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Introduction
Since the beginning of time, humans have felt the urge to explore. The innate need to discover
new vistas, new tastes, experience unfamiliar sounds and make new friends. This is what travel
is all about. The desire to travel and the joy that it can bring is recognisable the world over. While
the motivation to travel has remained constant throughout the ages, the physical distance we can
cover, the way we think about and plan travel, as well as the diversity of traveller experiences and
choices available to fulfil our desires, have changed immensely.
Amadeus believes in a better connected travel
industry; a future where industry stakeholders work
together in a more collaborative way. To what end?
It may seem self-evident, but the goal is to listen
better and meet the needs of the 21st century
traveller. Our aim is to help the industry better serve
the needs of travellers by assisting them in creating
the perfect match between travellers’ dreams and
the global tapestry of travel experiences.
That understanding is fundamental to our decision
to launch The Amadeus and WTM Travel Experience
Awards in 2013. It also explains why a leading travel
technology company would invest in researching
the views of business and leisure travel consumers,
as well as seeking the insights of travel industry
professionals. In researching the way 21st travellers
approach shopping and booking online – conducted
independently of the roundtable discussions
featured in this report – we are reminded of the
paradox of choice, a concept introduced by American
psychologist Barry Schwartz.
This is the counter-intuitive idea that choice, rather
than assisting the buying process as expected,
can create anxiety and inhibit sales conversion.
Amadeus has been at the forefront of developing
advanced technology such as Featured Results, that
specifically addresses this issue by refining results
to focus on relevant choice. Travel sellers using such
advanced technology online have increased sales
conversions by around 25 per cent. The point is that
by understanding what travellers really want, the
industry has the best foundation for constructing an
experience that they seek out and value.

When and where does the travel
experience begin?
The travel experience doesn’t begin when a
passenger steps aboard a plane or ship. It doesn’t
even begin when a traveller walks into a travel
agency or calls a hotel specialist or logs on to a
website to book an itinerary. It begins in the mind;
in that nebulous place where dreams are conceived
and born as thoughts and desires that motivate
people to act.
When we consider that the travel experience begins
long before the traveller takes a first step on a
journey, it becomes easier to comprehend the link
between Amadeus’ award winning smarter search
technology and the intermediaries and providers
that fulfil the traveller’s wishes. As the leading
investor in Research & Development in the travel
industry in Europe1, Amadeus has been investing
in pre-trip planning tools that pioneer a new way
of approaching travel – one that is more closely
aligned to the natural way humans think.
For example, have you ever found yourself in
need of a little inspiration and wondering, ‘Where
can I go for £500 this weekend to take in some
authentic history and culture but also enjoy a vibrant
nightlife?’ It is an approach that’s far removed from
the tediously restrictive search criteria demanding
travellers have all the answers before they even
begin. Typically, when researching costs and options
consumers face a barrage of questions designed
to fulfil strict parameters concerning destination,
date, duration and budget. This is a process-centred
approach to travel sales.

This leads to the question: Is this the best travel
experience we can provide, especially considering
that travel sellers (agents and providers) need to
better service the traveller journey from choice
to decision? Imagine the freedom for travellers
of approaching travel planning with just one – or
possibly not even a single one of those typical
search parameters. Using technology built on
Amadeus’ massive computational platform, it is
now possible to begin the travel experience in a way
that truly inspires. Without doubt, travel planning
is an important starting point in the overall travel
experience. It is a vital element to get right but it is
only just the beginning.
After the thinking, planning and booking comes the
physical act of travelling: what everyone hopes to be
that exciting, uplifting, joie de vivre experience that
touches the core of our humanity. In order to meet
the promise of travel, companies must understand
the needs and demands of today’s travellers. The
best travel companies are those that not only
meet explicitly stated needs, but those that seek to
anticipate and delight the 21st century traveller by
going beyond expectations. Few industries have the
opportunity to turn dreams into realities, but that is
what the best travel companies are doing day after
day.

Rob Sinclair-Barnes
Marketing Director
Amadeus IT Group
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The aims of this report and how to use it
The information contained in this report is compiled from a series of four in-depth industry expert-led roundtable discussions that took place in London, England,
during the summer and autumn of 2013. The topics under discussion were selected based on their relevance to the categories featured in the Amadeus and
WTM Travel Experience Awards. (For the purposes of the roundtable, some category topics were grouped together.)
As stated previously, our goal in commissioning and producing this qualitative report is to unearth insight that will better connect travel sellers and providers
with the needs of the 21st century traveller. Therefore, within its pages you will find an array of ‘sound bites’ from respected industry experts who explored
what it means to deliver the best travel experience under discussion. You will also find a synopsis of each roundtable discussion as well as key findings that
could prove beneficial to your own business strategy.
The aim of this report, and the awards in particular, is to help identify best practice within the industry. By promoting and sharing understanding of the needs
of today’s travellers as well as the insights of industry experts, it should be possible for business leaders to compare their own approach and find inspiration for
considering and potentially adopting new ways of making a better connection with travellers.
It is our firm conviction that companies who take the time to understand the needs and desires of the modern traveller are most likely to succeed and remain
successful long into the future. Amadeus is not proposing that this report contains all the answers to all the complex issues facing the industry, both in the UK
and globally. But it is our hope that the publication of this report will stimulate debate that puts the customer – the 21st century traveller – squarely at the
heart of the discussion.
This is just the beginning. We see this report as opening up a dialogue around better meeting the needs of 21st century travellers and we invite you to add your
voice to the conversation. Please listen out for details of a series of workshops planned following this year’s World Travel Market and do get in touch if you are
interested in taking part.
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We were delighted to receive so many submissions into this year’s inaugural Travel Experience
Awards. The aim of the awards is to recognise best in class travel suppliers who are defining
and evolving the new standards for the travel industry to better deliver the 21st Century travel
experience.
Please turn to the relevant pages in this report to learn more
about each of the categories.
The judging process was rigorous, independent and overseen by
World Travel Market. The panel of judges consisted of recognised
travel experts with a passion for the industry and decades of
shared experience.

Micaela Juarez

Head of Marketing
and Communications
WTM

Each was selected for his or her current insight into one or more
of the respective categories, their willingness to review scores
of entries, and to deliberate at length to agree on the shortlists
revealed in this report.

At the time of writing, the outcome of the awards is known only
by the judges concerned and only for those categories they were
directly involved in reviewing. We are immensely grateful for their
enthusiastic, impartial and whole-hearted support.
We would also like to take this opportunity to commend those
organisations that are justifiably proud of the services they are
able to offer today’s travellers.
For further details about the awards including information
concerning how to enter for 2014 please go to
www.wtmlondon.com

The Amadeus and WTM Travel Experience Award winners will be announced in the
Travel Tech Theatre (TT185) at World Travel Market in London’s Excel on 6th November 2013.
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Stress-free Family
The Office of National Statistics reported in November last year that there are 18.2
million families in the UK but only 12.2 million include a married couple, with or
without children. In 2012 there were a further 2.9 million cohabiting couples caring
for 1.8 million children as well as nearly 2 million single parent families.
The group was quick to agree the traditional
family including a married mother and
father with 2.2 children is a thing of the
past in modern Britain.

Search in particular was criticised for failing
families as it rarely helps in more unusual
searches, such as for extra rooms, and can
be lacking in providing inspiration.

Niche operators who understand this and
are able to offer the right product will do
well, particularly in tempting parents to
book new destinations rather than reverting
to the same places that they know meet
their requirements.

It was noted that if search engines were to
compete with travel agents they would need
to improve in asking the right questions
before delivering the required information.

However, when it came to online research
for family holidays, the group was divided
between those who thought providers
weren’t doing enough, those who thought
social media was overlooked and those who
thought the balance was fine.

Key Insight
The most important
emerging search criteria
for families when booking
a holiday is having
access to wifi

Review sites are also considered to be
increasingly important in the family holiday
market as parents try to ensure they book
the right trip.
However, it was also noted this is where
review sites can fall short as users are
unable to check that reviewers are of a
similar mindset to them.

18.2
million
families in the
UK in 2012
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The group also discussed the regular
criticism made in the UK of holiday
companies, that they are too quick to cash
in on school holidays by making breaks
more expensive.
However, they agreed this is down to
market forces, while it was added the only
reason they appear so expensive is because
holidays are so cheap the rest of the year.
And while the group analysed much of
what they believed the industry is doing
wrong, they were also reminded to consider
their many successes that occur without
comment and fuss, simply because there is
no need of either to remark upon them.

2.9
million
couples with
children in the
UK in 2012

“I don’t think online is meeting the needs for
families. If you are trying to search for something
which is unusual, if you want an extra room or
you want to search for suites only, it can be very
difficult to do.”
Julia Lo Bue-Said

Managing Director
Advantage Travel Centres

“If we cannot provide the wifi access our kids demand in life,
don’t be surprised if they start refusing to go on holiday with
their parents to destinations that only offer a beach and a pool.”

“For a long time there was a typical family unit. It’s different now:
one-parent families, same sex couples with children, wide age
ranges of the children, even pets are now more important. But
modern families exist outside the travel industry.”

Steve Endacott,
Group Chief Executive, On Holiday
Rob Sinclair-Barnes,
Director of Marketing, Amadeus

“Is there really that much dissatisfaction out there? As an
industry we take millions of families on holiday every year and
a lot of them book online, yet we’re talking as if it’s chaos”

“Online searching is very hard if you don’t really know where
you want to go as a family and are looking for some idea,
some inspiration.”

Micaela Juarez,
Head of Marketing and Communications, WTM

Dermot Blastland,
Director, On The Beach

Stress-free Family
Nomination Shortlist
The judges were looking for a
holiday that offered families the
chance to spend quality time
together but also entertainment
for the kids and relaxation for
the parents. Everything will
have been planned so that the
whole experience is stress-free
with every member of the family
enjoying themselves.

The Pink Shell Beach Resort and
Marina on Florida’s Fort Myers Beach
offers something for all ages with a
‘Kidds Kamp’, an undersea fantasy
pool, a spa for weary parents and
plenty of watersports from the new
Pink Shell Marina. Families can hire
sailboats (with lessons), waverunners
and kayaks. Parasailing works well
with teenagers, and younger children
can try their hand at the aqua cycle
paddle bikes. Fort Myers Beach and
the surrounding area is teeming
with wildlife leaving plenty to keep
families excited.

Japan is a complete cultural
adventure for the whole family. The
‘Young Samurai and Young Geisha
Family Adventure’ is a 7 night insight
into this unique country. A stress-free
private taxi direct to their hotel in the
old Tokyo district of Asakusa begins
the trip. The family room overlooks
the impressive Sensoji temple. Ride
the Bullet Train to the cultural capital
of Kyoto for a stay at a traditional
‘Machiya’. This self-catering home
allows the family to relax in the heart
of local community close to all the
action.
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Guernsey has traditional family
holiday values offering a safe
environment and mild climate. The
self-catering Vazon Bay Holiday
Bungalows are perfect for families.
Each has its own garden and pool,
so children and pets can run free in
the garden, making it a ‘home from
home’. There is a housekeeper on site
and a supermarket and child friendly
restaurant within walking distance.
The sandy Vazon Bay is just a few
minutes’ walk away where there is
a surfing minicamp and Adventure
Days (kayaking, climbing and
coasteering), giving parents some
welcome time off.

Research released by Travelex has shown a third of
engaged Brits, about 80,000 couples, were expected to
have an overseas wedding last year. This represents a
15% increase on the previous year and comes as the
average cost of a wedding in the UK now tops £18,500.
As a result of saying ‘I do’ overseas, 30% of the couples
surveyed said they expect to save up to £5,000.

Honeymoon
Key Insight
Nearly a third of engaged
couples expected to take
their vows abroad, making
this a niche, but very
strong, market

With nearly a third of engaged couples
expected to take their vows abroad the
overseas weddings may be a niche market,
but it’s certainly a strong one.

And while a couple that has booked their
overseas wedding will expect strong service,
that’s not to say the internet does not have
a role to play in marketing the package.

However, like any specialist market it brings
its own challenges, each of which need to
be solved if customers are to have the best
possible experience.

One overseas weddings agency owner told
the group that 95% of all his bookings
are generated online due to a number of
reasons.

The panel agreed that this market is similar
to the luxury market, in that customers in
both have expectations of highly personal
service levels to make a truly unique
experience.

Search engines are far more powerful tools
than in other holiday markets thanks to
the specific searches conducted by couples
planning an overseas wedding.

Overseas hotels are often slow to appreciate
this, putting not enough content on their
websites to allow couples to make informed
choices while pictures of function rooms
and bridal suites can often be too old.

This owner added Facebook is a particularly
strong way of marketing the business
online, thanks to its ability to spread word
of mouth quickly among large networks
of friends who instinctively trust each
other more than they do any high-profile
advertising campaign.

The panel also heard that because of their
very nature, initial bookings can be made
up to two years before the trip and, once
the booking is made, the couple will expect
regular contact and a strong service from
their operator.

Meanwhile once the booking is secured,
aspects like webinars can assure the couple
that their booking is being effectively taken
care of.

A couple won’t pay any more for a break
booked that far in advance for those
increased levels of service and consultancy
than a couple who book four weeks in
advance.

£18,500
the average cost
of a wedding
in the UK
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80,000
couples, had an
overseas wedding
in 2012

“One of the biggest challenges we have
is that people book so far in advance, 18
months to two years in advance before
their wedding and we’ve got to manage the
customers all that time.”
Danny Waine
Director
Perfect Weddings
Abroad

“We do online wedding webinars and try to get the customer
to watch from the comfort of their own homes, it is a soft
technology rather than ramming it down their throats, it is
giving them something extra.”

“We are doing more to understand the market and engage
with prospective honeymooners. We are doing our best to
ensure that our destination services teams are interacting
with these travellers and talking about their experiences.”

Danny Waine,
Perfect Weddings Abroad, Director
Carol Hay
Caribbean Tourism, Organisation Director

“The higher net users will spend a lot of time researching
but when it comes to something like booking which is multifaceted they want someone else to do it for them, to talk to
someone and share it with them”

“The best marketing of all is when people come back and
talk about their trips.”

Julian Asher
Timeless Africa, Chief Executive

Carol Hay,
Caribbean Tourism Organisation, Director

Honeymoon
Nomination Shortlist
The judges were looking for a
place that offers a haven for the
newly married couple after the
inevitable stresses of arranging
their wedding. Every detail must
have been thought of to let
the couple spend precious time
together where they can lose
themselves in each other without
anything to worry them.

Sanibel, just off the Florida Gulf
Coast is a small, lush island jutting
out into the Gulf of Mexico, with no
buildings taller than the tallest palm
tree. Couples can base themselves
in a luxury beachfront suite in the
Casa Ybel Resort and step straight
out on the beach. In addition to
in-room couple spa treatments,
active newlyweds can ride bikes
straight from Casa Ybel to explore
the island’s network of coastal cycle
paths or push off in a kayak from
the beach to enjoy some quality time
together.

Elegant, private and unforgettable,
the 5 star Maxx Royal Turkey radiates
romance. With limousine transfers
from Antalya Airport, a welcome
glass of champagne and a bouquet
of flowers for the new bride, there is
no better way to start a honeymoon.
The special red suite decoration
including satin sheets, red slippers,
bath robe and heart balloons,
scented candles and incense in the
bathroom along with flower petals in
the jacuzzi, mean honeymooners can
expect perfection.
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The Sarojin is set on an 11km stretch
of secluded white sand beach in
Khao Lak, Thailand. Designed in
a contemporary Asian style, the
five-star resort’s 56 deluxe guest
residences are nestled within 10
acres of tropical grounds leading
directly onto the beachfront. Ideally
suited for newlyweds, each guest
room features its own private garden
and sundeck, couples’ baths with
waterfall showers, and plunge and
relaxation pools that blend into the
natural habitat.

City Break
On A Budget

Business travellers and Generation Y are increasingly jostling one another to be the biggest
drivers in the city break market as the long weekend becomes increasingly popular in the leisure
market. Generation Y also proved to be the most likely consumers to forego traditional packages in
preference for putting together their own travel, while those aged 45 and over are more trusting of
packages, particularly if they represent good value.
With business travellers increasingly
wanting to experience a place outside of the
business reasons for their trips, city breaks
are becoming even more popular.
Whether it is adding on a few days at the
end of the trip or flying out their families
to join them for a long weekend, the panel
agreed this was a growing trend.
Of course, how these trips are booked
proved to be the biggest bone of contention.
While traditionalists put their faith in
the power of the agent, panel members
representing the online world argued that
this is where the future lies.
The online travel representatives argued
agents are unable to compete when it

Key Insight
Having information before
travelling is the most
important currency when
it came to city breaks

comes to marketing themselves online,
meaning no matter how good they are, they
get buried in the search results.
However, some claimed this was when
agents were at their most powerful as
they are able to cut through the morass
of information and give consumers the
personalised advice they need.
The group largely agreed that information
was the most important currency when it
came to city breaks as their short nature
means travellers do not want to waste time
once they have arrived finding out what to
do.
The group also discussed how the age of
the client will define not only the type of trip
they want but how they book it.

32%

of business travellers
now extend their
business trips
for leisure
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Thrill-seeking youngsters will want to be in
charge of their own booking, particularly if
they can prove it is cheaper, while the older
the traveller gets, the more sedate they
become in their recreational choices.
Older travellers will also be more likely
to trust a traditional package, providing it
demonstrates value.
The panel also largely agreed that while
certain undiscovered cities may become
trendy for short breaks, the old favourites
will remain popular.
They agreed destinations such as London will
always be popular and the true challenge for
travel providers in today’s market is ensuring
their customers get the best out of the city, no
matter what age they are when they make the
booking.

Those
aged 45
years and over
are more trusting
of packages

“The experience provided has to be far more
inspiring and experiential than you can do
for yourself, you can book the flight and the
hotel but do you really know how to get the
experiences through the online channels?”
John McEwan
Board Member
Holidays Please

“If I go to a Caribbean island then when I’m there I’ll find out
those places to visit because I’ve got a lot of time, when I’m
on a city break I want to make the most of my time out there
so the amount of research needed beforehand increases.”

“There are some amazing individuals out there in travel that
can give more information but do they have the ability to
get their experience to a customer? I don’t think they do.”

Rob Sinclair-Barnes,
Director of Marketing, Amadeus

Andy Washington,
Managing Director UK and Ireland, Expedia

“If the agent is good they offer quite a different thing to
Tripadvisor. Going online can offer simplicity or it can offer
anything but simplicity; you might want someone who’s good
to sort this out for you.”

“Travellers tend to do things differently on their different life
stages with different reasons and areas for travel.”

Ian Taylor
Executive Editor, Travel Weekly

Jane Atkins
Sales and Product Director, Superbreak

City Break On A Budget
Nomination Shortlist
The judges were looking for a
city which offers the traveller a
good choice of accommodation
at affordable prices as well as a
variety of places to eat and plenty
to see and do during a
long weekend.

Genoa is a city of architectural
and historic beauty, meaning that
its key attractions are free to see.
The historic centre is a UNESCO
World Heritage Site and is full of
sumptuous 16th and 17th century
palaces. Visitors can wander the
narrow streets and see the ancient
San Lorenzo Cathedral, the ornate
doorways of Via Canneto il Lungo
and the Embriaci Tower. Travel costs
in Genoa are minimal and once in the
city almost everything is accessible
on foot, especially in the old town
which is pedestrianised.

Despite its rich culture, grand
monuments and nearby beaches,
Lisbon has not succumbed to the
rest of Europe’s rising prices. A
recent survey found that the cost
of meals, drinks, sightseeing, travel
and accommodation in Lisbon are
less than half those found in other
Eurozone cities, making it the best
value city break destination in the
Eurozone. Another study compared
the price of a sightseeing day pass
for the top 20 global cities and found
that Lisbon was beaten only by Delhi
for the price per attraction.
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Our city is no large metropolis, far
from it. But where else do you find
a destination that fully breathes
history, and at the same time is so
full of modern city life and culture?
National Geographic acknowledged
this when it placed Ghent third in its
global ranking of authentic historic
destinations. Ghent’s “brilliant
mix of a wonderful past and a
contemporary, vibrant city” makes it
the most authentic city in the world,
the magazine said. Lonely Planet
called our city “Europe’s best kept
secret” and a top 10 must see city.

Blow the Budget
The Future of Luxury Travel, a report released by International Luxury Travel Market
Asia in June 2011 revealed about 50% of the luxury market is made up of travellers
aged between 45 and 54 while 41% of all travellers spend between $5,000 and
$10,000 per trip, regardless of the duration. The primary destination for luxury travel
is Europe as chosen by 41% of respondents, followed by Asia Pacific at 27%.
With luxury being such a personal matter,
it was highly unlikely that the group would
be able to agree on an exact definition of
luxury travel.
However, they agreed it could be broadly
defined as experiential with excellent levels
of service required from the start of the
booking process.
Properties would need to be four - or
five-star to qualify and the panel agreed the
best way of understanding what a customer
considers to be luxury travel is to know their
booking history.
The group also agreed that the luxury
market is, for the most, part, badly served
by the internet.

Key Insight
The luxury market is,
for the most, part, badly
served by the internet

Too many companies are claiming to offer
it, meaning Google search results are often
useless, while once consumers do find bona
fide luxury tour operators, these sites are
not offering customers the information they
require.
The sector is further failed by the lack of
a single portal for luxury holidays, but this
portal would also need to have some way
of qualifying leads so as not to waste luxury
companies’ time.
The luxury sector is also ill-served by flash
sales or Groupon promotions, as consumers
who take advantage of them for a hotel
booking are unlikely to be able to afford to
spend much money in the property.

50%

of the luxury market
is made up of travellers
aged between
45 and 54
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The panel agreed that many luxury travel
companies are countering the web’s failings
by giving customers face-to-face time in
high street premises or in private meetings.
They also ensure the extra amount of
information required to make a luxury
booking can be easily conveyed.
Similarly word of mouth is a very effective
tool in marketing luxury trips while
organising events where customers can
talk to one another will also help drive the
marketing.
The group also agreed the one place the
internet can help the sector is through
review sites, although they will increasingly
have to personalise the information to
ensure consumers are adequately served
by it.

41%

of luxury travellers
chose Europe as
their primary
destination

“People looking for luxury travel are looking
for the experience, something very special
and it has to be exclusive. The exclusivity
means it is not something you can buy on
the mass market.”
Julian Asher
Chief Executive
Timeless Africa

“50% of people start a search with no idea as to what
destination they want to go to in the developed world, while
it’s 66% in the developing world. You got to any website in
the UK and you have to say what destination you want to go
to and when you want to go; you’re not doing a good job.”

“If luxury is in the eye of the beholder, you need to understand
the previous booking both for that person and what they’ve
done before.”

Rob Sinclair-Barnes
Director of Marketing, Amadeus

Steve Endacott,
Group Chief Executive, On Holiday

“The hotelier is probably doing a Groupon deal at cost. Those
people buying them are opportunistic, look for the deal but when
they get there they probably can’t afford it so don’t spend a
penny in the bar and don’t really enjoy it.”

“We do get some of our enquiries from the website but
most people who come that way can’t afford what we can
do and I would refer them to someone I know.”

John Bevan,
Managing Director, Spafinder.com

Julian Asher
Chief Executive, Timeless Africa

Blow the Budget
Nomination Shortlist
This holiday must be a “once in a
lifetime” experience. Something
you save up for years or you go
on if you win the lottery. The key
thing is that it is a holiday which
will never be forgotten - the
travellers will look forward to it
for ages and then talk about it
for years!

Award-winning white sand beaches,
colonial Great Houses and a wide
range of stylish boutique and luxury
hotels overlooking the Caribbean Sea
make Jamaica the ideal destination
for an once-in-a-lifetime luxury
holiday. Once holidaymakers have
touched down in Montego Bay
after the direct flight with Virgin in
Upper Class, they are treated to a
VIP welcome with the Club MOBAY
private arrivals service. Jump into a
waiting car for the private transfer
to the exclusive and privately-owned
Round Hill to enjoy a one week stay
in an exclusive designed room in the
Pineapple House, personally designed
by Ralph Lauren.

For over 22 years Quark Expeditions
has led thousands of passengers to
the Polar regions. Expedition voyages
are designed for travellers who wish
to discover destinations that can
only be found off the beaten path
and on the road to discovery. To
interact with and learn about flora
and fauna, indigenous culture, and
experience the unfettered wildlife in
the world’s most remote and pristine
locations. Whether it’s a voyage to
the North Pole or a journey around
the Antarctic Peninsula, these unique
expeditions will leave travellers
breathless and wanting more.
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Luxury boutique resort, The Sarojin,
has upped the ante on its VIP
experiences by offering a new
private island dining excursion for
hotel guests. Pristine beaches, easily
explored coral reefs, sumptuous
cuisine with your toes in the sand,
and your very own private sand
island to enjoy… this isn’t a dream
but all part of the ultimate package
at The Sarojin. Offering a range
of romantic extras, it includes an
unforgettable opportunity to spend
‘special time’ in style on a private isle
in the ocean near Koh Kho Khao.
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superior
customer
service.
Designed
around
the
shopping
habits
of
Get
better
connected
with instant
access
21st
century
travellers.
to
leading
cruise
providers.
Designed around the shopping habits of
21st
century
travellers.
Get better
connected
with instant access
to
leading
cruise
providers.
Visit the Amadeus Cruise Shop website today
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to leading cruise providers.
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Figures released by the Cruise Lines International
Association Europe earlier this year reveal 6.14 million
Europeans took a cruise in 2012, double the number in
2004. Four out of five Europeans cruised in Europe with
the Mediterranean attracting 3.5 million cruises, making it
the most popular destination. UK cruisers jumped to more
than 1.7 million, making it the largest source market.
The panel agreed that reviews are important
in the cruise sector where the usergenerated content is thriving, for instance
cruise.co.uk boasts more than 100,000
reviews.

Nor should cruise companies have to rely on
discounting: the group heard one argument
that the industry would be richly rewarded
if revenue managers learn to hold their
nerves.

However, cruise companies were criticised
for not entering into the spirit of social
media, treating it as another channel for
corporate communications as opposed to
the chance to hold a conversation with
customers.

However, it was added that cruise can still
provide agents with lucrative partnerships,
providing they choose a cruise operator who
avoids competing on price.

It was even suggested that cruise
companies should host their own social
media channels within their sites to create
a community of brand loyalists.
Cruise pricing also proved to be a hot topic
of conversation, largely because many
cruise companies in the UK are restructuring
their commercial relationships with agents.

Cruise
Destination
Key Insight
Cruise companies are
not using social media
effectively to interact
with their customers

Discounting still exists too as cruise
companies seek to fill their ships, knowing
that the additional on-board revenue
generated will make up the short fall in
price in the original sale.

6.14
million
Europeans took a
cruise in 2012
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Agents must also ensure they are well
educated on the industry to ensure they get
the best out of it.
Cruise companies must do more to ensure
their online marketing is up to speed and
operating most efficiently.
The panel heard that many cruise
companies lack content on their sites while
poor SEO strategies mean many consumers
can’t find them.
They also considered whether adding cruise
results to general searches for holidays
would be an effective way for companies
to market themselves, as they believed
this would be a good way of bringing their
content to the “new to cruise” market.

1.7
million
UK travellers
took a cruise in
2012

“80% of cruises are booked through travel
agents, who are successful because they
can give the customer what Google can’t”
Andy Harmer
Director
CLIA UK

“Lots of people new to cruise are taking the TripAdvisor
approach to searching and using the reviews as the lead-in
to a specific cruise. Cruise is made for social media and the
cruise companies are letting themselves down with safe
corporate blogging.”

“Review software will get better, and there will be a rise in
peer-to-peer communications as a result.”

Seamus Conlon,
Managing Director, cruise.co.uk

Dean Harvey,
Digital Development Director, Designate

“Cruise can sustain retailers unlike other sectors, but
mainstream travel agents need to be educated about the
product.”

“Cruise is sometimes devalued by mainstream discounts.”

Julia Lo Bue-Said,
Managing Director, Advantage Travel Centres

Kathryn Beadle
Managing Director, Hurtigruten

Cruise Destination
Nomination Shortlist
The judges were looking for
a destination that is really
geared up for cruise passengers.
It has to demonstrate an
easy disembarkation for the
passengers and then plenty of
attractions and places to visit
during a short stop-off.

Conveniently located on the western
Caribbean’s main shipping routes,
Jamaica boasts popular cruise ports
in tourist hotspots Montego Bay,
Ocho Rios, Port Antonio and the
recently-opened Historic Falmouth
Cruise Port. During 2011, the town
of Falmouth on Jamaica’s North
Coast opened the newly constructed
shipping port which has been
built to house two megaliners
simultaneously. Jamaica is the
Caribbean’s most exciting cruise
destination and with over 175
fascinating attractions available
across the island.

Cruises to Guernsey generally spend
nine hours in port with a ten minute
tender, giving cruise passengers
plenty of time to explore and enjoy
the views of Guernsey, Herm, Sark
and the coast of France from the
ship. St. Peter Port is a picturesque
entry to the island with its majestic
castle jutting out into the sea and a
backdrop of colourful buildings built
up the hill. A day excursion typically
takes in beaches, history, culture,
local food and shopping, giving cruise
visitors a full overview of the island.
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Genoa’s Porto Antico has undergone
a complete redevelopment, led by
Shard architect Renzo Piano. It is now
one of the liveliest areas of the city
and ideal for an overnight stay before
or after a cruise. Genoa typically
acts as a port of embarkation or
disembarkation. An overnight stay
in the Locanda di Palazzo Cicala
will offer an authentic Genoese stay
with its frescoed ceilings and stylish
rooms and set in an 18th century
palace in front of San Lorenzo
cathedral, just five minutes’ walk
from the port.

Adrenaline
Junkies
A survey conducted by The George Washington University in conjunction with the US Adventure
Travel Trade Association and Xola Consulting has revealed the extent of this market: 26% of
international travellers engage in adventure activities worldwide, meaning adrenalin junkies take
about 150 million trips a year. The market generates $89 billion in global spending per annum and
is growing at a rate of 17%, far more than the mass travel market’s growth of 4%.
*Please note – Adrenaline Junkies as a topic will be discussed at a future round table

Adrenaline Junkies
Nomination Shortlist

The judges were looking for truly memorable and heart-racing challenges
for those travellers who want a real dose of excitement during their holiday.

Tenerife
Tenerife offers adrenaline junkies a truly volcanic experience,
where they can enjoy diving, caving, paragliding and much more
while learning about the lava flows that shaped the island’s
scenery. To celebrate the island’s volcanic heritage, the Council
of Tenerife has created the initiative “Tenerife, volcanoes of life”,
dividing the island into five volcanic territories, which visitors
can explore by car, by bike or on foot: The Ancient Territory, The
Great Valleys, Legendary Volcanoes, Land of Contrasts and
Land of Light. All types of volcanic processes can be found in
Tenerife.

Tongabezi
The area around Victoria Falls is renowned as an adrenaline
centre. Tongabezi Lodge or Sindabezi Island is the perfect base
for experiencing all the activities on offer. The fully inclusive
rates at both properties include a range of experiences:
Canoeing on the Zambezi, island lunch, sanpan floating candlelit
dinner, visit to Mukuni Park, sunrise and sunset boating,
introduction to Simonga village, visit to Victoria Falls, guided
bush walks, fishing and game drives plus more. Other exciting
activities can also be arranged including white water rafting,
helicopter rides over Victoria Falls and bungee jumping.

Tongabezi
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Accessible
Travel

A recent Government report has revealed the 10.6 million disabled people in the UK
spend up to £80 billion on goods and services per year. Meanwhile a Virgin Atlantic
Passenger Disability Adviser says 20% of travellers are disabled, revealing the size
of this market.
Coming up with the right turn of phrase to
describe the disabled market is not an easy
job, as the nature of global travel means
a term that might be acceptable in one
country is considered offensive in another.
However, the panel of industry experts and
advisers agreed accessible travel would
cause little offence in most countries, while
also shedding a positive light upon the
market.
Worryingly, the entire panel agreed that not
enough is being done for such a potentially
valuable market.
But it is not just a case of commercial good
sense that should force the travel industry
to take pause and consider how it could
better serve disabled travellers.

Key Insight
The dignity of disabled
travellers should
over-rule the usual
demands of
the market

The group argued it was a matter of basic
morality that those with disabilities can still
book the holiday they want, with family,
friends or simply travelling alone.

Nor it is a matter of believing that dealing
with disabled travellers is purely a matter of
better customer services from travel agents
and tour operators.

The minute a disabled traveller starts to
look for a holiday, their needs must be taken
into account and handled sensitively.

Hoteliers, if they are to tap into this market,
must be prepared to have not only a good
amount of rooms that will meet accessible
travel requirements but also be ready to
allocate them months in advance when the
booking is made.

Research information should always take
into account each individual’s needs, from
learning difficulties to blindness and not
simply assume they are wheelchair bound.
Staff must be trained to ask the right
questions and if they are not equipped to
do so, they should be ready to refer those
making enquiries without embarrassment to
a specialist who can help.

20%

of travellers
are classed as
disabled
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Finally, the panel believed that such services
must be provided at no extra cost, with
many members arguing the dignity of
disabled travellers should over-rule the
usual demands of the market.

£80bn

the amount spent
per year by
disabled people
on goods and
services

“When you think disabled [traveller] a lot of
people think of a wheel chair and I say it is
not, it can be visual impairment. It depends
on who you’re talking to.”
Alan Thomas

Chairman
Ataxia South Wales

“Accessible travel is a massively growing market and the
more I’ve learnt about this, the more I’ve found it quite
astonishing how little is being done to cater for these
travellers.”

“If people talk about ‘disabled’ they’re talking about the
problems, if you make it ‘accessible’ it is a positive.”

Geraldine Lundy,
Passenger Disability Adviser, Medical Services, Virgin Atlantic

Rob Sinclair-Barnes,
Director of Marketing, Amadeus

“They shouldn’t have to pay for additional expertise. They
should have the same accessibility experience as anybody
else who’s paying for it. A disabled person is still a person.”

“Disabled travellers have gone into a travel agency and everyone
disappears. I have to say hand on heart it is still happening
today. They give out the brochure and tell them to ring the tour
operator.”

Lynne Kirby,
Managing Director, Enable Holidays

Geraldine Lundy,
Passenger Disability Adviser, Medical Services, Virgin Atlantic

Accessible Travel
Nomination Shortlist
The judges were looking for
something which offers the
disabled traveller the opportunity
to take part in an experience
which they would never have
thought possible for someone
with their disability. Their needs
and special requirements need to
be thought of at every stage.

Following the inspiring London 2012
Paralympics, a decision was taken
by the German National Tourist
Office for UK and Ireland to launch a
new campaign promoting ‘BarrierFree’ (the all-encompassing term
in Germany for ‘accessible’) travel.
The aim is to make the planning of
accessible holidays in Germany as
easy and stress-free as possible,
in addition to the global German
‘Barrier-Free’ travel information
already in place. This new website
and multi-media campaign,
encompassing online, offline and
social media, is of the highest priority
for the German National Tourist
Office.

Since 1993, Tenerife’s Society for the
Promotion of People with Disabilities
(SINPROMI) has been working on
making Tenerife a more accessible
place. Nowadays, the island counts
numerous accessible beaches,
museums, parks, hotels, transport
and much more. SINPROMI’s website
www.tenerife-accesible.org is a
valuable resource for those with
mobility difficulties who wish to visit
the island. A great way to explore
Tenerife is on a joëllette, a portable
easy chair with a road wide wheel
that is controlled by two people, one
at the front and one at the rear. This
comfortable means of transport
makes it possible to go across steep
trails while enjoying the best of
nature.
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In the medieval Cloth Hall of Ypres,
beats the heart of the Flanders
Fields region. The “In Flanders
Fields” museum provides a superb
interactive experience to introduce
and invite visitors to discover
personal stories while exploring the
area. The museum was completely
renovated in 2012 and now provides
a much improved view of the history
of this fascinating city during World
War 1 for all. Similarly, accessibility
is part of the design at Tyne Cot
cemetery: The Commonwealth
has added ramps integrated into
the marble steps, and to all its
monuments.

Authentic Travel
A 2012 study released by the Travel Foundation and Forum for the Future revealed
that 70% of consumers believe travel companies should be committed to preserving
the natural environment, while 55% want fair working conditions for those working
in the destination. Three quarters added they want a more responsible holiday,
while 66% would like to be able to easily identify the companies that offer them.
While an exact definition will never be
reached over what constitutes responsible
tourism, the group were able to reach a
broad consensus as to what it entails.
Going beyond the environment alone,
responsible travel also means fully
respecting the people who inhabit popular
destinations as well as their practices.
Enabling people to flourish in communities
which are popular with tourists is not just a
matter of doing the right thing.
People who are able to live and
communicate a traditional way of life to
tourists will enrich travellers’ experiences,
something that ultimately makes good
commercial sense for any company
operating in the travel industry.

Key Insight
Responsible tourism is not
a one-size-fits-all option, but
instead must take into account
the individual nature of
each business

Of course, the group realised that this is
not an easy task, nor is it made any easier
by the lack of one single global body that
can define and judge responsible tourism
accordingly.
Any such organisation would also be
hampered by the fact that responsible
tourism is not a one-size-fits-all option, but
instead would need to take into account the
individual nature of each business being
scrutinised, and the challenges they face.
The group noted that mass market
companies will find it harder to comply with
the edicts of responsible tourism but added
they should be encouraged to do so, until
being responsible becomes a matter of
course rather than a practice of note.

70%

of travellers believe travel
companies should be
committed to preserving the
natural environment

18

Companies that abuse the ethos of
responsible tourism by claiming to practise
it simply to win business came under flack
too.
However, the panel agreed that with the
level of social media and user-generated
content available online today, eco
charlatans could quickly be exposed for their
cynical practices.
But in the end it may not matter. One set
of statistics revealed how rarely consumers
search for responsible tourism holidays,
instead assuming that it is often a given.
Perhaps the idea has already seeped more
deeply into the general consciousness than
had been originally thought?

55%

of travellers want fair
working conditions for
those working in the
destination

“For us responsible tourism is about better places
to live in, therefore better places to visit. It’s
not just the environment but also about the
community and how those trips make a difference
to those communities visited.”
Trudi Pearce

Head of Destination
Partnerships
Responsibletravel.com

“It is wrong to qualify tourism, it is wrong to say this is a
better tourism, we need both sets. We need niche tourism
and we need mass market. We need to enhance the mass
market so it is always responsible tourism, it is not our job
to qualify it, it is our job to create awareness.”

“There are different models of responsible tourism being
pursued around the world but the ultimate argument of
responsible travel is don’t travel. As soon as you get in an
aircraft you’re putting carbon in the air.”

Lee Hayhurst
Head of News, Travolution

Klaus Lohmann,
Director UK & Ireland, German National Tourist Board

“The way that the industry is behaving is not making it possible
for a consumer to make that sort of choice. If you Google
responsible tourism you get 400 companies that have just added
the word responsible. How would a consumer realise what’s really
responsible?”

“What we think consumers want is an enriching experience
and if that’s then labelled responsible tourism then so be it.”

Lynne Kirby,
Managing Director, Enable Holidays

Trudi Pearce,
Head of Destination Partnerships, Responsibletravel.com

Authentic Travel
Nomination Shortlist
This experience had to
demonstrate how it offered the
traveller a real insight into the
community/area visited as well as
having a significant impact and
making a substantial contribution
to a global problem, such as the
environment, conservation or a
social issue.

Tongabezi
The tour is a combination of
Myanmar’s must-see highlights –
like Shwedagon Pagoda, Bagan and
Inle Lake, with more meaningful
activities – such as a day at an
elephant conservation centre and an
outing to the villages around Bagan.
In Kalaw, Khiri takes travellers to the
Elephant Conservation Project, where
we don’t ride the elephants, but
bathe with them and feed them. The
project includes creating a natural
environment for some Myanmar
elephants and helping the local
population to grow out of the vicious
circle of poverty through education
and micro finance.

Tongabezi prides itself on being a
pioneer of tourism on the Zambian
side of the Zambezi River and since
its beginning it has always worked
closely with the local community. The
close-knit relationship between the
daily management of its properties
and the people from the immediate
area is obvious. Both our properties
frame the beauty of the people and
the natural wealth of Zambia. The
Tongabezi Trust School provides
education to the staff’s children,
as well as children from the local
community, in an area where
educational funding and materials
are scarce.
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Wilderness Safaris’ Desert Rhino
Camp in Damaraland, Namibia,
offers an original wildlife experience
to view Africa’s largest free-ranging
black rhino population and helping
contribute to its conservation. The
camp lies amongst rolling, rocky hills
of the 450 000-hectare Palmwag
Concession. This region is noted for
its tranquil beauty, wealth of aridadapted wildlife and the largest free
roaming black rhino population in
Africa. Desert Rhino Camp functions
as a collaborative effort between
Wilderness Safaris and the Save the
Rhino Trust, a highly respected NGO
responsible for the preservation of
black rhino.

Two Hours
to Spare

The Amadeus Business Travel Insights: The 21st Century Business Traveller report released
in January 2013 showed 66% of business travellers have the online tools to book for
themselves, with 60% doing so. But while business travellers take trips all over the world,
they rarely get to visit the location they travelled to outside of the hotel, taxi, business
meeting and dinner location. There is a genuine desire for these travellers to experience
the location outside their business meeting, although rarely get more than a couple of
hours to do so.
The single biggest change in the booking of
business travel has been driven by technology.
While the panel could not agree on how many
business bookings are made via a traditional
travel management company (TMC) as
opposed to directly online, there was some
agreement that the internet has not only
shifted the goal posts but continues to do so.
No matter how a business traveller makes
a booking, everyone agreed that the biggest
factor in driving the booking is convenience at
every level.
This is not to say that TMCs are yesterday’s
news.

Key Insight
business travellers
say convenience is
their number
one priority

Many companies see the use of a TMC as
a sign of maturity, a concrete example that
staff are too busy in their jobs to care about
ancillaries such as booking travel.
It was also argued that in an ever-changing
and often unsafe world, the internet could not
compete with TMCs in tracking travelling staff
and ensuring they are well looked after in the
event of a crisis.
Still focusing on the internet, the panel agreed
that online reviews would have the same
impact on this market as it has done on leisure
travel.
This is largely because a business traveller
wants as little fuss as possible once overseas
and is happy to take recommendations.
However, pragmatism dictates that if
that means keeping a hotel secret by not

66%

of business travellers
have the online tools to
book for themselves
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advertising it on a review site, then they will
happily do so.
The future is also bright in both developing
and developed markets, the group agreed.
Travellers both from Brazil, Russia, India and
China (so-called “BRIC” countries) represent a
sizeable market of growing business travellers
who are happy to let those in the know make
their arrangements for them to ensure their
trip is as effortless and excellent as possible.
Meanwhile in the developed markets, business
travellers are increasingly searching for that
extra experience while abroad, meaning TMCs
and online rivals will need to take care of
every aspect of the trip, not simply the flights,
transfers and hotel, in order to succeed.

62%

say hotel location
is the most important
factor when booking

“As you grow you spend more and more
time focusing on your job and growing your
business, you have less time to think about
the ancillaries of your business, you stop
making all your travel arrangements yourself,
you have a travel manager.”
Paul Waite

Chief Executive
Guild of Travel
Management Companies

“With problems emerging like Syria you need to know where
your staff are, you can let people book on Expedia or
lastminute but you need to feed that information of their
location back into the system.”

“Managed business travel is more expensive on an individual
basis than travellers booking for themselves: they might not
book the cheapest things every time but overall they will be
cheaper.”
Andy Washington
Managing Director UK, Expedia

Ken McLeod,
Corporate Director, Advantage Travel Centres

“Travel is now all about the relationships I have and the
time I spend with people, it is more about the quality of
time. I also want to have an experience that isn’t just
airport, taxi, hotel, meeting. I want something in the middle
that gives me an experience.”

“The travellers that travel because of business are not the same
as leisure customers; they’re seen as employees who have to go
out there to do a job.”

John McEwan,
Board Member, Holidays Please

Rob Sinclair-Barnes,
Director of Marketing, Amadeus

Two Hours to Spare
Nomination Shortlist
The judges were looking for the
most memorable experience that
a business traveller can take
part in, when he/she only has
two hours to spare; a chance to
experience other locations and
cultures but with a very limited
timescale.

Ghent: Europe’s best kept secret. A
pocket-sized metropolis that strongly
believes in sustainability and a
balance between a rich history and
a vibrant present. If you wish to
explore our city in an eco-friendly
manner, it is easy to spend two
hours of leisure time using a bicycle
cab instead of a taxi. A taxi bicycle
could pick you up at the Castle of
the Counts, a medieval fortress, built
in 1180, dominates the heart of the
city centre and doubled in the BBC
series The White Queen as the Tower
of London.

Hong Kong is instantly recognisable
as a location for business travel, but
due to its size and excellent transport
systems, business can easily become
leisure. Many iconic sights are based
on the edges of the harbour and
even travelling across the harbour
is an activity in itself, choosing a
ride on the famous Star Ferry or the
luxurious and authentic Duk Ling
boats. For a memorable experience,
travellers can get involved in many
of Hong Kong’s cultural activities,
such as Tai Chi to help balance
their yin and yang or a Chinese tea
appreciation class.
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Business people often find
themselves abroad with free time
on their hands between meetings.
That’s why Sefi Donner, a senior
executive with a hectic travel
schedule, conceived Sports Events
365. It’s a user-friendly website
with a worldwide database of sports
events established in 2006. So,
when planning your next trip, allow
yourself the joy of a match with the
help of an easy search and purchase
process. You will find thousands of
instant friends waiting to share a
great experience with you at the
nearest stadium.

Room with a View
Travel is about creating lasting memories that are built by experiencing new sounds, tastes and
aromas with a truly open mind. But often the “wow factor” is reserved for the moment you draw
back the curtains for the first time or see an awe-inspiring scene. Even if the accommodation is on a
budget, you can still enjoy a 6-star view courtesy of Mother Nature. This category is not just about
rooms with great views but rooms that are purpose built and constructed around the view.
*Please note – Room with a View as a topic will be discussed at a future round table

Room with a view
Nomination Shortlist

For this category the judges were looking for a location which offered the most unique view.
A place with a view you would rarely see. Due to the high level of entries, four were shortlisted.

The Aurora Zone for The Aurora Bubble, Finland

Liguria for Hotel Vis a Vis, Sestri Levante

Situated on Lake Inari, one of the best places in the world to see the Northern
Lights, an Aurora Bubble offers a truly unique night’s accommodation. Our
Aurora Bubbles look like something you might see in a science fiction movie
about the colonisation of Mars and their purpose is almost as exciting as
space adventure. Nestled in a quiet corner of Finnish Lapland under an
endless Northern sky the bubbles are the place to watch the Northern Lights’
shimmering dance.

The Hotel Vis a Vis in Sestri Levante on the Italian Riviera is spoilt for views.
Built into the hills, the hotel overlooks two bays in the Gulf of Tigullio, which
are divided by the ‘Isola’ stretching out into the bay. The smaller Baia of
Silenzio is framed by multicoloured houses on the beach and the Baia
delle Favole, the Bay of Fables, is named after Hans Christian Anderson,
who stayed in 1833. The views not only stunned Anderson who labelled it
‘fabled’ but also some of the most creative geniuses of our time including
Dante and Byron.

Tongabezi Lodge

Wilderness Safaris for DumaTau Camp

Tongabezi was built to reflect Zambia. Every room blends with the background
and allows the view to truly shine, some of the rooms are completely openfronted, while other rooms can be either open or closed (guest’s prerogative)
allowing everyone who stays with us the optimum interaction with the
environment but enough privacy and safety as well. Private dining in a never
ending choice of venues including your very own sampan floating on the
Zambezi river, illuminated by the Milky Way and paraffin lamps - with every
course delivered by canoe.

Wilderness Safaris’ DumaTau camp is raised off the ground to take advantage
of the sweeping dramatic river views. DumaTau means “roar of the lion,” but
the elephant reigns here. The camp is set on a lagoon on the Linyanti River in
Botswana between “two elephant highways,” affording unparalleled viewing of
these iconic mammals, along with other wildlife. Each ensuite tent is spacious,
spreading out under a canvas roof, with a wraparound clear-storey window
that allows for dramatic views of the riverfront, as well as the sounds of
Africa, all from the comfort of the room.
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