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Creative, versatile and reliable designer/illustrator
with extensive print experience

employment
January 2005 - January 2009
Deputy Art Editor: Travel Trade Gazette, London,
a weekly newspaper for the travel industry.
Responsibilities included liaising with editors to lay out and
design pages and create illustrations and graphics, for the
paper and the website. Previously, as a freelance designer
on TTG, was involved in helping implement a redesign in
September 2004. Designed new A4 supplement magazine,
TTG Knowledge. This position required good relationships
with team members, attention to detail, and a creative
approach with tight deadlines.

ongoing freelance
1999 - present
Freelance designer and artworker:
Freelance work includes logo design,
illustration and layout for a variety
of B2B magazines and other print
materials and publications. Solely
responsible for layout and design
on International Food Ingredients, a
B2B publication for the food industry,
from 2000-2005. Redesigned IFI in
2003. Children’s books designed and
illustrated, available on Amazon.co.uk
and Amazon.com include Bedtime for
Edward, Blue Sneaker Breakdown and
Red Flat Rage.

November 2002 - July 2003
Designer, Artworker: Target Litho, a print shop in
Cottenham, Cambridgeshire. Responsible for typesetting,
artworking, pre-press and design work.
July 1997 - September 1998
Artworker: WMA, Bury St Edmunds, a division of
YTKO, an ad agency. Liaised with translators and clients
to produce foreign language adaptations and final
print-ready artwork and film for US clients, including
Analog Devices and Dell, for placement in European B2B
publications.
November 1996 - March 1997
Typesetter (temporary): Quayside Press, typesetting
and design for a Cambridge print shop.
July 1987 - July 1992
Freelance design and illustration for a range of clients
based in the US.
July 1986 - July 1987
Designer: Unitarian Universalist Association,
world headquarters, Boston, Massachusetts, USA.
Responsible for promotional materials including book
design, illustration, flyers and brochures.
May 1984 - June 1986
Senior Designer: Miller Freeman Publishing
Company, Boston, Massachusetts.
Layout, design, illustration and cover art for several
technical trade magazines, including Electronic Imaging
and Circuits Manufacturing. Promoted to Art Director on
Circuits Manufacturing in May 1985.
November 1983 - May 1984
Production Artist: Hamel Publishing, Natick,
Massachusetts: Direct mail advertising design.
October 1982 - November 1983
Staff Artist: Bartex Publishing, Waltham,
Massachusetts. Layout, design and illustration for
electronics and appliance trade magazines.
June 1980 - October 1982
Graphic designer: SMH Bar Review, provider of
courses for law students in Boston, Massachusetts.
Design, illustration and artwork for textbooks, posters
and advertisements.

hand to mouse
design
illustration
artworking
layout

Developed branding for Londonbased accountancy firm and insurance
brokers.

Clients based in the US include a
private library and logo design work
for a web design company. Recent
work also includes some writing,
editing and proofreading.

education
1981 Bachelor of Fine Arts,
Massachusetts College of Art, Boston,
Massachusetts, USA
1996 A-Level German

software expertise
Extensive experience with Adobe
Creative Suite (Photoshop,
Illustrator, InDesign) and Quark
XPress for Apple Mac. Experience
with Adobe ImageReady and
Windows

personal
Hobbies and interests: travel,
languages, gardening, painting and
drawing.
US citizen, with permanent resident
status in England since 1992.
Languages: Basic Spanish, French
and German.
Familiar with Russian alphabet.

references

Referees from freelance clients
and former employers available on
request. Samples available.
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ood manufacturers have safely been
using food grade synthetic antioxidants to ensure the good taste, freshness and appearance of their products
for many years. Even so, the trend
toward organic and natural foods has caused consumers to question the safety of synthetic antioxidants.
While natural antioxidants certainly have an important
role to play ensuring food quality, the reliability and
value of synthetic products are unparalleled.

Reviews: Focuses on emulsifiers

New ingredients

Launches and innovations From new BBQ food flavours to a

yoghurt that lowers blood pressure
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Today’s consumers buy food with a key expectation: that the fresh bag of
potato crisps, box of cereal, biscuit or cake they buy in the shop is as
fresh as the day it was shipped from the manufacturer. A bad experience
with a rancid taste or off-coloured food product can lead to product
waste and significantly erode consumer loyalty. Tom Carter of
Eastman Chemical Company looks at how synthetic antioxidants can
help ensure your products reach consumers in top condition, even
after weeks or months on the store shelf

Hygiene training A new EU hygiene directive is set to repeal a number
of product specific laws to simply food processing legislation
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Antioxidants

The synthetic antioxidants
that can ensure

There are a number of factors that can work against
the freshness of food products. Most people are
familiar with how the growth of moulds, yeast,
and bacteria can lead to food spoilage. What
they may not know is that oxidation, common
in foods that contain vegetable or animal
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fats and oils and even flavouring oils, can
also affect food taste. Oxidation takes
place when the fat or oil in foods react with
oxygen. These reaction products break down
and lead to rancid odours, tastes, and discolouration in foods.
Food manufacturers often use food grade
antioxidants to slow the oxidation of fats and oils in
fresh and processed foods, extending the shelf life of
food by inhibiting rancidity. Antioxidants are not
antimicrobials -they are not used to retard the growth
of mould, yeast and bacteria in foods - rather they are
used to stabilise the refined oils and fats in foods,
including frying oils and animal fats. As such, antioxidants can be used to ensure the quality of a vast array
of foods, including snack crisps, crackers, biscuits,
cake mixes, cereal-based snack foods, sauces, dehydrated soups and broths, processed nuts, seasonings
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Functional soft drinks

F

O Major soft drinks manufacturers are increasingly turning to ‘added functionality’ as a

offerings.

O Health and well being have become critical public policy issues, as the world tackles an
obesity epidemic and its associated health concerns.

O As price pressures squeeze the margins and thus the future investment programmes of
soft drinks operators, functionality provides a route to future profitability.

quarters of overall volume in 2003. Sports
drinks came second on 13%, followed by
energy drinks on 8% and finally nutraceuticals on 3%. The United Kingdom and
Germany are the biggest national markets,
with a combined 69% volume share. Italy,
Spain and France complete the top five.
‘Functional soft drinks are small when
compared with the scale of mainstream cat-

Others 14%
France 4%
Spain 5%

West Europe
functional soft drinks
2003

Italy 8%

Germany 33%
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t is important to realise that fats
are different things and, to make
it even more complicated, the
same fat may be utilised differently among healthy individuals.
The bulk of fat contained in our
diet are the triglycerides (or triacylglycerol), TG. The TGs contain three
fatty acids (FAs) connected to a glycerol
backbone (Fig 1).
These FAs may be saturated or unsaturated depending on the source. Beef tallow,
butter, coconut and palm oil contain mainly
saturated FAs. They are the most calorie
dense foodstuff there is with the potential
of providing the highest yield of metabolic
energy per gram of all types of food. If you
plan to cross Greenland on skies you
should pack your sack with such energyrich foodstuff. But if you lead a more sedentary lifestyle the metabolic consequences of
such a diet will be very different.
Since saturated fatty acids is mainly used
for production of energy-rich compounds,
they will be stored as depot fat if not
utilised for physical work. Furthermore,
high intake of foods containing saturated
fat also provide a significant amount of cholesterol and also require more bile for
absorption in the small gut increasing the
cholesterol burden even more. Therefore, a
diet rich in saturated fat is right for only a
few in our society today: the physical hard
working labourers. It’s a pity, though, that
saturated fat is the number one provider of
food taste!
Due to the increased risk of cardio.vas-

means of enlivening mainstream products.

O Smaller players have embraced functionality in order to differentiate their product

Segments

UK 36%

Countries
Total:
3,780 million litres

I

The growing importance of functionality

Enriched 76%

Sports 13%
Energy 8%
Nutraceuticals 3%

egories. Yet they offer the potential of moving beyond customer satisfaction to a new
level of consumer commitment,’ commented
Zenith research director Gary Roethenbaugh.
‘Since the 1990s, consumer behaviour and
attitudes have changed,’ added Mr ‘oethenbaugh. “Our interaction with the media and
our relationship with brands have become
more personalised. This lends itself to a
more fragmented marketplace and one in
which functional soft drinks can flourish.’
The fundamental importance of health
and well being should pave the way for continued functionality growth.
By 2008, Zenith anticipates that total functional soft drinks sales across West Europe
will have risen by at least a further 1,000M
litres.
OINFORMATION
Gary Roethenbaugh or Sophie Carkeek,
Zenith International Ltd
7 Kingsmead Square, Bath BA1 2AB
United Kingdom
tel: +44 (0)1225 327900
fax: +44 (0)1225 327901
web: zenithinternational.com
The 2004 Zenith Report on West Europe
Functional Soft Drinks
Price £1,900 (H2,850)
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A fat-rich diet is associated with an increased risk of
cardio-vascular disease and even some types of cancer,
says Dr Morten Bryhn of Pronova Biocare. In
this article he looks at healthy fats and
some which are not so good

GOOD
and the BAD

a major force

With another 8% growth in 2003 to 3,780M litres, West Europe’s
functional soft drinks sector has become a force to be reckoned with,
according to the 2004 West Europe Functional Soft Drinks report from
leading drinks consultancy Zenith International

unctional soft drinks are now
attracting the interest of beverage
multinationals, entrepreneurs and
consumers alike. These products
provide a health benefit beyond
their basic nutritional content, by virtue of
their physiologically active added components. Zenith’s report tracks four main functional soft drinks segments: enriched beverages, such as juices and waters with added
vitamins and minerals; sports drinks; energy
drinks; and nutraceuticals, with targeted
ingredients considered to provide specific
medical or health benefits.
Nutraceuticals are the fastest growing segment, albeit from a low base, with volume
up 39% in 2003. Sports drinks also demonstrated strong double figure growth, up
27% in the year. Enriched beverages are by
far the largest group, with more than three
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Brief:
For this food industry
B2B publication, I had the
opportunity to completely overhaul
the design, retaining the logo and two
main colours. I livened up the cover, adding
drop shadows for dimension, and more striking
cover pictures. I added hot colours to the
original palette and new section graphics. I
was responsible for creating illustrations
throughout. Goal: a scientific
publication that was also
eye-catching.

cular disease and even cancer by a high
intake of saturated fat ambitious national
health programs have been trying to make
us reduce intake of fat to about 30% of total
energy intake. This strategy has not been
successful. Instead saturated fat has been
exchanged for unsaturated fats, mainly vegetable oils.
Unsaturated FAs are either the monounsaturated oils containing omega-9 fatty acid
or the polyunsaturated oils of the omega-3
or omega-6 type. The most common
omega-9 fatty acid is the oleic acid naturally occurring in olive, rapeseed and peanut
oil. The omega-3 FAs are derived from
seeds like flaxseed (linseed) but even more
important from fatty fish. The omega-3 FAs
utilised for a range of effects in the human
body are eicosapentaenoic acid, EPA, and
docosahexaenoic acid, DHA. Both are
abundantly found in fat fish and sea mammals. Omega-3 FAs from seeds is a poor
source for production of EPA and especially DHA
The use of fish in the diet has decreased
significantly and today the intake of EPA
and DHA is much lower than recommended . This may be due to the fact that people
don’t like fish, don’t have access to fresh
fish or that people are afraid of being poisoned by the content of environmental pollutants enriched in fish flesh.
Omega-6 on the other hand is provided in
surplus by the frequent use of soybean,
corn, safflower, sunflower and walnut oil.
These oils are cheap and stable and have
almost no odour and taste and are ideal for

processing of food products. The most
common omega-6 FA is linoleic acid but the
omega-6 FA utilised in the body is arachidonic acid (ARA) richly provided in red
meat.
EPA, DHA and ARA are essential for a
series of physiological functions related to
the immune system, the cardiovascular system, brain, retina of the eyes, testicles, and
many more. Omega-3 and omega-6 FAs
cannot be produced by mammals and therefore have to be provided by the diet. The
polyunsaturated FAs of the 3 and 6 series
have in general opposite actions and compete for the same cells or enzyme systems.
The uptake into cells is very specific due to
the selective actions of free fatty acid
receptors (FFAR) on the cell surface. Cell
membrane phospholipids are the first halt
for these FAs. Phospholipids, the main constituent of many cell membranes, bind as a
rule one saturated and one polyunsaturated
FA. If the diet is poor on polyunsaturates,

they can bind two saturated FAs. FAs are
carbon atom chains connected by single or
double bonds. The single bonds as in saturated FA’s make the chain rigid and the cell
wall stiff. At the site of each double bond,
however, there is an angulation of 120
degrees. ARA has 4, EPA has 5, and DHA
has even 6 double bonds rendering these
carbon chains a circular or semi-circular
shape (fig. 2).
This shape is the key to the perfect fit to
the pertinent receptor. EPA has very often
the strongest affinity to many enzymes and
cells competing successfully with ARA.
Integrated in the phospholipid membrane
the polyunsaturated F’s provide elasticity
to the cell. This is an important feature for
blood cells, nerve cells and even other cells
interacting with other tissues. ARA and
DHA in particular have important actions in
the eyes and in the brain and lack of these
FA’s may cause diseases.
The second effect of polyunsaturated FA’s

Fig 1:

Fig 2:
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is brought into
action when they are
released from the phospholipid membrane by phospholipases upon stimulation.
This stimulation may be due to infections, chemical compounds, hormones etc,
leading to a release of fatty acids which may
bind to enzymes regulating immune
response, vascular tone, thrombocytes
adhesion and many other important
actions. Usually ARA augments the action
and EPA/DHA decrease the same. In
essence the polyunsaturated F’s are finetuning immune activation, vascular tone,
blood clotting capability and there should
be a balanced presence of ARA and
EPA/DHA in the cell walls in order to have
an optimal response.
The modern diet with a too high intake of
omega-6 compared to omega-3 has important consequences for the magnitude of this
response. Immunological activation in connection to for example a simple virus infection may cause an overshoot of actions due
to the fact that ARA in surplus will augment
the immunological response.
In a situation of optimal balance between
omega-6 and omega-3 the response would
be exactly tuned in order to have a proper
action against the virus and no side effects
from an overactive immune response. EPA
has a strong affinity to these enzyme systems but since our intake of plant oils and
red meat is so high and the number of fishmeals so few, the dampening effects related
to EPA is curtailed.

www.ifi-online.com

Many nutritionists
believe that the overshoot
reaction of the immune
system by the constant
overloading of omega-6 FAs
is responsible for the high
prevalence of allergic diseases
and autoimmune inflammatory diseases
today Thirty to forty per cent of the children in industrialised countries now have
allergic reactions like eczema, conjunctivitis, rhinitis and asthma.
This number has doubled over the past
30 years, which is a rather short time for
such a dramatic increase. Inflammatory
bowel disease was uncommon in Japan but
now the number of patients is increasing
approaching the prevalence in the Western
communities . The high intake of omega-6
FAs may even have consequences for the
development of atherosclerotic disease and
certain cancers.
The third main action of the polyunsaturated FAs are related to messenger actions
within the cell and between cells. Released
from the cell wall FAs are bound to transport proteins called fatty acid binding proteins (FABP). These structures made of two
protein moieties form a binding site with a
shape, which will allow only the right FA to
dock with the FABP.
Using this specific intracellular transport
system the FA is transported to different
intracellular structures. Many polyunsaturates bind to transcription factors in the
nucleus, which will turn on or off genes.
These genes may code for a series of pro-
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Brief:
To create a new
training guide for Travel Trade
Gazette, a travel industry publication. I
added bright colours to the limited palette
of the parent publication. The logo had to
incorporate the TTG logo. I went for a bold,
clear design, and added tabs to clearly mark
out the sections. Goal: Visually appeal to
travel agents and motivate them to
get more training. Time for final
design from brief to finish:
7 days.
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UK & IRELAND

Are your clients too
nervous to book a twoweek cruise first time?
Maybe they should pick
a mini-cruise instead

18

Y

OUR customers may be
thinking of taking their
first cruise but they may also
be nervous about spending a
whole week’s holiday on a ship.
Perhaps they’re worried they won’t
like the experience and don’t want
to spend hundreds of pounds on a
holiday they may not enjoy. The
solution for these nervous sailors is to book them
on one of the growing number of short cruise breaks
available from the UK and around the world.
As cruise companies add more ships to their
fleets, the range of short breaks has grown and it
is the ideal way to introduce first-timers to the
world of cruising. Fred Olsen is one of the leaders
in cruising breaks with a range of two and threenight itineraries from various UK ports, starting
from less than £100 per person.
General sales manager Lol Nichols says: “A

mini-cruise offers the ideal taster for a first-time
cruiser – a way to experience life at sea for little
cost in terms of time or money. Many people
choose a mini-cruise first, then move on to week
or fortnight-long cruises.”
Short breaks are not just for first-time cruisers –
they are also perfect for people who don’t have
enough time for a longer trip. Maxine Dunsdon,
business development manager at specialist line
Hurtigruten, says: “Our shorter trips are perfect for
those who do not have time to do a full trip, or who
want to spend a few days trying the experience.”
Short cruises also offer excellent value for
money, because all meals, onboard entertainment
and port taxes are included in the price.
Stephen Park, UK general manager at NCL,
adds: “Mini-cruises offer a great alternative to a
‘traditional’ weekend away, and as the prices start
from £199 for an inside stateroom, they are also
very accessible.”

28
30

All the essential upcoming
events in the cruise world

Q&A

Four industry experts tell us
what’s hot in cruising for 2008

Behind the scenes

Find out who works onboard
Crystal Cruises’ Symphony

Q

Start small

A big issue in the sector
is that agents have been
criticised for giving away
commission. Has Ace had success
in reducing this practice?
I think if you compare it to the
package holiday market, then
cruise is less likely to be so
heavily discounted, which is a success
in itself. How agents decide to increase
their business is, of course, up to them.
We can’t tell them not to discount, but
we can give them options to help them
sell less on price. At the convention we
will run a Travel More and Discount
Less course. As we increase the level of
awareness and demand, we will be left
with no need for discounting.

Mini-cruises give a great
introduction to life at sea

Asia and beyond

A

The UK market is waking up to
the attractions of the East

Essential facts

From etiquette to visas and
everything in between

Client match

Finding the best cruise for
every type of customer

30
37

Events

Q
A

24

Company profiles

Know your products: start
training with key cruise lines

14

3

What is Ace doing for
agents this year other
than the Convention?
We will run a series of six
Regional Cruise Expos. These
are one-day events all over the
country, and will include breakout
sessions, networking, workshops and
seminars with some of the key industry
players. Online, we have just launched
Watermark TV. We will go around filming big cruise events such as the Queen
Victoria launch and keel-laying in a
news bulletin style, so agents feel they
are part of the industry. They’ll be

Welcome to our new TTG Knowledge Cruise module!
Following the tremendously positive response to our
previous Cruisaders programmes – hundreds of you have
successfully completed the module in the past two years
– we’ve introduced a new training programme based on
the Essential Knowledge section that you’re currently
reading. These facts and tips, devised in collaboration
with Ace’s Andy Harmer, form the first stage of your
training. Read this spread carefully, as well as the Client
Match feature which starts overleaf, and you’ll be able to
answer the questions for the first module.
Our Knowledge College, beginning on page 37, constitutes the heart of the training module. We are pleased to
have so many leading cruise lines and destinations as
our partners in what is certain to be our best online
cruise training programme to date.
If you haven’t trained with Knowledge yet, you just
need to register at ttglive.com/knowledge

19

What to do

If your clients love horseracing, they
might like to know Costa Romantica
will be in Dubai on March 29 for
the world’s richest raceday. Prize
money of $6 million is up for grabs
in the Dubai World Cup. The visit is

SEADREAM GRAND PRIX
The Monaco Grand Prix is one of the
highlights of the Formula 1 calendar,
and petrolheaded clients can get their
fix in style aboard SeaDream I. They
could be in Monte Carlo for the race
day in May, and enjoy the top-class
facilities the ship has to offer. The price
of the four-day hosted voyage includes
an open bar, complimentary champagne and all meals – and those allimportant tickets for the race.
www.seadreamcharter.com

Where to go
If your clients

enjoy cultural holidays,
they
will want itineraries
featuring a lot of
ports
of call in destinations
the Mediterranea such as the Baltic,
n and South America.
However, if they’re
after wildlife, go
Alaska, Scandinavia,
for
Hawaii, the GalapagosSouth America,
or Antarctica.

part of a seven-night cruise to
Dubai, Muscat, Fujeirah, Abu Dhabi
and Bahrain, leaving Dubai on
March 23, and returning there in
time to catch the big night of racing.
www.costacruises.co.uk

TULIPS IN AMSTERDAM
Tell garden-loving
clients about the fab
Dutch spring flowers.
Grand UK Holidays offers a
five-day Dutch Bulbfields
River Cruise departing
on March 31 on the MV
Virginia river cruise ship.
It visits Amsterdam, Zuyder
Zee, old fishing ports and
the Keukenhof Gardens
for a floral extravaganza.
www.grandukholidays.com

One of four female
rats, (mum and three
daughters) that the branch
is currently looking after.

responsibilities of a committee member can be obtained
by emailing paulmarkley@btconnect.com or writing to

RSPCA Peterborough
4and District Branch Registered charity no. 205155 www.rspca-peterborough.org.uk

RSPCA Peterborough and District Branch News

There’s been a
big upsurge in
ex-UK cruises,
and there are many
new ships. Is that
sustainable? Will the
extra capacity make
selling harder?
No. At the
beginning of
2006, we forecast
that in 2008 we would have
1.5m cruise passengers.
We have now revised
that forecast up to
1.55m passengers. At
the moment, demand
is growing in line with
capacity increases. It is
still a very small part
of the total holiday
package market –
about 6%. So we have
got a long way to go.
But it’s far too early to
talk about overcapacity.

A

Cinderella the border collie probably
would not enjoy the ball. She would
however, love to find a caring home.
If you are interested in adopting
Cinderella, or any of our
he RSPCA is calling
other homeless animals,
on residents in
contact the branch
Peterborough and
on 01733 222188.
beyond to get their glad
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New year, new shop

T

You are invited
to attend
a ball

To find out more either pop along to the shop or ring the Peterborough branch on 01733 222188.
1

Circus animals:
a tough act to allow

Q
A

Q&

How does cruise
fight its corner
environmentally?
First of all, I think cruise
stands up really well to air
travel, for example, because
we are not just a mode of transport –
we are also a hotel and restaurant, and
we provide accommodation for the
crew. Cruise lines are making huge
investments in recycling at sea, turning
dirty water into clean water of almost
drinkable quality, and are using more
local suppliers rather than flying in
what we need. And there are also
programmes for developing fuel that is
both more efficient and more environmentally friendly. A lot is being done.

A

4 Have your say
The government needs to know
that many people feel the same.
You can add your support by
lobbying your local Member of
Parliament or your local Assembly
Member. If your local authority
has not banned animal circuses
on council-owned land, you can
write a letter expressing your
concern to your local councillor.
2

Our Cruise
partners

TTG Knowledge’s brand
new Cruise module will
help to get your bearings

W

elcome to TTG’s new Knowledge College dedicated to the cruise industry. In the
following pages, you’re going to learn everything you need to know about key
cruise lines and destinations (listed opposite right). You’ll be able to answer
your clients’ queries with authority and confidence. Next time they ask about
accommodation, activities and itineraries, you will know exactly which ship and
type of holiday to recommend.
The cruise market is one of the most lucrative sectors for agents, so if you haven’t sold a
cruise holiday yet, it’s time to know your Costa from your Crystal. For the more experienced
among you, we expect our Knowledge College to act as a refresher course – it also features
many news items about the ships’ new services and journeys and training initiatives and
incentives for agents. To register and train with us, visit ttglive.com/knowledge

And so to bed...

These intrepid agents have boldly gone before and logged on
to the Knowledge College. Here’s what they got out of it.

If your customers tell you they like an
early night, book them a cabin on lower
decks – as far away as possible from the
entertainment decks. Also consider cruises
geared towards older passengers.

HEALTH
MOBILITY &think
about where on the

mobility problems
to the lifts. Think about
If your clients have
cabin – ideally close
the
ship you will book their
appropriate, and ensure
whether they will be
are ex-UK cruises, this
the destinations and
Also worth considering
cabin has lower berths.
be an English-speaking
clients that there will
will reassure all your
unwell.
they feel seasick or
doctor onboard should

Top tips for tipping
Recommend to your clients that they pay gratuities in advance of travel,
as leaving it until the end of the cruise means they could find out they
haven’t budgeted for tips in their spending money. Tips are not expected
during the actual voyage as cruises operate a no-cash
system, so paying in advance or at the end of the
cruise removes the hassle of tipping each time guests
are served. The cruise lines try to ensure that tips are
spread fairly across the crew, and gratuities are a
good way of showing appreciation for what is
expected to be great service while onboard.
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Contrary to popular belief, the
practice of using performing animals
in circus acts still goes on in the UK

T

he RSPCA does
not believe animals
should be subjected
to the conditions of circus
life. Regular transport,
cramped and bare temporary housing, forced
training and performance,
loud noises and crowds of
people are all typical and
often unavoidable realities
for the animals.
Scientific research has
shown that travelling
circus life is likely to
have a very harmful effect
on animal welfare for
many species. Performing
inappropriate tricks in the
name of entertainment also
does nothing to foster
respect for animals. This
is why we think circuses
should not use animals,
especially wild species.

Do circuses still use animals?
Unfortunately, animals
are still used in British
circuses. An estimated
150-200 animals are
currently held, and around
37 of them are wild
animals. These include
zebras, lions, snakes, tigers,
camels, a kangaroo and
crocodiles.
Currently, no law exists to

stop circuses using certain
types of animals. Circus
animals are protected by
the Animal Welfare Act
2006, but the need for
greater protection has
been recognised by the UK
government.

Will circuses be banned
from using animals?
The previous government
in England promised to
ban the use of certain
non-domesticated (wild)
species in travelling
circuses, while a recent
government consultation
showed that 94% of
respondents agree with the
RSPCA and want a total
ban. A decision is expected
once the government has
finished considering these
consultation responses.
In Wales, the power to ban
wild animals in circuses
lies with the Welsh
Assembly Government
(WAG).

What are we doing?
We’re campaigning against
the use of wild animals in
circuses and lobbying the
UK government to ban
their use, as other countries have already done.

Help your local
branch help animals
Donate – please make cheques
payable to RSPCA Peterborough and
District Branch and send to the address
below. Please do not send cash.
Find a shop or premises willing to
have a collection box and then contact
Paul Markley (see below).
Drop off quality unwanted items at
one of our two shops:
Whittlesey: 3 Lovells Centre, Blunts
Lane, Whittlesey, PE7 1 AH. (near
Somerfields), or our new shop in
Market Deeping: 9 The Precincts,
Market Deeping, Peterborough
PE6 8FG
Don’t forget to shop there while you
are visiting!
Spare a little time and volunteer
– full details of vacancies at www.
rspca-peterborough.org.uk.
Organise a fund raising event in your
local community or workplace – we
will provide advice and support.
Pass on this newsletter to friends and
family – spread the word!

RSPCA
Peterborough and
District Branch
Contact details

Post:
RSPCA
Peterborough and District Branch
PO Box 60, Peterborough,
Cambridgeshire PE1 5SZ
Email:
paulmarkley@btconnect.com
Registered Charity no. 205155

3

Andy Harmer is director
of business development
for the Association of
Cruise Experts.

Knowledge
College

Visas are generally
and
part of the cruise package by
are automatically arranged
means that
the cruise line. This experience
your clients shouldn’t their trip.
any visa hassle before
do
However, certain countries
so it’s
impose visa restrictions,with the
always worth checking travel
and
cruise line as visa
advice can change.

Issue no. 4

But happily,
your two-legged
friends can!

4
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Cinderella, you may not go to the ball

broadcast over the internet, and we’ll try to do it
as often as we can. See
www.cruiseexperts.org

ENTS
VISA REQUIREM
included as

For clients who find black
tie too stuffy, there are
alternatives: some cruise
lines have a choice of
restaurants with different
dress codes. Excursions and
activities will always afford
the chance to dress down.

W

their welfare: Veterinary
services, boarding and
food.
All these animals are entirely supported
by donations
from local
people.

Paul Markley, PO Box 60, Peterborough. PE1 5SZ.
RSPCA Peterborough and District Branch Registered charity no. 205155
www.rspca-peterborough.org.uk

A new luxury Galapagos yacht, La Pinta,
which will host naturalist
guides on board, will
launch in March. The boat
will operate a seven-night
cruise that takes in highlights including Bartolome,
Isabela, Santa Cruz, James,
North Seymour and San
Cristobal islands.
www.coxandkings.co.uk

The 24th annual Seatrade Cruise
Shipping Convention is being held
from March 10–13 at the Miami Beach
Convention Center. The global exhibition and conference is expected to
attract more than 10,000 attendees
and 1,000 exhibiting companies from
more than 100 countries.
www.cruiseshipping.net

TS

Formal cruises and those which
include gala dinners will suit
clients who like to dress up and
will give them the opportunity to
pack their tuxedos and evening gowns.

Tickets are

the number of people
second chance after being abandoned, found
Contributors welcome
coming forward to offer
as strays or given up by their previous owners.
If you have a story, letter
We are always looking for committee members and
new homes
to Here’s
the cats
Many of the cats have been in RSPCAorcare
forfor future
Just one
of the
suggestion
volunteers.
a short summary
of what
theymany
do:
editions, Please emailin
Paul
our care
has reduced cats and kittens needing
several months. Last year the branch rehomed
Volunteers
Markley, Branch Manager
These invaluable
as much time
as they
a caring
home
dramatically.
‘Why people
we give up
113 cats, but sadly the numbers of unwanted
of the Peterborough and
can. It could be just a couple of hours, but that two hours
District RSPCA
could so
helpmany
raise enough
to shelter an animal
or
catsmoney
abandoned
we just
animals are on the increase again following
an at are seeing
provide necessary veterinary treatment. This of course
paulmarkley@
but we
do think
that
the financial
influx of abandoned cats and kittens over
the
would change
an animal’s
life for the
better.
btconnect.com.
Wedon’t know,
would
love
to
hear
about
climateCommittee
is having an
impact. We would urge
last few months. It means the Peterborough
Members
animal adoptions, rehoming A committee member should be prepared to spend
anyone
is considering getting a cat to
branch is full to capacity and is unable successes,
to takeand especially
any a who
little more time and be involved in a volunteer role
stories new
with happy endings.
take home
rescueCoordinator,
cat.’ Volunteer Recruitment
in any more cats until they are able to find
such asaPublicity
Coordinator, Treasurer, Rehoming Coordinator,
If youFundraising
are ableCoordinator
to offer ora Secretary.
home to
homes for those currently in their care.
Helpany
shapeof
theour
future ofcontact
local animal
welfare. 222188 or visit
cats, please
01733
Branch manager Paul Markley said: ‘It is really
A more detailed description of the roles and
http://www.rspca-peterborough.org.uk
disheartening to find that once again we

NEW GALAPAGOS YACHT

DOCUMEN

Dress C

this
Don’t miss
t!
gala even
on sale

ey shop
RSPCA Whittles
at theand
It’s not just raining cats
dogs...
203363
or by calling 01733

Get more involved

Essential CRUISE

e
od

If your clients enjoy
a cosmopolitan
atmosphere, a European
or US-style cruise
would be the most
appropriate option.
a more British feel,
For
look what’s on offer
the UK cruise lines.
from
Find
entertainment clients out what type of
them decide whether enjoy, so you can help
to choose cruises
big West End-style
with
shows
For clients who prefer or US cabaret.
laid-back holidays,
select a cruise that
offers an open dining
style with multiple
choices, and less
structured onboard
activities. But if a
wide
range of activities
is what they’re after,
larger ships with
the
their many facilities
will
appeal, especially
to families with children.
Guests with children
are also more likely
opt for an ex-UK
cruise or destinations to
only require a short
which
flight.

to raise our own funds.
We are not government
funded and rely solely
on money we raise in the
Peterborough area. Last
year the branch helped to
rehome 301 animals and
the total running cost for
the year was £181,000.
This is your chance to
help our animals and have
a great time doing it.”

Please consider a rescue cat

N

Knowledge College

OFFICIAL

are currently in our care.
“There are a number of
businesses in Peterborough
who we hope will come
along to this event and
perhaps book a table. It will
be a great night, with lots
of music, great food and
dancing, and it will all be
in aid of the Peterborough
branch of the RSPCA. We
are hoping the people of
Peterborough and beyond
will show their support –
Everyone is welcome.
“Many people are
unaware that as a branch
we are completely
independent and have

e have taken in
was abandoned and soon
all sorts of aniafter gave birth to three
mals in 2010.
baby female rats.
These include 29 dogs,
The Peterbor224 cats, 33 rabbits, and
ough and Dis65 other species, which
trict branch of
have had
an influx
of
ew homes are desperately needed
include,for
budgies, parrots,
the RSPCA
is
ducks, geese, chickens, fer- not supported
unwanted
the 30 cats and kittens currently
the
rets,in
mice,
gerbils, guinea
by thecats
gov- and
pigs and rats. Pictured is
but
kittens.isernment,
However
this
care of the RSPCA Peterborough.
one of four rats that we
a stand-alone
are
looking
after
at
the
mocharity,
problem hassupportbecome
The cats and kittens which have come into
ment which are in need of
ing local animals. All
two-fold
because
the charity’s branch are waiting to be given
a The mother
good homes.
donations
go directly to

COSTA ROMANTICA GOES RACING

Essential Knowledge

Your first step to
cruise expertise
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Where are the growing
destinations in core
markets and further afield?
The key destinations continue
to be the Caribbean and the
Mediterranean. But there are
some new ones opening up, and the
Greek Islands, Tunisia and Morocco are
increasingly popular. People are looking
for new destinations around the Med,
and we are seeing destinations focus on
cruise passengers as a great way to get
visitors. For example, the Canary
Islands is one of our headline sponsors
at the Cruise Convention in May.

Events

Knowledge College

visited on short itineraries. Cruises of four to five
nights can also make it to Nordic destinations such
as Norway or as far south as the Spanish port of
Bilbao, famous for its iconic Guggenheim Museum.
Short continental breaks appeal to food and history lovers – trips to French ports such as Cherbourg,
Le Havre, La Rochelle and Honfleur allow visitors
a taste of Gallic cuisine and culture as well as
stocking up on some produce to bring home.
The Belgian port of Zeebrugge also features on
many short cruises, as it is close to the historic city
of Bruges with its canals and architecture, as well
as the bustling capital of Brussels. Sampling some
of the world’s best chocolate and beer are two
essential elements of any visit to Belgium.
Many cruises also call at Amsterdam with its
pretty canals, excellent art museums and lively
nightlife, which attracts both cultural visitors and
the party cruiser.

Mini-cruises from UK
ports sail around the
Scottish Highlands, with
highlights such as
Dunbeath Castle

Seven wonders

Some exceptional and unusual
features available aboard ship

Essential Knowledge

A mini-cruise will help your
clients get their sea-legs and
decide whether it’s a sailor’s
life for them, says ROB GILL

Traditional British-orientated lines such as P&O
Cruises, Cunard and Fred Olsen offer short cruises
from the UK mainland. Customers can drive to the
port and don’t have to worry about the cost and
hassle of flying. Big US lines are also moving into
the short cruise market, with NCL running a series
of two-night itineraries from the UK in 2008.
While the majority of these cruises leave from
the major cruise hubs of Southampton and Dover,
Fred Olsen offers a range of departures from
regional UK ports such as Liverpool, Newcastle,
Greenock and Leith.
Obviously, on short cruises the range of destinations is limited as the ships can only sail so far in
a few days. Popular routes include heading across
the Channel to ports in France, Belgium and
Holland, as well as the Channel Islands. Ireland,
the Isle of Man and the Scottish islands can also be

The star-studded city of Cannes will be
one of the highlights of Windstar
Cruises’ eight-day cruise aboard the
312-passenger Wind Surf. It departs
from Nice on May 18.
Guests will spend the night in Cannes
during the legendary film festival, and
will also be able to explore the celebrity
haven of St Tropez and atmospheric
St Florent in Corsica.
More glamour will await the guests as
they visit the H.S.H. Prince Rainier III
Auto Collection Museum where the car
used by Rainier and Grace Kelly on
their wedding day is exhibited.
www.windstarcruises.com

What are the highlights
of the cruising year?
Here’s some events that
might tempt your clients.
For more ideas, go to
www.ttglive.com

It’s all about demand
and destinations –
not discounts, says
Ace’s Andy Harmer
Q
A
Q

4

Online survey results

TTG’s latest cruise statistics
examined and compared

10

PLUS Asia, South Pacific, Monaco Grand Prix and more

In-depth Knowledge

CRUISE TO CANNES

In-depth Knowledge

Contents
Cruise

ickets are now on
sale for the first
ever charity ball to
benefit the Peterborough
branch of the RSPCA, to
be held on15 October at
7.30 pm at the Holiday Inn,
Peterborough.
Paul Markley, branch
manager, said: “This is
the first time we have
organised an event like
this, and it is a very
exciting project. We want
to stress that all the money
raised from this event
will benefit injured and
abandoned animals like
Cinderella the collie who

In-depth Knowledge

SEATRADE IN MIAMI

below decks on
Crystal Symphony

Brief:
A charity newsletter.
I chose A4 folded into A5
with no bleed for ease of output
by branch. As well as designing
publication,
or
Have Ialay
ball,out
helpand
yoursource
local RSPCA
create allTpics. I also edit and write
headlines. Goal: an inexpensive
but professional publication
to solicit donations.

Brief:
A guide to the Abta
convention, published as a
supplement to Travel Trade Gazette,
designed as A5, small enough to fit
into a handbag. For brand consistency,
it’s a mini version of tabloid TTG, using
same fonts and palette, with maps and
cutouts to supplement other photos.
Goal: a useful, fun guide for
agents at Abta.

JENNIE WALTERS
Senior travel consultant
Diva Travel
It’s brilliant. I can do it at my
own leisure, just log on and
update myself. The cruise
business changes virtually
everyday. There are so many
new ships being launched
this year, and you’ve got to
keep up with what they’ve
got onboard, what their cabins are like, and what cruise
companies are bringing in to
better serve the client.
TTG’s online training is great
because it tells you what’s
new, what’s coming in and
what’s on the ships. It’s a
great central point to get
information all in one place.

JULIE ANN HUMPHREY
Retail branch manager
Hays Travel
I’m a manager and I’ve been
selling cruise for a long time.
It’s such a growing part of
the business. But TTG’s
online training made me
look at things again.
Sometimes you get stuck in a
rut, so it’s great as a refresher. It’s a good initiation into
cruise, to keep you on top of
things. And it’s great for the
lesser known lines, the ones
you book less, that are slightly more niche, they are
always very useful. I would
definitely recommend that
other agents use it to brush
up or refresh.

CHRISTOPHER MORCEL
Travel counsellor
Travel Counsellors
TTG’s training taught me
things I didn’t know before,
like all the cruise companies,
their various ships and
where they sail to. I haven’t
been around cruise for a few
years. There’s a lot more out
there now and a lot more
people are going on cruises.
It’s taught me many new
things about various cruise
companies and will help me
with my selling and boost
my confidence. I’m sure I
will be able to handle cruise
enquiries better than before.
It’s useful that it’s online so I
can go back to refer to it.
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Discover
England’s
hidden
secrets
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ngland continues to excel as a short break
destination for British people. Today, celebrities
and trend setters alike know that a holiday at
home is the new cool and on average one in three Brits
are taking more than one short break here a year.
Every year, they spend £50 billion enjoying day trips
and overnight stays in their own country. And every year,
many of them are looking for new destinations and
experiences to share with friends and family. With
diminishing commission on sales of many holidays
abroad, it’s more important than ever that you are aware
of the benefits of promoting the rich variety of holiday
options throughout the country. It’s time to share your
knowledge of England’s holiday experiences with your
customers as, whatever their tastes, there really is
something for everyone to enjoy.

www.enjoyengland.com
A cultural country

2008 celebrates Liverpool’s position as European
Capital of Culture, but it’s not the only place where your
clients can enjoy themselves. As well as national
museums and galleries with free entry, unusual
collections at smaller attractions, theatre, ballet and
opera to tickle your fancy, remember England also
offers the sounds of Glastonbury, V Festival or the Big
Chill. This is a destination favoured by the world’s filmmakers and home to characters as diverse as Harry

Mike Mirecki, Cuba Welcome; Francesca Furci, Occidental
Hotels & Resorts; Mac Campbell, Travel Industry Consultant

Cara Smith, Caribtours; Ian Roberts, Best@Travel; Alison Smith,
Virgin Holidays; Colin Pegler, Occidental Hotels & Resorts

Potter and James Bond, Beatrix Potter and Elizabeth I.

www.enjoyengland.com/ideas/heritage-and-culture
City breaks

England’s cities have come on leaps and bounds with
masses of regeneration giving many a new lease of life.
Remind them of destinations where they can discover
contemporary architecture like the Gateshead
Millennium Bridge, Spinnaker Tower, Selfridge’s in
Birmingham, or London’s City Hall and Swiss Re tower.
Let them eat cake with a superlative café culture, worldclass restaurants and acclaimed gastro-pubs. And if
that’s not enough, our cities offer shopping for every
budget and music and nightlife for every taste.

www.enjoyengland.com/citybreaks
Rural retreats

Perhaps your clients want to explore 3,000 miles of
coastline and acres of achingly beautiful countryside.
Places where – whatever the weather –
there’s walking, riding, cycling,
zorbing or coasteering. You can
help them explore our nine

Zorbing in the
countryside

enjoyEngland wordsearch
Try your luck at winning one of 10 enjoyEngland
goodie bags by finding these words on the grid below

national parks, visit seaside resorts to
make castles on stretches of golden
sand or hunt for fossils on rockier
shores. Entice them with the quiet
revolution in the quality of
regional food and drink and with
world-class dining experiences.
Fulfill their appetite for traditional
recipes and practices being revived
and improved at award-winning
vineyards and micro-breweries.

www.enjoyengland.com/ruralescapes
Travelling with 2.4 children or an extended family, with a
partner, a pooch or a pack of mates – whatever ‘family’
means to them and whatever their interests, England
has something to offer. Family-friendly attractions,
accommodation with room to spare, kids clubs and allin-one centres, there’s so much to do that they need
never be bored. We’ve got ideas to spare that suit every
pocket and advice to help you sell it.

www.enjoyengland.com/familyfun

thereÕs always more
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Royal Hideaway
Ensenachos

in England
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Liz Cryer – First Choice, Colin Pegler, Occidental Hotels &
Resorts; Alex Remili, First Choice; Mario Dorta, Cuba Tourism
Board; Alison Smith, Virgin Holidays

England has
plenty of family
friendly
accommodation
and attractions

Family friendly

Send your
answers to:

Tom Dunkley, Online Travel Group; Peter Healey , Freedom
Travel; Janette Bell, Freedom Travel; Paula Whitehead,
Occidental Hotels & Resorts

Gosia Garbacz, Holiday Place; Agnes Czekanska, Holiday Place;
Colin Pegler, Occidental Hotels & Resorts; Claire Deeley, Seal
Communications; Sarah Smith, Seal Communications

Celebration of the opening of Cuba’s best ever beach resort

Claire Hancer
Enjoy England
Thames Tower
Blacks Road
London
W6 9EL

OCCIDENTAL Hotels & Resorts &
Resort Marketing International hosted a
party on July 6 to celebrate the opening
of Royal Hideaway Ensenachos and a
new era in tourism for Cuba. The
second hotel of the Occidental Royal
Hideaway luxury all inclusive brand to

ever open, the hotel is the most
luxurious beach resort Cuba has ever
seen and is expected to widen the
appeal of the destination amongst the
top end sector. Guests at the opening
party included tour operators, agency
groups, airline partners and product

managers and was a huge success.
Hosted at the Cuban restaurant
Floridita, in London's Soho, guests were
greeted with Mojitos, before enjoying a
scrumptious dinner and finally showing
off their skills on the dance floor, to
fully enjoy the live band!
Julia Rawbin, Thomas Cook; Colin Pegler, Occidental Hotels &
Resorts; Paula Martin, TTG; Sue West, Thomas Cook

Please note:
This competition is
being run by a third
party for the benefit of
TTG readers and the
newspaper’s publishers
will not enter into correspondence of any kind
with readers regarding
this or any other competition. By entering this
competition you agree
to be contacted by
the prize providers.

For more information on Royal Hideaway Ensenachos
visit www.royalhideawayensenachos.com.

TTG’s
trai 2008
progr ning
for thamme
travel e UK
trade

Caribbean
The TTG Knowledge
supplements are
designed to be used
in conjunction with
the TTG Knowledge
online modules

Ray Fernandez Dean, Explore Cuba; Amy Dawkins, Occidental
Hotels & Resorts; Alex Sosa, Explore Cuba

TTG Knowledge Caribbean will be a 56-page glossy supplement designed
to be the ultimate reference for agents. It comes out on March 28, 2008.
Contents include:
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www.ttglive.com/knowledge
Knowledge College
TTG‘s comprehensive trade guide
to the MIDDLE EAST
This year’s programme will get agents selling and learning
more about the Middle East and also expose those agents
already familiar with the market to new selling tips.
If you take this opportunity to book an advertorial
proﬁle in the Knowledge College section, agents will be
able to learn directly from your product.
Your proﬁle will also appear on the TTG Knowledge
website for one year, as an integral part of the popular
TTG Knowledge web and print based training course.
Editorial content includes a focus on the Middle East
market, Q&A’s with leading industry ﬁgures, beach and
spa breaks, affordable Middle East, luxurious add-ons, and
as always, Essential Knowledge, including vital selling
tips and facts, and Client Match, helping agents match
holidays to clients
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For advertising please contact:
EMMA BARNES
0207 921 8508 ebarnes@ttglive.com
Advertising copy deadline:
10th June 2008
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Our reputation for supplying quality adhesive tapes over
many years has been founded on the excellent service
we provide to our customers, and to complement this
further, we are now able to complete the package by
offering you a printed tape facility that covers all your
needs from concept through to design.
Quality and service are the benchmarks we at
Qualitape live by and are justiﬁably proud of. Knowing
how critical lead times can be, we always work to the
tightest schedules possible for the quickest turnaround,
and added to this, by dealing directly with Qualitape, you
can be assured of competitive pricing.
Not only does printed tape give instant recognition
and traceability, it is also an excellent marketing tool,

enabling you to add your own branding at the point
of despatch. Supply us with your existing artwork,
or consult with our designers for your own unique
requirements and they will be happy to work with you
to develop the design.
Our minimum order quantity starts at 72 rolls, ideal
for the smaller business. Free origination on orders
over 288 rolls.
As well as bespoke printed tapes,
Qualitape also offers standard printed
tapes, vital for drawing attention to
potential hazards and preventing the costly
return of damaged goods. See page 6.

Please call the team at Qualitape UK for more information and a no obligation quotation.

Tel: 01440 710747 Fax: 01440 763526
info@qualitape.co.uk www.qualitape.co.uk
Qualitape UK Limited, Unit 1, Sarah Court, Piperell Way, Haverhill, Suffolk CB9 8PA
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Tel: (+44) 01730 812678
Mobile: 07787 557643
Highstanding Farmhouse
Selham Road, West Lavington
Midhurst, West Sussex
GU29 0EG England
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Chapter 1

Chapter 3

Buster

SOMETHING deep in the engine clanked and white
smoke spewed from under the hood. Gravel crunched
beneath the tires as they rolled to a stop on the shoulder.
The open windows ceased to supply a cooling wind and the
oppressive heat wrapped a suffocating cloak around Sarah
and her mother.
“Now what?” Sarah unbuckled her seatbelt and turned
toward the driver’s seat.
Her mother stared into space for a few seconds then
lowered her forehead to the steering wheel and rested it
between her clenched fists. “Arrrrrgh.”
The smoke slowed to wisps and the engine ticked in the
quiet of the wasteland as the sweat on Sarah’s forehead
flash dried in the fierce heat. Sarah’s stomach tensed.
“C’mon, Mom. Let’s get out of the car before we fry.”
Her mother popped her head up and forced a smile at
Sarah. “I have to go to the powder room anyway.”
Sarah climbed out of the car and stretched. Shielding
her eyes from the glare, she surveyed the baked
landscape. Nearby, the prevailing winds had shaped three
malnourished pines into bony hands grasping eastward.
The harsh sun washed everything in faded reds and
browns. Rocks and low-lying scrub littered the flat expanse
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Design and illustration by Karen Brown

AT two o’clock in the afternoon, Main Street in Cobbler was
almost deserted. Most of the storefronts stared vacantly
onto the dusty street. The bone-dry heat sucked all the life
out of the air. Except for a brief hint of roadkill carried on
a hot gust of wind, there was only the smell of dust. Sarah
could feel a fine layer of it already coating her arms and
face.
Main Street ran east and west and split around a town
green. Green was an understatement. Smack in the middle
of this colorless dust bowl was a brilliant green jewel of
a park. The contrast was unsettling – like a piece of Oz
that had fallen back to Kansas. A brilliant white gazebo
stood at the south end and a statue of a man on horseback
anchored the north end. The lush grass was dotted with
trees and colorful flowerbeds. Three dreary looking kids
watched from a park bench. The middle one bounced a
rubber ball on the concrete sidewalk. Sarah waved but
they just continued to stare at her. When Sarah squinted
her eyes, the kids looked like a small patch of dull, brown
dry rot that had spread from the town and infiltrated the
oasis. A tumbleweed blew into the back of her legs and she
jumped a foot. The three kids snickered.
Sarah’s mother took her arm and they continued across
20
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Have you ever seen odd shoes discarded on the side of the road?
Where do they come from? Who left them there?
If you are curious, there is one person who can help you.
Sarah Schuster has a gift. She can tell you what happened
to a person in the last few minutes before they lost their shoe.
Sarah battles town bullies, watches out for a wayward ferret
and enlists the help of a couple of local kids
to track down a missing child.
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