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Tour Operators 

GTA 

An introductory meeting was held with Marco Rocha, Beach Sourcing Development 

Manager – West, at their office in Barbican about possible opportunities to work together 

going forward. GTA are looking to expand their beach content offering and see great 

potential in adding VSPC content. They foresee marketing opportunities enabling the 

promotion of destinations and see themselves as a wholesaler/tour operator hybrid. Marco is 

building up a small US team of product managers to start building content and relationships 

and we agreed to maintain contact until GTA are in a position to propose marketing activity 

enabling a measurable ROI. 

Ebookers 

Met with Keri Appleford, Senior Manager Partner Marketing and Media Sales EMEA, at 

their offices in Barbican, London. Provided an overview of the area and how we work with 

UK trade partners as well as reviewing room night’s performance data. Keri provided a 

presentation of possible Marketing initiatives with Ebookers and we agreed to stay in touch 

with a view to discussing possible options further for 2016. 

 

Meetings/Training/Events 

 Flight Centre/Infinity Holidays – Trained a team of 8 Infinity Holidays staff on VSPC, 

providing an area overview and updating them on new and future hotel openings during a 

visit to their office in New Malden. 

 Visit USA Ball – Attended the Annual ball at Park Plaza Hotel Embankment with guest 

Sonia Powell, Marketing Executive, Virgin Holidays, on one of the Visit Florida tables. 

VSPC partners had strongly supported the charity prize in aid of ‘Just a Drop’ with three 

night hotel stays at the Hotel Indigo and Barefoot Beach Resort. The prize was won by 

Isla King, Destination Executive – USA & Canada, at TUI. 

 Bon Voyage Travel & Tours – Attended their office in Southampton to conduct 

destination training. Provided an area overview to a very knowledgeable team of 8 agents 

and distributed the latest brochures and maps. As a follow up to the visit a selection of 

new images and video links were provided and used to freshen up the VSPC content on 

their website. 

 Global Travel Group – Attended a travel agency members’ training day in Milton 

Keynes. The day involved an opportunity to meet one-to-one with owners and agents 

from some 13 Southern-based independent agencies. In each session an area overview 

was provided and a large quantity of collateral was distributed for reference.  



 TUI – The final element of the co-op agreement in partnership with Visit Tampa Bay 

took place at the TUI Hypermarket Serpentine Green near Peterborough at the end of 

July. This evening training event was the third we have attended as part of the campaign 

and enabled us to provide area training and distribute collateral to some 15 shop staff and 

representatives from other local TUI shops. Campaign results have been requested and 

will be reported once provided. 

 

TRADE LIAISON 

 Solicitation sent out for the joint Megafam with SeaWorld Parks & Entertainment.  30 

retail agents and call centre res staff will visit the SeaWorld Parks in Orlando before 

coming to the beach for 3 nights. 

 

 Confirmed a digital campaign with BA Holidays to run in early September.  This is the 

final element of our co-op with them. 

 

 Confirmed participation in the Funway Holidays co-op campaign to run from October 1
st
. 

 

 Liaised with Fort Lauderdale, Miami and Fort Myers regarding new creative for the 

Florida’s Beaches booths in Scandinavia.  Provided feedback to Miami who have offered 

the services of their designer to help with the new booth displays. 

 

 Visit USA newsletters/website – Provided information on the new Mural Tour that 

showcases the modern art springing up in the St. Pete/Clearwater area to both Ireland and 

Denmark for inclusion in future trade and consumer newsletters. Also received a free 

solus e-newsletter for the Irish market promoting the Official Reef Safe Sun Care 

partnership.  

 

 Arranged Clearwater Marine Aquarium tickets to be sent to Audrey Jones, Assistant 

product Manager USA - Thomas Cook, for her family holiday in August.  

 

 Premier Holidays/VSPC/SWP&E/Visit Tampa – The final element of this campaign, a 

newspaper advert in the Cambridge News, was placed in early July. Results have been 

requested but as the campaign offer is valid until September a final assessment of its 

performance may not be available until then.    

 

 Gold Medal Travel – The ‘Ride & Unwind’ / ‘Play and Pause’ campaigns that we 

participated in with Gold Medal and Netflights has ended. Campaign results have been 

requested and expected in August.  

 

 Gold Medal Travel – The results and winners of the agent incentive run in May and June 

were received. A total of 8 weekly winners were announced and each won a £25 Love to 

Shop voucher. Room nights booked via telephone during the campaign were 185 (98 in 

May; 87 in June) compared to 14 room nights booked via online channels which indicated 

a high level of engagement for the incentive. 

 

 Gold Medal Travel – The retail merchandising campaign concluded in June. The 

merchandising team appointed by Gold Medal visited over 150 shops distributing goodie 

bags containing destination brochures for the area as well as showing the UK trade 



training video where time allowed. Very positive initial feedback was reported and a full 

wrap up report from Gold Medal is expected in August. 

 

 Travel Republic – Final results relating to the coop marketing campaign that ended in 

June have been received. There were 8,050 reported impressions of the Florida Holidays 

page featuring the St. Pete/Clearwater banners between March and June and 1,800 

impressions of the interstitial banner on Orlando holiday searches in March and April. 

There were 110 visits to the dedicated St. Pete/Clearwater landing page and 400 views of 

the dedicated blog post. The email banner on the UK campaigns saw 112,291 unique 

opens (13.78%) and a click through rate of 1.25%. In Ireland there were 9,717 unique 

opens with a click through rate of 2.34%. The campaign led to some 164 bookings being 

taken that generated a total of 651 room nights for our area. 

 

 Tour America – The in-house staff incentive that ran in May did not perform as well as 

had hoped due to some quieter weeks than anticipated – attributed to a slowdown of the 

lates market because of rate of exchange challenges. As a result Tour America will be 

running a mini campaign free of charge in September and the incentive will be rolled over 

until then.  

 

 USATours – Work continues on the development of a FAM itinerary for this group of 16 

visiting the area on 26-28Sep. The FAM will include visits to the Dali Museum, a 

breakfast event with host Hotel Indigo and dinner event with Loews Don CeSar Hotel. 

Due to them visiting over the very busy National Speedboat Championships weekend 

there were some interested members that are unable to participate. We expect to finalise 

an itinerary in August. 

 

 Charter Travel – Arranged for a supply of destination brochures and promotional items to 

be provided for an event they are co-hosting at Ladies day on August 15
th

 at Newbury 

Racecourse. They will have a stall that promotes Florida destinations and expect large 

visitation and interest from the 23,000 racegoers attending on the day.  

 

 Virgin Holidays – A drop-in training session has been confirmed for 26
th

 August at their 

office in Crawley. The visit will allow reservations agents on duty to attend during breaks 

and receive an area overview and destination collateral. 

 

 Sunway Holidays – provided information about Wedding opportunities in the area after a 

request for details was received from Barry Hammond, Product Manager.  
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MARKET INTELLIGENCE: 

01 July 2015 Source Travel Weekly 

Airports Commission recommends Heathrow third runway 

A third runway at Heathrow is being recommended by the Airports Commission while a 

second runway at Gatwick is described as a ‘credible’ option’. Expansion of the west London 

hub would add £147 billion in economic growth and 70,000 jobs by 2050.It would also 

connect the UK to more than 40 new destinations around the world including 10-12 new 

long-haul routes. Sir Howard Davies's (pictured) report said that the new runway should 

come with severe restrictions to reduce the environmental and noise effects. Night flights 

would be banned and the government would make a Parliamentary pledge not to build a 

fourth runway at the airport. An aviation noise levy would fund insulation for homes and 

schools and a legal commitment would be made on air quality. Sir Howard said that a second 

runway at Gatwick was a "credible" option but was less able to provide connections to long-

haul destinations and would create lower levels of economic growth. The Commission 

described building a second runway at Gatwick as feasible, “but the additional capacity 

would be more focused on short-haul intra-European routes and the economic benefits 

considerably smaller”. A third option for extending the present runways at Heathrow was 

rejected. London Mayor Boris Johnson responded immediately by claiming that a third 

runway at Heathrow will never be built. But transport secretary Patrick McLoughlin said: “As 

a nation we must be ambitious and forward looking. This is a once in a generation 

opportunity to answer a vital question. “I will make a statement to Parliament later today in 

which I will set out the process for that decision to be made. “Sir Howard said: “Over the past 

two and a half years, the Airports Commission has reviewed the evidence without 

preconceptions, consulted widely, and followed an inclusive and integrated process. “At the 

end of this extensive work programme our conclusions are clear and unanimous: the best 

answer is to expand Heathrow’s capacity through a new north-west runway. “Heathrow is 

best-placed to provide the type of capacity which is most urgently required: long haul 

destinations to new markets. It provides the greatest benefits for business passengers, freight 

operators and the broader economy. “Adding capacity at Heathrow also provides an 

opportunity to change the airport’s relationship with its local communities as some overseas 

airports have done. “To make expansion possible the Commission recommends a 

comprehensive package of accompanying measures including a ban on night flights and a 

new noise levy to fund a far stronger and more generous set of compensation and mitigation 

schemes. “And as there is no environmental or operational case for a fourth runway, the 

government should take action in Parliament to rule it out firmly and finally. “This is a 

detailed and comprehensive report, based on a significant volume of technical material, and 

the government will need to review our analysis carefully. “The Commission urges it not to 

prolong this process, however, and to move as quickly as it can to a decision. “Further delay 

will be increasingly costly and will be seen, nationally and internationally, as a sign that the 

UK is unwilling or unable to take the steps needed to maintain its position as a well-

connected, open trading economy in the 21st century.” His comments were echoed by the 

Confederation of British Industry, which said: “Growing airport capacity is vital for the UK’s 

economy, yet as we delay, our competitors are using their spare capacity to gain new trade 

and business. “We cannot afford to delay the UK’s economic future any longer. “With an 

imminent capacity crunch in the south-east, growing spare runway capacity is absolutely 

critical to the whole of the UK’s economic future – it simple isn’t an optional “nice to do”. 

Gatwick chief executive, Stewart Wingate, said that the airport is still “very much in the 

race”. He said: “The Commission’s report makes clear that expansion at Gatwick is 

deliverable. “It is for the Commission to make a recommendation but it is of course for the 

government to decide. So we now enter the most important stage of the process. “We are 



confident that when the government makes that decision they will choose Gatwick as the only 

deliverable option. For instance, this report highlights the very significant environmental 

challenges at Heathrow such as air quality and noise impact. “Gatwick will give the country 

the economic benefits it needs and at the same time impact far less people. It is quicker 

simpler and quieter. Above all - after decades of delay - it can actually happen. “The 

Commission claims its recommendation is a “fundamentally different proposition” from 

previous proposals to expand at Heathrow. It delivers a full-length runway, maximising the 

connectivity gain. It is situated further west than the current runways, which will help to 

reduce the number of people affected by noise. It is accompanied by strong measures to limit 

the impacts on those living nearby, including: 

 A ban on all scheduled night flights in the period from 11.30pm to 6.00am, which is 

only possible with expansion. 

 No fourth runway. The Government should make a firm commitment in Parliament 

not to expand the airport further. There is no sound operational or environmental 

case for a fourth runway at Heathrow. 

 A legally binding ‘noise envelope’ putting firm limits on the level of noise created by 

the airport. 

 A new aviation noise levy to fund an expanded programme of mitigation, including 

noise insulation for homes, schools and other community facilities. 

 A legal commitment on air quality that new capacity will only be released when it is 

clear that compliance with EU limits will not be delayed. 

 A Community Engagement Board, under an independent Chair, with real influence 

over spending on mitigation and compensation and over the airport’s operations. 

 An independent aviation noise authority, with a statutory right to be consulted on 

flightpaths and other operating procedures at all UK airports. 

 Provision of training opportunities and apprenticeships for local people, so that nearby 

communities benefit from the jobs and economic opportunities 

 

01 July 2015 Source Travel Weekly 

Virgin Atlantic to axe 500 jobs 

Virgin Atlantic is to shed 500 of its 9,000-strong workforce in a fresh efficiency drive despite 

returning to profit last year. The managerial and support staff roles will go by the end of the 

year. The job cuts will be achieved through a combination of natural attrition, redeployment 

and redundancies. The airline said it wanted to build on its successful return to profitability 

by structuring the business in a “simpler, more efficient way” with fewer management layers, 

“bringing the entire business closer to the customer”. The airline made a pre-tax profit of 

£14.4 million in 2014 after three years of losses. Virgin Atlantic said: “These changes will 

take place over the next few months, with a target of completing the programme by the end of 

the year. “The airline and holiday business is now working to grow to record levels of 

sustained profitability by 2018, by shifting focus to long-term improvement and resilience, no 

matter what the external environment may bring. “This transformation plan focuses on 

placing the organisation closer to its customers, becoming more cost efficient and continuing 

to invest into customer experience. “Virgin Atlantic aims to reduce its non-fuel costs through 

focusing on driving efficiency and simplicity throughout all areas of the business whilst 

delivering an even better customer experience. This reduction will make the airline more 

competitive, ultimately ensuring it can continue to invest in the overall Virgin Atlantic 

experience loved by its customers. “Chief executive, Craig Kreeger, said: “To truly position 

Virgin Atlantic for long-term and sustained success, we need to be a more efficient and agile 

organisation that has the ability to invest even more in the areas that make Virgin Atlantic’s 

customer experience unique. “As a people-oriented business, these are extremely tough 



decisions to take, but we know they are necessary to secure our future. “We are committed to 

supporting our people as we deliver against these plans. “We have delivered against a 

successful recovery programme and now it is time to realise our full potential. We have a 

clear strategy in place and I am confident that we will achieve our ambition to continue to be 

the airline most loved by our customers. “The airline’s plans include the introduction of wi-fi 

across the fleet by the end of next year and a “significant investment” across all cabins, 

including food, drink and other amenities. The fleet mix is changing with the introduction of 

five new generation Boeing 787-9 Dreamliners with a sixth due for delivery next month. The 

carrier expects to have 17 787-9s in the fleet by 2018. 

 

06 July 2015 Source Travel Weekly 

Tui plans 120 concept stores across Europe 

Tui Group is to expand its high tech concept stores to more than 120 travel agency locations 

across Europe. Nearly all of the 450 Tui-owned agencies in Germany are also to be converted 

into concept stores, up from 13 currently in Stuttgart, Düsseldorf, Berlin and Hamburg. The 

move is part of Europe’s largest travel group’s strategy to create a unified international 

branding for Tui. The Tui Stores focus their distribution on the group’s own hotel and tour 

operator brands. Group-owned offerings already account for more than 70% of turnover. This 

proportion is to be increased to 80% in Germany in the long term. The Tui Store concept was 

developed in co-operation with Nest One, a Hamburg-based agency for brand experience 

architecture. Tui has filed a trademark registration for the concept. Chief marketing officer, 

Erik Friemuth, said: “Our Tui Stores are very well received by our customers. 

“Internationalising the concept is therefore a consistent move and a further pillar of our 

strategy of building Tui as a unified, strong brand in Europe – not just online, but also offline 

in our retail stores.” The UK features around 20 concept stores, the latest of which was 

announced for Westfield Stratford City, London, in March. 

 

06 July 2015 Source Travel Weekly 

Freeth named MD of Travel 2 and Gold Medal 

Travel 2 managing director Andy Freeth has been named as managing director of both Travel 

2 and Gold Medal following the acquisition of both businesses by dnata Travel last year. 

Freeth takes responsibility for both trade brands and also for Travel 2’s and Gold Medal’s 

luxury programmes, Simply Luxury and Pure Luxury respectively. All brands are to be 

retained despite suggestions they could be consolidated due to duplication. Freeth will lead 

the sales, marketing, product, commercial and operational functions for both businesses, 

which will continue to operate from both Glasgow and Preston. He will be supported by a 

team of directors from Travel 2 and Gold Medal, who will share responsibility for the 

combined businesses in their respective areas. Freeth will announce his senior management 

team over the coming few weeks, confirming what will happen to key trade-facing executives 

including Gold Medal's acting managing director Robin Parry and sales director Ruth Hilton 

and Travel 2 sales director Gordon McCreadie, among others. Andrew Botterill, European 

chief executive for dnata Travel B2B, who promoted Freeth into the new role, said: “I am 

thrilled to appoint Andy to this exciting role. He has excelled within the Stella Travel Group 

for over eight years. “In that time he has transformed Travel 2, driving the business forward 

to achieve growth in revenue and profitably consistently, year after year. “I can think of no-

one better to realise the potential that sits within these two great businesses and I look 

forward to supporting him and his team as he works to pull the two businesses together. "He 

has the opportunity to create an exciting new mould-breaking entity that will operate behind 

both brands and drive them forward.” Botterill added that he was confident of retaining 

existing talent and recruiting new talent externally into the business: “The opportunities for 



expansion and growth are significant. “We remain focused on our commitment to retaining 

both strong B2B brands. With the growth opportunities we forecast across the other areas of 

the business, we confidently expect to retain the existing talent we have in both businesses 

and hope to recruit additional new talent for new opportunities very soon. Watch this space.” 

Freeth said: “It is a real privilege to lead these two iconic trade-facing brands, and the great 

people within them, to the next phase of development. “We’ve made no bones about the 

fantastic opportunity there is to grow and develop our breadth and reach for dnata and I am 

truly excited about continuing to work with our partners and suppliers to achieve this. 

“There’s a big job to do, but working collaboratively with the teams in both Glasgow and 

Preston, I’m very confident that we deliver on dnata’s ambitious plans.” Botterill also 

announced three other members of his travel executive team. Bruce Wildgust becomes 

director of information technology and will lead all IT teams in the B2B structure. Simon 

Woodford has been appointed director of air product and will take responsibility for all air 

product functions across B2B & B2C dnata Travel brands. Andy Stark will remain as 

managing director of The Global Travel Group, continuing to report to Botterill. All four 

roles complete the UK B2B travel executive team and they will continue to work within their 

respective businesses to shape the company for growth and expansion, Botterill said. Middle-

East based dnata Travel acquired Gold Medal in February 2014 and Stella Travel Services 

(including Travel 2 and the Global Travel Group) in September 2014 


