
UK OFFICE 

 

September 2017 REPORT 

 

Prepared by: Venessa Alexander 

  UK Director 
 

 

Tour Operators 

 

• Hayes and Jarvis – We met with Isla King, Destination Executive who advised that they 

are currently working on a new website which will be launched at the end of October to 

coincide with the launch of their 2018/19 USA and Caribbean brochure. The new website 

will be non-transactional encouraging their customers to use it for inspiration and then to 

contact their travel specialist to discuss further. They continue to focus on multi-centres 

holidays, and some suggestions will be included on their website for St. Pete/Clearwater. 

The new brochure will include a section on what customers should experience, but there 

will be no prices for hotels in there, encouraging customers to use their website and speak 

with an advisor. Their business has been up and down and whilst September is generally a 

good booking month there is no real booking pattern with sales again being up and down. 

They were affected by the hurricane but there is still interest in Florida. They continue to 

be affected by exchange rates and have seen late bookings travelling to Thailand. Also, 

Canada is performing well due to the activity surrounding the 150-year anniversary and 

strong exchange rates. Room nights to USA for 2017 travel are -20% driven by Vegas 

and New York. 2018 travel to the USA is -30% again driven by these two destinations. 

2017 travel to Florida is down due to Orlando, however Isla advised that the beach 

destinations are performing better.  At the moment, they are looking at their training 

plans, but are wanting to change the format where individuals are interviewed about the 

destination and videoed, which would then be added to their in-house system and sent to 

their database of customers. Details to be shared in due course. 

 

• Southall Travel – We had a meeting with Charlotte Forrester who has recently joined 

Southall Travel as the new Product and Contracting Manager for North America.  We 

provided Charlotte with updated information on the destination including hotel openings 

and also provided a general market overview.  Charlotte advised that they are new to 

pushing the USA and as such are currently concentrating on promoting New York, Las 

Vegas and Florida and will continue to add other major US Cities in the next 6-12 

months.  We advised Charlotte we will assist wherever we can and have in the meantime 

sent her our most up to date New & Now newsletter, imagery, logos and copy for her 

general use. 

 

• Kenwood Travel – A meeting was held with Pete Brudenell Head of Marketing at 

Kenwood Travel in London as they are currently in the process of looking for a new 

Product Manager with the previous PM having recently left the organisation.  Discussed 

new hotel openings and provided Pete with links to image libraries and new updated copy 

for their use.  Pete advised that the company will be finishing 2017 flat year on year in 

terms of room nights and passengers sent to the US. Their key focus in the US is New 



York, Las Vegas, California and Florida.  They currently send around 19,000 passengers 

to Florida annually and the majority are passengers travelling to Orlando (Approximately 

97%).  Pete is keen to grow business to our destination as he realises the potential and as 

such we will touch base again in the near future when a new Product Manager has been 

employed.   

 

• Lotus Travel Group - We attended a meeting with Sarah Wilson and Victoria Hampton 

for a general catch up.  Lotus advised that the US on the whole are down around 10-15% 

in room nights booked and passenger travel numbers however, their revenue is up 5% 

year on year.  The US continues to be a major focus in their plans moving forward.  We 

were also advised they are looking to revamp their website to include add on activities in 

their holidays and we advised the ladies that we would be able to assist with providing 

them content if needed.  Provided a general overview on our new area hotels as well as 

general updates on our area. 

 

 

Meetings/Training/Events 

 

• Icelandair, Denmark – We had a meeting with John Rassmussen, Sales Manager, in 

Copenhagen who provided an update on their team restructure. He advised that all of the 

sales offices were closing and that the sales managers would be working remotely to 

allow them to be more efficient. Each sales manager would report into the Iceland office 

which would allow them to align all of their efforts and strategies across the offices over 

the world. The US continues to be a focus for the airline with new routes for Cleveland 

and Dallas, so they are generally happy with the US bookings for 2017 travel despite it 

being flat. Trump continues to affect the bookings along with exchange rates, and they are 

seeing that Canada and Asia are selling well due to the price. The new Tampa flight is 

performing ok and as expected, but he suggested that there needs to be more awareness 

given it’s a new route. The Orlando route is doing well and overall Florida is up versus 

last year.  We also discussed the upcoming sales mission in November and he made some 

recommendations of agencies we should meet with during the trip. He also made some 

suggestions for key agencies who may be interested in partnering with us on marketing 

initiatives. We will follow up with them separately. 

 

• Brand USA – We attended their first annual workshop/meeting in London which was 

chaired by Johnathan Sloan. This was an opportunity to network as well as understand 

opportunities for future partnership with Brand USA. The advised that they are working 

on the launch of their new video featuring Alo Blac, a calendar of events for 2018 

including sales missions and fam trips, their USA Trip Kit programme and USA 

Discovery training programme. This followed by an open discussion with Chris Ellis, 

Simon Calder, Dominic Tucker and Charlotte Aldridge to address trends/challenges for 

the travel industry. Key points addressed included; despite numbers for 2017 travel into 

the USA being down, the capacity is up from the UK. Norwegian are seeing good growth 

due to their low pricing strategy and 2018 is looking good with many early bookings. He 

also advised that trade bookings had improved. Charlotte advised that they had seen a 

shift to long haul destinations from places such as Egypt and Tunisia and there is a 

continued demand for the US. They were also seeing an increased interest in multi-centre 

holidays, however the family market had been affected by exchange rates. Simon 

suggested that customers are getting used to the exchange rates but are looking for unique 

experiences whilst on holiday. Dubai was becoming more popular due to the flight times, 



price and level of hotel product. Chris expressed a concern that customers travelling in 

2017 were choosing All Inclusive holidays such as the Caribbean due to the exchange 

rate. 

 

• Discover America Malmo – We attended their annual agent workshop in Malmo which 

consisted of timed training workshops followed by dinner and networking. The event was 

attended by 60 agents and we were able to offer a destination overview as well as 

distribute brochures, maps and giveaways. 

 

• Visit Florida – A meeting was held with Gill Standeven to have a general catch up.  Gill 

advised that she would be handling the trade contract for the time being and that this will 

be until the end of 2017.  Gill briefed us about WTM and also discussed a possible 

Ireland Sales Mission (to include the areas of Dublin, Cork and possibly Belfast) that they 

are currently looking to conduct in December 2017.  Advised Gill of all area updates and 

advised to conduct us should she need any assistance in the coming months. 

 

 

TRADE LIAISON 

 

 

• Feel Unique – We have now received the final results from the campaign we ran in 

partnership with Feel Unique and TravelPlanners from 3rd July – 31st August. This offered 

customers the opportunity to win a holiday for 2 to St. Pete/Clearwater. 

 

• A homepage banner on feelunique.com – Creative one which was live 4th-7th 

July received 437,894 unique visitors and the second one which was live 11th-

14th July received 482,106 unique visitors. This was a total reach of 920,000. 

Overall 3.8 million unique visitors to the website across the whole campaign 

• A homepage navigation bar drop down menu feature – This directed the consumer 

to the completion landing page. 

• A dedicated landing page - 7,703 unique visitors and 7,355 entries 

• E-newsletters – 3 newsletters sent each of which was distributed to a database of 

1,084,137 

• Summer shop homepage banner – Received 197,555 unique visitors 

• Social media activity including Facebook, Twitter and Instagram – 2 Facebook 

posts received a total of 230,454 impressions. 2 Twitter posts received 76,780 

impressions, and 2 Instagram posts received 183,044 impressions with a total of 

1530 likes. 

• Total reach for the campaign – 2,699,673 with an ROI of 12:1 

 

We have also received details of the winner of the 7-night prize to St. Pete/Clearwater, 

and have been in touch with her to arrange her prize. We will continue to work on this 

until the booking has been confirmed by TravelPlanners. 

 

• TDC – Finalised presentation and itinerary for October trip to present at TDC including 

gathering operator market. 

 

• WTM – Finalised details for pre-WTM event being held on 4th November for tour 

operators and media plus their guests total of 20 people.  Lunch will include wine tasting 



and lunch.  Liaised with VSPC regarding booth graphics and accommodation as well as 

registering for various events. 

 

• Trailfinders – We have received the proof for their email newsletter which includes St. 

Pete/Clearwater. This was offered to us as complimentary and supports the previous 

activity we ran this year with Trailfinders. This has been approved and will be distributed 

next month. 

 

• Thomas Cook, Scandinavia – We have received the onsite banner ads, landing page and 

newsletters for our perusal and these have now been approved.  Following Irma, it was 

decided that we should postpone the launch of the campaign, so the activity will now run 

from the end of September for 3 months. This activity which targets Sweden, Denmark, 

Norway and Finland consists of; onsite banners, dedicated landing page, newsletter, 

Facebook and Twitter posts and general newsletter. 

 

• Virgin Atlantic, Ireland – Our planned meeting with Holly Best had to be postponed 

and discussions are taking place to arrange another date to meet to discuss future joint 

initiatives in Ireland.   

• THG Holidays – On-going preparations are continuing with the joint sales & marketing 

campaign elements for our joint activity with THG.  We have now approved the retail 

posters that will be distributed to local travel agents. 

• Bookabed – Following on from our agreement with Bookabed last month, we have 

received the proofs for the two trade newsletters and the direct consumer newsletter, 

which have been approved. We have also signed off the banner which will be featured on 

their website booking page. This campaign will launch on the 1st October and run for a 

month. Final results to follow. 

 

• VSPC/British Airways Reservations/Sales FAM –The VSPC & British Airways FAM 

took place from the 24th – 28th September and was a resounding success with each of the 

agents having provided some fantastic feed-back during and after our trip.  The six sales 

agents from Tour America, American Sky, Ocean Florida, USAirtours, Premier Holidays 

and Gold Medal Travel spent a total of 3 nights in resort, staying at The Guy Harvey 

Outpost and experienced everything the area has to offer from boat trips and sunset 

cruises to culture at the Dali Museum to a visit to The Clearwater Marine Aquarium as 

well as site inspections of our area hotels. 

 

• Hayes and Jarvis – As part of our marketing campaign, we have received the final e-

newsletter which has been approved and will be distributed at the end of the month. We 

have also updated the St. Pete/Clearwater landing page with our new copy. 

 

• WTM – We have begun scheduling appointments for WTM and will continue to finalise 

these next month ahead of the show in November. 

 

• Discover America Stockholm – We have confirmed our attendance at the annual 

Discover America Stockholm travel agent workshop in January. The event will consist of 

timed training sessions followed by dinner and networking opportunities. It is expected 

that approx. 100 agents will attend the workshop. 

 



• Discover America Denmark – We provided Ieva with information on the new exhibits 

at the Dali museum and The Museum of Fine Arts, along with images for inclusion in 

their quarterly newsletter. 

 

• Ocean Florida – Muna Abanour contacted us to advise that they are working on the next 

edition of their brochure. We have provided her with new copy and imagery for use and 

will await the proof for approval. 

 

• Hurricane Irma – We have received several calls from tour operators asking for an 

update on the effects of the hurricane. We provided them with the relevant information. 

 

• Norwegian September Fam Trip – Due to the cancellation following the hurricane for 

the fam trip we have continued to work with Michelle and the other Florida partners to 

confirm a new date in November. We have requested accommodation which has been 

confirmed at The Edge Hotel. Once we have confirmation on the attendees, we will 

rearrange the itinerary for the new dates. 

 

• SeaWorld Parks & Entertainment/VSPC Mega Fam, October – We have worked 

with Reka Sznyida, Sales Executive and Simon Parry, Head of Sales, to fill all of the 

places on our joint trip, which will consist of 28 sales agents from key UK and Irish tour 

operators, as well as 3 hosts. The names of the participants have been confirmed and we 

have paid for the flight seats with Virgin Atlantic. We have liaised with Oliver Kugler at 

Sunset Vistas regarding payment as they have kindly offered to host the group. We have 

worked with Michelle in the US office to finalise the itinerary, which will include; pottery 

painting at Art from the Heart in Dunedin, beach party at Sheraton Sand Key, evening 

Starlite Cruise, the Dali Museum, Hot shop demonstration at the Morean Arts Center, the 

Chihuly Collection, as well as meals at Maggie Mae’s, Dunedin Brewery, Sirata Beach 

Resort, Postcard Inn on the Beach, Skidder’s and Fresco’s. The group will also enjoy 

experiencing the beaches of St. Pete/Clearwater during the trip. Ahead of the trip, we 

have sent a printed brochure containing details of the itinerary and giveaways to each 

participant. A Facebook page and WhatsApp group has been set up for agents to use prior 

to and during the trip. 

• Scandinavia Sales Mission – We have been able to secure accommodation prizes which 

will be offered alongside prizes from Visit Orlando, SeaWorld and Icelandair during our 

evening events in Stockholm, Aarhus and Oslo. We will continue working on the 

itinerary and securing meetings and trainings at key agencies over the next couple of 

months. 

• Experience Kissimmee – The meeting scheduled this month with Jo Piani to discuss 

possible joint opportunities for the remainder of 2017 and into 2018 unfortunately had to 

be postponed and discussions are taking place to see if we are able to meet at WTM. 

• Barrhead Travel – We have confirmed dedicated training for their sales agents in their 

Glasgow office for next month. 

• Truly Travel – Arlene McJury advised that she is leaving the company and our main 

contact going forward will be Peter Panteli. We have introduced ourselves and have 

offered our assistance in the future. 



• Discover America, Scandinavia – Karin Gert-Nielsen provided the latest stats from 

Scandinavia into the USA - Although we did see a slight decrease in Scandinavian 

visitation to the U.S. in 2016 for the first time in years, this was mainly due to stagnation 

in route development and the increasing dollar rate – not an expression of a decrease in 

demand among Scandinavian travellers for USA. Considering past years' rapid increase, 

it’s only natural with a year of consolidation, and USA is still the leading long-haul 

destination in Scandinavia. 2016 arrivals in the USA (full year); Denmark -7.7% vly, 

Sweden -4.7% vly, Norway -14.3 vly and overall -6.5% vly. 

• If Only - We were contacted by Nigel Fell from If Only who are a bespoke and tailor-

made tour operator based in Scotland who are looking to branch out to the USA and 

Canadian markets in late 2017.  We provided them with destination images, copy and 

area updates and have asked for them to contact us when it will be possible for us to meet 

them in person to discuss our destination in more detail. 

• Visit USA News UK – The Visit USA Association was promoting the new Icelandair 

flights to Tampa in their monthly e-newsletter that is distributed to their trade and 

consumer database. 

 

 

ENQUIRIES: 

 

Telephone/website enquiries for information and/or literature  66 

 

 

MARKET INTELLIGENCE: 

 

1 September 2017, Source Travelbiz 

Aer Lingus announces new 'low-cost' transatlantic fares... with paid bags, seats and 

blankets 

Aer Lingus has announced new, unbundled transatlantic fares that will see its lead-in prices 

to North America drop to €169 each-way. The new 'Saver Fares' will be billed as "the lowest 

possible Aer Lingus fares across the Atlantic," Independent.ie Travel has learned. Starting at 

€169 each-way, the basic fares will include one piece of 10kg cabin baggage, in-flight 

entertainment and on-board meals. Guests can then choose to add on 23kg checked baggage 

(from €37 to €50), seat selection (from €20), blankets (€5) and headphones (€3). The new 

fares are designed to offer passengers "more choice and flexibility" on long-haul routes, Aer 

Lingus says, and do not replace its normal, all-inclusive fares. 'Smart Fares', as the traditional 

fares are dubbed, continue to include 23kg checked baggage, meals and drinks, free seat 

selection, blanket and headphones. All-inclusive fares start from €209 each-way - so clearly, 

passengers that need to carry checked baggage will continue to get the best value out of this 

option.  'Saver Fares' are available for travel from October 1. “We recognise that there is not a 

one-size fits all for today’s traveller and we want to provide an array of fare choices for our 

guests," said Declan Kearney, Aer Lingus's Director of Communications. The new 'Saver 

Fare' recognises "the desire for some travellers to go à la carte, book their flight and choose 



any additional extras should they so wish," he added. It is also the IAG-owned airline's direct 

response to low-cost competition from Norwegian, which is currently offering sale fares to 

the US from €99 each-way. However, Kearney says comparing Aer Lingus with airlines like 

Norwegian and WOW, which offers one-stop transatlantic flights from €129 each-way, are 

not "like-for-like". WOW charges for food, drink and 12kg carry-on bags, for instance, while 

Aer Lingus 'Saver Fare' customers will still get a complimentary meal. "This is our response 

to passengers travelling light to North America," said Kearney - who denied that the airline 

was tacking towards a no-frills service by stealth. "It's a choice issue. We still retain the all-

inclusive fare, but not everybody wants that... the 'Saver Fare' is a response to the market." 

The new fares come at a time when transatlantic travel is booming, with overseas visitors 

from North America up 17.4pc from January to July, according to CSO data. This month, Aer 

Lingus unveiled its largest ever winter schedule, including 350 extra transatlantic flights and 

a new direct service to Miami, Florida. It expects to announce at least one new transatlantic 

route in the coming months. 

 

 

4 September 2017, Source Travelbiz 

British Airways’ Long-haul passenger squeeze from Gatwick starts in May 

Passengers flying British Airways to Orlando next summer who value their space should 

avoid flying on Fridays or the first flight of the day on Saturdays. Those are the services 

which will feature BA’s new “densified” jets, with 52 more seats squeezed into the same 

planes. The Independent revealed in November that the airline plans to add an extra seat to 

each row of economy on Gatwick-based Boeing 777 aircraft. They will be 10 abreast, rather 

than the current nine across, which will continue on 777s based at Heathrow. The news first 

emerged from a Capital Markets Day, where Willie Walsh, chief executive of BA’s parent 

company IAG, told investors the move would allow British Airways to “lower the average 

cost per seat, charge a lower price and stimulate demand”. At the same event, BA’s chief 

executive and chairman, Alex Cruz, said the densification of the 777 would bring seat costs 

below Norwegian’s 787. The summer 2018 schedule for the densified fleet is now on sale. 

The first planned departure using the high-density plane is 7 May, from Gatwick to Kingston. 

Through the summer, Monday and Wednesday flights to and from the Jamaican capital will 

use the densified 777s. For more elbow room, travellers should select the Friday departure. 

Starting the following day, all three weekly departures from Gatwick to Punta Cana in the 

Dominican Republic will be on high-density aircraft – as will all flights to Cancun in Mexico 

from 20 June 2018. Travellers to the Florida cities of Fort Lauderdale and Tampa can avoid 

the densified aircraft by not flying on Thursdays (and, for Tampa, Sundays as well). But from 

8 July 2018, every departure from Gatwick to New York will use the new configuration. A 

test booking to Orlando made on ba.com revealed no difference in economy fare between a 

“densified” 777, and the current configuration – even though passengers on the latter will 

enjoy more space. A spokesperson for British Airways said: “We are flying more customers 

than ever before to our expanding network of destinations. “To meet this demand, we are 

updating our 777 cabins to bring us into line with many of our competitors and allow us to 

offer even more low fares.” One consolation for passengers on the high-density planes is that 

the refit also includes fitting new entertainment systems with bigger screens. British Airways 



offers a more generous hand-baggage allowance than its low-cost rivals, as well as 

complimentary food and drink on long-haul services. The new seating will be configured 3-4-

3, the same as BA's Boeing 747s - which have a wider cabin. On all the airline's current 777s, 

the arrangement is 3-3-3. Other airlines with a 10-abreast economy class configuration on the 

Boeing 777 include Air New Zealand and Emirates. 

 

5 September 2017, Source TravelMole 

Flights cancelled as Hurricane Irma bears down on Caribbean 

Florida has declared a state of emergency and warnings have been issued for almost a dozen 

Caribbean islands since Hurricane Irma has been upgraded to a powerful category four storm. 

It is expected to bring ferocious winds and severe flooding to several destinations. Irma's 

wind speed had already reached up to 140mph early this morning and, according to the US 

National Hurricane Center, this is likely to strengthen in the next 48 hours. 

 

6 September 2017, Source TravelMole 

Tourists told to leave Florida and Caribbean ahead of 'catastrophic' hurricane 

Tourists are being urged to leave Florida Key West and some Caribbean islands as one of the 

most ferocious hurricanes ever to hit the region gathers strength. Hurricane warnings have 

been issued for several islands, including Antigua, St Kitts and Nevis, where the airports have 

closed, and for the northern region of the Dominican Republic, the British and US Virgin 

Islands. A state of emergency has been declared in Florida and Puerto Rico. Tourists are 

being asked to leave Florida Key West this morning. British Airways has cancelled today's 

flights between Gatwick and Antigua and St Kitts. "Hurricane Irma is predicted to hit a 

number of islands in the Caribbean in the coming days. We are in regular contact with all our 

airport partners in the region about the impact this will have on our customers planning to 

travel to and from the region," it said. "We are doing all we can to get our customers to their 

final destinations, and anyone booked to fly with us to Antigua, St Kitts, Punta Cana, 

Providentiales, or Nassau before 10 September and who wishes to change their travel plans 

should contact us for a range of rebook options available to them. They can choose to travel 

to an alternative Caribbean destination or delay the flight to another date before 30 

September. "We are also providing rebook options for customers booked to fly with us 

to/from Miami, Fort Lauderdale, Tampa, or Orlando between 8 - 11 September inclusive. 

They can choose to fly to the same destination as originally booked, between 5 - 7 September 

or 12 - 30 September." Virgin is also giving passengers the option to change their travel 

plans. It said: "In view of the forecast weather conditions, customers booked to travel to, 

from and through Antigua, Miami and Havana from 5 September to 11 September 2017 who 

would like to change their travel dates, or travel to an alternative Virgin Atlantic destination, 

may do so without penalty. "Rebooking is subject to availability and travel must be 

completed on or before 12 October 2017." Thomson has delayed today's flight from Gatwick 

to Punta Cana in the Dominican Republic for 48 hours 'as a precautionary measure'. "We 

encourage customers due to travel to Dominican Republic, Cuba and Florida in the coming 



days to check our website regularly for updates. We would like to thank customers for their 

patience as we prioritise those due to travel first," it said. 

 

6 September 2017, Source Travolution 

WiFi rolled out on Virgin Atlantic’s entire transatlantic fleet 

Virgin Atlantic has made its entire transatlantic fleet fully Wi-Fi connected. The airline 

claims it is the first European airline to make its whole fleet WiFi-enabled, and says it is a 

year ahead of its competitors. Access to the web costs anything from £2.99 to £14.99 based 

on the package a customer buys and which aircraft they are travelling on. With partner airline 

Delta, Virgin Atlantic now offers Wi-Fi on 39 transatlantic routes a day using Panasonic 

technology on its Boeing 787s and Gogo technology on its Airbus A330s and A340-600s and 

its Boeing 747s. It is available at altitudes above 10,000ft so that customers can connect 

“shortly after take-off”. Unlike flying over Europe or the US, the Wi-Fi signal cannot come 

from the ground, instead being transmitted to aircraft from satellites. So far, 42% of Virgin’s 

customers opt for the Wi-Fi max package, which lasts the entire flight and the airline’s data 

says the most popular routes for Wi-Fi use are London Heathrow to New York (JFK), San 

Francisco and Atlanta. To promote the launch, Virgin Atlantic will be kicking off a series of 

events from the sky, using hashtag #LiveFromVirgin. One of the first will be a comedy set in 

the sky. Mark Anderson, executive vice president, customer, at Virgin Atlantic, said: “From 

today customers flying around the world with Virgin Atlantic can work and play throughout 

their flight as we become the first airline in Europe to offer a fully Wi-Fi enabled fleet.” 

“Innovation has always been in our blood and we’ve worked closely with Wi-Fi providers to 

develop the fastest, most reliable connection across the Atlantic, and are the first carrier to 

offer Wi-Fi between the UK and the Caribbean, China and Africa.” “And of course we 

wouldn’t be Virgin Atlantic if we weren’t going to signify this moment with something 

special, so we’ve planned a summer of spectacular #LiveFromVirgin events for our 

customers. Keep an eye out on our social channels for your chance to get involved.” 

9 September 2017, Source Travel Weekly 

Hurricane Irma leaves trail of destruction as it hits Caribbean islands 

British Airways, Virgin Atlantic, Thomson and Thomas Cook cancelled or delayed flights 

bound for the Caribbean and Florida as the worst hurricane in 25 years struck the region. The 

Foreign and Commonwealth Office has advised Britons in the hurricane’s path to follow any 

advice issued by local officials, including evacuation orders. At least seven people have been 

killed as Hurricane Irma left a trail of devastation with wide speeds of up to 185 mph. The 

category five hurricane struck the Leeward Islands of Antigua and Barbuda yesterday and 

was expected to follow a path past Puerto Rico, the Dominican Republic, Cuba and the 

Bahamas before reaching Florida at the weekend. Flights to Sanford in Florida between today 

and Sunday are planned to operate as normal but are being closely monitored. “We encourage 

customers due to travel to Florida, Dominican Republic and Cuba in the coming days to 

check our website regularly for updates,” Thomson said. “The weather conditions are subject 

to change, however we are monitoring the situation very closely with our resort team and the 

local authorities in the affected areas and will advise customers of any changes to their 

holiday plans accordingly. “We would like to thank customers for their patience as we 



prioritise those due to travel first.” Thomas Cook said that four flights had been rescheduled 

until later in the week, with the possibility of further delays. A Manchester-Miami flight due 

to depart tomorrow (Friday) is due to operate as normal but passengers travelling on package 

holidays are being given the option to cancel or opt for an alternative destination. “There 

could be further delays depending on how the hurricane hits and we will be updating 

customers directly if there are any further changes to our flight schedules,” the company said. 

Flights to and from several airports in Florida were being suspended, while Orlando’s 

international airport said that commercial flights would stop from 5pm local time on 

Saturday. Virgin Atlantic cancelled a flight to Antigua due to take off today and has warned 

of the possibility of further cancellations in the coming days. “Customers who are currently 

in Orlando and are booked to return to the UK on the 10th or 11th September 2017, are 

strongly encouraged to amend their dates to return earlier on either 8th or 9th September 

2017,” the airline said. 

 

13 September 2017, Source Travelbiz 

'Trump slump' fears grow as fewer people visit the US 

More people are traveling than ever before, yet the number of people choosing the US as a 

destination is declining – America is bucking the trend and not in a good way. According to 

new insights from the US Travel Association, visitor numbers contracted in four out of the 

seven months for which data is available this year, fueling fears that Donald Trump’s policies 

are putting tourists off visiting the US. The declines were steepest in February (6.8 per cent) 

and March (8.2 per cent) immediately after the so-called “Muslim ban” came into force, 

which prevented citizens of seven Muslim-majority countries (Iran, Iraq, Syria, Sudan, 

Somalia and Yemen) from entering the US. They are hardly massive markets, but the Global 

Business Travel Association (GBTA) reckons that in the week the order came into effect, the 

US lost $185 million (£140m) in travel bookings. By the end of the year it predicts the policy 

will have cost the US more than $330 million in lost revenue from Middle Eastern travellers 

alone. The World Travel & Tourism Council (WTTC) also believes the President’s policies 

are having a cooling effect on US-bound tourism beyond the banned countries, a 

phenomenon known as the “Trump slump”.  “The travel ban had an immediate impact on 

travel bookings to the US,” a spokesperson for the WTTC told Telegraph Travel. “Not just 

from the initial seven countries where the ban applied to but other parts of the world as well.” 

Some citizens have taken it upon themselves to launch their own, small-scale PR campaigns 

to counter the Trump effect. “Go home and tell your people that we don’t like him either,” 

one protester shouted to tourists on Saturday, during a rally outside Trump Towers. But the 

toxicity of Trump is just part of the story; underpinning the decline in US-bound tourism has 

been the strong dollar, which has made it markedly more expensive for foreigners to visit –

 particularly Brits travelling with weak pounds. In New York the starting rate for a schooner 

of beer is around $6 (£4.50), which, by the time you’ve tipped, means you’re paying more 

than $7 (£5.28) for two thirds of a pint of beer. “We believe the drop in visitors in the US 

over the first two quarters of 2017 is due to a combination of the inward-facing sentiment of 

the Trump administration and the strength of the dollar, [which has made] the US a more 

expensive country to visit,” the WTTC said. The good news, particularly for Britons, is that 

the dollar is weakening again. Nevertheless, fears linger about the short-term future of the 



country’s travel industry. “Inbound travel to the US already went through one ‘lost decade’ 

after 9/11,” warned Roger Dow, president of the US Travel Association. “It took a sustained 

national policy effort to return to the pre-9/11 level of travel exports, which only happened 

last year. If we don’t want to give back all of that progress, the time to act is now.” Dow 

believes the decline could be arrested with greater investment in Brand USA, which markets 

the country abroad, and, in a thinly-veiled shot at Trump, “policies that enable international 

travel to the US”. 

 

13 September 2017, Source TravelMole 

EasyJet moves into long-haul 

EasyJet is to allow passengers to book long-haul flights with other airlines for the first time 

after entering into partnership deals with Norwegian and WestJet. The low-fares carrier is 

offering connections at its Gatwick hub to Norwegian and WestJet flights to several 

destinations in the US, Canada, South America and Singapore. Bookings can be made via 

easyJet's new online platform, called Worldwide by EasyJet. Passengers will then be able to 

connect at Gatwick with a guarantee that if they miss their onward flight they will be placed 

on the next one available. EasyJet, which is planning to roll out its connections service to 

other hubs and destinations in the future, claimed to be the first low-cost carrier to offer a 

global connections service. Chief commercial officer Peter Duffy said 70 million passengers 

that fly though an easyJet airport each year are connecting on to other flights, mainly long 

haul, and almost 200,000 easyJet passengers a year already connect to other flights at 

Gatwick. "It is this market segment that Worldwide by EasyJet will open up for us," he said. 

Gatwick chief commercial officer Guy Stephenson said the new service will mean easyJet 

passengers can more easily and quickly self-connect with other flights at Gatwick, which 

offers more than 60 long-haul routes. "It gives passengers more choice, provides genuine 

savings and takes the hassle out of self-connecting by protecting against missed connections, 

putting baggage on the onward flight and offering a range of other hospitality benefits," he 

said. EasyJet said it is expecting to offer connections on more long-haul airlines soon and is 

already in discussions with those flying to Asia and the Middle East. Seats on the new 

services are available from today. Passengers must have a minimum two-and-a-half-hour 

connection time to use the service. Easyjet's website will also start selling stand-alone tickets 

on other airlines and Scottish carrier Loganair has signed up as a launch partner. Its tickets 

will be available on easyjet.com from next month, allowing passengers to book onward 

flights from Glasgow to the Scottish highlands and islands. 

 

13 September 2017, Source Visit USA 

Icelandair adds Tampa 

The new year-round service, the airline’s 18th North American gateway, operates twice a 

week, departing on Wednesdays and Sundays and returning on Thursdays and Mondays. 

Flights depart Reykjavik at 17.10, arriving into Tampa at 21.00, and return at 18.55 the 

following day, arriving into Reykjavik at 06.10. The flights are timed to connect with those 

from four of the seven UK airports Icelandair serve: Manchester, Glasgow, Heathrow and 



Gatwick. Tampa is known for its shopping, neighbourhoods, festivals, culinary scene and a 

thriving craft brewery sector. It is also the gateway to the beaches of Clearwater and nearby 

cities of St. Petersburg and Sarasota. Icelandair flies to New York (JFK & Newark), Orlando, 

Vancouver, Chicago, Toronto, Boston, Seattle, Washington DC, Montreal, Anchorage, 

Portland, Denver, Minneapolis, Edmonton, Halifax and Philadelphia. The airline has 

announced it will begin flying to Cleveland, Ohio, next May. It will kick off the service with 

four flights a week. 

 

16 September 2017, Source Travel Weekly 

Hurricane Irma: ‘Trade’s biggest challenge since ash cloud’ 

Hurricane Irma has been described as the biggest challenge for the industry since the 

Icelandic ash cloud crisis seven years ago. Thousands of British holidaymakers were in 

Florida and the Caribbean when Hurricane Irma hit at the end of last week. Florida, Cuba, the 

British Virgin Islands, Anguilla, St Martin, St Barts, Turks and Caicos and Barbuda were 

among the worst‑ affected areas. At least 38 people are reported to have died in the 

Caribbean and 11 in the US. USAirtours had about 400 clients in resort and booked to travel. 

Chief executive Guy Novik said: “There has never been a time [before] when every major 

airport in Florida has been shut. This is the biggest challenge since the Icelandic ash cloud [in 

2010].” A full-scale evacuation operation swung into action to get clients home, but rescue 

efforts were hampered by communications problems and airport closures. A limited flight 

programme in and out of Miami and Orlando resumed on Tuesday after about 10,000 flights 

were cancelled, while Orlando Sanford airport and Varadero in Cuba remained closed to 

commercial flights. Cruise lines were due to resume sailings out of Florida on Tuesday after 

more than 20 itineraries were cancelled, delayed or amended last week. Royal Caribbean and 

Norwegian Cruise Line deployed ships to help with humanitarian efforts in the worst-affected 

areas. Walt Disney World Resort Florida was forced to close for just the sixth time in 45 

years and Universal Orlando shut for two days. Both reopened on Tuesday, while SeaWorld 

Orlando was due to reopen on Wednesday. Thomas Cook had just over 9,000 customers in 

Orlando and about 5,000 in Cuba. The operator evacuated close to 2,000 customers from 

Cayo Coco and Cayo Guillermo into Varadero, Cuba. Cook sent out extra staff, with more 

than 60 now in resort, to help its team in Cuba. 

 

21 September 2017, Source TravelMole 

Brand USA announces new online campaign 

Brand USA, the destination marketing organisation for the US, is to launch an online UK 

trade campaign in association with TravelMole. The year-long partnership, which runs from 

September 26, will showcase all 50 states, Washington, DC and USA territories. A 'Brand 

USA Tuesday Tune In' e-newsletter will throw the spotlight on a state or territory each week, 

including must see places, and what's new and trending, in addition to factual information 

about visiting the US. Chris Ellis, Brand USA director, global trade development, said: "The 

UK represents the largest overseas travel market to the United States and this content-driven 

partnership with TravelMole UK will allow Brand USA to promote travel to, through, and 



beyond the gateways."TravelMole UK managing director Graham McKenzie added: "We are 

delighted to be working with Brand USA to demonstrate to our audience the huge range of 

sights and activities available to those who visit America. This campaign will convey the 

enormous range of options available to those amongst TravelMole UK's online community 

who might be considering a trip to the US." 

 

21 September 2017, Source TravelMole 

Florida encourages visitors to return following Irma 

Visit Florida is to launch a post-hurricane marketing campaign to invite visitors back to the 

Sunshine State following its recent battering by Irma. The campaign will focus on unaffected 

areas while providing real-time information and updates on areas that were hit. Visit Florida 

CEO Ken Lawson said the 'vast majority' of the state's Destination Marketing Organisations 

had reported that their areas were 'open for business'. "The areas of our state that were more 

impacted are rebuilding and planning to reopen as soon as possible," he said. The new 

campaign will be digitally focused with a series of true-view videos from destinations across 

the state showing real-time images of the state. Real-time travel safety updates are on Florida 

Now and local DMOs are also updating their websites to serve as a post-hurricane 

information resource. "The Florida tourism industry has recovered from many storms over 

the years, and I have no doubt that our communities and our state will quickly rebound from 

Hurricane Irma as well," added Lawson. 

 

29 September 2017, Source TravelMole 

TUI UK winter bookings fall year on year 

TUI's winter bookings in the UK are down 7% year on year following zero growth this 

summer, but its winter revenue is up 2% and it has sold just over a third of the programme, 

the same as a year ago. In a trading update, TUI said both booking and selling performance 

for the winter season were 'in line with expectations'. "Both load factor and percentage of the 

UK programme sold are in line with prior year, as we continue to balance capacity in line 

with demand," it added. In its own trading update released on Tuesday, rival Thomas Cook 

said its winter bookings for the UK were up 5% following an 8% increase in summer 2017 

bookings. TUI admitted demand for the Caribbean and Florida had been adversely affected 

by the recent damage caused by Hurricane Irma, with several hotels forced to close for 

repairs. However, it said there was good growth in bookings for Cape Verde, Cyprus, North 

Africa and Thailand. Looking ahead to summer 2018, TUI said its UK bookings are 3% 

down year on year, but the operator said this drop was also expected given the strong growth 

last year, when bookings were up 7%. The operator, which will announce its financial results 

for the year to the end of September on December 13, said it was expecting to announce at 

least 10% growth in pre-tax earnings. "As we near the end of the third financial year post 

merger, our results and trading performance show that we are consistently delivering our 

growth strategy," said TUI Group chief executive Friedrich Joussen. "Our hotel and cruise 

brands continue to perform very well, having further expanded their unique offering this year; 

and the growth in source market customers demonstrates the strong appeal of our holidays 



and distribution capability. "At this early stage, overall trading for future seasons remains in 

line with our expectations. Whilst there are at times external factors which can create 

uncertainty in specific markets and destinations, we are confident that our balanced portfolio, 

content led growth strategy and integrated model leave us well positioned to continue to 

deliver against our plans. "We are therefore pleased to reiterate our guidance of at least 10% 

growth in underlying EBITA for the financial year 2016/171, and look forward to providing 

an update on our strategy this December." 


