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Carnival Cruise Lines Part 3
Product Strategy
	CCL offers a variety of products such as spa, thermal suite, thalassotherapy, massage, facial treatments, fitness classes, and jogging tracks for customers onboard. The services included in the vacation charges. The company uses the theme "Fun ships" and prides itself on low-cost service packages. The product cycle of cruise ships can last for many years from their introduction to decline. Customer offerings while the cruise ships are of high quality and ensure optimal customer satisfaction. The offerings include accommodation, meals, and recreational activities such as sports, jogging, stage performances, casinos, deck parties, facial treatment, etc. The products deliver customer values since they are of high quality and the customer service is impeccable. The services can be improved by offering multiple packages with different price ranges to cater to all customers regardless of the economic status.
Pricing Strategy
	The gratuity rate for regular guests boarding the company's cruise ships is $13.99, which is relatively low compared to rival companies such as Royal Caribbean Cruise (RCC). For instance, CCL charges for $95 per 3 nights, while RCC charges $120 for the same (Callas, 2019). The company can use cost-based methods based on target returns, break-even analysis, contribution analysis, and marginal pricing to ensure that customers get value for their money, and the company sustains its profitability. I recommend that the company use a competition-based method that entails determining prices based on that of competing companies. Customers are likely to be sensitive to price changes since they are often looking for affordable service. All in all, the price shows that CCL offers high quality and prestigious services to its customers.
Place: Distribution Strategy 
	The company offers cruise services to Americans and Europeans through its fleet of 25 ships that depart from every coastline in the United States (U. S) as well as Barbados, Canada, and Puerto Rico. The distribution approach of using a large number of “Fun Ships’ is costly since the initial, acquisition, and maintenance costs are high. The distribution strategy should align with the company's positioning and diversify its voyages to include other coasts such as Europe, Asia, and Africa.
Promotion: Integrated Marketing Communication Strategy 
	Approach 
	The company achieves its marketing goal by ensuring that its customers have maximum satisfaction. In this regard, CCL is passionate to please every guest by committing to providing high-quality services.  Therefore, the company creates extensive awareness about its services months prior to the peak season. Also, the product lines are aimed to appeal a large portion of the target market despite their lifestyles and budgets. The voyages are tailored to provide an enriching experience to some of the world's most famous tourist destinations. CCL uses promotional strategies such as a customer loyalty program that recognizes customers throughout their voyage (Williams, 2011). Also, it primes itself for using the internet to communicate effectively with its target market. The company has a main website that displays information for persons all over the world regardless of their linguistic orientations. 
 Moreover, the company can use social media promotional strategies to connect with online users who can give feedback about their services. Also, the company can use a mainstream advertisement to promote itself through newspapers, TVs, and radios.  Creating public awareness in the mentioned above is enabled through the partnerships that the company has formed with other entities. The aforementioned promotional strategies enable CCL to create public awareness about its services. Online and social media presence will also enable the company to get feedback from customers that it can use to improve its services. The strategies will help attract new customers and develop strong brand awareness.
Goal
	CCL target segment is first-time cruisers since the promotional strategies aim at communicating the brand message. The Fun Ship image needs to be painted in the minds of the potential audience. In this regard, CCL advertises its entertainment infrastructure, including dancing, dining, playing, sunning, swimming, and socializing. The campaign aims at enlightening potential customers that they can experience the aforementioned at affordable prices. According to Kathie Lee Gifford (Company's spokesperson), "In the morning, in the evening, Carnival got the fun…" (Kwortnik, 2016)  The entertainment framework that this company offers guests with reasonable expectations. Potential customers that are interested in cruising with the company will be required to call and message the company as part of the call to action. Customers can email or use the call to action button the company’s website or social media platforms to make inquiries.
Messages 
	CCL’s primary message is to provide memorable and desirable vacations to its customers at a great value.  In doing so, the company will be communicating to the target market that the brand is authentic and values relationships built on trust. According to Kathy Mayor (Chief Marketing Officer), “What we want to do is take what is core to the brand and meet the customers where they are in terms of their expectation of living and interacting with brands in the digital world” (Stieghorst, 2017). The message pillar for the marketing strategy is that memorable experiences will help enhance customer satisfaction. Besides, customers will join a community that wants to be associated with the brand. The proof point is demonstrated when the company offers incentives to loyal customers. The call to action will require customers to sign up on CCL's website to access its services.
Promotional Mix and IMC Tools
	CCL uses direct marketing to sell its vacation packages to its customers through a call to action buttons on its website. Besides, it uses emails to send newsletters to already existing customers.  Therefore, these clients can access information on the new travel packages to align their vacation plans with the available offers.  Also, the company uses digital marketing to engage its customers on social media platforms such as Facebook. Twitter, Instagram, etc. In this regard, CCL shares a message on its social media timelines; for example, the company showed gratitude to American military personnel by laser-inscribing the message on buns that were to be served during the barbecue. As a result, social media community reacted to the message; therefore, demonstrating that their fans were part of telling its story. 
Sales Alignment
[bookmark: _GoBack]	The campaign operates two months before peak seasons to create awareness to potential and existing customers that were planning to make reservations with the company. CCL's campaigns support sales activities since it generates related to passion areas such as comedy, family, food, sports, military service, etc. Afterward, the company builds relationships with its clients by interacting with them in online and social media platforms. The company uses feedback from customers to adopt corrective measures aimed at improving its services. Lastly, the company monitors marketing concerns addressed to ensure that everything is working according to plan. The success of the campaigns will be measured by using total revenue, incremental sales, and website unique visitors. Increment in total revenue will be a perfect key performance indicator (KPI) since it will show that the promotional strategies used were effective. Also, increment in total sales will be an indicator that the campaign has attracted customers to the business. Lastly, unique website visitors will show that the company that the company's campaign is successful since it will show that customers are starting to gain interest in the business’s online presence.
Budget
	Item 
	Purpose
	Cost Estimate

	Marketing Team
	The marketing team will be required to come up with a promotional mix that increases the company's revenue. The team will measure campaign outcomes against the set objectives.
	$200000

	Campaign management software
	The software will track the company’s campaign and determine the level of organic reach.
	$1500

	Whiteboards
	The boards will be used to educate the sales team on what approaches they should use.
	$100



Action Plan 
	Timing
	Activity Type
	Brief Description
	Audience
	Owner

	11/28/2019
	Website update
	Lead messages will be added to the website to align with positioning strategies and the campaign’s goals.
	Potential customers that have access to the internet
	David Brewster

	11/29/2019
	Social media engagement
	The sales team will engage customers on various social media platforms.
	Potential customers who are social media users
	Steve Tom

	11/30/2019
	Feedback analysis
	Feedback from customers will be analyzed and imminent concerns identified
	Potential clients using social media
	Lynn Davis

	11/31/2019
	Solutions developed
	Solutions to the identified issues will be developed
	Existing and potential customers
	Wayne Jenner

	12/1/2019
	Email marketing
	Existing customers will be messaged newsletters with new offers
	Existing customers
	Linda Beverly



Risk Factors	
	The company aims to reduce sales carried out by agents on their behalf by using internet-based reservation systems. Also, the company needs to expand its market segments to other parts of the parts rather than the United States. Lastly, the company boost is competitive advantages by offering modern service packages at affordable costs.
Company Description
	CCL offers cruise line vacations accompanied by entertainment services such as dining, swimming, and accommodation to its customers.
Target Segment
 The company target customers interested in having ultimate vacation experiences within their cruise ships.
Competitive Advantage
 CCL has a low debt-to-capital ration that portrays that it has a robust financial outlook since its cash flow is positive.
Positioning Statement
"To attract families, the Carnival Cruise Lines is the only cruising experience that caters to the explorative and leisure needs because we provide value for money."
Marketing Plan Objectives 
	The marketing plan aims at increasing CCL’s sales, revenue, and market share as well as promotes customer satisfaction. Besides, it aims at creating awareness about the company’s products to the customers.
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