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Tour Operators 

 

 Funway Holidays – We met with Melissa Tilling, Commercial Director and Malcolm 

Davies, Product Manager, to discuss performance and have a general catch up. Melissa 

advised that overall Florida business remains strong, particularly our area, despite the 

result of Brexit, poor exchange rates and Zika. Orlando has really struggled in the last two 

months, driven by Disney bookings. She confirmed that room nights for St. 

Pete/Clearwater for 2016 travel were +12.2% compared to last year. She shared details 

about their new Mexico/Caribbean programme which launches this month with a 

dedicated mycaribbeanholiday.co.uk website launching at the end of the year. There will 

be a focus on driving more twin centre holidays incorporating the US and Caribbean 

destinations. We provided Malcolm with details about Opal Sands, which is currently on 

sale, along with the other hotel openings. Since our meeting Melissa has provided us with 

a marketing proposal for 2017, which will launch in January and run until June. We will 

follow up in due course on our participation. 

 

 

Meetings/Training/Events 

 

 TUI Specialist - As part of our marketing agreement we spent 3 days in the East 

Midlands visiting key performing retail stores. We visited 19 Thomson stores/superstores, 

Thomas Cook and Co-op shops in Birmingham, Telford, Wolverhampton, Sutton 

Coldfield, Lichfield, Walsall, Solihull and Coventry to provide training to their sales 

agents. We also met with all of the store managers at their monthly meeting, where we 

provided a presentation on the destination and distributed brochures, maps and 

giveaways.  

 

 Cuckoo Club – Ahead of our event next month we met with Jin Nilsson to discuss drinks 

requests, possible gifts for our guests and the format of the evening. Whilst there, we also 

met with Kai Catering, who provided a tasting session, and we have now confirmed our 

food choices. We are waiting to finalise numbers for food and drink, which will provided 

shortly to the venue. 

 

 Funway Holidays – We provided dedicated training to 12 sales agents as well as 9 

homeworkers who dialled into the call to hear the presentation. We provided an overview 

of the destination, updated them on the new properties and also distributed brochures, 

maps and giveaways. One of the home workers will be joining the Kissimmee and St. 

Pete/Clearwater Fam trip next month. 

 

 



 

TRADE LIAISON  

 

 British Airways Holidays/Visit Florida – We have received the final results for the 

Florida campaign which was in market 23rd May – 5th June and included Scoota 

interactive digital displays units and targeted digital activity. 

 

 Digital displays – 1,184,506 impressions with 478 clicks to ba.com, delivering a CTR 

of 0.04% (average rate is 0.03%). 

Scoota – 3 desktop adverts were created in the form of DMPU, MPU and billboard. 

These displayed a map creative allowing customers to engage in the destination 

content, with a URL to the booking page on ba.com. An optimised mobile MPU was 

also created, which provided destination copy and a link to the booking page on 

ba.com. 

 DMPU – 476,821 impressions, 1,056 engagements, 0.23% engagement rate. 305 

clicks with 0.06% CTR. 

 MPU – 1,842,104 impressions, 2,388 engagements, 013% engagement rate. 565 

clicks with 0.03% CTR. 

 Billboard – 179,206 impressions, 774 engagements, 0.45% engagement rate. 255 

clicks with 0.14% CTR. 

 Overall the campaign delivered; 4,343,094 impressions, 6,240 engagements with a 

0.23% engagement rate, 1,682 clicks, 0.07% CTR, 45 interactions, 267 conversions 

and £22,093 total revenue. 

 212 room nights were booked during the campaign, +39% versus last year, and +40% 

versus the two weeks prior to the campaign. Most booked travel months was July and 

November, with good growth for April 2017.  

 

 TUI Specialist – We have approved the final piece of artwork which was for the 

Footprints magazine and will be distributed in August. Isla King, Destination Executive, 

also advised that they have been able to confirm an additional Facebook post which will 

be sent in September. The artwork will be sent to us shortly for sign off. 

 

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

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

SeaWorld Parks to provide an update on our joint sales mission in Scandinavia in 

November. We have secured some training sessions and Iceland Air have agreed to 

partner us with our evening event in Copenhagen. 

 

 UK & Ireland September Sales Mission – We have now finalised and confirmed all 

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

Key trainings will be held with Tour America and Bookabed in Ireland, Barrhead Travel 

and Travel 2 (Stella Travel Services) in Glasgow, Ocean Florida, Kenwood Travel and 

American Sky in and around the London area.  Meetings have been secured with Tour 

America, Ocean Florida, Expedia, Lotus Travel Group, Best At Travel, JAC Travel, TUI 

Specialist and British Airways Holidays. We have sent a reminder to all of our guests 

who were invited to our London event, to ensure they advise us of their attendance. An 

official invitation has been sent to our key partners for the event in Dublin. We have 

started to research gifts for guests attending the London event and the band have been 

confirmed. 

 



 Travel Republic – The campaign was in market 1st March – 30th June and included a 

banner ad on the hotel and holiday search pages for Orlando, Florida, Kissimmee and St. 

Pete/Clearwater, a dedicated landing page, an interstitial banner on all hotel and holiday 

searches (loading screens) for Orlando, Florida, Kissimmee and St. Pete/Clearwater and a 

complimentary blog post.  Results are as follows: 

 

 The banner Ads on the hotel and holiday pages generated 9,145 impressions 

 The bespoke landing page generated 42 clicks 

 The interstitial banner generated 10,208 impressions 

 The Blog Post received 107 visits 

 Room night stats generated during the campaign period were a total of 355 versus 379 

(-6%) booked in the same period in 2015 

 

 Kenwood Travel – Pete Brudenell, Head of Marketing, contacted us to advise that they 

are producing a mini Florida brochure. We have provided him with images as required. 

We have received a copy of the brochure page for sign off. 

 

 American Sky – Kathryn Glover, Head of Product, advised that there have been some 

changes in the department and Lisa Louis is the new Product Executive for Florida, 

working alongside Kathryn. We have introduced ourselves and we will meet in 

September. 

 

 Elegant Resorts – Have approached us for assistance for a site visit for their product and 

senior sales personnel in late September.  Following on from a meeting at IPW, they are 

keen to feature the area but will not do so without seeing it.  Accommodation will be 

hosted at Sandpearl and site visits will be made of Opal Sands, Hyatt and Don Cesar. 

 

 World Travel Market – Confirmed that VSPC will be a key sponsor of the Monday 

night event at World Travel Market in conjunction with Visit Florida. 

 

 Visit USA, Ireland – Following on from last month, St Pete/Clearwater was featured in 

their monthly newsletter, alongside with other features for Florida fly drives and 

attractions, Alamo car hire and Daytona Beach. This was sent to their consumer database. 

 

 Visit Florida – A call/webinar was held to discuss their marketing plans for 2017, which 

we joined. The campaign will launch 2nd January running to 19th Feb, targeting London 

only due to the airlift, with various marketing initiatives including; Florida Digital TV 

channel, Fulham partnership, Radio competitions, trade and media events, partnership 

with Expedia, PR activity at Waterloo train station, and Facebook/social media. They are 

currently in talks with a Tour Operator partner with details to follow. The objective of the 

campaign is to engage the customer by promoting Florida as a brand, and showcasing the 

diversity of the state with each partner having a share of voice, inspiring the customer 

which will drive conversion. With different entry levels of investment starting at $7500, 

Visit Florida will match each partner contribution, with an expected Visit Florida 

investment of approx. $1.2 - 2 million. All partner participation to be confirmed to Visit 

Florida by 23rd September. 

 



 THG Holidays – As part of the marketing agreement, we sponsored a charity golf day 

where brochures were distributed to 170 golfers, and posters were placed in the tent on 

the 10th hole as well as at the clubhouse, to promote the destination. A Facebook post was 

made detailing the sponsors of the event. We have also provided amends for their website 

which promotes special offers in our destination, and have approved the retail and 

consumer emails which will be distributed at the end of August. 

 

 Virgin Holidays – We finalised our outstanding marketing activity with Nicole Gibson 

which will be in market during October. They are launching a sale which will include a 

TV advert (a first for Virgin Holidays), press, social, digital, out of home and radio. St 

Pete/Clearwater will receive a DPS in the Observer Magazine and inclusion in their e-

newsletter during this campaign. 

 

 Thomas Cook – Andrew Pickering, Media and Partnerships Manager sent a marketing 

proposal for consideration for next year. He also advised that room nights to St. 

Pete/Clearwater for 2016 travel were really strong. He confirmed that they had already 

exceeded the number of room nights booked for the whole of 2015, for 2016 travel. 

 

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

now confirmed all 8 agents from key operators in the UK and Ireland. The itinerary is 

being finalised and will be ready to distribute to the participants at the beginning of next 

month once Kissimmee have confirmed their section of the trip. BA have received all of 

the participants’ details and will confirm the seats ahead of the trip. 

 

 Wyndham Grand Resort – We introduced ourselves to Miguel Diaz, Director of Sales 

and Marketing. He provided renderings of the property and we have offered our 

assistance for future queries. 

 

 USAirtours – Discussions are taking place with USAirtours/TravelPlanners regarding 

their September 2016 e-mail campaigns. Linda Dixey, Product Manager has also 

provided a marketing proposal for consideration. 

 

 Swanson’s Travel, Sweden – We have received the final results for the campaign, which 

was in market 28th April – 10 June. 

 

 Dedicated e-newsletter sent to 43k consumers on their database, with an open rate of 

28.1%  

 Dedicated e-newsletter was sent to 193 travel agents in Sweden. 

 Advert on their homepage generated 4356 clicks. 

 Mailing of brochure with sales message letter was sent to 150 travel agents in 

Sweden. 

 Reseguiden adverts generated 20,231,925 exposures with 4557 clicks. 

 Landing page on their website 

 Nordea golf magazine containing a St. Pete/Clearwater advert in partnership with 

Swanson’s was distributed to all visitors at the Nordea golf tournament, all Elite 

hotels in Sweden and selected golf clubs in Sweden. There was 43,000 copies of this 

edition distributed during June. 

 24 Room nights booked during the campaign, so this was more of an awareness piece. 

Swanson’s advised that to travel long haul means planning in advance, and they 



normally don’t get bookings right away during/after a campaign. They also advised 

that they have reservations where the clients only have reserved the flights at this 

stage, they will return with hotel and car reservation later and this will probably 

generate more hotel bookings at that point for our area. 

 

 Premier Holidays – We have received the final results for the campaign we ran in June 

and which included an Advantage Travel Event (Spa/Golf day) where we got to present to 

all of the agents, a staff training day at Premier Holidays head office, an A2 glossy 

window poster that was sent to all Premier Travel branches and 50+ key accounts as well 

as extra orders and ad hoc requests, promotion in the trade press with included a booking 

incentive and new product offerings, a dedicated promotional web page on the premier 

Holidays website and special edition e-newsletters promoting the campaign to both trade 

and consumers.  Results received are as follows: 

 

 The dedicated trade e-newsletter resulted in 93 clicks (the majority of which were for 

the Florida Home offer) 

 The consumer e-newsletter generated 450 clicks 

 The campaign had a total of 176 passengers booking a total of 506 room nights for the 

period that the campaign was live 

 

 Visit USA, UK and Ireland – We have updated both of their website with information 

on the new Frida Kahlo exhibit at the Dali Museum and also provided our YouTube 

channel link for VUSA.IE to utilise on their social media content. 

 

 Barrhead Travel – Discussions are taking place to be part of their ‘Florida Month at 

Barrhead Travel’ campaign during September 2016, which will be free of charge but will 

be supported by incentive prizes. The campaign will include social media posts, window 

posters for their branches to promote exclusive offers, press inclusions, A5 leaflets which 

will be handed out in Glasgow City Centre and a solus e-shot to be sent to their consumer 

database. We have provided up to date copy and imagery for the Barrhead/St. 

Pete/Clearwater landing page and working on incentive prizes that we will be supplying 

for their 6 week campaign. 

 

 Visit USA Ireland – We have received some statistics/ latest figures from the Visit USA 

Association in Ireland outlining travel to the USA from Ireland and visitation to their 

website.  The stats are as follows: 

 

Latest travel statistics: 

 

 2015 visitation from Ireland to the US: 450,132 = 12.5% increase 

 2015: 20th top global market for international visitation to the US 

 2015: 9th top market in Europe for international visitation to the US 

 2016 – January: 21,857 = 3.5% increase 

 

Latest website statistics (20th June – 19th July 2016 vs 2015) 

 

 Website sessions 2989 in 2016 vs 1848 in 2015 (+62%) 

 Users 920 in 2016 vs 418 in 2015 (+120%) 

 New Visitors 896 in 2016 vs 399 in 2015 (+125%) 



 Returning Visitors 155 in 2016 vs 110 in 2015 (+41%) 

 Organic 198 in 2016 vs 218 in 2015 (-1%) 

 Direct 805 in 2016 vs 100 in 2015 (+705%) 

 Page views 2989 in 2016 vs 1848 in 2015 (+61%) 

 

Top 5 Viewed Pages: 

 

 Homepage 

 Amazing USA Deals 

 Destinations 

 About US 

 Tourist Boards 

 

Facebook Fans 1685 an increase of 860 

 

 Selling Travel – Selling Travel featured an article and an image on the recent FAM trip 

to St. Pete/Clearwater in June in conjunction with British Airways. 

 

 Visit Florida – Sue Marshall advised that Gill Standeven has joined Visit Florida, based 

in the UK working alongside Sue. We have introduced ourselves and offered our support 

to Gill. 

 

 

ENQUIRIES: 

 

Telephone/website enquiries for information and/or literature  63 

 

MARKET INTELLIGENCE: 

 

1 August 2016, Source TravelMole 

Mums-to-be warned against travel to Florida after Zika outbreak 

Pregnant women have been advised to postpone or cancel trips to Florida following the first 

domestic outbreak of the Zika virus in the state. Four new cases of Zika in Miami announced 

last week appear to be the first caught from mosquitoes in the US, rather than from overseas 

travel. Public Health England has updated the risk level in Florida to 'moderate' and the 

Government's National Travel Health Network and Centre has advised pregnant women in 

England to consider postponing non-essential trips to Florida. In addition, people are being 

warned to use condoms and not to have unprotected sex during the trip and for eight weeks 

afterwards, even if they show no symptoms. Thomas Cook, Thomson, First Choice and BA 

are allowing pregnant women who have booked trips to Florida to change their destination 

for free. Virgin Holidays has said it will give full refunds. In adults, the disease causes a mild 

fever, joint pain and rash. But pregnant women can pass the virus on to babies, who can be 

born with microcephaly. Fifty three people have tested positive for the virus in Britain after 

visiting infected countries since the outbreak began in May last year, including three new 

cases in Yorkshire last week. 



 

1 August 2016, Source TTG 

Operators revise T&Cs after Florida Zika outbreak 

Operators are offering free amendments to pregnant customers travelling to Florida after an 

outbreak of the Zika virus in the destination. A total of four cases of the virus which are 

thought to have been transmitted by mosquitoes as opposed to sexually or as a result of travel 

to other infected areas have been confirmed in the US state. The news has meant UK 

government advice that pregnant women should not travel to the affected areas has been 

expanded to include Florida. Now Thomas Cook, Thomson, First Choice and Virgin 

Holidays are all offering pregnant customers who were travelling to the family destination the 

chance to go elsewhere to avoid the danger of contracting the virus which is believed to cause 

defects in unborn babies. A Thomas Cook spokesperson said: “We are closely monitoring the 

situation and would like to reassure any pregnant customers due to travel up to and including 

October 31, 2016, with Thomas Cook to one of the affected areas that we are happy to offer 

free amendments to alternative destinations.” A Tui spokesperson added Florida has been 

added to an increasingly lengthy list of affected destinations, which includes Caribbean 

islands and parts of central America, following the latest news. He said: “Once we have been 

notified that a customer has a doctor’s note, they have a month to book an alternative holiday 

to any Thomson or First Choice destination currently on sale. “If the alternative holiday is 

cheaper than the original holiday, we will refund the difference – if it is more expensive the 

difference must be covered by the customer.” 

 

3 August 2016, Source Travelbiz 

Irish families get green light for Disney World trips despite Florida Zika cases 

Irish families bound for Florida’s Disney World should continue with their travels despite an 

outbreak of the Zika virus in a small part of the State, an infectious disease expert has 

advised. However, women should avoid becoming pregnant while visiting the popular theme 

resort located in Orlando, said Professor Sam McConkey, head of the department of tropical 

medicine at the Royal College of Surgeons. The virus has been linked to severe birth defects. 

The alert in Florida comes after some 14 people have been diagnosed with the Zika virus, 

which they caught after being bitten by mosquitoes found in a small radius north of 

downtown Miami. However, Miami is 236 miles from Orlando, where the resorts are, and no 

cases of the virus have emerged there. Prof McConkey said women who were pregnant or 

thinking of pregnancy should not visit Miami if possible. He pointed out that while the cases 

were so far confined to the Wynwood area of Miami, it was quite likely that the Zika virus 

could be transmitted in other parts of the United States. “It is not that the mosquitoes would 

fly from Miami to Orlando,” Professor McConkey told the Irish Independent. “However, 

mosquitoes can be infected after biting people with the Zika virus who have come from South 

and Central America.” Women who visited the affected area in Miami since June 15 are 

advised not to become pregnant for eight weeks. Pregnant women who visited the area on or 

after this date should have a blood test to find out if they were exposed to Zika. A 

spokeswoman for Sunway Holidays in Dublin said that it had not been contacted by any 

family booked for Disney World. Visitors to Florida are being asked to check in advance the 



type of precautions they should take, such as insect repellent. A spokeswoman for Florida’s 

theme parks said that they “have mosquito control down like no place else has." 

 

5 August 2016, Source TTG 

Bank of England alters interest rates to soften Brexit effects 

The pound looks set to get weaker against foreign currencies following a cut in interest rates 

to record lows. In a move intended to soften the effects of the Brexit vote, the Bank of 

England has altered interest rates for the first time in seven years, to a new record low of 

0.25%. The decision allows businesses and individuals based here to borrow money more 

easily, but means overseas investors will be deterred from bringing money to the UK, driving 

down the value of sterling. This in turn means the cost of foreign holidays will rise, both 

through increased costs in resort and in the basic price of a holiday, which will be affected by 

changes to the euro and dollar exchange rates. Following Brexit, the Bank of England has cut 

its 2017 UK growth forecast from 2.3% to just 0.8% and said it expected the UK economy to 

stagnate for the rest of 2016. The payback for the travel industry is that the UK becomes 

cheaper to foreign tourists – including those from Ireland – so record numbers are expected. 

 

7 August 2016, Source Travelbiz 

Want to hit the U.S this summer? This up-and-coming airline has eye-wateringly low 

prices 

OVER 1.3 million passengers are set to travel with Norwegian Air from the UK this Summer, 

with New York, Los Angeles and Madrid among the most popular routes. But how much do 

you know about new-comers Norwegian Air? The low-cost carrier transported 26 million 

people in 2015 and are the third-largest low-cost carrier in Europe. Norwegian Air Shuttle 

(NAS) was founded back in January 1993 and began domestic scheduled services as a low-

cost carrier just nine years later. In September 2002, the airline re-branded as simply 

'Norwegian'. Fast-forward 14 years and Norwegian is expecting its busiest ever British 

summer with more than 1.3 million passengers taking advantage of the airline’s unique low-

cost flights to America and extensive European city and sun routes. The news comes after it 

was revealed Brits pumped £40 BILLION into foreign countries last year. In fact, passengers 

recently voted Norwegian ‘Europe’s Best Low-Cost Airline’ for a fourth successive year and 

the ‘World’s Best Low-Cost Long-Haul Airline’ for a second year at the renowned Skytrax 

awards. The once-small company has grown to become the third-largest airline at Gatwick 

and also operates from Manchester, Birmingham and Edinburgh. Over the summer period 

from July to September, more than 1.3 million passengers are expected to fly with Norwegian 

to and from UK airports with up 560 flights per week. The low-cost airline is currently the 

only carrier offering British passengers direct low-cost flights to America - this summer, low-

cost flights from London to New York and Los Angeles are the most popular long-haul 

routes with fares from just £149. Brits can now hop on a flight to eight U.S. destinations in 

total with flights to Boston, Oakland-San Francisco, Las Vegas, Orlando, Fort Lauderdale 

and Puerto Rico available from £135. Norwegian Chief Commercial Officer Thomas 

Ramdahl said: "Whether it’s sun-filled cities like Los Angeles and Madrid, or cultural city 



breaks like New York and Copenhagen, Norwegian has something to offer on both sides of 

the Atlantic for cost-conscious travellers. "We’re delighted that our unique mix of low-cost 

flights to both Europe and the US continue to prove popular with Brits and we look forward 

to welcoming a record number of UK passengers on-board this summer." 

 

8 August 2016, Source TravelMole 

Florida governor Rick Scott critical of CDC Zika response 

Florida governor Rick Scott has slammed the government for its lax approach in combating 

the spread of the Zika virus in the sunshine state. The Wynwood neighbourhood in Miami 

became the first US mainland site where the virus has been transmitted, so far infecting 16 

people. Gov. Scott said it had been left to state health authorities to firstly identify the cases 

and manage the situation. Speaking on  NBC's 'Meet the Press' Scott criticized the US 

administration and the Centers for Disease Control and Prevention for not getting involved 

quicker. "We still need the federal government to show up. The President and Congress have 

to work together. This is a national, international issue. It's not just a Florida issue," Scott 

said. Scott said he asked CDC director Thomas Frieden last week for an additional 10,000 

Zika preparedness kits. President Obama appealed to Congress last week to release more 

money to fight the spread of the virus, saying current funding is running out. Just days ago 

Gov. Scott moved to assure travellers that they have nothing to fear during a vacation in the 

Sunshine State. Florida is a 'safe state,' Scott said during a tour of the Zika hot zone in 

Wynwood. There has been no rush to cancel Florida vacations yet but that could change if the 

problem persists, said industry analysts Atmosphere Research Group. "If Florida is able to 

address this efficiently and quickly and be able to pronounce with confidence that they've 

been able to eradicate, there won't be long-term consequences. If Zika remains a long-term 

challenge, it's possible some potential tourists might think twice," it said. 

 

10 August 2016, Source Travolution 

Study reveals 60% of travel searches originate from mobile 

More than half of all travel site searches originate from a mobile device, according to new 

research. A study based on the online activity of 3 million UK shoppers, and one million 

mobile devices, reveals a 60% figure, demonstrating how important mobile devices are for 

travellers during the early planning stages of a trip. The Hitwise research found that Brits are 

increasingly turning to their mobiles to kick off holiday plans, with as many as 83% of 

searches for the ‘best time’ to visit a holiday location initiated on a mobile device. Logistical 

arrangements are also mobile-led with 68% of searches for ‘flights from’ and 83% of 

searches for ‘flight status’ also made via a mobile device. Mobile is also the device of choice 

one a trip has begun, with 86% of searches for ‘places to eat’ and 76% of searches for ‘things 

to do’ made on the go. Searches for ‘near me’ dominate, generated by 88% of mobile 

searches. Mobile searches also seem to be the device of choice for wealthier Britons, with 

more than 80% of searches for ‘5 star’, ‘luxury’ and ‘glamping’ initiated on a smartphone or 

tablet, the research found. Hitwise managing director, Nigel Wilson, said: “The data shows a 

clear preference for holiday-related mobile searches, particularly from would-be travellers 



planning their trips, really highlighting for brands and advertisers the important role mobile 

plays in the travel sector. “Recently, Virgin announced its soon to launch mobile app, 

simplifying the booking process and providing pre-filled customer preferences to make the 

consumer journey seamless. “Whilst hotel booking sites, such as Expedia, have been on the 

mobile booking case for a long time, the airline industry has been slow to adopt mobile flight 

booking. “Marketers in this space need to understand how their audiences are utilising mobile 

to access information so that they can be everywhere the consumer wants, with the right 

experience desired. “Rather than replicating experiences between desktop and mobile, it’s 

vital they create something different, engaging and attentive to the needs of that person at that 

time.” 

 

10 August 2016, Source Travolution 

Deal lets Tesco Clubcard holders spend points with My America Holiday 

An exclusive partnership has been secured by US specialist My America Holiday for Tesco 

Clubcard holders. The operator is offering ‘swaps’ worth up to £270 in exchange for 

vouchers from the supermarket giant’s loyalty scheme to go towards the cost of holidays. 

Travel tokens can be then used towards trips to more than 200 destinations in the US. The 

travel firm is tripling Clubcard points, so £30 of Clubcard vouchers will equal £90 of holiday 

vouchers based on a minimum holiday spend of £1,500. Clubcard vouchers worth £90 equal 

£270 of holiday vouchers on a minimum holiday spend £4,500. Holidaymakers first decide 

how many Tesco Clubcard vouchers they want to exchange, using the Tesco Clubcard 

website. The supermarket then emails within 30 minutes to confirm it received the order. My 

America Holiday then sends out a promotion code and instructions on how to use the 

vouchers when booking online. The promotion codes cover packages and cannot be used 

towards flight-only bookings. 

 

11 August 2016, Travelbiz 

Virgin Atlantic adds live TV on 787 Dreamliners 

Virgin Atlantic is rolling out live TV onboard its Boeing 787 Dreamliners, with the first 

aircraft offering the service this summer. Three channels will be available initially: Sport 24, 

BBC World News and CNN International. Live TV can be accessed via each passenger's 

seat-back screen or via their own devices using the onboard wifi, at no extra cost. The service 

is being rolled out to the 787 Dreamliners now, and all 13 aircraft will be fully equipped by 

the end of the year. Virgin Atlantic executive vice president of customer Jill Brady said: "We 

know staying up to date with current affairs and sporting events is really important to our 

customers and it's fantastic we can now offer them the opportunity to view content live." By 

summer 2017 Virgin will offer Wi-Fi connectivity across all its aircraft. 

 

15 August 2016, Travel Weekly 

Half of Brits booking long-haul as travel spend increases 



Almost half of British holidaymakers are booking a long-haul trip this year with the US the 

most popular destination, new research shows. The study also shows an increase in travel 

spend this year with consumers set for an average outlay of £2,924 on their holidays during 

the next 12 months, with eight out of 10 saying they will book all of their travel elements 

online. More than half of those booking online say it gives them better access to deals and 

lower prices. The study of 1,000 holidaymakers found that 46% plan to travel long-haul, with 

20% heading to the US, followed by Australia at 11%. One in 10 will be going to the 

Caribbean, with India and Thailand completing the top five most popular long haul 

destinations for 2016. The research by corporate payment solutions firm Wex reveals a strong 

percentage of older travellers looking to see the world and holiday further afield with people 

aged 35-44 most likely to travel long haul (54%) and almost half of those holidaymakers 

aged between 45-54 travelling to long haul destinations. The percentage of over-55s heading 

further afield than Europe this year is 41%. However, short-haul travel remains the most 

popular, with almost three quarters (71%) planning at least one holiday closer to home in the 

next 12 months. Spain is the top destination with 44% heading to the country, followed by 

France (18%), Greece (17%), Italy (15%) and Portugal (8%). Ian Johnson, Wex commercial 

director Europe, virtual payments, said: “British holidaymakers are becoming more and more 

adventurous with their travels and are looking to experience new destinations outside of 

Europe. “However, our research shows that whilst many people will be jetting off to long-

haul destinations this year, Spain remains the most popular hot spot for British travellers.” He 

added: “Our research also shows that British consumers continue their love affair with 

travelling and with an average UK salary currently at £26,700, they are set to spend just over 

10% on holidays.” 

 

16 August 2016, Source Travelbiz 

Tourism record for Florida 

Florida broke yet another record for tourism in the first half of the year, posting a preliminary 

estimate of 57.4 million visitors through June 2016. That represents a 4.3% increase over the 

same period last year. It came just a day after the University of Florida released a report 

claiming there is little indication travellers are being scared off in big numbers because of the 

Zika virus. It was the highest six-month total ever for visitors to Florida but covers the period 

before the Zika virus was first detected in Miami. Still, Governor Rick Scott doesn't think 

Zika will have a major impact. "The most important thing you can do for anyone thinking 

about coming to our state is keep them informed. They know this state knows how to deal 

with hurricanes, with tropical storms. We know how to deal with Zika, we've controlled other 

mosquito-borne illnesses...so they know we're ahead of this," Scott said. 

 

16 August 2016, Source TravelMole 

Ocean Holidays signs West Ham deal 

Ocean Holidays has signed a three-year deal to become the official travel supplier for West 

Ham United Football Club. The family-run business, run by two sets of brothers, Daniel and 

David Ox, and Harry and George Hastings, employs more than 150 people at its head-office 



in central Romford. Its brands, Ocean Florida, Ocean California and luxury division Winged 

Boots, specialise in tailor-made travel to destinations worldwide. Co-chief executive Daniel 

Ox said: "This is a landmark partnership for Ocean Holidays, one that we are confident will 

allow us to take the business to the next level, proving that businesses like ours are still 

investing post-Brexit." It comes as the football club prepares to move into its iconic new 

home stadium, previously used for the 2012 London Olympics. West Ham United's vice-

chairman Baroness Karren Brady CBE said: "At a time when the club is growing its 

international portfolio, it is all the more important that we remain true to our rich heritage and 

so it is particularly pleasing to have joined forces with a prominent local business." As part of 

the agreement, Ocean Holidays will be screening Ocean Florida's debut TV advertisement on 

the new stadium's two huge indoor digital screens, and the group has access to exclusive 

hospitality at home games. The partnership also means Ocean Holidays will be offering 

exclusive travel deals to supporters, players and staff across social media channels, via the 

West Ham website, the match-day programme and the Ocean Florida site.  

 

17 August 2016, Source Travel Newsgram 

U.S. TRAVEL TRENDS INDEX: INTERNATIONAL VISITATION REBOUNDS IN 

JUNE, BUT BREXIT TO WEIGH ON LONG-TERM GROWTH 

Despite a small uptick in June, the U.S. Travel Association’s Travel Trends Index predicts 

muted international inbound travel growth for the remainder of 2016, due in part to the fallout 

from Britain’s decision to leave the European Union. International inbound travel had been 

stagnant for months, with variables such as the strong U.S. dollar weighing on travel from 

previously robust markets like Canada. International inbound travel growth in June somewhat 

defied expectations as the summer travel season began in earnest, outpacing domestic travel 

for the first time in 13 months. However, according to the TTI’s Leading Travel Index (LTI), 

a variety of factors point to renewed sluggishness in international travel growth throughout 

the remainder of 2016—among them the global market’s unfolding reaction to the Brexit 

vote and the problems already presented by the continued strength of the dollar. 

 

18 August 2016, Source TravelMole 

Thomas Cook signs hotel sourcing deal 

Thomas Cook Group has signed an agreement to outsource 3,000 hotel contracts to a third 

party. The operator has signed an agreement for travel service provider Webjet Limited's 

European online accommodation business, Sunhotels, to take responsibility for sourcing and 

contracting hotels. It follows a successful partnership that Sunhotels already has with Thomas 

Cook in its Nordic markets. As part of the new deal, Thomas Cook will transfer around 3,000 

hotel contracts from across the group to Sunhotels. These will be added to Sunhotels's 

existing hotel inventory of 75,000 hotels across the world, which will also be offered to 

Thomas Cook as part of the agreement. The partnership will allow Thomas Cook to focus on 

growing its core differentiated holiday offering while at the same time providing customers 

with a wider range and choice of complementary hotels in a more efficient way. Sunhotels 

will also take responsibility for managing an improved health and safety audit process, 



ensuring greater certainty and consistency in the quality of the customer offering. Thomas 

Cook said the move represents an important step forward in its group-wide transformation 

programme, the New Operating Model. "By moving the direct contracting for complementary 

hotels to a trusted partner, Thomas Cook will be able to better harmonise and simplify its IT 

platforms and business processes across its 15 source markets, delivering cost savings by 

reducing the complexity in its business," the operator said. Thomas Cook chief executive, 

Peter Fankhauser, added: "Entering this new relationship with Webjet will transform the way 

in which Thomas Cook offers a wide choice of hotels to customers. "It provides us with a 

low-cost production platform for our complementary offer across all our source markets, 

enabling us to streamline our systems and processes while at the same time ensuring greater 

certainty over the quality of hotels that we offer our customers. "This frees us up to focus on 

growing our differentiated holiday offering, the area where we know Thomas Cook can really 

make a difference." 

 

22 August 2016, Source TravelMole 

Olympic fever inspires long-haul getaways 

The success of the Rio 2016 Olympic Games is inspiring Brits to plan ahead for travels next 

year, with online travel agent Travel Republic reporting spikes in sales for the USA, Japan, 

China and Jamaica. Bookings for Jamaica, home of Usain Bolt, the fastest man in the world, 

are up 170%. Interest in Japan, venue of the 2020 Games, has been piqued by the Olympic 

focus with sales up 77%. The USA, which topped the medal board once again, is always a 

popular holiday choice. However the Rio Games have spurred this on further, with a double 

digit (17%) rise in bookings for Travel Republic. Finally China, which ended up third in the 

medals table after Team GB, is also proving a more popular choice for travel next year, with 

sales up a huge 160%. Travel Republic marketing director Naomi Wilkinson said: "It seems 

as though the Olympic action in Rio has really captured the public's attention on many levels. 

"Consumers making these bookings almost a year in advance for far-flung, and still relatively 

off the main tourist trail, destinations such as Japan and China, is a great testament to how 

strong confidence is in long-haul travel." 

 

22 August 2016, Source TravelMole 

Delta and Virgin to fully co-locate at Terminal 3 

Delta Air Lines will operate exclusively from Heathrow Terminal 3 next month. The move 

means Delta and Virgin Atlantic will now operate from the same terminal making it easier for 

customers to manage their travel plans including any last-minute flight changes. On 

September 14 Delta will transfer its Atlanta, Detroit, Minneapolis, Salt Lake City and 

Philadelphia flights from Terminal 4 to join its services to New York-JFK, Boston and 

Seattle that already operate from Terminal 3. In total, Delta will operate 11 daily flights to 

eight US cities non-stop from Terminal 3. The two airlines' summer schedule includes up to 

40 daily non-stop flights between North America and the U.K, of which, 28 operate between 

Heathrow and the US. Delta senior vice president Europe, Middle East and Africa Nat Pieper 

said: "This enhances the travel experience for customers flying from Heathrow and marks a 



major milestone in our joint venture." Virgin executive vice president, commercial, Erik 

Varwijk, said: "Once the switch goes ahead, our customers can enjoy an even more seamless 

experience flying from or through London." 

 

24 August 2016, Source TTG 

Airbnb ‘moving forward’ into operator space? 

Airbnb seems “set down the path of acting more like an OTA or a tour operator” after its first 

foray into selling flights, industry experts have warned. It comes after Lufthansa ran a 

campaign between July 22 and August 10 on the home rental site, offering Premium 

Economy flights from Frankfurt to New York for €699. While the bookings were confirmed 

via Lufthansa’s call centre, the payment was processed through Airbnb. Following an 

apparently “successful” trial, both parties have signalled this could now spark the start of new 

practices. An Airbnb spokesperson told TTG: “This was a novel and creative use of our 

platform that we have not seen before; it’s given us a lot to think about as we move forward." 

A Lufthansa spokesperson added that the airline’s social media channels received 600,000 

impressions related to the offer within its first two days. “Lufthansa’s Airbnb account will 

remain and we will continue discussing if and how we will cooperate with Airbnb in the 

future,” she added. Nadejda Popova, travel project manager at Euromonitor, has predicted 

Airbnb could soon begin packaging up holidays. “Seeing as Airbnb partners with players 

such as Tesla [the electric car company], why [could we] not see airlines partnering with 

listed properties on Airbnb to sell travel packages?” she said. Industry experts have raised 

concerns as to whether the site will be subject to the same regulations as other operators. 

Abta chairman Noel Josephides insisted that the trade was not “frightened of competition” – 

as long as there was a level playing field. “If Airbnb does start to put packages together for 

the UK market, then they would find it very hard to not come under the Package Travel 

Directive, and would therefore have to provide financial security and take full responsibility 

for the accommodation they are providing,” he told TTG. “It would be very interesting to see 

if they would do that, or try to side-step the regulations. None of us are particularly frightened 

of competition, all we are worried about is that these new companies, which are called 

disruptors, do actually follow regulations.” Director of the Travel Trade Consultancy, Martin 

Alcock, agreed: “This definitely sets Airbnb down the path of acting more like an OTA or a 

tour operator, which is a very different business model to what they currently operate. “They 

have traditionally positioned themselves very much as a platform. But if they start selling 

flights together with accommodation as part of their model there will be lots of additional 

legislative consequences. “If they actively make flights available to the UK market then they 

will find it very difficult to argue that they don’t fall under Atol,” he warned. “It would 

become even more difficult for them to side-step it if the new Package Travel Directive 

comes into effect in mid-2018, as we currently expect.” 

 

25 August 2016, Travelbiz 

Nearly 400 Zika cases predicted in Florida by end of summer 



The end of summer could see up to 400 Zika infections in Florida and a handful of new cases 

across the Southeastern United States, according to projections by biostatisticians at 

University of Florida and other institutions. The virus will also likely spread to other states 

including Texas, South Carolina and Oklahoma. "It wasn't clear at first whether mosquito 

densities were high enough to sustain an outbreak in the US," a statement from Dr. Ira 

Longini, of the University of Florida said. A predictive model estimates 395 Zika cases and 

79 symptomatic cases in the Sunshine State by September 15. By the end of summer a small 

number of cases are also predicted in Alabama, Arkansas, Georgia, Louisiana, Mississippi, 

Oklahoma, South Carolina, and Texas. The confirmed Zika count has risen to 41 in South 

Florida which includes the first infection in the Tampa Bay area. Florida Gov. Rick Scott 

says it is too early to confirm if there is a new active Zika transmission zone in Tampa Bay. 

"While this investigation is ongoing, DOH still believes that ongoing active transmissions are 

only occurring in the two previously identified areas in Wynwood and Miami Beach," Scott 

said in a statement. 

 

29 August 2016, Source Skift 

Hotel Occupancy and Airfares Drop for Tourists to Miami 

Travelers have booked fewer hotel rooms in downtown Miami, and leisure airfares to the 

greater Miami area have inched down in the weeks since the Zika virus was detected there, 

data reviewed by Reuters shows. Hotels sold 2.9 percent fewer rooms in Miami’s central 

business district and northern neighbourhoods during the first three weeks of August than 

they did a year earlier in the same period, according to hotel data and analytics firm STR. The 

decline in hotel bookings may be an early indication of the virus’s effect on Miami’s robust 

tourism industry, which had an economic impact of $24.4 billion in 2015, according to the 

Greater Miami Convention and Visitor Bureau. The drop in the number of hotel room sales 

for the downtown and north Miami areas is a departure from largely uninterrupted growth in 

bookings there at least since 2010. From January 2016 through July, hotel stays by paying 

travellers were up 1.2 percent from a year ago, according to STR data. But for the latest week 

ended Aug. 20, the number of hotel rooms sold was down 4.2 percent, compared to a year 

earlier. Earlier this week, officials reported new Zika infections in Wynwood, and also one 

case hundreds of miles away in Pinellas County, on the Gulf Coast. In a sign that airlines are 

trying to stimulate demand to and from Miami, airfares have gotten cheaper from a year ago, 

according to an analysis of the top U.S. domestic routes by Harrell Associates that was 

reviewed by Reuters. Leisure fares on Miami routes were down 9 percent in late July from 

the prior year, while those to Fort Lauderdale were down 14 percent, the Harrell Associates 

data shows. Fares were sampled July 18 and July 25. Since the first Zika cases were 

announced, the decline in leisure fares to and from Miami had widened to 16 percent, while 

fares for nearby Fort Lauderdale had dropped an average of 18 percent from a year earlier, 

the analysis found. That data is based on samples of airfares taken Aug. 15 and 22. 

Nationwide, the high-restriction leisure fares are down 3 percent in mid-August from the 

prior year, the analysis by Harrell Associates found. American Airlines Group Inc the largest 

carrier in Miami, declined to comment on individual markets or whether the virus would 

impact its business. Its rival in the area, JetBlue Airways Corp, did not immediately 

comment. Airlines have been struggling for months to curb the decline of ticket prices amid 



growing competition in popular markets. While Miami Beach has continued to see hotel 

demand rise through August, that rate has appeared to slow: from 6.4 percent higher in the 

first seven months of the year compared to the same period in 2015, to only 2.6 percent 

higher this month, the STR data showed. The same trend holds true for Miami-Dade and 

Monroe counties, according to the data. 
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Air passengers invited to test new BA homepage 

British Airways has begun testing a new homepage on its website, which has been designed 

to make it easier for mobile users. Ba.com attracts more than 500,000 users a day and the 

airline said it wanted to simplify the booking process for those on computers, tablets or 

smartphones. Head of marketing and direct Sara Dunham said: "To make sure we are getting 

it right for our customers, we have selected at random a small group of them who will be 

offered the opportunity to opt in to experience the new beta home page, and we will use their 

feedback to further develop and fine tune the experience for future customers. "Building on 

our long history of innovation, we continually look to improve ba.com by adding in extra 

functionality, more options and a great user experience, allowing British Airways' digital 

presence to maintain its lead with the very best premium brands." While most users will 

continue to use the current website, some will be invited to test drive British Airways' latest 

version of the ba.com homepage and flight booking process, which is still under 

development. Initially, the invited customers will be able to test the new end-to-end search 

and booking flow on a range of short-haul flights, with more flights and features to be added 

in the coming months. Those taking part will find a re-designed home page, which adapts to 

fill the screen by changing the size and resolution of its elements, so it can be viewed on a 

desktop, tablet or smartphone. Featuring a new 'app-like, flowing user-experience', the home 

page will offer a cleaner layout with a simple search bar and drop-down calendar. The new 

home page has also been designed to give better visibility of the savings when combining 

flights with hotels or car hire, as well as range of fares, including Basic, Plus or Plus Flex 

tickets. Once customers have been offered the chance to choose, reserve and pay for specific 

seats, the payment page has also been made simpler and easier to complete, with name and 

payment details pre-populated for Executive Club or logged-in users who've chosen to store 

them in their accounts. A shopping basket allows users to change their search at any stage in 

the process, rather than going back to the start. Additional new features will be added during 

the course of the beta trial to provide customers with even more booking options. Customer 

feedback from the trial will be captured, reviewed and then influence future developments on 

ba.com. The website was launched in 1996 and has been visited by millions of customers 

over the last twenty years. 


