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UK OFFICE 
July 2013 REPORT 

Prepared by: Venessa Alexander 

  UK Director 

 

TOUR OPERATORS 

Scott Dunn Travel 

Met with Anna Northeast at Scott Dunn Travel to discuss our area in general and offer 

assistance where possible.  Scott Dunn are an upscale, award winning tour operator 

specialising in luxury tailor-made holidays.  As well as creating bespoke experiences, they 

also operate their own luxury ski chalets in the Alps and family villas in the Mediterranean 

sun, complete with Scott Dunn staff and private nannies.  Their sales staff are dedicated to 

selling a particular region and as such each spend at least one month per year visiting the 

destination they sell.  Anna advised that they only started selling the USA & Canada 18 

months ago and that their sales are starting to improve their knowledge of the region.  They 

as yet do not feature any product in our area but were keen to contact and hopefully work 

with The Sandpearl Resort so details have already been forwarded.  They wish to contract 

their Florida product directly but will also work with Allied Tipro and Bonotel.  Provided 

literature, up to date copy and information on how to obtain imagery and advised Anna to let 

us know if there is anything else we can assist with now and in the future. 

 

Best At Travel 
A meeting was held with Kevin Hogg, USA, Canada and Cruise Product Manager at 

Bestattravel in London.  Bestattravel offers both the independent traveller and packaged 

holidaymaker a vast range of holidays and cruises to destinations Worldwide.  Their core 

business is to Arabia and the Far East but Kevin advised that they have just started 

resurrecting the USA & Canada programme with a view to highlighting the destination and in 

turn increasing sales.  They already have a large programme to Las Vegas and Florida and 

these have both seen a growth in sales since the destination has been highlighted.  They 

feature a great range of hotel product in our area and all hotels are booked via their receptives 

(Bonotel, Hotelbeds & Mark International).  Discussed our area in general and also provided 

Kevin with up to date literature, copy and imagery for him to utilise in the future.  We have 

also discussed training for their call centre staff and discussions are on-going. 
 

STA Travel 
A meeting was held with Paul Celaschi, Contracts Manager for the USA.  Paul advised that 

the USA is up 37% overall year on year and they are confident this trend will continue.  They 

do not currently feature anywhere in Florida other than Miami and Orlando in their brochure 

although their sales staff can book the area hotels through their contract with Tourico. 

Updated Paul on the area and offered assistance in the future with copy, logos and imagery 

etc. 

 

North America Travel Service  
Meeting held with Karen Farrah, Product Manager for North America Travel Service 

(NATS).  Nats are 8% up in general year to date for the USA and Canada and this trend looks 

set to continue into the coming months.  We were advised that new marketing options are 
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coming this Fall with Northeast magazine so there may be some opportunities to partner on 

this.  NATS will be working on their new brochure in the coming weeks but have advised 

that the essentially new brochure will remain relatively unchanged from before.  Advised 

NATS to contact us should any assistance be required. 

 

Other Meetings 

Visit Florida – Co sponsored and attended the Visit Florida Recipease event that was held in 

London on the 9th July.  The event hosted both key trade (Tour Operators, Airlines etc) and 

media personnel.  We got to network with all attendees and the event was very well received. 

 

TRADE LIAISON 

 Premier Holidays results have now been received for the co-op campaign that ran in 

May.  During the campaign period they saw a 30% increase in bookings, 6% increase in 

passengers and a 22% increase in room nights booked. 

 

 UK & Ireland Sales Mission – Work continues on the UK & Ireland Sales Mission 

taking place from 9th – 13th September 2013.  Sales calls, trainings and the Dublin 

Lunch have all now been finalised.  Preparations still on-going to finalise the London 

VIP dinner event.   

 

 Signed off artwork for the Manchester consumer campaign appearing on taxis, buses and 

bus shelters.   

- Also finalised the campaign details to run on Expedia during the same time.  

- Extensive liaison with Rooster PR regarding spin off PR ideas during the campaign 

period.   

- Approached Expedia to see if they could provide seats for a sweepstakes prize to run 

in the Manchester Evening News during September.  Secured 4 seats to be used for 2 

prizes for 2 people. 

 

 Co-ordinated the final design, printing and delivery of the new Florida’s Beaches 

brochures, posters and pop-up. 

 

 Provided BA Holidays with contact information for the Birchwood and Hollander 

Hotels.  They are looking to contract with a hotel in downtown St Pete.  Also provided 

feedback on how the destination is doing from the UK. 

 

 Confirmed full page inclusion in Travel Biz Ireland and revised the copy and images 

currently being used. 

 

 Signed up to attend Holiday World in Dublin on behalf of Florida’s Beaches. 

 

 Followed up with Aer lingus regarding potential fam trip opportunity.  They have 

confirmed they would like to work on May 2014. 

 

 Sent out additional invites to the October Product Manager’s fam trip. 

 

 Liaised with Jill at Rooster regarding the itinerary for our October trip. 
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 Flight Centre Retail – Work has started on the joint retail promotion with Flight Centre 

as reported last month and preparations are on-going.  The promotion will launch in 

September 2013.   

 

 Latest numbers from Research Data Services show that there was a 32.1% increase in 

Nordic Travellers to St Pete/Clearwater in 2012. 

 

 Mid Counties Co-op Travel – Confirmed our participation in the Mid Counties Co-op 

Travel State to State Road Show taking place in October 2013.  Approximately 60 front 

line travel agents and homeworkers will be trained on our destination in a speed dating 

style setting.  Preparations on-going.  

 

 Visit USA Committee Ireland – Provided the Visit USA Committee in Ireland with a 

press release showcasing the new activity that is Land Paddling.  The article will be 

included in their monthly e-newsletter to their trade and consumer database.  This 

information was also forwarded to the Danish Visit USA Committee. 

 

 Barrhead Travel/SeaWorld Parks & Entertainment/ St. Pete/Clearwater – We have now 

received the final campaign results from the joint co-op marketing activity we did with 

both Barrhead and SeaWorld Parks & Entertainment.  Over the period of the month long 

promotion, a total of 232 bookings were made to Florida, 27 of these included bookings 

to St. Petersburg/Clearwater and generated a total of an additional 162 room night.  We 

have been advised that these results for the campaign are still ongoing as they have had 

many enquiries pending that will hopefully convert over the coming weeks.  The 

campaign has undoubtedly raised awareness of the destination not only with their 

customers but with their staff also, so the next 6mnths will be testament as to how well 

the campaigns really worked. 

 

 USAirtours – Confirmed our participation in the Destination of the Month campaign with 

USAirtours, which will run in September.  The Destination of the Month campaign 

includes a webpage for the destination, social networking activity, inclusion in their 

weekly trade emails and their monthly newsletter.   

 

 Bathstore Promotion – Finalised all details with Virgin Holidays and liaised with the 

prize winner regarding their holiday which they will be taking in November 2013. 

 

 Tour America – Finalised the forthcoming staff incentive details with Tour America. 

 The incentive will run for a period of one month in August (to coincide with the August 

shop front window display) with a top prize of a watch for the agent who makes the most 

bookings to our area.   
 

ENQUIRIES: 
Telephone/website enquiries for information and/or literature  36 

MARKET INTELLIGENCE: 

Travolution 2
nd

 July 

Social media sharing statistics revealed 

One in five UK social network users are most likely to share data with holiday, travel and 

leisure sites, according to new research. A study of 2,000 consumers also reveals that they are 
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increasingly selective about the people and brands they follow on social media, highlighting 

the huge value of social data for marketers in the travel and leisure industry. It found that 

more than half of social network users (53%) are willing to share data from their social media 

profiles for a more personalised experience. One in five (22%) say they are most likely to do 

this for travel and leisure sites, according to the research by social personalisation firm Intent 

HQ. 

 

The top three personalisation elements that consumers are willing to share their social data 

with the travel and leisure sector for are: 

- Offers and discounts (57%) 

- Deals, holidays and travel based on their interests (41%) 

- Seeing bookings and other content their friends and family have engaged with (34%) 

The study also highlights the data that social media users are willing to give to online travel 

and leisure operators for personalisation, with 30% actively sharing information about 

holidays and 35% about events and places they have been to. 

 

Two thirds of social media users said they only follow brands they have a genuine interest in 

and 32% agree they have become more selective in the information they share, suggesting the 

high value that can be placed on the credibility of this social data. 

 

Company chief executive Jonathan Lakin said: “Travel and leisure is a natural sector fit for 

social personalisation. People love to tell their social networks where they’ve visited and 

what they’ve done, as well as share travel tips and hotel recommendations with their friends. 

“By enabling social personalisation, the travel, tourism and leisure sector has an enormous 

potential to tap into this data in order to drive greater engagement.” 

 

Travel Daily UK 12
th

 July 

A study by lastminute.com has revealed that a majority of Brits book their summer 

holiday to a place they’ve been to before. 
Overall the study concluded that 63% of respondents book a trip to a place they’ve previously 

spent time in while 28% are going to the same place they went to last year. The firm also said 

that its top 10 destination list is virtually identical to 2012. 

The research also said that 11% of us book exactly the same hotel or the same activity we did 

last year. Men are bigger creatures of habit than women (17% compared to 10%) and 

reportedly are almost twice as likely to have already planned their itineraries in advance (23% 

compared to 12%). 

TTG Digital 15
th

 July 

Online sales are expected to account for 66% of the travel market by 2017 in the UK, 

with companies jostling for position in this increasingly competitive subsector. 

According to new research from Euromonitor, online sales overtook offline sales in the UK 

for the first time in 2008 and the gap has been steadily growing ever since. 

Last year offline sales accounted for 40% of the overall value of sales, while online took just 

under 60%. 

Unsurprisingly, the “big two” of Tui Travel and Thomas Cook dominate the market, with a 

gaggle of younger companies snapping at their heels. Tui currently has the edge over its rival. 

It has almost 20% of the market share and writing in the company’s 2012 annual report, chief 

executive Peter Long admitted the group was now “online-driven”. In the UK and Ireland, 

Tui reported that online bookings increased by five percentage points to 44%. “More 

customers now book using our websites than by any other distribution channel,” it said. 

http://www.thomson.co.uk/
http://www.thomascook.com/
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“The company views the internet not merely as a sales channel but also as a way to interact 

with consumers throughout the lifecycle of their trip, from their initial research to their 

return,” Euromonitor said. 

Meanwhile, the research suggested Thomas Cook has been slower to adapt to the new retail 

landscape. Its financial struggles have been well documented, but since Harriet Green 

assumed the top job almost a year ago, Cook has made strides in the online space, 

Euromonitor said. 

 

In March, as part of its business transformation plan, the company announced it was reducing 

its number of websites in the UK to just three, which along with a number of other IT 

changes, would save the group £17 million by 2015. At the time, it was revealed that 34% of 

Cook’s business was transacted through the web, with the aim of growing this to more than 

50% in just three years. Two months later Green said that web business had “already 

increased”. “We are seeing an encouraging rise in the number of passengers booking online 

with Thomas Cook,” she said. 

Taking third spot is Booking.com. Euromonitor’s research suggests that the hotel website, 

which was bought by US giant Priceline in 2005, has a 6% share of the market and in 2012 it 

saw sales rise by 42%. “The success of Booking.com relates to the breadth of its supply, 

which is far-reaching even in tertiary global markets and includes all types of hotels,” 

Euromonitor said. However, the report suggested that travellers were more interested in using 

Booking.com for city breaks, with Tui and Thomas Cook favoured for longer package 

holidays. Rounding out the top five are Expedia and Travelocity.com, a subsidiary of US 

company Sabre Holdings, which also owns Lastminute.com.  

 

Euromonitor believes that the “tough environment in Europe will continue to benefit online 

sales”.“Competition between these travel retailers for online sales is expected to remain 

fierce. In particular, Thomas Cook will have to up its game if it is to compete with existing 

players, which have had more success with online sales.” 

Travel Daily 17th July 

London Gatwick airport has submitted its expansion proposals to the Airports 

Commission, giving details of a second runway to the south of the current site. 
The proposals confirm our report last week that Gatwick wants to implement a constellation 

system whereby the UK’s hub status is shared between itself, Heathrow and Stansted, which 

would also eventually receive another runway. 

Stewart Wingate, London Gatwick chief executive said: “London is the best connected city in 

the world today because the UK’s aviation industry is one of the most competitive and 

innovative. Our proposal to the Airports Commission builds on this foundation and would 

ensure that the UK has an airports policy which offers the additional capacity that Britain 

needs, improves the resilience of the airports system and, above all, can be delivered. 

“Our evidence shows clearly that an additional runway at Gatwick would best serve the needs 

of all passengers, and give certainty to airlines, communities and businesses. It would deliver 

the connectivity the UK needs with lower environmental impacts, whilst spreading the 

economic benefits. 

“A two-runway Gatwick, as part of a constellation of three major airports surrounding 

London, will also provide flexibility in an industry where the only constant is change.” 

Travelmole July 24
th

 

Barbados considers vouchers for tourists to offset air tax 

http://www.ttgdigital.com/news/in-her-own-words-thomas-cooks-harriet-green/4684828.article
http://www.ttgdigital.com/news/in-her-own-words-thomas-cooks-harriet-green/4684828.article
http://www.booking.com/
http://www.traveldailymedia.com/features/194529/the-london-debate-gatwick-airport/
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Barbados is considering offering British tourists vouchers to offset the cost of Air Passenger 

Duty, according to reports in the local newspaper.  The vouchers, designed to overcome the 

negative effect the tax has had on tourism to the island, will be handed to tourists who book a 

stay of at least two weeks, tourism minister Richard Sealy told the Caribbean Journal. 

It said the voucher scheme formed part of a 10-point plan to boost the island's tourism 

industry.  Sealy said it was one of several voucher ideas that would "draw [results] 

immediately," along with credits for energy costs for tourism and hospitality-related entities. 

He told the online newspaper APD was one of the major concerns highlighted by hotel 

property owners in the country. 

 

Travel Daily UK July 25
th

 

The Association of British Travel Agents (ABTA) has released statistics estimating that 

two million Brits will head abroad this weekend, as the school term breaks up for the 

summer. 
Booking patterns, which have reportedly been weak because of the hot weather, have led to a 

boost in domestic bookings while tour operators have enjoyed high volumes of last minute 

bookings. 

Spain has remained the most popular destination for holidaying Brits with Greece, Turkey, 

the Balearic and Canary Islands and Tunisia are also high on the list. Florida, Cuba and 

Mexico have also proved popular for long-haul destinations. 

Mark Tanzer ABTA Chief Executive said: “This weekend sees the start of the main summer 

holiday getaway and it’s one of the busiest of the year. Millions of holidaymakers will be 

heading off overseas with the Mediterranean countries attracting the lion’s share of visitors. 

The recent amazing weather at home has also given a great boost to domestic tourism and 

many ABTA members are reporting a surge in last minute bookings for holidays throughout 

the UK. ” 

Travelbiz Ezine July 29
th

 

Latest Irish report 

With the traditional Irish summer holiday market in its last month (finishes when kids go 

back to school in late August) it’s fair to say the trade has had its “ups & downs” this year. In 

January business for everyone started off exceptionally well, and most felt it was going to be 

a bumper year. Regretfully it has not turned out like this. January and February were very 

strong; with both business travel and summer family bookings well up on previous years. 

With Easter being so early, bookings did slow down but were holding up to a good level until 

June. BUT then the sun started shining and boy it got HOT. And that hit business.  

 

The USA has seemingly bucked the trend this year with Florida especially proving very 

popular. Seemingly this is down to a number of issues. Firstly capacity is up around 20% 

therefore ensuring there is no shortage of seats and they are at good prices. Secondly the $ 

verses the € is good and thirdly consumers tend to book early therefore avoiding the “good 

weather in Ireland” effect. “Irish consumers are looking for good deals as its really good 

value. Further because of the extra capacity it’s allowing us to price our product well” said 

Mary McKenna (md Tour America). “ It’s interesting to see however that our Red Cow Sale 

(held every year in the Red Cow Hotel) is now fully sold out which means the US suppliers 

are interested in the Irish market” added Mary. 

 

 

http://www.caribjournal.com/2013/07/23/barbados-considers-apd-vouchers/

