
SaleS education for the frontline canadian travel ProfeSSional OctOber 2016

inside
PM

42
72

00
12

 

take the first steps tO building 
yOur grOup business

a guide tO grOups
this issue

page 10

do you need 
a Social 

media 
manager?

page 8

BeSt
PracticeS

for the
folloW-uP

page 7

minimiZe 
StreSS 

in the
WorKPlace

A CANADIAN’S GUIDE TO 
ARIZONA

plus



COMING SOON: LOS CABOS • RIVIERA CANCUN
CANCUN • PUNTA CANA • RIVIERA MAYA • VALLARTA

ALL DAY. ALL NIGHT. ALL INCLUDED.VISIT ALLINAGENTS.COM

Booking Window: Now – October 31, 2016. Travel Window: December 24, 2016 – December 22, 2017. Percentage of savings varies per date. Applies to NEW reservations only, existing reservations do not qualify. 
Applies to child rate. Reservations with overlapping dates qualify; discount will apply for nights within travel window. Promotion is subject to change without prior notice. We reserve the right to discontinue this 
promotion at any time. All previously sent close-outs and inventory changes apply and remain in place. Applicable to group bookings. Not applicable to reservations with employee rate, travel agent rate, FAMS, 
complimentary or compensatory stays.

Each room is stuffed full of every luxury imaginable.  

We have something to suit every rock star taste at the 

Hard Rock Hotels in Mexico and the Dominican Republic. 

With up to 42% off, now is the perfect time to upgrade 

their stay. Book now until October 31st, 2016 for travel 

between December 24, 2016 and December 22, 2017. 

Cheers, big-timer. Welcome to paradise.

Project:
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Thanks for picking-up the October issue of CT Magazine, featuring a dedicated 
section to selling group travel, in addition to our annual Arizona Guide. Our hope is 

that once you read this issue front to back, you’ll feel empowered with a wealth of new 
information and sales tools. For the first time, our Arizona Guide encompasses CT’s 
new approach and “how to sell” focus. Not only will you find great information and 

ideas for booking your clients on their next getaway to the Grand Canyon State, travel 
advisors who are experienced in selling luxury and wellness, outdoor and adventure, 

and golf holidays offer-up their first-hand sales tips, specifically as they relate to 
Arizona. Do you have expertise in any particular niche and interest in sharing your 

knowledge with fellow travel professionals? Drop me a note at  
terrilynk@mypassionmedia.com. In the meantime, happy learning.

terrilyn Kunopaski
terrilynk@mypassionmedia.com
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Saint Lucia Agent Months on to Nov. 30

The Saint Lucia Tourist Board’s annual travel agent incentive program, Saint Lucia Agent Months 
(SLAM), continues through to Nov. 30, 2016. Created to showcase Saint Lucia to visiting travel 

agents, SLAM includes booking incentives and special rates on accommodations. Designed to provide 
travel agents with an immersive Saint Lucia experience, the tourist board has planned tours, land and 
sea excursions, and opportunities to enjoy authentic island cuisine. SLAM also grants agents access to 
the island’s hotels and resorts through planned site inspections. For more information, visit www.stlucia.
org/travel-trade/saint-lucia-agent-month/, e-mail travelagents@stlucia.org or contact Alison Theodore at 
416-519-5642 or atheodore@stlucia.org. 

Tropicana Las 
Vegas welcomes 
first magic super 
group

The world’s first magic super 
group, “Band of Magicians” 

will begin a Las Vegas residency 
at Tropicana Las Vegas, beginning 
Oct. 26, 2016. The production 
brings together four magicians 
from across the globe to create a 
“revolutionary
experience unlike anything the 
world has seen before,” according 
to Tropicana. Tickets are now on 
sale.

WestJet 
introduces 
Belize

WestJet will begin 
serving Belize 

City, Belize, non-stop 
from Toronto Pearson 
International Airport 
starting Oct. 29, 2016. 
Service is scheduled twice 
weekly. WestJet’s recently 
announced winter 
schedule includes more 
than 85 new flights across 
its growing network.

RewaRds You 3 Times!
1.	 Receive	$100	when	you	deposit	a	land	or	air/land	combo	and	receive	$100	when	the	group	travels
2.	 Book	a	group	to	Europe	and	double	your	reward	when	they	travel	($200!)
3.	 Use	a	group	booking	as	a	"wild	card"	on	our	Passport	to	a	Fam	promotion

Groups & Special Events Experts to Africa · Asia · Europe
Latin America · Middle East · South Pacific 

Call Toll Free 800.838.0618 or visit www.GroupsOnly.com TICO #1543989
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Transat expands 
connections to Europe 

Air Transat’s recently announced 2017 
transatlantic flight program offers 27 

European destinations, soon accessible to more 
Canadians thanks to its new connecting flights. 
Highlights include added frequency on its 
Montreal-Paris and Montreal-Marseille routes, 
as well as on the Toronto-Zagreb and Montreal-
Prague routes. Air Transat will also offer an 
additional flight between Toronto and Dublin. 

Globus, Cosmos look  
to Italy in 2017

Globus and its sister company Cosmos 
have released their Italy product for 

next year, including new itineraries and early 
booking bonuses. In all, Globus will be offering 
14 escorted tours to Italy, (plus eight featuring 
Italy in combination with other countries), 
while Cosmos offers clients the choice of nine 
itineraries (plus 13 with other countries). Clients 
who book a Globus 2017 Italy vacation before 
Nov. 29, 2016 can take advantage of 10 per cent 
off, per person. Cosmos travellers will receive a 
$50 per person discount when they book and 
deposit by Oct. 25, 2016. For more information, 
visit www.agentlingo.ca.

Contiki under the Christmas tree?

Contiki has launched its 2017-2018 Europe program, with five new trips including 
four Adriatic and Greek Week itineraries. Its full suite of Europe 2017 trips are now 

on sale, with a 10 per cent discount (savings of up to $820) for those who book by Jan. 
12, 2017. Sales tip: If you have clients who have travelled with Trafalgar or Insight in 
the past, let them know about the deal and suggest they consider a Contiki trip as a 
Christmas gift to their children, grandchildren, nieces or nephews.
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Boeing 787 
Dreamliner  
You will want 
to fly more  

Air Europa adds to its 
fleet the new Boeing 787 
Dreamliner, one of the 
quickest, more efficient  
and comfortable aircrafts  
in the world.

Book your clients with  
Air Europa on their next trip.
www.aireuropa.com  
or call 1-855-838-7672.
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ApproximAte prize VAlue: $3,000 CAD

EntEr to win  
a fittErfirst 
 HEaltHy officE 
custom makEovEr!
A prize package that will 
include a variety of solutions 
to make your office healthier 
and balanced. the custom 
office makeover will include 
elements not limited to 
VAriDeSKs and active office 
equipment like balance 
boards, exercise balls, and 
Backnobbers.

canadiantraveller.net/fitterfirst-contest
EntEr at

Contest!

Ponant introduces 
new ship

Ponant has introduced its new series 
of yachts, the PONANT EXPLORERS. 

Four new yachts will soon be added to its 
fleet, the first two of which will arrive in 
time for the Summer 2018 season and the 
other two for Summer 2019. Le Lapérouse, 
Le Champlain, Le Bougainville, Le Kerguelen: 
the names of the four ships in the PONANT 
EXPLORERS series pay tribute to great 
French explorers who set sail to discover 
new continents.

OCTOBER 2016      CanadianTraveller.net6   

Redefining GLP

Formerly known as GLP Worldwide 
Expedition Travel and Tours, the 

Canadian company will now be known 
simply as GLP Worldwide, also boasting a 
new tagline, “Travel for Travellers” reflecting 
its approach and the type of traveller it seeks. 
GLP Worldwide will define its product and 
product suppliers into four new categories: 
River, Expedition, Ocean and Rail.

CruIse



Simple ways to minimize stress  
in the workplace

In the constantly evolving world of 
travel, life moves fast. We’re hyper-
connected, always-on and time zone 
agnostic, so challenges in the workplace 
are unavoidable. But being stressed 
doesn’t have to be, especially with a 
few stress management techniques in 
your back pocket. We’ve come up with a 
few so you don’t have to:

By Alex Davies
offICe lIfe

take a deep breath
The physical effects 
of stress are acti-
vated by your ‘fight or 
flight’ response and 
controlled by your 
sympathetic nervous 
system. It floods your 
body with cortisol, 
which speeds up your 
breathing and heart 
rate. Taking a moment 
to breathe deeply in a 
challenging situation 
activates your para-
sympathetic nervous 
system, which controls 
your “rest and digest” 
response and slows 
your heart rate, creat-
ing a feeling of calm. 
Here’s a simple exer-
cise to try: Place your 
hand on your lower 
belly, then inhale 
through your nose for 
four counts. Draw the 
breath not just into 
your chest but all the 
way down, filling your 
lungs and belly and 
pushing your hand 
out. Exhale through 
your mouth for four 
counts, emptying your 
lungs as much as pos-
sible. Repeat 10 times.

GIve your body  
what It needs
Two of the simplest 
ways to fight work-
place stress are eating 
and sleeping well. 
Having healthy, ready-
made meals on-hand 
helps you get the 
nutrients you need 
to stay balanced and 
bright, plus the grab-
and-go aspect cuts 

down morning stress. 
If you’re not exactly 
a whiz in the kitchen, 
think about investing 
in a delivery meal 
plan; the convenience 
of getting fresh, nutri-
tious meals brought 
to your door can make 
the added expense 
worthwhile. Getting a 
good night’s sleep is 
another way to help 
your body cope with 
stress, as being rested 
leaves you mentally 
alert and better pre-
pared to tackle tough 
situations. Try some 
simple sleep aids like 
avoiding caffeine after 
noon and screens (TV, 
phone, computer) 30 
minutes before bed, or 
sticking to a bedtime 
ritual.

learn to say no
Whether you’re trying 
to prove your worth at 
work or strike out on 
your own, taking on too 
much at once can leave 
you feeling stretched 
thin and stressed out. 
To avoid over-commit-
ting, ask yourself if you 
can really do the task, 
and whether you can 
do it well. Delivering 
sub-par work won’t 
reduce professional 
stress, nor will it get 
you any closer to a pro-
motion. Plus, if you’re 
a travel advisor relying 
on a hard-won client 
list, a bad reference 
can follow you around. 
When declining work, 
be firm, to-the-point 

and suggest a manage-
able alternative, such 
as teaming up on a 
project or requesting 
a later deadline you 
feel confident you can 
meet.

the power of  
posItIve thInkInG
It’s natural to focus 
on the negative when 
feeling anxious or over-
worked, but finding a 
silver lining is a more 
productive approach. 
Be sure to celebrate 
small victories, and 
create motivation 
with little things such 
as new goals, client 
compliments, or plans 
for a personal dream 
vacation. Communicat-
ing with colleagues can 
be an effective way to 
stay positive: work-
place peers can lend a 
supportive ear, let you 
have a quick vent, or 
use their own experi-
ences to help you work 
through challenges. Try 
to also make time to 
take advantage of the 
perks that come with 
working in the trade, 
such as using resort 
credits or attending an 
event for a favourite 
product to remind 
yourself why you love 
dream-making in the 
first place. ❋

Do you have your own 
ways of coping with 
stress? Share them 
with us: editorial@
mypassionmedia.com.

Make a lIst
Facing an especially 
tough week or have 
a massive tour to 
finalize? Breaking an 
overwhelming job into 
manageable chunks 
forces you to priori-
tize your tasks and 
get the most press-
ing issues out of the 
way first, leaving you 
feeling accomplished 
and on top of things. 
Separating tasks into 
categories such as 

“today,” “tomorrow” 
and “next week” is 
another easy way to 
gain perspective on 
daily challenges, while 
the physical sensation 
of crossing items off 
a list is surprisingly 
satisfying. Not into 
pen and paper? There 
are practical and user-
friendly list- 
making apps like 
TeuxDeux and Wunder-
list to help keep you on 
schedule.
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“Are you ready to buy yet?”:
Following-up with prospects

By Jennifer  Prendergast
Business development

yourself a follow-up schedule in 
your CRM, Outlook calendar, or 
day planner. If you have more 
than three months, set-up a 
monthly follow-up. Between one 
and three months, increase it to 
bi-weekly, and in the last month 
before booking, increase to a 
weekly outreach.

The goal is make sure your 
client doesn’t forget you, while 
ensuring they don’t think 
you’ve forgotten them. A lot 
can happen in a few months 
between meeting a prospect 
and completing the booking; 
they’ll no doubt be talking 
about upcoming travels with 
friends and family, and there will 
inevitably be recommendations 
from said family and friends on 
where to go, what to do and 
with whom to book. While you 
can’t stop that from happening, 
good follow-up is key in making 
sure your prospect is happy and 
confident working with you, and 
is less susceptible to speaking 
with any other travel advisor.

“Great”, you’re thinking, “But 
how about that whole broken 
record thing? What exactly am 
I reaching out with?” The key 
here is to offer something new 
and of value in each follow-up. 
This needs to go beyond the 
monthly enewsletter that you or 
your agency sends; it has to be 
personal. 

Examples of what you can 
send them include:

• A summary of new 
information you’ve learned, 
either through a visit from 
a BDM who handles their 
desired destination, or a 
presentation or webinar you 
recently attended.

• An article you’ve come across 
that covers the destination/

Wouldn’t it be nice 
if every prospect you 
speak to booked a trip 
with you after your first 
consultation? 

Unfortunately, as we 
all know, this isn’t 
typically the way it plays 
out. More often, we do 
the upfront work and 
then need to keep the 
conversation open until 
they’re ready to make a 
decision. Sometimes this 
buying cycle takes days; 
other times, months. So 

how do you follow-up 
with prospects without 
sounding like a broken 
record asking, “Are you 
ready to buy yet?” over 
and over? 

Before you can 
even think about 
following-up, you need 
to make sure you know 
why your prospect 
hasn’t yet made a 
purchase. From your 
first conversation, you 
know when they want 
to travel and at this 

point (I assume), you’ve 
recommended a booking 
timeline in order to 
secure both the space 
and the best rates. That 
timeframe will either be 
now or some time in the 
near future.

Let’s take a look at both 
scenarios.

If the time to book hasn’t 
arrived yet, you’re going to use 
the time between now and then 
to build value in yourself, to stay 
top of mind, and to maintain and 
build their excitement level. Set 
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getting anywhere, send a clear 
and concise e-mail asking that 
they let you know one way or 
the other if they’re still inter-
ested in working with you. Try to 
remember that things change 
– any number of things could 
have happened in their lives that 
are causing them to be unable 
to commit and, more often than 
not, people tend to feel bad tell-
ing someone ‘no’. And the longer 
they avoid saying ‘no,’ the harder 
it becomes to say.

Use a subject line such as, 
“Your Guidance Please”, and 
make your e-mail body look 
something like this:

It was a real pleasure meet-
ing you and I’ve been looking 
forward to helping make your 
travel dreams a reality. I’ve been 
following-up to see if you’re ready 
to book but haven’t heard back 
so I’d like to ask for your guidance 
in how I should proceed. Please 
let me know if a) you’re not going 
to be committing to a trip at this 
time or b) you need to postpone 
your decision and would like me 
to reach out again in a given time-
frame. I’ve enjoyed working with 
you and hope that, either way, we 
can work together in the future.

Hopefully they answer but 
they may not. Whether the situ-
ation will be option A or option 
B, you’ve given them a way to 
let you know without feeling 
bad for not having responded 
previously. The added benefit is 
that you’re leaving this interac-
tion on a positive note so the 
next time they’re ready to start 
planning, they’ll head in your 
direction first.

Good luck and happy selling! ❋

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

trip they’re planning (search 
www.CanadianTraveller.com 
for travel articles from around 
the world).

• A blog post that you think will 
inspire or resonate with them. 
(Pro tip: Follow your favourite 
travel writers, bloggers and 
video bloggers on Facebook, 
Twitter, Instagram or Tumblr 
as to keep up-to-date with all 
of their posts. When relevant 
content is posted, keep it on 
file and send it to the appro-
priate prospect when it’s 
time for your next scheduled 
follow-up.)

• Reviews/comments from 
other clients of your agency 
who have just returned from 
the destination.

• Agency news. For example, 
have you or your agency 
just won a Reader’s Choice 
or local business award? Let 
your prospects know. Person-
alize the message by saying 
you appreciate every single 
client and that you’re excited 
to help them plan their trip. 
Show them how much pride 

you have in what you do.
• Anything personal you think 

they’d appreciate. If you’ve 
talked about a shared love 
of literature, send them a 
recommendation of the book 
you just read. Ask for their 
recommendations in return.

• FAM trip reports written by 
yourself or your colleagues.

• And, of course, new booking 
rates, bonuses and promo-
tions that have just come out 
that pertain to their booking. 
Even if a seat sale comes out 
but you still recommend they 
wait to book, tell them! You 
want them to know you’re 
staying on top of things and 
that you haven’t forgotten 
about them.

While these are only a few of 
many possibilities, it gives you 
an idea of how to get started.  

As the booking timeframe 
approaches, you’ll want to start 
including more logistical infor-
mation in your follow-up notes 
– rates, upgrades, promos, new 
airline baggage policies. In 
any case, make sure you use 

language that assumes you’re 
going to be getting the sale. 
For example, “There’s going to 
be a promotion starting next 
week. I’ll give you a call when I 
have the details so we can get 
your holiday booked” sounds 
more confident than, “There’s 
going to be a promotion start-
ing next week. Let me know 
if you’re ready to book and I’ll 
give you a call.”

Make sure you use this 
confident tone throughout the 
follow-up process. You’re work-
ing hard in the background. You 
deserve this sale. You’re going 
to get this sale. Keep your mes-
saging upbeat and excited but 
always sure and confident.  

There will be times that you 
get completely ghosted by a 
prospect; you’ll make a good 
connection, you’ll follow-up 
consistently and they’ll never 
respond. It sucks. It happens to all 
of us but that doesn’t make it any 
better and it’s hard not to take it 
personally. Once you’ve stepped 
up your calls and e-mails and 
have decided that you’re just not 
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Should you hire a social media manager?

While even a casual user of Facebook or Twitter can set up 
an account and post, what about designing a strategy that 
actually drives traffic and leads? What about managing the 
customer service aspect? What about maintaining a consistent 
voice across all channels and using social media to build your 
brand?

These are areas in which an experienced social media 
manager might excel. But how do you know if you need 
someone else to take the reins and guide your business to 
social media success?

Here are six signs it may be time to stop doing it yourself  
and start looking for a social media manager.

By John Rampton
TECHNOLOGY

1. When you’re 
neglecting 
revenue-generating 
activities to 
manage your social 
media accounts.
This is perhaps the 
number one reason 
business owners 
finally bite the bullet 
and hire a social 
media manager. 
After setting up and 
managing their own 
accounts for some 
time, they realize 
the time they’re 
spending is taking 
away from revenue-
generating activities.

When you can 
clearly see you’re 
forfeiting money 
to manage your 
accounts, hiring 
someone may 
become an easy 
decision. For 
instance, if you value 
your time at $100/
hour, hiring someone 
for half of that, who 
is experienced and 
passionate about 
social media, may be 
a logical choice.

2. When you don’t 
have the digital 
marketing 
knowledge.
Some people assume 
that if you know 
how to use social 
media, you must be 
good at social media 
management. If a 
teen can do it, why 
can’t you?

But there’s often 
more to the job than 
posting pictures or 

tweeting links to 
your blog. To succeed 
at social media 
marketing, a person 
ideally has a strong 
understanding of:

- Analytics and 
reporting

- Monitoring for 
brand mentions

- Tools and software
- Competitive 

analysis
- Marketing and 

advertising (for 
paid campaigns)

- Customer service
In addition, a social 

media manager 
hopefully has strong 
writing skills and a 
keen understanding 
of how their tasks fit 
into the marketing 
strategy, and 
how social media 
contributes to the 
goals of the business 
as a whole.

3. When you no 
longer enjoy it.
Authenticity and 
transparency 
in social media 
marketing often 
matters. People want 
to know there are 
real, trustworthy 
people behind those 
accounts. If you 
just think of social 
media as a necessary 
evil, this may come 
through in your 
interactions.

If you find yourself 
feeling bored, 
annoyed or resentful 
at the prospect of 
interacting with 
your audience on 
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John Rampton is the 
founder of Palo Alto, 

California-based Host, 
a free Joomla hosting 

company. He is also 
a member of Young 

Entrepreneur Council 
(YEC), an invite-

only organization 
comprised of the 

world’s most promising 
young entrepreneurs. 
His personal website 

is www.johnrampton.
com. This article was 
originally published 

on OPEN Forum - 
American Express.

Visit CT Magazine online 
at CanadianTraveller.net, or on social media: 
Twitter: @CTproMag             Facebook: CT Pro

aligns with your overall 
business goals. A social 
media manager may 
help ensure you’re 
using social media 
intentionally, in a way 
that protects and builds 
your brand. Keep in 
mind that a half-baked 
strategy can be just as 
bad as no strategy at 
all. ❋

social media, consider 
stepping away and 
letting someone 
else have a go. Find 
someone who has 
a real passion for it, 
and they may be an 
authentic advocate for 
your brand.

4. When you’re too 
busy to manage 

and monitor it 
consistently.
You may find yourself 
overwhelmed by the 
sheer number of tasks 
and responsibilities on 
your plate. In this case, 
it may be more difficult 
to accept that adding 
someone else to the 
payroll is a wise move. 
But consistency in 

strategy is necessary, 
it’s likely time to hire 
a pro.

I like Jay Baer’s take 
on it: “Social media has 
too much opportunity 
(and too many pits of 
real-time quicksand) 
to just blindly jump 
into the deep end of 
the pool... You need to 
know how and why 
you’re getting involved 
with social media so 
that you can rightsize 
your resources, 
relationships, and 
expectations.”

An experienced social 
media manager will 
usually understand the 
importance of strategy 
and know how to create 
one that contributes to 
your bottom line. They’ll 
often understand 
the ins and outs of 
marketing funnels, 
how to choose the 
right platforms and 
how to use social 
media in a way that 

social media marketing 
is extremely important.

5. When you’re not 
able to keep up  
with trends.
Social media is 
constantly in flux. New 
platforms, tools and 
strategies emerge 
constantly, and it may 
be difficult for even 
social media specialists 
to keep up.

For instance, do you 
stay on top of industry 
reports and research? 
Do you attend social 
media conferences 
and workshops? Do 
you network with 
other professionals in 
the field?

This is where social 
media pros often shine. 
They often know what’s 
changing and how 
your business might 
keep up.

6. If you don’t know 
what social media 
strategy is.
If the phrase “social 
media strategy” is 
unfamiliar to you, or 
you just don’t think a 
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Your guide to building group business

By Coralie Belman, CTM
product education

Group travel is about providing 
unique experiences and 
travelling with like-minded 
people. A travel advisor may use 
group travel as a way to develop 
significant new business by 
having properly packaged and 
promoted group tours. 

Unlike individual tours 
bookable by any advisor, 
themed group tours provide an 
important marketing edge. The 
work completed for one client 
translates into sales for another. 
In addition, client participation 
in group travel may increase 
loyalty and provide an 
opportunity to build long-term 
commitments.  

So with all of this in mind, how 
do you go about building your 
group business? Read on to find 
out.

Where to find  
group business
To find prospects, 
start by reviewing 
the clients already in 
your database for any 
special interests. Many 
databases use function 
keys to sort clients into 
specific lists using a 
set of criteria. This can 
then generate tour 
ideas and leads for 
client participation.    

Consider activities 
happening in the local 
area. Maybe a new 
cooking school has 
opened, which may 
generate opportunities 
to partner with the 
school and promote 
cooking trips to 
exotic destinations. A 
dance school in the 
neighbourhood may 
mean members are 
travelling for dance 
events.  

types of group tours
There are many great 
options for tours 
including:

Special interest or 
educational tours
Experience a 
destination from a 
cultural standpoint. 
This could be a wine 
lover’s exploration 
of a region, the 
opportunity to learn a 
new language or skill, 
or any other shared 
interest or hobby.

Special event tours
Specific festivals, 
activities and events 
make great tours, such 
as Carnival in Venice, 
jazz festivals, or film 
festivals. Any activity 
that inspires like-
minded people forms 
the basis for a special 
interest tour. 

GrOups Guide

Sports tours
Tours may be offered to the 
Super Bowl, Olympics, FIFA, 
or Wimbledon. Or create an 
individualized event like a 
Great Wall of China run or a 
golf tournament. 

Religious tours
These may be of a 
spiritual nature or more 
encompassing pilgrimages 
to religious spots. 

group organizer
Seek out a group organizer 
who might influence the 
purchase of travel for many 
people. This could be a 
teacher, a club president, or 
a golf pro, as a few examples. 
Group organizers may not 
have travel experience but 
what they do have is access 
to people who could join the 
group tour. A joint venture 
with a local business is a 
great way to start a group. 

existing package 
or custom tour?
When working with a group, 
first decide if an existing 
package may be used or if a 
custom-designed package 
is required. For an initial 
tour, it is typically easier to 
match clients to an existing 
package as there are less 
details and suppliers 
involved and therefore less 
work. Suppliers often have 
customizable marketing 
material that may be 
adapted easily for your 
own promotional efforts. 
Another factor to consider is 
that a client’s credit card is 
only processed once when 
booking through a single 
supplier, and the supplier 
(for the most part) absorbs 
the credit card transaction 
fees. As you develop your 
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skills as a travel 
advisor, custom tour 
packages may be 
considered. 

creating a custom tour
Be aware that custom 
tours consume a 
lot of time to select, 
confirm and track 
various suppliers. 
There are virtually 
no competitors, so 
the potential to earn 
higher profits is 
available but this must 
be weighed against 
the time of having to 
do it yourself along 
with the knowledge 
to pull all the pieces 
together. When 
preparing a custom 
program, ensure at 
least one component 
(such as ringside seats 
at a performance) 
are included, as this 
will make the tour a 
unique and interesting 
travel opportunity.

Sometimes, a specific 
tour may not exist 
for the destination 
selected when it 
comes to special 
interest groups. A 
good place to start 
is with tourist board 
information, which 
may provide some 
sample itineraries 
for the destination. 

Recommendations 
may be mixed and 
matched to create the 
ideal itinerary.  

Meals
Pay special attention 
to meal times when 
creating custom tours, 
as these breaks offer 
the best opportunities 
for clients to relax and 
get a local feel for the 
destination. Don’t 
over-schedule meal 
breaks. Sometimes 
clients prefer to 
explore on their own. 
Less meal inclusions 
keep the price of the 
tour down. Plan to 
include lunch when 
the tour has a strict 
schedule to keep, 
otherwise exclude it. 
Group meals should 
be scheduled on the 
first and last nights. 
If a tour is staying in 
the same location for 
more than one night, 
it is often a good idea 
to include dinner 
the first night and 
then on-own for the 
remaining nights. 

Accommodation
Selecting 
accommodations is a 
key component when 
creating custom group 
tours, with many 

things to consider. 
Some accommodation 
choices may cost more 
but offer superior 
facilities, a better 
location etc.  In some 
cases, the best location 
is not the cheapest. 
When negotiating 
with accommodation 
providers, consider 
the following:

• Location: places to 
walk to, shopping, 
nearby restaurants

• Level: deluxe, 
specialty. Offer a 
variety and save 
the best for the 
end of an itinerary 
– it’s hard to leave 
a deluxe place for 
a more run-of-the-
mill location but a 
great way to finish 
a tour.

• Amenities: 
What will group 
members be 
looking for?

• Is the property 
recently 
renovated?

• Does the hotel 
offer group check-
in options?

• All rooms should 
be alike and have 
the same view.

Air
Ensure that logical 
connections and 

departure points are 
chosen, not just those 
at the convenience 
of the airline. Most 
travellers prefer 
efficient connections 
versus lower fees with 
long layovers. Be aware 
that especially when 
booking far in advance, 
flight departure times 
or numbers often 
change so an advisor 
should include a 
disclaimer under terms 
that flight times are 
subject to change. 

Ground
A local ground 
operator will help 
pull the tour together. 
They know how long it 
takes to get from place 
to place and where the 
best restaurants are 
located. Selecting a 
ground operator is like 
selecting a wholesaler; 
you need to ensure 
they know what they 
are talking about and 
can deliver on their 
service promises. It 
is a good idea to have 
a separate purchase 
order / agreement for 
each service being 
purchased that spells 
out all of the details 
and protects you in 
the event of a staff 
turnover.

Client fees
Keep in mind if 
an advisor books 
arrangements with 
several suppliers then 
a decision needs to 
be made about how 
to process payments. 
The client’s card may 
be charged through 
the agency and then 
the advisor pays all 
suppliers through 
the agency. Or the 
advisor may apply 
the client’s card to 
individual supplier 
charges. If a service 
is shared between 
multiple participants 
– for example a guide 
fee or coach transfer – 
then this can be more 
difficult to process as 
individual payments. 

Regardless of 
whether you choose 
a pre-existing tour or 
custom tour, the key 
to being successful 
is to pay attention to 
detail and deliver on 
promises. 

See the web extended 
version for additional 
information on how to 
acquire group rates from 
an ITC supplier and how 
to compare quotations 
on CanadianTraveller.
net. ❋

GrOups Guide
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Building your business with  
multi-generational groups bookings

By Terrilyn Kunopaski
career deVeLopment

Focusing attention on building your group business could be a profitable 
investment for you as a travel advisor. Sure, groups are work-intensive and complex, 

but aside from what is to be gained from the large commissions and professional 
fees, the future business generated can also prove lucrative…if you’re able to 

demonstrate your value. CT Magazine asked a panel of experts for their tips for 
multi-generational group bookings to help guide you in your success.

Dana Gain  
National director  
of sales – Canada, 

Norwegian Cruise Line

Erminia niGro  
Director of sales – Ontario, 

TravelBrands

ElizabEth SimmonS  
Vice-president of sales,  

Collette Vacations

linDSay KErr  
General manager – groups, 

Flight Centre

Wolf Paunic 
President,  

Trafalgar Canada

1. Determine the 
decision maker or 
group leader.
They are easy to find; 
just ask anyone in 
the group, “Who’s 
the person I should 
ask about…?” Most 
everyone will give 
you the same name, 
and that person is the 
glue that holds it all 
together. – Gain

2. Select a qualified 
supplier & work closely 
with your BDM.
Sales representatives 
can help you close 
the sale; reach out 
for guidance, such as 
what may be the best 

hotel choice for your 
group, and tools to 
market the options 
properly to your client. 
– Nigro

3. Make roles and 
responsibilities clear. 
Setting expectations 
is the most important 
piece. Make sure your 
client knows where 
their responsibilities 
start and stop, 
and similarly, be 
clear on what they 
should expect of 
you. Deadlines and 
cancellation penalties 
are important but, 
equally so, your ability 
to help them imagine 

the whole vacation 
– from the time they 
leave their house until 
they return afterwards. 
Walk them through 
the process and let 
them know you’re 
available at all times to 
answer their questions. 
Most importantly, 
empathize; if this was 
your own vacation, 
what would you want 
service to look like?  
– Gain 

4. Think outside 
the box.
It is great to choose 
a destination where 
adult members 
can recount family 

histories, in the 
context of regional 
or global history, and 
pass the knowledge 
of family roots to 
the youngsters. 
Young travellers 
love historical 
programs with castles, 
battlefields, or sites 
where popular movies 
have been filmed.  
– Paunic

5. Discuss deadlines, 
promotions & 
opportunities with  
the group leader.
Top priorities for 
“group leaders” 
should involve 
reserving space 

and promotion far 
enough in advance, 
and they should 
have an interest 
in the destination 
themselves. It would 
also be advantageous 
for these individuals 
to set up a live 
presentation (in 
person or online) as 
a way for prospective 
participants to ask 
questions. Group 
leaders should also 
be thinking about the 
amount of flexibility 
built into the trip for 
group satisfaction and 
companies that offer a 
solid travel protection 
plan/insurance.  

Top sales Tips for groups from The experTs
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Don’t try to reinvent  
the wheel.
There are many travel 
advisors out there who 
have gone down the 
road of building groups 
successfully, and made 
a career out of it. Use 
them. Find someone 
who knows what they 
are doing and ask them 
to teach you. (See pg. 
12-13). Most people 
are flattered by the 
request, and more 
than happy to share 
their knowledge. With 
enough experience, 
you’ll be the person 
others come to for help. 
– Gain

Ask for & leverage  
client testimonials.
Booking multi-
generational groups 
is definitely a niche 
within the travel 
industry. Your 
reputation through 
client testimonials may 
be your biggest asset. 
When people have 
a terrific experience, 
this generates repeat 
and referral business 
from all generations. I 
make it my goal to be 
a part of the customer 
journey from their 
very first family trip 
when they’re a child, to 
their grad trip to their 
destination wedding 
trip and then their 
retirement with their 
kids. – Kerr

Build your database.
A great database 
has always been a 
successful way to 
build business. Get 
to know special dates 
(i.e. anniversaries, 
birthdays) and use that 
information to market 
to individuals as 
applicable. Remember 
that these prospects 

are available to you 
because a group 
leader has created 
that connection, so 
pay special attention 
to him or her; connect 
with them beyond 
communications to 
your general database 
and get to know them 
better. – Nigro 

Keep your eyes  
& ears open.
There are many 
groups already 
travelling but doing 
so without the use of 
a travel professional. 
Asking a lot of 
questions is another 
growth strategy. 
Communication within 
the industry is key. 
Sometimes, current 
clients are the best 
resources for gaining 
additional ones but 
will not come out and 
say so unless asked if 
they have knowledge 
of any other interested 
travellers. – Simmons 

Get involved.
When it comes to 
building business in 
the multi-generational 
travel space, I would 
recommend that travel 
advisors be active 
in their community, 
whether through 
involvement with 
school boards or sports. 
Once a travel advisor 
books two families 
to travel together (on 
the right product) 
the growth becomes 
exponential. Plus, that 
family will book many 
other products from 
them. Travel advisors 
should keep in touch 
with their clients 
and communicate 
interesting content and 
for all generations. – 
Paunic 

Build Your Business  
wiTh group Bookings
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 “The biggest challenge 
for booking multi-
generational groups 
is managing client 
expectations, trying 
to keep everyone 
informed, and explaining 
the booking process. 
Clear and frequent 
communication is key, 
as well as managing 
timelines. Finding 
out communication 
preferences is also 
important. For example, 
within a multi-gen group, 
millenials generally 
prefer a text or tweet, 
whereas baby boomers 
tend to prefer a phone 
call or booking in-
person.” – Kerr 

“The assumption that 
everyone in the family 
has a similar budget 
is the most common 
mistake we see. Families 
come in all shapes and 
sizes, and it’s walking 
a thin line to navigate 
between insulting 
someone because their 
budget is larger than you 
anticipated, or shaming 
them because their 
budget is smaller than 
expected. Asking about 
what they’ve done in 
previous years is a stress-
free way of learning 
about budget without 
putting them on the 
spot.” – Gain

“One of the biggest 
challenges we see deals 
with the variety of 
expectations that have 
to be met from the same 
tour. This can be resolved 
by working with tour 
companies that have 
choice built into their 
programs to help each 
individual customize 
their experience within 
the stability of the 
same itinerary. Another 
big challenge is that 
some companies have 
minimums for advertised 
pricing so knowing 
these minimums is 
very important to 
setting proper pricing 
expectations.” – Kerr ❋

geT readY for challenges

1.
 How many people do you  

expect to be travelling?

2.
What are your ideal  

travel dates?

3.
 What is the range of age and 

budget within the group?

4.
 What type of experience  
are you looking to have?

5.
 Tell me about your last vacation. 

What did you enjoy most?  
What did you enjoy least?

6.
 How would you like me to 

communicate with you? Do you 
prefer I communicate with one 

point of contact, or multiple 
people within the group?

7.
Do any group members require 

special attention (i.e. an 
accessible room, connecting 

rooms for large families, etc.)?

8.
What are the main points  

of origin of group members? 

What to ask
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an insider’s guide to building your destination 
weddings group business

expert insight

SuSan baronE-cianfarani
Founder & President, InStyle Vacations and InStyle Destination Weddings

Director of Destination Wedding Magazine,  
Producer of Luxury Weddings Worldwide

What is your top saLes tip 
for agents When booking 
destination Wedding 
groups? 
It’s simple: ask for refer-
rals. Ask your friends 
and family for refer-
rals, ask your existing 
clients for referrals 
and, perhaps first and 
foremost, ask couples 
who you have already 
worked with or are 
working with. We gain 
the most referrals from 
the destination wedding 
couples we work with 
and their guests. 

 
What questions shouLd 
traVeL adVisors ask 
cLients When booking 
destination Wedding 
groups? 
One of the most 
important steps travel 
advisors should take 
when booking des-
tination weddings is 
to really evaluate the 
client’s needs and have 
a proper profile set 
up for the wedding. 
This step will help 
streamline and simplify 
the process. Ques-
tions like: Will there 
be children attending 
the wedding? Is it a 
symbolic, religious or 
legal ceremony? What 
style do you envision 
your wedding to be (i.e. 
beach, garden, rain-
forest)? The initial con-
sultation should really 
be to understand the 
dynamics of the group 
and begin the selection 
process for their top 
three options.

What are the biggest 
chaLLenges you see traVeL 
adVisors encounter When 
booking destination 
Wedding groups, and hoW 
shouLd they best manage 
said chaLLenges?
One of the biggest chal-
lenges travel advisors 
encounter when book-
ing destination wed-
ding groups is mainly 
the time involved to 
service all of the guests. 
On the business side, 
travel advisors are 
handling group travel 
and all related travel 
inquiries, however, on a 
social side, they are also 
dealing with someone’s 
wedding and in most 
cases, this is a very emo-
tional time in one’s life. 

A very effective 
method to manage this 
challenge is to be as sys-
temized as possible. For 
example, e-vites, regis-
tration forms and per-
sonal websites for the 
bride and groom should 
have all the informa-
tion on the wedding 
group and wedding 
day, including the hotel, 
flight details, departure 
dates and pricing, which 
will make the entire 
booking process easier 
for the client and for the 
travel advisor. 

Another challenge 
is dealing with price 
reductions after the 
group booking is 
closed. This concern can 
become quite challen-
ging at times as rates 
fluctuate often. The only 
way to manage this is to 
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be completely honest 
with the consumer 
and educate them as 
much as possible on 
our industry.

are there common 
misconceptions When 
it comes to booking 
destination Wedding 
groups and if so, What 
are the reaLities? 
One of the most com-
mon misconceptions 
is the belief that the 
more passengers, 
the lower the rate 
should be, right? This 
is absolutely not true. 
In almost every case, 
once you reach more 
than 30 seats on a 
group booking, the 
rate increases and 
keeps increasing as 

the group grows. The 
most effective pricing 
on groups is for 30 
passengers. 

Another miscon-
ception is that all 
couples will decide on 
a destination wed-
ding simply to save 
costs. This trend has 
been changing and 
evolving, and couples 
are now looking for 
unique wedding 
experiences, and 
as such, are spend-
ing more money to 
make this a reality. 
The experience of a 
destination wedding 
is not only a beach 
wedding in an all-
inclusive resort any-
more; couples want to 
incorporate culture, 

history and authen-
ticity, which have 
allowed for another 
niche within a niche to 
grow with off-property 
venues worldwide. 
This holds true for any 
specialty group.

hoW can traVeL adVisors 
buiLd their business 
by booking destination 
Wedding groups and 
hoW can they find the 
opportunities to do so?  
To be successful in 
building your business 
by booking destina-
tion wedding groups, 
a travel advisor needs 
to have the passion for 
both weddings and 
travel. It may seem to 
be a luxurious career, 
however, it involves 

a great deal of work, 
energy and so much 
patience; patience 
with clients and also 
with suppliers. In 
order to be success-
ful, it’s important 
for travel advisors to 
collaborate with sup-
pliers that understand 
this niche market. 

Additionally, bridal 
shows are the number 
one method of build-
ing this business as it 
gives you direct con-
tact with a target client 
allowing the oppor-
tunity to showcase 
your material person 
to person. 

A very simple and 
inexpensive method 
is social media 
(including YouTube), 

where you can easily 
showcase your 
niche and passion 
for destination 
weddings.  It’s also 
important to learn 
as much as possible 
about destination 
weddings through 
wedding FAMs, 
certification programs, 
presentations and 
travel trade seminars. ❋

Editor’s note: Susan 
Barone-Cianfarani 
recently partnered 
with Today’s Bride 
as the director of 
Destination Wedding 
Magazine; together, 
they service the 
demand of out-of-
country weddings. 
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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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By Marion Rose,  Owner, 
Elgin Travel  & Cruise

Manifest                        with Marion

How up-levelling our office 
environment changed everything

Sometimes change is what 
it takes to grow, and for us, a 
renewal of our 25-year tenant 
contract at The Elgin Mall 
opened up the doors to take 
the next step forward. It was 
a risk, an investment and a 
challenge, but what unfolded 
for us professionally was all 
worth it. 

 
Our lOcatiOn
Logistically, it was an easy move 
right next door in the same 
plaza, which allowed us to set-up 
private offices to offer our clients 
a place to be heard; heard by 
their travel professional, but not 
by the clients at the next desk. 
Travellers want privacy when 
planning their personalized 
itineraries, sharing their specific 
requests and discussing their 
payments. Now, this protected 
space is sacred and puts all the 
attention on each customer’s 
individual desires.

Our décOr 
A bright entrance with leather 
furniture, modern chairs, 
touch-screen monitors, a full 
wall map, cappuccino maker 
and good storage units to hide 
files portrays a welcoming and 
professional atmosphere, from 
the moment you walk in the 
door. These refined customiza-
tions exude an air of luxury, 
which is exactly how we wish to 
be perceived. From the windows 
displaying a beach paradise to 
our tropical scented office space, 
clients feel welcome, relaxed and 
excited to plan their high-end 
vacation.

 
Our mindset
Starting fresh in our new digs 
meant wiping the slate clean.  
We left all the negativity and 
frustrations in our old office. You 
will never overhear a conversa-
tion that is not respectful, and 
when a problem arises, there is 

no need to pass blame to the 
airline, the hotelier or the sup-
plier. Each challenge presents 
an opportunity to shine, and 
deciding to place judgments 
on others in the industry is not 
the path we choose. We are all 
human, doing the best we can 
for our clients. When we work 
together to come to a resolu-
tion, we all win. Our biggest win 
is seeing the results. We set the 
intention of attracting luxury 
clients that value our service, and 
that is what we have done.

 
Ourselves
You will not find a travel profes-
sional at ET&C in blue jeans or 
promoting a dress-down day. We 
understand that to attract the 
caliber of client who wants to 
invest their money on a luxury 
vacation wants to work with 
someone who plays the part. 
Manicured and smartly attired, 
we control the way we are 
perceived and the way we feel 
about ourselves. It feels great to 
feel great, so our personal health 
(diets and exercise) are also a 
common priority for the team.

 
Our clients 
Millionaires are showing up to 
our office, calling our advisors 
and referring our services to 
their friends, family and col-
leagues; they appreciate that 
we are not order-takers. We 
value the opportunity to be fully 
engaged in unique requests and 
understand the exciting itinerar-
ies entrusted to our hands. Our 
focus on groups also allows us 

to host special wine and cheese 
events at our local Art Gallery, 
Golf Club or intimate venues in 
our area.

When it comes to your own busi-
ness, there may be restrictions 
in implementing some of these 
changes; perhaps you are not an 
agency owner, or moving is not 
an option. But be aware that you 
do not have to physically move 
your office to take these steps. 

Start small: organize the 
brochures and files on display, 
toss out old materials and invest 
time into cleaning up your work 
space. Purging, painting and 
focusing on what you want to 
achieve will immediately change 
how you are perceived by pros-
pects. Just as guests feel a sense 
of comfort when visiting your 
home when it’s clean and tidy, 
the same goes for clients to your 
office; a clean work environment 
will invite them to learn how you 
are ready to serve.  

Focus on creating an experi-
ence and excitement. We 
truly are selling life-changing 
memories, and that begins 
from the first contact; make 
an impression, and be sure to 
honour your clients with your 
full attention and passion for 
their adventure.  

Your sales environment helps 
you shine, welcomes new busi-
ness and gives you a great plat-
form to establish value in your 
knowledge and guidance.  It is 
not always easy, but it is simple 
and best of all, we are happy! ❋
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Whether your clients’ interests 
lie in adventures and thrills, 
classic touring or food and 

drink, we summarize which area 
of Arizona might appeal most.
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Diverse yuma 

Guaranteed sunshine nearly 365 
days a year in Yuma is just the 
beginning of this city’s appeal.
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What’s going on in Arizona and 
what do travel advisors need to 

know to sell it best?
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Arizona Industry InsIder

MOXY 
Phoenix 
Tempe 
appeals  
to millennial 
travellers

The MOXY Phoenix 
Tempe hotel has 

opened to rave reviews. The 
hip property is the first of 
a new Marriott hotel brand 
in the U.S., loaded with 
features appealing to the 
millennial mindset. Expect 
the unexpected: the front 
desk doubles as the hotel 
bar; snacks and drinks are 
available 24/7; meeting 
areas pop with 55-inch 
TVs; and guest rooms have 
motion sensor lighting and 
large screen TVs for online 
streaming. 

New accomodations in Scottsdale

Known for its spas and resorts, shopping and dining, Scottsdale is home to three new properties. Framed by Camelback Mountain, the 
Hyatt Andaz Scottsdale Resort & Spa’s 201 bungalow-style guestrooms, full service spa and meeting space reflects the classic, mid-

century desert design of greats like architect Frank Lloyd Wright. Opening in early 2017, Mountain Shadows is a full-service boutique hotel 
with restaurants and a 5,000 square foot fitness centre. Finally, the new Ritz-Carlton Paradise Valley is under construction and scheduled to 
open in 2018. The new-build, 200-room luxury resort will have North America’s longest pool, a 20,000-square foot spa and a citrus orchard. 

A rendering of Mountain Shadows 
Resort, opening in early 2017
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4725 E. Mayo Blvd., Phoenix, AZ 85050

VISIT PHOENIX’S #1 ATTRACTION

The World’s Only Global Musical Instrument Museum®

Ranked in the Top 20 Museums in the U.S. 
—2015 TripAdvisor Travelers’ Choice Award

Glendale slated to 
host basketball finals

Sports fans take note: 2017 is shaping 
up to be a banner year. From April 

1-3, the NCAA Men’s Basketball Final Four 
Division 1 basketball finals will make 
its first-ever visit to Arizona. Held at the 
University of Phoenix Stadium in Glendale, 
it will be the first Final Four to be played 
west of the state of Texas since 1995. 

Under the sea in AZ

Opening late 2016, OdySea Aquarium 
brings the Southwest’s largest 

aquarium to the Sonoran Desert outside 
Scottsdale. The two-level, 200,000-square 
foot aquarium promises a high-tech, 
immersive experience that integrates the 
latest in theme park technology. Floor-to-
ceiling windows and underwater acrylic 
tunnels show off marine life like sharks, 
turtles, penguins and jellyfish that make 
their home in the waters of the planet. 
A SeaTREK is experience takes visitors 
underwater to encounter sea creatures up 
close and personal. 
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Ranked “One of Scottsdale’s Best”  
by TripAdvisor

• Lush, oasis-like pool area & Terrace Bar

• Full hot breakfast & evening reception daily

• Free Wi-Fi & no resort fees

• Next door to great shops, restaurants, spa 
& nearby golf

Your Sunny Suite Spot

7300 E Gainey Suites Drive • Scottsdale, AZ 85258 
800.970.4666 • 480.922.6969 • gaineysuiteshotel.com

16-GAIN-1540 CanadiansGuideToAZ R02.indd   1 9/23/16   9:31 AM
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Arizona Industry InsIder

Cactus 
League 
appeals to 
MLB fans 

If baseball is your 
clients’ sport of 

choice, Major League 
Baseball (MLB) fans 
flock to Arizona for 
the Cactus League, the 
annual spring training 
home ground for 15 
teams playing in eight 
local stadiums. In 2017 
the Cactus League is 
celebrating its 70th 
anniversary. 

For the golfer

From Mar. 13-19, 2017, the pros hit the links at the Omni 
Tucson National Resort for the Tucson Conquistadores Classic, 

a PGA Champions Tour event. Golfers of all skill levels can book tee 
times at more than 40 courses throughout the Tucson region. 
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Day is a Great Night

Book Early and
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and get our Best Available rate.

Advance reservations required. Advance Purchase rate off er only available online and cannot be combined with any other 
discount or off er. Subject to availability at participating hotels throughout Arizona. ©2017 Choice Hotels International. 
All rights reserved.
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Arizona Product education

Tempting travellers to Arizona:  
Different activities for different interests

The sun and moderate temperatures of Arizona 
make it a favourite winter destination for 
Canadians looking to escape the cold, but as a State 
that is constantly evolving while also embracing 
trademark characteristics that have appealed 
to tourists for years, there is a wide selection of 
options to keep clients entertained and amazed, 
regardless of what time of year they travel. 

Have a look at a selection of options you can 
integrate into their itineraries, depending on their 
final destination and interests.

By Josephine Matyas
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The Grand Canyon
It’s no secret that the Grand 
Canyon is Arizona’s “pièce 
de résistance.” As one of the 
most visited U.S. National 
Parks, more than 4.5 million 
travellers visit this iconic 
natural wonder annually. 

For those clients who are 
interested in experiencing 
the Grand Canyon in a 
distinctive fashion, propose 
that you book them a rail 

experience from the town 
of Williams to the main 
attraction: the #29 vintage 
steam locomotive is out of 
retirement to power the 
Grand Canyon Train on this 
unique journey. In 2017, the 
railway will be adding a new 
luxury dome car, improving 
on an already popular car-
free experience. 

For another interesting 
perspective that may 
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especially appeal 
to active clientele, 
consider Phantom 
Ranch for lodging, 
as the only 
accommodations 
available on the floor 
of the Grand Canyon.

advenTure & Thrills
Situated off the 
well-trodden Grand 
Canyon National 
Park route, Grand 
Canyon West is the 
only spot on the river 
offering single-day 
whitewater rafting 
expeditions. 

For thrill-seeking 
clients, helicopter 
flights at Grand Can-
yon West dip into the 
heart of the canyon. 
Taking the experi-
ence a step further, 
families and out-
doorsy types may opt 
for a heli-float tour 
– a helicopter ride to 
the bottom followed 
by a guided historical 
float on a motorized 
pontoon boat. 

For a real heart-
stopping view, the 
Grand Canyon Sky-
walk is a transparent 
glass bottom bridge, 
named one of the top 
observation decks in 
the world. Suggest it 
as a side trip for Las 
Vegas-bound clients 
who want to get away 
from the Strip and 
see a bit of the desert 
landscape. 

Food & drink
Let foodies know 
about the May 2017 
Verde Valley Wine 
Festival & Sympo-
sium in Sedona. In 
addition to showcas-
ing local wines, the 
city’s mixologists 
have jumped on 
board the artisan 
cocktail craze by 
incorporating local 
ingredients like agave 

and prickly pear into 
recipes. Summer and 
winter, local restau-
rants join in Sedona 
Restaurant Week, 
offering three-course 
prix-fixe style menus. 

Dining and craft 
beer enthusiasts 
will be interested 
in knowing that 
Tucson was desig-
nated a UNESCO 
City of Gastronomy 
(the first city in the 
U.S. to earn the 
honour). Hot spots 
like the Carriage 
House, a cooking 
school, private event/
dining room and 
patio opened by 
James Beard award-
winning chef Janos 
Wilder is guaranteed 
to add value to your 
clients’ vacation.

TourinG
The new Red Rock 
Magic Trolley 
guided tours (three 
itineraries offered) 
show-off the best of 
Sedona’s downtown, 
scenic byway and 
stunning red rocks. 
Trolleys operate daily 
and accommodate 
individuals, families 
and groups (some 
are wheelchair 
accessible). 

A short drive from 
Sedona, the year-
round Verde Can-
yon Railroad offers 
special programs 
perfect for groups 
and families. Riders 
choose from shaded 
open-air or climate-
controlled cars, with 
beverage and snack 
service throughout 
the panoramic four-
hour journey. Special 
programs include 
Ales on Rails, Grape 
Train Express, Raptor 
on the Rails and Sat-
urday Starlight Train 
Ride. ❋
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Arizona Collaborative Feature

Exploring the diverse  
appeal of Yuma

For well over 100 years, the Yuma area has been 
accommodating travellers; originally, for those seeking a 
crossing point over the Colorado River and, today, for those 
making their way between California, Arizona and Mexico.

This Arizona city is also appealing to Canadian travellers 
– from outdoor enthusiasts to history buffs to those simply 
seeking a winter escape.

Together with CT Magazine, the Yuma Visitors Bureau 
is bringing travel advisors this guide to selling the 
destination.

Firstly, who is  
the client?
When deciding if a 
client might be a fit 
for a vacation to Yuma, 
consider that the 
destination appeals to:

1. Travellers planning 
to escape winter for 
warmth, sunshine and 
hospitality. There is 
guaranteed sunshine 
nearly 365 days a year 
in Yuma.

2. Leisure travellers who 
are making their way 
between southern 
Arizona (Phoenix 
and Tucson) and 
southern California 
(San Diego), looking 
for a place to rest, 
take a break from the 
big city environment, 
and enjoy the area’s 
attractions.

3. History buffs. Yuma 
was established as 
an original crossing 
point for travellers 
heading west in 
the late 1800s and 
early 1900s; with 
that brings history 
not found anywhere 
else in the State, like 
historic landmarks 
where the first railway 
locomotive and the 
first airplane entered 
into Arizona.

4. Outdoor adventure 
enthusiasts. Yuma’s 
location in the 
Sonoran Desert and 
along the Colorado 
River opens up 
a multitude of 
possibilities for 
outdoor recreation 
and adventure.

Questions to 
QualiFy your 
clients For  
a yuma vacation:
How important is the 
“big city atmosphere” 
to you? 
If the client’s idea of 
being a tourist includes 
a walk down busy city 
streets with skyscrapers 
overhead, they will 
not find that in Yuma. 
Instead, this is an 
easy-going travel spot 
with the convenience 
of travelling between 
activities and 
attractions without 
running into a lot of 
traffic.

Are you interested  
in the outdoors? 
This is important 
because many of 
Yuma’s attractions 
(shopping areas, 
museums, historic sites, 
festivals, and various 
recreation) are based 
largely outdoors.

Are you interested  
in visiting Mexico? 
Yuma is in close 
proximity to Mexico 
(and California), which 
means travellers 
have easy access to 
two countries and 
four states (Arizona, 
California, Baja 
California Norte and 
Sonora). Canadians, 
especially those 
visiting Yuma for 
extended stays, 
may be interested 
in diversifying their 
vacation with day 
trips in any given 
direction.
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Fast Facts
Because of southern Arizona’s hot 
desert climate, the peak tourism season 
in Yuma is between October and March 
when day temperatures begin to cool 
and seldom dip below freezing at night, 
which is when more of Yuma’s premier 
events are scheduled.

Yuma is an affordable tourist 
destination with more than 4,000 hotel 
and motel rooms fit for all budgets, as 
well as many RV parks with a wide-
range of amenities and activities.

Yuma is home to Arizona Territory’s first 
prison which, today, is a State Historic 
Park where visitors can walk the row of 
cells built by the prisoners who resided 
behind its bars.

Yuma is an agricultural community 
which, between November and March, 
supplies up to 90 per cent of the 
nation’s winter vegetables.

Outside of the metro areas of Phoenix 
and Tucson, Yuma is the third largest 
city in Arizona. ❋

resources 
For travel 

proFessionals

Check out the redesigned 
VisitYuma.com for more 
information about Yuma, 

scheduled events, and 
outdoor activities. 

Contact the Yuma Visitors 
Bureau by phone at 800-
293-0071 or via e-mail at 

info@VisitYuma.com. 

Browse the annual Yuma 
Visitors Guide online or if 
you’re interested in a hard 

copy, request one and Yuma 
Visitors Bureau will mail it 

to you,  free of charge! 
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Arizona product education

From snowbirds to those seeking a long-weekend 
retreat, Arizona has long been a favourite U.S. 
destination for Canadian travellers. Touting the State 
as a “vibrant travel destination that offers something 
for everyone,” Becky Blaine, director of travel & trade 
relations, Arizona Office of Tourism, shared her sales 
advice with CT Magazine. 

“With mild weather from October to April, it’s the 
perfect destination to enjoy a winter getaway,” she 
said. “Whether your clients are looking for world-
class golf, shopping, relaxation, family-friendly 
retreats or outdoor adventure, you can find it 
throughout the state.”

Use the following information provided by Blaine 
and the Arizona Office of Tourism to better prepare 
yourself to sell the destination.

Selling the Grand Canyon State: 
What you need to know

Who is the client?
1. Those seeking 

relaxation of all sorts; 
golfers, spa aficionados 
or alternative wellness 
gurus.

2. Foodies! Tucson is 
the first city in North 
America to earn 
the designation of a 
UNESCO World City 
of Gastronomy. Those 
interested in eating 
local will also enjoy 
taking advantage of 
Arizona’s year-round 
growing season. 

3. History buffs will love 
learning about the state 
through the eye of 22 
American Indian tribes 
who offer varying 
guided experiences.

4. Outdoor enthusiasts 
and adrenaline junkies; 
whether hiking 
canyons, doing jeep 
tours in the Red Rocks, 
skiing in Flagstaff or 
embarking on an ATV 
adventure, there is 
always an adventure to 
be had.

What to remember  
When selling arizona:
• During fall shoulder 

season (mid-November 
to mid-December), you 
can find great rates 
at four- and five-star 
golf resorts in Tucson, 
Phoenix & Scottsdale 
for your clients. There 
are even unique 
programs targeted to 
the Canadian market 
such as Scottsdale’s 
Loonie Love, which 
offers discounts on 
hotels, golf & more. 
Current offers are 
valid until Dec. 31, 2016 

and then the program 
will be updated 
for 2017.  www.
experiencescottsdale.
com/loonie-love

• Arizona is the Grand 
Canyon State; vast, 
magnificent and 
inarguably beautiful, 
the Grand Canyon 
is easily Arizona’s 
most distinguishable 
landmark.

• Calling all drivers! 
Arizona is known 
for its landscape, 
breathtaking sunsets 
and stunning vistas; 
there is no better 
way to experience it 
than on wheels. In 
addition, the State is 
very easy to navigate. 
It is not uncommon to 
experience a variety 
of landscapes and 
weather variations in a 
three- to four-day visit.

• Arizona offers a variety 
of accommodation 
options, whether 
clients are looking 
for a spa retreat in a 
luxury resort or are 
looking to park their 
RV in a camp; there 
is something to meet 
every budget.

• The Arizona Office 
of Tourism offers a 
trade website with 
suggested itineraries 
& contact information 
for partners around the 
state. www.visitarizona.
com/travel-professionals. 
In addition, Arizona 
Tourism partners will 
soon be able to load 
commissionable offers 
to the trade website. 
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Blaine’s top tips

Becky Blaine
 Director of travel & trade relations,  

Arizona Office of Tourism

arizona tourism By 
the numBers (2015)

Hotel rooms sold  
expanded 4.4 per cent.

The leisure segment performed 
well, growing 4.2 per cent. 

The business segment (3.1 per 
cent) lagged leisure growth, but 
showed favourable acceleration 
relative to 2014 (2.7 per cent).

OvernighT visiTaTiOn 
grOwTh imprOved 
furTher in 2015, 
acceleraTing TO 
four per cenT 

grOwTh, frOm 3.7 
per cenT in 2014.

arizona attracted  
36.4 million  

overnight domestic visitors in 
2015, a new record, and 7.8 per 

cent ahead of the prior peak 
(33.8 million in 2007).

 real amusement sales 
rose 17.5 per cent, 
followed by state park 

visitors at 16.8 per cent.

air arrivals 
continued to 
grow, with a 
5.6 per 
cent gain.

1. If you’re interested in building your 
business in these areas, having first-hand 
experience in the destination is always an 
advantage when selling. The CVB’s and 
our state tourism office organize famil-
iarization tours at various times of the 
year, and we also offer destination train-
ings that can be conducted over video 
conference or in-person. There will also 
be an online Arizona training program 
that will re-launch in late 2017 on our 
travel professionals website. We certify 
this program with ACTA as continuing 
education credits. www.visitarizona.com/
travel-professionals
 
2. Build not only personal experiences 
to speak from when selling, but personal 
relationships with the suppliers. Having 
those go-to resources in the destination 
can prove invaluable when planning an 
itinerary. 

3. Agents can look to the shoulder 
seasons for availability and great rates 
on golf and luxury spa getaways for their 
clients. In the Greater Phoenix, Scottsdale 
and Tucson areas, that is November/
December and again in May/June. Peak 
and value seasons in the mountainous 
regions (in the northern half of the state) 
are the opposite of the desert areas. Gen-
erally, peak season is from June through 
August, shoulder season is April to May 
and September through December, and 
value season is January through March. 
Peak season in some mid-climate areas of 
the state is from March to May and Sep-
tember through October, with shoulder 
season from January to February.
 
4. Outdoor adventure options are avail-
able all year round in Arizona depending 
on the elevation. Whether you want to 
hike the Grand Canyon, stargaze at one 
of the observatories, kayak to a winery or 
work on a dude ranch, Arizona has end-
less options to explore. ❋
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Arizona Luxury and weLLness

Waldorf Astoria 
Arizona Biltmore

Top picks for luxury & wellness  
vacations in Arizona

As a destination with robust product 
options, Arizona has established 
itself as a leading destination for 
luxury and wellness vacations in the 
U.S. Here are a few resort choices 
to consider the next time you’re 
booking a client on a high-end, 
relaxing getaway.

The elegant Waldorf Astoria Arizona 
Biltmore personal concierge helps guests 
– including celebrities and diplomats 
– manage their stay by booking spa 
treatments at Spa Biltmore, dining 
reservations, business meetings and stay 
amenities. 

Surrounded by Sedona’s majestic red rocks, 

a stay at Enchantment Resort includes Mii 
amo Spa, named by Travel + Leisure as one 
of The 10 Best Destination Spas in the U.S. 
The daily resort fee includes spa access 
with use of all facilities and classes. 

Hacienda Del Sol Guest Ranch Resort has a 
beautiful vista over Tucson’s Sonoran Desert. 
Guests stay in the luxurious Catalina rooms, 

The Ritz-Carlton, 
Dove Mountain

By Josephine Matyas
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Why might travel advisors 
consider arizona as a 
destination for clients 
interested in health & Wellness 
holidays? 
The weather! Health and wellness 
vacations typically go hand-in-
hand with warm weather. The year-
round climate in Arizona is sunny 
and hot. In addition, Arizona has 
several spas and resorts offering 
health and fitness programs along 
with healthy dining choices. More 
on my personal recommendations 
to follow. 

What are the key pieces of 
information travel advisors 
should knoW about arizona, as 
it relates to health & Wellness 
holidays?
1. Some of the best prices are 

offered during the summer 
months of June – August. That 
being said, be sure to qualify 
your client well. The summer 
months are very hot and may 
not be ideal for all activities. 
In this instance, you want to 
suggest your clients travel to 
Sedona because of the milder 
climate with summer highs in 
the 90s and much cooler during 
the other seasons. 

2. Make sure the resort of your 
choice includes fitness classes, 
access to a fitness facility and 
spa services included in the 
reservation. You don’t want your 
clients to be surprised with extra 
charges upon arrival.

3. Be aware of the location of your 
resort as many are placed away 
from the main towns for tran-
quility. Renting a car is recom-
mended if your clients wish to 
venture off-site and into the city.

4. Know the size of the property 
you are recommending; many 
resorts host weddings, business 
conferences and other events 
so if your client prefers a quieter 

ambiance but wishes to experi-
ence a larger resort, ensure they 
are placed away from the noise. 
Alternatively, you may wish to 
select a resort that is smaller and 
does not have  banquet or meet-
ing facilities.

What are your top five sales 
tips for felloW travel advisors 
When selling arizona’s health & 
Wellness product?
1. Know the product. The best way 

for us to learn is to experience it 
ourselves. I strongly recommend 
taking a trip to Arizona to experi-
ence some of their finest resorts 
and spas.

2. Be confident. If a client inquires 
about a resort or service you are 
unfamiliar with, take the time to 
do some research and educate 
yourself prior to offering your 
opinion to them.

3. Qualify your clients. The more 
you know about what they want, 
the more likely you are able to 
offer them an unforgettable 
vacation.

4. Enhance their vacation. If a client 
says that they want a golfing 
vacation, don’t stop there. Be 
sure to offer other suggestions 
as well. Educate them on what 
else the destination has to offer.  
Perhaps they’d be interested in 
sight seeing, taking some private 
classes, or even a fine dining 
reservation in a local restaurant. 
If you provide them with a 
memorable vacation, they will 
always associate you with a posi-
tive experience in their life.

5. Add a personal touch. Have 
the resort leave a personalized 
note with a bottle of wine or 
a fruit tray in their room upon 
arrival. Mail the itinerary to 
their home address instead of 
sending eDocuments. Include 
a farewell note, and a small gift 
certificate. I like to send my 

take                      five

With Steph Mayorga
Owner/travel expert

Travel With Steph Vacations - TravelOnly

hacienda rooms or the Tracy-
Hepburn Casita Grande, once 
a secret hideaway for the two 
famous celebrities.

Canyon Ranch’s Life 
Enhancement Program is 
at the heart of the Tucson 
resort. Customized services 
foster mind-body wellness 
– from spiritual wellbeing 
to stress management – 
integrating spa treatments, 
fitness and holistic care. 

Named one of the world’s 
best destination spas, 
Tucson’s Miraval Resort & Spa 
offers innovative treatments 
to transform guests both 
physically and emotionally. 
Experience Planners 
customize spa services, 
development activities, 
classes and programs.

Four spacious Phoenix villas 
at Royal Palms Resort and Spa 
give seclusion in home-like 
comfort with king-size beds, 
fireplaces and private patios.

Recently refurbished, 
The Canyon Suites at The 
Phoenician Scottsdale offers 
five-star signature amenities 
including exclusive infinity 
pool, ambassador services 

and chauffeured luxury car 
transportation.
 
Boulders Resort & Spa 
unveiled its multi-million 
dollar renovated adobe-style 
casitas, villas and haciendas. 
Services and amenities 
encompass a spa oasis, two 
championship golf courses, 
the Boulders Golf Academy 
and a private heli-pad.

Guests in the adobe casitas of 
Four Seasons Resort Scottsdale 
turn to the concierge to book 
golf at the acclaimed Troon 
North, a celestial picnic, spa 
services or access to a limited 
number of Mercedes Benz 
vehicles. 

The Ritz-Carlton, Dove 
Mountain offers a nourishing 
spa and wellness experience, 
and a world-class Jack 
Nicklaus Signature Golf 
Course, set in an exclusive 
desert setting. 

Many of the luxury creekside 
cottages at L’Auberge de 
Sedona boast fireplaces 
and open-air outdoor cedar 
showers. L’Apothecary Spa 
provides nature-inspired 
treatments blending local 
botanicals.
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clients a gift certificate for a 
coffee shop and suggest they 
enjoy a coffee on me while 
they wait for their flight. Don’t 
forget to follow-up when they 
return home and ask how the 
vacation was.  

What are your top 
recommendations for health & 
Wellness options in arizona?
JW Marriott Desert Ridge 
Resort & Spa, Phoenix – 
Excellent price point, five pools, 
(separate pool in the spa area), 
five restaurants, fitness classes, a 
golf course and everything you 
need on-site. Serene location, 
yet less than 12 kilometers 
to shopping, and under 16 
kilometers to the Phoenix 
Mountain Preserve.

Sanctuary Camelback Mountain 
Resort & Spa, Paradise Valley 
– Modern, chic and luxurious 
describes this smaller resort. 
Rooms are spacious with the 
option to upgrade to one- or 
two-bedroom suites. A restaurant 
and bar is on-site with healthy, 
fresh dining options. This resorts 
boasts three pools (one infinity 
pool with gorgeous views), five 
tennis courts, and a spa and fitness 
center. Only eight kilometers 
from the Scottsdale Museum 
of Contemporary Art and 12 
kilometers from Desert Botanical 
Gardens.

Omni Scottsdale Resort & Spa 
at Montelucia, Scottsdale – This 
Spanish-inspired luxury resort 
offers standard suites or the 
option to upgrade to a suite 
with private pool, or a villa with 
a private gym. The spa includes 
a sauna, steam room, private 
rooftop pool and fitness center.  
The resort also has two outdoor 

pools. Be aware that the resort 
surrounds the large pool, which 
may cause a bit more noise then 
your client wishes to endure. The 
resort is located at Camelback 
Mountain, which offers excellent 
hiking trails with Arizona’s 
highest peaks. It is less than 
eight kilometers from upscale 
shopping at the Scottsdale 
Shopping Square.

Fairmont Scottsdale Princess, 
Scottsdale – Very popular well-
ness, fitness and health programs 
and only 2.5 kilometers from the 
TPC Scottsdale golf club, and 
25 kilometers from Piestewa 
Peak, the second highest peak 
in the Phoenix Mountains.  This 
resort offers international dining 
options such as Mexican, Latin, 
American, a steak house, as well 
as a cocktail lounge and pool 
side bars. Note that alcoholic 
drinks are not served throughout 
the whole resort.  

anything else travel advisors 
should knoW as it relates to 
booking health & Wellness 
getaWays in arizona?
Avoid travelling in March as it is 
spring training for many athletes 
and prices are quite high.  Look 
for special offers mid-week 
versus Friday through Sunday. 
If travelling in a group of males 
and females, ensure the resort 
has shared facilities, as some may 
be separate. If clients want to 
enjoy relaxation at it’s finest, look 
for a resort that offers food and 
beverage service by the pool.  
This way, your clients do not 
need to have all their meals in a 
formal restaurant setting. Inquire 
about children, minimum ages to 
use the facilities, and if there are 
adult-only areas for your clients 
to enjoy. ❋

Fairmont Scottsdale Princess
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Arizona Golf Vacations

Sewailo Golf 
Club in Tucson

Preparing for  
tee time 

Known as a premier golf 
destination, Arizona boasts a 
range of courses to suit all skill 
levels, amidst an even more 
diverse terrain. 

There are a number of factors to 
consider when booking a golf 
vacation, as milder temperature 
make winter the optimal time 
for golf in Southern Arizona, 
while discount green fees during 
the summer months may be 
appealing, though temperatures 
are extra hot.

Aside from the weather, what 
else should be top-of-mind 
when booking a golf vacation 
for your clients? And with the 
wealth of golf courses to choose 
from across Arizona, how do you 
know which will best appeal 
to different travellers? We’ve 
enlisted the following input as a 
starting point:

Los Caballeros 
Golf Club in 
Wickenburg

Copper Canyon Golf 
Club in Buckeye
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Why might travel advisors consider 
arizona as a destination for clients 
interested in golf holidays? 
There are 338 golf resorts in Arizona, 
and it’s a billion-dollar business in the 
State. This is great for visitors because 
with such fierce competition, prices 
and availability are the best anywhere. 
However, keep in mind that the quality of 
course can vary from great to mediocre, 
so make sure to seek advice from those 
“in the know” when making a pitch to 
experienced golfers.

is there a specific “type” of golfer 
(Whether it be age or experience) Who 
suits an arizona golf holiday better 
than others?
Are golf holidays in Arizona a 
generational thing? Not really; a bachelor 
party group might like to stay Downtown 
Pheonix, where they will find many golf 
courses within a 30-minute drive, giving 
them the opportunity to play a different 
course each day while enjoying the 
nightlife. For more mature and possibly 
more discerning golfers, many resorts 
in Arizona have two or three courses on 
property, capped-off with great food at 
the 19th hole. 

What are the top selling points for 
travel advisors to leverage When 
selling arizona golf product?
Great weather, easy air access 
with a selection of direct flights, 
reasonable costs, great facilities and 
accommodations, and availability of tee 
times are all top selling points.

What are your recommendations  
for golf courses and resorts in 
arizona for golfers?
With 338 courses, it can be challenging 
for the non-golfing travel advisor to make 
recommendations. Here are Golf Advisor’s 
2016 top 10 courses in Arizona:
10. Arizona National Golf Club Tucson

Architect: Robert Trent Jones Jr.

9. The Golf Club of Estrella Goodyear
Architect; Jack Nicklaus Jr.

8. Omni Tucson National Golf Resort* 
Tucson 

Architects: Bruce Devlin, Robert von 
Hagge, Tom Lehman

7. The Golf Club at Dove Mountain 
Marana 
Architect: Jack Nicklaus

6. Los Caballeros Golf Club Wickenburg
Architects: Greg Nash, Jeff Hardin

5. Oakcreek Country Club, Sedona
Architects: Robert Trent Jones Sr., 
Robert Trent Jones Jr.

4. Copper Canyon Golf Club, Buckeye
Architects: Lee Schmidt, Brian Curley

3. Verrado Golf Club, Buckeye
Architects: Tom Lehman, John Fought

2. Stadium Course at TPC Scottsdale, 
Scottsdale 
Architects: Jay Morrish, Tom Weiskopf

1. Sewailo Golf Club,Tucson
Architects: Notah Begay, Ty Butler

have you golfed in arizona? Where did 
you golf and Why did you enjoy it? 
My introduction to Arizona golf was 
The Boulders Resort at Scottsdale. The 
experience when you first arrive is like 
golfing on the John Wayne film set, 
surrounded by red mountains and tall 
cacti. Breathtaking scenery with well-
cared for fairways and greens make a 
good round of golf in Arizona a bucket 
list “must”. Palm Springs is also a favourite 
for me because of the many courses 
in close proximity; it is the golf mecca 
for extended stays, as the choice is 
tremendous.

As a last bit of advise, don’t book direct 
with a course if you’re not familiar with 
the nuances of golf. If you don’t know it, 
don’t sell it! Let your gut be your guide.

The professionals at Golfstream Travel 
are available to work with you on 
booking golf vacations for your clients, 
and the wholesaler pays commission 
to travel advisors. William Motley-
Bailey can be contacted at wmotley@
golfstreamtravel.com or by phone at 
905-267-4902.  
Visit www.golfstreamtravel.com. ❋

take                      five

With William motley-Bailey
Golfstream Travel
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Arizona OutdOOr & Adventure

From the Grand Canyon to the Colorado River, the 
State of Arizona is made for outdoor enthusiasts. 
Whether clients are looking for low-impact 
adventure or high-thrills, there is a plethora of 
opportunity for diverse experiences. Here are a few 
ideas, compiled with information from Arizona 
Office of Tourism, so you can arrange for your 
clients to capture Arizona from varying perspectives, 
whether on land, by water or in the air. 

Birdwatching
Southeast Arizona is one 
of the U.S.’s top five bird-
watching hotspots, with 
nearly 500 types of birds 
stopping off in the region 
during their annual migra-
tion. For guided walks and 
workshops, check out the 
Southeastern Arizona Bird 

Observatory (www.sabo.org), 
a non-profit that is sure to 
give your clients the optimal 
experience.

hiking, mountain Biking  
and rock climBing
Footloose adventurers of all 
levels can have their pick 
from the choices offered 

On-the-ground insight to selling 
Arizona’s outdoors & adventure
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throughout Arizona, 
whether it be for hiking, 
mountain biking or rock 
climbing. Greater Phoe-
nix, Tucson, Sedona, Flag-
staff and Prescott are all 
well-known by active trav-
ellers to the State, among 
various other destinations, 
be it for those wanting to 
venture out on their own 
or participate in guided 
tours. For those looking 
for a unique perspective, 
Lost Dutchman State Park, 
Scottsdale’s Pinnacle Peak 
Park, and Tucson’s Sabino 
Canyon are popular for 
their lunar-lit walks, 
which generally take place 
from October through 
April.

water sports
While this may surprise 
travel advisors and travel-
lers alike, opportunity to 
partake in watersports in 
Arizona abounds. Destina-
tions like Lake Powell, Lake 
Mohave, Lake Roosevelt, 

and smaller lakes through-
out the State are great 
options for those looking 
to include boating, fishing, 
kayaking or jetskiing in 
their vacation, while the 
Colorado River and Salt 
River are popular choices 
for white water rafting.

winter sports
While it’s true that most 
Canadians seek out Ari-
zona to escape the snow 
and cold temperatures, 
northern and eastern parts 
of the State do provide 
options for travellers 
interested in winter sports. 
Favoured downhill ski runs 
are at Sunrise Park and 
Arizona Snowbowl, while 
other options include Wil-
liams Ski Area and Mount 
Lemmon Ski Valley. Clients 
may be interested in nor-
dic or cross-country skiing 
in the Coconino Forest 
near Flagstaff and close 
to the North Rim of the 
Grand Canyon.
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take                      five

With Carly renshaW
Luxury travel advisor, Renshaw Travel Ltd.

why might travel advisors 
consider arizona as a 
destination for clients 
interested in outdoor and 
adventure holidays?
Travel advisors should con-
sider Arizona for outdoor and 
adventure holidays because 
of the State’s vast landscape. 
Let’s consider three locations in 
particular: Sedona, Scottsdale and 
Tucson. Sedona has the beautiful 
setting of the Red Rocks when 
you go hiking, mountain biking or 
rock climbing. In Scottsdale, you 
can go hiking right near the city 
at either Camelback Mountain or 
McDowell Sonoran Preserve. Then 
as you head south in Tucson, 
you can hike in the Catalina 
Mountains.
 
from your perspective, what 
should travel advisors know 
aBout arizona, as it relates 
to outdoor and adventure 
holidays?
1. Sedona is a ‘must add-on’ to 

any trip to Scottsdale.

2. Send all your hiking and 
mountain biking enthusiasts!

3. There are many opportunities 
to go horseback riding, though 
be aware that in addition to 
riding, Miraval offers equine 
therapy at their property as an 
optional activity.

4. Pack layers! Arizona’s desert 
climate is very cold in the early 
morning and evening, and hot 
during the day.

5. Make sure to visit the energy 
vortexes and take some time 
to meditate! These vortexes 
are believed to be spiritual 
centres where the energy is 
powerful and concentrated to 
facilitate prayer, mediation and 
healing.

6. Do not rush your clients’ Ari-
zona holiday. Give them time to 
marvel in the beautiful nature. 
When witnessed, the Red Rocks 
in Sedona inspire a sense of 
calm and peace, which is much 
needed in our fast- paced, 
tech-driven world.

is there a specific “type” of 
traveller (whether it Be age 
or experience) who is Best 
suited for an outdoor and 
adventure-Based holiday in 
arizona Better than others?
Arizona is a destination for 
travellers of all ages. It is for 
families who want to bond on 
overnight rafting or camping 
trips, or day hiking excursions. It 
is for the retiree who is seeking 
sun, solitude and reflection. It 
is for the active couple looking 
to celebrate their honeymoon 
with adventure-based activities 
during the day and then lay 
their heads at a five-star luxury 
accommodation in the evening. 
And it is certainly for the 
individuals looking to improve or 
maintain their health with a stay 
at the holistic health resorts like 
Canyon Ranch and Miraval.
 
what are your top sales tips 
for travel advisors when 
selling arizona’s outdoor and 
adventure product?

1. There is a wide range of hiking 

trails, for beginners to experts.

2. It is a year-round destination.

3. PHX is a large hub with many 

direct, non-stop flights from all 

over the world.

4. Arizona makes the outdoors 

accessible to a wide range of 

people, skill levels and ages.

5. After a few days of adventur-

ing, treat clients to the amazing 

spas in the area.

 

what are your recommendations 
for outdoor and adventure 
experiences in arizona? 
- Meditating at Enchantment 

Resort’s on property vortex.

- Taking mountain biking lessons 

at Miraval resort.

- Completing the High Ropes 

Challenge courses at Miraval.

- Hiking in the Catalina Moun-

tains with Canyon Ranch 

Guides.

- Equine Therapy at Miraval. ❋
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Loy Canyon trail is 
located near Sedona
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Arizona SNAPSHOT
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1. Glendale
Suggest Glendale for 
those clients who are 
sports enthusiasts. 
The destination boasts 
a unique sports and 
entertainment district 
is unique, with an NFL 
stadium, NHL arena and 
an MLB spring training 
ballpark in such a close 
proximity.

2. Phoenix
Travel advisors should 
consider Greater Phoenix 
for clients who might be 
interested in the area’s 
eclectic art scene found 
on Roosevelt Row, or 
wellness-seekers who will 
appreciate its unique spas 
featuring native healers 
and desert-inspired 
treatment.

3. Mesa
Key points of 
differentiation for Mesa 
include the iconic and 
legendary Superstition 
Mountains to the east of 
the city; quick access to the 
Sonoran Desert foothills; 
roadside attractions along 
the historic Apache Trail; 
and farm-fresh stops along 
the city’s Fresh Foodie Trail. 

4. Scottsdale
Canadian travellers 
seeking warm weather and 
sunshine are likely to take 
advantage of a Scottsdale 
suggestion, especially 
when travel advisors build 
itineraries to include fine 
dining options, top-end 
resorts and spas, outdoor 
adventure and world-class 
golf. 

5. Sedona
Adventurous couples 
ready to get up early in the 

morning to explore red 
rock country, stroll Gallery 
Row, wine and dine, then 
attend a cultural festival 
in the evening are the 
ideal clientele for Sedona.
Healing and restorative 
therapies, adrenaline 
inducing off-road tours 
and shopping can all be 
part of the trip here as well.

6. Tempe
The warm winter weather 
and sunny skies attract 
Canadian travellers to 
Tempe, where they can 
enjoy outdoor activities 
like hiking and biking, local 
cuisine, microbreweries 
and annual events such 
Rock ‘n’ Roll Marathon 
Arizona, Cactus League 
spring training and arts 
festivals. 

7. Tucson
The unique borderlands 
culture of Tucson – 
mixing Native American, 
Spanish, Mexican and 
bits of the rest of world 
into something special 
– differentiate it from 
the rest of the state (and 
perhaps even the rest of 
the country). Canadians 
willing to explore a city a 
little off the beaten path 
will see this in the music, 
the food, the people and 
nearly everywhere else. 

8. Yuma
Yuma’s location in 
southwestern Arizona 
is an open invitation to 
experience the Sonoran 
Desert, the Colorado 
River, and the Old West. 
Here, visitors will find a 
memorable winter getaway 
with great weather 
guaranteed in a vibrant 
desert community. ❋ 

Which area of Arizona is 
meant for your client?

4

3

CT asked representatives from Arizona hot spots what makes their 
destination unique from others in the State. Here’s what we found:
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