal cruises are organized. Table 8 shows that all cruise lines offer excursions to the city of Delft and three of the four cruise lines organize excursions to the cities of Gouda (cheese) and The Hague. Other popular activities are excursions to the windmills of Kinderdijk and a visit to the Keukenhof. 

In an interview it is argued that Rotterdam is not only interesting for cruise lines as a port of call, but especially as a turnaround port. The international airport of Schiphol can be reached in 45 minutes by car and even 20 minutes by high speed rail. Besides that, Rotterdam Airport is at a 20 minutes’ drive away from the cruise terminal and both Eindhoven Airport and Zaventum Airport (Brussels) lie within 90 minutes reach. The high speed rail connection brings Paris within a 2 hours reach, which gives Rotterdam a catchment area of numerous potential passengers.

It is also argued that there is only little competition between the Dutch cruise destinations Amsterdam and Rotterdam. This is because the cruise product, both cities offer to cruise lines and cruise passengers, differs substantially from each other. It is even indicated that Rotterdam competes more with ports like Dover and Southampton, which operate as turnaround ports for British cruise passengers.

7.3.5 Marketing strategy
Rotterdam promotes itself to cruise lines as a cruise destination by highlighting its logistical strengths and its unique product. This is jointly done by the parties involved, coordinated by Cruise Port Rotterdam. A unique product lies within 30 minutes drive away from the cruise terminal and the cities of Amsterdam and Antwerp are within 50 minute reach. A focus point in marketing the city abroad is the position of ‘Rotterdam in Holland’ (Chief Marketing Office Rotterdam, 2008). Rotterdam primarily promotes its own touristic product, but in some cases it cooperates with the city of Amsterdam. In September 2009, Rotterdam and Amsterdam shared for example a stand on Seatrade Europe which was organized in Hamburg. 
Rotterdam also promotes the city as a city for sports and event lovers. It is the ‘event’ city of the Netherlands with broad variety of sports and cultural events. There is a change that a cruise visit to Rotterdam coincides with a festival, cultural or sport event (Cruise Port Rotterdam). Special activities in the cities will be communicated with the cruise lines.
7.4 The Hague/Scheveningen 

7.4.1 Introduction
Scheveningen is part of the municipality of The Hague. The municipality of The Hague has just over 475.000 inhabitants and is the third biggest city in The Netherlands
. The national government of The Netherlands is established in The Hague and it is the residence of the royal family. An ING Bank study considered the beach of The Hague/Scheveningen the best beach in the Netherlands and The Hague is after Amsterdam the municipality with the most hotel nights spent by tourists
. In 2008 1.25 million tourists spent the night in The Hague, from which 51% came from abroad
. Approximately 10% of the total number of employees in The Hague works in the leisure industry (Gemeente Den Haag, 2007). The Hague has not always relied that much on tourism and this is certainly also the case for Scheveningen. Till the beginning of the 20th century the fishing industry was, for example, even the only source of employment in Scheveningen (Buitenhaven Scheveningen, 2008). The Hague/Scheveningen still has a relatively small port which is designed for fishing and recreation. The Hague/Scheveningen is, because of its relatively small port, not capable to handle large cruise ships at this moment. 

7.4.2 Ambition 
The Hague/Scheveningen has the greater ambition to be a ‘World city at the Sea’ (Gemeente Den Haag, 2007). A facility, which makes the handling of cruise ships in Scheveningen possible, would contribute to an image of a ‘World city at the Sea’ and the image of The Hague as an international city. There are already plans to redevelop the Waterfront of Scheveningen and extend its port, which should improve the character of the city as a vibrant city at the sea (Gemeente Den Haag, 2007). The construction of a ‘New Generation’ cruise terminal forms a part of this plan and should contribute to the vision and ambition of The Hague/Scheveningen. The terminal should be able to handle three Voyager class cruise ships at the same time, with a capacity of more than 3100 passengers. It is expected that the development of such a cruise terminal has a positive economic impact on The Hague/Scheveningen and the Netherlands as a whole. 
In interviews it is argued that the Netherlands has not benefited optimally from the growth in the cruise sector. The growth of the cruise sector in the Netherlands would lag behind the growth of the cruise sector in Northern Europe. Besides this, it is argued that the cruise ports of Amsterdam and Rotterdam are logistically unattractive, since both ports are located inland. The Hague/Scheveningen would on the other hand be logistically attractive since it is located directly to the North Sea. A new cruise port in The Hague/Scheveningen is expected to undo the lost market share of the Netherlands in the cruise sector.

7.4.3 Political decision

It is however doubtful whether a cruise terminal will arise in The Hague/Scheveningen, even if it will have a positive economical impact for the city as a whole. From interviews it becomes clear that the main problems lie in politics. An extension of the port of Scheveningen is a sensitive political issue for local residents. It is possible that such a project will have, for example, negative effects on the natural environment. Besides this there will be negative consequences for homeowners living at the present coast line, since house prices are expected to drop due to the shift of the coastline to the sea. This all plays a major role in politics. A decision about the extension of the port of Scheveningen will be made by the town council of The Hague. Municipal Elections will take place next year and politicians will not dare to lose votes in the district of Scheveningen over such a sensitive topic.
7.4.4 Image - Brand
Interviews show that the image of Amsterdam does play an important role in the cruise product the Netherlands has to offer. Amsterdam can be seen as a ‘trigger’ in the attraction of tourists to the Netherlands. The Hague tries to persuade tourists, who are visiting Amsterdam, to combine their visit to Amsterdam with a visit to The Hague. The Hague focuses however primarily on higher segment tourists. The Hague is not interested in the stereotype backpacker tourists, which visit Amsterdam. It is argued that The Hague focuses on tourists with higher levels of income and education, given the quality of the tourism product and the image of the city. 
From interviews it becomes clear that the image of a city or destination plays also an important role in the decision-making of potential cruise lines and cruise passengers. The image of The Hague/Scheveningen can be described as a city of peace and justice, residence of the royal family, home of the national government and a city by the sea. The Hague uses its image in the promotion of the city. The Hague tries to promote itself as an international city a city of justice, peace and security
. 
7.4.5 Tourism Product

In interviews it is stated that the unique tourism product of the Netherlands, with Amsterdam as the most important attraction, offers great potential in relation to on shore excursions. It is argued that The Hague/Scheveningen is well located, with direct access to the sea and a perfect base for excursions to touristic attractions in the Netherlands. Excursions can be organized to among other Delft, Gouda, Amsterdam, The Keukenhof and even Antwerp. The Hague/Scheveningen itself has also attractions which are suitable for excursions like the casino in Scheveningen, The Mauritshuis, The Peace Palace, Madurodam and the Royal Palaces in The Hague. Besides excursion that can be organized to these attractions, there are also activities organized within the borders of the municipality. This includes beach activities which are unique in the Netherlands (Den Haag Marketing Activiteitenplan, 2009).

Research studies and bilateral consultation with leading cruise lines show that The Hague/Scheveningen has the potential not only to become a port of call, but also to operate as a turnaround port (Buitenhaven Scheveningen, 2008). Scheveningen has the potential to become a turnaround port for cruise lines, since Scheveningen is located close to the international airports of Amsterdam (Schiphol) and Rotterdam (Zestienhoven). This would make cruises even more interesting for Scheveningen and The Hague, since these passengers will spend more time in the city and probably also spend the night in one of the hotels in the city. In interviews it is even argued that it is essential for The Hague/Scheveningen to operate as a turnaround port. The Hague wants tourists to spend more time in the city. Therefore operating as a turnaround port is much more attractive then operating only as a port of call.

7.4.6 Marketing Strategy
In interviews it is argued that the major cities in the Netherlands should work together as partners in attracting tourists from abroad. Holland is a small country, especially for people from abroad. The major cities are located within one hour reach from each other. Cooperation between the cities, in order to put Holland on the map, would therefore be beneficial for The Hague and the other cities. It is also stated that competition in the Netherlands, regarding the cruise sector, only exists between the different ports and not between the different cities. The cities of Amsterdam and Rotterdam might actually benefit from an additional cruise port, since an increase in the number of cruise passengers means an increase in the number of excursions and expenditures in these cities.  

 If the plans of the construction of a cruise terminal proceed, the cruise port will probably be promoted by using the image of The Hague and Holland. The Hague/Scheveningen will promote itself further as a destination which is perfectly located regarding on shore excursions and as a cruise port which is perfectly able to operate as a turnaround port. The tourism product of The Hague/Scheveningen and the Netherlands are primarily discussed with the itinerary managers of the different cruise lines. These managers decide at which ports the cruise ships will call. The destination manager is responsible for the logistics at the port of call. Therefore, the logistical product of the port is primarily discussed with the destination manager.  

The Hague/Scheveningen participated in the exhibition at the Miami Beach Convention Center. This is ‘the place to be’ regarding the promotion of the city as a cruise destination. The Hague was represented by among other the city alderman and representatives of the Chamber of Commerce. The different members have parallel objectives and work together in the promotion of the place. 
It becomes clear from interviews that there will also be spoken with the representatives of attractions in The Hague, like Madurodam, regarding the promotion of the city. It is also clarified that The Hague Marketing works together on regional, interurban, provincial and national level in the promotion and the development of the tourism product of the Netherlands and the region Haaglanden. It is stated that, in order to develop the tourism product, it is important to listen to the visitors and follow new trends on the internet.

Special activities, which take place in the city, have not been communicated with cruise lines, since it has not been possible to accommodate cruise ships in The Hague/Scheveningen so far. It is however argued that this will be done with the arrival of cruise ships by brochures, leaflets and the internet. The Hague Marketing will also try to raise the funds with additional private funds from cruise lines sailing on The Hague/Scheveningen, in an attempt to promote the destination together. This is however not applicable at this moment since The Hague/Scheveningen does currently not have a cruise terminal.  

8. Interpretation of the case study
8.1 Introduction

Based on theoretical research it is expected that competition between Dutch cruise port cities for cruise activities is fierce. It is expected that the brand image of the Dutch cruise port cities will play a decisive role in the competitiveness of these cities as a cruise destination. Besides that it is expected that these cities primarily promote their primary tourism product since these products are used as attractions for cruise passengers. Finally it is expected that the Dutch cruise port cities will use different marketing strategies, because they are in different stages of development. The following hypotheses are formulated:

H1: The competition between Dutch cruise port cities, in the attempt to attract cruise lines and cruise 
passengers, is fierce.
H2: The brand of a cruise port city is decisive for its success as a cruise destination.
H3:
Cruise port cities primarily promote their primary tourism product in order to attract cruise lines and 
cruise passengers to the city.

H4:
Cruise port cities, which are in a different stage of development, design different city marketing 
strategies, in order to attract cruise activities.

The last hypothesis will be tested based on the following sub hypotheses:
H4.1: In the early phases of development, cruise port cities aim particularly on meeting the customer 
    needs and creating awareness of their product and brand. 

H4.2:  In later phases of development, cruise port cities aim particularly on creating loyalty and 
 
    safeguarding the obtained position. 

In this section we will put these hypotheses to the test. The hypotheses will be accepted or rejected, based on characteristics of the cruise industry and the case study of the Dutch cruise port cities.
8.2 Competition between cities
In the first hypothesis it is stated that the competition between Dutch cruise port cities, in the attempt to attract cruise lines and cruise passengers, is fierce. 

Economical impact studies have shown that the cruise industry can contribute significantly to the local economy of a destination. There is however a difference between the revenues of the port and revenues made in the local community. Direct revenues made by the port are relatively small compared to revenues made in the local community. The local community benefits from expenditures by cruise passengers, cruise lines and crew. In the case of Amsterdam the city indeed benefits significantly from cruise ships visiting the city. In The Hague it is argued that Amsterdam and Rotterdam are not considered competitors regarding the cruise sector. The Hague actually benefits from cruise ships calling in Amsterdam and Rotterdam. The distance from Amsterdam and Rotterdam to The Hague is relatively short. Cruise lines have therefore the possibility to organize excursions to the city. This counts also the other way around. Rotterdam and Amsterdam could benefit from additional cruise passengers arriving at The Hague/Scheveningen. 
Amsterdam and Rotterdam do not consider each other as competitors, since the cruise product both cruise port cities offer differs substantially. In Amsterdam cruise ports like Copenhagen and Oslo are considered the main competitors for cruises to the Baltic and cruises to the Norwegian Fjords. The cruise ports of Southampton and Dover, which can rely on a large home market of British cruise passengers, are in both cities considered competitors. It is however argued in both Amsterdam and Rotterdam that competition between cruise port cities is not fierce but of relatively minor importance.
The hypothesis, stated that competition between Dutch cruise port cities, in the attempt to attract cruise lines and cruise passengers, is fierce, will be rejected. 

8.3 City brand
In the second hypothesis it is stated that the brand of a cruise port city is decisive for its success as a cruise destination. 

City branding is considered a useful tool in the competition between cities. Branding does also play an important role regarding the cruise sector. It is for example not uncommon for cruise lines to promote their itineraries by established place brands. Cunard Line does promote for example the itinerary of Rotterdam with the established brand of Amsterdam. Amsterdam is considered a strong brand, which is often associated with sex, drugs and rock ‘n roll. It is however questionable whether such an image is desirable for Amsterdam as a cruise destination. Carnival, the largest cruise corporation promotes Amsterdam as a cruise destination by using photos which resemble the brand of Holland instead of the brand of Amsterdam. The brand image of Holland can be described as a ‘clogs, windmills and tulips’ image. The application of this image is also reflected in the ‘experience’ cruise lines offer to their passengers. Cruise lines promote their itineraries primarily by promoting their own product, namely onshore excursions. On shore excursions to activities, which resemble the Dutch culture, like the Zaanse Schans, Volendam/Edam and Marken, the Keukenhof, Delft and Kinderdijk are offered by many cruise lines visiting the cities of Amsterdam and Rotterdam. Still, it should be said that the brand of Amsterdam plays an important role in attracting cruise lines and cruise passengers. This is clearly expressed in the number of cruise ships visiting the ports of Amsterdam and Rotterdam. The number of cruise ships calling on Amsterdam lags however behind on the number of cruise calls on cruise ports in the region of the Baltic and cruise calls on British cruise ports. The Dutch cruise ports have a disadvantageous regarding cruise routes to the Baltic and the Norwegian Fjords. Besides that, the Dutch cruise ports do not have the advantage of a large home market like the British cruise ports.

It should therefore be said that the brand of a cruise port city is important for its success as a cruise destination, but not decisive. In the case of the Dutch cruise port cities, the brand of the country does probably play an even more important role than the brand of the cities. This might also be the case for an established brand as Amsterdam. 

The hypothesis stated that the brand of a cruise port city is decisive for its success as a cruise destination, will therefore be rejected. 

8.4 Primary tourism product
In the third hypothesis it is stated that cruise port cities primarily promote their primary tourism product in order to attract cruise lines and cruise passengers to the city.

Primary tourism products can be considered as attractions and are often a reason for people to make a leisure visit to the city. Without these attractions there would be little reason for cruise lines and cruise passengers to visit the city. Cruise lines make use of these attractions by offering on shore excursions to these places. Revenues from on shore excursions actually make a significant proportion of the turnover of cruise lines. Therefore it is a necessity for cruise destinations to have a primary tourism product of high quality in the proximity of the city. 

The Dutch cruise port cities make use of the primary tourism product in the promotion of the city as a cruise destination. Cruise lines sailing on Amsterdam offer several excursions which take place in the city. It is however remarkable that almost just as many excursions are organized to tourism products in the region of Amsterdam. In the case of Rotterdam it is obvious that cruise lines are not so much interested in making their cruise passengers experience the city of Rotterdam. These cruise lines are more interested in the tourism product of the region around Rotterdam. 
The attractions to which the excursions are organized are mostly located outside the cities of Amsterdam and Rotterdam. This is especially obvious for excursions organized from the port of Rotterdam. There are even more excursions organized to the city of Amsterdam from Rotterdam than to the city of Rotterdam itself. Cruise port cities promote their primary tourism product to cruise lines but not directly to cruise passengers. The primary tourism product is promoted to cruise passengers by tour operators.   

Cruise passengers make little use of the secondary tourism product of a cruise port city because they spend relatively little time in the city and have the ability to make use of the amenities of the cruise ship. The Dutch cruise port cities do however also promote their secondary tourism product to cruise lines. Amsterdam, Rotterdam and The Hague/Scheveningen do all consider their cruise port as a perfect base as a turnaround port. Operating as a turnaround port is more interesting than only operate as a port of call, since the economical impact on the local community will be larger. 

The hypothesis stated that cruise port cities primarily promote their primary tourism product in order to attract cruise lines and cruise passengers to the city, will be rejected. 

8.5 Marketing strategy
In this hypothesis it is stated that the Dutch cruise port cities, which are in a different stage of development, design different city marketing strategies, in order to attract cruise activities. In order to test this hypothesis two sub hypotheses are tested. In the first sub hypothesis it is stated that in the early phases of development, cruise port cities aim particularly on meeting the customer needs and creating awareness of their product and brand. In the second sub hypothesis it is stated that in later phases of development, cruise port cities aim particularly on creating loyalty and safeguarding the obtained position. 

The Hague/Scheveningen and Rotterdam are, as cruise port cities, considered to be in the early phases of development. The Hague/Scheveningen has not the ability yet to accommodate cruise ships and the number of cruise ships calling on Rotterdam fluctuate around 20 calls per year. Despite the fact that The Hague/Scheveningen is not able to accommodate cruise ships at this moment, there is the ambition to construct a cruise port terminal in the future. Since The Hague/Scheveningen does not have the necessary infrastructure, marketing the city as a cruise destination does not play a role yet. An important aspect of the marketing should however be that The Hague/Scheveningen will be a port which is perfectly able to operate as a turnaround port. Still the focus lies on the creation of the necessary infrastructure to meet the needs of the cruise lines. In order to create this infrastructure it should however be first accepted by the politicians of the city. Rotterdam has the necessary infrastructure to accommodate the largest cruise ships. Rotterdam uses its logistical product to promote Rotterdam as a cruise port, which can handle the largest cruise ships and which is able to operate as a turnaround port. Besides that does Rotterdam promote its touristic product as a unique product in the Netherlands. Even if Rotterdam does not have a strong developed brand yet, it tries to link its ‘world port’ brand with its ‘world city’ by using the brand tag ‘ROTTERDAMWORLDPORTWORLDCITY’. Based on these two cruise port cities we can conclude that cities particularly aim on meeting the customer needs by construction the necessary infrastructure for cruise lines and creating awareness of their logistical-, touristic product and brand image. Therefore sub hypotheses 4.1 will be accepted. It should however be said that the outcome of this test is questionable since it contains only two cruise port cities of which only one does have the required infrastructure. 

Amsterdam is considered to be a cruise port in the growth phase. The number of cruise ships visiting Amsterdam fluctuate around 100 cruise ships per year. Just as The Hague/Scheveningen and Rotterdam does Amsterdam market itself as a cruise port city which is perfectly able to operate as a turnaround port. Amsterdam can rely on a strong city brand, but tries to improve its image which is still strongly based on sex, drug and rock and roll. Amsterdam does not use this image in the marketing of the city as a cruise destination but uses the image of the historical buildings, canals, museums and countryside instead. Amsterdam lags behind on the capacity of other cruise ports in Northern Europe. Therefore the port of Amsterdam has plans to construct a new cruise terminal in order to make growth possible. Besides that does Amsterdam try to strengthen its position as a cruise port by marketing the cruise terminal in IJmuiden as an alternative berth for cruise ships. Cruise ports should compete every year again to become part of the cruise lines plans since cruise lines are not bounded to one particular place. This makes it hard for cruise port cities to build on a steady relationship with cruise lines. Amsterdam tries to safeguard its obtained position as a cruise destination and also tries to strengthen its position which is illustrated by the plans of a new cruise terminal. It is however difficult for a cruise port like Amsterdam to acquire the loyalty of cruise lines. Besides that, Amsterdam does not try to extend on its established image brand, but tries to improve its image by closing prostitution windows and coffee shops. Therefore hypothesis 4.2 will be rejected. Again it should be said that the outcome of this test is questionable since it contains of only one cruise port city. Besides that, this analysis does not contain cruise ports which are considered to be in the maturity phase of the destination life cycle.  

The Hague does not have the necessary infrastructure yet and focuses therefore on meeting the cruise lines’ needs. Rotterdam focuses also on the cruise lines needs by offering a logistical product of high quality and it tries to create awareness of its tourism product and brand image. Amsterdam however tries to improve its obtained position. Amsterdam promotes IJmuiden as an alternative berth and has plans to expand its cruise capacity. Besides that, Amsterdam tries to improve its image. It is however remarkable that each cruise port city promotes itself as a city which is perfectly able to operate as a turnaround port. Based on these two hypotheses we will therefore reject hypothesis 4. The hypothesis will be rejected because all three ports aim particularly on their ability to operate as a turnaround port, but also because it is hard for a cruise port city to create loyalty among cruise lines. It should however be said that the outcome of this analysis is questionable due to the limited number of cruise ports in which research is done.      

9. Conclusions

The cruise industry forms a small segment in the total tourism industry, which gets increasingly more attention and is subject to several developments. The cruise sector shows great growth figures. Especially the passenger growth in the European markets has been significant. The cruise industry is considered as a relatively environmental friendly port activity, which offers great opportunities for cruise port cities. It is therefore expected that the competition between cruise port cities will be fierce. The goal of this research is to give an insight into the possibilities cities have in the competition for the cruise sector. In order to become a successful cruise port city several preconditions should be met. Therefore, an answer will be given to the following research question:

· What are the main preconditions cruise port cities should meet in order to operate as a competitive cruise destination? 

Several hypotheses are formulated, based on theoretical research. These hypotheses are tested by doing qualitative research on three cruise port cities in the Netherlands; namely Amsterdam, Rotterdam and The Hague/Scheveningen. This qualitative research is mainly based on interviews in these cities. Based on these cases an answer is given to the main research question.  

Research has shown that cities do, just like companies, compete with each other. Cities are in active competition with each other for, for example: private investments, public funds, visitors and residents. The cruise industry can be seen as an attractive sector for cities, since the economic impact on the local economy can be significant and negative externalities are minimal. Therefore it is expected that competition between cities for cruise activities will be fierce. Competition is particularly expected to be fierce because services sold to cruise lines and cruise passengers can be characterized as typical export products. Besides that, it is difficult for cities to gain control over cruise activities since cruise lines are not bounded to one particular place or destination.
Interviews held in the cruise port cities of Amsterdam and Rotterdam show that both cities are positive about the potential the cruise industry offers in the future. This potential is also reflected in the ambition of The Hague/Scheveningen as a future cruise destination. Amsterdam and Rotterdam are however not considered as competitors. It is argued that the tourism product, both cities offer, differ significantly from each other. The Hague/Scheveningen should not be considered as a future competitor because the cities of Amsterdam and Rotterdam could actually benefit from additional cruise ships calling in this port. Distances between the cities in Holland are relatively small which enables cruise passengers arriving in The Hague/Scheveningen to make a visit to Amsterdam and Rotterdam. There would only be competition between the different ports. Competition between the ports is however expected to be of minor importance due to the skewed distribution of revenues between the port and cities. 
With the increase in competition between cities, city marketing methods and tools began to appear in the last two decades. Especially tools that are meant to have an effect on the city’s image have become particularly important. The image of a city or destination is a significant factor in determining visitor choice. A city brand with a desirable and unique image might contribute to the awareness of the city to potential visitors. The brand image of the city can be particularly important in relation to the cruise sector, since cruise passengers usually have a different nationality and may therefore not be aware of the city’s offerings. 
The cruise secor is a sector which is familiar with branding. Branding does play a major role in the positioning of different cruise lines in the cruise market. Cruise corporations make use of different brands to serve different segments in the market. It is besides that not uncommon for cruise lines to use a marketing strategy in which a place that represents value and brand awareness is used to ‘sell’ an itinerary which has minimal brand recognition. Therefore, a desirable brand image of a cruise destination is considered as a precondition, for cruise port cities, to operate as a competitive cruise destination. This can be reflected by the fact that Cunard Line promotes for example a visit to Rotterdam with the established brand of Amsterdam. Amsterdam is considered a stronger brand than Rotterdam, which can be represented by the big difference of cruise calls between the two cities. A desirable city image is considered as a precondition for a cruise port city to operate as a competitive cruise destination, but it should not be considered as a decisive factor. The Dutch cruise ports have a disadvantageous because of their location regarding the cruise routes in the Baltic Sea and the distance to the Norwegian Fjords and moreover they cannot rely on a large home market like the British cruise ports. Besides that does the brand of Holland, which still can be described as a ‘clogs, windmills and tulips’ image, lie more in line with the ‘experience’ cruise lines offer to their passengers. The ‘experience’, cruise lines offer to their passengers, is reflected by the on shore excursions offered in its cruise port cities. On shore excursions which resemble the Dutch culture, like the Zaanse Schans, Volendam/Edam and Marken, The Keukenhof, Delft and Kinderdijk are offered by cruise lines sailing on Amsterdam and Rotterdam. It can be said that the brand ‘Holland’ plays a more important role in the success of Dutch cruise port cities than the brand of the cities, even for an established brand as Amsterdam. This is also reflected by the fact that The Hague/Scheveningen would include ‘Holland’ in the name of the potential cruise destination and promote it as Cruise port The Hague Holland.
On shore excursions are an important source of income for cruise lines. These excursions are primarily organized to places that are part of the primary tourism product of the destination. Primary tourism products act as attractions, and without these attractions it would make little sense for cruise lines and cruise passengers to visit the city. A unique and easily accessible primary tourism product strongly contributes to the competitiveness of the cruise port city. Therefore, a primary tourism product of high quality is considered as a second precondition for cruise port cities to operate as a competitive cruise destination. 

In the case of the Dutch cruise port cities it is remarkable that many excursions are organized to tourism products outside the cruise port cities. This is especially the case for Rotterdam where excursions are organized to among all Delft, Kinderdijk, Gouda and The Hague. This is, to a lesser extend also applicable to Amsterdam where excursions are organized among all to Volendam/Edam & Marken, the Zaanse Schans, Delft and the Keukenhof. In Amsterdam itself city tours, canal cruises, diamond tours are organized next to excursions to the main museums and Anne Frank House. 

Cruise passengers spend relatively little time in the city and have the ability to use the amenities of the cruise ship. Therefore cruise passengers make relatively little use of the secondary tourism product of cruise ports cities. This is however not the case when the cruise ship uses the port as a turnaround port. In this case the cruise starts and ends in the cruise port city, whereby cruise passengers are expected to spend more time in the city. Cities favor to operate as a turnaround port, since passengers are expected to spend more time in the city and thereby generate more revenue for the local economy.  In this case hotels and restaurants of high quality are a necessity for the city. Besides that the external accessibility of the cruise port city is important regarding the cruise passengers from abroad. 

It is remarkable that both Amsterdam and Rotterdam promote themselves as cruise ports which are perfectly able to operate as turnaround ports since they are located close to the international airport Schiphol. This will also be the case for The Hague/Scheveningen. The Dutch cruise port cities promote therefore not only their primary tourism product, but also their secondary tourism product to cruise lines.       

In the Dutch cruise port cities, the different parties involved, like the cruise terminal, the port and the municipality, promote their city together as one destination. In some cases, Dutch cruise ports collectively promote their cruise product, like Amsterdam Cruise Port and Cruise Port Rotterdam sharing one stand on Seatrade Europe in Hamburg in September 2009. The Dutch cruise ports are also members in the Atlantic Alliance, which collectively promote the region from Germany to Portugal as a cruise region. The effectiveness of the promotion and tourism development can be considered as a third precondition for a competitive cruise port city. 

So the main preconditions, for cruise port cities, in order to operate as a competitive cruise destination, are:

· The cruise port city should be able to rely on a desirable and unique brand image of the city or the brand image of the region or places in the proximity of the cruise port city. This brand image should match the aspired experience cruise lines want to offer to their passengers. Such a brand image would increase the awareness of the cruise destinations and therefore its competitive position.

· The cruise port city should have a primary tourism product of high quality in the proximity of the city, which is easily accessible. In order to operate as a turnaround port, the city should also have a secondary tourism product of high quality and easy accessibility from abroad. An international airport in the proximity of the cruise port city is in this case a necessity. 

· The cruise port city should apply effective marketing methods and tourism development efforts. 

Political recommendations 

· Cruise port cities should try to make use of a desirable and unique brand image. In the case of the Dutch cruise port cities, Amsterdam has by far the strongest brand. The brand image of Amsterdam, which is still often associated with sex, drugs and rock ‘n roll does however not match with the desired brand image in relation to the cruise industry. Amsterdam should therefore use the historical and architectural aspects of its brand together with the unique brand of Holland. This brand image still relies on the ‘clogs, windmills and tulips’ image, which can be considered as desirable and unique. The brand image of Holland is an especially important marketing tool for the cruise port cities of Rotterdam and The Hague/Scheveningen.

· On shore excursions make a significant proportion of the turnover of the cruise ship. On shore excursions are organized to the primary tourism product of the destinations, which can be considered as attractions for cruise passengers. Therefore, cruise port cities should intensively use the primary tourism product in the promotion of the city as a possible itinerary for cruise lines.
· Cruise port cities which have the ambition to operate not only as a port of call, but also as a turnaround port, should not only invest in the primary tourism product, but should also have a secondary tourism product of high quality. The cruise port city should invest in the secondary tourism product and the external accessibility of the city. An international airport is in this sense, given the international nature of cruise passengers, a necessity.  

Future research
The cruise sector is also used as a tool to improve the image of the city. In Amsterdam, the location of the cruise terminal has been part of redeveloped program, which improved the sight of the waterfront; in Rotterdam the presence of cruise ships near the city center strengthens the relationship between the port and the city; and in The Hague/Scheveningen a new cruise terminal would be part of an extensive plan to redevelop and extend the current port and waterfront. The influence of the cruise sector on brand images of cruise port cities is however not clear yet. An answer to the question what the influences on the city’s brand image are, would clarify the importance of a cruise terminal located in the city centre, compared to a cruise terminal at the outskirts of the city. This research does not give an answer to this question. It would however be interesting for future researchers to do research about the influence the cruise sector has on the brand image of a cruise port city.  
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Parent group





Number of ships





Brands





Carnival Corporation





99





Carnival Cruise Lines





Holland America Line





Princess Cruises





Seabourn Cruise Line in North America





P&O Cruises UK





Cunard Line





Ocean Village





AIDA





Costa Crociere





P&O Cruises Australia





Royal Caribbean Cruises, Ltd. 





42





Royal Caribbean International





Celebrity Cruises





Pullmantur





Azamara Cruises





Celebrity Xpeditions





Star/NCL Cruises





18





Star Cruises





Norwegian Cruise Line





NCL America





Orient Lines





Other





Disney Cruise Lines





Crystal Cruises





MSC Cruises





Regent Seas Cruises





Oceania





Silversea Cruise Lines
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