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Good Morning.

It’s a pleasure to be home in Aruba, even though it is only for a few days.  It is also a pleasure to participate as a member of this panel on “The Ins and Outs Of Caribbean Cruise Tourism.”

Since this is my first presentation as a representative of Royal Caribbean LTD., I would like to give you a brief overview of our company.

The brands in Royal Caribbean LT. (RCL) are Royal Caribbean International and Celebrity Cruises. Royal Celebrity Tours is a land-based tour company that is a wholly owned subsidiary of RCL and incorporates elements of birth the Royal and Celebrity brands.

Three prominent Norwegian Shipping Companies founded Royal Caribbean Cruise Lines in 1969.  The first ship, “Song of Norway” made its maiden voyage in 1970.  Song of Norway was the first ship to have a cocktail lounge cantilevered from its smokestack.  This feature is now the signature of every Royal Caribbean ship know as the Viking Crown Lounge.”

Based in Miami, by 1986 the company grew steadily and had three ships with 350 shoreside personnel.  In 1988 two pivotal events occurred, with the introduction of RCL’s newest ship, “Sovereign of the Seas,” then hailed as the largest ship in the world and a new Chairman of the Board and CEO, Richard Fain.

Celebrity Cruises was created in 1989 as an upscale cruise line and innovator in the cruise industry. In 1997, Celebrity Cruises merged with Royal Caribbean.  Today, RCL is a global cruse company with a combined total of 29 ships. Royal Caribbean has 19 ships ranging in guest capacity from 1,600 to 3,114 and Celebrity Cruises has 10 ships ranging in passenger size from 1,354 to 1,950.

Our business today is supported by over 35,000 shoreside and shipboard employees, serving 2 Caribbean nations, 24 European and 9 Central and South American countries, Iceland, Russia, Turkey, Thirteen U.S. states, 142 destinations, with 29 ships.

The industry’s highest-rated premium cruise line with a taste of luxury, Celebrity Cruises’ 10-ship fleet is the youngest of any major line.  Celebrity sails in the Arctic, Antarctic, Alaska, Bermuda, California, the Caribbean, Europe, the Galapagos Islands, Hawaii, the Mexican Riviera, the Panama Canal and South America.

Both brands have performed well for the first half of the year and the expectations were good for the second half.  As a result of the financial impact of the multiple hurricanes the company expects an impact of 0.10¢ to its third quarter earnings and 0.02¢ to 0.03¢ to its fourth quarter earnings.  A portion of the impact is attributable to lost revenue and a portion to an increase in expenses. Partially mitigating the financial impact of the hurricane have been strong bookings for the summer.  As a result, the company now estimates that net yields for the third quarter of 2004 will be slightly better than the company’s previous forecast of an increase in the range of 10% to 11%. Based upon these expectations, management anticipates 204 earnings per share to be in the range of $2.24 to $2.35 despite the unusual events of the summer.

With regards to today’s panel discussions, I am encouraged and pleased to say that I believe the cruise lines, hotels and governments have arrived at a historical moment where the will is there to work together for the overall good of the Caribbean region.

Most recently during the FCCA Conference in Barbados, I attended a unique meting where all three parties met at the table to discuss ways of combining efforts to ultimately increase stay over visitors to the Caribbean destinations.

RCL has also met with a delegation from the Caribbean governments along with representatives from CTO.  The meeting was very positive and we are working towards a “mou” that will provide a platform for us to work in a one-on-one basis to achieve common goals.

T\A recent report by the WT&TC “The impact of Travel and Tourism on Jobs and the Caribbean Economy” states that the Caribbean’s economic and marketing-related travel and tourism research and forecasting are generally inadequate, both in terms of quality and quantity.  As a result, public sector analysis and related policies tend to overlook or understate the impact of the industry or deal only with its smaller individual components.

Implementing a tourism satellite accounting research program and updating it annually will provide a significant tool for planning and policy development.  It will also provide NTO’s with hard economic data to give input into decisions regarding marketing and promotional efforts. This in turn will help raise awareness among the public and private sector stakeholders of travel and tourism’s full impact actoss the national economy, not just on hotels restaurants and retail business,but als on construvtion, real estate, agriculture and toher sectors, including the cruise lines.

Australia has formed a very suvvessful Toruisrm Forecasting Concil (TFC), in which al stageholders are well represented and condidentiallity and tust are present ot envourage real private sector participation. The Council anticipates further capital investments and infrastructure neds, heloing to mitigate serious supply shortages or oversupply.

Lastly, experience has shown that demand for any tourism region or destination grows sharply if marketing and promotions are well finded, sustainable and effective. Promoting the Caribbean brand to enhance the region’s legitimate partners with the Caribbean governments and hotels in the region.  

J. Pierpoint Morgan said, “The fist step to etting anywhere is to decide that you are not going to stay where you are.”

Thank you. 

