
OBJECTIVES

 
Part the sea of sameness

Viking River Cruises were drowning in a  

sea of sameness within the category.  

Our task was to part this sea by establishing 

a unique point of difference, to create 

brand cut-through and salience to  

drive bookings. 

TARGET AUDIENCE

Those interested in discovery

People 50+ with a skew towards  

women, whose common core need  

is all about ‘discovery’. Discovery of new 

destinations and unique experiences.

STRATEGY

Providing the right access  
at the right time

Aiding and inspiring discovery by 

providing access throughout the travel 

planning process. Access to expert advice, 

compelling content and detailed  

travel information.
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CAMPAIGN PERIOD: MARCH – OCTOBER 2014

Discovery through access



EXPLORE THE WATERWAYS OF EUROPE IN STYLE
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MEET THE MAN BEHIND THE RIVER  

CRUISE REVOLUTION 

Page 2

THE MODERN SPIRIT OF ADVENTURE 

DEMANDS STATE-OF-THE-ART LONGSHIPS 

Page 3

EVERY DESTINATION DISHES UP  

A NEW CULINARY EXPERIENCE 

Page 4

FOUR ITINERARIES THAT CAPTURE

THE EXHILARATION OF RIVER CRUISING 

Page 5

TOUR DE FORCE

THE VIKING WAY

EUROPEAN DEGUSTATION

CRAFTED JOURNEYS

EXPERIENCE 
MORE THAN 

SCENERY

Body. Mind. Inspiration.

The Sun-Herald magazine, April 27, 2014
www.dailylife.com.au

Cra f t e d
Jou rn e y s

Or i g i n a l
S to r i e s

EXPERIENCE MORE 
 THAN SCENERY

We took readers on a rich river cruise experience of discovery with an 
interactive custom rich format – the Mosaic. Cruise itineraries were provided 
to assist their choice of destination and experience.  
 
This custom ad unit launched from a half page and was designed to take the 
reader on a journey through inspiring imagery and editorial. Upon expansion, 
a map showcasing the European river cruise route was revealed with various 
destinations pinned, where the user was able to interact with these pins and 
reveal the itinerary in more detail. 

 Planning phase 

The  
Campaign.

           
Spark intrigue with visually engaging branded 
content via ‘Brand Discover’ format, written 
by those with travel authority. A series of 
articles outlining the regions, destinations 
and experiences available along Europe's 
waterways. Branded support was weaved 
throughout the article through advertiser 
-owned reveals.

Dreaming phase

01

02

To create further impetus to book, as well as providing a practical resource 
for the trip, two high impact executions ran across Good Weekend & 
Sunday Life: 

In Good Weekend, a reverse back 
7 page advertorial ran profiling the 
river haven provided by Viking’s 
fleet. Featuring the ship, on shore 
culinary experiences and some of 
the crafted journeys available on 
a Viking River Cruise – from the 
waterways of Tsars to the Rhine 
getaway.

In Sunday Life a belly-band drew 
readers into an advertorial inside 
front cover, showcasing content 
appealing to foodies centred around 
the 'Grand Tastes of Europe’, dialling 
up the taste encounters of the grand 
European tour.
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Booking phase

           
To keep Viking River Cruises top of mind, a print 

display and a digital behavioural and re-targeted 

element ran, with the intention of converting user 

exposure to bookings.

Advertising promotion

Experience more than scenery: Viking River Cruises

Advertising promotion

Experience more than scenery: Viking River Cruises
“I know we have the best people 

because we’ve handpicked each 

and every one of them. They’re 

dedicated to providing friendly, 

attentive, award-winning 
service, but most importantly they enjoy what they do. So from the moment you first 
plan your journey 

to the time you 
return home, our 

people leave a great, 
lasting impression 

on all our guests. It’s 

because of this that we 

get so much return business and 

referrals. They’re our staff; both on 

and offshore they are the reason 

Viking has won more consumer 

and industry awards than any other 

river cruise line. Many of our staff 

have been with us for over 10 years, 

which I think is a great testament to 

Viking’s culture.”
Viking River Cruises CEO,  

Torstein Hagen

O nce a modest segment of the 

travel market, river cruising is 

now one of the fastest growing 

sectors, with close to 1.5 million people 

annually choosing to explore the 

world’s great waterways on a luxury 

cruise. With the largest fleet and more 

awards than any of its rivals, Viking 

River Cruises is leading the way.

The driving force behind Viking’s 

growing success is its visionary 

founder, Torstein Hagen. At 70, the 

Norwegian CEO is showing no sign of 

slowing down. His boundless energy, 

together with his commitment to 

providing genuine experiences along 

the waterways of some of Europe’s 

oldest civilizations, have given Viking 

the edge in the highly competitive river 

cruising market. Last year, the company 

broke the world record for the most 

ships launched at once, with 10 new 

Longships added, and this month 

another 16 Longships are set to join the 

growing fleet, bring the total number of 

Viking ships to 52 in 2014.

Torstein’s intimate understanding 

and appreciation of the type of 

experiences his guests seek are 

fundamental to Viking’s success.

“River cruising is mainly for people 

who form a major part of todays 

population: about my age, people who 

worked hard, saved their money, aren’t 

super rich, but comfortable,” Torstein 

explains. “Rather than being inactive, 

they choose to explore, to learn…

 “They travel with people they like to 

travel with. It’s for people who, are well 

educated, well read, and interested in 

learning more of the world. We want to 

give our guests a choice — something 

for every type of passenger, every 

pocketbook, so they can create their 

cruise of a lifetime.”
With this rapid growth in Viking’s 

popularity, innovations are quick to 

follow. The Longships are becoming 

more sophisticated and comfortable in 

design. Each is 135 metres long, with 

95 cabins, three quarters of which have 

balconies or verandas.
To say that Hagen is a stickler for 

detail is an understatement. From 

the finishes, to the fittings and the 

handcrafted onboard bar, which is 

created using traditional Viking ship 

building methods, Torstein’s drive for 

perfection is apparent in every aspect 

of the Viking experience. He freely 

TORSTEIN HAGEN IS:  THE  VIKING KING

“Every person has a job 

to do, but how they do 

it is what sets us apart.”

acknowledges that his people are the 

X factor behind his success, with over 

2000 staff employed worldwide.

“Every person has a job to do, but 

how they do it is what sets us apart,” 

says Torstein. “Yes, we’re always 

innovating and moving forward, but 

we’re also keeping a close eye on the 

little things. We’re continually asking 

ourselves, can a reservations agent 

make booking your holiday a pleasure? 

Can a waiter make you feel as if you 

are the most important person in the 

world? Can a concierge intuitively 

recommend personalised and unique 

experiences for each of our passengers, 

and be resourceful, knowledgeable and 

SERVICE WITH A WINNING SMILE

Viking River Cruises founder Torstein Hagen is spearheading  

a revolution in the cruising industry.

The Viking fleet

CEO profile

YOUR RIVER HAVEN
The Viking Longship fleet offers the 

comforts and conveniences you’d 

normally expect to find in a modern 

hotel. This one just glides from 

one intriguing destination to the 

next, so you can enjoy an unfolding 

landscape from a whole variety of 

enticing vantage points, whether it’s 

the spacious Aquavit Terrace with 

unparalleled views or the privacy of 

your own veranda. Viking operates 

every vessel in its fleet, so no detail is 

left to chance.
Scandinavian design

Renowned Norwegian maritime 

architects Yran & Storbraaten have 

created interiors that blend traditional 

Viking shipbuilding techniques with 

contemporary finishes. Towering 

windows ensure the outside view is 

a constant backdrop to the relaxed 

interiors, which feature light timbers 

and plenty of space to unwind. With all 

ships accommodating 190 guests, it’s 

easy to find a quiet retreat in which to 

kick back with a book. 
When it’s time to socialise, the open 

seating tables in the dining area offer 

the chance to meet new friends. With so 

many dining and recreational choices, 

guests can mingle as much or as little as 

they wish on a Viking river cruise.

Every room with a view

Nearly three quarters of the cabins 

on a Viking Longship have balconies 

or verandas, making the most of the 

ever-changing scenery. Choose from 

a stateroom with a picture window, 

French balcony with sliding glass doors, 

full veranda stateroom, or a suite with 

your own full veranda. Most windows 

open so guests can always enjoy the 

fresh air. For the best views, book a 

suite or category A or B stateroom on 

the upper deck.Take in a riverside market in a 

medieval town, vineyards, forests, 

landscaped gardens rolling down to the 

water’s edge… chill with a glass of wine 

on your private balcony and watch it all 

glide peacefully before you.

State-of-the-art Longships combine home comforts with contemporary styling.

connected enough to fulfill absolutely 

any passenger request, whatever it may 

be, day or night?”It’s inspiring to think that a man at 

age 55 could embark on a completely 

new business venture and turn it 

into the world’s largest river cruising 

company in just 15 years. 

Perhaps this dynamic leader has 

drawn inspiration from his own Viking 

heritage, and the spirit of exploration 

and seafaring is in his blood. He is a 

man who clearly lives by his beliefs: 

“We come into this world with 

nothing, and we leave this world with 

nothing. It’s what we do in between 

that really counts.”

The “green” ships are 
state-of-the-art, with solar 

panels, an organic herb 

garden and hybrid engines 

that reduce vibrations for  

a remarkably smooth ride.
The Explorer suites 

(above and far right) have 

a private wraparound 
veranda off the living 

room, as well as a French 

balcony off the bedroom. 

The indoor/outdoor 
Aquavit Terrace (right) is 

perfect for a casual meal 

or drink.

22 staterooms with French balconies

Organic herb garden

Sun Deck

Al fresco dining

2 Explorer Suites with private 

wraparound verandas

7 Veranda Suites, each with 2 rooms,  

full-size veranda and French balcony

39 full-size Veranda Staterooms 

Indoor/Outdoor  
Aquavit Terrace

Solar panels

FOR FURTHER INFORMATION PLEASE CONTACT 

the FX team on (02) 8596 4615
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04

Anticipating/Destination phase

           
Branded content was syndicated into print, 

giving readers access to the information 

on location.
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