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Meetings/Training/Events 

 Round the World Experts - We visited their London office based in London Bridge to 

offer training to their dedicated USA specialists. They have recently split the teams so 

that they are now destination specific, and the agents we saw had not been to St 

Pete/Clearwater. This was a great opportunity before January sales begin. 

 Visit Florida Meeting and Partner Lunch – We attended the Visit Florida Partners 

meeting to discuss performance of the destination, changes in capacity for 2016, Global 

entry, Huddle 2016, and Visit USA ball. Their January Florida campaign was also 

discussed which is being supported by Kissimmee, Disney, Daytona Beach, Palm Beach, 

Fort Lauderdale, Amelia Island, Fort Myers, Tampa, Panama City, Kennedy Space Center 

and Sarasota. Tour Operators and partners were invited to the lunch which included BA 

and Best at Travel. 

 

TRADE LIAISON  

 Tour America – Chased for Out of Home proposal for activity we want to run in Dublin 

in early 2016.  We received positive feedback from Veronica Flood regarding their recent 

fam trip to St Pete/Clearwater. The group were accommodated at The Sirata Beach 

Resort, and visited Tradewinds, Postcard Inn, Sunset Vistas, Don Cesar, Marriott Suites, 

Sheraton Sand Key, Hilton Clearwater and The Sandpearl. They also had the opportunity 

to experience the beaches as well as the Dali Museum and Chihuly Collection.   

 Bookabed – We received the results from the November campaign, which included an e-

newsletter, banner advert and social media activity. The email newsletter delivered to 

2491 addresses, received strong interaction with a unique open rate of 18.47%, however 

received a unique click through rate of 0.12%. The banner advert remains live for as long 

as possible. 

 THG – We agreed to support their marketing activity for 2016, which will include press 

adverts, e-shots, promotions to travel agents and their flash sales partners. We will also 

support their golf day in August. 

 Virgin Holidays – We agreed to support their January peaks sale with participating in 

their ‘Treats Trolley’ for 14
th

 January.  We will have the chance to distribute a chocolate 

bar and VSPC giveaways to 400 of their staff at their headquarters in Crawley. 

 Florida’s Beaches – Confirmed attendance at Ferie in Denmark.  Arranged shipping for 

Oslo and for Matka, Helsinki. 

 Nordmanns-Reiser – Following our sales mission in November, we sent Elisabeth Stai, 

Product Manager our up to date destination images. 

 Sainsbury Brand Affinity Campaign – We received the final proof from Sainsbury for 

approval. TravelPlanners signed off the magazine artwork. We provided Sainsbury with 

the required amends for the magazine proof as well as copy/logos for the landing page 

which will need to be approved at the end of January. 

 St Pete/Clearwater Consumer Campaign – Work continued on approving elements for 

the campaign with sign off from BA, as well as liaising with Rooster for PR activity 

during February. 

 Expedia – We have agreed to partner with Expedia on a joint online marketing campaign 

for 2016, which will include a dedicated St Pete/Clearwater landing page, banner adverts 

and social media activity. 



 Gold Medal Travel – We have finalised our joint marketing plan for 2016, which will 

include a brochure, retail activity, banners and homepage presence on both Gold Medal 

and NetFlights platforms. 

 Pre Huddle FAM Trip – We have been working with Visit Florida to organise a pre 

Huddle FAM trip with Tour Operator Product Managers for a 2-night stay to St 

Pete/Clearwater. The accommodation has been confirmed for the group and itinerary is 

being worked on and will be finalised at the beginning of January. 

 Tour America – Discussions are taking place with Tour America with regards to an out 

of home campaign in Ireland for the month of February.  A proposal has been received 

and is currently being reviewed. 

 Travel Republic – We have received a co-op marketing proposal from Travel Republic 

to run a joint online campaign from March 2016.  The proposal is currently being 

reviewed and activity and timings will be confirmed in the New Year. 

 TUI Specialist/Visit Tampa – A joint co-op marketing proposal has been received and 

discussions are taking place with Visit Tampa to secure a campaign that is due to start in 

May and continue until August 2016. We also provided them with copy and images for 

the launch of their 2016 brochure. 

 Barrhead Travel – Provided copy and images to Jade Semple at Barrhead Travel for 

updates on their website and to maximise SEO optimisation for their January peaks 

launch. 

 Visit USA Ireland – Provided The Visit USA Association in Ireland with details of hotel 

developments in St. Pete/Clearwater for inclusion in the monthly e-newsletter sent to both 

their trade and consumer databases. 

 Virgin Holidays – Discussions are taking place with Sonia Hunter, Senior Marketing 

Executive.  A bespoke proposal for co-op marketing has been requested and will be with 

us shortly. 

 

 

ENQUIRIES: 

Telephone/website enquiries for information and/or literature  27 

 

 

MARKET INTELLIGENCE: 

 

1 December 2015, Source Travelbiz 

Millions of Britons face passport woes over US travel 

United States launches review of 27-year-old visa waiver programme which could see new 

restrictions imposed on British travellers. Millions of Britons could be barred from travelling 

to the United States unless they buy a new passport, following new security moves by 

Washington. The White House announced it was working with the US Congress on securing 

a “new authority to require visa waiver travellers to use passports with embedded security 

chips”. British passport holders currently benefit from a long-standing deal which means they 

do not need a visa to enter the US. But among Britain’s 50 million passport holders, an 

estimated five million currently possess older travel documents which do not contain a 

biometric microchip. It could mean they will have to renew their passports early at a cost of 

at least £72.50 if they wish to travel to America. In the States, the Department for Homeland 

Security and the State Department are to review the visa waiver programme and report back 

to the President within 60 days, it was announced. It raised the prospect of the review leading 

to more red tape for British citizens who wish to enter America. The review will aim to 

strengthen the programme and ensure the US authorities can gather information on foreign 

visitors who may have visited “countries constituting a terrorist safe haven”, officials said. It 

also wants to expand the use of a "preclearance program" in foreign airports to allow US 

border officials to collect and screen biometric information before visa waiver travelers can 



board airplanes to the country. Apart from Britain, 37 other countries are permitted to take 

part in the existing visa waiver scheme, allowing visitors to remain in the US for up to 90 

days. The US review was launched in the wake of the attacks in Paris by Islamic State 

terrorists, one of whom was a citizen of Belgium – one of the US visa waiver states. British 

passports have a microchip embedded in the cover which contains an electronic version of the 

holder’s photograph, as well as the information on the personal details page of the passport 

including date and place of birth, nationality and gender. The microchips were first 

introduced in Britain in 2006, and with 50 million UK passports in total in circulation it 

means roughly five million non-biometric documents have about a year left to run before they 

expire. Britain was the first country to participate in the US visa waiver scheme, joining in 

1988. 

 

5 December 2015, Source Travelbiz 

Air fares became cheaper across the world this year 

A fall in the price of flights this year has prompted more people to travel, according to the 

International Air Transport Association. Average return fares were five per cent cheaper (in 

currency-adjusted terms) worldwide in the first eight months of this year than they were in 

the same period in 2014. This supported a rise of three per cent in passenger traffic in the 

year to date. “In most parts of the world we see strong demand for travel exceeding the 

growth in capacity,” said Tony Tyler, IATA’s director general and CEO. “Load factors (the 

number of seats filled) are averaging over 80 per cent and consumers are the big winners with 

fares trending downwards.” George Osborne had warned airlines at the start of the year that 

he wanted to see a drop in air fares for UK travellers in line with plunging oil prices. IATA 

said today however that average fares had not fallen further because the rise of the value of 

the dollar - in which oil is denominated - had offset the drop in oil's value. He said: "So for 

most non-US airlines the price benefit has not been that spectacular. Plus, many were on 

long-term hedging of oil prices and these need to unwind for the benefit of lower oil prices to 

be felt.” A drop in air fares was noted in September by Trailfinders, the travel company. A 

spokesman told Nick Trend, our consumer travel expert, that it seemed that air travellers were 

now getting slightly better value for their money, although the picture was varied. This view 

was backed up by Skyscanner.net, the fare-comparison website. Its data, based on many 

millions of fares, suggested that average return fares from the UK to European destinations 

have fallen 16 per cent from 2013 to 2015 (from £204.43 to £171.96). It said there have been 

falls of five per cent in fares to Asia and Africa, and four per cent in those to 

Australia/Oceania. On the other hand, it appeared that there had been slight rises in fares to 

North America and the Caribbean. 

 

8 December 2015, Source Travelbiz 

American Holidays launch new brand identity in Belfast 

American Holidays hosted a press lunch at Ten Square Hotel in Belfast last week to unveil 

some exciting news.  The multi award winning US Holiday and Cruise Specialists, based in 

Lombard Street in Belfast  has redeveloped their brand identity with a new look!   The 

website has been refreshed and a new tag line introduced which reflects the business as it is 

today.   The company is ready to share their vision of ensuring that they put together holidays 

for their clients that will create memories to last a lifetime.   American Holidays take great 

care with everything they do - Possibilities Unlimited. 

  



10 December 2015, Source TravelMole 

Sale of Hotelbeds is 'most likely outcome' 

A strategic review of Hotelbeds is most likely to lead to a sale, TUI chief executive Peter 

Long has confirmed. He said although a final decision has not yet been made, the most likely 

outcome is that TUI will enter a sale process. The bedbank reported an 18% growth in room 

nights for the financial year to September 30, and a 26% growth in TTV (time to value). TUI 

said Hotelbeds is now being run as an independent business. "This approach provides us with 

full flexibility and we are evaluating all our options how to best proceed with the strategy to 

maximise the growth and value of Hotelbeds Group, including potential disposal," it said. 

The B2B accommodation wholesaler has operations in over 100 countries. "This market 

position has been achieved predominantly by growing the business organically and we 

continue to outperform the market," said TUI. 

 

19 December 2015, Source Travel Weekly 

Thomas Cook to trim third-party operator list 

Thomas Cook is to streamline the number of third-party operators it sells as it looks to make 

the business “100% more directionally focused”. The operator dropped specialists Belleair 

Holidays and Balkan Holidays in September, and Cook UK & Ireland managing director 

Chris Mottershead told Travel Weekly the number of partners would reduce further. He said: 

“We’re reviewing all our third party suppliers currently. The number of partners we have is 

inefficient. We work with hundreds and hundreds and are spread too thinly, where we’re all 

things to everybody. “The focus is two-fold. It’s about focusing on what we have to sell as a 

tour operator and then it’s about focusing just on key partners so we can provide them with 

more value. “So it’s a commercial piece and also about quality as we want only the best 

quality products alongside our own brands.” Asked if the new strategy was a departure from 

Thomas Cook’s previous mantra that it was a retailer first and foremost, Mottershead said: 

“We’re a holiday company and what we should promote first is the holidays that we create as 

a tour operator. That’s our number one priority. Everything else should be complementary. 

“That’s why cruise is so fantastic as it’s absolutely complementary to what we do which is 

why we want to work with all the cruise suppliers in the UK.” Mottershead revealed that 

Thomas Cook’s retail incentive scheme had been completely overhauled in line with the new 

focus on its own brands and on a smaller number of key third-party suppliers. Commenting 

on Belleair and Balkan, the latter of which Cook has sold for more than 30 years, a 

spokesman said: “Thomas Cook features a similar offering to Belleair Holidays and Balkan 

Holidays and we are confident our strong in-house portfolio will allow us to continue to offer 

our customers the comprehensive range of holiday experiences they demand.” The decision 

was met with disappointment by Balkan and Belleair. A spokesman for Balkan said: “We are 

very disappointed that Thomas Cook has decided to end its 30 year relationship with Balkan 

Holidays. “However, we are confident that our specialist product will continue to sell well 

through our high-street agent partners as we have been doing successfully for the past 50 

years.” The operator would not say what percentage of sales Thomas Cook accounts for. 

 

19 December 2015, Source Travel Weekly 

Hotels4U closed by Thomas Cook 

Thomas Cook has closed its bedbank Hotels4U. All the hotels previously offered by the 

brand will be listed on thomascook.com. The operator said in a statement: “The marketing 

strategy for Thomas Cook has changed significantly over the last year, with an increased 

focus on the Thomas Cook master brand, particularly in the consumer-facing, hotel-only 

space. “We are now offering all hotels previously offered by Hotels4U on thomascook.com, 

which enables us to ensure that our product offering is all available in one place to build a 

one stop shop for all our customers’ travel needs.” Thomas Cook Group bought the 

accommodation-only supplier for an initial cash sum of £21.8 million from owners the 

Centurion Holiday Group in 2008. The operator confirmed that the Medhotels brand remains 

unaffected. 



 

21 December 2015, Source Travel Newsgram 

AIRLINES CONTINUE TO IMPROVE PROFITABILITY 5.1% NET PROFIT 

MARGIN FOR 2016 

The International Air Transport Association (IATA) announced its airline industry outlook 

for 2016, which sees an average net profit margin of 5.1% being generated with total net 

profits of $36.3 billion. IATA also announced a revision to its airline industry outlook for 

2015 upwards to a net profit of $33 billion (4.6% net profit margin) from $29.3 billion 

forecast in June. The strengthening industry performance is being driven by a combination of 

factors: Lower oil prices (forecast to be $55/barrel Brent in 2015 and averaging a lower 

$51/barrel in 2016) are giving airline profits a boost; however this is strongly moderated in 

many markets by the appreciation of the US dollar. Strong demand for passenger travel 

(+6.7% growth in 2015 and +6.9% in 2016) is making up for disappointing cargo demand 

growth (+1.9% in 2015; strengthening to 3.0% in 2016). Weak cargo performance reflects 

sluggish growth in trade. Stronger economic performance in some key economies (including 

a faster than expected recovery in the Eurozone) is outweighing the overall impact of slower 

growth in China and the downturn in the Brazilian economy. Global GDP growth is expected 

to improve to 2.7% in 2016 (up from 2.5% for 2015). Efficiency gains by airlines are 

illustrated by record high load factors (80.6% in 2015, tapering slightly to 80.4% in 2016). 

Capacity is increasing and is expected to move ahead of demand growth in 2016. Yields, 

however, continue to deteriorate amid stiff competition. In 2016 total passenger numbers are 

expected to rise to 3.8 billion traveling over some 54,000 routes. 

 

23 December 2015, Source TravelMole 

Travel company to launch emoji-based search engine 

AccorHotels.com is to roll out a new holiday search feature using the 'universal language' of 

emojis - the little messaging icons that started out as fun but are increasingly being employed 

as marketing tools. The Pope has a series of emojis, as does TV star Kim Kardashian, who 

launched her set of mood icons on the App store this week. Fans of pizza company Domino's 

can order their favourite by sending an emoji by SMS. Marketing companies specialising in 

emojis are now big business and statistics show 85% of the little icons are sent by those aged 

29 and under. AccorHotels.com is remaining tight-lipped (there must be an emoji for that) 

about exact details until the search engine goes live on January 11, 2016. What we do know 

is that it will run live in seven countries on social media including Twitter, Facebook and 

Instagram. "People will post their emojis and a holiday will be recommended based on what 

they included," a spokesman said. 

 

27 December 2015, Source Travel Extra 

The main travel sales start this weekend: Aer Lingus sale lead in prices to USA from €255 

are €46 up on last year’s lead in, with Britain from €20 and Europe 50pc off, the sale runs 

until midnight Jan 18, travel May 1-Sept 30 2016. 

 

29 December 2015, TTG 

Which destinations does Abta believe are the 'ones to watch' in 2016? 

Abu Dhabi, Canada, China and France are all “destinations to watch” in 2016, according 

Abta’s latest travel trends report, which it released yesterday. The report is released in 

association with the FCO and highlights emerging trends likely to influence holiday habits in 

the year ahead. Looking to 2016, the report revealed that 23% of the population are expecting 

to spend more on their holidays, up from 20% last year. Almost one in five people (18%) said 

they would travel to a country they have never been to before in 2016, compared with 9% 

who said this last year. Nearly a quarter (23%) said they would try a new resort or city (even 

if they have visited the country before) compared with 10% who said this last year. Abta has 

also identified its ’12 Destinations to watch’ for 2016, which it said are “expected to capture 

the public’s imagination in 2016”. In addition to the four named above, others on the list 



include, Hawaii; Iceland; Iran; Naples and Apulia; Peru; Poland; Queensland and Sri Lanka. 

Other trends highlighted included destinations in the western Mediterranean, including Spain, 

which Abta said was set for a bumper year with bookings for summer 2016 tracking ahead of 

previous years as 2015 comes to a close. “These destinations have been the main beneficiary 

of a shift towards tried and trusted destinations, with the combination of geopolitical 

uncertainty and a favourable exchange rate with the Euro prompting British holidaymakers to 

visit their old favourites in even greater numbers,” it added. Almost four in ten (39%) people 

with top jobs (in social grade A) said they were planning to spend more on holidays in 2016, 

compared to an average of 23%. People in social grade B are also more likely than average to 

spend more next year with 27% stating that they plan to do this. Last year, the ‘holiday-

haves’, those classified as social grade A, took an average of 8.0 holidays per person, up from 

7.4 holidays per person in 2011 and this group seems set to continue to drive growth in the 

holiday market in 2016, Abta said. Meanwhile, certain destinations are repositioning in order 

to attract specific markets. A high profile example of this trend is Magaluf, which in 2015 

introduced new laws and worked with hotel groups to open hotels aimed at a more affluent 

and more family oriented market. The number of long-haul holidays taken are also set to rise. 

Wider availability of new aircraft, such as Boeing’s Dreamliner and the Airbus A380 is 

making long-haul travel more attractive, as is the abolition of Air Passenger Duty (APD) 

bands C and D in April 2015, which is expected to save British holidaymakers £200 million a 

year. Elsewhere, according to Abta members, older holidaymakers are travelling further and 

are seeking more active or adventurous holidays. New adventure holidays are planned for 

2016 to meet demand from customers who “grew up in the 1960s and have seen it all”, the 

association said. John Heppenstall, head of consular campaigns at the FCO added: “Abta’s 

report, which suggests that more British people will travel to a country that is new to them in 

2016, acts as a reminder of the importance of preparing fully before travelling abroad. 

 

29 December 2015, Source TravelMole 

Trade reports good start to peak-booking period 

Operators have kicked off their early booking campaigns as new research says one in five 

people will have booked their 2016 holiday by the end of 2015. A Thomas Cook spokesman 

said the company's £50 low deposit offer has been 'really well received by our retail staff'. 

"Early signs are that our customers have really appreciated - and are taking advantage of - our 

industry-leading low deposit offer," he said. Princess Cruises has matched Thomas Cook's 

£50 low deposit offer, as part of the cruiseline's 50th anniversary. Princess Cruises UK vice 

president Tony Roberts said the low deposit meant "guests can book a cruise with Princess 

Cruises without breaking the bank". The deposits are valid on bookings made in January and 

February, for 2016 cruises. Kuoni has reported a 'positive' start, with web traffic up year-on-

year and strong bookings on Sunday. A Kuoni spokesperson said: "It's early days, but 

indications so far are positive. "Web traffic is up year-on-year and we had a great response 

when our ad first screened on Boxing Day, which gives us a really strong indication that 

demand is there. "Sunday has been our strongest day so far since the sale kicked off and 

destinations in demand are the Maldives, Thailand, Cuba, Sri Lanka, USA and Italy. 

"Yesterday was obviously a Bank Holiday in lieu of Boxing Day, so year-on-year sales aren't 

really comparable." Sainsbury's Travel Insurance says over 34 million people are planning an 

overseas holiday during 2016 and over 38 million are planning a UK break, with 58% of the 

population intending to do both. On average, those planning on booking a holiday in 2016 

will spend £846 per person, before add-ons and spending money. There will be 8.7 million 

early bookers - one in five of the population - who will have booked their main holiday by the 

end of the year. This includes 12% who had already booked by the end of October and a 

further 9% who plan to book by the end of 2015. Another one in eight (12%) intends to book 

during January 2016. 

 

 


