
and opportunities for the Wild West coast
- Geraldton, May 2018 

The Cruising story…



2

• The global Cruising story 
• Introduction to Carnival Corporation 
• Regional cruising perspective - WA
• What drives deployment decisions?
• Establishing new cruise destinations
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INTRODUCTION 

Michael Mihajlov – Director, 
Destination Management and Shore Excursions 
(Australia, Asia-Pacific & Indian Ocean) 
Carnival Australia



4

THIS IS MY TEAM…
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REGIONAL CRUISING PERSPECTIVE

CLIA – State of Industry report 2017
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CRUISING IS BOOMING! 
IN AUSTRALIA AND AROUND THE WORLD

CLIA Australia – Market report 2016
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CLIA – State of Industry report 2017
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AUSTRALASIA - AN IMPORTANT REGION

CLIA State of Industry report 2017
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CLIA – State of Industry report 2017
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Princess Cruises
31%

P&O Cruises
25%

Carnival Cruise Line
11%

Holland America Line
4%

RCI
21%

CEL
5%

Other
2%

2017
ANZ market share

ALBDs (M)

CAU = 71%

Sources: Internal CAU

• CAU is the only year-
round cruise operator in 
Australia

• CAU is the  #1 operator in 
Australia & New Zealand 
with ~71% market share

CARNIVAL AUSTRALIA IS THE BACKBONE OF 
CRUISING IN THE REGION
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INTRODUCTION TO CARNIVAL CORP & PLC

• Dual Listed on NY and London 
Stock Exchanges

• Market capitalisation ~US$46.31B

• 104+ ships in service

• 9 brands

• ~12.1 million passengers a year

• ~US$18B in revenues

• ~US$2.6B net revenue
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WHAT IS CARNIVAL AUSTRALIA?

• Regional subsidiary of Carnival PLC

• ~10% of the corporation’s business

• 7 brands in the region

• 1+ million passengers a year

• Only cruise operator to operate 
year-round in Australia

• Australia – Now 2nd fastest growing 
(to China) and 4th largest 
geographical source market



WORLDS LEADING CRUISE LINES – COMMERCIAL POSITIONING
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REGIONAL CRUISING PERSPECTIVE 

• Over last 5 years 
Carnival has added 15 
new Australian 
destinations to 
mainstream cruising 
portfolio

• Five new Event cruises

• Carnival offers voyages 
departing from every 
Australian capital city

• Majority of new 
destinations are in 
regional Australia



WHAT DRIVES BUSINESS DECISIONS IN CRUISING 
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Market 
potential

• Source market  with maximum yield 

• Duration and  port density 

• Destinations  - marquee, curiosity destinations are 
measured with ‘port scores’

Key dates

• Peak periods

• Competitive offer

Economic 
contribution

• Operating Costs (incl fuel and port fees)

• Revenue NTR + OBR (including  Shore tour)

Operational 
considerations

• Berth / anchor

• Navigation

• Crew turnaround capacity
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KEY TO ATTAINING TOP PORT SCORES –
GREAT WELCOMES AND COMMUNITY PARTICIPATION
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TOP MARKS – GERALDTON
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SPECIAL THANKS – JO BROWN



KALBARRI SKYWALKERS – GOOD FOR GERALDTON
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ABROLHOS CRUISING- GOOD FOR GERALDTON
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EXAMPLE – KURI BAY PLUS BROOME
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SPECIAL THANKS TO WA - STATE AND REGIONS
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MAIN EVENTS AND SHORT CRUISING
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• New segment pioneered by P&O 
Australia

• Targets short breaks market

• Events are major catalyst to travel 
on short getaways

• Up to 40% of P&O Cruises 
deployment not categorised and 
Sea Breaks and Main Event 



Short cruising – 3/4 and 7/8 nights are core
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Cruising to the Australian OPEN – 2 ships
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Melbourne CUP impact
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What can Geraldton offer for Perth short cruise market?
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HOW MUCH IS CRUISING WORTH IN AUS?

AUD$5.3B

CLIA Australia – Market report 2016



IMPORTANT TO REMEMBER…

• Cruising is low impact as 
generally only day-use 
infrastructure is required

• New technology in continuing 
to reduce emissions

• Any waste generated is 
removed from the destination 
and processed on-board or in 
approved shore-side waste 
facilities

• Ships are virtually fully self-
contained
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THANK YOU
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