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UK OFFICE 
September 2013 REPORT 

Prepared by: Venessa Alexander 

  UK Director 

 
 

TOUR OPERATORS 

 

USAirtours  
 

A training session for 7 new staff members as well as their new Product Trainer was 

conducted.  Following the training we had a meeting with Linda Dixey, Product Manager. 

 Linda confirmed that USAirtours will once again conduct their ‘Destination of the month 

campaign’ in 2014. As we were the first partner to discuss this with Linda we have managed 

to secure February 2014 and work will commence on the campaign activity shortly.  The 

campaign will consist of trade e-newsletters to their 5,000 independent travel agent partners, 

a travel agent’s desk top calendar promoting VSPC as well as their other partners, posters for 

agents to print off and display in their agency as well as some social media activity.    

 

American & Worldwide Travel  
 

A general update meeting was held with Sarah Punter, Product Manager at AWWT.  Sarah 

advised that Florida still continues to be a fly drive option with their clients staying on 

average a total of 2 weeks or more. They are seeing that families who book Florida tend to do 

at least a twin centre.    Offered assistance with up to date copy and images. 

 

American Sky  
 

Met with Geoff Dobson at Tropical Sky who is the Product Manager for Florida. Geoff was 

heading out to St. Pete/Clearwater as he is looking to expand the Florida programme they 

currently have. Provided input for his trip and will follow up on his return. 

 

Other Meetings 

 

Rooster PR – Met with the PR team for a general catch up and to also meet Linda Cerminara 

the new Account Manager at Rooster PR.  Discussed forthcoming plans. 

  

Visit USA Association, UK – Attended the Visit USA annual meeting in London. Had 

updates from Brand USA, the PR, Events and Marketing Committees and a guest speaker 

from WAYN  

 

Expedia - Attended an Expedia client event that they hosted in their offices in London.  The 

event was an evening function and included tourism boards, airlines, tour operators and 

hoteliers from the UK travel industry. 
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TRADE LIAISON 

 

 UK & Ireland VSPC Sales Mission 2013 – The sales mission has now taken place and 

was a great and productive week for both VSPC and our hotel partners that joined us this 

year.  We visited four major cities in the UK and Ireland, met with 10 key Tour 

Operators, visited 3 major call centres and 3 major travel agencies.   We also hosted a 

luncheon in Dublin for our key Irish Tour Operators and a joint annual dinner was held at 

Tower Bridge in London for our top 20 UK Tour Operators & Airline partners with 

SeaWorld Parks & Entertainment.  

 

 Sales Mission Follow-up – Brochures from our hotel partners that joined us on the Sales 

Mission as well as our literature were sent out to all that attended the luncheon in Dublin 

and the Tower Bridge event in London.  

 

 World Travel Market – Work has started on scheduling appointments for World Travel 

Market 2013, which is again being held at the Excel Centre in London.  The show will 

run from the 4th -7th November.  Also discussed and finalised the graphics for the booth. 

 

 Confirmed with Gold Medal Travel that we will support the launch of their dedicated 

Florida brochure with co-op money.  Activity will take place from October – December. 

 

  Norwegian Cruise Line – Updates on the up and coming travel agent road shows in 

partnership with NCL have been confirmed.  Dates, cities and schedules for the shows 

have been provided and will be a total of 4 shows visiting the cities of Belfast, Bristol, 

Birmingham and Glasgow.  The roadshows will cover approximately 100 of NCL’s key 

travel agents at each event.  We have also confirmed our participation in a forthcoming 

training webinar for travel agents and this will take place in October.    

 

 Mid-counties/Co-operative Travel Group – We have signed up to attend a travel agent 

training event in association with the Co-operative Travel Group.  The event will take 

place in Warwickshire and should attract around 60 front line travel agents. 

 

 Funway Holidays - Work has commenced on approving all of the activity in phase 2 of 

the Funway Florida’s Beaches campaign.  Preparations on-going. 

 

 Finalised the itinerary for the forthcoming Product Fam to St Pete/Clearwater which will 

be attended by 9 tour operator product managers. 

 

 Finalised the itinerary for the annual update visit to St Pete/Clearwater which will 

include site visits, meetings and a presentation to TDC.   

 

 Flight Centre Retail Promotion – The in store retail promotion with Flight Centre has 

now finished and results should follow next month.   

 

 Tour America Staff Incentive – The staff incentive has now finalised and results are to 

follow.  The incentive was extended into the month of September due to slow sales in 

August. 
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 USAirtours – The Destination of the Month campaign has now taken place and results 

will follow shortly.  As an added bonus USAirtours also added a postal mailing to their 

trade partners with details of our special offers and details of our landing page. 

 

  Low Cost Beds – A request was received from Neil Beard at Low Cost Beds for a list of 

hotel contacts in our area.  A solicitation request was duly sent.  We have scheduled a 

meeting with Neil during World Travel market to follow up.   

 

 Visit USA Travel Planner 2014 – Confirmed our correct contact details in the 

forthcoming Visit USA Travel Planner publication for 2014. 

 

 TUI Specialist – Finalised the last of our activity (Hayes & Jarvis Footprints Magazine 

page) with TUI as part of our co-op marketing campaign.   

 

 Tour America – Provided Linda Wright, Florida Product Manager with the St. Pete 

Beach Trip Advisor logo to include in any ad hoc opportunities they have in the coming 

months. 

 

 Trailfinders – Provided Andrew Lambert, Florida Contractor at Trailfinders with new 

imagery for their forthcoming Summer 2014 brochure. 

 

 Visit USA Committee Ireland – Provided a news release on Stone Crab season to the 

VUSA committee in Ireland for inclusion in their monthly e-newsletter. 

 

 Sunway Holidays – Discussions are taking place with Claire Doherty about joint co-op 

marketing opportunities for the remainder of 2013 and 2014.    
 

 

 

ENQUIRIES: 
 

Telephone/website enquiries for information and/or literature  74 

 

 

MARKET INTELLIGENCE: 
 
2 September 2013 – Source Travel Daily  

  

Thomas Cook Airlines confirms Manchester long-haul hub 

Thomas Cook Airlines has announced a tie-up with Flybe to offer more connections to long-

haul flights out of Manchester Airport. The tour operator will use Flybe’s flights from 

Aberdeen, Belfast, Edinburgh, Exeter, Glasgow, Inverness, Isle of Man, Norwich and 

Southampton to feed into Thomas Cook’s Manchester routes to the Caribbean ad USA. The 

northern airport will be developed into a hub for Thomas Cook to reduce the airport 

travelling times for holidaymakers. This winter the routes will include connections to St 

Lucia, Antigua, Barbados, Cancun, Florida, Las Vegas, Mexico and Goa. “As we develop 

Manchester Airport as our UK hub – working in partnership with Flybe – we’re pleased to be 

able to offer more flexibility and choice for our customers, competing with the very best 

scheduled and charter carriers with a range of connections ensuring they don’t have to rely on 

London’s airports,” said Christoph Debus, Thomas Cook Group’s head of air travel. Ken 
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O’Toole, chief commercial officer at Manchester Airport’s owners MAG added: “Manchester 

will be the only airport outside of London to host Caribbean flights this winter and Flybe will 

be able to provide passengers access to those flights from across their extensive network in 

the UK and Ireland. It’s another step forward in our drive to bring more passengers to 

Manchester and will support new and existing long haul routes from Thomas Cook.” 

  

3 September 2013 – Source Travel Daily  

  

Florida sees second record quarter for tourists  

The second quarter of 2013 was Florida’s second most popular for tourists in its history, the 

state’s tourism board has announced. During April to June 2013, 23.4 million people visited 

the US state, up 2.6% compared to the same period in 2012. Spend by tourists from January 

to May 2013 was up 5.5% to US$33.2bn while in the first six months of the year Florida saw 

49.6m visitors, up 4.2%. “Florida just experienced its largest second quarter visitation ever, 

combined with a record first quarter, the Sunshine State is now on pace to generate an 

unprecedented number of jobs and economic opportunities,” said Florida Governor Rick 

Scott. 

  

4 September 2013 – Source Travel Daily  

  

Package sales up for Travel 2  

Tour operator Travel 2 has seen a 37% increase in package holidays sold year-on-year. The 

long-haul specialist has benefitted from destination tie-ups and agent incentives to see sales 

to Australasia increase 18% and bookings to the Indian Ocean rise 81%. Destinations in the 

Middle East have seen a 72% boost, while those in the USA have been up 25%. The 

company is now expecting its Caribbean business to improve after increasing its product 

range in the region.  

  

4 September 2013 – Source Travel Daily  

  

Norwegian to put Dreamliners on US routes  

Norwegian has announced it will use its Boeing 787 Dreamliners on routes from Scandinavia 

to the USA. The new aircraft will be used on flights from Stockholm to Los Angeles and San 

Francisco; Copenhagen to LA and New York and Oslo to LA, San Francisco and Orlando. 

The new routes will launch in spring 2014 following its Fort Lauderdale route launches this 

November. “I’m very happy to announce the launch of three new intercontinental 

destinations. The major traffic streams currently go between the US and Europe and there’s 

great demand for high quality flights at a low fare between the two continents,” Said 

Norwegian’s CEO Bjorn Kjos.  

  

8 September 2013 – Source Skift  

  

Travellers to the U.S. Visited Fewer States and Stayed for Less Time in 2012  

Overseas travel to the United States grew 7 percent in 2012, according to the U.S. Office of 

Travel and Tourism Industries <http://tinet.ita.doc.gov/> ‘ report Overseas Visitation 

Estimates for U.S. States, Cities, and Census Regions 

<http://tinet.ita.doc.gov/outreachpages/download_data_table/2012_States_and_Cities.pdf> . 

However, several trends suggest that 2012 was actually a poor year for tourism: Travellers 

visited fewer states, stayed for less time, and the number of first time travellers dropped. The 

7 percent boost can be attributed to the growing tourism sectors of Asia and Latin America 

http://
http://tinet.ita.doc.gov/outreachpages/download_data_table/2012_States_and_Cities.pdf
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more than U.S. marketing efforts or infrastructure improvements. And just as many states and 

cities posted increases in overseas visitation as those that suffered declines. New York and 

California, which accounted for 51.5 percent of U.S. tourism in 2012, each experienced a 2 

percent drop in leisure travellers. Hawaii and Florida, which accounted for another 28.6 

percent of visitation, experienced record increases in leisure visitors of 24  percent and 16 

percent, respectively. The significant changes were driven by economic factors impacting 

source markets. Visitation from Europe, South America, and Oceania dropped in the New 

York while the number of visitors from Central and South America boomed in Florida. The 

number of states visited per traveller, trip length, and number of first time travellers all 

decreased in 2012. A record 70.5 percent of travellers only visited one state in 2012 and the 

average number of states visited dropped from 1.6 to 1.5. The travellers that only went to one 

state were mostly headed to Florida, Hawaii, and Guam — the states that saw the biggest 

increase in visitation. The average length of stay in the U.S. also dropped from 18.1 nights in 

2011 to 17 nights in 2012. 

  

9 September 2013 – Source Tourism-Review.com  

  

Top 10 Countries Spending the most in USA  

No. 3: United Kingdom ($12.6 Billion Spent, 3.76 Million Arrivals) 

The global economic recession caused a huge decline in the number of visitors from the 

United Kingdom to the USA. By 2009, the tourism and travel exports had dropped to around 

32%. While the recovery path has been slower over subsequent years, the 2012’s figure of 

$12.6 billion is only $4.1 billion less than the 2008’s total spending by visitors from the U.K. 

Today, there is an evident rise and massive optimism that sooner the tourism sector will have 

regained the full benefits it originally obtained from exports to the U.K. At the moment, 

tourism and travel makes up 22% of the entire package of U.S. services exports to U.K. 

  

26 September 2013 – Source Travel Daily  

  

UK business travel sees gains  

Business travel spend in the UK is set to grow 1.6% this year to US$41.3 billion 

(GBP25.6bn) as confidence continues to grow in the western Europe economy. The latest 

report from the Global Business Travel Association (GBTA) found the UK to be the second 

biggest spender in business travel behind Germany, which is seeing gains of 5% in spend this 

year to GBP32bn. In the UK domestic spend is set to grow 0.8% and 0.4% in 2013 and 2014 

respectively, while international outbound travel could grow 3% and 0.8% respectively. 

Generally business travel spend in Germany, the UK, France, Italy and Spain is expected to 

reach GBP113bn this year, up 3.3% and the largest gain since the recession. “After six 

consecutive quarters of decline, Europe has finally turned the corner. Challenges remain but 

we cannot ignore the economic progress that has been made and the impact that this will have 

on both domestic and international travel across Western Europe. Next year we can expect to 

see the largest annual growth in business travel spending in more than six years,” 

said GBTA’s regional director for Europe Catherine McGavock. 

  

26 September 2013 – Source Travel Daily  

  

TUI ups profit guidance  

Strong summer bookings have helped TUI Travel increase its underlying profit growth 

guidance for the year to at least 11% compared to last year. The summer season also 

contributed to an 8% increase in revenue in the UK market, while the Nordics also saw 
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revenue gains of 10%. The company said 31% of its winter holidays for 2013/14 are already 

sold, with some capacity switched from Egypt to other destinations for the season. Its unique 

holidays continue to drive sales with bookings for this type up 13%, with online sales now 

accounting for 48% of TUI Travel’s business in the UK. “We are very pleased with our 

trading during the summer 2013 high season, with most of our programmes now almost fully 

sold. Our strong performance in the market continues to be driven by increased customer 

demand for unique holidays and higher levels of direct distribution,” said Peter Long, chief 

executive of TUI Travel. “As a result of this successful strategy, we are now confident of 

achieving full year underlying operating profit growth of at least 11% on a constant currency 

basis and are well positioned to continue to deliver on our five-year growth roadmap,” he 

added. 

  

30 September 2013 – Source Travel Daily  

  

Barrhead plans more stores as profits grow  

Barrhead Travel has increased its turnover by 20.8% year-on-year alongside a 20.4% boost in 

profits. The Scotland-based travel agency recorded turnover of GBP155.67 million and gross 

profit of GBP182.23m and has no debts. The company has attributed its success to its early 

adoption of online channels which has seen the 13 websites launch as well as Apple and 

Android apps. Its retail network and specialist areas have also been boosted with 15 extra 

shops and the acquisition of The Cruise Specialists, with more stores to be opened throughout 

the next year. Barrhead has also extended services available to the wider industry including a 

technology system it is licencing to others and its new Brilliant Travel brand. “We have 

enjoyed significant growth in the last year by considering the different routes to market 

available to us and by looking to Scottish, UK and indeed global markets for expansion 

opportunities in domestic and corporate travel through traditional and online means,” 

explained Barrhead’s chief executive Sharon Munro. She added the company is now set to 

spend GBP300,000 in new high street stores in Scotland and the north of England. Barrhead 

is on track for sales of GBP200m in 2013. “Spend on travel is forecast to increase rapidly as 

the country comes out of recession and Barrhead Travel intends to capitalise on this,” Munro 

added. 

  

30 September 2013 – Source Travel Daily  

  

Record agent turnout for Manchester Airport  

Manchester’s Airport’s annual road show drew in 218 business and leisure travel agents on 

Thursday night under the wings of Concorde. Airline, tour operator and airport staff greeted 

agents with a Club Tropicana theme which included a surfboard simulator, coconut shy and 

themed cocktails. Manchester Airport launched its ‘Fly Manchester’ campaign in February 

aiming to entice those in the catchment area into using the airport again and used the agent 

event to showcase the campaign and new routes. Recent highlights have been new long-haul 

routes, a low-cost campaign and Dreamliner routes with Thomson. The next phase of Fly 

Manchester will travel to Stoke, Stafford, Dudley and Wolverhampton. 

 

 


