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We’ve turned the world upside down and shaken it until all the cool stuff 

falls out: stuff like a groundbreaking itinerary where you visit a Russian 

shuttle launch in Kazakhstan, run a marathon over the Great Wall of 

China or search for snow leopards in Ladakh.

Wave goodbye to that beaten path.

Brand new off-map adventures with  
Intrepid Travel

Visit our website for the full range of Intrepid Travel’s exclusive  
Expedition trips for 2016 & 2017. 

intrepidtravel.com/theme/expeditions
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I don’t know how it happened so quickly but somehow, it’s already September — which 
means, winter is coming. It’s that time of year when major sun destinations ramp 

up efforts to promote their product, and many tour operators get set for an influx in 
bookings. This issue of CT Magazine is designed to help you prepare, as we offer you 

insights from Mexico and various Caribbean destinations, whose representatives let you 
in on a few sales tips and “need to know” information. You’ll also find suggestions on 
how to upsell all-inclusive vacations, ideas for your social media posts, and an Office 

Life piece that will guide you to staying healthy on the job. We’re also thrilled to have a 
new column by Marion Rose, owner of Elgin Travel & Cruises, who will be contributing 

regularly to CT (pg. 30), sharing key lessons from her career as a travel advisor and 
agency owner in an effort to guide you in your own success. 

terrilyn Kunopaski
terrilynk@mypassionmedia.com
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Peter Mayers
Barbados Tourism Marketing Inc.

How can travel agents make more  
money selling your destination?
Barbados prides itself on being the most 
revisited island in the Caribbean, with 
approximately 40 per cent of Canadian 
travellers choosing to return to the island 
for additional vacations. Any agent that 
decides to sell Barbados as a destination 
will no doubt see an increase in profits, as 
their clients will likely come back to book 
more and more trips—Canadians just can’t 
get enough! 

What is your top overall sales tip  
for travel agents as it relates  
to your destination?
Getting to know everything that Barbados 
has to offer is key to be able to sell the 
island to different types of clients. For all 
travellers, however, safety has become a key 
vacation requirement, given the turmoil 
we’re seeing around the world. Travel agents 
should take note: our beloved island is one 
of the friendliest destinations in the world, 
and clients can be assured that Barbados is 
a truly safe (but still exciting!) destination 
where everyone can relax.

Colin skerrit
Antigua & Barbuda  
Tourism Authority

How can travel agents make more  
money selling your destination?
A new incentive program is in the works 
for this 2016-2017 winter season, as a 
joint venture with our strategic Canadian 
partners. Keep in mind that the new 
state-of-the-art VC Bird International 
Airport terminal at Antigua will be able 
to accommodate up to two million 
passengers per year. This has created an 
increased connectivity from Canada to 
the twin islands for the upcoming winter 
season 2016-2017. This project has also 
helped shape a new vision for the strategic 
marketing of the destination itself.
 
What should travel agents consider 
when selling your destination for the 
2016-17 winter season?
Antigua and Barbuda has been considered 
an expensive, high-end destination for 
years. Antigua is very attractive to all 
Canadians considering it's an accessible 
family destination that accommodates 
the elderly, disabled and visually impaired 
travellers. When you sell Antigua and 
Barbuda, your clients will love the 
destination. The twin island nation will 
become a favourite for both returning 
customers and upcoming referrals for 
family and friends. Once in Antigua and 
Barbuda, they will keep coming back.

Destinations across 
Mexico and the 
Caribbean are all vying 
for your attention as the 
thoughts of Canadian 
travellers turn south, 
but with the perceived 
similarities, it can be 
difficult to determine 
which option suits 
your clients’ needs 
and desires best. To 
help you cut through 
the noise, we asked 
various destination 
representatives what 
travel advisors should 
know to make more 
money and increase sales 
this winter season.

Selling 
the sun
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eloy Govea
Cuba Tourist Board

How can travel agents make more 
money selling your destination?
Travel agents can take advantage of 
various programs that the tour operators 
launch previous to every high season 
intended to stimulate sales through travel 
agents. Cuba offers plenty of options for 
more adventurous travellers, nature and 
culture lovers, and those willing to interact 
with the Cuban people and expand their 
experience beyond the sun and beach. 
Usually, these programs offer higher prices 
with higher commissions and added value. 

What is your top overall sales tip  
for travel agents as it relates  
to your destination?
Keep in mind that while Havana is 
really “hot” and hotel prices there have 
soared, that's not the case in most of 
the traditional beach destinations. Cuba 
remains affordable and good deals can 
be found in destinations like Cayo Santa 
María, Cayo Coco, Holguin, Santa Lucía, 
Manzanillo, Santiago de Cuba and Cayo 
Largo. In regards to Cayo Largo specifically, 
this destination plays host to one of the 
top 10 beaches in the world and has seen 
a remarkable boost in every aspect of its 
product.

abdalah Castillo 
Dominican Republic  
Ministry of Tourism

How can travel agents make more  
money selling your destination?
Travel agents can make more money 
by becoming an expert in all things 
Dominican Republic. The nation has 
so much to offer, from ecotourism and 
adventure tours, cultural and historical 
attractions, some of the worlds best 
beaches, world-class golf courses, top-
of-the-line meeting & incentive facilities, 
great casinos and nightlife, truly romantic 
weddings and honeymoons, delectable 
cuisine, luxury amenities, and the ultimate 
in all-inclusive options. Travel advisors 
can learn all about what the Dominican 
Republic has to offer by taking a free 
Dominican Republic Specialist course at 
www.dominicanrepublicspecialist.com. 

What is your top overall sales tip for travel 
agents as it relates to your destination?
Be knowledgeable. While fun, relaxation 
and spectacular views can be found 
all across the island, each region in the 
DR has something unique to offer and 
caters to different kinds of vacations. For 
example, seasoned travellers looking for 
something more cultural or experiential 
would find Santo Domingo a great 
destination, whereas Puerto Plata is the 
DR’s best region for those who like soft 
adventure and all things sand, surf and 
water sports.

rosa harris
The Cayman Islands  
Department of Tourism
 
How can travel advisors make more  
money selling your destination?
A new Cayman Rewards program will 
provide agents with cash for bookings. 
Additionally, agents who book direct 
with our condominium partners are 
paid up to 10 per cent in commission. It 
is worth noting as well that agents are 
encouraged to take advantage of our new 
Cayman Loves Agents program, which 
offers substantial deals on visiting the 
destination, helping them to learn more 
about the Cayman Islands and how best to 
sell it to their clientele.
  
What is your top overall sales tip  
for travel agents as it relates to  
your destination?
Match your client with our niche market 
offerings – dive/watersports, culinary, 
wellness and romance – and you will 
create a unique itinerary for foodies, 
wellness travellers, sun seekers and more. 
Cayman has one of the highest repeat 
visitor ratings in the industry because 
it provides a truly cosmopolitan and 
carefree vacation, with all the comforts of 
home. With our solid travel and tourism 
infrastructure, superior accommodations, 
and warm, friendly Cayman kind welcome, 
guests will return again and again.

5   Canadiantraveller.net      September 2016



raCquel  
queensborouGh
Jamaica Tourist Board 

How can travel agents make more  
money selling your destination?
One of the ways travel agents can make 
more money selling our destination is 
by booking groups; be it family reunions, 
sport/specialty groups or weddings. Also, 
be aware of the opportunities to upsell; 
there are a lot of hotel expansions going 
on, many of which cater to higher-end 
clientele. To name a few, Breathless in 
Montego Bay, Royalton Negril and the new 
over-the-water bungalow suites at Sandals 
Royal Caribbean are all currently being 
built. 

What is your top overall sales tip for 
travel agents as it relates to your 
destination?
Get to know our destination and product 
well. The landscape has changed and 
continues to change, so we urge agents 
to join our FAMs, attend our seminars and 
participate in our webinars to keep abreast 
of everything going on. For this upcoming 
season, agents should remember 
that their clients have easy access to 
Jamaica from most major cities across 
Canada. In addition to a wide diversity in 
accommodations in Jamaica – something 
for every budget and taste – we also offer 
more than 170 approved attractions across 
the island.

rodriGo esPonda
Mexico Tourism Board

How can travel agents make more  
money selling your destination?
We advise travel advisors to book clients 
on activities and tours throughout various 
destinations in Mexico during their stay, 
which will result in better commissions 
for them. For example, Tulum is the most 
picturesque archaeological site in the 
Riviera Maya, as the only one to have been 
built overlooking the ocean. It’s a must-
see for visitors to the area, so book your 
clients’ tour here before departure. Also 
keep in mind that the current exchange 
rate benefits the Canadian dollar, as a result 
the travellers’ budget stretches more and it 
results in more spending per trip.

What is your top overall sales tip for 
travel agents as it relates to your 
destination?
Dec. 1, 2016 is the date announced by the 
Canadian government when the visa for 
Mexicans will be lifted. We are expecting this 
to benefit the flux of tourism between the 
two countries and as a result, we are hoping 
for more connectivity options to many more 
destinations in Mexico throughout the year, 
which will benefit the travel agents when 
selling Mexico.

Paul MiniCh
St. Kitts Tourism Authority

How can an agent make more money 
selling the destination?
Look at the emergence of luxury product 
within St. Kitts and take opportunity to 
trade clients up to a “bucket list” experiential 
vacation. The Yu Lounge is a stunning 
private air terminal that offers travellers 
arriving to St. Kitts personal care and 
handling that steers them clear of the main 
terminal, with amenities such as champagne 
and culinary treats, personalized 
immigration and baggage handling, shower 
and pool facilities, and tarmac pick-up. 
Anyone experiencing the Yu Lounge will 
certainly thank their agent for such an 
amazing consideration and upgrade.

What is your top overall sales tip for 
travel agents as it relates to your 
destination?
St. Kitts is a quintessentially Caribbean 
experience but now with a varied collection 
of luxury accommodation and culinary 
offerings that ‘wow’ new visitors. The 
uniqueness of the destination, its history, 
culture and geographical beauty all match 
well when selling clients looking for 
something new to experience with their 
sun vacation plans. Golf, zip lining, rain 
forest tours, day trips to Nevis, yachting 
and watersports define St. Kitts as a unique 
travel experience for Canadians.
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* Savings based on high season vs. low season rates.  
Travel Industry Council of Ontario Reg. # 3206405; 
B.C. Reg. # 23337

For more information or to book 
a Collette tour contact your local 
Business Development Manager 

or call 800.468.5955.

SAVE up 
to 40%

on Select Dates!*

When it comes to guided travel, we 
believe there is no such thing as an 
“off-season.” There are only different 
times to explore the world, each 
with its own unique benefi ts.

• Amazing Value 
• Local Living 
• Smaller Crowds 
• Winter Cuisine 
• and more! 

See Another
Side of

this Winter
Europe

Catherine 
PentiriCCi
St. Maarten 
Tourist Office

How can travel 
agents make more money selling your 
destination?
As visitors view St. Maarten as a 
destination where they can feel 
comfortable to leave their resorts and 
explore, there are lots of opportunities for 
more commission by booking activities 
in advance. This includes day trips to 
neighbouring islands, ferry transfers, day 
trips to Anguilla, St. Barths, Prickly Pear, and 
Pinel Island. Agents can contact SXMDeals.
com by phone (1-800-456-4074) to 
register as a travel partner and get access 
to the SXMDeals.com booking system. The 
booking system includes ground-handlers, 
land and sea tours of all types, private 
catamaran bookings and villa rentals.

What is your top overall sales tip  
for travel agents as it relates  
to your destination?
St. Maarten is a diverse destination 
which has a lot to offer to a variety of 
client types. The destination's range of 
accommodations includes anything 
from beachfront villas and condo-style 
accommodations to all-inclusive resorts 
for both adults and families. Our office 
is available to assist with developing 
itineraries and providing more detailed 
information on accommodations to help 
ensure that clients are presented with the 
ideal version of a St. Maarten vacation. 
We can be reached by phone at 1-855-
499-8200, or by email at stmaarten@
jauntmarketing.com. 

alison theodore
Saint Lucia Tourist Board 

How can travel agents make more 
money selling your destination?
For travel agents to get additional 
benefits, they should register for the 
Preferred Agent Saint Lucia Specialist 
(PASS) education and training program. 
The program’s main goal is to increase 
agents’ knowledge of the island of 
Saint Lucia. Those enrolled can receive 
benefits such as complimentary and 
discounted FAM trips, monthly cash 
prizes and marketing dollars for the 
top producing travel agents, as well as 
incentives from participating hotels. When 
travel agents are booking a package for 
their customers, they should also try to 
incorporate activities when possible. 
There are many opportunities on island to 
work with local companies and create the 
perfect experience for the client.
 
What is your top overall sales tip for 
travel agents as it relates to your 
destination?
Know what you’re selling! We always 
suggest coming down to visit the island 
yourself, so you know exactly what you 
are recommending to your clients. SLAM 
(Saint Lucia Agent Months) offers travel 
agents the perfect opportunity to visit 
the island with access to special rates and 
accommodation. This runs through Nov. 
30, 2016. 
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Creative ways to upsell the all-inclusive

Personalized and experiential travel is a growing 
demand for all forms of tourism, and all-inclusive 
vacations are no different.

Travellers headed on a resort vacation aren’t only 
looking to unwind in a nice place where their 
accommodation, meals, entertainment – and let’s not 
forget alcoholic beverages – are covered by a single 
price; they also want an unforgettable holiday filled 
with unique memories and special moments.

So while it’s common practice for prospective 
vacationers to seek out the advice of a travel 
expert when it comes to choosing an all-inclusive 
experience that meets their personal preferences, 
there’s also a wealth of opportunity for you to take 
your clients’ annual trip to the next level – and 
improve your commissions at the same time.

Here are a few ways you can put a little more money 
in your pocket while providing a more customized 
experience for your all-inclusive client.

By CT Staff
product education

a bumpy shuttle bus stop-
ping at every resort along 
the way.

think outside the  
honeymoon suite
The logic behind selling an 
ocean view Jacuzzi suite 
to the couple celebrat-
ing their anniversary may 
be self-explanatory, but 
upgraded room categor-
ies are designed for much 
more than romance.

With an annual family 
reunion, for example, larger 
accommodations can mean 
a quiet, common spot for 
everyone to gather once the 
kids are asleep, or for board 
games and room service on 
a rainy day.

Likewise, suggesting an 
upgrade that offers more 
direct access to a client’s 

send them off in style
For vacationers planning 
a romantic getaway or 
a fun-filled week with 
friends, luxuries such as 
airport lounge passes, 
flight upgrades and private 
resort transfers sets a 
celebratory tone – and gets 
the party started early.

Although it’s true that 
budget is usually top of 
clients’ minds, building on 
their vacation as an event 
rather than an expense 
makes add-ons like free 
champagne before takeoff 
and a cushy leather inter-
ior seem essential in ful-
filling their expectations.

After all, nothing says 
“class” like being whisked 
off to your destination in 
air conditioned privacy 
– and it definitely beats 
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right questions. It only 
makes sense for your 
clients to book these 
experiences prior 
to departure, when 
you can secure better 
rates and help them 
select products in a 
pressure-free environ-
ment (as opposed to 

favourite resort loca-
tion – be it the beach, 
the pool or the kids’ 
play space – is more 
about considering 
convenience over 
additional cost. It’s 
also not the sort of 
detail travellers will 
think of on their own.

make some memories
Going deeper into 
a destination has 
become the trend in 
recent years, and trav-
el advisors often miss 
out on the opportun-
ity to book excursions 
for travellers simply 
by not asking the 

the resort’s lobby).
For many families, 

their yearly vacation 
is the best – and 
sometimes the only 
– opportunity for 
true quality time, so 
suggesting classic 
pastimes such as 
snorkeling, visits to a 
water park and trips 
to cultural landmarks 
can be an easy sell. 
If your clients have 
more than buffets 
and beaches in mind 
for their getaway, 
specialty products 
such as daily boat 
rentals, culinary tours 
and even responsibly-
resourced volunteer 
projects may be 
more up their alley. 
Whatever the case 
may be, taking care 
of these bookings 
in advance will 
showcase your value 
and take pressure 
off of your clients 
once they arrive 
in-destination.

treat your travellers
The majority of trav-
ellers headed to an 
all-inclusive resort 
are usually escaping 
something – the cold, 
their jobs, routine – 
and special amen-
ities and experiences 
are a great way to 
build anticipation 
for a well-deserved 
getaway.

Sending off a group 
of friends who like 
to party by the pool? 
Discuss the benefits 
of renting a private 
cabana, which often 
come with butler 
service – thus spar-
ing them long lines 
at the bar. Spa pack-
ages and passes to 
the local golf course 
are also great for 
small groups looking 
to spoil themselves.

For couples, spe-
cialty dining can be a 
unique and custom-
izable way to cele-
brate romance, and 
resorts are coming 
up with new ways 
to up their culinary 
game, such as pri-
vate island picnics, 
themed restaurants 
with high-end menu 
options and reser-
vation-based cheese 
caves.

secure your clients’ 
investments
While it may not be 
the sexiest add-on to 
upsell, presenting the 
option of travel insur-
ance as a way for 
travellers to protect 
their now-personal-
ized dream vacation 
is inarguably worth a 
mention.

As Canadians 
tend to prefer 
medical insurance 
over cancellation or 
emergency insur-
ance, they may not 
think of the purchase 
on their own; but 
after selling them on 
limo transfers, golf 
lessons and exclusive 
experiences, it’s a 
prudent suggestion 
to make.  

However you go 
about selling add-ons 
and upgrades for an 
all-inclusive pack-
age, it’s reasonable 
to assume that once 
your customer has 
made the decision 
to travel, they’ll also 
be open to active, 
impactful tours and 
activities which will 
enhance their experi-
ence. The resorts 
know it and the tour 
companies know it 
as well. All the more 
reason to ensure the 
suggestions come 
from you. ❋



September 2016      Canadiantraveller.net10   

The who, what, why and how  
of selling Universal Orlando Resort

Having unveiled more than 20 new guest 
experiences since 2010, it’s fair to say that Universal 
Orlando Resort has experienced unprecedented 
growth over the past few years. But with such 
constant change, how can you, as a travel advisor, 
keep on top of all the news and product updates? 

Read on through this sales guide, compiled by 
Universal Orlando and CT Magazine especially for 
that reason, in an effort to help you cut through the 
noise and truly understand the value proposition 
of the park.
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Recommended add-ons:
- Universal’s Superstar 

Character Breakfast; Wantilan 
Luau at Loews Royal Pacific 
Resort; Universal’s Cinematic 
Spectacular Dining Experience

Families with teens 
These are clients with older 
children – teens and tweens 
– for which this vacation is a 
rite of passage. These families 
are looking for an extended 
weekend vacation. They want 
activities that are easy to get 
to, and they want to have fun 
together.

On-site hotel recommendation:
- Loews Portofino Bay Hotel, 

Hard Rock Hotel or Loews 
Royal Pacific Resort (each with 
Universal Express Unlimited)

 
Attraction highlights 
for families with teens:
- The Wizarding World of Harry 

Potter - Hogsmeade and 
Diagon Alley, the Hogwarts 
Express; The Amazing 

Adventures of Spider-Man; 
Jurassic Park River Adventure; 
TRANSFORMERS: The Ride-3D; 
Hollywood Rip Ride Rockit; 
Revenge of the Mummy; The 
Simpsons Ride; Skull Island: 
Reign of Kong

Recommended add-ons:
- VIP Experience; Universal 

Dining Plan; Hollywood Drive-In 
Golf; Blue Man Group

Couples
These are often young adults 
in their early thirties. They’re 
looking for fun times, they’ve 
got disposable income and they 
want a special experience.

On-site hotel recommendation:
- Loews Portofino Bay Hotel, 

Hard Rock Hotel, Loews 
Royal Pacific Resort or Loews 
Sapphire Falls Resort

Attraction highlights for couples:
- The Wizarding World of Harry 

Potter - Hogsmeade and 
Diagon Alley, Dragon Challenge, 

By CT Staff
COLLABORATIVE FEATURE

Step 1:
GET TO knOw ThE UnIVERsAL 
ORLAndO CLIEnT.

Families with kids 
These families are seeking a 
week-long vacation, and tend to 
have younger children. 

On-site hotel recommendation:
- Universal’s Cabana Bay  

Beach Resort

Attraction highlights 
for families with kids:
- Despicable Me Minion 

Mayhem; Shrek 4-D; Flight of 
the Hippogriff; One Fish, Two 
Fish, Red Fish, Blue Fish; The Cat 
in the Hat; Pteranodon Flyers

- Play areas including: Camp 
Jurassic; Me Ship, The Olive;  
If I Ran The Zoo; Curious George 
Goes to Town; and Fievel’s 
Playland
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the Hogwarts Express; The 
Amazing Adventures of 
Spider-Man; The Incredible 
Hulk Coaster; Jurassic Park River 
Adventure; TRANSFORMERS: 
The Ride-3D; The Simpsons 
Ride; Skull Island: Reign of Kong

Recommended add-ons:
- Universal Express Pass; VIP 

Experience; CityWalk Meal 
and Movie Deal; Universal’s 
Cinematic Spectacular Dining 
Experience; Mandara Spa at 
Loews Portofino Bay Hotel; and 
Wantilan Luau at Loews Royal 
Pacific Resort, seasonal on-site 
events such as Jake’s Beer 
Dinner at Loews Royal Pacific 
Resort and Harbor Nights at 
Loews Portofino Bay Hotel

Step 2:
Ask ThE RIGhT qUEsTIOns, 
And knOw ThE sELLInG pOInTs.

A few suggestions, according 
to Universal Orlando 
representatives:

1. do you have children and 
if so, what are their ages? 
Universal Orlando has 
experiences for all ages, 
including adults. 

2. are you looking 
for all-inclusive? 
Universal Parks & Resorts 
Vacations offers a full-service 

dining plan, along with many 
vacation enhancements.

3. what is your budget? 
There are three categories of 
hotels on-site: prime value, 
preferred and premier, which 
offer accomodations  for every 
vacation style and budget.

4. are you looking for a 
thrilling or relaxing vacation?
Universal Orlando can offer both, 
with two theme parks, on-site 
hotels and an entertainment 
complex. With the opening of 
Universal Orlando’s third park 
in 2017, Universal’s Volcano Bay, 
there will be even more thrilling 
and relaxing attractions.

5. are you a harry potter fan?  
With The Wizarding World of 
Harry Potter - Hogsmeade and 
Diagon Alley and the Hogwarts 
Express (not to mention 
Butterbeer!), Universal Orlando 
offers an all-encompassing 
immersive experience for Harry 
Potter fans.

Step 3:
BE AwARE OF ThE AddEd VALUE 
yOU CAn OFFER TRAVELLERs.

- You’ll want to book your clients 
at a Universal Orlando on-site 
hotel so they receive exclusive 
benefits such as Early Park 
Admission to The Wizarding 

World of Harry Potter one hour 
before the theme parks open.

- Guests staying at Loews 
Portofino Bay Hotel, Hard Rock 
Hotel and Loews Royal Pacific 
Resort can skip the regular 
lines with Universal Express 
Unlimited ride access to over 
25 attractions– a free benefit 
worth up to $89 USD per 
person, per day.

- Universal Orlando is a full resort 
destination that is all in one 
location, with complimentary 
transportation provided via 
water taxis, shuttle busses and 
walking paths.

Step 4:
kEEp Up On yOUR pROdUCT 
knOwLEdGE & pARk nEws wITh 
ThEsE REsOURCEs: 
- Universal Travel Agents website 

(www.universaltravelagents.
com)

- Universal Orlando Blog (http://
blog.universalorlando.com/)

- Universal Orlando main website 
for information only (www.
universalorlando.com)

- Social media channels: 
Youtube: https://www.
youtube.com/user/
UniversalOrlando 
Facebook: Universal 
Orlando Resort 
twitter: @UniversalORL
instagram: @UniversalOrlando ❋

whAT’s nEw 
AT UnIVERsAL 

ORLAndO?
1.

loews sapphire Falls 
Resort: This summer, 

Universal Orlando opened 
its fifth on-site hotel, Loews 

Sapphire Falls Resort, a 
1,000-room Caribbean-

themed hideaway. 

2.
skull island: Reign of 

kong: Universal’s Islands of 
Adventure debuted Skull 

Island: Reign of Kong, a 
new mega attraction which 

brings the next generation of 
the King Kong legend to life 
on an unprecedented scale. 

3.
the incredible hulk 

Coaster: Universal’s Islands 
of Adventure also celebrated 
the official reopening of The 
Incredible Hulk Coaster. The 

newly enhanced coaster now 
features a brand-new ride 

vehicle, a redesigned queue 
centered around a massive 

Gamma Core and more. 

4.
toothsome Chocolate 

emporium & savory 
Feast kitchen: Later this 

fall, Universal CityWalk 
will open Toothsome 

Chocolate Emporium & 
Savory Feast Kitchen, a 

full-service restaurant that 
brings together a specially 
created menu plus an array 
of gourmet-level chocolates 

and desserts.

5.
universal’s Volcano Bay: 
In 2017, Universal Orlando 

Resort is expanding the 
overall destination to 

include a third theme park, 
Universal’s Volcano Bay. 

This water theme park will 
offer 18 attractions that are 
both thrilling and relaxing 

including a multi-directional 
wave pool, winding rivers, 
twisting family raft rides, 

cabanas and more.

Universal’s Volcano 
Bay rendering. 
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Closing the sale with  
Features, Advantages & Benefits

By Jennifer  Prendergast
Business development

Features
This is the item or service that 
you’re going to present. Think 
of the lists you see in brochures 
– number of restaurants, room 
categories, kid’s clubs, butler 
services, snorkelling, transports, 
etc.  

advantages
The advantage is what that item 
or service does – pretty basic 
stuff.  An ocean view room, for 
example, gives you a view of the 
ocean. Transport services will 
get your client to and from the 
airport.  A kid’s club may have 
nanny services, and snorkelling 
availability will, well, allow your 
clients to experience snorkelling.

Brochures often offer a list of 
features and services with a brief 
description. Many travel profes-
sionals will mimic this approach 
and simply list off features of 
a property to their prospect, 
aiming to impress them with the 
array of options and activities 
that will be available. But in 
doing this, you’re missing the 
most important step.

BeneFits
Now we’ve arrived at the real 
gold of the FAB method; this is 
where you’ll show a prospect that 
they’ve made a good decision 
in choosing you. The benefit is 
why each feature matters to your 
client, which should respond to 
something they’ve mentioned 
they either need or want.  I like to 
think of it as the “so what?”

The kid’s club has a nanny 
service. So what? Well, your client 
told you they want a vacation 
where they could enjoy time with 
the kids but also have time alone; 
nanny service ensures they can 
leave the kids, knowing they are 
being well cared for. Snorkelling 

You’re in your moment; 
you have a prospect in 
front of you who seems 
eager to book. You’ve 
determined, through 
questioning, that the 
product you’re about to 
offer is the perfect fit for 
them. Now, it’s time to 
present.

This is the first major 
opportunity in the sales 
process to lose the sale.  

What makes this moment 
so critical is that it’s the 

culmination of everything 
you’ve done thus far; all of the 
questions you’ve asked and 
all of the information on the 
prospect you’ve gathered. If 
you present your client with 
something completely out of 
line from what they’re looking 
for, they’ll feel they’ve wasted 
their time, or worse, that you 
didn’t listen to them; no matter 
what you offer after that, they’ll 
have already checked out.

We’ve all spoken to sales 
people who start showing or 
pitching us things that we’ve 
already said we don’t want or 
even like. I know nothing gets 
on my nerves faster than feel-

ing like I’m not being listened 
to by a salesperson, and book-
ing travel is no different. In 
fact, because of the intensely 
personal experience of travel, 
I’d argue that if you miss on the 
presentation, the odds of being 
able to redeem yourself to 
that prospect are dramatically 
lower than in the case of other 
products and services.  

So how do you go about 
making sure you don’t miss 
the mark? Address each one of 
the things they need and want 
using Features, Advantages and 
Benefits (FABs). Let’s break down 
each one using the example of a 
resort property:
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so what? If there’s some-
thing that you’re unsure 
of, reach out to appro-
priate sales managers 
and ask them to explain 
the value of various ele-
ments — the “so what?”. 
Then keep those things 
in mind for when you’re 
presenting to a prospect.

One last thing to 
remember, which can’t 
be stressed enough: 
make sure you tailor 
the positioning of the 
benefit to what your 
prospect is looking for.  
Say the resort has 15 
pools (feature). This gives 
them plenty of choice 
(advantage). Delivering 
the benefit by saying, 
“so you can spend each 
day at a different one”, 
sounds very different 
than saying, “so you 
can have the big resort 
amenities in the evening 
while spending your 
days relaxing in a quieter 
and secluded area, which 
is what you’re looking 
for.” See the difference? 
This is the same feature 
and same advantage 
but positioned in two 
different ways; the first 
would work for someone 
wanting variety and 
excitement, the second 
for someone wanting 
quiet and relaxation dur-
ing the day.

Use this method when 
speaking to your clients 
and prospects, and watch 
your close rate climb and 
your client satisfaction 
increase.

Because, after all, you’re 
a travel professional, 
offering professional 
advice and booking 
services, so your clients 
can make all their travel 
dreams a reality. Happy 
selling! ❋

is available to clients right 
there on the property. 
So what? They said they 
wanted to go somewhere 
and not have to worry 
about leaving the resort 
for activities so with this 
option, they don’t have 
to book with an outside 
company or deal with 
arranging transportation 
elsewhere for unique 
experiences. An ocean 
view room gives them 
a view of the ocean. So 
what? They said that they 
wanted to be surrounded 
by breathtaking scenery, 
so they’ll wake up every 
morning to the sunrise 
over the ocean.

See what we’re doing 
here? Bottom line: a list of 
features means nothing 
to your prospect. Explain-
ing how those features 
are going to help them 
make their dream trip a 
reality is the true power.

Always bear in mind, the 

prospect in front of you 
has been inspired in some 
way to travel – maybe 
through a picture, a book, 
a travel story, a histori-
cal event. Whatever it is, 
they’re saving money, 
booking time off work 
and have an idea in mind 
of the experience they 
want to have. You need 
to figure out what that 
experience looks like to 
them before you propose 
anything. Trying to sell a 
product or tour before 
truly knowing what they 
want will usually result in 
a lost opportunity.  

How can you stay 
ahead? Start by making a 
list. Think of the products 
and suppliers that you sell 
most often – or some that 
you’d like to sell more of. 
Write down the features 
that are most interest-
ing or that you find your 
clients are often looking 
for, and then answer the 

Use the FAB 
method when 

speaking 
to your 

clients and 
prospects, 
and watch 
your close 
rate climb 

and your 
client 

satisfaction 
increase.

Let your clients know 
the benefits of a kid’s 
club or nanny service 
at a resort...parents can 
enjoy family time and 
adult time.
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Ideas for your next social media post

Social media for business is a lot like relationships; you 
have a lot to gain from it, but man, it takes a lot of work. And 
although everyone around you is encouraging you to “go for 
it!” nobody really tells you what tactics to employ to be as 
successful as possible.

To aid in your social media journey, we’ve compiled this 
helpful guide to inspire ideas for your Twitter and Facebook 
posts, which we hope will take at least a little bit of the 
pressure off.

By Terrilyn Kunopaski
TECHNOLOGY

1. Beautiful pictures
They say a picture 
is worth a thousand 
words and when it 
comes to inspiring 
prospective clients 
to book with you, 
it might be worth 
a whole lot more. 
While sharing 
images is one way to 
capture the attention 
of your audience, try 
to build engagement 
beyond the “Like” by 
making a game of it; 
for example, instead 
of captioning the 
image with where it 
was taken, ask your 
followers to guess. 
Use images from 
your own travels, 
those of your col-
leagues, or refer to 
free photo sharing 
sites like Pixabay.
com. As another 
option, call on your 
clients and followers 
to share their travel 
images with you for 
their chance to be 
featured on your 
social pages; this 
helps to personal-
ize the experience 
further. 

2. Travel deals
Make your followers 
an offer that they 
can’t refuse; just the 
same as you would 
send your clients 
e-mails to market 
deals on relevant 
journeys, share these 
supplier deals with 
your social followers. 
You may pique their 
interest and open 

up conversations 
that could lead to 
bookings.

3. Client testimonials
In this age of 
social sharing and 
constant connection, 
consumers often 
rely on getting 
validation from other 
consumers before 
making a purchase. 
Sharing client 
testimonials about 
their experiences 
with you and the 
vacation they just 
returned from will 
help showcase your 
service and value. 
Did a client send you 
a “thank you” card? 
Take a picture and 
post it. Did they send 
you an e-mail to gush 
about their trip? Copy 
and paste the text to 
your Facebook wall. It 
takes very little effort 
but will help you 
to build credibility 
amongst your social 
circle.

4. Agent profiles
Building personal 
relationships with 
your clients is key. 
In order to do so, 
allow them to get 
to know you (and 
your colleagues, if 
you’re working in an 
office environment). 
Share weekly agent 
profiles, highlight-
ing your expertise, 
specializations and 
travel experiences. 
Share short stories 
about memorable 
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moments you or clients 
have had, as a way to 
build a more human 
relationship.

5. Featured products
Are you trying to fill 

a blocked space on a 
river cruise? Perhaps 
you want to impress 
a preferred partner? 
Consider having a 
“featured product of 
the week” to showcase 

certain travel oppor-
tunities, whether it be 
with a tour operator, 
hotelier, cruise line or 
airline. Schedule a post 
with this theme for the 
same time on the same 

Examples of 
successful 
travel 
inspiration 
quotes.

day each week, as a 
way to create anticipa-
tion. Choose a particu-
lar itinerary if it’s with a 
tour operator or cruise 
line, or room category 
if it’s with a hotelier. 
The idea is to tap into 
the wanderlust of your 
followers and inspire 
them to consider their 
next getaway.

6. Travel tips
You likely have a few 
tips up your sleeve 
on how travellers 
can either be more 
efficient in their travel 
experiences, behave 
in certain destinations, 
pack their bags or save 
money in-destination. 
Share the occasional 
insight with your 
followers (the more 
unique, the better!) as 
a way to give them a 
taste of the valuable 
information you can 
offer, if they were to 
ever book with you.

7. Travel quotes
“Not all who wander 
are lost.” “The world is 
a book and those who 
do not travel read only 
the first page.” You’ve 
seen them, you’ve heard 
them and with a quick 
Google search, you can 
find an endless col-
lection of them. Travel 
quotes might be the 
simplest type of post 
you can make, but be 
sure not to overdo it. If 
you want to take your 
travel quote inspiration 
to the next level, lay 
them on top of one of 
those beautiful images 
we previously discussed 
to improve the shar-
ability of your post.

8. Videos
Find your favourite 
travel video bloggers 
(“vloggers”) on You-
Tube and share their 
uploads on your social 
pages. Alternatively, 
take video using your 
smartphone or camera 
on your next FAM trip 
to upload directly to 
your Facebook page, 
or take advantage of 
video resources avail-
able from suppliers’ 
websites. Videos are 
a fun and easy way to 
create engagement 
with your followers.

9. Throwbacks
If you’re anything like 
me, you’ll love checking 
out vintage photos 
of flight attendants, 
airports and hotels. You 
might also enjoy read-
ing about travel experi-
ences of yester-year (i.e. 
how companions used 
to be able to escort trav-
ellers to their departure 
gate pre-911. How novel 
in today’s day and age!) 
These sort of stories are 
wonderful, and remind 
us of the romanticism 
of travel.

10. Links to travel 
inspiration  
Aside from videos, 
sharing content 
that will tap into the 
wanderlust of your 
travellers could prove 
beneficial. Share links 
to travel blogs and 
magazines, such as 
CanadianTraveller.
com, and be sure to 
caption them with your 
own two cents, or ask 
your followers for their 
insights on any given 
piece. ❋

Do you have your own ideas for social posts? Share 
them with us at terrilynk@mypassionmedia.com.
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Canadians & the Caribbean:  
Travel facts

INFOGRAPHIC
Data provided by the Caribbean Tourism Organization

Compiled by Alison Karlene Hodgins

Canadian travel to the  
Caribbean grew by 4.5%  
to 3.4 million in 2015.

24.9%

62.7%

Turks & 
CaiCos

sT. MaarTen

Turks & Caicos 
recorded a 

24.9% growth 
in visitation 
during the 

period January 
to March 2016. 

The second 
largest growth 

was to  
St. Maarten, 
with 11.9%.

The largest growth occurred 
in visitors to  
Suriname, 

with 58% change.

Cuba was (by far) the most 
visited destination in 2015, 
seeing nearly 1.3 million 

Canadian travellers. 

The largesT drop in 
Canadian Travellers 
was 21.8% Change To 

sT. kiTTs & nevis.

21.8%

The doMiniCan republiC 
welCoMed 453,762 

visiTors froM January 
To May 2016.

The  
second 
largest 
growth  
was to 

Curacao, 
with 

45.5%.

in 2015, 13 desTinaTions 
reCorded deCreases, while 
11 desTinaTions reporTed 

inCreases in arrivals froM 
The Canadian MarkeT. 

So far in 2016, 
arrivals from 
Canada to the 
region increased 
in six destinations 
(out of 21 reporting) 
and decreased in 15 
destinations. 
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By CT Staff
EXPERT INSIGHT

Give us a brief evaluation of 
the state of Canadian tourism 
to the Caribbean.
The success story is that Cana-
dian arrival numbers have been 
increasing over recent years. 
From Canada in 2015, it was just 
under 3.5 million. There is cer-
tainly an opportunity whenever 
we can as a region to ensure 
the numbers keep heading in 
that direction. There are some 
challenges and one of them has 
to do with economic conditions 
in Canada. 

Expand on how the dollar is 
impacting efforts from Cana-
dian partners when it comes to 
selling the Caribbean.
We’re definitely not seeing 
any slacking of effort from the 
Canadian market, despite the 
dollar. Tour operators and the 
airlines are just as aggressive, 
while travel professionals across 
Canada are as keen as ever to 
make sure the Caribbean is high 
on the priority list for Canadian 
vacations. We also know that 
there are tremendous efforts 
in Canada from some parts of 
the Caribbean to ensure that 
the prominence of the region is 
being marketed. Though we are 
aware that the buying power of 
Canadians has been effected by 
the dollar, the pressure continues 
on the part of the Caribbean and 
our industry partners to make 
sure we maintain and grow our 
competitive position.

What sales tips for the region 
would you offer to travel 
advisors as Canadians start 
to consider where they’ll be 
vacationing this winter? 
There are a number of things we 
advise travel advisors keep an eye 
on. Number one, special offers and 
promotions from our member 
countries. Secondly, keep an eye 
on the value proposition, because 
it’s not always about price; that 
equation of the price paid and the 
quality received is tremendously 
valuable for Canadian travellers 

to the Caribbean. There are 
all kinds of factors involved in 
travelling to the Caribbean that 
compete on price but add value 
to the experience. Thirdly, be 
aware of the fact that your clients 
get a tremendous amount of 
satisfaction out of a Caribbean 
vacation; Canadians have a very 
high repeat visitation factor. 
Clients like it, and sometimes it’s 
important to just follow the path 
of least resistance; acknowledge 
that the dollar might be a little bit 
weaker but find a way to make it 
happen for them; tell them, “Spend 
your money differently, but still go.” 

Canadians are looking for 
cultural immersion and 
outdoor adventure, but 
conditioned to think of the 
Caribbean for sun and beach. 
How can travel advisors speak 
to these elements?
We’re talking about a region of 
more than 40 million people 
who speak French, English, 
Spanish, Dutch; big islands, small 
islands; white sand beach, black 
sand beach; some member 
countries are not islands at all. 
There’s a tremendous amount of 
cultural and historical diversity, 
which Canadians find appeal-
ing. The Caribbean is the most 
diverse region within easy reach 
of Canada. 

What resources available to 
Canadian travel advisors?
The resources we have, such as 
OneCaribbean.org, are constantly 
updating travel agents on how 
to sell the Caribbean and how to 
stay abreast on what’s happening 
in the region. OneCaribbean.org 
has sections where travel agents 
can find information specific to 
their needs. We also send visitors 
to CaribbeanTravel.com and our 
social media pages. In addition, 
travel professionals should pay 
attention to member countries’ 
individual websites, which will 
showcase deals available to 
Canadians specifically.  ❋

ExpErt: HugH rilEy
Secretary General,  

Caribbean Tourism Organization  

The Caribbean: Market  
& sales insights 

The Caribbean Tourism Organization (CTO) is 
the Caribbean’s tourism development agency, of 
which more than 30 countries and territories in 
the region are members. Its goal is to support the 
Caribbean’s economic and social development 
as it relates to travel. To share insights about the 
Canada-Caribbean relationship, Hugh Riley, 
secretary general of the CTO, recently spoke 
with CT Magazine. Here’s what he had to say.
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The unexpected side of Melia Cuba

Underwater weddings? Check. Saxophone at sunset? 
No problema. Melia Cuba strives to offer something 
a little (or a lot!) different in each of its 26 hotels in 
this Caribbean country, which is increasingly on the 
Canadian traveller’s radar not just as a place to visit 
– but for the one-of-a-kind experiences your clients 
can enjoy once they get there. 

By Doug O’Neill
product education
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the property:  
Melia Buenavista

location: West of Cayo 
Santa Maria. 

the setting: Located in an 
ecologically-rich biosphere 
reserve, the adults-only 
Melia Buenavista is sur-
rounded by quiet coves and 
beautiful, secluded beaches. 

tell your clients aBout… 
Apart from butler service 
included for all guests, 
clients should be aware of 
the unforgettable snorkeling 
at Melia Buenavista’s three 
accessible beaches and the 
opportunity to wind down 
their day with wine and jazz 
at sunset. 

suited for: Eager snorkelers 
and music-lovers who like to 
chill after an active day.

the property:  
Melia cayo guillerMo

location: Cayo Guillermo, 
which is a quay in the Jar-
dines del Rey archipelago.

the setting: A dreamy 
walkway takes guests over 
the turquoise waters to 
thatched-roof decks where 
they can wile away the 
Cuban afternoon. The largest 
sand dune in the Carib-
bean can be found at Cayo 
Guillermo.  

tell your clients aBout… The 
calm, shallow, crystal clear 
waters which are ideal for 
couples seeking that ultim-
ate tie-the-knot experience – 
an underwater wedding.  

suited for: Couples (who are 
certified divers!) seeking a 
unique destination wedding 
whereby they can share their 
love above and under water.

Caribbean Sea. 

the setting: The property 
boasts a 600-metre white 
sand beach that never burns 
your feet – thanks to the 
cooling effect of the Carib-
bean sand, so fine and so 
white, it never gets hot. 
Visitors can walk forever and 
not see a soul. 

tell your clients aBout…  
The renowned turtle obser-
vation program which the 
resort supports in conjunc-
tion with the Commis-
sion for the Environment.  
Depending on the season, 
guests are invited to observe 
up close as the sea turtles 
lay their eggs, and from 
May to November they can 
watch the baby turtles being 
released into the ocean. 

suited for: Animal lovers and 
eco-minded guests who also 
love their beach time.

the property: Melia cayo coco

location: Right on the 
beach in Cayo Coco. 

the setting: A colony of pink 
flamingoes makes its home 
in Cayo Coco, adding an 
exotic touch to this 250-room, 
five-star resort which caters 
to the 18-and-over crowd. 
The pristine beach is ideal 
for fishing and diving. 

tell your clients aBout… The 
gorgeous suites and superior 
rooms built on stilts in the 
natural seawater lagoon. 

Guests enjoy a morning 
ritual of gazing down on the 
aquamarine water beneath 
their feet as they start their 
day at this all-inclusive high-
end resort. 

suited for: Curious travel-
lers who seek one-of-a-kind 
accommodations they won’t 
find at home, only a short 
flight away.

the property: sol cayo largo

location: It’s situated in Cayo 
Largo del Sur, right on the 

Melia Buenavista
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the property: Melia  
las aMericas 

location: Playa de las 
Americas, Varadero.

the setting: Large 
terraces surrounded 
by lush gardens. 

tell your clients 
aBout… The direct 
access Melia guests 
have to the iconic 
Varadero Golf Club, 
which has hosted two 
European Challenge 
Tour Grand Finals 
(1999 and 2000). 
Melia Las Americas 
is the only hotel in 
Cuba where guests 
enjoy unlimited golf. 
The hotel offers a 
coordinator and 
personalized services 
for each golfer. Ask 
your clients: “When 
did you last play 18 

holes of golf beside 
the deep blue sea?” 

suited for: Serious 
golfers, of course.

the property: Melia 
Marina varadero,  
hotel and apartMents 

location: Varadero. 

the setting: A modern 
resort set in a marina 
like no other in the 
Caribbean. 

tell your clients 
aBout… Well-
equipped apartments 
(one to three 
bedrooms) that 
accommodate multiple 
guests seeking a 
touch of home while 
vacationing in Cuba. 
Facilities include 
a swimming pool, 
bar, tennis court, 

gymnasium, mini-
market, laundry 
and self-catering 
appliances such as 
kitchen equipment, 
fridge/freezer, 
washing machine, 
microwave and other 
facilities. 

suited for: Families and 
groups of friends who 
are seeking something 
different to an all-
inclusive vacation, 
travellers wanting a 
long-stay vacation, 
guests with allergies 
and adventurers who 
are out all day, such 
as divers, fishermen, 
cyclists, etc).

The Family Concierge 
Program, familiar to 
Paradisus properties 
in other destinations, 
is soon being rolled 
out at Melia Cuba’s 
Paradisus Varadero, 
sure to resonate with 
children from the 
moment they arrive – 
especially since they 
get a welcome gift.

That’s part of the 
specialized service and 
personalized attention 
that vacationing families 
will experience once 
the Family Concierge 
Program launches this 
coming November. 
A specially assigned 
Family Concierge 
will assist guests 
during their stay, and 
coordinate the services 
and reservations 
required so they can 
fully enjoy their family 
vacation, which also 
includes added luxuries 
such as as turndown 
service with milk and 
cookies, surprise fun 
baths, and more.

The new & exclusive 
Family Concierge 
section at Paradisus 
Varadero Resort & 
Spa will see 264 new 
Junior Suites & 30 
Suites, each designed 
to impress clients look-
ing for the ultimate 

luxury in accommoda-
tions. Among those are 
Swim-Up Pool Junior 
Suites with a Balinese 
bed on the terrace 
and direct access to 
the pool, demonstrat-
ing a new standard of 
luxury now available 
with Meliá hotels in 
Cuba. Other amenities 
include an umbrella, 
ironing board, free 
wifi and provisions for 
cribs and other family-
friendly necessities, 
not to mention two 
exclusive restaurants, 
three exclusive bars 
and preferential res-
ervations at the other 
specialty restaurants 
of the resort, as part of 
the Family Concierge 
difference.

A standard large 
pool is de rigueur for 
any resort getaway, 
however the Family 
Concierge Program 
also promises a chil-
dren’s pool with water 
games and a paddling 
pool for children up 
to four years old. And 
once the little ones tire 
of water play? There’s 
a well-appointed Kids 
Club where families 
can find cribs, video 
games, board games, 
plus a reading and TV 
room. ❋

Kid-perfect concierge prograM  
coMing to paradisus varadero

Sol Cayo Largo

Melia Las Americas
Melia Cayo 

Guillermo

This article was brought 
to you by Meliá Cuba. 

Visit meliacuba.com for 
more information.



September 2016      Canadiantraveller.net22   

Experiencing Coconut Bay 
Beach Resort and Spa

For clients pressed for time, those seeking wedding bliss, 
families and adventurists, Saint Lucia scores big with 
Coconut Bay Beach Resort and Spa. 

This award-winning 250-room all-inclusive resort has a lot 
going for it, from its adults-only wing, Harmony; the playful 
family-friendly side, Splash; its five-minute proximity to the 
international airport; plus, access to a catamaran cruise that 
takes visitors by the islands’ majestic Pitons.

Amid an 85-acre coconut plantation overlooking the Atlantic 
coast by Saint Lucia’s eco-rich Maria Islands Nature Reserve, 
this resort boasts superlatives. It is the only resort in Saint 
Lucia offering kite surfing and heralds the island’s largest 
water park.  

By Ilona Kauremszky
ResoRt RepoRt

Adventurous 
clients can 
challenge 
themselves at its 
paintball facility 
(the first of its kind 
in the Caribbean) 
and for kids, it’s a 
mini-world of rock 
walls and zip-lines 
at the CocoLand 
Kidz Club with 
stops at the petting 
zoo. It’s hard to 
resist the endless 
coconut samplings 
since the resort’s 
staff encourages 
guests to try them 
at least twice 
and incorporates 
coconuts 
everywhere.

With the recent 
completion of a 
five million dol-
lar renovation, 
clients can expect 
a special private 
ocean view dining 
experience at La 
Luna (extra fee); 
additions to the 
Kai Mer Spa with 
a beauty salon; a 
re-imagined lobby 
bar and lounge; 
fire pits; and a 
purpose-built 
beachside pavilion. 
In the adults-only 
Harmony wing, an 
additional adults 
pool features exclu-
sively designed 
self-turning sun 
tracker beds and 
handmade tiki 
huts.  

At Splash’s Kidz 
Club, there’s a new 
CocoLand Scouts 

Program, meaning 
“Seeing, Crafting, 
Observing, Under-
standing, Tasting 
Saint Lucia.” 

“We want kids 
to learn about the 
island’s history, the 
resort’s connection 
to coconuts and 
more,” says Natalia 
Greene, director of 
marketing, speak-
ing to the chil-
dren’s program.

By day, the 
resort buzzes 
with sun seek-
ers and poolside 
enthusiasts and 
those who beeline 
to the Beach Grill 
for the best wood 
oven pizzas. By 
night, the setting 
subdues as diners 
enjoy the a la carte 
restaurants, Silk, 
an Asian fantasy, 
and the Caribbean-
infused Calabash. 
Others opt for 
casual fare at the 
Italian resto Capri 
or the resort’s 
anchor restaurant, 
Coconut Walk. 

At the Peter 
John’s Lounge, 
guests can sample 
the finest Carib-
bean rums at the 
renovated Sugar-
cane Rum Bar, 
which features rum 
tasting every Wed-
nesday afternoon. 
On Friday nights, 
the lounge morphs 
into a total choco-
late fantasy. 

During my own 
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visit, I embarked on a 
guided sea and land 
tour. The magic began 
with a catamaran cruise 
for those picture-per-
fect Piton views. After 
lunch at the Beacon 
Restaurant (with argu-
ably the best island 
panorama), I visited 
the Diamond Botanical 
Gardens renowned for 

its waterfall, mineral 
baths and tropical flora.  

The natural beauty of 
Saint Lucia grew more 
spectacular the deeper 
we drove through the 
winding switchback 
roads that ultimately 
led to our final stop, the 
Caribbean’s only drive-
in volcano: Sulphur 
Springs Park.

1. 
Why should agents 
be talking to theiR 

clients about  
coconut bay?

We offer the best value, 
an excellent location 
on the island’s south 
coast, and of course, 

the exotic destination 
of Saint Lucia and its 
natural wonders. Not 
to mention, staff, staff, 

staff… Our TripAdvisor 
reviews herald our staff 

again and again. Our 
85 acres of amenities 
are good but our staff 

makes vacations special 
and memorable.

 
2. 

hoW can agents 
push this pRoduct 
to ultimately make 

sales?
Renovation and 

refreshment are the 
buzzwords at Coconut 

Bay and the resort 
continues to enhance 

its array of all-inclusive 
features, amenities and 

packages. Coconut Bay’s 
unique “Two Worlds 

In One” configuration 
with the family-friendly 

Splash wing and 
adults-only Harmony 

wing make it a popular 
all-inclusive choice 

for couples as well as 
families. Also, agents 
can feel comfortable 

sending their clients to 
this exotic destination. 

It’s the best value 
all-inclusive at the 
best location as it’s 
the closest to the 

international airport 
and the island’s top 

attractions.

3. 
hoW attRactive is youR 

ResoRt in secuRing 
gRoup bookings? 

Coconut Bay now offers 
over 15,000 square feet 
of flexible indoor and 

outdoor spaces for small 
business meetings and 

leisure group events. 
In addition to free 

nights and upgrades, 
groups receive a 

complimentary venue 
and coffee break, 

private airport transfers, 
in-room VIP amenities 
and more. In regards 
to accommodating 

small groups, our new 
1,848 square-foot 

Eternity Beach Pavilion 
can accommodate 

functions for up to 60 
guests. This is a private 
venue that can be used 
for outdoor meetings, 

team building exercises, 
dining, cocktail parties, 
weddings and more all 
in a spectacular setting 
overlooking the ocean. 
Our other new venue 

that also overlooks the 
ocean is La Luna which 

offers a flexible, 528 
square-foot space for 

private dining and small 
gatherings for up to 48 

people.  

4. 
What type of 

incentives do you 
offeR foR gRoup 

bookings?
Group bookings receive 

a range of added 
value including a 

complimentary venue 
for a three-hour meeting 

or event (including a 
coffee break) and use 

of a sound system, 
free rooms, in-room 

amenities and turndown 
service, private airport 
transfers, VIP check-in, 
$500 in resort savings 
per room, and more. 

5. 
What tips can you 
offeR agents that 

can help tempt theiR 
clients to book a tRip 

at youR ResoRt? 
Our CBAYREWARD$ 
incentive program 

rewards agents with 
their choice of a $50 

prepaid Amazon.com 
or iTunes e-vouchers 
for every booking of 

five nights or more in a 
Premium Oceanview or 
higher room category. 
For every seven-night 
booking registered in 

the rewards program in 
a Premium Oceanview 

room category or 
higher, travel agents 

also receive one 
free night towards a 

Coconut Bay all-
inclusive getaway. In 

addition, CBAYREWARD$ 
members will earn 
up to 15 per cent 

commission on all direct 
bookings, and Coconut 

Bay will have special 
amenities presented 

from the agent to 
their clients in room 
on arrival including a 

welcome letter, a bottle 
of sparkling wine and 
a fresh fruit plate. To 
start earning, agents 
can register at www.
cbayresortrewards.

com or e-mail rewards@
cbayresort.com. ❋

take                       five

with Mark adaMs,  
President & CEO,  

Coconut Bay Beach Resort & Spa
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Selling Cuba by cruise 

By Sam Burkhart
product education
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Though Cuba is opening up to the world more than ever, 
it is still a great time for Canadian travellers to go, before 
restrictions limiting American travel to the island are fully 
lifted.

In some ways, Cuba sells itself; it’s a tropical paradise, it’s 
the land of Hemingway (and his daiquiris!) and it’s less 
than a four flight from Toronto. But above all, there’s the 
Cuban culture – the true appeal of this island destination – 
which is what I had the chance to experience with Celestyal 
Cruise, onboard the Celestyal Crystal, earlier this year.

Visiting Cuba by cruise 
ship allowed me to experi-
ence the best of Cuba: 
the teeming markets, the 
historic brilliance and the 
stunning beaches. With 
organized excursions at 
four unique ports of call, 
I was able to see the best 
that Cuba had to offer, 
from tropical beaches to 
historic colonial-era forts 

to the spectacular city 
of Havana, all the while 
knowing there was a safe 
and comfortable room 
waiting for me aboard a 
world-class cruise ship.

While Celestyal’s 
ship circles the island 
nation at a leisurely 
pace, travellers can set 
their own pace by taking 
part in the five included 
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shore excursions or 
investing in additional 
excursions. Shore 
excursions equal 
Cuban experiences, 
so sell your clients on 
the optional choices, 
such as visiting the 
Tropicana Cabaret in 
Havana and exploring 
Genuine Havana by 
an old American car. 
They are unforgettable 
experiences and make 
for spectacular photo 
opportunities.  

tips to pass  
on to clients:
1. Don’t wear team-

affiliated clothing 
or hats. I wore a San 
Francisco Giants 
baseball cap when 
I visited Havana 
and I had countless 
people come up 
to me and use the 
hat as a means of 
introduction. “Oh! 
San Francisco! Do 
you know my friend 
from San Francisco?” 
These people are 
looking for money. 

2. Carry singles. Num-
erous times I was 
handed a quickly-
drawn “portrait” of 
myself. The artist, of 
course, expects to be 
paid for his master-
piece. By no means 
are you obliged to 

pay for the picture, 
but you can avoid 
some awkwardness 
if you hand them a 
dollar (American or 
CUC), say thank you 
and walk away. 

3. For the most part, 
American money is 
accepted and appre-
ciated in Cuba. Can-
adian money, not so 
much. The best thing 
travellers can do is 
exchange money 
for Cuban Convert-
ible Pesos (CUC) 
or Cuban Pesos 
(CUP) upon arrival 
in Cuba. Cuban 
currency isn’t 
traded internation-
ally so you can’t 
get it beforehand. I 
recommend carry-
ing both CUC and 
CUP. One CUC is 
worth one USD, but 
there is a 10 per cent 
penalty charged 
for exchanging 
USD into Cuban 
cash plus a three 
per cent currency 
exchange fee, so you 
will receive 87 CUC 
for one American 
dollar. One CUC 
is worth about 24 
CUP.  Travellers can 
use either on shore 
excursions when 
visiting restaurants, 
markets and bars.

1. 
describe the ideal 
celestyal cruises 

cuba client.
Well-travelled singles, 
couples, land-based 
all-inclusive resort 

vacationers and cruise 
lovers of all ages 

are ideal Celestyal 
Cruises Cuba clients. 
Our guests want to 
experience the “real 
Cuba,” while sailing 
in true comfort with 

a crew that treats 
them like family on 

an intimate ship. 
Clients should want 

to meet the people of 
Cuba, learn about the 
culture and history, as 
well as experience the 

white sand beaches, 
lush natural parks 

and reserves, and the 
vibrant cities. They are 
looking for a unique 

cruise itinerary that is 
totally different to an 

Eastern, Western or 
Southern Caribbean 

cruise.

2. 
What is the biggest 

challenge for 
travel advisors in 

selling this product 
and hoW can they 

overcome said 
challenge(s)?

Many people who 
travel to Cuba on 

a land vacation do 
not have a good 

experience with the 
food. Most of Celestyal 

Cruises’s provisions 
comes from the U.S., 
and we offer tasteful 

and diverse menu 

options ranging from 
international cuisine to 
authentic Cuban dishes 

and drinks. Travel 
advisors can reassure 
their clients that the 
culinary experience 

on the Celestyal Crystal 
is quite elevated 

compared to what 
one might experience 

at some land-based 
resorts.

3. 
Why might a travel 
advisor recommend 

celestyal’s cuba 
cruise rather than 
land options on the 

island?
Travellers can see 
more of the real 

Cuba onboard the 
Celestyal Crystal 

while still enjoying a 
relaxing all-inclusive 

experience. The 
Celestyal Crystal’s 

size allows her to visit 
four diverse Cuban 
ports, in addition 
to Montego Bay. 
Passengers have 
a chance to visit 

six UNESCO World 
Heritage sites, as well 
as to take part in up 

to four included shore 
excursions, depending 
on embarkation port. 

Our all-inclusive 
cruise means 

passengers enjoy 
international cuisine, 
including delicious 
Cuban dishes and 
drinks, as well as 

authentic onboard 
entertainment, 

such as live music 
and theatre, dance 

classes, cooking 
demonstrations, 
and educational 

presentations during 
their entire trip.

4. 
hoW can travel 
agents upsell 

the cuba cruise 
experience?

We recently added 43 
balcony staterooms 
(SBJ categories) for 

a total of 53 balcony 
staterooms, with 

verandas large enough 
to accommodate two 

chairs and a table. 
Travel advisors also 

have the opportunity 
to sell their clients 
additional shore 

excursions in 
advance, such the 
famous Tropicana 
Cabaret in Havana, 

and upgrading 
the included drink 

package to premium.

5. 
summarize your 
top three sales 
tips that travel 
advisors should 
consider When 

selling celestyal 
cruises’cuba 

itinerary. 
The Celestyal Crystal 

is an intimate 
vessel carrying 960 

passengers; clients can 
visit four Cuban ports 
and one non Cuban 

port, with longer stays 
in each port; and 

guests overnight in 
Havana, where they 

have two days to 
explore the city. ❋

take                       five

with Christine Chiang,  
VP Sales and Marketing Canada,  

Celestyal Cruises
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The Brambles 
accommodations 
will be a 
mixture of tree 
houses and 
vintage styled 
bungalows.

1. 
What’s neW in Mendocino? 
New lodging opportunities! 

There’s a brand new, very 
unique property north of 

Fort Brag. It’s called Inn 
at Newport Ranch. Then 

there’s new family-friendly 
lodging in Anderson 

Valley, part of which is 
opening this year, with the 

remainder opening in 2017. 
It’s called The Brambles 

and will feature bungalows 
and treehouses. That’s a 
really fun property. And 

this year, we’re anticipating 
a property reopening in 

Elk, which is on the coast. 
An old property called the 

Harbor House has been 
renovated. It has a beautiful 
location on a private cove 
with cottages and a main 

house. A 3,400 bottle wine 
cellar is its big feature. 

And then next door is the 
Greenwood Pier Inn, which 
is being renovated top to 
bottom and will open in 

2017.

2. 
hoW are canadian 

travellers experiencing 
Mendocino? 

We’re served by three 
airports in the area. 

Sacramento to the east - it’s 
about a three-hour drive 
to Mendocino County. To 
the south is the Bay Area 
with San Francisco and 

Oakland airports. They are 
equidistant to Mendocino 
County; about two and a 
half hours driving. There’s 

also Santa Rosa Airport 
which is in Sonoma County, 

about an hour closer. It’s 
also a drive, but it’s a long 

drive from Canada! 

3. 
Which type of travellers 

Will love Mendocino’s 
offerings and 

highlights? 

It’s great for couples and 
romantic travel. There are 
some beautiful bed and 
breakfasts, and romantic 

inns. There’s 145 kilometers 
of coastline, 48 tasting 

rooms, and lots of hiking, 
biking, kayaking and whale 

watching. There are also 
a lot of family activities. 

Attractions like the Skunk 
Train., B. Bryan Reserve (a 
preserve for endangered 

African hoofstock), 
lighthouses, and Great 

Pygmy Forest hikes. Hikes 
through the redwoods – 
towering giants of over 
300 feet tall. They’re just 

magnificent. And our drive-
through tree is always fun 

for the kids. 

4. 
hoW should travel 
agents best sell 

Mendocino? 
As an undiscovered gem. 
It’s the wine country of 40 
years ago that Napa Valley 
used to be. It’s authentic 
in that if you go to wine 

tasting rooms, most often 
it is the winemaker who 
will be pouring the wine. 

We’ve got miles of coastline 
to explore and on the 

coast you won’t find any 
chain lodging. There are 

individual properties that 
have unique qualities to 

offer travellers. Casual but 
rustic.

5. 
anything else you Want  
our netWork of agents  

to knoW? 
We’re a great destination 
to keep in mind and very 

easy to reach. We just 
about invented farm-to-
table. We’ve got organic, 

bio-dynamic wines, 
breweries and great 

culinary experiences. Oh, 
and wilderness. We’re all 
about wine, waves and 

wilderness. ❋

By Jennifer  Hubbert
Q & a

With Alison de GrAssi,  
Marketing & Communications Coordinator,  

Mendocino County Tourism Commission





SEPTEMBER 2016      CanadianTraveller.net28   

Keeping healthy while on the job

“Sitting is the new smoking” has become the 
warning song of medical professionals. With 
an uncanny surge in jobs that require sitting 
at desks and staring into screens, prolonged 
sitting — often accompanied by bad posture 
and unhealthy habits — has emerged as a 
serious health concern.

With the elevated risk of heart disease, 
diabetes and cancer on the line, it’s time 
to counteract the effects of sitting by 
incorporating other healthy habits into our 
workplace routines. To help you figure out 
how to do this, CT Magazine has come up 
with a few tips for creating a healthy work 
lifestyle with the help of Dr. Mariana Calleja. 
Based in Barcelona, Calleja mainly practices 
online, counselling patients on how to prevent 
illnesses and build better habits.

By Alison Karlene Hodgins
office life

focus on the physical

From food and water to 
moving your muscles, 
changing your habits starts 
with how you treat your 
body. Here are eight ways 
to stay healthy at the office.

1. Drink more water. 
“Drinking water is 
extremely important,” 
Calleja says. “You can get 
dehydrated quite easily 
in the office, especially if 
you work in an air condi-
tioned environment and if 
you’re not moving around 
enough.” Although water 
is the ideal liquid to 
intake, it is important to 
be aware of how many 
and what kinds of liquids 
you consume throughout 
the day.

2. Don’t ignore your blaDDer.
Once you’ve conquered 
the first step, all that 
liquid has to go some-
where! Take frequent 
restroom breaks to 
maintain healthy bowel 
and bladder movements. 
Bonus: Going to the 
washroom gets you up 
and moving.

3. bring your own (healthy) 
lunch anD snacks.
“Dried fruit and seeds 
make great snacks to 
munch on throughout 
the day, as they are rich 
with vitamins and are 
quite filling,” Calleja 
suggests. “Set aside one 
night a week to prepare 
homemade, low-fat meals 
to bring to work, [which 
will] save money and 

avoid the temptation of 
unhealthier eats.” Bonus 
points: Don’t eat lunch 
at your desk. Take the 
opportunity to socialize 
or get out of the office. 

4. get moving.
Stand up. Right now. 
Yes, really, now. Move up 
onto your tippy toes and 
reach your arms way up 
to the ceiling. Let out a 
big sigh. Now set a “stand 
up alarm” and repeat 
this process every 20-40 
minutes. Even better, 
take a short walk — to the 
lunch room, bathroom or 
around the building. 

5. finD a nearby gym.
And go. Make a point 
to workout during your 
lunch break or when you 
leave the office. If you 
don’t do it then, your 
chances of incorporat-
ing it into your routine 
decrease significantly, 
Calleja warns. “Once you 
get home from work, 
you will be tired and less 
motivated to exercise… 
If gyms aren’t your style, 
find an exercise buddy in 
the office and encourage 
each other. Ask around 
the office and create a fit-
ness group. Go for a run 
together or hire a yoga 
or Zumba instructor to 
come by the office twice 
a week.”

6. evaluate your posture.
Follow the 90-degree 
rule of ergonomics: Your 
ankles, knees, elbows 
and hips should all be 
bent at 90 degrees. Your 
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Mariana Calleja is a medical 
doctor who teaches how 

to build healthy habits that 
stick. Since working with 

patients for over a decade 
and after specialising in 

non-surgical pain manage-
ment, she has transitioned to 
online consultation (both in 

English and Spanish).  
You can find her at  

www.marianacalleja.com.

2. office gossip
Office chit-chat can be 
emotionally draining, espe-
cially as it tends to be nega-
tive. Calleja encourages 
employees to surround 
themselves with good 
people that practice healthy 
habits, in the workplace 
and in the rest of their life.

3. meetings
“If you have a long, intense 
meeting, ideally you want 
to take a little mental break 
before returning to work,” 
Calleja says. A few sug-
gestions? “Make use of an 
adult colouring book or 
Sudoku, go for a short walk 
or meditate to relax and 
calm the mind.”

4. communication
When there are problems 
at work, it’s crucial to talk 
about it. Whether you 
discuss the issues with your 
boss, a trusted colleague 
or a third-party, the most 
important element is com-
municating clearly before 
these concerns become 
loftier problems.❋

back should be straight 
and shoulders back. You 
shouldn’t hunch over or 
look down at your monitor 
— your eyes should hit the 
middle of the screen when 
staring straight ahead. 
Another suggestion from 
Calleja: “When you’re at 
work, disconnect from your 
phone. Texting strains your 
neck. It also distracts you 
from your work, making you 
less productive and affect-
ing whatever task you are 
attempting to complete.”

7. invest in a stanDing Desk.
Standing desks are raved 
about by those who use 
them and medical profes-
sionals alike. However, 
they are not an all-encom-
passing solution. “They 
may not benefit everyone,” 
Calleja says. “Some people 
will experience pain when 
standing for long periods of 
time due to personal health 
conditions. If in doubt 
whether a standing desk is 
right for you or not, always 
ask first.” If you do choose 
to work while standing, try 

to keep your feet moving 
and don’t forget to mind 
your posture.

8. stretch.
“For every hour you spend 
at work, you should set 
aside five minutes to stretch. 
It’s best to leave your desk 
and go into a separate room 
where you have more space 
and feel more comfortable 
so you can stretch fully and 
properly,” Calleja says. “This 
will prevent and improve 
muscle, joint, neck or back 
pain throughout the day.” 
Lie on the floor or stand up 
straight and stretch your 
arms, legs and back. Yoga 
postures are perfect. Don’t 
rush through them — hold 
each movement for 30 
seconds.

combat mental strain

Physical risks aren’t the only 
health concerns that exist in 
office environments —  it’s 
imperative to take care of 
your emotional and mental 
wellness as well. Follow 
these four suggestions to 

keep your mind sharp.

1. pre-work time
How are you feeling when 
you arrive at work? Are you 
already tired, frustrated, 
annoyed or distracted? 
Set aside some time in the 
morning to get in the right 
frame of mind before trav-
elling to the office. Whether 
that means reading a 
chapter of your favourite 
book, slowly sipping your 
coffee or getting your social 
media checks out of the 
way, it’s important to take 
time for you. Alternatively, 
schedule a workout before 
you get going. According to 
Calleja, “Engaging in a little 
exercise in the morning can 
make you feel energized 
and ready to go before you 
even get to the office. If you 
are feeling good outside of 
work, you are more likely to 
feel good at work.”

Fit
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This article was brought  
to you by Fitterfirst.  

Visit www.fitter1.com



By Marion Rose,  Owner, 
Elgin Travel  & Cruises

Manifest                        with Marion

The four mosT imporTanT 
reasons To seT boundaries
Three years ago, when I first told 
my staff that I was going to start 
working by appointment-only, 
we all questioned how this could 
work. We traditionally saw a lot 
of walk-ins thanks to our location 
– a busy plaza storefront – with 
clients appearing on constant 
rotation. With that as our reality, 
even I didn't truly believe in this 
new plan. 

However, once we made that 
our policy, clients started calling 
first to schedule time with us. 
Taking the next necessary step, 
I would offer a set 45 minutes 
(depending on the inquiry) to 
allow the focus to be on the 
details, contrary to the previous 
conversations that would often 
get side-tracked.

 

There were four major 
benefiTs To seTTing up  
This boundary:

 
1. Time management: Knowing 

certain chunks of time were set 
aside for these clients meant 
no interruptions, so other tasks 
were scheduled and completed 
outside of these windows.

2. We could whole-heartedly 
show our clients how impor-
tant they are to us. It gave me 
a chance to acknowledge what 
travel options they were con-
sidering, and it gave me time to 
do research prior to their arrival. 
I could be fully prepared with 
available options before they sat 
down with me, with suggestions 
(such as for upgrades) that let 
them know their choices.

3. Putting this sense of value 
for my time, in turn, made my 
clients feel like they were receiv-

ing a higher level of service, and 
valued their time with me.

4. I credit our Destination 
Wedding Advisor for taking this 
a giant leap further. Preparing 
for a couple's consultation, 
Nicole will have chilled lavender 
hand towels on a silver tray, 
chocolate covered strawberries, 
and depending on the time 
of day, either a hot flavoured 
coffee with whipped cream 
and a cherry, or champagne in 
flutes on their arrival. She has 
taken the "wow" factor up many 
notches in her presentations.

By appointment is now primar-
ily the only way we see our 
clients, and it is so empowering 
in many ways. We can have their 
itinerary marked out on our wall 
map with "welcome" notes, and 
best of all, the focus is 100 per 
cent on our valued customer. 
Knowing that they have our 
undivided and personalized 
attention allows a more produc-
tive meeting.

Maps and websites can be 
bookmarked to review, CD's 
loaded for pictures and a mutual 
trust is built.

We absolutely adore the people 
we consult with, and what better 
way to show them than to be pre-
pared, focused and excited about 
their requests.

We now find that our new, 
walk-in clients appreciate being 
assigned a consultant, who spe-
cializes in their destination. They 
are willing to leave their details to 
return at a mutually agreed-upon 
time for the sake of meeting with 
a prepared professional.

We all win! We go home with a 
greater sense of value, at the time 
of day we choose. It is not always 
easy, but it is simple… and best of 
all, we are happy! ❋

allow yourself  
To be excepTional
If you would have told me 
three years ago that I could 
be working three days a 
week, have millionaire cli-
ents that valued my service 
and time, have an amazing 
team of specialized and 
happy associates, and feel 
genuinely joyful everyday, 
I would have laughed out 
loud. At that time, I had no 
capacity for fun; I was a 
bookkeeper, manager, full-
time sales consultant, office 
cleaner, purchaser, marketer 
and wanna-be social media 
expert as the owner of a $5 
million travel agency.

And that was just my day 
job, which left very few 
hours to be mom, wife, 
friend, or member of my 
community. Reflecting on 
that list, it’s no wonder why I 
never felt truly "present" for 
anyone.

But I am happy to say that 
I’ve once again found free-
dom in a career that I have 
always loved, but at one 
point, lost some excitement 
in because of the demands I 
thought I had.

I now want to share the 
lessons I’ve learned, with 
the hope that you might be 
reminded of the reasons you 
got into this amazing pro-
fession. I want to encourage 
you to find your brilliance, 
share your expertise, attract 
your ideal clients and live 
the life of which you’ve 
always dreamed.

It is possible, and over 
the coming months, I will 
provide you with tips to 
manifest your passions, and 
to truly know joy, personally 

and professionally.
We will discuss: the 

importance of creating 
boundaries; the importance 
of specialization; letting 
go of clients who are not 
your ideal customer; and 
up-levelling your services 
to excel in delivering what 
your travellers can experi-
ence with insider tips, 
unique opportunities and 
useful travel apps.

I want you to understand 
that you do not have to be 
everything to everyone; 
there are people who love 
to do the bookkeeping, 
the social media posts, the 
administration – which 
means you can devote your 
valuable time to the tasks 
and activities at which you 
excel. Allow yourself to be 
exceptional (and happy!).

I have operated my busi-
ness now for 29 years, and it 
took me this long to realize 
that investing in myself, in 
a great coach, and in taking 
the action necessary, to 
remember the fun of it all.

My five associates at 
Elgin Travel & Cruises 
have each specialized in 
their respective niches, 
built their own websites 
and Facebook pages, and 
overcome many challenges 
to now be working with 
their ideal clients. They 
even indulge me in staff 
meetings to set intentions, 
and I love reminding them 
of how these small things 
unfold for each of us in 
such a beautiful way.

Come along as we get back 
to knowing our value, serving 
others in a big way, and lov-
ing our lives in travel!
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explore  
StKittsTourism.kn

out across the town, we sat atop an ancient fortress wall  

at brimstone hill. We watched the twinkling lights together  

and imagined our evening unfolding into an adventure 

that could only happen here

Gazing
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