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Welcome to this special U.S.-travel 
themed issue of CT Magazine. Having 

returned from IPW just before this issue 
went to press (IPW is an international 

marketplace dedicated to U.S. travel), I 
am ripe with enthusiasm about hotspots 

throughout the U.S. From stargazing 
in Utah to the re-emergence of Detroit 
and everything in between, so many 
destinations across the country have 

great stories to tell and experiences to 
share with Canadian travellers. We hope 

that you will find great sales tips that 
you can apply to your day-to-day work 
throughout these pages, specifically as 

it applies to selling Orlando, building 
your business with senior travellers, 

and developing new prospects within 
your community. Thank you for your 

continued readership!  
terrilyn Kunopaski
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ON THE COVER: This photo is courtesy of Brand USA. Brand USA is celebrating the 100th anniversary of U.S. national parks 
throughout 2017. Read more from our interview with Brand USA director  – Canada, Patrice Bell, on page 9.
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Air Canada 
launches 
new U.S. 
routes just 
in time for 
summer

With summer in 
full swing, Cana-

dians looking to take 
their getaway game to 
the next level might 
want to start looking 
south of the border. Air 
Canada has launched a 
number of new trans-
border routes, including 
daily, non-stop service 
between Canada’s two 
largest hubs and seven 
main U.S. cities. These 
include: Toronto – Wash-
ington, DC: May 2, 2016 
(year-round); Toronto – 
Jacksonville: May 7, 2016 
(year-round); Vancouver 
– San Jose: May 9, 2016 
(year-round); Toronto – 
Portland: May 26, 2016 
(seasonal); Toronto – Salt 
Lake City: May 27, 2016 
(year-round); Vancouver 
– San Diego: June 2, 2016 
(seasonal); and Vancouver 
– Chicago: June 4, 2016 
(year-round).

MacGillivray Free-
man’s new adven-

ture documentary for 
IMAX and giant screen 
theatres, America Wild: 
National Parks Adventure, 
opened globally in Feb-
ruary, though a special 
event was recently host-
ed in Toronto to mark the 
Canadian roll-out. The 
film, produced in associa-
tion with Brand USA, the 
nation’s destination mar-

keting organization, and 
presented globally by 
Expedia, Inc. and Subaru 
of America, Inc., with 
major support from the 
Giant Dome Theater Con-
sortium, takes audiences 
on the ultimate off-trail 
adventure into the U.S.’s 
awe-inspiring great 
outdoors and untamed 
wilderness. “There are 
more than 400 national 
parks and historic sites 

in our country that many 
families have not been 
able to explore,” says 
director Greg MacGil-
livray.  “Our hope is that 
America Wild: National 
Parks Adventure will 
encourage our audiences 
to discover the beauty 
and sanctuary of these 
American treasures—
and inspire them to go 
out and explore them on 
their own.”

Film to inspire exploration of U.S. national parks

JULY 2016      CanadianTraveller.net4   

Industry InsIder



Industry faves in the U.S.

Vanessa Gromer 
Director,  
Global Sales Canada
Preferred Hotels & Resorts

What’s your favourIte 
u.s. destInatIon and 
What’s your best sales 
tIp?
New Orleans. I love 
the vibe there; the 
French Quarter, the 
music, the food! New 
Orleans appeals to a lot 
of different clientele. 
The destination is ideal 
for music and festival 
lovers of course, but 
also has a lot to offer 
for foodies, families, and 
people interested in his-
tory. When I visited with 
a group last month, we 
did a cooking challenge, 
which was a lot of fun. 
During the group class, 
we learned a few things 
about New Orleans cui-
sine; for example, there 
is a Cajun and a Creole 
version of Gumbo. I also 
didn’t know that Cajun 
is the nickname for the 
French-speaking  
Acadians who migrated 
to Western Louisiana 
from Nova Scotia start-
ing in 1755, so it was 
a cooking class and 
history lesson!

Tim morGan
VP,
Travel Professionals 
International 

descrIbe your most 
memorable u.s. 
travel experIence.
Literally every time 
I visit New York 
City is memo-
rable! For one of my 
milestone birthday 
years, I went to 
New York City with 
a small group of 
friends. In no other 
city can you pack in 
a five-course gour-
met dinner and six 
nightclubs of all 
types in a single 
night, capping it off 
with the best slice 
of pizza you’ve ever 
tasted – all within 
walking distance of 
each other. Whether 
you’re mesmerized 
by food, theatre, 
sports, art, history, 
or people – the list 
goes on and on; 
New York City has it 
all in spades.

Penny marTin
VP, 
The Travel Agent  
Next Door

descrIbe your most 
memorable u.s. 
travel experIence.
Route 66 was our 
ultimate road 
trip. The route, 
often called The 
Mother Road, runs 
from Chicago to 
Los Angeles. The 
3,945-kilometre 
long highway has 
been romanti-
cized in literature 
and music, but it 
really is a collec-
tion of characters 
and breathtaking 
landscapes. Route 
66 captures the 
fond memories 
of simpler times, 
summer road trips, 
ultimate family 
vacations, love of 
the car, and roman-
tic music from our 
carefree youth. For 
us, it started off as 
a bucket list experi-
ence but ended 
up being so much 
more.  

nancy Jeronimo 
Manager,  
Product Development
Air Canada Vacations

descrIbe your most 
memorable  
u.s. travel experIence. 
My most memorable trip 
was taking my friends 
to Orlando for the first 
time. We thought people 
would think it would be 
odd to see a group of 
four women in their 20s 
and 30s in Orlando with 
no kids but that feeling 
lasted for mere seconds. 
Who needed kids? We 
reverted to childhood the 
minute we entered the 
theme parks. No matter 
what age you are, meeting 
characters you grew up 
loving and admiring and 
seeing them for the first 
time at the parks is pretty 
incredible. My friends got 
teary eyed during our first 
encounter with Mickey! 
Experiencing a magical 
place like Orlando with a 
group of cherished friends 
and watching them light 
up with laugher and 
excitement was truly 
unforgettable.

Dan LanGeVin
VP,  
Sales & Marketing
SoftVoyage

WIth the u.s. 
dollar presentIng 
challenges In 
sellIng destInatIons 
south of the 
border, What Is your 
advIce for travel 
advIsors to help 
them overcome thIs 
challenge and help 
clIents see past 
that detaIl?
My humble opinion 
is that despite our 
low Canadian dollar, 
the United States 
is still an affordable 
destination. 
Obviously, when 
the dollar was 
at par, that was 
awesome; however, 
even at today’s 
exchange rate, the 
USA is a fabulous 
destination. As a 
matter of fact, we 
are doing California 
this summer with 
my family! Looking 
forward to it!

Br
an

d U
SA
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5 U.S. destinations with hot new campaigns for 2016
With the summer season upon us, it can be difficult to tell one region’s 

something-for-everyone vacation offering from another’s. And as clients seek 
out advice on making the most of their money while still having a memorable 

experience, understanding how different destinations are promoting 
themselves can be valuable when making a good traveller-trip match.

Here are a few U.S. tourism boards that are refocusing their products for 2016, 
and creating a whole new destination in the process.

DETROIT: THE COMEBACK CITY
Can a city have soul? That’s the 
question being asked by Pure 
Michigan, which has recently 
turned its tourism marketing 

efforts toward redefining traveller 
perceptions of Detroit, a city the 

brand says is making a strong 
comeback. In addition to launch-

ing a 30-second commercial titled 
‘Story of Detroit’ in April, Pure 

Michigan has also unveiled a new 
landing page featuring comeback 

stories from business owners, 
upcoming events and tourism 
package deals – all designed 
to feature a vibrant city at the 

cusp of a new economic chapter. 
According to the Detroit Metro 

Convention & Visitors Bureau, the 
city already sees approximately 

14 million visitors a year, and with 
new initiatives centered around 
a surging midtown, repurposed 
green space and technological 
innovations, it certainly seems 

ripe for reinvention. The  
campaign aims to showcase 
Detroit’s developing bar and 

restaurant scene, as well as its 
wealth of museums, galleries 

and nightlife, ideal for Canadians 
ranging from age 35-55 who are 

looking to travel somewhere 
new. As the site’s various digital 

resources suggest, even if travel-
lers visited the city in the past, 

Detroit’s rapidly changing space 
is bound to have something they 

haven’t seen before.
michigan.org/detroitcomeback

THE ROAD TO UTAH
Expanding on a successful run 
with its national park-focused 

“Mighty Five” advertising 
campaign, the Utah Office 

of Tourism has introduced a 
new initiative for 2016 which 

invites travellers to experi-
ence the state’s natural maj-
esty from behind the wheel. 

Entitled “The Road to Mighty,” 
the campaign depicts Utah 
as the perfect destination 

for a good ol’ American road 
trip, with a number of scenic 
itineraries available on the 
office’s website, including 

one encouraging travellers 
to tackle all five of the state’s 

national parks (Zion, Bryce, 
Capitol Reef, Canyonlands 

and Arches) in one epic drive.  
Ideal for families, couples 

and adventurous millennials 
who like to travel on their 

own steam, the destination’s 
website promises a bucket-

list trip for all who 
put the pedal to 
the metal, with 

3,540 kilometres 
of byways and day 
stops that include 

white water rafting, 
canyon hikes and 
for the brave, off-
roading traveller.

visitutah.com/road-
to-mighty

2
1

By CT  Staff
pRODUCT EDUCATIOn

Zion 
National 
Park is a 
southwest 
Utah nature 
preserve 
distinguished 
by Zion 
Canyon’s 
steep red 
cliffs.
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GETTInG LOST In L.A.
Discover Los Angeles is marketing to 

millennials more than ever. The tourism 
bureau launched a new advertising 
campaign this year, highlighting the 
creativity, cuisine and fashion to be 

found in the City of Angels, dubbing it 
‘Get Lost in L.A.’ Emphasizing the city’s 
potential for ‘epic moments,’ Discover 
Los Angeles is using a combination of 
artist-commissioned visual imagery, 

YouTube videos and social media 
campaigns featuring Instagram influencers 

to capitalize on millennials’ hallmark 
travel traits – namely, their ‘anything is 
possible’ attitudes. The brand’s website 

is flush with itineraries for every trip 
length and travel style, separated into 

different themes which include, among 
others, ‘romance’ and ‘budget.’ The site’s 

story-focused copy also breaks down the 
city into basic sensory elements (taste, 

touch, etc.), and includes a speed-reading 
technique to allow the reader to become 
fully-immersed in the experience of the 
destination. While it’s clear that Discover 

Los Angeles is marketing to a specific 
demographic, it’s also worth noting that 
a lot of the experiences being flaunted 

by the brand are applicable to those 
aged 35-plus as well. Between the 

city’s wellness spa sector, its outdoor 
recreational activities and Universal 

Studios Hollywood, L.A. could appeal 
particularly to parents looking for a 

crowd-pleasing vacation option for the 
entire family.

discoverlosangeles.com/lostinla

3 4
FARM FRESH WEST VIRGInIA

The folks at Wild Wonderful West 
Virginia are bringing foodies 

and farmers together this sum-
mer, launching a locally-focused 

culinary trail that will feature 
orchards, restaurants and local 

producers throughout the region. 
Appealing to agritourists, foodies 

and Appalachian enthusiasts alike, 
the State’s Farm & Food Trail is a 

response to a growing demand for 
culinary experiences that consist 

of locally sourced ingredients, 
and for many travellers, hands-on 
participation. The promotion will 

provide a selection of seasonal 
dining opportunities and attrac-
tions covering the full extent of 

the destination’s foodscape, from 
pick-your-own roadside stops to 

sampling pepperoni rolls at a food 
festival, or shopping for home-

grown delicacies at a local farmer’s 
market. The campaign also ties in 
nicely with the destination’s beer 

and wine & spirits trails. 
By tying in experiential activities 
where guests can tour ranches 
or farms before enjoying their 
products at a nearby café, Wild 

Wonderful West Virginia is bring-
ing the formerly niche agritourism 
market and always, ever-popular 

food tours together in a smart, 
sustainable way that benefits 

everyone involved. 
gotowv.com

THE pILLARS OF KEnTUCKY
While still enjoying its successful 
six-pillar attraction platform, the 
Kentucky Department of Travel 

and Tourism’s 2016 year includes 
plans to build on its well-honed 

recipe of horses, culinary, music, arts, 
outdoors and – of course – bourbon. 

Aiming to target new audiences 
and further develop its image as a 
place of rich traditions, the state’s 

tourism arm is using new marketing 
and promotional programming to 

continue the momentum of its well-
received Bourbon Trail Craft Tour, 
rolling out a full calendar of new 

distillery openings to look forward 
to in 2016. Between its enthusiastic 

horse derbies and avid participa-
tion in the culinary travel market, 

Kentucky’s attractions are likely best 
suited for the 35-plus crowd, and 
in particular, couples looking for a 

singularly grown-up experience. The 
state has carved a niche for itself 
within the food travel sector with 
bourbon, including the signature 

spirit in its regional food trails, 
tours and seasonal activities. And 

although its outdoor and historical 
attractions make for family-friendly 
getaways, the destination’s unique 

ability to provide visitors with a 
bourbon-themed weekend of 

southern sophistication is not some-
thing that’s likely to be duplicated 

elsewhere anytime soon.
kentuckytourism.com ❋
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Rodeo Drive 
in Beverly 
Hills is one 
of the most 
luxurious 
shopping, 
dining 
& hotel 
destinations 
in the world
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How partnering within your community  
can pay off in spades

Sales is a numbers game. Yes, you need product knowledge, questioning and 
closing techniques, not to mention people skills, but at the end of the day, there’s no 

denying that the more prospects you have, the more sales you will make.

By Jennifer  Prendergast
Business development

In sales, we talk about the sales 
funnel. If you’ve not heard this 
expression before, let’s picture a 
funnel:  You need to keep putting 
prospects in the top in order for 
sales to come out the bottom. In 
the sales funnel, not everything 
you put in the top will come out 
at the bottom, but it’s a sure bet 
that the more you put in the top, 
the more you’ll generate at the 
bottom. If your average close rate 
is 60 per cent, for example, having 
100 prospects will mathematically 
generate more sales than 50 pros-
pects. The biggest challenge with 
prospecting, however, is where on 
earth do you find them?

We all know that the glory 
days of being able to depend on 
walk-ins as the sole source of new 
business are long over. If you don’t 
have a fully developed list of  
clients, you’re going to need to 
put effort into finding new pros-
pects yourself.  

Looking at the community 
around you, the potential for new 
business is endless. But you don’t 
want to spend your time focusing 
on individuals – what you want 
is to partner or work with groups 
or businesses to increase your 
prospect pool. With this in mind, 
let’s take a look at one avenue 
worth considering – partnering 
with local businesses.

Who do i reach out to?
We all know that word of mouth is 
the best kind of referral out there, 
right? What we need here is to 
leverage businesses and people 
within the community that are 
already trusted by their clients; 
those with whom their clients 
talk and share stories. A short list 

when you present yourself in 
person you’ll have the opportu-
nity to demonstrate a bit of your 
personality, which is a crucial 
element when you’re gearing 
up to ask someone to recom-
mend you to their valued clients. 
It also shows that building this 
relationship means enough to 
you that you’re willing to put the 
time and effort in to show up in 
person rather than simply send an 
e-mail or pick up the phone. Time 
is everyone’s most valuable asset 
and using yours this way sends an 
important message.

Use the following checklist 
when preparing to see someone 
new:
• Dress professionally: Again, 

you’re about to ask this person 
to refer their own clients to you. 
Dressing like the professional 
that you are will go a long way 
toward instilling confidence in 
your intentions and abilities.

• Bring business cards.
• Bring any of your own client 

testimonials – type them on one 
sheet that you can leave behind.

• Do a short write-up about 
yourself that includes your 
experience, your areas of special-
ization and a statement of why 
you want to partner with this 
business and what you will offer 
to the clients who are referred 
to you.

• If they have a Facebook or 
LinkedIn page for the business, 
read them over so you have 
a clear understanding of who 
you’re talking to.

When you arrive, ask to speak to 
the owner or manager. Introduce 
yourself and make sure it’s a good 
time to speak for a few minutes. If 

to get you thinking in the right 
vein may include bridal shops, 
hair stylists, dentists, estheticians, 
etc. Notice the pattern? These are 
all people who spend a relatively 
lengthy amount of time with their 
clients and whose clients likely 
return on a regular basis. Bridal 
shops may seem a bit of an outlier 
here, but if you’ve ever been or 
known a bride, you know that 
they’re excited to share the details 
of their big day with the con-
sultant who helps them choose 
their dress. They also likely return 
several times for fittings and to 
show off their dress to friends and 
family members. This makes bridal 
shops a perfect fit for our list.

For these types of businesses, 
you’ll want to create some sort of 
referral program.  This could be 

as simple as, say, a $50 visa gift 
card for each referral that leads to 
a booking, or it could be a credit 
with you towards their own future 
travel. My recommendation is 
to figure out what makes sense 
financially for both options so you 
can let your partner choose what 
they prefer.

Continue adding to your list 
by thinking of what your clients 
talk about with you.  For example, 
people often want to get into 
shape for a vacation, so team-up 
with fitness centres or personal 
trainers! The key here is develop-
ing a list of ideal businesses with 
which you can share clients.

hoW do i approach them?
In person will be your best 
approach here. Why? Because 
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it’s not, schedule a time to come back – try 
not to leave without an appointment to 
return because it’ll be harder to get one 
once you’ve already left. If the person you 
want to speak with isn’t available, ask when 
would be a good time to come back and 
make sure you go back at the time speci-
fied. As a last resort, take the phone number 
and either ask when you can call or advise 
when you will call back. Again, make sure 
you call back at that time!

shoW time. What do i say?
Now it’s time to sell yourself. Let this person 
know who you are and why you’re there. 
Tell them you want to partner with them 
and outline the benefits both they and their 
clients will receive from working with you. 
Give them a quick rundown of your experi-
ence and areas of specialization. Then, you’ll 
need to straight up ask what they think and 
if they have any interest.  

If they say no, thank them for their time 
and move on to your next prospect. If they 
say they want to think about it, ask them 
when you can call them back to follow-up 
(then make sure you do!). Think again of the 
funnel; the more businesses you approach, 
the more you will find who want to partner 
with you.

so i noW have partners. 
hoW do i maintain them?
You’ve undoubtedly just created work 
for yourself. You’ll need to diligently keep 
track of the prospects that are sent your 
way and what referral program you’ve 
agreed to with each partner. And, most 
importantly, once you make a booking, 
you need to send a thank you note with 
their referral “bonus” immediately. If you 
have someone who wants to build a credit 
with you towards their own vacation, send 
a note saying they’re one step closer to 
their dream trip. If you’ve worked out a gift 
certificate program, send that gift card, or 
better yet, deliver it in person, as soon as 
possible. Quick and immediate appreciation 
is probably one of the easiest and least time 
consuming things you can do and you’ll be 
amazed at how far it goes.

One final point – keep in touch with your 
partners. Once a month, send out an update 
that details how many referrals you’ve 
booked, new destinations you’ve booked, 
FAMs you’ve done or have upcoming, and 
any positive feedback you’ve received from 
clients. Keep yourself top of mind through 
consistency and offering your great service 
and it will continue to pay off in spades.

Happy selling! ❋

By CT Staff
eXpert insiGht

For this special U.S. edition 
of CT Magazine, we took a 
moment to speak with Patrice 
Bell, director for Brand USA in 
Canada. Bell shared the follow-
ing insight as it relates to travel 
agents selling the U.S. this sum-
mer and beyond.

1. What is the key selling 
point travel advisors can 
leverage this summer to sell 
U.S. destinations? 
The really big event this year 
is the 100th anniversary of the 
national parks, which opens 
up plenty of opportunity for 
itineraries, either for families or 
outdoor enthusiasts. 

2. What strategies can travel 
advisors consider when facing 
opposition to U.S. travel due 
to the weak Canadian dollar?
Our Canadian dollar has come 
up about 10 per cent since the 
winter. When people travel to 
the U.S. you get value for what 
you pay for, even at the 20-25 per 
cent range. When it climbs above 
30 per cent is when travellers 
are more likely to look at other 
destinations. Regardless, there 
are options; for example, travel 
agents may want to suggest cli-
ents adapt their habits and stay 
at a four-star property this time 
around rather than a five-star.
 
3. What collateral and 
resources are available for 
travel advisors/agencies who 
are interested in positioning 
themselves as U.S. travel 

specialists?
We are going to launch a 
Discovery program for travel 
agents by the beginning of 
2017, so they can become  
U.S. specialists. In the mean-
time, we have the Inspiration 
Guide, which is a cross-section 
of all the states. Those are avail-
able free of charge and we’ll 
ship them out to agencies by 
request. The other thing that 
travel advisors can leverage 
more is visittheusa.ca, where 
they’ll find itineraries, road trips 
and other destination informa-
tion that can help them build 
vacations for clients.
 
4. What should travel 
advisors focus on when 
selling U.S. travel this 
summer?
The diversity – every state has 
something different to offer. 
Plus, there’s a lot to be discov-
ered for the “foodies” who want 
to visit different areas. Music 
is another huge draw. And 
of course, the national parks 
– there are 441 in the U.S. so 
there’s so much to explore right 
across the country. 

5. Any other tips?
What we’re really trying to 
encourage travel agents to do 
is get clients beyond the major 
hubs. For example, everybody 
knows Chicago, but do they 
know the rest of Illinois? It’s a 
good place to start, but there’s 
a lot more to see if travellers 
venture beyond the familiar. ❋

ExpErt: patricE BEll
Director – Canada, Brand USA 

pbell@thebrandusa.ca
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Orlando sales tips from the experts

It’s no secret that Orlando is a favourite U.S. 
destination for Canadians, thanks to the 
quintessential theme park experiences that 
become lifetime memories for visitors, whether 
families, friends or otherwise.

In fact, Visit Orlando recently announced 
a new all-time record for visitor arrivals, 
having welcomed 66.1 million people in 2015 
– up 5.5 per cent from the year prior. This 
accomplishment signifies more than 100 per cent 
growth since 1995, when arrivals stood at about 
32.4 million.

But as the destination grows and evolves, it 
becomes a more complex product for travel 
advisors to sell, and with the rapid rate of 
change, it’s hard for the profession to stay on top 
of everything new and notable.

Never fear, though. According to Danielle 
Courtenay, chief marketing officer for Visit 
Orlando, this is the exact reason why the 
destination invests in having a sales team on the 
ground in Canada, which is tasked with keeping 
abreast on everything that is going on in Orlando 
so agents can focus on selling.

“It’s our job to make it as easy as possible for 
them to sell the destination,” Courtenay said in a 
recent interview with CT Magazine. We sat down 
with Courtenay and Canadian representatives 
of Visit Orlando, Melanie Dickey and Anita 
Walker, to hear their top sales tips for Orlando.

This is what they had to share:

by Terrilyn Kunopaski
product education

interested in princesses, they’ll 
want to spend time at Disney’s 
Magic Kingdom. If they’re into 
Harry Potter, they’ll be spend-
ing a lot of time at Universal,” 
Dickey says. “Unless you ask 
that question, you may not be 
planning the ideal experience 
for the client in front of you.”

remember that “value”  
doesn’t need to mean “cheap.”
“Sometimes we look at value 
and what we end up with is a 
family of five in a very small 
room in a discount resort, 
when their priority really 
was having space and time 
to relax,” Walker says. “We 
have to move away from that 
budget-item hotel and find 
what meets a client’s needs.” 
Walker and her colleagues 
agree that travellers can find 
the “value” they are looking 
for, but it’s important to ask 
the right questions to under-
stand what exactly that means. 
For example, perhaps where 
one client might prefer a place 
where breakfast is included, 
another might choose to invest 
in a property where shuttle 
service is provided to the 
parks. “We need to talk about 
the experience families want 
to have; not just, ‘What is the 
budget?’” Walker says.

Know the height restrictions  
for theme parK rides.
Speaking from experience, 
Walker warns that there’s noth-
ing worse than building antici-
pation and excitement with your 
children about theme park rides, 
only to get to the front of the line 
and find that your child isn’t tall 
enough to get on. With that in 
mind, she suggests agents are 
aware of height restrictions and 
to forewarn parents, as a way 
to prevent any disappointment 
while in-destination. 
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start the conversation with  
the OrlandO TOur and Travel 
reFerenCe Manual in-hand.
Otherwise known as the 
“Orlando Bible,” Dickey first 
suggests travel agents use this 
tool from the top. “You can 
layout the map to show your 
clients where everything is,” 
she said, noting how the theme 
parks are colour-coded. This 
allows travellers to understand 
the distance between experi-
ences and get a sense of the 
bigger picture. 

stay where you play.
According to Walker, the 
question agents typically 
ask clients when it comes to 
booking an Orlando vacation 
is about the theme parks, but 
she suggests paying equal 
focus to accommodations. 
“Have them stay where they 
play,” Walker says. “Make sure 
they’re not 100 miles from 
the place where they want to 
spend their days.”  

focus questions on  
the stars of the trip.
In regards to families, Dickey 
says it’s important for travel 
advisors to ask clients what 
their children are interested in 
at the moment to better under-
stand how to structure the trip, 
plan accommodations, and 
schedule activities. “If they’re 

Omni Orlando Resort 
at ChampionsGate.
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let’s dispel the myth that 
you cannot drive in orlando.
People often have the 
perception that they cannot 
drive in Orlando, Walker 
and Dickey say, due to price 
concerns or complexities 
of the highways. But, they 
remind, roads are extremely 
well-marked, not to mention 
that Orlando boasts the low-

est rental car fees 
in the U.S. And 
on the topic, even 
if clients are not 
interested in rent-
ing a car for the 
entire duration of 
their trip, they may 
want to consider 
doing a day rental 
(many proper-
ties have rentals 
available on site) 

as a way to explore Orlando 
beyond where they’re stay-
ing.

taKe advantage of all 
resources!
From face-to-face training 
and webinars, Visit Orlando 
has a wealth of resour-
ces for travel advisors to 
leverage in their quest to 
sell the destination. The 

OrlandoTrav-
elAcademy.com 
platform offers 
agents informa-
tion on theme 
parks and hotels, 
in addition to 
unexpected and 
“out of the box” 
experiences. 
Once the train-

ing program is completed, 
they gain access to a Travel 
Agent Passport, which 
opens the door to discounts 
and allows them to qualify 
for participation in an 
annual FAM trip. “There’s 
nothing better for learn-
ing than experiencing the 
destination yourself, and 
travellers want someone 
who has that first-hand 
knowledge,” Courtenay 
says. “The training program 
is meant to be a building 
block.” ❋
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MAKO, a 
200-foot-tall 
hypercoaster, 
has opened 
at SeaWorld 
Orlando and 
is reportedly 
the tallest, 
fastest and 
longest roller 
coaster in 
Orlando.

hotel picKs
repeat visitors:

omni orlando resort
The Omni Orlando Resort is a great 
choice for repeat visitors to Orlando 
who may be looking to experience 

something that offers a bit of distance 
from the theme parks. With 720 guest 

rooms as well as two- and three-
bedroom villas, there are options to 

accommodate groups of all sizes. The 
property is surrounded by 36 holes of 
championship golf and the Leadbet-

ter Golf Academy World Headquarters. 
This Four Diamond resort also boasts 

seven restaurants and 15 acres of 
pools (including the 850-foot lazy 

river). 

families: 
cabana bay beach resort  

at universal orlando
Cabana Bay Beach Resort at Universal 

Orlando was designed with large 
families in mind. Boasting a fun retro 

theme that takes you back to the 
iconic beach resorts of the 1950s 

and 60s throughout the property, all 
rooms feature two queen beds; family 
suites sleep up to six, complete with 
a kitchenette, while standard rooms 
sleep up to four. When not exploring 

the parks, guests can relax by either of 
the two pools, including a waterslide 
and a lazy river, though they may opt 
to play at the onsite 10-lane bowling 
alley. Potter fans unite: guests benefit 

from Early Park Admission to The 
Wizarding World of Harry Potter one 
hour before the theme parks open. 
Four-hundred new rooms are being 

added to the hotel, scheduled to open 
in 2017.

go to new heights!
Not far from the area’s top theme park 
attractions is Orlando Tree Trek Adven-
tures in Kissimmee. The relatively new 
experience is owned and operated by 
a family of Canadians who moved to 

the Orlando area only a few years ago, 
motivated by the urge to escape winter. 
This aerial adventure park is an elevated 
obstacle course, suspended on specially 
designed poles set in a pine forest at 10 

to 60 feet above the ground. Some of 
the features of the course include Giant 
Ziplines, suspended bridges, and nets, to 
name a few. The operation uses topnotch 

equipment for the utmost safety, but if 
your clients are still hesitant because of a 
fear of heights, they can be assured that 
qualified guides are there to coach them 

through any challenge. 

The “Frozen 
Ever After” 
attraction 
opened at 
Walt Disney 
World 
Resort in 
the Norway 
Pavilion on 
June 21.
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Selling senior travel
If you haven’t recognized it yet, there’s a massive opportunity to grow  
your business that goes largely undercapitalized.

The seniors’ population (people aged 65 and over) is expected to reach 
6.7 million in 2021, according to Health Canada’s report, Canada’s Aging 
Population, and 9.2 million in 2041 (nearly one in four Canadians). 

But selling to seniors is a niche that is often considered with skepticism 
and lack of understanding, therefore not pursued to the degree of others.

To help travel advisors better understand how to work with this market,  
CT Magazine enlisted DeNure Tours, a Canadian tour operator specializing 
in seniors’ travel, to share their top sales tips. 

By CT Staff
COLLABORATIVE FEATURE
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1. Ask questions! 
Knowing where they 
want to go is a good start, 
but dig deeper; how do 
they want to travel? What 
do they want to get out 
of their holiday? How 
active do they want to 
be? These sort of ques-
tions will help better 
determine the type of 
experience you should 
create for them.

2. Convey value of 
elements and services.
Senior travellers would 
rather pay more upfront 
for a complete holiday, 
but be sure to convey 
what is included with 
their investment.

3. Check perceptions 
at the door. 
There are different types 
of ‘seniors’; there are 
those who want to relax 
or socialize on vacation, 
and others who are 
interested in learning 
about a destination. 
Make sure you know 
who you’re talking to – 
you can’t assume one 
size fits all.

4. Be patient.
Be prepared to answer 
a lot of questions. This 
group wants the details 
in order to ensure they 
are getting what they’re 
looking for out of the 
vacation.

5. Customer service 
breeds loyalty.
This group values 
customer service and 
rewards it with their 
loyalty. For a travel agent, 
this offers a great oppor-
tunity to expand their 
client base. 
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For 2017, DeNure has 
expanded its offerings into 
Asia – Thailand, Cambodia, 
Vietnam and China. The 
company is also featuring 
small group bike tours in 
Holland and Belgium.

In addition, DeNure will 
be introducing a new 
brand in its 2017 brochure 
(published in September). 
A new logo features a 
kaleidoscope, symbolizing 
the changes the company 
is making, paired with 
a new tag line: World of 
Inspiration. 

“We recognize that there 
is a ‘new 55-plus’ customer 
that is very different than 
the generation before it,” 
Bryan says. “They have dif-
ferent travel dreams and 
vacation habits, and we’re 
adjusting our products 
and adding new types of 
vacations in order to meet 
the needs of this group.”

What’S neW 
With Denure?

#1
WhAT ARE ThE TOp 

pRIORITIEs FOR sEnIORs 
WhEn IT COmEs TO 

ChOOsIng ThEIR TRAVEL 
ExpERIEnCEs?

Value for money, once in 
a lifetime experiences, 

camaraderie with fellow 
guests, safety and con-
fidence in their agent 
(and their suppliers).

#2 
WhAT Is ThE BIggEsT 

ChALLEngE FOR TRAVEL 
AdVIsORs LOOkIng TO 

BREAk InTO sELLIng TO 
sEnIOR TRAVELLERs?

Reaching them – with 
varied levels of technical 
abilities, you need to be 
prepared to communi-
cate with this segment 

through a variety of 
media. Choosing one 
type of media will not 
be enough and often, 

you’ll need to combine 
traditional techniques 

with digital ones.

#3
WhAT ARE ThE BIggEsT 
mIsCOnCEpTIOns ABOUT 

ThE sEnIOR TRAVEL 
mARkET And WhAT Is ThE 

REALITy?
Obviously, age and 

ability are two major 
misconceptions. We 

have travellers who are 
very active in their 70s 
while some in their 60s 
are more limited. As a 

result, we focus our trips 
on activity level and 

tour pace rather than 
age. There are also some 

misconceptions about 
price sensitivity. This 

group is indeed looking 
for great value when 
they travel, but this 

doesn’t always mean 
the lowest price. They 

are ready to pay for 
what they want.

#4 
hOW hAs ThE mARkET 

ChAngEd/EVOLVEd OVER 
TImE?

It’s not as much the 
market that is changing 

but it’s the customers 
that are changing. The 

world is smaller and 
many are interested in 
travelling further afield 

in a way that we haven’t 
seen from previous 

generations. 

#5
WhAT ARE dEnURE’s TOp 

dEsTInATIOns?
Newfoundland & 

Labrador tours are 
consistently our top 

selling tours – so much 
so that we send two 

coaches out there for 
the entire summer! In 
addition, once again 

in 2016, our “Discover 
North America” vacation 

was sold out. This tour 
features a coach trip 
to Fort Lauderdale, a 

28-day cruise travelling 
east to west through 

the Panama Canal and 
northward to Vancouver, 

then rounds-off with a 
five-day train journey 

with VIA Rail back to the 
Toronto area. ❋

TAkE                       FIVE

with Julia Bryan
General Manager, DeNure Tours

juliabryan@denuretours.com
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Evaluating the state of the industry: 
Canadian travel to the U.S.

INFOGRAPHIC
The Conference  

Board of  Canada

Canadians made more than  

44 million  
same-day and overnight trips  

to the U.S. in 2015.

Of this total, almost  

21 million  
were overnight trips.

Canadians spent an average of  
$92/night  

during their overnight trips.

Top five sTaTes 
for visitation were: Florida, New York, 
Washington, California, and Nevada.

On their overnight visits, Canadians spent 
more than $11 billion in these five states.

The mOsT NighTs 
are speNT iN FlOrida 

(average: 22) aNd 
CaliFOrNia (average: 10).

Average 
spending 
per night 
is highest 
in Nevada 
($203), 
followed by 
New York 
($135), 

and 
California 
($110).

much of the decrease in leisure 
travel was due to a significant drop 
in trips by automobile. The Canadian 

dollar fell 13.5 per cent to an 
average $0.78 during the year. 

as a higher 
proportion of 
Canadians 
visited 
destinations 
other than 
the U.s., the 
share of U.s. 
leisure trips 
fell from 
67.8 per cent 
in 2014 to 
62.7 per cent 
in 2015.  

67.8%

62.7%

2014

2015

Overnight 
leisure trips 
span an 
average of 
10 days.

DO NOT
DISTURBpl

ea
se

speNdiNg ON 
OverNighT 
aNd same-
daY Trips 
reaChed 
almOsT  
$22 
billion.
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After you read this page I 
know you’ll be chomping 
at the bit to start selling 
foodie tours and FITs to 
your clients. Heck, you 
might even want to get into 
the business of arranging 
groups by specific foods, 
dishes, tastes, locations 
and views. Tables for two 
or tables for 20 – it can all 
be done, and here’s how. 
Let’s head south of the 
border and work on how 
you can sell more food 
related tours.

THe BMW FORMulA ANd MORe
Before we get stuck into the 
marketing of your new niche, 
we should quickly review 
your knowledge about the 
types of settings where you 
and your clients might dine. 
Becoming a travel agent who 
specialises in Foodie Tours 
to the U.S. means you know 
something about how a table 
is set, what those multiple 
utensils are for, how to use 
chopsticks, which wine goes 
with what and so on. So buy 
a book or go online, and 
educate yourself.

On the other hand, if 
you intend to promote 
the best burger joints in 
all of America, then your 
knowledge of etiquette 
might come down to 
grabbing three large napkins 
and going for it.  The BMW 
formula is from left to right – 
bun, meat, wine – and if you 
remember that, you’ll never 
be buttering someone else’s 
bun, or sipping from your 
neighbour’s glass.

FOOd Is sOCIAl
Here’s where a number 
of worlds combine and 
you can use them to your 
marketing advantage. 
Eating and drinking when 
travelling America is usually 
a social event but more so 
when selling to younger 
generations. With that in 
mind, be sure to promote 
the social aspects of your 
food-based tours. Use social 
media to your advantage, 
for example, by posting a 
video of a chef preparing 
a meal, or “pinning” and 
“tweeting” images of various 
dishes you shot with your 
smartphone. You can blog 
about a restaurant and even 
talk about it on Facebook to 
a live audience.Your slogan 
for this: America: Eat it UP!

APPitizers
If you are going to sell food-
based tours, then you should 
know the top apps to click to 
when arranging said tours or 
recommend to clients. Here 
are a few ideas:

- The new Bar Roulette 
app helps adventurous 
travellers find and get to 
a city’s coolest, highest-
rated bars with the help 
of  Yelp and Uber. The app 
randomly selects a mystery 
bar based on high Yelp 
reviews, makes sure it’s 
open and automatically 
sends an Uber to pick you 
up. The catch? You won’t 
know where you’re going 
until you’ve reached the 
destination, but you can 
choose how far you’re 
willing to go. 

selling Travel
with steve
By Steve Crowhurst, CTC

AMERICA  
– EAT IT  

UP!

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. 

- If you’re traveling to 
New York, London, San 
Francisco, Los Angeles, 
Toronto, Montreal or 
Miami, the Velocity app 
can help connect you to 
more than 800 restaurants 
and venues, with more 
cities to come.  

- Wine ‘n Dine is essentially a 
social media app for finding 
delicious, buzz-worthy food 
wherever you are.  

- Foodie is a camera app 
customized for food 
photos. It lets you select 
a filter that suits your 
style for very special food 
images. Here are some of 
the features taken from 
the app info, and as you 
read them, think about 
how you can market this 
app as part of your tour 
attraction: It offers more 
than 26 filters customized 
for taking food photos; 
photo editing features that 
transform simple food 
photos into one-of-a-kind 
masterpieces; camera 
shot angle-based auto 
blurring effect; a smart 
guide feature that helps 
you photograph food from 
directly above it; plus the 
sharing of photos to social 
networks. 

PlANNING AHeAd
Here’s a website to help you 
plan ahead and when you 
click here, you’ll be able 
to research over 9,000 food 
related events America-
wide. Once you’ve toured 
this website, you’ll be able 

to piece together your tour 
of various states, cities or 
out of town locations where 
the delights are waiting. Or, 
you may wish to focus on 
one event alone. Check it out 
right here:
www.foodreference.com/
html/upcomingfoodevents.
html

COOkING uP A GReAT sAle
How about offering a 
cooking school event where 
you take your clients to 
California to attend a 
cooking class over several 
days? Consider mixing 
“foodie activities” (like 
cooking and eating) with 
other activities like going 
to the beach or shopping, 
depending on what suits the 
theme of your tour / client 
interests.

BRING yOuR kNOWledGe  
TO THe FRONT BuRNeR
Now it’s time for you to 
showcase your knowledge as 
to where to eat in the U.S. Yes, 
your clients can go online or 
click an app, but as you well 
know, first-hand experience 
is what your clients pay you 
for. If you have travelled the 
U.S. extensively from the 
foodie point of view, then 
start to promote this fact. 
Blog about your travels. Pin 
those images. Shoot those 
food pics. 

One last suggestion: work 
closely with the Brand USA 
team. They have access to 
data that you need and who 
know what initiatives are 
going on that could help you 
market your ideas locally. ❋
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Work Sitting or Standing
VARIDESK® is an affordable way to convert your
desk into a height-adjustable desk so you can
switch easily between sitting and standing. It ships
fully assembled and ready-to-use, so you’re up and
working in minutes. Models start at just $440,
shipping included.

ACTIVE OFFICE

www.fitter1.com
1-800-fitter1

CoreChair Muvman 3Dee Chair Standing Platforms 

Revive Your 9 to 5

Mfg: aeris GmbH. † Photos: aeris.

† †
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