
 

                   
 

                                    

  
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            

COMMERCIAL 
AWARENESS  
NEWSLETTER 
 Coventry University Law Society | 4th October 2019  
FRESHERS, FLIGHTS & THE FUTURE 
Hello, and welcome  
to the first Commercial Awareness 
Newsletter of the new academic year. 
I especially welcome all of our new 
first year members and hope, trust 
and pray that you are all enjoying your 
first term here at Coventry University. It 
feels like only yesterday I was sat in 
Law Study, anxiously contemplating 
how to approach my first ever 
coursework. Nevertheless, I made it 
out of years one and two of my LLB in 
one piece and I assure that, with 
enough seminar prep, all of you 
reading will do so too. 
 
What’s the purpose? 
 
For the purpose of our new members, 
I will quickly summarise why we 
decided to bring about the newsletter 
and the commercial awareness role in 
the first place. As I discussed in my 
very first newsletter, being able to 
display Commercial Awareness, 
regardless of which sector you enter 
into, is absolutely crucial. The term is 
thrown at students from all angles 
throughout their degrees: by their 
lecturers, peers and dream firms (who 
now follow you on Instagram). 
 

 
In fact, a study conducted by the 
Associate of Graduate Recruiters 
found that, despite its importance, 
many leading firms believe   

commercial awareness to be the 
number one skill that graduates 
lacked greatest  
 
So, it’s needless to say that having 
an awareness of current affairs from 
a legal and commercial perspective 
is hugely important.  
 
If you’re interested in learning more 
about how to grow your commercial 
awareness and what the head of the 
Law faculty Stephen Hardy has to 
say about commercial awareness, 
check out our first newsletter at:  
www.culawsociety.co.uk/commercial-
awareness-blog. 
 
At the end of the newsletter I will 
also detail some introductory 
sources for those looking to kickstart 
their commercial awareness. 
 
This week’s newsletter: 
 
For this week’s newsletter, we will 
cover: -  
 
Ø What the students think: hear 

how your peers keep 
commercially aware 
 

Ø The downfall of the Thomas 
Cook Group: why it went bust 
despite a ‘booming travel 
market’ (p. 2)  
 

Ø The future of package holidays: 
the post Cook-collapse effect on 
the booming travel industry (p.3) 

HEAR IT FROM THE 
STUDENTS 
 
We asked four Coventry University 
students, ranging from fresher to 
final year, what their perception of 
commercial awareness is and how 
they keep mindful of changes in the 
commercial and legal sphere: 
 
“Understanding how businesses 
work, by staying up to date with 
the economy through the news.” 
- Gloria Bamisile, 1st Year LLB Law  
 
“So, I’m subscribed to the 
Economist – both digitally and 
physically – and I sometimes buy 
the ‘Financial Times Weekend’ 
Magazine. But, on more of a daily 
basis, I read the LinkedIn daily run 
down.” 
- Lewis Miller, 2nd Year LLB Law  
 
“I use the economist as my 
primary way of keeping 
commercially aware on a global 
scale, which is especially 
important when studying 
International Law LLB.” 
- Freya Hawken, 3rd Year LLB 

International Law  
 
“I really only read firms blogs 
when I get time in between 
lectures and seminars” 
- Anonymous, 2nd Year LLB Law 



 
 
            
            
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

THE DOWNFALL OF THE 
WORLDS OLDEST TRAVEL 
COMPANY 
Where did it all go wrong?  
 
Thomas Cook began life in July 1841, 
whereby the extent of the trips offered 
were between Leicester and 
Loughborough. Some of its most 
notable customers were Mark Twain, 
Rudyard Kipling and Winston Churchill 
before developing into a leading 
modern-day package holiday firm. 
 
BREAKING: Monday 23rd September 
2019 
 
Around 600,000 Thomas Cook 
holidaymakers, 150,000 British, had 
been left stranded after Thomas Cook 
went into liquidation after a decade of 
financial struggle.  
 
The additional £200 million required to 
keep the business alive was not 
obtained and Government officials 
drafted plans for “Britain’s biggest 
peacetime repatriation”, dubbed 
“Operation Matterhorn”.  
 
“This marks a deeply sad day for the 
company which pioneered package 
holidays and made travel possible for 
millions of people around the world” –  
 
Peter Fankhauser, Compulsory 
liquidation of Thomas Cook plc report  
 
Bankruptcy 
 
The Thomas Cook Group appeared to 
have escaped bankruptcy, after a 
Chinese conglomerate agreed to 
rescue the company with a £900m 
cash injection. Sadly, on September 
20th, its main banks threatened to 
withdraw their financial backing if the 
group were unable to find the additional  
 

£200m required to survive the low 
booking prone winter months.  
 
Detrimental Business Decisions 
 
Despite what was regarded a ‘booming 
holiday market’, the package holiday 
industry has often been perceived to be 
in a decline. According to  
The Economist, the number of Britons 
going on “inclusive tours” rose from 
14.3m to 18.2m in 2010-18. Further, 
the popularity of the much-admired 
Love Island reality TV show has also 
boosted the resurgence of the package 
holiday.   
 
Therefore, rather than the health of the 
market, it is the detrimental business 
decisions of the Thomas Cook Group 
that are the culpable responsibility of its 
collapse.  
 
2007: when the company merged with 
rival MyTravel Group, they took on a 
huge amount of debt, subsequently 
catapulting the Thomas Cook Group 
into a heavy interim loss while it severely 
struggled in a difficult trading 
environment.  
 
Half-year accounts: in a report 
comprising of financial, responsibility 
and management statements it was 
apparent that Thomas Cook was in a 
precarious position. By 31st March 
2019, its liabilities exceeded its assets 
by £1.34 billion. Amongst the liabilities 
included trade payables of £1.3 billion 
and long-term borrowings of £1.6 
billion, alongside more than £2 billion in 
revenues received in advance. 
 
 
 

 
Peter Fankhauser, Chief Executive of 
Thomas Cook commented: 
 

“Our loss from operations for the period 
was £1.4 billion, which reflects a non-
cash impairment of historic goodwill, 
largely related to the merger with 
MyTravel in 2007 which we have re-
valued in light of the weak trading 
environment.” 
 

     
 

Renegotiation of finances: over the past 
decade, the Thomas Cook Group had 
engaged in a renegotiation of funding 
facilities in order to shore up finances. 
As losses continued over Q1, the 
company embarked on a strategic 
review looking at a fundamental change 
to its entire business. This would have 
comprised of an examination of its 
airline operations and a potential break-
up of the tour operator business into 
component parts. 
 
Forced to resort to recapitalisation, 
Fosun Tourism Group directed the 
companies’ unsuccessful rescue. Both 
the approaching winter season and 
continued business pressures left 
lenders unwilling to provide the funding 
necessary and the company 
subsequently ceased trading altogether. 
 
 

 
 

 



 

                   
 

                                    

 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

THE FUTURE OF PACKAGE 
HOLIDAYS 

 What to expect in the travel market 
following the fall of Thomas Cook 

 
Thomas Cook enjoyed 19 million customers 

annually who, unlike the company, will still be 
around to enjoy holidays in the years to come. This 

will now allow for top competitors, such as ‘Tui 
Group’, to acquire a greater number of customers 

from a wider audience. 
 

A large proportion of Thomas Cook customers 
were over the age of 65, meaning this 

demographic will have to utilise online travel agents, 
in turn bringing in more business for the rivals of the 

now collapsed group.    
  

 
 

A key factor in the groups demise was its inability to 
keep in line with ever evolving digitalisation. A large 
proportion of bookings had to be made in person or 
over the phone, which is hugely inconvenient in 
comparison to simply booking from the comfort of your 
own device.  
 
The majority of travellers are much more confident and 
informed about the world, and online travel agencies 
such as Expedia, Kayak and Booking.com have 
served them well in enabling them to find the best 
deals. This may lead to a push to travel firms who 
need to sharpen up on their online accessibility, 
otherwise they may meet the same fate as the Thomas 
Cook Group… 

Despite the older generation displaying great interest 
into package holidays, in recent years it is the younger 
generation who largely favour the opposite. Travel 
companies such as ‘Airbnb’ and ‘Nemo Travel’ are 
hugely popular with the younger demographic as it 
allows the customer to custom choose their ideal 
holiday or city breaks. 
 
Further, Airbnb has branched out and has started to 
offer experiences and adventures, curating “curious 
and wonderous” excursions available on the website. 
This is something rivals should be taking into 
consideration in order to keep afloat in the travel 
market.  

COMPETITORS 
 

DIGITALISATION 
 

A YOUNGER GENERATION 
OF HOLIDAY 
 

 

 

If you enjoyed this article and want to learn more 
about Thomas Cook, here are some sources:  
 
BBC News | Global News Podcast 
“Thomas Cook customers begin repatriation after the 
travel firm collapses” 
 
The Economist | Article 
“Thomas Cook, the world’s oldest travel firm, 
collapses” 
 
The Telegraph | Article 
“Thomas Cook lobbied against airline collapse levy in 
wake of Monarch failure” 

 
 

 

 

 


