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CRYSTAL

HOSPITALITY & LIFESTY LI
BRAND PORTIOLIO
INTHEWORLD

1 Crystal Cruises’

2 Crystal River Cruises™

3 Crystal Yacht Expedition™
4 Crystal AirCruises™

5 Crystal Luxury Air™

6 Exclusive Class™ Cruises &
Crystal Residences™
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CRYSTAL®

CRYSTAL
PILLARS

SERVICE
SPACE
QUALITY
CHOICES
DESTINATION EXPERIENCES
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5¢ THE CRYSTAL EXPERIENCE

CRYSTAL®

EXCLUSIVITY | CUSTOMIZATION | OPTIONS




CRYSTAL®

THEART OF

CREANTING
MEMORIES OF
ALIFETIMIE
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CRYSTAL

WHO AREOURGUESTS?

CRYSTAL EXPERIENCES BRIDGE GENERATIONS

« Silent Generation | born between 1920s - 1940s

« Baby Boomers | born between 1946 - 1964

« Generation X | born between mid 1960s - early 1980s

« Generation Y / Millennials | born between 1980s - early 1990s

« Generation Z | born between mid 1990s - early 2000s
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WIHAT OURGUESTS SEER?

ADVENTURE VOLUNTOURIS
M

CONNECTION CULTURAL UNIQUE
ENHANCEMENT EXPERIENCES
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CRYSTAL



ADNENTURE

“I11s 1111|)()1 lanl Lo me Lo (ry lhmg_,s I have
never done before”
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CRYSTAL
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CRYSTAL

CRYSTAL
ADN ENTURES

OPENUPTHIE
WORLDTO
APLORIEAS

YOU LIKE.




VOLUNTOURISM

“Itis important that my children
understand the imp ortance ol
charitable gi\ing”
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CRYSTAL

VOLUNTOURISM
ADY ENTURES

“YOU CARE, W
CARLE™




CONNECTION

*More and more | am I()()king for vacalions
where | can mcelude my entire famihy”
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CRYSTAL






CULTURAL
ENHANCEMENT

“VMv g()al when lra\'oling 1S 1O gain a lmiq ue
perspec (ive on the local culture”
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CRYSTAL
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CRYSTAL

DESTINATIONS

THECRYSTAL
EXPERIENCE TS
DIELIN ERED
THROUGII
ENTRAORDIN AR
DESTINNTIONS
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CRYSTAL

ENTERTAINMENT!

W hether on the high seas, the
idvIlic waterwavs of Europe or
in remole tropical harbors -
Crvstal offers more options

than ever before!




UNIQUE
EXPERIENCES

“I'malwavs looking for new,

cnriching experiences”
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CRYSTAL
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BRIDGING GENERNTIONS

THROUGH SOCINL MEDIA
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CRYSTAL

T
OPPORTUNITY

()ng()ing_; proje('l Lo broaden 1‘@(‘0g11ilion among y future
gener ations ol luxur v T uisers while gener almg AWATCNCESS
about Cr \ stal Cruises.

W hile generaling slralegi(t awareness and polenlia]
bookimgs, secondary goals were identified as growmg the
brand’s Social Media fo”o\\ing.
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CRYSTAL

THE CAMPATGN

An o_,\'amplo ol the ()ng()mg
° rqp - ) )
project -l hree travel and
fashion influencers were
chosen to share therr lirst-
person perspec (Ive on social
mediawhile j()u FNeyin o on
WO |’1al’1(]—pi('ke(] VOVAQCES,
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CRYSTAL

Y Y
RESULTS
The three mfluencers (on two separate vovages) shared a total of
17 social posts across Instagram, Facebook, Twitter and on therr
blogs.

These posts gamed a total ol 120,62 engagements on Crystal
Cruises’ accounts and 373,062 engagements on the influencers’
accounts. \s the campaign evolves we look forward to continued
resulls.
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CRYSTAL

FOLLOW CRYSTAL.
W ERESOCIAL

FOLLOW EDIE ON SOCIAL MEDIA

n IFacebook l@] a |*](|i(‘.|{()(|rigu(‘z g a E(li(‘l’u)(lrigll(‘z

FOLLOW CRYSTAL ON SOCIAL MEDIA

ﬂ Facebook l@l a CrvstalCruises ﬁmé (1|‘)slz1| Iil()g Q a (jl‘l\slal(]ruisos
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