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Data diving can sometimes  yield surpris ing ins ights  into cus tomer segmentation. Image credit: Crys tal

 
By DANNY PARISI

NEW YORK A deep dive into digital data can provide the kinds of insights a brand needs to reinvent its marketing
strategy to fit modern consumers.

Speaking at Luxury Interactive 2017 on Oct. 17, a senior executive from Crystal Cruises explained the ways that the
company has used data to take a hard look at the mistakes it was making in determining who its customers were.
Even for brands that are mainly a physical, in-person experience with little online shopping presence, digital data
can still help provide valuable insights.

"One mistake we made was launching without understanding who the customer was," said Oscar Guerrero, senior
manager of consumer insights and loyalty at Crystal Cruises.

"When I started, our loyalty program was a bit stale," he said. "Before I jumped in and made changes, I wanted to take
a macro view of who our guest is."

Data diving
When Mr. Guerrero joined Crystal, he admits that the company had an incorrect sense of who its customers were
and how they were interacting with the brand.

The company was confident in its return rate and the number of people who were continuing to book cruises each
year. But additional digging showed that those notions were not as ironclad as they first appeared.

"We did some digging into our database," Mr. Guerrero said. "They were looking at the last two or three years and
seeing a 70 percent return rate.

"But if you go back further, 70 precent of first time cruisers never came back. Of the 30 percent that did come back,
there was a 35 month lag between first and second cruise.

"Our goal is to reduce that gap as much as possible.
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Crystal's new river cruises. Image credit: Crystal

Similarly, the brand was not completely aware of the demographics of its  customer base, estimating that the age of
the average cruiser was much lower than it actually was.

This presented a problem, as an older consumer base was not as sustainable as a younger, more robust consumer
base who are more likely to book repeat cruises.

"Thirty percent of our customers are over 80," Mr. Guerrero said. "I always say our customers are dying and my
bosses say 'no, they're just 'aging out.'

"But we are bringing in younger and more adventurous guests."

A new audience

Since discovering the reality of what kinds of customers it attracts, Crystal has been on a mission to create new,
digitally-enhanced campaigns that are appealing to young consumers.

For example, Crystal is  helping prospective travelers imagine themselves on one of its  cruises with the addition of
virtual reality technology.

Crystal Preview allows travelers to view Crystal's Serenity and Mozart ships and select shore destinations in 360
degrees, transporting consumers to the Arctic or locations along the Danube River. Most travelers consult digital
channels before booking, making virtual reality another way to help them make decisions about their itineraries (see
story).

Crystal has recently brought in VR as a marketing tool for young consumers. Image credit: Crystal

Before Crystal's captains take the wheel of its  river cruise liners, they will train and be assessed on simulators
developed through a partnership between its parent company Genting Hong Kong and Netherlands-based Simwave.
Leveraging what Crystal claims is the first of its  kind technology for the cruise industry, the simulator is expected to
increase safety for vessels by letting captains practice on dry land (see story).

Mr. Guerrero also spoke about the methods by which brands need to make each customer's experience more
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personalized and unique to them.

"If Megan cruised one time and spent $5000, I cruised 10 times and I spent $100000, why would we get the same
email? Without our names on it?" Mr. Guerrero said.

"Customers want to feel like they are known."

© 2020 Napean LLC.  All rights reserved.

Luxury Daily is published each business day.  Thank you for reading us.  Your feedback is welcome.

mailto:feedback@luxurydaily.com

	Digital data can help brands modernize their physical experiences

