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Perfect Part Time!

This part-time role will suit someone looking for between 
15 – 20 hours per week, who is proficient with using simple 
systems including working with word documents (page 
setup, tables, etc). 
Ideal for someone seeking flexibility and a warm, friendly 
office environment. Role could be work from home after a 
suitable trial period. Office is located Herne Bay, Auckland.

To find out more contact 
paul@activeasia.co.nz

Trafalgar unveils a 
2014 Europe & Britain 
beyond the expected

In 2014, Trafalgar will be delivering more in-depth insider travel 
experiences across its newly released Europe and Britain 
program, building on the foundations of the success it has had.
Trafalgar says 2014 will mark the third year of the brand’s 
evolution to a modern guided holiday proposition providing
guests with deeper authentic local experiences and unique 
perspectives of people, places, culture and history that they will 
visit.
“Trafalgar’s insider position, where 
we leverage our 67 years of 
knowledge and expertise enabling 
travellers to see a destination like a 
local, is not only working, it is doing 
so at an accelerated rate and faster 
than we ever imagined possible,” 
says Trafalgar CEO Gavin Tollman, 
visiting New Zealand this week to 
launch next year’s travel program.
“Today, authentic travel is in our 
brand’s DNA and for 2014, we have 
continued to refine our product, 
looking at the uniqueness of each itinerary, every destination and 
ensuring that we go further, delivering even richer more 
authentic experiences.”
In 2014, Trafalgar’s Europe and Britain 104 itineraries will offer
more than 320 distinctive insider experiences.                               
         .... Cont. p12

Gavin Tollman

Active Asia has an excellent role 
available for a ‘Finals person’

Save

Click here for details 
or call 0508 496 753!

Ski15%
WhistlerSkion

http://www.kiwirailscenic.co.nz/
http://www.nzonline.org.nz
http://www.topdog.co.nz
http://www.adventureworld.co.nz/tours-and-destinations/north-america/canada/ski-canada/tours/ski-whistler-canada-13/?t=ski-whistler-canada-13
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2013SKYCITY Auckland Convention Centre 
November 13, 2013  9.00am - 5.00pm

For more information about attending PAICE visit
www.paicexpo.co.nz

Sao Paulo base for Tourism New Zealand 
Tourism New Zealand will open a new office 
in Sao Paulo, Brazil to serve as the base of its 
new Latin American activity. 
Latin America has been identified as an 
“emerging market” that offers significant 
growth potential for tourism in New Zealand. 
Tourism New Zealand’s chief executive 
Kevin Bowler says research into Argentina, 
Brazil, Chile and Mexico markets revealed 
that Brazil is the one which offers the most 
significant opportunity. 
“Currently over half of our Brazilian visitors 
come to New Zealand for holiday purposes 
and they stay on average for 13 days. There’s 
great opportunity for growth.

“The key to building New Zealand’s position 
as a desirable tourism destination in Brazil 
and elsewhere in Latin America is having a 
team in-market.
“We have just begun the recruitment process 
for a staff of three. From here we will start 
building relationships with the travel trade 
and media, and will launch marketing 
campaigns to capture the opportunity.”
The Sao Paulo office will report to Gregg 
Anderson, TNZ’s General Manager Western 
Markets, based in Los Angeles.
Research into the Latin American market is 
available on Tourism New Zealand’s website. 

100% Pure New Zealand - Beyond Convention
Tourism New Zealand is now marketing the 
country as more than just a holiday choice 
but also a world-class business events 
destination. 
A business events-specific campaign, “100% 
Pure New Zealand – Beyond Convention”, 
was launched internationally this month and 
a newly revamped business events website 
was launched yesterday. 
The move comes after the government 
committed an additional $34 million to the 
NTO for the promotion of New Zealand as an 

international business events destination over 
four years. 
“We have recruitment underway to build 
teams in Australia, China, Singapore and 
North America which will bring our new 
and expanded team to 14,” says International 
Business Events Manager Bjoern Spreitzer.
“Their focus is on building relationships 
internationally and generating new business 
prospects that can be worked on with the 
New Zealand industry to convert into actual 
bookings.” 

Real Journeys upgrading 
Walter Peak offering
Real Journeys is significantly upgrading its 
Walter Peak offering aiming to make it a 
destination that “locals and tourists alike 
want to visit,” says chief executive Richard 
Lauder.
The upgrade will include a new gourmet 
BBQ menu, with localised matching wine 
list, and refurbishments across the facilities.  
Renowned restaurateurs Fleur Caulton and 
Josh Emett have consulted on the overall 
concept of the project.
Lauder says Real Journeys is focused on 
making Walter Peak a quality New Zealand 
dining experience and has hired a new 
executive chef, Justin Koen (right) - 
previously of Queenstown’s Wai Waterfront 
Restaurant - to champion this. 
“We want to make Walter Peak a place 
Queenstowners frequent because of the 
food and the setting, a place they rate highly 
enough to recommend to visitors as a ‘must 

do’,” says Lauder. 
Lauder says the new menu will be in place in 
November and that already people who visit 
Walter Peak may be surprised by some of the 
improvements to the buildings.
“The interior of the Colonel’s Homestead is 
starting to look refreshed and fantastic and 
the woolshed and gift shop have already been 
revamped,” says Lauder.
Walter Peak will continue to be serviced 
daily by the 100 year-old vintage steamship 
the TSS Earnslaw.

TNZ signs MoU with China Southern 
Tourism New Zealand and China Southern 
Airlines have signed a new Memorandum of 
Understanding (MoU) in Guangzhou, 
witnessed by the Associate Minister of 
Tourism, Hon Chris Tremain.
The MoU, valid to 30JUN16, details their 
commitment to jointly promote New Zealand 
tourism in China. They are making equal 
financial commitments to the multi-million 
dollar agreement.
Activities may include Brand advertising and 
promotional campaigns; Tactical promotional 
campaigns; Public Relations; Major Trade 
Shows; Special events; Distribution 
development; and other mutually agreed 

activities. 
The intent is to implement fully integrated 
campaigns across multiple channels 
encompassing consumer, trade, media and 
on-line where possible. 

http://www.paiceexpo.co.nz
http://businessevents.newzealand.com/en/
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“Our guests are raving about us... have you stayed here yet?”
ranked #2/24 hotels in mangere on trip advisor  |  view comments

Representation in Australia for Maori tourism experiences  
Joey Rihari, ex thl-Newmans Holidays, MCK 
Global Sales Office and Destination Rotorua 
Marketing, continues to work closely with 
the New Zealand trade in Australia, having 
returned to the industry with a newly 
established company. KUPU tourism 
represents a collection of unique Maori-
owned and operated travel and tourism 
products including Mitai Maori Village, 

Rotorua; Waitangi National Trust, Bay of 
Islands; Copthorne Hotel & Resort Hokianga 
and Footprints Waipoua, Northland. 
“KUPU tourism’s mission is to give Maori in 
tourism the opportunity to speak to the world 
as a collective tribe, and welcome others with 
an insight into ‘our world’ - even if it’s for 
one day,” says Rihari. 
Email joey@kuputourism.com.

New at Waitangi Treaty Grounds 
The Waitangi Treaty Grounds is launching 
three new products for the 2013/14 season. 
The Treaty Grounds’ core products, the 
Guided Tours and Cultural Performances are 
available year around. A new website with 
live booking capability will be launched at 
the end of November.
>> Whare Waka Café - previously Waikokopu
Café, the newly refurbished cafe opens on 
26OCT, serving a wide selection of food.
>> Hangi & Concert – an intimate themed 
evening (max 50 people) begins at the Whare 
Waka Café with the unveiling of the Hangi, 

followed by a themed Cultural Performance 
in the carved Meeting House. After the show 
visitors will be escorted back to the cafe for 
the Hangi dinner.  Available on Wed & Sat 
04DEC13-29MAR14.
>> Maori Cultural Workshop – a three-hour 
interactive workshop covering flax weaving, 
wood carving and kapa haka. After a 15-min 
introduction on each activity visitors learn to 
weave a flax flower, carve a photo frame and 
learn kapa haka (songs, poi, stick games and 
perform a haka). Available from 26OCT13.
www.waitangi.org.nz

Queenstown scores most guest nights ever
Queenstown has broken its record for greatest 
number of guest nights ever, according to the 
latest Statistics New Zealand figures.
The Commercial Accommodation Monitor 
(CAM) for JUL13 showed that total guest 
nights rose 10% to 289,891.  The previous 
monthly record was JAN12 at 288,994 guest 
nights.
The CAM also showed a sharp spike in 
domestic guest nights - up 15.3% (or an extra 
13,406 nights) to 100,977 compared with 
JUL12.  International guest nights rose 7.3% 
to 188,914, accounting for 65.2% of the 
region’s guest nights. Growth was experienced 

across all accommodation sectors.
Destination Queenstown CEO Graham Budd 
said it was great to see numbers continue to 
build after a record-breaking start to winter 
in June.
“July is traditionally our peak winter month 
so we would expect a strong performance but 
good snow conditions, increased scheduled 
flights and flight capacity, and New Zealand 
and Australian school holidays were definitely 
key drivers for the surge in guest nights.
“This is the third year we’ve seen incremental 
guest night growth for July so we’re very 
pleased with the results.” 

CCT to market Mackenzie 
Christchurch and Canterbury Tourism (CCT) 
will be in charge of driving tourism growth 
in the Mackenzie District for the next nine 
months.
The Mackenzie District Council has decided 
to renew the Canterbury regional tourism 
organisation’s contract to provide core tourism

marketing services for the region through 
until JUN14.
The move follows the council’s decision in 
SEP12 to hand over responsibility for the 
marketing of the Mackenzie District to CCT 
while it looked at long-term options for 
promoting tourism in the region.

Massive haul of pests
Just 36 hours after being set, a network of 
pest-specific, humane traps in dense native 
bush near Rotorua has trapped half a tonne of 
pests.
James Fitzgerald of Rotorua Canopy Tours, 
organiser of the forest restoration project, 
aims to bring native birdsong back to the 
bush. He says confidence is high for realising
the overall target of three tonnes of pests 
across the week-long effort. It coincides with 
Conservation Week which ends on Sunday.
The Department of Conservation, which 
manages the 500ha reserve, has provided 
technical support and results monitoring for 
the project.

Fitzgerald says that the haul was mainly
possums (95), rats (261), stoats (4) and mice 
(16) - species that all contribute to the huge 
incidence of native bird deaths, which 
Landcare Research estimates at 26 million 
every year across New Zealand. 
Fitzgerald has set up a website where people
and businesses can sponsor one of 525 traps
that have been laid 
across the 10km 
trapping network and 
follow its individual 
success online. 

http://forestrestoration.co.nz/
http://www.tripadvisor.com.au/Hotel_Review-g255580-d257258-Reviews-Jet_Park_Auckland_Airport_Hotel_Conference_Centre-Mangere_North_Island.html
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Facelift enhances Interislander’s flagship ferry 
Interislander’s flagship passenger ferry – the 
Kaitaki – returned to Wellington yesterday 
from drydock in Brisbane with a brand new 
look. During her six weeks away, Kaitaki has 
had $4.5 million lavished on her.
The main work included a revamp of the 
foodcourt area, the bar, the atrium and the 
toilets, as well as the passenger thoroughfare 
and family lounge on deck 8. 
Interislander General Manager Thomas Davis 
says the design of the refurbished areas has a 
strong Kiwi feel. “It was important for us that 
the ship’s facilities were modern, comfortable 
and reflected New Zealand. We also wanted 
to provide a better flow through the different 

areas of the ship and give it a much newer 
and fresher feel.”
The Foodcourt, which has now been renamed 
‘Ocean View Eatery’, was stripped and 
rebuilt with the space opened up through into 
the Rembrandts Lounge and a new seating 
layout providing sea views from all seats 
within this area. 
The Karori Rip Bar too was also entirely 
stripped back and rebuilt and has been 
renamed ‘Local Heroes Café & Bar’. 
Some additional work will be undertaken 
over the next week to prepare Kaitaki to the 
highest possible standards for our customers 
before it re-enters service on Saturday 21SEP.  

Qantas, WA sign A$7.65m deal
Qantas and the Western Australian govern-
ment have signed a landmark A$7.65 million
agreement to market and promote the state 
internationally and within Australia.
The three-year cooperative marketing 
agreement will target potential visitors from 

the UK, US, Singapore and Australia.
The announcement follows similar deals 
between Qantas and New South Wales, 
Queensland and the Northern Territory and 
takes the total joint investment in tourism to 
A$56 million over three years. 

Balgownie Estate goes it alone
After 5 years as an Accor franchise affiliate, 
branded Mercure, Balgownie Estate Yarra 
Valley has decided to operate independently 
again under its own identity.

Balgownie Estate Yarra Valley is a unique, 
4.5 star vineyard resort in the heart of the 
Yarra Valley.   http://balgownieestate.com.au/

Gold Coast Tourism closes NZ office
 Martin Winter, CEO of Gold Coast Tourism 
has written to New Zealand tour operators 
advising that the Gold Coast Tourism office 
in Auckland is closing today and that regional 
manager Sam Cameron is leaving the 
company.
He says that Gold Coast Tourism recently 
conducted an internal review of its marketing 
operations to ensure the organisation was best 
positioned to take full advantage of the 
tourism markets that will drive economic 
wealth for the city of the Gold Coast in the 
coming years. As part of this review each 
of our key source markets were assessed in 
terms of prioritised marketing and 
distribution channel engagement. 
As a result of this review a decision has been 
made to reassign responsibilities for the New 

Zealand market to headquarters on the Gold 
Coast. In the interim, Director-International 
Marketing, Gordon Price will be the primary 
point of contact for anything Gold Coast-
related in the New Zealand market. 
He can be contacted on +61 7 55846234 or 
gordon.price@gctourism.com. 
“Gold Coast Tourism remains fully 
committed to the continued development of 
the New Zealand market,” says Mr Winter. 
“By directing our New Zealand marketing 
activities from the Gold Coast, Gold Coast 
Tourism aims to be in an even stronger 
position to place greater available resources 
towards building consumer demand in this 
critically important market, whilst also 
ensuring our distribution partners remain 
tactically supported.”

Sealink floats
SeaLink Travel Group Limited has announced 
its intention to list on the Australian Securities
Exchange (ASX).
SeaLink has lodged a prospectus to issue 
15 million New Shares at an Offer Price of 
$1.10 per share.  At the Completion of the 
Offer, the total number of Shares on issue 
will be 70 million, giving SeaLink a market 

capitalisation of A$77 million.
The company operates a fleet of passenger 
ferries and other maritime craft and tourist 
coaches and provides related tourism and 
travel services, with the well-recognised 
brands “SeaLink” and “Captain Cook 
Cruises”.

Port Stephens launches VIP Visitor Card 
A ‘Visitor VIP Card’ has been launched in 
Port Stephens, offering exclusive discounts 
and deals at the seaside destination, 2.5 hrs 
north of Sydney.
Valid for multiple visits to the region from 
the date of purchase to 31DEC14, the A$15 
card provides offers and discounts worth 
hundreds of dollars at venues across Port 
Stephens, including A$15 off a dolphin cruise 

with Imagine Cruises.
The card can be purchased online at 
www.visitorvipcard.com.au or at the Port 
Stephens Visitor Information Centre in 
Nelson Bay, Newcastle Airport or at one of 
many local accommodation properties.
www.visitorvipcard.com.au and 
www.portstephens.org.au
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Summertime
Madness!

Stay 5 / Pay 4 
with 

NZ$1,000 
F&B Credits!

Sales to 30SEP13; 
Travel 01-24DEC13 & 16JAN-28FEB14

www.pacificresort.com
See Agent Login for all our Sales Tools!

Contact your  wholesaler for details
* Conditions apply

Off Piste 4WD tour snapped up 
Stacey Cant, marketing manager at South 
Australian Tourism Commission, has emailed 
to say: “I just wanted to say a big thank 
you for picking up the ‘Sticky Rice Cooking 
School’ story and the ‘Off-Piste 4WD’ story 
from my newsletter and printing them in The 
Travel Memo a couple of weeks ago.
“Both are relatively new tourism operators in 
South Australia and I found out this week that 
a House of Travel Agent saw the ‘Off Piste’ 
story in The Travel Memo and then contacted 

Win Time Out in Townsville
Townsville Enterprise in partnership with 
Tourism and Events Queensland and 
tourism partners has launched an 
opportunity for Australian and New 
Zealand corporations to win ‘Time Out 
in Townsville’ through a new campaign 
for the corporate employee incentive 
market. 
The region has recently launched a range 
of packages tailored to corporations 
looking to reward their top performing 
employees with ‘money can’t buy’ 
experiences as incentives for strong 
performance.  The new campaign around 
these packages will give one business
the chance to win the corporate trip of a 
lifetime and send four of their employees 
to Townsville.
Initial ‘money can’t buy’ itineraries have 
been created around five themes: Access 
All Areas; Tropical Island Hopping;  
Special Places in Nature; Food and Wine 
Indulgence; and Legendary Leaders. 
Kiwi companies can enter the competition 
at www.townsvilleconventionbureau.com.
au/incentives and select the itinerary that 
best suits their organisation. The winning 
business will win a customised incentive 
experience for four employees in 2014, 
with the exclusive experience, 
accommodation and flights from Auckland.

the operator and booked a Kiwi group on his 
tour for this December. Jane and I 
experienced the Off Piste tour for the first 
time on Monday and it was absolutely 
fantastic!
“We were so thrilled to hear that a Kiwi 
agent had booked his tour and even more 
excited to hear that the agent found out about 
it through you, so thank you so much!”
If you didn’t get to see the stories, click here 
and go to pages 5 and 6. 

PACIFIC ISLANDS
Success for Pacific Resort Hotel Group 
Pacific Resort Hotel Group (PRHG) has 
enjoyed success in two award categories at 
Australia’s esteemed HM Awards for Hotel 
and Accommodation Excellence 2013. 
Pacific Resort Aitutaki was awarded “South 
Pacific Property of the Year” for the first time 
ever at the HM Awards. PRHG’s Te Manava 
Luxury Villas & Spa and Pacific Resort 
Aitutaki were both finalists. Other finalists in 
the category included the InterContinental
Bora Bora Resort and Thalasso Spa, and 
Sofitel Bora Bora Marara Beach and Private 
Island.
Marcus Niszow, PRHG’s deputy CEO 
received the “High Commendation” award 
in the “South Pacific General Manager of the 
Year” category. One of 11 finalists in the 
category, he was quick to share the accolades. 
“The results PRHG produce on an ongoing 
basis come from a total team effort,” he said. 
“The success of our team, resorts and business
owes much to all of the people involved in 
the experience that is a visit to the Cook 
Islands, it is our team and the people of the 
Cooks who underpin the success of PRHG.” Marcus Niszow

PRHG’s Greg Stanaway with HM Award

http://www.travelmemo.co.nz/memos/20130830.pdf
www.townsvilleconventionbureau.com.au/incentives
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Outrigger on the Lagoon Fiji has taken out the award for Best Destination 
Spa Resort 2013 recognising its Bebe Spa Sanctuary at the prestigious annual 
Australasian Spa Association (ASPA) Spas of Excellence Awards.

The stunning Natadola Bay Championship Golf Course has been named the Number One 
attraction in Sigatoka by Trip Advisor.  In addition, the InterContinental Fiji Golf Resort & 
Spa were awarded the Certificate of Excellence for their elegant fine dining experiences 
and traditionally inspired spa treatments.

ASIA

Although there are said to be around 1,850 Bengal tigers 
in the world, one of the largest of any tiger populations, the 
species is considered endangered. In fact, just this past 
weekend – 08 Sep -The New Indian Express newspaper 
reported that a new study by a team of Indian and British 
scientists has found that there has been a decrease in the 
genetic diversity among Indian tigers. However, the good 
news is that India is serious about conservation and in 
some tiger reserves numbers are increasing.

Indian National parks will re-open to visitors at the end of 
this month (many close Jun-Sep) and Exotic Holidays offers 
the perfect chance to visit some of these beautiful cats.

Contact Exotic Holidays 
for departure dates and prices.

Ph: 0508 EXOTIC (396 842)
E-mail: info@exoticholidays.co.nz

www.exoticholidays.co.nz

The 14-day Tiger Trail costs from $2455 pp s/t (+ $230 
for a local flight) and takes in Delhi, Jaipur, Ranthambore, 
Agra, Bandhavgarh, Kanha and Mumbai. The tour includes 
spectacular historical sites such as the Amber Fort, Agra, 
Taj Mahal etc, as well as tiger-spotting safaris by elephant 
or jeep. Participants will also see a variety of other wildlife 
including leopards. 

Discover Kerala: God’s Own Country
If your customers are eyeing a possible visit 
to India, sell them on the idea of exploring 
the tranquil backwaters of Kerala, South 
India. That’s the advice of Adventure World, 
which is offering an 8-day Kerala package, 
taking in idyllic hill stations and lush green 
plantations and cruising the backwaters in a 
traditional houseboat.
The tour of Kerala, known as “God’s Own 
Country”, is priced from $965pp share twin. 
This includes daily breakfasts, and guests 
will taste authentic Keralite cuisine every 
morning before sightseeing. They’ll see 
Cochin, the state’s capital city, enjoy a scenic 

boat-ride on Periyar Lake, and explore a 
traditional spice plantation.
Also on the itinerary is a stay in the beautiful 
clustered islands of Kumarakom on Vembanad 
Lake. From here, guests depart aboard their 
own kettuvalam houseboat for an overnight 
cruise through canals and backwaters, sailing 
past endless paddy fields, picturesque temples 
and churches, coconut-fringed lagoons and 
much more of Kerala’s spectacular scenery.
Click here for details, and book before 
30SEP13 by calling Adventure World on 
0508 496 753.

Real Pasifik
Pacific food is the star of a 
new television show airing on 
ONE on Saturday afternoons 
at 4pm.
Chef and author, Robert 
Oliver, who was raised in Fiji 
and Samoa, takes viewers 
of his Real Pasifik series on 
a culinary /cultural journey 
around the South Pacific.
This weekend’s episode, 
filmed in Samoa, focuses on 
organics, a revolution led by 
Women In Business 
Development. It also looks at 
the traditional healing foods 
of Samoa plus a day with 
a great chef, Joe Lam, who 
used to cook in Auckland.
Subsequent Real Pasifik 
episodes visit Vanuatu, Fiji, 
New Zealand and Tonga.

http://www.adventureworld.co.nz/tours-and-destinations/asia/indian-subcontinent/india/tours/kerala-backwater-cruising-%281%29/?t=kerala-backwater-cruising-%281%29
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Your gateway to The Yangtze Click Here
or call 09 309 1188

China   We know it like our own backyard

“Take 2 China” packages
Acrossia has released the first of its new 
“Take 2 China” packages that promote 
two-city travel combining Hong Kong and 
mainland China.          
Acrossia aims to provide FIT options for 
clients visiting Hong Kong and Beijing.     
They can be sold in reverse, commencing in 
Beijing and then travelling to Hong Kong, 
and extra nights can be added.
When packaging Hong Kong and mainland 
China, tour options and transfers include a 
mix of product conducted on a join-in basis 
as well as Private.  In both circumstances, the 
tours will include an English-speaking guide.  
Packages can be sold in combination with the 
many IT and airfare options provided by both 
Air New Zealand and Cathay Pacific.       
Wendy Stanton at Acrossia says she 
understands feedback from the 90 agents who 
recently took part in the Hong Kong Mega 
famil with NZ/CX and HKTB was extremely 
positive, so is keen to leverage this, with 
consultants selling a combo of Hong Kong 
and mainland China to their clients.  
She says there are more Take 2 China 
packages coming soon, including combos of 
Hong Kong and Shanghai, Chengdu, Guilin, 

X’an and Guangzhou.  
Click here to download the Take 2 China 
Hong Kong / Beijing flyer and for any 
queries or additional options, email Jessie or 
Polly on bookings@acrossia.com as 
alternatives can be tailor-made.    

THE AMERICAS
10m visit The Eiffel Tower Experience at Paris Las Vegas 
The Eiffel Tower Experience at Paris Las 
Vegas celebrated its 10 millionth visitor this 
week with the launch of 5,000 red, white and 
blue biodegradable balloons. It also featured 
a special performance atop the 460-foot high 
observation deck by Paris Las Vegas head-
liners who surprised guest Martin Layton and 
his fiancee, in town from the UK to get 
married, with a seven-day trip for two to 
Paris, France. 
The balloon launch, orchestrated from the 
Gardens at Chateau Nightclub, lasted for 
more than five minutes as they floated up past 
the tower and across the Strip skyline. 
The Eiffel Tower Experience is a half-scale 
replica of one of Europe’s most famous 
landmarks, and is open daily, weather 
permitting. Click here for Paris Las Vegas 
details.
Paris Las Vegas is Caesars Entertainment 

venue, represented in New Zealand by Chris 
Jones of Discover the World Marketing.

Waikiki Beachboy store opening in OCT 
Waikiki Beach Services is to 
open “Waikiki Beachboy”, 
a new store at The Royal 
Hawaiian, next month. 
In business since 1955 
offering surfing lessons 
and outrigger canoe rides, 
Waikiki Beach Services 
continues to operate in front 
of The Royal Hawaiian and 
also runs a women’s high-
end resort / swimwear 
boutique, First Break 
Waikiki, at The Sheraton 
Waikiki. 

The new Waikiki Beachboy store will feature an array of 
active swimwear for men, women and children, including 
rashguards carrying the much coveted Royal Hawaiian logo.

http://www.acrossia.com
http://www.travelmemo.co.nz/voucher.php?voucher_id=1358
http://www.travelmemo.co.nz/voucher.php?voucher_id=1358
http://www.parislasvegas.com/things-to-do/eiffel-tower.html
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America’s Cup delivers for Frisco hotels
The SF Business Times reports that now that 
the America’s Cup is in full swing, hotels and 
restaurants around San Francisco are finally 
seeing a boost in tourism business — 
something a few worried would never 
materialise.
In July, a number of the city’s hotels and 
restaurants told the Business Times that 
event-related tourism from the races was not 
meeting their expectations. Many, including 
the Mandarin Oriental’s general manager 
Donald Bowman, said they were hoping to 
get a lot more bookings “once the hype kicks 
in” in September.
For most — including the St. Regis, Fairmont 
and Hotel Vitale — that time has finally 
come.
“There is no question that the America’s Cup 
has added business to the city in the past few 
weeks,” said Tom Klein, general manager at 
the Fairmont San Francisco, the official hotel 
for Oracle Team USA. “The Louis Vuitton 
Cup was great and now that the official race 
has started, we’re seeing people walking 
around in their gear all over the place.”

Business is up across the hotel, he added, 
with occupancy above 90%, a busy restaurant 
and a full events schedule that included a 
party in its penthouse for the Oracle Team 
members and a Louis Vuitton Cup gala 
dinner that drew 300 people. Overall, Klein 
estimates about 5 to 7% of the hotel’s 
revenue this month is coming from race-
related business.
The Fairmont isn’t alone.
“We’re trying not to gouge, but we’ve 
definitely had the opportunity to drive rates 
up a little bit,” said Jill Plemons, director of 
sales and marketing for Hotel Vitale, which 
filled all 200 of its rooms on the opening 
weekend of the America’s Cup races. The St. 
Regis, an official host for the races, also has 
seen a big boost. 
According to America’s Cup organizers, 
opening weekend drew about 90,000 people 
to watch the races. Oracle’s subsequent 
performance has piqued interest, and if 
they’re still in it with a chance after this 
morning’s results, business could boom. 

Christchurch Agents: 
Galapagos training 
Wild Earth Travel is inviting all Christchurch agents to a 
special Galapagos training and Q&A next Wednesday 
18SEP to celebrate the release of famed photographer 
and conservationist Tui De Roy’s new book Penguins: 
Their World, Their Ways .
Tui De Roy spent her childhood in the Galapagos and 
Wild Earth Travel has had a long association with her. 
Join them at the Wild Earth Christchurch Office from 
4.30pm. 
This is a free event but numbers are strictly limited. 
RSVP to info@wildearth-travel.com as soon as possible. 

AFRICA / MID EAST

Register for Adventure World’s Africa & Arabia Roadshow 2013
Adventure World invites consultants to join 
them and ten of their top African suppliers 
at the Africa and Arabia Roadshow 2013. 
It’s at Rydges Hotel in Auckland on Monday 
21OCT13 at 5:30 p.m. with authentic 
African food, lively music, hot tour deals and 
exclusive prizes and incentives for roadshow 
attendees. 

Africa and Arabia is a favourite destination 
for the adventurous traveller and Adventure 
World has over 30 years of experience to this 
vast continent. This is a chance for agents to 
arm themselves with first-hand knowledge 
to make sure they don’t miss out on valuable 
bookings.
Travel agents can register for the event here.

Dubai to focus on culture, arts, heritage
The chairman of the Dubai Culture & Arts 
Authority has announced the formation of 
a ‘Higher Advisory Committee’ within the 
Authority, to drive the cultural strategy of the 
Emirate.
To be headed by a daughter of Dubai’s Ruler, 
the committee will be responsible for over-
seeing the improvement and development 
of the key heritage, culture and arts sites in 
Dubai.

Dubai Tourism opens fourth China office
The Dubai Department of Tourism and 
Commerce Marketing (DTCM) is to open an 
office in Chengdu, its fourth branch in China. 

The Emirate already has DTCM offices in 
Beijing, Guangzhou, and Shanghai.

www.adventureworld.co.nz/roadshows/
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EUROPE
Trafalgar unveils a 2014 Europe & Britain beyond the expected ... Cont from p1.  
These include unique propositions such as 52 
exclusive Be My Guest experiences across 
the program, including 14 in UK & Ireland 
and four in France.
Be My Guest additions include the authentic 
Howbeck Lodge family farm within the Lake 
District National Park in England’s Cumbria 
and the new Domaine Meillan-Pages winery 
in Provence, not known to those outside of 
Luberon, which has produced wine for 40 
years using only local ingredients.

the harbour.
“Our new look brochure has been carefully 
designed to better communicate the depth of 
experiences and the way our insider 
knowledge takes our New Zealand guests 
beyond the expected showcasing both 
existing and new Insider experiences,” adds 
Tollman.
He says agents who understand the Trafalgar 
Insider proposition have grown their business 
– it’s that simple. Trafalgar UK/Europe sales 

... some competitors falsely 
advertising hotels and 
products that are not 
actually used.  -  Gavin Tollman

New Local Specialties
are a Northern Spain 
Cider Tasting at a 
traditional bar in 
Oviedo; a Swiss 
chocolate museum 
visit near Lugano; and in Vienna a visit to 
the Kunsthistorisches Museum – a Habsburg 
treasure and one of the most spectacular fine 
arts museums around.
On the new The Balkans and Venice guided 
holiday, guests visit Sarajevo War Tunnels 
with a Local Expert and hear why they were 
constructed to help people flee the city but 
also to bring in medication and food to those 
left behind during the conflict.
Trafalgar says a distinctive way to showcase
a destination is through accommodation 
which exemplifies the place. So 23 Authentic
Accommodation properties are included in 
2014 including some unusual overnight stays. 
For example, in Seville at Las Casas de la 
Juderia where guests can experience the Old 
Jewish Quarter’s rustic opulence in a 
property created from two former palaces, or 
in Rotterdam where the SS Rotterdam ship 
has been transformed into a hotel docked in 

ex New Zealand are 
up 22% year-on-year 
and Trafalgar will 
continue that growth 
by giving the agents 
who choose to 

embrace the Insider messaging all the tools to 
be successful selling Trafalgar.
Tollman says the measure of Trafalgar’s 
success is shown by competitors starting to 
use Trafalgar’s language around authentic 
travel experiences and insider terminologies.
“In some ways it is good for the sector in 
general and shows how guided holidays have 
evolved but make no mistake Trafalgar is 
the gold standard. Our Insider proposition is 
backed up by our product.
“One concern I do have, and one that I have 
seen through my own eyes, is some 
competitors falsely advertising hotels and 
products that are not actually used. Our 
sector’s opportunity for growth is to prove 
the benefits of guided holidays to those who 
have previously travelled independently so 
it’s important the product meets or exceeds 
expectations, like it does with Trafalgar.”

Trafalgar’s 2014 Europe and Britain
Trafalgar’s 2014 Europe and Britain program 
has 104 guided holidays available. Travel 
deep into a destination with Regionals, cover 
more ground with Discoveries, take it slow 
with At Leisure, share time with Family 
Experiences, follow a passion with Special 
Interest and get even better value with 
CostSaver.
New guided holidays in 2014 include the 
11-day Northern Spain; 7-day Swiss Delight; 
13-day The Balkans and Venice; 17-day 
Wonders of Europe; and 9-day Delights of 
London and Paris.
Also new for 2014, is a range of three 3-day 
Stopover holidays in Abu Dhabi, Dubai and 
Singapore where guests can benefit from a 
local expert in each destination as well as 
having free time to explore. Also included 
is immigration assistance on arrival, airport 
transfers and a choice of luxury hotels.
Early Payment Discounts of up to 10% are 
available for Trafalgar 2014 Europe and 
Britain guided holidays booked and paid 
prior to 15JAN14.

New brochures will be with agencies next 
week. For more information go to 
www.trafalgaragent.com or freephone 
reservations on 0800 872 325.
Trafalgar’s 2014 program includes:
11-day Northern Spain regional guided 
holiday – Showcasing the ultra-modern urban 
treats of Bilbao, like the Guggenheim 
museum and rural spots like Covadonga and 
the Picos de Europa national park. Priced 
from $2950pp twin share.
13-day The Balkans and Venice regional 
guided holiday – Experience the beauty of 
the Dalmatian coast, Hvar Island and Lake 
Bled as well as the stories of civil war in the 
cities of Sarajevo and Mostar. Priced from 
$3899pp twin share.
7-day Swiss Delight regional guided holiday 
– Enjoy the contrasts and culture of 
Switzerland revealed in the beauty of St. 
Gallen and St. Moritz, the majesty of Mount 
Pilatus and the contemporary buzz of Swiss 
capital Zurich. Priced from $2285pp twin 
share.

Turkey Early Companion & Solo Traveller deals 
Mediterranean specialists, The Innovative 
Travel Company have released a series of 
Early Companion & Solo Traveller Deals for 
Turkey delivering savings for clients who 
book and pay by 27SEP13.  
Options include the most popular locally-run 
superior first class coach tour ‘Glories of 
Turkey’ offering 14 days of highlights priced 
at $2195 for the first person and $1625 for 
the companion; ‘Classical Turkey’ 10 days 
moderate first class with a companion deal 
where first person pays $1390 and 
companion $1065, and also special Solo 
Travellers pricing from $1590 in a single 

room for the 10-day journey.  
The small group programs on offer are also 
extremely popular.  The top of the line 
12-day ‘Authentic Turkey’ is now $2530 for 
the first person and $1875 for the companion, 
and other options include Turkish Odyssey 
18 days and Charming Turkey 11 days.  
All tour options are priced for specific travel 
dates and all only require a minimum of two 
pax to guaranteed departure.  
Click here for further details and 
FREEPHONE 0508 10011 or email
info@innovative-travel.com 

http://www.innovativetravel.co.nz/current_specials


Follow the Northern Lights - new second departure
Bentours is offering travellers a second 
chance to experience this year’s Northern 
Lights phenomenon. NASA scientists have 
predicted the coming European winter will 
provide conditions for the best Northern 
Lights in a decade. 
Following the sell-out success of the first 
Follow the Lights tour, Bentours has 
developed a 13-day reverse Follow the Lights 
– Special Group Departure package. 
Departing from Helsinki on 22FEB14 this 
escorted action-packed itinerary will take 
travellers deep into the heart of Finnish 
Lapland for a winter adventure. Highlights 
of the tour include a night in the unique 
Kakslauttanen Igloo Village gazing up at the 
shimmering light show from the comfort of a 
warm glass igloo; exploring the rich culture 
of the region’s Sami people; scooting around 
on a snowmobile or roaming through the 
pristine Arctic landscapes aboard a traditional 
husky sled; and a visit to Rovaniemi – the 
home of Santa Claus.

The Northern Lights adventure continues 
with a six-day cruise on Hurtigruten through 
Norway’s majestic fjords visiting remote 
islands and coastal communities. The ship 
provides the perfect viewing platform to see 
the lights against the dark night sky, away 
from the artificial light of towns and cities.
For a pre glimpse of the spectacular Northern 
Lights show, Hurtigruten has uploaded a 
video sample of some of the best Northern 
Lights as seen from the ship’s deck. Click 
here to view it.
Packages start from NZ$6,055pp twin share 
departing Helsinki 22FEB14 and include 7 
nights hotel accommodation in 4 star hotels, 
5 nights Hurtigruten Coastal Voyage, first 
class rail from Helsinki to Rovaniemi, expert 
English speaking guide, as well as 12 
breakfasts and 10 dinners.
For bookings and conditions, call Bentours 
on 0800 443 510, res@bentours.com.au or 
visit www.bentours.co.nz. 

AVIATION
Joyce optimistic on Jetstar Asia business 
Qantas Group chief executive Alan Joyce, in 
an interview with Business Spectator’s Robert 
Gottliebsen and Stephen Bartholomeusz, was 
asked how things are looking at Jetstar as the 
brand expands in Asia. Here’s his response:
“It is an investment for the long term and we 
are investing in setting up a number of new 
businesses, as you know. The Japanese 
business is an example for us. It’s going 
fantastically well, but it has cost us money 
to set this business up and we have been 
impacted by things like a weaker yen and 
more competitive aggressiveness at the start 
when we started this business. But you look 
at where we are now – we’re the largest low-
cost carrier in the Japanese market. We’ve 
got the biggest operation at Narita of the 
low-cost market; the highest seat factor; the 
best on-time performance, and for the Jetstar 
brands its net promoter score – its customer 
satisfaction – it’s the highest in Japan.
“Now, that surprised us because it’s a more 
discerning market in Japanese customers, but 
it shows you the product that we’re delivering. 
And the Japanese market has had stagnant 
growth for 10 years, like the economy. Last 
year we’ve had a nine per cent growth in 
passengers travelling in Japan because of the 
low-cost carriers. And a major competitor, 
Air Asia, has walked away from that market
– the first market it walked away from. So 
we’ve now got the two low-cost carriers 
essentially – All Nippon Airways’ Peach, and 
Jetstar. It’s a great position for the future in a 
market six times as big as Australia. But we 
always said it would be three years before 
these businesses would get into profitability.

“Hong Kong, similarly, we are setting up a 
new business there. We’ve got great a share-
holder with Pansy Ho, and Shun Tak just 
bought in 33 per cent of the business. She has 
agreed to become chairman of the company, 
which is fantastic. This is a Hong Kong 
company with Hong Kong management, a 
Hong Kong board, and we are going through 
the approval process. And I think that will be 
a great business also in Hong Kong. We’ve 
got the Singapore business making money. 
The Vietnam business where our partner, 
Vietnam Airlines, they’re going through a 
massive transition and that’s on track to make 
money.
“So these businesses all go together because 
it is self-reinforcing and a rising tide. And I 
think a lot of Aussie companies – I know you 
talk to a lot of chief executives – talk about 
breaking into Asia. And you think, in the last 
year we’ve created a $500 million business in 
Japan. We’ll have a $500 million business in 
Hong Kong in the next few years.
“These businesses are giving us a larger 
presence in Asia than we’ve ever had before 
and a lot of Aussie companies are talking 
about the fact that we’re doing it. And this is 
going to be great for the company in the long 
term – and it’s a long term investment for us 
to get there.”

WIN 2 x VIP tickets to see BEYONCE LIVE!
see www.lufthansaexperts.com

http://bit.ly/1aX4PBs
http://www.lufthansaexperts.com


Virgin Australia Coast-to-Coast on the A330-200
Aviation commentator and TravelMemo contributor Peter Clark got to fly 
across Australia on Virgin Australia’s factory-fresh A330-200, and also 
got to turn left on boarding, although he did make a foray into economy 
class during the trip. Here’s his report:
Boarding the midday flight to Perth at Melbourne was slow, with just one 
crew member greeting and directing, but once aboard, the business class 
passengers were quickly made comfortable in their spacious leather seats and 
offered refreshments – real orange juice or Lanson Black Label Champagne – 
while they checked out the Australian toiletries in their amenities kits.
The 24-seat cabin is configured 2-2-2, with 60-inch pitch, fully-flat bed seats 
and ample elbow room.  The very comfortable chairs are basically the same 
design as those fitted in business class on Singapore Airlines’ regional flights 
and include generous storage spaces, bottled water, an excellent IFE system 
with remote control, USB, connectivity to passengers’ own devices and AC 
power.  Each pair of seats is also separated by an optional privacy screen.
All passengers on VA’s Coast-to-Coast services are served a meal, designed 
by Salt chef Luke Mangan. In business class, I selected a starter of smoked 
king salmon with cucumber, lemongrass dressing and Vietnamese mint, 
followed by a main course of barramundi fillet with caponata, green beans 
and black olive tapenade, served with a spinach, rocket and radicchio salad. 
They were plated on china with proper cutlery and quality glassware. The 
wine list offered three whites, two reds, two dessert, two fortified plus French 
Lanson Champagne, served with a hot nut selection.  
Cabin service was friendly and professional.
Having recently flown coast-to-coast on a domestic B757 in the US and
waiting 90 minutes for a Sprite and a 15-nut bag of peanuts while struggling 
to get anything worthwhile from the IFE system, I have to say we don’t know 
how lucky we are in this part of the world.
Economy class on the flight to Perth was chocka, but all seemed to be happily 
engrossed in their seat back touchscreen IFE program choices and / or 
enjoying a drink. The hot meal options in the main cabin included a tasty 
vegetarian dish, and the menu offered is different in each direction. 
The midday return flight to Sydney, again on one of the new A330s, was 
uneventful and equally good. 
In summary, I must say that business class on Virgin Australia would have to 
be one of the best long haul domestic experiences I have ever had. 
From next month, Virgin Australia will operate its A330 service on all Perth-
Sydney weekday flights.
The introduction of a seventh Airbus A330 to the VA fleet later this year will 
see these aircraft operate all PER-SYD and PER-MEL weekday services and 
two out of three PER-BNE weekday services. Note: Two of the VA fleet are 
former Emirates A330s and have a 2-3-2 configuration up front. 

All pix by Peter Clark



Singapore Airlines 
Special Fares 

For 2014 travel to Europe 

          Copenhagen from…. $1975 
          Paris from………..…. $2025 
          Frankfurt from….….. $2075 
          London from…….…..$2209 

Plus    10kg extra baggage allowance 
              Child fares up to 14 years (inclusive) 

For travel 15 January – 15 June 2014 
For sale until 25 September 

LONDON DAILY VIA HONG KONG Great service. Great people. Great fares. CLICK HERE

More Asia Miles earning opportunities 
Cathay Pacific Airways and Dragonair have 
announced that, from 08OCT13, passengers 
flying in three Economy sub-classes – S, N 
and Q – can earn Asia Miles at a rate of 25% 
of actual miles flown. These new earning 
classes are in addition to the Economy fare 
classes that currently earn 100% of miles 
flown.
This new earning opportunity is good news 
for Kiwi travellers, because all fares offered 
by Cathay Pacific for sale in New Zealand 
will now earn Asia Miles.
Recently Asia Miles introduced new lifestyle 
rewards and New Zealand members can now 
redeem Asia Miles for vouchers from local 

retail stores like Countdown, Noel Leeming 
and Farmers. 
Asia Miles is Asia’s leading travel reward 
programme. It has a portfolio of more than 
500 partners worldwide and features 21 
world-class airline partners including Cathay 
Pacific and Dragonair. 
Miles can be redeemed for flight awards 
such as upgrade and companion tickets, plus 
a wide range of lifestyle awards from Asia 
Miles iRedeem.
Asia Miles has been named Best Frequent 
Flyer Programme by Business Traveller Asia-
Pacific for eight consecutive years. It is free 
to join and open to anyone aged 2 or above. 

Aircraft IFE updates via Wi-Fi
Thales and SITA have reported on the success 
of pairing Thales’ GateSync™ with SITA’s 
e-Aircraft Connectivity Services to enable 
in-flight entertainment on demand to 
passengers’ smartphones, tablets and other 
devices. 
Currently on trial with LAN Airlines, at 
Santiago Airport, it provides passengers with
on-demand rich content – music,movies, news, 
TV series, PC games, interactive shopping, 
destination and flight information – streamed 
straight to their own devices. 
SITA provides connectivity for aircraft on the 
ground via Wi-Max, Wi-Fi, or cellular service 
and, through its subsidiary OnAir, in-flight 
connectivity through satellite-based broadband 
services. By using SITA’s network to deliver 

its IFE, Thales avoids shipping hard drives 
and the need for manpower to upload 
content, while allowing frequent updates. 
In related news, Lufthansa medium-haul 
routes are to have a new communications 
and entertainment offering, with 
entertainment via Wi-Fi on personal laptop, 
tablet or smartphone.
To use the services, passengers simply 
connect to the inflight infotainment server via 
Wi-Fi using their own laptop, tablet or smart-
phone. Next year the airline will be fitting 20 
Airbus A321s with this in-flight entertainment 
solution, developed by Lufthansa Systems 
and dubbed BoardConnect. The system 
already proved very popular with passengers 
during its trial run.

Jetstar targets 
business travellers
Jetstar NZ domestic On Time 
Performance for the fortnight 
ended 31AUG achieved 92% 
for departures and 93% for 
arrivals, while its peak time 
reliability 100%, notwith-
standing fog delays at AKL 
and CHC on two days. 
Click here to see the sector-
by-sector details, which show 
evidence of the effectiveness
of dual-door boarding / 
disembarkation on turnaround 
performance.
Jetstar also captured some 
real time availability of peak 
time domestic main trunk 
airfares on Wednesday for 
flights on TUE24SEP. The 
results, which can be 
downloaded here, compare 
Jetstar and Air New Zealand 
prices, with percentage 
discount advantage ranging 
from 41% to 77%.  

Virgin America took top 
honours on Monday night 
when it was named Best 
Overall Passenger 
Experience at the Passenger
Choice Awards 2013 in 
Anaheim, Calif. 
The airline also swept three 
other categories, including 
Best in Region, Best Ground 
Experience, and Best IFE 
User Interface.

Carriers cream US$27 billion in ancillary fees
Airlines continue to grow revenue from an-
cillary fees from checked luggage, FF miles 
sales to third parties and seats with additional 
legroom.
A new report from IdeaWorks shows that the 

53 airlines collected US$27.1 billion in 2012, 
up US$4.5b on 2011. While the four biggest 
were US mainline domestic carriers, Qantas 
was next with US$1.57 billion (mainly from 
its FF program) followed closely by Ryanair. 

http://www.cxagents.com
http://www.travelmemo.co.nz/voucher.php?voucher_id=1359
http://www.travelmemo.co.nz/voucher.php?voucher_id=1360


CRUISE NEWSFROM THE BRIDGE
CRUISE NEWS & VIEWS FROM BRETT JARDINE, CLIA GENERAL MANAGER

Cruising Asia
One region that the cruise industry is watching 
closely for the future is Asia. When weighing up the 
options before deploying a vessel to a relatively 
new market, cruise lines will take many factors into 
consideration.
A primary need to be successful is a strong source 
market where the bulk of the available capacity 
will be utilised. The next focus is on nearby source 
markets and what contribution they can make to 
drive the load factor on each departure.

Australia and New Zealand have had a long affinity 
with land-based holidays in Asia but cruising to this 
part of the world is yet to follow the same strong 
growth pattern that we have experienced in many 
other major cruise regions.

January to April is the peak cruise season in Asia 
and in 2014 there will be a very strong line-up of 
CLIA Member Lines to attract your clients. Azamara 
Club Cruises, Celebrity Cruises, Costa Cruises, 
Compagnie du Ponant, Crystal Cruises, Cunard Line, 
Holland America Line, Oceania Cruises, P&O Cruises 
World Cruising, Princess Cruises, Regent Seven Seas 
Cruises, Royal Caribbean Cruise Line, Seabourn, 
Silversea Cruises and Star Cruises.

And let’s not forget river cruising on the Mekong 
with our river cruise members all staking a claim 
with some beautiful looking ships – Avalon 
Waterways, Aqua Expeditions, APT, Scenic Tours 
and Uniworld.
That is a heck of a line up 
with brands that serve every 
segment of the market – so 
no excuse to not be including 
cruise as part of all your Asia 
conversations with clients!

STATEROOMS 
SELLING QUICKLY

Only 1 month left to 
save $1,000* per couple 
on all 2014 river cruises.

CLICK HERE

*Conditions: Discounts are per couple, listed in Australian 
dollars, twin share including port charges. Limited single 
pricing available; call for details. Valid on 2014 sailings only. 
Must book by 30 September, 2013. Offer is combinable 
with Past Passenger Discount. Conditions apply; visit 
www.vikingrivercruises.com.au. ^Conditions apply. 
Visit www.vikingrivercruises.com.au/995air-europe.aspx

Plus, simple 

$995^ 
AIR OFFER

Flood of positive feedback on National Cruise Week
The second National Cruise Week has been declared an outstanding success, 
with Cruise Lines International Association (CLIA) Australasia reporting a 
marked increase in consumer and agent involvement.
CLIA Australasia General Manager Brett Jardine said he had been inundated
with positive feedback from agent and cruise line members, with both 
groups commenting on the strong levels of consumer sales and inquiries 
achieved throughout the week.
“In only its second year, it seems National Cruise Week has already 
developed a significant level of awareness and engagement among 
consumers, so we are thrilled with the result,” Mr Jardine said.
“When we compare this year to the inaugural National Cruise Week in 
2012, it’s very obvious to me that our retail members had a better grasp of 
what the week was all about.  The level of activity, the number of events 
and the commitment to get involved was overwhelming by comparison.” 
Mr Jardine said CLIA would be conducting a formal survey of retail 
members over the coming weeks in order to measure the impact of National 
Cruise Week on sales and collect further feedback.
“The response to date from all membership categories has been very 
satisfying. It’s a great result for the industry and we look forward to 
facilitating National Cruise Week again in September 2014.”
Royal Caribbean Cruises Commercial Director Adam Armstrong reported 
bookings for the sale week were up 15 per cent compared to the previous 
year, and up 45 per cent compared to the previous week.  
Francis Travel Marketing, which promoted a PDF set of National Cruise 
Week special offer flyers in TravelMemo, saw them downloaded by 513 
consultants in the first day, and 1,279 times before the week ended. 
Managing Director of MSC Cruises Lynne Clarke said the week had 
created a real buzz, with early bird deals to the Mediterranean, Norwegian 
Fjords, Baltic Capitals and Caribbean proving popular.
“Many clients are still looking at last minute cruising for 2013 as well,” Ms 
Clarke said.
CLIA Australasia co-deputy chair and Carnival Australia CEO Ann Sherry 
praised agents who had rallied behind National Cruise Week.
“The cruise industry makes its biggest splash when we all speak with one 
voice.  I look forward to working with CLIA and our valued agents in the 
years to come to make National Cruise Week an even more prominent 
fixture on the calendar.”
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250,000 ‘likes’ for P&O Cruises
P&O Cruises has confirmed its status as 
Australia and New Zealand’s favourite cruise 
line with a social media score of 250,000 
Facebook “likes”, and growing.
Much like the cruise industry itself, P&O 
Cruises’ Facebook page has been growing 

at a rate of knots, averaging about 12,000 
new fans each month in the past year to help 
elevate the page to one of the top local travel 
industry social media sites.
www.facebook.com/POCruises 

Hurtigruten Arctic Wilderness Adventure Voyage in Greenland
In June next year the Hurtigruten expedition 
ship MS Fram is sailing on an extended voyage
to explore the north-west of Greenland. 
The trip includes new harbours and points 
of disembarkation, allowing guests to view 
impressive ice landscapes, beautiful nature 
and wilderness, take trips to small settlements 
and enjoy encounters with the Inuit and their 
culture.
The two new ‘Arctic Wilderness Adventure’ 
expeditions begin in Kangerlussuaq and set a 
northern course across Disko Bay along the 
west coast of Greenland. 
The northernmost harbour of the tour and 
a new stop on the itinerary is Upernavik on 
Melville Bay. For centuries the settlement 
attracted hunters every spring with its rich 
population of animals and many locals still 
make a living from hunting today. 
A further new stop is Qasigiannguit, a town 
of around 1,300 inhabitants and known as 
‘the pearl of Disko Bay’. The small, colourful 
residences on the bay are worth seeing, along 
with the old colonial buildings and museum. 
The island on the mouth of the Uummannaq 
Fjord is also a new part of the schedule. The 
traditional fishing settlement has around 90 
inhabitants and makes for an unusual photo 
op as fish are hung up to dry next to laundry 
outside many of the houses.

MS Fram also visits Uummannaq, the 
impressive glaciers of Eqip Sermia and the 
ice fjord of Ilulissat, which is a UNESCO 
World Heritage site.

The 11-day ‘Arctic Wilderness Adventure’ 
(26JUN-06JUL14) costs from £5,248pp 
including early booking discount.
The 14-day version (14-27JUN14) costs from 
£5,341 including early booking discount.
Prices include return flights from Copenhagen
to Kangerlussuaq (the departure point), 
transfers and cabin on full board basis (based 
on 2 sharing). 
Both schedules are the same, with the longer 
trip offering more time to discover the
surrounding area of Ilulissat. 
Book before 31OCT13 and receive an 
additional on-board credit of £120pp. 
Contact Discover the World Marketing on 
hurtigruten@discovertheworld.com.au or 
call (09) 623 4293. 

Silversea’s newest expedition ship 
The ultra-luxury cruise operator Silversea is 
gaining an eighth ship. 
The 128-guest Silver Discoverer will sail in 
Micronesia, Melanesia, Polynesia, Russian 
Far East, Southeast Asia, Australia and New 
Zealand from MAR14.
The small ship, formerly the Clipper Odyssey, 
will become part of the Silversea Expedition 
fleet, which already includes Silver Explorer 
and Silver Galapagos. 
The 338ft, 5218gt Silver Discoverer is under-
going a major refurbishment prior to entering 
service on 01MAR14 and will be configured 
with five suite categories. Extensive facilities
onboard include 12 Zodiac boats and a 
glass-bottom boat; swimming pool; gym and 
beauty salon; restaurant and pool grill; lecture 
room and a panoramic lounge.

Guests will benefit from the huge knowledge
and experience of the highly-qualified 
Silversea Expeditions team consisting of 11 
experts, from expedition leaders, divemasters 
and marine biologists to historians, geologists 
and naturalists.  
Silver Discoverer’s 2014 voyages are on sale 
now and include:
The Kimberley – Australia’s Hidden Treasure 
– APR14 – 11 days
Wild Siberia: The Sea of Okhotsk 
– JUN14 – 19 days
The Many Faces of Indonesia 
– MAR14 – 17 days
Micronesia, Melanesia, Polynesia 
– NOV14 – 18 days
For details visit www.silversea.com and 
call 0800 701 427.
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Costa Concordia parbuckle next week
Costa Concordia is provisionally expected to 
be parbuckled next week, vertically rotating 
the wreck in a process expected to take a 

couple of days. Click here to find out all 
about the parbuckling project.

explore4 - on now - ends 15OCT
Your clients’ next Holland America voyage 
will represent incredible value if they tap into 
the line’s new explore4 offers. Book selected 
2014 sailings (and DEC13 Holiday cruises) 
before 15OCT13 and they will receive all 
four offers below:
1. Free Signature Beverage Package or a 
Beverage Card (depending on cruise 
selected)

2. Free specialty restaurant dinner
3. Free or reduced cruise fares for 3rd/4th 
guests
4. 50% reduced deposit.
Click here for the list of sailings, and here 
for the Terms & Conditions.
Contact the Francis Travel Marketing team 
for more information - 09 444 2298 or 
reservations@francistravelmarketing.co.nz

Princes Gate joins Distinction Hotels Group
The Distinction Hotels Group has added the 
Princes Gate Hotel in Rotorua to its line-up.
After 27 years at the helm of the 50-room 
5-star property, Brett and Vlasta Marvelly 

have entrusted Distinction Hotels with the 
management of the historic Princes Gate 
Hotel, effective as of 01OCT13. 

Global prices rise to levels not seen since 2006
The average price of a hotel room around the 
world rose by 2% during the first six months 
of 2013 compared with the same period the 
previous year, according to data from the 
latest Hotels.com® Hotel Price Index™. The 
rise, although relatively small, maintained a 
trend of slowly increasing rates seen since the 
start of 2010, with average prices now close 
to their 2006 levels, before the global financial 
crisis began.
Despite this modest increase in global hotel 
prices, New Zealand travellers spent less in 
half of the international destinations included 
in the HPI. Of the 31 cities included in the 
report, average prices paid were down in 18, 
flat in one and up in 12.
The biggest savings were to be made in 

Apia, Samoa, where prices fell 17% to $139 
a night. Prices were also down in Dubai by 
16% to $194 and in Vancouver, down 11% 
to $190 per night. Despite a 9% increase, the 
cheapest international city for NZ travellers 
was Bangkok at $106 per night. 
New York, traditionally the US destination 
where New Zealand travellers pay the most, 
experienced a 5% drop in average prices 
to $317, although the city still maintained 
its spot as the most expensive city in the 
HPI and the most popular US city for New 
Zealanders. Paris and Venice, popular Europe 
holiday destinations, experienced the biggest
price rises. Hotel rates in Venice were up 
22% to average $261 and Paris prices rose 
16% to $257 per night. 

New Zealand prices dip
Overall, travellers visiting New Zealand paid 
4% less on accommodation, averaging $147 
per night. Franz Josef Glacier experienced 
the largest price fall in the country with 
average hotel rates down 10% to $148, 
however, price movements in most 
destinations were minor.  
Johan Svanstrom, VP and Managing Director, 
Asia Pacific for Hotels.com, said: “Although 
average hotel rates dipped slightly, we expect 
rates to grow in the next six to twelve months 
as strong inbound tourism continues and the 
New Zealand tourism industry seeks to 
capitalise on the growing Chinese market.” 

Major cities all registered healthy increases 
with Queenstown up 8% to $181, Christchurch 
up 7% to $163, Wellington saw a 5% boost 
to $143 and a 3% increase took Auckland 
to $139. Lake Tekapo, which experienced a 
5% increase to an average of $190 per night, 
ranked as New Zealand’s most expensive 
destination.
Napier registered the highest price rise in the 
country with average rates up 11% to $167 
but overall Palmerston North was the most 
affordable destination in the country with 
average rates unchanged from the same 
period last year at $110 per night.

The Langham Auckland has been 
named New Zealand Hotel of the Year 
at the 2013 HM Awards for Hotel and 
Accommodation Excellence.

http://www.theparbucklingproject.com/ 
www.promail.co.nz/link.php?M=276631&N=4937&L=6223&F=H
http://www.hollandamerica.com/explore4?utm_source=MailingList&utm_medium=email&utm_content=kevin%40travelmemo.co.nz&utm_campaign=Copy+of+Thursday%2C+5+September+2013
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Accor wins trifecta at 2013 HM Awards
The Accor Hotel Group has won eight major 
accolades at the 2013 HM Awards for Hotel 
and Accommodation Excellence, including 
Hotel Brand of the Year for Pullman and 
Accommodation Chain of the Year for the 
third consecutive year.
The awards were presented to Accor chief 
operating officer Australia & New Zealand, 
Simon McGrath at Sydney Town Hall last 
Friday night.
In further success for the Pullman brand, 
Pullman Sydney Olympic Park was crowned 
the winner in the Upper-upscale Hotel 
category with general manager Wayne 
Taranto accepting the award. While Pullman 
Auckland general manger, Rob McIntyre, 
proudly took home the gong for New Zealand 
General Manager of the Year. 
The Australian General Manager of the Year 
award was won by Accor’s Michael Sheridan, 
general manager at The Sebel Pier One and 
Harbour Rocks Hotel, Sydney - a member of 
Accor’s boutique MGallery Collection. 
Sofitel Fiji Resort & Spa was awarded Fijian 
Property of the Year, while Mercure 
Melbourne Treasury Gardens received the 
nod for Best Midscale Hotel.

Simon Wanstall, operations manager at 
The Sebel Pier One Sydney, accepting the 
Australian GM award on behalf of Michael 
Sheridan, and  NZ GM of the Year Rob 
McIntyre from Pullman Auckland.

Kauri Cliffs Named #1 Best Hotel in the World 
Respected US news and technology website 
Business Insider has named The Lodge at 
Kauri Cliffs as the #1 Best Hotel in the World 
in its ultimate list.  
To compile this list, Business Insider 
aggregated four notable world hotel rankings: 
Travel+Leisure’s World’s Best Hotel Awards, 
Conde Nast Traveller’s Top 100 Hotels & 
Resorts, Trip Advisor’s Top 25 Hotels in the 
World and the Fodor’s 100 Hotel Awards
www.kauricliffs.com

Blanket Bay Lodge ranked one of world’s best
Luxury hideaway Blanket Bay has been 
named in the top 20 of Australian travel 
magazine International Traveller’s inaugural 
100 Best Hotels and Resorts in the World list.
The Queenstown lodge comes in at 16th 
place in the list of top resorts and hotels from 
around the world, as voted by an elite panel 
of 17 travel experts.

by discerning travel experts, but we’re very 
honoured to be the second property in New 
Zealand on the list,” said Mr Jenkins. 
“We’d like to congratulate Wharekauhau 
Lodge in the Wairarapa for its well-earned 
11th placing.”
The final list was whittled down from 700 
luxury resorts worldwide.

Huka Lodge tops another poll
Huka Lodge has been recognized in the 2013 
Condé Nast Traveller Readers’ Travel Awards 
as the Favourite Overseas Holiday Hotel in 
Australasia and the Pacific. 
Presented at an awards ceremony at the 
British Museum by the respected publication, 
the award was voted for by its huge global 
readership – all passionate about travel and 
beautiful hotels. 
In related news, Huka Lodge has been 
recognised in Andrew Harper’s 2013 Reader 
Survey, showcasing subscribers’ favourite 

hotels and resorts worldwide. The lodge was 
voted No. 5 on this year’s list of top 
International Hideaway.

Heritage Auckland marks World Vegetarian Month 
Heritage Auckland is celebrating World 
Vegetarian Month with a vegan/vegetarian
degustation dinner in Hectors restaurant on 
Saturday 28SEP from 6:30pm. Priced at 
$55pp, it includes a free car park when two 
or more guests dine on the dinner special. 

Beverages are additional. 
Hectors restaurant recently became the first 
New Zealand restaurant to become vegetarian 
accredited by the New Zealand Vegetarian 
Society.
Bookings are essential, call 09-979 7434.

Blanket Bay General Manager 
Philip Jenkins said he was 
“delighted” for the property to 
feature alongside such 
properties as the top hotel in 
the world, the French Riviera’s 
Hotel du Cap-Eden-Roc.
‘Not only do we feature within 
the top 20 of the world’s most 
luxurious properties as voted 
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PEARL’S PEARLER
All easy problems 

have been solved already

Peppers Awaroa Lodge re-opening
Peppers Awaroa Lodge is getting ready for its 
spring/summer season re-opening.
The eco-lodge, with 26 suites and rooms, 
is located in the heart of the Abel Tasman 
National Park, welcomes its first guests on 
27SEP having been closed over the winter 
months.
Now, it’s a hive of pre-guest activity, with 
staff tending to the on-site organic vegetable 
garden, bringing in gas for cooking and 
calling on local producers to help fill the 
shelves and fridges with the highest quality 

produce.
Ensuring a light environmental footprint, 
there is no access to the lodge by car - only 
by foot, sea kayak, water taxi or air - making 
the journey all part of the Peppers Awaroa 
experience.
Special deal - stay for three nights and pay 
for two in a Standard Room, valid for sale 
and travel until 30DEC13. Conditions apply, 
subject to availability. For full terms and 
conditions visit www.peppers.com.au.

INDUSTRY
TripAdvisor: 40% of Kiwis plan to spend more on travel in 2014
TripAdvisor®, the world’s largest travel site, 
has announced the results of the world’s 
largest accommodation and travellers’ survey 
– the TripBarometer by TripAdvisor.
“Despite global economic uncertainty, taking 
a holiday remains a priority. One-third of 
New Zealanders are planning to boost their 
travel spend in 2014, and 9 in 10 are willing 
to make sacrifices to make memories,” said 
Julio Bruno, Global VP of Sales, TripAdvisor 
for Business.
The TripBarometer by TripAdvisor reveals 
the leading travel and hospitality industry 
trends, according to over 19,000 travellers
and over 10,000 accommodation business
owners worldwide. TripAdvisor conducts 
this study amongst its users twice a year, and 
the results are analysed independently by 
research firm Edelman Berland. 
Key Findings:
•         40% of Kiwis plan on increasing their 
travel spend in 2014, 33% plan to spend the 
same, but 27% plan to spend less
•         90% of New Zealanders are willing to 
make sacrifices for a holiday 
•         The top three activities they are willing 
to sacrifice include nights out (62%); meals 
out (57%); clothes, etc. (45%)
•         73% of New Zealand’s hoteliers are 
optimistic about profitability in 2014 vs 67% 
globally
•         Travellers worldwide plan to travel 
domestically in 2014, but are planning to 
spread their wings and travel more 
internationally in 2015 
•         New Zealanders are an exception – 
they plan to travel most regionally in 2015. 

34% of them claim their dream vacation is 
in Europe. However, in the next two years, 
their most favoured destination is Australasia 
(31%), followed by Europe (22%).
For the New Zealand infographic and global 
findings click here.

Hertz Global Sale final days - 
up to 33% off 
The Hertz Global Sale, which ends on 
Sunday, gives customers up to 33% discount 
on bookings made by 15SEP13 for cars 
reserved and collected between now and 
31MAR14, excluding short term, blackout 
periods. Savings will be applied when 
booking online at www.hertz.co.nz or by 
phone, quoting the code ‘CDP 778700’. 
Discounts on international car rentals across 
participating countries in Europe and the 
Middle East are up to 33% depending on the 
location, and those in participating countries 
in the Americas and Asia Pacific is 20%.  All 
discounts are subject to availability and terms 
and conditions.

http://www.tripadvisor.com/TripAdvisorInsights/tripbarometer-nz 

