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Abstract

With the improvement of consumption levels and purchasing power, society has gradually entered
the era of the experience economy. As an emerging form of travel, cruise tourism is attracting an
increasing number of travelers. However, the cruise industry is also facing intensified market com-
petition. Under these new market conditions, it is crucial for cruise companies to optimize the cus-
tomer experience, formulate effective marketing strategies, and enhance market competitiveness.
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This paper first utilizes the Octoparse software to collect web content from the cruise section of
Ctrip, and analyzes the data using ROSTCM6 software. In combination with relevant literature, a
targeted cruise customer experience evaluation system is constructed. Secondly, a questionnaire
survey is conducted to analyze the key factors affecting the customer experience. Based on this, the
study applies the 4P marketing theory to analyze current marketing issues. The results indicate that
cruise products lack variety and distinctiveness, service quality needs improvement; there is price
confusion with inflexible pricing strategies; sales channels are disorganized and need expansion;
and promotional efforts are insufficient and overly simplistic. Finally, based on these findings, the
paper provides strategic suggestions in terms of product, pricing, channels, and promotion, offering
guidance for cruise companies in formulating effective marketing strategies.
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Table 1. Construction of cruise passenger experience indicator system
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4.2. FEFERLE

{5 P I B 3R A P SEPE AV 0, A SCIE I e b AR R AR E T I i, UK, T BAAE R
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B4 0.757 (% 3), p{E N 0.000, /T B%HIEE K-, ERBBERLE

Table 2. Reliability test
F2 FERE

i e Ny Cronbach’s a &%
33 210 0.817

Table 3. Validity test
@3 WERLW

KMO f& 0.757
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Table 4. Tourist experience evaluation form

*® 4. FREEITMNR

fatr ¥iMa bRt 22
WAL AL 3.62 0.95
All 3.61 0.91
Al2 3.55 0.96
Al3 3.72 0.96
Al4 3.62 0.94
Al5 3.58 0.97
IR IR AR A2 3.93 0.81
A21 432 0.74
A22 422 0.71
A23 4.36 0.63
A24 3.58 0.95
A25 3.53 0.88
A26 3.57 0.93
FRS RS A3 3.42 0.71
A31 4.27 0.64
A32 4.05 0.70
A33 3.07 0.72
A34 2.66 0.68
A35 3.06 0.65
A36 3.41 0.90
RE R A4 3.98 0.73
A4l 3.66 0.92
A42 3.65 1.00
A43 4.28 0.64
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A45 4.40 0.63
A46 4.00 0.55
A47 431 0.68
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B EARES: AS 3.07 0.61
A51 3.22 0.66
A52 2.89 0.56
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