Carnival Cruise Lines
Identifying the Customer and Problem
	The target segment for Carnival Cruise Lines is females within the age of 35-54 years. Most of them do not have kids and that is why they like the cruise line. The females within the rage of 35-54 years like to have fun and be provided with a range of services while on a cruise vacation. They make their buying decisions based on some factors such as meal options, ports, on-shore excursions, routes and ship's room selection. The products and services offered such as personal choice dining, onboard entertainment which include Voice of the Ocean and interactive onboard activities will help solve the problem of conceivable tastes and price preferences facing our customers (Kang & Kwun, 2015).
Factors Influencing Customer Decisions
Personal and demographic characteristics of customers how prefer using the Carnival Cruise Lines differ. Most of the customers are females within the age of 34-54 years. However, this does not mean that the line does not accommodate other people falling any age. The cruise line also accommodates families of different sizes. On the other hand, gender is not a problem as anybody of any gender can get the services offered on the cruise line. Most of the customers who tend to use the Carnival Cruise Line services are the retried population where they find it the appropriate time to enjoy their pensions (Kuwornu et al., 2013). However, high-income earners also board in the cruise line. Those customers with small families also board the Carnival Cruise Lines since the cruise line caters to family needs too. Situational characteristics also influence customer decisions. The buying situation is very easy as customers have to only visit the cruise line website and book for their holidays. Also, the level of involvement between the clients and the cruise line attendants is so effective which makes many customers prefer the cruise line. Again, the market offers differ depending on the type of vacation the customer prefers (Kuwornu et al., 2013). The frequency of use in the cruise line has been high over the past few years due to the quality of services offered. Again, the customers are very loyal to the cruise line since they never compromise their services. 
Most of the customers come from the United Kingdom, Italy, North America, Australia and Germany. The population size varies from winter to summer where some times couples come with their children and at other times they come alone. For instance, in 2018 the Carnival Cruise Lines catered for over 85 percent of cruise passengers from the aforementioned parts of the world (Kuwornu et al., 2013). In total, more than 5.4 million customers used the cruise line as it helps the customers to live their best life to the fullest while on board.
Reaching the Customer
One of the strategies in reaching the market segment of Carnival Cruise Lines is by leveraging the authenticity and credibility of the brands that have been recommended by family and friends. This will be helpful as it will send a message to the customers that their needs are being considered and their suggestions matter. As a result, more customers will prefer using the cruise line due to high emphasis on customer satisfaction. Secondly, there is need for the cruise line to consider ‘linear' television advertising which will help to reach millions of customers in mass media (Weinstein & Morritt, 2012). This will help the cruise line to meet the customers where they are based on the entertainment, value of utility they want.
There exist several things that Carnival Cruise Lines can do to ensure the market is viable for their products. One, they have to set the price of their services such that the willing customers can afford. This will tend to increase booking of the cruise line. Again, the organization must ensure that the total number of people willing to enjoy their services is viable to ensure they record high visits and hence, in turn, make profit which is the main goal (Weinstein & Morritt, 2012). Coming to the means available for making payment, the cruise line should provide comfortable means. Failure as a cruise line to offer an ideal means of payment tends to scare away the customers. Last but not least, the Carnival Cruise Line should do market research first and establish which service and when is needed. This reduces the chances of introducing a service in the market and yet there are no customers at that particular time.
One of the unethical experiences I have had with Carnival Cruise Lines is through false advertising. I had booked a vacation from their website which was inclusive of various services together with my family. After boarding the cruise line I realized that what I got and what I had expected was different. My family was so disgusted by the situation and vowed not to ever again use the cruise line. With this, I concluded that they are not honest with the services they are offering and are using false information to attract customers. 
Again, I felt that the cruise is not transparent with the services they are offering as they are failing to disclose exactly what a customer will get while on an inclusive package while on a vacation. Once I reported the case to the managerial staff at the cruise line, they seemed to be less concerned with my complaint taking no responsibility for their actions. Since then I have never used the cruise line since my family's happiness comes first and I have to get value for my money.
Competitive Advantages
[bookmark: _GoBack]Some of the competitive advantages that Carnival Cruise Lines has include; 
· Wider market share
· Strong financial position (David Mc A, 2015).
· Multiple and unique services
Market Niche and Positioning Strategy
	The market niche the Carnival Cruise Lines needs to fill in the vibrant growing opportunities in Asia. Many people from that region are starting to appreciate the need for a vacation and thus the cruise line needs to shift its attention to that region. The main positioning strategy the Carnival Cruise Lines can use is through providing multiple and unique products to the customers in Asia (Weinstein & Morritt, 2012). The approach is very effective as it will attract many customers to choose their vacation with the cruise line. As a result, Carnival Cruise Lines will be able to compete on fairgrounds with its competitors the same it has been doing in other regions. 
Positioning Statement
 To females ranging between 34-54 years, Carnival Cruise Lines is the only cruise line that provides world-class, multiple vacation services because of the highly trained staff and use of up to date technology in attending to our clients. 
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