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Tour Operators 

 

 Travel Up – We spoke with Sara Dolan, Product and Partnerships Manager, who advised 

that they have confirmed a campaign with Visit Florida for their Holiday Genie brand. 

The activity will include out of home and will launch in January. She said that they are 

currently working on updating their website to make it more user friendly, so we provided 

her with some recommendations. 

 

 

Meetings/Training/Events 

 

 BA Lounge Heathrow Terminal 5 – We visited the lounge again this month and have 

received approx. 1000 entries to our competition in the first month. The lounge was very 

quiet when we visited due to strike action and cancelled flights. We ensured that 

giveaways were replenished and the competition boxes were emptied. 

 

 

TRADE LIAISON 

 

 Thomas Cook - We have now received the final results for the campaign we ran in 

partnership with Thomas Cook, which was live in April for 3 months; 

 

 Digital banners – 231,593 impressions, 198 clicks, 0.09% CTR (industry average 

0.05%). 

 Audience re-targeting – 384,814 impressions, 338 clicks, 0.09% CTR. 

 In store plasma screen (4 weeks) – 15s video featured at 200 stores nationwide, 

1,808,247 total viewers, 646,052 attentive viewers (watched for over 5s), 13.50 

sec average attention time, 23.50 sec dwell time, 6,797 hours cumulative viewing 

time. 

 Retail window plasma screen (4 weeks) – Creative was displayed in 76 high 

footfall stores nationwide. 

 Dedicated banner on email – First banner received 216 clicks, second received 71 

clicks. 

 Email – Delivered to 25,374 recipients, 7,817 unique opens, 253 unique clicks. 

 Room nights during the campaign - -20% vly. Best performing hotels during the 

period were; Sheraton Sand Key, Sandpearl Resort, Hilton Clearwater and 

TradeWinds Island Grand. 

 

 Ocean Florida – We have received the final results for the campaign we ran in 

partnership with Ocean Florida and Brand USA.  The campaign report and invoice has 

also duly been sent to Brand USA to action payment.  The results are as follows:   

 

April Website Campaign Results: 



 Website homepage banner received 17,656 sessions 

 Landing page had a total of 1,243 sessions 

 The Beach Deals Header Banner totaled 287 sessions 

 The sale page received 24,306 sessions 

 The Things to do website page had 46 views in total 

 

April Email Marketing Results: 

 

 The Monthly Launch newsletter had a total of 17,814 opens (an open rate of 

13.58%), 1,242 clicks (6.97% CTR) 

 The Sale Campaign (Featured Deal) newsletter had 15,290 opens (an open rate 

of 11.63%), 1,046 clicks (6.84% CTR) 

 The Deal of the Week newsletter had a total of 17,253 opens (an open rate of 

13.06%), 1,624 clicks (9.41% CTR) 

 The middle email banner had 21,689 opens (an open rate of 8.69%), 1,694 

clicks (7.81% CTR) 

 

April Social Media Results: 

 

 Facebook Organic Posts x 2 generated 14,424 impressions with 41 clicks 

(0.28% CTR) 

 

July Website Campaign Results: 

 

 Website homepage banner received 31,176 sessions 

 Landing page had a total of 2,650 sessions 

 The Beach Deals Header Banner totaled 227 sessions 

 The Sale Page received 31,430 sessions 

 The Things To Do website page had 70 views in total 

 The Blog Post totaled 322 sessions 

 

July Email Marketing Results: 

 

 The Monthly Launch newsletter had a total of 16,967 opens (an open rate of 

12.60%), 980 clicks (5.78% CTR) 

 The Sale Campaign (Featured Deal) newsletter had 18,901 opens (an open rate 

of 14.02%), 1,389 clicks (7.35% CTR) 

 The Educational newsletter had a total of 15,451opens (an open rate of 

11.45%), 611 clicks (3.95% CTR) 

 The Flash email had 7,982 opens (an open rate of 56.129%), 232 clicks 

(2.91% CTR) 

 The Reactive email had 8,282 opens (open rate of 55.03%), 249 clicks (3.01% 

CTR) 

 

July Social Media Results: 

 

 Facebook Organic Posts x 2 generated 6,144 impressions with 66 clicks 

(0.09% CTR) 

 The Promoted Post had a total of 16,976 impressions, 304 clicks (1.79% CTR) 



 The Social Header Banners had a total of 3,300 impressions 

 Facebook Third Party Family Traveller Solus Email had a total of 440 clicks 

(2.75% CTR) 

 

 The campaign generated a total of 196 room nights booked directly from the 

activity (a total of 125 passengers) 

 

 Virgin Holidays – The recent staff incentive we ran with Virgin Holidays has been 

extended to continue running during their September sale period due to targets not having 

been met to be in with a chance to win Virgin Vou Vouchers.  Virgin felt the minimum 

number of bookings that needed to be made to meet the criteria were a little high so these 

have been reduced accordingly based on their feedback. 

 

 Travelzoo – We have received the social activity and email which have been approved. 

The campaign will launch in September and run for 6 weeks. We will await final results 

in due course. 

 

 Brand USA Fall Campaign – We have received the creative for the Facebook post 

which has been approved. 

 

 Thomas Cook, Sweden – We have now received the social posts which form part of the 

campaign. These have been approved. 

 

 Norwegian – We have finally received a proposal from Nicole Richards, Marketing 

Manager, for activity to launch in September and January in partnership with Visit Tampa 

Bay. The activity includes; Facebook, Instagram, landing page, Time Out magazine, 

newsletters, and competition. We have provided the US office with all of the details to 

decide on our participation, particularly for year 1 campaign which is due to launch next 

month. Norwegian ultimately decided to postpone the campaign due to Hurricane Dorian 

and re-proposed a 1 week campaign however did not provide a revised costing for the 

scaled down activity.  We advised we could not proceed without a revised costing which 

was never received and therefore the campaign has not gone ahead. 

 

 Virgin Holidays, Braehead – As previously reported, we have secured a weekend 

promotion to run in partnership with the Braehead store and Virgin Holidays on 

September 14th & 15th and the activity will consist of the following: A weekend 

promotion in the Braehead Shopping Centre: An area outside the store of Marks & 

Spencer has been secured free of charge and will be a joint branded area promoting our 

destination, Brand USA and Virgin Holidays with a call to action via the Virgin Retail 

store - we have arranged for dual branded displays (pop up’s, an Ice Cream Trike, deck 

chairs and beach balls), literature and giveaways including lollipops and pens as well as 

promoting the chance to win a holiday for four to St. Pete/Clearwater.  We will also be 

training their remaining staff members who we did not get to meet on our last visit as well 

as hosting a selection of their previous clients by invitation in store to meet with us.  We 

have also finalised the in-store FAM itinerary with Rosemarie and Michelle and Carla 

Wade and Karen Brown will be visiting our destination in early September.   

 

 



 Jetset Holidays – We have been working with Michelle to finalise the itinerary for the 

group who will be visiting next month. The itinerary includes; James Western museum, 

Dali museum, Chihuly Collection, beach time, Starlite cruise, cycling in Dunedin, 

Clearwater Beach, lunch at Hangar Restaurant, breakfast at Maggie Mae’s on the Bluffs, 

and lunch at Crown & Bull Dunedin. The group will be staying at Don Cesar. 

 

 VSPC/SeaWorld Mega Fam – We have provided SeaWorld with images, copy and the 

itinerary so that they can start work on the agent’s fam trip brochure. We have also been 

working on the itinerary and collating the remaining waivers from the participants. We 

have received the brochure proof and provided our amends. 

 

 Travelbiz.ie – Signed off all amends for our double page spread in the 2020 Travelbiz 

directory which is produced for the trade in Ireland. 

 

 Gold Medal – We have confirmed our participation in the forthcoming Gold Medal and 

Visit Florida Agent and Consumer Marketing campaign that will take place from 01 

September – 30 November 2019.  The campaign will target Gold Medal’s large 

independent retail network through a wide range of marketing media and provide them 

with new and exciting itineraries across Florida.  Gold Medal will also be awarding three 

amazing holidays showcasing the stunning beaches, National Parks, Food, Arts and 

Wildlife. The co-op partners (Maximum of 5) will be included in the following activity: 

Gold Medal Website, E-shot and social, Ginger Juice Travel Gossip Social, 6-page agent 

guide, Trade Press print and online, 12-page consumer guide, Dedicated Retail Poster, 

Retail video mini screen footage and training opportunities to their call centre staff.  

Assets have been sent and we are currently waiting on the creative to be received. 

 

 Thomas Cook – We have received a proposal from Andrew Pickering for their Visit 

Florida campaign which will launch in October. We have advised once our budget has 

been finalised we will be able to discuss fully. He also mentioned that they are planning a 

Florida training day in December, so we will await more details in due course. 

 

 Thomas Cook – We have chased final results from the recent staff incentive based on 

winning Love to Shop vouchers or runners up prizes of branded goody bags. 

 

 Bookabed, Ireland – We have confirmed our participation as Destination of the Month 

with Bookabed in Ireland which will run during the month of September and will include 

dedicated e-newsletters and social media activity.  All assets were sent to their marketing 

team and the campaign creative has now been approved. 

 

 VSPC/BA/Experience Kissimmee Product Manager FAM – The invitation has now 

been sent to our joint proposed Product Manager list and work continues on compiling the 

list of attendees.  

 

 USAirtours/TravelPlanners – Further campaign creative has been received as part of 

our co-op marketing campaign and these have all been approved.  The campaign will 

continue into September. 

 

 Funway Holidays – We have requested the Florida Beaches final campaign results and 

invoice from Funway and these should be with us in due course. 



 

 Tour America – After providing Tour America with creative and assets to start working 

on our September Consumer Campaign in partnership with Brand USA, all creative has 

now been approved and the campaign is due to start next month. 

 

 Kenwood Travel – We have been informed that Nicola Hollihead has left the business, 

so we are waiting for more information on who will be our new contact. 

 

 Tour America – We have arranged for some cakes to be sent to their sales agents to 

show our appreciation of their business. 

 

 Funway Holidays – We have been advised that Melissa Tilling will be leaving Funway 

this month due to the acquisition of Funway Holidays by the Apple Leisure Group in 

September 2018. Carla van der Giesen will oversee Funway going forward. 

 

 Holiday Genie – Following on from our conversation with Sara Dolan, we have provided 

a detailed document including destination copy and images so that they can update their 

website accordingly and create a better customer journey. 

 

 The Don CeSar – We supplied the recent press release regarding the Don CeSar 

renovations to our tour operator contacts in the UK, Ireland and Scandinavia. 

 

 Visit Florida – As we are unable to attend the forthcoming Visit Florida Partner’s 

meeting in early September due to other work commitments, we have secured a 

standalone meeting with Gill Standeven which will take place the week of the 16th 

September.  

 

 

ENQUIRIES: 

 

Telephone/website enquiries for information and/or literature  43 

 

 

MARKET INTELLIGENCE: 

 

2 August 2019, Source Travelbiz 

Revenues rise but profits fall at Aer Lingus as fuel bills mount across IAG 

Revenues rose but profits fell at Aer Lingus in the first half of 2019 as higher fuel bills 

increased costs throughout the airline's parent company, IAG Group. In its first-half 2019 

statement published Friday, IAG said Aer Lingus generated operating profit of €78m in 

January-June 2019, down 25pc from the first half of 2018. Profits fell despite a steady 8pc 

gain in sales at Aer Lingus to €971m. IAG chief executive Willie Walsh said rising fuel 

prices had sapped profits at the group, which includes British Airways, Iberia and Vueling. 

"Despite fuel cost headwinds, we delivered a good performance," Mr Walsh said. "At 

constant currency, fuel unit costs were up 6.3pc while passenger unit revenue increased 

1.1pc, benefitting from the timing of Easter. "This highlights, once again, that our unique 

structure and diverse brand portfolio underpins our financial resilience and ability to deliver 

robust results," he said. In its trading outlook, IAG said it expects full-year operating profit 



"to be in line" with the company's 2018 results, presuming no significant deviation from 

current fuel prices and exchange rates. It expects passenger revenues to improve and non-fuel 

costs to decrease. Friday's statement contained few details on Aer Lingus performance, but 

noted that the airline - acquired by IAG in 2015 - was benefitting from new transatlantic 

routes to Philadelphia and Seattle launched in 2018. In the six months to June 30, IAG carried 

more than 55m passengers, up 6pc, as load factor - the percentage of sold seats - rose by 

0.6pc to 83pc. versus last year. Passenger revenue increased 7.2pc. Fuel costs rose 20.5pc, in 

part because hedging profits achieved in 2018 have not been repeated this year. Higher fuel 

prices were partially defrayed by deployment of new aircraft with more efficient engines. The 

fleet also grew in size from 565 to 588 aircraft. 

 

2 August 2019, Source TravelMole 

Florida health officials warn of deadly mosquito-borne virus 

Public health officials in Florida are warning that signs of a rare brain-infecting virus have 

been found in Orange County. Eastern equine encephalitis virus (EEEV) was found in a flock 

of sentinel chickens, which are used by health officials to track the spread of infectious 

diseases. They are warning that if the disease has spread to birds, human infections could 

follow. EEEV is a particularly rare infection - it tends to spread in remote, swampy areas far 

from human civilization - but when it does strike, it can be fatal, although deaths are rare. 

However, a bite from an infected mosquito can cause severe, fatal brain swelling in a matter 

of days. "Human cases are rare, but human cases are so bad. It's useful to be alert to what 

could change," said Sadie Ryan, professor at the Emerging Pathogens Institute at the 

University of Florida. Due to the climate, Florida is the only state where EEEV-carrying 

mosquitoes are present year-round, but scientists are warning it could have a bigger impact in 

years to come due to climate change. 

 

2 August 2019, Source Travelbiz 

British Airways pilots will go on summer holiday-wrecking strike because offered 

£20,000 pay rise 'is not enough' 

 

BA pilot's union Balpa are still locked in talks with the company over pay rises. Captains are 

paid an average of £167,000 but want an increased share of profits. One pilot said staff were 

unhappy at having to stay in four- not five-star hotels. A strike would be hugely disruptive 

during summer peak and cost £40m a day. British Airways pilots are set to go on a summer 

holiday-wrecking strike because the £20,000 pay increase they've been offered is 'not 

enough'. Four thousand plane captains could walk out in mid-August after the Court of 

Appeal rejected BA's application for an injunction to prevent strike action. The British 

Airline Pilots' Association (Balpa) rejected an above-inflation pay deal worth 11.5 per cent 

over three years, the Times reported, even though it has been accepted by unions representing 

other BA staff. BA captains are paid an average of £167,000, including a flying allowance, 

which means the offered 11.5 per cent increase would be worth more than £20,000 over three 

years for senior pilots. Some are paid more than £200,000 and the average for all pilots is 

believed to be just under £90,000. Up to 145,000 passengers a day could be affected if there 

is no breakthrough in talks being held at Acas, in a move which could cost the company 

£40million a day. The pilots, who took a pay cut when the company faced financial 

difficulties in recent years, say they are looking for a larger share of the profits now the 

company is in better financial shape. BA made almost £2 billion last year. 

The potential Heathrow strike is independent from possible industrial action by BA pilots, 

which would further hit families' getaway plans. A spokeswoman for Balpa told MailOnline 



she could not confirm when strike action would take place, that the union must give two 

weeks' notice of any walk-out, and that talks with Acas were continuing. She said the union 

would not be in a position to confirm if or when the walk-out would begin 'until talks are 

concluded'. The strike is by pilots based at Heathrow and Gatwick but will affect flights from 

all British airports including Manchester, Glasgow and Belfast. Only BA Cityflyer flights 

from London City will be unaffected. 

 

2 August 2019, Source TTG 

Strong lates market forecast after bumper June and July 

Pent-up demand, keen pricing and a new-found “sod it” mentality among consumers has 

contributed to strong June and July bookings – and raised hopes of a bumper lates market. 

The weather has also played its part after recent record temperatures gave way to almost 

autumnal conditions across parts of the UK, driving up high street footfall and enquiries. 

Advantage Travel Partnership head of commercial John Sullivan told TTG that while the 

market was proving harder than ever to predict, members had experienced a “marked 

improvement” in July. “The past few weeks have been really good,” he said. “The market’s 

been significantly more buoyant.” Travel Network Group chief commercial officer Vim 

Vithaldas said while things had quietened down in the past week or two, there had been a 

“huge surge” in the 2019 short-haul lates market during June and July, with the long-haul 

focus now turning to 2020 bookings. Their optimism reflects industry analyst GfK’s latest 

UK consumer confidence index, up two points, and its major purchase index, up six points. 

“Consumers are marginally more bullish this month with improvements in confidence across 

most measures,” said client strategy director Joe Staton. “This mirrors ongoing resilience in 

consumer spending, a key driver of economic growth and stable retail sales figures.” Sullivan 

highlighted three factors underpinning his confidence. “Firstly, there’s pent-up demand,” he 

said. “People who always were, and still are, going to book have been put off by general 

market uncertainty and distractions like Brexit. “Secondly, pricing has been a little soft. 

There’s keen pricing out there. Finally, a bit of the ‘sod it’ factor has crept in. Some people 

have just decided to get on with it and book. “What is clear, though, is mass market bookings 

have been more challenging than other sectors. How we will fare during lates is a really hard 

one to call.” Vithaldas added summer 2020 bookings had slowed during June and July as the 

late summer 2019 market picked up. “The usual short-haul favourites are performing well – 

Turkey, Greece, Majorca,” he said. “Long-haul has been steady, up slightly year-on-year, 

with focus now turning to 2020. We’re seeing a lot of first-time cruise bookings too. "The 

weather has absolutely played its part as well – footfall has been really strong the last three or 

four days [after the heatwave].” 

 

3 August 2019, Source Travel Trade Outbound Scandinavia 

Steep decline in US tourism 

The US has suffered a “steep decline” in its share of international travel which is set to 

continue for at least another three years, the US Travel Association has warned. The US 

Travel Association reported a four-year slide in the country’s share of global long-haul 

travellers from 13.7% of the market in 2015 to 11.7% in 2018, representing a ‘loss’ of 14 

million visitors and $59 billion in spending. In its latest US Travel forecast, the industry 

association forecast a further decline to below 11% by 2022. It called for urgent confirmation 

of Federal funding for marketing body Brand USA to arrest “the steep and steady decline”.  

Tori Barnes, US Travel Association executive vice-president of public affairs and policy, 

said: “Passing legislation to renew Brand USA is the most immediate move to help correct 



this problem. “We hope this shows Congress the urgency of getting that done this year.” The 

association attributed the decline to the strength of the US dollar “which makes traveling here 

much more expensive”, to “trade tensions which materially dampen the demand for travel” 

and to “stiff competition from rivals”. It noted: “Brand USA was authorised by Congress a 

decade ago as an answer to the aggressive tourism marketing campaigns by countries that 

compete with the US for travel market share. “Unlike almost every other national tourism 

programme, Brand USA operates at no cost to the U.S. taxpayer. “It is funded by a small fee 

on international visitors to the US, plus contributions from the private sector. “[But the] 

Brand USA funding mechanism is set to expire soon.” Barnes said: “Most Americans believe 

the US should be the world leader in everything. But reclaiming our market share is not just a 

matter of pride, it is economically vital. “Recapturing our market share should be a national 

priority.” 

 

5 August 2019, Source Travel Weekly 

Heathrow strike suspended as talks continue 

Passengers due to fly out of Heathrow today were urged to contact their airline about their 

flights after a planned strike was suspended at the eleventh hour. Carriers had cancelled 177 

flights on Monday and Tuesday or rescheduled them to take off from other airports ahead of 

the walk-out of Unite union members. However, in a statement released on Sunday night, 

Unite said the strike, which was due to begin at midnight had been suspended to allow further 

talks at conciliation service Acas. The statement said: “Under the chairmanship of the 

conciliation service Acas, tomorrow’s talks will involve senior directors from Heathrow 

airport and senior Unite officials with the aim of averting a second day of planned strike 

action set to start at 00:01 and finish at 23:59 on Tuesday 6 August. “Unite will not be 

making any further comment while talks are ongoing.” A Heathrow spokesman said: “We 

will continue talks with Unite tomorrow and we remain hopeful that we can find a resolution 

and stop this disruptive and unnecessary threat of strike action. “Airlines may choose to 

reinstate impacted flights. “We regret that passengers have been inconvenienced by this and 

urge them to contact their airline for up to date information on the status of their service. 

“While the vast majority of flights will be unaffected, some airlines are making arrangements 

to operate flights from other UK airports, others will be delaying flights and unfortunately a 

number will be cancelled. “Airlines have now started to contact passengers on affected flights 

and passengers should contact their airline for more information. “We recommend passengers 

check their flight status before travelling to the airport and read the guidance on 

heathrow.com to prepare for their journey.” Virgin Atlantic issued the following statement on 

its website: “We’re pleased that planned industrial action at Heathrow Airport has been 

suspended on Monday 5 August but may still go ahead on Tuesday 6 August. “As our 

priority was always to ensure that customers could complete their travel plans on the same 

day with minimal delay – regardless of the proposed strikes – we moved a small number of 

Virgin Atlantic flights to operate in/out of Gatwick Airport. “These services will not revert 

back to the original London Heathrow schedule and will remain in place. We encourage 

customers to check virginatlantic.com for the latest information on their flight and ensure 

their contact details are correct on the My Booking page of the website.” British Airways 

issued an update on its website at 8.20pm on Sunday saying all cancelled flights would be 

reinstated within two hours. It said it would be continuing to review the situation for Tuesday 

and that there would be restrictions on the baggage customers will be allowed to carry on 

board and check in. Not all airlines are expected to be able to reinstate flights. The threatened 

industrial action involving security officers, firefighters and engineers was estimated to have 

affected 30,000 passengers. Flybe, British Airways, Air Canada, Swiss, Lufthansa, Etihad, 



Qatar Airways, Aer Lingus, and TAP Air Portugal are among those to have confirmed 

cancellations. 

 

6 August 2019, Source TTG 

Gatwick airport facing two-day security staff strike 

More than 100 security staff at Gatwick airport are set to walk out for 48 hours starting 6am 

on Saturday (10 August) in a dispute over pay. The Unite union said more than 130 ICTS 

workers at Gatwick, employed to scan bags for explosives and other prohibited items, voted 

95% in favour of striking. Unite is seeking a 50p increase in hourly pay for its ICTS members 

“so they are paid the real living wage of £9 an hour”. Regional officer Jamie Major said the 

airport’s ICTS workers had an “incredibly responsible” security role at the airport but felt 

“undervalued, demotivated and fed up”. "Security and safety should be the absolute top 

priorities,” said Major. “It is high time the airport got its priorities right and started investing 

in its hardworking staff.” A Gatwick spokesperson said the airport had received reassurances 

from ICTS that mitigation plans were in place and that flights would not be impacted. “In the 

interests of our passengers, we continue to encourage both sides in this dispute to work 

towards a resolution,” they added. 

 

7 August 2019, Source TravelMole 

Thousands stranded as BA technical glitch hits three London airports 

British Airways is urging customers to allow extra time at airports this morning due to system 

failures causing problems checking passengers in online and getting information to pilots. 

Passengers have complained on social media about long queues, flight delays and the BA app 

crashing. BA said it had been forced to revert to checking in passengers manually but it has 

had to delay some flights as a result. It said it was experiencing problems at Heathrow, 

Gatwick and London City airports. The Independent is reporting that, so far, 86 flights have 

been cancelled at London Heathrow and 16,000 passengers have been affected. Others are 

experiencing two-hour delays. It said there were also some delays at Gatwick, where 10 

flights have been cancelled so far. In a statement, the airline said: "We are very sorry to our 

customers for the disruption to their travel plans. "We are working as quickly as possible to 

resolve a systems issue which has resulted in some short-haul cancellations and delays from 

London airports. "A number of flights continue to operate but we are advising customers to 

check ba.com for the latest flight information before coming to the airport, and to leave 

additional time. "We are offering customers booked on short-haul services departing from 

Heathrow, Gatwick and London City today, the opportunity to rebook to another day." 

Passengers can rebook flights for departures between August 8 and 13. Those whose flights 

have been cancelled are being offered refunds or alternative services. BA said the issue was 

not a global outage, but a problem with two separate systems - one which deals with online 

check in, the other that deals with flight departures. 

 

8 August 2019, Source TravelMole 

Visit Florida website adds eco-travel hub 

Visit Florida has added an eco-friendly travel hub to its website to provide a one-stop 

information resource for more sustainable travel options throughout the state. Visitors can 

search listings for environmentally-friendly attractions, activities, farm-to-table dining, 

transport and accommodation. "Since taking office, I have made the protection of our 



environment a top priority. More eco-friendly travel to our state will help our economy 

continue to grow, while keeping taxes low for Floridians," said governor Ron DeSantis. 

The site will also offer details of volunteer tourism activities. "Florida boasts a multitude of 

transportation options and through the travel hub, visitors are connected to the most efficient 

ways to make their travel environmentally-friendly," said Florida president and CEO Dana 

Young. It provides details on nearly 400 properties in the Florida Green Lodging Program, 

which lists accommodation suppliers 'committed to conserving and protecting the state's 

natural resources.' "Many of Florida's attractions and activities offer less impactful ways to 

experience the state and are highlighted in the hub's resource guide," Young added. 

 

8 August 2019, Source TravelMole 

Gatwick weekend strike called off  

Gatwick security guards have suspended planned strike action after receiving a 'dramatically 

improved' pay offer. Unite, which represents the 130 workers employed by ICTS (UK) to 

scan passengers' luggage, said it is recommending they accept the deal. The breakthrough 

came during a meeting yesterday, shortly after Unite announced that the chances of the two 

sides reaching an agreement had receded. However, it later held what it described as 

'extremely productive pay talks' with ICTS, which, said Unite, led to the improved offer. 

Workers will now be balloted on the offer and in the meantime the 48-hour strike planned for 

this weekend and other strikes in August have been called off. Unite said that as part of the 

pay talks ICTS (UK) has made a commitment to become 'a fully accredited real living wage 

employer', the first company at Gatwick to do so, according to the union. Unite regional 

officer Jamie Major said: "The commitment by ICTS to become a real living wage employer 

is welcome and Unite will be applying pressure to other Gatwick employers to follow suit. 

"Following this pay offer it is hoped that there will be more harmonious industrial relations 

with ICTS moving forward." 

 

13 August 2019, Source TTG 

Love Holidays profit trebles as bookings surge 

Online travel agency Love Holidays more than trebled operating profit to just less than £13 

million during its previous financial year. The fast-growing company saw operating profit 

rise from £4.1 million in 2017 to £12.99 million for the year ending on 31 October 2018, 

according to accounts for parent company We Love Holidays Ltd filed at Companies House.  

Love Holidays, which was acquired by private equity firm Livingbridge last year for £189 

million, also saw its turnover rise by 57% from £41.1 million in 2017 to £64.4 million in 

2018. The OTA’s total transaction value (TTV) of all sales also increased by £150 million 

from £321.8 million to £471.8 million over the same period. In April, Loveholidays extended 

the size of its Atol by more than 50% to 1.23 million passengers for the 12 months to 31 

March, 2020 – taking it above the one-million passenger mark for the first time. 

 

14 August 2019, Source Travelbiz 

Thousands face travel chaos as Norwegian Airline axes its North American flights 

A spokesman for the airline said several thousand customers will be offered refunds. 

Thousands of travellers were plunged into travel chaos after Norwegian Airlines announced 

yesterday that it is cancelling all its transatlantic routes from Ireland. The six routes between 

Dublin, Cork and Shannon and New York, Boston and Toronto will wind up on September 

15 after the airline decided to shut its Dublin base. A spokesman for the airline said several 



thousand customers will be offered refunds. Alternatively, they will be given the option to 

travel on transatlantic flights via London or Scandinavia. However, industry insiders say the 

refunds will not cover the much higher prices they would likely have to pay now for tickets 

on competitor airlines. And the alternative routes would mean longer travelling times. In 

addition, those going for this option have no guarantee that they will be flying on the same 

day that they booked. Up to 134 pilot and cabin crew jobs are at risk following the decision, 

which was taken after a review of the airline's operations. The airline spokesman said it is 

"proactively engaging" with unions for pilots and cabin crew to ensure that redundancies 

"remain a last resort". However, 80 Dublin-based administrative workers will not be affected 

by the route closures. In a statement, Norwegian said the routes are no longer commercially 

viable. The airline has also been affected by the grounding of Boeing 737 MAX aircraft after 

two fatal crashes. The loss of the Norwegian North American routes came to light as 

thousands of Ryanair passengers are facing the threat of strikes next week.  

 

14 August 2019, Source TravelMole 

Travelzoo survey reveals just who's paying for family holidays 

Research commissioned by deals site Travelzoo has found that grandparents are increasingly 

booking and paying for multi-generational holidays. The survey of 1,700 people found that 

more than 40% of those booking the holiday were grandparents. Some 34% of grandparents 

also paid for the whole family, compared to a mere 13% of parents paying for everyone. Over 

a quarter gave 'exploring new places' as the favourite multi-generational activity, closely 

followed by eating together at 26% of respondents, said Travelzoo. A recent report by over 

50s travel and insurance specialist Saga revealed that over 50s account for 58% of the total 

travel and tourism spend in the UK, while spending from younger generations has reduced. 

Some 48% of grandparents said that in hindsight they would have liked to have gone on a 

multi-generational holiday with their own parents and children, and 37% of respondents said 

that they are booking another multi-generational holiday next year. Travelzoo UK general 

manager James Clarke said: "It's interesting to see that it is the grandparents who are pushing 

for the multi-generational holidays, both in a financial and emotional sense. As our lives 

become busier and it becomes more difficult for families to spend quality together, big family 

holidays across the generations become more and more important." 

 

14 August 2019, Source TravelMole 

Heathrow summer strike threat ends 

Union officials have postponed strikes planned at Heathrow later this month to consider a 

new pay offer. Some 4,000 members of the union Unite were due to walk out on August 23 

and 24, causing chaos for families during the summer holidays. However, the industrial 

action by workers has been postponed to give the union time to ballot members on the new 

offer. The ballot will close on Monday, September 2. Heathrow said it had 'put an additional 

£2.5 million on the table', offering staff a pay rise of 7.8% over two years. Earlier this month, 

airlines cancelled 177 flights in preparation for strikes by security, airside operations and 

passenger services personnel at the airport's five terminals, which had been planned for 

August 4 and 5. The strike action was postponed just hours before the walk-out to allow talks 

at the conciliation service ACAS. 

 

14 August 2019, Source Travolution 

British Airways trials inflight virtual reality 



British Airways is trialing a new virtual reality headset in some of its First cabins. 

Passengers on select flights this year will have access to “their own 3D cinema in the skies” 

in what the airline claims as a UK first. Films, documentaries and travel shows will be 

available via the technology on some Heathrow to New York JFK flights – in 2D, 3D or 360° 

formats. The AlloSky headsets are provided by VR eyewear firm SkyLights and work even 

when the user is lying fully flat. British Airways says it has worked with experts to select a 

range of therapeutic programmes, including guided meditation and sound therapy designed 

for customers who have a fear of flying. Sajida Ismail, head of inflight product at BA, said: 

“We are always looking at the latest technology to enhance our customers’ experience on the 

ground and in the air. Virtual reality has the power to revolutionise in-flight entertainment 

and we’re really excited to trial these new glasses as they should create a unique and 

memorable journey for our First customers”. SkyLights is a graduate of BA parent company 

IAG’s Hangar 51 start-up accelerator programme. Earlier this year, British Airways trialed 

the technology at Heathrow Terminal 5. 

 

15 August 2019, Source Travelbiz 

Aer Lingus announce special transatlantic fares following Norwegian withdrawal 

Aer Lingus has announced special Autumn fares to North America. The announcement 

comes following Norwegian's decision to halt its transatlantic flights from next month. The 

fares announced today by Aer Lingus start from €139. The Irish airline operates 16 direct 

routes between Ireland and North America flying to destinations such as New York, Boston, 

Washington, Chicago, Los Angeles, Newark, Hartford, Miami, Philadelphia, Seattle as well 

as a recently launched route to Minneapolis-St Paul. "While the aviation industry is faced 

with many challenges at present, at Aer Lingus we remain focused on continuing to operate 

our extensive European and North American networks to service the needs of our guests," 

said Aer Lingus Chief Operating Officer Mike Rutter. "We’re proud to have connected 

Ireland to North America for more than 60 years and wish to reassure our Irish guests that 

we’re planning for the next 60 with more new routes to come. "The demand for travel to 

North America continues to grow and having launched our latest Autumn fares, there’s no 

better time for our Irish travellers to jet off." The special Autumn fares cover a number of 

routes from Dublin as well as two from Shannon. 

 

16 August 2019, Source TravelMole 

Virgin and Delta unveil summer 2020 schedules 

Virgin Atlantic and Delta Air Lines have unveiled new schedules for summer 2020 including 

new joint services at Gatwick and additional capacity at Heathrow. Delta will also return to 

Manchester, with a new peak-summer service to Boston from May 21 2020, taking over 

Virgin's current operation. It last flew from Manchester in 2017 with a service to New York.  

Flights from Manchester to Atlanta, New York-JFK, Las Vegas, Los Angeles and Orlando 

will continue to be operated by Virgin Atlantic. Meanwhile, Delta's return to Gatwick will 

mark the first time both airlines have served the London airport together since their 

partnership began in 2014. Delta will fly nonstop between Gatwick and Boston from May 22 

2020. The day before, Virgin will launch a daily flight to New York-JFK from Gatwick. 

"We're excited to return to London Gatwick, which is where we launched our first U.K. 

destination over 40 years ago as well as Manchester, and continue to grow our international 

network from Boston," said Roberto Ioriatti, Delta's vice president transatlantic. From March 

29 2020, Delta and Virgin will increase capacity between New York-JFK and London 

Heathrow by 15%. Delta will increase its services to three daily frequencies, with Virgin 



operating five. This includes a daytime slot from JFK-Heathrow for the first time, operated 

by Delta, alongside the daytime Boston-Heathrow and JFK-Heathrow service currently 

offered by Virgin. Heathrow-JFK will be the first route to enjoy Virgin's new A350 from 

September 2019. Starting this winter, all of Delta's Heathrow-JFK and Boston flights will 

operate on its newly-retrofitted Boeing 767-400 aircraft, marking the first time Delta will 

bring its premium economy cabin to the UK. Virgin Atlantic is also set to increase flights to 

key west coast hubs, as it increases frequencies from Heathrow to Seattle from seven to 11 

per week, representing a 57% growth in seat capacity since Delta originally launched the 

route in 2014. Los Angeles will also see services rise from 14 to 17 flights per week, with up 

to three services per day operating in the busy summer months. LA will also be the second 

Virgin Atlantic destination to receive the airline's new A350, starting next year. Juha 

Jarvinen, EVP commercial at Virgin Atlantic, said: "Our announcement today marks another 

phase of growth, both for our transatlantic network and for our partnership with Delta. "Our 

increased services to Los Angeles and Seattle further cement our commitment to our west 

coast flights, which follow the introduction of our exceptionally popular Manchester-Los 

Angeles route that launched earlier this year." 

 

16 August 2019, Source TravelMole 

Bookings for winter season are down 4 per cent 

Bookings for this winter season are down 4% year on year, according to the latest figures 

from market research company GfK. While a surge in late bookings has revived trade for 

summer 2019, bookings for departures after the October 31 Brexit deadline aren't as strong. 

Bookings for summer 2020 are also down year on year by 3%, says GfK's latest Travel 

Insights. David Hope, Senior Client Insight Director at GfK, said attractive prices and the wet 

weather in the last few weeks has boosted last minute bookings for this summer, with 

bookings to week ending August 10 showing a 'very healthy' 15% increase year on year on 

the back of an 8% increase the week before. But it has failed to bolster bookings for holidays 

after the Brexit deadline. 

 

16 August 2019, Source Travel Newsgram 

TRAVEL POSTS WORST OVERALL PERFORMANCE IN NINE MONTHS IN 

U.S.A. 

 

Travel to and within the U.S. grew 2.4% year-over-year in June, according to the U.S. Travel 

Association’s latest Travel Trends Index (TTI)—travel’s worst performance since September 

2018. Most concerning is the 0.8% contraction of international inbound travel, which brought 

the sector’s six-month trend below zero for the first time since September 2015. This drop in 

international inbound travel follows Friday’s news that travel employment tumbled in July, 

losing 2,500 jobs despite the relative strength of the overall job market. The Leading Travel 

Index (LTI), the predictive component of the TTI, projects international inbound travel 

growth will remain just below zero over the next sixth months, settling around -0.2%. This 

slide in international inbound travel is consistent with the forecast U.S. Travel released last 

week, which projects America’s share of the global long-haul travel market will fall from its 

current 11.7% to below 10.9% by 2022. U.S. Travel economists point to the continued 

strength of the U.S. dollar, prolonged and rising trade tensions, and stiff competition from 

rivals for tourism business as contributing factors to the decline. Policy moves that could help 

reverse this troubling trend include the long-term reauthorization of Brand USA, expanding 

the Visa Waiver Program, and improving wait times for U.S. visa interviews as well as upon 

entry at U.S. Customs. “While some factors cannot be controlled, the continued promotion of 



the U.S. in the competitive global travel market is more critical than ever,” said U.S. Travel 

Vice President of Research David Huether. “Brand USA’s global efforts have prevented the 

decline in international inbound travel from being worse, and it is imperative that Congress 

works quickly to pass legislation to ensure the program’s reauthorization.” 

 

19 August 2019, Source TravelMole 

Florida reports record six months for tourism 

It was yet another busy six months for Florida tourism. The Sunshine State welcomed nearly 

69 million arrivals in the first six months of 2019, up 5.6% on last year's record. It was made 

up of 61.2 million domestic travellers and 7.6 million overseas visitors. "The revenue 

generated by out-of-state visitation has kept taxes low while allowing us to invest in priorities 

like environmental protection, transportation and education," says Gov. Ron DeSantis. "We 

will continue to work to make sure that Florida remains the world's premier vacation 

destination." The six-month figures were boosted by nearly 30 million Americans visiting the 

state in the second quarter, which is up nearly 6%. "Back-to-back record quarters in the first 

six months of this year demonstrate that the Florida tourism industry has continued to 

produce results," said Dana Young, the president and CEO of Visit Florida. "Visit Florida 

will continue to develop cutting edge marketing programs that highlight our state so that we 

can attract more visitors, create more jobs." Hotel occupancy rose only slightly in the second 

quarter although average daily room rate increased by 2%. 

 

21 August 2019, Source TravelMole 

New company looks to shake up holiday search 

A new destination search engine has been launched this week which aspires to be the first 

website people visit when researching their next holiday. InspireMyHoliday.com has been 

launched by Oliver Lomas, former head of product and commercial at TravelBag, Norma 

Meyer, founder and CEO of destination management company followme2, and chartered 

accountant Mark Edwards, founder of founded Certus Financial Limited. Tony Russell, 

former managing director of Trailfinders, is working on the brand as a consultant. The 

London-based company is being privately funded and has been in development since 

February. In a bid to make the process of holiday research simpler and more streamlined, it 

allows consumers to search for holidays based on a wider range of specific holiday needs, 

including month of travel, desired climate, maximum flight duration from chosen airport, 

accommodation level and holiday wish list, such as beach, culture, or food and drink. It has 

already signed up big travel brands as partners, including lastminute.com, Virgin Atlantic, 

booking.com, Destinology, On The Beach, Love Holidays, Wendy Wu Tours, and CV Villas 

& Sun Resorts. These partnerships work in a number of ways, including revenue share, 

listing fees, cost per call and cost per click. "We're looking for suitable travel partners to fulfil 

consumer bookings and accommodation partners to showcase the best properties to 

experience," said Lomas. "We want to build sustainable partnerships within the travel 

industry who can be relied on to deliver incremental business in what is a very complex 

market place. "There is no dominant site which offers the functionality to help inspire 

consumer in the way we do. Some tour operators have elements to what we do, but the 

closest brands on inspiring consumers would be Culture Trip from a content perspective and 

Travelzoo from a travel deals perspective. The company currently has nine people working 

on the brand either consultants, directors or freelancers. "We're looking to grow employee 

numbers in line with growth of the business," said Lomas. The company produces regular 

newsletters with holiday offers, destination insights and the chance for consumers to create 



and manage personal bucket lists. Those that sign up to receive the newsletter will receive an 

exclusive discount code from lastminute.com, giving them £50 off any booking when they 

spend £700 or more on a holiday (flight and hotel). This promotion will run throughout 

September and is valid for bookings made during the same month, T&Cs apply. 

 

23 August 2019, Source Skift 

Airbnb Beat Expedia in Booked Room Nights 

Does anyone remember when Travelocity was the leading U.S. online travel agency? We’re 

thinking about that because a milestone may have taken place in the first quarter when 

Airbnb attracted more room nights booked than did Expedia. What it does clearly show is 

that the online travel pecking order is very much in flux. It’s time to retire the notion of an 

Expedia-Booking Holdings online travel duopoly in the United States, or even a triumvirate, 

including Ctrip, globally. Airbnb’s first quarter financial results, which the Wall Street 

Journal recently reported, show that with $9.4 billion in gross bookings, there is clearly now a 

quartet of online travel leaders. If, in fact, the report about Airbnb’s financials is true, then the 

homesharing company notched considerably more booked room nights than did Expedia, 91 

million for Airbnb versus 80.8 million for Expedia, in the first three months of 2019. That’s a 

differential of 10.2 million room nights in favor of Airbnb over Expedia. The Wall Street 

Journal cited multiple people familiar with Airbnb’s finances as the source for the first 

quarter numbers. Booking Holdings, however, with its mix of hotels and alternative 

accommodations outpaced all competitors with 217 million room nights in the first quarter. 

It isn’t known whether the first quarter was the initial time Airbnb bested Expedia in room 

nights. Airbnb declined to comment on its financials, and Expedia didn’t respond to a request 

for comment. Despite Airbnb’s considerable regulatory issues in places such as New York 

City, San Francisco, Barcelona, Paris, and Singapore, for example, Airbnb’s revenue growth 

of more than 30 percent in the first quarter far outpaced that of Ctrip (21 percent), Expedia 

Group (4 percent), and Booking Holdings (-3 percent). What we don’t know from that 30-

plus percent revenue growth number for privately held Airbnb is whether or not that 

represented decelerated growth compared with the first quarter of 2018. There have been 

some reports that Airbnb’s growth is slowing either because of the law of large numbers, or 

regulatory hassles around the globe. It is difficult to determine Airbnb’s revenue based on its 

$9.4 billion in gross bookings because Airbnb recognizes revenue when guests check in for 

their stays, and not when the property is booked. So, for example, Airbnb may have 

generated revenue in the first quarter for bookings made in the third or fourth quarters of 

2018, and may not recognize revenue on some of that $9.4 billion in first quarter gross 

bookings until July or September. That means the $9.4 billion in gross bookings isn’t a 

reliable base number from which to compute Airbnb’s revenue, which the Wall Street Journal 

didn’t report. In 2018, according to Bloomberg, Airbnb claimed to have scored $93 million in 

profits based on $2.6 billion in revenue. The fact that seemingly IPO-bound Airbnb was 

profitable last year puts it in stark contrast with other recent high-profile tech public 

offerings, such as that of Uber, which has been accumulating red ink. Even if Airbnb 

hypothetically generated $1 billion or even $2 billion in revenue in the first quarter, that 

wouldn’t mean it would be as profitable as Booking Holdings or Expedia Group in part 

because the latter two online travel companies still skew toward hotels. “Not all revenue 

numbers are created equal,” said one investor. “A low average daily rate with a lower margin 

and high customer service cost looks radically different than a high ADR with high take rate, 

and low customer service cost.” The same holds true when considering room nights. Expedia 

might be earning considerably more revenue per room night on average than Airbnb because 

of the higher commissions Expedia might generate from a hotel bookings when compared 



with apartments, and Airbnb is relatively speaking just at the beginning of its process of 

adding hotels to its home and apartment portfolio. If the stock markets and global economy 

tank in 2020, then Airbnb won’t necessarily have to execute its much-anticipated initial 

public offering because it has plenty of cash on hand — $3.5 billion in the first quarter. 

That’s more cash on hand than all of the online travel agencies we looked at except Expedia, 

which hoarded $3.7 billion in cash in the first quarter. Airbnb, which has raised $4.4 billion 

in funding at a $31 billion valuation, may have derived that $3.5 billion in cash in several 

ways, including from investor funding, bookings transacted in the first three months of the 

year although the stay will take place in subsequent quarters, and from debt financing. Airbnb 

can choose to use that cash for future operations, including marketing, and making 

acquisitions. Airbnb’s biggest rival today might be Booking Holdings, which had less cash in 

the kitty in the first quarter, $3.5 billion for Airbnb versus $2.3 billion for Booking. By all 

accounts, Airbnb, which reportedly was EBITDA (earnings before interest, taxes, 

depreciation, and amortization) positive in the first quarter, spends considerably less on 

marketing than does Booking, Expedia or Ctrip. That could be one factor in its surplus of 

cash. On the other hand, in the first quarter Expedia spent $1.5 billion on selling and 

marketing, and Booking chipped in nearly $1.2 billion on performance and brand marketing. 

A lot of that spend ends up enriching Google in buys for keywords to lure travelers to online 

travel agency websites. Airbnb seemingly has a brand advantage with travelers compared 

with its rivals. Rather than spending vast sums with Google or on other digital or brand 

marketing, Airbnb’s direct traffic in July was 60.35 percent of its overall desktop traffic, 

while Expedia drew 42.81 percent, according to SimilarWeb. That’s why many online travel 

companies such as Booking Holdings, which increased its brand marketing 61.3 percent in 

the first quarter to $163 million, are focusing on trying to draw direct traffic and repeat 

customers to their websites. Airbnb appears to have the upper-hand in that regard. The Wall 

Street Journal report on Airbnb’s first quarter financial report was an important, if incomplete 

look. There was no revenue or profit numbers, or details on expenses, including marketing 

costs. If the company goes public next year then there will be a lot more clarity about 

Airbnb’s momentum or lack thereof. Meanwhile, what’s clear is that Airbnb has solidified its 

position as a fourth major player in online travel globally. And, if you include Google, which 

doesn’t disclose much about its travel advertising businesses, then that would make for a 

handful of leading global competitors. 

 

23 August 2019, Source Travel Weekly 

British Airways pilots announce strikes dates in September 

British Airways pilots have announced they will go on strike on three dates in September. 

The British Airline Pilots Association (Balpa) has given notice to the airline that it will call 

on its members to walkout September 9, 10 and 27. BA has said the action is “completely 

unacceptable” and warned many customers would not be able to travel. Balpa said it put 

forward a number of packages that it believed would have resolved the dispute but BA did 

not accept them. “It is clear following discussions with members over the last few days that 

BA’s most recent offer will not gain the support of anywhere near a majority of its pilots,” 

the union said. “In these circumstances, with a 93% vote in favour of taking industrial action, 

and with no prospect of any further meaningful talks, we have no choice but to call this 

action.” Balpa said it would cost BA around £120m. In a statement, BA said: “It is 

completely unacceptable that Balpa is destroying the travel plans of tens of thousands of our 

customers with this unjustifiable strike action. “Balpa has given us notice that they will strike 

on September 9th, 10th and 27th. We are extremely sorry that after many months of 

negotiations, based on a very fair offer, BALPA has decided on this reckless course of action. 



“We are now making changes to our schedule. We will do everything we can to get as many 

people away on their journeys as possible. However, it is likely that many of our customers 

will not be able to travel and we will be offering refunds and re-bookings for passengers 

booked on cancelled flights.” The airline said flights on BA CityFlyer, SUN-AIR and Comair 

would not be affected. It said it is exploring options to supplement its fleet by using aircraft 

and crew from other airlines and working with partner airlines to schedule larger aircraft to 

take the maximum number of customers. “Our proposed deal of 11.5 per cent over three 

years is very fair and well above the UK’s current rate of inflation, and by contrast to Balpa, 

has been accepted by the members of the Unite and GMB trade unions, which represent 

nearly 90% of all British Airways colleagues including engineers, cabin crew and ground 

staff. In addition to basic pay, pilots also receive annual pay increments and regular flying 

allowances. “We continue to pursue every avenue to find a solution to avoid industrial action 

and protect our customers’ travel plans.” 

 

28 August 2019, Source Travel Weekly 

Thomas Cook clinches £900m rescue deal 

A “substantial agreement” over key commercial terms designed to recapitalise and restructure 

Thomas Cook Group was revealed today. The rescue deal will see Chinese Club Med owner 

Fosun Tourism Group and the company’s core lending banks inject hundreds of millions of 

pounds to keep the travel group afloat. Under the plan, conglomerate Fosun will contribute 

£450 million of new money to acquire at least 75% of Thomas Cook’s tour operations and 

25% of the group’s airline. Key lending banks and noteholders are targeting in aggregate 

£450 million of new money to the group and converting their existing debt into 

approximately 75% of the equity of the airline and up to 25% of new equity in the group tour 

operator. The plan is due to be implemented by early October, ahead of the winter low 

season. However, the recapitalisation remains subject to a range of issues including credit and 

investment approvals, agreement on group performance conditions and due diligence. 

Thomas Cook directors plan to maintain the group’s stock market listing. “However, the 

implementation of the proposed recapitalisation may, in certain circumstances, result in the 

cancellation of the company’s listing,” a company statement said this morning. A £300 

million secured bank financing facility announced in May  will be allowed to lapse 

“reflecting the extensive progress made on agreeing key commercial terms with the group’s 

core lending banks and noteholders regarding the injection of £450 million of new money 

into the business in connection with the proposed recapitalisation”. A previous proposal saw 

Thomas Cook targeting a £750 million cash injection with Fosun and bank lenders. But 

Fosun had cautioned last week that the re-organisation of Thomas Cook “involves much 

difficulty”. Thomas Cook incurred a pre-tax loss of almost £1.5 billion for the winter half 

year period to March 31. 

 

28 August 2019, Source TravelMole 

Travelbag reveals brand revamp 

Travelbag is rolling out a refreshed brand from the end of August, with a new message: 'Out 

There Made Easy'. Managing director Lesley Rollo said: "We looked around us and saw a sea 

of sameness - lots of travel brands, ourselves included, all virtually indistinguishable in terms 

of what they are saying and how they're saying it. "Our customers told us that our product 

mix is good and our pricing fair, but we weren't exciting them. We knew that if we are to 

retain their loyalty, and grow, we need to look and sound completely different to what's gone 

before, and what else is out there. "We believe that there is an opportunity for us to be a 



democratiser - the travel brand that takes what was exclusive and puts it within reach of the 

masses, simplifying the process and giving them the confidence to go further, try new things 

and experiment - all underpinned by remarkable pricing and product knowledge. To offer 

more rewarding travel, for all, for less." Adam Hill, partner at Designate, which worked on 

the branding, said: "Achieving standout in the travel industry isn't difficult, because everyone 

looks the same and sells in a similar way. But to achieve that standout, you do have to be 

brave and ambitious.  "Travelbag had become a brand that was selling tailor-made holidays 

on price alone. We worked with them to redefine what they are about. They're a great 

heritage brand with brilliant people who have a wealth of experience and knowledge from 

around the world and are totally committed to delivering for their customers. A refreshed 

Travelbag website homepage goes live on August 28 and changes to signage and décor at 

Travelbag's eight shops across the UK will begin soon. The new brand creative will also be 

seen across all Travelbag advertising, social and CRM activity from September 2019. 

 

29 August 2019, Source Travelbiz 

Hurricane Dorian spares Puerto Rico but is expected to strengthen significantly by the 

time it reaches Florida, as meteorologist warn it could be the one of the worst storms to 

hit the state in three decades 

 

Hurricane Dorian is expected to strengthen as it crosses warm Atlantic waters, potentially 

becoming a Category 4 hurricane by the time it makes landfall on Florida's eastern coast early 

next week. Gov Ron DeSantis declared a state of emergency as Dorian was upgraded from a 

tropical storm to a hurricane. Officials urged residents to stock up on a week's worth of 

supplies and to be prepared to evacuate. The Florida Department of Emergency Management 

tweeted a lengthy checklist of supplies to have on hand. Dorian caused some flooding and 

damage across the Caribbean earlier this week. It was expected to hit Puerto Rico on 

Wednesday but passed to the east of the territory, leaving it unscathed. Hurricane Dorian has 

the potential to be one of the worst storms to hit Florida in decades, meteorologists warn. The 

storm barreling north toward Florida's eastern coast is expected to strengthen as it crosses 

warm Atlantic waters, potentially becoming a Category 4 hurricane by the time it makes 

landfall early next week. Dorian was upgraded from a tropical storm to a hurricane on 

Wednesday, prompting Florida Governor Ron DeSantis to declare a state of emergency. 

Officials have warned residents across the state to stock up on a week's worth of supplies and 

to be prepared to evacuate when advised. An update from the National Hurricane Center at 

8pm EST on Wednesday indicated that the 'dangerous' storm will sweep across Florida from 

the east, arriving sometime late Sunday or early Monday. 'This could be the strongest 

hurricane to hit Central Florida in over 30 years,' Fox 35 Orlando meteorologist Glenn 

Richards said. 'Hurricane force sustained winds would be carried across the entire width of 

the state if the current forecast holds.' President Donald Trump tweeted on Thursday 

morning: 'Puerto Rico is in great shape with Hurricane Dorian taking a largely different route 

than anticipated. Thank you to FEMA, first responders, and all, for working so hard & being 

so well prepared. A great result! The bad news, Florida get ready! Storm is building and will 

be BIG! 'Hurricane Dorian looks like it will be hitting Florida late Sunday night. Be prepared 

and please follow State and Federal instructions, it will be a very big Hurricane, perhaps one 

of the biggest!' As of Wednesday evening, Dorian was located 60 miles northwest of San 

Juan, Puerto Rico. The Category 1 storm, with winds clocking in at 80mph, is moving 

northwest at about 13mph. The official NHC forecast predicts it will reach major hurricane 

strength by the weekend, with a 31 percent chance of being upgraded to Category 4 by Friday 

afternoon. 'Dorian's small size makes it susceptible to rapid intensification. This could occur 

when it moves past Puerto Rico and frees itself from dry air. These quick bursts of rapid 



intensification are difficult to forecast,' according to weather.com. Meteorologists say it could 

still be a Category 2 storm by the time it passes over the Orlando area, which is at the center 

of the current projected path, on Monday afternoon. The 400-mile cone of uncertainty 

indicates that it could be anywhere from coastal Georgia to the southern tip of Florida to 

Florida's west coast by that time. In Central Florida, residents are taking official advice and 

preparing for the worst possible outcome.  Some grocery stores reported that their stock of 

bottle water and other supplies has already taken a hit, according to the Orlando Sentinel.  

The University of Central Florida, where fall semester classes just started Monday, has urged 

students living on campus to prepare to move to safer off-campus locations if the storm 

continues on its projected track. In East Orange County, officials handed out shovels and 

bags on Wednesday for residents to make their own sandbags. By late afternoon nearly 7,000 

bags had been filled, the Sentinel reported. On the coast, Kennedy Space Center and Cape 

Canaveral Air Force Station are working to secure multimillion-dollar equipment before the 

storm makes landfall. Cruise lines operating out of Port Canaveral are adjusting schedules to 

keep boat traffic to a minimum. 

 

30 August 2019, Source TravelMole 

New drone threat at Heathrow 

Climate change activists will meet with police and airport authorities today to discuss plans to 

fly toy drones in the Heathrow exclusion zone later this month. Four people, calling 

themselves 'peace pilots', are planning the drone protest from September 13 to highlight the 

'incompatibility of Heathrow Airport's expansion with the Government's own legally binding 

commitment to reduce greenhouse gas emissions to net zero by 2050'. They include a 64-

year-old writer, a 61-year-old window cleaner and teacher, a retired IT business analyst, also 

61, and a 54-year-old charity social entrepreneur and Paralympian medalist. "We are in the 

middle of a climate and ecological emergency," said the writer, Valerie Milner-Brown. "I am 

a law-abiding citizen - a mother and a grandmother too. I don't want to break the law, I don't 

want to go to prison, but right now we, as a species, are walking off the edge of a cliff. 

"Heathrow Airport emits 18 million tons of CO2 a year. That's more than most countries. A 

third runway will produce a further 7.3 million tons of CO2. For all Life - now and in the 

future - we have to take action. I'm terrified but if this is what it will take to make politicians, 

business leaders and the media wake up, then I'm prepared to take this action and to face the 

consequences." The activists are part of Heathrow Pause, a splinter group of Extinction 

Rebellion, although Extinction Rebellion has distanced itself from this new action. The 

activists believe they have found a loophole in Heathrow airport's health and safety protocols 

to fly toy drones within its restricted zone. They say they expect airport authorities to ground 

all flights even though drones will not be flown in flight paths and there will be no risk to 

travellers. But the Met Police said it would do everything in its power to prevent and stop 

'any such criminal activity'. "Heathrow Airport is part of our national infrastructure, and we 

will not allow the illegal activity of protestors to cause misery to thousands of air travellers," 

said deputy assistant commissioner Laurence Taylor. "The dangers of flying drones in 

airspace used by airliners carrying passengers are stark and the consequences potentially very 

severe. Anyone caught illegally using a drone can expect to be dealt with in line with the law. 

"We would urge anybody intending to join this event with a view to committing criminal 

activity, whether considered peaceful or not, to think twice. Protestors should note that 

endangering the safety of an aircraft is a very serious offence that can result in a long jail 

sentence. "As recent drone incidents at airports have shown, drone use in restricted airspace 

has the capability to cause great disruption to the public at the airport being targeted and 

connecting airports internationally, and the Met takes its role in preventing that from 



happening very seriously." He said the police would be deploying an effective policing plan 

around Heathrow to police and detect any illegal activity. "We are determined to play our 

part in keeping Heathrow safe and minimising disruption to the area, and I want to reassure 

the public that we have a very experienced command team in place for this operation." 
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Overseas travel down, particularly to the US 

A steep drop in business trips and a decline in travel to the US have taken their toll on the 

latest figures from the ONS. Overall, overseas visits by UK residents fell 4% year-on-year in 

April 2019 to an estimated 6.1 million. However, UK residents spent £3.7 billion on these 

visits, 11% more than in April 2018. In May, the figures remained stagnant at 6.2 million 

visits while spending was down 3% to £3.7 billion. During the period March to May 2019, 

there were 17.1 million visits abroad by UK residents, the same as the previous year. UK 

residents spent £10.4 billion on these visits, a rise of 1% over the previous year. Visits to 

North America were down 21% to 0.8 million while visits to European countries were up by 

2% to 13.6 million. Visits to 'other countries' fell 4% to 2.7 million visits. Holiday visits 

increased by 2% to 11.2 million, business visits fell by 11% to 1.5 million, while visits to 

friends and relatives remained the same at 4.1 million. Meanwhile, overseas residents made 

an estimated 3.1 million visits to the UK in April 2019, 8% fewer than in April 2018. 

Overseas residents spent £1.6 billion on visits to the UK in April 2019, which was 14% less 

than in April 2018. In May, overseas residents made an estimated 3.3 million visits to the 

UK, 6% fewer than in May 2018. They spent £2.1 billion on visits to the UK in May 2019, 

1% less than the year before. During the period March to May 2019, there were 9.4 million 

visits to the UK, 5% down year on year. Overseas residents spent £5.3 billion in the UK over 

this period, 7% less than the previous year. There was a jump of 10% in visits from North 

American residents to 1.2 million, while visits by European residents fell 6% to 6.9 million 

and visits from residents of 'other countries' dropped by 7% to 1.2 million. Holiday visits 

dropped 6% to 3.8 million for this period, business visits fell by 5% to 2.2 million, and visits 

to friends and relatives dropped 3% to 2.8 million. Commenting on the figures, James 

Schofield, head of food, drink and leisure at Lloyds Bank Commercial Banking, said: 

"Slowing global growth and continued uncertainty alongside the increasing trend of delaying 

bookings appear to have impacted Brits' appetite for travelling abroad in April and May, as 

well as the appeal of the UK to visitors from overseas. "Businesses are having to adapt to 

exchange rate fluctuations, the ongoing popularity of booking last-minute breaks, the 

emergence of lesser-known destinations and the shifting demands of millennial and 

generation-Z travellers." 


