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K3 BT EWRWEE SRR MRS R(=21)
Table 3  Editor-defined category by cruise brand (n=21)
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it JE Bk %8 (Disney Cruise Line) 23 1707.84 4 I ARAER B RS N e bR v
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Table 4 Comparisons of means of classified variables by cruise line categories (n=21)

k2 TERSE
IR e T e L
(Contemporary) (Premium) (Luxury) (Contemporary) (Premium) (Luxury)

% )33 (Cabin) 3.818 3976 4.900 29.0720.000 3816 4461 4500 6.848 0.006
%R (Dining) 3.832 4230 4846 23.1410.000 3.856 4509 4786 16.8440.000
% 5 (Entertainment) 4.060 3800  3.620 2382 0.121 4.009 3856 3381  3.682 0.046
/478 1] (Public Room) 4.058 4355 4705 8.465 0.003 4.067 4522 4714 9.615 0.001"

{8 /74 & (Fitness /Recreation) 3.971 4.205 4258 1.310 0.294 3.975 4.267 4292 1.879 0.181
% FE(Family) 4.101 3.033 2300 10.2630.001 4.071 2908 1.500 41.0260.000
J# I W9 (Shore Excursion) 3571 3.908  4.086 6.295 0.008 3.649 3900 4161 3.933 0038
76 529% 3 (Enrichment Activity) 2.440 3840 4192 35.0840.000 2611 4190 3917 26.7270.000
A% %5 (Service) 4.159 4306  4.697 3307 0.060 4.146 4351 5000 8.784 0.002°
P4 L (Value for Money) 4.169 4278 4434 1109 0351 4.172 4.207 4762 6388 0.008

P P<0.01, P<0.05.
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Cruise Attribute Evaluation and Brand Positioning:
An Empirical Study on Professional Cruisers

Sun Xiaodong, Xu Meihua

(Department of Tourism & Event Management, School of Business Administration,
East China Normal University, Shanghai 200241, China)

Abstract: EWOM has become an important source of product information influencing people’s purchase de-
cisions, especially for service, where consumption uncertainty and risk are greater than for goods. For cruise
tourism, eWOM tools have become key sources of information for cruise passengers in choosing cruise com-
panies, ships, and destinations. As such, it is critical for cruise lines to understand online WOM generated by
both cruisers and experts to market brands effectively to the right consumers. According to Motivation Theory
and Attribute Knowledge Theory, consumers and experts will value attributes differently based on their motiva-
tions and product-related knowledge. Extant studies related to cruise eWOM are largely based on cruiser-gener-
ated contents, few are using expert perceptions. Based on text reviews and ratings of 10 ship attributes from ed-
itors of the world’s largest online cruise community (httpw://ww.cruisecritic.com), this article evaluates 167
cruise ships from 21 cruise brands. Firstly, we use the method of word frequency to analyze the text reviews of
167 ships. By extracting high frequency words related to cruise attribute, we identify attributes that are paid
high attention by experts. Then, combined with satisfaction evaluation of experts on 10 attributes of 167 ships,
this paper discusses the product attributes that need to be improved in the international cruise industry in terms
of attention and satisfaction. Secondly, taking the overall rating as dependent variable and 10 cruise attributes
as independent variables, the factors influencing experts’ overall cruise ship ratings are identified by multiple
regression analysis. Finally, we use 10 cruise attributes as categorical variables to divide 21 cruise brands by
cluster analysis, and the differences between three categorizations defined by experts, defined by industry and
defined by self-brand are further explored. Results show that core attributes such as cabin, dining and entertain-
ment not only occupy the highest attention to experts’ reviews, but also become the most influential factors on
the overall ship evaluations. However, relatively low evaluations by experts indicate they are critical areas for
cruise companies to improve upon with urgency. The brand categorization derived from expert perception is
mostly in line with that defined by industry, but notable differences in the two types of brand categorizations
are also identified. Variance analysis further shows that the expert-derived cruise brand categorization is more
informative than that defined by industry. The main contribution of this research is a clarified understanding of
the reviews conveyed by expert, which offers insights for third-party opinion platforms and cruise practitioners

in optimizing brand positioning and improving information value of online word-of-mouth.
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