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TSA’s Instagram Feed 
Is Worth Watching
Most air travelers probably don’t think of the Transportation Security 
Administration as particularly entertaining, but with the agency’s jaw-
dropping Instagram account it’s doing just that. The strange-but-true 
Instagram feed is an evolving gallery of the illicit items TSA screeners 
find at security checkpoints — things like knives, guns, grenades and at 
least one Samurai sword. The agency says an average of 40 firearms, 
many loaded, are seized at U.S. checkpoints every week. The account 
is managed by a blogger who works with TSA’s national coordination 
centers to secure photos from individual airports and post them along 
with reminders of carry-on guidelines — in case travelers naturally for-
get to pack their spear guns and bear mace in checked luggage. The 
TSA Instagram feed is viewable to anyone, even without an Instagram 
account, at Instagram.com/tsa.  source: wired

Support the GSP Update Act

C urrent legislation before 
Congress seeks to make trav-
el goods eligible for duty ben-

efits under the Generalized System of 
Preferences (GSP) program. The GSP 
Update Act addresses changes that have 
occurred in the 40 years since the GSP 
was initiated. Travel goods are no lon-
ger import sensitive and thus need not 
be subjected to steep tariffs. “There is 
very little production of these items in 
the United States,” according to a state-
ment from the American Apparel and 
Footwear Association. “Moreover, they 
were among the first to be removed from 
quota treatment and were delisted by 

Boeing Debuts Larger  
Carry-On Baggage Bins

I n an effort to alleviate the pressure 
from passengers’ increasing prefer-
ence for carry-on baggage, Boeing 

is implementing larger overhead bins 
in 737 aircraft on order from Alaska 
Airlines. The new “Space Bins” will 
each accommodate six standard carry-
on bags, 50% larger than current 737 
bins. Alaska Airlines, whose new planes 
will be delivered by late 2015, reports 
the new bins are expected to shorten 
boarding times and improve on-time 
performance. Boeing also says airlines 
can retrofit some current 737s with the 
new bins if they choose to do so. 

source: usa today

2002, indicating that, in the view of the 
U.S. Government, they were among the 
least import-sensitive textile items.” The 
AAFA and the Travel Goods Association 
support this legislation, and encourage 
members to contact their Congressional 
representatives in favor of it. The U.S. 
House of Representatives website makes 
it easy to identify Congressional rep-
resentatives online at www.house.gov/
representatives/find. TGA’s Director of 
Government Relations, Nate Herman, is 
available to answer questions and assist 
members at 877-842-1938, x-708 and 
nate@travel-goods.org.  

source: travel goods association

Boeing’s new “Space Bins” will accommodate six 
standard carry-on bags per unit, increasing a 737’s 
total capacity from 117 carry-on bags to 174.

Industry Regulators Push to 
Expand 24-Hour Rule

A irlines have been required since 
2012 to allow travelers to book 
and hold reservations without 

payment for 24 hours. Travel agencies, 
however, are not mandated to extend 
the same courtesy. Under new regula-
tions proposed by the Transportation 
Department, travel agents would be 
required to abide by the “24-hour rule” 
for reservations made in person and 
online. The rule is intended to allow 
travelers to correct mistakes such as 
misspelled names and transposed dates. 
Many agencies are likely to honor the 
guideline now as a courtesy to their cus-
tomers, but when necessary, complaints 
may be filed at dot.gov/airconsumer/
file-consumer-complaint. 

source: usa today
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National Travel Campaign Delivered $1 Billion Increase in 
Hospitality Industry

The Obama administration’s nation-
al travel promotion program 
known as Brand USA has shown 

a measurable impact by increasing the 
value of publicly traded hotel firms by 
2 percent, representing an increase of 
approximately $1 billion. According to a 
study led by Michigan State University, 
the positive economic impact of the 
country’s first national travel promo-
tion, which went into effect in 2010, has 
been correlated directly to positive stock 
market reactions, aligning it with econo-
mists’ projections of increased tax rev-
enue and job creation in the future. The 
Congressional Budget Office projected 
that the program would reduce the fed-

eral deficit by $425 million over 10 
years, and Oxford Economics projected 
the creation of $4 billion in new annual 
spending, as well as 40,000 jobs and 
$321 million in tax revenue, attributable 
directly to the branding of the United 
States as a travel destination. “The pro-
gram appears to be a win-win for taxpay-
ers and people who work in the hotel 
industry,” said Mark Johnson, the lead 
investigator on the study and a profes-
sor at Michigan State’s Broad College 
of Business. The program is funded by 
a $10 fee charged to visitors from coun-
tries in the Visa Waiver Program, as well 
as from matching private-sector funds. 

source: michigan state university

one in 118 passengers experiencing a 
missed bag, but in 2013 that rate was 
70 percent lower. Delta saw even better 
improvement, having spent more than 
$100 million on new sorting systems to 
automate luggage matching. Las Vegas 
McCarran Airport began using radio-
frequency identification (RFID) tags to 
track luggage in 2006. The paper tags, 
which cost 13 cents each, are read and 
routed correctly 99.96 percent of the 
time in Las Vegas. The IATA expects 
RFID technology to represent the future 
of baggage handling, with smart lug-
gage tags further improving reliability. 

source: wall street journal

Two-in-One Hotels Combine Two Brands in One Property

D ual-branded hotels are gain-
ing popularity around the 
world. These “two-pack” 

hotels contain two different hotel 
brands from within the same par-
ent company sharing the same prop-
erty. For instance, Marriott opened 
a new 68-story hotel in midtown 
Manhattan last January. The tallest 
hotel in North America welcomes 
guests to stay at the Courtyard hotel 
on floors 6 through 33, or the Residence 
Inn on floors 37 through 65. This allows 
hoteliers to target two different demo-
graphics at a lower expense, “maximiz-
ing resources while minimizing costs.” 
Some chains are even going beyond 
the “two-pack” concept. Hilton is build-
ing a complex at the Calgary Airport 
that offers a Hilton, Hampton and 
Homewood Suites three-pack. There 
and elsewhere developers are careful 

to maintain distinct lobbies and ser-
vices for each brand, while some public 
spaces are shared. “It is critical that we 
have clear identities,” said Hyatt’s Chris 
Walker, vice president of brand expe-
rience. “Even though the brands are 
placed next to each other, we are fully 
committed to preserving the key guest 
experience elements for which each 
brand is known.”  source: cnn

Marriott property at 54th Street in New York City

Airlines Are Winning the War on Lost Luggage

A t its peak in 2007, lost or mis-
handled luggage amounted to 
46.9 million bags worldwide, an 

average of 18.88 bags per 1,000 pas-
sengers. Thanks to a concerted effort by 
airlines and airports spearheaded by the 
International Air Transport Association, 
that number had fallen by more than 
half by 2013. Last year airlines world-
wide mishandled 21.8 million bags, or 
6.96 per 1,000 passengers, according to 
aviation company SITA, which tracks 
baggage handling performance. All that 
lost baggage cost the industry $4 billion 
annually in 2007, an average of $100 
per bag. In the United States, the rate 

in 2013 was just 3.22 mishandled bags 
per 1,000 passengers, down 21 percent 
from the peak of 7.03 per 1,000 in 2007. 
The improvement is largely attributed 
to baggage fees, which increased trav-
eler expectations, allowed airlines to 
justify spending to improve the bag-
gage handling system, and ultimately 
decreased the amount of checked bags. 
On-time performance also impacts bag-
gage, as late arrivals mean baggage 
handlers are less likely to transfer bags 
onto connecting flights — the weakest 
point in the process. Of U.S. carriers, 
US Airways had the worst baggage 
handling performance in 2007, with 

The Online Travel Market is 
Mature and Consolidating

T ogether, the five largest travel 
retailers in the world — Expedia, 
Carlson Wagonlit, Priceline, TUI 

and American Express — account for 
nearly 20 percent of global travel sales. 
The largest is Expedia, a company 
founded by Microsoft in 1996 and sold 
in 2001. It is the parent of other popular 
travel sites Trivago, Hotwire and Hotels.
com. Expedia’s gross bookings neared 
$40 billion in 2013, while competitor 
Priceline, which also owns Booking.
com, also approached $40 billion. All 
online travel bookings totaled $278 bil-
lion last year, representing 43 percent 
of total travel sales in the United States 
and 45 percent in Europe. Experts say 
the online travel agency market may be 
fully mature with little room for growth 
without innovation into areas such as 
mobile applications and complemen-
tary services. Priceline, for instance, 
recently acquired OpenTable, a restau-
rant reservation site. Google has also 
upgraded its hotel listings with photos 
and virtual tours, and while it could 
disrupt even the biggest online travel 
agents, experts say since Expedia and 
Priceline account for as much as 5 
percent of Google’s advertising revenue, 
the search giant would be wise to tread 
lightly.  source: the economist

Expedia is the world’s largest travel retailer.

News & Notes cont inued on page 14
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Norwegian Air Launches Dirt 
Cheap Transatlantic Flights

N orwegian Air, the best budget air-
line according to a Skyscanner 
survey, has officially begun its 

bottom dollar transatlantic service from 
London to New York for $255 each way. 
That’s roughly one third the cost of a 
typical transatlantic coach fare. The 
inaugural flight took off from Gatwick 
Airport on July 3, and according to the 
airline almost all of the 291 seats on 
the 787 Dreamliner have been booked 
for the inaugural flights to each of 
three U.S. destinations. Flights between 
London and New York will operate 
three times a week with prices start-
ing at £149. London to Los Angeles 
and London to Fort Lauderdale will 
each operate twice a week at £199 
and £179, respectively. According to 
The Guardian, the tickets are extremely 
limited. The newspaper could only find 
four available in the next nine months, 
which is as far ahead as the fares can 
be purchased. The airline will also aug-
ment the offerings with additional fees, 
such as a £35 amenity package that 
includes a snack and a checked bag. 
   source: the huffington post

Baby Boomers Give New Life 
to Old-School Travel Agents

F ull-service travel agencies are 
booking more trips by catering 
to travelers willing to pay a pre-

mium for expertise and unique, authen-
tic experiences. So says a report by the 
Airlines Reporting Corporation, which 
cited an 11 percent increase in flights 
booked by traditional travel agencies 
over the past four years. American baby 
boomers are fueling the resurgence. 
“This U.S. population growth of boom-
ers is really impacting the industry,” 
said Priscilla O’Reilly, spokeswoman 
for Grand Circle Travel, “because you 
have this whole group of people that 
have the time and money to travel, 
which they didn’t when they were rais-
ing kids.” Some agencies are expanding, 
like Liberty Travel of New Jersey, which 
opened its eighth location in Boston 
this year. According to Karen Kent 
of Flight Centre USA, clients typically 
visit many web sites before choosing 
a local agency. “The relevancy of the 
travel consultants is definitely increas-
ing,” she said. “People want to come to 
us for validation and for the expertise 
and security.”  source: the boston globe

Traveler Sues Airline over 
Delayed Luggage

C iting the company’s carriage 
contract, a disgruntled passen-
ger has sued United Airlines for 

delaying her baggage on a flight from 
Chicago to Los Angeles. Gina Spadoni 
filed suit in Chicago’s Cook County 
Circuit Court seeking a refund of all fees 
for delayed luggage, as well as to set a 
precedent that United will refund fees 
for delayed baggage in the future. The 
suit seeks class-action status, though 
it has not yet been granted. Spadoni 
paid $25 to check her bag, only to find 
upon arrival at her destination that it 
had been removed from the aircraft 
in order to meet weight restrictions. 
The complaint says company policy is 
to remove checked passenger baggage 
while accommodating cargo, a practice 
not unique to United. For its part the 
airline released a statement saying it 
believes the lawsuit to be without merit, 
“and we will vigorously defend against 
it.”  source: crain’s chicago business

AT&T Innovating with Smart 
Luggage

T he scientists in AT&T’s Machine-
to-Machine Foundry are working 
to add the company’s network 

connectivity to new devices, including 
luggage. If brought to market, the inno-
vative smart luggage device will work 
with any existing bag to track luggage 
in real time while complying with all 
air carriers and FAA regulations. The 
device, which contains a small cellular 
modem and GPS unit, also includes a 
flashing light that can be triggered by 
the traveler in order to make it easier 
to find luggage on a crowded baggage 
carousel.  sources: at&t, pc magazine

One Simple Trick for Faster 
Boarding

I t’s not often that airlines and pas-
sengers have the same agenda, but 
when it comes to boarding they 

agree: the process is too slow. Boarding 
has been tweaked and tuned for years, 
leading to smaller groups, outside-in 
ordering and even allowing travelers to 
enter at random. There is one approach, 
however, that has been proven to speed 
up the process by as much as 10 min-
utes per flight. It’s simply to open the 
plane’s rear door and board from both 
entry points. Alaska Airlines is imple-
menting the technique in Seattle and 
San Jose, where there are no jetways — 
although most airports rely on bridges 
to keep passengers off the tarmac. If 
and when airports update jetways to 
access both doors, the time and money 
savings would be welcomed by airlines 
and travelers alike. source: pbs

The smartphone interface of AT&T’s smart luggage 
application would allow travelers to track their bags 
in real time and to trigger a flashing light to help 
identify bags at baggage claim. 

How We’ll Travel 10 Years 
from Now

H olographic avatars replacing 
human staff and an end to lost 
luggage top the list of changes 

travelers can expect to see by 2024. 
That according to CNN and the travel 
booking site Skyscanner, which recently 
released its “Future of Travel” report. 
Driverless taxis, instant check-ins, yoga 
studios and abundant green space are 
on the way as airports work to create 
“automated and stress free” experiences 
for travelers. According to the team of 
56 experts who compiled the report, 
travel in 2024 will be “almost unrec-
ognizable” compared to today. Other 
expected changes include self-service 
check-in with digital bag tags, biomet-
ric software and scanning sensors that 
can identify and check in large groups 
from a distance. Mundane waiting areas 
will be replaced by “uplifting, comfort-
able lounges filled with paintings and 
sculptures.” In flight, cabins will utilize 
smart lighting to minimize jet lag and 
seats that tailor to individual travelers 
by molding to their bodies and offering 
entertainment options customized to 
personal tastes.  source: cnn

News & Notes cont inued on page 16

News & Notes cont inued from page 12
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Eagle Creek Products Garner Accolades 

Sporting goods retailer Sport 
Chalet highlighted several prod-
ucts from Eagle Creek in its recent 

list of must-have travel accessories. 
Resident travel expert Chris Burston 
selected the Eagle Creek Morphus 22 
Convertible Bag because it contains two 
carry-on sized travel bags in one. “The 
bag has a polycarbonate back shell and 
includes backpack and shoulder straps, 
padded sleeves for tablets, an attached 
bottle opener and more.” The Sandman 
Eyeshade, Travel Pillow and Cat Nap 
Blanket also made the 
list because they’re made 
with “ultra-soft materials 
to provide the most com-
fortable ride.” The RFID 
Crossbody Organizer is a 
zippered organizer with 
RFID-blocking technol-
ogy to keep personal 
information protected, 
and the Silk Undercover 
Money Belt is easy to 
wear. “It provides an 

L.C. Industries 
Announces New 
Partnerships
Travel accessory distributor L.C. 
Industries has announced a new part-
nership with U.K.-based i-stay, mak-
ers of non-slip straps and bags. The 
pairing is a direct result of the 2014 
Travel Goods Association Trade Show 
in Phoenix, at which Ray Roos, L.C. 
Industries’ vice president of sales, 
says his company was introduced to 
i-stay. “We often hear from our custom-
ers how difficult it is to travel with heavy 
loads,” Roos said, “and we believed 
this was the perfect solution.” i-stay’s 
ergonomic straps are designed with a 
webbed shoulder pad that distributes the load evenly and provides a 
non-slip fit. L.C. Industries began offering the entire i-stay strap and bag 
collection in August.  source: l.c. industries

undercover solution when touring 
around unknown cities with passports 
and money,” Burston wrote. National 
Geographic Adventure also award-
ed Eagle Creek with a high honor in 
innovation, bestowing the Gear of the 
Year Award to the 2-in-1 Ultra Light 
Backpack/Duffel from the new line of 
convertible Day Travelers. The publica-
tion called it “a simple idea brilliantly 
executed.” It’s a 14-ounce backpack 
when you’re on the go, but when you 
need more space it can convert into a 

high-capacity duffel via a few 
zippers. “The whole thing stuffs 
into its own pocket,” wrote the 
editors, “has lots of compart-
ments and can serve as a day-
pack or ride along in a bigger 
duffel in case you plan on bring-
ing home heaps of souvenirs.” 

sources: sport chalet, eagle creek 

The Eagle Creek 2-in-1 Ultra Light 
Backpack/Duffel was awarded the Gear of 
the Year Award by the editors of National 
Geographic Adventure magazine. 

Smart Luggage Tag 
Entrepreneur Seeks 
Crowdfunding

The complete range of i-stay bags, including 
the Laptop Organizer case, and non-slip  

ergonomic straps are now available through 
the company’s partnership with L.C. Industries. 

T rish Foster is the founder and 
CEO of NFC SMARTech, a firm 
she has launched to develop Near 

Field Communication (NFC) solutions 
to the problem of lost luggage. NFC is 
a set of standards that allows smart-
phones (and similarly equipped devices, 
such as luggage tags) to establish a radio 
connection when in close proximity of 
one another, similar to more familiar 
technologies like RFID and Bluetooth. 
Foster is seeking support for her new 
business via a crowdfunding campaign 
at www.icrowdfund.ie/campaigns/tagit, 
where she is hoping to raise £25,000 
(about $33,000) to finance the printing 
of NFC tags, as well as marketing and 
advertising of her products. A pledge 
of £7 (about $12) entitles donors to one 
tag, the basic smartphone app and one 
year of service. More information on 
NFC SMARTech bag tags is available 
online at www.tag-your-bag.com. 

source: nfc smartech

Ricardo Beverly Hills 
Partners with Pendleton 
Woolen Mills

O ne of the largest luggage com-
panies in the United States, 
Ricardo Beverly Hills has part-

nered with Pendleton Woolen Mills, a 
150-year-old lifestyle brand based in 
Portland, Oregon, to produce the new 
Pendleton Luggage Collection. Ricardo’s 
softside and hardside luggage will fea-
ture Pendleton’s exclusive patterns and 
fabrics on everything from exteriors to 
interiors and pockets. Colorful luggage 
tags and travel accessories will round 
out the line when it is released in the 
fourth quarter of 2014 at select depart-
ment stores and specialty retailers, as 
well as online at each company’s web-
site. “This powerful relationship pro-
vides us with an exceptional opportuni-
ty to introduce Pendleton’s world-class, 
intricate patterns in our unique and 
innovative fashion/designer luggage,” 
said Paul Sarazin, president of Ricardo 
Beverly Hills.  source: ricardo beverly hills

News & Notes cont inued from page 14
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High Sierra Fat Boy Named 
a Best Back-to-School 
Backpack

eBags.com, the largest online 
retailer of luggage and acces-
sories, named High Sierra’s Fat 

Boy backpack to an exclusive list of 
the top three back-to-school backpacks. 
Citing its experience as a leading online 
outlet for back-to-school 
shoppers, eBags lauded 
the Fat Boy’s best 
value for students 

on a budget. Top 
color choices for 
the season, according 
to eBags, are the Crochet/Boysenberry/
Coral and Charcoal Treads/Kelly com-
binations. The Fat boy measures 
19.4x13x7 inches and retails for $39.99. 
“This bag has so many pockets,” says 
one eBags.com customer, “it allows 
organization for all your supplies. Plus 
the appearance is sharp and the exter-
nal materials are durable!” Other bags 
to make the list include the North Face 
Surge 2 at $124.90 and the JanSport 
Right Pack at $54.90. 

source: ebags.com

J.L. Childress Products Now 
Available in China

J .L. Childress, makers of high qual-
ity products for traveling parents 
and kids, recently inked an agree-

ment with Hong Kong-based distribu-
tor Bloom & Grow to take J.L. Childress 
products into China, Hong Kong, 
Taiwan, Singapore, Indonesia, Australia 
and parts of the South Pacific in order 
to tap into some of the largest juvenile 
markets in the world. Company found-
er Jan Childress recently transitioned 
operations to her two daughters, long-
time company Vice Presidents Sarah 
Gray and Kate Doti. The new agree-
ment is a direct result of their evolving 
business strategy focused on interna-
tional expansion. The J.L. Childress line 
includes gate check bags for strollers 
and car seats, stroller organizers and 
baby care items. “Parents have similar 
on-the-go and travel needs all over the 
world,” said Doti, “and we’re pleased to 
offer them quality J.L. Childress prod-
ucts.”  source: j.l. childress

Cool-jams Launches New 
Travel-Friendly Apparel Line

The winner of Apparel Magazine’s 
2013 Top Innovator Award for its 
moisture-wicking pajamas, night-

ies and temperature regulating bed-
ding, Cool-jams is expanding its offer-
ings to include a new line of Mix and 
Match Moisture-Wicking separates and 
nightgowns for loungewear, travel and 
sports. The variety of soft, compact, 
comfortable options in the new lineup 
are made from scientifically advanced 
fabrics that are quick drying, wrinkle 
resistant and naturally antibacterial to 
remain fresh and odor-free even dur-
ing extended travel. “Cool-jams Mix 
and Match Moisture Wicking Separates 
were developed out of insight into what 
customers want,” said Anita Mahaffey, 
founder and CEO of Cool-jams. “Our 
research showed that our customers 
want to wear fashionable clothing made 
out of the same innovative lightweight 
moisture-wicking fabric as our paja-
mas.” Prices start at $29 for separates 
available at www.cool-jams.com. 

source: cool-jams

SCOTTeVEST Collaborates 
With TV Chef Andrew 
Zimmern

SCOTTeVEST, makers of hidden 
pocket tech-enabled clothing 
since 2000, has a new flagship 

product, the RFID Travel Vest. Built 
upon 14 years of innovation, the travel 
vest features RFID-blocking pockets to 
protect personal data contained on cell 
phones, credit cards and passports. The 
company has also partnered with chef 
and TV personality Andrew Zimmern, 
host of the Travel Channel’s hit series 
“Bizarre Foods,” to create a special edi-
tion of the product: the Zimmern Road 
Ready Vest. Featuring 18 to 26 pockets 
in women’s and men’s sizes, the vests 
offer an ergonomic weight management 
system for proper balance even when 
the pockets are full, as well as two-way 

zippers to make 
accessing all those 
pockets a snap.

source: scottevest

SCOTTeVEST has part-
nered with TV Chef 
Andrew Zimmern to 
create the Zimmern 
Road Ready Vest, a tech-
enabled vest with RFID-
blocking pockets to keep 
valuable data and devices 
protected during travel.

Royce Leather Freedom 
Wallet Featured on NBC’s 
“Today” Show 

The exciting technology in Royce 
Leather’s Freedom Wallet caught 
the attention of producers at 

NBC’s “Today” show, which featured 
the high-tech wallet in a recent story 
about tracking devices that can find lost 
items. The Freedom Wallet is equipped 
with RFID-blocking material to keep 
credit card data secure, and has built 
in GPS tracking via Bluetooth technol-
ogy in conjunction with a mobile app 
for iPhone and Android. More than 4.5 
million people tune in to “Today” and 
as Royce Leather CEO Andrew Royce 
Bauer said, “It is truly an honor to 
have this design featured on such an 
esteemed national platform like NBC’s 
“Today” show.” In the piece, Emmy 
award winning correspondent Mario 
Armstrong said of the Freedom Wallet, 
“If you’re constantly losing your wallet, 
then the GPS Tracking Freedom Wallet 
by Royce Leather may be good for you.” 

source: royce leather

Safe Skies Luggage Locks 
Growing in Popularity

S afe Skies Luggage Locks have 
recently been approved for use in 
three additional countries. Agree-

ments with Australia, Canada and Israel 
enable travel security screeners in each 
country’s airports to use a set of master 
tools to open and relock bags equipped 
with Safe Skies locks. According to 
founder David Tropp, these agreements 
“unify safety standards across multi-
ple security agencies and give travelers 
even more freedom to travel the world 
without luggage safety concerns. Our 
goal is to provide peace of mind for 
both travelers and security officers with 
patented protected methods and the 
industry's largest selection of locks.” 
Safe Skies’ innovative, patented travel 
locks bear the proprietary torch symbol 
that allows baggage screeners to eas-
ily identify compliant locks when hand 
inspection is required. Additionally, all 
Safe Skies luggage locks are protected 
by a lifetime warranty and hassle-free 
replacement policy.  source: safe skies

The High Sierra Fat 
Boy backpack is one of 
eBags.com’s top three 

back-to-school back-
packs for 2014. 
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Travelpro’s New Luggage Testing Facility

In an effort to ensure the highest quality luggage for 
flight crews and travelers, Travelpro has built a state-
of-the-art testing facility at the company’s Florida 

headquarters. The new addition to the Boca Raton facil-
ity implements a full range of qualification protocols 
across all luggage lines, including popular Rollaboard® 
and Spinner models. Multiple tests are used to deter-
mine the integrity of materials and workmanship. These 
include a wheel tester, a zipper tester, a fabric tester and 
an extension handle tester that subjects units to 10,000 
extensions in order to verify reliability and durability. 
These tests are also employed throughout the life of a 
product line in order to ensure that the factory is main-
taining quality over time. “Our testing facility further 
ensures our continued commitment to providing the 
finest, most durable luggage worldwide,” said Scott 
Applebee, Travelpro’s vice president of marketing. “If a 
bag fails a single test it is sent back to the factory for 
improvements and then tested again until all tests are 
passed.”  source: travelpro

Travel Experts Praise Kuhi Comfort Travel Pillow

Though it’s only been available for a few years, the Kuhi 
Comfort travel pillow has quickly become a favorite acces-
sory of many travel experts. A USA Today travel writer called 

the unique product “the pillow of my dreams” and The Wall Street 
Journal named it a top-rated travel accessory. Peter Greenberg 
ranks it among the 11 best travel pillows, while the Family Motor 
Coaching Association says it’s perfect for RV travel. Still more public 
praise has come in from massage therapists who appreciate its ergo-
nomic design and even Delta’s in-flight magazine, Sky, which called 
travel pillows one of the 85 things 
that have improved travel and 
suggested the Kuhi Comfort 
as the one its readers try. 
The Kuhi Comfort Travel 
Pillow features an innova-
tive design that doesn’t push 
the neck forward like tradi-
tional u-shaped travel pillows. 
It is available in stores and online at 
kuhicomfort.com. 

eBags Improves the Online  
Shopping Experience
With more than 20 million bags sold to date, eBags.com is a popu-
lar destination for handbag and backpack shoppers. In an effort to 
constantly improve the online experience, eBags recently debuted 
two new site improvements. The first is a tool to make it easy to find 
the right backpack with the Back-to-School Bag Finder. Right on the 
company’s home page, the finder features more than 5,000 back-
packs from 100 brands, including High Sierra, Dakine and Herschel. 
According to Senior Merchandising Manager Linda Ulmer, “We have 
assembled our largest backpack assortment ever. Between colors, 
prints, patterns, retro and laptop compatible, we have every possible 
backpack imaginable as well as an easy to use website allowing cus-
tomers to find the perfect bag for any device.” In search of a better 
method for allowing mobile shoppers to sort its vast catalog of more than 10,000 handbags, eBags has taken an 
approach not unfamiliar to users of online dating applications such as Tinder and OkCupid. It’s like a “hot or not” 
for handbag shopping: simply swipe right if you love the bag, or swipe left to leave it. Based on the preferences 
established by those swipes, the site’s algorithm (called “eBags Obsession”) will take into account more than 
100 variables before presenting the shopper with the ideal bag based on her preferences. Created in a collabora-
tion between the handbag merchandising team and several eBags software developers, the goal was to increase 
the speed and fun of shopping via mobile devices. An in-house “hackathon” quickly delivered a prototype that 
was rolled out to a limited number of users for testing and refinement before debuting to all eBags smartphone 
and tablet shoppers in August. “Someone may have a hard time explaining what they want in a handbag,” said 
Maureen Shea, handbag division merchandising manager at eBags, “but if you put one in front of them and say 
‘Love it’ or ‘Leave it,’ they instinctively know what they like in an instant. Shopping is emotional and entertaining, 
and we want to make it fun. We are thrilled with the reaction when women start swiping their eBags Obsession 
choices on their mobile devices.” source: ebags

source: kuhi comfort

eBags Launches Back-to-School Bag Finder
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Retail Space Isn’t What It 
Used to Be

While all brick-and-mortar 
retailers know they’re facing 
stiff competition from online 

vendors, smart retailers know that a 
decreased emphasis on retail space also 
presents a money saving opportuni-
ty. Many small businesses are moving 
to smaller storefronts, and Bloomberg 
Businessweek says the opportunities for 
business benefit are there. Just-in-time 
delivery allows some retailers to give up 
warehouse space, while others sublet 
space to complementary service provid-
ers, such as adding a tailor to the corner 
of a dress shop. Instead of monitoring 
the monetization of many square feet, 
retailers now have the ability to smartly 
downsize and streamline in order to 
make each square foot more efficient. 
An experienced staff dedicated to highly 
personalized service is one way retailers 
can beat online vendors with a service 
they can’t offer. With the right products 
and good employees, customers aren’t 
likely to care if a store is half the size it 
used to be.  source: bloomberg businessweek

Retailers Should Innovate 
Beyond Mobile Payments

T he ability to accept payments 
via smartphone has been widely 
adopted by retailers of all sizes, 

but according to retail management 
expert Dax Dasilva, it’s going to take 
much more than mobile payments to 
keep retail stores in competition with 
their online counterparts. Mobile pay 
is becoming the ubiquitous equivalent 
of accepting a credit card. It’s some-
thing customers simply expect. For 
Dasilva, founder and CEO of retail 
management company LightSpeed, 
“the opportunity to level the playing 
field lies close to the payment. If brick-
and-mortar stores start digitizing and 
linking more of their inventory to cus-
tomer interactions, they can person-
alize the shopping experience much 
like their online brethren.”  Because 
e-tailers already have digital SKUs they 
can’t help but track which products 
are hot and which are not. Traditional 
retailers, however, largely have yet to 
capitalize on that information.
 source: techcrunch
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Department Stores 
Rebounding

D epartment stores are thriving 
again, according to an August 
online article in Fortune citing 

comparable sales reports (sales at stores 
open at least a year, plus e-commerce) 
for Macy’s, up 4%; JCPenney, up 5.8%; 
and Nordstrom, up 3.2%. Even perenni-
ally struggling Sears was up 1%. Fortune 
attributed part of the uptick to vendors 
who have rediscovered the importance 
of department stores, and used Coach 
as an example. After closing 20% of its 
own stores, the luxury leather brand put 
more emphasis on Macy’s, Nordstrom 
and other department stores, including 
Coach-staffed shop-in-shops in some 
locations. Shop-in-shop is catching on 
with other brands, too, as Macy’s signed 
Finish Line and Lids last year for bou-
tiques within dozens of its stores.

source: fortune


