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THE WORLD Tourism Organisation (UNWTO) has carried out 
its first ever global survey in an attempt to better understand 
how tourism is perceived at a residential level. The online 
study – which gathered the opinions of 12,000 people from 
more than 15 countries – found that over half of respondents 
consider tourism to have a positive impact in generating 
local revenue and cultural wealth in their local community. 

Nearly half of participants (47%) believed they live in a 
city with a high number of visitors. However, these 
numbers are surprisingly varied across countries, from 
68% in Australia to just 33% in France which, according to 
The Telegraph, leads the worldwide tourism figures with 
around 93.8 million international visitors last year. 

However, not everyone believes tourism has had a 
positive impact on their community. A minority of 
participants (12%) maintained the number of people visiting 

their local area should be limited, with just 7% arguing 
tourism promotion should be stopped altogether. 

Speaking of the findings, UNWTO secretary general 
Zurab Pololikashvili, said: “Today, adequately managing 
tourism to the benefit of visitors and residents alike, 
ensuring that local communities are listened to and 
benefiting from tourism is more important than ever. 

“There is a pressing need to set a roadmap for tourism 
which is fully aligned with the urban agenda.” 

Almost half of respondents (49%) said there should  
be better measures to manage the number of tourists 
visiting their local area, with 70% suggesting these 
measures should focus on improving facilities  
and creating attractions which can be enjoyed  
by tourists and residents alike to benefit the  
community as a whole. 

BUTLIN'S HAS embraced Hollywood's thirst for musical nostalgia with its latest line-up of evening entertainment. With Bohemian Rhapsody 
tipped to dominate this year’s Academy Awards, Butlin’s Minehead Resort in Somerset is sending viewers back in time with a collection of 
tributes to musical legends throughout the decades including the Rat Pack, the Jersey Quartet and more. Pictured above is a snippet from 
the holiday chain’s retro new show Rocket Man – a celebration of Elton John. For more information go to www.butlins.com. 
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newsbulletin

CLASSIC COLLECTION holidays has 
added nine hotels in Dubai and six 
hotels in Mexico to its portfolio of luxury 
holidays for 2019. 

The tour operator has negotiated 
competitive hotel rates in all nine Dubai 
hotels, in partnership with Alpha 
Destination Management, meaning 
agents will be able to book 
accommodation at any of the hotels on 
demand. Additionally, Classic is offering 
private resort transfers and fast track 
meet-and-greet on arrival for customers 
travelling via Dubai Airport. 

The company’s range of Riveria Maya 
hotels features Mexico’s Belmond 
Maroma Resort & Spa, as well as the 
TRS Coral – a member of Leading 
Hotels of the World and part of the 
Palladium Hotel Group. UK airport 
lounge passes are included with each 
Mexico booking, and private resort 
transfers will be provided via the 
operator’s handling agent. 

Breaking away from the traditional 
cycle of brochures, Classic has decided 
to adopt a digital first approach, adding 
details of its new collection of hotels 
online. Details of its Dubai hotels are 

expected to feature in an expanded 
cities brochure, which will be available 
from May, while Mexico will feature in a 
worldwide brochure later in the year. 

Nick Munday, managing director for the 
operator, said: “In the list of international 
luxury holiday destinations, Dubai holds a 
special place. It’s home to the world’s 
tallest building, the largest indoor theme 
park and biggest shopping mall. But within 
the city there are elements of a rich culture 
and history. We’re also looking forward to 
introducing our guests to the hidden 
treasures of Mexico. Along the Riveria Maya 
they can experience virgin beaches, crystal-
clear waters and an abundance of coral 
reefs and marine species.” 

Last year, Mexico became the sixth 
most visited destination in the world, 
with the picturesque Riveria Maya and 
Cancun gaining the greatest number of 
British visitors across the country. 

Likewise, Dubai welcomed a record 
number of tourists in the first half of 
2018, and hopes to welcome as many as 
20 million visitors by 2020. 
For further information call visit 
www.classic-collection.co.uk or call 
0800 008 7288.

Flybmi files for 
administration 

BRITISH MIDLAND Regional 
Limited announced it has 
ceased operations effectively 
immediately after filing for 
administration on February 16. 

The airline, which operates 
as Flybmi, has cited several 
difficulties which have lead to 
its demise, including spikes  
in fuel and carbon costs, as 
well as the uncertainty 
created by Brexit within the 
travel industry. 

Thousands of passengers 
have been left out-of-pocket 
by the airline's demise, with 
flybmi advising customers to 
seek refunds from their credit 
card companies. 
More information about 
customer actions can be 
found on the Flybmi website. 

Classic broadens its horizons to Dubai and Mexico
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The travel industry needs more engagement, study finds 
AGENTS COULD benefit from boosting their engagement with current and potential 
customers, following the release of travel industry research by different, an advertising 
agency. Researchers surveyed consumers in five major life stages about their opinions of 
travel brands. The results uncovered the communications desired by students, home 
movers, new parents, empty nesters and pensioners. 

More than half of empty nesters (61.7%) feel misunderstood by travel companies. But 
they say they are still able to buy products they want from the sector, suggesting that 
tweaking messaging to better engage consumers will make a big difference to this group.  

There’s room for improvement with pensioners too – 80% feel their needs are not 
understood and a similar proportion report that they can’t buy the holidays they want, 
revealing a major lack of consumer insight. 

Home movers and students are more positive. They feel their needs are understood by the 
sector, but require advice to help them stick to their budget, specifically by offering discounts. 

Of all the sectors surveyed, travel was the sector with the most consumers (87.1%) 
wanting to hear from brands more, indicating there are gaps in messaging and targeting 
from across the travel industry. 

“Many travel companies are focusing on cost as far as comms go, undermining the 
power of their brand. Brand is what ensures audiences build an affinity with them. It’s 
about more than just the prices on offer. Making the brand inseparable from the customer 
experience should be a priority,” said Ben Quigley, group chief executive officer at d.fferent. 
“But to do this, brands need to reassess the customer journey to ensure a frictionless 
experience and increase engagement. With new parents, empty nesters and pensioners all 
feeling misunderstood, it is clear the sector must put insight to better use, adapting 
messaging across different groups, based on their needs, behaviours and expectations.”

newsbulletin

THE WIZARD KING...The Gardaland Magic Hotel is scheduled to open on May 31. The magic-themed 
hotel features a Great Wizard as the host who popped by to check on the workers who are putting the 
finishing touches to the rooms, such as Wizard House, Magic Ice Castle and Enchanted Forest.

Boudicca rules the 
waves from Dover  

FRED. OLSEN’S Boudicca, 
an 880-guest vessel, has 
commenced voyages from 
the port of Dover. 

Upcoming itineraries 
include a 22-night, adults-
only  ‘Amalfi, Tuscany & 
the Italian Riviera’ cruise, 
departing on April 25, with 
prices starting from £2,499 
per person; a 13-night 
‘Icelandic Wonders & 
Wildlife’ cruise, departing 
on June 18, with prices 
starting from £1,899 per 
person; and nine-night 
‘Scenic Fjords of Norway’ 
cruise, departing on 
August 28, with prices 
starting from £1,299 per 
person. Prices are based 
on two adults sharing a 
twin-bed, Interior Room, 
including accommodation, 
meals and entertainment 
and port taxes. 

Justin Stanton, sales 
and marketing director for 
the cruise line, said: 
“Whichever itinerary you 
choose, Fred. Olsen is sure 
to have the ideal holiday 
for you, from the 
convenient and accessible 
Port of Dover.” 
For details, go to 
www.fredolsencruises.com/
agent or call 01473 746164.

TAUCK HAS eliminated the single supplement on all 
itineraties aboard its Category 1 European riverboat cabins.  
In all, the single supplement is being waived on more than 
200 Tauck river cruise departures for the coming year.   

In addition, Tauck is reducing the single supplement by 
£690 on other selected cabin categories on 54 departures 
of 17 different river itineraries. 

In regard to land journeys, the company has reduced the 
single supplement by up to £410 on 175 departures covering 56 
tours in five continents. In Europe, for example, Tauck has 
trimmed the single supplement by up to £280 on 73 departures 
of 24 different land itineraries.  In North America, the company 
has taken up to £210 off the single supplement on 69 
departures of 22 tours.  And within its “Exotics” portfolio, Tauck 
has reduced the supplement by up to £410 on 33 departures of 
10 trips in Asia, Africa, Latin America and the Middle East.  

“We’ve long welcomed solo travelers by offering savings 
on our tours and cruises, and we’re thrilled to continue that 
tradition,” said Tauck CEO Dan Mahar. “Perhaps more than 
anyone, our solo guests understand and appreciate all the 

planning and choreography we build into our journeys – 
work they would otherwise have to do entirely themselves. 
And of course, eliminating or reducing the single 
supplement, as we’ve done on nearly 75 tours and cruises, 
is the icing on the cake.” 
For more information, go to www.tauck.com 

Tauck throws single supplements overboard on river cruises
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GOLD MEDAL is offering 36 agents the 
chance to discover the Far East on a mega 
fam trip. The winning agents will be split into 
four groups to experience four itineraries: 
Kuala Lumpur, Hanoi, Ho Chi Minh City or 
Phuket before meeting in Dubai. 

There are nine places to give away in 
each UK region. Two places will go to the 
top selling agents of Gold Medal’s Far East 
products; two places will go to agents with 
the largest sales increase year-on-year of 
the Far East products; two places will go to 
the top selling agents of Emirates flights; 
two places will go to the agents with the 
largest sales increase year-on-year of 
Emirates flights, and there will be one 

wildcard place. To be entered to win one of 
the wildcard places, agents have to make a 
Gold Medal booking to the Far East flying 
with Emirates by March 31. 
Full details of the incentive are available on 
www.goldmedal.com 

newsbulletin

Blissful Balearics seek to banish bad behaviour 

THE BALEARIC Islands government has hosted its first global summit, bringing together 
80 participants from ten countries to discuss antisocial issues relating to tourism with a 
specific focus on alcohol abuse. The summit welcomed UK organisations such as ABTA, 
Thomas Cook, The British Consulate, The UK Retail Forum, the Alcohol Policy Youth 
Network, as well as airport, police and university representatives who shared idea about 
the impact of antisocial tourism behaviour, particularly on flights, and in clubs, leisure 
areas and hotels. The objective of this summit was to discuss measures and solutions, 
with the results of the summit to be presented via strategic administrative bodies.

Beautiful Hanoi is one of the great 
destinations on the fam trip.

ABTA opens 
registration for Tokyo 

conference 
REGISTRATION FOR The 
Travel Convention, ABTA’s 
annual conference, is now 
open, with this year’s event 
taking place in Tokyo, 
Japan from October 7-9. 

The convention will be 
held at the Prince Hotels & 
Resorts, Grand Prince 
Hotel New Takanawa.There 
are a range of pre and 
post-convention tours for 
delegates, as well as 
England Rugby Travel 
offering delegate packages 
for the Rugby World Cup. 

The standard 
registration fee is available 
until the end of July. 
To register and for more 
information, go to 
www.thetravelconvention. 
com

Win your spot on a Far East fam with Gold Medal
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BIG BOOKING BONANZA... Gold Medal’s key account manager, Andy Harris, congratulates Meirwen Wilson, an agent from The Travelhouse in Cardigan, after she secured an impressive £55,000 booking with the 
worldwide tour operator.

AGENT INCENTIVES
●   THE LONDON City Selection (LCS) annual 
fam trip will be held from March 22-23. 
The theme of the trip is “The Greatest 
Gameshows” and it will showcase a range 
of leading venues, hotels and suppliers. 
For more information about the fam trip, 
go to  
http://londoncityselection.co.uk/latest-
events/lcs/greatest-gameshow-fam-weekend-
2019. 

 
●   TO ENCOURAGE agents to book Channel 
Islands trips online, Airways Holidays 
will enter all agents who book a package 
to Jersey or Guernsey online into a 
monthly draw to win a four-star break. 
Agents can also claim up to £20 in 
Love2Shop Vouchers by emailing their 
booking reference to 
sales@airwaysholidays.com until the end 
of February.  

 
●   TRAVEL 2 HAS launched the 2019 Little Book 
of Incredible Journeys mini-brochure, 
which features 50 tours from more than 30 
partners, including itineraries to 
Ireland, Iceland, Madagascar, Central 
Asia, Bali and the Pacific Northwest of 
America. Agents who make a booking with 
Travel 2’s touring team before February 28 
will be entered in to a draw to win a 
touring holiday. Qualifying bookings must 
include a package booking that includes a 
minimum of four nights’ consecutive 
touring. Bookings that include Virgin 
Atlantic or Delta Airlines flights qualify 
for two entries. Additionally, agents can 
earn £30 of T2 Rewards on all qualifying 
bookings.    

AGENT TRAINING
THE BEACHES of Fort Myers and Sanibel 

are located in Southwest Florida on the Gulf 

of Mexico. This destination is made up of more 

than 100 islands dotted around Pine Island 

Sound. To help agents increase their 

awareness of this destination, an online 

training centre has been established.  

To access the training portal, log on to 

www.travelbulletin.co.uk/travelgym 

agentbulletin

●  NEW: Win a five-night stay in a 
deluxe double room for two persons 
at the Creta Maris Beach Resort.  

 
●  Win a two-night stay and island 

tour, plus return flights for two 
people to Guernsey. 

 
●  Win a four-night all inclusive stay 

for two at the new Palladium Hotel 
Costa del Sol.
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Global boss urges peak performance  

GLOBAL TRAVEL Group managing director Andy Stark is 
urging agents to work their customer databases and 
prepare for a bookings boom now the hype around price-led 
turn-of-year campaigns is starting to fade. 

Stark said competition between operators has been 
putting pressure on price and margins. Meanwhile, Global 
members reported “unpredictable” booking patterns, where 
some days shops have been very busy and others quiet. 

“What is obvious is that the customers interested in price 
promotions have scooped up those deals, although this 
low-value end of the market isn’t where the specialist 
retailers should be focusing,” Stark said. “Overall, we are 
slightly up in terms of sales year-on-year, but I’m really 
expecting things to pick up over the next two months as 
agents have the opportunity to mine their databases and 
target customers with exciting products.” 

He said the picture this year so far had been mixed, with 
cruise (up 10% year on year) and UK domestic holidays (up 
18% year on year) being the stand-out performers.  

“We have also seen a big jump in UK holidays so far for 
the summer. The traditional big names such as Shearings, 
Haven, Super Breaks and Hoseasons have done a lot of 
promotion and pushed up the quality of their offering – also I 
think uncertainty over Brexit and the poor exchange rate has 
prompted lots of people to think about domestic breaks.”

THERE ARE so many trade events taking place at 
the moment that hardly a day goes by without 
another invitation arriving in my inbox. 

I went along to a Caribtours evening, which was held 
about 10 minutes from where I live here in Essex but 
had a bit of a shock when I arrived – there was nobody 
there. My first thought was that I must have got the 
dates mixed up and come on the wrong night but I very 
soon found out that I’d just arrived too early. I have to 
admit this was a bit of a first for me as I never arrive 
early! I had a really enjoyable evening and I learnt more 
about some of the fabulous destinations and hotels that 
Caribtours offer. 

I’ve had a mixed bag of enquiries and bookings so far 
this year, including European city breaks, an Alaska 
cruise and a mountaineering trip to the Himalayas. 

When I phoned the client at work to discuss the 
Himalayas trip, he was in the process of arranging a 
business trip to Dubai. I asked if I could help and, 
fortunately, he was more than happy for me to take 
over the arrangements, so I ended up booking both his 
holiday and his business trip. My timing was just right 
on this occasion! 

One of the city break enquiries I had was for eight 
nights in Lisbon in early September. Given the 
duration and the time of year, I made the suggestion 
to maybe split the time by spending a few of the days 
at a hotel by the beach at Cascais. The clients loved 
the idea and said it was something they would never 
have thought of doing. 

I think clients always welcome our advice and 
recommendations – after all, that’s what sets us apart 
from the internet – so we should never be afraid of 
making suggestions or recommendations. If we ask the 
right questions and listen carefully to the responses, 
we can then use our experience and expertise to 
suggest the most suitable option and hopefully secure 
the booking.

newsbulletin

travelbulletin.co.ukFebruary 22 201910

SKY ON THE SEA... An artist’s impression 
of the Sky Suite on the newly upgraded 
Celebrity Millennium cruise liner.

Celebrity Cruises ship has star power 

CELEBRITY MILLENNIUM is the first ship in the Celebrity 
Cruises fleet to be modernised as part of a fleet-wide 
overhaul, with more than US$500 million being spent on 
the ambitious project.  

The enhancements will include redesigned staterooms 
and suites; the addition of The Retreat for suite guests, with 
an exclusive new sundeck and redesigned lounge; 
reimagined restaurants, bars, and lounges; a new-look spa 
and casino; and designer boutiques. 

Work began in January at the Sembawang Shipyard in 
Singapore on Celebrity Millenium’s bow-to-stern 
transformation. Celebrity Summit has already entered dry-
dock in the Bahamas for its own upgrades, with seven more 
ships to be modernised by 2023. 
For more information, go to 
www.celebritycruises.co.uk/revolution   

Eileen recommended a Cascais 
side trip to a happy customer.

Eileen Saunders - Travel CounsellorsAGENT INSIGHT
with...
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Where Am I?

This ‘jewel of the Arabian Sea’ has been isolated from any 
large landmass for millions of years and is home to a 
surprising display of biodiversity entirely unique to the 

island. It’s best known species of endemic flora is probably 
the strangely shaped dragon blood trees.

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, February 28th. Solution and new puzzle 

will appear next week. 

The winner for 8th February is Carly Churchman, 
Framlingham Travel in Suffolk. 

February 8th Solution: A=9    B=8    C=6    D=4

Number: 008

Across  
1. All-inclusive operator, part of TUI (5,6) 
5. Capital of Morocco (5) 
7. River forming part of the border between 

France and Germany (5) 
8. State capital of Delaware (5) 
9. A bridge connects this Isle to the Scottish 

mainland (4) 
13. Great and Little Llandudno headlands (4) 
14. Kirker is one of the specialist brands of this 

group (5) 
17. Family-friendly P&O cruise ship (5) 
18. TV entertainment channel (5) 
19. She presents 9 to 5 the musical at the Savoy 

Theatre (5,6) 

Down  
1. Capital of the Algarve region (4) 
2. Fashion and Lifestyle magazine (6) 
3. These mountains are the land of German fairy 

tales (4) 
4. Devon city (6) 
6. Orlando, newly engaged to Katy Perry (5) 
10. East African country (5) 
11. LOT is the flag carrier of this country (6) 
12. The Temple of the Emerald ___ is a popular 

Bangkok tourist attraction (6) 
15. One of Cunard's Queens (4) 
16. Historic Normandy port (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 30

Crossword

 Su Doku

N
um

be
r: 

00
8

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

➠A

➠B

➠C

➠D
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The City of Angels smashes tourism records two years early 

LOS ANGELES has surpassed tourism expectations by welcoming 50 million visitors in 2018 − reaching its ambitious 
tourism goal two years early. This figure is 1.5 million more visitors than in 2017, marking the eighth consecutive year of 
tourism growth for the City of Angels. 

These latest figures have set new tourism records for the state, with LA hosting an estimated 42.5 million domestic 
visitors and 7.5 million international visitors last year. The UK remains the city’s fifth overseas market, with 382,000 people 
making their way to the tourist hot spot in 2018, an increase of 3%. 

A series of factors have been attributed to the state’s early success in hitting its target: Los Angeles International 
Airport (LAX) gained a 3.6% increase in international capacity, and nearly 2,000 rooms have been added to the state’s hotel 
inventory in an attempt to accommodate more tourists across the country. Likewise, LA’s ‘Everyone is Welcome’ initiative 
served as a cultural call to arms designed to signpost Los Angeles as a diverse and accepting state for tourists to visit. 
For more information go www.discoverlosangeles.com 

usa

Find out how you can join Brand USA’s 2019 MegaFam
BRAND USA, the destination marketing 
organisation for the United States, in 
partnership with American Airlines and 
British Airways, has revealed details of the 
seven itineraries for its UK & Ireland 
MegaFam 2019.  

Taking place from May 9-17, the multi-
destination familiarisation trip will see 100 
travel agents from the UK and Ireland 
simultaneously travel on seven different 
journeys across the USA, experiencing a 
diverse range of destinations and product 
areas. Afterwards, the agents will come 
together for a finale celebration in 
Phoenix/Scottsdale, Arizona. During their time 
in Arizona’s metropolitan centre, surrounded 
by iconic landscapes, the agents will share 
their experiences with one another, with the 
goal of enabling attendees to better sell the 
destinations upon their return home. 

This is the seventh successive year the 
Brand USA UK & Ireland MegaFam has 
taken place. Each year, the MegaFam 
features different routes showcasing a wide 
range of destinations and experiences 
across the USA. For 2019, in a MegaFam 
first, Brand USA has announced the 
inclusion of two territories of the United 
States on the ‘Tropical Territories: Sunsets 

and Salsa’ itinerary, giving a fortunate group 
of agents the chance to visit both Puerto Rico 
and US Virgin Islands. The other new fam 
itineraries for 2019 include: ‘Southern Sights: 
Heritage and Hospitality’, visiting South 
Carolina, North Carolina, Tennessee and 
Alabama; ‘Summits and Cities: East Coast 
Exploration’, visiting Pennsylvania, New Jersey 
and New York State; ‘Wild West: Peaks and 
Plains’, going to Colorado, Wyoming and South 
Dakota; ‘Mid-Atlantic Memories: Hotspots and 
History’ heading to Pennsylvania, Maryland 
and Virginia; ‘Western Wonders: Valleys and 
Vistas’ taking in the sights of California and 
Arizona; and ‘Cowboy Country: Cities and 
Cultures’ journeying across Texas, Oklahoma, 
Kansas and Missouri.  

To be eligible for a place on the 
MegaFam, travel agents must book 
travellers on American Airlines and  
British Airways flights to the United States 
during the entry period (running until  
March 29) and must visit Brand USA’s 
official agent training site. 
https://usadiscoveryprogram.co.uk, and 
complete the mandatory MegaFam Airlines 
2019 badge.   
To enter visit 
https://usadiscoveryprogram.co.uk/MegaFam 

Let me entertain you  
FUNWAY HOLIDAYS has 
put together special 
packages for Robbie 
Williams fans planning on 
making their way to the 
city that never sleeps for 
the Brit star’s first Las 
Vegas residency. 

Following the success of 
his 2017/2018 world 
stadium tour, the ‘Angels’ 
singer will take to the stage 
at the Encore Theatre in 
Wynn Las Vegas to perform 
a collection of his greatest 
hits from throughout the 
years, as well as some 
swing for good measure 
and a few ‘special 
surprises’ along the way. 

The operator is offering a 
three-night stay at Encore 
Wynn Las Vegas with prices 
starting at £895 per person 
including Heathrow flights 
with Virgin Atlantic. Travel 
is based on two adults 
sharing and departing on 
June 18. Robbie Williams’ 
Las Vegas residency begins 
on June 19. Concert tickets 
are not included, but are 
available online from £190 
per person. 
Go to 
www.funway4agents.co.uk 
for more details.
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SEAWORLD San Diego will soon be 
welcoming Mako, a new dive coaster 
scheduled for completion in 2020. 

Named after the shortfin shark, the new 
roller coaster will be the tallest, fastest and 
longest dive coaster in California, as well as 
the only floorless dive coaster in the state. 
Standing at 153 feet, riders will scale to the 
top at a 45-degree angle, before 
plummeting down a 143-foot facedown 
vertical drop at up to 60 miles per hour. 
Daredevils can expect inversions, barrel 
rolls, loops, hammerhead turns and flat 
spins as they zoom across 2,500 feet of 
track. The floorless ride cars will be able to 
take 18 riders in three, six-person rows.  

The attraction will embody a strong 
animal-conservation element.  

With the population of shortfin mako 
sharks decreasing, Mako’s development 
will include a partnership with a shark 
conservation organisation to improve 
awareness for tourists and locals alike. 

The coaster will be located adjacent to 
Journey to Atlantis in the southeast corner  
of the park in an area that has been used  
as a car park. 

The park recommends that the best value 
ticket for visiting SeaWorld San Diego is the 
SeaWorld California One Day ticket with  
All Day Dining, which allows ticket holders 
to eat for free at participating restaurants 
as often as once every hour. Tickets start 
from £74 per person.  
For further information visit 
seaworldcalifornia.co.uk 
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GATORLAND AND Boggy Creek Airboat Adventures have issued a combo ticket offer, enabling travel 
agents to sell two half-day attractions at one price. Holidaymakers can get up close and personal  
with the famous gators at Gatorland – and then enjoy a blast across the Everglades to see Florida's 
natural beauty with the airboat operator. Offering a saving of up to 40% on the gate price and with  
all tickets commissionable, prices are £27.65 for adults and children. This deal is valid for use in  
2019 only. Visit www.tttandt.com for more information.

Gore galore at Universal’s Halloween Horror nights with 
special offer from Travel Trade Tickets & Tours 

UNIVERSAL STUDIOS has already started carving pumpkins ahead of fright night 2019, 
with Travel Trade Tickets and Tours releasing a limited time offer on the amusement 
park’s legendary Halloween Horror nights. 

Each autumn, Universal plays host to a nocturnal world of haunting characters 
inspired by some of the biggest names in horror. The Halloween Horror nights will run on 
select nights from September 6 to November 2, and see visitors brave frightening 
festivities, haunted houses, sinister scare zones and a few eerie surprises along the way. 

Clients who purchase a one night visit via Travel Trade Tickets and Tours before June 
5 will receive a second night free. Saturday event nights are excluded, but with this 
ticket holidaymakers can visit any two Sunday–Friday event nights and may be used on 
non-consecutive nights. 
For further information call 01344-890400 or visit www.tttandt.com   

SeaWorld’s Mako to be California’s tallest dive coaster

The ‘Famous Original 
New York City’ 

NYC & COMPANY,  
New York City’s official 
destination marketing 
organisation, has been 
pushing its digital-first 
global tourism campaign 
‘Famous Original New 
York City.’  

The USD$15 million 
campaign has been 
reaching out to travellers 
around the world, 
celebrating the personal 
ways NYC can be 
experienced. In 
partnership with 
Facebook and Instagram, 
the campaign has been 
developed to attract 
audiences with an intent 
to travel, encouraging 
visits to the campaign 
landing page where 
dynamically generated 
content − pegged to the 
travellers affinity of 
interest − is live under 
‘Classic’, ‘Glamorous’ or 
‘Secret’ categories and 
including inspirational 
travel elements such as  
attractions, museums, 
restaurants, shopping 
and tours.  

At the campaign’s 
launch Fred Dixon, the 
destination marketing 
organisation’s president 
and CEO, commented: 
“Our refreshed campaign 
‘Famous Original New 
York City’ − with its 
affirming tag line 
‘Welcomes You. Always.’ 
 − is designed to reinforce 
New York City’s 
fundamental values of 
diversity and inclusion 
and its world-class 
welcoming spirit. 
Utilising our new digital 
tools and affinity-driven 
content, we invite global 
visitors to discover their 
‘Famous Original New 
York City’ now.” 

The campaign will run 
until March 31. 
Go to the 
www.nycgo.com/famous-
original-nyc landing page 
to find out more. 
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The top trends agents should keep an eye out for travel to the USA 
WITH NEW flight routes opening up lesser-known corners of 
the United States, trendy new sports emerging, and even the 
way holidaymakers eat evolving; Visit The USA has put together 
some of the top travel trends for 2019.  
Road trip 

The US has long been synonymous with road trip 
adventures, but this year will see the camper van give this 
type of holiday added momentum. Thanks to #vanlife – one 
of the biggest wanderlust-inspiring hashtags on Instagram 
in the last few years – holidaymakers are starting to take 
note of RV holidays. 
Surf’s up 

Surfing has been gathering global recognition over the last 
decade as a fun way to enjoy the ocean, with physical and 
mental benefits to boot. America’s hottest surfing destinations 
such as California are thriving including Huntington Beach, 
half way between Los Angeles and San Diego, officially dubbed 
Surf City USA. Two wave parks now exist in Texas, with more to 
follow elsewhere – meaning surfing is no longer just the 
domain of coastal cities. 
Follow the beat 

Music continues to be a major driver for travel to the States, 
whether it’s visiting for live concerts or on pilgrimages to iconic 
music cities. British Airways’ flights into Nashville and New 
Orleans have opened up the Deep South: more services to 
Nashville are set to make the city even-more popular for music 
lovers; and new hotels in New Orleans will make NOLA’s jazz 
music scene more accessible.  

Packrafting goes mainstream 
Packrafting – travelling by an inflatable raft that folds 

away into a backpack – is one of the coolest new ways to 
travel and the sport is already a firm favourite among US 
locals. For packrafting adventures, visitors can paddle 
through the Wrangell-St. Elias National Park in Alaska with 
Kennicott Guides, or see the Grand Canyon National park 
on six-day hiking and packrafting trip with Wildland 
Trekking in Arizona.  
Tuck in  

The way locals and visitors are chowing down is set to 
change. According to a report by commercial real estate 
firm Cushman and Wakefield, there were 70 food halls in 
the country in 2015 – and by the beginning of 2020, it’s 
estimated that this figure will have tripled. Food halls are 
often cool and contemporary, with modern furniture, neon 
signs, and food outlets from some of the city’s top chefs – 
ensuring a quality, inexpensive dining experience. 
Holidays on horseback 

2019 sees the launch of several luxury ranch-style retreats, 
with horse riding at the core of activity programmes. The 
Lodge at Blue Sky in Utah and Bishop’s Lodge in Santa Fe are 
just two of the retreats, while tour operator Ranch Rider 
reports on the trend of using horse riding as part of a wellness 
regime. The company’s yoga and riding retreat in Arizona is 
returning for a second year thanks to demand from travellers. 
 
For further inspirational ideas access www.visittheusa.co.uk 
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Help curious clients to expereince a ‘taster’ of a Shearings Holidays break 

SHEARINGS HOLIDAYS has launched ‘Taster Breaks’, the ideal package for agents to promote to customers who like the 
idea of a coach holiday but want to give it a try first. 

These short two- and three-day coach breaks are geared toward those who want to see if they like this style of holiday 
and try out one of the operator’s coach journeys before spending out on a longer tour. Two-day breaks are available from 
£69 per person in May and three-day breaks from £99 per person in September. 

As an example, clients can depart from selected Midlands pick-up points on May 17 for a two-day break at the 
Burlington Hotel in Eastbourne. Priced from £69, this includes one night’s half-board accommodation and all coach 
travel based on two sharing. At the same price point, guests can depart from selected North-West pick-up points on May 
17 for a two-day break at the Bay County Hotel in Llandudno. 

Alternatively, guests can head to Torquay on September 28; picked up at select South-East pick-up points for a break 
at the Bay Torbay Hotel from £99. The price includes two night’s half-board accommodation, a trip to Plymouth via 
Dartmoor National Park and all coach travel. 
Go to www.shearingsagent.com to find out more. 

Mum’s the word 
FUNWAY HOLIDAYS is 
celebrating Mothers’ Day 
with the ultimate 
alternative to the traditional 
chocolates and flowers 
gifted on March 31 – a 
surprise holiday. 

The operator has put 
together some specially 
designed USA 
#mumstheword short 
break packages to 
surprise wonderful mums; 
from shopping trips and 
spa treatments to 
sunshine retreats and 
cultural city breaks.  

As an example of 
packages, the company is 
offering three nights in 
Boston staying at the 
Doubletree Hilton Hotel 
including Virgin Atlantic 
flights from Heathrow (flying 
time approximately seven 
hours) with prices from £500 
per person. This is based on 
two adults sharing and 
departing March 30.   
Go to funway4agents.co.uk 
to find out more. 

JET2.COM AND Jet2CityBreaks waved off 
its first customers heading to Iceland 
earlier this month, when its inaugural flight 
from Glasgow Airport to Keflavik 
International Airport took off. 

Marking the brand’s first dedicated trip to 
the destination, a special celebration was 
held at Keflavik International Airport with 
cake and goodie bags handed out to 
customers before they embarked on their 
four-night trip. A programme of 12 
dedicated trips this winter from five UK 
bases – Birmingham, Glasgow, Leeds 
Bradford, Manchester and Newcastle – will 
run across this month and next. 

Steve Heapy, the holiday brand’s CEO, 
said: “We are delighted to offer our 
customers even more choice when it comes 
to visiting this wonderful country. Iceland is 
home to many natural and unique wonders, 
from the Northern Lights to natural parks 
and geothermal spas. It was a proud 

moment to welcome our first customers on 
board at Glasgow for the trip of a lifetime 
and we hope they had a lovely holiday.” 

Thanks to the popularity of these trips, the 
company will operate 32 trips to Iceland and 
the Northern Lights from six bases in Winter 
2019-20, more than double the number 
which went on sale for this winter, including 
12 trips across October and November and 
20 trips running from February to April. 

All flights will be operated by Jet2.com on 
Boeing 737-800 aircraft with the Winter 19/20 
programme offering a choice of four-night 
weekend or three-night midweek breaks. 
Customers can pick from flight-only or 
package holiday options which include a 
guided Northern Lights Tour, flights 
including 22kg hold luggage, transfers to and 
from the airport, as well as a choice of three- 
and four-star hotels in central Reykjavik. 
For further information visit www.jet2.com 
or www.jet2CityBreaks.com 

Northern Lights, camera, action: Jet2 celebrates first 
flight to Iceland
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FOLLOWING THE success of its short tour to 
Norfolk last year, Arena Rail Holidays has 
added several new UK itineraries for 2019 
including a five-day summer break to 
Somerset and Devon designed to appeal to 
fans of the UK's heritage railways. 

The tour, based in Tiverton, includes 
journeys on five of the historic railways of 
the south west, travelling through rolling 
countryside with views of the sea and 
coastline. Over five days, clients will journey 
on the West Somerset Railway through the 
Quantock Hills; the Lynton & Barnstaple 
Railway in north Devon; the Victorian 
Lynmouth Funicular Cliff Railway to Lynton 
– perched 500ft. up on the clifftops; the 
South Devon Railway alongside the River 

Dart to Totnes; and the Dartmouth Steam 
Railway along the Torbay coast to Paignton. 
Also included in the itinerary is a visit to 
historic Dunster and a ferry crossing from 
Dartmouth to Kingswear.  

The tour is priced from £399 per person, 
based on two sharing and includes four 
nights' half-board accommodation in 
Tiverton, all excursions and rail journeys, 
coach transfers and services of a tour 
manager. Travel to Tiverton to join the tour 
is not included. Departures are available on 
a choice of eight dates between May 2 and 
September 26. 
For more information visit 
www.arenarailholidays.co.uk or call 01858-
435644. 

travelbulletin.co.ukFebruary 22 201920

shortbreaks

‘A SHORT Break in Bruges’ is available through Rail Discoveries, offering holidaymakers a discovery of 
this medieval port town over four days, priced from £355 per person. The itinerary includes Hill 60, the 
Passchendaele Museum, Ypres' Last Post Ceremony, Tyne Cot Cemetery and a visit to a chocolatiers. 
Lucy Stobart, product manager for Belgium at Great Rail Journeys, said: "Bruges is one of my favourite 
places for a short break, there's so much to see in the city as well as nearby. The city itself is a UNESCO 
World Heritage site and a beautiful base from which our guests can explore the region.” Tour 
departures fall on May 12, June 16, September 8 and October 6. Visit www.raildiscoveries.com

Full steam ahead for Arena Rail Holidays in the UK 

WLH invites guests to enjoy ‘An audience with Claire Sweeney’ 
BRINGING HER fun mix of ‘Spanx and Chicago’ to the Warner Leisure Hotels Star Break 
line up for 2019, Claire Sweeney will appear at two Warner properties this year, with three-
night breaks starting from £235 per person. 

‘An audience with Claire Sweeney’ will see the celebrity perform song medleys from 
West End classics including Chicago, Evita, and Sunset Boulevard, as well as songs made 
famous by Judy Garland, all interspersed with fun stories and laughs. 

The special breaks will take place at Holme Lacy House in Herefordshire, on July 13 starting 
from £305 per person and at Corton Coastal Village in Suffolk, on September 28 from £235. 

Sweeney will join other popular names from the current Star Breaks line up including 
Heather Small, Rebecca Ferguson, Mica Paris, Jason Manford and Mari Wilson, who will 
all perform this year. 

Haven goes Totally Tots 
HAVEN HAS put a greater 
focus on its Totally Tots 
programme by further 
defining its product offering 
with increased activities and 
entertainment dedicated to 
those guests aged under 
five. The holiday brand will 
increase its activity 
schedule for younger guests 
with more than 100 
activities and shows, 
compared to 35 last year, 
available to families in 2019. 

Totally Tots breaks are 
available off peak to 
provide Haven’s youngest 
guests with free rein to 
explore parks and enjoy the 
full range of activities and 
entertainment available. 
Guests looking to cater to 
the needs of their under-
fives can opt for one of the 
eight parks dedicated to 
focusing on the Totally Tots 
set up: Craig Tara, Hafan y 
Môr, Haggerston Castle, 
Hopton, Kiln Park, 
Primrose Valley, Rockley 
Park and Thornwick Bay. 

As an example to its 
expanded tot friendly activity 
schedule, the company has 
introduced Futsal Niños (a 
fun futsal/football coaching 
session for those aged 
between three and five), 
Balloon Blast Pirate 
Adventure, Dinosaur fossil 
casting (adding to its Nature 
Rockz programme) and 
family focused ‘RNLI Water 
Smart’ led by the park’s 
rangers and which teaches 
kids how to keep safe by the 
water. 

Aqua Paddlers, Boat 
Adventures, Splash & 
Bounce inflatable sessions 
and pedalos have been 
added and for those  
that need a little 
confidence boost, the 
Learn2Swim programme  
is available to help 
children with the basics. 
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Butlin’s launches 2019 digital 
Family Breaks Guide 

BUTLIN’S HAS released its 2019 
digital ‘Family Breaks Guide’ for 
agents, filled with information about 
new developments and upgrades 
across its three resorts, as well as 
its entertainment line-up for the 
year ahead. 

With on-screen access, the 
downloadable digital guide maintains 
its simple to use interface, allowing 
agents to fully concentrate on their 
clients and talk through all options. 

The guide updates agents on 
Butlin’s entertainment programme for 
2019, which includes new 
performances from Paddington, an 
interactive science-based show from 
Stefan Gates, CBBC’s Danny and Mike 
bring Cirque du Hilarious to resorts 
and Titan the Robot performs live. The 
holiday brand has welcomed a new 
pantomime performance of Sleeping 
Beauty across all three resorts and 
families can enjoy even more daytime 
entertainment at the Skyline Pavilion 
as Active Afternoon and Discover 
Animals launch. The popular Just for 
Tots breaks will welcome back kids 
favourite Justin Fletcher as well as 
introduce a show from the cast of 
Milkshake! Live. 

Butlin’s Bognor Regis Resort is to 
open a new pool facility next month. 
Designed to bring the best of the 
British seaside inside, the pool will 
offer flumes, slides, a wave pool and 
river rapids and a dedicated tots’ pool. 

Erman Housein, Bourne Leisure’s 
head of trade sales and marketing, 
said: “The Butlin’s digital ‘Family 
Breaks Guide’ has grown in strength 
and we’re delighted its back for a 
fourth consecutive year. The 2019 
guide is packed full of the latest 
information on developments and 
offers, ensuring that agents are at the 
forefront of what we do and have the 
key information to sell Butlin’s breaks. 

“We continue to pioneer our digital 
guide as an on screen, at-a-glance, 
product directory that allows agents to 
comfortably interact with clients 
without constant reference to a 
traditional hefty manual. The guide 
also aids agents as it allows data 
capture and means all enquiries are 
easy to record and follow up, for 
ongoing customer engagement.” 
The guide is available to download at 
www.BourneLeisureSales.co.uk

Super(califragilisticexpialidocious) Break packages 
to see Mary Poppins in London’s West End 

HIT MUSICAL Mary Poppins is returning to the West End this year, 15 years after 
it first premiered and, with tickets now on sale, Super Break has a range of 
short break packages available for agents to promote that combine overnight 
accommodations with tickets to the show. 

Produced by Disney and Cameron Mackintosh, this popular family musical is 
set to reopen at the Prince Edward Theatre in October and is currently on sale 
until March 2020. 

Gary Gillespie, head of trade sales for the operator, said: “Mary Poppins is one 
of those amazing shows that appeals to customers of all ages and the audience 
can sing along to many of the original songs from the 1964 film. I have no doubt 
that the demand to see this incredible story in the West End once again will be 
high, so agents should promote early booking as soon as possible.” 

Prices start from £115 per person based on one night’s bed-and-breakfast 
accommodation at the three-star President Hotel and a ticket to the show.  
Go to www.superbreak.com/agents to find out more. 

KIRKER HOLIDAYS has tailormade an 
array of short breaks for discerning 
travellers for 2019, including the 
addition of enticing new hotels and 
destinations in Europe.  

The operator has fine-tuned its 
recommended hotels in major cities. 
In Paris, these include: the recently 
reopened Grand Powers in the 8th 
arrondissement, balancing 
contemporary Parisian chic with Art 
Deco touches and a three-night stay 
costing from £1,098 per person; and 
the five-star Lutetia in the heart  
of Saint Germain, which reopened  
last year following four years of 
painstaking restoration, with a  
three-night stay from £1,129.  

The operator has added to its hotel 
selection in northern Europe, 
including the boutique Sanders hotel 
in Copenhagen; the five-star Fontenay 
with views across the Hamburg city 
skyline and four-star Ameron Hotel 
Speicherstadt located in Hamburg’s 
UNESCO-listed harbour district; and 
in Stockholm, two four-star hotels –
Kungstradgarden and the Lady 
Hamilton. The operator has expanded 
its programme in Switzerland to 
include St Moritz, Zermatt and 
Wengen, as well as a trio of tailor-

made itineraries designed to make the 
most of the Swiss rail system: The 
Glacier Express, The Top of Europe 
and The Gotthard Pass.  

Closer to home, Kirker has added 
Kerry and Limerick to its selection in 
Ireland’s bucolic south west, while the 
four-star Ballymaloe House joins its 
accommodation collection in Cork. 

Beyond Europe, the company has 
added more choice for those looking 
for a short break in Turkey and Oman 
and reintroduced holidays to Egypt 
and Tunisia.  

All the breaks mentioned are 
featured in Kirker’s 2019 Short Breaks 
& Tailor-Made Holidays brochure, 
which features more special offers 
than ever before, giving complimentary 
accommodation nights at selected 
properties throughout the year. 

Many of the destinations featured in 
the programme include welcome 
extras to further enhance a client’s 
holiday experience, from Museum 
passes and the services of a Kirker 
Concierge to assist with booking 
expert guides, tickets to musical 
performances and exhibitions, or a 
table for dinner. 
For more information call 020-7593 
2283 or visit www.kirkerholidays.com 

Spring into a short break with Kirker
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I BELIEVE that many agents have experienced the 
frustration of spending time and effort putting together a 
tailormade itinerary for a customer only for that customer 
to then change their mind countless times and come back 
with new ideas, inspired by what they have seen on the telly 
or read online. They want it all – the exclusive tours and 
fantastic hotels but without the respective price tag and, as 
soon as customers find out that the cost of doing this is a 
lot more than they thought, you, the agent, having invested 
all this effort suddenly find yourself with a customer who is 
no longer returning your calls – it can be very frustrating! 

One of the great things about selling an escorted tour 
with a set itinerary is just how easy it is. It offers great 
value for money, especially when the cost of the flights 
is included in the price, and it helps put at ease 
customers who may be a little bit nervous about 
exploring those far-flung destinations. With the volume 
that can be sold, it is a time saving money spinner for 
the agent, so what’s not to like?  

Local knowledge is the best bit about an escorted tour, 
whether it be a three-night tour to Paris or 18 nights 
visiting Vietnam, Cambodia and Laos. It can be terribly 
frustrating to arrive at a new destination and on the first 
night you dine in a rubbish restaurant because you just 
want to eat; then on the second night you eat somewhere a 
little more local but you pay a fortune for it; and on the day 
you are moving on or coming home, you find that little gem 
you’ve been looking for with the perfect mix of fantastic 
quality and great value. A tour manager with a wealth of 

experience can help ensure your customers make the most 
of their time in their chosen destination, showing them 
these hidden gems and offering ‘local’ advice. 

This year, we are have noticed an increased demand for 
long haul escorted touring, particularly Costa Rica which is  
more accessible than ever, thanks to the development of its 
infrastructure and allure of its incredible flora and fauna. 
India continues to be hugely popular no doubt in part to the 
huge amount of media exposure it has received over the 
last 12 months or so. 

There is the common misconception that on an 
escorted tour, customers will be taken from one place to 
another and must stick to a strict regime. In fact, tours 
can be as flexible as your customers want; there is no 
obligation to join a guided tour or excursion, in most 
cases, if they don’t want to. We always build free time into 
our tours, so your customers will have the opportunity to 
wander and explore at their leisure. 

Travelling with a group can sometimes be the barrier to 
customers giving it a go for the first time. It’s always a 
difficult one, as customers who are new to touring 
sometimes have an image of getting stuck with people with 
whom they share little in common. We find that this is not 
the case with our tours and our customers really enjoy the 
group aspect, but they don’t realise how much they will 
until a couple of nights into their first tour. We have many 
customers who make friends on these tours and then 
arrange to go away together in the future. 

Happy selling!

Thomas Morgan, national sales manager for Riviera Travel, shows how your 
customers really can have it all while on an escorted tour…
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SILVER FERN Holidays has made some 
changes to its programme of small group 
escorted tours for 2019-20, reducing time 
spent ‘on the road’ and introducing more 
sightseeing choices at strategic locations. 

The most comprehensive tour is now a 
full 23 days on the ground; the ‘Kauri’ 
itinerary which explores the North and 
South Islands with an emphasis on  
active sightseeing. 

John Lightwood, the New Zealand 
specialist’s managing director, said: “These 
itineraries are unique to us and we’re always 
tweaking our trips as new opportunities 
arise. Today’s empty-nesters and retirees 
don’t want to view their destination through 
plate glass, no matter how panoramic it is. 
We get our travellers off the vehicle and into 
the landscape wherever we can. A ferry 
journey from Auckland across the Hauraki 
Gulf to the Coromandel Peninsula and a 

narrow-gauge railway trip before rejoining 
our vehicle is just one of the innovations that 
makes our trips different.” 

For all 2019 and 2020 escorted tours 
confirmed by March 31, the operator is 
offering clients a free helicopter flight over 
Franz Josef Glacier. Lightwood added: 
“Flying over the Southern Alps – and 
landing in the snow – is an amazing 
experience, worth at least £150 per person, 
and as a thank you we’ll deliver six bottles 
of New Zealand wine to agents for every 
qualifying booking.” 

The operator offers six escorted tours 
with with no more than 16 travellers in each 
group. Five of the tours qualify for the free 
helicopter flight. Prices start at £3,420 for a 
14-day escorted tour of South Island, 
excluding international flights. 
Call 01636-813544 or visit 
www.silverfernholidays.com to find out more.
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NEWMARKET HOLIDAYS has introduced a 5% discount offer for bookings taken in February, including 
its escorted tours, resort-based stays and A-ROSA River Cruises. Richard Forde, the operator’s trade 
sales manager, said: “We have introduced this simple but strong offer to encourage people to book in 
February, when they are guaranteed a wider range of departure dates, accommodation types, and 
cabin choices.” Go to www.newmarketholidays.co.uk

Wendy Wu shares the love throughout February 

WENDY WU Tours welcomed in the Chinese New Year and Valentine’s Day with free 
business class upgrades on fully-escorted tours to China and Japan, representing a 
saving of more than £1,000 per person. 

Wendy Wu, founder of the company, said: “Business class upgrades are one of the 
most luxurious additions to a holiday and Air China’s business class service exemplifies 
this. Our customers will benefit from a fully flat bed with soft pillows and duvet, a 
dedicated check-in, as well as priority boarding and access to VIP business lounges.” 

Alternatively, the operator is giving passengers the opportunity to fly their partner on 
holiday for free when booking a tour to China, Japan, Southeast Asia and India with solo 
travellers receiving a 50% discount off their flight. Speaking of the Partner Flies Free 
promotion Wu continued: “This offer represents outstanding value for money and is the 
perfect gift for a partner. The offer covers India and Southeast Asia as well as China and 
Japan, and so it’s now a great opportunity for clients to take that trip to Asia that they’ve 
been planning.” 

All offers are subject to availability and must be booked by February 28. 
Visit www.wendywutours.co.uk for more information or call 0800 902 0888. 

Send clients soaring on a helicopter flight with Silver Fern

Tantalising tours from 
Inghams 

FOR CLIENTS looking for 
an Alpine adventure, 
Inghams has created a 
series of escorted tours to 
appeal to foodie fanatics, 
culture vultures and 
outdoor enthusiasts. 

The operator’s seven-
night ‘Gastronomic Tour of 
Central Italy’ discovers the 
culinary delights and 
colourful history of Emilia 
Romagna, Tuscany and 
Umbria. Highlights include: 
a discovery of Florence and 
Bologna on a guided tour; a 
visit to Parma’s cheese and 
ham factories with tastings; 
the small city of Orvieto in 
Umbria and trip to a local 
winery for a tour and 
tasting; Perugia and visit to 
its famous chocolate 
factory; and an authentic 
cooking lesson to make 
regional specialities. With a 
maximum group size of 12 
guests and departing on 
October 4, this tour costs 
from £1,799 per person. 

The operator has also put 
together the seven-night ‘A 
Taste of Switzerland’ 
escorted group rail tour 
taking guests on a journey 
around the country, visiting 
Bern, Neuchatel, Gstaad 
and the lakeside resort of 
Montreux. Led by a Swiss 
tour guide, there’s plenty of 
opportunities to soak up the 
local history and scenery, 
and to taste some delicious 
wines, cheeses and 
chocolates along the way. 
Departure dates fall on 
June 15, August 10 and 
September 7, with a 
maximum group size of  
30 guests and prices  
from £2,089. 
For more information visit 
www.agents.inghams.co.uk
or call 01483-791116.
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PIPPING ITALY to the top spot, the USA has taken pole 
position in Titan Travel’s first ever travel trends report. 

Andy Squirrell, the company’s managing director, said: 
“We are happy to reveal the results of our first-ever Titan 
trends report. This report takes an in-depth look into how 
the landscape of escorted touring is changing. We know our 
customers and when it comes to destinations and 
experiences it’s important that we share our expertise, so 
they can always make an informed decision.” 

Looking at where customers are going and the main 
trends in their decision-making process, the operator has 
compiled a 20-page report in which the USA has been seen 
to be making a comeback, with the diversity of its product 
seen as a key factor. The operator’s ‘Southern Sights and 
Sounds’ itinerary has, for the first time, overtaken 
‘California and the Golden West’ as its most popular US 
tour, indicative that the charm of the southern states is 
proving a draw for many away from the west coast. 

Also on the ‘hot list’ the operator points to the popularity 
of Joanna Lumley’s ITV series Silk Road and a demand for 
‘off the beaten track’ destinations as the major drivers for 
interest in Uzbekistan and Armenia & Georgia for more 
adventurous clients. The operator also reports a 
resurgence of escorted holidays to Egypt after seeing it 
jump up some 21 places compared to its figures for last 
year, suggesting customers are feeling more confident to 
travel to the North African country as part of a group. 

Tours in Central America are also up by more than 90%, 

with the destination perhaps more commonly recognised as 
safe and fulfilling, but with public transportation still 
limited the operator is highlighting escorted tours as the 
ideal way for travellers to easily cover the highlights. 
Vietnam is similarly surging in popularity, with travellers 
looking for anything from a week-long trip to a much 
longer, all-encompassing tour and Kenya has once again 
overtaken South Africa with customers happy to travel 
around the country to its wildlife-filled parks and reserves 
for a full safari experience. 

Closer-to-home destinations such as Switzerland have 
seen demand increase by 40%, with customers lured by 
its mountain scenery. Despite its reputation as an 
expensive destination prices have remained relatively 
stable year on year and, with Switzerland outside the 
Euro, perhaps offering some degree of peace of mind to 
holidaymakers with Brexit looming. 

The operator notes that Cyprus’ small size makes it well 
suited to an escorted holiday, allowing travellers to mix 
historic sites and mountain towns with days on the beach. 
The company is seeing the trend for staycations, particularly 
as a second holiday, showing no sign of slowing, with UK 
short breaks seeing steady increases since 2015. The 
company highlights that UK holidays over the festive period 
are popular, giving clients the chance to enjoy a stress-free 
Christmas in the company of likeminded travellers. 
Go to www.titantravel.co.uk or call 0800-988 5873 to find 
out more.

USA takes top spot in Titan Travel’s trends report
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Outrigger announces transition to Outrigger Hospitality Group 

OUTRIGGER ENTERPRISES Group has officially changed the brand’s name to 
Outrigger Hospitality Group in unison with a company-wide initiative that restructures 
its multi-branded portfolio. 

Jeff Wagoner, the company’s president and chief executive officer, said: “The 
evolution to Outrigger Hospitality Group is a bold beginning for 2019 that bridges our 
company’s 70-year legacy of hospitality with a brand strategy centred on delighting 
today’s modern, conscious traveller. Our objective under this new name is simple: to 
be the premier beach resort brand in the world.” 

The corporate name change provides the brand clarity and structure for strategic growth 
of its domestic and international collection and the group is already moving forward with 
major developments to further enhance the guest experience at its locations.  
To learn more visit outrigger.com  
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Simply Superb-ia 
summers to be had  

at UNICO 
FOLLOWING ON from the 
success of last year’s 
inaugural event, Summer 
Superbia will be returning 
to UNICO 20°87° Hotel 
Riviera Maya for 2019. 

The adults-only hotel, 
situated south of Playa del 
Carmen, will welcome six 
Michelin starred and 
globally renowned chefs 
with a restaurant takeover 
taking place every week 
starting from July 17 and 
running to August 25. The 
event will invite guests to 
embark on a multi-sensory 
journey as part of their all-
inclusive stay, meaning 
discerning travellers and 
foodies can indulge without 
worrying about any 
additional charge. 

As well as chef takeovers, 
guests can enjoy wine and 
tequila tastings hosted by 
elite brands, bar takeovers 
by expert mixologists, and 
pool parties at the hotel’s 
three pools.  

Frank Maduro, vice 
president of marketing for 
AIC Hotel Group, said: “With 
the success of last year’s 
event, we wanted to bring 
back this incredible culinary 
series to UNICO 20˚87˚, 
making it even bigger and 
better than the year before. 
Delivering an unforgettable 
gastronomic takeover 
presented by Michelin Star 
chefs, paired with an 
immersive holiday 
showcases our commitment 
to giving our guests a 
carefully curated, luxury 
all-inclusive experience.” 
For more information visit 
www.UnicoHotelRivieraMaya
.com 

MELIÁ HOTELS International has unveiled 
the new INNSiDE Charles de Gaulle located 
at Paris’ international airport. 

Opening this month, the 266 room and 
ten loft hotel embodies the brand’s 
refreshed identity; providing a design-led 
urban hotel for travellers looking to 
combine work and pleasure. Relaunching 
this year, INNSiDE by Meliá adapted its 
business strategy to captivate the younger 
generation of business and leisure 
travellers – consumers who are looking for 
more flexibility and freedom for when they 
travel, and hotel brands that fit seamlessly 
with this lifestyle – as well as strengthening 
its leisure and wellness offering. 

Utilising raw materials such as wood and 
concrete throughout, interior designer 
Jean-Philippe Nuel has developed this 
unique airport hotel for guests to recharge 
their batteries whilst in transit. The open 
plan lobby space makes it ideal for 
meetings, whether social or business, the 
lounge features a contemporary glass bar 
with mixologists on hand to prepare classic 
cocktails and guests can also enjoy DJ sets 
every Thursday to Sunday nights. 

The property features four meeting 
rooms, named ‘Big Ideas Spaces’, complete 
with ping-pong tables, breakout areas, 
complimentary snacks and the largest of 
the four offers panoramic views of the 
Concorde and the airport. 

Rooms are contemporary with white 
furnishings, featuring cosy in-room 
amenities, including bathrobes and slippers, 
as well as a coffee machine, complimentary 
minibar, with fresh juices and local beer. 
Smeg fridges will be available to Superior+ 
guests, filled with healthy treats, drinks and 
snacks. Superior+ rooms will also have 
high-end sound systems and complimentary 
streaming services. 

INNSiDE Charles De Gaulle’s restaurant, 
The Olivine, stays true to Meliá Hotels 
International’s Spanish roots, showcasing 
Mediterranean fare alongside classic 
French cuisine. With health and wellness at 
the heart of INNSiDE, the 24-hour gym 
offers InFit classes and is equipped with the 
latest fitness machines, supported by 
virtual fitness classes. Rates at the property 
start from 155 euros.  
For more information visit www.melia.com  

Get the INNSiDE scoop: Meliá opens first hotel in France 
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Six Senses joins IHG 

SIX SENSES Hotels 
Resorts Spas has become 
part of the IHG’s 
(InterContinental Hotels 
Group) family of brands. 

The global hotel 
company already has a 
number of luxury brands 
as part of its portfolio 
including InterContinental 
Hotels & Resorts, Regent 
Hotels & Resorts and 
Kimpton Hotels & 
Restaurants. IHG 
purchased the award-
winning hospitality and 
wellness company from 
private equity fund 
Pegasus Capital Advisors 
for USD300 million. The 
sale includes the 
management of 16 hotels 
and resorts, 37 spas and 
sister companies Evason 
and Raison d’Etre. 
Following the acquisition 
Six Senses is now expected 
to grow to 60 hotels within 
the next ten years. 

RIU HOTELS & Resorts has reaffirmed its 
commitment to the Canary Islands by 
completing the purchase of Hotel Riu 
Buena Vista, located in Costa Adeje, 
southern Tenerife. 

The chain has operated the hotel since 
2008 on a rental basis, but until only 
recently has bought the building with a view 
to invest 30 million euros in a major 
overhaul that will modernise the hotel and 
increase the quality of its services. The hotel 
chain has three hotels in the south of 
Tenerife; Riu Palace Tenerife and Riu Arecas 
were fully refurbished in 2015 and all that 
remained to complete the modernisation of 
its establishments in this location was the 
refurbishment of Riu Buena Vista, now 
possible after this purchase. 

Luis Riu, CEO of Riu Hotels & Resorts, 
said: “This acquisition represents a step 
forward in our strong commitment to the 
Canary Islands, where we opened our first 

hotel in 1985, and an increase in the quality 
of our services overall. A commitment to 
quality is the only way to keep customers 
and to hold our market position, especially 
now that competing destinations like 
Tunisia, Egypt and Turkey are gaining 
popularity in the main European countries, 
which are also the countries that bring 
most customers to the Canary Islands. I am 
confident that this refurbishment will also 
serve to maintain our popularity with our 
customers, including the British, who make 
up a significant market for this destination 
and for this hotel in particular.” 

With a four-star rating, all-inclusive 
service, 509 rooms, two restaurants and 
three bars, the hotel is well geared towards 
family holidays, thanks also to an extensive 
daily entertainment programme and 
evening shows. The refurbishment is 
planned for 2020. 
For further information visit www.riu.com 

Making a RIU difference with commitment to Canary Islands
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We asked our staff the following question this week: 

If you could be anybody for a day, who would you be?

 
 

Crossword: 
Across: 1. FIRST CHOICE, 5. RABAT, 7. RHINE, 8. DOVER, 9. SKYE, 
13. ORME, 14. KUONI, 17. AZURA, 18. DRAMA, 19. DOLLY PARTON.  
Down: 1. FARO, 2. TATLER, 3. HARZ, 4. EXETER, 6. BLOOM,  
10. KENYA, 11. POLAND, 12. BUDDHA, 15. MARY, 16. CAEN.  
 
Highlighted Word: BONN 
 
Where Am I?: Socotra Island, Yemen.

puzzlesolutions

020 7834 6661

BLESS HOTEL Madrid has opened its doors to guests – the first property to open 
under the new luxury hotel brand, BLESS Collection Hotels, from Palladium Hotel 
Group. Located on Calle de Velázquez in the heart of the city’s fashionable 
Salamanca district, the property offers 111 rooms, a rooftop pool, bowling alley, 
spa and gym, gourmet destination restaurant, three bars and conference spaces. 
The hotel will present a non-stop programme of inspirational entertainment − 
from art and culture to fashion and gastronomy. Prices for BLESS Madrid start 
from £328 per room, based on a deluxe room on a room only basis. Further hotels 
will be rolled out in cosmopolitan cities and international beachfront destinations 
starting with Ibiza this summer. Visit www.blesscollectionhotels.com

S07 TB 2202 2019 Hotels, Resorts & Spas_Layout 1  19/02/2019  15:53  Page 30



S07 TB 2202 2019 Hotels, Resorts & Spas_Layout 1  19/02/2019  15:53  Page 31

https://hummingbird.travel/


S07 TB 2202 2019 Hotels, Resorts & Spas_Layout 1  19/02/2019  15:53  Page 32

https://www.vikingcruises.co.uk/

	TB 2202 2019 Cover
	S01 TB 2202 2019 Start
	S02 TB 2202 2019 News 1
	S03 TB 2202 2019 News 2
	S04 TB 2202 2019 USA
	S05 TB 2202 2019 Short Breaks
	S06 TB 2202 2019 Escorted Tours
	S07 TB 2202 2019 Hotels, Resorts & Spas

