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A STUDY from Priority Pass has found that Welsh travellers 
are more willing to spend money on wellness getaways 
than any other region in the UK, leading the ranks with a 
whopping £1,685 per person each year. 

Carried out in partnership with YouGov, the study 
gathered the spending habits of 2,000 UK adults from 
across the mainland in an effort to locate the United 
Kingdom’s holistic hub.  

The study found Scotland to be the second biggest 
spenders on wellness trips with £1,426 per traveller, and 
South East reached third in the ranks with £1,340 per 
person. Further down the list, London stood in fourth with 
£1,314 per person, followed by South West (1,282), East 
Midlands (£1,164). North East (£1,141). East of England 
(£1,038), West Midlands (£1,003), North West (£1,002) and 
Yorkshire and the Humber (£655). 

Amongst the information gathered, the study found that 

Brits spend a total of £9.7 billion each year on health-
oriented travel; including spa trips, golf holidays and 
wellness retreats. Priority Pass also found 41% of Brits enjoy 
at least one domestic spa break of golfing holiday a year, 
with just 5% travelling overseas for a health holiday. Across 
the water, Trip Advisor points to Bali, Costa Rica and Ibiza as 
the top wellness destinations on the radar for UK residents. 

An increasing demand for a ‘complete wellness 
experience’ was found to be another trend for UK travellers, 
with holidaymakers citing an upgraded flight (57%), fast 
track security (51%) and lounge access at the airport (37%) 
as the three biggest perks which would make their 
wellness holiday more enjoyable.  

Speaking of the findings, Andy Besant, director of travel 
experiences at Collinson, said: “We are seeing an increase in 
people wanting to take extra care of their wellbeing, which is 
influencing how consumers choose to spend their money.” 
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Welsh holidaymakers spend more on wellness getaways than the rest of the UK

SUPER BREAK has launched a super steamy ‘Girls Night Out’ package, offering customers the chance to see the sexy stylings of 
Magic Mike live at London’s Hippodrome from £197.70. The package is available on Friday and Saturday nights from now until August 
1, and includes tickets to the 19:30 or 22:00 performance of the show, overnight accomodation in the President Hotel with breakfast, 
a three-course dinner at Las Iguanas (with a glass of wine, of course) and free VIP entrance to selected London nightclubs. 

IT’S A KIND OF MAGIC...
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ROTA VICENTINA has announced plans 
to launch a series of walking and 
cycling routes across the Algarve’s 
picturesque coastline.  

A series of Circular Routes have 
been added, scattered throughout the 
Algarve for a collection of quick-trips 
which can be completed in less than 
a day. The region’s pedestrian and 
cycling routes are expected to be 
available from May, totalling a 
massive 740km in hillside treks, 
forest walkways and historical hikes.  

Among the routes is an expansion of 
the region’s Fisherman’s Trail, which 
will give holidaymakers a chance to 
explore the remote towns of Sagres 
and Luz, as well as the headland of 
Cape St. Vincent – the most southern 
point in Europe. This route is only 
accessible to hikers due to its sheer 
cliffs, but makes for some stunning 
photo opportunities selfie fans can 

enjoy along the way. 
Further in from the coastline, The 

Historical Way is a 230km adventure 
through the Algravian countryside, 
taking in forests, mountain ranges, 
rivers and creeks. En route, tourists 
can explore the tenth-century town 
on Aljezur or visit the flowerbeds of 
Borderia as they navigate through 
the 12-section trek. 

Home to more than 300 days of 
sunshine per year, the Algarve has 

gained a reputation as a hotspot for 
hikers, cyclists and sun-lovers alike. 
An eight-day hiking trip to the 
Algarve starts from £1,495 for two 
people, including flights and 
accommodations with breakfast 
included. This is based on a visit 
from June 3-10, with flights 
departing from London Southend 
with Ryanair.  
To book visit https://www.portugal-
a2z.com/en/tours 

The tide is high with Europa 2 
WITH TWO decades of experience in the limelight, former 
Atomic Kitten star Natasha Hamilton will be performing 
on-board the MS Europa 2 until April 9.  

The Oceania route ventures from Sydney to Bali, with 
sightseeing stops in Brisbane, Hamilton Island, Cairns, 
Lizard Island and Komodo. 

Hamilton will be joined on the cruise by The Tap Pack, 
who take inspiration from the iconic stylings of The Rat 
Pack and swing icons Frank Sinatra, Dean Martin and 
Sammy Davis Jr. 

Atomic Kitten made a splash on the British pop scene 
with their debut single Right Now, reaching stardom with 
their tracks ‘Whole Again’, ‘The Tide is High’ and ‘Eternal 
Flame’. Since the group disbanded in 2005 (and 
subsequent re-disbanding in 2017), the Kitten star 
released a string of solo singles before placing third on 
reality TV show Celebrity Big Brother in 2015. 

Hamilton is expected to play a mixture of R&B hits, as 
well as modern reinterpretations of her favourite tracks 
through the years. 

The next MS Europa 2 cruise runs roundtrip from Tenerife 
on November 1-9, with bookings from £3,629 per person.  
For more information visit https://www.hl-
cruises.com/cruisefinder/EUX1924.

The routes will be 
available from May.
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SONEVA FUSHI is hosting its annual Easter egg hunt, with dozens 
of blue eggs hidden across the Maldivian resort for eager guests 
to find; as well as a full-moon dinner and after party for guests.

Silversea sets sights on world cruise history with 2020 brochure 

IN CELEBRATION of 25 years on the water, Silversea Cruises has released its adventurous brochure for 2020. 
2020 marks an ambitious year for the company, with plans to sail to more than 900 destinations including the 
Mediterranean, Northern Europe, the Caribbean, Asia, Australia and the Antarctic. In order to meet demand, two ships 
– Silver Moon and Silver Origin – will be added to the company’s fleet, along with plans to launch a total of five new 
ships over the next four years as a fitting tribute to the company’s silver anniversary. 

Next year will also be the first time the cruise line’s World Tour will travel to all seven continents – a feat which has 
never been completed before in world cruise history.  

Similarly, the company’s land programmes have been specifically tailored to give travellers further insight into what 
lies beyond the coast of the world’s most remarkable countries. Silversea’s Couture Collection gives holidaymakers a 
chance to explore the depths of Tibet, Iceland, Rwanda and the Serengeti and Australia’s outback and to see the beauty 
and culture these places have to offer.  

The scenic route
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Winter getaways from Goa Experience 
THE GOA Experience has lifted the lid on its 2019/2020 
Winter Sun brochure, featuring an updated selection of 
holidays and hotels for sun-lovers. 

Among the brochure highlights is the addition of two hotels: 
the four-and-a-half star Andores Resort & Spa in North Goa; 
and the five-star Azaya Beach Resort in South Goa. 

Customers can enjoy a range of private tours across 
India, exploring cultural hotspots including Ranthambore 
National Park, the Himalayan town of Shimla and the 
Golden Temple at Amritsar. 

Gill Synnuch, trade relations manager for the operator, 
said: “This season’s brochure is packed full of holiday ideas 
and inspiration and showcases perfectly the diversity of our 
programme which we are constantly evolving. We’re thrilled 
to offer an eclectic mix of beach holidays, fun adventures, 
cultural experiences and tours with many wonderful hotels 
you won’t find through anyone else on the UK market. 
From small but charming family-run hotels through to 
exotic five-star resorts and everything in between, we've 
worked hard to hand-pick a collection which offers 
something for everyone.” 

Loyalty discounts of £50 per person are available to 
customers who have travelled with the company’s sister 
brands, The Gambia Experience or Cape Verde Experience. 
For more information, visit 
https://www.goaexperience.co.uk/ 

newsbulletin

LOUIS HOTELS is to expandits summer-stay repetoire with the opening of the Louis Ivi Mare in May. Situated in Cyprus’ scenic Paphos 
harbour, the resort features Mediterranean décor, four swimming pools and three restaurants as well as childen’s facilities, a spa, gym 
and steam room.

Warner’s spring  
price guarantee 

WARNER LEISURE Hotels 
has launched a fixed price 
guarantee on a selection of 
breaks taking place during 
April or May. 

The price fix applies to 
20 Signature Rooms or 
Premier Chalets across 50 
breaks on bookings made 
before April 2.  

As well as offering the 
brand’s ‘Signature 
Experience’, guests can 
enjoy an ever-expanding 
array of evening 
entertainment. A three-
night weekend break at 
Gunton Hall Coastal Village, 
Suffolk, arriving on May 3 
starts from £199 per 
person, based on two adults 
sharing a Premier Chalet. 

Thailand welcomes 
Devasom Khao Lak 

FOLLOWING THE success 
of its first property in Hin 
Hin, Devasom has opened 
its second resort in the 
mountainous island region 
of Khao Lak. 

Nestled alongside the 
island’s natural lagoon, 
Devasom Khao Lak Beach 
Resort & Villas contains 69 
guest rooms, two 
restaurants, and a spa 
which practises traditional 
Thai wellness treatments. 
The resort also boasts a 
two-tier saltwater 
swimming pool with spa 
jets, sun decks, a 24-hour 
gym and a yoga studio. A 
child’s pool and Kid’s Club 
are also available for 
guests holidaying in the 
sun with their children. 

Speaking of the resort, 
Is Atirak, founder of 
Devasom Resorts, said: 
“We are proud to showcase 
Southeast Asia’s extensive 
heritage by merging 
authentic cultural charms 
with our resort’s luxury 
experience.  

“Meaningful design, 
handmade artworks and 
furnishings represent 
Southeast Asia’s rich 
heritage and share the 
peninsula’s colourful 
history along the way.” 

Sunvil treats solo travellers to a Greek getaway 

WITH SUMMER just around the corner, Sunvil is celebrating the solitary soul-searcher 
with the launch of its Solo Traveller Special Offer.  

Singletons can unwind with a seven-night stay at Magdalena Studios, located on the Greek 
island of Skiathos for £459 per person; including self-catering accommodation, flights, 20kg 
luggage and shared resort transfers, departing on May 3 from Manchester. 

Similarly, customers can enjoy a week of solo boating in the Peleponnese at £439 per 
person, featuring two hours of free motorboat hire to explore the peninsula from the 
water’s edge, departing on May 13 from Gatwick. Other offers include solo trips to the 
Greek islands of Lerkas, Parga, Sivote, Crete, Soutpa and Corfu. 

All offers are subject for availibility and can only be booked over the phone. 
For more information call 020 8758 4758 or visit www.sunvil.co.uk
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Luton welcomes NEO aircraft 
LUTON AIRPORT has opened its hangar to Wizz Air’s Airbus 
A321neo aircraft, which will operate between the airport 
and Budapest.  

The craft boasts a lower fuel burn and a reduced noise 
footprint of 50% for a quieter, more eco-friendly flight. 

Owain Jones, manager director of Wizz Air UK, said: “The 
arrival of the airline’s brand new Airbus A321neo aircraft to 
our Luton base is a major milestone for Wizz Air in the UK, 
both in terms of our industry-leading growth and our aim to 
become one of the greenest airlines in the sky. WIZZ is proud 
to operate one of the youngest fleets in Europe, and this new 
aircraft decreases our environmental footprint even further.”

travelbulletin.co.uk

newsbulletin

Carnival launches brews for cruises 

CARNIVAL HAS become the first cruise line to can and 
keg its own private level craft beers, with a little help 
from the creative brewers at Lakeland. 

Crafted by an in-house brewery team, the cruise line 
has released three beers: a wheat beer, an IPA and an 
ale. ThirstyFrog Carribean Wheat contains orange and 
spices for a flavourful finish, while ParchedPig West 
Coast IPA holds onto notes typical of an India Pale Ale 
for an intense, hoppy tasting experience. Finally, 
ParchedPig Toasted Amber Pale contains notes of 
toasted caramel and biscuit. 

The beer will be available on board 26 ships, Carnival 
Horizon and Carnival Vista cruises, and at all private 
destinations. A fully fledged brewery will also be featured 
on board Carnival Panorama when it debuts in December. 

“With the success of our breweries on Carnival Vista 
and Carnival Horizon the obvious next step was to let all 
of our guests fleetwide enjoy our refreshing craft beers 
and that’s where our partnership with Brew Hub began,” 
explained Edward Allen, Carnival’s vice president of 
beverage operations. “To be the first cruise line to ever 
scale up its beverage operations by canning and kegging 
their own beer is unprecedented. My hope is that our 
guests will take a four-pack home with them to share 
with family and friends as a refreshing and memorable 
reminder of their cruise.” 
For more information visit www.carnival.com

The holistic approach to high-altitude travel 
SINGAPORE AIRLINES has paired up with willness brand 
COMO Shambhala in an effort to improve customer 
experience for holidaymakers in transit.  

The wellness brand will function as the airline’s on-
flight food provider, using a range of sustainable and 
healthy ingredients in order to ease customers into a 
holistic dining experience. The partnership will also see 
the companies collaborate on in-flight entertainment 
and on-board amenities in order to further the focus on 
health and wellbeing for passengers. 

Yeoh Phee Teik, senior vice-president of Singapore 
Airlines, said: “SIA is fully committed to the continuous 
enhancement of our customer experience. We are proud 
to be announcing this partnership as it reaffirms our 
dedication to the holistic wellbeing of our customers.” 
For more information email como@rivaglobal.co or call 
020-7629 2899.
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MARRIOTT INTERNATIONAL has expanded 
its Luxury Collection into Armenia with the 
opening of the country’s first internationally 
branded hotel in Yerevan. 

Based in the cultural hub of Armenia’s 
capital, one of the oldest cities in the world, 
The Alexander Hotel offers 114 guest rooms 
and suites, a fitness centre, salon, 
restaurant and indoor pool. With a grand 
18th century exterior, the hotel combines 
the region’s traditional architecture with 
flourishes of contemporary interior design.  

Jenni Benzaquen, vice president of 
Luxury Brands, Europe at Marriott 
International, said: “The Alexander will 
provide sophisticated, independently 

minded global explorers and locals alike 
with an unparalleled level of luxury in this 
fascinating destination.” 

Back-Roads Touring puts Brexit in the back seat 

AS BREXIT uncertainty continues, Back-Roads Touring is putting customers’ fears to rest 
with guaranteed departures for all 2019 UK and European Tours – regardless of what 
happens next with ongoing parliamentary debates on leaving the EU. 

“This commitment to travellers means they can book their tour knowing it will go ahead, 
removing any concerns that may arise,” said David Gendle, manager of global sales. 

The company is also offering 10% off selected european tours departing in June and July 
if booked before April 4. This offer includes Discover Portugal, A Scottish Journey and 
Tuscan Treats and is available to customers while spaces last. 

Sales rise for Deep 
South summers 

AMERICA’S DEEP South 
has has been named as 
Funway Holiday’s top 
selling region for this year 
for the first time in the 
company’s history. 

Comprised of New 
Orleans, Savannah, 
Nashville and Charleston, 
bookings for the Deep South 
have risen by 70% 
compared to the same 
peroid last year; with East 
Coast states New York and 
Washington taking second 
spot with a 65% increase.  

The company credits the 
rise in south-seeking 
customers to the 
introduction of British 
Airways services to New 
Orleans and South Carolina, 
as well as growing co-
operation with Delta 
Airlines and the launch of 
self-drive tours.

East meets West at Marriott’s The Alexander Hotel
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I’M IN the family-of-five club, which seemed 
like a good idea at the time! 

As a family of five, you quickly realise that 
many hotels and travel websites don’t have 
the option for a third child. It can be easy to 
fall for the ‘total cost’ option – don’t do it, it’s 
a trap! This can be two separate rooms which 
would ultimately leave your six- and four-
year-old in the care of your eight year-old... 
not good. Interconnecting rooms are an 
option, but read the small print and the  
hotel may not guarantee it for you.  
Some are clearly very happy to let their 
rampaging four-year-old loose on the mini 
bar and TV remote. 

I do have some advice for travellers who 
find themselves in a family of five, based on 
my own travels. To get the biggest and best 
rooms you need to book early, as hotels that 
have specific family rooms or two-bedroom 
apartments may not have too many of  
them on offer. 

When there are five of you, every £100 
saved really counts, so why not look at flying 
indirect, different airports and being flexible 
with dates whenever you can. 

Knowing the best destinations that have 
hotels that work well for bigger families also 
really helps. Destinations such as Mauritius, 
Thailand, Bali and Dubai all have great 
options in my experience. If you fancy a road 
trip then the USA is a great option with its 
larger rooms and even larger cars. 

But if you’re left with only one lasting 
thought from this, it’s please don’t despair. 
There are lots of options, some harder to find, 
but holidays are a special time for families 
and there is no reason why slightly larger 
families of five or more should ever miss out.
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Manchester Airport flies the rainbow 
flag for Northern Pride Festival 
MANCHESTER AIRPORT has been named main stage 
sponsor for the Northern Pride Festival, considered to be 
one of the largest LGBT+ festivals in the UK. 

This year marks the third year of the airport’s 
involvement in the event, who will be showing their support 
with the Los Angeles Stage. The weekend festival is set to 
take place across two festivals this year – with the Festival 
Arena being held at Newcastle upon Tyne’s Town Moor and 
Exhibition Park hosting the Community Village. 

Last year’s event saw more than 78,000 gather in a 
celebration of the LGBT+ community, with more than 20,000 
people marching in the annual parade. 

This year’s Pride remembers 50 years since the 
Stonewall riots in New York’s Greenwich Village, which 
acted as a catalyst for LGBT+ rights across the globe. 

“Manchester Airport is a big supporter of the Northern Pride 
Festival and it is great news that they have chosen to support 
us for another year,” said Ste Dunn, chair of Northern Pride. 

He continued: “The main stage is a really popular part of 
the weekend and we’re working on a fantastic line-up this 
year – with both big names and local talent – to make it one 
of the stand-out events of the summer.” 

Northern Pride Festival takes place on July 19-21, with 
the weekend’s lineup yet to be announced. 
For more information visit www.northern-pride.com  

newsbulletin

Ethiopian Airlines broadens its 
horizons with direct flights to Istanbul 
ETHIOPIAN AIRLINES has finalised plans to launch direct 
flights from Addos Adama Bole International Airport to 
Istanbul as of April 1. 

This marks the airline’s 19th destination in Europe, 
bringing the number of passenger flights the airline 
operates to 57 per week. 

The flights are expected to run three times a week, 
departing from Addos Adana Bole on Mondays, Wednesdays 
and Fridays; and departing from Istanbul Airport on 
Wednesdays, Fridays and Sundays.  

With Istanbul regarded as an important industrial and 
financial hub linking Europe and the Middle East, this route 
intends to build relations between the two destinations in 
an effort to improve Ethiopia’s economic status. 

“It gives us great pleasure to launch flights to Istanbul, 
connecting Europe’s largest city to the over 60 African 
destinations we serve, through our hub Addis Ababa,” 
remarked Tewolde GebreMariam, CEO of Ethiopian Airlines.  

“Turkey being one of the fastest growing countries among 
the emerging economies, availability of seamless 
connectivity options will facilitate the channelling of investors 
and enhance business ties between the two regions. “ 
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● £100 LoveShop vouchers and San Diego 
beer to be won. 

 
● Win a case of Prosecco with 

Sense5Stars. 
 
● Win £500 with Manchester Airport. 
 
● Win accommodation and park tickets 

for the family at Europa Park in 
Germany.  

AGENT INCENTIVES
●   FOLLOWING THE success of last year’s 
programmes, Super Break has announced 
plans to bring over 400 agents to London 
with a series of educationals in 2019, 
nearly double the number of sessions 
organised by the company last year. Each 
trip will showcase a variety of London 
hotspots, hotels and Super Break dining 
options to ensure agents are well-versed 
in the many attractions England’s capital 
city has to offer.Trips are planned for 
various agents including TUI and Thomas 
Cook plus various consortia and 
independents. 

 
●  WITH SUMMER just around the corner, Cruise 
& Maritime Voyages is offering agents the 
chance to win a pair of Saturday tickets 
to Rewind Scotland, Rewind South, Latitude 
or Leeds. To be in with a chance of 
winning, agents must make a CMV booking 
before April 30 and send their details and 
preferred festival to the company. Winners 
will be selected at random and announced 
on the company’s Facebook page. 

AGENT TRAINING
THE MINISTRY of Tourism of Ecuador in the 

UK has created a webinar aimed at enlightening 

agents on the many attractions Ecuador has to 

offer holidaymakers, in association with 

Embassy of Ecuador and Pro Ecuador. The 

webinar takes place on April 18, and 

participation certificates will be awarded to 

agents upon completion of the course. Contact 

to confirm your place before April 10.
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Haven goes hardcore with extreme activities 
HAVEN IS offering customers the change to 
experience a series of heart-pounding 
adventures based across the UK. 

Minutes away from Haven’s Kiln Park 
are the rocky cliffs of Lydstep Beach, 
where customers can put their nerves to 
the test with the skill of coasteering. The 
region is also ideal for a dip in the Welsh 
water, with some daring cave exploring 
thrown in for good measure.  

Similarly, a trip to Lakeland Park can be 
upgraded into a high-intensity adventure 
with the addition of some rock climbing. 
Amid the remarkable scenery of 
Silverdale, thrillseekers will need a 
combination of concentration and upper-
body strength to reach the cliff’s heights, 
with options available for all abilities. 

At the top of the UK, adrenaline junkies 
can quench their thirst for adventure with 
a bungee jump, near the Haven parks of 
Craig Tara and Seton Sands; or on the 
other side of the mainland, adventurers 
can undertake a dark expedition through 
the caves of Somerset. Guided by local 
experts, customers can visit the caving 
hotspot of Cheddar Gorge. 

For customers looking to literally 
immerse themselves in nature, why not 
recommend a bit of wild swimming? 
Sussex is the ideal spot for the sport with 
options from two Haven bases – Church 
Farm and Combe Haven. 

Prices for a three-night break start from 

£129 based on up to four people sharing a 
Standard two-bedroom Caravan at 
Burnham-on-Sea, Somerset, departing on 
April 5. 
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Saint Lucia celebrates tourism boom with airport redevelopment project 
FOLLOWING A considerable influx in visitors to the island last year, Saint Lucia has started progress on the 
redevelopment of the region’s international airport.  

Last year, the country saw a 5.5% rise in visitor arrivals, whilst from the UK a surge of 11.22% was seen in arrival 
figures resulting in 7,329 stays with an average stay of ten nights. The US market also rose by 7.6%, while Saint Lucia 
saw a 4.9% rise in Caribbean visitors. These figures released by the Saint Lucia Tourism Authority found that British 
visitors stay for the highest number of nights across all markets 

“This is a welcome development and great news for the island’s tourism industry” remarked Saint Lucia’s Prime 
Minister Allen Chastanet about the project, which is estimated to cost around $175 million dollars.  

“The HIA Redevelopment Project seeks to provide visitors with a state-of-the-art airport facility, which will hopefully 
become the standard of the region once it is completed,” he concluded. 

The project is expected to be completed within 30 months, with financial assistance from the government of Taiwan.

THE FIVE-STAR Columbia Beach Resort is inviting agents to 
‘Lunch & Learn’ with a member of its UK based sales team. 

Offering agents the opportunity to pick up valuable product 
information, the 30-minute training sessions will also delve into 
current offers and incentives as well as information on the 
surrounding area of Pissouri Bay. A light buffet lunch will be 
provided for all agents taking part and, should lunch not suit, a 
breakfast or brunch meeting can also be arranged. 

Agents can set up a session by emailing Nicola Pickup on 
nicola@luxuryescapehotels.com with suggested dates and 
timings. Details on how many agents will join the session and 
any food allergies are also required. Homeworkers and those 

agents in more remote settings can also take advantage of 
these sessions via webinar. 

Nicola Pickup, national sales executive for Luxury Escape 
Hotels: “I’m very excited to be bringing these personal, small 
group sessions on Columbia Beach Resort to the UK trade. 
The resort offers an amazing product with countless 
opportunities to sell to a variety of clientele, all of whom want 
something different from their holiday. The sessions are 
concise and provide everything needed to confidently sell the 
Columbia Beach Resort product. Cyprus is a destination to 
watch in 2019 and it certainly offers something for everyone.” 
For further resort information visit www.columbiaresort.com

Blackpool sets sights 
on summer 2019 

THE SEASIDE city of 
Blackpool is gearing up for 
2019’s tourism season with 
new hotels, attractions, 
festivals and a world-class 
air show, featuring the high-
altitude aerobatics of the 
Breitling Jet Team. 

France’s show stopping 
aviation team features seven 
Albatros jets, which will 
whizz their way across the 
world-famous Blackpool 
seafront on August 10-11. 

In preparation for the 
occasion, Blackpool will 
welcome the opening of the 
four-star Boulevard Hotel at 
Blackpool Pleasure Beach – 
a “next-generation” resort 
set to accommodate 
hundreds of tourists visiting 
the area over the summer. 
Likewise, the Winter 
Gardens are set to host a 
series of weekend festivals, 
including Jason Manford’s 
Comedy Festival and the 
British Country Music 
Festival, headlined by  
Ward Thomas. 

Columbia Beach Resort invites agents to ‘Lunch & Learn’ training sessions
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Where Am I?

These beautiful crystal-clear blue pools entice visitors from all over the 
world, as they offer some great wild swimming for those brave enough 

to enter the cold water. For the less adventurous, these magically 
nicknamed ponds make for some great photo opportunities.

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, April 4th. Solution and new puzzle will 

appear next week. 

The winner for 15th March is Carol Smith, Freedom 

Personal Travel Advisors in Manchester . 

March 15th Solution: A=5    B=6    C=3    D=7

Number: 013

Across  
1. German airline (9) 
6. Kathmandu is the capital (5) 
8. City on the Swan river (5) 
9. Scandinavian capital city (4) 
10. Airport serving the Costa Dorada (4) 
13. British actor, Clive (4) 
14. Ferry operator (4) 
16. This city is home to the famous Ginza 

shopping district (5) 
18. Boise is the state capital (5) 
19. Cross-Solent operator (9) 
 
 
 

Down  
1. Police anti-corruption TV drama returning for 

a 5th series (4,2,4) 
2. Harry, presenter of You've Been Framed! (4) 
3. City, close to Mount Vesuvius (6) 
4. Antwerp international airport code (3) 
5. UK travel company founded in 1841 (6,4) 
7. Historic Siena horse race (5) 
11. Capital of Bulgaria (5) 
12. Flows through six countries in South East 

Asia (6) 
15. Niagara Falls boat tour, Maid of the ___ (4) 
17. The world's largest Victorian glasshouse is 

found in these gardens (3) 

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 42

Crossword

 Su Doku

N
um

be
r: 

01
3

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

➠A

➠B

➠C

➠D
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FOLLOWING THE anniversary of the 
first non-stop flight from London to 
Perth, Western Australia is tipped to 
become a tourist hotspot this year, 
citing an increase in UK visitors as a 
contributor to its tourism boom. 

A Qantas Boeing 787-9 Dreamliner 
departs from Heathrow daily, bringing 
up to 236 passengers to the sunny 
coastlines of Perth by lunch time. 
Taking an average of 17 hours, the 
Qantas flight has seen an average of 
92% capacity since its inaugural flight, 
the height of any of the airline’s 
international routes. The flight has also 
received some of the highest customer 
satisfaction ratings. 

Last September, Tourism Western 
Australia reported a 4% increase in UK 
holidaymakers arriving in Perth, 

marking an additional 6,000 travellers in 
the region. Similarly, the Kuoni 2019 
Worldwide Travel Report referred to 
Western Australia as a ‘trending 
destination’, with sales in the area 
increasing by 18% for 2019.  

Speaking of the rise in tourism, 
Dagmar Marrocco, commercial and 
product manager for Kuoni, commented: 
“Qantas’ London Perth service which 
launched last year is giving Western 
Australia a well-deserved boost as both 
a destination in its own right as well as a 
great value stop over before heading on 
to the East Coast. The Ningaloo Reef is 
every bit as impressive as the Great 
Barrier Reef, and Perth is a good value 
gateway compared with Sydney.” 

Among trends in the region’s visitors 
is a rise in tourists that are aged over-

50, with 13% more people from this 
demographic opting to travel to the 
Land Down Under. 

TTNG announces leadership 
promotions and makes commitments 
to members 

THE TRAVEL Network Group (TTNG) has announced the 
promotion of Lisa Henning to chief operating officer and 
Vim Vithaldas as chief commercial officer, with Alexis Coles 
Barrasso taking the reins as the head of public relations 
and communications. 

In her address to delegates at the group’s conference in 
Budapest, Ms Henning said her three main commitments 
in her new role as chief operating officer will be to launch a 
recruitment service, a training services academy and to 
hold open days at the head office in Woking. She said the 
recruitment service was aimed at saving members time, 
ensuring the right people are recruited and offering 
guidance and advice on HR functions, such as performance 
appraisals. The service will cover aspects of recruiting such 
as evaluating CVs, profiling, and conducting interviews. 
Meanwhile, the training services will cover employees at all 
levels, from new starters through to refresher courses to 
re-energise established travel industry professionals. 

Mr Vithaldas said he planned to introduce weekly and 
monthly trading reports with advice on how to use the data 
effectively, educational events, a search-and-find database 
to assist agents in finding products and packages, and 
enhanced trading opportunities with good incentives.

Perth has been tipped as a tourist hot spot.
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A LIFETIME ACHIEVEMENT... The Latin America Travel Association 
has inducted publisher, travel writer and fashion curator Hilary 
Bradt MBE into the LATA Hall of Fame. The awards identify key 
personalities which have significantly contributed to the positive 
image of Latin America in the United Kingdom.

Sunshine, spirits & spa days with La Manga Club’s Spring ‘n’ Tonic package  
LA MANGA Club is launching a ‘Spring‘n’Tonic’ package, with perks and pleasures tailored for birthdays, spa breaks and 
hen weekends. 

Kicking things off with a bottle of Cava on arrival, the Spanish resort offers one 60-minute spa therapy per person, with 
specialist treatments including manicures, pedicures facials and body massages. One-hour beauty masterclasses are 
also available at 13 euros per person, with afternoon tea available for guests looking to indulge in a taste of Britain 
overseas. Guests can sip on a free cocktail every time they dine at one of the resort’s three restaurants. The package 
includes complimentary use of the Wellness Centre, fitness centre, indoor pool, saunas and steam room. 

The ‘Spring‘n’Tonic’ package starts from 210 (approximately £180) euros per person, based on four people sharing a 
two-bedroom apartment in the resort’s Lomas Village Accommodation, and is bookable until the end of December 
(excluding the summer months of July and August).  
For more information on the package, email reserve@lamangaclub.com 

Tourism set to rise in the west for Australia
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THAT’S A-MAZE-ING... Moving from Islington, the Crystal Maze LIVE Experience has now opened at its new home in the Trocadero in 
London’s West End. Visitors will be able to participate in 32 new games based on the hit ‘90s TV show, resplendent in retro red satin 
bomber jackets. Agents will need to book clients in advance by logging on to www.the-crystal-maze.com   

New clipper is a cut 
above the rest 

MBNA THAMES Clippers has 
launched its latest vessel, 
the Venus Clipper, a high-
tech catamaran which was 
built on the Isle of Wight. 

Venus Clipper will provide 
agents with opportunities to 
book transfers, sightseeing 
trips and large group 
bookings for their clients. 
She will have access to 
more than 25 piers across 
London, and is fitted with a 
fully licensed bar, 70 tabled 
seats, a covered outdoor 
deck and options for audio-
visual presentations which 
may be useful for business 
clients. By adding flexibility 
to charter options, Venus 
Clipper is expected to help 
transport an extra 300,000 
visitors, across the 25km 
river network every year. 

“Venus Clipper is our 
largest capacity vessel and 
offers 50 more seats than 
the last two vessels that 
joined our fast-growing 
fleet in 2017. We are 
confident it will be a 
welcome, and even greater 
customer experience, 
addition to the capital’s 
growing river network,” 
said Sean Collins, MBNA 
CEO and co-founder. 

London luxury is stepped up with two global hotel brands 

RBH, THE hotel management group, has signed a hotel management agreement with 4C 
Hotel Group on the luxurious Canopy by Hilton London City and Westin London City hotels, 
representing the launch of both brands into the UK in late 2020. 

The 222-bed and nine-residence Westin London City will overlook the River Thames, 
forming a major part of the redevelopment of the former Queensbridge House site. 
Designed by architects Dexter Moren Associates, the hotel will feature a riverside bar, 
indoor pool, spa, fitness studio, ballroom, four meeting rooms and a business centre. 

Meanwhile the 342-bed Canopy by Hilton London City will be adjacent to Aldgate Station 
and in close proximity to the new Liverpool Street and Whitechapel Crossrail stations. With 
unique lobby designed to reflect the local neighbourhood and a stunning rooftop bar with 
views across the city, the hotel will also offer multiple dining options.

londonlife

LONDON LUTON Airport and London City 
Airport are reporting growing passenger 
numbers and ambitious upgrades. 

In February this year, Luton Aiport saw 
almost 1.2 million passengers travel through, 
a 13.1% increase on the same month in 2018, 
making it the airport’s busiest February on 
record. The busiest routes for the month 
were Amsterdam, Geneva and Bucharest. 
Additionally, Ryanair has announced a new 
route from Luton to Krakow, which will take 
off from October this year. 

As well as increased passenger numbers, 
Luton Airport has expanded its retail and 
dining spaces in the upgraded terminal, with 
48 new shops, including Chanel and Oliver 
Bonas. The second executive lounge, to be 
run by No. 1 Lounges, opens next month. 

Alberto Martin, CEO of Luton Airport, 
said: “The diversity in destinations that we 
offer is just one reason why more 
passengers are choosing to travel from LLA, 
both for business and leisure. Since the 
opening of our newly upgraded terminal, our 
passengers have been able to experience a 

more comfortable journey thanks to the 
addition of new shops and restaurants, 
more seats, and new boarding gates.” 

London City Airport, meanwhile, has 
launched a new brand identity in 
contemporary shades of purple, neon green 
and blue with a heart motif, which aims to 
reflect a more dynamic look synonymous 
with London as a modern city. 

The rebranding is a step-change from the 
previous corporate grey and blue combination, 
that comes as the airport continues to appeal 
to a changing mix of passengers, particularly 
leisure travellers joining the established 
business traveller base. 

“Along with the design of our new 
airport, this new brand identity will help us 
reflect everything that is great about 
London, celebrate its preeminent position 
as a truly international city, broaden our 
appeal to different types of passengers and 
make the experience of London even better 
for those visiting the capital, for business 
or leisure,” commented Robert Sinclair, 
CEO of London City Airport.   

London airports flying high with more passengers 
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THE LANDMARK London, located in the 
capital’s coveted Marylebone 
neighbourhood, can offer family rooms for 
two adults and two children up to 12 years 
of age. As part of the ‘Family Escape’ 
experience, a special surprise awaits for 
children upon arrival as they will find a tent 
and headlamps for an indoor camp-out in 
the room.  

The hotel is located near attractions such 
as Regent’s Park, London Zoo, the theatre 
district and more. The concierge team is 
well-versed in children’s activities and can 
arrange everything guests may need to 
keep the family entertained. Complimentary 
extras include freshly baked cookies on 
arrival, children's bathrobes, cots and 

highchairs, and bottle warmers. Children's 
menus are available in all restaurants and 
room service.  
For more details, go to 
www.landmarklondon.co.uk 

Newmarket serves up winning Wimbledon breaks 

NEWMARKET HOLIDAYS is offering Wimbledon finals weekend breaks of two or three 
nights, departing on July 13. Prices start at £175 per person, including a seat at the 
11,000-seat No. 1 Court to see the Junior and Veterans’ events on the same day as the 
men’s final, hotel accommodation, transfers between the hotel and Wimbledon and 
the services of a tour manager.  

No. 1 Court now has a retractable roof so visitors are guaranteed a great tennis 
experience no matter what the weather. For more information about the packages on 
offer, go to www.newmarketholidays.co.uk 

King Tut’s treasures 
take a trip to London 

AGENTS CAN now book 
short break packages 
through Super Break to 
‘TUTANKHAMUN: 
Treasures of the Golden 
Pharaoh’, which opens in 
London this November.  

Celebrating the 100-
year anniversary of the 
tomb’s discovery the 
artefacts will visit London 
this one final time before 
permanently being housed 
at the Grand Egyptian 
Museum in Cairo. 
Currently, tickets can only 
be purchased as part of a 
short break package and 
represents a great 
opportunity for agents. 

Packages start from 
£98.50 per person.  
Go to 
www.superbreak.com/ 
agents for more details. 

Family-friendly frolics at the Landmark London
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Culture in the City 
LONDON IS as much about 
innovation as tradition − 
it’s a place that’s 
impossible to finish 
discovering, where the 
promise of something new 
is always in the air.  

This is a city where 
history is quite literally 
around every corner – where 
the ruins of an old church 
can be found hidden amid 
towering glass skyscrapers, 
where pop-up restaurants 
come and go while the 
monarchy still reigns. 

London is where old 
meets new, physically and 
culturally. Despite being a 
city that runs on rules and 
etiquette, complete with 
the clockwork precision of 
the Changing of the Guard 
at Buckingham Palace, 
London’s sprawling parks, 
street art, festivals and 
food markets make it the 
perfect place to roam free.  

And “free” is the 
operative word here – from 
renowned museums to 
public art, many of 
London’s best activities are 
offered without charge.  

However, agents will be 
cheered to know that 
commissionable packages 
are available for a variety 
of paid-for cultural 
activities in and around the 
nation’s capital.  
For the very best deals, 
agents should check out 
hospitalityline.co.uk, 
omegabreaks.com or 
superbreak.com for more 
information.

THE UK’s capital is a metropolis split into 
areas as distinct as villages, and London 
culture is as diverse as its population, with 
more than 250 languages spoken in the city. 

Head to Waterloo and check out 
Mandela – The Official Exhibition. This 
immersive, interactive experience, covering 
over 750 sq m, features previously unseen 
film, photos and the display of more than 
150 artefacts and personal effects on loan 
from the Mandela family, museums and 
archives worldwide. 

Classic rock veterans Fleetwood Mac will 
play north London’s Wembley Stadium in June 
as part of their 2019 European tour. And if rock 
isn’t your bag, then head to the glittering West 
End and check out some of the capital’s 
world-class theatre venues. 

Find a new favourite West End musical, 
dramatic play or incredible opera. Enjoy a play 
at the Shakespeare’s Globe or treat yourself to 
a ballet at the Royal Opera House. 

Your clients can experience a long-running 
hit or one of the myriad of new London  shows 
such as Come From Away – it tells the 
unlikely true story of a sleepy Newfoundland 
town that took in strangers from around the 
world when their planes were grounded at the 
local airport in the wake of 9/11. A hit in 
Canada and The States, Come From Away is 
written by Irene Sankoff and David Hein and 
directed by Christopher Ashley, with musical 
staging by Kelly Devine. Expect to be charmed. 

Audiences have also been blown away by 
another Broadway hit, Waitress, a musical 
brought to life by a ground-breaking all-
female creative team. This irresistible new 
hit features original music and lyrics by six-
time Grammy nominee Sara Bareilles 
(Brave, Love Song), the book by acclaimed 
screenwriter Jessie Nelson (I Am Sam) and 
direction by Tony Award winner Diane 
Paulus (Pippin, Finding Neverland). 

Waitress tells the uplifting story of Jenna, 
a waitress and expert pie maker who dreams 
of a way out of her small town and loveless 
marriage. A baking contest and the town’s 
new doctor may offer her a chance at a fresh 
start, while her fellow waitresses offer their 
own recipes for happiness.  

The Light in the Piazza illuminates the 
Royal Festival Hall for four weeks only this 
summer. This new production will feature 
what the New York Times called “the most 

intensely romantic score of any musical 
since “West Side Story”, performed by Opera 
North’s 40-piece onstage orchestra. It stars 
opera superstar and Tony Award nominee 
Renée Fleming and Disney film and 
television superstar Dove Cameron in their 
West End debuts. 

And the classics continue to entertain… 
More than just a jukebox musical Judy 
Craymer's bold idea of turning the insanely 
catchy songs of ABBA into a musical has 
paid off splendidly, in every sense – box 
office figures for MAMMA MIA! are as  
eye-watering as its outfits. 

The original production of MAMMA MIA! 
opened in 1999 and since then, this ultimate 
feel-good musical has been seen by more 
than eight million people in the West End, 
where it continues to break box office records 
at the Novello Theatre, its third London home. 
Set on a Greek island, young bride-to-be 
Sophie goes on a quest to find her father. The 
story is cleverly told through the timeless 
songs of ABBA, including "Dancing Queen", 
"Take A Chance On Me" and "Super Trouper".  

A stone’s throw from Novello Theatre is Her 
Majesty’s Theatre, home of the original 
production of The Phantom of the Opera. 
Arguably, the most successful entertainment 
event of all time, The Phantom of the Opera 
continues to thrill its audience. It remains 
strong because its high production values 
haven’t been allowed to sag. The late Maria 
Björnson’s design is a heady barrage of 
ravishing costumes and lavish sets. It’s a 
totally OTT, big-budget production – in one 
scene The Phantom zaps at his nemesis Raul 
using real pyrotechnics. And while Hal 
Prince’s production may have been hailed as 
rather gauche back in the day, in 2019 it all 
comes across as rather more tasteful than the 
average jukebox musical. Andrew Lloyd 
Webber's gothic spectacular is totally '80s in 
the best possible way. 

Other cultural highlights include a major 
retrospective exhibition at the Southbank 
Centre’s Haywood Gallery spanning 70 years 
of celebrated British artist Bridget Riley. Or 
discover the beauty beneath your skin at the 
capital’s newest attraction, Body Worlds 
London. This is an extraordinary permanent 
museum of the human body located in the 
heart of the West End. 
www.visitlondon.com 

Experience the best of London culture
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cruise
Be the change

“IF YOU always do what you have 
always done, you will always get 
what you have always got.” That 
saying has stuck with me for the 

30 years I have worked in the travel industry. 
When you drill down into it, these words can apply to 

every one of us; in the workplace and in our personal lives. 
Accepting things as they are because it is the way they have 
always been can lead to so many missed opportunities. 

Having been a travel agent myself for many years, I 
completely understand how easy it is to assume that the 
couple who book two weeks in Spain at the same time 
every year, going to the same type of hotel with the same 
request for a sunny balcony, aren’t up for a change. But 
often people just need someone to point out the other 
options which are available to them – this is where travel 
professionals can really add value. 

Cruising is so well-known now, so I would encourage 
agents to challenge themselves and just ask the question: 
“Have you ever considered a cruise?” 

One of the best switch sells I ever observed was in the 
West Country when a client came in looking for a Lakes & 
Mountains holiday. They were told that this could be taken 
care of but asked if they had ever considered a river cruise? 
The client replied that they had never even thought about it 
– two days later they had booked their first cruise. Of 
course, this won’t happen every time but it’s worth a try and 
reminds us that everyone can change their mindset - 
however much of a stretch it seems at first. 

For seasoned cruisers the same rules can apply. They 
may have always booked big ships, love lots of sea days, 
enjoy the entertainment and the thrill of helter skelters and 
rollercoasters, but they still might fancy a change and be 

open to trying something new. 
There is a cruise line for everyone, whatever their 

budget; from the glitz and razzmatazz of the big ships to 
the Scandi elegance and intimate experience found on 
small ships. When recommending a change, just make sure 
you match the customer’s needs and personal style to the 
right ship or the right cruise line and then they will be a 
client for life. 

It’s not all about the ships though. Exploring the world 
and immersing yourself in the destination is what it’s all 
about so remember that the client who always books a few 
city breaks throughout the year or a beach holiday in the 
Caribbean might be ripe for change. 

The budget-conscious client who wants high-end 
accommodation with no hidden costs is a potential cruise 
customer, which brings me back to the couple who always 
book a fortnight in Spain; if you lay out the cost of a two-week 
holiday with meals, drinks, flights, transfers and excursions it 
is easy to demonstrate the exceptional value cruises offer. 

The foodie whose ideal holiday is sampling the local 
delicacies paired with wine from the same region is most 
definitely a potential cruise customer or the culturally 
curious who love city breaks and are interested in history 
and the arts are potential cruise customers…I could go on! 

I am not trying to preach to the converted or to tell you 
something you know already, but by thinking that little bit 
differently, by being up for a challenge and prepared to 
overcome objections, you could plant the seed of an idea in 
your client’s mind which could lead to a whole new 
adventure and seal your reputation as a trusted advisor. 

Remember: if you challenge yourself to take a new 
approach and to encourage others to think differently, you 
might just get what you’ve never got… 

Neil Barclay, head of sales for Viking UK, challenges agents 
(and their clients!) to try something new…
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Hurtigruten introduces the new  
MS Finnmarken   

AFTER THE most extensive upgrade in Hurtigruten’s 125 
year history, MS Finnmarken is to re-emerge as a new 
premium expedition cruise ship.   

The keel-to-mast upgrade will bring several new 
features to the ship, to which the line’s CEO, Daniel 
Skjeldam, said: “We will transform her into a full-fledged 
premium expedition cruise ship, with all the comforts, 
facilities and expertise you need for creating a perfect 
adventure. Imagine standing on the deck watching the 
Aurora Borealis glimmer above in a star-riddled sky, sailing 
within nearly touching distance of a sheer 1,000m high 
mountainside, or experiencing small communities, 
perpetual daylight and a never-setting sun north of the 
Arctic Circle. This is what you get when booking your 
Norwegian adventure with Hurtigruten.” 

From 2020, guests travelling on the line’s ‘Original 
Coastal Voyage’ along the Norwegian coastline will get 
the opportunity to experience the new MS Finnmarken 
whilst from 2021 the fully refurbished vessel will explore 
handpicked Norwegian destinations on year-round 
expedition cruises. 
Visit www.hurtigruten.co.uk to find out more. 

IT’S BEEN a busy few months here at CLIA; the year is 
flying by already!  

Not only did we host our first-ever expedition cruise 
forum at the end of March, where travel agents heard 
from expedition leaders Monty Halls and Robin West, 
but we also hosted our biggest-ever river cruise 
roadshow, visiting six UK cities in two weeks. 

Over recent years we have seen a significant 
increase in popularity for both river and expedition 
cruises, so it’s important that travel agents feel 
knowledgeable and confident when selling this type of 
holiday. These CLIA events are a fantastic way for 
travel agents to expand their knowledge as they 
provide an opportunity to network, meet cruise lines 
face-to-face and hear about the latest products, 
experiences and destinations. 

Looking ahead, we are now putting the final touches 
to our flagship annual event: the CLIA Conference. 
Taking place in Southampton from May 15 – 17, the 
three-day event is the largest travel agent conference 
in the UK and will include ship visits, a full day of 
conference sessions and a gala dinner. Delegates will 
have the chance to hear from expert speakers within 
the industry, including Kelly Craighead, CLIA president 
and CEO; Lisa Lutoff-Perlo, president and CEO of 
Celebrity Cruises; Azamara Club Cruises’ president 
and CEO Larry Pimentel and Virgin Voyages’ president 
and CEO Tim McAlpin. 

The theme for this year’s CLIA conference is 
#NextGeneration, which explores what cruise lines are 
doing now to shape holidays for the future. 

No other sector within the travel industry invests as 
much into innovation and technology as the cruise 
industry. The ‘Next Generation’ theme explores how 
cruise holiday experiences will change as we know it, 
both ashore and onboard, due to the huge amount of 
investment made within the industry. The theme  
also highlights who the ‘Next Generation’ of cruisers 
are and how travel agents can make the most of  
this opportunity. 

We are very much looking forward to welcoming our 
travel agent members to the flagship CLIA Conference 
and to working together as an industry to attract the 
#NextGeneration of cruisers through the many new 
and exciting experiences on a cruise holiday will offer, 
both onboard and ashore. 

SELLING CRUISE IS CLIA

by Andy Harmer,  
director CLIA UK & Ireland

oceancruise

MSC Cruises’ Belle(issima) of the ball 
makes a grand entrance 
MSC CRUISES has officially welcomed the latest addition to 
its fleet – MSC Bellissima.  

The new flagship was named in a glamorous Naming 
Ceremony in Southampton, with celebrities, VIPs, strategic 
travel partners and international media in attendance. 
Gianluigi Aponte, MSC Group’s founder and executive chairman 
took part as did Hollywood legend and MSC’s ‘Godmother’ 
Sophia Loren, officially naming her 14th ship. Evening 
celebrations were hosted by TV presenter Holly Willoughby.  

MSC Bellissima is the second of the Meraviglia class ships 
to come into service. Rich in new features and guest centric 
technology: cabins onboard have seen the introduction of the 
world’s first virtual personal cruise assistant named ‘ZOE’; ten 
different types of cabin to choose from; the longest LED Sky 
Screen at Sea at 80m long and sitting above a Mediterranean-
style promenade, designed as the social hub of the ship; 
dining venues and more than 20 bars and lounges; a 
dedicated family deck area with kids’ activities and services 
from partners LEGO and Chicco; and the MSC Yacht Club with 
luxurious accommodations spanning three decks, private 
facilities and butler service round-the-clock.  

MSC Bellissima will spend her inaugural season in the 
Mediterranean offering seven-night cruises to some of the 
region’s most popular ports before moving to the Emirates 
for Winter 2019/2020. Following that she will be deployed in 
Asia in 2020. 
For more information visit www.msccruises.co.uk 
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P&O CRUISES and its new ship Iona is 
already proving popular with younger guests.  

Advance bookings more than a year 
before she sets sail on her maiden voyage 
show that 49% of her new guests are 
under the age of 45. Moreover, the ship’s 
first summer season is proving 
particularly popular with families and 
newcomers. One in three who are 
choosing Iona for their cruise in 2020 are 
doing so for a family holiday. The figures 
are more pronounced in the peak summer 
period, which shows 52% of newcomers to 
P&O Cruises booking to travel on Iona in 
August are families. 

The cruise line has been making 
significant efforts to target younger 
travellers and families, most recently with a 
new cinema and TV advert starring Rob 
Brydon. The commercial shows Brydon and 
his ‘son’ enjoying a wide range of 
experiences on a Norwegian fjord cruise 
with zip lines, high speed boat rides and 
mountain biking all part of the new shore 
excursion schedule, along with land based 
food adventures hosted by the line’s 
celebrity food heroes.   

The strength of bookings in younger 

age segments has been seen across the 
fleet, but especially on the larger ships. 
During the 2019 Wave sales period, 53% 
of all newcomers to the brand were under 
the age of 55. 

Paul Ludlow, the cruise line’s president, 
said: “We’ve always provided families and 
younger guests with memorable and 
magical holidays, and it’s clear from this 
research that even more are now being 
attracted to our ships and the incredible 
experiences we can deliver. We really 
believe that we are changing perceptions, 
making cruising a cool choice for younger 
generations by offering unbeatable onboard 
value alongside enjoyable and exhilarating 
shore based activities.   

“This August one in three guests taking a 
P&O Cruises holiday will be a family, a 
statistic that is even more pronounced on 
our bigger ships in the peak period when 
four out of ten guests travelling this 
summer on Britannia, Azura and Ventura 
will be families. What’s even more exciting 
is that our sales figures show that Iona will 
continue to reshape the market, with new 
younger cruise guests already booking to 
join us during her maiden season.” 

oceancruise

PRINCESS CRUISES has unveiled the celebrity speaker line-up for its UK-based ship, Sapphire 
Princess, as it sails from Southampton during spring and summer 2019. The 2,670-guest vessel will 
set out on a number of cruises to the Mediterranean, northern Europe, Canada and New England from 
April to October. It marks the third year the cruise line has hosted a speaker programme on one of its 
UK-based ships and will include household names from across the world of sport, politics and 
entertainment, such as British fashion consultant Gok Wan who will sail the seven-night Norwegian 
Fjords cruise on July 6 and host a ‘red carpet’ fashion event onboard. Visit www.princess.com

Family fortunes  
for agents 

ORGANISED FOR the arrival 
of MSC Bellissima into 
Southampton, travel agents 
were invited on board for a 
mini CLIA conference at 
which family holidays were a 
hot topic. 

Many cruise lines are 
making significant efforts to 
attract families and Alistair 
Pritchard from Deloitte 
shared how agents can best 
position themselves to sell 
to this lucrative market. 

Important to note is that 
although the core makeup of 
this market is ‘traditional’ 
families (70%), significant 
growth has been seen in 
multi-generational holidays, 
skip-generational and the 
inclusion of extended 
families. Pritchard said: 
“This is where cruise is 
doing really well. When 
positioning to sell to these 
groups there is an 
opportunity around 
occasions such as 
anniversaries and family 
birthdays where we find that 
consumers are a lot less 
sensitive to price, both at the 
initial price point and also 
when they're spending on 
board. Targeting your 
customers who are thinking 
about those big family 
occasions will work really 
well to get them into cruise 
for the first time and 
hopefully to become repeat 
customers, as long as you 
get them on the right ship 
first time.”  

Agents should be aware 
that 87% of parents 
worldwide say that their 
children influence holiday 
planning. Moreover before 
purchase, parents will often 
consult with all cross- 
generational members 
involved. Pritchard advised: 
“There's got to be something 
in it for all of them in that 
group and that's something 
that you as agents can really 
relay. The opportunities that 
cruise gives to all the 
different members of the 
extended family.”

Azamara Club Cruises announces Grand Voyages 

AZAMARA CLUB Cruises has announced details of its Grand Voyages offer, where guests 
can receive onboard credit – which can be used for specialty dining, shore excursions, and 
more – based on the duration of the sailing as well as free Wi-Fi. 

As part of Grand Voyages, and for the first time ever, the brand is offering a total of 21 
two, three, or more individual back-to-back sailings across the globe. The boutique cruise 
line’s Grand Voyages are designed for guests to opt in for longer sailings by visiting more 
destinations, connecting with locals and their culture, while simultaneously saving money 
on their booking. The tiers for onboard credit per stateroom, per voyage include: £115 for 
four-nights or less; £230 for five to eight nights; and £305 for nine nights or longer.  

Moreover, in celebration of the back-to-back voyages, the company is premiering its 
‘Triple Tour’, a special grand voyage on which guests will have the opportunity to sail on all 
three Azamara ships – Azamara Journey, Azamara Quest, and Azamara Pursuit – 
collectively sailing for 42 days and docking in 13 countries.  
For more information visit www.azamaraclubcruises.co.uk/grand-voyages 

Image Credit - Chris WR 
Cox Photography

Iona makes cruise a cool choice for younger generations
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AmaWaterways appoints first wine host from UK  

FOR THE very first time, AmaWaterways is featuring a UK wine host on one of its  
wine-themed cruises. The cruise company offers more than 60 wine-themed cruises  
each year, taking guests on journeys through Austria’s Wachau Valley, France’s celebrated 
Bordeaux and Côtes du Rhône regions, Portugal’s Douro Valley and Germany's  
Rheingau, Franconia and Moselle regions, with each cruise hosted by a wine expert  
from North America. 

With increasing interest from British guests, the company has announced that their 
team of connoisseurs will be joined by its first UK wine host: William Betts.  

Betts is set to host the ‘Medieval Treasures’ wine cruise from Basel to Nuremberg on 
August 15 where he will share his expertise on the local wines that the group will 
encounter along the famous Rhine and Main rivers. Highlights of the trip include a private 
wine tasting in Rudesheim, an exclusive wine festival in Volkach, onboard food and wine 
paired dinners and on board talks. Guests will taste local cuisine, discover how wine is 
made and, of course, partake in tastings – all at no additional cost. 

The seven-night wine cruise departs from Basel to Nuremberg with rates starting from 
£2,859 per person including flights and transfers when staying in a category D stateroom. 
Visit amawaterways.co.uk or call 0800-320 2336 to find out more. 

rivercruise

‘Escape’ for less  
with Newmarket’s 

spring saving 
NEWMARKET HOLIDAYS 
has reintroduced discounts 
on bookings for its 
air-inclusive holidays and  
A-ROSA river cruises. 

All bookings taken 
between March 14 and 
April 5 and using the 
promotional code ‘ESCAPE’ 
will benefit from a £50 per 
person discount on 
selected European breaks 
and £100 on worldwide 
holidays, as well as on  
all-inclusive river cruises 
on the Rhine, Danube and 
other must-experience 
rivers and waterways. 

Upon launching the 
offer, Richard Forde, the 
operator’s trade sales 
manager, said: “This will 
encourage customers to 
book their next holiday 
now and it certainly feels 
like a good time to 
‘Escape’. Many late spring 
departures are already 
full, so we are urging 
customers to book now to 
take advantage of a wider 
range of departure dates, 
accommodation types, and 
cabin choices.” 
All the company’s tours 
and river cruise holidays 
are available to book 
online via 
https://agents.newmarket
holidays.co.uk

FOLLOWING THE announcement of 
Uniworld Boutique River Cruise Collection’s 
expansion plans for new vessels in Vietnam 
and Cambodia, Egypt and Portugal, the 
company has shared a sneak peek of the 
new S.S. Mekong Jewel.  

The vessel will make its debut on 
January 3, 2020 on the Mekong River and 
will take guests from Ho Chi Minh City to 
Siem Reap on a 13-day itinerary which 
will include visits to Phnom Penh, Angkor 
Wat and more. 

Ellen Bettridge, president and CEO of 
Uniworld, said: “We’re excited to share a 
very first look at what’s to come for our fleet 
of Super Ships in 2020. The S.S. Mekong 
Jewel’s design coupled with our 
unparalleled service and experiences will 
offer guests the best that river cruising has 
to offer. And this is only the beginning – with 
a total of four new Super Ships set to launch 
in 2020, and a commitment to convert our 
entire fleet to Super Ships in the coming 

years, we continue to offer our guests the 
highest standard in luxury river cruising.” 

The newly built ship will feature all-suite 
accommodations, an indoor swimming pool 
and two restaurants: a main dining room and 
an al fresco eatery on the upper deck. The 
S.S. Mekong Jewel will be 33ft. longer than 
the Mekong Navigator, but with the same 
capacity of 68 guests, offering more space 
and amenities with one of the highest staff-
to-guest ratios on the river.  

The ship is being constructed with 
sustainable and eco-friendly materials, such 
as special paint used for the hull of the ship 
that creates less drag caused by bio-fuelling, 
specially designed ship propellers that 
increase performance and efficiency,  
energy-saving LED light fixtures, automatic 
air conditioning controls to optimise cooling 
resources, and a water cooled air-
conditioning system that will save energy. 
For more information visit 
www.uniworld.com 

Get a first look at Uniworld’s new super ship for the Mekong
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IN 2020, Avalon Waterways will offer shorter itineraries 
for travellers wanting to give a river cruise a try with a 
choice of four-, five- and six-day itineraries available on 
an all-suite fleet. 

Janet Parton, the cruise line’s sales director for UK 
and Ireland, said: “We are making it easier for travellers 
to tailor their holiday to their preferences, both during 
and post cruise. It is now easier for travel agents to sell 
to the ‘new to crusie’ market as the shorter itineraries 
prove cost effective. The river cruises can also be added 
to with land extensions that are suited to guests’ pace 
and budget. This creates opportunities for agents to sell 
cruise only as well as full packages. This is furthered by 
our exclusive onboard Avalon Choice menu. Guests have 
their pick of the widest array of included excursions, 
from classic sightseeing to immersive discoveries and 
active adventures.” 

As an example, prices start from £1,487 per person 
for the new five-day ‘Taste of the Rhine’ cruise featuring 
immersive opportunities such as a culinary walk 
through Amsterdam, enjoying a guided tour of Cologne, 
participating in wine-tasting in Boppard, spending free 
time in Rudesheim and cruising through the 
picturesque, castle-dotted Rhine Gorge. 

Formerly a Christmas cruise, the new six-day ‘Heart of 
Germany’ is making a year-round appearance in 2020. 
Priced from £1,587, the itinerary features stops along the 
Main River and Main-Danube Canal and encompasses a 
guided hike through a pretty Bavarian village, spending 
time in Würzburg; enjoying Bavarian wines in Itzingen, 
partaking in an onboard beer-tasting near Volkach, and 
taking in Bamberg, a Bavarian town built on seven hills 
with buildings dating back to 11th century. The cruise 
concludes in picturesque Nuremberg. 

The four-day ‘A Taste of the Danube’ is priced from 
£840 visiting Budapest, Bratislava, Melk, Dürnstein and 
Vienna. For travellers who are just testing the river 
cruise-waters but want to add-on time on land in 
popular European destinations, the company is 
introducing ‘Avalon YourWay’ for 2020, where guests can 
add a land extension to their cruise. 

All cruise itineraries – short and long – sail on the 
company’s signature Suite Ships which provide two full 
decks of 200sq.ft Panorama Suites. These feature the 
industry’s only Open-Air Balconies and beds facing the 
scenic views for which river cruising is famous for. 
For more information contact 
agencysales@avaloncruises.co.uk 

Short and Suite for first time cruisers who wish to test Avalon’s waters
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VIKING HAS welcomed the latest additions to its river fleet, with the naming of seven new river ships 
during a celebration on the Rhine River in Basel, Switzerland last week. In keeping with maritime 
tradition, seven long-serving employees and important members of the company’s family were invited 
to serve as honorary godmothers of the new ships, including Wendy Atkin-Smith, the managing 
director of Viking UK. Wendy was named as godmother to Viking Sigrun, which will sail the eight-day 
‘Rhine Getaway’ itinerary between Basel and Amsterdam. The other ships - Viking Einar, Viking Sigyn, 
Viking Tir, Viking Ullur and Viking Vali – will be deployed on other popular itineraries on the Rhine, 
Main and Danube Rivers. The seventh new ship – Viking Helgrim – inspired by the design of the 
Longships but built specifically for the Douro River, brings the company’s total number of sister ships 
in Portugal to four. Visit www.vikingcruises.co.uk 

FOLLOWING ITS launch last year, U by 
Uniworld is further reinventing the river 
cruise experience with two new themed 
cruises taking place this summer aboard its 
vessel The A.  

The new tailored itineraries, ‘Tattoo on U’ 
and ‘U in Drag’, are enhanced versions of the 
eight-day ‘Germany’s Finest’ itinerary that 
sails from Frankfurt to Regensburg. Ellen 
Bettridge, CEO and president of U, said: 
“We’re so excited to announce tattoo and drag 
queen themed cruises for our U guests. The 
themes coincide with everything our U brand 
stands for which is encouraging our guests to 
completely let go, be confidently themselves 
and meet new likeminded travellers along the 
way. It’s important for us to continue to 
innovate in ways that inspire our guests and 
provide them with experiences that they won’t 
find anywhere else. The launch of these two 
cruises is just the beginning for our themed 
concepts onboard U.” 

The company has teamed up with 

celebrity drag queens Jiggly Caliente, 
Darienne Lake and Phi Phi O’hara, for ‘U in 
Drag’ which sets sail on July 6. Along with 
onboard performances throughout the 
sailing, the itinerary includes interactive 
activities co-hosted by the drag queens, 
such as a karaoke night, drag makeup 
lessons and an exclusive bar crawl at one of 
the ports. On the ‘Tattoo on U’ cruise, 
scheduled for August 17, guests will sail 
with celebrity tattoo artists for a week 
dedicated to all things ink.  

The themed itineraries include an open 
bar throughout the cruise, three daily meals, 
select shore excursions, complimentary  
Wi-Fi, local onboard hosts, and popular 
activities such as mixology classes, silent 
discos, a local DJ, paint and wine classes, 
and rooftop yoga. Rates for the eight day 
themed cruises start at £2,499 per person.  
For more information visit 
www.ubyuniworld.com/themed-cruises or 
call 0845-678 2795. 

More summer fun for U with these tattoo & celebrity 
drag queen themed cruises 

Cruise to success  
with Scenic & Emerald 

Waterways’  
Agent Academy 

EARLIER THIS year, Scenic 
and Emerald Waterways 
launched its new online 
training course called 
‘Agent Academy’.  

The e-learning platform 
offers courses specifically 
designed for travel agents , 
assisting in the broadening 
of their knowledge of Scenic 
Cruises & Tours, and 
Emerald Waterways 
Cruises.  

Current modules include 
an introduction to both 
brands, as well as the 
European river cruising 
opportunities available 
through each. Moreover, 
new courses will be rolled 
out every quarter in 2019, 
with the aim for the 
academy to prove a  
one-stop shop for agents’ 
learning journey and to 
unlock their earning 
opportunities. 
Agents can sign up at 
https://agentacademy.litm
os.com/self-signup/ or 
visit the Scenic Agent 
Portal at 
www.scenic.co.uk/agent-
portal and the Emerald 
Waterways Agent Portal 
found at 
www.emeraldwaterways.co
.uk/agent-portal for more 
information. 
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Indulge in Ikos  
with Cyplon  

RECOGNISING THE 
importance of quality 
family time spent together, 
Cyplon Holidays is 
recommending Ikos 
Resorts in Greece to 
agents who have clients 
looking for a 
Mediterranean escape.  

The family-friendly 
beachfront resorts offer 
all-inclusive holidays with 
Ikos Oceania and Ikos Olivia 
on the Halkidiki Peninsula 
of Northern Greece, the 
Ikos Dassia opening just 
last May on Corfu and the 
Ikos Aria in Kos set for its 
debut this May.  

Family holidays are a 
great way to boost health – 
in terms of relationships 
and being more active – so 
families can try out water 
sports and dry-land 
activities, such as 
volleyball, tennis and 
football. Parents can also 
take advantage of the 
expert childcare on hand, 
meaning they can spend 
some quality time together 
and improve their wellness 
with relaxing spa 
treatments, yoga and 
cooking classes. Guests at 
any of the Ikos Resorts will 
receive complimentary use 
of a MINI for a whole day, 
offering them the chance 
to explore the sites of 
Halkidiki, Corfu or Kos. 
Guests can also get a taste 
of the local cuisine with a 
‘Dine Out’ programme 
available at no extra cost.  

Prices at the new Ikos 
Aria in Kos start from 
£1,399 per adult and £999 
per child for seven-nights 
in a Junior Suite Sea View 
room, with flights from 
Gatwick with Easyjet.  
Find out more at 
www.cyplon.co.uk 

BUTLIN’S HAS launched a new dining plan 
across all three of its seaside resorts, 
offering families greater flexibility, restaurant 
choice and meal variety during their stay.  

The DineAround package is available on all 
school holidays and Just for Tots breaks and 
is a pre-paid dining plan that allows guests to 
eat in selected restaurants at Bognor Regis, 
Minehead and Skegness. It includes a buffet 
breakfast option and a choice of a two-course 
lunch or a dinner. The usual menus are 
provided for guests on this DineAround plan 
and there are no additional supplements on 
any of the dishes. Guests will receive 
bottomless tea, coffee or juice with their 
breakfast buffet and a complimentary drink 
with their lunch or dinner as part of the 
package. Adults can choose from a 175ml 

glass of wine or a pint of draught beer, while 
children (or adults who don’t drink) will 
receive unlimited soft drinks during their 
meal. Upgrades to add a third course to meal 
options are available and guests can discuss 
this with a member of the team at their 
chosen restaurant. 

Operating on a voucher basis, guests will 
receive their vouchers on arrival and be able 
to redeem them across all restaurants taking 
part as required. DineAround is available to 
pre-book now with daily costs from £29.95 for 
adults (aged 15 plus), £14.95 for children aged 
six to 14 years old and £9.50 for toddlers aged 
two to five years old. Infants under the age of 
two can DineAround for free. 
Visit www.BourneLeisureSales.co.uk to find 
out more. 

familyholidays

Butlin’s launches new DineAround eating plan 

Fun for all the family: RAK launches summer campaign  

WITH ITS 64km of coastline, desert landscapes and the UAE’s highest mountain, Ras 
Al Khaimah is one of the most diverse destinations for fun in the sun and an 
adventurous family holiday.  

Moreover, from May 1 until September 30, the emirate has launched a summer campaign 
with a host of exclusive offers designed for families, including: two kids under 12 go free in 
18 hotels and resorts with meals included; free tickets for children and 50% discount for 
adults on the Jebel Jais Flight, the world’s longest zipline; free shuttle services from all 
hotels to Jebel Jais; free return shuttle service from Dubai International Airport Terminal 1 
and 3 to all hotels; free tickets for children and 50% discount for adults to Dubai Parks & 
Resorts; and privilege discounts in Dubai Mall including a complimentary shuttle service. 

The emirate is 45 minutes from Dubai International Airport and houses a large number 
of hotels that offer family friendly activities, from water sports to cookery and art classes 
and temperature controlled outdoor pools, while the desert and mountains are ideal for 
safaris and nature trails for a true Arabian experience.  

A full listing of hotels can be found at https://en.rasalkhaimah.ae/enkgf or for more 
details around the summer campaign go to https://en.rasalkhaimah.ae/ifoundraken 
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AS PART of Exodus Travels’ newly launched 
family product for 2019, the operator is 
offering children’s prices up to the age of 
16. These places are 25% less than the 
adult price on any Exodus operated trip, 
making it cheaper to travel as a family.  

In addition, the company has created a 
specific age range recommendation for 
each trip to help in the decision process 
of which adventure might be the perfect 
fit. Each new itinerary has been designed 
with one of three specific age ranges in 
mind: five to eight years old, nine to 12 
and between 13 and 16. Most trips are 
also suitable for children in one other of 
those ranges. In these cases, trips display 
a ‘designed for’ age and an ‘also for’ 
category. Children in either range can 
join, but those in the secondary category 
may find the going a little easier or 
tougher, accordingly.  

Tom Wilkinson, family product manager 
for the operator, said: “Our family trips are 
curated with budding young travellers in 
mind. At Exodus we want to inspire children 
to discover the world, visit new places, see 
exciting new wildlife and experience 
different cultures. We take care of the 
details, so guests can enjoy some quality 
time with their family, that will fuel stories, 
traditions and memories to last a lifetime.” 

As part of its Family Brochure, the 
adventure brand has 12 new trips for 2019. 
As an example, there is the nine-day ‘Cape 
Family Adventure’ priced from £2,199 per 
adult and £1,649 per child, including 
flights. This itinerary is appropriate for 
those aged nine to 12 years, and also 
suitable for those of 13 to 16. 
For more information visit 
www.exodus.co.uk/family-holidays or call 
0208-7123 486. 

travelbulletin.co.ukMarch 29 201930

familyholidays

MAKING A splash this summer, Creta Maris Beach Resort in Crete is to offer a new water-park for its youngest guests. Opening in May, the 
specially designed area is set across 4,000sq.m and will be supervised by trained staff whilst children play to their hearts’ content. The 
beach resort has a capacity of 680 rooms set across a small village with quaint winding paths, small piazzas filled with trees and flowers, 
and combining Aegean architecture with Cretan hospitality and all-inclusive services. The property is situated next to Hersonissos, 25 
minutes from the Heraklion Airport. Go to www.cretamaris.gr

New villa range for babies and toddlers from James Villas 

AVAILABLE THROUGHOUT 2019 in some of Europe’s top family destinations including 
Menorca, Mallorca and the Algarve, James Villa Holidays has launched a new range which 
offers a safe and convenient holiday option for customers travelling with little ones in tow. 

The new range of villas are all set in enclosed grounds, with gated pools and are 
either single storey or come with stair gates. All of the conveniences needed when 
travelling with babies and toddlers has been considered, from bathtubs in the villas to 
microwaves and washing machines. In addition, all villas have a covered terrace area for 
shade, steps into the pool for easy access plus bedrooms on the same floor so parents 
are close to their children. A free cot and highchair are also included, as too with every 
booking in the range is a Baby and Toddler Pack comprising a bottle steriliser, bed 
guard, baby monitor plus toys, plastic cutlery, a potty and more – all ready and waiting 
at the villa for when customers arrive. 

Jo Loft, head of specialist product at James Villas, said: “As a parent of toddlers 
myself I understand that holidaying with children isn’t always easy. Knowing that the 
villas have all of these features means parents can holiday with peace of mind that their 
children are safe with gated pools, stairgates and enclosed grounds.”  
To view the full range visit www.jamesvillas.co.uk or call 0800-074 0311 for more details.

Exodus Travels offers discounts for under 16’s 
Summer holidays in 

South Tyrol  
SOUTH TYROL’S 300 days 
of sunshine and naturally 
contrasting landscapes 
form the framework for a 
family-friendly holiday 
packed with adventure. 

Inviting visitors to 
participate in activities at 
all elevations, there are 
many excursions, hiking 
trails, and adventure parks 
for families to choose 
from. For example, no 
summer holiday in South 
Tyrol would be complete 
without swimming in a 
bathing lake, such as Lake 
Kalterer See, or hiking 
along one of the many easy 
going trails available to 
mountain huts through 
Alpine meadows and 
playgrounds.  

Many places offer 
specific family-friendly 
programmes. The Dolomiti 
Ranger programme, which 
takes place in the Dolomite 
nature parks, is geared 
toward children aged seven 
to 12 and their parents and 
South Tyrol’s family hotels 
(called Familienhotels) and 
qualified farm holiday 
operations specialise in 
accommodating families. 
Go to 
www.suedtirol.info/b2b/en 
to find out more. 
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FROM MARVELLING at giant tortoises to posting a letter back 
home underwater, the Seychelles has some unique experiences 
on offer to its visitors including the chance for guests to plant a 
tree in one of the destination’s most exclusive resorts. North 
Island is a car-free island with four picture perfect beaches 
encircled by granite rocks and tropical forest. The tree planting 
experience sees guests planting endemic flora from a nursery, 
part of North Island's Noah's Ark program. With only 11 villas on 
an island the size of Monaco, all activities are enjoyed in complete 
privacy and, unsurprisingly, many don't leave during their visit 
except for fishing or diving, even though it's very close to Mahé 
and Silhouette island. Go to www.seychelles.travel 

National Geographic & G Adventures 
announce new family travel programme 

G ADVENTURES and National Geographic Expeditions 
have strengthened their partnership with the launch of 
‘National Geographic Family Journeys with G Adventures’. 
The new programme of 12 trips goes on sale on May 7, 
extending culturally immersive, small-group adventures 
to children aged seven and above, their parents and 
their grandparents.  

Brian Young, EMEA Managing Director for G 
Adventures, said: “This new programme of trips is perfect 
for adventure-loving families looking to discover the 
world together. The newly designed itineraries have been 
developed from scratch to inspire travellers of all ages to 
uncover each destination’s diverse characteristics, from 
wildlife and conservation to history and culture, 
exploration, and photography and storytelling.  

“All our groups are made up of an international mix of 
travellers, giving families the opportunity to connect not 
just with each other, but with their fellow travellers and 
the local people they meet along the way. As is the case 
with all G Adventures tours, we encourage interactions 
with local people, and ensure as much money as 
possible stays in the communities we visit.”  
To find out more about the itineraries go to 
www.gadventures.com/travel-styles/national-geographic-
journeys/family/ or natgeojourneys.com/family  

SUMMER IN Austria is as diverse as its 
landscape, with its natural beauty and 
outdoor offerings just waiting to be 
explored. But with so much to see and 
do where can agents suggest for those 
clients seeking a fun-filled family 
break over the summer holidays?  

To help, the Austrian National 
Tourist Office has shared its insight 
into some of the best spots where 
families can play in nature and make 
long-lasting memories. 

Alpbachtal Seenland sits in the 
heart of the Tirol, surrounded by the 
rugged peaks of the Rofan and the 
green mountain meadows of the 
Kitzbühl Alps. It offers an appealing 
range of holiday opportunities, 
especially for families. Here visitors 

can immerse themselves in nature 
with marked hiking trails suitable for 
all abilities, natural lakes that invite for 
a leisurely swim, mountain-top 
playgrounds for kids, as well as the 
‘Lauser Sauser’ coaster that whizzes 
down the mountain at speeds of up to 
42kph. Also popular with families is 
Tirol’s largest open-air museum 
consisting of 14 farms and 23 auxiliary 
buildings that teach how farmers lived 
in bygone days and where children can 
help build a wooden house, milk a cow, 
and dress up in traditional costume. 

For an alternative top-notch family 
holiday destination, St. Johann in 
Salzburg, just 55km from Salzburg, fits 
the summer bill. ‘Cable car hiking’ will 
please those who want to save their 

energy to explore Ghost Mountain: a 
leisure and adventure park where four 
‘worlds’ are introduced to guests of all 
ages by the mountain mascots, 
leading to 40 varied activity stations 
featuring slides, water games, swings 
and climbing towers. 

The attractive and walkable town of 
St. Johann further offers a variety of 
accommodation options, from four-star 
properties to cosy alpine lodges, with 
real mountain atmosphere along its 
shopping street lined with cafes, 
bakeries and outdoor adventure stores. 
Families should also be encouraged to 
see Liechtenstein Gorge and visit the 
largest ice cave in the world. 
For more destination information go to 
www.austria.info/uk/summer 

Austria shares its top tips on where best to send families this summer
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‘7 parks for 7 days’ in Gran Canaria 

WITH FINE sand beaches, family friendly resorts and plenty 
of activities to be enjoyed, Gran Canaria has a lot to offer 
parents looking for a fun holiday together with their kids. 
So much so, that in terms of attractions the entire island 
can be seen like a giant theme park and the Gran Canaria 
Tourist Board has compiled a daily itinerary that families 
can use throughout their week together.  

On Monday visitors can get up close and personal with the 
weird and wonderful creatures of the Atlantic at Gran 
Canaria’s new Aquarium Poema del Mar before using Tuesday 
to make a splash at the Aqualand Maspalomas waterpark.  

Wednesday will be an all out airsoft battle on the 
10,000sq.m of ‘warzone’ that is Hangar 37 in Tarajalillo 
whilst on Thursday little ones can have fun with the 
feathered friends of the Angry Birds Activity Park. For 
Friday, the botanical Palmitos Park Maspalomas is home to 
birds of prey and parrots, fish, dolphins and reptiles whilst 
Saturday is designated for a submarine adventure on the 
Golden Shark which descends daily from Gran Canaria’s 
Puerto de Mogán, to the depths of Atlantis Submarine Park. 
It’s time to ‘head out west’ to Sioux City Park for Sunday; 
this theme park is dedicated to the Wild West of the US and 
is open day and night for shoot-‘em-ups and singalongs. 
To see what else Gran Canaria has in store for families and 
other customers, agents can visit the newly created 
webpage at: www.grancanaria.com/turismo/en/with-the-
family/gran-canaria-7-parks-for-7-days/ 
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THE NEW fantasy-themed family hotel, Fantasia Bahia Principe 
Tenerife, offers an array of family-friendly features. This includes a 
waterpark, kid’s spa treatments, a teens club with private disco, and 
kids club with a range of activities from costume workshops and 
cooking experiences to island expeditions. With its fairytale-like 
castle taking centre stage, a highlight of the property’s entertainment 
offering is the multi-media theatrical shows which take place each 
night. Show themes include ‘Garden of the Hesperides’ based on the 
mythical story of Tenerife; ‘Toy Circus’ featuring circus acts and 
dance routines involving the audience; and the ‘Carnival of Elements’ 
show, combining music and acrobatics with lighting and video 
projections. Go to www.bahia-principe.com/en

Wellness for kids with 
Elounda Peninsula 

THE ELOUNDA Peninsula All 
Suite Hotel on Crete has 
worked with the onsite Six 
Senses Spa to create a 
three-day wellness 
programme for guests aged 
between five and twelve.  

This programme includes 
fun wellness, educational and 
nutritional workshops as well 
as group spa treatments that 
have been carefully put 
together to educate and 
encourage children to 
integrate wellness into their 
daily life from an early age. 
The specialist classes, games 
and treatments are spread out 
over the course of three days, 
with three hours of the 
programme to be enjoyed 
each day to keep the children 
engaged and ultra-relaxed. 
The hotel offers the three-day 
children’s wellness 
experiences from Monday-
Saturday, priced at £35 per 
day or £87 for three days.  
Go to eloundapeninsula.com 
to find out more.

Arizona adventures that will encourage teens to 
explore the great outdoors
WITH THE news that American Airlines is 
to launch a nonstop flight between 
Heathrow and Phoenix Sky Harbor, 
Arizona this weekend (March 31) and that 
this service is to operate year-round, it 
will be even easier for UK holidaymakers 
to travel to the state.  

The American Southwest destination is 
renowned for its warm weather, desert 
scenery, American Indian culture, and 
Grand Canyon and so can offer a huge 
array of activities to encourage teenagers 
to turn off their phones and experience the 
great outdoors. 

With Grand Canyon West visitors can see 
the canyon from every perspective: 
instantly hit with a surge of adrenaline as 
they climb into their rafts and begin a 12 
mile white-water rapids adventure – safe 
for beginners, but sure to guarantee a 
thrill; a hike to Travertine Cavern Falls; an 
on the water river ride with experienced 
guides sharing stories about the history and 
culture of the Hualapai people; helicopter 
rides or an epic zipline experience to gaze 
down into the canyon below.  

White Stallion Ranch is one of the most 
iconic ranches in Arizona and is this year 
launching a new ‘Outdoor Adventure’ 
package. The ranch offers an exciting 
variety of activities and with the 
introduction of its new package guests can 
now choose from shooting, rock climbing, 

team cattle sorting and fat tyre e-bikes. 
A family adventure to Arizona in 2019 

will also be well timed as the Grand 
Canyon National Park will also be 
celebrating its 100th anniversary as a 
National Park with events taking place 
throughout the year. Agents can 
recommend the national park’s annual 

Star Party, this year falling on June 22-
29. During the daytime, visitors can 
sample Arizona food and brews and see 
cultural demonstrations by tribe’s native 
to the canyon and in the evening 
discover the wonders of the night sky 
with the Tucson Amateur Astronomy 
Association and the Saguaro Astronomy 
Club of Phoenix. 
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Go BIG in the USA

AS ONE of my favourite countries, the USA 
offers visitors an incredibly diverse range  
of experiences, and truly does have 

something for everyone. From its historic landmarks, 
breathtaking national parks to its diverse cuisine, music scene 
and Americana culture; there’s always a reason to visit the USA 
again and again.  

There’s no one definitive list of attractions for such a varied 
and ever-evolving destination as the USA, but here are my 
thoughts and recommendations for some of this country’s key 
selling points.  

 
Offer holiday variety – USA style 

I’ve been with Funway since it started more than 26 years 
ago and the variety the USA offers is ever evolving with a vast 
choice of destinations, transportation options and holiday 
experiences. Taking our popular California fly-drive itinerary as 
just one example, our customers love the combination of 
mountain hiking in Yosemite, wine-tasting in Sonoma, surf 
lessons on a Pacific beach, and touring the glitzy stars homes 
in Hollywood, all in a single week. 

 
Book city breaks & beyond  

Although the USA boasts some of the most interesting and 
absorbing city-break holidays in the world, it’s always 
important to think about the activities and side-trips to the 
surrounding areas. Such trips, even if just for a day, can add a 
memorable contrast to a city stay and make for a more 
rounded and fulfilled holiday experience for customers.  

One of my favourite examples of this is Las Vegas. I 
recommend combining the casinos and bright lights with a 
drive out into Nevada along the ‘loneliest road in the USA’ to 
see a ghost town and even try to spot UFOs along the way! In 
the same way, it’s an easy drive from New York City to visit the 
beautiful Finger Lakes and Niagara Falls in upstate New York, 
or from Washington DC to make a side trip to the lovely 
Shenandoah National Park, especially during its Fall colours.  

 
Welcome special interests  

With its sheer size and scale, the USA can cater to every 
interest. For wine-connoisseurs recommend vineyard tours in 
search of new vintages in California; for keen cyclists tell them 
about the network of ‘rails to trails’ cycle routes; and for 
history-buffs looking to hear civil war stories on visits to the 
Southern mansions of the Deep South there’s a great choice of 
informative tours on offer. 

The road less travelled 
As agents know, the USA has some of the most iconic road 

trips in the world. As an alternative to the ever-popular Route 
66, I recommend travelling along lesser-known routes such as 
the Blue Ridge Parkway to the Smoky Mountains or the 
Natchez Trace Parkway, once just a forest trail for Native 
Americans. Then consider how customers may wish to travel: 
a motor home is a great experience for a family or group of 
friends; or how about a Harley-Davidson motorbike tour for a 
two-wheel adventure out on the open road? 

 
Make it an event  

Linking a USA holiday sale to events and activities being held 
there is a win-win for all. The country has such a wide range of 
events taking place year-round that there’ll always be 
something happening at the same time as customers are 
travelling. Some great examples are: 
●  Sporting - play golf in Georgia, watch horseracing in 

Kentucky or fast cars at Daytona Speedway, or get drawn into 
the atmosphere of a basketball or American football game. 

●  Music - see a star performance at New York’s Madison 
Square Gardens or at a Las Vegas Residency or just sit back 
and enjoy the sounds of country music in Nashville or the 
Blues in Mississippi. 

●  Festivals - walk with the New Orleans Mardi Gras parade, 
dress up for Tampa’s Pirate Festival or catch a movie at 
Robert Redford’s Sundance Film Festival in New Mexico, not 
forgetting the colourful July 4 celebrations, and Halloween 
parades.  

●  Nature - view whale migrations in California, marvel at the 
fall colours in New England, check out the wildlife in 
Yellowstone and California National Parks or even follow the 
butterfly migrations through Texas. 

●  Shopping - shopaholics will be in their element with year-
round shopping events held at huge shopping malls and 
small specialist boutiques. Watch out especially for the 
January Sales, Black Friday and Cyber Monday.  

And don’t forget to pre-book… 
There’s such a varied range of add-on excursions from 

most destinations in the USA, so why not enhance the 
holiday package by further encouraging clients to pre-book 
trips to nearby attractions and experiences. Cupcake-
making, ghost-tours, white-water rafting and hang-gliding 
tours are just some of the many experiences on offer for 
customers to ensure they get one of the best holidays 
they’ve ever had.   

Malcolm Davies, product destination manager for Funway Holidays 
shows how the USA is the perfect destination for all reasons & seasons…
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AQUATICA ORLANDO, in conjunction with the 
International Board of Credentialing and 
Continuing Education Standards (IBCCES), has 
announced a staff-wide autism sensitivity and 
awareness training programme combined 
with the completion of an onsite review of 
the park property and guest experience.  

The completion designates Aquatica 
Orlando as a Certified Autism Center 
(CAC) as distinguished by IBCCES — the 
first water park in the world to receive 
such a distinction. This accreditation 
follows sister park Sesame Place, which 
became the world’s first certified autism 
centre theme park last April.   

Working closely with IBCCES, the staff 
at Aquatica will be continually trained to 
assist guests with Autism Spectrum 
Disorder (ASD) and their families, to help 
ensure a positive experience during their 
visit. Robust pre-visit planning resources 
will also be added to the park’s website 
including a sensory guide to make it 
easier for activities to planned around 
each families’ specific needs.  

The certification comes as the park 
readies for the opening of its newest 
attraction – KareKare Curl – this spring.    
For more information visit 
www.seaworldparks.co.uk 
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ICON ORLANDO 360 has launched a new ‘Fly and Dine’ package, available to pre-book in the UK. 
Visitors to the dining and entertainment complex can climb to new heights on its 400ft. ICON Orlando 
observation wheel and combine with a meal of their choice, from fast casual options from £25.74 per 
person or full-service dining from £35.10, in one package. The package is now bookable and fully 
commissionable through Travel Trade Tickets and Tours (www.tttandt.com) and will soon be on sale 
with other attraction ticket operators. Visit www.iconorlando.com 

Hitting the right note: Brand USA expands creative 
campaign with ‘Hear The Music, Experience The USA’  

BRAND USA has announced the expansion of ‘Hear The Music, Experience The USA’, an 
integrated marketing campaign that uses American music to promote US destinations 
to international travellers. 

Building on the success of its initial 2018 campaign, the destination-marketing 
organisation has worked with ten talented artists whose hometown musical heritage 
has influenced their interpretation of two iconic American songs: ‘What I Like About You’ 
by The Romantics and ‘Boogie Shoes’ by KC and the Sunshine Band.  

Each US city, state, and region has a different musical sound, which has been 
influenced by the diversity of its people and culture. The campaign uses this to invite the 
world to discover the people and places behind the USA’s rich musical heritage.  

Tom Garzilli, chief marketing officer for Brand USA, said: “Music can inspire travel 
through the emotional bonds it creates. Combining the power of music with the immersive 
content of the ‘Hear The Music, Experience The USA’ campaign, our global audience can 
continue to explore new destinations while seeing people and places they thought they 
knew through a new lens. The United States is and always has been a melting pot, and 
American music reflects the fusion of cultures, traditions, and ethnicities that travellers 
from around the world are invited to discover. We are thrilled to build on this successful 
campaign to bring our rich musical heritage to a global community of listeners.” 

As an extension to ‘Hear The Music’, Brand USA has created some unique ways for 
audiences around the world to engage with the content, including customised playlists, 
artist recommended itineraries, and inspiring videos.  
These can all be accessed via a dedicated landing page at www.visittheusa.com/music 

Taste of success for 
Visit California 

EARLIER THIS month, 
Michelin and Visit California 
revealed an unprecedented 
expansion of the MICHELIN 
Guide, with the first state-
wide MICHELIN Guide 
California 2019.  

In addition to the 
previously covered San 
Francisco Bay Area and 
Wine Country, the new 
edition will include 
restaurants in greater Los 
Angeles, Monterey, Orange 
County, Sacramento, San 
Diego and Santa Barbara.  

The expansion marks 
Michelin’s first regional US 
guide and recognises 
California’s unique blend of 
laid-back sophistication 
and its leading role as a 
culinary powerhouse, a 
combination that attracts 
travellers from around the 
world. A recent EY study on 
the impact of the 
MICHELIN Guide in San 
Francisco confirmed that 
the Guide is a trusted 
source for international 
tourists and directly 
contributes to a 
destination’s economy and 
food industry. 

Caroline Beteta, Visit 
California’s president & 
CEO, said: “California and 
Michelin are a perfect 
pairing, joining forces to 
show the world the 
innovation and breadth of 
the Golden State’s culinary 
landscape. The diversity 
and abundance of dining 
opportunities here, 
including an unparalleled 
array of ethnic dining, 
women chefs and limitless 
agricultural bounty, sets 
California apart from any 
other destination in  
the world.” 

Michelin will reveal the 
2019 star selection in the 
inaugural California Guide 
during a special event 
scheduled in the summer. 
Go to 
www.visitcalifornia.co.uk to 
find out more. 

Aquatica Orlando becomes Certified Autism Center
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Florida Keys & Key West invites 
holidaymakers to ‘Connect & Protect’ 

THE FLORIDA Keys & Key West tourism council is inviting 
visitors and industry partners to help preserve its natural 
resources with a new ‘Connect & Protect’ awareness campaign.  

The campaign encourages visitors to discover the Keys 
through experiential and soft adventure activities and looks to 
instil a greater understanding of how they can help preserve 
the 125-mile island chain's unique natural environment. 

Stacey Mitchell, director of marketing for the Florida Keys 
Tourist Development Council, said: “The more our visitors 
understand before even arriving in the Keys, the more they can 
do to ensure their choices play an active part in helping to 
protect our natural resources. We are asking our tour operator 
and travel agent partners for their support to advise their 
clients about how they can share our commitment to 
sustainability while having meaningful, memorable vacations.” 

Visitors can connect with and help to protect the Keys by 
exploring in low-impact ways, such as by kayak or bike; when 
diving, snorkelling or fishing to choose a ‘Blue Star’ operator; 
visit and support wildlife rescue centres; or take part in some 
reef restoration with the Coral Restoration Foundation in Key 
Largo; and opting for reef friendly sunscreen products.  

The official Florida Keys & Key West tourism website has 
useful information on discovering the destination in a 
sustainable, eco-friendly way.  
See www.fla-keys.com/eco-tourism   

Record-breaking eight million visit  
The Palm Beaches  

DISCOVER THE Palm Beaches (DTPB), the tourism 
marketing organisation for Palm Beach County, has 
announced record-breaking visitor numbers for 2018. 

Year-end hotel performance data shows 8.02 million 
visitors came to The Palm Beaches from January to 
December, which increased 1.7% over 2017 and marked 
ten years in a row of visitor growth to the destination. 
International visitors increased by half a percent to 
749,000, with notable growth from the UK − growing 9% 
to 39,000 visitors. 

Jorge Pesquera, president and CEO for DTPB, said: 
“It’s clear that tourism’s continued growth speaks 
volumes about Palm Beach County’s core strengths and 
traditions in the hospitality arena, but rest assured that 
the best is yet to come. We’re thrilled to see ten 
consecutive years of increasing visitation – and thankful 
that our community engagement with tourism partners 
and the resources provided by the county have helped us 
reach new heights. 

“As we promote this exceptional destination to a global 
audience, we will continue to deliver results and lasting 
prosperity. We are now able to entice decision makers to 
invest boldly in new hotels, attractions and activities that 
put people to work and enhance our quality of life.” 
To learn more visit www.ThePalmBeaches.com 
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LAST WEEK the Travel Bulletin team visited 
Oxford and Sheffield to meet with travel agents 
keen to learn more on the latest travel products 
and offers from the US and Canada at our North 
America Showcase. Tourist boards, airlines and 

suppliers enjoyed lively networking with the 
agents − and there was a bumper prize draw to 

conclude each evening too!

HEADLINE SPONSORS

eventbulletinoxford

#TBSHOWCASES

HOLDING COURT... Jeremy Moore from Air Canada updates a table of 
attentive agents about some of the airline’s latest routes and product 
developments.

HAIL CAESAR... Lisa Ratcliffe from Travel Counsellors was the lucky 
winner of a two-night stay at Planet Hollywood Resort & Casino, 
courtesy of Caesars Entertainment and Adam Reeve.

IN THE PINK... Liz Langham (left) from Air Transat presents Travel 
Counsellor Collette Howse with a bottle of pink bubbles.

BACKPACK ADVENTURES... Jenny Fraser (left) from Ski Independence 
was on hand to present Michelle Jones from Kuoni with her on the 
spot prize of a Helly Hansen backpack, courtesy of Aspen Snowmass.

FLYING THE FLAG... Sharon Tait (left) from Titan Travel meets with 
Sian Pages from Not Just Travel during the speed dating sessions.

LIFE'S A BEACH... Sebastian Sarrasin from Miami CVB presents Sarah 
Thorley from Co-Operative Travel with a beach bag of summer goodies.
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Fancy joining the next #TBShowcases evening?  
Our next event will be the Caribbean Showcase, which will be held in Cambridge on 
April 8 and Brighton on April 9. To confirm your place or find more about upcoming 

events, contact events@travelbulletin.co.uk  
41

eventbulletinsheffield
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BETTER IN THE BAHAMAS… from the left, Kerrie Clayson and 
Sharon Clayson from The Travel Diamond; delve into the latest 
island news with Iain Rodgers from Bahamas Tourism; as do 
Sarah Todd and Mike Bendelow from Sheffield Travel Centre.

FLYING HIGH… Jane Beeley (left) and Debbie Cant of United 
Airlines gave away a £50 John Lewis voucher to John Redding of 
Not Just Travel.

TRAVEL TALK… from the left: Kirstie and Joe Boot, Emma Scholes and 
Susan Ledger, all from Not Just Travel; and Kathleen Bulmer from 
Love Red Travel; meet with Michael Wareham, representing Papillon 
Helicopters and The Grove Resort Orlando 

TTT&T TABLE… from the left Lynn Kenny and Christina Mctavish-
Thompson from Travel and More; meet with Lyn Bradley from Travel, 
Trade, Tickets & Tours; along with Nicola Gibson and Joanne 
Goodrum from Thomas Cook.

CANADA CALLING… Roger Harris from Destination Canada picked 
out Travel Counsellor Sheila Stamp’s name to win a Bluetooth 
speaker during our evening’s raffle.

DRIVEAWAY WITH GOODIES… Sarah Gill (left) from DriveAway 
was on hand to present Amanda Barker from Travel Counsellors 
with her £50 Love2Shop voucher prize.
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We asked our staff the following question this week: 

My top travel tip is:

 
 

Crossword: 
Across: 1. LUFTHANSA, 6. NEPAL, 8. PERTH, 9. OSLO, 10. REUS,  
13. OWEN, 14. DFDS, 16. TOKYO, 18. IDAHO, 19. WIGHTLINK.  
Down: 1. LINE OF DUTY, 2. HILL, 3. NAPLES, 4. ANR, 5. THOMAS 
COOK, 7. PALIO, 11. SOFIA, 12. MEKONG, 15. MIST, 17. KEW.   
Highlighted Word: PHUKET 
 
Where Am I?: Fairy Pools, Isle of Skye, Scotland.

puzzlesolutions

020 7834 6661

FROM APRIL 2, British Airways will launch a year-round, nonstop flight from 
London to Pittsburgh, Pennsylvania. With special fares starting from £600 
return in World Traveller and £1,068 in World Traveller Plus, the new flight 
will operate four times a week, departing from Heathrow on Tuesday, 
Wednesday, Friday and Sunday on-board the airline’s newest aircraft, the 
Boeing 787-8 Dreamliner. Go to www.visitpittsburgh.com
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