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Challenge: 

UnCruise Adventures was being pushed out by the competition. Other cruise lines said they were the 

best small ship adventure company offering the most authentic, adventurous experiences in the most 

remote places. We knew—based on their ship capacities, ports of call, and staff-to-guest ratio—that this 

wasn’t true. We knew we were the original and could deliver the authentic, in-the-wild experiences 

guests were seeking. But how could we help potential guests understand this? 

Goal:  

Develop a cross channel marketing campaign that explicitly outlines that guest can find the experience 

they’re seeking with UnCruise Adventures. 

Solution: 

“Why don’t we simply tell them, and show them, who we are?” I suggested. And UnCruise Defines 

Adventure was born. I first created the “Uncyclopedia,” an online glossary of frequently used small ship 

industry terms including “remote,” “entertainment,” and “inclusive” to define who we are to our 

consumers.  Instead of asking them to infer or compare us to other cruise lines, we spelled out the 

UnCruise experience. The Marketing and Communications teams then developed assets onsite, in social, 

email newsletters, and print ads to implement the UnCruise Defines Adventure campaign.  

Campaign Components: 

Onsite Uncyclopedia: 

A-Z glossary of frequently used industry terms: 

 

https://www.uncruise.com/why-us/uncyclopedia


Social Media, Facebook: 

 

 

 



Email Newsletters: 

 

 

 

 

 

 

 

 

 

 



Print Ads: 

 

 


