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Tour Operators 

 British Airways – Whilst David was in London, we met with Colm Lacey, Head of 

Commercial, and his team to discuss the performance of the route and new opportunities. 

Colm advised that they had not seen any short term impact following the result of the EU 

Referendum, however it was still early days and they would monitor this. With the 

exchange rate of the pound consumer confidence was low, but he expected the leisure 

market to remain resilient as they will still want to travel. He confirmed that although 

there is a reduction in capacity of 17% during Winter 16/17 on the LGW/TPA route, 

Summer 17 would be the same as Summer 2016. There are concerns over the summer 

months, which is similar for the LGW/MCO route, due to competition and extra capacity 

from other airlines. 

 

 Hayes and Jarvis – We met with Nicola Hollihead, Destination Manager and Isla King, 

Destination Executive to discuss recent performance and our marketing activity. Nicola 

advised that St. Pete/Clearwater still remains their top Florida beach destination, but room 

nights are down 12% compared to last year. Florida overall is flat, but they have seen an 

increase in bookings for Orlando villas and Disney hotels. Other beach areas within 

Florida are tracking down versus last year. She also advised that they are working with 

Ocean beds for their gulf coast homes, which has been live since December. Since the 

result of Brexit, there was a small drop off, however this wasn’t a concern, and 2017 

bookings were looking healthy.  

 

 Virgin Holidays – We met with James Killick, Senior Contracts Manager, to discuss 

performance and marketing opportunities. James advised that whilst room nights to our 

destination were ok, other beach areas including Miami were performing well for 2016. 

Due to construction in Clearwater Beach, he suggested that customers were choosing to 

stay in St Pete Beach instead, and the room nights reflected this. Also, his concern was 

the increase in room rate and the increased resort fee charges. Overall, following Brexit, 

James advised that their business to Florida wasn’t affected, particularly as Florida 

doesn’t sell well for the lates market. Customers are still booking for 2017. We provided 

a destination update including the new hotel openings, and discussed marketing 

opportunities for September. 

 

 American Holidays – We spoke with Terry Sheehan, Reservations Manager, who 

advised that Florida was selling well for them, particularly for 2017. 

 

 Tour America – We spoke with Linda Ryan, Product Manager who advised that Florida 

continues to sell well, particularly St Pete/Clearwater. 2017 bookings are strong and the 

sales agents were busy with enquiries.  

 

 United Airlines – We met with Pat Reede and Aoife Gregg, who confirmed that travel to 

Florida remained strong, particularly into Orlando. The business from Belfast is doing 

really well and they are seeing good growth from American Holidays. 

 



 Tropical Sky – We met with Jill Maguire, Sales Supervisor, who confirmed that the 

bookings to Florida were looking positive and that 2017 was particularly strong. She 

advised that all contracting was done through their UK office, and that they had Opal 

Sands on sale. 

 

 Platinum Travel – We met with Ciara Foley, who said she would be visiting St 

Pete/Clearwater at the end of the month for her holiday. We offered her our assistance if 

she wanted to view any hotels whilst she was in the area. Ciara mentioned that Naples is 

selling well, due to the range of high end hotels and rates available. She advised that they 

are wanting to increase their product range in our area, particularly with the 4 and 5 star 

hotels which sell well. She also confirmed that they are wanting to develop their websites, 

focussing on the fly drive website which attracts a good proportion of the Florida 

bookings. Since our meeting we have provided Ciara with some hotel recommendations 

for their St Pete/Clearwater programme. 

 

 

Meetings/Training/Events 

 Visit USA Independence Ball – We attended the annual Visit USA Independence Ball at 

the Park Plaza Victoria hotel in partnership with Visit Florida. Our table included; Roy 

Collett, Colletts Travel, Elinor Steiner, Travel Republic, Mark Tanner, British Airways, 

Linda Burton, Virgin Holidays, and Nikki Gibbs, Bon Voyage. The event was a success 

with a great opportunity to network with key contacts. 

 

 Visit Florida – We attended a lunch BBQ at The Roof Gardens, High Street Kensington, 

as the Governor Rick Scott was in the UK. This was a great networking opportunity with 

key tour operators in attendance. 

 

 Tropical Sky, Ireland – We met with the team at their Dublin office to provide training 

to their sales agents, many who had not been to the destination. We offered an overview 

of the destination, as well as details of the new hotels, and distributed brochures and 

maps. 

 

TRADE LIAISON  

 Scandinavian Sales Mission, November – We had a conference call with Rukhsana 

Timmins, Visit Orlando, Grant Daley, Universal Orlando, and Norbert Simon, SeaWorld 

Parks to discuss our joint sales mission in Scandinavia, including who to meet with and 

potential agent evening events and sponsors. We agreed to target Copenhagen, Jutland, 

Malmo, Oslo and Gothenburg on this trip with events in Copenhagen, Osby and Oslo. We 

have scheduled another call for August to follow up on what appointments/training 

sessions have been confirmed. We have begun contacting relevant travel agencies to 

arrange training and also contacted Iceland Air and Norwegian Air for joint partnership 

for evening events. 

 

 UK & Ireland September Sales Mission – We have started to confirm training sessions 

and meetings at our key Tour Operators for the September sales mission. Accommodation 

has been confirmed for Dublin at The Morgan, for Glasgow at the Hilton Glasgow and for 

London we have secured the Hilton London Kensington Hotel. We have also confirmed 

the Morgan Penthouse for our trade appreciation event in Dublin and a save the date has 

already been sent to our key partners. We have met with the Events Manager at Cuckoo 

to discuss our London event and have a follow up meeting scheduled for August. A save 

the date email has been sent to all of our partners, which was followed by an official 

invite.  



 

 Ocean Florida – The campaign was in market 1
st
 – 31

st
 May and included; email, 

Facebook and Twitter banners, a homepage banner and splash page. 

 Landing page - 1552 sessions 

 Blog – 1293 sessions 

 Social media – 550 sessions 

 Travelzoo – 35009 sessions 

 Educational email – Sent to 206,945 opened by 21,728, 654 clicks. 

 Flash email – Sent to 21,019, opened by 10,169, 318 clicks 

 Reactive email – Sent to 21,029, opened by 11,007, clicks 492. 

 140 room nights booked during the campaign, +122% versus last year. 

 Since the campaign ended, Ocean Florida have included us on the landing page 

for their Visit Florida paid search campaign, which then links through to a 

dedicated St Pete/Clearwater page detailing their special offers. 

 

 British Airways Holidays – Following the result of the EU Referendum, we spoke with 

Keri Mulqueen, Destination Executive who advised that there was a slight decline in 

bookings for St Pete/ Clearwater post Brexit, but customers were still booking. She 

commented that last week bookings were flat compared to last year so it was picking up 

again. Florida overall has seen a slight drop off, but mainly business as usual. The BA 

sale is currently live and ends on the 12th July, promoting low airfares in the market. 

 

 Virgin Holidays – Scott Edwards, Product Manager advised that following the EU 

Referendum result, as expected they have seen a drop off, but sales had been slow in the 

lead up to the vote. There is a small decline in demand, approx. 10% generally, which is 

driven by 2017 bookings as late bookings seem to be doing ok. Their prices haven’t been 

as affected as some of their competitors due to their strategy, however they will begin to 

notice the difference in a few months’ time if exchange rates don’t improve. We have also 

spoken with Nicole Gibson, to start planning marketing activity for September. Details to 

be finalised. 

 

 Virgin Holidays/Visit Florida – The results from the recent Virgin Holidays/Visit 

Florida Campaign that ran from 1
st
 – 31

st
 May have now been received and are as follows: 

 London Underground digital advertising that ran from 9
th

 – 22
nd

 May received an 

estimated footfall of 17,033, 971 consumers. 

 Carousel 1 reached a total of 333,103 with 351,067 impressions.  The CTR was 

1.45% with a total of 5,096 clicks and 3,504 link clicks.  Of this St. 

Pete/Clearwater saw 1149 link clicks (33%) on the first image and 268 link clicks 

(8%) on the second image used. 

 Social activity traffic for our landing pages was up 33,550% and mostly came 

from May but this does show that social activity wasn’t a focus last year (2015 = 2 

sessions vs 2016 = 673 sessions) 

 The St. Pete/Clearwater digital display activity via The Guardian Hub had a total 

of 1,991 page views with 1,644 unique visitors with an average time spent on the 

Hub totalling 57.2 seconds.  The St. Pete/Clearwater insiders guide performed best 

out of all of the destinations that were included. 

 The Guardian Hun conducted a Brand Survey on Virgin Holidays as a provider to 

Florida as part of this campaign and saw really good results:  Audience recall of 

the campaign is at 27% - above their internal benchmark (20 campaigns).  

Consideration of Virgin Holidays has increased by 48% based on those who had 

seem the campaign.  Favourable consideration towards Virgin Holidays has 



almost doubled from 33% (pre-wave) to 56% (post-recall) based on those who had 

seen the campaign. 

 Over the months of April, May & June, the total uplift in passengers for all future 

departures was 1332 up 5% YOY 

 Over the months of April, May & June, the total uplift in room nights for all future 

departures to St. Pete/Clearwater was 2767 room nights, up 7% YOY 

 

 American Holidays – We received the final results for the campaign which was in 

market during April and May and included a half page advert in the Sunday Independent, 

cinema advertising, digital display, social media, American Holidays website, ezine, 

lightbox and plasma screens. 

 Sunday Independent – featured an Orlando & St. Pete/Clearwater twin centre 

message as well as a single centre price, driving traffic to the website and call 

centre. 

 Social media included Facebook posts which linked to the offer details on their 

website. 

 Dedicated ezine was delivered to 49,492 customers in their database targeting 

families. 73% of people opened the email on their mobile, with the remainder on 

desktop. The click through rate was 17%, which is well above the industry 

average. 

 Website generated 112 sessions, with an average page view duration of 2 min 5 

sec. Spikes in traffic was attributed by the social posts and ezine. 

 Cinema – The 30 second advert was shown in all Dublin cinemas during 13
th

 – 

26
th

 May, during showings of Zootropolis, The Angry Bird Movie, and The Jungle 

Book. The Jungle Book was the number 1 ROI film of 2016 to date which had a 

gross box office of €3,113,086. 

 106 room nights booked during the campaign, which was +150% versus the same 

period last year. 

 

 Gold Medal Travel – We have received the final results for the campaign we ran 23 

April – 30 June, which included; consumer travel magazine, mini brochure, weekly trade 

e-newsletters, social media, homepage takeover and carousel, landing page, web banners, 

eshot. 

 Weekly newsletter with an open rate of between 21.2% to 28.9% 

 Social media – 417 reach, 11 clicks, and 7 likes 

 Homepage takeover – 72,664 views 

 Homepage carousel – 315 clicks 

 Landing page – 408 views 

 Skyscraper banner – 97 clicks 

 Dedicated eshot – open rate of 13.95%, CTR 0.58% 

 156 room nights booked during the campaign, +57.6% versus last year. 

 

 Trailfinders – Charlotte Forrester, USA Contractor advised that whilst it is too early to 

draw many conclusions to the impact of the EU result, the early indications are fairly 

positive. Last week they were flat with sales, but given the fact that most prices have 

increased by 7% and the political atmosphere, sales would appear to be holding up 

reasonably well. They will be monitoring this further over the coming weeks. 

 

 Ocean Florida – Muna Abanour, Destination Executive, advised that it was still business 

as usual. They saw a drop off as expected, however it’s wasn’t awful. She mentioned that 

they would be monitoring the situation over the next few weeks. 



 Premier Holidays – We have approved the consumer and trade email which forms part 

of our marketing campaign. This was sent to their databases on the 4
th

 July and is the last 

piece of artwork to be signed off. Results will be available next month.  The Visit USA 

UK e-newsletter also featured an article titled premier Tempts Trade and had details of 

the staff incentive that is being run as part of our co-op marketing agreement. 

 

 THG – We have agreed a marketing proposal with John Bowden, which will include 

online channels such as Secret Escapes, Voyage Prive, TravelBird, Offers section of their 

website, Weekly eshots distributed to 25k subscribers, social media, posters/leaflets to 

over 30 retail shops, staff incentives, and Golf sponsorship day. The activity will begin 

from August. We have signed off the posters and we have worked with John to update 

their website. Brochures have been sent ahead of the golf day next month. 

 

 TUI Specialist – Ahead of our trip next month which includes visits to Thomson and 

Travelmood stores as part of our marketing agreement with Tampa Bay, we have received 

the itinerary and arranged brochures and maps to be delivered accordingly. We will be 

visiting approx. 8 stores per day across Birmingham and Oxford to meet with their retail 

sales staff, and have arranged for VR goggles to be sent to the UK for use during training. 

We have also approved the Trade newsletter/Travelmood e-flyer, which forms part of our 

marketing campaign. 

 

 Virgin Holidays – We spoke with Scott Edwards, Product Manager, and he advised that 

he will no longer be our main contact, as he has accepted another role within the 

company. James Killick, Fiona Lewry and Darci O’Hagen will be our contacts going 

forward. 

 

 Carrier – Jenny Basham, Product Manager, advised that she would be our main contact 

for Florida following a change in positions within Carrier. We introduced ourselves and 

offered our assistance for future queries. 

 

 Kissimmee & St Pete/Clearwater Fam trip – Following on from last month, we now 

have 6 sales agents confirmed for our joint Fam trip in September with Kissimmee, and 

are working to finalise the final two participants. We have begun confirming an itinerary, 

which will include some of the key attractions in the destination. 

 

 Visit USA, Ireland – We provided Clodagh Oxley the artwork for a web banner created 

by Katie Marvin, to be included on the Visit USA website homepage. This opportunity is 

complimentary and is now live. We also updated our content and images on the website 

with information about what’s new in the destination. 

 

 American Affair – Following our meeting at IPW, we provided Colin Chapman, Product 

Development Manager, with copy and images as they are introducing St Pete/Clearwater 

into their programme in September. We have confirmed training with their sales agents in 

London for September ahead of the launch. 

 

 Thomson – Following an email we received from Lars Heidemann, we provided him 

with contact details for Hyatt Regency Clearwater as he advised that they are looking to 

expand their long haul product for the mainstream Thomson brand, as well as launching 

their new long haul cities programme. We also offered support for any information and 

images that are required. 

 



 USA Rejser – Christian Willumsen, Product Manager, contacted us as he was looking to 

secure accommodation for a group booking. We have liaised with Matt in the US office to 

help secure the booking which is travelling in February 2017 and consists of 38 people. 

 

 Trailfinders – Melloney Styles, USA Contractor advised us that Charlotte Forrester had 

left the business and that she would be our contact going forward. We have introduced 

ourselves and offered our support. 

 

 Visit USA, Ireland – We provided Clodagh Oxley with some copy, images and logo for 

inclusion in their dedicated Florida newsletter, which will be sent to their consumer 

database.   

 

 Visit USA, Ireland – The committee shared the following information/latest statistics 

from the Irish Visit USA Website:   

- From the 19
th

 May – 19
th

 June (2015 vs 2016) saw an increase of website sessions 

from 574 in 2015 to 1233 in 2016 a percentage increase of 115%.   

- Users jumped from 430 to 1143 and increase of 166%.  

- New Visitors to the website went up from 412 to 1116 +171%.   

- Page Views also increased from 2268 in 2015 to 3145 in 2016 (up 39% YOY).   

- They also advised that the top 5 viewed pages were 1.  The Homepage 2.  

Destinations 3. Amazing USA Deals 4. News 5. Travel Tools.  

- Facebook fans are a total of 1702, an increase of 848 from last year. 

 

 Travel Trade Gazette – The TTG weekly e-newsletter featured a photograph and brief 

description of the recent British Airways FAM trip from the UK & Ireland. 

 

 Travel Weekly – The Travel Weekly also featured coverage of the recent FAM trip in 

partnership with British Airways. 

 

 

ENQUIRIES: 

Telephone/website enquiries for information and/or literature  223 

 

MARKET INTELLIGENCE: 

 

2 July 2016, Source Skift 

Brand USA Says It Is Having Trouble Reaching Its Tourism Goals 

It looks like Brand USA’s stated goal of bringing 100 million inbound tourism arrivals to the 

U.S. in 2021 may not happen given a variety of global factors. Brand USA quietly released 

its fiscal year 2015 annual report earlier this month, and on the organization’s quarterly board 

call its executives wrestled with the realization that tourism isn’t increasing quite as quickly 

as they had anticipated. In order to play catch up, Brand USA has raised its target compound 

annual growth rate for inbound tourism from 4.2 percent to 4.8 percent from 2016 to 2021. 

“We are significantly under where we need to be for that target [of 100 million visitors by 

2021],” said Caroll Rheem, Brand USA’s vice president of research and analytics, on the 

June 9 Brand USA conference call. “The leading driver of our underperformance is the 10 

percent decline in Canadian volume.” Financially, Brand USA reported strong support from 

industry partners and said its marketing efforts have been successful on a global basis in 

terms of driving interest in leisure travel to the U.S. Arrivals to the U.S. didn’t grow as 

expected from FY2014 to FY2015, ending up basically flat, according to the latest forecast 

data from the National Travel and Tourism Office (NTTO). The last time inbound tourism 



was flat or down was in 2009, as the Great Recession crushed global tourism demand. The 

NTTO estimates now have inbound tourism six or seven million visitors shy of the 100 

million mark in 2021. “We have to make our dollars work harder than they ever had before,” 

said Rheem. The strong dollar is killing Canadian tourism in the U.S. Canada and Mexico are 

usually the top countries for travel to the U.S. Canadian arrivals dropped 10 percent, mostly 

as a result of the strong U.S. dollar. “If you think about the environment we’re operating in, 

where the Canadian dollar has lost 20 percent of value against the dollar recently, its not a 

surprise,” said Rheem. “It’s actually very much on trend to see the kind of decline we saw in 

2015.” Even total overseas arrivals missed the growth rate expected by Brand USA’s 

projections. This leaves the organization with the challenge of having to drive international 

tourism to the U.S. even above the high levels they had already budgeted and planned for. 

The UK, China, and Japan are crucial to U.S. tourism goals. To meet U.S. tourism goals from 

overseas countries, Brand USA is reliant on driving tourism predominantly from the UK, 

Japan, and China. With Brexit turmoil in the UK and overall economic concerns in Japan and 

China, it may be hard to stimulate demand if potential travelers are affected by a weak global 

economy. These projects are also extremely reliant on Open Skies agreements in the global 

air travel industry, and a setback among carriers could limit access to the U.S. as a vacation 

destination. Mexico, China, and India represent the greatest opportunity for Brand USA. A 

deeper dive into what Brand USA sees as the top growth markets for U.S. inbound tourism is 

surprising. India, South Korea, China, and Chile are expected to have the highest growth 

rates. Unsurprisingly, Mexico, and Canada will account for about half of total visitation if 

Brand USA is able to hit its goal of 100 million travelers in 2021. 

 

4 July 2016, Source TravelMole 

Referendum result leads to bookings slump 

Trading in the immediate aftermath of the EU referendum was worse than usual for almost 

40% of the industry, according to the latest TravelMole poll. When asked how trading had 

been in the seven days after the country voted to leave the EU, 39.47% said it was 'bad'. 

However, of the remainder, 29.47% said it had been 'good', while the rest claimed trading had 

been 'normal'. The vote in favour of leaving the EU caused a slump in the value of the pound, 

which is likely to make holidays to the Eurozone more expensive. Economic uncertainty 

surrounding the impending Brexit is believed to have impacted holiday bookings. 

 

4 July 2016, Source Travel Weekly 

Traditional family holiday 'under threat' 

Three in ten working parents have had to take their children on a holiday without their partner 

due to work pressures and school fines, according to a new study. Nearly one in ten regularly 

does this, according to the survey by Nationwide Savings. Office stresses mean that more 

than four-fifths (81%) of working parents find it difficult booking off the time they need for 

holidays. Nearly two-thirds (61%) have to book this at least three months in advance, the 

study of 2,000 parents with school-age children found. The need to stagger their leave from 

work with their partner to cover childcare over the holiday period leaves less time for the 

whole family to enjoy time off together. It means the tradition of parents taking their children 

on a break together as a family is disappearing, The Daily Telegraph reported. Overall, nearly 

three-quarters of working parents plan to take their break from work at a different time to 

their partner in order to juggle looking after their children outside of term time. On top of the 

difficulty in getting time out of the office, parents face paying higher prices for holidays 

outside of term-time. A quarter of parents surveyed admitted having lied to a school that their 

child was ill or making another excuse so they could take them on holiday during term time, 

when cheaper deals are available and there is less competition to book leave from work. The 

Parents Want a Say campaign is urging the government to abolish the school attendance 

policy, saying it criminalises families for wanting to enjoy affordable holidays together. Craig 



Langman from the campaign said the survey highlights the “extremely stressful” situation 

families face in trying to spend time together. “Something that’s supposed to be a joyful time 

is turned into one of the most stressful things and people are having to take drastic measures 

if both partners work during the summer but they want to spend at least a bit of quality time 

together,” he said. “This is about the break up of the family unit.” A spokesman for the 

Department of Education said: "We are clear - children should not be taken out of school 

during term except in exceptional circumstances. There should be no confusion on this point. 

"The evidence shows every extra day of school missed can affect a pupil’s chance of gaining 

good GCSEs which has a lasting effect on their life chances. While family holidays are 

enriching experiences, the school year is designed to give families the opportunity for these 

breaks without having to disrupt their children’s education. "Unauthorised absence during 

term time doesn't just have an impact on the child’s education, but also on teachers and other 

children." 

 

6 July 2016, Source Travelbiz 

Sterling takes another hammering as Brexit woes persist 

Worries about financial stress in aftermath of the UK vote sends markets into tailspin. 

Britain’s pound slumped to a new 31-year low on Wednesday, dipping below $1.28 at one 

point in Asian trading, as investors shunned the currency in the fallout of the country’s vote 

to leave the EU. The pound, one of the main vehicles through which financial markets can 

express concern over the vote, fell to as low as $1.2798, its lowest since June 1985, before 

recovering to about $1.2990 in London trade as Britain’s blue-chip FTSE 100 stock index 

opened higher. That still left the pound 13 per cent below its levels before the June 23rd 

referendum, and about 0.2 per cent down on the day. Against the euro, sterling hit a three-

year trough, trading as weakly as at 86.29 pence per euro before climbing back to about 85.51 

pence, still down 0.6 per cent on the day. Worries about financial stress in the aftermath of 

the vote for Brexit have grown in the past two days as three of Britain’s biggest property 

funds suspended trading, following increases in the number of investor redemptions since the 

referendum. Next week the BoE will make a decision on interest rates, which are already at 

record lows. 

 

6 July 2016, Source Travelbiz 

Call for higher air tax at London airports to pay for regional cut 

Flybe chief Saad Hammad has written to the government to call for a 50% cut in air 

passenger duty at regional airports. In a letter to Chancellor George Osborne, he said this 

could be funded by an increase in air tax at busier London airports like Heathrow and 

Gatwick. He said the issue of APD had become 'critical' following the vote to leave the EU. 

"We are beginning to see turmoil in our financial markets and our economy under threat of 

serious and lasting damage," he wrote. He added: "HM Treasury has yet to comment on the 

outcome of the discussion paper regarding the options for supporting English regional 

airports against the impacts of (Scottish) APD devolution. "Now is surely the time to address 

this issue, particularly with the Scottish Government pressing ahead with plans for a 50% 

reduction in Air Passenger Duty. "HM Treasury has previously argued that it cannot abolish 

APD given the scale of its contribution to the public finances. In the absence of outright 

abolition, Flybe firmly believes that APD could be amended in a fiscally neutral manner to 

deliver an economic benefit to the UK regions, a stated aim of the Government. "This could 

be achieved by lowering the levy at regional airports by 50% in line with what is being 

planned in Scotland, funding it through an increase at the large, slot-constrained airports in 

London such as Heathrow and Gatwick." Hammad said reducing APD at regional airports 

would help address the 'disproportionate' impact on the UK regions. "The corresponding 

increase on passengers using Heathrow and Gatwick would be akin to a congestion charge, a 

concept already well established in our economy as best shown by the London road 



congestion charge," he said. He said such a move would provide a more level playing field 

between regional and international travellers and assist the development of regional airports 

and economies, 'particularly in light of the uncertainty after the referendum vote to leave the 

EU'. "It would also remove potential market distortions and risks of unfairness on passengers 

in England from APD devolution and reduction in Scotland and Wales," he added. "Finally, it 

would provide an economic incentive for the immediate use of spare runway capacity 

available today at regional airports neighbouring London such as Birmingham Airport, given 

new runway capacity at either Heathrow or Gatwick could take more than a decade to come 

on stream if it is ever approved." 

 

6 July 2016, Source Travel Weekly 

Travel shares suffering from Brexit concerns 

Listed travel companies hit by post-Brexit market jitters have yet to recover from the 

uncertainty generated from the Leave vote. Many are all still below their share prices from 

June 23 amid concerns that Brits may be put off travelling. Thomas Cook, which is part of 

the FTSE 250 index, plunged from 73p to 53p, before rallying slightly to finish at 62p on 

Monday. Tui Group, On The Beach, EasyJet and Flybe were also big fallers. While the larger 

tour operators had already sold a significant amount of their summer 2016 holidays before 

June 23, they will still be reliant on the lates market. In its first-half update in May, Thomas 

Cook said the UK was 66% sold with bookings 3% lower than last year. The firm put this 

down to the later booking pattern of holidaymakers wanting to go to Turkey. In the same 

month Tui Group said it was 65% sold in the UK, which it said was “ahead of the prior year”. 

Leisure analyst Mark Brumby of Langton Capital said tour operators would likely see a rough 

end to the summer following the referendum result. “It’s not helpful because uncertainty and 

a willingness to sit on your hands financially are positively correlated. You tend to hold off 

particularly on big ticket purchases so things like carpets, curtains, houses, cars, [and] 

holidays – you may postpone them,” he said. “The majority of people who are flying now in 

the summer will have booked but it’s not helpful for the lates market.” Cook and Tui have yet 

to offer any guidance post-Brexit, but last week EasyJet said the performance in its third 

quarter would in part be impacted by the referendum result. Meanwhile, the uncertainty 

appears to be good news for foreign firms. The co-founder and chairman of Chinese 

conglomerate Fosun has made good on his promise to take advantage of post-Brexit volatility 

by upping his stake in Thomas Cook. Companies with links to Guo Guangchang now own 

8.2% of the tour operator, having taken an initial 5% stake in March 2015 for £92 million. At 

the time it was suggested Fosun would look to build its stake to around 10%. Speaking at a 

Reuters event last week, Guangchang said the firm would look for opportunities in the UK 

and Europe. “For a value investor, volatility is a friend not an enemy. Market volatility and 

panic will probably bring better investment opportunities,” he said. Fosun previously took its 

shareholding in Cook above 7% at the start of June. 

 

6 July 2016, Source Travel Weekly 

Virgin Holidays opens largest V-Room store 

Virgin Holidays has opened its biggest stand-alone V-Room shop in Manchester’s Trafford 

Centre. The store, which has 13 staff, boasts signature features including an Island Bar where 

shoppers are offered complimentary drinks, plus a dedicated children’s area and a video wall. 

Virgin says the design has been inspired by airline lounges and hotel receptions. Staff will 

have no fixed positions and will roam freely about the store. Virgin Holidays’ managing 

director Mark Anderson said: “We’ve done away with the boring sales desks and rigid set-up 

that you often see on the high street. Everything we’ve done is focused around making the 

environment more enjoyable and immersive for our customers, whilst still bringing that 

Virgin Holidays magic to the experience.” The Island Bar will include iPads to allow 

customers to browse holiday choices, while the children’s area will show cartoons. One wall 



will include a large globe with digital portals showing videos of destinations. Another area 

will show off Virgin Atlantic’s Upper Class, and Premium Economy cabins. The brand’s 

sales director Lee Haslett added: “It was important for customers to feel like the store is a 

lounge experience, rather than your average retail experience. We wanted to give them a taste 

of the holiday before they even set foot on a plane; with us the experience starts from the 

moment you begin looking and it should be enjoyable from start to finish.” Other V-Room 

stores include Bluewater, Lakeside, Bristol, Newcastle and Leeds. The operator said they had 

helped it grow its retail sales by 16% year on year. 

 

7 July 2016, Source Travelbiz 

Five million Brits put overseas holidays on hold after Brexit 

One in 10 Brits says their 2016 oversees holiday is on hold amid uncertainty over Brexit. 

Following the result of the Referendum, 5% of the population is holding off booking a 

holiday at all until things calm down, while another 5% say they have changed their mind 

about going abroad and will take a staycation instead, according to research by 

VoucherCodes.co.uk. Data from the company shows 25 million Brits will holiday in the UK 

this year, an increase of 2.5 million since the Brexit vote was announced on the morning of 

Friday July 24. A further 2.5 million who were planning to book an overseas getaway will 

now 'wait and see'. VoucherCodes.co.uk says 51% of Brits will take a staycation - 4.5 million 

more than last year, an increase of 7%. The average staycationer is expected to spend £686 on 

their home-based break, an increase of 55% on last year (£442), although 15% of those taking 

a holiday this year plan to spend less on their summer getaway following the Brexit result. 

For the fifth year running, Cornwall is the most popular spot for those planning a break in the 

UK, with 12% of holidaymakers planning a trip there this year. London has held onto second 

place, with 9% planning a trip to the city this year and the Lake District remains at number 

three, with 8% of Brits planning to holiday there. The Scottish Highlands has replaced the 

Yorkshire Dales as number four on the list. The biggest surprise is that number five on this 

year's list is 'stay at home' - last year it was Bournemouth. Cost remains a big driver of the 

staycation decision, with 18% of those surveyed revealing they can't afford to afford to travel 

abroad this year. A further 16% claim they've opted to staycation because they believe it's 

better value than venturing abroad. 

 

7 July 2016, Source Travelbiz 

School fines for holidays during term soar to £5.6m: Figure has more than trebled in 

just two years after nearly 93,000 penalties were issued to parents 

Fine haul now £5.6million, up from £1.5million in 2012/13 school year 

Number of parents fined rose from 70,000 to more than 92,000 

But research shows term time savings can save more than £60 fine cost  

Fines for parents taking children away on holiday during term time soared 267per cent to 

£5.6million in just two years, it is claimed. The figure rose from an estimated £1.5m in the 

2012/13 school year to just under £5.6m in 2014/15. At the same time, the number of fines 

issued rose by almost 70,000 to 92,784. The increase came as the result of a new hard line 

approach from the government amid claims children’s education was being harmed. The 

entire punishment regime has been thrown into the air by a recent High Court case which 

threw out fines imposed on a family from the Isle of Wight. However, despite the rulings, 

education ministers have told head teachers that they must continue issuing fixed penalty 

fines of £60 per child. The figures on fines and penalties were compiled by the Santander 

bank which made Freedom of Information Act requests to 174 local councils in England and 

Wales. The data was based on usable responses from 129 of the councils. It appears that most 

fines were issued by schools run by Lancashire County Council at 4,279, ahead of Doncaster 

Metropolitan Borough Council at 3,559 and Bradford Metropolitan Council at 3,445. Official 

figures from the Department for Education show more than 240,000 children were taken out 



of school in England alone for unauthorised holidays in 2014/15. It is not clear what 

proportion of the parents were fined. Most parents do not like the idea of being fined and 

accused of harming their children’s chances of getting good results. However, Santander 

points out that taking a holiday in term time offers huge savings that would outweigh any 

fine. A spokesman said: ‘It’s perhaps unsurprising as parents planning an overseas break 

during the school summer holidays face premiums of up to 68 per cent in some instances, 

equivalent to an extra £1,771. ‘On average, trips to some of the most popular overseas 

holiday destinations such as Spain, France and the USA are 21 per cent more expensive for a 

family of four during the school holidays.’ Santander said there are ways to cut holiday costs 

without taking youngsters out of the classroom. Its research found many people book flights 

for an anti-social time, such as early morning or late night, and take their own food on board. 

Many people pack groceries from home, essentials such as tea, coffee and washing powder. 

And as many as one in five stock up on croissants, fruit and other delicacies from the hotel 

breakfast buffet to see them through the day. Worryingly, one in 10 people admit to not 

taking out insurance as a way to save cash, despite the fact this could be disastrous if they 

have an accident or are targeted by thieves. TV travel expert Amanda Lamb said: ‘While 

summer holiday premiums can add an unnecessary expense to a family’s budget, there are 

other ways parents can look to reduce costs rather than taking a child out of school.' ‘Flying 

in the middle of the week rather than at the weekend can be cheaper as can waiting until the 

end of August or early September when prices are often lower as most people like to get 

away at the start of the summer holidays.’ The head of savings at Santander, Helen Bierton, 

(correct) said: ‘Another tip to reduce holiday costs is to shop around for your insurance and 

travel money before you go away; see if your bank offers any special deals and make sure 

you’ re getting the best value.’  

 

8 July 2016, TravelMole 

Travel spending 'vulnerable' as consumer confidence plummets 

Consumer confidence has experienced the sharpest drop since December 1994 and travel 

spending is 'particularly vulnerable'. A one-off poll by research group GfK, following 

Britain's vote to leave the European Union, found the index has fallen 8 points to minus 9. 

"All of the key measures used to calculate the Index have fallen," said GfK. "This long-

running survey dates back to 1974, and there has not been a sharper drop than this for 21 

years." The result was split according to how people voted and showed that 'Remainers' were 

at minus 13 while 'Leavers' were more optimistic at minus 5. "Our analysis suggests that in 

the immediate aftermath of the referendum, sectors like travel, fashion and lifestyle, home, 

living, DIY and grocery are particularly vulnerable to consumers cutting back their 

discretionary spending," said Joe Staton, head of market dynamics at GfK. "As we've learnt 

from previous periods of uncertainty, consumers turn to well-known brands they love and 

trust as a guarantee of quality and value for money. Now is the time for companies to 

understand and respond to consumer concerns by anticipating and meeting their needs." The 

survey was run from June 30 to July 5 to capture the mood of consumers after the Brexit 

decision on June 24. "During this period of uncertainty, we've seen a very significant drop in 

confidence, as is clear from the fact that every one of our key measures has fallen, with the 

biggest decrease occurring in the outlook for the general economic situation in the next 12 

months," added Staton. The poll also found that 60% of people expect the general economic 

situation to worsen in the next 12 months, up from 46% in June. Only 20% of consumers 

expect it to improve, down from 27% in June. The proportion of people who believe prices 

will increase rapidly in the next 12 months has jumped 20 percentage points from 13% to 

33%. In the north of England, confidence has dropped 19 points and in Scotland it has fallen 

11 points. In the south, including London, there has been a drop of 2 points. Amongst the 

young (16-29 year olds) confidence has dropped 13 points, but this group remains the most 

optimistic of all age groups. 



 

8 July 2016, Source TTG 

Thomas Cook launches multi-currency card 

Thomas Cook has launched a new prepaid travel card, which allows users to carry up to 10 

different currencies at once. Euros, dollars, the South African rand, Turkish lira and Swiss 

francs can all be added to the new offering. Fraser Millar, head of financial services at 

Thomas Cook said: “People are increasingly using prepaid cards overseas for a variety of 

reasons. Some of our customers find it reassuring that they can’t drift into the red or go over-

budget, while others are attracted to the security they offer. “Cash passports aren’t linked to 

your bank account, so there is reduced risk associated with this form of travel money. By 

introducing multi-currency cash passports, we want to reduce the risk even further and 

alleviate any cause for concern while travelling.” Thomas Cook will continue to top up single 

currency cards, however, they are not available for purchase. 

 

8 July 2016, Source TTG 

Travelmood offers a taste of US with ‘inspirational’ trade-only brochure 

Travelmood has strengthened its support for agents with the launch of its latest brochure 

focusing on the US. The programme is the operator’s third trade-only brochure since its 

creation last October. The brochure, which landed in stores on July 4, contains an “editorial 

style” according to the operator and features travel ideas segments including “72 hours in…” 

and “Where to next?”. Head of trade sales Susan Allan said the unveiling of the new brochure 

had “come off the back of great trade feedback”. To promote the launch, Travelopia’s trade 

sales team and US product executives have taken to the road this week to deliver American 

sweets and Travelmood-branded hampers to stores. The teams are planning to visit a 

minimum of 30 shops each day and began on Monday in Glasgow. US-themed quiz nights 

will also be organised at venues across the country by the operator. “We know that there are 

changing trends and our customers are looking to explore further, seek recommendations and 

expect greater detail. Therefore the new brochure offers some inspirational content to aid 

knowledge and get the booking process off to a great start,” said Allan. “We know the hidden 

gems and destinations inside out, be it a Harley Davidson trip with the Eagle Riders in Los 

Angeles, or pre-booking a perfectly situated campsite for an RV. We pride ourselves on the 

knowledge and expertise we can offer in this area of the world and our new brochure gives a 

taste for this.” 

 

11 July 2016, TravelMole 

Councils lift term-time holiday fines following High Court victory 

More parents are expected to flout rules against term-time holidays following the publication 

of latest research which shows that some councils have stopped action against mums and 

dads who take their kids out of school for family breaks. At least nine councils in England 

have dropped legal proceedings against parents while a further six have decided not to issue 

fines, according to research by the BBC. Its findings were released as MPs prepare today to 

discuss a petition against term-time holiday fines, launched by a father with cancer who was 

issued with Penalty Notices after he took his two eldest children out of school because it was 

the only time he could travel between treatments. His petition attracted around 200,000 

signatures. The BBC study, carried out after dad Jon Platt's court victory against Isle of 

Wight council, which had tried to fine him for taking his daughter out of school for a trip to 

Florida, found that while most councils had not changed their policy as a result, several had.  

Of the 80 councils who responded to the BBC's request for information, Trafford, Dudley, 

Wakefield, Portsmouth, Devon, Warwickshire, Sandwell, Derby and South Gloucestershire 

said they had dropped legal action against parents. Bury, Derby, Southwark, Oldham, 

Cornwall, Dorset and Lambeth have stopped issuing fines, according to the BBC. However, 

49 councils said they weren't changing any of their procedures. Under rules introduced in 



September 2013, children can only be taken out of school during term time in 'exceptional 

circumstances'. Parents who take their children away without the school's permission risk a 

£60 fine, which doubles to £120 if it is not paid within three weeks. Parents who refuse to pay 

- like Jon Platt - face prosecution and a maximum £2,500 fine or up to three months in prison.  

However, a High Court ruled that Isle of Wight council was wrong to fine Platt because his 

daughter had an otherwise good attendance record. The council has been given leave to 

request an appeal hearing at the Supreme Court. 

 

12 July 2016, Source TTG 

Tui's 2020 vision for the end of brochures 

Thomson and First Choice have pledged to get rid of brochures by 2020. Tui UK & Ireland 

managing director Nick Longman said the two brands instead hoped “to provide a digital 

experience at every customer touch point and will be investing in more personalised content 

for customers.” He added the operator’s stores are set to become technology hot spots with 

the ability to recognize a customer as they enter a store while digital screens and mobile tech 

will help customers find their own trips. Both brands are also investigating virtual and 

augmented reality as well as lifestyle-led content to further target customers with trips. Aside 

from the stores, Longman said customers will also receive personalised content online with 

an increased use on technology and video content. He added: “We have seen a shift in the 

way customers research and book their holidays. As a leading travel company it’s essential 

we adapt to these changes to make sure our website and retail shops stay relevant to 

holidaymakers. “We believe there will always be customers who want the expertise, 

knowledge, assurance and the personal experience received in retail shops from our people. 

“We need to give our retail advisors the tools that customers are demanding to help them 

continue providing excellent service and content. “As Thomson looks to become TUI at the 

latter end of 2017, it’s our ambition to deliver a simpler and more personalised booking 

journey, so every customer can have an effortless experience finding the perfect holiday.” 

 

13 July 2016, Source Travel Weekly 

Travel firms' profits hit by Brexit sterling slump 

Tour operators are unlikely to introduce surcharges to offset the impact of the fall in sterling 

this summer, but are expected to hike prices next year. Travel Weekly understands most 

operators have sufficient hedging arrangements in place to absorb the 10% fall in the value of 

the pound against the dollar following the EU referendum. However, online travel agents 

(OTAs) are likely to see lower margins as a weak lates market compounds a disappointing 

year for the OTA sector which is largely unhedged. Industry accountant Chris Photi, partner 

at White Hart Associates, said the Brexit referendum vote had “adversely affected the market. 

Most tour operators and OTAs are down by up to 25%.” He warned: “The currency situation 

will hit the bottom line of many companies, although hedging may mean the full impact does 

not filter through until 2017.” Josephides said: “It’s extremely difficult to put up prices in the 

current market. But if things stay where they are, prices for next year will end up 15% to 20% 

higher. It’s very difficult to know how to price and what currency to buy because of the 

economic instability. Get it wrong and you can be uncompetitive.” Photi stressed the 

underlying strength of the UK economy despite the shock of the referendum vote and said: 

“The new prime minister’s cabinet shuffle will be crucial to restoring confidence in the weeks 

ahead.” 

 

14 July 2016, Source TravelMole 

Brits are making more trips abroad 

UK residents made 12.9 million visits abroad in the first three months of this year, a year-on-

year jump of 9.8%. Visits to North America saw the largest increase of 15% to 7 million, 

while visits to Europe also increased by 13.3%. However, according to the latest figures from 



the Office for National Statistics, visits to 'other countries' fell by 2.9%. Holiday visits rose 

10.1% to 7.2 million holidays, but visits to friends or relatives showed the biggest increase 

(11.4%) while business visits increased by 6.3%. During the period, Brits spent 133.2 million 

nights abroad, an increase of 6% compared with 2015. The rise in visits to North America is 

reflected in the increase in nights spent in North America by UK residents, which increased 

2.5%. The number of nights spent in Europe saw an increase of 10.3% while nights spent in 

'other countries' saw an increase of just 1.5%. UK residents spent £7.6 billion during visits 

abroad, up 8.4% compared with £7 billion spent in the same period in 2015. Expenditure in 

Europe rose by 13.8%, and spending in North America increased by 9.7% reflecting the 

increase in visits to this region. Meanwhile, visits to the UK by overseas residents also 

continued to rise in the first quarter of 2016. An estimated 7.5 million visits were made in the 

first three months, an increase of 7.7% on the 6.9 million visits made during the same period 

in 2015. Visits to friends or relatives was the most popular reason for overseas residents visits 

to the UK, rising by 13.1% to 2.5 million visits. Holiday visits recorded the largest increase, 

of 6.5%, from a year earlier while business visits increased by 4.7%. Total visits from 

residents of Europe and North America rose by 9.8% and 5.7% respectively while 'other 

countries' fell by 2.5% to 9 million. Overall, an estimated total of 50.5 million nights were 

spent in the UK by overseas residents this quarter, an increase of 5.9%. The number of nights 

spent in the UK by overseas visitors from North America increased by 7.6% and those from 

residents of Europe increased by 9.4% while the number of nights spent by residents of 'other 

countries' fell by 2.7%. Overnight visits to London increased by 7.1% to 3.8 million, as did 

overnight visits to the rest of England, which saw an increase of 9%. Overnight visits to both 

Scotland and Wales also rose, up 26.9% and 5.4% respectively. But despite the rise in 

visitors, estimated earnings from all visits to the UK fell by 2.2% from £3.8 billion to £3.7 

billion. Spending by residents of 'other countries' during their visits to the UK saw the biggest 

decrease in, falling by 16% to £1.1 billion. Spending by residents of Europe and North 

America increased by 5.2% and 2.7% respectively. 

 

15 July 2016, Source Travolution 

Cheapflights unveils world’s first emoji based flight search 

Cheapflights is poised to launch the world’s first emoji flight search function. From Sunday 

mobile users will be able to insert emojis instead of words for their flight origin and 

destination as they begin their search. To build the functionality Cheapflights mapped 40 

destinations across the world with popular emojis based on common associations. Users can 

search using a koala emoji and a sushi emoji to bring up flights from Sydney to Tokyo, or a 

union jack flag and bike for London to Amsterdam. Launching initially as a prototype, the 

release follows the launch last month of Cheapflights Chat – a Facebook Messenger bot 

configured to provide flight, hotel and weather-related results. The function has seen more 

than 15,900 interactions globally and has today also been updated to include the emoji search 

functionality as well. Samantha Otter, Cheapflights’ marketing director, said: “We want to 

make travel search as intuitive as possible, and delivering this new functionality furthers our 

brand promise to make search smart and simple. “Personalisation is the future of travel 

search, and this is a further step in that direction, allowing our users to communicate with us 

in a way they’re comfortable. “It encourages frictionless dialogue in whichever setting and 

communication medium they prefer. “With World Emoji Day upon us, it felt like the ideal 

time to press the button on a function with which our team has had a lot of fun in the last few 

weeks. “We hope our users do now as well.” Emoji search is available on the Cheapflights 

mobile site in select markets globally including the UK, Australia, Canada, South Africa and 

New Zealand. It will be available on the Cheapflights app before the end of 2016. 

 

 

 



18 July 2016, Source TTG 

Liquidation of Lowcosttravel likely to start this week 

The Lowcosttravelgroup looks set to formally liquidate its B2C main holiday business as 

early as this week, although it could still sell some of its smaller assets, according to weekend 

reports. It comes after TTG revealed on Friday that administrators had been called in 

following the collapse of the group. Directors had previously been in talks to sell the group’s 

two main assets, Lowcostbeds and Lowcostholidays, however the deal is understood to have 

fallen through last Monday, with Brexit blamed for making investors wary. All 450 

employees, including 120 who were based at Gatwick, have been made redundant. Since 

news of the collapse emerged, thousands of holidaymakers have been left thousands of 

pounds out of pocket. Some 27,000 customers were in resort at the time of the collapse, while 

a further 110,000 were due to travel. Many said they did not believe their travel insurance 

would cover them. Abta also said that “most standard travel insurance policies do not include 

travel organiser failure, however we would recommend you check your insurance policy 

along with contacting your credit or debit card company, if that is how you paid.” It added: 

“If in any doubt, we recommend that you contact your local Citizens Advice or Trading 

Standards Department.” 

 

21 July 2016, Source ITTN 

Flight Centre to Open on Dawson Street 

Flight Centre Travel Group, offering a full range of holidays, adventure tours and multi-stop 

itineraries, will open its first ever retail store in the Republic of Ireland on 3rd August 2016 in 

Dublin. As part of its inaugural celebrations, Flight Centre will be offering discounts of up to 

€500 on holidays booked in-store. 

 

23 July 2016, Source Travelbiz 

First Look: Dublin Airport unveils luxury US Preclearance lounge 

Dublin Airport has opened a new passenger lounge, 51st & Green, after US Preclearance in 

Terminal 2. The lounge is open to business class passengers, and those holding airline club 

cards, on transatlantic flights with Aer Lingus, Delta, United and American Airlines. 51st & 

Green will boost Dublin's competitive advantage as a connecting hub at a time when the US 

Department of Homeland Security is exploring the expansion of Preclearance facilities at 

several airports, including Heathrow and Manchester. Inspired by Newgrange, the 750-

square-metre space is entered via a 32-metre corridor featuring terrazzo tiles spaced with 

bronze strips. A bright, open space seats up to 180 people, with dramatic views of the airfield. 

Food and drink facilities, a concierge service, luxury shower rooms and an entertainment area 

with sports channels are all available to guests. The lounge is the latest in a series of 

improvements at the airport, which have recently included self-service bag drop machines, 

major upgrades to airside amenities and an ongoing, €10 million revamp of Terminal 1's 

facade and Arrivals Hall. "Dublin Airport now ranks fifth among EU airports for route 

frequency to North America," said Managing Director, Vincent Harrison. He added that 

Dublin is the only airport outside of North America to offer a lounge facility to passengers 

that have completed Preclearance checks. Almost five million passengers have used Dublin 

Airport’s US Preclearance facility since 2011, and the airport is gaining increasing traction as 

a hub - with connecting passengers up 28pc so far this year. Dublin handles a daily average of 

almost 40 transatlantic flights. 

 

23 July 2016, Source Skift 

European Travellers’ Searches for U.S. Hotels Have Plunged This Summer 

Whether it’s the power of the U.S. dollar, or the Brexit vote, or a general unease about travel 

to the U.S., searches for U.S. hotels by potential travelers from the UK and European have 

dropped dramatically compared to the same time last year. The Brexit vote and its aftermath 



caused the UK pound to drop to its lowest point against the U.S. dollar and several other 

major currencies in nearly 30 years. UK interest in booking a U.S. hotel decreased the most 

— 53 percent — during the week of June 27, the week after the vote, compared to the same 

week in 2015. Interest somewhat recovered during the weeks of July 4 and July 11, however, 

but was still down 44 and 39 percent, respectively. That’s according to nSight, a hotel and 

destination data company, and the data include searches made with online travel agencies, 

tour operators, and sites selling packaged travel. The data broadly consider searches for U.S. 

hotel stays at some point in the future and includes this summer. Overall U.S. hotel interest is 

down 17.7 percent as of last week for all EU countries, excluding the UK, and has been down 

an average of 20 percent for most weeks since the beginning of June. UK search interest for 

other European destinations is even weaker in the weeks after Brexit, down 55 percent year-

over-year as of last week. “Brexit has created uncertainty and any time there’s uncertainty 

that changes behaviour pretty drastically,” said Rich Maradik, nSight’s founder. “Travel 

interest always comes back but the question is how long will that take?” Maradik said hotel 

bookings are also sliding year-over-year as well and reflect what’s happening with searches. 

 

The UK is the largest overseas market for several hotels and destinations, including the U.S., 

“that’s why we’re looking at the UK as a source market because we’ve already seen that 

demand for travel to the UK is up significantly after the Brexit vote for many outbound 

markets.” International arrivals to the U.S. have shown only moderate growth so far this year 

but that growth includes markets like China, Japan and Brazil that are gaining market share. 

Searches by UK, French, German, Italy and Spanish travelers in June for stays in July, 

August and September are down 12.9, 15.9 and 28.6 percent, respectively. 

 

24 July 2016, Source Travel Extra 

Friday next, IAG Q2 report day, is the new announcement date for Aer Lingus, flush with 

trans-Atlantic expansionist zeal having secured two extra Airbus A330-300s for the summer 

2017 season on top of the two being delivered this year. This will bring its A330 count to 12 

from the pre-expansion total of seven, Talks have been re-entered with several north 

American airports, of which the most enthusiastic include Miami (whose lobbying activities 

included the IATA summit in Dublin), Dallas, Philadelphia, Detroit and Charleston. There 

are more in the mix: Aer Lingus has spoken to nearly 100 different airports in their search for 

new direct destinations from Dublin. 

 

25 July 2016, Source TravelMole 

Mass shooting at Florida nightclub 

Florida has suffered its second mass shooting in a nightclub in six weeks, with the latest 

happening outside a club in Fort Myers. The Fort Myers Police Department confirmed that 

two people have been killed and 'at least 14-16' wounded, with many of the casualties 

believed to be teenagers. The attack happened in the parking lot of Club Blu in Fort Myers at 

around 00:30am local time on Monday morning, at the end of a party for teenagers the club 

had been hosting. A police statement said injuries "ranged from minor to life-threatening". 

Up to four people remain in hospital with serious injuries and the victims are reported to be 

between 12 and 27 years old. Syreeta Gary, whose daughter was at the club, told the local 

Fox 4 news channel her daughter was "dodging bullets and running dropping between cars". 

Club Blu released a statement on Facebook expressing its deep sorrow over the incident. It 

was hosting a Swimsuit Glow Party where no ID was required. The statement said: "We are 

deeply sorry for all involved. We tried to give the teens WHAT WE THOUGHT WAS A 

SAFE PLACE TO HAVE A GOOD TIME. Ages 12-17. "There was armed security as well 

as full security, inside and out. As the club was closing and parents were picking their 

children up.....that's when all this took place. There was nothing more we could of done as 

you see it was not kids at the party that did this despicable act. Our condolences to all parties 



involved." Three people have been detained for questioning, according to police, who said 

they are 'actively canvassing' the area for other suspects. The attack comes six weeks after 

gunman Omar Mateen killed 49 people and injured 53 others in the Pulse nightclub in 

Orlando, 150 miles away from Fort Myers. 

 

26 July 2016, Source Travelbiz 

The 9 best destinations for October half-term sun 

In theory, October half term should be a great week for a family holiday. It gives everyone a 

break from the longest school term of the year, and a last chance to enjoy some sunshine 

before the clocks go forward and the November fogs set in. The problem is that this late in 

the year, you can’t be sure of reliable weather in many of the most popular Mediterranean 

destinations. Sure, it will be warmer than at home, but there is a risk of rain and generally 

unsettled weather. A few destinations stand out, however, and if you head far enough south, 

you can still be reasonably confident of warm sunshine without having to endure a long 

flight. Below, we have picked some of the best options, and highlighted packages which still 

have availability for departures on the first weekend of half term – October 22 and 23. You 

will need to act fast to get a holiday at a reasonable price, however. Demand for flights for 

this week is always high and, while the Brexit decision will have had an impact, options to 

popular destinations, including the Canary Islands and Florida, were running out before the 

referendum took place. The best strategy for finding a cheap half-term holiday is to book 

your arrangements independently, cut down on the length of the trip, and fly from, say, 

Monday to Friday. That way you aren’t competing with families looking for a weekend 

flight. 

Florida 

Flight time: nine hours  

Average peak temperature: 84°F (29°C)  

Hours of sun per day: seven 

It may be a long flight, but if you want to go to Florida, October is a much better time to 

travel than during the very hot and humid summer holidays.  

My America Holiday (020 8003 6081; (myamericaholiday.co.uk) offers six nights for the 

price of seven at the 3.5-star Sheraton Vistana Villages in Orlando, staying in a one-bedroom 

villa on a room-only basis from £799 per person. Flights from Heathrow to Orlando (via 

Atlanta). 

 

26 July 2016, Source TravelMole 

Outbound travel rises faster than inbound 

Britons made 4% more trips abroad in the second quarter of the year compared to the same 

three months last year, according to official figures. They made a total of 16.4 million 

overseas visits and spent 10% more year-on-year, said the Office for National Statistics. In 

the 12 months to May, the total number of foreign trips rose by 8% and spending rose 12% to 

£40.4 billion. Trips to North America were up by 10%, visits to Europe rose by 9% and to 

other countries by 2%. Overseas holidays were up by 8%, business trips were up 9% and 

visits to friends and relatives were up by 9%. The number of visits to the UK were up only 

4% in the year to May, but visitor spend was down 1%. 

 

26 July 2016, Source TTG 

BA offers free child travel 

British Airways is hoping to give domestic tourism a boost with a new deal letting children 

fly for free. The initiative, which is in place between now and November 1, means children 

under the age of 12 will fly for free between Belfast City, Heathrow, Inverness, Leeds 

Bradford and Newcastle airports. The offer is being backed by VisitBritain while Heathrow 

Express and Novotel are also offering family discounts. Sara Dunham, BA head of 



marketing, retail and direct, said: “Saving every penny counts when it comes to family 

holidays so flying kids for free will make it cheaper to fly away for fun and see more of the 

UK, on a British Airways flight. “We are delighted to be joining forces with other great travel 

brands to offer families free child flights and discounted holiday deals.” 

 

29 July 2016, Source Travelbiz 

Warning to tourists over fears Zika has hit Florida after four new cases of the infection 

are reported 

Florida has seen more than 300 cases of Zika linked to travel abroad. But now four cases 

have been reported by people who never travelled. Fears of a Zika virus outbreak in Florida 

have been raised after reports of the first cases apparently transmitted by mosquitoes present 

in the US. Four new cases of the infection have been reported among people who have not 

travelled abroad or had sexual contact with another sufferer. Concerns have been raised that 

the outbreak in the popular holiday destination could be mosquito-borne, meaning the virus 

has established itself on the US mainland for the first time. With more than one million 

Britons travelling to Florida each year, officials are warning tourists to discuss their travel 

plans with their GP, ‘particularly if you’re pregnant or planning to become pregnant’. 

Yesterday a spokesman for US Centres for Disease Control said ‘evidence is mounting to 

suggest local transmission via mosquitoes is going on in South Florida.’ Public Health 

England said that if the cases are confirmed to have been spread by mosquitoes, it would 

advise pregnant women against ‘non-essential travel’ to the state. Paul Cosford, PHE medical 

director and director of health protection, said: ‘We know the Aedes aegypti mosquito, which 

is known to carry Zika virus, is present in Florida ... If the cases in Florida are confirmed then 

the risk would be considered moderate and pregnant women would be advised to consider 

postponing non-essential travel. ‘Advice to all travellers remains to avoid mosquito bites.’ 

Last year 1.72million British nationals travelled to Florida, according to the Visit Florida 

agency. The Foreign Office has reiterated its warning for those visiting parts of the US 

affected by Zika – previously restricted to the US Virgin Islands and Puerto Rico – to 

‘discuss travel plans with your healthcare provider’. It comes after the World Health 

Organisation warned that a third of European countries, including France and Spain, now 

have a ‘moderate’ risk of the disease. Mosquitoes are a risk across Florida due to its hot 

summers and expanses of inland water. There are around 80 species of mosquito in the state, 

around 13 of which can carry diseases harmful to humans. These include the Aedes aegypti 

and Aedes albopictus, which can harbour Zika. The infection causes only mild illness in most 

people. But it leads to microcephaly in infants, a birth defect where a baby’s head and brain 

are smaller than normal. Earlier this month the Florida Department of Health began 

investigating possible non-travel related cases in the southern counties of Miami-Dade and 

Broward. On Wednesday it added two more cases to its list. An investigation is now 

underway which will include testing all those who live within 150-yards – the flying radius of 

the carrier mosquito – of any patients for the infection. After seeing the state’s first case of 

microcephaly last month, they are also tracking 53 Zika cases involving pregnant women. 


