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 EXECUTIVE SUMMARY 
 
1.  Introduction 
TTC International - in association with Roger Tym & Partners - was appointed by the 
Southampton Partnership, through Southampton City Council to undertake a study of the 
economic impact of cruise tourism in the City and surrounding area and to prepare a strategy 
for the further development of cruise tourism for the port and city. 
The objectives of the study are firstly to understand the role and impact of the cruise tourism 
industry in Southampton and its place in the economy of the city and surrounding area. 
Secondly the objectives are to help sustain the prime position of Southampton in the cruise 
port business and to assist local businesses benefit from the industry to a greater scale than 
at present. Lastly the study aims to assist the growth of Port of Call cruise business. 
It is essential to understand the difference between Port of Call and Home Port business. 
Southampton is the UK’s principal Home Port of Cruise Ships but receives very few Port of 
Call vessels. The study will confirm that home porting is a much sought after position and that 
the opportunities for port of call business are limited by the position of the port and its nature. 
 
 
2.  The Cruise Industry 
Cruise tourism is one of the world’s fastest growing tourism sectors. There are 339 cruise 
ships within the Cruise Line Industry Association and three companies – Carnival, Royal 
Caribbean and Star/NCL control 35% of ships and 68% of berths. Carnival is the world’s 
largest cruise company and owns P&O, Princess, Cunard and nine other brands. The size of 
cruise ships is growing with vessels well over 3,000 berths now on order. Ships with 5,000 
berths are planned. 
The UK is the largest cruise market outside North America which takes some 2/3 of global 
business. The UK had over 1m cruises sold in 2004. The UK takes some 40% of the 
European cruise market with Germany following behind at some 20%. The European cruise 
industry has two ‘circuits’ – the North Sea and the Mediterranean. Southampton is well 
placed for both of these. 
Southampton is the dominant cruise port in the UK with 50% of the market – the closest 
competitor is Dover with 17%. 2004 was a strong growth year for the port and 2005 is 
expected to surpass it easily. 
 
 
3.  Southampton Port & Cruise Business 
By the 1930’s Southampton was described as Britain’s leading passenger port. Total tonnage 
handled in 1936 only just surpasses that of cruise ships today. In the post war years decline 
was followed by growth in cruise tourism driven by the P&O and Cunard presence. The Port 
of Southampton is owned by Associated British Ports PLC (ABP) after privatisation. The 
rejection of an expansion proposal at Dibden Bay was considered a drawback for the 
company as space at the port is at a premium. Containers and car imports and exports are all 
users of dockside space as is cruise tourism in terms of parking for those passengers arriving 
by car. 
Southampton’s success as a port is clearly linked to its geographic location on the south 
coast and its sheltered approaches. It is as close to London as Dover and it has the unique 
benefit of a double tide which allows access at virtually all tidal conditions. 
ABP’s strategy in the late 1990’s was to sign up the two largest cruise/passenger operators 
on long term commitments and to bring in at least one more major player. This strategy has 
succeeded and the growth rates experienced have exceeded planned expectations. 
 
The Port currently promotes its advantages for cruise shipping as follows: 

  
�  It has three dedicated cruise terminals, each with first class reception and 

baggage handling facilities; 
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�  It has excellent road and rail links with the UK’s major cities, including 
convenient access to Southampton International Airport and to Heathrow and 
Gatwick airports; 

�  It has direct rail links to the QE11 terminal, which accommodates passenger 
trains including VSOE’s Orient Express; 

�  ABP has invested in the port to accommodate growth and improve passenger 
facilities. ABP has recently invested in excess of £10M in Southampton’s cruise 
business including the construction of a further dedicated facility. 

 
To facilitate the arrival of Royal Caribbean Line in the port ABP is expanding the City Cruise 
Terminal to meet the size requirements of the RCL vessel. 
A large number of service providers are involved in cruise operations above and beyond 
ABP. One of the key providers is CPS – Cruise & Passenger Services which has its origins in 
the company formed when the port itself ceased its stevedoring operations in the early 
1990’s. This company was formed in 2002 to specialise in the provision of cruise ship 
‘turnaround’ activities. These cover: 

�  Baggage Handling; 
�  Stores Consolidation and Handling; 
�  Mooring; 
�  Check in and other passenger handling; 
�  Car Parking – and value services such as car servicing & valeting; 
�  Port facility security provision and assessment (with another specialist). 

 
Over 500,000 tons of cruise shipping used the port in 2004 numbering 204 cruise calls. The 
number of vessels estimated for 2005 is currently 230. In addition the port received two Port 
of Call vessels in 2004. 
 
4.  Economic Impact 
There are three elements to the economic impact of cruise tourism in Southampton:  

�  Employment in cruise management and crewing; 
�  Employment in cruise supply chain industries; 
�  Employment in visitor and tourism industries.   

Each element is dealt with in turn and then the multiplier effects of each discussed. 
 
Employment in Cruise Management and Crewing 
A survey of the industry confirmed the employment of 872 workers in this sector of which 774 
were resident in Southampton or Hampshire. All are employees of Carnival PLC. 
 
Employment in Cruise Supply Chain Industries 
A two pronged approach was used here to confirm numbers – both a Top Down and Bottom 
Up approach were used. The former assessed the spend by the cruise industry in the country 
geographically and the impact on jobs this generates and the latter surveyed local cruise 
supply industries. 
Carnival spends £226m in the UK of which 26% is retained in Southampton, Hampshire and 
Isle of Wight. A total cruise industry spend in Southampton and Hampshire of £62m is 
considered to sustain 717 jobs. 
 
Employment in Visitor and Tourism Industries 
To estimate the number of jobs created by spend in visitor and tourism industries face-to-face 
semi-structured interviews were carried out with 107 cruise passengers and a further 25 
crew.  The survey form is at Appendix 1 of the report. Spend of £6.65m was generated by 
passengers and 71 jobs sustained excluding overnight stays. These in turn added a further 
£3.86m and 82 jobs. Lastly the crew spend generated 51 jobs from £4.84m expenditure. 
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The multiplier effect is then applied to all the above totals – as each of the job impacts listed 
above create further employment as income from these jobs is respent in the local economy. 
The table below summarises the total impact of the cruise industry on Southampton and 
area. 

Table: ES 1 Summary Cruise Industry Impacts for Southampton, Hampshire 
and the Isle of Wight 

 
Impact in cash 

terms £ 
Impact in jobs 

terms 

Supply chain effects 61,995,743 717 

Impact of Expenditure by Consumers 10,619,424 154 

Impact of Expenditure by Crew  4,846,029 51 

Direct Employees 71,761,638 872 

Total Expenditure 149,222,834 1,795 

Multiplier effects 53,012,565 637 

Total  202,235,400 2,432 

Source: RTP 
 
5. Port of Call V Home Port 
Home Port cruise business is based on the port being the base for cruises to start and finish 
while Port of Call business is based on the impact of cruise ships calling in for a day and 
passengers’ spending money ashore normally through organised excursions. Those within 
the industry refer to home porting as ‘shipping business’ while Port of Call is described as 
tourism business. They refer to Ports of Call for cruising as destinations rather than ports. 
They are chosen because of the attractions of the city or area and not because of the port 
facilities. Some major ports such as Barcelona and Copenhagen are both home ports and 
destinations in their own right. Southampton could not be classified in this league. 
 
Competition for Port of Call business is growing every year with almost every UK port 
promoting itself for cruise waycalls. VisitBritain through Cruise UK promotes the use of UK 
ports for port of call visits. Because Southampton is the prime home port in the UK and 
because Dover is its nearest rival the potential for Port of Call business is limited. Only 
targeted niche cruise operators on an English Channel circuit may consider calling. The 
report analyses the strengths and weaknesses, opportunities and threats to both of these 
elements of cruise tourism. 
In addition consideration is given to developing Home Port Ancillary Tourism – growing 
tourism business through targeting those between cruises and making better opportunities 
available for those going on board or finishing a cruise. 
 
The chapter concludes that Southampton is the Home Port par excellence in the UK. 
Tremendous success in growth has been achieved in the past decade and is continuing at 
breakneck speed. This is the basis of the industry for Southampton and this key fact must be 
borne in mind. Port of Call business may ‘put some icing on the cake’ but it will be at a cost 
which the port itself will not wish to bear and which would have to be shared between all the 
relevant parties. 
 
6.  Issues 
Continued growth in cruise tourism is planned for 2005 with RCL making 13 calls for the first 
time facilitated by £1.5m invested in the City Cruise Terminal. However it is necessary to 
identify what may hinder future growth of cruise business both inside and outside the port. 
These are summarised as: 

�  General Port Growth - The growth of Southampton as a port seems assured 
despite the impact of the Dibden refusal. It will however be different from that 
envisaged a year ago by ABP. The decision puts pressure on the existing port for 
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space and berths and this will increase significantly over the years. It could 
impact on the growth of cruise tourism should ABP not continue seeing cruise 
tourism as a priority. It is a long term concern only. Within the port there is little 
potential to encourage visitors because of the real pressures of space and 
potential for accidents or conflict. 

�  Port Services - The port is working well as a cruise home port from the 
perspective of turn around and management. It is not realistic to consider 
changing this unless market forces lead to a single supplier situation. 

�  City Roads & Services - The single most worrying issue arising from the 
consultations for this report is that of traffic congestion and traffic management 
related to the port and in particular to cruise passengers access from the 
motorway system, notably if there is an incident which is delaying access to the 
port or to the ships. There is a need for improved signage, welcome and 
emergency messaging systems both using the ROMANSE system and SMS 
Messaging. 

�  Marketing & Visitor Servicing – there is scope for some modest development of 
Port of Call business if organisations beyond the port authorities are agreed to 
co-operate and fund such an approach. There is also an opportunity to improve 
Home Port Ancillary Tourism business through co-ordinated activity. Visitor 
Servicing also needs improvement with again a co-ordinated approach to both 
welcome and orientation of visitors around the port and city. 

�  Where Economic Benefit Can be Improved – a Carnival Case Study is presented 
in depth in this chapter, illustrating the supply chain issues relating to the 
company’s needs and the potential that exists to grow local industry in support of 
this key company. In 2005 Carnival is to run a suppliers conference to help 
address the issues seen here.  

 
The existing cruise performance of the port can be enhanced through making it more efficient 
as a Home Port and through the port authority and partners working together to achieve an 
enhanced customer experience. There are likely opportunities for developing the impact of 
Home Port cruise business as a tourism opportunity for the city. 
There is also opportunity to develop Port of Call business in a modest way through more 
efficient marketing and business development of the city and area and through enhanced 
partnership working. 
Lastly there are a range of opportunities to improve the overall economic benefit to the city 
and close region by maximising the effectiveness of local suppliers and businesses and by 
increasing their understanding of the way that this global business operates. 
 
 
7.  Future Growth 
The future of the global cruise tourism industry is considered to be excellent. At 17 December 
2004 it was estimated that there were 22 cruise ships on order ranging from 68,000 to 
160,000 tons. Cruising forecasts suggest that by 2010 there will be 17m cruises taken - pre 
9/11 the forecast had been in the 20m area. 
 
Setting aside the issue of Dibden Bay the prospects for Southampton as a cruise port are 
good and the opportunities and growth prospects remain high. 
 
Whilst there are problems ahead stemming from the physical capacity of the port and the 
competing pressures therein, there is good reason to believe, providing the cruise sector 
remains a profitable proposition for ABP, that the port can cope with these. 
 
However capacity increases in the size of new ships will have knock on effects on the city 
itself and the ability of servicing passengers and getting them to the port safely and easily 
and without chaos in a crisis. 
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Similarly, there is a need to ensure that labour availability to meet increasing peak demands 
for cruise ship turn rounds should not become a crisis issue in the future. 
 
The implications are simply that all involved in the city and port must co-ordinate and plan for 
the future to ensure that this £200m plus industry and sustainer of nearly 2,500 jobs can 
flourish.  
 
8.  Action Plan 
The Action Plan presents a series of recommended approaches to a series of aspects of 
cruise tourism business which are related to Southampton port and area. These are: 

 
A. Co-ordination & Management 
B. Economic Improvement 
C. Managing Growth 
D. Marketing 
E. Port of Call & Local Tourism 

 
Twenty six specific action points are included in the plan and the table below summarises the 
content. 
 

Table: ES 2   ACTION PLAN SUMMARY 

 AREA ACTION            1            2          3                                4           5           6 

Co-Ordination & 
Management 

Form Cruise 
Forum 

Form Liaison 
Group 

Business Plan 
for CTDO 

   

Economic 
Improvement 

Developing 
Local 
Business 
Opportunity 

Home Porting 
Development 

Port of Call 
Development 

Maximise 
Departing 
Pax Spend 

  

Managing Growth Impact Plan Manpower 
Plan 

Port 
Development 
Understanding 

Improve 
pre travel 
service 

Improve 
information 
etc 

Improve 
Welcome 

Home Port / 
Visitor 
Satisfaction 

Research 
Customer 
Base 

Travel Agent 
Research 

Pre Departure 
Product Dev. 

Joint 
Marketing 
/Guide 

As above As Above 

Port Of Call Business Plan 
for CTDO 

Evaluate 
Cruise Europe 

Target Cruise 
Lines 

Develop 
Value 
Added 
product 

Inaugurals 
Action Plan 
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1. Introduction 

1.1 Background 

TTC International - in association with Roger Tym & Partners - was appointed by the 
Southampton Partnership, through Southampton City Council to undertake a study of the 
economic impact of cruise tourism in the City and surrounding area and to prepare a 
strategy for the further development of cruise tourism for the port and city. Southampton 
is the UK’s leading cruise port and has had another outstanding performance in 2004 
which is set to be surpassed in 2005. This project has been funded by the South East 
England Development Agency (SEEDA) as part of its devolved funding programme. 
 
Southampton port has been known across the world for many decades as the 
transatlantic gateway to the UK and perhaps Europe. As the home port of ‘the Queens’ it 
captured the imagination and romance of sea travel. However, the seafaring world has 
changed much of late and cruise tourism has become the world’s fastest growing tourism 
product. Southampton has shared in this growth and indeed led the way for much of the 
past two decades. However there is concern in the city that perhaps cruise tourism is not 
valued as it should be and that there is no excuse to ‘rest on the laurels’ now that the city 
has achieved predominance in the UK industry. Sustainability and management of growth 
of the industry are the watchwords. 
 
Lastly there is the issue of ‘Port of Call’ tourism where cruise ships call for a day and 
flood the city or area with tourists. Southampton has not shared in this tourism segment 
and this study examines the reasons why and what the potential realistically will be. 
 

1.2 Terms of Reference 

The Terms of Reference of the study are attached in full as an Appendix. Here they are 
summarised to give an understanding of the required work and outputs. The purpose of 
the study is to: 

�  Increase the knowledge and understanding of decision makers in the public and 
private sectors of the way in which the industry works; 

�  Understand the scale and contribution that cruise shipping makes to the local 
economy; 

�  Strengthen Southampton’s competitive position to meet the needs of cruise 
shipping companies, passengers and crews; 

�  Assist businesses in Southampton to secure additional economic benefit from the 
cruise industry and contribute towards local economic benefit. 

The research is to; 
�  Provide a reliable estimate of the current value of the cruise industry to the city 

and city region (including jobs); 
�  Provide a description of the relationships within the industry particularly as they 

apply to the supply chain; 
�  Forecast the future potential for growth in the industry and the potential for 

Southampton to share in that growth; 
�  Identify local issues associated with the retention and growth of the industry in 

Southampton including both within the port and across the city; 
�  Make recommendations in respect of the development of the industry within 

Southampton and in particular how this can be translated into additional 
prosperity for Southampton businesses and residents focusing on infrastructure, 
physical environment, marketing and business development. 

 
 

It was anticipated that recommendations would focus on: 
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�  Improvements required to infrastructure within the port and within 
Southampton itself in order to satisfy existing customers and provide 
additional capacity and services to meet changing demands; 

�  Opportunities for Southampton businesses to compete and grow in providing 
services to the cruise line companies; 

�  Issues associated with the image of Southampton, improvements to 
attractions and communications. 

 
The consultants wish to place on record their appreciation for the guidance from the 
Steering Group and for the access given to the port for survey work and the enthusiastic 
response to the many requests for meetings and data. 
 

1.3 Definitions 

It is valuable at this point to stress the differences between two aspects of cruise tourism 
which are almost as different as two separate industries – these are – Home Port Cruise 
Tourism and Port of Call Cruise Tourism. The difference is as follows: 
 
Home Port Cruise Tourism – this is the most eagerly sought type of cruise tourism as it 
means that cruises will start and probably finish in the home port. Passengers embark 
and disembark their cruise ship and the port provides the necessary infrastructure for 
this. In modern times the crew are unlikely to come from the home port but some officers 
may do.  Regular home port business can provide major employment opportunities both 
directly and indirectly at a port and can also provide a regular spectacle for visitors to the 
port. However the passengers will not be very visible within the home port as they are 
either heading for the ship or heading home. Local hotels may benefit as will local taxi-
drivers, airports and rail connections. On a wider scale the home port businesses can 
benefit through the supply of goods and services to the ships. This provisioning and turn 
round of each ship will all take place between early morning and late afternoon. 
Southampton is the UK’s largest home port. Those within the industry describe home 
porting as ‘shipping business’ as opposed to Port of Call which is described as ‘tourism 
business’. 
 
Port of Call Cruise Tourism – in contrast to home porting this business is based on a 
ship calling at a port and the passengers spending a day in the port city or local area. 
This may be on a regular circuit for the summer season or on an ad hoc basis as cruise 
ships move to and from Europe at summer beginning and end. Most UK and European 
ports are now competing for Port of Call business and offer added value for the visit 
through providing entertainment on shore for passengers or through complimentary 
buses or hospitality. Organisations such as Cruise Europe, Cruise UK and Cruise Ireland 
vie for Port of Call business for their members. This business is not as lucrative as home 
porting and it must be noted that a successful home port is unlikely to have a large Port 
of Call business as it is the start and finish of the cruise! 
Those within the industry describe Ports of Call for cruising as destinations rather than 
ports. They are chosen because of the attractions of the city or area and not because of 
the port facilities. They are part of the selling point of the cruise and destination Ports of 
Call may have the ship lie off the port and passengers come ashore by tender. 
Some ports are both home ports and destinations in their own right – Copenhagen and 
Barcelona for example which may be described as World Class cities. Southampton does 
not in reality enter this league. 
While this study focuses principally on Southampton’s role as a Home Port it will also 
examine what can be done to improve Port of Call business as well. 
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1.4 Methodology 

The methodology used for the study can be divided into two parts – that for economic 
impact and that for the cruise strategy. 
 
Economic Impact 
The detailed methodology used is set out in Chapter 4. Particular thanks are due to 
Carnival without whose co-operation the work would have been impossible. 

 
Cruise Strategy 
Here the work began by carrying out an analysis of the current state of world cruise 
tourism, industry trends and data gathering. Such data was replicated for both Europe 
and the UK. This provides essential background data to inform future forecasting. 
Within Southampton meetings were held with all of the key players in the industry and 
where possible data was collected from every source. A list of consultees is included as 
Appendix 5. Issues were raised and debated and possible solutions considered. Further 
afield discussions were held with organisations such as VisitBritain and Cruise UK. 
Selected travel agents and industry bodies were also contacted as were tour operators 
specialising in cruise excursions.  
A Workshop was held with the Steering Group in December 2004 and the general thrust 
of the work debated. Participants in the Workshop are listed at Appendix 6. 
 
A Draft Report was circulated for discussion prior to the preparation of the Final report. 
 

1.5 Layout of the Report 

The layout of the report is as follows: 
 

1. Introduction 
 
2.   The Cruise Industry 
 
3.   Southampton Port & Cruising 
  
4.   Economic Impact      
  
5.   Port of Call Concept 

 
6. Issues 
 
7. Future Growth 

 
8. Action Plans 

 
 EXECUTIVE SUMMARY   
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2. The Cruise Industry 

2.1 Introduction 

Cruise tourism is arguably the world’s most glamorous element of tourism. The romance 
of the ships and the sea coupled with the perceived luxury and quality of the product 
provides an aura of affluence and relaxation that most would like to try out. However it is 
not this that draws investment into this fast growing tourism sector but rather the success 
and growth rates which are projected to continue their inexorable upward rise for many 
years to come. 
As will be seen the growth has not been confined to any one part of the globe and now 
involves Europe as a major player for perhaps the first time. The UK has led the way in 
Europe and within it the Port of Southampton has been in the vanguard of growth. 
In the following section the analysis of the cruise industry is based first on a world and 
North American perspective, followed by Europe and then the UK. Within the UK the 
position of Southampton will be established. This is followed in Chapter 3 by a detailed 
examination of the port itself and its recent growth and circumstances. 
 

2.2 World Overview 

The Cruise Lines Industry Association (CLIA) is the representative body of most of the 
world’s cruise lines and a definitive source of data from its members. The number and 
ownership of cruise ships is a constantly changing set of data and therefore every 
‘definitive’ figure is accurate for quite a short time. With this caveat the following snapshot 
of world cruise statistics is provided using CLIA data as a principal source. 
 
Key World Data: 
 

�  339 cruise ships; 
 
�  296,000 passenger berths; 
 
�  1/3 of ships less than 500 berths; 
 
�  64% of cruise ships are owned by the top ten cruise Brands; 
 
�  Carnival, Royal Caribbean and Star/NCL control 35% of ships and 68% of 

berths; 
 
�  60% of their ships are of 2,000 passengers plus and a further 24% 1,500 to 

2,000; 
 
�  Carnival is the largest single cruise company and owns the P&O, Princess 

and Cunard brands as well as nine others; 
 
�  19 cruise ships were on order in early 2004 with mega ships each of over 

3,000 berths predominating; 
 
�  Eleven new ships were to be introduced in 2004 with average size just fewer 

than 3,000 berths. 
 

These statistics give a snapshot of a major industry which is changing and growing year 
by year if not month by month. 
It is necessary to understand what this means in terms of passengers and business: 
 

�  12.2m cruises were booked in 2003 and some 13.4m forecast for 2004; 
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�  Of this some 8.2m were booked in North America; 
 
�  Security issues post 9/11 have increased what is known as Homeland 

Cruising – with US citizens preferring not to fly to ports overseas or at home 
– more US cruise home ports emerged; 

 
�  Occupancy rates of cruise ships were projected around 93% overall for 2003; 
 
�  The UK is the next largest cruise market after North America and in 2003 just 

over 1m cruises were sold – a 12% rise on 2002 of which 954,000 were 
ocean-going; 

 
�  Germany is the next largest cruise market with some 540,000 sales in 2003; 
 
�  Spain is the fastest growing European cruise market. 
 

These data encapsulate the world cruise industry and its overall performance. Full 2004 
data will be available shortly and will reflect continuing growth including that from and in 
the UK. 
Table: 2.1 Cruise Performance Quarters 1 & 2 2004 and 2003 

 2004 2004 2003 2003 003 2003 2003 

 Q1 Q2 Q1 Q2 Q3 Q4 Annual 
North 
American 2,071,797 2,255,975 1,939,841 1,973,591 2,100,000 1,986,568 8,000,000 

Foreign 348,124 348,569 277,600 376,823 500,000 353,868 1,508,291 

TOTAL 2,419,921 2,604,544 2,217,441 2,350,414 2,600,000 2,340,436 9,508,291 

Source: CLIA 
Quarters 1 & 2 in 2004, show healthy growth rates over equivalent quarters of 2003 of 
9.1% and 10.8% respectively. 
 
Port Data 
The 2003 data for US ports were as follows: 
 
Table: 2.2 Cruise Passengers by North American Ports 2003 ‘000 

Port 2003 2002 2001 
 

Miami 
Port Canaveral 
Fort Lauderdale 
San Juan 
Los Angeles 
Vancouver 
New York 
Tampa 
Galveston 
New Orleans 
All other ports 

        
    1,865 
    1,116 
    1,078 
       571 
       515 
       460 
       424 
       418 
       377 
       297 
    1,160 

           
    1,899 
    1,036 
    1,065 
       582 
       538 
       501 
       293 
       323 
       271 
       256 
       883 

            
     1,710 
        885 
        877 
        717 
        586 
        486 
        220 
         274 
         150 
         124 
         598 

     8,283      7,645       6,626 
Source: US Maritime Administration, Office of Statistical & Economic Analysis 
 
Clearly Miami outstrips all the other ports in North America and Florida dominates the 
cruise market with its proximity to the main Caribbean cruise circuit. These are the largest 
cruise ports in the world. (Southampton in contrast had 469K passengers in 2003 placing 
it behind the Florida ports, San Juan (Puerto Rico) and Los Angeles and on a par with 
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Vancouver which is a major Alaskan cruise home port. In European terms it lies well 
behind ports such as Barcelona, Genoa and Venice. 
 
It should be noted that there are at least three differing sets of cruise port statistics 
available one of which (ShipPax) attributes the highest number of passengers to Port 
Canaveral. Both Port Everglades and Port Canaveral appear to interpret passenger 
numbers in a much looser definition than is generally accepted in the industry, confusing 
departing and arriving passengers and so forth. The above statistics in Table 2.1 may be 
used safely for comparison with European and GB ports. These are almost entirely home 
port statistics in the case of the major Florida ports whereas others may have a mixture of 
home port and port of call business. 

 
Cruise Lines 
Appendix 2 lists the cruise lines of the world split into Passenger Shipping Association 
Members and others. Once again this is a snapshot taken for early 2004 and the picture 
will have again changed. It does not take into account ownership and brands and this will 
be addressed later on. The number of ships indicated may also have changed as the 
season moves on and positioning for the next takes place, taking into account the arrival 
of new builds and disposals. 

 
As the Appendix runs to several pages listing fifty seven companies/brands and their 
spheres of operation and numbers of ships we have summarised this information into the 
‘Premier League’ below. Excluded from the list are Peter Deilmann which is a German 
river cruise company and the Norwegian Hurtigruten which cruises the coastline and 
which operate 12 and 9 vessels respectively. 
 
Table: 2.3 Major Cruise Lines & Ships 2004 

 
Cruise Line 
 

 
Main Trading Area 

 
Ships 

 
Carnival  

Carib, Mexico, Alaska, 
Bahamas. 

 
 19 

 
Celebrity 

Carib, Europe , Alaska , 
Bermuda, Med. 

  
  9 

 
Costa 

Med, Carib, S.Amer, 
Europe, Baltic 

  
 10 

 
Holland America 

Carib, Alaska, World 
Wide, Europe.  13 

       
      NCL Norwegian Cruise Line 

Carib, Europe, S Amer, 
Hawaii  10 

      Princess Cruises 
Carib, Alaska, W Wide , 
Pacific, Med.  11 

      Royal Caribbean International  
Carib, Alaska, Med, Bah, 
W Wide.  16 

      Star Cruises 
SE Asia, Australia, China, 
Sing, Malay.    8 

Source: PSA & Consultants Research 
  
 
 
Lastly, within the industry it is important to understand the significance of Carnival which 
has a major presence in Southampton. Carnival is a corporation that has grown from 
small beginnings to become the most significant cruise company in the world. 

 
Carnival operates the following brands: 
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Table: 2.4 Carnival Brands 2004 

 

 
     

   

 

 
 

  

 

 
  

 

 

 

 
 

 
These brands comprise many of the best known names in the shipping world and 
embrace North America, the UK, Italy, Germany and Australia. 
Carnival operates its P&O, Cunard, Princess and Swan Hellenic brands out of 
Southampton with dominance by P&O and Cunard. Ocean Village is a UK brand but 
passengers fly from the UK to either the Mediterranean or the Caribbean. 
 
The Carnival Corporation website sums up the company as follows: 
 
� Headquartered in Miami, Florida, U.S.A., Carnival has more than 65,000 employees 
worldwide. We operate a fleet of 75 ships, and we have another 9 ships scheduled for 
delivery by mid- 2006. With 123,000 berths and almost 55,000 crew members, there are 
roughly 175,000 people at sea with Carnival at any given time. Our combined vacation 
companies attract 5.4 million guests annually”. 
 
The company was originally founded in 1972 and since 1989 began a process of 
takeovers of major brands, culminating in the high profile merger in 2003 with P&O 
Princess Cruises. 
In the third quarter of 2004 the corporation’s assets were US$26,000,000. Net sales in 
the same quarter were US$2,000,000. 
 
The importance of Carnival in world and UK cruising cannot be underestimated. 
In comparison Royal Caribbean/Celebrity Cruises has 29 ships with one on order for 
2006 and Star/Norwegian Cruise Lines operates 14 ships under the NCL banner. The 
company is owned by Hong Kong’s Star Cruises which makes the claim of being Asia –
Pacific’s leading cruise line and the group is the third largest in the world. 
 
Future Prospects 
There is widespread agreement that cruise tourism will continue to grow strongly on a 
worldwide basis. Clearly disasters such as the Indian Ocean tsunamis will have some 
effects in that area although the Caribbean hurricanes of 2004 scarcely caused any 
faltering of growth there. Four cruise ships were reported in the tsunami area and none 
were affected by them.  
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At 17 December 2004 it was estimated that there were 22 cruise ships on order ranging 
from 68,000 to 160,000 tons. Cruising forecasts suggest that by 2010 there will be 17m 
cruises taken - pre 9/11 the forecast had been in the 20m area. Cruise ships carrying 
5,000 passengers are at the planning stage such as those in Carnival’s Pinnacle Project. 
The single worry most often expressed as threat to future growth is that of a major 
terrorist incident. 
 

2.3 European Cruise Tourism 

Europe including the UK accounted for 18% of world cruise tourism in 2003. Europe is 
also important to the cruise industry as the vast majority of cruise ships are built in 
France, Italy, Germany or Finland. Norway builds some smaller vessels but sadly the UK 
builds none at all. However, Southampton is well placed and has significant experience in 
inaugurals for many companies, which bring prestige and attract large numbers of key 
players in tourism to the city.  
 
            Table: 2.5 Share of European Cruise Market 2003 

Country         % 
UK 
Germany 
Italy 
France 
Spain 
Others 

       40 
       21 
       14 
         9 
         8 
         8 

Total      100 
                        Source: Annual Cruise Review 2003 
 
These statistics are estimates of market share and the UK figure will be discussed in 
greater depth later. 
 
The European cruise market has several elements: 
 

�  Cruises taken by European residents – within European waters; 
�  Cruises taken by European residents – outside European waters; 
�  Cruises taken by overseas residents within European waters; 
�  River cruises – which are not discussed in this report. 
 

Market demand is met in several ways: 
 

�  Cruise lines dedicated to a particular nationality in Europe – such as Carnival’s 
Aida brand for the German market or Carnival’s Costa brand for the Southern 
European market. There is no dedicated French cruise line; 

�  US brands cruising in European waters aimed at North American ‘cruisers’ on 
fly cruise such as Princess; 

�  UK brands cruising in European waters for UK residents principally such as 
P&O; 

�  Some smaller brands such as Louis in Cyprus aimed at multi national markets. 
 

The European cruise industry operates on two circuits - roughly the Northern or North 
Sea/Baltic circuit and the Mediterranean circuit. This latter has focused mostly on the 
Western end of the Mediterranean of late due to the Middle East situation. This has also 
had a severely depressing effect on the short cruise market from Cyprus to Egypt or the 
Holy Land. 
 



Southampton Cruise Tourism  
 

 
 

TTC International & Roger Tym & Partners April 2005 

14 

Excluding UK and Ireland ports, cruise ships called at 135 European ports in 2003. These 
ranged in numbers from just over 1m passengers from 717 ships at Barcelona to 1,673 
passengers from 4 ships at Nantes. Almost every port reported strong growth in 2003 
after some falls in 2002 due to the 9/11 syndrome. 
 
The table below sets out the recent performance of selected European ports with an 
emphasis on the largest and those closest to the English Channel. 
 
 
Table: 2.6 Selected European Port Data 2001- 3 

Port              2001                  2002                 2003 
 Pax Calls Pax Calls Pax Calls 
Southampton 353,950 168 386,000 176 469,564 202 
Amsterdam 
Antwerp 
Barcelona 
Bergen 
Bremerhaven 
Calais 
Cherbourg 
Copenhagen 
Dunkurque 
Genova 
Hamburg 
Le Havre 
Helsinki 
Kiel 
Las Palmas  
Lisbon 
Napoli 
St Malo 
Stockholm 
Talinn 
Venice 
Zeebrugge 

108,924 
  30,289 
654,806 
104,766 
  58,681 
    3,189 
  15,884 
232,000 
    7,733 
471,245 
  16,584 
  62,841 
146,972 
  51,128 
  83,162 
148,857 
433,890 
  12,714 
152,255 
134,176 
526,436 
  55,683 

108 
  41 
544 
195 
  59 
  10 
  14 
115 
  13 
276 
  37 
  71 
190 
  72 
105 
237 
360 
  39 
180 
175 
308 
  45 

121,600 
   5,547 
843,686 
123,369 
  49,765 
   1,789 
 16,482 
173,000 
    2,743 
567,506 
 25,452 
  40,674 
127,219 
 65,940 
100,946 
164,259 
485,072 
 19,560 
131,653 
127,392 
507,547 
  27,756 

  75 
  14 
633 
192 
  54 
    6 
  12 
176 
    5 
359 
  62 
  39 
186 
  74 
160 
218 
417 
  29 
173 
165 
332 
  22 

     96,113 
     10,235 
1,054,412 
   136,650 
     61,603 
       3,101 
     20,793 
   268,391 
       3,241 
   615,800 
     27,000 
   100,762 
   161,332 
     93,172 
   132,734 
   209,331 
   613,609 
     20,226 
   167,808 
   204,151 
   689,836 
     37,268 

  86 
  12 
717 
210 
  59 
    7 
  16 
246 
    6 
363 
  58 
  50 
192 
  80 
182 
264 
465 
  38 
  201 
236 
450 
  23 

Source: Collected Port Data 
 
The largest ports such as Barcelona, Venice and Naples are both home ports and major 
ports of call – the ‘destination’ home ports. Data for these ports do vary as well as for 
some US ports and this is particularly likely where there is a mixture of home porting and 
port of call. Double counting of departing and arriving home port passengers is more 
likely. 
 
Clearly the Mediterranean ports dominate the scene in terms of numbers but Northern 
ports are growing rapidly as the industry expands. Some that are purely Port of Call are 
at the whim of the market and may find that their growth peaks very quickly. 
 
It is the major ports such as Copenhagen and Stockholm that appear to pose the most 
threat to Southampton in terms of capacity, facilities and international connections. 
Copenhagen has not built a cruise terminal but uses the ballroom of a major hotel as the 
check in facility for the port. Whether this is along term solution remains to be seen but it 
appears to work well at the moment. 
 
The importance of the European cruise market has been recently illustrated by the fact 
that for Summer 2005 Celebrity Cruises will for the first time not keep a ship in the 
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Caribbean but transfer all to the European market. This represents the buoyancy of this 
market and its current strength – the Celebrity Century move was only announced in late 
December 2004 although it had advertised for the Caribbean and had bookings taken. 

2.4 UK Cruise Market 

With the UK passing 1m sales of cruises in 2003 a milestone of sorts was reached. Of 
these some 964,000 were sea cruises and the rest river cruises. The sea cruising 
increase for the year was over 17% and this rate is likely to have increased in 2004. One 
third of this growth was attributed to P&O’s launch of its Ocean Village brand which is fly 
cruise to the Mediterranean or to the Caribbean. Cruise sales in 2003 represented 4.9% 
of package holidays sold compared with 2% a decade before. 
Revenue in the UK cruise industry topped £1billion in 2003 with an increase of over 11% 
on 2002. Growth occurred in all cruise segments whether ex UK, fly cruise, expedition 
cruises or luxury. 
 
The majority of cruises bought by UK residents are fly cruises rather than departing from 
a UK port. 78% of bookings in 2003 were fly cruises. However the largest increase in 
2003 was in Western European cruises originating in the UK reflecting the growth of 
cruises available often from Southampton. This trend is thought to have continued in 
2004 and will increase again in 2005 with the entry of Royal Caribbean to the 
Southampton originating market. 
 
The origin of UK cruise passengers is widespread but the domination of London and the 
South East is slowly diminishing. This may increase the pressure to home port some 
vessels outside the south coast ports. 
 

Table: 2.7Growth in UK Cruise Passengers 2002-2003 

0
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  Source: Cruise UK 
 
UK originating passengers grew at 28% while foreign passenger growth was ten per cent. 
Cruise UK indicates that in the period 2000-2003 UK departing passengers grew by 46%. 
Foreign passengers are those who travelled to the UK to begin their cruise or who ended 
it in the UK – transatlantic Cunard passengers form a major element of this group. 
In the same period the number of cruise ships calling at UK ports rose from 67 to 87 and 
the number of cruise lines using UK ports rose from 33 to 46. At the same time the 
number of cruise ports utilised rose from 36 to 40. Some of course had very low levels of 
cruise business. 
 
Table 2.8 below illustrates the growth in UK port cruising in recent years. The data are as 
supplied to Cruise UK and in some cases mix Port of Call and Home Port data. 
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The table illustrates clearly the dominant position of Southampton in the UK cruise 
market with 50% of the market – the nearest competitor Dover had only 17%. As 
will be seen later Southampton’s growth continued significantly in 2004. 
 
 
 
 

Table: 2.8 UK Cruise Port Visits 2000-2003 

 2000 2001 2002 2003 

 Pax Calls Pax Calls Pax Calls Pax Calls 

Aberdeen 1,001 12 276     3 868 6 609 8 

Barrow 504 1     700 2 

Belfast 6,344 7 7,703    15 5,800 10 10,813 10 

Douglas  8 4,263    13 2,829 9 2,450 8 

Dover 143,000  111 145,737  112 134,000 89 162,650 117 

Falmouth 3,687 10 9,720    22 22,067 25 35,390 41 

Guernsey 20,700 52 28,977    73     

Harwich 54,500 32 36,000   43 78,000 51 100,000 57 

Invergordon 10,235 23 13,964   25 12,889 21 13,495 23 

Kirkwall   16,000   50 16,444 49 20,887 58 

Lerwick 9,941 40 11,601   42 10,864 37 16,008 48 

Liverpool 1,630 1 1,200    4     

London 6,108 24 8,400   30 12,158 30 11,142 28 

L’derry 2,000 6 1,827    6 3,612 8 1,348 6 

Milford Haven 76 1 384    2 480 3 2,000 4 

Orkney 14,832 57 15,970  52     

Peterhead 385 2 1,420   4 1,040 4 237 3 

Plymouth 16,000 19 9,212  12 8,000 10 10,675 10 

Poole   80   1 339 3 225 3 

Portree 1,495 9 1,157    5 280 3 2,925 10 

Portsmouth 540 3 1,619  16   639 2 

Shetland 11,265 61 12,729  54 10,864 37 16,008 48 

Soton 326,000 150 353,950 168 386,000 176 469,564 202 

St Peter 20,641 61 28,977   73 21,000 43 45,000 71 

Stornoway 1,218 11 2,176   13 3,872 17 3,174 13 

Stromness   74   2 243 4 275 4 

Tilbury 2,031 7 3,391  10 6,947 18 10,368 25 

ALL UK PORTS 654,133 708 716,807 850 738,596 653 936,582 801 

Source: Cruise UK 
 
 
In the following table the data are presented from 1997 to illustrate a longer growth trend 
and pattern. Only the key home ports are illustrated in this table. 
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Table: 2.9 Longer Term Cruise Trends Home Ports UK 
 
Port 

 
 1997 

 
  1998 

 
  1999 

 
  2000 

 
  2001 

 
 2002 

 
  2003 

 
Dover 
 
Harwich 
 
Southampton 
 

 
140,625 
 
  45,900 
 
211,000 
  

     
147,000 
 
  55,719 
 
266,000 
 

     
153,000 
 
  77,000 
 

 245,598 
   

     
143,000 

 
  54,500 
  

 326,000 
 

     
145,737 
 
 36,000 
 
353,950 
 

    
9134,000 
 
  78,000 
   
386,000 
   

 
162,650 
 
100,000 
  
469,564 
   

Source: As above 
 
It may be seen from these tables that Southampton after a slight fall in 1999 has 
consistently led the growth of UK cruising while the key competitors of Dover and 
Harwich have experienced varying fortunes. 
 
The Southampton growth continued in 2004 with some 203 calls and 550,000 
passengers. 
 
Southampton, Dover and Harwich are the key Home Ports with almost all of the others 
Ports of Call. Some small scale home porting may commence at places such as 
Liverpool, Newcastle, Leith and Belfast as market changes are rung with more 
competitors entering the market place and product diversification sought. Thomson 
Holidays – a new market entrant at the ‘popular’ end used Newcastle in 2004. Aberdeen 
is attempting to win some of Invergordon’s business! 
 
 
To complete the British Isles picture table 2.10 below shows the Republic of Ireland port 
calls and passenger numbers for the 1997-2003 period. 
 
Table: 2.10 ROI Port Calls and Passenger Numbers 

Ports 1997 1998 1999 2000 2001 2002 2003 

Cork  - Pax 17,032 19,481 16,296 9,934 16,125 19,692 23,000 

  Calls 23 28 18 18 24 26 31 

Dublin  - Pax 22,000 16,500 22,000 17,000 28,000 30,000 35,000 

  Calls 39 37 36 30 61 49 52 
Dun 
Laoghaire  - Pax  120   1,898 1,948  

  Calls  2 1  1 2  

Waterford  - Pax   5,102 4,192 9,253 9,492 9,704 

  Calls   13 12 26 19 16 

Source: Port Statistics – Cruise Ireland 
 
The Irish ports are almost exclusively ports of call although there is a possibility of some 
cruises picking up at Cork or Dublin in 2005. 
 
 
 
UK Summary 
The cruise market is buoyant in the UK and ports are benefiting from the growth in the 
market and increased popularity of cruising. Companies such as Carnival are broadening 
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the scope of the market by introducing new brands such as Ocean Village or Island 
Cruises in the case of Celebrity and First Choice. Cruise holidays are changing in 
character with increasing numbers of 5 – 10 day cruises and 14 day + cruises reducing 
as a percentage but still increasing in numbers. The market is becoming increasingly 
segmented with brands developing at all price points. Some cruise commentators stated 
that 2005 would be a ‘bloodbath’ because of the new entrants into the UK cruise market. 
This is overstating the case but certainly competition has never been as fierce. 
 
Southampton is the leading UK cruise port and in Chapter 3 the reasons for this are 
examined. 
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3. Southampton Port & Cruise Business 

3.1 Background 

Southampton’s passenger port heyday is probably remembered as the 1930’s when it 
was considered the principal port of the Empire. The port has a very long history dating 
back to Norman times when wine and wool were its principal products. In the 15th 
Century the Genoans landed all their goods at Southampton. The first dock was opened 
in 1836 and in 1892 the London & South Western Railway acquired the port. By the 
1930’s the port was being described as Britain’s premier passenger port and fourth port 
in respect to freight. Statistics for 1936 show, that it handled 46% of the country’s 
passenger traffic. Other data for that year are at Table 3.1 below: 
 

Table: 3.1 Southampton Port Data 1936 

Passengers  in and out        560,000 
Visitors to the Docks and Liners        500,000 
Cruise Passengers          70,000 
Passenger Trains Handled            2,500 
Shipping Lines                 32 
World Ports Served               160 

  Source: Port Cities 
 
The reasons attributed to its success in 1936 were its location; the five feet average 
difference between high and low tide and the port approaches being over 600ft wide. 
These reasons remain valid today. Total ships tonnage handled that year was 18.5m 
gross tons, which is just over the current cruise ship tonnage. 
Southampton was a prime target in World War 2 and suffered much from enemy 
bombing. It also had a key role as a port for transatlantic trooping and replenishment and 
for the D Day invasion. 
In the post war years there was both renewal and decline in the traditional passenger 
business as the transatlantic jets finished off the passenger trade to a large extent. Only 
the building of the QE11 Terminal and the continuing presence of Cunard and P&O 
allowed the port to continue its passenger and growing cruise trade. 
The statistics seen in Chapter 2 indicate how the port retained its competitive advantage 
and outpaced its competitors in the development of home porting for cruise ships. 
 

3.2 The Port Ownership 

Following the post war nationalisation of the railways most of the ports of Britain were 
nationalised and remained in state control for many years. During the Conservative 
Government period under Mrs Thatcher the port company was privatised and became 
Associated British Ports PLC. 
ABP is the largest port operator in the UK running 21 ports in the country ranging from 
Hull and Immingham to Troon to Plymouth to Cardiff. The company also runs four US 
ports. 
It’s interim Annual Report for 2004 reports a Group Turnover of £228m – up 16% on 
2003. UK ports and transport turnover was reported as £182.2m with underlying 
operating profit before tax of around £70m.  
However Group Profit before tax was reduced by 69% due to the £44.9m being written off 
as costs of “the Government’s rejection of the Dibden Terminal development”. This 
development was of course associated with the Port of Southampton. 
The interim Annual Report says of trade at Southampton: 
“Turnover increased by 5%. Reduced grain export volumes were more than offset by 
growth in container and roll on/roll off traffic, export vehicle volumes and cruise ship 
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calls….Southampton continued to build its reputation as the UK’s number one cruise port, 
receiving a record 86 cruise ship calls over the first six months of the year (2003: 76) and 
winning three awards at the world’s largest annual cruise conference at Miami”. 
 
ABP does not detail any financial indicators or performance indicators for any of its ports. 
Only consolidated financial data is available therefore no financial data for Southampton 
were available to us for this study. This position was fully understood before work on the 
project commenced. Although port charges for freight are published none are published 
for cruise ships, therefore it was not possible to estimate turnover from this direction. The 
approaches taken to compensate for this absence of key data are detailed in Chapter 4. 
 
The port’s performance overall has been sound and in our discussions the key issue for 
the owners and management is satisfying the competing demands for space in the docks 
area. Containers and car imports and exports are all users of dockside space as is cruise 
tourism in terms of parking for those passengers arriving by car. 
 
The rejection of the Dibden Terminal proposals for expansion may come to play a part in 
the general direction of the port over the next decade or so as on-shore space becomes 
even scarcer. 
 

3.3 Southampton as a Cruise Port 

Historical circumstances allowed Southampton to develop a key role in the cruise 
industry. Many traditional industries given the chance to adapt to change failed to do so 
but Southampton port did not – it adapted and flourished. As the transatlantic liners were 
laid up only a few survived and others converted to the emerging cruise business. This 
business has effectively grown from zero in the mid 60’s to the multi billion dollar 
business described in Chapter 2.  
 
Southampton’s success as a port is clearly linked to its geographic location on the south 
coast and it sheltered approaches. 
The map below illustrates the point: 
 
Map 3.1 Southampton General Location 

 
 
It is as close to London as Dover and it has the unique benefit of a double tide which 
allows access at virtually all tidal conditions. 
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Its geographic location from a cruise perspective means that it is convenient for cruises 
heading for the Mediterranean and for cruises heading to the North/Baltic Seas as well as 
round Britain and Ireland. This geographic excellence is a major natural benefit as is the 
sheltered approach to the port which becomes even more significant as the size of cruise 
ships increase. 
 
The relevant port data for cruise ships may be summarised as in Table 3.2 below: 
 
  Table: 3.2 Southampton Cruise Port Data 

Distance from major shipping lanes 28 miles 
Depth of main channel 12.6m at low water 
Hours of rising water in every 24 17 
Maximum tidal range  4m 
Quay walls - lowest astronomical 
tide 

 6.25m above 

Pilotage and harbour patrol  24 hours 
QE11 Terminal – 508m length  10.5m water 
Mayflower Terminal – 350m length  10.2m water  
City Terminal - Upgrading  10.2 m water 

  Source: CPS 
 
 
ABP’s strategy in the late 1990’s was to sign up the two largest cruise/passenger 
operators on long term commitments and to bring in at least one more major player. This 
strategy has succeeded and the growth rates experienced have exceeded planned 
expectations. 
 
The Port currently promotes its advantages for cruise shipping as follows: 
  

�  It has three dedicated cruise terminals, each with first class reception and 
baggage handling facilities; 

�  It has excellent road and rail links with the UK’s major cities, including 
convenient access to Southampton International Airport and to Heathrow and 
Gatwick airports; 

�  It has direct rail links to the QE11 terminal, which accommodates passenger 
trains including VSOE’s Orient Express; 

�  ABP has invested in the port to accommodate growth and improve passenger 
facilities. ABP has recently invested in excess of £10M in Southampton’s cruise 
business including the construction of a further dedicated facility. 

 
To facilitate the arrival of RCL in the port ABP is expanding the City Cruise Terminal to 
meet the size requirements of the RCL vessel. 
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Map 3.2: Southampton Port 
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The three cruise terminals are as follows: 
 

�  QE11Terminal located where the Cunard liners traditionally were berthed, in the 
Eastern Docks; 

�  Mayflower Cruise Terminal essentially used for P&O in the Western Docks; 
�  City Cruise Terminal used extensively by Fred Olsen and now RCL in the 

Western Docks. 
  

Two separate road approaches are needed to the terminals – one to the QE11 Terminal 
by Dock Gate 4 and one to the Mayflower or City Terminals by Dock Gate 10. 
 
As Southampton is a busy freight port there is no facility for ‘meeters and greeters’ to 
come in and watch the ships or for sightseers to simply watch the ships. However there 
are aspects of the ships possible from vantage points within the city and across the river. 
Passengers within the port also have a continuous flow of truck/freight traffic to contend 
with and need to drive and walk with care. 

3.4 Cruise Operations 

A large number of service providers are involved in cruise operations above and beyond 
ABP. 
One of the key providers is CPS – Cruise & Passenger Services which has its origins in 
the company formed when the port itself ceased its stevedoring operations in the early 
1990’s. This company was formed in 2002 to specialise in the provision of cruise ship 
‘turnaround’ activities. These cover: 
 

�  Baggage Handling; 
�  Stores Consolidation and Handling; 
�  Mooring; 
�  Check in and other passenger handling; 
�  Car Parking – and value services such as car servicing & valeting; 
�  Port facility security provision and assessment (with another specialist). 
 

The following table summarises the operations involved in cruise ship turnarounds at 
Southampton bearing in mind that this can involve 3,000 passengers arriving and 3,000 
departing using parked cars, taxis, coaches, and being dropped off by friends and family. 
All of these operations take place in a short ‘window’ between 7am and 5pm. 
 
CPS does not have a monopoly supply of these services and they are provided directly 
by some of the lines and by other specialist companies. 
. The table below indicates a typical day’s activities: 
 
  Table: 3.3 Cruise Ship Turnaround Activity 

Time Passengers Stores 
07.00 Ship Berths Removal of used stores/ containers begins 
08.30- 45 Baggage Off  
09.00 Furtherest destinations 

disembark 
 

11.00 Disembarkation complete 
(depends on numbers) 

 

12.00 Check in Opens  
13.00 First passengers on board  
16.00 Last passengers on board Completion of storing 
17.00 Sail  

 Source: Consultations 
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Stores are a major part of the operation and a new vessel such as the P&O Adonia will 
take on 300 tons – compared with 80 tons for the Canberra a generation ago. The storing 
operation and passenger departure and arrival must be kept separate. 
 
As well as passenger and baggage check in and loading of baggage on board there 
is also the issue of passenger car parking. Valet parking may be pre booked but on 
return passengers must walk to their car’s location as valet arrangements are impractical 
with such number arriving at once. 
 
Security is an increasingly important issue and international requirements including x-ray 
of baggage must be fully complied with. This has cost implications through the needs for 
physical separation and screening. 
 
Clearly this is a complex operation and the tasks listed above are replicated by all ships 
which are home porting. In 2005 four major vessels may be turned around on the one 
day and this will place enormous pressure on the whole port and the management of the 
operation. 
 
The issues that emerge from this intensity of operation will be discussed later but it is 
important to highlight that there is a preference for turn rounds at weekends and the 
business is seasonal to an extent. Even in January 2005 five cruise ships were listed to 
arrive and depart. 
 
Service providers, cruise lines and port authorities all have to work together in very close 
harmony if a seamless operation is to be provided for the customer. It is clear from our 
consultations that such a service is provided and that this is one of the strengths of 
Southampton as a cruise port. 
 

3.5 Performance 

As detailed in UK port performance above Southampton has had outstanding success in 
developing its cruise business. The port passenger data are restated at 3.4 below: 
 
Table: 3.4 Passenger Numbers - UK Cruise Home Ports 

Port 1997 1998 1999 2000 2001 2002 2003 

 
Dover 
Harwich 
Southampton 

 
140,625 
  45,900 
211,000 

 
147,000 
  55,719 
266,000 

 
153,000 
  77,000 
245,598 

 
143,000 
  54,500 
326,000 

 
145,737 
36,000 

353,950 

 
134,000 
  78,000 
386,000 

 
162,650 
100,000 
469,564 

 
Only in 1999 was no growth experienced. During this period Dover had opened its 
specialist cruise terminal and was targeting Southampton’s customers. We understand 
that this met with a competitive response in terms of pricing and service provision and the 
port’s decision to secure key lines for longer terms. Harwich’s growth pattern has been 
much more irregular but its competition is not as direct for Southampton. 
 
New operators such as Thomson Holidays started one or two cruises from Newcastle in 
2004 and this trend is likely to continue with the opening of Liverpool’s new cruise 
terminal. However the Southampton core business is unlikely to be affected in any 
significant way. 
 
Appendix 3 lists the 204 cruise ships and cruise lines planning to use the port from 
February 2004 to January 2005.  
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The final numbers of calls is likely to increase during the course of the year. The 
predominance of the Carnival Group and the significance of Fred Olsen Line are 
noteworthy. The Saga data is subject to some adjustment. 
 
The following ships and lines are planning to use Southampton in 2005:  

 
      Table: 3.5 Planned Cruise Calls by Ship and Line 2005 

COMPANY VESSELS CALLS 

CUNARD LINE Queen Mary 2 7 

 Queen Mary 2 to NY  10 

 Queen Elizabeth 2 23 

FRED OLSEN CRUISE LINES Black Watch 10 

 Black Prince 11 

 Braemar 2 

P&O CRUISES (UK) Aurora      27 

 Oriana      25 

 Oceania      17 

 Arcadia      18 

 Artemis      11 

 Adonia       3 

 Ocean Village        1 

PRINCESS CRUISES Sea Princess      14 

 Golden Princess      10 

 Star Princess        1 

 P&O Princess Total 127 

ROYAL CARIBBEAN INTERNATIONAL Legend of the Seas 13 

SAGA CRUISES Saga Ruby 7 

 Saga Rose 6 

SILVERSEA CRUISES Silver Cloud 2 

 Silver Whisper 1 

THOMSON CRUISES Celebration 6 

OTHER SHIP CALLS  6 

 PORT TOTAL 230 

 
2005 will therefore exceed the 2004 performance significantly and this means that the 
pressure on the port and city at key periods will be intense. An estimated 689,000 
passengers will use the port and this number will almost match the record passenger 
volume of 1955 – the perceived heyday of Southampton Port. 
 
Southampton will maintain its competitive position over Dover and Harwich in 2005 and 
beyond. The arrival of Royal Caribbean is of significance. While ports such as Newcastle, 
Liverpool and Belfast/Dublin will grow some home port business it is likely to be limited in 
extent at least in the short /medium term. 
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3.6 Southampton and Tourism 
Southampton is a busy and prosperous city strategically located on the south coast of 
England. It is not however a recognised tourism city in the mould of York or Canterbury or 
Portsmouth. It suffered bomb damage during World War 2 which destroyed much of the 
heritage of the city leaving only scattered elements. Southampton is now a major 
shopping destination for the wider area and a busy commercial centre. It has limited 
attractions for the visitor beyond shopping with a small maritime museum and small 
aviation museum. The port is separated from city life both physically and to an extent 
emotionally because of the sheer scale and the visible presence of containers, cars and 
the continuous flow of lorries to and from the port. Only in the area of the Red Funnel 
terminal for Isle of Wight ferries is it possible to view the shipping in the port reasonably 
conveniently. 
A recent study by Tourism Southeast estimated that tourism in the city was worth £202m 
in 2002 and directly accountable for 2,600 FTE jobs (3,300 after multiplier applied). Much 
of the expenditure was accounted for by domestic visitors and day trippers. 43% of 
domestic visitors were on holiday and 7% of overseas visitors were on holiday. 
 
The visitor survey found that: 
 

�  81% of visitors to Southampton were day trippers; 
�  Visitors had a relatively high socio-economic profile; 
�  85% of visitors were from Great Britain; 
�  Staying visitors were split almost 60/40 between domestic and overseas 

visitors; 
�  31% of overseas visitors were from North America and 13% from Ireland; 
�  Overseas staying visitors came predominantly from USA, Spain and Holland; 
�  A high proportion of day trippers were on holiday in Hampshire or Isle of Wight; 
�  45% of staying visitors were in hotels and 36% staying with friends or relatives; 
�  38% of visitors saw themselves on a leisure/holiday visit and 38% on a special 

shopping based visit; 
�  11% of visitors considered ‘The Docks, Harbour and Ships’ as the most liked 

aspect of their visit. 
 
This visitor survey illustrates the importance of shopping to the city for tourism and its 
relatively low profile as a short break or city tourism destination. 
 
Southampton’s tourism industry does benefit from cruising in that many cruise 
passengers use hotels to overnight before the voyage and the city benefits from crews’ 
expenditure, between-cruise passenger expenditure, taxis to the port and so on. All of 
these aspects of the business are examined in depth in Chapter 4. 
 
Lastly the issue of Southampton as a Port of Call must be addressed. In 2004 two calls 
were made to Southampton - one by the Residentsea which effectively has no home port. 
Chapter 5 addresses this topic. 
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4. Economic Impacts  

4.1 Introduction 

This section looks at the economic impacts of the current levels of activity in the cruise 
industry in Southampton.  
There are three elements to the economic impacts:  

�  Employment in cruise management and crewing; 
�  Employment in cruise supply chain industries; 
�  Employment in visitor and tourism industries.   
 

We deal with each in turn.  We then discuss the economic multiplier effects generated by  
this activity. 
 
A further possible economic impact of the cruise industry is that of catalytic employment.  
Catalytic employment is employment attracted to the area or stimulated within the area 
due to the presence of the cruise industry.  It has been proposed that the mechanism by 
which the cruise industry would generate these jobs is through the image-improving 
effect of having cruise ships registered in Southampton, with the city’s name being 
painted on the hull of the ship. There may be some small effect here, but we do not 
believe that it is likely to be particularly significant.  It is also impossible to quantify 
(separating these effects from the other determinants of company location would be 
methodologically impossible).  We have therefore not pursued these catalytic benefits 
further. 1  

4.2 Employment in Cruise Management and Crewing 

 
Introduction 
The Southampton economy accommodates land-based cruise company managers, and 
accompanying office support personnel (although we are aware that in some instances 
office personnel may be based outside of the city and region). These are direct 
employees, whose jobs are directly generated by cruise activity.  
We understand that the great majority of on-board crewing is undertaken by overseas 
personnel.  These jobs therefore do not represent a direct economic impact for 
Southampton. 
 
Method 
We interviewed Carnival (covering P&O and Cunard brands), Saga, and Fred Olsen for 
the numbers of workers directly employed by the company in Southampton who were 
resident in Southampton and Hampshire.   
Together, these brands carried 95% of the 548,000 cruise passengers (embarking and 
disembarking) who passed through the port in 2004. This figure was a reliable estimate 
when this study was in preparation. All comparator data had to be based on published 
annual figures and these are only available for 2003.  
 
Findings 
We found that the cruise companies currently directly employ 872 workers in 
Southampton.  This number is entirely accounted for by the activities of Carnival cruises.  
Saga and Fred Olsen have offices in Folkestone and Ipswich respectively.  

                                                   
1 It is important to note that here, catalytic employment focuses on jobs attracted by the cruise industry 
itself, not port activities in general.  Catalytic employment due to the port is likely to be substantial.  
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The 872 individuals working out of Southampton have residential addresses from across 
the UK.   The majority are resident in Southampton and its immediate area:   774 are 
resident in Southampton and Hampshire2.  
We note that Carnival is intending to expand.  The 2005 Headcount Plan indicates that 
the company intends to have 910 workers in Southampton by the end of 2005. 
 

Table 4.1: Company Direct Employment – residence based (Southampton 
cruise operations) 

 
Southampton 

Hampshire 
(plus IoW) 

South 
East UK Total 

Carnival (P&O, Cunard) 299 445 56 72 872 
Saga 0 0 0 0 0 
Fred Olsen 0 0 0 0 0 
Total 299 445 56 72 872 

Source:  RTP 
Note: Sundream/My Travel have run home port cruises out of Southampton.  The company is 
however no longer active.  We have therefore not researched their direct job impacts.  

4.3 Employment in Supply Chain Industries 

Introduction 
Employment in supply chain industries are jobs in companies which provide support 
services to ships whilst in port, such as bunkering companies, pilots, dockers, and ships 
chandlers and wholesalers.  These are indirect employees, whose jobs are generated by 
the spending of the cruise industry in the economy.  
 
Method 
We took a two-pronged approach to arrive at an estimate here.   
“ Top Down” :  we interviewed cruise companies to arrive at an estimate of how much 
money was spent by companies in the local economy.   Carnival, the dominant company 
working out of Southampton which accounted for around 88% of Southampton cruise 
passengers in 2004, provided a list of spend at UK supplier companies.  We used GIS 
software to place these companies in different geographical locations around the UK.  
We took the Southampton, Hampshire and IoW supplier schedule and used sector-
specific sales per employee data supplied by ICC (a company which supplies business 
data) to arrive at an estimate of the jobs impact that this activity generated locally, 
adjusting the numbers for key companies which have offices outside Southampton but 
employed people locally3.   This therefore provided us with an estimate of the economic 
impact of Carnival activity, but did not account for the impacts of other companies running 
cruises out of Southampton in 2004 (predominantly Saga and Fred Olsen, with a small 
amount of My Travel activity).  We talked to Saga and Fred Olsen regarding their 
purchasing activities (which, in the case of Fred Olsen, showed that they had no main 
supplier companies in Southampton aside from port specific services such as rubbish 
collection, stevedoring, port services and check-in / security staff.  Saga was unable to 
provide data, and we therefore assumed that they needed the port-side services 
mentioned above, and had a supply chain similar to Carnival’s).  Saga, Fred Olsen and 
My Travel impacts were adjusted in line with their respective market shares of 
passengers.  

 

                                                   
2 This number includes 12 employees resident on the Isle of Wight 

3 For example, Trina Tours, Onyx and Securicor are key contractors who appeared on the supplier 
schedule as being outside Southampton.  However, they employ significant numbers locally in 
order to service the cruise business.  We made the relevant adjustments to ensure that these jobs 
were counted as local economic impacts.  
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“ Bottom Up” :  for key supplier businesses, such as Associated British Ports (ABP) and 
Cruise Passenger Services (CPS) we obtained a direct estimate of employment 
supported by the cruise business. This allowed us to provide a more accurate jobs figure 
than the one provided by using the sales per job data used above. 
By putting these two methods together (adjustment was made to ensure that no double-
counting of jobs took place) we arrived an estimate for the impact of the cruise industry 
as a whole. We now turn to our findings. 
 
Findings 
The supply chain information showed that a significant amount of purchasing spend is 
leaving the local economy.  Of Carnival’s £226m spend in the UK, only 26% is retained 
within Southampton, Hampshire and the IoW.  (We should note, though, that this figure 
may not be exceptional; we would only be able to make this judgement in comparison 
with other multi-national companies, but we do not have the data to make such a 
comparison). Figure 4.1 shows how Carnival’s spend is distributed throughout the UK.  
 

Figure 4-1 Carnival UK spend – Geographical Distribution 
 

  
 
The fact that a significant proportion of activity “leaks” out of Southampton is not confined 
to Carnival.  Fred Olsen’s main suppliers for Southampton activity are based in Bristol, 
Dover and East Anglia; Fred Olsen has no main suppliers in Southampton.   We return to 
this point in Chapter 8. 

   Regional Leakage 
                              £ 
London   60m 
East of England 38m 
South East         30m 
South West        16m 
East Midlands    10m 
North West           7m 
West Midlands     5m 
Wales                    4m 
Yorks /Humber  3.5m 
Scotland               2m 
North East            1m 
N Ireland               .15m 
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The following table shows the results of our work on the impacts of cruise companies’ 
supply chains using the method explained above. 

 
 

Table 4.2: Economic Impact of the Cruise Industry Supply Chain 

    Southampton     Hampshire & IOW 
         £  Jobs             £    Jobs 
Total cruise industry supply 
chain spend   41,953,628   554    20,042,115     163 

Source:  RTP 
 

Table 4.2 indicates that 554 jobs are generated in the cruise industry supply chain in 
Southampton, and 163 jobs in Hampshire and the Isle of Wight.    This totals 717.   
 

4.4 Employment in Visitor and Tourism Industries   

Introduction 
Although Southampton is a home port, and therefore not currently accommodating 
excursion traffic to any significant extent, there is visitor expenditure in the process of 
embarking and disembarking from the ship.  There is also some spend which takes place 
by passengers “interlining” between two consecutive cruises. This spending 
predominantly takes place on taxis, hotels, restaurants and retail. 
The crews of vessels will also disembark in Southampton and are likely to make retail 
and leisure purchases.  
 
Method 
To estimate the number of jobs created by spend in visitor and tourism industries we 
undertook face-to-face semi-structured interviews with 107 cruise passengers.4  
Alongside obtaining general information on passengers’ general impressions of their 
experience of facilities, signage, and so on, the interviews (attached as Appendix 1) 
looked at passengers’ hotel stays locally, and their spend in Southampton. 
   
Our main concern here was to ensure that our research, which necessarily concentrated 
on passengers from just one cruise, was representative of the passengers which flowed 
through Southampton throughout the year.  
 
These passengers were taking cruises of different cost, duration and destination.   We 
took the view that our survey would provide a good quality proxy for different types of 
passenger spending patterns. This is because cruises tended to leave Southampton in 
the afternoon, meaning that customers’ travel patterns were similar whatever the duration 
and destination of the cruise (the fact that cruises left in the late afternoon typically meant 
that passengers travelled to Southampton and boarded ship on the same day, which left 
similar amounts of time in which to spend money in Southampton).  
 
However, it is clear that different passenger nationalities are likely to influence spend 
patterns: UK passengers’ spend is likely to differ from those of overseas tourists. We 
therefore weighted our findings in line with the relative proportions of UK and overseas 
passengers which travelled through Southampton.  The findings from our survey were 
then grossed up to estimate the job impacts of passenger spend per annum.  We used 
industry-standard spend-per-job figures to calculate the number of jobs a given amount of 
spending in each economic sector supports.  
  

                                                   
4 These passengers were embarking on Cunard’s Queen Mary 2.  The date of interview was 31 October 
2004.   
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We also undertook face-to-face interviews with 25 crew 5.  Typically, these crew members 
were disembarking for a day’s leisure in Southampton.  We grossed these numbers up to 
provide a per annum estimate of the impact of their spend, assuming a passenger: crew 
ratio of approximately 2:1 and that 75% of the crew disembarked every time the ship 
berthed in Southampton.  These assumptions suggested that there were approximately 
100,000 crew days spent in Southampton.  
 
 
 
Findings 
Visitor Spend 
Patterns of visitor spend are to a large extent determined by the pattern of arrivals and 
departures of the ships themselves.  Ships arrive promptly in the morning, generally 
disembarking all passengers by 9am.   They depart in the late afternoon, typically at 5pm.  
This means that embarking passengers have all day to travel to Southampton to join the 
cruise, and equally have all day to travel home or to their onward destination when they 
disembark ship.  
The embarking passengers we surveyed had generally travelled direct to the port.  British 
passengers had generally been dropped off by cars (often driven by family or friends), or 
had travelled from the station by taxi.  Overseas passengers – predominantly Americans 
– had generally travelled to Southampton from London on the same day (87% of the US 
passengers travelled from London on the day of the cruise. Of the US passengers 73% 
travelled by coach).  
As a result, many of our respondents, both from the UK and overseas, reported that they 
had no opportunity to spend money locally. 
Obviously, this pulls down the average spend, and so tends to reduce local economic 
impacts. Table 4.3 shows the average spend per passenger originating from the UK, US 
and other countries in Southampton.  It then converts this data to a jobs figure by scaling 
up the numbers to take account of per annum passenger numbers across the cruise 
industry and applying an industry standard spend-per-job figure.  
 

Table 4.3: Passenger Spend by economic sector by tourist nationality in 
Southampton (excluding hotel stays)  

 

UK 
passenger 

spend £ 

US 
passenger 

spend £ 

Other 
nationalities 
passenger 

spend £ 

Total 
passenger 
spend pa 

Spend per 
job 

Jobs 
supported in 
Southampton 

Retail 1.72 0.57 2.27 453,939 94,966 5 
Food, drink etc 18.36 6.00 2.00 4,759,861 148,553 50 
Leisure 0.00 0.00 0.00 - 94,966 0 
Transport 4.97 2.19 2.10 1,303,834 90,544 14 
Other 0.50 0.17 1.55 135,721 94,966 1 
Total    6,653,655  71 

Source: RTP 
 
Table 4.3 indicates that to a total of 71 jobs created in Southampton and the sub region 
each year by spending in Southampton (excluding hotels). Please note that spending in 
Hampshire was negligible in terms of job impacts.  
 
We also interviewed passengers about hotel stays.  Our survey of embarking passengers 
found that around 19% of UK passengers, and 8% of US passengers, had spent the night 
before the cruise in the Southampton area.  Only 11 passengers stayed the night in the 
Southampton area; of those 10 stayed only 1 night, and one passenger stayed two nights 
in Southampton.  Three passengers stayed in Hampshire.   Of the people who did stay in 

                                                   
5 Crew were disembarking from the P&O ship Aurora on 4 November 2004.  
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hotels, spend on accommodation averaged out at around £67.50 per passenger per night 
(across all nationalities).  
 
 

Table 4.4: Passenger Spend at Hotels in Southampton 

 

Number of 
hotel stays 

taken per year 

Average 
spend per 

staying 
visitor pn (£) 

Total 
spend (£) 

Spend per 
job (hotel 

sector) 

Jobs 
supported in 
Southampton 

British 55,429 67.64 3,749,222 47,064 80 
US 1571 67.64 106,246 47,064 2 
Other nationalities 180 67.64 12,175 47,064 0 
TOTAL   3,867,643  82 

Source: RTP; UK plc spend per job statistics 
 

This amounts to a total of 82 jobs created in Southampton each year by spending in 
hotels.  Our findings also indicate that one additional job in the hotel industry is created in 
Hampshire, bringing the total to 83 jobs in Southampton and the immediate area.  
 
Crew Spend 
Crew leave their ship for a few hours whilst in port at Southampton.  We interviewed them 
to understand how much they were typically spending.  We found that their average 
spend was surprisingly high, with on average £25 being spent on food and drink, £20 on 
retail purchases such as clothes and CDs, and £2.50 on sundry other purchases.   
 

Table 4.5: Impact of Crew Expenditure in Southampton  
 Southampton 
 £ Jobs 

Impact of Crew Expenditure 4,846,029 51 

Source:  RTP 
 
Table 4.5 indicates that crew spending supports around 51 jobs in the Southampton 
economy.  We found no evidence of impacts outside Southampton.  
 

4.5 Total Jobs Impacts excluding Multiplier Effects 

Introduction 
Here we summarise our findings to provide an overall picture of the jobs impact of the 
cruise industry.   We have also presented the economic impact of the cruise industry in 
cash terms.    
 
Findings 
Tables 4.6 and 4.7 indicate the total economic impacts excluding multiplier effects in cash 
and jobs terms respectively.   
Concentrating on the jobs impacts, we find that on a workplace basis, approximately 
1,630 jobs are created by the cruise industry in Southampton, and 165 in Hampshire and 
the IoW. This totals around 1,800 jobs in the city and sub-region as a whole.  

      To this number, we must add multiplier effects, which we do in the next section.  
 

    Table 4.6: Total economic impact in cash terms (Southampton, Hampshire and IoW) 
 Southampton Hampshire & IoW 
 £ £ 
Impact of Suppliers Expenditure 41,953,628 20,042,115 
Impact of Consumer Expenditure 10,520,997 98,427 
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Impact of Crew Expenditure 4,846,029                               -    
Direct Employees 71,761,638 0 
Total 129,082,293 20,140,542 

Source: RTP 
 
     Table 4.7: Total economic impact in jobs terms (Southampton, Hampshire and IoW) 

 Southampton Hampshire & IoW 
 Jobs Jobs 
Impact of Suppliers Expenditure 554 163 
Impact of Consumer Expenditure 153 1 
Impact of Crew Expenditure 51                               -    
Direct Employees 872 0 
Total 1,630 165 

Source: RTP 
 

4.6 Multiplier Effects 

Introduction 
Each of the job impacts listed above create further employment as income from these 
jobs is respent in the local economy.  This employment generated by the spending of 
individuals directly and indirectly employed by the cruise business spending their 
incomes in the local economy; and the spending of companies working in or for the cruise 
sector spending their incomes in the local supply chain. 
These are known as induced jobs, created by what is known as the “multiplier effect”.  
Supply and income effects are grouped together to give what is called a “composite 
multiplier”.   
 
Method 
We are not able to calculate the multiplier from original sources but rather have been 
steered by standard guidance on multipliers. 
The scale of local income and supply linkage multiplier effects vary according to the mix 
of economic activity that exists in an area and the type of project that is being 
undertaken. Table 4.8 below is based on the extensive evidence generated by a number 
of studies, including the Evaluation of the Enterprise Zone Experiment.  
Guidance recently published by the Government allows us to make more accurate 
estimates of multiplier impacts.  Unlike previous guidance, this makes a statement of how 
economic activity located in different broad categories (e.g. retailing, or office work) 
affects the local economy in different ways.  Obviously, the cruise industry itself does not 
fit well into the broad categories described by the Government, but we have categorised 
the economic impacts generated by the cruise industry (office jobs, for example, or retail 
jobs) into the categories offered by the guidance, using this to calculate an estimate of 
economic impact that is as accurate as possible.     
The estimates are provided for the local area and regional level. At the local level the 
range is between 1.21 and 1.38. At the regional level the range is between 1.38 and 1.56.  
Our brief requires that we estimate impacts for Southampton and the city region, which 
we have designated as Southampton, the Isle of Wight and Hampshire.  We have 
therefore chosen to use a multiplier equidistant between the local and regional multiplier 
for each of the different industry types.   

 
Table 4.8: Composite Multipliers 

Activity type Local area Region 

Estimated 
Southampton, 

IoW and 
Hampshire 

impact 
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B1 Office 1.29 1.44 1.36 
B2 Industrial/ B8 distribution 1.29 1.44 1.36 
Recreation 1.38 1.56 1.37 
Retailing 1.21 1.38 1.30 

Source: English Partnerships Additionality Guide Second Edition September 2004 p23   
 
      Findings 

Table 4.9 shows that the multiplier effects of employment and supply chain activity in the 
cruise industry generates 637 jobs for the local economy.   
 
Table 4.9: Multiplier Effects 

 Southampton, Hampshire & IoW 
               £           Jobs 
Multiplier Effect         53,012,565            637 

Source:  RTP 
 

We have only been able to calculate multiplier effects at the single spatial scale of the 
sub-region as a whole. (We cannot separately calculate figures for Southampton and 
Hampshire/IoW as the multiplier co-efficient cannot be broken down in this way).  

4.7 Summary 

Table 4.10 indicates that the impact of the cruise industry in Southampton and the area 
designated as its sub-region is approximately £202m p.a. 
Another way of putting this impact is to state that approximately 2,400 jobs are created in 
city and its sub-region. 

 
Table 4.10Summary Cruise Industry Impacts for Southampton, Hampshire and 
the Isle of Wight 

 
Impact in cash 

terms £ 
Impact in jobs 

terms 

Supply chain effects 61,995,743 717 

Impact of Expenditure by Consumers 10,619,424 154 

Impact of Expenditure by Crew  4,846,029 51 

Direct Employees 71,761,638 872 

Total Expenditure 149,222,834 1,795 

Multiplier effects 53,012,565 637 

Total  202,235,400 2,432 

Source: RTP 
      In Chapters 6 and 8 we examine how this impact may be increased. 

4.8 Comparators  

We have provided comparators in order to give a very broad indication of how 
Southampton is capturing economic value from its port activities compared with other 
ports of Seattle and Cork. Both were carried out on the 2003 season so there is temporal 
comparability.6 
These comparisons should be approached with caution.  
 

                                                   
6 The Economic Impact of the Port of Cork’s Cruise Business to Ireland – an Input –Output Analysis – 
Dr Richard Moloney – Centre for Policy Studies NUI 
The Economic Impacts of the 2003 Cruise Season at the Port of Seattle –John C Martin Associates 
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·  Different values between studies do not indicate that one study is “right” and 
another one “wrong”.  There is no particular reason why impact per passenger 
should be the same between, say, Southampton and Seattle.  They are different 
cities, with different economic structures, different levels of cruise company 
operations, and with different port of call/ home porting mix.  

·  even where the same cities are studied, it is often difficult to compare one impact 
survey with another because of differences in methodology and differing 
definitions of data.  

·  international comparisons are made more difficult due to fluctuating exchange 
rates.  Rates used were � 1 to£0.7 and £1 to US$1.8. 

 
Table 4.11 Cruise Economic Impacts Compared -£Stg 

Port  
Jobs 

Sustained 
 

Cruise Calls Value 
Impact per 
Passenger 

Southampton    2,432        204       £202M    £737 
Seattle    1,072        135  US$168M    £539 
Cork    149          31*      � 19.8M    £400 

* Port of Call only 
   



Southampton Cruise Tourism  
 

 
 

TTC International & Roger Tym & Partners April 2005 

36 

5. Port of Call v. Home Port 

5.1 Definition 

In Chapter 1 the difference between Home Porting and Port of Call (sometimes called 
Wayporting) was defined. It is worth restating here for this short Chapter. 
 
“ Home Port Cruise Tourism – this is the most eagerly sought type of cruise tourism as it 
means that cruises will start and probably finish in the home port. Passengers embark and 
disembark their cruise ship and the port provides the necessary infrastructure for this. In 
modern times the crew are unlikely to come from the home port but some officers may do.  
Regular home port business can provide major employment opportunities both directly and 
indirectly at a port and can also provide a regular spectacle for visitors to the port. However 
the passengers will not be very visible within the home port as they are either heading for the 
ship or heading home. They may cause traffic problems in local streets as they approach the 
port by car or coach. Local hotels may benefit as will local taxi-drivers, airports and rail 
connections. On a wider scale the home port businesses can benefit through the supply of 
goods and services to the ships. This provisioning and turn round of each ship will all take 
place between early morning and late afternoon. Southampton is the UK’s largest home port. 
Those within the industry describe home porting as ‘shipping business’ as opposed to Port of 
Call which is described as ‘tourism business’. 
 
Port of Call Cruise Tourism – in contrast to home porting this business is based on a ship 
calling at a port and the passengers spending a day in the port city or local area. This may be 
on a regular circuit for the summer season or on an ad hoc basis as cruise ships move to and 
from Europe at summer beginning and end. Most UK and European ports are now competing 
for Port of Call business and offer added value for the visit through providing entertainment 
on shore for passengers or through complimentary buses or hospitality. Organisations such 
as Cruise Europe, Cruise UK and Cruise Ireland vie for Port of Call business for their 
members. This business is not as lucrative as home porting and it must be noted that 
successful home port is unlikely to have a large Port of Call business as it is the start and 
finish of the cruise! 
Those within the industry describe Ports of Call for cruising as destinations rather than ports. 
They are chosen because of the attractions of the city or area and not because of the port 
facilities. They are part of the selling point of the cruise and destination ports of call may have 
the ship lie off the port and passengers come ashore by tender”. 

5.2 UK Trends 

As cruise tourism has become much more visible as an industry there has been increased 
activity within the UK to win cruise tourism business. This is largely concentrated on Port of 
Call business and considerable local effort is being made to win cruise calls to almost every 
UK port. This may involve the ship lying offshore and passengers being tendered into the port 
by ships boats. 
One current example of the excitement generated by this type of business is from Holyhead, 
Anglesey – notably the ferry port from North Wales to Ireland. In 2005 the Golden Princess – 
part of the Carnival stable will be calling at Holyhead four times on cruises which originate in 
Southampton. The 2,600 pax ship is described in the local press as ‘the biggest passenger 
ship ever to dock in Wales’ and ‘winning it’ results from efforts to promote North Wales at the 
Miami cruise convention in 2003. It is claimed that the four calls will generate £176,000 for 
the local economy.  
However this is accompanied by concerns over poor infrastructure especially the lack of a 
quay big enough for the ship and concern over what may happen in bad weather. One call is 
on 4th July and special entertainment is to be laid on for the passengers. 
This is but one example of the local excitement and interest that a cruise call brings. The 
Welsh Development Agency is apparently considering the feasibility of a cruise quay – for a 
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port owned by Stena and Wales is developing a cruise tourism strategy. The arrival of the 
cruise ship Deutschland in Cardiff in August 2004 brought out an entertainment marquee and 
harpist and a statement from the Wales Economy Minister emphasising the importance of 
cruise tourism to the country. 
The reality however is that the following year’s itinerary is likely to move on to a different port 
to ‘ring the changes’. As ships get bigger competition will increase between those ports big 
enough to deal with the large vessels comfortably. The new Liverpool cruise terminal is a 
case in point of major investment for cruise tourism although there will be expectation there of 
winning some home port business. 
Appendix 4 indicates a typical cruise season at a successful UK Port of Call – Lerwick, in this 
instance for the 2005 season which is planned over a year in advance. It indicates 47 
planned cruise calls. 
Shippax data indicate that in 2003 Lerwick had just over 16,000 pax from 48 ship calls and 
this compares with just under 10,000 in the year 2000 from 40 ships. Ship sizes are 
increasing and 2005 will actually see less ship calls and more passengers on board and 
coming ashore. With cruise numbers increasing, Lerwick is seeing the effects of competition 
from more ports entering the market and may have reached a plateau in visits. 
The Port of Cork in Ireland had 40 ships calls in 2004 which should have generated some 
30,000 passengers if the trend seen up to that year continued. In 2003 31 calls generated 
23,000 passengers while in 2000 some 18 vessels generated under 10,000 pax. Cork has 
focused on developing cruise Port of Call business and as an ex transatlantic port (Cobh) has 
the capacity for large ships. 
Cork is interesting in that the port had carried out an Economic Impact Assessment of Cruise 
Tourism for the area using an input–output model. The work was carried out by Dr Richard 
Moloney of the Centre for Policy Studies.7 
The report estimated that in 2003 23,000 passengers and 11,500 crew contributed � 9.94m to 
the economy and that post multiplier this rose to � 18.8m. In addition port services earned 
nearly � 1m. In total this expenditure was estimated to contribute 149 full time job equivalents 
to the economy. 
This report generated much interest and enthusiasm in the city and has reinforced efforts to 
attract cruise business to Cork and other Irish ports. 
 

5.3 Rationale 

Cruise UK is the industry promotional body led by VisitBritain and its vision is: 
 
 “To lead the world to cruise within the UK”. 
Its aim is: 
 
 “To maximise the value of UK cruise business”. 
 
Cruise UK produces a Cruise Directory for the country; provide a presence at major industry 
events; has developed a business to business website and the creation and operation of the 
Seatrade /Cruise UK house party as well as ongoing PR for the industry. 
Clearly Cruise UK favours no particular port and therefore should be impartial in its dealings. 
From a Southampton perspective it provides an opportunity but a relatively small one in that 
as a tourism organisation it will be concerned with promoting to the country’s strengths for 
cruise destinations – something which is not a Southampton strong point. Equally it will be 
seeking easy wins which means relying on the Port of Call business generated largely by 
Southampton or Dover based cruises. 
The net result is that in our assessment if Southampton is to make any progress in Port of 
Call business it will be based on targeted approaches to niche cruise operators and those 

                                                   
7 The Economic Contribution of the Port of Cork’s Cruise Tourism Business to Ireland – an Input Output 
Analysis – Centre for Policy Studies 2004. 
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who are calling in French ports but rarely cross the channel.  This is an approach that we will 
develop later in the report. It is however not guaranteed easy or major success. 

5.4 ‘Mixed’ Cruise Ports 

The Port of Copenhagen is probably the best example of a mixed cruise port in Europe. In 
2004 it too had a record year and forecasts more success for 2005. It received 264 calls in 
the season of which 86 were home port calls. In 2005 it forecasts 100 home port calls and a 
total of 300 calls. The port describes itself as ‘North Europe’s most busy turn-around port for 
overseas passengers next summer’. This reflects the facts that many passengers fly into 
Denmark from the USA and other counties to begin a North Sea/Baltic cruise out of 
Copenhagen and its own home market is small. 
Stockholm has seen similar growth but on a smaller scale with 208 calls but only 17 home 
port calls. Fewer home port calls indicates the geographic positioning is not as favourable as 
in Copenhagen and also the fact that in internationally attractive destinations Copenhagen is 
ahead of Stockholm.  
The word destination is important here – both Copenhagen and Stockholm are both home 
ports and destinations in their own right – of world call and renown. This combination is a 
potent one and is one which Southampton cannot realistically emulate. 

5.5 Promotion & Marketing Port of Call 

A SWOT analysis is a useful tool in examining the strengths, weaknesses etc of a 
destination. 
 

                        Port of Call Tourism  SWOT for Port of Southampton 
Strengths Weaknesses 

Extensive and varied high quality tourism 
assets in surrounding region 

No ©tradition© as Port of Call - historically a 
port of passage rather than a destination 

Good local transport and communications 
capabilities 

No iconic status as ©must-see© city or 
hinterland 

Port capabilities and capacity Logistical issues re steaming time from 
Channel and comparative benefits of Dover – 
a key competitor 

Quality and expertise of existing port cruise 
vessel handling services 

Fragmented tourism offer within city 

 No locally-based ground handlers  
Revenue from Port of Call excursions is 
attractive to Cruise Operators 

No focussed shoreside responsibility for ©Port 
of Call© product development or marketing 

 
Opportunities Threats 

Limited number of known and/or identifiable 
decision makers within cruise industry 
Desire from cruise directors for ©new© land-
based quality products including alternatives 
to a ©London© visit for the more experienced 
passengers 
Targeted expansion of smaller cruise vessel 
arrivals compatible with existing Home Port 
traffic patterns 

Downturn in cruise market 
 
Inertia and lack of understanding of 
passenger and cruise company requirements 

 
Historically Southampton has neither been a Port of Call nor promoted as such.  The Port of 
Call SWOT above demonstrates some of the many barriers relating to such development.  In 
particular it should be noted that although Southampton©s hinterland is rich in high quality 
tourism assets - a fact emphasised by many of our consultees who indicated they would 
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welcome an expansion of Port of Call traffic - there is no specific ©must-see© factor of the kind 
possessed by ports such as Athens, Barcelona or Copenhagen.  
In the broader British context, a prime attraction for Port of Call vessels and their (non-UK) 
passengers is acknowledged to be a London tour or visit.  Although access to London from 
Southampton is arguably marginally easier than from Dover - it has a key advantage of lying 
directly on the English Channel, giving a significant reduction in sailing time for cruise ship 
operators. 
 
A second factor, which reflects Southampton©s historical priorities and tradition as a port of 
passage, is the absence of any formalised or structured focus on the development of Port of 
Call traffic. This contrasts with the situation in Dover for example. There the Cruise 
Connections initiative has been specifically established in order to develop and promote Port 
of Call business and Dover Harbour Board also directly promotes such traffic. 
 
In marketing terms the main focus at present in Southampton is the recent establishment of 
the Southampton Cruise Consortium (SCC), comprising local authorities from the immediate 
surroundings of Southampton.  These include Portsmouth, Isle of Wight, the New Forest, 
Winchester, Chichester, Bournemouth and Poole. SCC©s objective is to present the 
Southampton hinterland as a co-ordinated destination suitable for Port of Call visits, 
irrespective of the port actually used.  Visits to Portsmouth and Poole will be welcomed as 
well as visits to Southampton.  A DVD has been produced which will be used to promote the 
region as a cruise tour destination but while this may be a start it is only a small one. 
 
We understand however that the Cruise Consortium is a relatively informal grouping without 
any dedicated resource.  Its progress to date has been largely dependent on the initiative and 
energy of Southampton©s City Tourism Officer.  We address this issue later in the report. 
Another difference between the ports is that Dover is a member of Cruise Europe – the 
organisation that promotes cruise ports for tourism – principally Port of Call business, 
providing itinerary planning for cruise companies and details of port facilities, communications 
linkages and ideas for tours on shore. Cruise Europe is a membership based organisation 
and in the UK ports such as Liverpool, Lerwick, Belfast, Douglas, Barrow, Falmouth, Tilbury 
and Tyne are all members.  ABP has taken a commercial decision not to join because of its 
company focus on home porting.  Our view however is that membership of Cruise Europe 
could be of potential value to the city and its hinterland.  This issue will be addressed in due 
course in the report.  

 
Fig: 5.1 Cruise Europe – UK & Ireland Members 
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5.6 Home Port Ancillary Tourism 

 

Home Port  Ancillary Tourism - SWOT 
Strengths Weaknesses 

Substantial passenger throughput > 250k 
each way annually 

Prime passenger focus is on embarkation or 
return home 

Known departure times/volumes No passenger data available to Southampton 
tourism businesses 

Re-assurance factor 
(vital not to miss the sailing) 

Most pax. can travel on same day without 
risk or problems 

Good range of strongly branded 
accommodation in proximity to port 

Little targeted hotel or local product offer 

Attractive socio-economic profile of cruise 
passengers 

No identifiable responsibility for ©shoreside© 
product development, excursion/tour 
promotion or marketing 

Extensive tourism assets in city and 
surrounding region 

Little or no liaison between portside and 
shoreside operators in tourism context 

Good local transport capabilities incl. taxis No established ground handlers within city 
Some added value services already provided 
to pre-departure pax 

Cruise company focus is on on-board spend 

 Occasional conflicts or issues between easy 
access to Port and other events or activities 
in City including football matches or retailing 

 Poor communications capabilities between 
cruise industry and embarking pax in event of 
disruptions or delays  

Opportunities Threats 
NightB4ers (via agencies and as independent 
bookers) - accommodation and local 
excursion or related products 

Loss of home port status or general downturn 
in cruise market 
 

Repeat travellers - local excursions Inertia and lack of understanding of 
passenger requirements 
 

Travel agency customers - accommodation, 
local excursions and added value services 
e.g. car valeting 

Lack of accommodation capacity and 
existence or development of more profitable 
business for hotels - e.g. mid-week 
commercial traffic 
 

©Between cruise© pax - local excursions Traffic management issues 
Additional added value services - to be 
defined 

 

 
As can be seen from the above Home Port Ancillary Tourism SWOT the issues relating to the 
development of ancillary tourism related to the existing Home Port activity are radically 
different from Port of Call development. 
 
Firstly the market characteristics and the approach needed are quite distinct.  In contrast to 
the limited number of known and/or identifiable decision makers responsible for Port of Call 
visits, there are many thousands of potential targets among the 250k+ departing passengers. 
Discussions with consultees, especially in the hotel sector, confirmed that there are 
numerous passengers who plan their travel to Southampton so that they can stay the night 
before.  However, accurate estimates of volumes are difficult to obtain, not least since many, 
if not most, of these passengers make their own arrangements directly with local 
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accommodation providers. Consequently they are often are not identified as cruise 
passengers when booking. 
At the same time some properties - for example Holiday Inn - have recently started to offer 
specific pre-departure packages, targeted directly at passengers or their travel agents and 
offering specific added value services such as parking.  The Holiday Inn stated that up to 60 
rooms can be sold in a peak month at a rate of between £160 - £200. Almost all are direct 
bookings via Holiday Inn©s central reservation system. The promotion of these offers has 
been facilitated by new software which allows each property to develop specific packages 
suited to its particular customer profile. 

 
Other properties such as the Ibis and Novotel do not provide parking - for reasons of security 
and liability - instead recommending CPS to their customers.  Rooms are sold by these 
properties according to overall company policy of ©best available rate©.  There are issues of 
capacity in regard to midweek sailings since their normal occupancy is high.  Conversely 
weekend business is highly attractive and can represent between 10 and 20% of available 
rooms. 

 
Several properties stated they had a noticeable though unquantifiable proportion of repeat 
bookers i.e. customers who regularly took cruises and regularly stayed with them before 
departure. 

 
Overall our findings are that there is significant though not precisely quantifiable ©NightB4© 
business - that this is primarily booked direct rather than via agents - that a proportion of the 
customers are regular visitors to the City but that all are essentially left to their own devices 
between arrival in Southampton one day and before embarkation the next. 

5.7 Summary  

Southampton is the Home Port par excellence in the UK. Tremendous success in growth has 
been achieved in the past decade and is continuing at breakneck speed. This is the basis of 
the industry for Southampton and this key fact must be borne in mind. Port of call business 
may ‘put some icing on the cake’ but it will be at a cost which the port itself will not wish to 
bear and which would have to be shared between all the relevant parties. In the following 
Chapters we will examine what may be done to improve Port of Call business without 
interfering with the success of home porting. 
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6. Issues 

             6.1 Port Operation & Future 

The growth of cruise tourism at Southampton has been impressive and continues in this 
vein of success. 2005 promises to be another record year and the expansion of the City 
Cruise Terminal at a cost of £0.5m reinforces the prominence of the port and its Number 
One position in the UK. This facility allows RCI’s legend of the Seas to make 13 calls at 
the port in 2005. It adds to the £1.5m invested in this terminal in 2003. Cruise tourism 
seems set fair for the future. 
A number of issues related to the port itself need to be identified and in some instances 
highlighted. Not all relate directly to the cruise business but nevertheless it would be 
neglectful not to mention them.  
Each relevant point is identified below and a conclusion reached at the end of the 
section. 
 
General Port Growth 
The most significant development for the Port in 2005 was the refusal of Planning 
Permission for the expansion at Dibden Bay. The Port Director described the Secretary of 
State’s decision as ‘extremely serious’. ABP’s evidence to the public enquiry states that 
any refusal of permission would lead to a loss of employment opportunities and would 
inevitably lead to ABP investing elsewhere. ABP has not discussed this issue with us and 
we would not have expected them to d reveal anything to us that is not in the public 
domain. The port is under pressure for space and the car import and export business and 
container business are clearly space intensive. There is therefore the possibility that 
Southampton will not fulfil its cruise potential because of the opportunity cost of giving up 
dockside space for a cruise vessel. This is something that may come into play only in the 
longer term and we have been reassured that cruise home porting remains a priority 
growth area. Nevertheless in five to ten years time it may start to reduce future cruise 
growth. 
 
Beyond the Dibden issue is that of current space competition between cars for export and 
import, containers and bulk goods. Any port visitor can see the range of uses and the 
potential conflicts. Priority is currently given to cruise vessels but the constricted space 
and ABP’s desire to retain flexibility will work against the idea of a dedicated cruise port 
coming into being. While this may be a reality in Florida it is not a commercially attractive 
proposition in the UK and the conflicting uses must in reality continue – with good 
management resolving conflicts. 
Where this space issue does have an impact is that it remains a valid reason to prevent 
‘meeters and greeters’ coming into the port or tourists wishing to ‘see the ships’ close up. 
There is little that can be done to change this in the port area itself. The concept of a US 
style ‘cruise port’ is almost certainly not realistic unless ABP decides to change its port 
layout and facilities dramatically and this seems unlikely to say the least as it is almost 
impossible to envisage a return on such investment. 
 
Conclusion 
The growth of Southampton as a port seems assured despite the impact of the Dibden 
refusal. It will however be different from that envisaged a year ago by ABP. The decision 
puts pressure on the existing port for space and berths and this will increase significantly 
over the years. It could impact on the growth of cruise tourism should ABP not continue 
seeing cruise tourism as a priority. It is a long term concern only. Within the port there is 
little potential to encourage visitors because of the real pressures of space and potential 
for accidents or conflict. 
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Port Services 
It is clear throughout consultations that the Port of Southampton works well as a cruise 
port through many companies and individuals working closely together and making a 
rather complex mix effective. While Dover stresses its one stop shop approach to cruise 
tourism there are many elements in the Southampton mix which have been described in 
Chapter 3. It is a private port and it has chosen to provide services through a range of 
competitive companies. No serious criticism of this day to day running of cruise ship turn 
around was expressed and it is clear that there is an efficient machine which occasionally 
needs a little more oil to maximise its effectiveness. 
 
Because of the seasonal nature of the business staffing issues can have an impact and 
with future growth could impact even more in the future. Baggage handling and more 
mundane skills are at a premium but CPS seems to have the matter well in hand with its 
training initiative. Much of the shore work is part time and casual in nature and will not be 
attractive to many as long term employment. As with the hotel and restaurant sectors, it is 
likely that there will be a dependence on migrant labour, simply to get the job done. 
 
The one stop shop approach has been suggested as a good concept for Southampton 
especially if there is a crisis to be dealt with – at the moment many players can have an 
input to a situation while not being fully informed. However future growth might not be 
best served through reliance on one company. 
 
In order to ensure the delivery of a single consistent message and to manage the 
process a one stop shop approach is of value in relation to marketing the area for cruise 
tourism and particularly in developing Port of Call business. 
 
The critical issue is how future growth will be managed within the Port as the expansion 
continues. Some overview needs to be taken to ensure that port services are ready to 
adapt to change in a timely and planned fashion. 
 
Conclusion 
The port is working well as a cruise home port from the perspective of turn around and 
management. It is not realistic to consider changing this unless market forces lead to a 
single supplier situation. 
 

6.2 City Roads & Services 

The single most worrying issue arising from the consultations for this report is that of 
traffic congestion and traffic management related to the port and in particular to cruise 
passengers access from the motorway system, notably if there is an incident which is 
delaying access to the port or to the ships. 
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Map 5.1 Southampton Centre near Port 
 

 
 
 
 
Fig 5.2 Map of approaches to Southampton 
 

 
 
 

The maps indicate the complex approach system to the port from the surrounding area 
and the quite complex road system –often one way – within the city around the port. 
Unlike most cruise ports there are also two access gates one for the QE2 terminal and 
the other for Mayflower and City Terminals. 
 
The issues that emerged and where action is considered necessary are: 
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�  Motorway signage is not cruise passenger friendly – it should focus clearly on the 

cruise port; 
�  As Great Britain’s largest cruise port there is opportunity for  Welcome Signage 

to the City reflecting this; 
�  The ROMANSE traffic management system (which covers Hampshire, 

Southampton and Portsmouth) should be utilised to inform passengers of delays 
and help keep them away from the congested port area until needed if there is an 
incident; 

�  Signage in the immediate port area should indicate which cruise lines use which 
gates and terminal. 

 
The ROMANSE system is worth further comment as it has a sophisticated system of web 
and Variable Message Tools. The latter are of most immediate relevance. They are 
described as: 

Variable Message Signs (VMS) and Enhanced Message Signs (EMS) 

ROMANSE has installed three types of VMS controlled directly from the Traffic and 
Travel Information Centres: Route Guidance VMS provide the latest information to the 
motorist about incidents and congestion, Car Park VMS show the number of spaces 
available in each car park, and Mobile VMS can be towed and positioned strategically to 
help traffic management during major incidents or events. 

Seventeen EMS were installed on the M27 as a joint venture between the Highways 
Agency, Hampshire Police and ROMANSE. The signs are used to help the management 
of both local and trunk road traffic in addition to traffic on the motorway itself. 

There is potential to use the ROMANSE system effectively to deal with traffic problems 
when there is delay and congestion from port incidents. This can be coupled with 
improved use of local radio traffic alerts. There is a real need to provide much more user 
friendly signage to the cruise port and terminals and to give a feeling of Welcome to the 
hundreds of thousands of passengers both from home and abroad. 
 
SMS Messaging (Text Messaging to Passengers' Mobile Phones) 
In addition to enhanced use of the ROMANSE system as recommended above - which 
will assist in addressing overall traffic management issues - we would also urge 
consideration of the development of an SMS messaging service targeted at arriving 
passengers. 

 
Many similar services targeted at airlines passengers have been launched during the 
past twelve months.  The majority of leading European airlines, including British Airways, 
BMI, KLM, Lufthansa, SAS and Finnair are now providing such services to their 
passengers.  These services, which operate on an opt-in basis, enable passengers to 
register their mobile numbers with the airline and to be kept informed, via text messages, 
of their flight status.  This is obviously of particular value in the context of flight delays or 
cancellations. 

 
A similar service would have a clear application in enabling effective communication 
between the cruise companies and embarking passengers in the event of a delayed 
sailing, providing direct benefits to passengers, the cruise companies and the City of 
Southampton alike. 

 
The viability of such services has now been proved in service by a number of airlines and 
proprietary platforms for their operation appear to be available from a number of system 
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suppliers.  Operationally all that is required is for passengers to provide a mobile number 
as part of the reservation process, conforming of course with statutory opt-in and 
customer data privacy requirements. 

 
An additional possible benefit, although issues of customer data ownership and privacy 
would need to be handled with sensitivity, is in their potential for use in the context of pre-
departure product and service delivery. 

 
Conclusion  
We believe that the expressed need to improve communication between the cruise 
companies and their arriving passengers could be effectively addressed by the 
implementation of such services. 

 
 

6.3 Marketing and Visitor Servicing 

Port of Call Development 
As referred in to Chapter 5 above most UK and European ports are now competing 
heavily for business. Cruise strategies, primarily for Port of Call development, abound.   
 
Historically, Southampton has no tradition as a Port of Call destination and is not 
regarded as such by either the cruise industry itself or by its customers.  The reasons for 
this are manifold, including most obviously it’s Port of Departure/Home Port background.  
Other reasons, as shown in the SWOT in 5.5 above, include logistical and 
competitiveness issues vis a vis established Ports of Call, the absence of a clear iconic 
status and the fragmented tourism product offer within the City and its hinterland. 
 
Nevertheless we would concur with the opinion expressed by several respondents - that 
there is both scope and opportunity for some modest development of Port of Call traffic at 
Southampton.  The nature of the existing Home Port traffic and port utilisation appears to 
be compatible with such development.  The limited number of decision makers within the 
cruise industry means that the ©targets© are relatively easily identifiable and can be 
addressed via precisely targeted market research, product development and destination 
and product marketing - if the right strategy and resources can be established and 
effectively deployed.  
 
The key factors which appear to be absent in the Southampton equation are: 
·  the lack of an agreed cruise development strategy and marketing framework; 
·  the absence of a cruise-related tourism support infrastructure covering Port of Call 

product development, promotion, marketing and delivery. 
 
Total economic returns per passenger are obviously not going to match those established 
for the Home Port industry as a whole. However the additional per passenger 
expenditure from the development of additional Port of Call traffic is likely to exceed 
average per passenger returns from the development of ancillary Home Port tourism, 
even if the aggregate total may be lower, at least initially.  Secondly, while the central 
resource requirement will need to be catalysed by public sector funding, again at least 
initially, the returns and results will be both monitorable and measurable. 
 
Marketing - Ancillary Home Port tourism 
There is clearly an opportunity (albeit relatively modest) to expand the overall level of 
NightB4 business.  Related to this is the opportunity to enhance the quality and value of 
the existing visitor experience.  Recommendations for addressing these opportunities are 
put forward in the Action Plan.  However it is also clear that any such marketing should 
be largely undertaken by the private sector - principally the accommodation sector. These 
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businesses already have contact with and knowledge and experience of their customers 
and their requirements.  It is Southampton©s individual businesses who, crucially, have to 
manage their own occupancy levels and yield.   
 
Thus any collective activity by the City to deliver improved pre-travel (to Southampton) 
and post-arrival (in Southampton) information and cruise passenger-focussed product 
and service promotion and other services to visitors should be aligned to this business 
environment, supporting the industry, not seeking to by-pass it.  This could be an 
important catalytic role for the Southampton Tourism Partnership. 
 
 
Visitor Servicing 
An important aspect that should not be overlooked is Visitor Servicing.  As noted above 
those cruise passengers who do spend pre-embarkation time in Southampton, whether 
they arrive the night before or on the day itself, are essentially left to their own devices.  A 
focussed Visitor Servicing approach, with targeted information on purchasable products 
and services, delivered via Hotels, cruise company and Southampton websites and other 
channels has the potential not just to increase local visitor spend but also, importantly to 
improve cruise passenger satisfaction. An improved visitor experience will arguably help 
to sustain Southampton©s position as the UK©s premier Home Port.  Currently there is a 
clear gap in responsibility here - no single body or combination of bodies has the 
responsibility for identifying and defining visitor servicing requirements or for the 
development of service and product delivery.  Again this is an obvious role for the 
Southampton Tourism Partnership. 

 

6.4 Where Economic Benefit can be Improved 

Traditional economic geography would suggest that, given Southampton’s historic port 
activities, a significant chandlery and marine sector would have grown up over time.  The 
two classic positive externalities that in part explain the locational choices that companies 
make are present:  
 

�  economies based on transportation or transaction cost savings among firms in 
the same industry or in different industries that have input-output relationships 
with one another; and  

�  economies from shared goods or resources – in this case, the port. 
 

The co-location of industries can often take on the additional characteristics of “clusters” 
of industries. The DTI defines clusters as “a concentration of competing, collaborating 
and interdependent companies and institutions, which are connected by a system of 
market and non-market links”8.   
The DTI clusters report Business Clusters in the UK - A First Assessment analysed the 
UK’s marine technology related companies and found around 12 per cent of them (about 
21,000 jobs) to be in the South East. Relative to the size of the South East’s economy, 
this is not disproportionately high. However, it is concentrated in the region’s southern 
counties.  While a small industry, the South East accounts for 25 per cent of UK 
employment in the building and repairing pleasure boats and a significant amount of 
equipment for marine markets is manufactured (e.g. many members of the Marine 
Equipment Association are located in the region).9 
 
Although the DTI Report does note these marine sectors, talking to the cruise companies 
suggests that a coherent cruise and port supply sector in Southampton seems relatively 
conspicuous by its absence (although it should be noted that a detailed review of the 

                                                   
8 Department of Trade and Industry (1998) http://www.dti.gov.uk/clusters/ 
9 ibid p79 
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economic profile of the Southampton sub-region is outside our brief; and we do not have 
comparative data for other similar large industries).  
 
 For example, only 26% of Carnival’s spend is made within Southampton or Hampshire; 
and Fred Olsen’s main suppliers are in Bristol, Dover and East Anglia. The DTI’s cluster 
report makes no mention of port supply industries forming a cluster in Southampton: 
instead, computer sciences, electronic engineering and car manufacture is mentioned.  
 
We have undertaken a case study of Carnival, Southampton’s leading cruise operator, to 
understand the nature of the local cruise supply industry.  We find that Carnival reports 
that Southampton and many other UK suppliers: 
 
 a) often do not understand the new nature of competition and 
 
 b) are not of the scale to be able to participate. 
 

 
CASE STUDY: CARNIVAL CRUISES 
 
The rapid consolidation in the cruise industry seen in recent years has had 
repercussions on how the cruise companies run their supply chains.   Here, we focus 
on how Carnival, the globally dominant cruise operator which carries over 85% of 
passengers from Southampton on its P&O and Cunard brands, has altered its supply 
chain relationships.  We can discern three broad changes in those relationships, 
firstly in the level of competition; secondly, in the scale of contract, and thirdly in the 
type of contract.   We look at each in turn.  
 
Level of Competition: 
Carnival is a global company seeking global purchasing deals.  It is not sufficient for 
suppliers to be locally, regionally or even nationally competitive.  Instead, suppliers 
must be globally competitive in order to win business.   
 
Scale of Contracts: 
The global nature of Carnival’s purchasing effort means that Carnival can gain 
efficiency savings from placing very large orders with a small number of suppliers.  
This releases savings in Carnival management time, and produces scale economies 
on the goods and services purchased.  In effect, this means that suppliers either win 
very large contracts – or win nothing.  
 
The exception to this rule is the piecemeal services bought ad hoc in local port 
environments, such as welding services.  These tend to be of low value, and so of 
little economic benefit to Southampton. 
  
Type of Contracts. 
The company is moving away from specialist chandlers as Carnival gets bigger, 
instead preferring to go straight to wholesalers.  In many instances, Carnival is going 
direct to manufacturers for a price on goods, and then negotiates a deal with 
suppliers to hold goods and deliver them as needed for fixed mark-up, meaning that 
suppliers in effect undertake Carnival’s stock control.  This is a new approach, and 
the UK market is wary; but fellow Carnival companies in mainland Europe are more 
successful at using this model. 
There is evidence that British – and specifically Southampton – companies have 
been unable, or unwilling, to respond to this step change.  
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Evidence for this is as follows: 
 
Carnival buys £2.5m p.a. of fresh produce.  Companies in Southampton have 
historically not been interested, preferring to pursue other markets, and being 
unwilling to deliver within the tight time period, often on Sundays, when loading can 
be undertaken.  Carnival has therefore been buying from suppliers in Holland and 
Denmark where quality and price have proved to be competitive.   
 
Carnival states that there are no chandlers in Southampton large enough to deal with 
Carnival or are willing to adopt the stock management measures required by 
Carnival.  The company finds that suppliers in mainland Europe are more willing to 
adopt these models than UK suppliers.   
 
Complex dry docking and refit contracts tend to go to Bremen.  Profitable running 
requires the time that ships are out of commission be minimised; and the demands of 
cruise scheduling mean that refit work must be completed on time and to the required 
standard.  Other things being equal, these factors mean that refit work should be 
carried out in Southampton: taking ships for refit to Germany means that 48 hours is 
lost simply in moving the ship from Southampton to Bremen and back.   However, 
Carnival has found that for the more complex refit work which requires the complex 
co-ordination of a large number of trades, the dry dock complex in Bremen has a 
better record for completing work on time and to the required quality.  Whilst dry dock 
facilities do exist in Southampton, the required trades and project management skills 
for complex refits do not exist to the same extent in the local economy.  This means 
that Southampton is successful in winning the more straightforward – and lower value 
- dry-dock work such as hull blasting and some engineering tasks.  
 
The extent to which local businesses could gear up to working within this new 
competitive environment is open to question.   Success for the local economy seems 
to depend on a combination of large scale investment, a change in local business 
attitudes, and a change in local business scale.    
 
Carnival reports that one potential fresh produce supplier of the required scale and 
quality is present in Southampton, and this supplier is showing signs of increased 
interest in competing for Carnival business.   
 
Southampton does have a dry dock of sufficient size to accommodate Carnival’s 
ships.  However, Southampton’s dry dock does not have a lay-by wharf, which 
accommodates ships during refits when dry facilities are not required.  This may 
reduce the ability of the local dry dock business to profitably run large refit contracts, 
as the efficiency with which the dry dock facility can be run is reduced.  
 
Southampton chandlery businesses are gaining critical mass: the chandlery business 
in Southampton is dominated by small companies which have been consolidating.  
This may leave them in a better position to compete successfully for Carnival 
business, but this is by no means certain. 
 
Some local businesses are coping with the new supply chain models. Carnival buys 
drinks from a Southampton company using the fixed mark-up model; this, though, 
has been industry practice in the drinks sector for some years.  Carnival works well 
with a local warehousing company for storage and consolidation of supplies to aid 
quick loading.   
 
In 2005, Carnival will run a supplier conference.  Main suppliers will be invited so 
that problems are explained to them.   Carnival will also invite companies from 
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mainland Europe to prove a point to its UK suppliers: the company is serious about 
looking for suppliers on a global scale.   
 
There may be niche exceptions to this picture.  A Southampton company, for 
example, supplies chemicals at a better price than under the Carnival global deal, 
which is with a Norwegian company.   
 
But the clear message is that as Carnival becomes more global in outlook, suppliers 
need to understand the global nature of competition.  Carnival reports that 
Southampton and many other UK suppliers: 
 
 a) often do not understand the new nature of competition and 
 
 b) are not of the scale to be able to participate. 
 

 6.5 Summary of Opportunities 

There are three broad areas of interest which need to be addressed. These are: 
 

�  Through tourism related to the cruise industry and home port growth; 
 
�  Through Port of Call business; 

 
�  Through the supply of goods and services to the cruise industry; 

 
There are opportunities to improve Southampton’s performance in all these areas as are 
outlined above. 
 
The existing cruise performance of the port can be enhanced through making it 
more efficient as a Home Port and through the port authority and partners working 
together to achieve an enhanced customer experience. There are likely 
opportunities for developing the impact of home port cruise business as a tourism 
opportunity for the city. 
 
There is also opportunity to develop Port of Call business in a modest way through 
more efficient marketing and business development of the city and area and 
through enhanced partnership working. 
 
Lastly there are a range of opportunities to improve the overall economic benefit to 
the city and close region by maximising the effectiveness of local suppliers and 
businesses and by increasing their understanding of the way that this global 
business operates. 
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7 Future Growth 

7.1 Cruise Tourism Prospects 

The future of the global cruise tourism industry is considered to be excellent. Confidence 
in the industry has never been higher and as was seen in Chapter 2 the order book for 
more cruise ships is healthy. It is almost impossible to keep the data in this report up to 
date in relation to orders in the industry. At 17 December 2004 it was estimated that there 
were 22 cruise ships on order ranging from 68,000 to 160,000 tons. Cruising forecasts 
suggest that by 2010 there will be 17m cruises taken - pre 9/11 the forecast had been in 
the 20m area. Cruise ships carrying 5,000 passengers are at the planning stage such as 
those in Carnival’s Pinnacle Project. 
 
Despite the unfortunate publicity relating to the Aurora and its enforced sojourn in 
Southampton in January 2005 the cruise sector is continuing to gain wider acceptance as 
the scope and scale of the industry increases. With a potential downturn in long haul 
tourism to the Far East because of the tsunami effect it is possible that cruise tourism will 
be one of the sectors to benefit from additional growth.  

 
A well respected forecast for outbound tourism – tourism from one country to other 
countries as opposed to domestic tourism within a country - indicates a very positive 
future as seen below at Table 7.1. 
 

Table 7.1 Growth in Outbound Travel 2002-2020 (mn) 

 15-34 years 35-54 years 55+ years Total 

United Kingdom  2.9 5.7 4.9 13.5 

Germany  -1.5 1.7 8.9 9.1 

France  1.1 3.0 4.1 8.2 

Netherlands  0.1 0.2 2.9 3.2 

Sweden  0.5 0.7 0.6 1.8 

% of Growth 9% 32% 59% 100% 

� � � � � � ��	
 � �� � 
 � �� ��� 
 � ��� �� � � ��� � � � �

Future tourism growth is maximised in the older aging segment especially in Germany 
while the UK is to see exceptional growth in the 35-54 bracket which interestingly is a 
target market for brands such as Ocean Village. 
 
This table indicates that there will be 13.5 million additional holidays taken in the UK over 
the period up to 2020. With UK cruising topping the million mark in 2003 this table 
indicates the level of new growth tourism markets in the UK alone that can be tackled by 
cruise companies – at a time when beach resort holidays are in something of a decline 
and where sun beach resorts are trying to reinvent themselves. 
 
The single major concern expressed over the future of cruise tourism relates to the 
effects of a terrorist incident of significance on a well known cruise ship. The damage to 
the industry would possibly be short term rather than medium or long term in a world that 
has grown accustomed to if not tolerant of such events. 
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7.2 Future Growth –Southampton 

Without insights into ABP’s future development plans at a strategic level for Southampton 
we cannot be specific about what may happen that could influence growth here. Clearly 
there has been an impact from the refusal of the Dibden project and ABP must be 
considering its options in relation to the development of the port. Equally we do not know 
the comparative profitability of cruise tourism for ABP vis a vis competing sectors such as 
car imports/exports, containers etc. 
 
However setting aside this issue the prospects for Southampton are good and the 
opportunities and growth prospects remain high. 
 
The reasons are as outlined in earlier Chapters: 
 

�  Southampton provides a first class service through its many suppliers working 
well together; 

�  It has natural advantages of a central location, double tides, lengthy berths and 
good water conditions; 

�  It is a centre of excellence for shipping; 
�  It has achieved a critical mass as a home port and is highly competitive in its 

charges; 
�  It has made cruise shipping a priority and targeted the key industry leaders. 

 
Whilst there are problems ahead stemming from the physical capacity of the port 
and the competing pressures therein, there is good reason to believe, providing 
the cruise sector remains a profitable proposition for ABP, that the port can cope 
with these. As the size of ships increases – Southampton is especially well placed 
to deal with the largest vessels planned – in terms of physical capacity and 
capacity or capability of dealing with perhaps 3,500 passengers on several ships 
on the same day. 
 
However such capacity increases will have knock on effects on the city itself and 
the ability of servicing passengers and getting them to the port safely and easily 
and without chaos in a crisis. 
 
Similarly, there is a need to ensure that labour availability to meet increasing peak 
demands for cruise ship turn rounds should not become a crisis issue in the 
future. 
 
The implications are simply that all involved in the city and port must co-ordinate 
and plan for the future to ensure that this £200m plus industry and sustainer of 
nearly 2,500 jobs can flourish.  
 
 
In Chapter 8 an Action Plan is presented aimed at ensuring that this business is both 
sustained and facilitated for growth. 
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8 Action Plan 

8.1 Introduction 

This Action Plan presents a series of recommended approaches to a series of aspects of 
cruise tourism business which are related to Southampton port and area. 
 
The following subject areas are considered separately below. 
 
These are: 
 

A. Co-ordination & Management 
 
B. Economic Improvement 

 
C. Managing Growth 

 
D. Marketing 

 
E. Port of Call & Local Tourism 
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Table 8.1 ACTION PLAN SUMMARY 

ACTIVITY 
AREA 

ACTION            1            2          3                                4           5           6 

Co-Ordination & 
Management 

Form Cruise 
Forum 

Form Liaison 
Group 

Business Plan 
for CTDO 

   

Economic 
Improvement 

Developing 
Local Business 
Opportunity 

Home Porting 
Development 

Port of Call 
Development 

Maximise 
Departing Pax 
Spend 

  

Managing Growth Impact Plan Manpower Plan Port 
Development 
Understanding 

Improve pre 
travel service 

Improve 
information etc 

Improve 
Welcome 

Home Port / Visitor 
Satisfaction 

Research 
Customer Base 

Travel Agent 
Research 

Pre Departure 
Product Dev. 

Joint Marketing 
/Guide 

As above As Above 

Port Of Call Business Plan 
for CTDO 

Evaluate Cruise 
Europe 

Target Cruise 
Lines 

Develop Value 
Added product 

Inaugurals 
Action Plan 
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8.2 A Co-ordination & Management 

No. Action Lead Responsibility Purpose Cost Timescale 
 
1. 
 
 
 
 
 
 
2. 
 
 
 
 
 
 
 
 
3. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Formation of Southampton 
Cruise 
Forum 
 
 
 
 
Cruise Liaison Group 
 
 
 
 
 
 
 
 
Develop Business Plan for 
Cruise Tourism Development 
Office (CTDO) 
 

 
Steering Group 
 
 
 
 
 
 
Steering Group 
 
 
 
 
 
 
 
 
SCC / Steering 
Group 

 
To review on a quarterly or thrice yearly basis, 
issues that affect the development of cruise tourism 
and to agree a way forward. This group is seen to 
operate at Chief Executive level and will have the 
ability to give a high profile focus on cruise tourism. 
 
 
To meet informally on a monthly or six weekly basis 
to discuss practical matters affecting day to day 
cruise operations. This group will focus on practical 
matters which affect business and can if issues are 
not resolved refer matters to the Forum. 
Likely to be a continuation of most of Steering 
Group and likely to have its agenda set by the 
Forum for strategic matters. 
 
To grow POC business (based on Dover model) 
and related products. (See 8A). This proposal needs 
careful costing and agreement with surrounding 
areas to ensure that it is perceived as a Gateway for 
cruise passengers to the Hampshire area and even 
further afield. 
 

 
Minimal 
 
 
 
 
 
 
Minimal 
 
 
 
 
 
 
 
 
£10,000 

 
Summer 05 
on 
 
 
 
 
 
Spring 05 
on 
 
 
 
 
 
 
 
Launch 
Winter 
2005 
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8.3 B Economic Improvement 

No. Action Lead Responsibility Purpose Cost Timescale 
 
1. 
 
 
 
 
 
 
 
 
 
2. 
 
 
 
 
 
 
 
3.  
 
 
 
 
4. 
 
 
 
 
 
 

 
Developing Local Business - 
Supply Chain Improvement 
 
 
 
 
 
 
 
 
Home Porting Development 
 
 
 
 
 
 
 
Port of Call Development 
 
 
 
 
Maximise Departing Cruise 
Passenger Spend 

 
Cruise Forum 
/SCC/Carnival/SEEDA 
 
 
 
 
 
 
 
 
ABP – Cruise Forum 
- Liaison Group 
 
 
 
 
 
 
CTDO 
(Cross Reference 8E 
&D) 
 
 
Cruise Forum  
(Cross Reference 8 D) 

 
Improve the local supply linkages for cruise 
operations – develop strategic alliances 
Carnival supplier conference 2005 a good start 
 
Develop understanding & requirements and 
engage with both the Lean Supply Chain 
Programme and Business Link Wessex to explore 
potential for application of expertise from these 
sources    
 
Encourage new entrants to specialist needs 
 
To facilitate the growth of home porting in 
Southampton  and maintain its position as the 
premier Home Port in the UK – no single action 
ensures this but rather the implementation of all of 
the recommended actions 
 
This business is less valuable even if successful 
but it can bring a wider spread of benefit in the city 
region and county. An English Channel Cruise 
Circuit should be tested for smaller vessels. 
 
Enhance visitor offer to departing passengers and 
between cruise passengers – make it easy for 
them to spend. This will involve actions to improve 
the airport welcome and advice to cruise 
passengers with ‘time to kill’ to providing a 
baggage storage service to working with local tour 
guides. 

 
£5,000 pa 
 
 
 
 
 
 
 
 
 
Minimal 
 
 
 
 
 
 
 
£15,000 pa 
 
 
 
 
£10,000 pa 
 
 
 
 
 
 

 
2005/6 
 
 
 
 
 
 
 
 
 
2006 on 
 
 
 
 
 
 
 
2006 on 
 
 
 
 
Autumn 
2005 
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8.4 C Managing Growth 

No. Action Lead Responsibility Purpose Cost Timescale 
 
1. 
 
 
 
 
 
2. 
 
 
 
 
 
 
 
 
 
3. 
 
 
 
 
4. 
 
 
 
5. 
 
 
 
6. 
 

 
Cruise Growth Impact Plan 
 
 
 
 
 
Manpower Plan 
 
 
 
 
 
 
 
 
 
Jointly Understand Port 
Development Policy 
 
 
 
Improve pre travel information 
service 
 
 
Improve information, signage 
etc 
 
 
Welcome 

 
Cruise Forum 
 
 
 
 
 
Cruise Forum 
 
 
 
 
 
 
 
 
 
Cruise Forum 
 
 
 
 
Cruise Forum 
 
 
 
Cruise Forum 
 
 
 
Cruise Forum 
 

 
Understand the impacts of growth in the next five 
and ten years on the city centre, access, transport 
and congestion /emergency issues 
(Transport planning and signage issues in 
particular) 
 
Increase understanding of manpower needs and 
constraints among all companies and develop joint 
action plans 
Liaise with Learning and Skills Council to assess 
potential for inclusion within Marine, Engineering 
and Manufacturing Skills project  
 
Explore with SEEDA potential for working with the 
Workforce Pooling (Skill Share) initiative) 
 
ABP can ‘share’ its ambitions for cruise 
development of the port so that there is a wider 
understanding for action from all parties to maximise 
impact –regular review needed 
 
Develop dedicated website and possible SMS 
service (Cross Reference 8D) and monitor and 
develop  
 
Use ROMANSE, Radio Solent, SMS etc for alerts 
(Cross Reference 8D) and monitor and develop as 
technology updates 
 
Ensure cruise visitors feel valued and welcomed 
through signage, organisation and surprises 
(Cross Reference 8D) 

 
£20,000 
and three 
yearly 
review 
 
 
 
£15,000 
 
 
Minimal 
 
 
 
Minimal 
 
 
Minimal 
 
 
 
 
£10,000 
website  
 
 
£10,000 
test 
 
 
£20,000 
 

 
2006 
 
 
 
 
 
 
2006/7 
 
 
2005/2006 
 
 
 
2005/2006 
 
 
2006/7 
 
 
 
 
2006 on 
 
 
 
2006 on 
 
 
 
2006 on 
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8.5 D Home Port Tourism & Visitor Satisfaction 

No. Action Lead Responsibility Purpose Cost Timescale 
 
1. 
 
 
 
2. 
 
 
 
3.  
 
 
 
4.  
 
 
5. 
 
 
 
6. 
 
 
7. 
 
 
8. 
 
 

 
Understand customer base 
through Research 
Programme 
 
Travel Agent Research 
 
 
 
Pre Departure Product 
Development 
 
 
Develop Joint Marketing 
 
 
Develop Sightseers Guide 
 
 
 
Improve pre travel information 
service 
 
Improve information, signage 
etc 
 
Welcome 

 
Cruise Forum 
 
 
 
Cruise Forum 
 
 
 
Cruise Forum 
/CTDO 
 
 
CTDO 
 
 
CTDO 
 
 
 
Cruise Forum 
 
 
Cruise Forum 
 
 
Cruise Forum 
 
 

 
Demographics, pre & post journey needs, ‘burning 
issues’ all need to be regularly updated 
 
 
Although declining generally agents are still key in 
cruise business – they are worth monitoring for 
views 
 
Increase spend of cruise passengers awaiting 
boarding – city tours etc 
 
 
Target repeat travellers to spend Southampton 
‘time’ 
 
Annual port guide brochure (as per US ports) with 
vessel details, sailing dates and viewpoints –
replicate on Southampton Tourism website 
 
Develop dedicated website and possible SMS 
service (Cross Reference 8C) 
 
Use ROMANSE, Radio Solent, SMS etc for alerts 
(Cross Reference 8C) 
 
Ensure cruise visitors feel valued and welcomed 
through signage, organisation and surprises 
(Cross Reference 8C) 
 

 
£7,000 
every two 
years 
 
£7,000 
once and 
review 
 
£5,000 
contract 
out 
 
£7,000 pa 
 
 
£6,000 pa 
 
 
 
As above 
 
 
As above 
 
 
As above 

 
2006 
 
 
 
2006 
 
 
 
Winter 
2005 
 
 
2006 
Season 
 
2006 
 
 
 
2006 
season 
 
2006 
Season 
 
2006 
season 
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8.6 E Port of Call 

No. Action Lead Responsibility Purpose Cost Timescale 
 
1. 
 
 
 
 
 
2. 
 
 
 
3.  
 
 
 
4. 
 
 
 
5. 
 
 
 
 
 
 
 
 
 

 
Develop Business Plan for 
Cruise Tourism Development 
Office (CTDO) 
 
 
 
Evaluate benefit of Joining 
Cruise Europe 
 
 
Cruise Company 
requirements 
 
 
Develop Value Added 
Product 
 
 
‘Inaugurals’ Action Plan 
 
 
 

 
SCC/ Steering 
Group 
 
 
 
 
New Cruise Group 
 
 
 
CTDO 
 
 
 
CTDO 
 
 
 
CTDO 

 
To grow POC business (based on Dover model) 
and related products. (See 8A). This will include 
testing an English Channel Cruise Circuit concept. 
 
 
 
To present Southampton as POC. 
 
 
 
Target cruise companies to establish precise needs. 
 
 
 
Meet the needs of Cruise companies for itineraries, 
deals and ideas following 3. 
 
 
Develop speciality services for ‘celebration’ of new 
vessels involving the whole city and link to Home 
Port Improvements as at D above. 

 
As above 
 
 
 
 
 
Minimal 
 
 
 
£3,000 
every two 
years 
 
£3,000 pa 
 
 
 
£5,000 

 
Launch 
Winter 
2005 
 
 
 
Complete 
for 2006 
season 
 
Autumn 
2005 
 
 
Winter 
2005 
 
 
Spring 
2006 
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APPENDIX 1: SURVEY 
 
Passenger Survey (disembarking) 
 
INTRODUCTION TO RESPONDENT 
Good morning/afternoon/evening. I am from the Roger Tym & Partners, the independent economic research company based in London.  We are conducting a 
survey amongst cruise passengers to understand the benefits they bring to the local economy.  We would very much like to include your views. Could you spare a 
minute of your time to help us? 
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APPENDIX 2: CRUISE SHIPPING LINES 2004 
 
 
 

 CRUISE  LINE      MAIN  TRADING  AREA Ships 

1 CARNIVAL CRUISE LINES 
Caribbean, Mexico, Alaska, 
Bahamas. 19 

2 CELEBRITY CRUISES 
Carib , Europe , Alaska , Bermuda , 
Med. 9 

3 COSTA CRUISES Med, Carib, S.Amer., Europe, Baltic. 10 
4 CRYSTAL CRUISES World Wide. 3 
5 CUNARD LINE World Wide. 3 
6 FRED OLSEN CRUISE LINES World Wide. 3 
7 HOLLAND AMERICA LINE Carib, Alaska, World Wide, Europe. 13 
8 ISLAND CRUISES Caribbean, Mediterranean. 1 

9 
MEDITERRANEAN SHIPPING 
CO.(MSC) 

Mediterranean , Caribbean , S 
Amer. 4 

10 NORWEGIAN COASTAL VOYAGE   

11 NORWEGIAN CRUISE LINE 
Carib, Europe, S Amer, Berm, 
Hawaii. 10 

12 OCEAN VILLAGE  1 
13 ORIENT LINES World Wide. 2 
14  ORIENT-EXPRESS CRUISES   
15 P & O CRUISES World Wide. 4 
16 PAGE & MOY Baltic, Mediterranean. 3 

17 PETER DEILMANN CRUISES 
World Wide, German Rivers, Po, 
Baltic. 12 

18 PRINCESS CRUISES 
Carib, Alaska , W Wide , Pacific , 
Med. 11 

19 
RADISSON SEVEN SEAS 
CRUISES 

Carib, Europe , W Wide , Pacific , 
Med. 6 

20 
ROYAL CARIBBEAN 
INTERNATIONAL 

Carib , Alaska , Med , Bah , W 
Wide. 16 

21 SEABOURN CRUISE LINE Med, Mexico, Pacific, World Wide. 3 
22 SEADREAM YACHT CLUB Caribbean, Mediterranean. 2 
23 SILVERSEA CRUISES World Wide. 4 
24 ST HELENA LINE   

25 STAR CRUISES 
SE Asia, Australia, China, Sing, 
Malay. 8 

26 SWAN HELLENIC World Wide. 1 
27 THOMSOM CRUISES Mediterranean, Canaries. 2 
29 VOYAGES OF DISCOVERY   

30 WINDSTAR CRUISES Carib, Europe , Pacific , Med. 3 
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 OTHER CRUISE  LINES      MAIN  TRADING  AREA Ships 

1 AMERICAN CANADIAN LINE Caribbean, St Lawrence. 3 
2 BIRKA LINE Baltic 1 
3 CAPTAIN COOK CRUISES Australia, Pacific. 4 

4 

CLASSIC INTERNATIONAL 
CRUISE Asia , Caribbean , Europe , S Amer. 3 

5 CLUB MED Caribbean, Mediterranean. 1 
6 CRUISE WEST Alaska, Mexico. 7 
7 DISNEY CRUISE LINES Caribbean , Bahamas 2 
8 FESTIVAL CRUISES Carib, Med, Baltic, Canaries, Cuba. 7 
9 GOLDEN PRINCESS CRUISES Far East 1 

10 HAPAG-LLOYD KREUZFAHRTEN World Wide 4 
11 HURTIGRUTEN Norwegian Fjords. 9 
12 IMPERIAL MAJESTY CRUISE Fort Lauderdale 1 
13 LOUIS CRUISE Mediterranean. 7 
14 MANO MARITIME Mediterranean, Black Sea. 2 
15 OCEANIA CRUISES South America 2 

 OTHER CRUISE  LINES      MAIN  TRADING  AREA Ships 

16 P & O CRUISES Australia.  2 
17 PARADISE CRUISES Mediterranean. 1 
18 PHOENIX REISEN World Wide, Rivers. 3 
19 PULLMANTUR Mediterranean, Caribbean, Brazil. 4 
20 ROYAL OLYMPIA CRUISES World Wide, Med, Baltic, Africa. 8 
21 SAGA SHIPPING World Wide 2 
22 SALAMIS TOURS (Holdings) LTD Mediterranean. 1 
23 SEA CLOUD CRUISES Caribbean, Med Europe, Po. 4 

24 SEETOURS 
Med, Carib, Danube, Far East, W Wide.               
7 

25 SILJA LINE Baltic 1 

26 STAR CLIPPERS 
Caribbean, Mediterranean, Far 
East. 3 

27 SUN CRUISES 
Caribbean, Mediterranean, Far 
East. 4 

Source: PSA & Consultants Research 
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APPENDIX: 3 Cruise Ships - Southampton (planned calls 24/2/04-9/1/05) 

SHIP LINE NO. OF 
VISITS 

CABINS PASSENGERS 

Black Prince Fred Olsen Lines   15   238 389-451 
Black Watch Fred Olsen Lines     9   422 733-902 
Braemar Fred Olsen Lines     4   
Aurora P & O Cruises   29   939 1874-1950 
Oriana P & O Cruises   21   914 2016-2272 
Adonia P & O Cruises   19 1008 2016-2272 
Oceana P & O Cruises   17 1008 2016-2282 
Caronia Cunard   20   376 679-732 
QE 2 Cunard   19   896 1791 
QM 2 Cunard   13 1320 2640-2800 
Saga Pearl Saga Cruises     4   194 352-474 
Saga Rose Saga Cruises     6   328 593-620 
Sundream Airtours     6   539 1078-1257 
Jewel of The 
Seas 

Royal Caribbean 
Cruise Line 

    4 1050 2100-3360 

Crystal 
Serenity 

Crystal Cruises     1   548 1080 

Royal 
Princess 

Princess Cruise 
Lines 

    9   530 1060-1200 

Van Gogh Travelscope     2   250 550-795 
Marco Polo Orient Lines     2   425 844-848 
Delphin Hansa Touristik     1   
Silver Cloud Silversea     1   150 300-323 
Discovery Voyages of Discovery     2   351 700-780 
The World     
TOTAL  204  531,321 
Source: ABP Southampton 
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APPENDIX 4: Planned Cruise Calls Port of Lerwick 2005 

COMPANY  VESSELS  CALLS 

CLASSIC INTERNATIONAL   Arion  1 
  Athena  1 
  Funchal  3 
CLIPPER CRUISE LINE  Clipper Adventurer  2 
COSTA CRUISE LINES  Costa Allegra  3 
  Costa Europe  1 
  Costa Marina  1 
CRYSTAL CRUISES  Crystal Symphony  1 
DELPHIN SEEREISEN  Delphin  1 
  Delphin Renaissance  2 
FRED OLSEN LINES  Black Prince  1 
  Braemar  1 
GLOBAL QUEST CRUISES  Lyubov Orlova  10 
HANSA KREUZFAHRTEN  Ocean Monarch  1 
  Paloma I  1 
HAPAG LLOYD  Bremen  1 
  Christopher Columbus  1 
HEBRIDEAN ISLAND CRUISES  Hebridean Princess  1 
HOLIDAY KREUZFAHRTEN  Mona Lisa  2 
HOLLAND AMERICA LINE  Maasdam  1 
KRISTINA CRUISES  Kristina Regina  2 
LE LEVANT CRUISES  Le Levant  1 
NOUVELLE FRONTIERES  Van Gogh  2 
PETER DEILMANN  Deutschland  1 
PLANTOURS & PARTNER  Vistamar  1 
PRINCESS CRUISES  Sea Princess  1 
RADISSON SEVEN SEAS 
CRUISES  Seven Seas Navigator  1 
SAGA SHIPPING COMPANY  Saga Ruby  1 
TRANSOCEAN  Astor  1 

    47 
   Source: Port of Lerwick 
 
 
 
 
 
 
 
 
 
 
 
 
 



Southampton Cruise Tourism  
 

 
 

TTC International & Roger Tym & Partners April 2005 

66 

 
 
       APPENDIX 5: LIST OF CONSULTEES 
 

Ray Facey Associated British Ports 
Philip Naylor Carnival UK 
Lee Wilky Carnival UK 
Nick Hartwell Carnival UK 
Lee Kirby Carnival UK 
Paul Mattingley Carnival UK 
Rosemary Mole Carnival UK 
Corinne Batty Carnival UK 
Julie Powell Carnival UK 
Jane Wareham Carnival UK 
Chris Penny Fred Olsen Cruise Lines 
Keith Back Cruise and Passenger Services 
Ian Bennett Cruise and Passenger Services 
Toby Vaughn Saga Holidays 
Ingrid Maderni Saga Holidays 
Owen Milton Onyx 
Simon Hutt Denholm Barwil 
David Wood City of Southampton 
Bob Musker Dolphin Hotel/Southampton Hotels Association 
Peter Conway Cruise UK 
Deborah Jarrett Cruise Connections, Dover 
Tracy Norris Tour Operations Manager, Excursions Ltd 
Jim Cleary Excursions Ltd 
Raymond Parker Feherty Travel Ltd 
Fiona  Guest Services Manager, De Vere Grand Harbour 
Cheryl Reservations Manager, Holiday Inn 
Angela Stitchbury Reservations Manager, Novotel 
Sami Haroun Reservations Manager, Hotel Ibis 
Counter Staff Southampton Airport Taxi Services 

 
 
 
     APPENDIX 6: WORKSHOP MEMBERS 
 

Philip Naylor Carnival UK 
Ray Facey ABP 
Keith Back Cruise & Passenger Services 
Simon Hutt Denholm Barwil 
Bob Musker Southampton Hotels Association 
David Wood  Southampton City Council 
Jeff Walters Southampton City Council 

 


