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WILL CEO, CHAIRMAN BE REMOVED?

Southwest signals it will fight
after investor calls for ousters

By Robert Silk

Last weeK’s revelation by the activ-
ist investment firm Elliott Man-
agement that it has acquired an
11% position in Southwest Air-
lines put the carrier’s management
team in the crosshairs.

Elliott, which has a history of forcing
management changes at companies it tar-
gets, had acquired $1.9 billion in Southwest
stock as of June 10, the day that it con-
firmed its stake in the airline and called for
the dismissal of CEO Bob Jordan and chair-
man Gary Kelly, Jordan’s predecessor.

But Southwest, whose board and C-suite
contains numerous longtime veterans of the
company, signaled quickly that it was pre-
pared to dig in for a fight.

“The Southwest Airlines board of direc-
tors diligently oversees our strategy and
leadership team and, based on the compa-
ny's ability to overcome strong headwinds in
the past, is confident in our CEO and lead-
ership team’s ability to fulfill our strategy to
drive long-term value for all shareholders,”
read a statement the company put out in the
hours after Elliott’s announcement.

Noting the financial ground Southwest
has lost during the post-pandemic period
relative to its largest competitors but also
Southwest’s strong brand, fleet, network and
cash position, Elliott argued that the carrier
presents the most compelling airline turn-
around opportunity in the past two decades.

The investment firm also presented the
broad outline of a plan it boldly predicted
could drive Southwest shares to $49 over
the next year, up from less than $28 before

See SOUTHWEST on Page 18

Disney’s second private cruise port
a cultural departure from Castaway

By Andrea Zelinski

ELEUTHERA, Bahamas — Colorful crepe
paper fluttered like feathers on the edges
of costumes as about a dozen Bahamians
clinked cowbells, banged goatskin drums
and paraded through the center of Disney
Cruise Line’s newly opened private destina-
tion.

In a departure from its Castaway Cay
private island, which focuses on make-
believe and Disney themes, Disney Cruise
Line’s newest destination, Lookout Cay at
Lighthouse Point, embraces the culture of
the people who live here by showcasing
their unique music, art and designs and
their annual national celebration called

On the Record
Roger Block looks back at his career at
Travel Leaders, and what comes next. 2

Junkanoo.

That cultural expression was woven
throughout Lookout Cay. Sometimes it was
through architectural structures inspired
by Bahamian seashells. In another case, the
Rush Out Gush Out water play area was
inspired by shacks where locals dream up
Junkanoo parade costumes to don in the
wee hours the day after Christmas and on
New Year’s Day.

“I'm extremely proud to know that the
millions of persons that will visit Lookout
Cay will be able to get a taste of Bahamian
culture;” said Warren Andrew Pinder, chair-
man of the National Junkanoo Committee,
which was instrumental in the presentation

See LOOKOUT CAY o Page 20

Destination: Europe
Pesaro, on Italy’s Adriatic coast, is ready
for its turn as a culture capital. 14
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Mark Pestronk
It's never been a better time to renew
to an improved GDS contract. 19

Raffles embraces Boston at its first U.S.
hotel, from cocktails to Celtics caps. 16
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OME — Two orders of cacio e pepe and a half-
eaten plate of suppli wasn’t going to cut it.

I was two dishes deep into my dinner con-
versation with “Mr. Italy Jr” and I needed to
get my hands on more valuable information

than what I had gotten so far, which was shop talk: prices are
up in Europe, finding hotels in Italy is tough, travel advisors

are everything.

What [ really wanted to know from Steve Perillo, third-
generation owner of Perillo Tours, seemed much more
urgent: What's he watching on TV right now? Is he on
TikTok? Does he have plants? His thoughts on dog hotels.
Fettuccini Alfredo or cacio ¢ pepet?

Those answers eventually came to light over the course
of our two-hour dinner at Il Segreto here, where along
with the tasty meal we had a hearty, expectedly funny and
wildly meandering comversation with a vibe similar to the
popular YouTube series “Chicken Shop Date”

It turns out Perillo is TikTok-curious; he's obsessed
with hydroponic gardening and the proud owner of a new
AcroGarden; he's plotting his entrance into the dog ho-
tel market and wonders what the competition is like; and
most importantly, he's team cacio ¢ pepe.

Our conversation touched on everything from family
to cooking to his personal observation that people might
just be getting a litthe nicer in the world,

But it was Perillo who asked me the all-importanmt TV
show question: "Are you watching Ripley'?” he said with
the casual seriousness people adopt moments before re-
vealing just how much they love thelr favorite show on TV,

“No." I replied about the hit Netflix show that was nev-
ertheless on my list to watch. The latest adaptation of Pa-
tricia Highsmith's novel "The Talented Mr. Ripley” is set
in southern ltaly.

“This is where my family comes from — Sorrento,
Maiori, Positano, Salerno, Naples” Perillo said, almost
gushing in what felt like a rare sentimental moment com-
ing from someone 1 know to be deeply and hilariously
deadpan. “That whole Neapolitan feeling [of “Ripley”| —
1 just love it. You would like it”

And indeed, | have. I've enjoyed the first few episodes
and the set-jetting wanderlust it conjures in me, Bat [ also
enjoyed actually secing southern taly for myself on my
first trip with Perillo Tours, which kicked off from the
Eternal City the day after our dinner.

Mr. Italy pays a visit

Perillo had flown here to meet me for the first couple of
days of the 10-day Vesuvius Toar 1 joined in late April. The
trip starts in the capital and visits Sorrento and Florence,
making stops in Pompeii, Capei and Venice along the way.

He said he only visits Italy about three times a year, a
secemingly small number for someone nicknamed Mr.
Ttaly Jr. (The migiml Mr. Italy was Steve's father, Mario
Perillo, the late second-generation owner of the 79-year-
old company.)

Perillo’s infrequent Italy visits make his appearances on
tours all the more special for guests, tour guides and the
company’s longtime supplier partners. That much was ev-

ident on my tour when Perillo greeted guests and joined
them for dinner &t Meo Patacca, a lively medieval -themed
restaurant in Trastevere that Perillo Tours has been bring-
ing travelers to for more than 40 years,

They were pleasantly surprised to be meeting the man
who has graced small screens across the New York tri-
state area for decades, promating vacations to Ttaly in local
commercials, just as his father did for years before him.

A couple from North Carolina introduced themselves
to Perillo during dinner, telling him how theyd discov-
ered Perillo Tours through the staunch recommendation
of friends andd how much they were already enjoying the
trip, all of which Perillo seemed humbled by and appre-
ciative to hear.

Even our tour director, Irene Capano, had only met
Perillo two or three times over the course of her 17-year
career with Perillo Tours. Her last run-in with him hap-
pened to be carlier this year, in March, just a few weeks
prior to the tour we were on.

Seeing a window of opportunity, Capano decided to
pitch an idea to Perillo at dinner about adding a short
cruise dlement to itineraries that visit the southern part of
Haly, particularly the Amalfi Coast.

“The idea is to spend a few days on a yacht where you
<an really enjoy the experience of this place from both
perspectives — the mainland and the ocean,” Capano
said to Perillo,

Intrigued by the possibility of adding yacht experi
ences to Amalfi Coast and other southern htaly itiner-
aries, Perillo grew increasingly starry-eyed as Capano
spoke. He peppered her with follow-up questions about
small-ship companies to partaer with, the wheels clear-
ly turning in his head.

“That's the best idea I've ever heard,” Perillo said —
something he said more than once that night, [ might add,

Perillo Tours headquarters

The Vesuvius Tour, Perillo said, is one of the company’s
bestsellers among about a dozen signature itineraries it
offers in Italy. But Janice Charowsky, office manager for
10 years at the company’s Wooddifl Lake, N.J., headquar-
ters, told me that the most popular tour by far is the 15-
day Italy North Classic

Like the Vesuvius itinerary, it visits Rome, Sorrento
and Florence, but it also includes daytrips to Naples, Pisa,
Padua and the lake regions of Como and Lugano. There
also is a two-night stay in Venice before the trip concludes
with two nights in Milan,

Regardless of which Is more popular, | imagine it's
hard to go wrong with a Perillo Tours itinerary given
the higher-end quality and amenities the company
strives to deliver. Delivery of an upscale land tour and
motorcoach experience with four-star hotel accom-
madations in the heart of Europe’s city centers is what
Perillo called “our differentiation”

See PERILLO TOURS o Page 12

1) Steve Perille, third-
generation owner
of Peribio Tours, 2)
Perille speaks with
the management team
at Meo Patacca, 2

medieval-themed res-
Liuraat is Rome that
Porille Tours has deen
bringing goests to for
decades. 3) A replica of
Michelangelo's David
adorns the sstrance to
Perille Tours” headquar-
tors bn Woedclitf Lake,
ML) 4) Guests on the
Vesuvias Tour take in the
ceastal sights of Capri
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Continued from Page 9.

Staying true to that playbook might be the reason Peril
lo Tours has achieved somewhat of a cult following in its
nearly 80-year history. Between the memorable TV com-
mercials that turped Perillo Tours into a household name
across the Northeast US. and entering the pop culture
zeitgeist after Adam Sandler’s 2019 “Saturday Night Live”
sketch inspired by those ads, its no wonder Perillo Tours’
popularity has yet to run its course.

One of the biggest testaments to its success, Charowsky
said, is when past guests go out of their way to visit head-
quarters and personally thank Perillo and the team for
their trip to ltaly, something 1 witnessed while at the com
pany’s office late last month, when a couple that was very
satisfied with their trip stopped by to say so.

“It's been happening more often lately; people know
we're here” Charowsky said. “We've had people come

Cover Story

from Connecticut, from the [Jersey] shore. They just want
to come and see somebody’s face”

Perillo’s headquarters gives visitors an immersive
preview of Haly without needing 1o leave New Jersey.
There's a replica of Michelangelo’s statue of David in the
front courtyard; a stained-glass dome and rotunda in
the lobby that's reminiscent of the churches in Rome;
there are marble statues and marble floors throughout,
emitting the kind of baroque opulence that the Italians
pull off so well.

“It doesnt feel like work here.” Charowsky said.

I'he road ahead
Despite its almost 80 years of success, Perillo Tours is
not resting on its laurels.
In the past year, the company has made several moves
10 secure its future.
1t brought on Keith Baron, former president of luxu-
ry tour brand Abercrombie & Kent, as its COO and has

1) A view of the coast of Capri from Anacapri. 2) Perille asd COO Naith Baren, wha joined the company last year, 3) Perlllo, right, with guests en the
company’s Vesuvies Tour itinerary In Rome, He inderitod the “Mr. Italy™ meniker fram bis father, Marlo,

Inaugural Voyage
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plans to expand its portfolio to offer more immersive Rin-
craries In existing destinations as well as new regions in
Europe — an idea Perillo seemed adamantly against two
years ago when I first interviewed him,

“This has been the biggest question of my career, about
how much we should veer away from Italy” Perillo said
back then. “If we start going to 15 other destinations, we
won't be the Italy specialist anymore.”

Perillo is singing a more upbeat tune now about ex-
pansion and the company’s future, and he largely credits
Baron's arrival

“Our office has always been informally run, by my
grandfather, by my father, then me. But Keith is bring-
ing it up to 2024 business standards that every company
should be following.” Perillo said, adding that “every fam-
ily company could use an outsider”

“That's really the lesson of the decade]” Perillo said.
“[Keith] is professionalizing our business.”

Under this new direction, Baron told me carlier this
year, the company will first start to dig deeper into its
existing destinations by offering regions where it hasn't
previously operated, including in laly, Spain and Greece,
which has become one of its most popular destinations.

Then they Tl start to look at other European destinations
that might make sense for Perillo Tours to offer, which
Perillo said could one day include Germany. He has also
told me a few times that faith-based itineraries will be part
of the company’s new focus, which may mean the addition
of destinations with rich religious history and sights.

But probably more important than where Perillo Tours
might add tours is who will be by the company’s side in its
expansion efforts,

The answer, Perillo said, are travel advisors. Perillo
Tours is going to be more focused than ever on its trade
relationships.

“To open up Germany for Perillo Tours — we cant do
that without travel advisors.” Perillo said at our dinner in
Rome, reflecting on the past while considering the com-
pany’s future. “Why cant Perillo Tours be one of the ma-
jor international tour operators? Theres no reason”

“That’s what I've discovered,” he added. “We can do it,
and we can do it with travel advisors”
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