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ECONOMIC UNCERTAINTY surrounding Brexit is not
deterring Britons from planning overseas holidays
according to the 11th Holiday Confidence Index (HCI)
report from First Rate Exchange Services. 
The survey of 5,114 consumers – conducted by YouGov

in partnership with First Rate and the Institute of Travel
and Tourism – found that less than one in five (19%)
expect to see economic growth in the year ahead
however the number of people who intend to take an
overseas holiday has risen to 55% (up 1%). Moreover, a
higher proportion of those planning trips – 46%
compared with 44% a year ago – have already booked
their first holiday.
Liam Hodge, First Rate Exchange Services’ head of

insight, said: “The latest Holiday Confidence Index
results provide good reason for the travel industry to feel
optimistic that consumer demand will remain buoyant in
challenging times ahead. The number of people who
have already booked trips abroad is a reassuring
confirmation that this type of holiday is a part of their
lifestyle they are not willing to forgo.”

The survey revealed an upswing for holiday packages.
While DIY travel remains dominant with a 41% share of
the market for first holidays and a 40% share for second
ones, the numbers booking packages has risen to 20% for
first holidays and 18% for subsequent ones.    
However, while more holidaymakers do plan to travel

abroad, they intend to curb their spending. A lower score in
the survey’s Cost of Booking Index indicated a resistance to
paying more for a holiday package or individual components.
Heavy discounting after a sluggish booking period before and
during the 2018 World Cup may help to account for this but
the expectation of discounting in the year ahead may prove
unfounded and could mean holidaymakers will have to
sacrifice standards of accommodation to curb costs. This is
particularly likely to be the case since few holidaymakers
plan to cut the length or frequency of their holidays.
Europe remains the dominant destination choice for most

holidaymakers with only a small decrease in those planning
their trips there for first and second holidays. Negative
reports about possible sterling exchange rate falls against
the euro and concerns surrounding Brexitmay account for
this, since demand for non-eurozone destinations has held
steady. Overall 71% of all holidaymakers will visit Europe on
their first holiday and 63% will do so on subsequent trips.
Almost two-thirds of holidaymakers (64%) regard

holidaying abroad as an important part of their lifestyle and
growing numbers consider those trips to be good value –
47% compared with 43% last winter.

GOLD MEDAL hosted a fam for eight Freedom Travel Group members and Personal Travel Advisors to Thailand. The six-night trip was split
between Phuket and Bangkok, with flights courtesy of Thai Airways. The group enjoyed a tour of Phuket, a Thai cooking class, a traditional
thai massage and dinner in the Banyan Tree hotel in Bangkok. Pictured are, bottom row from the left: Claire Winiarski PTA; Middle Gemma
Wilks GM; Jo Turney, FTG; Rachel Newcombe LaVida Travel; Antonia Simcock, PTA. Standing from the left: Marie Vaughan PTA; Middle
Richard Fenton PTA; Jonathan Moulding TD4L. Right Collette Byrne PTA & Lucy Hansford Travellab
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Hotelbeds goes 
‘Beyond the Bed’

HOTELBEDS HAS announced
a consolidated refreshed
identity, under the
Hotelbeds brand following
the acquistions last year of
Tourico Holidays and GTA. 

The company has decided
to rename its ancillary
product line, which
Hotelbeds commercialises
via its distribution channels,
as ‘Beyond the Bed’. This
includes the sourcing and
distribution of transfers,
activities, tickets, 
theme parks, car hire, 
travel insurance and
specialist tours.

The company’s executive
chairman, Joan Vilà said:
“Today’s announcement
underlines our commitment
and core focus to continue
building our position as the
world’s leading Bedbank.
Both our group and our main
commercial brand will both
be known from now on under
one simple name, Hotelbeds”.

Vilà explained that the
launch of a bold, refreshed
identity for Hotelbeds, under
which the company is
combining the operations of
Hotelbeds, GTA and Tourico
Holidays, forms part of its
strategy and roadmap to
combine these three industry
players into one and redefine
the travel distribution
landscape for the benefit of its
partners. Vila added:“Much
progress has already been
made to integrate the three
businesses at a commercial,
operational and technological
level, with cross-selling and
technological solutions
already in place.

“As we work our way
through the final stages of the
integration, we are in
continual contact with all our
partners to explain how these
changes are benefiting them.”

According to the group, the
news follows an extensive
consultation with its partners
to establish the best fit for
their needs and a decision
made in September to
combine the various retail
offerings of the company. 

Warner Leisure announces £50 million investment
WARNER LEISURE Hotels has announced it has invested £50 million in its first new
property for more than 17 years. Studley Castle Hotel is the hotel group’s 14th and
flagship property and will open its doors to the public in March 2019. 
Set in the Warwickshire countryside, Studley Castle offers 209 rooms, four different room

types, two restaurants, a cinema, bars and lounges, a spa, a range of outdoor pursuits to
enjoy (laser clay, cycling, archery), and one of the largest live performance venues on the
UK hotel scene. Studley Castle, which was designed by London theatre architect Samuel
Beazley was once home to an agricultural college that trained the country’s ‘land girls’
during both world wars. 
Speaking on the new investment, managing director Simon Thompson said:“Studley

Castle signals a significant investment in the start of an exciting new era for Warner.
Professional advice and skills have been used to ensure that we expertly restored the
castle to its former glory. Now stands a historic castle with 21st century technology.
The castle’s historic and contemporary features are designed so that guests can relax
in comfort and enjoy a luxurious stay.’’

HAVEN IS offering a discount to families
who book their Easter 2019 break early,
with savings of up to 25% on three- or
four-nights at the park.
During their stay, guests can enjoy a

wide range of activities from egg
decorating and Easter bonnet making, to
its parade and an ‘Eggstravaganza’ Easter
Egg hunt with Haven’s Seaside Squad and
their FunStars friends.
Guests can enjoy safe, beach fun with

activities available to suit all skill levels. For
those who enjoy watersports, options
include, surfing, sailing and stand-up paddle
boarding. Water-themed activities in the
park include Aqua Jets, Turbo Paddlers, Fun
Inflatables and the popular Water Walkerz.  
Amongst the other activities on offer,

Haven’s Nature Rockz activity programme

gives young adventurers the opportunity
to learn from Park Rangers about the
local flora, fauna and wildlife. Families
can partake in Bush Craft activities
including learning how to track animals,
forage for edible forest food and master
the art of water purification.
When the sun goes down, families 

can enjoy entertainment from Haven’s 
cast of fun-loving, mischief-making
characters from the Seaside Squad and
shows from the brand’s theatre style
entertainment cast.
Prices for a three-night Easter break

start from £266 for the whole family. This
price is based on a family of up to four
sharing a Standard two-bedroom Caravan
at Golden Sands, Lincolnshire departing on
April 19, 2019.

Sun, sea and savings! Haven offers a basket of Easter 
Egg-stravaganza discounts on beach breaks for 2019
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Air China’s new campaign encourages
British travellers to dream big
AIR CHINA has launched the ‘Land Your Dream’
campaign which has been designed to inspire Brits to
make their dreams a reality with the airline.   
The new global platform is the latest step in Air China’s

commitment to helping people ‘land their dreams’ by
connecting business travellers and tourists alike with the
possibilities that China and the rest of the world holds. 
With new route launches, such as the recent Gatwick to

Chengdu route and the latest introduction of Boeing 777s
to offer a wider aircraft, plus improved products and
services, Air China promises to constantly better-serve its
passengers. In its campaign messaging Air China looks to
allow travellers to chase their dreams while also building
lasting connections between the UK and China.
Hongbing Chen, the company’s deputy general

manager for Europe said: “For almost 40 years we have
been allowing Brits to live out some of their biggest
dreams by connecting them with China. From walking
the Great Wall to visiting the rice paddies and trying the
finest Chinese delicacies or even seeing pandas up
close, our first class service and vast flight network has
opened up endless possibilities. The Land Your Dream
campaign is the next exciting milestone in our history
and we can’t wait to help people achieve their dreams by
entering our competition to make them come true.”

newsbulletin

Norwegian Air launches Tampa-Florida route
NORWEGIAN AIR is offering consumers an affordable
way to access Florida’s West coast with fares from £165
one way in economy and £519 in Premium.
The new twice-weekly service from Gatwick to Tampa

International Airport (TPA) offers holidaymakers a
nonstop service with direct access to Florida’s Gulf
coast, giving passengers more choice and flexibility
when travelling to the state with the airline. There will
also be an increase in its winter services to other
Florida destinations from Gatwick. The airline is offering
a daily service to Fort Lauderdale, increasing from 
three flights per week and five weekly flights to Orlando
up from three. 
Guy Stephenson, Gatwick Airports chief commercial

officer, said: “Gatwick is committed to providing
unrivalled choice for passengers and Norwegian’s new
route bolsters our existing Tampa and Florida
connections. This is a very welcome addition to
Gatwick’s network of over 220 destinations, including
over 60 long haul services. We are also delighted that
passenger demand has driven yet more choice with now
daily services to Boston and Buenos Aires.”
Norweigan’s long-haul flights from Gatwick are

operated by the new Boeing 787 Dreamliner aircraft
offering up to 344 seats in a two-class configuration,
economy and Premium. 
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BUTLIN’S WILL be welcoming the world famous Paddington
Bear to its 2019 entertainment line-up. Guests will be treated
to a live performance on Centre Stage, as the friendly bear
from Peru embarks on a trip to the seaside.
The entertainment will be available from February half

term at all three of Butlin’s resorts (Bognor Regis,
Minehead and Skegness) and ‘Paddington at the Seaside’ is
included within the price of all family breaks. 
Paddington Bear hit UK TV screens in the mid-1970s but

more recently he has appeared in two films starring the
likes of Hugh Bonneville and Julie Walters. Guests will have
a chance to meet and greet the bear himself. 
The holiday operator’s three resorts will see live

shows such as 2019’s new pantomime, Sleeping Beauty
and the Big Top Circus, to family favourites such as live
performances from Diversity. Kids will also be
entertained with character shows such as Mr. Men and
Little Miss and the Teletubbies.
The brand also caters for the those that want adrenaline

inducing activities with Segways, high ropes and go-karting
activities. Families can enjoy the resort’s Traditional
Fairground, its Splash Waterworld complex and a
selection of sports activities from archery to the brand’s
very own Mitre Football Academy.
A three-night weekend break at Minehead, Somerset,

starts from £55 per person. This price is based on two
adults and two children sharing a Silver apartment
arriving on March 18, 2019.

Enjoy the bear necessities with
Paddington Bear at Butlin’s 

Fred Olsen launches ‘Closer to the Real Caribbean’ voluntourism shore experiences
FRED. OLSEN Cruise Lines has pledged to provide shore tours that take in experiences ‘away from the traditional tourist
trail’ on its Caribbean itineraries in 2019, following the success of last year’s fundraising across its fleet in support of the
Caribbean hurricane relief effort in which guests generously donated more than £25,000.
Hurricanes Irma and Maria caused severe devastation to much of the Caribbean in September 2017 and cruisers were

keen to support the rebuilding of the region. Clare Ward, director of product and customer service for the cruise line, said:
“Our new ‘Closer to the Real Caribbean’ concept is aimed at helping our guests to provide support and assistance to
communities in the Caribbean, a destination that they cherish and care about a great deal. 
“We know from our pre-cruise surveys that our guests look forward to our ‘Scenery & Wildlife’ and ‘Community & Way

of Life’ shore experiences the most on the majority of our Caribbean cruise calls, and we therefore felt that we should
offer our guests the opportunity to be able to work together and ‘give something back’ to the destination.”
Specially-created Caribbean voluntourism shore experiences for 2019 include: a Saint Lucia School Visit where guests

will visit a local school and participate in classes, including assisting students in the School’s vegetable garden, which is
used to provide their daily lunches; and a Dominica Trail Clean-up and ‘Keepin’ It Real’ Experience where guests can play
their part in helping to rebuild one of the island’s many nature trails.
For further information go to www.fredolsencruises.com/agent or call 01473-746164.

LYNDSEY BARRON and Mike Hall from Cruise and Maritime
Voyages took their hats off to the travel trade, after recently
seeing a record week of bookings from UK travel agents for its
Magellan winter Mexican programme. The cruise line is
further highlighting the cruising links to and from the UK in
association with their Mexican cruise operations. Visit
www.cruiseandmaritime.com for more details. 
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Advantage's white label website
service generates £1m in sales
ADVANTAGE TRAVEL Partnership has reported that its white
label website service has helped members generate bookings
worth more than £1 million, between October - 2017
September 2018, an increase of 72% on the previous year.
The organisation provides members with a fully managed

website service, from build to daily support and on-going
development, either in person, on the phone or through
online tutorials, with an approach that ensures their site is
personalised to their business.
The websites are built to benefit from SEO, and recent

upgrades have included switching to the secure HTTPS
protocol to protect the data being processed on the sites. A
multi-purpose holiday offer platform integrates supplier
product content with a member’s websites and social
media feeds, as well as enabling members to create
personalised offers to use in point of sale. There is also a
blog facility which allows members to create their own user
generated content, which complements a destination
content feed, to help inspire customers.
Paula Lacey, group commercial and membership

director for the organisation, said: “We are really proud
that the white label service is providing our members with
the tools to successfully build their businesses online.
With the online world providing a 24/7 shop front, our
agents understand the need to have a digital presence and
continually evolve their websites to remain current and
attract new customers. We are looking to assist them with
this by redeveloping the white label websites to further
enhance their capabilities. We are thrilled to help an
additional six members build their new white label
website and we expect more to join the service. Achieving
£1 million worth of sales clearly demonstrates the value
this proposition brings to our members.”
“The recent launch of Advantage Connect, a new

internet-based interactive booking and quoting tool,
highlights that despite the internet being globally
connected customers and businesses want individuality and
the white label service provides this with expert support.”

newsbulletin

THE LIGHTS OF LONDON... Super Break hosted a group of 20 Freedom Travel Group agents and head
office staff on an educational trip to London. The group sampled a range of products featured by the
operator including accommodation at the Danubius Hotel, rail travel, dinner at Zizzi, a ticket to Bat Out
Of Hell, a City Sightseeing cruise and a Tower of London tour.

Sandos aims to keep
guests ‘appy with
online check-in

CUSTOMERS BOOKED into
Sandos Hotels & Resorts
properties will be able to
check in online via an app
before they arrive at 
their destination.
The company is starting

the app’s roll-out at
Sandos San Blas Nature
Resort & Golf and Sandos
Papagayo Beach Resort,
both of which are in Spain.
The app means that

customers who have
checked in online prior to
arriving at the hotel will be
able to collect their keys
and go straight to their
room rather than waiting in
line at reception.
As well as the check-in

facility, the app offers
interactive hotel maps,
restaurant information,
events calendars with
reminders, activity
timetables and weather
forecasts.
After the initial roll-out

at the two Spanish hotels,
Sandos is looking to
implement the app across
the rest of its hotels in
Spain and Mexico.
The app can be

downloaded from Google
Play or the Apple Store.   

Mixed bag with the
budget for the UK
travel industry

THE BOARD of Airline
Representatives in the UK
(BAR UK) has responded to
two items in the autumn
budget which are relevant
to the travel industry.
Chancellor Philip

Hammond’s decision to
increase long-haul Air
Passenger Duty (APD) was
described by the BAR UK
in a statement as “beyond
the comprehension of
airlines as they seek
clarity and confidence in
the UK economy”.
APD on short-haul

flights has been frozen,
which the organisation said
was “a token gesture that
cannot offset the damaging
impact of increasing what
is by far the highest air
passenger tax in Europe.”
However, BAR UK was

upbeat about the news that
e-gates eligibility would be
extended for entry into the
UK for nationals from the
US, Australia, Canada,
Japan and New Zealand
from next summer. This
will allow adult
passengers with biometric
passports from these
countries to use the 
e-gates: “Airlines look
forward working with the
Home Office and Border
Force on the
implementation details to
ensure that the new
measures can be
implemented effectively
and as quickly as possible.”
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Destinations such as Cambodia
can be visited responsibly.

FIRSTLY, THANK you to Louise Rayner at Jetset for
her help in getting a Kenya booking for two ladies
who used to go to the east African country every

year. They had not been for two years and, by this time,
quite a few tour operators had stopped booking their
preferred hotel − but Louise found it and the booking for
January was made. Considering that one of the ladies
had broken ankles and the other has seven hernias and
can’t lift or carry, they have some determination. 

On a more serious note, I urge travel associations not
to turn a blind eye to cruel wildlife attractions.

Research commissioned by World Animal Protection
from the University of Surrey shows that just 21 of the 62
travel trade associations researched had a page on their
websites on sustainable tourism. Of these 21 travel
associations, only six are communicating anything at all
about animal welfare. World Animal Protection is calling
on travel associations to set strong animal welfare
guidelines; monitor these to promote animal friendly
tourism; and categorise elephant-riding and other direct
interaction between wild animals and tourists, and
forced performance with wild animals, as unacceptable.

More than 1.6 million people and more than 200 tour
companies have signed World Animal Protection’s animal
friendly travel pledge, and travel companies committing
to stop selling or promoting venues that offer elephant
rides and shows. There is a demand to phase out cruel
wildlife attractions, such as elephant riding,
dolphinariums, and tiger selfies.
For more information, visit:
www.worldanimalprotection.org/wildlife-not-
entertainers 
‘No act of kindness, however small, is ever wasted’ 

by SANDRA MURRAY
in Normanton, Yorkshire

To respond to any 
of Sandy’s comments email 
news@travelbulletin.co.uk

newsbulletin
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Normanton...
Notes from

Britons not scared by tragic tourism  
A SURVEY of 2,543 people found that 55% of respondents
had visited locations associated with death or tragedy,
with the top five sites being Auschwitz in Poland at 21%,
Ground Zero in New York (18%), the Roman Colosseum
(12%), the Cambodian Killing Fields (10%), and
Aokigahara Forest in Japan (8%). When asked why they
visited these sites, the most common answers were ‘to
see the site of the tragedy’ (29%), ‘curiosity’ (21%) and ‘to
pay my respects’ (17%). 
These respondents were asked if they had taken

pictures at these sites, and 62% said that they had. Of
these, 41% uploaded pictures to social media, and 37%
admitted to ‘joking around’ during their visit but 58% of
these respondents revealed that they now regret this.
Researchers asked respondents who had visited a site

associated with death or tragedy if they had arranged this
visit through an official guide or company. Almost three
quarters (74%) said that they had gone through an official
company, and 26% said they visited the site independently.
All participants were asked if they thought that such

tourism was exploitative, to which 19% said that it was.
58% said that they didn’t think it was exploitative, and the
remaining 22% said that they had no opinion on the matter.
A spokesperson for Jetcost, which commissioned the

survey, said: “Commemorative sites such as Auschwitz and
Ground Zero are important locations to reflect, learn about
and remember the victims, but it is important to pay your
respects whilst there. Go for the right reasons, and try to
avoid taking photos to upload to social media, particularly
selfies, as this tends to detract from the purpose.” 

Sustainable travel is just a click away
ASIA SPECIALIST DMC Khiri Travel has launched a website
to inspire the travel trade. The site, www.Khiri.com, is full
of solutions for sustainable travel options and guest
experiences in Thailand, Laos, Cambodia, Vietnam,
Myanmar, Indonesia, Sri Lanka and the Maldives.
On the responsible tourism side, the site addresses

issues such as animals in tourism, dos and don’ts in
Myanmar, child safe tourism and shows how Khiri, which is
Travelife-certified, has been built on the triple bottom line
of people, planet and profit, with a sustainable supply chain.
The site can be explored via sections such as food,

adventure, family travel and news.
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LOVE IS in the air at Travel Centre Hull with agentscelebrating after being named the most successfultravel store in the UK when it comes to sellingromantic Autograph lodge breaks from hot tub holidayspecialists, Hoseasons. Pictured: Travel Centre Hull’sKirsty Brooks (left) with Hoseasons national accountmanager, Sarah Smith (centre) and Jade Stephensonfrom Travel Centre Hull (right). 

AGENT INCENTIVES

�  ThroughouT November, all bookings
made with Paul gauguin Cruises will
earn a £50 lifestyle voucher. There
is no limit to the number of
bookings on this incentive. 
Call 020 7399 7691 or go to
www.pgcruises.com for more
information.

�  CrysTal is giving agents the chance
to win a place on a fam trip or
ship visit when they make any
Crystal ocean or yacht booking in
November. one booking is equal to
one entry and there is no limit to
the number of entries. Call 020
7399 7601 or go to
www.crystalcruises.co.uk for more
information.

�  To mark the launch of Premier
holidays’ 2019 Canada brochure,
which focuses on winter vacations,
agents can win an ice skating trip
with a Fortnum and mason champagne
chocolate experience for two at
london’s somerset house. runners-up
will win a hamper of Canadian
goodies.

�  CarNival Cruises is going to
appoint eight agents as Fun
ambassadors for the brand. Perks
include trips to miami and ibiza,
extra loyalty rocks Club points,
three meetings with experience days
and a trip to royal ascot. To
apply, go to www.carnivalfa.com 

�  uNNa luXury resorts and residences
in barbados has extended its
booking incentive to run until
November 30. agents will receive a
£75 amazon gift voucher for any
booking of seven nights or more,
for travel from august 24 2018
until Dec 15 2019. agents should
email victoria@paradise-
promotions.co.uk  or call 020 8679
2508 for more information.

agentbulletin

� NEW! Win a £50 Love2Shop
voucher with Bangkok Airways

� Win £25 worth of lifestyle vouchers
with Titan Travel

� £125 Love2Shop vouchers and more
to be won with Exodus Travels

� Win a spa day for two people with
the BodyHoliday
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ZAFIRO HOTELS has introduced two
new five-star hotels to the Balearics,
as well as ten additional four-star
properties, in a bid to appeal to a wide
range of holidaymakers.
The Zafiro Palace Palmanova, located

in Palma Nova, and the Zafiro Palace
Alcudia, located in Puerto Alcudia, are
the two five-star hotels. Meanwhile, the
ten four-star hotels are located on the
islands of Mallorca and Menorca.
Director of marketing for the hotel

group, Tobias Neumann outlined the
company’s next steps: “As a new brand
to the Balearic Islands, our goal is to
develop the hospitality offering across
the four- and five-star sector of the
industry. With a modern approach that
looks to the future whilst engaging
with locality, our hotels adapt
themselves to welcome a variety of
guests from multi-generational

families to romantic couples with
innovative design and dynamic
experience to satisfy all.” 
The hotels offer a range of board

options, including all-inclusive, half-

board and bed-and-breakfast. Room
options include, suites, swim-up rooms,
and rooftop Jacuzzis.
For more details, go to
www.zafirohotels.com

Spending up big with Princess Cruises
PRINCESS CRUISES is offering up to $375 per person
onboard spending money, or free flights and transfers
on select Europe-based sailings, on almost 800 voyages
departing in 2019 and 2020. The deal runs until
December 20.
The onboard spending money is for first and second-

class guests sharing a stateroom and is available on more
than 700 cruises, ranging in length from seven to 58 days.
They cover destinations across the world including Europe,
Asia, the Caribbean, Australia, Alaska and South America.
Sample voyages include a seven-day Mediterranean

and Adriatic cruise; a seven-day Scandinavian cruise
and a 24-day Canada & New England cruise. 
The popular 2,670-guest Sapphire Princess, which sails on

round trips next year from Southampton to a range of
destinations, including the Mediterranean, Canary Islands,
Scandinavia and Canada & New England, is part of this offer. 
Alternatively, guests can opt for up to £350 per person

off flights and transfers on more than 70 Europe-based
fly cruises. The 3,660-guest Sky Princess will feature as
part of the offer. The ship launches in October 2019 with
an inaugural season in the Mediterranean, departing
from Barcelona, Rome and Athens. 
For more information, go to www.princess.com

A swim-up room at the Zafiro
Palace Palmanova.
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DESERT DISTANCES... Visitors to Israel at the end of November
can either watch or participate in the Eilat International Desert
Marathon, with a range of distances for runners to choose
from, including full and half marathons, as well as 10km and
5km courses. www.desertrun.co.il   

A worldwide boost for data to measure sustainability in tourism
THE WORLD Tourism Organisation’s (UNWTO) Measuring the Sustainability of Tourism (MST) initiative has received a
boost with plans to create a draft framework for a data standard for tourism’s impact on sustainability. The goal is to
have the standard adopted as the third international standard on tourism statistics by the UN Statistics Commission
(UNSC). A group of UNWTO experts met to summarise pilot studies conducted in Germany, the Philippines and Saudi
Arabia to test MST’s relevance and show the feasibility of the proposed framework in three different national contexts.
For 2019 the MST working group has tasked itself with refining and documenting three statistically based tourism

indicators to monitor the Sustainable Development Goals (SDGs) and their targets.
UNWTO is the custodian agency of these three indicators, and coordinates the development of tourism-related

indicators with countries and UN agencies. The next step will then be to present this draft framework in UNWTO’s 2019
meetings of its governing bodies. For more information about the work of UNWTO and to follow the progress of the MST
initiative, go to www.statistics.unwto.org 
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Zafiro takes a broad brush to the Balearics with new hotel launch
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Where Am I?

Known for its emerald waters and thousands of towering
limestone islands topped by rainforests, junk boat tours and
sea kayak expeditions take visitors past islands named for

their shapes, including Stone Dog and Teapot islets.

Fill in all the squares in the grid so that each row, column and each of the

3 x 3 squares contains the digits 1-9.
Once you have completed the puzzle, simply identify the numbers that relate

to the letters, A, B, C and D then e-mail the solution, with your name,

company name, and full postal address plus phone and ABTA number if

applicable to:

competition@travelbulletin.co.uk

Closing date for entries is Thursday, November 15th. Solution and new

puzzle will appear next week.

The winner for 26th October is Stephen Lee, Flight Centre

in Cheltenham.

October 26th Solution: A=2    B=9    C=6    D=5

Number: 041

Across 
1. Part of the Wyndham Hotel Group (4,3)
7. Currency of Nigeria (5)
8. English stand-up comedian, Jack (3)
9. City with a famous Minster (4)
11. Chichen Itza is a popular tourist attraction

in this country (6)
13. Capital of Canada (6)
14. Crystal Ski offers holidays to this Colorado

resort (4)
16. London Heathrow airport code (3)
17. California national park, ___ Valley (5)
19. Sharp sounding landmark off the Isle of

Wight (7)

Down 
1. Film-maker behind Armistice Day, Pages of

the Sea (5,5)
2. Currency of Japan (3)
3. Accor Hotels brand (4)
4. Capital of Niger (6)
5. Holiday island and fortified wine (7)
6. Louisiana city known as the Big Easy (3,7)
10. Harry and Meghan spent the last day of

their New Zealand tour here (7)
12. Country where a young girl recently pulled

an ancient sword from a lake (6)
15. Welsh footballer, Gareth (4)

Where Am I?

Fill in the crossword to reveal the mystery location highlighted by the green squares.

For the solution to the Crossword and Where Am I? 
Please see page 22

Crossword

Su Doku
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Win a £50 M&S voucher in the travelbulletin Su Doku prize puzzle

�A

�B

�C

�D
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Industry
Insight by...

Building your client base with a bit of creative thought goes a long way, says
ANDY STARK, managing director of The Global Travel Group

ON A recent visit to London something struck me. It
wasn’t an inconsiderate cyclist or a low-flying pigeon,
but instead a realisation.
Strolling across Waterloo Bridge, my path was

frequently blocked by groups of chattering, excited
tourists from all around the world. Sure, the weather is
all a bit grey, but nothing seems to put people off
coming to the capital.
Obviously, the weakness of the pound has been a real

positive for incoming visitors. The UK is traditionally
quite expensive, so it is no surprise the crowds are
coming now their dollar, euro and yen buy so much
more. But seeing all these folks got me thinking… what
is it that really drives where we go on holiday?
As a nation, we are lucky to have so much to see and

do. Great Britain does a great job of promoting itself
overseas, so whether you are into Shakespeare, ancient
castles, music, steam trains or a proper pint, there’s a
holiday option here for you.
‘But hang on a minute,’ you might be saying, ‘what

has that got to do with me?’ Well, first up, I did wonder
whether, as an industry, we really focus enough
attention on selling the United Kingdom ourselves. It can
be very easy to slip into the groove of suggesting foreign
jaunts when a homegrown alternative – especially if the
British summer follows the same pattern as last year –
is right there waiting to be enjoyed.
Such is the Internet-inspired craze for having a

holiday to brag about, I can’t help thinking that
sometimes we have forgotten the art of thinking
creatively. As little as 15 years ago, I can recall many
more retailers putting together exceptional short
holidays in the UK for groups alongside supportive
operator partners. Got clients who want a hipster vibe?

How about Manchester’s trendy Northern Quarter?
Anyone after great food, dancing, clubs and art? There’s
a range of cities with offerings to cater to all tastes. 
As well as providing valuable income (remember,

people taking special interest trips are not afraid to
upgrade), building your client database this way will
very often lead on to an additional foreign holiday sale
to the same people maybe later in the same year. 
If you know, for example, that a client really loved

their four days in the south-east exploring the royal
palaces, it doesn’t take too much of a leap to guess they
might be fans of Harry and Meghan. Just how much
would they have liked being in Sydney when the happy
couple were there last month? Would they like to follow
in their footsteps now and do their own ‘state visit’ to
Fiji, Tonga and New Zealand?

Ultimately, it is all about realising the benefits of
what you’ve got on your doorstep, including local
organisations and sports clubs. With a bit of effort and
creative thought you could be sending your local rugby
club to Japan for the World Cup next autumn. The
people of Tokyo will be happy you sent them.

“As little as 15 years ago, I can
recall many more retailers

putting together exceptional
short holidays in the UK for
groups alongside supportive

operator partners.“

bulletinbriefing
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VISIT SCOTLAND is helping holidaymakers discover the historic town of Paisley, as it competes with
Edinburgh as the country’s most iconic destination for creative culture and arts in 2019. With a world-
famous textile heritage and home to the iconic Paisley pattern, the town will be investing in its tourism
infrastructure with a revamp of its museum (ready for 2022) and a new tourist trail for next year.
Scotland’s largest town will also see a new programme of events including parades, food carnivals
and international music festival for 2019.

Super Break brings back ‘Agents Guide to London’
SUPER BREAK has re-introduced its ‘Agents Guide to London’, designed to ensure agents
have as much information as possible at their fingertips when selling London short breaks.
The six-page A4 guide has a range of maps showing the main sites, theatres, tube stations,

and major attractions broken down into themes – Family and Attractions, Cultural London,
Luxury London, and Free London –making it easier for agents to make relevant suggestions
to customers about what to do while in the capital alongside popular holiday packages.
Gary Gillespie, national sales manager for the operator, said: “We always listen to

agents and we’ve had lots of requests for the return of this counter guide. We haven’t
produced one for several years and it’s great that agents can now take advantage of all
the information inside it and focus in on selling London, especially as we approach the
popular festive season.”
A PDF version of the guide is available at www.superbreak.com/agents to download.

SWANBOROUGH LAKES Lodges will be
welcoming couples from across the UK
after opening its doors for the first time 
this autumn.
Seven newly built luxury lodges feature at

the site, which is set within the historic
3000-acre Iford Estate in the South Downs
National Park. All come with contemporary
interior design, lakeside views and hot tubs
as standard making them well suited to
romantic retreats, or a relaxing base for
families and visiting friends to explore
Sussex and the South Downs. A four-night
break for up to four people costs from £395
and from £625 for a week.
Ben Taylor, managing director of Iford

Estate and Swanborough Lakes Lodges,
said: “The Iford Estate has a 125-year long
history of farming and conservation, and
these new lodges are a fantastic way for us
to diversify our offering. That’s why we have
invested significantly in ensuring our

customers experience the very best quality
and luxury when staying with us.”
The new location is being promoted as

part of an exclusive partnership with
Hoseasons, and joins the company’s
Autograph Lodge Holidays collection – a
premium portfolio of its most luxurious
properties for couples across the UK.
Mark Warnes, property and portfolio

director for the operator, said: “We’re
delighted that Ben and the team have
joined the Hoseasons family. Swanborough
Lakes Lodges is exactly what we have in
mind when we talk about offering a better
place to stay. The design-led lodges are up
there with the best in the UK and we’ll be
doing everything we can to raise awareness
of this stunning location to national
audiences through our extensive marketing
activity and large customer base.”
For more information, visit
www.hoseasons.co.uk or 0345-498 6130. 

Romantic retreats: Luxury lodge park in Lewes capitalises
on couples market as official partner of Hoseasons

Premier celebrates 40
years of Channel Islands
PREMIER HOLIDAYS is
celebrating 40 years of
selling the Channel
Islands with the launch of
its 2019 brochure.
The short haul brochure

features Jersey, Guernsey,
Alderney, Sark, Herm, Isle of
Man, Isles of Scilly and the
Isle of Wight and is valid for
travel until December 2019.
New products include

heritage breaks in Jersey
encouraging holidaymakers
to step back in time 
and stay somewhere
unique − such as in rustic
coastal towers, forts, or
converted barns – and
Jersey Heritage Passes
from £32 per person giving
clients unlimited access to
four historic attractions for
the price of three. The
operator has expanded its
Isle of Wight product for
next year with hotels in
new areas on the island.
To further mark the

anniversary, the operator
has released a selection of
autumn breaks to Jersey
and Guernsey offering
savings and added benefits
on stays until December.
Log on to
www.trade.premierholidays
.co.uk for more details.
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WARNER LEISURE Hotels is offering guests a free room upgrade
when they book a 2019 break at its historic Cricket St. Thomas
property in Somerset. This offer is available until November 30,
offering guests the opportunity to select a Walled Garden
Signature Room at no additional cost. Guests looking for a warming
break, can opt for two-, three-, four- or seven-night options to
shake off those winter blues. Visit www.BourneLeisureSales.co.uk 

RESEARCH COMMISSIONED by VisitEngland suggests
that UK millennials are being held back from taking a
gap year or career break.
The survey found four in five 18-34 year olds would

consider taking a career break to travel in the next three
years, lured by the prospect of life-enriching experiences
such as discovering new cultures (59%), ticking off
bucket list experiences (34%) and volunteering or
supporting good causes (25%). But only 8% of millennials
in full-time employment said they were very likely to do
so with financial constraints (75%) and impact on job
progression (41%) cited as the two biggest barriers.
However, the research also suggested that the

traditional “nine ‘til five” is being replaced with flexible
working arrangements – 40% of 18-34 year olds in the
UK said their employers offer flexible working hours and
16% have the opportunity to work remotely.
Due to this shift in modern attitudes to work, 79% of

millennials said that flexible working arrangements
already do, or would make them likely to travel more.
The idea of taking a short break at home, rather than a
gap year or career break, also holds appeal for 'Gen Y'–
58% said that being able to maintain their employment
was one of the biggest benefits, whilst more than one in
ten cited the chance to tick off destinations at home.
With more flexibility in their work-life balance and an

appetite for exploring what's on their doorstep,
VisitEngland is predicting the emergence of
'microgapping' amongst millennials defined as the 
act of taking short breaks that offer the same 
self-development opportunities of a typical gap year 
or career break.
When it comes to taking a short break, the research

also suggests that millennials want similar experiences
to those usually offered on a gap year – including
relaxation and wellbeing (50%), seeing iconic landmarks
(41%), trying local food and drink (33%), learning new
skills (16%) and supporting good causes (13%).
Of those surveyed 64% said they found the idea of

'microgapping' in the UK appealing and more than half said
they were likely to go microgapping in the next three years.
VisitEngland Director, Andrew Stokes said: “Flexible

working arrangements are giving UK millennials a
greater opportunity to discover what's on their doorstep.
Whether that's taking a digital detox in a sustainable
treehouse in Cornwall, learning to cook foraged
ingredients, swimming through Durdle Door or simply
discovering local stories in a new city; England is
bursting with the enriching experiences that people
want from a gap year or career break.”

Ride the Hogwarts Express − it’s full steam
ahead for Harry Potter fans! 

SHEARINGS HOLIDAYS has launched a new tour for 2019
that includes a journey on the iconic Jacobite Steam
Railway – better known to many as the Hogwarts Express.
Travelling along the West Highland Line from Mallaig to
Fort William, the journey travels via some of Scotland’s
most standout scenery and also crosses the 21-arched
Glenfinnan Viaduct, which wizarding folk will know as the
way to Harry Potter’s Hogwarts.
This eight-day ‘Fort William & Jacobite Steam Railway’

tour is available by coach (from £445 per person) or rail
(from £546) and is based at the Bay Caledonian Hotel. The
tour includes three excursions: a journey on the Jacobite
Steam Railway; a visit to Oban and a journey through the
Highland scenery passing lochs and glens to reach the Kyle
of Lochalsh, gateway to the isle of Skye. Packages are
available on selected dates in May and June 2019 from
various pick up points in the UK.
Go to www.shearingsagent.com to find out more.

Could ‘microgapping’ be the next
big trend among UK millennials?

Butlin’s introduces Sleeping Beauty as new pantomime for 2019
BUTLIN’S IS inviting its guests to enjoy a pantomime classic with Sleeping Beauty joining its live show repertoire for 2019.
Available across all breaks next year and catering to every age, the popular fairy tale will be brought to life in

the brand’s classic fun and interactive style. The pantomime joins a host of other live shows for 2019 including
the return of Big Top Circus, Diversity, Mr Men and Little Miss, and the Teletubbies; to name but a few.
A three-night weekend break at Minehead, Somerset starts from £51 per person. This price is based on two

adults and two children sharing a Silver room arriving on February 22, 2019.
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Walking Wales: make the most of the coast
VISIT WALES will be putting the spotlight on the Wales Coast Path
for 2019. The Wales Coast Path opened in May 2012, making Wales
the first country in the world to provide an uninterrupted route
along a national coast. With 870 miles waiting to be explored,
visitors can discover city waterfronts, writers’ retreats, rare
wildlife and historic castles along the path; a haven for hiking,
wildlife and views of the iconic Welsh coast.
For next year, the Wales Coast Path will launch a 2019 walking

festival in association with Ramblers and Keep Wales Tidy. The
‘Big Welsh Coast Walk’ will take place across Wales’ seven coastal
regions over a period of seven days in May 2019, including short
health walks, walks for families, middle distances and challenging
hikes for advanced walkers. The seven regions involved in the
festival will include South Wales, The Gower, Ceredigion, the Llyn
Peninsula, Pembrokeshire, Carmarthen, and North Wales.  
In tandem, a cross platform campaign called

#ThisMomentNow will be launched to inspire walkers and
encourage them to take on the path as a New Year’s challenge,
while promoting its various routes and the positive benefits of
coastal hiking. This new campaign invites tour operators and
agents to develop new opportunities and packages for 2019 
with a new Wales Coast Path Agent Toolkit to be introduced for
next year. The toolkit will include a new series of itineraries,
agent tour packages, product suggestions and other
opportunities. It will highlight the major events taking place
along the 870 miles of coastline. 
For information visit www.walescoastpath.gov.uk/?lang=en

Is Instagram changing the traditional
British day out?

A RECENT poll by Away Resorts has found that as
many as 30% of Brits have visited a location just to
take an Instagram photo.
Highlighting just how powerful social media can

be to domestic tourism, the holiday park operator
asked UK residents if they had been influenced by
someone else’s social media post to visit
somewhere, with 53% admitting they have. Those
aged between 25-34 were found to be most likely
swayed by other people’s social posts (50%)
further demonstrating that ‘social proof’ from
peers is an influential factor in domestic tourism,
especially for millennials. The poll suggested that
a tourist spot’s “instagrammable” appeal is
becoming an important feature to entice visitors
and that sharing photos and online check ins on
social media are now becoming a staple of the
Great British day out.
The poll confirmed that green spaces are still a

favourite day trip destination and social media
backdrop, with 43% of participants saying they go to
rural, countryside locations the most for their day
trips. This was followed by 40% saying they visit
cities and only 17% saying they head to the beach. 
Go to www.awayresorts.co.uk for find out more.
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VELAA PRIVATE Island will be hosting a series of special island events this December to mark its fifth
anniversary. Pairing revolutionary cuisine with secluded beauty, the island’s award-winning chef Gaushan
de Silva will create a banquet on December 20 complemented with cocktails to toast the evening, all
served to the soundtrack of acclaimed cellist Terezie Kovalová. Other events will include a water
projection and laser spectacle concluding with dancing by starlight and entertainment by Nova Jazz. The
resort will also host a collection of beachside sporting tournaments adding to the overall excitement of
the occasion and will also be welcoming Sicilian four-piece band Swingrowers – globally renowned for
their blend of dance music influenced by 20s and 30s style swing. Visit www.velaaprivateisland.com

luxury

THE LATEST Virtuoso Luxe Report reveals
travellers in 2019 will be seeking highly
personalised holidays, inspired by a desire to
experience new destinations in unusual ways.
Each year, global luxury travel network

Virtuoso surveys its travel agencies and
advisors in 50 countries, including 28
locations in the UK, to forecast consumer
preferences for the coming year in high-end
and experiential travel.
The group’s affiliated travel advisors

highlighted client requests that illustrate a
desire for a deeper level of personalisation
and one-of-a-kind experiences; from
specific seat numbers on planes and hotel
room numbers to precise rental car types,
travellers are becoming more vocal about
their exact preferences. Nothing is left to
chance, as increasingly clients ask for
prearranged meals and appointments,
seeking not just restaurant reservations but
exact tables at in-demand hot spots as well
as pre-ordering wine to accompany the
meal. Advisors have also been asked to
book sessions with hairdressers, massage
therapists and even tattoo artists.
Five key trends were uncovered in the

Luxe Report – all with an overarching
movement toward personalisation.
In terms of motivation, social media has

had an unmistakable influence, driving
travellers’ desires to find the most captivating
backdrops and the best time of day for
capturing images. Clients are requesting on-
site photography sessions to create
Instagram-worthy content, including themed
photoshoots characteristic of destinations,
such as wearing traditional geisha attire in
Kyoto or ball gowns in Venice.

When it comes to transportation and
flying commercial, airlines with state-of-
the-art business and first-class cabins are
unsurprisingly a favourite and upon landing,
VIP airport arrival services that whisk
travellers through customs and ease tight
connections are growing in demand.
Requests are on the rise for private helicopter
transfers to and from airports as well as from
one city or resort island to another.
It’s been noted that experiential travellers

are craving stays in unconventional
accommodation options; ranging from a
treehouse to a monastery to an igloo in
Norway, a tent in the Moroccan desert, the
shores of the Red Sea, and even a bubble
nestled in nature. Personal interests are
increasingly incorporated within holidays;
sports fans are asking for tickets to major
events such as the Olympics, Super Bowl
and Wimbledon whilst art aficionados are
inquiring about private tours of locales like
the Vatican after hours. Shoppers want
appointments at high-end stores such as
Hermès to purchase signature items whilst
music lovers are booking trips to summer
festivals and concerts.
Travellers are also expressing a

heightened interest in animal-related
experiences. Some have requested visits to
animal protection facilities or to observe
animals in the wild, such as whale watching
and viewing rhinos at a close range. Some
want to interact more directly, such as at
the Giraffe House in Nairobi or dog sledding
to the North Pole. Holidaymakers also
exhibit concern for animal welfare and want
to ensure that interactions are sustainable. 
For more information visit www.virtuoso.com

A year of ultra-personification for upscale travellers
Great Rail goes Golden
HOLIDAYMAKERS LOOKING
to experience the luxury to
be found aboard the Golden
Eagle can opt to experience
a once-in-a-lifetime rail
journey from Vladivostok to
Moscow with Great Rail’s
16-day ‘Golden Eagle
Trans-Siberian Express’
from £16,275 per person.

Julian Appleyard, the
company’s commercial
director, said: “The Golden
Eagle Tran-Siberian
Express is one of the finest
journeys in the world. The
stops between Vladivostok
and Moscow are full of
history and are all
incredible to visit but it is
the train itself that makes
this journey unforgettable.
The private train offers a
standard of accommodation
and catering that most rail
passengers can only dream
of; this opulent and highly
luxurious train is furnished
and decorated in a
classical style and to the
highest standard. No
expense has been spared,
ensuring that this
luxurious train is one of
the unforgettable
highlights of this journey.”
Go to
www.greatrail.com/grj-
independent or call 0800-
240 4470.
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Signature Experiences give travellers
the very best Canada has to offer
DESTINATION CANADA, Canada's national tourism
marketing organisation, recently welcomed two new
members to the Canadian Signature Experiences collection.
Canadian Signature Experiences is a curated collection

of more than 200 authentically Canadian travel experiences.
As diverse as the country itself, these unique experiences
are offered from coast to coast and work as an introduction
to the best Canada has to offer.
David F. Goldstein, the organisation’s president and CEO

said: “The quality experiences and activities that form the
Canadian Signature Experiences collection offer visitors to
Canada an authentic insight into our diverse country. They
are designed to inspire travellers to consider new, often
surprising adventures and locations in Canada, and we
believe our two new members will do just that”.
The two new experiences are: guided adventures with

SkiBig3 where travellers can now experience Alberta's
three iconic ski resorts - Banff Sunshine, Mt. Norquay and
Lake Louise Ski Resort – on a three-day programme
through the eyes of a local; and the chance to explore the
wild east coast of Baffin Island with One Ocean Expeditions.
For more information go to www.destinationcanada.com.

THE SCHLUMBERGER sparkling wine cellar in Vienna is Austria’s
oldest sparkling winery and offers a unique mix of history, tradition
and innovation. Visitors can learn about theméthode traditionelle,
one of the most prestigious methods of producing sparkling wine
and can be booked onto special tasting packages to enjoy the taste
of some of Schlumberger’s most exquisite sparkling vintages.

Win a holiday to Dubai with Caribtours’ autumn booking incentive
WITH THE launch of its Autumn Luxury Travel Magazine, Caribtours is giving agents the chance to win a luxury
stay in Dubai with every booking made. 
The operator’s latest issue reveals exclusive holiday offers to some of the hottest destinations, ideal for travellers

seeking to extend their summer now that the temperatures have fallen, with savings of up to 45% off and
complimentary upgrades. Paul Cleary, the company’s managing director, said: “We are delighted to unveil the autumn
issue of our Luxury Travel Magazine, filled with insider tips, recommendations and exclusive offers on the best resorts
and top destinations of the season. We pride ourselves on our ability to accurately home in on our customers’ needs by
delivering the highest levels of quality service, attentiveness and the bespoke expertise.”
Travel agents booking these offers can earn rewards and be in with a chance of winning a luxurious stay in Dubai. For

any offer bookings made, travel agents can earn up to £200 in vouchers as well as enter a competition to win a five-
night stay at the Jumeirah Zabeel Saray in Dubai through bookings made in the period between October 9 –November
18 and emailing werewardagents@caribtours.co.uk by November 25 with the booking reference.
Visit www.caribtours.co.uk/travelagentcomp to find out more.

TRAVEL AGENTS can help their
clients experience the ‘Presidential
Treatment’, from the moment they
arrive and throughout their entire stay
when booked in to stay at the Zoëtry
Villa Rolandi Isla Mujeres Cancun.
A stay in the Presidential Suite for

three nights or more will see
holidaymakers experience Isla

Mujeres like a VIP. The Presidential
Treatment includes private ground
transportation from the airport and to
Marina Hacienda del Mar, a lobster
dinner at le metissage deck, private
cooking lesson with a personalised
and signed chef apron and
preparation of a signature recipe with
one of the resort’s head chefs, along

with one bottle of Moet Champagne, a
premium in-suite bar and nightly petit
fours. The package further includes
an Isla Mujeres private sunset tour
with Moet and live saxophone music,
a signature 50-minute massage at
the thalasso spa and half-day
complimentary golf cart rental to
explore the island.

Get the presidential treatment on the Island of Isla Mujeres
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ABERCROMBIE & Kent has unveiled its
2019/2020 Escorted Tours programme,
including new Immersive Journeys – a
range of unique small group tours
designed with the trade in mind.
The escorted tours, limited to 18 guests,

are led by the operator’s resident tour
directors and feature only five-star luxury
accommodation and experiences. The tour
operator has two types of offering –
Luxury Small Group Journey and a new
addition, Immersive Journeys, and both
are available to trade partners.
The Immersive Journeys programme

includes support of an escorted group and
more freedom; a more leisurely pace to help
guests get under the skin of a destination;
no single supplement for the first four solo
places booked; an ‘Innovation Design Your
Day’ concept where guests can choose the
experience best suited to them; and to
celebrate its launch, a reduced deposit of
£250 if confirmed by December 31.
The Luxury Small Group Journeys offers a

faster pace of travel and guests have access
to VIP Travelling Bellboy; a Traveller’s Valet;
unique and varied dining experiences; and

the opportunity to ‘Ride like a Local’.
In total, there are 13 new immersive

journeys to the portfolio, across five
continents and 12 countries. Luxury Small
Group Journeys total 31 across the world.
Kerry Golds, managing director of the

tour operator, said: “We’ve been
pioneering luxury travel since our
inception over 55 years ago. We’re
continually on a quest to provide the best
experiences to guests new and old with
the trade in mind. We believe there is a
gap in escorted touring which goes beyond
the five-star – which is why we’ve
launched our Immersive Journeys
programme. We’ve created it with the UK
traveller in mind; no single supplement,
guaranteed departures and our unique
‘Design your Day’ concept bring escorted
touring to the modern, discerning
traveller. We’ve consulted with our trade
partners and listened to what their clients
want. We’re excited for this new iteration
of our escorted tour programme and to
further work with the trade.”
Visit www.abercrombiekent.co.uk to find 
out more.

travelbulletin.co.ukNovember 9 201820

luxury

CONRAD HOTELS & Resorts has revealed four exclusive, customisable experiences at THE MURAKA
at Conrad Maldives Rangali Island. THE MURAKA, set to debut this month, is a first-of-its-kind
undersea villa with accommodations both above and below the surface of the water and will offer a
collection of four experience menus available exclusively to those staying here. Tailored to the
desires of different travellers with experiences ranging from adventure, gastronomy and
entertainment to wellness, culture and sustainability, the menus are titled ‘The Wanderers’, ‘The
Flavours’, ‘The Soul’ and ‘The Thrill’. For more details go to www.conradmaldives.com

A&K launches trade-friendly escorted tours programme

Shangri-La Hotels & Resorts breaks new ground in Australia
BUILDING THE future home of Melbourne’s first Shangri-La hotel, last month saw the ground-breaking ceremony on what
will become one of the city’s most iconic developments; Sapphire By The Gardens located at 308 Exhibition Street.
Developed by developer S P Setia, the mixed-use project’s western tower will measure 62 stories and host Melbourne’s

newest five-star hotel, the Shangri-La. Connection between towers will be via a Sky Lounge on level 46 overlooking the
UNESCO world heritage-listed Royal Exhibition Building and its surrounding Carlton Gardens.
Commenting on the project’s 500-room luxury hotel, Shangri-La’s CEO, Lim Beng Chee, said: “Melbourne is one of

Australia’s top business and tourism cities and we are pleased to partner SP Setia for our expansion in the city. Shangri-La
Hotel, Melbourne will be part of an iconic building complex within walking distance of diverse offerings including vibrant retail
and dining hubs, as well as cultural and theatre attractions. We couldn’t have chosen a more strategic and spectacular
location to site our hotel and to introduce our Asian-inspired hospitality to all visitors once the complex is completed.”

A treat for the 
Six Senses

ADDING NEW destination to the
group’s portfolio, Six Senses
has opened an all-suite-and-
villa resort perched atop the
Bali’s Uluwatu clifftops.
Sharing ocean views with the

island’s famed Uluwatu Temple,
the resort is home to 28 Sky
Suites, 62 one-bedroom villas
and seven two-bedroom villas.
The most luxurious
accommodation option is the
expansive Retreat Villa which
sits on a prominent knoll with
sweeping views of the Indian
ocean and resort beyond. 
There are two restaurants, 
a pool bar, a restaurant with a
Chef’s Table and cooking
school, and an extensive
organic garden is planned. 
The Six Senses Spa offers

locally-inspired specialty
treatments together with an
extensive menu of signature
therapies, from multi-day
wellness programmes to
rejuvenation therapies and
detox, and a selection of
activities and complimentary
morning yoga. The resort’s own
Balinese temple creates a
tranquil setting and other 
on-site facilities include a 
vast central pool, gym, and
experiences centre that can
arrange visits to everything that
the island has to offer, from
sightseeing excursions, to
cultural events plus over and
underwater activities.
Rates start from

approximately £388 per Sky
Suite per night, while rates in a
Cliff Pool Villa start from £621
per night. 
Visit www.sixsenses.com
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We asked our staff the following question this week:

What do you think about when you hear the word ‘luxury’?

Crossword:
Across: 1. DAYS INN, 7. NAIRA, 8. DEE, 9. YORK, 11. MEXICO, 
13. OTTAWA, 14. VAIL, 16. LHR, 17. DEATH, 19. NEEDLES. 
Down: 1. DANNY BOYLE, 2. YEN, 3. IBIS, 4. NIAMEY, 5. MADEIRA, 
6. NEW ORLEANS, 10. ROTORUA, 12. SWEDEN, 15. BALE, 18. HEL. 

Highlighted Word: INDIA

Where Am I?: Halong Bay, Vietnam

puzzlesolutions

020 7834 6661

FOLLOWING A five-month transformation programme, the Jumeirah Group has
announced that its Dubai landmark, the Jumeirah Beach Hotel, has officially re-
opened, returning with a more contemporary ambience, new dining experiences
and redesigned rooms and suites. Todd Cilano, senior regional vice president and
general manager of the five-star property said: “Words cannot do justice to how
impressive the Jumeirah Beach Hotel looks. For our returning guests, it is still the
much-loved hotel that has been a familiar home away from home, but it has been
completely re-energised. From the beach cabanas, kids club, outdoor and indoor
dining, our beautiful lobby and arrival, through to the guest rooms with the best
views of the Burj Al Arab anywhere in the city, the Jumeirah Beach Hotel is a jewel
that must be seen and experienced.” Visit www.jumeirah.com
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https://www.marriott.com/hotels/travel/pfomd-parklane-a-luxury-collection-resort-and-spa-limassol
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