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T O  B E  L I K E  I C A R U S
The beginnings of aviation are shrouded in a romantic haze of Icarus-like 
achievements, and at the same time spectacular failures and catastrophes.

In 1938, on the fledgling Imperial Airways, it took four long days in a 
Short Empire flying boat from Southampton to South Africa, with 24 stops 
en route in France, Italy, Greece, Egypt, Sudan, Uganda, Kenya, Tanganyika 
and Portuguese East Africa. Passengers had to endure airsickness, technical 
failures, empty fuel tanks and even crash landings. Fatal accidents occurred 
with startling regularity. In its 15 years of operation, Imperial Airways suffered 
20 of them, including two ditchings in the English Channel, a sinking off the 
coast of northern Italy, a collision with a radio mast in Flanders and a crash in 
Belgium following an in-flight fire.

The trials and tribulations of early air travel are the subject of a new illustra-
ted book, Taking to the Air. The author, Lily Ford, pinpoints the catalysts that 
spurred us upwards: the first nonstop flight across the Atlantic by Captains Al-
cock and Brown in a Vickers Vimy bomber; the British government’s flogging 
of excess First World War RAF aircraft, for “£5 a plane at Hendon, cheaper by 
half than the mechanic’s charge for its certificate of airworthiness”; and the 
solo transatlantic crossing from New York to Paris by Charles Lindbergh, who 
“for a few months… became the most famous man in the world”.

To find out more, read our article with several excerpts from this fascinating 
book on the beginnings of passenger aviation. Enjoy your reading.

M A R Z E N A  M R Ó Z
E D I T O R - I N - C H I E F
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CERTINA
NEW GENT MOON PHASE
The DS-8 Moon Phase from Certina com-
bines the classic moon phase display with a 
clear, contemporary design. It is presented 
in a 41 mm satin brushed/ polished stain-
less steel case. The silver coloured dial 
with sunray finish forms the bac-
kdrop for the moon phase display 
at 6 o’clock: a shimmering moon 
follows its path across a dark 
blue starry night sky. Its golden 
brilliance is taken up by rose gold 
coloured hands and indexes, easily 
readable in the dark – or when the 
moon is new – thanks to a coating of 
SuperLumiNova. An anti-reflective sap-
phire crystal and a brown leather strap with 
crocodile imprint round off the ensemble. 
Alternative versions of the model are also 
available.
The watch is exceptionally accurate thanks 
to its state-of-the-art Precidrive™ move-
ment, which ensures performance as precise 
as it is reliable. COSC, the independent 
Swiss chronometer testing institute, con-
firms both qualities with a certificate. Price: 
from PLN 1940; certina.pl 

KEUKENHOF
This famous Dutch garden stretching 
between Leiden and Haarlem, in spring 
turns into a real paradise on earth. 
Each spring, 32 acres of the garden 
are filled with over  million flowers - 
tulips, hyacinths, daffodils and jonquils. 
No wonder then that the place is one 
of the most fre uently visited and pho-
tographed spots in the world.
If you decide to pay a visit to Keuken-
hof between mid- arch to mid- ay, 
you will certainly notice colourful fields 
of red, blue and yellow on your way 
there. The main actors in this sym-
phony of colours are tulips, muscari 
and daffodils, blending into a sea of 
flowers, or sort of a flowery carpet. Ke-
ukenhof is a uni ue garden. It presents 
the world's largest collection of bulbo-
us plants, gathered in one place. This 
is probably the most popular attraction 
of the Netherlands and Europe. So far, 
the garden has been visited by more 
than 60 million tourists.

CARNIVAL  
IN BASEL
Every year this uni ue festival changes the 
face of the city for whole three days. Resi-
dents of Basel prepare for this event thro-
ughout the year and when it finally comes, 
they hold colourful processions with lanterns, 
put on wonderful masks, attend numerous 
concerts and throw colourful confetti into the 
air. No words can describe the atmosphere 
there - you simply need to experience it first 
hand  The uni ue nature of the event has 
been recognized by UNESCO. Fasnacht, or 
the carnival held in the Swiss part of Basel, 
has been officially put on the list of Intangible 
Cultural Heritage.
This year Basel Fasnacht begins first thing in the 
morning on onday, arch 11th and will last 
until Wednesday, arch 13th. nce the first 
parades kick off, the city starts teeming with 
life around the clock. People give each other 
fruits and flowers. Its a real carnival of joy
The tradition of celebrating the last days of 
carnival before fast begins has been present 
in Europe for centuries and dates back to the 
Celtic times.

In 2018 alone, the truly atmospheric and magical 
capital of the Czech Republic was visited by 7.9 million 
tourists.
Prague, a city with a hundred towers, is one of the 
most picturesque and at the same time most popular 
European tourist cities. There are many reasons to go to 
Prague, including the opportunity to see its 12 bridges 
over the Vltava River, the Golden Lane, thousands of 
historic buildings and other unusual architecture being 
a reminder of more than a thousand years of history of 
the city. Not to mention the country’s culinary specia-
lities, such as knedel (dumplings) and fried duck.

The Gothic Charles Bridge is one of the 
most recognizable symbol of Prague. 
Suspended on the Vltava River, it connects 
the Old Town with the district of Mala 
Strana. The Old Town of Prague is mainly 
about the churches of St. Nicholas, St. Ja-
mes and the Blessed Virgin Mary, as well as 
the Old Town Hall with the famous 15th 
century Orloj Astronomical Clock. Staré 

Město is a historic district of Prague, which 
for centuries has been the cultural and 
commercial centre of the Czech capital.
 The Old Town lies in the middle of the 
Jewish quarter called Josefov.
 No wonder that the number of tourists 
visiting Prague is increasing every year. 
Nearly 7.9 million visitors arrived in the 
Czech capital in 2018, 3 percent more than 

in 2017. Overall, last year tourists spent a 
total of 18.5 million nights in Prague, 
1.1 percent more than in 2017.    Most 
tourists came from Germany (912 649), 
the US (483 595), the UK (427 898), 
Russia (384 388), Italy (332 461), China 
(326 669), Slovakia (296 998) and South 
Korea (296 014). Polish tourists ranked 
ninth (232 129).

The beautiful and 
magical capital  

of the Czech Republic
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LOT Polish Airlines will launch a new seasons 
service to Greece. From 9 June 2019 the B737 
MAX and B737-800 NG aircraft will operate 
flights between Warsaw and Corfu once a week. 
This is a very good news for lovers of Greek culture 
and the type of leisure offered by the Mediterrane-
an Sea.

From 9 June to 15 September 2019, LOT will 
operate a flight from Warsaw onto the green island 
every Sunday. The state-of-the-art B737 will take 
off from Warsaw at 8.15 am and land on Corfu at 
11.40 am. On the return flight passengers will fly 
at 12.40 and land at 2.00 pm at Chopin Airport in 
Warsaw.

According to ULC data, in 2017 Greece became 
the most popular holiday destination for Poles. Lo-
cated on the coast of the Ionian Sea, the beautiful 
and sunny island of Corfu is for one of the most 
popular destinations also in Greece. The island 
offers beautiful beaches, azure water and healthy 
Mediterranean cuisine. A large part of the area is 
lined with citrus trees, olive groves and vineyards, 
which is why it’s also considered to be the greenest 
island in the country.

Today, passengers flying with LOT Polish Airli-
nes can take advantage of numerous connections 

to popular holiday destinations, such as Tel Aviv, 
Barcelona, Larnaca, Dubrovnik, Zadar, Pulia and 
Split. Recently, LOT has also announced another 
seasonal holiday flight from Warsaw to Varna.

The Corfu service will be operated by Boeing 
737 aircraft, primarily its MAX 8 version, but at 
times also the 800 NG version with 186 seats in 
three classes of travel: Business, Premium Economy 
and Economy; lot.com

RADISSON  
HOTEL GROUP
One of the world's largest hotel 
groups has announced it plans to 
introduce its Radisson Collection 
brand to Poland. The building of 
Radisson Collection Hotel Warsaw 
is undergoing a thorough trans-
formation and soon, following its 
relaunch in ay 2019, it will be ad-
ded to the group's portfolio of pre-
mium lifestyle properties. A lot of 
capital has been invested in the mo-
dernization and rebranding of the 
existing Radisson Blu hotel. With 
its new interior design and profes-
sional service, Radisson Collection 
Hotel Warsaw will offer guests the 
highest level of experience.

K APRUN. REACTIVATION
Known for years as a real mecca for Polish skiers, the Austrian town of Kabrun 
has launched the largest investment in its history. Work on connecting the 
Maiskogel resort situated above Kaprun and the Langwied through station 
began a year ago. The construction is divided into two stages. The first one, 
which was completed last December, involved construction of a fast Maisko-
gelbahn gondola lift with 10-person gondolas (768-1570m), reaching the 
top of Maiskogel mountain.  The Kaprun Centre, intended to become the 
ski centre for the whole area, is now being constructed at the lower station of 
Maiskogelbahn. There will be cash desks, rental shops and equipment service. 
The second section - the Maiskogelbahn connection to the through station 
on the Langwied Glacier, where skier will be able to change to GletscherJet2 
and reach the peak - will be launched this December. It will be operated by a 
three-cable (windproof) 32-gondola railway, moving at a speed of 8 m/s, and 
covering the distance of 4 kilometres in just 9 minutes.

www.royalcaribbeancruises.pl 
ul. Świętokrzyska 36, 00-116 Warszawa 

info@rccl.pl, tel. 004822 455 38 48

028-032_Durban_popr.indd   33 26.04.2015   14:36
Bez nazwy-10   1 11.03.2016   15:15

040-046 rzeki azji_popr.indd   47 26.10.2016   12:24

www.royalcaribbeancruises.pl
ul. Tamka 16, lok. 4, 00-349 Warszawa 

info@rccl.pl, tel.: 00 22 455 38 48

040-045_Bangkok_popr.indd   45 27.04.2017   18:25

ZWIEDZAJ ŚWIAT WYGODNIE

REKLAMA ROYAL.indd   2 14.11.2018   13:17

With LOT  
to Korfu!

PRESS 
A

TERIA
LS, F

T
LIA



M A R C H   2 0 1 9b u s i n e s s t r a v e l l e r . p lM A R C H   2 0 1 9 b u s i n e s s t r a v e l l e r . p l

K I E R U N K IK I E R U N K I

W O R D S  G R A H A M  B O Y N T O N

1 0 1 1

SOUND  
OF SUCCESS



1 2

M A R C H   2 0 1 9b u s i n e s s t r a v e l l e r . p lM A R C H   2 0 1 9 b u s i n e s s t r a v e l l e r . p l

C O V E R  S T O R Y

→

1 3

ou can’t talk about 
cosmopolitan Na-
shville – the centre of 
Southern haute cuisi-
ne and the engine 
room of Tennessee’s 
healthcare and high-

-tech businesses – without considering 
country music.

As much as the movers and shakers 
of modern Nashville try to tell you 
that this attractive, diverse city is so 
much more than the musical genre for 
which it is internationally famous, the 
roots of country run so deep that they 
are both the foundation and the living 
exemplar of everything that is good 
about this city.

How the city’s money-making mu-
sic machine arrived at this place was 

ft and the country-pop 
modernists of today. 

The difference between 
the early days and now, 

according to McCall, is that 
it is no longer a down-home, 

folksy Southern cottage industry. 
Today this is big business. 
“Back then, people like George [Jo-

nes] and Tammy [Wynette] toured in 
buses with their names painted on the 
side,” he said. “They came from poor 
stock and were very grounded. Now, 
country stars grow up in the suburbs 
with cable TV and travel to concerts in 
their own private jets.”

It was McCall’s tour through the 
wonderful displays in the Hall of 
ame that gave me my first basic les-

son on the rise and rise of Nashville. 

explained to me one morning at the 
Country Music Hall of Fame by Mi-
chael McCall, writer and editor for the 
Country Music Foundation.

The museum, an essential port of 
call for any first-time visitor, traces 
country music chronologically, so 
you start with the growth of the ra-
dio stations in the 1920s and move 
on to the advent of the mass-produ-
ced motor car, which allowed artists 
to tour the South with live shows. 
Then to the movie-star singing 
cowboys of the 1940s and on and 
on through the ’50s with Louvin 
Brothers and Hank Williams, the 
’60s with George Jones, Merle Hag-
gard, Dolly Parton, then to the big 
stadium country rockers of the no-
ughties, and through to Taylor Swi-

Those impecunious country folk of 
the ’50s and ’60s suddenly found un-
told wealth and went out and spent 
like crazy before they developed any-
thing like good taste. 

Thus, the array of rhinestone-
covered Nudie suits and luminous 
spangly dresses, and if you were lo-
oking for the best/worst examples of 
barking mad Southern consumerism 
then look no further than two co-
nvertibles sitting nose-to-tail on the 
second floor  lvis s garish Cadillac 
featuring  crushed diamonds in the 
paintwork, and, even more osten-
tatiously, Webb Pierce’s Bonneville 
complete with pistols for door han-
dles, a silver-dollar encrusted saddle 
separating the two seats and gigantic 
bull horns adorning the front bum-

per. These days, we associate that 
kind of bling with hip-hop stars. 

BOOM TOWN
The city is set in a low-lying basin be-
side the Cumberland River. The centre 
is a collection of skyscrapers gathered 
around the AT&T Building, aka the 
Batman Building, so-called for reasons 
that are obvious as soon as you see it. 
Spreading out from the centre are lo-
w-rise suburbs of which some, like 
Music  ow, where many of Nashville s 
prolific songwriters ply their craft, are 
tree-lined and with turn-of-the-20th-
century houses. A short drive beyond 
the centre are the rolling Tennessee 
Hills, bucolic countryside that could 
be the America of Norman Rockwell 
paintings.

Nashville has 
come a long way 
since country music 
catapulted it on to the 
world stage. Today, its image is 
that of a Southern renaissance city, with 
healthcare by far the number one reve-
nue producer – more than 500 compa-
nies earn a global revenue of more than 
US$40 billion annually. Tourism, which 
includes a steady growth in the busi-
ness and convention sectors, brings in 
14.5 million visitors a year, earning the  
city US$6.5 billion annually, while the 
music industry earns just under US$6 
billion.

Tied to all of these industries is tech-
nology, with tech-based start-ups a ma-
jor growth area – the city is ranked 13th 
out of 25 rising US tech hubs, according 

MUSIC MUSTS
Live music, mainly country-oriented but not exclusively, 

plays 24/7 in Nashville. The Lower Broadway honky tonks 
are in the centre of the touristy downtown area and are an 
essential stop. This is where the music hopefuls play for tips; 
the standards are largely outstanding.

Nearby is the mother church of country, the Ryman 
Auditorium, home of the Grand Ole Opry until 1974. It still 
hosts Opry events several times a week as well as welcoming 
everyone from blues group the Tedeschi Trucks Band to Noel 
Gallagher’s High Flying Birds. A little further out of the cen-
tre is the legendary Bluebird Café, where songwriters play in 
the round.

If you’re here on a Monday night, visit 3rd and Lindsley, 
where the Time Jumpers play. A collective of Nashville’s top 
veteran session players, they include country star Vince Gill 
(infrequently now as he tours with the Eagles) and the bril-
liant steel guitar virtuoso Paul Franklin. This is pure Western 
swing, or cowboy jazz as the band members describe it; 
genteel, lilting, melodic.

Then there are the excellent museums. As well as the 
Country Music Hall of Fame, there are the Johnny Cash and 
Patsy Cline museums side-by-side, and RCA Studio B, where 
Elvis, the Everly Brothers and Roy Orbison recorded. 

Don’t miss the city’s two great music shops, 
Grimey’s and Third Man Records. The latter, 
owned by Detroit migrant and music 
superstar Jack White, is now much more 
than a record store, more a sprawling 
creative Aladdin’s Cave that features, 
among other things, the world’s only 
live music venue with direct-to-aceta-
te recording capabilities.

Nashville has come 
a long way since 
country music 
catapulted it on to 
the world stage.
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to the US Chamber of Commerce. Na-
shville has the fourth-strongest eco-
nomy in the US and the lowest rate 
of unemployment, while Forbes polls 
have rated it the fifth best place for bu-
siness and careers and the fourth best 
city for white-collar jobs. Basically, it’s 
a boom town.

The boom has seen a wave of mi-
grants from more crowded, less user-
-friendly US cities, running at more 
than 100 arrivals a day for many years. 
Only this year has that number pla-
teaued and the population appears to 
have stabilised at just under two mil-
lion – which is double the population 
in 1990. And its reputation for being 
friendly, manageable, well run and well 
groomed – it consistently tops “favouri-
te city  polls  has also led to an influ  
of big stars buying ho-
mes in the city, including 
Nicole idman, d She-
eran and Johnny Depp.

SOUTHERN 
HOSPITALITY 
That UK travellers, 
both business and leisu-
re, have embraced the 
Tennessee state capital 
is evidenced by the success of British 
Airways’ direct B787 Dreamliner servi-
ces from London. Launched 
in May last year as a five 
times-weekly service, the 
route is to go daily at the 
end of next month, adding 
a First class cabin to the mix.

Simon Brooks, BA’s se-
nior vice-president of sales for North 
America, says: “London-Nashville is 
the quickest new route that we’ve mo-
ved to a daily service in the past ten 
years. Its success is largely down to the 
fact that for more than two decades bu-
siness and leisure travellers in the city 
didn t have a direct flight to urope. 
It’s certainly a city on the rise and a 
great part of the success of this flight 
is down to the revived convenience and 
efficiency for travellers. oing daily 
will further support this.”

With the boom has also come a 
transformation from small city with too 
few hotel rooms and plain Southern re-
staurants serving high-cholesterol food 

The roots of 
country are both the 
foundation and the 
living exemplar of 
everything that is  
good about Nashville.

to a modern metropolis that is a foodie 
capital with rooms to spare. Over the 
past five years, more than 5,000 new 
hotel rooms have opened in the city 
centre and, according to Butch Spy-
ridon, president and chief executive of 
the Nashville Convention and Visitors 
Corporation, another 5,000 are under 
construction, representing the largest 
growth anywhere in the urban US. 

“In 2004 we launched a strategic 
plan that focused on big events, a new 
convention centre and building a true, 
authentic music brand, and it is the 
development of these three things that 
has contributed greatly to the city’s 
success,” he says.

Hotels available to the visiting bu-
siness traveller range from trendy bo-
utique boltholes (Thomson Nashville 

in the Gulch area, the new Fairlane ho-
tel, the high-fashion 21c Museum hotel, 
and the retro-cool Noelle) to large, clas-
sic city hotels (the 533-room JW Mar-
riott Nashville, which opened in July 
last year, and the 376-room Westin) and 
historic properties that reflect the Old 
South (the Hermitage, which opened 
in 1910). A 334-room W hotel is due 
to open in 2020, also in the Gulch, a 
former industrial area that is now one of 
the cool epicentres of the city.

Because the city is small and largely 
walkable, all of these properties are 
within easy reach of its business hubs, 
the Convention Centre and most musi-
cal venues. The Ryman, the Station Inn 
and the Printers Alley clubs are walking 
distance, while 3rd and Lindsley and 
the Bluebird Café (see panel, page 33) 

The city is relatively 
small and largely 
walkable.

Over the past 
decade, Nashville 
has drawn in chefs 
from all over the 
country.

ALSO TRY…
You could easily spend a week or more simply eating and drinking in 
Nashville, although your waistline may not thank you. Here are some 
places to check out.

Adele’s
Named for chef onathan Waxman’s late mother, this rustic yet chic 
restaurant serves seasonal American dishes, many cooked in the wo-
od-fired oven or over the grill in the open kitchen. 

adelesnashville.com
Emmy Squared 
A small chain serving etroit-style pi a rectangular and thick-based  
that gets rave reviews from guests. The Colony (pepperoni, pickled 
jalapenos and honey  is a firm favourite. 
emmysquared.com

The 404 Kitchen European cuisine gets a modern spin at this restau-
rant, with high-class yet comforting results. Demand saw it relocate 
here from a shipping container thanks to the growing reputation of 
chef Matt Bolus.the404nashville.com

Gertie’s Bar 
Can’t get a table at the 404 Kitchen Then its bar is worth the pil-
grimage instead. ne of Nashville’s finest bourbon collections meets 
craft cocktails with a menu of crowd-pleasing food completing the 
package.  
gertiesnashville.com

are short Uber rides away. In little big 
town, everything is easily accessible. 

CULINARY REBIRTH
A significant change in the city s culi-
nary landscape has accompanied the 
boom, with trendy international re-
staurants and cutting-edge cocktail 
bars opening every week. It used to be 
that “meat and three” (three vegetable 
side dishes, one of which is macaroni 
cheese, considered a vegetable in the 
South) and fried chicken were the food 
staples. Now it’s octopus and shrimp 
bruschetta and charcuterie salads. New 
restaurants such as Husk Nashville, 

enrietta ed, Caf  o e, tch and 
astion are as good as you ll find in LA 

or New York.
Over the past decade, the city has 

drawn in chefs from all over the coun-
try, one of the most prolific and cre-
ative being Josh Habiger, who arrived 
from Minnesota in 2009 as culinary 
director of local entrepreneurs Ben and 
Max Goldberg’s Strategic Hospitality 
company. A former estagier at Heston 
Blumenthal’s Fat Duck, he opened the →
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Patterson House that same year, the 
Catbird Seat in 2011, Pinewood Social 
in 2013 and Bastion in 2016, all hugely 
successful restaurants and bars patro-
nised by the cool Nashville crowd and 
in-the-know visitors. 

“Pinewood is a bowling alley, a coffee 
shop, a restaurant, a coffee shop,” Ha-
biger says. “There are people on their 
laptops at the bar. This is a place to 
hang out.” I should add that the Pat-
terson House, a wonderfully decadent 
speakeasy, serves some of the best, and 
most imaginatively named, cocktails 
I’ve ever had, all based on pre-Prohi-
bition recipes. Locals reassure me that 
it is over such cocktails that many Na-
shville business deals are concluded.

That said, however much you are 
encouraged to embrace modern Na-
shville, you may also wish to tip your 
hat at the Old South and dine either 
at Hattie B’s Hot Chicken or Arnold’s 
Country Kitchen. At Hattie B’s I took 
the plunge and ordered one of the fa-
mously scorching “Shut the Cluck Up” 
mega-hot chicken dishes. It was served 
as advertised, leaving my eyes watering 
for the rest of the day. 

At Arnold’s, you sit at a long formica 

table alongside truc-
kers, construction wor-

kers, lawyers, city gents 
and country music stars. 

It is an institution – all red 
leather banquettes, concrete 

floor, and walls crammed with 
pictures of country music stars who 

have been customers – where you eat 
the aforementioned meat and three in 
an unprepossessing yet atmospheric 
room. This is authentic Nashville and 
however international the city beco-
mes, you get the sense that places like 
these will always have an audience.

THAT’S THE SPIRIT
In fact, appreciation of authenticity 
is not only a Nashville staple but also 
a successful commercial platform. 

Take the Tennessee whiskey trade, 
one of the state’s top ten export 
businesses. The annual US market 
for bourbon and Tennessee whiskey 
amounts to around US$2.5 billion 
a year and Tennessee exports US$1 
billion of this traditional Southern 
nectar a year. While Jack Daniel’s 
and George Dickel, both located a 
short drive from downtown in Lyn-
chburg and Cascade Hollow, are the 
major producers, there are a number 
of smaller local producers that now 
form part of the Tennessee Whiskey 
Trail, a 25-stop distillery tour across 
the state.

The most accessible of these, and the 
one with the best storyline, is Nelson’s 
Green Brier Distillery, located in the 
heart of downtown Nashville. In 2006, 

brothers Charlie and Andy Nelson 
were on holiday from university when 
their father took them to Green Brier, 
a small town 20 miles out of the city, 
to pick up some barbecue beef. There 
they spotted an historic marker that 
read “Nelson’s Green Brier Distillery 
one mile east”.

“The marker said that a man na-
med Charles Nelson had opened 
this distillery in 1870,” Charlie re-
calls. “I was a little mystified to see 
my name on an historic marker, so 
we asked Chuck the butcher if he 
had ever heard of him. Chuck direc-
ted us to a barrel warehouse across 
the street.”

There the boys discovered that the-
ir great-great-great grandfather had 
been one of the first legitimate pro-

ducers of Tennessee whiskey. He had 
been forced to close down in 1909 
because of Prohibition and, while the 
brothers had heard vague stories of 
a distiller in the family’s past, they 
had always assumed that, like most 
Tennesseans at the time, the relati-
ves were just making moonshine.  “It 
was like being struck by lightning,” 
Charlie says. “It was one of the only 
moments of clarity in my life.”

The brothers spent hours in the Hi-
storical Society of Green Brier, poring 
over archive newspaper articles  and 
adverts, and found the original reci-
pes for their ancestor’s whiskey. At 
that point they decided to dedica-
te themselves to re-establishing the 
small-batch distillery that put Ten-
nessee whiskey on the map a century 

Nashville is 
widely believed 
to be the most 
collaboratively 
creative city in 
the US.

Tennessee whiskey 
trade is one of the 
state’s top ten export 
businesses.

before. n 01  their first elle Me-
ade Bourbon hit the market and two 
years later they opened their distillery 
to tourists. They now  produce nine 
different variations of whiskey. 

So, what’s the secret of Nashvil-
le’s peculiar Southern charm, which 
seems to combine the entrepreneu-
rial  eal of the big S cities with the 
friendliness and unembarrassed em-
brace of the past you find in small-
-town America? The hit songwriter 
Barry Dean, who moved here from 

ansas 15 years ago,  told me re-
cently that as far as he was concer-
ned, Nashville was simply the most 
“collaboratively creative city in the 
US… and that works for all of us 
here, whatever business we are in”. 
I’ll take that.
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ket was predicted to outpace that of the 
US, which was forecast to grow slightly 
below the global average over the next 
five years. 

Wouter Geerts, a travel consultant 
at Euromonitor in London, sees the po-
tential for increased regionalisation of 
Asian travel. e argues that deprecia-
tion of the renminbi, a consequence of 
the trade dispute, will result in an in-
crease in travel demand from neighbo-
uring countries. About 80 per cent of all 

international trips in Asia-Pacific stem 
from within the region, and “it is likely 
that this will increase if relations with 
the S worsen , he says.

According to Jeff Ruffolo, writer of 
China s 0  Olympic bid and senior 
expert in international relations with 
China Southern Power Grid, US tariffs 
won’t be enough to disrupt the existing 
dynamics of Chinese business travel. f 
anything, he argues, Chinese business 
trips to the US are likely to increase as 
salespeople, less able to compete on pri-
ce, will hit the road more often. The 
Chinese are not going to sit back and 
wait for the impact of tariffs,  he says. 
The owners realise they have to do 

a much better job in sales – and they 
will.  

Ruffolo is bullish about the Chinese 
economy as a whole and is unimpres-
sed by TS Lombard s prediction of new 
trading blocs. This, he says, reflects a 
Western mindset… the mindset of so-
meone who has not been here and who 
does not understand what is going on .

Yet a Western perspective is not ne-
cessarily inaccurate when hard data 
is available. The TA cautions that 
trade wars are the biggest single thre-
at to the global business travel market, 
and calculates that 0 per cent of the 
variability of global business travel 
spend is accounted for by world trade 
volumes. The 018 China usiness 
Travel Survey, produced in October 
by American press lobal usiness 
Travel and China nternational Travel 
Service C TS , found that making bu-

$129
BILLION

Increased annual travel  
spend by 2022

62%
of Chinese businesses say cost savings 

are their overriding priority

45% 
of business travel managers have limited 

knowledge on implementing travel 
programmes

9%
Year-on-year decrease in Chinese 

bookings to the US

16,000 
Number of staff sent by Nu Skin China 

on a UAE incentive trip in 2014

CHINESE BUSINESS 
TRAVEL 

IN NUMBERS

China’s business travel 
market is growing fast 
– whatever the impact 

Trump’s trade tariffs 
may have

 H ow will US president 
onald Trump s ta-

riffs on Chinese pro-
ducts affect the Chi-
nese business travel 
market? According 
to economic research 

consultancy TS Lombard, the effect of 
greater global protectionism is likely to 
be that the world reconfigures into re-
gional trading blocs, with an Asian bloc 
centred on China. 

W O R D S  D A V I D  W H I T E H O U S E

GROWTH INDUSTRY
There s a lot riding on predicting whe-
re the Chinese business traveller will 
be going. The lobal usiness Travel 
Association TA  argued in August 
last year that despite the slowdown in 
China’s economy, the Chinese business 
travel market would be the world s fi-
fth fastest-growing market over the 
ne t five years, generating an additio-
nal S 1  billion in annual business 
travel spend by 0 . The Chinese mar-

Trump s hopes for the reshoring  
of manufacturing to the US are un-
likely to be realised, TS Lombard 
says. China has the prerequisites  
to make an Asian-based trading  
bloc work without the US: a  
large domestic market, politi-
cal support for open markets and 
manufacturing e pertise. Could  
that in turn mean the regionalisation 
of Chinese business travel as doors  
in the US close?

FO
TO

LIA

ENTER
DRAGON

THE
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siness travel cost savings had become 
the overriding priority of Chinese busi-
nesses, cited by 62 per cent of compa-
nies. Costs displaced safety and security, 
which was the top priority in 01 . 

The survey also found that  
45 per cent of Chinese business travel 
managers had limited knowledge abo-
ut how to implement travel program-
mes. Chinese managers lack informa-
tion on whether and when high-speed 
rail is faster than flying, international 
visas, safety and security, and how to 
achieve cost savings – that suggests 
a big opportunity in a business travel 
market in which a clear leader has  
yet to emerge. 

Taking that opportunity will 
mean understanding the diversi-
ty of the destinations for Chinese 
business travel. Sienna Parulis-Co-
ok, communications manager at  

ragon Trail nteractive, a digital 
marketing agency in London that 
helps overseas destinations to attract 
Chinese visitors, believes that the  

would naturally look outside the US 
when organising such trips for the futu-
re,” she says, pointing to the obstacles 
faced by companies such as uawei in 
entering S markets. 

f it seems that Chinese firms will 
find it harder to do business in the 
US, business travel will appear as a 
dangerous investment , she argues. 
There are many other markets outsi-

de of the US that could be cultivated 
instead  for e ample, ndia or ussia, 
where sales of Chinese smartphones are 
booming.  

BROADENING HORIZONS
usiness travel could even prove to 

be a retaliatory weapon for the Chine-
se, argues David Armstrong, a China 
specialist and emeritus professor at the 

niversity of eter. China has very 
clearly indicated that this could be a 
weapon in the trade war , he says. or 
e ample, in July the lobal Times said 
that Chinese people were increasingly 
reluctant  to visit the S.  f trade be-

tween the two countries falls as a result 
of the tariffs, Armstrong argues, this 
would significantly and inevitably af-
fect business travel both ways . 

Trump is especially sensitive to the 
notion that China has been stealing US 
technology, and high-tech sectors mi-
ght be particularly affected, Armstrong 
says. There is no doubt in his mind that 
Chinese business travellers will broaden 
their hori ons. China s grand plan to 
connect Asia, Africa and urope, The 

elt and oad  initiative announced in 
01 , combines overland corridors and 

maritime shipping lanes. The pro ect is 
e pected to cost more than 0 bil-
lion and entails Chinese construction 
pro ects across the three continents. f 
it works, Armstrong says, the plan will 
“lead to a major increase in business 
travel to numerous other, more welco-
ming, countries . Parulis-Cook believes 
those countries will be found in South 
East Asia, Eastern Europe, the Middle 

ast and Oceania, as well as in ndia 
and ussia. 

Parulis-Cook says that while busi-
ness travel to the US may well decli-
ne, there’s no prospect of it becoming 
more regionalised. ut how long will 
the trade war continue  awkish e-
publican stances on China have been 
warmly received across the US political 
spectrum. Armstrong sees no prospect 
in the short term of any significant clim-
bdown from ei ing, meaning the trade 
war will continue. ut further forward, 
he does not believe that the trade war 
can be indefinitely sustained, regardless 
of Trump s fate. 

The damage it will inflict on both 
sides and the rest of the world  will 
become increasingly apparent, put-
ting pressure on both sides to reach 
an agreement,  he argues. f Trump 
wins a second term, “he would almost 
certainly have to work out ways of re-
storing the world business markets to 
where they were in 018 . That looks 
an impossible task given the range 
of alternative business travel 
destinations that China is  
already embracing.

US-China trade war has already affec-
ted Chinese travel to the S. She points 
to orward eys July data showing a  
per cent year-on-year decrease in Chi-
nese bookings to the US, and the US 
falling from fifth to tenth place as a de-
stination for October holiday tourism 
from China. roup tourism has been 
much harder hit than individual leisure 
travellers, who are much less sensitive 
to political issues, she points out. 

P a r u l i s - C o o k 
expects that Chinese 
companies will reduce 
incentive travel to the 
US and focus on other 
destinations instead. 
Chinese incentive gro-
ups can be very large 
– the annual incentive 
trip for Nu Skin Chi-
na sent 1 ,000 staff 
to the A  in 014. 

“With shaky business 
and political relation-

ships, Chinese companies 

If anything, Chinese 
business trips to 
the US are likely to 
increase as salespeople, 
less able to compete on 
price, will hit the road 
more often
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As the first biometric terminal launches in Atlanta, we examine the impact that 
the technology will have on air travel

 B iometric authentication – matching so-
meone’s unique physical traits against a 
database to confirm they are who they say 
they are – has excited the imagination for 
decades. Back in 1971, the James Bond of 

iamonds are orever outwitted an adver-
sary using a fake fingerprint. irk used a 

voice-recognition system to blow up the SS nterpri-
se. And the Mission: Impossible team have disproved the 
franchise’s title time and time again by bypassing biome-
tric passwords including iris, facial and gait recognition.

On a bright November morning at Atlanta s artsfield-
-Jackson airport, the technology s real-world adoption is 
looking somewhat less dramatic. Tired-looking passen-
gers form a queue about a hundred deep into Terminal 
, shuffling forward to board a 15-hour flight to Seoul 
ncheon. There is little to indicate that they are among 

the first users of the first ever biometric terminal  in the 
S, save for the small camera right before the airbridge 

that is approving passengers ust a few seconds faster than 
a human agent would.

ut there is no doubt that what is happening is a huge 
step towards the airport e perience of the future. The 
passengers were able to use face recognition technology 
to check in for the flight, drop off their luggage, pass 
through security, and now to board the aircraft. S Cu-
stoms and order Protection C P  obtained the image 
they were matched against through visa applications, a 
submission of their passport details online, or through a 
self-service passport scan when they arrived at the airport.

Delta Air Lines led the push for this end-to-end bio-
metric terminal at its Atlanta hub, working with C P 
for several years and pumping millions into the project. 

iometric departures are now available to all passengers 
at Terminal . The technology promises a future where 
passengers breeze through airports, proving their identity 

by glancing at cameras rather than rifling through their 
bags for documents three or four times. It is also likely to 
change entirely the way we view passwords, security and 
personal data.

BYE BYE, BOARDING PASS
No passenger can get from ta i to plane with their face 
alone ust yet. At artsfield-Jackson, for e ample, while 
all of the identity verification can be done through face 
recognition, you ll need a passport when you arrive in 
another country, so airline staff check you have one with 
you at boarding. A digital or physical boarding pass will 
also need to be shown at security to prove you have a fli-
ght to catch.

Still, both of these steps will most likely be unnecessary 
in the future. Terminal  may not require boarding passes 
as soon as later this year. In a report at the end of 2018, 
the S Transportation Security Administration TSA  pro-
posed one day using biometrics for all forms of ID.

Outside of phones and banking, the airport will pro-
bably be most people s first encounter with the new ge-
neration of face-recognition technology. Bjoern Becker, a 
product director at Lufthansa, says he expects to see bio-
metrics widely utilised in air travel in the near future.

Angela ittens, director general for Airports Council 
nternational, told the New ork Times that the group 

forecast that airport passenger figures would double in the 
ne t 1  years, with biometrics a crucial way to manage 
that increase. S TA reports that 1 per cent of airlines and 
77 per cent of airports are planning major programmes or 
research into the technology.  

TESTING TIMES
aving pipped its S rivals to the post with its end-to-

-end biometric terminal, Delta plans to implement the 
same system at McNamara Terminal in etroit and is te-W O R D S  J E N N I  R E I D

2 2
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sting options at other S airports. or passengers hoping 
to try it, further developments are afoot.

ritish Airways has worked with C P to run tests at Or-
lando, Los Angeles, Miami and New ork J , saying it 
halved the time it took to board long-haul aircraft. All dome-
stic departures from the airline s hub at London eathrow 
T5 are now boarded through biometrics. Ne t year it says it 
will roll the technology out further at eathrow, London City 
and atwick as well as the 0 airports it serves in the S.

mirates is planning to launch its own biometric path  in 
ubai using facial and iris recognition, with data stored by 

the General Directorate of Residency and Foreigners Affairs. 
The airline says it will get passengers through immigration 
in 15 seconds.

Last year, antas partnered with S TA to trial biometric 
boarding at airports in risbane, where passengers enrol-
led by scanning their passports at home on an app  Sydney, 
which signed up passengers at airport kiosks  and Los An-
geles, which, like elta, accessed a C P database. The trial 
demonstrates three approaches airlines can pick to adopt the 
technology.

ollowing tests at Amsterdam Schiphol, LM s chief e e-
cutive, Pieter lbers, says he has even considered using facial 
recognition technology in airport lifts so that a passenger’s 
arrival is expected before they arrive.

Not all of the investment will come from airlines. a-
twick has been trialling the technology in collaboration 
with asy et, and eathrow has announced a 50 million 
investment in a bid to roll out the world s largest deploy-
ment of biometrically enabled products  by the summer. 
San Jose Mineta international airport has been working 
with the C P as an early adopter, while Sydney airport 
and others are trialling end-to-end systems. Passengers 
can expect to see many Indian airports adopting the tech-
nology as part of an initiative to reduce queues by the 
country s Civil Aviation Authority.

All of this means biometrics are a big growth market. 
Companies such as Vision- o , Aurora CS and S TA are 
seeing rapid growth providing software and hardware 
tools that allow airport systems to take the pictures and 
communicate with e ternal databases. Statista reports 
that biometric systems brought in S 1.8 billion glo-
bally last year, with the technology and financial sectors 
the biggest users – but the transport industry and gover-
nments being the fastest risers.

MATCH POINTS
n 01 , the TSA tested fingerprints as a potential way to 

remove the need for a boarding pass and ID. But placing 
your fingers on a pad takes longer than a camera does to 
snap your image, and requires you to manually give the 
prints somewhere in advance although fingerprints are 
not yet dying out as a form of identification, with fast-
-track S border control systems such as Clear using them 
alongside other methods .

acial recognition will be familiar to anyone who has 
used an e-passport to go through arrivals. There, while 

your face is captured and matched against 
the image in your passport in less than 
a second, the machine is also scanning 
and checking data from the chip on your 
passport, which can take -10 seconds.  

Departure routes like the one in Atlanta run 
more seamlessly. or the scan to work, the 
passenger’s picture must already be stored 
in a database ready to be matched against. 

epending on how airlines develop their 
own systems, that could be held by them, an 
airport, a private company, or a government 
agency such as C P. Most of those images w i l l 
come from passports, either scanned at an airport kiosk 
or submitted online. f border officials are involved, they 
may come from documents such as visa applications.

When it enters the database, a passenger’s image is co-
nverted into a template using points on their face, which is 
stored in cloud space. Airlines must have a way of commu-
nicating with this database to report who should be allo-
wed on a particular flight. Then, when a passenger is pho-
tographed by a biometric camera at the airport, the image 
is sent to the same cloud space. The system turns that ima-

Delta plans to 
implement the same 
system at Detroit 
and is testing 
options at other US 
airports

ge into a template and compares it with e i-
sting ones. f the image is, say, a 0 per cent 
match the level currently required by C P , 
the passenger is approved.

The technology is not infallible. esearch, 
including by regulatory body N ST, has fo-
und that facial analysis technology is less 
successful at identifying people with dark 
skin. That could lead to people being unfa-
irly targeted based on race. Women are also 
more likely to be incorrectly rejected than 
men. C P deputy commissioner John Wa-
gner says that the Atlanta terminal is wor-
king at a 98 per cent success rate, although 
other reports have claimed that the techno-
logy incorrectly re ects as many as one in 5 
travellers.

TOO MUCH INFORMATION?
Where some see biometrics as making travel 
and other areas of life easier, others spy so-
mething more sinister. For years, biometric 
passwords have been touted as providing 
unparalleled security. A body part is pretty 
hard to forget, forge or steal. Many people 
already use their fingerprints or faces to un-
lock their phones, make payments or access 
buildings. Law enforcement agencies have 
long used it as a way to track criminals, and 
are only doing so more as the technology 
improves.

Still, the eorgetown Law Centre on 
Privacy and Technology in Washington C 
is one organisation with concerns about 
its growing use. n a 018 report, it cal-
led biometric airport screening a solution 
in search of a problem , arguing that go-
vernment agencies had failed to justify its 
introduction while there were still flaws in 
the technology. t warned that in a bid to 
make the process simpler for valid travel-
lers, the bar may be lowered to allow more 
imposters to slip through. Privacy campa-
igners have also raised concerns about how 
long security agencies, airlines and airports 
will keep the biometric data and what they 
will do with it.

When usiness Traveller asked about se-
curity concerns, Wagner said: A templati-
sed version of a photograph is the only data being trans-
mitted back and forth. Personal data like your name, date 
of birth or passport number are not stored.

ven so, some campaigners argue that biometrics are 
particularly sensitive personal data. They cannot be re-
placed, and your inclusion in some databases could allow 
you to be identified at any point, even if you don t know 
it’s happening.

We need to think about the benefit to 
people for providing their information in 
facilitating their ourney,  says Aaron e-
eson, director of business solutions at Vi-
sion- o . Privacy concerns need to be at 
the forefront.

As part of the appy low  end-to-end 
biometric boarding system introduced by 
Vision- o  at Schiphol and Aruba airports, 
passengers submit their biometric data via 
a passport scan at check-in and can have it 
removed from the system as soon as they 
board the aircraft.

t gives people the ability to anonymi-
se,  eeson says. t gives them the option 
to control the data like a passport and cho-
ose when to provide that to someone else.

He believes making sure biometric sys-
tems can be opted out of is important. But 
given how widely their use could quickly 
spread, is it realistic to think people will be 
able to keep their data private?

Beeson himself foresees the technology 
spreading enough to allow air travel to be 
done entirely without passports or boar-
ding passes, and a rise in smart buildings  
with biometric-approved entry and other 
features. Vision- o s technology is used 
for driving licence enrolment in Lebanon, 
and is being picked up by stadiums as a 
new form of ticketing.

Companies such as oti offer businesses 
a way to use their customers  biometrics for 
services like age checks, data sharing and 
document signing. Retailers including Wal-
mart are using biometrics to track customers 
and shoplifters. Last year, Hertz partnered 
with Clear to offer biometric-approved car 
rentals. And it was recently reported that 
musician Taylor Swift used facial scan-
ning technology, disguised behind a screen 
playing rehearsal videos, to identify known 
stalkers at a concert. Caryn Seidman- ecker, 
chief e ecutive of Clear, has described the 
possibilities as endless , citing use in credit 
cards, health insurance and hotel check-ins. 
She describes such changes as coming in the 
not-so-distant future .

There is no doubt that biometrics will 
bring big benefits to travellers. Most airlines are allowing 
passengers to opt out of the system, although Delta says 
that only about  per cent are choosing to do so. ATA 
research found that 4 per cent of passengers would be 
willing to share their biometric data for a better travel-
ling e perience  leaving a third of people who would 
not. Given the momentum building, it seems inevitable 
that one day they won t have any choice.

BIOMETRICS 
IN NUMBERS

15 seconds  
How long ubai airport says it will take 
to pass immigration using biometrics

10 minutes 
 The time BA takes to board 

240 people using biometric scanning, 
half the usual time 

40% 
Reduction in airport waiting time in 

elta’s Atlanta biometric terminal

63% 
 of airlines expect to be  

using biometrics within the  
next three years

100% 
of smartphones and tablets are 

forecast to use biometric technology 
by 2020

10.4 million 
The number of people that pass 

through airports daily, expected to 
double in the next 20 years

$231 million 
Estimated revenue of airport biometrics 

market in 2019

Sources: SITA, Acuity arket Intelligence

TESTING TIMES
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A V I A T I O N

Air travel has come a long way since the magic and mayhem of its early 
days, as a new book charting the history of flight emphasises

W O R D S  D O M I N I C  B L I S S

REACHING  
NEW HEIGHTS

 S
low, noisy, dusty, bumpy 
and very, very dangerous. 
The early days of com-
mercial air travel were 
anything but comfortable. 
n 1 8, on the fledgling 

Imperial Airways, it took 
four long days in a Short mpire flying 
boat from Southampton to South Afri-
ca, with 24 stops en route in France, 
Italy, Greece, Egypt, Sudan, Uganda, 
Kenya, Tanganyika and Portuguese 
East Africa (see picture, page 67).

Passengers had to endure airsick-
ness, technical failures, empty fuel 
tanks and even crash landings. Fa-
tal accidents occurred with startling 
regularity. In its 15 years of opera-
tion, Imperial Airways suffered 20 of 
them, including two ditchings in the 
English Channel, a sinking off the 
coast of northern Italy, a collision 
with a radio mast in Flanders and a 
crash in elgium following an in-fli-
ght fire. The latter is thought to be 
the first ever case of aeroplane sabo-
tage in the air.

The trials and tribulations of ear-
ly air travel are the subject of a new 
illustrated book, Taking to the Air. 
The author, Lily Ford, pinpoints the 
catalysts that spurred us upwards: the 
first nonstop flight across the Atlan-
tic by Captains Alcock and Brown in 
a Vickers Vimy bomber; the British 
government s flogging of e cess irst 
World War RAF aircraft, for “£5 a pla-
ne at Hendon, cheaper by half than 
the mechanic s charge for its certifica-
te of airworthiness”; and the solo tran-
satlantic crossing from New York to 
Paris by Charles Lindbergh, who “for a 
few months… became the most famo-
us man in the world”.

FACING PAGE: Two women 
pose in a make-believe 
aircraft in a portrait circa 
1912 
RIGHT, FROM TOP: An 
Armstrong Whitworth 
Argosy biplane flies over 
London in the late 1920s; 
Charles Lindbergh arrives 
at Croydon Aerodrome 
after crossing the Atlantic
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„Przebudowane 
dwupłatowce DH34 
używane w latach 
20. ubiegłego wieku 
wyposażono w osiem 
wiklinowych foteli”.

RIGHT: Biggles stories 
first appeared in 
Popular Flying 
magazine 

FAR RIGHT: An England 
to South Africa 
Imperial Airways 
timetable from 1938 
BELOW: A 1960s 
brochure for British 
European Airways

“This was enormous in terms of drawing a line under the 
negative associations with flight that had hung over from 
the First World War,” Ford says of Lindbergh’s achieve-
ment, “and thinking more about the positive, forward-lo-
oking embrace of technology.”

What really turned the public on to the idea of passenger 
flight, though, were the so-called oyrides  short, cheap 
novelty flights that allowed paying customers to e perience 
flying for the first time. ormer A  pilots would tour ri-
tain, thrilling spectators with stunt flying before offering 
locals the chance to view their home towns from the air. 
Around 50,000 people a year paid up to £1 (£47 in today’s 
money  for the e perience. uite remarkably, no members 
of the public were killed,” Ford says.

Unsurprisingly, the fear of death was a major stumbling 
block during those early days of passenger flight. aving 
witnessed German Zeppelin bombing raids and pilots 
dropping like flies during the reat War, the general pu-
blic found it hard to separate the ideas of flying and dying. 
Canny marketing came to the rescue. ord e plains how fe-
male passengers were key in this battle of hearts and minds.

f a woman was not afraid to fly, a man would not  
be either. If a delicate lady could sew, write in her diary, 
put lipstick on and not get sick while flying, then a slightly 
less delicate man could certainly en oy the flight,  she says.

Outside of the advertising messages, however, near-

ly all passengers were male  civil servants of the ritish m-
pire, or wealthy businessmen. And the reality of those early 
services was much grimmer than the brochures suggested.

“The converted DH34 biplanes used in the 1920s were 
fitted out with eight wicker chairs, the only concession to 
cosiness being a measure of chintz upholstery,” Ford writes. 
“On some Continental airlines passengers were given ear-
plugs. Fatalities were high, and insurers initially refused to 
cover passengers who chose to fly.

According to ord, the first regular passenger service was 
all the way back in 1 1   a short hop across Tampa ay 
between the Florida cities of St Petersburg and Tampa. In 
the early 1 0s, you could fly from London to Paris. y 
1929, following the launch of Imperial Airways in 1924, 
passengers were fanning out across the British Empire, the 
numbers growing rapidly until, by the late 1930s, there 
were about 50,000 a year taking to the skies. 

During this era, newspapers, magazines and the cinema 
were filled with glamorous stories and e citing footage of 
international flight. The fictional pilot iggles, whose first 
novel by Capt W  Johns appeared in 1 , was a key figu-
re in romanticising flight, as was Sir Alan Cobham, whose 
touring air shows and joyrides had attracted three million 
spectators and almost a million paying passengers by the 
end of the 1930s. At around the same time, the British go-
vernment was funding new flying clubs and subsidising the 

cost of lessons. Even so, it wasn’t until well after the 
Second World War that international air travel became 
a truly commercial form of transport. “Aviation now 
e erted a powerful pull on the popular imagination,  
ord e plains, drawing on a mi ture of lit -forged 

resilience, the prevailing plucky underdog narrative of 
the Battle of Britain and confidence in a new jet-powe-
red future.”

Throughout the 1950s, the British state airline BOAC 
offered passenger jet services in Africa, Asia and across 
the  Atlantic. ootage of the oyal amily and various 
stars  of film and music on board added to the appeal of 
this new et set. 

In the 1960s and 1970s, air travel opened up to the mas-
ses as charter flights were integrated into package holidays, 
and jumbo jets reduced ticket prices. Ford says that between 
1 8 and 1 8 world passenger numbers increased si fold. 
“Flight was being reconceptualised as an aspirational part of 
modern life,” Ford says.

orty years on, with international flight now dominated 
by budget airlines, it s difficult to imagine the magic and 
charm of that jet age. “Although the likes of Easyjet and 
Ryanair have helped us to become global citizens, they 
are no frills,” she admits. “Flying has become humdrum.” 
Still, there’s a promise of more glamour beyond the hori-
zon, she says. “That’s in space tourism.”

POWYŻEJ:
Ro k ad lot w linii 
Imperial Airways na 
trasie z Anglii do 
Afryki Po udniowej, 
rok 1938.
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E V E N T  S PA C E S

Hotels offering comprehensive 
meeting facilities are enjoying 
an increasing popularity in 
Poland. Which one to choose 
for a business meeting, product 
presentation or a team-building 
retreat? 

D
rawing on a long-standing tradition that 
has been present in the UK, France and the 
US for many years, Polish businesses often 
choose hotels as venues for their MICE 
events. It comes without saying that hotels 
offering comprehensive meeting facilities 
are the best choice for both large-scale in-

ternational meetings and smaller corporate conferences. 
And Polish hotels are well-equipped and prepared to face 
this challenge. We have prepared a subjective list of excep-
tional Polish hotel properties offering both well-equipped 
event spaces and a vast array of leisure facilities where dele-
gates can unwind and recharge their batteries after a busy 
day of conferencing.

KRASICKI HOTEL
For centuries Lidzbark castle has hosted a number of pro-
minent guests. Those included such great minds and crow-
ned heads, as the astronomer Nicolaus Copernicus, kings 
Stanis aw  Les c y ski and Sigismund  Vasa, Napoleon 
Bonaparte, Tsar Paul I Romanov, bishop and poet Ignacy 
Krasicki and many others.

Today however, this unique place offers its services to 
business people. One of the biggest strengths of Krasicki 
Hotel event-wise, are its seven stylish conference rooms that 
can accommodate up to 700 delegates, and feature state-of-
-the-art multimedia equipment.

nique for its stone floor featuring ar-
twork of heliocentric model, the Kopernik 
(Copernicus) room is located in the castle’s 
tower whose construction was reportedly 
supervised by the renowned astronomer 
himself. The seat layout is in a horseshoe 
configuration. The room can accommo-
date up to 40 delegates with an option to 
increase the number to 0 by filling the 
centre of the horseshoe.

Available equipment: wifi access, flip 
chart, projector with screen.

Krasicki room is multifunctional, perfect 
for a conference or a small banquet. Theatre 
style seating - 90, school layout - 46, banqu-
et layout - 50, horseshoe layout - 30.

Available equipment: microphone, slide 
pro ector, video pro ector, screen, wifi ac-
cess, flip chart.

BUSINESS 
MEETINGS

3 3

Polish hotels are well 
prepared for holding 
both international 
events and small 
corporate meetings.

→
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K I E R U N K IH O T E L E  K O N F E R E N C Y J N E
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→

FROM TOP:
Krasicki Hotel; 
Copernicus 
conference room; 
Dantyszek room

The elegant library is perfect for 
small business meetings. Situated a 
little bit further from the main wing 
of the hotel, it’s a truly peaceful set-
ting for long conferences. The library 
can also serve as a venue for a range 
of other events, for example whisky or 
wine tasting. With the area of 80 sqm, 
the room can accommodate up to 50 
people theatre style.

Kromer is a luxury conference room 
designed for small meetings for 12 pe-
ople. It’s an ideal venue for board me-
etings, backstage business talks and ma-
king important decisions. In addition, 
Kromer Room has its own collection of 
fine cognacs. loor area - 1 sqm
    
UNIQUE INTERIORS
The 120 sqm Dantyszek room is equip-
ped with state-of-the-art AV equipment 
and is best suited for miscellaneous con-
ferences, trainings and workshops. 

Available equipment: microphone, 
air conditioning, stationary PA system, 
wifi, flip chart, screen, pro ector.

Bishop Henryk Sorbom was the 
third and final builder of Lid bark 
castle. An enlightened man, broad-
-minded aesthete and lover of art, the 
bishop also succeeded to attract great 
European artists to work in Lidzbark. 
The hall named after him is the largest 
independent room among the three 
sections. The room's equipment is por-
table and can be adapted to the needs 
of any conference.

Available equipment: microphone, 
air conditioning, sound system, Inter-
net, flip chart, screen, pro ector, V  
player, AV equipment. The room can 
seat up to 150 delegates theatre style.

Cardinal Stanis aw o us  was one 
of the leading leaders of the Polish 
and European counter-reformation,  
as well as the bishop of Warmia and 
the secretary of King Sigismund I the 
Old. The 137 sqm conference room 
named after him can accommodate up 
to 150 delegates. In school layout it's 
possible to seat up to 84 people. The 
place is equipped with portable PA 
system and multimedia equipment.

The rooms can be combined, cre-
ating a large 450 sqm space to accom-
modate up to 450 delegates.
hotelkrasicki.pl

One of the biggest 
strengths of Krasicki 
Hotel event-wise, 
are its seven stylish 
conference rooms.

→
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At Czarny Potok 
guests are provided 
with numerous 
attractions in and 
out of the hotel.

UNIQUE EVENTS IN THE MOUNTAINS
Czarny Potok Hotel in Krynica is a 
bustling property with an extremely 
rich offer of active leisure options, ma-
king it a perfect place for various te-
am-building events.  Quads, paintball, 
go-kart track, rope park, canoeing, 
shooting range or field games - these 
are just some of the attractions offered 
by the hotel.

The property comprises 236 guest ro-
oms, three restaurants, two clubs and a 
bar, Góralska Cottage, multi-level mini 
golf complex, private beach (open in su-
mer), and multifunctional meetings ro-
oms used for miscellaneous conferences, 
trainings and other occasional events. A 
stay in Czarny Potok is an extraordinary 
experience of luxury, complemented by 
the highest quality of service.

Located at the foot of Jaworzyna 
Krynicka, the four-star Czarny Potok 
Hotel SPA Resort & Conference is the 
largest hotel and conference centre in 
the region, as well as a perfect choice 
for organi ing business or scientific 
conferences.   MICE events held in the 
mountains are unique at any time of 
the year. And if they take place in a 
resort facility set on the slope of a mo-
untain - the unforgettable experiences 
are guaranteed!

Czarny Potok Hotel is located in 
Krynica-Zdrój, one of the most famo-
us Polish resort towns. It’s picturesqu-
ely located along the Czarny Potok 
mountain stream, in part of Krynica 
that lies on the slope of Jaworzyna 
- the highest peak in the eskid S -
decki. The property is just a 5-minute 
drive from the centre of the town, and 
with its convenient location close to 
one of Poland’s largest and most mo-
dern ski stations, makes it not only a 
very attractive spot for leisure tourists 
but also business travellers.

The hotel's conference facilities oc-
cupy a section of the main building, 
spreading over two floors. The rooms 
are intuitively communicated as those 
located on the first floor sit right abo-
ve those on the ground floor, in the 
section that also comprises other com-
mon areas, including reception desk, 
bar and restaurants.

With such carefully designed layout 
business guests can work and rest in 

comfortable conditions, at the same 
time being conveniently separated 
from leisure travellers.

On the ground floor there are four 
70 sqm Nubis rooms. Each can seat 
up to 50 people theatre style. They 
can also be combined into one space 
for 280 people sitting in theatre ar-
rangement. The first floor comprises 
five meeting rooms. rokus 10  
sqm  and io ek 1 8 sqm  rooms can 
be combined into one larger room 
called Kwiatowa, accommodating in 
this way up to 310 delegates theatre 
layout. Another three rooms named 
Wiede , Chocim and omarno are lo-
cated on the other side of the hall, each 
offering 50sqm of floor area. All three 

can be combined into one room called 
Jan III Sobieski seating 210 delegates 
in theatre layout.

All the event spaces are equipped 
with lowered screens, lu ay V  
players, multimedia projectors, wire-
less microphones and computers for 
wireless control. The catering facilities 
of the area comprise three restaurants 
called Chopin (for 320 people, buffet 
menu), Jan Kiepura (split-level, 78 
seats, à la carte menu), and Regional-
na. There is also Chata Góralska (Hi-
ghlander s Cottage  with a fireplace 
and seats for 300 people. It’s an ideal 
venue for various events with live Go-
ral music, a local storyteller or the fire 
performances.

ABOVE:
Czarny Potok Hotel 
hosts numerous 
creative events. In 
the photo the Polish 
première of Ewa 
Minge's Parisian 
collection. On 7-9 
September 2018 
Czarny Potok Hotel 
SPA & Conference 
Resort in Krynica-
Zdrój combined 
world fashion and 
mountain scenery 
with luxury hotel 
interiors.

Czarny Potok is probably the only 
hotel property in Poland whose offer 
can be compared to all inclusive pac-
kages. Guests are provided with nu-
merous attractions in and out of the 
hotel, they can taste different types 
of cuisine: from regional to modern 
one. The property is also convenien-
tly located - still within the borders of 
Krynica-Zdrój, but at the same time 
tucked away from its bustling streets.
Hotel Czarny PotokResort 
SPA & Conference****
ul. Czarny Potok 65
33-380 Krynica-Zdrój tel.: 18 530 30 01
konferencje@czarnypotok.com
rezerwacje@czarnypotok.com
czarnypotok.com →
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SHERATON SOPOT HOTEL
This unique hotel has been an iconic 
landmark of the Polish seaside for 
years. Located just a few steps from 
a sandy beach and the popular Sopot 
Pier, it offers 189 convenient rooms, 
including 11 unique and newly reno-
vated suites overlooking the da sk 
Bay. The hotel boasts the largest 
conference centre in the region, com-
prising 14 meeting rooms and event 
spaces with a total area of over 3,000 
sqm., as well as a luxury spa and the 
Café Polskie Smaki restaurant.

The conference centre at the hotel 
is the the largest event space in the 
entire region. The most spectacu-
lar is the Baltic Panorama ballroom, 
which overlooks the sea, and comes 
with a cargo lift, dedicated concierge 
service, and comprehensive assistan-
ce of experienced personnel. All this 
makes the hotel a perfect venue for 
almost any kind of event - from small 
workshops, through weddings and 
banquets, to large conferences and bu-
siness meetings.

  
COURTYARD GDYNIA WATERFRONT
The hotel is conveniently located in 
the very heart of Gdynia. The be-
auty of the natural coastal environ-
ment has been combined here with 
cosy, modern Scandinavian design. 
Courtyard Gdynia Waterfront Hotel 
features a 1100 sqm, state-of-the-art 
conference centre, as well as a full 
support and advice of an experienced 
team of specialists in organizing both 
small and large-scale events. The bu-
siness offer is tailored here to speci-
fic needs of event organi ers and the 
dedicated personnel will do their best 
to fulfil even the most challenging 
demands. We particularly recom-
mend Pary  banquet hall with a pa-
noramic, spectacular view of the sea 
and access to a private terrace. Gard 
Taste Scandinavian restaurant offers 
dishes made from locally-sourced in-
gredients and prepared according to 
traditional Scandinavian recipes. One 
of the biggest advantages of the ho-
tel is its comprehensive catering offer, 
comprising a wide range of delicio-
us dishes, including fish and seafood 
options. 

COURTYARD BY MARRIOTT®�
GDYNIA WATERFRONT

���Jerzego Waszyngtona�4USFFU
81-342 Gdynia

www.courtyardgdynia.com
.BSSJPUU�DPN�HEODZ

8&�.",&�&7&/�5)&�

4."--&45�.&&5*/(4�

063�#*((&45�13*03*5: 
$PVSUZBSE� CZ�.BSSJPUUj�(EZOJB�8BUFSGSPOU� JT� B� HSFBU� MPDBUJPO� UP�

PSHBOJ[F�NFFUJOHT� PG� BMM� LJOET�� &OKPZ� UIF� JOUFMMJHFOUMZ� EFTJHOFE�

GMFYJCMF� ����� TRVBSF� NFUFST� PG� NPEFSO� FWFOU� TQBDF� GFBUVSJOH� B�

QBOPSBNJD�GPZFS�BOE�B�TUVOOJOH�TFB�WJFX�UFSSBDF� 

BOOK NOW
LPOGFSFODKF@courtyardgdynia.com
+48 58 743 07 00

The hotels can host 
all types of events 
- from banquets to 
conferences.

FROM TOP:
Christopher 
Columbus room at 
Sheraton Sopot;
The conference 
centre at Courtyard 
by Marriott Gdynia 
Waterfront
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A
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THE 
RIGHT 

TOOL FOR 
THE JOB

W O R D S  D A V I D  P H E L A N

All the big phone companies have released 
their 2018 flagships, so the choice 

available is dizzying. Here are the ten best 
smartphones out now, and what they’re 

good at

SAMSUNG GALAXY NOTE9
The latest from Samsung has a screen almost 
as big as the iPhone’s (6.4in), ideal if you 
take a lot of notes. Thanks to the slim S-Pen 
that springs out of the phone’s base, you can 
write on the screen even on standby. There 
is a button that works as a wireless trigger 
for the camera and which also wirelessly 
moves your presentation to the next slide. 
The Note9 has two highly capable came-
ras, especially in low light, thanks to large 
sensors and advanced software. The battery 
life is excellent, easily enough for a full day. 
And if you need a lot of storage, the Note9 is 
unbeatable: with the larger-capacity model 
and a suitable memory card, you can store 
1TB. Unlike most of the phones here, the 
Note9 has a 3.5mm headphone jack so you 
can use whatever headphones you like. (The 
other phones with this kind of connector are 
the OnePlus 6, Motorola One and BlackBer-
ry KEY2.)
£849, amsung.com

APPLE IPHONE XS MAX
Apple’s latest is the most powerful iPho-
ne yet. It’s about the same size as last 
year’s iPhone 8 Plus but it has an all-
-screen front, with a 6.5in pin-sharp 
OLED screen – great for watching vi-
deos. The rear cameras are Apple’s  
most advanced and include a brilliant 
new Portrait mode where you can cho-
ose the depth of field after you ve ta-
ken the photo. Because the front is 
all screen, the fingerprint sensor has  
been replaced by Face ID: a special  
front-facing TrueDepth camera can re-
cognise your face reliably, and quic-
kly, even in the dark. It’s secure eno-
ugh for making payments with Apple 
Pay, too. The powerful processor means 
this phone is lightning-fast even when  
using demanding apps, and the battery 
lasts all day with ease.
A new feature, Dual Sim, is brilliant for 
business travellers. One sim card plus one 
e-sim mean you can have two numbers on 
one phone. Use your main number for calls 
and texts, but buy a local data plan for the 
e-sim to save on roaming charges.
This is a big phone but there’s also the 
iPhone XS, which is smaller and more ma-
nageable. Apart from screen size and batte-
ry life, the two are identical.
iPhone XS, from £999; iPhone XS Max, 
from £1,099, apple.com/pl

MOTOROLA ONE
A quick glance and you could be forgiven 
for thinking you’re looking at the iPhone 
XS; this Motorola handset offers strong de-
sign at a keen price. The screen resolution 
is noticeably lower than others here, mind. 
Still, it boasts twin rear cameras, sculpted 
glass 5.9in display, dual-sim capabilities 
and decent storage capacity (64GB), all 
unusual at this price. The dual sim capabili-
ty is handy for business travellers: pick up a  
local sim on arrival overseas. It comes with  
a fast-charge plug, promising six hours of 
use after a 20-minute charge. A plain An-
droid set-up means software updates will 
be prompt and it has some Motorola extras: 
a double twist launches the camera, while  
a double shake turns on the torch. The 
Moto logo on the rear houses the finger-
print sensor and Motorola even includes 
a transparent phone case that guides you  
to find the sensor without looking. 
£269,  motorola.com

HUAWEI MATE 20 PRO
Leica makes outstanding cameras and  
this brand-spanking new phone from Chi-
nese brand Huawei has three of them 
on the back. One even has a remarkable 
40-megapixel resolution. The cameras  
can work together intelligently to deliver 
the strongest images and artificial intelli-
gence can spot what you’re shooting and 
adjust accordingly. 
For instance, it can tell cats from dogs 
and emphasise their eyes or their fluffy fur 
respectively. It similarly shoots differen-
tly according to whether your subject is a 
landscape or a plate of food. There’s also a 
4-megapi el selfie camera, if you must. 

Apple’s latest iPhone XS cameras give  
the Huawei a run for its money, but this is 
brilliant for photography. 
t also has two ama ing features: the finger-

print sensor is embedded under the display, 
so you press the screen. This feature works 
well. Coolest of all, it has wireless charging 
that allows it to both receive and give a char-
ge. Press the Mate 20 Pro against another 
compatible phone and it’ll charge the other 
handset! Business users will like that this is a 
solid powerhouse in a slim case. This is easily 
Huawei’s classiest phone yet. 
£899,  huawei.com

BEST FOR 
PERFORMANCE

BEST FOR 
PHOTOGRAPHY

BEST FOR 
NOTE-TAKING

BEST FOR 
PRICE

ARTIFICIAL INTELLIGENCE
AI is a feature on almost all these smartphones and uses “machine learning” to reco-
gnise stuff, including your habits. So, it can populate lists of apps according to how you 
routinely use them, as on the Sony Xperia XZ3. Or it can spot what’s in a photo to adjust 
exposures accordingly. This means, for instance, if you type the word “dog” into the 
search box in the iPhone Photos app, it will scour your images and find all canine pics. 
AI will be increasingly useful: if you use your phone more in the evening, it will conserve 
battery early in the day, so you have juice left by the end. And if this makes you sound 
too predictable, well, probably you are. But again, you’re not alone!

4 0
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SONY XPERIA XZ3
This is the first Sony with an OL  screen 
and it looks fantastic, with a curved glass 
back and amazing levels of contrast and 
vibrant colours. The 6in display is big 
enough to make watching programmes or 
movies immersive – you might even leave 
your tablet at home when you’re travel-
ling. Although it’s a big phone, there’s a 
clever addition: tap the edge and a list of 
app shortcuts appears, lined up at the side 
to make one-handed use easier. Artificial 
intelligence learns your habits and sugge-
sts different apps according to whether it’s 
a weekday morning at home traffic and 
news apps), a weekend afternoon (Net-
fli , perhaps  or on a working day abroad 
(which might be translation and calendar 
apps). 
Note that the fingerprint sensor can  
take a little getting used to: it’s a little lo-
wer on the back of the phone than your 
digits might initially expect.
£699,  sonymobile.com

SMARTPHONE USAGE
The latest smartphone software is designed to make you use your 
mobile more efficiently, not more. If you think you’re suffering 
from phone addiction, then you’re not alone. Both Apple and 
Android have devised systems to encourage more mindful usage. 
On the latest iOS 12 software, available for current and many pre-
vious iPhones, you can set a limit for how much time you spend on 

certain apps, like social media, for instance. You’ll see a reminder 
when you’re within one hour of your limit, and you may find 
that rolls round sooner than you think. Reach your limit and the 
app will close. You can override it, but it can help you see how 
much time you’re spending. Android is also introducing a similar 
feature.

BEST FOR 
FEATURES

BEST FOR 
SCREEN 
QUALITY

BEST FOR 
INNOVATION

GOOGLE PIXEL 3 XL
The Pixel 3 XL has a 6.3in display and, 
like the iPhone XS Max, a smaller-screened 
(5.5in) sibling is also available: the Pixel 3. 
Google’s own-brand phones don’t have the 
dual- or triple-camera options of some, but 
the camera is still remarkable. It uses highly 
intelligent software both to improve results 
in very low light and to create depth-of-field 
and other effects. A feature called Top Shot 
claims to be clever enough to avoid taking 
a shot when someone blinks, shooting seve-
ral images quickly and choosing the smiley, 
not the frowny, one. It also has a zoom mode  
that stitches multiple images together for 
greater detail. Mind you, it does have two 
front-facing cameras to give you more versa-
tility with selfie shots.
Business users might like the way the pho-
ne uses AI to screen calls. Tap the screen call 
button when the phone rings and a Google 
robot will ask who they are and why they’re 
calling. You see a transcription on the screen 
and can decide whether to answer or not. No 
more spam calls, Google says.
£869, store.google.com 

ONEPLUS 6
OnePlus has a history of making high-end 
phones at mid-range prices and this one is 
half the price of some. The screen is large 
and covers most of the phone’s front, tho-
ugh it’s not as high-resolution as others. 
But it’s a very fast phone: apps spring 
open instantly, video playback is smooth 
and multitasking is efficient. t has face 
recognition, but it’s not as reliable as on 
the iPhone, nor deemed secure enough 
for banking apps, however the fingerprint 
sensor on the back is fast. Although it 
lacks the wireless charging capabilities of 
some phones, the reasonably good battery 
charges very quickly: use the Dash Char-
ge cable and plug and you’ll get almost a 
day’s use from a 30-minute charge – handy 
when you’re on the move. The OnePlus 6T 
is imminent and will include a fingerprint 
sensor buried in the phone’s display but 
will come at a higher price. 
From £469,  oneplus.com

BLACKBERRY KEY2
Like Nokia, BlackBerry is a company which 
faded and is now making a strong return 
with phones boasting a physical keybo-
ard – ideal if you write a lot of emails and 
find a proper keyboard faster than tapping 
on glass. The keys make for smooth typing, 
with autocorrect to help. You can also swipe 
up and down the keyboard to scroll through 
on-screen content. This is the only phone 
with a fingerprint sensor on the front of the 
handset cleverly concealed in the space bar. 
Because of the keypad, the screen is smal-
ler on this phone than others here (4.5in). 
Although this is an Android phone, it  
still has much in common with the old Blac-
kBerry system, including enhanced security 
features, intended to make it especially safe 
for business use.
£469, selfridges.com

VERDICT
For personal and business users, the latest smartphones are fast and powerful, with pro-
ducts to suit everyone. The best all-rounder is the iPhone XR, combining great design with 
the best battery life for an iPhone, at a more affordable price than the iPhone XS Max. If 
design is your thing, there are plenty of non-Apple candidates, too, such as the Nokia 
8 Sirocco, Sony Xperia XZ3 and Samsung Galaxy Note9. 

For those on a budget, turn to the Motorola One and OnePlus 6, but if photography 
is your secret passion, the Huawei Mate 20 Pro is tremendous, as are the Google Pixel 
3 XL and iPhone XS Max and the XR, which is comfortable for smaller hands. If you’re a 
business user who needs to type a lot, and fast, nothing beats the BlackBerry KEY2. Finally, 
battery life is important to everyone on the move and the iPhone XR, Sony Xperia XZ3 and 
Samsung Galaxy Note9 standout here. 

APPLE IPHONE XR
If you like the design of the iPhone XS Max 
but fancy something smaller and cheaper, 
try the iPhone XR. It has a 6.1in display 
covering the phone’s front, but because it 
uses LCD technology instead of OLED and 
has an aluminium chassis instead of stainless 
steel, it’s less expensive. And it comes in six 
colours including feisty coral and sunshine 
yellow. The phone has the same super-fast 
processor as the XS, but while it only has 
a single rear camera rather than two, it can 
still create bokeh (sharp subject and blurred 
background). It has the best battery life of 
any iPhone (ever!), great for travellers. It’s 
also powerful: although this phone is a lot 
cheaper than the iPhone XS or XS Max it has 
the same fast processor, making features like 
Face ID possible. 
From £749,apple.com

NOKIA 8 SIROCCO
When Finnish company HMD Global be-
gan making phones with the name Nokia on 
them, it brought real continuity from No-
kia’s early days, including many senior staff 
and engineers, and the Sirocco label for its 
premium devices. Hence the strikingly go-
od-looking Nokia 8 Sirocco with its curved 
screen. The Nokia 8 Sirocco isn’t as big as 
some phones featured here, with a 5.5in 
OLED screen that’s bright, vivid and colo-
urful. There are twin rear cameras with Zeiss 
optics and cute, if gimmicky, extras like the 
Bothie, where you can shoot a rear camera 
and the front facing one at the same time, 
so you can snap a performer at a gig and 
your reaction at the same time. Still, this is 
a smart, business-like handset with decent 
performance and an opulent design.
£449.99, johnlewis.com

BEST  
ALL-ROUNDER

BEST FOR 
DESIGN

BEST FOR 
BUSINESS
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A I R L I N E

n 2 September Embraer 195 will take off 
from udapest and fly to two additional 
cities in Europe – Brussels and Bucharest. In 
total LOT offers now as many as  interna-
tional destinations from ungary s capital 
including flights to New ork J , Chica-
go, Cracow, London City and Warsaw.

Starting from  September 01  flights to russels and u-
charest will be operated up to twice a day twelve times a 
week  with a modern mbraer 1 5 based in udapest. Servi-
ces heading to the capital of Belgium will be operated from 
Monday to Saturday according to the following schedule.
• -  0 :10-0 :15 -  10:00-11:50
• -  1 : 5-1 : 0 -  0:15- :10.
Such a convenient timetable will allow to travel to russels 
on business purposes within one day and to return to uda-
pest without the necessity of staying overnight.

PERFECT COLLABORATION
lights between udapest and ucharest are introduced in 

order to respond to needs of passengers travelling often be-
tween the two cities. Romania is an important business part-
ner to ungary and significant tourist destination.  said afa  Milc arski, the C O of LOT Polish Airlines. With 

those new flights we start develop transfer traffic via uda-
pest airport. This also applies to passengers from ucharest, 
who connect in udapest, i.e. to London City, New ork and 
Chicago, as well as to russels. The offer of transit connec-
tions will definitely increase the attractiveness of the uda-
pest airport,  he added.

udapest Airport warmly welcomes the further increase 
of destinations offered by LOT Polish Airlines from unga-
ry,  said Jost Lammers, C O of udapest Airport. The new 
flights to main capital airports answers e isting demand by 
passengers and add to the connectivity available form u-
dapest. Together with the trans-Atlantic flights to N  And 
Chicago, as well as services to Warsaw, Cracow and London 
City connections, LOT is undoubtedly one of the fastest gro-
wing carriers at our airport,  he concluded.

GROWTH STRATEGY
The new flights will be operated using modern mbraer 
1 5s with 118 seats in three travel classes: business, pre-
mium economy and economy. To service the new routes, one 
of LOT s airplane of that type will be permanently stationed 
in Budapest. The launch of the new connections is a part of 
LOT s growth strategy in ungary and the strengthening of 
its leading position among passenger airlines in the Central 
and astern urope. Apart from the two new connections to 

LOT spreads its wings
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russels and ucharest, LOT has also been 
operating its flights to New ork, Chicago 
and Cracow since 018,and on 18 ebruary 
2019 it is going to launch a connection to 
London City. At present LOT offered obs 
to 80 members of Hungarian cabin crews to 
operate its flights from udapest  it has also 
been recruiting new pilots.

LOT Polish Airlines is currently the fa-
stest growing airline in Europe. Since the 
beginning of 2016 it has been implementing 

its profitable growth strategy and the ma ority 
of its commitments have been fulfilled ahead 

of time. The airline is continuously e panding 
its fleet. n ecember 018 the airline received five 

new aircraft: oeing  MA  8 and four mbraer 
1 0s LOT already has 4 mbraers of four types . This year, 
deliveries of the ne t nine  MA  are scheduled, incre-
asing their number by the end of this year to 14. Also by the 
end of this year, four more 8  reamliner aircraft will be 
included in the fleet, increasing their number in the LOT s 
fleet to 15. 

Last year, LOT carried a record number of 8.8 million pas-
sengers, i.e.  million more than the year before. The airline 
plans to reach over 10 million passengers in 01 .

Today, LOT Polish Airlines operates 80 state-of-the-art air-
craft. The carrier s scheduled flight network comprises 100 
routes on three continents

LOT will serve the udapest- ucharest ro-
ute twice a day e cept weekends:
• -OTP 1 :00-15: 0 rom Monday to 
Saturday,
•OTP-  1 :05-1 : 0 from Monday to 
Saturday
• -OTP   :50-01:10 1  od from 
Monday to riday and on Sunday
•OTP-  0 :00-0 : 5 from Monday to 
Saturday.

The timetable of the two connections was 
planned in such way to develop udapest e-

renc Lis t nternational Airport as a hub, in that 
way helping build transfer traffic via the airport in 

the capital city of ungary.
ulfilling on our promise given to ungarian passen-

gers, LOT continues to grow in udapest. Now we announce 
a new direct flights to important cities in urope and in the 
world.  ollowing launches of services to London City, it s 
time for russels and ucharest, the capitals with so far un-
derserved connections by traditional airlines. rom now on, 
only LOT offers three classes of travel on board comfortable 

mbraer ets.  This is e actly what our passengers needed,  
The new services 
will be operated 
with Embraer 195 
aircraft.

From now on, only 
LOT offers three 
classes of travel on 
board comfortable 
Embraer jets.
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I
n mid-February, Marriott International 
launched its new loyalty programme cal-
led Marriott Bonvoy. 
This innovative global initiative unifies be-
nefits under the company s three loyalty 
brands — Marriott Rewards, The Ritz-Car-
lton Rewards and Starwood Preferred Guest 

SP ,  providing access to a number of benefits 
in more than 6,700 hotels and resorts in 129 
countries and territories. One of the largest ho-
tels in Poland, which has joined the new loyalty 
scheme, is the Sheraton Warsaw Hotel.

THE WORLD'S LARGEST
Marriott Bonvoy has a total of 120 million 
members — which makes it the largest loyalty 
programme for a single hotel company. The pro-
gramme, which has integrated the former sche-

Sheraton Hotel Warsaw welcomes  
Marriott Bonvoy

H O T E L S

a year in Marriott International 
properties, while 75 nights earns 
you the Marriott Bonvoy Titanium 
Elite status. The highest status in 
the programme is called Marriott 
Bonvoy Ambassador Elite reserved 
for guests who spend a minimum 
of 100 nights in hotels included in 
the programme.

INTEGRATE THE WORLD
In line with the company philoso-

phy that emphasizes values such as 
striving for perfection and the inte-

gration of the world, people and expe-
riences, the programme will significantly 

increase the scale of benefits associated with 
travel. In this way, Marriott International 
confirms its unquestionable position as a le-
ader and innovator in the hospitality market. 
With Marriott Bonvoy, the world's largest ho-
tel chain demonstrates how it appreciates and 
cares for its loyal customers and, most impor-
tantly, supports them in discovering the world 
and broadening their professional horizons.

mes, enables its members to collect points via 
the Marriott Bonvoy app and redeem them in 
any hotel across the world, e.g. for a free room 
upgrade or access to the club lounge.

ADDITIONAL SERVICES
Programme members can also exchange 
their accrued points for exclusive additio-
nal services offered by hotels, for example 
spa treatments. You can also exchange your 
points for unique e periences, such as con-
certs, culinary events, or even a hot-air bal-

loon flight.
The new programme has also unified the na-
mes of member statuses.

50 NIGHTS IN A HOTEL
To be eligible for Marriott Bonvoy Platinium 
Elite status, you need to stay at least 50 nights 

This innovative 
global initiative 
integrates three 
existing loyalty 
programmes.

With Marriott 
Bonvoy, the world's 
largest hotel chain 
shows how much it 
appreciates and cares 
for its customers.
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K I E R U N K I D E S T I N A T I O N S

The cosy and hardly known 
valleys of South Tyrol are 
a per fect choice to finish 
your ski season with a 
blast. You can, for example, 
spend a night in an Alpine 
igloo or, if you are a real 
thrill-seeker, climb a frozen 
water fall.

FOR ADRENALINE 
LOVERS

 T
here have been hundreds of articles about 
South Tyrol and its biggest ski attractions, 
such as Sella Ronda. There are, however, 
a lot of more intimate places in the area, 
where you can taste attractions that go far 
beyond regular skiing.

TRE CIME - NOT JUST THREE PEAKS
The first one is Tre Cime, or  inen olomiten - a ski 
region situated in the Alta Pusteria valley. The name 
comes from probably the most characteristic three pe-
aks in the olomites called  inen. Ski resorts stretch 
here for dozens of kilometres along the whole valley. 
One skipass entitles you to use almost 80 pistes with 
a total length of nearly 95 kilometres, half of which 
are runs for advanced skiers and 1  percent are mar-
ked black. The longest piste is 5 kilometres. The main 
resort of the region is San Candido with one of the 
longest illuminated slopes in Tyrol, running for almost 
 kilometres.

rom San Candido you can take a free skibus to  Se-
sto Se ten that lies at 1 10m above sea level, and is 
the main base for the longest and most exciting skiing 
experience in the valley.

rom here it is quite close to Monte lmo  4 4 m  
or the three ski stations situated at the foot of the typi-
cal agged peaks of the olomites. Named Passo Mon-
te Croce, Val Comelico, and Croda ossa all situated 
000m above sea level , these are undoubtedly some of 

the best skie areas in the whole Alta Pusteria.   At the 
latter station you can come across a dozen or so reinde-
er, imported here from Finland several years ago.

A NIGHT IN A MOUNTAIN IGLOO
Speikeboden is an exciting option for those who like 

to combine skiing with slightly more unusual attrac-
tions. o not e pect here crowds of skiers, noisy apres 
ski bars, or long queues for lifts. Ski pistes (their total 
length is 5 km   e tend from 51 to  400 m above 
sea level. Paradoxically, although this family resort of-
fers nearly 12 kilometres of the hardest ski runs, espe-
cially commendable is the 5.5 km long Speikeboden, 
which runs from the top to the lower station. The thro-W O R D S  F I L I P  G A W R
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Speikeboden is an 
exciting option for 
those who like to 
combine skiing with 
slightly more unusual 
attractions.

ugh station, located at 1958m, is in turn, a perfect place for 
kids. It offers several baby lifts, as well as a ski school for 
children, where parents can safely leave their offspring for 
a whole day.

There, at an altitude of 000 metres, you will find an 
unusual attraction - an igloo town where you can spend 
the night. Every year a group of enthusiasts builds here 
a settlement comprising several ice buildings. Each igloo 
features a large queen-si e bed or two separate beds. The 
largest ice structures serves as a restaurant and bar, where 
you can enjoy sumptuous breakfast and a wonderful dinner 
of warming, aromatic stew, the taste of which you won't 
forget for years.

Beds in the igloos come with sets of warm leather blan-
kets and candles there is no electricity . ou will also re-
ceive a powerful headlamp, a thermos with hot tea, a 
special e pedition-grade sleeping bag and snow boots. 
For coldophobes there is a special warm room where tem-

perature e ceeds 0 degrees Celsius and, if it s not enough, 
there s a real mountain sauna, too. A night spent in an 
igloo can be combined with skiing. Eat an early breakfast 
and ski down the pristine slopes at sunrise.

SKIS, CLIMBING AND CHEESE
gloo accommodation isn t the only attraction of the area. 

At the very end of the valley, near the small village of 
Riva di Tures / Rein in Taufers, there are the most challen-
ging spots for ice climbing. These include several frozen 
waterfalls that together form an e citing, 0-metre-high 
climbing wall.

t s challenging, but also very safe, because you climb 
under the watchful eye of professional guides-slash-clim-
bers who provide you with all the necessary equipment, 
such as ice axes, helmets, crampons, ropes and harnesses. 
Following a thorough climbing training, backed up by 
your instructor, you begin your careful ascent up the steep 
frozen waterfall. I guarantee that two hours of this unique 
fight with the cold element will be a truly unforgettable 
experience.

Another attraction of the area is the Cheese estival in 
the nearby town of Sand in Taufers, held here every two 

years. This is an extraordinary event atten-
ded by major cheese manufacturers from 
Italy and other countries, including Polish 
highlanders. There are more than a hun-
dred of exhibitors, offering more than a 
thousand types of dairy products - from lo-
cal goat cheese to high quality mozzarella 
di bufalla.

Visiting the area, reserve at least one 
day for a visit to Kronplatz / Plan de 
Corones in the Alta Pusteria valley. t s 
one of the most picturesque peaks in the 

olomites 5m , which offers almost 
00km of ski runs of varying difficulty. 

ou can get here by local train, which takes 
you directly to a gondola station. The resort 

is now an official S World Cup venue - the 
slalom races take place here on the Erta z Piz de 

Plaies piste to San Vigilio.

Climbing on frozen 
waterfalls is an ultimate 
attraction for thrill-
seekers.
A night spent in a 
mountain igloo in 
Speikeboden, along 
with delicious dinner, is 
an experience you will 
remember for a long 
time.
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K I E R U N K I D E S T I N A T I O N S

Nestled at the end of the Val Senales 
valley in South Tyrol in Italy, the tiny ski 
resort of Maso Corto is the per fect place 
for a truly royal end of the ski season.

 T
here are a dozen or so highly developed gla-
ciers in the Alps, and the the Austrian Ty-
rol is an unquestionable hub in this respect. 
However, if you go a little further south, to 
South Tyrol in taly, you will find one of the 
most charming and cosiest glaciers of Maso 
Corto, at the end of the Val Senales valley.

AT THE END OF THE WORLD.
This small settlement, located at more than 2000m, has a 
long and rich history, full of unexpected twists and turns 
of events. As early as in the 1950s it was here where the 
first ski club was founded, and even earlier the local farm 
of Kurzhof was licensed as a guest house. Leo Gurschler, 
a real driving force behind the dynamic development of 
Val Senales, build here the first two ski lifts and initiated 
the construction of the cableway leading to the top of 
Hochjoch glacier, which is still in operation today. The 
cableway was launched in 1975. However, the invest-
ment turned out to be a financial flop and Maso Corto 
hadn t had seen a real break until late 1 0s, when the 
government of the Alto Adige province in Bolzano along 
with local businessmen got down to serious work. This 
was also partly owing to the fact that back in 1 1, a 

W O R D S  F I L I P  G A W R

Ironically, spring 
skiing in  
Masso Corto isn't 
only about... skiing.

renched red run will take you to the real gem of Maso 
Corto, which is the Bella Vista mountain hut (Schone Au-
ssicht). It's a truly unique place offering a beautiful view 
of the entire glacial valley. Built several dozen years ago, 
the hut is renowned for its cosy accommodation and ex-
cellent food combining South Tyrol and Italian cuisines. 
Right next to the hut, at an altitude of 2842m, there’s a 
large elongated barrel, which houses a sauna and a small 
Jacuzzi pool.

Leaving ella Vista, daring skiers may want to tray two 
different black runs 1 and , which are served by a 
comfortable chair lift with its lower terminus at Teufel-
segghutte hut (2444m). There is also a new gondola lift 
taking skiers from the centre of Maso Corto to La aun 
glacier (2430m). It’s an ideal alternative at times when 
the weather on top of the glacier is unfavourable.

Apart from snow, Maso Corto, offers tourists something 
that other glaciers can t: a real ski-in, ski-out option. The 
gondola station is situated in the very centre of the town, 
and everything here is within easy reach, even with your 
ski boots on. Obviously, there is a fully stocked shop, too. 
Open until 8pm during the season, it s the place to go for 
local delicacies, especially South Tyrolean specialities and 
wines, such as Gewurtztraminer.

n Maso Corto you will find only few hotels, the most 
distinctive of which is Top Residenz Kurz, located just 
above the terminus of the cableway. It’s run by the local 
icon - Sepp Platzgummer - with his two adult children.
The fair-haired Sepp (some locals call him “Dieter” be-

cause of his resemblance to one of the 
members of the popular Modern Talking 
band  is known here by everyone - from 
hotel owners to the cableway staff. He’s 
also a real renaissance man, running a 
ski and e-bike rental shops, as well as be-
ing an Alpine guide and a ski instructor. 
He's also one of the biggest promoters of 
Maso Corto among Polish skiers. Suffice 
it to say that you can come across a Pole 
here more often than an Italian, Austrian 
or a German.

NOT ONLY SKIING
ronically, spring skiing in Masso Corto isn t 

only about... skiing. Val Senales valley is an ide-
al spot for cycling trips. I particularly recommend 

visiting the Ot i rope course, as well as a climb pre-
ferably by e-bike  to inailhof mountain hut located at an 
altitude of almost 2000m and offering a beautiful view of 
the a ure artificial lake in the valley. on t forget to stay 
here for lunch or dinner and try the delicious lamb.
Val Senales valley is also close to the town of Certosa with 
its monastery and outstanding restaurants. A visit to Me-
rano, the second largest city in South Tyrol, is also a must. 
It's here where in spring and late autumn you can feel 
the Mediterranean climate with warming sun and palm 
trees in the streets. Don't miss a visit to the ultra-modern 
Terme di Merano, too.

5000-year old ice mummy named Ötzi was found below 
the Similaun peak at the Tisen och.

40 KILOMETRES OF SUN AND SNOW
The cable car takes you from the centre of Maso Corto 
(2011m above sea level) to the top of the glacier (3212m). 
Here, through a narrow traverse you get to its main part, 
which is typical of Alpine areas located at such high altitu-
des. It is wide and quite gentle. And in the morning, since 
this part of the Hochjoch is shaded, the snow on the pistes 
is fairly compact and hard.  Along the four-person chair, 
you can observe professional skiers practising slalom with 
impressive perseverance. The mild centre of the glacier's 
plateau is a paradise for cross-country skiers - the pistes 
for both skating and classic skiers are prepared here by 
snow groomers.

Those who love ski carving, should definitely try two 
pistes running along the double T-bar lift under inail och 
(3125m).  Not only are the runs wide, but also covered 
only with natural snow.

The other side of the glacier presents a slightly different 
face. t s steeper and more varied. The black run S  leads 
to the chairlift taking skiers to the foot of m interes 
Eis (3289m). Two variants of the wonderful and sun-d-

SPRING END TO SKI  
SEASON IN MASO CORTO

Spring is the best 
time for skiing. The 
high season lasts 
here from November 
until mid-May.

A visit to the 
legendary Bella 
Vista mountain hut 
is a real feast for 
gourmets.
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T R I E D  A N D  T E S T E DT R I E D  A N D  T E S T E D

BACKGROUND UK aparthotel operator 
Native has more than 25 properties across the 
country. Previously known as Go Native, it is 
70 per cent owned by Ares Management and 
plans to operate in excess of 2,000 apartments 
by the end of the year, with sites targeted in 
Brighton, Reading, Manchester, York, Dublin, 
Paris and Amsterdam. The brand is known 
for providing guests with area knowledge in 
the form of neighbourhood guides and “local 
heroes” – nearby attractions such as eateries, 
galleries and markets. This property opened in 
August last year. 

Native looks set for further expansion with 
the announcement of a partnership with First 
Base to develop a portfolio of aparthotel units 
across the UK, with a focus around London, 
Oxford, Cambridge, Bristol and Edinburgh. 

WHAT’S IT LIKE? Very impressive and design-
oriented. There is a good-size 24-hour 
reception with clever lighting and a large 
photo of the Thames at Bankside. Check-in 
was quickly achieved and I was told about 
the first-floor lounge where  could get items 
such as tea, coffee and simple snacks if I hadn’t 
brought any food for the evening or morning. 
Security is good, with key-card access to the lift 
and apartments.

WHERE IS IT? In an 18th-century former 
tea warehouse in Bear Gardens, close to 
Shakespeare s lobe and a five-minute walk 
from London Bridge station.

ROOMS The 75 studios, one- and two-
bedroom apartments have been furnished 

by Conran Contracts. The rooms start with 
the entry-level Crash Pad and then move 
up through Studio, Premium Studio, One 
Bedroom, Premium One Bedroom (with 
an extra bathroom and sofa bed) and Two 
Bedroom, to the showpiece Open Plan One 
Bedroom. I was in a Premium One Bedroom, 
which was made up of two large rooms. 

 was impressed by the quality of the fi tures 
and fittings. There was a two-hob electric stove 
as well as a toaster, oven and microwave, and 
a fridge-freezer. As well as attractive glassware 
and crockery, there were pans and cooking 

Native Bankside, 
London

BEST FOR 
Long stays and home comforts

DON’T MISS 
The kitchen area for complimen-

tary snacks and soft drinks

PRICE
 Internet rates for a flexible  

midweek stay in arch started  
from £253 per night for a  

Crash Pad room (minimum of  
three nights midweek)

CONTACT
 Empire Warehouse, 

1 Bear Gardens;  
tel +44 (0)20 7313 3886;  

nativeplaces.com

MEETINGS No facilities, although you could 
informally use the café area.

VERDICT I was impressed with this 
aparthotel. It is very central and I could 
imagine staying for several days either on 
business or leisure and using it as a base  
for exploring London. The rates are competitive 
for what you get in terms of location, room 
si e, fi tures and fittings, although note that 
while the website says the minimum stay is 
one night, it is often two or three nights when 
you try to book. Lastly, I was pleased with how 
professionally the hard-working employee (on 
a ten-hour shift) dealt with the air-conditioning 
issue. 
Tom Otley

I could imagine 
staying here for several 
days either on business 
or leisure

utensils, so you could happily make your own 
food. The apartment also had a hairdryer, 
an iron/ironing board and lots of room for 
hanging clothes.

During my stay, the main problem was the 
air conditioning, which was impossible to turn 
off. The receptionist came up to try to help but 
was unable to do so, so he logged the fault, 
apologised and offered to move me to another 
room. I had already unpacked and it was late 
so I went to bed and took his advice, which 
was to remove the key card from the power 
by the door to turn it off. Otherwise, the bed 
was comfortable, and the room quiet – I had a 
good night’s sleep.

FOOD AND DRINK There is no restaurant, 
but there is a kitchen area where you can get 
some free snacks and a few items to tide you 
over. There was also some fresh milk in the 
apartment along with tea and coffee.

LEISURE The property has a small gym on the 
top floor.

BACKGROUND Open since October last year, 
this is property developer efinition Capital s 
first foray into hospitality.

WHAT’S IT LIKE? There is nothing superfluous 
in the concept behind the East London Hotel, 
which cuts out the parts of a hotel’s offering 
that travellers don’t really need to enhance the 
quality of those that they do for a lower price.

The six-storey building has a contempora-
ry black-brick exterior with most of the gro-
und floor given over to the bar, which en oys 
plenty of natural light thanks to its corner po-
sition and large windows. The “reception” is 
also here, comprising user-friendly self-service 
machines and a staff member on hand if you 
need assistance. This space sets the tone for the 
rest of the hotel, with the flooring a hip com-
bination of poured grey resin and parquet, the 
underlit bar finished with patterned tiles, and  
mid century-style furniture in mixed materials.

WHAT’S IT LIKE?  In east London’s Bethnal 
Green, which is one stop from Liverpool Street 
station on the Central line. The area is home to 
an increasingly tempting array of trendy bars 
and restaurants.

ROOMS The 161 rooms range from 11 sqm 
to 24 sqm in size and come in categories inc-
luding Standard Double and Twin, and Pre-
mium Double Accessible. Basement rooms are 
windowless but a lightbo  makes a good fist of 
preventing them from feeling bleak.

My fourth-floor Standard ouble had a ple-
asant view of the V&A Museum of Childhood 
and gardens over the road. The colour scheme 
was a palatable mix of deep blue-green and 
white walls, dark wood veneer and light wood 
flooring. About half of the room footprint was 
taken up by the bed, which had a bespoke 
pocket-sprung mattress by Millbrook. Becau-
se the bed was against the wall, couples would 
have to clamber over one other to get out, but 
there was a useful ledge on which to place a 
phone or glass of water. 

The room also came equipped with free 
wifi, a 4 -inch smart TV, a Nespresso machine 
and complimentary bottled water. There was 
ample storage for a couple of days, with space 

The East London 
Hotel

beneath the bed for luggage and 
shoes, and, instead of a wardrobe, 
a few hangers inside a dark wood 
frame, under which was a pull-o-
ut ledge with plug sockets and a 
USB port. This could feasibly be 
used to work on, although it was 
quite small and  low  you d be 
better off using the surface beside 
the window where the coffee ma-
chine was stationed or, preferably, 
taking your laptop down to the 
bar. Rooms don’t have phones – 
instead, you communicate with 
the hotel via Whatsapp on your 
own mobile.

The good-sized shower room had a luxu-
ry feel thanks to a chic grey and white scheme, 
monsoon shower and Rituals toiletries in 
pump tubes.

FOOD AND DRINK  The hotel doesn’t have a 
full restaurant, although the convivial, light-
filled bar serves small plates   had smoked 
salmon from an east London smokehouse along 
with a rosewater fi  cocktail. There is a reaso-
nably priced breakfast menu of topped bagels, 
overnight oats, pastries and good coffee.

LEISURE No in-house facilities, although near-
by are the London Buddhist Centre for medi-
tation and yoga, and York Hall Leisure Centre, 
which has a pool, gym and spa. 

MEETINGS No dedicated facilities, but an in-
formal catch-up could be held in the bar.

VERDICT Yet another good addition to the 
London hotel scene, offering comfort and qu-
ality with a sophisticated feel in a dynamic lo-
cation that provides access to both the “real” 
London and key business areas. Becky Ambury

BEST FOR
 Good-value comfort with a  

sense of luxury

DON’T MISS
 The area’s excellent selection 

of  
places to eat and drink

PRICE 
Internet rates for a flexible 

midweek stay in March star-
ted from £89 for a Standard 
Windowless ouble room

CONTACT 
309-31  Cambridge Heath 

Road;  
tel +44 (0)20 3146 1960; 
theeastlondonhotel.com

There is nothing 
supe uous in 
the concept behind 
this hotel
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 M
ost frequent 
travellers know 
the basics about 
spending over-
seas – withdraw 
cash in decent-
-sized amounts, 

don’t change money at the airport  
unless it’s an emergency, and look for a 
credit or debit card with good transac-
tion rates. 

Still, according to research by fin-
tech company Centtrip, UK businesses 
waste billions on foreign-exchange fees 
each year, with employees losing out on 
as much as £51 million by not inclu-
ding currency conversion costs when 
submitting expenses. 

The amount you pay overseas is ba-
sed on the exchange rate set by Master-
card, Visa or American Express, plus 
the additional fees your bank or the 
ATM adds. 

When using a credit card, it is im-
portant to look out for how much 
you’re being charged in foreign tran-
saction fees on purchases (which can be 
variously labelled non-sterling transac-
tion charges, conversion fees or loading 
fees). On both credit and debit cards, 
these can be up to 3 per cent, creating a 
fair bit of additional spending over the 
course of a trip. 

Also pay attention to the fees 
that your bank slaps on when you take 
money out of an ATM, which are gene-
rally hefty with a credit card. These can 
include a cash withdrawal fee, foreign 
usage fees and interest. 

And while you usually only pay inte-
rest if you don’t clear your bill in full at 
the end of the month, when the money 
is spent overseas some cards will im-
mediately charge you interest, often at 
high rates. So which will give you the 
best deal? We compared some. 

CREDIT CARDS WITH NO FOREIGN TRANSACTION FEE
ATM withdrawal fee,  

usually min £3
Interest on ATM  

withdrawals APR

Natwest (Mastercard) 3% plus 2.75% transaction 
fee 16,9% 9,9%

Royal Bank of Scotland (Mastercard) 3  plus 2, 5  op aty 
transakcyjne 16,9% 9,9%

Santander All in One, £3 per month 
(Mastercard) 3% 29,9% 21,7%

Santander Zero (Mastercard) 0 18,9% 18,9%

Halifax Clarity (Mastercard) 0 0-18,9% 18,9%

Nationwide Select (Visa) 2,5% 15,9% 15,9%

Barclays Platinum Cashback Plus 
(Visa) 0 0-18,9% 21,9%

Aqua Reward (Mastercard) 3% 44,9-69,9% 34,9%

Tandem Cashback (Mastercard) 0 18,9% 18,9%

POPULAR CREDIT CARDS 
Foreign  

transaction fee
ATM withdrawal fee, 

usually min £3 
Interest on ATM 

withdrawals APR

Nationwide (Visa) 2% 2,5% 17,9% 17,9%

Tesco Bank Low APR (Mastercard) 2,75% 3,99% 24,9% 5,9%

Co-operative Bank 3 Year Fixed 
Rate (Visa) 2,75% 3% 27,9% 18,3%

Halifax FlexiCard (Mastercard) 2,95% 3% 0-4% 6,4%

Sainsbury’s Dual Offer (Mastercard) 2,75% 3% 25,95-28,95% 20,9%

HSBC Classic (Visa) 2,99% 2,99% 29,9% 29,9%

M&S (Mastercard) 2,99% 2,99% 23,9% 19,9%

AIRLINE CARDS 
Foreign  

transaction 
fee

Perks include  ATM with-
drawal fee 

Interest on ATM 
withdrawals APR

British Airways, 
free (Amex) 2,99%

1 Avios for every £1 spent, 
5,000 Avios if you spend 

£1,000 in the first three months
3% (min £3) 27,9% 22,9%

Virgin Atlantic  
Reward, free  
(Mastercard)

2,99%
0.75 Flying Club miles for every 
£1 spent, £5,000 bonus miles 

with first purchase 
5% (no min)) 27,9% 22,9%

British Airways 
Premium Plus, 
£195 per year 
(Amex)

2,99%

1.5 Avios for virtually every £1 
spent, 25,000 bonus Avios if 
you spend £3,000 in first 3 

months

3% (£3 min) 27,9% 76%

Virgin Atlantic 
Reward Plus, 
£160 per year 
(Mastercard)

2,99%

1.5 Flying Club miles for 
every £1 you spend, 15,000 

bonus miles with your first card 
purchase

5% (no min) 27,9% 63,9%

ote that these gures do not take into account some of the cards  offers, such as 0  APR for the rst three years. Rates correct as we 
went to press.

Using credit cards abroad 

OTHER OPTIONS
An increasingly popular option for 
accessing money overseas is a prepaid 
card, such as Virgin Money Prepaid 
Travel Mastercard. In this case, you 
choose a US dollar or euro card and top 
it up with that currency before you go, 
thus negating transaction fees (altho-
ugh ATM withdrawals incur a charge 
of US$2 or €1.50 and the exchange 
rate will be dictated to you). 

You could also consider new techno-
logy. Transfer Wise offers debit cards 
for a free “borderless account”, which 
lets you hold money in 40 different cu-
rrencies. Currency is then exchanged at 
the mid-market rate with no extra fees. 

The We Swap Mastercard provides 
low fees by exchanging money between 
users rather than buying currency in 
the FX markets. Users convert the mo-
ney on their card into their desired cur-
rency in advance and then spend using 
the currency while abroad. However, 
it can take longer to get your money 
unless you pay a higher fee, and the lo-
west rates are only available in 18 core 
currencies. A big drawback for some 
will also be the annual spending limit 
of £12,000 and that you are limited to 
a ma imum of 15 transactions and two 

ATM withdrawals a day. Other financial 
upstarts such as Monzo (monzo.com) 
and Starling Bank (starlingbank.com) 
are popular with a young audience, but 
their smartphone-led approach could 
have benefits for  travellers of any age. 
They offer current accounts and aim to 
make spending as transparent as possi-
ble, with easy-to-use apps that send an 
instant notification whenever you make 
a purchase and provide clear breakdow-
ns of where you spent your money over 
a given period. 

Traditionalists may be put off by the 
quirky design. More tempting might be 
free overseas withdrawals up to £200 
every 0 days, no conversion fees, a pro-
mise to pass on the base exchange rate 
and an easy way to block your card on 
your phone if it is lost or stolen. 

Curve (curve.app) offers cards 
and  an app that let you put all of 
your  accounts in one place, so you 
can  choose which to use with each 
purchase. If you choose to pay with 
the wrong one, it lets you go back 
and charge it to another. You get 
real-time updates on your spen-
ding in each currency, and the 
card provides cashback and 
no foreign transaction fees. 

Weigh up whether you’d get more back from a card with 
cashback, such as Santander All in One, a rewards card such 
as Sainsbury’s Dual Offer, or your preferred airline card with 
the best return on points.
Select payment in the local currency when paying by card, 
to avoid being charged extra by the vendor for the conver-
sion. 
When buying currency, remember to use a debit card or 
cash, as credit cards see it as a cash withdrawal and charge 
a withdrawal fee.

More money-saving tips 

Transfer Wise offers 
debit cards for a free 
borderless account, 
which lets you 
hold money in 40 
currencies

S M A R T  T R A V E L L E R
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W O R D S  C H R I S  H A L L

Glashutte Original excels at making watches 
that do just what they were first designed for R

ecently, I’ve had a few conversa-
tions with other watch obsessi-
ves that have followed a vaguely 
similar theme – where are all 
the “just watches”? Allow me 
to explain. We have reached a 
point where it feels as if every 

new watch must be marketed as a “something-
-watch”. If it has been designed along emphatic 
lines, with copious use of rubber, fabric and du-
rable materials such as carbon fibre or ceramic, 
it’s usually a “sports watch” and there’s a good 
chance that maybe it’s a “dive watch” too. 

If a watch can be said to address a practical 
need (to the extent that any of them do), it’s a 
“tool watch”, and if anywhere back in the reaches 
of its pedigree is a military connection, it might 
be a field watch  or a pilot s watch . There are 
drivers’ watches and racing watches, “heritage 
watches” and even, I’m hearing now, “adventure 
watches”. It goes on: if a watch is relatively slim 
– less than 10mm thick – and uncomplicated, it’s 
a “dress watch”. 

What my horological colleagues and I have 
been wondering (and doubtless, what a gre-
at many people truly want) is: “Where do I go 
when I want something that’s just a watch?” 
Three hands. A round case. ither a leather strap 
or a bracelet. Maybe the date, and that’s it. 

There are answers, of course. Shop windows 
full of them – the watches that people actually 
buy after all the hype and excitement of a new 
split-seconds chronograph or hand-crafted tour-
billon. But the problem is this – stripping away 
all of the qualifiers listed above, all of these si-
gnifiers that help to tell you what sort of a sta-
tement you’re making about yourself when you 
put down the deposit on a Daytona or a Carrera, 
can all too often see the watch’s personality strip-
ped away as well. No, we need watches that are 
simple without being soporific  mainstream but 
not mundane. 

S I M P LY 
IRRESISTIBLE

The Senator Excellence 
Panorama Date by 
Glashutte Original

5 7
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The brand 
is at its best when 

making watches that 
are unadorned by bells 

and whistles

Which brings me to Glashutte Original. As the name 
rather literally implies, it is not only based in the Sa-
xon town of Glashutte (a 7,000-person concentration of 
watchmaking excellence near Dresden, home to a dozen 
brands), but actually has a claim to be one of, if not the, 
first watchmakers established in the town. 

Its history is a chequered one – 45 years behind the 
Iron Curtain saw private enterprises dissolved, trade 
links with the West cut off and manufacturing capacity 
diverted for household goods. Only with the reunifica-
tion of Germany in 1990 could the company reform, 
and although the late nineties and early noughties saw 
some wild swings in style, for the past decade it has set-
tled into a role as one of the most underappreciated ma-
kers of “just watches”. 

This may sound like my intention is to damn with 
faint praise, but it’s almost the reverse. Glashutte Ori-
ginal has watchmakers with excellent technical ability, 
craftspeople with a fine eye for detail, an in-house dial 
factory that allows it great creative freedom, and a track 
record of making interesting and challenging complica-
tions such as the Cosmopolite world timer or PanoMatic 
Counter. 

Yet I would humbly submit that, for all that, the 
brand is at its best making watches that are unadorned 
by bells and whistles and proudly removed from annu-
al changes in trends and tastes. The Senator cellence 
line, first introduced in 01 , answers my opening call 
 it is a stainless-steel watch with a 4 mm circular case 

that s neither slim nor chunky  oldilocks proportions 
married to a design that, with the 018 addition of a lar-
ge date counter, is subtly Germanic without overdoing 

it. It can be had with a blue sunburst dial or – also intro-
duced last year – a brushed steel dial, with a moonphase 
indicator or without. 

The temptation can be to look at the simple watch, 
here priced at £7,400, and convince yourself to buy a pri-
cier model because it has some extra function that makes 
the outlay somehow more ustifiable. And, sure, seven-
-and-a-half grand can seem like a lot for a watch that just 
tells the time (although I wouldn’t say that in front of 
anyone with a Patek Philippe Calatrava...). 

As ever, though, you are paying for rarity and quality. 
The Senator cellence uses a newly developed in-house 
movement, with a 100-hour power reserve, that s fi-
nished to a suitably high level, and you really won’t see 
them on many other wrists. 

So, as we ready ourselves for this year s round of to-
ugh watches  or sailing watches , watches that fly the 
flag for auhaus design or draw on everything from 
1950s travel clocks to Lamborghinis for their inspiration, 
watches made from bronze, carbon, sapphire or silicon, 
let’s take a moment to appreciate the vanishingly few ti-
mes when a watch is just a watch.

ABOVE: The Senator 
Excellence collection 
includes blue sunburst 
and brushed steel dials
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The latest 
fitness gadgets 
will help to 
keep your 
New Year ’s 
resolutions on 
target

W O R D S  D A V I D  P H E L A N

 T 
his is it, the year you’re 
going to get fit. Perhaps 
you’ve bought a new 
gym membership or 
upgraded your running 
shoes.

Well, technology can 
help, too. itness trackers work on 
the principle that knowledge is po-
wer and that a little encouragement 
can go a long way. So, if your first 
resolution is to walk more  to hit 
10,000 steps a day, say  then a trac-
ker can keep you informed on how 
your day is going. f it looks likely 
that you’ll just miss that target, it can 
notify you, with a gentle hint that a 
brisk 15 minutes will get you there. 

Some trackers bu  when you hit all 
of your goals. Others help you to set 
up competitions with friends to spur 
you on. Many are waterproof, so you 
can count your laps in the pool, and 
some enable you to make calls and use 
apps  very useful if you ve left your 
phone at home. As well as counting 
steps, they can measure your run with 

PS, work out the calories burnt and 
even monitor your sleep.

ere we take a look at the latest 
trackers and smartwatches, the latter 
of which incorporate tracking capabi-
lities but usually come with e tra fe-
atures and more stylish looks. None 
of them can e ercise for you, but 
they will remind you how well you ve 
done and help you stick to your New 

ear s resolutions.

APPLE WATCH SERIES 4 
The latest Apple Watch is not 
ust the most beautiful smar-
twatch yet, from any brand, 
it s also the best fitness gadget 
Apple has released. Central to 
its operation is the Activity app, 
which comprises Stand, ercise 
and Move rings that make up 
the central display of the watch. 
The goal is to complete each 
ring during the day  fill the 
Stand ring by getting up at least 
once every hour, 12 times in the 
day  the ne t by managing 0 
minutes of brisk e ercise  and 
the Move ring by hitting your 
calorie target each day. Then 
there is the built-in Workout 
app, which spots when you re 
out for a run and will ask if you 
want the e ercise recorded. t 
can also count your calories 
when you re meditating, practi-
sing yoga or engaged in a host of 
other sports the watch is water-
proof so can be used to monitor 
swimming, too . Another app, 

reathe, helps you to focus on 
your breath to de-stress, while 
sleep tracking is available via 
third-party apps. ou can cho-
ose from models with wifi con-
nection to your iPhone, or wifi 
plus 4 , which allows you to 
use your mobile network, even 
without the phone nearby  note 
that you have to have an iPhone 
to do this and this version only 

works overseas if you have your 
iPhone with you . The battery 
easily lasts one full day.  
rom , apple.com/pl 

or available on contract with  
and Vodafone.

SAMSUNG GALAXY 
SMARTWATCH
This is Samsung s most accom-
plished smartwatch yet  its 
screen looks like an analogue 
design with an outside be el to 
scroll through settings. t tracks 
40 e ercises  some, such as wal-
king, running, cycling and ro-
wing, are launched automatical-
ly as you do them  and it also 
has decent enough sleep trac-
king. Like the Apple, it comes 
in two versions, one with Blu-
etooth connectivity to your pho-
ne and one that links straight to 
the mobile network. The watch 
works with Samsung phones, 
other Androids and iPhones, al-
though it is best teamed with a 
Samsung ala y. attery life is 
up to four days the always-on 
screen option halves that .

rom 80, samsung.com/uk. 
The 4  version is e clusive to 
ee.co.uk, 0 plus monthly sub-
scription.

FITBIT VERSA  
SMARTWATCH
The Versa is itbit s most 
recent  full-featured smar-
twatch.  At first glance, it s 
similar to the Apple Watch, al-

though it is thinner and lighter. 
ou can swim with it, as it s wa-

terproof to 50 metres, and, like 
the Apple and the Samsung a-
la y Watch, you can store music 
on it and listen to your most in-
spiring playlist through lueto-
oth headphones. t doesn t have 
built-in PS, so you ll need your 
phone to track your runs accu-
rately. attery life is up to four 
days.
1 , tbit com

FITBIT CHARGE 3  
TRACKER
f you only need fitness trac-

king rather than a full-on smar-
twatch then itbit s Charge  is 
pretty hard to beat.  As well as 
being waterproof and attractive 
to look at, with an easy-to-read 
monochrome display, it sco-
res  highly for being a comfor-
table fit on the wrist and,  be-
cause it s  made of  aluminium, 
it is especially lightweight. Like 
many of the gadgets here, it has 
a heart rate sensor built in and, 
as with  the larger itbit  Versa 
above, it will automatically reco-
gnise when you’re starting a run, 
a swim it s water resistant to 50 
metres  or other such activity. 
1 0, tbit com

WITHINGS STEEL HR 
SMARTWATCH
This elegant, dressy watch has 
a real dial and a small OL  
screen at the top of the face, so 
it doesn t look like a tracker. A 
smaller dial counts your steps, 
resetting to ero each morning, 

F I T N E S S

TIME  
TO  
MOVE
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while the top display shows ca-
lories burnt. Small and light 
enough to wear at night, its sle-
ep tracking is e ceptional and, 
when connected to a phone, it 
will show notifications from apps 
and messages. Other selling po-
ints are that it s waterproof and 
has a heart rate sensor. Note that 
there is no PS, so use alongside 
your phone for accurate run trac-
king. The battery lasts up to an 
impressive 5 days. 
£170, it ings com

WITHINGS PULSE 
HR TRACKER
The newest Withings tracker can 
monitor more than 0 sports, en-
compassing everything from vol-
leyball to yoga. As with the Steel 

, there s no PS, so pair it to 
your phone for accurate outdoor 

run monitoring. n this set-up, 
it can also deliver notifications 
to your wrist  when someone 
te ts, for instance. t s clever 
enough to know from your mo-
vements when you re going from 
deep to light sleep, so can rouse 
you at the optimal moment in 
your sleep cycle, ensuring you 
wake refreshed  the tracker s 
alarm system the Steel  also 
has this feature  can wake you 
by vibrating. attery life is this 
brand s forte  in this case, up 
to  0 days.
Cena: £120, it ings com

GARMIN VIVOMOVE HR 
SMARTWATCH
Attractive and effective, this is a 
proper analogue watch with hid-
den fitness smarts and a screen 
for notifications, although it 
lacks the second analogue dial 
reporting your steps achieved as 
seen on the Withings Steel . 
The heart rate monitor operates 
4 , the watch is waterpro-

of and it tracks steps, calories, 

distance and more. t can even 
monitor your stress level, let you 
know when it s elevated and of-
fer a rela ation timer. The bat-
tery lasts around five days with 
features such as the heart rate on  
longer with them turned off.
1 0, buy.garmin.com

Moov Now tracker
There s no screen on the Moov 
Now but it offers e ceptional 

accuracy and a keen price. To 
check your stats, you must re-
fer to the app on your phone. 
There s one button  to start an 
e ercise, for instance. t has wor-
kout tracking, with visual help 
on your phone to guide you and 
tips to improve performance, but 
no heart rate monitor. t gives 
information about how you re 
running, but for the most detail 
you need to swap it to your ankle 
using the supplied second strap. 
Overall, it s good for tracking 
your e ercise, and great for pro-

viding the motivation to improve 
it. attery lasts up to si  months 
it uses a replaceable watch bat-

tery . 
, store moo cc

SAMSUNG GEAR  
FIT2 PRO TRACKER
This is also very much a tracker 
rather than a smartwatch, but 
it has a colourful screen and is 
comfortable to wear. Speedo, 
My itnessPal and ndomon-
do apps are installed to help 
you get started. Although it s a 
Samsung gadget, it works with 
other Android handsets and 
iPhones thanks to the Samsung 

ear app. t can automatically 
detect when you start working 
out on the treadmill, walking 
or cycling, although sleep trac-
king is not as advanced as on 
the Withings or itbit trackers. 
n-built storage means you can 

download music to listen to 
through wireless headphones. 

attery life is about three days, 
less if you use the PS a lot. 
1 , samsung.com/uk

XIAOMI MI BAND 3  
TRACKER
This highly affordable tracker is 
lightweight and fun to use. The 
monochrome screen has a reaso-
nable display and is easy to read 
in all but bright sunlight. Altho-
ugh the design is basic, it is com-
fortable and you can keep it on in 
the shower or pool. t somehow 
manages to include a heart rate 
monitor, even at this price, altho-
ugh there s no PS and, while it 
does have sleep tracking, it s no 
match for itbit in this regard. 
t s similarly basic in its fitness 

tracking capabilities but can cer-
tainly keep you informed of your 
steps, which can be enough. at-
tery life is about three weeks.
£27, mi com
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4  H O U R S  I N . . .

Delve into the 
rich history 

and culture of 
Pakistan’s most 

populous city

W O R D S  S A L M A N  H A Q Q I

1  Mazar-e-Quaid
For a break from the organised cha-
os of Karachi, head for the Mazar-e-
-Quaid. The elegant structure, built 
from immaculate white marble and 
accented with Moorish arches and 
copper grills, is the tomb of Pakistan’s 
founding father, Mohammed Ali Jin-
nah, known as Quaid-i-Azam (Great 
Leader). Situated in the heart of the 
city, it was designed by Indian archi-
tect Yahya Merchant and has been 
an iconic symbol since its completion 
in 1970. Surrounded by beautifully 
landscaped gardens and fountains, the 
Mazar-e-Quaid is often used for gover-
nmental and military ceremonies. For 
visitors and residents, the mausoleum 
is a great place to take a step back 
from the commotion of the city, enjoy 
the greenery and perhaps reflect on 
how a single individual’s struggle for a 
shared vision can change history.

4  Mohatta Palace Museum
Mohatta Palace was built in 1927 as 
a seaside retreat for Rai Bahadur Seth 
Shivratan Mohatta, a wealthy Mar-
wari businessman in Karachi. Located 
on atim Alvi oad in the affluent 
neighbourhood of Clifton, the spraw-
ling mansion was designed by Ahmed 

ussein Agha. One of the first Muslim 
architects of India, his design incorpo-
rated elements of the Mughal revival 
style using locally available yellow Gizri 
stone and pink Jodhpur stone. After 
partition in 1947, Mohatta left Kara-
chi for India and the ownership of the 
palace changed hands several times. It 
fell into disrepair until the late 1990s, 
when it was converted into a museum. 
Since then, it has exhibited artefacts 
that explore the artistic and cultural 
heritage of the subcontinent. Open 
Tues-Sun 11am-6pm; Rs 30 (17p); mo-
hattapalacemuseum.com

5  Sea View Beach
Much of Karachi’s identity as a city is 
rooted in its proximity to the ocean. 
The long coastline along the Arabian 
Sea is where fishing villages first arose 
more than 2,000 years ago, mentions 
of which can be found in writings abo-
ut the Greek commander Nearchus, 
an admiral in Alexander the Great’s 
army. Today, the silver-sanded Cli-
fton Beach, more commonly known 
locally as Sea View, is the favourite 
getaway from the oppressive sum-
mer heat for residents; somewhere 
they can enjoy the cool ocean breeze 
and relax after a long day working in  
the city. A traditional trip to the 
beach in Karachi must include 
a camel ride, and a taste of corn 
on the cob grilled over white-hot 
charcoal and eaten with lemon  
juice and a mixture of red chilli powder 
and salt.

2  Empress Market 
Designed and built between 1884 
and 188  by the nglish firm AJ Att-
field, mpress Market was named for 
Queen Victoria, Empress of India, and 
features a 43 metre-high clock tower 
that overlooks the action below. Em-
press Market has come to embody the 
frenetic energy of Karachi. Located 
in Saddar, one of the most congested 
areas of the city, it continues to be a 
one-stop shop for anything a house-
hold might need. From the vibrant 
colours of the produce and aromatic 
spices piled high in their sacks, to 
the smell of fresh meat and the caco-
phony of running tea boys, passing 
rickshaws and honking taxis, a visit to 
the market is a sensory assault. Stan-
ding amidst its hustle and bustle, you 
instantly understand why Karachiites 
consider their city to be the beating 
heart of the country.

3  Burns Road
Ask anyone in the city for the quin-
tessential Karachi gastronomic expe-
rience and they will point you towards 
Burns Road. Named after British doc-
tor James Burnes [sic], who served 
the a  as a spy in the first half of the 
19th century, Burns Road was once 
fertile ground for political movements 
but has since become a melting pot 
of new and decades-old food haunts. 
There’s Café Lazeez, which has been 
in business for half a century and is 
known for its karahi curry, or Waheed 
Kabab House, which has been serving 
a plethora of sumptuous kebabs since 
the seventies. Those with a sweet to-
oth should squeeze in a stop at Delhi 
Rabri House, which serves a conden-
sed-milk based dessert. Burns Road 
is also  a haven for street food, with 
vendors serving up a host of sweet and 
savoury options.
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PIOTR KALITA  
is related with air 
transport market 
for almost 20 
years. 
He is specializing 
in corporate and 
diplomatic travel 
segment.  
Have a question? 
-  ask Piotr. 

A VEGAN ON BOARD
My boss's wife has recently turned vegan. 
She travels a lot and I'm having problems 
with ordering a proper meal for her. I always 
ask our agent to confirm the food with the 
airline, but recently it has turned out the 
previously-ordered meal was not available. 
And a month ago, she was served a dish 
with cheese, which obviously isn’t vegan. 
It's a good thing she had packed herself a 
salad. How can I make sure adequate meal is 
served on board?

Oksana

Dear Oksana,
Airlines offer several types of special meals. 
These might be dishes for patients with 
health issues, for examples diabetics, 
dishes with no salt, low-fat or high-fibre 
ones, gluten-free products, etc., or dishes 
that meet specific religious re uirements 
(for example kosher, Hindu or Muslim). 
Other special meals include seafood dishes, 
meals for babies and children or just 
vegetarian options. With vegetarian dishes, 
it's crucial to indicate whether we want 
lacto-ovo vegetarian meals (which include 
dairy products and eggs) or strictly vegan 
ones. The former type has a VLML code, 
the latter - VGML. Other codes are AVML - 
an Asian vegetarian meal, or RVML, which 
means raw vegetarian, a meal consisting 
only of raw fruits and vegetables.
The full range of special dishes is offered 
on long-haul flights in business, first or 
premium economy class. In economy 
class, the offer can be very limited. A 
special meal should be ordered with the 
airline at least 24 hours in advance, but 
for some airports or specific meals it might 
be even 48 or 72 hours. Your travel agent 
will always get a notification whether or 
not the meal order was confirmed. The 
confirmation should also be found on the 
reservation printout.
In this particular case a flight to Buda-
pest), the route was too short, and the air-
line didn't have special dishes on offer. The 
on-board sales assortment could also have 
been considerably reduced. In future, ple-
ase make sure you're using an appropriate 
code when placing an order (VGML).

TICKET CHANGE
My boss has a ticket for a ritish Airways flight from 
Warsaw to London and back, but his meeting schedule 
has changed and he needs to go to Munich the day before 
departure. I've already bought a new Lufthansa ticket. 
I've called the travel agency to cancel the original London 
flight, but they said  can t change this ticket. m a bit 
confused, because I had a similar situation with Ryanair 
and there was no problem with making necessary changes 
and we could use the return ticket.

Beata

ear Beata,
The problem isn’t new, questions about the order in 
which the ticket coupons can be used are asked regu-
larly and raise some controversy. The general principle 
is that all the ticket coupons must be used in the exact 
same order as indicated on the ticket. If any of the co-
upons isn't used for reasons attributable to the passen-
ger, the ticket will no longer be valid and the remaining 
coupons get cancelled. Any changes concerning dates 
and routes should be notified in advance to the airline 
in order to recalculate the rate and reissue the ticket 
which might result in a surcharge.
These aren't any new rules, they were introduced by 
IATA (International Air Transport Association) to protect 
the interests of airlines and avoid any cross border 
selling irregularities.
Air fares, just like the prices of any other goods and 
services, are not uniformed. Their amount depends on 
the country of sale or departure. Wealthy countries with 
a high gross domestic product, have a much higher air 
fares than developing economies. And I don't mean 
promotional offers, but standard fares.
Thats why your British Airways ticket to London must be 
exchanged according to the fare conditions. I suspect 
it might be more beneficial, money-wise, to buy a new 
one-way ticket.
Low-budget carriers don't offer discount return tickets, 
their calculations are based on combining individual sec-
tions of the route. This might be the reason why it was 
possible to change your Ryanair reservation.
Recently, the issue of return coupon cancellations was 
taken to the consumer courts again in the UK, and I'm 
very curious about what the decisions will be.
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