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News Notes&
Air Rage Is Increasing 

Baggage Fees Continue to Rise 

B aggage fees are a boon to air-
lines’ bottom lines. According 
to research from British luxury 

luggage retailer Case Luggage, baggage 
fees have doubled over the last five 
years. The average cost to check a bag 
on a flight from the U.K. to Western 
Europe in 2011 was $11.54; in 2016, 
that number had increased to $22.93. 
The largest increase came from British 
Airways, which went from no fees five 

years ago to $33 today. Lufthansa’s 
fees during the same time remained 
flat at $0. À la carte services, however, 
propelled Lufthansa to a 27% increase 
in ancillary revenue from 2013 to 2014. 
The largest increase, more than 100%, 
came from low-cost Spanish airline 
Vueling, with second place going to 
Pegasus. The Turkish airline increased 
ancillary revenue 58% during the same 
period.  source: case luggage 

Travelport Partners with 
MasterCard 

B usiness-to-business travel com-
merce platform Travelport 
recently partnered with 

Mastercard to develop a new prod-
uct, Travelport Passenger Insight pow-
ered by Mastercard. By analyzing how, 
where and when travelers spend across 
key categories such as hotels, restau-
rants, transportation and retail while in 
particular destinations and along spe-
cific routes, the company helps its air-
line customers to improve their partner-
ship strategies and create better, more 
tailored offers for travelers. Smarter, 
more targeted offers are expected to 
help airlines deepen their relationships 
with passengers in order to retain and 
increase market share.  

source: travelport 

What Do People Buy at the 
Airport? 

According to a new report from the International Air Transport 
Association, unruly passenger incidents – otherwise known as “air 
rage” – increased by 14% last year. In total, nearly 11,000 cases 
of air rage were reported in 2015. Etiquette expert and founder of 
Protocol and Etiquette Worldwide, Sharon Schweitzer, offers a few ways 
travelers can reduce the stresses that lead to aggressive incidents. 
Schweitzer’s best advice for an angry traveler is to “bite your tongue 
and walk away.” Reclining airplane seats are a fact of life. Rather than 
angrily challenging passengers who recline into your lap, Schweitzer 
suggests simply booking a premium seat or requesting an exit row. 
Arm rests are for sharing, babies cry, kids kick seatbacks and flights 
are late; these simple facts will be better tolerated by sober travelers, 
and those who have planned ahead with books and entertainment 
options, as well as those who are smart enough to hope for the best 
but plan for the worst. In the end, remember that security is tighter 
than ever and behaving in an aggressive manner is tolerated less than 
ever. For more information on keeping your cool while you travel visit 
protocolww.com.  source: protocol and etiquette worldwide A ccording to research by the 

Hudson Group, North America’s 
largest travel retailer with more 

than 950 airport terminal stores, the 
most popular item purchased at air-
ports worldwide is bottled water. Eight 
of the top 10 items sold last year were 
beverages, in fact, with various brands 
and sizes of water accounting for five 
of those slots (20 oz sizes of Dasani 
and Glaceau Smartwater, specifically, 
topping the list) accompanied by Coke 
and Diet Coke products. Sweet treats 
– King Size Peanut M&M’s to be exact 
– and reading material (The Wall Street 
Journal) round out the top 10. 

source: cnn 
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All About Airplane Windows 

W hy are airplane windows so small? And 
why are their corners rounded? And why 
isn’t there a window next to my seat? In 

its “Ask the Captain” column, USA Today answered 
many travelers’ questions about the peculiar win-
dows in commercial jetliners. According to Captain 
John Cox, it all comes down to safety – namely, the 
structural requirements of the fuselage. Some seats 
don’t have windows because those areas are rein-
forced against catastrophic engine failure. Windows 
are positioned as they are based on the lowest-stress 
areas of the fuselage and shaped in an effort to 
minimize cracking and failure due to pressuriza-
tion cycles. (It was too large windows, in fact, that 
caused failures in the first commercial jetliner, the 
De Havilland Comet.) For passengers who want big-
ger, better windows, look to travel on a Boeing 787.  

source: usa today 

Travelers from Asia Have a New Non-cash  
Payment Option 

M unich Airport’s retail arm, eurotrade, has signed an agreement 
with Wirecard AG to launch the Asian payment system Alipay 
in all participating shops. Effective immediately, Chinese 

customers can now use their smartphones to make purchases easily 
and conveniently with Alipay in the 69 eurotrade stores in the airport. 
Using the Alipay bar code is simple. Customers with Alipay wallets 
simply show the cashier their smartphone displaying a barcode, which 
is then scanned to initiate payment. Customers confirm the process by 
entering their PIN. “Passengers from China are one of our most impor-
tant, high-revenue target groups at Munich Airport,” says Sven Zahn, 
managing director of eurotrade Flughafen München Handels-GmbH. 
“The ability to offer our Asian guests the same mobile payment option 
they use at home in all of our stores, without having to change curren-
cies, is just the latest example of the philosophy that earned us the title 
of Europe’s only five-star airport. With Wirecard we have found a local 
and reliable partner to support us in implementing the solution.” 

source: munich airport 

ZERO HALLIBURTON Adds 
New Store and Global 
Brand Ambassador 
ZERO HALLIBURTON, makers 
of iconic aluminum luggage 
and business cases, recently 
announced a new store open-
ing as well as the introduction 
of a global brand ambassador. 
The new store is an outlet 
(the company’s first) at the 
Clarksburg Premium Outlets 
in Clarksburg, MD. It cele-
brated its grand opening on 
October 26. The company’s 
new global brand ambassa-
dor is Ronaldinho, two-time 
FIFA Player of the Year and 
two-time World Soccer Magazine World Player of 
the Year, who was also recently inducted into 
the Brazilian Football Museum Hall of Fame. As 
brand ambassador, Ronaldinho will be involved in various advertising, 
publicity and social media initiatives. He will also promote a limited 
edition run of 120 camera cases and business card sets with his 
laser-etched signature on the exterior. The Facebook Page “R10 with 
ZERO HALLIBURTON” launched in October and includes details about 
Ronaldinho’s world travels accompanied by iconic ZERO HALLIBURTON 
products.   source: zero halliburton

Soccer star Ronaldinho 
is the new global brand 

ambassador for ZERO 
HALLIBURTON.

Eagle Creek a Founder 
of the Adventure Travel 
Conservation Fund 

E agle Creek has joined forces with 
other leading conservation voices 
in the adventure travel industry 

to become a founding member of the 
Adventure Travel Conservation Fund 
(ATCF). The ATCF includes other indus-
try leaders such as REI Adventures, 
ExOfficio, Uncruise and the Adventure 
Travel Trade Association in an effort to 
preserve and protect sustainable adven-
ture tourism. The ATCF will direct-
ly fund local organizations – includ-
ing conservation groups, indigenous 
groups, tour operators, accommoda-
tions and other not-for-profits – engaged 
in the conservation of unique natural 
and cultural resources of adventure 
travel destinations, as well as providing 
an international spotlight on projects 
that protect the cultural and natural 
resources that form the foundation of 
the adventure travel industry.  

source: eagle creek 

Eagle Creek is proud to be a founding member of the 
Adventure Travel Conservation Fund. L to R: Steve 
Barker (OIA), Shannon Stowell (Adventure Travel 
Trade Association), Brian Thompson (ExOfficio), 
Jessica Dodson (Eagle Creek), Soraya Shattuck 
(ATCF), Andrew Kronen (REI Adventures) and Dan 
Blanchard (Uncruise). 
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Advantus Acquires Mercury 
Luggage 

A dvantus Corp., manufacturer 
of consumer, commercial and 
durable goods, has acquired 

Mercury Luggage Manufacturing 
Company, a premier supplier of high 
quality luggage, specialty bags and 
lockers and trunks for the military 
and retail markets under the Mercury 
Luggage and Seward Trunk brands. 
Advantus President Kevin Carpenter 
cited Mercury’s excellent reputation for 
craftsmanship, quality, pricing and cus-
tomer-centric focus. “We look forward 
to continuing and building on this tra-
dition,” Carpenter said, “to develop and 
deliver great products with great service 
to our current and new customers.” 
Mercury Luggage and Seward Trunk 
will continue operating out of their cur-
rent facilities in Jacksonville, FL and 
Petersburg, VA, respectively. Mercury 
Luggage Manufacturing Company 
employs more than 100 workers in the 
United States.   source: advantus corp. 

24-7 International CEO Honored 

D ennis Zhang, CEO of 24-7 
International, received the 
New Jersey Chinese-American 

Chamber of Commerce’s (NJCACC) 
2016 Entrepreneur of the Year Award. 
At the September gala in Whippany, NJ, 
Zhang was surrounded by his family 
and business partners, Scott Kosmin, 
president, Chris DePonte, executive 
vice president, and other key execu-
tives. Zhang has been an active member 
of the NJCACC for many years and 
the award recognizes his accomplish-
ments in the New Jersey and interna-
tional business communities. Proceeds 
from the gala help to fund NJCACC 

Casual Home Celebrates 
with NASDAQ 

O n August 25, the President of 
Casual Home Worldwide, Ming 
Chiang, shared the podium with 

the CEO of the American Red Cross at 
the NASDAQ “ring the opening bell” 
ceremony to bring awareness to vic-
tims of flooding in Louisiana. NASDAQ 
displayed many images of the event on 
its big screen in Times Square, and all 
major national television networks – 
CBS, NBC, Fox and Bloomberg – cov-
ered the event as well.  

source: casual home worldwide 

Casual Home Worldwide President Ming Chiang 
shared the podium with the CEO of the American 
Red Cross in August at the NASDAQ “ring the open-
ing bell” ceremony in an effort to bring awareness to 
victims of Louisiana floods.  

Numinous Founder Wins Business Award 

A t the recent Virgin Disruptors 
event in London, Jason Lowe, 
the young creator of Numinous 

London smart luggage and Numinous 
Packs anti-theft travel gear, won a 
contest hosted by Virgin Startup, a 
not-for-profit that offers financial sup-
port, mentoring and business advice to 
young entrepreneurs across the United 
Kingdom. In the organization’s Elevator 
Pitch Experience, seven entrepreneurs 
were selected from dozens of applicants 
to make their elevator pitch – a concise, 
highly engaging sales pitch – on stage 
in front of an audience of 650 Disruptor 
Delegates. “I was very nervous on the 
day,” Lowe says, “and particularly lead-
ing up to the pitch. Luckily we were 
seated with a lot of the speakers from 
the afternoon session who were talking 
us through it, which certainly relaxed 
me immensely,” says Lowe. “I kept 

my pitch very short and to the point, 
I introduced the brand, why I had cre-
ated it and showed the features and 
innovation I had created with a view of 
making people’s lives more convenient, 
more secure and more enjoyable.” 
The contest’s top prize is a one-on-
one mentoring session with the Virgin 
Startup team – including Virgin founder 
Richard Branson.  source: litegear 

educational and networking programs 
throughout the year.  

source: 24-7 international  

24-7 International CEO Dennis Zhang was honored as 
the 2016 Entrepreneur of the Year at the New Jersey 
Chinese-American Chamber of Commerce gala in 
September. From left: Jimmy Wu, Dennis Zhang, Scott 
Kosmin, Chris DePonte, Wendy Xu and Lian Yu. 

Numinous London founder Jason Lowe on stage at 
the Virgin Disruptors London event. Lowe won the 
Elevator Pitch Experience earning a one-on-one men-
toring session with the Virgin Startup team.  

Olympia Celebrates 35th Anniversary

F or Olympia International, makers of luggage and travel products, 2016 
marked its 35th year in business. The Carson, CA-based brand celebrated 
its anniversary with a company picnic on October 29. “Celebrating our 35th 

anniversary with the employees and their families brought so much joy, unity and 
fellowship,” said CEO Chris 
Yu, “and realizing that with-
out the love and dedication 
of all the families of Olympia 
and our partners in retail, we 
would not be where we are 
today. Thank you for your 
continued support in making 
Olympia what it is today.” 

source: olympia international

Employees of Olympia International  
celebrated the company’s 35th  
anniversary this October with a  

company picnic. 

News & Notes cont inued on page 16
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Travel Pocket Voted #1 
Travel Wallet 

I ndependent online research compa-
ny Wiki.ezvid.com analyzed several  
travel wallets in a side-by-side com-

parison and voted the Travel Pocket 
the top travel wallet for 2016. Uniquely 
combining safety, accessibility and 
comfort features, the Travel Pocket 
protects against physical pickpocket-
ing, electronic theft and eliminates the 
need to reach into a pocket to access 
money. Because the Travel Pocket is 
worn rather than carried, it cannot be 
secretly stolen the way a wallet can. 
Its RFID blocking material defeats the 
illicit scanning of credit cards and pass-
ports. source: wellspring ideas 

Emporium Leather and Royce Receive Accolades  

W illiam Bauer, managing director of Emporium Leather, is pleased to 
announce that his company, best known for its Royce Leather brand, has 
been named the 2016 New Jersey Family Business of the Year. The panel 

of judges cited the Bauer family’s “multigenerational impact on the community, per-
severance, commitment to family, and business success.”  Royce was also selected 
as one of the 30 winners of the Best Practices competition sponsored by CIANJ and 
COMMERCE magazine based on its advice on teamwork, which will be included in 
the “Best Practices Guide” published by COMMERCE magazine. And for the third 
time in recent years, Royce Leather has been named to the Inc. 5000 list of the 
fastest-growing private companies in America. “Only a tiny fraction of the nation’s 
companies have demonstrated such remarkably consistent high growth,” wrote 
Eric Schurenberg, president and editor-in-chief of Inc. “This achievement truly puts 
you in rarefied company.” Entrepreneur magazine’s 2016 Entrepreneur 360 list also 
includes Royce, representing what Entrepreneur calls the very best of the American 
entrepreneurial experience.   source: royce leather

HONTUS Milano Expands 

The Travel Pocket, which can be worn many ways, 
protects travelers from electronic theft as well as 

pickpockets. 

Occles on Amazon Prime 

O ccles Travel Eyewear has made 
life easier on the last-minute 
traveler thanks to the conve-

nience of Amazon Prime. Occles Travel 
Eyewear has teamed up with Bright 
Retail on Amazon to offer same-day 
delivery to many Amazon Prime mem-
bers. Occles’ unique sleepmask offers 
many features, including no restrictions 
over airways, deep eye cups, no pinch-
ing elastic and even UV blocking for 
complete eye protection. Occles eye-
shades retail for $29.99 with free ship-
ping from Amazon Prime.   source: occles 

Occles eye-
shades are 
now available 
for same-  
and next-
day delivery 
to Amazon 
Prime cus-
tomers.  

T o meet increasing demand for its luggage, HONTUS Milano Group is expand-
ing with two new showrooms. The New York showroom at 366 5th Avenue 
will be the company’s global hub for international and domestic corporate 

sales, and an 80,000-square-foot state-of-the-art store will be the company’s first 
in Canada. Exclusive textures and artist collaborations make HONTUS products 
unique, and the company cites its hardworking and devoted worldwide staff for the 
company’s robust growth.  source: hontus milano group  
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Is the Town Square Retail’s Next Big Thing? 

W hen Apple began 
revamping its retail 
stores with a new 

concept, the next-generation 
stores were to be built on a 
“town square” philosophy. So 
are new stores from Whole 
Foods, called 365. The town 
square approach doesn’t exist 
merely to sell products, be 
they MacBooks or macaroni. 
Instead, the traditional retail space is minimized and the stores instead focus 
on “enriching lives,” according to Apple’s Senior Vice President of Retail 
Angela Ahrendts, with classes and workshops for shoppers of all ages, and 
visits by musicians and artists. Apple plans to convert 95 of its 500 retail 
stores to the new concept by the end of the year. Whole Foods is taking a 
similar approach with 365, incorporating local vendors such as bike mechan-
ics and juice bars into its “Friends of 365” program. Whole Foods currently 
operates three 365 stores with plans for 16 more in 2017. These two influen-
tial retailers could change what consumers expect from their retail shopping 
experience, placing lifestyle prominently in front of the products themselves. 
“Picture department stores replacing their first-floor cosmetic counters with 
workshop spaces where shoppers can learn makeup application, style tips or 
jewelry making,” writes Bryan Pearson for Forbes. “The actual selling could 
take place on the upper floors or at the store perimeter.”  source: forbes 

News & Notes cont inued from page 15
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eBags Announces New 
Luggage and Sales 
Collaboration
Inspired by real travelers, 
eBags has teamed with 
TripAdvisor to launch a 
new luggage and acces-
sories collection. The six-
piece TripAdvisor Travel 
Collection is available 
exclusively through eBags. 
“As the world’s largest 
travel community,” says 
eBags CEO Mike Edwards, 
“TripAdvisor knows a thing or two about getting from point A to point 
B. So when they asked their frequent travelers what they expect from 
their luggage, we were naturally very interested in what they had to 
say.” The survey tapped more than 100,000 travelers and resulted 
in a curated collection of six essential pieces including 21” and 25” 
wheeled duffles, 25” and 30” spinners, a toiletry kit and a portable 
battery charger. With third quarter year-over-year sales up 23% and 
mobile visits up by 40%, Edwards says of eBags, “Our mojo is back! We 
experienced explosive double-digit growth in eBags brand products and 
extended our position in the critical categories of luggage, backpacks 
and travel accessories. We are focused on amplifying our brand mes-
sage in the last quarter of the year by giving our customers access to 
desirable new product offerings and travel product innovations that can 
only be found on eBags.com.” source: ebags 

Travelers are Visiting Cuba. Is Retail Next? 

Two years ago when President 
Obama announced the begin-
ning of rollbacks of economic 

sanctions against the Caribbean island 
nation of Cuba, savvy travelers knew 
it wouldn’t be long before significant 
changes would be seen in the unique 
Cuban culture that has been in many 
ways stuck in a time warp since the 
1950s. And just like that, Internet con-
nectivity is now commonplace, cruise 
ships and airlines are visiting the island 
and hotel chains are gaining their foot-
hold. According to the National Retail 
Foundation, which led U.S. retail rep-
resentatives on a fact-finding mission 
last fall, the next American import to 
Cuba will be retail. “Where there are 

consumers, I always see the possibili-
ties for retailers,” says Kip Tindell, NRF 
chairman and founder of The Container 
Store. “I do believe that great pos-
sibilities can be created and will exist 
in Cuba in time, but so do great hur-
dles.” The largest hurdle for retailers 
is the current method of doing busi-
ness in Cuba. Most products are cur-
rently sold through government-owned 
stores and all advertising and market-
ing are banned outside of those stores. 
Another hurdle is that the U.S. embargo 
still remains and will require action 
by Congress to remove. Furthermore, 
the island’s infrastructure – from ports 
to roads – is in desperate need of an 
upgrade.   source: national retail federation 

Smarter Barcodes Minimize 
Shrink 

New York-based grocer Wegmans 
and Portland, OR’s New Season 
Market are adopting a new bar-

code to help minimize fraud, speed 
the checkout process and reduce the 
amount of time needed to check inven-
tory. A number of other retailers are 
beta-testing the inventive new Digimarc 
barcode. Unlike a traditional universal 
product code (UPC) that is positioned 
only on a small section of a prod-
uct’s packaging, the Digimarc barcode 
is replicated over a product’s entire 
package and is all but invisible to the 
naked eye. Better still, the code acts as 
a trigger for consumers’ smartphones, 
linking to product information online 
– things like recipes, origin and sustain-
ability information and instructions for 
use. National Retail Federation Vice 
President of Loss Prevention Robert 
Moraca says the Digimarc bar code will 
reduce shrink by eliminating bar code 
swapping and creating operational effi-
ciencies that minimize administrative 
errors.  source: national retail federation 

Retailers Thriving and Dying 

T hrough the first three quarters of 
2016, U.S. retailers laid off nearly 
44,000 workers. The only sectors 

to cut more jobs were energy (which 
suffered massive oil price drops in the 
past two years) and computers (thanks 
to layoffs at Microsoft, IBM, Intel and 
others). Department stores and malls 
suffered the most, largely thanks to the 
continued increasing influence of online 
retailers. “The traditional retail industry 
in some respects is facing Armageddon,” 
says Mark Cohen, professor and director 
of retail studies at Columbia Business 
School. “There were far too many stores 
built.” Consumer interest in bargain 
hunting means discount retailers such 
as T.J.Maxx, Marshalls, Ross, Dollar 
Tree and Dollar General are doing well, 
as are big box home improvement 
stores such as Home Depot and Lowe’s. 
Even Walmart is rebounding after a 
slow 2015. According to government 
job figures, when other retailers such 
as e-commerce stores, supermarkets, 
home improvement chains and auto 
dealers are factored in, there was a net 
growth in retail jobs this year. “The 
retail business is not dead,” said Cohen, 
“but some legacy retailers are dying.”  

source: cnn 
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