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Harding Brothers: proving that retailing onboard can be truly different from ship to ship
The launch this spring of two spectacular new cruise ships takes retailing onboard into a new level of sophistication and class: P&O’s superliner Ventura and Royal Caribbean International’s spectacular Independence of the Seas. On both ships, the retail offer is operated by Bristol based Harding Brothers (on Ventura, it is also operating the spa), and are perfect examples of why the company is the fastest growing cruise ship retail concessionaire in the world. 
 ‘The design and layout of the retail areas are quite different,’ says Harding Brothers Chief Executive Neil Harding.  ‘One of Harding Brothers’ strengths is adapting the offer to suit the retail space available. In addition the positioning of the two brands is different and the on board offer reflects that. We have striven to ensure that the retail on board offer reflects the overall on board offer.’
Ventura’s retail offer is laid over two decks (6 and 7), situated around the atrium of the shop, whereas Independence is on one level with retail outlets part of the Royal Promenade which runs through the centre of the ship.

At 290m long, Ventura is 22m longer than Tower Bridge and has an impressive 15 passenger decks. The retail offer is laid over two decks (6 and 7), situated around the atrium of the ship, and covering 5,800 sq ft in total. On Deck 6 Harding Brothers has two promotional islands, an Emporium selling confectionery, toiletries and travel essentials; a Logo Store; Kids Store; Designer Accessories, Formal Wear and Costume Jewellery outlet; and Men’s and Ladies’ Formal and Casual Clothing. 

On Deck 7, passengers will find shops retailing Fine Jewellery; Watches; Perfumes, Cosmetics and Suncare. ‘With Ventura our aim was to create a sophisticated contemporary offer that updated the traditional P&O offering. The idea was to create as much interactive experiences and have as few barriers as possible for passengers to overcome.  The jewelry and watch offer has many designer brands backed by dynamic imagery.
Independence of the Seas has 5,900 sq ft of retail space sited within the central Royal Promenade area on Deck 5. Running through the centre of the ship, the six shops are situated between coffee shops, restaurants and bars to give a true High Street feel.  Outlets include a Get Out There Store, selling sports and lifestyle clothing, including a dedicated Puma sports area; Fine Jewellery and Watches Store; General Store, selling liquor, Additionally there are two promotional islands.  ‘With these shops we have tried to capitalise on the relaxed family experience offered by the space, with its high street, meeting place feel.’ Continues Neil Harding. ‘We had the opportunity to see the space on the sister ships and we worked on designs that we thought would maximise the appeal and revenues. The Ben Sherman scooter was just one of the props we used to emphasise and reinforce the use of the space.’
Harding says the opportunity to sell liquor and tobacco products on the Independence ‘poses a huge revenue opportunity; as prices in comparison to the UK High Street, will offer significant savings’. 
Both Ventura – the largest cruise ship ever built specifically for the British market –and Independence of the Seas – the largest ship ever to be home ported in Europe with a passenger capacity of 3,634 double occupancy – will be carrying high volumes of families, particularly during the summer months, offering new opportunities for Harding Brothers. ‘The under 18 count may be as high as 1000+ during the summer holidays, which is a major step forward for cruising and a significant difference for us,’ continues Harding. ‘This gave us a tremendous opportunity to develop retail experiences specifically for this market segment and both ships have dedicated areas for kids and teens. This will be the first time that we’ve invested in this type of product range, and have invested in props and specific kids’ play areas, featuring either the brands that fall within the on-board offer or making features of maritime related themes.’
Both ships are featuring new cosmetics areas onboard with makeover stations allowing guests to be more interactive with products. ‘It also enables us to offer full makeovers for passengers by qualified makeup artists,’ adds Harding. 
For Harding Brothers, the ships also give the company an opportunity to test new ranges such as fine jewellery and watch brands not offered by the company before. These include Movado and Dior watches. ‘Independence also features a branded watch area, each supplier has produced custom made units that slot into wall bays, enabling us to present the customers with mini “shop in shop” experiences,’ says Harding.
Both ships require significant staffing levels by Harding Brothers: 25 for Ventura and 27 for Independence of the Seas. ‘ Setting up both ships so closely together has been a major challenge for us, but the team has coped remarkably well and we are all very excited about these projects,’ Harding says. ‘The success of these ventures will put Harding Brothers in a very strong position to further develop its cruise ship business globally.’ 
Shop size breakdown on Ventura and Independence of the Seas

Ventura

Perfume                      80.0 sqm   =     861.00 sqft

Designer Fashion       80.0 sqm =      861.00 sqft

Kids shop                   51.8 sqm =       557.57 sqft

Logo                           70.8 sqm =        762.08 sqft

Emporium                   21.5 sqm =       231.42 sqft

Ladies Fashion           66.7 sqm =       717.95 sqft

Mens Fashion             49.4 sqm =       531.73 sqft

Jewellery                    40.3 sqm =        433.78 sqft

Watches                     44.0 sqm =        473.61 sqft

Independence of the Seas

Logo                        105.0sqm =         1130.21 sqft

General Store            67.0 sqm =          721.18 sqft

Fashion                    129.0 sqm =        1388.54 sqft

Perfume                     55.0 sqm =          592.01 sqft

Get out there             80.4 sqm =          865.41 sqft

Jewellery                  112.0 sqm =        1205.55 sqft
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