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BIO: 

Currently Chairman and CEO of KRG 

Insurance Brokers Inc., one of the largest 

private independent Canadian-owned 

insurance brokerages in Canada, Mr. 

Wise has more than 25 years of business 

experience in the insurance and real es-

tate fields. Mr. Wise is also a principal in 

a real estate company and Chairman and 

CEO of a large private charitable founda-

tion. Mr. Wise is Chairman and CEO of 

SeaMiles Limited. 

 

Company Profile: 

SeaMiles is North America's premier 

cruise loyalty provider, committed to rec-

ognizing and rewarding the cruiser 

through multiple earning opportunities 

and best-in-class, maximum award flexi-

bility based on "Any Cruise Line...Any 

Time" 

 

Interview conducted by: 
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CEOCFO: Mr. Wise, you have been 

CEO for a relatively short time; what is 

your vision for the company? 

Mr. Wise: “SeaMiles’ vision is to be-

come the largest, most relevant loyalty 

program in the cruise industry.” 

 

CEOCFO: What does that entail? 

Mr. Wise: “Very similar to many of the 

credit card companies and reward com-

panies that are out there in the airline 

model; we have a loyalty program for the 

cruise industry. In essence, customers use 

their Visa or MasterCard, and accumulate 

points to earn free cruises or cruise dis-

counts. We have been in-market since 

December of 2004. We have a co-branded 

card currently with Carnival Cruise Lines 

and Barclays Bank, which is a Master-

Card.  We also have a Visa Card issued 

Chase Bank which is generically known 

as the SeaMiles Rewards Visa.” 

 

CEOCFO: What about the cruise indus-

try in general? 

Mr. Wise: “There are currently in excess 

of 14.5 million people that cruise. There 

are 65 million that will cruise in the next 

three or five years. It is a market unto 

itself. We are the only cruise loyalty pro-

gram which is built for the cruiser first 

and foremost, with our ‘Any Cruise 

Line…Any Time’ platform and does not 

inhibit customer choice like other pro-

grams. Once you’ve accumulated your 

points, the choice is yours.” 

 

CEOCFO: What is your business model? 

Mr. Wise: “The business model is very 

simple. We manage the loyalty program 

and are paid by the bank on both a fixed 

and variable basis. We receive an upfront 

fee for acquisition and a variable subject 

to activity or spend on the cards. We do 

not take any financial risks on the credit 

card or lending side of the business, 

which is in effect the bank’s business; 

Barclays or Chase.” 

 

CEOCFO: What attracts people to your 

loyalty program as opposed one that has a 

wider range than cruises? 

Mr. Wise: “There’s a segment of the 

marketplace that is very cruise centric 

and you can either target them through a 

broad-based offering or via a more direct, 

cruise specific platform. You can be all 

things to all people or you can be specific. 

We chose to be specific to the cruise in-

dustry. We are not looking to market to 

those who are never going to cruise. We 

are going to market to those who may 

want to cruise someday or already do. 

This market is very loyal and is made up 

of people who have been doing it for 

many years or have aspirations of doing 

it. It’s a large enough market on its own 

and one which no one really bothers with 

because many people don’t understand 

it.” 

 

CEOCFO: You have a very nice little 

niche going here! 

Mr. Wise: “In our industry, we are the 

only one if its kind and are growing at a 

very fast pace. The credit market does not 

affect us, because no matter what hap-

pens, people still want to continue to 

travel. It has been a fantastic niche mar-



ket and we are working on several en-

hancements that you’ll see coming out in 

the near future, especially in the internet 

space relative to social marketing.” 

 

CEOCFO: Will you tell us about the 

partnership you just announced with 

Ketchikan? 

Mr. Wise: “Ketchikan is one of the larg-

est cruise ports in the world in Alaska 

with approximately 900,000 cruise pas-

sengers per year. It has flourished over 

the years and is a welcome stop for the 

multitude of cruisers on their Alaskan 

itinerary. They approached us regarding 

SeaMiles being the official card for 

Ketchikan and we are proud to announce 

that SeaMiles is the official 

credit card for Ketchikan 

Alaska.” 

 

CEOCFO: What is the finan-

cial picture like for SeaMiles 

today? 

Mr. Wise: “We’re a company 

with no debt that continues to 

grow. Our quarterly earnings 

are coming up soon but any-

body who has tracked us from 

the beginning has seen a com-

pany which has done a tremen-

dous job of cleaning up its balance sheet 

and continues to grow. There’s nowhere 

but up for this company.” 

 

CEOCFO: What do you see if any chal-

lenges going forward and how are you 

ready? 

Mr. Wise: “People were concerned about 

the credit card market or the credit mar-

ket that hasn’t seemed to affect us in any 

way, shape, or form. Our only real chal-

lenges out there seem to be those who 

want to co-brand, co-brand meaning a 

cruise line that has its own credit card 

specific to its own cruise line. We have 

found that although people are cruise 

brand loyal to some extent, at the end of 

the day they want to freedom to be able to 

go between cruise lines.” 

 

CEOCFO: You mentioned a number of 

new initiatives; what should we look for 

in the next year or two? 

Mr. Wise: “Because we’re a public com-

pany, I can always speak of the growth 

model that is continually ongoing. We’re 

in continual talks with many of the cruise 

lines in becoming a co-brand partner but 

the specifics of our co-branding  partner-

ship with any cruise line allows any pas-

senger to travel with any cruise line at 

any time. We continue to talk to a variety 

of cruise lines and destinations and loy-

alty areas and over the next two years, 

you will see our advertising platform con-

tinue to develop. If you pay attention to 

what will be happening over the next few 

months you will see a nice add-on in the 

world of the internet and its relationship 

to the cruise paths within the cruise in-

dustry.” 

 

CEOCFO: Why should the investment 

community pay attention? 

Mr. Wise: “We like to refer to ourselves 

as the jumping Jr. We are a TSX Venture 

company. We are about two weeks away 

from getting a QX listing on NY. We will 

become a full TSE company over the next 

six months. The investment community is 

looking for opportunities in smaller com-

panies that are well capitalized that have 

a great package, model and upside. If you 

follow the loyalty market, you will see 

certain programs i.e. airline models es-

pousing values of up to $3 billion with 

basically a bunch of passengers sharing 

an ideology. The company continues to 

grow and has 12 million shares out-

standing – it is a small capped company. 

It will be one to watch over the next pe-

riod of time. The stock has gone from the 

early dollar and change to a current $2.90 

and I see it doing nothing but increasing. 

There is no debt so there’s no concern on 

the downside and there’s really no com-

petition in our business. We’re a market-

ing company that continues to market a 

cruise loyalty platform and penetrate the 

industry.” 

 

CEOCFO: Simple and 

straightforward? 

Mr. Wise: “Very simple and 

straight forward and difficult 

sometimes for the investment 

community to understand. 

Once they do, they see as they 

have in a lot of loyalty pro-

grams, the value and differ-

ences in our business. Every 

single point that’s given to a 

customer acts as cash, so 

there’s no issue around the ability for the 

customer to be able to travel because the 

company doesn’t have the money to buy 

their cruise. In simple terms, it is not in 

our strategic interest to not have custom-

ers redeem, we want the customer to re-

deem and most importantly, can afford 

for the customer to do so.” 

 

CEOCFO: Final thoughts; what should 

people reading this take away? 

Mr. Wise: “SeaMiles is the up and 

comer of the future and it has no competi-

tion with the industries it fits in. Over the 

next few months as it develops some of 

its product, they should keep an eye out 

because it’s one to watch.” 

 

 

 

 

“There are currently in excess of 14.5 million 

people that cruise. There are 65 million that will 

cruise in the next three or five years. It is a mar-

ket unto itself. We are the only cruise loyalty 

program which is built for the cruiser first and 

foremost, with our ‘Any Cruise Line…Any 

Time’ platform and does not inhibit customer 

choice like other programs. Once you’ve accu-

mulated your points, the choice is yours.” 

                                                         - Steven Wise 


