t the start of 2007, Holland

America Line (HAL) launched an

advertising campaign designed
to provoke target consumers into thinking
about which cruise line would best suit
their ideal holiday. This multimillion-
dollar magazine campaign first
appeared in the January issue of Vanity
Fair, which arrived in homes during the
first week of December 2006.

‘Our new campaign takes an
emotional approach to capture the
attention of cruisers, with vibrant,
stunning visuals,” said Richard
D Meadows, executive vice president
of marketing, sales and guest
programmes. ‘These are supported by
our signature brand messages. We
are not changing our brand; we are
changing how we communicate our
brand to reach the youthful mindset of
the baby boomers. Our goal is to reach
emerging consumers and rattle their

Providing an on-board service that is different to that of competing

companies is often the deciding factor for prospective passengers and
is where most new business is won. Steve Kirsch, Holland America Line,
reveals his company’s latest culinary enrichment programme.

perceptions about what they think our
brand is and show them that we are
multi-layered and offer the experiences
they seek in a premium style.’

On-board enrichment
HAL’s Signature of Excellence concept
was created to set up new standards
of good taste and service. As part of
this initiative the company has recently
completed a $225 million upgrade pro-
gramme, and all the line’s staterooms are
now outfitted with a number of luxury
items, such as plush Euro-top Mariner’s
Dream beds, deluxe waffle/terry cloth
robes, new pillows and flat-screen TVs.
The investment programme also
included the provision of a range
of cultural enrichment programmes
encompassing the ever-increasing
popularity of cookery. Like most aspects
of cruising, this latest trend has been
adapted to suit the tastes of today’s
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Two of Noordam’s most popular features
are the Culinary Arts Center and (inset)
the Pinnacle Grill restaurant.

cruisers. ‘Many of our guests have
mentioned that they’d like to know more
about the culinary arts,” says Meadows.
With a culinary arts programme,
passengers can sample fine dining
and learn how to recreate meals.
Meadows points to HAL's well-received
Culinary Arts Center programme,
presented by Food & Wine magazine,
where culinary demonstrations and
cooking classes are held on every
cruise, featuring celebrated chefs.
Cruises with a culinary twist may be
found heading to Alaska, the Caribbean,
Europe and the Mediterranean.
Cooking demonstrations and
classes are held during days at sea
and sometimes while the ship is in
port to provide an alternative for
those who choose not to go ashore.
As a fleet-wide enhancement, the
Culinary Arts Center is being retrofitted
on all 13 existing ships and will also be






