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Book Now for  
Big Discounts and 

Best Locations
THIS YEAR’S INTERNATIONAL TRAVEL GOODS SHOW WAS THE BIGGEST IN 

our history, and The 2017 International Travel Goods Show in Las Vegas 

is already on its way to surpassing it. Book now and receive the early bird 

exhibitor rate of $10/square foot, and with space reserved on a first-come, 

first-served basis odds are you’ll maximize your exposure at the biggest 

order-writing event in travel goods. There is no cheaper rate; there is no 

bigger, better-attended show in travel goods; and there are no extensions. 

In other words, there’s no excuse not to take advantage of this very lim-

ited time offer. Contact VP, Trade Show Cathy Hays, 877-842-1938, x-707, 

and secure your place at the best marketing opportunity there is: The 

International Travel Goods Show.  b

TGA is Your 
News Broadcast 
Medium
A PRESS RELEASE IS ONLY AS 
strong as its distribution list. And TGA 
can help! We’ve cultivated our own 
network of press and media contacts, 
travel industry influencers and news-
makers, and we’re ready to put that 
list to work for our members. TGA 
Members can also get free editorial 
product placement in TGA’s quarter-
ly magazine, Travel Goods Showcase, 
which is distributed in print and online 
to hundreds of members of the main-
stream press, travel writers and news 
outlets, and thousands of members of 
the travel goods industry. PR outreach 
is a terrific fringe benefit of your TGA 
membership. Not a TGA member? Log 
on to www.travel-goods.org/become-
a-member/ for more information or 
contact Cathy Trecartin, 877-842-1938, 
x-702; cttga@aol.com.  b

New Members   
A HEARTY WELCOME TO THE FOL-
lowing companies that have joined TGA 
since February:
•	Cara USA Inc., Vernon, CA (M); www.carausa 

inc.com
•	CB Station, Lawrenceville, GA (M); www.cb 

station.com
•	Cheeki Underwear, New York, NY (M); www.

cheekibrand.com
•	Dry Case, Wilmington, NC (M); www.dry 

case.com
•	ECO STYLE & Sandy Lisa, Sherman Oaks, CA 

(M); www.ecostylecases.com, www.sandy 
lisa.com

•	flipillow - Ultimate Travel Comfort, Canton, GA 
(M); www.flipillow.net

•	indeegear®, Aptos, CA (M); www.indee 
gear.com

•	JL Safety LLC, Broadview Heights, OH (M); 
www.jlsafety.com

•	Parkland Design & Manufacturing, Vancouver, 
Canada (M); www.parklandmfg.com

•	Princess Sportsgear & Traveller B.V., Breda, 
The Netherlands (M); www.princess 
traveller.com

•	RB-DM Inc./Exentri Wallets, New York, NY 
(M); www.rbdmco.com

•	Ridam Notions BV, Breukelen, The 
Netherlands (R); www.ridam.com

•	Shoemerang LLC, Bloomfield Hills, MI (M); 
www.shoemerang.com 

•	The Mountain Lab, Mammoth Lakes, CA (SR)
•	The Travel Bra Co., Brisbane, Australia (M); 

www.thetravelbra.com
•	YATRA, Chicago, IL (M); www.shopyatra.com

M=Manufacturer; R=Retailer; SR=Sales Rep

The Show Online, 
on Screen and in 
Print
THE 2016 INTERNATIONAL TRAVEL 
Goods Show attracted the most wide-
spread media audience in its history. 
TGA cast a wider net than ever, contact-
ing hundreds of journalists prior to The 
Show to draw them to Las Vegas. The 
pre-Show media list provided to exhibi-
tors was larger than ever and included 
countless regional and national edi-
tors. Since March, The Show and its 
exhibitors have been featured in outlets 
such as Business Traveler, CNBC, CNN, 
“Fox News,” “Rudy Maxa’s World,” U.S. 
News and World Report, The Washington 
Times, and others. Show-related cov-
erage continues to hit the news and 
we’re excited for the media momentum 
to continue into 2017! With questions 
about TGA’s media relations program, 
please contact Kate Ryan, kate@kate 
ryanpr.com.  b

Top Three TGA Member Benefits

Community
Promotion
Advocacy

Learn how TGA goes to work for  
you as your business partner.

Invest in your company’s future –
JOIN TGA TODAY!

www.travel-goods.org
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MEMBER PROFILES In an effort to publicize and 
promote the travel goods industry, TGA profiles 
both new and longstanding members in every 
issue of Travel Goods Showcase and on TGA’s 
website, www.travel-goods.org. TGA members can 
submit profile information by visiting www.travel-
goods.org.

MeMber Profiles

Airpocket Pty Ltd.
WE’VE ALL SEEN IT – SOMEONE HOLDING 
up the airline boarding process for everyone 
behind them, as they remove their in-flight 
items from their carry-on before stowing it in 
the overhead. Trish Smith did something about 
it. After watching 
a fellow passenger 
arrive at her seat 
and spend min-
utes taking things 
she wanted during 
the flight out of her 
purse, Smith real-
ized it would have 
been a lot quicker 
for the passenger, 
and the people wait-
ing to pass her in the aisle, if all those things 
were already contained in a compact sleeve that 
she could take out of her purse and slip straight 
into the seat-back pocket.

“The company launched The Airpocket on 
Kickstarter in March 2015 and was successfully 
funded in eight hours, going on to raise almost 
$50,000 in a month,” states Tanya Corcoran. 
“The Airpocket, our first product, is a slim, com-
pact and protective carry-on that holds all of 

Capitol Beat | By Nate Herman

Ports – the Good, the 
Bad, and the Ugly

The West Coast port crisis of 2014-2015 is long forgotten. And 
the East Coast and West Coast labor contracts don’t expire until 
September 2018 and July 2019, respectively.

So, why am I talking about ports today? Ports are the single 
most critical link for the U.S. travel goods industry to get the right product 
to the right customer at the right time. While things appear good right now, 
there are some bad, and some ugly, issues lurking just below the surface.

THE GOOD
Spot rates for ocean cargo are at historic lows. Despite the fact that 

carriers already have too many ships in their fleets, they will be receiving 
delivery of a large number of new ships over the next few years. As a result, 
these low rates aren’t expected to increase anytime soon.

Meanwhile, the long-awaited Panama Canal expansion is supposed to 
open in June, ushering in a new era of competition between the West Coast 
and East and Gulf Coast ports.

THE BAD
This good news, however, is bittersweet. With record low rates and 

excess capacity, many experts believe a number of carriers will go out of 
business over the next two years, reducing competition. Furthermore, carri-
ers are trying to reduce costs by entering into an increasing number of ever-
shifting alliances, which reduce the number of routes and create immense 
uncertainty. And while the Panama Canal expansion is welcome news, the 
reality is that most East and Gulf Coast ports are not capable of handling 
the 20-foot equivalent (TEU) ships that are expected to take advantage of 
the expanded canal. In fact, some East and Gulf Coast ports are not even 
able to handle the 8,000-9,000 TEU ships that are coming through the 
Panama Canal today. While many East and Gulf Coast ports are working now 
to build it, that capacity won’t come online for years.

THE UGLY
The West Coast port crisis exposed fundamental infrastructure issues 

at our nation’s ports – lack of available chassis, long turn times, long dwell 
times, a shortage of drayage truck drivers, and more. And these issues have 
only been exacerbated by the new so-called “mega” ships that have begun 
calling at U.S. ports. The nightmare that was the first calling of the largest of 
the mega ships, the 18,000 TEU Benjamin Franklin, brought these issues to 
the fore. The delays in unloading the ship, the lost containers, the truckers 
turned away with empty loads, all demonstrated the infrastructure issues 
faced by our ports.

There is hope. Many ports, such as the Port of Long Beach, the Ports of 
New York/New Jersey, and the Port of New Orleans, are diligently working to 
address these infrastructure issues. And on both coasts, the Longshoremen 
and the employers have already made overtures to begin discussions on the 
next labor contracts. TGA is working to support all of these efforts in any 
way it can, with the goal that, years from now, we won’t be talking about the 
port crisis of 2019-2020. b

For more information, please contact TGA’s Nate Herman at 877-842-1938, 
x-708; nate@travel-goods.org.

More California Proposition 65 Notices 

Issued | New "60-day" notices have been 

issued in the last few months alleging that 

brands and retailers sold backpacks, travel 

goods, vinyl/PVC toiletry cases, wallets and 

clutches in California that contained lead and 

di (2-ethylhexyl) phthalate (DEHP) in violation 

of a California law known as Proposition 65 

(Prop 65). The notices serve as intent to bring 

lawsuits against the recipients that sold these 

products. For more information on Prop 65, 

please go to the Prop 65 page on the TGA 

website or contact TGA's Nate Herman, 877-

842-1938, x-708; nate@travel-goods.org.  b

CALIFORNIA 
PROP 65
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your travel essentials in one convenient 
bag that fits into the seat-back pocket.”

The Airpocket is made from neo-
prene, which cushions and protects 
valuables against knocks and scratches. 
Flexible internal pockets accommodate 
your items by molding themselves to 
the shape of whatever is placed inside. 

DeMocracy in action
Highlighting the corporate citizenship of the travel goods industry

MCKLEIN 360° Proudly 
Supports Underserved 
Communities
MCKLEIN 360° FOUNDATION 
works to connect organiza-
tions with the resources need-
ed to support and strengthen 
less fortunate communities 
and neighborhoods and is 
dedicated to supporting the 
work of not-for-profit, indepen-
dent community organizations 
and schools whose mission 
is to improve the quality of 
life for people living in under-
served communities. To help further this mission, MCKLEIN 
360° is donating 10% of their total monthly sales to a different 
not-for-profit each month and reaching out to the community to 
vote on their website for their favorite not-for-profit to obtain the 
donation. b 

Eagle Creek Partners with 
packH2O to Launch World 
Water Month Campaign
EAGLE CREEK AND PACKH2O 
recently launched a campaign 
to help make water more 
accessible for families in water 
stressed regions throughout 
the world. During the month of 
March, for every piece of lug-
gage purchased on EagleCreek.
com, a packH2O water back-
pack was donated to a family in 
need. The packH2O water back-
pack was developed to ease 
the human burden of transporting water, and help to eradicate 
waterborne illness through solar disinfection technology that 
allows the packH2O liners to be sanitized in the sun. b

U.S. Luggage Raises over 
$25,000 for Juvenile 
Diabetes 
KNOWN FOR ITS DEDICATION TO CUSTOMERS AND COM-
munity, U.S. Luggage, a privately owned and family operated 
manufacturer of luggage and business cases with brands 
Briggs & Riley and Solo, raised over $25,000 in a recent 
walk-a-thon for the Juvenile Diabetes Research Foundation 
(JDRF), an organization dedicated to helping children with Type 
1 Diabetes. Since U.S. Luggage started supporting JDRF it 
has raised over $385,000 for the organization, a significant 
amount for a company of its size.  b

Lewis N. Clark® Forms 
New Partnership with NFF
LEWIS N. CLARK®  HAS PARTNERED WITH THE NATIONAL FOREST 
Foundation (NFF) in support of its projects including restoring a 
part of natural tallgrass prairie land in Illinois. Some of the work 
includes removing ammunition bunkers, drain tiles, roads, and 
railroad structures, as well as engaging the public in planting 
native plants and improving recreational opportunities for the 
greater Chicago area.  b

Savvy Travelers and 
Hollywood’s Hottest Take 
Flight on Social Media for 
Sick Kids
MIRACLE FLIGHTS FOR KIDS AND SAVVY TRAVELERS RECENTLY 
joined forces with both celebrities and regular women across 
the nation to raise awareness and funds for low income children 
in need of out-of-state medical care, and the commercial air 
travel needed to get there. Using Savvy Travelers Take Offz luxe 
facial cleansing towelettes, supporters of the campaign video 
taped themselves giving their face the clean getaway, and Savvy 
Travelers made a cash donation for every video posted on social 
media. b

Airpocket can be carried inside a purse 
or tote, or slipped over the extended 
handle of a carry-on suitcase to move 
around the airport. 

For more information, visit www.
airpocket.com.au, or contact Tanya 
Corcoran at +61-41940-0230; tanya@
airpocket.com.au. b

MeMber Profiles

SUITSUIT 
International BV
SUITSUIT® WAS ESTABLISHED IN 
2008, with the goal of becoming a leading  

Cont inued on page 20
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states Dan Hock. And the company’s 
signature bags are all constructed using 
actual sports ball materials – repurpos-
ing the cover materials from baseballs 
and basketballs to golf balls and more.

“We pride ourselves on innova-
tion and are constantly in the process 
of creating and testing new products 
that contain the essence of our favorite 
sports. Our product development staff 
is focused on producing products that 
look and feel exactly like one’s favorite 
sport ball.”

In addition, Zumer Sport can cus-
tomize any of their products with a full 

color design. They 
offer 175 products in 
eight different sports 
including backpacks, 
business card hold-
ers, coasters, coin 
purses, desk caddies, 
drawstring bags, 
duffle bags, eyeglass 

cases, insulated lunch coolers, iPad cov-
ers and more. 

For more information, visit www.
zumersport.com or contact Dan 
Zumer at 805-784-9101; dan@zumer 
sport.com. b

brand in innovative fashionable luggage 
and travel accessories. By identifying 
tomorrow’s fashion and style trends and 
understanding traveler’s needs, they 
have infused innovation and new ideas 
into their range of luggage and travel 
accessories.

“Luggage is increasingly becom-
ing a fashion acces-
sory with contempo-
rary designs, trendy 
color combinations, 
textures and clean 
contoured lines,” 
states Jan-Willem 
de Muinck Keizer. 
“The fusion of lug-
gage with fashion 
inspires SUITSUIT 
to constantly inno-
vate in order to meet evolving lifestyles 
and trends.”

Women between the age of 25 and 
49 are SUITSUIT’s target audience. It 
sees its customers as inquisitive, trend-
aware, creative and globe-trotting indi-
viduals seeking original, contemporary 
and trendy travel accessories. SUITSUIT 
high-quality, affordable products are 

Cont inued from page 19 available in more than 25 countries and 
2500 retail outlets, including world-
famous department stores.

For more information, visit www.
suitsuit.com, or contact Jan-Willem 
de Muinck Keizer at +31-35542-9125;  
janwillem@suitsuit.com. b

MeMber Profiles

Zumer Sport
“WHILE TRYING TO FIX A BAG 
for my son, I realized I could take the 
materials from a basketball and con-
struct my own drawstring bag,” says 
Zumer Sport founder 
Dan Hock. “I soon 
received requests to 
construct other bags 
from basketball mate-
rials, as well as back-
packs and duffle bags. 
And that’s how Zumer 
Sport was born.”

Zumer Sport started as a youth bas-
ketball coach’s attempt to fix his son’s 
drawstring bag, but it’s become a compa-
ny that ships products across the world. 
“We now employ staff around the clock 
and offer products in 8 different sports,” 


