



Executive Summary
In 1991, the first website went live, and it has been stated by Chaffey and Chadwick (2016) that the internet, the web and digital media have changed marketing and business, however, the main challenge for today’s marketers is to evaluate which innovations are the most relevant, as well as gaining advantage. The three media channels that are commonly used to develop a strategy that reach and affects possible customers are seen to be paid media, earned media and owned media. Royal Caribbean International have used earned media and owned media to develop their strategy, especially through the use of different partners such as bloggers and influencers to bring brand awareness. 
Royal Caribbean International is an award-winning cruise brand who have over a 46-year legacy of innovation, and they can proudly say that they have introduced the cruise industry’s “firsts” never seen before at sea. Royal Caribbean International is owned by Royal Caribbean Cruises Ltd. Royal Caribbean International have 25 ships in their fleet and sail to destinations such as the Caribbean, Europe, Alaska, Asia, Australia and New Zealand, United States and Canada. 
Instagram is a social networking app which is made to share photos and videos from a smartphone. Instagram was launched in 2010 by Kevin Systrom and Mike Krieger, and they wanted to “inspire creativity through solving problems with thoughtful product design”. It currently has over 700 million active users (Katai, 2017). Instagram has a current engagement rate of 4.21% compared to Facebook and Twitter who barely reach 0.10 engagement rate. 53% of Instagram’s users are the millennial generation, aged between 18-29 years (Ford, 2016). 
Social media was described as the umbrella term for web-based software that allow users to come together online, and to debate, communicate and partake in any form of social contact (Ryan and Jones, 2014). An advantage of using social media for a business is that it can reach a larger audience in a more cost-effective way. Texas Tech University (2013) stated in a report that brands who are more engaging on social media can enjoy higher loyalty from their customers. 
The traditional marketing environment consists of two parts, where one is the microenvironment and the other is the macro environment. The microenvironment consists of actors close to the company whilst macro environment is seen to be of larger social forces. 
Moore (2017) stated that there were 4 main benefits of using Instagram for a business; 1) easy access to high-spending young crowd, 2) create brand awareness, 3) access to audience and 4) cross-posting across other channels. Cruise Lines International Association (2016) reported that the younger generations will embrace the world of cruising more than ever before, and it is therefore important that Royal Caribbean market this target group, and the best way to do this is through Instagram. Royal Caribbean posts approximately 2-5 pictures and videos per day to showcase their shore excursions, ships and destinations, making sure their logo and branding is consistent in every post so their followers can associate their logo with their brand. Herman (2017) stated that visual marketing and emotional connections are top reasons to use Instagram, and it can be argued that it is more important for Royal Caribbean to use visual marketing to encourage interaction with their audience. Even though Instagram is a great way for Royal Caribbean to reach a younger target market and create emotional connection, Instagram also has its disadvantages. Some of these disadvantages include; the audience on Instagram is not as business-minded and usually use the platform to scroll through their feed in order to waste time, it is only available as an app and there is no desktop feature, and Instagram’s users are for the most part the younger generation. (Burke, 2016).
While analysing digital marketing and social media platforms, it is important to look at Chaffey’s (2017) RACE Planning Framework, which in short summarises the online marketing actions that needs to be accomplished as part of digital marketing. RACE includes; Reach, Act, Convert and Engage. 
Instagram and Facebook are seen to be the top social media channels to use, however, Facebook has been around longer than Instagram and has a bigger user base than Instagram (Nwazor, 2016). Even though Facebook is bigger in numbers, Instagram has a 10 times higher engagement rate than Facebook and the average engagement per post has grown with approximately 416% the last two years. An example of this is Royal Caribbean’s posting of two similar photos on both platforms where Facebook received 71 likes and 49 comments whilst Instagram received 22,153 likes and 286 comments. Leibowitz (2017) said that brands should use Instagram for better engagement, yet it is easier to boost visibility through Facebook. 
The report concludes that Royal Caribbean International is doing the right thing in focusing on Instagram as their social media channel of choice, even though it can be argued that they are partly excluding a large group of followers by not posting similar posts, competitions and campaigns on Facebook and other social media channels they utilise. The researcher recommends that Royal Caribbean international links their Instagram account with their Facebook page as this is seen as a benefit. It is recommended to do so due to the low engagement rate on Facebook compared to their Instagram account. Another recommendation would be to hold similar, if not the same, competitions and campaigns as Instagram on their Facebook page. 
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1.0 [bookmark: _Toc503793182][bookmark: _Toc503793384]Introduction
Since the first website went live in 1991, the internet, web and digital media have changed marketing and business, according to Chaffey and Chadwick (2016). The main challenge for today’s marketers is to evaluate which innovations are the most relevant to their organisation, as well as gaining advantage through introducing the innovations to a company where the digital marketing techniques are efficiently integrated with their traditional marketing communications. Chaffey & Chadwick (2012) described digital marketing as “achieving marketing objectives through applying digital technologies and media”. Chaffey and Chadwick (2012) also stated that in order to develop a digital strategy, the marketers would need to understand a more complex, competitive buying environment. In order to help develop a strategy to reach and affect possible customers it is common to refer to these three media channels;
1) Paid media
2) Earned media
3) Owned media
Royal Caribbean International have used earned media and owned media to help develop their strategy. Chaffey and Chadwick (2012) defined earned media as “the name given to publicity generated through PR invested in targeting influencers to increase awareness of a brand”. Earned media for Royal Caribbean International have been developed through different types of partners such as bloggers and influencers to bring awareness. This can be seen through their Instagram posts, which includes Crew Ambassador Take Overs and Instagram Take Overs, by travel bloggers and regular guests on board their cruise ships.
Owned media is defined by Chaffey and Chadwick (2016) as “media owned by the brand”, and this can include an organisations own website, mobile applications and their social media existence. Owned media highlighted the necessity for organisations to become multi-channel publishers. Royal Caribbean International is a multi-channel publisher in the sense that they are alternatively investing in other media, and they offer the opportunity to sponsor products using similar ads or editorial layouts to several of their social media accounts. 
This report will focus on Royal Caribbean International and its use of Instagram as a digital marketing channel, as well as compare Instagram and Facebook to see which digital marketing platform Royal Caribbean International will benefit from using in order to gain a marketing advantage in the cruise industry. 
1.1 [bookmark: _Toc503793183][bookmark: _Toc503793385]Royal Caribbean International
Royal Caribbean International is, according to Royal Caribbean International (2017), and award-winning cruise brand with over a 46-year legacy of innovation. They can proudly say they have introduced the cruise industry’s “firsts” never seen before at sea. Royal Caribbean Cruises Ltd owns royal Caribbean International, which is a global cruise company that owns several other cruise lines across the world. Royal Caribbean International travels to destinations such as Europe, Asia, Australia and New Zealand, Alaska, The Caribbean and United States of America and Canada on their fleet of 25 ships (Royal Caribbean International, 2018). 
1.2 [bookmark: _Instagram][bookmark: _Toc503793184][bookmark: _Toc503793386]Instagram
Moreau (2017) stated that Instagram is a social networking app, which is made to share photos and videos from a smartphone. Kevin Systrom and Mike Krieger launched Instagram in 2010, and their vision was to “inspire creativity through solving problems with thoughtful product design” (Instagram, 2017). It has been reported by Katai (2017) that Instagram currently have more than 700 million active users, and is seen to be todays leading social media platform. Please refer to appendix 1.1 for statistics on Instagram. According to Forrester (2017), Instagram is the current king of social media with a 4.21% engagement rate whilst Facebook and Twitter combined barely reach 0.10 engagement rate. Forrester (2017) in Katai (2017) said that “Instagram delivered 58 times more engagement per follower than Facebook and 120 times more engagement per follower than Twitter”. 53% of Instagram’s users are the millennial generation, aged between 18-29 years. (Ford, 2016)
2.0 [bookmark: _Toc503793185][bookmark: _Toc503793387]Social Media as Digital Marketing Platforms
Ryan and Jones (2014) described social media as the umbrella term for web-based software and services that allow users to come together online, and to debate, communicate and partake in any form of social contact. Please refer to appendix 1.2 – Why it is important for a business to get involved in Social Media.
Social media is described by Chaffey and Chadwick (2016) as “monitoring and facilitating customer-to-customer interaction and participation throughout the web to encourage positive engagement with a company and its brands.” 
What is seen to be the main advantage by using social media is that an organisation can reach a larger audience in a more cost-effective way, which can be drawn back to Chaffey (2010) and the 5S’s where one of the 5S’s is save. Please refer to appendix 1.3 for the 5S’s in Internet Marketing. Within social networks, influencers can help spread the message more extensively. DeMers (2014) said that an organisations social media networks are just new channels for the brand’s voice and content, however, it is important because it makes the organisation more accessible for new customers, and it may arguably increase awareness for current customers. Texas Tech University published a report in 2013 where they stated that brands who are more engaging on social media can enjoy higher loyalty from their customers. The report concluded that more companies should use the tools social media gives them when it related to connecting with their audience. In light of this study, Baer (2012) in Convince&Convert (2012) stated that 53% of Americans who follow brands on social media are more loyal to those specific brands. 
2.1 [bookmark: _Toc503793186][bookmark: _Toc503793388]Digital Marketing Environment
Chaffey and Chadwick (2012) suggested that a traditional marketing environment consists of two parts; 1) microenvironment and 2) macro environment. According to Kotler et al (2018), the microenvironment mainly consists of actors that is close to the company, and actors that affects its ability to engage and service customers. The microenvironment actors includes suppliers, competitors and customer markets. On the other hand, macro environment consists of larger social forces that can affect the microenvironments. This may include; the supplier environment, distributive environment and competitive environment (Lancaster and Reynolds, 2004). However, some changes in the broader macro environment is perhaps not close to a company’s day-to-day operations, but can be seen as equally important. These factors fall into four groups;
1) Political and legal factors 
2) Economic factors
3) Social and cultural factors
4) Technological factors
(Lancaster and Reynolds, 2004).
Please refer to appendix 1.5 for actors in the microenvironment and appendix 1.6 for the major forces in an organisations macro environment. 
2.2 [bookmark: _Toc503793187][bookmark: _Toc503793389]Benefits of using Instagram
It was stated by Moore (2017) that there are 4 main benefits of using Instagram for E-commerce brands, which is as following;
1) Easy access to high-spending young crowd
2) Create brand awareness via repetition
3) Access to the audience
4) Cross-posting across other channels
As mentioned in section 1.2 - Instagram, Instagram is the social media platform for the younger generation, and common characteristics of a young crowd is arguably that they love to spend money. Instagram can be of help to businesses who wishes to reach a younger crowd whilst being interactive with them. Cruise Lines International Association (2016) reported that the younger generations, including Millennials and Generation X, will embrace the world of cruising more than ever before, and it is therefore important that Royal Caribbean International market this target group due to the already existing relationship with the older generation. Instagram is, as mentioned, an interactive marketing channel where organisations could consider posting videos and pictures multiple times a day, and it does allow repeat of posts. Royal Caribbean International utilises that and post approximately 2-4 pictures every day and 1-2 videos per day, this to showcase shore excursions, their fleet of ships and destinations. Royal Caribbean International is making sure their logo and branding is consistent when posting as their followers can then track the connection between their branding and their company and associate their logo automatically with Royal Caribbean. (Moore, 2017). Instagram provides an easier access to its audience as there are no restrictions or limitations. Another benefit of using Instagram as a digital marketing platform is the opportunity to cross-post across other channels such as Twitter and Facebook. However, Herman (2017) also included visual marketing and emotional connections as top reasons to use Instagram as a digital marketing platform. Royal Caribbean International and its fleet of ships travel to hundreds of destinations across the world, including the Caribbean, Europe, Asia, Australia and New Zealand (Royal Caribbean International, 2018), therefore it can be argued that it is more important to use visual marketing to encourage interaction. Everyone have heard the phrase “a picture is worth a thousand words”, and for Royal Caribbean Instagram does just that. Along with the visual marketing comes the emotional connection. Photos and videos of destinations and adventures Royal Caribbean posts instantly convey emotional responses, and this may perhaps, according to Herman (2017), drastically increase the engagement and help Royal Caribbean International reach their goals. 
2.3 [bookmark: _Toc503793188][bookmark: _Toc503793390]Disadvantages of using Instagram
Even though there are a lot of benefits with using Instagram, there is bound to be some disadvantages. Burke (2016) stated that for a larger business, such as for example Royal Caribbean International, the business accounts do not serve as great of a purpose as they could have. One of the main issues with Instagram Burke (2016) raised was the lack of Instagram as a desktop features. It is only available as a mobile app. It can be discussed that it is difficult to do everything in-app, according to Burke (2016). Along with Burke (2016), Slozberg (2017) added that one of the disadvantages of Instagram is that many of the active users are not business minded, meaning that they are usually not interested in anything but wasting some time. As the researcher mentioned previously, a benefit of using Instagram is that their users are for the most part a younger generations, however, Slozberg (2017) states that this can also be seen as a disadvantage as not all young adults and teenagers have money to spend, yet there are chances to get them to come back when they are older. The reason Royal Caribbean International is using Instagram more frequently as a digital marketing platform is arguably due to the high average age of a cruiser, which is, according to Florida-Caribbean Cruise Association (2010), 50+ years. 
3.0 [bookmark: _Toc503793189][bookmark: _Toc503793391]Instagram as a Digital Marketing Channel
3.1 [bookmark: _Toc503793190][bookmark: _Toc503793392]RACE Planning Framework
Chaffey (2017) stated that RACE summarises the significant online marketing actions that needs to be accomplished as part of digital marketing. Please see appendix 1.6 for a brief outline of aims and sample KPI’s for RACE. 
3.1.1 [bookmark: _Toc503793191][bookmark: _Toc503793393]Reach
The reach phase of RACE includes building awareness of a brand and its products on other websites and in offline media to circulate traffic by driving visitors to different web presences (Chaffey, 2017). Royal Caribbean International is very active on Instagram, publishing approximately 2-4 posts per day, as well as 1 to 5-minute-long stories every other day. It can be claimed that Royal Caribbean is trying to target a younger audience by market their new ships, its features and all the adventure their guests can embark on if they book a cruise. Hitz (2014) reported that Royal Caribbean sees a consistently high engagement on Instagram by showcasing their fleet of ships, and it has been suggested by Hitz (2014) that its audience is interested in the cruise experience itself. 70% of Royal Caribbean’s top Instagram posts this year features specific ships, preferably the new ones; Symphony of the Seas and Harmony of the Seas, and it can be argued that it is a good sign that the content of this nature hits the mark for the brand’s followers. 
3.1.2 [bookmark: _Toc503793192][bookmark: _Toc503793394]Act
The act phase of RACE is about persuading site visitors to take the next step, however, it is also about encouraging participation by sharing content through social media. This phase is about engaging the audience through appropriate, persuasive content and clear navigation so they do not hit the back button, according to Chaffey (2017). As mentioned previously, Royal Caribbean International will only post pictures and videos that are appropriate to their brand, and they are showcasing Shore Excursions, destinations and ships in order to do so. 
3.1.3 [bookmark: _Toc503793193][bookmark: _Toc503793395]Convert
It was stated by Chaffey (2017) that the convert phase included getting the audience to take the next step, which turns them into paying customers. Royal Caribbean International focuses on culture and travel, and they try to represent these themes via their imagery. Please see appendix 1.7 for picture snaps from their Instagram account. It can be argued that they use videos to establish a context to make the customer feel a part of their story and journey, which can be seen as particularly effective. Royal Caribbean also have crew ambassadors that take snapshots of their experiences and way of life, which can arguably gain trust with a first-time cruisers or continue the loyalty to those who have cruised with them previously, or even convert the audience to becoming paying guests. The fact that Royal Caribbean also have regular people as their ambassadors shows that the engagement within the company is growing, and this may arguably be more compelling to the audience who have never been on a cruise before. After seeing these posts it is possible that more people become interested in what Royal Caribbean is all about, which again may move them from Instagram to Royal Caribbean’s website and then potentially a new booking. 
3.1.4 [bookmark: _Toc503793194][bookmark: _Toc503793396]Engage
Engage includes the development of long-term relationship with first-time buyers, or in this case, first-time cruisers, to build customer loyalty. The videos Royal Caribbean International posts on Instagram may trigger memories for some guests who have previously been on that same holiday, as well with short, witty and straight to the point captions. Royal Caribbean highly emphasise on their activities which includes snorkelling, swimming, bus tours and zip lining (Sundberg, 2017). In 2016, Royal Caribbean International UK was searching for a #ExtraordinaryExplorer that would sail on different fleet of ships on 3 months to capture amazing views, extraordinary experiences and beautiful sunsets, however, the applications was taken strictly via Instagram. It can be argued that more people became aware of their brand when this Instagram job was posted, and it was reported by Leach (2017) that over 75,000 Instagrammers applied for this position, which can be related back to the act phase of RACE. In March through April 2017, Royal Caribbean was on the lookout for “The World’s Most Adventurous Squad”, and again, this competition was only available on Instagram. Royal Caribbean wanted participants to showcase their most epic photos, and all participants had to use the hashtag #AdventureSquad and #Contest. Again Royal Caribbean wanted to engage its audience to cruise with them, however, #ComeSeekLive, was different than other competitions they have had to engage their audience, this was more an innovative program which enabled their audience to interact with influencers that was on board Anthem of the Seas, and they were given the opportunity to discover and participate in adventures they never expected from Royal Caribbean. 
3.2 [bookmark: _Toc503793195][bookmark: _Toc503793397]Instagram Versus Facebook as a Digital Marketing Platform
Nwazor (2016) stated that Facebook and Instagram are two out of the top 10 social media channels to use, however, Facebook has been around a lot longer than Instagram and it is therefore reported that Facebook has a bigger user base than Instagram. It can also be argued that Facebook is more popular for the older generation whilst Instagram is more popular for the younger generation. A study conducted by Smith (2017) revealed that engagement with brands on Instagram is 10 times higher than Facebook, and the average engagement per post has grown with approximately 416% in two years. An example is; Royal Caribbean International posted two similar photos on Facebook and Instagram. Royal Caribbean International’s Facebook page have 4,337,766 likes (Facebook, 2018), compared to their Instagram account who has 596,000 followers (Instagram, 2018). Even though Royal Caribbean International have a lot more likes on Facebook, the similar picture they posted on both platforms received more engagement on Instagram with 22,153 likes and 286 comments compared to Facebook’s 71 likes and 49 comments. Royal Caribbean International’s Facebook page are focusing on cruise deals, which may be more compelling to a large group of their audience, however, their Instagram account posts more competitions and campaigns which possibly reach a larger audience. Leibowitz (2017) stated that a brand should use Instagram for better engagement, however, it is easier to boost visibility through Facebook. Leibowitz (2017) also stated, as previously mentioned, that Instagram will reach a younger audience than Facebook, but Facebook is better for distributing information as Instagram has limitations with linking to external websites whilst Facebook gives a business the opportunity to share unlimited amount of links. 
4.0 [bookmark: _Toc503793196][bookmark: _Toc503793398]Conclusion
After discussing benefits and disadvantages of using Instagram, the differences between Instagram and Facebook as a digital marketing channel and analysing how Royal Caribbean International uses Instagram to showcase their brand, the researcher concludes that Instagram is the correct digital marketing channel for Royal Caribbean to use, however, they do not utilise the full potential of Instagram to reach a larger audience by cross-posting between different social media platforms. Their Facebook page have over 4 million likes whilst their Instagram only have 596,000 followers. Aside from that, they are more active in posting pictures and videos, as well as engaging with their audience on Instagram than Facebook. They are hosting several Instagram-only competitions and campaigns, however, not everyone is using Instagram so they are excluding a big group of people by not cross-posting. Even though Slozberg (2017) stated that one of the cons of using Instagram was that its active users are not particularly business-minded, it is believed that this is not applicable for Royal Caribbean International as they are arguably more interested in showcasing their adventures, ships and destinations rather than the business side of the brand. 
5.0 [bookmark: _Toc503793197][bookmark: _Toc503793399]Recommendations
Throughout this research, it has been noticed that Royal Caribbean’s Instagram page is not linked to other social media channels, and as mentioned previously, the cross-posting across different channels are seen as a benefit. The researcher therefore highly recommends Royal Caribbean to link their Facebook page with their Instagram page, this due to the low engagement on Facebook compared to Instagram. It can arguably create more engagement on both channels if they were to cross-post between them. Another recommendation would be to hold similar, of not the same, competitions and campaigns as Instagram on their Facebook. By exclusively holding competitions on Instagram, they exclude a large amount of people that follow them on Facebook but not Instagram. It is however understood that their Facebook page is called Royal Caribbean International UK and not Royal Caribbean International, so it is recommended to create a Facebook page for Royal Caribbean International as a whole and use that page with links to Instagram and its competitions and campaigns. 
It has been noticed through research that Royal Caribbean International do not have an available Digital Marketing Strategy. It is unsure whether they have one specifically for them, or if their strategy is created by Royal Caribbean Cruises Ltd. It is recommended that Royal Caribbean International create its own marketing strategy as they do not offer the same as other cruise lines that are owned by Royal Caribbean Cruises Ltd. 




















6.0 [bookmark: _Toc503793198][bookmark: _Toc503793400]Appendix
6.1 [bookmark: _Toc503793199][bookmark: _Toc503793401]Figure 1.1 – Instagram Statistics
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6.2 [bookmark: _Toc503793200][bookmark: _Toc503793402]Figure 1.2 – Why it is important for a business to get involved in Social Media
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6.3 [bookmark: _Toc503793201][bookmark: _Toc503793403]Figure 1.3 – The 5S’ in Internet marketing
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6.4 [bookmark: _Toc503793202][bookmark: _Toc503793404]Figure 1.4 – Actors in the microenvironment
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6.5 [bookmark: _Toc503793203][bookmark: _Toc503793405]Figure 1.5 – Major forces in macro environment
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6.6 [bookmark: _Toc503793204][bookmark: _Toc503793406]Figure 1.6 – Aims and Sample KPI’s for RACE
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6.7 [bookmark: _Toc503793205][bookmark: _Toc503793407]Figure 1.7 – Snapshots from Royal Caribbean International’s Instagram
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