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RESEARCH CONDUCTED by 
University College London’s 
Affective Brain Lab (ABL), in 
collaboration with TUI UK, has 
revealed what triggers the 
“holiday feeling” and 
unlocked how holidaymakers 
can make the positive effects 
of a holiday last longer. 

With the research finding 
that 22% of us book our next 
holiday less than a month after 
returning home from a trip, 
and 33% of us researching our 
next getaway less than three 
weeks after getting back, it is 
in the interests of agents to 
ensure the “holiday feeling” 
lasts as long as possible. 

With more than 30 million 
Brits expected to take a 
beach holiday this summer, 
TUI revealed that they will hit 
their peak “holiday feeling” 
just 43 hours into their trip – 

and the positive feeling 
experienced while away is 
short-lived, with the average 
traveller losing the holiday 
feeling 3.7 days after 
unpacking their bags. 

“We all know, and have felt, 
the holiday feeling – that 
feeling of utter joy, 
excitement, anticipation and 
relaxation – and this research 
provides fascinating insights 
that will help us ensure our 
guests enjoy theirs to the 
max,” said Katie McAlister, 
chief marketing officer for TUI 
UK & Ireland. “For example, 
understanding its life cycle will 
inform our pre- and after-
travel communications and 
we will be creating something 
new soon that will quite 
literally ‘bottle the holiday 
feeling’ in a bid to make it last 
for even longer.” 

Dr Tali Sharot, director of 
the ABL, commented: 
“Planning a trip can spark the 
feeling of anticipation and joy 
which activate the brain’s 
‘reward centre’ – the striatum. 
This part of our brain receives 
input from dopamine neurons, 
providing us with a feeling of 
intense pleasure. In other 
words, just thinking about 
going on holiday – or planning 
your next holiday when you 
return home – will activate the 
reward system in your brain.” 

TUI UK has released a short 
film starring John Barrowman, 
which demonstrates the 
holiday feeling. 
To watch the film and find 
out more about the research, 
including the top 30 “holiday 
feeling” triggers, go to 
www.TUI.co.uk/theholidayfe
eling    
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FEELING SCIENTIFIC
Research commissioned by TUI UK with University College 

London has tracked the life cycle of the “holiday feeling” in the 
human brain and how this affects booking patterns. 

ABSOLUTELY FABULOUS... John Barrowman stars in a short film about the holiday 
feeling, as experienced at the TUI Sensatori Dominican Republic. 
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LUXURY TOUR operator, Cyplon 
Holidays has released its Winter 
Collection Brochure (November 
2019-March 2020), with the 
addition of Madeira. 

The brochure includes a 
selection of top-selling five-star 
properties in destinations across 
Europe, North Africa and  
the Middle East.  

Available to order via their 
website, the 2019-2020 Winter 
Collection Brochure is designed 
to appeal to a wide range of 
luxury travellers, with options 
that include high-end beach 
holidays, all-inclusive family 
adventures, city breaks and 
romantic getaways. 

The brochure features a wide 
choice of tours and cruises. 
These include the opportunity to 
sail through 5,000 years of 
Egyptian history on the Nile; and 
explore the culture and heritage 
of the Holy Land and Jordan. 
To order a copy of the Winter 
Collection Brochure, go to 
www.cyplon.co.uk/bulk-order-
brochures  

Tahiti urges visitors to “pick their paradise” via video Cyplon adds 
Madeira to new 
Winter Collection 
brochure 

TAHITI TOURISME has 
launched a UK-wide 
campaign aimed at enticing 
British visitors to the South 
Pacific archipelago of 118 
islands. The campaign is 
designed to reveal the many 
options on offer, beyond the 
traditional itineraries of Tahiti, 
Moorea, and Bora Bora.  

Via a series of videos that 
have been released in the UK, 
as well as other target 
markets, the tourism board is 
inviting visitors to explore the 
exotic and largely untouched 
Tahitian destinations. 

In addition to the diversity 
of islands, the video 
campaign highlights the 
broad range of experiences 
that can be had across the 
islands of Tahiti. Thirty-six 
activities are highlighted, 
including adventure tourism 
activities such as parasailing; 
visiting the caves of Rurutu; 
and cultural experiences such 
as staying at a Tahitian 
guesthouse or taking a 
workshop to learn how to 
make a traditional tapa cloth 
and a hei, which is a 
traditional flower garland. 

Visitors to the website are 
encouraged to take an 
interactive virtual tour of the 
islands in a series of 
adventures, cultural 
experiences and family 
activities. Agents can then 
help their customers create a 
tailored Tahitian experience. 
To find out more and watch 
the videos, go to 
www.tahititourisme.uk/uk-
gb/pyp/ Agents interested in 
becoming certified Tahitian 
Specialists should email 
sophie@blackdiamond.co.uk 
for more information. 

Visitors are being encouraged to try different activities in Tahiti, 
such as learning how to make traditional floral garlands.

HAVEN IS offering family holidays at 36 destinations along the UK 
coast, starting at £599 per family for a seven-night break. This price is 
based on a family of four sharing a deluxe two-bedroom caravan at 
Golden Sands in Lincolnshire, departing on July 19. 
The focus at the Haven properties is on family fun with the Nature 
Rockz programme to encourage exploration of coastal landscapes, as 
well as football academies, swimming classes, watersports and 
performances from the Seaside Squad entertainers. 
To book, go to www.bourneleisuresales.co.uk or call 0333 202 5270. 

Haven gets families back to nature this summer
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All afloat with Halong Bay cruise options
HALONG BAY, in the north-eastern Vietnamese province of Quang Ninh, is 
becoming a major destination on cruise itineraries in the far-east. The port, 
with a length of 460m, is capable of taking in two cruise liners at a time. 

However, as reported in Travel Bulletin last week, local authorities are limiting 
the number of cruise ships docking in the area to ensure Halong Bay City and 
surrounding destinations and attractions do not suffer from overcrowding.  

Additionally, local authorities have limited the number of boats which are 
allowed to reside in the bay. 

As well as attracting bigger cruise liners, Halong Bay has long been known 
for its boat tours aboard smaller vessels which sail around the bay’s 1,969 
islands. Tourism businesses have expanded this sightseeing option to include 
overnight cruises with luxury cabins and fine dining.  

To further improve the quality of vessels used for day and overnight cruises 
in Halong Bay, the local authorities have imposed an age limit of no more than 
15 years for all tourist boats.  

EUROSTAR HAS launched a 360° virtual guide to 
help travellers with autism enjoy a smooth and 
stress-free journey. 

Working with the charity Ambitious About Autism – 
which advised that customers with autism feel more 
comfortable travelling after seeing information in 
advance with sights and sounds in two-dimensions - 
the virtual guide has been created to provide visual 
information ahead of a journey along with tips and 
advice for every step, including ticket gates, security 
checks, boarding, on-board and arrivals. 

Amber Kirby, customer experience director for 
the rail service, said: “We are committed to 
providing an effortless travel experience for all our 
customers, and our new guide provides 
information for those that may be anxious about 
what to expect on the journey, specifically 
travellers with autism. We hope it helps more of 
our customers feel prepared so that they can relax 
and enjoy the experience from the moment they 
arrive at the station.” 
The guide is now available at www.eurostar.com/uk-
en/travel-info/travel-planning/travellers-with-autism 

Eurostar provides 360° travel 
guide to help autistic passengers
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THE WORLD got its first look at 
Saga’s Spirit of Discovery 
earlier this month, as she 
floated out from the Building 
Hall at Meyer Werft Shipyard in 
Papenburg, Germany.  

The new ship will be towed 
along the River Ems to Emden, 
before commencing sea trials in 
early June. She will then be 
delivered to Saga for June 20.  

Her naming ceremony will 
take place on July 5 in Dover, 
the first cruise ship to be named 
at the port for more than a 
decade, following the £250m 
redevelopment of Dover 
Western Docks. Spirit of 
Discovery’s inaugural cruise will 
commence on July 10. 

Nigel Blanks, chief operating 
officer for the line, said: “This is 
a major milestone for Saga 
Cruises and for the future of the 
company. Spirit of Discovery 
has been meticulously designed 
for our customers and to 
epitomise Saga’s unique British 
boutique cruising concept. We’d 
like to thank everyone at Meyer 
Werft, and look forward to the 
keel-laying of Spirit of 
Adventure, on June 3, as we 
start the construction of our 
next ship for the British market.” 
Go to www.saga.co.uk to find  
out more.

The host with the most aboard MSC

Saga’s Spirit of 
Discovery takes to 
the water

MSC CRUISES has partnered 
with internationally 
acclaimed home and lifestyle 
expert Martha Stewart for  
a series of exclusive 
experiences designed  
to make guests’ holidays 
more memorable.  

Gianni Onorato, CEO of the 
cruise line, said: “MSC 
Cruises is committed to 
enriching guest experiences 
and, as such, we partner with 
world-class experts in their 
field to create together 
something truly unique. 
Martha Stewart’s philosophy 
and passion for discovery is 
a perfect match for MSC 
Cruises and we are excited to 
bring her innovation, style 
and expertise to life in this 

special partnership designed 
to help our guests create 
memorable holiday moments 
with friends and family.” 

Themed under ‘Celebrate, 
Discover, Experience’, the 
partnership will include 
specially curated Caribbean 
shore excursions, 
celebratory gift packages, 
and onboard holiday dinner 
menus and recipes; all 
combining Martha Stewart’s 
passion for travel and 
personal experiences. 

Martha Stewart said: “I’ve 
always enjoyed introducing 
people to new experiences 
and I’m thrilled to be working 
with MSC Cruises on a 
partnership that embodies 
the true celebratory nature of 

travel, exploration and 
discovery. The excursions 
showcase some of my 
favourite activities and help 
MSC Cruises’ guests 
discover some of the 
authentic and hidden 
treasures of destinations 
throughout the Caribbean. 
The holiday dinner menus 
and surprise gift packages 
encompass what I believe 
celebrations should include –  
good food, good company 
and commemorating great 
adventures and inspiration 
wherever we are.” 

The partnership offerings 
will be available on the 
destinations visited on the 
itineraries of MSC Seaside and 
MSC Armonia, starting June 1. 
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OLD TIME 
FROCK’N’ROLL…  

Spa season opened this 
month in the Czech 
Republic’s West Bohemian 
Spa Triangle. Festivities 
included locals dressing in 
period costume, the 
traditional blessing of the 
springs and a concert by 
the West Bohemian 
Symphony Orchestra. 

Image courtesy of Danubius Hotels Group

Image Credit: Douglas Friedman
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LADIES ON THE LOOSE... Super Break’s Chelsea Mills (centre) updated  
TUI Stafford staff on the operator’s latest products, including the 'Girls 
Night Out’ packages to see Magic Mike Live. Pictured on either side is the 
store’s travel advisor Sharon Dunne (left)and retail manager Emma Smith.

AGENT INCENTIVE

AGENT TRAINING
● FUNWAY HOLIDAYS is launching a “Florida Unlocked” sales and training 

campaign to provide agents with information on areas of the US state 
which may be less familiar and opportunities to win prizes. One of the 
highlights of the campaign is that travel agents will have the ability to 
create their own version of Florida Unlocked, to then promote with their 
customer database. There will be plenty of prizes up for grabs for travel 
agents as part of the campaign, including Red Letter Days, vouchers, a 
stay in Tampa Bay, goody bags and a grand prize of an Apple Watch. 
Travel agents must complete all destination quizzes included on the site 
to be entered into the prize draw. For more information about the three-
month campaign go to www.funway4agents.co.uk 

 
● CARNIVAL CRUISE Line is launching a Gold level “Loyalty Rocks Club: 

Carnival Cruise Line University” training programme to recognise and 
reward agents who undertake professional development courses. The 
training content is video-based and, once the Gold level course is 
completed, agents can move on to Platinum and Diamond levels later in 
the year. Agents who complete the Gold level training by July 1 will be 
in with a chance to win a place on the inaugural sailing of Mardi Gras. 
Other prizes up for grabs include a Merlin annual pass and £50 worth of 
Loyalty Rocks Club points. To enter, agents need to complete the 
training and post their certification on social media with the hashtag 
#MARDIGRAS2020 by July 1. To access the Gold level training 
programme, log on to www.loyaltyrocksclub.com 

FOR ALL COMPETITIONS 
ON THE SITE VISIT 

travelbulletin.co.uk/competitions

COMPETITIONS!

Win a Dyson Supersonic Hairdryer 
with Birmingham Airport.

Win a three-night stay for two at 
the Sandos El Greco Hotel Ibiza.

Win a trip to Lapland for two with 
Newmarket Holidays.

AGENTS CAN win one of 26 places on a fam-to-
sea cruise multi-fam trip with Travel 2. The 26 

places will be split across four separate itineraries, 
representing each of the cruising styles the brand 
offers - ocean, luxury, river and expedition - with 

six places available on each voyage.  
This incentive comes as part of a wider Cruise 

Plus initiative which will give more than 50 
agents the opportunity to go on a fam trip in 
2019. The initiative also includes staff training 
with more than 20 cruise suppliers throughout 
this year, with Glasgow-based staff getting the 

opportunity to visit around 15 ships.  
To be entered into the prize draw to win a place 
on the fam-to-sea trip and earn up to £100 of T2 

rewards per booking, agents must make a 
qualifying Cruise Plus booking between now and 
June 29. Each booking must include a cruise of a 

minimum of four nights duration booked via 
Cruise Plus with a minimum deposit of £300 per 

person or the balance paid in full by June 29.  
Full details of the incentive and prizes are 

available on www.travel2.com
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Plenty of fine ways to  
have your fill of Philly
FOLLOWING THE launch of American Airlines’ direct flight to 
Philadelphia from Edinburgh, the Philadelphia Convention & 
Visitors Bureau’ has shared a list of the best things to do in 
Pennsylvania’s biggest city.  

The first suggestion is to learn more about its history, with 
Philadelphia commonly recognised as the “birthplace of 
America”. Attractions include the National Historical Park, where 
guided tours are available; UNESCO World Heritage-listed 
Independence Hall; the Liberty Bell; and Betsy Ross House, 
which commemorates the life and accomplishments of Betsy 
Ross, who is believed to have made the first American flag. 

Art lovers can visit “Museum Mile” on Benjamin Franklin 
Parkway, home to the Philadelphia Museum of Art, the Rodin 
Museum and the Barnes Foundation. Additionally, Philadelphia 
has been called the “Mural Capital of the World”, because of 
more than 4,000 murals, as well as outdoor sculptures. 

For foodies, the bureau recommends the famous Philly 
cheesesteak, as well as craft beers from traditional markets, where 
historic pubs and breweries can be found. Other local treats 
include hoagies (a sub-style sandwich), pretzels and Pennsylvania 
Dutch cuisine. The city has more than 2,500 restaurants and bars.  

Shopping is another drawcard, according to the bureau. Tax-
free shopping applies to all clothes and shoes and there is a 
range of shopping options, from high-end boutiques to fashion 
outlets, as well as the King of Prussia Mall, the largest mall in 
the US by retail space, located 45 minutes out of town. In 
September this year, the city’s Fashion District will open.  

Finally, the bureau recommends exploring Philadelphia by 
foot, which is easy thanks to its relatively compact size and 
easy-to-navigate grid street plan. Additionally, the city has a 
10,000-acre park system with more than 270 miles of 
recreation trails, cycleways and paths for walking or running. 
For more information on Philadelphia, visit 
www.discoverPHL.com  

I WAS a little spoilt when starting out in the travel 
industry almost ten years ago. Three months into 
my exciting new job, I was sent on my first ever 
fam, which happened to be the Maldives. Needless 
to say, I never fully recovered and all other beach 
destinations have had a very tough act to follow 
ever since. If you haven’t been to the Maldives, 
believe me when I say it really is as breathtakingly 
beautiful as it looks.  

With approximately 1,200 coral islands and 
sandbanks (around 200 are inhabited), it may 
appear a little daunting to sell the Maldives if you 
haven’t been or don’t offer it too often.   

The important information, beyond your client’s 
budget, is to find out what kind of island would 
they prefer. Are they looking for a tiny island that 
takes only 10 minutes to walk around with just 
one restaurant, or do they need a lot of dining 
choice and a larger island with more facilities if 
they are afraid of getting bored?  

While some customers insist that they do not 
need or like all-inclusive, it really does not make 
good sense sending your customers to the 
Maldives with any other board basis. Ultimately, 
throughout their time in the Maldives they will be 
on one island. If they plan on eating and drinking 
during their holiday, it will usually represent much 
better value to go all-inclusive, rather than paying 
hefty sums when they are there and a huge bill 
when checking out.  

The Maldives can be an option for those on a 
mixture of budgets from the lower end of £1,500 
per person, through to those who can spend as 
much as £40,000 per person. The key is to find the 
right island for your customer and as always, 
manage their expectations. Some of my favourite 
islands include The Sun Siyam Iru Fushi, 
Kuramathi, Komandoo and LUX South Ari Atol.  

There are some very basic three-star islands that 
I wouldn’t recommend to those looking for high-
end luxury, but to affordably enjoy the Maldives, 
swim in that gloriously warm, clear water among 
the reefs and stroll across the powdery soft white 
sands, it can be worth compromising on the 
accommodation to have that experience.  
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This bronze billygoat stands as 
a symbol of the country’s 
oldest festival - Puck Fair – in a 
town that many consider at the 
first stop on a scenic circular 
route. From here, many journey 
to ancient monuments, 
romantic castles, grand 
gardens and colourful villages 
interspersed along the 
dramatic coastal roads and 
wild country tracks that 
encapsulate an idealistic image 
of this ‘Emerald Isle’.

WHERE AM I?
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Win a £50 M&S voucher in the  
 Su Doku prize puzzle

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, May 30. Solution and 
new puzzle will appear next week. 

The winner for May 10th is  
Stephanie, Easytravel in Worcs. 

May 10 Solution: A=6 B=9 C=9 D=5

Fill in the crossword to reveal the mystery location highlighted by the green squares.
Across 
1. Leisure Hotels, part of Bourne (6) 
3. Continent (4) 
6. Lhasa is the capital (5) 
8. Red Sea resort, known as Israel's tourism 

capital (5) 
9. Elton John biopic at a cinema near you (9) 
12. Historic Croatian city (9) 
15. The largest of the Greek islands (5) 
16. Island in the Aegean, birthplace of 

Pythagoras (5) 
17. Pulteney Bridge is an iconic landmark in this 

spa town (4) 
18. Country on the Dead Sea (6) 

Down 
1. Man City beat this team to win the 

Emirates FA Cup (7) 
2. Exeter airport code (3) 
4. State capital of Oregon (5) 
5. This river's bore is popular with surfers 

and canoeists (6) 
7. Find a place to drink in Hobart,  

perhaps (3) 
10. Norfolk resort, famed for its Crab & 

Lobster festival (6) 
11. Brighton-based activities operator (7) 
13. Brittany port (5) 
14. Flag carrier of the Netherlands (3) 
16. San Francisco International airport  

code (3)C
R

O
S

S
W

O
R

D
Solution: 
Across: 1. WARNER, 3. ASIA, 6. TIBET, 8. EILAT, 9. ROCKETMAN, 12. DUBROVNIK, 15. CRETE, 16. SAMOS, 17. BATH, 18. JORDAN.  
Down: 1. WATFORD, 2. EXT, 4. SALEM, 5. SEVERN, 7. BAR, 10. CROMER, 11. NEILSON, 13. BREST, 14. KLM, 16. SFO.  
 
Mystery word: WALES   Where am I?: Killorglin on the Ring of Kerry, Ireland

A

B

C

D
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ADVANTAGE TRAVEL 
Partnership has launched 
‘Apprenticeship Solutions’ to 
train and accommodate the next 
generation of travel experts. 

Created in partnership with 
Travilearn and TrainingStation, 
the solutions will incorporate a 
mix of both one-to-one 
classroom teaching and self-
study online learning. 

Neil Amorgie, global product 
director at Advantage explained: 
“This initiative is the first of its 
kind in business travel and 
follows membership demands 
for quality staff and training. The 
solution with Travilearn will 
allow a tailored approach that 
will suit out members’ needs.” 

Paula Lacey, Advantage’s 
group commercial and 
membership director, said: 
“The leisure and business 
travel industry are exciting 
industries to work in and we 
are passionate about helping 
our members find, train and 
retain the next stars of these 
travel sectors.” 

The service will be available 
to Advantage members in 
England from June onwards. 
For more information, visit 
www.advantagemembers.com

Advantage celebrates 40 years at Cádiz conference Apprentice solutions 
launched for the 
next generation  
of agents

CELEBRATING FOUR decades 
in the travel industry, the 2019 
edition of the Advantage 
conference saw more than 
450 travel agents and  
suppliers networking in the 
picturesque Spanish coast of 
Sancti Petri, Cádiz. 

Under the theme 
‘Vivolution’, coined by 
incorperating ‘vivo’, the 
Spanish word for ‘alive’, 
experts addressed triumphs 
and barriers in the industry, 
from ‘fake news’ to Brexit.  

Speaking during the 
conference’s opening plenary 
session at the Valentin Sancti 
Petri Hotel and Convention 
Centre, Julia Lo Bue-Said, 
CEO of Advantage, explained: 
“Our workforce is changing 

and it is beyond recognition. 
We need to consider how we 
manage a multigenerational 
workforce, promote the 
industry as an industry where 
careers can be made, and for 
us all to consider the 
importance of investing in our 
own people – after all, they 
make our business.” 

Julia discussed the 
changes which have 
occurred in the travel 
industry during the 
company’s 40-year lifespan: 
“Change used to happen in 
cycles of decades, but now 
it’s happening right before our 
eyes – we need to focus on 
what we can control and not 
what we can’t, because we 
are too distracted otherwise. 

Our time today is the spirit of 
living evolution – change on 
the move, or as we call it here 
today, Vivolution.” 

The two-day event saw 
industry leaders 
spearheading breakout 
sessions and workshops. 
Keynote speakers, including 
businessman and 
broadcaster David Meade, 
BBC Scotland’s editor Sarah 
Smith and reality TV 
personality Ant Middleton, 
covered a range of issues 
such as globalisation, over-
tourism, selfie culture and the 
impact of social media. 

Next year’s Advantage 
Conference will take place in 
Madeira’s five-star Savoy 
Hotel on May 15-18.

Image credit: Nick Robb Photography

AGENTS AND and suppliers were asked about their perceptions of young people in the workplace, with buzzwords including 
‘lazy’, ‘needy’ and ‘entitled’ taking the forefront, alongside the tongue-in-cheek ‘#YOLO’. 

Amy Hogarth, head of corporate sales for Tag, deemed this viewpoint as ‘offensive’ saying: “Businesses go up and businesses go 
down – we’re not stupid – it’s just about communicating those things and treating us [millennials] like adults, really.” 

Iain Powell, head of trade sales for Saga, addressed the common trope that young people are impatient about career progression. 
He was more optimistic than some speakers with his approach to the drive of millennials in the travel trade, pointing out that it could 
be much worse than having a generation of young, motivated professionals on a team. 

Paul McCarroll, CEO of Paul McCarroll House of Travel, said he has seen a rise in younger customers as a result of adding more 
millennials to his team – echoing the words of mediator David Meade: “We are more likely to buy from people who are just like us.” 

Social media has turned travel into an online experience, with more holidaymakers showing off their #ootd with a #seasideselfie 
but keynote speaker Sarah Smith discussed her disdain for the social media traveller, proclaiming that she doesn’t let Instagram 
influence where she visits on holiday: “I find the experience of looking at everything l through the lens of your mobile phone instead 
of experiencing the moment quite boring, and I don’t know whether people ever look back at these endless pictures they take.” 

However “Instagram does play a big role for people our age,” said WIN Global Travel Network’s international development 
manager, Kirsty Chambers, in a discussion on millennials in the travel industry and added: “There are a lot of influencers on there 
and it does influence the way we book a holiday.”

Busting myths about millennials in the travel industry   

ADVANTAGE CONFERENCE MAY 24 2019   |   travelbulletin.co.uk10
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AMID THE celebrations of the company’s  
40-year milestone, this year’s Advantage 
Conference addressed the issue of customer 
uncertainty regarding Brexit. 

Keynote speaker Sarah Smith, editor of BBC 
Scotland, likened public mistrust of the travel 
industry to the impending issue of ‘fake 
news’, which has, in turn, brought the 
mainstream media’s legitimacy into question. 

“We are suffering through a crisis of trust,” 
she began. “This is a time where people just 
don’t know what to believe, and they certainly 
don’t know who to trust, and that matters to 
all of you every bit as much as it does to us in 
the news. The era of authority is over.” 

Smith called for travel leaders to show 
transparency as Brexit looms, promoting an 
honest approach to restore trust: “None of us 
can continue to believe we know best, 

because nobody believes us. Of course, we’re 
only going to thrive if our customers believe 
the message they are receiving from us is 
authentic. I’m sure you all know authenticity is 
so highly prized these days, even more than 
experience of empathy, its authenticity that 
everyone is always looking for.” 

A Q&A session with Steven Esom,  
non-executive chairman at the Advantage 
Travel Partnership, was held. He described 
Brexit’s effect on the British travel industry as 
a “grey area”, calling for industry leaders to 
wade their way through the current climate.  

“What we’re trying to do is to cut through 
this to provide clarity because we know that 
[UK] sector very well,” he said. “We’re just 
trying to make sense of what we can, but also 
control what we can control, and if we do that 
well hopefully we can manage the rest.” 

THE ‘BRAND New Thinking’ session, led by Dean Harvey, managing director of Kuoni, highlighted the importance of creating a 
unique, approachable brand identity to beat the competition. 

“Our people are a representation of our brand,” Harvey began. “Having a strong brand is like turning the company logo 
into a flag for the rest of the company that they can rally around.” 

Harvey suggested stepping away from industry tropes to stand out from the crowd, as well as avoiding commercially 
staged photographs in light of more authentic images to promote products without the cheesy grins. 

Travel Bureau’s Jeanne Lally provided her insights into the luxury travel trade in a ‘Defining Luxury’ breakout and revealed 
her trial-and-error approach to branding. For example, while removing photos from the windows of her shop seemed like a 
unique approach, the drop in customers proved her idea to be a flop. She said, “We get walk in customers who spend a lot 
of money because the shop looks different to our competitors ... Your shop needs to look like it means business.” 

Paula Lacey, Advantage’s commercial and membership director, discussed the company’s efforts in customising their 
services for members: “We are going to be working hard on more personalisation for your individual businesses – it’s about 
getting closer and getting better at what is important to you and your businesses. Therefore, we are going to be evolving 
the way we work and communicate with you, and we’re going to be working closer with you, the members, to drive and 
achieve this.”

Agents learn how to build a stand-out brand

A CRISIS OF TRUST?
ADVANTAGE HOLIDAYS, 
the company’s tour 
operator, announced the 
launch of repackaged 
fares with cruise and 
airline partners. Using 
cutting-edge technology, 
members will be able to 
tailor bookings for a 
range of ocean and  
river cruises. 

Paula Lacey, group 
commercial and 
membership director for 
Advantage Travel 
Partnership, said: “We are 
very excited to expand 
our current offering to 
members giving them the 
opportunity to sell 
repackaged cruises to 
their customers at 
competitive prices. The 
regional departures and 
flexible durations provide 
growth opportunities for 
our members by offering 
them an edge of 
competitiveness in this 
business environment.” 

The repackaged fares 
are expected to launch 
next year. 
For more information, visit 
www.advantagemembers.
com

Advantage unveils 
repackaged fares for 
air travel and cruising

Keynote speaker, Sarah Smith, addressed the Advantage conference 
on building trust in the travel industry against the backdrop of Brexit.

Image credit: Nick Robb Photography
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PEGASUS AIRLINES is 
launching flights between 
Manchester Airport – its UK 
second base after London 
Stansted – and Istanbul’s 
Sabiha Göçkcen on July 1.  

The new route will operate five 
days a week on Mondays, 
Tuesdays, Wednesdays, 
Saturdays and Sundays, 
connecting to 32 further 
destinations across Turkey, and 39 
international destinations 
including Abu Dhabi, Beirut, Doha, 
Dubai, Muscat, North Cyprus, 
Sharm El Sheikh and Tel Aviv.  

The scheduled flights will take 
off from Manchester Airport at 
12:40, arriving into Istanbul 
Sabiha Göçkcen at 18:50; flights 
from Istanbul will depart at 
09:30, reaching Manchester 
Airport at 11:55. Fares start 
from £79.99 one way. 

Güliz Öztürk, the carrier’s CCO 
said: “We are delighted to 
extend our operations to an 
additional key region of the 
country, giving our UK guests 
more choice and flexibility when 
planning their travels. We hope 
to attract more guests who will 
enjoy travelling to Istanbul and 
the exciting destinations 
beyond, both within Turkey and 
elsewhere in our network 
always at our affordable fares.” 
Go to www.flypgs.com for more. 

Pegasus expands 
UK network 

AIR MAURITIUS has launched 
its new A330-900neo on 
direct services from Heathrow 
to Mauritius, making it the 
world’s first airline to operate 
both the A350 XWB and 
A330-900neo aircrafts. 

The first A330neo was 
delivered on April 18, making 
a short visit to Heathrow’s 
Terminal 4 for a grand 
unveiling at a celebratory 
event before flying to 
Mauritius to start its 
scheduled flights to London.  

All flights from Heathrow 
to Mauritius will now be 
operated by the A330-
900neo and the aircraft is the 
first of its kind to operate in 
the Indian Ocean. 

Of the 288 cabin seats on 
board, 28 are in business 
class; each with aisle access 
and an entertainment system 
accessed via individual 15.4-
inch HD LED screens. Guests 
flying economy will benefit 
from an elevated and more 
comfortable experience as 
the A330-900neo model 
offers 18-inch-wide seats, 
individual 11.1-inch HD LED 
screens, with the airline 
promising the quietest cabin 

in its category and, overall, a 
more spacious cabin layout.   

Somas Appavou, the 
airline’s CEO, said: “I am 
delighted to welcome our 
first Airbus A330neo, 
another milestone in our 
fleet modernisation 
programme. The addition of 
two new A330neos to our 
fleet will bring more 
flexibility and efficiency to 
our operations, while 
supporting our network 
strategy. The A330neo offers 
similar levels of comfort as 
the A350 XWB, which has 
received very favourable 
feedback from our guests. I 
strongly believe that with the 

addition of the A330neo to 
our fleet, Air Mauritius will 
further reinforce its focus 
and emphasis on the 
customer, who are the very 
core of our business model.” 

Air Mauritius is the only 
airline to fly direct to 
Mauritius from Heathrow 
with a flight time of 12 
hours. In conjunction with 
the carrier’s codeshare 
partners, Air France and 
KLM, it offers departures 
from 13 UK and Ireland 
regional airports connecting 
to Mauritius via Paris and 
Amsterdam.  
For more information, go to 
www.airmauritius.com  

A WORLD FIRST 
Air Mauritius the first airline to operate the A330-900neo  

in the Indian Ocean 

AIR TRAVEL

Pictured at the ribbon cutting ceremony is Girish Nunkoo (left), 
the High Commissioner of Mauritius and Mike B. 

Seetaramadoo, Air Mauritius’ Executive Vice President of 
commercial, cargo & resource optimisation.
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AIRLINE SHOWCASE 
MANCHESTER AGENTS were flying high at 
Travel Bulletin’s Airline Showcase last week. 
With a veritable fleet of big name exhibitors 

in attendance and specialist airlines 
stretching the world over, agents were 

invited to learn about each one’s unique 
selling points and new routes; together with 
the chance to pick up some fabulous prizes. 

HEADLINE SPONSOR

Paul Hayden (left) from Virgin Holidays was thrilled to pick up a 
prize of two complimentary flights, gifted by Air Arabia and 
presented by the airline’s Brandon Davis.

Catching up at the drinks reception is, from the left: David Stone, Sky Load Travel; Ramesh Davchand, A2B Travel; 
Alan Wright, Failsworth Travel; Howard Goldman, Howard's Way Travel; and Travel Counsellor Ralph Warrington.

Branka Vojinovic from APG Airlines was on hand to meet with 
agents and presented raffle winner Gunvant Kumpavat of 
Mina Travel with a bottle of champagne. Pleased to win an Aer Lingus goody bag and a voucher providing £100 off 

an Aer Lingus flight is lucky Deborah Summerhayes (right) from Hidden 
Retreats, which was presented by the company’s Liza Hammond.

S04 TB 2405 2019 Air Travel_PixMix_Layout 1  21/05/2019  15:51  Page 14



Want to get in on the #TBShowcases action? Our next event 
will be the Mediterranean Showcase taking place in Oxford 
on June 10 and Sheffield on June 11. To confirm your place 
or find out when we will be hosting our next event near you 

contact events@travelbulletin.co.uk

Finnair’s goody bag prize went to Sabah Ghafouri 
from Colours Travel, presented by the airline’s 
Claire Herbert.

Welcoming agents to the event is Malcome Aldcroft (left) representing China Airlines, 
Timothy Bettney for Ethiopian Airlines, and Diane Ade for El Al Israel. 

A shopping voucher & goody bag was up for grabs 
through Hawaiian Airlines with the prize going to 
the delighted Sarah Turner (right) from STA Travel 
and gifted by the company’s Carol Tumber.

From the left we have Turkish Airlines’ Daiva Calnaryte presenting 
Chris Hughes from TUI Holidays with a £50 voucher, along with the 
airline’s Hulya Curtis.

A goody bag including a Red Letter Days £100 gift 
voucher was the prize from Air Canada which 
went to Liam O'Connor (left) from TUI Holidays, 
pictured here with the airline’s Kevin Rogers. 

A prize bottle of Prosseco was presented by Arto Bettencourt of Copa 
Airlines to on-the-spot winner Karin Hanna of Hidden Retreats.
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LAST MONTH, London Luton Airport (LLA) hit 
the milestone of serving 17 million 
passengers in a 12-month period. This comes 
as the airport experienced its busiest-ever 
April with 1.5 million passengers travelling 
through the airport, a 10.4% increase on the 
same time last year. 

New figures show the airport has seen a 
growth in the number of local people using the 
airport. CAA data for 2018, shows that five 
million of the passengers passing through the 
airport were from Bedfordshire, Hertfordshire 
and Buckinghamshire – accounting for around 
30% of total passenger numbers for the year. 
Growth from the local areas was particularly 
driven by passengers from Hertfordshire where 
passenger numbers increased 11% in 2018. 

Tel Aviv remained in the top five most 
popular destinations with April marking the 
tenth anniversary of Israeli airline EL AL 
operating from the airport, as well as EL AL 
welcoming its one millionth passenger from 
LLA. Other popular destinations over Easter 
included Budapest, Bucharest and Amsterdam. 

Alberto Martin, the airport’s CEO, said: 
“April marks a real milestone for the airport 
given we have served 17 million passengers 
over the last 12 months. We are also 
delighted to have welcomed a record 
number of local residents – we’re aware of 
the important role which we play in the local 
community and are always working to 
ensure that the benefits of our 
transformation are felt by everyone.” 

ETIHAD AIRWAYS is extending its free Abu Dhabi stopover campaign to the end of the 
year, due to the popularity of the special offer in its opening month.  
Travellers flying through the UAE capital with the airline are invited to enjoy a free two-
night hotel stay to break up their journey and explore the city’s cultural highlights, 
desert landscapes and unique attractions. The offer is open to all guests booking flights 
through travel agents to and from all Etihad destinations via Abu Dhabi. Guests can 
choose from a range of hotels located across the city including the five-star Jumeirah at 
Etihad Towers, Intercontinental Abu Dhabi and Dusit Thani Abu Dhabi, as well as the 
Pearl Rotana, Courtyard by Marriott WTC, Crowne Plaza and Radisson Blu. 
The free Abu Dhabi stopover promotion is available for bookings made by December 1 
for travel until December 31. 

Etihad extends free two-night Abu Dhabi getaway offer

LOCAL HEROES
VIETNAM AIRLINES has 
released its summer schedule 
for 2019, boosting access to the 
destination for UK travellers with 
seven flights a week flying from 
Heathrow to Vietnam.  

The Vietnamese national 
carrier will fly four times a week 
between London and Hanoi, the 
country’s capital, and three 
times a week between London 
and Ho Chi Minh City, the 
largest city in the south of 
Vietnam, formerly known as 
Saigon. The airline is the only 
carrier to offer a direct service 
between the UK and Vietnam. 

The Heathrow-Hanoi flights 
take off at 11:10 on Tuesdays, 
Thursdays, Fridays and Sundays 
and return to London on the same 
four days, departing Hanoi at 
01:00. Meanwhile, the Heathrow-
Ho Chi Minh City flights take off 
at 11:10 on Mondays, 
Wednesdays and Saturdays, 
returning to London for 00:25. 

For tourists who are using 
Hanoi or Ho Chi Minh City as a 
transit hub, visa-free transit 
tours of the cities are available 
for layovers of more than eight 
hours in Hanoi and six hours in 
Ho Chi Minh City. As well as 
offering direct flights from the 
UK, Vietnam Airlines has grown 
its regional business with 
connections from Vietnam to 
airports in Japan, Laos, 
Cambodia, Korea, Thailand, 
Malaysia, Korea, Taiwan, 
Singapore and Australia. 

Seven days a week 
from Heathrow to 
Vietnam 

London Luton Airport serves 17 million with strong growth seen 
in number of local passengers
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AHEAD OF the summer, Air New Zealand has 
launched its UK campaign showcasing its 
London to Los Angeles route and highlighting 
“a better way to fly” proposition. 

The campaign aims to educate travellers on 
the airline’s direct London to LA service and, 
by drawing on the theme of “bet you didn’t 
know”, highlight some of the surprising 
things they might not know about the service. 
Predominantly running at London 
Underground stations, the light-hearted 
campaign will feature various displays 
highlighting lesser-known facts such as 
“babies can’t dream”, “lobsters taste with 
their feet”, “mangoes get sunburn” and “bees 
do have knees” before revealing the daily 
direct flight route. 

The campaign showcases some of the 
unique elements that make up an Air New 
Zealand flight, such as the free-poured New 
Zealand wines on offer, free onboard Wi-Fi, 
gate-to-gate entertainment, 23kg of no-charge 
baggage and Kiwi-inspired fresh food.  

Joanna Copestake, the airline’s head of UK 
and Europe, said: “People are sometimes 
surprised when we tell them Air New Zealand 
flies direct from London to Los Angeles.  We 
wanted to draw on that element of surprise 
with our latest campaign, using it to raise 
awareness among travellers of our award-
winning product, Kiwi hospitality and the fact 
that we fly directly from London to Los 
Angeles with no hidden extras, making our 
airline a better way to fly.” 

BET YOU  
DIDN’T KNOW…

NOW ON sale for Winter 19/20, 
Jet2.com and Jet2CityBreaks 
has added additional trips to 
Iceland from Birmingham, East 
Midlands and Newcastle.  

This expanded programme 
means that the company is 
now able to offer a choice of 35 
three- or four-night trips to 
Iceland from across six bases 
throughout the winter season, 
including Birmingham, East 
Midlands, Glasgow, Leeds 
Bradford, Manchester and 
Newcastle. 

Agents can offer their clients 
flight-only or package holiday 
options, with packages through 
Jet2CityBreaks available for a 
£60 per person deposit and 
including a guided Northern 
Lights Tour, flights, transfers to 
and from the airport, and a 
choice of three- and four-star 
hotels in central Reykjavik. 
Excursions to the Golden Circle 
and Blue Lagoon are also 
available to purchase. 

Steve Heapy, CEO of the 
company, said: “This expanded 
programme of 35 dedicated 
trips to Iceland gives our 
customers even more choice 
for Winter 19/20. The beauty of 
Iceland, coupled with the 
fantastic benefits available 
through Jet2.com and 
Jet2CityBreaks, means we are 
confident of a very successful 
programme.” 
For further information go to 
www.jet2.com   

Jet2 expands 
Iceland programme 

Air New Zealand launches ‘surprising’ new campaign to highlight 
London to Los Angeles route  

AIR TRANSAT has launched its latest agent incentive as part of its Star Rewards programme.  
Agents who book Club Class return tickets will receive a £20 cash voucher for each booking. 
Those booking passengers in Economy Class return will receive a £10 cash voucher. 
Bookings must be made between May 15 and June 30, for travel in the four months between 
May 15 and September 15.  
Adrian Keating, the airline’s commercial director for UK and Ireland, said: “Since last year we 
have been working hard to offer our valued travel agent partners special incentives for the 
bookings that they make through our Star Rewards programme. Throughout the rest of the year 
we will continue to roll out more Star Rewards incentives for our agents – watch this space.” 
Agents looking to find out more and claim their cash voucher giveaways should visit 
www.airtransatgiveaway.com 

Pick up cash rewards with Air Transat incentive 
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SHEARINGS HOLIDAYS is 
promoting its ‘Sorrento, Pompeii 
& the Isle of Capri’ tour, newly 
introduced for 2019.  

This ‘Go By Air’ tour is available 
on selected dates between now 
and October and offers the chance 
for clients to stay in a choice of 
three hotels in Sorrento while 
exploring the local area. 

The three hotels featured are 
the Hotel Tirrenia, Hotel 
Metropole and Hotel Alpha. 
Two excursions are included – 
a full day boat trip to the island 
of Capri; and a full day trip to 
the UNESCO World Heritage 
Site of Pompeii. 

Prices start from £1,042 per 
person, which includes 
Gatwick flights, seven nights’ 
half-board accommodation at 
the Hotel Tirrenia, overseas 
transfers and two excursions 
and is based on two sharing. 
Other airports are available but 
supplements may apply.  
Go to www.shearingsagent.com 
for more details. 

‘Go By Air’ with 
Shearings 

2019 MARKS an important 
year for Italy and ENIT (the 
Italian national tourist board) 
as it continues to encourage 
visitors to look beyond  
the city hubs, discover 
lesser-known regions  
and tap into the authentic 
Italian way of life. 

Utilising the increasingly 
popular notion of ‘slow 
tourism’, visitors are invited 
to travel at a more relaxed 
pace; designating more time 
to savour the country’s 
natural landscapes, smaller 
art cities, hamlets and 
country retreats. Agents are 
well placed to carry this 
concept to the next level  
by picking up on stand-out 
cultural events and 
anniversary celebrations 
that will make 2019 the year 

for clients to consider a  
trip to Italy. 

For example, 2019 will see 
the commerations for 
Leonardo da Vinci and the 
500th anniversary of his 
death take central stage, 
especially in Tuscany and 
Milan. The world-renowned 
historical figure was born in 
Vinci, a small village near 
Florence, but spent his most 
creative years in Milan at the 
court of the noble family of 
Sforza. It was here, while 
under their patronage, that 
he worked on the Last 
Supper, one of his most 
famous paintings, and 
created many of his 
inventions. A series of 
exhibitions, talks and 
shows will take place in 
Florence, Vinci, Milan and 

other cities in Lombardy 
throughout the year. 

The city of Matera in the 
Basilicata region of Southern 
Italy has been declared the 
European Capital of Culture 
for 2019. The inhabited 
substrata of the city and 
caves dug out from the rock, 
the Sassi, are perhaps its 
most distinctive trait and a 
full year of celebrations is 
already underway.  

On any given day, visitors 
can see a show, visit an 
exhibition, talk to the local 
people and taste the local 
cuisine in the extraordinary 
atmosphere of Matera’s 
ancient cave dwellings.  
To learn more, go to 
www.italia.it or visit 
www.matera-
basilicata2019.it 

TAKE YOUR TIME 
The Italian National Tourist Board invites visitors to savour  

the moment and shows why Matera should be on every 
traveller ’s radar in 2019…

ITALY 
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EACH SUMMER, the Trentino region in northern Italy hosts 
dozens of live open-air concerts as part of the ‘Sounds of the 
Dolomites’ music festival, in which international artists 
perform a varied programme of jazz, classical and world 
music on natural, open-air stages. 

This year, the festival will return to celebrate its 25th 
rendition, running for an extended period from June 28 to 
September 15. This special anniversary edition will include 
opera for the first time with Rossini’s ‘The Barber of Seville’ 
heightened by the unique acoustics offered by the mountain 
setting. The region’s landscapes form an idyllic backdrop for 
each live performance as grand pianos are played in open 
meadows and steel drum bands perform at the foot of the 
Brenta Dolomites. Trentino mountain guides lead concert-
goers on scenic routes passing through forests, mountain 
pathways and rural pastures to reach their event. 
To view the full festival programme, go to 
www.Isuonidelledolomiti.it/en or to learn more about 
Trentino, see www.VisitTrentino.info 

NEWMARKET HOLIDAYS’ Italy collection offers more than 
15 escorted tours and resort-based stays with many 
offering the chance for clients to fly on exclusively 
chartered flights from a range of local airports.  
Richard Forde, the operator’s head of trade sales, 
explained that the flight programme out of regional 
airports such as Aberdeen, Inverness, Humberside, 
Newquay and Norwich, “is really important for both our 
customers and the agents we work with. Customers like 
the convenience of flying from a familiar, local airport 
where they feel their holidays ‘start early’.”  
Agents are supported in areas close to regional airports 
with the introduction of a Marketing Hub on the new 
website which can be accessed by clicking on the ‘Agents 
tab’ found on the website. For clients who want to relax, the 
operator recommends that the lakes make for a good 
alternative to a beach holiday and that agents should look 
to resort-based stays around Lake Garda, Lake Como and 
Lake Maggiore. Go to www.newmarketholidays.co.uk  

Sound of Summer

Trentino hosts 25th edition of ‘Sounds of 
the Dolomites’ open-air music festival 

Image Credit: Photographer 
− Daniele Lira, 2009 via 
Trentino Sviluppo S.p.A

Local charters give agents the edge
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INGHAMS HAS introduced several 
new additions to its ‘Lakes & 
Mountains’ programme with special 
summer tours that give particular 
prominence to the sights, sounds, and 
sumptuous flavours of Italy. 

For example, on the operator’s 
seven-night ‘Gastronomic Tour of 
Central Italy’ guests will get to discover 
the culinary delights and colourful 
histories of Emilia Romagna, Tuscany 
and Umbria with a passionate guide. 
Highlights include visits to Parma’s 
cheese and ham factories; an 
exploration of Florence and Bologna; 
the small city of Orvieto in Umbria 
followed by a visit to a local winery for 
a tour and tasting; Perugia and a visit to 
its famous chocolate factory; and an 
authentic lunchtime cookery lesson to 
whip up a few regional specialities. 

Laura Mason, the operator’s senior 
product manager for Italy, said: “Italy 
has always been popular with British 
holidaymakers. But we’re now seeing 
a trend of people wanting to go to the 
lesser-known destinations or to really 
immerse themselves with the help of 
an experience such as wine tasting or 

a local farm visit.” 
This escorted tour has a maximum 

group size of 12 guests and has a 
departure date set for October 4, priced 
from £1,799 per person. 

Also new is the self-guided ‘Trekking 
the Cinque Terre’ tour, where guests 
can meander on some of the most 
picturesque walks in Italy at their own 
pace with the help of an itinerary, 
detailed maps and transport tickets, 
starting from £815 per person.  

For something more festive, this 
year celebrates the 25th anniversary 
of ‘Sounds of the Dolomites’; a 
unique, open-air music festival, partly 
hosted in Canazei and which brings 
renowned musicians from around the 
globe to perform in ‘natural theatres’, 
combining art with the environment, 
in a concert programme that 
celebrates freedom, music and nature. 

Nestled between the Marmolada 
and Sella mountains, Canazei can offer 
adventures for all ages and abilities. 
The four-star Hotel Cesa Tyrol is 
equipped for cyclists and mountain 
bikers, and offers daily guided bike 
tours for guests. A popular ski circuit in 

wintertime, guests can use a summer 
lift pass to explore the famous Sella 
Ronda by bike but there are also 
numerous routes to enjoy on foot.  

Xavier Goodwin, product manager 
for Italy, added: “The Dolomites are 
rapidly growing as a summer 
destination, as more and more people 
discover the fantastic walking there is 
there, its cleanliness and commitment 
to nature, the truly staggering scenery 
…and not to mention the food.” 

Inghams can offer a seven-night 
holiday to Canazei this summer, on a 
half-board basis at the four-star Hotel 
Cesa Tyrol, from £999 per person. This 
includes flights and airport transfers. 
For more information, visit 
www.agents.inghams.co.uk or call 
01483 938 418. Alternatively, for 
training contact 
agency.sales@hotelplan.co.uk  

If you had an airline what would it be called?
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A TASTE OF ITALY
As Inghams celebrates its 85th birthday, clients can join the festivities and make the most of 

Italy with these new experience-led summer tours 
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