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This issue of CT Magazine centers largely around 
the theme of great journeys. I took one of my 
greatest journeys in early June, at which time 
I visited Istanbul and Cappadocia in Turkey. 
A lot has happened there since, with politics 

and terrorism impacting the country’s tourism 
industry even more than it already had this year. 

Still, it holds a special place in my heart. In 
the last month and a half, France - the world’s 
top tourism destination - has once again been 

targeted. Tim Morgan, vice-president at TPI, was 
in Nice at the time and shared a very poignant 
message afterwards, so I will leave you with 

his food for thought. “I'm worried for what this 
latest attack will do to their economies, however, 
I know we can all make a difference. When our 

clients fear travelling to certain destinations, 
the only people negatively impacted are those 
who rely on tourism as the sole driver of their 

everyday peaceful life. We must lead through our 
words and our actions, reminding our clients that 

their travel is not simply for their own pleasure 
but contributes to the greater good of so many 

others and collectively us all.” 
terrilyn Kunopaski
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Flying in style  
onboard 
Emirates’ A380

For clients considering a new option 
for luxury on long-haul flights, Emirates 

Airlines A380 first and business class cabins 
are rolling out more high-end perks. Don 
McWiliam, country manager for Emirates - 
Canada, explained their service begins when 
a guest leaves home. Passengers are offered 
complimentary chauffer-driven transport 
to and from the airport. First and business 
class passengers also have separate check-
in, priority baggage handling, fast-track 
immigration on arrival in Dubai and from 
selected airports, and access to lounges in 
30 cities. Business class passengers have 
spacious lie-flat seats with 20-inch TV 
screens, access to numerous TV series and 
films, Bulgari amenity kits, water, juice and 
snacks in a side compartment and multiple 
outlets for charging electronics, while first 
class passengers have access to 14 private 
suites with additional storage, sleeping 
accessories and snacks, meals when they 
prefer and access to the Shower Spa with 
Bulgari toiletries. For clients with whom time 
is money, travelling first or business class 
on Emirates transforms flight time into a 
benefit rather than a hindrance for the busy 
executive. - Waheeda Harris

Several new 
rail journeys 

have been added to 
G Adventures’ line 
of Classic tours for 
2016-2017. The trips 
include train-based 
adventures through 
Bulgaria, Morocco, 
Spain and Russia, 
ranging from a 
three-day add-on 
in St. Petersburg, to 
a 23-day tour that 
rolls through seven 
countries in Europe. 
Now, there are 24 
different trips that use 
trains as the primary 

mode of transport 
within the G portfolio, 
visiting 21 countries 
in Africa, Asia, Europe 
and North America. 
The trips, which run 
between nine and 54 
days, range in price 
from $899 to $5,699 
per person. Among 
the new Rail journeys 
are Spain & Morocco 
by Rail, Budapest to 
Sofia by Rail and The 
St. Petersburg Express. 
For more information, 
visit: https://www.
gadventures.com/
travel-styles/rail.

G Adventures introduces new rails tours  
through Europe and North Africa 

A first class rest 
onboard Emirates

 India Delhi Train 
Station Platform
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PhilliP Solomon
Tourcan Vacations
I have been fortunate 
to travel to many parts 
of the world, but there 
is one country that left 
an indelible mark on 
my heart and probably, 
my soul. It is the one 
country that I think 
about almost every 
day since my return: 
India! I was touched 
by the friendliness 
and hospitality of 
its people. I was 
impressed by its exotic 
architecture and superb 
knowledge of its guides. 

I was surprised by the 
beauty of the country. 
I was overwhelmed 
(emotionally) by 
experiences on the 
Ganges River, the Aarti 
ceremony on the one 
hand and the beggars, 
the poverty and chaos 
(crowds/traffic) on 
the other hand. Every 
one of my senses was 
heightened by the 
intensity of the smells 
(good and bad), the 
tastes (always good) 
and also the sounds. I 
keep looking over my 
shoulder as I hear India 

calling me to return 
and you bet I will. For 
travel agents selling 
this product, if you have 
not travelled to India 
yourself, make sure you 
select a tour operator 
who has experience in 
the destination. Tourcan 
Vacations, for example, 
was founded by Vivek 
Khanna, who is from 
India, and has staff who 
have lived and travelled 
there extensively.  These 
folks are there to help 
you close the deal. 
Secondly, find time to 
go! You need to travel 
to and experience India 
to be able to sell it 
effectively. And lastly, be 
honest with your clients 
about what to expect. It 
is essential to point out 
the magnificent sites, 
but they must also know 
about the crowds, the 
traffic, the smells, etc… 
These are things that 
make India great.

Brian roBertSon
Vision Travel Solutions
One of the most 

memorable journeys was 
when my wife, Stephanie, 
and I travelled to the 
Kingdom of Bhutan. 
What made our trip so 
unforgettable was our 
stay at the luxurious 
Aman Resort, in one of 
their beautiful Amankora 
lodges. Spread across 
five valleys, the resort 
offered a truly spiritual 
experience and gave 
us a taste of the unique 
Bhutanese culture. 
The resort also offered 
amazing guided tours 
through the valleys, 
holistic Himalayan spa 
treatments and my 
personal favourite, the 
creative and diverse 
menu with a mix of 
Bhutanese, Western and 
Indian cuisines using only 
local ingredients such as 
yak meat and fresh honey 
from the Bumthang 
valley. If you ever have 
the opportunity to 
sell Bhutan, I would 
encourage travel agents 
to highlight the rare 
chance to experience this 
magnificent, untouched 
kingdom through a 
guided excursion and 
make sure they have 
a chance to taste the 

traditional culinary 
wonders of Bhutanese 
food.

Judi Cohen
Tully Luxury Travel
While I have been to more 
than 89 countries across 
six continents, my greatest 
journey was to Myanmar, 
which I visited twice in 
2015. It was like step-
ping back in time; I could 
feel the old Orient here 
and also feel the British 
colonial influence. Travel-
ling on the Ayeyarwady 
River in a small Pandaw-
operated Teakwood river 
boat with less than 25 
passengers gave me the 
opportunity to really see 
and feel local communi-
ties, and experience how 
Buddhism is still part of 
day-to-day life. Seeing 
the thousands of ancient 
temples and pagodas in 
Bagan is an unimaginable 
sight, as is watching the 
sunset from atop one of 
the pagodas. My sales tip 
for when selling a river 
cruise here is to make 
certain clients know how 
primitive the embarkation 
and disembarkation can 
be.  The ships are tied up 
to trees along sandy river 

Your greatest journeys uncovered
What is the greatest journey you’ve ever taken? CT Magazine posed the 

question to a few travel industry personnel. This is what they had to say.

Phillip Solomon 

Brian Robertson Judi Cohen
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Antigua  
& Barbuda  
appoint new 
director

Colin Skerritt has taken on 
the position of director of 

tourism – Canada for the Antigua 
and Barbuda Tourism Authority. 
Skerritt comes from Air Canada, 
which he joined in 2010, prior 
to which he worked for Virgin 
Atlantic Airways. CEO of the Antigua and Barbuda Tourism 
Authority, Colin C. James, says:  “Our objective is to increase vis-
ibility and prominence of Antigua and Barbuda in Canada. With 
a new airport, increased opportunities for airlift and multiple 
new properties on the horizon, it is an exciting time to take on 
this role and Colin’s experience makes him the most qualified to 
achieve these goals.”  ❋

WestJet hosts Tier One agents

Thirty travel agents from Tier One Travel were recently 
hosted on an exclusive tour of the WestJet Campus & Hangar. 

The day included lunch and product updates. 

banks and stairs are often cut into 
the slope for passengers to use. 
I would suggest having clients 
stay at the Governors Residence 
or Strand Hotel in Yangon upon 
arrival, and of course encourage 

them to dine in local restaurants. 
Travel to Mandalay or embark 
a ship in Yangon. Keep in mind 
and advise clients that internal 
flights can be a challenge, so they 
should be prepared for flight 

changes and cancellations. 

Jonathan Carroll
Quark Expeditions
The greatest journey that I have 
ever taken would have to be the 
recent trip that I took to Sval-
bard (an archipelago of islands 
in the Arctic Ocean northwest 
of Norway). I travelled on a 
117-passenger expedition ship 
on an itinerary called Spitsber-
gen In Depth: Big Islands, Big 
Adventure. We travelled in late 
June and had opportunities to 
see some of the most con-
centrated numbers of wildlife 
that I have ever seen. Cruising 
through fast ice in search of 
polar bears under the midnight 
sun had everyone waiting with 
baited breath. Not only did we 
see numerous polar bears in 
close proximity to the ship and 
while Zodiac cruising, but also 

saw walrus haul-outs, bearded 
seals, ring seals, reindeer, puf-
fins, bird cliffs with literally 
thousands of nesting sea birds, 
barnacle geese, patrolling arctic 
fox, and to top it all off, a pod of 
blue whales feeding alongside 
the ship on our final night. We 
ventured as far north as above 
the Arctic Circle and took in 
many of the stunning fjords and 
hidden coves along the way. 
I took my third polar plunge; 
each time is just as exhilarating 
as the last! My number one sales 
tip for agents interested in sell-
ing this remarkable destination 
is to choose a small ship under 
200 passengers to optimize 
time off the ship hiking and/or 
Zodiac cruising. Also, book early 
in the season while ice condi-
tions are at their best for polar 
bear sightings! 

Bu
tte

rfi
eld

 &
 Ro

bin
so

n,
 Sh

ell
ey

 Pa
rry

, T
ier

 O
ne

 Tr
av

el

Jonathan Carroll

CAN YOU SELL THE WORLD?
Goway challenges you to complete a Goway 
passport to receive a FREE FAM TRIP*

IT’S AS EASY AS 1, 2, 3
1: Book each of Goway’s 6 regions
2: Book a group to anywhere in the world and you can apply it 
    to ANY destination
3: Claim your free FAM TRIP

1-800-387-8850
To receive your passport, contact your local BDM,

or download the form at gowayagent.com

*Valid on land bookings deposited 1 April 2016 – 31 March 2017. Visit gowayagent.com for full details
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By CT Staff
aIrlIne spotlIght

This piece was brought to you by  
Air Europa. Visit www.aireuropa.com 

for more information.

Air Europa offers up fleet  
info & sales tips

Hub: 
Madrid, Spain

Fleet:
Air Europa has nearly 
50 aircraft, including 
Embraer 195s, Airbus 
330s, Boeing 737-800s 
and Boeing 787 Dream-
liners. A young fleet, the 
average age aircraft is 
four years.

The client: 
All clients travelling 
throughout Spain or to 
other areas of Europe 
or North Africa could be 
Air Europa passengers. 
The airline currently 
flies to 20 destinations 
in Spain, 13 destinations 
in other parts of Europe 
and North Africa, plus 
many throughout North 
and Latin America.

What’s new?
In addition to the pro-
gressive incorporation of 
24 Boeing 787 Dreamlin-
ers from now until 2022, 
Air Europa has reconfig-
ured the business class 
on three of its Airbus 
330-200 aircraft. 

This new business 
class is almost identi-
cal to that on the new 
Dreamliners, offering 
full reclining flat-bed 
seats for a completely 
horizontal bed. Further, 
this reconfiguration has 
increased the business 
class capacity on three 

Airbus models from 18 
to 24 seats. Currently, 
two of these three 
Airbus 330 aircraft fly 
the Sao Paulo route, 
while the third flies to 
New York. 

Air Europa is working 
towards offering eight 
more business class 
seats on the new Boe-
ing 787-9, which will be 
added to the fleet as of 
2018, offering a total of 
30 business class seats.

 
Top sales tips, from 
the experts:
- Air Europa is a full 

fledge member of Sky-
team. It has aligned its 
product and frequent 
flying programme so 
passengers will have 
seamless connec-
tions and be instantly 
recognized by all Sky-
team partners. When 
travel agents sell Air 
Europa, they have the 
assurance they are 
offering their clients a 
high-value product.

- Air Europa offers com-
petitive rates and has 
flexible fares, whether 
travel advisors are 
working with budget 
passengers or business 
clients.

- Air Europa has 
dedicated sales and 
reservations staff in 
Canada, Europe and 
worldwide, with a 24/7 
Call Center.  

Advice for  
travel agents:
- Visit the newly 

designed website, 
aireuropa.com.

- Book a private training 
seminar with a sales 
manager in Canada.

- Sign up for its 
quarterly webinars 
and monthly 
newsletter. 

aIr europa 
destInatIons

SpAin
Alicante, Asturias, 

Barcelona, Bibao, A 
Coruna, Fuerteventura, 
Granada, Gran Canaria, 

Ibiza, Lanzarote, Malaga, 
Madrid, Mella, Palma 
de Mallorca, Santiago 

de Compostela, Seville, 
Tenerife, Valencia, Vigo 

and Zaragoza.

EuropE  
& norTH AFricA

Amsterdam, Brussels, 
Dakar, Frankfrurt, Lisbon, 
London, Milan, Munich, 

Porto, Ouarzazate, Rome, 
Tel Aviv and Paris.

THE AmEricAS
Buenos Aires, Cancun, 
Caracas, Havana, Lima, 

Miami, Montevideo, 
New York, Punta Cana, 
Salvador de Bahia, San 

Juan de Puerto Rico, Santo 
Domingo, Sao Paulo and 
Santa Cruz de la Sierra. ❋
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By CT Staff
airline spotlight

This piece was brought to you by 
Aircalin. Visit www.aircalin.com 

for more information.

Introducing Aircalin: What you 
need to know & how to sell it

Aircalin is New Caledonia’s international airline, and flies 
regularly to its capital of Noumea from 10 international 
destinations including Melbourne, Brisbane and Sydney, 
Australia; Auckland, New Zealand; and Tokyo and Osaka, 
Japan. Its fleet consists of two Airbus A330 long-haul 
aircraft and two Airbus A320 medium-haul aircraft.

CT Magazine asked Aircalin representatives what key 
points travel advisors should consider when selling the 
airline. Here’s what they want you to know:

It starts with  
the destination.
As clients seek safe 
vacation destinations 
that are not impacted by 
issues in other areas of 
the world, New Caledo-
nia makes for a great 
choice. An “undiscovered 
paradise” boasting sun, 
white sand beaches, blue 
waters, exquisite cuisine 
and quality hotel and 
transport infrastructure, 
guests can enjoy golfing, 
hiking, diving and kite 
surfing here.

Consider the clientele.
New Caledonia is ideal 
for niche markets and 
travellers wanting to 
experience something 
different and exotic. 
Prospective clientele 
includes dive asso-
ciations, honeymooners 
and MICE groups, or 

South Pacific cruise pas-
sengers looking to add a 
pre- or post-experience. 
Further, consider propos-
ing that clients who are 
travelling to Australia, 
New Zealand or Japan 
extend their trip with a 
visit to New Caledonia.

Leverage Aircalin’s 
partnership with  
Air Canada.
Aircalin’s new partner-
ship agreement with 
Air Canada makes travel 
from Toronto and Van-
couver faster and easier 
with just one stopover 
in Tokyo, Japan. Daily 
Noumea-Toronto flights 
via Tokyo are available, 
as well as six weekly 
Noumea-Vancouver 
flights with Aircalin and 
Air Canada. In addition, 
Aircalin will soon offer 
connections with Air 
Canada via Australia.  

Take advantage  
of available 
educational resources.
Aircalin has two sales 
offices in Canada and 
a team ready to assist 
travel advisors with all 
sales and reservations 
needs, in order to suc-
ceed in selling the prod-
uct. Travel agents and 
agencies have the option 
to book a private train-
ing seminar, and may 
benefit from subscribing 
to its quarterly webinars 
and monthly newsletter. 
Plus, keep in mind that 
agents who sell Aircalin 
frequently are rewarded 
with access to famil-
iarization trips or free 
flights. Further, the airline 
has a newly redesigned 
website with interactive 
features to assist travel 
advisors in selling the 
product. ❋ Ai

rca
lin
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Luxury knows no limits
Dancing the dance of love? 
It’s a “been there, done that” 
attitude that will sell your 
services. You’ll benefit from 
the fact that you and only 
you have the tours that the 
luxury traveller books. 

Who do you knoW? 
This is the key to success. If 
you’re promoting a sup-
plier’s product, you’ll be 
following their itinerary 
and going with the level 
of luxury they provide. If 
you promote your luxury 
planning services, you will be 
creating and customizing 
the tour that your clients are 
requesting. Perhaps you are 
focused on Spain, Japan, or 
Cambodia… wherever it is, 
your clients are coming to 
you for your expertise and 
it is here that you must be 
able to call on your contacts 
in the country your clients 
are travelling to and arrange 
an experience that will blow 
their minds. When you can 
pull that rabbit of that hat 
and “wow” your clients, 
your sales plan is coming to 
fruition. 

And once you sell one 
luxury client, they are always 
keen to be an ambassador 
for you and recommend you 
to their friends.  Now you’re 
marketing your luxury group 
planning services! ❋

deciphering the luxury client 
For your luxury sales plan, 
you need to understand 
what the term “luxury travel” 
means to your existing 
clients. For some, it may be 
thread count, gold-plated 
faucets, spacious rooms or 
personal butlers. For others, 
it may be a remote getaway 
with only the bare necessi-
ties but oh, that view! Hav-
ing a clear understanding 
of their expectations and 
desires is the best first step.

These clients typically live a 
luxury lifestyle and will pay 
to maintain that while they 
travel; as such, the best of 
everything will satisfy them. 
In my experience, affluent 
clients are very easy to deal 
with and sell to. They have 
no falsehoods and they are 

upfront in their business 
dealings. My former one or 
two millionaire clients would 
order in a pizza and we’d 
review their documents over 
a beer. 

levels of luxury travel
Here’s where your sales plan 
comes into play. Be mind-
ful of the insight provided 
by your luxury suppliers, 
who report on their custom-
ers and their preferences. 
From there: 1) Identify the 
luxury product you would 
like to sell. 2) Identify who, 
amongst your existing 
clients, falls into this level 
of luxury travel. 3) Promote 
yourself as a high-end travel 
advisor specializing in luxury 
travel products; this should 
position you as someone 
selling travel products priced 
around $20,000 per person. 

sell your luxury custom 
planning services
Over the years, I’ve seen 
many a travel agent focus on 
the luxury sale and as such, 
go all out to promote world 

selling travel                       With steve

with Steve CrowhurSt, CtC
Owner / Operator, The Selling Travel Store

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. 

cruises, 40-day tours, around 
the world flights and the like. 
But after spending oodles of 
money in advertising their 
services, the business doesn’t 
come knocking. The prob-
lem is they had it all about 
face; if you intend to sell to 
the wealthy, you must know 
how to walk amongst them. 
That’s right; the affluent 
know the affluent. If you’re a 
pretender, that’s how you’ll 
be perceived, and the sales 
won’t come.

That said, be who you are, 
and you’ll go far. Sell what 
you know, what you’ve seen 
and done, and demonstrate 
your expertise; then, the 
business will follow. These 
travel-hungry dreamers are 
after the experience you had. 
What was it? Hanging off a 
cliff? Strolling with crocs? 

If one can afford to travel, 
that in itself is a luxury. If 
one has the time to travel, 
that too is a luxury. If one 
has both the time time and 
the money, then it’s time to 
start planning their journey.
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Familiarizing you with the  
new KLM Dreamliner

KLM offers seasonal summer service twice daily 
flights between Amsterdam and Toronto,  except 
Thursdays and Sundays, which have one daily 
departure. The Dreamliner specifically is flying 
to YYZ twice weekly, Mondays and Fridays, until 
Sept. 19, 2016 then, until Oct. 29, four times weekly: 
Mondays, Tuesdays, Thursdays and Fridays.
 
The state-of-the-art aircraft, manufactured by 
Boeing, has a completely redesigned homelike 
cabin interior, higher cabin pressure, special LED-
lighting, and wifi.

On July 4, KLM’s new Dreamliner flew to Canada 
through familiar airspace with its inaugural arrival in 
Toronto from Amsterdam, and select trade partners 
had a chance to preview the new ride on July 11.

For those who weren’t able to take a tour, we’ve got 
you covered.

Quick facts
- The inflight entertainment 

system has been re-imag-
ined, with bigger screens. 
Travellers can choose from 
more than 150 films and 200 
TV programs in 12 languag-
es, including a large number 
of local films.

 - Of the 264 seats in economy 
class, 48 seats are in the 
Economy Comfort zone. This 
seating configuration boasts 
40 per cent more recline 
with recharging power 
sockets for personal mobile 
devices with an 11-inch 
screen that has intuitive HD-
quality touch screens. There 
are interactive 3D maps, and 
the option to communicate 
via Seat Chat with fellow 
passengers who are not 
seated nearby.

- There are 30 private, fully 
reclining seats in World 
Business Class with direct 
aisle access. On the 16-inch 
touch screen inflight 
entertainment systems, there 
is an option for a dual-screen 
experience, for Seat Chat or 
to game with the handset 
while movie watching.

What makes KLM's 
Dreamliner unique:
- Warm colours through the 
cabin’s LED lighting system 
helps time zone transitions
- Larger windows which dim 
with the push of a button.
- Onboard WiFi
- Two high-tech engines which 
cruise at 913 km/h fly further, 
faster, cleaner and quieter
- Lighter aircraft due to 
composite materials

KL
M

By Ilona Kauremszky
product education
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This piece was brought to you 
by KLM. Visit www.KLM.com  

for more information.

destinations

KLM offers seasonal summer 
service with twice daily flights 

between Amsterdam and 
Toronto,  except Thursdays and 
Saturdays, which have one daily 

departure. 

KLM serves five gateways in 
Canada and provides a total of 

37 weekly flights to Amsterdam:  
Toronto (12), Vancouver (7), 

Calgary (7), Montreal (7) and 
Edmonton (4). 

A daily shuttle bus service is 
available between Ottawa 

and Montréal-Trudeau 
International Airport for 

clients connecting to or from 
the nation’s capital with KLM. 

KLM also has partnerships 
with WestJet and through Air 
France-KLM has partnerships 

with Delta Air Lines and 
Alitalia.

 
KLM offers 145 worldwide 

destinations, whereof 68 long 
haul and 77 medium haul 
destinations (Europe).❋

Among 
the most 
important 
features of 
the Boeing 
787-9 are the 
new World 
Business 
Class (WBC) 
seats, which 
recline 
completely 
flat and have 
direct access 
to the aisle.

The seats in 
Economy Class 
offer passengers 
extra comfort. 
The back of the 
seat can recline 
40% further and 
all passengers 
have access to 
a power socket 
where they 
can recharge 
their mobile 
equipment.
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1. Anyone can buy a pass to 
a Plaza Premium Lounge.
There’s no need to be with any 
particular airline or class, or 
have an exclusive membership. 
“This sets us apart from other 
airport lounges,” says Christina 
Li, operations manager – Canada, 
Plaza Premium Lounge. “Everyone 
is a VIP in our books.”
 
2. There are all-inclusive
food options.
Aside from sandwiches and 
salads, clients will find hot dishes 
with local and international flare. 
There’s no limit on the amount 
of food per guest; if guests want 
more, they can help themselves. 
Considering the price of dining 
in airports, investing in lounge 
access for this reason alone makes 
for great value.
 
3. Enjoy a free-flow of beverages 
(beer, wine and spirits included).
Some Plaza Premium Lounges 
have a full bar. Some locations 
have staff ready to serve guests 
while others provide a self-serve 
bar. As an added bonus, Plaza 
Premium Lounges in Canada serve 
locally crafted beers and wines. 
For example, in the Winnipeg 
lounge, guests can enjoy famous 
pale and rouge ale for a local taste.
 
4. Take advantage of the 
opportunity to freshen up.
Most Plaza Premium Lounges 
offer shower facilities for guests 
to freshen up before their flight, 
which is especially convenient for 
in-transit travellers during long 
layovers.
 
5. Get down to business.
Fully equipped computer work-
stations, complimentry wifi and 
charging stations are available 
for travellers needing to catch up 
on some work or send out those 
last-minute e-mails. VIP rooms are 
also great for meetings and are 
available for rent at an extra cost.

What you need to know 
to start selling Plaza Premium Lounge

As a way to set themselves apart and add value for clients, 
travel advisors are often seeking ways to enhance and extend 
the vacation experience. It may be arranging a car service upon 
departure or return; it may be providing a special package 
with which they can use to begin their journey. Plaza Premium 
Lounge is another exciting option, allowing you to send clients 
off in comfort and style. To help you understand how and why, 
CT Magazine and Plaza Premium Lounge bring you this helpful 
sales guide. Here are the top selling tips straight from the experts 
who know best:

By Terrilyn Kunopaski
COLLABORATIVE FEATURE

Full-service bar with views of the 
television screens at the International and 
Domestic Departures lounge in Winnipeg 
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1. 
WhAT REsOURCEs ARE 
AVAILABLE FOR TRAVEL 

AdVIsORs InTEREsTEd In 
sELLIng PLAzA PREmIUm 

PROdUCT?
Our website, www.plaza-
network.com, is a great 
source of information 

on our locations and our 
services. We also have a 

partner booking site avail-
able for travel advisors to 

register and book our local 
and international lounges – 
it’s called the Partner Portal. 

The link can be found at 
the bottom of our website; 
it’s a great tool to book and 
keep track of transactions 
and bookings for clients. 
In addition, we offer up 
to 20 per cent discount 
to our partners booking 
for their clients on the 

Partner Portal. This can be 
applied to the purchase of 
regular bookings as well as 
our redemption coupons. 
Redemption coupons can 
be purchased and gener-
ated for a client with an 

expiry of up to one year, so 
it’s great as an incentive/
gift to the client. It’s also 

important to mention that 
our sales staff is available 

by phone or e-mail to 
provide information on 

our lounges and to assist 
agents with making group 

bookings. Travel agents 
should also keep in mind 

that discounted rates 
are available for groups, 
depending on the size. 

More information on the 
rates can be provided by 

our sales team at sales.ca@
plaza-network.com.

 
2. 

hOW shOULd TRAVEL 
AdVIsORs POsITIOn ThE 

PROdUCT WhEn PREsEnTIng 
IT TO CLIEnTs?

Our product is unique 
in comparison to other 

airport lounges. We are the 
largest independent airport 

lounge network around 
the world, and are the 2016 
Best Independent Airport 

Lounges worldwide accord-
ing to Skytrax. Our mission 
is to offer all travellers the 
comfort and convenience 

of an airport lounge regard-
less of class or airline, with 
the goal of enhancing the 
airport experience. For an 

affordable fee, our lounges 
provide guests a haven 

away from the hustle and 

bustle of the airport, offer-
ing a space with premium 

service and facilities for 
travellers departing, transit-
ing or arriving. Comfortable 
seating, recharging stations, 

a wide selection of food 
and beverages, complimen-
tary wifi, VIP rooms, internet 

workstations, private 
resting rooms and shower 

facilities are a few of the 
services we offer in our 

lounges (services provided 
may vary at each lounge). 

Plus, we are family-friendly, 
so children aged two and 
under are free of charge, 

while lower rates are avail-
able for children less than 
11 years of age accompa-

nied by a paying adult.
 
3. 

WhAT Is ThE PROFILE OF 
PLAzA PREmIUm gUEsTs?

Our guests are from all 
walks of life – business 
or leisure, individuals or 
families, local or interna-
tional. We have a great 

presence in Canada and on 
other continents, so we get 
international travellers with 
a familiarity with our name 
– Plaza Premium Lounge. 

For business travellers, our 

lounges provide a quiet 
space to get work done, pri-
vate areas to make phone 

calls without the noise from 
the airport crowds, and 

also a business centre with 
fully equipped computer 

workstations. We also have 
VIP rooms available for rent 

for business meetings.
 
4. 

Why WOULd A TRAVELLER 
WAnT TO InVEsT In A PLAzA 

PREmIUm LOUngE PAss?
Our lounges provide a 

quiet place to escape the 
hustle and bustle of the air-
port, so guests are able to 
relax, watch television, surf 

the web and read maga-
zines – all while enjoying 

our fresh and healthy food 
options. Our lounges offer 
all-inclusive hot and cold 
food options at our buffet 
bar with a range of local 

and international cuisines. 
We offer gluten-free food 

options and local signature 
menu freshly prepared in 
our selected on-site kitch-

ens by our experienced 
chef and staff.

 
5. 

WhAT ARE ThE PRICEs? CAn 

A TRAVELLER BUy PAssEs 
In BULk?

Our adult walk-in rates (in 
CAD) start at $40 plus tax 
for two hour lounge use, 

$50 plus tax for three hour 
lounge use and $70 plus 

tax for six hour lounge use. 
We also have a one-hour 

walk-in rate that is available 
during our breakfast hours 

(entry before 9 a.m. in 
Edmonton and Winnipeg, 
and 10 a.m. in Toronto and 

Vancouver). Child rates 
start at $28 plus tax for two 
hours. Lounge passes can 
also be purchased on our 
website at the following 
rates: $32 for two hours, 

$40 for three hours and $56 
for six hours (only available 
in USD, no tax). Child rates 
start from $22 USD for two 

hours. As mentioned, we 
offer up to 20 per cent off 

the above adult regular 
walk-in rates exclusively for 
agencies and travel agents 
booking through the Part-
ner Portal. Prices and hours 
vary for each international 
lounge location and can 

be purchased through the 
Partner Portal in USD or 

with the local sales team at 
the airport location. ❋

TAkE                       FIVE

with Christina Li,  
Operations Manager – Canada,  

Plaza Premium Lounge

Main seating area in the International 
Departures lounge at Vancouver 

International Airport

Computer workstations, magazines and 
televisions at Domestic Departures lounge 

at Vancouver International Airport
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Building loyalty with upset clients

By Jennifer  Prendergast
Business development

work; with so much investment, 
it’s understandable they’re upset. 
The good news is that you now 
have the opportunity to save 
the day. Remember this – they’re 
calling you because they trust 
you will be able to help them. 
So now let’s get to fixing the 
situation.

step three: Get the facts  
and come up with at  
least one solution
Strip out the emotion and figure 
out the crux of the problem. If it’s 
not apparent from the e-mail or 
voicemail, think of who else you 
can access to gather information. 
The hotel property? Your BDM? 
A reservations agent who may 
have some notes on file? Once 
you’ve got the facts, you need 
to come up with at least one 
solution before you contact your 
client. Why? Because in each 
interaction you have with them, 
you want to be one step closer 
to a resolution. If you call them 
immediately with no options, 
you’re going to get off the phone 
and find yourself in exactly the 
same place you were when you 
picked it up. If, however, you have 
something to present to them, 
it’s going to reinforce your cred-
ibility and help to start diffusing 
the situation. Even if it’s not the 
final solution, being able to say, 
“I’ve already spoken with so-and-
so and this is what we can do” 
gets the interaction off on the 
right foot.

step four: pick up the phone
Even if they’ve contacted you 
via e-mail, always pick up the 
phone when you have an upset 
client to deal with. It’s direct, fast 
and personal, not to mention 
that having a voice-to-voice 
conversation will leave less room 

It happens to the best of us: no 
matter how hard we work to cre-
ate the best possible experience 
for our clients, sometimes things 
don’t go as planned. Is there any 
worse feeling at work than open-
ing an angry, all-caps e-mail from 
a client or, worse yet, picking up 
a voicemail in which they share 
their displeasure and demand a 
call back? 

Believe it or not, it’s in these 
situations that you have the 
opportunity to build loyalty with 
your clients.  

In my university days, I worked 
in the Customer Relations 
Department (a.k.a. retention 
department) at a call centre for a 
Canadian cell phone provider. It 
was my job to work with custom-

ers who were calling to cancel 
their accounts and try to save 
their business. One of the most 
eye-opening lessons I learned 
was that it’s surprisingly easy 
to build loyalty – not in spite of 
a problem arising, but because 
of it. 

Read on for a step-by-step 
guide on how to deal with upset 
clients and learn why you should 
embrace rather than fear these 
interactions.

step one: steady yourself
You’ll be immediately overcome 
with the inevitable pit-in-the-
stomach feeling, flushed cheeks 
and an elevated heart rate; it’s 
natural to worry that we’re about 
to lose this client’s business and 

the work we’ve put in will be 
all-for-not. Let it pass. When you 
receive that angry e-mail, read it 
again and be thankful that you 
have some time to compose 
yourself before responding. Take 
a few breaths and get ready in 
order to act quickly to get on top 
of the situation.

step two: understand  
their emotion
People are more courageous 
over the phone than they’d ever 
be face-to-face, and even more 
so via e-mail – especially as the 
stakes get higher. This isn’t a $10 
overcharge at a restaurant; this 
is the trip that they’ve dreamed 
about, for which they’ve planned, 
saved and booked time off of 
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for misinterpretation compared to an 
e-mail. If you get your client on the 
phone and they need to vent, let them 
do it. Show empathy without fanning 
the flames. Saying something like, “I 
understand how frustrating this is” will 
go a lot further than, “I can’t believe 
they just did that to you.” Once they’re 
done, let them know you’re already 
working on it; tell them exactly where 
you are with the resolution and what 
your next steps are going to be.

step five: keep them updated  
on your proGress 
Now that your client knows you’re 
working on a solution, they should be 
able to breathe a little easier.  All you 
have to do now is keep them in the 
loop on the progress you’re making; 
a quick e-mail or even the occasional 
text message will go a long way to 
reassuring them further. Two benefits 
to this step: First, they’ll know their 
immediate issue will be solved as soon 
as possible. Second, and more impor-
tantly, you’re building value in your 
service and credibility. Even if after 45 
minutes your text says,  “Still on hold, 
shouldn’t be much longer!”,  you’re 
showing them why their decision to 
book through you was the right one. 
Knowing you are making calls, waiting 
on hold and contacting all of your rel-
evant connections will make them feel 
grateful to have you on their team.  

Ever notice that the people who are 
most loyal to any service provider are 
the ones who can tell you a story about a 
time something went wrong, how it was 
fixed and how that experience solidified 
them as a long-term customer?  

You likely have businesses that you 
are fiercely loyal to – the ones you 
recommend to friends and family.  I’d 
hazard a guess that many of your 
recommendations come along with 
a story or two. Going back to my call 
centre experience, it was always the 
hardest to retain the business of a cus-
tomer who had signed up for a phone 
plan and then hadn’t called us again 
until the moment I was speaking with 
them.  The customers who had called 
in for help with issues in the past, on 
the other hand, were always easier to 
save. I can’t count the number of times 
I heard, “That’s why I stay with this com-
pany – you always treat me well and 
help me when I need it”.  To this day, 
those words are music to my ears.  

a few final thouGhts:
1. If you pick up the phone and find your-

self on the receiving end of an earful, 
while it isn’t ideal that you can’t take 
the suggested measures described in 
step one to compose yourself or start 
sourcing solutions as per step three, the 
best approach is to let your client vent, 
calmly figure out the problem, ask how 
you can best get in touch with them as 
you source a solution, and give them a 
timeframe in which you’ll send them an 
update. If you say 20 minutes, make sure 
you’re texting or e-mailing them in 20 
minutes or less. From there, follow the 
steps as listed.

2. We all know that some people will always 
be impossible to please. This piece is 
not to suggest that every client who will 
ever have a problem will be skipping off 
happily into the sunset after you resolve 
their problems; what I am saying is that 
we should look at these as opportunities 
to build deeper relationships with our 

Do you have an example of a time when 
you were able to build loyalty with a 

client as a result of a problem? Send me 
your stories for the opportunity to have 
them published in an upcoming issue  

of CT Magazine. 
jenniferp@mypassionmedia.com

clients. You’ll lose some, sure, but you’ll 
win others for life, with their future 
business and referrals.

3. If anyone ever moves from the realm 
of venting to you and into the realm of 
venting at you, that’s 100 per cent not 
acceptable; no one should expect you 
to go to work and put up with personal 
insults and abuse. If that is ever the case, 
it’s time for management to step in and 
support you, and perhaps time to consider 
firing your client. Happy selling! ❋
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Using Facebook to  
grow your business

When you think “social networks,” I am willing to bet that 
the first thing you think of is Facebook. With more than 1.65 
billion active monthly users, Facebook is easily the largest 
amongst major social networking platforms, followed by 
YouTube, with one billion active monthly users, and Twitter, 
with 310 million.

By Ryan McKenzie
TECHNOLOGY

If you are just starting 
out using social media 
for your business, I rec-
ommend you start with 
Facebook. Once you’ve 
mastered Facebook 
profitably, you can try 
your luck with other 
networks.

Your goal with 
Facebook should be to 
become an authority on 
travel (or whatever other 
vertical you may be in). 
With that said, you can’t 
expect to become an 
authority by posting pic-
tures of your meals, pets 
or children; you need to 
cater to your audience. 
This means you will 
need to dedicate time 
to building a Facebook 
page, as well as creating 
and curating content.

If you can’t spare the 
time to service your 
audience with content 
they will love, you 
aren’t going to ben-
efit from Facebook (or 
social media in general, 
for that matter).  

Top tips for using the 
platform effectively
At least once a year, 
Facebook announces 
a change in their algo-
rithm that is designed 
to negatively affect 
the social reach of busi-
nesses and increase 
the visibility of posts 
from friends and family. 

A huge uproar hap-
pens and businesses 
talk about revolting.  

Truth be told, 
Facebook wants to 
please their users. They 
do this by increasing 

the visibility of content 
they feel the users 
want to see. The easiest 
way to avoid being 
impacted by these 
algorithm updates is to 
post amazing content 
that your followers love.  

But amazing content 
sounds time consum-
ing, right? It doesn’t 
have to be.  

Most businesses 
on Facebook primar-
ily post links that 
lead users away from 
Facebook and onto 
their website, which 
means Facebook is los-
ing potential revenue. 
To prevent Facebook 
from limiting how 
many people see your 
updates, post more 
native content.

Native content is 
content that lives on 
Facebook and doesn’t 
send the user away. 
These types of posts 
help position you as 
an authority on travel, 
build trust with poten-
tial customers and help 
you grow your reach.  

Three types of  
native content

Images
Images might be one 
of the easiest ways to 
get traction on your 
Facebook page. I’m not 
talking about posting 
an average looking 
picture of the beach on 
your business page. I’m 
talking about creating 
something share-
worthy. Here are two 
options:

Why people use it
Facebook is the king of 
social media because of 
it’s versatility. I can be 
networking with clients in 
a private Facebook group 
from my living room, while 
my wife reads news links 
she finds on her profile 
feed, and my son posts a 
picture of caterpillar he 
just found in our backyard. 
Further, the beauty of 
Facebook is that it adapts 
to how you want to use it; 
based on your activity on 
the site, it learns the type 
of content you engage 
with and ensures that the 
bulk of information you 

see matches your inter-
ests. For businesses and 
professionals, you can set 
up a page specifically for 
networking and business 
development purposes, 
and from there, it doesn’t 
take much to invest in 
targeting your posts to 
users who match your 
ideal prospect, therefore 
allowing you to increase 
your reach and exposure.

To learn how to set-up 
a Facebook page for your 
business, visit: https://
www.facebook.com/busi-
ness/learn/set-up-face-
book-page. But first, you 
should consider whether 

or not it is a worthwhile 
option for you.

How do I know if 
Facebook is valuable  
for my business?
Time is a commodity and 
unplanned social media 
might be the fastest 
way to waste it. With 
the Internet and social 
media in general, there is 
always something new on 
the horizon that will be 
begging for your atten-
tion. The key to success 
is to keep things simple 
and don’t let yourself 
get drawn into all these 
distractions.
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1. Take a gorgeous photo, 
overlay an inspiring 
quote on top of it, and 
sneak your branding in 
the bottom corner.  

2. Gather data on a 
specific area/topic and 
build an infographic. An 
infographic consists of 
statistics organized in a 
beautiful graphic.

Of these two options, 
creating images with 
quotes is much less time 
consuming. You don’t 
need to be an artist or 
own a bunch of software 
either.  Simply set-up a 
free account on Canva.
com and source free 
pictures from Unsplash.
com (or use your own). 
Canva does all the heavy 
lifting for you and you 
can crank out beautiful 
images in no time.

Example:

Facebook Live
Facebook Live is one of 
the site’s more recently 
launched features. It 
allows you to live stream 
video and interact with 
your audience. It gives 
you the opportunity to 
educate your customers, 
while building trust and 
engaging with people 
who are on the fence 
about working with you. 
You don’t have to have 
fancy equipment or be 
somewhere exotic; you 
can create these from 

anywhere using your 
smart phone. Here are a 
few tips:
1. Limit your streams to 

five minutes in length 
(people have short 
attention spans).

2. Have a topic ready 
in advance and have 
three points ready to 
talk about.

3. Greet/acknowledge 
new users who enter 
your stream and 
encourage questions.

4. Just do it! You will get 
better as you go.

Facebook Video
Share your videos! Since 
Facebook launched 
Video, they have heavily 
favoured posts includ-
ing Facebook video over 
YouTube links. Facebook 
videos load natively 
within the site’s feed, 

which makes it incredibly 
easy for users to engage 
with your content. This 
is probably the most 
challenging and time 
consuming content to 
create out of the three 
I’ve mentioned here, but 
if you have the time and 
the skill to put together 
some nice looking videos, 
you have huge potential 
to gain serious visibility. 
To make the most of this 
opportunity:

1. Use subtitles on your 
video: By default, 
Facebook starts videos 
with the audio off, so by 
using subtitles, you can 
get your point across 
even if the user doesn’t 
turn on sound.

2. Get in the habit of 
recording more video 
when you participate 

Examples of 
successful 
Facebook  

posts.

in FAM trips or attend 
industry events, so you 
have material to work 
with if you ever take 
the video plunge.

Look for the September 
issue of CT next month for 
our guide on what to post 
on your Facebook page! ❋

N D t o u r i s m . c o m / g r o u p s

unscr ipted
We like to think that Lewis & Clark, 
along with Sakakawea, enjoyed a good 
laugh as much as anyone could in the 
winter of 1804. Rich history is just one 
reason why North Dakota native Josh 
Duhamel returns home. This summer, 
share the fascinating history of our 
state with your travel group. Visit us 
online to plan your next tour itinerary.  

Josh Duhamel

Fort Mandan, near Washburn
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Selling Silversea: Appealing to the 
right client & closing the deal

To be successful in selling luxury travel, you need to 
have great product knowledge, an understanding of 
client needs, and a keen eye for detail.

First and foremost, though, you need to have the 
right clientele and often, even the most seasoned 
travel advisors don’t know where to find them. 

Silversea Cruises is an especially unique product, 
specializing in ultra-luxury cruise experiences. 
Selling Silversea can prove lucrative, thanks to high 
price points and the delivery of experiences that 
earn travel advisors repeat business. To help you 
recognize how to connect with potential clientele, 
the experts at Silversea have helped CT compile 
these suggestions.
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1 
Build relationships with 

affluent travellers.
You’ve likely learned by now 

that if a client comes in looking 
for a dollar-driven deal, they’re 
not simultaneously looking for 
an upscale vacation; these are 

the types of bookings that take 
up a lot of your time and energy 

with little return. With that in 
mind, focus your energy on 

clients who seek unique travel 
experiences rather than low 

prices. Not only will this allow 
you to exercise your abilities as a 
travel advisor more completely, 

you will reap the financial 
rewards of selling higher-ticket 

trips. This type of traveller is also 
more likely to value your service, 

and as a result, return to you 
time and time again.

2
who’s looking to take that 

“trip of a lifetime”?
Do you have clients who 

might soon be celebrating a 
milestone, such as a wedding, 

anniversary, special birthday or 

even a retirement? These are 
all occasions in which people 
may be more apt to invest in 
a unique and high-end travel 
experience such as a Silversea 
cruise. Be sure to keep notes 
on clients throughout your 

relationship with them, so not to 
miss these opportunities when 

they arise. Further, communicate 
the idea to your database as 
a way to peak any potential 

interest, and market your 
services so travellers looking for 

that trip of a lifetime know to 
come to you first.

3
single and ready to mingle?

Solo travellers can take advantage 
of single supplements as low as 

110 per cent with Silversea, so the 
price point remains affordable 

for anyone looking for their own 
suite. Every voyage includes a 

champagne Welcome Reception, 
which makes it easier for these 

clients to meet and mingle with 
other solo travellers, and on select 

voyages, Gentlemen Hosts are 
also available as dance partners 

or dinner companions.

By Terrilyn Kunopaski
CollaBorative feature
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4
sift through your dataBase.

Do you have clients in your 
database who may have taken 

extended international land 
vacations in the past? Premium 

vacations, whether by land or sea? 
River cruises? These are all great 
prospects for Silversea sailings; 

they may just need a nudge in the 
right direction to start considering 

their next booking, so reach out 
to them with upcoming sailings 
and itineraries to get the wheels 

in motion.

5
partner with like-minded 

organizations.
Once you have a closer look 
at your existing client list, it’s 
time to think outside the box. 

Consider teaming up with local 
organizations and businesses that 

charge high-end membership 
fees, such as country clubs or 
dinner clubs, to host a special 
soirée. With this tactic, you will 
gain exposure among qualified 

leads, by showing-off the exclusive 
experiences only you can provide 
to them. You may even consider 
taking these partnerships one 

step further by promoting a group 
sailing experience for members. ❋

Silversea’s Silver Muse is 
scheduled to launch in April 
2017. Her inaugural season 
will include 52 UNESCO World 
Heritage Sites, from ancient 
Greek temples through to 
historic Caribbean fortresses.
Launching from Monte Carlo, 
Silver Muse will call at 34 
countries and over 130 ports in 
her first year alone. The addition 
of this vessel will expand 
Silversea’s fleet to nine ships.

Silversea has launched a 
dedicated brochure for Silver 
Muse featuring all itineraries 
of the inaugural season, along 
with new details on the ship’s 
eight exclusive restaurants, 
suites, and innovative interior 
and exterior public areas.
For more information and to 
request a printed or digital 
version of the Silver Muse 
brochure, visit  
www.silvermuse.info.

did you know
Clients who have Booked 

river Cruises in the past are 
the ideal silversea guest.

River cruise clientele have 
similar customer traits, 

demographics and travel 
goals as Silversea cruisers, 

according to the company’s 
research.

For one, they enjoy benefits 
of a small ship experience. 

This includes:
- An intimate environment

- Comfortable 
accommodations

- Upscale amenities
- Access to small ports

- Small group tours

In addition, they understand 
and appreciate the value 

included with all-inclusive 
packages, such as:

- Fine dining options
- Free-flowing champagne, 

wines and spirits
- Shore excursions on select 

sailings
- Complimentary WiFi

Quick tipS on Selling luxury
- Become an expert on the Silversea product; you must know more to 

sell more, and often this means experiencing a sailing first-hand.
- Make an emotional connection. Share noteworthy client experiences 

as a way to entice others into making their own memories. 
- Uncover where your clients are itching to go and let them know when 

new itineraries are available that align with these bucket list wishes.
- Be accessible and responsive, and go the extra mile for your clients. 

Remember your differentiator is in the details your work covers, 
from the time they leave home to the time they return.
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Five incredible journeys for  
the well-travelled client 

Every travel advisor worth their salt has at least one 
“been there, done that” client who cringes at the 
suggestion of any mainstream or all-inclusive type 
of travel.

Maybe they’re an active, retired couple who have 
seen Europe, done the classic U.S. RV road trip, and 
are looking for their next great adventure. Maybe 
they’re a busy family seeking a memorable way 
to reconnect. Or, perhaps they’re millennials with 
“wanderlust” and a “work, save, travel, repeat” 
attitude.

Whatever their motivation, the call to travel has been 
rooted in exploration since before the world was 
round, and today it’s no different. Clients don’t just 
want to see something new and extraordinary – they 
want to feel like intrepid travellers while they’re 
doing it.

We’ve rounded up a few remarkable journeys to 
recommend for your client’s next great adventure:

By CT Staff
product education
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Haida Gwaii – or the “Gal-
apagos of the North” – are as 
untouched as they come.

This remote island archi-
pelago situated 70 kilometers 
from the northwest coast 
of British Columbia boasts 
old-growth forests, more 
than 20 species of whale and 
dolphins in its waters, and 
the remains of village sites 
abandoned by the indigen-
ous Haida Nation more than 
a century ago.

Although the protected 
UNESCO World Heritage 
Site SGang Gwaay Llnagaay 
and its carved memorial 
totems has been unsettled 
since the early 19th century, 
many tour operators offer 
passage to the region by sail-
boat, allowing travellers to 
take in the experience both 
unobtrusively and in style. 
Most voyages are eight days 
long (with customizable itin-
eraries often available), and 
include stops along the way 
for bear watching, fishing or 
historical tours.

Selling point: While this trip is 
indeed the stuff of dreams for 
birdwatchers or photograph-
ers, it would also suit a travel-
ler with limited vacation time 
who wants to see something 

pin loops and panoramic 
views from the swooping 
valleys of the Himalayans 
to the green tea gardens of 
Darjeeling.

In addition to the Toy Train 
route, the Darjeeling Hima-
layan Railway also operates 
three main services offering 
a number of museum and 
sightseeing opportunities, 
including Joy Rides from 
Darjeeling to Ghoom and 
Jungle Safari Holiday Trains, 
known for its “Z” reverse 
zigzag manoeuvres up and 
down mountainous slopes.

Selling point: Temporarily 
placed out of commission 
by an earthquake in 2010, 
the railway has since been 
restored and reopened in 
December 2015, allowing an 
experience older than any 
person presently alive to be 
new – and excitingly novel – 
once again.

Sail into Haida gWaii
While it may be unsurprising 
to hear, Canadian travellers 
don’t have to embark on 
a trip halfway around the 
world to find total and utter 
wilderness; the evergreen 
shores of British Columbia’s 

taKe tHe toY train  
to darJeeling
While it’s official name is 
The Darjeeling Himalayan 
Railway, the moniker is apt; 
sporting a cozy two foot-
wide gauge, India’s famous 
Toy Train has been trans-
porting tourists and locals 
alike from New Jalpaiguri 

in the Eastern Himalayas to 
Darjeeling since 1881.

Named a UNESCO World 
Heritage Site in 1999, this 
19th century diesel loco-
motive’s route is approxi-
mately 85 kilometers (eight 
hours) long, passes over 
nearly 500 bridges and 
includes steep climbs, hair-

The Darjeeling 
Himalayan 

Railway

SGang Gwaay 
Llnagaay at 

Haida Gwaii



21   Canadiantraveller.net      August 2016

flying Kenya’s massive 
landscape by Cessna 
is the fastest and the 
most scenic way to get 
from point A to B, and 
flying safaris are fast 
becoming a popular 
way to see various 
regions of the country 
in one trip.

From luxury first-
class aircraft to rustic 
bush planes, Cessna 
charters appeal to 
all types of travellers 
and to all manner 
of trip styles, with 
some even offering 
their own itineraries 
providing access to 
otherwise difficult-
to-reach regions and 
incomparable birds-
eye views.

After all, if you’re 
going to see Kenya, 
why not see it from all 
possible angles?

Selling point: Most 
Canadians headed 
to East Africa prefer 
longer stays to account 
for the distance from 
home, so suggesting 
a 14-day itinerary 
touring the Mathews 
Mountain Forest to the 
shores of Mombasa – 
with game drives in 
between – all in one 
trip is a sure-fire way 
to make a special trip 
spectacular.
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extraordinary a little 
closer to home.

SaFari BY ceSSna:  
KenYa FroM tHe SKY
A wild giraffe is 
an unforgettable 
sight. Spotting these 
magnificent animals 
running through the 

savannah from a few 
thousand feet above, 
however, is truly a 
once-in-a-lifetime 
experience – and 
certainly, a once-in-a-
lifetime perspective.

A long-time, oft-
romanticized practice 
harking back to the 
early 20th century, 

Giraffes  
in Kenya

The Sacred 
Valley, Peru

treK tHe inca trail  
to MacHu piccHu
An awe-inspiring 
blend of subtropical 
wilderness, ancient 
history and dizzying 
scenery, hiking the 
Inca Trail to the forgot-
ten mountaintop city 
of Machu Picchu is a 
true adventure.

Following a route 
laid by the Inca, travel-
lers on this famous 
four-day, 40 kilometer 
trek through cloud-
washed peaks and 
thick jungle pathways 
have to earn their 
access to the Sun 
Gate and its dramatic, 
misty outlook onto 
Machu Picchu. And 
while the upward 
climb is demanding, 
the reward of taking 
oneself to new heights 
– both literally and 
figuratively – is an 
experience unlike any 
other.

A typical hike is 
led by experienced 
guides, often in a 
group of up to 16 
people. The accom-
modation of choice is 
tented camps along 
the way, but guests 
are well-cared for by 
the guides, porters 
and group cooks, 
who are as skilled in 
hospitality as they 
are in negotiating the 
mountain pass.

Selling point: The 
Inca Trail is a good 
fit for clients who are 
looking to be chal-
lenged in their travels, 
as it does require 
a certain level of 
physical health, but 
the undulating path 
isn’t unreasonably 
strenuous and can 
be managed by most 
able-bodied travellers.

tour tHe ring  
oF KerrY, ireland
There’s no better way 
to experience the 
Emerald Isle than to 
get behind the wheel 
and drive the magical, 
winding Ring of Kerry.

A 179-kilometer drive 
along the edge of the 
Iveragh Peninsula 
accompanied by crum-
bling castles, sparkling 
seaside views and roll-
ing green fields, this 
scenic route combines 
the best qualities of 
Ireland into a single 
quintessential road 
trip experience.

The circuit begins 
from Killarney, with 
popular stops includ-
ing the 15th century 
Ross Castle, Torc 
Waterfall in County 
Kerry, the quaint 
village of Sneem and 
many beaches and 
lakes in between.

Those partial to 
medieval lore can 
divert via boat to 
Skellig Michael, a 
now-empty seventh 
century monastery, 
and there are mul-
tiple opportunities for 
visitors to get out of 
the car to walk, bike or 
picnic within the vari-
ous passes and trails 
which dot the way.

Selling point: Perfect 
for travellers who 
prefer to dance to 
the beat of their own 
itinerary, the route 
can be completed in 
a day or stretched out 
to a few nights, and 
has enough sights 
and attractions – both 
on and off the beaten 
track – to satisfy every-
one from backpacking 
minimalists to lovers 
of luxury.❋

Along the Ring 
of Kerry, Ireland
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Finding new clients 1-0-1

Are you eager to expand your client base 
but struggling to find new opportunities? It 
may be easier than you think. Consider these 
opportunities on how to get started:

Brought to you by Air  Canada 
PROFESSIONAL DEVELOPMENT

Kijiji to market yourself. The sites 
each have a Travel, Vacations 

section (written as travel/vac on 
Craig’s List) under their Services 
tab, where you can post for free. 

Title your post creatively but 
effectively, such as “Experienced 

travel agent available to book 
your next dream vacation!” 

Within the post, make sure to 
include a brief description of 

your specialties, and of course, 
your contact information. This 
will take no more than 10 min-
utes to do and it is totally free 
– why would you not do this? 

(Tip: These sites are organized by 
location. Post on whichever site 

best represents your place of 
business, but don’t stop there – 
you can easily work with clients 

from other Canadian cities as 
well!)

3 
NETwORk wITh cOMMuNITy 

gROuPS & LOcAL buSINESSES
Local church groups, retirement 

homes, high schools, colleges, 
universities – these and so many 

more frequently organize 
group-specific trips. Reach out 
to community leaders to intro-
duce yourself and vie for their 
business. In addition, reach out 

to local businesses to see if they 
may be interested in co-hosting 

a trip with you. For example, 
woo your local nursery or florist 

into marketing a customized 
holiday that focuses on gardens 

and flora; a local restaurant 
might want to co-host a foodie-

focused tour; or a local theatre 
group that could be persuaded 
into hosting a theatre-themed 

journey somewhere well-
known for its live entertainment 

options.

4
ThE gROcERy STORE

You never know who you might 
meet in line at the grocery store, 
at Costco, or even at your favou-
rite local coffee shop. Keep busi-
ness cards with you at all times, 

and even if it means pushing 
yourself beyond your comfort 
zone, don’t be shy to approach 

people and hand them out. Just 
the same, keep a pen and small 
notebook handy if you feel so 

inclined so you can capture their 
contact information as well, as a 
way to be in control of your next 

interaction. 

5
hOST EVENTS

It doesn’t take a big investment 
to host a consumer night with 

any of your preferred travel 
partners. Use social media to 

market the event, as well as sites 
such as Eventbrite and MeetUp.

com. Invite existing clientele 
and encourage them to bring 

friends. Provide some light 
snacks and a few beverages to 

kick the event off, and follow-up 
with all attendees to gauge their 
interest in booking, if they don’t 

follow-up with you first. ❋
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This piece was brought to you by Air Canada, as part of the airline’s ongoing efforts 
to support travel agents. Visit canadiantraveller.net/Air_Canada_Professional_
Development for more great tools to support your professional development.

1
SEEk REcOMMENDATIONS  
FROM LOyAL cLIENTELE

Don’t be shy – the next time 
one of your long-time clients 
pays you a visit or gives you a 

call, simply ask if anyone in their 
circle of friends is in the midst of 
planning a vacation and might 
be interested in your expertise. 
You have nothing to lose – they 
may hand over contact informa-
tion for a qualified prospect on 

the spot! Alternatively, leverage 
your e-mail communications 

by sending an offer out to your 
existing client base; for example, 
tell them you’ll waive the service 
fees on their next booking if any 
recommendation they provide 

leads to a new client for you.

2 
TAkE ADVANTAgE OF FREE 

MARkETINg OPPORTuNITIES
Post an ad on Craig’s List and 

#myphx

This is where you abandoned expectations  
and began to embrace each moment.
You wouldn’t have guessed it. But you’ll never forget it.
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This is where you abandoned expectations  
and began to embrace each moment.
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Take your clients’ vacations to the next level at Universal Orlando Resort.™ With three amazing theme  

parks – Universal Studios Florida,™ Universal’s Islands of Adventure™ and Universal’s Volcano Bay™  

water theme park, opening 2017 – spectacular on-site hotels and more, it’s days and nights of endless  

fun for every member of the family. 

THREE PARKS.
ENDLESS AWESOME.

HARRY POTTER characters, names and related indicia are © & ™ Warner Bros. Entertainment Inc. Harry Potter Publishing Rights © JKR. (s16)
Volcano Bay images shown are conceptual representations, details are subject to change. Sapphire Falls Resort TM & © 2016 UCF Hotel Venture 
III. All Rights Reserved. Universal elements and all related indicia TM & © 2016 Universal Studios. All rights reserved. 1617857/BA

TO LEARN MORE, COMPLETE OUR  
UNIVERSAL-AND-U TRAINING PROGRAM AT  

UniversalTravelAgents.com
SKULL ISLAND: REIGN OF KONG™
NEW RIDE NOW OPEN

LOEWS SAPPHIRE FALLS RESORT
NOW OPEN 
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