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Book your travellers on a Collette tour today! 
Contact your District Sales Manager or call 800.468.5955

Book Collette!
Five Reasons Every Agent Should 

In addition to our worldwide collection of tours, 
agents like you should consider that Collette offers:

• Lucrative Incentive programs. 

• Thousands of Guaranteed Departure Dates.

• A Travel Protection Plan that protects your commission.

• Included Sedan Service to start your travellers off right.†

• And special offers designed to help you share the joy of travel.

guided by travel

† Not valid on group travel. Service is offered on all air-inclusive departures when within 100 km radius from most major Canadian gateways. One transfer per room booking. 
   Additional stops are not permitted on route. Other restrictions may apply; call for details. Travel Industry Council of Ontario Reg. # 3206405; B.C. Reg. # 23337
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Bucket list adventures are not regular vacations; these take 
extra time and investment on the traveller ’s part, and 

special attention to detail in planning by the travel advisor. 
This is the primary focus of this month’s CT Magazine, in 

which you will also find a special section dedicated to LGBT 
travel sales tips, insight to both the Hyatt Ziva Cancun and 

Hyatt Ziva Los Cabos, plus the CEO of Visit Tampa Bay, 
Santiago Corrada, offers up his expert guidance on how to 

sell this Floridian destination .

terrilyn Kunopaski

 ReGULARs 
4  Industry Insider The inside scoop of 

the hottest news, destinations & deals

10  NEW Infographic A quick reference 
for selling bucket list trips to various 
types of travellers

22  Product Education Everything 
you need to know to sell Alitalia

24  NEW Technology Is Instagram 
really worth your time?

26  Resort Report A tale of two Zivas: 
Hyatt Ziva Cancun & Hyatt Ziva  
Los Cabos

29  Take Five With Bruce Poon Tip, 
founder, G Adventures

30  Selling Travel with Steve How can 
you as a travel advisor make a client’s 
bucket list adventure ethereal and 
memorable?

ON THE COVER: A photo from Prasat Bayon Temple at Angkor Wat, Cambodia, 
taken by Leo Tamburri, courtesy of G Adventures. 
See our interview with G Adventures founder Bruce Poon Tip on pg. 29. 

12
  CoLLAboRAtive feAtURe  
12  How to sell Tampa Bay, Florida Top 

sales tips, including who you should  
be selling the destination to, offered  
up by Santiago Corrada, CEO, Visit 
Tampa Bay

 speCiAL feAtURe 
14  Expert Insight Specialists in LGBT 

travel share their “how to sell” tips  
for this niche market 

18  Product Education The Florida Keys 
& Key West as an ideal LGBT travel 
destination14Book your travellers on a Collette tour today! 

Contact your District Sales Manager or call 800.468.5955

Book Collette!
Five Reasons Every Agent Should 

In addition to our worldwide collection of tours, 
agents like you should consider that Collette offers:

• Lucrative Incentive programs. 

• Thousands of Guaranteed Departure Dates.

• A Travel Protection Plan that protects your commission.

• Included Sedan Service to start your travellers off right.†

• And special offers designed to help you share the joy of travel.

guided by travel

† Not valid on group travel. Service is offered on all air-inclusive departures when within 100 km radius from most major Canadian gateways. One transfer per room booking. 
   Additional stops are not permitted on route. Other restrictions may apply; call for details. Travel Industry Council of Ontario Reg. # 3206405; B.C. Reg. # 23337
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TempTaTion To close for a facelifT
Temptation Resort & Spa Cancun has announced a multi-million dollar makeover to refine and 
elevate its original concept, set to begin on Sept. 25. The renovations will enhance the sensual 
vibe throughout the entire property, through newly designed rooms and suites, new eccentric 
guest areas featuring bright colours, an exuberant pool for guests to thrive in the fun and a quiet 
one for down time, as well as state-of-the-art shows, eight specialized restaurants, and five bars. 

  Good news for 
aeromexico
It’s been just over one 
year since Aeromexico 
launched direct service 
between Toronto and 
Mexico City, followed 
by a new route between 
YVR-MEX which launched 
in December 2015. Chief 
revenue officer Anko van 
der Werff told CT that 
“business is booming” with 
the Canadian connections, 
thanks to both leisure and 
business markets. What top 
sales tip does van der Werff 
have for travel advisors? 
Sell for the connections 
to destinations within 
Mexico and South & 
Central America, he says. 
“Canadians can connect in 
Mexico City to 46 domestic 
destinations and 41 
international destinations 
with Aeromexico, such as 
Buenos Ares or Santiago 
de Chile, to name a few.” 

  moon palace expansion in The works
A new resort addition is being built within Cancun’s Moon 
Palace Golf & Spa Resort. Named Moon Grand, the property 
has been designed to appeal to high-end families, according 
to Sandor Winkler, chief development officer for Palace Resorts. 
Slated for completion by the end of 2016, expansion highlights 
include the addition of more than 900 guest rooms, a new 
expansive lobby, seven outdoor pools (including two adults-
only swimming pools with a live DJ spinning poolside beats), 
five swim-up bars, a beach club, a children’s waterpark,  
a gymnasium, Awe-Spa, more than 80,000 square feet of 
meeting and event space, a bowling alley with six lanes, a teen 
lounge, a nightclub, 16 food and beverage outlets, and more.

Anko van der Werff, chief 
revenue officer, Aeromexico.
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She’s asleep. 
But if there’s 
anything she 
needs, we’re  
right here. 

Every detail 
counts.

Passengers that choose our 
Business class know that 
they’ll find all the comforts 
and services they need to get 
the most out of their flight.

Book your clients with  
Air Europa on their next trip.
www.air-europa.com    
or call 1-855-838-7672. 

  sailinG The arcTic is BUckeT lisT-worThY: law
A select number of Canadian travel advisors recently had the opportunity to experience 
first-hand what is billed as the “World’s Most Beautiful Voyage” onboard Hurtigruten’s MS 
Midnatsol, as part of a GLP Worldwide FAM tour. The trip took participants southbound 
along Norway’s coastline while also overnighting in Olso, Kirkenes and Bergen pre- and 

post-cruise. Alan Law, GLP’s director of sales and marketing, tells CT that the itinerary 
featured a plethora of bucket list-worthy experiences, from spending the majority of the 

trip above the Artic Circle, snowmobiling under the midnight sun and embarking on a King 
Crab safari. Law recommends travel advisors sell this product to well-travelled clientele, 

who are seeking authentic experiences and immersion in local cultures. 

  indaBa spoTliGhTs The diVersiTY of africa
What makes attending Indaba so amazing is the ability to see what is on offer from so many 

different countries and regions of the great continent of Africa—all in one place! Though 
hosted there, Indaba is not just about South Africa — not even close— the trade show lights 
fires under all of those who  attend to head out into this great continent and to explore. From 

the great plains of Kenya and Tanzania, to the small islands of Madagascar and Mauritius, 
suppliers are there to provide all the information on accommodation, activities and culture 
that you need. The hot, emerging destination at this year’s event was Ethiopia. The country 

was named the world’s best destination for tourists in 2015 by the European Council on 
Tourism and Trade.  Being home to nine UNESCO World Heritage Sites, it offers tourists an 

amazing array of mind-blowing cultural experiences.  - Janice Tozer

 GLP’s Alan Law at  
Mt Fløyen, Bergen.
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Brad Ford is moving on 
from his post as president of 
Contiki Holidays Canada and 
Deanna Lambert, a marketing 
executive most recently from 
TRAFFIKGroup, has taken the 
helm. Ford is joining Lion World 
Travel as president, effective 
November 2016, though is 
spending the next several 
months globetrotting prior to 
the transition. CT Magazine had 
the chance to ask Ford a few 

questions before he took off on 
his bucket list adventure.

1. You’re so lucky to have this 
opportunity to take time off 
and travel the world! How 
did this all come about?
This epic trip was always in my 
plan. I had meant to do this trip 
seven years ago and was all but 
ready to go, but I took on a new 
executive leadership position 
and invested my heart into my 

FORD MAKES A CHANGE AT TRAVCORP

role. It was in this role that I was 
challenged to put together my 
personal travel “bucket list,” and 
I was reminded that I still had a 
personal travel mission to run. 
When my new role as president at 
Lion World Travel was discussed 
just over one year ago, The Travel 
Corporation executive team 
agreed the timing was perfect 
for travel before starting again in 
November. 

2. Where are you going, for 
how long and why did you 
choose these destinations?
Over five months, I will visit 
Greece, Turkey, Mongolia, India, 
The Himalayas, Denmark, Finland, 
Russia, Estonia, Latvia, Lithuania, 
Belarus, The Seychelles, South 
Africa, Namibia, Zimbabwe, 
Botswana, Peru and Bolivia. The 
selection was a combination of 
countries I have longed to visit, 
such as Russia, Mongolia and 
Botswana, to a repeat of some 
of my favourites, such as Greece 
and Peru. The challenge was 
narrowing down the list, but 
seasonality, festivals and activities 
in the regions helped determine 
where to go and when. 

3. Are you travelling alone 
or with a companion?
I’m travelling mostly with my 
partner of more than twenty 
years, but there a few weeks 
where we will wander on our own 
and then meet up again to share 
our adventures.

4. What “travel style” would 
you say best describes your 
forthcoming adventures 
(i.e. backpacking, luxury, 
rugged, etc…)?
Yes, all of this! If you can imagine 
it, I am probably doing it. What 
a terrific world we live in, where 
we can wander like a local, treat 
ourselves to opulent luxury, and 
truly appreciate all that we have 
through every travel style.

5. What does the term 
“bucket list” mean to you?
The concept of “bucket list” has 
been a call to action to organize 
life intentions, and perhaps 
in doing so, inspire action to 
actualize. Travel builds character, 
confidence, compassion and 
understanding, and creates better 
humans. The list to me represents 
more than checking off items and 
experiences, it is a plan to invest 

in personal growth and giving. 

6. What destinations have 
you checked-off your bucket 
list prior to this adventure?
I have travelled to seven 
continents, and have seen some 
truly amazing sights. The great 
migration on the Serengeti, 
Antarctica, the Egyptian pyramids, 
the Canadian Rockies, Lake 
Titicaca in Peru and Mount 
Everest base camp are just a few. 
The people and connections 
you make when travelling stay 
with you forever. It is incredible 
to me that I have travelled so 
much and so often, and yet there 
is just so much more to see and 
experience.
 
7. How do you think travel 
advisors can use the “bucket 
list” concept to inspire 
clientele to either travel 
more or spend more when 
they do?
I would love to see travel advisors 
challenge their clients to open 
their minds to experiential 
travel. It seems to me, in our 
“instant gratification” culture 
where quick and easy travel 
outweighs investment in personal 
experience, astute travel advisors 
have a real opportunity to win 
trust, and clients for life with their 
call to action to try meaningful 
travel, whatever that will mean to 
their client. A bucket list of dream 
destinations and experiences 
would instantly give the travel 
advisor the basis for exploring this 
further with their clients.

8. Aside from collecting 
passport stamps, what 
are you hoping to see/do/
accomplish/find in your 
journey?
My five-month journey is a 
chance to completely disconnect 
from technology, put obligations 
on hold, and use this freedom to 
reconnect to my inner compass. 
I invest my everything into my 
work, and I know that I will come 
back even more inspired and 
dedicated to our spectacular 
travel experiences at Lion World 
Travel in November. I wanted to 
take on this journey while I was 
healthy, happy and able, and not 
wait another day. Many people 
remind me of how fortunate I am 
to live this dream. Most everyone 
has a travel “bucket list”.  Time to 
get out there. 
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Holidays, Sunwing Vacations, and Encore Cruises

NEW – A la carte cruises from major cruise lines, 
including MSC, Carnival, Holland America,
Princess, Seabourn, Costa, Cunard, Fathom, Aida, 
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professionals:

Like most others products, cruise bookings count 
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Shop across all suppliers’ inventory in a single click
Access suppliers’ complete product information
Prepare and send or print personalized 
brochures for your prospects
Earn your full remuneration
All this, while never leaving SIREV

HAVE YOU TRIED OUR NEW CRUISES’ ENGINE ?
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#1
What is your most 

memorable bucket list 
experience so far?

As an avid golfer, it was a 
dream to play St Andrews 
– “Home of the Golf” – and 

this became a reality at 
the end of a meeting I 

attended in Scotland, with 
help from the tourism 

board, a golf pro and a few 

others. I walked the last 

three holes with a resident 

of St Andrews (who was 

looking for golf balls in the 

fescue). He had the local 

knowledge and agreed 

to join me and take on a 

caddy role. With his help, I 

parred the last two holes 

and have a great photo on 

the Swilken Bridge at the 

18 hole. Wow!

#2 
What remains on your 
travel bucket list?

This is easy: having the 
opportunity to explore 

South Africa, Botswana & 
Zimbabwe with my wife 

and daughter. It won’t only 
be about the experience 

but more importantly, the 
indelible effect of watching 

it through my daughter’s 

eyes. It’s a feeling that hap-

pened previously in Italy 

back in 2011 and was a 

glaring reminder as to why 

I continue to embrace the 

travel industry.

#3
What is your top  

bucket list sales tip  
for travel advisors? 
Never forget that our 

job in the travel industry 

is to fulfill dreams, and 

if you ask one or two of 

the right questions – and 

then actively listen – the 

client will paint you a 

picture of what they 

want. If you turn that into 

a reality for them, you will 

have clients loyal to you 

for life.

What’s on your bucket list?

With Doug Patterson,  
President, Collette Canada

Patterson at 
St Andrew’s 
with Justin 
Montgomery, 
who at the time, 
was the managing 
director at 
Creative Holiday 
in Australia.

Call Toll Free 800 245 0920 or visit www.goway.com
*Per person, twin. Travel 2 Jul’16. Other departures available. Taxes included. TICO#1543989. 3284 Yonge Street, Toronto, ON.

SOUTH AFRICA SAMPLER
17 days $3599

Air from Toronto to South Africa on South Africa Airways, transfers,  
15 day locally escorted tour, breakfast daily and 4 dinners, park fees  

and some sightseeing.
Request our Travel Planner

*

inDustryinsider
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Your bucket list advisor

INFOGRAPHIC

families

foodies

culture &  
historY buffs

active  
adventurers / 
nature lovers

thrill  
seekers

tv &  
movie  
buffs

A week through Orlando theme parks A ski trip in the Swiss Alps

Sicily, Italy Mexico City, Mexico

Taj Mahal, India Havana, Cuba

Hike the Amazon Jungle Camp in the Sahara Desert See the Northern Lights in Churchill, Manitoba

Shark diving in South Africa Climb Kilimanjaro, Nepal

Cannes Film Festival New Zealand (Lord of the Rings fans)
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They say “it’s a small world” but when you consider the endless travel opportunities 
in each corner of the globe, the sentiment doesn’t necessarily ring true. With that in 

mind, we’ve compiled this infographic to help you guide clients to various bucket list 
experiences, depending on their interests. We know we’ve missed some – it’s hard to 

narrow things down! – but this may prove to be a valuable starting point.

Road trip Route 66 Hot air ballooning in Cappadocia, Turkey Visit New York City

Wine tour through France Marrakesh, Morocco Lima, Peru

Machu Picchu, Peru Angkor Wat, Vietnam Jerusalem, Israel

See the Northern Lights in Churchill, Manitoba Sail the Galapagos Islands, Ecuador Safari during the wildebeest migration, Tanzania

Go skydiving in Australia Cycle Death Road, Bolivia Board down an active volcano, Nicaragua

Iceland, (Game of Thrones fans) North Carolina, (The Hunger Games fans) Toronto Film Festival
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How to sell  
Tampa Bay, Florida

Florida has long been a favourite U.S. destination for Canadian 
travellers, but with such a variation in choice of products and 
experiences, it may often be difficult for travel advisors to find the 
right fit for certain clientele. Tampa Bay is one option that may fit 
the bill, especially for those who believe variety is the spice of life.

“Tampa Bay is in the fortunate position to have ‘the most’ of 
everything – thrill rides, cruises, outdoor recreation, exciting 
history, creative cuisine, historic Cuban culture and craft beer – all 
in one sunny destination,” says Santiago Corrada, CEO of Visit 
Tampa Bay. 

Equipping Canadian travel advisors with more information to 
better sell the destination, Corrado shared these top sales tips and 
insight with CT Magazine.

By Terrilyn Kunopaski
COLLABORATIVE FEATURE
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1. While Tampa is a solid year-
round destination, seasonal-
ity still matters. As well as the 
obvious winter season, early fall 
is a great time for the Canadian 
market: rates are good, the 
weather is warm, the crowds 
are gone, and hockey is in full 
swing. 

2. There is more rate flexibility 
and inventory on the week-
ends, so book Fridays through 
Sundays. 

3. Tampa Bay offers good value 
for beach stays, given its prox-
imity to Gulf Coast beaches. 

4. Tampa CityPASS, the only 
CityPASS destination in Florida, 
offers up to 53 per cent off 
regular combined admission 
prices. For less than half the 
normal cost of a ticket, CityPASS 
grants visitors access to some 
of the region’s most popular 
attractions, including Busch 
Gardens Tampa Bay, The Florida 
Aquarium, Tampa’s Lowry Park 
Zoo and the Museum of Sci-
ence & Industry (MOSI). 

5. Thanks to the newly com-
pleted Tampa Riverwalk in 
downtown, Tampa is a fantastic 
walking (and biking) city. The 
Tampa Riverwalk runs for four 
kilometers along the Hills-
borough River and Garrison 
Channel, linking downtown’s 
favourite attractions (museums, 
restaurants, and parks).

6. In terms of an ideal clientele 
for visiting Tampa Bay, consider 
the following:

Families
We’re a truly multi-genera-
tional place. Families find us 
extremely rewarding – whether 
it’s families with small kids who 
can’t get enough of The Glazer 
Children’s Museum, Florida 
Aquarium, Museum of Science 
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- Tampa International Airport 
ranks number two in in the 
U.S. and number five in the 
world for customer service. 
It has the U.S.’s shortest TSA 
wait. It’s a major Canadian 
hub as well, thanks to daily 
nonstop Air Canada flights 
from Toronto, and easy 
connecting routes with 
expanded travel here from 
Montreal on rouge.  

- Ybor City is an exotic 
blend of flavours, sights and 
sounds at the heart of night-
life in Tampa Bay. Founded 
by Vincent Martinez-Ybor 
as a cigar manufacturing 
center, Ybor City today is one 
of only two National Historic 
Landmark Districts in Florida.

- Today, Tampa Bay has 
become Florida’s hub for 
craft brewing. Two dozen 
(and counting) local brew-
ers produce award-winning 
drafts.

- Busch Gardens Tampa Bay 
has 300 acres of thrill rides, 
stage shows, wildlife — all a 
short trip from downtown. 
New in summer 2016 is 
Cobra’s Curse, the first family 
spin coaster.

- Tampa Bay is one of Amer-
ica’s most popular cruise 
departure ports year-round, 
which makes it an ideal vaca-
tion option either pre- or 
post-cruise.

- The city’s heritage is cel-
ebrated in its food renais-
sance, epitomized by the 
food-focused Epicurean 
Hotel or Ulele, which opened 
almost two years ago in the 
112-year-old building that 
once served as home to the 
City of Tampa’s Water Works, 
pumping water from the 
neighbouring spring.

and Industry (MOSI), Tampa 
Theatre, or Tampa’s Lowry Park 
Zoo. Busch Gardens Tampa Bay 
is a magnet for all generations, 
as are our museums, including 
Tampa Museum of Art and The 
Tampa Bay History Center. The 
David A. Straz Center for the 
Performing Arts is the largest 
arts center in the southeast-
ern U.S. and its shows are 
renowned. 

Millennials
As word has spread about our 
vibrant culinary and craft beer 
scene, we have become an 
attractive spot for millennials 
and young couples: they flock 
to the hipster scene of the Semi-
nole Heights neighbourhood 
and the early Cracker settler-
infused cuisine of The Refinery 
and Fodder & Shine from the 
only James Beard-nominated 
chef in Florida, or the latest 
ramen craze started by new hot 
spot, Ichicoro Ramen. 

Foodies
The young at heart also head 
to Tampa’s other foodie corri-
dor in South Tampa, where they 
can choose from one of the 
best steakhouses in the coun-
try before a nightcap at Ciro’s 
Speakeasy and Supper Club; 
or dine at Bern’s Steak House, 
Florida’s best steak restaurant 
(and winner of this year’s James 
Beard award for Outstand-
ing Wine Program) or trendy 
charcuterie Haven, or elegant 
Élevage at the Epicurean Hotel, 
where two-time James Beard 
Award semi-finalist Chad 
Johnson leads a staff that 
puts a modern twist on classic 
cuisine. ❋

For more information, 
contact Rob Price, director of 
leisure sales at Visit Tampa 
Bay, 813.342.4070 or rprice@
VisitTampaBay.com or visit 
www.VisitTampaBay.com.

DiD you know?
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Selling LGBT travel
It’s a niche that presents a breadth of opportunity 
for travel advisors, but many may be intimidated by 
perceived nuances in selling vacations to LGBT travellers. 
So, how can you break into this lucrative market? 
Specialists in selling LGBT travel share their expert 
insight as follows:

By Terrilyn Kunopaski
EXPERT INSIGHT › LGBT travellers want the 

same care and attention 
given to all clients, and 
wish to experience the 
same things as any trav-
eller (i.e. fun, adventure, 
safety, value for money, 
etc…). They’re looking 
for safe destinations 
where LGBT people are 
not overtly discriminated 
against and where the 
support of the police will 
not be a problem.

› Keep in mind that the 
gay and lesbian travel-
ler often falls within a 
higher income bracket 
and so attention should 
be paid to the standard 
of travel being offered.

› Be aware of those des-
tinations that are not a 
good mix for gay people, 
or at least where LGBT 
travellers should exercise 
more care than they 
would in other places. 
For example, in Middle 
Eastern countries, many 
African nations, some of 
the Caribbean islands, 
Russia and some areas of 
the U.S.

› Doing some research 
on this may be neces-
sary, but advise what 
areas in a city are safe 
to walk in and party 
in at night. If the vaca-
tion is a city-focused 
one, suggest cities 
that have nightclubs, 
bars, restaurants, book 
stores, and even hotels 
that cater to the LGBT 
market. Know that there 
are targeted cruises on 
the market for gay and 
lesbian travellers, plus 
many gay- and lesbian-
focused tour operators 
and wholesalers.

› LGBT couples should be 
treated with the same 
care and attention as 
any heterosexual couple 
would be, however addi-
tional care will need to be 
taken with the following:

a) Hotels that have a 
gay-friendly policy 
and training in place, 
so that when a queen 
bed is asked for by two 
men or women, there 
aren’t any hassles at 
check-in.

b) Tour operators that 
readily accept LGBT 
individuals and 
couples on their tours 
without difficulty and 
that should anything 
negative arise on the 
tour, that the tour 
company will deal 
with it immediately 
and provide support 
for the couple.

c) Are holding hands and 
other public displays 
of affection going to 
cause problems in the 
destination to which 
they are travelling?

d) Is there a general 
acceptance of gay cou-
ples at the destination 
to which they are trav-
elling? (Not withstand-
ing there will always 
be those who react 
negatively to serving a 
gay couple, etc.).

› The following desti-
nations are very good 
options: Puerto Val-
larta, Cape Town, New 
York, Los Angeles, San 
Francisco, Thailand, 
Bali, Australia, New 
Zealand, Spain, Paris, 
Amsterdam, Berlin, 
Norway, Sweden, Den-
mark, Rio de Janeiro 
and Honolulu.
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Agency: Vision Travel – Canada
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› Selling to the LGBT mar-
ket is similar to selling 
to the non-LGBT market; 
each and every client has 
their own travel interests. 
Therefore, to ensure you 
are helping your LGBT  
client plan their spectacu-
lar vacation experience, it 
is important to understand 
their interests by listening 
to what your client says, 
noticing how your clients 
respond to different travel 
options, and asking them 
open-ended questions 
so you are able to create 
their personalized vacation 
experience.

› When selling to LGBT trav-
ellers, you need to first find 
out whether they are look-
ing for an LGBT-specific 
vacation. My experience 
is all cruises are LGBT-
friendly; however, some 
cruises and all-inclusive 
vacations are exclusively 
focused on LGBT guests.

› Another important thing 
to keep in mind when 
selling to LGBT travellers 
is not all destinations are 

safe for LGBT travellers, 
including popular destina-
tions where many non-
LGBT travellers regularly 
vacation. When choosing 
to travel to a destination 
which may not be LGBT-
friendly, travellers should 
be made aware of the situ-
ation and take necessary 
precautions.

› In deciding what makes 
an ideal destination for 
LGBT travellers, it depends 
on what the LGBT travel-
ler wants to experience. 
For those who want to 
immerse themselves in the 
LGBT culture and experi-
ence, annual Gay Pride 
events scheduled in amaz-
ing cities across Canada 
and around the world are 
fantastic options. LGBT-
specific cruises also offer 
energizing vacations. For 
LGBT travellers who may 
want a more ‘traditional’ 
vacation, there are numer-
ous options – all-inclusive 
resorts and spas; adven-
ture and expedition travel; 
ocean and river cruises; 
and more. ❋
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Ask about previous 
vacations to find out 

what your clients 
enjoyed from their 
past experiences so 
you are better able 
to provide guidance 

on the vacation 
experiences which 
best fit what they 
want on their next 

trip.

Determine if your 
LGBT clients are 

looking for an 
LGBT-specific vacation 
experience or are they 

looking for an LGBT-
friendly vacation and 

want to be assisted 
by an LGBT travel 

consultant.

Be the knowledgable 
expert who guides 

your clients to travel 
experiences they 

know they want as 
well as the travel 

experiences they’ve 
yet to consider. From 
spiritual retreats at a 
Buddhist temple to 

zip-lining in the Costa 
Rican jungle; from 

flying over the glaciers 
of Alaska to walking 

amongst the penguins 
of Antarctica; from 
snorkeling with the 

sea lions of Galapagos 
to the relaxation of 

an ocean beach - the 
world is meant to be 

explored.

KEvin’S top thrEE  

SalES TIPS

3

1

ExpErt: KEvin ESSar
Agency: Expedia CruiseShipCenters

2
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#1
DEScRIbE THE PRofIlE of 

THE lGbT TRavEllER.
The market itself is 

recognized in surveys all 
the time as being a loyal 
and frequent travelling 

community. That may, in 
part, be because of fewer 
children in the LGBT com-
munity than mainstream, 
which enables people to 

travel more. The com-
munity is very loyal to 

brands that support them 
and LGBT causes. Another 

characteristic unique to the 
community is that LGBT 

travellers are always look-
ing for emerging destina-

tions and new places to go; 

they are still going to go 

to the Torontos and New 

Yorks and San Franciscos 

of the world, but they’re 

also looking at places like 

Colombia and Myanmar.

#2 
WHaT aRE THE ToP 

DESTINaTIoNS foR lGbT 
TRavEllERS?

We tend to look at what 

our members are selling, 

and Toronto, New York 

and San Francisco are 

always way up there, 

while internationally, 

place like London and 

Sydney are top choices. 

South Africa is also very 

popular these days. 

#3
WHaT makES foR aN IDEal 

lGbT DESTINaTIoN?
One, that it is safe for LGBT 
travellers, and two, that the 
destination is marketing to 

LGBT travellers. It doesn’t 
have to have a gay village, 
because every destination 
is different, but marketing 

to the community and 
using imagery of LGBT 

travellers together makes a 
destination attractive.

#4 
aRE lGbT TRavEllERS 

PaRTIcIPaTING IN 
maINSTREam TouRS oR 
lGbT-SPEcIfIc TouRS?

We have gay charters, gay 

groups on mainstream 

experiences, and then 

just individual gays and 

gay couples going on 

mainstream tours; it’s hard 

to pigeonhole everyone. 

We have tour operators 

that do specifically LGBT 

groups going to safari 

or the Middle East, but 

they may also be selling a 

little more mixed crowd. 

I think age may also have 

something to do with it; 

younger travellers want to 

be in a mixed environment 

with their straight friends 

versus older gays who may 

want more exclusively gay 

experiences, though I’m 

speaking in general terms.

#5
HoW caN TRavEl aDvISoRS 

GRoW THEIR lGbT buSINESS?
Those who are hoping 

to grow their business in 
the LGBT market should 

consider working with the 
local Pride or chamber. 
Consider becoming a 

member of IGLTA because 
we’re globally recognized; 

take advantage of the 
opportunity to attend our 

convention, which is taking 
place next spring in St. 

Petersburg, Florida, where 
we discuss the community, 
trends and education that 
would be helpful for travel 
advisors looking to get into 

the market.

TakE                       fIvE

with John tanzElla
President/CEO, International Gay & Lesbian Travel Association (IGLTA)

                       f

San Francisco 
City Hall 
illuminated in 
rainbow colours 
in honour of 
Pride Week.
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Your clients’ unplanned out-of-pocket expenses may be covered if they purchased travel insurance.

As our travel agent partner, you have access to:
•  A wide range of professional travel insurance products available to meet your agency’s 

insurance needs

•  Superior Travel Agency Training with web-based Manuversity to make training and 
insurance easy and fun

• Dedicated National Sales Team located across Canada to support you

• A strong Canadian insurance company brand recognized by your customers

•  Great features including commission protection, family rates and a cancel for any reason 
benefit if your customers decide not to travel. See the policy for full details.

To learn more, please send inquiries to:

travelsalessupport@manulife.com 

Clients depend on you for great advice.
Make sure your great advice includes travel insurance.

More Memories. Less Worries.

Certain Conditions, limitations and exclusions apply.

Underwritten by The Manufacturers Life Insurance Company and First North American Insurance Company, a wholly owned subsidiary of Manulife. 
Manulife and the Block Design are trademarks of The Manufacturers Life Insurance Company and are used by it, and by its affiliates under licence. TM/® Trademarks of The Manufacturers Life 
Insurance Company. © 2016 The Manufacturers Life Insurance Company. All rights reserved. Accessible formats and communication supports are available upon request. Visit Manulife.com/
accessibility for more information.
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A look at the Florida Keys  
& Key West as an ideal choice  

for LGBT travellers

Often called America’s Caribbean, the more than 800 islands 
of The Florida Keys and Key West are showered in sunshine 
and surrounded by turquoise waters, lush foliage, and palm 
trees that wave in the kiss of the ocean breeze. It’s no wonder 
travellers flock there in droves to experience the water sports, 
sanctuaries, shopping, and festivals, among other things.

The destination has become an especially popular choice 
among the LGBT community, and educating travel advisors 
on how to better sell to this market, CT Magazine spoke with 
Guy Ross, the Keys tourism council’s LGBT sales manager. 

A Virginia native, Ross has made Key West his home and 
believes anyone who visits will fall in love with all the 
destination has to offer.

by Natalie  Deane
product education

Why travel to the Florida Keys?
In Ross’s words, “If you are 
looking for gorgeous weather, 
historic streetscapes – I’m 
talking from 1822, authenticity, 
world class restaurants and a 
really good vibe – then the Flor-
ida Keys are for you.”
 
Why are the Keys an ideal  
choice For an lGBt vacation?
Key West is defined by its 
motto – One Human Family; 
everyone and anyone is 
accepted and welcome. For 
LGBT travel, the Keys have 
it covered, Ross says, with 
LGBT specialized tours and 
sports, or travellers can relax 
poolside at one of the LGBT 
or LGBT-friendly properties. 
There are events, gatherings 
and festivities all year long like 

Gay Spring Break, Pride 
Fest, Women Fest and 
Hot Pink Holidays.
 
What does it mean to  
Be an lGBt destination?
Key West has a gay 
mayor, all government 
agencies include LGBT 
members, and no one 
is judging you based on 
your orientation, Ross 
explains. “The Keys are 
not just tolerant; they 
are embracing. People 
like to go where they 

feel safe. Not just from physical 
harm, but from judgment and 
verbal abuse.” Since the 1800s, 
Key West has been a haven for 
pirates, poets and partygoers 
alike; Ross emphasizes that no 

An aerial 
photo of Key 
West, Fla., the 
southernmost 
city in the 
continental 
United States 
and last of the 
islands in the 
Florida Keys 
island chain. 
Key West lies 
145 km from 
Havana, Cuba, 
but more than 
240 km from 
Miami. 

With guy ross
LGBT sales manager,  

The Florida Keys & Key West
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matter who you are, you receive a 
warm welcome and a cool drink.
 
hoW can a travel aGent sell the  
Keys to their lGBt clientele?
“We often sell a trip to the Keys 
as a paired vacation with South 
Beach” Ross says. But, he suggests 
travellers extend their trip from 
Miami by renting a car and taking 
the classic American road trip 
down the scenic overseas highway 
to the more laid back fun of the 
Florida Keys. He recommends 
travel advisors sell the Keys as 
the ideal eclectic escape combo, 
where urban frolics and fetes meet 
tropical adventures, culture and 
rejuvenating sea breezes.

What activities and hot spots  
are there For lGBt travellers?
Key West is a mecca for the 
LGBT traveller; on any night of 
the week, there are parties, live 
entertainment, sunset cruises, 
happy hours, dancing, dining and 

debauchery. Visitors should 
start on Duval Street and 
keep going, Ross says.
 
hoW can a travel aGent Be 
sure this is a Fit For their 
clientele?
Ask your clients what they 
want in a vacation. If they 
want to rock ‘n roll all night 
and party everyday, then 
South Beach is for them. 
Are they in to sex clubs 
and parties? Then maybe 
Fort Lauderdale is more 
their style. Do they want to 
enjoy entertaining nightlife, 
explore nature and history, 
play water sports, sail, dance, 
dine and take in the sun-
shine? Florida Keys and Key 

West is for them. ❋

Revelers jam Duval 
Street outside 
the Bourbon St. 
Pub Complex in 
Key West, Fla., 
Jan. 1, 2016, to 
watch female 
impersonator Gary 
Marion, known as 
Sushi, descend in 
a large replica of 
a woman’s high 
heel shoe to mark 
the beginning 
of the new year. 
The Big Red Shoe 
Drop is one of 
several of the 
subtropical island 
city’s takeoffs on 
New York City’s 
traditional Times 
Square ball drop. 
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An aerial photo of 
the Key West, Fla., 
harbourfront featuring 
the red-bricked Custom 
House Museum. 
Key West is the 
Southernmost City 
in the Continental 
United States and last 
connected island to the 
Florida mainland in 
the Florida Keys island 
chain. 
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PoPular hotsPots 

Bourbon St. Pub: Brick 
floors, wrought iron and gaslights 

reminiscent of Bourbon Street 
in New Orleans; five bars, 

dance music and videos; site of 
numerous events, including the 
Big Red Shoe Drop with Sushi on 

New Year’s Eve. 724 Duval St., 
www.bourbonstpub.com

 

La Te Da: Recently refurbished 
guesthouse with a romantic 

history tied to the champions 
of Cuba’s independence in the 
late 1800s; large outdoor bar 

and poolside breezeway where 
breakfast, lunch and dinner are 
served; indoor bar with warm 

woods and mirrors; premier 
female impersonators perform 

in the cabaret upstairs; host site 

for Sunday Tea Dance (4:00-6:30 
p.m.). 1125 Duval St.,  

www.lateda.com

 

801 Bourbon Bar: Upbeat 
nightclub with vintage 70s music 

and karaoke on select nights; 
renowned drag queen Sushi 

and the world-famous 801 Girls 
perform two shows nightly in 

the upstairs cabaret; Drag Bingo 
runs Sunday afternoons in the 
upstairs cabaret. 801 Duval St., 

www.801bourbon.com

 

Aqua Nightclub: The 
Aquanettes perform a high drag 

show twice nightly; two bars 
in front, with table and booth 
seating; more intimate setting 

with big-screen television in the 

back bar. 711 Duval St.,  
www.aquakeywest.com

 

Island House: Male-only, 
clothing-optional guesthouse 
hosts popular poolside happy 

hour nightly (5-7 p.m.), including 
discount cocktails and door prizes. 

1129 Fleming St.,  
www.islandhousekeywest.com

 
PoPular tours

Key West Butterfly and 
Nature Conservatory: 

Walk among the many species of 
birds and butterflies in the glass-

domed arboretum; rest on a bench 
near spindly trees and rushing 
brooks; meet exotic additions 

Rhett and Scarlett, two brilliantly 
pink flamingos. 1316 Duval St., 

www.keywestbutterfly.com

 

Tennessee Williams 
Exhibit: Extensive collection of 
memorabilia associated with the 

Pulitzer Prize-winning playwright, 
who lived in Key West with his 

partner for many years; located 
at the Key West Business Guild 

Visitors Center. 513 Truman Ave., 
www.twkw.org

 

Harry S. Truman Little 
White House Museum: 
Stroll through the presidential 
retreat where President Harry 

S. Truman so loved to vacation; 
exhibits and video take you back 
in time to the Truman years; tour 

features include stops at the large 
table where Truman liked to play 

poker with colleagues and the 
desk where Truman signed many 

government orders; gift shop 
offers many books and novelties 
celebrating America’s presidents. 

111 Front St.,  
www.trumanlittlewhitehouse.com 

 

BluQ Catamaran: Male-
only, clothing-optional water 

adventures, including swimming, 
snorkeling and kayaking in and 

around Key West waters and 
mangroves. 200 Margaret St., 

www.bluqkeywest.com

 
PoPular ProPerties

Check out www.gaykeywestfl.
com/where-to-stay for a list of the 
Key West Business Guild’s member 

properties. 

QuicK Guide For lGBt visitors
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In this Sunday, 
June 15, 2003, 
file photo, flag 
carriers reach 
the Atlantic 
Ocean as they  
finish spreading 
a 2 km-long 
rainbow flag 
up and down 
Duval Street in 
Key West, Fla. 
The mammoth 
banner was 
created 
by Gilbert 
Baker and 
commemorated 
the 25th 
anniversary 
of the gay and 
lesbian icon 
that Baker, a 
San Francisco 
resident, 
conceived in 
1978. The flag 
required 17,600 
linear yards 
of fabric and 
weighed more 
than 5,000 
pounds.

KEY WEST    B IG  P INE KEY & THE LOWER KEYS    MARATHON   
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With same-sex marriage in Florida now as welcomed 
and natural as your devotion to each other, there’s 
nothing to stop you from walking down the isle 
of Key West. Truth is, from barefoot beach 
weddings to more formal affairs, Key West 
is more open than ever.
fl a-keys.com/keywest/weddings
305.294.4603

MCTKW-1078 Canadian Traveler LO1 • May 2015

Freedom and commitment
go hand in hand.
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Network
Alitalia operates 
nonstop flights from 
Toronto to Rome, New 
York to Milan and Rome; 
nonstop flights from 
Boston, Miami to Rome; 
and seasonal nonstop 
flights from Los Angeles 
and Chicago to Rome. 
Beginning June 16, 2016, 
Alitalia will operate non-
stop flights from Mexico 
City to Rome three times 
a week. 

Alitalia flies to 27 Ital-
ian cities and 70 interna-
tional destinations, with 
more than 4,400 weekly 
flights.

Fleet
Alitalia has a fleet of 120 
aircraft, including a col-
lection of 24 long-haul 
Boeing 777-200 ER and 
Airbus A330-200 models; 
76 Airbus A321s, Airbus 
A320s and Airbus A319s 
for medium-haul routes; 
and 20 Embraer 190 and 
Embraer 175 aircraft for 
regional flights.

Alitalia is operating 
with only four types 
of newly reconfigured 
aircraft in its fleet, result-
ing in greater flexibility 
in terms of the airline’s 
scheduling, and in keep-
ing with its sustainability 
policy, lower CO2 emis-
sions overall.

Class configuration
Alitalia offers three 
classes of service for its 
long-haul flights, includ-
ing routes from Toronto 
to Rome.

The airline’s long haul 
Business Class features 
seats with direct aisle 
access, Poltrona Frau 
leather seats that recline 

By CT  Staff
airline spotlight

This piece was brought to you by 
Alitalia. Visit www.alitaliaagent.com  

for more information.

Everything you 
need to know to 

sell Alitalia
Alitalia is an international carrier 
offering non-stop service from 
Toronto to Rome, a significant 
international reach of 97 
destinations, three long-haul class 
configurations, and an elevated 
in-flight dining experience.

A member of the SkyTeam alliance, 
the Italian airline joined Air France 
- KLM and Delta Airlines in 2010 
as part of a joint venture that has 
made it part of the largest and most 
competitive transatlantic network in 
the world.

Here’s what you need to know 
before you sell Alitalia:

180 degrees to a fully 
flat bed position, linens 
by Italian luxury brand 
Frette and tableware 
by Richard Ginori. In-
flight entertainment 
features individual 
15.4 inch screens with 
privacy settings, and 
active noise cancella-
tion headphones that 
eliminate cabin sounds, 
as well as PC Power 
outlets and USB ports. 
Additional benefits for 
long haul Business Class 
guests include a priority 
dedicated check-in desk, 
priority gates where 
available, extra baggage 
allowance, access to CFA 
lounges and designer 
amenity kits.

Alitalia’s Premium 
Economy includes seat-
ing in a private cabin, 
ergonomic seats with 
adjustable footrest and 
headrest, a 10.6-inch 
LCD screen with accom-
panying PC Power and 
USB ports, as well as 
noise-cancelling head-
phones, priority check-in 
and additional baggage 
allowances. Guests also 
receive a welcome drink 
and hot towel prior to 
meal service.

The Economy cabin 
includes seats which 
recline to 110 degrees. 
Each seat is equipped 
with nine-inch LCD 
screens, PC Power for 
every block of seats, 
a one-piece baggage 
allowance, and compli-
mentary meals which 
include wine and beer.

Alitalia’s in-flight 
entertainment includes 
multimedia content 
and technology which 
allows guests to con-

nect their devices to 
the seat screen, and by 
summer 2017, in-flight 
Wi-Fi and International 
Roaming on Alitalia’s 
long-haul Airbus A330 
and Boeing B777 aircraft 
will be available for an 
additional fee.

New & notable
After almost 20 years, 
Alitalia has changed its 
uniforms. Redesigned by 
Ettore Bilotta, they are 
meant to bring together 
timeless sophistica-
tion and contemporary 
glamour. 

Casa Alitalia, a com-
pletely new concept of 
presenting the airport 
lounge experience 
being implemented for 
all lounges globally, has 
been created to reflect 
the style and hospitality 
of Italian homes where 
guests can relax and 
immerse themselves.

Alitalia is known for 
its unique Italian style 
and onboard service, 
but having received the 
Global Traveler Magazine 
award for “Best Airline 
Cuisine” for six consecu-
tive years (2010-2015), 
the airline’s real selling 
point is its dining 
experience. A newly 
introduced onboard 
dining concept, “Dine 
Anytime,” gives guests 
the opportunity to dine 
at their leisure during 
the entire flight, while 
savouring original reci-
pes paired with wines 
selected in cooperation 
with the Italian Som-
melier Foundation.

What else would you 
expect from an Italian 
airline? ❋
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Is Instagram really  
worth your time?

Imagine this: you wake up in the morning, grab your phone 
and sneak a peak at your Instagram account. Your best friend 
“liked” a couple of your posts, but other than that, nobody 
commented on anything. It is no surprise that you aren’t 
getting a lot of traction; your feed is nothing more than a mix 
of photos with family and friends, and pictures of cats. 

Now, imagine logging in, opening your account and 
receiving dozens of private messages and comments asking 
how people can find the destination being showcased in 
your breathtaking photography.

Suddenly, it’s pretty easy to see how this could benefit 
somebody selling travel, right?

By Ryan McKenzie
TECHNOLOGY

Why people use 
Instagram:
People use Insta-
gram for a number of 
reasons. They use it to 
dream – dream about 
their next adventure 
or about their next 
big fashion purchase. 
They use it to social-
ize by keeping a 
public photo journal 
of their day-to-day 
lives. And like any 
other social network, 
people use Instagram 
as a way to pass the 
time. With more than 
400,000,000 active 
monthly users and 
over 75,000,000 active 
daily users, there is no 
shortage on prospec-
tive audiences, mean-
ing there are plenty 
of people you could 
potentially convert 
into clients. 

How do I know if 
Instagram would 
be valuable for my 
business?
Instagram might not 
be the perfect fit for 
every business, but 
in the travel busi-
ness, it sure is. To give 
you an idea of how 
popular travel is on 
Instagram, the hashtag 
#travel has been used 
more than 95 million 
times; and that is only 
one of hundreds of 
travel related hashtags. 
Imagine if you could 
just get a sliver of that 
attention.

Now, obviously there 
are a few questions 
you should ask yourself 
before jumping in. For 
example: 

Are you ready to sell 
the fantasy of travel?
Do you want to be 
known as a go-to 
person in travel?

Do you have 15 minutes 
a day to contribute?
Do you have a smart 
phone (with a data 
plan)? 

If you answered no to 
any of these questions, 
maybe the platform 
isn’t right for you. (I 
mention having a cell 
phone with a data plan 
because unfortunately, 
Instagram only allows 
you to post from a 
mobile device.)

Tips for using 
Instagram effectively:
One fantastic thing 
about Instagram is that 
building a following 
doesn’t take a huge 
time commitment; 15 
to 20 minutes a day 
is enough time to get 
your account grow-
ing and to develop an 
understanding of the 
platform’s intricacies. 
The more time you 
put in, the more you 
can get out of it, but 
initially, a small daily 
time commitment is 
enough to start to real-
ize its value. Here are 
a few tips to get you 
started and building 
your own travel brand 
on Instagram.

Separate your 
personal & business 
accounts
Outside of your friends 
and family, most 
people aren’t going to 
care about your night 
out to a concert or your 
social commitments. 
Feed your potential 
clients what they want, 
when they want and 
how they want it – that 
is to say, focus on the 
travel inspiration and 
avoid selfies or pictures 
of what you cooked for 
dinner last night.
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Post beautiful 
photography
Make sure every image 
you post is beautiful and 
amazing quality. If you 
don’t have great pictures 
to post yourself, find 
accounts with amazing 
pictures on Instagram 
and request permis-
sion to share them with 
credit. You will quickly 
learn there is a huge 
discrepancy between 
the efficacy of a beautiful 
picture and something 
with poor lighting or 
average quality. Try to 
find pictures with vibrant 
colour that stand out 
from the pack.

Consistency
Make sure your posting 
schedule is consistent. If 
you commit to posting 

one picture a day Mon-
day to Friday, don’t skip a 
day. If you want to build 
an audience, you need 
to feed them day in and 
day out. 

Engage
Figure out the hashtags 
for your niche and spend 
a few minutes each day 
leaving positive com-
ments on popular posts. 
In doing so, you will build 
a following very quickly, 
as everybody wants fol-
lowers who contribute.

Hashtags (#)
Before you post your 
daily photo, do some 
quick research. Choose a 
mix of popular and less 
popular tags, and include 
them in your posts. 
Hashtags will massively 

increase your exposure. 
You can see which 
hashtags are popular by 
going to search within 
the Instagram app and 
searching for related 
keywords, then clicking 
the tags tab. 

Link to your website
Your profile write-up is 
the only place on your 
Instagram account you 
are able to link out. Make 
sure you link to a page 
on your website that 
displays effective ways 
for prospects to contact 
you. In addition, offer 
an e-mail with a call to 
action to get in touch for 
more information. After 
all, you are building this 
account to drive more 
sales; no contact method 
means no sale. ❋

Images with the 
most visual impact 
will benefit you 
most.

Examples of 
successful 
Instagram posts.
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Stripes of pink and orange 
are painted across the sky as 

I arrive in Los Cabos at sunset. 
Less than 15 minutes from the 
airport, the newly-renovated 
open-air lobby of Hyatt Ziva 
Los Cabos shows off the hotel’s 
new Mexican plaza, main pools 
and the sparkling Sea of Cortez, 
highlighted by the colourful 
evening sky. 

Unlike the party atmosphere 
of Cabo San Lucas, this all- 
inclusive resort hotel reflects 
the low key desire to immerse 
one’s self in a relaxed routine, 
where daily decisions are sim-
ple: sun or shade? What to eat? 
Pool or beach? Where to nap? 

Formerly a Barcelo Hotel, 
this updated property has 591 
rooms, with new public areas 
and more dining options. 

Like all Hyatt all-inclusive 
properties, there are no resort 

fees, tipping is discouraged 
and restaurant reservations are 
never needed. At Hyatt Ziva 
Los Cabos, the goal is to offer a 
distinct all-inclusive experience, 
where guests are encouraged 
to explore and experience 
the numerous complimentary 
activities such as beach vol-
leyball or water polo, or learn 
Mexico’s passion for tequila at El 
Agave Bar with Juan Garcia, the 
resort’s tequila sommelier. 

Walking through open air 
hallways, guests can gaze down 
at the newly-added Mexican 
Plaza where pathways lead to 
the Zen Spa, 12 restaurants and 
bars, five pools and the beach. 
Soothing room décor combines 
a palette of cream, chocolate 
brown and blue accents with 
modern Baja style: ceramic and 
glass tiles, wood furniture and 
plenty of storage with spacious 

closets and drawers.
New to the resort are 34 swim-

up suites, with decks leading 
directly into a swimming pool. 
For couples or groups travel-
ling without kids, offer clients a 
swim-up suite with direct access 
to the blissed-out adult pool 
area. Guests can start the day 
out lounging on their private 
water deck, swim the shared 
pool or slowly drift by water to 
the relaxed adult playground: 
soak in the Jacuzzi, float in the 
main pool, seek sun in the water 
loungers or hang out at the 
Baja Bar. 

Families will appreciate the 
Kidz Club with waterpark and 
treehouse, a Teen Club with 
video games and planned 
watersports, and easy access in 
the lobby to the 24 Horas Deli 
Cactus for sandwiches anytime 
or Coffee House for hot or cold 

espresso drinks, snacks and 
six flavours of house-made ice 
cream and sweet treats.

The snack bar is located next 
door to the hotel’s gift shop, 
but there’s another way to get a 
dose of retail therapy: a regular 
craft market featuring colour-
ful Mexican textiles, paintings, 
jewellery, pottery and food 
products happens weekly. 

Although its not recom-
mended to swim in the sea, 
walking the beach is the best 
way to catch the sunrise and 
a morning yoga class, or get a 
glimpse of locals fishing from 
the beach. 

But the best habit to repeat 
each night: sitting around one 
of the fire pits, gazing at the 
starry night sky and with a glass 
of fine tequila, toasting the laid-
back luxury found at Hyatt Ziva 
Los Cabos. ❋

A TAle of Two ZivAs

By Waheeda harris

Recharge at Hyatt Ziva Los Cabos
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Away from the bustling 
shops and the buzz 

of downtown Cancun, my 
beach towel and I have easily 
decompressed experiencing 
two beaches at the Hyatt Ziva 
Cancun.

To some clients, the Hyatt 
Ziva Cancun might look 
familiar; the property, which is 
situated at the tip of Cancun’s 
seven-shaped peninsula, has 
undergone incarnations since 
its debut in 1975 as the Camino 
Real with its pyramid-style 
architecture designed by Ricar-
do Legorreta. Most recently it 
was as a Dreams Cancun before 
officially opening this past 
January as part of Hyatt’s grow-
ing all-inclusive portfolio.

Now, one of Cancun’s oldest 
hotels is a totally new product, 
re-imagined and redesigned 
after a US$85-million renova-
tion. Owned by Playa Hotels & 
Resorts, Hyatt’s luxurious Ziva 
Cancun will no doubt satisfy 
clients of all ages. The biggest 
surprises: a microbrewery, a 
candy shop only a Willy Wonka 
might dream up, a historic 
lighthouse, duo beaches,  
resident dolphins, and spa 
pools with ocean views.  

Nowhere else in Cancun will 
clients find Tres CerveZa’s, the 
resort’s signature microbrewery 
helmed by a brew master from 
Mexico who once worked in 
Munich, home of the world’s 
biggest beer festival. 

A “wow” factor radiates every-
where. The stunning suites are 
situated in three buildings: the 
new Adults-Only Tower, the 
Club Tower for all ages, and the 
Pyramid Tower.

“We have many room catego-
ries. Some people like ocean 
views. Some enjoy more activi-
ties. For adults probably the 
swim-up suites in the Pyramid 

Tower and the floating swim-up 
suites in the Adults-Only Tower 
will definitely be a hot seller. 
We also have a Club Tower 
with extra amenities like butler 
service, a private concierge, a 
lounge and a private check-in,” 
says Alexandre de Brouwer, 
general manager at the Hyatt 
Ziva Cancun on the client offer-
ings in this all-inclusive beach 
fantasy.

From the moment I arrive to 
this swanky locale on the tip 
of Punta Cancun, the qual-
ity service is evident. As de 
Brouwer candidly remarks, “Our 
staff is very proud of this hotel. 
They genuinely care for the 
guests with our service from 
the heart.” 

Clients are immediately met 
by the hand on the heart ges-
ture, a symbolic salutation that 
is across Hyatt Ziva properties 
and that of its sister brand, the 
adults-only Zilara.

On my afternoon arrival, I am 
welcomed with a refreshing 
chilled juice and after the seam-
less check-in a porter escorts 
me to a spacious ocean view 
room. My Ziva Pyramid Suite 
combines modern Mexican 
with urban classics from the 
flat-screen TV to the sumptu-
ous hand woven Mexican 
tapestries. 

Inside my marble bathroom, 
I turn on the rain shower and 
contemplate my next move. 
With services galore like turn-
down, in-room dining, and pool 
butlers, I leave all the details to 
the staff and escape to one of 
the beaches before dinner. 

As I sip my cocktail with white 
talc sand between my toes, I 
spot a gazebo overlooking the 
turquoise sea. Yup – morning 
yoga occurs there as do dream 
weddings. ❋

Unwind at the 
Hyatt Ziva Cancun

By ilona KauremszKy

A TAle of Two ZivAs

RESORT REPORT
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Summer sales tips 
for Cuba’s Paradisus 

properties 

Your job as a travel advisor becomes more 
challenging during the summer months as 
it relates to selling Canadian clientele on 
South-bound vacations, but Meliá Cuba’s 
Paradisus properties are interested in 
enticing visitors to opt for the Caribbean 
over the cottage.

Paradisus Varadero and the adults-only 
Paradisus Rio de Oro and Paradisus 
Princesa del Mar Resort & Spa offer 
five-star all-inclusive resort experiences, 
designed with privacy and luxury in mind.

But what selling tips can you use to tempt 
your clients into opting for mojitos on the 
beach rather than beers on the dock?

by CT  Staff
product education

This article was 
brought to you by 
Meliá Cuba. Visit  

meliacuba.com for 
more information.

1
emphasize the value  

for dollar.
This is the greatest asset for sum-

mer travel to Cuba’s Paradisus 
properties, according to Gina Mal-
lamo of Meliá Cuba. “You’re going 
to a top all-inclusive property at a 
more affordable price compared 
to winter months, when the rates 

are much higher,” she says. Further, 
the range of activities available is 
another major asset to booking 
with Paradisus Resorts. To offer 
added value and piece of mind, 

travel advisors can pre-book din-
ner reservations for clients online 

prior to their departure.

2 
a seasonal resort credit will 

stretch their investment  
even further.

Paradisus is currently offering a 
resort credit for stays of seven 

nights or more in one of its three 
Paradisus Resorts in Cuba. Clients 
will receive up to US$1,000 (per 

room) to use for a room upgrade, 
on Yhi Spa services, or to buy 
premium drinks and special 

dinners. Vouchers will be given 
at check-in and are to be used 

during the stay. The offer is avail-
able for bookings up until Oct. 

20, 2016 for stays completed by 
Oct. 31, 2016. 

3 
consider the range of  

clientele who can enjoy it.
From families to couples to 

groups, these Paradisus proper-
ties will appeal to a range of 

clientele, especially those looking 
for more luxury experiences. For 
extra indulgence, Royal Service 
is an all-suite accommodations 
option, enhanced by personal-
ized butler service, plus access 

to gourmet à la carte dining and 

exclusive facilities. Considered a 
boutique hotel within the hotel, 
this upgrade is ideal for clients 

seeking a more tranquil environ-
ment and the best in accom-

modations. As added bonuses, 
guests can enjoy free Wifi access 

and an online butler tool that 
allows guests to plan their stay 
before they ever leave home. 

Further, a new & exclusive Family 
Concierge section is opening at 

Paradisus Varadero later this sum-
mer, designed with enhanced 

family experiences in mind. With 
this option, specially assigned 

family concierges coordinate all 
the services and reservations 

required for families. 

4
combine vacation  

and wellness.
Clients can take advantage of their 
resort credit to enjoy a spa holiday 
and discover a range of treatments 

at Yhi Spas, Meliá Hotels Inter-
national’s brand for well-being. 
Mother-daughter spa packages 

are available at Paradisus Varadero, 
as one option whereby travellers 

can enjoy the experience together.

5
educate prospects on the 
benefit of enjoying cuba 

without the crowds.
Because these properties are less 
busy during the summer months, 
guests can truly relax and unwind, 
taking advantage of more readily 

available services, not to men-
tion more space on the beach. 

Travellers may also want to enjoy 
exploring nearby cities, whether 
it be Havana (two hours from the 
Varadero properties) or Holguin 

(45 minutes away from Paradisus 
Rio de Oro). July and August are 
especially sunny with beautiful 
weather, a warmer ocean and 

longer days. ❋
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TORONTO
5915 Airport Road, Suite 830
Mississauga, ON L4V 1T1

VANCOUVER
1030 West Georgia Street,Suite 1214
Vancouver, BC Canada V6E 2Y3
BC Registration # 2660

1-800-537-1182

#1
what “bucket list” travel items  
have you accomplished?
Conquering the challenging and lesser- known 
Choquequirao trek in Peru was definitely a 
bucket list travel item. Travelling to Bhutan was 
another highlight. Our business model is based 
on happiness, so travelling to a country that 
established the Gross National Happiness scale 
was pretty special. 

#2 
what experience stands  
out as a favourite?
My favourite bucket list item would have to be 
my adventure to the South Pole. It was the 100th 
anniversary of Roald Amundsen’s discovery and 
at the time, I wanted to reignite the passion for 
what I do and I believed following the footsteps 
of one of the original explorers who risked his life 
going into the unknown for the sake of adven-
ture would do just that. His story always inspired 
me. He defied the odds and was innovative in his 
approach despite being underfunded. One- 
hundred years later, Amundsen inspired me to 
stand at the South Pole and celebrate greatness.

#3
what is left on your bucket  
list yet to accomplish?
I’d like to travel the Tran-Siberian from Beijing to 
Moscow in the winter when I have more time.

#4
considering the amount that you  
travel, do you ever feel like  
it loses its novelty?
Business travel is difficult and has long lost its 
novelty, especially after 25 years. Every year I 
average about a 150,000 miles. But the ability to 
discover, explore and travel the way I like to will 
never get old. The world is limitless. My mind is 
limitless. It’ll never lose its novelty. 

#5
what are a few selling tips you’d offer 
travel advisors to help them in closing the 
sale for clients looking to check major 
trips off their bucket list?
Try to align with their purpose and not just offer 
your clients a product to meet their physical 
needs. People who travel for adventure are 
inspired by many different factors but driven by 
purpose. As their travel professional, you should 
engage them on that level. ❋

take                       five

With Bruce Poon tiP  
Founder, G Adventures

take                       fivetake                       five

G 
Ad

ve
nt

ur
es

Bruce Poon Tip at 
the South Pole.
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The opportunity is there 
and yours for the taking: 
clients have committed to 
saving money to take their 
trip of a lifetime – a bucket 
list adventure, if you will. 
But how can you as a travel 
advisor make this vacation 
of all vacations ethereal and 
memorable? Let’s talk about 
selling bucket list trips.

What is a “bucket list” 
destination? 
Educating yourself in bucket 
list destinations is important 
if you intend to be a bucket 
list specialist. Every coun-
try in the world is a bucket 
list destination for some-
one. Towns, villages, cities, 

mountains, rivers, museums, 
views, activities… they all 
come under the “bucket list” 
heading. Of course, world 
events and word of mouth 
often influence travellers to 
look into certain destinations. 
Understand, however, that 
a trending destination is not 
what a bucket list trip is; the 
bucket list trip is a personal 
journey. It has meaning to the 
person travelling and post 
trip they’ll say, “I can’t believe 
I was actually there...” versus 
“Been there, done that!”

the list of lists 
Start gathering every client’s 
bucket list. Every traveller 
has a dream trip no mat-
ter age, race, generation or 
financial well-being. Once 

selling travel
with steve
By Steve Crowhurst, CTC

Bucket List 
traveL

Steve Crowhurst CTC is an author, speaker, trainer and the owner and operator of The Selling Travel Store – where travel trade professionals shop for new ideas.  
Visit Steve’s store at www.sellingtravel.net or email steve@sellingtravel.net. 

you have your clients’ bucket 
lists, you can help make 
those dreams come true. Your 
clients will thank you for 
helping them place a check 
mark against those ‘gotta go 
there’ places.

the book that started it all
Prior to the 2007 Bucket List 
movie, Patricia Schultz had 
written her book, 1,000 Places 
to See Before You Die. That was 
in 2003 and that book more 
or less kicked off the BYD 
(before you die) marketing 
theme for the travel indus-
try, and subsequent copycat 
book titles that followed. 
“Bucket list” and “before you 
die” are now catchphrases 
and show no signs of leaving 
our collective psyche any-
time soon. 

the list is personal
Not everyone has Stone-
henge, the Pyramids or a 
world cruise at the top of 
their list. There are certain 
items on a person’s list that 
are not in tune with the 
typical “must see” destina-
tions. Some want to return 
to where they were born. 
Others want to visit a place 
they have read about in a 
novel, or track their out-of-
Africa journey known as 
Deep Ancestry. If there are, 
say, 20 clients with a similar 
personal journey, you’ll have 
the makings of a small group. 

bucket list surveys
Look into the destination 
choices of your clients, and 
based on those choices, 
determine the places most 
people want to visit. Refer to 

existing research or survey 
your clients, or, you can 
gather your travel advisor 
team together and create the 
Agency Bucket List and then 
start promoting where you 
are taking your clients this 
year. 

the “byd” call-to-action 
The Before You Die Call-To-
Action (CTA) is an integral 
component of your bucket 
list marketing activities. It’s 
important that you advise, 
instruct and/or tell your 
clients what to do next after 
reading your promotion. 
Try: Call us today. Or, E-mail 
to arrange a personal journey 
consultation. Another might 
be, Pick up your copy of our 
Agency Bucket List brochure 
today. Never leave the final 
action to chance. Always lead 
your customer to your web-
site or directly to you. 

hoW to sell bucket list trips
The great thing about bucket 
list clients is this: they 
are presold. That’s right. 
Generally, the client has been 
wanting to go ‘there’ for so 
long and researched the trip 
to the point of excitement and 
now they are able to afford 
the trip. Then they make 
contact with you, and that’s 
where you win or lose the 
sale. You’ll win if you mirror 
the client’s excitement. Keep 
it real when you ask the 
question: “Tell me Steve, why 
is this trip so important to 
you?” Or, “I’m intrigued with 
your travel arrangements 
and you mentioned bucket 
list… what’s behind the 
adventure?”  ❋
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BECOME AN EXPERT IN EPIC.

The New UniversalTravelAgents.com

As a certified Universal Orlando® Resort Specialist, you’ll receive a complimentary Park-To-Park Ticket,* a certificate of recognition, 
and discounts on select park tickets.** Your clients won’t just be booking with you. They’ll be booking with an expert.

*Restrictions apply. **Ticket options are subject to change without notice. TRANSFORMERS and its logo and all related characters are trademarks of Hasbro and are used with permission. © 2016 Hasbro. All Rights Reserved. 
© 2016 DreamWorks L.L.C. and Paramount Pictures Corporation. All Rights Reserved. Universal elements and all related indicia TM & © 2016 Universal Studios. © 2016 Universal Orlando. All rights reserved. 1616356/BA
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