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CPA will force TMCs to
be more customer-centric

WITH the introduction of the Consumer
Protection Act this month, TMCs will have to
become even more ‘customer-centric’. But
how will the CPA impact on the relationship
between TMCs and their clients?

Most TMCs agree that the introduction
of the Act will be a positive factor in the
travel industry, forcing TMCs and other
stakeholders to improve their standards of
business.

“We will need to re-evaluate our
relationship with suppliers and the standard
of their service offerings. We believe that
the CPA will result in informed travel
professionals and raising the standard of
consulting,” says Thompsons’ Kliche.

Uniglobe Travel Sub-Saharan Africa ceo,
Mike Gray, says the CPA will lead to improved
and professional service, eliminating a lot of
the corner-cutters and discounters who sell
on the basis of cheapest price.

Also, those who have been lacking in
transparency and integrity in their business
dealings with clients will be rooted out, says
Mabua.

Gaynor says Club Travel has already over
the years implemented most if not all of the
provisions of the CPA. “We view the Act as
positive and welcome the fact that it will give
legal protection for consumers and feel that
for the industry it will up everybody’s game.”

There are, however, areas to watch. These
include airfare rules, oversales, contract
documents and a possible increase in
malpractice litigation brought by customers
against travel suppliers, says Weighell.

“While the CPA is a positive initiative, it can
have a very negative impact on those TMCs
who don’t do their homework and adapt their
business practices to accommodate the CPA,”
says Amadeus GTD Southern Africa’s Shaw.

“That being said the travel industry is
resilient and deals with changes and adversity
in its stride and | believe this will be positive
for the industry and will just take the service

and professionalism to a different level.”

Advocate Louis Nel shares his views on the CPA and
how it will affect TMC relationships with their clients.

We have to consider the
definition of ‘consumer’ in
the CPA, i.e. the person to
whom the goods or services
are marketed or with whom a
transaction is entered into.

The client of the TMC may
well be the corporation but
who is the consumer? Is it
the corporation or is it the
traveller? If it is the former
then it may well be deemed
not to be a consumer if its
annual turnover or asset value
exceeds the prescribed value.
If it is the latter, well then the
TMC will have to act within
the ambit of the CPA and
conversely the traveller will be
able to rely inter alia on
the remedies such as the
cooling-off period.

Assuming the TMCis
dealing with a consumer, i.e. a
traveller or corporation who
is under the aforesaid
threshold, then | believe the
answer is ‘yes’ and the TMC
will have to become more
consumer-centric.

The question is what does
that mean? The answer is
really simple although the
application thereof may not
be, i.e. the TMC must ensure
that all its documentation
pertaining to the ‘transaction’

(contracts, booking forms
and marketing material) and
business practices comply
with the CPA.

This is going to involve a
detailed analysis (legal audit)
of all such documentation
that constitute the ‘booking
trail’ (what I call the Critical
Transactional Path [CTP]
documents) and subsequently
intensive training of all
personnel.

Overall the mission must be
to comply with the aims and
spirit of the CPA.

There is no doubt it will have
an effect but the extent
thereof will, to a large
degree, depend on how
proactive the TMC has been in
implementing the compliance
process and conversely how
aware the corporate buyer
(CB) s of the rights of the
consumer(s) on whose behalf
he or she is acting.

As with service level
agreements (SLAs) it is, or
should be, a two-way street
and | would thus suggest,
rather than for example the
CB trying to ‘catch out’ the
TMC for non-compliance,
the parties work together to
extract maximum benefits
from the CPA for both parties.

It should also be borne in
mind that the TMC may well

be deemed to be a consumer
vis a vis suppliers and the
support of the CB in taking
any action against such
(deviant) suppliers may be
required.

Objective yardsticks
and controls such as SLA,
travel policy and standard
operating procedures, the
latter especially regarding
payment (e.g. methodology
and due dates), will become
imperative.

As discussed, this will depend
on the role of the corporate
traveller (CT) as the consumer
per se.

The TMC will have to
ensure that CPA compliance
vis a vis the CT is attained and
maintained.

This is of course nothing
new - there has always been
the ‘grey area’ of the CT, for
example going on a business
trip and then extending the
trip for leisure purposes (i.e.
not in the course and scope
of his duty) but not having
signed the TMC or service
provider terms and conditions
(T&C) as opposed to the T&C
having been signed by the
corporation. Thus any incident
will be governed by the
common law including such
‘scary’ elements as unlimited
liability and consequential loss
or damage!

turn to page 28
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Has your TMC become more
‘customer-centric’, taking on a
more strategic management
role and offering personalised
service?

60% No

“We had to put some initiative
on the table for them to take
action as an agency. They are
not proactive or innovative.”
Anonymous

My TMCis a ‘general
practitioner’ offering a diversity
of services .

My TMCis specialised in
particular areas, according to
the company’s needs.

BTN asked corporates what
challenges they thought were

ahead and what role TMCs

DIFFICULT economic times and
stiff competition in the market
has forced TMCs to focus on
providing the best possible
service to cater to their clients’
needs, forcing managers to
consider the opportunities
related to specialisation.

Ina BTN survey on TMCs, 60%
of corporates said their TMC
was specialised in particular
areas.

“I believe that your TMC
should not just be seen as
a supplier, but rather as an
extension of your business,”
says Metropolitan’s Poate.

There are numerous specialist
and niche markets that require
specific approaches, notes Sure
Travel’s Weighell, for example,

LOOKING forward, 2011 promises
to be just as challenging as the
previous year with corporates
demanding even more value and
service from their TMCs.

“We live in an ever-changing
volatile world. I’'ve given up trying
to predict and prefer to be as
well prepared as possible for any
eventuality. The last 12 months
have made us more prepared
and better equipped to handle
whatever is thrown our way,” says
Club Travel’s Gaynor.

And what should we be
preparing for?

“A slow recovery in terms of
travel volumes as the economy
gradually improves, increased
use of automation to reduce
travel transaction process costs,
and more disruption somewhere
in the world that will require

* Technology will be key
and understanding that
companies are very cost

would have to fillin the new
year. This was their response:
e TMCs need to ensure they

conscious.
e Retain quality staff, help
corporates to ascertain

oil and gas, marine, the film
industry etc.

But in the smaller centres
around Africa, the ‘general
practitioner’ is still a successful
model, with specialist divisions
being viable, for now, only in
major cities, he says.

Thompsons focuses on both.
“We encourage a balance of
broad-based consultants as
well as divisions that have the
expertise in managing niche
markets,” says Kliche.

But are the days of being a
‘jack-of-all-trades’ over?

“l don’t believe so,” says
Mabua of Peacock Travel and
Tours, “because even if a TMC
does specialise in niche markets,
it does not make business sense

travel company support above
and beyond their purchase and
management functions,” predicts
Weighell.

Meanwhile, Kliche believes
corporate clients will continue to
resist increases in transaction fees,
putting pressure on the bottom
line of TMCs with increased costs
of running the business.

She also says: “A stronger threat
of corporate clients to control and
administer their travel account
through advanced technology will
accelerate change in our present
model.”

Long agrees: “The challenge
in 2011 for TMCs will be to have
a balance between online and
‘bricks and mortar’; and be able
to have a strategy to manage and
maintain both (very different)
revenue channels simultaneously.”

¢ Further develop the
business consultancy
partner role.

* Better reporting.

¢ To be more adaptable to
change and provide online

to turn a client away because
you do not offer what they are
asking for. Every single cent
counts towards the bottom
line! If it is a service we have
not provided before, we will
investigate and assist the client
as best as we can because the
beauty of the travel industry

is that you can outsource to
‘specialists’ and even earn
commission.”

Meanwhile, Gaynor feels
‘specialisation’ is a bit of a
marketing ploy on the part of
TMCs. “The reality is, to service
your client correctly, you should
know and understand their
business and their special needs
no matter what business they
arein.”

Peacock Travel and Tours’
response to the challenges of 2011
and beyond is the adoption of a
multi-national approach to
its strategy. “Our physical
presence in SA, Nigeria and
the UK as well as our plans to
launch in Dubai, America and
Asia are all geared towards
positioning Peacock as a global
brand.”

Adds Uniglobe’s Gray: “A
double-dip recession with fresh
new challenges like a global
nuclear holocaust — maybe
with a bird flu epidemic,
terrorist attacks in some new
destination, tsunamis and
volcano eruptions thrown in,
possibly the end of the world if
the Mayans are right. But | am
sure we will survive and continue
to prosper.”

¢ Being on top of the game
and knowing what is
happening globally.

* Proactive and taking the
lead, letting us know where
there are gaps in our travel

are changing and adapting
with the industry.

carbon footprints, and
ancillary fees reporting.

booking tools. MIS reporting
online solution with tracking.

policies and how we can
achieve greater savings.

turn to page 30
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Respondents %

Show me the money!

How many savings has your TMC
generated for you over the past year? 18%

0%

Savings %

Over 50% 25% to 50%

10% to 25%

45%

18%

Less than 10%

Do you think TMC charges are too high?

. TMCs charge too much for their services

You pay for what you get — a good service comes at a
higher price

TMCs charge very little for what they’re worth (0%)

Other
* “In general | don’t mind paying more to get the best.”
¢ “Fees are too high for domestic trips.”

One of the three largest international travel management companies
in the world BCD Travel has offices in 96 countries. With 17 BCD
offices situated in Africa we are particularly well positioned to serve
the needs of those travelling throughout the African continent.

e  BCD Travel - It goes without saying...
We know what our clients want and need from a corporate travel consultancy:
fast, efficient service, around the clock, around the world.

Clients are assured that their every need is anticipated and acted upon. We
also know only too well that the needs of clients evolve from time to time.

BCD Travel simplifies and streamlines the corporate travel process, helping
companies manage and control the movement of their people, information
and resources.

For further information on how BCD Travel can help

simplify your corporate travel programme, email
Kananelo.Makhetha@bcdtravel.co.za or call +2711274 4000.

([ J ..
BCD e travel
BCD Travel - simplifying and streamlining the business of travel.
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TRAVELPORT’S Carbon
Tracker gives TMCs and
their corporate customers
the tools they need to
travel more responsibly.

Travelport’s Carbon
Tracker is a post-booking
reporting system that
answers today’s demand
for emissions disclosure
and management. It uses
the two key reporting
standards — DEFRA and
the GHG Protocol - which
are recommended for
international corporate
disclosure reporting. Both
deliver average emissions
values by weight, distance
and energy use. Carbon
Tracker uses a range of
variables to deliver more
sophisticated emissions
analysis.

The multi-GDS tool
helps businesses and
TMCs drill down to
discover which routes,
travellers, departments
and modes of travel
contribute most toward
total emissions.

KDS Portal Version 6 is the latest
release of the self-booking tool
technology that enables TMCs
and their corporate clients to
effectively manage travel and
extend the cost savings corporate
customers achieve through online
booking.
Among the new capabilities is
a new intuitive user interface, a
greater breadth of content,
one-way faring, flexible faring and
a faster, easier booking process.
KDS Portal Version 6 has been
engineered using the
Microsoft.Net framework.
Today’s TMC faces constantly
growing challenges as corporate
clients demand online booking
solutions that are equal or better
to consumer sites, says Travelport
regional marketing & PR manager
Africa, Nicolas le Roux. “At Galileo,
we want to empower TMCs and
their corporate clients by offering
proven technology that meets
business needs and competes
with online retailers through
lower fares and superior support.
And because travel policy is easily
incorporated into the search and
booking process, compliance is
ensured without confusing or
impeding the booker.”
Other benefits of the new system
include:
¢ Improved usability, with new
interface ergonomics driven
by the leisure booking market,
enabling fewer clicks to
complete a booking.
¢ Greatly improved faring options
include one-way faring that
enables the combination of
fares from multiple carriers
and from different sources.
KDS Portal also allows mixed
booking class faring as well
as restricted and unrestricted
fares.
¢ Smart filtering enables the user
to search more effectively using
multiple criteria without having
to return to the search page.
¢ The enhanced fare matrix results
page allows users to view all
available pricing options for
scheduled air, low-cost carriers
and rail on one page.
¢ In addition to the unparalleled
breadth and depth of content
from Galileo, KDS Portal Version
6 provides access and direct
links to low-cost carriers, rail
and car hire.

»> turn to page 32
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It takes a travel expert to get you
exclusive monthly offers.

At Corporate Traveller we are continually looking
for new ways to help our clients save time and Latest exclusive offer.
money. This is why we launch regular exclusive partner
promotions designed to add value and positively
impact your bottom line.

Come on board with Corporate Traveller before
30 November and get free Premier Lounge
access on all international flights during your first
With an expert on board you will get month of trading*

- A personal, dedicated travel expert Now you can arrive relaxed, refreshed and
- Global buying power of the Flight Centre Group focused, while we take care of everything else.
* No fixed term contracts

+ Specialist groups, conferencing and events team

+ 24-Hour emergency assistance

Call an expert today on the number below or visit our

website for more information. CORPORATE

TRAVELLER
Call 0860 400 787 Bring an expert on board

corporatetraveller.co.za z§

*Terms and conditions: This offer is exclusive to companies who: a) are not currently clients of Corporate Traveller; b) agree to ensure all travel is booked through Corporate Traveller

and transfer their entire business travel account to Corporate Traveller; c) have a minimum annual business spend of R50,000. Promotional period ends 30 November 2010. Clients are
eligible to receive one lounge access pass per international air ticket booked and paid for during the first 30 days of trading with Corporate Traveller. The first day of trading will be recorded
when the first booking is invoiced. Corporate Traveller has the right to change or cancel this promotion at any time without notice.

BTN1128SD
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Just add sunshine!

We’ll take

of everything else.

The Travel Professionals®

We have the Corporate Travel Solution; T
* Effective fravel budget management solutions 1:\
* (Global buying power .

* High speed service

+ Superior reporting structures

* 24 hour support service

Powered by Travelport KDS™ corporate booking tool.
Travelport is the business service provider to the global travel industry.

With over 100 offices throughout Southern Africa, make us your only
choice for Business and Holiday Travel.

CALL NOW TO BOOK! 0860 62 63 64
or visit our website www.harveyworld.co.za

powered by:

www.travelport.com  TF. avelpor t $
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Business travel revenue
for 2009/2010: +/- Rs00m
Average number of
transactions: 200 000
Average transaction
value: R2 500
Breakdown of
transactions: air 60%, car
22%, hotel 12%, other 6%
New business acquired
over the past year:
R120m

Main industry sectors
clients originate from:
mid-sized corporate
accounts. Refuse to
work with government
because of bad payment
experience.

Services offered in
taddition to business
travel: travel policy
consulting/audit;
meetings, conferences
and events; Loyalty
Lifestyle Club;

online solutions for
quality control; fare
savings; management
information; carbon
reporting.

International presence:
offices in over 60
countries across six
continents including
Russia, China, Middle
East (including Iraq),
Australia, Brazil,
Argentina, Europe, North
America.

Technology offering:
online travel
management; automated
quality control (including
travel policy compliance,
waitlist clearance,
seating and best fare
checks); global network
ticketing and MIS; global
emergency rescue line;
global roaming, WiFi;
luggage tracking and
lounge deals.
BEE/BBEEE initiatives:
most level 1-4
compliance.

Business travel revenue
for 2009/2010: R250m
Average number of
transactions: 128 752
Average transaction
value: R128

Breakdown of
transactions: air 70%,
land 25%, car 5%

New business acquired
over the past year:
+R19m

Main industry sectors
clients originate from:
finance, insurance,
pharmaceutical, mining,
construction and retail.
Services offered in
addition to business
travel: forex, insurance,
events, incentives,
conferencing, leisure
travel.

International presence:
global alliance

and Thompsons is
represented in 120 offices
around the world.
Technology offering:
Thompsons Traveller
online and together
with partners Travelport
and Amadeus stay
abreast with the latest
technology.

BEE initiatives: We have
worked closely with
Wisani Guest House
during the World Cup.
We put funds towards
Home of Hope to assist
with the operations of
the home.

turn to page 34
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Technology to take you further.

People to bring you closer.

If your company's travel rand isn’t going as far as it
should, talk to South African Travel Centre about our
AeTM and KDS corporate booking tools, and take
control through state-of-the-art technology. Seamless,
user-friendly and intuitive, this best-of-breed travel
management solution is just one of the many ways

our corporate travel experts can help you.

As travel agents who own and run their own businesses,
everyone at South African Travel Centre understands
the need for efficiency and cost reduction, and is
totally committed to making your business work
as hard as theirs. Not just through cutting edge
technology, but through building relationships,
providing the support you need, and becoming

your true partner in corporate travel.

Call South African Travel Centre now, and let us put
you in touch with the agent who's right for you, so we
can take your travel rand further. And bring your

business goals closer.

SOUTH AFRICAN

TRAVEL CENTRE

Taking you further. Bringing you closer.
www.satc.co.za 0861 007 747

Sare @
glleﬁpagaenlﬂ§;tar &('%5 travelexperience ?:;'7
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DOES an organisation
really need a corporate
travel manager?

This was the
controversial question
posed by group travel
manager at MTN, Warren
Tanner-Ellis, during his
recent presentation
at the ITMSA annual
conference.

“The answer,” he said,
“is no.”

Derived and based on
a very simple formula, he
believes if there is trust
between an organisation
and its TMC then there is
no need for a corporate
travel manager.

“Corporates and
TMCs often enter into
arelationship, which |
like to call the ‘circle of
stagnation’”.

What this means, quite
simply, according to
Tanner-Ellis, is that trust
is based on character
and competence; if

On the radar - TMCs

corporates lack trust in
their TMCs, this leads

to dissatisfaction. The
client then seeks a new
TMC or a develops a ‘DIY’
attitude, which leads

to the TMC reducing
investment in skills

and ultimately it has a
deficiency in skills, which
in turn leads back to

the corporate’s lack of
trust in the TMC - and so
the circle of stagnation
continues.

“The whole level of
business travel buying
therefore needs to be
raised.”

One such way to
achieve this, he said, was
to score your TMC. “But
TMCs don’t like to be
scored.”

Tanner-Ellis noted that
it took maturity on the
TMC’s part to engage in
a discussion with clients
about performance.
“There should be a

£

7 |

Warren Tanner-Ellis

quarterly

score board with key
performance indicators
based on travel service,
finance, key accounts,
airline cost savings and
overall achievements.”

In this way, corporates
could trust the TMC to
take over management
of travel policies
and corporate travel
managers could focus
on coming up with new
ideas.

“Corporate travel
managers should be
more on the strategic
side of the fence. A
trustworthy TMC and
developing travel
manager equals return
on investment.”

AT the recent ITMSA annual conference, ceo of
Asata, Robyn Christie, spoke about the relationship
between corporates and TMCs and how things had
changed over the last few years.

“Five years ago, TMCs realised that corporates
were no longer our friends. We tried to mend this by
becoming more transparent but that backfired. We
then tried investing in technology but soon learnt
that this was not our core business. We realise now
that value lies in people and service. We are not
friends nor foes but partners.”

Each facet of this partnership, which extends three
ways - corporates, TMCs and suppliers - has their
own specialised skills set and therefore needs to
work together.

“We need to relook at the people in our industry;
employing travel agents of a certain standard and
maintaining this standard on an annual basis,” said
Christie. And the best way to achieve this level of
skill efficiency is through regulation. “Meaning every
year the travel agent would have to register with
Asata and write an exam - a professional programme
aimed at training and educating travel agents and
ensuring that clients receive valuable service.”

This also means relooking at how agents are
promoted. “Often a junior consultant will move into
an intermediate or senior position not because they
have the experience or skill to do the job, but simply
because the senior consultant has left the agency.”

Christie also notes that agents need to be trained
in basic requirements. “Agents are proficient in travel
technology but not in other technological areas, for
example Power Point. There is no central repository
of information because the South African mentality
is that the more information we share the more
information we lose.”

TOURVEST Travel Services

(TTS) brands are implementing
a mobile technology strategy
that will assist clients with

the handling of post air-travel
documentation - a first for a
South African TMC, according to
Tourvest.

“Our objective is to give
travellers access to their car and
hotel booking information via
their mobile devices,” says Louis
van Zyl, TTS chief information
officer. “Digital images of
travellers’ booking vouchers
will be sent to their cell phones
via SMS. Customers with web-
enabled smart phones will be
able to download their vouchers
directly to their devices from
a URL while customers with
non web-enabled devices will
receive the URL that in turn can
be presented to the supplier,
on demand. The supplier, (i.e.
the car-rental company or
accommodation establishment)
can then access the URL via an

ordinary internet connection
to retrieve the customer’s
vouchers.”

Van Zyl also notes that this
is a significant step towards a
paperless environment and also
eliminates the ‘hassle’ of having
to carry hard copy documents.
In addition, it further eliminates
any potential delays in having
to contact agents or after-
hours support facilities when a
customer does not have their
vouchers on hand.

As of August 23, key customers
and suppliers of Seekers,
American Express, Cummings
Travel, Maties and Indojet have
had the opportunity to put the
first phase of the TTS mobile
strategy to the test.

“As soon as we have perfected
the post air-travel phase, we will
pursue even closer collaboration
with our suppliers,” he says.
“We want to provide them
with a secure environment
where they can access and
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retrieve travellers’ relevant
documentation. Ultimately, we
will be looking to work with
airlines who are currently trialling
mobile solutions such as Etihad,
British Airways, United Airlines
and SAA domestically to enable
our customers to leverage their
systems and have boarding
passes delivered to their mobile
phones - no more queuing and
waiting.”

TTS drives and develops its
strategy in close cooperation
with its existing partners such
as Amadeus. The latter’s mobile
strategy, called Mobile Travel
Assistant, gives the TTS brands
access to features such as Mobile
Check My Trip.

Research shows that over
90% of all airline travellers
have a mobile device of some
description. It is further
predicted that within five
years these so-called digital
travellers will require mobile
access to the travel services they

currently access via the internet.
Therefore, the multi-step mobile
strategy being implemented by
the TTS brands is in step with
global trends, says Van Zyl. “In

a nutshell, the global vision

for mobile travel services is

that sooner rather than later a
traveller will only need his or her
passport and a mobile device

to travel the globe. Even visas
will be delivered to a person’s
phone.”
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Amadeus e-Travel Management is much more than just a self-
booking tool: it is a comprehensive travel management solution and
serves corporations’ business needs on a single platform.

Amadeus e-Travel Management is a flexible, one-stop, online booking solution for
managed corporate travel programs of every size and scope. When employees use
Amadeus e-Travel Management, they can easily plan, book and purchase complete
travel itineraries within their company’s guidelines. With Amadeus e-Travel Man-
agement, corporations and travel agencies alike can integrate all the elements of
their global travel programs, including travel policies, preferred suppliers and nego-
tiated rates, into one easy-to-use website. Amadeus e-Travel Management brings
corporations significant time and cost-savings.

Amadeus e-Reporter adds a whole new dimension to your business when you need
to make smart decisions based on solid information. Whatever you need to know
in order to understand the cost drivers of your travel spend: the efficiency and ROI
of your online booking solution, online adoption ratio, policy compliance, tracking
staff travels and much, much more... e-Reporter gives you critical information —
fast.

While you take care of travel, we take care of technology. aMaDEUS
Call to action followed by contact details and web address.

Call 011 548 7300 or e-mail solutions@amadeus.co.za Your technology partner
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New option Competition

Peacock Travel & Tours launches
shuttle service and day tours

FTER just six months in the SA

market, Peacock Travel & Tours has

launched its own shuttle service

and tailor-made day tours, which
are all part of long-term plans to provide
corporate and leisure clients with a
one-stop-travel-shop solution to their
requirements.

“Our plan is to provide clients with all the
travel services that our competitors would
normally outsource to third-party suppliers,
hereby offering a streamlined, efficient
and convenient service,” says business
development manager, Rose Mabua.

To kick-start the service, Peacock Travel &
Tours recently acquired two new vehicles: a
15-seater Toyota Quantum and Toyota Corolla
1.6 sedan. “The fleet will grow as the need for
the service grows. Our transportation service,
which is meant for the exclusive use of our
clients for conferences, meetings, seminars,
airport transfers etc., is available 24 hours
a day, seven days a week and can also be
tailored according to needs,” says Mabua.

“We offer a meet-and-greet service at all
Gauteng airports on our door-to-door service,

adding value and convenience. Trained
professional drivers will ensure our
client’s safety and comfort at all times.”

At O.R. Tambo International Airport,
Peacock Travel & Tours will soon launch its
on-ground Protocol Officers service, which
is a team who will help clients needing
assistance moving between terminals,
renting a cell phone, obtaining foreign
exchange or whatever their needs may be
while at the airport before transporting them
to their respective destinations. This also
includes collecting documents, luggage, etc.
and handing these over to the client’s guests
on their arrival at the airport.

Additional services include but are not
limited to chauffeur drive, complete
ground-handling services as well as
transfers for sports events, concerts,
functions and dinners.

On the leisure side of things, Peacock
Travel & Tours offers tailor-made day tours
(i.e. a Soweto tour or trip to the Cradle of
Humankind for example) and special-interest
tours like horse riding, hot air ballooning,
diamond tours etc.

ADVERTORIAL

1st prize: HP laptop, Peacock Travel &
Tours branded bag, golf shirt and cap

2nd prize: Nokia 1280 cell phone,
Peacock Travel & Tours branded bag,
golf shirt and cap

3rd prize: Cellphone plus branded
golf shirt and cap

Consolation prizes: 7-10 positions should
receive branded bags/polo shirts/caps

Question: Name three travel
<< services Peacock Travel & Tours %
now offers its clients.

To enter all you have to do is answer

the easy question above and e-mail your
answer to kimcochrane@telkomsa.net.
Entries must reach BTN no later than
November 7, 2010. Please supply us with
your name, contact details, company and
title clearly. Strictly one entry per person.

seacocs

alo

Terms and conditions: It is taken that the entrants agree to abide by the rules, which
are: the prize is not transferable and may not be exchanged for cash. Staff members of
Now Media, the host company or organisation sponsoring the prize, their advertising
and public relations agencies, theirimmediate families, and travel agents may not enter.
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Corporate Travel:

m Travel Management
MIS Reporting
Airport Shuttle
Visa Applications
Foreign Exchange

m Airport Parking
Travel Insurance

Yeacock

O

e

Day Tours

Luxury Travel

Head Office South Africa

Jean Park Chambers, Building 5, Unit 15, 252 Jean Avenue, Centurion, Pretoria
Tel: +27 (0)12 751 1870-3 / Fax: +27 (0)86 691 3896 / After Hours: +27 (0)72 332 9353
Email: info@peacocktravelandtours.co.za / www.peacocktravelandtours.co.za

Office hours

9 Monday - Friday: 08h30 to 17h00 - Saturdays: 09h00 to 13h00

Tours & Holidays:
Holiday Packages

School Excursions
m Medical Tourism

Golfing Packages
Online Bookings

T D

BTNO122
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Majestic Madrid.

Emirates flies daily fo Madrid.

From

RS 005

Down rthe Gran Via, through fo the Plaza Mayor
and on to the Palacio Real, Madrid's archireciural
wonders can be admired throughout fhe ciry.
And with Emirates award-winning inflighr service,
there's no better way fo arrive refreshed and
ready for the Spanish capital.

Flight Days Deparf Jhab  Arrive Dubai

EK762 Daily 14:10 00:10
EK764 Daily 19:05 05:05
EK766 Daily 22:20 08:20

Flights Days Deparr Dubai Arrive Madrid
EK141 Daily 07:50 153:45

Flights Days DepartMadrid Arrive Dubai
EKI4Z.  Daily 15:25 00:30

Flighrs Days Depart Dubai Arrive Jhb

. . EK761 Daily 04:40 10:50
. EK763 Daily 10:15 16:25
EK765 Daily 14:30 20:40

Fly Emirares. Keep discovering.

Over 400 international awards and over 100 destinations w

BTN1133SD
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ENJOY A FULL NIGHT BE
AND A FULL DAY AHEAE

Delta Air Lines is the only airline offering a nonstop service fram Suuﬁl A
With Delta's nonstop service from lohannesburg to Atlanta, wake up In-tf me
200 connections throughout the U.5., Canada, Latin America and th

Even better, as a BusinessElite® passenger, you'll enjoy the journey
full-flat bed, each giving access ta the aisle onboard our flagsh

For further information please call (011) 4088200, conlact yourtravelags
ar visit DELTA.COM

BTN1127SD
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